
Strategic planning
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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 
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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.,,
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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
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market;

:r often dominates its competitors in customer loyalty.

The following figure shows the position of market leader:-
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Market Structure

Fig: Position of market leader.

Finally, we can say .that rnarket leader is a brand, product, or firm that has the largest

percentage of total sales revenue (the market share) of a market. A market leader often

dominates its competitors in customer loyalty, distribution coverage, image, perceived

value, price, profit, and promotional spending.

7,46 Competitive Strategies for Market Leaders
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A market leader has the largest market shar'e and usually leads in price changes,

product introductions, distribution coverage, and promotional intensity. Sorne historical

market leaders are Grameen Phone (cell phone network), Microsoft (computer software

Coca-Cola (soft drinks), Shah Cement (cement industry), McDonald's (fast food), Sq

(pharmaceuticals), Teer (soya bean oil), rind Visa (credit cards).
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4.07 Target-Return pricing
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ln, the firm determines the price that yields its target rate of retum on investment.
utilities, which need to make a fair return on investment, often use this method.
As a marketing manager of unilever company can determine with the help of
return pricing. Suppose he invested $l million in the business and wants to set a ori
elfn a 20 percent ROI, specifically $200,000. The target-retum price is given tr'
following formula:
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The company will rcalize this 20 percent ROI provided its costs and estimated sales
out to be accurate. But rvhat if sales don't reaeh 50,000 units? The company can prepare
break-even:li]: learn what would happen at other sales levels (see Figure 14.5). Fixr
costs are $300'000 regardless of sales volume. Variable costs, not ,ho*r, in the figurg
rise with volume. Total costs equal the sum of fixed and variable costs. The totai reven'e
curve starts at zero and rises with each unit sold. i
The total revenue and total cost curves cross at 30,000 units. This is the break-even
volume. We can verify it by the following formula:

Break-even volume
Fixed cost 3.00.000

= 6:10 = 3o,ooo(Price - Variable cost)



Pricing Strategy

l8 Difference between cost based and value-based pricingqnefr-s qqR qlqGk grfrft*r ffi ff{r -:-

l8l

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

{.19 Difference between market skimming and pricing market penetration
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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.


