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ABSTRACT 

When marketers talk about what they do as part of their responsibilities for marketing products, the tasks 

associated with setting price are often not at the top of the list. Marketers are much more likely to discuss their activities 

related to promotion, product development, market research and other tasks that are viewed as the more interesting and 

exciting parts of the job. Even though pricing is noted to be the only marketing mix tool that has direct impact on both 

sales and profits, it has not gained the needed attention as some of the marketing mix tools. As such, prices are not varied 

enough for different product items, market segments and purchase occasions. In order to achieve empirically verifiable 

results, the research was based on a sample size of 60 drawn from three Professional Service Firms in the Greater Accra 

region of Ghana namely Millward Brown, KPMG, and ACS.  

This included all the 12 top managers of the companies, 24 marketing experts, 12 operations experts, 6 human 

resource experts and 6 accounting experts. Quota sampling technique was used to select the experts in the ratio of 4:2:1:1 

respectively. The study found that the relative importance of the marketing mix variables occur in the following order: 

Price, People, Product, Promotion, Place, Physical evidence and Processes. Managers in the sector should prioritize their 

attention, energies, and resources given to the marketing mix variables in the same order. The practical implication of the 

results are discussed. 
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INTRODUCTION 

The marketing mix represents the ingredients that go into marketing programs. Every successful marketing system 

should aim at blending effectively all inputs constituting the marketing mix which is a phrase used to describe the various 

combinations of the four inputs which constitute the core of an organization's marketing system. These four inputs, which 

are referred to as the “4P’S”, are product, price, place and promotion. The extended marketing mix added three more P’S ie 

processes, physical evidence, and people. These inputs are inter- related in the sense that, a disregard for one of them will 

imply a failure of the remaining three. They represent the core of every marketing system and constitute an effective 

approach to the study of a course in marketing management.  

The price is the amount a customer pays for the product. The price is very important as it determines the 

company's profit and hence, survival. Adjusting the price has a profound impact on the marketing strategy, and depending 

on the price elasticity of the product, often; it will affect the demand and sales as well. The setting of a price should 

therefore complement the other elements of the marketing mix. 
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Pricing is usually not considered as an exciting part of a marketer’s job. As such, prices are not varied enough for 

different product items, market segments and purchase occasions by most Ghanaian firms. These companies handle pricing 

in a variety of ways which makes it  exigent to achieve their sales and targeted profits. They are not able to adopt the right 

pricing strategies that will enable them adapt to the competitive pressures posed by foreign service firms. Therefore the 

main objective of this study is to investigate the relative importance of the marketing mix tools. 

THEOREOTHICAL BACKGROUND 

The Importance of the Marketing Mix Elements  

According to Kotler P. (1995) pricing decisions can have important consequences for the marketing organization 

and the attention given by the marketer to pricing is just as important as the attention given to more recognizable marketing 

activities. Some reasons pricing is important include: Most Flexible Marketing Mix Variable – For marketers price is the 

most adjustable of all marketing decisions. Unlike product and distribution decisions, which can take months or years to 

change, or some forms of promotion which can be time consuming to alter (e.g., television advertisement), price can be 

changed very rapidly. The flexibility of pricing decisions is particularly important in times when the marketer seeks to 

quickly stimulate demand or respond to competitor price actions. For instance, a marketer can agree to a field salesperson’s 

request to lower price for a potential prospect during a phone conversation. Likewise a marketer in charge of online 

operations can raise prices on hot selling products with the click of a few website buttons.  

Setting the Right Price – Pricing decisions made hastily without sufficient research, analysis, and strategic 

evaluation can lead to the marketing organization losing revenue. Prices set too low may mean the company is missing out 

on additional profits that could be earned if the target market is willing to spend more to acquire the product. Additionally, 

attempts to raise an initially low priced product to a higher price may be met by customer resistance as they may feel the 

marketer is attempting to take advantage of their customers. Prices set too high can also impact revenue as it prevents 

interested customers from purchasing the product. Setting the right price level often takes considerable market knowledge 

and, especially with new products, testing of different pricing options.  

Trigger of First Impressions - Often times customers’ perception of a product is formed as soon as they learn the 

price, such as when a product is first seen when walking down the aisle of a store. While the final decision to make a 

purchase may be based on the value offered by the entire marketing offering (i.e., entire product), it is possible the 

customer will not evaluate a marketer’s product at all based on price alone. It is important for marketers to know if 

customers are more likely to dismiss a product when all they know is its price. If so, pricing may become the most 

important of all marketing decisions if it can be shown that customers are avoiding learning more about the product 

because of the price.  

Important Part of Sales Promotion – Many times price adjustments are part of sales promotions that lower price 

for a short term to stimulate interest in the product. However, as we noted in our discussion of promotional pricing in the 

Sales Promotion tutorial, marketers must guard against the temptation to adjust prices too frequently since continually 

increasing and decreasing price can lead customers to be conditioned to anticipate price reductions and, consequently, 

withhold purchase until the price reduction occurs again. (Kotler, 1995). Promotion is concerned with the communication 

between the seller and the buyer, which includes advertising, sales promotion, publicity and public relations together with 

other related activities of the sales force. (Caskey, 2008)  It is the aspect of the marketing mixes which seeks to inform, 

persuade and remind consumers to buy a company's product or service. (Caplin and Leahy, 1994) According to (Caskey, 

2008) It is a technique adopted to build goodwill for a company, maintain continuous level of customer satisfaction and to 
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keep sales volume at a profitable level.  Mailath and Sandroni (2003) denote that, promotion is the most visible aspect of 

marketing, and arguably, the most interesting tool used to build brands and customer loyalty. 

Kotler and Armstrong (1998), defined a product as anything that can be offered to market for attention, 

acquisition, use or consumption that might satisfy a want or need. It includes physical objects, services, persons, places, 

organizations and ideas. A review of various product definitions reveal that a product may be said to satisfy needs by 

possessing tangible attributes of delivery, performance, price design and availability. It also has the intangible attributes of 

image and perceived value. Mailath and Sandroni (2003) stated that, marketing intermediary play  significant role of 

linking producers to other middlemen or to the ultimate users of products. From the above review, it is clear that all the 

marketing mix tools are deemed to be important. 

Pricing Decisions 

Every company’s pricing decisions are characterized by a number of internal and external factors. Before setting 

prices, the company must decide what it wants to accomplish with such a product or service. Internally, a company's 

pricing decision can be based on its marketing objectives, marketing mix strategies and costs. ( Feargal, 1990).  

Internal Factors Affecting Pricing Decisions 

When setting price, marketers must take into consideration several factors which are the result of company 

decisions and actions. To a large extent these factors are controllable by the company and, if necessary, can be altered. 

However, while the organization may have control over these factors making a quick change is not always realistic. For 

instance, product pricing may depend heavily on the productivity of a manufacturing facility (e.g., how much can be 

produced within a certain period of time). The marketer knows that increasing productivity can reduce the cost of 

producing each product and thus allow the marketer to potentially lower the product’s price. But increasing productivity 

may require major changes at the manufacturing facility that will take time (not to mention be costly) and will not translate 

into lower price products for a considerable period of time. ( Feargal , 1990). The internal factors affecting pricing 

decisions include marketing objectives, the other marketing mix strategy, and costs. 

Marketing Objectives 

Before setting prices a company must know what it intends to accomplish with its products and services in the 

sense that the clearer a company is about its objectives, the easier it is to set prices. Such objectives might be for survival, 

maximize current profits, and dominate market share leadership or becoming the product quality leader in its product and 

service market. (Kotler et al, 1997) The four main marketing objectives affecting price include: 

 Return on Investment (ROI) – A firm may set as a marketing objective the requirement that all products attain a 

certain percentage return on the organization’s spending on marketing the product. This level of return along with an 

estimate of sales will help determine appropriate pricing levels needed to meet the ROI objective.  

 Cash Flow – Firms may seek to set prices at a level that will insure that sales revenue will at least cover product 

production and marketing costs. This is most likely to occur with new products where the organizational objectives allow a 

new product to simply meet its expenses while efforts are made to establish the product in the market. This objective 

allows the marketer to worry less about product profitability and instead directs energies to building a market for the 

product.  

 Market Share – The pricing decision may be important when the firm has an objective of gaining a hold in a new 

market or retaining a certain percent of an existing market. For new products under this objective the price is set artificially 
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low in order to capture a sizeable portion of the market and will be increased as the product becomes more accepted by the 

target market (we will discuss this marketing strategy in further detail in our next tutorial). For existing products, firms 

may use price decisions to insure they retain market share in instances where there is a high level of market competition 

and competitors who are willing to compete on price.  

 Maximize Profits – Older products that appeal to a market that is no longer growing may have a company 

objective requiring the price be set at a level that optimizes profits. This is often the case when the marketer has little 

incentive to introduce improvements to the product (e.g., demand for product is declining) and will continue to sell the 

same product at a price premium for as long as some in the market is willing to buy. (Kotler et al, 1997) 

Marketing Mix Strategy 

It is always relevant that pricing decisions are coordinated with product design, distribution and promotional 

decisions to form a consistent and effective marketing program since decisions made for other marketing mix variables 

may affect pricing decisions e.g. companies who use many resellers and expect these resellers to support and promote their 

products/service may have to build longer reseller price margins into their prices.In other way too, a company often makes 

its pricing decision first and then bases other marketing mix decisions on the prices it wants to charge for its products and 

services. Basically, the marketer is expected to consider the total marketing mix when setting prices. If the products and 

services are positioned on non-price factors then the decisions about product/service quality, promotion and place 

(distribution) will strongly influence price. (Caskey, 2008). 

Costs 

Many companies before starting  product’s price is to first determine how much it will cost to get the product to 

their customers. Obviously, whatever price customers’ pay must exceed the cost of producing a good or delivering a 

service otherwise the company will lose money. When analyzing cost, the marketer will consider all costs needed to get the 

product to market including those associated with production, marketing, distribution and company administration (e.g., 

office expense). These costs can be divided into two main categories: 

 Fixed Costs - Also referred to as overhead costs, these represent costs the marketing organization incurs that are 

not affected by level of production or sales. For example, for a manufacturer of writing instruments that has just built a new 

production facility, whether they produce one pen or one million they will still need to pay the monthly mortgage for the 

building. From the marketing side, fixed costs may also exist in the form of expenditure for fielding a sales force, carrying 

out an advertising campaign and paying a service to host the company’s website. These costs are fixed because there is a 

level of commitment to spending that is largely not affected by production or sales levels.  

 Variable Costs – These costs are directly associated with the production and sales of products and, consequently, 

may change as the level of production or sales changes. Typically variable costs are evaluated on a per-unit basis since the 

cost is directly associated with individual items. Most variable costs involve costs of items that are either components of 

the product (e.g., parts, packaging) or are directly associated with creating the product (e.g., electricity to run an assembly 

line). However, there are also marketing variable costs such as coupons, which are likely to cost the company more as sales 

increase (i.e., customers using the coupon). Variable costs, especially for tangible products, tend to decline as more units 

are produced. This is due to the producing company’s ability to purchase product components for lower prices since 

component suppliers often provide discounted pricing for large quantity purchases. Campbell and Viciera (2002) 
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Epstein and Schneider (2007) observe that determining individual unit cost can be a complicated process. While 

variable costs are often determined on a per-unit basis, applying fixed costs to individual products is less straightforward. 

For example, if a company manufactures five different products in one manufacturing plant how would it distribute the 

plant’s fixed costs (e.g., mortgage, production workers’ cost) over the five products? In general, a company will assign 

fixed cost to individual products if the company can clearly associate the cost with the product, such as assigning the cost 

of operating production machines based on how much time it takes to produce each item. Alternatively, if it is too difficult 

to associate to specific products the company may simply divide the total fixed cost by production of each item and assign 

it on percentage basis. (Epstein and Schneider, 2007) 

External Factors 

According to Gilboa and Schmeidler (1989), there are a number of factors that influence company pricing 

decisions. Understanding these factors requires the marketer conduct research to monitor what is happening in each market 

the company serves since the effect of these factors can vary by market. External factors affecting pricing decisions include 

the market and demand, and consumer perception.  

The Market and Demand 

Understanding how price changes impact the market. Firms have to understand the concept “elasticity of 

demand”, which relates to how purchase quantity changes as prices change. Elasticity is evaluated under the assumption 

that no other changes are being made (i.e., “all things being equal”) and only price is adjusted. The logic is to see how price 

by itself will affect overall customers demand.  

Obviously, the chance of nothing else changing in the market but the price of one product is often unrealistic. For 

example, competitors may react to the marketer’s price change by changing the price on their product. Despite this, 

elasticity analysis does serve as a useful tool for estimating market reaction (Gilboa and Schmeidler, 1989). 

Goldstein and Guembel (2008) notes that elasticity deals with three types of demand scenarios: 

 Elastic Demand – Products are considered to exist in a market that exhibits elastic demand when a certain 

percentage change in price results in a larger and opposite percentage change in demand. For example, if the price 

of a product increases (decreases) by 10%, the demand for the product is likely to decline (rise) by greater than 

10%.  

 Inelastic Demand – Products are considered to exist in an inelastic market when a certain percentage change in 

price results in a smaller and opposite percentage change in demand. For example, if the price of a product 

increases (decreases) by 10%, the demand for the product is likely to decline (rise) by less than 10%.  

 Unitary Demand – This demand occurs when a percentage change in price results in an equal and opposite 

percentage change in demand. For example, if the price of a product increases (decreases) by 10%, the demand for 

the product is likely to decline (rise) by 10%.  

      For marketers the important issue with elasticity of demand is to understand how it impacts company revenue. In 

general the following scenarios apply to making price changes for a given type of market demand: For elastic markets – 

increasing price lowers total revenue while decreasing price increases total revenue.  

 For inelastic markets – increasing price raises total revenue while decreasing price lowers total revenue.  For 

unitary markets – there is no change in revenue when price is changed. (Goldstein and Guembel, 2008). 
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Consumer Perception of Price and Value 

           Basically, the consumer will decide whether a product's price is right or not. In this sense, the marketer should 

in setting prices, consider the consumers perception of price and how these perceptions affect the consumers' buying 

decisions. This is true in the sense that, pricing decisions like all marketing mix decisions must be buyer oriented. When 

consumers buy a product, they exchange something of worth to them (price) to get something of value (benefits). Thus an 

effective buyer- oriented pricing involves understanding what value consumers place on the benefits they receive from the 

product and service, and setting a price consistent with such value.  

          Marketers should also try to analyze the consumer's motivations for buying the product and set a price according 

to the consumer’s perceptions of the products value. (Gilboa and Schmeidler, 1989). 

METHODOLOGY  

Respondents 

The respondents for this study were three Professional Service Firms (PSF’s) namely Millward Brown, KPMG, 

and ACS in the Greater Accra Region The study was conducted during the period between May and July 2012 through a 

structured questionnaire. The sample size covered 60 professional service experts in the  Greater Accra Region, 12 

operations experts, 6 human resource experts and 6 accounting experts. The quota sampling technique ensured that the 

functional experts selected occurred in the ratio of 4:2:1:1 respectively. The ratio shows the level of involvement of these 

managers in the setting of prices. Those with the highest ratio were more involved in the setting of prices and adequately 

knowledgeable had greater representation in the sample 

Instrument  

        Participants were asked to evaluate the importance of 35 variables, identified from the literature and personal 

interviews as potentially influencing the importance of the marketing mix tools, by making five choices for every one of 

the 35 variables: “extremely important” for the variables which were considered to have the highest importance to the 

service sector and “not important” for the variables considered to having no influence on the service sector.  

DATA ANALYSIS, RESULTS AND DISCUSSIONS 

Factor Analysis 

A principal component analyses with a varimax rotation was conducted to determine the reliability and the 

factorability of the items.  

The Kaiser-Meyer-Oklin Measure of Sampling Adequacy is employed to examine the appropriateness of the data 

for factor analysis. High values (between 0.5 and 1) indicate that the factor analysis is appropriate.  

The results indicate that the Kaiser Meyer-Oklin value was 0.547 which is higher than the recommended 

minimum of 0.5 (Kaiser, 1974). Further, Bartlett’s Test of Sphericity is a test statistics used to examine the hypothesis that 

the variables are uncorrelated in the population.  

 Bartlett’s test of sphericity (Barlett, 1954) was significant indicating a good factorability of the correlation 

matrix. As illustrated in Appendix A, all the items loaded well on their factors.  

.   
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Figure 1 

Source:  Results from factor analysis                                     

 The scree plot is to show components acceptable with an eigenvalue of 1. An eigenvalue of 1 shows that 12 

components out of 35 components can be adopted. The elbow is not obvious in this scree plot so the choice of 12 is from 

the eigen value of 1.  

Table 1: Total Variance Explained 

 

Component 

Initial Eigen Values Extraction Sums of Squared 

Loadings 

Total % of 

Variance 

Cumulative 

% 
Total % of 

Variance 

Cumulative 

% 

1 4.769 13.626 13.626 4.769 13.626 13.626 

2 3.493 9.979 23.605 3.493 9.979 23.605 

3 3.057 8.734 32.339 3.057 8.734 32.339 

4 2.845 8.129 40.468 2.845 8.129 40.468 

5 2.406 6.875 47.344 2.406 6.875 47.344 

6 2.097 5.992 53.336 2.097 5.992 53.336 

7 1.758 5.023 58.359 1.758 5.023 58.359 

8 1.588 4.537 62.895 1.588 4.537 62.895 

9 1.393 3.98 66.876 1.393 3.98 66.876 

10 1.295 3.7 70.576 1.295 3.7 70.576 

11 1.204 3.439 74.015 1.204 3.439 74.015 

12 1.158 3.309 77.324 1.158 3.309 77.324 

                   Full table can be found in the appendix                

                 The eigenvalue represents the total variance explained by each factor. The eigenvalue was used to select factors 

that recorded high variances. The higher the variance, the more important the factor is. In essence, the eigenvalue was used 

to rate the importance of the elements of pricing. This means that managers must place more importance on the factors or 

elements that recorded higher scores than those that recorded lower scores. From the results of the total variance explained, 

it can be seen that only 12 out of the 35 components can be examined. This was because the rest had no extraction sums of 

squared loadings. 
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Selection of Value Above 0.6 

From the principal component analysis in appendix, the following factors were found to be the most important 

factors of the marketing mix. A value of 0.6 indicates a high level of importance for the elements of the marketing mix.  

Table 2: Summary of Results from PCA 

The importance of product strategies in increasing profits .753 

The level of management attention required for pricing .693 

The importance of promotion in increasing sales .664 

The importance of people strategies in increasing market share .804 

The importance of pricing strategies in increasing profits .644 

The importance of people strategies in increasing market share .777 

The importance of distribution strategies in increasing market 

share 

.804 

         Full PCA can be found in the appendix 

Selecting variables with variance of 0.6 and above, gives the ratings of the marketing mix in the following order 

of importance: Price, People, Product, Promotion, Place, and Physical evidence and processes 

CONCLUSIONS 

Even though all the marketing mix tools are important, it can be seen that in the service sector of Ghana, the 

relative importance of the variables occur in the following order: Price, People, Product, Promotion, Place, and Physical 

evidence and processes. Managers in the sector should prioritize their attention, energies, and resources given to the 

marketing mix variables in the same order. 
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APPENDICES 

Appendix A: Principal Component Matrix 

 
Table 3 

  Component 

  1 2 3 4 5 6 7 8 9 10 11 12 

The importance of 

product strategies to 

service firms. 

-0.08 0.253 0.069 -0.01 0.647 0.032 0.306 -0.08 0.074 0.194 -0.09 0.364 

The required level 

of management 

attention that should 

be given to product 

strategies. 

-0.16 -0.37 0.136 -0.13 -0.15 -0.18 0.162 0.124 -0.01 -0.31 0.526 0.222 

The importance of 

product strategies in 

increasing sales 

0.219 -0.44 0.181 0.457 -0.06 -0.03 -0.26 -0.09 -0.15 0.255 0.125 -0.19 

The importance of 

product strategies in 

increasing market 

share 

0.314 -0.43 0.254 0.31 -0.21 -0.33 0.052 -0.11 -0.27 0.229 -0.16 0.028 

The importance of 

product strategies in 

increasing profits 

0.753 -0.08 0.173 0.021 0.052 0.005 -0.13 -0.2 -0.03 0.005 0.032 -0.01 

The importance of 

distribution 

strategies to service 

companies 

0.548 0.339 -0.19 0.022 -0.41 -0.41 0.094 0.155 -0.09 -0.08 0.12 0.127 

The level of 

management 

attention that must 

be given to 

distribution 

strategies. 

0.18 0.578 -0.39 0.545 -0.18 0.053 0.13 -0.16 -0.03 0.055 -0.03 0.114 

The importance of 

distribution 

strategies in 

increasing sales 

-0.19 0.396 -0.53 0.463 -0.1 -0.08 0.11 -0.29 -0.15 -0.07 -0.04 0.259 

The importance of 

distribution 

strategies in 

increasing market 

share 

0.62 -0.11 0.058 0.103 0.535 -0.3 0.395 0.167 0.361 -0.2 0.058 -0.25 

 The importance of 

distribution 

strategies in 

increasing profits 

0.037 0.522 0.508 0.337 -0.04 0.254 -0.24 0.023 0.082 -0.01 0.083 -0.08 

The importance of 

promotion to service 

firms 

0.557 -0.18 -0.1 -0.19 -0.05 0.343 -0.08 -0.32 0.145 0.167 0.339 -0.02 

The importance of 

promotion in 

increasing sales 

0.664 0.214 0.029 0.109 -0.23 -0.16 0.224 0.388 0.013 -0.18 -0.19 0.001 

The importance of 

promotion in 

increasing market 

share? 

0.433 -0.17 -0.42 -0.33 0.25 0.147 -0.27 0.185 -0.08 -0.07 -0.26 -0.05 
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Table 3 – Contd., 

 
Component 

 
1 2 3 4 5 6 7 8 9 10 11 12 

The importance of 

promotion in 

increasing profits 

0.214 -0.01 -0.42 -0.06 0.281 -0.48 -0.2 -0.08 0.085 0.023 0.083 0.107 

The importance of 

physical evidence to 

the service sector 

0.145 0.093 -0.33 -0.1 -0.32 0.093 0.458 0.229 -0.04 0.542 0.046 0.075 

The level of 

management 

attention that must 

be given to physical 

evidence 

-0.24 -0.02 -0.19 0.634 0.044 -0.05 0.075 -0.16 0.366 0.046 -0.16 -0.14 

The importance of 

physical evidence in 

gaining sales 

0.44 -0.19 -0.43 0.229 0.075 0.269 0.314 -0.03 -0.21 -0.24 0.123 -0.09 

The importance of 

physical evidence in 

increasing market 

share 

0.118 -0.26 0.024 0.376 -0.05 0.417 -0.01 0.527 0.279 -0.03 -0.11 0.027 

The importance of 

physical evidence in 

increasing profit 

0.388 0.291 -0.29 -0.09 0.245 0.288 -0.27 -0.26 0.025 -0.31 0.157 -0.14 

The importance of 

people/employees to 

service 

organizations 

0.422 -0.02 0.373 0.216 -0.02 -0.32 -0.01 0.145 0.264 -0.29 0.003 0.179 

The level of 

management 

attention that must 

be given to people 

strategies 

-0.07 0.431 0.052 -0.3 0.012 0.266 0.493 -0.14 -0.26 -0.22 -0.11 -0.24 

The importance of 

people strategies in 

increasing sales 

-0.14 0.478 0.351 0.119 -0.02 0.253 0.131 0.21 -0.11 0.134 0.47 -0.32 

The importance of 

people strategies in 

increasing market 

share 

0.087 -0.23 -0.25 0.777 -0.06 0.064 -0.03 0.026 -0.02 0.006 0.228 -0.11 

The importance of 

people strategies in 

increasing profit 

0.362 0.021 0.089 0.182 0.438 0.138 -0.36 0.209 -0.42 0.021 0.03 0.198 

The importance of 

processes to service 

organizations? 

0.161 -0.28 -0.2 0.218 0.423 0.488 0.159 0.271 -0.07 -0.07 -0.06 0.208 

The level of 

management 

attention that must 

be given to 

processes 

0.378 -0.07 0.471 0.1 0.121 -0.28 0.191 -0.1 -0.36 -0.05 -0.24 -0.34 

The importance of 

processes  

increasing sales 

0.549 0.467 0.048 0.022 0.209 -0.21 -0.11 0.123 -0.24 -0.05 0.11 0.102 
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Table 3 – Contd., 

 
Component 

 
1 2 3 4 5 6 7 8 9 10 11 12 

The importance of 

processes strategies 

in improving market 

share 

0.47 0.043 0.383 0.117 0.225 0.173 0.209 -0.06 0.027 0.202 -0.19 -0.07 

The importance of 

processes strategies 

in increasing profits 

0.499 -0.12 -0.12 -0.24 -0.47 0.254 -0.17 0.023 0.238 0.095 -0.23 -0.01 

The importance of 

pricing to service 

organizations 

0.498 0.064 0.227 -0.22 0.229 0.047 0.238 -0.35 0.176 0.255 0.11 0.187 

The level of 

management 

attention required 

for pricing 

0.693 0.068 0.045 -0.27 -0.37 0.129 0.143 0.018 0.204 -0.11 0.072 0.031 

The importance of 

pricing strategies in 

increasing sales 

0.071 0.435 -0.16 -0.16 0.313 -0.28 -0.16 0.449 0.108 0.418 0.184 -0.11 

The importance of 

pricing strategies in 

increasing market 

share 

-0.04 0.804 -0.07 0.049 -0.06 -0.04 -0.3 0.003 0.184 -0.05 -0.19 -0.18 

The importance of 

pricing strategies in 

increasing profits 

0.104 0.197 0.644 0.22 -0.01 0.106 -0.03 -0.19 0.259 -0.07 -0.01 0.321 

The level of 

management 

attention that must 

be given to 

promotion 

-0.45 0.196 0.387 -0.02 -0.24 0.256 -0.09 0.186 -0.28 -0.06 -0.08 0.335 

  

 The choice of the PCA was to transform the data set which has a huge dimension to a new data set with a 

smaller dimension. This new data set is summed up in Table 3. 




