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It was identified in the article that the increasing role of the integration and
interaction leads from one side to the blurring of the distinction boundaries in a global
scale, and from the other side it leads for increasing attention to national peculiarities of
consumer behavior, which increases the relevance of cross-cultural research. The purpose
of this research is to develop a methodological approach to assess the impact of cross-
cultural differences in the consumer behavior in the market for medical services. In this
research it was developed a model of culture that reflects the list of cultural property, the
characteristics of the material environment, and the institutional environment. It was
identified the features of the formation and modeling of culture-specific health care
market. The proposed tool has been tested on the example of some countries in Asia-
Pacific Region (China, Russia, Japan). The results of this research will have a great
contribution to the effective integration of the economies of Asia-Pacific Region in the
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market of medical services.
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The increasing level of integration and
interaction of national economies leads to
standardization, universalization of the consumer
behavior of goods and services, while maintaining
cross-cultural characteristics, the identity of
nations. The implementation of activities by
companiesin different countries globally not only
leads to economic integration, but also a blurring
of perception stereotypes and model s of consumer
behavior.

It can be said that the significant amount
of factors affects the nation health and the
prevention of diseases. In solving these issues
theimportant role playsthe culture. It isnecessary
to say that although the ultimate goal of preventing
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and curing disease and maintaining health in
different countries is the same, however, the
features of national cultures have different effects
on the perception of health problems and solving
strategies. The cross-cultural features affect the
treatment process, the identification and
understanding of the issues in doctor-patient
relationship.

Different countries and cultures have
developed their own original health care system,
which are the result of the interaction of many
factors, including social and technological
development, technological advances and its
availability, the influence of neighboring and
cooperating countries. There are a number of
factors which influence the formation and
development of the health care market: the degree
of urbanization and industrialization of the country,
the system of government regulation, the
demographic changes, the requirementsfor social
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security and so on. By understanding the role of
culture in the development of diseases it will
contribute to preventit in the future, the
development of approaches to the treatment of
people of different cultures, to preservethe health
of nations. All this proves the importance and
relevance of cross-cultural research in the market
of medical services.

Currently, thefundamental researchinthis
areawas conducted by scientistsin various fields
of knowledge: psychology, biology, ethno-
psychol ogy, economics, management, marketing,
sociology, cultural studies, biomedical and other.
Problems of cross-cultural research are reflected
in the works (Andreeva, 2000; Aleshina, 2010;
Aleshina, 2011; Zhuravlev, 2003; Poznyakov 2003,
Vinokurov and Karnyshev, 2007; Berry et al., 2007;
Kuznetsovaand L eontieva, 2012; Lebedev , 2010;
Matsumoto, 2002; Tatarko 2012; Agarwal et al.,
2010; Cheung et al., 2011; Dimitrovaet al., 2014;
Gelade, 2008; Malda et al., 2010; Moven, 1995;
Gesteland, 2012; Harrison, 2006; Rigbym et al.,
2009; Hofstedeet al., 2002; Oweet al. and others).
Inthe researches of the above-mentioned scholars
was recogni zed the specificity of theinteraction of
culture and identity, to develop methods for the
research of the nature of its relationship,
investigated the influence of culture on consumer
behavior. The existing techniques of cross-cultural
analysis are the product of a specific cultural
environment, it does not have any versatility to
adapt to the complex context of different cultures.
The certain issues require further research for
futureinvestigation. Therelevance of thisresearch
enhanced its social orientation.

M ethodology

The purpose of research is to offer
methodol ogical tools for researching the effect of
cross-cultural differences in consumer behavior
as the exampl e of the medical services market of
Asia-Pacific Region countries.

The development of methodological
instruments of researching the investigation the
influence of cross-cultural differencesin consumer
behavior beginswith thedefinition of logic, forming
the main hypotheses of the research, highlight the
most important stages of the research, development
and testing of the questionnaire of the survey of
respondents. The final step is the testing of the
proposed toolson the medical servicesof theAsia-

Pacific Region.
Formation theproblem

the problem which requiresresearching -

to find gaps in the behavior of consumers of
different cultureson the market of medical services
in Asia-Pacific Region countries; the problem to
solve - the adaptation of the marketing mix
(commodity, pricing, marketing and communication
policies) of companies under the specific features
of the behavior of consumers of culture at the
company’sentry into international markets and/or
changesin the target audience of the company by
foreign consumers.

Formation of the goals and objectives of the

research

The purpose of this research — analyze
the model of culture on the consumer behavior in
the market of medical services of Asia-Pacific

Region countries.

In accordance with this purpose, it was
identified thefollowing objectives:

1 to construct a model of culture with the
characteristics of the market of medical
services of Asia-Pacific Region countries,

2 to quantify the impact of culture on the
elements of the model parameters of the
model of consumer behavior on the market
of medical services of Asia-Pacific Region
countries.

3 Formation of the main hypotheses of the

research
Hypothesis 1: The model of culture is
influenced by the system of cultural values,
elements of the ingtitutional and financia
environments.
Hypothesis 2. The preferences of
consumersin aparticular market for goods/
services depend on the particular model of
culture of the country.

4 Determination of the form of the research
project
The exploratory research with the
appropriate empirical methodsis supported
(refuted) by above-mentioned hypothesis.

5. The object of the research is the cross-
cultural differences in the consumer
behavior inthe market of medical services.
Theboundariesof theresearch aretheAsia-
Pacific Region.

6. The methods of research: review of
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academic researches and field research
using quantitative and qualitative methods
of data collection. The main directions of
research:
Investigation of cultural values
Theideal values (individualism, equality,
humanism, youth, social conformity; actual values
(materialism, progress, achievement, success,
achievement in work, success in various areas of
life, efficiency and practicality, activity); personal
values (self-fulfillment, excitement, a sense of
achievement, self-esteem, a sense of belonging,
respect for others, compassion, safety, fun and
enjoyment, warm relationships with others and a
commitment to a healthy lifestyle, a favorable
climatefor communication, food culture, caring for
seniors (parents) physical perfection, beauty)
(Aleshina, 2010; Matsumoto, 2002);
I nvestigation of social (ingtitutional) environment
The level of political stability in the
country, the level of government regulation in the
healthcare sector, thelevel of diplomatic relations
between the analyzed country and other countries,
the level of education in the country, the level of
influence of religion on the population of the
country offer medical services, thelevel of influence
of religious restrictions on the consumption of
health care services,
I nvestigation of thematerial environment
The level of provision of medical
institutions, the level of diagnostic centers, the
level of rehabilitation facilities, the level of
preventive medical institutions, the level of
recreational resources, the level of technological
and scientific environment, the use of modern
technologies and equipment in health care
facilities, the level of environmental security, the
level of natura resources, the level of industrial
development in the country, the level and quality
of life of the population, the unemployment rate,
mortality, morbidity of the population, thelevel of
competitionin the market of medical services;
Investigation of the consumer behavior
in the market of medical services relating to the
characteristics of the product (the rangeand quality
of healthcare services, terms of service, equipping
health facilities with modern equipment, qualified
doctorsand others), level of prices (discounts, the
ability to pay for treatment and diagnostics in

installments/credit), marketing (the effect of the
location of the medical institution at its option, the
impact of the insurance companies on the choice
of the consumer, the impact of the provision of
medical services with the use of interactive
methods to choose the medical institution) and
promotion (brand clinics, the credibility of the
communication channels, including the Internet,
the information content of advertising messages
and others).
Thesour cesof secondary information

In order to develop tools for the field
researchit isnecessary to conduct content analysis
of secondary information of the researching
problem. We can identify as the sources of
secondary information the print and electronic,
business and specialized academic publications;
industry literature; Internet resources; analytical
reviews.
Thecollection of primary information

The primary sources of information are
the results of a questionnaire survey of healthcare
consumers which was selected in Asia-Pacific
Region countries. The purpose of the
guestionnaire is to obtain quantitative estimates
for linking elements of the culture and of the
consumer behavior inthe market of medical services
of Asia-Pacific Region countries.
Deter mination of sampleselection

The sample selection for the
guestionnaire survey of 320 peoplewastaken into
account such parameters as: age, education,
ethnicity, knowledge of Russian language.
Analysisof data

The obtained results of the survey were
processed by statistical methods constructing a
matrix conjugate el ements of culture and consumer
behavior parameters.

In developing the model of cultureit was
used matrix of culture of J. Moven (Moven, 1995)
adapted to the market of medical services. The
elements that make up the model of culture were
presented in the form of the cultural environment
(cultural values), the material environment and
social (institutional) environment. The
respondents’ assessments of the cultural elements
werecarried out by Likert scale, where 1—"strongly
disagree”, 2 —"disagree”, 3—"difficult to answer”,
4—"agree”, 5—"absolutely agree’.
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RESULTS

On the basis of the developed
methodological approach and tools the authors
conducted a questionnaire survey of the
respondents of the countries of Asia-Pacific
Region, the results of which allowed identifying
the distinctive features of cultures in analyzing
countries. The findings suggest that cultural
values are largely important for people of all
cultures(Figurel).

Thelargest gapsin cultural values were

1 - Individualism

2 - Equality

3 - Humanism

4 - Youth

5 - Social Conformity

6 - Materialism

7 - Techmical progress, success

8 - Achievements in business

9 - Success in different aspects of life
10 - Effectiveness and Pragmatism
11 - Activity

12 - Self-realization

13 - Excitement

14 - Sense of achievement

15 - Self respect

16 - Sense of belonging

17 - Respect of other people

18 - Compassion

19 - Safety

20 - Amusement

21 - Warm relations with peaple
22 - Desire for healthy lifestyle

23 - Fuvorsble climate for communication
24 - Food culture

25 - Care for older persons

26 - Physical improvement

27 - Beauty

observed in the parameters of efficiency and
practicality: “self-respect”, “food culture” (in the
more typical representatives of Japanese nation).
The minimum gaps in cultural values in the
respondents’ assessments of different culturesare
marked by parameters: “materialism”, “self-
realization”, “sense of belonging”, “respect for
other people”.

Thematerial environment ischaracterized
by a significant gap in the estimates of the
respondents compared with the cultural values
(Figure?2).

Fig. 1. The distribution of the average evaluation of respondents with respect
to cultural values in Likert scaleinthe context of the analyzing countries

1-High level of availability of medical institutes
2-High level of availability of diagnostic centres
3-High level of availability of rehabilitation
institutes

4-High level of availiability of preventive medical
institutes

5-High level of availability of recreation activities
6-High level of availability of educational
medical institutes in the country

7-High level of medical education in the country
8-High level of development the technological
and scientific environment

9-High level of using the modern technology in
medical institutes

10-High level of using the modern equipment in
educational medical institutes

11-High level of ecology safety

12-High level of availability the natural
resources

13- High level of industrial development of the
country

14- High level of life quality

15-Low level of unemployment

16-Low level of mortality

17-Low level of sickness rate

18- High level of competitiveness in the market
of madical services

Fig. 2. The distribution of the average evaluation of respondents with respect to
the material environment on Likert scalein the context of the analyzing countries
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Japanese respondents reported a higher
level of development of the material environment,
which affects the formation of the cultural model,
except for the position of “unemployment”,
“mortality”, “level of sickness rate”, “level of
environmental security”, in which they find it
difficult to estimate that showsthe peculiarities of
national culture - the correctness of expression
with respect to problematic issues.

Theevaluation of the material medium by
respondents of Russia and China do not differ
significantly, this is especially characteristic
parameters such as the material medium “level of

security of medical institutions, rehabilitation
centers.” However, the estimations of Russian
respondents for these items are lower, which
generally affects the formation of the model of
culture of Russians and as a consequence the
model of consumer behavior and explainsthe high
level of development in the Russian outbound
medical tourism.

Therespondents’ assessments of various
countriesin the parameters of social (institutional)
environment are very similar, except for the
measurement of the parameter “level of influence
of religious restrictions on the consumption of
medical services’ (Fig. 3).

5,0

1 - High level of political stability in the 4,0 'L .
couis T g
2 - High level of governmental . - T 2
regulation in the medical sphere 7 ..2'0 .\ '
3 - High level of diplomatic relations -t ; *
between the estimated country and other . '-_ 1,0 ) —_ ]
countries \. 4pan
4 - High level of education in the \ o 040 ‘ ! == == China
country i : | s Bocuns
5 - High level of influence of religious h S |
restrictions on the proposal of medical N, ’ "_‘ 4
services 5 : N “;‘} 3
6 - High level of influence of religious \ i
restrictions on the consumption of ol
medical services

4

Fig. 3. The distribution of the average evaluation of respondents on the social
environment on the Likert scalein the context of the analyzing countries

The lowest level of influence of
parametersof the social (institutional) environment
onthemodel of cultureand, accordingly, the model
of consumer behavior is characteristic of the
respondents from Russia except for the parameter
“level of government regulation in the medical
sphere’. Thehighest level of influenceisnoted by
respondents from Japan.

The hypothesis that the model of culture
is influenced by the system of cultural values,
elements of social (institutional) and the material
environment was completely confirmed.

For confirmation of the second
hypothesis, the authors on the basis of the results
of the questionnaire used a statistical analysis by
constructing amatrix conjugate elementsforming

themodel of culture, and of the consumer behavior
inthemedical servicemarket of Asia-Pacific Region
countries, which grouped on a set of marketing
strategies and tools (trade, pricing, marketing,
communications, etc). The results of the
questionnairewere assessed by Likert scale (Figure
4-6).

Analysisof the conjugation matrix of the
consumer behavior and the elements of the model
of culturein the medical services market in China
shows a high degree of influence of cultural
elements on the consumer behavior on the
characteristics of selected product (medical service
- Likert scale 3.7 - 4.8). Thedetailed characteristics
of the selected product are determined in the
survey instruments (questionnaire). In this
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Fig. 4. Matrix of matching the consumer behavior (product, prices, marketing and promotion)
on the elements of the model of culture in the market of medical servicesin China
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Fig. 5. Matrix of matching the consumer behavior (product, price, distribution and promotion)
on the elements of the model of culturein the market of medical servicesin Japan

4.5 4.2

4,0 - 3,7 3.8 3.7 37

3.5 - <

3,0 -

2,5 -

2,0 -

1,5 —

1.0 -

05 -

0.0 -

Product Place Promotion

R Values 42 3.5 3.8
Social environment 3.7 3.7 2.7
B Material environment 3.8 2.7 3.2

Fig. 6. Matrix of matching the consumer behavior (product, price, distribution and promotion)
on the elements of the model of culture in the market of medical servicesin Russia
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research, the characteristic of the product includes:
range, quality, termsof delivery of medical services,
the provision of services with the use of modern
technologies and highly qualified doctorswith an
individual approach to the patient. We should
notice that in particular on the consumers’
perception of promation tools on the market of
medical services (advertising, salespromotion, etc)
is completely influenced by the cultural values,
and consumer behaviorswith respect to the choice
of medical services at a certain price is strongly
influenced by elements of thematerial environment
(security medical facilities, modern equipment and
technology).

Analysisof the conjugation matrix of the
behavior of consumers and the elements of the
model of culture in the medical market in Japan
also shows a high degree of influence of cultural
elements on the consumer behavior on the
characteristics of selected product (medical service
- Likert scale3.6 - 4.7). However, the survey found
that more on the features of the behavior of the
Japanese elements affect the social environment
that formed the model of culture (4.7 pointsonthe
Likert scale).

Analysisof the conjugation matrix of the
behavior of consumers and the elements of the
model of cultureinthe market of medical services
in Russia as evidence of the influence of cultural
elements on consumer behavior with respect to
the choice of medical services (3.7 - 4.2 pointson
Likert scale). It should be emphasized that the
elements of the physical and social environmentis
less affected by the formation of the model of
culture and thus the model of consumer behavior
on the selection of medical services, itsprice, and
others. According to the respondents, thisislargely
explained by the insufficient development of the
medical services market, the dominance of the
public sector of medicine.

The hypothesis that the preferences of
consumersin a particular product market depend
on the model of culture in the selected country
was compl etely confirmed during the research.

The developed conjugation matrix
elementsof themodel of culture and characteristics
of consumer behavior must be taken into account
by international companiesin the development of
trade, pricing, marketing and communication
strategies. The proposed contingency matrix can

be the basis for developing a matrix of cross-
cultural marketing (the element of culture - a
management decision).

DISCUSSION

The origins of cross-cultural scientific
research took their beginning in the studies of
ethnographers who analyzed the human
psychology in terms of this scientific discipline.
Nevertheless, the cultural specificity of economic
behavior ispoorly developed areaof researching.
Therelevance of these studiesis enhanced by the
requirements of practice, since the development
of any national economy primarily depends on
cultural factors. When we speak about the
economic psychology, it should be noticed that
the economics cannot be viewed inisolation from
the state and the individual - from the culture, in
spite of this, at the present stage thereisno large-
scal e research that combine cross-cultural analysis
inthe economic behavior of individual consumers,
businesses, states, and that a new demand
scientificdirectioninthisarea

The theme of Russian cross-cultural
research (Zhuravlev, 2003; Kupreychenko, 2003;
L ebedev, 2010; Vinokurov, 2007; Karnyshev, 2007;
Andreeva, 2000) devoted to the issues of social
and psychological characteristics of small ethnic
communities, research cultural conditioning of
economic behavior, studies of the influence of
culture the perception of economic phenomena,
and others.

Foreign cross-cultural research in the
context of economic psychology appeared much
earlier. The first studies were devoted to the
universal dimension of culture, constructing a
model of cultures (Hofstede, 2002; Inglehart, Baker,
2000). At the turn of XX-XXI century the cross-
cultural research transformed into the next level -
inthefirst placethereisthe analysis of theimpact
of culture on economic processes (confidence,
mental models, beliefs, peoplein different cultures)
(Harrison, 2000; Huntington, 2000). The beginning
of the XXI century in this field of knowledge is
characterized by the development of the
methodology of cross-cultural research, the study
of the effect of cross-culture consumer behavior,
the development of a behavioral model of the
consumer, based on the intrinsic value of the
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individual. Inthisresearch, it was made the attempt
to develop amethodology for studies of the effect
of cross-cultural featuresin the consumer behavior
inrelationto aparticular market, which contributes
to the theory and practice of research in this area.
The development of further research in this area
should be focused on the definition of marketing
incentives (product attributes, parameters, price,
marketing, marketing communications) to the
specific models of consumer behavior that are
based on cross-cultural analysis.

CONCLUSON

Based on analysis during thisresearch it
was devel oped:

1 Atoolkit for analyzing theimpact of cross-
cultural differences in the consumer
behavior inthe market of medical services.

2 The features of the formation and
construction of modelsof culture, including
alist of cultural values, elements of socia
(ingtitutional) and the material environment,
adapted to the market of medical services
of selected countries in the Asia-Pacific
Region. Within the framework of cross-
cultural analysisit revealed the differences
inthe culture of China, Russiaand Japan. It
is found that the model of Chinese culture
is characterized by such cultural values as
an achievement in work, activity, caring for
seniors, increasing the values of physical
perfection. The distinctive cultural values
of Russians are materialism, equality, self-
actualization, self-respect, amusement and
pleasure. The cultural values
representatives of the Japanese nation
focused on achievements in their work,
progress and success, the pursuit of a
healthy lifestyle, food culture. In the
estimation of the material among the
respondents of different cultures there are
significant gaps. Thereare high marksfrom
respondentsfrom Japan, and the similar and
lower scores are presented among those
from Russia and China. The social
environment has the same effect on the
formation model of culturein China, Japan,
Russia, according to the opinion of the
respondents.

3 The proposed methodological tools for
assessing the impact of cultural elements
on the consumer behavior in the market for
medical services in Asia-Pacific Region
countries (conjugation matrix), which
allowed to determinethe cross-cultura gaps
in consumer behavior in different countries,
which need to be considered for the
effective integration of the economies of
the Asia-Pacific Region cooperation in the
market of medical services. Analysisof the
matrix elements of the assessment of the
impact of culture on the consumer behavior
in the market of medical servicesin Asia
Pacific Region showed that the first
elementsof cultureinfluenceis manifested
in the selection characteristics of the
medical service (its range, quality,
reputation, qualification of doctors and
others). The elements of material culture
among the models influence the choice of
the price of medical services, and cultural
values - especially on consumers’
perception of promotion tools (brand
clinics, the credibility of the communication

channels, including Internet, the
information content of advertising
messages).
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