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Executive summary
Dr Reborn, the Hong Kong biggest medical aesthetic service provider currently with biggest market share, has been successful in expanding their services and increasing their penetration to Hong Kong consumers. I have been working in this company for one and a half year from year 2011 to year 2013. This corporation was on list (stock code: 2138) since year 2015 and we can obtain internal and external data through their listing documents, interim report as to its customers, competitors, markets and products. We are going to discuss and analyze this company marketing strategy, critically evaluate its adopted strategies in segmentation, targeting and positioning, as well as critically appraise the efficacy of their marketing mix. Eventually, for the coming three years (year 2020 to year 2022), how they can improve with feasible and realistic recommendations on their marketing strategies. In conclusion, Dr Reborn can still maintain its prestige brand and keep its successful marketing strategy. Nevertheless, in the coming three years, we can expect the medical aesthetic market is of severe competition and building up new brand with medium price/high quality service can help it sustain its number one position in non-surgical medical aesthetic market.




Introduction

Botulinum toxin injection (including DYSPORT and BOTOX, which are the two most famous botulinum toxin brand globally) have remained the most frequently non-surgical aesthetic procedure performed in the world, with over five million procedures done in year 2013. They remained the top revenue-generating minimally invasive aesthetic procedures in Hong Kong. Botulinum toxin needed to be registered with the Pharmacy and Poisons Board of Hong Kong before it is injected into human body as It is classified as a pharmaceutical product. In Hong Kong, only registered medical practitioners can do the injections. Injection of botulinum toxin have many indications, including both clinically and cosmetically. Cosmetically it helps relieving the facial wrinkles, slimming the face and particular body parts, which female population still crazy about it. 

Background information
Dr Reborn is the biggest aesthetic medical service provider in Hong Kong in terms of revenue since year 2012. It ranked first in Hong Kong in terms of the number of aesthetic injection procedures performed involving top two revenue-generating aesthetic medications including Dysport and Botox since year 2014 till now. 
Dr Reborn was ranked number one in choice of brand preference when the consumers looking for one-stop medical aesthetic service centers, according to Frost & Sullivan consumer survey conducted in May 2015 in Hong Kong. Dr Reborn focused on high standards of client satisfaction, professionalism and safety. With its actively pursuing innovative branding and marketing strategies, it successfully build the reputation of Hong Kong aesthetic medical services premier provider. 

Situation Analysis
Macro-economics index
PEST
Political
More rigorous regulations in Hong Kong. In the past few years, several medical incidents happened and they lead to a changing regulatory environment in the medical aesthetic service field. The Hong Kong Government established a Steering Committee on Review of the Regulation of Private Healthcare Facilities to review the private healthcare facilities regulatory regime. Well-trained or doctor-driven aesthetic service medical providers are assumed to be beneficial due to compliance requirements.

The Hong Kong Zhuhai-Macau Bridge and the High Speed Rail (Hong Kong-Shenzhen-Guangzhou Link) have commenced operation in year 2018, there are more opportunities amongst Hong Kong retail market and medical tourism.

Economic
the Hong Kong economic market has been on an upward trend. According to Census and Statistics Department of Hong Kong, in year 2017, the per capita gross national income was $375000, compared to $289000 in year 2012, which meant the CAGR was 5.4%. Furthermore, at the female population aged between 20 to 29, the department recorded in year 2017, the median monthly employment earnings in this group was $13000, while in year 2011 it was $8800 only, which represented a CAGR of 6.7%.  It represents they have growing affordability.
The growth of aesthetic medical service market is mainly driven by the continuously increasing customer number and the growth of average consumer expenditure. In year 2011, there was approximately 191000 consumers receiving aesthetic medical service, with a CAGR of 10.7%, it was recorded 320000 consumers having this service in year 2016. It is expected the consumer number will increase at a CAGR of 5.7% during year 016 to year 2021.

Sociocultural (demographic)
We can see an increasing demand of medical aesthetic service, the ageing population will boost more demands for medical aesthetic services. Secondly, the influence of comparatively more developed medical aesthetic services markets like Japan and South Korea cannot be underestimated, it educates the consumers in Hong Kong to utilize more medical aesthetic services. Thirdly, continuously better Hong Kong living standards also stimulates the population paying more attention on maintaining beauty and youth.
The penetration rate of medical aesthetic services in Hong Kong is expect3ed to experience a rapid increase from year 2016 to 2021. The current penetration rate of Hong Kong was 4.3% in year 2016, which was still significantly lower than that of South Korea (18.9%), the USA (16%) and Japan (10.6%)
The appearance economy is catalyzed by social media, young generation are more willing to share the minimally invasive procedures effects in social media. The growing acceptance towards minimally invasive procedures is enhanced by the social media platform, which is recognized as a good online-to-offline promotion strategy.

Technological
Technology development of medical aesthetic services leads to better effectiveness and less downtime of the medical aesthetic procedures. In recent decades, technologies continue to evolve like intense pulsed light treatment for wrinkle reduction and skin rejuvenation, and face contouring through injectable products with transdermal delivery route. In the foreseeable future, these medical aesthetic services will be more acceptable by larger population.





Microeconomic index

Competitor Analysis (Source: Frost & Sullivan)
Medical aesthetic service providers can be classified by sector:
Public sector, mainly run by specialty clinics and medical aesthetic departments. The highly subsidized public hospitals and clinics provide eligible citizens with medical aesthetic services at relatively low prices. Nevertheless, such services mainly consist of reconstructive surgeries for patients suffering from serious illness such as skin burns. Due to the long-waiting time and limited service provision, people with less critical conditions usually choose providers in private sector.
Private sector providers can be divided into three types: independent medical aesthetic centres, chained-brand medical aesthetic institutions and medical aesthetic departments of private hospitals.
Independent medical aesthetic centres are set up and run by entrepreneurs or/and physicians who practice individually or in group. These centres are commonly located in commercial buildings and provide consultation and non-surgical services. Doctors reputation of such cerntres is vital to attract potential patients. They usually have smaller scales comparing to the later two types of private sector medical aesthetic services providers.
Chained-brand medical aesthetic institutions offer comprehensive services, including non-surgical services, surgical services and traditional beauty services to meet different needs of different customers. The brand image can help attract potential patients, while plastic surgeons and doctors could serve stores in different locations.
Medical aesthetic departments of private hospitals have a few in-house medical teams covering comprehensive specialties in medical aesthetic services. Plastic surgeries dominate the service majority. Physicians in these institutions commonly have rich experience and leverage hospital brand reputation to attract their patients.

There were over three hundred medical aesthetic centres providing non-surgical medical aesthetic services in Hong Kong in 2017. The top two market participants accounted for approximately 30% of market share while the aggregate market share for the third to fifth largest market participants accounted for 20.9% of market share in the same year. Dr Reborn accounted for 16.2% market share.

New entrants have entry barrier, which they do not have loyal customer group and they are not able to leverage the public to balance any negative incidents, while these incidents can ruin the efforts making in advance. Attracting the first batch of customers is of great issue to new entrants, they need to build up a positive brand image and widely spread via word of mouth. Brand reputation is a big obstacle for new entrants. Customers’ dissatisfaction, medical lawsuits, failure of medical aesthetic procedures incidents can badly affect the entire industry or particularly the brand reputation of individual medical aesthetic service providers.


Big working capital is also a big obstacle to new entrants. They need to spend a lot on rent service venues and purchase cutting-edge devices. Popular medical aesthetic service providers love utilizing celebrity spokes-persons as marketing tool and it is quite useful in Hong Kong medical aesthetic market. It can make their promoting services become visible and provide their desired target customers with instant recognition.  These activities require abundant cash flow to start and expand their business.
Medical professionals.

To capture new consumers, marketing activities, reputation, quality of treatment and services are important factors to help build up a good brand image.


The likely impacts in the coming 3 years

In macroeconomic index, medical aesthetic services require practitioners or doctors with proven skills and adequate experience to perform injections. The more rigorous regulations would lead to improvement of industry standard to hire medical aesthetic practitioners. There are limited registered doctors in Hong Kong (medical council website), where new entrants need to face the challenge of recruiting experienced practitioner with proven skills.
The demand for Hong Kong medical aesthetic services increase with the recovery of the number of PRC visitors to Hong Kong. 
The medical aesthetic devices and technology advancements contributes to higher procedures’ desired result and efficacy.
As the economic market can be foreseen on an upward trend, more customers can be expected in medical aesthetic field.
Hong Kong population is ageing , the aged 16-45 group would decrease in number, medical aesthetic services targeting older population seems to be a new trend to lead to bigger market share.
We expect newer technology will lead to safer and more customers being attracted to enter the medical aesthetic market.

In microeconomic index, Dr Reborn has a large loyal customer base and it can balance negative incidents better than other competitors. They have big working capital to keep their promoting services become visible. They can still keep expanding their business due to their competitive advantage over its competitors.

Chapter 3
STP
Segment of Dr Reborn
Segmentation helps to improve the investment return  (Hollensen 2015), and it also increases market efficiency, customer loyalty by grouping the customers on the basis of their similarity in the reactions towards varied marketing factors.
According to the Dr Reborn Interim Report 2018, we can see the corporation segment its customer by demographic characteristics: gender. 81.6% of its customer is female. 
Target of Dr Reborn
By more precisely defining who their target customer is, Dr Reborn can better choose advertising vehicles that will reach more of their target customers for less resources. The targeted female customer is aged 16 to 45, who are young female population. 

Positioning of Dr Reborn
Positioning is important for every business venture because transparent and advantageous position in the mind of the customers lead the business towards success. In the Pricing Strategies Matrix, Dr Reborn positioned themselves over premium quarter, with high price versus high quality. The customer always want the most ‘value for money products’. They need higher investments in terms of communications and advertising as the first purchase is most important at higher price.



Current  Marketing Mix (4P)
Product
As the top player in the medical aesthetic industry, the company offers a wide selection of aesthetic services. Such a product mix supports Dr Reborn vision statement and mission statement. Their consumer goods classification is specialty goods and services, with the marketing strategy typically stressed on informing where the service available locally, advertising strongly to promote brand uniqueness, high price and limited distribution. 
Products are a fundamental determinant of Dr Reborn’s brand and corporate image. The company is primarily known for its Botulinum Toxin and Filler treatments. For botulinum toxin and filler treatments, in product life cycle, they are at the growth stage in product life cycle, with high market growth rate, moderate technical change in product design, many competitors and high profitability. Dr Reborn’s strategic marketing objectives is still building share of market, with continue quality improvements of the treatment services, broad product line, reduced price, intensive marketing channels and keep high communications.

Price
With the high cost of medical aesthetic services in Hong Kong, price is among the highest concerns for prospective customers, especially this service is not under health insurance coverage. By positioning their brand at the best choice in medical aesthetic service, Dr Reborn’s  strategic pricing objective to maintain quality and service differentiation. They set premium pricing compared to their competitors to reinforce their prestige image, and this high price can cover high advertising, distribution and production costs of their medical aesthetic services.
The price for medical aesthetic service is relatively inelastic, Dr Reborn used customer-oriented methods instead of competition-oriented methods nor cost-oriented methods to set their price of their services. Their pricing method is to capture the value perceived by the customer.

Placement/Distribution of medical aesthetic services
Dr Reborn used selective retail coverage strategies to provide medical aesthetic services to their customers. The retail coverage is limited, with its strength to provide adequate coverage but not at expense of manufacturer-retailer cooperation. This fits the corporation’s customer as medical aesthetic services are infrequent purchased services. Their flagship stores are in most prosperous retail places like Mongkok and Causeway Bay in Hong Kong. Their working hours are from 11am to 8pm. They don’t open shop on Sunday and Public Holiday as the company found it hard to have registered doctors serving customers during that periods.


Promotion Mix
Advertising 
Dr Reborn has chosen both traditional media and new media to advertise the brand, it makes use of hierarchy-of-effect models move prospective buyers through a series of steps- awareness, comprehension, conviction, action to the ultimate goal of purchasing their medical aesthetic services. Traditional media like exhibition, newspaper and magazine (print media), radio are their advertising decisions. For new media, Dr Reborn used blogging, E-mail, social networks like facebook, wechat, search keywords and banner ads to advertise the brand. 
Personal selling
Dr Reborn uses personal selling to ensure their customers keep coming back and utilizing their medical aesthetic services at their locations. They are effective and the customers are very pleased with the service provided. This industry is well-suited to a push strategy, with well trained staffs, they can give lots of medical aesthetic information to the customers and help pushing the customers to utilize the services.
Sales promotion
Dr Reborn offers trade promotion like coupons and premiums. The coupons can instantly reduce the product price and make them more desirable to customers, and it can create awareness of the brand. Premiums incentivize customers to purchase the medical aesthetic service with a tangible benefit (in this case, a free laser facial treatment one week after the injection without extra charge), they make the services become more valuable to customers.
Public relations
With effective public relations, Dr Reborn can increase sales through favorable, nonpaid media coverage and enhance the company image. Public relations builds goodwill toward its business by raising its company's profile in the public eye. Dr Reborn specific goal is to increase sales through better customer service and relations, they  produces a newsletter on a regular basis that provides useful information to their customers.



Chapter 4 Recommendation and Conclusion

Based on the finding from situation analysis and marketing strategy, Dr Reborn can increase the medical aesthetic market share by building up new brand, penetrating the market by having a lower price, but still offering high value products. In the long run, by creating high priced variants, Dr Reborn can increase the market share. Penetration strategy is a tough strategy and Dr Reborn need to have a regular eye on the products quality which are being manufactured at low costs, 
•    High value (medium price/high quality): Conventional wisdom says that your price should surpass your product quality, since the implication is that your business will be able to turn a profit more easily. Yet, it may be worth it to offer a high-quality product at a slightly lower price upfront to build word of mouth.


Products

The new brand of Dr Reborn can diversify its product lines, the corporation satisfies market demand, improves its revenues, and spreads risk in its business. In terms of risk, a more diverse product mix reduces the company’s dependence on just one or a few market segments. They can increase the product line by new products like energy based devices and skin care products. The new brand will not depends on one or two renowned doctors to do the injections, they can train more doctors to do the injections, and also train more consultants to consult the cases before allowing the customer to take the medical services, as well as training therapists to do energy based devices and slimming body devices. The new products with lower price can attract more customers and improves its business stability. Although these new energy based devices have a high initial loading cost, Dr Reborn has high cash flow and it can afford to have these investments to boost the new brand.

Price
Dr Reborn’s new brand can allow customers service done by therapist instead of solely registered doctors. This is customer segment pricing, with some customers enjoy medical aesthetic services done by registered doctors, there are other customers like using lower price to receive similar aesthetic services done by therapist rather than registered doctors. Dr Reborn can develop more therapist based medical aesthetic services (energy-based devices like intense pulsed light and laser) with a lower price to attract more customers.

Placement/Distribution of medical aesthetic services
Medical Aesthetic services must be made available to customers to be effective. Dr Reborn can expand their working places with new clinics, centres and locations, they can lengthen their operating hours, from Monday to Sunday, from 10 am to 9pm, even can operate in public holiday include Luna new year holiday, though there are relatively less customers like having medical aesthetic services during this holiday, with less supporting staffs. However, this blue ocean market is worth putting resources to develop it. They can also offer same-day and walk-in appointments which provide convenience services to their customers to stand out from the competition. With therapists instead of registered doctors, Dr Reborn can have bigger sharing of the market.

Promotion Mix
Advertising
It can introduce the target market to its new brand with high value/medium price, and new applications, new product features and new products. Effective advertising can enable Dr Reborn new brand to nurture and create brand equity, with a competitive advantage once it establishes a distinctive trademark in the public eye. Furthermore, the new brand can repeat a message at strategic intervals, with right timing it can maximize its awareness-building efforts, repeating the message can increase the likelihood that the targeted customer will see the message at a time where she/he is open to hearing it. Moreover, by investing in a public presentation, the new brand can enhance customers’ perceptions of quality, permanence and legitimacy that they associate with the new brand.

Personal selling
Dr Reborn current personal selling promotion strategy can suit the new brand well and they can still use same personal selling technique to boost the market share.

Sales promotion
Joint Promotions
Joint promotions can be done both between brands owned by a single company, or between brands owned by separate companies. Joint promotions are easy if you know other business owners in a similar or related industry. Offer them some of your products or services to be bundled into a package at their business and offer the same bundle at yours. This is free promotion for each of you at the other owner’s business.

Discounted prices also can increase the speed of penetration to the market, especially the new brand is targeting customers buying medium price/high quality medical aesthetic services. 

Public relations
Publicity is free advertising. Dr Reborn can generate publicity through community activities. It can donate goods to charities, sponsor a charitable event to improve its image with the public. They can also announce winning a prestigious industry prize or award that’s widely recognizable.
These public relations help Dr Reborn communicates with different public variety like the suppliers, current employees, prospective employees, the community, the financial community and stockholders and the consumers.  

Conclusion
Dr Reborn can still maintain its prestige brand and keep on its successful marketing strategy. Nevertheless, in the coming three years, we can foreseen the medical aesthetic market is of severe competition and building up new brand with medium price/high quality service can help it sustain its number one position in non-surgical medical aesthetic market.
