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*Antoniuk K.I., Antoniuk D.A. PROBLEMS OF SHORT-TERM BUSINESS EDUCATION MARKET 
MICROSEGMENTS DETERMINING / *  Institute Zaporizhzhya National 
University, Ukraine  

The features of Zaporizhzhya region short-term business education market microsegments definition have 
been investigated. The feasibility of appropriate microcriteria use has been analyzed. The main market 
segments, consumer preferences and marketing features in them have been identified. 
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