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AHHoOTauMs. B crarbe paccMOTpEeHBI aKTyaJibHbIE MPOOJIEMBbI CETMEHTAIlUU B
TEPPUTOPUAIIBHOM MapKETHHIE M CIOCOObl MX pemieHus. OnpeaesieHo MOHATHE
CEerMEHTAaIM, KaKk B OOIleM MOHMMaHUM, TaK W MPUMEHUTETHLHO K MApPKETHUHTY
TeppuTopuil. BrIsiBIIEHA 11€7h CErMEHTAIIMM, TaKXKe ObLJIO PaCCMOTPEHBI TPU3HAKU
CEerMEHTAIlNH, pa3BUTHE 0Aa30BOT0O PHIHKA, YCIOBHS JIJISl MPOBEJACHUSI CETMEHTAIINH
TeppuTOpuil. BhIZIeIeHbl 0COOCHHOCTH MPOBEICHUS MAKPO- U MUKPO- CErMEHTAIINH,
YTO MO3BOJISET OCYLIECTBIATH YIIPABICHUE TEPPUTOPUENA BO UM UHTEPECOB BCEX €€
JKUTEJeH M OpraHu3alluid, Ha HeW (PYHKIIMOHUPYIONIMX KaK KOMMEPYECKUX, TaK U
HeKoMMepueckux. [IoMruMoO Mmpodero pe3ynbTarbl CErMEHTAIMU CIIY’KaT OCHOBOU
NPUHATUS OOOCHOBAHHBIX YIPABICHYECKUX peEIHIeHH B cdepe MapkeTuHra
tepputopun.  CHopMynupoBaHbl  BJIEMEHTHl  JEKOMIO3UIIMM  PHIHOYHOTO
MPOCTPAHCTBA B  TEPPUTOPUAIIBHOM  MAPKETUHIE. YCTAHOBJIEHO, YTO B
TEPPUTOPHAIIBHOM MAapPKETUHTE CErMEHTAIMs TOoapa3yMeBaeT HE0OXOIUMOCTh
aHaJIN3a KPUTEPUEB IO TAKUM IMapamMeTpaMm, KaK MNOTEHUHAT M BO3MOXHOCTH
pPa3BUTUSL CETMEHTA, HAJIMYUE CETMEHTOB, OIOCPEIOBAHHBIX BO3MOXHOCTBIO
OpraHu3aliy MPOJAXKHU TMPOAYKIIMN U €€ JIOTHCTHYECKOTO 00ecTieueHus: B JaHHOM
cerMeHTe pbiHKa. Hanbonee pa3syMHBIM NOIXOIOM SIBIsieTCA pa30MBKa 0a30BOrO
PBIHKA B J1Ba ATalla: Ha IEPBOM JTaIle MPOBOAUTCA MAKPOCETMEHTALIMS — Pa3ICJICHUE
pPBIHKA MO KPUTEPHUSIM, MO3BOJAIOIIAM OINPEICIUTh TPAHUIIBI PHIHKOB, HA BTOPOM
JTare MNPOBOAUTCS MUKPOCETMEHTALIHS — OIIPENIETICHUE «CErMEHTOB OTPEOUTENECH

JUIS  KaXJIOT0 paHee OMpeleleHHOro pbiHKa. [IpumeHutensHo K cdepe
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TEPPUTOPUAIIBHOIO MapKETHMHIa OCHOBHBIMHM IIPU3HAKAMU CErMEHTAlMd pBhIHKA
BBICTYIIAIOT TEPPUTOPUAIIBHBIE, OTpACIIEBBIE, nemMorpagpuueckue,
COLIMOKYJIBTYPHBIE, JKOHOMUYECKUE U NHBECTULIMOHHBIE ITPU3HAKH, a TAKKE pasMep
OusHeca. B cucreme TeppuUTOpHATIBHOIO MAapKETUHIA CETMEHTAIUsl CIIYKUT
OTIIPABHOM TOYKOM MapKETUHIOBOTO YIIPABJICHHS TEPPUTOPUEN, & CAM CETMEHTHBIN
aHaJIU3 pbIHKA BBICTYNAET OCHOBOHN oOecrnedeHus 3()p(PEKTUBHOCTH MapKETHHIa

TEPPUTOPHUM.

Abstract. The article deals with actual problems of segmentation in territorial
marketing and ways to solve them. The concept of segmentation is defined, both in
the general sense and in relation to the marketing of territories. The purpose of
segmentation was identified, the signs of segmentation, the development of the
underlying market, the conditions for conducting segmentation of territories were
also considered. The features of macro- and micro-segmentation are highlighted,
which makes it possible to manage the territory in the name of the interests of all its
inhabitants and organizations operating on it, both commercial and non-commercial.
Among other things, the results of segmentation serve as the basis for making
informed management decisions in the field of territory marketing. The elements of
decomposition of the market space in territorial marketing are formulated. It has
been established that in territorial marketing, segmentation implies the need to
analyze criteria for such parameters as the potential and opportunities for the
development of the segment, the presence of segments mediated by the possibility
of organizing the sale of products and its logistics in this market segment. The most
reasonable approach is to break down the underlying market in two stages: at the
first stage, macro-segmentation is carried out - the division of the market according
to criteria that make it possible to determine the boundaries of markets, at the second
stage, micro-segmentation is carried out - the definition of "customer segments" for
each previously defined market. In relation to the field of territorial marketing, the
main features of market segmentation are territorial, sectoral, demographic,

sociocultural, economic and investment characteristics, as well as the size of the
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business. In the system of territorial marketing, segmentation serves as the starting
point for the marketing management of a territory, and the segmental analysis of the
market itself is the basis for ensuring the effectiveness of territory marketing.
KiroueBble cj10Ba: TEPPUTOPHAIBHBIN MapKETHHT, MapKETHHT, CErMEHTaIus,
JICKOMITO3UIIMSI B TEPPUTOPHATIBHOM  MApKETHHIE,  MaKpOCETMEHTAIus,
MUKPOCETMEHTAIIHS.

Keywords: territorial marketing, marketing, segmentation, decomposition in

territorial marketing, macro-segmentation, micro-segmentation.

[Ipu cTparernyeckoM IUJITAHUPOBAHUM CO3/IaHUSI TMPUBIEKATEIBHOCTH H
BBIOOpE TEPPUTOPHUH OOJNBIINYIO POJIb UTPAET CETMEHTUPOBAHUE B MAPKETUHTOBOU
JEATEIBbHOCTH 1O €€ pa3BUTHIO. CErMEHTHPOBAaHUE MPOBOAUTCS CPEAU KAaTETOpUid
3aMHTEPECOBAHHBIX JIUII, KENATEIbHBIX JIJIsl TEPPUTOPUU, KOTOPBIE PACCMATPUBAIOT
WJIM MOTYT pacCMaTpuBaTh €€ B KAUECTBE MECTA CBOETO MPOKUBAHKS U MOCEUICHNUS,
€CJIM UMEIOTCA OnaronpusitTHbie ycaoBus [1].

B naHHOW cTaThe B KauecTBE OCHOBHOM 1eiu OyayT pacCMOTPEHBI
aKTyaJbHbIC MPOOJIEMbI CErMEHTAIIMHN B TEPPUTOPUATIBHOM MAPKETUHTE U CTIOCOOBI
ux pemeHus. Takxe OyAyT BBISABICHBI U MPEACTABICHBI MPU3HAKU CETMEHTAIUU B
MAapKETUHI€ TEPPUTOPUN, OCHOBHBIE YCIOBUS MPOBEICHUS CETMEHTAluu
TEPPUTOPHIA.

CerMeHTanus — 3TO KOHUEMLHKS, KOTOpasi OMKUCHIBAET pa3HOOOpa3re pbIHKA U
MO3BOJISIET pa3OUBaTh PHIHOK Ha OJTHOPOIHBIC TIO CBOEMY XapaKTepy CETMEHTHI. B
MapKETUHTE TEPPUTOPUI CErMEHTaIusl — 3TO MPOILECC BBISABICHUS Haubosee
OnmaronmpusATHBIX YCIOBUW Ha OMNPEAEIEHHONM MECTHOCTH, 4YTOOBI BBIOpATh
ONTUMAJIbHOE permieHne Mpobiembl. OH CBOAUTCS K pa3leleHUI0 pBIHKA Ha
OTHENbHBIE TPYNMbl (CETMEHTHI), pPEarupyroue OJAMHAKOBO Ha OObEIUHEHHBIC
MapKETHHTOBBIE YCUJIHS U YHUKAJIBHOE PETMOHATIBHOE MpEAJIoKEHUE [2].

[maBHOM 1€/IbI0 CErMEHTAllMM B PETMOHATBHOM MApPKETUHIE SIBIISETCS
pa3paboTka HOBOM KOHIENIUMU MPOJBHXKEHUSI, KOTOPAsi OMUPAETCS HA TMPUHIIUIIBI

KIIMCHTOOPUCHTUPOBAHHOCTHU U AJAIITUBHOI'O IMOAXO0JAa K YCIIOBHAM PbIHKA. Taxoxe
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CEerMEHTAIlMsl B MAPKETUHIE TEPPUTOPUIN UMEET CBOU IpHU3HAKU (puc. 1) U yciaoBus

(puc. 2) [3].

Hemorpaduueckue OtpaciieBbie

[Iprusnaku

CerMeHTaIuu

OKOHOMHYECKHE uBecTninoHHbIE

PucyHnok 1. IIpu3Haku cerMeHTallMi B MAPKETHHI'€ TEPPUTOPHUIA

_( VYcnoBus s IIPpOBCACHUA CCIrMCHTAIUN TeppI/ITOpI/Iﬁ )

—>| U3yueHue npupo sl KOHKYPEHTHON 60pbObI HA KOHKPETHBIX PhIHKAX

—>| ocTmkeHue aydiiero NoHMMaHus Cpoca KOHKPETHOH TeppUTOpUU

Hcnonp3oBaHne MexaHW3Ma KOHIEHTPALIMU OTPAHUYEHHBIX PECYPCOB

—>
Ha HanOoJIee BBITOJHBIX HATIPABJICHUSAX UX UCIIOIb30BAHUS
: Pa3paboTka miaHa MapKeTHHTa Ha OCHOBE y4eTa 0COOCHHOCTEH
OTJCNIbHBIX CETMEHTOB PhIHKA
\ J

PucyHok 2. YciioBusl IPOBeIeHUS CErMEHTALIUM TEPPUTOPUI

B TeppuTopmanbHOM ~ MapKeTHMHIE€  CErMEHTalMs  MOApa3yMeBaeT
HEO0OXOIMMOCTb aHalIM3a KPUTEPUEB 110 TAKUM MapaMeTpam, Kak:

1. HOTGHHI/IEUI N BOSMOXHOCTH Pa3BHUTHUA CCIMCHTA.
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2. Hammuue CCTMCHTOB, OIIOCPCAOBAHHBIX BO3MOKHOCTBIO OpraHru3alluiu
NpoaAaXK1 NPOAYKIIUU 1 €€ JIOTHCTUYICCKOIO oOecricueHus B JaHHOM CCIMCHTC

PBIHKA.

Opannysckuid yuénsiii JKan-)XKak JlamOeH (M3BECTHBIA MEXTyHAPOIHBIN
CHELUAINCT MO CTPATErMYEeCKOMY MEHEIKMEHTY W MApPKETHUHIY) MpeaaraeT
pa3OuBarh 0a30BBIA pHIHOK B JBa OJTala: Ha I[EPBOM JTale MPOBOIUTCA
MaKpOCETMEHTalusl — pa3lelieHHe pPbIHKA 10 KPUTEPUSM, [O3BOJISIOIIUM
OMpEeIeTUTh TPaHUIILI PRIHKOB. Ha BTOpoM 3Tamne npoBOAUTCS MUKPOCETMEHTALIMS —
OIIPENIETICHUE «CETMEHTOB NOTpEeOUTENe» Jid KaKJOTo paHee OIpe/IeICHHOIO
pbIHKa [4].

JIns mpoBeneHHs MaKpOCETMEHTAllMd B TEPPUTOPHAIBHOM MAapKETUHIE
OyZieM HCII0JIb30BaTh TPEXMEPHYIO cXeMy (pHC. 3), B KOTOPOH CIEAYET YUECTb:

- ¢ynkuuto norpedHocteit — YTO ynosnerBopsieTcs;
- texnonoruu — KAK ynoBneTBopsitoTCst MOTPEOHOCTH;

- rpynmnsl norpeduteneid — KTO nonyuaer ynosneTrBopenue [S].

Yro?
OyHKIUA

OyHKIMS TOTpeOIeHUs

Kak?
Texnonorus
Kro?
TexHonorus I'pynna
Y/I0BJIETBOPEHUS
notpeduTenei I'pynna notpeburene i

Prcynok 3. IIpocTpaHCcTBO 1€KOMIIO3UIIUM B TEPPUTOPHATIBLHOM MAapPKEeTHHIEe
PaccMoTpuM KaXZblil CTPYKTYpPHBIN KOMIIOHEHT MakKpocerMeHTanuu Oosee
JIETAIBHO.
C nomoipto QyHKIMH MOTPEOHOCTEH MOKHO OTBETUTH Ha BOMPOC O TOM,

«KaK» yIOBIIETBOPSETCSA. DTO MOMOXKET MOHSATH, TOYEMY MOTPEOUTENN BBIOpATIU Ty
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WIN HHYI0O TEPPUTOPHUIO, KaKUE >KEIaHUs U MOTPEOHOCTH OHM PACCUMTHIBAIOT
YIAOBJIETBOPUT.

C noMmompblO TEXHOJOTHUM MOXHO TIOHSITh, KakK YIOBJIETBOPSIOTCS
NOTPEOHOCTH. 37eCh HEOOXOAMMO OIpEeNeNuTh, KaKyl poib OydeT urparh
NOTEHIIUATbHBIA TOTpeOuTeNb — OyIeT U OH HCIOJb30BaTh TEPPUTOPHAIBHOE

MPEJIOKEHUE UITA OH CTaHET €ro MoKyIareyiem [6].

[ToTpeburens MOXKET MOMy4aTh OOIIECTBEHHBIE YCIYyTH, Ojlara M pecypchl
TEPPUTOPUM Ha IUIATHOM WM OecIulaTHOM ocHOBe. [pynmoBbie MOTpeOUTENN
NOKa3bIBAIOT, KTO SBJISIETCS MOTPEOUTENEM U YIOBJIETBOPSIET CBOM MOTPEOHOCTH U
JKEJITaHUSI B OTHOLLIEHUW MECTHOTO NpoayKra [7].

Ilocne MakpocerMeHTaluuu CcleAayeT IPOBOAUTh MHUKPOCETMEHTALUIO
PBIHOUHOTO MpocTpaHTcBa. OHa momoraer 0ojee SICHO NPEACTaBISITh CETMEHTHI,
OJHOPOJIHBIE C TOYKH 3pPEHUSA OXKUIAEMBIX JOCTOMHCTB TEPPUTOPUAILHOTO
OpoAykKTa M OTIMYHBIE OT JApyrux cerMeHtoB. Jlng  morpeOutenei
TEPPUTOPUAIIBHOTO MPOAYKTa MUKPOCEIMEHTAIMsl MPOBOJUTCA MO ILEJIOMY DSy
KpuTepueB. YacTHble JMI@a MOTYT OBITh CrPYINIIMPOBAHBI MO BO3PACTy, MECTY
MPOKUBAHUS U COLMAIIBHON MPUHAIIEKHOCTH [8§].

JUiss  mpoBeA€HUS MHUKPOCPE30B B TEPPUTOPUAIBHOM  MapKETHHTE
OTIPENETSAIOTCS 0COOEHHBIE MOTPEOHOCTH M XapaKTEPUCTHKU KaXKJOTO CErMeHTa
phIHKA, a TakXKe BBIABISAIOTCS 0OIIMe TpeOboBaHUs moTpeduTenei (Hampumep,
y100CTBO TPAHCIIOPTHOTO COOOIICHUS WU ylIM4YHasi 0€30MacHOCTh) [9].

[IpumenurenbHo K cdepe TEpPPUTOPHAIBHOTO MapKETUHTa OCHOBHBIMU
MPU3HAKAMU CETMEHTAllMd PbIHKA BBICTYNAIOT TEPPUTOPHUANIbHBIE, OTpPACIIEBHIE,
nemMorpauueckue, COLUOKYIbTYpHbIE, JKOHOMUYECKHE U WHBECTULIHOHHbBIC
MPU3HAKH, a TaKKe pazMep OusHeca (KpymHbIA, cpenHuii, Mambiii) [10].

Takum 00pa3oM, B CUCTEME TEPPUTOPHAIBHOIO MAPKETHHra CErMEHTAalUs
CIIY’KUT OTIIPABHOM TOYKOM MAPKETMHIOBOIO YMPABJIEHUS TEPPUTOPUEH, a cam
CEerMEHTHBI aHaJu3 PbIHKA BBICTYNAET OCHOBOM oOecredeHus: 3PGEeKTUBHOCTH

MapKeTuHra teppuropuil. [IpoBenenre Makpo- 1 MUKPO- CErMEHTAIUH TO3BOJISET
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OCYHICCTBJIATDH YIIPABJICHUC TCppI/ITOpPleﬁ BO UMA MHTCPCCOB BCCX €C JKUTEJIEH U

OpraHu3anuii, Ha HeH (QyHKIHOHHpYIOIIMX (KaK KOMMEPUECKHX, TaK H

HekoMMepyecknX). [loMmuMo mpoyero pes3ysibTaThl CErMEHTAIMU CIY’KaT OCHOBOM

OPUHATUS. OOOCHOBAHHBIX YIPABICHYECKUX peElIeHUil B cdepe MapkeTuHra

TEPPUTOPHH.

10.
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