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A company’s strategy for price should be the one that helps to maximize on the profits realized as well helping the company maintain a good share of the market. It is aimed at preventing the company from been subdued by competitors or the threats posed to the market by the potential of new companies entering the business. Therefore, the best strategy for pricing for this company is the strategy that reconciles the forces in the market to give the best result to the company. It can be high low pricing as it is an approach that is consumer friendly and therefore will lead to the success of the company in the long run (Bharadwaj, sawy, pavlou & venkatraman, 2013).
Among the constrains of price fixing include factors such as price fixing that entails the ability of the competing firms to establish a price upon which to engage the customers so as to avoid dangers that are cost by competitive pricing. Another constrain is the price discrimination that involves engaging different clients with a different price for the same commodity which is commonly used to take advantage of persons with high purchasing power while at the same time giving reprieve to the low earners. Price skimming is the other constrain and it refers to the process by which a company adopts to engage the consumers with a high price for goods but with tome the trend changes when the company realizes that in order to reach a certain group of customers then it ought to lower the  price. The other one refers to the opportunistic pricing which is the process which arises in the event that there is a sudden rise in demand of a commodity and therefore the company in picture modifies the prices so as to take advantage of the situation (Bharadwaj, sawy, pavlou & venkatraman, 2013).
 Objectives of pricing include the need to maximize on the returns from the goods and services produced by a firm in the market, improving the quality of the goods and services provided by a company, to ensure the continued existence of the said company in the market, the need to recover cost incurred in the provision of the said goods and services and lastly the need for a company bring certainty in the prices that it expect in the future and therefore adjusting the price accordingly (Bharadwaj, sawy, pavlou & venkatraman, 2013).
This process leads to the change in the prices of goods and services which consequently trickles down to the consumer. For example, when a firm decided to undertake an opportunistic change in the price of a commodity in the event the demand of the product has increased, then it goes without saying that the increase in the price in this regard finds its way down to the consumer (Bharadwaj, sawy, pavlou & venkatraman, 2013).
Everyday low price is a strategy that serves to assure clients of the lowest price in the economy and therefore stimulation their loyalty as the need to engage the clients does not arise on their part. It is based on a system of regular reviewing the prices of commodities more than the consumers so as to stay ahead in the business. This company would utilize the strategy so as to make consumers cognizance of the desirable price and together with high quality get their loyalty (Johnson, g., scholes, k., & whittington, r. (2008).
It refers to the channel through which the products produced by a company reach the customer at long last. It can be done either through intermediaries of direct from the producer to consumer. Few factors inform the strategies which are given company employs in the distribution of products. For instance, in the distribution of perishable goods, it becomes paramount for the producer to pass the goods direct to the consumer to prevent loses that might be uncured in the event that those goods becomes waste before they get to the consumer. Due to the nature of this company, it is only prudent to use a direct link to the customer so as to uphold the quality of the products that depend on the time take to deliver (Johnson, g., scholes, k., & whittington, r. (2008).
The position the said business has in the distribution channel depends on the range of services it provides. For example, for an intermediary, it means that it plays the role of linking the producer to the consumer and therefore their role will be in the in the distribution of the said goods and services in the market. For this business, it assumes the position of the manufacturer since all the products are made within the company (Verbeke, 2013).
It becomes paramount for the producer to have a requisite knowledge about the consumer so as to tailor service to the satisfaction of the consumer. For example, if customers require goods which must be customized then this process prompts the agency of distribution to tailor it in line with the expectation s of the customers. T makes it apparent therefore that customer will be entitled to make preferences of the goods and services which they need so as to meet their expectations. For example, products with different flavors make it important for the choice of the consumer to be known to the producer so that the right product can be delivered (Verbeke, 2013).
The ideal location of a business is at a place that is easily accessible to the consumer and the use of structures that will help consumers know the available goods as this goes a long way to influencing the purchase of a said product. This means that it paramount for products that the business is selling to have enough space through which the consumers can catch glimpse of the goods that are available because a time the demand for a good arises with the knowledge that the aid goods is available for sale. The ideal location of a business is the point where the consumers do not have to pay for transport when going for the goods they need as this raises the cost of acquiring the said products and they might opt to look for the product from the place where it is convenient for them (Verbeke, 2013).
The ideal location of a business should take keen consideration of the supply of the said goods as this may impact on the manner in which the said products are acquired. A location suitable to the suppliers becomes an advantage for the business since inconveniences in the delivery time do not arise in this case. The location should be in a position of making it possible for the said business to remain relevant to the consumers in the event some factors impact on the availability of different products. This makes it important for a business to be located at an ideal place where the said product is acquired with ease (Johnson, g., scholes, k., & whittington, r. (2008).
Integrated marketing communication is an approach that seeks to unite all forces that are responsible for the prompt functioning of a business. They range from suppliers, clients as well as other stakeholder in the business. The theme of the campaign is to get back to the customers with the launch of new centers as well as promoting them for the loyalty they have accorded the company because they form an integral part without which the business would not thrive (Bharadwaj, sawy, pavlou & venkatraman, 2013).






A newspaper promotion for Reigns Café in the New York Times

 (
REIGNS CAFÉ ~ QUALITY YOU CAN TRUST
Easter Break Goodies Are Coming Your Way Courtesy Of Reigns Cafe
Special offers
!!!
 
Get
 half 
discount for 
the price for any goods bought for more than $50
)[image: C:\Documents and Settings\Administrator\Local Settings\Temporary Internet Files\Content.IE5\33FY1CM5\4819918-fast-food-vector-clip-art[1].jpg]    
This advertisement is (749 by 597) millimeters and should be run in the business column of the New York Times.


A special ticket for couples for the launch of a new outlet east of New York City

 (
Reigns Café 
Quality You Can Trust
) (
Reigns Café
 – the launch of the new outlet to the east of New York
 at the Trump towers on 25
th
 may 2016 starting 1800Hrs local time
Special ticket for a couple at the price of one
)[image: C:\Documents and Settings\Administrator\Local Settings\Temporary Internet Files\Content.IE5\BTDYEVX2\Chef%20Clip%20Art[1].jpg]
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