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Considering Iran’s potential in medical tourism and being located in one of the 

world's most competitive health tourism regions, the present study aims to Identify 

and prioritize strategies for developing medical tourism in the country. The study 

relied on a mixed research method. In the qualitative part, solutions for Iran’s 

medical tourism development were identified by interviewing activists and experts. 

The collected data were analyzed through the thematic analysis method. This process 

revealed four dimensions and 18 strategies. In the quantitative part, a  questionnaire 

was developed, and experts in the Iranian medical tourism industry prioritized the 

identified dimensions and strategies. The analysis of the data through the best-worst 

method clarified that, from the perspective of the practitioners, dimensions of 

medical tourism development in Iran were: “marketing,” “applying information and 

communication technologies,” “human resources development,” and “reinforcing 

infrastructures.” 
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1. Introduction 
The growing number of patients worldwide, the increasing number of medical specialists (Mahdavi et 

al., 2013), and the development of therapeutic technologies over the past decades (Peršićet al., 2018) 

have all led to the formation of a new trend called medical tourism (Zhang et al., 2022). According to 

the World Health Organization (WHO), the medical and health industry will become one of the largest 

industries worldwide, followed by tourism and leisure. Together, the two sectors will account for 22% 

of the gross domestic product in the world (Zhong et al., 2020). 

 Furthermore, this type of tourism could shape a new tourism market (Heung et al., 2011), in which 

people travel to use medical and health services (Aydin & Karamehmet, 2017; Gan & Frederick, 

2011). It includes all activities contributing to health or recovery (Savasan et al., 2017). Most countries 

have considered medical tourism a profitable development strategy (Abadi et al., 2018). Health 

tourism has created a multi-billion-dollar market (Ridderstaat et al., 2019), remarkably impacting the 

world economy (Zhang et al., 2022). Thus, in their attempts to compete in this market, many countries 

have tried to devise solutions, develop plans, reduce obstacles, transfer knowledge, and provide 

quality services. Such a situation has intensified competition in this industry (Heung et al., 2011). 

Iran has long been one of the most significant medical tourism destinations, considering its 

geographical location, history of medicine, specialized teams of treatment, low prices, and high-

quality services (Mahdavi et al., 2013). More specifically, the country has been a significant health 

and treatment provider in Asia, especially in the Middle East. It attracts tourists annually from the 

Persian Gulf Basin (Abualhasani, 2017). The medical background in Iran dates back to ancient times 

and medical schools such as Mazdayasna, Ecbatana, Academy of Gondishapur (Zargaran et al., 2011). 

The country is currently among the most advanced in medical sciences, such as stem cells and 

repairing damaged spinal cords, infertility treatment, radiology, nephrology, hepatology (Nikraftar et 

al., 2016), and ophthalmology (Noori et al., 2012). 

Iran currently has 900 hospitals, 4168 clinics, treatment centers, and polyclinics, 4,672 primary 

healthcare centers (Statistical Centre of Iran, 2020), 42,822 general practitioners, 39,822 specialists and 

sub-specialists, 14,314 residents studying for a specialty, and 20,051 dentists (Medical Association of Iran, 

2020). Iran also hosts over 1,000 hydrotherapy springs scattered across the country and provides a 

competitive advantage in health tourism (Arabshahi Karizi & Aryianfar, 2013). Mud therapy is one of the 

potentials of Iran to develop health tourism. For instance, lake Urmia’s water, salt, and mud have long been 

used for health and therapeutic purposes (Noori et al., 2012). Other capacities of Iran in the area of health 

tourism can be found in the country’s salt domes (Rajabi & Shiri Tarzam, 2009), clay therapy, sand 

therapy, medicinal herbs, and traditional medicine (Noori et al., 2012). 

The country also has competitive advantages in costs and waiting time compared to most 

neighboring countries (Hamidizadeh et al., 2016). Given such capabilities, Iran is a robust health and 

medical tourism destination. The Iranian Development Vision expects the country to be one of the 

leading health tourism providers by 2025 (Sakhdari et al., 2019).   

However, published news, statistics, and interviews by officials in the area of medical tourism 

indicate that this type of tourism has been growing without following any specific orientation in Iran 

(Vaezi et al.,  2018). Therefore, despite its high potential, medical tourism does not have a particular 

contribution to Iran’s economy, and its revenue is inconsiderable compared to the international income 

in the field (Gholipour Sooteh et al., 2018). The situation suggests a shortage of well-formulated plans 

and policies directing health tourism in Iran. There is also a lack of academic research exploring 

medical tourism development strategies in Iran (Nikraftar et al., 2016). 

Numerous investigations have proposed models and strategies for medical tourism development 

worldwide (Hall, 1998; Scheyvens, 2011; Janusz & Bajdor, 2013; Saarinen et al., 2018). However, these 

studies need to be more comprehensive. They have only focused on specific dimensions and aspects, 

such as consumers' needs and the diversity of medical tourism products  (Jiang et al., 2022),  the main 

barriers to the development of such tourism (Heung et al., 2011), medical tourism marketing measures  

(Zarei & Maleki, 2019) and policy implications (Johnston et al., 2015). Furthermore, as tourism 

development in different destinations requires place-specific plans (Peršić et al., 2018), strategies 

proposed for Iran’s tourism context must consider its distinctive features (Asadi & Daryaei, 2011).  
 The literature on Iran’s medical tourism also suggests that existing studies (Sakhdari et al., 2019; 

Asadi & Daryaei, 2011; Vaezi et al.,  2018) mainly addressed development strategies for medical 
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tourism at urban and provincial levels. However, it seems that no effective research on a national scale 

has been conducted. For this reason, offering a model suitable for medical tourism development in 

Iran demands meticulous exploration that focuses on the specific context of the country (Gholipour 

Sooteh et al., 2018). 

 This study aims to identify and prioritize medical tourism development strategies suitable for the 

Iranian context. As Iran is located in one of the world's most competitive regions for health tourism 

(Abualhasani, 2017), it would be necessary to employ effective strategies for medical tourism 

development in the country (Ridderstaat et al., 2019). Of course, customized strategies could be used 

in countries with medical tourism conditions comparable to Iran or countries that need better plans for 

medical tourism development. 

In addition, although the development of medical tourism has been the focus of the present study, 

the research findings can also be used to develop other forms of health tourism. 

2. Literature review 
2.1 Health tourism  

Globalization of healthcare in recent years, advancements in transportation and information and 

communication technologies, the potential demand for medical services, improved medical insurance 

and infrastructure in developing countries (Guha Roy et al., 2022) have given birth to a new type of 

tourism, which is known as health tourism (Heung et al., 2011). Health tourism is one of the most 

significant types of tourism globally (Abualhasani, 2017), which draws the attention of academia 

(Hall, 2011) and industry. The International Union of Tourist Organizations (IUTO) (1973) describes 

health tourism as providing health facilities by employing the country’s natural resources, especially 

mineral waters. Health tourism is also viewed as organized travel to places outside one's residence to 

recover health or enjoy mental/psychical well-being (Carrera & Bridges, 2006). It is a phenomenon 

shaped by the activities of tourists who travel to a region beyond their place of residence and who are 

willing to use medical services to overcome a medical condition, rest, or recover mental/psychical 

strength based on a personal decision or due to a doctor’s prescription (Pessot et al., 2021). 

 Patients may engage in health tourism because they think referring to health/treatment centers in 

another country can reduce healthcare costs (Al-Talabani et al., 2019). Such efforts, plans, and 

measures are pursued in private and public companies/organizations (Heung et al., 2011). 

Health tourism can also be described as a journey in which tourists voluntarily cross national 

borders to access medical or preventive services to increase their physical and mental health and 

temporarily live in a place other than their usual residence (Pessot et al., 2021). 

Some of the most important reasons motivating health tourists are cost-effectiveness (Aniza et al., 

2009), quality of tourism services, medical technological advancements, competent medical staff, 

high-quality equipment (Haque et al., 2018), globalization in the health sector (Heung et al., 2011), 

and health destinations images (Abu Hassan & Hemdi, 2016). 

Health tourism includes not only the treatment of diseases and recovery of physical health but also 

the promotion of mental status and spiritual well-being and increasing the ability of individuals to 

meet their needs and perform better in the social sphere (Cheng et al., 2022) and hence, encompasses a 

wide range of activities generally divided into three types: curative (therapeutic), medical, and 

preventive (Harahsheh, 2002). 

2.2  Curative tourism  

Curative tourism involves any tourism activity aimed at treating specific diseases by using natural 

resources such as warm, mineral water fountains, salt lakes, mineral mud, radioactive sand, and 

climate therapy under the supervision of a medical specialist (Jallad, 2000). It benefits from thermal 

assets and facilities and includes natural hot spring baths, climatotherapy, rehabilitation under 

physician control, and nutrition programs (Jiang et al., 2022).  

2.3 Preventive tourism 

Preventive tourism allows tourists to have leisure experiences, rest, gain pleasure, escape everyday 

tensions, recover their mental/physical strength, and use medical resorts. In this type of tourism, 

tourists do not suffer from diseases, and activities are performed without the attendance of doctors. 
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Preventive tourism seeks to reinforce mental and physical abilities to prevent infections in the future 

(Harahsheh, 2002). Generally speaking, it is believed that there are three motivations behind travel 

associated with preventive tourism: being away from home, pursuing health, and staying in leisure 

settings (Zhong et al., 2020). 

2.4 Medical tourism 

Medical tourism, which connects traveling with medical interventions (Suess et al., 2018), has 

encouraged 14 million people worldwide who travel to receive medical services. With about 125 

billion dollars of tourist expenditure annually (IHRC, 2020), medical tourism is a growing theme in 

the health tourism literature, which increasingly attracts the attention of researchers and planners 

worldwide (Campra et al., 2022). 

In medical tourism, people travel to countries with high-quality and/or affordable medical facilities 

and services (Uygun, 2022)., searching for medical interventions (Tas& Cakir, 2022) such as surgeries 

to treat their illnesses (Arief et al., 2022).  

Fetscherin and Stephano (2016) classified medical tourism motivations into two categories: push 

and pull factors. Push factors include socio-demographical factors that can stimulate the demand for 

medical tourism. Pull factors are related to the supply side and explain the efforts made by service 

providers to attract medical tourists. The supply side is critical to the success of medical tourism 

destinations (Zarei & Maleki, 2018). Thus, factors such as economic stability, the country’s image, 

healthcare costs, the popularity of a destination, and the quality of medical facilities and services on 

the supply side can influence the country’s competitive position in medical tourism (Fetscherin & 

Stephano, 2016). 

2.5 Medical tourism planning and development 

Over the past years, medical tourism has been viewed as a tool to diversify tourism products and 

services, generate national income, improve national healthcare systems, and increase employment 

opportunities and government revenues (Suess et al., 2018). Therefore, many countries attempt to 

develop medical tourism and compete internationally (Heung et al., 2011).  

Planning is a process that involves determining goals and strategies to achieve these goals (Ezeani, 

2015). Planning aims to identify suitable solutions for the key challenges and problems to optimize 

benefits and predict the future (Harrison et al., 2011). Tourism planning provides a framework for 

controlling and evaluating the destination development process. It can coherently organize and 

integrate elements and subsystems of the tourism industry and the fair distribution of benefits in host 

communities (Mason, 2003). 

 A literature review by Arief et al. (2022) on medical tourism studies during the last decade (2012–

2021) reveals that medical tourism development has been one of the main trends in medical tourism 

research. However, even though various researchers have studied various aspects of medical tourism 

development, comprehensive strategies have yet to be proposed for the development of medical 

tourism. For example, Zarei and Maleki (2019) have investigated the role of marketing ni developing 

Asian medical tourism, while Jiang et al. (2022) investigated consumers' needs and the diversity of 

medical tourism products.  

3. Research method  
The present study was exploratory mixed-method research. The population included Iranian tourism 

experts and practitioners, out of whom 30 were selected in the qualitative part of the study through 

snowball sampling. As such, the experts and practitioners with at least ten years of experience in 

medical tourism were identified. They are contacted within a three-month period during which the 

interviews were conducted. All interviews were conducted before the onset of the Covid-19 pandemic. 
During the interviews, which lasted 60-90 minutes on average, the participants were asked to analyze 

Iran's current medical tourism situation while proposing development strategies. To keep a record of 

their opinions, all interviews were voice-recorded upon the experts’ consent. After that, the data were 

meticulously analyzed; the interviews were continued until the data saturation. The data were then 

scrutinized using the thematic analysis method to identify the medical tourism development strategies.  

In the second phase, the identified strategies were arranged into a questionnaire, and eight experts 
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purposely selected in the previous step were asked to score the items. The data gathered through the 

questionnaire were analyzed through the fuzzy best-worst method (BWM) using LINGO software to 

prioritize the strategies. 

3.1 Thematic analysis  

The thematic analysis involves a systematic method for identifying and organizing the data’s semantic 

patterns (themes) (Braun & Clarke, 2012). The process tries to detect significant themes based on the 

research question (Maguire & Delahunt, 2017). The method explicates the data richly and substantially 

while delving into various aspects of the topic under study (Braun & Clarke, 2012). This study relied on 

Braun and Clarke’s (2012) method, in which thematic analysis involves six stages (see Figure 1).                   

 
Figure 1. Stages of thematic analysis (Braun & Clarke, 2012) 

The Kappa coefficient was computed to ensure the quality of the results, which was 0.92, and 

indicated the high level of agreement between the coders (authors and an expert in medical tourism). 

3.2 Best-worst method  

The BWM is a multi-criteria decision-making method (MCDM) proposed by Rezaei (2015). The 

distinctive feature of this method, compared to most MCDM methods, is that it requires fewer 

comparisons and leads to more sustainable results. The BWM algorithm was used in this study 

because of its minimum pairwise comparisons and lower probability of inconsistency than other 

methods (Rezaei, 2015). According to Guo and Zhao (2017), using fuzzy numbers would help to 

eliminate uncertainty in respondents’ opinions. The fuzzy BWM can be conducted through the 

following steps: 

Step 1: Determining the set of decision-making indicators: in this step, the indicators are set as {c1, 

c2, …,cn}. 

Step 2: Determining the best and the worst criteria: in this step, the best and worst criteria are 

generally found for decision-making by the decision-makers. The best criterion is Cb, and the worst 

one is Cw.    

Step 3: Determining the superiority of the best criterion over the rest of the criteria by assigning a 

score of 1-5 (Table 1): the vector of criteria comparisons with the worst criterion is formulated as 

follows: 𝐴𝐵= ( 𝑎𝐵1, 𝑎𝐵2, …,𝑎𝐵𝑛), where 𝑎𝐵𝐽 is the priority of the best indicator over the J-th indicator; 

It is explicit that 𝑎𝐵𝐵 = 1.  
Step 4: Determining the priority of the worst criterion over the rest of the criteria by assigning a 

score of 1-5 (Tab: 𝐴w=   (𝑎1𝑊, 𝑎2𝑊, …,𝑎𝑛𝑊), where awn designates the preference of indicator n over 

the worst indicator. It is also explicit that 𝑎𝑤𝑤 = 1.  

Table 1. Linguistic Variables of Fuzzy BWM (Source: Guo & Zhao, 2017) 
Linguistic Term Member function CI 

Equally important (EI) (1,1,1) 2 

Weakly important (WI) (2/3 ,1,3/2) 3/80 

Fairly Important (FI) (3/2 ,2,5/2) 5/29 

Very important (VI) (5/2 ,3,7/2) 6/69 

Absolutely important (AI) (7/2 ,4,9/2) 8/04 

 
Step 5: Computing optimal weights (W1

*, W2
*, …, Wn): to determine the optimal weight of each 

indicator, pairs of 
𝑊𝐵

𝑊𝐽
= 𝑎𝐵𝐽 and  

𝑊𝐽

𝑊𝑊
= 𝑎𝐽𝑊 are considered. To realize these conditions in all Js, a solution 

must be found to maximize statements |
𝑊𝐵

𝑊𝐽
− 𝑎𝐵𝐽| and |

WJ

WW
− aJW| for all Js that are minimized. It must 
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be noted that WB, Wj, and WW are triangular fuzzy numbers, which are considerably different from the best-

worst values, and are preferred in some cases: Wj=(Iw
j, m

w
j, u

w
j). Considering the non-negative weights and 

summation of the weights, the model could be formulized as follows:   
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j j j
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After the above model is solved, the optimal values of W1
*, W2

*, …,Wn and 𝜀∗ are obtained 

(Rezaei, 2015: 51); a comparison can be entirely consistent when this relation is established as 

𝐵𝑗×𝑎𝑗𝑊=𝑎𝐵𝑊. The maximum value is mentioned in Table 1 as the index.  
Next, the consistency rate is calculated through Wj and the consistency index via equation 3.  

Consistency index
Consistency ratio

Wj
  

4. Results and Discussion 
The Iranian medical tourism development strategies were identified using thematic analysis (see Braun 

& Clarke, 2012). In doing so, primarily, the scripts of the interviews were scrutinized, and the 

statements associated with the research question were extracted. At this stage, 63 statements were 

extracted. In the next step, the statements were initially coded. A sample of the statements and initial 

codes can be seen in Table 2. 

In the third stage, the codes were converted into initial themes. In the fourth stage, the themes were 

revisited, and distinct, non-recurrent, and comprehensive basic themes were identified. Table 3 shows 

a sample of the coding conducted.        

Table 2. A sample of the statements and initial codes extracted through the interviews (first and second stages of 

thematic analysis)    
Statements Initial codes 

One way of expanding health tourism in Iran and attracting more tourists is to use advanced tools 

and equipment compatible with international standards. 

Using advanced tools and 

equipment 

If we wish to develop health tourism in Iran, we must enhance the quality of services in the sector. 

For instance, we must focus on hoteling services offered at hospitals. 

Providing hoteling services at 

hospitals 

Tour guides will have a very effective role. Therefore, training specialized and professional tour 

guides must be emphasized. 

Employing special medical 

tourism guides 

Managers and policy-makers of health tourism in Iran should follow Islamic precepts in creating a 

health tourism brand. 

Developing a health tourism 

brand in line with Islamic 

precepts 

Developing e-tourism in this sector must be an operational priority. Use of electronic tools in tourism 

Establishing specialized health tourism agencies is another way of expanding the industry in Iran. 
Establishing special medical 

tourism agencies 

Tourists all around the world must be able to have online access to all health tourism services. Providing online services 

Table 3. A sample of the coding procedure in the third and fourth stages 
Initial themes Sub-themes Initial themes Sub-themes 

Using advanced tools 

and equipment 

Supplying and implementing modern 

equipment/facilities 

Developing a health 

tourism brand in line with 

Islamic precepts 

Developing a halal brand 

Providing hoteling 

services at hospitals 

Increasing the quality of hoteling 

services at hospitals 

Using electronic tools in 

tourism 
Developing e-tourism 

Using special medical 

tourism guides 
Training specialized tour guides 

Establishing special 

medical tourism agencies 

Establishing specialized 

agencies 

Upgrading and 

renovating equipment 

Supplying and implementing modern 

equipment/facilities 
Providing online services Developing e-tourism 
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In the fifth stage, the themes were condensed and blended into more general principles, and the 

network of the themes was constructed. The sub-themes (strategies) extracted in the scripts were put 

into similar and consistent groups, and the dimensions were identified. These dimensions were the 

core ideas that shaped the comprehensive theme “medical tourism development strategies.” As 

illustrated in Figure 2, “Iran’s medical tourism development” has four dimensions and 18 strategies.  

The final report was written after the network of the themes was verified. 

After the dimensions and strategies were identified, the best and worst strategies/criteria were 

identified through expert opinions. Table 4 shows the best and worst strategies/criteria as rated by six 

experts. 

 
Figure 2. Medical tourism development strategies (research findings) 

Table 4. Expert preferences of best and worst main dimensions and strategies. 
 Strategies 

Expert Best/Worst Main Dimensions Dimension A Dimension B Dimension C Dimension D 

E1 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

E2 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

E3 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

E4 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

E5 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

E6 
Best Dimension A A3 B2 C3 D1 

Worst Dimension B A6 B4 C2 D3 

 

STRATEGIES 
for MEDICAL 

TOURISM 
DEVELOPMENT     
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After the best and worst strategies/criteria were identified, the experts were asked to compare the 

best dimension with the others through a linguistic scale based on their importance levels. Table 5 

shows the views of all of the experts in terms of “marketing strategies.”   

Similarly, the experts compared all the dimensions with the worst ones through a linguistic scale. 

Table 6 shows their preferences. 

Then, the dimensions and strategies identified were ranked as listed in Table 7.    

Table 5. Linguistic preferences of experts in marketing strategies (Best) 
Expert Best A1 A2 A3 A4 A5 A6 A7 

E1 A3 WI FI EI WI VI VI FI 

E2 A3 WI WI EI WI FI VI FI 

E3 A3 EI EI EI AI WI WI WI 

E4 A3 WI VI EI WI VI AI FI 

E5 A3 WI FI EI FI VI WI WI 

E6 A3 VI FI EI EI AI WI FI 

Table 6. Linguistic preferences of experts in marketing strategies (Worst) 
Expert E1 E2 E3 E4 E5 E6 

Worst A6 A6 A6 A6 A6 A6 

A1 FI VI VI VI WI VI 

A2 WI VI VI WI VI FI 

A3 VI VI AI AI FI AI 

A4 FI VI WI VI FI AI 

A5 EI FI VI WI WI EI 

A6 EI EI EI EI EI EI 

A7 WI FI FI FI WI VI 

Table 7. The most and least important dimensions and strategies 

Dimensions 
Weight 

Ranks Strategies 
Weight 

Ranks 
Inconsistency 

index 

Inconsistency 

rate U M L U M L 

Marketing 

strategies (A) 
 

0.376 0.33 0.312 1 

Strategy 

A1 
193.0 0.179 0.149 12 

0.040 0.008 

Strategy 

A2 
154.0 0.143 0.120 14 

Strategy 

A3 
0.209 0.195 0.161 11 

Strategy 

A4 
0.174 0.160 0.134 13 

Strategy 

A5 
0.100 0.093 0.077 18 

Strategy 

A6 
0.134 0.124 0.109 16 

Strategy 

A7 
0.141 0.125 0.105 15 

Reinforcing 

and expanding 

the 

infrastructure 

(B) 

0.273 0.217 0.186 4 

Strategy 

B1 
0.258 0.219 0.184 8 

0.046 0.011 

Strategy 

B2 
0.326 0.280 0.231 5 

Strategy 

B3 
0.234 0.198 0.166 9 

Strategy 

B4 
0.219 0.195 0.166 10 

Strategy 

B5 
0.130 0.116 0.107 17 

Developing 

human 

resources (C) 

0.239 0.203 0.187 3 

Strategy 

C1 
0.471 0.402 0.372 2 

0.049 0.018 
Strategy 

C2 
0.260 0.211 0.194 7 

Strategy 

C3 
0.452 0.377 0.347 3 

Applying 

information and 

communication 

technologies  

(D) 

0.273 0.238 0.224 2 

Strategy 

D1 
0.515 0.452 0.419 1 

0.065 0.022 
Strategy 

D2 
0.353 0.280 0.242 4 

Strategy 

D3 
0.249 0.261 0.305 6 
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The closer the values of the consistency rates were to zero, the more consistent the results were. 

Given the consistency rates observed (0.008, 0.011, 0.018, 0.022), one could conclude that the 

comparisons conducted were consistent and the results had the necessary validity. 

The findings revealed that the dimensions were respectively: “marketing,” “applying information 

and communication technologies,” “developing human resources,” and “reinforcing and expanding the 

infrastructure.” The participants ranked “marketing” as the top priority for developing this type of 

tourism in Iran. “Marketing” was also crucial in other related studies (Chomvilailuk & Srisomyong, 

2015; Najafi Nasab et al., 2018). In addition, marketing seems more critical in the post-covid-19 era, 

characterized by changes in the behaviors, needs, and demands of tourists (Bagheri et al., 2021). 

Experts also underscored that “promoting Iran’s image as a health tourism destination” would have 

to be the first marketing strategy in developing medical tourism. Destination image represents one of 

the crucial components of developing this type of tourism (Altin et al., 2012), which has also been 

highlighted in other health tourism studies (Haque et al., 2018). “Identifying new target markets and 

conducting marketing activities to enter them (market development)” was the second most key 

strategy. Expanding the market and identifying new targets was also explored in other studies as a 

novel solution in marketing (Gardiner & Scott, 2018).   

 “Designing and promoting the Halal brand in health and treatment services” was the third most 

crucial strategy in “marketing.” By paying more attention to the recent expansion of the tourism 

market in Islamic countries, which enjoy one of the growing tourism industries in the world, Halal 

tourism and promoting a Halal image of tourism products could be extremely important in a 

destination (Yousaf & Xiucheng, 2018). Surveys also suggest that many countries worldwide have 

attempted to expand their Halal tourism brand (Duman, 2012; Henderson, 2016). 

The fourth strategy of “marketing” was “participating in and hosting international events and 

exhibitions while introducing Iran’s medical services and capacities to target markets (market 

penetration).” Participating in exhibitions and introducing capacities contribute to medical tourism 

development in many destinations. For instance, the surveys conducted in Turkey determined it as an 

essential strategy for developing health tourism (Istar, 2016). Meanwhile, “diversifying and extending 

health tourism services (concentric diversification)” with a focus on competitors was the fifth strategy. 

The significance of product and service diversification was also underscored in other studies 

(Bramwell, 2004; Benur & Bramwell, 2015; Moraru, 2011).    

 “Supervising and orientating informal tourism activities in Iran while holding violators 

accountable” was the sixth strategy in the dimension of “marketing.” A study in Hong Kong found 

that codifying regulations and specific policies could contribute to health tourism development (Heung 

et al., 2011). “Diversifying medical tourism through combining various types (conglomerate 

diversification)” was the last strategy of this dimension. This strategy was also emphasized in other 

studies as it could increase competitiveness and sustainability in tourism destinations (Benur & 

Bramwell, 2015: 213), provide a tool for synergy between tourism products (Farmaki, 2012), increase 

options for tourists (Bramwell, 2004), and effectively increase the number of tourists and encourage 

them to experience tourism products and services again (Moraru, 2011). 

 “Applying information and communication technologies” was the second dimension. The use 

of these technologies is more critical in the post-COVID-19 world. One of the changes created by this 

crisis is the increase in tourists who use information and communication technologies (Bagheri et al., 

2021). The top priority in this dimension was “designing and implementing a comprehensive e-

tourism system in the health field on a national scale and performing reception, appointment 

scheduling, and post-treatment services through ICT.” The importance and the key function of 

electronic applications in developing tourism were explored in the literature from various perspectives 

(Andreu et al., 2011; Hikkerova, 2010). The studies explained that offering services and distributing 

tourism information through ICT could significantly impact tourists’ behaviors (Bajpai & Lee, 2015) 

and contribute considerably to their loyalty (Ho & Lee, 2007). 

 “Extending electronic credit card services to be used in health and treatment centers” was the 

second most crucial factor. Taghavifard and Asadian-Ardakani (2016) also emphasized this factor. 

Finally, “maximizing the participation of public/private organizations in medical tourism via websites 

and social media” was the third strategy. Similarly, other studies expressed that using tourism websites 
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was one of the most effective ways of developing smart tourism (Cui et al., 2015). Today, many 

countries and tourism destinations actively engage in web-based activities (Heung et al., 2011).   

"Developing human resources" was the third dimension of the model. Because tourism is a 

labor-intensive industry (Baum, 2016), the skills and abilities of human resources are taken seriously 

(Chesser, 2016). Training human resources are key success factor that could help achieve goals 

because even if excellent policies and programs are formulated, they would only be impractical if 

implemented in practice. The implementation would require aware, skilled, competent, and well-

behaved employees (Baum & Kokkranikal, 2003).  In addition, the conditions imposed on tourism 

organizations post-COVID-19 require staff with different skill levels (Bagheri et al., 2021). 

“Designing and implementing training programs for the medical staff about interacting with 

tourists/patients while teaching the languages of target markets” was the first strategy. Medical 

employees' interaction with tourists is a highly influential factor in tourists' perceptions and 

satisfaction levels (Rahman, 2019). Training employees is a necessary measure that is underscored in 

the literature on health tourism (Mahmoudifar et al., 2016). The importance of medical employees’ 

familiarity with foreign languages was also emphasized in other studies (Altin et al., 2012) as a 

strategy contributing to developing this type of tourism (Istar, 2016).                               

 “Designing and implementing training courses for managers and policy-makers about international 

tourism marketing methods” was the second strategy. The findings were in line with Chomvilailuk and 
Srisomyong (2015). The third strategy was “training specialized tour guides,” which has also been 

emphasized in other studies (Io & Hallo, 2012; Weiler & Ham, 2002). 

 “Reinforcing and expanding the infrastructure” was the fourth dimension recommended in 

other studies (Ishtar, 2016; Mahmoudifar et al., 2016). The investigations suggest that about 40 

countries worldwide are investing in developing their infrastructures for health tourism (Kim et al., 

2019). The first strategy in this dimension was “enhancing the quality of services in medical tourism, 

including hoteling in hospitals.” Patents’ perceived service quality is one of the critical factors in 

tourism (Haque et al., 2018). The findings of the studies suggested that accommodation in specialized 

hospitals could increase patients’ satisfaction and loyalty and contribute to dynamic business 

performance (Lončarić et al., 2015). The effectiveness of hoteling in therapeutic centers has also been 

confirmed by Han (2013). 

“Supplying and using new medical equipment by modern standards” was the second most crucial 

strategy. Other studies also underscored this strategy (Ishtar, 2016; Mahmoudifar et al., 2016). 

Moreover, many treatment centers and health tourism destinations have focused on upgrading their 

equipment and facilities to increase their market share (Haque et al., 2018). 

“Developing health villages and resorts to be utilized in various Iran provinces” was the third 

strategy. Other researchers also emphasized this factor (Tavakoli & Mohammadian, 2016). The fourth 

strategy was “strengthening the health tourism structure.” A study in Malaysia indicated that tourism 

development demands creating a management system that could optimize tourism value by 

implementing plans to deal with industry-related challenges and issues (Ismail et al., 2014). Another 

strategy under this dimension was “establishing specialized health tourism agencies.” Gan and 

Frederick (2011) have also emphasized this factor.  

The review of the studies carried out in the field of medical tourism revealed different research 

foci, such as the legal aspects (Abualhasani, 2017), satisfaction (Haque et al., 2018; Lončarić et al.,  

2015), loyalty (Aljumah et al., 2017), tourists’ current conditions (Connell, 2013), factors affecting 

destination selection (Kumar & Hussian. 2016), as well as studies conducted in various regions in the 

world including Turkey (Ishtar, 2016), Iran (Mahmoudifar et al., 2016), Jordan (Alsarayreh et al., 

2017), the United Arab Emirates (Al-Talabani et al., 2019). Yet, despite the diverse aspects studied, no 

research tried to identify and prioritize a comprehensive set of strategies for medical tourism 

development by interviewing experts and practitioners in the industry, which could highlight the 

present study's contribution. 
Similarly, to our knowledge, studies concerned with medical tourism in Iran have focused on cities 

and provinces (Sakhdari et al., 2019; Asadi & Daryaei, 2011; Vaezi et al.,  2018), not on a national 

scale. This could be a further distinction of the present study. As a prerequisite for medical tourism 

development, it would be necessary to identify strategies that could realistically represent the existing 

conditions in Iran (Asadi & Daryaei, 2011; Gholipour Sooteh et al., 2018). The present study, which 
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framed strategies compatible with Iran’s context, could partially fill the existing gaps. Furthermore, 

customized versions of the identified strategies could be applied to countries needing new health 

tourism development strategies.  

5. Conclusion and implications 
In recent years, medical tourism has shown a remarkably rising trend worldwide (Mahdavi et al., 

2013). It has brought about many opportunities for destinations to expand their health tourism 

capacities (Illario et al., 2019). Meanwhile, investigating the medical tourism status in Iran revealed 

that medical tourism did not have a considerable contribution to the country’s economy, even though 

the country is located in one of the most relevant (Lee et al., 2012) and competitive medical tourism 

regions in the world (Aljumah et al., 2017). This is contrary to Iran's rich history of medicine 

(Zargaran et al., 2011) and its recent remarkable medical advancements (Nikraftar et al., 2016). There 

has also been no coherent plan to develop medical tourism in Iran (Vaezi et al., 2018). 

This study sought to Identify and prioritize strategies for medical tourism development in Iran. The 

findings revealed that Iran’s medical tourism development strategies involved four dimensions: 

“marketing,” “applying information and communication technologies,” “developing human 

resources,” and “reinforcing and expanding the infrastructure.”         

The proposed strategies could serve as a guideline for policy-makers to develop medical tourism 

development plans in Iran . In this regard, some practical suggestions based on the results of the 

research are: 

 Identifying new markets through marketing research and devising marketing initiatives to target 

them; 

 Promoting Iran’s image as a medical tourism destination through advertising and introducing 

the country as a potential medical destination; 

 Designing and promoting the Halal brand in medical services; 

 Supervising and orientating informal medical tourism activities in Iran while holding violators 

accountable; 

 Supplying and using new medical equipment under modern standards; 

 Designing and implementing training programs for the medical staff about how to interact with 

tourists/patients; 

 Teaching the languages of target markets to medical staff; 

 Designing and implementing training courses for managers and policy-makers about 

international medical tourism marketing methods; 

 Extending electronic credit card services to be used in medical and treatment centers; 

 Maximizing the participation of public/private organizations in medical tourism via websites 

and social media.  

 Furthermore, it is noteworthy that medical tourism has been the dominant form of health tourism 

in Iran; Meanwhile, some strategies could generally be associated with health tourism. These 

strategies include: “promoting Iran’s image as a health tourism destination,” “diversifying and 

extending health tourism services (concentric diversification),” “strengthening the health tourism 

structure by establishing a health tourism council at a national level,” and “establishing specialized 

health tourism agencies.”  
The present study serves as a framework for further studies. Researchers could approach Iran’s 

medical tourism development from other perspectives. For instance, future studies could focus on 

regional and international competitors and explore strategies to improve Iranian health tourism 

competitiveness. In addition, future studies could identify strategies for developing other types of 

health tourism (curative/therapeutic and preventive). Also, it is possible to evaluate the suitability of 

the strategies proposed in this study with the post-COVID-19 conditions. Other researchers can also 

use the strategies identified in this study to assess the measures taken to develop medical tourism in 

the country. 

It should be noted that this study sought to construct strategies for medical tourism development by 

relying on experts’ and activists’ views in Iran. Findings reflect Iran's specific context and participants' 

expertise. Given this issue, some of the strategies identified in this study differed from those suggested 

in other studies.   



342 Interdisciplinary Journal of Management Studies (IJMS), 17(1), 2024 

References 
Abadi, F., Sahebi, I., Arab, A., Alavi, A., & Karachi, H. (2018). Application of the best-worst method in the 

evaluation of medical tourism development strategy. Decision Science Letters, 7(1), 77-86. 

Abdel-Basset, M., Mohamed, R., Zaied, A. E. N. H., Gamal, A., & Smarandache, F. (2020). Solving the supply 

chain problem using the best-worst method based on a novel Plithogenic model. Optimization Theory Based 

on Neutrosophic and Plithogenic Sets, 1-19). DOI:10.1016/B978-0-12-819670-0.00001-9 

Abu Hassan, N., & Hemdi, M. A. (2016). The Influence of Destination Image on Medical Tourist’s Intention for 

Future Destination Choice. Environment-Behaviour  Proceedings Journal, 1(1), 178-185. DOI: 10.21834/e-

bpj.v1i1.214 

Abualhasani, N. (2017). Legal Features and Aspects of Medical Tourism. Bioethics and Health Law Journal, 1 

(1), 35-39. 

Aljumah, A. I.,  Islam, A., & Noor, I. M. (2017). Destinations of Foreign Patients Loyalty of Medical Tourism in 

Malaysia: Trust and Perceived Value as Moderators. Sci.Int.(Lahore), 29(3), pp. 579-587. 

Alsarayreh, M. N., Mahasneh, M. S. M., & Al Nawaiseh, K. H. A. (2017). A Study of the Determinants 

Influencing Customer Satisfaction in the Medical Tourism Industry in Jordan. International Review of 

Management and Marketing, 7(3), 349-356. 

Al-Talabani, H., Kilic, H., Ozturen, A., & Qasim, S. O. (2019). Advancing Medical Tourism in the United Arab 

Emirates: Toward a Sustainable Health Care System. Sustainability, 11 (230), 1-15. DOI: 

10.3390/su11010230 

Altin. U, Bektas. G, Antep. Z and Irban. A (2012). the International Patient’s Portfolio and Marketing of Turkish 

Health tourism. Procedia - Social and Behavioral Sciences, 58, 1004-1007. 

Andreu, L., Aldás, J.,  Bigné, J. E., & Mattila, A. S. (2011). An analysis of e-business adoption and its impact on 

relational quality in travel agency–supplier relationships. Tourism Management, 31 (6), 777-787. 

Aniza, I., Aidalina, M., Nirmalini, R., Inggit, M., & Ajeng, T. (2009). Health tourism in Malaysia: the strength 

and weaknesses. Journal of Community Health, 15(1), 7-15. 

Arabshahi Karizi, A., & Aryianfar, M. (2013). Health tourism and medical-therapeutic tourism in Iran. Tourism 

Space, 3(9), 133-152.    

Arief, M., Hamsal, M., & Abdinagoro, S. B. (2022). A decade of medical tourism research: Looking back to 

moving forward. Journal of Hospitality and Tourism Insights (ahead-of-print). 

Asadi, R., & Daryaei, M. (2011). Strategies for Development of Iran Health Tourism. European Journal of 

Social Sciences, 23 (3), 329-344. 

Aydin, G., & Karamehmet, B. (2017). Factors affecting health tourism and international healthcare facility 

choice. International Journal of Pharmaceutical and Healthcare Marketing, 11 (1), 16-36. DOI: 

10.1108/IJPHM-05-2015-0018 

Bagheri, M., Mobasheri, A. A., & Nikbakht, A. (2021). Identify and prioritize strategies for promoting tourism 

and hospitality businesses in post-COVID-19. Journal of Tourism Planning and Development, 10(36), 103-

127. 

Bajpai, A., & Lee, C.W. (2015). Consumer behavior in E-tourism services: A case of Taiwan. Tourism and 

Hospitality Management, 21(1), 1-17. DOI: 10.20867/thm.21.1.1 

Baum, T (2016). Human resource issues in international tourism. Elsevier.  

Baum, T., & Kokkranikal, J. (2003). Human Resource Development for Competitiveness and Sustainability: a 

Case Study of Indian Tourism. in kusluvan. S (Eds), Managing Employee Attitudes and Behaviors in 

Tourism and Hospitality Industry, New York, Nova Science Publishers, Inc. DOI: 10.1002/1522-

1970(200011/12)2:63.0.CO;2-3.  

Benur, A., &  Bramwell, B. (2015). Tourism product development and product diversification in destinations. 

Tourism Management, 50,  213-224. DOI: 10.1016/j.tourman.2015.02.005 

Bramwell. B (2004). Mass tourism, diversification and sustainability in Southern Europe's coastal regions. In B. 

Bramwell (Ed.), Coastal mass tourism, Diversification and sustainable development in southern Europe (pp. 

1-31). Clevedon: Channel View Publications. 

Bramwell, B. (1998). User satisfaction and product development in urban tourism. Tourism Management, 19 (1), 

35-47. DOI: 10.1016/S0261-5177(97)00091-5 

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychology, 3 

(2), pp. 77-101.  

Connell, J. (2006). Medical tourism: sea, sun, sand and… surgery. Tourism Management, 27(6), 1093-1100. 

Braun, V., & Clarke, V. (2012). Thematic analysis. In Cooper. H, Camic. P. M, Long. D. L, Panter. A. T, 

Rindskopf. D and Sher. K. J (Eds), APA handbook of research methods in psychology, Vol. 2: Research 

designs: Quantitative, qualitative, neuropsychological, and biological, pp. 57-71, Washington, DC: American 

Psychological Association. 



Identifying and prioritizing strategies for Iran’s medical tourism development / Bagheri et al. 343 

Campra, M., Riva, P., Oricchio, G., & Brescia, V. (2022). Bibliometrics analysis of medical tourism. Health 

Services Management Research, 35(3), 172-188. 

Carrera, P., & Bridges, J. (2006). Globalization and healthcare: Understanding health and medical tourism. 

Expert Review of Pharmacoeconomics & Outcomes Research, 6(4), 447–454. DOI: 

10.1586/14737167.6.4.447 

Cheng, Y., Fang, S., & Yin, J. (2022). The effects of community safety support on COVID‐19 event strength 

perception, risk perception, and health tourism intention: The moderating role of risk communication. 

Managerial and Decision Economics, 43(2), 496-509.  

Chesser. J. W (2016). Human Resource management in a Hospitality Environment, Apple Academic Press, Inc. 

Chomvilailuk, R., & Srisomyong, N. (2015). Three Dimensional Perceptions of Medical/Health Travelers and 

Destination Brand Choices: Cases of Thailand. Procedia - Social and Behavioral Sciences, 175, pp. 376-383. 

DOI: 10.1016/j.sbspro.2015.01.1213 

Connell, J. (2013). Contemporary medical tourism: Conceptualization, culture and commodification. Tourism 

Management, 34, pp. 1-13. 

Cui, F., Lin, D., & Huang, Y. (2015, March). The impact of perceived security on consumer e-loyalty: A study 

of online tourism purchasing. In 2015 IEEE First International Conference on Big Data Computing Service 

and Applications, pp. 314-322 

Doshmangir, L., Doshmangir, P., Sajadi, H. S., Alizadeh, G. (2018). Analyzing Health Tourism Status in Iran. 

Depiction of Health, 9(2), 73-80. (in Persian). 

Duman. T (2012). The value of Islamic tourism: Perspectives from the Turkish experience. Islam and 

Civilisational Renewal (ICR), 3(4), 718–739. 

Ezeani, J. E. (2015). Strategies for development: The role of planning in tourism. Retrieved on  April 2, 2015, 

from http://www.enugustatetourismboard.com/p.php?. 

Farmaki. A (2012). A supply-side evaluation of coastal tourism diversification: the case of Cyprus. Tourism 

Planning and Development, 9(2), 183-203. 

Fetscherin, M., & Stephano, R. M. (2016). The medical tourism index: Scale development and validation. 

Tourism Management, 52, 539-556. 

Gan, L. L., & Frederick, J. R. (2011). Medical tourism facilitators: Patterns of service differentiation. Journal of 

Vacation Marketing, 17 (3), 165–183. DOI: org/10.1177/1356766711409181 

Gardiner, S., & Scott, N. (2018). Destination Innovation Matrix: A framework for new tourism experience and 

market development. Journal of Destination Marketing & Management, 10, 122–131. DOI: 

10.1016/j.jdmm.2018.07.002 

Gholipour Sooteh, R., Amiri, M., Zarghami Boroojeni, H., & Kiani Feizabadi, Z. (2018). Exploring the barriers 

to medical tourism in Iran with a focus on policy-making requirements. Tourism and Development Quarterly, 

7(4), 38-60. [In Persian]  

Guha Roy, D., Bhattacharya, S., & Mukherjee, S. (2022). Medical tourism brand equity in emerging markets: 

scale development and empirical validation. International Journal of Emerging Markets, Emerald Publishing 

Limited (ahead-of-print).  

Guo, S., & Zhao, H. (2017). Fuzzy best-worst multi-criteria decision-making method and its 

applications. Knowledge-Based Systems, 121, 23-31. DOI: 10.1016/j.knosys.2017.01.010 

Hall. C. M (1998). Introduction to Tourism: Development, Dimensions and Issues. South Melbourne, Australia: 

Addison Wesley Longman Limited.  

Hall, C. M. (2011). Health and medical tourism: a kill or cure for global public health?. Tourism Review, 16 (1), 

4-15. DOI: 10.1108/16605371111127198 

Hamidizadeh, M., Javidi, H., & Mojarad, F. (2016). Competitive advantage in the Iranian medical tourism 

marketing: A case study of open-heart surgery and cataract surgery. Health Information Management, 13(5), 

373-379. [In Persian] 

Han, H. (2013). The healthcare hotel: Distinctive attributes for international medical travelers. Tourism 

Management, 36, 257-268.  

Haque, A., Yasmin, F., & Anwar, N. (2018). Factors Determinant of Patients’ Satisfaction towards Health 

Tourism in Malaysia. International Tourism and Hospitality Journal, 1 (1), 1-18. 

Harahsheh, S. S. (2002). Curative Tourism in Jordan and its Potential Development, Thesis for the fulfillment of 

MA in European Tourism Management (ETM), Bournemouth University, United Kingdom. 

Harrison, J., Galland, D., & Tewdwr-Jones, M. (2021). Regional planning is dead: Long live planning regional 

futures. Regional Studies, 55(1), 6-18. 

Henderson. J. C (2016). Halal food, certification and halal tourism: Insights from Malaysia and Singapore. 

Tourism Management Perspectives, 19, 160–164. 

Heung, V. C. S., Kucukusta, D., & Song, H. (2011). Medical tourism development in Hong Kong: An 

assessment of the barriers. Tourism Management, 32, 995- 1005. DOI: 10.1016/j.tourman.2010.08.012 

http://www.enugustatetourismboard.com/p.php


344 Interdisciplinary Journal of Management Studies (IJMS), 17(1), 2024 

Hikkerova,  L. (2010). E-tourism: players and customer behavior.  Problems and Perspectives in Management, 8, 

45-51. 

Ho, C. I., & Lee, Y. L. (2007). The development of an e-travel service quality scale. Tourism Management, 26, 

1434-1449. 

IHRC (2020). Medical tourism index 2020-2021 global destination. Available at: https://assets.website-

iles.com/5d8aac42c851d2d6528d50d4/5f0df13e57906e9f895e3767_2020–2021 Medical TourismIndex 

Overall Ranking.pdf (accessed 1 July 2021). 

Illario, M., De Luca, V., Leonardini, L., Kucharczyk, M., Parent, A. S., Dantas, C., ... & Bramezza, C. (2019). 

Health tourism: an opportunity for sustainable development. Translational Medicine@ UniSa, 19, 109. 

Io, M. U., and Hallo, L. (2012). A comparative study of tour guides’ interpretation: The case of Macao. Tourism 

Analysis, 17,153-167. DOI: 10.3727/108354212X13388995267788 

Ismail, N, Masron, T., & Ahmad, A. (2014). Cultural Heritage Tourism in Malaysia: Issues and Challenges. SHS 

Web of Conferences 12, 010 59, 2- 8. DOI: 10.1051/shsconf/20141201059 

Istar, E. (2016). health tourism in Turkey: a Study on Newspapers. International Journal of Health Management 

and Strategies Research, 1 (3), 26- 35. 

Jallad, A. (2000). Environment and Curative Tourism, Alam Al Kutub, 1st edition, Cairo, Egypt. 

Janusz. G. K and Bajdor. P (2013). Towards to Sustainable Tourism Framework, Activities and Dimensions. 

Procedia Economics and Finance, 6, 523 – 529. 

Jiang, L., Wu, H., & Song, Y. (2022). Diversified demand for health tourism matters: From a perspective of the 

intra-industry trade. Social Science & Medicine, 293, 114630.  

Johnston, R., Crooks, V. A., & Ormond, M. (2015). Policy implications of medical tourism development in 

destination countries: revisiting and revising an existing framework by examining the case of Jamaica. 

Globalization and health, 11(1), 1-13. 

Kim, S., Arcodia, C., & Kim, I. (2019). Critical Success Factors of Medical Tourism: The Case of South Korea. 

International Journal of Environmental Research and Public Health, 16 (4964), 1-15. 

Kumar, J., & Hussian, K. (2016). Factors affecting medical tourism destination selection: A Malaysian 

perspective. International Interdisciplinary Business-Economics Advancement Journal, 1(1), 1-10. DOI: 

10.5038/2640-6489.1.1.1000 

Lee, M., Han, H., & Lockyer, T. (2012). Medical Tourism—Attracting Japanese Tourists For Medical Tourism 

Experience. Journal of Travel & Tourism Marketing, 29 (1),  69-86. 

Lončarić, D., Lončarić, D., & Markovic, S., (2015). Health Tourism, Customer Satisfaction and Quality of Life: 

The Role of Specialty Hospitals. 3rd International Scientific Conference Tourism in Southern and Eastern 

Europe 2015: Sustainable Tourism, Economic Development and Quality of Life,  Opatija. 

Maguire, M., & Delahunt, B. (2017). Doing a Thematic Analysis: A Practical, Step-by-Step Guide for Learning 

and Teaching Scholars. The All Ireland Journal of Teaching and Learning in Higher Education (AISHE-J), 8 

(3), pp. 3351-33514. 

Mahdavi, Y., Mardani, Sh., Hashemidehaghi, Z., & Mardani, N. (2013). The Factors in Development of Health 

Tourism in Iran. International Journal of Travel Medicine and Global Health, 1 (3), 113-118.  

Mahmoudifar, Y., Tabibi, S., Nasiripour, A. A., & Riahi, L. (2016). Factors Affecting Development of Medical 

Tourism Industry in West Azerbaijan Province of Iran. International Journal of Health Studies, 2 (4), 25-31. 

Mason, P. (2003). Tourism Impacts, Planning and Management. Butterworth-Heinemann, An imprint of 

Elsevier. 

Medical Association of Iran. (2020). The number of general practitioners, specialists and sub-specialists.   

http://maoi.ir /fa/temp.php? page=15&id=175&type=1.  [In Persian] 

Moraru. A. D (2011). development  and  diversification of services- an approach at  tourism  services  level in 

Romanian. Annales Universitatis Apulensis Series Oeconomica, 13 (1), 127-133.  

Najafi Nasab. M, Agheli. L, Andrade. M. V, Sadeghi. H, Faraji Dizaji. S (2018). Determinants of Medical 

Tourism Expansion in Iran: Structural Equation Modeling Approach, Iranian Journal of Economic Studies, 7 

(2), 169-189. 

Nikraftar, T., Hosseini, E., & Moghadam, A. (2016). Identifying policy-making requirements in medical tourism 

in Iran. Public Policy-Making Quality, 2(2), 141-156. [In Persian] 

Noori, G., Taghizadeh, Z., & Shirani, Z. (2012). Exploring the role of Iran in therapeutic tourism in the Islam 

world with a focus on nature therapy: Functions, challenges, strategies. Tourism Space, 1(3), 1-19. [In 

Persian] 

Peršić, M., Živadinov, I. P., & Vlašić, D. (2018). Health tourism development research framework at the 

destination level. Tourism & Hospitality Industry, Congress Proceedings, 320-345.  

Pessot, E., Spoladore, D., Zangiacomi, A., & Sacco, M. (2021). Natural resources in health tourism: A 

systematic literature review. Sustainability, 13(5), 2661.  



Identifying and prioritizing strategies for Iran’s medical tourism development / Bagheri et al. 345 

Rahman, M. K. (2019). Medical tourism: tourists’ perceived services and satisfaction lessons from Malaysian 

hospitals. Tourism Review, 74 (3), 739-758. 

Rajabi, M., & Shiri Tarzam, A. (2009). Salt tectonics and its geomorphic impacts in Azerbaijan Province, Iran: 

A case study of salt domes in the north-west of Tabriz. Geography and Development, 7(16), 47-70.  

Ridderstaat, J., Singh, D., & DeMicco, F. (2019). The impact of major tourist markets on health tourism 

spending in the United States. Journal of Destination Marketing & Management, 11, 270-280. DOI: 

10.1016/j.jdmm.2018.05.003 

Sakhdari, K., Seyedamiri, N., Rejaeain, A., & Sakhdari, J. (2019). Identifying institutional factors affecting using 

entrepreneurship opportunities in the Iranian health tourism: A case study of Tehran province. Tourism 

Social Studies Bi, 7(13), 81-100. [In Persian] 

Saarinen. J; Rogerson. C. M and Hall. C. M (2018). Tourism Planning and Development, Contemporary Cases 

and Emerging Issues. Routledge.  

Savasan, A.,  Yalvac, M., &  Tuncel., E. (2017). Statistical reasoning for developing an attitude scale for health 

tourism stakeholders in North Cyprus context. Procedia Computer Science, 120, 196-203. DOI: 

10.1016/j.procs.2017.11.229 

Scheyvens. R (2011). The challenge of sustainable tourism development in the Maldives: Understanding the 

social and political dimensions of sustainability. Asia Pacific Viewpoint, 52 (2), 148–164.  

Statistical Centre of Iran. (2020). Statistical data and information: Health and treatment. Available at 

https://www.amar.org.ir [In Persian] 

Suess, C., Baloglu, S., & Busser, J. A. (2018). Perceived impacts of medical tourism development on community 

wellbeing. Tourism Management, 69, 232-245. 

Taghavifard, M., & Asadian-Ardakani, F. (2016). Proposing an electronic tourism model through interpretive-

structural modelling. Tourism Management Quarterly, 33, 19-39. [In Persian]  

Taş, M. A., & Çakir, E. (2022). A Hybrid Fuzzy MCDM Approach for Sustainable Health Tourism Sites 

Evaluation. In Handbook of Research on Advances and Applications of Fuzzy Sets and Logic (pp. 77-104). 

IGI Global.  

Tavakoli, N., & Mohammadian, S. (2016). Investigating and prioritizing the factors affecting health tourism 

absorption. Scientific Journal of IRI Medical Council, 34(1), 69-76. [In Persian]  

The International Union for Official Tourism Organization (IUOTO) (1973). IUOTO Publications, Geneva, 

Switzerland. 

Uygun, M. (2022). An evaluation of Turkey's health tourism policies using a social network analysis approach. 

The International journal of health planning and management, 37(2), 804-823.  

Vaezi, R., Chegin M., & Aslipour, H. (2018). Challenges of policy-making in the field of Iranian health tourism 

based on the thematic analysis method. Tourism Studies Quarterly, 13 (41), 1-40. [In Persian] 

Weiler, B., & Ham, S. H. (2002). Tour guide training: A model for sustainable capacity building in developing 

countries. Journal of Sustainable Tourism, 10(1), 52–69. 

 Yousaf, S., & Xiuchen, F. (2018). Halal culinary and tourism marketing strategies on government websites: A 

preliminary analysis. Tourism Management, 68, 423–443. DOI: 10.1016/j.tourman.2018.04.006 

Zargaran, A., Daneshamooz, S., & Mohagheghzadeh, A. (2011). Medical sciences education in ancient Persian. 

Education in Medical Sciences, 11(2), 103-110. [In Persian] 

 Zhang, W., Qin, Z., & Tang, J. (2022). Economic benefit analysis of medical tourism industry based on markov 

model. Journal of Mathematics,1-9.  

Zarei, A., & Maleki, F. (2019). Asian medical marketing, a review of factors affecting Asian medical tourism 

development. Journal of quality assurance in hospitality & tourism, 20(1), 1-15. 

Zhong, L., Deng, B., & Sun, S. (2020). China’s Health Tourism and Marketing. Research Square, Available at: 

https://www.researchgate.net/publication/340201102_China%27s_Health_Tourism_and_Marketing. 

 


