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ABSTRACT

In the 21% Century, an age pioneering building the “Healthy China”,
people's awareness of life and health is increasing, and the demand for various
kinds of health products is expanding at an alarming rate. Health industry has
ushered in the golden period of dividend. In this, experiencing highs and lows,
the health care product industry is also confronted with the opportunity of
reform and innovation. Past research in marketing and sociology domains, has
confirmed that people’s impressions on health care product industry are mostly
negative. False marketing, exaggerated marketing, and excessive packaging,
are common marketing strategies in health care product promotion, which fool
the consumers. As the health care becomes the public basic need, health care
product industry is only on the path of being more scientific and standardized,
in order to gain a foothold in the market.

From the theoretical perspective, previous studies of health care product
market and industry mainly focused on the basic observations and
questionnaire surveys. And the main findings are the summaries of the
phenomena in those markets. And based on these, they propose a series of
marketing suggestions and regulatory countermeasures. Most of these research
lack theoretical analyses, and only few consumer research involves consumer
theories. For instance, in some studies, researchers use fuzzy synthetic
evaluation theory and SVM model to segment distinct consumer groups and
predict their consumption behaviors through their basic characteristics data.
However, these theories remain at the base of consumer fundamentals, and
there is no consumer psychology involved. Motivation determines behavior.
Revealing the consumer psychological process in health care product
consumption will be an important supplement to the previous studies, which is
also the theoretical deepening of the health care product research.

From the research situation perspective, previous studies have proposed
that purchasing health care products as gifts is an important phenomenon in

health care product market. However, the previous research stop here, and



make no further theoretical analysis on this important market phenomenon.
Actually, self-care and gifting are the primary purposes when people purchase
health care products. And among the two, gifting has become an increasingly
important motivation. Therefore, in the Chinese consumption context,
exploring consumer’ s psychological process when choosing health care
product as gift is of great realistic and theoretical implications. The conclusions
will become good guidance to the health care product market and gift market.

Based on the general social and economic phenomenon of purchasing
health care product as gift, this study has clarified the significance of exploring
the different consumers’ psychological motivations and decision-making
strategies.

The research topic depends on the specific social background in China, a
social context emphasizing “it is all about relation”. And specifically, it
explores the differences in psychological motivations and decision-making
patterns of consumers when choosing health care products for others under
different relational norms.

This paper adopts the quantitative research methods, including
questionnaire surveys and laboratory experiments. Our theoretical framework
is constructed from literature deduction and questionnaire surveys conclusions,
and on this basis, analytical operation framework is developed, laboratory
experiments are designed. We verify the causal effects through the laboratory
experiments. We discover the noteworthy phenomena and problems when
analyzing the survey data, and further, we hypothesize that consumers tend to
take different decision strategies (feeling-based vs. reason-based) when
choosing health care products for others under two distinct relational norms.
Based on the consumer decision-making theory, this paper proves the basic
hypothesis in the two situational experiments.

Key words: Health Care Product; Gifting; Relation; Consumer Psychology;
Decision Strategy
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