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[bookmark: _Toc120980600]Chapter 1 – Introduction

[bookmark: _Toc120980601]Background and Significance of the topic
The environment of medical aesthetic business is extremely competitive. In the past few years, medical clinics were growing, while the number of patients stayed limited. (Khumnualthong, 2015)
In order to succeed, these organisations should develop well-planned marketing strategies and hire specialists in promoting and selling to be up-to-date with the latest ‘5Ds of digital’ (digital devices, platforms, media, data, technology). This will increase the trading communication and customer satisfaction. Another important factor is socio-cultural clients’ apprehension and business responsibilities regards privacy, the appropriate digital marketing aims and distinct level of service. (Chaffey & Ellis-Chadwick, Digital Marketing, 2019)
[bookmark: _Toc120980602]Purpose of the research
The purpose of the research is to understand the importance and effectiveness of the digital marketing for medical aesthetic businesses. Also how clinics could increase customer satisfaction and loyalty via using different digital tools. I decided to choose this topic because I used to work in that particular sphere. Also I am interested to find out how digital platforms, nowadays, are changing the social opinion and behaviour as a whole. 
With the help of the digital marketing, most of the consumers’ desires, searches and requirement could be tracked, which form the virtual personality of each individual. Exactly that implementation is trying to be figure out all kind of marketers, including these in aesthetic business. Healthcare companies spent over 2.5 billion dollars on marketing in 2019, as every other year the amount has been increasing rapidly, which speaks itself for the extraordinary interest of digital marketing influence. (Purcarea, 2019) Representing the most key platforms and tools will gain the value and potential success for the businesses. (Chaffey & Ellis-Chadwick, Digital Marketing, 2019)
[bookmark: _Toc120980603]Proposed aim and objectives 
The aim is to understand the importance of the digital marketing nowadays and how to implement this knowledge into well-designed DM strategy for customer fulfilment. The main objectives of the research could be presented as follows:
· To introduce and evaluate the role of digital marketing for medical aesthetic business;
· To differentiate the different DM elements and which of them is relevant for the aesthetic clients;
· To build trust and gain the customer satisfaction via digital marketing techniques;
· To find out how patients choose specific clinic or doctor, depends on digital marketing and brand presentation.

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?

























[bookmark: _Toc120980604]Chapter 2 – Literature Review 

[bookmark: _Toc120980605]Definition
	Digital marketing achieves retailing objectives by using digital data, media and technology. Practically, digital advertising pivot around managing the company online presentation, such as: website, social media channels, mobile apps and so on. (Chaffey & Ellis-Chadwick, Digital Marketing : Strategy, Implementation and Practice, 2019)
Digital marketing is an essential part of the procedure of business evolution. It includes the latest trends and marketing methods, based on IT technologies and current marketing condition. Thanks to digital marketing and its management tools, the organizations have opportunity to contribute better public perception and clients’ fulfilment. (Veleva & Tsvetanova, 2020)
The collaboration between digital marketing channels and traditional ones is key factor in developing the future strategy. After analysing the core of the strategical opportunities (market penetration, market and product development and diversification), it comes the question how to expand the business by holding the loyal customers and reaching new ones. Organizations, such aesthetic clinics, should evolve well-structured approach including 7S’ model (strategy, structure, system, staff, style, skills, superordinate aims) as a core and building over a planned digital communication and campaign. (Chaffey & Ellis-Chadwick, Digital Marketing : Strategy, Implementation and Practice, 2019) Elements of the marketing mix, should be analysed also. Each company/clinic have own approach to 7Ps’, which creates an individual perspective. A successful marketing strategy differentiates few key factors: brand positioning, segmentation and targeting, market and competitors’ evaluation, pricing and customer behaviour by keeping the uniqueness of the particular business. (Blythe & Martin, 2019)
[bookmark: _Toc120980606]Importance
According to a research, 85 percent of customers nowadays check and analyse feedback of different products and services online, before they decide to choose.  Google statistics show that around 77% of the patients search before they select particular doctor or clinic. Based on that, more medical organizations, especially aesthetically pointed, need well digital presence and easier recognition to attract new potential patients. Almost of the age groups are social media directed, which gives good opportunity for healthcare professionals to interact and engage with bigger audience. (Grbic & et al, 2019)
[bookmark: _Toc120980607]Digital Marketing models and trends
Marketing trends are including not only sales and brand presentation, but building trust, deliver exclusive marketing experience, creating long-term relationship with the customers and their satisfaction. There are variety of approaches for maintaining the direct marketing, such as: direct messaging, AR/VR, social media marketing, chat-bots, personalized emails, using influencers, SEO boosting, short videos and etc. (Preniqi, Sylaj, & Krasniqi, 2020)
[bookmark: _Toc120980608]Advantages and Disadvantages
Advantages of DM are: 
· Defeat geographical barriers and reaching bigger audience;
· Create better level for engaging and interaction;
· Quicker response and flexibility;
· Provide effective targeting and fragmentation;
· Possibility for personalization of advertising emails and direct messages;
· Create better consumer experience;
· Rising effectiveness for businesses through increasing the traffic on the website and social media, tracking the insights;
· Require less finances;
· Suitable for start-ups and small companies to big corporations;
Disadvantages are: 
· The online reputation could be ruined very quickly by negative comments, which could lead to lack of trust;
· The business is as ‘open book’ for rivals;
· Digital marketing is not suitable for all business fields;
· It is depended from technical support;
· Hard for choosing the appropriate tools;
· Continual updating; (Veleva & Tsvetanova, 2020)
[bookmark: _Toc120980609]Challenges

· Find and estimate the correct marketing strategy;
· Ethical challenges and sensitive content exposure;
· Correct targeting and estimation of the insights;
· Positive patients experience and feedback;










[bookmark: _Toc120980610]Chapter 3: Research Methods and Methodology 

[bookmark: _Toc120980611]Research philosophy
This part has the aim to represent the methods and methodology, which will be used for developing the dissertation proposal. The research philosophy could be generally divided in few parts, some of them are- positivism and interpretivism. The positivism approach seeks to collect and analyse data in correct evaluation, while interpretivist one try to find out how people establish their opinion about certain circumstance or experience. (Buckler & Walliman, 2016) I will build my research over interpretivist paradigm, because it is important to understand how digital marketing influence over the customer personal experience and fulfilment in aesthetic business. 
[image: ]
Source: A Systematic Approach to Designing Research Methodology  (Tengli, 2020)

[bookmark: _Toc120980612]Research approach
Understanding the inductive and deductive approaches is from significant importance for the structure of the dissertation. When using deductive method, we should already have particular concept, where to apply relevant principles and evidence. Hence, inductive technique is constructively used for discovering, observing and logically acknowledging the idea and summarize the data and views to present the concept. (Wardani & Kusuma, 2020)

[bookmark: _Toc120980613]Research methodology
After defining a philosophy and a research approach, the research methodology has to be described. In general, research methodology could be defined as quantitative, qualitative and mixed techniques. Quantitative method state numerical task to certain situation under evaluation, while qualitative construct descriptive and recorded explanation of it. I believe, qualitative approach will be the best option for my dissertation, because not only statistics are important, but to explore and understand the insights and ‘story’ behind the numbers. By analysing the grand narratives, I could distinguish purpose of using direct marketing manners and identify the consumer’s preference and actions. (Vanderstoep, 2008) Qualitative methods are commonly underrated in healthcare industry, while evidence-based quantitative data base is widespread. However, qualitative research approach could present the other side of the medical treatment, such as: patient experience, emotions as fear and stress, extra expenses spending. (Busetto, Wick, & Gumbing, 2020) My research method will be mono method – qualitative. 
[bookmark: _Toc120980614]Research strategy
My research strategy will be to conduct and understand the consumers’ behaviour and experience. I believe, the survey and ethnography approach will help me to reach my goal.
[bookmark: _Toc120980615]Sampling methods
With the aim of simple data collection and more detailed estimation of it, the purposive sampling will be used. This particular type is characterized with predetermined relevant participants. (Busetto, Wick, & Gumbing, 2020) I prefer to use small target group of members, between 5 and 8, which are distinctive enough (have different age, sex, occupation, etc.) in order to collect variety of assumptions and impressions. 
In order to response the research objectives, I should need a clear sampling process and methods. First of all, the target audience has to be set and then to choose the right sampling method. In general, there are two big categories- probability and non-probability techniques. Non probability method is related often with small number of participants, where probability one comprehend bigger part of the population. My approach will be to choose Convenience sampling, because it is related to few participants, it is very quick, simple and cost-effective. (Taherdoost, 2016)
[image: ]
Source: Types of Sampling: Sampling Methods with Examples (QuestionPro, 2022)

[bookmark: _Toc120980616]Data collection methods/tools 
[bookmark: _GoBack]The most commonly used methods in medical field are surveys, interviews, focus groups, observations. In my study, I will use semi-structured interviews and surveys. My aim is to understand patients’ personal case and involvement into aesthetic procedures; their opinion on how the direct marketing affect over the decision to choose the particular clinic; their stimulus to become a loyal customer. (Busetto, Wick, & Gumbing, 2020) I am planning to include at least ten active questions in my semi-structured interviews, which will cover a personal opinion and experience of the participants. The inform consent and data protection documents will be sent prior the questionnaires and I believe, two to three days will be enough for applicants to give their response back.
[bookmark: _Toc120980617]Ways of interpreting data
Interviews could be written, audio or video collected, but the main advantage is being interactive and could arise an undiscussed topic till now. Surveys could be informative by giving exact opinion on pointed questions. By analysing the collected information, I could answer the main objectives of the study. Also I consider that the answers will provide me a different point of view.
[bookmark: _Toc120980618]Ethical consideration of the research
For the purpose of the research, some personal information and opinions will be taken. In that case consent forms will be required from all participants. Collected data will be stored under all term and conditions of the Data Protection Act and will be used only for the analysis.
[bookmark: _Toc120980619]Time prospects of the research (Gantt chart)
I will give myself enough time for the all parts of the process, to be sure that my point of view and objectives are clear and well presented. The approximate time limits could be find in the chart below. 
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	Time Line
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	W2
	W3
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	Creating the questionnaire/interview questions
	
	
	
	
	
	
	
	
	
	

	5
	Data collection
	
	
	
	
	
	
	
	
	
	

	6
	Data analysis
	
	
	
	
	
	
	
	
	
	

	7
	Discussion/Interpretation of data
	
	
	
	
	
	
	
	
	
	

	8
	Conclusion and recommendations
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