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	XYZ Cooperation pricing strategy 

Margaret Cumberbatch

Good morning Ladies and Gentlemen, it has been a privilege sharing with you the marketing plan for my business XYZ Cooperation. Today I am honored to share with you another addition to the Plan. This is “the pricing strategy” and I am here to share with you, that I know this plan will work well for the company to enhance it’s grow and revenue.
 The financial advisory with respect to equity markets, commodity futures markets, mutual funds and insurance, etc. I will explain the price for our services, based on a combination of factors such as average prices prevalent in the industry, prices of competitors (large as well as small), service differentiation or value added services. As you all know, (the target population generally does not waste time and efforts on knowing what the product cost, what is most important to them is whether or not the service has an appropriate amount of value for the price they and charge. (Winer. pg 322.) 

 Since the corporation is trying to establish our brand name and enhance our presence in a competitive industry by identifying a new kind of service for a niche market, we will try to be as competitive as possible in the beginning to capture people's attention and induce them to become our customers. As we know if  the target market influences the prices if the prices are vary widely across segments,  this we know will cause price Discrimination ( winer 2004). Since financial services is a business of relationship and most of our clients will not be price sensitive once relationship is established, it is easier to charge premium prices in the future but not at the present moment. 

Ultimately, the pricing objective is to maximize long-term revenue and profitability by increasing the market share in our niche market. With the typical nature of financial services business, penetration pricing will work best in this venture because there are a large number of established brand names in the business. These names are companies such as Merrill Lynch, Morgan Stanley, etc. and in order to prove our competence and prove the value proposition to our clients, we need to gain their confidence by gaining entry in the segment and wiping out the existing players with low pricing. As the consumers perceive the value proposition of our services, they will start paying premium pricing for our services and will not be very price sensitive. 

"Penetration pricing is the pricing technique of setting a relatively low initial entry price, a price that is often lower than the eventual market price. (Pg 336)The expectation is that the initial low price will secure market acceptance by breaking down existing brand loyalties. Penetration pricing is most commonly associated with a marketing objective of increasing market share or sales volume, rather than short term profit maximization."

The aim of any financial services business should not be short-term profits or quick bucks by sacrificing the interests of the clients. Rather, one should aim at maximizing the customer satisfaction in order to ensure long-term relationship with the client and increasing revenue in the longer term (Winer 2004).  Customers in the financial services industry tend to be less price sensitive in the long term, as they seem to establish trust in the longer run and may not care much about higher prices being charged by their advisors, as long as they make decent return on their investments. 

Therefore, overall, the pricing strategy in the beginning is penetration pricing with the main objective of maximizing long-term revenue and market share in our niche segment. 

Having  heard  the pricing decisions of my fellow participant who is  involved in providing outsourcing, services, such as the handling of telephone calls, lead generation, back office work to small and medium businesses such as doctors, lawyers and accountants.  Having set up these operations in countries like India, in my opinion, you need to very competitive as cost saving is the prima facie criteria of outsourcing the work to other countries. The objective of pricing will be to maximize the market share and achieve economies of scale by having more and more clients in US. Therefore, your strategy of competitive and cheap pricing to maximize market share is correct. 

Similarly, the pricing decision of my other fellow participant who plans to provide online tutoring, help service by keeping the prices competitive with other service providers, and keep it much below the real tuition prices is very correct. Students will come to your site for help because it is cheaper than the home tuitions and offers real time assistance. Therefore, if they continue keep the prices higher, students will not be encouraged to use their service, as it will offer them no incentive. The students will frequent your site more and then recommending it to their friends and other students of they peers. 

                                                         Reference 

Winer, R.S., 2004. Marketing Management. (Second Edition). Upper Saddle River, N.J.: Pearson Education, Inc.

    


