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The peculiarities of the medical services market lie in the specificity of the work
of medical workers, when the preservation of the patient's life, the humanitarian
mission of health care and the ethical side of medical activity far outweigh the
economic feasibility and profitability of medical activity.

On the other hand, in modern civilized society, medical services aimed at meeting
the needs of improving the "quality of life" are characterized by a high economic
degree of profitability. The tariff structure of such medical services, in fact, includes
the economic costs of producing medical services in two other segments of the health
market: the "marketing segment of life" and the "marketing segment of diseases". Full
satisfaction of consumer needs in this segment of the health market is largely associated
not with medical activities, but is determined by other individual, natural and socio-
economic factors. In addition to the above, the medical services market has the
following features:

 qualification requirements that lead to a limitation in the number of practicing
doctors;

« specific requirements that lead to a limitation of the number of hospitals that can
dictate a certain pricing policy;

 imperfection and specificity of competition, which makes it impossible to attract
buyers by reducing the price;

« medical services are heterogeneous, they are difficult to compare;

 there is no direct connection between the price and the consumer's costs, a
significant part of which is paid by a third party (relatives, employers under the
condition of voluntary medical insurance or the provision of a social bonus);

 the presence of external effects: the provision of medical services has an effect
not only on the buyers of these services, but also on other persons. For example,
in connection with the development of sanatorium and resort treatment, access
to healing springs is being developed, the infrastructure of the settlement (roads,
supplies, etc.) is being developed, which is used not only by vacationers.
Carrying out preventive vaccinations improves the general epidemic situation.
For Ukraine and other countries of Eastern and Central Europe, the medical

services market is characterized by oligopoly, which has the following

characteristics:
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« asmall number of competitors with significant entry barriers to the industry of
new medical and preventive institutions;

» amedical service, within the framework of economic characteristics, can be both
standardized and differentiated;

« the efficiency of medical care requires that the volume of production capacities
of each medical and preventive institution occupy a large share of the total
medical services market. In this regard, there is a sufficiently high degree of
concentration of medical and preventive institutions within the region, in which
the total share of four to eight medical and preventive institutions is not less than
60% of the total volume of needs in medical services;

« profitable expansion of the material and technical base of the medical and
preventive institution to large sizes due to the weakness or absence of a field of
attractive and moderate competition;

« absolute vertical interdependence of medical and preventive institutions, which
neutralizes effective mechanisms of competitiveness;

« predominantly non-price competition in the production and consumption of
medical services in the system of communal form of medical care.

There are three main areas with specific forms of medical service offerings and

meeting medical needs:

I. Medical offerings of life-saving medical services (in particular, in the perinatal
period, in extreme urgent conditions threatening the patient's life, in old age, palliative
medical services for incurable diseases, etc.). Conventionally, this segment of the
health market is called the "marketing segment of life".

Il. Medical offers of medical services aimed at restoring health, restoring and
maintaining a certain level of working capacity in the event of its temporary loss. This
segment of the health market is conventionally called the "marketing segment of
diseases". Types of medical services in this segment are divided into the following
areas:

» medical services aimed at treating acute and preventing exacerbations of chronic
diseases;

« medical services aimed at preventing the transition of temporary loss of working
capacity to permanent (disability);

» medical services aimed at maintaining and supporting a certain degree of chronic
conditions and disability.

III. Medical services that preserve and support a healthy body. This segment
includes immune-prevention, medical check-ups, cosmetology services, etc. This
segment is characterized as a "health marketing segment”.

In the system of market relations, 4 groups of market counterparties are
distinguished, between which the main types of economic relations and economic
relations are implemented. With the development of market relations, the concept of a
medical entity as a producer of medical services appeared.

A medical entity - a producer of medical services - a medical and preventive
Institution of any organizational and legal form and form of ownership, registered and
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licensed in accordance with the established procedure, which provides medical
services.

Counterparties of the medical services market are:

+ other healthcare institutions that participate in the implementation of a complex
medical and diagnostic process (suppliers of medicines, medical products,
companies that sell and service medical equipment, healthcare organizations that
are contacted when necessary for consultations with narrow specialists, etc.).
Recent research on health-care markets has focused on the different ways in
which interactions between firms affect variables that directly impact welfare.
These variables include provider quality, prices, treatment decisions, and insurer
premiums. Interfirm interactions include horizontal competition (which may
affect, for example, firms’ investments in their quality) and also vertical
interactions that might determine the prices paid to providers or the choice set
of providers made available to particular consumers [1] ;

« financial and credit organizations that provide such banking services as leasing
and factoring, provide lending, and perform intermediary services for voluntary
health insurance;

+ the state involves healthcare institutions in the implementation of government
programs in the field of healthcare, provides tax benefits;

* citizens are a heterogeneous group in terms of their composition and functions
in the implementation of economic relations in market conditions.

Target marketing, a practice used to more effectively address the wants and needs
of customers, involves three interrelated activities: market segmentation, targeting, and
product positioning. The practice follows a perfectly logical process. For a given
offering, healthcare institutions select a desired group to pursue and arrange service
characteristics and related attributes in a manner to entice that particular group to
forward patronage and become customers. Pursuits often focus on heavily-traveled
routes teeming with competitors, but occasionally an off the beaten path can be
identified to amplify target marketing efforts [2].

Segmentation of the medical services market according to the possibilities of
demand for medical services is carried out in accordance with economic groups, which
are characterized by the type of medical service, medical diagnostic group, cost of the
procedure, solvency and personality of the patient.

There is no single method of segmentation of the medical services market.
Therefore, healthcare institutions, when managing marketing activities, try different
options for segmentation based on various variable parameters, one or several at once,
in order to find the most useful approach to considering the structure of such a market.

Healthcare establishments, especially comprehensive medical centers, offer
myriad health and wellness services, affording communities with access to a wide array
of offerings that address injury and illness [3]. By providing such broad collections of
services, health and medical institutions can make a case for employing a mass
marketing approach to advance their organizations. With such an approach, available
offerings are marketed broadly to the populace without regard for individual tastes and
preferences [4]. Such one-size-fits-all strategies have their place, but very often,
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marketing results can be improved by engaging in what is known as target marketing,
an approach which tailors services and their associated attributes to appeal to particular
audiences sharing like characteristics and qualities [5].

It is impossible to address all buyers of medical services at once, since they have
different needs for maintaining and restoring health, differ in the style of receiving
services, as well as in income levels. This determines the direction of specialized
segments of the medical services market.

On the other hand, competitors may be well-positioned in some submarkets.
Therefore, medical institutions (medical practices) should be interested in identifying
those submarkets that will be the most attractive for them and compatible with their
goals and resources. With the same medical needs, the needs, resources, geographical
location, level of sanitary culture, purchasing power, habits may be different. Any of
these variables can be used for market segmentation.

Ideally, a medical institution (medical practice entity) should be unique in its niche;
the narrower this niche, the fewer competitors. But at the same time, the likelihood of
large and widespread sales of medical services also narrows. The niche segment of the
medical services market is all the more attractive, the more it meets the following
characteristics:

* buyers of medical services (patients) have complex and specific needs in
meeting medical needs;

+ patients are willing to pay a high price to receive medical care of absolute
quality, that is, when medical procedures are absolutely adapted to their explicit
and implicit needs;

« the manufacturer of medical services has high professional and social
competence, which is constantly improving. Since the healthcare industry is
science-intensive, the ability of medical workers to constantly improve their
gualifications and the focus of the management staff of a medical and preventive
institution on the introduction of innovative technologies in the diagnostic and
treatment process come to the fore.

Thus, segmentation of the medical services market allows providing medical care

(meeting specific demand) taking into account both the individuality of the patient and
the mass consumption of medical services.
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KoumikT - e po36ixkHICTS MIXK JBOMA 200 KUIIbKOMa CTOPOHAMH (0coOaMu uu
rpyrnamMu), sIKIIO KOXKHA 3 HUX HamMaraeTbcs 3pOo0UTH Tak, 11100 OyJIM MPHUIHATI came ii
MOTJIsI U 200 ITUTL ¥ 3aBaAUTH 1HIIIHM CTOpOH1 3poouTH Te came. Konduiiktu HaityacTimie
aCOIIIOIOTHCS 3 arpeci€ro, MOrpo3aMu, CynepedukaMu, BOPOXKICTIO Toilo. ToMy icHye
TyMKa, 110 KOH(JIIKT - sSBUINE HeOakaHe 1 1110 He0OX1THO, TI0 MOKJIMBOCTI, YHUKATH
foro a0o0 sIKHAWUIIBUIIIE PO3B'A3yBaTH. 3T1IHO 3 OCTAHHIMH JOCIIKEHHSIMU BUYCHUX
HaBITh B OpraHizalisix 3 €(QEKTUBHUM YIPABIIHHSAM JACsKI KOH(MIIKTH HE JHIIe
MOXJIMBI, a W OaxkaHi. JJoOpe ckepoBaHMl KOH(MIIIKT - )KUTTEBO BAXKIMBA CKJIAJ0BA
JaCTHHA MPOIIECY CTAHOBJICHHS CYy4acHOTO KOJIEKTUBY. Ha >kaib, KOH(IIIKT He 3aBXK/IH
Ma€ MO3UTHBHUHN XapakTep. Y NeIKuX BUIAIKaX BIH MOXKE 3aBaKaTH 3aJ0BOJICHHIO
noTped OKpeMoi 0coOu Ta TOCATHEHHIO LIiJIel oprani3anli B3araii. Hanpuknaz, mig yac
JJI0BOT Hapay OUIBIIICTh MOTOMXKYETHCS 3 TYMKOIO OKPEMOi 0COOU JIUIIIE JJIsl TOTO,
1100 YHUKHYTH KOH(DIIKTY, HEXTYIOUH IHTEpecaMu CIipaBU. AJie B 0araTb0X BUMagKax
KOH(JIIKT JoroMarae BUSIBUTH PO3MAITTSI TOUOK 30py, J0/a€ iH(pOpMaIlii, JormoMarae
BUSIBUTHU OLITBINY KUIBKICTh alibTepHATHB abo mpobiiemM. Lle mae 3mory uneHam rpymnu
npuitMaTé OUTBIT €EKTHUBHI PIIIEHHS, a TAKOX MOBIJIOMUTH CBOIO JYMKY JIFOJISIM, 1
THM CaMUM 3aJIOBOJIBHUTH OCOOMCTI TOTpeOM y TMoBa3l Ta BIaAl, BEAy4YH [0
e(eKTUBHINIOTO JOCATHEHHsA uuied. Takum YuHOM, KOHQMIIKT MOXe OyTu
(GyHKITIOHATEHUM, 200 IUCHYHKIIIOHAIBPHUM, IO MOXKE IPU3BECTH JI0 3HUKEHHS
0COOHUCTOTO 33J]0BOJICHHS, TPYIIOBOTO CIIBPOOITHUIITBA Ta €(HEKTUBHOCTI OpraHizaiiii.
Ponb KOH(QIIIKTY B OCHOBHOMY 3aJIeXKUTh BiJ TOr0, HACKUIbKH €()EKTUBHO HUM
KepyloTb. Asie 1mo0 KepyBaTH KOH(MIIKTOM, HEOOXIIHO PO3YyMITH MNPUYUHH
BUHUKHEHHS KOHQIIKTHOT cuTyarii [1].

OCHOBHUM JIKEPEIOM KOH(PIIIKTHUX CTOCYHKIB, III0 BAHUKAIOTh y KOJIEKTHUBI, €
HEBIAMOBIHICTh NMEPEKOHAHb 1 TOBEMIHKUA 1HAWBIIA MOpAJbHUM MPHUHIUMIIAM Ta
OUIKYBaHHSM IHIIMX HOTO WiICHIB. BUNHKH JIOAMHU, IO CylepedyaTh MepeKOHAHHSIM,
I[IHHOCTSIM, HOpMaM, TIpaBWJaM TIOBEMIHKM Ta TPAIUIISIM KOJIEKTHBY YacTO
MPU3BOJATH O KOH(QIIIKTIB, IO HOCATH JECTPYKTUBHUN xapaktep. Uum Oinbin
3TypTOBaHUN KOJICKTUB, TUM TOCTpIIlIe i THTEHCUBHIIIIE PO3BUBAETHCS MTPOTUCTOSHHS
npu Takux KoHGiKTax. JlecTpyKTUBHUI KOH(IIIKT, OCOOJMBOCTAMH SIKOTO €
TEHJICHITIS 10 PO3IIUPEHHS, 3arOCTPEHHS, 3POCTaHHS EMOIIIHOT HAMIPYTH, HETIPHUSI3HI
W arpecii BIZHOCHO 1HINOI CTOPOHM KOH(MIIKTY, TOTIPIICHHS KOMYHIKAIIii,
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