Chap 12
Developing Pricing




Understanding Pricing

Consumer Psychology and
Pricing

m 73 B SEX JIHYE M2 KtEAMel &
o TN, =2=% 2% Ot & H| X}
B DAH7IANAM DHSIE JHo 2 ® =7{7}Z(reference price)
o| K3} » HE =H7HE
ZdXH X o] = > AE EAS
u ZI- J:.I__T'I_;.;.:.;IXFHI o) 7}74%@ Z= Ehs(price-quality
inference)

o ZM X HNZAE Z2|Xt

> HES SR KRR E8
o TP LA

® 74 EXt2|(price endings)



Setting the Price
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Setting Pricing Policy



Selecting the Price Objective
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Determining Demand
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Estimating Costs
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Estimating Costs
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Selecting a Pricing Method
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Selecting the Final Price
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Adapting the Price
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Adapting the Price
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Differentiated Pricing
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Responding to Competitor’s
Price Changes
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