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Xiilasa

Segmentlogdirma biznes resurslarin hadaf yoniimlii istifadosine imkan verir. Seq-
ment(lor) tizra doyar toklifina fokuslanma biitiin imkanlar1 biznes hodof {igiin sofor-
bor etmays komok edir. Seqmentin homogen faktorlar (demografik, cografi, psixo-
grafik vo davranis) asasinda miiayyan edilmasi detalli yanasma talob edir. Baxma-
yaraq Ki, bazi faktorlar qrupun yaradilmasi tiglin xiisusi 6nama malikdir, digorlari
asason galocak 4P addimlar tigiin vacibdir. Digar torafdon marketing miitoxassis-
lori segmentin segilmasine do xiisusi digqgot ayirmalidirlar. Potensial miistorilori
calb etmak iiciin onlar colbedici faktorlar asasinda toyin edilmis seqmento Xitabon
dayar toklifini hazirlamali vo ragiblorlo miigayisade mévqelandirmalidirlor. Bu
halda, colbedici seqment {izra gorar gabuletmo problemi yaranir. Aragdirmamizda
biz homogen calbedicilik faktorlarini tasvir edirik vo onlar tizro gorar gobuletms
problemini hall etmak ti¢iin FAHP (Fuzzy Analytic Hierarchy Process) Qeyri-salis
Iyerarxik Tahlil Prosesi metodunu totbiq edirik.

Acar sozlar: segmentlosdirma, marketing, gorar gobul etmo, geyri-salis mantiq,
QAIP.
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Abstract

Segmentation enables the business to allocate its limited resources within the target
market. The focus of value proposition on the segment(s) helps to concentrate all
efforts on business goal. The evaluation of the segment based on the segment’s
homogeneous factors (demographic, geographic, psychographic, and behavioral)
needs detailed approach. Although some factors play crucial role on grouping,
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some of them are essential for future 4P steps. On the other hand, marketers have
to pay attention to the segment selection. Depending on attractiveness of factors of
segment(s), they select their target market in order to prepare value proposition and
position it in comparison with competitors to attract potential customers. At this
rate, attractive segment selection appears as a problem for marketing decision
maker. In our research, we describe homogeneous attractiveness factors and try to
find out the solution for the decision-making problem via application of Fuzzy
AHP method.

Keywords: segmentation, marketing, decision-making, fuzzy, FAHP.
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Pesrome

CermeHTaIHs MO3BOJISICT UCIIOIB30BATH OU3HEC-PECYPCHI HeIeHanpaBieHHO. Do-
KyCHPOBaHHME BHUMAHHS HA [ICHHOCTHBIX MPEUIOKCHHUSX 110 CETMEHTaM ITOMOTAeT
MOOMIIN30BaTh BCE BO3MOXKHOCTH JIJIs JOCTHIKEHUS OusHec-meneit. CermeHTanusi,
OCHOBaHHas Ha TOMOTCHHBIX (hakTopax (memorpapuyeckux, reorpaduuecKux,
ncuxorpaMyecKrx U MOBEJCHYCCKHUX ), TpeOyeT AeTanbHOro noaxoaa. Hecmotps
YTO HEKOTOPbIC PaKTOPBI UMEIOT 0CO00E 3HAYCHHE [UIsl CO3IAHUS TPYIIIIBL, IPYTHe
BaKHbI JUTs1 Oymymux maroB 4P. C npyroit CTOpOHBI, CIIEIHATHUCTHI 10 MAPKETHHTY
JOJDKHBI 00paTUTh 0C000C BHUMaHHE Ha BBIOOp cermeHTa. YTOOBI MPHBIIEYD IM0-
TCHIIHATBHBIX KITHEHTOB, MM HEOOXOIUM pa3paboTaTh IIEHHOCTHBIX MPEIOKECHUI
JUISL CETMEHT Ha OCHOBE IMPHUBJICKATENLHBIX ()aKTOPOB U TO3UIHOHUPOBATE UX 10
CPaBHEHHUIO C KOHKYpEHTaMu. B 3TOM ciyuae Bo3HHKaeT mpobiieMa IPUHATHS pe-
IICHHUS 10 TPUBJIEKATEILHOMY CETMEHTY. B HallleM HCCIIeJOBAHUHU MBI OITCHIBACM
TOMOTECHHBIE (paKTOPbI TMPHUBJIEKATEIbHOCTH U npuMeHseM meton FAHP (Fuzzy
Analytic Hierarchy Process) - [Ipomecc HeueTKOM aHATUTHYECKOW HePAPXUH IS
pelieH s TPOOIEMBbI IPUHSITUS PELICHH.

KuroueBble ci10Ba: cerMeHTalusi, MApKETHHT, MPUHATHE PEUICHUM, HedeTKas
noruka, HAWIL.
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The market segmentation is the process of splitting customers, or potential
customers, within a market into different groups, or segments, within which cus-
tomers share a similar level of interest in the same, or comparable, set of needs
satisfied by a distinct marketing proposition [1]. The main object is targeting the
right market that business concentrates on in order to use its limited resources to
reach the goal. According to Roger J. Best, “the first step in segmentation process
is identifying the benefits that help to solve customer problems. The different cus-
tomer needs affect customer product choices. Because of this reason, it is important
to understand the different benefits that customers seek to solve different problems.
It is appropriate to identify demographic, psychographic and behavioral indicators
after grouping customers based on their needs. The differentiation factors of seg-
ments help us identify them in order to make a choice on the attractive ones™ [2].
Most of companies prefer to identify its target market rather than dealing with mass
markets. There are different segment identification and description methods to
apply. In most cases, we can face in the papers and articles that authors apply
clustering methods as K-mean, C-mean etc. to describe segments. Although the
identification and description methods of segments are researched in most litera-
tures and papers, attention to the segment selection and attractiveness factors
evaluation have not been paid enough. The experts mostly focused their efforts on
different segmentation evaluation methods and techniques (Bonoma, Shapiro
1983; Christen 1987; Elrod, Winner 1982; Morrison 1973; Novak et al. 1992; Wildt
1976). Even general studies of market segmentation have paid little or no attention
to the evaluation and selection stages (Beane, Ennis 1987; Weinstein 1987; Wind
1978) [4]. In some papers, the segment selection problem is solved based on
application of FAHP, COPRAS-G, and TOPSIS methods [4], [7]. The researchers
take into account especially market related macro factors that have impact on
decision-making. The segment’s homogeneous factors mostly used in order to
describe the segment itself for preparing 4P strategies. When market related macro
factors are more or less the same for all the players of the market, it becomes dif-
ficult to distinguish the segment(s) in selection process.

Preliminaries

1.1. Fuzzy Set and Fuzzy Number

The introduction of the Fuzzy Set Theory by Zadeh (1965) provides an opportunity
to deal with the uncertainty. The major advantage of the theory is capability of
representing uncertain data. A class of objects with a continuum of grades of mem-
bership is a fuzzy set. The membership function characterizes the set and assigns
to each object a grade of membership ranging between 0 and 1 [6].

138



A.V.Badalov: Single segment selection based on the homogeneous factors

A Fuzzy Set Theory is described via a tilde "~" that placed above a symbol. The
Fig. 1 demonstrates a Triangular Fuzzy Number (TFN) M and M = (I, m, u). The
I, mand u (1 < m < u) parameters are the smallest possible value, the most
promising value, and the largest possible value, respectively. They describe a
fuzzy event. The membership function is shown below [6]:

I
A
ol M
M) | r(y)
|
I b
0,0 { / m u \ -

Figure 1. The membership function of the TFN M [6]

The membership function can be defined as follows [6]:

0, x <l
x\ _ ) (x=D/(m=-D,l<x<m
“(ﬁ)_ u—-x)/(u—m), m<x<u 1)
0, xX>u

The corresponding left and right representation of a fuzzy number and each degree
of membership are given in the formula as follows [6]:

M =M, MO =[l+(m-Dy,u+m-wyl, y€[0,1] (2)

where I(y) is the left side representation and r(y) denote the right side
representation of a fuzzy number [6].
There are various operations on TFNs and the important ones are illustrated in this
research. Two positive TFNs (al, b1, c1) and (al, b2, c2) have been given as fol-
lows [6]:

(ay,by,¢1) + (az, by, ¢5) = (ay + az, by + by, 1 + ¢3)

(a1, by,¢1) — (az, by, ¢3) = (ay — az, by — by, c; —c3)  (3)
(ag, b1, c1) X (az, by, ¢3) = (ag X az, by X by, ¢ X ¢3)
(ai, b1, c1)/(az, by, cz) = (a1/cy,b1/by,c1/az)

1.2. The Fuzzy Analytic Hierarchy Process method

Saaty introduced The Fuzzy Analytic Hierarchy Process (FAHP) method in 1980.
FAHP is the quantitive method, which makes it possible to make decision on one
or several criteria and their alternatives. The hierarchy is built on pairwise compa-
rison and subjective judgment. The process covers six steps:
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e Description of problem via structuring it

e Criteria and alternative determination

e Calculation of weights of decision elements

e Calculation of matrix indicators

e Collection of defuzzified decision elements
AHP creates structured frame for determination of priorities for all stages with a
help of pairwise comparison. It is described as 1 = 9 scale in Table 1:

Table 1. 1 + 9 Fundamental scale.
Strength of importance Description

1 Equal importance

3 Medium importance

5 Strong importance

7 Very strong importance

9 Extreme importance
2,4,6,8 Average indicators

Application of the Fuzzy Logic Theory enabled to expand the capability of this
method. FAHP found its use essentially on solution of planning, resource allocation
and conflict management problems.

Figure 2. Description of hierarchy for multicriterial decision-making problem [4]

The steps below should be applied for structuring the decision model via FAHP

method:
Step 1. We define pairwise comparison as described in Table 2:

Table 2. The description of Likert scale via application of fuzzy approach

Linguistic variable Fuzzy scale
Equal important (1,1,1)
Medium important (2,3,4)
Strong important (4,5,6)
Very strong important (6,7,8)
Extreme important (9,9,9)
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For instance, according to the table above if we say the importance of criteria C; is
very strong for us and stronger than criteria C, then this criteria is denoted with
Triangular Fuzzy Number as (4,5,6). On other hand criteria C, is described with
Triangular Fuzzy Number as (1/6,1/5,1/4) to C; relatively [5].

The pairwise comparison matrix is given in (4) and (5) equations where they indi-
cate importance of criteria i over criteria j via a;; triangular fuzzy number a;;. For
instance, ds, indicate importance of 3 rd criteria over 2 nd criteria.

dll dlz ...... dl‘n
} a21 aZZ ...... dZn
A= - 0 e (4)
[anl Gpy o annJ
1,11
I[ 1( : )1 (a2, af, ay) ... (ainxaﬁxalfn)}
i= | (a3, af; 12’ 12) (1'%'1) (ahn, aZh, a%y) (5)
| . L . zoxo1 ’ I
l (aln' 1n' l ) (a;n'a;nn’ aén) (1’1’1) J

Step 2. It is normalized via formula (5) for assurance of calculation results of
importance determination in pairwise comparison matrix. Then we calculate Eigen
vector as in Table 4. After the calculation of 4,,,,, , we determine M; with the help
of defuzzification. We use formula (6) to find out consistency index.

Table 3. The description of factors as pairwise comparison matrix

C C1 C2 C3

Cl1 aj, ari ath ai, ais ats ais as as
C2 a3, az az a3, azs az, abs azs azs
C3 az azi as as, az; as, azs azs ass

Table 4. Eigen vector calculation

C Eigen vector calculation
C1 (aiy +ai, +aj3)/3 (afi + af3 +af3)/3 (afy +afz + ats)/3
C2 (agq + az; +azs)/3 (a3} + affy + a33)/3 (a3, + a¥, +a33)/3
C3 (a3, +aj, +aj3)/3 (afy + afy +aiy)/3 (a3, +a¥, +a¥3)/3
C.
N; = 5
t Z?=1 Ci ( )
_ Amax—n
Cl = — (6)
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Step 3. To check consistency index adequacy Saaty (2005) introduces the calcula-
tion of consistency rate (CR) [5]. If factors and sub-factors’ matrixes obey the
equation CR <= 10%, then the values calculated are relevant for further calculation.
CR calculated as follows,

CR=2<01~10% (7)

RI depending on criteria number has constant value and called Random
Consistency Index. Saaty introduces its values in the table as follows,

Table 5. Indicators of Random Consistency Index (Saaty, 1977)

N 1 2 3 4 5 6 7 8 9 10

RI 0 0 0.58 0.9 112 1.24 1.32 141 1.45 1.49

Step 4. If factor and sub-factor matrixes fit Consistency Rate requirement, we carry
on our calculation regarding them to solve segment selection problem. Fuzzy
comparison value for each factor is described as follows:

G = (Lymgw) )
Step 5. The calculation of G;
L = (i X 1z X, ... % ll-k)%, i=12..k 9)
m; = (Mjy; X myp X, ... X mik)%, i=12,..,k (10
= (U X gy %o X Uug)s, i =12,k (11)
Step 6. Fuzzy geometric mean is calculated with a help of formula below,
Gr = (Zi'(=1 li, ?=1mi ) {'(=1ui) (12)

Step 7. Fuzzy priorities are defined for each segment.

Then global weights are defined for each segment. Linguistic variables are des-
cribed with Fuzzy Triangular Numbers via Chan method as shown in the table
below,

Table 6. Fuzzy grading of sub-factors via Chan method [6].

Importance power Fuzzy scale
Very good (3,5,5)
Good (1,3,5)
Medium (1,1,1)
Weak (1/5,1/3,1)
Very weak (1/5,1/5,1/3)
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Step 8. The geometric mean of the value of fuzzy priority W via normalization of
factor priorities is calculated as follows,

i (Lymiuy) =( li m; uj ) (13)

% % % % = =
T (Ch i muy ) Vi1 Ui D=1 Mi Xi—q b

[0

W =

(20

Step 9. The defuzzification of triangular fuzzy number. The triangular fuzzy num-
bers are defuzzified via Centre of Area method with the help of the formula below,

Mi — lwi+m;vi+uwi (14)

Step 10. M; is crisp number but it is normalized via formula as follows:

M;
n
i=1Mi

Statement of problem

In our research, we focus on evaluation of the attractive homogeneous factors of
segments that have impact on decision-making. There are different approaches in
different papers regarding the factors so that the authors try to consider all possible
factors as segments’ factors, competition, financial and economical, technological
and political factors etc. [4]. In most cases, as a segment factor they choose demo-
graphic indicators. Therefore, our research focused mainly on the homogeny attrac-
tive factors as demographic, geographic, psychographic, behavioral indicators so that
other general external factors may have the same affection for all segments in equal
market conditions, which make them less distinguished. We assume that in afore-
mentioned condition, it is more reliable to make decision on segment’s homogeneous
factors rather than on external ones. Applying fuzzy AHP method we will do deci-
sion making on the segment’s homogeneous factors in this paper. The calculation is
based on the research DATA collected in previous paper of the author [3].

Calculation

The answers of the respondents regarding psychographic questions were not
enough to consider for this paper so that indicators of attitudes, values and interests
offered by the author. Regarding the methodology of FAHP, the problem structured
as follows:
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Volume (5;)
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Buying Volume
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Figure 5. Structure of the linguistic variables that indicates factor and sub-factors

In this paper, we substitute criteria and alternatives for factor (F) and sub-factors
(S) respectively. The importance of factor and sub-factor is defined before
describing pairwise comparison matrix as follows,

Table 7. Definition of the importance of the factors

Factor Linguistic variable Fuzzy scale
Equal important (1,1,)
Fs Medium important (2,3,4)
F2 Strong important (4,5,6)
F1 Very strong important (6,7,8)
Extreme important (9,9,9)

Table 8. Definition of the importance of the sub-factors of C1 factor

Sub-factors of C1 Linguistic variable Fuzzy scale
Equal important 1,1,1)
S2, S3 Medium important (2,3,4)
S1, Ss Strong important (4,5,6)
Sa Very strong important (6,7,8)
Extreme important (9,9,9)
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Table 9. Definition of the importance of the sub-factors of C2 factor

Sub-factors of C2 Linguistic variable Fuzzy scale
Equal important (1,1,D)
Ss Medium important (2,3,4)
S, Strong important (4,5,6)
S1 Very strong important (6,7,8)
Extreme important (9,9,9)

Table 10. Definition of the importance of the sub-factors of C3 factor

Sub-factors of C3 Linguistic variable Fuzzy scale
Equal important (1,1,
Ss Medium important (2,3,4)
S, Strong important (4,5,6)
St Very strong important (6,7,8)
Extreme important (9,9,9

Table 11. Pairwise comparison matrix of Factors

F F1 E2 E3

F, 1,00 1,00 1,00 6,00 7,00 8.00 4,00 5,00 6,00
F; 0,13 0,14 0,17 1,00 1,00 1,00 0,50 071 1,00
F; 0,17 0,20 02 1,00 1.40 2,00 1,00 1,00 1.00
Total 1.29 1,34 1.42 8.00 940 11,00 5.50 6,71 8.00

Table 12. The normalized factor values by the formula (5)

F F1 F2 Fi

131 0,77 0,74 0,71 0,75 0,74 0,73 0,73 0,74 0,75
F2 0,10 0,11 0,12 0,13 0,11 0,09 0,09 0,11 0,13
Fs 0,13 0,15 0,18 0,13 0,15 0,18 0,18 0,15 0,13

Table 13. Eigen vector values based on the calculation in table 4

F Eigen vector values

Fi 0,750 0,745 0,728
F2 0,104 0,106 0,111
Fs 0,145 0,149 0,161
Total 1,000 1,000 1,000

Table 14. The determination of Eigen vector maximum value 4,,,, and defuzzification.

F Eigen vector values L M U
F 0,750 0,745 0.728
' ! ’ =0750x129 =0745x134 =0,728% 142
Sum of Fy 1,29 134 1,42
Fy 0,104 0,106 0,111 0.834 1,000 1223
Sum of Fy 8,00 9.40 11,00
Fs 0,145 0,149 0,161 0,799 1,000 1289
Sum of F 5,50 6,71 8,00
Amax TE=2,602 PR om=3000 ¥, u=3,543
L+M+U 2602 +3000+3543
M, M=o = : =3,048
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Ao.—n 3,048 —3
Ccl = ==& = = 0,024
n—1 3
CR—CI—O'024—0042—42°/
TRl 058 T el

It is appropriate to carry on the calculation for pairwise comparison matrixes be-
cause the consistency rate of factors pursuant to CR<=10%.
Based on formulas (9), (10), (11), and (12):

ly = (1X6X% 4)% =2,88

l, = (0,13 x 1% 0,50)% = 0,40

lis = (0,17 x 1% 1)% = 0,55

3
Y-

=1

2,88 + 0,40 + 0,55 = 3,83

1
my = (1x7x5)3 =327
1
mg, = (0,14 X 1 x 0,71)3 = 0,47
1
me; = (0,20 X 1,40 x 1)3 = 0,65

3
Z m; = 3,27 + 0,47 + 0,65 = 4,39
i=1
Uy = (1X 8 X 6)F = 3,63
U, = (0,17 x 1 X 1)% = 0,55
s = (025 %2 x 1)7 = 0,79
Z w; = 3,63 + 0,55 + 0,79 = 4,98

i=1

Each sub-factor is calculated pursuant to their importance as a next step. We can
follow the same rules that we applied for factor calculation in Tables 11, 12, 13,

and 14.

p la Mg ug | _[288 327 3,63] [0.58; 0,74 0,95]
T u Y, m Y3 1| 1498°439°3,83] " T
_ l, Mg um | [0,40 0,47 0,557

W ) ) = ) , =10,08;0,11;0,14
. L i3=1 uC Z?:l mC l$=1 lC_ '4'98 4’39 3’83' [ ]
_ ls Mg Ug 0,55 0,65 0,791

w, , = =, =[0,11;0,15; 0,21
. L i3=1 uC l$=1 mC l3=1 lC '4'98 4’39 3’83' [ ]
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Table 15. The pairwise comparison matrix of sub-factors of (F;)

Fi 51 S S S Ss
81
1,00 1,00 1,00 200 3,00 400 200 3,00 400 6,00 7.00 8,00 400 300 46,00
82
025 033 050 1,00 1,00 100 100 1,00 100 1,50 233 400 050 0,60 067
83
025 033 050 100 100 1,00 1,00 1,00 1,00 1,50 233 400 050 0,60 067
B4
013 014 013 025 043 087 025 043 0467 1,00 1,00 1,00 05 071 1,00
83
1,00 1,00 100 033 060 100 033 0060 1,00 1,00 140 2,00 1,00 1,00 1,00
A —-n 5406—-5
cr =" - =0,102
n—1 4
CR ¢r_010z 0,090 = 9,0%
= —_—= = , = 0
RI 1,12 ’
Table 16. The pairwise comparison matrix of sub-factors of (F,).
F2 | S | 82 | B
S1 1,00 1,00 1,00 4,00 5,00 6.00 2,00 3,00 4,00
S 0.17 0.20 025 1,00 1,00 1,00 0,33 0,60 1,00
S3 025 0,33 0,50 1,00 1,67 3,00 1,00 1,00 1,00
Amax —M 3,118 -3
Cl = = = 0,059
n—1 3
¢r_ 0059 0,102 = 10,2%
= — = = = (1)
RI 0,58 ’ ’

The calculations provided for the factors should be applied for subfactors as well. Then
we determine the global fuzzy factor for each subfactor as described in Table 17.

Table 17. The values of the global fuzzy factors that determined for subfactors

Factors The fuzzy The global fuzzy
factor for factor for subfactors
subfactors

Demographic [0,33;0,51;0,77] [0,19;0,38;0,73]

factor (F1)
[0,58;0,74;0,95]

Psychographic
factor (F2)
[0,08;0,11;0,14]

[0,09:0,14:0,22]
[0,09:0,14:0,22]
[0,04:0,07:0,12]
[0,08:0,14:0,23]

[0,43;0,65;0,96]
[0,08:0,13:0,21]
[0,14:0,22:0,38]

[0,05;0,10;0,21]
[0,05;0,10;0,21]
[0,03;0,05:0,11]
[0,05;0,10;0,22]

[0,03;0,07;0,13]

[0,007;0,014;0,03]

[0,01;0,02;0,05]

Behavioral [0,43;0,65;0,96] [0,05;0,14;0,20]
factor [0,08;0,13;0,21] [0,01;0,03;0,04]
(Fs) [0,14;0,22;0,38] [0,01;0,05;0,08]

[0,11;0,15;0,21]
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The segments given in Table 19 are the alternatives. We should select between two
segments depending on the calculation of the total weights via applying Chan’s
prioritization method as follows,

Table 18. Segment profiles [3].

SEGMENT A SEGMENT B
Volume X person Volume y person
Priority Price, safety and Priority Beauty and
economy comfort
Type of Rational Type of Emotional
decision-making decision-
making

Rate of 63% Rate of 70%
dependents dependants
from from
consultancy consultancy
Income 1500-2000 Income >1500
Medium age 28-40 Medium age 23-36
range range
Geography Baku Geography Baku
Marital status Married (75%) Marital status Married

(70%)
Gender Male (75%) Gender Male (90%)
Potential buyer 37% Potential 34%
volume buyer volume
Buying 3-5 years Buying 3-5 years
frequency frequency

As we see, the method (table 19) is useful for solving the selection problem among
two or more segments. Despite of the calculation via applying the prioritization
method based on linguistic variables described with the triangular fuzzy number,
the subjectivity in this method emerges yet. It is possible to minimize the subjec-
tivity in the prioritization via using expert opinions regarding linguistic priority

variables.
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Table 19. The calculation of the total weights via applying Chan’s prioritization method [6]

Alternatives Sub- The furzy factor Fuzzy scale Linguistic Weight

factors mdicators for description
sub-factors

SEGMENT Volume [0,19:0,38:0,73]

A Sex [0,05:0,10:0,21]
Age [0,05:0,10:0,21] (1.3.5) Good [0,180:1,132;3,663]
Income [03:005:0,11] (1.1.1} Medimn [0,055;0,102;0,206]
Geograp [05:010:0,22] (1.1.1} Medimn [0,055;0,102;0,206]
hy [03:0.07:0,13] (3.3.5) Very good [ 0760 266:0,550]
Attitnde [ 0G7:0,014:0.0 (1/5.1/5,173 Very weak [ 01 0:0.021:0,074]
Values 3] ) Good [ 034:0 215:0,670]
Interests [0.01;0,02:0,05] (13.5) Good [0.007:0,043:0,146]
Decizion [0,05:0,14:0,20] {13.5) Iedimn [0.011:0.024:0.053]
making [0.01;0,05:0,04] (11,1} Good [0.047:0.411:1,003]
Buying [0.01;0,05:0,08] (1.3.5) Very weak [0,002:0,003:0,013]
frequenc (173,135,173 Buying vel. [0,003;0,013;0,080]
¥ )
Buying (1/3,1/3.1)
volmne

SEGMENT Volume [0,19;0,38;0,73]

B Sex [0,05;0,10;0,21]
Age [0,05;0,10;0,21] {3.3.9) Very good [0.570;1,887;3,603]
Income [003:005:0,11] {1.3.5) Good [0,055;0,307;1,025]
Geograp [05:010:0,22] {1.3.5) Good [0,055;0,307;1,025]
hy [03:0.07:0,13] (11,1} Medimm [, 025:0,054:0,110]
Attitnde [ 0G7:0.014:0.0 (1/5.1/5,173 Very weak [0 01 0:0.021:0,074]
Values 3] )] Good [, 034:0.215:0,670]
Interests [0.01;0,02:0,05] (13.5) Good [0.007:0,043:0,146]
Dec. [0.05:0,14:0,20] (13.5) Medimm [0.011:0.024:0,053]
making [0.01;0,05:0,04] (11,1} Very good [0.142:0,683;1,003]
Buying [0.01;0,05:0,08] (3.3.5) Very weak [0,002:0.003:0,013]
frequenc (1/3,1/5,173 Good [0.015:0,137:0,300]
¥ )
Buying (13,5}
voelmne

The results after the defuzzification and normalization by formulas (14), (15) as
follows:

Table 20. Defuzzification and normalization of the results

Alternatives Weight Mi Ni

SEGMENT

A [0,190;1,132;3,663] 1.66 0,52
[0,055;0,102;0,206] 0,12 0,04
[0,055;0,102;0,206] 0,12 0,04
[0,076;0,269;0,550] 0,30 0,09
[0,010;0,021;0,074] 0,03 0,01
[0,034;0,215;0,670] 0,31 0,10
[0,007;0,043;0,146] 0,07 0,02
[0,011;0,024;0,053] 0,03 0,01
[0,047;0,411;1,005] 0,49 0,15
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[0,002;0,005;0,015] 0,01 0,002
[0,003;0,015;0,080] 0,03 0,001
3,17 1,000
SEGMENT
B [0,570;1,887;3,663] 2,04 0,64
[0,055;0,307;1,029] 0,46 0,15
[0,055;0,307;1,029] 0,46 0,15
[0,025;0,054;0,110] 0,06 0,02
[0,010;0,021;0,074] 0,03 0,01
[0,034;0,215;0,670] 0,31 0,10
[0,007;0,043;0,146] 0,07 0,02
[0,011;0,024;0,053] 0,03 0,01
[0,142;0,685;1,005] 0,61 0,19
[0,002;0,005;0,015] 0,01 0,002
[0,015;0,137;0,399] 0,18 0,06
4,27 1,35

Conclusion

As a result, we defined that Segment B with 1,35 score is more relevant to our
target. In the next step, we can apply the same method via crisp numbers and for
the selection of several segments so that to compare the results in order to
understand how well the method fits to our goal in segment selection. The solution
of decision-making problem regarding single segment or multi-segment selection
will help businesses to define and attract the target market to allocate their resour-
ces effectively.
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