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 Analysis customers needs and behavior 
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 the segments are often named and/ or 

numbered in some way  
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 Consultation for legal information and advice 
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Customer behavior Customer behavior 

Circle of needs and consumption Circle of needs and consumption 

Needs 

Wishes 

Requests 

Products 

New market 

Buing  

Action 
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strategies that satisfy the different 
preferences of each chosen segment. 
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= choosing which segments to address 

 

Every segment should be: 

 Different - is it distinct from other segments 
(different segments have different needs)?  
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segment (exhibits common needs)? 

 Viable – the potential growth of the segment; how 
big the segment is; Is it possible to make a profit? 

 Accessible – Is it easy to get the segment? 

 Measurable - Is it possible to obtain real data?  
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mix (product, place, price, promotion) 
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 working in teams and want to make 
friends with people at work  

 generation born from 1995 to 2010 

 found its characteristics as: 

 have developed work characteristics and 
tendencies from doting parents, structured 
lives, and contact with diverse people.  

 working in teams and want to make 
friends with people at work  



Who is a customer? Who is a customer? 

Bio products 

 

cosmetics L´ORÉAL  

 

 instant soup or food  

 

Nike shoes 

 

Bio products 

 

cosmetics L´ORÉAL  

 

 instant soup or food  

 

Nike shoes 

 



New Trends 1 New Trends 1 

 Age structure 
 older people – segment Young old (medicaments, 

cosmetics, special offers for this segment – trips…) 
 

 Size of household 
 smaller households, a lot of unmarried (size of packages)    

 

 Income structure 
 great polarization of income (luxury goods x cheap goods) 

 

 Structure of workers 
 great rate of working women 
 question: family or careers (products increasing comforts, 

Household products make life a lot easier) 

 Age structure 
 older people – segment Young old (medicaments, 

cosmetics, special offers for this segment – trips…) 
 

 Size of household 
 smaller households, a lot of unmarried (size of packages)    

 

 Income structure 
 great polarization of income (luxury goods x cheap goods) 

 

 Structure of workers 
 great rate of working women 
 question: family or careers (products increasing comforts, 

Household products make life a lot easier) 



New Trends 2 New Trends 2 

 Price orientation 

 Quality orientation 

 Price and Quality orientation 

 Health and beauty orientation 

 Adventure orientation 

 Internet orientation 

 Comfort orientation 

 Price orientation 

 Quality orientation 

 Price and Quality orientation 

 Health and beauty orientation 

 Adventure orientation 

 Internet orientation 

 Comfort orientation 



Task Task 

 Which segment concentration from new 
trends is suitable for lawyers? 

 Which segment concentration from new 
trends is suitable for lawyers? 



 Which of trends in the legal industry 
are possible to see in your countries?  

 Which of trends in the legal industry 
are possible to see in your countries?  

Task Task 



Task Task 

 Prepare segmentation of your group 
(Find at least 15 characteristics) 

 Prepare segmentation of your group 
(Find at least 15 characteristics) 



Thank you for you attantion. Thank you for you attantion. 


