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cY¨ Drcv`b GLb Avi Lye †ewk RwUj KvR bq| Zvi †P‡q †ewk RwUj KvR n‡”Q KZUv Kg g~‡j¨ cY¨wU †µZvi 

wbKU Dc¯’vcb K‡i †ewk weµ‡qi gva¨‡g AwaK gybvdv AR©b Kiv hvq| Av‡iv †ewk RwUj KvR n‡jv cÖwZ‡hvwMZv 

†gvKv‡ejv| KviY cÖ‡Z¨K †µZvB Pvq Kg g~‡j¨ fv‡jv gv‡bi GKwU cY¨ µq Ki‡Z| Avevi KwZcq c‡Y¨i g~j¨ 

GZUv ¯úk©KvZi †h, Zv mvgvb¨ Kg †ewk avh© Ki‡jB evRv‡i wU‡K _vKv KwVb n‡q hvq| 

cÖK„Zc‡ÿ, †Kvb wKQzi wewbg‡q hv avh© Kiv nq ZvB g~j¨| ‰ea Dcv‡q †Kvb cY¨ ev †mev MÖn‡Yi Rb¨ we‡µZv‡K 

Aek¨B wKQ‚ bv wKQz cwi‡kva Ki‡Z nq| we‡µZv‡K †µZvi cÖ`Ë GB A_©B n‡jv g~j¨| G g~j¨‡K wN‡iB g~jZ 

wecY‡bi hveZxq Kg©KvÛ cwiPvwjZ nq| GB BDwb‡U †gvU PviwU cvV Av‡Q| cÖ_g cv‡V c‡Y¨i g~j¨ wba©vi‡Yi 

aviYv, g~‡j¨i msÁv I g~j¨ wbav©i‡Yi ¸iæZ¡, wØZxq cv‡V g~j¨ wbav©i‡Yi †KŠkj I g~j¨ ‡KŠk‡ji f‚wgKv, Z„Zxq 

cv‡V g~j¨ †KŠkj wbav©i‡Yi avc I g~j¨ wba©vi‡Yi D‡Ïk¨mg~n, PZz_© cv‡V g~j¨ wba©vi‡Yi mvaviY A¨v‡cÖvP I g~j¨ 

wba©vi‡Yi †ÿ‡Î cÖfve we Í̄viKvix Dcv`vbmg~n Ges cÂg I ‡kl cv‡V g~j¨ mgš^q †KŠkjmg~n wb‡q Av‡jvPbv Kiv 

n‡q‡Q|   

 

 

BDwbU mgvwßi mgq  BDwbU mgvwßi m‡e©v”P mgq `yB mßvn 

 

G BDwb‡Ui cvVmg~n 

 

cvV-5.1: c‡Y¨i g~j¨ wba©vi‡Yi aviYv, g~‡j¨i msÁv I g~j¨ wbav©i‡Yi ¸iæZ¡  
cvV-5.2: g~j¨ wbav©i‡Yi †KŠkj I g~‡j¨i †KŠkjMZ f‚wgKv e¨L¨v Ki‡Z cvi‡eb   
cvV-5.3: g~j¨ †KŠkj wbav©i‡Yi avc I g~j¨ wba©vi‡Yi D‡Ïk¨mg~n  

cvV-5.4: g~j¨ wba©vi‡Yi mvaviY A¨v‡cÖvP I g~j¨ wba©vi‡Yi †ÿ‡Î cÖfve we Í̄viKvix Dcv`vbmg~n  

cvV-5.5: g~j¨ mgš^q †KŠkjmg~n| 
 

 

 

g~j¨ wba©viY †KŠkj 

Pricing Strategy  
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c‡Y¨i g~j¨ wba©vi‡Yi aviYv, g~‡j¨i msÁv I g~j¨ wbav©i‡Yi ¸iæZ¡  

Concept, Definition and Importance of pricing  
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 
 

 g~‡j¨i msÁv Rvb‡Z cvi‡eb 

 g~j¨ wba©vi‡Yi ¸iæZ¡ eY©bv Ki‡Z cvi‡eb 

 

c‡Y¨i g~j¨ wba©vi‡Yi aviYv  

Concept of Product Pricing 

  

‡Kvb cY¨ µq ev †mev MÖn‡Yi wewbg‡q †µZv †h cwigvY A_© w`‡Z cÖ ‘̄Z _v‡K ev we‡µZv H cY¨ ev †mevi Rb¨ †h 

cwigvY A_© Av`vq K‡i Zv‡K g~j¨ ejv nq| cÖwZwU Drcv`vbKvix cÖwZôv‡bi Rb¨B g~j¨ wbav©iY GKwU ¸iæZ¡c~Y© I 

P¨v‡jwÄs welq| KviY g~j¨ wbav©i‡Yi gva¨‡gI jvf-‡jvKmvb cwigvc Kiv nq| g~j¨ wbav©iY cY¨ weµ‡qI cÖfve 

†d‡j| Kv‡RB †QvU eo cÖwZwU cÖwZôvbB AZ¨šÍ mZK©Zvi mv‡_ cY¨ ev †mevi g~j¨ wbav©iY K‡i _v‡K|  

 

iwngv †eMg cÖvq 10 eQi a‡i wb‡Ri evwo‡Z wewfbœ ai‡bi wcVv I bvwi‡K‡ji bvo– ˆZwi K‡i Pvwn`v Abyhvqx wewfbœ 

evmv I gyw` †`vKv‡b mieivn K‡ib| Drcv`b cÖwµqvi cÖ_‡g wZwb ’̄vbxq cvBKvwi evRvi †_‡K Pv‡ji ¸uov, wPwb, 

†Zj, ¸o, bvwi‡Kjmn cÖ‡qvRbxq mvgMÖx µq K‡ib| AíwkwÿZ n‡jI m‡PZb iwngv cÖwZwU c‡Y¨i Drcv`b LiP 

c„_Kfv‡e  wnmve iv‡Lb| Drcv`b Li‡Pi mv‡_ wZwb cY¨‡f‡` 2.00 †_‡K 30.00 UvKv  gybvdv avh© K‡i c‡Y¨i 

weµqg~j¨ wba©viY K‡ib| †hgbÑ cÖwZwU wPZB wcVvi Drcv`b LiP 3.00 UvKvi mv‡_ 2.00 UvKv gybvdv avh©¨ K‡i 

5.00 UvKvq weµq K‡ib| Avevi GK †KwR bvo– ˆZwi‡Z 120.00 UvKv Li‡Pi mv‡_ AviI 30.00 UvKv gybvdv avh© 

K‡i 150.00 UvKvq weµq K‡ib| Gfv‡eB g~j¨ wba©vi‡Yi gva¨‡g iwngv RbwcÖqZvi mv‡_ Zvi ÿz`ª e¨emvq 

cwiPvjbv Ki‡Qb| iwngvi cY¨ g~j¨ wba©viY c×wZwU cÖvPxb c×wZ bv‡g cwiwPZ hv AvRI RbwcÖq g~j¨ wba©viY 

c×wZ wn‡m‡e mgv`„Z| Z‡e mKj c‡Y¨i †ÿ‡Î G ai‡bi g~j¨ wba©viY c×wZ cÖ‡hvR¨ nq bv| A_©vr cY¨ I 

†µZv‡f‡` g~j¨ wba©viY wfbœ n‡q _v‡K|  

 

cY¨ g~j¨ wba©viY m¤ú‡K© mg¨K aviYv jv‡fi Rb¨ cÖ_‡g g~j¨ m¤ú‡K© aviYv _vKv Avek¨K| mvaviYfv‡e ejv hvq, 

†Kv‡bv cY¨ ev †mev MÖn‡Yi wewbg‡q gvbyl hv cwi‡kva K‡i ZvB g~j¨ wn‡m‡e we‡ewPZ| Ab¨fv‡e ejv hvq, †Kv‡bv 

cY¨ ev †mev n‡Z cÖvß myweavi Rb¨ †fv³v †h cwigvY A_© cÖ`vb K‡i ZvB g~j¨| mvaviYZ †µZv-we‡µZvi 

`iKlvKwli gva¨‡g g~j¨ wbav©wiZ nq| †hgbÑiwngv cvBKvwi evRvi †_‡K `iKlvKwli gva¨‡g `kwU bvwi‡Kj µq 

K‡i wZbkZ UvKv cwi‡kva Kij| GLv‡b cY¨ n‡jv bvwi‡Kj Avi g~j¨ wZbkZ UvKv| A_©vr g~j¨ n‡”Q cY¨ ev 

†mevi Rb¨ Av`vqK…Z A_©|  

 

g~‡j¨i msÁv 
Definition of Price 

mvaviY A‡_© †Kvb wKQzi wewbg‡q †h A_© avh© Kiv nq ZvB g~j¨| A_v©r cY¨ ev †mev cÖ`v‡bi wewbg‡q GKRb 

we‡µZv †h cwigvY A_© Av`vq K‡i ZvB n‡jv g~j¨| Ab¨fv‡e ejv hvq, †Kvb cY¨ ev †mev MÖn‡Yi wewbg‡q †µZv †h 

cwigvY A_© cÖ`vb K‡i ev Ki‡Z cÖ ‘̄Z _v‡K ZvB n‡jv g~j¨| D`vniY¯^iƒc ejv hvq- GKRb e¨emvqx 500 UvKvi 

wewbg‡q GKwU K¨vjKz‡jUi Zvi †`vKv‡bi Rb¨ wb‡q Avm‡jv| Zvn‡j H K¨vjKz‡jU‡ii g~j¨ n‡jv 500 UvKv| evUv 

myR †Kv¤úvbx Zvi cÖwZwU RyZvi Mv‡q g~j¨ wj‡L iv‡L|Zviv cÖwZwU RyZvi Mv‡q 999.50 UvKv, 2850.50 
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UvKv,4550.50 UvKv BZ¨vw` wj‡L iv‡L| GLv‡b cÖwZwUi Mv‡q †jLv A_©B n‡jv H c‡Y¨i LyPiv weµq g~j¨| g~j¨ 

m¤ú‡K© wewfbœ †jL‡Ki K‡qKwU msÁv wb‡¤œ Zz‡j aiv n‡jv- 

Philip Kotler & Gary Armstrong Gi g‡Z, “Price is the amount of money charged for a product or 

service.” A_v©r g~j¨ n‡”Q cY¨ ev †mevi Rb¨ avh©K…Z A_©| 

 

G cÖm‡½ Perreault & McCarthy e‡jb, ÒPrice is what is charged for something.” A_©vr †Kv‡bv 

wKQzi wewbg‡q hv cÖ`vb Kiv nq Zv-B g~j¨| 

Dchy©³ Av‡jvPbvq g~‡j¨i †h mKj ˆewkó¨¸‡jv cwijwÿZ nq Zv n‡jv- 

 g~j¨ n‡”Q cY¨ ev †mev wewbg‡qi GKwU cš’v| 

 g~j¨ n‡jv cY¨ ev †mevi wewbg‡q †µZv KZ©„K cÖ`Ë A_©| 

 ‡µZv-we‡µZvi `iKlvKwli gva¨‡g g~j¨ wbav©wiZ nq| 

 g~j¨ n‡”Q GK ai‡bi f¨vjy hv GKRb †µZv wKQzi wewbg‡q Z¨vM K‡i| 

 mKj e¨emvqx Ges Ae¨emvqx cÖwZôvb Zv‡`i cÖ`Ë cY¨ ev †mevi g~j¨ wbav©iY K‡i _v‡K| 

 

cwi‡k‡l ejv hvq, †Kv¤úvwb¸‡jv †µZv †mev wbwðZ Kivi gva¨‡g gybvdv AR©‡bi †h j‡ÿ¨ wecYb Kg©KvÐ cwiPvjbv 

K‡i Zv †Kej weµ‡qi gva¨‡gB  ev Í̄evqb Kiv m¤¢e| Avevi g~j¨ e¨ZxZ cY¨ weµq m¤¢e bq weavq weµ‡qi c~‡e©B 

D³ c‡Y¨i g~j¨ wba©viY Kiv Avek¨K| g~‡j¨i msÁvi avivevwnK we‡kølY †k‡l ejv hvq †h, g~j¨ n‡”Q cY¨ ev †mev 

MÖnY ev e¨env‡ii Rb¨ wewbgqK…Z A_©| 

 

g~j¨ wba©vi‡Yi ¸iæZ¡ 
Importance of Pricing 

wecYb wgkª‡Yi Ab¨Zg ¸iæZ¡c~Y© GKwU Dcv`vb n‡jv g~j¨| cY¨ wecY‡b g~‡j¨i f‚wgKv e¨vcK| KviY g~j¨ n‡jv cY¨ 

wewbg‡qi GKwU DËg cš’v| Bnv wecYb wgkÖ‡Yi GKwU Ab¨Zg ¸iæZ¡c~Y© Dcv`vb| wb‡P g~‡j¨i ¸iæZ¡ m¤ú‡K© 

Av‡jvPbv Kiv n‡jv: 

 

1. evRvi †kqvi e„w× (Increasing market share): g~‡j¨i †KŠkjMZ f‚wgKvq evRvi †kqvi e„w× Ki‡Z g~j¨ 

¸iæZ¡c~Y© nvwZqvi wn‡m‡e e¨envi Kiv nq| G †KŠk‡j †Kv¤úvwb¸‡jv mvaviYZ Zv‡`i c‡Y¨i wb¤^g~j¨ avh©¨ 

K‡i evRvi †kqvi e„w× Ki‡Z Pvq|  

 

2. ‡µZvi Rb¨ ms‡KZ (Signal to the buyer): g~‡j¨i †KŠkjMZ f~wgKvi Av‡iKwU w`K n‡jv †µZvi Rb¨ 

ms‡KZ †`qv| KviY cY¨ g~j¨ †µZv‡`i mv‡_ mivmwi I `ªæZ †hvMv‡hvM Kivi gva¨g wn‡m‡e e¨eüZ nq| 

Kv‡RB g~‰j¨i gva¨‡g †µZviv wewfbœ eª¨v‡Ûi Ae ’̄vb ev eª¨v‡Ûi g‡a¨ Zyjbv K‡i cY¨ µq Ki‡Z cv‡i| 

 

3. cÖwZ‡hvMxZvi nvwZqvi (Instrument of competition): cÖwZ‡hvMxZvq wU‡K _vKv †h †Kvb cÖwZôv‡bi Rb¨ 

¸iæZ¡c~Y© welq| cÖwZ‡hvwMZv evRv‡i Ae ’̄vb MÖnY‡K mnR K‡i| KviY g~j¨ Øviv Lye mn‡RB cÖwZ‡hvwMZv 

†gvKv‡ejv Kiv hvq| †m‡ÿ‡Î cÖwZôvb‡K evRv‡ii c‡Y¨i Ae ’̄vb Abyhvqx c‡Y¨i `vg evov‡bv ev Kgv‡bvi 

cÖ‡qvRb c‡o| 
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4. weµ‡qi cwigvY e„w× (Increasing sales volume): c‡Y¨i weµ‡qi cwigvY e„w×i j‡ÿ¨I †Kv¤úvwb¸‡jv 

A‡bKmgq g~j¨ wbav©iY K‡i _v‡K| G Rb¨ †Kv¤úvwb‡K c‡Y¨i g~j¨ Kg avh©¨ Ki‡Z nq| c‡Y¨i g~j¨ Kg 

n‡j †µZviv cY¨ µ‡q AvMÖnx nq| 

 

5. Avw_©K mvg_¨ e„w× (Improving financial performance): g~‡j¨i †KŠkjMZ f‚wgKvq cÖwZôv‡bi Avw_©K 

mvg‡_©¨i welq¸‡jv LyeB ¸iæZ¡c~Y©| †h †Kvb ai‡bi c‡Y¨i g~j¨ wba©viY Kivi mgq Avq I e¨q Dfq‡K 

¸iæZ¡mnKv‡i we‡ePbv Kiv nq| hv c‡ivÿfv‡e cÖwZôv‡bi Avw_©K mvg©_¨ e„w×‡Z mnvqZv K‡i| 

 

6. wecYb Kg©m~wP we‡ePbv (Consideration of marketing program): wecYb wgkÖ‡Yi Dcv`vb¸‡jv n‡jv cY¨, 

g~j¨, eÈb, Ges cÖmvi| GB Dcv`v‡bi g‡a¨ g~j¨ Qvov Ab¨ welqM‡jv‡K mwVKfv‡e cwiPvjbv Kivi Rb¨ 

g~j¨ ¸iæZ¡c~Y© f‚wgKv iv‡L| evRviRvKi‡Yi Kg©m~wP †hgb-weÁvcb, weµq cÖ‡Póv msMwVZKiY  weµq 

D‡`¨M BZ¨vw` g~‡j¨i gva¨‡g we‡ePbv Ki‡j Zv weµq †KŠk‡j mivmwi cÖfve †d‡j| Kv‡RB G‡ÿ‡Î 

g~‡j¨i †KŠkjMZ f‚wgKv e¨vcK| 

 

cwi‡k‡l ejv hvq †h, cÖwZ‡hvMxZv g~jK evRv‡i †Kv¤úvwb‡K wU‡K ivLvi Rb¨ g~‡j¨i †KŠkjMZ f‚wgKv AZ¨vwaK| 

KviY wecYb Kg©m~Pxi h_vh_ ev Í̄evq‡b wecYb wgkÖ‡Yi G Dcv`vbwU e¨vcKfv‡e f‚wgKv cvjb K‡i| 

 

 

mvims‡ÿc  

‡Kvb cY¨ µq ev †mev MÖn‡Yi wewbg‡q †µZv †h cwigvY A_© w`‡Z cÖ ‘̄Z _v‡K ev we‡µZv H cY¨ ev †mevi Rb¨ 

†h cwigvY A_© Av`vq K‡i Zv‡K g~j¨ ejv nq| cÖwZwU Drcv`vbKvix cÖZwôv‡bi Rb¨B g~j¨ wbav©iY GKwU 

¸iæZ¡c~Y© I P¨v‡jwÄs welq| KviY g~j¨ wbav©i‡Yi gva¨‡gI jvf-‡jvKmvb cwigvc Kiv nq| g~j¨ wbav©iY cY¨ 

weµ‡qI cÖfve †d‡j| Kv‡RB †QvU eo cÖwZwU cÖwZôvbB AZ¨šÍ mZK©Zvi mv‡_ cY¨ ev †mevi g~j¨ wbav©iY K‡i 

_v‡K| ‰ea Dcv‡q †Kvb cY¨ ev †mev MÖn‡Yi Rb¨ we‡µZv‡K Aek¨B wKQ‚ bv wKQz cwi‡kva Ki‡Z nq| G g~j¨‡K 

wN‡iB g~jZ wecY‡bi hveZxq Kg©KvÛ cwiPvwjZ nq| †Kv¤úvwb¸‡jv †µZv †mev wbwðZ Kivi gva¨‡g gybvdv 

AR©‡bi †h j‡ÿ¨ wecYb Kg©KvÐ cwiPvjbv K‡i Zv †Kej weµ‡qi gva¨‡gB  ev Í̄evqb Kiv m¤¢e| Avevi g~j¨ 

e¨ZxZ cY¨ weµq m¤¢e bq weavq weµ‡qi c~‡e©B D³ c‡Y¨i g~j¨ wba©viY Kiv Avek¨K| 
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 g~j¨ wbav©i‡Yi †KŠkj I g~j¨ ‡KŠk‡ji f‚wgKv 
 Pricing Strategy and Strategic Role of Pricing 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 g~j¨ wbav©i‡Yi †KŠkjmg~n eY©bv Ki‡Z cvi‡eb 

 g~‡j¨i †KŠkjMZ f‚wgKv e¨vL¨v Ki‡Z cvi‡eb| 

 

g~j¨ wbav©i‡Yi †KŠkjmg~n  

Price Determination Strategy  

eZ©gvb cwieZ©bkxj evRvi cwiw ’̄wZ †gvKv‡ejvi Rb¨ evRviRvZKvix‡K g~j¨ wbav©iY †KŠkj cÖYqb Ki‡Z nq| ZvB 

†fv³v‡`i iæwP, cQ›`, µq ÿgZv, c‡Y¨i Pvwn`v, mgRvZxq ev weKí c‡Y¨i Dcw ’̄wZ, cY¨ mvwi cwigvR©b BZ¨vw`i 

cwieZ©‡bi mv‡_ Lvc LvIqv‡Z cÖwZ‡hvMxiv wewfbœ ai‡Yi g~j¨ †KŠkj MÖnY K‡i| ZvB ejv hvq, g~j¨ †KŠkj n‡jv 

g~j¨ wm×v‡šÍi mwVK w`K wb‡`©kbv| wewfbœ †jLK g~j¨ †KŠk‡ji msÁv w`‡q‡Qb|  

 

G cÖm‡½ Cravens & Piercy e‡j‡Qb, “Price strategies are the guidelines and policies used to 

effectively guide pricing decisions to match target market conditions.” A_v©r, g~j¨ †KŠkj n‡”Q jÿ¨ wbw`©ó 

evRv‡ii Ae ’̄vi mv‡_ g~j¨ wm×v‡šÍi Kvh©Ki mgš^‡qi Rb¨ e¨eüZ w`K-wb‡`©kbv I bxwZgvjv|  

 

Xavier Vives e‡j‡Qb, “The concept of pricing strategy is to use price as an element to achive specific 

marketing goals.” A_v©r, g~j¨ †KŠk‡ji aviYvwU mywbw`©ó wecYb jÿ¨ AR©‡bi Dcv`vb hv g~j¨ wn‡m‡e e¨envi Kiv 

nq| 

 

Dc‡ii msÁv we‡køl‡Yi gva¨‡g g~j¨ wbav©iY †KŠk‡ji wb‡¤^v³ ˆewkó¨¸‡jv cvIqv hvq: 

 g~j¨ weav©iY †KŠkj g~‡j¨i w`K wb‡`©kbv cÖ`vb K‡i 

 cwiewZ©Z evRvi cwiw ’̄wZi mv‡_ g~j¨‡K Lvc LvIqv‡bv hvq 

 ‡fv³v‡`i µq ÿgZvi mv‡_ g~‡j¨i mvgvÄm¨ weavb Kiv hvq 

 cÖwZ‡hvMx‡`i †gvKv‡ejv Kiv mnR nq 

 g~j¨ wbav©iY D‡Ïk¨ ev Í̄evqb Ki‡Z mnvqZv K‡i 

 

cwi‡k‡l ejv hvq †h, g~j¨ wbav©iY †KŠkj n‡jv cwiewZ©Z evRvi cwiw ’̄wZ I cÖwZ‡hvMx‡`i mv‡_ mvgÄm¨ weavb Gi 

GKwU `k©b| 

 

g~‡j¨i †KŠkjMZ f‚wgKv  
Strategic Role of Price 

wecY‡b g~‡j¨i †KŠkjMZ f‚wgKv e¨vcK| KviY g~j¨ n‡jv wewbg‡qi GKwU Ab¨Zg cš’v| Bnv wecYb wgkÖ‡Yi GKwU 

¸iæZ¡c~Y© Dcv`vb| wb‡P g~‡j¨i †KŠkjMZ f‚wgKv m¤ú‡K© Av‡jvPbv Kiv n‡jv: 

 

 cvV-5.2 
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1. evRvi †kqvi e„w× (Increasing market share): cY¨ ev †mevi evRvi †kqvi e„w×‡Z g~j¨ †KŠkj‡K 

¸iæZ¡c~Y© nvwZqvi wn‡m‡e e¨envi Kiv nq| G †KŠk‡ji g~j D‡Ïk¨ _v‡K AwaK weµ‡qi gva¨‡g AwaK 

gybvdv AR©b| G cÖwµqvq †Kv¤úvwb¸‡jv mvaviYZ Zv‡`i c‡Y¨i wbgœ g~j¨ avh©¨ K‡i evRvi †kqvi e„w× 

Ki‡Z Pvq|  

 

2. evRvi Ae ’̄vb wb‡`©kK (Indicator of market position): c‡Y¨i g~j¨ GKwU ‡Kv¤úvwbi evRv‡i Ae ’̄vb‡K 

c«wZdwjZ K‡i| ‡ewk `vg gv‡b mvaviYZ D”Pgv‡bi cY¨ ev ‡mevi c«ZxK, Avi Kg `vg mvaviYZ e…nËi 

‡fv³v ‡k«Yxi Rb¨ AvKl©Yxq n‡Z cv‡i|  

 

3. ‡µZv‡K ms‡KZ cÖ`vb (Signal to the buyer): g~‡j¨i †KŠkjMZ f~wgKvi Av‡iKwU ¸iæZ¡c~Y© w`K n‡jv 

†µZvi Rb¨ ms‡KZ †`qv| KviY c‡Y¨i g~j¨ †µZv‡`i mv‡_ mivmwi I `ªæZ †hvMv‡hvM Kivi gva¨g wn‡m‡e 

e¨eüZ nq| Kv‡RB g~‡j¨i gva¨‡g †µZviv wewfbœ eª¨v‡Ûi Ae ’̄vb ev eª¨v‡Ûi g‡a¨ Zzjbv K‡i cY¨mvgMÖx 

µq Ki‡Z cv‡i| 

 

4. cÖwZ‡hvMxZvi nvwZqvi (Instrument of competition): eZ©gvb hy‡M cÖwZ‡hvMxZvq wU‡K _vKv †h †Kvb 

cÖwZôv‡bi Rb¨ GKwU ¸iæZ¡c~Y© welq| g~j¨ †KŠkj cÖwZ‡hvwMZvg~jK evRv‡i Ae ’̄vb MÖnY‡K mnRZi K‡i| 

KviY g~j¨ Øviv Lye mn‡RB cÖwZ‡hvwMZv †gvKv‡ejv Kiv hvq| †m‡ÿ‡Î cÖwZôvb‡K evRv‡ii c‡Y¨i Ae ’̄vb 

Abyhvqx c‡Y¨i `vg evov‡bv ev Kgv‡bvi cÖ‡qvRb c‡o| ‡Kv¤úvwb¸‡jv c«vqB cÖwZ‡hvwMZvg~jK g~‡j¨i 

‡KŠkj AbymiY K‡i, hv evRv‡i cÖwZ‡hvMx‡`i Qvwo‡q ‡h‡Z mvnvh¨ K‡i|  

 

5. weµ‡qi cwigvY e„w× (Increasing sales volume): c‡Y¨i weµ‡qi cwigvY e„w×i j‡ÿ¨I †Kv¤úvwb¸‡jv 

A‡bK mgq g~j¨ wbav©iY K‡i _v‡K| G cÖwµqvq †Kv¤úvwb c‡Y¨i g~j¨ Kg avh©¨ K‡i| c‡Y¨i g~j¨ Kg 

nIqvq †µZviv J cY¨ µ‡q AvMÖnx nq| 

 

cwi‡k‡l ejv hvq †h, cÖwZ‡hvMxZvg~jK evRv‡i †Kv¤úvwb‡K wUwK‡q ivLvi Rb¨ g~‡j¨i †KŠkjMZ f‚wgKv AZ¨vwaK| 

g~j¨ †KŠk‡ji gva¨‡g cÖwZôvb¸‡j evRv‡i wU‡K _vKvi †KŠkj Luy‡R cvq| 

 

 

mvims‡ÿc  

 

eZ©gvb cwieZ©bkxj evRvi cwiw ’̄wZ †gvKv‡ejvi Rb¨ evRviRvZKvix‡K g~j¨ wbav©iY †KŠkj cÖYqb Ki‡Z nq| 

ZvB †fv³v‡`i iæwP, cQ›`, µq ÿgZv, c‡Y¨i Pvwn`v, mgRvZxq ev weKí c‡Y¨i Dcw ’̄wZ, cY¨ mvwi cwigvR©b 

BZ¨vw`i cwieZ©‡bi mv‡_ Lvc LvIqv‡Z cÖwZ‡hvMxiv wewfbœ ai‡Yi g~j¨ †KŠkj MÖnY K‡i| ZvB ejv hvq, g~j¨ 

†KŠkj n‡jv g~j¨ wm×v‡šÍi mwVK w`K wb‡`©kbv| cÖwZ‡hvMxZvg~jK evRv‡i †Kv¤úvwb‡K wUwK‡q ivLvi Rb¨ g~‡j¨i 

†KŠkjMZ f‚wgKv AZ¨vwaK| g~j¨ †KŠk‡ji gva¨‡g cÖwZôvb¸‡jv evRv‡i wU‡K _vKvi †KŠkj Luy‡R cvq| 
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g~j¨ †KŠkj wbav©i‡Yi avc I g~j¨ wba©vi‡Yi D‡Ïk¨mg~n 

Steps in Selecting Price and Objectives of Pricing  

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 g~j¨ †KŠkj wbav©i‡Yi avcmg~n eY©bv Ki‡Z cvi‡eb 

 g~j¨ wba©vi‡Yi D‡Ïk¨mg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

g~j¨ †KŠkj wbav©i‡Yi avc ev c`‡ÿcmg~n 

Steps in Selecting Price  

c‡Y¨i g~j¨ wba©viY †KŠkj GKwU RwUj welq| KviY KwZcq mywbw`©ó D‡Ïk¨ AR©‡bi Rb¨ g~j¨ †KŠkj AbymiY Kiv 

nq| Z‡e cwiewZ©Z bvbv Ae ’̄vi †cÖwÿ‡Z g~j¨ wbav©iY †KŠk‡j wfbœZv †`Lv hvq| †fv³v‡`i iæwP, cQ›`, µq 

ÿgZv, c‡Y¨i Pvwn`v, mgRvZxq ev weKí c‡Y¨i Dcw ’̄wZ, cY¨ mvwi cwigvR©b BZ¨vw`i cwieZ©‡bi mv‡_ Lvc 

LvIqv‡Z cÖwZ‡hvMxiv wewfbœ ai‡Yi g~j¨ †KŠkj MÖnY K‡i| ZvB g~j¨ wbav©i‡Yi wewfbœ welq wePvi-we‡kølY Kiv GKvšÍ 

cÖ‡qvRb| G‡ÿ‡Î KZK¸‡jv Í̄i ev avc AbymiY Kiv nq| wb‡Pi Q‡K ‡m¸‡jv eY©bv Kiv n‡jv:  

 

 

 

1. g~‡j¨i D‡Ïk¨ wbav©iY (Setting pricing objectives): g~j¨ wba©viY †KŠk‡ji cÖ_g avc n‡jv g~‡j¨i 

D‡Ïk¨ wba©viY Kiv| mvaviYZ wb¤œwjwLZ D‡Ïk¨¸‡jv mvg‡b †i‡L g~j¨ †KŠkj wbav©iY Kiv nq:  

 evRv‡i Ae ’̄vb AR©b 

 gybvdvi gva¨‡g A_©‰bwZK mg„w× AR©b 

 c‡Y¨i fveg~wZ© m¤ú‡K© AewnZKiY 

 cY¨ m¤ú‡K© †µZv m‡PZbZv m„wó 

 c‡Y¨i Ae ’̄vb MÖnY 

 c‡Y¨i Pvwn`v m„wó 

 cÖwZ‡hvMwZvi Dci cÖfve m„wó BZ¨vw`| 

g~‡j¨i D‡Ïk¨ wbav©iY 

g~j¨ cwiw ’̄wZ we‡kølY 

g~j¨ ‡KŠkj wbav©iY 

mywbw`©ó g~j¨ Ges 

cwiKíbv wbav©iY 

wPÎ: g~j¨ wbav©i‡Yi avc 

 cvV-5.3 
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2. g~j¨ cwiw ’̄wZi we‡kølY (Analyze pricing situation): c‡Y¨i g~j¨ wba©vi‡Yi G Í̄‡i bZzb c‡Y¨i 

aviYv g~j¨vqb ev bZzb c‡Y¨i g~j¨ †KŠkj wbav©i‡Yi Rb¨ g~j¨ cwiw ’̄wZ we‡kølY cÖ‡qvRb nq| †Zgwb evRvi 

Ges cÖwZ‡hvwMZvg~jK cwi‡e‡ki cwieZ©bkxjZvi Kvi‡Y Pjgvb c‡Y¨i I wbqwgZ g~j¨ cwiw ’̄wZi we‡kølY 

cÖ‡qvRb nq| g~j¨ cwiw ’̄wZ‡K cÖfvweZ K‡i Ggb Dcv`vb¸‡iv n‡jv:  

K) †µZv‡`i g~j¨ ms‡e`bkxjZv: †µZviv me©`v g~j¨ ms‡e`bkxj| we‡kl K‡i weKí g~‡j¨i cÖwZ †µZv‡`i mvov 

`v‡bi cÖeYZv g~j¨ wbav©iY we‡køl‡Yi Ab¨Zg P¨v‡jÄ| g~‡j¨i cÖwZ †µZvi mvov`v‡bi h_v_©Zv we‡køl‡Y wb‡¤œi 

cÖkœ¸‡jvi DËi Rvbv Avek¨K nq: 

 µq m¤¢vebvi w`K †_‡K cY¨ evRvi cwiwa †Kgb 

 e¨eüZ evRvi wefvRb I evRvi Uv‡M©wUs †KŠkj 

 g~j¨ cwieZ©‡b c‡Y¨i evRvi wefvM Pvwn`vi ms‡e`bkxjZv 

 cY¨ gvb, †mev, Iqv‡iw›U BZ¨vw` g~j¨nxb Dcv`v‡bi ¸iæZ¡ 

 wewfbœ g~j¨ Í̄‡ii AbywgZ weµ‡qi cwigvY BZ¨vw`| 

L) c‡Y¨i e¨q we‡kølY: cY¨ g~j¨ †KŠk‡ji G Í̄‡i c‡Y¨i e¨q we‡kølY Kiv nq| c‡Y¨i e¨q we‡køl‡Y †h Dcv`vb¸‡jv 

we‡ePbv Kiv Avek¨K †m¸‡jv n‡jv- 

 c‡Y¨i e¨q Dcv`vb 

 e¨q cÖfv‡ei gvÎv  

 wewfbœ e¨‡qi cwigvY 

 cÖwZ‡hvwMZvg~jK myweav 

 AwfÁZvi Afve 

 e¨‡qi Dci wbqš¿Y BZ¨vw`| 

M) cÖwZ‡hvMx we‡kølY: g~j¨ wba©viY †KŠk‡j cÖwZ‡hvMx we‡kølY GKwU ¸iæZ¡c~Y© we‡eP¨ welq| mvaviYZ wb‡¤œi 

welq¸‡jv Rvbvi Rb¨ cÖwZ‡hvMxvi g~j¨ †KŠkj g~j¨vqb Ki‡Z nq: 

 Kv‡Ri mv‡_ mivmwi cÖwZ‡hvwMZv 

 mKj cÖwZ‡hvMx‡`i †KŠkj Kx 

 cÖavb cÖwZ‡hvMxi weKí g~j¨ †KŠkj 

 Kxfv‡e cÖwZ‡hvMx g~j¨ Ae ’̄vb wb‡q‡Q BZ¨vw`| 

N) g~j¨ †KŠkj wbev©Pb: g~j¨ cwiw ’̄wZ we‡køl‡Y g~j¨ †KŠkj wbe©vP‡bi wewfbœ †KŠkj m¤ú‡K© wePvi we‡kølY Ki‡Z 

nq| g~j¨ wbav©iY cwiw ’̄wZi Av‡jvPbvi gva¨‡g cÖvß Z_¨ †_‡K g~j¨ †KŠkj wbev©Pb Kiv hvq| 

O) e¨qwfwËK g~j¨ wbav©iY: e¨q wfwËK g~j¨ wba©viY c×wZ‡Z g~jZ e¨q-KvVv‡gvi Dci wfwË K‡i g~j¨ wbav©iY Kiv 

hvq| G †ÿ‡Î wb‡Pi welq¸‡jv g~j¨vqb Ki‡Z nq: 

 gvK©Avc g~j¨ wbav©iY ev e¨q †hv‡M gybvdv g~j¨ wbav©iY: G c×wZ‡Z c‡Y¨i Drcv`b e¨‡qi mv‡_ GKUv 

wbw`©ó nv‡i gybvdv †hvM K‡i gvK©Avc g~j¨ wbav©iY Kiv hvq| 

 fvimvg¨ we› ỳ g~j¨ wbav©iY: G c×wZ‡Z cÖ_‡g Drcv`‡bi fvimvg¨ we› ỳ ev mg‡”Q` we›`y wbY©q Ki‡Z nq| 

fvimvg¨ we›`y n‡jv Ggb GKwU we›`y †hLv‡b cY¨ weµq I Li‡Pi cwigvY mgvb nq| 

P) cÖwZ‡hvwMZvwfwËK g~j¨ wbav©iY: Pjgvb nv‡i g~j¨ wbav©iY c×wZ‡Z cÖwZ‡hvMxiv Kx cwigvY gyj¨ avh© K‡i Zvi 

Dci wfwË K‡i g~j¨ wbav©iY Kiv nq| 

Q) Pvwn`vwfwËK g~j¨ wbav©iY: c‡Y¨i Pvwn`vi Dci wfwË K‡i †h g~j¨ wbav©iY Kiv nq Zv‡K Pvwn`vwfwËK g~j¨        

wbav©iY e‡j| c‡Y¨i Pvwn`v †ewk n‡j †ewk g~j¨ avh© Kiv nq| cY¨i Pvwn`v Kg n‡jv Kg g~j¨ avh© Kiv nq| 
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3. 104g~j¨ †KŠkj wbev©Pb (Select pricing strategy): g~j¨ wbav©iY cwiw ’̄wZi Av‡jvPbvi gva¨‡g cÖvß 

Z_¨ †_‡K g~j¨ †KŠkj wbev©Pb Kiv hvq| Gme Z_¨ we‡køl‡Y e¨e ’̄vcbv wb‡¤œi welqM‡jv Rvb‡Z cv‡i:  

 g~‡j¨i bgbxqZv 

 e¨‡qi Zzjbvg~jK we‡kølY †_‡K Ae ’̄vb MªnY wKfv‡e Ki‡e Zv Rvbv hvq| 

 

4. mywbw`©ó g~j¨ I cwiKíbv wbav©iY (Determine specific prices and policies): G‡ÿ‡Î †Kv¤úvwb wb‡¤œi 

c×wZ ¸‡jvi g‡a¨ ‡_‡K ‡h‡Kvb c×wZ AbymiY K‡i g~j¨ wbav©i‡Yi wm×všÍ MÖnY K‡i| c×wZ¸‡jvi g‡a¨ 

D‡jøL‡hvM¨ n‡jvt  

 LiP †hvM K‡i g~j¨ wba©viY 

 f¨vjywfwËK g~j¨-wba©viY 

 cÖwZ‡hvwMZvwfwËK g~j¨ wba©viY BZ¨vw`| 

 

cwi‡k‡l ejv hvq †h, mywbw`©ó D‡Ïk¨ AR©‡bi Rb¨ mywbw`©ó g~j¨ †KŠkj AbymiY Kiv nq| 

 

 

g~j¨ wba©vi‡Yi D‡Ïk¨mg~n 

Objectives of Pricing  
g~j¨ Avgv‡`i Rxeb‡K wN‡i AvewZ©Z| †Kv‡bv cY¨ ev †mev MÖn‡Yi Rb¨ Avgiv g~j¨ cÖ`vb Kwi| g~j¨‡K mvaviYZ 

A‡_©i AvKv‡i cÖKvk Kiv nq| cÖwZwU e¨emvq ev Ae¨emvq cÖwZôvb Zv‡`i cY¨, †mev ev aviYvi Rb¨ g~j¨  wba©viY 

K‡i _v‡K| †µZv I we‡µZvi `iKlvKwli gva¨‡g g~j¨ wbav©wiZ nq| 

g~j¨ wba©vi‡Yi gva¨‡g †Kv¤úvwb Kx AR©b Ki‡Z Pvq Zv g~j¨ wba©viY D‡Ï‡k¨ cÖwZdwjZ nq| g~j¨ wba©viY Kvh©µ‡gi 

gva¨‡g †Kv‡bv cÖwZôvb Kx AR©b Ki‡Z Pvq †m m¤ú‡K© ewY©Z mvaviY jÿ¨‡K g~j¨ wba©viY D‡Ïk¨ e‡j| g~j¨ 

wba©vi‡Yi D‡Ïk¨mg~n wb‡P wP‡Îi gva¨‡g †`Lv‡bv n‡jv:  

 

 

wPÎ: g~j¨ wba©vi‡Yi D‡Ïk¨mg~n  

mvaviY D‡Ïk¨mg~n 

 1. wU‡K _vKv 

 2. cY¨ gv‡b †bZ…Z¡`vb  

AcwiewZ©Z D‡Ïk¨mg~n 

1. cÖwZ‡hvwMZv †gvKvwejv Kiv 

2. g~‡j¨ w¯’wZkxjZv Avbqb 

3. AbyK~j fveg~wZ© eRvq ivLv 

gybvdvgyLx D‡Ïk¨mg~n 

1. gybvdv m‡ev©”PKiY 

2. wewb‡qvM Zz‡j †bIqv 

3. bM` cÖevn wbwðZKiY 

weµqgyLx D‡Ïk¨mg~n 

 1. weµ‡qi cwigvY e„w× 

 2. evRvi †kqvi eyw× 

g~j¨ 

wbav©i‡Yi 

D‡Ïk¨mg~n 
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 (K) mvaviY D‡Ïk¨mg~n (General objectives): g~j¨ wba©vi‡Yi mvaviY D‡Ïk¨mg~n wbgœi~c: 

1. wU‡K _vKv (Survival): g~j¨ wba©vi‡Yi GKwU Ab¨Zg D‡Ïk¨ n‡”Q wU‡K _vKv| AwZwi³ 

Drcv`bÿgZv, Zxeª cÖwZ‡hvwMZv Ges †fv³v‡`i cwieZ©bkxj Pvwn`vi Kvi‡Y Amyweavi m¤§yLxb n‡j 

†Kv¤úvwb D‡Ïk¨ wn‡m‡e wU‡K _vKv‡K  †e‡Q †bq| Avi wU‡K _vKvi Rb¨ †Kv¤úvwb Zvi c‡Y¨i wbgœg~j¨ 

avh© K‡i _v‡K| 

2. cY¨ gv‡b †bZ…Z¡`vb (Product quality leadership): g~j¨ wba©vi‡Yi D‡Ïk¨ n‡Z cv‡i cY¨ gv‡b 

†bZ…Z¡`vb| c‡Y¨i D”Pgv‡bi Rb¨ AZ¨waK LiP nIqvi Kvi‡Y †Kv¤úvwb D”Pg~j¨ avh© K‡i _v‡K| 

Avevi D”Pg~j¨‡K †µZviv D”Pgv‡bi cÖZxK g‡b K‡i cY¨ µq K‡i _v‡K| †hgb gvwm©wWm †eÄ 

gv‡bB D”Pgvb m¤úbœ D”Pg~‡j¨i Mvwo| 

 

(L)   gybvdvgyLx D‡Ïk¨mg~n (Profit objectives): g~j¨ wba©vi‡Yi gybvdvgyLx D‡Ïk¨mg~n wbgœi~c : 

1.  gybvdv m‡e©v”PKiY (Profit maximization): g~j¨ wba©vi‡Yi Ab¨Zg D‡Ïk¨ n‡”Q gybvdv m‡e©v”P Kiv| 

G D‡Ï‡k¨ c‡Y¨i D”Pg~j¨ avh© K‡i _v‡K| 

2. wewb‡qvM Zz‡j †bIqv (Harvesting investment): g~j¨ wba©vi‡Yi Av‡iKwU D‡Ïk¨ n‡”Q evRvi †_‡K 

`ªæZ wewb‡qvM Zy‡j †bIqv| c‡Y¨ g~j¨ wbav©i‡Yi gva¨‡g †Kv¤úvwb Rvb‡Z cv‡i wewb‡qvMK…Z A_© 

KZw`‡bi g‡a¨ †diZ cvIqv hv‡e| 

3. bM` cÖevn wbwðZKiY (Ensuring cash flows): g~j¨ wba©vi‡Yi Ab¨Zg D‡Ïk¨ n‡”Q bM` cÖevn 

wbwðZ Kiv| g~j¨ wba©vi‡Yi gva¨‡g cÖwZwU cY¨ ev †mev weµq K‡i wbw`©ó mg‡q Kx cwigvY bM` A_© 

cvIqv hv‡e Zv Rvbv hvq| 

 

(M) weµqgyLx D‡Ïk¨mg~n (Sales oriented objectives): g~j¨ wbav©i‡Yi weµqgyLx D‡Ïk¨mg~n wbgœi~c:  

1. weµ‡qi cwigvY e„w× (To increase sales): g~j¨ wba©vi‡Yi GKwU ¸iæZ¡c~Y© D‡Ïk¨ n‡”Q weµ‡qi 

cwigvY e„w× Kiv| c‡Y¨i g~j¨ Kg avh© K‡i  weµq e„w× Kiv hvq| mvaviYZ ¯̂í mg‡qi Rb¨ cÖwZôvb 

c‡Y¨i g~j¨ Kg avh© K‡i _v‡K| †hgb iwe Zv‡`i we‡kl c¨v‡K‡Ri  me©wbgœ g~j¨ avh© K‡i weµ‡qi 

cwigvY ª̀æZ e„w× Ki‡Z mÿg n‡q‡Q| 

2. evRvi †kqvi e„w× (To increase market share): g~j¨ wba©vi‡Yi Av‡iKwU D‡Ïk¨ n‡”Q evRvi †kqvi 

e„w× Kiv| GRb¨ †Kv¤úvwb c‡Y¨i g~j¨ Kg avh© K‡i _v‡K| †Kv¤úvwb c~Y© ev AwZwi³ Drcv`bÿgZv 

e¨env‡ii gva¨‡g Kg Li‡P cY¨ Drcv`b K‡i c‡Y¨i g~j¨ Kg avh© Ki‡Z cv‡i| †hgb evsjvwjsK 

e¨emv‡qi ïiæ †_‡KB Zv‡`i †gvevBj †dv‡bi KjPvR© me©wbgœ avh© K‡i evRvi †kqvi e„w×i cÖ‡Póv 

Pvjv‡”Q| 

(N) AcwiewZ©Z D‡Ïk¨mg~n (Unchange objectives): g~j¨ wba©vi‡Yi AcwiewZ©Z D‡Ïk¨mg~n wbgœi~c: 

1.  cÖwZ‡hvwMZv †gvKvwejv (To face competition): g~j¨ wba©vi‡Yi AcwiewZ©Z D‡Ïk¨mg~‡ni g‡a¨ 

cÖwZ‡hvwMZv †gvKv‡ejv Ab¨Zg| mgRvZxq cY¨ Drcv`bKvix cÖwZ‡hvMx cÖwZôv‡bi Zzjbvq Kg g~j¨ 

wba©viY K‡i mn‡R cÖwZ‡hvwMZv †gvKv‡ejv Kiv hvq|  

2.  g~j¨ w ’̄wZkxj ivLv (To keep price stability): g~j¨ wba©vi‡Yi GKwU D‡Ïk¨ n‡”Q g~j¨ w ’̄wZkxj ivLv| 

GRb¨ †Kv¤úvwb mvgwMÖK Ae ’̄v we‡ePbv K‡i w ’̄wZkxj g~j¨bxwZ Aej¤^b K‡i| g~j¨ w ’̄wZkxj n‡j ev 

mnmv cwiewZ©Z bv n‡j †µZviv cY¨ µ‡q ¯̂v”Q›`¨ †eva K‡i| 

3. AbyK~j fveg~wZ© eRvq ivLv (To establish positive image): g~j¨ wba©vi‡Yi Ab¨Zg Av‡iKwU D‡Ïk¨ 

n‡”Q cY¨ ev cÖwZôv‡bi cÖwZ †µZv‡`i AbyK~j fveg~wZ© m„wó I eRvq ivLv| †µZviv hw` myjf g~‡j¨ 
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DbœZ gvbm¤úbœ cY¨ wbqwgZ µq Ki‡Z cv‡i Zvn‡j H cY¨ ev cÖwZôvb m¤ú‡K© †µZv‡`i g‡b fv‡jv 

aviYv m„wó n‡e Ges cÖwZwbqZ cY¨ µq Ki‡e|  

 

Dc‡iv³ Av‡jvPbvi gva¨‡g ejv hvq †h, g~j¨ wba©vi‡Yi D‡Ïk¨mg~n cÖwZôv‡bi Rb¨ AZ¨šÍ ¸iæZ¡c~Y©| g~j¨ wba©vi‡Yi 

D‡Ïk¨ AR©‡bi gva¨‡g cÖwZôv‡bi mvdj¨ AwR©Z nq| 

 

 

mvims‡ÿc  

cÖwZwU e¨emvq ev Ae¨emvq cÖwZôvb Zv‡`i cY¨, †mev ev aviYvi Rb¨ g~j¨  wba©viY K‡i _v‡K| †µZv I 

we‡µZvi `iKlvKwli gva¨‡g g~j¨ wbav©wiZ nq| g~j¨ wba©vi‡Yi gva¨‡g †Kv¤úvwb Kx AR©b Ki‡Z Pvq Zv g~j¨ 

wba©viY D‡Ï‡k¨ cÖwZdwjZ nq| G‡ÿ‡Î KZK¸‡jv Í̄i ev avc AbymiY Kiv nq, ‡hgb- g~‡j¨i D‡Ïk¨ wbav©iY, 

g~j¨ cwiw ’̄wZi we‡kølY, g~j¨ †KŠkj wbev©Pb, mywbw`©ó g~j¨ I cwiKíbv wbav©iY BZ¨vw`| KwZcq mywbw`©ó D‡Ïk¨ 

AR©‡bi Rb¨ g~j¨ †KŠkj AbymiY Kiv nq| Z‡e cwewZ©Z bvbv Ae ’̄vi †cÖwÿ‡Z g~j¨ wbav©iY †KŠk‡j wfbœZv †`Lv 

hvq| †fv³v‡`i iæwP, cQ›`, µq ÿgZv, c‡Y¨i Pvwn`v, mgRvZxq ev weKí c‡Y¨i Dcw ’̄wZ, cY¨ mvwi cwigvR©b 

BZ¨vw`i cwieZ©‡bi mv‡_ Lvc LvIqv‡Z cÖwZ‡hvMxiv wewfbœ ai‡Yi g~j¨ †KŠkj MÖnY K‡i| ZvB g~j¨ wbav©i‡Yi 

wewfbœ welq wePvi-we‡kølY Kiv GKvšÍ cÖ‡qvRb|   
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g~j¨ wba©vi‡Yi mvaviY A¨v‡cÖvP I g~j¨ wba©vi‡Yi †ÿ‡Î cÖfve we¯ÍviKvix Dcv`vbmg~n 

General Approaches to Pricing and Factors Affecting Pricing 
Decision 

 

D‡Ïk¨

 

 

G cvV †k‡l AvcwbÑ  

  g~j¨ wba©vi‡Yi mvaviY A¨v‡cÖvP ev c×wZmg~n eY©bv Ki‡Z cvi‡eb 

 g~j¨ wba©vi‡Yi †ÿ‡Î cÖfve we¯ÍviKvix Dcv`vbmg~n eY©bv Ki‡Z cvi‡eb|  

 

  

g~j¨ wba©vi‡Yi mvaviY A¨v‡cÖvP  

General Approaches to Pricing  
wbqwgZfv‡e g~j¨ av‡h©i ixwZwm× c×wZ‡K g~j¨ wba©vi‡Yi c×wZ e‡j| †Kv¤úvwb mvaviYZ `ywU ch©v‡qi ga¨eZ©x 

†h‡Kv‡bv ’̄v‡b g~j¨ wba©vi‡Yi †Póv K‡i _v‡K| GKwU n‡jv me©wbgœ ch©vq †hLv‡b gybvdv †bB Ges AciwU n‡jv 

m‡e©v”P ch©vq †hLv‡b gybvdvi cwigvY me©vwaK| G‡ÿ‡Î †Kv¤úvwb c‡Y¨i  Pvwn`v‡K we‡ePbv K‡i _v‡K| m‡ev©”P I 

me©wbgœ chv©‡qi ga¨eZ©x ’̄v‡b cY¨ Drcv`b e¨q, c‡Y¨i  cÖwZ †fv³v‡`i g‡bvfve, cÖwZ‡hvMx‡`i g~j¨ I KZK¸‡jv 

Af¨šÍixY Ges evwn¨K  Drcv`b‡K we‡ePbv K‡i †Kv¤úvwb c‡Y¨i g~j¨ wba©viY K‡i _v‡K| g~j¨ wba©vi‡Yi mvaviY 

c×wZ wb‡Pi wP‡Î Dc¯’vcb Kiv n‡jv: 

 

1. e¨qwfwËK g~j¨ wba©viY (Cost Based Pricing): c‡Y¨i Drcv`b e¨‡qi Dci wfwË K‡i G c×wZ‡Z `yfv‡e g~j¨ 

wba©viY Kiv hvq| h_v:  

K.  e¨q-†hvM/ gvK©-Avc g~j¨ wba©viY (Markup/cost plus pricing): G c×wZwU g~j¨ wba©vi‡Yi me‡P‡q mnR Ges 

cÖPwjZ c×wZ| G c×wZ‡Z c‡Y¨i Drcv`b e¨‡qi mv‡_ GKwU wbw`©ó cwigvY gybvdv †hvM K‡i c‡Y¨i g~j¨ 

wba©viY Kiv nq| †hgb †Kv‡bv GKwU c‡Y¨i GKK cÖwZ Drcv`b e¨q 10.00 UvKv Ges Drcv`bKvix hw` 

cY¨wU weµq K‡i 2.00 UvKv gybvdv AR©b Ki‡Z Pvq Z‡e c‡Y¨i g~j¨ n‡e (10 + 2) = 12.00 UvKv| 

†ckvMZ ms ’̄v, wbg©vY cÖwZôvb I Ab¨vb¨ †mev cÖwZôvbmg~n G c×wZ‡Z g~j¨ wba©viY K‡i _v‡K| 

 e¨q-†hvM g~j¨ wba©viY c×wZ‡Z w ’̄i e¨q, cwieZ©bkxj e¨q Ges cÖZ¨vwkZ weµ‡qi cwigvY we‡ePbv K‡i g~j¨ 

wba©viY Kiv nq| †hgb 

 aiv hvK, †Kv¤úvwbi GKK cÖwZ cwieZ©bkxj e¨q  = 10.00 UvKv 

                            †gvU ’̄vqx e¨q            = 3,00,000.00 UvKv 

g~j¨ wba©viY c×wZ 

e¨qwfwËK g~j¨  

wba©viY 

f¨vjywfwËK g~j¨ 

 wba©viY 

cÖwZ‡hvwMZvwfwËK g~j¨ 

wba©viY 

e¨q †hvM g~j¨  

wba©viY 

fvimvg¨ we›`y g~j¨ 

wba©viY 

Pjgvb nv‡ii g~j¨ 

wba©viY 

`icÎwfwËK g~j¨ 

wba©viY 

 

cvV 5.4 
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                     cÖZ¨vwkZ weµ‡qi cwigvY   = 50,000 GKK   

 GKK cÖwZ Drcv`b e¨q  = cwieZ©bkxj e¨q + 

†gvU ’̄vqx e¨q

 †gvU wewµi cwigvY

 

                                    = 10 + 

300000

50000

  

                                    = 10 + 6 

                                    = 16.00  

Zvn‡j GKK cÖwZ Drcv`b e¨q n‡jv 16.00 UvKv| 

GLb †Kv¤úvwb hw` 20% jvf Ki‡Z Pvq Z‡e, G c×wZ‡Z GKK cÖwZ weµqg~j¨ avh© Ki‡Z     

n‡e 

GKK cÖwZ weµqg~j¨  = 

GKK cÖwZ Drcv`b e¨q

1 Ñ GKK cÖwZ weµqg~‡j¨i Ici gybvdvi nvi

    

 = 

16

1 Ñ 20%

                             

 = 20.00 UvKv| 

Zvn‡j †`Lv hv‡”Q, 20% gybvdv AR©b Ki‡Z PvB‡j weµqg~j¨ avh© Ki‡Z n‡e 20 UvKv| G‡ÿ‡Î gybvdv n‡e 

(20 Ñ 16) = 4.00 UvKv|  

L. fvimvg¨ we›`y g~j¨ wba©viY (Break-even point pricing): e¨qwfwËK g~j¨ wba©vi‡Yi Aci GKwU c×wZ n‡jv 

fvimvg¨ we›`y g~j¨ wba©viY| G c×wZ‡Z cÖ_‡g fvimvg¨ we›`y (Break-even point) wbY©q Kiv nq Ges Zvi 

Ici cÖZ¨vwkZ nv‡i gybvdv avh© K‡i g~j¨ wba©viY Kiv nq| fvimvg¨ we›`y n‡jv Ggb GKwU we›`y †h we›`y‡Z 

†gvU Avq Ges †gvU e¨‡qi cwigvY mgvb nq| fvimvg¨ g~j¨ wba©viY‡K Uv‡M©U gybvdv g~j¨ wba©viY wn‡m‡eI 

AwfwnZ Kiv nq| G c×wZ‡Z g~j¨ wba©viY †KŠkj wb‡P eY©bv Kiv n‡jv  

g‡b Kwi, †Kv‡bv c‡Y¨i  

GKK cÖwZ cwieZ©bkxj LiP = 10.00 UvKv  

†gvU ’̄vqx e¨q = 3,00,000 UvKv  

cÖZ¨vwkZ Drcv`b/weµ‡qi cwigvY = 50,000 GKK  

†gvU wewb‡qv‡Mi cwigvY = 10,00,000 UvKv Ges  

weµ‡qi Dci cÖZ¨vwkZ Uv‡M©U/gybvdv = 20%  

 GKK cÖwZ Drcv`b e¨q  = GKK cÖwZ cwieZ©bkxj e¨q + 

’̄vqx e¨q

†gvU weµ‡qi cwigvY

  

 = 10 UvKv + 

300000 UvKv

50000 GKK

   

 = 10 UvKv + 6 UvKv  

 = 16.00 UvKv  

GKK cÖwZ weµqg~j¨  = GKK cÖwZ Drcv`b e¨q + 

cÖZ¨vwkZ gybvdv  wewb‡qvMK…Z g~jab

cÖZ¨vwkZ cwigvY

  

            = 16 UvKv + 

20%  1000000 UvKv

30000 GKK

  

5 
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 = 16 UvKv + 4 UvKv  

 = 20.00 UvKv|  

 fvimvg¨ we›`y (Break even) cwigvY = 

†gvU ’̄vqx e¨q

 GKK cÖwZ weµq g~j¨  GKK cÖwZ cwieZ©bkxj e¨q

 

 = 

300000

20  10

   

 = 

300000

10

  

 = 30,000 (GKK)  

Zvn‡j fvimvg¨ we›`y‡Z †gvU Avq  = GKK cÖwZ weµqg~j¨  fvimvg¨ weµ‡qi cwigvY  

 = 20 UvKv  30,000 

 = 6,00,000.00 UvKv|  

Acic‡ÿ, fvimvg¨ we› ỳ‡Z †gvU e¨q  = †gvU ’̄vqx e¨q + (GKK cÖwZ cwieZ©bkxj e¨q  fvimvg¨ cwigvY)  

 = 3,00,000 UvKv + (10  30,000 UvKv)  

 = 3,00,000 UvKv + 3,00,000 UvKv  

 = 6,00,000.00 UvKv|  

Dc‡ii D`vniYwU‡K †eªK B‡fb Pv‡U©i gva¨‡g cÖKvk Ki‡j AviI †ewk ¯úó aviYv cvIqv †h‡Z cv‡i|  

 

weµ‡qi cwigvY (000 GKK) 

wPÎ: †eªK B‡fb PvU©  

Source: Philip Kotler & Gary Armstrong, Principles of Marketing, 13th edn 2010, p-298 

wPÎ n‡Z †`Lv hv‡”Q, 20 UvKv g~‡j¨ †Kv¤úvwb hLb 30,000 GKK cY¨ Drcv`b I weµq Ki‡e ZLb †gvU Avq I 

e¨‡qi cwigvY mgvb (6,00,000 UvKv) n‡e| A_©vr jvfI n‡e bv †jvKmvbI n‡e bv| G we›`y‡K ejv nq fvimvg¨ 

we›`y (BEP). †Kv¤úvwb hw` wewb‡qv‡Mi Ici 20% jvf Ki‡Z Pvq Zvn‡j Zv‡K GKK cÖwZ 20 UvKv `‡i 50,000 

GKK ev (20  50,000) = 10,00,000 UvKvi cY¨ weµq Ki‡Z n‡e, †hLv‡b †gvU e¨‡qi cwigvY n‡e 

8,00,000 UvKv (wPÎvbymv‡i)| A_©vr fvimvg¨ we›`y ev mg‡”Q` we›`yi †P‡q †ewk cwigvY cY¨ weµq Ki‡j jvf n‡e 

Ges Kg weµq n‡j †jvKmvb n‡e|  

2.     f¨vjywfwËK g~j¨ wbav©iY c×wZ (Value Based Pricing): †h c×wZ‡Z †µZvi „̀wófw½i Ici wfwË K‡i cY¨ 

g~j¨ wba©viY Kiv nq Zv‡K f¨vjywfwËK g~j¨ wba©viY c×wZ e‡j| G c×wZ‡Z c‡Y¨i ¸YMZ gvb m¤ú‡K© 

†µZvi g‡bvfve †Kgb Zvi Ici wfwË K‡i cY¨ g~j¨ wba©viY Kiv nq| hw` †µZvi g‡bvfve D”P nq Z‡e 

cY¨ g~j¨ †ewk Ges wecixZ n‡j cY¨ g~j¨ Kg wba©viY Kiv nq| †hgbÑ Uv½vB‡ji Zuv‡Zi kvwo, †Rjvi wbD 

gv‡K©‡U 1,500 UvKv A_P GKB gvbm¤úbœ kvwo XvKvi †eBwj †iv‡W 3,000 UvKv| GLv‡b †µZvi `„wófw½i 

cv_©‡K¨i Kvi‡Y wfbœ wfbœ cY¨ g~j¨ wba©viY Kiv n‡q‡Q| 

 

3. cÖwZ‡hvwMZvwfwËK g~j¨ wba©viY c×wZ (Competition Based Pricing): cÖwZ‡hvwMZvwfwËK g~j¨ wba©vi‡Yi 

c×wZmg~n ms‡ÿ‡c wb‡P Av‡jvPbv Kiv n‡jv:  



evsjv‡`k Dš§y³ wek^we`¨vjq  †KŠkjMZ wecYb 

BDwbU 5  c„ôv-107 

K.  Pjgvb nv‡i g~j¨ wba©viY c×wZ (Going-rate Pricing): G c×wZ‡Z mswkøó cÖwZôvb AwaKvsk †ÿ‡Î Zvi 

cÖwZ‡hvMx‡`i g~‡j¨i wfwË‡Z g~j¨ wba©viY K‡i Ges G‡ÿ‡Î cÖwZôvb Zvi c‡Y¨i wbR¯^ LiP wKsev 

Pvwn`vi w`‡K Lye Kg g‡bv‡hvM †`Iqv cÖwZôvb Zvi gyL¨ cÖwZ‡hvMx‡`i KZ©„K Abym„Z g~‡j¨i mgvb, AwaK 

wKsev K‡g cY¨g~j¨ wba©viY Ki‡Z cv‡i| mvaviYZ †h me †ÿ‡Î Pvwn`vi w ’̄wZ ’̄vcKZv cwigvc Kiv KwVb 

†mLv‡b G c×wZ AZ¨šÍ RbwcÖq| KviY †mLv‡b g‡b Kiv nq †h, G c×wZ wk‡íi g‡a¨ †mŠnv`©¨c~Y© m¤úK© 

’̄vc‡b mnvqZv K‡i| 

L.  wmj‡gvniK…Z wbjv‡gi gva¨‡g g~j¨ wba©viY c×wZ (Sealed Based Pricing): G c×wZ cÖavbZ wVKv`vix 

Kv‡R Abym„Z n‡q _v‡K| miKvwi Kv‡Ri Pzw³¸‡jv mPivPi †UÛvi c×wZ‡Z m¤úv`b n‡q _v‡K| G 

ai‡bi Kvh©m¤úv`‡bi m¤¢ve¨ †gvU LiP c~‡e© wnmve Kiv nq| †h cÖwZ‡hvMx wbgœZg g~‡j¨i cÖ Í̄ve †`q †m 

g~j¨wU M„nxZ nq Ges H cÖwZ‡hvMx‡KB mPivPi wVKv`vwi KvRwU cÖ`vb Kiv nq| 

cÖwZ‡hvwMZvwfwËK g~j¨ wba©viY c×wZ¸‡jv we‡kølY Ki‡j †`Lv hvq †h, G¸‡jvi AvIZvq †Kej Pjgvb 

evRvi `‡ii †cÖwÿ‡ZB cY¨g~j¨ wbav©wiZ n‡q _v‡K| G RvZxq g~j¨ wba©viY c×wZ‡Z  

K. cÖwZ‡hvwMZvg~jK ch©vq 

L. cÖwZ‡hvwMZvg~jK chv©‡qi wb‡P Ges 

M. cÖwZ‡hvwMZvg~jK ch©v‡qi AwaK G wZb ch©v‡q g~j¨ wba©vwiZ n‡Z cv‡i| 

3.  †µZvwfwËK g~j¨ wba©viY (Customer Based Pricing): AvRKvj A‡bK †Kv¤úvwbB Zv‡`i c‡Y¨i Rb¨ 

DcjwäK…Z g~j¨vqb wfwË‡Z g~j¨ wba©viY K‡i _v‡K| Zviv g~j¨ wba©vi‡Yi PvweKvwV wn‡m‡e we‡µZvi LiP 

we‡ePbv bv K‡i mswkøó cY¨‡K †µZv Kx cwigv‡Y g~j¨ †`q ZvB we‡ePbv Kiv nq| we‡µZviv †µZvi g‡b 

Gi~c DcjwäK…Z g~j¨ m„wói Rb¨ wecYb wgkª‡Yi AšÍM©Z g~j¨ ewnf©~Z Dcv`vb ev PjKmg~n e¨envi K‡i| D³ 

Perceived value-wU `Lj Kivi Rb¨B g~jZ g~j¨ wba©viY Kiv nq| D`vniY¯^i~c, wewfbœ †i‡ Í̄viuvq mgRvZxq 

`ª‡e¨i Rb¨ wewfbœ `vg Av`vq Kiv| 

4. Pvwn`v I mieiv‡ni g‡a¨ fvimvg¨wfwËK g~j¨ wba©viY c×wZ (Demand and Supply Pricing): G c×wZ‡Z 

gybvdv me©vwaKxKi‡Yi D‡Ï‡k¨ m‡e©vËg g~j¨ wba©viY Kivi Rb¨ c‡Y¨i Pvwn`v I Li‡Pi g‡a¨ fvimvg¨ cÖwZôv 

Kiv nq| myZivs †hme †Kv¤úvwb me©vwaK gybvdv AR©b Ki‡Z Pvq Zv‡`i Rb¨ G c×wZ m‡e©vËg| Z‡e g~j¨ 

wba©vi‡Yi wewfbœ c×wZi g‡a¨ ZzjbvKi‡Yi Rb¨ Ab¨vb¨ †Kv¤úvwbmg~n‡KI G c×wZ AeMZ nIqv Avek¨K| 

 Z‡e GLv‡b Pvwn`v m¤ú‡K© Av‡jvPbv Kivi mgq GKRb we‡µZvi Pvwn`v †iLvm~wP I mgMÖ wk‡íi Pvwn`v †iLv 

ev m~wPi g‡a¨ cv_©K¨ Uvb‡Z n‡e| 

 

weµ‡qi cwigvY (000 GKK) 

wPÎ: †eªK B‡fb PvU©  

Source: Philip Kotler & Gary Armstrong, Principles  of Marketing, 13th edn 2010, p-298 
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wPÎ n‡Z †`Lv hv‡”Q, 20.00 UvKv g~‡j¨ †Kv¤úvwb hLb 30,000 GKK cY¨ Drcv`b I weµq Ki‡e ZLb †gvU Avq 

I e¨‡qi cwigvY mgvb (6,00,000.00 UvKv) n‡e| A_©vr jvfI n‡e bv †jvKmvbI n‡e bv| G we›`y‡K ejv nq 

fvimvg¨ we›`y (BEP).  †Kv¤úvwb hw` wewb‡qv‡Mi Dci 20% jvf Ki‡Z Pvq Zvn‡j Zv‡K GKK cÖwZ 20.00 UvKv 

`‡i 50,000 GKK ev (20  50,000) = 10,00,000.00 UvKvi cY¨ weµq Ki‡Z n‡e, †hLv‡b †gvU e¨‡qi 

cwigvY n‡e 8,00,000.00 UvKv (wPÎvbymv‡i)| A_©vr fvimvg¨ we›`y ev mg‡”Q` we›`yi †P‡q †ewk cwigvY cY¨ 

weµq Ki‡j jvf n‡e Ges Kg weµq n‡j ¶wZ n‡e |  

 

g~j¨ wba©vi‡Yi †ÿ‡Î cÖfve we¯ÍviKvix Dcv`vbmg~n  

Factors Affecting Pricing Decision 
 

c‡Y¨i g~j¨ wba©viY GKwU RwUj KvR| cÖwZôv‡bi g~j¨ wba©viY eû Af¨šÍixY I evwn¨K Dcv`vb Øviv cÖfvweZ nq| 

wb‡P †m¸‡jv Av‡jvPbv Kiv n‡jv: 

(K) g~j¨ wba©vi‡Y cÖfve we Í̄viKvix Af¨šÍixY Dcv`vbmg~n (Internal Factors Affecting Pricing            

Decision):  

1.  wecYb D‡Ïk¨vewj (Marketing objectives): cÖwZôv‡bi wecYb D‡Ïk¨vewj c‡Y¨i g~j¨ wba©vi‡Yi wm×všÍ‡K 

mivmwi cÖfvweZ K‡i _v‡K| mvaviYZ GKwU cÖwZôv‡bi g~j¨ wba©viY wbgœwjwLZ D‡Ï‡k¨i wfwË‡Z n‡q _v‡K| 

  wU‡K _vKv (Survival): cÖwZwU cÖwZôv‡bi g~j D‡Ïk¨ _v‡K cÖwZ‡hvwMZvq wU‡K _vKv| Avi Zxeª 

cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ A‡bK mgq †Kv¤úvwb cÖwZ‡hvMxi †P‡q Kg g~j¨ avh© K‡i _v‡K| Aek¨ 

GwU ¯̂íKvjxb mg‡qi Rb¨ Kiv nq| 

  PjwZ gybvdv m‡e©v”PKiY (Profit Maximization): evRv‡i cÖwZ‡hvMxi msL¨v Kg _vK‡j †Kv¤úvwb A‡bK 

mgq c‡Y¨i D”Pg~j¨ avh© K‡i PjwZ gybvdv m‡e©v”PKi‡Yi †Póv K‡i _v‡K| 

  evRvi †kqvi m‡ev©”PKiY (Market Share Maximization): cÖwZ‡hvwMZv Zxeª n‡j A‡bK mgq evRvi 

†kqvi m‡e©v”PKi‡Yi Rb¨ c‡Y¨i g~j¨ A‡cÿvK…Z Kg avh© K‡i _v‡K| 

  weµ‡qi cwigvY e„w× (Increasing Sales Volume): weµ‡qi cwigvY e„w×i D‡Ï‡k¨ cY¨ µ‡q †µZv‡`i‡K 

DrmvwnZ Kivi Rb¨ A‡bK mgq c‡Y¨i g~j¨ Kg avh© Kiv nq| 

 wewb‡qvM Zz‡j †bIqv (Harvasting Investment): ¯̂í mg‡q wewb‡qvM Zz‡j †bIqvi D‡Ï‡k¨ A‡bK 

mgq †Kv¤úvwb c‡Y¨i g~j¨ †ewk avh© Ki‡Z cv‡i| 

 ¸YMZ gv‡b †kªôZ¡ eRvq ivLv (Maintaining Quality Leadership): G‡ÿ‡Î ¸YMZ gv‡bi c‡Y¨i 

Drcv`b e¨q e„w× cvIqvi d‡j D”P weµqg~j¨ avh© Ki‡Z nq| 

 Ab¨vb¨ D‡Ïk¨ (Other Objectives): g~j¨ wba©vi‡Yi AviI A‡bK D‡Ïk¨ _vK‡Z cv‡i| †hgb  

 cÖwZ‡hvwMZv †gvKvwejv Kiv 

 cÖwZ‡hvMx‡`i  MÖvnK wQwb‡q †bIqv 

 †fv³v‡`i AvbyMZ¨ m„wó I Zv a‡i ivLv BZ¨vw`|  

 

 

 

2. wecYb wgkªY †KŠkj (Marketing mix strategy): g~j¨ wba©vi‡Yi †ÿ‡Î wecYb wgkª‡Yi AviI ‡ekwKQy 
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Dcv`vb Aek¨B we‡ePbv Ki‡Z n‡e| KviY G Dcv`vb¸‡jv g~j¨ wba©vi‡Y mivmwi cÖfve †d‡j _v‡K| †hgbÑ 

mwVK cY¨, mwVK ’̄v‡b †cuŠQv‡bv Ges cY¨ m¤ú‡K© †fv³v‡`i‡K Rvbv‡Z n‡j c‡Y¨i g~j¨ †ewk n‡e| wKš‘ cÖmvi 

I eÈbKvh© bv Ki‡j cY¨g~j¨ A‡cÿvK…Z Kg n‡e|  

 

 

3.  e¨qmg~n (Costs): g~j¨ wbav©i‡Yi †ÿ‡Î e¨q GKwU AZ¨šÍ ¸iæZ¡c~Y© Dcv`vb| e¨q `yB cÖKvi| h_v : ’̄vqx e¨q 

I cwieZ©bkxj e¨q| †Kv¤úvwb mvaviYZ ’̄vqx e¨‡qi mv‡_ cwieZ©bkxj e¨q †hvM K‡i †gvU Drcv`b e¨q wbY©q 

Ges Zvi †cÖwÿ‡Z cY¨g~j¨ wba©viY K‡i _v‡K| 

i.  Drcv`‡bi wewfbœ ch©v‡q e¨q (Costs at different stages of production): Drcv`‡bi wewfbœ Í̄‡i 

c‡Y¨i GKK cÖwZ Drcv`b LiP Kg ev †ewk n‡q _v‡K| †hgb Drcv`‡bi cwigvY †ewk n‡j GKK cÖwZ 

Drcv`b LiP Kg Ges Drcv`‡bi cwigvY Kg n‡j GKK cÖwZ Drcv`‡bi cwigvY †ewk n‡q _v‡K| 

Kv‡RB c‡Y¨i g~j¨ wba©vi‡Yi †ÿ‡Î cY¨wU Drcv`‡bi †Kvb ch©v‡q i‡q‡Q Ges G‡ÿ‡Î Drcv`b e¨q 

†Kgb n‡”Q Zv we‡ePbv Ki‡Z n‡e|  

ii.  Drcv`b AwfÁZvi PjK wn‡m‡e e¨q (Costs as a function of production experience): Drcv`b 

e¨‡qi Dci Drcv`b Kg©xi Kg©`ÿZv I AwfÁZvi GKwU weivU cÖfve i‡q‡Q| Drcv`b †ÿ‡Î  hvi hZ 

†ewk AwfÁZv _v‡K, Zvi Drcv`b e¨q ZZ Kg nq| Avi Drcv`b e¨q Kg n‡j †Kv¤úvwb 

Zzjbvg~jKfv‡e Kg g~j¨ avh© Ki‡Z cv‡i| Kv‡RB c‡Y¨i g~j¨ wba©vi‡Yi †ÿ‡Î Kg©xI Kg©`ÿZv Ges 

†Kv¤úvwbi AwfÁZvi g‡Zv PjK‡KI we‡ePbv Ki‡Z n‡e|    

 

4.  mvsMVwbK we‡ePbvmg~n (Organizational consideration): g~j¨ wba©vi‡Yi †ÿ‡Î †Kv¤úvwb‡K we‡ePbv 

Ki‡Z n‡e, †K c‡Y¨i g~j¨ wba©viY Ki‡e| mvaviYZ †QvU dv‡g©i †ÿ‡Î D”P wbe©vnxiv, eo eo dv‡g©i †ÿ‡Î 

wecYb wefv‡Mi wbev©nxMY Ges wkíc‡Y¨i †ÿ‡Î wKQz wKQz mgq weµq Kg©x‡`i‡K ÿgZv †`Iqv nq| Avevi 

†Kv‡bv †Kv‡bv †ÿ‡Î c„_K GKwU wefvMB c‡Y¨i g~j¨ wba©viY K‡i _v‡K| †hgb wegvb, †ijI‡q, M¨vm I 

†Zj †Kv¤úvwb| Avevi †Kv‡bv †Kv‡bv †Kv¤úvwbi weµq e¨e ’̄vcK, Drcv`b e¨e ’̄vcK, A_© e¨e ’̄vcK Ges 

wnmve e¨e ’̄vcKMY mw¤§wjZfv‡e c‡Y¨i g~j¨ wba©vi‡Y cÖfve we Í̄vi K‡i _v‡K| 

 

 

(L) g~j¨ wba©vi‡Y cÖfve we Í̄viKvix evwn¨K Dcv`vbmg~n (External Factor affacting Pricing  

          Decision): evwn¨K wewfbœ Dcv`vb g~j¨ wba©vi‡Y cÖfve we Í̄vi K‡i _v‡K| wb‡P †m¸‡jv eY©bv Kiv n‡jv:  

1.  evRvi I Pvwn`v (Market and Demand): LiP g~‡j¨i wbgœmxgv‡K Ges evRvi I Pvwn`v g~‡j¨i D”Pmxgv‡K 

wb‡`©k K‡i| †µZv cY¨ ev †mev †_‡K cÖvß myweavi Av‡jv‡K g~j¨‡K we‡ePbv K‡i _v‡K| Kv‡RB †fvM¨cY¨ 

ev wkícY¨ Dfq †ÿ‡ÎB g~j¨ wba©vi‡Y evRvi I Pvwn`v‡K we‡ePbv Ki‡Z nq| G‡ÿ‡Î hv we‡ePbv Ki‡Z n‡e 

Zv n‡jv:  

i.  wewfbœ evRv‡i g~j¨ wba©viY (Pricing in different types of market): evRv‡ii aib we‡ePbv K‡i 

c‡Y¨i g~j¨ wba©viY Kiv nq| †hgb   

K. c~Y© cÖwZ‡hvwMZvg~jK evRvi (Pure competition markets): G ai‡bi evRvi †µZv I we‡µZvi 

msL¨v A‡bK _v‡K Ges mgRvZxq cY¨ µq-weµq Kiv nq| G‡ÿ‡Î we‡µZviv cY¨g~‡j¨i Dci 

cÖfve we Í̄vi Ki‡Z cv‡i bv| 

L.  GK‡PwUqv cÖwZ‡hvwMZg~jK evRvi (Monopolistic competition): G RvZxq evRv‡i A‡bK †µZv I 

we‡µZv _v‡K Ges we‡µZv Ab¨vb¨ cÖwZ‡hvMxi evRvi †KŠkj we‡ePbv K‡i c‡Y¨i g~j¨ wba©viY K‡i 
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_v‡K| G‡ÿ‡Î cÖwZwU †Kv¤úvwb Zvi cÖwZ‡hvMx †Kv¤úvwbi cY¨ †_‡K is, mvBR, †gvoK Ges ¸Yv¸Y 

ev ˆewkó¨ I cÖ`Ë †mev c„_KxKi‡Yi gva¨‡g ¯̂Zš¿ g~j¨ wba©vi‡Yi †Póv K‡i _v‡K| 

M.  Awj‡Mvcvwj evRvi (Oligopolistic competition): G ai‡bi evRv‡i K‡qKRb gvÎ we‡µZv _v‡K 

Ges Zviv cÖ‡Z¨‡KB  ¯̂Zš¿ g~j¨bxwZ AbymiY K‡i _v‡K| wKš‘ cÖ‡Z¨‡KB cÖwZ‡hvMx‡`i g~‡j¨i cÖwZ 

ms‡e`bkxj nq Ges cÖwZ‡hvMx‡`i †KŠkj we‡ePbv K‡i g~j¨ †KŠkj mgš^q K‡i _v‡K| 

N.  c~Y© GK‡PwUqv evRvi (Pure monopoly market): G RvZxq evRv‡i GKRb gvÎ we‡µZv _v‡K| 

we‡µZv Zvi B”Qvbyhvqx †h g~j¨ wba©viY K‡i, †µZviv Zv w`‡Z eva¨ _v‡K| 

 

ii.  g~j¨ I f¨vjy m¤ú‡K© †µZvi Abyf~wZ (Consumer perceptions of price and value): c‡Y¨i f¨vjyi 

Zzjbvq g~j¨‡K †fv³viv KZUzKz ¸iæZ¡ w`‡”Q Zv we‡ePbv K‡i g~j¨ wba©viY Kiv nq| cY¨wU †ewk f¨vjy 

m¤úbœ g‡b Ki‡j †µZviv †ewk g~j¨ w`‡Z ivwR _v‡K| 

 

iii. g~j¨ I Pvwn`vi m¤úK© we‡kølY (Analysing the price and relationships): c‡Y¨i g~‡j¨i mv‡_ Pvwn`vi 

mivmwi m¤úK© Av‡Q| Ab¨vb¨ Ae ’̄v AcwiewZ©Z _vK‡j mvaviYZ g~j¨ K‡g †M‡j c‡Y¨i Pvwn`v †e‡o hvq 

Ges g~j¨ †e‡o †M‡j Pvwn`v K‡g hvq| g~j¨ I Pvwn`vi wµqvMZ G m¤úK©‡K Pvwn`v wewa e‡j| Pvwn`v 

wewa‡K hLb †iLvwP‡Îi gva¨‡g cÖKvk Kiv nq, ZLb Zv‡K Pvwn`v †iLv e‡j| wb‡P wP‡Îi mvnv‡h¨ Pvwn`v 

†iLv †`Lv‡bv n‡jv : 

 

 

 (K) Aw ’̄wZ ’̄vcK Pvwn`v  (L) w ’̄wZ ’̄vcK Pvwn`v  

Dc‡ii wPÎ ÔKÕ-†Z †`Lv hv‡”Q, g~j¨ †h nv‡i K‡g‡Q, Pvwn`v †m nv‡i ev‡owb| Avevi wPÎ ÔLÕ-†Z †`Lv 

hvq, `vg †h nv‡i K‡g‡Q Pvwn`v Zvi †P‡q †ewk nv‡i †e‡o‡Q| Kv‡RB wecYbKvix c‡Y¨i Gme 

w ’̄wZ ’̄vcK I Aw¯’wZ ’̄vcK Pvwn`v‡K we‡ePbv K‡i g~j¨ wba©viY K‡i _v‡K| 

iv. Pvwn`vi g~j¨ w ’̄wZ ’̄vcKZv (Price elasticity of demand): g~‡j¨i cwieZ©‡bi d‡j Pvwn`vi †h cwieZ©b 

N‡U Zv‡K Pvwn`vi g~j¨ w ’̄wZ ’̄vcKZv e‡j|  

 A_©vrÑ  

            Pvwn`vi g~j¨ w ’̄wZ ’̄vcKZv  =  

Pvwn`vi kZKiv cwieZ©‡bi nvi

g~‡j¨i kZKiv cwieZ©‡bi nvi
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 D`vniY¯^i~c ejv hvq, c‡Y¨i g~j¨ 10% Kgvq hw` wewµi cwigvY 20% e„w× cvq Z‡e Pvwn`vi g~j¨ 

w ’̄wZ ’̄vcK n‡e 0.20 A_©vr Pvwn`v w ’̄wZ ’̄vcK| wKš‘ g~‡j¨i cwieZ©b 2% e„w×‡Z wewµi cwigvY 2% K‡g 

hvq Zvn‡j Pvwn`vi g~j¨ w ’̄wZ ’̄vcK n‡e 1 Ges G‡ÿ‡Î gybvdvi cwigvY AcwiewZ©Z _vK‡e| 

 Avevi g~j¨ 2% e„w×‡Z Pvwn`vi cwigvY 1% K‡g †M‡j g~j¨ w ’̄wZ ’̄vcK n‡e 0.50 A_©vr Pvwn`v 

Aw ’̄wZ ’̄vcK| mvaviYZ wbZ¨cÖ‡qvRbxq `ª‡e¨i †ÿ‡Î Gi~c nq| 

   Kv‡RB g~j¨ wba©vi‡Yi †ÿ‡Î Pvwn`vi g~j¨ w ’̄wZ ’̄vcKZv‡K we‡ePbv Ki‡Z n‡e| 

 

2.  cÖwZ‡hvMx‡`i c‡Y¨i g~j¨ I cÖ`Ë myweav (Competitors costs, price and efforts): GKRb †µZv hLb cY¨ 

µq K‡i ZLb Ab¨vb¨ †Kv¤úvwbi mgRvZxq ev weKí c‡Y¨i g~j¨ Ges Zv‡`i cÖ`Ë my‡hvM-myweav I Ac©‡Yi 

mv‡_ Zzjbv K‡i _v‡K| Kv‡RB g~j¨ wba©vi‡Yi †ÿ‡Î cÖwZ‡hvMx‡`i c‡Y¨i g~j¨ I cÖ`Ë myweav‡K we‡ePbv 

Ki‡Z n‡e| 

 

3.  Ab¨vb¨ evwn¨K Dcv`vb (Other external factors): g~j¨ wba©vi‡Yi mg‡q †Kv¤úvwb‡K cwi‡e‡ki evwn¨K 

KZK¸‡jv Dcv`vb we‡ePbv Ki‡Z nq| Dcv`vb¸‡jv n‡jv: 

  A_©‰bwZK Ae ’̄v (Economic conditions): †`‡ki A_©‰bwZK Ae ’̄v fv‡jv _vK‡j g~j¨ †ewk wba©viY 

Ki‡jI gvbyl cY¨ µq K‡i _v‡K| wKš‘ A_©‰bwZK Ae ’̄v Lvivc n‡j g~j¨ Kg n‡jI gvbyl Kg cY¨ 

µq K‡i| 

  cybtwe‡µZvi cÖwZwµqv (Resellers reactions): g~j¨ wba©vi‡Yi †ÿ‡Î cyYtwe‡µZv‡K cÖ`Ë Kwgkb ev 

myweavi K_v we‡ePbv Ki‡Z nq| 

 miKvi (Government): g~j¨ wba©vi‡Yi †ÿ‡Î miKvwi AvBbKvbyb I cÖfve‡K we‡ePbv Ki‡Z n‡e| 

 mvgvwRK welq (Social concerns): mvgvwRK wewfbœ welq‡K g~j¨ wba©vi‡Yi mgq we‡ePbv Ki‡Z n‡e| 

KviY Gi Øviv c‡Y¨i weµq, evRvi †kqvi Ges gybvdvi cwigvY cÖfvweZ nq| 

 

 

mvims‡ÿc  

 

wbqwgZfv‡e g~j¨ av‡h©i ixwZwm× c×wZ‡K g~j¨ wba©vi‡Yi c×wZ e‡j| †Kv¤úvwb mvaviYZ `ywU ch©v‡qi ga¨eZ©x 

†h‡Kv‡bv ’̄v‡b g~j¨ wba©vi‡Yi †Póv K‡i _v‡K| GKwU n‡jv me©wbgœ ch©vq †hLv‡b gybvdv †bB Ges AciwU n‡jv 

m‡e©v”P ch©vq †hLv‡b gybvdvi cwigvY me©vwaK| G‡ÿ‡Î †Kv¤úvwb c‡Y¨i  Pvwn`v‡K we‡ePbv K‡i _v‡K| 

m‡ev©”P I me©wbgœ chv©‡qi ga¨eZ©x ’̄v‡b cY¨ Drcv`b e¨q, c‡Y¨i  cÖwZ †fv³v‡`i g‡bvfve, cÖwZ‡hvMx‡`i g~j¨ 

I KZK¸‡jv Af¨šÍixY Ges evwn¨K  Drcv`b‡K we‡ePbv K‡i †Kv¤úvwb c‡Y¨i g~j¨ wba©viY K‡i _v‡K| 

KwZcq mywbw`©ó D‡Ïk¨ AR©‡bi Rb¨ g~j¨ †KŠkj AbymiY Kiv nq| Z‡e cwewZ©Z bvbv Ae ’̄vi †cÖwÿ‡Z g~j¨ 

wbav©iY †KŠk‡j wfbœZv †`Lv hvq| †fv³v‡`i iæwP, cQ›`, µq ÿgZv, c‡Y¨i Pvwn`v, mgRvZxq ev weKí 

c‡Y¨i Dcw ’̄wZ, cY¨ mvwi cwigvR©b BZ¨vw`i cwieZ©‡bi mv‡_ Lvc LvIqv‡Z cÖwZ‡hvMxiv wewfbœ ai‡Yi g~j¨ 

†KŠkj MÖnY K‡i|  
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g~j¨ mgš̂q †KŠkjmg~n 
Price Adjustment Strategies 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 g~j¨ mgš^q †KŠkjmg~n eY©bv Ki‡Z cvi‡eb  
 

g~j¨ mgš̂q †KŠkjmg~n 
Price Adjustment Strategies  

Zxeª cÖwZ‡hvwMZv I †µZv‡`i g~j¨ welqK ms‡e`bkxjZvi Kvi‡Y †Kv¤úvwb‡K cÖvqkB Zv‡`i cÖK…Z g~j¨‡K mgš^q  

mvab Ki‡Z nq| wb‡P g~j¨ mgš^q †KŠkjmg~n Av‡jvPbv Kiv n‡jv: 

 

1. evÆv Ges Qvo (Discounts and allowances pricing): A‡bK mgq †µZv‡`i‡K AvK…ó Kivi j‡ÿ¨ 

†Kv¤úvwb Zv‡`i c‡Y¨i g~‡j¨ mgš^q mvab K‡i| AwaK cwigv‡Y cY¨ µq GgbwK †µZv‡`i‡K evi evi µ‡q 

AvMÖnx K‡i †Zvjvi Rb¨ †Kv¤úvwb wewfbœ ‡KŠkj Aej¤^‡bi gva¨‡g †µZv‡`i‡K cyi¯‹…Z Kivi cÖ‡Póv 

Pvjvq| evÆv wewfbœ cÖKvi n‡Z cv‡i| †hgb- 

 

 bM` evÆv (Cash discount): `ªæZ A_© cwi‡kv‡a cªªªªªbycÖvwYZ Kivi j‡ÿ¨ †Kv¤úvwb G ai‡bi evÆv cÖ`vb 

K‡i _v‡K| †hgb: †µZv‡K 30 w`‡bi g‡a¨ g~j¨ cwi‡kv‡ai mgq †`qv n‡jv wKš‘ †µZv hw` 10 w`‡bi 

g‡a¨ g~j¨ cwi‡kva K‡i Z‡e Zv‡K 2% evÆv cÖ`vb Kiv n‡e| 

 

 cwigvYMZ evÆv (Quantity discount): µ‡qi cwigv‡Yi wfwË‡Z †µZv‡K †h evÆv cÖ`vb Kiv nq Zv‡K 

cwigvYMZ evÆv e‡j| A_v©r †ewk cwigv‡Y cY¨ µ‡q DrmvwnZ Kivi j‡ÿ¨ †Kv¤úvwb Giƒc †KŠkj MÖnY 

K‡i _v‡K| †hgb: GKB mv‡_ 50000 UvKvi cY¨ µq Ki‡j 5% evÆv cÖ`vb Kiv n‡e| 

 

 Kvh©wfwËK evÆv (Functional discount): eÈb cÖYvwji m`m¨‡`i Kvhv©ewj g~j¨vq‡bi wfwË‡Z cvBKvi 

I LyPiv we‡KZv‡K †h evÆv cÖ`vb Kiv nq Zv‡K Kvh©wfwËK evÆv e‡j| †hgb: ZvwjKv g~‡j¨ DwjøwLZ 

weµ‡qi wfwË‡Z 20% evÆv cÖ`vb Kiv n‡e| 

 

 ‡gŠmywg evÆv (Seasonal discount): A-‡gŠmy‡g A_ev Ad-wmR‡b cY¨ µ‡q †µZv‡`i‡K AbycÖvwYZ 

Kivi j‡ÿ¨ †h evÆv †`qv nq Zv‡K ‡gŠmywg evÆv e‡j| †hgb: MÖx®§Kv‡j K·evRv‡ii †nv‡Uj¸‡jv 

MÖvnK‡`i AvK…ó Kivi Rb¨ wewfbœ ai‡bi Qvo ev evÆvi Advi K‡i _v‡K| 

 

2. wef³ g~j¨ wbav©iY (Segmented Pricing): ‡µZv‡`i Rxeb avuP, A_©‰bwZK Ae ’̄v, cY¨gvb, Ae ’̄vb, mgq 

BZ¨vw`i wfwË‡Z A‡bKmgq †Kv¤úvwb¸‡jv wewfbœiKg cY¨ g~j¨ wbav©iY K‡i _v‡K| wb‡¤œv³ Dcv‡q wef³ 

g~j¨ wbav©iY n‡Z cv‡i:  

 

 ‡µZv wefvMwfwËK g~j¨ wbav©iY (customer segment pricing): G †KŠk‡j GKB cY¨ wewfbœ †µZv‡`i 

wbKU wewfbœ g~‡j¨ weµq Kiv nq| D`vniY wn‡m‡e ejv hvq- we‡bv`b cv‡K© QvÎ/QvÎx‡`i nvd wUwKU 

cÖ`vb| 

 

 cvV-5.5 
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 c‡Y¨i aibwfwËK g~j¨ wbav©iY (Product form pricing): G †KŠk‡j c‡Y¨i Drcv`b e¨q GK nIqv 

m‡Ë¡I wewfbœ AvK…wZi cY¨ ‰Zwi K‡i wfbœ wfbœ g~‡j¨ weµq Kiv nq| 

 

 Ae ’̄vbwfwËK g~j¨ wbav©iY (Location pricing): G †KŠk‡j †µZv‡`i Ae ’̄vb‡f‡` GKB c‡Y¨i 

Avjv`v-Avjv`v g~j¨ avh© Kiv nq| 

 

 mgqwfwËK g~j¨ wbav©iY (Time pricing): G †KŠk‡j mgqwfwËK (A_v©r mgq‡f‡`) GKB c‡Y¨i wfm&m 

wfm&m g~j¨ avh© Kiv nq| D`vniY wn‡m‡e ejv hvq, wewfbœ †gvevBj †dvb †Kv¤úvwb¸‡jv †KZv 

AvK©l‡Yi Rb¨ ivZ 12Uv †_‡K mKvj 6Uv ch©šÍ Kg g~j¨ wbav©iY Ki‡Z cv‡i| 

 

3. gb Í̄vwË¡K g~j¨ wbav©iY (Pasychological pricing): ‡µZv‡`i gb Í̄vwË¡K wel‡qi Dci wfwË K‡i g~j¨ 

wbav©iY Kiv n‡j Zv‡K gb Í̄vwË¡K g~j¨ wbav©iY e‡j| gb Í̄vwË¡K g~j¨ wbav©iY wb‡¤œv³fv‡e n‡Z cv‡i| h_v: 

 

 ‡cÖw÷R g~j¨ wbav©iY (Prestige pricing): A‡bK mgq †Kv¤úvwb Zvi †cÖw÷R ev fveg~wZ© cÖKvk Kivi 

j‡ÿ¨ c‡Y¨i D”P g~j¨ wbav©iY K‡i _v‡K| †hgb: OTOBI Gi dvwb©Pvi hvi g~j¨ Zzjbvg~jKfv‡e †ewk| 

 we‡Rvo-‡Rvo g~j¨ wbav©iY (Odd-even pricing): G †KŠk‡j †Kv¤úvwb †Rvo msL¨vi cwie‡Z© we‡Rvo 

msL¨vigva¨‡g c‡Y¨i g~‡j¨ cv_©K¨ Avbqb K‡i †µZv‡`i‡K gvbwmKfv‡e AvK…ó Kivi cÖ‡Póv Pvjvq| 

†hgb: evUv †Kv¤úvwb Zv‡`i RyZvi `vg 800 UvKv bv avh© K‡i 799 UvKv avh© K‡i| 

 ‡idv‡iÝ g~j¨ wbav©iY (Reference pricing): c‡Y¨i †h g~j¨ †µZvi g‡bi g‡a¨ aviY Kiv A_ev cY¨ 

†`Lv gvÎB D³ c‡Y¨i g~j¨ ¯§i‡Y Av‡m Zv‡K †idv‡iÝ g~j¨ e‡j| 

 

4.  cÖmvig~jK g~j¨ wbav©iY (Promotional pricing): G †KŠk‡j ¯̂í‡gqv‡` weµq e„w×i j‡ÿ¨ g~j¨ wbav©viY 

Kiv nq| cÖmvig~jK g~¨Y¨ wbav©i‡Yi c×wZ¸‡jv wb¤^iƒc: 

 evÆv (Discounts): weµq e„w×i j‡ÿ¨ †Kv¤úvwb KL‡bv KL‡bv c‡Y¨i ¯̂vfvweK g~‡j¨i Dci wKQz evÆv 

ev Qvo cÖ`vb K‡i| †hgb: 1000 UvKvi cY¨ wKb‡j 2% evÆv †`qv n‡e| 

 we‡kl NUbvwfwËK g~j¨ wbav©iY (Special-event pricing): G †KŠk‡j we‡kl †Kvb NUbv, Drme ev 

ce©‡K †K›`ª K‡i AwaK weµ‡qi j‡ÿ¨ c‡Y¨i g~j¨ n«vm Kiv nq| †hgb: wewfbœ Drme Z_v-C`, c~Rv, 

evwYR¨ †gjv, ˆekvLx †gjv BZ¨vw` †ÿ‡Î †Kv¤úvwb Zv‡`i wewfbœ c‡Y¨i g~j¨ n«vm K‡i _v‡K| 

 bM` g~j¨Qvo (Cash rebates): Giƒc †KŠk‡j wbw`©ó mg‡qi g‡a¨ cY¨ wKb‡j, †µZv‡K bM` Qvo †`qv 

nq| 

 

5. ‡fŠ‡MvwjK g~j¨ wbav©iY (Geographical pricing): G‡ÿ‡Î †Kv¤úvwb wewfbœ AÂ‡ji †µZv‡`i wbKU GKB 

`v‡g cY¨ weµ‡qi cÖ‡Póv Pvjvq| †fŠ‡MvwjK g~j¨ wbav©iY wb‡¤œv³ ai‡bi n‡Z cv‡i| h_v: 

 

 Gd. I. we. Drm g~j¨ wba©viY (FOB orgin pricing): G †KŠk‡j we‡µZv Zvi d¨v±wi †_‡K mKj 

†µZvi wbKU GKB g~‡j¨ cY¨ weµq K‡i Ges †µZviv cwienb LiP enb K‡i|  

 mgiƒc mieivn g~j¨ wbav©iY (Uniform delivered pricing): cwienb e¨q ev †µZv‡`i Ae ’̄vb we‡ePbv 

bv K‡i mKj †µZvi Rb¨ GKB iKg g~j¨ wbav©iY †KŠkj‡K e‡j mgiƒc mieivn g~j¨ wbav©iY| †hgb: 

Avgv‡`i †`‡ki †h cÖv‡šZB wPwV cvVv‡bv †nvK bv †Kb †m‡ÿ‡Î 3 UvKv g~‡j¨i wUwKU ms‡hvRb Ki‡Z 

n‡e| 

 AvÂwjK g~j¨ wbav©iY (Zone pricing): G †KŠk‡j we‡µZv Zvi evRvi‡K †fŠ‡MvwjK GjvKvi wfwË‡Z 

K‡qKwU fv‡M wef³ K‡i cÖwZwU GjvKvi Rbª Avjv`v-Avjv`v g~j¨ avh© K‡i| 
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 wfwË-we›`y g~j¨ wbav©iY (Basing point pricing): G‡ÿ‡Î we‡µZv GK ev GKvwaK ’̄vb ev kni‡K 

wfwË-we›`y wn‡m‡e we‡ePbv K‡i H wfwË ’̄vb ev kn‡ii Dci wfwË K‡i g~j¨ wbav©iY Ki‡Z cv‡i| 

 fvov-‡kvlY g~j¨ wbav©iY (Freight absorption pricing): G †KŠk‡j we‡µZviv cÖZ¨vwkZ myweav cvIqvi 

j‡ÿ¨ m¤ú~Y© ev AvswkK RvnvRfvov mgš^q K‡i c‡Y¨i g~j¨ wbav©iY K‡i _v‡K| 

 

cwi‡k‡l ejv hvq, †µZv‡`i mvwe©K Ae ’̄v we‡ePbv K‡i evRviRvZKvix‡K wewfbœ mg‡q wewfbœ ai‡bi g~j¨ †KŠkj 

MÖnY Ki‡Z nq| 

 

evÆv I wi‡eU  

Discount and Rebates 
†Kv¤úvwb A‡bK mgq weµq e„w× I evRvi †kqvi a‡i ivLvi Rb¨ wewfbœ cÖKvi †KŠkj MÖnY K‡i _v‡K| Zvi g‡a¨ 

Ab¨Zg Kvh©Kix †KŠkj n‡jv:  

K. evÆv (Discounts) Ges  

L. g~j¨ Qvo (Rebates)|  

wb‡P G `ywU †KŠkj eY©bv Kiv n‡jv: 

(K) evÆvmg~n (Discounts):  `ªæZ g~j¨ cwi‡kva c‡Y¨i µ‡qi cwigvY e„w×, GK †gŠmy‡gi cY¨ Ab¨ †gŠmy‡g weµq, 

wK¬qv‡iÝ †mjm& BZ¨vw` †ÿ‡Î A‡bK †Kv¤úvwb Zv‡`i‡K †µZv‡`i‡K a‡i ivLvi Rb¨ bvbv cÖKvi Ôg~j¨ 

cÖ‡Yv`bvÕ w`‡q _v‡K| G ai‡bi g~j¨ mgš^q‡K evÆv e‡j| evÆv wewfbœ ai‡bi n‡Z cv‡i| †hgb  

 (i)  bM` evÆv (Cash discount): bM` cY¨ weµ‡qi mgq †h mKj †µZv `ªæZ g~j¨ cwi‡kva K‡i Zv‡`i‡K 

†h Ôg~j¨ QvoÕ †`Iqv nq Zv‡K bM` evÆv e‡j| †hgb ‘3/30 wbU 90’ †jLv _vK‡j †evSv hv‡e 30 

w`‡bi g‡a¨ g~j¨ cwi‡kva Ki‡j 3% evÆv cvIqv hv‡e| A_©vr evwKi mgq 90 w`b _vK‡jI †µZv †hb 

30 w`‡bi g‡a¨ g~j¨ cwi‡kva Ki‡Z AvMÖnx nq †mRb¨ 30% Qv‡oi e¨e ’̄v ivLv n‡q‡Q|  

 (ii) cwigvYMZ evÆv (Quantity discount): weµ‡qi cwigvY e„w×i D‡Ï‡k¨ †Kv¤úvwb G ai‡bi evÆv cÖ`vb 

K‡i _v‡K| †µZv‡`i‡K GKm‡½ †ewk cwigvY cY¨ µ‡q DrmvwnZ Kivi j‡ÿ¨ G evÆv cÖ`vb Kiv nq| 

†hgb 20,000.00 UvKvi cY¨ wKb‡j 10% Qvo wKš‘ 50,000.00 UvKvi cY¨ wKb‡j 20% Qvo 

†`Iqvi †NvlYv cÖ`vb| A_ev wZb †KBm †ccwm GK‡Î wKb‡j wZb †evZj †ccwm wd« cÖ`vb|  

 (iii) †gŠmywg evÆv (Seasonal discount): e¨emv‡qi Ad&wmRb ev g›`v †gŠmy‡g cY¨ weµq e„w× ev a‡i ivLvi 

Rb¨ G ai‡bi evÆv cÖ`vb Kiv nq| mvaviYZ †mev Lv‡Z G ai‡bi evÆv cÖ`vb weµq e„w×‡Z †ewk 

mnvqZv Ki‡Z cv‡i| †hgb †nv‡Uj, †gv‡Uj, GqvijvBÝ BZ¨vw` †mevKvh©, g›`v †gŠmy‡g G evÆv 

cÖ`vb Ki‡Z cv‡i| †hgb K·evRv‡ii wewfbœ †nv‡Uj¸‡jv Ad&wmR‡b wmU fvov 20% Kgv‡Z cv‡i|  

 (iv)  myweavw` (Allowances): g~j¨ ZvwjKv †_‡K †h cwigvY Qvo †`Iqv nq Zv‡K myweav cÖ`vb 

(Allowances) e‡j| mvaviYZ `yB ai‡bi g~j¨ Qvo cÖ`vb Kiv nq| †hgb  
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   †UªW Bb G¨vjvDÝ (Trade-in-allowances): cyi‡bv c‡Y¨i ÷K wK¬qvi Kivi Rb¨ †h g~j¨ Qvo 

†`Iqv nq Zv‡K †UªW Bb G¨vjvDÝ e‡j| †hgb evUv my †Kv¤úvwb 70% ch©šÍ Qvo w`‡q _v‡K|  

   cÖmvig~jK Qvo (Promotional allowances): wWjvi‡K weÁvcb I weµq mg_©b Kv‡h©i 

AskMÖn‡Yi Rb¨ ZvwjKv g~j¨ n‡Z †h bM` A_© Qvo †`Iqv nq Zv‡K cÖmvig~jK Qvo e‡j|  

 

(L) g~j¨ Qvo (Cash Rebates): wbw`©ó mg‡qi g‡a¨ †Kv‡bv cY¨ wKb‡j hw` wKQy bM` Qvo †`Iqv nq Z‡e 

Zv‡K Cash Rebates e‡j| GKwU wbw`©ó mg‡q c‡Y¨i weµq e„w×i j‡ÿ¨ G ai‡bi Qvo †`Iqv nq| 

eZ©gv‡b d¬¨vU weµq, Mvwo I M„n ’̄vwj c‡Y¨ G c×wZ †ek RbwcÖqZv †c‡q‡Q|   

 

 

mvims‡ÿc  

A‡bK mgq †µZv‡`i‡K AvK…ó Kivi j‡ÿ¨ †Kv¤úvwb Zv‡`i c‡Y¨i g~‡j¨ mgš^q mvab K‡i| `ªæZ g~j¨ cwi‡kva 

c‡Y¨i µ‡qi cwigvY e„w×, GK †gŠmy‡gi cY¨ Ab¨ †gŠmy‡g weµq, wK¬qv‡iÝ †mjm& BZ¨vw` †ÿ‡Î A‡bK †Kv¤úvwb 

Zv‡`i‡K †µZv‡`i‡K a‡i ivLvi Rb¨ bvbv cÖKvi Ôg~j¨ cÖ‡Yv`bvÕ w`‡q _v‡K| G ai‡bi g~j¨ mgš^q‡K evÆv e‡j| 

‡µZv‡`i gb Í̄vwË¡K wel‡qi Dci wfwË K‡i g~j¨ wbav©iY Kiv n‡j Zv‡K gb Í̄vwË¡K g~j¨ wbav©iY e‡j|  wbw`©ó 

mg‡qi g‡a¨ †Kv‡bv cY¨ wKb‡j hw` wKQy bM` Qvo †`Iqv nq Z‡e Zv‡K Cash Rebates e‡j| GKwU wbw`©ó 

mg‡q c‡Y¨i weµq e„w×i j‡ÿ¨ G ai‡bi Qvo †`Iqv nq| eZ©gv‡b d¬¨vU weµq, Mvwo I M„n ’̄vwj c‡Y¨ G c×wZ 

†ek RbwcÖqZv †c‡q‡Q| 
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1. g~j¨ ej‡Z Kx †evSvq? eywS‡q wjLyb|  

2. g~j¨ wba©vi‡Yi D‡Ïk¨vejx eY©bv Kiæb| 

3. g~j¨ wba©viY †KŠkj eY©bv Kiæb| 

4. g~‡j¨i †KŠkjMZ f‚wgKvq m¤ú„³ welq¸‡jv eY©bv Kiæb| 

5. g~j¨ wba©vi‡Yi mvaviY c×wZ¸‡jv eY©bv Kiæb| 

6. g~j¨ †KŠkj wba©vi‡Yi cš’vmg~n eY©bv Kiæb| 

7. g~j¨ mgš^q †KŠkjmg~n eY©bv Kiæb|  
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