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─Abstract─ 

The aesthetic medicine industry has witnessed remarkable growth in recent years, 

driven by rapid technological advancements, increasing consumer awareness of 
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physical appearance, and the widespread use of digital marketing platforms. Within this 

dynamic environment, pharmaceutical companies have increasingly adopted diverse 

marketing strategies to influence consumer attitudes and purchasing decisions related 

to aesthetic medical products and services. This study aims to examine the impact of 

pharmaceutical marketing strategies on consumer decision-making in the aesthetic 

medicine industry by analyzing the relationship between marketing activities and 

consumer behavior. The study adopted a descriptive-analytical approach and relied on 

a structured electronic questionnaire distributed to consumers of aesthetic medical 

products and services. A total of 210 valid responses were collected and analyzed using 

the Statistical Package for the Social Sciences (SPSS v.26) and AMOS v.26. The 

findings revealed a statistically significant positive relationship between 

pharmaceutical marketing strategies and consumer decision-making. The results further 

demonstrated that digital marketing, promotional activities, social media influence, 

product credibility, and marketing transparency play a critical role in shaping consumer 

perceptions and purchase intentions. In addition, the study highlighted that consumers 

are increasingly influenced by online reviews, influencer recommendations, and 

visually oriented advertising campaigns when evaluating aesthetic medicine products 

and services. The study concludes that effective and ethically responsible marketing 

strategies can enhance consumer trust, improve customer engagement, and strengthen 

the competitive position of pharmaceutical companies operating in the aesthetic 

medicine sector. Based on the findings, the study recommends that pharmaceutical 

companies adopt transparent, evidence-based, and customer-centered marketing 

practices while enhancing consumer awareness regarding the benefits and risks 

associated with aesthetic medical products and procedures. 

 

Keywords: Aesthetic medicine marketing, pharmaceutical companies, customer 

behavior, marketing influence, marketing strategies, statistical analysis, purchase 

decision-making, digital marketing. 

 
INTRODUCTION 

As the global health care industry experiences rapid changes, the promotion of aesthetic 

medicine has become a very changing part of this industry with the intersection of 

medical, business and social aspects to form a new model of integrating science and 

modern marketing (Atiyeh et al., 2020) . It has moved beyond the use of therapeutic or 

corrective procedures that addressed deformities or defects, and now is a growing 

industry driven by sophisticated marketing practices, where pharmaceutical companies 

and brands contend for the ability to create a customer's perception and to control their 

behaviour and purchasing decisions (Srivastava & Wagh, 2020) . 

The rapid advancement of technology, especially on the internet and social media, has 

changed dramatically the way clients and aesthetic service providers relate to each other 

(Dimitrios et al., 2023). Clients are more knowledgeable about their choices and are 
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often overwhelmed by the variety of advertisements around them (Lehnert et al., 2021). 

This evolution has led to a move away from traditional forms of communication, toward 

interactivity by means of the internet and/or social media, and immediate, direct impacts 

on consumer attitudes (Chang & Chang, 2023). 

Aesthetic medicine has presented numerous difficulties to the marketing sector when 

marketing the aesthetic medicine industry, including the necessity of addressing an 

ethical dilemma about balancing ethics versus financial goals (Qureshi et al., 2025). 

The marketing methods used within aesthetic medicine raise many ethical concerns, 

particularly about the promotional messages that customers receive concerning the 

integrity and transparency of those marketing materials (Rostamzadeh & Rahimi, 

2025). There is a particular concern when those marketing methods target a segment of 

the population that may be more influenced by social or psychological factors in relation 

to beauty standards and body image. Therefore, the continued promotion of thousands 

of products without providing adequate information could cause consumers to make an 

erroneous decision about purchasing a product due to false claims such as exaggerating 

the benefits of a product while belittling the possible effects of using that product. To 

overcome these issues, advertising and marketing may need additional regulations or 

oversight to protect consumers and maintain a level of fairness between the consumer’s 

right to receive information and the company's right to advertise their products. The 

marketing of skincare is one of the most critical elements of the aesthetic medicine 

industry, and it has improved significantly by using a combination of scientific accuracy 

and appealing to consumers in the marketing. Experience-based products must exhibit 

multiple dimensions of effectiveness, including their ability to create a positive mental 

framework for potential users, through various means of marketing activity, i.e., the 

usage of comprehensive marketing strategies that include digital marketing, utilizing 

influencers, developing product designs, promoting products in clinics, and capitalizing 

on online review sites and user generated experiences (Cuomo et al., 2020). This 

product evolution represents a shift away from a traditional marketing model based 

solely on recommendations from physicians towards a hybrid model that combines the 

medical endorsement of a product with social and digital marketing influences 

(Babatunde, 2024). 

In addition, studying consumer behaviour within the realm of aesthetics requires an in-

depth examination into the stages of a buyer's journey, from creating an awareness and 

interest level through the search for information to evaluating options until making 

decisions and post-purchase behaviour (Furquim et al., 2023). The stages involved are 

influenced by several different factors; including but not limited to psychological 

drivers, social influences/pressures, exposure to media and level of trust (with respect 

to doctor, brand or digital influencer) associated with the source providing information. 

In addition to the above, due to the emotionally charged nature of issues relating to skin 

and cosmetic appearance, consumers tend to be more open to responding to marketing 

communications related to their needs (Teixeira et al., 2023). 
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As a result, the importance of this study is twofold: first, its intention is to establish a 

comprehensive analytical framework that allows researchers to examine how aesthetic 

medicine is marketed by pharmaceutical companies with respect to the effects that those 

practices have upon customer behaviour; second, it seeks to bridge the "knowledge gap" 

created by the fragmentation of research conducted in various subject areas (marketing, 

medicine, psychology) by integrating these disciplines into a singular analytical model. 

By achieving these objectives, the proposed research will contribute to expanding the 

current level of scholarship within this newly established field while providing 

decision-makers with valuable insight into how they can develop more socially and 

ethically responsible marketing initiatives. 

This study contains four main parts; First, the introduction of the study methods 

including the research problem, purpose/significance, study objectives, and proposed 

conceptual framework. Second, the theoretical foundation by discussing the study 

variables and their dimensions. Third, the empirical foundation by testing the 

correlation and cause and effect hypotheses. Fourth, the conclusions and 

recommendations pulled from the study. 

RESEARCH METHODOLOGY 

Research Problem 

Recently, the aesthetic medicine industry has become larger due to rapid technological 

advances and because individuals are now more interested in their physical appearance. 

The rapid growth in this area has resulted in the changing of the aesthetic medicine 

industry into a dynamic and integrated sector that has medical, commercial and 

marketing dimensions. The growth of the aesthetic medicine industry has led to an 

increase in the marketing capabilities of pharmaceutical companies with respect to 

aesthetic medicine products and services (both via traditional and digital channels), in 

an environment of intense competition and constant change. However, along with this 

rapid growth, there are a variety of challenges associated with the nature of marketing 

practices and the degree to which they comply with ethical and professional standards. 

Increasingly, companies utilize aggressive marketing tactics to create customer 

perceptions and influence consumer behaviour. The problem is that when you market 

aesthetic medicine, it isn't just about providing medical or factual information but also 

how you use psychological, emotional, and social factors to influence someone's 

decision-making as a customer. This can be seen in the increasing usage of social media 

companies and influencer marketing where there could potentially be recommendations 

that may not have evidence-based science even though they seem like good information. 

Furthermore, having countless sources of information with varying degrees of 

reliability causes confusion for consumers in telling the difference between legitimate 

scientific sources compared to sources that are using marketing tactics to generate sales. 

These factors can create a negative impact on both the quality of the customer's purchase 
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decisions and their level of satisfaction regarding the results received. 

Although this matter is critical, it continues to be a challenge for pharmaceutical 

companies to employ balanced marketing techniques that allow them to leverage 

marketing promotions; be ethical in their business practices; build long-term and 

trusting relationships with patients; and increase market share. There has been an 

increased level of academic research about the marketing of aesthetic medicine. 

However, there continues to be a lack of understanding regarding how the marketing of 

aesthetic medicine affects customer behavior and, specifically, there is very little 

understanding of how this occurs in local contexts. This provides a need for analytical 

studies to be conducted to better define the relationship between aesthetic medicine 

marketing and customer behavior and to provide a better understanding of the 

dimensions and directions of this relationship. 

Consequently, this study seeks to answer some of the most pressing issues related to the 

main research question: To what degree do pharmaceutical companies affect consumer 

behaviour through their marketing of aesthetic medicine? 

This main question gives rise to several sub-questions, the most important of which are: 

1. What is the nature of the correlation between the marketing of aesthetic medicine 

and customer behavior?  

2. What is the nature of the impact of aesthetic medicine marketing on customers’ 

behavior, decisions, and attitudes? 

Significance of the Study 

Present studies hold a great degree of importance in that they are an integrated (both 

theory and practice) form of research. Additionally, a study in an area of research as 

highly complex and 

Academic Significance 

 

Alshurideh et al., 2023 Palić, 2025

 



186 

INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 18 No: 02 Year: 2026 ISSN: 1309-8055 (Online) (pp. 181-207) Doi: 10.34109/ijefs.2026180208 
 

 

 

 

Practical Significance 

 

 

 

Research Objectives 

 

 

 



187 

INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 18 No: 02 Year: 2026 ISSN: 1309-8055 (Online) (pp. 181-207) Doi: 10.34109/ijefs.2026180208 
 

 

 

 

Research Hypotheses 

First Main Hypothesis 

Second Main Hypothesis 

Research Methodology 
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Data Collection Methods and Sources 

 

 

Table 1: Reliability Measurement (Cronbach’s Alpha) for Study Variables 

Separately
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THEORETICAL FRAMEWORK 

Aesthetic Medicine Marketing 

Ethical Considerations in Marketing Cosmetic Surgery 
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EMPIRICAL SECTION 

Analysis of the Demographic Information of the Study Sample 

Table 2: Demographic Characteristics of the Study Sample 
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Description and Diagnosis of the Level of Research Variables 

 

Table 3: Weighted Means of the Research Sample Responses 
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Table 4: Descriptive Statistical Indicators of the Aesthetic Medicine Marketing 

Variable 



199 

INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 18 No: 02 Year: 2026 ISSN: 1309-8055 (Online) (pp. 181-207) Doi: 10.34109/ijefs.2026180208 
 

 

 

Table 5: Descriptive Statistical Results and Diagnosis of the Customer Behavior 

Variable 
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Hypothesis Testing 

 

Testing the Correlation Hypotheses between the Study Variables 

 

Figure 1: Structural model of the correlation relationship between the study variables 

using AMOS software (V.31) 



201 

INTERNATIONAL JOURNAL OF ECONOMICS AND FINANCE STUDIES 

Vol: 18 No: 02 Year: 2026 ISSN: 1309-8055 (Online) (pp. 181-207) Doi: 10.34109/ijefs.2026180208 
 

 

 

Table 6: Estimated Relationship Results 

Hypothesis Testing of the Effect Relationship 
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Figure 2: Structural model of the effect relationship between the study variables using 

AMOS software (V.31) 

Table 7: Results of effect estimation 

CONCLUSIONS 
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