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In this article main attention is given to the method that has been forwidely used more than 20 years
— VALS ™, Usudlly it is not enough to use demographic characteristics for segmentation, and using
psychographic segmentation of consumers becomes relevant. Ziff (1979) argues that there is a pattern why
certain segment of customers prefers one or other product, but the problem is that customer behavior is
hardly predictable if appropriate instruments and technics are not used. It is not possible to manage business
successfully if consumer preferences, their choice determinants are not known, McDonald, Dunbar (2005)
says that it contributes for successful segmentation. Although other authors as Boote (1984) raise a question
that psychographic segmentation of customers is still not enough, and values play a major role in their
behavior. Also Park & Jang (2014) in their research found out that psychographic segmentation is not always
static and extremely when satisfaction is taken to account.

The purpose of this paper is to conduct a study and make recommendations on how to reach
consumers, what future strategy to use for the selected companies. The research was done in Lithuania, with
the VALS ™ sgsurvey, trandated to Lithuanian language. Due to the study key user segments and their
priorities will be identified. Using the guidance of VALS ™ it will enable to create a marketing strategy for
selected companies. Also findings might be used for other subjects, such as new product development. It will
be clear what the main consumer segments are what their needs are and, before deciding to introduce a new
product, how to draw attention to it.

Simanaviciene Z., Kisielius E. BpiGop cTpaTernd nNpeInpusTHS ¢ HCHOJIb30BaHUEM
ncuxorpaduyeckoi cerMeHTAlMH MOTPeOUTEN e

B nmamHoil craTthe yaemsercs BHHMaHHE METOAY, KOTOPBIH IIMPOKO HCIonb3yerca Ocomee 20 et -
VALS. OOBIYHO HCIOJBb30BaHHE IEMOrpa(UUECKUX XapaKTEPUCTHK IS CErMEHTAIMHU W HCIOJIb30BaHHE
rcuxorpauueckoil CerMeHTalMy KIHMEHTOB He sBisercs goctaToddbiM. 3udd (1979) mokasbiBaji, dTo
CYIIECTBYET MIA0JIOH, COrJIaCHO KOTOPOMY OIPEACICHHBIM CErMEHT KJIMSHTOB MPEANIOYUTAIOT OAWH MPOIYKT
IpyromMy, HO mpoOjeMa B TOM, YTO IMOBEACHHE MOKYHAaTeIs OYCHb HEMpeAcKa3yeMo MPH HCIOIb30BaHUU
HEMNPaBWIBHBIX MHCTPYMEHTOB W TEXHUK. He BO3MOXHO YCIEIIHO BecTH OHW3HEC, €ClIM HE H3BECTHBI
[IPEANOYTEHHS TIOKYMATENA U €r0 KPUTEPUU BHIOOpA TOrO MM MHOro ToBapa. Makaonansa, Jdyn6ap (2005)
TOBOPST, YTO 3TO CIIOCOOCTBYET YCIENIHON CerMEHTAIlMM. XOTSA APyrHe aBTOpHI, Takwe kak Byt (1984)
MOJHUMAJT BOIIPOC, 4YTO Mcuxorpaduueckas CErMEHTAlMM KJIMEHTOB HE JOCTATOYHO W IIEHHOCTH HIPAOT
pelaonyo poib B ux noseaennn. Tawke Iapk u xanr (2014) B uxX McclIenOBaHUU OOHAPYXKHIIM, YTO
ncuxorpaduueckas CErMEHTalMs - HE BCerja CTaTMYHAa M OCOOCHHO, KOrjJa BO BHHMMaHHE Oepercs
YIOBJIETBOPEHUE OTPEOHOCTEH .

Llenpto maHHOM PabOTHI SIBIISICTCS IMPOBEIACHHE MCCIICIOBAHUSA W HAIMCAHWE PEKOMEHAAIMH 110
MPUBJICYCHUIO KJIMEHTOB, KaKyl CTPaTerdi0 HCIOJb30BaTh B OyAylleM BBIOPAHHBIM KOMITAHHSIM.
Hccnenoanne Obutio mpoBeneHo B JlutBe merogom  VALS, mepeBeicHO Ha JIMTOBCKHH s3bIK. B
WCCIICIOBAHUN  OIPENEIICHbI KIIIOUCBBIC CETMEHTHI IMOJIb30BaTelIe M MX IPHOPUTETHI. VICIoNb3ys MeTon
VALS BO3MOXXHO €O37aTh MapKETHHIOBYIO CTPATETHIO JJIS BBIOPAHHBIX KOMIaHHM. Tarke pe3yibTaThl
MOTYT OBITH MCIIOJIb30BaHBI IO JAPYTMM HaIpaBJICHHSIM: pa3pa0dO0TKa MPOIYKTOB, MO3BOJUT 0003HAYUTH
OCHOBHBIC KJIIMEHTCKUE CErMEHTHI, OIPEACIUT KOHEYHBIC MOTPEOHOCTH €IIe 0 PEIICHUS O BHIBOJEC HOBOTO
MPOAYKTa HA PHIHOK, KaK IIPHUBJICYb BHUMaHUE K HOBOMY MPOIYKTY.

Simanaviciene Z., Kisielius Bu6ip cTparerii miznpuemMcTa 3 BUKOPHCTAHHSM NcUXorpadiunoi
cerMeHTallil CroKuBayviB
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B nmaniit cTaTTi NpHOINAETBCSA yBara MeTojy, SKHH IHPOKO BUKOPHCTOBYEThCS moHay 20 pokiB -
VALS. 3a3Buyaii BUKOpUCTaHHS JAeMOrpadiuHUX XapaKTePUCTUK JUIs CETMEHTAIil 1 BHUKOPHCTAHHS
ncuxorpaduuHoi cerMeHTartii KiieHTiB He € goctatHiM. 3udd (1979) noBoaus, 1o icHye M1abIIOH, 3TiAHO 3
SKHM TICBHUH CETMEHT KIIIEHTIB BBaXKAIOTh 32 Kpallle OJUH MPOAYKT iHIIOMY, alie mpobieMa B TOMY, IIO
MOBE/[IHKA MOKYIISI Jy)Ke HerependadyBaHO NPU BUKOPUCTaHHI HEMPAaBWIBHUX IHCTPYMEHTIB 1 TexHik. He
MOJKJIMBO YCIIIIHO BECTH Oi3HEC, SKIIO HE BiJOMI IepeBard MOKYIS i HOro KpuTepii BUOOPY TOro 4u
iHmoro toBapy. Maknonanba, Jyuaoap (2005) kaxyTs, 110 1€ CHpUs€E YCIIlIHIA cerMeHTalii. Xo4a iHImi
aBTopH, Taki sk byt (1984) migHiMaB muUTaHHS, IO MCUXorpadiyHa cerMeHTallisi KIIEHTIB HE JOCTaTHBO i
IIHHOCTI BifirparoTh BHpIMIATbHY poiib B iX moBemidmi. Takox ITapk i xaur (2014) B ix mocmimkeHHi
BUSIBUIIH, IO TICUXOrpadiuHa cerMeHTallisi - He 3aBXAM CTaTU4HAa 1 0COONHMBO, KOJNM JI0 yBaru Oeperbcs
3aJI0BOJICHHS TIOTpEO.

Meror aHOi poOOTH € MPOBENEHHS OCTIDKEHHS Ta HaMUCAaHHS PEKOMEHJAIil 1O 3aly4eHHIO
KITIEHTIB, SIKy CTpAaTeril0 BUKOPUCTOBYBAaTH B MailOyTHhOMY oOpaHMM KommaHisMm. JlocmimpkeHHs Oyno
npoBezieHo B JIutei Mmerogqom VALS, nepeBeneHo Ha JIMTOBCHKIM MOBI. Y JOCTIIKEHHI BU3HAYEHI KITFOYOBI
CETMEHTH KOpHCTYBadiB 1 ix mpioputern. BukopucroByroun wmeronq VALS MOXIHBO CTBOPUTH
MapKEeTHHTOBY CTpaTeriro it oOpaHMx KommaHiii. Takox pe3yiabTaTd MOXYTh OYTH BHUKOpPHUCTaHi 3a
THIIUMH HanpsIMaMH: Po3poOKa MPOIYKTiB, JO3BOJIUTH MO3HAYUTH OCHOBHI KITIEHTCHKI CErMEHTH, BU3HAYNTH
KiHIeB1 MOTpeOH IIe 70 pillleHHS MPO BUBEIEHHS HOBOTO MPOJYKTY HAa PUHOK, SIK MPHUBEPHYTH YBary Jo
HOBOT'O MTPOJIYKTY.

About VALS ™

VALS ™ is based on futurist Arnold Mitchel desire to explain the United States segments of society
as wdl as economic and social change, just then, in 1960 when the whole marketing system was changing; it
was created by Strategic Business Insights (SBI) — a company, which works as advice and customer survey
service provider. They emphasize the importance of understanding the user's needs before starting any
business or marketing activities. They advise on positioning, communication issues and provide real and
effective strategies. In the Internet organization highlights a number of benefits, that using VALS service
gives to the business: it provides a possibility to give something new your customers also provides a clear
picture of your customer, helps to understand the most appropriate ways of communication to target
segment. Main point of this system is that VALS ™ segmented all usersinto 8 groups: innovators, thinkers,
achievers, experiencers, believers, strivers, makers, survivors.

Findings

Most (40%) of respondents were strivers and there were no survivors, makers or bdievers. There
were no men innovators, but rather large amount of women were found out to be from innovators group —
20%. All the respondents representing age group (45-49 years old) got into thinkers group. Half of the
respondents from 25-29 years old got into innovators group.

Mainly respondents were asked about two automobile manufacturers’ brands. First one was BMW.
The company tries to focus on a wide range of users segments, offering a reasonable price and wide
production line - from sports car enthusiasts (Z4 M class) to the limo class for the dite (BMW 7). As Parrek
(2009) stated the main buyers are 30-50 years old, and especially men without children. 2001 was mentioned
as a breakthrough year, when BMW for the first time in industry have used the Internet in interesting way - a
new site where BMW hosted videos in website for promotion. Sales increased significantly. Unplanned
promotional campaign success was reached.

Second brand is Mercedes. The company attributes luxury cars and it seems that the strategy is
constant. As stated in Finance: maps of World (2013): Mercedes luxury brand has not only benefits, but also
a big minus. The fact that high-quality luxury brand reflects the richest is only one side, the other sideis the
fact that the manufacturer cannot build “cheaper” models, because it will "damaged" luxury image. The
article mentions that in Europe, Mercedes have offered lower-level models, but these have never reached
more sensitive American market. That kind of brand takes time to build, but it's important to consider - is it
worth?

The most important finding is that more than 70% of respondents would prefer BMW instead of
Mercedes. The distribution by gender was equal — the same portion of women respondents as men prefer
BMW. Although it is noted that elder people prefer Mercedes.

More than 80% of strivers have preferred BMW. No respondents from innovators group have chosen
Mercedes and that is a sign for company, which in reality by itsef is a leader for innovation in market.
Although it might be explained that most of respondents from innovators group in this research were young
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people. Thinkers and respondents from age group 45-49 preferred Mercedes. It could be definitely explained
by the fact that it isaluxury brand, not so affordable for young ones.
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