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savremene metode i strategije koje se primenjuju u digitalnom 

kriterijuma, kao 

segmenata za plasman proizvoda i usluga. 
U radu je primenjena metodologija zasnovana na analizi relevantne 

analize podataka u procesu segmentacije i personalizacije 
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pristupi masovnog marketinga postaju sve manje efikasni, jer po-
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ovo na 
individualnom nivou (Kotler i Keller, 2016). Ovakav pristup, poz-
nat kao personalizovani ili individualni marketing, predstavlja 

 

izgrade lojalnost prema brendu (Smith, 2019). 

vremene metode i strategije koje se primenjuju u digitalnom 

segmenata kroz analizu konkretnih primera iz poslovne prakse. 
 

2.TEORIJSKI OKVIR 
 

tim razlikama. U uslovima globalizacije i intenzivne konkurencije, 

krajnjih korisnika. 
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za diferencirane strategije (Smith, 1956). Ovaj koncept se 

marketinga. 

Jobber (2010), pravilno sprovedena segmentacija doprinosi 

 

demografske, psihografske i bihevioralne. Geografska 

poslovanju (Baker, 2014). Demografska segmentacija se zasniva 

(Solomon, 2017). 
Psihografska segmentacija obuhvata dublje karakteristike 

Kanuk, 2014). Bihevioralna segmentacija, koja se zasniva na 

korisnika i analizirati njihove navike (Chaffey, 2019). 

bi bila korisna u praksi. Prema Dibb i Simkin (2001), segmenti 

strategija. Ukoliko segmenti nisu jasno definisani ili nisu dovoljno 

odluka. 
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segmenta treba da 
 

. 

Keller, 2016). 

segmentacije i ciljanja. Upotreba velikih baza podataka i 

Prema Chaffey i Ellis-Chadwick (2019), digitalni marketing 

korisnika na internetu. 

iz
segmentacijom i ciljanjem, jer zavisi od karakteristika odabranog 

 

ostvare d
 ( . 
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3.  

 

kvalitativnog i kvantitativnog pristupa, sa ciljem sveobuhvatnog 

(Chaffey i Ellis-Chadwick, 2019; Malhotra, 2020). 

faza. Prva faza obuhvata definisanje problema i ciljeva 
, gde je fokus usmeren na identifikaciju relevantnih 

 
Druga faza odnosi se na prikupljanje podataka

prikupljaju direktno od ispitanika putem anketa, intervjua i drugih 

Milisavl  

kojima se izdvajaju anketiranje, dubinski intervjui i 
posmatranje
efikasnosti u prikupljanju velikog broja podataka, dok intervjui 

prirodnim uslov  
uzorkovanje, odnosno izbor reprezentativnog 
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obradu i analizu podataka, koja 

su klaster analiza, faktorska analiza i regresiona analiza, koje 

razu

2012; Chaffey, 2019). 
Peta faza podrazumeva 

, gde se dobijeni podaci koriste za identifikaciju ciljnih 
segmenata i definisanje marketing strategija. U ovoj fazi posebno 

istra

 

kontinuir

segmentacije i ciljanja (Chaffey i Ellis-Chadwick, 2019). 

integraciju tradicionalnih i digitalnih pristupa, kao i kombinaciju 
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4.ANALIZA I DISKUSIJA 
 

sofisticira
poslovne rezultate u odnosu na one koje se oslanjaju na masovni 
marketing (Kotler i Keller, 2016). 

dodatno pove

 

promotivnih kampanja. Kako 

rezultate u odnosu na tradicionalne metode segmentacije, jer se 
oslanjaju na empirijske podatke, a ne samo na deklarativne 
karakteristike. 

segmenta, stopa rasta, konkurentski pritisak i profitabilnost imaju 
klju
(McDonald, 2016). U tom smislu, diferencirani marketing se 

ednost (Smith, 2019). 
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tehnologija u procesu segmentacije i ciljanja. Savremeni alati za 

osnovu dobijenih informacija. Prema Chaffey i Ellis-Chadwick 

posmatra kao poseban segment. 

 ((  2025). Jedan od glavnih 

mora biti zasnovana na relevantnim i pouzdanim podacima kako bi 

 

savremenih ma

 
Dodatno, analiza pokazuje da uspeh segmentacije i ciljanja zavisi 

a 

kompanije moraju jasno komunicirati vrednost svoje ponude. 

efikasnih marketing strategija. Njihova pravilna primena 

resursa i ostvarivanje konkurentske prednosti. Istovremeno, 
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savremeni trendovi, poput digitalizacije i personalizacije, dodatno 

marketingu. 
 

 
 

hetero
diferenciranih i precizno usmerenih marketing strategija (Kotler i 
Armstrong, 2018). 

za efikasnije planiranje i implementaciju marketing aktivnosti. 

demografske, psihografske i bihevioralne faktore, doprinosi 

 

je i 

uslovima poslovanja, gde je neophodno precizno prilagoditi 
 

Razvoj digitalnih tehnologija i analitike podataka dodatno je 
unapredio procese segmentacije i ciljanja. Upotreba savremenih 

snost marketing aktivnosti i nivo zadovoljstva 
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resursa i nedovoljne razvijenosti marketing funkcije u pojedinim 
 

prednosti. Njihova efikasna primena zahteva kontinuirano 

 

individualizovanih marketing pristupa. 
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Summary 

 
Market Segmentation and Consumer Targeting represent key 
concepts of modern marketing that enable companies to respond 
more effectively to increasingly complex market demands. The 
subject of this paper is the analysis of theoretical and practical 
aspects of market segmentation and the selection of target 
consumers, with particular emphasis on contemporary methods 
and strategies applied in the digital environment. Market 
segmentation implies the division of a heterogeneous market into 
homogeneous groups of consumers based on specific criteria such 
as demographic, geographic, psychographic, and behavioral 
factors, while targeting refers to the selection of the most attractive 
segments for the placement of products and services. 
The methodology applied in this paper is based on the analysis of 
relevant domestic and international literature, as well as case 
studies from practice. Special emphasis is placed on the importance 
of digital technologies and data analysis in the process of 
segmentation and personalization of marketing activities. The 
research results indicate that proper segmentation and adequate 
targeting contribute to increased efficiency of marketing strategies, 
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better satisfaction of consumer needs, and the achievement of 
competitive advantage in the market. 
It is concluded that the combination of different segmentation 
criteria, along with the application of modern analytical tools, 
forms the basis for successful customer relationship management 
and long-term sustainable business. 
Keywords: market segmentation, consumer targeting, marketing 
strategy, digital marketing, consumer behavior. 

 
INTRODUCTION 

 
The modern market environment is characterized by dynamic 
changes, globalization, the development of digital technologies, 
and increasingly pronounced competition among enterprises. Un-
der such conditions, traditional mass marketing approaches are be-
coming less effective, as consumers no longer represent a homo-
geneous group with identical needs and preferences. On the con-
trary, the market consists of diverse groups of consumers who dif-
fer in their desires, purchasing power, lifestyles, and buying behav-
ior (Kotler and Keller, 2016). 
Precisely for these reasons, market segmentation has developed as 
a key concept of modern marketing. It enables companies to iden-
tify specific groups of consumers and offer them products and ser-
vices tailored to their needs. Segmentation is not only a technical 
process of dividing the market, but a strategic tool that enables bet-
ter understanding of consumers and more efficient business deci-
sion-making (Ristic, 2018). In this way, companies can optimize 
their resources and increase the efficiency of their marketing activ-
ities. 
In addition to segmentation, the process of consumer targeting is 
of exceptional importance, as it involves selecting the most attrac-
tive market segments toward which a company will direct its oper-
ations. Targeting enables organizations to focus their efforts on 
segments that have the greatest potential for profitability and long-
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term sustainability. Effective targeting requires an analysis of seg-
ment size, growth, profitability, as well as alignment with the com-

 
The development of digital marketing and advanced analytical 
tools has further enhanced the possibilities of segmentation and tar-
geting. Today, companies use large amounts of data (big data) to 
precisely identify consumer needs and tailor their offerings almost 
at an individual level (Kotler and Keller, 2016). This approach, 
known as personalized or individual marketing, represents the 
highest level of segmentation and enables the creation of long-term 
relationships with customers (Petrovic, 2020). 
The importance of segmentation and targeting is particularly evi-
dent in saturated markets, where product and service differentia-
tion becomes a key success factor. Companies that successfully 
identify and understand their target segments are more likely to 
achieve a competitive advantage, increase customer satisfaction, 
and build brand loyalty (Smith, 2019). 
The aim of this paper is to analyze the theoretical and practical as-
pects of market segmentation and consumer targeting, with partic-
ular reference to contemporary methods and strategies applied in 
the digital environment. The paper will also present the importance 
of the correct choice of target segments through the analysis of 
concrete examples from business practice. 
 

2.THEORETICAL FRAMEWORK 
 

The theoretical framework of market segmentation and consumer 
targeting is based on modern marketing principles that emphasize 
the importance of understanding differences among consumers and 
adapting offerings to those differences. In conditions of 
globalization and intense competition, companies can no longer 
operate successfully relying on mass marketing, but must develop 
strategies aimed at clearly defined groups of consumers (Kotler 
and Armstrong, 2018). This approach enables more efficient use of 
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resources and increases the likelihood of meeting the needs of end 
users. 
Market segmentation is the process of identifying and grouping 
consumers into relatively homogeneous segments based on certain 
characteristics that influence their behavior. According to the 
classical definition, segmentation aims to identify groups of 
consumers that respond differently to marketing activities, thereby 
creating a basis for differentiated strategies (Smith, 1956). Over 
time, this concept has evolved and become one of the key elements 
of strategic marketing. 
In the literature, it is emphasized that market segmentation has a 
multiple role: it enables a better understanding of consumer needs, 
the identification of market opportunities, and more effective 
product positioning. As Jobber (2010) states, properly 
implemented segmentation contributes to increasing competitive 
advantage, as it allows companies to offer greater value to specific 
groups of customers. 
Segmentation criteria are most commonly divided into geographic, 
demographic, psychographic, and behavioral. Geographic 
segmentation enables the adaptation of products to the local 
specificities of a market, which is particularly important in 
international business (Baker, 2014). Demographic segmentation 
is based on easily measurable variables such as age, income, and 
education, and often represents the starting point in market analysis 
(Solomon, 2017). 
Psychographic segmentation includes deeper consumer character-
istics such as personality, values, and lifestyle. This approach ena-
bles companies to better understand consumer motivations and cre-
ate emotionally appealing marketing messages (Schiffman and 
Kanuk, 2014). Behavioral segmentation, which is based on actual 
consumer behavior, is becoming increasingly important in the dig-
ital environment, where it is possible to precisely track user activ-
ities and analyze their habits (Chaffey, 2019). 
Effective segmentation must meet certain criteria in order to be 
useful in practice. According to Dibb and Simkin (2001), segments 
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should be measurable, accessible, substantial, and actionable, 
meaning that they must enable the implementation of concrete 
marketing strategies. If segments are not clearly defined or are not 
sufficiently profitable, segmentation can lead to incorrect business 
decisions. 
After segmentation, the next step within the STP model is market 
targeting. This process involves evaluating the identified segments 
and selecting those that offer the greatest potential for the 
company. As McDonald (2016) emphasizes, the choice of target 
segment should be based on a combination of market factors and 

 
Targeting strategies can vary depending on market characteristics 
and company objectives. Undifferentiated marketing implies 
offering a single product for the entire market, while differentiated 
marketing implies developing separate offers for different 
segments. Concentrated marketing enables focusing on a single 
segment, achieving greater specialization, whereas 
micromarketing involves an individualized approach to consumers 
(Kotler and Keller, 2016). 
The development of digital technologies has significantly 
improved the process of segmentation and targeting. The use of 
large databases and analytical tools enables companies to precisely 
identify consumer needs and adapt their offerings in real time. 
According to Chaffey and Ellis-Chadwick (2019), digital 
marketing enables the transition from traditional forms of 

on the Internet. 
An important part of the theoretical framework is also the concept 
of positioning, which refers to the way consumers perceive a 
product in relation to the competition. Ries and Trout (2001) 
emphasize that successful positioning requires a clear and unique 
message that will stand out in the minds of consumers. Positioning 
is closely related to segmentation and targeting, as it depends on 
the characteristics of the selected market segment. 
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Based on the above, it can be concluded that market segmentation 
and consumer targeting represent the fundamental pillars of 
modern marketing (Ristic, 2018). Their application enables 
companies to better understand the market, use resources more 
efficiently, and achieve long-term competitive advantage in a 
dynamic business environment ( . 
 

3.RESEARCH METHODOLOGY 
 
The research methodology in this paper is based on a combination 
of qualitative and quantitative approaches, with the aim of 
providing a comprehensive understanding of the process of market 
segmentation and consumer targeting. In modern marketing 
research, such an integrated approach enables a deeper 
understanding of consumer behavior, as well as the quantification 
of key factors that influence decision-making (Chaffey and Ellis-
Chadwick, 2019; Malhotra, 2020). 
The research was conducted through several interconnected 
phases. The first phase involved defining the research problem 
and objectives, with a focus on identifying relevant segmentation 
criteria and methods for selecting target consumers. A clear 
definition of research objectives represents the basis for selecting 
appropriate research methods and instruments (Malhotra, 2020). 
The second phase refers to data collection, which includes the use 
of primary and secondary sources. Secondary data include 
scientific and professional literature, publications, as well as 
results of previous research in the field of marketing. Primary data 
are collected directly from respondents through surveys, 
interviews, and other research techniques. According to domestic 
authors, marketing research plays a key role in reducing 
uncertainty and supporting decision-making in modern 
organizations (Maricic, 2017; Milisavljevic, 2019). 
Within primary research, various methods are used, among which 
surveys, in-depth interviews, and observation stand out. 
Surveys are the most commonly used method due to their 
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efficiency in collecting a large amount of data, while interviews 

motives. Observation is used to analyze actual consumer behavior 
in natural conditions (Malhotra, 2020; Maricic, 2017). 
The third phase involves sampling, that is, selecting a 
representative part of the population. In marketing research, 
various sampling techniques are used, including random, stratified, 
and quota sampling. The choice of an appropriate method depends 
on the research objectives, available resources, and data 
accessibility (Milenovic, 2013). A properly defined sample enables 
the generalization of results and increases the reliability of the 
research. 
The fourth phase refers to data processing and analysis, which 
involves the application of statistical and analytical methods. In 
market segmentation research, methods such as cluster analysis, 
factor analysis, and regression analysis are often used, enabling the 
identification of homogeneous groups of consumers and a better 
understanding of their behavior. Modern approaches also include 
the use of big data analytics and digital tools, which significantly 
improves the precision of segmentation (Wedel and Kamakura, 
2012; Chaffey, 2019). 
The fifth phase involves the interpretation of results and 
drawing conclusions, where the obtained data are used to identify 
target segments and define marketing strategies. In this phase, it is 
particularly important to connect theoretical concepts with 
empirical findings in order to ensure their practical applicability. 
Contemporary research indicates that high-quality data analysis 
enables a better understanding of consumer needs and more 
effective adaptation of marketing activities (Maricic, 2017; 
Milisavljevic, 2019). 
In the context of digital marketing, research methodology is further 
developed through the application of modern technologies such as 
data analytics, artificial intelligence, and automated information-
gathering systems. These tools enable continuous monitoring of 
consumer behavior and the adjustment of strategies in real time, 
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thereby increasing the efficiency of segmentation and targeting 
(Chaffey and Ellis-Chadwick, 2019). 
Based on the applied methodology, it can be concluded that 
contemporary research in the field of market segmentation requires 
the integration of traditional and digital approaches, as well as a 
combination of theoretical and empirical methods. Such an 
approach enables making better business decisions and contributes 
to the improvement of marketing strategies in a dynamic market 
environment. 
 

4.ANALYSIS AND DISCUSSION 
 
The analysis of market segmentation and consumer targeting 
shows that these activities are key determinants of the success of 
modern marketing strategies. In conditions of increasing 
competition and growing consumer demands, companies that 
apply sophisticated segmentation methods achieve significantly 
better business results compared to those that rely on mass 
marketing (Kotler and Keller, 2016). 
One of the key findings is that properly defined segments enable 
more efficient allocation of resources and more precise adaptation 
of the marketing mix. According to Solomon (2017), consumers 
increasingly expect personalized products and services, which 
further increases the importance of detailed market segmentation. 
In this context, companies that successfully integrate demographic, 
psychographic, and behavioral segmentation criteria are more 
likely to identify profitable market niches. 
Behavioral segmentation is of particular importance in modern 
conditions, as it is based on actual consumer behavior. The analysis 
shows that this approach enables more accurate prediction of future 
purchasing decisions and more effective creation of promotional 
campaigns. As noted by Wedel and Kamakura (2012), models 
based on consumer behavior provide more reliable results 
compared to traditional segmentation methods, because they rely 
on empirical data and not only on declarative characteristics. 
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On the other hand, the results indicate that the process of targeting 
consumers is a complex stage that requires careful evaluation of 
the attractiveness of market segments. Factors such as segment 
size, growth rate, competitive pressure, and profitability play a key 
role in making decisions about the selection of a target market 
(McDonald, 2016). In this regard, differentiated marketing proves 
to be the most effective strategy in most industries, as it enables 
the adaptation of offerings to different segments and increases 
competitive advantage (Smith, 2019). 
The discussion of the results also points to the growing importance 
of digital technologies in the segmentation and targeting process. 
Modern data analytics tools enable companies to monitor 
consumer behavior in real time and adjust their strategies based on 
the information obtained. According to Chaffey and Ellis-
Chadwick (2019), digital marketing enables a shift from traditional 
segmentation to an individualized approach, where each consumer 
is viewed as a separate segment. 
However, the analysis also indicates certain limitations of market 
segmentation (  2025). One of the main issues is 
the possibility of incorrect segment identification, which can lead 
to inefficient use of resources and unsuccessful marketing 
campaigns. Dibb and Simkin (2001) emphasize that segmentation 
must be based on relevant and reliable data in order to be effective. 
Additionally, excessive segmentation can lead to market 
fragmentation and increased business costs. 
Domestic authors also emphasize the importance of proper 
application of segmentation and targeting in practice. According to 
Maricic (2017), companies in transition economies often face 
challenges in data collection and analysis, which can make it 
difficult to apply modern marketing strategies. Milisavljevic 
(2019) indicates that the successful implementation of 
segmentation requires the integration of the marketing function 
with other business processes in the company (Petrovic, 2020). 
Additionally, the analysis shows that the success of segmentation 
and targeting depends on their alignment with positioning strategy. 
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Without clear positioning, even well-defined segments cannot 
produce the desired results. Ries and Trout (2001) emphasize that 
consumer perception is a key factor in the decision-making 
process, and that companies must clearly communicate the value 
of their offering. 
Based on the conducted analysis, it can be concluded that market 
segmentation and consumer targeting play a key role in creating 
effective marketing strategies. Their proper application enables a 
better understanding of consumer needs, resource optimization, 
and the achievement of competitive advantage. At the same time, 
contemporary trends such as digitalization and personalization 
further increase the importance of these concepts and impose the 
need for continuous improvement of the methods and tools used in 
marketing. 
 

CONCLUSION 
 
Market segmentation and consumer targeting are key concepts of 
modern marketing that enable companies to effectively respond to 
increasingly complex market demands. Contemporary business 
conditions are characterized by high competition and growing 
consumer heterogeneity, which imposes the need to apply 
differentiated and precisely targeted marketing strategies (Kotler 
and Armstrong, 2018). 
The research results indicate that market segmentation enables the 
identification of homogeneous groups of consumers, thereby 
creating a basis for more efficient planning and implementation of 
marketing activities. Combining different segmentation criteria, 
including demographic, psychographic, and behavioral factors, 
contributes to a better understanding of consumer needs and 
increases the likelihood of successful placement of products and 
services (Schiffman and Kanuk, 2014). 
The process of targeting consumers further improves the efficiency 
of marketing strategies, as it enables organizations to focus their 
resources on segments with the highest potential. The choice of an 
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appropriate targeting strategy depends on market characteristics, 
competition, and the internal capacities of the company. 
Concentrated and differentiated approaches have proven to be 
particularly important in contemporary business conditions, where 
it is necessary to precisely tailor offerings to different consumer 
groups (Jobber, 2010). 
The development of digital technologies and data analytics has 
further improved segmentation and targeting processes. The use of 
modern tools enables companies to monitor consumer behavior 
and adjust their strategies in real time, thereby increasing the 
efficiency of marketing activities and the level of customer 
satisfaction (Chaffey, 2019). This approach leads to greater 
personalization of the offer and the strengthening of relationships 
between companies and consumers. 
However, the application of segmentation and targeting also faces 
certain challenges, particularly regarding the availability of high-
quality data and adequate analytical capabilities. In the domestic 
context, these issues are further pronounced due to limited 
resources and the insufficient development of the marketing 
function in certain organizations (Ristic, 2018; Maricic, 2017). 
Based on the conducted research, it can be concluded that market 
segmentation and consumer targeting represent the foundation for 
creating successful marketing strategies and achieving competitive 
advantage. Their effective application requires continuous 
adaptation to changes in the environment, as well as the integration 
of modern technologies and analytical methods. 
In the future, further development of these concepts is expected 
through the application of artificial intelligence, automation, and 
advanced analytics, which will enable an even more precise 
understanding of consumer needs and the creation of 
individualized marketing approaches. 
 
 
 
 



150 
 

REFERENCES 
 

1. Baker, M. J. (2014). Marketing strategy and management 
(5th ed.). Palgrave Macmillan. 

2. Chaffey, D. (2019). Digital marketing: Strategy, 
implementation and practice (7th ed.). Pearson. 

3. Chaffey, D., & Ellis-Chadwick, F. (2019). Digital 
marketing (7th ed.). Pearson. 

4. Dibb, S., & Simkin, L. (2001). Market segmentation: 
Diagnosing and treating the barriers. Industrial Marketing 
Management, 30(8), 609 625. 

5. Jobber, D. (2010). Principles and practice of marketing 
(6th ed.). McGraw-Hill. 

6. Kotler, P., & Armstrong, G. (2018). Principles of 
marketing (17th ed.). Pearson. 

7. Kotler, P., & Keller, K. L. (2016). Marketing management 
(15th ed.). Pearson. 

8. Malhotra, N. K. (2020). Marketing research: An applied 
orientation (7th ed.). Pearson. 

9.  (12. izd.). 
Ekonomski fakultet, Beograd. 

10. McDonald, M. (2016). Marketing plans: How to prepare 
them, how to use them (8th ed.). Wiley. 

11. . 
 

12. 
company liquidation. The Journal Law Review of Public 
Sector, 5(1), 21-29.  

13. Strategijski marketing. 
Ekonomski fakultet, Beograd. 

14. Ries, A., & Trout, J. (2001). Positioning: The battle for 
your mind. McGraw-Hill. 

15. 
. Ekonomski fakultet, Beograd. 



151 
 

16. 
modern business. ITB - Informatics, Technology and Busi-
ness, 3(1), 7-23 

17. Schiffman, L. G., & Kanuk, L. L. (2014). Consumer 
behavior (11th ed.). Pearson. 

18. Smith, W. R. (1956). Product differentiation and market 
segmentation as alternative marketing strategies. Journal of 
Marketing, 21(1), 3 8. 

19. Solomon, M. R. (2017). Consumer behavior: Buying, 
having, and being (12th ed.). Pearson. 

20. Wedel, M., & Kamakura, W. A. (2012). Market segmenta-
tion: Conceptual and methodological foundations (2nd 
ed.). Springer. 

 
Date received: 02 March 2026 
Date accepted 28 March 2026 
  



152 
 

  


