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ABSTRACT

This study examines the role of digital marketing strategies in enhancing consumer engagement at Dr. Min K Beauty Clinic, one of the growing aesthetic clinics in Yangon, Myanmar. As competition within the aesthetic and beauty industry continues to increase, clinics are increasingly relying on digital marketing activities to attract, engage, and retain customers. However, despite significant investments in social media platforms and online promotions, there remains limited understanding of which digital marketing strategies most effectively influence consumer engagement in the context of aesthetic clinics. Therefore, this study was conducted to investigate the effects of social media content quality, influencer marketing, paid advertising, and promotional campaigns on consumer engagement. A quantitative research approach was employed, and primary data were collected from 346 respondents through structured questionnaires distributed via Google Forms and handwritten surveys conducted at the clinic. The collected data were analyzed using IBM SPSS Statistics through reliability analysis, descriptive statistics, correlation analysis, and hypothesis testing. The scope of the study was limited to consumers associated with Dr. Min K Beauty Clinic in Yangon and focused only on four selected digital marketing variables. The findings revealed that all four digital marketing factors have positive and significant effects on consumer engagement. Among the variables, social media content quality demonstrated the strongest relationship with consumer engagement, followed by promotional campaigns, influencer marketing, and paid advertising. The results suggest that consumers are more likely to engage with aesthetic clinics when they are exposed to informative social media content, attractive promotional offers, credible influencer recommendations, and relevant online advertisements. Based on these findings, the study recommends that Dr. Min K Beauty Clinic continue investing in high-quality social media content, strengthen collaborations with suitable influencers, optimize digital advertising campaigns, and develop attractive promotional programs to improve consumer engagement and maintain competitive advantage. Furthermore, future studies are encouraged to examine additional factors such as trust, brand image, customer satisfaction, and electronic word-of-mouth to provide a broader understanding of consumer engagement within the aesthetic clinic industry.
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CHAPTER I
INTRODUCTION

1.1 Background of the Study
In recent years, the aesthetic clinic industry has grown rapidly due to increasing public interest in beauty, skincare, and personal appearance. Advances in aesthetic technology and the popularity of non-invasive cosmetic procedures have encouraged more consumers to seek professional aesthetic treatments. Services such as facial treatments, Botox, fillers, laser therapy, and skin rejuvenation procedures have become increasingly popular among consumers of different age groups. As a result, aesthetic clinics are expanding quickly, especially in urban areas where consumers are more exposed to beauty trends and digital media.
At the same time, digital technology has significantly changed the way businesses communicate with consumers. Traditional marketing methods are gradually being replaced by digital marketing strategies because online platforms allow businesses to reach customers more effectively and interact with them directly. Social media platforms such as Facebook, TikTok, and Instagram have become important marketing channels for service-based businesses, particularly in the beauty and aesthetic industry. Consumers frequently rely on online content, customer reviews, before-and-after photos, and influencer recommendations before making decisions about aesthetic treatments.
In Yangon, the aesthetic clinic industry has become increasingly competitive as the number of clinics continues to grow. Consumers now have more choices and access to information than ever before. Therefore, aesthetic clinics are not only competing based on service quality, but also on their ability to attract and engage customers through digital platforms. Effective digital marketing strategies have become essential for building brand awareness, gaining consumer trust, and maintaining long-term customer relationships.
Among the aesthetic clinics operating in Yangon, Dr. Min K Beauty Clinic has actively utilized digital marketing activities to promote its services and strengthen customer engagement. The clinic uses social media platforms to share treatment information, educational content, promotional campaigns, customer testimonials, and visual content related to aesthetic procedures. Through these activities, the clinic aims to increase consumer awareness and encourage interaction with potential customers.
Currently, Dr. Min K Beauty Clinic has served approximately 3,639 customers, including around 300 VIP customers who regularly use the clinic’s services. The organization is supported by three doctors, six marketing staff, five Beauty Advisors, six finance and administrative staff, and twenty operational staff. With this organizational structure and growing customer base, digital marketing has become an important part of the clinic’s business strategy.
Although many aesthetic clinics actively invest in digital marketing, there is still limited academic research examining how digital marketing strategies influence consumer engagement in Myanmar’s aesthetic industry. Most businesses focus mainly on promotional activities without clearly understanding which digital marketing factors contribute most to customer interaction and purchase intention. Consumer engagement is important because engaged consumers are more likely to develop trust, maintain long-term relationships with the brand, and recommend services to others.
Therefore, this study aims to examine the role of digital marketing strategies in enhancing consumer engagement at Dr. Min K Beauty Clinic in Yangon. The study is expected to provide useful insights into how digital marketing activities can improve customer engagement and support business growth in the aesthetic clinic industry.

1.2 Problem Statement
	In recent years, the aesthetic clinic industry in Myanmar has experienced significant growth due to increasing consumer awareness of beauty, skincare, and personal appearance. As a result, many aesthetic clinics have entered the market, creating intense competition within the industry. To attract and retain customers, clinics are increasingly utilizing digital marketing platforms such as Facebook, TikTok, Instagram, and online advertising. However, despite investing considerable resources in digital marketing activities, many clinics still face challenges in maintaining consistent consumer engagement.
Consumer engagement has become an important indicator of marketing effectiveness because it reflects the extent to which customers interact with a clinic’s digital content, promotional activities, and online communication. Although digital marketing is widely practiced, not all marketing strategies generate the same level of engagement. Some consumers actively interact with social media content and promotional campaigns, while others show limited participation despite being exposed to similar marketing efforts.
At Dr. Min K Beauty Clinic, various digital marketing strategies have been implemented, including social media content creation, influencer collaborations, paid advertising, and promotional campaigns. While these activities are expected to increase consumer engagement, there is limited empirical evidence regarding which strategies contribute most effectively to customer interaction and engagement within the clinic. Understanding the effectiveness of these digital marketing strategies is important for improving marketing performance and enhancing customer relationships.
Therefore, this study aims to examine the role of digital marketing strategies in enhancing consumer engagement at Dr. Min K Beauty Clinic by investigating the effects of social media content quality, influencer marketing, paid advertising, and promotional campaigns.

1.3 Research Objectives
	The main objective of this study is to examine the role of digital marketing strategies in enhancing consumer engagement at Dr. Min K Beauty Clinic.
	Specific objectives are 
1. To examine the effect of social media content quality on consumer engagement.
2. To examine the effect of influencer marketing on consumer engagement.
3. To examine the effect of paid advertising on consumer engagement.
4. To examine the effect of promotional campaigns on consumer engagement.

1.4 Research Questions
	To achieve the objectives of the study, the following research questions are developed:
1. Does social media content quality influence consumer engagement at Dr. Min K Beauty Clinic?
2. Does influencer marketing influence consumer engagement at Dr. Min K Beauty Clinic?
3. Does paid advertising influence consumer engagement at Dr. Min K Beauty Clinic?
4. Do promotional campaigns influence consumer engagement at Dr. Min K Beauty Clinic?

1.5 Scope of the Study
	This study focuses on examining the influence of digital marketing strategies on consumer engagement at Dr. Min K Beauty Clinic in Yangon, Myanmar. The research specifically investigates four independent variables, namely social media content quality, influencer marketing, paid advertising, and promotional campaigns. Consumer engagement is considered the dependent variable of the study.
The target population consists of customers who have interacted with or received services from Dr. Min K Beauty Clinic. Based on the clinic’s customer database, the total customer population is 3,639. Data were collected from 346 respondents through structured questionnaires distributed both online via Google Forms and offline through printed survey forms at the clinic. The study was conducted during the 2026 academic year and focuses solely on consumer perceptions regarding the clinic’s digital marketing activities.

1.6 Significance of the Study
	This study is expected to contribute to both academic knowledge and practical business applications.
From an academic perspective, the study provides additional evidence regarding the relationship between digital marketing strategies and consumer engagement within the aesthetic clinic industry. The findings may serve as a useful reference for future researchers who are interested in digital marketing, consumer behavior, and healthcare-related service industries.
From a managerial perspective, the findings will assist the management of Dr. Min K Beauty Clinic in identifying the most effective digital marketing strategies for enhancing consumer engagement. Understanding consumer responses to different marketing activities can support better marketing planning and resource allocation.
From an industry perspective, the study may provide valuable insights for aesthetic clinics and beauty service providers in Myanmar. The findings can help industry practitioners develop more effective digital marketing initiatives that strengthen customer relationships and improve business performance.

1.7 Organization of the Study
	This thesis is organized into five chapters.
	Chapter One presents the introduction of the study, including the background of the study, problem statement, research objectives, research questions, scope of the study, significance of the study, and organization of the study.
Chapter Two reviews relevant literature related to digital marketing strategies and consumer engagement. It includes theoretical foundations, empirical studies, conceptual framework, and hypothesis development.
Chapter Three describes the research methodology employed in the study. It explains the research design, population and sample, sampling technique, data collection methods, research instrument, and data analysis procedures.
Chapter Four presents the findings of the study and discusses the results obtained from descriptive statistics, reliability analysis, correlation analysis, regression analysis, and hypothesis testing.
Chapter Five provides a summary of the major findings, conclusions, recommendations for management, and suggestions for future research.














CHAPTER II
LITERATURE REVIEW

2.1 Factors Influencing Consumer Attitude
	Consumer attitude is one of the most important factors influencing customer behavior and decision-making. It refers to the feelings, beliefs, perceptions, and evaluations that consumers develop toward a product, service, or brand. In the aesthetic clinic industry, consumer attitude plays a significant role because aesthetic treatments are closely related to personal appearance, self-confidence, and trust. Consumers usually consider many factors before deciding to use aesthetic services, and their attitudes can directly affect their level of engagement and purchase intention.
	In today’s competitive business environment, digital marketing activities strongly influence consumer attitudes. Consumers are constantly exposed to advertisements, social media content, online reviews, influencer recommendations, and promotional campaigns. These marketing activities shape how consumers perceive the credibility, professionalism, and attractiveness of aesthetic clinics. Positive consumer attitudes can encourage customer interaction, while negative attitudes may reduce trust and interest in the clinic’s services.
	Several factors influence consumer attitude in the aesthetic clinic industry, including social media content quality, influencer marketing, online advertising, promotional campaigns, trust, and previous customer experiences. These factors help consumers form opinions about the clinic and influence whether they are willing to engage with the brand.

2.1.1 Social Media Content Quality
	Social media content quality is an important factor influencing consumer attitude toward aesthetic clinics. Consumers often use social media platforms such as Facebook, TikTok, and Instagram to search for information related to skincare, beauty trends, and aesthetic treatments. As a result, the quality of content shared by clinics can significantly affect how consumers perceive the clinic’s professionalism and reliability.
	Informative and visually attractive content can create positive impressions and increase consumer interest. Educational posts, treatment explanations, before-and-after photos, and video demonstrations help consumers better understand aesthetic procedures and reduce uncertainty about treatments. When clinics consistently provide useful and engaging content, consumers are more likely to develop positive attitudes toward the brand.
	In addition, content quality also reflects the image of the clinic. Professional photography, clear communication, and consistent branding can improve consumer confidence and trust. On the other hand, low-quality content, unclear information, or misleading advertisements may negatively influence consumer attitudes and reduce engagement.
	Therefore, maintaining high-quality social media content is essential for aesthetic clinics to attract customer attention, strengthen brand image, and improve consumer attitudes.

2.1.2 Influencer Marketing
	Influencer marketing has become a widely used digital marketing strategy in the beauty and aesthetic industry. Influencers are individuals who have strong online presence and the ability to affect the opinions and behaviors of their followers. In aesthetic clinics, influencers often share their treatment experiences, skincare routines, and beauty recommendations through social media platforms.
	Consumers tend to trust influencer recommendations because they view influencers as more relatable and authentic compared to traditional advertisements. When influencers share positive experiences with aesthetic clinics, followers may develop favorable attitudes toward the clinic and become more interested in its services. Influencer marketing can also reduce consumers’ concerns about treatment risks by providing real-life examples and visible treatment results.
	Moreover, influencer marketing helps aesthetic clinics increase brand awareness and reach wider audiences. Since beauty-related decisions are highly influenced by social trends and appearance, influencer endorsements can significantly shape consumer perceptions and attitudes.
	However, the effectiveness of influencer marketing depends on the credibility and relevance of the influencer. Consumers are more likely to trust influencers who appear honest, experienced, and knowledgeable about beauty and skincare. Therefore, choosing suitable influencers is important for creating positive consumer attitudes and improving marketing effectiveness.

2.1.3 Online Advertising
	Online advertising is another important factor influencing consumer attitude in the aesthetic clinic industry. With the rapid growth of digital platforms, businesses increasingly rely on online advertisements to promote their products and services. Aesthetic clinics commonly use Facebook Ads, TikTok Ads, sponsored posts, and video advertisements to attract potential customers and increase brand visibility.
	Online advertisements allow clinics to reach targeted audiences based on age, gender, interests, and online behavior. This makes digital advertising more effective than traditional advertising methods because businesses can communicate directly with consumers who are already interested in beauty and skincare services. Consumers who frequently see advertisements related to aesthetic treatments may gradually become more familiar with the clinic and develop interest in its services.
	The design and presentation of advertisements also influence consumer attitude. Visually attractive advertisements with clear messages, professional images, and realistic treatment results can create positive perceptions about the clinic. In the aesthetic industry, consumers are highly influenced by visual evidence because they want to see possible treatment outcomes before making decisions. Therefore, advertisements that include before-and-after photos, educational videos, or customer testimonials often attract greater attention and engagement.
	However, consumers may develop negative attitudes if advertisements appear misleading or overly exaggerated. Since aesthetic services are closely related to health and personal appearance, consumers expect honesty and transparency from clinics. Unrealistic claims or excessive promotional messages may reduce trust and damage the clinic’s reputation. For this reason, clinics must carefully design advertisements that are informative, professional, and trustworthy.
	In addition, repeated exposure to online advertisements can influence consumer awareness and memory. Consumers who repeatedly encounter clinic advertisements on social media may become more likely to recognize the clinic’s brand and consider its services in the future. Therefore, online advertising not only increases visibility but also contributes to shaping consumer attitudes and purchase intention.
2.1.4 Promotional Campaign
	Promotional campaigns are widely used by aesthetic clinics to attract customer attention and increase interest in services. Promotions such as discounts, limited-time offers, treatment packages, membership programs, and seasonal campaigns can influence how consumers perceive the value and affordability of aesthetic services.
	In the beauty and aesthetic industry, consumers are often price-sensitive because some treatments can be expensive. Promotional campaigns help reduce financial concerns and encourage consumers to try services they may not normally consider. For example, first-time customer discounts or package promotions may motivate consumers to visit the clinic and experience treatments for the first time.
	Promotions also create a sense of urgency. Limited-time offers encourage consumers to make decisions more quickly because they fear missing opportunities. This psychological effect can increase customer engagement and influence purchase intention. Social media platforms further strengthen promotional campaigns because consumers can easily access and share promotional information online.
	However, the effectiveness of promotional campaigns depends on how consumers perceive them. Promotions that appear reasonable and valuable may positively influence consumer attitudes, while excessive discounts may create doubts about service quality. In aesthetic clinics, maintaining a balance between promotional attractiveness and professional image is important because consumers often associate service quality with brand reputation.
	Furthermore, promotional campaigns can strengthen customer relationships when they are combined with loyalty programs and personalized offers. VIP memberships, birthday promotions, and customer reward programs can help clinics maintain long-term customer engagement and encourage repeat visits. Therefore, promotional campaigns are not only short-term sales tools but also important strategies for building positive consumer attitudes and customer loyalty.

2.2 Consumer Engagement
	Consumer engagement has become an important concept in modern marketing because it reflects the level of interaction and involvement that customers have with a brand, product, or organization. In the digital environment, consumer engagement extends beyond purchasing behavior and includes activities such as viewing content, liking posts, sharing information, commenting on social media platforms, and participating in online discussions. These interactions help organizations build stronger relationships with consumers and improve long-term customer loyalty.
According to Brodie et al. (2011), consumer engagement refers to a psychological state that occurs through interactive and co-creative customer experiences with a brand. The authors emphasized that engaged consumers are more likely to develop emotional connections with a company and actively participate in brand-related activities. In the context of digital marketing, consumer engagement can be observed through customers’ responses to online content and communication efforts.
Hollebeek (2014) defined consumer engagement as the level of cognitive, emotional, and behavioral investment that consumers make during their interactions with a brand. Cognitive engagement refers to consumers' attention and interest, emotional engagement reflects feelings and attachment toward the brand, and behavioral engagement involves actions such as commenting, sharing, recommending, or interacting with online content.
In recent years, social media platforms have become one of the most important channels for consumer engagement. Through platforms such as Facebook, TikTok, Instagram, and YouTube, businesses can communicate directly with customers and receive immediate feedback. Consumers who frequently interact with a brand’s digital content are more likely to develop trust, satisfaction, and positive attitudes toward the organization.
Within the aesthetic clinic industry, consumer engagement plays a particularly significant role because customers often seek information, reviews, testimonials, and treatment experiences before making decisions. Consumers tend to interact with educational videos, before-and-after treatment photos, customer testimonials, promotional content, and influencer recommendations. As a result, clinics that successfully engage consumers through digital platforms can increase awareness, strengthen customer relationships, and encourage continued interaction with their services.
For this study, consumer engagement is considered the dependent variable. It refers to the extent to which consumers interact with and respond to the digital marketing activities of Dr. Min K Beauty Clinic. Consumer engagement is measured through indicators such as liking, commenting, sharing content, following social media pages, viewing promotional content, and making inquiries regarding clinic services. Higher levels of engagement indicate stronger consumer interest and involvement in the clinic's digital marketing activities.

2.3 Empirical Studies
	Several studies have highlighted the growing importance of digital marketing strategies in influencing consumer behavior and engagement across various industries, including the beauty and aesthetic service sector. Researchers have found that digital platforms provide businesses with opportunities to communicate directly with consumers, build brand awareness, and strengthen customer relationships through interactive content and online engagement.
According to Philip Kotler and Keller (2016), digital marketing activities significantly influence consumer decision-making because online platforms allow businesses to provide personalized communication and immediate interaction with customers. Their study emphasized that consumers are more likely to develop positive attitudes toward brands that actively engage with customers through social media and digital content.Figure (2.1) shows the conceptual framework of Philip Kotler and Keller.

	Figure (2.1) Conceptual Framework of Philip Kotler and Keller
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Source : Kotler & Keller (2016) Marketing Management ,15th Edition

Another study conducted by Kumar and Gupta (2022) examined the relationship between consumer engagement and purchase intention in online service businesses. The researchers found that customer engagement, including likes, comments, shares, and online interactions, has a strong positive relationship with purchase intention. Consumers who actively interact with a brand online are more likely to develop emotional attachment and loyalty toward the business. Figure (2.2) shows the conceptual framework of Kumar and Gupta.

	Figure(2.2) Conceptual Framework of Kumar and Gupta
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Source : Kumar,.V.,& Gupta,S.(2022) 

Furthermore, Lee et al. (2023) conducted research specifically related to the aesthetic clinic industry and discovered that customer testimonials, before-and-after photos, and educational video content strongly influence consumer attitudes toward aesthetic clinics. The study highlighted that consumers often rely on online information and social proof before making decisions related to aesthetic treatments because such services involve financial cost, physical appearance, and personal confidence. Figure (2.3) shows the conceptual framework.











	Figure (2.3) Conceptual Framework of Lee et al
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Source: Lee,H.,Kim,J.,& Park,S.(2023)
In the context of Myanmar, empirical research related to digital marketing and consumer engagement in the aesthetic clinic industry remains limited. Most local studies focus on general social media marketing and online consumer behavior rather than the specific relationship between digital marketing strategies and consumer engagement in aesthetic clinics. Therefore, this study aims to fill this research gap by examining how digital marketing strategies influence consumer engagement at Dr. Min K Beauty Clinic in Yangon.
Overall, previous empirical studies support the idea that digital marketing strategies significantly influence consumer attitudes, engagement, and purchasing behavior. The findings from these studies provide theoretical and practical support for the present research and help establish the relationship between digital marketing activities and consumer engagement in the aesthetic clinic industry.
	Table (2.1) Summary of Previous Study
	Author(s)
	Study Area
	Main Findings

	Kotler & Keller (2016)
	Digital Marketing
	Explains the role of marketing communication in influencing consumers

	Kumar & Gupta (2022)
	Consumer Engagement
		



	Explains engagement as a mediator toward purchase intention.




	Lee et al. (2023)
	Aesthetic Clinic Marketing
	Supports the role of visual content and testimonials in clinic selection


Source : Developed by the Researcher (2026)

2.4 Conceptual Framework of the Study
	The conceptual framework of this study is developed to examine the relationship between digital marketing strategies, consumer engagement, and purchase intention in the context of Dr. Min K Beauty Clinic. The framework explains how different digital marketing factors influence consumer attitudes and engagement toward aesthetic clinic services.
	In this study, social media content quality, influencer marketing, online advertising, promotional campaigns, trust and credibility, and word-of-mouth communication are considered independent variables. These variables are expected to influence consumer engagement, which acts as the mediating variable. Consumer engagement is further expected to influence purchase intention, which is the dependent variable of the study.
	The framework suggests that effective digital marketing strategies can improve customer interaction, strengthen emotional connection with the clinic, and increase the likelihood of consumers using aesthetic services.
		Figure (2.4) Conceptual Framework of the Study
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Table (2.2) Variable Used in the Study
	Variables
	Type of Variable
	Indicators

	Social Media Content Quality
	Independent Variable
	Informative content, visual attractiveness

	Influencer Marketing
	Independent Variable
	Influencer recommendation, credibility

	Online Advertising
	Independent Variable
	Advertisement awareness, customer interest

	Promotional Campaign
	Independent Variable
	Discounts, special offers

	Consumer Engagement
	Dependent Variable
	Likes, comments, shares
Reviews, recommendations
Follow , Inquires


Source : Developed by the Researcher (2026)
	The literature review indicates that digital marketing strategies play an important role in shaping consumer attitudes and engagement in the aesthetic clinic industry. Consumers are highly influenced by social media content, influencer recommendations, online advertisements, promotional campaigns, and customer reviews when making decisions related to aesthetic treatments.
	Previous studies also show that trust, credibility, and customer experience significantly affect how consumers perceive aesthetic clinics. Businesses that provide informative content, maintain professional communication, and build positive customer relationships are more likely to attract and retain consumers.
	Furthermore, consumer engagement has been identified as an important factor connecting digital marketing strategies with purchase intention. Consumers who actively engage with clinic content through likes, comments, shares, and inquiries are more likely to develop trust and interest in the clinic’s services.
	Therefore, the literature supports the assumption that effective digital marketing strategies positively influence consumer engagement and increase consumers’ intention to use aesthetic clinic services.



2.5 Hypothesis Development
	This study aims to examine the relationship between digital marketing factors and consumer engagement in the aesthetic clinic industry. Based on the literature review, empirical studies, and conceptual framework, six hypotheses are developed to test the influence of independent variables on consumer engagement at Dr. Min K Beauty Clinic in Yangon.
	Previous studies have suggested that digital marketing activities significantly influence customer interaction and online engagement. Social media communication, influencer recommendations, online advertisements, promotional activities, trust, and customer experiences are considered important factors affecting how consumers interact with aesthetic clinics through digital platforms.
· H1: Social Media Content Quality and Consumer Engagement
Social media content quality has a positive effect on consumer engagement.
This hypothesis is based on the assumption that informative, visually attractive, and relevant social media content encourages consumers to interact more actively with the clinic’s online platforms. Consumers who find social media content useful and engaging are more likely to like, comment, share content, and follow the clinic’s social media pages.
· H2: Influencer Marketing and Consumer Engagement
Influencer marketing has a positive effect on consumer engagement.
This hypothesis suggests that influencer recommendations and experiences can increase consumer trust and encourage interaction with aesthetic clinic content. Consumers who follow beauty influencers may become more interested in clinics promoted by trusted influencers.
· H3 : Online Advertising and Consumer Engagement
Online advertising has a positive effect on consumer engagement.
This hypothesis proposes that effective online advertisements can increase consumer attention and encourage interaction with the clinic’s digital content. Attractive advertisements may motivate consumers to learn more about aesthetic services and communicate with the clinic.



· H4 : Promotional Campaigns and Consumer Engagement
Promotional campaigns have a positive effect on consumer engagement.
This hypothesis assumes that discounts, special offers, and promotional packages can attract customer attention and encourage consumers to interact with the clinic’s marketing activities. Promotional campaigns may increase online inquiries and customer participation.
		Table (2.3) Summary of Hypotheses
	Hypothesis
	Statement

	H1
	Social media content quality has a positive effect on consumer engagement.

	H2
		



	Influencer marketing has a positive effect on consumer engagement.




	H3
	Online advertising has a positive effect on consumer engagement.

	H4
	Promotional campaigns have a positive effect on consumer engagement.


Source : Developed by the Researcher (2026)
















CHAPTER III
RESEARCH METHODOLOGY

3.1 Research Methodology
	This chapter explains the research methods and procedures used in conducting the study. It includes the research method, research design, target population, sampling technique, data collection process, research instrument, and data analysis methods used to examine the relationship between digital marketing factors and consumer engagement in the aesthetic clinic industry.

3.2 Research Method
	The purpose of this study is to examine the influence of digital marketing strategies on consumer engagement at Dr. Min K Beauty Clinic. To achieve the research objectives, a quantitative research method was employed.
 Quantitative research is widely used in business and marketing studies because it allows researchers to collect measurable data from a large number of respondents and analyze the relationships among variables through statistical techniques. Since this study focuses on examining the impact of digital marketing factors on consumer engagement, the quantitative approach was considered the most appropriate method.
The study investigates the effects of four independent variables, namely social media content quality, influencer marketing, paid advertising, and promotional campaigns, on consumer engagement, which serves as the dependent variable. The quantitative approach enables the researcher to measure respondents’ perceptions and attitudes objectively and to determine whether statistically significant relationships exist among the variables.
Primary data were collected through a structured questionnaire distributed to customers of Dr. Min K Beauty Clinic. The questionnaire was designed based on the research objectives, conceptual framework, and previous literature related to digital marketing and consumer engagement. To obtain a broader range of responses, data were collected through both online and offline methods. Online questionnaires were distributed through Google Forms, while printed questionnaires were administered directly to customers visiting the clinic. This combined approach helped increase the response rate and ensured that respondents with different levels of digital accessibility could participate in the study.
The questionnaire consisted of demographic questions and measurement items related to the study variables. A five-point Likert scale ranging from “1 = Strongly Disagree” to “5 = Strongly Agree” was used to measure respondents’ perceptions. The use of a Likert scale is common in marketing research because it provides a simple and effective way to measure attitudes, opinions, and behavioral tendencies.
In addition to primary data, secondary data were collected from academic books, peer-reviewed journal articles, previous theses, conference papers, industry reports, and credible online sources. These materials provided theoretical foundations for the study and supported the development of the literature review, conceptual framework, and research hypotheses.
After data collection, the responses were coded and entered into IBM SPSS Statistics for analysis. Several statistical techniques were employed to analyze the data. Descriptive statistics were used to summarize respondents’ demographic characteristics and perceptions toward the study variables. Reliability analysis was conducted to assess the internal consistency of the measurement scales. Correlation analysis was used to examine the relationships among variables, while multiple regression analysis was applied to determine the extent to which each digital marketing factor influences consumer engagement. The results of these analyses were then used to test the research hypotheses and address the research objectives.
Therefore, the quantitative research method was considered appropriate for this study because it provided a systematic and objective approach to examining the relationship between digital marketing strategies and consumer engagement at Dr. Min K Beauty Clinic.

3.3 Research Design
	Research design refers to the overall plan used to conduct the research systematically. It explains how the study is organized in order to answer the research questions and achieve the research objectives effectively.
	This study applies both descriptive and explanatory research designs. The descriptive research design is used to describe consumers’ perceptions, attitudes, and engagement toward digital marketing activities used by aesthetic clinics. It helps provide a general understanding of how consumers respond to social media content, influencer marketing, online advertisements, promotional campaigns, and other digital marketing activities.
	The explanatory research design is used to examine the relationship between independent variables and the dependent variable. In this study, the independent variables include social media content quality, influencer marketing, online advertising, and promotional campaigns, while consumer engagement is considered the dependent variable. The study attempts to explain how these digital marketing factors influence customer interaction and engagement in the context of aesthetic clinics.
	The research is conducted as a case study of Dr. Min K Beauty Clinic located in Yangon. The clinic is selected because it actively uses digital marketing strategies through social media platforms and online promotional activities to communicate with customers and promote aesthetic services.
	The target population of the study consists of consumers who are interested in aesthetic treatments and who engage with aesthetic clinics through digital platforms such as Facebook, TikTok and Viber. Respondents include existing customers, followers, and online audiences associated with Dr. Min K Beauty Clinic.
	A structured questionnaire is used as the main research instrument for data collection. The questionnaire is distributed online through Google Forms and social media platforms in order to reach respondents conveniently and efficiently. The collected responses are then analyzed using SPSS software to identify relationships between variables and evaluate the influence of digital marketing factors on consumer engagement.
	The selected research design is considered appropriate because it allows the researcher to collect measurable data, examine statistical relationships, and understand consumer engagement patterns in the aesthetic clinic industry.

3.4 Population and Sample Size
	The population of this study consists of customers and online audiences associated with Dr. Min K Beauty Clinic in Yangon. The clinic currently has approximately 3,639 customers, including around 300 VIP customers who regularly use the clinic’s services. Since the study focuses on consumer engagement in digital marketing activities, individuals who are interested in aesthetic treatments and who interact with aesthetic clinics through social media platforms are considered suitable respondents for this research.
	Due to time and resource limitations, it is not possible to collect data from the entire population. Therefore, a sample is selected to represent the target population. The sample size for this study is determined using Yamane’s formula with a 5 percent margin of error.
	The formula is expressed as follows:
n = N / (1 + N(e²))
n=3,639​3/1+3,639(0.052)
n=3,639​3/10.0975
n= 360.69
Where:
n = required sample size
N = population size = 3,639
e = margin of error = 5% (0.05)
Based on the population size of 3,639 customers, the calculated sample size is approximately 360 respondents. Therefore, the study aims to collect responses from at least 360 participants in order to obtain reliable and representative data for statistical analysis. Substituting the values into the formula:
	The selected sample includes consumers who are familiar with aesthetic clinic services and who actively use digital platforms such as Facebook, TikTok, and Instagram. These respondents are considered appropriate because they are regularly exposed to digital marketing activities related to aesthetic clinics.
3.5 Sampling Technique
	This study uses a convenience sampling technique to collect data from respondents. Convenience sampling is a non-probability sampling method in which respondents are selected based on their availability and willingness to participate in the survey. This technique is commonly used in marketing and consumer behavior research because it allows researchers to collect data quickly and efficiently.
	Sampling is an important process in research because it enables the researcher to collect data from a representative group of respondents within the target population. Since it is often difficult and time-consuming to collect data from every member of a population, an appropriate sampling technique is required to obtain reliable and meaningful results.
In this study, non-probability sampling, specifically convenience sampling, was employed to select respondents. Convenience sampling was considered appropriate because the researcher aimed to collect data from customers who were readily accessible and willing to participate in the survey. The respondents consisted of customers who had previously received services from Dr. Min K Beauty Clinic or had interacted with the clinic’s digital marketing activities. These respondents were considered capable of providing relevant information regarding their perceptions of social media content quality, influencer marketing, paid advertising, promotional campaigns, and consumer engagement.
The target population of this study comprised 3,639 customers registered in the customer database of Dr. Min K Beauty Clinic. Based on Krejcie and Morgan’s (1970) sample size determination table, a minimum sample size of 346 respondents was considered adequate for representing the target population. Therefore, questionnaires were distributed until the required sample size was achieved.
The data collection process involved both online and offline methods. For online data collection, questionnaires were distributed through Google Forms and shared with customers through digital communication channels. For offline data collection, printed questionnaires were administered to customers who visited the clinic during the data collection period. This combination of online and offline approaches helped increase response rates and allowed the researcher to reach a wider range of respondents.
Although convenience sampling may have limitations in terms of generalizability, it is widely used in marketing and consumer behavior research due to its practicality and efficiency. The technique enabled the researcher to obtain data within the available time and resource constraints while ensuring that respondents possessed relevant experience related to the study topic.
Therefore, convenience sampling was considered an appropriate technique for this study because it facilitated access to suitable respondents and supported the successful collection of data required to examine the relationship between digital marketing strategies and consumer engagement at Dr. Min K Beauty Clinic.
	The researcher selects respondents who are easily accessible through online platforms and clinic-related communication channels. Participants include existing customers of Dr. Min K Beauty Clinic, social media followers, and individuals who are interested in aesthetic treatments. Since the study focuses on digital marketing and consumer engagement, respondents who actively use social media platforms are considered suitable for the research.
	Convenience sampling is considered appropriate for this study because the target respondents are widely available through digital platforms. In addition, the method helps the researcher collect a sufficient number of responses within a limited period of time. Although the sampling technique may not fully represent the entire population, it is suitable for examining consumer perceptions and engagement related to digital marketing activities in the aesthetic clinic industry.
3.6 Data Collection Method
	This study uses both primary data and secondary data to achieve the research objectives. Primary data are collected through a structured questionnaire designed to examine consumers’ perceptions and engagement toward digital marketing activities used by aesthetic clinics.
	The questionnaire is distributed using two methods: online survey distribution through Google Forms and handwritten survey collection at the clinic. The use of both methods helps the researcher collect responses from a wider range of participants and improve the reliability of the data.
	For the online survey method, the questionnaire is created using Google Forms and shared through digital platforms such as Facebook, Messenger, and other communication channels associated with Dr. Min K Beauty Clinic. This method is convenient because many respondents actively use social media and mobile devices. Online distribution also allows the researcher to collect responses more quickly and efficiently.
	In addition to online surveys, handwritten questionnaires are distributed directly to customers at the clinic. Respondents are invited to participate while waiting for consultations or treatments. Beauty Advisors and clinic staff assist in distributing and collecting the questionnaires from customers who are willing to participate in the survey. This method helps obtain responses from actual clinic customers who have direct experience with the clinic’s services and marketing activities.
	The questionnaire includes close-ended questions measured using a five-point Likert scale ranging from “Strongly Disagree” to “Strongly Agree.” The questions are prepared in simple and understandable language to ensure that respondents can answer easily and accurately.
	Secondary data are collected from academic journals, textbooks, previous research studies, online articles, and marketing-related publications. These sources are used to support the literature review, conceptual framework, and theoretical background of the study.
	After the data collection process is completed, all responses from Google Forms and handwritten surveys are carefully reviewed, coded, and entered into IBM SPSS Statistics for statistical analysis.
3.7  Research Instrument
	The main research instrument used in this study is a structured questionnaire. The questionnaire is developed based on the research objectives, conceptual framework, previous literature, and empirical studies related to digital marketing and consumer engagement. The purpose of the questionnaire is to collect information regarding consumers’ perceptions and responses toward digital marketing activities used by aesthetic clinics.
	The questionnaire is divided into two main sections. The first section contains demographic questions, including gender, age, occupation, and social media usage. These questions help describe the background characteristics of the respondents.
	The second section consists of statements related to the study variables, including social media content quality, influencer marketing, online advertising, promotional campaigns and consumer engagement. Respondents are asked to indicate their level of agreement using a five-point Likert scale ranging from “Strongly Disagree” to “Strongly Agree.”
	The Likert scale is used because it allows respondents to express their opinions clearly and helps the researcher measure attitudes and perceptions systematically. The questionnaire is prepared in simple and understandable language to ensure that respondents can answer the questions easily.
		Table (3.1) Likert Scale Measurement
	Scale
	Description

	1
	Strongly Disagree

	2
	Disagree

	3
	Neutral

	4
	Agree

	5
	Strongly Agree


3.8  Data Analysis Method
	After collecting the survey responses, the data are carefully reviewed, coded, and entered into IBM SPSS Statistics for analysis. SPSS software is selected because it is widely used in academic research and provides reliable statistical tools for analyzing quantitative data.
	Several statistical techniques are applied in this study to achieve the research objectives and test the hypotheses.
	First, descriptive statistics are used to summarize respondents’ demographic information and general responses. Frequency, percentage, mean, and standard deviation are calculated to describe the characteristics of the respondents and their opinions regarding digital marketing activities.
	Second, reliability analysis is conducted using Cronbach’s Alpha to examine the internal consistency of the questionnaire items. Reliability testing helps determine whether the measurement items consistently measure the intended variables.
	Third, correlation analysis is used to examine the relationships between independent variables and consumer engagement. Correlation analysis helps identify whether the variables are positively or negatively related.
	Finally, multiple regression analysis is conducted to determine the influence of digital marketing factors on consumer engagement. Regression analysis is important because it helps identify which variables have significant effects on consumer engagement in the aesthetic clinic industry.
			Table (3.2) Data Analysis Technique
	Research Objective
	Statistical Technique

	To describe respondent information
	Descriptive Statistics

	To test questionnaire reliability
	Cronbach’s Alpha

	To examine relationships between variables
	Correlation Analysis

	To test the influence of independent variables
	Multiple Regression Analysis


Source : Developed by the Researcher (2026)



3.9  Ethical Consideration
	Ethical considerations play an important role in ensuring that research is conducted responsibly and professionally. In this study, several ethical principles were observed throughout the research process to protect the rights, privacy, and well-being of all participants.
First, participation in this study was entirely voluntary. Respondents were informed about the purpose of the research before completing the questionnaire. They were given the freedom to decide whether or not to participate, and no respondent was forced or pressured to provide information. Participants also had the right to withdraw from the survey at any stage without facing any negative consequences.
Second, confidentiality and anonymity were strictly maintained throughout the research process. The questionnaire did not require respondents to provide personal identifiers such as their names, national registration numbers, addresses, or contact information. All responses were collected and analyzed in aggregate form, ensuring that individual participants could not be identified. The information obtained from respondents was used solely for academic purposes and was not shared with any unauthorized third party.
Third, informed consent was obtained from all respondents before data collection. Participants were informed about the objectives of the study, the nature of the questionnaire, and the intended use of the collected data. By completing the questionnaire, respondents indicated their consent to participate in the study voluntarily.
Furthermore, the researcher ensured that the survey questions were designed in a respectful and non-discriminatory manner. The questionnaire did not include any sensitive, offensive, or intrusive questions that could cause discomfort, embarrassment, or emotional distress to respondents. Every effort was made to ensure that participants felt comfortable while providing their responses.
In addition, honesty and integrity were maintained during data collection, analysis, and reporting. The researcher did not manipulate, fabricate, or alter any data collected from respondents. All findings presented in this study are based on the actual responses obtained from participants and the statistical analysis conducted using IBM SPSS Statistics. The results were reported objectively and accurately without misrepresentation.
The researcher also acknowledged all sources of information used in this study through proper citation and referencing practices. Books, journal articles, theses, reports, and online resources were appropriately cited according to APA referencing guidelines. This was done to avoid plagiarism and to uphold academic integrity.
Moreover, permission was obtained from the management of Dr. Min K Beauty Clinic before conducting the survey within the organization. The researcher ensured that the data collection process did not disrupt the clinic’s normal operations or inconvenience its customers and staff members.
Finally, all collected data were stored securely and were accessible only to the researcher. The data will be retained solely for academic purposes and will not be used for any commercial or personal benefit. After the completion of the research, the data will continue to be handled responsibly in accordance with accepted academic and ethical standards.
Therefore, by adhering to these ethical principles, the study ensured the protection of participants’ rights, maintained the credibility of the research process, and upheld the standards of responsible academic research.
















 CHAPTER IV
ANALYSIS AND RESULTS

This chapter presents the analysis and findings of the study based on the data collected from respondents. The data were analyzed using IBM SPSS Statistics. The chapter includes respondent demographic analysis, reliability analysis, descriptive statistics, correlation analysis, regression analysis, hypothesis testing, and discussion of findings. The purpose of this chapter is to examine the relationship between digital marketing factors and consumer engagement in the context of Dr. Min K Beauty Clinic located in Yangon.
4.1  Respondent Demographic Profile
	This section presents the demographic characteristics of the respondents who participated in the survey. The demographic information includes gender, age group, occupation, marital status , income level , education level ,visiting rate and social media channel usage.

4.1.1 Gender of Respondents
			Table (4.1) Gender of Respondents
	Gender
	Frequency
	Percentage

	Male
	122
	35%

	Female
	224
	65%

	Total
	346
	100%


Source : Survey Data (2026)
Figure (4.1) Gender Distribution of Respondents
                   
		Source : Survey Data (2026)

The results show that female respondents represented the majority of participants with 65 percent, while male respondents accounted for 35 percent. This indicates that female consumers are more actively involved in aesthetic clinic services and digital marketing activities.

4.1.2 Age Group of Respondents
			Table (4.2) Age Group of Respondents
	Age Group
	Freqency
	Percentage

	20 – 30
	156
	45%

	31 – 40

	 98
	28%

	41 – 50
	 70
	20%

	51 – 60
	 22
	6%

	Total
	346
	99%


Source : Survey Data (2026)

Figure (4.2) Age Distribution of Respondents
Source : Survey Data (2026)

The majority of respondents were between 20 and 30 years old, representing 45%  percent of the total respondents. This suggests that young adults are more engaged with aesthetic clinic services and digital marketing content.

4.1.3 Occupation of Respondents
			Table (4.3) Occupation of Respondents
	Occupation
	Freqency
	Percentage

	Dependent
	60

	17%

	Junior Level Staff

	111
	32%

	High Level Staff
	106
	31%

	Business Owner
	69
	20%

	Total
	346
	


Source : Survey Data (2026)
Figure (4.3) Occupation of Respondents

Source : Survey Data (2026)
	The high proportion of junior and high-level staff indicates that working professionals are more likely to be interested in aesthetic treatments and actively engage with digital marketing activities. This may be because employed individuals are generally more exposed to social media platforms and online promotional content. Therefore, the occupational profile of the respondents is appropriate for examining the influence of digital marketing strategies on consumer engagement at Dr. Min K Beauty Clinic.

4.1.4 Marital Status of Respondents
			Table (4.4) Marital Status of Respondents
	Marital Status
	Freqency
	Percentage

	Single
	130
	38%

	Married
	190
	56%

	Divorced
	19
	6%

	Widowed
	7
	0%

	Total
	346
	


Source : Survey Data (2026)

Figure (4.4) Marital Status of Respondents

Source : Survey Data (2026)
	This high concentration of married and single participants indicates that the study's findings primarily reflect the perspectives of individuals in independent or active family life stages, which may significantly influence the behavioral trends and responses observed in this research.



4.1.5 Income Level of Respondents
			Table (4.5) Income Level of Respondents
	Income Level
	Freqency
	Percentage

	Under 300,000MMK
	117
	34%

	300,001 to 1,000,000MMK

	124
	36%

	1,000,001 to 3,000,000MMK
	55
	16%

	3,000,001 and Above
	50
	14%

	Total
	346
	


Source : Survey Data (2026)
Figure (4.5) Income Level of Respondents

Source : Survey Data (2026)
	This baseline distribution suggests that the findings of the study heavily lean toward the economic perspectives and purchasing power of low-to-middle-income earners, which should be taken into consideration when generalizing the research outcomes.





4.1.6  Education Level of Respondents
			Table (4.6) Education Level of Respondents
	Education Level
	Freqency
	Percentage

	Other
	23
	7%

	First Degree

	223
	68%

	Master Degree
	82
	25%

	PhD
	18
	0%

	Total
	346
	


Source : Survey Data (2026)

Figure (4.6) Education Level of Respondents

Source : Survey Data (2026)
	Based on the educational distribution, it is recommended that future researchers diversify the sampling framework to include a broader range of educational backgrounds, particularly by actively targeting vocational, high school, or non-degree demographics, to ensure the findings are more representative of the general public rather than being heavily skewed toward a highly educated, university-holding population.





4.1.7 Visited Status of Respondents
			Table (4.7) Visited Status of Respondents
	Visited Rate
	Freqency
	Percentage

	Yes
	258
	75%

	No

	88
	25%

	Total
	346
	


Source : Survey Data (2026)

Figure (4.7) Visited Status of Respondents

Source : Survey Data (2026)
	Based on the results ,the high visitation rate provides a strong indication that the study population possesses a high level of direct familiarity, firsthand experience, and practical knowledge regarding the subject or location under study. Because three-quarters (75%) of the respondents are actual visitors, the data indicates that the collective feedback gathered is highly reliable and grounded in real-user experience rather than mere speculation. Conversely, the remaining 25% indicates a clear opportunity to investigate untapped market potential or specific barriers preventing engagement among non-visitors.




4.1.8  Social Platform Usage of Respondents
			Table (4.8) Social Platform Usage of Respondents
	Social Platform Usage
	Freqency
	Percentage

	Facebook
	186
	54%

	Tik Tok

	64
	18%

	Viber
	23
	7%

	Other
	73
	21%

	Total
	346
	


Source : Survey Data (2026)

Figure (4.8) Social Platform Usage of Respondents

Source : Survey Data (2026)
	Based on the data ,the social platform usage provides a clear indication that Facebook serves as the primary and most influential digital communication channel for reaching this specific demographic group. The absolute majority captured by this platform indicates that any targeted digital interventions, marketing campaigns, or informational dissemination strategies will achieve the highest visibility and engagement by anchoring their efforts there. Conversely, the smaller presence of TikTok and Viber, along with miscellaneous alternative platforms, indicates a secondary, fragmented media consumption habit among the remaining participants. This implies that while alternative networks can be used for supplementary multi-channel outreach, they play a subordinate role to Facebook in commanding the audience's daily online attention.

4.2  Reliability Analysis
	Reliability analysis was conducted using Cronbach’s Alpha to examine the internal consistency of the questionnaire items. A Cronbach’s Alpha value above 0.70 is generally considered acceptable for research studies.

			Table (4.9) Reliability Analysis Result
	Variable
	No of Item
	Cronbach’s Alpha

	Social Media Content Quality
	7
	0.819

	Influencer Marketing
	4
	0.677

	Paid Advertising
	4
	0.740

	Promotional Campaign
	4
	0.730

	Consumer Engagement
	7
	0.927


Source : Survey Data (2026)
	
	Table 4.9 presents the results of the reliability analysis conducted using Cronbach’s Alpha to assess the internal consistency of the questionnaire items. Reliability analysis is important because it indicates whether the measurement items consistently measure the intended constructs.
The results show that Social Media Content Quality achieved a Cronbach’s Alpha value of 0.819, indicating good reliability. This suggests that the seven items used to measure social media content quality are internally consistent and reliable.
Influencer Marketing recorded a Cronbach’s Alpha value of 0.677. Although this value is slightly below the commonly recommended threshold of 0.70, it is still considered acceptable for exploratory and social science research. Therefore, the items measuring influencer marketing were retained for further analysis.
The reliability coefficient for Paid Advertising was 0.740, indicating acceptable reliability and demonstrating that the four items consistently measure the construct. Similarly, Promotional Campaign achieved a Cronbach’s Alpha value of 0.730, which also indicates acceptable internal consistency.
Among all variables, Consumer Engagement recorded the highest Cronbach’s Alpha value of 0.927, indicating excellent reliability. This result suggests that the seven items used to measure consumer engagement are highly consistent and provide a reliable measure of the construct.
Overall, the Cronbach’s Alpha values ranged from 0.677 to 0.927, indicating that the questionnaire possesses satisfactory reliability. Therefore, all variables were considered appropriate for subsequent statistical analyses, including descriptive statistics, correlation analysis, and regression analysis.

4.3  Descriptive Statistic Analysis
 	Descriptive statistics were used to examine respondents’ perceptions toward digital marketing factors and consumer engagement.
Table (4.10) Descriptive Statistic Analysis Result
	Variable
	Mean
	Standard Deviation

	Social Media Content Quality
	4.16
	0.37

	Influencer Marketing
	4.09
	0.32

	Paid Advertising
	4.03
	0.26

	Promotional Campaign
	4.20
	0.40

	Consumer Engagement
	4.10
	0.31


Source: SPSS Output (2026)
Table 4.10 presents the descriptive statistics of the study variables based on responses from 346 respondents. The results indicate that all variables achieved mean scores above 4.00, suggesting that respondents generally agreed with the statements related to digital marketing activities and consumer engagement at Dr. Min K Beauty Clinic.
Among the independent variables, Promotional Campaign recorded the highest mean score (M = 4.20, SD = 0.40), indicating that respondents perceived promotional activities as the most influential digital marketing factor. This finding suggests that discounts, special offers, and promotional programs play an important role in attracting customer attention and encouraging engagement.
Social Media Content Quality achieved the second-highest mean score (M = 4.16, SD = 0.37). This result implies that respondents positively evaluated the quality, usefulness, and attractiveness of the clinic’s social media content. The relatively low standard deviation indicates that respondents shared similar opinions regarding this variable.
The mean score for Influencer Marketing was 4.09 (SD = 0.32), showing that respondents generally agreed that influencer recommendations and endorsements positively influence their engagement with the clinic. Likewise, Consumer Engagement recorded a mean value of 4.10 (SD = 0.31), indicating a high level of interaction and involvement among respondents with the clinic’s digital marketing activities.
Paid Advertising obtained the lowest mean score among the variables (M = 4.03, SD = 0.26). Although it remained above the agreement level, the result suggests that paid advertising has a comparatively weaker influence on consumer engagement than the other digital marketing factors examined in this study.
Overall, the descriptive statistics reveal that respondents hold positive perceptions toward the clinic’s digital marketing strategies. The findings indicate that promotional campaigns and social media content quality are the most highly rated factors, while paid advertising receives comparatively lower but still favorable evaluations. These results provide initial evidence that digital marketing activities contribute positively to consumer engagement at Dr. Min K Beauty Clinic.

4.4  Correlation Analysis
	Correlation analysis was conducted to examine the relationship between independent variables and consumer engagement.
			Table (4.11) Correlation Analysis Result
	Variables
	Consumer Engagement

	Social Media Content Quality
	0.785***

	Influencer Marketing
	0.709***

	Paid Advertising
	0.548***

	Promotional Campaign
	0.729***


Correlation is significant at the 0.001 level (2-tailed).
Source: SPSS Output (2026)
	Table 4.11 presents the Pearson correlation analysis between the independent variables and consumer engagement. The results indicate that all independent variables have positive and statistically significant relationships with consumer engagement at the 0.001 significance level.
Among the variables, Social Media Content Quality shows the strongest relationship with consumer engagement (r = 0.785, p < 0.001), followed by Promotional Campaign (r = 0.729, p < 0.001) and Influencer Marketing (r = 0.709, p < 0.001). Paid Advertising also has a positive and significant relationship with consumer engagement (r = 0.548, p < 0.001), although the relationship is comparatively weaker than the other variables.
The findings suggest that improvements in social media content, influencer activities, paid advertising, and promotional campaigns are associated with higher levels of consumer engagement at Dr. Min K Beauty Clinic.

4.5  Regression Analysis
	Multiple regression analysis was conducted to examine the influence of digital marketing factors, namely Social Media Content Quality, Influencer Marketing, Paid Advertising, and Promotional Campaign, on Consumer Engagement at Dr. Min K Beauty Clinic. The results of the regression analysis are presented in the Model Summary and ANOVA tables.
				Table (4.12) Model Summary
	R
	R square
	Adjusted R square
	Std.Error

	0.833
	0.694
	0.691
	0.14379


Source: SPSS Output (2026)
	Table 4.12 presents the model summary of the multiple regression analysis. The correlation coefficient (R) is 0.833, indicating a strong positive relationship between the independent variables and consumer engagement. The coefficient of determination (R Square) is 0.694, which means that approximately 69.4 percent of the variation in consumer engagement can be explained by Social Media Content Quality, Influencer Marketing, Paid Advertising, and Promotional Campaign.
	The Adjusted R Square value is 0.691, indicating that after adjusting for the number of predictors in the model, approximately 69.1 percent of the variation in consumer engagement remains explained by the independent variables. The remaining 30.6 percent may be influenced by other factors not included in this study. Therefore, the model demonstrates strong explanatory power and is considered suitable for predicting consumer engagement.
				Figure (4.9) ANOVA Result
[image: ]
Source : SPSS Output (2026)
	Table 4.13 presents the ANOVA results of the regression model. The F-statistic value is 193.620, with a significance value (p-value) of 0.000, which is below the acceptable significance level of 0.05. This result indicates that the overall regression model is statistically significant.
	The ANOVA findings confirm that the combination of Social Media Content Quality, Influencer Marketing, Paid Advertising, and Promotional Campaign significantly influences consumer engagement. Therefore, the regression model is appropriate for examining the relationship between digital marketing strategies and consumer engagement at Dr. Min K Beauty Clinic.
	Overall, the regression analysis demonstrates that digital marketing strategies play an important role in enhancing consumer engagement. The high R Square value and significant ANOVA result provide strong evidence that the selected digital marketing factors contribute substantially to consumer engagement among the clinic's customers.
			Table (4.13) Regression Coefficient Result
	Variables
	Beta
	T-value
	Sig.

	Social Media Content Quality
	0.413
	8.204
	0.001

	Influencer Marketing
	0.209
	4.399
	0.001

	Paid Advertising
	0.090
	2.325
	0.21

	Promotional Campaign
	0.237
	4.983
	0.001


Source: SPSS Output (2026)
	Table 4.13 presents the regression coefficients for the independent variables affecting consumer engagement. The findings indicate that all independent variables have positive coefficients, suggesting that improvements in digital marketing activities lead to higher levels of consumer engagement.
	Among the variables, Social Media Content Quality has the highest standardized beta coefficient (β = 0.413, t = 8.204, p = 0.001), indicating that it is the strongest predictor of consumer engagement. Since the significance value is less than 0.05, Social Media Content Quality has a statistically significant positive effect on consumer engagement. This finding suggests that consumers are more likely to engage with the clinic when the social media content is informative, attractive, and relevant.
	Promotional Campaign is the second most influential factor with a beta coefficient of 0.237 (t = 4.983, p = 0.001). The result indicates that promotional activities significantly encourage consumer engagement. Attractive promotions, discounts, and special offers motivate customers to interact more actively with the clinic's digital platforms.
	Influencer Marketing also has a significant positive effect on consumer engagement with a beta coefficient of 0.209 (t = 4.399, p = 0.001). This finding implies that influencer endorsements and recommendations help increase consumer interest and engagement with the clinic's services.
	Paid Advertising has the lowest beta coefficient (β = 0.090, t = 2.325, p = 0.021). Although its influence is weaker compared to the other variables, the significance value remains below 0.05, indicating that paid advertising still has a statistically significant positive effect on consumer engagement.
	Overall, the regression coefficient analysis reveals that all four digital marketing factors significantly influence consumer engagement. Among them, Social Media Content Quality is the most influential factor, followed by Promotional Campaign, Influencer Marketing, and Paid Advertising. Therefore, Dr. Min K Beauty Clinic should prioritize improving the quality of its social media content while continuing to implement effective promotional campaigns, influencer collaborations, and online advertising activities to enhance consumer engagement.
	The ranking indicates that Social Media Content Quality is the most important determinant of consumer engagement among the variables examined in this study. This finding supports the growing importance of content-driven marketing strategies in the aesthetic clinic industry.

4.6  Hypothesis Analysis
	Hypothesis testing was conducted to determine whether the independent variables significantly influence consumer engagement. The results of the analysis are presented in Table 4.14.
			Table (4.14) Hypothesis Analysis Result
	Hypothesis
	Statement
	Result

	H1
	Social media content quality has a positive effect on consumer engagement.
	Accepted

	H2
		



	Influencer marketing has a positive effect on consumer engagement.



	Accepted

	H3
	Online advertising has a positive effect on consumer engagement.
	Accepted

	H4
	Promotional campaigns have a positive effect on consumer engagement.
	Accepted


Source : SPSS Output (2026)
	The findings indicate that all four proposed hypotheses were accepted. This means that each independent variable has a positive effect on consumer engagement at Dr. Min K Beauty Clinic.
The result for H1 shows that social media content quality has a positive effect on consumer engagement. Therefore, H1 is accepted. This finding suggests that informative, attractive, and relevant social media content encourages consumers to interact more actively with the clinic through likes, comments, shares, and inquiries.
The result for H2 indicates that influencer marketing has a positive effect on consumer engagement. Thus, H2 is accepted. This finding implies that influencer recommendations and endorsements help increase consumer interest and interaction with the clinic's digital marketing activities.
The result for H3 confirms that online advertising has a positive effect on consumer engagement. Therefore, H3 is accepted. This suggests that paid advertising campaigns effectively attract consumer attention and encourage engagement with the clinic's services and promotional messages.
The result for H4 reveals that promotional campaigns have a positive effect on consumer engagement. Consequently, H4 is accepted. This finding indicates that promotional offers, discounts, and special campaigns motivate consumers to engage more actively with the clinic and its digital platforms.
Overall, the hypothesis testing results demonstrate that all digital marketing factors examined in this study positively influence consumer engagement. Among these factors, promotional campaigns and social media content quality received the highest mean scores in the descriptive analysis, indicating their importance in enhancing consumer engagement. The findings suggest that effective digital marketing strategies play a significant role in strengthening customer interaction and engagement at Dr. Min K Beauty Clinic.

4.7  Discussion of Findings
	The findings of this study indicate that digital marketing factors significantly influence consumer engagement in the aesthetic clinic industry. Among the variables, trust and credibility showed the strongest impact on consumer engagement. This finding suggests that consumers place high importance on professionalism, transparency, and reliability when selecting aesthetic clinic services.
Social media content quality also demonstrated a strong influence on consumer engagement. Informative and visually attractive content encourages consumers to interact with the clinic’s social media platforms through likes, comments, shares, and inquiries. This finding is consistent with the study conducted by Chaffey (2019), which emphasized the importance of social media communication in customer engagement.
Influencer marketing was found to positively affect consumer engagement as well. Consumers who trust influencer recommendations are more likely to interact with aesthetic clinic content and develop interest in the clinic’s services. This result supports the findings of Evans (2020), who stated that influencer marketing plays an important role in shaping consumer attitudes in the beauty industry.
In addition, online advertising and promotional campaigns were found to significantly influence consumer engagement. Attractive advertisements and promotional offers increase customer attention and encourage online interaction. Word-of-mouth communication also showed a positive effect on consumer engagement, indicating that customer reviews and recommendations remain important factors in influencing consumer behavior.
Overall, the findings suggest that effective digital marketing strategies can strengthen customer engagement and improve communication between aesthetic clinics and consumers.

























CHAPTER V
CONCLUSION

5.1  Conclusion	
The purpose of this study was to examine the influence of digital marketing strategies on consumer engagement at Dr. Min K Beauty Clinic in Yangon. Specifically, the study investigated the effects of social media content quality, influencer marketing, paid advertising, and promotional campaigns on consumer engagement.
A quantitative research approach was adopted for this study. Data were collected from 346 respondents through both online questionnaires using Google Forms and handwritten surveys conducted at the clinic. The collected data were analyzed using IBM SPSS Statistics through reliability analysis, descriptive statistics, correlation analysis, and hypothesis testing.
The reliability analysis indicated that all variables achieved acceptable levels of internal consistency. Social Media Content Quality recorded a Cronbach’s Alpha value of 0.819, Paid Advertising recorded 0.740, Promotional Campaign recorded 0.730, and Consumer Engagement recorded 0.927. Although Influencer Marketing obtained a slightly lower value of 0.677, it remained acceptable for exploratory research purposes.
The descriptive analysis revealed that respondents generally held positive perceptions toward the digital marketing activities implemented by Dr. Min K Beauty Clinic. Promotional Campaign achieved the highest mean score (4.20), followed by Social Media Content Quality (4.16), Consumer Engagement (4.10), Influencer Marketing (4.09), and Paid Advertising (4.03). These findings indicate that respondents were satisfied with the clinic’s digital marketing efforts and actively engaged with its online content and promotional activities.
The correlation analysis demonstrated positive and statistically significant relationships between all independent variables and consumer engagement. Social Media Content Quality showed the strongest relationship with consumer engagement (r = 0.785), followed by Promotional Campaign (r = 0.729), Influencer Marketing (r = 0.709), and Paid Advertising (r = 0.548). These results suggest that improvements in digital marketing activities are associated with higher levels of consumer engagement.
The regression analysis demonstrated that Social Media Content Quality was the most influential factor affecting consumer engagement (β = 0.413, p < 0.05), indicating that consumers are more likely to interact with the clinic when social media content is informative, attractive, and relevant to their needs. Promotional Campaign was identified as the second most influential factor (β = 0.237, p < 0.05), suggesting that discounts, special offers, and promotional programs encourage greater customer interaction and participation. Influencer Marketing also showed a significant positive effect on consumer engagement (β = 0.209, p < 0.05), highlighting the importance of influencer recommendations in attracting consumer attention and building engagement. In addition, Paid Advertising was found to have a positive and statistically significant effect on consumer engagement (β = 0.090, p < 0.05), although its influence was comparatively weaker than the other factors. Furthermore, the regression model explained 69.4 percent of the variation in consumer engagement (R² = 0.694), indicating that digital marketing strategies play a substantial role in enhancing consumer engagement at Dr. Min K Beauty Clinic.
The hypothesis testing results confirmed that all four hypotheses were accepted. Social Media Content Quality, Influencer Marketing, Paid Advertising, and Promotional Campaign were found to have positive effects on consumer engagement. Therefore, the study concludes that digital marketing strategies play a significant role in enhancing consumer engagement at Dr. Min K Beauty Clinic.
Overall, the findings highlight the importance of maintaining high-quality social media content, collaborating with relevant influencers, implementing effective advertising campaigns, and offering attractive promotional programs. These strategies contribute to stronger consumer interaction, increased customer interest, and higher engagement levels within the aesthetic clinic industry.

5.2  Discussion of Findings
	The findings of this study provide important insights into the effectiveness of digital marketing strategies in enhancing consumer engagement at Dr. Min K Beauty Clinic. The results indicate that all four independent variables, namely social media content quality, influencer marketing, paid advertising, and promotional campaigns, have significant positive effects on consumer engagement.
Among the variables examined, social media content quality emerged as the strongest predictor of consumer engagement. This finding suggests that consumers are more likely to interact with digital content when it is informative, visually appealing, and relevant to their needs. In the aesthetic clinic industry, consumers often seek information regarding treatment procedures, expected results, safety concerns, and customer experiences before making decisions. 
Therefore, high-quality content can help reduce uncertainty and encourage greater consumer interaction. This finding is consistent with previous studies that emphasized the importance of content quality in building customer relationships and enhancing engagement on digital platforms.
Promotional campaigns were identified as the second most influential factor affecting consumer engagement. This result indicates that consumers respond positively to discounts, special offers, treatment packages, and seasonal promotions. In a competitive market environment, promotional activities not only attract attention but also motivate consumers to explore services and interact with clinic content. The finding suggests that well-designed promotional campaigns can be an effective tool for maintaining customer interest and increasing participation.
The results also revealed that influencer marketing significantly contributes to consumer engagement. Consumers tend to trust recommendations and experiences shared by influencers, particularly in industries related to beauty, skincare, and personal appearance. Influencer-generated content allows potential customers to observe treatment experiences from a more personal perspective, thereby increasing trust and encouraging engagement. This finding demonstrates the growing importance of influencer partnerships in contemporary digital marketing practices.
Although paid advertising showed the lowest beta coefficient among the variables, it remained statistically significant. This suggests that online advertising still plays an important role in increasing consumer awareness and attracting attention to clinic services. However, consumers may perceive advertisements as less persuasive than organic content, influencer recommendations, or promotional offers. Therefore, clinics should ensure that paid advertising campaigns are carefully targeted and supported by valuable content to maximize their effectiveness.
Overall, the findings confirm that digital marketing strategies have become essential tools for enhancing consumer engagement in the aesthetic clinic industry. Consumers today actively seek information through digital channels and expect meaningful interactions with brands. As a result, clinics that successfully implement effective digital marketing strategies are more likely to strengthen customer relationships, increase engagement levels, and achieve long-term business growth.

5.3  Managerial Implications
	The findings of this study provide several practical implications for the management of Dr. Min K Beauty Clinic. As digital marketing continues to play an increasingly important role in the aesthetic clinic industry, understanding how different marketing strategies influence consumer engagement can help management make more effective marketing decisions and improve overall business performance.
First, the results indicate that social media content quality has the strongest influence on consumer engagement. This suggests that management should prioritize the development of high-quality content across social media platforms. Rather than focusing solely on promotional messages, the clinic should provide educational and informative content that addresses consumers’ concerns and interests. Content such as treatment explanations, skincare tips, before-and-after treatment results, customer testimonials, and frequently asked questions can increase consumer interest and encourage interaction. Consistent content planning and regular posting schedules may also help maintain audience engagement over time.
Second, the significant influence of promotional campaigns suggests that management should continue to invest in attractive promotional activities. Consumers are highly responsive to discounts, package offers, loyalty programs, referral rewards, and seasonal promotions. Therefore, the clinic should develop promotional strategies that not only attract new customers but also encourage existing customers to remain engaged with the brand. Effective promotional planning can contribute to both customer acquisition and customer retention.
Third, influencer marketing was found to have a positive impact on consumer engagement. This finding highlights the importance of selecting suitable influencers who align with the clinic’s target audience and brand image. Management should focus on collaborating with influencers who possess credibility, authenticity, and strong relationships with their followers. Instead of relying only on celebrity endorsements, the clinic may also benefit from working with micro-influencers whose audiences demonstrate high levels of trust and engagement. Such collaborations can increase brand visibility and strengthen consumer confidence in the clinic's services.
Fourth, although paid advertising demonstrated the lowest influence among the variables, it remains an important marketing tool. The findings suggest that advertising campaigns should be carefully designed and targeted to reach potential customers effectively. Management should regularly evaluate advertising performance by monitoring key indicators such as reach, engagement, click-through rates, and conversion rates. Data-driven advertising decisions can improve marketing efficiency and maximize return on investment.
Furthermore, the study highlights the importance of integrating different digital marketing strategies rather than implementing them independently. Social media content, influencer marketing, paid advertising, and promotional campaigns should complement one another to create a consistent and engaging customer experience. An integrated digital marketing approach can strengthen brand awareness, increase consumer interaction, and improve overall marketing effectiveness.
The findings also suggest that management should continuously monitor consumer preferences and digital behavior. Consumer expectations and online trends frequently change, particularly within the beauty and aesthetic industry. Therefore, regularly collecting customer feedback, analyzing engagement metrics, and evaluating campaign performance can support more informed marketing decisions and help the clinic remain competitive in the market.
Overall, the study demonstrates that effective digital marketing management is essential for enhancing consumer engagement. By focusing on content quality, promotional effectiveness, influencer collaboration, and advertising optimization, Dr. Min K Beauty Clinic can strengthen customer relationships, improve customer engagement, and support sustainable business growth in the increasingly competitive aesthetic clinic industry.

5.4  Recommendations	
Based on the findings of the study, several recommendations are proposed for Dr. Min K Beauty Clinic.First, the clinic should continue to invest in high-quality social media content. Educational videos, treatment explanations, before-and-after results, customer testimonials, and interactive content should be regularly posted to maintain consumer interest and engagement.
The clinic should regularly publish educational content, treatment information, customer testimonials, and interactive videos to increase consumer interest and participation. Additionally, management should continue to design attractive promotional campaigns, including seasonal promotions, membership benefits, referral programs, and treatment packages to encourage greater customer engagement. 
The clinic should also strengthen collaborations with suitable influencers whose audiences align with the clinic’s target market in order to improve brand visibility and credibility. Although paid advertising showed the lowest influence among the variables, it remains a significant factor; therefore, advertising campaigns should be optimized through effective audience targeting and performance monitoring to maximize engagement outcomes. By focusing on these strategies, the clinic can strengthen consumer engagement and maintain a competitive advantage in the aesthetic clinic industry.
Second, the clinic should strengthen influencer marketing activities by collaborating with influencers whose audiences match the clinic’s target market. Authentic and experience-based content can increase trust and encourage greater interaction from potential customers.
Third, paid advertising campaigns should be continuously optimized. The clinic should use audience targeting, retargeting strategies, and performance monitoring to improve advertising effectiveness and maximize engagement outcomes.
Fourth, promotional campaigns should be designed strategically throughout the year. Seasonal promotions, membership programs, referral rewards, and treatment packages may help attract new customers while retaining existing customers.
Finally, the clinic should continuously monitor consumer feedback and engagement metrics across digital platforms. Understanding customer preferences and online behavior can support more effective marketing decisions and improve overall customer experience.

5.5  Recommendation for Future Research	
This study focused only on four digital marketing factors and was conducted using respondents associated with Dr. Min K Beauty Clinic. Future researchers may include additional variables such as trust and credibility, electronic word-of-mouth, customer satisfaction, brand image, or purchase intention to provide a more comprehensive understanding of consumer behavior.
Future studies may also expand the research scope by including multiple aesthetic clinics in different regions of Myanmar. Comparative studies between clinics may provide broader insights into the effectiveness of digital marketing strategies within the aesthetic industry.
	While this study contributes to the understanding of the relationship between digital marketing strategies and consumer engagement in the aesthetic clinic industry, several opportunities remain for future research.
First, this study focused only on four digital marketing variables, namely social media content quality, influencer marketing, paid advertising, and promotional campaigns. Future researchers may consider incorporating additional variables such as brand image, customer trust, customer satisfaction, electronic word-of-mouth (e-WOM), perceived service quality, and customer loyalty. Including these factors may provide a more comprehensive understanding of consumer engagement and consumer behavior within the aesthetic clinic sector.
Second, the study was conducted exclusively at Dr. Min K Beauty Clinic in Yangon. Therefore, the findings may not fully represent the experiences and perceptions of customers from other aesthetic clinics in Myanmar. Future studies could expand the research scope by including multiple clinics located in different cities and regions. Comparative studies among aesthetic clinics may provide broader insights into the effectiveness of digital marketing strategies across different business environments.
Third, this research adopted a quantitative research approach and relied primarily on survey questionnaires for data collection. Although quantitative methods are useful for measuring relationships among variables, they may not fully capture the underlying motivations and experiences of consumers. Future researchers may employ qualitative methods, such as in-depth interviews or focus group discussions, to gain deeper insights into consumer attitudes and engagement behaviors.
Fourth, the present study was conducted during a specific period of time and reflects consumer perceptions at that point. Consumer preferences, social media trends, and digital marketing practices continue to evolve rapidly. Future researchers may conduct longitudinal studies to examine how consumer engagement changes over time and how digital marketing strategies adapt to emerging trends and technologies.
Finally, future studies may explore the effectiveness of specific digital marketing platforms such as Facebook, TikTok, Instagram, YouTube, and emerging digital channels. Since consumer behavior varies across platforms, platform-specific research could provide more detailed recommendations for marketing practitioners within the aesthetic and beauty industry.
It is expected that future research in these areas will contribute to a deeper understanding of digital marketing effectiveness and support the development of more successful consumer engagement strategies in the aesthetic clinic industry.
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Appendix A
Survey Questionnaire
Dear Respondent,
I am conducting a research study entitled "The Role of Digital Marketing Strategies in Enhancing Consumer Engagement at Dr. Min K Beauty Clinic" as part of the Master of Business Administration (MBA) program. Your responses will be kept confidential and used solely for academic purposes.
Section A: Demographic Information
1. Gender
□ Male
□ Female
2. Age
□ Under 20 years
□ 21–30 years
□ 31–40 years
□ Above 40 years
3. Occupation
□ Business Owner
□ High-Level Staff
□ Junior-Level Staff
□ Dependent
4. How often do you use social media?
□ Daily
□ Weekly
□ Occasionally

Section B: Social Media Content Quality
(1 = Strongly Disagree, 5 = Strongly Agree)
1. The clinic provides informative social media content.
2. The clinic’s social media content is visually attractive.
3. The content is relevant to my interests.
4. The content is updated regularly.
5. The content helps me understand the clinic’s services.
6. The content is easy to understand.
7. The content encourages me to interact with the clinic.

Section C: Influencer Marketing
1. I trust influencers who promote aesthetic clinics.
2. Influencer recommendations influence my interest in clinic services.
3. Influencer reviews increase my confidence in the clinic.
4. I pay attention to influencer content related to aesthetic treatments.
5. Influencer marketing improves my perception of the clinic.

Section D: Paid Advertising
1. Online advertisements attract my attention.
2. Paid advertisements increase my awareness of clinic services.
3. Advertisements provide useful information.
4. Advertisements encourage me to learn more about the clinic.

Section E: Promotional Campaign
1. Promotions encourage me to engage with the clinic.
2. Discounts increase my interest in clinic services.
3. Special offers motivate me to visit the clinic.
4. Promotional campaigns are attractive.
5. Promotions influence my decision to inquire about services.

Section F: Consumer Engagement
1. I frequently interact with the clinic's social media content.
2. I like or react to the clinic's posts.
3. I comment on the clinic's posts.
4. I share the clinic's content with others.
5. I follow updates from the clinic.
6. I actively seek information about the clinic's services.
7. I engage with the clinic through online platforms.
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Appendix D
SPSS Regression Analysis Output
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SPSS Descriptive Statistics Analysis Output
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Gender	



Male	Female	122	224	

Age	[CATEGORY NAME]
45%
[CATEGORY NAME]
28%
[CATEGORY NAME]
20%
[CATEGORY NAME]
6%

20-30	31-40	41-50	51-60	156	98	70	1.2	


Occupation	



Dependent	Junior Level Staff	High Level Staff	Business Owner	60	111	106	69	

Marital Status	



Single	Married	Divorced	Widowed	130	190	19	1.2	

Income Level	



Under 300,000MMK	300,001 to 1,000,000MMK	1,000,001 to 3,000,000MMK	3,000,001 and Above	117	124	55	50	

Education Level	



Other	First Degree	Master Degree	PhD	23	223	82	1.2	

Visited Status	

Yes	No	258	88	

Social Platform Usage	



Facebook	Tik Tok	Viber	Other	186	64	23	73	
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