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ABSTRACT
 In the Nigerian market, new product development plays a vital role in achieving a sustainable competitive advantage. The main objective of the study is to examine the effects of new product development strategies on marketing performance. Stratified random sampling technique was applied at selecting the sample. The study made use of a sample size of 221 employees from selected firms in the soft drink industry in kwara State, Nigeria. Cross sectional survey research design method was adopted, and the statistical techniques used comprised of simple percentage and multiple regression analysis. Findings showed that the change in marketing performance was brought about by the sub variables of new product development in the Nigerian soft drink industry. New product quality which is the first variable has positive effect on marketing performance. New product packaging which is the second variable has positive effect on marketing performance. New product branding which is the last variable has positive effect on marketing performance. The study concluded that new product development strategies have significant positive effects on marketing performance in the Nigerian food and beverage industry. The study recommended that firms need not only to rely on promotional strategies hut have to fine tune their marketing research programme with a view of improving the quality of their product. Keywords: New Product Development Strategies, New Product Quality, New Product Packaging, New Product Branding, Marketing Performance






CHAPTER ONE
1.0	INTRODUCTION 
	This chapter is contain general background of the study, statement of the study, aim and objective of the study, significance of the study, research questions, and general statement of the research hypothesis.
1.1	BACKGROUND OF THE STUDY
Price is one of the most ﬂexible elements of the marketing mix, which interferes directly and in a short term over the proﬁtability and cost effectiveness of a company (Simon, Bilstein, & Luby, 2008). Despite the importance a price has on the performance of businesses, it seems that such element has not received the proper attention by many academics and marketing professionals (Avlonitis & Indounas, 2006). Typically, in marketing, the main focus is placed on the development of new products, distribution channels and communication strategies, and according to Lancioni (2005) this could lead to precipitated pricing decisions without properly evaluating market and cost factors. Thus, pricing is treated as the simplest strategy within marketing, perhaps because many companies determine their prices based on intuition and the manager’s market experience (Simon, 1992). In addition, only few managers strategically think about pricing while proactively administrating their prices in order to create favorable conditions that lead to proﬁts (Nagle & Holden, 2003). Considering this, Liozu and Hinterhuber (2012) highlight the need for more research regarding the pricing preferences and practices because, according to the authors, less than 2% of all published articles in marketing journals are focused on pricing. 
Strategic pricing requires a stronger relationship between marketing and the other sectors of a company. In order to enhance companies’ economic and ﬁnancial performance, the pricing policies should be deﬁned by their internal capacities and on the basic systematically understanding of needs and wishes of their customers, in addition to market conditions such as, economic conditions and degree of competition (Besanko, Dranove, Shanley, & Schaefer, 2012; De Toni & Mazzon, 2013b). In this context, this study’s objective was to propose and test a theoretical model that indicates the impacts of pricing policies on company’s proﬁt. On this regard, the theoretical assumptions consider as pricing policies the deﬁnitions that comprise the pricing strategies and the price levels used by companies in their respective markets.
In this study, the considered pricing strategies are based on Nagle and Holden (2003) studies, namely value-based, competition-based and cost-based pricing strategies; whereas the pricing levels are classiﬁed as high and low prices (Urdan & Osaku, 2005). Besides identifying the direct effects of these elements over proﬁtability, this research also analyzed the impacts of moderating effects considering some independent variables on the business proﬁtability (dependent variable). 
In the face of rapid economic and technological changes, today‘s consumer is more curious, more educated and conversant with what he/she exactly wants. These changes also affect the needs of firms. According to Ehmke et al (2005), marketing your business is about how you position it to satisfy your customers ‘needs. Borden (1984) stated that marketing manager must weigh the behavioral forces and then handle marketing elements in his mix with focus on the resources with which he has to work when building a marketing program to fit the needs of a firm. For marketing to effect a change either in a pricing or reinvigorate a new brand there are elements that remains constant which must be incorporated in the marketing mix and this is called the ―Four P‘s". These four P‘s are product, price, promotion and place (Ehmke et al 2005). In the context of this paper, the emphasis will be on price; hence the need to elucidate more on meaning of price to both customers and firms. 
Price is the amount a customer pays for a product or the sum of the values that consumers exchange for the benefits of having or using a product or service (Bearden et al 2004). Price means different things to different people; it is interest to lenders, COT or service charged by the new soft er (lenders), premium to the insurer, fare to the transporter, honorarium to the guest lecturer etc, (Kotler et al 2008). According to Rosa et al (2011), the importance of price as a purchase stimulus has a key role in price management since not only does it determine the way prices are perceived and valued, but it also influences consumer purchase decisions (Rosa, 2001; Simon, 1989; Vanhuele and Dreze, 2002). Studies have shown price as an important factor in purchase decision, especially for frequently purchased products, affecting choices for store, product and brand (Rondan, 2004). 
The greater the importance of price in purchases decisions, the greater the intensity of information and the greater the amount of comparisons between competing brands (Mazumdar and Monroe, 1990). Considering the nature of the consumer products (frequently purchased and consumed products, implying medium-low level of consumer-supplier interaction), the basic is, the customers who usually purchase are more frequently in contact with prices. Pricing strategy is paramount to every organization involved in the production of consumer goods and services because it gives a cue about the company and its products, a company does not set a single price but rather a pricing structure that covers different items in its line (Kotler et al, 2001). According to Hinterhuber (2008) pricing strategies vary considerably across industries, countries
and customers and can be categorized into three groups: cost-based pricing, competition-based pricing, and customer value-based pricing. These will be discussed in detail in the next section. 
Choosing a pricing objective and associated strategy is an important function of the business owner and an integral part of the business plan or planning process. It is more than simply calculating the cost of production and adding a markup (Roth 2007). Therefore, assigning product prices is a strategic activity and the price or prices assigned to a product or range of products will have an impact on the extent to which consumers view the firm‘s products and determine its subsequent purchase. However, it is less clear how pricing activities can be guided by the marketing concept. Certainly, customers would prefer paying less, in fact, they would even prefer to pay nothing but it is simply not feasible to give products without price (Sagepub.com 2009). An organization that does that will run dry and out of business and would not be able to create value for the customers. Subsequently these constitute problems that have provided a purpose for this research and they will be discussed subsequently. 
Since every business organization existence depends on the success of it product. Therefore, the positive effect of pricing cannot be over emphasized.
	This is because pricing helps the company to meet the need of the consumer at a profit innovation of new ideas also remarketing strategies to a great extent.
	Product development strategies may heaven be either proactive (Lending) or reactive (Lending). The success of new production development will depend on having an affective source of new ideas and innovations, which can be incorporated as a unique selling purpose.
	The unique selling proposition must be relevant to the characteristics of market segment on which product is targeted and must effectively differentiate the product from those others so as to give it purchasing approach.
1.2	STATEMENT OF THE PROBLEM
Hilton (1991:201) observed that both the market forces of demand and supply and the cost of production have a Significant bearing on determining prices. Equally he explained that there are other variables that influence pricing decisions according to him, this includes: Manufacturer’s pricing objective, economic situation, level of competition, and availability of close substitute.
a. For pricing to be effective, firms must incorporate all these factors in selecting the most advantageous price for its product. At times, firms are not in the habit of considering these factors and this has led to the shutting down of many factories, downsizing of workforce and in most cases, winding up of firm’s (Hilton, 1991:201).
b. [bookmark: page5]Profit plan are made in form of budget and they help firms to forecast the level of profit, cost and revenue, they intend to generate in order to gain competitive advantage. Unfortunately many firms still do not prepare these plans, thus, this has led firms undertaking unplanned ventures resulting in escalation and inability of firms to foresee shortage in resources or finance or personnel needed in the future operation of the firm. Where no plans exist, there will be no basis for firm to compare or evaluate their performance.
1.3	 RESEARCH QUESTIONS 
The following are the research questions for the research work.
i. Does pricing increase profitability of an organization in Nigeria?
ii. Does pricing assist organization to meet new customers?
iii. Can organization survive using ineffective method of pricing method?
1.4	OBJECTIVES OF THE STUDY
	The following are the aims and objectives of the research work.
i. To examine if pricing increase profitability of an organization in Nigeria.
ii. To examine if pricing can assist organization to achieve new customers.
iii. To imaging if organization can survive using ineffective methods of pricing in Nigeria.
1.5	HYPOTHESIS FORMULATION 
Following hypotheses are stated: 
Ho1- There is a relationship between pricing strategies and new soft drinks.
Hi1- There is no relationship between pricing strategies and new soft drinks.
Ho1-There is a relationship between pricing strategies and price policy.
Hi1-There is no relationship between pricing strategies and price policy.
Ho1- There is a relationship between pricing strategies and customers service.
Hi1- There is a relationship between pricing strategies and customers service.
1.6	SIGNIFICANCE OF THE STUDY
	After the conclusion of this research work, the following were the benefactors:
A. TO THE DISCIPLINE OF MARKETING: the significance of this research work is that it will enable the research in the department of marketing to find out relative benefits consumers and company will benefit newly introduced product. Also, this study broadens our knowledge about the need for pricing in a corporate profitability.
B. TO THE CASE STUDY: the organization or business would also found the research work useful because it will enable them to improve on their area of new product, marketing strategy and implementation. The general public will also be enlightened on how pricing are introduced to the market and it will improve the sales of pricing and to generate more customers.
C. TO THE SOCIETY: it will benefit the people to know more about NEW SOFT New soft and to know their different branches. The research also tells the society how the good of NEW SOFT product is.
D. TO THE RESEARCHER: the significance of the study is importance for the researcher in other to acquire is Higher National Diploma certificate in Kwara State polytechnic as the researcher institution. And also for the researcher to know more about pricing and how marketing tools implementation help some organization. And for the research work to be used for further enquiry in future.
1.7 	SCOPE OF THE STUDY
	This researcher work covers the important point of the impact of pricing in company performance of new soft in Nigeria.
· THE THEORETICAL SCOPE
This study based on attitude of customer towards a new product, the research work explains what the product comprises and what it are feature it also helps to explain how product development helps in increasing the firms profit with appropriate market and marketing tools implementation. If all the stages are properly planned and developed, the product will succeed, but if otherwise will fall.
· INDUSTRIAL SCOPE
Basically, reference will be made New soft effort will be made to understand the objectives of the company and the management, effort has also been made to find out the obstacles or problems the new suggested
· GEOGRAPHICAL SCOPE
This study is wrapped around Ilorin metropolis, the case study of new soft New soft Nigeria plc is also boated in the state, more so, the major customers of their products are also located in the suburb or Ilorin in Kwara state.
· TIME SCOPE
Within the period of this semester, the study will try to analysis the 3 years record of the organization and also hive exclusive report on the possible breakthrough for the organization through the pricing on promotion.



CHAPTER TWO
LITERATURE REVIEW
2.0	PREAMBLE
The review of literature in project writing is the point where a researcher seeks to explore and use the existing literacy work of other people, authors, and journalist editors etc that are utmost relevance and that provided important argument in support of this thesis. 
There is a need to say that the central focus of the chapter will be the knowledge of this group of people about training, it’s process what really needs, its types and methods, its benefit evaluation of some and finally its relationship with organizational productivity. 
2.1	CONCEPTUAL REVIEW
Many studies were performed in marketing orientation and how to influence on the pricing strategies one of the most updated study is applied on Saudi private sector hospitals ,where Ala'Eddin M, et al. (2013) Confirms that there is significant differences in the effects of micro environment factors on pricing strategy, also Liozu (2013) highlighted the role of pricing orientation in business performance and they found that a positive relationship between value- based pricing and firm performance through a quantitative research, on another hand (Jobber.D and Shipley, D. (2012) pointed out the seven marketing-orientated factors that have the potential to distinguish between the settings of successful high and low price that are applied by means of a decision support model that can be used by managers to support their price decision-making. 
According to Agwu and Carter (2014), ‘among the four Ps, price is the only income generator and it is the value attached to a product. Furthermore, price is the amount of money charged for a product or service. It is the sum of all the values that customers give up in order to gain the benefits of having or using a product (Kotler et al 2010). Baker (1996) noted that price is the mechanism which ensures that the two forces (demand and supply) are in equilibrium. According to Santon (1981) price is simply an offer or an experiment to task the pulse of the market. It is the monetary value for which the seller is willing to exchange for an item (Agbonifoh et al, 1998). Ezeudu (2004) argues that price is the exchange value of goods and services. Schewe (198\7) defines price as what one gives up in exchange for a product or service. 
Three Levels of Pricing Management 
The pricing puzzle is more manageable when taken in pieces. Price management issues, opportunities, and threats fall into three distinct but closely related levels (Michael and Robert 1992): 
1.Industry strategy 
2.Product/Market Strategy 
3.Transactional Strategy
1) Industry supply and demand 
Etzel et al (1997) stressed that this is the highest level of price management; the basic laws of economics come into play. Changes in supply (plant closings, new competitors), demand (demographic shifts, emerging substitute products), and costs (new technologies) have very real effects on industry price levels. It is the broadest and most general level of price management. The objective is to determine the current and expected future state of key market place dynamics in order to establish pricing strategies and deal with other key strategic issues (Walter; et al., 2008). Managers who examine prices in this context must understand the pricing 'tone' of the market (Michael and Robert 1992). This is the overall direction of price pressure whether up or down and the critical marketplace variable fuelling that pressure. This will help managers to predict and exploit broad price trends and foresee likely impact of actions on industry price levels. 
2) Product/ market strategy 
This is concerned with how customers perceive the benefit a product offers and related services across available suppliers. It is focused on getting the right position for price in relations to competitor‘s price at the product, market and segment. The product/ market strategy issues mirror a marketer‘s view on how customers compare prices and benefits of one product against competitive offerings (Roegner et al 2005). If a product delivers more benefit to customers, then the company can charge a higher price versus its competition (Michael and Robert 1992). All that is needed is an understanding of what factors of the product and service package customers perceive as important, how the company and its competitors stack up against this factors and how much consumers are willing to pay for superiority in those factors. 
3) Transactional strategy 
The transactional level is the most granular level of price management and the critical issue is how to manage the exact price charged for each transaction or customer (Walter; Michael; and Craige 2008). The transaction price issues reflect the sales representatives concerns for coming up with the right price for each sale (Roegner et al 2005). This level focuses on the exact price that each customer ays including discounts, payments terms and incentives (Walter; Michael; and Craige 2010). It is the most complicated and expansive level of price management. At this last level of price management, the critical issue is how to manage the exact price charged for each transaction i.e., what base price to use, and what terms, discounts, allowances, rebates, incentives, and bonuses to apply (Michael and Robert 1992). 

Cost oriented pricing strategy 
Cost based-pricing approaches determine prices primarily with data from cost of production. Its main advantage is that data is readily available but at the same time a disadvantage stands. It does not take competition into consideration. It also does not examine customer‘s willingness to pay (Hinterhuber 2008). Two methods are normally used here, they are cost plus method and direct or marginal cost pricing (Jobber 2004). 
a) Cost plus method: One simple and common approach to price determination is the naive cost plus method. It involves the addition of a predetermined margin to the full unit cost of production and distribution without reference to prevailing demand conditions (Ezeudu 2005). This consists of adding a ―reasonable‖ mark-up to the cost per unit (Chaneta 2011). 
b) Mark up pricing: according to (Farese, Kimbrell and Woloszk 2003) mark-up is the difference between the price of an item and its cost that is generally expressed as a percentage. The whole essence of mark-up is for it to cover the expenses of running the business and include the intended profit (Farese, et al., 2003; Kevin, et al., 2004) 
c) Competitors oriented pricing strategy: It is using competitor‘s price as a starting point for price setting (Blythe 2005). This is done when companies set prices chiefly on the basis of what its competitors are charging. Competition based pricing uses anticipated or observed price levels of competitors as primary source for setting prices (Hinterhuber 2008). It may seek to keep its prices lower or higher than competitors because it does not seek a rigid relation between its price and its own demand (Kevin, et al., 2004). Its main strength is that data is readily available and weakness is that it does not take the consumer into consideration. 


NEW PRODUCT DEVELOPMENT (NPD)
Every entrepreneur knows that productivity is one of the key ingredients for successful product development. One of the two key processes in Robert’s Rules of Innovation is the PRICING PROCESS. A formalized, NPD process – also referred to and best practice: the Stage Gate Process – is a must, from simple to sophisticated.
The Pricing process is often referred to as The Stage-Gate innovation process, developed by Dr. Robert G. Cooper as a result of comprehensive research on reasons why products succeed and why they fail.
When teams collaborate in developing new innovations, having the following eight ingredients mixed into your team’s pricing developmental repertoire will ensure that it’s overall marketability will happen relatively quick, and accurately – making everyone productive across the board.
Step 1: Generating Utilizing basic internal and external SWOT analyses, as well as current marketing trends, one can distance themselves from the competition by generating ideologies which take affordability, ROI, and widespread distribution costs into account.
Lean, mean and scalable are the key points to keep in mind. During the NPD process, keep the system nimble and use flexible discretion over which activities are executed. You may want to develop multiple versions of your road map scaled to suit different types and risk levels of projects.
Step 2: Screening The Idea Wichita, possessing more aviation industry than most other states, is seeing many new innovations stop with 
Step 2 – screening. Do you go/no go? Set specific criteria for ideas that should be continued or dropped. Stick to the agreed upon criteria so poor projects can be sent back to the idea-hopper early on. Because product development costs are being cut in areas like Wichita, “prescreening product ideas,” means taking your Top 3 competitors’ new innovations into account, how much market share they’re chomping up, what benefits end consumers could expect etc. 
Step 3: Testing The Concept as Gaurav Akrani has said, “Concept testing is done after idea screening.” And it is important to note, it is different from test marketing. Aside from patent research, design due diligence, and other legalities involved with pricing development; knowing where the marketing messages will work best is often the biggest part of testing the concept. Does the consumer understand, need, or want the product or service?
Step 4: Business Analytics During the Pricing process, build a system of metrics to monitor progress. Include input metrics, such as average time in each stage, as well as output metrics that measure the value of launched products, percentage of pricing sales and other figures that provide valuable feedback. It is important for an organization to be in agreement for these criteria and metrics.
Step 5: Beta / Marketability Tests Arranging private tests groups, launching beta versions, and then forming test panels after the product or products have been tested will provide you with valuable information allowing last minute improvements and tweaks.
Step 6: Technicalities Product Development Provided the technical aspects can be perfected without alterations to post-beta products, heading towards a smooth step 7 is imminent. According to Akrani, in this step, “The production department will make plans to produce the product. The marketing department will make plans to distribute the product. The finance department will provide the finance for introducing the new product”.
Step 7: Commercialize At this stage, your pricing developments have gone mainstream, consumers are purchasing your good or service, and technical support is consistently monitoring progress. Keeping your distribution pipelines loaded with products is an integral part of this process too, as one prefers not to give physical (or perpetual) shelf space to competition. Refreshing advertisements during this stage will keep your product’s name firmly supplanted into the minds of those in the contemplation stages of purchase.
Step 8: Post Launch Review and Perfect Pricing Review the NPD process efficiency and look for continues improvements. Most new products are introduced with introductory pricing, in which final prices are nailed down after consumers have ‘gotten in’. In this final stage, you’ll gauge overall value relevant to COGS (cost of goods sold), making sure internal costs aren’t overshadowing pricing profits. 
This can also take two forms. 
1) Going rate pricing: it is setting a price for a product or service using the prevailing market price as a basis. Going rate pricing is a common practice with homogeneous products with very little variation from one producer to another, such as aluminum or steel (Kevin, et al., 2004). Going rate pricing is a pricing strategy where firms examine the prices of their competitors and then set their own prices broadly in line with these. 
Going rate pricing is most likely to occur where: 
1. There is a degree of price leadership taking place within a particular market. 
2. Businesses are reluctant to set significantly different prices because of the risk of setting off a price war, which would reduce profits to all firms. 
3. There is a degree of collusion taking place between firms. 
If there is one price leader and firms are tending to follow the prices set by the price leader, then they will often feel frustrated that they are not able to mark themselves out by reducing their prices. 
2) Competitive bidding: the most usual process is the drawing up of detailed specifications for a product and putting the contract out to tender and potential suppliers quote a price that is confidential to themselves and the buyer(sealed bids) (Jobber 2004). All other things being equal the buyer will select the supplier that quotes the lowest price. It is used mostly when firms bid for jobs (Kevin, et al., 2004). 
3) Demand based pricing: Demand based pricing looks outward from the production line and focuses on customers and their responsiveness to different price levels (Brassington and Pettitt 2006). 
4) Value based pricing: Customer value-based pricing uses the value that a product or service delivers to a segment of customers as the main factor for setting prices (Hinterhuber 2008). Customer value-based pricing is increasingly recognized in the literature as superior to all other pricing strategies (Ingenbleek et al 2003). For example, Monroe (2002, p.145) observes that: the profit potential for having a value- oriented pricing strategy that works is far greater than with any other pricing approach‘‘. Similarly, Cannon and Morgan (1990) recommend value pricing if profit maximization is the objective, and Docters et al. (2004) refer to value-based pricing as one of the best pricing methods (p.98‘‘.
5) Prestige pricing strategy: This involves applying a high price to a product to indicate its high quality. According to Cannon and Morgan (1990) "to some target customers, relatively high prices seem to mean high quality or high status. 
6) Dynamic pricing: Haws and Bearden (2006) defined dynamic pricing as a strategy in which prices vary over time, consumers, and/or circumstances. It can also be referred to as adjusting prices continually to meet the characteristics and needs of individual customers and situations (Kotler and Armstrong 2008). 
7) Predatory pricing: This is a pricing policy in which a firm deliberately charges lower price with the intention of driving out competitors from the market while remaining the dominant or even monopoly firm in that industry after which it will start the actions characteristic of a monopoly (Lamb, Hair and McDaniel 2004; Brassington and Pettit 2006). 
8) Differential pricing: Differential pricing involves selling the same product to different buyers under a variety of prices (Bearden, Ingram and Laforge 2004) which means different prices are used for different segments (Brassington and Pettitt 2006). It is the same as discriminatory pricing policy especially when the cost of production and selling of the product are essentially the same. 
9) Psychological pricing: A pricing approach that considers the psychology of prices and not simply the economics; the price is used to say something about the product (Kotler and Armstrong 2008). Psychological pricing refers to applying prices that appeal to the customer‘s emotions (Blythe 2005). Psychological pricing is very much a customer based pricing method, relying as it does on the consumer‘s emotive responses, subjective assessments and feelings towards specific purchases (Brassington and Pettitt 2006). An aspect of this type of pricing is the reference price, it refers to prices that buyers carry in their mind and refer to when looking at a given product. 
10) By-product pricing: It is setting a price by products in order to make the main product's price more competitive. 
11) Bundle pricing: Bundle pricing has to do with including several products in a single package that is sold at a single price (Farese, Kimbrell and Woloszy 2003). Brassington and Pettitt (2006) see it as assembling a number of products in a single package to save the consumer the trouble of searching out and buying each one separately. 
12) Product line pricing: Companies who use product line pricing set price steps between various products in a product line usually based on cost differences between the products, customer evaluations of different features and competitors prices (Kotler et al 2001). 


Pricing Strategies for New Products 
a) Price skimming 
It is a pricing policy whereby a firm charges a high introductory price, often coupled with high promotion (Lamb et al 2004). It refers to setting the highest initial price that customers really desiring the product are willing to pay (Kerin, Hartley and Rudelius 2004). Customers involved here are not price sensitive instead the quality and ability of the product to satisfy their needs appeal to them. The heavy promotion is to develop product acceptance even at a high cost. This strategy is recommended when potential buyers are sizeable enough to justify the efforts. The firm could also adopt the high price and low promotion strategy. This can be used when the market is small in size and the market is aware of the product. The firm makes maximum profit and due to this, potential competition is imminent. 
b) Penetration pricing 
According to (Kerin Hartley and Rudelius 2004; Lamb, Hair and McDaniel 2004) it is referred to as setting a low initial price on a pricing to appeal immediately to the mass market. It is the opposite of skimming. The company could penetrate the market with low price and high promotion. This strategy brings the fastest market awareness and results in increased or large market share. For a firm to enjoy this strategy it must have manufacturing or a sustainable competitive advantage that would result in company‘s unit. 
The firm can also penetrate the market with low price combined with low promotion (Lamb et al 2004). It works better in high price elastic market. It also works better in minimum promotion elastic and a competitive market. When the aim of the company for its pricing is to set a low price so as to attract large number of buyers and a large market share, it is using penetration pricing (Kotler Armstrong Saunders and Wong 2001). Here the firm also has two alternatives as discussed above.
Pricing launch strategies 
c) Online pricing 
Currently, pricing has developed in small steps towards a more online driven business (Meckes 2007). With the growth of the online marketplace, pricing has gained new interest among practitioners and academics, and online business models and digitally consumed goods allow for the creation of new pricing mechanisms (Dolan and Moon 2000; Doctors et al. 2010). Participative pricing mechanisms represent such new pricing vehicles as they involve consumers in the price- setting process (Kim, Natter, and Spann 2009; Chandran and Morwitz 2005) and they can effectively be used in online environments. 
Price and pricing decisions is one major area that has been affected by the growth of internet marketing
d) Customer perceived value 
Perceived value has its root in equity theory, which considers the ratio of the consumer‘s outcome/input to that of the service provider‘s outcome/input (Oliver & DeSarbo, 1988). The equity concept refers to customer evaluation of what is fair, right, or deserved for the perceived cost of the offering (Bolton & Lemon, 1999). Customer-perceived value comes from an evaluating the relative rewards and sacrifices associated with the offering. Customers are inclined to feel equitably treated if they perceive that the ratio of their outcome to inputs is comparable to the ratio of outcome to inputs experienced by the company (Oliver & DeSarbo, 1988). Companies are able to measure a company‘s ratio of outcome to inputs by comparing it with its competitors. 
According to this perspective although value is formally defined in terms of the quality-price relationship, these elements are treated as antecedents rather than formative components of value. Some studies have used the methodology of perceived value mapping to develop value maps most of which have been based on the quality–price relationship (Ulaga et al 2001). 
G) PURCHASE DECISION PROCESS 
According to Phillips (2007) the buying center includes all members of the organization who play any of seven roles in the purchase decision process. The first role is the initiators; these are the people who request that something be purchased. This is followed by the users; those who will use the product/service. Next are the influencers who influence the buying decision. The deciders are those who decide on product/service requirement and the approvers authorize the proposed actions of deciders or buyers. The buyers are people who have formal authority to select the suppliers and arrange terms. The last role is played by the gatekeepers; those who have the power to prevent sellers or information from reaching members of the buying center. This is the most critical and most times the most difficult with whom to deal. 
Need recognition: here customers realize they have need for a product (Bruner 1988). The task of marketers is to anticipate customers‘ needs and appeal to that need even when they do not realize they have that need (Saylor 2009). Previews at movie theaters are an example.
1) Search for product information: in this stage if customers are not already aware of what they want they would probably begin to gather information from various sources (Cohen 2013). These sources include friends, family, neighbors, and magazines, websites etc (Engel et al 1993, Agwu 2013). Independent sources like websites are usually preferred and non-neutral sources like advertisements are also used. 
2) Product evaluation: At this stage customers examine different brands available to them and they develop what is called evaluative criteria to help narrow down their choices (Ehmke et al, 2005; Agwu and Carter 2014). Evaluative criteria are certain characteristics that are important to the consumer such as price, color, size etc (Cohen 2013). Here marketing professionals will try to convince the customers that what they are considering as evaluative criteria reflect the strength of their product. This they do through advertisements, magazines etc. 
3) Product choice and purchase: This is the stage where the consumer decides to make a purchase (Bearden et al., 2004). Asides the product he or she is purchasing the consumer is probably making other decisions such as terms of payment, location, etc. 
4) Post purchase use and evaluation: At this point in the process the consumer decides whether what he purchased is everything it was supposed to be. If it is not, the consumer, according to Bertini and Gourville (2012) suffers what is called post-purchase dissonance‘, where he regrets purchasing the product and most times tell other people about his or her experience. Companies/marketers must do everything possible to prevent this. In cases of large products, warranty would be of help. 
5) Disposal of product: Products that are disposable are another way in which firms could drastically reduce the amount of time between purchases. Most companies do this in what is called planned obsolescence (Saylor 2009). This is a company‘s deliberate effort to make their product obsolete or unusable after a period of time. 
Product Mix Pricing Strategies 
The logic with the product mix pricing strategies is to take advantage of the interrelationship between different products when setting prices. One product is sold at a fairly low price whereas the complementary product, on which the functionality of the first one is dependent, is priced higher. For a complementary price strategy (Guiltinanet al., 1997; Tellis, 1986), firms engage particularly in competition-informed pricing to set the price of the main item in the product mix at competitive levels. Thus, we expect that firms that pursue a complementary price strategy engage relatively more in competition- based pricing. 
Marketing orientation 
As whereas marketing concept is considered philosophy in itself included organization structure, marketing orientation is understood as the acceptance of the marketing concept . 
Optimum Product Competition
Product mix refers to the variety of products a business offers its customers. Both manufacturers and retailers must determine the optimal product mix for their particular business. An optimal mix maximizes the potential unit sales while maintaining -- or ideally improving -- the company's profitability. When determining your product mix, you must balance both the short-term and long-term goals of the enterprise. For example, a mix that results in the highest sales for the upcoming year may not set the company up for future growth.
Life Cycle Considerations Marketing theorists say that many products and companies evolve through four patterns of sales: introduction, growth, maturity and decline. It is imperative that if you recognize that some of your traditional best-selling products are entering a maturity phase when the rate of sales growth begins to slow, that you have new products on deck to replace them and maintain the sales momentum you have achieved. Make sure you allocate time and resources to creating an environment of innovation in your company. Look for emerging trends and design products that meet these changing customer needs and preferences. Your product mix design planning is much like the strategic planning you do each year -- it has both a short-range, one-year plan and a long-range plan that looks out three years or more.

Odd even pricing 
Various explanations are offered for the widespread use of odd pricing. One explanation is that customers see an odd price as being much cheaper than it actually is in relation to the nearest round figure. That is, customers see a price of $4.99 as being closer to four dollars than nearly five dollars. It is believed that this illusion of much cheaper products triggers an enhanced buyer response (Boyd & Massy 1972) figure. It is designed to influence the psyche of the customers and attract them to buy (Sahaf 2013) the intention of odd even pricing is to make the price appear considerably lower than it is. 
Bundle pricing 
Product bundle pricing is a pricing strategy in which several products, services, or any combinations of them are presented to the customers as a single package with a single price. Some research papers have been published so far which are devoted to different aspects of bundle pricing. Linde (2009) studied and compared three pricing strategies (bundling, versioning and windowing) in the field of movies. Ancarani (2002) described and analyzed the role of internet to present bundles of information goods using online tools. Furthermore, Simon and Butscher (2001) demonstrated that profitability could increase 10% to 40% using bundle pricing. 
Discount pricing 
Gedenk (2002), has explained the short term and long term effects of promotional pricing to a firm. According to his view, in the short run the consumers are switching to the particular store which offers promotional prices. And also, the consumers are switching to the brands which are engaged in promotional pricing frequently. And new customers are generated through this strategy. And promotional pricing accelerate the purchases and ultimately it contributes to the firm to generate higher profits. 
In the long run, the brand loyalty is created through price promotions and ultimately the loyalty for the store occurs. 
2.2	THEORETICAL REVIEW 
Price theory is concerned with explaining economic activity in terms of the creation and transfer of value, which includes the trade of goods and services between different economic agents (Tellis 1986). According to Friedman (1990), it is the explanation of how relative prices are determined and how prices function to coordinate economic activity. The author further outlined two reasons why we must understand pricing theories. 
The first reason to understand price theory is to understand how the society around you works. The second reason is that an understanding of how prices are determined is essential to an understanding of most controversial economic issues while a misunderstanding of how prices are determined is at the root of many, if not most, economic errors. According to Nagle and Holden (1995), a market economy is coordinated through the price system. Costs of production ultimately, the cost to a worker of working instead of taking a vacation or of working at one job instead of at another, or the cost of using land or some other resource for one purpose and so being unable to use it for another are reflected in the prices for which goods are sold. 
Diffusion of Innovation Theory
Diffusion of innovations is a theory that seeks to explain how, why, and at what rate new ideas and technology spread. Everett Rogers, a professor of communication studies, popularized the theory in his book Diffusion of Innovations; the book was first published in 1962, and is now in its fifth edition (2003). Rogers argues that diffusion is the process by which an innovation is communicated over time among the participants in a social system. The origins of the diffusion of innovations theory are varied and span multiple disciplines.
Rogers proposes that four main elements influence the spread of a new idea: the innovation itself, communication channels, time, and a social system. This process relies heavily on human capital. The innovation must be widely adopted in order to self-sustain. Within the rate of adoption, there is a point at which an innovation reaches critical mass.
The categories of adopters are innovators, early adopters, early majority, late majority, and laggards. Diffusion manifests itself in different ways and is highly subject to the type of adopters and innovation-decision process. The criterion for the adopter categorization is innovativeness, defined as the degree to which an individual adopts a new idea.
A) Naive pricing theory 
Naive price theory is grounded on the assumption that price will stay the same. The theory states that the only thing determining tomorrow's price is today's price. Naive price theory is a perfectly natural way of dealing with prices if you do not understand what determines them (Friedman 1990). The use of this theory is least plausible because prices change. Just as it makes very little sense to assume that as a baby grows older he/she remains the same size, it makes no more sense to assume that the market price of a good remains the same when you change its cost of production, its value to potential purchasers, or both. 
One must understand the causal relations involved. According to Friedman (1990), although the theory may have errors, the alternative to correct economic theory is not doing without theory (sometimes referred to as just using common sense) but the alternative to correct theory is incorrect theory. 
B) Game pricing theory 
According to Ezeudu (2005), it is a collection of tools for predicting outcomes of a group of interacting agents where an action of a single agent directly affects the payoff of other participating agents. It is the study of multi-person decision problems (Gibbons 1992). It could also be referred to as a bag of analytical tools designed to help us understand the phenomena that we observe when decision-makers interact (Osborne and Rubinstein 1994). Myerson (1997) defines it as the study of mathematical models of conflict and cooperation between intelligent rational decision- makers. 
According to Diamantopoulos (1991), game theory studies interactive decision-making. There are two key assumptions underlying this theory: 
1) Each player in the market acts on self-interest. They pursue well-defined exogenous objectives; i.e., they are rational. They understand and seek to maximize their own payoff functions. 
2) In choosing a plan of action (strategy), a player considers the potential responses/reactions of other players. She takes into account her knowledge or expectations of other decision makers‘ behavior; i.e., the reasons strategically. A game describes a strategic interaction between the players, where the outcome for each player depends upon the collective actions of all players involved (Bolton and Lemon 1999). 
C) Arbitrage pricing theory 
Contemporary, there are two theories of portfolio choices with reference to which risk diversification is more dominant i.e. Capital Assets Price Model (CAPM) and Arbitrage Price Theory (APT). 
The APT model states that the forecasted rate of return on assets depends on the unpredictable nature of macroeconomic variables which points out that factor risk takes more significance in assets pricing (Holbrook 1994). APT is comparatively a moderate diverse technique for analyzing the assets prices model. 
APT model assumes that the stock prices were influenced partially and uncorrelated with most of the macroeconomics variables and these variables are not multi-collinear with each other. APT defines that expected return on stock prices is composed on the capital gain plus the realization of risk premium (macroeconomics variables risk) during the course time, (Walter et al., 2011).
D) Consumer theory 
Consumer theory is concerned with how a rational consumer would make consumption decisions (Martijn 2011). The consumer theory arises because the consumer‘s choice sets are assumed to be defined by certain prices and the consumer‘s income or wealth. 
There are certain assumptions for this theory. The assumptions as stated by Lichtenstein et al., (1993) can be seen below: 
The assumption of perfect information is built deeply into the formulation of this choice problem, just as it is in the underlying choice theory (Blythe 2005). Some alternative models treat the consumer as rational but uncertain about the products, for example how a particular food will taste or how well a cleaning product will perform. Some goods may be experience goods which the consumer can best learn about by trying the good. In that case, the consumer might want to buy some now and decide later whether to buy more. That situation would need a different formulation. Similarly, if the agent thinks that high price goods are more likely to perform in a satisfactory way that, too, would suggest quite a different formulation. 
1. Agents are price-takers: The agent takes prices as known, fixed and exogenous. This assumption excludes things like searching for better prices or bargaining for a discount. 
2. Prices are linear: Every unit of a particular good x‘ comes at the same price px‘ (Levin et al 2004). This excludes quantity discounts (though these could be accommodated with relatively minor changes in the formulation). 
3. Goods are divisible: means that the agent may purchase good x in any amount she can afford (Mazumdar and Monroe 1990). Note that this divisibility assumption, by itself, does not prevent us from applying the model to situations with discrete, indivisible goods. For example, if the commodity space includes automobile of which consumers may buy only an integer number, we can accommodate that by specifying that the consumer‘s utility depends only on the integer part of the number of automobiles purchased. In these notes, with the exception of the theorems that assume convex preferences, all of the results remain true even when some of the goods may be indivisible. Furthermore, there are two main features of the consumer theory: preferences and constraints, and these two theories interact to produce choices. 
4. The Budget Constraint: consumer‘s budget constraint identifies the combinations of goods and services the consumer can afford with a given income and given prices (Reynolds 2005). Two factors can cause a change in the budget constraint and these factors are changes in income and changes in price (Munroe 2003). 
5. Preferences: it is assumed that consumers have preferences that they are trying to satisfy, so as to maximize their personal satisfaction (Rohani and Nazim 2012). 
In other words, these prices don't secure maximum interests of society. Thus, determining optimal price or pricing problem in these markets arises. Price is determined in order to maximize profit, increase portion in market, leading quality, survival and increase market price (Kotler & Armstrong, 2008). Simply pricing means the determination of price for a goods or service) Kotler & Armstrong, 2008). Pricing is an activity that should be replicated and is a continuous and nonstop process. This continuity is a result of environmental changes and lack of stability in market conditions and necessitates the modification of price (Shipley & Jobber, 2001). Therefore, this research discusses different methods and pricing strategies that have been derived from several resources 


Competition-based methods: 
 Pricing similar to competitors 
 Pricing above competitors 
 Pricing below competitors 
 Price according to the dominant price in the market
Cost-based methods: 
 Cost-plus method  Target return pricing 
 Break-even analysis 
 Contribution analysis 
 Marginal pricing
Demand-based pricing:  Perceived-value pricing  Value pricing 
 Pricing according to the customers’ needs
Pricing
methods









(Avlonitis & Indounas, 2005; fig. 1). 
Dolgui and Proth (2010) have divided their general strategies in two parts. The first part is High and low prices strategies. High price is accepted if it agrees with the value of the product perceived by the customers, otherwise such a strategy leads to commercial failure; a low price strategy may also lead to a commercial success, especially in the food retailing sector. Kotler & Armstrong (2008) have divided pricing methods into following methods. The first method is cost- plus pricing. In this method which is the most primitive pricing method, price is determined through adding a standard number to cost-price. The second method is break-even analysis. The price is determined at a point where total revenues are equals to total costs. The third method is Perceived – value pricing. This method not based on cost-price but based on customer judgment about product value, price is determined. The next pricing method is Price according to the dominant price in the market. In this method, stores determine their prices based on competitor industries. The last method is based on sealed offers. When industries offer sealed prices to fulfill projects, prices are determined through competition (2008). Due to this fact that all businesses develop capabilities which stems in competitive market, previous bonds and anticipated obligations, it is impossible to address all capabilities. However, some certain types of capabilities that are ready in every business to respond central processes are discussed (Day, 1994). Marketing capability is defined as an integrated process through that industry using its tangible and intangible resources, perceives some particular needs of consumers and reaches a product distinct from other competitors' and meets stock holders' rights with a superior brand name (Nath et al, 2010). 
2.3	EMPIRICAL REVIEW 
Price management is a critical element in marketing and competitive strategy and a key determinant of performance. Price is the measure by which industrial and commercial customers judge the value of an offering, and it strongly impacts brand selection among competing alternatives (Shipley and Jobber, 2001).Apart from world-class product development, pricing is key to success. Pricing is vital in attracting and capturing demand. Pricing is also fundamental in optimizing your product's true worth out there in the real market place (Yeoman and McMahon, 2004). Furthermore, pricing is the only element of the marketing mix that generates revenue for the firm, while it is also the most flexible element of this mix in the sense that pricing decisions can be implemented relatively quickly (e.g. price changes) and be adapted easily to the conditions surrounding a company's internal or external environment (Lewengart and Mizrahi, 2000). The objective functions of companies are multifaceted in that the viability of companies rests on a combination of different pricing objectives (Diamantopoulos, 1991). These objectives are flexible and change over time due to environmental or organizational conditions (Shipley and Jobber, 2001). Pricing objectives may be either supportive or conflictual. Thus, there are objectives that are compatible with each other e.g. market share increase and sales increase and objectives that oppose one another e.g. sales maximizations versus profit maximization (Myers, et al., 2002). 
Pricing Strategies 
Several studies have been done on pricing strategies, each giving it different approach, use different methodology and hence resulting to varied findings. For example, Paul and Ivo (2013) related price strategies and price setting practices by use of survey method and hypothesis testing on 95 respondents, showed that price strategies and price setting are related because strategies are implemented through price setting practices. Howard and James (2013) based their study of the effect of decision context on perceived risk in pricing strategies on attribution theory where more than 100 business managers were used and findings suggest that when uncontrollable environmental factors dominate pricing managers tend to select pricing strategies with external orientations to deflect risk away from themselves personally. Kostis and George (2011) conducted a study on new industrial service pricing strategies and their antecedents where data were collected through a mail survey from 129 transportation and 48 information technology companies. Moreover, 20 in-depth personal interviews were conducted in the initial phase of the research and concluded that skimming pricing and penetration pricing relate to the company's corporate and marketing strategy and the service characteristics, while market conditions influence the adoption of pricing similar to competitive prices. David and David (2012) through exploratory research, a mail survey was conducted using a questionnaire based on the dual scenario technique on marketing-orientated pricing : Understanding and applying factors that discriminate between successful high and low price strategies, found out that six marketing-orientated factors – i.e. ability of customers to pay, brand value, degree of competition, price acting as a barrier to entry, demand compared to supply, and the use of a building market share objective – significantly discriminated between the use of successful high versus low price strategies. Anna et al. (2012) conducted a study on the relationship between customer value and pricing strategies by use of a sample of 129 washing machine models which assessed through the conjoint analysis technique. This was then compared through a regression analysis to the market prices of the products revealed that the alignment between price and value for the customer is limited, only one of the two subsamples presented a positive dependence among the variables. Spyros et al. (2012) carried out their research on wholesale provision of broadband services: alternative pricing strategies and associated policies using a cost model created from actual market data showed that there are several factors that should be examined when new entrants design their broadband deployment strategy. Ruiliang (2009) on his study on pricing strategies and firm performances under alliance brand through game-theoretic model demonstrated that optimal pricing and brand management strategies exist for firms in a competitive market. Andreas (2008) conducted a study on customer value-based pricing strategies: why companies resist where a two-stage empirical approach was employed and identified five main obstacles to the implementation of value-based pricing strategies: deficits in value assessment; deficits in value communication; lack of effective market segmentation; deficits in sales force management; and lack of support from senior management. 







CHAPTER THREE
RESEARCH METHODOLOGY
3.0 	INTRODUCTION
This chapter will be highlighting the research philosophy, the method that was adopted by the researcher, how the research design would look like, the population of study that will be examined and the population size that will be randomly selected, data collection and the ethical aspect of collecting the data. Research methodology is a way to find out the result of a given problem on a specific matter or problem. In methodology, researcher uses different criteria for solving or searching the given research problems. Collis and Hussey (2009) also described methodology as the overall approach to the entire process of the research study.
3.1	RESEARCH DESIGN
	A research design is the step by step guide of the research procedure. The design adopted for the study is exploratory survey design; the exploratory survey design permits the use of a well-structured research instrument for obtain primary data that was used for this study. The design follows accordingly
3.2	POPULATION
	This research work population are customers of 7up Bottling Company, Ilorin that comprises of 200 customer and the work is from Jan - July 2018
3.3	SAMPLE TECHNIQUE
	The study adopted random sampling technique. All members of the population were represented equally
3.4	SAMPLE SIZE DETERMINATION
	The sample size refers to the number of elements from the universe or population that was selected to form part of the study. The statistical formula adopted is:
N
Where N= sample size
		Z= the research population
		O= standard donation
		D- Tolerance limit or allowable error
3.5	METHOD OF DATA COLLECTION
	There are various sources of data which could be categorised into two main sources namely: the primary data and secondary data. The methods of data collection used for this study are both primary data and secondary data. The primary sources of data were structures Interview and self administered structured questionnaire which avoided manipulation and increase the quality of research. A total of 15 questions were used for the survey questionnaire. The secondary data came from relevant literatures reviewed.
3.6	THE RESEARCH INSTRUMENT
	The survey instrument was adopted for this study. A well structured questionnaire and interview were used to measures of dependent & independent variables.
3.7	VALIDITY OF RESEARCH INSTRIMENT
	Both the content and face validity were put to use in this study. The validity of the research instrument was ascertained through expert opinions and contribution as well as the approval of the supervisor. In addition the research variables were validated using factor analysis.
3.8	METHOD OF DATA PRESENTATION AND ANALYSIS
	Method of analysis involved description and inferential statistics. The description statistics described the properties of the data to show the variation in responses and opinions using frequencies and percentages and other descriptive items such as mean and standard deviations. The inferential analysis was done using simple regression statistical tools.
	These tools were selected because it has functionalities that accommodate the variable of interest 























CHAPTER FOUR 
 DATA ANALYSIS AND DISCUSSION OF FINDINGS 
4.0		PREAMBLE	
		This stage of the project involves the analysis of the data collected from the company used as a case study, the data collected need to be analyzed to make them meaningful to any interested reader.
		The research work was carried out to evaluate the effect of pricing on market share with reference to NEW SOFT DRINKS.
		In the course of this study, 35 copies of the questionnaire were personally distributed to the management and staff of the organization of which 30 copies were returned for analysis.
4.1	ANALYSIS OF DATA
	Below are the analyses of the response from the questionnaire returned.
QUESTIONNAIRE ADMINISTERED
	Questionnaire
	Frequency of respondent
	Percentage(%) of the respondent

	Returned
	30
	85.7%

	Not Returned
	5
	14.3%

	Total
	35
	100%


Source: Field survey 2025
		The above table shows that out of 35 copies of questionnaire distributed, 30 were copies were returned.
TABLE 1: SEX DISTRIBUTION
	Sex
	Frequency of respondents
	Percentage(%) of the respondents

	Male 
	20
	66.7%

	Female
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		Table 1 above shows that we had higher number of male respondents and lower number of female respondents. Twenty (20) respondents were male while the other ten (10) were females
TABLE 2: AGE DISTRIBUTION
	Age range
	Frequency
	Percentage of respondents

	18-30
	7
	56.7%

	31-40
	13
	43.3%

	41-50
	-
	-

	50 and above
	0
	0%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		Table 2 above shows the age analysis of the staff sample used. The 56.7% of the respondents that are between the age of 18-30 have greater contribution to the questionnaire.
TABLE 3: MARITAL STATUS
	Marital status
	Frequency of respondents
	Percentage of respondents

	Single
	19
	63.3%

	Married
	11
	36.7%

	Widow
	-
	-

	Divorce
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
The table above shows that 63.3% of the respondents are single and 36.7% of them are married.
TABLE 4: EDUCATION QUALIFICATION
	Qualifications

	Frequency of respondent
	Percentage of respondent

	WAEC
	4
	13.3%

	ND/NCE
	13
	43.3%

	BSC/HND
	13
	43.3%

	Total 
	30
	100%


SOURCE: FIELD SURVEY, 2025
 The table here shows that four (4) respondents are WAEC holders, thirteen (13) respondents are ND/NCE holders and thirteen (13) others are BSC/HND holders.
TABLE 5: YEAR OF WORKING EXPERIENCE
	Experience
	Frequency of respondent
	Percentage of respondents

	1-5
	6
	20%

	6-10
	5
	16.7%

	11-15
	15
	50%

	16 and above
	4
	13.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table shows the numbers of years of work experience acquired by the staffs in which 50% of the staff has gotten enough experience of 11-15 years.
TABLE 6: THE ORGANIZATIONS POSITION IN THE MARKET ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents

	Leadership
	20
	66.7%

	Challenger
	-
	-

	Follower
	-
	-

	Niche
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table here shows that majority of these respondents in fact 66.7% believe that the organization is maintaining a leadership in the market 
TABLE 7: THE TYPE OF EMPLOYED BY THE ORGANIZATION TOWARDS GAINING TARGET NEW SOFT DRINKS ACCORDING TO RESPONDENTS
	Alternative
	Responses
	Percentage of respondents

	Skimming 
	15
	50%

	Penetration
	5
	16.7%

	Odd pricing
	-
	-

	Promotional
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The above table shows that 50% of the respondents supported skimming while 33.3% are in support of promotional pricing and 16.7% supported penetration.
TABLE 8: EFFECTS OF PRICING ON AN ORGANIZATION NEW SOFT DRINKS ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents 

	Positive
	30
	100%

	Negative
	-
	-

	Uncertain
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		From the table above, the whole respondents are of the view that pricing has positive effects on the new soft drinks of the organization.
TABLE 9: RELATIONSHIP BETWEEN PRICING AND NEW SOFT DRINKS ACCORDING TO RESPONDENTS
	Alternatives
	Responses
	Percentage of respondents

	Yes
	25
	83.3%

	No
	5
	16.7%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
		From the above, 83.3% of the respondents are of the view that there exist relationship between the two variables while 16.7% do not believe so.
TABLE 10: GOOD PRICING IMPROVES THE LEVEL OF NEW SOFT DRINKS HELD BY THE ORGANIZATION ACCORDING TO RESPONDENTS
	Alternatives
	Response
	Percentage of respondent

	Yes
	30
	100%

	No
	-
	-

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table above shows that the entire respondents believe that a good pricing improves the level of new soft drinks held by the organization.
TABLE 11: CONSUMERS RESPONSE TO THE ORGANIZATION PRICINGS ACCORDING TO RESPONDENTS
	Alternative
	Responses
	Percentage of respondents

	Positive
	26
	86.7%

	Negative
	-
	-

	Uncertain
	4
	13.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	From table above, 86.7% of respondents are of the opinion that consumers respond positively while 13.3% are uncertain about their view of the matter.
TABLE 12: PRICING IS A MATTER ALTERNATIVE FOR FIGHTING MARKET COMPETITION THEREBY INCREASING MARKET SHARES
	Alternatives
	Responses
	Percentage of respondents

	Yes
	20
	66.7%

	No
	10
	33.3%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	The table above shows that 66.7% believes that it is a better alternative while 33.3% do not agree.
TABLE 13: THE WAYS OF MEASURING THE EFFECTS OF PRICING ON PROUCT SUCCESS
	Alternatives
	Responses
	Percentage of Respondents

	Good return
	5
	16.7%

	High market shares
	15
	50%

	Growth and expansion
	7
	23.3%

	Good reputation
	3
	10%

	Total
	30
	100%


SOURCE: FIELD SURVEY, 2025
	From the table above, the researcher was able to gather that 16.7% respondents believes that good return is a basic for measuring market shares, 50% are of the opinion that high new soft drinks is a basic for measuring the effect of pricing on market shares, 23.3% are of the opinion that the level of growth and expansion is the basis for measuring new soft drinks and finally, 10% are of the opinion that good reputation is the basis for measuring market shares.
4.2	DISCUSSIONS OF FINDINGS
The conclusions and managerial implications are based mainly upon the quantitative data and in attempt to answer the research questions. From the researcher perspective and based on the study results that shows a strong effect between marketing orientated pricing and product mix pricing strategies, the marketing orientated pricing are a very important factors for the mobile service providers, the support for the results is the information that the researcher use in this research .From the study results, it showed that the means for the study main domains were ranked high. The product mix pricing strategies got the highest rank then marketing orientated pricing; These positive results from the researcher perspective could be due to linkage between customer needs, market telecom condition and benefit for mentioned pricing strategies that offer multi services in one package, so the decision maker in mobile service providers is taking care of these marketing orientated factors when they putting pricing strategies seriously, which will lead the company to a better pricing objectives. Also the study results show important impact between marketing orientated factors and product mix pricing strategies when the company pricing objectives are profit, market share and sales maximization. From the researcher point view might be that decision maker in mobile companies has a good knowledge that success of pricing strategies comes from marketing factors. Also to achieve company goals we must provide clear understanding for customer need in market. The study results show that there is a statistically significant impact of market orientated factors on overall product mix pricing strategies due to the profit maximization. The reason that there is a significant impact according to the researcher point of view is that the profit maximization really affects the relation between them. And for sub-Hypothesis there is a statistically significant impact except bundling customer value strategy due to the complementary strategy can bring profit better than others strategy.
The study results show that there is a statistically significant impact of market orientated factors on overall product mix pricing strategies due to the market share maximization. The study results show that there is a statistically significant impact of market orientated factors on overall product mix pricing strategies due to the sales maximization. The reason that there is a significant impact according to the researcher point of view is that the sales maximization really affects the relation between them. Finally The Distinguished of my study was to highlight pricing objectives as moderate variables in three main quantitative objectives: profit, market share and sales maximization. Moreover, thesis was applied in service sector which is high complexity in the pricing making decision and finally we considered the external factors of marketing orientation to be in the firm`s pricing process by applying product mix pricing strategies
4.3		TEST OF HYPOTHESIS
		Hypothesis is an assumption or generalization of an outcome of an event subject further to proof or investigation. It is tested to confirm whether the assumption agrees with observed facts or not. The statistical tool to be used is the chi-square statement of hypothesis.
Ho: 	Price has no significant influence on the new soft drinks of an enterprise, quality of their product determines
Hi-	Pricing has great influence on the new soft drinks of an enterprise.
		To test this hypothesis, the frequency observed from table 1,2,3.4,5 and 6 will be used for hypothesis 1
Hypothesis 1
	Cell
	fo
	Fe
	(f0-fe)
	(fo-fe)2
	(Fe-fe)2
 Fe

	Q1
	3.34
	45.73
	-42.39
	1796.91
	39.29

	Q2
	15.54
	45.73
	-30.19
	911.44
	19.93

	Q3
	2.14
	45.73
	-43.59
	1900.1
	41.55

	Q4
	8.61
	45.73
	-37.12
	1377.9
	30.13

	Q5
	28.48
	45.73
	-17.25
	297.56
	6.51

	Q6
	33.34
	45.73
	-12.39
	153.51
	3.36

	Total
	91.45
	
	
	
	140.77


Since the calculated value of chi-square (x2) = 140.77 which is greater than the tabulated value of 3.841, we reject Ho and accepts H1 
Hypothesis 2
To test for this, the observed frequency of table 7,8,9,10,11,12 and 13 will be used.
	Cell
	fo
	Fe
	(fo-fe)
	(fo-fe)2
	(fo-fe)2
 fe

	Q7
	23.34
	77.43
	-54.09
	2925.7
	37.8

	Q8
	22.5
	77.43
	-54.93
	3017.3
	39

	Q9
	24
	77.43
	-53.43
	2854.8
	36.8

	Q10
	30
	77.43
	-47.43
	2249.6
	29

	Q11
	31.14
	77.43
	-46.29
	2142.8
	27.7

	Q12
	3.34
	77.43
	-74.09
	5489.3
	70.9

	Q13
	20.54
	77.43
	56.89
	3236.5
	41.8

	Total
	154.86
	
	
	
	283


Since the calculation of chi-square value is greater than the tabulated value of 5.841, we reject Ho and accepts Hi.









CHAPTER FIVE
SUMMARY, CONCLUSION AND RECOMMENDATIONS
5.1	SUMMARY
In order to have a better performance than their competitors, companies should establish a set of superior resources, such as, abilities, skills and knowledge, because the role of the price ﬁxing capacity as a way of effectively improving the company’s performance is vital (Dutta, Zbaracki, & Bergen, 2003; Liozu & Hinterhuber, 2013). Therefore, a more strategic approach to the companies’ pricing process excels as a relevant element for the companies’ better performance and for the construction of a possible source of competitive advantage (Hinterhuber & Liozu, 2014). 
The proﬁtability and cost effectiveness of the companies are highly attached to a pricing strategy that visualizes their internal capacities, skills and corporate advantages against their competitors while also considering their customer’s needs or how much they are willing to pay. Setting lower prices could sacri-ﬁce proﬁts because a greater sales volume may not compensate for a lower proﬁt margin. Higher prices could also sacriﬁce proﬁts because greater margins per unit may not compensate for a smaller sales volume (Simon et al., 2008). 
Therefore, the results of our study indicate that companies which search for a customer value-based pricing strategy and which set high prices, logically within the market context in which they operate, tend to yield a greater proﬁt margin than their competitors who may adopt a competition-based pricing strategy and set lower prices. Another important fact is that the most innovative companies, or those who launch a higher quantity of new products, and operate with imported raw materials and supplies also show a higher proﬁt margin. This indicates that the higher the usage of value-based pricing strategies (in which the company adds more innovation launching new products), the greater are the possibilities of increasing the company’s proﬁt margin. 
5.2	CONCLUSION 
Preceding and present studies show that pricing is an important aspect of market and is a crucial element for industry's success or failure and many industries because of neglecting pricing importance have failed. Pricing as a competitive advantage and a success factor in organizations has been examined from several aspects. Marketing researchers introduce pricing as a behavior, culture, information stream, decision-making and strategic planning and believe that customer satisfaction, customer loyalty, attraction of new customers, a desired level of growth in market portion and organizational functionality can be achieved through proper price determination. Evidences show that pricing leads to positive functionality for organizations. 
Furthermore, marketing capability helps an industry to establish a strong relationship between customers and other members. Marketing literature states that industries use their capabilities to convert resources to output and return and are related to the function of industry. Therefore, marketing capability is defined as an integrated process through that industry using its tangible and intangible resources, perceives some particular needs of consumers and reaches a product distinct from other competitors' and meets stock holders' rights with a superior brand name.
5.3	RECOMMENDATIONS 
On the basis of this study, the following recommendations are made: From the study, it is evident enough that the knowledge that the employees have concerning a pricing strategy, the more it is practiced and the more returns it brings to the company. Penetration pricing strategy has strong positive correlation with the performance and as such, the researcher recommends that every business should seek to employ this particular strategy. This is due to the fact that most customers like lowly priced commodities and even discount as they make the purchase, this encourages them and tend to be regular customers to the said enterprise. However much this strategy is emphasizing on the pricing being set low, the quality of goods and services are not supposed to be compromised. With this most of the customers will be retained and more will be attracted not forgetting that the business will extend its parameters as far as the market share in the region is concerned.
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