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Introduction: The technicality and professionalism of medical aesthetics have become one of the most fashionable indicators in the world, and image is the key factor of aesthetic development. This study aims to explore the relationship between medical aesthetic image, perceived value, satisfaction and post-purchase behavioral intention.

Methods: The subjects included customers who had consumed and received treatment in the three years, and the questionnaires were collected from returning clients of each unit in the medical aesthetic group from May 17, 2017 to May 31, 2017. We used the structural equation modeling (SEM) to analyze the data.

Results: The results showed that medical aesthetic image was positively associated with perceived value, satisfaction and post-purchase behavioral intention; perceived value was positively associated with satisfaction and post-purchase behavioral intention; satisfaction was positively associated with post-purchase behavioral intention.

Discussion: This study can provide medical aesthetic practitioners with an understanding of consumers' image and perceived value to improve satisfaction. The changes in consumers' perception of aesthetic medicine can be evaluated more objectively, and suggestions can be provided for medical institutions to strengthen their cultural connotation and external image, so as to establish a strong brand image.
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1 Introduction

In response to the rapid growth of the medical aesthetic industry, this sector has become one of the most rapidly developing mature industries in the 21st century. Beyond its technical and professional nature, the medical aesthetics industry has also become one of the most trendy global indicators and is highly appreciated by consumers (1). Medical aesthetics has become one of the most promising trend industries, thus inducing many groups and doctors to enter the medical aesthetics market, resulting in fierce competition (2). The changing concept of plastic surgery has attracted more young people and is becoming one of the main sources of consumption in the medical aesthetic market (3). Nowadays, the new generation has its own concept of beauty and has a higher degree of acceptance. In addition to the international media, the visibility of communication technology is becoming more and more prevalent, people have given the meaning of rebirth and renewal to plastic surgery in the course of life. The establishment of a post-purchase behavioral model of the aesthetic medicine industry, the willingness of customers to repurchase and the maintenance of the willingness to recommend is good for both sides (4). For the enterprise, you can get a stable source of profit, but also reduce transaction costs and reduce uncertainty. Therefore, it is necessary to explore the customer's post-purchase behavior intention and find out the relevant factors affecting it.

With the improvement of people's living standards and the increasing concern for beauty, medical aesthetic institutions have emerged to meet the public demand for beauty. The development of the biotechnology and medical industry has boosted the demand for medical aesthetic products and services (5). Image is a key factor in the development of medical aesthetics. The medical aesthetics industry uses publicity, promotions and other marketing methods to increase its members and stimulate consumption. The perceived value perspective focuses on the feelings and emotions generated during the process of experiencing the quality and experience of the service when consumers participate in aesthetic activities, which leads to the behavior of consumers (6). Although medical aesthetic products and services have become quite common, there is a relative lack of research on consumer behavior. Therefore, this study investigates the relationship pattern of consumers' post-purchase behavioral intention after consumption in medical aesthetic institutions.

With the global pursuit of beauty and the improvement of quality of life, the medical beauty industry has gradually become a rapidly developing and competitive market in major countries. Consumers see medical beauty as a symbol of self-improvement and social status, a trend that reflects the Chinese market's strong desire for personalized beauty needs. In addition, with the improvement of living standards, the demand for cosmetic technology in the Chinese market is also growing, especially in minimally invasive surgery and skin management (7). At the same time, as an important market in the field of medical beauty, South Korea's government's strict supervision of the medical beauty industry has also prompted consumers to have higher requirements for the safety and quality of medical beauty services. The Korean market is particularly focused on advanced medical technology and equipment, and laser cosmetic and minimally invasive surgery have received extremely high attention and demand locally. These trends not only reflect Korean consumers' pursuit of high-quality medical services, but also highlight the important role of technological innovation in promoting market development (8). In the United States, the market of medical beauty is becoming increasingly competitive. As technology advances and consumers have higher expectations for service quality, more and more small clinics are relying on digital marketing and big data analytics to attract customers. Through precise market positioning and customer needs analysis, these clinics have successfully attracted a large number of consumers who value personalization and results, which has become one of their competitive advantages. The American medical beauty market provides many valuable inspirations in terms of technological innovation and the diversification of consumer demand levels (9). According to the development trend of the global medical beauty industry, we can foresee that the Taiwan market is also experiencing similar changes and challenges (10). With the growth of global consumer demand for medical beauty services, Taiwan's medical beauty institutions are also actively adjusting their strategies, not only strengthening the quality of service, but also introducing more advanced technology and equipment to cope with competitive pressure. The Taiwan market is characterized by the growing demand of young consumers, who have high expectations for personalization, aesthetics and quality of service (11). Therefore, medical beauty institutions in Taiwan should focus on improving customer experience and strengthening the establishment of brand image. Consumers in Taiwan have relatively high requirements for the quality and safety of beauty services, and with the rise of social media, consumer awareness and acceptance of medical beauty has increased significantly (10). This has made the medical beauty market in Taiwan increasingly competitive and prompted major medical beauty institutions to pay more attention to service quality and technological innovation to meet the increasingly diverse needs of consumers.

In the past research, product or service image was a relatively abstract concept, formed by the information received by customers and their previous consumption experiences (12). In tourism and leisure research, the concept of image was also frequently used to explain tourist destination choice and destination-related marketing, and some studies have confirmed that image is an important influence not only in the decision making process of potential consumers, but also on post-consumer behavior (13). In this study, the customers of medical aesthetic groups were selected as the target population. We proposed that operators of medical aesthetic institutions and future operators of related industries should understand consumers' imagination and perceived value of medical beauty and give practical suggestions. For example, what kind of specific experiential activities should be added, original service experience activities should be promoted, and existing facilities and resources should be utilized to shape the medical aesthetic industry's own style and attractiveness. Therefore, the purpose of this study was to explore the relationship between medical aesthetic image, perceived value, satisfaction, and post-purchase behavioral intention as practical suggestions for medical institutions to enhance brand awareness and establish a good brand image.



2 Literature review


2.1 Medical aesthetic image

Medical aesthetic image refers to the “attitudes, thoughts, and impressions that aesthetic medicine conveys.” Customers' perceptions of products or services influence consumer decisions (14, 15), and knowing and evaluating product and service image helps to further understand and predict consumer behavior (16). Medical aesthetic industry can provide both intangible services and tangible products, unlike tangible products that are generally easier to measure (17). How to create a positive, clear, enough to attract customers' image in the medical aesthetic industry is even more important. In general, the medical aesthetic image refers to customers' perception of the medical aesthetic group to provide the environment, medical staff skills, services, accessibility, product quality, information provision and corporate image.



2.2 Perceived value

Perceived value is a subjective evaluation of the balance between consumers' feeling, payment and acquisition, as well as an overall evaluation of product utility (18, 19). Dodds et al. (20) pointed out that perceived value is a trade-off relationship between perceived benefits and perceived value sacrifice when consumers produce their purchase intention. In other words, consumers do not blindly pursue the highest perceived quality when buying products, but obtain the highest perceived value in the transaction process that consumers are willing to pay (21). For the medical aesthetic industry, the evaluation of perceived value is not limited to the monetary transaction, but more important may be the subjective value of the overall service experience.



2.3 Satisfaction

Satisfaction is a major determinant of long-term customer behavior and an important indicator to measure future customer behavior (22). Therefore, satisfaction is the key factor leading to the change of experience attitude, which is the degree of enjoyment or disappointment caused by the expectation of the product (23). Scholars have different definitions of the concept of satisfaction, but most agree that the concept is complex and includes not only cognitive and emotional aspects, but also physiological and psychological dynamic factors (24). In this study, satisfaction was defined as the customer's assessment of the overall performance of the medical aesthetic group to their desired degree after using the products and services. The criteria for satisfaction evaluation include goods, treatment, system efficiency within the institution and service attitude and professional knowledge of medical staff.



2.4 Post-purchase behavioral intention

Behavioral intention refers to the possible tendency to act in the future, which can be used to predict people's behavior. Customers' satisfaction or dissatisfaction with the products they choose will affect their subsequent consumption behavior (25). Zeithaml et al. (26) believed that good service quality can enable customers to generate positive behavioral intention, such as good reputation, customer loyalty and publicity to others. Post-purchase behavioral intention can be used to predict whether consumers could become long-term customers and whether they could bring stable profits to enterprises (27). Generally speaking, the post-purchase behavioral intention refers to the possibility that consumers may influence their repurchase intention, payment intention and recommendation intention after the experience (28).




3 Conceptual model and hypotheses

Previous studies have explored important concepts related to perceived value, customer satisfaction, and behavioral intention (26, 29–31). This study links the variables explored in previous studies and proposes a research framework that suggests that image affects consumers' own perceived value and satisfaction, and further influences their post-purchase behavioral intention. Aesthetic medicine is one of the booming industries that can help consumers achieve a beautiful appearance, and the value and profits of this industry are increasing dramatically every year, which makes the study of aesthetic medicine consumer behavior even more important (32). In addition, in the huge market scale of aesthetic medicine, the consumer behavior of customers is no longer passive acceptance, but has transformed into active need and participation in the various consumer activities of medical aesthetic institutions. They hope to get a humanized service environment and more professional consultation (33). In the context of this study, if consumers can have an image of medical aesthetic institutions through the environment, corporate image, and staff services. The more positive consumers feel about the image of the medical aesthetic group, the higher their perceived value and satisfaction will be. Therefore, a research framework was established as shown in Figure 1.
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FIGURE 1
 Research framework.




4 Medical aesthetic image and perceived value

With better image of the consumer environment, products or services can be shaped into high value perceptions first. Lien et al. (34) investigated the relationship between brand image and perceived value for consumers in Taiwan and found that consumers' image of brands had a positive relationship with perceived value, and that enhancing brand image would effectively increase the value of products/services. In a previous study on the relationship between product image and perceived value, the beauty industry was also used as an example, and it was found that corporate image has a correlation with perceived quality and customer value, which in turn affects customer loyalty (35). On the basis of these above discussions, we propose the following hypotheses:

H1: Medical aesthetic image is positively associated with perceived value.



5 Medical aesthetic image and satisfaction

Loudon and Della Bitta (36) pointed out that a good corporate image is likely to gain consumers' goodwill and trust; in other words, positive corporate image could increase customer satisfaction and loyalty. Font (37) suggested that image has a positive relationship with perceptual quality and satisfaction. Image shapes an individual's pre-consumption expectations. Quality and satisfaction are the result of comparing the actual experience with the original expectation, which also indicates that image and satisfaction may have a mutual influence on each other (38). A previous study investigated the effect of brand image on satisfaction and loyalty with consumers of aesthetic medicine and the results were positive and valid (39). On the basis of these above discussions, we propose the following hypotheses:

H2: Medical aesthetic image is positively with associated satisfaction.



6 Medical aesthetic image and post-purchase behavioral intention

A previous study suggested that the main reason affecting consumers' perceptions and satisfaction with quality is image, which is expressed through satisfaction levels and further influences consumers' related post-purchase behaviors (40). Therefore, rational consumers are more satisfied with their consumer experience through psychological and environmental expectations. Post-consumer image is a way of expressing the consumer experience and will influence consumer behavior. Court and Lupton (41) found that environmental image positively influenced consumers' willingness to return in the future. A previous study emphasized that a good image of a company can enhance customers' behavioral intention. The past study examined the impact of beauty industry image on consumers' repurchase behavior and found that the impression of functional value brought by beauty products had a positive relationship with post-purchase behavioral intention (42). On the basis of these above discussions, we propose the following hypotheses:

H3: Medical aesthetic image is positively associated with post-purchase behavioral intention.



7 Perceived value and satisfaction

Anderson and Sullivan (43) defined that the level of perceived value directly affects customer satisfaction with the service provider; in other words, satisfaction is the result of how customers feel after receiving the perceived value (44). Both Bolton and Drew (45) and Woodruff (46) pointed out that perceived value must be assessed before satisfaction. If this is not done, customer-oriented measurement may be lacking. This may result in the product or service being strategized and arranged differently from the actual situation. Chen and Hu (47) found that perceived value had a statistically significant positive correlation with loyalty, and perceived value also had a positive and significant effect on satisfaction in the Australian coffee industry. On the basis of these above discussions, we propose the following hypotheses:

H4: Perceived value is positively associated with satisfaction.



8 Perceived value and post-purchase behavioral intention

Grewal et al. (19) suggested that perceived value affects consumers' internal reference prices. In addition, transactional value influences consumers' purchase intentions and search intentions by obtaining perceived value. The empirical results of McCarthy and Perreault (48) and Schiffman and Kanuk (49) showed that consumers' perceived value affects the willingness to purchase a product. It can be inferred that the degree of consumer experience affects the outcome of perceived value, which in turn affects customer behavioral intention. On the basis of these above discussions, we propose the following hypotheses:

H5: Perceived value is positively associated with post-purchase behavioral intention.



9 Satisfaction and post-purchase behavioral intention

Yi and La (50) proposed that repurchase behavior intention is positively influenced by customer satisfaction. Kotler and Keller (23) suggested that customers with high levels of pleasure or satisfaction will have an emotional attachment to the brand, which further influences behavioral intention. Therefore, when customers have high repurchase intentions and satisfaction levels, they will usually use aesthetic services again and are more likely to be loyal customers. By maintaining customer loyalty, we can increase this group's willingness to repurchase, which will have a positive effect on behavioral intention (51). On the basis of these above discussions, we propose the following hypotheses:

H6: Satisfaction is positively associated with post-purchase behavioral intention.



10 Methodology

Based on the concept of consumer behavior, this study investigated the relationship between medical aesthetic image, perceived value, satisfaction, and post-purchase behavioral intention. In 2014–2017, the global economy was still in the post-financial crisis recovery stage, and the market turbulence had an intricate and complex impact on consumer behavior and industry development, especially the medical aesthetic industry (52, 53). The development of the medical aesthetics market was reshaped against the backdrop of an economic environment that resembled an intricate economic canvas in which every stroke could profoundly affect consumer choices and corporate strategies. On the technological front, social media and digitalization have created a colorful era that has not only changed consumer needs, but also forced companies to reconstruct their marketing and service models in the face of competition. With the penetration of artificial intelligence, the medical aesthetic industry is beginning to enter a new phase, pregnant with unlimited opportunities. The cross-sectional study design was adopted. The target demographic includes medical beauty consumers in southern Taiwan, who first visited from 2014 to 2016 and again in May 2017. Questionnaires were distributed to clients who received treatment during this period. The contents of the survey include four parts: “medical aesthetic image,” “perceived value,” “customer satisfaction,” and “post-purchase behavior intention.” Paper questionnaires were used for purposeful sampling, and questionnaires were conducted among returning customers from May 17 to May 31, 2017. A total of 350 questionnaires were sent out and 312 were returned. After excluding five invalid questionnaires, 307 valid questionnaires were retained, with an effective recovery rate of 88%.

According to the purpose and structure of the study, we designed the research questionnaire with reference to past literature. After the first draft of the questionnaire was completed, five experts in the field of medical aesthetics and healthcare were invited to review, including a regional hospital director, a medical center director, a medical aesthetic facility director, a medical aesthetic group marketing manager, and an associate professor in the department of healthcare administration. The questionnaire was reviewed and revised question by question for appropriate content validity. In terms of the medical aesthetic image, four items are adaptations from Prayag and Ryan (54) and were modified to fit the background of medical aesthetic group. To measure the perceived value of a medical aesthetic experience, this study used three items on the basis of the research of Petrick (55). Measurement of satisfaction employed three items on the basis of studies by Oliver (22) and Hellier et al. (56). Finally, the instrument for behavioral intention was measured using three items adapted from Zeithaml et al. (26). Excluding demographic questions, all items were based on a 7-point Likert-type scale (eg, 1 = strongly disagree, and 7 = strongly agree). The collected data were analyzed using SPSS 22 statistical software for basic descriptive statistics, and structural equation modeling (SEM) was used to test the research hypotheses with AMOS 23 software. To assess the reliability of the measurement model, factor loadings, composite reliability (CR), average variance extracted (AVE), and Cronbach's α were calculated. The threshold values of 0.7 for factor loadings and 0.7 for CR and Cronbach's α, and 0.5 for AVE, were used as recommended by Hair et al. (57). Convergent validity was assessed by evaluating the AVE, ensuring it was >0.7, while discriminant validity was confirmed by checking that the square root of the AVE for each construct was higher than the correlation between that construct and others, as suggested by Fornell and Larcker (58). The structural model was tested using SEM to assess the hypothesized relationships between constructs. Model fit was evaluated using fit indices such as χ2/df, GFI, AGFI, RMSEA, CFI, and NFI, with appropriate thresholds defined in the literature [e.g., Singh (59)].

The institutional review board (IRB) of the Kaohsiung Armed Forces General Hospital approved this study (KAFGH 106-015). This study does not involve live animals and individual human participants. The requirement for informed consent from the study subjects was waived by the IRB of the Kaohsiung Armed Forces General Hospital due to the reason that the data analyzed in this study are de-identification, anonymized, and aggregated within the hospital. No personally identifiable information, such as an individual's location, contacts, or movement, was made available at any point. This study confirms that all methods were performed in accordance with the relevant guidelines and regulations. The datasets analyzed during the current study are not publicly available due privacy of the patients but are available from the corresponding author on reasonable request.



11 Data analysis and results


11.1 Demographic information

The collected data were analyzed by SPSS 22 statistical software for basic data, and the research hypotheses were validated by structural equation model and analyzed by AMOS 23 software. As shown in Table 1, regarding the demographic information of the respondents, the majority of the respondents were female (86.6%), and the majority of the respondents were aged 21–40 (71.3%). 58.3% of the respondents were married, and 60.3% had no children. The majority of respondents (64.8%) had a university degree or higher, and about half of them worked in the private enterprise (54.4%).


TABLE 1 Demographic information of respondents.

[image: Table 1]



11.2 Measurement model

As suggested by Hair et al. (57), this study utilized individual questions factor loading, composite reliability (CR), average variance extraction (AVE), and Cronbach's α to assess reliability. We compiled the results in Table 2. First, according to Ibrahim et al. (60), the factor loading must be higher than the standard 0.7. The results of the analysis showed that the factor loading of each question for medical aesthetic image, perceived value, satisfaction and post-purchase behavioral intention were higher than the standard 0.7. In addition, according to Hair et al. (57), the CR and Cronbach's α should be higher than the standard 0.7 and the AVE should be higher than the standard 0.5. The results showed that the CR was higher than 0.9 and the AVE was higher than 0.7, both of which were above the standard, indicating that the constructs and measurement variables of this study had sufficient reliability.


TABLE 2 Reliability and validity analysis.

[image: Table 2]

Furthermore, the validity was assessed by convergent validity and discriminant validity, and the results were shown in Table 2. The AVE was used to interpret and measure the extent of potential variables, as suggested by Fornell and Larcker (58). The analysis of this study showed that the AVE was higher than 0.7 for all components. The criterion higher than 0.5 indicates adequate convergent validity. The discriminant validity was attained if the square root of AVE for each construct is higher than the correlations between the construct and the other constructs (58). As shown in Table 3, the square root of AVE for each construct was between 0.80–0.90, which was higher than the correlation coefficient between the constructs. Then it could be inferred that the theoretical model had sufficient discriminant validity. After the above, the study had sufficient reliability and validity to proceed to the next step of structural model analysis.


TABLE 3 Discriminant validity analysis.
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11.3 Structural model

The structural model evaluated the path coefficients between constructs based on directionality and significant correlation. The structural equation model was constructed to test the hypothesis, and the model fitness was particularly important. In this study, we referred to the model fitness index proposed by Singh (59). Estimated fit indices seem to show a good model fit, in particular: χ2/df = 2.311 (p < 0.01); GFI = 0.915; AGFI = 0.883; RMSEA = 0.065; CFI = 0.975; NFI = 0.969.

The final structural model with the estimated standardized path coefficients and path significance among the constructs was presented in Figure 2 and Table 4. As hypothesized, all of the proposed hypotheses were supported. Perceived value was significantly influenced by medical aesthetic image (β = 0.855, p < 0.001). Satisfaction was significantly influenced by medical aesthetic image (β = 0.269, p < 0.001) and perceived value (β = 0.617, p < 0.001), providing support for H2 and H4. Post-purchase behavioral intention was significantly influenced by medical aesthetic image (β = 0.225, p < 0.01), perceived value (β = 0.474, p < 0.001) and satisfaction (β = 0.275, p < 0.01), providing support for H3, H5, and H6. Overall, the model explained about 61.8%, 75.7%, and 67.5% of the determined variance in the perceived value, satisfaction and post-purchase behavioral intention, respectively.


[image: Figure 2]
FIGURE 2
 Path coefficient analysis. **p < 0.01, ***p < 0.001.



TABLE 4 Research hypothesis validation.
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12 Discussion

Based on the statistical analysis of the questionnaires, it was found that medical aesthetic image had a significant positive effect on perceived value, which was consistent with the findings of Lien et al. (34). They investigated the relationship between brand image and perceived value in the hotel industry in Taiwan, and found that consumers' image of corporate brands affects their perception of the value and quality of products and services. In this study, it was inferred that consumers would generate business images of medical aesthetic institutions from the media or recommendations from friends and relatives. The image would have an impact on the overall perceived value judgment. Therefore, good image not only affected consumers' awareness of the medical aesthetic industry, but also affected their good feelings and evaluation of medical aesthetic institutions. In addition, this result was also consistent with the findings of Marcela Betancur et al. (39), which found that consumers' image and perceived value of medical aesthetic institutions had a significant positive correlation. The image and perception of aesthetic medicine had a direct effect on the overall perceptual feeling. If the medical aesthetic industry can create a good image, consumers will be able to judge a good value feeling. The image of aesthetic medicine will naturally improve, and can also improve the perceived value, which was the key point of the medical aesthetic industry should not be neglected in business. The results of this study further confirmed that consumers evaluate the quality of products and services in the process of consumption. If the quality exceeds their expectations, they will further compare it with the sacrifice they have paid to generate a feeling of value. Therefore, for providers of medical aesthetic products and services, to provide high-quality products or reduce the cost of consumer perceptions, can effectively enhance the perceived value of consumers.

As for the significant positive effect of medical aesthetic image on satisfaction, the structural model suggests that medical aesthetic image would be an important factor in predicting consumer satisfaction with medical aesthetic products and services. This result was consistent with previous literature that examined the association between hospital image and satisfaction (61). The findings of this study also support the viewpoint of Anderson et al. (62) on customer satisfaction. It is proposed that satisfaction can be divided into transaction-specific and cumulative types. The former refers to the customer's prediction of the service provided by a particular service provider before assessing the satisfaction level. In cumulative satisfaction, the customer's expectation is derived from the experience of the previous vendor's product and then predicts the service in the future. In these two types of satisfaction perspectives, customer satisfaction with a particular provider is derived from information, experience, and predictions of the customer's previous service performance. Similar to the concept of medical aesthetic image mentioned in this study, it shows that the more positive the comprehensive perceptual image of the environment, staff service, product quality, and corporate image provided by medical aesthetic institutions, the more customer satisfaction will be significantly increased.

In addition, based on the findings, this study confirmed a significant positive effect of medical aesthetic image on post-purchase behavioral intention, which was similar with previous study examining the relationship between consumer image and post-purchase behavioral intention for medical aesthetic cosmetic stores (63). The study investigated the effect of corporate image of medical aesthetic stores on post-purchase behavioral intention of private brands and found that the better the consumer's pre-consumer image, the more positive the consumer's post-purchase behavioral intention. Before consumption, the information that consumers receive during the construction of the image of medical aesthetics becomes a kind of comparative criterion and is constantly compared with the experience during the consumption process. This image continues to exist until the end of the consumption or experience, and is then modified from this experience. Therefore, consumers' continuous aesthetic imagination will affect their post-purchase behavior, which in turn will influence whether they will buy again or recommend to others in the future. The past study found that the consumer experience belongs to the stage of service interaction in the consumer purchase process, which usually occurs before the purchase of the product behavior. It is further deduced that after receiving the service or experience of medical aesthetic products, consumers will derive feelings of satisfaction and influence the occurrence of subsequent post-purchase behaviors (64).

The present study also confirmed a positive and statistically significant association between perceived value and satisfaction, which was consistent with the results of a previous study that examined the relationship between perceived value and customer satisfaction (65). The empirical results of this study found that consumer perceived value has a direct positive effect on satisfaction. When consumers purchase aesthetic treatments, a good perceived value increases post-purchase satisfaction relatively. Perceived value represents how they feel when the cost is compared to the benefit they receive (66). Therefore, in the marketing of medical aesthetic products, the enhancement of consumers' perceived value is an important key to increase their satisfaction. Chen and Hu (47) found that there is a statistically significant correlation between perceived value and customer satisfaction. Increased satisfaction is when customers perceive that the ratio of gains to losses is better than originally expected.

This study demonstrates that perceived value has a significant positive effect on post-purchase behavioral intention. This may be due to the fact that when consumers feel that the experience at the facility is worthwhile, it motivates them to purchase the product, and they may share the experience with their friends at the facility and invite them to the next visit. Therefore, perceived value affects loyalty and post-purchase behavior, which is the same as the empirical findings of Wu et al. (67). They surveyed 887 online shoppers of medical aesthetic products and found that there was a significant positive relationship between consumers' perceived value and post-purchase behavioral intention. The higher the perceived value of a customer of a medical aesthetic organization, the more the customer agrees with the organization. In this way, it is possible to predict behavioral intention such as repurchase, sharing intentions, and recommending others.

Based on the analysis, this study found a positive and statistically significant association between satisfaction and post-purchase behavioral intention, similar to the results of a previous study (68). They confirmed the correlation between satisfaction and post-purchase behavioral intention among 513 Macau consumers. Secondly, an effect on recommendation intention was also found. In this study, satisfaction is the psychological state of consumers after their needs are met. If consumers feel satisfied, it means that there are certain treatments or things that can satisfy their needs in medical aesthetic institutions. In the future, if there is the same demand, or others have similar needs, there will be repurchase or recommend others to come to spend. In other words, this also belongs to the performance of loyalty, so it is clear that in the marketing of aesthetic medicine products and services, the goal is to strive to improve consumer satisfaction. This is an effective way to increase their post-purchase positive behavioral intention.



13 Conclusions

Although this study emphasizes the rigorous process of research design, methodology, and data analysis, there are still some research limitations. In this study, the sampling method was purposive sampling, which was conducted in the lobby of a medical aesthetic group in southern Taiwan, where the customers were explained and asked if they were willing to help fill in the questions. The choice of location may be an obstacle, and other more representative samples of customers in the medical aesthetic group may be missed. In addition, purposive sampling may lead to a tendency for researchers to select respondents, resulting in sampling bias in the study model. On the other hand, this study was limited to a medical aesthetic group in southern Taiwan, so the results of the study cannot be fully extrapolated to all the medical aesthetic institutions in all regions of Taiwan. The fact that some consumers in this study have received their previous treatment for nearly 3 years may result in response errors due to the longer period of time.

The results of this study are limited by the cross-sectional study design and the absence of pre and post-test data for the same study sample. Therefore, it is not possible to explain the changes in consumers' image, perceived value, satisfaction, and post-purchase behavioral intention toward the medical aesthetic group before and after the consumer experience or purchase of the product. Alternatively, a longitudinal study may be conducted to examine the effects of continuity and later behavioral development. In addition, we used a quantitative research method to conduct the study. It is suggested that future studies can be conducted both qualitatively and quantitatively, with a deeper understanding and exploration from the perspective of aesthetic medicine practitioners and consumers. Future research can also expand the scope of the study to compare the differences between more equivalent medical aesthetic institutions, in order to make the research results more representative.

Medical aesthetic image may create a similar preconceived notion among consumers, which can have a positive impact on the evaluation of product value and post-purchase behavioral intention (13). If medical aesthetic practitioners want to build a good image, they must promote various sources of information that can enhance the image, such as TV commercials, program reports, joint promotion with other medical aesthetic related industries, and even teaching and research work. Of course, the most important thing is to maintain consistent product and service standards, so that customers who have received treatment can promote the medical aesthetic organization. However, it is not advisable to advertise, embellish, or even exaggerate the content of medical products, as this will not only be unattractive to consumers, but will also have the opposite effect. The medical aesthetic industry has long been dedicated to technical expertise, but this business model is no longer compatible with the current competitive market environment. In addition to technical expertise, good quality of care requires more comprehensive health care services (69), so providers can allow customers to participate in the evaluation of the entire medical process after completing the treatment and encourage consumers to propose solutions to their dissatisfaction. In this way, the blind spots in the treatment or service can be remedied, and the satisfaction of consumers can be improved. Perceived value can be expanded to include education and training. For example, the medical aesthetic industry can provide training certificates and arrange teaching courses on medical aesthetic techniques, products, and aesthetics. It can increase consumer satisfaction by enhancing their perceived value, as well as strengthening their repurchase and word-of-mouth promotion effects to build a truly sustainable and differentiated competitive advantage.

The conclusions of this study correspond to the actual business situation of the medical aesthetic group in this study. In order to build a good image of the medical aesthetic industry, they will advertise through online operations and print publicity, such as hiring models to advertise on their behalf, and often hold public service seminars and orphanage visits. Most of the medical aesthetics industry does not use the low profit promotion to attract consumers, but proposes high price and high quality marketing strategies, such as hiring more professional and comprehensive doctors to perform cosmetic surgery. Alternatively, the professionalism and service attitude of the medical staff can be enhanced so that consumers can understand the value of the products and services provided by medical aesthetic institutions. The medical aesthetics industry not only pays attention to consumers' response to products at all times, but also continues to improve product quality and value. We hope that our high standard of staff service will make our customers satisfied before, during and after their consumption. This will enhance consumers' sense of security and trust in the medical aesthetics group and lead to more subsequent consumption behavior. In summary, this study confirms that if medical aesthetic operators can establish a positive image, it will effectively increase customers' perceived value and satisfaction of medical aesthetic products and services, and further increase post-purchase behavioral intention.
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