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ABSTRACT  
 

The commercialization of data about users is relevant 
when the number of properties databases. The importance 
of an adequate methodology for processing streaming data 
is due to the effectiveness of targeted advertising aimed at 
the target audience. However, the collection of 
information about users faces a number of problems. It 's 
no secret that the information about the device, user and 
location of the access point in the network is almost open. 
However, the fact that several users can use the same 
device can add so-called noise and exclude a potential 
client from the conditional collections. This study aims to 
identify qualitative patterns that affect the separation of 
user profiles with the same data about the physical device. 
 
Key words: target audience microsegmentation, target 
group analysis, semantic field, user profile 

 
1. INTRODUCTION 

 
During the period of its operation, the Internet has gone 

from a project designed to create a common environment 
for the dissemination of data, to a comprehensive global 
network, the driving force of which is becoming more and 
more trade. The result of trading in such an area as the 
Internet, where users themselves control the navigation 
process, can be determined only by how business takes 
into account their interests, and for this you need to know 
who they are, what their needs, desires, preferences, 
behaviors and more. 

The research conducted on the Internet aimed at 
studying the characteristics of its audience is designed to 
answer these questions. Its main characteristics include: 
the volume of the network audience and individual sites, 
its socio-demographic profile, consumer parameters of the 
user, preferences in a particular category of goods and 
services and a number of others [6, 17, 23, 24, 25, 26, 27, 
28]. The main features of these case studies of the target 
audience include: the size of the network audience and 
individual websites, its socio-demographic profile, 
consumer characteristics of the Internet audience. 

 
 
 

2. METHODS 
 
To improve the quality of the study, the following list of 

methodological tools was chosen: 
1. The method of abstraction - Theoretical-empirical 

method. This method allows in the process of analytical 
and design work to escape from the random, situational, 
non-essential properties, relationships and relationships of 
the phenomenon under study, as in our case, the main 
qualitative characteristics of users, and to identify the 
essential characteristics of the process [16]. Thus, in our 
distribution, one-time visits to certain resources that are 
not related to the main direction of consumption will be 
treated as insignificant errors of distribution. 

2. The method of active-activity training - the Use of 
this method increases the effectiveness of training 
activities in the implementation of the project. Guided by 
the methodology of the analogy algorithm, the 
reconstruction of the analytical mechanism of network 
user behavior can be identified as a model of active-
activity training [21]. The use of this method is due to the 
need to identify dynamic changes in long-term research in 
the field of analysis of user behavior with the introduction 
of elements of influence.  

3. Active observation is a Kind of observation method 
when the observer actively participates in the activity of 
the studied group, simultaneously registering the details of 
the behavior of its members. The formation of a model of 
the user's behavioral profile can not be carried out without 
active monitoring techniques [5]. 

4. Method of alternatives - This method improves the 
quality of the work performed by objectifying the 
procedure for choosing a method of solving a specific 
problem, because when it is used, different alternatives, 
options for action, answering a question, options for 
solving the problem are put forward; then these 
options/alternatives are discussed (for example, by a group 
of experts and with the involvement of a wide range of 
practitioners) for the final choice of the optimal solution. 

5. Method of analysis - Theoretical and empirical 
method, the division of the whole subject into component 
parts (sides, features, properties or relationships) for the 
purpose of their comprehensive study 

6. Methods of mutual influence analysis – This method 
improves the quality of work performed by analyzing the 
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influence of various factors on the studied problem [13]. 
Consideration of the reasons for a particular distribution, 
its availability, volume or lack thereof in certain countries, 
for example in our case, will be reflected to form a 
complete picture of the problem. 

7. The method of analysis and systematization of data - 
This method involves the structuring of the materials 
obtained in the course of analytical actions, followed by 
the unification of previously disparate concepts and 
judgments in qualitatively new information. Data analysis 
and systematization will be used in most project activities 
to improve the quality of work and in future studies. 

8. Analysis method range of subproblem - Method of 
analysis of the range of subproblem is to decompose the 
original problem into interdependent components, taken 
separately, the components of subproblem (as a rule, 
subject to hierarchical subordination). Then, all possible 
combinations of the components of the problem are 
compiled, for each of which a particular draft decision is 
drawn up. The use of this method will reduce the time of 
the analysis of the problem and the preparation of the 
required materials, improve the quality of work. 

9. The method of analysis of problems – Choosing the 
research method subproblem, we couldn't pass the method 
the main problems.  This method is used to solve the 
problems of choice of alternatives by means of their multi-
criteria rating. The method allows to analyze the problem 
[20]. In this case, the problem is presented in the form of 
hierarchically ordered: a) the main goal (the main 
criterion) of rating possible solutions, b) several groups 
(levels) of the same type of factors, one way or another 
affecting the rating, C) groups of possible solutions, d) a 
system of links indicating the mutual influence of factors 
and solutions. 

ti questions are designed to conduct research on the 
Internet, aimed at studying the characteristics of its 
audience. Its main characteristics include: the volume of 
the network audience and individual sites, its socio-
demographic profile, consumer parameters of the user, 
preferences in a particular category of goods and services 
and a number of others. The main features of these case 
studies of the target audience include: the size of the 
network audience and individual websites, its socio-
demographic profile, consumer characteristics of the 
Internet audience. 

 
3. LITERATURE REVIEW  

 
The theoretical basis of the study is a number of modern 

research in the field of behavioral profile, demand 
formation, conducting a series of marketing research, 
which explores the behavioral, psychological and elements 
of the portrait of the consumer in the network.  

Economic theory considers many aspects of human 
management. One of the main gaps in the consideration of 
economic science phenomena can surely be called 
problems with market failures. Theoretically, it is possible 
to reduce the impact on society of destructive 
consequences of this phenomenon, however, it is 
impossible to completely exclude it due to certain laws of 
the market formation. Targeted advertising, based on the 

results of marketing activities, including macro-
segmentation of users, and later micro-segmentation, 
theoretically can provide demand formation, which allows 
to reduce the appearance of some market failures [7]. 
Qualitative characteristics of user profiles allow us to 
identify the needs of users, however, a number of 
problems associated with the identification of a particular 
user by personnel can add to the study area of noise. 

Thus, a model of limited rationality is formed for the 
consumer, when the user chooses from the presented 
volume of proposals [18, 19]. A specific user, in a specific 
period of time. Identifying needs is easier when you use 
user profiles that synchronize mobile devices with 
workstations. This element allows you to specify the 
person of the user. A person, but not a person, as 
registration on certain resources does not require personal 
verification. In other matters, it is not required, since the 
formation of the proposal occurs mainly depending on the 
identified semantic field, the database of requests in the 
network and the user's cookies. 

The data collected, as discussed above, form the 
consumer choice model [3, 11]. Note also that the use of 
the workstation is usually identified as the use of the 
machine by one user. Identification occurs by comparing a 
number of factors. In our opinion, it is more important to 
subject user profiles to a more detailed analysis to identify 
user psychotypes or time of use of stations, to form a more 
accurate targeted advertising of goods and services. 
Similar arguments can be found in the works of foreign 
contemporaries conducting research in the fields of 
consumer behavior psychology [4, 14]. These studies note 
the importance of targeted advertising for individuals. 

Streaming segmentation of data on network users the 
most relevant with the use of new networks. As a rule, 
there are no particular difficulties in using methods to 
identify consumer preferences at first glance [8]. A 
number of Russian providers of network connections for 
mobile devices limit the ability to distribute network 
resources. Third-party device connections by third-party 
users adds noise that harms the analysis of a particular 
user's profile.  

The works of contemporaries reflect the relevance of the 
problems best. The interest in high-quality information in 
the modern realities of information resources overload 
allows to develop this direction in different directions [12]. 
Creation of software and hardware solutions, theoretical 
and methodological considerations of the theory of the 
question and so on, allow us to bring the methods of data 
collection and analysis to a qualitatively new level.  

In considering options for the collection and analysis of 
information about users of the network raises several 
natural questions. To give an example of a subjective 
situation, let's take the average family, we can say that 
working representatives of this family can see advertising 
from devices connected to the network at home only 
during non-working hours. During these periods, ads may 
be seen by the unoccupied population using devices on the 
home network. The implemented format of advertising on 
the Central television with its laws and prohibitions allows 
you to copy the model and adapt advertising activities for 
a particular family. Moreover, taking into account the 
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analysis of search queries, used information resources, the 
Association of users with certain semantic fields can be 
analyzed even psychotypes of users to improve the quality 
of targeted advertising [1, 2]. 

The research conducted on the Internet is aimed at 
studying the characteristics of its audience. Its main 
characteristics include: the volume of the network 
audience and individual sites, its socio-demographic 
profile, consumer parameters of the user, preferences in a 
particular category of goods and services and a number of 
others. The main features of these case studies of the target 
audience include: the size of the network audience and 
individual websites, its socio-demographic profile, 
consumer characteristics of the Internet audience. 

Discussion. Having considered the main directions of 
research in the analysis of data of network users and 
distribution errors, it can be concluded that in dynamically 
changing conditions it is possible to find a model that will 
increase the efficiency, conditionally, advertising models 
used as a result of micro-segmentation of the target 
Internet audience.  One of the basic and attracting the most 
attention is the question of the total number of online 
users, which characterizes the interest of commercial users 
of online resources [15]. Interest in this issue is justified 
by the fact that the effectiveness of paid online application, 
like most classical media, is more focused on the level of 
penetration into the environment for which it is specialized 
[22]. Upon reaching a specific critical value (critical 
mass), in the case provided for this figure is taken about 
10-15 %, the use of methods is identified adequate costs 
for its implementation and use, and its distribution meets 
the needs of consumers of such specific goods as 
advertising in the network. 

The limited liability company "Integrated systems" 
within theoretical researches carried out the analysis of the 
consolidated image of the user of the Internet. The 
conducted research provides an opportunity to estimate the 
approximate number of users and, most importantly, to 
Assess the prospects for the growth of the Internet 
audience and the commercialization of the Internet. 
According to the research of Nua Internet Surveys 
(www.nua.ie/surveys/) in may 2002, about 580 million 
people had online access. This reflected at that time less 
than 10 % of the population of our planet and said that 
online is in its infancy. According to monitoring 
specialists , by the end of 2003, users have more than 600 
million, and in 2005 - more than 800 million people. 

Geographically, web users are distributed quite non-
uniformly. Table 1 presents data on their distribution by 
world regions. 

Research conducted on the Internet aimed at studying 
the characteristics of its audience. Its main characteristics 
include: the volume of the network audience and 
individual sites, its socio-demographic profile, consumer 
parameters of the user, preferences in a particular category 
of goods and services and a number of others. The main 
features of these case studies of the target audience 
include: the size of the network audience and individual 
websites, its socio-demographic profile, consumer 
characteristics of the Internet audience. Figure 1 shows the 
percentage of households with internet by region. 

 
Table 1: Dynamics of growth of Internet users. Source: 

International Telecommunications Union [9]. 
 

 2005 2010 
 
2017 

World 
population 6.5 billion 6.9 billion 7.4 billion 

Users 
worldwide 16% 30% 48% 

Users in 
developing 
countries 

8% 21% 41.3% 

Users in 
developed 
countries 

51% 67% 81% 

 
Modern realities of the number of Internet users reflect 

the decline in the number of growth over time. 

 
 
Figure 1: Percentage of households with Internet, by 

region, 2018 (Joshi, Y., Rahman, Z., 2019) 
 
The degree of development of the network in any 

country is closely related to the overall level of 
development of telecommunications infrastructure and 
computerization in it. As a result, it is not strange that the 
more developed state in this sense in real time is the 
United States. More than 60 % of Americans over the age 
of 12 have online access, and half of them go online every 
day and spend at least an hour in it. 

In Europe, most users belong to Germany and England. 
The Russian Federation is still lagging behind these States. 
The prevalence of online in Russia is estimated to be 
within 10 % of the population of the state. 

The growth of online Asian countries is of sufficient 
interest. In particular, the number of its users in the Land 
of the rising sun increased by 130 million last year, and 
now there are more than 800 million In India, more than 
700 million people. The rate of growth in the number of 
users in China and India per year was more than 30 % per 
year. 

By the average amount of time spent online , the 1st 
place is taken by America. In Europe, the favorite is 
England, where users go to the Network 5.1. It is followed 
by Germany and France with a figure of 4.9 hours. 
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About 2/3 of online users are now male and only in 
accordance with this 1/3 — female. At the initial turn of 
online Development, the difference was even more 
significant , and now from year to year there is a rise in the 
percentage of the female level and a gradual 
approximation of the indicator to the global statistics of 
gender distribution [1]. 

The average age of online users on average more than 
30 years, and there is a gradual rise. As show the 
conducted researches, a great skill of work in Network 
own young people aged 18 to 35 years. This surge can be 
explained by the increased level of use of modern gadgets. 
Users 20 years ago were not able to provide each family 
member, conditionally, a device with Internet access. 
Moreover, the presence of such a device in Russia 20 
years ago could be found only in families with high 
incomes or with activities in the field related to computers.  

Internet users have a fairly large degree of education —
the minimum number, 66 % graduated from the Institute 
or have a higher level of education. Contemporaries of 
scientific thought associate this phenomenon with the 
availability of education [10].  

About 43 % of Internet users are married. 
Modern realities of the theory of the question are such 

that the growth of Internet users is characterized by an 
increase in new possible consumers of goods and services. 
Data collected about users can bring commercial benefits 
to big business, transnational corporations. As for small 
and medium-sized businesses, the issue is much more 
acute. The comparative advantages of advertising for small 
and medium-sized businesses in practice are proved by 
representatives of advertising agencies and departments of 
transnational corporations. The influence of integration 
processes allows the methods of comparative advantages 
to work more effectively. 

The main for Russian the Online now remains question 
joint number of users. According to the Agency 
Monitoring.Ru by the beginning of 2001, between 110.5 
million of the Mature population of the Russian Federation 
aged 18 years and older, the maximum audience was 10.3 
% (11.4 million people). It connects both intensive, for 
example, and not very intensive users, but also those who 
contain only a single skill of visiting online [18]. 

The number of the largest audience is considered to be 
an informative indicator of the formation of online 
audience in Russia.  

According to the research of the public opinion 
Foundation (hereinafter FOM) and open data 
Yandex.Metrics 29% of all visits occur from mobile 
devices. These data are the most valuable, as mobile 
equipment is more personal. From related studies of these 
companies can be extracted information about the ratio of 
Internet access from mobile devices, computers and 
mobile devices and only mobile devices – 29%, 52% and 
19%, respectively. The use of different devices is often 
simplified for analysis by some users. They use certain 
services that consolidate user information, creating a 
single user-friendly environment. Retention of information 
about individuals creates a database which later is possible 
in varying degrees, to commercialize. 

Just an important indicator for the analysis is the time of 
use of access to the network. Computer at work, access 
from a router or through a patchcord from a home 

computer identify the user in different ways. The quality 
of requests, page visits, correspondence in open social 
sources – all these data form the user's profile, and as a 
result, the consumer. 

 
4. CONCLUSION 

 
The analysis of data on the network users allowed to 

draw a number of significant conclusions. Network users 
have their own quality characteristics. Access to online at 
a certain time, the quality of queries, the number of search 
queries. The consolidated information can be separated 
into different profiles in case of discrepancies in the 
average profile parameter.  

Internet access time is also important. Let's go back to 
the example of the average family. The formation of 
advertising content for the family at different times of the 
day should take into account the age characteristics, the 
alleged psycho and exceptional personality traits identified 
in the analysis of the user profile. Given these indicators, it 
is possible to increase the effectiveness of spot advertising.  
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