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Organizations are becoming more aware of the marketing issues in the market. As a result, they are increasingly becoming conversant with the need to design better marketing strategies that can guarantee increased productivity and profitability in the companies. Participative pricing strategy is one of the mechanisms that many companies have decided to emphasize on. “Name-your-own-pricing” is one of the strategies used in participative pricing mechanism that online companies like the British band Radiohead has adopted to expand their market base and profitability. This essay provides a case analysis on the viability of the “name-your-own-pricing” mechanism and how it influences the music industry. 
According to Flagan (2012), “name-your-own-price” mechanism is defined as a marketing strategy that companies use to allow their customers to set the final price. Even though it has some limitations, this strategy can be viable for Radiohead Music Company because it can draw customers to them and persuade them to buy the products. Flagan (2012) explains that due to the increasing market competition, businesses can distinguish themselves in the market through the participative marketing mechanism that they chose. For the Radiohead Company, "name-your-own-price" plan will help them differentiate themselves from their competitors, which reduces the price competition. Online platforms have provided different businesses with the opportunity to persuade and seduce customers to make purchases. However, for the small companies like Radiohead can find it more challenging to access mature markets. Even though the mature markets can be profitable, but the new players or small companies have to go for the market share strategies because most of the key players in the market have already dominated the market segment that they serve.  
[bookmark: _GoBack]Apart from the market maturity, marketing strategies are based on other important factors such as technological competence, competitors and barriers. For technological competence, the key online marketers may enjoy the advantages and dominance because of their competence. The “name-your-own-price” plan can be viable because it reduces exploitation of the customers who often tend to act irrationally. According to Flagan (2012), “name-your-own-price” mechanism tends to encourage customers that they should act rationally because irrationality can be exploited for profit. Therefore, for Radiohead Music Company, their marketing plan to allow customers to decide what price they will buy the products can be viable because it can attract more customers. Flagan (2012) explains that due to the lack of frictional costs associated with online marketing, businesses can take the opportunity to attract more customers through participative marketing approaches like “name-your-own-pricing” plans. 
Radiohead’s move shows that the market is rapidly changing and businesses have started to realize that customers’ input during marketing plan decision making is important. This strategy will change the way marketers conduct their operations. Apart from attracting more customers, it will ensure that businesses finish their inventories. According to Anderson and Wilson (2011), the “name-your-own-price” strategy is the most popular method to ensure that the excess inventory is sold online. The Radiohead’s plan shows that the music industry market is evolving and things are not the way they used to be. Unlike the traditional methods which did not give more focus to the inputs of the customers, the “name-your-own-price” strategy enables the band to sell its commodities to price-sensitive consumers. Customers contribute significantly to the success of the business. Contrary to what many people believe, price sensitive customers can purchase a product as long as it meets their quality demands. With the Radiohead’s strategy, many businesses will start focusing on practices that fit the customers’ needs and satisfies their desire. Furthermore, this move also shows that the music industry will soon deviate from naming the price and the customers will have a bigger say on the prices of tracks and albums for various bands and artists.
Based on this assessment, I can say that this was the right move for the Radiohead band because it will help them understand the consumer behavior. Identifying the right consumers for their products will also help them determine the right market share drivers that are relevant to their products. According to Flagan (2012), the consumer behavior is influenced by two main reference prices; internal and external reference prices. However, to minimize the confusion and uncertainty associated with the product valuation and accuracy, the marketers can help the consumers by providing suggestions on the retail price. As a result, this can help the businesses attract more customers who are willing to pay more than the minimum price. 
In conclusion, this case analysis has shown the importance of the “name-your-own-price” mechanism adopted by the Radiohead band. Based on this analysis, this participative mechanism is considered to be viable and suitable for the company because it attracts customers. Therefore, with the growth of the online marketplace, the music industry is changing as the businesses in this sector become more concerned with the new pricing strategies to outdo competition and increase their profitability.
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