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There are brands which capture the minds of the consumer for long dura-
tions and then there are brands that though relatively new in the market, 
come up with unique innovations, offerings and visibility strategies, and 
capture the market with a storm. These are the brands which symbolize 
quality, status and trust and are recognized as reliable brands. 

However, the question that comes to mind is what sets these Healthcare 
Brands apart from other brands? For one, these brands have constantly 
been able to innovate, adapt and leverage the ever changing marketplace. 
These brands have also been able to innovate in terms of product, pricing, 
solutions, business models, packaging, delivery, placement and more. This 
has led to their acceptance in the market place resulting in a strong following, 
healthy profit margins and rapid expansion plans. These brands have come up 
with new business models which did not exist earlier. They have shown the grit 
and gumption to affect change and be relevant to the current market context. 

After a successful launch of The Economic Times Best Healthcare Brands – India 
Edition, The Economic Times takes pleasure in announcing the launch of, “The 
Economic Times Best Asian Healthcare Brands 2017”, at Dubai in September. 

The idea is to develop strategic partnership in the medical and holistic healthcare 
sector between India and the UAE and improve the efficacy of health care delivery. 

The meet will also focus on capacity building and will try and create an ecosystem 
for exchange of ideas and services and develop a new vision for the future of the 
burgeoning medical industry between India and the Middle East. 

The two sides will also explore avenues for value addition to the expanding business 
and trade ties between India and UAE. 

OVERVIEW
Asian healthcare market is expected to grow from over $1835 billion 
in 2016 to over $2660 billion in 2020. This is mainly due to increasing 
access to healthcare facilities due to increasing government 
expenditure and private investments and government initiatives 
to promote medical insurance and foreign investment, thereby 
boosting the demand for healthcare services and pharmaceutical 
products.

Asia is the largest and most populated continent on Earth. 
According to the IMF, Asia’s total GDP was $25.3 trillion in 2014 
accounting for 32.7% in $77.3 trillion global GDP. Asia accounts 
for around 60% of the global population. The huge population, 
large economy, and advances in technology make Asia an 
attractive market for healthcare services. 

In such a dynamic scenario, the Healthcare sector and 
corporate houses are taking greater risks and exploring 
newer channels to infuse dynamism in their various areas of 
operations and branding, and embracing entrepreneurship. 
Needless to say, the new Asia is witnessing an emergence 
of critical health parameters including health infrastructure 
and resources thereby leaving strong imprints on the 
market. In the process, the entire experience of the 
consumers gets redefined given the complete paradigm 
shift in the approach. Some unique initiatives have led 
to making some brands the leading health brands 
today who are not just making their presence felt 
in their countries of origin, but also expanding their 
operations pan Asia. 

However, while these Healthcare brands are well 
established and are focusing with renewed energy 
on the brand building exercise, only few can claim 
to have loyal consumer following with exceptional 
high level of referral and recall. Certain questions 
remain to be analysed: What sets these brands 
apart? What creates a niche identity in the 
mind of consumers? What enhances the recall 
value? What are the latest innovations that 
have left lasting impression on the consumers’ 
mind? 
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WHO WILL ATTEND?
• Chairmen

• CEO

• CTO

• CIO

• Directors

• Advertisers

• CMO

• Brand Manager

• COO

• Public Relation 

• Associations

• Public Relation

After the successful launch of the first edition of the 
BEST HEALTHCARE BRANDS COFFEE TABLE 
BOOK in India in 2016, we are proud to announce 
the ASIAN EDITION of the book in DUBAI this year.

For this coffee table book, The Economic Times 
conducts an extensive survey with our Knowledge 
Partner - MENA RESEARCH PARTNERS   and 
shortlists brands under various segments of 
healthcare after considering the parameters 
of Innovation, Brand Value, Brand Recall, 
Consumer Satisfaction, Customer Service and 
Quality. These brands would be felicitated and 
featured in the coffee table book which will be 
launched at The Economic Times Best Asian 
Healthcare Brands, to be held simultaneously 
with The Economic Times India-UAE 
Strategic Conclave. In this summit we will 
try to uncover answers as to what sets 
these healthcare brands apart & what 
makes these brands truly trustworthy and 
dependable in the Healthcare Industry. 

SEGMENTS 
COVERED
• Hospitals
• Pharmaceuticals
• Medical Devices
• Health & Wellness
• Consumer Healthcare
• Diagnostics Labs
• Eye Care
•  Healthcare Insurance

THE COFFEE 
TABLE BOOK 
GENESIS

KEY HIGHLIGHTS

• Summit to engage and network with leaders in 
healthcare industry 

• Felicitation of top brands under each segment at a 
gala night program 

• Logo licensing rights of The Economic Times Best 
Healthcare Brands 2016 to the felicitated brands 

• Exclusive featuring for the brand and coverage in 
Economic Times print edition 

• Extensive promotion on social media and print media 
channels



For inquiry: 
E : partnership@et-bestbrands.com
M : +91 8268002167

www.et-bestbrands.com/asianhealthcare

REGIONS COVERED

India Bangladesh NepalSri Lanka

Hong KongChina UAE Malaysia

Singapore Thailand Indonesia Japan

Association PartnersKnowledge Partner

Media Partners

A Monthly Journal Devoted to Medicine, Surgery & Public Health


