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Extended Abstract

1. Introduction

Medical tourism is considered one of the
growing sectors of the tourism industry
in the world and Iran. However, there is a
concern in our country whether this
sector of tourism will flourish or will be
forgotten despite the organization
intended for it. Tourism experts claim
that Iran has much better capabilities
than its neighboring countries and the
Middle East in terms of capabilities of
medical professionals, modern
technologies and global standards,
treatment economics and treatment
costs, and natural treatment areas, all of
which  should be fully utilized.
Unfortunately, there has been no proper
advertising to identify Iran's medical and
tourism capabilities abroad.

Now, these questions arise: whether
medical expenses affect the attraction of
medical tourism, whether medical
facilities and services affect the attraction
of medical tourism, and whether factors
such as medical reputation and trust in
the destination increase the effect of
these factors on the attraction of medical
tourism. To answer these questions, the
current research tries to study the impact
of medical and tourism costs and the
impact of medical facilities and services
on the attraction of medical tourism. The
present study also intends to investigate
the effect of trust variables in the
destination and medical reputation as
moderating variables in Ibn Sina's
infertility treatment center.

2. Research Methodology

The research method in the present study
is “applied” as the expected results can be
used for medical centers to increase
tourism attraction. Moreover, in terms of

the data collection method, it is a
descriptive survey type of research. The
statistical population of the research
included foreign patients at the Ibn Sina
Infertility Treatment Center. Due to the
unlimited statistical population,
Cochran's formula was used for the
sample size. According to Cochran's
formula, the sample size for the unlimited
population was 387 people. Therefore, the
questionnaire was randomly distributed
to 500 Ibn Sina Infertility Center clients.
The data collection tool was a standard
questionnaire, which was translated into
Arabic and English and distributed among
the participants. Data were analyzed
using SmartPLS software.

3. Research Findings

Because in the model of this research,
there are two modifying variables of
medical reputation and trust in the
destination, it is necessary to examine the
research model at two levels separately.
The test of the first level model of the
research (without the presence of the
modifying variable) was done using PLS
software. Then, the test of the second-
level model of the study with the
modifying variable was done using the
PLS software. Values show that all
hypotheses are accepted as they are more
than 1.96. The variables’ path coefficients
and factor loadings showed that all factor
loadings are higher than the average value
of 0.4.

4. Conclusion

Considering the confirmation of the
effect of medical expenses on the
attraction of medical tourism, it is
suggested that the managers of the
center keep the costs of patient care in
this center reasonable compared to other
infertility treatment centers. They can
equip the medical center with hotels and
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apartments at reasonable costs for the
accommodation of foreign tourists so that
they can spend their recovery period at
reasonable costs.

It is also suggested that center
managers keep the costs of treating
patients in this medical center
competitive so that patients choose Ibn
Sina Medical Center compared to other
medical centers.

Considering the confirmation of the
effect of the facilities and services of the
treatment center and its components on
the attraction of medical tourism, it is
suggested that the managers of the
infertility treatment center use advanced
medical equipment with high technology
and by world standards and always use
the latest technology according to the
most equipped specialized treatment
centers in the world.

It is also suggested that the hospital
hire employees and nurses who are
professionals in the optimal use and
maintenance of medical equipment, have
international and professional work
experience, are fluent in English, and have
strong public relations skills. Additionally,
the hospital's general doctors should have
sufficient skills to communicate and
inform foreign patients.

It is suggested to the managers of the
center to work on the quality of the
center's services in such a way that it has
specialized and sub-specialized services
in the field of infertility treatment, an
integrated hospital information system to
collect, record, and report the
information of foreign patients, warning
systems for pharmaceutical interventions,
recording doctor's orders, and clinical
decision support systems to prevent
medical errors and create electronic
health records, and broad access to

strong networks and databases for online
communication between the patient and
the doctor and the implementation of
remote technology such as telemedicine,
distance counseling, and distance
education.

Considering the confirmation of the
moderating role of trust in the
destination, it is suggested to the
managers of Ibn Sina Infertility Treatment
Center to put the satisfaction of foreign
patients at the forefront of the center's
duties and strategies and be accountable
to the concerns of foreign patients and to
resolve their problems in the best
possible way in such a way that the
patients believe and trust the center. The
managers are adviced to be accountable
to the patients even after the surgery and
medical services so that their satisfaction
is ensured, and they trust the center and
choose it again for future visits or
recommend it to their friends and
acquaintances for infertility treatments.

Due to the confirmation of the role of
medical reputation as a moderator, it is
suggested to the managers of Ibn Sina
Infertility Treatment Center to use
doctors in the hospital who have
international certificates, specialized and
sub-specialized skills related to infertility,
excellent medical records in the field of
infertility treatment, valid international
education, and the  ability to
communicate effectively with patients.
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