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AUDIENCE SEGMENTATION IN THE
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acuipasT kadeApy aAMiHicTpaTHBHOTO Ta (piHaHCOBOTO MeHeARMeHTY, Hanionaabunit yaiBepcuter "AbBiBcbka moaitexnika"

KOHUENTYAAbHA 3D-MOAEAb CETMEHTYBAHH HIAI-_).OBO'I' AYAUTOPII Y CUCTEMI
MAPKETUHIOBUX KOMVYHIKALIIIM OPTAHIB IIVBAIYHOI BAAAU

The article considers the problem of increasing the effectiveness of marketing
communications of public authorities through improving approaches to segmenting the target
audience. The relevance of the studyis due to the need to transition from mass communications
to differentiated and personalized models of interaction between the state and citizens in the
context of the digital transformation of public administration. The purpose of the article is to
develop a conceptual 3D model of target audience segmentation in the marketing
communications system of public authorities based on the integration of cognitive, motivational-
value and behavioral approaches to increase the effectiveness of targeting and managing
marketing communication influences. Within the framework of the study, three key model
variables are proposed: the level of information awareness regarding the activities of
government authorities, the level of perception of the significance of communication messages,
and the intensity of interaction with public authorities. Their combination allows you to form a
multidimensional segmentation space that reflects both the objective characteristics of
citizens' interaction with government authorities and the subjective features of the perception
of marketing information influences. Based on the combinations of the above parameters, eight
basic segments of citizen groups were identified, for each of which appropriate management
strategic approaches to marketing communication interaction were proposed. The practical
significance of the results lies in the possibility of their use to improve marketing communication
strategies of state authorities and increase the efficiency of interaction with various groups of
citizens. The proposed 3D model creates a methodological basis for the transition to a more
adaptive, data-oriented system of marketing communications in public administration, which
takes into account the multidimensionality of behavior and perception of citizens. The results
of the study can be used by public authorities to increase the accuracy of target audience’s
segmentation and optimize marketing communications through more effective distribution of
information resources and targeting of communication influences.
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AEPKABHE YMPABNIHHA

Y crarTi po3rnaHyTo npobnemy niageuyeHHs epeKTUBHOCTi MapKeTUHroBUX KOMyHiKaLiii opraHis
ny6nidyHoi Bnaav 4epe3 BAOCKOHaJIeHHS NiAX0oAiB 40 cerMeHTyBaHHS LinboOBOT ayaAnTopii. AKTy-
anbHiCTb AOCNIAXEeHHsI 3yMOBJ/IeHa HeobXiaHICTIO nepexoAay Big MacoBUX KOMYHikauii o ange-
PpeHLuifioBaHUX Ta NepcoHasii3oBaHUX MoAeJsier B3aeMoii aepxaBy 3 rpomMagsiHamMv B yMoBax ung-
poBoi TpaHcgopmauii nyoniyHoro ynpasniHHA. MeToro cTartTi € po3po6s1eHHsI KOHUenTyanbHoi 3D-
MoAgesli cerMeHTyBaHHS L4iZIbOBOT ayANTOPIi y cucTtemi MapkeTUHIroOBUX KOMYHiKauLivi opraHiB nyo-
NiYHOT Bnaagn Ha OCHOBI iHTerpauii KOrHiTUBHOro, MOTUBaLiAHO-LIHHICHOIro Ta noBeAiHKOBOro
nigxoAis Ans NigBULLEHHS e(PeKTUBHOCTI TapreTyBaHHSs Ta yripaBAiHHS MapKeTUHIOBUMU KOMYHi-
KauiiHUMu BrizimnBamMmu. Y MeXxax AoCif)XKeHHs1 3aripornoHOBaHO TPU KJ1I0YOBi 3MiHHI Moaeni: piBeHb
iH¢popmauiviHOi 06i3HaHOCTI LLOAO ARisiNIBHOCTIi opraHiB Bnaaun, piBeHb CIPUAHATTS 3HaYYLOCTIi KO-
MyHiKaUiliHux NoBigomMseHb Ta IHTEHCUBHICTb B3aeMo4ii 3 opraHamu nyb6aivyHOi Bnagn. ix noeaHaH-
HS1 403BOJIsIE chopMyBaTu 6araToBUMIPHMIA NPOCTIP cerMeHTauii, aknii Bigobpaxkae sik 06 €KTUBHI
XapaKkTepucTuku B3aeMogii rpomansiH 3 opraHaMmv Bnagm, Tak i cyb6'ekTmeHi oco6mBocCTi cnpuii-
HATTS MapKeTUHroeux ingpopmaduiviHnx snaneis. Ha ocHoBi komb6iHaLii 3a3HaYeHnx napamMeTpis
BU3HA4YeHO BiciMm 6a30BUX CermMeHTiB rpyn rpomMagsH, AJ1 KOXHOIro 3 sskux 3anpornoHOBaHO
BiANoOBIAHI ynpaBniHCbKi cTpaTerivyHi nigxoavn 4o MapKeTUHroBoi KOMYHikaLliiHOi B3aemognii. lNpak-
TUYHE 3HAYEeHHSI Pe3y/IbTaTiB NOJSIra€ y MOXXJINBOCTI iX BAKOPUCTaHHS AJ1S1 B4OCKOHaJIeHHsI Mmap -
KeTUHroBux KOMyHikaLUiiHUX cTpaTeriii opraHiB gep>xaBHoi Bnagu ta nigBNLeHHS1 e PeKTUBHOCTI
B3aemMopgii 3 pisHuMu rpynamm rpomagsH. 3anponoHoBaHa 3D-monesb CTBOPIOE METOA4OJI0TiYHe
nigrpyHTa ans nepexoay Ao OinbL aganTuBHoi, LAHOOPIEHTOBaAHOI cUCTEeMU MapPKEeTUHIOBUX KO-
MyHiKauUivi y nyoésiyHoOMYy ynpaBiHHI, Lo BpaxoBYeE 6aratoBUMIipHICTb NOBeRiHKN Ta CIPUIAHATTS
rpomagsiH. Pe3ynbTaTu 4ocCnig)XXeHHs1 MOXYTb 6T BUKOPUCTaHi opraHamu nyo6iyHoi Bnagn ans
nigBULLEHHSI TOYHOCTi CerMeHTyBaHHS Li/IbOBUX ayANTOPIN Ta onTumMi3aLlii MapKeTUHIroBUX KOMY-
Hikayiv wnsxom 6inbL egpekTUBHOro poanoginy iHpopmadiiHnx pecypciB i TapreTtysaHHsI KOMY-
HiKayiiHUX BrJiNBIB.

RN

Key words: marketing communications, public administration, segmentation, targeting, information awareness,
information perception, interaction intensity, cognitive level.

KnroyoGBi cnoBa: mapkemuH208i komyHikayii, nybaidHe ynpaBaiHHs, ceemenmyBarHs, mapeemyBaHHs, iHgop-
MayitiHa 06/3HaHicmb, CNPUUHIMMS iHgopmauii, iHmeHcuBHicmob B3aemodii, koeHiImuBHuU piBeHs.

THE GENERAL STATEMENT OF THE

Segmentation contributes to improving the precision

PROBLEM

In the context of ongoing transformation of public
administration and the growing role of communications,
the implementation of effective marketing approaches in
the activities of public authorities is becoming increasingly
relevant. The transition to a service-oriented model
necessitates the adaptation of marketing communication
tools to ensure openness, transparency, and the effec-
tiveness of managerial decisions.

In conditions of information overload and increasing
competition for citizens' attention, universal commu-
nication approaches are losing their effectiveness, which
creates aneed for differentiated interaction tools. In this
context, target audience segmentation emerges as a key
element of the mechanism for implementing marketing
communications, enabling consideration of the needs,
expectations, and behavioral characteristics of different
groups.

of communications, optimizing resource allocation, and
engaging citizens in decision-making processes, which
positively affects the level of trust and the effectiveness
of public policy. At the same time, enhancing the effec-
tiveness of marketing communications requires the
development of a comprehensive scientific and metho-
dological approach. This necessitates the creation of an
integrated conceptual model that ensures consistency,
coherence, and adaptability of marketing communication
activities, while providing a methodological foundation for
effective target audience segmentation.

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

The analysis of scientific sources (Demko M., Kosar N.,
Kuzio N., Pokhopen Y. [1]; Katkova T., Kniazhenko .,
Shevchenko V. [2]) indicates the existence of various
approaches to target audience segmentation, which have
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been formed within the framework of classical marketing
theory and its modern adaptations to the conditions of
the digital environment and public administration.

First and foremost, the fundamental theoretical basis
of segmentation is the STP concept (Segmentation —
Targeting — Positioning), proposed by Philip Kotler, in
which segmentation is considered the initial stage of
marketing strategy development. Within this approach,
classical segmentation criteria are distinguished: demo-
graphic, geographic, psychographic, and behavioral [3].
This approach is universal and widely applied both in the
business environment (Herzanych V., Mitsa V., Tarasenko
M. [4]; Metz K., Williams J., Anderson A. [5]) and in the
communication activities of public authorities (DeSarbo
W., Blanchard S., Atalay S. [6]). However, it has certain
limitations related to insufficient consideration of social
context and the complexity of public audiences.

In contemporary studies (Chebaro B., Fakhoury R.,
Baker D. [7]; laquinta L., Torsello M. [8]), significant
attention is paid to the behavioral approach to seg-
mentation, which involves grouping audiences based on
behavioral patterns, interaction experience, level of
engagement, and stages of the interaction lifecycle with a
public authority or service. In particular, the works of
Ukrainian researchers Halstyan M. and Kvita H. [9]
emphasize that behavioral segmentation enables a higher
level of personalization in marketing communications and
allows for more precise message customization according
to audience needs. At the same time, this approach
requires a substantial volume of data and a well-developed
analytical infrastructure, which is not always available in
the field of public administration.

Another research direction is associated with the
application of integrated segmentation criteria that com-
bine demographic, psychographic, and behavioral
characteristics. Scholars Kovalenko N., Malakhova Y., and
Hordieiev Y.[10] note that effective segmentation requires
consideration not only of formal audience attributes (such
as age, gender, and place of residence), but also of
interests, values, motivations, and behavioral patterns.
This approach is particularly relevant in the context of
public authority communications, where audiences are
heterogeneous and characterized by varying levels of trust,
awareness, and engagement.

Furthermore, in the scientific publication by Stamat V.
and Skoruk A. [11], segmentation is considered as a
component of the strategic marketing process that ensures
the formation of target groups and the subsequent
positioning of communication messages. In particular, it
is emphasized that the correct identification of segments
enhances the effectiveness of managerial decisions,
optimizes resource allocation, and facilitates feedback
from target groups. In the context of public administration,
this implies the possibility of more accurately addressing
the needs of different categories of citizens in the
development and implementation of public policies.

In contemporary research on marketing commu-
nications (Kulyniak l., lvanytskyi N. [ 12]; Korpalo O. [13]),
the focus is shifting toward behavioral and multi-
dimensional segmentation, where key criteria include the
level of awareness, intensity of interaction, and response
to communication stimuli. In particular, behavioral

variables (frequency of interaction, level of engagement,
readiness to respond) are considered more relevant for
developing effective marketing communication strategies
than purely demographic characteristics [ 14].

Some researchers (Dziurakh Y., Shynkarenko V. [15];
Kovalchuk S., Tsurska B.[16]; Omelchak H. [17]) note that
in times of crisis, audiences become more sensitive to the
content and form of communication messages, increasing
the risk of their misinterpretation or disregard. In this
regard, segmentation should enable the identification of
groups with different levels of risk perception, varying
degrees of information awareness, and different inten-
sities of interaction with public authorities. This makes it
possible to adapt communications according to the
audience's readiness to perceive information and to ensure
the effective delivery of critically important messages.

At the same time, the analysis of contemporary
approaches shows that most studies either focus on
individual segmentation criteria or consider them in
isolation, without proper integration into aunified system.
However, many works on communication strategies
emphasize the need for typologization and the combination
of different segmentation approaches to enhance their
practical value. This indicates an insufficient development
of comprehensive segmentation models adapted to the
specific nature of public authorities' activities.

Summarizing the findings of the scientific literature, it
can be concluded that existing approaches to target audience
segmentation — demographic, geographic, psychographic,
and behavioural — possess significant analytical potential.
However, their isolated application limits the effectiveness
of marketing communications. Therefore, it is advisable to
develop a comprehensive approach to segmentation that
involves the simultaneous use of multiple criteria and their
integration into a unified conceptual model. Such an approach
would allow for a more complete consideration of the
multidimensional nature of target audiences of public
authorities, increase the precision of communications, and
ensure the effectiveness of public policy implementation.

THE FORMULATION OF THE OBJECTIVES
OF THE ARTICLE

The aim of the article is to develop a conceptual 3D
model of target audience segmentation within the system
of marketing communications of public authorities, based
on the integration of cognitive, motivational-value, and
behavioral approaches, in order to enhance targeting
effectiveness and the management of marketing
communication impacts.

PRESENTATION OF THE MAIN MATERIAL
OF THE STUDY

Summarizing the results of the analysis, a comprehensive
approach to target audience segmentation within the system
of marketing communications of public authorities is
proposed, based on the following three criteria:

1. Level of information awareness regarding the activities
of public authorities (X) — this indicator reflects the cognitive
dimension of segmentation and allows for determining the
degree of citizens' awareness, as well as their understanding
of the functions and decisions of public authorities. Scientific
approaches to segmentation by awareness level demonstrate
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Table 1. Comparative Analysis of Target Audience Segmentation Criteria in Public Authorities’
Marketing Communication Systems

Criteria

Type of Measurement

Data Sources

Managerial Significance

Level of Information Awareness
of Public Authorities’ Activities

(X)

Cognitive (knowledge,
understanding)

Surveys, media consumption
analytics, digital traces (website
visits, e-government service portals)

Enables the adaptation of message content
(simplification / detailing) and reduces the
information gap between public authorities
and citizens

Level of Perceived Significance
of Communication Messages (Y)

Motivational and
value-based (attitudes,
interests)

Sociological surveys, focus groups,
analysis of social media reactions

Enhances communication effectiveness by
emphasizing the relevance and personalization
of messages

Intensity of Interaction with
Public Authorities (Z)

Behavioral (activity,
participation)

Administrative data, CRM systems,
e-platforms, and statistics on citizen

Enables the selection of optimal
communication channels and the appropriate

inquiries and service requests

level of interaction interactivity

Source: compiled by the author.

that different audiences require varying levels of detail and
complexity in communication messages, which directly
affects communication effectiveness.

2. Level of perceived significance of communication
messages (Y) — this indicator characterizes the motivational
and value-based aspect of interaction. Within the framework
of psychographic segmentation, the importance of
considering audience interests, attitudes, and values is
emphasized, as these factors determine whether information
will be perceived as relevant and meaningful.

3. Intensity of interaction with public authorities (Z) —
this indicator reflects the behavioral component of seg-
mentation, which in contemporary research is recognized
as one of the most predictive. Behavioral indicators make
it possible to assess the level of citizen engagement and
to effectively adapt communication channels.

Table 1 presents a comparative characteristic of the three
proposed criteria for target audience segmentation within the
system of marketing communications of public authorities.

In the scientific literature, it is emphasized that effective
segmentation should consider not only socio-demographic
characteristics but also cognitive and behavioral attributes
of the audience, as these provide the highest predictive value
for the development of communication strategies.

At the same time, the analysis shows that each of the
considered criteria individually is insufficient for a
comprehensive description of the complex structure of the
target audience of public authorities. For example, a high
level of awareness does not always correlate with a high
level of perceived significance, and active interaction may
occur even with a low level of trust or interest. Thus, the
optimal approach in the system of marketing
communications of public authorities is not the isolated
use of each criterion, but their synergistic combination,
which forms the basis for developing a comprehensive
conceptual 3D segmentation model.

Figure 1. Visual Representation of the 3D
Segmentation Model of the Target Audience in
the System of Marketing Communications of
Public Authorities

Source: developed by the author.

Within the framework of constructing a three-
dimensional (3D) segmentation model of the target audience
in the system of marketing communications of public
authorities, it is proposed to apply a simplified dichotomous
evaluation scale for each of the defined criteria, namely: "high"
and "low" levels. This approach ensures a sufficient level of
generalization for strategic analysis while maintaining
analytical clarity and enabling further model formalization.

The use of a binary scale allows for a clear structuring
of the target audience by combining the values of the
three proposed criteria. As a result of this combination,
eight segments are formed, each representing a unique
configuration of audience characteristics (Fig. 1).

Table 2 presents the conditional names of the
segments of the 3D target audience segmentation model

Table 2. Conditional Names of Segments in the 3D Target Audience Segmentation Model in the
System of Marketing Communications of Public Authorities, Based on Indicator Values

i Value of Value of Value of
Segments Conditional Segment Name Indicator X | Indicator Y | Indicator Z
Segment 1 [ Integrated Communication Core High High High
Segment 2 | Institutionally Engaged but Informationally Indifferent [High Low High
Segment 3 [ Informed but Distant Supporters High High Low
Segment 4 [ Informed but Disengaged High Low Low
Segment 5 | Institutionally Involved but Cognitively Low-Aware Low High High
Segment 6 | Technically Engaged but Informationally Indifferent Low Low High
Segment 7 [ Potentially Sensitive but Unreached Audience Low High Low
Segment 8 [ Informationally Distant Low Low Low

Source: compiled by the author.
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Table 3. Characteristics of the Segments of the 3D Target Audience Segmentation Model in the
System of Marketing Communications of Public Authorities

Segments Target Audience Characteristics Typical Citizen Groups Directions of lnt.e raction with
the Audience

Segment 1 |— demonstrate a strong understanding of information; — active users of e-services; — rapid policy implementation;
— actively interact with public authorities; — public servants; — “early adopters.”
— perceive communication messages as important. — digitally active youth.

Segment 2 | — are aware of and use services; — part of the business community; — require modification of the
— but do not attach significance to the communication message. | — overloaded users of public services. | message.

Segment 3 | — demonstrate a strong understanding of public policy; — experts and analysts; — potential for engagement
— rarely interact with public authorities; — part of the youth / active through digital services.
— but consider the information important. population.

Segment 4 | — understand the information; — part of the urban population; — complex communication;
— do not interact with public authorities; — skeptical citizens. —need for message reframing.
— do not consider the information significant.

Segment 5 | —use public services; — part of the older population with — require explanatory
— but lack a deep understanding; access to CNAP; communication.
— while recognizing the importance of the information. — users of basic services.

Segment 6 | — are present within the system of public communications; |— formally registered users; — low communication effectiveness;
— but do not perceive the information as important. — part of the passive workforce. —new formats of message

delivery are required.

Segment 7 | — have low awareness; — peripheral communities; — primary area for information
— do not interact with public authorities; — part of the rural population. expansion.
— but potentially perceive the information as important.

Segment 8§ | — lack awareness; — isolated social groups; — require basic informational
— are not engaged; — informationally “disconnected.” integration.
— do not perceive the information as significant.

Source: compiled by the author.

in the system of marketing communications of public
authorities, depending on the values of the proposed

indicators.

Table 3 presents the characteristics of the segments
of the 3D target audience segmentation model in the
system of marketing communications of public authorities.

The proposed three-dimensional (3D) model (X x Y
x Z) enables multidimensional segmentation of the

target audience of public administration bodies based
on cognitive awareness, institutional engagement, and

the level of perceived significance of public marketing

greater precision in target
impacts.

tools for interaction with t

communication messages. This approach ensures
ing marketing communication

Table 4 presents the characteristics of strategies and

he target audience within the

Table 4. Strategies and Tools for Target Audience Engagement in Public Authorities’ Marketing

Communications Systems

Segments Strategy Label Strategic Actions Strategic Tools
Segment 1 | Co-Creation Strategy in the — partnership-based governance; — personalized user dashboards;
Development and Implementation of |— early access to information; — consultation platforms;
Public Policy — involvement in pilot programs; — beta versions of services.
— delegation of ambassador roles.
Segment 2 | Strategy for Enhancing the Perceived |— message redesign; — short informational formats;
Social Significance of Managerial — reduction of cognitive load; — contextual push notifications;
Decisions — simplification of interpretation. — scenario-based explanations
(“what this means for you”).
Segment 3 | Strategy for Institutional Engagement |— digital interaction; — digital entry services;
with Public Authorities — creation of entry incentives into the system; — educational campaigns with a
— “bridging services” between knowledge and action. | transition to action;
— integration via APIs/portals.
Segment 4 | Strategy for Reframing and — cognitive reinterpretation; — storytelling;
Positioning Public Information — change of message context; — case-based communications;
— repositioning of the message. — personalized examples.
Segment 5 | Strategy for Information and — explanatory communication; — instructional services;
Educational Support of Interaction — educational interventions; — video guides;
with Public Authorities — enhancement of cognitive literacy. — offline consultations.
Segment 6 | Strategy for Stimulating Behavioral |- activation of attention through context; — automated SMS notifications;
Activity in Interaction with Public — event-driven communication; — automated reminders;
Authorities — simplification of content to minimal actionable decisions. |— contextual prompts.
Segment 7 | Strategy for Expanding Access and | — expansion of access to information; — offline campaigns;
Initial Engagement with Public — initial institutional integration; — mobile CNAP units;
Services — mobile/outreach services. —radio and local media.
Segment 8 | Strategy for Basic Integration into the |— basic informational integration; — mass media;
Information and Institutional Space of | — formation of initial awareness; — educational programs;
the State — long-term educational policies. — basic-level social campaigns.

Source: compiled by the author.
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system of marketing communications of public
authorities, in accordance with each segment of the
proposed 3D model.

The proposed system of strategies reflects a diffe-
rentiated approach to managing marketing communi-
cations of public authorities, based on the integration of
cognitive, institutional, and value-based characteristics
of citizens, and ensures the alignment of the type of
managerial influence with the profile of the target
audience.

CONCLUSIONS FROM THIS STUDY AND
PROSPECTS FOR FURTHER EXPLORATION
IN THIS DIRECTION

Within the framework of this study, a conceptual
3D model of target audience segmentation in the
system of marketing communications of public
authorities has been developed. The model is based on
the integration of three key parameters: the level of
information awareness regarding the activities of
public authorities, the level of perceived significance
of communication messages, and the intensity of
interaction with public authorities. This approach
enables a transition from traditional one-dimensional
to multidimensional analysis, taking into account not
only citizens' access to information but also their
ability to interpret and evaluate it in terms of personal
relevance.

The proposed model forms eight basic segments
of citizen groups, each characterized by a specific
combination of cognitive, institutional, and value-
based attributes. This creates the foundation for a
differentiated approach to managing marketing
communications: from partnership-based interaction
with integrated and motivated audiences to strategies
of basic information provision and institutional
inclusion for more distant groups. The model thus
serves not only as an analytical tool but also as a basis
for the development of adaptive managerial deci-
sions.

Practical significance of the results lies in their
applicability by public authorities to enhance the
effectiveness of marketing communications, parti-
cularly through the differentiation of influence
strategies across various population segments — from
partnership-based interaction with integrated groups
of citizens to basic informational engagement of more
remote groups. The proposed approach facilitates the
transition from mass to targeted and personalized
communications, which is a key condition for the
development of a service-oriented model of public
administration.

The implementation of a multidimensional segmen-
tation model and its algorithmic realization creates a
foundation for building an adaptive, data-driven
system of public communications capable of effectively
responding to the dynamic information needs of
citizens and increasing the level of trust in public
authorities.

Prospects for further research include the develop-
ment of adaptive digital segmentation models based
on big data and artificial intelligence, which would

enable dynamic updating of parameters and improve
the precision of targeting in the marketing commu-
nications of public authorities.
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