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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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Introduction
Market magazines as one of the components
of the Ukrainian economy is influenced by the main
socio-economic indicators in Ukraine. Not being
an essential item, the magazine is the item, the

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
commodities.
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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: segmentation, 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 William V., R. Ackoff. The book is based on theoretical
developments management market segmentation
foreign and domestic scientists Ansoff I., 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).

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:

Fig. 2. Where to buy economic journals

Table 1
Geographical segmentation

Range of the market
The population
Urbanization cities

national, regional and local
residents of small towns/residents of large cities/city millionaires etc.; up to 250 thousand/
250500 thousand/500800 thousand people
capital, cities, suburbs, villages, and villages
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Table 2
Parameters of demographic segmentation

Parameters
Until age
Gender
Profit (U.S.)
Education
Employment
Family status

Features
18, 1934, 3554, 55 and over
Male, Female
to 100, 100500, 5001000, 10005000, 5000 and up
Some grad school, secondary, undergraduate, university
technical level, the manager of middle management staff, clerk, sales agent, farmer, student,
housewife, unemployed
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
Place of purchase (where the consumer prefers
to purchase)
Frequency of shopping
Desired benefits to consumers (that is the main
driving force behind the purchase of)
Relation to the goods
Key parameters for buying
Reason for making
Expected results
Status of the buyer
Readiness to make a purchase

Description
kiosks, hypermarkets, supermarkets, petrol stations, post offices
once a week, 2 times a week, once a month, etc.
quality, service, cost, design, brand
loyal, disloyal or enthusiastic, sympathetic, indifferent, negative
or hostile
quality, price, service level, proof of status
a purchase or buy everyday a special occasion
neutral or high expectations from the acquisition of goods
does not exercise, a former buyer, the potential buyer, the new
buyer, a regular customer
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 10001500 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: 1624  20.41%, 2534  36.19% 35
44  18.4% 4554  19.81%, 5564  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
press;
 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 segmentation. Therefore, the recommended number of
options ranging from one to five.
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ÑÅÃÌÅÍÒÀÖÈß ÝÊÎÍÎÌÈ×ÅÑÊÈÕ ÆÓÐÍÀËÎÂ Â
ÓÊÐÀÈÍÅ
×óïðèíà Í.Í., Ìîðîç Þ.Ï.
Â ñòàòüå ïðîâåäåí àíàëèç ðûíêà ïå÷àòíûõ èçäàíèé
Óêðàèíû, æóðíàëîâ ýêîíîìè÷åñêîãî ïðîôèëÿ. Ðàññìîòðåíû
òåîðåòè÷åñêèå àñïåêòû ñåãìåíòèðîâàíèÿ ðûíêà. Îïðåäåëåíû
öåëåâûå ãðóïïû ÷èòàòåëåé ýêîíîìè÷åñêèõ æóðíàëîâ. Âûäåëåíû
ïàðàìåòðû ãåîãðàôè÷åñêîãî ñåãìåíòèðîâàíèÿ íàñåëåíèÿ.
Ïðîàíàëèçèðîâàíû ìåñòà ïðîäàæè ýêîíîìè÷åñêèõ æóðíàëîâ.
Âûäåëåíû ïàðàìåòðû äåìîãðàôè÷åñêîé ñåãìåíòàöèè
ïîòðåáèòåëåé ýêîíîìè÷åñêèõ æóðíàëîâ: âîçðàñò, ïîë, äîõîä,
îáðàçîâàíèå, ðîä çàíÿòèé è ñåìåéíûé ñòàòóñ. Âûÿâëåíû
êðèòåðèè ïîâåäåí÷åñêîãî ñåãìåíòèðîâàíèÿ, ãäå ÷åòêî âûäåëåíû
ïðèçíàêè ñåãìåíòàöèè: ìåñòî ñîâåðøåíèÿ ïîêóïêè, ÷àñòîòà
ñîâåðøåíèÿ ïîêóïêè, èñêîìûå âûãîäû äëÿ ïîòðåáèòåëÿ,
îòíîøåíèå ê òîâàðó, êëþ÷åâûå ïàðàìåòðû ïîêóïêè, ïîâîä äëÿ
ñîâåðøåíèÿ ïîêóïêè, îæèäàåìûé ðåçóëüòàò, ñòàòóñ
ïîêóïàòåëÿ, ñòåïåíü ãîòîâíîñòè ñîâåðøèòü ïîêóïêó. Äàíî
îïèñàíèå êàæäîãî èç ïðèçíàêîâ ñåãìåíòàöèè. Áëàãîäàðÿ àíàëèçó
âñåõ ïîêàçàòåëåé ïðîâåäåíà ñåãìåíòàöèÿ ýêîíîìè÷åñêèõ
æóðíàëîâ Óêðàèíû. Ïðè ýòîì, ïðîâåäåííûé àíàëèç òàê æå
äàåò âîçìîæíîñòü âûÿâèòü îïòèìàëüíûé æóðíàë ñ òî÷êè
çðåíèÿ ïîòðåáèòåëåé: îáúåì æóðíàëà, ôîðìàò, öåëåâóþ
àóäèòîðèþ, îïòèìàëüíóþ öåíó.
Êëþ÷åâûå ñëîâà: ñåãìåíòàöèÿ, ýêîíîìè÷åñêèå
æóðíàëû, ïðèíöèïû ñåãìåíòèðîâàíèÿ, öåëåâàÿ àóäèòîðèÿ.
ÑÅÃÌÅÍÒÀÖ²ß ÅÊÎÍÎÌ²×ÍÈÕ ÆÓÐÍÀË²Â Â
ÓÊÐÀ¯Í²
×óïðèíà Í.ÌÍ., Ìîðîç Þ.Ï.
Â ñòàòò³ çðîáëåíî àíàë³ç ðèíêó äðóêîâàíèõ âèäàíü
Óêðà¿íè, æóðíàë³â åêîíîì³÷íîãî ïðîô³ëþ. Ðîçãëÿíóò³ òåîðåòè÷í³
àñïåêòè ñåãìåíòóâàííÿ ðèíêó. Âèçíà÷åí³ ö³ëüîâ³ ãðóïè ÷èòà÷³â
åêîíîì³÷íèõ æóðíàë³â. Âèä³ëåí³ ïàðàìåòðè äåìîãðàô³÷íî¿
ñåãìåíòàö³¿ ñïîæèâà÷³â åêîíîì³÷íèõ æóðíàë³â: â³ê, ñòàòü, äîõ³ä,
îñâ³òà, ÷èì çàéìàºòüñÿ òà ñ³ìåéíèé ñòàòóñ. Âèÿâëåí³ êðèòåð³¿
ïîâåä³íêîâîãî ñåãìåíòóâàííÿ, äå ÷³òêî âèä³ëåí³ îçíàêè
ñåãìåíòàö³¿: ì³ñòî çä³éñíåííÿ ïîêóïêè, ÷àñòîòà çä³éñíåííÿ
ïîêóïêè, âèãîäè äëÿ ñïîæèâà÷à, â³äíîøåííÿ äî òîâàðó, êëþ÷îâ³
ïàðàìåòðè ïîêóïêè, ïðèâ³ä äëÿ çä³éñíåííÿ ïîêóïêè, î÷³êóâàíèé
ðåçóëüòàò, ñòàòóñ ïîêóïöÿ, ñòóï³íü ãîòîâíîñò³ çä³éñíèòè
ïîêóïêó. Íàäàíî îïèñ êîæíî¿ ç îçíàê ñåãìåíòàö³¿. Çàâäÿêè
àíàë³çó óñ³õ ïîêàçíèê³â ïðîâåäåíà ñåãìåíòàö³ÿ åêîíîì³÷íèõ
æóðíàë³â Óêðà¿íè. Ïðè öüîìó, âèêîíàíèé àíàë³ç äàº ìîæëèâ³ñòü
âèÿâèòè îïòèìàëüíèé æóðíàë ç òî÷êè çîðó ñïîæèâà÷à: îáñÿã
æóðíàëó, ôîðìàò, ö³ëüîâó àóäèòîð³þ, îïòèìàëüíó ö³íó.
Êëþ÷îâ³ ñëîâà: ñåãìåíòàö³ÿ, åêîíîì³÷í³ æóðíàëè,
ïðèíöèïè ñåãìåíòóâàííÿ, ö³ëüîâà àóäèòîð³ÿ.
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