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1. Research problem and justification of the study 

Aesthetic medicine is relatively new and dynamically developing field of medicine in Poland. 

The main aim of those medical procedures is to create the most suitable long terming 

treatment plan to achieve the best way of aging appearance by noninvasive or minimally 

invasive treatments, to provide the with patients subjective well-being (Boon and Tan, 2007). 

Aesthetic medicine is a multidisciplinary field it connects elements of dermatology, cosmetic 

surgery odontology, cosmetology, phlebology, gynecology, endocrinology, and many more. 

Currently, there is no one and highly content definition of aesthetic medicine. Moreover, 

every year, due to the growing interest of patients with minimally invasive treatments the 

number of facilities constantly increases. Nonsurgical treatments such as injections of 

botulinum toxin type A, hyaluronic acid, and laser treatments have been the fastest-growing 

aesthetic and cosmetic services over the few years (Vlahos and Bove, 2015). The development 

of the aesthetic medicine market in Poland will be affected by economic factors such as GPD 

growth, private consumption growth, salary increase, and drop in unemployment, as well as 

trends to well-being. 

The international market leader of aesthetic medicine procedures is the Asian market, 

which surpassed the European and American by value constituting 44% of the global market. 

Polish market specification of aesthetic medicine services, especially the relatively high cost 

of the procedures, no refoundation and subjectivity in the assessment of the patient’s 

appearance, and also a suitable selection of proper services gets the crucial impact of selection 

and purchase aesthetic medicine services and might be different on the other markets (Bakus 

and ot., 1991). It is worth paying attention that aesthetic medicine procedures are fraught the 

risk after treatment complications. This means that the decision-making process to purchase 

services is subjected to detailed consideration (D’Amico and ot., 2008).  The lecture analysis 

contains consumer behavior in the aesthetic medicine market in Poland and the world 

indicates the research gap concerning segments of aesthetic medicine services. In the case of 

cosmetic surgery papers studies are more full-field such as consumer behavior, consumer 

approach and satisfaction determinants are well known. The research gap mainly concerns 

the identification, analysis, assessment, and modeling of both premises for using aesthetic 

medicine services, the determinants of the decision-making process, as well as satisfaction 

and dissatisfaction.  
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Consumer behavior in the aesthetic medicine market is for the following reasons:  

• lack of a clear aesthetic medicine definition which causes difficulties in the classification 

and typology of services, 

• aesthetic medicine is a relatively new field of medical services, 

• aesthetic medicine services are a taboo subject, so conducting consumer surveys involves 

the risk of refusing a response, which causes limited sample size. 

The expectations and preferences of consumers in aesthetic medicine markets are higher 

and higher, increasingly diverse, and less predictable. What is worth noticing, the patients may 

still wrongly recognize the aesthetic medicine market. This field of medical services had to 

accept the challenge of responding to the patient’s needs, such as from chronic diseases or 

oncological patients (Tejero, 2019).  

Despite the indicated restrictions, it is worth noting that the market of aesthetic medicine 

services, and in particular the behavior of the demand side of this market, is a highly 

interesting research area in Poland and the world. 
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2. Research objectives and hypotheses 
 

The advanced research process implemented in the dissertation was aimed at identifying 

the purchasing behavior of consumers of aesthetic medicine market. One of the aim research 

aspects was a diagnosis of the premises that guide consumers to follow aesthetic medicine 

procedures, identification of the most popular aesthetic medicine services, and also 

identification of the information sources which provide the foundation for aesthetic medicine 

service selection.     

The main aim of the dissertation: 

Identification, determining, and evaluation of meanings of the determinants of consumer 

behavior in the aesthetic medicine market.  

The specific objectives:  

1. Identification and assess the importance of sources of information on aesthetic medicine 

services in consumer decision-making.  

2. Diagnosis and indications are the most popular, and the most frequently chosen aesthetic 

medicine services by consumers.  

3. Identify the most important buying determinants of aesthetic medicine sources. 

4. Evaluation of the satisfaction level of consumers who use aesthetic medicine services.  

5. Estimation of the loyalty level of consumers who use aesthetic medicine services includes 

clinics of aesthetic medicine services.  

6. Identification of marketing communications tools used by aesthetic medicine clinics that 

influence the consumer buying decisions. 

The dissertation includes the following research hypothesis: 

H1: The competence of the specialist performing aesthetic medicine services is the essential 

determinant of consumer buying decisions in Poland.  

H2: Price is not the crucial determinant during decision-making and purchase of aesthetic 

medicine services.  

H3: Demographic variables such as gender, age, and occupation determine the choice and 

purchase of aesthetic medicine services. 

H4: The most important source of information during the decision-making on the aesthetic 

medicine services is recommendations of other users (‘word of mouth’). 
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3. The scope of the research undertaken to achieve the purpose 
 

The dissertation is an empirical and theoretical study.  Theoretical principles are based on 

analysis of secondary sources, literature query, and analysis of already taken to research and 

studies on the aesthetic medicine market. On the other hand, to fulfill the main and specific 

aims and creating the full identification and analysis of the objective scope requires 

conducting an advanced research process, including both quantitative and qualitative 

methods. In the research process, preliminary (pilot) research and main research were carried 

out in the 3 stages.  

In the first stage of the research process (pilot study), the non-probabilistic techniques for 

the selection of the test sample used targeted selection. This technique consists of selection 

a sample according to the subjective assessment of the investigator. The study population was 

the patients of the Aesthetic Medicine Clinic of Sebastian Kuczyński in Poznań. This stage of 

research used individual questionnaire interviews (N=100). The study was carried out in the 

time range of March 2018. The research aimed to make a verification of the research tool and 

research the risk assessment of the main study including refuses to answer the questions. 

The second stage of the research (main study I) was conducted by the individual 

questionary interview in population of the consumer of aesthetic medicine services, N = 745, 

also targeted selection. Medical facilities are located in Poznań, Łódź, Gdynia, Warsaw, and 

Cracow. Moreover, the duration of the medical facility minimum 5 years, and the number of 

patients/ consumers must exceed 500 patents yearly. As part of the research process, the 

population has been divided according to the following criteria such as: age, gender, and use 

of aesthetic medicine services in chosen medical facilities. The responders must declare that 

they already used aesthetic medicine treatments. The time range was March to October 2019.  

Third stage of the research (main study II) was conducted through in-depth individual 

interviews (N=20). This study used a non-random selection of aesthetic medicine medical 

doctors. The population of the study was medical doctors during the XX International Congress 

of Aesthetic Medicine Polish Society of Aesthetic Medicine and Anti-Aging in Warsaw and XXI 

5 Continent – Congress Barcelona. Spatial scope – Warsaw, Cracow, Łódź, Poznań, Gdynia, 

Great Britain, Bulgaria, USA, United Arab Emirates. Time range – August 2019 and September 

2019.  
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4. Structure of the dissertation  
 

The dissertation consists of four chapters preceded by an introduction and completed with 

the work summary. The first chapter is theoretical and empirical, and it is focused on the 

characteristics of the aesthetic medicine market.  Includes concept, scope, and development 

of aesthetic medicine service compared to aesthetic medicine services in the world. This 

chapter describes the objective and subjective structure of aesthetic medicine services 

compared to the health services market in Poland and European Union. The considerations on 

the aesthetic medicine market have been completed with a discussion of trends and prospects 

for its development. Chapter one is based on the information in the literature on the subject, 

legal acts, statistical data published by the Central Statistical Office, as well as Internet sources. 

The second chapter focuses on consumer behavior in the aesthetic medicine market. The 

starting point for the considerations is to present the need as well as internal and external 

determinants of the choice and purchase of aesthetic medicine services. This chapter analyzes 

the consumer’s decision-making process and trends on consumer behavior on the aesthetic 

medicine market. It contains a literature study covering domestic and foreign compact 

literature as well as articles in national and foreign scientific journals. 

The third and four chapters are empirical, the results that allowed for the implementation 

of research goals and the verification of the research hypotheses were presented. In the third 

chapter, the premise for the choice of aesthetic medicine services by consumers. Successively, 

presents the analysis of the sources of information about aesthetic medicine services and the 

reasons for choosing a medical facility that provides services. Consecutively the fourth chapter 

focused on the analysis of the results of empirical research on the process of providing 

aesthetic medicine services in Poland. Identified the motives for the decision-making to use 

aesthetic medicine market from the medical doctors’ point of view. Moreover, this chapter 

includes the most popular treatment and the determinants of consumer satisfaction.  

The dissertation was summarized at the end of the thesis in which the formulated research 

hypotheses were verified. The conclusion also includes the main determinants of decisions 

about the choice and purchase of aesthetic medicine services by consumers.  
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5. Empirical results 
 

The aim of considerations was identification and assessment the determinants of 

purchasing behavior in the aesthetic medicine market in Poland. The conducted research 

process based on the foundations of the theoretical consideration allow us to achieve the 

main aim of the dissertation and also was allowed to verify the hypotheses. 

The first hypothesis concerned with the crucial determinant of aesthetic medicine services 

by consumers in Poland is the competencies of the specialist performing the treatments. This 

hypothesis has been positively verified. The most important factor influencing the selection 

of aesthetic medicine facilities is the competence of specialists. Responders consider the 

knowledge, experience, and skills of a medical doctor as significant. Due to this fact that the 

abovementioned competencies highly minimalize the risk perceived by consumers related to 

the purchase and the effects after treatment.  

The second hypothesis was that the price is not a determinant during the decision-making 

and purchasing of aesthetic medicine services. This hypothesis was verified negatively. Based 

on the information obtained from aesthetic medicine doctors, the price of aesthetic medicine 

services is an important determinant when choosing consumers for aesthetic medicine 

treatments. As many as 65% of responders indicate that it is important for patients but only 

in some cases. Due to the fact, that the market of aesthetic medicine services belongs to the 

private sector of medical services in Poland.  Moreover, this industry is relatively young in 

Poland, so the competition is not so strong yet, so it can presume, that the price is not used 

as an instrument to gain a competitive advantage in the market. 

The third hypothesis was that demographic variables (gender, age, and profession) 

determine the choice and purchase of aesthetic medicine services. This hypothesis has been 

positively verified. Research shows that gender influences the rationale for choosing aesthetic 

medicine services. Among women, the most frequently declared reasons were ‘improvement 

in well-being – 52% of indication, and ‘aging the organism’ – 39%. In turn, men more often 

than women declared the influence of ‘opinions of famous people’ – 13% and ‘curiosity’ – 20%. 

Analyses the age of the responder, significant differences were observed between the 

rationale for purchasing aesthetic medicine treatments. In the segment of the youngest 

consumers up to 20 years old, the most common reason for purchasing aesthetic medicine 

treatment is ‘improved well-being’ – 50% indications and ‘new possibilities of non-invasive 
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beauty improvement’. Among the oldest segments of respondents, the most important 

premise is the ‘problem of the aging of the organism’. Observe a directly proportional 

relationship (as the age increases, the percentage of responses increases).  Focused on the 

profession performed by the responders, it can concludes that demographic factors have 

great importance in terms of the premises that consumers choose and purchase treatments 

in the field of aesthetic medicine.  

Hypothesis 4 stated that the most important source of information influencing the 

decision-making of an aesthetic services/ facility is the recommendation of other patients – 

‘word of mouth’ marketing. According to the data, the most frequently indicated source of 

information are those taken from consumers who have previously used aesthetic medicine 

services – 41% of responders in total. ‘Recommendations of a friend/ family member’ is the 

most commonly declared motive for the emergence of the need to use an aesthetic medicine 

service among the responders (80% of responders). 

At the end of the dissertation, an attempt was made to structure the model if consumer 

behavior using aesthetic medicine services. The model of the process of purchasing aesthetic 

medicine services proposed in the dissertation combines all the important determinants of 

the behavior of the consumers which are identified in the research process. Importantly, 

thanks to the triangulation of the methods, it was possible to show the two-way process, the 

model includes both the determinants of the choice of medical facility and a specific aesthetic 

medicine procedure. It can be assumed that the proposed model of the behavior of aesthetic 

medicine consumers is one of the first research approaches and explanations of the 

consumers’ decision-making process in the aesthetic medicine market. The proposed model 

has both cognitive and practical value. It provides information for many groups of 

stakeholders in the aesthetic medicine services market in Poland. It should be noticed that the 

analysis and assessment of the factors influencing consumer behavior in the aesthetic 

medicine market presented in the dissertation is the initial stage of systematic cognition and 

description of decision-making mechanisms, constituting only a general concept of those 

behaviors, thus providing the basis for further, in-depth research in this area. 

 

 

 

 


	1. Research problem and justification of the study
	2. Research objectives and hypotheses
	3. The scope of the research undertaken to achieve the purpose
	4. Structure of the dissertation
	5. Empirical results

