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Question 1: Some manufacturers and retailers advertise that customers should buy from them because they “eliminate the middlemen.” Evaluate this statement in light of the functions that must be formed in a marketing channel. Does a channel with fewer middlemen always deliver the best price to the customers? Defend your position.

In an article by the Human Scale Business, a marketing channel plays an important role in value positioning of a product.  A standard marketing channel is important in describing how the product propositions are communicated and delivered to the customer through effective communication, distribution as well as through appropriate sales channels. For this system to be effective, various functions are essential and must be accomplished (Human Scale Business, 2018). These functions can only be achieved through an efficient and proactive marketing channel. A marketing channel in this sense means a system through which the gap between the producer and the consumers can be bridged.  Such a marketing channel must involve the use of middlemen and performs different functions such as the provision of better information regarding the market in which the products and the services will be sold.  This helps the supplier to ensure that they deliver the right goods to the right place at the right time.  The marketing channel also comes in handy, through the use of the middlemen to ensure some important logistical roles like storage, packaging, and transportation of the products are achieved.  These are important functions because they help in improving the quality of the product and ensuring that the products and the services reach the target consumers in good quality and on time. Lastly, a standard marketing channel will enhance transactional functions such as the processing of payments and negotiation with the consumers which plays an important role in the determination of the price of the products. 
In relation to the statement about the elimination of middlemen in a marketing channel, it is both advantageous and disadvantageous in the context of various functions of a marketing channel. In relation to price, for example, the middlemen should be eliminated because they increase the prices of the products and services (Human Scale Business, 2018). Including them in a marketing channel is therefore expensive to the buyer and therefore their elimination is justified. However, from another perspective, it is important to include them when functions such as logistical roles of transportation, distribution and even improvement of the quality of products and services are concerned. In this perspective, their inclusion is important because they play a vital role that improves the product proposition and positing value in the market and this makes the producers make more profits in both the short term and the long term perspectives.
Question 2: Explain how the Product Life Cycle can influence the pricing. Support your explanation with examples.

Product Life Cycle defines the progressive stages through which a product passes from the time it is created to the time it is discontinued in the market (Blakely-Gray, 2017).  This cycle has four distinct stages including product development, growth, maturity, and decline. It is important to take into account the product life cycle because it can help the managers in managing the level of their sales, determine price, predict the business profitability and ensure that the businesses compete effectively in the market in relation to the same businesses in the industry. Most managers use the product life cycle stages to achieve strategies pricing that involves making decisions on how the business will price its products with a primary aim of attracting the customers.
Strategic pricing is important for business because it helps the managers in knowing how to price their products depending on what they think will attract the customers. This is very important to the business organization because they also learn the techniques of market penetration and conducting competitive business in a competitive business environment. It is also important to ensure that  most of the products are sold off to the consumers at the end of every product life cycle because this helps the managers to distinguish and evaluate business profitability that is realized from a given product cycle (Blakely-Gray, 2017). The understanding and evaluation of such business profitability index are important because it also ensures that the customers can understand their economy in terms of the price of the products and this is important because they can make important purchasing decisions that will in turn influence the level of profitability of the business.
Lastly, the product life cycle is important in influencing the price of the product because it can influence both competitive and discounted pricing in an economy or the particular market segment. Competitive pricing involves the pricing of a firm's product based on the price of the competitors in the market. In most cases, the business managers evaluate the prices of their competitors for similar products and adjust their prices accordingly in such a manner that the customers are attracted (Blakely-Gray, 2017). When the customers receive a matching offer, for example, they get attracted to the products repeatedly, and this increases the level of their loyalty in terms of the stability of the products. Consequently, they end up repeatedly buying from a given sellers and the profitability index of the business increases substantially. In this sense, the product life cycle of the product plays an important role in the pricing of the products in a manner that cannot be underscored. 
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