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Abstract

Due to fundamental changes in the sphere of information and the enhanced role of the Internet and social networks in the
community, as well as to the understanding of technological and functional features of information and communication networks,
there is an urgent need to study approaches to the segmentation of Internet users.

The article deals with the Internet users’ behavior. We have developed methodological approaches to segmentation of Internet
users based on their activity in social networks and awareness of the value of their personal data. This provides a set of measures
related to Internet-marketing communications in the light of the projected impact of such communications on target groups of
consumers. Target groups of consumers are singled out based on chosen segmentation criteria, namely: a set of factors that
influence the consumer decision to purchase items online, chances to shop online, use of social networks for communication, data
privacy controls, consumer awareness of the value of personal data. The basic target segments of consumers according to our
segmentation are price hunters, interested, finders, observers and freshers.

The conclusions have been made concerning the possible use of Internet-marketing communication components for above-men-
tioned segments of consumers.
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Oy6oBuKT. B.
[OKTOP EKOHOMIYHMX HayK, Mpodhecop Kadeapu MapKeTUHry Ta peknamu,
KuiBCbKUI HaUiOHanbHWUIN TOProBeNbHO-EKOHOMIYHNI YHiBepcuTeT, KuiB, YKpaiHa

OpTuHcbka B. B.
KaHOMAaT eKOHOMIYHMX HayK, Mpodhecop Kadeapu MapKeTUHry Ta peknamu,
KuiBCbKUIA HaUiOHaNbHWIA TOProBENbHO-EKOHOMIYHWIA YHiBepcuTeT, KuiB, YKpaiHa

IHTepHeT-MapKeTUHroBi KOMYHiKaLii NiANPMEMCTB TOpPriB/i Ha OCHOBI TMNONOrii cCNOXKBa4iB

AHoTauia

Y cTatTi AOCNiAXEHO NoBefiHKY IHTepHeT-KopUCTyBadiB Ta po3pobneHo MeTOAONOriYHI NiAX0AM A0 CermeHTaLii KopucTyBadis
IHTepHeTy Ha OCHOBI aKTMBHOCTI y4acTi B couianbHUX Mepexxax, YCBIAOMIEHHA CNoXXMBaYeM LiHHOCTi NepCoHanbHNX AaHuX,
Wwo 3abesneyye hopMyBaHHA KOMMJIEKCY 3ax0AiB |HTEPHET-MapKeTMHIOBUX KOMYHiKaUii 3 ypaxyBaHHAM MPOrHO30BaHOro
BMAUBY IHTEPHET-MapKeTMHIOBMX KOMYHIKaLil Ha LinboBi cermMeHTu cnoxusadis. Llinbosi rpynn cnoxmsadyis cpopmoBaHo
3a 6as3oBMMK KpuTepiAMM cermeHTauii. 3pobneHo BMCHOBOK LWOAO MOXIMBOIO 3aCTOCYBAHHA KOMMOHEHTIB |HTepHeT-
MapKeTUHIOBUX KOMYHiKaLill AnA BUAINEHNX CEerMEHTIB CMoXUBaYiB.

KnioyoBi cnoBa: [HTepHEeT-MapKeTUHIOBi KOMYHiKauii; NOKyneLpb; IHTepHeT-KOPUCTYBaY; eNeKTPOHHA TOPriBNA; NigNpUeEMCTBO.

Oy6oBuKT. B.
[OKTOP SKOHOMUYECKMX HayK, Mpocheccop Kadeapbl MapkeTuHra 1 peknambl,
KneBcKuMin HauMoHanNbHbIM TOProBO-3KOHOMUYECKWI YHUBEPCUTET, Knes, YkpanHa

OpTblHCKanA B. B.
KaHAauaaTt 9KOHOMUYECKMX HayK, npodheccop Kadeapbl MapKeTUHra u peknambi,
KuneBCKMI HaunoHanbHbIM TOProBO-9KOHOMUYECKUIA YHUBEpCUTET, Knes, YKpanHa

NHTepHeT-MapKeTUHroBble KOMMYHUKaLMKU NPeanpUATUA TOProBIiM Ha OCHOBE TUMNonoruu notTpeéurenen

AHHOTauuA

B ctatbe nccnepoBaHo noseneHue VIHTepHeT-nonb3oBaTene u paspaboTaHbl METOAOMNOrMYECKME MOAXOAbl K CermeHTaumm
nonb3oBarenen MHTepHeTa Ha OCHOBE aKTUBHOCTU y4acTUA B COUMAbHbIX CETAX, OCO3HaHWA MNOTPebuTenem LEHHOCTU
nepcoHasibHbIX AaHHbIX, YTO o6ecrnevmBaeT (opMMpPOBaHME KOMMNIEKCA MEPONPUATUIA VIHTEpHET-MapKeTUHIOBbLIX KOMMYHMKaLWMA
C Y4€TOM MPOrHO3MPYeEMOro BO3AeNCTBUA VIHTEPHET-MAPKETUHIOBbIX KOMMYH/MKaUMUA Ha LeneBble CErMeHTbl NnoTpebutenen.
Llenesbie rpynnbl noTpebutener chopmmpoBaHbl Ha OCHOBE 6a30BbIX KpUTEpMeB cermeHTaumm. CaenaH BbiBO4 O BO3MOXHOM
NPUMEHEHUN KOMMOHEHTOB VIHTEPHET-MapKETMHIOBbIX KOMMYHUKAUMWIA ANA BblAENEHHbIX CErMEHTOB NOTPebuTenen.
KnioyeBble crnoBsa: UHTErPUPOBAHHBLIE MAPKETUHIOBbIE KOMMYHUKALUMK; NOKyNaTesb; UHTEPHET-NONb30BaTeb; 3/1EKTPOHHAA
TOpProBnsA; npeanpuATHe.
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1. Introduction

It is necessary to emphasise that at the present stage of
economic growth, essential changes are taking place in cus-
tomer perceptions. This means that customers have become
different, their market awareness has increased. They have a
higher level of expectations about the quality of goods and ser-
vices, and strive for more convenient arrangements and wor-
king hours, better service, lower prices. This has been caused
by modern trends in public development, changes in the way
and style of people’s life.

Also, the part of innovators, who endeavor to get goods in
which new ideas and technologies were embodied, has risen
lately. This is also due to the rate of modern development and
implementation of information and communication technolo-
gies as well as psychological factors.

Along with buying prestige goods, consumption of such
goods becomes a symbol: it demonstrates a high social status,
shows progressiveness and contemporaneity of the customer.
As the world experience shows, the speed of response to mar-
ket changes is characteristic of small and medium-sized busi-
nesses which are rather flexible to changes and opportunities
of variable market conditions.

At the current stage of economic development, the majo-
rity of trade companies face the market crisis, which is caused
by globalizing processes, increasing competition, scientific
and technological progress, the shift in consumer behavior
and lifestyle, the decrease of traditional marketing commu-
nications effectiveness, as well as by the increased expec-
tations of society regarding companies with considerable re-
sources.

The information economy introduces new requirements
towards the formation of Internet-marketing communications
that are able to continuously interact with consumers and to
involve them in the process of interactive trade. The signi-
ficance of Internet-marketing communications (InMC) grows
with increasing competition, and experts predict that over
time they will play a leading role as the most progressive mar-
keting system which will be able to establish personal con-
tacts with the target audience. Ukraine ranks 32 among 198
countries by number of Internet users and takes 58" place in
the world ranking of e-commerce [1].

Addressing the needs and wishes of potential and existing
clients is indispensable while ensuring a company’s success
in the market; with increased international competition, com-
panies must be focused on individual features of consumers.
With the increasing importance of online sales and the growing
number of shoppers purchasing from online shops, it is impe-
rative for marketers to develop a better understanding of Inter-
net surfers and shoppers [2].

In international marketing activities, significant prob-
lems are often posed by differences in the characteristics
and consumption behavior of consumers in different parts
of the world. Certainly, some of these differences are be-
coming less important and some academics have the opi-
nion that that they are no longer of great significance. How-
ever, there is also a lot of evidence that both cultural varia-
nce and differences in consumer behavior are still very im-
portant facts in many international markets [2; 3].

2. Brief Literature Review

There is virtually a consensus that, to remain competi-
tive, firms must continuously develop and adapt their business
models [4]. However, it is believed that all users are equal and
equally creative, particularly in relation to the so called Web 2.0
culture in which everyone is defined as being a participant in
new Internet services [5; 6]. However, several studies have
demonstrated that people with similar levels of access engage
the Internet in fundamentally different ways [7].

T. Kollmann, A. Kuckertz and |. Kayser (2012) have deve-
loped and empirically analyzed a typology of customers to
classify distinct segments of consumers, highlighting the asso-
ciated interrelationship of individual shopping motives and can-
nibalization and synergetic effects [8].

S. Ghose and W. Dou (1998) have examined Web offers
by doing a study of the impacts of web-site design features on
its quality [9]. Convenience of online shopping is one of the
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most obvious advantages. Similarly, the ease with which in-
formation can be accessed is also strength of the online envi-
ronment. Security of information is a primary worry for poten-
tial e-commerce consumers. Ph. Kotler (2002) also mentions
that consumers have ethical concerns about Internet vendors
[10]. Research results clearly show that attitudes towards the
Internet and Internet shopping behavior differ from country to
country [2; 11].

In this global environment, consumer typologies may
prove an effective instrument for identifying and addressing
different consumer clusters. A similar approach has been
considered to be highly relevant for Internet-marketing [12;
13]. In articles on trade, customer segmentation is described
as crucial for the success of electronic commerce. R. Burke
(2002) points out that one of the important unanswered re-
search questions relates to how retailers can segment on-
line shoppers [14]. Only through an understanding of the dif-
ferent customer segments will marketers be able to deve-
lop strategies and tactics to attract and maintain these cus-
tomers [2].

There exist some typologies of Internet users, such as
those of the Boston Consulting Group or McKinsey & Co., and
these have not been developed in accordance with acade-
mic standards of research [2; 15]. Another evidential approa-
ches are presented in the research works of Brandtzag, P. B.,
Heim, J., & Karahasanovic, A. (2011) and Christodoulides, G.,
Michaelidou, N., & Siamagka, N. T. (2013) [5; 16].

3. Purpose

The paper uncovers issues of methodological, scientific
and practical approaches to basic target segments of consu-
mers and proposes a possible use of the components of Inter-
net-marketing communications for them.

4. Results

The Internet occupies the basic position among all in-
formation technologies, which leads to the need to promote
products and services of trade companies, to search for in-
formation, customers and partners, and also to take advan-
tage of Internet-technologies application. This requires new
means of Internet-marketing, including marketing commu-
nications, which can give an opportunity to make a consi-
derable reduction of marketing costs and provide a more ef-
fective communication between trade companies and con-
sumers, competitors, intermediates, providers and other so-
cial circles.

The results of the marketing investigation of 400 consu-
mers in Kyiv on food and nonfood products buying provided by
the authors in March and April, 2015 suggest that respondents
have determined the most essential features of online shops:
a wide range of products, varying price levels, the possibility of
comparing characteristics, prices, promotions, sales of different
products, as well as getting access to customers’ and experts’
reviews and forums discussions.

The differences in the price range are actively tracked by
customers aged between 30 and 39 which comprise 85.7%,
and by customers aged between 40 and 55 with a ratio equal
to 83.7%. Speed of delivery is the most determinant option for
the customers who choose shopping online (86.5%) and have
a high level of income. The available video review and the sup-
ply information appear to be less essential.

Internet posts (experts’ reviews, blogs, and forums), web-
sites of online shops, comparison sites and social networks
are the most significant of all information sources which influe-
nce customers’ decisions whether to buy or not to buy goods
in online shops (Table 1).

The personalized approach to plan the Internet-marketing
communicative campaigns of trade enterprises and to define
the perspectives of their improvement are based on the use of
methodological approaches to the process of segmentation of
Internet users, thus it provides the formation of integrated Inter-
net-marketing communications considering their influence on
the targeted customers segments.

There are models of consumer behaviour such as VALS
(based on Maslow’s hierarchy of needs theory), VALS-2 (consu-
mers based their choice on beliefs, perception and action) along
with financial, informational, physical, psychological and resource



models. The developed SRl International model known as iVALS
(Internet VALS) (1997) helped to improve the efficiency and the
quality of online environment.

Depending on the activity and their professional skills,
Internet users are divided into the following groups: wizards,
pioneers, surfers, mainstreamers, upstreamers, workers,
sociables, socialites - seekers, immigrants. However, these
models do not take into consideration specific features and
actions of domestic consumers in terms of extremely rapid
development of the Internet in Ukraine. The segmentation
process of the Internet users must be based on the moni-
toring of their activity in social networks, customers’ aware-
ness of personal data value considering the forecast of in-
fluence of Internet-marketing communications on customers
target segments [17-18].

The approved expediency of specific consumer segments
isolation, i.e. those who constantly look for information in the
Internet, have an experience in searching for information, look
for the conditions for purchase, look for low prices, look for the
information on the Internet for the first time.

Tab. 1: Sources of information which influence the respondents’

buying decisions in online shops, %

Source: Authors’ investigations, a national survey of 400 consumers in Kyiv on food and
nonfood products buying, statistical error — 0,945. Investigations were provided in March

and April, 2015

The target groups of consumers were formed based on
segmentation criteria (a set of factors which influence the con-
sumers’ decision making, the probability of purchase on the In-
ternet, and the social networks as a means of communication,
personal data confidentiality management, the customers’
awareness of personal data value). The motivated segmenta-
tion allows specialists to make offers of argumentative InNCM
instruments and main themes of online marketing appeals.

We have detected the following segments of target con-
sumers (Table 2):

Price hunters:

Those who constantly look for all necessary informa-
tion (21% of all online consumers of whom 60% are men).
This is the biggest of five groups, and, as a rule, it is less
inclined to the risky activities in the Internet. Half of them
appear online more than 10 times a day, and when they
share their personal data with online shops; in return they
are supposed to get assistance, full information access and
lucrative offers.

Interested:

Those who have some experience in searching for infor-
mation; such a type accounts for 21% of all Internet users, co-
vers the most dedicated social network affiliates, and not with-
out special technical background. These users are informed
about target marketing, but they know little about Internet-mar-
keting communications — only 37% of them know that social
networks can use their personal data to keep them informed
about special offers.

ECONOMICS AND MANAGEMENT OF ENTERPRISES

Finders («searchers»):

Those who look for easy ways to buy; this type of Inter-
net users (21% of all Internet consumers) is characterized by
the dependence from the Internet to find shops and make pur-
chases. Before making a purchase, the majority (90%) of such
users look for online information about goods and half of them
use their mobile phones to check the price, being in the tradi-
tional store to make a profitable purchase and not to share per-
sonal data.

Observers:

Those who look for the lowest prices (20% of all users):
they are not sure about the advantages of the Internet, spend
little time online, and only 28% of them visit social networks.
They don’t understand the value of their personal data and
don’t express serious concern about it.

Freshers («tiros»):

Those who provide the information search (17% of all
users), they are aware of Internet-marketing communications
and almost 82% know that marketing experts may focus on
them, depending on the search history and browsing. They
rarely log social networks and have
the most protected private settings on
their gadgets and provide strict control
over the safety of their digital world.

It is suggested to apply the custo-
mized approach to defining the most
acceptable forms and methods of on-
line advertising for the target audie-
nce, as well as the system of stimula-
ting on the Internet, online merchan-
dising, online PR, direct sales on the
Internet. In the course of develop-
ment of online marketing communica-
tion program, it is also suggested to
apply benchmarking methods for the
INMC development programs. It is re-
commended to increase the competi-
tiveness of enterprises by implemen-
ting INMC means into the marketing
activity, based on the viral marketing
and consistent inner corporate coordi-
nation, which provides the coordina-
ted work of all the departments which
take part in the development or reali-
zation of InMC programs.

The main trends of the domes-
tic online trading in 2016-2017 are:
implementation of mobile versions of sites to buy and or-
der products via mobile phones; easy and safe mobile pay-
ment; active development of innovative ways of purchase
and payment; use of multi-channel marketing; automation
of the process of marketing control at enterprises (automa-
tic analysis formation, page testing, posting); popularization
of online PR; simplification of site interfaces; evolution of
showrooms and marketplaces; arrangement of online video
reviews.

5. Conclusions

Based on the systematization of research literature and
developments, the authors have found out that trading com-
panies which operate offline and online have to respond
to the ongoing changes in consumer behaviour, improving
their information and technological environments.

There are representatives of the determined consumer
segments who always search for information, have some
experience in searching for information, look for easy ways
and the lowest prices, search for information for the first
time.

The target consumer groups are formed based on the
chosen segmentation criteria (a set of factors that influence
the consumer decision to purchase items online, chances
to shop online, use of social networks for communication,
data privacy controls, consumer awareness of the value of
personal data). There are tools INMC and the main topics
relevant to the issues of application of Internet-marketing
communications.
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