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Pricing and its Strategies
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Price and Its Objectives
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Pricing Strategies
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P NERE 1 2 | GO @N: (PICAT (@Ol (PR (@I TSI T @ FCS BIRCT
«Z oy Hifza RSy AR (0T ©F 2l2W Aol AT T FACS /17 | (@Ol 9¢ , oo Il $3¢ AR
AR TAGFCT Y, ©8 8 88 BIFIA & A0S ARS |

afte® oy 7 fRdimet (Optional Product Pricing): @ (FTIteT AT @I 1 T 2ITel7a Al
&ftess T AR AN T IO F03 FOE F e 0 | @ N7 A A Hesow
(Sound sytem) 3 f&rf1eT (GPS) ierar 419 ¢t Aftess 1y e a1 27 |

. FAfoe =y 377 fREiwe (Captive Product Pricing): €% (R @4 #[telid 3@ el a1 =21 0

I A%l HIRF IR G T2 TG = | @ FI0& (Cartridge), T B (Printer) TR
G ATE; 2-3F (E-book), T ACR &« -3F KGR (E-book reader) ndd =¥ Wk fofts
TS, 1 fSf®s (157 SR (Video games console) fMtal 53=1e 4o =3 |

Toere Ay 3 GRS (By Product Pricing): @M Ateid T efSrifrerEe F9E &
oIt Toeme oy o NEReR (FE SemT IR | AR @R NG 20y SAMCTR A7
R wAfwIceR Toremre 2o @@ AR T G ARSI @ (HICAT AR (Ae IR [T
FIE @ AR TGO R JIRT T4 787 = | T [ATIIAG 176 FCA S T +A[SF[S
T[S AN | @ VAT (651 FeHIar AP AfSH NRCHETT Toremrs eots Fifesea S
PTG FACS AT I, (ST CofRBPIAT TP FICR |

. T A FU G (Product Bundle Pricing): Ree@it @8 (@R TG FCIR0 AT

TR T g6 0L O P JPTPS Y= G AN R 0 | @AN: LA Soo
AR M ¢ RO GO NS G FCT WY FAHCT 8b 8 ¢o BT | YA TS 2/ely
4@ BT oo AT T € Wb ¢TI RET FACO /1T do TIFR | IS (ol AFMIOT Sbr
TR @ FR ARACE bo IR T FACo @ TR T, IMS ST el Yo AT N
Gfoq efeare feeT |

/7 e

TON A FoT (G (TS RO SN (FHR o (1T 8 TSR (BIPT 5 (R | 7ely e
T e @fb et qar; Crete =@ - Ao it @ftes sty Fefbe sy Serere sy 3k e
Aoy 3T iR |

EURIEIS) B~ 550
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Price Adjustment and Changes

@

Q A0 (<IcF S=ifey-
= I TR (FIHEPTIR IR FCS A
" I ARSSCT AfSfET I A0S AR @R
= AP T Al effefer Ruaae a0 AR |

AR T FRCA R T == I elfsdrre o Koy IR TN T AWew &, KK
Aferariions 1 A= afo el e TR 1 Ia F90e =7 | T T (@FEPTR NEwmel-

U NI (FTPTR

Price Adjustment Strategies

>. TFRIST 8 ’E (Discount and Allowance Pricing): I ef$PT (@Feltn SIbaets Tfes FR
G T T A A | GUed [Sq (0a 8T ¢ QY AT B (@O LS GNP FTFS
40 R | o fmma-

F) S FU A (Discount pricing): Féifee s A1 @ wfawed Aoy @ waE FEcT 19
gt Sifffer =i (6T I 4 T A8 W F ¥ | 8 W [y q@a o
AI-@T: NGRS T ST FTy AR (o &y F1 ZFT TS 797 J187 (Cash
Discounts) 3T & | @4: 8/>0, 6 wo | «rwta [ifa® wo Mtag Sty set ot Afdrsirg a9
A AT (Fol I @R = Yo MTag Wy AT I S OF *oFd 8 S JIT
SR AT F1 =CACR | T [T 21l ofelf Tt (ol @rd “Afwies fofere 1o
ST = OIS AAfFer 9187 (Quantity Discounts) 11 23 | @3=: 20107 @ Ay w3 31 &=y
RFSIE 2% BN TS AR | A IBCET AT GE© I+ ANeTq AR FIEET PO
ARGEFT 8 SIMACE SRR (MR &= e I8P Preies 8T (Functional Discounts) I
T | @: AY GAErOFA ¢ RFHT & ARSI ¢ ol FPNACS OIfFPl P 67 0%
FRfSfe TN e FACS 2T | (T QIS S I 2] GBI (Foind (@ 18T (WS =7
SICE (N J18T (Seasonal Discounts) I & | N: FANBICT FACH ANTOR (AT G &1
¢o (ATF Soo BIF I 41T 41 @S AT |

q)  FURIG (Allowance): RTT PG SRR G5 NG FIPAACP SIfeTP! A0 (5CF I 0T
Aoy R T4 T O FHRIC F#01 = | @: (37© Il JifoeT @ A7 Ghfexitas ARk[es
Toq GFfe*T T T4 G I Y M Fal =0T OItF GU-39 FURIG (Trade-in
Allowance) 3¢1 | SRR Reeri a1 R Jfas SRGT SRH==cd &) g G0 IAfer

AR P O QPTTYETR FRIG (Promotional Allowance) (& =3 |
3. Rerfefes ¥ Wéimet (Segmented Pricing): IR &fS8lM (@Fel, =7, S, T &efS (St7
fifSq 7w 7 e 30 IR AT FACS AN | AR @A AL 91 Acere Af oo qg 21ely
31 o fog foq (ror vifEwl @ TEFTel SRl v2 J oreliid W [y 3@ Ale | [fegeia
ferifefes = MdRe =0e A | (@Fer [eor fofes @1 @479 (Customer Segment Pricing) GRTIcet

TS5 o BT-358
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g ooy [feg e [fey (o W=t e a1 = 1| @: BEAEr A1 s e 8 wma aey
o foq A T Néme Fa1 =0 ACF | T §Frofed T 44779 (Product Form Pricing) (It
R ffoq o 91 <37 g 7w [y 341 2% I \re IR (O3 (0! SITosy &7 1 | (@:
Ol § oSt G @t (Airconditioned) @ F9-@fST (Non-airconditioned) P16 fog fog et 31y
e 03| ggAfefes 7 499 (Location Pricing)-«d ¢%t@ 51y afed Rfeq gea =ty
TRIAICRA IO (I A6 ALy F A8 G A [fogy 15 fwde wca | ReGiw a1 Feas ==t
AN, WA, (R, e A foqeetz Prsa sy (e Bfeces ww fog =21 Twrfefes
fa4rzer (Time Pricing)-a9 @ f{fog a0 A1 GRRqes el f[foq @« <41 =31 9@ G,
e, GIHF IBICSMS TEHF SIS W | @N: IR W01 (=T 16 (Peak) I SI-Fi
(Off-peak) TsRicetn fog for o= v ool d@d 3= A |

. WeIfge U g (Psychological Pricing): Wtwta Rtarel widtafes #fcafFred =ace @rem
e RERICI eoF (aw e P WEEe Fe 1 seer Yema A A e (Quality) G0
T SA[(Z-(TFS] AR qOICF b8 I | (ol (A2 (- @, @ YT AT T Sl S P
SCTH #ICTR W AR | SRR P! A P ode BT Z0 (@Ol GIR 719 T FA0S 2T = JEA
GT ©Id (@ AT T Sooo GBI T RGNS (7 S DR |

. ePTRFTR U 4= (Promotional Pricing): @t%ta o8 (RITv Ry Jfad & ey fvdiaer Far =31
TN OIS YEH QR PN AR FACAN TR IRE TN G A T oy w1 =, @&
N (PO IR I A | P 1 Wéwe ey «@eaa 2o 7t | @¥4: ¥9% 2o (Cash
Rebates)-93 (F0a I TR (50 FRET T =T #A0lf (M = | (@: I27 (+107 oy Ty =6
TRET T YT A CFT -G T O | [ (@A 61 T efov[ Fod F1 JMT A
R SR (BB 1 == OIS {17 woalfofes 377 f4r=e (Special Event Pricing) JCT | 3% [t
I (Low Interest Financing)-<d CF(q efS9IF JeRPT T M (@Ol I 0 LRI
BT (M | @ FE (Fridge) I==G q7 A Kl A (@FOF LRI I | TG AR T
(Longer Payment Terms)-4< (F(q (FOICF I ARTATE T WY T (A& =7 | @ T, 206
gl ey 9@ o7 e dfepi e fece @ o st e A | saas ¢ orr pfes
(Warranties and Service Contracts)-43 M€ efSHa (o [REr =Ty A1 F =7 AR A Gl
AV I R Q0 210 | GleToxe, @RPecabe, G &efo “Atar (Fi@e «@ (=T (a0 |

. (O T @ (Geographical Pricing): @ @i efss™ Rfeq cSionfee sRgm a1 oem
oS Gy iy (e T 4 0 | (O G (AP RTeFo e ey FN-(IFE @i e
IR AR I3 fog fog veam JiRd el fefere =1 dmd w4 =11 99 et ET-9PeR
PG® T 447 (Free On board-FOB origin pricing)-93 CF(a (o] AN 1A AN RCGA
fofere i 3 727 6 | @ W I, F (@] PG 8 ¥ (@O FHR S_YH IR IR OFl
DI (AT O IR (A A G FACS BT | 00 B Aoy FITs @ Lo AT &y TACHT
¢o BIFT € Yoo TIFl A6 FACO T | OIREH 3 (Fol 290 T FAC A0 TP G ¥ (GOl GP3, ey
T AT Yoo BIFR | oy FHARPO Y 44179 (Uniform-Delivered Pricing)-48 CCa 3T
VROGE 2L AT ACGS T (FOIF G GPE Py 41 Bl = | @RITe fReamo ey gieas sifsaees
Wb T IR AR T 0% 0 | @: S0 Tresces @R Aififgfors f[rare 3 wfey wweaese
Ty FEIRe SpRel S SIRC ¢o 8 Soo BIFR AR Wb G I a¢ Bl W IR FE10 F (ol
8 PR ¢ (FOF IR oy T 9¢ TR e R F403 | (78 wernaiofes e 45 (Zone
Pricing) (=T W2 GeTiel, =i=eet A1 eter A1 e I (1R @i &y o5 41 IR | 92
PR T (O] G YT 2 T A AR O GPR o I Ay @ B | @ AT
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Trr=acR S P e S Bt 8 2f{eite Aerd F 2eo BT 58 8 e
G AT T ©oo I |

b, ofse @ FHRE T 7 (Dynamic and Internet Pricing): I$NH 3cx Riters! B&AMS F1y
g ARATS (@FolR T A, (aRET ¢ wAffgfon ATy ANerT @ed AT P e 6 |
SAIRCA G &b Rl AT, AR @R AR Foy fERelc P T |

v, wREfss U A4 (International Pricing): SEEies J@cd 1 MéReR cFea [tare! Sww
TR ey = 41 B0 | 58 @R ol RiR Rearet a3l e e widtafos, afswifsrer, =i,
@ 373, (ForR TG @ faIReR Befiv ToAmMICaR e o 3 1y 41 3CH |

T ARTST
Price Changes
ol ¢ Aferrie afsfamr [Kuavar T T afor oy &g cF@ ¥ 271 A1 Ifa 9= Soamt a=d
FACS ACT | I
>. TR SoaIrt &= (Initiating Price Cuts): efsai Rfeq FRce 2oy 7 271 F4cS #ATCF | @=:
SFSfE BAWH 3Tl FICS AMITAR &; ISR (ol 0T AR & SN AN * eIt
Ty AfSTRIFTSR SmRe TR & ; G N1y KR T4 &y 2SI T ZI7 FCS 11T |
X. Y& St &= (Initiating Price Increases): T3 &fBe e S 403 A4 A1 3
TR G I JAF I PR G T Jw FACO A | AAETS 2oy I YR A FAow
AT WG AR G; SR A WSS HIRAT S70e ST J6; (R w3 efs@rions AR
(METIR & T I FC ATCF |

Responding to Price Changes

AE P AR (@l ST, FRIARIIRA GANS FTICPE O A | (@Ol T ARV
AYIFTS AZETOIF &7 R N1, AR T T I (AT FCAT FUAT R S S I3 | o0 6g (o
T I OA6S W FACS AT | AR FIRPCPE (o] [RIOFSC ACTHo FCS A0, @N: Ay
@oP[S N T WG I @6 TN | AR T ARISHS Frold (e ©f efedes AT Fce
T | UG ARSTARNG AT, A NGOG, 6] TS (Foivd Apoael R fsiaar Tenifer (it
QCO AT |

Responding to Competitor’s Price Changes

AfSTar =7 “Afiea T afer R[fegens aefs =7 | o2 afsfamr amm s afsom R[fegera
Affefs ReE-Reamed 33 | @ =: AfS@A @ IR A AR A Re IR ISR T+, Ioho
FAS| IR, IS A (WA, T S (Tog e Foyfng @ @Al =ee #Aea | effscart
AR 71 wrde fofere o ~fies Fae? aAfep™ @UARTH Aer 71 e IASH <RI 8 JAFR F
B 2IT(T IR T AfSH B 4R AeT Tevze 2t Ty el afsmit ¢ Swrwar S el
firs o Tonfr fw R @ AfedE sRed T AT afs el e sArg-afewg
PRI A FAFY AT &) &S (0T 3= Z77 (Reduce Price) FECO A | &S (o7 A M CIEIK
AAPFTS G TS AT T 37 ¥ @ To=igpe oy & P19 (Maintaining Price Raising
Perceived Value) €T | <9< ST F17 TF @ ba/s {f"%? (Improving Quality and Increasing Price)

TS5 o B35
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(Launching a Low-Priced Fighter Brand) <09 ATt |

/o7 e

TR T FloTCA Tt TR ~17 TN afeviaee 71 f[foq TR I0w T4 Qe =1, SR
Af e FoT RSt eifs el M FTRPT 41 I 00 27 | FH 5T ST == FHATI
8 gy; [erfefes ¥ Mdme; Tmeige 1 FdRe; epmre 1 Fdmd; it w7 N
Ao @ FHRES F fde; w3k SEeifes 1y fNd@e | efstaifront s 4= o 1~
TR =T -FIRICT Sl @79 @ Fiiad Somie @79 | Fo ~IRRSa o/ Reeaaiaies e
47 Sl o7 F0 27 |

2365 T P 3
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5. W AR GFOT A4 A G &GP L AT TP | A FoT wgreetsr Sewesipiaier

AT T |

S{Celra o1 NG ol RReRplat SAMTPRR G T2 |

CTIR ATCEO> 8 I 3Ty e ey REeergR ey T |

(ol SyElfefes 8 IRTefes oy MEReR 0Ly ST ST FP |

Terime SfStae 5o JOIF AR S91F Ao K@ a2 ez e 9 |

BIRAT @ YO I DT ARG [T TP |

TeAweR ffeg = IR A & fog =2 SmeqR 3 i1 394 |

AferiProreies T e *afs ST T |

STChRN AR @R IR-@7 3 et Ao uft S s |

So. FChRw Rearael foras ARGy FTGT T |

5>, YT AR ey FEe Rr*IeT 7T T |

2. @FE @ dfem wg U Rew @R w58 ot Rt aeoe faw =@
AF—BAIRIPTR TR 2 |

>, oy TR 36T G (FTEPTR SRRFERTR SCEHA] P |

38. ey A @ At 1oy o7 R el oy o= T |

€. T AT (IR 7T T |

S, T 2RTST Fh2

3. 7 e aferam o ceror TePie giRTRe eie (o (redl Sive—<pI S |

Sbr. FTIET @ BTG VLT FIOICI T FN F] 27?2

5. THRCAD T [ERe Freiq T4 =12 7T I |

0. T ARTECE &ifS ATGT &I F1 A FrOTI? ACEIH F |

3. ferifefes, (oo ¢ eiiRaee o1y fERTeR (PRt SCebaT 32 |

2. SR FoT5 2R ST RIS Profed efSfer Fars #/iea? [T T |
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