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© The rate for a non-contractual fee for

one act of the legal service is set from
the tariff value of

1. up to CZK 500............ A Ry PRI CZK 300 (12 EUR),
2. from more than CZK 500 up to CZK 1,000............ CZK 500 (20 EUR),
3. from more _ZK 1,000 up to CZK 5,000......... CZK 1,000 (40 EUR),
4. from more than CZK 5,000 up to CZK 10,000........ CZK 1,500, (60 EUR),

...CZK 1,500 and CZK 40
ing CZK 10,000,

0,000....CZK 9,100 (364 EUR)
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o Analysis customer
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S needs ¢ - bea ior

e To find out smﬂaréfeds and demonstrate
similar buyer behavior m\

e To matct oups of the same set of needs |
“and buye ehawor (segment)

e the segments are often named and/ or
numbered in some

e homoge
e diffused
e Clust




e Customers buy’/ 2/&6 lct for solving \\3,

some problem (need) —
e ) v
o Why do you need to buy a car?
e Tell us ab




- Circle of needs and consumdtion | ~ \d

Requests

Action Products
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e by geog fa phy ’ oy | \

e where the customers live | e
e by psychographics ) ~! ,_
—® I|festylé\or beliefs \ J
e by soCi -cuIturaI factors

® a socia

e by demog

e how often the , who they buy




4‘ Goal of segmentation is:

Goal of segmentation js:

e To identify groups of similar customers and
potential customers;

e To0 prioritize the groups to address;
e To understand their behavior;

e To respond with appropriate marketing
strategies that satisfy the different
preferences of each chosen segment.

= to improve business performance (profit)
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= choosing which seg’me to address

Every segment should be: \

° Different - is it distinct from other segments
(dlfferent~¥gments have different needs):

e Homogeneous - is it homogeneous within the
segment (exhibits com eeds)?

e Viable —th
big the se

e Accessibl
e Measurable - Is it

to make a profit?
ment?

e segment how




= deS|gn|ng an épg/opn s marketlng \\
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e 1 segment coﬁc?(cfé on | A,

e Selective speciali ajon b
/> Product\speaallzatl
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e Full mar




e Prepare segmé ff on of 'your group \g/
h

(Flnd at least 1 aracterlstlcs)\
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—— generatiOn borr} d ﬁcj“ 1e_Great Depressio %
and World War 1I1I.

e generation born from )925 to 194;\ [
4 e found |ts¥haracter|stlcs as: \
e Jrave i
e conventio »
® POSSESS
e expect esiring faith, and

- o for women, de
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~ e born during the he ographic Post-World War
IT baby boom y

e generation born from }946 to 196:1\ :
e found |ts¥haracter|st|cs as: \
e eCONOMIC power,

e their life nclude the rise of

e high |
-~ o the large num e\fulltime
- careers in the




e generation b0|l gfcér ne baby boom \&J

e generation born oin 1965 t0 1977
ti

/T found |t§ character csas: J
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Generation Y

e known as the Millennial Generation or
Generation Next or Net Generation

e generation born from 1978 to 1994

e found its characteristics as:

e trend toward smaller families in developed
countries continued

e marked by an increased use and familiarity
with communications, media, and digital
technologies
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P ® generation b0|ln é/mﬁ 995 to 2010 \L

e found its charac rijtics as:

/T ___6 havé““e%iveloped work cha racterisiics é""hd [
~ tendencies from doting parents, structured
lives,

e workin
friend
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- e Age structure .’ \ \ |
e older people — segmen ounﬁ old medlcaments N/
|

cosmetics, special offers for t

S Segment EQK

/ ° S|ze of household - (

e smaller h »useholds, a lot of unmarried (size of\aackages)

e Income structu

e Structure
e great ra

- e question: family
/- Household produ
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e Price orientaticgn ( ~ | \_ﬁ,

e Quality orientati b
/e Price ang:l Quality or)entatlon \ | J

e Health and beauty orlentatlon




e Which Segmerzt gﬂﬁ&e tion from n%

trends is suitable for Iawyers?\
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