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Abstract

Background: Health tourism holds significant potential for Iran due to its advanced medical capabilities, yet its market share
remains limited. The metaverse offers a novel digital platform to enhance marketing efforts.

Objectives: This study aims to identify and rank marketing opportunities in Iran's health tourism industry using metaverse
technology.

Methods: Conducted in 2024, this research employed a mixed-methods approach. The qualitative phase involved semi-
structured interviews with experts in technology and health tourism marketing, analyzed using Graneheim and Lundman's
content analysis method. Purposeful and snowball sampling methods were used to ensure diverse expert perspectives. In the
quantitative phase, Shannon entropy was used to prioritize the identified opportunities.

Results: Analysis of 11 interviews revealed 215 open codes, categorized into three main groups: Opportunities related to health
tourism businesses (66 codes), health tourists (82 codes), and health tourism service providers (71 codes). Subcategories
included social, cultural, economic, environmental, and infrastructure factors. Shannon entropy prioritization highlighted the
most significant opportunities related to health tourism service providers, followed by businesses and tourists.

Conclusions: Metaverse technology presents unique marketing opportunities in the health tourism sector. It facilitates better
interaction between service providers and patients, enabling virtual consultations and hospital tours. Implementing this
technology could enhance Iran's competitive edge in health tourism marketing. Future research should focus on the practical
applications of metaverse technology in this field.
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1. Background

The intensification of competition in the regional

With the rising demand for travel and tourism, and
the transformation of the tourism industry into one of
the largest industries in the world, countries aiming to
attract potential tourists must align their efforts with
socio-economic development and infrastructural
growth. Marketing performance, as a tool for evaluating
the status of a system, is essential in this industry
because marketing plays a fundamental role in the long-
term success of businesses. Therefore, assessing
marketing performance is considered crucial for
management (1).

and global business environment, rapid changes, and
increasing environmental uncertainty forces
organizations to seek solutions to survive under these
conditions (2). Many countries are implementing
practical and legal service plans aimed at developing
this industry. However, the affordability of medical
services in Iran, compared to other countries, along
with the high quality and alignment with the latest
medical advancements worldwide, are significant
factors that can boost medical tourism in Iran (3).
Military hospitals, due to their higher discipline, more
modern facilities, better pharmaceutical and logistical

support, and superior strategic treatment choices,
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exhibit high therapeutic performance and significant
potential to attract health tourists (4).

Health tourism is a type of travel that includes health
and medical care in addition to recreation, leisure, and
comfort. This industry is rapidly becoming a global
phenomenon. Medical advancements and high-level
healthcare facilities in Iran have created new tourism
opportunities, particularly in attracting health tourists
(5). As the medical tourism industry grows rapidly on a
global scale, competition among countries to increase
their market share has intensified significantly. The
success of this industry largely depends on proper
market segmentation and the accurate selection of
target segments (6).

Marketing is one of the most essential activities
organizations undertake throughout their operations.
Over time, technological advancements have altered
how organizations operate, their product or service
markets, and their interactions with customers. In
marketing, organizations must be aware of the best
methods to connect with their customers and establish
strong relationships to increase engagement and
market value. Researchers have identified the best
approach to achieving maximum customer
engagement, emphasizing communication as the core
structure. With technological advancements in many
aspects of life, communication now encompasses more
than one method; it can be conducted via the Internet
and other communication media (7).

The emergence of new marketing trends is
influenced by ongoing development, innovations, and
changes in the market environment. As global markets
evolve, companies must adapt to these phenomena (8).
With
customers requires not only quality products and
services but also modern marketing strategies.
Consumers now demand more than ever easy access to
products and services (9).

increasing competition, attracting potential

Today, the wurban tourism market is highly
competitive. Many cities around the world are working
to create a better urban image to attract potential
tourists and achieve sustainable tourism development
(10). Meanwhile, consumer habits and behaviors are
undergoing fundamental changes, with a growing shift
toward digital consumption (11).

With the advancement and expansion of technology,
the tourism industry has embraced innovations to
enhance customer experiences and reduce operational
costs (12).

Amid the growing importance of understanding
technological transformation in the tourism industry,
researchers are encountering the third wave of the
internet era, which introduces the metaverse (13). The
metaverse, also known as the metaworld, is the next
generation of the Internet, consisting of decentralized,
persistent online 3D virtual environments where users
play an active role in activities like digital market
investments. This virtual world will be accessible
through headsets, augmented reality glasses,
smartphones, personal and gaming
consoles (14).

computers,

The term "metaverse" was first coined by author Neal
Stephenson in his 1992 science fiction novel Snow Crash,
referring to a fully immersive, collective, and virtual
shared space created by the convergence of augmented
physical reality and persistent virtual reality. It
represents an evolutionary leap for the Internet—an
integrated physical and digital world where users can
interact with a

naturally computer-generated

environment (15).

Metaverse marketing offers businesses and brands a
unique opportunity to enter the global market. Some of
the world’s largest brands have already started
integrating and solidifying their digital presence in the
metaverse. Similarly, some of the biggest technology
companies are working on creating an official version of
the metaverse that will be accessible anytime and from
anywhere. Given these factors, more and more brands
are quickly realizing that the best way to reach
consumers is through the metaverse. As a result, the
term "metaverse marketing" has recently emerged,
creating a new style of business interaction in
technology-driven environments (16).

The metaverse has the potential to change how
people interact and perform daily tasks. It is a virtual,
digital, and three-dimensional world formed by
integrating various technologies and virtual spaces (17).
The metaverse tourism ecosystem encompasses an
immersive 3D virtual space that offers new
opportunities for making tourism products tangible
and serves as a source of inspiration for the creative
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economy. This ecosystem facilitates interactions among
tourists, travel agents, and other stakeholders, enabling
the execution of tourism processes at different stages
(18).

Today, developing metaverse applications for
marketing requires augmented reality (AR). AR and
virtual reality (VR) technologies, combined with
experiential marketing principles, aim to create positive
experiences that engage users both physically and
emotionally (19). As Buhalis et al. demonstrated in their
study, metaverse marketing strategies using virtual
reality can create immersive customer experiences. This
advanced technology provides a clear, realistic picture,
making customers feel like they are physically present
in the situation, which differs from the experience of
watching a regular 2D screen (20).

Some experts have raised essential concerns in the
health sector arising from the development and
implementation of metaverse technology (17). The
metaverse and virtual reality are growing technologies
that create distinctive experiences for users. In a study,
62% of consumers claimed to be more engaged with a
brand through these media than through traditional
physical marketing. Furthermore, over 71% of consumers
perceive brands that use virtual reality marketing more
favorably (19). For example, Tang et al. researched the
importance of virtual reality technology in the spa
(health and beauty services) industry in China. The
findings revealed that spa users quickly recognized the
benefits of augmented reality technology in waiting
rooms, which aided specialists, owners, and spa doctors
in providing superior services (21).

The rapid expansion of the metaverse has sparked
numerous debates about its potential to transform
society. Proponents describe the metaverse as an
innovation that will have significant long-term impacts
on people's lives, much like the Internet did previously
(22).

2. Objectives

This article aims to explore the marketing
opportunities of the metaverse in the health tourism

industry within military and civilian hospitals in Iran.

3.Methods

] Arch Mil Med. 2024; 12(3): 156406

This research was conducted in May and June 2024
using a qualitative research method with a contractual
content analysis approach. The statistical population
included professors and experts in new technologies
and tourism from Semnan Province who were
thoroughly familiar with health tourism. This included
professors from Semnan University, Semnan University
of Medical Sciences, Shahrud University of Medical
Sciences, Shahrud Azad University, Payam Noor
University of Semnan, Payam Noor University of
Garmsar, and Payam Noor University of Majn (with a
background in Tourism Management and IT
Engineering). Additionally, professors from Shahrud
University of Technology and Damghan University (with
degrees in Computer Engineering and IT) were also
included, as well as experts familiar with health tourism
and modern marketing science from all travel and
tourism agencies in Semnan Province. The sampling
methods employed were purposive and snowball
sampling.

The main criteria for selecting the sample members
included a comprehensive knowledge of the IT industry,
expertise in modern marketing and health tourism, and
a master's degree or higher. Sampling continued until
theoretical saturation was reached (23). The saturation
point is when no new topics emerge, and researchers,
after reviewing all scenarios, determine that sufficient
data are available to complete the information (24).

The data collection tool was in-depth and semi-
structured interviews, which were recorded and coded
after obtaining permission from the interviewees.
Initially, key ethical issues such as goals, outcomes,
satisfaction, identity, relationships, confidentiality, and
protection were shared and communicated with the
interviewees. The interview questions focused on
marketing through the metaverse and health tourism.
The interviews began with demographic questions
about the interviewee and continued with semi-
structured questions related to marketing through the
metaverse and health tourism.

After a thorough review of the literature on
"metaverse technology" and "health tourism," the
interview questions were designed and developed in
collaboration with experts, including professors and
specialists in new technologies and tourism who were
thoroughly familiar with health tourism.
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The reliability of the questions was assessed using
two methods. In the first method, the research results
were shared with experts, and their approval was
obtained. In the second method, to calculate test-retest
reliability, three interviews were selected, and each was
coded by the researcher at 15-day intervals. The
reliability between the two coders for the conducted
interviews was calculated using the following formula:

Reliability = (Number of agreed codes/between two
coders total number of codes) x 100%

This resulted in a reliability score of 0.77. Since the
reliability was above 60%, the coding trustworthiness
was confirmed, and it can be concluded that the current
interview analysis has suitable reliability. The semi-
structured interview questions included:

(1) What are the advantages of using metaverse
marketing in the health tourism industry in military
and civilian hospitals?

(2) What are the benefits of employing metaverse
technology specialists in health tourism marketing?

(3) What opportunities can metaverse marketing
offer in developing health tourism services in military
and civilian hospitals?

(4) What challenges can metaverse marketing pose in
developing health tourism services in military and
civilian hospitals?

(5) How can metaverse technology in the health
tourism marketing industry reduce the high costs of
advertising and related expenses?

(6) What factors influence metaverse marketing in
health tourism in military and civilian hospitals?

(7) How can the benefits and hospital services within
the country be introduced to foreign health tourists
using metaverse technology?

(8) How can the advantages of using metaverse
technology be communicated to travel and tourism
companies to attract health service seekers?

All interviews were conducted in person at the
workplace. Each interview lasted about 45 minutes. At
the end of each
interviewees, they were asked to elaborate on any
remaining topics. In total, eleven interviews were

interview, after thanking the

conducted.

In addition to the interviews, published texts and
articles on "metaverse technology," "health tourism,"
and "marketing" from various scientific databases were
reviewed and analyzed. The data from the semi-
structured interviews were analyzed using the content
analysis method of Graneheim and Lundman (25).

For data analysis, each interview was recorded,
transcribed, and listened to by the researcher. The entire
text was transcribed line by line. After transcribing the
interviews and conducting multiple reviews and
comparisons, open codes were extracted and
categorized. Irrelevant information was removed, and
the final categories and dimensions were refined. The
criteria for categorizing topics were based on the main
stakeholders in the metaverse marketing process in the
health tourism sector.

The main categories were identified, weighted, and
ranked using the Shannon entropy method in the
quantitative phase. According to experts, the Shannon
entropy method is considered more robust and valid for
data analysis. In the Shannon entropy method,
categories are first counted based on their frequency.
Then, based on the frequency table, the following steps
are performed:

(1) Normalizing the frequency matrix using the
formula:

F,;
=—\(1=1,2,3,...,m;j=1,2,..., n
Zi:lFU

Where:

pij

F is the category frequency, p is the normalized
frequency matrix, i is the interviewee number, n is the
number of categories, m is the number of interviewees,
and, j is the category number, Calculating the
information load of each category and placing it in the

relevant column using the formula:

E; = —kZL [pij Ln pij] (’ =1,23,...,

1
L,M

m;j=1,2,..., n>k:

E; is the information load, p is the normalized
frequency matrix, i is the interviewee number, m is the
number of interviewees, j is the category number, and In
is the natural logarithm. Using the information load of
the indicators, the importance coefficient of each
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indicator is calculated. The higher the information load
of an indicator, the higher its importance coefficient W;:

Ej
Z]‘:1 E;

Where W; is the importance coefficient of the
category, and FE; is the information load. It should be
noted that in the calculation of Ej, p;; values that are
zero are replaced with a minimal value of 0.00001 to
avoid errors and infinite results in mathematical
calculations. W, is an index that indicates the
importance coefficient of each category in each message
based on the interview format. Moreover, based on the
W vector, the categories resulting from the message are
also ranked (26).

W;

This study is derived from a research project
approved by the Research and Technology Deputy of
Semnan University of Medical Sciences, with the ethics
code IR.SEMUMS.REC.1403.021 in 2024.

4. Results

The interview process began with one of the active
participants in the metaverse technology field, and
other subjects were subsequently introduced. Gradually,
the number of participants increased until data
saturation was reached. Data collection continued after
11 interviews, reaching the point of saturation, meaning
that new interviews did not provide additional insights.

In this study, metaverse marketing opportunities
refer to conditions where metaverse technology is used
to drive the growth and development of marketing in
the health tourism sector. Based on content analysis, 215
open codes, 3 main categories, and 3 subcategories were
identified from the interview texts. The main categories
include:

- Opportunities related to health tourism businesses
(66 codes),
-Opportunities related to health tourists (82 codes),

- Opportunities related to health tourism service
providers (71 codes).

The subcategories include social, cultural, economic,
environmental, and infrastructural aspects. Table 1
the extracted codes, main

presents categories,

subcategories, and interviewee numbers. It is important
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to note that to maintain the confidentiality of the
participants, each interviewee is represented by the
letter "QL" "Q" represents the interview, and "I" indicates
the interviewee's number.

The prioritization of the main categories of
metaverse marketing opportunities in health tourism,
derived from Shannon entropy, is as follows:

- Opportunities related to health tourism service
providers,

- Opportunities related to health tourism businesses,

-Opportunities related to health tourists.

5. Discussion

This study aimed to identify and rank the
opportunities for metaverse marketing in attracting
health tourists to military and civilian hospitals in Iran.
Analyzing interviews and reviewing theoretical
foundations and past research revealed additional
opportunities to attract health tourists using advanced

metaverse technology.

The most significant strength is the alignment of
Iran's medical services with current global science and
technology, as well as the availability of modern medical
equipment. In contrast, the lack of an efficient health
tourism information system is the primary challenge in
Iran's health tourism sector (27). Therefore, it is crucial
to leverage advanced technologies, such as the
metaverse, to inform and market health tourism
services. As expert number seven stated, "Metaverse
marketing can serve as a factor and parameter in
improving the current state of health tourism in
modern marketing. Given the large scale of the tourism
industry, it can reduce costs, increase revenues, offer
new services, provide better sustainable services,
diagnose issues in traditional health tourism processes,
enhance the tangible experience for tourists, and better
analyze health tourists' behavior in military and civilian
hospitals." This finding aligns with Potjanajaruwit's
research in Thailand, which aimed to promote health
tourism marketing using metaverse technology and VR
glasses, studying 372 health tourists. The medical
tourism standards data were analyzed using multiple
regression analysis, and the results showed that
developing metaverse technology applications for
health tourism marketing, including sensory and
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Table 1. Coding of Main and Subcategories of Metaverse Marketing Opportunities in Attracting Health Tourists
. N . Frequency Reference to
Main Categories Subcategories Open Codes of Open N
Codes Interviews
:’elig:’e“{‘t‘:‘l:'::hh socialand Conducting various activities to introduce community culture like health food festivals, comprehensive introduction of native medicinal plants used in 0102040
. nature therapy with virtual tourism, virtual entertainment events, or creating mental relaxation, suitable opportunity to introduce medical services, u
tourism cultural R R . . . - . . - : . Q8-Q9-Q10-Q11
businesses creating an experience of presence in domestic hospitals, reducing the gap between real-world interactions and virtual interactions.
Dynamic and continuous value, introduction and employment of skilled human resources in technology and medicine, providing health tourism services
without limitation of tourist numbers, revenue generation from data, optimal use of devices and forms, creating more digital participation opportunities
in daily life, creating an independent and new economy, facilitating trade of medical equipment, opportunity to enter the global medical technology
market, gaining competitive advantage, long-term profitability, investment in health tourism businesses, opportunity to enter global medical markets, Q1-Q2-Q3-Q4-
Economic critical role in the future of the health tourism industry, opportunity to introduce brands of medical products to consumers, revenue generation 35 Q5-Q6-Q7-Q8-
opportunity for travel agencies, fast and easy results, opportunity to attract skilled individuals in health and medicine, reducing repetitive costs, reducing Q9-Q10-Qu
transportation costs, introducing health tourism services at any time and place, providing higher quality customized services, improving the position of
health tourism companies in the business market, continuous improvement, driving sales of health tourism services and products, creating financial
incentives like tax, customs, and insurance cost reductions.
Creating advanced virtual hospitals like Metaverse Hospital in the UAE, monitoring and scanning users, creating new borderless cyberspace, using virtual
Environmental reality, blockchain, and digital currency technologies, utilizing interconnected virtual worlds, new resource combinations, using cutting-edge Q1020304
and technologies like NFTs, leading in new tec continuous d of the metaverse, partnering with startups and knowledge-based 20 06-08-09-Q11
infrastructural companies, aligning technologies with business goals, aligning with the global market, smartening the tourism market, making smart contracts on the
blockchain with developers, attracting investors to develop internet bandwidth.
Conducting various activities like receiving health and medical consultations, creating a better health tourism experience, creating excitement and
Opportunities ) motivati_on i{| _(ouris[s, helping health _touris(s behave_appropriately when encoun[_ering actual servicg prqviders, _gainir_)g real experienceg in the form of
related to health Social and avatars, inspiring health tourists, making travel experiences memorable and recalling for health tourists, interacting with doctors from different 2 Q1-Q2-Q3-Q5-
(TR cultural countries, joining various global medical communities, public education on health tourism, understanding tastes and preferences, learning about health Q7-Q8-Q10-Qu
services in other regions, overcoming some limitations for those interested in health tourism like people with disabilities, participating in health festivals
without location constraints, finding countries with similar religious beliefs for health tourism.
Connecting to the most relevant health service provider in the shortest possible time, making foreign health tourists aware of low treatment costs in the
country, traveling to different locations for mental and physical health like hot springs or well-equipped hospitals, better meeting health tourists' needs,
providing superior value to health tourists, creating new travel and tourism opportunities, facilitating travel during epidemics like COVID-19, replacing Q1-Q2-Q3-Q4-
~ . some unnecessary physical travel, experiencing activities not possible in the real world, better decision-making for health tourism areas, gaining new
Economic X X X - . : . . h 40 Q5-Q6-Q7-Q8-
ideas for treatment from tourists, trial before arrival at destinations and attractions for health tourists, choosing the best option according to needs and 09-010-011
interests, creating comprehensive and valuable experiences, receiving timely and appropriate medical services, diverse medical services, reducing search
costs, reducing approval costs, reducing transportation costs, reducing tracking costs, receiving high-quality customized medical services, tourism
enjoyment for all social groups, no need for visa issuance.
Environmental Entering the screen as an avatar and creating a digital twin for each tourist, an entirely realistic and simulated construction of the natural world, enjoying Q3-Q4-Q5-Q6-
and travel with security and peace at home, accessible health tourism, creating suitable infrastructure for the tourism of disabled and elderly people, 16 Q709011
infrastructural marketers pursuing their interests, saving time, public security.
Better market segmentation for health tourism, more interventionist than digital advertising, compatibility with the modern world, enhancing audience
Opportunities interaction, gaining market knowledge, benefiting from change agents as employees, better interaction with users and health tourists, fostering loyalty
related to health Social and among customers and health tourists by creating good feelings in them, better employee performance in interacting with tourists, improving interactive 2 Q2-Q3-Q6-Q7-
tourism service cultural health tourism marketing, creating and developing behaviors leading to the purchase of health services, improving the image and perception of health Q8-Q9-Q10-Qut
providers and treatment services, encouraging users to share content, enhancing mutual trust, introducing Iranian culture and civilization, especially hospitality,
managing the destination image for health tourists, enhancing the reputation of hospitals providing health tourism services.
Better identification of health tourists, better ability to persuade tourists, reducing marketing costs, quick process of attracting health tourists, correct use Q1Q203-04-
Economic of essential customer communication tools, gradual and continuous improvement, creating and finding ideal opportunities for marketers, encouraging o 05-06-07-08-
natural tourism, reducing advertising costs for health tourism service locations, metaverse advertising instantly and with a specific target, increasing Q9-Q10-011
awareness of treatment locations like hospitals and spas.
Creating pleasant travel memories for health tourists, linking physiological reactions to specific parts of an advertisement, evolving digital marketing, a
Environmental new platform for technology-driven marketing, ambitious plans to attract health tourists, complementing traditional marketing methods, conducting
and tangible marketing, transforming marketers into world builders, flexibility of spaces, agile actions, transforming the health tourism business model, 25 8;%28%59%6

infrastructural

moving from one-way advertising to two-way advertising, using data to understand health tourists better, creating infrastructure to attract more
audiences, developing health tourism marketing research.

perceptual aspects, had an R? value of 0.509, indicating
impactful and creative marketing (19).

Given today’s highly competitive tourism market and
the rapid pace of changes in the business environment,
companies must take actions aligned with these
changes to achieve optimal performance. Since
marketing is a core business component, innovative and
creative actions can be an effective solution (28). As
expert number ten mentioned, "Metaverse technologies
are used to create communications and align
technologies with business goals. One of the main
aspects of metaverse marketing is transforming the
health tourism business model. We need to reconsider
targeting and move toward agility using metaverse
marketing tools. Metaverse marketing focuses on

providing fast, desirable, and diverse services." These

findings align with Suanpang et al.'s research, which
aimed to design and develop an open metaverse
platform for tourism called the "Extended Metaverse" in
Thailand, involving 428 users. The research analyzed
requirements, then designed and implemented the
system architecture, followed by system evaluation. The
results showed that the extended metaverse was divided
into three layers: Creating tags, characters, and virtual
objects. The satisfaction results from the metaverse, the
created tourism experience, and overall satisfaction
with the metaverse usage diversity were 86%, 79.7%, and
92.9%, respectively (29).

Buhalis et al. demonstrated in their study that the
metaverse creates many exciting opportunities for
tourism. Tourism organizations that use metaverse
strategies to create hybrid virtual and physical
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Table 2. Ranking of Main Categories of Metaverse Marketing Opportunities in Attracting Health Tourists in Military and Civilian Hospitals

Main Categories

Importance Coefficient (Ej) Weight (Wj) Rank

Opportunities related to health tourism businesses
Opportunities related to health tourists

Opportunities related to health tourism service providers

experiences for customers enable communication
before, during, and after the trip with both customers
and other stakeholders, providing a platform for
implementing metaverse research opportunities (30).
The following table details the
subcategories and open codes:

main and

5.1. Expert Perspectives Analyzed Using Shannon Entropy
Approach

The results of the Shannon entropy analysis for the
main categories of opportunities related to health
tourism businesses, health tourists, and health tourism
service providers are presented in Table 2 below:

As the results indicate, the ranking of the main
categories in order of priority is as follows:

- Opportunities related to health tourism service
providers,

-Opportunities related to health tourism businesses,

- Opportunities related to health tourists.

The rapid expansion of technologies has empowered
customers and facilitated communication between
companies and customers. Therefore, marketers must
adapt by altering previous customer purchase pathways
for products and services and create new paths aligned
with these changes. Individuals and businesses can
explore rapidly developing technologies that bring
unimaginable opportunities. The metaverse is a new
platform for digital marketing, enhancing the way
businesses interact with their audience. Marketing in
the metaverse presents unique opportunities (31).

Health tourism service providers can establish better
interactions with patients using this technology.
Patients can meet and chat with doctors in the form of
avatars. Additionally, to attract more tourists, health
tourism service providers can offer virtual tours of the
different sections of the hospital before travel, allowing
patients and tourists to preview the services they are
likely to receive in the future. This virtual experience

J Arch Mil Med. 2024; 12(3): 156406

0.954 0333 2
0.951 0332 3

0.957 0334 1

helps individuals get a sense of the services they will
receive, which can be a critical factor in attracting
health tourists and influencing their decision to choose
a particular service provider (32).

It is recommended that businesses and health
tourism service providers in military and civilian
hospitals adopt innovative metaverse technology in
their marketing strategies to offer diverse services to
health tourists and gain a competitive edge.

One of the limitations of this study is the existence of
filtering within the country, which restricts the
implementation of this technology in Iran compared to
other countries.

Acknowledgements

Acknowledgments are extended to the Clinical
Development Research Unit of Damghan Provincial
Velayat Hospital Treatment Center and the Clinical
Development Research Unit of Kowsar Educational,
Research, and Treatment Center, Semnan University of
Medical Sciences, for providing the necessary facilities
and support for this research.

Footnotes

Authors' Contribution: E B.. Responsible for
gathering and analyzing the data, and drafting the
initial document. M. R.: Tasked with writing and

approving the final draft.

Conflict of Interests Statement: The authors have no

conflict of interest to declare.

Data Availability: The dataset presented in the study
is available on request from the corresponding author

during submission or after publication.

Ethical Approval: IR.SEMUMS.REC.1403.021.


https://brieflands.com/articles/jamm-156406
https://ethics.research.ac.ir/ProposalCertificateEn.php?id=468300

Rostami MR and Babakhanian F

Brieflands

Funding/Support: The authors declared that they

have not received any funding or support.

Informed Consent: Informed consent was obtained

from the participants.

References

10.

12.

Eskandari H, ezatpanah B, Hosainzadeh Dalir K. [Evaluation of Urban
Tourism Marketing Development (Case Study: Sanandaj City)]. Res

Urban Plan. 2022;12(47):167-86. FA.
https://doi.org/10.30495/jupm.2022.4027.

Quaye D, Mensah I. Marketing innovation and sustainable
competitive advantage of manufacturing SMEs in Ghana.

Management Decision. 2019;57(7):1535-53. https://doi.org[10.1108/md-
08-2017-0784.

Taghvaei M, Goodarzi M. [Developing and Prioritizing the Formation
of Strategies in Medical Tourism (Case Study: Shiraz Metropolis)]. Res
Urban Plan. 2016;7(24):1-22. FA.

Adeli M, Gholami fesharaki M. [Evaluation of COVID-19 Treatment
Outcomes in a Military Hospital and its Comparison with a
Nonmilitary Hospital]. J Military Medicine. 2022;23(8):675-83. FA.
https://doi.org/10.30491/jmm.23.8.675.

Maleki S, Tavangar M. [Analyzing Health Tourism Challenges in
Mashhad From the Perspective of Foreign Patients]. Geography and
Urban Space Development. 2016;2(2):153-65. FA.
https://doi.org[10.22067/gusd.v2i2.40771.

Torkzadeh L, Jalilian H, Zolfagharian M, Torkzadeh H, Bakhshi M,
Khodayari-Zarnaq R. Market segmentation in the health tourism
industry: a systematic review of approach and criteria. Journal of
Policy Research in Tourism, Leisure and Events. 2021;16(1):69-88.
https://doi.org[10.1080/19407963.2021.1988622.

Karimi R, Noodehi A. [Investigating the impact of marketing
integration dimensions on increasing marketing
productivity among users of Shuttle Company]. National conference
of new models in management and business with the approach of
supporting national entrepreneurs. 2018. FA.

internet

Vavrik V, Gregor M, Grznar P, Mozol $, Schickerle M, Durica L, et al.
Design of Manufacturing Lines Using the Reconfigurability
Principle. Mathematics. 2020;8(8).
https://doi.org/10.3390/math8081227.

Buckova M, Skokan R, Fusko M, Hodon R. Designing of logistics
systems with using of computer simulation and emulation.
Transportation Research Procedia. 2019;40:978-85.
https://doi.org[10.1016j.trpro.2019.07.137.

Chen S, Tian D, Law R, Zhang M. Bibliometric and visualized review of
smart tourism research. International Journal of Tourism Research.
2021;24(2):298-307. https://[doi.org/10.1002/jtr.2501.

Shah D, Murthi BPS. Marketing in a data-driven digital world:
Implications for the role and scope of marketing. Journal of Business
Research. 2021;125:772-9. https://doi.org[10.1016j.jbusres.2020.06.062.

Chen X, Li ], Han W, Liu S. Urban Tourism Destination Image
Perception Based on LDA Integrating Social Network and Emotion
Analysis: The Example of Wuhan. Sustainability. 2021;14(1).
https://doi.org[10.3390/su14010012.

13.

14.

15.

16.

17.

19.

20.

21

22.

23.

24.

25.

26.

27.

28.

20.

Park S, Stangl B. Augmented reality experiences and sensation
seeking. Tourism Management. 2020,77.
https://doi.org[10.1016/j.tourman.2019.104023.

Hasanzadeh S. [Technology-Driven Marketing in Metavars]. Arman
Process | (AP]). 2022;2(4):28-34. FA.

Rathore B. Metaverse Marketing: Novel Challenges, Opportunities,
and Strategic Approaches. peer
reviewed/refereed academic multidisciplinary journal. 2018;7(2):72-82.
https://doi.org[10.56614/eiprmj.v7i2y18.344.

Eduzone international

Hollensen S, Kotler P, Opresnik MO. Metaverse - the new marketing
universe.  Journal of Business  Strategy.  2022;44(3)119-25.
https:[/doi.org[10.1108/jbs-01-2022-0014.

Musamih A, Yaqoob [, Salah K, Jayaraman R, Al-Hammadi Y, Omar M,
et al. Metaverse in Healthcare: Applications, Challenges, and Future
Directions. IEEE Consumer Electronics Magazine. 2023;12(4):33-46.
https://doi.org[10.1109/mce.2022.3223522.

Koo C, Kwon ], Chung N, Kim ]. Metaverse tourism: conceptual
framework and research propositions. Current Issues in Tourism.
2022;26(20):3268-74. https://doi.org/10.1080/13683500.2022.2122781.

Potjanajaruwit P. The Development of Metaverse Technology to Raise
up the Standard of Health Tourism. GeoJournal of Tourism and
Geosites. 2023;50(4):1330-8. https://doi.org[10.30892/gtg.50413-1131.

Buhalis D, Lin MS, Leung D. Metaverse as a driver for customer
experience and value co-creation: implications for hospitality and
tourism management and marketing. International Journal of
Contemporary Hospitality Management. 2022;35(2):701-16.
https://doi.org[10.1108/ijchm-05-2022-0631.

Tang IL, Xu SZ, Chan E. Significance of VR in the spa: A spatial analysis.
University of South Florida (USF) M3 Publishing. 2021;5:10.
https://doi.org/10.5038/9781955833035.

Monaco S, Sacchi G. Travelling the Metaverse: Potential Benefits and
Main Challenges for Tourism Sectors and Research Applications.
Sustainability. 2023;15(4). https://doi.org/10.3390/su15043348.

Polit-O'Hara D, Yang FM. Measurement and the measurement of change:
a primer for the health professions. New York, London: Wolters Kluwer;
2016.

Salajegheh M. Organizational impact of faculty development
programs on the medical teacher's competencies. | Educ Health
Promot. 2021;10:430. [PubMed ID: 35071636]. [PubMed Central ID:
PMC8719554]. https:[/doi.org[10.4103[jehp.jehp_122_21.

Graneheim UH, Lundman B. Qualitative content analysis in nursing
research: concepts, procedures and measures to achieve
trustworthiness. Nurse Educ Today. 2004;24(2):105-12. [PubMed ID:
14769454]. https:|/doi.org[10.1016/j.nedt.2003.10.001.

Azar A. [Extending and developing the shannon entropy for data
process in content analysis]. Humanities and Cultural Studies. 2001. FA.

Dehghan R, Reshadatjoo H, Talebi K, Dargahi H. [Iran Health Tourism'
Strategic  Analysis Situation]. Payavard Salamat.
2021;14(6):519-34. FA.

in Corona

Bozorgi SHR, Samandar AEM, Lotfi HMM. [Analysis of innovative
marketing and its application in organizations]. The Popularization
Sci.2022:106-37. FA.

Suanpang P, Niamsorn C, Pothipassa P, Chunhapataragul T, Netwong
T, Jermsittiparsert K. Extensible Metaverse Implication for a Smart

] Arch Mil Med. 2024;12(3): €156406


https://brieflands.com/articles/jamm-156406
https://doi.org/10.30495/jupm.2022.4027
https://doi.org/10.1108/md-08-2017-0784
https://doi.org/10.1108/md-08-2017-0784
https://doi.org/10.30491/jmm.23.8.675
https://doi.org/10.22067/gusd.v2i2.40771
https://doi.org/10.1080/19407963.2021.1988622
https://doi.org/10.3390/math8081227
https://doi.org/10.1016/j.trpro.2019.07.137
https://doi.org/10.1002/jtr.2501
https://doi.org/10.1016/j.jbusres.2020.06.062
https://doi.org/10.3390/su14010012
https://doi.org/10.1016/j.tourman.2019.104023
https://doi.org/10.56614/eiprmj.v7i2y18.344
https://doi.org/10.1108/jbs-01-2022-0014
https://doi.org/10.1109/mce.2022.3223522
https://doi.org/10.1080/13683500.2022.2122781
https://doi.org/10.30892/gtg.50413-1131
https://doi.org/10.1108/ijchm-05-2022-0631
https://doi.org/10.5038/9781955833035
https://doi.org/10.3390/su15043348
http://www.ncbi.nlm.nih.gov/pubmed/35071636
https://www.ncbi.nlm.nih.gov/pmc/PMC8719554
https://doi.org/10.4103/jehp.jehp_122_21
http://www.ncbi.nlm.nih.gov/pubmed/14769454
https://doi.org/10.1016/j.nedt.2003.10.001

Rostami MR and Babakhanian F

Brieflands

30.

Tourism City. Sustainability.

https://doi.org/10.3390/su142114027.

2022;14(21).

Buhalis D, Leung D, Lin M. Metaverse as a disruptive technology
revolutionising tourism management and marketing. Tourism
Management. 2023;97. https:|/doi.org/10.1016[j.tourman.2023.104724.

J Arch Mil Med. 2024; 12(3): 156406

3L

32.

Dwivedi YK, Hughes L, Wang Y, Alalwan AA, Ahn SJ, Balakrishnan J, et
al. Metaverse marketing: How the metaverse will shape the future of
research

consumer and practice. Psychology & Marketing.

2022;40(4):750-76. https://doi.org/10.1002/mar.21767.

Demir C. The effect of metaverse technology on medical tourism
process. | Gastronomy Hospitality Travel (joghat). 2023;6:96-102.
https://doi.org/10.33083/joghat.2023.250.


https://brieflands.com/articles/jamm-156406
https://doi.org/10.3390/su142114027
https://doi.org/10.1016/j.tourman.2023.104724
https://doi.org/10.1002/mar.21767
https://doi.org/10.33083/joghat.2023.250

