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METHOD OF EVALUATION OF FACTOR VALUES POTENTIAL 
MARKET SEGMENTATION OF COMPUTER DEVICES WITH 
NETWORK CONNECTIONS MARKET FOR UKRAINIAN 
COMPANIES

Kudenko O.
Shafaluck O., Dr.of Econ.Sc.

Kyiv National Economic University named after Vadym Hetman
The purpose of the article is to study the potential value factor segmentation in 
marketing. Factor evaluation value of potential target segments of enterprises is based 
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on a three-dimensional approach. Besides illustrative connections between the factors 
of market segmentation, marketing connections are distinguished by the degree of 
specificity. They are divided into specific, relevant, defining and potential, depending 
on the market situation, in which the process of marketing segmentation takes place. 
These factors are interconnected and complement each other. The study uses the 
analytic hierarchy process, which includes 4 levels. Grade areas classification is 
presented (A, B, C).The interval points (9-point scale of importance) according to the 
grade areas classification and interpretation of areas of potential segmentation factor 
are presented. Interval cumulative evaluation and display of the factors affecting the 
level of potential segmentation factor are presented for classes. As a result of this, 
segmentation strategy adopted is recognized true, reviewed or revised radically. 
Weighting coefficients for each level of the hierarchy are defined according to results 
of expert assessments. The dynamic of the value of the potential market segmentation 
factor of market of computing devices with the function of the network connection for 
Ukrainian companies is presented. The prospects for further researches are to improve 
the methods of evaluating the potential value of market segmentation factor of market 
of computing devices with the function of the network connection for Ukrainian 
companies and to research similar relations for various industries.

Keywords: market segmentation, a potential factor, analysis hierarchies, determinants 
factors, relevant factors
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