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C H A P T E R  8  

Marketing mix decisions II: Pricing 

Chapter contents: 

8.1 Introduction 
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8.3 General Marketing strategy 

8.4 Pricing Objectives 

8.5 Pricing Strategy 

8.5.1 Cost-based versus market-based strategies 

8.5.2 Differentiated price strategy across segments 

8.5.3 Pricing strategies in the Product Life Cycle (PLC) 

8.5.4 International pricing 

8.6 Pricing tactics 

Summary 

Questions for discussion 

Case Study: Braun electric toothbrushes 

 

Learning Objectives 

After studying this chapter you should be able to do the following:  

• Discuss the importance of pricing decisions to the individual firm                                                  

• Explain the major steps in pricing decisions                                                

• Demonstrate how external factors influence pricing decisions  
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• Explain how the product life cycle can effect the price decision                                

• Understand the advantages with a differentiated price strategy across segments. 

• Discuss the special problems in international pricing 

8.1 Introduction 

Pricing is one of the most important marketing mix decisions, price being the only 

marketing mix variable that generates revenues. Pricing is not a single concept, but a 

multidimensional one with different meanings and implications for the manufacturer, the 

middleman and the end-customer. Pricing strategy is of great importance because it 

affects both revenue and buyer behaviour. The whole pricing environment is therefore 

considered, first from the point of view of the company and its strategies and then from 

the aspect of the consumer. However, it must not be forgotten that there are other, 

external influences on pricing - not just a firm’s competitors but also from government 

and legislation. Once these factors have been taken into account, various pricing 

strategies are reviewed and some attention is given to how best to implement those 

strategies; how pricing levels can be adjusted and how such tactics do affect buyer 

behaviour and company revenue. 

The multidimensional character of price should be taken into account for the pricing 

of products and services. Pricing involves the determination (and adjustment) of a price 

structure and price levels, as well as decisions on short-term price changes. A more 

effective, goal-oriented approach to pricing is needed that explicitly takes into account 

the role of price as a marketing mix instrument and as a profit generator. This provides a 
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framework for effective, goal-oriented pricing, and to highlight the major aspects and 

factors of the pricing decision. 

Figure 8.1 provides a schematic overview of the steps involved in effective price 

decisions. At the same time, it illustrates the sections integrated in this chapter.  

Figure 8.1 Major steps in pricing decisions 
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As the lines in Figure 8.1 indicate, environmental characteristics influence each 

subsequent step, also feedback loops within one decision period and over time are bound 

to occur. 

In the following, Figure 8.1 will be analyzed in more detail. 

 

8.2 Environmental factors 

Customers 

A key parameter affecting pricing decisions is essentially customer based. The upper 

limit to the price to be charged is set by the market - unless, of course, the customer must 

purchase the product and we are the sole supplier. Effectively, then, at least in 

competitive markets, demand, i.e. the price which customers are both willing and able to 

pay, is a major consideration in the selection of pricing strategies and levels.  

Ideally, the marketing manager needs to know the demand schedule for the products 

and services to be priced. This means that we must take into consideration the time factor, 

i.e. demand must be specified for a given time period. For example, it is conventional to 

distinguish between “short”, “medium” and “long run” time horizons when discussing 

demand. Certainly demand can, and does, vary over these different time periods. The 

time period must be explicit when evaluating demand concepts in the context of 

marketing. 
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The ability of the purchaser to buy products and services according to income levels 

and purchasing power converts the buyer's needs and wants into actual purchasing. The 

economist refers to this willingness and ability to purchase as “effective demand”. For an 

organizational buyer, the ability to purchase is directly related to budget requirements and 

constraints set on the purchaser.  

Demand for a product or service, and indeed the price the customer is willing to pay, 

is related to the attributes of competitive products being offered. Demand for a product is 

therefore closely related to how the customer perceives the various attributes of 

competitive products. These attributes include physical/tangible attributes of the product 

or service in question: for example, quality features, packaging etc., and “intangible” 

attributes, such as brand/corporate image and status.  

So far, we have emphasized the complexity of consumer reactions toward prices, 

and the psychological factors affecting the role of price in the decision process. An even 

more important observation is the enormous heterogeneity in price reactions among 

potential buyers. This heterogeneity is already apparent at the level of price awareness 

and knowledge. In addition, consumers may evaluate prices differently, because they are 

more or less informed about prevailing prices and product characteristics. Decision 

makers should recognize these differences, and positively “exploit” consumer 

heterogeneity in the development of pricing strategies and tactics. 

Competitors 

The results of the pricing strategy will not only depend on consumer response, but 

also on the reaction of competitors. Competitive behaviour varies considerably with 



   

 333 

market structure, intensity of competition, and the existence and nature of significant 

competitive advantages. 

Competitors’ prices are therefore more decisive for own pricing decisions in markets 

with many undifferentiated competitors. Market structure and intensity of competition 

change over the product life-cycle (PLC) as new competitors enter the market and prod-

ucts become more homogeneous. Competition intensifies in most cases, and becomes 

especially severe in the maturity and decline stage, because sales growth can now only be 

accomplished at the expense of the competitors’ sales volume. 

Intense competition implies an increased likelihood of competitive reactions to 

pricing decisions (adjustments in price and/or other marketing mix variables). Besides 

market structure, the distribution of market shares, the sources and types of competitive 

advantages and the marketing goals and strategies of competitors affect the likelihood 

and nature of competitive reactions. Competitive retaliation may attenuate pricing effects, 

and sometimes provoke real price wars (prices are continually reduced, even to 

unprofitable levels). The analysis of competitive behaviour is therefore a prerequisite for 

effective pricing. Competitors respond to actions of other market players by using those 

marketing variables that are their “best weapons”, such that price as well as non-price 

reactions should be monitored. Competitive response behaviour can be investigated in 

several ways, e.g. by means of competitive response profiles. 

Substantial deviations from competitors’ price levels are only feasible through 

significant competitive advantages. The most important competitive advantages for 

pricing relate to costs and unique product values. Cost advantages exist when the product 

can be produced and/or distributed at a lower unit cost than competitors; they result from 

superior skills or resources.  
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Unique product value results from (tangible or intangible) product characteristics 

that are valued by consumers and differentiate the product from its substitutes. Unique 

product value reduces the price sensitivity of consumers, thereby enabling the firm to set 

prices above the competitors’ level without experiencing a considerable decrease in 

demand.  

The most important considerations with regard to competitor pricing include: 

 

• Competitors’ prices, including discounts, credit terms and terms of trade  

• Competitors’ resources, especially financial 

• Competitors’ costs and profit margins 

• Likely competitor responses to our pricing strategies and decisions 

• Likely potential competitors and barriers to market industry entry 

• Substitutes from other industries 

• Competitor marketing strategies, especially targeting, positioning and product 

differentiation. 

 

Three of the most important competitor considerations which directly affect the 

extent to which an industry will be price competitive are: 

• The number of competitors 

• The degree of product differentiation between competitors  

• Freedom of entry. 
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For example, where there is only one supplier, i.e. a monopoly, then the pricing 

decision maker has substantial discretion over price. On the other hand, where products 

are undifferentiated, price competition is likely to be fierce. Finally, where competitors 

can enter an industry with relative ease, then the price setter will have less discretion over 

price and may be forced to set lower prices than might otherwise be the case in order to 

deter new entrants. 

 

Publics 

In addition to customers and competitors, a number of other publics influence 

pricing decisions. The most important is government (legal constraints). 

Other individuals, groups or institutions may also have an impact on the pricing decision 

(e.g. financial institutions, workforce) but they are not discussed here.  

A number of government laws set legal constraints to competitive pricing behaviour, 

consumer pricing, international pricing and (the control over) retailer pricing. Prohibited 

or restricted competitive pricing practices are price fixing, price discrimination, and 

predatory pricing. Important legal constraints on consumer pricing are regulations against 

deceptive pricing and consumer price discrimination. Moreover, in specific product 

categories like pharmaceuticals, or bread, governments exert direct price controls and 

establish ranges of legally acceptable consumer prices.  
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8.3 General marketing strategy 

Pricing decision is only one part of the general marketing strategy. Pricing decision 

must therefore be integrated with the other Ps of the global marketing mix. Price is the 

only area of the marketing mix where policy can be changed rapidly without large direct 

cost implications. However, this characteristic also results in the danger that pricing 

action may be resorted to be as a quick fix instead of changes being made in accordance 

with the other elements of the overall international marketing strategy. It is thus 

important that management realizes that constant fine-tuning of prices in international 

markets should be avoided, and that many problems are not best addressed with pricing 

action.  

In addition to broader corporate objectives, pricing decisions must also reflect and 

support specific marketing strategies. In particular, pricing strategies need to be in line 

with market targeting and positioning strategies. Clearly, if a company produces a high 

quality product or service aimed at the top end of the market, with a prestige image, it 

would not make much sense (indeed it would probably be a major mistake) to set a low 

price on the price on the product even it cost efficiency allowed this. Pricing therefore 

must be consistent with the other elements of the marketing mix and the selected 

positioning strategy. 

 

8.4 Pricing objectives 

As was mentioned earlier, pricing decisions are salient to the achievement of 

corporate and marketing objectives. Hence it is essential that pricing objective and 
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strategies are consistent with and supportive of these objectives. Environmental analysis 

provides crucial inputs for the specification of operational and attainable pricing 

objectives, which are in line with general company goals and strategies, and exploit the 

possibilities offered by the marketplace. Many pricing objectives can be pursued and 

these can be classified as: 

(i) Profit-oriented objectives (e.g. profit maximization, profit satisfaction, target 

return on investment);  

(ii) Cost-oriented objectives (e.g. recover investment costs over a particular time 

period, generate volume so as to drive down costs) 

(iii) Demand/sales-oriented objectives (e.g. sales growth or maintenance, market 

share growth or maintenance, use price of one product to sell other products 

in the line, build traffic); or 

(iv) Competition-oriented objectives (e.g. be the price leader, discourage entry 

by new competitors, discourage others from lowering prices). 

 

Companies may pursue more than one pricing objective: in that case, pricing 

objectives should be mutually consistent, and priorities (or interrelationships) clearly 

defined. Managers often concentrate on cost-oriented pricing objectives, because these 

can easily be translated into rules of thumb that simplify the pricing problem. In doing so, 

however, they disregard opportunities for profitable pricing based on factors other than 

cost. 
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8.5 Pricing strategy 

Many different pricing strategies have been put forward by marketing academics and 

practitioners. Which of these are feasible in a given problem situation depends on three main 

factors (see also Figure 8.1): 

• The characteristics of the environment 

• The general marketing strategy of the company 

• The pricing objectives of the company 

 

Some typical pricing strategies are highlighted below. 

8.5.1 Cost-based versus market-based strategies 

Cost-based pricing 

The most widely used method for determining prices involves setting prices 

predominantly on the basis of the company’s own costs. This method of pricing is often 

referred to as “'cost-plus” pricing. In its simplest form, cost-plus pricing involves a 

company calculating average cost per unit and then allocating a specified mark-up, which 

may be related to rate of profit required by the company, to arrive at the selling price.

 The major advantage of this method of pricing is its seeming simplicity. 

However, despite its widespread use by companies, it has long been severely criticized. 

The mechanics of cost-plus pricing involve calculating the variable costs per unit and 

adding to this an allocation of the total fixed costs. The first problem with cost-plus 
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pricing is in both the calculation and allocation of these fixed costs. In many multi-

product companies the allocation of fixed and semi-variable costs to individual products 

is often arbitrary.  

 In practice, total fixed costs are allocated on the basis of either a standard volume 

 or a forecast level of output. 

A second problem with cost-plus pricing is the determination of the mark-up. As 

mentioned earlier, often the percentage mark-up is derived from a predetermined target 

rate of profit or return. The problem with such predetermined mark-up rates, however, is 

that they take no account of demand conditions. 

With these disadvantages there must of course be good reason why cost-plus still 

remains widely used by companies. The advantages are as follows: 

• If the competitors are using cost-plus pricing, and provided they have similar 

costs and mark-ups, it can lead to price stability 

• The pricing decision maker does not have to consider the difficult (if 

essential) area of demand and price sensitivity 

• It is often claimed that because prices are directly related to costs it is “fair” to 

both competitors and customers. 

 

None of these potential advantages compensate for the fact that cost-plus pricing, 

certainly in its most rigid form, is not at all market-oriented, and can lead to significant 

strategic disadvantages in the market. 
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Market-based pricing 

The market-based pricing moves away from the focus on costs and instead 

concentrates on what the price should be, seen in a combination of two perspectives: 

• What are the competitors’ prices of similar products 

• What is the perceived value of the product to the customers? 

 

The first perspective is based on several assumptions, including that of product 

image and the position of the company as being the same or very similar to those of the 

competition. Although it is vital to consider competitors’ prices, costs etc. (as we have 

seen) this information should be used to influence our pricing rather than as a “formula” 

for setting it. 

The basic idea underpinning the perceived value-based approach to pricing is that 

when customers purchase a product they go through a complex process of balancing 

benefits against costs.  

A customer will not purchase a product where the costs are seen as being greater 

than the benefits. It is important to stress that the costs may include more than just the 

purchase price, and again it is the customer's perception of these costs that is used in the 

evaluation process. For example, in assessing the costs of, say, a new car it is not just the 

initial purchase cost, but also maintenance, insurance, petrol and perhaps depreciation 

costs that the purchaser may consider. In addition, just as there are psychological benefits 

so too are there psychological costs. For example, our new car purchaser may well 

consider the costs of “loss of status” if he buys a cheap Eastern European car.  

For the, pricing decision maker, of course, the difficulty in this method of pricing is 

in measuring how the customer perceives the company’s offer against the competition. 
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Moreover, value perceptions may vary considerably among consumers, and even over 

usage situations.  

Different customers may use the “same” product in different ways and hence make 

different cost/benefit evaluations. If the customer makes such a trade-off between costs 

and benefits it would seem sensible for the selling company to do the same. It is 

important to understand that the benefits involve a great deal more than the core attrib-

utes, and that in many choice situations it is the augmented product benefits, which 

differentiate products. 

 

8.5.2 Differentiated price strategy across segments 

Anyone price, even if it has been developed on the basis of market data in 

conjunction with overall marketing strategy, risks leaving a huge amount of money on 

the table. Because each customer-or more realistically, each customer segment-makes a 

value/price judgment, developing an “average” price at some midpoint along the 

spectrum of perceived value runs counter to the concept of aligning price and value. The 

result of this single “average” price approach, represented in Figure 8.2, is that the 

company ends up charging almost everyone the wrong price (Simon and Butscher, 2001).  

For each of the customer segments that perceive more value than is represented by 

the single price, profit is being lost. On the other hand, the segments that perceive less 

value than is represented by the price simply will not buy the product. While effective 

marketing and sales communications may be able to move each segment's perception of 

value slightly, this will still only capture those segments whose perceived value is closest 
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to the average price. At the high and low ends, substantial revenue and profit are being 

left on the table.   

The ideal pricing strategy, then, should follow the natural segmentation of the 

market based on perceived value. By setting prices at or just below the value realized by 

each customer segment, a company will maximize revenue and profit. The role of 

marketing in this process is to identify the customer value segments and set prices 

accordingly. The role of sales is to maintain the differentiated pricing structure by selling 

on value, rather than just on price. To successfully implement differentiated pricing, 

marketing and sales must work together to under-, stand customer needs and redefine the 

product/service offering in terms that intersect with these needs. This will therefore 

maximize the perception of value. Often, definitions and perceptions of value differ 

within a single organization from one level of management to another. In such situations, 

success depends on identifying and targeting the level most likely to understand the full 

value of the complete product and service “bundle”.  (Klompmaker et al. , 2003).  

Price bundling is marketing two or more products in a single package for a special 

price. Examples include the sale of maintenance contracts with computer hardware and 

other office equipment. 
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Figure 8.2 One-price approach versus price differentiation across segments 
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Auctions and Dutch Auctions 

The growth of the Internet has made customer-driven pricing models feasible on a 

large scale. In terms of price customization, auctions and Dutch auctions come close to 
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the ideal situation in which every customer pays exactly the maximum of what he is 

willing to spend (Simon and Butscher, 2001). Auctions are an ancient form of pricing. 

Interested parties bid on a product that is for sale and have a chance to increase their bid 

as other bidders top their original bid. The product is typically sold to the party that in the 

end places the highest bid (there are alternatives where the second highest bid wins). 

Auctions require that all bidders are either physically present at the site of the auction or 

can participate via telephone or another technology. The Internet has made auctions a tool 

for the masses, as it enables everybody around the world with access to the Internet to 

participate in an auction on an auction website such as ebay.com or QXL.com. Auctions 

are becoming more and more popular in business-to-consumer, business-to-business and 

consumer-to-consumer cases.  

Auctions are the best pricing strategy to extract the maximum willingness-to-pay for 

a product that currently exists in the market, as determined by the highest bid. Of course 

the highest bidder might still have been willing to pay an even higher price.  

In Dutch auctions, the starting price is a price slightly above the highest price a 

seller thinks he can achieve. The price then begins to drop and the first customer to signal 

his willingness to buy at the current price gets the sale. Similar to the regular auctions, 

this pricing system allows extraction of the maximum willingness-to-pay for a product 

that currently exists in the market, as it creates competition between customers. A 

customer could wait for the price to drop below his personal price limit, but then has to 

take the risk of another customer snatching the sale.  

In order to make either auction form effective, however, you have to ensure that a 

large enough number of customers can and will participate in the auction. The 

participating audience should be an exact mirror of your entire market or, ideally, all your 
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potential customers should participate. The Internet is an excellent way to achieve this. 

But, depending on what market you are in, this might mean that you have to enable 

access to the auction through different technologies. For example, if your market has a 

low Internet penetration (i.e. small businesses, low-income consumer segments etc.), you 

will have to allow access to the auction through, mobile, telephone.  

8.5.3 Pricing strategies in the Product Life Cycle (PLC) 

As we have already seen the competitive situation for a product changes throughout 

the life cycle of a product. Each different phase in the cycle may require a different 

strategy. Pricing plays a particularly important role in this respect. We now discuss some 

of the ways in which price may be used at various stages of the product life cycle. Once 

again, it should be noted that considerable care should be used in interpreting the possible 

strategic implications of each of the life cycle stages. 

Pricing in the introductory stage of the life cycle  

With an innovatory product its developers can expect to have a competitive edge, at 

least for a period of time. With innovatory new products, a company can elect to choose 

between two extreme pricing strategies (Lancaster and Massingham, 2001) 

• Price skimming: introducing new products at a high price level  

• Price penetration: Introducing new products at a low price level 

 

1. Price skimming The setting of a high initial price can be interpreted as an 

assumption by management that eventually competition will enter the market and erode 
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profit margins. The company therefore sets the high price so as to “milk” the market and 

achieve the maximum profits available in the shortest period of time. This “market 

skimming” strategy involves the company estimating the highest price the customer is 

willing or able to pay, which will involve assessing the benefits of the product to the 

potential customer. This strategy has in the past been successfully carried out by firms 

marketing innovative products with substantial consumer benefits. 

After the initial introduction stage of the product the company will tend to lower the 

price of the products so as to draw in the more price conscious customers. When a 

company adopts this kind of strategy the following variables are usually present: 

• The demand for the product is high 

• The high price will not attract early competition 

• The high price gives the impression to the buyer of purchasing a high quality 

product from a superior firm. 

 

2. Price penetration The setting of a low price strategy or “market penetration 

strategy” is carried out by companies whose prime objective is to capture a large market 

share in the quickest time period possible. 

The conditions which usually prevail for penetrating pricing to be effective include: 

• The demand for the product is price sensitive 

• A low price will tend to discourage competitors from entering the market 

• Potential economies of scale and/or significant experience curve effects 
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Exhibit 8.1  

Pricing research in the early stage of pharmaceutical product 

development 

In early stages of drug development the product profile is highly uncertain. 

Only the mechanism of action, data on basic efficacy and safety at different 

doses will be in the process of being established. At this stage it may be 

difficult for physicians to comment on the value of product benefits, as they 

are not yet well-defined. To a large extent, pricing research at this stage has 

to be qualitative in nature and tries to establish a sensible range of possible 

values (ceiling and floor pricest,given possible base case and best case and 

safety scenarios. 

Figure: NarroWing the price range 
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Conducting pricing research with such a wide divergence from existing 

prices and price expectations requires approaching respondents with mind 

sets which can think beyond the dayto-day drug budgeting and cost 

constraints. One should therefore try to establish an initial price range which 

through time research will narrow down to the optimal price. 

In early-stage research a qualitative approach involving depth interviews 

with opinion leaders who may act or have acted as advisers to government 

authorities and with a few clinicians is usually a good starting point to define 

the upper price limits and potential reference compounds. However, price 

acceptability will depend on product performance which at this point in 

development will still be largely unknown. 
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One approach at this stage is to undertake some benchmarking or price 

referencing with respondents in relation to existing drugs on the market (not 

necessarily within the same therapy area) to be able to gauge the range of 

acceptable prices. This is particularly important for new chemical entities. The 

competitive environment must also be examined as the prices can vary 

widely. 

Source: Adapted from Hanlon and Luery, 2002 

 

8.5.4 International pricing 

Geographic pricing becomes an issue when the company serves geographically 

distant markets, and transportation constitutes an important component of transaction 

costs. Depending on the competitive conditions in those markets and on the threat of 

entry, it may be more profitable to charge uniform standardized prices in all markets or 

locally adapted prices.  

Price setting within individual country markets is driven by the typical corporate 

issues and objectives. Also, the major problem areas in international pricing have been 

meeting local competition, cost, lack of competitive information, distribution and channel 

factors, and government barriers.  

Multinationals tend to make pricing decisions close to each market's prevailing 

conditions, but the relationship is symbiotic: Coordination and strategic direction come 

from headquarters, yet short-term pricing decisions are made locally.  
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 Price escalation. In preparing a quotation, the international marketer must be 

careful to include unique export-related costs as well as normal costs shared with the 

domestic side of the business, such as:  

1. The cost of modifying the product for foreign markets. 

2. Operational costs of the export operation (e.g. subsidiary costs): personnel, 

market research, additional shipping and insurance costs, communications 

costs with foreign customers, and overseas promotional costs. 

3. Foreign market entry costs: tariffs and taxes; commercial credit and political 

risks associated with a buyer in a different market; and foreign exchange risks. 

 

The combined effect of clear-cut and hidden costs causes export prices to accelerate.  

Price escalation can result in different-sized price increases across markets. 

Customers who shop around for lower prices or distributors unhappy about their margins 

in certain markets might force a marketer to abandon a market altogether. International 

marketers combat price escalation through accurate information and creative strategies 

such as the following methods, which emphasize cutting costs: 

• Reorganize the channel of distribution: Eliminate some distribution levels. 

But, shortening the value chain might incur other new costs such as new 

intermediaries' demands for better discounts. 

• Adapt the product. Use less expensive ingredients or unbundle costly features. 

Remaining features, such as packaging, can also be cheapened. If price 

escalation causes differentials between markets that customers might discover, 

alter the product by changing styling and packaging, for example. 
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• Emphasize nonprice benefits: Quality, after-Sales service, warranties, etc. (not 

necessarily price concessions), can add to the value the customer receives, or 

at least perceives, from your offer.  

• Assemble or produce the product overseas: Through foreign sourcing, the 

exporter may receive an additional benefit to lower cost: duty draw backs.  

Transfer pricing 

Transfer (intracorporate) pricing is the pricing of sales to members of the 

multinational corporate family. With rapid globalization and consolidation across 

borders, estimates have up to two-thirds of world trade taking place between related 

parties, including shipments and transfers from parent company to affiliates as well as 

trade between alliance partners. Transfer pricing must be managed in a world of varying 

different tax rates, foreign exchange rates, governmental regulations, and other economic 

and social challenges. Allocating resources among multinational units requires central 

management to achieve these objectives: 

1. Competitiveness in the international marketplace; 

2. Reduction of taxes and tariffs; 

3. Management of cash flows; 

4. Minimization of foreign exchange risks; 

5. Avoidance of conflicts with home and host governments; and  

6. Internal concerns, such as goal congruence and motivation of subsidiary 

managers.  
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The Euro and the “Price corridor” 

The advent of the Euro illustrates how all firms will need to re-examine the 

positioning of their businesses. The potential advantages of a single-currency Europe are 

considerable, but the Euro also threatens businesses of all nationalities, sizes, and forms. 

More production and operating strategy decisions will be made on the basis of true cost 

differentials-proximity to specific inputs, materials, immobile skills, or niche customers, 

for example. Consolidation will be the norm for many country business units whose 

existence was in some way perpetuated by using different currencies.  

Intracompany transaction pricing-prices among company business units and 

headquarters-becomes more troublesome with currency consolidation. Transparency 

allows tax authorities to easily enforce transfer price uniformity.  

If discrepancies among markets are not justified by market differences such as 

consumption preferences, competition, or government interference, parallel importation 

may occur. Parallel imports into affluent markets will force prices to the lowest level as 

buyers simply go to the cheapest available source. For example, Portugal may influence 

prices in Germany through parallel imports and centralized buying power. 

 

"Price Corridor" Solution. The recommended approach following the Euro is a 

“pricing corridor” - a range within which national prices vary. The company sets the 

maximum and minimum prices that country organizations can charge-enough to allow 

flexibility as a result of differences in price elasticities, competition, and positioning but 

not enough to attract parallel imports that may start at price differences of 20 per cent and 

higher. The corridor would be much narrower for easily transportable items like 

photographic film than for immobile products such as industrial machinery. This 
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approach moves pricing authority away from country managers to regional management 

and requires changes in management systems and incentive structures.  In Europe, as in 

future regional currency consolidations, manufacturers will do well to compromise 

between individually market-optimized prices and a uniform regional price. Uniformity 

will occur over time as consumers and national economies slowly adjust. 

 

Global-pricing contracts 

As globalization increases, customers will put pressure on suppliers to accept global-

pricing contracts (GPCs). Purchasers may promise international markets, guaranteed 

production volumes and improved economies of scale and scope. But what if they fail to 

deliver or if suppliers’ global-price transparency inspires them to make unrealistic 

demands? Suppliers must make three key decisions: whether to pursue a GPC, how to 

negotiate the best terms and how to keep a global relationship on track. We have found 

that the best tool for suppliers is solid information on customers. Information can help the 

supplier make a sensible counterproposal to demands for the highest levels of service at 

the lowest price.  

 

Exhibit 8.2 Barbie clothing – a case of brand stretching at high-

end prices 

Mattel, the no. 1 toymaker, has about 16 stand-alone stores in Japan selling the 

Barbie clothes that are geared towards adults and they hope to expand to 20 stores 

by the end of 2004. Barbie herself has always been a fashion icon and so creating her 

own label seemed maybe logical. So now Mattel also wants to penetrate the US home 
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market. In June 2004, it showcased new Barbie brand of vintage T-shirts, cocktail 

dresses, shoes and coats last week in New York at the International Licensing show.  

In United States it will be a limited debut of the line with a few select pieces. The 

heritage of the Barbie brand in the United States is very sensitive. In USA, Mattel 

wants to reposition the Barbie brand as a fashion icon and not just as a kitsch 

concept. 

In July 2004 Mattel launched the Barbie vintage-type T-shirt inspired by the 1959 

Barbie, priced between $40 to $60 at the high-end department store chain Nordstrom 

Source: Adapted from Bhatnager (2004) 

 

 

8.6 Pricing tactics 

In this text we make the following distinction between pricing strategies and pricing 

tactics:  

Pricing strategies determine long-term price structure and price levels, and their 

evolution over time in response to long-term changes in the environment; while pricing 

tactics consist of short-term price decisions (mostly price reductions from the normal or 

long-term level) to induce immediate sales increases or to respond to short-term changes 

in the environment.  
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Part of the confusion stems from the fact that the same set of instruments and actions can 

serve both strategic and tactical purposes. This is, for instance, true for the use of price deals. 

 

Price promotions 

The measurement of sales promotion effects has generated a great deal of interest in 

recent years. While a variety of promotional activities is available, the bulk of sales 

promotion actions take the form of either a straight price cut, or a more indirect price 

reduction. Typical of such price promotions is their temporary character; a large portion 

of the observed sales increase stems from brand switching. 

All in all, temporary price reductions have about the weakest positive long-term 

effects of any below the line activity since they appeal to rational (financial) arguments 

rather than building brand image or franchise. While the evidence on positive long run 

implications on brand sales is limited, there are indications that price deals lead to 

purchase acceleration and stockbuilding, followed by sales dips in the post-promotion 

period. In other words, sales promotions may partly “borrow sales from the future”. More 

importantly, frequent price cuts may reduce the consumer's willingness to buy the 

product at the regular price eventually damage product image.  

So far, the discussion has implicitly concentrated on the impact of promotions 

directed at consumers. Manufacturers spend increasingly large budgets on trade 

promotions, i.e. temporary price cuts towards retailers. While the impact of trade 

promotions bears similarities to that of consumer promotions, their (long-run) 

implications are even more complex. Nevertheless, they may generate effects that extend 

over a longer period of time.  
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Summary 

A whole set of complex factors affect pricing decisions, making this in fact one of 

the most complex and difficult areas of market planning. Pricing decisions are more than 

just a “mechanical” exercise of adding margins for profit on to costs. Price setting must 

become an integral part of the marketing strategy of the company and must be consistent 

with corporate and marketing objectives and other elements of the mix. In addition to 

these inputs to pricing decisions, the marketer must also consider demand, cost and 

competitors. 

Based on the environmental factors (customers, competitors and publics) and 

general marketing strategy, the major steps in the pricing decision-making are: 

• Pricing objectives (long-termed 

• Pricing strategies (long-termed) 

• Pricing tactics (short-termed 

 

Companies use “skimming price” (high price) as a pricing strategy for a new product 

when the product is perceived by the target market as having unique advantages. 

“Penetration pricing,” means charging a relatively low price to capture a large market 

share.  

The basic idea of price differentiation is simple: Charge every market segment the 

price it is willing to pay. The Internet has made customer-driven pricing models feasible 

on a large scale. 

As a product moves through its PLC the management usually sets prices high during 

introductory stage. Later on as competition intensity increases, the prices decrease.  
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In international pricing, companies have the possibility to use a “price corridor”. A 

price corridor defines the range within which prices across borders may vary. The “price 

corridor” needs to be set as narrow as to prevent parallel imports.  

Pricing tactics are short-term fine-tuning pricing techniques. They include various 

sorts of discounts, promotional pricing and other special pricing tactics.  

 

Questions for discussion 

1. Why do customers sometimes believe high prices indicate high-quality 

products? 

2. How does competition affect a company’s prices? Briefly describe a major 

competitor-based pricing approach. 

3. What could be the strategy behind having another pricing strategy outside the 

‘main season’ (‘off-peak’ pricing)? 

4. What are the drawbacks to using penetration pricing as the main strategy in 

entering a new market? 

5. We know that several factors influence consumer responses to prices. What 

psychological factors should marketers keep in mind when using consumer-

oriented pricing? Describe each.  

6. Many firms enter a market as price leaders, but they end up dominating the 

lower end of the market. What may be the reasons for this? 
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7. In what ways is the role of pricing in the international market (a) similar to 

and (b) different from the role of pricing in the domestic market? 

8. What influence do distribution strategies have on international price setting? 

9. Outline an international pricing strategy that is a ‘win-win’ outcome for both 

manufacturer and importer. 

10.  Discuss the circumstances when a global price is (a) the most appropriate 

course of action, and (b) an inappropriate course of action for a firm 
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Chapter 8 - Case study 

Braun electric toothbrushes  

- Is it wise to offer a low-priced battery version of Oral-B? 

Braun as part of Gillette 

Today the marketer of the Oral-B brand is Braun AG of Germany, which was 

acquired in 1967 by Gillette, thus entering the electric shaving and small electrical 

appliances sectors. In 1984, the Gillette acquired Oral-B Laboratories Inc, which added to 

its power toothbrushes business. 

 

Gillette’s core business is still Blades and Razors, which accounted for 40% of sales 

in 2002. The Duracell division represented a further 22% of sales in that year. Gillette’s 

small electrical appliances, as defined in this report, fall under two divisions: Oral Care 

and Braun, which together accounted for 27% of revenue in 2002. The Oral Care 

business includes both manual and power toothbrushes sold under the Oral-B and Braun 

brands. The Braun division sells electric shavers under the Braun brand and hair 

depilators under the Silk-Epil brand, as well as a range of small household and personal 

diagnostic appliances under the Braun brand. 

 

Gillette’s smallest division, Personal Care, includes shaving preparations, after-shave 

products and deodorants and antiperspirants. 

Gillette’s Braun subsidiary, which manufactures most of its small electrical 

appliances, is based in Germany, but sells its products worldwide. This represented 12% 
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of Gillette’s total sales. 

 

Gillette operates a global production network, with 32 manufacturing facilities in 15 

countries around the world. The Braun subsidiary has 10 plants in seven countries, 

namely Germany, Ireland, France, Spain, Mexico, the US and China, and has a daily 

production output of around 250,000 units 

 

New low-priced Braun Power toothbrush product 

Gillette’s main threat in the US power toothbrushes is Procter & Gamble, which 

acquired Dr John’s Spinbrush in late 2000 and achieved phenomenal success when it was 

re-launched under the Crest brand. In response to the erosion of its power toothbrush 

share by the low-priced Crest brand, Gillette launched the Oral-B CrossAction Power 

toothbrush in 2001 for less than US$10. 

 

The Oral-B CrossAction Power toothbrush, designed to improve on the performance 

of the Oral-B CrossAction manual toothbrush. Available for less than US$10, 

CrossAction Power marks Gillette's entry in the budget battery toothbrush segment, the 

fastest growing sector in the US oral care market, and is designed to encourage manual 

users to trade up to the battery segment, and eventually to the premium rechargeable 

toothbrushes segment, e.g. the Oral-B Professional Care 7000 Series. The product uses 

Gillette’s patented CrissCross bristle technology, which reaches deep between teeth and 

along the gum line to eliminate plaque, while the rotating PowerHead surrounds teeth to 

take plaque from surfaces and hard-to-reach back teeth. The product also features an 
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ultra-thin, manual-like handle with a soft, rubberized grip designed to provide greater 

comfort and control.  

 

Gillette continued to innovate. In April 2003, the company introduced the Oral-B 

Professional Care 7000 Series in the premium power toothbrushes segment. The line 

features significantly faster brushing, at 40,000 pulsations per minute and 8,800 

oscillations per minute. It also features a timer, which signals every 30secs to let users 

know when to brush a new quadrant of the mouth. 

 

Power toothbrushes represent one of the smallest and most immature sectors of the 

small electrical appliances market, but was the fastest growing sector over the review 

period. As a result, by 2002, it represented 5.2% of small electrical appliances volume 

sales, compared with just 1.6% in 1998. 

 

The strong growth in this market was due to low household penetration and generally 

stemmed from low bases in most markets. The strongly declining prices of these products 

encouraged more consumers to purchase them, particularly in response to growing 

concerns over maintaining healthy teeth and gums. Recommendations by dentists to use 

electric toothbrushes in preference to manual brushing led to higher demand worldwide, 

although as these are still seen mainly as luxury purchases, sales are still very low in 

developing markets. 

 

The main impetus to global growth was the phenomenal development of low-priced, 

mass-market battery-operated toothbrushes, particularly in the US but also worldwide. 
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This was triggered in the US by the acquisition of Dr John's Spinbrush by consumer 

products giant Procter & Gamble in late 2000. The product was relaunched under the 

Crest name in 2001 and carried a retail price of just US$6. Hence, the market was opened 

up to a new segment of consumers than previously when prices typically retailed at over 

US$60. Similar products soon followed from other dental care brands, including Colgate. 

The success of these small appliances also encouraged manufacturers with a longer 

heritage in the sector to offer products at lower price points, giving mass market 

consumers a possible point of entry into their brands. 

 

The global toothbrush market  

 

Table 8.1 shows the three general toothbrush market segments: 

 

 

 

 

 

 

Table 8.1 Segmentation of the toothbrush market 

Three toothbrush 

segments in the world market  

Examples of brands Typical retail 

consumer prices 

EUR 
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1. Manual toothbrushes Jordan 3 

2. Power toothbrush 

market, which can be divided 

into two subsegments: 

  

a. Battery powered 

toothbrushes 

P&G SpinBrush 7-8 

b. Electric toothbrushes 

(with rechargeable batteries) 

Braun Oral-B 20 

  

 

The main impetus to global growth was the phenomenal development of low-priced, 

mass-market battery-operated toothbrushes, particularly in the US but also worldwide. 

 

Global Sales 

 

The global market for power toothbrushes (power tooth brushes) amounted to just 47 

million units in 2002, but this was a significant improvement on the level of 12.5 million 

units recorded in 1998. Exceptionally high growth levels of 46.2% and 64.4% were 

recorded in 2000 and 2001, with growth beginning to stabilize in 2002 at 29.2%. Growth 

was underpinned by the development of cheap, battery-operated toothbrushes, which 

opened up a new market and allowed products to be sold through mass-market outlets at 

affordable prices. 

 

Regional Sales 
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North America far outweighed any other region in terms of power toothbrushes sales by 

volume. The market developed very rapidly over the review period, overtaking Western 

Europe by 2000, and accounting for 61.5% of the global market by 2002. However, by 

value North America is much lower in importance. While still the largest regional market, 

sales in North America were only slightly ahead of those of Western Europe by value, 

with the two markets combined representing almost 86% of global value sales in 2002. 

 

All regions recorded impressive growth over the review period – even Latin America, 

which suffered a decline in most markets. Nevertheless, growth rates were from relatively 

small bases. North America was the fastest growth region between 1998 and 2002, 

recording an increase of 804%, while in Latin America sales progressed by 459.8%, from 

just 32,000 to 180,000 units.  

 

 

Table 8.2: Power tooth brushes: Sales by Region 1998-2002  

Sales 1998 2000 2002 % growth 1998/2002 

'000 units      

North America  3,201 10,282 28,934 804.0 

Western Europe  6,457 8,434 11,965 85.3 

Asia-Pacific  1,765 2,264 4,519 156.1 

Eastern Europe  343 306 542 57.9 

Africa and the 339 385 443 30.6 
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Middle East  

Austral-Asia  373 391 427 14.4 

Latin America  32 75 180 459.8 

      

WORLD  12,510 22,137 47,009 275.8 

      

US$ million      

North America  167 264 511 205.4 

Western Europe  377 415 468 24.2 

Asia-Pacific  57 80 125 119.9 

Austral-Asia  11 12 13 11.6 

Eastern Europe  11 8 10 -15.5 

Africa and the 

Middle East  
10 11 10 1.2 

Latin America  3 3 4 45.0 

      

WORLD  636 792 1,140 79.1 

 

Source: Different company resources  

Note: Totals may not sum due to rounding 

 

Leading National Markets 
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The US dominated the global market for power tooth brushes by volume in 2002, 

accounting for more than half of total sales. Sales grew at a phenomenal rate of 1,286% 

over the review period, this being the fastest growing and least mature sector of the small 

electrical appliances market in the US. This is due to the introduction of new, low-priced 

battery-operated toothbrushes on the market, such as Crest Spinbrush, which were 

accepted as mass-market items and sold through mass merchandisers.  

 

The second largest market for power tooth brushes was Germany, although with sales of 

just 4.1 million units this lagged far behind the US. Germany is the domestic market of 

the pioneer of electric toothbrushes, Gillette's subsidiary Braun, and therefore has a 

relatively long heritage in this type of appliance. Nevertheless, the market continued to 

develop strongly over the 1998-2002 period, with volume sales up by 150.5% during that 

time. This was again due to the fast rise of battery-powered brushes, whose low prices 

attracted many new users who already were aware of the positive publicity surrounding 

these products, but had hitherto been deterred by their high price. 

 

The only other markets where sales of power toothbrushes reached more than 3 million 

units were the UK and Canada, closely followed by Japan. All three markets enjoyed 

strong growth, although the UK market is now showing signs of reaching maturity. In 

this market, ownership has clearly grown amongst key age groups and the proliferation of 

cheaper battery alternatives widely available throughout the retail trade means that 

powered toothbrushes are no longer the star performers they once were. 
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In Japan, sales of power toothbrushes exploded suddenly in 2002, due to the launch onto 

the Japanese market by Procter and Gamble and its competitors of low-priced products, 

which featured permanent brushes and dry-cell batteries. These became available through 

Japanese supermarkets and convenience stores and opened up the market to manual users. 

Indeed, some low-end electric toothbrushes began to be retailed at less than ¥1,000 – 

down sharply from the ¥10,000 or more that was previously seen. 

 

Sales of power toothbrushes are still negligible in many emerging markets, including 

China and India. 

 

Table 8.3: Power toothbrushes: Sales by Leading Countries 1998-2002  

 

'000 units 

 
1998 2000 2002 

% growth 

1998/2002 

USA  1,857 8,629 25,741 1,286.2 

Germany  1,643 2,301 4,116 150.5 

UK  2,250 3,100 3,400 51.1 

Canada  1,344 1,653 3,193 137.6 

Japan  1,090 1,093 2,727 150.2 

France  560 660 1,120 100.0 

Spain  158 255 895 466.5 

Australia  334 353 383 14.6 
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Sweden  400 415 380 -5.0 

Netherlands  205 261 281 37.1 

Italy  132 185 252 90.3 

Russia  200 150 250 25.0 

Poland  70 90 200 185.7 

South Africa  44 51 58 30.3 

Portugal  18 20 22 20.4 

Brazil  16 19 20 28.1 

Hungary  5 5 6 7.8 

Belgium  5 5 5 5.3 

Greece  2 3 3 34.8 

 

Source: Adapted from Company sources, data bases, and other trade sources 

 

Product Trends 

 

The main development in the power toothbrushes sector, and that which caused the 

massive growth in the US and hence global sales, was the introduction of low-priced, 

mass-market battery-operated toothbrushes. This was triggered by the acquisition of Dr 

John's Spinbrush by consumer products giant Procter & Gamble in late 2000. The 

product was relaunched under the Crest name in 2001 and carried a retail price of just 

US$6. Hence, the market was opened up to a new segment of consumers than previously 

when prices typically retailed at over US$60. Similar products soon followed from other 
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dental care brands, including Colgate.  

 

The success of these small appliances also encouraged manufacturers with a longer 

heritage in the sector to offer products at lower price points, giving mass market 

consumers a possible point of entry into their brands. This was the case with Gillette, 

which launched the Oral-B CrossAction Power toothbrush in 2002. Available for less 

than US$10, the product uses Gillette's patented CrissCross bristle technology, which 

reaches deep between the teeth and along the gum line to eliminate plaque, while the 

rotating PowerHead surrounds teeth to take plaque from surfaces and hard-to-reach back 

teeth. The product also features an ultra-thin, manual-like handle with a soft, rubberized 

grip designed to provide greater comfort and control. 

 

At the premium end of the market, Gillette introduced the Oral-B Professional Care 7000 

Series in 2003, which features significantly faster brushing, at 40,000 pulsations per 

minute and 8,800 oscillations per minute. It also features a timer that signals every 30 

seconds to let users know when to brush a new quadrant of the mouth. 

 

In Japan, innovations in electric toothbrushes during the review period included an 

electric toothbrush launched by Japanese manufacturer Kagoshima Supersonic Technical 

Laboratory, which uses electricity and not toothpaste to clean. It claims to be able to 

clean teeth by creating an electrical current in the mouth via two strips of copper and 

magnesium that is embedded in the brush head. After the initial rinsing with water, the 

saliva in the mouth acts as a suitable conductor of electricity. The current of up to 1.8 

volts apparently loosens plaque so that it can be easily brushed away; hence toothpaste is 
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not required in the process according to industry sources. Matsushita launched another 

product under its Panasonic brand, involving toothbrushes that have a camera stalk next 

to the vibrating bristles, thereby enabling increased vision of the mouth cavity while teeth 

are being brushed. 

 

Children's toothbrushes were a particular growth segment in many markets. In Germany, 

these increased sales by more than 400%, compared with growth of just 41% for adult 

models. This was due to new children's brushes, such as that offered by Gillette (Braun) 

and supported by substantial poster, window display and print advertising campaigns. 

 

 Global Manufacturer and Brand Shares 

 

The global market for power toothbrushes is largely in the hands of two players, Procter 

& Gamble and Gillette. Procter & Gamble significantly increased its lead by volume in 

2002 to reach 34.3%, due to its rapid growth in the US market following the launch of 

Crest Spinbrush in 2001. This product revolutionized the US electric toothbrush market 

by representing the first budget battery-operated model to retail for only US$6. With the 

launch of similar products by competitors in 2002, Procter & Gamble is unlikely to 

maintain this strong share in the future. 

 

Gillette was the pioneer in the power toothbrushes market through its Braun subsidiary, 

which was the world market leader before Procter & Gamble acquired Dr John's 

Spinbrush in late 2000. As Braun manufactures products at the premium end of the 

spectrum, it undoubtedly remains the global leader in value terms. However, by volume 
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its share fell slightly to 27.1% in 2002 due to competition from cheaper versions. 

 

Another major player in the power toothbrushes market is Colgate-Palmolive, with its 

Colgate brand achieving a global share of 12.8% in 2002. This also represented a 

significant decline on 2001 levels, due to competition from Procter & Gamble's Crest 

brand. 

 

The only other manufacturer to achieve a share of more than 2% in the global power 

toothbrushes sector was Philips with its Sonicare sonic power toothbrush line. Its share 

remained broadly stable in 2002 at 6.3%. 

 

Table 8.4: Power toothbrushes: Global Manufacturer Shares 2001/2002  

 

% volume – Manufacturers 2001 2002 

The Procter & Gamble Co  26.9 34.3 

The Gillette Co  28.3 27.1 

Colgate-Palmolive Co  16.9 12.8 

Philips Electronics NV  6.4 6.3 

Matsushita Electric Industrial Co Ltd  1.1 1.6 

GlaxoSmithKline Plc  1.5 1.5 

Salton Inc  1.3 1.0 

Sunstar Inc  0.7 0.7 
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Minimum Corp  0.5 0.7 

Unilever Group  0.6 0.6 

Toray Industries Inc  0.4 0.6 

Conair Corp  0.2 0.1 

Homedics Inc  0.1 0.1 

Private label  1.6 1.7 

    

Others  13.5 10.9 

TOTAL  100.0 100.0 

 

Source: Adapted from data bases, company reports, and different public trade 

sources 

 

Table 8.5: Power toothbrushes: Global Brand Shares 2001/2002  

 

% volume - Brands    

Brand  Manufacturer 2001 2002 

Crest  The Procter & Gamble Co 25.6 32.9 

Oral-B  The Gillette Co 16.0 17.2 

Colgate  Colgate-Palmolive Co 16.9 12.8 

Braun  The Gillette Co 12.3 9.9 
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Sonicare  Philips Electronics NV 3.6 3.2 

Philips  Philips Electronics NV 2.8 3.1 

National  Matsushita Electric Industrial Co Ltd 1.1 1.6 

Blend-a-Dent  The Procter & Gamble Co 1.1 1.1 

Aquafresh  GlaxoSmithKline Plc 0.9 0.8 

Minimum  Minimum Corp 0.5 0.7 

Sunstar  Sunstar Inc 0.7 0.7 

Salton  Salton Inc 0.8 0.6 

Toray Ireeve  Toray Industries Inc 0.4 0.6 

Dr Best  GlaxoSmithKline Plc 0.6 0.6 

Signal  Unilever Group 0.6 0.5 

Ultrasonex  Salton Inc 0.5 0.4 

Blend-a-Med  The Procter & Gamble Co 0.2 0.2 

Binaca  GlaxoSmithKline Plc – 0.2 

Interplak  Conair Corp 0.2 0.1 

Homedics  Homedics Inc 0.1 0.1 

     

Others   15.1 12.7 

TOTAL   100.0 100.0 
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Source: Adapted from Internet data bases, company reports and different public 

trade sources 

 

 SpinBrush success prompts influx of competing products 

 

While Crest SpinBrush was the primary driver behind increased sales of battery 

toothbrushes specifically, and power toothbrushes in general, other rival manufacturers 

also launched similar products in the final years of the review period to counter 

SpinBrush’s overwhelming sales success. Indeed, Colgate-Palmolive’s Colgate Actibrush 

was launched prior to Procter & Gamble’s acquisition of Dr John’s SpinBrush. In 

February 2001, Colgate followed up with child-specific Colgate Actibrush Bzzz. 

However, at US$20, both Actibrush and Actibrush Bzzz carried a much higher price than 

comparable Crest SpinBrush products. To its credit, Actibrush partially justified its 

higher price point by featuring replaceable heads upon its debut. This feature did not 

reach Crest SpinBrush until April 2002. 

 

Despite its replaceable heads, Colgate Actibrush has failed to compete successfully 

against Crest SpinBrush. Part of this stems from a relative lack of marketing support. 

However, the majority stems from the large price discrepancy between the two brands. 

Colgate Actibrush is simply too expensive relative to its Procter & Gamble rival, and 

consumers have responded by largely eschewing the brand for cheaper Crest SpinBrush. 

 

As mentioned above, many US consumers are typically very price sensitive in terms of 

their power toothbrush purchases.  
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The Gillette Co also entered US battery-operated toothbrushes market in early 2001 by 

expanding its Braun Oral-B electric rechargeable toothbrush line with Oral-B 

CrossAction Power toothbrush. Available in both adult and child-specific varieties, 

Braun Oral-B battery toothbrush leveraged its strong reputation in the electric toothbrush 

segment, Gillette Co quickly convinced many consumers that its Braun Oral-B was the 

best battery-power toothbrush on the market. 

  

Questions 

 

1. Was it a wise strategic move to launch the low-priced Oral-B CrossAction 

toothbrush in United States in 2001? Please list the pros / cons and make a 

conclusion  

2. Which country should be the next where the lower-priced Oral-B 

CrossAction toothbrush should he offered 

3. Please make a proposal for the further price-strategy for the Oral-B power 

toothbrush product line 


