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Answer Questions
Question # 1 Part A
	Many business organizations adopt a skimming pricing strategy in markets that are relatively insensitive to prices. As a result, the firm sets high prices for a product in these markets for consumers who are willing to pay more for them. One advantage of skimming pricing is that it helps an organization in maximizing available revenues from sales (Masterson & Pickton, 2010). Moreover, charging higher prices allows the organization to cover up the costs of development that are needed to be absorbed by the manufacturer of a product. Apart from maximizing revenues and covering development costs, skimming pricing allows a company to maintain flexible prices because it is possible to make price reductions in segments that charged higher prices in the initial period (Masterson & Pickton, 2010). Flexibility helps to attract a mass market for a product. Finally, a skimming price helps a business to capitalize on products that have a short lifespan.
However, there are various disadvantages of a skimming pricing strategy. First, it may fail to induce quick sales, especially in market segments where consumers are price and brand conscious (Masterson & Pickton, 2010). Moreover, skimming pricing may have negative effects on a luxury brand when consumers shift their devotion to lowly-priced products (Masterson & Pickton, 2010). Finally, it may attract competitors in the industry owing to higher prices. 
On penetration pricing strategy, a major advantage to a business is rapid diffusion and adoption of products in the market (Stokes & Lomax, 2008). Adoption is the overall acceptance of a product while diffusion addresses the psychological aspect of acceptance of a product by customers. Moreover, it ensures that a company does not have to deal with immediate competition in the short run as it offers low prices for its products compared to competitors (Stokes & Lomax, 2008). In addition, it channels benefits to the business because of quick turnover. However, the main disadvantage of a penetration pricing strategy is potential loss of market share as consumers are less likely to embrace price hikes (Stokes & Lomax, 2008). Additionally, it creates poor customer relationships as a company only attracts consumers seeking a profitable deal (Stokes & Lomax, 2008).
Question #1 Part B
One advantage of a skimming pricing strategy to consumers is the promise of quality (Masterson & Pickton, 2010). Many consumers perceive that highly-priced products offer more quality compared to lowly-priced products. Moreover, it helps to distinguish consumers of luxury products from others who purchase normal products (Masterson & Pickton, 2010). Finally, it nurtures brand loyalty in situations when high prices are complemented by high-quality products. However, a major disadvantage of a skimming pricing strategy is the loss of customer loyalty especially in situations where an organization adjusts prices downwards (Masterson & Pickton, 2010). Furthermore, it prevents a significant portion of consumers from purchasing a product because of high prices. 
A notable advantage of a penetration pricing is that it helps customers to land a profitable deal (Stokes & Lomax, 2008). As a result, they can purchase more products at lower prices. Moreover, penetration pricing increases customer loyalty to a brand name thus increases market share for the company offering that product (Stokes & Lomax, 2008). Finally, consumers enjoy a wide variety of products and services from a company at relatively lower prices, which increases consumer demand. Nonetheless, a notable disadvantage of penetration pricing to a customer is that it can lower the quality of products and services offered in a market segment, as a company seeks to absorb developmental costs of a product (Stokes & Lomax, 2008). Moreover, customers may switch to alternative brands in situations where a company raises the prices of previously low-priced products (Stokes & Lomax, 2008).
Question #2 Part A
The first concept of consumer buying behavior is need recognition (Pride & Ferrell, 2010). A comprehensive marketing strategy will generate the emotional and functional needs of a customer thus influence buying behavior. Moreover, information search is another concept of consumer buying behavior (Pride & Ferrell, 2010). It helps customers to compare options and determine the best available option before making purchases. Finally, purchasing experience is another concept of consumer buying behavior (Pride & Ferrell, 2010). Therefore, offering deliveries, warranties, and installations amongst others is crucial in influencing consumer buying behavior. 
On the part of a company, a major concept of buying behavior is the new task buying behavior (Pride & Ferrell, 2017). It occurs when the organization purchases products and services for the first time. Moreover, modified rebuy is another organizational buying behavior concept that occurs when the business seeks to change its product specifications, prices, and suppliers (Pride & Ferrell, 2017). Finally, a straight rebuy is a concept where a buying condition exists when consumers make frequent purchases of a product or service offered by a company.
Question #2 Part B
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Figure 1. McDonald's Clever Seed Bomb Advertisement
In the McDonald’s clever seed bomb advertisement, it is possible to acknowledge the need recognition and purchasing experience concepts of buying behavior. By printing the company’s logo on the outskirts of California, the advertisement stimulates consumers need to consume a product from McDonalds, as it offers subtle clues that a store is not located far away. Moreover, it gives McDonald’s customers reminiscent thoughts about their purchasing experiences at one of the company’s stores across the state or country. 
Question #2 Part C
The clever advertisement from McDonald was created by Sean Click (Zimmer, 2012). The unique idea brightens up the freeway shoulders with a colorful logo. What makes the advertisement innovative is the designer’s forethought concerning the advertisement’s geography. The flowers used to make the logo are California poppies, which are its official flowers and are prohibited from dig ups (Zimmer, 2012). As a result, it is actually unlawful to destroy this attractive advertisement. 
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