
PRICE

pricing process
analysing factors that affect pricing

setting general pricing approaches

deciding on exact pricing tactics and adjustments

factors affecting pricing/pricing decisions

internal factors

organizational and marketing objectives

costs
marketing is a fixed cost
fixed costs, variable costs, semi­fixed costs

external factors

demand and price elasticity

demand determinants

factors influence elasticity

value/benefits/quality
differentiation
substitutions

customers and consumers
competition

channels of distribution number of intermediaries

regulations/government
social concerns
economic conditions

general pricing approaches

cost­based pricing

mark­up pricing

brake­even pricing total­return pricing

target­return pricing

value­based pricing
perceived value pricing

competition­based pricing
going­rate pricing

new product pricing strategies market­skimming

we charge the highest possible price that
customers who most desire the product
will pay

perceived value
loyal customer base
profits

market­penetration

price set below the prices of competing
brands in order to penetrate the market

psychological pricing

prestige pricing

bundle pricing

promotional pricing

price­differentiation/segment pricing

price­adjustment strategies
discount and allowance pricing

geographical pricing

pricing is communicating
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