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Commnikoe IOpiii, Epeuwtko Auopiii

BIG DATA IK OCHOBOIIOJIOKHUM HIJIXIT Y
CTBOPEHHI IOPTPETA HIJIBOBOT'O CIIO’KUBAYA

AHai3 pUHKY CIIOXHMBAUiB - HEBi/I'€MHA YaCTHHA YCITIIITHOTO
BeneHHs OizHecy. Came 3 mopTpeTa MOKYIIS MOYNHAETHCS OyIb-sKa
MapKETUHIOBa KaMIaHis 1 Il¢ OJUH 3 HaWBaXUIMBIIUX MOMEHTIB
BH3HAUYeHHsS TpUOYyTKOBOTO OizHecy. He maroum wiTkoro moprpera
MOXKJIUBOTO KJIi€HTa / TOKYIIIH, HEMOXIJIHMBO CKIACTH TPaMOTHE
MPOTIO3UIIII0 Ha TOBap, a II€ Bakue MPaBWIBHO aJpecyBaTH IO
nporniosunito. Y cBitini YerBeproi MpOMHCIOBOI peBOIONIT i
BIJIMOBIZTHO MAacOBOi IUQpOBi3alii, KOIU TMEpPeIoBl TEXHOIOTi]
pajMKabHO 3MIHIOKOTh Tl Tajy3l E€KOHOMIKH ITPHUIOJOMIILUIUBO
MIBUAKUMM ~ TEMIAMM 1 HAKONMHMYYIOThCS BEJIMYE3HI MaCHBH
HECTPYKTYPOBaHUX JaHMX, CJIiJI 3BE€PHYTH yBary Ha TeXHOJOTi0 Big
Data.

VY crarTi po3risiHyTO NoHATTS Big Data sik ocHOBHUH (akTop
Mepexo.y 10 NepcoHi(piKOBAaHOTO MiAXOY B AOCIIKEHHI MTOBEIIHKU
cnoxuBauiB. Bu3naueHo, sxkum umHOM Big Data BrumBae Ha
MapKETHHTOBY JisITbHICTh CydJacHUX MAMPUEMCTB. BHUKItameHo
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MeTOAH OOpOOKM HECTPYKTypoBaHOi iH(opmamii, cepis miaxoniB i
IHCTpyMeHTapiii BEIMKUX TaHUX. PO3IIISHYTO, SIK BUKOPHCTOBYETHCS
JOCIIPKyBaHa TEXHOJIOTISI Ha eTari aHali3y pUHKOBOTO CepeIoBHILA
1 aymuTy BJIaCHE MAapKETUHTOBOI MisUTbHOCTI. BuIilieHO OCHOBHI
mepeBard, fAKi OTPUMY€E BHPOOHWUK TIpY BIPOBAKEHHI pillIeHb
iHTeNleKTyaibHOTO  aHamizy  iHdopmarmii. JloBeneHO — BHTOIY
CrokMBa4ya Big mnommpeHHs TexHojyorii Big Data B 0i3nec-
CepeloBUIi. BusABIEHO OCHOBHI pPH3MKH 1 TMPoOIEMH, SKUMH
CYTIPOBOJKYEThCS BHKOpHUCTaHHA Big Data wa mgaHoMmy ertami
pPO3BHUTKY JHaHoi TexHousorii. HaBomsaTbcs NpakTH4HI MPUKIAIA
JocBiy BuKopucTanHs Big Data 11t cTBOpeHHS TOPTPETa iIOBOTO
CHOXKMBa4Ya 3apyODKHUMH KOMIIAHIIMH B SKOCTI  ITOJANBIIAX
MepeayMoB JUIsl peatizalii pi3HOMaHITHUX MapKETHHIOBUX PillICHB,
cTparteri, Juist 3aiicHeHHs npodeciiiHol AisBbHOCTI, 0 Nependayae
BUKOPHUCTAHHSI CYYaCHUX TEXHOJIOTiH TMPUHHATTS pillleHb, Oi3Hec-
AHAIIITUKY JJIS Pi3HUX TaTy3el eKOHOMIKH.

Kniwouosi cnosa: Big Data, cermenraiis, MapKeTHHTOBI
CTpaTerii, TapreTWHI, IUILOBA ayIUTOPis, IIIBOBUN CIIOXKKBaY,
nmgpoBizaris.

Sotnikov Yurii, Ereshko Andrii

BIG DATA AS A FUNDAMENTAL APPROACH TO
CREATING A PORTRAIT OF THE TARGET CONSUMER

Consumer market analysis is an integral part of successful
business. It is from the portrait of the buyer begins any marketing
campaign and this is one of the most important moments in
determining a profitable business. Without a clear portrait of a
potential client / buyer, it is impossible to make a competent offer for
a product, and it is even more difficult to correctly address this offer.
In the light of the Fourth Industrial Revolution and, accordingly,
mass digitalization, when advanced technologies are radically
changing entire sectors of the economy at tremendous speeds and
huge arrays of unstructured data accumulate, one should pay
attention to Big Data technology.
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The article discusses the concept of Big Data as the main
factor in the transition to a personalized approach to the study of
consumer behavior. It was determined how Big Data affects the
marketing activities of modern companies. Outlined methods for
processing unstructured information, a series of approaches and tools
for big data. It is considered how the investigated technology is used
at the stage of analyzing the market environment and auditing the
marketing activity itself. The main advantages that the manufacturer
receives in the implementation of data mining solutions are
highlighted. Proven consumer benefits from the spread of Big Data
technology in a business environment. The main risks and problems
that accompany the use of Big Data at this stage of development of
this technology are identified. Practical examples of the experience of
using Big Data to create a portrait of a target consumer by foreign
companies are given as further prerequisites for implementing
various marketing decisions, strategies, for carrying out professional
activities involving the use of modern decision-making technologies,
business analytics for various industries.

Key words: Big Data, segmentation, marketing strategies,
targeting, target audience, target consumer, digitalization.

Comnuxog IOpuit, Epeuwiko Andpeii

BIG DATA KAK OCHOBOIOJIAT AIOIIINI TOJIXO/T
B CO3JIAHAM MTIOPTPETA LIEJTEBOI'O OTPEBUTEJIS

AHanu3 pblHKa TMOTpeduTeNeld — HeoThemieMas 4YacTb
YCHEmHoro BeAeHusi Om3Heca. VMIMEHHO C TOpTpeTa MOKymarems
HauuMHaeTcss Jobas MapKeTHHIOBash KaMIaHUsT W 3TO OAMH C
BaKHEHIINX MOMEHTOB ONpeeNieHus] JOXOAHOoro Om3Heca. He nmes
YETKOTO MOPTPETa BO3MOXHOTO KIMEHTA/TIOKYTIATelNsl, HEBO3MOXKHO
COCTaBUTh TPaMOTHOE MpPEUIOKEHHE Ha TOBap, a €Ile TpyJIHee
MpaBWJIBHO aJpecoBaTh 3TO NpeqiokeHne. B cere Yerseproil
MPOMBIIIUIEHHOW ~ PEBOJIIOIMM ¥ COOTBETCTBEHHO  MAacCOBOM
nU(pPOBU3aLNH, KOTAA IEPeIOBbIE TEXHOJIOTUN PaIUKAIbHO MEHSIOT
LeJIbIe OTPACIM SKOHOMHUKH MOTpsicarolie OBICTPBIMU TEMITAMH U
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HaKallJIMBAalOTCSI  OTPOMHBIE  MAacCHUBBI  HECTPYKTYypHUpPOBaHHBIX
JaHHBIX, CIIEAyeT 00OpaTUTh BHUMaHHUe Ha TexHoisoruo Big Data

B cratbe paccmotpeHo moustue Big Data xak ocHOBHOM
¢dakTop mepexoga K MEePCOHHU(PUUIUPOBAHHOMY TOAXOAY B
HCCIICAOBAaHNM TIOBEICHUS TMoTpeoOuTeneii. OmpeneneHo, KakuM
obOpazom Big Data Bmmser Ha MapKETHHTOBYIO [€ATEIHHOCTD
COBPEMEHHBIX  KoMmaHud. U37MokeHel  MeTomsl  00paboTKH
HECTPYKTYPHUPOBaHHONH  MH(pOpPMaLUM, cepus  IMOOXOAOB U
WHCTpyMeHTapuii  OONbIIMX  JaHHBIX.  PaccMoTpeHO,  Kak
WCIIONB3yeTCd  HccleayeMas TEXHOJOTHS Ha JTale  aHajiusa
PBIHOYHOH cpenbl W ayAuTa COOCTBEHHO  MAapKETHHTOBOU
JESITeNbHOCTU. BBIIeneHsl OCHOBHBIE MNPEUMYILECTBA, KOTOpPBIE
MOJTy4aeT MIPOU3BOAUTETH npu BHEJPEHUU perieHuit
WHTEJUIEKTYalbHOrO aHaim3a WHQopManuu. JlokazaHo BBITOAY
moTpeduTeNst OT pacmpocTpaHeHus TexHonoruu Big Data B OuzHec-
cpene. BrBIABIEHBI OCHOBHBIE PUCKH M IPOOJIEMbI, KOTOPBIMH
COMPOBOXAAeTcsd ucHonb3oBaHus Big Data Ha paHHOM JTame
pa3BUTHUS AaHHOM TexHonoruu. llpuBoasiTcsa mpakTHUECKHUe IPUMEPHI
ombITa McHoib30BaHUs Big Data myis cozgaHusi mopTpera LeiIeBoro
noTpeOuTeNst 3apyOeKHBIMA KOMITAaHHSAMH B KadeCcTBE JalbHEUIIHX
MPENNOChUIOK JUISI pealy3allid pPa3HOOOpPa3HbIX MapKETHHTOBBIX
pelIeHUH, CTpaTeruif, UId OCYLIECTBICHUS NpOoQecCHOHAIBHON
JeSITeNbHOCTH, MpelyCMaTPUBAIONIEH HCIIOIb30BAHUE COBPEMEHHBIX
TEXHOJIOTHH MPHHATHS PEIICHNH, ON3HEC-aHATTUTUKHI ISl Pa3THYHBIX
oTpacield 5KOHOMHUKHU.

Knwouesvie cnosa: Big Data, cermeHTanusi, MapKeTUHIOBbIE
CTpaTervu, TapreTHHT, IejieBas ayJuTOpHs, LEeNeBOH MOTpeOUTeNb,
nr(poBHU3aALISL.
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Formulation of the problem. It is extremely difficult to
determine the very industry for which the problems of information
arrays would not be urgent. The ability to operate with giant
unstructured data streams, analyze the interdependence between
them, thereby making rational management decisions, provides a
huge potential for companies of various formats to raise profitability
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and efficiency gains, while taking into account the sophisticated
tastes of consumers.

Based on today's digitalization realities, the volume of the
Big Data market is growing almost exponentially and will reach
$ 92 billion by 2026. The results of the Forbes study showed that
48 % of marketers using Big Data analysis do it for the deep analysis
of consumer behavior. Finally, Big Data is turning into a real-life tool
for managing consumer behavior due to the opportunity to get new
insights to turn static advertising campaigns into flexible tools in the
hands of marketers to ensure timely response to changes in consumer
behavior [1, p. 103].

Analysis of recent research and publications. The theme of
Big Data is multifaceted and ambiguous, therefore it is popular
among specialists in various fields. The impact of Big Data on social
processes and business organization (consumer motivation, the
concept of segmentation, the approach to the study of consumer
behavior), in particular, was studied by N. Bessis, M. Chen, V.
Meyer-Schonberger, K. Cooker, and others. C. Davis, T. Craig, and
M. Ladloff studied the ethical problems arising from the formation of
large amounts of personal information available to companies [6,
p. 4].

Isolation of previously unsolved parts of a common
problem. Modern Big Data technologies make it possible to convert
a mass of heterogeneous and unstructured data into information that
forms the basis of a personalized approach to each individual client.
Currently, in the Ukrainian business environment, Big Data
technology has not yet become widespread due to the high cost of
software and rather high requirements for analysts, although
marketers are aware that their competitiveness is necessary to ensure
competitiveness [11; 2, p. 246].

The purpose of the article is to study the capabilities of Big
Data technologies as a fundamental approach in order to create a
portrait of the target consumer, its main advantages and possible
imperfections.

Presentation of the main research material. Traditional
data formats are quite definite and weakly changeable. In contrast to
unconventional data formats, Big Data shows a high susceptibility to
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change. With the advent of Big Data, the world has changed: data has
become comprehensive, ever-changing

Only Google makes about 40,000 searches every second,
which gives about 1.2 trillion searches for big data every year. And
every day the amount of data increases faster. If today humanity
generates 4.4 zetabytes of data, then by 2020 it will have already
created 10 times more. By 2020, almost a third of all data will pass
through cloud services, and therefore will be analyzed [10].

It is extremely difficult to determine the very industry for
which the problems of information arrays would not be urgent. The
ability to operate with giant unstructured data streams, analyze the
interdependence between them, thereby making rational management
decisions, provides a huge potential for companies of various formats
to raise profitability indicators and increase efficiency.

The rapid growth of the B2C services market in recent years
necessitates radical changes in the field of Internet services. The
emergence of new platforms providing services to the consumer
through the global network marked not only the beginning of a new
stage in the development of relations between business and the
consumer, but also significantly advanced the technology of its
implementation via the Internet [7, p. 135].

Previously, marketers could only analyze only the results of
their activities - now they can use dynamic data in real time and take
instant preventive measures, correcting the previously adopted
marketing strategy during its implementation, and not after
completion. Modern technologies offer a wide range of possibilities
for the use of data: this is both primary collection and storage, as well
as comprehensive analysis and multi-level segmentation that allow
you to implement thoughtful marketing strategies and build mutually
beneficial relationships with the consumer.

It is important to make a portrait of the target consumer. To
do this, you need to significantly expand the set of monitored
parameters. This helps to open new parameters, the existence of
which was not even suspected, and in the meantime, they are
wonderful for describing individual segments of the target audience.
This allows for more accurate targeting and helps to plan further
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actions, understand what repels the target audience, and use this
knowledge to optimize the strategy and content of messages.

It is also necessary to compare lists of loyal consumers and
those who change their addictions: this helps to highlight the
characteristics of non-regular customers and prevent them from
leaving, and also to convince loyal customers to maintain their
loyalty to product positioning.

A properly composed portrait of the target consumer helps to
understand which channels and marketing tools to use. Knowing the
needs of the client, we can formulate a more precise advertising
message. At the same time, it is important to remember that the
portrait of a client is the “personification” of a certain market
segment. But most companies operate on the principle of "universal
tailor" - they try to create a universal portrait of a client, taking in a
bunch all the clients from their base [9].

A portrait of a target consumer typically includes the
following characteristics: age, marital status, income level, place of
residence (geography), gender, employment, position held, typical
problems related to the specifics of work, needs, fears and desires,
etc. .

The main purpose of the portrait of the target consumer is to
create marketing campaigns (advertising, commercial offers, content,
etc.) that are maximally “tailored” to the needs of a specific target
audience.

The more detailed the portrait of the target consumer, the
more characteristics it takes into account and the more information is
collected, the higher the chance to create a proposal that best meets
the needs of the target audience [8, p. 41].

For example, to create an individual psychological portrait of
a target consumer, not only his posts and likes on Facebook are used,
photos on social networks, the number of friends, intensity,
frequency of change of location, time spent in the network and other
user-unconscious data are analyzed. Thus, a motion sensor in a
smartphone shows whether it is waving a hand, how far it moves
(these actions correlate with emotional instability). The functional
support of a smartphone is a kind of questionnaire on a free basis:
with its help it is possible not only to form a psychological portrait of
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a potential consumer, but also to select the desired one among the
resulting portraits.

So developments in the field of applied applications of Big
Data technology based on data from computer networks are engaged
in the British private company for behavioral research and strategic
communications Laboratory of Strategic Communications. It is a
global campaign management organization and specializes in
marketing based on psychology and logic. In the United States, the
company is known as Cambridge Analytica and conducts data
mining and analysis of user audience data [5, p. 153].

The success of Cambridge Analytica’s marketing strategies is
based on an analysis of the psychological behavior of a person who
uses the “ocean model” and segmentation (only users of a selected
target audience can see the ad). This means the personalization of
advertising and precisely adjusting the advertising message to the
type of character of each individual consumer.

An analysis by Cambridge English scientists confirmed that
psychological targeting, like that used in Cambridge Analytica,
increases the number of clicks on Facebook ads by 60%. The
likelihood that after viewing personalized advertising, people will
switch to action (they will buy the advertised item) growing 15 times.

Also, examples of using Big Data to create a portrait of a
target consumer can serve as prerequisites for:

- personalization of the proposal for a specific consumer
based on the analysis of information about him in real time. For
example, with the help of Affedex Affectiva technology, when
viewing a horror movie, a user can make it as scary as he wants.
Using the camera on a tablet or smartphone, the program analyzes in
real time the emotions and facial expressions of the viewer. If at any
scary moment the user turns away, then on the basis of his biometric
data and algorithms, the program decides whether to keep him
energized or speed up an eerie moment;

- price discrimination depending on the user profile. For
example, a network of popular hotels in the United States, as a result
of in-depth analysis of data on its consumers, found that owners of
certain models of smartphones and users of individual browsers
when booking rooms focus more on prices than on the appearance of
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the rooms and the quality of services. Based on this information,
management has developed differential pricing for certain categories
of its customers;

- automation and optimization of the process of supplying
goods to retail chains. This is made possible by software that
analyzes the data accumulated by trading networks, and provides
manufacturers with information on which products are in demand, or
whether they are sufficiently in stock, which stores are the most
profitable, etc .;

- create personalized advertising campaigns. Extensive online
targeting capabilities allow you to provide consumers with
information about products that may interest them. Moreover, the
campaign can be customized not only by geographical, regional,
socio-demographic characteristics of users, but also by interests
based on the analysis of search history and pages on the user's social
networks [3, p. 171].

We must not forget that Big Data as such will carry little
sense for the business, if it is not consistently converted into “Smart
Data”. The main goal from analyzing a billion lines of data is to get
answers to the crucial questions about your target consumer. And
marketers, who have picked up the global trend of gathering large
amounts of information everywhere, are more likely to get even more
guestions about their brand, product, and audience from them, for
which they don’t have enough resources to search for answers. It is
important to remember that it is the choice of marketing tools,
including deep analytics, that should contribute to the realization of
your strategy of interaction with the target consumer.

Modern consumers do not like manipulations. They are
already rather tired of the abundance of promotional offers and are
rarely kept on price tags from ’99. Yes, and on the good old trick
with the location of the most necessary goods (at the end of the hall is
not so effective. Today, a generation of new consumers is almost
formed, who have little trust in marketing campaigns and “super-
profitable” offers. They go to the supermarket with a list of necessary
products and less give in to impulsive impulses to buy something
unnecessary. In addition, consumers are beginning to react
negatively to really aggressive ways of selling goods. In this regard,
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marketers Now consumers strictly control the sex they don’t wait and
see what advertisements they’ll show, they choose to watch, they can
skip ads, ignore them, etc. From a position of a target consumer, the
security of information is extremely important in working with Big
Data double blind comparison, because in fact the names and
addresses of customers are not important. It is also necessary to
provide the consumer with the opportunity to refuse to receive
targeted advertising addressed to him (“notice and choice”).
However, consumers make it clear that they are happy to get
acquainted with relevant advertising and that it is not an annoying
factor. Therefore, it is so important to contact the target audience
with a targeted message, without violating the privacy of their
personal information at any stage of the campaign [4, p. 124].

Using the Big Data toolkit in business provides benefits to
both producers and consumers. The consumer receives personalized
content that matches his needs and interests. The manufacturer
manages to automate the uniform data collection and processing
processes and free up time resources for solving problems, which
will require a more creative approach; optimize marketing activities:
spend less, getting better results; to establish mutually beneficial
relations with the consumer by maximizing the compliance of the
marketing mix with the needs of the individual client [12].

Conclusions and prospects for further development. Big
Data technology has a high value in marketing activities, as it allows
companies to regularly receive detailed information about their
customers, not as a single mass, but about each customer separately.
This leads to a transition to personalized customer service with
automatic generation of an individual marketing program for each
consumer, which will make it possible to determine customer
satisfaction with the product (service), increase trust and loyalty, and
increase demand for products. Due to the increasing level of
information relevance, companies are able to significantly improve
the effectiveness of marketing investments. For foreign companies,
the collection of Big Data tools has already ceased to be an
innovative phenomenon. The use of this technology is not a
competitive advantage, but a necessary condition for ensuring
competitiveness.
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The transition of the domestic business environment to
management based on data mining will take some more time. The
main reasons for the delay in the implementation of Big Data by
Ukrainian organizations are the high cost of software, the time it
takes to adapt specialists to use it and a number of technical problems
associated with the imperfection of algorithms used in Big Data
tools.

However, it should be noted that unlimited access to an array
of digital footprints opens up unlimited opportunities to influence
society or manipulate society, and therefore confidentiality, secrecy,
personal space - these concepts lose their meaning in modern digital
society. Thus, companies should take care of the integrity of the
personal information of the target consumer.
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