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differences between cost based and value-based pricing are discussed below: -

Value:

Cost based pricing is guided by

the product.

Value based pricing is guided on

customer perceptions of the product

value.

lt estimates the costs of making

the product.

It estimates the customer needs and

value perceptions.

It sets a price that covers Costs

plus a target profit.

It sets a price that covers

consumer's perceived value.

lt convinces buyers of produ-i It designs product to deliveidesired

value at target price.

How can you differentiate cost.based and value-based NU 2005,20t2
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ihe major differences between market skimming pricing and market penetration pricing
:re shown below:

Topics

Definition
Market skimming pricing Market penetration pricing

Market skimming pricing is setting
a high price for a new product to
skim maxirnum revenue layer by
layer from the segments willing to
pay the high price.

Market penetration pricing is
setting a low price for a new
product in ordgr to attract a large
number of buyers and with a
largemarket share.



Strategic planning

irr
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Simply' strategic plan is a broadly-defined pran aimed. at creating a desired furure. In
' broad sense, Strategic ptan is I i::.r: in which organizali6nal leaders derermine theirvision for the future as well u' ioJntiry their goats uno"ou.;"rrives fbr the organization.Some definitions about sffategic plan from various scholars are mentioned berow:-t 

*t:.Hl1tl.3::o Mintzblp, "strategic nrallins is an organization,s process
,",o*,Jili ;f":'J1',:t##::'tion, 

and makiniae;.j;;:; a'ocating its

of defined initiaiives (projects) that achiev. 
-u--d-,ltr"a 

set of business goars.?,

for creating a map for the generar path yJur company is to forow, with theintention to increase ro* orrunization,s potential.,,

F ;ffi::;il:JjTil:#J;:: #i#1**:r',"'rff;ir '","ffil,il'o"o".d g.ars
From the above definitions it is clear

weaknesses, opportunities and threats);

Finally' we can say that strategic plan is a process of decisions made by an orgahization
;:i:: ?:il,ili:H:::f: ru;;,;iuc,ion," 

;;;;;i,. gou,,, to grow ihe bu,iness
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Strategic Planning

There are many relationships between strategy, strategic plan and strategic management.

The major relationships between strategy, strategic plan and strategic management are

discussed below:

Subject Matter Strategy Strategic Planning.
Strategic
Management

Definition

Strategy is the

determination of the

basic long-term goals and

objectives of an

enterprise, and the

adoption of courses'of
action and the allocation

of resources for carrying

out these goals.

Strategic planning is

an organization's

process of defining
its strategy, or

direction, and making
decisions on

allocating its

resources to pursue

this strategy.

Strategic

management is a field
that deals with the

major intended and

emergent initiatives

taken by general

managers on behalf
of owners.

Meaning

Strategy is a detailed plan

fof achieving success in

one part or all parts of a

business.

Strategic Planning is

a future oriented

activity which tends

to determine the

organizational

strategy and used to

set priorities.

Strategic

Management implies

a bundle of decisions

or lnoves taken in

relation to the

formulation and

execution of
strategies to achieve

organizational goals.

Stresses on

It stresses on a plan of
action designed to

achieve a long-tenn or
overall aim.

trt stresses on making

optirnal strategic

decisions.

It stresses on

producing strategic

results, new markets,

new products. new

technologies etc.

Management

Strategy is a management

by goals.

Strategic planning is

a management by

plans.

Strategic

management is a

management by

results.
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4 Discuss the relationships between strategy, strategic plan and
NU BBA Prof.2010stratesic management.



Marketing Management
90

ffisab1ueprint,1ayout,design,orideausedtoaccomplishasp
the other hand, a strategic plan is a document t!at,es.tlt^tl":ri"i::::::

l';:ff Til?* i'.';.Jil4;" "'"' -r rt "'

A plan

achieve

aiin.

of action designed to

a long-term or overall

,,,x"' l. , .

oiit"

t::

can say that both ffitsv""d;u:9it oti1,T:,:T":l
lillJ",l:,;:,'iloTt#i'!ia{1::',:::::*;'itrff#Ll
;il:g;:il,H #;,;"r.ri,;, i" take a step forward towards their mission

Distinsuish belqgen {I3

Strategic Planning
StrategY

Strategic Planning is a

organizational leaders

for the t'uture as well as

and objectives for the or
Definition

S*,"gY generallY ini'olves

setting goals, determining acttons

,o *tli.u. the goals' and

mobilizing resources to execute

a *tt"rnuris' Procoss of

desired future, and t

into broadlY defined goals or

a sequencq of stePs to ach

Strategic Planning is

accornPlishing anY task'S,.","gY tt the"Path chosen for

achieving the objectiver
ihr initiul objective of a

clearlY identif, company

a way to use company

them.

The strategY is a master game

plan designed for achieving the

objectives of an orgarization'

Strategic Plan is based on

S*t"gY it based .on Practical

considerations'
Strategic Planning is future

St*.gY is action olt"nttd'
Strategic Planning leads to

StrategY leads to Planning'
St*ttgit Planning can be

long term dePendingStrategY is for the long term'

Strategic Planning ls a

managerial Process'Sttffi-it a Part of decision-
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3.20 Individual Differences in Innovativeness
qE-{q-d!rcr{t@n[t4!,'

In each product area, there are consun pioneers and early 
ldopters, 

other indivi** 
11

".* ;r"O".ts much later' An examtrfru'$ilt !h6re some peopl" *T 
lidn':nl::-*" 

rnobi&'

phone, This is becagse they foll tu* * prree of mobile phone will be-reduced in course of

ii.". e classification of adopters based sn eitensive research iS illustrated below' 
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Figryre: Classilication of adoPten

Innovators (qfiq*o3 one of the most important chara"THT:HT:Jt
.to adbpt an innovation within very less'time' i'e' they rer

period than any other category. About z.s%people fatl in this category'

Earlyadoptersc-'FFo:Therearel3.5o/oconsumers,lnoar.;uasi1|little

conscious about a new product. After searching they purchase the product very

earlier, they are called early adoptqst 
r 1 l

Early majority (qfr qR{tflfi;l t 34 o'/o people in our society purchase the product '

before purchasing most'of the people they are called early majority'
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Product Strategy

product mix dimensions / decision consists product mix length, product mix widths,

product mix depth, and product mix consistency. Product mix dimensions are based on

the basis of number of product lines and product items.

The product-mix is 4 dimensioned, as a company's product mix contains width, length,

depth & consistency. Let's discuss these 4 fold dimensions:

l. The width (eFlu): The width of product mix refers to how many different product lines in the

company carries. The word width refers to the extent of different product lines in the product

mix offered by an organization.

Z, The depth (qftrct):ttre word depth applies to the number of product items offered by an

organization within a particular product line. It means the variants offered of each product in

the line.

dXAMPLE: Lux comes in 2 sizes & 4 ftagrances, so it has a depth of 2x4=8

3. The ledgth (daf): The length of the product mix refers to the total number of items in the

mix. We can calculate the average length of a line by dividing the total length by numbei of

lines.

EXAMPLET If there are 30 items in a product mix & l0 product lines, then average

length of a line: 3o:10: 3 items.

4. The consistency (!Fut): Consistency refers to the close relationship of various product lines

either to their end use or to production requirements or to distribution channels or to other

variables.

EXAMPLE: HUL product lines are consistence in the sense they all are consumer

goods & go through the same distribution lines.

From the above discussion we can say that a company can extend his / her business with

the consideration of mix decision.

ENIqEMI
T" b. rdessful in marketing, producers & middlemen need caiefully planned strategies

for managing their product mixes. The major product mix decisions are:

1. positioning'

2. expansion,

3. alternatioris &
4. contraction

major considerations in constructing a companyts
NU 2010

Discuss the Product-mix strategies. NU 2007, 2011


