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Abstract

The article is about consumer segmentation, meatiingjon into groups according to particular clraeaistic features.
At present there are two major markets — tradificanad electronic market that functions in cyber cgpawhich
essentially is comprehensive as it has no geograpbundaries. The participants of electronic markatluding
consumers, are not physically present on e-marlet,contrary to traditional market it can be stidt in e-market
there is no physical contact. Thus in order foramigations to work on this market there is a netess divide
consumers into several groups. Segmentation useldssical marketing is no longer effective enougk-marketing
because the need of consumers in e-marketing gliffem those of the traditional market. The autbbthe article
analyses new possibilities of segmentation in arenment offers new ways and criteria for custosggmentation in
e-market. E-environment is a favorable environnfentmicro and medium size enterprises that do retehenough
financial resources for marketing promotions andeaiising. Electronic environment requires spekiawledge and
skills as navigation in it demands ability to wook computer using internet as well as other digitalls and
instruments. E-environment calls for creative tivigkand action. The entrepreneurs must be flexabig able to react
to changes in e-market knowing that essentiallp\drenment is dynamic and interactive. Increasirigiportant is the
education of entrepreneurs and their ability to agen electronic tools. This issue should be lookedah at
entrepreneurial and state level. The employees taveceive corresponding training using differéatel training
programs in order to raise competitiveness of thentry on the global market.
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electronic environment, audience, click.

Introduction

We live in the time of high and fast-moving changetated with market enlargement and
globalization, new technological advance and impdbtechniques, restructurization of economical
processes and recession in the traditional markeleis. A new model of advanced society is being
developed now, also called as information sociétyernet is being considered as the main
infrastructure for the information society. Theatonic market proceeds in the internet medium
and is the greatest of all the existing markets.

Research problem, novelty, relevan@n essential e-market difference from the tradationarket

is that the cyberspace does not have its geogmplocation. This fact changes the market
participators conception and wherewith their mutatdraction instruments, principles and models.
The participators become as untouchable as elécteowironment where they proceed. In order to
achieve successful business, companies have toes¢dhe e-market participators. For e-market
participators segmentation only innovative andawasicriteria and methods should be used that are
different from the classical market segmentation.

Research objectelectronic market participants.

Research aimto explore and describe methods of electronic mi@rkarticipants’ segmentation.
Research tasksexamine the segmenting concepts and definitiotisarclassical market, recognize
the electronic market potentials, study the exgsgamarket segmenting methods and values, and

offer new e-market segmenting methods and its galue



Research methodglates analyze, analyze of scientific sources, obsgr

Segmentation content, definitions

Offering goods and services at any kind of markeonsumption, industrial or
electronic, the company should realize that eveh @nough amount of resource it can not satisfy
all the customers because of their various motiwesreasons for buying goods or services.

Therefore it is better to apportion consumersofgihg their motives or other indications,
and after that to offer goods and services, than@ade especially after these criteria (Kap&jaal
2003).

The segmentation is separation of market into wmess groups, depending on their needs,
proceeding and attitude towards marketing actwifRandall, 1996).

A segment of market is a part of consumers withilammeeds and attitude towards marketing
activities (Praude, 2004).

Market niche is a small segment of costumers whesds are not fully satisfied and the
competition level is low (Praude, 2005).

The term ,market segmentation” was first used bySvhith (USA) XX century in fifties,
when businessmen started to relate their busineategy in market with modifying quality of
goods according the needs of different groups o$gective consumers. It is recommended to do
the clientele segmentation as long as the compamds fthe group, whose interests were not
consulted before or who’s wants would be econonyiadtractive for a company to meet (Niils,
2005).

During the process of segmentation the compangaeeclarify:

e what is the target market (segment) — what and iedie target consumer?

e is the market (segment) capacious enough andris #meeconomical perspective for the
company?

e is the company planning to proceed only in oneewegl segments and niches, or in the

market overall (Kotlers, 2006)?

The Electronic market — ocean of possibilities

The participators of the electronic market cardivded into two big groups — the physical
persons (private persons) and the legal persorgn@ss and government sector). The division
shows nine models of proceeding in the electroracket (Table 1).



Table 1
Participators matrix of the electronic market

Receiver— Government Business Customer
supplyer]
Government G2G B2G G2C
Business G2B B2B B2C
Customer C2G C2B c2C

In C2B systems (customer to business) the seracegprovided by clients. For example, client
comments, information about competitors prices
G2G (government to government) systems show theuahutlation of government (and self-
government), where the best sample is co-ordinatimhprovision of mutual services.
G2B (government to business) shows relation betvgemernment and business, who’s sample is
the provision of government information accesdipilor business.
Very similar is the use of system G2C (governmentustomer), but receiver of service is an
individual.
B2G (business to government) systems best samplgy of government (and self-government)
orders, for example, the electronic biddings.
C2G (customer to government) systems best samphigfaction of tax undertakings.
B2B (business to business) is business relatiotvgele® two companies, who use the e-commerce
information systems for their mutual projects.
B2C (business to customer) systems are for thé ¢umstomers, they are analogical to traditional
shops, orders by catalogues and telemarketingjidumternet.
C2C (customer to customer) systems provide thectdisale among people; usually these are
bedding systems, for example, www.perc.|v.
In systems C2B (customer to business) the senfmresompanies are provided by clients. For
example, client comments, information of compesitprices (Gaile-Sarkane, 2005).

The matrix shows that electronic market coverstpally all kind of public segments as
well as the major part of citizens.

In twenty seven European Union countries intermetsed by more than half of its citizens
(see Table 2) (Eurostat, 2009).

Table 2
Internet Users in European Union Countries (EU-27)
Year 2006 2007 2008
EU-27 Population (mill. of people) 493 495 498
EU-27 Number of residents, often using internetl(rof 261.3 267.3 298.8

people)
EU-27 Number of residents, often using internet (%) | 49 54 60




According the data, the number of internet userSW is more than half of it's population.
The significant annual increase of internet usedsber is being observed. It means the electronic
market is the greatest of all the existing markbtsorder to digest the market and to get it right
what, whom, where and how to sell, it is vitallycessary to segment the consumers considering
features of the market, videlicet, market withoebgraphical borders and without palpability of
customers.

The author gives conclusion, that the main varieasures of electronic market mentioned
above prepare all the companies, that proceedereléctronic market or is planning to proceed
there, to search and to develop new methods amhadh segmenting the customers. By choosing
the right methods of e-market segmenting and byrgpthe consumers accordingly the qualities of
goods and services, the companies can successkilljthe goods or services to the selected
segment or niche in the global market. The advantdg-market is related to different possibilities
provided by internet. For example, there alreadgtexsuch internet links, where the internet users
with similar interests are already divided into e — such like social portals, different websites
and blogs of business associations and alliancéssaron. It is important to notice that several
methods of segmentation in internet do not reqfaregreat financial investments, thereby it is

available for wide range of companies includinghbmiicro and the small companies.

Segmenting in the electronic market

The basics of marketing remain significant and ititally important to recognize the target
audience. It is substantially to understand, hovelmpeople are affected by social media. It is not
the right way to use as many internet homepaggsosasible in order to reach large inaccurate
demographical groups.

In author’s opinion the electronic market segmemtacontent is grouping, that is similarly
to traditional market segmentation content — goodservices, consumer who proceeds in the
electronic medium. E-market is based on internéierewith there are its specific aspects, which
should be considered during segmentation. Intelnast its own workings and rules as well as
another format — all the processes go on fast regimd online and also the interactive mutual
communication goes on there. Communication sounce-medium consists of both company and
consumer.

E-market segmentation means that goods and seyvmestomers and consumers or
companies operating on e-medium are divided inézigp groups by specific criteria, where special

marketing methods can be related with (Gaile-Sakaa05).



Segmenting consumers in the electronic environm@ant geographical, national or culture
indications is possible in special cases for exanfd company is planning to export its production
to the specific selected countries.

A closer watch should be kept to consumer’s segatien by their interests and needs.
Actually in the internet there is a range of pa&tahd vortals, which are integrating users with
different interests. Exactly such internet sitelp l@®mpanies in segmenting consumers as there are
concentrating consumers with similar interests.

After combining the information from different soes, the author concludes that
consumers in e-medium can be segmented by thevialjpindications by:

e consumers type: private persons , legal persons;

e domain.. lv, .com, .gov, .org, etc.;

e frequency of using system: use system only onaeeffample, makes only one purchase on
e-shop); periodic users, regular users;

e character of using system (offering services andrguservices);

e goods and services (objects): production ways aedns and goods; utility; service and
additional utility.

Furthermore, segmentation of companies’ meanspgnguthe companies by special criteria,
that meets the needs of specific consumers, byimgfgoods and services in the market.

E-market companies’ segmentation, additionallyctramon segmentation, should be done
following the different characteristics and crigerior example, by:

e model of e-business: e-shop, e-bedding, e-supphoeping centre, virtual alliance and so
on;

e type of business: retail, wholesale, commerce agésttronic commerce, and so on;

o field of business: news and information agencieassymedia, market and social research,
patenting and intellectual property defense, edoigastate institution, medicine, finance
and bank sector, commerce, and so on;

e business radius: local, regional, internationahtireental, global, and so on;

¢ business language: Latvian, Russian, English, Germaltinational, and so on;

e other way of classification: by production charaiz&ion, by business mechanism in the
market etc. (Gaile-Sarkane, 2005).

Currently there are several segmentation tooldabla on the internet. One of them is on
the world’'s most popular internet portal Google (wgoogle.lv) the analytical link
www.google.lv/analystics. By using this link thengpanies can segment the visitors of their
website into both groups — existing clients andepbal clients. The companies should take the

opportunity as it does not cost anything and itlaege potentiality (Google.lv, 2009). For example,



one of the possibilities is cookies or a small pédirtext that is saved by browser of the computer’s
user. Cookies consists of little information abdl data user was looking for, his purchases,
internet sites he has visited, preferences andtsé @ortal may segment all the homepage visitors
from language, location on network, locality. Pbeaalysis gives the opportunity to see homepage
visitors' statistics of different periods of time.

In the second group for segmenting the clientsaarmet there are different technical aspects,
depended on settings and resources of user’'s censpiibr example, on the browsers that visitors
use. The most popular world’s browsers currently @n Internet Explorer, Firefox, Safari and
Opera. Homepage visitors can be segmented by apesistems they use, for example, Windows,
Macintosh and Linux. All the segments can be indideaon geographical map for better foresee
ability.

Using and analyzing all the data in a right waygoapany can give conclusion on goods

and services and specify whom to offer them, ad aselmake a new approbation of goods and
services. Internet offers very large opportunity émnsumers™ segmentation. A company may
establish different segmentation schemes accondthglwants and targets of the company.
In author’s opinion cyberspace is very appreciathadium, because it can provide very quick and
precise information about consumers, as well aggend analyze them. During segmentation and
setting the target auditory on e-medium it is im@ot to experiment and be creative, because a
company may establish different segmentation schetself.

Segmentation starts with both, the audience wisiehconsumer of goods and services or a
potential consumer and the company which offerslgaw services.

One more segmentation opportunity of e-market woress is inserting information about
company or its goods and services on larger intepogtals and the analysis of the further
attendance. It gives possibility for such companveish a minimal budget to show their
advertisements, for example, on Google, Yahoo dheraites and its advertisements networks. A
company makes advertisements and chooses keywdidl are related with its business. The fee
for showing the advertisement is being calculatedly cafter the users have clicked on the
advertisement. When visitors are searching infoonaby using any of the keywords, the
advertisements probably will appear next to theceaesults. In such a way a company will
advertise itself to its target audience as welhasvisitors® segmentation will be achieved togethe
(Harts, 2007). It is possible to fix the interactiohhmmepages or advertisements on internet with
total number of visitors in order to determine thsitors’ behavior and the minimal number of
visitors before it is selected for a segment. la tourse of time the interaction frequency has
become similar to the behavior segment. Every iston value may change depending on the

originated segment. It is quite easy to choosd#st interaction for a company, but the specialty i



hidden under the level of definite standard so #aath visitor would be adequate for the selected
segment. In case if the visitors’ frequency numkas set too high, the segment would be too small
to have some sense. As longer the company is fiaedhomogenized and smooth becomes the
segment (Batels, 2007).

Meaning of ,click” in segmentation

The ,click” on internet has high importance, whis as valuable as existing or potential
clients. Through the actions we perform in thetdigivorld, we leave the imprint of our purpose
and as more there are actions altogether of ingastmore accurately the searching program can
set our purpose relation to any specific query. Wisarvices have started to tail our imprints. The
imprints are not just a potential reading for ofhércan be also as objects towards which the
searching program sends its spider in order talgbdlutely new information about that what
people are worming out. Overall these streams lafkg’ may give a lot of information about that,
how people use the internet. (Batels, 2007).

The idea of ,clicks” is searchable in the far 19¥8&nevar Bush in his essay ,How could we
think”, published on The Atlantics, told about tedculating machine “Memex”, which created an
equivalent of clicks™ streamers in the area of rddie research. Bush described the “Memex”
functions, catching the imprints of researcherscdvery through the knowledge base and saving
the imprints as information, so that the next regea could learn from it and build the next layer
on it. (Batels, 2007).

Currently we are using the imprints widely — ahdttis nothing else but the known cookies

which we meet every day when using internet.

Segmentation bases of e-environment — the oppos#iegmentation

Internet gives an opportunity for consumers forim companies about their needs, taste and
individual requirements by filling in the companiésrms and questionnaires. The companies use
these data for the consumers’ segmentation thaifmesd the goods and services.

In the opposite marketing we should pay attentionfour factors,4C” whose main
characteristic is concentration on clieatistomer value enlargement, convenience, coststiedu
and improvement of communication.

In the opposite segmentation ,clicks” make bigssnas it was mentioned before. By
analyzing clicks and imprints or cookies, compariaa manage segmentation of the users. The
main advantage of such segmentation is the infeomathat companies get about the users

interests for the goods and services and thag@od signal of purchase.



Trying to set the target audience in a flexibleyw@mpanies can avoid a risk and has more
chances to win in the competition.

The author advises to classify the e-environmentganies by their business type:

e company’s business sphere: commerce, informatiawices, bank sector, insurance
services, show-business, tourism, state servicgs@aon;

e geographical location: local, regional, internaéibmlobal business and so on;

e type form: individual business, commerce societglestate level (e-government);

e life circle stage: new business, development ofteng business, reorganization of existing
business.

The author believes that information is one @& thost important and valued of all the
existing resource. The best quantity of informatisnfocused just on internet. In Barclays’
(University of California) research it was reportétat in 2002 (that is the last year mentioned) th
humanity has created data in size of five Exabyseeh amount on paper is equivalent to 500 000
new USA Congress Libraries creation every yearhwitm ,data store” Barclay’s scientists mean
the printed media, films and the optical hard didgatels, 2007).

According to opinion of the many leading compugeientists and theoreticians, the portal
Google is very close to become the next great coimgpiplatform — successor of Microsoft
Window, that does not belong to anybody but is usedverybody. And the net is close to be made
on-line for everything — for desktop computer, nielphone, GPS navigator, palmtop computer,
portable computer, refrigerator, automobile ordoy production equipment. The second theoretical
presentment is such: companies that are readydweider a wide range of services in the net
platform has more chances to come out on the tape(8& 2007).

The author believes that next perspectives indéheslopment of the global net depend on
world “information adjustment.

The main tendency is to make it available for gedy, to provide almost all the possible
services for companies and users, which could tegéd on the top of computing platform, starting
from ordinary programs, for example, text proceggnograms and electronic tables till the more
futuristic services like videos on request, persanadium saving or study on-line. Many experts
believe that in the near future we will save onghte global net almost everything what is possible
to digitalize (our music, photos, documents, vidad mails).

It follows thence, that the significant items wégpoon can segment the consumers, also
called as searchers in the context of internet, are

e which hardware do they use;
e where do they keep the personal information — immater, on CD, on the server, on the

internet public portals, or do they use severdhete;



e how many IP addresses do they have;

¢ what kind of information sources do they use oprmét;

¢ how frequently do they use internet (different ldraf social portals, searchers and so on) in
order to sell and inform about themselves — it ref®® both the companies and the
consumers.

One more criteria whereupon can segment the eanarticipators is the level of their
digital knowledge, because in order to take bearifigently, to know where to search the
information, and to put the one’s own informatiom imternet, the both acquirement and digital
experience is required. This criteria becomes nsggaificant, because the consumers™ ability to
make purchase and to appraise the goods and sedépends just on this criteria. It affects dinectl
the quantity of sale.

Apart from the mentioned principles above, thera irange of different indicators that are
used for consumers and companies segmentationnoedesm, but in the same time every year
there are new findings and relevant changes iratba of segmentation. Where with segmentation
is one of the areas which are under continuousrdimgrowth.

In author’'s opinion each company can supplemerd aombine electronic market

segmentation by choosing new grouping featurestants.

Conclusion

According to the author opinion, the segmentatinre-market is cardinally different from
the classical e-market segmentation. On the er@mwient there are different rules and conditions.
Internet has changed relations between consumerangany. Previously companies were looking
for consumers — now the consumers are searchingstiees. The consumer informs the company
about his special requirements, offers the pricess meady to pay, sets delivery type and chooses
whether he will receive the new information abdwg €ompany in the future. On the e-environment
companies should forget the classical segmentatidnshould use the segmentation’s indicators
and features that are operating in the e-market.

Thanks to digital revolution, consumers may hawsv npossibilities now: consumer’s
significance promotion.

Thanks to ,click”, in few seconds consumers hawsspility to compare different goods in
the wide assortment of goods and services. Conssiagive participation while creating goods or
services, the term ,consumer” is more and morenoféplaced with a term ,prosumer”. This term
is a combination of two words ,,consumer” and ,proeri. This term was created by Alvin Toffler
in his book ,The Third Wave”.



For example, Amazon is the greatest book shopemiorld, and for the time being none of
the world’s traditional book shop could competehwiit

A great advantage provided by internet — thoseplgebtiving in countries with limited
offering of goods and services can also gainfully the necessary things on internet, for example,
in Latvia.

A lot of information practically is about everytiy. Nowadays consumers have access to
encyclopedias, dictionaries, rates and statistiaigbase and other information sources. Customers
may place the orders or make a purchase, direiiy home or office for twenty four hours per
day and seven days per week; communication witlerotiustomers, mutual exchange of their
thinking and opinions.

Also companies get its benefits from the intermeimpanies have one more information
source, as well as communication channel with tlie\yeography. Unlimited amount of important
information is provided by internet. Every compangy modify its homepage as sale channel as
well as adjust the channel for providing and trangig the information.

Companies may simplify the bilateral communicatwith their existing and potential
clients and hasten the business process. Compaaiesise extranets for their suppliers in order to
simplify process of payments and communication af as to make foreseeable location of the
orders. Companies can adjust the goods and serfocebe customers™ individual needs. That
contributes the analysis of homepage visiting (@rsi, visiting frequency, required information and
S0 on); companies have resource for optimizingstiegping process, personnel selection as well as
the external and internal communication.

For e-market segmentation may be used one afdteral parameters and may be chosen
different criteria: interests, language and prodiegcription and so on. A segmentation criterion
depends on company’s targets and qualities of goodervices which are being carried out on e-
market.

The essential of e-market participators segmeamtas grouping of all these participators by
special criteria and using certain marketing t@old methods.

It is very easy to group the e-market participatoygheir interests and needs. Such segmentation
can be successfully done owing the internet pomdigch are created for users with different
interests (for example, portals that unites peepth similar interest for cars, flowers, designi ar
and IT and other things).

Large possibilities for segmentation are on loaadl global social portals (for example,
www.draugiem.lviwww.facebook.com and others), which actually are¢he top of popularity. For

example, in 25th August 2009 in the social potial¢ are 2523440 users registered.



Owing the large internet possibilities, compartas segment their consumers with small
financial costs. Companies should be creative vdegmenting their consumers and should find the
most adequate criteria, parameters and segmentatdasls.

From the first segmentation results the compah#se to analyze data of the consumers,
their attitude towards goods or services. In chfeeidata do not indicate the correct segmentation
then thanks to the high internet speed, company ommpse any other segmentation manner,
features or methods and continue to experiment.

In the new economics the businessmen believe,ithatnot required to be an owner of
several actives from the very beginning but it'stéreto achieve them when it is really necessary
(subscription, participation, rent or other costs).

Companies and their managers must be aware #natthedium is interactive, dynamic and
all the processes there become very quick, bet¢hasaternet speed is so high.

E-environment market — the future market, and tlesb, knowledge and experience is
required for operating in the electronic world aslivas the thinking must be flexible. Constantly
more popular becomes the creative thinking, hdigsnanagers and their employees to develop
creative approach for business.

In order to raise an education level about opamaton e-medium and the related
possibilities, regular seminars and training cosiraee required as well as other activities in
different levels would be required, for example,sthools™ level with special adjusted programs
and subjects and in corporative level, for examplepompanies.

The micro and small companies require support fileengovernment in order to raise their

potency to compete in the global market.
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