
Stephan Sorger © 2020 StephanSorger.com 1 

 

 
 

Pricing  

Course Syllabus 
 

Course  Pricing 
Course contents © Stephan Sorger 
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                 Phone: 650.455.4411 
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Meetings Dates: August 18, 2020 – December 12, 2020; Online Remote Format 
 

Course Description 

Price is the component of the marketing mix that represents revenue for the firm. The remaining Ps 
(product, place, and promotion) represents the costs that the firm incurs to establish value for the 

consumer. Unfortunately, many companies adopt simple heuristics, or “rules of thumb,” when 

developing pricing strategy. This course covers foundational elements of pricing strategy, as well as 

behavioral elements. In behavioral pricing, data on customer behavior, such as search history, click 
paths, and social profiles, forms a basis for pricing. Behavioral pricing thus combines classical 

economic rationality with subjective factors to understand how consumers decide on prices for 

products. 
 

Educational Philosophy 

The class lectures are designed to identify the more important concepts, clarify the more complex 

concepts, introduce some additional marketing concepts and provide more real-world examples of 
marketing at work.  Cases and video examples will be used to enhance understanding of marketing 

principles.  It is vital for you to read the text and cases to get the most out of each session.  

Participation is a vital part of the learning experience.  No view is wrong but you must come prepared 
to defend your proposal. 

 

Course Outcomes 
On successful completion, the student will be able to: 

 Develop an understanding of profitable pricing decisions 

 Gain an understanding of current pricing practices in both manufacturing and service industries  

 Learn state-of-the-art frameworks for analyzing pricing decisions 

 Apply marketing theory and concepts to what marketers do in "the real world" 

 Use marketing concepts to make business decisions 

 Improve familiarity with current challenges and issues in marketing 

 

Prerequisites 

 BUS 302 or other demonstration of mastery of basic marketing concepts 

 

Class Materials 

 

Recommended textbook: Please do not post online reviews of book. 
Title: Price Analytics: Strategy, Tactics and Execution 

Authors: Sorger, Stephan 

Publisher: Amazon 
ISBN: 979-8667384281 

Edition: 1st, 2020 

mailto:sgsorger@usfca.edu
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Office Hours 

Students are encouraged to meet during office hours to discuss questions about the course or to obtain 
general information, such as career advice. No meetings on holiday weekends. Because of the health 

pandemic, office hours will be done remotely, such as through Zoom videoconferencing. 

 Before and after class 

 Other days and times, by appointment. Email professor to confirm date and time. 

 

Resources 
The course delivers its content through the Canvas online learning system (LMS).  

 Course Content: Lectures, case studies, and other instructional materials 

 Grading assessment tools: Exams, projects, and assignments 

 URL: https://usfca.instructure.com 

 

Course Administration: Hybrid Modality 
 

Due to the temporary health pandemic, the course will be delivered remotely. Special features will be 

used to make the course as engaging as possible, such as the use of Breakout Rooms for team 
projects. Class participation and attendance will be evaluated in the grading process.   

 

Class Attendance/Participation/Current Events: 

 
There is a great deal of material to cover which can be difficult to master on one’s own.  In addition, 

your participation can either make or break the class.  We are here to learn from each other in a 

reciprocal fashion. Therefore, attendance and robust participation, especially during the in-class 
session case studies, is important.  

 

Every class session will discuss current events.  Please bring to class any articles, advertisements, 
ideas, etc. that you encountered during the week that applies to marketing strategy and pricing. 

 

Grading Requirements and Procedures: 

Grading is calculated from the components shown below, using standard grading cutoff points: 
100 – 94 = A, 93 – 90 = A-, 89 – 87 = B+, 86 – 84 = B, 83 – 75 = B-, 74 – 65 = C. No extra credit 

permitted. 

 
Grade Component    Percent 

 Culminating Project   30% 

 Exam 1     30% 
 Exam 2     30%   

 Class Participation   10% 

  Total    100%  

 

Culminating Project 

Students shall gain practice in applying price strategy and tactics by preparing a pricing presentation. 

Students shall work in groups of approximately 3 – 4 people and will present their plan on the date(s) 
denoted on the schedule. Each student in a group will receive the same grade as their other group 

members. Each student in a group must submit an individual copy of the project online through the 

Canvas learning platform in Microsoft PowerPoint (.ppt) or Adobe Portable Document Format (.pdf) 

formats. Late projects or projects not in the approved formats will not be accepted. No additional 
written report is required.  

 

Students may select the topic for the presentation, which will be a brand or company or organization 
of their choice. Select a topic with a physical presence at a local retail environment so groups can 

conduct onsite observational research and individual interviews (be safe; wear masks). All 

information must be non-confidential.  
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Grading shall be accomplished in real time during the presentation of the project, in accordance with 
the Grading Criteria shown below. Each content section shall include at least one presentation slide, 

clearly labeled with the title given in the Grading Criteria.  

 

After the end of all presentations, the professor will deliver feedback to the student groups. Feedback 
will consist of the final scores as well as comments for each of the graded sections, as applicable.  

 

Grading Criteria         Score: 1-5 
 

Deliverable All presentation documents due in Canvas before start of presentations 1 2 3 4 5 

 
Time:  15 minutes: Start: _________; End: __________; __________ minutes 1 2 3 4 5  

 

Title Slide Shows case title, course topic, company, team number, team members 1 2 3 4 5  

 
Situation Describe the situation facing the company, and how it is relevant to case 1 2 3 4 5 

  Do not state generic descriptions of product/service 

 
Problem Define the problem, with measurable success criteria to show if solved 1 2 3 4 5 

  Example: Problem is too heavy; Success criteria is weight less than 155 

 
Research Indicate how research was done: Respondents, Data gathering, etc. 1 2 3 4 5 

  Assess the quality of the data and the relevancy to the problem. 

 

Results  Propose solution to the problem, if one is not already given in the case 1 2 3 4 5 
Show results using data visualization tools such as charts, graphs, etc. 

 

Analysis Assess the results and proposed solution     1 2 3 4 5 
  Compare the situation to another company in the same or adjacent industry 

 

Conclusions Explain how problem was/ was not solved, as well as success metrics 1 2 3 4 5 

 
Recommendations  Provide suggestions on how to proceed.     1 2 3 4 5 

Relate the recommendations to the analysis and commentary. 

 

 

Exam 1 

Students will take Exam 1 on the scheduled date emphasizing the chapters shown in the schedule, 
using the online Canvas system. Test questions will be administered using the Canvas online learning 

system on the dates indicated in the schedule. Test questions are intended to be individual efforts. 

Students are not allowed to collaborate with other students. Test question material is based on the 

material covered in the course.   
 

Exam 2 

Students will take Exam 2 on the scheduled date emphasizing the chapters shown in the schedule, 
using the online Canvas system. Test questions will be administered using the Canvas online learning 

system on the dates indicated in the schedule. Test questions are intended to be individual efforts. 

Students are not allowed to collaborate with other students. Test question material is based on the 
material covered in the course.   

 

Case Studies 

Students will further practice their ability to apply the knowledge learned in the course in typical 
industry settings, along with the ability to present findings, through a series of cases that will be 

presented by the student teams. Student teams will complete the case studies provided in the course, 
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and then present the findings during class. Quality of case study preparation and presentations will 

form an important component of the class participation grade.  
 

Class Participation 

Class participation is made up of two components, attendance (5 points) and quality of discussions (5 

points). 
 

Attendance: Students must attend in-class sessions to enjoy the full benefits the course offers. To that 

end, attendance will be monitored every in-class session, and points deducted for unexcused absences 
or tardiness more than 10 minutes. Students can be asked to sign in on an attendance sheet. The 

scoring is calculated as follows (5 points max) 

5 points: Attended all classes punctually 
4 points: Missed one class, or was late to one class 

3 points: Missed two classes or was late to two classes 

0 points: Missed more than two classes or late to more than two classes. 

 
Discussions: Students are expected to study the assigned material to prepare for sessions and ask 

relevant questions to gain understanding. To that end, discussions will be monitored, and points 

calculated as follows (5 points max): 
5 points: Leads class in discussions. Helps class come to consensus. Great examples. A leader 

4 points: Regular contributor, with relevant examples that demonstrate understanding.  

3 points: Participates occasionally, with relevant examples from industry 
2 points: Does not actively contribute to class, but is still respectful of others 

-5 points: Interrupts other students; Not respectful of others; Discusses irrelevant topics 

 

Honor Code: 
 

University of San Francisco is a community dedicated to academic excellence, student-centered 

education, and the Jesuit traditions. As such, the University expects all members of its community to 

act with honesty and integrity at all times, especially in their academic work. Academic honesty 

respects the intellectual and creative work of others, flows from dedication to and pride in performing 

one’s own best work, and is essential if true learning is to take place. Examples of academic 

dishonesty include, but are not limited to, the following: all acts of cheating on assignments or 

examinations, or facilitating other students’ cheating; plagiarism; fabrication of data, including the use 

of false citations; improper use of non-print media; unauthorized access to computer accounts or files 

or other privileged information; and improper use of internet sites and resources. 

Policy Review: 
 

Academic Integrity 
As a Jesuit institution committed to cura personalis—the care and education of the whole person—

USF has an obligation to embody and foster the values of honesty and integrity. USF upholds the 

standards of honesty and integrity from all members of the academic community. All students are 

expected to know and adhere to the University's Honor Code. You can find the full text of the code 
online at http://myusf.usfca.edu/academic-integrity 

The policy covers:  

 Plagiarism — intentionally or unintentionally representing the words or ideas of another person as 
your own; failure to properly cite references; manufacturing references. 

 Working with another person when independent work is required. 

 Submission of the same paper in more than one course without the specific permission of each 

instructor. 
 Submitting a paper written by another person or obtained from the internet. 

 The penalties for violation of the policy may include a failing grade on the assignment, a failing 

grade in the course, and/or a referral to the Academic Integrity Committee.  

http://myusf.usfca.edu/academic-integrity
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Student Disability Services 
If you are a student with a disability or disabling condition, or if you think you may have a disability, 

please contact USF Student Disability Services (SDS) at 415 422-2613 within the first week of class, 

or immediately upon onset of disability, to speak with a disability specialist.  If you are determined 

eligible for reasonable accommodations, please provide me with your SDS Verified Individualized 
Services and Accommodations (VISA) form, and we will discus your needs for this course.  For more 

information, please visit: http://www.usfca.edu/sds or call (415) 422-2613. 

 

Behavioral Expectations: 

All students are expected to behave in accordance with the Student Conduct Code and other 

University policies (see http://myusf.usfca.edu/fogcutter/student-conduct). Open discussion and 
disagreement is encouraged when done respectfully and in the spirit of academic discourse. There are 

also a variety of behaviors that, while not against a specific University policy, may create disruption 

in this course. Students whose behavior is disruptive or who fail to comply with the instructor may be 

dismissed from the class for the remainder of the class period and may need to meet with the 
instructor or Dean prior to returning to the next class period. If necessary, referrals may also be made 

to the Student Conduct process for violations of the Student Conduct Code.  

Please let professor know during first week if any industries or topics are offensive and should not be 
discussed. 

 

Learning & Writing Center 
The Learning & Writing Center provides assistance to all USF students in pursuit of academic 

success. Peer tutors provide regular review and practice of course materials in the subjects of Math, 

Science, Business, Economics, Nursing and Languages. Other content areas can be made available by 

student request. To schedule an appointment, log on to TutorTrac at https://tutortrac.usfca.edu. 
Students may also take advantage of writing support provided by Rhetoric and Language Department 

instructors and academic study skills support provided by Learning Center professional staff. For 

more information about these services contact the Learning & Writing Center at (415) 422-6713, 
email: lwc@usfca.edu or stop by our office in Cowell 215. Information can also be found on our 

website https://www.usfca.edu/student-life/learning-writing-center. 

 

Counseling and Psychological Services 
Our diverse staff offers brief individual, couple, and group counseling to student members of our 

community. CAPS services are confidential and free of charge. Call 415-422-6352 for an initial 

consultation appointment. Having a crisis at 3 AM? We are still here for you. Telephone consultation 
through CAPS After Hours is available between the hours of 5:00 PM to 8:30 AM; call the above 

number and press 2. 

 

Confidentiality, Mandatory Reporting, and Sexual Assault 

As an instructor, one of my responsibilities is to help create a safe learning environment on our 

campus. I also have a mandatory reporting responsibility related to my role as a faculty member. I am 

required to share information regarding sexual misconduct or information about a crime that may 
have occurred to a USF student with the University. Here are other resources: 

 To report any sexual misconduct, students may visit Anna Bartkowski (UC 5th floor) or see many 

other options by visiting our website: http://myusf.usfca.edu/student-health-safety/safer 

 Students may speak to someone confidentially, or report a sexual assault confidentially by 

contacting Counseling and Psychological Services at 415-422-6352.  

 To find out more about reporting a sexual assault at USF, visit USFs Callisto website at: 

www.usfca.callistocampus.org 

 For an off-campus resource, contact San Francisco Women Against Rape (SFWAR) (415) 647-

7273 (www.sfwar.org). 

 
 

http://www.usfca.edu/sds
http://myusf.usfca.edu/fogcutter/student-conduct
https://tutortrac.usfca.edu/
tel:/%28415%29%20422-6713
mailto:lwc@usfca.edu
https://www.usfca.edu/student-life/learning-writing-center
tel:/415-422-6352
http://myusf.usfca.edu/student-health-safety/safer
tel:/415-422-6352
http://www.usfca.callistocampus.org/
http://www.sfwar.org/
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Student Accounts - Last day to withdraw with tuition reversal 
Students who wish to have the tuition charges reversed on their student account should withdraw from 

the course(s) by the end of the business day on the last day to withdraw with tuition credit (census 

date) for the applicable course(s) in which the student is enrolled. Please note that the last day to 

withdraw with tuition credit may vary by course. The last day to withdraw with tuition credit (census 
date) listed in the Academic Calendar is applicable only to courses that meet for the standard 15-week 

semester. To find what the last day to withdraw with tuition credit is for a specific course, please visit 

the Online Class Schedule at www.usfca.edu/schedules. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

http://www.usfca.edu/schedules
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Schedule  

 
Session 1: 08/20/2020 

 Syllabus  Review syllabus 

 Project  Review culminating project 

 Introductions Introduce class members 

 Teams  Set up teams 

 Chapter 1: Lecture Introduction  

 Videos  See list of videos for each chapter 

 

Session 2: 08/27/2020 

 Chapter 2: Lecture Price and Economics 

 Chapter 2: Case Case Study, Chapter 2 

 Videos  See list of videos for each chapter 

 

Session 3: 09/03/2020 

 Chapter 3: Lecture Price and Value 

 Chapter 3: Case Case Study, Chapter 3 

 Videos  See list of videos for each chapter 

 

Session 4: 09/10/2020 

 Chapter 4: Lecture Price Sensitivity  

 Chapter 4: Case Case Study, Chapter 4 

 Videos  See list of videos for each chapter 

 

Session 5: 09/17/2020 

 Chapter 5: Lecture Price Psychology 

 Chapter 5: Case Case Study, Chapter 5 

 Videos  See list of videos for each chapter 

 
Session 6: 09/24/2020 

 Chapter 6: Lecture Basic Price Techniques 

 Chapter 6: Case Case Study, Chapter 6 

 Videos  See list of videos for each chapter 

 

Session 7: 10/01/2020 

 Chapter 7: Lecture Price Segmentation  

 Chapter 7: Case Case Study, Chapter 7 

 Videos  See list of videos for each chapter 

 

Session 8: 10/08/2020 

 Exam 1  Exam covering chapters 1 - 7 

 

Session 9: 10/15/2020 

 Chapter 8: Lecture Price Competition  

 Chapter 8: Case Case Study, Chapter 8 

 Videos  See list of videos for each chapter 

 

Session 10: 10/22/2020 

 Chapter 9: Lecture Price Changes  

 Chapter 9: Case Case Study, Chapter 9 

 Videos  See list of videos for each chapter 
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Session 11: 10/29/2020 

 Chapter 10: Lecture Price and Product Management  

 Chapter 10: Case Case Study, Chapter 10 

 Videos  See list of videos for each chapter 

 
Session 12: 11/05/2020 

 Chapter 11: Lecture Pricing Online 

 Chapter 11: Case Case Study, Chapter 11 

 Videos  See list of videos for each chapter 

 

Session 13: 11/12/2020 

 Chapter 13: Lecture Profitability Analysis  

 Chapter 13: Case Case Study, Chapter 13 

 Videos  See list of videos for each chapter 

 

Session 14: 11/19/2020 

 Exam 2  Exam covering chapters 8, 9, 10, 11, 13 

 

Session 15: 11/26/2020 

 Holiday  Thanksgiving Holiday 

 

Session 16: 12/03/2020 

 Project  Presentations: Project 

 
Session 17: 12/10/2020 

 No final  No final, in lieu of Culminating Project 
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Course Videos 

The course videos demonstrate class topics as applied to actual industry scenarios. We will be 
showing several of the videos during the class to demonstrate some of the challengers businesses find 

in applying pricing techniques.  

 

Chapter 1 Videos: Introduction 
Theatre Arts: Pay Per Laugh (2:04) 

https://www.youtube.com/watch?v=V0FowbxEe3w 

 
Chapter 2 Videos: Price and Economics 

Economics and Pricing (4:46) 

https://www.youtube.com/watch?v=aBYzvPbIFNw 
The Demand Curve (3:30) 

https://www.youtube.com/watch?v=kUPm2tMCbGE 

The Supply Curve (2:54) 

https://www.youtube.com/watch?v=nKvrbOq1OfI 
The Equilibrium Price (4:50) 

https://www.youtube.com/watch?v=7eZcPs9z9OA 

 
Chapter 3 Videos: Price and Value 

Ici Ice Cream vs. Ben & Jerry: Value and Differentiation (07:38) 

https://www.youtube.com/watch?v=NjUfsm4cB0w 
Creating customer value (2:25) 

https://www.youtube.com/watch?v=9I2baWR-rqg 

Taco Bell and Value Menu (14:33) 

https://www.youtube.com/watch?v=_eQ2Dry2R_8 
 

Chapter 4 Videos: Price Sensitivity 

Denny’s: Pricing with value menus (4:36) 
https://www.youtube.com/watch?v=1FNhIrhvdVc 

Life Sciences: Price Sensitivity with Van Westendorp (03:43) 

https://www.youtube.com/watch?v=1bivh4o_voU 

Webinar: Van Westendorp Price Sensitivity (28:42) 
https://www.youtube.com/watch?v=hrQzRFuVqD4 

 

Chapter 5 Videos: Price Psychology 
Dan Ariely: Irrational Behavior on Price (01:42) 

https://www.youtube.com/watch?v=xOhb4LwAaJk 

Dan Ariely: Psychology of Money (14:20) 
https://www.youtube.com/watch?v=PCujWv7Mc8o 

Apple: Tests $999 Psychological Price Threshold (01:43) 

https://www.youtube.com/watch?v=zbgujqZ0heY 

Wine: Cognitive Biases on Price (03:40) 
https://www.youtube.com/watch?v=roRIPM3i0ZM 

 

Chapter 6 Videos: Basic Price Techniques 
Walmart: Penetration pricing and captive pricing (03:15) 

https://www.youtube.com/watch?v=XduHK6XRxSo 

Case Study: Fashion Applications 
https://www.youtube.com/watch?v=wrMcggqw1FE 

Case Study: Mining Applications 

https://www.youtube.com/watch?v=JNlay97K3jc 

Case Study: Grocery Applications 
https://www.youtube.com/watch?v=RT7Bg9bjF8U 
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Chapter 7 Videos: Price Segmentation 

Price Segmentation (7:26) 
https://www.youtube.com/watch?v=PRrck-cynfs 

 

Chapter 8 Videos: Price Competition 

Best Buy: Price Match Policy (1:36) 
https://www.youtube.com/watch?v=WTz983PktAQ 

Uber vs. Lyft Pricing (1:59):  

https://www.youtube.com/watch?v=6gdGmzmdNXI 
Game Theory: The Prisoner’s Dilemma (2:59) 

https://www.youtube.com/watch?v=jUTWcYXVR5w 

 
Chapter 9 Videos: Price Changes 

Netflix: Price Increase 2014 (1:05) 

https://www.youtube.com/watch?v=kvaeFNzky1I 

Communicating Price Increases (4:41) 
https://www.youtube.com/watch?v=4niA8HcpQok 

 

Chapter 10 Videos: Price and Product Management 
Google: Price Skimming for Google Glass (3:48) 

https://www.youtube.com/watch?v=p4vyBswDQvg 

Tesla Strategy and Marketing: Product Launch Pricing and Distribution (5:14) 
https://www.youtube.com/watch?v=xLOpuXNrBmI 

Apple to Extend iPhone Life Cycle (01:19) 

https://www.youtube.com/watch?v=Hn6wHRCofo0 

 
Chapter 11 Videos: Pricing Online 

Online Pricing: Decoy Pricing (5:42) 

https://www.youtube.com/watch?v=-PrmBlW8YB0 
Online Pricing: Internet Browser History (04:26) 

https://www.youtube.com/watch?v=7ALJ7d94vPQ 

Online Pricing: Behavior Targeting (1:00):  

https://www.youtube.com/watch?v=wWHnQl_qzEY 
Online Pricing: Advertising Cookies (7:36) 

https://www.youtube.com/watch?v=O2wMVk10X0M 

 
Chapter 12 Videos: Price for Business to Business 

Plastics industry: Price Segmentation for B2B Sales (7:26) 

https://www.youtube.com/watch?v=PRrck-cynfs 
B2B: Price increases (04:41) 

https://www.youtube.com/watch?v=4niA8HcpQok 

Pharmaceuticals: Value-based pricing (10:23) 

https://www.youtube.com/watch?v=XSuAU_FqC1o 
 

Chapter 13 Videos: Profitability Analysis 

Fixed and Variable Costs (2:25) 
https://www.youtube.com/watch?v=iWBGBRt5RxI 

Contribution Margin (2:07) 

https://www.youtube.com/watch?v=pm6Eo9qiUIY 
Break Even Analysis (5:34) 

https://www.youtube.com/watch?v=37rJbksAaYo 

 

Chapter 14 Videos: Pricing Internationally 
International Pricing: Transfer Pricing (3:46) 

https://www.youtube.com/watch?v=IvXQ0QwbyII 
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Transfer Pricing and Tax Havens (06:46) 

https://www.youtube.com/watch?v=TLSYwkWCIzA 
Introduction to Transfer Pricing (11:19) 

https://www.youtube.com/watch?v=Y7iNOYCA3tY 

 

Chapter 15 Videos: Pricing Laws and Ethics 
Uber: Pricing During Snow Storms (8:04) 

https://www.youtube.com/watch?v=DNV6vW2G6Rg 

Pfizer: Pharma Pricing (02:24) 
https://www.youtube.com/watch?v=jMmaIXqw9aY 

Supermarkets: Marking prices on products (1:46) 

https://www.youtube.com/watch?v=louEaM1Fgwg 
Deceptive pricing; Predatory pricing (6:50) 

https://www.youtube.com/watch?v=l-VdfnBPC-8 

Hurricane Matthew and Alleged Price Gouging (04:26) 

https://www.youtube.com/watch?v=3BAjYreCko8 
 

Chapter 16 Videos: Price Implementation 

Startups: Pricing Implementation for Entrepreneurs (11:00) 
https://www.youtube.com/watch?v=redLOAIkEvI 

Decision-Making: Centralized and De-Centralized (10:29) 

https://www.youtube.com/watch?v=M1sV6YhxQD8 
JC Penney Pricing Problems (3:14) 

https://www.youtube.com/watch?v=S-_A6sW3IPE 

Consumer Shopping Problems (1:42) 

https://www.youtube.com/watch?v=HtsW6wW50qY 
 

 

Course Articles  
Course articles demonstrate class topics as applied to actual industry scenarios.  

 

Chapter 1 Articles: Introduction 

Altman, Ian. “Keep Your Pricing Competitive and Timely.” Forbes.com. April 17, 2018. 
https://www.forbes.com/sites/ianaltman/2018/04/17/keep-your-pricing-competitive-and-timely/ 

 

Chapter 2 Articles: Price and Economics 
Pricing to the Demand Curve:  

http://cdixon.org/2012/07/04/pricing-to-the-demand-curve/ 

 
Chapter 3 Articles: Price and Value 

Price Intelligently blog: Value Metric  

http://www.priceintelligently.com/blog/bid/195287/The-Value-Metric-Optimize-Your-Pricing-

Strategy-for-High-Growth 
“To Keep Your Startup Alive, Keep Creating Value.”  

http://www.entrepreneur.com/article/238779 

 
Chapter 4 Articles: Price Sensitivity 

Entrepreneur: Sticker Shock  

http://www.entrepreneur.com/article/223816 
 

Chapter 5 Articles: Price Psychology 

Seth Godin blog: What will the neighbors think? 

http://sethgodin.typepad.com/seths_blog/2014/02/most-of-all-money-is-a-story.html 
Forbes: Coach Brand Image and Pricing  
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http://www.forbes.com/sites/greatspeculations/2014/07/01/can-coach-rebuild-its-brand-image-with-

new-promotional-strategies/ 
 

Chapter 6 Articles: Basic Price Techniques 

Forbes: Tata Motors Looks to Improve Passenger Car Sales by Penetrating the Compact Segment  

http://www.forbes.com/sites/greatspeculations/2014/06/13/tata-motors-looks-to-improve-passenger-
car-sales-by-penetrating-the-compact-segment/ 

Forbes: Gillette Pricing Policy in the Digital Age 

http://www.forbes.com/sites/ciocentral/2012/12/19/razor-and-blades-pricing-strategies-in-the-digital-
age/ 

 

Chapter 7 Articles: Price Segmentation 
Forbes: Apple iPhone Price Segmentation  

http://www.forbes.com/sites/timworstall/2013/10/20/apples-market-segmentation-difficulties-with-

the-new-iphones/ 

Entrepreneur: 2 Simple Rules to Follow for Segmentation 
http://www.entrepreneur.com/article/237083 

 

CBS46. “Mac Users Might Pay More When Shopping Online.” CBS 46 television station. April 20, 
2016.  

For the company in the case, please use either Amazon or Sears.  

For the problem statement in the case, please define it around segmenting the market by device. 
http://www.cbs46.com/story/27923981/cbs-investigates-online-shopping-disparities 

 

Vedantam, Shankar. “This Is Your Brain on Uber.” National Public Radio. May 17, 2016.  

For the company in the case, please use Uber. 
For the problem statement in the case, please define it around segmenting the market by time.  

Temporal segments: Market segment who demands instant gratification, and wants ride in next 5 min. 

Market segment who is patient and can accept a ride within the next hour. 
https://www.npr.org/templates/transcript/transcript.php?storyId=478266839?storyId=478266839 

 

 

Chapter 8 Articles: Price Competition 
Forbes: Best Buy Pricing Policy vs. Amazon.com  

http://www.forbes.com/sites/walterloeb/2014/11/20/amazons-pricing-strategy-makes-life-miserable-

for-the-competition/ 
Forbes: Pricing Policy for Uber and Lyft  

http://www.forbes.com/sites/timworstall/2015/01/03/so-uber-and-lyfts-surge-pricing-worked-just-

perfectly-on-new-years-eve-then/ 
Forbes: Best Buy Price Matching Strategy  

http://www.forbes.com/sites/greatspeculations/2013/03/06/best-buys-price-matching-strategy-helps-

as-turnaround-efforts-drag-on/ 

Entrepreneur: How to Survive a Price War  
http://www.entrepreneur.com/article/222528 

Competition in the Ride-Sharing Industry  
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