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Introduction

Market magazines as one of the components
of the Ukrainian economy is influenced by the main
socio-economic indicators in Ukraine. Not being
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The article analyzes the market of Ukraine publications, magazines and economic profile.
The theoretical aspects of market segmentation. Identified target groups of readers economic
journals. Scroll to the setting of geographic segmentation of the population. Analyzed
sales place economic journals. Identifies parameters demographic segmentation of consumers
economic journals: age, gender, income, education, occupation and marital status. The
criteria of behavioral segmentation, which clearly marked signs of segmentation: the place
of purchase, frequency of purchase, the desired benefits for the consumer attitude towards
the product, the key parameters of the purchase, the reason for making the purchase, the
expected result, the status of the buyer, readiness to make a purchase. A description of
each of the signs of segmentation. Through analysis of all parameters held segmentation
economic journals Ukraine. At the same time, the analysis also gives an opportunity to
identify the optimal magazine from a consumer perspective: the volume of the journal
format, target audience, the optimal price.
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an essential item, the magazine is the item, the commodities.
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purchase of which the Ukrainians think after the
satisfaction of physiological needs. The exception is
the segment of cheap magazines. This segment is
willing to purchase periodicals including essential



Segmentation economic journals in Ukraine

On the Ukrainian market of printed products
can now be found on the publications for all tastes.
Publishers of a fierce struggle for the reader, the
search for new models of newspapers and magazines.
They are, in a measure of market qualifications and
intelligent managers, marketing activities carried out
for the preservation and growth of circulation and,
ultimately, to increase profits. Achieve these goals is
impossible without market segmentation of the press
[1].

The purpose of this article — to segment the
market economic journals in Ukraine.

Analysis of recent research and results: seg-
mentation, which is based on the principles of
differentiation and modification was introduced in
marketing analysis in 1956 W. Smith. The concept
of market segmentation immediately been widely
used in the marketing of consumer goods. Studies
on market segmentation have been devoted to the
works of such prominent scientists as King Wil-
liam V., R. Ackoff. The book is based on theoretical
developments management market segmentation
foreign and domestic scientists Ansoff 1., Kotler F.,
Aivazyan S.A., E.M. Braverman, Gimarova V.A.,
Vissema X., Dibb S., J.J. Lambe, Kruglov V.V.,
Thompson A.A., Gradova A.P., Strickland A.J.
Kleiner G.B. and many other authors. Their studies
are mainly based on theoretical principles concerning
the strategic development issues and common
problems of market segmentation. But these
theoretical calculations did not concern a particular
product segmentation publications.

Experimental

Economic journals were established when the
economy began to develop, and actively began to
create various business sectors. Economic and
business magazines are developing in major cities
and in small suburbs. They are released every month,
every week, or every six months. In addition to this
issue of the journal may be once a year, and four
times a year. In this case at the moment circulation
economic and business publications are up to 40000
copies. Page volume can vary from 35 pages to 200
pages. However, many business — magazines are
available with a volume less than 100 pages. Target
Audience economic journals and business magazines
extensive, but they are likely to become the very
people who are actively engaged in their own business
or work in the economy. Thus 70% of readers —
people from 30 to 50 years, and 30% — people of

different ages who are interested in economic matters
for the overall development [2].

Market segmentation press — a division of the
entire mass of readers with their numerous and
complex information needs into homogeneous groups
[3].

Audience economic journals, few analyzes such
data is extremely difficult to collect, because buyers
who purchase retail magazine, it is impossible to
identify exactly. Market segmentation is based on
various parameters, and can be used as one or several
parameters at once [4]. Based on this, we propose
the following drawing dividing readers economic
publications (Fig. 1).
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Fig. 1. Group readers economic journals

Geographical market segmentation — the
process of combining all buyers market into groups
based on criteria such as geographic location and
geographic conditions of residence. In geographic
segmentation is usually done by a breakdown of
readers the following criteria (Table 1).

Structure locations sales by extremely
heterogeneous and each region unique. In Ukraine
as a whole, according to the «Cartel press», the d

istribution is:
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Fig. 2. Where to buy economic journals

Table 1

Geographical segmentation

Range of the market | national, regional and local

The population

residents of small towns/residents of large cities/city millionaires etc.; up to 250 thousand/
250-500 thousand/500—800 thousand people

Urbanization cities

capital, cities, suburbs, villages, and villages
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Table 2
Parameters of demographic segmentation
Parameters Features

Until age 18, 19-34, 35-54, 55 and over
Gender Male, Female
Profit (U.S.) to 100, 100-500, 500—-1000, 1000-5000, 5000 and up
Education Some grad school, secondary, undergraduate, university

technical level, the manager of middle management staff, clerk, sales agent, farmer, student,
Employment .

housewife, unemployed
Family status is not married, a young family without children, young family with a child in a divorce, etc.

Table 3

Criteria for behavioral segmentation

Signs Segmentation

Description

Place of purchase (where the consumer prefers
to purchase)

kiosks, hypermarkets, supermarkets, petrol stations, post offices

Frequency of shopping

once a week, 2 times a week, once a month, etc.

Desired benefits to consumers (that is the main
driving force behind the purchase of)

quality, service, cost, design, brand

Relation to the goods

loyal, disloyal or enthusiastic, sympathetic, indifferent, negative
or hostile

Key parameters for buying

quality, price, service level, proof of status

Reason for making

a purchase or buy everyday a special occasion

Expected results

neutral or high expectations from the acquisition of goods

Status of the buyer

does not exercise, a former buyer, the potential buyer, the new
buyer, a regular customer

Readiness to make a purchase

ignorant, knowledgeable, interested, willing to make a purchase

Seats where trade press in Ukraine — more than
5800, which means that an average of one point
accounted for 8000 people. At the same time in
Europe at one point have to 1000—1500 people [5].

Segmentation demographics division provides
all buyers market into homogeneous groups by age,
sex and social status criteria in society. Is the most
common method of separation of the market, as
this method of segmentation criteria are easily
measurable, and therefore, the size of the segments
lend themselves to precise mathematical calculation
[6] to segment the market by demographics and
characteristics imposed in Table 2.

Isolated segments of the market and behavioral
traits: the status of the reader (bought at retail for
many years, a permanent subscriber buys occasionally
edition), the intensity of shopping, degree of
commitment to the publication, the magazine and
the like with respect Some of these parameters are
imposed in Table 3:

An example, is the magazine «The Power of
Money», which determines the result of segmenting
the target audience on the following criteria:

Sex: female. — 38.5% male. — 61.46%;

Age: 16—24 — 20.41%, 25—34 — 36.19% 35—
44 — 18.4% 45—54 — 19.81%, 55—64 — 5.19%;

Income: Low — 4.29%, below average — 20.6%,
average — 24.97% above the average — 28.49%, the
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highest — 19.25%;

Occupation: Managers — 19.01%, experts —
37.21%, employees — 20.39% workers — 14.41%
Other — 7.69%:

Education: Elementary, incomplete higher —
1.42%, average — 31.8% higher and incomplete
higher — 66.79% [7].

Readers economic publications have a different
perception of the log parameters and their
segmentation. In segmentation based on the following
principles:

— Format magazine. Number of pages (thick,
thin), size;

— The log function and specialization;

— Brand awareness and popularity of the
magazine;

— The cost of the magazine.

At a cost of magazines isolated readers who
buy books on economic low price to 25 UAH.
(«Economy of Ukraine», «Reporter», «FxFactor»),
at an average price of 25 to 50 UAH. («Forbes»,
«Financial monitoring») and at a high price of
50 UAH. («Handbook economist»).

Conclusions

Magazines read how to obtain useful
information about innovations in various spheres of
life, improve the competence, or simply to enjoy
spending time with a sense of community events
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taking place, they allow the reader to escape from
everyday worries, have fun and while away your free
time.

The main criteria of segmentation — the tools
the right selection of the target audience.

Universal method of segmentation does not
exist, therefore the segmentation on the basis of
individual parameters. Segment the market economic
journals on such parameters can be:

1. Segmentation buyers:

— Geographical parameters;

— Demographic criteria;

— By socio-economic status;

— In terms of purchasing relations with the

— By habits.

2. Segmentation magazines:

— Magazine format;

— The log function and specialization;

— Brand recognition and popularity of the
magazine;

— The cost of the magazine.

In defining the target audience, which will be
directed marketing activities, can be used as one of
the parameters, and a few. The best option should
include a number of parameters that will subsequently
skilled in the art of media planning to work with the
media without losing the market enjoying prestige
edition due to an excessively narrow market seg-
mentation. Therefore, the recommended number of
options ranging from one to five.
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CEIrMEHTAIIUA DKOHOMMWYECKHUX 2KYPHAJIOB B
YKPAUHE

Yynpuna H.H., Mopos IO.11.

B cmamve npogeden aumaruz puinka newamuwix u30aHuil
Ykpaunvl, xcypnanos skonomuueckoeo npoguasn. Paccmompeno
meopemutecKue acneKmol ceeMeHmuposanus puiHka. OnpedeneHvl
lenesvle epynnvL yumamenet KOHOMUHECKUX JiCypHan06. Bvidesenv
napamempul eeoepapuuecKoeo cecMeHmupo8aHus HaceaeHusl.
Tlpoanaauzuposansvl mecma npooadicu 3KOHOMUHECKUX IHCYPHAN08.
Bovidenenvr napamempo demoepaghuueckoil ceemenmayuu
nompebumeneti IKOHOMUHECKUX JCYPHAN08: 803DpACM, NOA, 00X00,
obpazoeanue, pod 3aHsmuil u cemeinvill cmamyc. BoviseaeHu
Kpumepuu no8e0eH4ecK020 CeeMeHMUPOBAHUSL, 20e HemKo 6bi0eNeHbl
NPU3HAKU Ce2MeHMAayUU: Mecmo co8epuleHUs NOKynKu, 4acmoma
cogepuienuss NOKYNKU, UCKOMble 6ble00bl 015 nompebumens,
OMHOUIeHUe K MO08apy, KAloHegble Napamempyl HOKYNKU, N0600 045
coeepuieHUss NOKYNKU, 0XdCUOaemulii pe3yibmam, Cmamyc
nokynamens, cCmeneHs 20MOGHOCMU CO8epUUMb NOKYNKY. [lano
onucanue Kaxcooeo u3 NPU3Hakoe ceemenmavuu. baaeodapsa ananusy
6cex noxkasamenell npogedeHa ceeMeHmMauyus dKOHOMUYECKUX
acypHanoe Ykpauuol. Ilpu smom, nposedeHHvlll aHaiuz max dice
daem GO3MONICHOCHY GbIAGUMb  ONMUMAAbHYIL JICYPHAN C MOUKU
3peHuss nompebumeneti: obsem dcypHaada, gopmam, uenegyr
ayoumopuro, ONMUMANLHYIO UeH).

KaioueBbie ciaoBa: cerMeHTalusi, SKOHOMUYECKUE
SKYpHaJIbl, TIPUHLIMITBI CETMEHTUPOBAHUSI, 1IeJieBast ayauTOPHsI.

CEIrMEHTAIIIA EKOHOMIYHUX 2KYPHAJIIB B
YKPATHI

Yynpuna H.MH., Mopos FO.11.

B cmammi 3pobaeno aunaniz pumky OpyKoeaHux eudauv
Ykpainu, scypnanie exornomiunoeo npoginio. Pozensinymi meopemuuni
acnekmu ceeMeHmyeants puHKy. Busnaueni yinvoei epynu uumauie
eKOHOMIYHUX JicypHanie. Budineni napamempu odemoepagiunoi
CeeMeHmauii CnoJcuea4ie eKkOHOMIMHUX JCYPHANIB: 8K, cmams, 00Xio,
ocgima, 4um 3aimaemocs ma cimetnuii cmamyc. Buseneni kpumepii
n06ediHK068020 CeeMeHMY8AHHs, de 4imKo 6udileHi 03HAKU
ceemeHmauii: micmo 30ilCHeHHs NOKYNKU, Yacmoma 30iUCHeHHs
NOKYNKU, 8U200U 0451 CHONCUBAYA, GIOHOUWEHHS 00 MOBApPY, KAOY08i
napamempu NOKYNKU, NpUsio 0as 30ilcCHeHHs NOKYNKU, O4IKY8aHULl
pe3yavmam, cmamyc NOKYRuys, CMYRiHb 20MOBHOCMI 30ilUcCHUMU
nokynky. Hadano onuc koxcHoi 3 o3Hak ceemenmauii. 3aedsku
aHanizy ycix NOKAa3HUKie npoeedeHa ceeMeHMAauyis eKOHOMIYHUX
acypuanie Yxpainu. Ilpu yvomy, UKOHAHUL AHANIZ OGE MONCAUBICD
BUAGUMU ONMUMANBHULL JICYPHAA 3 MOYKU 30py ChOdCUea4a: oocsae
JCypHany, gopmam, yinbogy ayoumopiro, ONMUMANbHY UIHY.

KuniouoBi cioBa: cermeHrallisi, eKOHOMiUHi XypHasu,
TIPUHIUIIA CETMEHTYBaHHS, IJTbOBA ayIUTOPisl.
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