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Unit 8PricingChapter 25 Price PlanningChapter 26 Pricing StrategiesChapter 27 Pricing Math
Chapter 25Price Planning Section 25.1 Price Planning Considerations Section 25.2 Factors Involved In Price Planning
Price Planning ConsiderationsKey Termspricereturn oninvestment(ROI)market shareObjectives Recognize the different forms of pricing Discuss the importance of pricing Explain the goals of pricing Differentiate between market share and marketpositionMarketing Essentials Chapter 25, Section 25.1
Price Planning ConsiderationsGraphic OrganizerUse a chart to take notes about the scope andsignificance of pricing and the major goals ofpricing.Marketing Essentials Chapter 25, Section 25.1
What Is Price?priceThe value inmoney (or itsequivalent)placed on aproduct.Price X is the value in money (or its equivalent)placed on a good or service. It may also beexpressed in non-monetary terms, such as freegoods or services in exchange for the purchase ofa product.Marketing Essentials Chapter 25, Section 25.1
Relationship of Product ValueThe value that a customer places on an item orservice makes the difference in their spending.Value is a matter of anticipated satisfaction.Marketing Essentials Chapter 25, Section 25.1
Various Forms of PricePrice is involved in every marketing exchange,including: Medical fees Rent Interest on a loan TuitionMarketing Essentials Chapter 25, Section 25.1
Importance of PricePrice helps establish and maintain a firm’s: Image Competitive edge ProfitsMarketing Essentials Chapter 25, Section 25.1
Goals of PricingMarketers are primarily concerned with earning aprofit, but there are times when two other pricinggoals become important: Gaining market share Meeting the competitionMarketing Essentials Chapter 25, Section 25.1
Earning a Profitreturn oninvestment(ROI)A calculation thatis used todetermine therelativeprofitability of aproduct.Return on investment (ROI) X is a calculationthat is used to determine the relative profitabilityof a product. The formula is:Rate of Return Profit / InvestmentMarketing Essentials Chapter 25, Section 25.1
Gaining Market Sharemarket shareA company’spercentage oftotal salesvolumegenerated by allcompetition in agiven market.Market share X is a firm’s percentage of the totalsales volume generated by all competitors in agiven market.Market position is the relative standing acompetitor has in a given market in comparison toits competitors.Marketing Essentials Chapter 25, Section 25.1
Gaining Market SharePricing is one means of improving market shareand position. Other options include: Increasing advertising expenditures Changes in product design New distribution outletsMarketing Essentials Chapter 25, Section 25.1
Meeting the CompetitionSome companies simply aim tomeet the prices of theircompetition by following theindustry leader or placing theirprices close to the averageindustry price.Wendy’s and other fast-foodchains all compete forcustomers.Marketing Essentials Chapter 25, Section 25.1
SECTION 25.1 REVIEW
SECTION 25.1 REVIEW- click twice to continue -
Factors Involved In Price PlanningKey Termsbreak-evenpointdemandelasticitylaw ofdiminishingmarginalutilityprice fixingpricediscriminationunit pricingloss leaderObjectives List the four market factors that affect priceplanning Analyze demand elasticity and supply anddemand theory Explain how government regulations affectprice planningMarketing Essentials Chapter 25, Section 25.2
Factors Involved In Price PlanningGraphic OrganizerAs you review this section, note on a chart eachstep of the pricing process and its consequence.Marketing Essentials Chapter 25, Section 25.2
Market Factors Affecting PricesMost price planning begins with an analysis ofcosts and expenses, many of which are related tocurrent market conditions. The cost of rawmaterials may increase a manufacturer’s costs.Marketing Essentials Chapter 25, Section 25.2
Costs and ExpensesMany factors have to be considered when raisingor lowering prices, even if the impulse to increaseor decrease is a direct, seemingly logical reactionto events in the marketplace.Marketing Essentials Chapter 25, Section 25.2
Costs and ExpensesWhen the costs of materials go up, businessesmay be inclined to raise prices in order to preservetheir profitability. But some businesses have foundthat price is important.Instead of raising the price, companies may maketheir products smaller or drop additional features.Marketing Essentials Chapter 25, Section 25.2
Costs and ExpensesOccasionally, companies will drop their prices iftheir costs and expenses have also dropped.Improved technology and less expensive materialsmay help create better-quality products at lowercosts.Marketing Essentials Chapter 25, Section 25.2
Costs and Expensesbreak-evenpointThe point atwhich salesrevenue equalsthe costs andexpenses ofmaking anddistributing aproduct.When marketing a new product, manufacturerscarefully analyze their costs and expenses tocalculate their break-even point.The break-even point X is the point at whichsales revenue equals the costs and expenses ofmaking and distributing a product.Marketing Essentials Chapter 25, Section 25.2
Supply and DemanddemandelasticityThe degree towhich demandfor a product isaffected by itsprice.Demand tends to go up when price goes down andvice versa. However, demand for some productsdoes not respond readily to changes in price.The degree to which demand for a product isaffected by its price is called demand elasticity X.Products have either elastic or inelastic demand.Marketing Essentials Chapter 25, Section 25.2
Supply and DemandMarketing Essentials Chapter 25, Section 25.2
Supply and Demandlaw ofdiminishingmarginal utilityAn economic lawstating thatconsumers willbuy only somuch of a givenproduct, eventhough the priceis low.Increased demand will not continue indefinitely.The law of diminishing marginal utility X statesthat consumers will buy only so much of a givenproduct, even though the price is low.Inelastic demand refers to a change in price hasvery little effect on demand for a product.Marketing Essentials Chapter 25, Section 25.2
Supply and DemandFive factors determine elastic or inelastic demand: Brand loyalty Price relative to income Availability of substitutes Luxury versus necessity Urgency of purchaseMarketing Essentials Chapter 25, Section 25.2
Consumer PerceptionsConsumer perceptions about the relationshipbetween price and quality or other values also playa role in price planning. Sometimes, a businesswill limit the amount of an item it sells to increaseits perceived value.Marketing Essentials Chapter 25, Section 25.2
Consumer PerceptionsPersonalized service can add to a consumer’sperceptions about price. Marketers can chargeslightly higher prices because consumers arewilling to pay for the added service.A company can use a lower price when its targetmarket is price conscious.Marketing Essentials Chapter 25, Section 25.2
Consumer PerceptionsWhen competitors engage in a fierce battle toattract customers by lowering prices, a price war isthe result. These conflicts can cause huge financiallosses and eventual business failure.Marketing Essentials Chapter 25, Section 25.2
Legal and Ethical Considerations forPricingMarketers must be aware of their rights andresponsibilities regarding: Price fixing and price discrimination Resale price maintenance Minimum pricing and unit pricing Price advertisingMarketing Essentials Chapter 25, Section 25.2
Price Fixingprice fixingWhencompetitorsagree on certainprice rangeswithin which theycan set their ownprices.Price fixing X occurs when competitors agree oncertain price ranges within which they set theirown prices. It is illegal because it eliminatescompetition, and can be proved only when there isevidence of collusion between companies to set aprice range.Marketing Essentials Chapter 25, Section 25.2
Price DiscriminationpricediscriminationChargingdifferent pricesto similarcustomers insimilarsituations.Price discrimination X occurs when a firmcharges different prices to similar customers insimilar situations.The Clayton Antitrust Act of 1914and the Robinson-Patman Act of 1936 bothprohibit price discrimination.Marketing Essentials Chapter 25, Section 25.2
Unit Pricingunit pricingIncluding priceinformation for astandard unit ormeasure so thatconsumers cancompare pricesmore easily.Unit pricing X allows consumers to compareprices in relation to a standard unit or measure,such as an ounce or a pound. Food stores havebeen most affected by these laws and haveresponded with shelf labels and computer recordsof unit prices.Marketing Essentials Chapter 25, Section 25.2
Resale Price MaintenanceA manufacturer may suggest resale prices in itsadvertising, and there can even be an agreementto fix the maximum retail price as long as the priceagreement is not an “unreasonable restraint oftrade” or considered “anti-competitive.”Marketing Essentials Chapter 25, Section 25.2
Unfair Trade Practices LawUnfair Trade Practices Law, also known asMinimum Price Law, prevents large companies withmarket power from selling products at very lowprices to drive out their competition.Marketing Essentials Chapter 25, Section 25.2
Unfair Trade Practices Lawloss leaderAn item priced ator below cost todraw customersinto a store.Many states have enacted “unfair sales” statutesthat prohibit certain below-cost pricing.An item priced at or below cost to draw customersinto a store is called a loss leader X. This meansthe business takes a loss to lead customers intothe store.Marketing Essentials Chapter 25, Section 25.2
Price AdvertisingThe Federal Trade Commission (FTC) hasdeveloped guidelines for advertising prices, suchas: A company cannot advertise a price reductionunless the original price was offered to thepublic on a regular basis.Marketing Essentials Chapter 25, Section 25.2
Price Advertising A list price cannot be used as a reference pointfor a new sale price unless the item has actuallybeen sold at that price. Bait-and-switch advertising, in which a firmadvertises a low price for an item it has nointention of selling, is illegal.Marketing Essentials Chapter 25, Section 25.2
Price AdvertisingPricing ethics apply when interpreting pricing laws.Some new products have high prices to coverdevelopment costs. But setting a price higher thannormal is price gouging.Gouging is unethical and also against the law insome states during national or state emergencies.Marketing Essentials Chapter 25, Section 25.2
SECTION 25.2 REVIEW
SECTION 25.2 REVIEW- click twice to continue -
Section 25.1 Price is the money value placed on a good or aservice. There are many forms of price. Pricing is a key factor in the success or failure of aproduct or service, and therefore of a business. Itestablishes an image, a competitive edge, anddetermines profits.continued
Section 25.1 The goals of pricing are: earning a profit, gainingmarket share, and meeting the competition.Market share is a company’s percentage of thetotal sales volume generated by all companies in agiven market.continued
Section 25.2 Four factors affect pricing: costs and expenses,supply and demand, consumer perceptions, andcompetition. The law of supply and demand means that, ingeneral, demand goes up when price goes downand demand goes down when price goes up.continued
Section 25.2 Legal and ethical issues play a key role in pricing.Government regulations control price fixing, pricediscrimination, resale price maintenance,minimum price, unit pricing, and price advertising.
This chapter has helped prepare you to meet thefollowing DECA performance indicators: Explain factors affecting pricing decisions. Adjust prices to maximize profitability. Calculate the break-even point. Demonstrate honesty and integrity. Provide legitimate responses to inquiries.
CHAPTER 25 REVIEW
CHAPTER 25 REVIEW- click twice to continue -
Supply and Demand Demand tends to go up when price goes down and vice versa. However, demand for some products does not respond readily to changes in price. The degree to which demand for a product is affected by its price is called demand elasticity X. Products have either elastic or inelastic demand. demand elasticity The degree to which demand
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Erie County Community College 


We have the ability to change our community's future. Erie County Community College Submitted to: The State Board of Education 333 Market Street Harrisburg, PA 17126-0333 Submitted by: The County of Erie 140 West Sixth Street, Room 116 Erie, PA 16501-1081 June 2017 A Proposal for the Establishment of a Public Community College in Erie County .
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Carl Anderson, III, Vice Chairman Erie County Council 


Thomas Talarico, Nicole Inan . Pennsylvania Policy Forum, from Solicitor, Richard Perhacs, in which he stated "Empower Erie" and the "Western Pennsylvania Policy Forum" are private entities separate and distinct from the County of Erie." Mr. Davis's question to Council regarding this is that, if Empower Erie is separate from the County, why did Tim McNair current Chair of Empower Erie send a .
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committee relies on the ratings provided by Erie County ... 


improvements and upgrades to Erie Community College. He stated that Erie Community College is underfunded. In order to provide equity throughout the county, broadband access must be improved. Also, an increase in funding for the Buffalo & Erie County Public Library Syst
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Schools Included in COVID-19 Vaccine Distribution Week 4 


Erie St Mary Erie St Peter Erie Townsend North Community School Erie Vermilion Local Fairfield Amanda-Clearcreek Local Fairfield Berne Union Local Fairfield Bloom-Carroll Local Fairfield Fairfield Christian Academy Fairfield Fairfield County Board of DD Fairfield Fairfield County Esc .
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New Lake Erie Byway to Boost Tourism, Economy 


Governor Bob Taft and ODOT Direc-tor Gordon Proctor designated the Lake Erie Coastal Trail as the state’s 21 scenic byway on April 22. They were joined by members of Lake Erie Coastal Ohio and representatives from communities across northern Ohio. “Lake Erie is one of Ohio’s most pre-cious and unique natural resources,” said
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SUBJECT: SEQR COORDINATED REVIEW POSITIVE … 


95 Franklin Street, 14th Floor Buffalo, New York 14202 William.Geary@erie.gov Erie County Legislature April N.M. Baskin Chair of the Legistlature Erie County Legislature 92 Franklin Street - 4th Floor Buffalo, New York 14202 April.McCants-Baskin@erie.gov
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Erie Community College Board of Trustees 


The Erie Community College Board of Trustees Resolution Regarding Erie Community College Space Inventory Audit June 27, 2019 WHEREAS; SUNY Erie Community College (the College) has neglected to accurately maintain the physical 
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RA - Erie Township, Michigan 


Since 2012, Erie Township also prepared two Park and Recreation Plans. The most recent Park and Recreation Plan was adopted by the Erie Township Board in February, 2018. This planning document is necessary in order for Erie Township to remain eligible for various grants offered by the Michigan Department of Natural Resources between 2018 and 2022.
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An Introduction to Islamic capital markets - REDmoney Events

Capital markets are markets for buying and selling equity securities (i.e. shares) and debt securities (i.e. bonds). Capital markets include primary markets, where new stock and bond issues are sold to investors, and secondary markets, where existing securities are traded Key participants: buyers, sellers and financial intermediaries
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Don't fear the bear (RES-4011Q-A)

the 0% line are bull markets, and the red-shaded areas below it are bear markets — a decline of more than 20%. You'll notice that bear markets are shorter than bull markets. On average, bear markets last about 12 months, with an average loss . of about 32%.* Bull markets, on average, last nearly five years (54 months), with an average gain .
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1213 How to Educate Consumers on Your Financial Services

Financial Empowerment 2 Financial education –strategy that provides people with financial knowledge, skills and resources Financial education builds an individual’s knowledge, skills and capacity to use resources and tools, including financial products and services leading to Financial Literacy Financial empowerment includes financial education and financial literacy –focuses .




2y ago




293 Views






















Motives for Investing in Foreign Markets

international financial markets have been developed. Financial man-agers of MNCs must understand the various international financial markets that are available so that they can use those markets to facilitate their international business transactions. The specific objectives of this chapter are to describe the background and corporate use of .
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Common Risk Factors in Cryptocurrency

excess returns over the risk-free rate of each portfolio, and the excess returns of the long- . Journal of Financial Economics, Journal of Financial Markets Journal of Financial Economics. Journal of Financial Economics. Journal of Financial Economics Journal of Financial Economics Journal of Financial Economics Journal of Financial Economics .




2y ago




196 Views






















GEE II: FINANCIAL MARKETS, MONETARY POLICY AND THE 

Policy, 11th Edition (New York: Addison-Wesley, 2018) V. FINANCIAL CRISES IN ADVANCED ECONOMIES (MB) Ch. 12 Financial Crises (C) Mishkin, F.S., "Asymmetric Information and Financial Crises: A Historical Perspective," in R. Glenn Hubbard, ed., Financial Markets and Financial Cri
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Consumer protection in the banking, insurance and financial services .

insurance and financial services sector. ASIC's role in the financial system 2 As Australia's corporate, markets, financial services and consumer credit regulator, ASIC strives to ensure that Australia's financial markets are fair and transparent and supported by confident and informed investors and financial consumers. 3 The
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International financial markets and bank funding in the euro area .

International financial markets and bank funding in the euro area: dynamics and participants1 Jaime Caruana Adrian Van Rixtel General Manager Senior Economist Bank for International Settlements 1. Introduction Financial markets are undergoing major and at times very rapid changes, mostly as a result of the financial crisis that began in 2007.
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FINS5512 FINANCIAL MARKETS AND INSTITUTIONS Course Outline .

This course will provide students with an introduction to Australian financial markets and an evaluation of the institutions, instruments and participants involved in the industry. The mainstream markets to be evaluated include the equity, money, bond, futures, options and exchange rate markets. The subject
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Money & Capital Markets - City University of New York

Financial Markets & Institutions By Mishkin and Eakins 7th edition (2012) McGraw-Hill Publishers ISBN: 978-0-13-213683-9 Learning Goals In this case study based graduate course we will 1) explore the function and structure of financial markets, including money, bond, stock, mortgage and foreign exchange markets,
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Impact of COVID-19 on the Global Financial System

markets. Equity markets began declining rapidly, losing around 30% of market value in a matter of weeks, with the speed of the sell-off exceeding that of the global financial crisis of 2008-2009 (GFC). By early March, short-term funding markets and international US dollar funding markets started to show signs of stress and, in the
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2. An Overview of the Financial System

2-5 Structure of Financial Markets Debt and Equity Markets Primary and Secondary Markets Investment Banks underwrite securities in primary markets Brokers and dealers work in seconda
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HDFC MF Yearbook 2021

HDFC group pledged Rs150cr contribution to the PM CARES Fund to provide relief and rehabilitation measures towards the . Global Economy and Markets 2. Key Future Trends 3. Indian Economy 4. Equity Markets & Sector Overview 5. Fixed Income Markets 3. . Developed markets (DMs) likely to achieve herd immunity by CY21 and Emerging Markets .
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Feb 10th, 2020 Tax Loss Harvesting (TLH) South Bay .

SCHF FTSE Developed Markets Ex-US Emerging Markets VWO FTSE Emerging Markets EEM MSCI Emerging Markets Index IEMG MSCI Emerging Markets Investable Market Index Dividend Stocks VIG NASDAQ US Dividend Achievers Select SCHD Dow Jones U.S. Dividend 100 TIPS VTIP Barclays Capital US TIPS 0-5 Years 
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2021 Capital Markets Fact Book - sifma 

Introduction 2021 Capital Markets Fact Book Page 7 US Capital Markets Are the Largest in the World The U.S. capital markets are largest in the world and continue to be among the deepest, most liquid, and most efficient. Equities: U.S. equity markets represent 38.5% of the 105.8 trillion in global equity market cap, or 40.7 trillion; this
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