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UNDERSTANDING PRICING
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 How companies price

 small companies: boss

 large companies: division/product line managers

 How companies should price

 understanding of consumer pricing psychology

 a systematic approach to setting, adapting, and changing prices

 Pricing in a digital world

 Get instant vendor price comparisons

 Check prices at the point of purchase

 Name your price and have it met

 Get products free

 Monitor customer behavior & tailor offers

 Give customers access to special prices

 Negotiate prices online or even in person
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SETTING THE PRICE
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Reference Prices

Setting the price: the process (plus price sensivity)
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SETTING THE PRICE
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Marketing Channels and Value Networks

 Marketing Channels: sets of interdependent organizations participating in the process
of making a product or service available for use or consumption

 Intermediaries: merchants, agents, and facilitators

 Marketing channel system

 The particular set of marketing channels a firm employs

 Push vs. pull strategy

 Multichannel marketing

 Using two or more marketing channels to reach customer segments in one market area

 Omnichannel marketing

 Integrated marketing channel system
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MARKETING CHANNELS
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Consumer/industrial marketing channels
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MARKETING CHANNELS
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The Hybrid Grid

How many?

 Exclusive distribution

 Selective distribution

 Intensive distribution
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RETAILING
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 Retailing: All the activities in selling goods or services directly to final consumers for
personal, nonbusiness use

 Retailer/retail store: Any business enterprise whose sales volume comes primarily from
retailing

• Specialty store

• Department store

• Supermarket

• Convenience store

• Drug store

• Discount store

• Extreme value or hard-
discount store

• Off-price retailer

• Superstore

• Catalog showroom

 Levels of service for store retailers: Self-service; Self-selection; Limited service; Full 
service
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RETAILING
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The Modern Retail Marketing Environment

 New retail forms and combinations

 Growth of giant retailers

 Growth of intertype competition

 Emergence of fast retailing

 Decline of middle-market retailers

Marketing Decisions

• Target market

• Channels

• Product assortment

• Procurement

• Prices

• Services

• Store atmosphere

• Store activities and experiences

• Communications

• Location
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WHOLESALING
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 Wholesaling: includes all the activities in selling goods or services to those who buy for
resale or business use

Major Wholesaler Types

Merchant 
wholesalers

Full-service 
wholesalers

Limited-service 
wholesalers

Brokers and 
agents

Manufacturers’/ 
retailers’ 

branches/offices

Specialized 
wholesalers
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Thank you for your kind attention!
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