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Financial Analysis.
When the retail price is fixed at $1.00, there is a likelihood of increases in retail and wholesale margin and this will result in a decline in the manufacturer’s selling price. This is due to the fact that the summation of margin and must equate the final selling price (Robison, Hanson, & Black, 2018). If the firm considers increasing either the retail price or the wholesale margin, it will record an effect of increasing profit attainable to the company, which is a direct impact from the retail price. For instance, with the retail margin at 33%, the wholesale price remains at $0.67 while that of the manufacturers at $0.58. An increase in the amount to reduces the wholesale price to $0.64 and the manufacturers selling price at $0.55. An increase in the wholesaler’s margin reduces the ratio which results to the reduction in the manufactures price of the sale. For instance, at 12% wholesale margin per unit, the manufacturers’ selling price per unit stands at $0.56. When the margin is increased to 16%, the ratio reduces, hence, reducing the manufacturer’s price to $54. 
A unit contribution is a total profit to the sales of each individual unit In other words, is termed as the sum difference between the variable cost and selling price. A unit contribution is essential to the manufacturer in that it helps in computing the breakeven levels of sales. A high unit contribution enhances profitability (Zietlow et al., 2018). A higher unit contribution facilitates a higher contribution margin coupled with more profit. A low unit contribution, on the other hand, lowers margin and reduces the net profit of the firm. 
An increase in the retail in conjunction with wholesale margins results to an increase in unit contribution. As evident, the total increase is reliant on the ideal ratio of the unit contribution of a product in relation to the sum of item profitability (Chau, Runggaldier, & Tankov, 2018). When there is an increase in retail as well as wholesale margin, a corresponding increase in the unit contribution is deemed essential. This is because the wholesale margin, retail margin, and the unit contribution tend to be reliant on the distinction amid the ideal product’s costs their ultimate selling price. For instance, at a total fixed of $1436000, the market share stands at 19%. However, by increasing the fixed manufacturing cost to $1000000, the full fixed price rises to $1536000. The result is an increase in the company’s market to 21% which is a change from 20%.
If the firm increases any of the fixed cost factors, it will be required to sell a larger amount of units to break even. More on this, the company will require to access significantly increased market share to enhance break even. In my conviction, an increase in the fixed cost tends to have devastating impacts on the company and hence it is bad. This is because it squeezes the distinction amid the selling cost of the company product and the ideal cost of the product, and this minimizes the profit margin (Zietlow et al., 2018). For any firm to break even, it is required that the number of units sold should be increased, this will create a wider gap amid sales and cost, hence helping the firm to attain the desired margin level. More importantly, the firm should emphasize to increase its market share in the competitive industry, thus, paving the way for increasing the number of sales units for the company.
An increase in retail margin enhances the increase in profit. An increase in retail margin establishes a great margin amid the selling price and the ideal cost and increasing the profit margin. 
Increase in brand market share has a positive impact on the company since it increases profitability. When the brand market share increases, the sales volume increases which have an impact on increasing the unit contribution based on the purchased products (Zietlow et al., 2018). The end result of increased brand market share is the increase in profit levels. 
In regards to the advertising budget, a decrease in advertising budget brings about an increase in profit (Easton& Sommers, 2018). This is because reducing the advertising budget lowers the amount of variable cost which again widens the margin amid selling price and the cost of products. It contributes by increasing the profit levels.
The trade-off amid the three factors contributes to a foreseeable conflict in the company. As such, increase in price impacts by increasing the profit level and hence increase in unit contribution for every individual product (Zietlow et al., 2018). On the contrary, it conflicts by lowering the unit of sales. Herein, the customer will tend to shy away and purchase other complementary products whose price meets their value and perceived satisfaction. Ultimately, a decline in the number of unit sales has an effect of lowering the total profit met from selling the product. To alleviate this conflicting tradeoff, each unit sales should be tailored to pose significantly reduced effects on the unit profit.
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