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Digital Marketing Strategies of Beauty Clinics: A Case Study of Tamada Clinic
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ABSTRACT

This research aims to analyze and examine the application of digital marketing strategies
by Tamada Clinic and to explore consumer perspectives on the clinic’s digital marketing
communications. The study employs a qualitative research approach, collecting data through
in-depth interviews. The primary target groups include three experts in digital marketing strategy
planning at Tamada Clinic and ten consumers who have previously used the clinic’s services.
The research utilizes a semi-structured interview format, and the collected data is analyzed using
content analysis and descriptive statistics.

The findings reveal that the majority of consumers become aware of the clinic through
Instagram, which is the most widely used platform for service communication and promotion,
followed by word-of-mouth recommendations. Consumers prioritize promotions, service quality,
and affordability, which are the key factors influencing their decision to use the clinic’s services.
The study identifies three core marketing strategies adopted by Tamada Clinic: sales promotion
strategies, user-generated content (UGC) strategies, and brand-building strategies. Additionally,
the research highlights that personnel and service quality play a crucial role in customer retention.
The findings of this study provide valuable insights for beauty clinic operators in designing

effective digital marketing strategies to enhance overall marketing performance.

Keywords: Digital Marketing Strategies, Beauty Clinics, Tamada Clinic, Service Decision-Making
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