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1. Explain Price matrix and Skimming Pricing strategy.
1. What is penetration pricing strategy? Give examples.
1. Explain the four customer definitions of value. 
1. What is marketing as a Business function, and explain its core concepts
1. What are the starting and ending points of Marketing? Explain by giving examples.
1. Marketing is a contest for people’s attention (Seth Godin). Explain this quote by giving examples.
1. Explain Price matrix and Premium Pricing strategy.
1. Explain Product-Bundle and promotional pricing strategies with examples. 
1. What is utility in Marketing and what types of utility do you know?
1. Marketing is not sale, marketing is more than sale. Explain this case. 
1. Today marketing must be understood not in the old sense of making a sale – “telling and selling” – but in the new sense of satisfying customer needs.  Critically discuss this saying.
1. What is the Marketing Mix? Shortly explain.
1. Please explain the historical development of marketing with their philosophies. 
1. Please explain Henry Ford and his marketing approach in production concept. 
1. Explain Price matrix and Penetration Pricing strategy.
1. Explain promotional pricing strategies with examples. 
1. Please compare the selling and marketing concepts.
1. Marketing is what you do, not what you say (Andy Sernovitz). Explain this quote.
1.  Explain Break Even Chart and BEP Calculations. 
1. Explain Price matrix.
1. Explain the factors affecting Pricing decisions.
1. Explain “New-Product Pricing” Strategies.
1. Explain Cost-based Pricing strategy.
1. Explain Premium and penetration pricing strategies and give examples.
1. Explain Psychological and product line pricing strategies by giving examples.
1. Explain Product-Bundle and promotional pricing strategies with examples. 
1. How is pricing necessary for businesses to survive? Give examples and explain. 
1. (a )What are the target price and target cost? 
(b) Graham LTD wants 15% target operating income on sales revenues of computers. Target sales revenue is $ 850 per unit. What is the target cost per unit?
1. (a) What are the life cycle budgeting and costing?
(b) Consider a life-cycle average sales price of $55,000 per unit. If the desired life-cycle contribution is 45%, what is the allowable cost over the life cycle of the product?
1. Explain 1st degree price discrimination.
1. Explain Cost-based Pricing strategy.
1. Explain Premium and penetration pricing strategies and give examples.
1. Explain Psychological and product line pricing strategies by giving examples.
1. Explain Product-Bundle and promotional pricing strategies with examples. 
1. Explain the four customer definitions of value. 
1. Marketing is not sale, marketing is more than sale. Explain this case. 
1. Explain 3rd degree price discrimination.
1. Marketing is what you do, not what you say (Andy Sernovitz). Explain this quote.
1. Explain Cost-based Pricing strategy.
1. Explain Price matrix and Penetration Pricing strategy.
1. What is marketing as a Business function, and explain its core concepts.
1. Explain Price matrix and Economic Pricing strategy.
1. Explain Price matrix and Premium Pricing strategy.
1. Explain Price matrix and Skimming Pricing strategy.
1. Explain 2nd degree price discrimination.
1. Explain product line pricing strategies by giving examples.
1. Explain Elastic Pricing Policies.
1. Explain Elastic Psychological Pricing Policies.
1. Explain Break-Even-Chart.
1. Explain Product-Bundle strategies


1. Use LIFO periodic method to calculate the ending inventory. 
	Mar 1
	Beginning Inventory
	100 units @ $15.00

	5
	Purchase
	120 units @ $15.50

	14
	Sale
	200 units @ $19.00

	27
	Purchase
	90 units @ $16.00

	29
	Sale
	50 units @ $19.50






1. Use FIFO periodic method to calculate the ending inventory. 
	Mar 1
	Beginning Inventory
	100 units @ $15.00

	5
	Purchase
	120 units @ $15.50

	14
	Sale
	200 units @ $19.00

	27
	Purchase
	90 units @ $16.00

	29
	Sale
	50 units @ $19.50









1. Use FIFO Perpetual method to calculate the ending inventory. 
	1st April
	Beginning Inventory
	100 units @  $10

	10th April
	Purchase
	50 units   @  $12

	14th April
	Sale 
	130 units @  $15

	18th April
	Purchase
	200 units @  $13

	24th April
	Sale 
	180 units @  $ 16

	29th April
	Purchase
	10 units   @  $ 14

	30th April
	Sale
	35 units   @  $ 16 



1. Use LIFO Perpetual method to calculate the ending inventory. 
	1st April
	Beginning Inventory
	100 units @  $10

	10th April
	Purchase
	50 units   @  $12

	14th April
	Sale 
	130 units @  $15

	18th April
	Purchase
	200 units @  $13

	24th April
	Sale 
	180 units @  $ 16

	29th April
	Purchase
	10 units   @  $ 14

	30th April
	Sale
	35 units   @  $ 16



1. Please calculate and find the optimum plant location.
	Criterion
	Weighting
	Possible Plant Location

	
	
	A
	B
	C
	D

	Proximity to:
	Skilled labour
	7
	2
	
	3
	
	0
	
	1
	

	
	A pool of unskilled labour 
	8
	5
	
	2
	
	0
	
	4
	

	
	A motorway
	7
	3
	
	2
	
	1
	
	3
	

	
	An airport
	4
	1
	
	3
	
	4
	
	2
	

	
	The sea / a river
	0
	2
	
	5
	
	5
	
	2
	

	
	Housing
	5
	4
	
	3
	
	0
	
	3
	

	
	Amenities
	5
	3
	
	2
	
	0
	
	2
	

	Potential for expansion
	7
	2
	
	1
	
	5
	
	3
	

	Availability of grants/incentives
	8
	1
	
	2
	
	5
	
	1
	

	Safety
	2
	3
	
	2
	
	5
	
	2
	

	Planning constraints
	5
	2
	
	3
	
	5
	
	4
	

	Environmental impact
	4
	3
	
	2
	
	4
	
	1
	

	TOTAL
	
	
	
	


1. 












1. (a )What are the target price and target cost? 
(b) Graham LTD wants 15% target operating income on sales revenues of computers. Target sales revenue is $ 850 per unit. What is the target cost per unit?
57. (a) What are the life cycle budgeting and costing?
(b) Consider a life-cycle average sales price of $55,000 per unit. If the desired life-cycle contribution is 45%, what is the allowable cost over the life cycle of the product?
1. Use FIFO periodic method to calculate the ending inventory. 
	Apr 1
	Beginning Inventory
	100 units @ $15.00

	5
	Purchase
	130 units @ $15.50

	10
	Sale
	180 units @ $19.00

	18
	Purchase
	90 units @ $16.00

	29
	Sale
	50 units @ $19.50




1. Use FIFO Perpetual method to calculate the ending inventory. 
	1st March
	Beginning Inventory
	100 units @  $10

	10th March
	Purchase
	40 units   @  $12

	14th March
	Sale 
	120 units @  $15

	18th March
	Purchase
	150 units @  $13

	24th March
	Sale 
	160 units @  $ 16

	29th March
	Purchase
	20 units   @  $ 14

	30th March
	Sale
	25 units   @  $ 16



1. Use LIFO Perpetual method to calculate the ending inventory. 
	1st March
	Beginning Inventory
	100 units @  $10

	10th March
	Purchase
	40 units   @  $12

	14th March
	Sale 
	120 units @  $15

	18th March
	Purchase
	150 units @  $13

	24th March
	Sale 
	160 units @  $ 16

	29th March
	Purchase
	20 units   @  $ 14

	30th March
	Sale
	25 nits   @  $ 16




1. What is utility in Marketing and what types of utility do you know
1. Marketing is what you do, not what you say (Andy Sernovitz). Explain this quote.
1. Compare Premium and penetration pricing strategies and give examples.
1. Explain the four customer definitions of value. 
1. Compare Psychological and product line pricing strategies by giving examples.
1. Please explain the historical development of marketing with their philosophies
1. Explain Psychological and product line pricing strategies by giving examples.
1. Explain Price matrix and Penetration Pricing strategy.
1. Compare 1st and 2nd degree price discriminations.
1. Explain Price matrix and Premium Pricing strategy.
1. Explain Elastic Pricing Policies.
1. What is penetration pricing strategy? Give examples.
1. Price matrix and Premium Pricing strategy.
1. Explain Cost-based Pricing strategy.
1. [bookmark: _GoBack]Compare 2nd and 3rd degree price discriminations.
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