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Abstract

The objectives of this study were to examine Indian clients’ perceptions of the
service marketing mix (7Ps) and their decision to choose infertility clinic services in
Thailand, as well as to analyze the influence of the 7Ps on such decision-making. A
quantitative approach was employed, based on the 7Ps framework of Booms and Bitner
(1981) and the concept of decision underlying the Theory of Planned Behavior (TPB)
proposed by Ajzen (1991). Data were collected via a questionnaire from 400 Indian
respondents. Descriptive statistics and inferential statistics, including Pearson’s
correlation and multiple regression analysis, were applied.

The results showed that respondents were predominantly female, aged 36—40
years, and held a bachelor's degree, and most had not previously used infertility clinic
services. Overall perceptions of the 7Ps and the decision to choose infertility clinic
services were both at a very high level. Multiple regression analysis indicated that the
7Ps jointly explained 69.00% of the variance in decision-making (Adj. R* = .685; F =
124.839). Price, promotion, and people were significant predictors at the .01 level, while
product and place were significant predictors at the .05 level. Process and physical
evidence were not significant predictors. The findings provide practical implications for
developing marketing strategies to enhance the competitiveness of infertility clinics in

Thailand and effectively attract international patients, particularly from India.

Keywords: service marketing mix (7Ps), decision-making, infertility clinics
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