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SEGMENTATION AND TARGETING

AS THE WAYS OF PROMOTING GOODS

Annotation. Segmentation is a process of division a market in to customer’s
groups for chosen criterias. It helps to consentrate money on the most effective
directions. Targeting and segmentation is becoming more important in modern

m arketing term s.

AHomauyia. CeameHmauyis — ye npoyec po3nodiny puHKy Ha 2pynu cnoxueauyie 3a
BU3Ha4YeHUMU O3HakamMu, wo 003807550 Mb CKOHUEHMpysamu 2apow o08i Kowmu 8
Halbinbw e¢pekmueHoMy Hanpsmky. CeamMmeHmauyis CcCnoxXxueyoao PUHKY [ U3HAYEeHHSH
yinbosoi ayoumopii Habyeae ece b6inbw 020 3HaYeHHSA y CyyaCHOMY MapKemuHeay.

AHHomayus. CeemeHmauyus —- 3mo npouyecc pa3deneHusa pblHKa Ha 2pynnbl
nompebumenel 0o 3apaHee onpedeneHHbLIM TNpu3HakamM, KOmMmOpbL € [M0380750 M
CKOHUeHmpupogampb OeHexHb e cpedcmea 6 Haubonee a3 eKkmueHOM HanNnpaeseHUuU.
CeemMmeHmauyuss nompebumenbcKoeo pblHka U onpedeneHue yeneesol aydumopuu

npuobpemaem 8ce 6obWwW ee 3HaYeHUE 8 COBPEMEHHOM MapkemuHzae.
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Any firm realizes that all its products can’t satisfy all consumers. Firms need to
concentrate on satisfying certain parts or segments of a target. Each company must
find out the most attractive segments of a target which will be served most effectively.
Nowadays firms try to get over mass-marketing and differentiate marketing to target
m arketing which helps to find out new possibilities. Every target market can have a
necessary product. Instead of dispersing marketing efforts, the seller can focus on
consumers which are mostly interested in buying goods [1].

The aim of this paper is to define such methods of promoting the com modity as
segmentation, targeting, and positioning; find out the concept of target audiences.
Segmentation, targeting, and positioning together com prise a three stage process.

It is obvious enough, that different consumers wish to get different goods. To
satisfy these various requirements, the organizations-m anufacturers and the
organizations-sellers aspire to reveal groups of consumers which most likely will
positively react to products offered and focus the marketing activity first of all on these
groups of consumers [2].

The first step of segmentation is the choice of segmentation criteria. So while
segmentating the market of consumer goods such criteria are used: geographical,
demographic, socialand economic, psychographic (psychological), behavioral, etc.

G eographical segmentation is a division of the market into various geographical

units: countries, regions, areas, cities, areas etc. Demographic segmentation is a
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division of the market into groups depending on such characteristics of consumers, as



age, sex, marital status, social class, family life cycle, religion, nationality, race. It is
usually easy to define and measure demographic segments as the necessary
inform ation is often accessible from secondary sources. Social and economic
segmentation assumes division of consumers on Jlevel of incomes, occupation,
educational level. Psychographic segmentation is a division of the market into various
groups depending on vital style or personal characteristics of consumers. For exam ple,
in due time buyers of "Ford" cars have been characterized as "independent, impulsive,
inclined to changes and self-confident". Behavioral segm entation assumes division of
the market into groups depending on such characteristics of consumers as: level of
knowledge, relations, character of use the product or react to it. Segmentation on
circum stances of application is a division of the market into groups according to
circum stances, occasions of idea of purchasing or using product [2]. For example,
abroad orange juice, as a rule, is used at breakfast. However manufacturers of oranges
try to expand dem and, stimulating consum ption of orange juice during the whole day.

Intensity of consum ption is an indicator on which the markets are based. There are
groups of weak, moderate and active consumers of certain products. It is obvious to be
more favorable serving one market segment consisting of considerable number of
active consumers, than some smallsegments of weak consumers [3].

A degree of loyalty characterizes a degree of adherence of the consumer to
certain mark of a product and is usually measured by number of repeated purchases of
a product. W ith this criterion it is possible to allocate the following six segments: 1) the
consumers showing high loyalty to certain mark of a product; 2) consumers which can
be switched to other mark and reduce the use of this mark; 3) casual consumers the
number of which it is possible to increase, using special methods of promotion; 4)
casual consumers that can reduce the degree of consumption due to actions of
competitors; 5) non-consumers of the mark that can buy it modernized; 6) non-
consumers with the strong negative relation to the mark.

The first step must be identifining of a potentional customer. There are two types
of customer groups that are targeted: individual custom ers and businesses. Individuals
are more difficult to target because they are diverse and unpredictible, they have sm all
individual budgets. Businesses are more stable and have larger budgets to spend on
products and services. It is not necessary to choose justone customer group. You may
choose to target both businesses and individual consumers. The second step is
conducting market research. For more specific inform ation on determining prospective
customer group the seller will need either to hire a marketing research firm to conduct
formal surveys or need to learn how to do it by them selves. Since m arketing research
firms are expensive, most small owners will have to conduct their search themselves.
The most important objective of marketresearch is to find out what m arkets are served
by com petitors, where market opportunities exist, and which markets will be most
profitable for a business.

For segmentation to be successful following the three m ain factors are considered:
the size of a segment and the speed of its change (growth, reduction); structural appeal
of the segment; the purposes and resources of the organization mastering a segment.
Even if the market segmentis characterized by the necessary size and growth rate and
has sufficient structural appeal it is necessary to considerate the purposes and
resources. Then it is necessary to decide what market segments must be chosen as
the target markets. Here there are following variants: a) to concentrate the efforts on
realization of one product on one market segment; b) to offer one product to all market
segments (grocery specialization); c¢) to offer all products to one market (market
specialization); d) to offer various products to some chosen market segments (selective
specialization); e) not to consider results of segmentation and to supply to the whole

m arket all goods produced [4].



In conclusion it should be said that those instruments of marketing play an
important role in promoting goods and selling them successfully. Modern business
terms make manufactures use segmentation of the market in order to be com petitive
among other enterprises. Segmentation gives a lot of benefits to consumers too as
nowadays they have various possibilities of buying com modities. For exam ple there are
possibilities of buying goods in supermarkets, specialized shops, and to order goods by
post or the internet etc. The object of segm entation are first of allconsum ers with their

specific needs, desires, habits which influence the choice of certain goods.

Hayk. kepieH. JTazapeHko T. B.

References: 1. Bepmuna H. K. llesnnoctu 6penga / Bepmuuna H. K. - M. : BITAJOC, 2006. —
178 ¢. 2. ®unun Kortnep. OcunoBn Mapketrunra / ®unun Kortnep ; [mep. ¢ aurauiickoro B. b.
Bo6posa]. — M. : IIporpec, 1990. — 733 ¢c. 3. Il puHUOUMOHU Ta MEeTOAH € EKTUBHOI cerMeHTamil
PUHKY CIOX HBaYiB [EnexTpounHuuil pecypc] - Pex um qOoCTymy

http://www .advertka.ru/text/articles/1420/. 4. ''omuaposa C. B. MapkeTuHr : Kypc nekuuin /

T'onwapoBa C.B. - X. :IHX EK,2003. - 140 c.



