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Example
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ABSTRACT
Price is an important factor that could create benefit directly for the firms from marketing mix. It is also the easiest factor to be
controlled and adjusted by the firms. Generally speaking, rather than setting up one unique price, the firms will adjust the price to
inspire consumer’ s consumption according to the competition between the firms in the market. Price promotion is usually a
Zero-sum Game . If one of the firms success in the price promotion, then the competitors will soon follow. The effect of the benefit
will disappear. If they fail, it will end up with capital lose. This research is mainly based on the market survey of ACNielsen which
analysis through the information gathered form the real market. The reliability and objectivity of this research can be assured. The
purpose of this research are as follows: (1) Discuss whether the share of market can be influenced by the price promotion. (2) Discuss
the affect of price promotion towards the share of market under the oligopoly and perfectly competitive market. (3) Discuss how to
set the price in the price promotion to improve the share of market in the short-term market.

Keywords : Product life cycle, Promotion activity, Price promotion, Internal reference price, Oligopoly and perfectly competitive
market.
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