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Summary
This research mainly explores how distributors of medical beauty product (doctors of chained clinics) use online community marketing to attract customer to better their customers’ word of mouth, trust of brand and to purchase their products. Online community marketing was known to increase enterprise reputation and trust of brand to increase customer’s intention to purchase. The objective of the research is to analyze the factors affecting the intention to purchase medical beauty product in chained clinics. The researcher used focus group in depth interview with the clinic doctors and questionnaire survey with the clinic customers to assess the correlation among the variables (online community marketing, word of mouth, trust of brand and intention to purchase). A total of 200 questionnaires were issued, and the number of questionnaires effectively recovered was 183, with a valid questionnaire rate of 91.50%. The researcher found online community marketing to trust of brand, trusts of brand to word of mouth, online community marketing to intention to purchase, trust of brand to intention to purchase and word of mouth to intention to purchase have significant positive impact and correlation. Furthermore, the older the respondents the more likely they answer strongly agree or agree with the questions concerning online community marketing, word of mouth, trust of brand and intention to purchase; marital status has no influence when answering the questionnaire, female respondents were showed to strongly agree or agree with the questions concerning word of mouth and trust of brand, the higher education level respondents were strongly likely to answer strongly agree or agree to questions concerning intention to purchase, and moderately likely to answer strongly agree or agree to questions concerning online community marketing and trust of brand, but education level did not affect respondents’ choice on word of mouth questions.
As a result, this research provides an understanding of the interactions and differences between the medical beauty product distributors and patients, and also provide substantial to product provider about the trust of brand, word of mouth and intention to purchase.
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Chapter 1 Introduction
This chapter is divided into three sections. The first section is the research background and motivation. The second section is the research purpose. The third section is the research process, which will be described below.

1.1	Research Background and Motivation

In recent years, after the First World War and the Second World War, from the poverty of the people in general to everyone need not to suffer from starving, from living in a crowded flat to hoping a better quality of life, we can see there is a trend we are living better than the people living in Hong Kong in the past. Hong Kong has experienced economic miracles, from industrialization to transformation to service-oriented city, we reached the developed country wealthy in 1980s. After the return of Hong Kong to China in year 1997, Hong Kong experienced economic downturn from year 1997 to year 2003, after SARS epidemic, with the Chinese policy freedom walk, Hong Kong has experienced economic growth again from year 2003 to year 2019, until we suffer from novel coronavirus epidemic since Jan 2020.The Gross Domestic Product (GDP) in Hong Kong was worth 366.03 billion US dollars in 2019, according to official data from the World Bank, the GDP value of Hong Kong represents 0.30 percent of the world economy. (The world bank, 2020) 





Figure 01: Hong Kong Gross Domestic Product (GDP) from year 1995 to year 2019 (The world bank, 2020)
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We expect the economy will have downturn since year 2020 due to China economy cooldown and closing of Hong Kong land crossings with the Chinese mainland since February 2020 (AFP, 2020). Nevertheless, despite this roller coaster style ups and downs of Hong Kong economy, the industry of medical aesthetics continues to grow since year 2003. Medical aesthetic industry gradually occupies an important share in Hong Kong service industry. 
The growth of aesthetic medical service market is mainly driven by the unceasingly increasing customer number and the growth of mean expenditure of consumer. In 2011, there was approximately 191000 consumers comprehending aesthetic medical service, with a CAGR of 10.7%, it was recorded 320000 consumers having this service in 2016. It is expected the consumer number will increase at a CAGR of 5.7% from 2016 to 2021 (Fameglow Holdings Limited,2018). The average expenditures per customer on medical aesthetic services in Hong Kong was 4338.7 HK dollar in year 2013, it was 7271.7 HK dollar in year 2017, with a CAGR of 13.8%, and it is expected to increase to 13318.1 HK dollar in year 2022, with a CAGR of 12.9% (Figure 1)

Figure 02: Average expenditures per customer on medical aesthetic services in Hong Kong, year 2013-2022E (Fameglow Holdings Limited ,2018)
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Every decade there will be an industry representing that era, as the expected lifespan of Hong Kong people continues to increase, people has more concern on how to maintain a good appearance at any age group, medical aesthetic industry benefits from this fact. In this era of drastic changes, being able to make predictions and respond flexibly, and being one step ahead of the opponent, is the key to survive in this fiercely competitive field. Although this field seems born to be biased to female (Kestenbaum, 2018), medical beauty industry developed different products for male patients, and we can see male patients utilizing medical aesthetic products are continue to rise (Kestenbaum, 2018). Furthermore, female continues to earn more, we can see female can now be senior executives in some international companies, which we cannot imagine it 30 years ago. Female can afford more to pay what they want, the spending gap between men and women is shrinking. Male lead is no longer the norm in society. Only those who see business opportunities can master it. 
Furthermore, of the female population who are employed in Hong Kong, the department recorded in 2019, the median monthly employment earnings in this group was $14000, while in 2014 it was $11000 only, which represented a CAGR of 4.9% (Table 01).  Kestenbaum et al (Kestenbaum and coworkers, 2018) research also shows the female populations have growing affordability.















	Sex
	 Male
	Female
	Both sexes

	Year
	Quarter
	Median of monthly employment earnings 
(HK$)
	Median of monthly employment earnings 
(HK$)
	Median of monthly employment earnings 
(HK$)

	2014
	1
	15,000 
	11,000 
	13,100 

	2014
	2
	15,000 
	11,000 
	13,000 

	2014
	3
	15,000 
	11,000 
	13,500 

	2014
	4
	15,500 
	11,000 
	14,000 

	2015
	1
	16,000 
	11,000 
	14,000 

	2015
	2
	16,500 
	11,500 
	14,400 

	2015
	3
	16,600 
	11,900 
	14,500 

	2015
	4
	17,000 
	12,000 
	15,000 

	2016
	1
	17,500 
	12,000 
	15,000 

	2016
	2
	18,000 
	12,000 
	15,000 

	2016
	3
	18,000 
	12,000 
	15,000 

	2016
	4
	18,000 
	12,000 
	15,000 

	2017
	1
	18,300 
	13,000 
	15,000 

	2017
	2
	18,700 
	13,000 
	15,500 

	2017
	3
	19,000 
	13,000 
	15,500 

	2017
	4
	19,500 
	13,000 
	16,000 

	2018
	1
	20,000 
	13,200 
	16,400 

	2018
	2
	20,000 
	13,500 
	16,500 

	2018
	3
	20,000 
	13,600 
	17,000 

	2018
	4
	20,000 
	13,800 
	17,000 

	2019
	1
	20,000 
	14,000 
	17,400 



Table 01: Employed persons by monthly employment earnings and sex (Census and Statistics Department, 2019)
Hong Kong medical aesthetic field is in line with global trends, the characteristics of minimally invasive procedures are no obvious wounds, short treatment period and reasonable price, compared to traditional plastic surgery, which gives an impression of being invasive, unnatural, uncomfortable and expensive. With these characteristics minimally invasive procedures are easily accepted by the general public. Hong Kong medical aesthetic services and products are mainly provided by four subgroups: private hospital, chained beauty centres, chained clinics and solo-practiced clinics. With large capital entering the market, one-man clinic is no longer suitable to survive in this fierce competition. In line with today’s market needs, it involves more on-site process management, administrative management, strategic management, medical aesthetics industry has entered a new realm of corporate management (Fameglow Holdings Limited ,2018). The general public looks for non-invasive, natural, comfortable and non-expensive method to improve the health and beauty of the skin. Clinic doctors usually recommend medical beauty products to improve and maintain patients’ healthy and beautiful appearance, supplemented with their professional knowledge and skills, with proper product prescription, nutrition recommendations, and promotion of online community marketing, clinics can increase their revenue and profit, with satisfying their patients’ need.

In this study, the researcher will be observing the correlation of online community marketing, trust of brand, word of mouth and intention to purchase medical beauty products in a Hong Kong small chained clinic.



1.2	The purpose of this research
Based on the aforementioned background and motivation, this research explores the correlation and impact of medical aesthetic products on online community marketing, trust of brand, word of mouth and willingness to buy. The objectives of this study include:
1. Understand the impact of online community marketing on trust of brand.
2. Understand the impact of trust of brand on word of mouth.
3. Understand the impact of online community marketing on intention to purchase.
4. Understand the impact of trust of brand on intention to purchase.
5. Understand the impact of word of mouth on intention to purchase.

1.3		Research Process
The research architecture is divided into 5 parts, which are described as follows:
1.3.1	Chapter 1 Introduction
First define the research issues, and explain the research background, motivation and purpose of this research.
1.3.2	Chapter 2 Literature Discussion
This chapter collects and discusses data on related topics of this research, including the Internet, online community marketing, trust of brand, word of mouth, intention to purchase and other related issues.

1.3.3	Chapter 3 Research Methods
Based on the literature theory, draw the basic prototype of this research, and then add new topics into the discussion, set the hypothesis of this research, and explore from the perspective of the online community and consumers.
Design questionnaires, sample surveys of patients, check and analyze the statistical results.
1.3.4	Chapter 4 Research results and Analysis
This chapter analyzes the statistical results of this study, and learns whether the hypothesis is true or not and the relationships among the variables.
1.3.5	Chapter 5 Conclusions and Suggestions
According to the establishment of the hypothesis of this research, research results, and how we can use the results to allow us understand more the relationship among online community marketing, word of mouth, trust of brand and intention to purchase of medical beauty products in Hong Kong clinics.









Figure 03: the flow of this research




Research conclusions and recommendations
Analysis and interpretation of questionnaire statistical results
Conduct questionnaire surveys

Questionnaire design and pre-tests
Related literature discussion
Establish research framework and hypotheses
Define research issues, explain motivation, purpose and process





















Chapter 2   Literature discussion
2.1		Online Community Marketing
2.1.1	Definition of Online Community Marketing
17th century scholars exchanged letters by way of the Royal Society is the community. Terms like “Imagined Communities”, “Community liberated” and “Community without propinquity” can also be used to describe today’s online community. In year 1992, Howard Rheingold published a book called “Virtual community”, it described mailing lists, chat rooms, IRC, MUDs (Multi-User Dungeon) and Usenet are the tools to build online communities (Rheingold, 1993).
Online community marketing is a marketing campaign through an online system (Moran and Gossieaux, 2010). Broadly speaking of online community marketing means the network strategy of the enterprise, or building the online network of the whole industry (Preece, 2001). Narrowly speaking of online community marketing refers to all kinds of online marketing, involves switching all the traditional marketing behaviors to online network, including promotional activities, advertising, corporate image and any other marketing activities (Saravanakumar and SuganthaLakshmi, 2012).
Through internet, the product and service providers and consumers can develop a two-way interactive communication, the providers can place advertisement on websites set up by them, and made available to consumers through the internet; while consumers can obtain the required information directly from the website, then order directly, purchase goods and leave comments on the website.

2.1.2	The Context of online community 
The earliest online communities can be dated back to the early 1980s, an online network called USENET which linked the computers in different universities in the United States of America (Burnett and Bonnici, 2003). The main purpose of USENET is to bring “news” on the same topic together. Participants can exchange their ideas by posting messages based on various topics or grabbing messages posted by others. They can share their experiences and interesting topics in these online communities, though it originally was for academic use. It wasn’t until the 1990s when the World Wide Web emerged, then business has begun to be added into the online community (Maddux and Johnson, 1997).
By the mid-1990s, as the Internet became more popular around the world, its open to public characteristics allows anyone with an internet connection to be on the same website with like-minded people around the world. “Internet communities” pop up like mushrooms, with its free, open the public and hidden features, people can express their opinions and interact on the same topic of interest (Foltz and Foltz, 2003). Today, the presentation of websites is easier to understand than just simple text screens, with more pictures and videos, which are more attractive to anyone. The number of online communities has grown tremendously. Most members of these community have considerable loyalty, they can join or create their own Internet world. With the help of various software, as long as the website can gather popularity, any of these can be regarded as the Internet Communities. Pictures, voices and videos can be uploaded at any time, with almost no restrictions (Godwin-Jones, 2003).


2.1.3	Different Patterns of online community marketing
I.	Business-to-consumer online marketing (B2C) is most commonly used, it includes online retailers, content providers, trading agents, market creators, B2C service providers, community providers (Rose, Hair and Clark, 2011).
II.	Business-to-business online marketing (B2B) include companies integrating services like electronic distributors, B2B service providers, information brokers (Deeter‐Schmelz et al, 2001).
III.	Consumer-to-Consumer online marketing (C2C) through online platform such as auction sites or directly use various digital tools to contact buyers directly and sell goods to attract customers (Chan and Li, 2010).
IV.	Point-to-Point online Marketing, netizens directly share computer resources and files with other users, without using CPU or other media at all (Burchardt et al, 2014).
In this dissertation, business-to-consumer online marketing is applicable as Hong Kong chained clinics usually provide content in their websites and communication software to attract consumer to purchase their products and services.
In recent years, the tide of online community marketing has swept across Hong Kong and Taiwan, and the medical beauty industry has also joined this event, hundreds of fan pages for doctors with special interest in dermatology and medical beauty clinics (Yang et al, 2018). Doctors with special interest in dermatology are not just in their offices, they can solve skin problems online, and can even become online friends who share beauty concerns in Facebook and Twitter (Jackson and Baum, 2010). 
Nevertheless, medical practitioners are bounded by medical advertising regulations and they have to use online marketing carefully. Medical beauty products can help practitioners increase their revenue as long as they did not promote the product brand but they emphasized the function of these products. Even with these restrictions, many practitioners build their brand images by stepping out of the clinic, using health education propaganda, media exposure and online communication to achieve this purpose (Ledbetter et al, 2011).
In the strategy of online communication, practitioners with special interest in dermatology need a unique brand positioning (Schivinski and Dabrowski, 2015), they need to choose correct social platform, be cautious in responding to negative comments, and facilitate old customers create good word of mouth. They can also help patients distinguish trusted information without getting lost, and teach the online communities the boundary set by ethics what doctors can and cannot do on the internet, as well as the medical regulations.

2.2	Word of Mouth
Word of mouth communication is an important part of interactions among online consumers, especially within the online communities’ environment. Below we discuss how word of mouth influences the whole purchase process.
2.2.1	Definition of Word of Mouth
Berger et al (Berger, 2014) research pointed out that the word of mouth is independent to enterprise, consumers communicate about products and services through channels other than the manufacturer’s marketing channel. After using a product or receiving a service, consumers share its stores, how it is used, the behavior of the stores, and how their salespeople communicate to other consumers. These are informal communications between consumers about the characteristics of a business or product. 
Lin and colleagues (Lin and Lu, 2010) research pointed out that there are three consensuses of word of mouth:
I. Word of mouth is an influential interpersonal communication process.
II. During the word of mouth communication process, it is possible the communication developed among strangers or people familiar with, including the receiver and the transmitter.
III. Word of mouth is a also a kind of message. The object and content of the message are the focus of word of mouth.

2.2.2	The origin of word of mouth
Since word of mouth research initially proposed by Whyte Jr and coworkers(Whyte Jr, 1954), not only scholars are deeply interested and they have continuously researched on this topic, enterprises also recognize the power of word of mouth and ranked word of mouth has number one influence in the products and services provided by the enterprises (Allsop, Bassett and Hoskins, 2007).). Word of mouth can change the original consumers poor attitude to the enterprise, it can seduce them to have higher awareness, and even attract them having a committed behavior on a product or brand. Good word of mouth can effectively convert a neutral or negative attitude into a positive attitude in the minds of consumers. The effect of word of mouth is three times that of the free sample, and up to nine times that of the traditional advertisement.

Lin et al (Lin and Lu, 2010) research stated that the content of the message brought by word of mouth has no commercial intention, and its credibility and influence are considered higher than advertisement by enterprises and mass media. The earlier origins of word of mouth research topic initiated by Brooks Jr et al (Brooks Jr, 1957) invited the term ‘word of mouth advertising’, the researches in 1950s and 1960s believe that word of mouth and advertising are more acceptable to consumers when advertising new products and services. Word of mouth is a communication behavior or communication channel between consumers, which exists in itself and is very different from advertising.

2.2.3	Influence of word of mouth
Word of mouth and brands are marketing cornerstones, Lovett and colleagues (Lovett et al, 2013) research showed customers spread word of mouth on brands as a result of functional, emotional and social drivers, whereas for offline word of mouth emotional driver is the most important; for online word of mouth, functional and social drivers are the most important.

Compared with general business communication, word of mouth communication is not worse than it, and sometimes it has even greater influence on consumers. Galletta and colleagues (Galletta et al, 1994) pointed out there are three factors affecting the influence of word of mouth:

I. High credibility: Word of mouth is often regarded by consumers as having high credibility. Consumers are more convinced of the information word of mouth conveys, as they think there are no commercial attempt exist, in which the content has a high degree of trust (Wu and Wang, 2011).

II. Two-way communication: Word of mouth is a two-way communication. The communicating parties can ask questions, confirm, reassure and double check for effective communication, the errors are less than one-way communication in traditional advertisement (Richins, 1984).

III. Vivid description: Word of mouth communication is particularly having better communication results in products attributes that need to be imagined like aesthetic effect after a cosmetic procedure. Through vivid descriptions of consumer experiences, the consumers are just like experiencing the situation and drive them to purchase the products and services (Mazzarol , Sweeney and Soutar, 2007)).

2.2.4	Negative word of mouth
Cheung and coworkers (Cheung et al, 2009) pointed out that negative word of mouth has always been regarded as more influential than positive word of mouth. They are more widespread and being thought as more important. The number of times people sharing their negative experience is three to ten times more than their positive experience. On average, to add a new customer, an enterprise needs positive word of mouth for 100 satisfied customers, while the loss of a customer requires only 50 negative word of mouth of dissatisfied customers.

2.2.5	Credibility of word of mouth
Word of mouth is widely accepted as non-commercial information sources which has considerable influence on the formation of consumer opinions and purchasing decision. This type of interpersonal communication continues to influence marketing decisions.

Lin et al (Lin and Lu, 2010) research also stated that word of mouth is rooted in the interpersonal network of the transmitter and receiver, therefore, the content of the message is not commercial at all, and its influence and credibility are considered higher than advertisement and mass media.
2.2.6	Factors affecting word of mouth
People will collect word of mouth information on professional issues, such as medical questions consultation (Duhan et al, 1997), car purchase (Kiel and Layton, 1981), new product acquisition (Arndt, 1967; Reingen and Kernan 1986). etc. The more professional the source of the information, the greater the influence of word of mouth. Therefore, the professional ability and experience of the professionals can affect the word of mouth, and in a way affect the intention to purchase (Money, Gilly and Graham, 1998; Bansal and Voyer, 2000).


2.2.7	Word of mouth on the internet
The transmission and exchange of information through the Internet is also word of mouth. There are many ways to spread word of mouth online, such as online chatrooms, electronic bulletin boards (BBS), World Wide Web, email, newgroup, online game system chatroom, instant messaging, online forum (Bickart and Schindler, 2001) where the online forum was considered as the most important source of online community looking for data, and this affect the consumer adoption of a product or service (Subramani and Rajagopalan, 2003).

2.2.8	Definition of word of mouth on the internet
King and colleagues (King, Racherla and Bush, 2014) stated word of mouth on the internet allows consumers to get the information they need immediately, which can reduce their perceived risks. Moreover, because of the infamous nature of the internet, the description of content has considerations of its credibility and persuasive effect. The persuasive effect of credibility is that it affects the individual’s acceptance of the message, key factors affecting product attitudes and communication intentions when consumers evaluate the credibility, the higher the credibility, the higher the acceptance of word of mouth on the internet. Furthermore, the perception of the credibility depends on the professionalism of the transmitter, the quality of the word of mouth, and the ratio of positive and negative word of mouth they perceive.

Davis and coworkers (Davis and Khazanchi, 2008) stated when applying to word of mouth on the internet, words and images are the mainstay, so the key to the expression is the text and image description. People can apply different message description to influence the brand attitude of the recipient perceptually and rationally.

Vilpponen et al (Vilpponen, Winter and Sundqvist, 2006) stated electronic word of mouth communication plays a role which affects potential consumer attitudes and behavior. Internet provides a platform for consumers to spread and acquire information about product or service reviews, as well as other consumer experience. Many online communities focus on the consumption of products and services; therefore, consumers can interact with other participants through these communities to understand and evaluate the products and services.

Allsop and colleagues (Allsop, Bassett and Hoskins, 2007) stated word of mouth has always been the most economical and cost effective to make products and services become familiar to consumers, it is also the quickest way to achieve this result. Nowadays in a network developed society, in addition to traditional face to face word of mouth communication, what we want to know more is the influence and transmission of word of mouth on the internet.
Stokes and coworkers (Stokes and Lomax, 2002) pointed out there are four types of word of mouth on the internet:
I. Spontaneity: created and implemented by consumers with their own methods and knowledge.
II. Semi-spontaneity: founded by consumers, but the network environment is created by enterprises.
III. Independent or third party: created and implemented by consumers, but the network environment is created by other business associations and organizations other than for sales purposes.
IV. Enterprise-initiated: Founded by the enterprise, but implemented by hired and motivated consumers, with the purpose of spreading words to facilitate the selling of products and services.

2.2.9	Word of mouth on the internet voting
Mangold et al (Mangold and Faulds, 2009) research stated that various votes organized by Internet word of mouth platform allow consumers get referrals and know the “majority” evaluations and preferences of a product or store, as well as from the responses, comments and detailed experience sharing. This kind of word of mouth has the advantages of experiencing the utilization of products and services, and can also solve the problem where the word of mouth is not objective enough. Nevertheless, there is a serious problem with internet voting, enterprise can easily use multiple identities on the internet platform to fabricate fake word of mouth, which has heavy influence on the word of mouth perceived by the consumers (De Valck et al, 2009). To address this problem, the role and position of the word of mouth platform are important, the word of mouth platform manage should competently monitor all responses and messages. A strict management mechanism can isolate these fake advertisements that are suspected of advertising. The credibility of these platforms can improve with these strict regulations.


2.3	Trust of Brand
2.3.1	Definition of trust of brand
Howard and coworkers (Howard and Sheth, 1969) first proposed the concept of trust of brand in their research in year 1969. They believe that trust is one of the determinants of intention to purchase, and assume that trust and intention to purchase have a positive correlation. Bennett et al (Bennett and Harrell, 1975) believes that trust played a main role when measuring the intention of purchase.

Trust of brand represents a kind of reliability, means that a brand should have sufficient strength to influence the demand of consumption (Ha and Perks, 2005) Brand strength is mainly revealed through brand competitiveness and brand reputation, the brand must have its own market position and become a strong brand in the eyes of consumers, they must have its own competitive advantages than their competitors. Businesses want the trust of customers in their brands, which a strong brand can meet the psychological pursuit of consumers, and also can strengthen their desire to buy (Page and Herr, 2002).
2.3.2	Brand Promise
Brand trust is actually a promise of the merchant to the consumer, from the external image to the internal quality of the brand, the merchant should show a responsible attitude towards consumers. If the enterprises unilaterally believe that customers are liable to deceive, and destroy their consistent commitments to consumers like having false quality publicity, exaggerated advertisement, lack of sincere services, these can lead to damage of consumers’ interest to the brand, and the brand reputation will also be affected (de Chernatony and Christodoulides, 2004).The consumers may also develop shift in brand preference. Thus, as a brand promise, enterprises should not take speculation which may affect the brand, nor deliberately taking advantage of consumers (Tosti and Stotz, 2001).
Morgan and coworkers (Morgan and Hunst, 1994) defined brand trust as a key component in marketing which correlates to the relationship that affect brand loyalty and commitment, it builds up an exchange relationship between the enterprise and the consumers, which the consumers highly valued it (Morgan and Hunt, 1994). Therefore, it is important to build a high degree of trust and commitment to the brand, and continue to develop it during the expansion of the enterprise.
Doney et al (Doney and Cannon, 1997) believed the concept of trust is relevant in the context of uncertainty and risk. The outcome of a decision must be uncertain and important.

Chiou and coworkers (Chiou and Shen, 2006) in Taiwan believed trust in the high end service production market needs accumulation, it is a slow process. Ashley and colleagues (Ashley and Leonard, 2009) stated brand trust is to build a strong brand consumer relationship and the brand loyalty is positively correlated. Consumer trust is built on positive beliefs. Furthermore, the consumers expectations and product performance represent the brands.

Our research finds that it is natural for people to have careful and all rounded measurement of the brand, their attitudes are dependent on the enterprise’s behaviors, whether the brand can be trusted or not. Once a certain level of trust is established between the brand and the consumer, it is common for both parties to form an emotional “investment” behavior. Consumer-trusted brands understand what customers really care about, and make themselves being an icon of target customer when they want to purchase.

2.3.3	Influencing factors of trust of brand
To build up the confidence of the consumer on the brand, and make them really like their brand, in order to achieve the purpose of high loyalty of the brand, we must have a deep understanding of the meaning of brand trust. According to the researches of the scholars on trust of brand, there are four factors which are influential:

2.3.3.1	Brand quality
What trust of brand emphasizes is reliability. Quality is the life of enterprises and products, and it is also the foundation of brands. The impact of brand trust is mainly through the intrinsic quality, function and service quality of the goods provided by the brand. Among the above, intrinsic quality contributes the most in building consumer trust. Furthermore, low prices and good services are also important factor affecting the brand quality (Zehir et al, 2011). Bharadwaj and coworkers (Bharadwaj et al, 2011) research examines the impact of brand quality on 3 components of shareholder wealth: idiosyncratic risk, systemic risk and stock return. It found that unanticipated changes in brand quality can erode shareholder wealth due to positive association with changes in systemic risk. Furthermore, unanticipated changes in brand quality are positively associated with stock returns and negatively related to changes in idiosyncratic risk. 


2.3.3.2	Brand image
The brand image is a reflection of the existence of the brand by the consumer as the main body. It encompasses a set of beliefs that customers have about the brand and is an essential strong brand ingredient. Enterprises can enhance brand loyalty by ensuring there is congruence between brand image and brand identity (Nandan, 2005). A good brand image can play a role in enhancing consumers’ recognition, affinity with the public, and motivate the psychological functions of employees. Enterprises should increase brand image training by educating the public and staffs to form a good reputation effect (Faircloth, Capella and Alford, 2001). Graeff et al (Graeff and coworkers, 1998) research examined the role consumption situations play in determining the effects of brand image on consumers’ brand evaluations. The author found by promoting varying consumption situation, marketers can manage the effects of image congruence (between self-image and brand image). Furthermore, conspicuousness does not significantly moderate the relative effects of actual and ideal congruence on brand evaluations, when consumption situation is experimentally manipulated for the same brand. It concluded developing effective brand images must be coupled with a consideration of the potential situations in which the product is to be consumed. A more successful product roll-outs and consistent sales can be brought by creating a more positive image of brand, it requires analyzing the market and the enterprise, and ascertaining the enterprise’s goals, consumers and messages (Kirmani and Zeithaml, 1993).



2.3.3.3	Corporate values
Brand trust is essentially a promise, and to truly fulfill the promise, it is important to let consumers know, whether the core value of an enterprise is profit-oriented or service-oriented. This is important for consumers to their confidence to the brand (Urde, 2003). It means the premium of value that a company creates from its products with a perceptible title when a generic equivalent is compared with it. Enterprises can make their products superior in reliability and quality, easily recognizable and memorable. Big marketing campaigns can help develop good corporate value recognized by their customers (Smith, Smith and Wang, 2010). 

2.3.3.4	Brand Identity
It is the brand elements visible to the customers, like logo, design and color which differentiate and identify the brand in minds of the consumers.
To gain the trust of consumers, brands must also consider whether consumers can be psychologically accepted and approved. For this reason, in the process of brand planning, design and promotion, the target customers must also be based on their social and cultural background to determine the degree of integration of brand and consumer psychology (Nandan, 2005). With a good brand identity, consumers are willing to pay a high price for its products, even thought they could get the same thing from a competitor for less. 
Creating the identity of brand needs strategic effort with multi-discipline, and assist the gross messages and business goals with different elements. It can encompass the enterprise’s design, logo and title; its manner and the quality of its duplication; the expression and arrangement of its commodities and its social media occurrences (Black and Veloutsou, 2017)

2.4		Intention to purchase
Intention to purchase is important to product and service provider like practitioners, as in minimal word it is a plan to purchase a particular good or service in the future. Practitioners have competitors in the market, they provide similar products and services. Before a brand can steadily build on the purchase intention of their product, practitioner also need to establish themselves as a reliable and trustworthy merchant in the market. Competition in the modern world is stronger than ever so the effort each new enterprise will have to put in into creating a space for them in the market will double with time (Chu et al, 2013).

2.4.1	Definition of intention to purchase
The intention to purchase is a behavioral tendency generated by consumers after receiving advertising messages. Bhattacharya and coworkers (Bhattacharya and Sen, 2004) stated that consumer’s attitudes towards a certain product or brand, coupled with external factors, it constitutes the consumer’s purchase intention, and it is regarded as the subjective inclination of the consumer to choose a certain product. It is also proved to be an important indicator for predicting consumer behavior. Dodds and colleagues (1991) stated intention to purchase is the possibility of attempting to purchase the product, it is the probability, possibility and willingness of customer to purchase a certain product.
It refers to the trading behavior after the consumers evaluate the product and service they want to purchase, which is also an emotional response to the actions of the subject matter of the attitude. Consumption is a sustain behavioral process, when customers purchase products, they usually search for products based on their own experience, relevant information, and based on them to evaluate and consider, through comparison and judgement to produce buying behavior. This process should not only include the behavioral response of the consumers when they receive the product or service, it also include many pre-purchase and post-purchase behavioral responses, while willingness is a pre-purchase behavior and reaction (Ng et al, 2013). Morwitz and colleagues (Morwitz and Schmittlein, 1992) stated the behavioral science theory classified “Intent” as one of the element of attitude structure (perception, emotion, intention), and considers intention to predict the occurrence of behavior. Therefore, the ‘Intention to purchase’ has been an accurate market predictor for a long time.

Keller et al (Keller and Asker, 1992), Broniarczyk et al (Broniarczyk and Alba, 1994), and Morwitz et al (Morwitz, Johnson and Schmittlein, 1993) stated intention to purchase is often used in various areas of propaganda, including advertising texts, case testing, follow-up surveys, brand evaluations and brand extensions. Spears and coworkers (Spears and Singh, 2004) stated intention to purchase is defined as “the individual’s conscious effort to buy a brand”, it is also the plan action be taken by consumers consciously to purchase a particular brand.




2.4.2	How to measure intention to purchase
Morwitz et al (Morwitz, Johnson and Schmittlein, 1993) stated we can measure consumer intention to purchase by five items: when the consumer choose a brand, ask the consumer: I will definitely buy, I may buy, I am not sure I will buy, I may not buy, and I will never buy. This is a relatively easy way to assess their intention. Other researchers proposed multiple methods to measure it as well. He and colleagues (He, Lu and Zhou, 2008) stated it can be measured by choosing to buy, worth buying, and recommending other friends and relatives to buy. Barber and coworkers (Barber and Dodd, 2009) proposed in the study, the possibility of purchasing the product, whether buying the product or not, and whether recommending the product to friends and family members as the three indicators as variables to measure intention to purchase.
Udorn and colleagues (Udorn et al, 1998) proposed the use of perceived value to measure intention to purchase: buy, want to buy and consider to buy as the three indicators. Swinyard and coworkers (Swinyard, 1993) measured the intention to purchase by how much time consumer took to look for the information of product, the priority of trials of products, and the priority of utilizing the products. Biswas and coworkers (Biswas, 1992) proposed to measure it with possibility of purchasing product, and when the consumers decide to buy, the likelihood of buying themselves and recommending others to buy the product. Schifferstein et al (Schifferstein and Ophuis, 1998) research stated on their organic food consumption research used frequency of purchase, the cost of purchase and purchased from which entity to measure the intention to purchase.

Stum and colleagues (Stum and Thiry, 1991) argued that customer loyalty should be more focused on their actions. They recommended four types of measurement, namely: repeated purchases, purchases of other companies’ same products, recommendations from others, and immunity to competitors, where immunity to competitors is testing the competitive advantage of the enterprises and they must be good at it in order to retain consumers. Jones and coworkers (Jones and Sasser, 1995) measures intention to purchase in a future aspect, they consider whether the consumers will purchase again in the future. It is divided into primary behaviors and secondary behaviors. Primary behaviors include the time needed to make the purchase again, frequency of purchase, number of purchases and renewal rate to measure the consumers’ loyalty. Secondary behaviors include consumers recommendations, support and behavior according to word of mouth. 

Hellier et al (Hellier and colleagues, 2003) believed that intention to purchase to an entity repurchasing the specific product under the premise from the same enterprise. The measurement is actually diverse and affected by seven important factors: service quality, product value, product evaluation, consumer satisfaction, consumer loyalty, transaction expectations and brand performance. Sirohi and coworkers (Sirohi, McLaughlin and Wittink, 1998) proposed measurement of consumer intention to purchase should be measured from consumer loyalty, including willingness to repurchase, willingness to buy more products in the future, and willingness to recommend to others. Zeithaml et al (Zeithaml, Berry and Parasuraman, 1996) stated intention to purchase can be divided into consumer loyalty, conversion tendency, intention to buy more, external reactions and internal reactions.

Chapter 3 Hypotheses development and Research Methods
This chapter is divided into four sections, the first section is the research framework, the second section is the research hypothesis, the third section is the research method and design, the fourth section is the statistical analysis of the questionnaire answers, which will be described below.

3.1 Research Framework
According to the research purpose stated in chapter 1 section 2, and after discussing related literature in Chapter 2, this study provides the research structure shown in Figure 4, this is used as the basis for related research hypotheses in this research. 















Figure 4:	Research structure
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The main purpose is to study the correlation and impact of online community marketing to trust of brand, word of mouth and intention to purchase, we will also analyze the correlation among the above-mentioned factors.

3.2		Research Hypothesis
In the literature discussion, this research is done step by step based on the architecture diagram according to the topics to be researched. The research hypotheses are discussed and deduced in detail, and the hypotheses of this research are summarized here.

3.2.1	The relationship between online community marketing and trust of 			brand
Laroche and coworkers (Laroche et al, 2012) enrolled four hundred and forty-one subjects to participate their survey based empirical study. The authors tried to explore whether brand communities based on social media (online community) have positive effects on the main community elements and value creation practices in the communities and on brand loyalty and trust of brand. The study showed online community marketing can enhance brand loyalty through impression management practices and brand use. The authors also showed trust of brand has a full mediating role in converting value creation practices into brand loyalty.

Casaló et al (Casaló, Flavián and Guinalíu, 2010) stated having good online community marketing can affect brand trust. In a brand, the key point of community participation is that consumers will continue to buy and use the brand’s products (Algesheimer, Dholakia and Herrmann, 2005). Casaló et al (Casaló, Flavián and Guinalíu, 2010) also pointed out that the participation of community members is significantly positive in influencing the online community’s willingness to use the products and services provided by the brand. In online communities, the higher the members intention to participate in the event, the more likely there are consistently using the products and services provided by the brand in the community they belong to, which increase the intention of purchase of the members the community.

Casaló et al (Casaló, Flavián and Guinalíu, 2010) stated that the more consumers agree with the online community they join, enterprise can expect the members are more likely participate the collective activities of the community. In online communities, the more the communities recognize, the higher their trust of brand.
Delgado-Ballester et al (Delgado-Ballester, 2004) argues that brand trust means “the insistence on interactive security is based on the brand’s reliability and trust in consumer interests and benefits cognition.” The author further proposed the brand trust is composed of two different aspects, one is the reliability of the brand, another is the intentionality of the brand. Our study uses the above scholars’ research to integrate brand trust with online communities, it is defined as follows: “ Brand trust is the consumer believes that the brands can realize the commitment to their brand value, and when unexpected problems occur, consumers believe that brands will put consumers interest as their priority.” 
Thus, the following hypothesis are proposed in this study:
Hypothesis 1: Online community marketing has a positive and significant relationship to brand trust.



3.2.2	The relationship between trust of brand and word of mouth
Amine et al (Amine, 1998) believes that brand loyalty has two effects on customer attitudes and behaviors. The two main outcome variables are consumer trust in the brand and positive brand communication. Selnes and coworkers (Selnes, 1993) believes that in addition to consumer satisfaction, loyalty is also another important factor. If consumers are willing to recommend suppliers to others, that means they have high level of consumer loyalty. Baloglu and colleagues (Baloglu, 2002) stated loyal attitude will promote positive publicity of word of mouth and reduce search for alternatives. The author believes word of mouth and brand trust have positive correlation. Zeithaml et al (Zeithmal, Berry and Parasuraman, 1996) stated when consumers are loyal to the brand, besides willing to repurchase, they are also willing to recommend to others and give positive evaluations. Olsen and coworkers (Olsen, 2002) also stated cognitive loyalty and emotional loyalty are willing to repurchase and recommend to others and they show a positive correlation.
Word of mouth has been shown to influence expectations, perceptions, attitudes and behavioral intentions. Many researchers have found that word of mouth affects trust of brand (Reichheld and Schefter, 2000; Parasuraman et al, 1988). Thus, the following hypothesis is proposed in this study:

Hypothesis 2: Trust of brand has a significant positive relationship with word of mouth.


3.2.3	The relationship between online community marketing and purchase 			intention
The popularity of social networking website, their popularity with internet users, and their relative cost effectiveness drive advertisers to move their advertising campaigns to social media (Drury, 2008). Advertisers can analyze the effect of online marketing on mass media, include inducing users to invest in brand communities, consumer behavior, consumer life style and motivation, and encourage their consumption (Coelho, Rita and Santos, 2018). 
The use and participation of online advertising on social networking websites, like ordinary online advertising, require users being interactive and attentive to response to each other’s (Wolin, Korgaonkar and Lund, 2002). Using a broader definition, Ko and coworkers (Ko, Cho and Roberts, 2005) divides the interactive forms of online advertising into two types: one is interaction between people and messages, the online marketing advertisers have control over operations such as selecting, searching, editing and customizing messages; another type is person to person interaction, users can provide comments, instant responses, or participate in online discussions. It is a two-way mutually beneficial user communication with online advertisers. The authors examined the relationship between user motivation and the types of online advertising interactions, and concluded the motivation of using information search is related to the intention of interaction between people and information, and the motivation of using social interaction is related to people’s intention to interact with each other.
Duman et al (Duman and Mattila, 2005) considers perceived value and consumption of products in consumer satisfaction research in their study. They found consumers’ own emotional response elements and consumer experience are related, which further affecting consumer purchase behavior. According to Brady and colleagues (Brady and Cronin Jr, 2001) perceived value is very important to satisfaction rate of the consumer to the product. Shahid and coworkers (Shahid, Hussian and Zafar, 2017) believes that consumer will further grow their intention to purchase after they have their perceived value, which depends on the benefits and value they receive. Morwitz et al (Morwitz, Steckel and Gupta, 2007) defined the intention to purchase as a measure of the possibility of consumer buying the product, the higher the intention to purchase, the greater the probability of buying. Parasuraman and colleagues (Parasuraman, Zeithaml and Berry, 1988) also with the same conclusion in their research, with the higher the consumer’s perceived value of the product, the stronger the willingness to purchase the product. Based on the above scholar’s empirical research results and claims, this study puts forward the following hypothesis:
Hypothesis 3: Online community marketing has a positive and significant relation to intention to purchase
 
3.2.4	The relationship between trust of brand and intention to purchase
Chaudhuri and colleagues (Chaudhuri and Holbrook, 2001) indicates that trust of brand is the willingness of consumers to actively trust the brand and the products offered by the brand. Morgan and coworkers (Morgan and Hunt, 1994) stated in the context of marketing, trust of brand has a significant effect on brand loyalty or commitment because it generates the exchange relationship between the enterprise and consumers, where consumers highly valued it. Martin et al (Martin and Strong, 2016) stated a trustworthy brand concentrates on where consumer relied on, understand what real consumer needed and fulfill more than their specific product or service. 

Fishbein and colleagues (Fishbein, 1963) proposed a theoretical model named attitude toward object model or known as multi-attribute model in their research. It is an overall assessment of the combined brand attitude based on consumer trust in the brand and the evaluation of product attributes. the Fishbein model uses three components of attitude.  The first, salient beliefs, is a reference to the beliefs a person might gain during the evaluation of a product or service. Second, object-attribute linkages, is an indicator of the probability of importance for a particular attribute associated with an attitude object. Evaluation, the third component, is a measurement of importance for the attribute. The goal of the Fishbein model is to reduce overall attitudes into a score. The more positive the evaluation attitude, the willingness to buy this product will increase at this time, which also indicates the trust of brand in this product will affect their intention to purchase. High trust in dedicated brands will affect consumers’ consideration of product purchase intention. Therefore, this study puts forward the following hypothesis:
Hypothesis 4: Trust of brand has a positive and significant relationship to intention to purchase.

3.2.5	The relationship between word of mouth and intention to purchase
Word of mouth information often plays a significant role in the formulation of consumer buying intentions. Arndt et al (Arndt, 1967) stated word of mouth is the transmission of spoken language from person to person. The author believed it is delivery of non-commercial messages about brands, products or services among people. Oral information communication behavior may be generated through face to face or over the phone. Not only often considered the most important source of information, but appear to be more persuasive than other sources of information. Nevertheless, the emergence of the Internet has not only subverted the traditional business operations, but it also changes the way consumers search for product-related information. In recent years, the prosperity of Internet drives the free dissemination of consumer speech. Mangold and colleagues (Mangold and Faulds, 2009) stated when consumers transmit information such as business, store, or company to other consumers, they are not only limited to individuals, but even contains some media. Consumers can collect a large number of consumer experiences or products from other consumers through the Internet, they can affect each other. Westbrook and coworkers (Westbrook, 1987) stated word of mouth developed after consumers use a product or receive services, they review their stores, how they use them, and they evaluate the product, service or even their salespeople. They may also convey price information to other consumers, and allows consumers to share their product experience and interact with other consumers.
Warshaw et al (Warshaw, 1980) stated intention to purchase is a subjective probability of specific behavior, extended through the same concept, the willingness to shop means that the consumer is willing to take the probability of using a particular purchase. Parasuraman and coworkers (Parasuraman, Zeithaml and Berry, 1988) stated consumer intention to purchase is affected by objective prices, cognitive quality, cognitive value and product attributes. Our study makes the following hypothesis:
Hypothesis 5: Word of mouth has a significant and positive relation to intention to purchase

3.3	Research Methods and Design
This section first focuses on research methods and design-related issues, and discusses production based on case interviews. We then adopt a questionnaire approach to further explore consumers' thoughts on medical beauty products. The questionnaire design method is discussed in five aspects, namely: online community marketing,
word of mouth, trust of brand and intention to purchase and basic personal information include age, marital status, sex, education level.

3.3.1	Focus group in-depth interview method
To ensure a valid and reliable instrument, the step-by-step approach for instrument development that Churchill et al (Churchill and coworkers, 1979) suggested will be adopted. First, the domain of each construct will be specified based on a literature review. Second, relevant items that represent the domains of these constructs will be derived from focus group interview.
The interview refers to the investigator talks directly to product distributors. In the clinic the product distributors are clinic doctors. They are important stakeholders who can give Usually when using this method, the tester will use the least hints and guidance questions as much as possible, but instead
respondents are encouraged to freely talk about their opinions on the subject in an unlimited environment, so In-depth interview method can not only increase the diversity of data collection, but also better understand the respondents' thoughts and attitudes. In addition, the in-depth interview method also emphasizes the questions were clarified to confirm the true feelings and behavioral cognition of the respondents. During the face-to-face communication and discussion, we extensively collect the required information such as required knowledge, job responsibilities and their working condition. Moreover, in order to understand the relationship between medical beauty products and the online community, we will have to understand their views, include: interaction ideas of the online community, choice of physical channels and virtual channels.

We use open-ended questions and answers to allow respondents to freely express their ideas in the questions during the interview. The interviewed respondents agreed that the researcher would use the content of the interview to conduct the research. A total of three clinic doctors were interviewed on 20th July, 2020, it took one hour to finish the interview by phone. 

3.3.2	Questionnaire design and testing
3.3.2.1	 Operational definition and questionnaire design
In order to more accurately understand the relationship between medical beauty products and consumers, their opinions were collected in the questionnaire on the five scales of Likert: strongly disagree, disagree, no opinion, agree, strongly agree as the basis for measuring each variable, and achieve accurate reliability according to responses from the interviewees. Furthermore, their personal information like age, marital status, sex and education level were also collected to complete our analysis.

3.3.2.2	Sampling design and sample structure

The samples of this study will be customers participating in the medical beauty product industry, they are recorded in the computer system of the chained clinics. The researcher can have access of the information of clinic, we only enroll patients aged above 18 in this study as they are legally responsible for themselves and they need not to ask for their parents’ permission to answer the questionnaire.

3.3.2.3 	Pilot test
Pilot test is a rehearsal of my research study, allowing me to test my research approach with a small number of test participants before conducting my main study. It can improve my research design, before the research execution phase. The pilot test objects are customers of the chained clinics. 

On 12 July 2020, the researcher conducts 22 pre-questionnaire surveys, and additionally ask the respondents to comment on the questionnaire questions. After distribution, a total of 20 valid questionnaires were recovered after deducting invalid questionnaires.

After the pre-test was conducted, the opinions of each subject and the contents of the questionnaire were collated in order to modify the questionnaire. The problem of ambiguous language changes and the detailed modification of personal information will help those who fill out the questionnaire to avoid ambiguity. After adjusting the questionnaire according to the suggestions, the research developed the final version questionnaire for formal experiment (Appendix).





3.3.2.4	Formal issue of questionnaires
3.3.2.4.1. Research subjects
The research subjects of this study are customers visiting the clinic who have used skincare products and have experience in online shopping. Online questionnaires are  distributed through whataspp. 

3.3.2.4.2	Issue of questionnaire
In order to ensure the stability of the scale used in this research, it is adjusted after pilot test. The content of the questionnaire has developed a more accurate and detailed formal questionnaire. In this study, a total of 190 questionnaires were distributed in formal tests. The patient list was collected through the computer system of the chained clinics, random selection procedure was carried on computer and 200 patients were randomly picked up and questionnaire were distributed through whataspp. After filling out the questionnaire, 190 patients responded with a response rate of 95%. 7 invalid questionnaires are deducted and the remaining valid questionnaires are 183. These 183 valid questionnaires will be used for statistical analysis and research.







Chapter 4	Data analysis
4.1		Statistical analysis of the questionnaire answers
4.1.1	Descriptive Statistics of respondent’s personal information
In this study, the basic data of the interviewees are used as a narrative statistics distribution table, and the results are as follows.

It can be found from the table that the majority of the respondents were women, accounting for 152 of the total 183 questionnaires. There were 183 respondents, 83.10 % females and 16.90% males (Table 02). In terms of age, the majority are 21 to 30 years old, with a total of 68 samples, accounting for 37.20% of all the respondents (Table 03). For marital status, most of them are married, with 89 samples, accounting for 48.60% of all the respondents, and 74 unmarried, 20 divorced (Table 04). For educational level, the majority are degree level or above, with a total of 107 samples, accounting for 58.50% of all the respondents (Table 05). 
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	Respondents: 183
	Frequency
	Percent
	Cumulative Percent

	Valid
	Male
	31
	16.90
	16.90

	
	Female
	152
	83.10
	100.00

	
	Total
	183
	100.0
	


Table 02: Respondents’ sex distribution
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	Respondents: 183
	Frequency
	Percent
	Cumulative Percent

	Valid
	Aged 20 or below
	14
	7.70
	7.70

	
	Aged 21 to 30
	68
	37.20
	44.90

	
	Aged 31 to 40
	46
	25.10
	70.00

	
	Aged 41 to 50
	23
	12.50
	82.50

	
	Aged 51 or above
	32
	17.50
	100.00

	
	Total
	183
	100.00
	


Table 03: Respondents’ age distribution
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	Respondents: 183
	Frequency
	Percent
	Cumulative Percent

	Valid
	Unmarried
	74
	40.40
	40.40

	
	Married
	89
	48.60
	89.00

	
	Divorced
	20
	11.00
	100.00

	
	Total
	183
	100.00
	


Table 04: Respondents’ marital status distribution
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	Respondents: 183
	Frequency
	Percent
	Cumulative Percent

	Valid
	Foundation level or below
	39
	21.30
	21.30

	
	Certificate/Diploma level
	29
	15.80
	37.20

	
	Associate Degree level
	8
	4.40
	41.50

	
	Degree level or above
	107
	58.50
	100.00

	
	Total
	183
	100.00
	


Table 05: Respondents’ education level distribution


4.1.2	Descriptive statistics of respondents’ online community marketing answers
According to the results of this study for online community marketing, it shows the respondents believe that they will pay more attention to the store because of Blogger’s experience sharing medical beauty products, its average value is 4.79, followed by they will refer to the information shared by friends on Facebook as a basis for judging consumption, its average value is 4.78. The third highest average value was the more times a product or brand is “liked”, the more they trust the product or brand, with an average value of 4.76 (Table 06). 















	
	Respondents
	Minimum
	Maximum
	Mean
	Standard Deviation
	Skewness
	Kurtosis

	I will refer to the information shared by friends on Facebook as a basis for judging consumption
	183
	1
	5
	4.78
	.590
	-3.487
	14.484

	I will pay more attention to this store because of Blogger’s experience sharing medical and beauty products
	183
	2
	5
	4.79
	.538
	-3.122
	11.290

	I will notice related stores because my friends share their consumption experience in online forums
	183
	2
	5
	4.74
	.539
	-2.661
	9.176

	When I learn that a friend joins a fan group, I will follow/join the fan group
	183
	2
	5
	4.69
	.684
	-2.527
	6.320

	The more times a product or brand is "liked", the more I trust this product or brand
	183
	2
	5
	4.76
	.562
	-2.822
	9.094

	I will pay attention to the activities held on the fan page (such as discounts or gifts after clicking "like"
	183
	1
	5
	4.66
	.760
	-2.690
	7.252

	I will actively browse the advertising messages on both sides of Facebook
	183
	1
	5
	4.57
	.886
	-2.198
	4.169

	When you shop at a store, if you check-in on the smartphone, you can enjoy a discount, which will increase my willingness to purchase
	183
	1
	5
	4.71
	.686
	-3.169
	11.701

	It’s interesting to me that the game manufacturers coorperate with Facebook to launch related activities to increase my willing to purchase and use. (Example: League of Legends and Candy Legend
	183
	1
	5
	4.68
	.755
	-2.970
	9.258

	I will check the store information because I or my friends are tagged on the picture
	183
	2
	5
	4.73
	.681
	-2.979
	8.859


Table 06: statistics of respondents’ online community marketing answers



4.1.3	Descriptive statistics of respondents’ word of mouth answers
According to the results of this study for word of mouth, it shows the respondents believe that positive reviews of medical beauty products by others online will affect their intention to purchase, its average value is 4.79, followed by seeing positive articles about medical beauty products in newspapers and magazines will make them feel good about them, its average value is 4.72. Furthermore, they also shre their experience of medical beauty products with netizens, with an average value of 4.68 (Table 07).


	
	Respondents
	Minimum
	Maximum
	Mean
	Standard Deviation
	Skewness
	Kurtosis

	I often share the experience of medical beauty products with netizens
	183
	1
	5
	4.68
	.670
	-2.526
	7.336

	Seeing positive articles about medical beauty products in newspapers and magazines will make me feel good about them
	183
	2
	5
	4.72
	.587
	-2.647
	8.354

	Positive reviews of medical beauty products by others online will affect my intention to purchase
	183
	2
	5
	4.79
	.461
	-2.409
	7.488


Table 07: statistics of respondents’ word of mouth answers








4.1.4	Descriptive statistics of respondents’ trust of brand answers
According to the results of this study for trust of brand, it shows the respondents believe that the medical beauty products should have a good reputation and make them feel trusted, its average value is 4.80, followed by they think medical beauty products should have stable quality, with its average value is 4.80. They also think medical beauty products should have the endorsement or positive image of professional doctors, with an average value of 4.78 (Table 08). 



	
	Respondents
	Minimum
	Maximum
	Mean
	Standard Deviation
	Skewness
	Kurtosis

	I think the medical beauty products should have a good reputation and make me feel trusted
	183
	2
	5
	4.80
	.489
	-2.997
	11.351

	I think medical beauty products should have the endorsement or positive image of professional doctors
	183
	1
	5
	4.78
	.592
	-3.587
	15.481

	I think medical beauty products should have stable quality
	183
	2
	5
	4.80
	.489
	-2.997
	11.351


Table 08: statistics of respondents’ trust of brand answers







4.1.5	Descriptive statistics of respondents’ intention to purchase answers
According to the results of this study for intention to purchase, it shows the respondents believe that they are willing to buy the other skin care products of their trusted medical beauty brands, its average value is 4.76, followed by the skin care products of the trusted medical beauty brand can meet their requirement, with an average value of 4.74. Moreover, at an acceptable price, the interviewees will consider buying medical beauty products, with an average value of 4.74. They were also willing to recommend relatives and friends to buy medical beauty products of their trusted brand, with an average value of 4.64 (Table 09).




	
	Respondents
	Minimum
	Maximum
	Mean
	Standard Deviation
	Skewness
	Kurtosis

	I am willing to buy the other skin care products of the trusted medical beauty brand
	183
	2
	5
	4.76
	.477
	-2.127
	5.834

	I think the skin care products of the trusted medical beauty brand can meet my requirement
	183
	2
	5
	4.74
	.529
	-2.201
	5.202

	I am willing to recommend relatives and friends to buy medical beauty products of my trusted brand
	183
	1
	5
	4.64
	.637
	-2.491
	8.700

	At an acceptable price, I will consider buying medical beauty products
	183
	1
	5
	4.74
	.590
	-3.101
	12.692


Table 09: statistics of respondents’ intention to purchase answers



4.2	Reliability analysis
This section we tested the reliability of a formal questionnaire. Cronbach’s alpha is a measure of internal consistency, that is, how closely related a set of items are as a group. It is considered to be a measure of scale reliability.Cronbach’s alpha coefficient value can show whether there is consistency between variables. A higher coefficient indicates higher internal consistency of the questionnaire. According to cronbach’s alpha coefficient reliability, an alpha value higher than 0.7 means the data has a very good reliability (Santos, 1999) . 

The researcher detected the reliability coefficient value of each variable in the questionnaire, and the Cronbach's α values were all greater than 0.7 (Table 09).
The data collected in the study has good reliability. 

Question 01 to Question 10 are to form the construct of online community marketing
Question 11 to Question 13 are to form the construct of word of mouth
Question 14 to Question 16 are to form the construct of trust of brand
Question 17 to Question 20 are to form the construct of intention to purchase (Appendix)


	Construct
	Cronbach's alpha

	Online Community Marketing
	0.94

	Word of mouth
	0.71

	Trust of Brand
	0.7

	Intention to purchase
	0.73


Table 10: Table of reliability analysis of the questionnaire’s constructs

4.3	Correlation analysis
The main purpose of correlation analysis is to study the closeness of the relationship between variables. The correlation coefficient is a quantity between -1 and 1. If there is a correlation coefficient of -1, it is "absolute negative correlation"; if the correlation coefficient between two quantities is 1, it is "Absolute positive correlation", and when the correlation number is 0, it means there is no connection between the two (Schober, Boer and Schwarte, 2018).

This research used age, marital status, sex and education as the control variable to look for the correlation among different variable (online community marketing, word of mouth, trust of brand and intention to purchase). Table 11 showed the correlation among different variables.

Age was showed to be strongly positively correlated to online community marketing (r=0.21,p<0.01), word of mouth (r=0.27, p<0.01) and trust of brand (r=0.26, p<0.01), age was also moderately positively correlated to intention to purchase (r=0.16, p<0.05). It means the elder the respondents, they are more likely to strongly agree or agree with the questions asked in the questionnaire concerning online community marketing, word of mouth, trust of brand and intention to purchase.

Marital status was showed to be not correlated to online community marketing (r=-0.07, p= .34), word of mouth (r=-0.47, p= .53), trust of brand (r=-0.01, p= .93) and intention to purchase (r=0.00, p= .96). It means no matter the respondents are single, married or divorced, their marital status will not affect what they answer in the questionnaire concerning online community marketing, word of mouth, trust of brand and intention to purchase.

Sex was showed to be strongly positively correlated to word of mouth (r=0.20, p<0.01) and trust of brand (r=0.21, p<0.01), but not correlated to online community marketing (r=0.03, p= .70) and intention to purchase (r=0.14, p= .07). It means female respondents more likely to answer strongly agree or agree to in the questionnaire concerning word of mouth and trust of brand, while sex is not a matter when answering questions concerning online community marketing and intention to purchase.

Education level was showed to be strongly positively correlated to intention to purchase (r=0.27, p<0.01), moderately positively correlated to online community marketing (r= 0.16, p<0.05) and trust of brand (r=0.17, p<0.05), while education level was not correlated to word of mouth (r= 0.06, p= .42). It means the higher education level respondents were strongly likely to answer strongly agree or agree to questions concerning intention to purchase, and moderately likely to answer strongly agree or agree to questions concerning online community marketing and trust of brand, but education level did not affect respondents’ choice on word of mouth questions.

Online community marketing was strongly correlated to word of mouth (r=0.70, p<0.01), trust of brand (r=0.49, p<0.01) and intention to purchase (r=0.49, p<0.01), which indicates the deeper the influence of online community marketing, the higher the influence of the word of mouth, trust of brand and intention to purchase. Conversely, when the online community marketing has a lower degree of impact, the word of mouth, trust of brand and intention to purchase are of lower degree.
Trust of brand was strongly correlated to word of mouth (r=0.69, p<0.01), which indicates the higher the trust of brand, the better the word of mouth; the lower the trust of brand, also the worse the word of mouth. Moreover, trust of brand also was strongly correlated to intention to purchase (r=0.70, p<0.01), which indicates when the respondents have more trust of brand, they have higher willingness to buy; conversely, the lower the trust of brand, they have less willingness to buy.

Word of mouth was strongly correlated to intention to purchase (r=0.61, p<0.01), which indicates the better the word of mouth, the higher willingness to buy; conversely, the worse the word of mouth, the lower willingness to buy.























	
	Age
	Marital Status
	Sex
	Education Level
	Online Community Marketing
	Word of Mouth
	Trust of Brand
	Intention to purchase

	Age
	Pearson Correlation
	1
	.521**
	.125
	.166*
	.207**
	.271**
	.256**
	.155*

	
	Sig. (2-tailed)
	
	.000
	.093
	.025
	.005
	.000
	.000
	.036

	Marital Status
	Pearson Correlation
	.521**
	1
	.197**
	.179*
	-.070
	-.047
	-.006
	.004

	
	Sig. (2-tailed)
	.000
	
	.007
	.015
	.344
	.532
	.933
	.957

	Sex
	Pearson Correlation
	.125
	.197**
	1
	.115
	.028
	.200**
	.205**
	.135

	
	Sig. (2-tailed)
	.093
	.007
	
	.120
	.704
	.007
	.005
	.068

	Education Level
	Pearson Correlation
	.166*
	.179*
	.115
	1
	.163*
	.060
	.167*
	.265**

	
	Sig. (2-tailed)
	.025
	.015
	.120
	
	.027
	.423
	.024
	.000

	Online Community Marketing
	Pear son Correlation
	.207**
	-.070
	.028
	.163*
	1
	.703**
	.492**
	.488**

	
	Sig. (2-tailed)
	.005
	.344
	.704
	.027
	
	.000
	.000
	.000

	Word of Mouth
	Pearson Correlation
	.271**
	-.047
	.200**
	.060
	.703**
	1
	.691**
	.605**

	
	Sig. (2-tailed)
	.000
	.532
	.007
	.423
	.000
	
	.000
	.000

	Trust of Brand
	Pearson Correlation
	.256**
	-.006
	.205**
	.167*
	.492**
	.691**
	1
	.700**

	
	Sig. (2-tailed)
	.000
	.933
	.005
	.024
	.000
	.000
	
	.000

	Intention to purchase
	Pearson Correlation
	.155*
	.004
	.135
	.265**
	.488**
	.605**
	.700**
	1

	
	Sig. (2-tailed)
	.036
	.957
	.068
	.000
	.000
	.000
	.000
	

	** means Correlation is significant at the 0.01 level (2-tailed)
* means Correlation is significant at the 0.05 level (2-tailed)
	
	
	
	
	
	
	
	
	


Table 11: Table of correlation analysis







4.4	Regression Analysis
The purpose of this study’s regression analysis is to examine the relationship among online community marketing, word of mouth, trust of brand and intention to purchase and test the five hypothesis proposed in Chapter 3.

Hypothesis 1: Online community marketing has a positive and significant relationship to brand trust.

Table 12 shows the regression analysis to verify hypothesis 1: Online community marketing has a positive and significant relationship to brand trust. It is verified from the analysis value that online community marketing can affect brand trust performance. It is also obtained from the related correlation analysis in chapter 4 section 3 that online community marketing has a positive and significant relationship to brand trust.
Therefore, this research hypothesis 1 holds (β = 0.43, p<0.001)

It is recommended that operators maintain a good interactive relationship with bloggers. From this questionnaire, it is found that consumer will listen to bloggers about their experiences on the medical aesthetic clinics, they will pay more attention to the products provided by clinics and consume. The author also believes that medical beauty products should have stable quality. Medical aesthetic clinics can invite bloggers to publish medical articles and tips on medical beauty products to increase consumer attention.


	Regression Analysis
	
	
	
	
	
	

	Hypothesis 1 (online community marketing to trust of brand)
	
	
	
	
	
	

	
	
	Model 1
	
	
	Model 2
	

	
	 β
	S.E.
	p
	 β
	S.E.
	p

	Age
	0.34
	0.03
	0.00
	0.20
	0.03
	0.01

	Marital Status
	-0.25
	0.05
	0.00
	-0.13
	0.05
	0.09

	Sex
	0.20
	0.08
	0.01
	0.19
	0.07
	0.00

	Education level
	0.13
	0.02
	0.06
	0.07
	0.02
	0.31

	Online community marketing
	
	
	
	0.43
	0.05
	0.00

	Dependent variable: trust of brand
	
	
	
	
	
	


Table 12: Table of Regression analysis of hypothesis 1


Hypothesis 2: Trust of brand has a significant positive relationship with word of mouth.

Table 13 shows the regression analysis to verify hypothesis 2: Trust of brand has a positive and significant relationship to brand trust. It is verified from the analysis value that trust of brand can affect word of mouth. It is also obtained from the related correlation analysis in chapter 4 section 3 that trust of brand has a positive and significant relationship to word of mouth.
Therefore, this research hypothesis 2 holds (β = 0.64, p<0.001)

It is found from this questionnaire that consumers will see the positive article of medical aesthetic services in newspapers and magazines. In the article, there will be good feelings about medical aesthetic services, and most consumers think that medical aesthetic services have a good reputation and feel trust. Therefore, it is recommended that operators can add in newspapers and magazines for more product exposure, emphasizing product quality and performance to make consumers feel trusted, and post more positive articles to increase consumers’ persuasiveness to clinic medical beauty products.


	Regression Analysis
	
	
	
	
	
	

	Hypothesis 2 (Trust of brand to word of mouth)
	
	
	
	
	
	

	
	
	Model 1
	
	
	Model 2
	

	
	 β
	S.E.
	p
	 β
	S.E.
	p

	Age
	0.40
	0.03
	0.00
	0.18
	0.02
	0.01

	Marital Status
	-0.30
	0.06
	0.00
	-0.14
	0.05
	0.03

	Sex
	0.21
	0.09
	0.00
	0.08
	0.07
	0.14

	Education level
	0.02
	0.03
	0.74
	-0.06
	0.02
	0.26

	Trust of brand
	
	
	
	0.64
	0.06
	0.00

	Dependent variable: trust of brand
	
	
	
	
	
	


Table 13: Table of Regression analysis of hypothesis 2




Hypothesis 3: Online community marketing has a positive and significant relation to intention to purchase

Table 14 shows the regression analysis to verify hypothesis 3: Online community marketing has a positive and significant relationship to intention to purchase. It is verified from the analysis value that online community marketing can affect intention to purchase. It is also obtained from the related correlation analysis in Chapter 4 section 3 that trust of brand has a positive and significant relationship to intention to purchase.
Therefore, this research hypothesis 3 holds ( β = 0.44, p<0.001)

From this questionnaire, it is found that when consumers go to the clinic to spend, such as checking in on a smart phone, consumer can enjoy spending discounts, which will increase their willingness to spend. Therefore, it is recommended that operators can implement check in on the clinic website to enjoy consumption discounts and other promotions to increase consumer willingness to purchase medical aesthetic products.
	









Regression Analysis
	
	
	
	
	
	

	Hypothesis 3 (online community marketing to intention to purchase)
	
	
	
	
	
	

	
	
	Model 1
	
	
	Model 2
	

	
	 β
	S.E.
	p
	 β
	S.E.
	p

	Age
	0.18
	0.03
	0.03
	0.04
	0.03
	0.60

	Marital Status
	-0.16
	0.05
	0.06
	-0.04
	0.05
	0.62

	Sex
	0.12
	0.08
	0.11
	0.10
	0.05
	0.11

	Education level
	0.25
	0.02
	0.00
	0.18
	0.07
	0.01

	Online community marketing
	
	
	
	0.44
	0.05
	0.00

	Dependent variable: Intention to purchase
	
	
	
	
	
	


Table 14: Table of Regression analysis of hypothesis 3


Hypothesis 4: Trust of brand has a positive and significant relation to intention to purchase.

Table 15 shows the regression analysis to verify hypothesis 4: Trust of brand has a positive and significant relationship to intention to purchase. It is verified from the analysis value that trust of brand can affect intention to purchase. It is also obtained from the related correlation analysis in chapter 4 section 3 that trust of brand has a positive and significant relationship to intention to purchase.
Therefore, this research hypothesis 4 holds (β = 0.69, p<0.001)

Consumers generally believe that with a good brand image, consumers will be willing to purchase medical aesthetic products, provided the medical aesthetic clinic have good reputation and trust. Therefore, it is recommended the industry should consolidate the brand reputation of their medical beauty products and emphasize their brand image, thereby increase their patients’ intention to purchase.




	Regression Analysis
	
	
	
	
	
	

	Hypothesis 4 (Trust of brand to intention to purchase)
	
	
	
	
	
	

	
	
	Model 1
	
	
	Model 2
	

	
	 β
	S.E.
	p
	 β
	S.E.
	p

	Age
	0.18
	0.03
	0.03
	-0.05
	0.02
	0.43

	Marital Status
	-0.16
	0.05
	0.06
	0.01
	0.04
	0.87

	Sex
	0.12
	0.08
	0.11
	-0.02
	0.06
	0.71

	Education level
	0.25
	0.02
	0.00
	0.16
	0.02
	0.00

	Trust of brand
	
	
	
	0.69
	0.06
	0.00

	Dependent variable: Intention to purchase
	
	
	
	
	
	


Table 15: Table of Regression analysis of hypothesis 4








Hypothesis 5: Word of mouth has a significant and positive relation to intention to purchase
Table 15 shows the regression analysis to verify hypothesis 5: Word of mouth has a positive and significant relationship to intention to purchase. It is verified from the analysis value that word of mouth can affect intention to purchase. It is also obtained from the related correlation analysis in chapter 4 section 3 that word of mouth has a positive and significant relationship to intention to purchase.

Therefore, this research hypothesis 5 holds (β = 0.61, p<0.001)


	Regression Analysis
	
	
	
	
	
	

	Hypothesis 5 (Word of mouth to intention to purchase)
	
	
	
	
	
	

	
	
	Model 1
	
	
	Model 2
	

	
	 β
	S.E.
	p
	 β
	S.E.
	p

	Age
	0.18
	0.03
	0.03
	-0.06
	0.02
	0.41

	Marital Status
	-0.16
	0.05
	0.06
	0.02
	0.05
	0.74

	Sex
	0.12
	0.08
	0.11
	-0.01
	0.07
	0.85

	Education level
	0.25
	0.02
	0.00
	0.24
	0.02
	0.00

	Word of mouth
	
	
	
	0.61
	0.06
	0.00

	Dependent variable: Intention to purchase
	
	
	
	
	
	


Table 16: Table of Regression analysis of hypothesis 5

From this questionnaire, we can know that other people’s positive comments on medical aesthetic providers under the virtual channel can affect consumers’ intention to purchase. Therefore, it is recommended that the industry can cooperate with the online beauty evaluation network, allowing the patients write down their experience in the clinic to increase consumers’ positive evaluation of medical aesthetic products, and then increase their intention to purchase.

In conclusion, all five hypothesis proposed in this study hold (Figure 04).





















Figure 05:  Results of final mode (β value and p value of the regression analysis of the hypotheses proposed)
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Intention of Purchase
Online Community Marketing
Word of Mouth
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4.5	Research result
4.5.1	Focus group in depth interview questions and answers
Focus group interview questions (questions asking the doctors working in the chained clinics):
1. What is the current online community marketing your working chained clinic?
2. To what extent do you think the current online community marketing is effective?
3. How the chained clinics communicate with the blogger and how they emphasize the characteristics of the medical beauty products?
4. What is the bottleneck of the current online community marketing?
5. What chained clinics have been done to tackle this obstacle?
6. Please identify all factors that affect purchase intention of medical beauty products?

Answers to Question 1:
Dr CKW (aged 34, has been working in the clinic for 4 years)
The current online community marketing our clinic using are Facebook and Instagram.

Dr LKW (aged 37,has been working in the clinic for 8 years)
We are using Facebook, Instagram and Whataspp group.

Dr LCH (aged 69, has been working in the clinic for 3 years)
I don’t know much and I leave this part to my marketing colleagues. It seems they are using Facebook.

Answers to Question 2:
Dr CKW:
Current online community marketing is very effective. Since the launch of the online community marketing, the patient load, turnover and profit increased significantly.

Dr LKW:
I am delighted to have online community marketing. We were suggested to have online community marketing 4 years ago. It was a difficult decision to switch from traditional marketing to part of online community marketing. Every revolution is a difficult decision as it is always hard to reach consensus with all your team member. Thus, we all agree switched only part of our resources to online community marketing. The effect was significant and we have increased patient load immediately in the first month. After seeing the effect we then put more resources in this part of marketing and we still see this part of marketing as successful and effective when compared to traditional marketing.

Dr LCH
I am the one who was against online community marketing. I agreed this was effective in increasing the number of patient load, turnover and profit in our clinics. Nevertheless, our industry is very competitive and this sudden increase of public attention may invite the other participants of the same industry to attack us. I understand even with traditional marketing if you are too successful will still attract other industrial participants attacking you, but my concern was survival was not easy already and I don’t want further risk in my career pathway.



Answers to Question 3
Dr CKW:
We educate the bloggers the characteristics of the medical beauty products. The components of the products, how each component improves patients’ skin condition, how long can the product stay on the skin (this is very important, as nearly all bad reactions seen by the patients using the products are due to the products staying on skin too long), how many times the customers using the products before having the desirable effect, the number of times customers use the product per week. Furthermore, we also educate them when customers feeling discomfort using the product they should discontinue using them and go to visit doctors immediately.

Dr LKW:
We communicate with the bloggers that they are not selling the products, but telling their followers their feeling after using the medical beauty products. We would provide them all the details of the products they need to understand. There are no monetary benefit involved and the bloggers paid to buy our medical beauty products. We believe what we chose for our patients can help them improve their skin conditions, the bloggers also believe that broadcasting the information of these products can increase their followers’ confidence to them.



Dr LCH:
The bloggers we know are famous in our industry and after their promotion our medical beauty products have an extra platform to allow more patients to know them. Sometimes they asked us to show our faces in their channels in order to attract more followers, however, medical council has not allowed Hong Kong registered doctors to have monetary benefit in these medical related products. The promotion of these products is difficult to satisfy the requirement of medical council.

Answers to Question 4:
Dr CKW:
The bottleneck is each of these key opinion leaders can only be remembered by their followers for a short period (usually 3 to 6 months). We seldom see key opinion leaders in our industry can stay hot for a long period (in terms of years). Therefore, we cannot put a lot of resources into one key opinion leader, we have to dispersely allocate resources to different key opinion leaders, and also have to put resource into some unknown key opinion leaders, as they can pop up in the market quickly, and you need to stay alert in the market which key opinion leader can be the next hot star in the industry.

Dr LKW:
We are planning to write a book related to medical beauty and will invite all the key opinion leaders who helped us during the grow up of our clinics to write the prelude of this book. The need to write this book is because we face the bottleneck of some of these key opinion leaders went to help our competitors, we have to increase our influence in this industry in order to attract the key opinion leaders keep helping our clinic instead of helping the other clinics to promote their businesses.

Dr LCH:
The bottleneck of online community marketing we are facing is too many competition in this marketing field. Three years ago we started online community marketing there were not many competitors and the key opinion leaders helping us can quickly target their followers and we can see the responses from the followers are responding swiftly. However, we can see the responses are slow and in small numbers only. This can be explained by there were more online platforms diversifying the online communities, and each online community becomes smaller in number when compared to the online community few years ago. 

Answers to Question 5:
Dr CKW:
We tackle this bottleneck with making more connection with more key opinion leaders. Instead of focusing one or two key opinion leaders few years ago, we now invest on ten to twenty key opinion leaders at the same time, and they can echo and synchronize their views which increase their influence in this industry field. They can also make friends and less competitions can be seen among them. We are trying to form a new online communities, which previously we focus on our customers, and today we focus on key opinion leaders.

Dr LKW:
We are writing the book to help answering some common skin problem management difficulties, patients have free access to information broadcasted in the internet, nevertheless, it is hard to patients to differentiate which information is correct or fake. Even though some management solution is correct but they can be outdated and using these old style management method may lead to delay of treatment. By establishing correct information database we hope we can maintain the loyalty of our online community, we will keep updating the database and hope our patients can have access to correct management solution.
Dr LCH:
I am more conservative, I support enhancing our clinic services to keep the loyalty of our customers. We just launched our whataspp service which our patients can whataspp us to keep us updating their conditions. We trained our staff to answer their questions professionally, when they don’t know how to answer them, we will take the place to answer them. The feedback is good and we can see more referrals from the other customers who used our services.



Answers to Question 6
Dr CKW:
Word of mouth is the most important in our industry, especially when our customers buying the medical beauty products from our store. After the usage of the products, they share their experience of usage and whether they are effective in improving their skin conditions, which attract their friends or anyone they are in contact to visit our clinics and buy our products. Trust of brand, online marketing and traditional marketing are also important factors affect their intention to purchase.

Dr LKW:
I also believe word of mouth is very important in increasing the intention to purchase medical beauty products in our clinics. Nonetheless, I am afraid of any negative word of mouth, any patients may have some skin allergy to certain products, when patients complained of skin itchiness, redness or discomfort after using our products, we would have close follow up with them and usually provided refund to them. By doing these measures we lower the rate of negative word of mouth as each negative word of mouth can cause signficant damage to brand image. Trust of brand, online marketing and traditional marketing are also important factors affect their intention to purchase.

Dr LCH:
Word of mouth is important to every business brands. I believe everyone doing business trying their best to keep a positive word of mouth among their customers to protect their brands they built. Especially during the startup period of clinic business, building up good word of mouth is the only thing we can do. By keeping good word of mouth, we have to manage our patients’ problem properly, the medical beauty products we choose for our customers must be safe, licensed and effective to improve our patients’ skin conditions. Trust of brand, online marketing and traditional marketing are also important factors affect their intention to purchase.
4.5.2	Hypothesis result

Hypothesis 1: Online community marketing has a significant positive relationship to trust of brand
Support

Hypothesis 2: Trust of brand has a significant positive relationship to word of mouth
Support

Hypothesis 3: Online community marketing has a significant positive relationship to intention to purchase
Support

Hypothesis 4: Trust of brand has a significant positive relationship to intention to purchase
Support

Hypothesis 5: Word-of-mouth has a significant positive relationship to intention to purchase
Support













Chapter 5 Conclusions and Recommendations
This chapter is divided into five sections. The first section is the research conclusions and findings. The conclusions and discussion are based on the analysis results; the second section is discovery of other variables, section three is research contribution; section four is the research limitation, section five is the follow-up research recommendations, and how we can improve due to current research is limited to certain circumstances.

5.1	Research conclusions and findings
Through the analysis and discussion of the results confirmed in Chapter 4, the related research conclusions of this research integration are as follows:

5.1.1	The relationship between online community marketing and trust of brand
It is found from this questionnaire that because of bloggers’ experience with medical aesthetic products, consumers will pay more attention to them, and consumers also believe that the products should have stable quality. Taking bloggers as an example, it has a great influence on consumers on the Internet, so we can suggest the industry seeks several well-known bloggers to endorse the company’s medical aesthetic products to increase consumer trust in the company’s brand. Consumers will have a positive impression of the company’s products, and they will tend to purchase them. The online forums allow the medical aesthetic distributors to reach more consumer groups who know or don’t understand their products, the hidden consumers can better understand the products through this channel. The distributors should try to increase the number of online community viewers through these platforms.

5.1.2	The relationship between trust of brand and word of mouth
According to the questionnaire, consumers will see positive articles about medical aesthetic products in newspapers and magazines. In addition, it will have a good impression on the products, and most consumers think they have good reputation and will feel trusted. It can be inferred from the research that inviting bloggers to write articles on the Internet will increase consumers trusting the brand. Other channels, such as newspapers and magazines, recommendations from friends and relatives etc. are also helpful. They can also create similar effect, so enterprises are recommended to use the above multiple channels in order to increase product exposure and popularity and the persuasiveness of medical aesthetic products to consumers, which make consumers more inclined to their products.

5.1.3	The relationship between online community marketing and intention to purchase
It is found from the questionnaire that online community marketing affects intention to purchase, consumers like to participate some discount activities organized by the online community, which also increase consumers’ intention to purchase the products. When they spend at the clinic, if they check in on a smart phone, they can enjoy a discount on consumption, which can also increase their intention to purchase. Therefore, operators can promote discounts such as spending discount on the Internet to increase the willingness of consumers to purchase medical beauty products. Activities on the Internet are designed to increase interaction with consumers, which can increase their understanding of the products, then attract their interest in the brand, which finally increase product purchases naturally. We would like to suggest enterprise organizing more similar events on the Internet. Consumer satisfaction research (Hu, Kandampully and Juwaheer, 2009) suggests that consumers’ perceived value, their emotional response elements and experience during the purchase influence their buying behavior.

5.1.4	Relationship between trust of brand and intention to purchase
Consumers generally believe that with a good brand image, it can increase their intention to purchase and believe that medical beauty products should have good reputation and trustworthy. It is recommended that the enterprise should consolidate the brand credibility and emphasize their professional image, thereby increasing the intention to purchase by the consumers. It was found from the questionnaire that the intention to purchase is based on good brand trust, means when there is bad brand trust, consumers’ purchase will not be strong, the industry should maintain existing good image. Other measures can be used to make consumers more satisfied, such as better after sales services, establish a membership system to record consumers service usage, and provide consumer-customized services, enabling consumers to increase brand trust. Chaudhuri and coworkers (Chaudhuri and Holbrook, 2001) research indicates brand trust is the willingness of consumers actively trust and trust the products provided by their brand. Morgan et al (Morgan and Hunt, 1994) defined trust of brand as a key component in marketing which correlates to the relationship that affect brand loyalty and commitment, it builds up an exchange relationship between the enterprise and the consumers, which the consumers highly valued it.

5.1.5	The relationship between word of mouth and intention to purchase
It can be known from this questionnaire that under the virtual channel, others’ positive evaluation of medical aesthetic products will affect consumer intention to purchase. Therefore, operators can cooperate with the online beauty evaluation network to ask bloggers to write their experience to increase consumer’s positive evaluation of the medical aesthetic products, which in turn affects intention to purchase. Consumers can also collect a large number of consumer experiences from other consumers discussion through the Internet. Westbrook and colleagues (Westbrook, 1987) stated that when consumers use a product or receive a service, they share information about their stores, how they use them, their evaluation of the product or service, and their salespeople services.

5.2	Findings of other consumers’ variables
5.2.1	Age
From the analysis of this study, we found that brand trust in the age group of 31 to 40 is higher than other age groups. It is recommended that the enterprise can launch special promotions to this particular age group consumers, understand their needs. Furthermore, enterprise can provide medical beauty products to well-known bloggers and ask them to write their experiences in their blogs and online forums to attract more consumers.


5.2.2	Marital Status
According to the analysis of this study, Marital status does not affect the patients’ intention to purchase the medical beauty products. Thus, we can understand product distributors need not to particularly target on single, married or divorced group to sell the products. 

5.2.3	Sex
From the analysis of this study, it is found that female consumers are the main respondents to the questionnaire. It is fair enough as medical beauty industry is dominated by female customers. Nevertheless, it does not mean the product distributors can ignore the male customers, as they can still contribute by providing good word of mouth to the products, which increase others’ trust of brand and intention to purchase in reality.

5.2.4	Education level
From the analysis of this study, it is found that the higher the education level of the respondents, the more willing they want to purchase the medical beauty products. This can be due to they have more disposable income and therefore more willing to spend. Product distributors should target these big spenders and launch scheme to retain them.



5.3	Research contributions
This study analyzes the conclusions and sorts out the suggestion and contributions of the academic and industry circles. The following are the details:

5.3.1	Contributions to Academics
The analysis of this study found that each relationship coefficient will affect consumers’ intention to purchase. It is said that online community marketing, trust of brand, word of mouth can directly affect the consumers’ intention to purchase, refers to one to one relationship among variables.
As the medical beauty product industry is expanding in recent years, there is a need to study the factors affecting intention to purchase these services and products by consumers. Refer to the literature on products in the past, the relevant literature of medical beauty product is not mentioned, so this research breaks through the precedent to study medical aesthetic products. Hope this study can bring more scholars to research in this expanding industry.
Trust of brand exerts a strong influence on intention to purchase, which can be seen in this research and we can see the general concept of business can also apply to this industry. Previous business researches can also apply this this relatively new industry, stakeholders of this industry can find them useful when they are going to expand their business. 
The strong influence of online community marketing on trust of brand is supported in this research, especially when we are facing the pandemic of COVID-19, we can foresee the importance of online community marketing escalating as people has less willingness to go out shopping. 
5.3.2	Contribution to industry 
At present, there are a lot of business opportunities on the Internet. Today, there are various consumer channels. It is recommended that the industry cannot ignore the potential on the Internet, multilateral strategies should be adopted.
It is recommended that the industry target young and mature men and women aged 21 to 40 as the target age group, and learn more and satisfy the needs of this group of people, for example, is consumer group can be targeted for consumer use of the products, do feedback after their experience of the medical aesthetic products.
According to the findings of this study, intention to purchase, word of mouth and trust of brand are all correlated to each other’s. Enterprises need to maintain their service and product good quality in order to have a good word of mouth among the customers, which increase their intention to purchase. By purchasing the products, if they are satisfied, they will further increase the word of mouth and asking their communities to purchase the products. It is a positive feedback. Conversely, if they have negative word of mouth due to poor service or poor product quality, it can decrease customers’ intention to purchase, the enterprise has less profit and cannot keep a good service and product quality, which further decrease customers’ trust of brand and word of mouth, which becomes a negative feedback. Enterprises should be very careful and conscious to maintain product good quality.
Practitioners better focus more on online community marketing, which can also increase their customers trusting their brands. Especially in this pandemic of COVID-19, people have less willingness going out of their home, and online community marketing become more important than the pandemic happened. They should try any means of online community marketing if they did not do that before, otherwise they may be outcasted from this competitive market.
Practitioners can do more to make positive word of mouth to develop customers’ good trust of brand by keeping good service and product quality, they can increase their working hours to allow more contact of potential customers; they can enhance their online services like instant replying messages to customers asking their questions online. 

5.4	Research Limits
Although this research strives for perfection in the research process, there are limitation so it cannot be perfect. The following restriction apply:

5.4.1	Applicability of the research results
Most of the research on consumer experience in this study is mainly in clinics, due to limited time and human resources, as well as limited locations and the number of copies of questionnaires issued, for reference in academic circles, it is less suitable for practical use.
5.4.2	Measurement restrictions
In this study, the questionnaire was issued through WhatsApp to the consumers, considering that most consumers are unwilling to have disturbance during daily activities, we can only assume the consumers try their best to give their most accurate answers. Among them, some of the respondents who used the questionnaires had used the service for a long time, some have come to the clinic for one or two times only, the effect may not be so obvious. Therefore, it is impossible to understand every respondent’s response correctly.

5.4.3	Restrictions on participating groups
Because most of the respondents this questionnaire is distributed in this study are my patients, most of the participants are female, the language used in the questionnaire is traditional Chinese or English. Some of my patients in my centers are from Mainland China and they may not read traditional Chinese well (they can understand simplified Chinese). With these patients I would read the questionnaire to them and hope they can understand the questionnaire well. This may decrease the reliability of the study as it is likely this group of consumers is less trustable than the consumers originated in Hong Kong.

5.5	Suggestion for future research
In the course of this study, the content of the literature and the variables proposed in this study have a positive impact and contribution. Future research can include other market dependent variables like repetitive purchase, money spent in the clinics. In addition to research on medical aesthetic products, scholars can also conduct interviews with other stakeholders. The research methodology will give a deeper understanding of consumer needs than questionnaires. It is suggested that the future research direction may not be limited to the analysis of medical aesthetic products, but also in bloggers, online communities. Marketing industry also plays an important role in promoting medical aesthetic products, its literature helps to make the results of the research more useful and applicable.
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Appendix

醫美產品之消費行為問卷調查 (Questionnaire survey on consumer behavior of medical beauty products)
親愛的網友或消費者 您好：
這是一份學術問卷，目的在於瞭解您使用醫美產品之消費行為。以下有30條問題, 大概花時3分鐘作答。填答的結果非關對錯， 希望您真實表達自己的使用經驗和想法，所有的資料純粹只作研究使用，請您安心填答。謝謝您的幫忙！ 敬祝
身體健康，順心如意！
威爾士三一聖大衛大學
專 題 生：李家韡
聯絡電話：醫健綜合診所 28990787

(This is an academic questionnaire; the purpose is to understand your consumption behavior of using medical beauty products. There are 30 questions below, it takes about 3 minutes to answer. There is no right or wrong answer. I hope you can truly express your experience and ideas. All the information is purely for research use. Please fill in the answer with confidence. Thanks for your help! Best wishes
Good health and good luck!
University of Wales Trinity Saint David
Subject Student: Lee Kar Wai, Alvin
Contact number: Ever Keen Medical Centre 28990787)


	
請根據自身實際情況，對下列問項進行勾選，程度為「非常同意」、「同          意   」、「無         意見」、「不           同            意」、「非        常         不          同         意   」。
	非常不同意
	不	同	意
	無	意	見
	同	意
	非 常 同 意

	1. 我會參考在 面書 上朋友分享的訊息，做為消費的判斷依據。
(I will refer to the information shared by friends on Facebook as a basis for judging consumption)
	□
	□
	□
	□
	□

	2. 我會因為 博客 對醫美產品的心得分享，而更加關注此商店。
(I will pay more attention to this store because of Blogger’s experience sharing medical and beauty products)
	□
	□
	□
	□
	□

	3. 我會因為朋友在線論壇分享消費動態而注意到相關商店。
(I will notice related stores because my friends share their consumption experience in online forums)
	□
	□
	□
	□
	□

	4. 當我得知朋友加入某粉絲團，我會因而關注/加入該粉絲團。
(When I learn that a friend joins a fan group, I will follow/join the fan group) 
	□
	□
	□
	□
	□

	5. 商品或品牌被按「讚」的次數越多，我對此商品或品牌的信任
感會越高。
(The more times a product or brand is "liked", the more I trust this product or brand)
	□
	□
	□
	□
	□

	6. 我會關注粉絲專頁上所舉辦的活動（如按讚享有折扣優惠或享
有贈品）。
(I will pay attention to the activities held on the fan page (such as discounts or gifts after clicking "like") 
	□
	□
	□
	□
	□

	7.我會主動瀏覽面書兩側的廣告訊息。
(I will actively browse the advertising messages on both sides of Facebook.)
	□
	□
	□
	□
	□

	8. 到商店消費時，如在智慧型手機上打卡，即可享消費折扣，會增
加我的消費意願。
(When you shop at a store, if you check-in on the smartphone, you can enjoy a discount, which will increase my willingness to purchase)
	□
	□
	□
	□
	□

	9. 當面書內的遊戲廠商與其他業者合作推出相關活動會讓我有意
願購買及使用。（例如：英雄聯盟與 糖果傳奇）
(It’s interesting to me that the game manufacturers coorperate with Facebook to launch related activities to increase my willing to purchase and use. (Example: League of Legends and Candy Legend)
	□
	□
	□
	□
	□

	10. 我會因為自己或朋友被標示在圖片上而去查詢商店資訊。
(I will check the store information because I or my friends are tagged on the picture)
	□
	□
	□
	□
	□

	11. 我時常與網友分享醫美產品的經驗。
(I often share the experience of medical beauty products with netizens)
	□
	□
	□
	□
	□

	12. 在報章雜誌看到醫美產品的正面文章，會使我對醫美產品產生好感。
(Seeing positive articles about medical beauty products in newspapers and magazines will make me feel good about them)
	□
	□
	□
	□
	□

	13. 在網上他人對醫美產品的正面評價，會影響我的購買意
願。
(Positive reviews of medical beauty products by others online will affect my intention to purchase)
	□
	□
	□
	□
	□

	14.我認為醫美產品應有良好的信譽，並讓我感到信任。
(I think the medical beauty products should have a good reputation and make me feel trusted)
	□
	□
	□
	□
	□

	15. 我認為醫美產品應有專業醫生背書或肯定的形象。
(I think medical beauty products should have the endorsement or positive image of professional doctors) 
	□
	□
	□
	□
	□

	16. [bookmark: _Hlk45110302]我認為醫美產品應具有穩定的品質。   
(I think medical beauty products should have stable quality)                  
	□
	□
	□
	□
	□

	17. 我願意購買我信任的醫美產品那個品牌的保養品。
(I am willing to buy the other skin care products of the trusted medical beauty brand.)
	□
	□
	□
	□
	□

	18. 我認為購買醫美產品那個品牌的保養品符合我的需求。
(I think the skin care products of the trusted medical beauty brand can meet my requirement.)
	□
	□
	□
	□
	□

	19.9我願意推薦親朋好友購買醫美產品。
(I am willing to recommend relatives and friends to buy medical beauty products of my trusted brand.)
	□
	□
	□
	□
	□

	20.在可接受的價格下, 我會考慮購買醫美產品。
(At an acceptable price, I will consider buying medical beauty products.)
	□
	□
	□
	□
	□



1.  年齡	：□20歲或以下 □21 歲-30 歲 □31 歲-40歲   □41 歲-50 歲 □51 歲以上
       (Age)			(Aged 20 or below)	    (Aged 21 to 30)	  (Aged 31 to 40)	     (Aged 41 to 50)	  (Aged 51 or above)
2. 婚姻狀況：			□未婚			 □已婚  		□已離婚
(Marital Status)		     (Unmarried)			  (Married)			   (Divorced)
3. 性別	：□男性		  □女性
	(Sex)	    (Male)		   (Female)
4. 教育程度：	□預科或以下	   □文憑/證書課程	 □副學位課程  □學位課程
(Education level)    (Foundation level or below)  (Certificate/Diploma level)  (Associate Degree level) (Degree level or above)
～本問卷結束-感謝您的填寫，向您致以最誠摯之謝意～
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