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Caxerak: TpXKHIITE Ka0 MjeCTO CycpeTa MOHY/IE ¥ TPAXKIHE PA3IMUUTHX po0a U YCIIyra MpecTaB/ba MjecTo 3a/10BOJbeHba
HHTEpeca HheroBux yuecHuka. OHUX KOjU IPO/Iajy, KOju BpHjeAHOCHY caTuchakIujy 1001jajy Kpo3 oarosapajyhu HouaHu
u3pa3, Te OHUX KOjU KYILyjy, KpO3 3310BOJbEHE BbUXOBUX HHTEPECA U IOTPeda OCTBAPEHUX KyIIOBUHOM MM IOTPOLIEHOM
oarosapajyher mpousBofa WM yCIyre. 3aBUCHO O] MapKETHHIIKOI aCIeKTa U HHTEpeca yYECHUKAa Ha TPIKHIITY,
JBHj€ OCHOBHE BPCTE TPXKUILUTA Cy TPHKUIITE JIUYHE MOTPOIIBE OJHOCHO TPXKHUIITE KPajibUX MOTpOLIAYa, U TPXKUILITE
IPOU3BOIHO-YCIyKHE MOTPOIIkBE KOje Jajbe MMa pa3IMuuTe I0jaBHE oOnuke. Y LUJbY ycIjelHujer U epUKacHUjer
yuemha Ha 13a0paHOj BPCTU TPIKUILTA, HETOBH YYECHHUIIM OJHOCHO Tpeny3eha M MHCTUTYLHjEe KOje ce M0jaBJbyjy Kao
nonyhauu poba u yciyra, bupajy oarosapajyhe Tp:kUIIHE IUjeIOBE Ha KojuMa he HacTymaTu Kpo3 MpoLec CerMeHTaruje
TpxuiTa. CerMeHTalnuja TpXKHUIITA je IPOLEC KOjUM Ce TPXKUIITE JHjeNIU Ha BUIIE XOMOICHUX JAUjeI0Ba, Y LIHbY O0Jber
HacTyma noHyhaua ongHocHo npeay3eha Ha ucTiM. Y mpolecy CerMeMHTALje TPIKUILTA KOPUCTE CE Pa3InYuTe BapHjadie
3a CerMEHTAIH]y, KaKO Ha TPXKUIITY JIMYHE, TAKO U Ha TPXKUIITY IPOU3BOAHO-yCIyKHE HoTpolume. Hajuemrhe kopumrene
Y HajIOMUHAHTHHU]Ee Bapujaliie 32 CErMEHTAIIN]y TPXKUILTA JIUYHE MOTPOILE Cy reorpadcke u qeomorpadcke Bapujaode.
Kibyune pujeun: Tpxuire, BpcTe TP KUIITA, TPKHUIITE TMIHE TOTPOLIHE, TPKUILITE ITOPU3BOJHO — YCIY>KHE HOTPOILILE,
Cermenranyja Tpxuiira, [eorpadcke Bapujadie cerMeHTallje TPXKHIITA JIMYHE MOTpollke, JleMmorpadceke Bapujadie
TPXKUILITA JINYHE TOTPOILIEE
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GEOGRAFIC AND DEMOGRAFIC VARIABLES OF SEGMENTATION ON THE
MARKET OF FINAL CONSUMTION

Ljubisa Cosi¢!
IThe Presidency of Bosnia and Herzegovina, Sarajevo, Republic Bosnia and Herzegovina

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 final consumtion (market of final 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 efficient participation on choosen type of
market, identifies 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 final consumption and on the market of production and
services. The most frequent and the most dominant variables for the segmentation on the market of final consumption are
geografic and demografic variables.

Key words: Market, types of market, market of final consumption, market of production and services, market segmentation,
geografic variables of segmentation on the market of final consumption, demografic variables of segmentation on the
market of final consumption.
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VBOJI

I'moGanmzammja mocnoBama, Iudepanu3anyja
TproBuHe, Hapactajyha cHara MyJITHHaIIHOHAJI-
HUX KOMITaHHWja, BEIMKU OOMM TPrOBHHCKE pas-
MjeHe mMel)y jeHe u BHIe 3eMaba 1/Hii KOMITa-
HUja, M3paKEHE U PA3IMUKUTE MOTpede MoTpoiiada
HAa CBE BUINC PA3UYUTAM U JUPEPSHIMPAHIM
TPXKMLITUMA TPEACTaB/bajy CcaMO OCHOBHE Ka-
PAKTEPHCTHKE CUTYAIj€ Y TPKUIIHUM KpeTarmbu-
Ma, ciofoiaMa U OrpaHHYeHhUMa y CaBpEeMEHOM
CBUjeTY.

MHOIITBO pa3IMuUTHX [IjeTaTHOCTH TTOCIIOB-
HUX cyOjekara (mpemyseha), OpOJHOCT HUXOBUX
MPOW3BOIHUX/YCIY)KHUX TIporpama M u3abpaHu
KOHIIETTH 110CJIOBaba, ca jeIHe CTpaHe, U CBE 13-
paxeHHje ToTpede 1 KeJbe KyTala 1 MoTpoInaya,
KOjH C€ Ha TPXKUIITY T10jaBIbY]Yjy Y BUILY TPAKIbLE,
Ha JPyroj CTpaHH, YCIOBWIIM Cy T0jaBy mporeca
Trojijena v pas/Bajamka OCHOBHUX BPCTa TPIKUIIITA,
KOjU Cce OJ[BHjajy KpO3 MpOIleC CErMEeHTaIuje Tp-
JKHIITA. YCIJEITHOCT Tpolieca CerMEHTaIuje Tp-
JKMIITA, U TO HAPOUUTO TPXKUILTA JTUIHE OJJHOCHO
Kpajibe MOTPOLIHE BEJMKAM JIH]E€JIOM 3aBUCH OJI
n300pa Bapujallii Ha OCHOBY KOjUX CE BPIIIU Cer-
MEHTAIMja TP>KUIITA JIMIHE TOTPOIIIHE.

MapxkeTuHIika Teopuja je neduHucana 4YeTH-
pY OCHOBHE TpyIie Bapujaliii Koje ce KOpUCTE y
NPOLIECY CETMEHTAIje TPXKHUINTA JIMYHE TTOTPO-
mme. To cy reorpadceke, nemorpadceke, ICHXOT-
padcke 1 OMXEJBUOPUCTHYKE BapHjadie.

VY 1muipy jacHOr M MOTIYHOI IpUKas3a IMpu-
MjeHe OBMX BapujaOiH, 0Baj paa MMa Hamjepy Ja
yKa)e Ha JJOMHHAHTHOCT ynoTpeOe reorpackux
U neMorpadcKkux Bapujabiy MPUIMKOM CETMEH-
Talyje TPXKUIITA JIMuHe moTpounke. [locrojame
3HaYajHOT Opoja MoaBapHjadbiIy y CBAKO] OJ OBE
JIBUje BPCTE Bapwjadiv, PacroIOKUBOCT, Bjepo-
JIOCTOJHOCT M ynoTpeba mojaraka Koju ce oJHOCe
Ha moaBapujabne u yakoha WHHUXOBE MPUMjEHE H
JOCTYTTHOCT MPEJICTaBJbajy OCHOBHE pasJiore 300r
KOjHX Y OBOM paJly TBPIUMO Jia je FHXOBO MO3Ha-
BamC U yrnmorpeda BeoMa BaKHO 3a npey3eha koja
HACTYMajy Ha TPXKUIUTY JIMYHE MOTPOIIKE, a Y
CBOM IIOCJIOBAIbY MPOBOJIE TPOLIECE CerMEHTAIIN]je
TPKUIITA JIMYHE TOTPOLIEHE.
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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 final
consumption depends upon chosen variables
which are used for the segmentation of market of
final consumption.

Theory of marketing defined four main
groups of variables which are used in the process
of segmentation of final consumption market.
They are: geografic, demografic, 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 fi-
nal consumption market. The existence of a sig-
nificant 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 final consumption, and conduct seg-
mentation of final consumption market in their
business processes.
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TPXKUILTE U BPCTE TPXKHUILTA

Tpskumire je cBEyKyIHOCT OHOCA TOHY/E U
TpaXkie KOju Ha oipeljeHoM Mjecty U 'y onpehe-
HO BpPHjeME YTUYY Ha MTPOJIa]jy MOjeIMHUX TPOU3-
BOJIa M CKYIl CBHX YCTaHOBa, TIoApyyYja u ypehaja
Koju omoryhaBajy OpraHW30BaHU WJIH CTajHH
KOHTaKT n3Mel)y Kymara u rmpojaBara.

,» I PKUILITE ce MOXe e(UHUCATH Ha Pa3iu-
ynte HaunHe. M3BopHa neduHUIMja Kaxe /1a je
TPKHUIITE MjeCTO Ha KoMe ce cycpehy Kymiu u
npoaaBiy. EKOHOMHCTH OMUCYjy TPKUIITE Kao
CKYII KyTala M TpojaBala Koju BpIle TPaHCAK-
nuje (JU9HO, TeeOHOM, MAWIOM, Kako TON)
MOjeIMHAYHIM TIPOU3BOIOM WJIM TPYIIOM TIPO-
u3Boja. HeszaBucHo o Tora na su je pujed o
TPKUIITY ayTomoOmina wim kyha. Mehyrum,
MapKeTapu MpojAaBLie BUAE Kao ,,MHIYCTPUJY™,
a KyIme Kao ,,Tp>kumre. Ynpaso 30o0r Tora he
MapKeTapu FOBOPUTH O TPXKHIITY ,,0c00a of 35
o 50 roguHa ca HUCKMM TMpUMamUMa™ WIH O
,»AyTO KOMITAaHUJU KOja Tpa’kh areHre Koju Ky-
nyjy 00jy 32 BbUXOBE KOMIaHHUje .

Jedunnimja TpKUITa MOKE OUTH JaTa y
yKeM U IIHpPEeM CMHUCIHTY. ,,MacOBHO TpKUIITE
je Hajmmpa aeuHUIMja W ONMUCYje MUIIHOHE
JbyU KOJU KyIIyjy U TPOILE OCHOBHE ITPOU3BOJIE
(camyH, GezankoxonHa nuha, uta). Exkonomcku
pact CjeHUIEHIX aMEPUYKUX JIP’KaBa je Belu-
KUM JIMjeJIOM pe3ysiTaT MOCIoBamba aMEepUYKUX
KOMariHuja Koj€ YIpaBJbajy MAaCOBHOM IIPOM3-
BOJIHbOM, MAaCOBHOM JUCTPUOYLIHjOM M MacoOB-
HUM MapKETHHTOM.

Ha npyroj crpanu ekctpema, MOXKeMO T'OBO-
PUTH O ,,TPXKHUINTY 3a MOjeAMHLA a C€ OIMUILE
MojeIMHal] WM KOMIIaHHWja 3a KOje MapKeTap
Moke OuTH 3amHTepecoBaH. IBM ce moxe Ha-
3BaTH TP)KUILITEM IOjEIHIIa 32 KOHCYITATe KOjH
CBE CBOje BpHjeMe Tpolie poaajyhu coje yciy-
re camo IBM-y.

KsbyuHa cTBap je aa MapkeTapu JeuHHIIY
IMJBHO TPIKUIITE, IITO je NakJbuBHje Moryhe.
,»MacoBHO TpxkuIITE" je mpe3axTjeBHO. Temko
j€ HampaBHWTH TPOW3BOJA KOju he cBU kesbeTH.
Jlakme je HampaBMTH Tpou3BoOA Koju he Heko
BoJbeTH. OBO BO/IM OM3HMCE 10 KYITOBHUX HUIIA
¥ MHUHH TPXKHUINTA. AT HACIpaM TOra, MITO ce

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
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TPIKUIITE BUILE IUjeNn y onpel)eHunje cerMente,
pesynarupajyhu Huxu 00UM cBakor cermMeHTa he
oMoryhutn camo jenHoj WM HEKOJUKO KOMIMa-
HHja J]a OTICTaHy Ha TOM CETMEHTY.

Tpkumra cy dYecto H3I0XKEHA Xujepap-
XHjH Kao HAYMHY J1a CTBApH QyHKIMOHUITY. Tp-
JKUIITA, Takole, YKIbYUyjy Jbyle Y J0OpOBOJbHE
criopasyme koju Tpeba a omyryhe 00spy mo3u-
Mjy o0jeMa ctpanama. Xujepapxuje, Ha APYyroj
CTpaHH, C€ cacToje O JbyAW BUIIET PaHra KOjH
Hapel)yjy OHMMa HWXKEr paHra Ja Hpeay3Mmy
onpeheHe akTUBHOCTH.

Ocnamame Ha TPXKUINTE, MpHje HEro Ha
XUjepapxujy, je I0 MUIIJbEHY MHOTHX, HajOOJbH
HA4YMH J]a Ce M3rpajy caMmoperyiuiryha eKoHO-
muja. KoMaHiHe ¥ KOHTpoOJIMCaHe eKOHOMUje He
(YHKIIMOHUIITY.

TpkuITHO TIOHAIIaWkE je AeMokparusyjyha
cuna. [Tocroje camo detupu HauMHa Aa ce johe
JI0 Hedera INTO ce XKenu: kpaha, nocyhueare,
npocjauerve u pazmjena. Kopumreme pasmje-
He (maBame Hedera Jia O ce Jo0OMJI0 HEIITo) je
HajMOpaTHUjM U eQUKACHM]H HAYUH U OHA je
Cplie MapKeTHHTA.

Jenna cTBap je curypHa: Tp)KUIITa Ce
MUjemajy Op)ke HEro MapKeTHHI OTHOCHO IIO-
cnoBamwe. Kynuu ce mujemajy mo 6pojy, nmorpe-
06aMa M KymnmoBHOj MOhH, Kao OATOBOp Ha MPO-
MjEeHE Y EKOHOMMjH, TEXHOJOTHjU M KYITYpH.
Kommanuje uecto He mpumjehyjy oBe mpomjeHe
Y KOPHUCTE TOCIIOBHE TIPAaKCe KOje Cy MC3ryouse
cBOjy cHary. [lociioBHe U Tp>KUIIIHE ITpaKce MHO-
T'UX KOMalHuja cy nanac HeaakeksarHe' (Kotler,
2003, cTp. 121-122).

OCHOBHE KOMIIOHEHTE TPKULITA CY:

a) 11a je To onpehenu mpoctop;

0) Z1a HA TOM MPOCTOPY MOPajy MOCTOjaTH
MIPONABIH, KYIIIM U MapKETUHT HHCTH-
TyIH]j€, WIH TPKUITHE HHCTUTYIH]E;

II) J]a MOpa TOCTOjaTH O0jeKaT pasMjeHe
(poba/ycmyra);

1) a MOpajy TOCTOjaTH JOXOIHM C jeIHe
CTpaHe M LUjeHEe MPOU3BOJIA HITH YCIIyTa
C JIpyTre CTpaHe;

e) ma ce nujeHa ¢opMupa Ha Oa3u OIHOCA
TIOHY/IE U TPAKIBE;

() na cy nonyhauu cnpeMHu 1a cBoje poode
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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;
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TIOHYJIE 10 JATUM IMjeHama, a Ky J1a
CBOje JOXOTKE pasMujeHe 3a ojapehena
no0pa Win yCIyTe;

r) Ja TPXKHILTE MOpa OUTH PETYIUCAHO C

MPABHOT H JIPYIITBEHOT acleKTa;
X) Ja ce Ha TPXKHINTY Halla3e pa3He BpCTe
KyTana 1 npojaBana;

K) TpXKHIIHA [[UjeHa CIy’)KM Kao OCHOBA 3a

aJlolMpame pecypea.

I PKUIITAa CE€ MOTy TOAWJEIUTH y JABHjE
OCHOBHE KaTeropuje: TPXKHIITE Kpajibe MOTpPO-
IIIE ¥ TPXKUIITE TOCIOBHE MOTPOILIkE (opra-
HU3AIMOHO WJIM WHIYCTPHjCKO TpikuiiTe). Te
KaTeropuje TeMeJbe Ce Ha KapaKTepHCTHUKama
MOjeIMHIIAIA U TPyTNa, KOje YAHE HEKO TPIKHIII-
Te, Te Ha CBPCH 300T KOje OHM KyIyjy oapeheny
poOy.

Tp:kuiTe JUYHE OJHOCHO Kpajme Io-
TPOUIbE YUHE KYIIU H/HITU 0c00e Y IUXOBUM
JomahmHCTBMMA KOjU HaMmjepaBajy HOTPOIIUTH
WM UCKOPHCTUTH ofipel)eHe nmpounsBose, a He Ky-
Myjy UX ca HaMmjepoMm 3apahuBama.

CBako 011 Hac Npumnajza BEIUKOM TPKUIITY
Kpajibe MOTPOIIkE 3a MPOU3BOIE MOMyT Kyha,
xpaHe, onjehe, MpeBO3HUX CpeAcTaBa, JUYHUX
yciryra, onpeme 3a JJoMahWHCTBO, HamjelnTaja,
MPOU3BO/Ia HAMjEHHEHUX 32 PEKpeallnjy.

Tp:kuITe NMOCIOBHE NOTPOIIEE (opra-
HH3AIMOHO WJIH WHAYCTPHjCKO TPKHUIITE) ca-
CTOjU c€ OJ1 TOjeJNHAIlA WU TPYIa JbYIU KOjH
Kynyjy oapeheny BpcTy mpou3Boja 3a jeHy Of
cibenehe Tpu HamjeHe: pau Jasbbhe pojiaje, He-
MOCPETHOT KOPHIITEHA y MPOU3BOAKBU IPYTUX
IPOM3BOAA, WM KOPHUIUTEHA Y CBAKOAHEBHOM
MOCTIOBAbY.

[Tocroje WeTnpu BpCTE TPIKUIITA TTOCIOB-
HE TIOTPOILILE, a TO Cy: TPXKUIITE Mpou3Bohaya,
TP)KUIITE TIPETNpOoAaBana, BIAIAHO TPIKHUILITE
U TPXKUIITEe paznuuuTux uHcTUTynuja“ (Dyb,
Simkin, Pride & Ferrel, 1995, ctp. 67).

[Topen oBe ocHOBHE BpCTe Mofjene, Koja je
Yy OCHOBH MapKETHHILIKA, TPKUIITE MOXKEMO TI0-
JIUjeNnTH U Ha cIJbeaehn HauuH:

*  ca MPOCTOPHOT aCMeKTa: JIOKAJIHO, Peru-

OHAJTHO, ToMahe, THOCTPaHO (CBjETCKO);

* ca poOHOT acreKkTa: TPJKUILTE CpecTaBa

3a TIPOM3BO/IELY, TPIKUIITE CPENICTaBa 3a

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).
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MOTPOIILY, TPKUIITE KarluTaia, HOB-
113, XapTHja Of] BPUjEAHOCTH H JIp;

* Ca acmekTa TPXKHIIHE CTPYKType: mep-
(hexkTHO (Ca KOHKYpPEHIIMjOM) M HMIIEp-
¢dexktHo (Masio moHyhawa/moTporiaya;
MOHOIIOJI/MOHOIICOH; OJIMTOTIOJI/OJIUTOTI-
COH).

TPXKUILTE JIMYHE I[TOTPOLUKBE U
BEIOBE KAPAKTEPUCTHUKE

,»Pa3yMjeBame MoHallamka MoTpomaJa y Ky-
MOBUHM HA IMJHHOM TPXKHILTY OUTaH je 3a1aTak
yrpaBJbamkba MapKeTHHTOM. TpiKUIITE TOTpOIIa-
Ya YMHE CBU I10jeIMHIN U TIOPOAMIIC KOje KYITYjy
WIN JI0J1a3e y Tmocjeq poda W yciyra 3a JTUYHY
norpoimy. [loTpomaun ce pasiukyjy 1no crapo-
CTH, JIOXOTKY, CTETeHy 00pa3oBama, MOOWIIHO-
ctu u ykycy* (MBankosuh, 2005, ctp. 81).

Ha tpxuimry nauyHe MOTpOLIkHE MOTpOIla-
YW, WHCTUTYIHje W MpOu3Bohadu OCHUrypaBajy
MOHY/ly ¥ KyIIOBUHY IPOU3BOJIA WIIM YCIIyTa KOjU
CITy’Ke 32 33/I0BOJbEHH-¢ MHAMBHIYATHUX MOTPE-
6a. OCHOBHM HOCHJIALl TPAXKHE, KyIIOBHHE U T10-
TpoIImke je JomahuHCTBO.

OcHOBHa 00MJbEXKja TPXKUIITA JIMYHE I10-
TPOIIHE CY:

a) TOTpolIkba MMa (UHATHO OOMIbEX]e,
I[JEHOBHA W JIOXOJIOBHA €JaCTUYHOCT je
Beha y OIHOCY Ha TPXKHIITE MPOU3BOI-
HO-YyCIIy’KHE MOTpolIkhe. Tpaximba U 1o-
TPOIIHA HA TPIKUIITY JTMYHE MTOTPOLIEHE
Ha3zuBa ce (uHanmHOM TpaxmwoM. Oba
TpaKmba YTHYE Ha TPAXKIbY HA TPIKUIITY
MIPOM3BOJAHO-YCITy)KHE TOTPOLIHE, jep
0e3 me ((hrHanHe Tpaxmbe) He Ou Ouio
TPaXKIHE U MOTPOIIHE HA TPIKHUIITY TPO-
M3BOJTHO-YCITY’>KHE TTOTPOIIHHE;

0) cyncrutynuyja go6apa je Jakima u yerrha
y OAHOCY Ha TpPKUIUTE HPOU3BOAHO-
yCIy)HE TOTpoumhe. MHBecTunmje 3a
NPOM3BOY OBHMX J00apa cy 3HATHO
HIDKE U JIAKIIH je yna3ak y nonyay. [po-
M3BOJM OprKe 3acTapHjeBajy, MOIOKHA
cy denthuM npomjenama ycibea Behe au-
HaMHYHOCTH (haKTOpa MOTPOIIIHE;
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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 final 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”
(MBankoBuh, 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 final consumption The main
carrier of demand, the purchase and consump-
tion is household.

Basic features of market of final consump-
tion are:

a) consumption has a final feature. Price
and income elasticity is higher than on
the market of commercial consump-
tion. Demand and consumption on the
market of final consumption is called
final demand. This demand affects de-
mand on the market of production and
service consumption, because without
it (final 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-
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I1) TPKHIITE j€ XEeTEPOreHO Ca CTAHOBUILTA
JeMorpa@ckmx, reorpackux U eKOHOM-
CKUX O0MIBbEXK]a;

1) Behn Opoj MOTPOIIAYKUX JEAUHKHU Y Ofi-
HOCY Ha TPIKHUILITE TMPOU3BOIHO-YCITYXK-
HE MOTPOLIHE;

e) crneudUIHN U Pa3HOBPCHU HAYMHU M
MOTHUBH KYIIOBHHE;

¢) xomyHnukanuja uamely nonyhaua u mo-
TpOIIIa4a je KOMIUTMKOBAHA, Y OHOCY Ha
TPIKHIITE TPOU3BOAHO-YCITY>KHE MOTPO-
mme (KOMyHUKaIMja ce 00aBiba MmyTeM
WHCTUTYIMja U CPEJICTaBa);

T') MapKETUHT TPOTPaM CJIOKEHHUJU y OJTHO-
Cy Ha TPXMUIITE MPOU3BOJHO-YCIY)KHE
MOTPOILHE.

CEI'MEHTALIMJA TPXXHUIUITA U ITPOLIEC
CEI'MEHTALUIJE TPXXHUILTA

CermeHTar#ja TPXKUIITA je MPOIeC TOH]je-
Jie TP>KULITAa HA XOMOTeHE CKYNHHE MOoTpollaya,
a JINO TPXKUINTA KOjU ce JIOOM]je MPOIeCOM Cer-
MEHTAIlMje Ha3MBa CE TP)KUIIHU CETMCHT.

CermeHTanuja TpXKHUILTA YKJbydyje aude-
pPEHIIMpPamke MPOU3BO/IA, AJTH Ca IPYradujux Io-
na3HuX ocHoBa. [lona3He ocHOBE Cy: MOCTOjambe
XETEPOTEHOCTH TPXKHINTA W PA3THYUTOCT TIO-
Tpeba 3a oapeherum mpoussogom. OTyna npBoO
Tpeba MOIUjeUTH TPIKUIITE Ha XOMOTEHE CKY-
IMHE NOTpoIllaya Ha Koje ce MOXKe PUMUjEHUTH
JeAMHCTBEHN MapKeTHHT mporpam. CermMeHTH-
pame TpKHIITa UMa U CBOjy 1injeHy. Hamme Tpe-
0a umary y BHJTy J1a je OIIITa TEXKba MOTpoIIaya
Jla U3rpajie CBOj HUACHTUTET Yy OOIacTH IMOTPO-
mibe. Lto je Behn KynTypHHM HHMBO M JTOXOJaK,
TO Cy JbYIH Mam€ CKJIOHU JIa TPUXBATAj]y METOIE
U CpEJCTBA MOHAllakha y NOTPOILBY KOja UM Ha-
Mehe MacoBHa MPOU3BOIHHA.

,»3aXTJEBU KyIalla ce pa3iuKyjy. MapKeTUH-
KA CTPaTeTHja y K0joj Cce 3aHeMapH OBa YHIhe-
Hula, Ouhe mpemupoka u crnadbuhe mMapkeTHuH-
IIKEe aKTUBHOCTH.

CermeHTaruja

TPXKUIITA j€ TOCTyNaK

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) specific 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.

119



JbYBUILIA ROCUR
LJUBISA COSIC

Jjesbera Kymama y Tpyne, OJHOCHO CETMEHTE,
YHyTap KOJUX KYIIH CIMYHUX KapaKTepUCTHKa
uMajy ciamyHe moTpebe. Ha OCHOBY TOTa MOXKE
ce ycMmjepuTu onpeheHM MapKeTHHIIKH MHKC
Jla IoTpe JI0 CBAaKOT of HhHX nojeauHadHo. Cer-
MEHTalja je KopucTaH u oOHaBsbajyhu nporiec,
quja je cBpxa MTOo 00Jbe 3aJI0BOJbEH:E MOTpeda
KyTana M CTBapame KOHKYPEHTCKE MPETHOCTH
KOMIIaHHWje. oHa ce neduHuine Kkao morpede Ky-
nara (He KOMIIaHHj€) U TIOBPEMEHO je Tpeba 00-
HaBJbATH.

[Ipornec ermenranyje, Takohe, momaske ma ce
uaeHTu(uKyjy HoBe MOTyhHOCTH, KaKO MpPOH3-
BOJIa, TaKo M TpkuiuTa. CermMeHranuja je Temesb
e(UKacHOT MapKETHHIIKOT IUIAaHUpamka u Tpeda
na Oyzme ofpas opHujeHTaluje mpeMa TPXKUIITY/
KYIIy YMjeCTO TpeMa MPOU3BOTY.

VY Behunu opranuzaiyja Tpeda NpuMjeHUTH
BUIIIE KPUTEPHjyMa CerMeHTaIuje 1a Ou ce ozpe-
JIVJT TUTIOBH KyTIalla U KaTeropru30Balie lbUXOBE
cnenuduune norpede. Takolhe, HeonxoaHO je Aa
ce J1a CXBaTH IIpoIlec CerMeHTaluje Tpeda crpo-
BECTH Ha BUILIE HUBOA, Y L[jEJIOKYITHOM TUCTPH-
OyTHBHOM JIaHIly, Y KOjeM pa3IH4UTH HUBOH
o0yxBaTajy pa3IMuuTe TUIOBE KyMala. ca Io-
cebnnm norpebama. [IpuBnaunu cy pactyhu u
npo(pUTaOMIIHU CErMEHTH, Y KOjuMa KOMIIaHHje
Mory e(HKacHO Ja 33J0BOJbE TPEHYTHE TOTpede
CBOjUX KyTIalla, WJIM OHU 3a KOj€ MOTY JIa pa3BUjy
CBOje TMPOM3BOAC/YCIIyre pPaau 3a/J0BOJbaBaAmbA
BUXOBUX Oyayhux morpeba.

Kana ce onmabepy Tp»KHIIHM CEerMEHTH Ha
Koje KoMIaHHja Tpeba Ja ce ycMjepH, MOTy ce
CauMHUTHU OfroBapajyhe MapKeTHHILIKE cTpare-
ruje. Taka, TuIaHWpaHHW, TPUCTYN 33/0BOJHA-
Bamy MoTpeda Kyrara rmomMaxe KoMIaHujaMa Ja
OyJly TpOaKkTUBHE, YMjECTO PEakTHUBHE, W TPY-
Ka UM TIPWIUKY J1a KCKOpUCTe MoryhHOCTH Tp-
JKUILITA U CTEKHY KOHKYPEHTCKY IPEIHOCT.

MelhyTim, Mako je TpOIEC CEerMEeHTAaIHje
YCM]j€peH €KCTEpHO, 300T OKPEHYTOCTH TPHKHIL-
Ty, Tpeba HAIOMEHYTH Ja y KOMIIaHHjamMa Koje
xKele Ja ,,eUKacHO 3a70BOJbE MOTpede CBOjUX
Kymamna“, Tpeda 1a ce pa3MOTpU U OTHOC HEHUX
oJljeJbeHha U 0c00Jba MpeMa o1adpaHuM MUJbHUM
cermenTuMa. Ha npumjep, kaga ce Kymar, cCBp-
CTaH y HEKH CETMEHT, 00paTH KOMIaHUjH, HEH
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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,
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CEeTMEHTHPAHU TPUCTYN Yy CHOJHHUM aKTHBHO-
CTMMa MOJKe Ja Oyzie MOHUIITEH, aKo OJljeJbeHe
pjemaBajyhu 3axTjeBe Kymana, IpuMjeHH OIIITY
NpOIEYpy Ha HWKEM HUBOY O]l TUX aKTHBHO-
ctu (Mexnonana u Jlan6ap, 2003, ctp. 21-22).

»CerMeHTanyja TpXKHUIITa WMa HU3 Tpel-
HOCTH Koje Tpeay3ehuma omakmniaBajy mpoHa-
JaKeHhe MOBOJFHUX NPWIMKA HA TPXKHUIITHMA U
HBUXOBO JIjeJIOTOBOPHO HCKOpUIITaBame. Te ce
NPEAHOCTH OYMTY]y y OJHOCY Ha MOTpOIIaye, y
OJIHOCY IIpeMa KOHKypeHUMju win y Behoj nje-
JOTBOPHOCTH pacmnopehuBama pecypca mpemy-
3eha u cTparenikor MmiaHupama.

CermeHTanmja TpxwumTa omoryhasa He
caMo 00Jbe pasyMmjeBame MoTpeda M Kkeba Io-
TpOIlIaya, Hero U YIO3HaBamkhe ca lbUXOBUM OCTa-
MM KapakTepucTukama. M3omTpeHo onaxame,
KOj€ Mpy»a cerMeHTalnja TpKuITa, omoryhasa
youaBambe HEKUX JIMYHUX, CUTyallMOHUX U Ou-
X€JBUOPUCTUYKUX (PAKTOpa y IOjeIUHOM Cer-
MEHTY TP)KHUILITA. YKPATKO, MOTY C€ MTOCTABJbaTH
MUTamka 0 TOME KaKo | 3aIlITO U IITO MOTPOIIaYH
Kynyjy. AKo cy y OJIMCKOM KOHTaKTy Ca CeTMEH-
TUMa TPXKUIITA, Tpeny3eha Mory pearoBatu Ha
HajMambe MPOMjEHe Yy JKeJbaMa MOTPOoIllaya [Ub-
Hor TpxkumTa. [Iporec kojuM ce mpoBoaM cer-
MEHTallMja TP>KUIITA CACTOJU CE€ O]l TPU IVIaBHA
eJIeMeHTa: CEerMEeHTaIuja, o/labupa MUJBHUX TP-
JKUIITA Te To3uIonupama’ (Dyb u capaanuumy,
1995, ctp. 72-73).

CermenTanmja oOyxBara u300p Bapujadiu
3a CerMEeHTalHjy TPKUILNTA, aHaIu3y npoduia
NOOMjeHNX CETMEHATa U BPEIHOBAE TOOU]CHUX
cerMeHara Tp>KUIITA.

VY mpouecy n3bopa UUIBHOT TPKHUINTA TI0-
TpeOHO je m3abparu crparerujy ojadupa Iusb-
HOT' TPXKHILTA, T€ OMIYYUTH C€ KOJU Cy TO Tp-
JKUIITHU CETMEHTH Ha Kojuma Tipemysehe Tpeba
HACTYITUTH U KOJIMKO HuX he nmohm y 003up kao
[IMJbHA TPXKHIITA.

Ca 3aBpuieTkoM mpeTxonHe JBuje (dase,
HacTyna (as3a MO3WLIMOHUpama Koja oOyxBara
YIO3HABakE MEPIICIIje TOTpoIIaya, Mo3UIHO-
HHUpamke MPOU3BOJA Y MUCAOHU IMPOIEC MOTPO-
mada ¥ mporpamupame oarorapajyher mapke-
TUHILKOT CIUIETA.

,KOMIlaHuje Koje Cy HamyCTHJIe MAacoOB-

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 &

121



JbYBUILIA ROCUR
LJUBISA COSIC

HO TPXKHIITE Cy TOYesie Pa3MUILBATH O HIICH-
TUQUKALMJU BEIMKUX TPXKHUIIHUX CEerMeHaTta.
Procter&Gamble, y mpomaju cBojux ,,.Duncan
Hines* mujemanux kojiadva, je neunHncao cBoje
IJBHO TPXKHILTE Kao ,,yrare xene usMehy 35 u
50 ronuHa ca noponunama‘. Kacamje ce kommna-
HUje TIOMjepajy O]l BETUKUX TPXKHUIIHUX CerMe-
Hara IpeMa YCKUM TPXKUIIHUM Humama. 1 ko-
HA4YHO, HEKE Cy ce KOMIIaHHje MTOMjepuJie mpema
eKCTPEMHO] IIEMH CETMEHTAlUje — cecMeHmy
nojeounya, Kako ce Ha3¥MBa MojeJuHAYHU Kynall'*
(Kotler, 2003, ctp. 162).
[MpeaHoCTH CErMeHTaIHje Cy:

*  Kipyu ychojemHor MapkeTuHTa je yoda-
Bamb€ paznuka Mehy Kyniuma — OHO IITO
Bonu OosbeM yckimahuBamy moTpeda Ky-
mara u Mpou3BoJia U yCIyra KOMIIaHuje.

* CerMeHTanuja Moxxe na Oyzae, kaaa je
TO TOTPEOHO, YBOJ y MAPKETHUHT YCpPe-
cpeleH Ha TOBOJBHO MjECTO Ha TPIKHUIITY
(eng.“niche marketing) Ha xojeM KOM-
MaHWja MOXKE 3aJJ0BOJBHTH BehWHY WIN
cBe norpebe u3 Tor cermenTa. To Moxe
7a 10Be/ie 10 JOMUHAIM]e Y CEerMEHTY,
ITO HUje yBUjek Moryhe Ha IjesoKyI-
HOM TPIKHIITY.

* Pesynrar cermeHranuje Moxe na Oyne
yCMjepaBame CpeicTaBa Ha TPXKHILTA ca
HajBeNOM KOHKYPEHTCKOM MpeaHohy 1
BeIMKUM TioBpahajeM Ha yiarama.

+ CerMeHTanmja ce MOXE HCKOPUCTHTH
3a CTHIake KOHKYPEHTCKE MPEAHOCTH,
Jep ce TPXKHIITE ocMaTpa JApyraduje o
KOHKYPEHIIH]e.

* Kopucrehu cermenTanujy, Moxe ce Map-
KeTHpaTh KOMIIaHHMja Kao CIICIUjalIn30-
BaHa y 0/1a0paHOM CETMEHTY, ca 00JbUM
pasymjeBameM IoTpeda Kymara; Ha Taj
HauWH TMPOU3BOAMMA/yCIIyramMa Jaje ce
MPEeIHOCT Hajx KOHKypeHTcKuM™ (Mek-
nonang u launbap, 2003, ctp. 27).

VY 3aBUCHOCTH 07 OmabpaHOT CerMEeHTa M
NPUCTYIAa UCTOM TIOCTOj€ TPU BPCTE€ MAPKETHUHT
nporpama:

a) KOHIICHTPUCAHU MapKETUHT MIPOTPaM;

0) nudepeHIpanl MapKETHHT POTPaM; U

1) YHUBEP3aJTHA MapKETHHT MTPOTPaM.
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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
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KonnenTpucann MapKeTHHT TporpaM Oupa
caMO jelaH TP XKMUIIHM CETMEHT KOjU MpyXka
Hajehy moryhy mancy 3a ycmjex ca craHo-
BUIITA WHJIMBUyaJTHE CKOHOMH]E U Y KOjeM ce
HCTOBPEMEHO MOXe 00e301jeIuTH MaKCUMAaITHO
3aJI0BOJbEH-E TMOTpeda MoTpoIaya.

[IpenHocTH oBakBE MapKETUHT MOJIUTUKE CY
KOHIICHTpaIrja pecypca (MaTepujaaHuX U JbYI-
CKHUX) Ha caMo jefiaH cerMeHT. Henocrarak oBak-
BOT IIPHUCTYTIA j€ BEJIMKA aTPAaKTUBHOCT CErMEHTa
¥ 3a ipyre nonyhade, 0THOCHO 3a KOHKYPEHIIH]Y.

Kox nugepenmmpanor MapkeTHHT Nporpa-
Ma ce PUBPEIHU CyOjeKT OPHjEHTHILIC Ha BUIIIE
cerMeHara Koju o00e30jehyjy ycmjeman pact
KpO3 YCIjEeNTHO 3aJI0BOJbaBame MmoTpeda Beher
Opoja moTporraukux jeaununa. OBaj MPHUCTYT
UMa CBOje TIOTOJIHOCTH KOje c€ OIienajy Kpo3s
pacnopehuBame pusuka Ha Behu Opoj cerme-
Hara, jep ako nohe M0 cMamema MOTPAKIE Y
JEIHOM CEeTrMEHTy He MOopa 3Ha4uTh 1na he ce
MOTPaXHha CMALUTH U y OCTAJIMM CETMEHTHMA.
Henmocrarak oBor mporpamMa je aHrakMaH Behux
MaTepUjaIHUX U JbYJICKUX pecypca.

VHUBEp3aTHH MapKeTHHT IMpOrpaMm ce Yyc-
MjepaBa Ha IHjEJI0 TPXKUIITE KPO3 MPUMjEHY
JEAMHCTBEHOT MapKeTHHT mporpama. OBaj mpu-
CTYI CE MPUM]jCHYje 32 XOMOTCHE MTPOU3BOJIC Ca
CTaHJapAHUM YCIOBUMA U METOJaMa JAUCTpUOy-
1yje, mpoMoIuje u GopMHupama I1jeHa, Kao IITo
Cy CHpPOBHHE, MaTepujalu U JWjelIOBH yYHHUBEP-
3aJIHE OTpeMe.

Ha kpajy je morpeOHO youuTH Jia ce ca mpo-
MjEHOM KapakTepa TP)KUIITa MHjea M CTpaTe-
ruja npenyseha, 0THOCHO MapKeTHHTI IIporpam u
MapKETHHT aKTUBHOCTH.

Kputepuju  ycmjemnoctu
TPHILITA CY:

1. mjep/buBoct — CermMeHT Mopa OUTH

(dhopmupan Tako aa je moryhe ycraHoBu-
TH OpOj MOTPOIIIa4a KOju I'a YWHE, KaKO U
HBUXOBY KyIOBHY MON.

2. npopuUTAOUIHOCT — YCTaHOBJHEHU TP-
KHMITHA CETMEHT MOpa OUTH JIOBOJHHO
BelMK Ja omoryhyje npoduTabuiHo 1mo-
CJIOBamkC¢ KOMIIAaHU]JU Koja ra m3zadepe 3a
LUJBHO TPXKUIIITE.

3. D0CTYHmHOCT — YKOIHMKO je Heka rpymna

CerMeHTaIuje

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
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Kymana oga0paHa 3a IMJBHO TPIKHIITE
MoOpa OWTH MO3HAT HAYMH Ha KOjU UM je
npuaaroheHu MapKeTHHT HPOrpaM Mo-
ryhe yYMHUTH JOCTYITHUM.

4. omepatuBHocT — CerMeHTH MOpajy
OWTH TaKBH J1a je MOTyhe paju yI0BOJba-
Bama CreMU(PUYHKUX 3aXTjeBa Kymala Ha
TUM CETMEHTHMa, KpeupaTn e(puKacHe
MapKeTHHT Iporpame, a ja To Oye npu-
XBaTJbUBO €A CTaHOBMIUTA TPOIIKOBA U
[[MjeHa TaKo MPUIaroheHnx mporpama.

BAPUJABJIE 3A CETMEHTALIUY
TPXKUIITA JIMYHE ITOTPOLIKBE

[Torpomrad je kJbydyHa OCHOBAa MapKETHHTA.
3a neduHucame 100OpPUX MapKETHHI IIJIaHOBA,
OJ1 M3y3€THE BAXKHOCTH j€ UCTPAXKUBAIHE TIOTPO-
Iraya — BUXOBHX KapaKTepUCTHKAa W TOTpeda,
JKUBOTHMX CTWJIOBA M TIpOLECa OMTyYHBama O
KyTIOBUHH, O, Ha OCHOBY TOT'a, JOHOIIICHE OJIr0-
Bapajyhux o/uryka o0 MapKETUHT MHKCY.

AHanuza moTpomada oOyxBaTa HCTpPaXKH-
Bab€ KO KyTY]jy, IlITa KyIlyje, 3alITO Kymyje, Kako
JIOHOCH OJUTyKe O KYTOBHHH, Kaja KyIlyje, TIje
KyIlyje U KOJIUKO YECTO KyIIyje.

3agarak MAapKeTHHT CTPYUHhaKa je 1a CXBaTH
mra ce foraha y cBujecTtH (,,llpHOj KYTHjU ) 1O~
Tporrada u3Mely eKCTepHuX CTUMYyNaHca U Ofl-
JyKe TIOTpoIaya 0 KyloBUHHU.

,»,Bapujabie nim 0CHOBHUIIE 32 CETMEHTAIIH]Y
TP)KHUIITA JAMEH3Uje Cy WIH KapaKTePHCTHKE
nojelMHaIa, rpyna Wik OpraHuzaluja Koje ce
KOPHCTE MIPH TTOJIjeJIN YKYTTHOT TPKUIITA Ha CEeT-
MeHTe. He mocToju jeman unm HajOOJbHM HAYMH
cerMeHTUpama Tpxuira. [Ipemyseha mopajy
n3abpatu u3Mel)y 4YnMTaBOr HH3a Pa3IMuUTHX
MoryhHocTu. Ha TpkumTy Kpajme TOTPOIIHe
BpJIO Cy pamipeHe OCHOBHE Bapujalie MoImyT
3a CerMEHTAlH]y MOMyT 100U, 0J1a ¥ 3aHUMamba
— JI0 KOJUX C€ PeJaTUBHO JIAKO JO0JIa3U MOCMa-
TpameM M HCIUTHBAKEM U JIako ce Mjepe. Ha
TPIKHIITY TIOCTIOBHE TIOTPOIIHE Hajuernhe Kopu-
ITeHE Bapujadiie Cy: BeJIMUMHA KYTIIIa, JIOKAIIH]ja
Te TIPUMjeHa TIPOU3BOJIA.

[Tpu n3bopy Bapujabiv 3a CErMEHTAIN]Y TP-
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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.
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JKUIITA BaJbajo OM BOJUTH PadyHa O HEKOJIHMKO
¢dakropa. M3abpane Bapujadbne 61 mopasie Outu
y Be3u ca moTpedama, ynorpeOboM WM TMOHa-
HIamkeM npema npousBoay. Hema 3ampaBo Huuer
MUCTEPHUO3HOT KaJIa je Y MHUTalky CerMeHTaInja
tpxkumta. Aytopu Clifford u Cavanagh jesrpo-
BUTO Cy CaXKelll CYLITHHY TEXHUKE CErMeHTa-
I1je TPKUIITA Y TBPABU:

IIpedyseha ca eucokum pacmom ycnjexa
Ycnjena cy mako wmo ¢y OmKpuid u 3a0080./bu-
na nompede odpehene @pcme nompoulada, He
ceux nompowaya, 3a 00peheHuM npou3BooUMa
u ycuyeama, He 3a C8UM NpouU3800UMA Ul C8UM
yeayeama. IIpogpecopu nocrosnux wikona mo na-
3usajy ceemenmayujom mpocuwima. Ilpeoysem-
HUuyu, naxk, mo 308y 30pasum pasymom * (Sally u
capagauiy, 1995, ctp. 75).

[Tpunukom pa3Bujama cTpareruje cerMeHTa-
je TpJkuITa npeayseha Mory onabparu jenHy
WM BUILE BapujalOiu W3 MIMPOKOT HU3A PACIIo-
noxuBux moryhaocru. Ilpenyseha koja mpowus-
BOJIC WI/MJIH TIPOJIajy IPOM3BOAEC JIMIHE OJHOCHO
Kpajie TOTPOIIkhE NMajy Ha pacroiiaramy, MpH-
je cBera, reorpad)cke u aeMorpadcke, a HaKOH
Tora u ncuxorpadcke u OUxejBUOpaIHE BapHja-
One KojuMa ce HMCKa3yjy OCHOBHE KapaKTepH-
CTHKE TOTpoIaya 1 (pakTopy KOju yTU4y Ha Io-
Halllakhe MOTPOIIa4Ya y KYNOBUHU M MOTPOLIEHU
MPOM3BOA W/WITK YCITyTa.

leorpadcka cermenranuja je jemHa oj Ba-
pHjabiii CerMeHTalje Ha TPXKUIITY KpajibHux
MOTpoIIayua, Koja Kao mojBapujadiie KOpUCTH:

* perwoHe (Mory BapuparH, mpexko EBpo-

me, 10 rpyIe 3eMasba, Hapo/a, 1a CBe 10
peruoHa yHyTap JApkasa);

* BeNWYMHA JpXkaBe (orpomHa (TIOMYT
CAJl), Bemuka (Ilmanuja, Hhemauxa),
cpenma (Xomannuja, Aycrpanuja) WU
Mana (Manra, JIutBanuja),

e BeJqu4MHA rpaja (mojjena mo Opojy cra-
HOBHHUKA);

* rycruHa (rpax, npearpale, cemno);

* kiIuMa (TPOIICKa, CyNTPOICKA, YMjepeHa,
UTH).

Takohe, Beoma OnTHa Bapujadia y cerMeH-

Tallljy MOTPOIauya Ha TPXKHUIITY KPajikbe MOTPo-
mmke je aeMorpadcka cerMeHranuja kKoja Kao

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-
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noaBapujadIie KOPUCTH:

Oama:
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cTapocT (zjena, MiIaau, JbYIU CPEeIbUX
TOJINHA, CTApH, UT]);

MoJT (MYIIKH, )KEHCKH);

BEJTMYMHA TIOPOIHIIC;

KHUBOTHa (paza mopomuie (Maa, camarl,
Mian y opaky, 6e3 mjere, Mian y opaky
ca JjjeroM, cTapuju y opaky ca u 0e3 fje-
11e, CTApUjU camalil, UTn);

npuxof (cupomamrHu 0e3 mpuxona, HU-
CKH TPUXOJIU, CPEIIEHY MPUXOIN, BUCOKU
MIPUXO/H, U3y3ETHO BUCOKH TPUXOJTH);
3aHUMame (pa3in4uTe BPCTEC 3aHU-
Mama);

00pa3oBame (0OCHOBHA IIKOJIA HITH HHIKE,
cpenme 00pa3zoBame, BUIIE U BHCOKO
00pazoBame, MarkuCTPH U JIOKTOPU Hay-
Ka);

Bjepa (KaToJHIM, MPABOCIABIH, MYCIIH-
MaHU, OyJIUCTH, jeBpEjH, aTEUCTH, UTI);
paca (Oujena, pHa, *KyTa, MEJIC3H, UTI);
HAIMOHAJHOCT (Pa3UYnTe BPCTE HAIH-
OHAJIHOCTH).

Kanma ce xao Bapmjabiia mpu cerMeHTalHjH
TPXKHIITAa KPajIbUX MOTpOLIadYa KOPUCTU IICH-
xorpacka cermMeHranmja, kao mnoasapujadne ce
KOpHCTE:

JOPYIITBEHU CJ0j (HWKUA JIOHU, BUIIH
IO, pPATHUYKH, CpPEAU, BHUIIH
Cpenbu, HUKH TOPIbH, BUIIH TOPIHH);
CTHJI JKUBOTA (OHHM KOjU TIOCTHKY, Bje-
pyJy, Texe);

JUYHOCT (KOMIYJI3WBHH, JPYIITBEHH,
ayTOPUTATUBHU, AMOUITMO3HH).

buxejBruopanna cermeHramuja ce KOPHCTH
Kao Bapujabia MpW CETrMEHTALWjU TPXKUIITA
KpajibuX MOTpoIIada, ca cjhbeaehum noasapuja-

MPUIMKE 3a KYIIOBUHY (pelOBHA MPUIIH-
Ka, ToceOHa NpUINKa);

Tpa’keHe MPEeIHOCTH (KBAJIUTET, yClyra,
€KOHOMHMYHOCT);

CTaryc KOpUCHHWKA (HEKOPHCHHUK, OWB-
11 KOPUCHHK, TOTSHIIMjaIHU KOPUCHHUK,
KOPHCHHUK TIO TIPBU TYT, PEIOBHH KOPH-
CHHK);

croma kopumhema (c1ad KOPHCHUK,

mographic variable, which is using a follow-
ing subvariables:

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

gender (male, female);

family size;

Family Ilife 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,
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);

service,
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CpeU KOPUCHHK, jaKk KOPHCHUK);

* craryc  IpHUBPKEHOCTH  (HMKaKaB,
Cpenmbu, jaK, arcoMyTHH);
* CTake CIPEMHOCTH  (HECBHUjECTaH,

cBUjecTaH, WHPOPMHUCAH, 3aUHTEPECO-
BaH, ’eJbaH, CIIpeMaH Ha KYITOBHHY);

e craB TpeMa Mpou3BoAy (EHTy3Hjacra,
MO3UTHBAH, WHAN(EPEHTaH, HETaTUBAH,
HEMPHjaTeIbCKN).

I'EOT'PA®CKE BAPUJABJIE
CEI'MEHTALMJE TPXXKULLTA JINYHE
[NOTPOLLIBE

Kao mto je HaBeneHo, reorpadcka cermeH-
Talyja 3axTjeBa MOJjey TPXKHUIITA Ha Pa3ITudu-
Te reorpacke jeJUHULE Kao IITO Cy: Hapoau,
JpXaBe, peruje, nokpajune u rpanosu. [Ipemy-
3ehe Oupa na au he gjenoBaTH Ha jeTHOM WM
BHUIIIE TeOrpad)CKUX Mojipyyja Wik Ha CBUM MO~
py4juMa, ¢ TUM IITO MOpa OOpaTHTH MaXlky Ha
paznuke m3mMel)y reorpadckux morpeda u mpe-
¢depeHnyja

,,/IHTepHAIlMOHAJIHU HAYMHM KUBOTA H3Ja-
3¢ Ha BUJIjEJI0, alld TIOCTOje CYIPOTHE CHIIE KOje
HACTaBJbajy Jla 00NnuKyjy TpxkuiTa. Kpockynry-
PaHO UCTPAXKHBAKE je NeUHUCANIO TIET ,,[10Jha
MEHTauTeTa™ 3a ayromoduie y EBporu.

OHnu 1oKa3yjy y K0joj MjepH je3HK ToKasyje
TpaHMIIe 33jeTHUYKE KYJIType U HaYWHA KUBOTA!

1. Cjesep (CxannuHaBuja);

2. Cjeseposanan (Benmka bpuranmja, Uc-
nana, nujenosu Hopsemike, benruje u
Xonanuje);

3. Ilenrtap (mosbe MeHTanuTeTa Hbhemauke
mupu ce go IlIBajuapcke u aujenosa
ucroune Espore);

4. 3amaj (dpaHIlycko TOBOPHO MOApYyYje,
ykipyuyjyhu nujenose lnanuje u ben-
ruje);

5. Jyr (Menmutepan Koju TOKpHBa IIIaH-
CKH, TIOPTYTAJICKU, UTATUJAaHCKH ¥ TPYKU
je3uK).

CamMouszpakaBame je BaXKHO KyIIIMMa ayTo-

MoOua y cBUM reorpad)CKuM pPEerHOHHMA, aju
CIIMYHOCT C€ Ty W 3aBpIlIaBa. 3arajHa rpyrma Tpa-

e attachment status medium,
strong, absolute);

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

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

(none,

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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KM KBaJIUTET U MPAKTUYHOCT, jyT JKeJIU BPHjeI-
HOCT 3a HOBAll, IOK CjeBepo3anajHa rpyna Buau
CBOj ayToMOOWJI Ha BpJIo nocebaH HavywH. Pas-
JMKE yTU4y Ha ayTOMOOUIIE KOje KyIlyjy U ompe-
My KOjy oHM nMajy. Mlako cBY pa3BUjeHH HAPOIH
OpuHY 3a OKOJIMHY, OHH TO YMHE Ha Pa3IHyuTe
HaunHe. Y Urammju, @panmyckoj u Benukoj
bputanuju ayToMOOMIMCTH HE BHIE CBOj ayToO-
MOOMJI Kao cpeAcTBo 3araljema, 10K y themaukoj
MOTPaXHa 3a ayTOMOOMIINMa KOju He 3arahayjy
OKOJIMHY yOp3aHO pacre.

Knumarcke pasnuke Bozie Ka paswInuuTUM
HaYMHAMA JKMBOTAa W TpeXpamMOCHHM HaBHUKa-
Ma. Y 3eMJbama ca TOIJIOM KJIMMOM JPYIITBEHU
JKUBOT CE OJ[BHja HAIOJbY M HAM]CINTA] j& Marhe
Ba)XKaH HEro y HOPAMjCKMM 3emsbaMa. Hempu-
MjehuBambe pa3nuuuTe BENIWYMHE KyXHIba je
Y3POKOBAJIO MHOIO MAapKETHHIIKUX TIpellaka.
Komnanuja @ununc je mouena na 3apahyje na ja-
MAHCKOM TPXKHIITY TEK KaJa je M3pajuiia Maje
anapare 3a Kady KOju OAroBapajy TaMOIIHHM
tujecHuM ycioBuma. Y lnanuju je Koxa —
Kona nosykiia coje rartiie o1 1Ba TUTpa MOMITO
je ca3Hasa J1a OHEe He CTajy y JIoKaimHe (pproku-
nepe?!

Jlanac MHOTe KOMIIaHU]j€ UMa]y PErHOHaTHE
MapKETHHIIIKE IPOTrpaMe YHyTap Ap>KaBHUX Tpa-
HUIA — JIOKanu3yjyhu cBoje Tpou3BoJie, pekiia-
My, TIPOMOIIH]Y W HAIoOpe Mpojaje Kako Ou OHU
OJIrOBapajii MmoTpedama MHIUBHUIyaTHUX PEruo-
Ha, TPaJI0Ba, Ila YaK ¥ cycjencrana. [Ipyru Tpaxe
jour Heobpaheno noapyyje. Ha npumjep, MKEA
ce mI06aaHo mpomupuia Kopuctehu cBoje mia-
BO-XKYTE NPOAABHUIIE U 3ay3eja JIOKaluje BaH
rpajay apskaBama Ijije ce KOPUCTE MIa4uIIe Mpo-
nasauna. MKEA je nmpomujeHuna crparerujy
KyIIOBHHOM JlaHala HaMmjemraja Xabumam w3
Cropxayca. Maire mponaBHHIIE Cy joj omoryhuie
HPUCTYH MPOJa3HO) TPTOBUHU U HOBUM CETMEH-
THMa KyIiana Koju Cy Marmbe BOJbHU J1a MYTY]Y.

Jlananw Xabumam yjenHO KOPHCTH MaJlUM
rpagoBuma. C tom 3nadajuom MKEA cimjenun
EBPOITICKM TPEHII KOjU HJE TpeMa TProBaYKHM
KOMIUIEKCHMa y LEeHTpy rpanga. Kan Bunge ame-
puuKy ypOaHy TpPyJekK, EBPOICKH MOTUTUYAPH
ce OAynupy pa3Bojy TpProBHHE H3BaH TIpaja‘
(Kotnep, Bour, Connepc u Apmctponr, 2007,
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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
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ctp. 398).

leorpadcka cerMeHTanuja TPXKUIITA JINY-
HE TOTPOIIE CTBapa YCIOBE 3a IMpoBolheme
Pa3IMYUTUX MAPKETUHIIKUX aKTHBHOCTH M W3-
BpIIIaBalb¢ MApPKETHHIIKUX (YHKIHMja Ha 0asu
Bapujadim reorpadceke cermenranuja. OCHUBAjy
ce MapKeTHHIIIKA ojljeJberba npeay3eha, mpoBoje
MapKeTHHT HCTPaKMBarba, JOHOCE MapKETHHT
IUIAaHOBH, 32 CBaKy JpIKaBy, perHjy, rpaj, ma 4ak
1 0071acT.

JEMOI'PA@CKE BAPUJABJIE
CEI'MEHTAIMJE TPXKULLTA JINMYHE
[TOTPOLIKBE

Jlakoha kojom ce monmasu 10 mojaTaka u
MjepJBbHBOCT JeMorpadckux Bapujabiu JoBena
je 1o Tora J1a cy OHE IIMPOKO MPUMjEHHBE Yy CeT-
MEHTAIUjU TPXKUIITA, U TO HAPOUUTO TPIKUIITA
TuYHe moTpolmke. Jlemorpadceke Bapujadie cy
y BeoMa yCKoj Be3H ca rmorpedbama 1 moHaIIalkeM
NOTpOLIa4a y KyIMOBUHH, H CAMUM THM HHXOBO
MO3HaBamke MoMake mpeny3ehnma koja mociyjy
Ha TPXKUILTY JIMYHE TOTPOLILE Aa Oyay AJjenoT-
BOpHH]ja MPIUIINKOM yCMje€paBama CBOJUX aKTHB-
HOCTH HAa CETMEHTE MJIM YKYITHO TP)KHUILITE JINY-
HE MOTPOLIHE.

»Jlemorpadcka cerMeHTanmja ce ca-
CTOjU O] TIOJjeJie TPXKHINTA Ha TPyme Koje Cy
dbopMmupane mpema BapujabliaMa Kao IITO CYy
CTapoCT, T0JI, CEKCyaTHa OpUjeHTAIINja, BETUIH-
Ha TIOPOJIUIIE, )KUBOTHO /100a TIOPOIHUIIE, TPUXO-
I, 3aHUMambe, 00pa3oBame, Penruja, eTHUIKa
3ajeHALIA M HAMOHAIHOCT. /lemorpadcku uu-
HUOIY Cy HajIOIyJIapHHja OCHOBA 32 CETMEHTH-
pame rpyna Kymnaima. Jeman oj pasiora je Taj 1a
notpebe, )KeJbe Kymara 1 cTore Kopuirhema Je-
CTO Bapupajy ynopeuo ca gemorpadckum Bapuja-
onama. [Ipyru je na je nemorpadceke Bapujadie
JIaKIie MjepuTH Hero BehrHy Ipyrux Bapujadiiu.
Yak ¥ Ka/ia cy TPXKHUIIHA CETMEHTH OTMCAHH Y3
Kopuiheme JPyrux OCHOBa — Kao MITO Cy JINY-
HOCT WJIM TOHAIAke — MOTPEOHO je Mo3HABaTH
BUXOBE JIeMorpa)CKe KapaKTepPHCTUKE Kako Ou
ce MOIJIa OJIPETUTH BEINYMHA [IMJbHOT TPIKUILTA
M Kako OM ce J0 mera JOIUIo Ha e(uKacaH Ha-

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.
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yun* (Kotnep u capamgaumm, 2007, ctp. 400).
bpoj cmanoenuxa

CBjeTCKO CTAaHOBHUILTBO IOKa3yje EKCIUIO-
3MBaH pacT. Y CBUjETy TPEHYTHO UMa 7 MUJIHjap-
JIM CTaHOBHMKA. EKCIUIO3Mja y pacTy CBjeTCKOT
CTAaHOBHHIITBA MPOY3POKYje JIBa OTPOMHA TPO-
6nema:

» IlpBu mpoliieM ce OgHOCH Ha TO Aa Cy

oapehenu pecypcu norpebHu 3a omncra-
HaK JbyaH (TOPUBO, XpaHa, OCTAIIN MaTe-
pHjalii) OrpaHUYCHH.

» Jlpyru mpobiem je To jaa je Hajseha cto-

ra pacta CTAaHOBHMIITBA y 3eMJbamMa U
3ajeqHUIIAMa KOje MMajy HajMarme CKOo-
HOMCKE MOTYhHOCTH.

Cmapocm

,lloTpebe W JKeJjbe MOTpolIada MHjCHajy
ce ca rogquHama. Heke koMmaHuje KOpHUCTE cer-
MEHTAaIUjy IpeMa CTapOCTH U )KUBOTHOM H00Y,
Hyznehn pa3imuuTe TpoM3BOAE WM KopucTehn
pa3IuynTe MapKETUHIIKE MPUCTYIE 3a pa3iu-
YHUTE CTAPOCHE TPYIIE U TPyIIe TpeMa KUBOTHOM
BH]CKY.

Ha npumjep, Butamunu najd creju (eng. Life
Stage) nonase y ueTupu Bep3uje, oj KOjuX je cBa-
Ka HalpaBJbeHa 3a moceOHe morpede moceOHux
CTapOCHHUX CerMeHaTa: yuiopeHc ghopmyna BuTa-
MHUHAa KOjU C€ MOT'Y )KBaKaTH HaMjeHEHa je JIjeIn
on 4 no 12 ronuHa; munc popmyna 3a THHE]IEPE;
W JIBHj€ Cy Bep3uje 3a Opacie MeHc (hopmyna 3a
MYIIKapLe U gUMeHC (popmyna 3a KeHe.

Kommanuja [loncon eno [loncon (eng.
Johnson&Johnson) pa3suna je wiamnon aghunu-
mu (eng. Afinity shampoo), Koju momaxe >keHa-
ma m3Haz 40 roguHa ga npedpozae mpoMjeHe ca
KOCOM KOje Cy Be3aHe 3a BHXOBE ronuHe. Mek-
OJoHandc CBOJUM Pa3IMYMTAM TIPOMOIIMjaMa |
MearjuMa Oupa Kao IMUJBHO TPKULITE JIjelry, TH-
Hejepe, opacie U cTapuje CTAaHOBHHUKE.

MapKeTHHIIIKY CTPYYHhalli HETIPECTaHO T10-
KylllaBajy Jla pacTerHy pacnoH roxuHa. Tenera-
ouc (eng. Teletubbies) n parperc (eng. Rugrats)
cy 3a0aBa Koja Kao IIUJBHO TPKUIITE Oupa Jje-
iy y neneHama. O0a ¢guiama Koja cy 3aCHOBaHa
Ha OIICEKHOM MAapKETHHIIKOM HCTPaKUBAY
MPOjEKTY]jy CACBHM CYIIPOTHE TIOIVIe/IC Ha )KUBOT.
MehyTtum, nmajy jenHy 3ajeJHIUKy KapaKTepu-
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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
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CTHKY KOja je yBHjeK OmJia KapaKTepUCTHKA TH-
HEJIIEPCKUX XUPOBA: POAUTEIHH UX HE BOJIE.

Ha npyrom kpajy mjerumscrBa Ceea u Conu
MOKYIIaBajy Ja MPOIINPE TEXHOJIOTH]y KOMILjY-
TEPCKUX WIpulla Ha mocioBHa TpxkwumTa. Cera,
KOja je WHaue OpHjeHTHCAaHA HA TUHEJIEPCKO
TPJKUILTE, ca/la Kao IIMJbHO TPXKHIITE onabupa
crapuje norpomrade. [Ipema Ceeunom AUPEKTO-
py nuuenue, Cecuno cpeauIlbe TPXKUIITE OHUX
on 10 o 18 rogmHa CTApOCTH ,,CjeTH Y CBOJHM
cobama wurpajyhu urpuie caruma®. Anmu oHJa,
,»OHU HamyHe 18 rommHa W OTKpH]y IjE€BOjKe...
W KOMIjyTep ocrtaje 3akibydan. Jla Oum 3aap-
JKaJld Te MJIajie moTpolnaye oK Kpehy y HOBY
¢a3y )xuBOTHOT BHUjeKa, y Cecu TaHCUPajy Ha TP-
JKUILITa HU3 TIPOM3BO/IA 3a Ofipacie.

Emnuyka ceemenmayuja

MynTtuetrHuuke 3ajennune y Esponu nedu-
HUIIY TP)KUIIHE CETMEHTE 3a CBE BpPCTE pode:
onjehy, My3uWKy, KO3METHUKY H MHOTE JpyTe.
3ajeHUIIC YjeTHO HEryjy M TOCJIOBE KOjU ce
jaBJbajy BaH HHUXOBUX COICTBEHUX ETHHYKUX
rpaHuLa.

Dasza srcusommnoz 0oba

®daza XMBOTHOTI 7J00a je BakHa Ha Tp-
KUIITHMa pekpeanuje. Ha TpxumTy ommopa,
Ha nipumjep, Knyo 18-30, ycMjepeH je Ha mia-
Jie caMIie Koju Tpaske uetupu C: cyHIle, Iijecak
(eng.sand), mope (eng.sea) u cexc. OBaj pas-
y37IaHH CETMEHT He MOXKe ce J0OPO MOMUjeIIaTH
ca moponuiiama 3a koje ce Hynu Knyo Meoume-
pan. Jljeunje akTUBHOCTH U 1HjeJI0JHEBHA Opu-
ra 3a Jjely Cy BakaH MO MOCJbEIhE MOHyAe. Y
MmehyBpemeny, Caea xondejc ce HyIu CTapHjUM
JbyIMa M JIP>KU IHMjeHe HUCKO Hyaehu ommop
BaH CE30HE.

Ceavmenmayuja npema nony

CermeHTanmja mpemMa Ioily je yoOudajeHa
KOJI OjijeBama, Gpu3ypa, KO3METHKE U 4acomHca.
HenaBHO Cy MapKeTHHIIKH CTPYYHAIlN YOUMITH
Jpyre NpUWINKE 3a CerMeHTanujy npema noiy. Ha
npuMjep, 1 MyIIKaply U jKeHe KopucTe BehnHy
MapKH JIe30/10paHca.

MebhyTtum, komnanuja [Ipokmep eno I'embn
pasBWIIa je CHKpPET Kao MapKy kKoja je moceOHO
u3paljeHa mpemMa XEMHjCKOM CacTaBy KEHCKOT
OopraHu3Ma, a 3aTUM je TaKoBaJia M OrjiamiaBa-

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
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Jla TIPOM3BOJ KaKo OW Tojadasia KEHCKU HMHUI].
CynporHo Ttome, JKunemosa acoudjanudja c
OpujameM YMHH HBEeTOB J1€30/10paHC OpHjeHTHCA-
HUM ITpeMa MYIIKapIuMa.

AyToMoOMIICKa WHAWCTPHUja UCTO TAKO je Y
BEJIMKOj Mjepu 3amodesia ¢ Kopuiihemem cer-
MeHTaluje npema noiy. JKeHe cy 110 TpKUIITA
ayToMoOuia koje je y mopacty. ,,I[Iponaja sxeHa-
Ma He Ou Tpebaiio aa Oyne Apykuuja of mpojaje
MymIKapuma“, npuMjehyje jeman aHaauTudap.
Al TOCTOje MPOPUHEHOCTH KOje YMHE pa3-
muky*. JKene cy npyraumje rpabe, nmajy Mame
CHare y ropmeM Jvjely Tujeja U Bulle OpuHy
3a curypHocT. Jla Ou ce pujenrwim T mpodie-
MU, Mpou3Bohayu ayToMOOWIa PeIU3ajHUPAjY
CBOje ayToMoOmiie ¢ xaybaMa U MpOCTOpHMA 3a
IpTJbar KOju Ce JIaKIIe OTBApajy, eIeKTPHIHIM
yhpaB/bakbeM Yy MaluM ayToMoOmiuMma, cje-
JUIITHMA U TI0jaceBUMa KOju 00Jb€ OATOBApajy
’KeHama. YjeIHO Cy Iojavyaiy Harjacak Ha CH-
TYPHOCT, JI0JaTHE KapaKTEPUCTHKE Kao IITO Cy
Ba3AyIIHU jacTylln W OpaBe Ha MaJbHHCKO 3a-
KJbyuaBame. Y CBOM OIVIalllaBamy HEKU MPOU3-
BOhaun Cy yCMjepeHHU Ha KEHE W BEJIUKH Orjia-
IIMBAaYK{ MPOCTOPU y YacomMcHUMa Kao IITO CY
Kocmononumen u Boe nuzajHupaHu cy moceOHO
3a )KEHCKE MOTpOoIIIaye.

Cge Behu 6poj IHTEpHET CTpaHmIIa HCTO TAKO
je yeMmjepeH Ha xkene. Ha npumjep, handbag.com
cebe orumamana kao ,,The Ultimate Accessory —
JKUBOTHA JINHU]ja MHOTHX >KeHa. MjecTo y Kome
MOXEeTe Jp)KaTu CBE IITO BaM je MOTpeOHO aa
Bac mnparu TokoM jaana‘. Kako xene caga mpen-
caBsbajy 45 % KOpHUCHHKa MpEXe — y OTHOCY Ha
10 % npwuje ner ronuHa — cBe je Behu Opoj mop-
Tana Koju cy nocsehenu xenama. [Ipumjepu cy
Charlottestreet.com i Freeserver's Icircle, IPC,
n3naBaun yacormca Mapu k Knep (eng. Marie
Claire) ¥ MHOTHX JIPYTHX 4acOIUCa, JIAHCUPATTU
cy Beme.com. ,, KaHaim Ha CTpaHUIIM Y BEIUKO]
Cy MjepH 3aCHOBaHM Ha pacloyIokemy  — npema
ypenuunm Knep Cajmonac. Ilormex Ha crpanu-
Iy O/iaje HKEHO MOPHjEeKII0 U3 Kyha MHOTHX OT-
MEHHX KEHCKHX yacomuca. OcuM HITO je JIako
KpeTaTH ce Mo KUMa, CTpaHWIe UMajy CTHIIA,
MAaKo Cy IMpervieHe U caJipKe orlace Koju Cy ma-
JKJBMBO TIPOBjEPEHU KAaKO OM OATOBapaid CBOM
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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 1is 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 Moét & 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



TEOI'PA®CKE 11 JEMOI'PA®CKE BAPUJABJIE CETMEHTALIMJE TP)KUIITA JIMYHE ITOTPOIIBE
GEOGRAFIC AND DEMOGRAFIC VARIABLES OF SEGMENTATION ON THE MARKET OF FINAL CONSUMTION

amMOujeHTy.

LIpuxod

CerMenTanuja nmpema Mmpuxoay ce 4ecTo Ko-
PHCTH 3a MPOU3BOJIE U yCIyre Kao IITO Cy ay-
ToMoOuITH, OpoIoBH, ojeha, Ko3MeTHKa | Ty TO-
Bamba. MHOTE KOMIIaHH]E C JIYKCY3HUM CTBaprMa
W TIPUTOJHMM ycinyrama Oupajy umyhHe rmo-
TpoIIadye Kao MUJBHO TpxkumTe. Mapke Koje ce
KpHjy n3a uHunujana gpaniycke rpyne LVMH
onmajy meH (okyc Ha wumyhHe moTpomIaJe:
NPTIbar J1yj 6umoH, MaMIAbALl MOem eHO UaH-
0OH ¥ KOBaK xeHecu. OCUM CBOjUX haute couture
paamu, LVMH nocjenyje llapghjymc Kpucmujan
Jluop (eng.Parfumes Cristian Dior), npey3sena je
KOHTpPOJTy Haja (paHiyckoM Kyhom 3a mmpmce
T'epnan (eng.Guerlain) u Bpeba Ban Kregh eno
Apnen (eng.Van Clef&Arpels), jyBenupHuity ca
cjenumtem y [lapuzy. [Ipyru xoju nusbajy Ha cy-
Tep JIYKCY3HO TPIKHIITE Cy MOOWIHU TelehOHH
y Bpujeqnoctu o 20.000 eBpa xomnanuje Bep-
mu (eng.Vertu) u ckynu banexox Epeejz (eng.
Bangkok Airways) ca MHOIITBOM Jl0AaTaKa.

Majka cBux 00opOu je OGopba 3a cymnep JyK-
cy3He aytomoOwmie raje he ce poiic pojcoBoM
HoBoM RROI1 (250.000 eBpa), on BMW-a ycko-
po mpuapyxutu Oewmau konmunenman GT
(eng.Bentley Continental GT) (150.000 espa),
on VW-a, mejoax (eng.Maybach) on /lajmnep
Kpajcnepa, Jlambopuunujee JIB-140 u Acmon
Mapmunos AM305 00 @opoa.

MehyTtum, He pacTy cBe KOMITaHH]je 3aIprKa-
BambeM (poKyca Ha CerMEHTY HajBUILET TPUXO/a.
C pasBojeM cO(UCTHIMpPAHUjX IMPONABHUIA C
JIONATHUM acCOPTHMMAaHOM M BPHjEIHOCTH, €Ta-
OnMpaHe TProBHUHE HA Majo Cy JO03BOJWIIE HO-
BUM YYECHHUIIMMA JIa YCIH]y [IMJbAaeM Ha Mambe
umyhne TpxkumHe cermente. Keux cejg, Jluon u
Anou UCKOPUCTHUIIE CYy OBY IPUIINKY €(pUKACHOM
OpraHM3aIijoM, YCKMM aCOPTUMaHOM MPOH3BO-
112, EKOHOMUYHO CMjEeIITeHNM TPOJaBHUIIAMA 1
MOjeTHOCTaB/LEHUM PaZioM KOjU JpKe IHjeHe
HHCKO.

Cnuuno tome, Kpucmune Llyzanm (Christine
zu Salm) je mpeTBOpMIIa HEYCIjEIIHA HeMadyKH
karanr TM3 TB y Hojr aus (Neun Live), maiy,
am mpoduTabuIHy omepanujy mnpousBoaehu
jedTuHe, jeqHOCTaBHE WHTEPAKTHBHE MpOTrpame

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 RRO1 (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
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Koje cy menuju kputukoBann' (Kotnep u capan-
Huiy, 2007, ctp.400-403).

Obpazosna cmpykmypa CmanosHUWmad

VY cBujery je mpumjeTtaH TpeH; moBehama
HUBOA 00pa3oBama CTAaHOBHUILTBA. JEIHO Mje-
pHII0 HEBOa 00pa3oBama je CTOMa MHUCMEHOCTH,
Tj.IPOIIEHAT JbY/IM Y 3€MJbU KOjU 3HA JIa YNTa U
nutre. Cibenehe Mjepuiio HIBoa 00pa3oBama je-
CTEe CTEIEH 3aBpIIEHOT LIKosoBawa. Kako ce mo-
BehaBa HUBO 00pa30Bama, OUEKYjy Ce POMjeHE
y npedepeHirjama y monieay Tpaxme 0e3ako-
XonmHuX nuha, ayromo0miia, Merja (ITaMIaHux
HACYTPOT €JIEKTPOHCKUM) M KOMIIjyTepa.

3anocnenocm u sanumarve

Kox pamnuka y WHIyCTpHjalIn30BaHUM 3e-
MJbaMa 3alakeH je TPeH] 3alollbaBama Ha
,»CITy’)KOCHHUKAM® ¥ TIOCIIOBHMA Yy YCIIy>KHO]
JjeIaTHOCTU. Y Mame pa3BUjeHHM U 3eMJbama
y pa3Bojy OpOjHU MOCIOBHU jOII YBHjEK IMOIpa-
3yMujeBajy GU3UUKH pajJ U 4EeCTO Cy BE3aHM 3a
noJeonpuBpeny. butHa mpomjeHa y cTpyKTypu
3allOCJICHUX IIUPOM CBHjeTa jecre mnoBehame
Opoja u ydenihe 3arociIeHUX KeHa.

Croma HeE3amoceIHOCTH, Koja ToKasyje
yuenihe He3amocleHUX 0coba Koje He paje y
YKYITHO] CTPYKTYpH pagHe cHare, Beoma je pas-
JMYUTA IO 3eMJbama.

Paznuke y 3aHMMamy yTHYy Ha pas3liuke y
notpede 3a mpousBomuma. Jlupextopu mpemy-
3eha Kymyjy ckyma oaujena, myToBamba aBHOHOM,
YJIAHCTBO y KJIyOOBHMau BeJIMKe jaxTte. Tako,
Ha IpUMjep, HaCTaBHUK MOXeE Jla 3apajud HCTO
KOJIMKO W BOJOHMHCTANaTep. AJH, HACTAaBHUK H
BOJIOMHCTAJIATEP PA3JIMYUTO TPOILIE CBOjE IJa-
Te, jep ce BeoMa pasliuKyjy mHUXoBe moTpede 3a
MPOM3BOAMMA, KAa0 PE3yNTaT pas3ifKa HHXOBUX
3aHMMama. Majia je 3a 00a 3aHUMama MmoTpeo-
Ha Ky[OBHHa pajHe onjehe, HACTaBHHUK KyIlyje
0JIMjerno, a BOJIOMHCTANaTep oAroBapajyhe paaHo
OJIMj€JI0 OAHOCHO KOMOWHE30H.

bpaunu cmamyc u munosu domahuncmasa

Bpaunu craryc ctBapa moryhHOCTH 3a WH-
JlyCTpHje Be3aHe 3a BjeH4ama (Kao IITO Cy yro-
CTUTEJbCKA TIpeay3eha u TypucTuike areHiuje),
MOPOANYAH XUBOT (Kao ITO Cy (DMHAHCH]CKE
yciyre U ayToMoOuin) u pasBoje (Kao ImTo cy
aJBOKaTH).
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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
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Kanma ce mojemuHIM KacHUje BjeHYABA}Y,
OHJIa OHU YIVIABHOM HMMajy 0oJbe (hPMHAHCH]CKE
pecypce u npuxone oba wiana nopoauie. OBo
npeacTaBiba MoryhHocTH 3a npenyseha koja ce
OaBe omjehom, HamjemiTajeM, 3a0aBOM U peKpe-
arjoMm.

MapKeTHHTI eKCIIepTH Cy TMOCeOHO 3aMHTe-
pecoBanu 3a Opoj W BpcTy AomahinHcTaBa Koja
Kynyjy W/wim mocjenyjy onapeheHe mpowusBoje.
Onnu cy Takole 3anHTepecoBaHu 3a oapehuBame
JeMorpa(cKux 1 MeAMjCKUX Mpoduiia J0HOCHU-
oma omryka (ocoba yKJbyYeHHX y CTBApHU H3-
0op mopu3BoAa) aAa OW pa3BmwiInd oAroBapajyhe
MapkeTuHr crpareruje. CTpyKTypa MOpOIUIe
¥Ma BEJIMKH YTHIIA] HA TIPHOPHUTETE MOTPOLIHE
HOTpoIIaya.

Hesjenuanu OpayHu mapoBH H311Bajajy HO-
Ball 3a MyTOBama, ojjiacke y kaduhe, Onockorne,
Ha Kxorepre. [lopoauie ca manoMm ajerom cy Be-
JIMKY Ky CBUjeKe XpaHe U BONHUX COKOBA.

Cmambenu gono

CrayHu MHTEpeC 3a BIACHUIITBO HaJa Kyhom
CTBapa TPOJIajHU TMOTCHIMjal 3a TakBe KyhHO
0a3mpaHe TMPOW3BOJAE M YCIyre, Kao IITO Cy:
HajellTaj, arnapaTy, TEMUCH U ocurypame. [lo-
ceOHO MOTM(HUKOBAHU TPOU3BOAU 32 OHE KOjH
KyIyjy Maje Kyhe uin 3a BlacCHUKE CTaHOBA, Kao
IITO Cy MallliHE 32 TIPamke Koje 3ay3uMajy Malio
pocTopa, Majy cBe Behu 3Ha4aj. C 003upom 1a
cy Behe kynoBuHe 3a xkyhy mox yTumajem mnpu-
BpPEIHUX KpeTama, NoTpebHo je aa mpemy3eha
Na)KJBUBO MPATe€ MAKPOSKOHOMCKA KPETarba.

[Topen nemorpadckux BapujadiH Koje ce Ko-
pHUCTE MPHU CerMeTalljy, Yy HOBUje BPUjeMe CBE
BUIIIE je Y MpHUMjEeHH MeTon Koju ce 3oBe Ieo-
nemorpadmuja. ..l eonemorpaduja je merona cer-
MEHTAIH]je KOja ce CBe BHIIIE KOpUCTH. PazBuia jy
je I'pyna 3a anaymzy Tpxumta CACI (eng. CACI
Market Analysis Group) kao ACORN (eng. A
Classification of Residental Neighbourhoods —
Knacudukanuja cramOeHUX YETBPTH), a KOPH-
ctu 40 Bapujabmu, o CHHCKa MojgaTraka o CTa-
HOBHUIIITBY, JI0 TPYIHUX CTaMOEHHUX MOpyYja.
I'eonemorpaduja ce passuja 6p30. ACORN-u
cy npuapyxenu PIN (eng. Pinpoint Identified
Neighbourhoods — TauHO HAEHTHPUKOBAHE YeT-
BpTH), Mosaic u Super Profile. bbuxoBo mosesu-

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 NeighbourhoOds), 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)
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JbYBUILIA ROCUR
LJUBISA COSIC

Bame y 0a3e mojmaraka ca CIUCKOM IOTpoIIada
yBehaBa cHary OCHOBHHX reogeMorpadckux
6asza momaraka. CCN MapkeTuHr je oJ] Tor Bpe-
MEHa TPOIIUPUO OBAj MPOIEC TAKO Jia TIOKPHBA
EY xopucrehu EuroMOSAIC* (Kotnep u ca-
pagauy, 2007, cTp. 402).

3AKJbYUAK

Wnpyctpujcka pesoiayuujay 19. u nouetkom
20 Bujeka jecTe oTBOpMIiIa Bpara MoryhHocTuma
MacOBHE IPOM3BOIE M INPOJIaje, MACOBHE -
cTpulyIrje, MaCOBHOT peKJIaMHUpama pa3inyu-
THUX BpCTa MPOW3BOJA M YCIyra, IPBEHCTBEHO
poba HaMmjemEeHUX IMUPOKOj MoTpolmu. Ha Taj
HA4YMH CE Pa3BHjao MOJIEI ,,MaCOBHOT TP KHIITA"
u ydemrha OpojHuX npeny3eha omHoCHO ToHyha-
4a Ha BHEMY.

MehyTum, 1anac je Ha CIileHH OOpHYT IpolLiec
KOjU Kakeé Ja MAacOBHU MAapKETHHI ITOCTETEHO
HEeCcTaje U JIC3UHTETPUIIE Ce Y Mamke U OpojHHje
MOTPOIIAYKE CETMEHTE, CBAKH ca CHeU(PpUIHUM
YKyCHMa 1 3aXTjeBUMa, Tpakehu BUIIIE TUIAHCKU
MapKETHHT.

VYnpaBo y TOM cMjepy Cy H3aluia 00jalmbemha
y OBOM pajy, Te je I0Ka3aHo je CerMeHTanuja Tp-
JKHILTA ¥ IPOIIEC CETMEHTAIH]€ TPXKUIITA HAaYuH
Ha KOju JaHalmma mnpemyseha tpeba ma 3ay3my
TPKUIIHU YIUO KOjU OAroBapa HUXOBUM MIPOU3-
BOJIMIMA M yCITyrama.

JlokazaHo je na cy reorpadcke u gemorpad-
CKe Bapmjabiie KJby4HEe BapHjallie 3a cerMeHTa-
1I1jy TP>KULITA JINYHE TOTPOLIE, jep Ha OCHOBY
BHUX, a KOprcTehn ce er3akTHUM M TauHUM I10-
Januma o jeMorpadckuM U reorpadckuMm Ka-
pakrepucThKaMa TpXKuITa, npeaysehe mobuja
CJIMKY O BEJIMYMHH, KyIOBHO] Mohu, morpedama
¥ OCTaJIMM JMMEH31jaMa LUJbHOT TPHUIIHOT Cer-
MEHTa, OJTHOCHO TP>KUIITHE HHIIIE.

KomOunamjom mnpumjene Buiie reorpad-
CKUX W JeMorpa)CKux BapujabIM MPHUIHKOM
CerMEHTAallMje TPXKUINTA JIMYHE IOTPOIIHE
npenysehe je y MmoryhHOCTH N1a MIEHTHDUKY]E
TPKUIIIHU CerMEHT Ha kome he nactynaru. Cy-
MPOTHO TOME, Yy Ciy4ajy Aa ce mpemnysehe of-
Jy4d Ja W3BPIIU HIACHTU(UKAIM]Y CErMEHTa
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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 final 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 specific 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 geografic and demografic
variables are key variables for the segmentation
of market of final consumption, because by using
them as a base, companies uses accurate and cor-
rect data about demografic and geografic 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 geografic
and demografic variables during segmentation
on market of final consumption company is in
possibility to identify market segment where it
can take participation. On contrary, if company
decide to create identification of market segment
on the market of final consumption by using
psychographic and behaviorgraphic variables,
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TP)KUIITA JINYHE MOTPOIIHE NPUMjEHOM IICH-
xorpa)CKux M OMXEjBUOPUCTHUYKHUX BapujadIu,
npexysehe nehe 6utm y mMoryhHoctu na u3Bp-
I CErMEHTAIMjy TPXHUINTa W H300p IUIBHOT
TPIXKHIIHOT CErMEHTA Ha aJIeKBaTaH HA4YWH, IITO
MOXKE JIOBECTH 0 TTOTPEIIHE ITOCIOBHE OJUTyKe
npeny3eha u rybuTaka y mocioBamy.
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