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ABSTRACT

The medical equipment industry is a vital yet highly competitive sector within healthcare. Digital
marketing has emerged as a powerful and innovative tool in identifying, attracting, and retaining
customers in this industry. This qualitative study, employing content analysis, examines scholarly
literature and research documents on the role of digital marketing in shaping behavioral intentions and
customer acquisition. After reviewing abstracts, 52 documents were selected, including scholarly
articles, reports, conference papers, theses, and book chapters. The inclusion criteria were the
availability of full-text original research articles, case studies, and reviews. The collected documents
were consolidated, duplicates were removed, and those relevant to the research objective were selected
for in-depth analysis and entered into the software. A total of 52 documents were analyzed, and the
concept of the role of digital marketing in shaping behavioral intentions and customer acquisition was
extracted. The results of the document analysis, obtained from the software output, indicate that the
criteria for digital marketing in shaping behavioral intentions and customer acquisition in the medical
equipment industry can be divided into five main categories: increasing brand awareness, targeted
marketing, creating valuable content, optimizing user experience, and analytics and optimization.
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1. Introduction

The growth and advancement of digital technologies, both in hardware and software, have brought
about numerous changes and innovations in human life and work (Dornberger, 2020). The density
of progress and changes in the industrial and production sectors has been significantly higher
(Gaglio et al.,, 2022), and with the introduction of Industry 4.0, the necessity for digital
transformation has become even more evident (Vial, 2019). With the advancement of the Fourth
Industrial Revolution, industrial companies and businesses strive to adapt to the global trend of
digitalization and bring about real transformations in their foundations, practices, and current
approaches. This level of transformation and change is known as digital business model
transformation (Tonder et al., 2020).

Digital marketing has attracted the attention of many researchers, both academically and in
practice. There are numerous concepts related to digital transformation. According to Hess (2016),
"Digital marketing pertains to the changes that digital technologies can bring about in a company's
business model, leading to changes in products, organizational structures, or process automation"
(Hess, 2016). These changes can be observed in the increasing demand for internet-based media,
which has led to the transformation of entire business models. According to Microsoft, digital
transformation is the rethinking of how organizations gather people, data, and processes to create
new value (Toy, 2021). Digital marketing has helped businesses improve production and profit
growth. It not only supports businesses but also promotes growth and serves as a source of
competitive advantage (Zhang & Rao, 2021; Ash'ari et al., 2025).

Digital marketing has provided new opportunities for developing innovative business models that
leverage digital technologies and innovation performance (Matt et al., 2020). On the other hand,
the global spread of the COVID-19 pandemic has further highlighted the importance of digital
business models (Tripathi, 2021). Digital marketing assists businesses in improving production
and profit growth, supports businesses, promotes growth, and serves as a source of competitive
advantage. Digital marketing is an inevitable trend due to the rapid changes in customer demands
driven by technological advancements and market competition (Ez et al., 2019; Henrik et al.,
2022).

At the same time, digital marketing in businesses is considered a challenge—a complex process
with a low success rate. The fact that only 11% of surveyed firms succeed in digital marketing
(Forjan, 2018) raises an important question: What enables some businesses to successfully
digitalize and thrive, while many others fall behind in the competitive digital marketing landscape,
both for researchers and business managers (Ash'ari et al., 2025)? The medical equipment industry
is one of the most critical and highly competitive sectors in healthcare. This industry involves the
production and distribution of devices, tools, and equipment used for diagnosing, treating, and
caring for patients (Bhalla et al., 2022). Given technological advancements and the increasing
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demand for advanced medical equipment, companies in this sector face numerous challenges in
attracting and retaining customers. In this context, digital marketing serves as a powerful and
modern tool, playing a key role in identifying, attracting, and retaining customers (Hussain et al.,
2019; Al-Shuraida et al., 2025).

Therefore, digital marketing in the medical equipment industry is not merely a promotional tool
but a comprehensive strategy for building effective customer relationships, increasing brand
awareness, and facilitating the decision-making process of buyers. Given the complexities and
intense competition in this industry, companies that can intelligently and strategically utilize digital
tools will be able to increase their market share and achieve sustainable long-term success. Thus,
exploring and implementing modern digital marketing methods in this industry is not only a
necessity but also a strategic opportunity for business growth and development.

2. Research Methodology

This research adopts a qualitative approach utilizing the content analysis method to examine
scientific and research sources on the role of digital marketing in behavioral intention and customer
acquisition. Initially, concepts are extracted from texts through open coding, followed by axial
coding to identify shared features and establish categories. From the collected documentation,
concepts related to the role of digital marketing in behavioral intention and customer acquisition
are derived. The study specifically focuses on exploring extracted concepts related to criteria for
digital marketing's role in influencing behavioral intention and customer acquisition. Other
relevant areas are recommended for future research. The process continues until reaching
theoretical saturation, where additional sources provide similar insights and no new themes emerge
(Bowen, 2008).

The study analyzed scholarly databases both domestically and internationally alongside Google
Scholar to retrieve relevant literature. Particular emphasis was placed on studies examining the
dimensions, components, and criteria of digital marketing as addressed by researchers and
stakeholders. After reviewing the abstracts, 52 documents were selected, including scholarly
articles, reports, conference papers, theses, and book chapters. Criteria for document selection
included full-text availability of original research, case studies, and reviews. After consolidating
and removing duplicate records, the remaining documents were reevaluated based on titles and
abstracts for deeper analysis. Related documents were integrated into specialized software for
further analysis. To ensure comprehensiveness, top global universities” websites were examined
through purposive sampling and case studies to confirm that all concepts in the domain of research
data management had been identified. This method ensures the validity and reliability of the
findings in qualitative research. This systematic review approach is increasingly used for policy-
making and practical decision-making, combining results from prior studies to identify best
practices (Weber, 2017).
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3. Findings

The analysis of the documents, as summarized in Tables 1, reveals that the criteria for digital
marketing influencing behavioral intention and customer acquisition in the medical equipment

industry fall into five essential categories:

Nk wbd =

Increasing Brand Awareness

Precise Customer Targeting

Creating Valuable Content

Optimizing User Experience
Performance Analysis and Improvement

A summary of the findings from domestic research documents is provided in the tables below.

Tablel: Research Studies in Digital Marketing Management

Author(s) and
Year

Summary of Findings

Ashori et al.

The adoption of digital marketing is influenced by internal factors such as perceived
ease of use (PEU), perceived usefulness (PU), and perceived behavioral control

(2025) (PBC). Subjective norms did not have a significant impact. Effective training plays
a key role in increasing the adoption of digital marketing.
Alshurideh et al. The ‘t.)rfn.ld image of bé.mks is significantly influenced b.y learning, customer.retention,
acquisition, communication, and engagement. Learning has the greatest impact on
(2025) .
the brand image of banks.
Edward C.S. Kuo Perceived h.u.maniz.ation, percj,ei.ved Warm-th, -and AI.-assisted customer clexcha.nge
(2024) (CAIX) positively influence digital marketing innovation and customer satisfaction.

Customer satisfaction also impacts the intention to continue using service robots.

Hosseini et al.
(2024)

Identified five key competencies for online consumers: product identification, self-
control, decision-making power, consumer support, and decision-making support.
This model improves purchase quality and increases sales.

Rahmani et al.
(2023)

Identified six categories of factors: causal conditions, contextual factors, strategies,
central phenomena, intervening factors, and outcomes. Competitiveness and
economic development were the most influential on digital marketing.

Mosibi
Amidabadi et al.
(2023)

Five main components were identified: digital marketing strategy, personalization,
content marketing, consumer engagement, and the digital marketing mix. The digital
marketing strategy was found to be the foundation of the model.

Dimitrios et al.
(2023)

Social media plays a key role in the marketing of luxury hotels. Customer reviews
on social media can strengthen or weaken a hotel's credibility. The COVID-19 crisis
has altered the digital marketing strategies of hotels.
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Author(s) and
Year

Summary of Findings

Erdmann and
Ponzoa (2022)

E-commerce is optimizing digital attraction marketing. Differences in digital
marketing optimization were observed between traditional and online stores, as well
as across countries.

Sadeghi
Boroujerdi et al.
(2022)

Personalization in social media positively impacted brand loyalty, perceived value,
and brand attachment. Perceived value and brand attachment also influenced brand
loyalty.

Tariqi & Sajadi
(2021)

Designed an e-marketing model for Iranian sports federations with good fit and
potential to improve marketing in this sector.

Velleras and
Villegas (2021)

The proposed conceptual framework helps practitioners avoid myopia in digital
marketing analysis. This framework is applicable across various industries and aids
in improving marketing strategies.

Abdolmohammad
Saqqa et al. (2021)

Banks utilize social media for information dissemination, product offerings, event
promotion, customer support, and advertising. Public engagement and social
responsibility were key factors in fostering customer interactive engagement.

Assertive and clear messages on social media increase consumer engagement.

Pezutti et al i .
2021) Verbal assertiveness makes brands appear more powerful, with stronger effects
among consumers with higher "power distance" beliefs.
Marketing on digital platforms creates value by increasing interactions and reducing
Rangaswamy et . .. . .
al. (2020) transaction costs. Challenges remain in creating and allocating value on these

platforms.

Kamali, Arablou,
and Mohammadi
(2020)

Social media marketing has a significant impact on entrepreneurs' success, provided
that marketing knowledge is effectively utilized.

Babashahi et al.
(2020)

The digital marketing managers' competency model identified 114 codes and 26
concepts within three categories: technical-specialized, human-behavioral, and
analytical competencies. This model aids in talent recruitment and selection.

Pak Parvar et al.
(2020)

Identified 10 components, including intelligent digital marketing tools, consumers,
analytics, concepts, applications, e-commerce, intelligent
knowledge production, and secure smart transactions.

communications,

Shirshamsi et al.
(2020)

Six factors influencing e-tourism marketing were identified. Strengthening these
factors can lead to significant advancements in the tourism industry.

Khaleghi, Moeini,
and Jamipour
(2019)

The greatest opportunity was precise identification of customer needs via social
media, while the biggest challenge was consumer distrust in social media platforms.

Yazdanfar et al.
(2019)

Identified 31 components, including micro and macro environment analysis, target
audience behavior analysis, customer touchpoints, content strategy, service delivery,
pricing, and branding. Introduced five core elements of digital marketing strategy.
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Author(s) and
Year

Summary of Findings

Mohammadian et

Applications of IoT were identified in seven areas of the marketing mix: product,
place, price, promotion, processes, physical evidence, and human resources. The

1. (2019 } L . ) :
al-( ) highest applications were in promotion and product domains.
Halbich & Digital content marketing increases engagement, trust, and consumer value. Instead
f direct hasi i ti it f buildi long-t t
Mackey (2019) of direct purchasing incentives, it focuses on building long-term customer

relationships.

Gi-Kikas (2019)

Artificial intelligence in digital marketing improves accuracy and customer
experience, pushing producers toward greater customization of products and
services.

Chen & Lin
(2019)

Social media marketing activities influence satisfaction and purchase intention
through social identity and perceived value. These findings aid in improving social
media marketing strategies.

Plasmeijer et al.
(2018)

Digital marketing strategies impact online booking volumes and hotel performance.
These effects are stronger for chain hotels and higher-rated hotels.

E-marketing orientation in SMEs involves managerial beliefs, preliminary activities,

Shaltoni et al. . . .

2018) and execution. Perceived relative advantages and customer pressure are key factors
in e-marketing adoption.

Wahid et al E-marketing has a significant relationship with consumer buying behavior,

2018) ) unaffected by gender. Emerging technologies play a role in customer attraction and
retention.

Fathollahzadeh ||Social media has revolutionized internet marketing. These platforms serve as spaces

(2015) for corporate advertising and customer acquisition.

Alizadeh Fakjour||Women’s sports marketing via social media had the greatest impact on pricing,

and Shahroudi ([followed by production, promotion, and distribution. Social media is a powerful tool

(2015) for reaching target audiences.

Norouzi et al. Social media marketing positively and significantly affects users' e-loyalty towards

(2015) brands.

Mehdizadeh Social media has a positive and significant impact on the online purchasing behavior

(2015) of consumers.

Hudsk et al Email marketing is one of the most effective communication tools in online

2017) ) commerce. Delivery rate, open rate, and click-through rate are key metrics for
evaluating email marketing success.

Tor et al. (2017) Social media marketing positively influences consumers' behavioral intentions, with

consumer connection playing a mediating role.

Atikan et al.
(2015)

Around 53% of social media users are identified as active spectators. Over time,

they evolve into contributors and active participants.
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Author(s) and
Year

Summary of Findings

Nawaz et al. Social media users’ decision-making is influenced by shared information and
(2015) critiques from other users.

Piero & Crescini |[Product and service information on social media positively impacts consumers’
(2015) purchase intentions. Electronic word-of-mouth is influential in purchase decisions.

Storica (2014) Social media significantly influences consumer behavior before purchase. Pricing
strategies are shaped by consumer buying behavior.

Chinese users are more information receivers than producers. Companies in China

Chen (2014 . . . C
en ( ) use social media for marketing, but the field is still in its early stages.

Bilal, Ahmed, & |[Pakistani users rely on social media to gather information about products and
Shehzad (2014) |services. Facebook is the most popular platform for this purpose.

Bangiyan Tabrizi . . L . . o _
8y Implementing marketing strategies in social media has a positive and significant

impact on achieving strategic marketin oals
.
Nasir s V el, & Pakistani women perceive traditional word-of-mouth adver tiSillg as more credible

Mateen (2012) than social media advertising, with the study focusing on the apparel industry.

Social media platforms like Facebook enable consumers to interact and share

Darban (2012 . . . . ..
( ) experiences, influencing their purchase decisions.
Gonzalez (2012) Social media af"fects c9nsym§r attitud.es before purchase. .P'ositive and negative
feedback on social media significantly impacts purchase decisions.
Enjoyment of group membership, satisfaction, group commitment, individual
Rajabi (2012) motivation, trust in the group, and group members influence individuals’ willingness

to participate in travel events.

Jafari Momtaz ||Presented three general categories for opinion leaders’ characteristics: structural,
and Aghaei relational, and individual. Reviewed methods for identifying and selecting opinion
(2012) leaders in social media.

4. Conclusion

Digital marketing, utilizing digital tools and platforms, can assist companies in the medical
equipment industry to effectively engage with their customers and address their needs. Some of
the key roles of digital marketing in this industry include:

1. Increasing Brand Awareness: By employing strategies such as SEO (Search Engine
Optimization), PPC (Pay-Per-Click) advertising, and social media, companies can introduce their
brand to target audiences and strengthen their market position. Producing educational and
specialized content about new products and technologies can help build trust and brand credibility.
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2. Precise Customer Targeting: Digital marketing enables precise audience targeting. Using data
analytics tools, companies can identify potential customers based on criteria such as geographic
location, expertise, and specific needs. Digital advertisements can be tailored to display only to
relevant audiences, thereby increasing conversion rates.

3. Creating Valuable Content: Producing educational, technical, and scientific content about
products and their applications can help attract customers. This content may include articles,
instructional videos, webinars, and case studies. High-quality content not only aids customers in
decision-making but also positions the company as a trusted authority in the industry.

4. Optimizing User Experience: Designing user-friendly websites and optimizing them for search
engines (SEO) can help customers easily find the information they need. Utilizing chatbots and
online support can address customer inquiries and facilitate the decision-making process.

5. Analyzing and Improving Performance: Digital analytics tools such as Google Analytics
allow companies to evaluate the performance of their marketing campaigns and optimize strategies
based on real data. By analyzing user behavior, companies can identify strengths and weaknesses
and implement necessary improvements.

6. Leveraging Social Media and Influencer Marketing: Social media platforms such as
LinkedIn, Twitter, and YouTube can serve as channels to connect with healthcare professionals
and introduce new products. Collaborating with influencers in the health and medical fields can
enhance brand credibility and attract new customers.

Digital marketing in the medical equipment industry is not merely a promotional tool but a
comprehensive strategy for building effective customer relationships, increasing brand awareness,
and facilitating the buyer decision-making process. Given the complexities and intense competition
in this industry, companies that can strategically and intelligently utilize digital tools will be able
to increase their market share and achieve long-term success. Therefore, exploring and
implementing modern digital marketing methods in this industry is not only a necessity but also a
strategic opportunity for business growth and development.

Thus, it is essential for decision-makers in the medical equipment industry to plan meticulously
for effective relationship management. This management encompasses everything from employee
behavior to the technologies used. Therefore, it is recommended that companies in the medical
equipment industry plan for effective customer engagement by focusing on these themes and their
components. For example, by producing content, optimizing search engines, managing customer
relationships, and paying attention to digital marketing, they can establish two-way interactions
with customers and enhance the productivity of their stores to attract medical equipment customers.

Furthermore, it is suggested that digital marketing be used to enhance purchase intent, which
includes understanding and meeting customer needs and desires, increasing customer engagement,
strengthening visual stimuli for customers, and boosting customer participation. Additionally, it is
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recommended that managers in the medical equipment industry leverage digital marketing to
influence customer attitudes, including customer satisfaction, changing customer perceptions, and
gaining customer trust, ultimately leading to brand strengthening. This involves developing brand
equity, enhancing social brand power, and fostering brand loyalty. Finally, it is recommended that
medical equipment sellers focus on high-speed internet by creating various channels such as
websites, mobile applications, and integrated channels, as well as maintaining an active presence
on key social media platforms like Instagram, LinkedIn, and YouTube to provide customers with
a delightful digital experience and achieve a competitive advantage.

Additionally, the following practical recommendations are proposed:

e Implement Referral Programs: Create campaigns to encourage existing customers to refer
products to others.

o Participate in Virtual Events: Engage in virtual trade shows and events related to the medical
industry to increase brand recognition.

e Offer Free Demos or Trials: Provide free demonstrations or trial versions of medical
equipment to potential customers.

o Utilize Email Marketing: Send technical information, catalogs, and case studies to target
customers via email.

By implementing these recommendations, the effectiveness of digital marketing strategies in
attracting medical equipment customers can be significantly enhanced.
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