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 This study aims to analyze Exotic Clinic Karawang's marketing strategy 

in increasing consumer appeal for its contouring, slimming, and anti-

aging programs. The clinic faces challenges in maintaining a consistent 

number of patients amid fierce competition in the aesthetic industry. The 

study uses a qualitative case study approach with data collection through 

in-depth interviews, participatory observation, and documentation 

studies. The research focuses on the implementation of the marketing mix 

(7P): product, price, place, promotion, people, process, and physical 

evidence. The results show that Exotic Clinic has made various efforts, 

such as providing quality services, adjusting prices, improving location 

accessibility, and utilizing digital media for promotion. However, there 

are obstacles such as suboptimal communication strategies, limited 

human resources in implementing digital promotion, and consumer 

perceptions that are not yet fully formed regarding service excellence. 

Supporting factors for success include the clinic's reputation, the 

competence of medical personnel, and adequate physical facilities. This 

study provides practical contributions for Exotic Clinic to strengthen 

more targeted marketing strategies, as well as theoretical contributions 

to the study of healthcare service marketing. Recommendations include 

enhancing digital promotional activities, improving patient experience, 

and conducting ongoing evaluations of implemented marketing strategies 

to increase consumer loyalty and interest in repeat visits. 

Keywords: 
Consumer Appeal; 

Program Contouring; 

Slimming; 

Anti-aging. 

 

 

 

  This is an open access article under the Lisensi Creative 

Commons Atribusi-BerbagiSerupa 4.0 Internasional 

 
Corresponding Author: 
Riyan Andika Y 

Universitas Adhirajasa Reswara Sanjaya 

Email: riyanandika93@gmail.com  

1. INTRODUCTION 

In today’s modern era, the beauty and wellness industry is evolving rapidly, driven by 

increasing consumer awareness of personal health, appearance, and aging. Aesthetic clinics 

are no longer seen as exclusive to celebrities or the wealthy; instead, they are becoming 

more accessible to the broader public. Among the growing number of clinics in Indonesia, 

Exotic Clinic Karawang stands out as a leading provider of advanced beauty treatments, 

particularly in the areas of contouring, slimming, and anti-aging. 

To remain competitive and attract a loyal customer base, Exotic Clinic Karawang has 

developed a range of strategic marketing initiatives. These include the use of digital 

marketing platforms, influencer collaborations, promotional campaigns, and personalized 

customer experiences. By combining modern marketing techniques with professional 

expertise in aesthetic care, the clinic has successfully increased visibility and consumer 

interest in its core services. 

In the increasingly competitive beauty and wellness industry, clinics must develop 

innovative marketing strategies to attract and retain customers. Exotic Clinic Karawang, a 
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well-known aesthetic and beauty clinic in West Java, Indonesia, has gained attention for its 

effective approach in promoting its key services—contouring, slimming, and anti-aging 

treatments. As consumer interest in health, appearance, and anti-aging solutions continues 

to rise, the clinic's ability to stand out in a crowded market is crucial. This article explores 

the marketing strategies implemented by Exotic Clinic Karawang and how these efforts 

have successfully increased consumer attraction and engagement with their signature 

programs. 

In an era of increasingly competitive competition, the healthcare industry is required to 

provide services that are not only high-quality but also attractive to consumers. Aesthetic 

clinics like Exotic Clinic Karawang face significant challenges in maintaining patient visits, 

particularly for their signature contouring, slimming, and anti-aging services. Marketing 

strategy is a key tool for creating a competitive advantage in attracting and retaining 

consumers (Kotler & Keller, 2016). 

Exotic Clinic's internal data shows that the patient target has not been achieved 

optimally. Over the past three months, average patient visits have remained below the 500-

patient target per month, with 395 (79%) in January, 410 (82%) in February, and only 375 

(75%) in March 2025. This indicates the need for an evaluation of the implemented 

marketing strategy. 

Several previous studies have demonstrated that the marketing mix (7Ps) can influence 

patient visitation, particularly in the context of healthcare. However, few studies have 

specifically explored the implementation of this marketing strategy in mid-scale aesthetic 

clinics like Exotic Clinic (Dwiyatnaningrum et al., 2024; Nurmawaddah, 2020). 

Therefore, this study aims to describe how marketing strategies are implemented by 

Exotic Clinic Karawang in increasing consumer attractiveness towards contouring, 

slimming, and anti-aging services, as well as identifying factors that support and hinder its 

success. 

 

2. METHOD 

This research uses a qualitative approach with a case study. This approach was chosen 

because it provides an in-depth and holistic understanding of the marketing strategy 

implemented by Exotic Clinic Karawang to increase consumer appeal for its flagship 

services, namely contouring, slimming, and anti-aging. The qualitative approach allows 

researchers to explore the marketing process from both the practitioner and consumer 

perspectives contextually, in line with the characteristics of aesthetic services, which are 

highly dependent on customer perceptions and experiences. 

The study was conducted at Exotic Clinic Karawang from January to June 2025. The 

location was selected based on the consideration that the clinic actively promotes and has 

a superior service program, but faces challenges in meeting the target number of patients 

each month. To obtain comprehensive data, researchers identified informants from three 

groups: clinic management, marketing staff, and customers who have used the service. 

Informants were selected purposively, considering their role in the marketing process and 

their experience as service users. The number of informants was adjusted until the data 

obtained reached saturation point. 

Data were collected using in-depth interviews, direct observation of clinic service and 

promotional activities, and documentation in the form of promotional materials, internal 

reports, and patient visit data. The interview guide was semi-structured to allow for 

exploration of relevant information. Observations were made of the service atmosphere, 

staff interactions with customers, and physical elements reflecting the clinic's promotional 

strategy. 

Data analysis was conducted interactively using the Miles and Huberman model, which 
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includes data reduction, data presentation, and conclusion drawing. Data obtained from 

interviews and observations were grouped based on the dimensions of the marketing 

strategy being studied, namely the 7P marketing mix (product, price, place, promotion, 

people, process, and physical evidence). Data validity was strengthened through source 

triangulation, cross-checking with informants, and detailed recording of the research 

process to ensure the validity of the findings. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Research Flow 

 

3. RESULTS AND DISCUSSION 

The research results show that Exotic Clinic Karawang implemented a marketing 

strategy focused on the 7Ps marketing mix, tailored to local market characteristics and the 

image of premium aesthetic services. This strategy was implemented by considering 

consumer needs, preferences, and behaviors toward elective and trust-based services. 

In terms of products, Exotic Clinic offers a variety of premium services, including 

contouring, slimming, anti-aging, and skin boosters. These services are packaged in 

treatment packages tailored to the patient's specific needs and preferences. This 

demonstrates a personalized approach to service, which, according to Kotler and Keller 

(2016), can enhance perceived quality and create an emotional connection between 

consumers and the brand. 

The pricing strategy employed is affordable luxury, offering competitive prices without 

sacrificing the exclusive image of the service. The clinic also offers various seasonal 

discounts, bundled treatment packages, and a membership system as a form of loyalty 

strategy. Based on interviews with management, this strategy is designed to attract middle- 

to upper-class consumers seeking high-quality services while still considering cost. This 

approach aligns with the results of a study by Nurmawaddah (2020), which stated that a 

transparent and flexible pricing strategy can increase consumer trust in healthcare services. 

In terms of distribution and location, Exotic Clinic is strategically located in downtown 

Karawang, with easy access from main roads and office areas. This strategic location 

supports its primary target market: productive-age women, young professionals, and urban 

housewives. The clinic's location also reinforces its exclusive image, as it is located in a 

premium business and lifestyle environment. 

Promotion is actively conducted through social media platforms such as Instagram and 

TikTok, featuring content featuring before-and-after treatments, patient testimonials, and 
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educational content about skincare. Promotion also involves local celebrities and micro-

influencers as an endorsement strategy considered more authentic and relatable. 

Observations show that consistent and visual promotional content is highly effective in 

attracting attention and encouraging digital interaction. This aligns with research by 

Dwiyatnaningrum et al. (2024), which emphasizes the importance of utilizing digital 

marketing to attract patients in the social media era. 

In terms of people or human resources, Exotic Clinic is committed to maintaining 

service quality through regular training for medical personnel and frontline workers. The 

professionalism and friendliness of the staff are crucial elements in creating a positive 

customer experience. Interviewed consumers cited the warm and non-judgmental attitude 

of the staff as one of the reasons they returned to the service. This reinforces the concept 

of interactive marketing advocated by Kotler and Keller (2016), where direct interaction 

between consumers and service providers is a critical moment in shaping brand perception. 

The service process at Exotic Clinic is designed to provide ease and convenience, from 

WhatsApp reservations to post-treatment follow-ups. Standard operating procedures are 

consistently implemented to ensure smooth service and minimal complaints. Observations 

indicate that efficient service processes, including short wait times and clear consultations, 

convey a professional impression and can increase patient satisfaction. 

Finally, physical evidence such as a luxurious clinic interior, private waiting area, and 

well-groomed staff reinforces a professional and trustworthy brand image. The clinic also 

provides informative brochures and equipment certifications to strengthen patient 

confidence in the quality and safety of its services. 

Overall, the marketing strategy implemented by Exotic Clinic Karawang aligns with 

service marketing principles, particularly in the aesthetics industry, which relies heavily on 

trust and experience. However, this study also identified challenges, such as limited staff 

for social media management and a lack of educational promotions that differentiate the 

clinic's services from competitors. Therefore, the existing marketing strategy needs to be 

periodically evaluated and adjusted to remain relevant to market dynamics and consumer 

needs. 

 

4. CONCLUSION 

Based on the results of research regarding Exotic Clinic Karawang's marketing strategy 

in promoting services contouring, slimming, And anti-aging, it can be concluded that this 

clinic uses a marketing mix approach (7P), namely product, price, place, promotion, people, 

process, and physical evidence. The products offered emphasize superior service with a 

personalized treatment approach, competitive prices with a marketing strategy. Affordable 

luxury, strategic location in the city center, effective promotion through social media, 

trained and communicative human resources, service processes designed to provide an 

exclusive impression, as well as physical evidence in the form of elegant and clean room 

designs. 

Factors supporting a successful marketing strategy include a positive reputation built 

on social media, consistent service quality, strong internal teamwork, and a convenient 

location. Meanwhile, inhibiting factors include consumer misunderstandings about 

treatment outcomes, price competition with other clinics, and operational challenges such 

as long queues during peak hours. Research shows that effective marketing efforts depend 

not only on external promotions but also on the quality of internal interactions and 

comprehensive customer experience management. 

 

5. SUGGESTION 

Based on the identified research limitations, here are some recommendations for further 
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research so that the results obtained are more comprehensive and can provide broader 

contributions: 

1. Because the study only involved informants from management, marketing staff, and 

some Exotic Clinic Karawang customers, future research is recommended to expand 

the number and diversity of informants. This could include customers from various 

demographic backgrounds, dissatisfied customers, or even potential customers who 

have never used the service. This will allow for a more diverse perspective and allow 

the results to better reflect general market dynamics. 

2. Because this study focused on only one location, the Exotic Clinic Karawang, future 

research is recommended to conduct comparative studies between clinics in various 

locations, both in urban and suburban areas. Cross-location research will help identify 

marketing strategies that are successful in one location and effective in another, as well 

as understand the influence of local factors such as market characteristics, level of 

competition, and consumer preferences. 

3. This research only captures the situation at a specific point in time. Therefore, further 

research is recommended to use a longitudinal approach, namely monitoring the 

implementation of marketing strategies and market responses over a longer period. This 

way, researchers can understand how marketing strategies evolve following industry 

trends, changes in consumer behavior, or competitive dynamics, and can evaluate the 

strategy's ongoing effectiveness.

 

6. ACKNOWLEDGEMENT 

1. Mr. Prof. Dr. Purwadhi, M.Pd as Rector of Adhirajasa Reswara Sanjaya University 

(ARS University).  

2. Prof. Dr. H. A. Rohendi, MM., M.H. as the Director of Postgraduate Program at ARS 

University and also the examining lecturer who has provided time, energy and thoughts 

in guiding the preparation of the thesis. 

3. Mrs. Dr. Rian Andriani, M.M. as Head of the Master of Management Study Program, 

ARS University 

4. Prof. Endang Komara, M.Si. as the first supervisor who has provided time, energy and 

thoughts in guiding the preparation of the thesis. 

5. Mr. Dr. R. Oke Andikarya, M.M.Pd. as the second supervisor who has provided time, 

energy and thoughts in guiding the preparation of the thesis. 

6. My beloved parents who have given moral support to the author, my beloved wife and 

children who have given their encouragement and support for the completion of this 

thesis, thank you for your prayers. 

7. All teaching staff (lecturers) of the Master of Management Postgraduate Program at 

Adhirajasa Reswara Sanjaya University (ARS University) who have provided 

meaningful lessons and additional insights to the author during his studies. 

8. All staff and employees of the Master of Management Postgraduate Program, 

Adhirajasa Reswara Sanjaya University (ARS University) who have helped the author 

well during the lectures. 

9. The Exotic Karawang Clinic for the permission granted and their willingness to assist 

in filling out the research questionnaire in order to complete the thesis and for assisting 

in obtaining the necessary data in order to compile the research. 

10. My classmates, thank you for the enjoyable time during the lectures. I hope that the 

good relationship will always be maintained. 

11. And all those who are too numerous to mention individually, who contributed to the 

completion of this thesis. I realize that this thesis is far from perfect, and therefore, I 

request constructive criticism and suggestions to improve the scientific work I produce 



Research of Service Administration Health and Sains Healthys                 p-ISSN:2830-4748 e-ISSN: 2830-4772 

 

116 | Exotic Clinic Karawang's Marketing Strategy in Increasing Consumer Attraction to the 

Programcontouring, Slimming, and Anti-Aging (Riyan Andika Y) 

 

in the future. 

 

7. BIBLIOGRAPHY 

Arismen, Sulistiadi, W., & Chalik, A. (2019). Srategi Bauran Pemasaran Pelayanan 

Kesehatan RSD Kol. Abundjani JKN. Jurnal ARSI, 5(marketing mix). 

Buditiawan, K. (2021). Strategi Pemasaran Pariwisata Pantai Plengkung Kabupaten 

Banyuwangi Menggunakan 3P+4A (Price, Place, Promotion, Attraction, Accessibility, 

Amenity, Ancillary). Jurnal Kebijakan Pembangunan, 16(2). 

https://doi.org/10.47441/jkp.v16i2.201 

Cravens, D. W. (2015). Pemasaran Strategis (4th ed.). Erlangga. 

Dwiyatnaningrum, F., Ridwan, S., & Priatna, D. K. (2024). Pengaruh Bauran Pemasaran 

Jasa dan Kualitas Pelayanan Terhadap Minat Kunjungan Pasien Usg 4d Kehamilan di 

Klinik Hegar Rancamanyar Kabupaten Bandung. Jurnal Pendidikan Dan Kebudayaan 

Nusantara, 2(4), 193–202. 

Ekawati, S. S., & Andriani, H. (2022). Strategi bauran pemasaran kesehatan rumah sakit 

Yadika Pondok Bambu pada masa pandemi covid-19. Jurnal Medika Hutama, Vol 03 

No(Vol. 3 No. 02 Januari (2022): Jurnal Medika Hutama). 

Eliyana, A. (2018). Pengantar Manajemen dan Aplikasinya. Yogyakarta: Gava. Media.  

Fatihudin, D., & Firmansyah, A. (2019). Pemasaran Jasa (Strategi, Mengukur Kepuasan 

Dan Loyalitas Pelanggan). Deepublish. 

Herfiza, A., & Firdaus, M. (2018). Komunikasi Pemasaran Rumah Sakit Islam Malahayati 

dalam Meningkatkan Kunjungan Pasien di Kota Medan. Jurnal Online Mahasiswa 

Fakultas Ilmu Sosial Dan Ilmu Politik Universitas Riau, 5(1). 

Hurriyati, R. (2015). Bauran Pemasaran dan Loyalitas Konsumen. In Alfabeta. 

Kotler, P., & Amstrong, G. (2019). Prinsip-Prinsip Pemasaran (Edisi 12). Erlangga. 

Kotler, P., & Keller, K. L. (2016). Marketing Management 15 Global Edition. 

https://doi.org/10.1080/08911760903022556 

Lestari, P., & Rindu, R. (2018). Hubungan Pemasaran Rumah Sakit (Marketing Mix 7P) 

terhadap Tingkat Kunjungan Pasien. Jurnal Ilmu Kesehatan Masyarakat, 7(02). 

https://doi.org/10.33221/jikm.v7i02.114 

Limirang, R. S., & Bachtiar, A. (2021). Perencanaan Strategi Pemasaran Dalam Upaya 

Peningkatan Kunjungan Pasien Poliklinik Gigi Rumah Sakit Satya Negara. An-Nadaa: 

Jurnal Kesehatan Masyarakat, 8(1). https://doi.org/10.31602/ann.v8i1.4586 

Miles, M. B., Huberman, A. M., & Saldana, J. (2018). Qualitative Data Analysis. (Fourth 

Edition). SAGE Publication. Ltd. 

Moleong, L. J. (2018). Metodelogi Penelitian Kualitatif (Edisi Revi). PT Remaja 

Rosdakarya. 

Noor, Z. Z. (2016). Manajemen Pemasaran Stratejik Dilengkapi Dengan Kasus-Kasus 

Dalam Bidang Bisnis Dan Sektor Publik. DeePublish. 

Nurmawaddah, Ekawaty, D., & Insani, Y. (2020). Hubungan Bauran Pemasaran 

(Marketing Mix) dengan Pemanfaatan Ulang Pelayanan di Unit Rawat Jalan RSIA 

Pertiwi Makassar. Jurnal Penelitian Kesehatan Perlamonia Indonesia, 5(1). 

Pearce II, J., & B. Robinson, R. (2016). Strategic Management: Formulation, 

Implementation, dan Control. Mc Graw Hill. 

Purnamasari, I. (2018). Rancangan Strategi Pemasaran di Klinik Anugerah Kecamatan 

Lengkong Dalam Rangka Meningkatkan Jumlah Kunjungan. Institutional 

Repositories & Scientifik Journals. 

Safi’i, A., & Sulistiadi, W. (2020). Pengaruh Bauran Pemasaran terhadap Kepuasan Pasien 

yang diperoleh dari Tingkat Kunjungan Pasien ke Rumah Sakit: Literature Review. 

Jurnal Administrasi Rumah Sakit Indonesia, 7(1). 



Research of Service Administration Health and Sains Healthys                 p-ISSN:2830-4748 e-ISSN: 2830-4772 

 

117 | Exotic Clinic Karawang's Marketing Strategy in Increasing Consumer Attraction to the 

Programcontouring, Slimming, and Anti-Aging (Riyan Andika Y) 

 

https://doi.org/10.7454/arsi.v7i1.3675 

Simamora, V., & Kusmiyati, E. (2017). Pengaruh Desain Produk Dan Brand Image 

Terhadap Keputusan Pembelian Pada Teh Botol Sosro Dengan Kualitas Produk 

Sebagai Variabel Moderating. Jurnal Online Internasional & Nasional Unversitas, 

20(1). 

Subianto, A., Setiawan, A. A., & Wajdi, M. F. (2016). Analisis swot tentang strategi 

pemasaran dalam upaya meningkatkan kunjungan pasien di klinik bunda. Universitas 

Muhammadiyah Surakarta. 

Sugiyono. (2022). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Cetakan 4). 

Alfabeta. 

Suhardi. (2018). Pengantar Manajemen Dan Aplikasinya. In Gava Media (Issue 1). 

Tjiptono, F. (2017). Strategi Pemasaran (4th ed.). Andi. 

Waiman, E., & Achadi, A. (2022). Implementasi Bauran Pemasaran Rumah Sakit di Era 

Pandemi COVID-19: Sebuah Review Literatur. Media Publikasi Promosi Kesehatan 

Indonesia (MPPKI), 5(5). https://doi.org/10.56338/mppki.v5i5.2263 

Wijayanto, T., & Hardisman, H. (2022). Analisis SWOT Sebagai Strategi Pemasaran 

Dalam Upaya Meningkatkan Kunjungan Pasien Di Rsia Mutiara Bunda. Jurnal 

Endurance, 7(3). https://doi.org/10.22216/jen.v7i3.1834 

Yowanda, H. B. (Hawa), & Mawardi, M. K. (M). (2017). Strategi Pemasaran Penerbangan 

Berkonsep Low Cost Carrier (Lcc) dan Daya Saing Perusahaan (Studi pada Maskapai 

Penerbangan PT. Garuda Indonesia Citilink). Jurnal Administrasi Bisnis S1 

Universitas Brawijaya, 51(2). 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018). Services Marketing: Integrating 

Customer Focus Across the Firm Seventh Edition. In Business Horizons (Vol. 51, 

Issue 3). The McGraw-Hill Companies. https://doi.org/10.1016/j.bushor.2008.01.008 

 

 


