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ABSTRACT:
This article presents the results of the market research
of the paid medical services market in Khabarovsk
conducted by the authors. The purpose of the analysis
is to diagnose this market, identify the satisfaction of
the inhabitants of Khabarovsk with the quantity and
quality of medical services offered by commercial
medical institutions, as well as to determine criteria for
choosing consumers' preferences. Conclusions based on
the results of the analysis can be used for a general
analysis of the state of the medical services industry in
the region, as well as for practical application when
organizing the provision of medical services in
Khabarovsk.
Keywords: Research, analysis, market, region,
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RESUMEN:
Este artículo presenta los resultados de la investigación
de mercado del mercado de servicios médicos pagados
en Khabarovsk realizado por los autores. El objetivo del
análisis es diagnosticar este mercado, identificar la
satisfacción de los habitantes de Khabarovsk con la
cantidad y calidad de los servicios médicos ofrecidos por
las instituciones médicas comerciales, así como
determinar los criterios para elegir las preferencias de
los consumidores. Las conclusiones basadas en los
resultados del análisis se pueden utilizar para un
análisis general del estado de la industria de servicios
médicos en la región, así como para la aplicación
práctica al organizar la prestación de servicios médicos
en Khabarovsk. 
Palabras clave: investigación, análisis, mercado,
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1. Introduction
The transition to market forms of socioeconomic relations has become a period of intensive
changes for the Russian healthcare sector, leading to the emergence of medical and preventive
institutions with non-state forms of ownership, which, as the industry has grown, has led to
considerable competition of services rendered by them. The share of medical institutions
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providing paid medical services is constantly increasing. There are a number of prerequisites for
the dynamic development of paid medicine: a reduction in the share of state medical
institutions; an increase in the incidence of the population; an increase in the incomes of the
population, the absence of a specialized specialists in a budgetary institution, and others.
In order to understand the needs of patients, evaluate competitors, obtain objective
information about the market, develop market forecasts and ultimately secure a competitive
advantage, medical institutions of a commercial type are increasingly forced to resort to
marketing research. This determines the relevance of our research.
In connection with the growing demand for paid medical services in the city of Khabarovsk,
which are offered by commercial medical institutions of this city, it is necessary to conduct a
demand survey, which will result in the formation of the optimal set of paid medical services in
private hospitals of Khabarovsk (Far East of Russian Federation; according to the statistical
information on January 1, 2016 population is 611,000 people).
The subject of this study was the consumers of paid medical services in the city of Khabarovsk.
The subject of the study is the satisfaction of consumers with paid medical services of
commercial type health facilities and the criteria that have the greatest impact on their choice.
The purpose of the study is to diagnose the market for paid medical services aimed at
identifying the satisfaction of the residents of Khabarovsk with the quantity and quality of
medical services offered by commercial medical institutions, as well as evaluating the most
significant criteria in selecting this type of health facility.
In accordance with the goal of the research, the following tasks are put forward:
• Determine the socio-demographic profile of users of paid medical services of commercial
health facilities in Khabarovsk.
• Identify the most important criteria when consumers choose medical facilities of this type.
• Draw up a list of the most popular paid medical services in Khabarovsk.
• To designate the average amount of consumers' expenses for servicing in paid medical
centers in Khabarovsk.
• To determine the social and economic portrait of the consumer of paid medical services in the
city of Khabarovsk.
Carrying out of marketing research of the market of paid medical services in Khabarovsk will
allow to describe more clearly practical prospects of development of branch in region. Market
research and market diagnostics, conducted on the basis of analysis of collected and processed
data, today is one of the most frequently used business technologies that are available in the
arsenal of modern theorists and practitioners of economics and sociology. Evaluation and
identification of the prospects for the development of any regional market is impossible without
prior and ongoing monitoring conducted using marketing procedures.
To determine specific approaches to the research of the market for paid medical services, it is
first of all necessary to understand what medical marketing or marketing of medical services is.
The main prerequisites for the emergence of marketing of medical services were:
• changing the methods and sources of financing for medical institutions that are independent
of the state, in the form of insurance companies, consumers of health services themselves;
• development of commercial medical organizations, the functioning of which implies the receipt
of profit from the sale of services;
• increase the costs of medical institutions to provide services in connection with the use of new
treatment technologies, improved equipment, new medicines;
• increase of requirements to the quality of medical services in the conditions of increasing the
volume of paid services and the establishment of a fundamentally new quality control system;
• significant deterioration in the health indicators of the population, which led to the growth and



change in the structure of needs in various types of medical care (Preconditions for the
emergence…).
Under medical marketing, it is necessary to understand the activities aimed at obtaining
complete information about the needs of the population in various types of medical and social
care that ensures the preservation of public health.
Marketing in medicine is a system for studying the market of medical services with the purpose
of forming and satisfying the needs of consumers by controlling the consumer properties of
medical services (Nagapetyan, 2015, p. 45).
According to the Civil Code of the Russian Federation, a medical service is an activity or a set of
measures aimed at the prevention of diseases, their diagnosis, treatment, having an
independent completed value and a certain cost (Kosolapova, 2014, p. 56-61). At the same
time, it is stressed that any medical services are rendered on a compensated contract.
Consumers of medical services are defined as patients receiving treatment under voluntary
medical insurance policies, as well as paid and services in public and private medical
institutions. To paid medical services should also include services that are not part of territorial
compulsory health insurance programs (for example, aesthetic medicine) or are conducted on
the personal initiative of a citizen (Federal Service…).
From the point of view of a market economy, a medical service is a purely market-based
category that is a complex product of the financial and economic and medical prophylactic
activity of a healthcare enterprise that has its own price, formed by measuring the demand (on
the part of patients, the state and insurance companies) and proposals in the health care
market. In this case, the use-value of a medical service for a patient is the value of the
acquired benefits necessary to maintain and minimize the risk of loss of health; and the cost of
medical services for a health care enterprise is the cost of costs incurred during the provision of
medical services, taking into account the average market rate of return.
In other words, a medical service is a professional activity aimed at maintaining or maintaining
the optimal level of health of a particular individual or group of individuals. When conducting
marketing research, it is necessary to take into account the characteristic features of medical
services. We list some of them:
1) intangibility (impossibility to present in material form);
2) inseparability from the source (the service occurs during the contact of the patient with the
doctor);
3) non-preservation (depending on the state of health, the patient has to resort to medical
services repeatedly);
4) inconstancy of quality (the quality of the service depends on many factors - the qualifications
of the doctor, his personal characteristics, the psychological characteristics of the patient, the
degree of the patient's trust in the doctor, etc.) (Pozdnyakova).
In addition, medical services have a number of specific features, such as: individual character;
uncertainty of the amount of required assistance at the initial stage; uncertainty of the time of
the service occurrence; the presence of a possible risk; impossibility of preliminary estimation
of the volume of financial resources; information asymmetry of the doctor and patient about
the volume, quality and results of the required medical care, etc. (Aristova, 2012, p. 224-228).
Medical service as a market category is characterized by certain parameters of demand, which
are:
- the trust that is necessary in order to attract and retain the client of the private medical
services market. If a patient is provided with poor-quality medical services, this can have
severe physical, moral and material consequences for his health. When receiving medical
services, satisfaction with services, both the process (service level) and the result is very
important;



- secondary role of private medical services in comparison to mandatory medical care. As a
rule, obtaining private medical services is not something obligatory in the life of clients. In most
cases, the list of services provided in commercial centers is either identical to that of state and
municipal medical institutions, or they solve problems that are not vitally important to clients.
In this connection, the demand for services can be formed by supplementing the aid with new
qualitative characteristics (higher level of service, positive emotions, etc.);
- debugging of demand. Under the influence of psychological and external factors, consumers
mostly try not to meet the need to solve their health problems right up to the situation of
extreme necessity, while the solvency factor becomes less significant (Vyalkov, 2013, p. 48-54).

2. Methods of research
Carrying out specific marketing research in the field of health services needs to determine the
sequence of stages:
1. Identify the problem and formulate research objectives.
2. Conduct the selection of information sources.
3. Collect and analyze secondary information.
4. Plan and organize collection of primary information;
5. Systematize and analyze collected information.
6. Process statistical results.
7. Draw conclusions from the study.
In accordance with this sequence, market research was conducted on the paid medical services
market in Khabarovsk. Let us briefly discuss each of the stages of the work done.
To obtain secondary information, the following sources were considered: electronic resources,
Khabarovsk map, official statistics. After the collection and analysis of secondary information,
the marketing research program aimed at collecting primary information was specified. It was
taken into account that this research is a field and the main method of its implementation is a
quantitative survey. In turn, the main tool for conducting a quantitative survey is a
questionnaire, which is most appropriate for the purposes of marketing research and allows you
to obtain information about the beliefs and preferences of people, the degree of their
satisfaction, etc. The developed questionnaire consisted of sixteen questions, containing both
alternative and multi-alternative types of questions. When answering multiple-choice questions,
respondents were given the opportunity to select no more than three variants of answers.
The questionnaire was designed in such a way that it was possible to identify the target
audience, find out the goals and frequency of applications for the relevant medical service,
determine the main motives and criteria for applying to private medical centers in the city, and
provide an integral assessment of the quality and level of customer service. Also, the financial
side of the issue was touched upon, namely, the average amount spent on medical services was
revealed. Part of the questions of the questionnaire is the passport of the respondent. The
answer gives an opportunity to get information about the demographic and socioeconomic
situation of the respondent, which is necessary to provide a portrait of users of services.
As a general set of consumers of medical services the population of the city of Khabarovsk is
accepted. Accordingly, all residents of the city were accepted as conditional units of the sample.
Based on the requirements for reliability and reliability of the results, a statistical method was
used to determine the sample size, which also helps to determine the minimum number of
respondents participating in the survey. The calculated sample size was 20 people, however, for
greater reliability of the results obtained during the survey, it was decided to interview at least
50 people.

3. Results and discussion



The processing of secondary information allowed to create a detailed topographic map of the
location of the main commercial organizations that provide medical services in different
directions, their number at the beginning of 2017 in Khabarovsk were more than 40.
Analysis of the quantitative survey data showed that the majority of consumers of paid medical
services in Khabarovsk are women (70% of the total number of respondents). The age of the
majority of respondents-consumers of medical services is between 20 and 50 years (76% of
respondents); 50-65 years - 22% and only 2% - people over the age of 65 years.
Almost half of respondents resort to paid medical services "as needed" (45%), a quarter of
respondents visit medical centers "no more than once a year" and only 14% attend regularly
("more than 4 times a year"). When completing these data by analyzing the attitude of
respondents in general to paid medicine, it can be concluded that residents of Khabarovsk do
not consider paid medicine as a direct alternative to medicine that provides services for
compulsory medical insurance policies. In the course of this study, the main reasons that
prompt consumers to use the services of private medical centers were identified. First of all,
this is the speed of service and the availability of modern high-tech equipment (25% and 21%
respectively). Important reasons for the treatment are the availability in Khabarovsk paid
medical centers of highly qualified personnel and a high level of patient care (15% and 17% of
respondents). Attention is drawn to the fact that just a small amount of consumers (4%) are
interested in the reputation of a particular medical institution, which can, nevertheless, talk
about trust in paid medicine. The choice of a specific medical center in most cases is made on
the advice of relatives and friends (31% of respondents).
Respondents associate high quality and service level with lack of waiting in queues, attentive
attitude to each patient and, even, external design of medical center premises. All this indicates
an increased demand for medical services from the city's population. And it is these services, in
the respondents' opinion, they receive in private paid medical centers in Khabarovsk.
Further, an analysis was carried out of a specific set of the most popular medical services in
paid centers. First of all, respondents addressed to the services of dentists (23%). Even more
popular diagnostic services and laboratory and hardware medical research (in the amount of
37%). Further down the list: services of gynecologists (10%), ophthalmologists (7%),
gastroenterologists (6%), cardiologists (4%). 8% of respondents used the services of medical
massage. Indirectly, this indicates problems in insurance medicine, which are not the subject of
this study, but the analysis allows to draw additional important conclusions and conclusions
about the state of the provision of medical services in Khabarovsk.
In detail within the framework of this study, financial aspects of the consumption of paid
medical services in Khabarovsk, namely the determination of the costs of the population for this
type of services, were considered. More than half of the respondents during the study spent
less than 3 thousand rubles on paid medical services in 2016, 22% - no more than 5 thousand
rubles, 12% - no more than 15 thousand rubles. The average amount spent by residents of
Khabarovsk for service in paid medical centers is approximately 4.5 to 6 thousand rubles a
year. It should be noted that the average figure for the country is 7-10 thousand rubles. The
data presented should be compared with the average monthly salary in the whole of the
Russian Federation and in Khabarovsk in 2016 - 36, 7 thousand rubles and 44.5 thousand.
Respectively (Federal State Statistics…). This suggests that with an average wage higher than
the national average, for paid medical services residents of Khabarovsk spend less money. The
cost per capita for paid medical services averages 1.5% of Khabarovsk's annual income. It is
worth mentioning that only 14% of respondents in this study consider themselves regular
visitors to private paid medical centers. Recall that this is mainly young women with a relatively
high income, who consider these institutions a complement to medical care. Patients of paid
medical centers rarely consider them as a disease prevention institution (16% of those
surveyed).



4. Conclusions
A study of the market for paid medical services provided by private medical centers in
Khabarovsk showed that the paid medicine clinic has prospects for developing and expanding
the base of consumers of services. To date, private medical centers are not yet fully able to
compete with insurance medicine. Among the consumers of this type of services are very few
people of the older generation, and in fact they are the main patients of medical institutions
due to objective reasons. Do not perform private paid centers and the most important function
of medical institutions, namely, preventive. The range of services provided is not wide either,
mostly they prefer paid dentistry and various kinds of diagnostics. Practically, the same
treatment of diseases in such centers is practically not carried out.
It should be noted that paid medicine in Khabarovsk has several advantages, among them, the
availability of highly qualified personnel, technological modern medical equipment. Also, private
medical centers are characterized by attentive attitude towards patients, lack of queues and
high level of service.
We believe that paid medicine in Khabarovsk is necessary to strengthen its competitive
position:
- to expand the target audience of consumers of their services,
- to expand the range of services provided, while maintaining their quality and level,
- to form a flexible and more reasonable pricing policy,
- to regularly conduct marketing research of different target orientation.
Conclusions made in the framework of this study can be used in practice of medicine
development in the region, can identify some of its "pain points", as well as indicate the
direction of further development.
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