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      Coach handbags is a brand that deals with production of the most trendy and classic handbags. Handbags are products that have so far been determined to have high demand by ladies on the market. The target market of handbags is quite higher across the globe compared to other products. It is therefore crucial for any company that deals with the production of handbags to conduct proper research on the market of handbags as well as a well verified strategic analysis of the market to avoid the risks that may occur from the sale of the bags. Strategic analysis in marketing might seem to be a simple task of which is the hardest step in any production company (Moreno, 2016, p. 45). For, instance, the decision to come up with proper pricing of a product is not as easy as adding up the cost of production and including an extra cost to get a profit. The cost at which the customer may be willing to purchase the product is far from the pricing of the product but close to the depth at which the consumer values the product. The subsequent paragraphs of this analysis will outline the various strategies that coach handbags would undertake in pricing and promotion of the handbags produced.
         Production of handbags faces stiff competition in the market, and therefore there is the need to come up with a proper plan and strategies of marketing to counter the competition in the market and at the same time attract the majority of customers through a well-organized product promotion strategy in the market. To begin with, pricing of the product should be the first step. Some of the pricing strategies that the coach handbag company will undertake are the cost-plus pricing whereby the company marketing team will add up the cost of production and add a mark to it (Moreno, 2016, p. 34). The price to be set would be based on the analysis of what the potential competitors charge their customers on the same product. The price of the product will not only be influenced by the two steps but also the through an analysis of the consumers take on the value of the coach handbag and how much they are willing to pay for the handbags, this will help in being assured that the product is not being under or overpriced. Price skimming will also be a tool in pricing the product in that the price will be set according to the marketing demand. As an upcoming brand, a penetration price would be set to enter the competitive market and attract the customers, and then the prices will be hiked later.
          The coach handbag brand intends to promote their products in the market by picking up highly competitive companies in the market, such as the Chanel bag. The marketing team of the coach handbags will compare the price of the product to the price that the customers pay to the competitive company in this case which is Chanel (Hinterhuber, 2019, p. 56). All the available differences between the Chanel handbag and the coach handbag will be identified to determine the value difference and have an understanding of the tastes and preferences of the consumers. The coach handbag company intends to promote and present the product to the customers in a manner that they will be able to see the value of the product and bid a higher price for the product which should be quite higher than the cost of production used in producing the handbags. The best strategy that the company will undertake in price setting for the product is the value-based pricing strategy whereby the company integrated marketing communication would be used to reach out to the potential customers and enlighten them on the value of the product produced by the coach handbag.
         The value-based pricing strategy was identified to be the most effective method to set the price of the coach handbags because the company values the opinions of the customer based on the value of the products it produces. This is because the coach handbag company produces unique products that are of high value. This means that the company is bound to be more advantaged compared to the competitors who provide commoditized products. The company intends to set the price of the products based on the perceived value of the product by the majority of the potential customers but slightly a bit higher than the cost of production. The value-based pricing strategy will be incorporated with the cost-plus pricing for it to be efficient enough for the marketing competition that the other competing companies that may try to bring it down in terms of pricing.
      The reason why the coach handbag brand sought to undertake the value-based pricing strategy along with the cost-plus pricing strategy is that the company’s ethical standards state that, the ethical marketing technique values the customers highly because the customer is always right (Hinterhuber, 2019, p. 67). The customers are the one who understands better their tastes and preferences. It is therefore very crucial that the opinion of the customers is put into consideration or given the priority. This will ensure that the company does not end up underpaying or overpaying the customers. However, the value of the price will be communicated to the customers through various promotion practices. The cost-plus pricing is incorporated by the coach handbag company so that even though the company might be prioritizing the customer taste and preference in the handbags, the company does not make a loss in the process. The cost-plus pricing strategy is taken up by the brand so that it can help with the addition of the cost of production of the handbags and adding up a mark to avoid the risks that may come with the value-based pricing techniques. The cost pricing policy ensures that the organization is working towards fulfilling the ultimate goal which is profit maximization at the end of it all.
[bookmark: _GoBack]        The price-based value strategy would be of positive impact to the company in that, and in any business setting, the price is always correct or rather better when it is adjusted to fit the perspective of the customer(Conkling, 2010, p. 45). The value-based pricing strategy will enable the company to grow and even make huge profits by the organization which will see the expansion of the market of the business. Value-based pricing is flexible enough for the organization to be able to adjust the cost of production into how much the customers value the product. Thus the company will be in a position to avoid the risks of incurring losses. In the final analysis, it is crucial for any organization to understand that any pricing strategy taken up should be that which matches the targeted market by the organization. With this in mind, the customers will be able to understand that the business does not set up prices for its gains and that is a measure that will attract the customers to gain interest into the products produced even more.













References
Conkling, R. L. (2010). The Cost Approach to Pricing: The Direction of Cost. Energy Systems, 25-67. doi:10.1007/978-3-642-15491-1_2
Hinterhuber, A. (2019). Implementing pricing strategies. Pricing Strategy Implementation, 11-21. doi:10.4324/9780429446849-2
Moreno, S. (2016). THE VALUE OF INNOVATION UNDER VALUE-BASED PRICING. Value in Health, 19(3), A296. doi:10.1016/j.jval.2016.03.861

