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Abstract
[bookmark: _GoBack]For every successful product in the market there has to be a balance, not necessarily perfect, but at least favorable to the product's sales, the actual production process, marketing, demand, and supply. Reason being, while coming down to deciding the price of a given product, one has to evaluate the total cost incurred in production (internal factors) and the external factors like competition for the same product or company in the market. These and many more factors do actually influence the price of the product directly and indirectly. In this research paper, we will focus on the distinct factors, both internal and external, that influence the final price of any given product. 
Introduction
	Product pricing most of the time has been related to profit marginalization, of which is a valid objective for every business. However, looking at the bigger picture it is more than that. According to business specialists, (Kalpana, 1), the basic thing as a prize could determine you stand in the market, whether the business would last long or not. Product pricing being a common agenda for new products, it is important to understand that price can facilitate market share and to a large extent dictate survival chances of the product and the company. Additionally, if the product attains market share and a survives while still making a profit, the price can now take a balance with quality product leadership, since the ground is solid. Above all, it is the mandate of the managers to ensure they control influencing factors at every stage of implementation and execution.
Literature Review
While determining a product price, there are factors that should be considered by the company. Some of which have been put to test by experts and ended up giving out the best outcome from the market. The following literature review focuses on some of the factors and how they have been applied to their subject companies.
Jones, et al in the year 2007, documented a scrutiny of the Factors of Price Resistances for Supply Trademarks and State Brands of Cheese in stores within the epoch of 2000-2002. Outcomes illustration that some influences upset price kindliness and customers in lower-income supplies are extra sensitive on prices than those in higher-income supplies. They also advocate that advanced market shares have not gone down as well as the price elasticity for store brands. (Hang, 553).
Sethuraman, et al., calculated the difficulty of crafting a turnover capitalization pricing-scheduling strategy for a capacity-constrained company with whose customers were assorted, bearing in mind that the delinquent of pricing policy develops the clients coming at a provision store, have the objective of maximizing profit. The key deduction they attained was that below definite circumstances, it would be helpful to group clients of diverse individualities collectively and serve them in the same way; this occurs for the reason that clients themselves choose their provision quality. (Sethuraman, 1). 
Indounas, et al., discovered “the pricing” that provision businesses chase along with the diverse pricing techniques implemented by 170 businesses in 6 unlike areas in Greece. The records were composed of dialogue and examined rigorously with the qualitative procedure. The case study discloses that the pricing means embraced by the cosmic majority of the model are cost-plus and the pricing is based on market ordinary price. Additionally, the case study reveals that pricing intentions and pricing techniques are exceedingly correlated. (Indounas, 47)
Ragavhan, et al, on the other hand, studied the effect of mental pricing on price stiffness of the merchandising zone in the USA from the year 1989-1997. The corporation utilizes 10 products which were evaluated using ANOVA method. The results indicated a weighty variance in the pricing policies that many products embrace. It was resolved that product controls pricing policy and those variance pricing policies are not monitored by the provisions at the customer’s level. This reflection designates that pricing policy is not compelled by the supply level demand and is influenced at a more cumulative level. (Ragavhan,1).
Martin, et al, surveyed price willpower in pharmaceutical flea market using statistics from nations within a six-year period between 1998-2003. The survey showcased that market control and the class of the merchandise has a suggestively progressive influence on prices. The study indicates that the U.S. enterprises’ prices are not considerably greater than those of nations with comparable revenue ranks.
Volpe performed a gaging the routine of U.S. Superstores by evaluating their pricing strategies, competition from hypermarkets, and private labels. The regular minimum square was utilized in this study as the technique of information analysis. The results of the investigator are that routine is considerably better for stores working close to competitors with comparable pricing strategies. (Volpe,488)
In 2012, Stevens offered the vibrant price-setting delinquent of a business that cannot perceive market settings for free. The result of the study is that the company exclusively chooses to occasionally receive strategy reviews only and that in the middle of the reviews, the company amends a modest pricing policy that entails minor circles of prices. (Stevens, 1)
Case Study
 In my case study, I decided to locate the new launch of the taxi company and follow up their implementation policies within their first week in operation in the city and prior to their launch. There were key differential policies that made it effective in their first week on duty. Starting with 50 vehicles, I had the chance to book one of the taxis online for my regular pet checkup, and surprisingly they were cheaper and very welcoming, not mention how silk the cars were. Reviewing these and many more factors, there are key influences; both internal and external that the taxi company considered diligently, for them to narrow down on their price.
Internal Factors that Influence Taxi Price
 This is the factors solely on the company’s choices and deliberations. Most of the factors are controllable and can be manipulated customarily to fit the company’s preferences while marketing and selling their product. In our case study, there were a few relevant internal factors that stood out as influences.
Cost of Running/Production
	This refers to the cost incurred while establishing the company and have it running with the minimum drawbacks. Considering demand and competition as factors, the taxi company was able to deliver reasonable prices which were affordable both low-income and middle-income individuals. 
		


Marketing Objectives
	According to the executive launch campaign, their target was to fill the market gap left out by high-class taxis, leaving out average earners for inconvenient and untimely public transports. Their objective was indeed precise, taking their market share wholesomely.
Market Mixing
	This refers to a set of arrangements that coordinate and promote brands within the market; a product which in our case is the taxi service is one of the market mix elements. The other elements that the company focused on were, promotion, place, and price. With the promotion, it's not once or twice did I encounter an electronic billboard and a mobile ad later on. The place is the city, targeted commuter centers, and college students’ outlets as their source market. Considering the above factors, pricing had to be favorable to the target group. 
Organization Factors
	The factor refers to directives addressed by sales managers as a direct decision or from interactions with staff members, customers or both. This is common in small enterprises like taxi companies. Initially, the conducted a survey and pooled suggestions that could favor prices close to everyone's pocket. 
External Factors That Influenced the Taxi Price
 	Unlike internal factors, external factors are outside factors that influence business operations. In my case study, there were also some distinct influencers that would be termed to be external 
Competition
	The company was facing competition from regular taxis and Uber. However, their objective and price range will definitely have a survival chance in the vast market.
Demand
	There was no doubt the company saw a perfect chance and took it by the hand. They actually evaluated a market gap, that had already a sidelined section of the demand on economic terms. The demand is still high considering they started with 50 cars.
Customers
 	The nature of customers would determine the price of the service or product. In our case, the company knew the exact demand to tap and at what economic level do they stand. However, this doesn't discredit its quality of service and delivery, for a high earner to actually give it a try.  
Government Regulation
 	In as much as the regulations could be strict on the idea, the solutions the company offered was encouraged by the municipalities, as a move to ease traffic and congestion. The regulation henceforth was encouraging and not limiting for business. I do believe, their low transport pay was partly influenced by the favorable tax rates on such a business, fuel and insurance policies. 
Conclusion
 	From the engaging case study, we can conclude of having achieved the objectives extensively. The actual monitoring of the progressions of a company from its launch to their first service sales is amazing. This was quite motivating in evaluating my chances too while starting a business or advising one. Most importantly, categorizing the influences and how they all relate to pricing sounds very logical, when a product prevails in a dominant market and manages to stand firmly, with its own market share. The same scenario would apply for a failed product, that sounds either too exaggerated or too cheap to be true. Influencing factors should break down the necessary engagements for any company to determine the right pricing strategy.

Appendix
		Recording Table for Price Effect on Customer Demand for Week One	
	Day
	Number of Customers for Approximately 4 Rounds a day/50 Cars 

	
	Round 1
	Round 2
	Round 3
	Round 4

	Monday
	20/50
	25/50
	17/50
	22/50

	Tuesday
	14/50
	19/50
	22/50
	24/50

	Wednesday
	22/50
	21/50
	30/50
	23/50

	Thursday
	27/50
	27/50
	26/50
	29/50

	Friday
	33/50
	39/50
	32/50
	35/50

	Saturday
	28/50
	29/50
	36/50
	39/50

	Sunday
	40/50
	43/50
	39/50
	44/50
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