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5. Carnwell R

6. Daly W

7. Grant M]J

8. Pubmed

9. IranMedex

10. Sid

11. Google Scholar
12. Google
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27. Stealth Marketing
28. Controversial Marketing
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18. Analytical Marketing
19. Integrated Marketing
20. Multichannel Marketing
21. Cross-Marketing

22. Left-Brain Marketing
23. Test-Driven Marketing
24. Transactional
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43. Viral Marketing

44. Buzz Marketing

45. Freebie Marketing

46. Acquisiton Marketing
47. Customer Marketing
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29. Social Marketing

30. Services Marketing

31. Scientific Marketing

32. Cultural Marketing

33. Traditional Marketing

34. Nontraditional Marketing

35. Digital Marketing

36. Technical Marketing

37. Content Marketing

38. Contextual Marketing

39. Re-Marketing

40. Diversity Marketing

41. Relationship Marketing
42. Green Marketing
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Abstract

Introduction: Even though in recent years, operational plans for healthcare marketing and advertisement were
mentioned and used globally; in Iran, the evidence is few, scattered, and focused on the private sector. In this study,
an attempt was made to offer an operational marketing plan to use in the public call to registration phase in the
program.

Methods: Methodology: This study was conducted using a critical review method within the context of the internet
and selected databases. The search was performed using two groups of related keywords, including concepts
related to marketing and calls for participation, as well as strategies, methods, and techniques. The results were
recorded in a researcher-developed format. Subsequently, the feasibility of implementing the identified methods
in the context of Iran’s health sector was critically examined in accordance with the conceptual localization
approach. This process led to the selection of applicable methods, and the analysis of findings was carried out
using open coding and thematic analysis. The combination of selected methods and their classification resulted in
the development of an operational marketing plan in this regard.

Results: After excluding repetitive and irrelevant studies, a total of 95 articles were included in the study.
The combination of methods, considering their implementation limitations in the health sector, facilitated the
development of an operational marketing plan for the Family Medicine Program in Iran. This plan comprises five
temporal stages: public introduction of the program (32 methods), initial encounters of individuals with staff (19
methods), preliminary registration and collection of demographic information (23 methods), service delivery and
beyond (34 methods), and finally, the timing of providing feedback reports (25 methods).

Conclusion: The proposed operational plan can provide a targeted pathway for attracting and retaining participants
in the program, ultimately leading to the long-term development of the target market, increased resources, and the
enhancement of both quantitative and qualitative activities within Iran’s Family Medicine Program.
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" Referral Marketing

" Niche Marketing

" Outdoor Marketing

" Out-Of-Home Marketing
" Promotional Marketing
** Scientific Marketing

" Services Marketing

" Shopper Marketing
“Social Marketing

** Technical Marketing

* Time Marketing

™ Freebie Marketing
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" Transactional

" Stealth Marketing

* Account-Based Marketing
" Analytical Marketing

» Integrated Marketing
~Multichannel Marketing

™ Article Marketing

" BYB Marketing

*'Call Center Marketing

* Channel Marketing
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‘" Controversial Marketing
" Conversion (Rate) Marketing
‘" Cross-Marketing

* Expeditionary Marketing
** Face-book Marketing

Y GeoMarketing

* Global Marketing
“International Marketing
""" Industrial marketing

" BYB

""" In-Store Marketing

""" Left-Brain Marketing

""" Multicultural Marketing
" Multi-Level Marketing
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"* NeuroMarketing

'Y One-To-One Marketing (Marketing Y:V)
""* Point-Of-Sale Marketing
'"* Post-Click Marketing

" Real-Time Marketing

""" Sports Marketing

"' Street Marketing

""" Test-Driven Marketing
""" Exhibition Marketing

"* Undercover Marketing
" Vertical Marketing
"Youth Marketing

" Affiliate Marketing

" Network Marketing
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'" Scarcity Marketing

'™ Alliance Marketing

""Community Marketing

" Free Sample Marketing

""" Shadow Marketing

"“Native Marketing

""" Affinity Marketing /Partnership Marketing
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