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1�������������� ����� � �����������, ��������, ���	���� ����� � �����������

�������: ��!���� ��� "����� �	����� ���	�� � ���!#� ��$��
���% ��� � 	��	�� ��������&� "����� $�����&�#� 
�������� #�����% 	
������. ���% ���� ������	, ���� ����������	 �����'�����	 ������	 ���$ ���������	�� ���
��� 
�$��$, �� ���% ���� �	�	�	, ���$ $�����&�#� #�%���% �������� � ������ ���������% �	������" ��� ������#�" 
���������	��� ����$���� ��� 	��	��. (������ �� "����������� ������� � �������� 	
������ �� ��!���	, 
����� ������� ����� ��!���� �	 ��!���� ��
�� ������#� ������� ��!���� ����#�% �������
�, � ��!���� 
����$�����-	��	!�� ������#� ���� ��&� �"� ��$��
��� ������� �����. ) ��&	 	���������� � �'��������� 
	
���� �� �$������ ����� ��!����, #����� 	
������ ������� ����	$��� � ������	���� ���� �� �����&	�	 ��� 
���	*�
� ��� � 	��	��, ����	 ���������	�� ��!���� �������� �� ����"� �� ����	���� ���$ ������ ���"�������� 
��!����. ���"�������� ��!���� �� ������ ����" �� ��!���� ������ �� ���� %�"�����% ��������, 	 ��&	 �&�� 
����	�� ���	*�
� ������� ����	$��� �� ����". ) ������	 ���"�"������� ��!���� ������� �� ��$��
��� �������� 
$� ���"�������	, ���� �� ��!���	 ��
��, ���� � �� ��!���	 ����$�����-	��	!�� ������#�. +��
���� ��������� 
� �����"��������� �������� $� ���"�������	 ��!���� ��
�� ������#� �	 ������'��� � ���"����'��� ��������. 
	��!"� #$%�!$: ��!����, ����� ��!����, ��!���� ��
�� ������#�, ��!���� ����$����� – 	��	!�� ������#�, 
���"�������� ��!����, /�����'��� �������� ���"�������� ��!���� ��
�� ������#�, 8�"����'��� �������� 
��!���� ��
�� ������#�
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Summary: Market as a meeting place of supply and demand of different types of goods and services represents place 
of satisfaction of interest for its participiants. Market participiants who sell get their satisfaction throw the received 
amount of money, and on the other side, market representatives who buy get their satisfaction throw the realizing their 
interests and needs by consumption of choosen goods and services. Depending of marketing aspect and interest of 
market participiants, two main types of market are market of ; nal consumtion (market of ; nal consumers) and market 
of production and services which has a different subtypes. Market participiants, who shows themselves as a supplyers of 
different types of goods and services, and who wants to have a successfull and ef; cient participation on choosen type of 
market, identi; es many market segments throw the process of market segmentation. Market segmentation is the process 
of market dividance on many homogenius parts, led by goal of better market positioning. Process of market segmentation 
uses different variables for the segmentation on the market of ; nal consumption and on the market of production and 
services. The most frequent and the most dominant variables for the segmentation on the market of ; nal consumption are 
geogra; c and demogra; c variables. 
Key words: Market, types of market, market of ; nal consumption, market of production and services, market segmentation, 
geogra; c variables of segmentation on the market of ; nal consumption, demogra; c variables of segmentation on the 
market of ; nal consumption.
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INTRODUCTION

Bussines globalization, trade liberaliza-
tion, growing power of multinational compa-
nies, big volume of trade exchange between 
one or more countires and/or companies, and 
expressed and different needs of consumers 
on more and more different and diferentiated 
markets represents main characteristics of situ-
ation on market movement, freedoms and re-
strictions in the modern world.

Many different types of bussinesses (com-
panies), number of their production/service pro-
grams and chosen bussines concepts, on one 
side, and more and more expressed needs and 
wishes of buyers and consumers, which shows 
themselves as a market demand, on the other 
side, created and conditioned phenomenon of 
dividence and separation main types of market, 
which takes place throw the process of market 
segmentation. Success of the market segmenta-
tion process, especially on the market of ; nal 
consumption depends upon chosen variables 
which are used for the segmentation of market of 
; nal consumption. 

Theory of marketing de; ned four main 
groups of variables which are used in the process 
of segmentation of ; nal consumption market. 
They are: geogra; c, demogra; c, psychographic 
and behaviographic variables.

In order to have a clear and complete view of 
application of these variables, this paper intends 
to show the dominance of use of geographic and 
demographic variables in a segmentation of ; -
nal consumption market. The existence of a sig-
ni; cant number of subvariables in each of these 
two types of variables, availability, credibility 
and use of data relating to subvariables and ease 
of their use and accessibility are the main rea-
sons why we claim that their knowledge and use 
is important for companies which performs on 
market of ; nal consumption, and conduct seg-
mentation of ; nal consumption market in their 
business processes.

)K�8

/�����$����� �������#�, �������$����� 
��������, ��������	�� ����� "	�����������-
��% ��"������, ������ ��" ���������� ��$-
"���� �$"�*	 ����� � ���� $�"�&� �/��� ��"��-
����, �$��!��� � ��$��
��� ������ �������
� 
�� ��� ���� ��$��
���" � ��'����������" 
��!����"� ��������&��	 ��"� ������� ��-
������������ ���	����� 	 ��!����" �����#�-
"�, ������"� � ������
�#�"� 	 �����"���" 
������	.

Q������ ��$��
���% ����������� ������-
��% �	������ (����	$���), ������� #�%���% 
����$�����%/	��	!��% ������"� � �$����� 
�������� �������#�, �� ����� ������, � ��� �$-
��!����� ������ � !�&� �	���� � �������
�, 
���� �� �� ��!���	 �����&	�	�	 	 ���	 ���!#�, 
�� ��	��� ������, 	������� �	 �����	 ������� 
������� � ��$�����#� �������% ����� ��!����, 
���� �� �������	 ���$ ������ ���"�������� ��-
!����. )��������� ������� ���"�������� ��-
!����, � �� ����
��� ��!���� ��
�� ������� 
����#� ������#� ������" ������" $����� �� 
�$��� �������� �� �����	 ����% �� ���� ���-
"�������� ��!���� ��
�� ������#�. 

Q���������� ������� �� ��'������� 
���-
�� ������� ��	�� �������� ���� �� ������� 	 
������	 ���"�������� ��!���� ��
�� �����-
�#�. �� �	 ������'���, ��"����'���, ���%��-
��'��� � �%����������
�� ��������.

) ��&	 ������ � ����	��� �����$� ���-
"���� ���% ��������, ���� ��� �"� ��"���	 �� 
	��!� �� ��"��������� 	������ ������'���% 
� ��"����'���% �������� �������" ���"��-
������ ��!���� ��
�� ������#�. �������#� 
$��
����� ���� ����������� 	 ������ �� ��� 
����� ����� ��������, �������!�����, �����-
���������� � 	������ �������� ���� �� ������ 
�� ����������� � ������ #�%��� ���"���� � 
����	����� ��������&��	 ������� ��$���� $�� 
����% 	 ���" ���	 �����"� �� �� #�%��� ��$��-
��#� � 	������ ���"� ��!�� $� ����	$��� ���� 
����	���	 �� ��!���	 ��
�� ������#�, � 	 
���" �������#	 ������� ������� ���"�������� 
��!���� ��
�� ������#�.
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MARKET AND TYPES OF MARKETS

The market is the totality of relation be-
tween supply and demand, which in a certain 
place and in a  particular time affects on the 
sale of certain products. At the same time, it 
represents a set of institutions, areas and fa-
cilities which provides an organized or per-
manent contact between buyers and sellers.

“The market can be defined in different 
ways. The original definition states that the 
market is place where buyers and sellers met 
themselves. Economists describes market as 
a set of buyers and sellers conducting trans-
actions (in person, by phone, mail, whatever) 
with the individual product or product group. 
Regardless of whether it comes to market of 
cars or houses. However, marketers see ven-
dors as an “industry”, and buyers as a “mar-
ket”. That’s why marketers will talk about the 
market as a “people from 35 to 50 low-in-
come” or about “auto company seeking agents 
who buys color for their companies.”

Market definition can be given in the 
broad and narrow sense. “Mass market” is the 
broadest of definitions and describes the mil-
lions of people who buy and consume basic 
products (soap, soft drinks, etc.). Economic 
growth of United States is largely a result of 
operations of U.S. companies which manages 
with mass production, mass distribution and 
mass marketing.

On the other side of extreme, we can speak 
of “the market for the individual” to describe 
an individual or company that marketer may 
be interested. IBM might be called the market 
of individual for consultants who spends all 
their time selling their services only to IBM.

The key point is that marketers defines 
target market, which is closely as possible. 
“Mass market” is overwhelming. It is difficult 
to make a product that everyone will want. 
It is easier to make a product that someone 
will love it. This leads businesses to consumer 
nichees and mini markets. But in contrast, it 
is more market shares in specific segments, 
resulting in a lower volume of each segment 

��\@A�V @ K���V ��\@A�E

��!���� �� ���	�	����� ������ ���	�� � 
���!#� ���� �� ����*���" "����	 � 	 ����*�-
�� �����"� 	��
	 �� ������	 ��������% ����$-
���� � ��	� ���% 	�������, ����	
�� � 	��*��� 
���� �"��	�����	 ������$����� ��� ������ 
������� �$"�*	 �	���� � ���������. 

„��!���� �� "�!� ��'������� �� ��$��-

��� ��
���. @$����� ��'������� ��!� �� �� 
��!���� "����� �� ��"� �� �	����	 �	��� � 
��������. V����"���� ����	�	 ��!���� ��� 
��	� �	���� � ��������� ���� ���� �������-
���� (��
��, ����'���", "����", ���� ���) 
��������
��" ����$����" ��� ��	��" ���-
�$����. +�$������ �� ���� �� �� �� ����
 � 
��!���	 �	��"���� ��� �	��. Q�*	��", 
"�������� �������� ���� ��� „���	�����	“, 
� �	��� ��� „��!����“. )����� $�� ���� �� 
"�������� �������� � ��!���	 „���� �� 35 
�� 50 ������ �� �����" ���"�#�"�“ ��� � 
„�	�� ��"������ ���� ���!� ������ ���� �	-
�	�	 ��	 $� #�%��� ��"������“.

8�'������� ��!���� "�!� ��� ���� 	 
	!�" � ����" �"���	. „Q������ ��!����“ 
�� ������� ��'������� � ����	�� "������ 
&	�� ���� �	�	�	 � ����� ������� ����$���� 
(���	�, �$����%���� ����, ���). V����"��� 
���� ������#���% �"���
��% ��!��� �� ����-
��" ������" ��$	���� �������#� �"���
��% 
��"������ ���� 	����&��	 "������" ����$-
���#�", "������" ������	����" � "����-
��" "���������".

+� ��	��� ������ ������"�, "�!�"� ����-
���� � „��!���	 $� ���������“ �� �� ����� 
��������� ��� ��"������ $� ���� "������� 
"�!� ��� $������������. IBM �� "�!� ��-
$���� ��!����" �������� $� ����	����� ���� 
��� ����� �����"� ����� ������	�� ����� 	��	-
�� ��"� IBM-	.

X&	
�� ����� �� �� "�������� ��'����	 
��&�� ��!����, ��� �� ��!&����� "��	��. 
„Q������ ��!����“ �� ���$�%������. ����� 
�� ��������� ����$��� ���� �� ��� !�&���. 
Z���� �� ��������� ����$��� ���� �� ���� 
��&���. ��� ���� �$���� �� �	�����% ���� 
� "��� ��!����. E�� ������" ����, ��� �� 
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will allow only one or a few companies to sur-
vive in this segment.

Markets are often exposed to the hierarchy 
as a way to make things work. Markets also 
include people in voluntary agreements which 
should create better position to both sides. Hi-
erarchies, on the other hand, consist of senior 
managers who orders to those of lower rank to 
take certain actions.

Reliance on the market, rather than a hier-
archy, in the opinion of many, is the best way 
to build self-regulating economy. Command 
and controlled economy does not work.

Market behavior is democratic force. 
There are only four ways to get to what we 
want: stealing, borrowing, begging and shar-
ing. The use of trade (give something in order 
to get something) is the most moral and effec-
tive manner and it is the heart of marketing.

One thing is certain: the markets are 
changing faster than marketing or business. 
Customers can change by the number, needs 
and purchasing power, in response to changes 
in economy, technology and culture. Com-
panies often do not notice these changes and 
use business practices which lost its strength. 
Business and market practices of many com-
panies are inadequate today” (Kotler, 2003, p. 
121-122).

The main components of the market are:
a) that is particular area;
b) in this area should be sellers, buyers 

and marketing institutions and market 
institutions;

c) there must be an object of exchange 
(of goods / services);

d) there must be profits on the one hand, 
and prices of products or services on 
the other;

e) price is established on the basis of sup-
ply and demand;

f) bidders are willing to offer their goods 
at given prices, and buyers to exchange 
their wages for the particular goods or 
services;

g) market must be regulated with the le-
gal and social aspects;

��!���� ���� ������ 	 ����*����� ���"����, 
��$	������	�� ��!� ��" ������ ���"���� �� 
�"��	���� ��"� ������ ��� �������� ��"��-
���� �� ������	 �� ��" ���"���	.

��!���� �	 
���� �$��!��� %������-
%��� ��� ��
��	 �� ������ '	��������	. ��-
!����, ����*�, 	�&	
	�	 &	�� 	 ������&�� 
�����$	"� ���� ���� �� �"	�	�� �&	 ��$�-
���	 ���"� ������"�. �������%���, �� ��	��� 
������, �� ������� �� &	�� ����� ����� ���� 
����*	�	 ���"� ��!�� ����� �� ����	$"	 
����*��� ����������. 

����#�#� �� ��!����, ����� ���� �� 
%������%��	, �� �� "��&�#	 "����%, ����&� 
��
�� �� �� �$����� ��"����	���	�� �����-
"���. X�"����� � ������������ �����"��� �� 
'	��������	.

��!���� ������#� �� ��"������$	�	�� 
����. ������� ��"� 
����� ��
��� �� �� ��*� 
�� ��
��� ��� �� !���: �����, ���	�
���, 
�������� 
 �������. X������#� ��$"��-
�� (����#� ��
��� �� � �� ����� �����) �� 
���"�������� � �'�������� ��
�� � ��� �� 
���� "���������.

Y���� ����� �� ���	���: ��!���� �� 
"���#��	 �!� ���� "�������� ������� ��-
�����#�. X	��� �� "���#��	 �� ���	, �����-
�"� � �	������ "���, ��� ������� �� ���-
"���� 	 �����"���, ��%�������� � �	��	��. 
X�"������ 
���� �� ���"���	�	 ��� ���"���� 
� ������� �������� ������ ���� �	 ��$�	��� 
����	 ����	. �������� � ��!���� ������ "��-
��% ��"������ �	 ����� ������������“ (Kotler, 
2003, ���. 121-122).  

������� ��"������� ��!���� �	:
�) �� �� �� ����*��� �������; 
) �� �� ��" �������	 "����	 ��������� 

��������, �	��� � "�������� �����-
�	����, ��� ��!���� ������	����; 

�) �� "��� ��������� ����a� ��$"���� 
(���/	��	��);

�) �� "����	 ��������� ��%��� � ����� 
������ � ������ ����$���� ��� 	��	�� 
� ��	�� ������;  

�) �� �� ������ '��"��� �� �$� ������ 
���	�� � ���!#�;

') �� �	 ���	*�
� ����"�� �� ����� ���  
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h) there are various types of buyers and 
sellers on the market;

k) the market price is used as a basis for 
allocating resources.

“Markets can be divided into two basic 
categories: market of final consumption and 
market of commercial consumption (organiza-
tional or industrial market). These categories 
are based on the characteristics of individuals 
and groups that make up a market, and on the 
purpose for which they buy certain goods.

Market of final consumption consists 
of buyers and / or persons in their households 
who intend to spend or use certain products, 
rather than buying them with the intention of 
earning.

Each of us belongs to a large market of fi-
nal consumption goods such as houses, food, 
clothing, vehicles, personal services, house-
hold equipment, furniture, products intended 
for recreation.

Market of commercial consumption 
(organizational or industrial market) con-
sists of individuals or groups of people who 
buy a certain type of product for one of the 
following purposes: for resale, direct use in 
manufacturing other products, or use in their 
daily operations.

There are four types of markets of com-
mercial consumption, which are: market pro-
ducers, the market of resellers, government 
market and market of various institutions 
“(Dyb, Simkin, Pride & Ferrel, 1995, p. 67).

In addition to these basic types of divi-
sions, which is basically in a marketing man-
ner, market can also be divided on the follow-
ing way:

• spatial aspect: local, regional, domes-
tic, foreign (world);

• aspect of the commodity: market of 
means of production, consumption 
market, capital market, money, securi-
ties, etc.;

• in terms of market structures: per-
fect (with competition) and imperfect 
(some suppliers/customers; monopo-
ly/monopsony, oligopoly/oligopsony).

���	�� �� ����" ������"�, � �	��� �� 
����� ��%���� ��$"����� $� ����*��� 
���� ��� 	��	��; 

�) �� ��!���� "��� ��� ���	������ � 
������� � ��	������� �������;

%)  �� �� �� ��!���	 ����$� ��$�� ����� 
�	���� � ���������;

�) ��!���� ������ ��	!� ��� ������ $� 
�������#� ���	���.

„��!���� �� "��	 ���������� 	 ����� 
������� ����������: ��!���� ����#� �����-
�#� � ��!���� �������� ������#� (����-
��$������ ��� ���	�������� ��!����). �� 
���������� ��"�&� �� �� ��������������"� 
����������� � ��	��, ���� 
��� ���� ��!��-
��, �� �� ����� $�� ���� ��� �	�	�	 ����*��	 
��	.

�#�$&�� '$!"� *+"*,"* �#�%-� .*-
�#*&-� 
��� �	��� �/��� ���� 	 #�%���" 
��"��������"� ���� ��"�������	 ��������� 
��� ����������� ����*��� ����$����, � �� �	-
�	�	 �% �� ��"����" $���*���#�.

����� �� ��� ������� ������" ��!���	 
����#� ������#� $� ����$���� ���	� �	��, 
%����, ������, �����$��% ���������, ��
��% 
	��	��, ����"� $� ��"��������, ��"�������, 
����$���� ��"��#���% $� ���������	. 

�#�$&�� .*,'*0"� .*�#*&-� (*#1�-
"$2�3$*"* $'$ $"+�,�#$%,�* �#�$&��) ��-
����� �� �� ���������� ��� ��	�� &	�� ���� 
�	�	�	 ����*��	 ����	 ����$���� $� ����	 �� 
�&����� ��� ��"����: ���� ��&#� �������, ��-
��������� �������#� 	 ����$���#� ��	��% 
����$����, ��� �������#� 	 �����������" 
�������#	.

������� 
����� ����� ��!���� ������-
�� ������#�, � �� �	: ��!���� ����$��*�
�, 
��!���� ������������, ������� ��!���� 
� ��!���� ��$��
���% ������	����“ (Dyb, 
Simkin, Pride & Ferrel, 1995, ���. 67).

����� ��� ������� ����� �������, ���� �� 
	 ������ "����������, ��!���� "�!�"� ��-
�������� � �� �&����� ��
��:

• �� ���������� �������: �������, ����-
������, ��"���, ��������� (��������); 

• �� ����� �������: ��!���� ��������� 
$� ����$���#	, ��!���� ��������� $� 
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MARKET OF FINAL CONSUMPTION AND 
ITS CHARACTERISTICS

“Understanding of behavior of consumers 
in purchase on the target market is a very im-
portant task of marketing management. Market 
of ; nal consumption is consisted by all indi-
viduals and families who are buying or coming 
into possession of goods and services for per-
sonal consumption. Consumers differs in age, 
income, level of education, mobility, and taste” 
(@��������, 2005, p. 81).

Consumers, manufacturers and institutions 
provides supply and purchase of products or 
services which serve to meet individual needs 
on the market of ; nal consumption The main 
carrier of demand, the purchase and consump-
tion is household.

Basic features of market of ; nal consump-
tion are:

a) consumption has a ; nal feature. Price 
and income elasticity is higher than on 
the market of commercial consump-
tion. Demand and consumption on the 
market of ; nal consumption is called 
; nal demand. This demand affects de-
mand on the market of production and 
service consumption, because without 
it (; nal demand) would not be demand 
and consumption on the market of pro-
duction and service consumption;

b) substitution of goods is easier and more 
frequent than on the market of com-
mercial production. Investments for 
the production of these goods are much 
lower and it is easier to entry into the 
offer. Products quickly become obso-
lete, they are subject to frequent chang-

������#	, ��!����  ��������,  ���-
��, %������ �� ����������� � ��;  

• �� �������  ��!���� ���	��	��: ���-
'����� (�� ����	�������") � �"���-
'����� ("��� ���	*�
�/�������
�; 
"������/"�������; ��������/������-
���).

��\@A�V Z@]+V �����A^V @ 
^V/�KV XE�EX�V�@��@XV

„��$	"����#� ������#� �������
� 	 �	-
������ �� ��&��" ��!���	 ���� �� $������ 
	����&�#� "���������". ��!���� �������-

� 
��� ��� ��������� � �������� ���� �	�	�	 
��� ����$� 	 ������ ��� � 	��	�� $� ��
�	 
������#	. �������
� �� ��$���	�	 �� �����-
���, ��%���	, ������	 ���$���#�, "�����-
��� � 	�	�	“ (@��������, 2005, ���. 81).

+� ��!���	 ��
�� ������#� �������-

�, ������	���� � ����$��*�
� ����	�����	 
���	�	 � �	�����	 ����$���� ��� 	��	�� ���� 
��	!� $� $�����&�#� �������	����% �����-
�. ������� ������� ���!#�, �	������ � ��-
����#� �� ��"��������.

������� ��&�!�� ��!���� ��
�� ��-
����#� �	: 

�) ������#� �"� '������ ��&�!��, 
�������� � ��%������ ������
���� �� 
���� 	 �����	 �� ��!���� ����$���-
��-	��	!�� ������#�. ���!#� � ��-
����#� �� ��!���	 ��
�� ������#� 
��$��� �� '������" ���!#�". ��� 
���!#� 	��
� �� ���!#	 �� ��!���	 
����$�����-	��	!�� ������#�, ��� 
�$ #� ('������ ���!#�) �� � ��� 
���!#� � ������#� �� ��!���	 ���-
�$�����-	��	!�� ������#�;

) �	�����	���� ����� �� ����� � 
���� 
	 �����	 �� ��!���� ����$�����-
	��	!�� ������#�. @���������� $� 
����$���#	 ���% ����� �	 $����� 
��!� � ����� �� 	��$�� 	 ���	�	. ���-
�$���� �!� $�����������	, �����!�� 
�	 
����" ���"����"� 	�&�� ���� ��-
��"�
����� '������ ������#�;
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es due to higher dynamic factors of 
consumption;

c) market is heterogeneous from the stand-
point of demographic, geographic and 
economic characteristics;

d) larger number of consumer units in the 
market relative to market of commer-
cial consumption;

e) speci; c and diverse ways and motives 
of purchase;

f) communication between suppliers and 
consumers is complicated, in compa-
ration with the market of commercial 
consumption (communication is done 
through the institutions and resources);

g) marketing program is more complex 
than on the market of commercial con-
sumption.

MARKET SEGMENTATION AND PROCESS 
OF MARKET SEGMENTATION

Market segmentation is the process of 
market dividing into homogeneous groups of 
consumers. Part of market segment which is 
obtained by the segmentation process is called 
a market segment.

Market segmentation involves differen-
tiation of products, but with different starting 
points. Starting points are: the existence of 
heterogeneity and diversity of market needs 
for a specific product. Hence, we should first 
divide the market into homogeneous groups 
of consumers that can be applied to a unique 
marketing program. Market segmentation has 
its price. In fact it should be noted that the 
general tendency of consumers is to build 
their identity in the field of consumption. The 
higher the cultural level and income are, that 
people are less inclined to accept the methods 
and means of consumption behavior that im-
posed by mass production.

“Customer requirements are different. 
Marketing strategy in which we ignore this 
fact will be too wide and it will weak market-
ing activities.

�) ��!���� �� %��������� �� ���������� 
��"����'���%, ������'���% � �����"-
���% ��&�!��; 

�) ���� ��� �������
��% ������� 	 ��-
���	 ��  ��!���� ����$�����-	��	!-
�� ������#�;

�)  �����'�
�� � ��$������� ��
��� � 
"����� �	������;  

')  ��"	�������� �$"�*	 ���	*�
� � ��-
�����
� �� ��"���������, 	 �����	 ��  
��!���� ����$�����-	��	!�� �����-
�#� (��"	�������� �� ���&� �	��" 
������	���� � ���������);

�) "�������� ������" ���!����� 	 ����-
�	 ��  ��!���� ����$�����-	��	!�� 
������#�.

�V/QV+�E[@YE ��\@A�E @ ���[V� 
�V/QV+�E[@YV ��\@A�E

���"�������� ��!���� �� ������ ������-
�� ��!���� �� %�"����� ��	���� �������
�, 
� ��� ��!���� ���� �� ����� �������" ���-
"�������� ��$��� �� ��!���� ���"���. 

���"�������� ��!���� 	�&	
	�� ��'�-
�������#� ����$����, ��� �� ��	��
���% ��-
��$��% ������. ����$�� ������ �	: �������#� 
%������������ ��!���� � ��$��
����� ��-
���� $� ����*���" ����$����". ��	�� ���� 
���� ���������� ��!���� �� %�"����� ��	-
���� �������
� �� ���� �� "�!� ���"������� 
����������� "�������� ������". ���"����-
��#� ��!���� �"� � ����	 �����	. +��"� ���-
� �"��� 	 ���	 �� �� ����� ��!#� �������
� 
�� �$����� ���� ��������� 	 ������ �����-
�#�. A�� �� ���� �	��	��� ���� � ��%����, 
�� �	 &	�� "�#� ������ �� ���%�����	 "����� 
� �������� ������#� 	 ������#� ���� �" ��-
"��� "������ ����$���#�. 

„(�%����� �	���� �� ��$���	�	. "�������-
��� ���������� 	 ����� �� $���"��� ��� 
�#�-
����, ��� ��������� � ������ "�������-
��� ����������.

���"�������� ��!���� �� ����	��� 
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Market segmentation is the process of di-
viding customers into groups, or segments, 
within which customers with similar charac-
teristics have similar needs. It is possible to 
focus marketing mix to reach out to each of 
segments individually. Segmentation is a use-
ful and rebuilding process, which aim is better 
satisfaction of customer needs and creation of 
competitive advantage for the company. It is 
defined as the customer needs (not the com-
pany) and must be renewed periodically.

Segmentation process also helps to iden-
tify new opportunities, both products and 
markets. Segmentation is the basis for effec-
tive planning, and should be a reflection of 
the market orientation/customer, rather than 
to the product.

Most of organizations should apply more 
segmentation criteria to determine the types 
of customers and categorize their specific 
needs. Also, it is necessary to understand that 
segmentation process should be implemented 
at several levels, in the entire distribution 
chain, which include different levels of dif-
ferent types of customers with special needs. 
Growing and profitable segments are atrac-
tive, in which companies can effectively meet 
the current needs of its customers, or those 
segments who can develop their products/ser-
vices to meet their future needs.

When you choose the market segments 
that the company needs to focus, proper 
marketing strategies can be created. Such a 
planned, access to meeting customers’ needs 
helps to the companies to be proactive rather 
than reactive, and gives them the opportuni-
ty to exploit market opportunities and gain a 
competitive advantage.

However, although the process of seg-
mentation is externally focused, because its 
market orientation, it should be noted that 
companies which wants to “effectively meet 
the needs of its customers” needs to consider 
the relationship between its departments and 
personnel in selected target segments.

For example, when a customer who is 
classified in one segment, contacts company, 

����&�#� �	���� 	 ��	��, ������� ���"����, 
	�	��� ����% �	��� ���
��% �������������� 
�"��	 ���
�� ������. �� �����	 ���� "�!� 
�� 	�"������ ����*��� "���������� "��� 
�� ����� �� ������ �� #�% ��������
��. ���-
"�������� �� �������� � ����&��	�� ������, 

��� �� ���%� ��� �&� $�����&�#� ������ 
�	���� � ������#� ����	������� ��������� 
��"������. ��� �� ��'����� ��� ������ �	-
���� (�� ��"������) � �����"��� �� ���� �-
���&���.

������ ��"��������, ����*�, ��"�!� �� �� 
������'��	�	 ���� "��	������, ���� ����$-
����, ���� � ��!����. ���"�������� �� ��"�& 
�'������� "����������� �������#� � ���� 
�� 	�� ����$ ������������ ���"� ��!���	/
�	��	 	"����� ���"� ����$���	.

) ������ ������$����� ���� ���"������ 
���� ��������	"� ���"�������� �� � �� ����-
���� ������ �	���� � ��������$����� #�%��� 
�����'�
�� ������. ����*�, ����%���� �� �� 
�� �� �%���� ������ ���"�������� ���� ����-
����� �� ���� �����, 	 ������	���" ������-
	�����" ����	, 	 ����" ��$��
��� ����� 
�	%�����	 ��$��
��� ������ �	����. �� ��-
����" ������"�. ������
�� �	 ����	�� � 
���'������� ���"����, 	 ����"� ��"������ 
"��	 �'������ �� $�����&� ����	��� ������ 
�����% �	����, ��� ��� $� ���� "��	 �� ��$���	 
����� ����$����/	��	�� ���� $�����&���#� 
#�%���% 	�	��% ������.

X��� �� �����	 ��!���� ���"���� �� 
���� ��"������ ���� �� �� 	�"����, "��	 �� 
��
����� ���������	�� "���������� ������-
����. �����, ���������, �����	� $�����&�-
��#	 ������ �	���� ��"�!� ��"������"� �� 
	�	 ����������, 	"����� ���������, � ��	-
!� �" ������	 �� ��������� "��	������ ��-
!���� � �����	 ����	������	 ��������.

Q�*	��", ���� �� ������ ���"�������� 
	�"����� ��������, $�� �����	����� ��!��-
�	, ���� ����"��	�� �� 	 ��"������"� ���� 
!��� �� „�'������ $�����&� ������ �����% 
�	����“, ���� �� �� ��$"���� � ����� #���% 
����&�#� � ���&� ���"� �������" ��&��" 
���"����"�. +� ���"���, ���� �� �	���, ���-
���� 	 ���� ���"���, ����� ��"������, #�� 
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its segmented approach in outdoor activities 
may be canceled if the department addressing 
customer requirements, applies common pro-
cedures at a lower level of these activities” 
(McDonald and Dunbar, 2003, pp.21-22).

“Market segmentation has a number of 
benefits which makes easier for the companies 
to find opportunities in the markets and their 
functional use. These advantages are evident 
in relation to consumers, in relation to com-
petition or in a greater efficiency in resource 
allocation and strategic planning company.

Market segmentation allows not only bet-
ter understanding of the needs and desires of 
consumers, but also with their other character-
istics. Sharpened perception, which provides 
market segmentation, allows the identifica-
tion of some personal, situational and behav-
ioral factors in a particular market segment. 
In short, you can ask questions about how and 
why and what consumers buy. If you are in 
close contact with market segments, compa-
nies can react on a small changes in consumer 
preferences of target market. The process by 
which conducts market segmentation consists 
of three main elements: segmentation, selec-
tion of target markets and positioning” (Dyb 
and associates, 1995, pp. 72-73).

Segmentation includes selection of vari-
ables for market segmentation, analysis of the 
obtained profiles of segments and evaluation 
of the obtained market segments.

In the process of selecting of the target 
market it should choose the strategy of select-
ing the target market and decide which are the 
market segments where the company should 
perform and how they will be considered as a 
target market.

With the end of the previous two stages, 
it starts a stage of positioning, which includes 
exploring the perception of consumers, prod-
uct positioning in the thought process of con-
sumers and developing appropriate marketing 
mix.

“Companies who have left the mass mar-
ket have begun to think about the identifi-
cation of major market segments. Procter & 

���"�������� �����	� 	 ���&��" �������-
���"� "�!� �� 	�� ��������, ��� ����&�#� 
��������	�� $�%����� �	����, ���"���� ����	 
������	�	 �� ��!�" ����	 �� ��% �������-
���“ (Q�������� � 8����, 2003, ���. 21-22).

„���"�������� ��!���� �"� ��$ ����-
����� ���� ����	$���"� ���������	 �����-
��!�#� ����&��% ������� �� ��!����"� � 
#�%��� ������������ �����������#�. �� �� 
��������� �
��	�	 	 �����	 �� �������
�, 	 
�����	 ���"� ����	������� ��� 	 ����� ���-
����������� �������*���#� ���	��� ����	-
$��� � ���������� �������#�.

���"�������� ��!���� �"��	���� �� 
��"� �&� ��$	"����#� ������ � !�&� ��-
�����
�, ���� � 	��$����#� �� #�%���" ����-
��" ��������������"�. @$������� ���!�#�, 
���� ��	!� ���"�������� ��!����, �"��	���� 
	�
���#� ����% ��
��%, ���	������% � �-
%����������
��% '������ 	 ��������" ���-
"���	 ��!����. )������, "��	 �� ������&��� 
����#� � ��"� ���� � $���� � ��� �������
� 
�	�	�	.  E�� �	 	 �����" �������	 �� ���"��-
��"� ��!����, ����	$��� "��	 ��������� �� 
���"�#� ���"���� 	 !�&�"� �������
� ��&-
��� ��!����. ������ ����" �� ������� ���-
"�������� ��!���� ������� �� �� ��� ������ 
���"����: ���"��������, ������ ��&��% ��-
!���� �� ��$��������#�“ (Dyb � ���������, 
1995, ���. 72-73).

���"�������� �	%���� �$�� �������� 
$� ���"�������	 ��!����, �����$	 ���'��� 
�������% ���"����� � ��������#� �������% 
���"����� ��!����.

) ������	 �$��� ��&��� ��!���� ��-
����� �� �$����� ���������	 ������ ��&-
��� ��!����, �� ���	
��� �� ���� �	 �� ��-
!���� ���"���� �� ����"� ����	$��� ���� 
����	���� � ������ #�% �� ���� 	 �$�� ��� 
��&�� ��!����.

�� $��������" ����%���� ����� '�$�, 
����	�� '�$� ��$��������#� ���� �	%���� 
	��$����#� ���������� �������
�, ��$����-
����#� ����$���� 	 "������ ������ �����-
��
� � ������"���#� ���������	��� "����-
������� ������.

„X�"������ ���� �	 ���	����� "����-
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Gamble, in the sale of its “Duncan Hines” 
assorted cakes, has defined its target market 
as “married women between 35 and 50 years 
with families.” Later the company shifted 
from large market segments to narrow niche 
markets. Finally, some companies have shift-
ed to the extreme segmentation scheme - an 
individual segment, as it is called single buy-
er” (Kotler, 2003, p. 162).

 The benefits of segmentation are:
• The key to successful marketing is 

identifying differences among cus-
tomers - what leads to better matching 
the needs of customers and products 
and services of company.

• Segmentation can be, when neces-
sary, an introduction to the marketing 
focus on the positive position in the 
market (called “niche marketing”) to 
which the company can meet most or 
all of the needs of this segment. This 
can lead to dominance in the segment, 
which is not always possible for the 
entire market.

• The result of segmentation can be a fo-
cus of resources on markets with the 
greatest competitive advantage and 
high return on investment.

• Segmentation can be used to gain 
competitive advantage, as this market 
looks different from the competition.

• Using the segmentation, company 
could be marked as a specialized in 
selected segment, with a better un-
derstanding of customer needs, so the 
products/services are preferred over 
competitive” (McDonald and Dunbar, 
2003, p. 27).

Depending upon the selected segment and 
approach to it, there are three types of market-
ing programs:

a) concentrated marketing program;
b) differentiated marketing program, and
c) universal marketing program.
Concentrated marketing program selects 

only one market segment which provides the 
greatest possible chance for success from 

�� ��!���� �	 ��
��� ��$"��&��� � ����-
��'������� ������% ��!����% ���"�����. 
Procter&Gamble, 	 ������� �����% „Duncan 
Hines“ "�������% ����
�, �� ��'������ ����� 
��&�� ��!���� ��� „	���� !��� �$"�*	 35 � 
50 ������ �� ��������"�“. X������ �� ��"��-
���� ��"�����	 �� ������% ��!����% ���"�-
���� ���"� 	���" ��!����" ����"�. @ ��-
��
��, ���� �	 �� ��"������ ��"������ ���"� 
������"��� ��"� ���"�������� – �����	 
����
���, ���� �� ��$��� ��������
�� �	���“ 
(Kotler, 2003, ���. 162).

  ��������� ���"�������� �	:
• X&	
 	�������� "��������� �� 	�
�-

��#� ��$���� "�*	 �	���"� – ��� ��� 
���� �&�" 	����*���#	 ������ �	-
���� � ����$���� � 	��	�� ��"������.

• ���"�������� "�!� �� 	��, ���� �� 
�� �������, 	��� 	 "�������� 	����-
���*�� �� ����&�� "����� �� ��!���	 
(eng.“niche marketing“) �� ����" ��"-
������ "�!� $�����&��� �����	 ��� 
��� ������ �$ ��� ���"����. �� "�!� 
�� ������ �� ��"������� 	 ���"���	, 
��� ���� 	����� "��	�� �� ������	�-
��" ��!���	.

• ��$	���� ���"�������� "�!� �� 	�� 
	�"������#� ��������� �� ��!���� �� 
�������" ����	�������" ��������	 � 
������" ���������" �� 	����#�.

• ���"�������� �� "�!� ����������� 
$� �����#� ����	������� ���������, 
��� �� ��!���� ���"���� ��	��
��� �� 
����	�������.

• X�������� ���"�������	, "�!� �� "��-
�������� ��"������ ��� ���������$�-
���� 	 �������" ���"���	, �� �&�" 
��$	"����#�" ������ �	����; �� ��� 
��
�� ����$����"�/	��	��"� ���� �� 
�������� ��� ����	�������"“ (Q��-
������ � 8����, 2003, ���. 27).

) $��������� �� �������� ���"���� � 
�����	�� ����" ������� ��� ����� "�������� 
������"�:

�) ������������� "�������� ������";
) ��'���������� "�������� ������"; �
�) 	�����$���� "�������� ������".
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GEOGRAFIC AND DEMOGRAFIC VARIABLES OF SEGMENTATION ON THE MARKET OF FINAL CONSUMTION

the standpoint of individual economies, and 
which can simultaneously provide maximum 
satisfaction of consumer needs.

The advantages of such a marketing pol-
icy is the concentration of resources (human 
and material) to a single segment. The lack 
of such an approach has great appeal to other 
segments and to the other bidders and compe-
tition.

Differentiated marketing program is ori-
ented to the undertaking of several segments 
that enable successful growth through suc-
cessfully meeting the needs of a large number 
of consumer units. This approach has its ben-
efits, which are reflected through the alloca-
tion of risk to a greater number of segments, 
because if there is a decrease in demand in 
one segment that does not necessarily mean 
that it will reduce the demand in other seg-
ments. Lack of this kind of marketing pro-
gram is involvement a lot of human and mate-
rial resources.

Universal marketing program is focused 
on the entire market through the use of unique 
marketing program. This approach is appling 
to homogeneous products with standard con-
ditions and methods of distribution, promo-
tion and pricing, such as raw materials and 
parts of universal equipment.

It is necessary to note that with the chang-
ing nature of the market corporate strategy, 
marketing program and marketing activities 
are also changing in the end.

Criteria for a successful market segmenta-
tion are:

1. Measurability – market segment must 
be formed so that it is possible to de-
termine the number of consumers who 
make it, as well as their purchasing 
power.

2. Profitability - The established market 
segment must be large enough to allow 
profitable business to the company 
which selects it as a target market.

3. Availability - If a group of customers 
was selected for the target market it 
must be known how they adapted to 

X������������ "�������� ������" ��� 
��"� ����� ��!���� ���"��� ���� ��	!� 
������	 "��	�	 ����	 $� 	����% �� �����-
����� �������	���� �����"��� � 	 ����" �� 
�������"��� "�!� ��$������� "����"���� 
$�����&�#� ������ �������
�. 

��������� ������ "�������� �������� �	 
������������� ���	��� ("����������% � &	�-
���%) �� ��"� ����� ���"���. +��������� ����-
��� �����	�� �� ������ ������������ ���"���� 
� $� ��	�� ���	*�
�, ������� $� ����	������	.

X�� ��'����������� "�������� ������-
"� �� ��������� �	���� ���������� �� ���� 
���"����� ���� ��$��*	�	 	������� ���� 
���$ 	������� $�����&���#� ������ ����� 
���� �������
��% ��������. ���� �����	� 
�"� ����� ���������� ���� �� �������	 ���$ 
�������*���#� ��$��� �� ���� ��� ���"�-
����, ��� ��� ��*� �� �"�#�#� �����!#� 	 
�����" ���"���	 �� "��� $��
��� �� �� �� 
�����!#� �"�#��� � 	 ������" ���"����"�. 
+��������� ���� ������"� �� ����!"�� ����% 
"����������% � &	����% ���	���. 

)�����$���� "�������� ������" �� 	�-
"������ �� ������ ��!���� ���$ ���"���	 
������������ "�������� ������"�. ���� ���-
��	� �� ���"��#	�� $� %�"����� ����$���� �� 
����������" 	�����"� � "�����"� ������	-
����, ���"����� � '��"���#� ������, ��� ��� 
�	 ��������, "��������� � �������� 	�����-
$���� ����"�. 

+� ����	 �� ������� 	�
��� �� �� �� ���-
"����" ��������� ��!���� "���#� � ������-
���� ����	$���, ������� "�������� ������" � 
"�������� ����������. 

X�������� 	���������� ���"�������� 
������ �	:

1. 8%�#�$0*,� – ���"��� "��� ��� 
'��"���� ���� �� �� "��	�� 	�������-
�� ��� �������
� ���� �� 
���, ���� � 
#�%��	 �	����	 "��.

2. .#*9$��;$'"*,� – )������&��� ��-
!���� ���"��� "��� ��� ����&�� 
����� �� �"��	�	�� ���'������� ��-
�����#� ��"������ ���� �� �$���� $� 
��&�� ��!����.

3. +*,��."*,� – )������ �� ���� ��	�� 
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the available marketing program.
4. Flexibility - The segments must be 

such that it is possible to comply with 
specific requirements of customers in 
these segments, create effective mar-
keting programs, and it should be ac-
ceptable from a standpoint of cost and 
price adjusted by the program.

VARIABLES OF SEGMENTATION ON THE 
MARKET OF FINAL CONSUMPTION

The consumer is the key foundation of 
marketing. For a definition of good market-
ing plans, it is essential to conduct consumer 
research - their characteristics and needs, life-
styles and purchase decision process, and, on 
this basis, taking appropriate decisions about 
the marketing mix.

Consumer analysis includes the study of 
consumers who buy, what to buy, why they 
buy, how to make decisions to buy, when to 
buy, where to buy and how often they buy.

The task of marketing professionals is 
to understand what is going on in the mind 
(“black box”) of consumers between external 
stimuli and the purchase decisions of consum-
ers.

“The variables or base for market segmen-
tation are dimensions or characteristics of in-
dividuals, groups or organizations which are 
used to divide the total market into segments. 
There is no single or best way to segment the 
market. Companies must choose between a 
number of different possibilities. In the mar-
ket of final consumption very widespread ba-
sic variables are variables such as age, sex 
and occupation - to which it is relatively easy 
to come by observation and testing and it is 
easy to measure. Market of commercial con-
sumption commonly used variables such as: 
size of customer, location and application of 
products.

�	���� ������� $� ��&�� ��!���� 
"��� ��� ��$��� ��
�� �� ���� �" �� 
�������*��� "�������� ������" "�-
�	�� 	
����� ����	���".

4. *.�#��$0"*,� – ���"���� "����	 
��� ����� �� �� "��	�� ���� 	����&�-
��#� �����'�
��% $�%����� �	���� �� 
��" ���"����"�, �������� �'������ 
"�������� ������"�, � �� �� 	�� ���-
%���&��� �� ���������� �������� � 
������ ���� �������*���% ������"�.

KE�@YE�ZV (E �V/QV+�E[@Y) 
��\@A�E Z@]+V �����A^V

�������
 �� �&	
�� ������ "���������. 
(� ��'�����#� ����% "�������� �������, 
�� �$	$���� ��!����� �� �����!���#� �����-
��
� – #�%���% �������������� � ������, 
!������% ������� � ������� ���	
���#� � 
�	������, �, �� �����	 ����, ������#� ����-
�����	��% ���	�� � "�������� "���	.

E����$� �������
� �	%���� �����!�-
��#� �� �	�	�	, ��� �	�	��, $���� �	�	��, ���� 
������ ���	�� � �	������, ���� �	�	��, ���� 
�	�	�� � ������ 
���� �	�	��.

(������ "�������� ���	
#��� �� �� �%���� 
��� �� ����*� 	 �������� („����� �	����“) ��-
�����
� �$"�*	 ��������% ���"	����� � ��-
�	�� �������
� � �	������.

„K������� ��� �������� $� ���"�������	 
��!���� ��"��$��� �	 ��� �������������� 
����������, ��	�� ��� ������$����� ���� �� 
������� ��� ������� 	�	���� ��!���� �� ���-
"����. +� ������� ����� ��� ����&� ��
�� 
���"������#� ��!����. ����	$��� "����	 
�$����� �$"�*	 
������ ��$� ��$��
���% 
"��	������. +� ��!���	 ����#� ������#� 
���� �	 �������� ������� �������� ���	� 
$� ���"�������	 ���	� ���, ���� � $���"�#� 
– �� ����% �� ��������� ���� ����$� ���"�-
���#�" � ��������#�" � ���� �� "����. +� 
��!���	 �������� ������#� ���
���� ����-
����� �������� �	: ����
��� �	���, �������� 
�� ���"���� ����$����.

��� �$��	 �������� $� ���"�������	 ��-
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In a selecting variables for market seg-
mentation, it should take into account several 
factors. The selected variables should be in 
relation to needs, use or behavior toward the 
product. No really nothing mysterious when 
it comes to market segmentation. The authors 
Clifford and Cavanagh succinctly summarize 
the essence of the technique of market seg-
mentation in the statement:

Companies with high growth successed 
because they managed to meet and satisfy the 
needs of certain types of consumers, but not 
all consumers for specific products and ser-
vices, and not all products or all services. 
Professors of bussines schools call this mar-
ket segmentation. Entrepreneurs, however, 
call it common sense” (Sally and associates, 
1995, p. 75).

In developing a strategy of market seg-
mentation companies can select one or more 
variables from a wide range of available op-
tions. Companies which produce and/or sell 
products for final consumption has available, 
primarily geographic, demographic, and then 
the psychographic and behavioral variables 
that express the fundamental characteristics 
of consumers and the factors that influence 
the behavior of consumers in the purchase and 
consumption of goods and/or services.

Geographical segmentation is one of the 
variables in the segmentation of final con-
sumption maarket, which is using following 
subvariables:

• regions (may vary across Europe, the 
group of countries, peoples, to regions 
within countries);

• the size of state (huge (like the U.S.), 
large (Spain, Germany), medium 
(Netherlands, Australia) or small 
(Malta, Lithuania));

• The size of the city (by population dis-
tribution);

• Density (city, suburban, rural);
• climate (tropical, subtropical, temper-

ate, etc.).
A very important variable in the segmen-

tation of the final consumption market is de-

!���� ��&��� � ������ ��
	�� � �������� 
'������. @$����� �������� � "����� ��� 
	 ��$� �� ������"�, 	������" ��� ����-
��#�" ���"� ����$���	. +�"� $������ ��
�� 
"�������$��� ���� �� 	 ����#	 ���"�������� 
��!����. E	���� Clifford � Cavanagh ��$���-
���� �	 ��!��� �	����	 ��%���� ���"����-
���� ��!���� 	 ����#�:

���	��� �� �
���
� ������ 	����� 
	����� �	 ���� ��� �	 ����
�� 
 �������
-
�� ����� ����� ���� ���������, � 
��
� ���������, �� �����
� ���
����
�� 

 	��	����, � �� ��
� ���
����
�� 
�
 ��
� 
	��	����. �������
 �������
� ����� �� ��-
�
���	 �������
��� ���
���. ���	��-
�
�
, ���, �� ���	 �����
� ���	���“ (Sally � 
���������, 1995, ���. 75). 

�������" ��$����#� ���������� ���"����-
���� ��!���� ����	$��� "��	 ������� ����	 
��� ���� �������� �$ ������� ��$� �����-
��!���% "��	������. ����	$��� ���� ����$-
���� �/��� ������	 ����$���� ��
�� ������� 
����#� ������#� �"��	 �� ���������#	, ���-
�� �����, ������'��� � ��"����'���, � ����� 
���� � ���%����'��� � �%���������� ������-
�� ����"� �� ����$	�	 ������� ���������-
����� �������
� � '������ ���� 	��
	 �� ��-
����#� �������
� 	 �	������ � ������#� 
����$���� �/��� 	��	��.

/�����'��� ���"�������� �� ����� �� ��-
������ ���"�������� �� ��!���	 ����#�% 
�������
�, ���� ��� ����������� �������:

• ������� ("��	 ��������, ����� V���-
��, �� ��	�� $�"�&�, ������, �� ��� �� 
������� 	�	��� ��!���);

• ����
��� ��!��� (����"�� (���	� 
�E8), ������ (A������, ^�"�
��), 
����#� (���������, E	��������) ��� 
"��� (Q����, Z��������),

• ����
��� ����� (������� �� ���	 ���-
�������);

• �	����� (����, �������*�, ����);
• ���"� (�������, �	��������, 	"������, 

���).
����*�, ���"� ���� �������� 	 ���"��-

������ �������
� �� ��!���	 ����#� �����-
�#� �� ��"����'��� ���"�������� ���� ��� 
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mographic variable, which is using a follow-
ing subvariables:

• Age (children, youth, middle-aged, el-
derly, etc.);

• gender (male, female);
• family size;
• Family life stage (young, single, 

young married without children, mar-
ried with young children, older and 
married with no children, older sin-
gles, etc.);

• income (poor, no income, low income, 
middle income, high income, very 
high income);

• occupation (different types of occupa-
tions);

• Education (primary school or lower 
secondary education, higher educa-
tion, masters and PhDs);

• religion (Catholic, Orthodox, Mus-
lims, Buddhists, Jews, atheists, etc.);

• race (white, black, yellow, crosses, 
etc.);

• nationality (different nationalities).
When we use psychographic segmenta-

tion as a variable for a segmentation of final 
consumption market, following subvariables 
are used:

• social class (lower low, higher lower, 
workers, middle, upper middle, lower 
upper, upper senior);

• lifestyle (those who achieve, believe, 
more difficult);

• personality (compulsive, social, au-
thoritative, ambitious).

Behavioral segmentation is used as a vari-
able in a segmentation of final consumption 
market, with the following subvariables:

• the opportunity to purchase (regular 
occasion, special occasion);

• required benefits (quality, service, 
cost);

• status of users (non-users, former us-
ers, potential users, users for the first 
time, a regular user);

• Rate of use (low user, medium user, 
strong user);

����������� �������:
• ������� (�����, "����, &	�� ����#�% 

������, �����, ���);
• ��� ("	���, !�����);
• ����
��� ��������;
• !������ '�$� �������� ("���, ��"��, 

"��� 	 ���	, �$ �����, "��� 	 ���	 
�� �����", ������� 	 ���	 �� � �$ ���-
��, ������� ��"��, ���);

• ���%�� (����"���� �$ ���%���, ��-
��� ���%���, ����#� ���%���, ������ 
���%���, �$	$���� ������ ���%���);

• $���"�#� (��$��
��� ����� $���-
"�#�);

• ���$���#� (������� ����� ��� ��!�, 
����#� ���$���#�, ���� � ������ 
���$���#�, "������� � ������� ��	-
��);

• ����� (��������, �����������, "	���-
"���, 	�����, �������, �������, ���);

• ���� (�����, ����, !	��, "���$�, ���);
• ������������ (��$��
��� ����� ����-

���������).
X��� �� ��� �������� ��� ���"�������� 

��!���� ����#�% �������
� ������� ���-
%����'��� ���"��������, ��� ����������� �� 
�������:

• ��	������ ���� (��!� ��#�, ���� 
��#�, �����
��, ����#�, ���� 
����#�, ��!� ���#�, ���� ���#�);

• ���� !����� (��� ���� �����!	, ���-
�	�	, ��!�);

• ��
���� (��"�	�$����, ��	������, 
�	�����������, �"����$��).

��%���������� ���"�������� �� ������� 
��� �������� ��� ���"�������� ��!���� 
����#�% �������
�, �� �&�����" ���������-
��"�:

• ������� $� �	�����	 (������� �����-
��, ������ �������);

• ���!��� ��������� (��������, 	��	��, 
�����"�
����);

• ����	� ��������� (����������, ��-
�� ��������, ������������ ��������, 
�������� �� ���� �	�, ������� ����-
����);

• ����� �������#� (��� ��������, 
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• attachment status (none, medium, 
strong, absolute);

• Standby (unconscious, conscious, in-
formed, interested, eager, ready to 
purchase);

• attitude toward product (enthusiastic, 
positive, indifferent, negative, hos-
tile).Undo edits

GEOGRAFIC VARIABLES OF 
SEGMENTATION ON THE MARKET OF 

FINAL CONSUMPTION

As it was noted, the geographical seg-
mentation requires market segmentation on 
different geographical units such as nations, 
states, regions, provinces and cities. The com-
pany chooses to operate in one or more geo-
graphic areas or in all areas, but they must pay 
attention to differences between geographical 
needs and preferences.

“The international ways of life come to 
light, but there are opposing forces that con-
tinue to shape the market. Cross-cultural re-
search has defined five “mentality boxes” for 
cars market in Europe.

They indicate to which extent the lan-
guage shows the limits of the common culture 
and lifestyle:

1. North (Scandinavia);
2. Northwest (United Kingdom, Iceland, 

parts of Norway, Belgium and the 
Netherlands);

3. Center (mentality box is spreading to 
Germany and Switzerland, parts of 
Eastern Europe);

4. West (French-speaking countries, in-
cluding parts of Spain and Belgium);

5. South (the Mediterranean, covering 
Spanish, Portuguese, Italian and Greek 
language areas).

Self-expression is important feature to car 
buyers in all geographic regions, but the simi-
larity ends there. Western group seeks quality 
and convenience, the South wants value for 

����#� ��������, ��� ��������);
• ����	� �����!������ (�������, 

����#�, ���, �����	���);
• ���#� ����"����� (�����������, 

���������, ��'��"����, $���������-
���, !�&��, ����"�� �� �	�����	);

• ���� ���"� ����$���	 (���	$������, 
��$������, ����'�������, ���������, 
���������&���).
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X�� ��� �� ��������, ������'��� ���"��-
������ $�%����� ������	 ��!���� �� ��$��
�-
�� ������'��� �������� ��� ��� �	: ������, 
��!���, ������, ��������� � �������. ����	-
$��� ��� �� �� �� ��������� �� �����" ��� 
���� ������'���% ����	
�� ��� �� ���" ���-
�	
��"�, � ��" ��� "��� ������� ��!#	 �� 
��$���� �$"�*	 ������'���% ������ � ���-
'��������

„@�������������� ��
��� !����� �$��-
$� �� �������, ��� ������� �	������ ���� ���� 
������&��	 �� ����	�	 ��!����. X����	��	-
����� �����!���#� �� ��'������� ��� „��&� 
"����������“ $� �	��"���� 	 V�����.

��� ����$	�	 	 ����� "���� ��$�� ����$	�� 
������� $������
�� �	��	�� � ��
��� !�����:

1. ������ (������������);
2. �������$���� (K����� ���������, @�-

����, �������� +�������, ������� � 
���������);

3. [����� (��&� "���������� ^�"�
�� 
���� �� �� A��������� � �������� 
����
�� V�����);

4. (���� ('����	��� ������� ����	
��, 
	�&	
	�	�� �������� A������ � ���-
����);

5. Y	� (Q�������� ���� ������� ����-
���, ����	������, ����������� � ��
�� 
��$��).

��"��$��!���#� �� ��!�� �	���"� �	��-
"���� 	 ���" ������'���" �������"�, ��� 
���
���� �� �	 � $�������. (������ ��	�� ���-
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money, while the northwestern group sees a 
car on a very special way. The differences af-
fect the cars they buy and the equipment they 
have. While all developed nations care for the 
environment, they do so in different ways. In 
Italy, France and the UK automobilists do not 
see their car as a mean of pollution, while in 
Germany the demand for cars that do not pol-
lute the environment is growing rapidly.

Differences in climate lead to different 
lifestyles and nutrition habits. In countries with 
hot climate, social life takes place outside and 
the furniture is less important than in the Nor-
dic countries. Different kitchen sizes which 
stood undetected has caused a lot of market-
ing mistakes. The company Philips has begun 
to earn on the Japanese market only when it 
produced a small coffee machines to suit local 
tight conditions. In Spain, Coca - Cola with-
drew their two-liter bottles since finding out 
that they do not fit into the local refrigerators?
 Today, many companies have regional 
marketing programs within national borders 
– thus localizing their products, advertising, 
promotion and sales efforts to suit the needs of 
individual regions, cities and even neighbor-
hoods. Others, however, seek areas  not culti-
vated yet. For example, IKEA had expanded 
globally by using their blue and yellow stores 
located out of town in countries where the use 
of a handful of stores was main feature. IKEA 
has changed their strategy by buying furniture 
chain Habitat from Storhaus. Small stores 
have provided them access to a current trade 
and new segments of customers who are less 
willing to travel.

Chain Habitat is also useful to small 
towns. With this major IKEA follows the 
European trend that leads to the shopping 
complexes in the city centers. When they see 
American urban decay, European policymak-
ers are resisting the development of trade out 
of town “(Kotler, Wong, Sanders, Armstrong, 
2007, p. 398).

The geographical segmentation of person-
al consumption markets creates the conditions 
for the implementation of various marketing 

!� �������� � ������
����, �	� !��� ������-
���� $� �����, ��� �������$������ ��	�� ���� 
���� �	��"��� �� ���� ������ ��
��. ��$-
���� 	��
	 �� �	��"���� ���� �	�	�	 � ����-
"	 ���	 ��� �"��	. @��� ��� ��$������ ������ 
���	 $� ������	, ��� �� 
��� �� ��$��
��� 
��
���. ) @������, W����	���� � K������ 
��������� �	��"������� �� ���� ���� �	��-
"��� ��� �������� $���*�#�, ��� 	 ^�"�
��� 
�����!#� $� �	��"����"� ���� �� $���*�	�	 
������	 	�$��� �����.

X��"����� ��$���� ���� �� ��$���
���" 
��
���"� !����� � ���%��"���" ������-
"�. ) $�"&�"� �� �����" ���"�" ��	������ 
!���� �� ������ ����&	 � ��"������ �� "�#� 
��!�� ���� 	 ���������" $�"&�"�. +����-
"������#� ��$��
��� ����
��� �	%�#� �� 
	$�������� "���� "����������% �������. 
X�"������ !
�
�� �� ��
��� �� $���*	�� �� ��-
������" ��!���	 ��� ���� �� �$������ "��� 
������� $� ��'	 ���� ���������	 ��"��#�" 
�������" 	�����"�. ) A������ �� "��� – 
"��� ���	��� ����� '���� �� ��� ����� ����� 
�� ��$���� �� ��� �� ����	 	 ������� '��!�-
����?!

8���� "���� ��"������ �"��	 ���������� 
"���������� ������"� 	�	��� ��!����% ���-
���� – ������$	�	�� ����� ����$����, �����-
"	, ���"����	 � ������ ������� ���� � ��� 
���������� ������"� �������	����% �����-
��, �������, �� 
�� � �	���������. 8�	�� ���!� 
��� �����*��� ����	
��. +� ���"���, @XVE 
�� ������� ��������� ��������� ����� ���-
��-!	�� ���������� � $�	$��� �������� ��� 
����� 	 ��!���"� ���� �� ������� ��
��� ���-
�������. @XVE �� ���"������� ���������	 
�	������" ������ ��"������� #��
��� �$ 
����%�	��. Q��� ���������� �	 ��� �"��	���� 
�����	� �����$��� �������� � ����" ���"��-
��"� �	���� ���� �	 "�#� ��&�� �� �	�	�	.

Z���� #��
��� 	����� ������� "���" 
�������"�. � ��" $��
����" @XVE ������� 
�������� ����� ���� ��� ���"� ������
��" 
��"������"� 	 �����	 �����. X�� ���� �"�-
��
�	 	���	 ��	��!, �������� ������
��� 
�� ��	���	 ��$���	 �������� �$��� �����“ 
(X�����, K���, ������� � E�"������, 2007, 
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activities and performance of marketing func-
tions on the basis of geographic segmentation 
variables. Marketing departments are estab-
lished, conduct marketing research, market-
ing plans are made for each country, region, 
city or even region.

DEMOGRAFIC VARIABLES OF 
SEGMENTATION ON THE MARKET OF 

FINAL CONSUMPTION

The availability of data and measurability 
of demographic variables led to their widely 
application in market segmentation, particu-
larly on final consumption market. Demo-
graphic variables are very closely related to 
the needs and behavior of consumers in the 
purchase, and therefore their knowledge helps 
companies operating in the final consumption 
market to be more effective in directing its ac-
tivities to the segments or the total market for 
final consumption.

“Demographic segmentation consists of 
dividing a market into groups formed by vari-
ables such as age, gender, sexual orientation, 
family size, family age, income, occupation, 
education, religion, ethnic group and nation-
ality. Demographic factors are the most popu-
lar basis for segmenting customer groups. One 
reason is that the customer needs, wishes and 
use rates often vary along with demographic 
variables. Another is that demographic vari-
ables are easier to measure than most other 
variables. Even when market segments are 
described using different basis - such as per-
sonality or behavior - it is necessary to know 
their demographic characteristics in order to 
determine the size of the target market and the 
way of making this process efficient”(Kotler 
and associates, 2007, p. 400).

Population
World population shows explosive growth. 

���. 398).
/�����'��� ���"�������� ��!���� ��
-

�� ������#� ������ 	����� $� �����*�#� 
��$��
���% "����������% ���������� � �$-
������#� "����������% '	������ �� �$� 
�������� ������'��� ���"��������. �������	 
�� "���������� ����&�#� ����	$���, ������� 
"�������� �����!���#�, ������ "�������� 
�������, $� ����	 ��!��	, �����	, ����, �� 
�� 
� �����.
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 Z����� ����" �� ����$� �� �������� � 
"���&����� ��"����'���% �������� ������ 
�� �� ���� �� �	 ��� ������ ���"��#��� 	 ���-
"�������� ��!����, � �� ����
��� ��!���� 
��
�� ������#�. 8�"����'��� �������� �	 
	 ���"� 	���� ��$� �� ������"� � ������#�" 
�������
� 	 �	������, � ��"�" ��" #�%��� 
��$����#� ��"�!� ����	$���"� ���� ����	�	 
�� ��!���	 ��
�� ������#� �� 	�	 �������-
������� �������" 	�"������#� �����% �����-
����� �� ���"���� ��� 	�	��� ��!���� ��
-
�� ������#�.

 „��8*1#�9,�� ,�18�"��3$%� �� ��-
����� �� ������� ��!���� �� ��	�� ���� �	 
'��"����� ���"� ��������"� ��� ��� �	 
�������, ���, ����	���� ������������, ����
�-
�� ��������, !������ ��� ��������, ���%�-
��, $���"�#�, ���$���#�, ��������, ����
�� 
$�������� � ������������. 8�"����'��� 
�-
����� �	 ������	������� ������ $� ���"����-
��#� ��	�� �	����. Y���� �� ��$���� �� ��� �� 
������, !�&� �	���� � ����� �������#� 
�-
��� �������	 	������ �� ��"����'���" ������-
��"�. 8�	�� �� �� �� ��"����'��� �������� 
����� "������ ���� �����	 ��	��% ��������. 
]�� � ���� �	 ��!���� ���"���� ������� 	$ 
�������#� ��	��% ������ – ��� ��� �	 ��
-
���� ��� ������#� – ������� �� ��$������ 
#�%��� ��"����'��� �������������� ���� � 
�� "���� �������� ����
��� ��&��� ��!���� 
� ���� � �� �� #��� ����� �� �'������ ��-
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The world current population is around 7 
million . The explosion in world population 
growth causes two huge problems:

• The first problem relates to the fact 
that the resources needed for human 
survival (fuel, food, other materials) 
are scarce.

• Another problem is that the highest 
rate of population growth in countries 
and communities that have the least 
economic opportunity.

Age
“The needs and desires of consumers are 

changing with age. Some companies use seg-
mentation by age, offering different products 
or using different marketing approaches for 
different age groups and groups according to 
length of life.

For example, vitamins Life Stage come 
in four versions, each designed for specific 
needs of specific age segments: children for-
mula vitamins that can be chewed intended for 
children aged 4 to 12 years; teens formula for 
teenagers; and two versions of adult mens for-
mula for men and women formula  for woman.

Johnson & Johnson company has devel-
oped the Afinity shampoo, which helps wom-
en over 40 years to cope with hair changes 
related to their age. McDonald’s uses various 
promotions and media to target children, teen-
agers, adults and elderly persons markets.

Market experts constantly trying to stretch 
the years range. Teletubbies and Rugrats are 
shows that as a target market selects children 
in diapers. Both films are based on extensive 
marketing research design with completely 
opposite views on life. However, they have 
one common feature that has always been 
characteristic of teenage whims: parents do 
not like them.

At the other end of childhood, Sega and 
Sony have been trying to expand the technolo-
gy of computer games on the business market. 
Sega, normally focused on the teenage mar-
ket, now as a target market picks older con-
sumers. According to the  Sega CEO, Sega`s 
target market is 10 to 18 years that “sitting 


��“ (X����� � ���������, 2007, ���. 400).
$��� �������
��
�������� ������������ ����$	�� ������-

$���� ����. ) ������	 ����	��� �"� 7 "������-
�� ����������. V�����$��� 	 ����	 ��������� 
������������ ���	$���	�� ��� ����"�� ���-
��"�:

• ���� �����" �� ������ �� �� �� �	 
����*��� ���	��� ������� $� �����-
��� &	�� (������, %����, ������ "���-
������) ������
���.

• 8�	�� �����" �� �� �� �� ������� ���-
�� ����� ������������ 	 $�"&�"� � 
$��������"� ���� �"��	 ���"�#� ���-
��"��� "��	������.

%������
„������ � !�&� �������
� "���#��	 

�� �� ������"�. +��� ��"������ ������� ���-
"�������	 ���"� �������� � !������" ��	, 
�	���� ��$��
��� ����$���� ��� ��������� 
��$��
��� "���������� �����	�� $� ��$��-

��� �������� ��	�� � ��	�� ���"� !������" 
�����	.

+� ���"���, ����"��� ���' ����� (eng. Life 
Stage) ����$� 	 
����� ���$���, �� ����% �� ���-
�� ������&��� $� ������ ������ ������% 
��������% ���"�����: �
����� ����	�� ����-
"��� ���� �� "��	 !������ ��"��#��� �� ����� 
�� 4 �� 12 ������; �
�� ����	�� $� ���������; 
� ����� �	 ���$��� $� ������� ��� ����	�� $� 
"	������ � �
��� ����	�� $� !���.

X�"������ '����� �� '����� (eng. 
Johnson&Johnson) ��$���� �� ������ ��
�
-
�
 (eng. A* nity shampoo), ���� ��"�!� !���-
"� �$��� 40 ������ �� ������� ���"���� �� 
����" ���� �	 ��$��� $� #�%��� ������. +�-
������� �����" ��$��
���" ���"�����"� � 
"�����"� ��� ��� ��&�� ��!���� ����	, ��-
�������, ������� � ������� ����������.

Q���������� ���	
#��� ���������� ��-
�	�����	 �� �������	 ������ ������. ������-
�� (eng. Teletubbies) � ������� (eng. Rugrats) 
�	 $���� ���� ��� ��&�� ��!���� ��� ���-
�	 	 ������"�. �� '��"� ���� �	 $�������� 
�� ����!��" "����������" �����!���#	 
�������	�	 �����" �	������ ������� �� !����. 
Q�*	��", �"��	 ����	 $������
�	 ���������-
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in their rooms playing games for hours.” But 
then, “they turn 18 and discovered girls ... 
and the computer remains locked.” In order to 
retain these young consumers, while moving 
into a new phase of life, in Sega launched on 
the market a range of products for adults.

Ethnic segmentation
Multi-ethnic communities in Europe de-

fine market segments for all types of goods: 
clothing, music, cosmetics and many others. 
These communities also foster and activities 
occurring outside their own ethnic boundar-
ies.

Life stages
Life stage is an important feature on rec-

reation markets. In a holiday market, for ex-
ample, Club 18-30, focuses on young singles 
who are looking for four S: sun, sand sea, and 
sex. This profligate segment can not be mixed 
well with families to whom Club Mediteran 
is  offered   Children’s activities and full chil-
dren day care for are an important part of the 
mentioned one. Meanwhile, Saga holidays is 
offered to elderly persons and keeps prices 
lower off the season.

Segmentation by gender
Segmentation by gender is common in the 

clothing, hairstyles, cosmetics and magazines. 
Recently, marketers have noticed other oppor-
tunities for segmentation by gender. For ex-
ample, both men and women use most brands 
of deodorant.

However, the company Proctor&Gamble 
developed The Secret as a brand that is spe-
cifically tailored to the chemical composition 
of the female body, and then packing up and 
advertised product to boost female image. In 
contrast, Gillette association to shaving makes 
its deodorant oriented towards men.

Automotive industry has also largely be-
gan with the use of segmentation according to 
gender. Women are part of the car market that 
is growing. “Selling to women should not be 
different than selling to men,” notes one ana-
lyst. “But there is sophistication that make a 
difference.” Women body is different to men, 
less strenght in the upper body and they care  

����	 ���� �� 	����� ��� �������������� ��-
���������% %�����: ������&� �% �� ����.

+� ��	��" ����	 �����#���� %�� 
 %��
 
���	�����	 �� ������� ��%�������	 ��"��	-
������% ������ �� �������� ��!����. ����, 
���� �� ���
� ������������ �� ����������� 
��!����, ���� ��� ��&�� ��!���� ������ 
������� �������
�. ���"� %�
��� �������-
�	 �������, %�
�� ������#� ��!���� ���% 
�� 10 �� 18 ������ �������� „����� 	 �����" 
���"� �����	�� ������ ����"�“. E�� ����, 
„��� ���	�� 18 ������ � ������	 ��������... 
� ��"��	��� ������ $��&	
��“. 8� � $���-
!��� �� "���� �������
� ��� ����	 	 ���	 
'�$	 !������� ������, 	 %�
 ��������	 �� ��-
!���� ��$ ����$���� $� �������.

/��
��� �������
��
Q	�������
�� $�������� 	 V����� ��'�-

���	 ��!���� ���"���� $� ��� ����� ���: 
�����	, "	$��	, ��$"����	 � "���� ��	��. 
(�������� 	����� #��	�	 � ������� ���� �� 
���&��	 ��� #�%���% ���������% ����
��% 
�������.

!��� �
������ ����
W�$� !������� ��� �� ��!�� �� ��-

!����"� ����������. +� ��!���	 ��"���, 
�� ���"���, "�	� 18-30, 	�"����� �� �� "��-
�� ��"�� ���� ���!� 
����� �: �	���, ������� 
(eng.sand), "��� (eng.sea) � ����. ���� ��$-
	$���� ���"��� �� "�!� �� ���� ��"������� 
�� ��������"� $� ���� �� �	�� "�	� +�
�-
���. 8��
��� ���������� � ������������ ��-
�� $� ����	 �	 ��!�� ��� ���&��#� ���	��. ) 
"�*	���"��	, %��� ������ �� �	�� �������" 
&	��"� � ��!� ������ ����� �	���� ��"�� 
��� ��$���.

%������
�� ���� ���	
���"�������� ���"� ���	 �� 	��
����� 

��� ������#�, '��$	��, ��$"����� � 
�������. 
+������ �	 "���������� ���	
#��� 	�
��� 
��	�� ������� $� ���"�������	 ���"� ���	. +� 
���"���, � "	������ � !��� ������� �����	 
"���� ��$��������.

Q�*	��", ��"������ ������ �� 2��� 
��$���� �� ������ ��� "���	 ���� �� ������ 
�$��*��� ���"� %�"�����" ������	 !������ 
������$"�, � $���" �� �������� � ��������-
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more about safety. To address these problems, 
the car manufacturers are redesigning their 
cars with hood and space for luggage are eas-
ier to open, electrical steering in small cars, 
the seats and seat belts that are more suitable 
for women. They also reinforce the emphasis 
on safety, additional features such as airbags 
and remote locking. In its advertising, some 
manufacturers are focused on women and the 
big advertising space in magazines such as 
Vogue and Cosmopolitan are designed specifi-
cally for female consumers.

A growing number of internet sites are also 
women focused. For example, www.handbag.
com is advertised as “The Ultimate Accessory 
- lifeline for many women. A place where you 
can keep everything you need to be accom-
panied with during the day. “ Since women 
now present 45% of network users - compared 
to 10% five years ago – there is an increas-
ing number of portals that are dedicated to 
only to women. Examples are Charlottestreet.
com and Freeserver’s Icircle, IPC, publishers 
of Marie Claire and many other magazines 
launched Beme.com. “Channels on the page 
are largely based on the mood” – according 
to editor Claire Simonds. Look at the page re-
veals its fashionable women’s magazines ori-
gin. Besides being easy to move around them, 
the sites have a style, even though they are 
viewable and contain ads that are carefully re-
viewed to match its surroundings.

Income
Income segmentation is often used for 

products and services such as cars, boats, 
clothing, cosmetics and travel. Many compa-
nies with luxury items and convinient services 
choose affluent consumers as a target market. 
Brands that are hidden behind the initials of 
the French group LVMH reveal its focus on 
affluent consumers: Louis Vuitton luggage, 
champagne Moët & Chandon and Hennessy 
cognac. In addition to its haute couture shops, 
LVMH owns Parfumes Christian Dior,  took 
control over a French company for odors 
Guerlain and lurks on Van Clef & Arpels jew-
elry, based in Paris. Others targeting the super 

�� ����$��� ���� � ����
��� !����� �"��. 
�	������ ��"�, 4
����� ����������� � 
����#�" 
��� #���� ��$������� ����������-
��" ���"� "	������"�.

E	��"������ ���������� ���� ���� �� 	 
������� "���� $���
��� � �������#�" ���-
"�������� ���"� ���	. \��� �	 ��� ��!���� 
�	��"���� ���� �� 	 ������	. „������� !���-
"� �� � ������ �� 	�� ��	�
��� �� ������� 
"	������"�“, ���"���	�� ����� �������
��. 
„E�� ������� ���'�#������ ���� 
��� ��$-
���	“. \��� �	 ��	��
��� ���*�, �"��	 "�#� 
����� 	 ���#�" �����	 ������ � ���� ���	 
$� ���	�����. 8� � �� �������� �� �����-
"�, ����$��*�
� �	��"���� ����$�������	 
����� �	��"���� � %�	�"� � ��������"� $� 
���&�� ���� �� ����� �������	, �������
��" 
	����&�#�" 	 "���" �	��"����"�, ���-
�����"� � ��������"� ���� �&� ���������	 
!���"�. )����� �	 ����
��� �������� �� ��-
�	�����, ������� �������������� ��� ��� �	 
��$�	��� ����	�� � ���� �� ��&����� $�-
�&	
���#�. ) ���" ��������#	 ���� ����$-
��*�
� �	 	�"������ �� !��� � ������ ����-
����
�� �������� 	 
�������"� ��� ��� �	 
"�������
�� 
 5�� ��$�������� �	 ������ 
$� !����� �������
�.

��� ���� ��� @������� �������� ���� ���� 
�� 	�"����� �� !���. +� ���"���, handbag.com 
��� ��
������ ��� „The Ultimate Accessory – 
!������ ������ "����% !���. Q����� 	 ��"� 
"�!��� ��!��� ��� ��� ��" �� ������� �� 
��� ����� ����" ����“. X��� !��� ���� ����-
���&��	 45 % ��������� "��!� – 	 �����	 �� 
10 % ����� ��� ������ – ��� �� ���� ��� ���-
���� ���� �	 ��������� !���"�. ���"���� �	 
Charlottestreet.com i Freeserver’s Icircle, IPC, 
�$����
� 
������� Q��� � X��� (eng. Marie 
Claire) � "����% ��	��% 
�������, ��������� 
�	 Beme.com. „X����� �� �������� 	 ������� 
�	 "���� $�������� �� �������!�#	“ – ���"� 
	������� X��� ���"����. ������ �� ������-
�	 ����� #��� ��������� �$ �	�� "����% ��-
"���% !�����% 
�������. ���" ��� �� ���� 
������� �� �� #�"�, �������� �"��	 �����, 
���� �	 ��������� � ����!� ������ ���� �	 ��-
!&��� ���������� ���� � ���������� ���" 
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luxury market are mobile phones, worth EUR 
20,000,  Vertu company and expensive Bang-
kok Airways with lots of accessories.

The mother of the fights is a fight for su-
per luxury cars, where new the BMWs  Rolls-
Royce RR01 (250,000 euros) will be accom-
panied by Volkswagen`s Bentley Continental 
GT(150,000 euros), Maybach from Daimler 
Chrysler, Lamborghini`s LB-140 and AM305 
Aston Martin from Ford.

However, not all the companies grow by 
keeping the focus on the highest income seg-
ment. With the development more sophisti-
cated stores with additional assortment and 
value, well positioned retailers have allowed 
new entrants to succeed by targeting less af-
fluent market segments. Kwik Save, Lidl and 
Aldi have exploited this opportunity with effi-
cient organization, a narrow assortment, eco-
nomically cost-located stores and streamlined 
operations that keep prices low.

Similarly, Christine zu Salm is turned un-
successful German TV channel TM3 in Neun 
Live, a small but profitable operation, produc-
ing a cheap, simple interactive programs that 
are media critisized (Kotler and associates, 
2007, pp. 400-403).

Educational structure of population
There is a noticeable trend of increasing 

education level of the population in the world. 
One measure of the level of education is the 
literacy rate, e.g. percent of people in the 
country who can read and write. The next cri-
terion of education level is the degree of com-
pleted education. As the level of education 
grows, changes in preferences are expected in 
terms of demand for soft drinks, cars, media 
(print versus electronic) and computers.

Employment and occupation
For employees in industrialized coun-

tries, the observed trend is employment  in 
the “clerk” and work in customer service. In 
less developed and developing countries there 
are still many jobs involve physical labor and 
are often related to agriculture. Significant 
change in the structure of employees world-
wide is the increasing number and share of 

�"�����	.
��
���
���"�������� ���"� ���%��	 �� 
���� ��-

����� $� ����$���� � 	��	�� ��� ��� �	 �	-
��"����, ������, ������, ��$"����� � �	��-
��#�. Q���� ��"������ � �	��	$��" ������"� 
� ��������" 	��	��"� ����	 �"	��� ��-
�����
� ��� ��&�� ��!����. Q���� ���� �� 
����	 �$� ��������� '����	��� ��	�� LVMH 
����	 #�� '��	� �� �"	��� �������
�: 
���&�� �	� �
���, ��"��#�� ��� �� ���-
��� � ��#�� ���
. ���" �����% haute couture 
���#�, LVMH ������	�� �����	�� "�
��
��� 
6
�� (eng.Parfumes Cristian Dior), ���	$��� �� 
�������	 ��� '����	���" �	��" $� "����� 
2���� (eng.Guerlain) � ���� 5�� "�� �� 
7��� (eng.Van Clef&Arpels), �	��������	 �� 
��������" 	 ����$	. 8�	�� ���� ��&��	 �� �	-
��� �	��	$�� ��!���� �	 "����� ����'��� 
	 ����������� �� 20.000 ���� ��"������ 5�-
�
 (eng.Vertu) � ��	�� $������ /���� (eng.
Bangkok Airways) �� "������" ��������.

Q���� ���% ��� �� ��� $� �	��� �	�-
�	$�� �	��"���� ���� �� �� ���� �������" 
����" RR01 (250.000 ����), �� BMW-a 	���-
�� �����	!��� ����
 ����
����� GT 
(eng.Bentley Continental GT) (150.000 ����), 
�� VW-a, �����  (eng.Maybach) �� 6����� 
"�������, 9�����:
�
�� 9$-140 
 7���� 
+���
��� 7+305 �� !����.

Q�*	��", �� ����	 ��� ��"������ $���!�-
��#�" '��	�� �� ���"���	 �������� ���%���. 
� ��$����" ��'�����������% ���������� � 
�������" ������"���" � �����������, ���-
������ �������� �� "��� �	 ��$������ ��-
��" 	
������"� �� 	����	 ��&�#�" �� "�#� 
�"	��� ��!���� ���"����. "�
� ���, 9
�� 
 
7��
 ����������� �	 ��	 ������	 �'������" 
������$�����", 	���" ������"���" ����$��-
��, �����"�
�� �"�������" ����������"� � 
�����������&���" ����" ���� ��!� ������ 
�����.

���
�� ��"�, "�
��
� =	���� (Christine 
zu Salm) �� ���������� ��	������� #�"�
�� 
����� �Q3 �K 	 >��� �
� (Neun Live), "��	, 
��� ���'������	 ��������	 ����$������ 
��'����, ����������� ������������ ������"� 
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employed women.
Unemployment rate, which shows the 

share of unemployed persons who do not 
work in the overall structure of the workforce 
is very diverse in their countries.Differences 
in occupation affect the differences in the 
need for products.

Companies directors buy expensive suits, 
air travel, membership in clubs and large 
yachts. Thus, for example, a teacher can earn 
as much as a plumber. However, a teacher 
and a plumber and spend their wages differ-
ently, because of their very different needs for 
products, as a result of the difference of their 
profession. Although both professions require 
purchase of working clothes, a teacher buys a 
suit, a plumber suitable overalls or coveralls.

Marital status and types of households
Marital status creates opportunities for 

industries related to the wedding (such as ca-
tering companies and travel agencies), family 
life (such as financial services and automo-
biles) and divorce (such as lawyers).

When individuals are later married, then 
both family members tend to have better fi-
nancial resources and income. This presents 
opportunities for companies dealing with 
clothing, furniture, entertainment and recre-
ation.

Marketing experts are particularly inter-
ested in the number and type of households 
that buy and/or posses certain products. They 
are also interested in determining the demo-
graphic and media profile of decision mak-
ers (people involved in the actual selection of 
products) to develop appropriate marketing 
strategies. Family structure has a major im-
pact on consumer spending priorities.

Unmarried couples set aside money for 
trips, visits to cafes, theaters, concerts. Fami-
lies with small children are big buyers of fresh 
food and fruit juices.

Household Fund
The permanent interest in the ownership 

of the house creates a potential for sales of 
such home-based products and services, such 
as: furniture, home appliances, carpets, and 

���� �	 "����� �����������“ (X����� � �����-
����, 2007, ���.400-403).

?�������� ���	��	�� �������
����
) ������	 �� ���"����� ����� ������#� 

����� ���$���#� ������������. Y���� "��-
���� ����� ���$���#� �� ����� ���"������, 
��.�������� &	�� 	 $�"&� ���� $�� �� 
��� � 
����. �&����� "������ ����� ���$���#� ��-
��� ������ $�������� �������#�. X��� �� ��-
������ ���� ���$���#�, �
��	�	 �� ���"���� 
	 ���'��������"� 	 ������	 ���!#� �$����-
%����% ����, �	��"����, "����� (���"����% 
���	���� �����������") � ��"��	����.

@��������� 
 ���
���
X�� ������� 	 ���	��������$�����" $�-

"&�"� $���!�� �� ����� $����&���#� �� 
„��	!���
��"“ � �������"� 	 	��	!��� 
�����������. ) "�#� ��$������" � $�"&�"� 
	 ��$���	 ����� ������� ��� 	����� �����-
$	"������	 '�$�
�� ��� � 
���� �	 ��$��� $� 
��&��������	. ����� ���"���� 	 ���	��	�� 
$��������% ����" ������� ����� ������#� 
���� � 	
���� $��������% !���. 

����� ��$�����������, ���� ����$	�� 
	
���� ��$��������% ���� ���� �� ���� 	 
	�	���� ���	��	�� ����� �����, ���"� �� ��$-
��
��� �� $�"&�"�.

��$���� 	 $���"�#	 	��
	 �� ��$���� 	 
������ $� ����$����"�. 8�������� ����	-
$��� �	�	�	 ��	�� �������, �	����#� ������", 

������� 	 ��	���"�� ������ ��%��. ����, 
�� ���"���, ��������� "�!� �� $����� ���� 
������ � ��������������. E��, ��������� � 
�������������� ��$��
��� ����� ����� ���-
��, ��� �� ���"� ��$���	�	 #�%��� ������ $� 
����$����"�, ��� ��$	���� ��$���� #�%���% 
$���"�#�. Q��� �� $� �� $���"�#� �����-
�� �	������ ����� ������, ��������� �	�	�� 
�������, � �������������� ���������	�� ����� 
������� ������� ��"���$��.

$����
 ����	� 
 �
���
 �����
������
���
�� ����	� ������ "��	������ $� ��-

�	������ ��$��� $� ����
�#� (��� ��� �	 	��-
�����&��� ����	$��� � �	�����
�� ��������), 
������
�� !���� (��� ��� �	 '���������� 
	��	�� � �	��"����) � ��$���� (��� ��� �	 
��������).
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insurance. Specially modified products for 
those who buy a small house or apartment 
owners, such as washing machines that take 
up little space, are of increasing importance. 
Given that the larger purchases for the home 
are under the influence of economic trends, 
companies need to closely monitor macroeco-
nomic developments.

In addition to demographic variables used 
in market segmenting, the more recently in 
the application is the method called Geode-
mography. “Geodemography is a segmenta-
tion method increasingly used. Developed by 
the CACI Group Market Analysis as ACORN 
(A A Classification of Residental Neighbour-
hoods), and uses 40 variables from the list of 
data on population to the group of residential 
areas data. Geodemography is developing rap-
idly. To ACORN are associated PIN (Pinpoint 
Identified Neighbourho0ds), Mosaic and Su-
per Profile. Their connection to the database 
with a list of consumers increases the strength 
of basic geodemographic  databases. CCN 
Marketing since than has been expanded this 
process to cover the EU using EuroMOSAIC” 
(Kotler and associates, 2007, p. 402)

X��� �� ��������� ������� ����
����	, 
���� ��� 	������" �"��	 �&� '���������� 
���	��� � ���%��� �� 
���� ��������. ��� 
��������&� "��	������ $� ����	$��� ���� �� 
��� ������", ��"�������", $����" � �����-
�����".

Q�������� �������� �	 ������ $�����-
�������� $� ��� � ����	 ��"��������� ���� 
�	�	�	 �/��� ������	�	 ����*��� ����$����. 
��� �	 ����*� $������������� $� ����*���#� 
��"����'���% � "�������% ���'��� ������-
��� ���	�� (���� 	�&	
���% 	 ������� �$-
�� ����$����) �� � ��$���� ���������	�� 
"�������� ����������. ���	��	�� �������� 
�"� ������ 	����� �� ���������� ������#� 
�������
�.

+�����
��� ��
�� ������ �$������	 ��-
��� $� �	����#�, ������� 	 ��'���, �������, 
�� �������. �������� �� "���" �����" �	 ��-
���� �	��� �����!� %���� � �����% ������.

%�����
 ����
������ ������� $� ���������� ��� �	��" 

������ �������� ���������� $� ����� �	��� 
�$����� ����$���� � 	��	��, ��� ��� �	: 
��������, �������, ������ � ����	��#�. ��-
���� "���'������� ����$���� $� ��� ���� 
�	�	�	 "��� �	�� ��� $� �������� �������, ��� 
��� �	 "����� $� ���#� ���� $�	$�"��	 "��� 
��������, �"��	 ��� ���� $��
��. � �$���" �� 
�	 ���� �	������ $� �	�	 ��� 	������" ���-
������% �����#�, ������� �� �� ����	$��� 
��!&��� ����� "���������"��� �����#�.

����� ��"����'���% �������� ���� �� ��-
����� ��� ���"�������, 	 ������ �����"� ��� 
���� �� 	 ���"���� "���� ���� �� $��� ��*-
+�8*1#�9$%�. „/����"����'��� �� "����� ���-
"�������� ���� �� ��� ���� �������. ��$���� �	 
�� /�	�� $� �����$	 ��!���� CACI (eng.CACI 
Market Analysis Group) ��� ACORN (eng. A 
Classi; cation of Residental Neighbourhoods – 
X����'������� ���"���% 
������), � ����-
��� 40 ��������, �� ������ �������� � ���-
��������	, �� ��	���% ���"���% ����	
��. 
/����"����'��� �� ��$���� �$�. ACORN-u 
�	 �����	!��� PIN (eng. Pinpoint Identi; ed 
Neighbourhoods – ��
�� ������'������� 
��-
����), Mosaic � Super Pro; le. ^�%��� ����$�-
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��#� 	 �$� �������� �� ������" �������
� 
	������ ����	 �������% �����"����'���% 
�$� ��������. CCN Q�������� �� �� ��� ���-
"��� �������� ���� ������ ���� �� ������� 
V) ��������� EuroMOSAIC“ (X����� � ��-
�������, 2007, ���. 402).

(EX�)]EX

@��	�������� �����	���� 	 19. � ��
����" 
20 ������ ����� �������� ����� "��	������"� 
"������ ����$���#� � �������, "������ ��-
����	����, "������� �����"���#� ��$��
�-
��% ����� ����$���� � 	��	��, ����������� 
��� ��"��#���% ������� ������#�. +� ��� 
��
�� �� ��$����� "���� „"������� ��!����“ 
� 	
���� �����% ����	$��� ������� ���	*�-

� �� #�"	.

Q�*	��", ����� �� �� ����� ���	� ������ 
���� ��!� �� "������ "�������� ��������� 
������� � ��$��������� �� 	 "�#� � ������� 
�������
�� ���"����, ����� �� �����'�
��" 
	�	��"� � $�%�����"�, ���!��� ���� ������� 
"��������.

)����� 	 ��" �"���	 �	 �$���� ����#�#� 
	 ���" ���	, �� �� ����$��� �� ���"�������� ��-
!���� � ������ ���"�������� ��!���� ��
�� 
�� ���� �����#� ����	$��� ���� �� $�	$"	 
��!���� 	��� ���� �������� #�%���" ����$-
����"� � 	��	��"�. 

8���$��� �� �� �	 ������'��� � ��"����'-
��� �������� �&	
�� �������� $� ���"����-
���	 ��!���� ��
�� ������#�, ��� �� �����	 
#�%, � ��������� �� ��$�����" � ��
��" ��-
����"� � ��"����'���" � ������'���" ��-
������������"� ��!����, ����	$��� ����� 
����	 � ����
���, �	������ "���, ������"� 
� ������" ��"��$���"� ��&��� ������� ���-
"����, ������� ��!���� ����.

X�"�������" ���"���� ���� ������'-
���% � ��"����'���% �������� �������" 
���"�������� ��!���� ��
�� ������#� 
����	$��� �� 	 "��	������ �� ������'��	�� 
��!���� ���"��� �� ��"� �� ����	����. �	-
������ ��"�, 	 ��	
��	 �� �� ����	$��� ��-
�	
� �� �$���� ������'������	 ���"���� 

CONCLUSION

Industrial revolution in 19. and 20. century 
opened a possibility for mass production and 
selling, mass distribution and mass promotion of 
different types of goods and services, especially 
those which are used in ; nal consumption. In 
that way, model of „mass market“ was created 
with participation of many companies and sup-
pliers on it.

However, today owe have a diverse process 
on scene which shows that mass marketing pro-
gressively disappears and disintegrates itself in 
smaller and more numerous consumer segments. 
Each of these market segments has speci; c de-
mands, looking for marketing with planed ac-
tion. 

Explanations in this work are given in such 
a direction, and they showed that market seg-
mentation and process of market segmentation 
are modality how today’s companies should take 
over market segment which is suitable for their 
products and services.

It is proved that geogra; c and demogra; c 
variables are key variables for the segmentation 
of market of ; nal consumption, because by using 
them as a base, companies uses accurate and cor-
rect data about demogra; c and geogra; c charac-
teristics of market, and they gets picture about 
size, consumer power, needs and other dimen-
sions of target market segment (market niche). 

With the combination of use many geogra; c 
and demogra; c variables during segmentation 
on market of ; nal consumption company is in 
possibility to identify market segment where it 
can take participation. On contrary, if company 
decide to create identi; cation of market segment 
on the market of ; nal consumption by using 
psychographic and behaviorgraphic variables, 
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��!���� ��
�� ������#� ���"����" ���-
%����'���% � �%����������
��% ��������, 
����	$��� ���� ��� 	 "��	������ �� �$��-
�� ���"�������	 ��!���� � �$�� ��&��� 
��!����� ���"���� �� ��������� ��
��, ���  
"�!� ������� �� �������� �������� ���	�� 
����	$��� � �	����� 	 �������#	.
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