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- \) Marketing)or Lawyers | :




M— segment the Zérke , - | L

2. target a single segment or S‘enqs of
/. SEQ me\nts and g

3. posi |on W|th|n the segment(s)




e Analysis customer

‘-""-.'

S : - beavior O\

e To find out smﬂar&eéeds and demonstrate
similar buyer behavio m\

e TO ma'tch\gboups of the same set of needs (
“and buyer behavior (segment)

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

e homoge
e diffused
e Clust




e Types of Services Attorneys Can rovide:

e Type of Are

o

[

Consultation for legal information and advice \ _
Consultation to revnew documents (such as agreements leases, wills, corporation

_ Mediation, arbitration, or other third party services \

e Preparation of documents

Representing clients in neéotiajcions (possibly under “collaborative lawyering” f
agreement where both __.__a'ttorneys withdraw if either side chooses to litigate)

Represent'ng'"/clients in court, arbitration, administrative and legislative hearings

Constitutional La
State Law
Administrativ
Civil Law

International and EU La
Commercial Law




e Customers buy’/ ?ﬁre 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 ra phy | o | \

e where the customers live | —
e by psychographics ) \-- |
— @ I|festylé\or beliefs \ J
e by SOCI -cuIturaI factors

e how often the , Who t ey buy




4‘ Goal of segmentation is:

Goal of segmentation js:

e To identify groups/of similar customers and
potential customers;

e To 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

Different - is it distinct from other segments
~\agments have different needs)

is it homogeneous within the

Homogeneous -
its com eeds)?

segment (exhi

e Viable —th e segment how
big the se to make a profit?

e Accessibl ment?

e Measurable - Is it \ta?




= de5|gn|ng an épgé)pn < marketlng \&

miX (product, place, price, prom\on)
P for each segment j

WA \ /




e 1 segmént coﬁce((tré IC ) | L

e Selective speciali ajon b
/™ Producb\speaallzatl
e Marke speC|aI|zat|on




e Prepare segmé ion of 'your group \/
(Fmd at least 1 h?racterlstlcs)\

P







.-“J‘-‘-—J’

e generation born d ing the Great Depressio &
and World War II.

p, e generation born from }925 to 194;\ [
e found |ts\:haracter|sttcs as: \
® Jrave .
e conventio
® POSSess

- o for women, de




.-“‘Jd_‘-—.'

~ e born during the he?;()gr“ phic Post-World Wﬁﬁm

IT baby boom
e generation born from }946 to 196;\

| J
e found |ts\:haracter|stlcs as: \

e eConomiC power,

e their life nclude the rise of

televisio
e high |

-~ o the large num
- careers in the




Sy generation born gftér ne baby boom \Xﬁ,

e generation born ozn 1965 to 1977
ti

/e found |t§ character icsas: f
® Mor |nd|VIduaI|st|c than prewous




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




e

e generation bo#né/o m 1995 to 2010 e

e found its charac rijtics as: et

~ tendencies from doting parents, structured
lives,

e workin
friend
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'‘OREAL

PARIS \

e Nike sho
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- e Age structure ,’ S k \
e older people — segment Young old (medicaments, N
cosmetics, special offers for this segment — I;;K

/ ° S|ze of household - (

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

e Income st
e great polari ' goods X cheap goods)

e Structure
e great ra

- e question: family
/- Household produ

b




e Price orientaticgn { ~ | \&_ﬁ.«

e Quality orientati e
/e Price ang:l Quallty ol entation \ J

e Health and beauty orlentatlon

e Adventure ori




e Which segmerzt z(hEe tion from n%

trends is suitable for Iawyers?\




e Which of trends in the legal industry \w/

are possible to see in your countries?




A o Find OUt UsuaI‘Yﬁéé Naid to AttOrney§\\:J

(legal act) in your country and-make
Compaﬁon with the situation inthe

- Czech Republic. \
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~ Know the market ’ : -»
' e Itis necessary to find out how much customers will pay, a | as how much competitors Chargk/";

Cost-plus or value-based \
e Cost-plus pricing involves adding a "mark-up" percentage to costs, which will vary between

products, businesses and sectors. _
~ e Value-based p;b\? is determin__e"'d by how much'value customers attach to the 'b{oduct. f

A

According to the real costs

o creating the ca

Consider cost-plus
e This is usually expr

Add other influe /

e How will changin

‘e different prices for different reg

Change
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