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Pricing Strategy
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Concept of Product Pricing
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Importance of Pricing
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Pricing Strategy and Strategic Role of Pricing
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Steps in Selecting Price and Objectives of Pricing
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(F) YRS SRR (General objectives): ST fE=Ce™ Agel SaoTR fget:
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N> @.8 General Approaches to Pricing and Factors Affecting Pricing
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General Approaches to Pricing
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;. a3 Afs TeAme 7 =ﬂwa%ﬂﬁaﬁ%m+w§§§§mq
=>OW+O,OO’OOOW
0,000 T
= Y0 BT + Y BIl
= dY.00 B
2S7I*Te T x [T
473 effs Ry = 935 offs TeAme 97 + = W%W:WWW

20% X 50,00,000 BIH
0,000 UFH
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= SV BT + 8 Bl
=Qo.ooml
TG g Y
. ST 9 (Break even) #if&srel = awa%ﬁmw—ﬂwa%ﬂﬁa@%w
\W00000
=Qo—>o
\WO0000
Y
= 90,000 (UFF)

SR ORI fACe (W6 AT = A5 S Rerayes x Sy [eeem A
= Qof‘m X 00 ,000
=Y,00,000.00 BT |
ST, ORI e (G T = G5 g1l 7 + (45 &ffS ARSI 7 x Sy “Afer)
= 9,00 ,000 BIFl + (30 X 90,000 BIF)
= \9,00,000 BT + 9,00 ,000 B
=Y ,00,000.00 GIFT |
ToAC SR (G 20O BICGS NG I T WKS (A S8 el “A1eT (@S AT |

Soo GldaL
2ofif*e
Yo T
E | &f; AT @
B 800t
E
w00 ] > .
° + + + + + X
So 0 vo 8o eo
@eag “Afawret (ooo @)

foa: @ 2rew oo
Source: Philip Kotler & Gary Armstrong, Principles of Marketing, 13" edn 2010, p-298

5@ 20e 7T AMHR, 20 T T @FA 749 9o 000 GFF Aolf T 8 R FA07 ©4F (15 &7 3
PR AR AN (Y ,00 ,000 T 2 | TR FASE Z(F T GEANE T 1 | @ {FAF T 27 SRAN
% (BEP). (IS It [T 8917 20 % #® FACO B O ©itF U AfS 0 Gl WF o 000
@B 1 (R0 X €0,000) = 30,00,000 GIBR 4 R FACO© (I, @A NG JEA AR =
b ,00 ,000 BIFT (fowrpiica) | wdie SrREIRG fag 31 Feeew e (oo a1 #ifester =y fawsr et =Tre =3
R N @ 20T IR =0T |

2. e = ffad #&fS (Value Based Pricing): @ *&fore (@FolR wigehm eoF fofe Fca ofF
T R T = ©iee opifefed Wi R swfe 0T | @ Awfore ot wae AT FCE
(TSI WS (TN O 677 T T 217 T WGl Fa1 =70 | I (@Fold WAre[ Th =3 o
oy 3T @M @R PRI T Aol ST I NEEe T = | @ SRR oived *1fe, @@ e e
ATHCT S ,€00 BIF WG IFE Nl =S 1A (IR @ITE © 000 BIH | G (o FiEef
Arfeara e fog fog oy 3o fNdme w4 =g |

o, ofswmfrefefes =T fdat *=fS (Competition Based Pricing): &fstaifrsifefes = fdEceR
ARNSIAR FRTFCA (oI ACDT F1 =

TTHE ¢ Bl-50Y
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3. W‘[WWW A% (Going-rate Pricing): € “&fere B AfeD Sy (Fa O
Afer@iNny T fefere 0 fdime Fea g G Afep™ oF #ta fers <@ R
SRR e 43 T AR (MG fSH S 47 2SN FES NPT T T, S
TR T ATy e FACS #I1CF | TARTS (@ 39 ¢Fe@ vifma fFfogreias! wAfaw s s
G @ %l ToT@ TR | FIFC ETI T 41 = @, @ Awho Hg Ny ERRMpsd 79
9N RIS A |

g, WWWWW A%(S (Sealed Based Pricing): ¥ &S @4Te SFmEr
JICE APTS A ACF | TSI F&H HSSTE FHaba (FOR ARNSCS FHM 2T A | 4
GHCTR PIOTHCTR B (W5 476 203 1R a1 = | @ oA fwes Yoo 2R a3 &
TG 92© 2 @R @ AfSPNHE 6167 MR S’ e 91 2 |
efsrifrerfefes I MdRe srafoete RTeae I 1 AW @, QTR NGO (I G
eI MR (fFFTeR AT feffie 20 A | @ el o fNeiwe Amfers —

3. AfsaaifTenERe A4
<. ferironETs «Rftam e aR
. efSIFTOTETe AR W4 g for e F=1 4o 20 =i |
O, (Fofefed I 442 (Customer Based Pricing): SGFE SAF (AR SCHE 21T &

Torifgpe YO fefere i fMdmd S 2t | sr 3o AR sikely e ferem <@

RGN 7 B TR AP (ol J AR T rF iR Reava F1 =¥ | Rearo[m @R I

GFA TP T e T ol e weefe T Ifege Some 1 bemR IR A | TS

Perceived value-6 ¥eT F17 1R FeTo 1y fdiael 1 =% | Smreaersgel, iy @R swems

B oo e wis < 4 |

8. TIftWl ¢ WERART W SReTwefes =T ¥4 *%fS (Demand and Supply Pricing): 9@ 7&feTS

AR TSR ST ST o N4 S &y AR iRl @ 4=0h Wy ey effsst

T T | TR (PR (@I T JAF NG F0O BIF O & @ Ao NS | O F

fdiReeR [foq srafod N5 PFMIFACR G S (FATPRRIPS G 2o S17TS G =T |

(I G BIfRAT IS SCID T I Gher fearor bifzwr @Ry @ el Fiegr sifzwr e

7 3AfoR Meey #{1<Fy BIeee =03 |

y
(5

o000 s g
5 A

boo

Yoo T

800 T

GG =W @ 74 (000)

00 +

@ «f a0 (ooo «FF)
fo@: @ 2o 516

Source: Philip Kotler & Gary Armstrong, Principles of Marketing, 13t edn 2010, p-298
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5@ 2o (4T TR, 20.00 BIFI I (@I T47 90 000 GFF 7elf TAWH € R FACI X GG =
8 [ AT TN (Y,00,000.00 HIFT) T | FLR ASS 2 7 FPAS T(F 1 | @ [YF 1 =7
SRESy 977 (BEP). (MR aft RfSCITes B2/ 0% #1e F40S B e Ot «ds &fs 20.00 BT

ME €0 ,000 &FF [ (0 X €0,000) = 50,00 ,000.00 FIFR e [FT FAC© =TI, @A (G FIA
AR T b ,00,000.00 G0 (PAPIE) | SR SRHRY [ A1 Tovw [R9@ Gow Q@ Afser sty
R 0T #1710 7 G T [z 2o i =3 |

Factors Affecting Pricing Decision
TR T e @3 foet e | afevita 71 e 38 Sromea ¢ IS TAmE 79 gelfie =7 |
06 Ot STABT AT 20T
(F) T Féfwd oo Remet woea™ AmeR  (Internal Factors Affecting Pricing
Decision):
. T SwwrRfeT (Marketing objectives): &fS3Ttaa st Srwmiafer «fteia sy fMdiaees Frarecs
AP SIS 0 AT | AR G5 2fedias T e fyfafie Srmen fofers =z A |
> B AR (Survival): 2 afsdia 71 Sy s afswfrerm s a1 o O
Afscairor Bre AFR & St T (@il A (6w w3 5 4 e AT | =17
G TP AR &y P =X |

> HfS AT AEAHFA (Profit Maximization): IS AfSTRIRNG AT FT AFCE &N ST
I 2T SO A1 I 5o YT FAHFACAT (58] R A |

> A T MBI (Market Share Maximization): SISl $F =& NS TR A&
CRITE SN G 2T To AP T 41 A A0S |

» Rz “AfFe 3 (Increasing Sales Volume): fRertm “Afser et Seweely sy @ex (@Forcnats
TSRS T Gy SN I A T P G el = |

> RS 9ot (eqr (Harvasting Investment): ¥ a1 RIS 9T (AR Trwesly s
IR A 2Tl o @ 4 FACS AT |

> QNS A @'5@ G AT (Maintaining Quality Leadership): €TCE Q94T AT ATNH
AW 7 Jfa NG T T R ens 418 S0 =7 |

» S Wy (Other Objectives): 1 f&RreR SIS St Sra=ly ARFTS AT | @ANT—
v afswifer arsif<er a1
v efsrEiitr ares fRfvea e
v (STSTAS W1y 2 6 ©f 40 A1 TS\ |

3. Roms fer @R (Marketing mix strategy): 7 &R cvea et e s@s wa=ifeg
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()

THMI SR RCIDAT FACS =0 | IR G TAMNST Ty L7091 2SR (0 AP | @A—
H5F ofely, I F ARITAT @R 2ol FHF (SIFACE TICS 20 “I0h T @ 209 | g e
@ TBTRT [ T AL SCFPFS F 2 |

PR (Costs): Ty KRR CFe@ 7 G0 oy @G TAWIE | 7% Y2 IR | I : FA I

8 HARTTSTAIT I | F FLRES G FF Y AR G @ FCI (G T=AM 53 el

GRR OF (@fFFTS Aol fwdiwel B A |

i. Tedmras ey it I (Costs at different stages of production): S ey &
AR G S TeAWA -6 B AT (@ =0T AP | @AF— TAMCR A0 (@ =01 @ elf's
TRAM 26 I IR TAMCAT AR I T+ qd @fs TeAWMER wAfwie @R =0 A4 |
GRSl T R (w@ Anl SeAmes (@I SR TR GR GURE SAWMS 3
(N =R O] fCI641 FA00 A |

ii. Seome wfowe v+ R T (Costs as a function of production experience): S&owe
[ ToF T FAF Il 8 AfoweR GHh Q6 ASR] IR | TAM (F@  IF T©
@ Sfewsl AtF, OF TEWE [T OO I T | K OWWE [ I A @A
TTARFRFOE N P 4 FACS A | PG 2T T WERee CFeg e Fmwe] 9R
@I Sfews el bepe [RTIbe S90S (S |

AR REIBAPTR (Organizational consideration): ¥ fdReR (w@ @rifacs fawar
FACS A, (F AN T IR FACI | ALRTS (@G FICR (FCG TH {211, I8 I8 TG CFe
e e fRfare a3k fFgees cF@ g og 7w R FHmacs FTel el = | S-R
(AT (AT (T 2RF G0 @R #feelia 15 gt e A | @Ne— [, @@= 1eew, it e
(o= @I | TIRE @I @l @i Rew g, Seime g, S g aR
o1 FRgiwe ATl At = WdRee e [RER Fea A |

T g e Remeiat 1fys SAmIwPER (External Factor affacting Pricing

Decision): Jif&r& fifeq Same =17 fMdi@eet eor fem 03 A4t | 706 @t 96 S0 =6 -
&R 8 BIfEAT (Market and Demand): <36 0 fFRPINICE R ISR @ BIFRAT AEH SHAACE
A 903 | (@l 2y AT ORI (AF Y FRAF S T {51 FCh A | DICGL (SFAely
7 FRgeiely To ¢wraR = e e @ pifEnite [eavel FEre = | GeER@ [ ReEvar F0e =06
NIEGIE

i. ffeq It ¥ €= (Pricing in different types of market): Ieted 7 [Ioa I

STl T e 91 = | @

3. o eferaferE @ (Pure competition markets): 4 4RCa & (@l ¢ Rearo
TR AT AT GR NSO 2 FA-Rq T T | U [RCFORI AT To
o] R FhCS A =1 |

4. I et e e (Monopolistic competition): 4 GTSIT A AP (@Sl 8
ftarsT AF Gk [rare! S fSTITR ISR @ [REbAT IR AT F1 NE=e I

TG ¢ ‘j’é‘T—)ob
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AT | GO 2fSfs @ R ST @rifag o (TF F-, e, (\TF R @i
1 TAM37 ¢ AN G PPN MG 707 T (=eera (531 T ACF |

. e R (Oligopolistic competition): @ <ACAA S IS A@ [emo! AT
R SR ATOIHE T FTAINS SPiRel I AP | 58 eroncse afecariiions qeena dfs
TREITAT 2 R SRR (11 {61 FC T (I A ¢ ACF |

¥, 7f qesBar AT (Pure monopoly market): @ GSR A&t «e W@ Reame! A |
fRterel O IR @ I NE=e e, (@FoT ©f s A4y 26 |

ii. YT @ SFie] TP (GFSIR SIS (Consumer perceptions of price and value): iR Sy

TR TP (OISR FOpT @y MR ©f [eanar wea Fo1 e a1 =1 | A% ¥ ©rieg
Fl W FACET (@O (@ T fes wifer A |

iii. 37 @ BifEw 7% R{TeEe (Analysing the price and relationships): 5 =T T HifAR

TG ¢

TR T R | I O] NARRES AR FLRTS 17 B (90T AR bifmr ([ AR
R T @G (VT BIfRAT S IR | T @ SifRmE femare @ e sifewr [ify et | sifzwr
Rt T @RIDIET T dFH T 27, O O bifgwr @21 36 | (6 foras =iy sifewr
G (ARICAT =TT

1 \ N\

Yoo o

o G0 Yoo
Sifewma «ifamst sifewrs wfawe
() arEfozs sifzar (%) 3oz vifzmr

TR o@ F'-co T ACR, I (T RCT FCACR, BIFRAT (7 =T AT | = @ 4'-co (ar
A, AN @ TCE FCWR S OF BT Q@R M @OOR | FOE2 [T N @]
fHfogs ¢ wffogmiz vifawnits [eaver w63 1 e 03 2 |

vifRwR 1 fBfegraet (Price elasticity of demand): G=TiF “IfiSta= 0= bifewia @ e
5 ©IeP bifenE I fgfegiel 9c |

e

pifenI =rod Sifiastaa =
DI T AT = e aroma oTewdm 2
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ARG I AW, AT T So% AR M [ AT 0% I AR o vl T
ooy 209 0.30 WL vifzwl fFfogis | 58 Y7 “Afaae 2% Jfate i wfme 2% wew
A SI=C BIfRAR T fBfoga =03 » G UrF@ JAreE A SiRkEfee AT |
RE T 1% Jace SIRAE AR 3% I e T Ffeges I o.co W bifzAl
ST | AT TOTASTAIT FEHI (F0d GF7 = |

e o7 e cwea vifavr 1 fGfogrmerts Ruavar s€0e =61 |

R, offSwriitm AT T '@ &WeS HRUT (Competitors costs, price and efforts): GFE (TS IL Aoy
T R O I (@I TGO A1 g #elF T G Ond e SR -l 8 wofta
AN Ol R A | FIeeE o R (v efor@Mema »tid 7 ¢ @we JR[ics [eavar
S T(J |

©. S P TAMIT (Other external factors): = &R M@ @i “Afcacam g
POPYE SAMI [T FAC© =7 | SAWITLTT ZCA:

>  St"fSF S[G (Economic conditions): (FT*F NS S_F[ O AT T @ F&i=el
FACTS W 2] T I ACF | 78 IAoP o[yl 4RI =T T I (S A I ofcly

@Y BT |
>  sRrereR afSfera (Resellers reactions): 3 &R (@ elsfrareit @we e 1
ARG A R T =7 |

»  RII (Government): Wﬁ*ﬁ'ﬂ‘i’ﬂ' G DI AETPG 8 LS [ PO (A |

»  wifE fqF (Social concerns): ANIfes ffoy e = dRees s fKeaver F9ce 207 |
PR G BT 2T R, e IF @3 YA A geifie 27 |

/Gy e

ferfiroeica 31 47 Afohia stafors 377 Méiweem Aafo 3= | @il sarers uft s’ vt
CCPICAT BIC o5 NEFRCe (587 R A | G5 =G e 2R~ @RI JAF (@R G SRS =
M A~ @ JAER AR A | GOF@ @A 2l F bifewies [Reawer wF A |
T @ IR AN THIST G #fely TAM 7, #elF &S (Srena WrerR, afoariios 1
S FOPUT TORA IR IAMIF  TAMAE RSN F@ @I 2TehF T R I3 AT |
oA ARME Ty TG G o P PR F1 DY | 67 ARRSS Fi S{g| @S =
ffael T fomel el TR | (STt ®ib, #7w, @ FAol, iR bifwl, Iwerer A [w
ATl SRS, ooy A ~ffiwrem Tonfna «fiasraa M At AsATe efsrriar Koy w@wed Ty
(PT*IET @=e A |
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Price Adjustment Strategies

@ =
q A T S~
"I R (FEERTR I FCS AR

T N (FTHEPTR

Price Adjustment Strategies

BIF AferITel @ (FOn T R FREMTATOR SR (TN dRR ©ere &P FhHS AT
L PACS 2 | fACE ST T (PR S5 1 =

. I ¥R T (Discounts and allowances pricing): SAF T (GFOCAACEF leﬁ?&‘ P =CFS
CRIIIT SICA AT =T IR AL FCL | WS AR Ay T INF (@SS I A @
S T COFTE G (P o (I S WO (OIS FS I S0
I | AT ffoq de =0 I | (@9-

= W JITT (Cash discount): FFe =& ARTHITY 2eifre TR #CHy @A @ @R AT 2A=
P ACP | (@A (@O wo T 0Ly T ARCHICLR 70 (A3 2= 68 (@l T do frees
ML T ARG IR OC ©ICF % 10T &I T4 7CA |

= off§reeT® 8T (Quantity discount): TR #AfRIICOR fofers (@it @ BT eI T = ©OCF
AfFIerT® AT 0T | W @R Al Aoy @ TAIfTe Fa1 AT @ G (@ Qe
A ACF | @: GF2 AL €0000 BB A T FACT ¢ % 18T AN T4 2(F |

»  Ffefes BT (Functional discount): 3% &elife Twocna SRR R fofers “183FE
¢ o1 REFONS @ ATT &AW 1 2 O IS AT 0T | @AN: ST Y7 Sfeie
ez fofere 20 % 18T eI 1 =0T |

= T 8T (Seasonal discount): SI-TPICN ST SF-PIET 216 @ (FOHACE A2frs
T TOH @ G A T OCF WA 8T 0 | @AW AR FHIAGER (T
ARFE P T G (g G0 RIG 1 T A e ACF |

3. e 7 ffae (Segmented Pricing): Tersitnd &R 4i5, Sitafes St@g), #fe=, S{g, 7
Tojifvg fefere e (@i~ [fegaea <oy T Fufad s 4es | e S few
T e =0 #fies:

» wrol Remifefes =1 faufad (customer segment pricing): @ @IteT U332 #oy fifeq (ot

foes fRfeq o= [er a1 =7 | Snrrd RReTed 311 Ar1- Reawe A z@/zraions =i B
aqnl| |
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" A GFRrefed T WfRel (Product form pricing): @ (TG SiClE SRAMT T G QG
ge fafey wpho «fdy Tofd e fog for Jeom fwma =

» SRgEefed P fEf@ (Location pricing): @ @ (FOIMA SRPAOM GF2 AR
S-S 3T G F = |

»  TRfees = f«f@e (Time pricing): @ FITeT Taafefes (SRR ACSW) GHL e [P
foop =7 ¥ T =W Tue e @ Iw, [{fey @REE @W @it @or
SIFACAR G AS SIBT (ACF [T BT 148 I 31 feyfel Face AR |

©. Weifge T fAfad (Pasychological pricing): t@Fetna Eifge Raw@ €7 fofe s =
faefae 21 =01 Ot IRifge =1y fafae 3ot | weifegs oy fufad fMesrereid 2rs =i | 2=

=  @fiSw iy 49 (Prestige pricing): SCAS T (@I O @0 A1 ORARS e FAR
SO STl B Ty ffael e A0 | @N: OTOBI @3 TG A P 9o =T (1 |

»  frere-tere W dfae (Odd-even pricing): @ @ @I (@Te AR AfRRCS R[rere
FRAFALGC AT LT AL ST B (CFOAE APPSO APS FIG 5T BT |
Q@ BT (@A SME O AN broo BT 1 41 FCF avd BT 418 7 |

»  EFIRS W 4fRe (Reference pricing): AeHd @ SFT (@FSIF NCAA NCLF 4RO FT ST el
Al M@ TS AT o1 G0 S0 ©ICP (T T 0T |

8. ey 0 fadfad (Promotional pricing): @ iteT TgeRien R Jfaw =1y o feffiae

AR | AT Jeiy fevgfaces AmfoeteT fowma:

= 57 (Discounts): ReF e STCFT (S FCAN FACA 2 Tl JeoTa T4 g 1T
3 2T AN ¢ | @NF: Yooo BB 297 et 2 % 18T Wl (A |

» e woifefed s @ (Special-event pricing): @ @it RT*¥ @I <641, TR
P (TG B A R T AT T J% F41 = | @ Koy Seorq war-am, sje,
Jiferery (=T, SRR (T Eo5iv (R (AT SIthR RS AR o &9 0h AT |

= 9% FORG (Cash rebates): G (FIcet U2 TR W& Aoy a0, (FICE 72 =G (31
=T |

¢. Toteie 7 i@ (Geographical pricing): «T@ @A [{fey =™ (@Fotve 76 «3
VI #fely [RERCR ATHBT BT | coteallfer 3oty fofael fesies w@aa =rs #(1ta | 32

= g%, ¢, . T = F4=Re (FOB orgin pricing): ¥ e trel ©oF FIK[ (A 7
(O PG G Y= A e A R (T #Hfq= 25 72 A |

= TFA FREAR S fRel (Uniform delivered pricing): &< 35 AT (@Foitnd SRg [KCIvel
T FCH I (ORI G IPL TN o1y 470 (FTE 6T ANHA IR o fedfaet | ot
ST (AT (@ ATTT0R Y AR (@ 71 (7 ETF © Bl 17 Bf6 Ieaew Faco
el

= efeTss S @ (Zone pricing): @ @G Rtars! ©F @RS (R e fefare
IR Ol o w7 &fefl Geer & S=mi-SeTwl 375 415 6 |
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fofe-™g 7 «fae (Basing point pricing): @Twt@ Rtwrel ¥ I GFIfET I I *=A=
fofe-famg R s ea @ fofe 3w a1 *rewaa Beix fefe wea o1y fafae Face A |
SIGI-xirgel 3= fefae (Freight absorption pricing): @ (FiteT fRterorT ereyif*e [« “ie=
SO T AT SRS QIRIETSGl IR FC A0 Py fv4fae e A0S |

o2 FACS 2T |

BICIRCAE (<

Discount and Rebates
@I St T R I ¢ e R @ ARE G [ oy o @ a7d 30 A0 | O WL

SN FIEFA (P 2

. 8T (Discounts) ¥R

4. 3 ®[Y (Rebates) |
b @ 9o =t 3¢ 41 =@

(¥) TP (Discounts): TS T SAHCHTY AT TR I I, I GUICH 2ol Ty (I e,
@™ oFP TN CF@ e @RI SIHEE (@SIiEcE (F IR T A AFE T

el A AP | 9 4RI o5 ITAIACE 18T I | 8T RS 40T =0 AR | @A

(i)

(ii)

(iif)

(iv)

TG ¢

AW BT (Cash discount): T2 =/ REEF T (@ 3T (FO! 6 T ARCATL IR SHAE

@ T QY (MG T O[S 799 0T 0T | (@A— 0/ 0o 5 vo’ T AFCET @RI AT o
foees steay STy ARTY T © % BT ANGT AT | LT AP TR o ey AFTTe (ol @
wo TR Ty Sy ~IfFT*iTy FA0o S92 T CTey o % RS g/ AT J(ACR |
AfIAITS HBT (Quantity discount): TR W@W@m @I @ 409 18T 2w
FCE ACE | (FOIACT GFACH (@ AR Aely T TR FHIF #0FT @ 8T &AW F41 27 |
@TT— 20,000.00 GIFR 7 [FAGET 0% TC & ¢o ,000.00 HHFE “°F FAH 0% TG
(SR (AT 29I | ST o (@87 (o111 «tq fFaeet o @t (i T awie |

C‘TT?IW?II@T(SeasonaI discount):wmﬁlwawmﬁﬂﬁmﬁﬂ S GISINIES]
T @ GHCTE ATT AR T ZH | MYETS GRT TS @ 4= 18T e Rwr gface @
RIS FACO NI | @AF— (o, (e, GRS )i CRFR, T GO @ J18T
R FACS AT | ANF— FFIAGIES KO RGN TG P76 SIS 20 % FACS 2A1F |

ARG (Allowances): T SIfFdl (0F @ ARWE BE MGA =W OIS ARG AT
(Allowances) I | ATGRETS YR G P RS AW Fl R | (TH—
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> @T T GEISH (Trade-in-allowances): ZFCAT R 363 R K &G @ T ®C
M T OIF (GU 2 IS 0T | (@A 6T I (FEAT 90 % *R8 =G W A |

> YA ”G (Promotional allowances): f&eiaees R@riv ¢ Raw swdq dicda
SRHARCAT G ST FolF RS (@ T AL R (MG R OICP PRS2 04T |

(¥) T VG (Cash Rebates): W8 IR ey @ICar Aoy fFce1 I g T =G (real =1 o7
B[t Cash Rebates 9C=1 | {0 M cx “tena Reww I «10% @ 49079 ”IG (e 7 |
TS 10 R, G @ =g ey @ A=fS @ Gferre! (ot |

o7 e

SCNF AN (GO P8 A FCHT (P SRS AT W NG AL L | TF© FoT AR
STl @R AR I, G G Aoy S GO e, fhaicest Grm] oy (e s (priifey
OIS (O 40 A G NI AP T el e A | @ G0 3= A0 8T 0T |
(TFeIne TRIfgs AR Toa fefe wca sy fdfre war = oite wwmifgs o fadfad qee11 vz
AR W (BT 2165 et I Fg T9W 2@ (FSAT = ©F OItF Cash Rebates 0 | GG WHE
I AN R Jiad 107 @ (R WC (e R | O 6 [, G ¢ =g+ #Ately @ Ao
(T SISl (AR |
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Hj TTRG Tex R

I FEACS P ERI? IR 71 |

T fdiacer SernRe 9T e |

1y TdRel (e 60T T |

T (FTTTS PN @ et 6T e |
T G AYRe ARt I e |

T (@ NERCOR gPTR I e |

T I (RTEPIR I 52 |
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