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Basic principle of marketing, goals of marketing

Ways of client segmentation, specification of clients,
determination of perspective clients

Expectation of clients

Measuring of clients satisfaction, strengthen client loyalty
Customer services offered by lawyers

Building promotion and building image

Determination position in the market

Marketing strategies to attract new clients, ways how to get
competitive advantage

Communication with clients

Building of effective marketing plan and its implementation,
Determination of marketing costs

Presentation and discussion of semester papers
Presentation and discussion of semester papers




1. Presentation of news o“ the topic e
e 1 point for one news for one lesson (no. 2-10)

2. Solution of individual and team tasks
e 1 point for one lesson (no. 2-10) )

. To write semester paper
e maximum 14 points

4.  To present 'éemster"" paper
e maximum 8.points

rd

Grade from

A : 30 — 27 point
B : 26 — 23 poin
C: 22 - 19 points
D:18-15

E: 14 -

he lessons for 3 minutes \\:/




e Topic:

.-“J‘-‘-—J’

Measuring of clients satllfactlo way§ how to increase this satisfaction
Customer services offered by lawyers | N i
Advertising and lawyers (attorney-at-law offices) =

Communication with clients ) \

=

' ? your theme

° AII the semester paper have to include part of theory and part of
applicatio -

e Application can dation) or copmarlson (e.q.
between the si [ |

e Inordertos m, submission for this course
will be store semester paper will be
check for i

.-'/I
e Deadline
e April, 30 - of semester paper




e Submission Formats: ’ " | “
: e Email all submissions to: eva.tomaskova@law.muni.cz

e Email etiquette: do not attach your submissions to a b@l

e Late/Non-Submissions
/ e Maximum\ﬁg)ints for late semester paper will be 10.

\ f

e Format:
e Length: mini

1 500 words

e Presentation
e PowerPoint

Days: May, 17 or May
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Marketing

e Marketing can be categorized as a branch of
business as well as'a social science.

e The marketing concept is based on the idea
that firms should analyze needs and wants of
consumers and use the outcomes to make
decisions.

e Marketing involves a range of processes
concerned with finding out what consumers
want, and then providing it for them.




e product | J \k\
service — hairdresser, beautician, tﬁ@viser e

o
o firm (company) ) v R

e occasion — sport actions \
e adventure - bungee jumping, balloons flying
® person — iti
e place —r
e property les

(-o/ informati ities, jEurnaIs




;5 Development of Marketing

e It was first put forward by economist Adam Smith in The Wealth of
Nations in 1776. The concept was only adopted on a wide scale from
around the 1950s.

e The production concept dominated from the start of the industrial
revolution until the 1920s. This is where firms Froduced the outputs
’éhey coduld make most efficiently, and this would create product

emand.

e The sales concept became dominant by the 1930s when strong
competition and little unmet demand meant firms had to crank up
their sales efforts through personal selling and advertising.

e After World War II firms analyzed what consumers needed or wanted.
The marketing concept took over. Firms analyzed the market,
segmented it, conducted market research, developed products, and
came up with strategies to sell them. The principles of marketing stem
from the marketing concept.













e Do you like shézﬁfg_ | \w/

e How often do y 2)0 shopping?-._

/ '-What&"i‘“s\the main reason to buy\ [
something? .
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The act of shdpping is mc;re oft "émgtiglla‘!, than logical.

i
o

N
Marketing experts teach that/after showing the prospects the features
of a product and the benefits-of each feature, is nec&!ﬁq@ give
customersi_gn emotional push.

e The buying d&;ision st__,afts with the head and ends witHx\he heart.

Impulse for buying does not happen sometimes, it happens more
often than customers think. -

It is necessary
end suppliers

_Pride of owni er
‘person who owns a pre
‘rest.




e an environmental or situation anaIyS| of the ==
firm's internal and exte;nal environmen

Ve segmentation of the market, (
"o consumer and market research,
e product development,
e pricing,
e distributi

e and measuri arketing




A firm needs to unc dersta its in ernaI and nvironments.

e Internal enwronmen | =

e The company must know its ca ab|I|t|es products, image, }‘k__:
strengths and weaknesses, an culture. \

/ J E;()ternal er\lronment (enV|r nmental or sﬁua’qon analy5|s I
~0 .
e its collaborators

Iook at its suppliers, consultants and distributors, and their
bilities, stre and weaknesses.

tomers, the market such as its
what motlvates them to buy,
' er behavior.
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e @ its competitors ’ \ "

| e The firm examines each main competitor in terms of size, products,
strategies, market share, and strengths and weaknesses.

e and the business cIimate.v;} \
di
|IFi

e It also analyzes climate inclu aspects of the political and R -

the economic situation such as growth rates, cycles, inflation, and
employment levels; technology; and the international environment.




&> ¢ Main Goal of Marketing

e Main goal of marketing is:

e coordination all activities with a focus on building
value for the customer and the organization

e achieving greater customer satisfaction
e achieving greater customer loyalty
= increasing of business performance (profit)

e Creating real value for customers requires
that all marketing and sales initiatives
converge at the customer with a true
understanding his/her needs.




e Chose a proddc;/ . |
e (you like to go shopping or youaq go
“shopping, e. ] note):ook perfume, coffee

/e ete) N ! f.
product




e Basic Prihciple of Marketing = The arketir@\\
Mix or the "4 P's " are: —
e Product ) \

/. e Price ™ LN /
‘e Promotion - \

li tribution)

e Place




e Product issues ccim?(clﬁ : | \S/

e a brand name,

o tradema rks, _ Z \
/T i nctionality of the product,
o differentiation,




e is determined by: ) i * \z/
e costs, ’

e market share, \

e consumer demand, ) |
/ e Su bstitu?egs, / y \ f

e price elasticity of demand,

e typeo ket (e.g. monopoly, or perfect competition),

[

and the obj




e Place or distriﬂuz':{hhin udes: L

e distribution channels, .
e o brah‘ché network, j f
“e inventory management \




- e Promotion is about: / | |
e advertising, e.g.: / \z/
e television, ) \

e outdoor,

/ ® neW§5a per, ’ ) \ " f

e magazine,




e Product - has changed ;to - EXperience | " _
What does a customer encounter related to purchasmg and using your i
product/service? ) \

/ o PIace hasgﬂ/?nged to - Everyplace | (

~ There’s just SO MANY methods for conveying your message: gMS countless
social media web5|tes V|deo games, product placement in places like TV,

e Price - has ch

With so much

, pricing h'és become much
different. 4

/

e Promotion - has cha
st bombard people with




e What ma rketir‘!gfk | \5/
P

e Which marketin ajnuples aré?\
/ e What chsstomers want? \ f

i




