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Question and Answer Assignment
1. What are the various responses to a competitor's price change?
[bookmark: _GoBack] A company can adopt different ways to respond to a competitor's change. For example, ask questions and inquire about the competitor's move before making any decision. In a situation where a competitor reduces the prices of the products, the firm does not need to respond by reducing its prices as well, but instead it needs to reflect on its activities and plans. Finding out why the competitor changed, whether the competitor's change could be permanent or temporary and probably the competitor's response to its change as well. A company has a wide range of options to determine what is happening in the market before taking a decision.  
2. What are the various channels to market and how are they interrelated and how are they different?
 Some of the marketing channels include manufacturer to customer and manufacturer to retailer to customer. Manufacture to customer involves the relationship where the manufacturer makes the products and sells them to customers directly without an intermediary. In this relationship, there is no intermediary like wholesalers or retailers. In this case, products come from the manufacturer directly to the consumer. For example, manufacture to customer channel can be like where a farmer produces his or her produces and sells them to consumers directly. Manufacturer to retailer to customer refers to the relationship where the manufacturer produces goods and takes them to the customer through the intermediary who can be a retailer (Pelton et al., 2002). 
3. What are intermediaries and why are they important?
 Intermediaries are the middlemen who link up the manufacturers with the consumers. Intermediaries play a critical role in facilitating the supply chain in the business. For example, intermediaries create value in the supply chain by improving efficiency in the marketplace. In a case where the market has many customers who need to be served efficiently and faster, many suppliers or intermediaries will be required. Therefore, intermediaries reduce the cumbersome experience that many customers may experience when there are no suppliers (Segetlija et al., 2011). Intermediaries also provide consumers with critical information regarding the consumers' perception of the products. The manufacturers can use this information during marketing decisions and planning.
4. What pricing strategies would you consider to price a new product or service? Illustrate your point with at least one example
 There are various strategies of pricing including pricing for market penetration, economy pricing, and pricing at a premium. However, I would consider pricing for market penetration strategy for a new product or service. During the new product entry, the firm focuses on attracting customers or buyers. This could be achieved by lowering the prices of the product to draw attention away from competition as well as attract customers. For example, a product that could be sold by a competitor at $3 could be sold at $2.5 or $2 to attract customers. As a new business, the aim is not only to make a profit but also to create a strong and wide customer base.  
5. What is a marketing channel? What decisions do companies face in designing, managing, evaluating and modifying their channels?
 Marketing channels are the ways that the manufactures ensure that the goods and products that they produce are available for use by consumers. To achieve this, all products are required to go through the product distribution process (Segetlija et al., 2011). During the channel designs, management and modification, companies must analyze the customer wants to determine their aims and constraints as well as evaluate key channel alternatives (Watson et al., 2015). In channel management, companies must select, train and motivate intermediary individuals. This can also involve modifying the design and changing the arrangement of the channels. Because most manufacturers do not sell their products directly to consumers, intermediaries serve a great purpose in ensuring that the goods reach the customers. However, they must have the skills and knowledge, which requires training and motivation.
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