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« Truly innovative firms accept failure as part of what’s necessary to be successful.  
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« Truly innovative firms accept failure as part of what’s necessary to be successful.  
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In an economy of rapid change, continuous innovation is a necessity. Companies 

that fail to develop new products leave themselves vulnerable to changing 

customer needs and tastes, shortened product life cycles, increased domestic and 

foreign competition, and especially new technologies.  

  :  

New products continue to fail at rates estimated as high as 50 percent or even 95 

percent in the United States and 90 percent in Europe. The reasons are many: 

ignored or misinterpreted market research; overestimates of market size; high 

development costs; poor design or ineffectual performance; incorrect positioning, 

advertising, or price; insufficient distribution support; competitors who fight back 

hard.  Truly innovative firms accept failure as part of what’s necessary to be 

successful. 
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There exist several price-setting methods, among them are: markup pricing, 

target-return pricing, perceived value pricing, value pricing, EDLP, going-rate 

pricing, and auction-type pricing. 

  The Three Cs Model 

for Price Setting  :  
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With the new retail environment characterised by:  

 
retailers’ marketing decisions are centered on the following key areas: target 

market, channels, product assortment, procurement, prices, services, store 

atmosphere, store activities and experiences, communications, location, and retail 

private labels. 


