
SUMMARY  

 

 

The main research objective of the present doctoral thesis is to investigate the 

potential roles of leisure tourism in serving and attracting medical tourists to the wellness 

industry in Lebanon and implementing appropriate and effective marketing strategies. 

The doctoral thesis is structured in seven chapters in addition to an introduction and a 

final conclusion.  Introduction presents the background of the study, including the 

problem statement, research objectives, significance and a scope of the study. Chapter 

One includes a theoretical documentation in order to establish the major concepts related to 

the research itself. Chapter Two discusses tourism in general and then more specifically 

strategic marketing in tourism.  Chapter Three focuses on the Lebanese tourism sector, 

more precisely regarding leisure and medical tourism. Chapter Four presents the 

research methodology of the current study. Chapter Five illustrates the results for the 

quantitative analysis. A questionnaire was developed and applied to 150 participants 

randomly selected from different hospitals and clinics in Beirut and Mount Lebanon over the 

period of 12 months to investigate the relationship between medical tourism and leisure 

tourism in Lebanon. Chapter Six presents the results of the qualitative research. Three 

interviews were conducted: two with participants from the survey to highlight the quality of 

the healthcare system and the tourism sector, and another one with General Assaad Tfaily 

about the safety and security challenges in the country. Chapter Seven presents a strategic 

marketing plan developed for leisure and medical tourism in Lebanon. The conclusion states 

a summary of the findings and of the recommendations with a brief reminder of the purpose 

of the research. 

The conclusions of the qualitative research are the following: the marketing plan for 

Lebanon is weak and more publicity should be focusing on the factors that make the country 

unique; social media plays an essential role to reach a wider and younger audience; 

technology is an important tool to book appointments and to check reviews regarding the 

doctors, hospitals and clinics, labs and imaging centers. The results of the quantitative 

research revealed that both variables, medical tourism and leisure tourism, are statistically 

related. Therefore, a strategic marketing plan it is needed for both together and not each one 

separately. Also, only a small percentage of participants know that Lebanon is famous for 



both medical and leisure tourism. Thus, the developed marketing plan should shed light on 

the relationship between the two types of tourism in Lebanon.  


