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MKT380 – Retailing and Merchandising  Spring 2021 
Group deliverable 3 guidelines (10%) 
Project Title: New venture retailing strategy formulation 
Project Description 
The main purpose of this project is to develop a Retail strategy for imaginative company that you would like to start in Kuwait. 
Deliverable 3: Group report- Pricing strategy (10%) Ch.13 
A. Price sensitivity: (20 points/10 points each) 
1. Do your customers have high or low price sensitivity to your products? Justify your answers. 
My clients tend to high price sensitive to my product since there are many similar products in the market. Thus the clients tend to have a wide range of products under comparison thus making the clients to be high price sensitive. In addition, given that it is a new venture my targeted clients have already built trust with other brands. This makes the clients price sensitive. In addition we have not introduced a unique feature to our product which makes it easy for our clients to make comparison with other alternative products (Harmon, Unni, & Anderson, 2007). 
2. How does this translate for your products pricing strategy? 
Due to the high price sensitivity of my product, I am thus required to make used of advertising as well as other promotional methods in order to make my clients to be less price focused and major on the main benefits of product. The more the client will value other benefits, the less price sensitive they will become. Thus I am supposed to make use of pricing techniques which make my clients major on the advantages of the products rather than the price of the product.   
 
B. Pricing strategy 1 analysis: Value based pricing (20 points/10 points each) 
1. If you were to adopt a value based pricing, which method would you use and why? (High/low pricing, everyday low pricing, etc…) 
I would consider the high low pricing. It is a strategy where the firm may rely on sales promotions in order to encourage consumer purchases. The firm tends involve high prices for a product and then subsequently reduces the prices. This is an effective method since it enhances revenue generation since the can produce more sales and even reach more price sensitive consumers. This can as well be used for selling slow moving inventory (CFI, 2015). 
2. Apply this method giving concrete examples analysis for 3 products/services you offer. 
When providing our products I will provide the product at a high price which will then be reduced as the demand and hype reduces. My firm will mainly major on smartphones, video games and the mid-range sports apparel. The smartphones will be introduced at a high price point and gradually discounted as the hype reduces. Similarly we will offer our video games products at a high prices and we shall later discount as the demand reduces after a month based on the demand of the product. During the new season, the mid-range sports apparel will be released a peal prices and it will be discounted as the demand reduces. 
 
C. Pricing strategy 2 analysis: Competition based pricing (20 points/10 points each) 
1. After conducting a research about the competitors’ price lists, present your findings in a table format for 3 products/services. 
	
	Phone
	Videogames
	Mid-range sports apparel

	Competitor 1
	$300
	$20
	$20

	Competitor 2
	$600
	$18
	$20



2. Present the reasons why you would decide to price: below, equal or higher than competitors. 
For the phone, I will consider pricing my product a cost that is below my two competitors.  My main aim will be to grab the client’s attention in order to maximize sales as well as the brand value. For the sports apparel I will price the product at the same level as my competitors and differentiate myself through marketing the business. This is because the products tend to be similar to those being offered by my competitors. For the video game I will price above the competitors since I feel that the services offered by firm are higher than my competitors. 
D. After conducting the above research and analysis, which pricing strategy suits your business more and why? (5 points) 
The most appropriate pricing strategy for my business is the competitor based pricing. This is because it is associated with low risk. Basing my pricing on my competitors has low chances of going wrong since my competitors are well known participants in the market.  This pricing technique as well tends to be simple to implement given that it requires basic research and insights into who the competitors are as well as that which they are doing with the item and the prices. 
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