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Abstract 
Digital marketing became revolutionary marketing technique for creating brand image, attracting clients and gaining prosperity of every business. Medical aesthetic field is not an exception. In order to stay on the market, aesthetic businesses should master in digital marketing, its tools and new trends. Additionally, social media opens new opportunities for patients to stay connected with their medical doctors, track their progress, news and promotions. Many users are using their right to give opinions and leave feedbacks, which helps others when they are starting research for a specific service or a product. This study investigates the impact of digital marketing over clients’ decision making and how customer satisfaction is influenced by social media platforms. The questionnaire reaches twelve participants and with the help of their responses some findings and discussion have been revealed. 


Acknowledgements 
This research would not be completed without the support of several people. First of all, I would like to thank to my supervisor Mrs. Tushara Balendran for all the help provided throughout the process. Also I would like to underline the best possible preparation during all levels of my education in the University of Wales Trinity Saint David. Further, I would like to thank all the participants who took part in the questionnaire, also friends and family that support myself.













Table of Contents
Chapter 1: Introduction	5
1.1: Background of the study	5
1.2: Rationale /Importance of the Research	5
1.3: Aims of the research	5
1.4 Objectives	6
1.5: Research questions:	6
1.6: Dissertation outline	6
Chapter 2: Literature Review	7
2.1: Background and theoretical framework	7
2.1.1: Definitions	7
2.1.2 The role of DM for medical aesthetics	7
2.1.3 DM strategies and trends	8
2.1.4 Medical aesthetic clinics’ presentation and customer fulfilment	9
2.2: Literature Gaps	10
Chapter 3: Research Methods and Methodologies	13
3.1: Philosophical position, paradigm of the research	13
3.2: Methodological stance of the Research	14
3.3: Research Sample and Population	14
3.4: Data Collection and Analysis Tools	14
3.5: Ethical Consideration of the Research	15
Chapter 4: Data Analysis and Discussions	16
4.1: Introduction and demographic status	16
4.2: Analysis and Discussions	18
4.2.1 Theme 1 – Reasons for choosing particular aesthetic doctor/ clinic	18
4.2.2 Theme 2 – Social media usage	19
4.2.3 Theme 3 – Level of satisfactory	23
Chapter 5: Conclusion, Limitation and Recommendations	24
5.1: Conclusions on the research problem	24
5.2: Limitations of the Research	24
5.3: Recommendations	24
References	25
Appendix	28
Interview questions:	28
Responses	29




























[bookmark: _Toc134222514]Chapter 1: Introduction 
[bookmark: _Toc134222515]1.1: Background of the study
	Digital marketing is the presentation and selling of products or services via digital technologies such as: video or audio advertising, mobile phones, augmented reality (AR) or virtual reality (VR) and so on. This type of marketing has developed since the 1990s when the Internet was found. Digital platforms are progressively integrated in everyday peoples’ life. As their usage increase, as people prefer to use digital devices more and more rather than visiting physical retailers. This lead to growing of digital marketing campaigns and online purchasing. (Desai, 2019)
	DM encloses all types of marketing instruments that could be used on an electronic device. More and more variety of business support channels as SEO- search engine optimization, social platforms, website and emails in order to reach and connect the targeted auditory. This is referred as online or web marketing.  Digital marketing also includes spectrum of methods such as email marketing, digital advertising, online pop-ups and banners and many more. The evolution of it is strictly related with technological development. (Desai, 2019) Latest trends and marketing digital tools help and support businesses and their public and online reputation. They also give opportunity to improve building better brand acceptability and increase the customer satisfaction. (Veleva & Tsvetanova, 2020)
[bookmark: _Toc134222516]1.2: Rationale /Importance of the Research
	The purpose of the research is to define, clarify and understand the significance and advantages of digital marketing in the medical aesthetic business. It is important to find out how clinics could gain the client’s satisfactory level and loyalty using separate digital tools and methods. This research is important for me as I am interested in gaining my knowledge and practical skills in the marketing field. Also in these days, digital media has huge influence over people and their opinion. I am trying to discover how social platforms are able to change customer opinion, purchasing behaviour and brand reputation.
	The social platforms have created a possibility for better clients’ insights and precision of the marketing intelligence. It allows clinics and practitioners to participate actively, to pivot online and face-to-face communication and to control visibility and stability in the insights. Many clinics rely on word-of-mouth promotion, as the social media provides new objectives for that type of interaction. Patients are always looking for other patients’ experience. Aesthetic practitioners should emphasize not only on before and after photos in their online portfolio, even so videos with patients’ feelings and feedback. (Gould & Nazarian, 2018)
[bookmark: _Toc134222517]1.3: Aims of the research
	The aim of this research paper is to find out how internet users have been determined for searching and choosing particular clinic or doctor. To establish this, I should investigate insights, views and search engine optimization from the patients’ outlook. They are looking for convenience, trustworthiness and dependability of the particular aesthetic clinic. Its online reputation based on clients’ feedback and reviews is from significant importance. Aesthetic owners and managers should use the right marketing strategies, methods and tools to attract more patients and rise their gratification for the business prosperity. (Pregoner, Opalla, Uy, & et al, 2020)
[bookmark: _Toc134222518]1.4 Objectives
The key objectives of this research is presented as:
· Introducing and estimating the role of the digital marketing in the medical aesthetic businesses;
· Discovering and implementing the best possible digital marketing tools and strategies for the aesthetic clinics;
· Building trust and increasing customer fulfilment;
· Finding how patients choose particular doctor or clinic for aesthetic treatment, depends on brand presentation, digital marketing tools and social media.
[bookmark: _Toc134222519]1.5: Research questions: 
1.	What is the role of the digital marketing for the medical aesthetic industry?
2.	What are the different digital marketing strategies, currently implemented in the aesthetic industry?
3.	How do patients choose particular clinics or doctors, based on digital marketing and brand presentation?
4.  	How could digital platforms gain customers’ fulfilment, increase the clinic reputation and satisfactory level as a whole?

[bookmark: _Toc134222520]1.6: Dissertation outline	
	The dissertation includes five chapters with a few under points, which could be described briefly below. 
Chapter one consist introduction as background of the study, importance of the research, objectives and research questions. Chapter two include theoretical review, digital marketing models and trends and literature gaps that could be raised. Chapter three shows research methodologies, covering position, paradigm, viewpoint, sample of the study, together with data collection methods and tools. I am using qualitative research method, involving semi-structured interview questions and 12 participants who will take part of it. Chapter four is analysing of the collected data and discussion about the findings. Chapter five is the final part, which includes conclusion, recommendations and limitations of the study. At the end I attached Appendix, which contains all the additional data, interview questions and their responses. 

[bookmark: _Toc134222521]Chapter 2: Literature Review

[bookmark: _Toc134222522]2.1: Background and theoretical framework 
[bookmark: _Toc134222523]2.1.1: Definitions
	The aim of the marketing is find out what kind of product or service the customer wants and how to sell it superfluous. (Lewis, 2017)
	 Digital marketing is not happening in separation itself. It growth due to rapid spread of technologies, devices and communication channels. Digital marketing is complex and compounded mixture of proper planning, estimation and effective implementation. (Chaffey & Smith, 2023)
Digital marketing is the application of technologies for developing the marketing strategies and improving the clients’ experience by harmonizing their needs and satisfaction. In these days, many companies, including aesthetic clinics, have realized the significance of social marketing. In order to succeed, clinics should merge traditional and online marketing for facing the customers’ demands much more precisely and broadly. (Bala & Verma, 2018)
Digital marketing could be categorized into internet and non-internet advertising. Internet or online marketing includes all communication online channels, social media, web-banners and so on; while non-internet or offline marketing cover mass-marketing techniques and television. Part of online methods for advertising are social media marketing, SEO optimisation, advertising per-click, web marketing and so on. The successful implementation of these techniques is the key for business prosperity. (Mohammad, 2022)
Nowadays, digital marketing is a power, which could revive every business. Digital content as speed, obtainability and exploration are key factors in the marketing. Also the methods as word-of-mouth are still quite popular and could increase the website traffic and visibility on the social platforms. Social media such as Facebook and Instagram, give an opportunity for gaining the access and communication with millions of people. The broad chance for reaching enormous auditory has opened new marketing opportunities for every business, including medical aesthetic ones. This could be possible only if the aesthetic manager is completely aware of digital marketing strategies and tools in order to engage the clients and increasing the level of their experience. (Bala & Verma, 2018)
[bookmark: _Toc134222524]2.1.2 The role of DM for medical aesthetics
	The business environment of medical aesthetic industry is quite competitive, forcing more and more clinics to cut the price, provide offers for attracting patients despite of growing the fixed costs and other expenses. However, interaction with the people is staying the most key factor for patients’ satisfaction. In order to reach ultimate stable success and customer fulfilment, the doctors and clinics in the aesthetic world should provide patient-oriented treatments, which deliver value for them. The relationship between the patient and doctor is crucial for contributing the high-standard consultation and service. (Khumnualthong, 2015)
	The conception of customer behaviour could provide favourable outcome to medical aesthetic clinics. The culture and ethnical characteristics impact the types of consumers’ acts in the first place. By Hoyer, "Identifying particular personality characteristics explain variations in buying, using, and disposing of customer behaviours". Patients, visiting aesthetic clinics, should be targeted and categorized precisely. Their willingness to get a particular treatment should conduct not only with demands, even so their needs and personal aesthetic outcome of the ethnicity guided by the practitioner. By Kotler, way of behaving is closely related with encouraging and individual distinction. That’s why aesthetic clinics and practitioners should have the ability to communicate with patients, inform them about the variety of options and benefits. Digital technologies renovate the traditional marketing communication into a range of approaches for connecting. The role of those type of interaction is easier implementation of reaching the particular doctor or clinic, including broad knowledge and visual presentation of all the providing services. Some of the most popular digital tools that clinics use are as follows: direct email marketing, social media, search engine optimization, word of mouth by celebrities or influencers. (Genú, 2019)
[bookmark: _Toc134222525]2.1.3 DM strategies and trends
	Current strategies that aesthetic clinics use are closely related with digital marketing tools, which a lot of other businesses implementing in their advertising, including social media marketing, work with influencers and bloggers and so on. 
Digitalization of all areas of lifestyle requires a significant transformation of the marketing concept also. That includes evolution of new methods, tools and elements to be up to date with new trends worldwide. Digital tools of modern e-marketing conditions are: 1) AI (artificial intelligence) in promotions and customer-service responses; 2) videos and life streaming for presenting new products; 3) head search; 4) native advertising and influencers marketing for promoting different services and products; 5) social networking; 6) mobile search; 7) personal data protection for safety and better security, especially when patients book an appointment online and so on. (Al-Ababneh, 2022)
	Social media prevail the traditional methods such as radio, TV and newspapers. In aesthetic world one of the most powerful tools is the word-of-mouth. Digital implementation of this method is electronic word of mouth activities. In the social network this could be presented as targeting the audience by showing likes and comments and also reviews from other patients. A good feedback could gain the popularity of the company via social platforms. Furthermore, this positive wave will lead to increasing of electronic referrals between friends and family and will gain potential customers. For example, the aesthetic clinics should create content via videos and photos for their current offers, testimonials of happy patients and well-presented before and afters to satisfied the audience. Also it is important not to over or under posting as this could lead to nagging or losing the followers. Indeed, the posting has to be strictly regulated.  (Idrees & Ahmed, 2021)
	Depends on the content and preferred social platform, marketing strategy may differ and pivot on age. As stated by the Aesthetic Society, the generation between 17 and 35 is more possibly to use Instagram, TikTok and Snapchat and the commercialization plan should employ these apps to highlight the most desirable treatments as lip fillers, for example. The age group between 36-70 years’ young patients are more likely to be found on Facebook, YouTube and Instagram, where 70+ mainly on Facebook. They focus generally on before and after photos or procedural videos where to understand the actual procedures and benefits of it. Through this type on visual content, aesthetic practitioner could educate and engage with the patients more effectively, do virtual consultations and make the potential clients much more calm and informed before walking through the door if the clinic. (Shauly & et al, 2023)
	Another productive strategy is using the services of influencers and bloggers. Digital influencers are one of the main sources of seeking suggestions and advices nowadays. They have strong and direct connection with their followers and could affect for sales growth and attract patients. Via posts or videos influencers could increase e-WOM as most of them are believing in the product or service they promote. This truthfulness is a social power and could gain the aesthetic clinics loyalty. This strategy is most imposed on You Tube, where supporters are quite loyal to the bloggers and have the confidence and trust of his/her opinion and experience.  (Genú, 2019)

[bookmark: _Toc134222526]2.1.4 Medical aesthetic clinics’ presentation and customer fulfilment
	In these days client’s satisfaction is from significant importance and represents the level of expectation between the provided product or service and customer assumptions. In fact, customer contentment affects directly companies’ profit: as much happier is the client, as he/she purchases more products or services. Satisfaction is characterized with evaluation of how a person is delighted with particular item, service or administration. Patients loyalty information, including feedback and appraisals could improve the overall presence of a particular clinic. Both clients’ fulfilment and loyalty are strongly related in between. Aesthetic clinics should focus on providing best possible care and experience for its patients in order to increase satisfactory level and loyalty and respectively the profit and brand image. (Ali & et al, 2021)
Choosing medical aesthetic clinic or doctor rely on variety of factors, including reputation, brand image, favourable location, customer service satisfaction and so on. Aesthetic clinics should cover every single demand as convenient location, modern design and high-standard service to attract patients. In addition, brand image represents social status and character of the individual client and it is proved that first impression could influence people to determine a doctor or a clinic as ‘theirs’. However, making the decision to do a specific treatment is essential, even so the satisfaction of the provided service and respectful attitude from the aesthetic doctor. (Khumnualthong, 2015)
	Patients loyalty is a key factor influencing performance of the clinic as a whole. The definition could be conceptualised as strong relation between the client and particular practitioner or clinic, leading to current and future redemption. Digital marketing could stimulate patients’ behaviour and influence over purchase decisions as well. It is closely related with customer fulfilment and loyalty. It is important the factors, which play outstanding role in the clinics’ success, to be explored carefully. However, this is quite hard to be completed, which make this a gap in the literature. Patient’s devotion is a step for repurchasing and gaining the overall satisfaction. Also customer loyalty’s dimensions are associated with purchase behaviour, trust and commitment to the clinic and/or their aesthetic doctor. (Mohammad, 2022)

[bookmark: _Toc134222527]2.2: Literature Gaps 
	Developing technologies creates as new opportunities as challenges for all type of practitioners, including medical aesthetic ones. Communication channels such as Facebook, Twitter and Instagram became etalon of social networking. More and more businesses are thriving thanks to correct marketing campaigns and online reputation. Broad acceptance of digital marketing and social media have increased relation between patients and practitioners, gained online reviews and feedback and rose custom-oriented solutions and services. Clinics, who are not technical skilled enough may find gaps and experience difficulties in integrating the digital marketing strategies and tools effectively. Also if future proofing and innovative perspective missing, the implementation of Digital Marketing outcomes and clinic’s progress may be uncertain. (Royle & Laing, 2014)
	Literature gap analysis is a process of identifying gaps and the current position of an organization and where it should be its a perfect desired situation. The outcome of this analysis specify the pivotal areas where the manager should initiate steps for narrowing these gaps and offer effective solution for improving the company performance as a whole. Gap evaluation includes four phases: 1) recognizing the current main needs of the company; 2) establishing the ideal position to be; 3) underlining the existing gaps; 4) accomplishing a plan, which has the aim to remove the gaps. According to different fields of interest, gaps could be identified as: product gap, expectation gap, performance gap, ideal gap, legitimacy gap and so on. (Kim & Ji, 2018) 
 In medical aesthetic industry the most dominant gaps are performance and expectation gaps. It is important to be recognized the difference between the ‘current’ and ‘ideal’ marketing capabilities first in order to continue with further estimation. (Herhausen & et al, 2020) When clinics deal with performance gap, they need to point the causes first. This estimation will be bettering the performance of the organization as a whole. The process includes highlighting the goals of the clinic and potential gaps together with their causes. Further steps involve creating solution and considering the consequences. This could happen using variety of analytical methods as survey, document estimation, systematic analysis of qualitative data. (Kim & Ji, 2018) 
	The accessibility and innovation of technologies influence client’s habits and contribute to evolution of the classical business models. In the current digital era is important all kind of businesses, including medical aesthetic ones, to adapt to the new normal. Based on the top rated marketing models during the years, some are among the top-rated, including: content marketing, social media, SEO, artificial intelligence and so on. 
	Digital marketing techniques
	2017
	2018
	2019

	Content marketing
	20.3
	20
	15.1

	Big data
	20.2
	14
	14.4

	AI and machine learning
	-
	14
	15.1

	Marketing automation
	10.3
	9
	14.8

	Mobile marketing
	9.2
	9
	5.9

	Social media marketing
	8.8
	10
	6.8

	Conversion rate optimisation and
improving website experiences
	5.9
	5
	7

	Internet of Things marketing
application 
	5.4
	3
	3.4

	Search engine optimisation (SEO)
	4.1
	4
	2.7

	Wearables
	3.4
	2
	1.3

	Paid search marketing
	3.3
	2
	2.2

	Online PR
	2.7
	3
	2.8

	Communities
	2.6
	3
	3.2

	Display
	1.6
	1
	1.5

	Partnership
	1.5
	2
	1.8

	Others
	1.9
	1
	1.7



[Table 1] Top-rated digital marketing techniques 2017-2019, %
Source: (Kotane, Znotina, & Hushko, 2019)

For the sake of not losing marketing positions and captivate new customers, aesthetic businesses should follow the trends in technological world and do investments in digital marketing. (Kotane, Znotina, & Hushko, 2019) Trends in digital marketing models has been slightly changed in the past few years. Content marketing, collecting big data and marketing automation have been displaced from the top ranks by engaging website, SEO and social media.
[image: ]
[Figure 1]. (Thompson, 2023)

Medical beauty clinics are trying to create a positive brand image by using visual and direct communication with its clients. Social media is preferable option as is more trustable than conventional models, because of easy accessible information and communication, immediate reviews and client-related content. Other frequently used method is positive word-of-mouth method. Patients have the choice to go wherever they want, however if someone of their friends or family members recommend particular aesthetic clinic or doctor, is more likely he/she go for it. (Jatiyananda, Nurittamont, & Phayaphrom, 2021)
	E-medicine services as online consultation and virtual follow ups through social media has become quite popular in medical fields recently. This type of healthcare service has benefits as quicker approach to the doctors, easier communication, low levels of contamination after pandemic situation and avoidance of long staying at the clinic’s waiting areas. However, there are some disadvantages also like deficiency of a comprehensive assessment and respectively possible mistakes in the treatment plan.  (Thakurani & Gupta, 2021)
	Aesthetic medical practices use variety of models to be up to date with the new heights in the digital marketing world. Keeping the Google business profile updated is one of the most tools used. Customers should be well informed about location and how to get in the practice, about new promotions and actual price list, before and afters. Including business description, photos and products/services explanation on the Google profile gain website visits and clicks and increase numbers of potential clients. Another important method is asking patients for a review and responding back. If someone write a feedback, the manager of the aesthetic clinic should respond positively with thankful reply or encouraging the person to contact with the clinic for resolving the problem, if the review is negative. This will gain the trust and communication between both sides. (Guberti, 2022) More tactics for medical aesthetic businesses could be: 1) Sending weekly emails or messages to the subscribers with limited-time promotions, news, helpful advices about before or aftercare; 2) Running special campaigns or events, prompting current or potential patients to visit the clinic. It is important to engage with them including buttons as ‘book now’, ‘learn more’, ‘sign up’. 3) Posting regularly on social media and creating videos for spotlighting new product or service, news from the clinic, introducing new employee and so on. This type of virtual experience is helpful and attracting for the patients as they could form an impression and feeling the atmosphere if they decide to visit the practice. (Guberti, 2022)



[bookmark: _Toc134222528]Chapter 3: Research Methods and Methodologies 

[bookmark: _Toc134222529]3.1: Philosophical position, paradigm of the research
	The research philosophy is a combination of basic assumptions that direct the research study. It could be presented as a view of an individual for a particular issue and the possible relationships to that issue. Qualitative estimation, that I will be using, employ variety of textual, audio or visual data to represent how the people experience a particular phenomenon. (Tamminen & Poucher, 2020) Saunders proposed a framework, which presents and explains the different aspects of the research, named ‘research onion’. According to that scheme there are five types of philosophies: positivism, interpretivism, critical realism, postmodernism, pragmatism. Research approaches could be defined as inductive, deductive and abductive. Also methodological choices involve methods as quantitative, qualitative or mixed. (Tengli, 2020)
[image: ]
[Figure 2] (Tengli, 2020)
	
Interpretivism is related with factors and variables consider human assumptions rather than physical phenomena. It differentiates issues as culture, circumstances and variety of social realities. In my study I will be using interpretivism, because I am aiming to find out how digital marketing is affecting the patients’ choices, personal experience and satisfaction. This type of paradigm could focus on the experience as a whole, identify the problems and questions and explore clients’ individual feeling and fulfilment in depth. (Alharahsheh & Pius, 2020)
[bookmark: _Toc134222530]3.2: Methodological stance of the Research
	Methodological suppositions are the main core of the research analysis. They include the study strategy, manoeuvres and techniques for sampling, collecting and analysis of the data. They could be defined in two Min categories- quantitative and qualitative methods. (Alharahsheh & Pius, 2020) Qualitative ones are significantly valuable tool in a research as they help for finding answers of complex questions like ‘how’ and ‘why’ clinics could implement their best practices and also for the whole performance. They could present a success or a fail in clinics’ tactics and show what is the patients’ experience after the provided medical care. In the clinical conditions, this type of study could help to discover the real customer fulfilment, is the treatment was successful and the connection between the aesthetic doctor and his/her patients. The methods are dependent on the type of the research questions and the targeted auditory. (Hamilton & Finley, 2019) I am including small focus group with ten different type of questions such as demographic, rating, open questions and level of satisfactory. The interview questions are included in the appendix. 

[bookmark: _Toc134222531]3.3: Research Sample and Population
	Sampling is using to gather information that supposed to be representative of a particular targeted population. There are two main sampling methods- probability and non-probability. Probability strategy allows each member of the population to participate in the chosen study, while in non-probability sampling not every member take part in the study, where the researcher choses the participants. Forms of non-probability sampling are defined as: purposeful, snowball and convenience sampling. Convenience sampling method is common applied for clinical and qualitative research methodology. It often depends on the medical database; the location of the clinic or patients lists. The motivation to participants might differ depends on the research topic and could express variety points of view, including satisfactory or disappointed. Convenience sampling is well liked and used because inexpensive, time-saving and simplistic. (Stratton, 2021) With the aim of simple and easier data collection, I prefer to use convenience sampling method with small targeted group of participants. 

[bookmark: _Toc134222532]3.4: Data Collection and Analysis Tools
	In general, qualitative research is supporting analyst in initiating a deep and refined understanding of the given topic. The end results could generate variety of findings, providing in detailed descriptions and offering solution and insights of a given problem. Qualitative data comprise wide range of images, observations, structured, unstructured or semi-structured interview. (Lester, Cho, & Lochmiller, 2020) Qualitative surveys, for example, prioritise annalistic values and offer easier online redeem options. This type of method is flexible, demonstrate the qualitative data simple and could be beneficial for participants and researcher as well. (Braun, 2020) There are few types of techniques for conducting qualitative research, including: interviews, focus groups, surveys, content analysis, ethnographic and case study research. When discussing the qualitative methods, most used ones are: narrative analysis, thematic analysis, content and discourse analysis, ground theory and interpretative analysis. (Statswork, 2021)
[image: ]
Figure 3 - Source: (Statswork, 2021)

	By Miles and Huberman, there are a few well-known practices that frequently could be used for qualitative analysis. They include: 
· Affixing codes to a set of areas and drawn notes from the used techniques;
· Remark the margins;
· Sorting the materials and identifying relationships or differences between the variables;
· Separating tis patterns and differentiations;
· Moderating and correcting dependability and differentiations in the data;
· Discussing those establishes; (Lester, Cho, & Lochmiller, 2020)
In my research I am using semi-structured interview questions and survey in order to find out the involvement of the customers into medical aesthetic procedures; their personal experience of how choose particular doctor or a clinic and why; what type of digital platforms they use and why; what is their stimulus to become regular patients and the level of fulfilment from the provided service. In my blank I included ten questions as demographic and employment status, choice and open questions, and question with level of satisfactory. 

[bookmark: _Toc134222533]3.5: Ethical Consideration of the Research
	With the aim of my study, some personal information will be taken. The inform consent will be taken from each participant, however I will not reveal the personal data. Collected data will be stored under the condition of Data Protection Act and will be used only for the analysis for this research. 

[bookmark: _Toc134222534]Chapter 4: Data Analysis and Discussions 
[bookmark: _Toc134222535]4.1: Introduction and demographic status
	This chapter describes the results and overall estimation of the research, presenting actually how digital marketing and its tools may affect over patients’ fulfilment and experience. The questions were sent to twelve participants and the response rate is 100%. I have tried to choose variety of people in different age group and gender in order to cover as big diapason as possible; also the employment status was included in order to understand if type of employment affect customer decision making. The following charts describe variation in demographic status in age, gender and occupancy. 

 
Figure 4 - Percentage of participants based on age 

	The half of participants are on the age between 26 and 35 years old. One third of them are between 36 and 45 years young, while younger up to 25 and older over 45 are 8 percentages. I have tried to cover all type of generation groups in order to collect opinion from as wider as possible age. 

Figure 5 - Percentage of participants based on gender 

The majority of the applicants are woman – 67 percentages, because of level of popularity of aesthetic procedures among them. One quarter are man and 8% prefer not to state their gender. 


Figure 6 - Percentage of participants based on the employment status

	People, who took part in the questionnaires stated their employment status as more than a half said that they are full-time employed. Equal part of them are students and part-time employed – 17 percentages, while 8% are self-employed or did not declare their status. 

[bookmark: _Toc134222536]4.2: Analysis and Discussions 
	The analysis that I prefer to use in this study is thematic analysis. It could be defined as combination of different approaches pointed to recognize patterns in the qualitative data base. Thematic analysis is widely used in spheres as medicine, psychology, healthcare services, tourism and so on. This type of estimation is an excellent starting point for doing qualitative analysis for few reasons. First of all, thematic analysis is innovative and theoretical flexible. It is easier to be used in theory-driven or data-driven selection of findings and engage a set of interview questions. Secondly, the analysis could engage with analytical applications that are reasonably familiar with the other qualitative methods. Furthermore, thematic estimation could be used when analysing different type and size of data. Generally, the analysis could be defined as qualitative, nonlinear and iterative. The phases incorporate couple of steps as organizing and discussing the data, identifying themes, coding and making transparent estimation. (Lester, Cho, & Lochmiller, 2020)
[bookmark: _Toc134222537]4.2.1 Theme 1 – Reasons for choosing particular aesthetic doctor/ clinic
The information of decision making for choosing particular medical aesthetic doctor or a clinic represent variety of opinions. On the open question ‘How do you collect information if you’d like to visit a doctor or a clinic for medical aesthetic procedure?’ participants answered different points of view, including ‘Internet and Google’, ‘Friends/family recommendations’, ‘Online reviews’ and even in-office visiting of the doctor. This shows diversity in methods, chosen from different people in different generations. However, most of them are relying on ‘recommendations’ (5 participants), or ‘Internet/Google’ (5 participants), while some of them checking reviews (2participants) or using another sources of information. 
Another question, based on this theme, is ‘What are the main reasons you could choose particular doctor or aesthetic clinic?’ On the chart below are presented answers from the applicants. 

Figure 7
The results show significant prevalence of ‘customer satisfaction’ with nearly half of the participants have chosen this option. Despite of size limitation of the study, the answers speak for themselves. The most important reason that people choose specific medical aesthetic practitioner or clinic is the clients’ fulfilment. That affirms the satisfactory level and online feedback are among the key factors influences decision making process. Another important reason is ‘recommendation’. When some of our friends or family members are satisfied with particular service that could affect over our decision to choose exactly the recommended one. Also the negative experience is part of the process. However, recommendation is word-of-mouth feedback, which confirm the thesis that patients’ satisfaction should be priority number one for all medical aesthetic businesses. 
ke to visit a doctor or a clinic for medical aesthetic procedure?
[bookmark: _Toc134222538]4.2.2 Theme 2 – Social media usage
Figure 8 refers to the frequency of social media usage for choosing the particular aesthetic doctor or clinic. 	

Figure 8 - Frequency of social media usage
	
		It represents answers of the participants, who said that social media is ‘often’ used for research for a half of the people. Applicants, who use it ‘sometimes’ are 34%, while these who use it ‘always’ or ‘rarely’ are 8%. In general, all of the participants are using social network. That implies social media is the most useful digital marketing technique. 
		There are a lot of reasons people are attracted by social media marketing, including strong relationship between customer behaviour and information/photos sharing and social influencers. Social network attracts with focused immersion and ‘escape from the reality’ and magnifying enjoyment between the users and technologies. Social media triggers the decision making process and increases perception also. As a sum, social media is a powerful tool for every business, including medical aesthetic ones. Relation patient-practitioner could be increased by paid advertisements, boosted posts, influencers reviews and so on. (Mason & et al, 2021)
		

Figure 9 - Influence of social media

		Social media is used by billions of people worldwide, where the total number of users globally became 3.29 billion in 2022, which is over 42 percentages from the earth population. The growth of the communication channels has influence over customer behaviour, which is closely related with the platforms themselves. As many followers a person has, as much more is connected with the platform. His/her followers are engaged with the digital content of the influencer as well. Recently, we have seen that social platforms with video or audio presence, as Tik Tok, You Tube and Instagram are becoming much more popular than these with text or photos only. (Appel & et al, 2020) On Figure 10 are showed the different social platforms, that participants are using when doing their research for medical aesthetic procedures. In the interview questions I had given to them to choose up to three options. Despite of age groups, participants pointed variety of combinations between more traditionally platforms as Facebook and Google and more interactive ones as You Tube, Instagram and Tik Tok. Part of the participants (Iu.B., R.D., M.K.,Y.A.) have given similar responces as pointed ‘Facebook, Google and Instagram’ for their favourites. Applicants Io.P., Io.B., Z.K., I.D., S.T. and A.I. voted for ‘Google and You Tube’ for most useful platforms, where the third answer vary for the different people. The rest of them- D.S. and S.A. said that they use most of the platforms or other resources for gathering the information needed. 



Figure 10 - Type of social media used for online research by participants

The results of the question ‘Please specify which one do you use the most’, almost all of the participants- 10 of them, specified ‘Google’, only two of them said equally ‘Facebook’ or ‘Instagram’. That results present the importance of Google account actualisation and SEO optimisation for aesthetic practitioners and their clinics in order to reveal as much possible information, promotions and positive reviews. The participant I.D. said in her answer ‘I use Google to help me choose, because there is the all information in one place’. For most of the people, who are searching information about a question or an issue, the most natural action is to open a Google page and check there first. That’s why it is not surprising that 83% of the applicants said ‘Google’ is the preferable way of gathering information and checking online. 

[bookmark: _GoBack]Figure 11 – The most useful social media platform
[bookmark: _Toc134222539]4.2.3 Theme 3 – Level of satisfactory
The level of satisfactory has been checked when few questions have been assigned with positive, negative or neutral opinion. I have asked the applicants to indicate their level of agreement of few statements, where the options of fulfilment are divided in five categories: strongly agree, agree, neutral, disagree, strongly disagree. I intend to understand how digital marketing brand image is influencing on customer purchasing and whether clinic reputation is among the key elements of patients’ satisfaction as a whole. First of all, contributors needed to choose whether they are willing to visit an aesthetic practitioner only by his/her popularity and celebrity patients. More than a half of people said they are ‘Agree’ to choose and visit this type of practitioners (R.D., S.A., D.S., M.K., Io.P, Io.B, Z.K.) They are with different generation, gender and occupancy, so the demography is not some criteria for that opinions. Probably they have been attracted from customer satisfaction or social media presence of a particular clinic. Three participants are staying ‘Neutral’, whether two are ‘Disagree’ with this type of statement. Second testimony ‘I would visit particular doctor or aesthetic clinic because of the excellent online customer rating’ revealed with significantly positive opinions, where 11 of applicants said they are ‘Agree’ or ‘Strongly Agree’ with the statement. This high percentage presents how important is the customer feedback and make it a key factor for choosing aesthetic practitioner or clinic. One person D.S. said she is ‘Disagree’, which is an exception from the most popular opinion. The last proclamation ‘I would agree to proceed with a treatment with particular aesthetic doctor/clinic because of strong recommendation from friends/family’ has been pointed notably favourable with the same number of participants -11, that are ‘Strongly agree’ and ‘Agree’ and recommendations could make them visit a specific doctor or medical clinic. The same participant D.S. is ‘Disagree’ with that assumption, which make me feel that she relies on other sources of information or her own personal experience. 
As a summary, I would say that the results from this research and the responses given by the participants’ address how digital marketing affect customers decision making process. Most of the significant elements are clients’ fulfilment and recommendations. Social media platforms and influencer marketing also play remarkable role in that process. With the continuous upgrading in digitalization, every medical aesthetic doctor should be up to date with latest trends and give his/her patients the best possible healthcare, personal experience and try to gain the satisfactory level as higher as possible. 








[bookmark: _Toc134222540]Chapter 5: Conclusion, Limitation and Recommendations 
[bookmark: _Toc134222541]5.1: Conclusions on the research problem 
	This study has the aim to recognize the impact of digital marketing on customers’ decision making when choosing particular medical aesthetic doctor or a clinic and satisfactory level after the service provided. First, the literature review presents and explain about digital marketing as a whole, strategies and trends in medical aesthetic field, its influence over the business and patients’ satisfaction. Also the review of literature gaps and specifics in the aesthetic business has been revealed in order to better understanding of relationship between all type of variables and objectives of the study. Furthermore, an online interview questions in the form of survey was conducted, which reached twelve participants in sections as demographics, social media usage, customer satisfaction and how they choose a doctor or a clinic for aesthetic procedures. Thanks to the questionnaires, it was presented behaviour in purchasing, influencing on social media over participants and level of fulfilment.  (Hofer, 2021)

[bookmark: _Toc134222542]5.2: Limitations of the Research 
	However, some limitations are presented as well. The sample size was significantly low, making the results of the findings not truly relevant as larger number of participants are needed for making the study reliable. The number of participants was only twelve, which could be enlarged in a future study. I have chosen convenience sampling method which limited the whole public insights and assumptions also. Moreover, the questionnaires have been run at a single point of time. That means opinions may vary after a period of time. It could be more efficient if the survey has been done after a while in order to extract various of results, which could be more accurately. (Hofer, 2021)

[bookmark: _Toc134222543]5.3: Recommendations
	Recommendations for this research could be broader and deeper findings how digital marketing influence the whole public and the purchasing decisions. If more applicants are involved in the process, the better insights could be presented in demographic and marketing aspect. Also in order to understand better the customer satisfaction more medical aesthetic businesses should increase their digital knowledge and using variety of tools, gaining wider patients database, establishing loyalty based programmes and respectively grow their patients’ satisfaction and positive experience. 
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[bookmark: _Toc134222546]Interview questions:

1. What is your age?
· 18-25
· 26-35
· 36-45
· <45
· Prefer not to say
2. What is your gender?
· Woman
· Man
· Prefer not to state
3. What is your employment status?
· Full-time employed
· Part-time employed
· Unemployed
· Student
· Self-employed
· Prefer not to say
4. How do you collect information if you’d like to visit a doctor or a clinic for medical aesthetic procedure? …………………………………………………………………………………. (open question)
5. How often do you use social media for your own research?
· Always
· Often
· Sometimes 
· Rare
· Never
6. Could social media influence your decision?
· Yes, totally
· Often
· Sometimes
· Rare
· No, I prefer other sources
7. What type of digital platforms do you use if you’d like to choose medical aesthetic doctor or clinic? 
· Facebook
· Instagram
· You Tube
· Google
· TikTok
· Twitter
· All above
8. Please specify which one do you use the most……………………………………………………
9. What are the main reasons you could choose particular doctor or aesthetic clinic?
· Location
· Customer satisfaction
· Recommendation
· Social media presence
· Price
· All above
10. Please indicate your level of agreement 
· I would book an appointment with aesthetic doctor/clinic because they are famous and many celebrities and influencers are part of the patients (Strongly agree, Agree, Neutral, Disagree, strongly disagree)
· I would visit particular doctor or aesthetic clinic because of the excellent online customer rating (Strongly agree, Agree, Neutral, Disagree, strongly disagree)
· I would agree to proceed with a treatment with particular aesthetic doctor/clinic because of strong recommendation from friends/family (Strongly agree, Agree, Neutral, Disagree, strongly disagree)

[bookmark: _Toc134222547]Responses


	ID
	Name
	Q1 
	Q
2
	Q3
	Q4
	Q5
	Q6
	Q7
	Q8
	Q9
	Q10 a
	Q10 b
	Q10 c

	1
	Iu.B.
	25-34
	Woman
	Student
	I check the reviews first ! I ask relatives for information and recommendations!
	Often
	Often
	Google;Instagram;Facebook;
	Google
	Customer satisfaction
	Disagree
	Strongly agree
	Strongly agree

	2
	R.D.
	35-44
	Woman
	Full-time employed
	Google search and reviews
	Often
	Often
	Facebook;Instagram;Google;
	Google
	Customer satisfaction
	Agree
	Strongly agree
	Strongly agree

	3
	S.A.
	18-24
	Man
	Full-time employed
	Online research
	Always
	Yes, totally
	All above;Twitter;TikTok;
	Facebook
	Price
	Agree
	Agree
	Agree

	4
	D.S.
	35-44
	Prefer not to say
	Prefer not to say
	No
	Sometimes
	Often
	Other;All above;Google;
	Inrernet
	All above
	Agree
	Disagree
	Disagree

	5
	M.K.
	35-44
	Man
	Full-time employed
	By sms
	Sometimes
	Sometimes
	Google;Instagram;Facebook;
	Google
	Recommendation
	Agree
	Strongly agree
	Strongly agree

	6
	Io. P.
	25-34
	Woman
	Full-time employed
	Google or friends
	Often
	Yes, totally
	Google;You Tube;Instagram;
	Instagram
	Recommendation
	Agree
	Agree
	Strongly agree

	7
	Io. B.
	25-34
	Woman
	Student
	Visit a doctor
	Often
	Sometimes
	Google;You Tube;Other;
	Google
	Customer satisfaction
	Agree
	Agree
	Strongly agree

	8
	Z.K.
	25-34
	Woman
	Full-time employed
	Google 
	Rarely
	Rare
	Google;You Tube;TikTok;
	Google 
	Recommendation
	Agree
	Agree
	Agree

	9
	I.D.
	25-34
	Woman
	Self-employed
	I use recommendations from friends and family and checking the doctor/ clinic online.
	Sometimes
	Sometimes
	You Tube;Google;Facebook;
	I use Google to help me choose, because there is the all information in one place
	Customer satisfaction
	Neutral
	Strongly agree
	Agree

	10
	S.T.
	25-34
	Man
	Part-time employed
	From Internet 
	Sometimes
	Often
	You Tube;Google;Facebook;
	Google 
	Location
	Neutral
	Strongly agree
	Agree

	11
	Y.A.
	<45
	Woman
	Full-time employed
	From friends' recommendations and local community information
	Often
	Rare
	Google, Facebook, Instagram
	Google
	All above
	Neutral
	Agree
	Strongly agree

	12
	A.I.
	35-44
	Woman
	Part-time employed
	Recommendations
	Often
	Sometimes
	Google, Instagram, Youtube
	Google
	Customer Satisfaction
	Disagree
	Agree
	Strongly agree




Age	




18-25	26-35	36-45	Over 45	Prefer not to say	1	6	4	1	0	

Gender	
Woman	Man	Prefer not to say	8	3	1	


Employment Status	
Full-time	Part-time	Unemployed	Student	Self-employed	Prefer not to say	6	2	0	2	1	1	

Reasons of choosing aesthetic doctor/clinic

Series 1	
Location	Customer Satisfaction	Recommendation	Social media presence	Price	All	1	5	3	0	1	2	Column1	
Location	Customer Satisfaction	Recommendation	Social media presence	Price	All	Column2	
Location	Customer Satisfaction	Recommendation	Social media presence	Price	All	


Frequence of social media usage for research	
Always	Often	Sometimes	Rarely	Never	1	6	4	1	0	

Influence of social media over decision making process

Series 1	Yes, totally	Often	Sometimes	Rarely	No, I prefer other sources	2	4	4	2	0	Column1	Yes, totally	Often	Sometimes	Rarely	No, I prefer other sources	Column2	Yes, totally	Often	Sometimes	Rarely	No, I prefer other sources	


Variety of social media platforms

Facebook	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	1	1	1	1	Instagram	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	1	1	1	1	YouTube	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	1	1	1	1	Google	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	1	1	1	1	1	1	1	1	1	TikTok	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	Twitter	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	All	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	Other	
IuB	RD	SA	DS	MK	IoP	IoB	ZK	ID	ST	YA	AI	1	1	



Most useful platform

Sales	9%

Google	Facebook	Instargam	10	1	1	

29
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Qualitative data analysis method

Number (%)

Constant Comparative Analysis/Grounded Theory Approach/Inductive
Analysis

Content Analysis

Thematic Analysis

Basic Interpretive Analysis

Discourse Analysis

Not Available

Other (e.g., Template Analysis, Frame Analysis)

Total

20 (33.9)

12 (203)
36.0)
2 (34)
1(17)
4(68)

17 (28.8)

59

Note. HRDQ = Human Resource Development Quarterly.
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