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 SUMMARY 

 Company  s success denpends on effective exercising principals of marketing. 

Marketing directly influences decision in operating program, in price creation, in distribution 

and aslo in communication with surrounding. Companies can reach  prosperity on the parket, 

when they  know how to satisfy needs and demands of consumers. 

 The main goal of my work was to analyze marketing activities of selected publishers. 

The object of my analysis was Publisher B design, s r. o., and Perpes s r. o., wich orientates 

itself to production of books for driving schools, and magazine for design and architecture. 

 The biggest attention of all four implement of marketing mix as pursued to product 

policy. Like range of goods, quality of goods. 

 Price policy is the most difficult of all, which includes price making, special offers, 

way of payment and delivery. 

 Distribution policy comprehends  retail trades and warehouses. It all depends on 

companie s strategy. 

 Communication policy belongs to stronger parts of marketing activity on companies. 

Because publishers takes part in various exibitions and displays, which are great chance for 

presentation and for making new contacts. 
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