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Summary. The article investigates the organization of sales activities of an industrial enterprise with a focus
on multidimensional and digital market segmentation as an important tool of strategic management. The object of the
study is the enterprise’s customer base, which is classified according to a complex system of criteria, including the size
of farms or enterprises, technological platform, type of product purchased, history of cooperation, and behavioural
characteristics of consumers. The study analyses modern approaches to marketing and sales management, emphasizing
the integration of CRM systems, digital platforms, and big data analytics for accurate identification of client segments,
forecasting sales volumes, and improving managerial decision-making. It is emphasized that many industrial enterprises
still conduct segmentation mainly on the basis of demographic or geographic indicators, which does not fully reflect the
diversity of customer needs, technological requirements, and the real contribution of individual segments to overall sales
results. The purpose of the research is to develop a multidimensional market segmentation model that enables
enterprises to optimize marketing, production, and logistics resources, increase the efficiency of sales activities, and
strengthen competitive positions in the market. The article proposes an algorithm for integrating digital tools that
ensures the accumulation and processing of customer data, identification of key market segments, demand forecasting,
personalization of marketing offers, and management of customer churn risks. An applied analysis of customer segments
based on purchase volumes, financial capacity, technological needs, and behavioural characteristics is conducted. The
results confirm the practical value of the proposed approach for improving sales management and forming long-term
partnerships with clients. The research proves that the implementation of multidimensional and digital market
segmentation significantly increases sales efficiency, optimizes resource allocation, enhances customer loyalty, and
strengthens the competitive advantages of industrial enterprises. The proposed methodological approach allows
enterprises to adapt marketing and sales strategies to dynamic market conditions, improve analytical support for
management decisions, and ensure sustainable long-term development.

Key words: sales activity, market segmentation, multidimensional model; digital tools; CRM systems; sales
efficiency; competitive positions.
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V]IK 658.5

CEI'MEHTYBAHHS PUHKY SAK IHCTPYMEHT
CTPATEI'TYHOI'O YIIPABJIIHHSA IIIAITPUEMCTBOM

Oubra IlaBioBa Jlapuca AJjiekceeBa Oabra Makcumosa
Exonomixo-mexnonociunuti  Exonomiko-mexnonociuHui Jloneybxuil HayionanbHull
IHCmMumym IHCmumym MeouuHull yHigepcumem,
imeni Pobepma Enveopmi, imeni Pobepma Enveopmi, Kponusnuyvkui,
Kponusnuyvruii, Yxpaina Kponusnuyvkuu, Yrpaina Ykpaina

Pe3stome. [locnioxceno opeanizayito 30ymoeoi OLLIbHOCII NPOMUCTIO8020 NIONPUEMCMBA 3 AKUEHMOM HA
3acmocy8ants 6azamosUMIPHO20 Ma YUPPOBO20 CE2MEHMYBAHHS PUHKY K 8ANHCIUBO20 THCMPYMEHIY CIPAMeSiuHO20
ynpagninta. 06’ekmom OOCHONHCEHHs BUSHAYEHO KIIEHMCbKY 0a3y Rnionpuemcmea, sxka Kiacuikyemocsa 3a
KOMNJIEKCHOIO CUCIEMOI0 KPUMepiig, 30Kpema 3a pO3MIpoM 20Cno0apcmea abo RiOnpuemcmed, mexHoN02iHHOI0
niamegopmoro, udom npudbanoi Npooykyii, icmopielo cnienpayi ma NOBeOIHKOBUMU XAPAKMEPUCTHUKAMU
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cnooicusauis. TIpoananizoeano cyvacHi nioxoou 00 YHPAGTIHHA MAPKeMUH208010 OLUIbHICMIO ma 30ymom, wo
nepedoauarome inmeepayiro CRM-cucmem, yugposux niamgopm ma aHALMUKU eIUKUX OAHUX O MOYHO2O
BUBHAYEHHS Ce2MEeHMI8 KIIEHMCLKOI Oa3u, NPocHO3Y8AHHS 00Cs2i8 Npooajicié I NiOGUWEeHHs OOIPYHMOBAHOCMI
VIPAGTIHCLKUX piieHb. Bcmanoeneno, wo 3HauHa 4acmuna npoMUuciosux NiONpueMcms 30ilCHIOE Ce2MeHNY8aAHHs
NepesanicHo 3a 0emopagiuHuMu abo 2eoepagpiuHumMu KpumepisiMu, o He 8i000padicae NOGHOK MIPOK PI3HOMAHIMMSL
nompe6 KI€Hmi6, ix MEeXHONOSIYHI UMO2U MA PealbHUll GHECOK OKPEMUX Ce2MEHMIE Y 3d2aibHi pe3yibmamu
npooasicie. Memoio O0ocniodicents € po3poOneHHs: 6a2amosUMIPHOL MOOei Ce2MEeHMY8aHHA PUHKY, SIKA O00360J51€
ONMUMIZY8AMU  MAPKEMUH206I, GUPOOHUYI A JOSICMUYHI Pecypcu NiONpUEMCMea, NIOSUWUMU eDeKmuUGHICMb
30ymoe6oi OSLIbHOCME MA 3MIYHUMU KOHKYDEHMHE RO3UYIL HA PUHKY. 3anponoHo8aHo aneopumm inmezpayii yugposux
IHCMpYMeHmis, wo 3a6e3neyye HAKONUYeHHs Md ONpayloBanHs OAHUX NpO KIIEHMIG, (QOPMYSAHHS Ce2MEeHmie,
NPOSHO3YBAHHSL NONUMY, NEPCOHANIZAYII0 MAPKEMUH208UX NPONO3UYIL MA YIPAGIIHHSA PUSUKOM GIOMOKY KIIEHMIS.
Ilposedeno npuxnaduuil ananiz ceamenmis KIEHMCbKOI 0a3u HA OCHOGI 00cs2i8  3aKyniéenv, (DIHAHCOBUX
MOJICIUBOCMEN, MEXHONOIYHUX nompeDd | NOBEOIHKOBUX XAPAKMEPUCIUK CHONCUBAYIB, WO OEMOHCIMPYE NPAKMUYHY
SHAYYWICMb 3aNPONOHOBAHO20 NIOX00Y OJisi NPUUHAMMS OOLPYHMOBAHUX YNPAGIIHCOKUX piuteHb. [Jogedeno, ujo
BNPOBAONCEHHSL OA2AMOBUMIPHOZO MA YUPPOBO2O CeeMEeHMYBAHHS CNPUSE NIOBUUEHHIO eeKMUGHOCI NPOOaicie,
onmuMizayii BUKOPUCMAHHA Pecypcis, QOPMY8anHIO JIOSIHOCI KIIEHMIE Ma 3MIYHEHHIO KOHKYDEHMHUX Nepeeas
nionpuemcmed. 3anponoHo8ana Memoouka 00360J5€ AOanmyeamu MapKemuneoi ma 30ymoei cmpameeii 0o
OUHAMIYHO20 PUHKOBO20 CepedosuIya, NiOBUUmMY SKICIb AHATIMUYHO20 3a0e3NnedeH s YIpAeinHs ma 3a0e3neduumu
00620MpuBaIULl PO36UMOK NIONPUEMCTNG.

Knrouosi cnoea: 36ymosa OisibHiCmb, Ce2MEeHMYSAHHS PUHKY, 0A2amoGUMIPHA MOOelb, YUDPOSL
incmpymenmu, CRM-cucmemu, egpexmuericmos npooasxcie, KOHKYPEeHmMHI NO3Uyil.
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Problem statement. The effective operation of industrial enterprises is largely determined
by the level of organization of marketing activities, in particular sales policy, which shapes the
competitive advantages of the enterprise and ensures its stable functioning. The sales system creates
the image of the enterprise, determines the main processes of promoting products from the
manufacturer to the consumer, optimizes production processes, and ensures its financial stability.

The modern economic environment is characterized by a high level of competition,
dynamic consumer demand, market instability, and technological changes. Domestic enterprises
seeking to strengthen their market positions are forced to constantly improve their product sales
management mechanisms, integrate innovative technologies, and implement modern marketing
strategies. One of the key tasks in this context is effective market segmentation, which makes it
possible to optimize resources and more accurately determine the priorities of sales activities. Sales
activities themselves include demand generation, customer service, establishing partnerships,
distribution channels management, and control over financial flows. Effective sales management
and detailed consumer segmentation can significantly increase sales volumes, create sustainable
competitive advantages, and strengthen market positions.

The relevance of the topic is determined by the need for an integrated approach to sales
management, taking into account multidimensional market segmentation. Traditional
approaches [1-3] to segmentation of most industrial enterprises, which focus only on
geographical or demographic criteria, do not always reflect the diversity of needs and
behavioural characteristics of the customer base, which leads to a disproportion between the
number of consumers and the volume of their consumption.

Improving market segmentation using a multidimensional model that takes into account the
type of product, size of the business, technological platform, and consumer behavioural characteristics
is becoming a key condition for increasing the effectiveness of sales activities. The use of digital
tools and CRM systems allows this data to be integrated into an analytical system, personalize
marketing offers, forecast sales volumes, and optimize production processes and logistics.

Thus, the problem of effective market segmentation becomes strategic for industrial
enterprises and requires detailed research and implementation of multidimensional and digital
approaches to strengthen competitive positions and maximize the potential of the customer base.
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Analysis of recent research and publications. The analysis of problems related to the
effective organization of marketing activities and the effective functioning of the product sales
system at an enterprise attracts the attention of both domestic and foreign scientists. Thus, the basics
of marketing management and mechanisms for shaping consumer demand are outlined in the works
of P. Kotler [3] and M. Porter [2]. Ukrainian researchers, including G. Pchelyanska, Yu. Golovchuk,
L. Dibchuk, O. Sapinsky, N. Shynkarenko, K. Pilova, V. Bayura, V. Chevganova, V. Vasyuta and
others study sales policy, the effectiveness of marketing activities, and strategic sales management
tools [1; 4; 5; 6; 7]. Contemporary publications pay considerable attention to market segmentation
and the digitalization of sales processes, which allows enterprises to adapt their activities to changes
in the external environment and make informed management decisions [5; 6; 7; 8]. Despite extensive
scientific research, improving the efficiency of the sales system of industrial enterprises using
multidimensional and digital segmentation requires further study.

Purpose of the study. The purpose of the study is to conduct an integrated analysis of
the industrial enterprise's product sales activities, with a focus on market segmentation and
optimization of areas for improving sales performance. The study aims to identify key factors
that influence sales results, optimize marketing and logistics processes, and integrate modern
digital technologies for accurate and multidimensional analysis of the customer base, which
strengthens the competitive position of the enterprise in the market.

Statement of the task. In order to achieve the research objectives, the effectiveness of
the sales activities of an industrial enterprise was analysed, the effectiveness of product
distribution channels and interaction with the customer base was evaluated, the main factors
influencing product sales results were identified, behavioural, technological, and financial
characteristics of consumers were defined. The study also substantiates directions for
improving efficiency through the application of multidimensional market segmentation,
optimization of marketing processes, and personalization of offers for consumers.

Statements of the main material of the study. In the context of market transformation,
the efficiency of industrial enterprises is determined not only by their production potential, but also
by their ability to effectively organize sales, optimize logistics processes, and ensure effective
marketing communication with the customer base. The enterprise under analysis is a large industrial
manufacturer with a multi-level organizational structure that includes the enterprise’s management,
the production unit, and the departments of marketing, logistics, sales, marketing communications,
service maintenance, and the financial and economic department. As of 2024, the enterprise
employs approximately 1,200 people, of whom 25% are workers in production workshops, 40%
are highly qualified engineering and technical specialists, and the remaining staff consists of
administrative personnel and specialists from production support departments.

The industry in which the enterprise operates is characterized by high competition, rapid
technological change, and growing demands for service and product quality. Thus, the total number
of enterprises in this industry at the national level is over 500, with only about 15-20% of them
capable of maintaining stable production volumes and high-quality standards. The industry is
characterized by high technological saturation: more than 35% of production lines are equipped with
modern automated equipment, 40% with medium-level automation equipment, and the rest with
traditional production facilities, which limits the speed of response to changes in market conditions.

Managing the enterprise's sales activities involves working with the customer base,
organizing the dealer network, marketing communications, and customer service. An analysis
of the customer base showed that most of the enterprise's consumers are small farms (72%),
medium-sized farms account for 20%, large ones account for 6%, and corporate customers
account for only 2%. At the same time, the sales structure by consumer segment differs
significantly: small farms account for only 12% of sales, medium-sized farms account for 31%,
large farms account for 34%, and corporate farms account for 23%. This imbalance indicates
the need for detailed and multidimensional market segmentation, which would allow the
enterprise to allocate its resources more efficiently.
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A PEST analysis was carried out to analyse the external environment, which identified
the main factors affecting the activities of the enterprise under consideration. Economic factors
include GDP growth in the industrial sector of 4-5% annually, the availability of credit and
leasing programs, exchange rate fluctuations, and inflationary trends. Political and legal factors
include military actions, changes in legislation, customs barriers, and regulatory restrictions.
Social factors include increased consumer demands for product quality, environmental
friendliness of production, and service. Technological factors include the introduction of
digitalization, automation, and innovative technologies. An assessment of the internal potential
of the company under study, conducted using SWOT analysis, revealed the following strengths:
highly qualified personnel, modern equipment, and well-established production and logistics
processes; weaknesses: partial obsolescence of production lines, dependence on individual
suppliers, limited efficiency of the sales system. Opportunities include: entry into regional and
international markets, introduction of innovative technologies and digital solutions; threats
include: economic instability, intensification of major competitors, currency fluctuations, etc.

Effective segmentation of the consumer market is a key factor in improving the
effectiveness of an industrial enterprise's sales activities, especially in conditions of fierce
competition and technological differentiation of products [4-6]. Modern methods [1; 6; 8] of
customer segmentation at this enterprise are largely based on simple demographic and geographic
criteria, in particular the region where the customer is located and the size of the farm. However,
the analysis showed that these approaches do not sufficiently reflect the diversity of needs and
behavioural characteristics of the customer base of this enterprise. For example, the vast majority
of customers are small farms, while large and corporate customers account for a significant share
of sales. This indicates a disproportion between the number of customers and their consumption
volume, which makes segmentation based on quantitative criteria insufficiently effective.

It is proposed to improve market segmentation using a multidimensional model that
takes into account a set of interrelated factors and variables that determine customer behaviour
and the effectiveness of the company's sales (Table 1).

Table 1. Criteria for Multidimensional Segmentation of an Industrial Enterprise Customer Base

Criteria Group Key Segmentation Indicators Segment Characteristics Managerial Application
. Farm size, purchase volume, Small, medium, large, and Planmng prqdup tion yol'umes
Economic . . . and identifying priority
financial capacity corporate clients
customers
. Level of automation, technological T’radmonal equipment, Adaptation of products and
Technological . . medium level of automation, . ;
platform, technical requirements . . service maintenance
high-tech enterprises
Product Product type, assortment, purchase | Basic products, specialized Optimization of assortment
frequency products, integrated solutions policy
L Ownership type, procurement Private, cooperative, Determining cooperation
Organizational ) " .
structure corporate, and state clients | conditions and contract policy
Lovistical Geographic location, accessibility, Nearby, remote, and Optimization of logistics
8 delivery and storage conditions logistically complex regions routes and costs
. e Loyal customers, ne L .
. Customer loyalty, price sensitivity, yarcu > oW Personalization of marketing
Behavioral . - . customers, experimental .
readiness for innovation customers offers and demand forecasting

*Compiled by the authors.

One of the main criteria for segmentation is the size of the farm or enterprise,
which makes it possible to estimate the potential volume of orders, plan production capacity,
and logistics. This approach allows you to form separate differentiated strategies for serving
different consumer segments, plan production resource requirements, and prioritize work with
customers depending on their contribution to the overall turnover of the enterprise.

An equally important criterion is the existing technological platform and the degree of
automation of the customer's production processes, as they define specific requirements for
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products and additional services. An industrial enterprise should offer products adapted to the
customer's technological needs, provide effective technical and service support, and train and
advise staff on the integration of products into production processes. This approach should
ensure high efficiency in the use of products and maintain stable partnerships.

An important aspect of segmentation is determining the type of product or service
chosen by the customer, which allows you to optimize the range and direct marketing resources
to high-profit segments, considering specific needs of each of them.

The next criterion for multi-level segmentation should be the degree of customer loyalty
and history of cooperation. These indicators allow you to predict future orders and determine
priority segments for targeted and personalized service.

It is also necessary to focus on analysing barriers to market entry, including physical
accessibility, logistical complexity, and specific product storage conditions. Identifying such
barriers will reduce costs, optimize logistics, and ensure timely product delivery.

The ownership type of the customer (private, cooperative, state, or corporate) is
necessary, as it will determine the level of financial autonomy, the procurement mechanism,
and the possibility of concluding long-term contracts. This allows you to predict specific service
conditions for each type of customer, determine payment terms, plan deliveries, set discounts
and credit limits and choose optimal terms of cooperation, which reduces financial risks and
increases the efficiency of cash flow management.

Behavioural characteristics and motivational factors are an additional criterion for
segmentation and are assessed by analysing consumer preferences, price sensitivity, willingness
to try new products, and activity in marketing campaigns. Comprehensive consideration of
these aspects will enable you to create personalized offers, increase the effectiveness of
marketing communications, and more accurately predict consumer demand.

Thus, the proposed multidimensional segmentation model combines various criteria,
from farm size and technological platform to financial capabilities and behavioural
characteristics, into a single analytical system. This allows for more accurate targeting of
marketing and sales resources, increases sales, optimizes logistics, and strengthens long-term
partnerships and competitive positions of the enterprise.

The practical implementation of the proposed multidimensional segmentation model is
ensured by the integration of digital tools, CRM systems, and big data analytics. For example,
CRM allows you to accumulate and structure detailed information about customers (from order
history and purchase frequency to financial indicators, demographic data, technological
parameters, and individual preferences). This information becomes the basis for creating
customer base segments based on comprehensive criteria. The use of analytical platforms and
big data analytics allows you to automatically process large amounts of information, forecast
potential sales volumes, form customer segments, optimize logistics and production processes,
and personalize marketing campaigns.

The expected results of the implementation of the proposed multidimensional
segmentation include increased sales efficiency through more accurate targeting and offers
personalization, increased customer loyalty, improved analytics and management decisions,
and optimized the use of industrial enterprise resources. This enables the enterprise to respond
quickly to changes in market conditions, plan marketing activities based on current customer
needs, and ensure stable, sustainable growth in a dynamic competitive environment.

It should also be noted that effective segmentation improvement requires constant
market monitoring and adaptation of criteria, as customer behaviour, technologies, and the
competitive environment are changing rapidly. Regular data updates and segment adjustments
allow you to maintain a high level of alignment between marketing strategies and market needs
and ensure sustainable growth for the company in an unstable industry.

Conclusions. Improved multidimensional market segmentation provides a comprehensive
assessment of the customer base, taking into account the economic, technological, and behavioural
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characteristics of consumers, which allows for more accurate planning of the company's marketing
and sales activities. The use of CRM systems and digital analytics contributes to the formation of
more accurate segments, demand forecasting, personalization of offers, and optimization of
management decisions. As a result, sales efficiency, rational use of resources, and customer loyalty
increase. Thus, multidimensional and digital segmentation is an important tool for strategic sales
management and strengthening the competitive position of the enterprise in the market.
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