Nominal

Stand alone

Relative
Achieve the financial goals of the company (e.g. profitability)
) ) A well chosen price Fit the realities of the marketplace (will
Add in services should do four things: customers buy at that price?)

If they bundle you un-bundle Do the opposite of your Bundled

and vice versa -
competitors

& Be consistent with the other variables in the marketing mix

Support a product's positioning

Product

In general terms price is the result
of an exchange or transaction that

Therefore, what else can the takes place between two parties Marketing mix: traditionally the Promotion

client give us and refers to what must be given things that we can vary
Marxian economists argue a "price" is up by one party (i.e., buyer)in Price is the only revenue generating
not necessarily a sum of money; it order to obtain something offered element amongst the 4ps,the rest being
could be whatever the owner of a by another party (i.e., seller). Price cost centres.

good gets in return, when
exchanging that good. Money prices
are merely the most common form of

prices. A fixed amount

Quantity break

Promotion

Retain existing price and bill an

annual sum for the 'promotion’ Sales campaign

Pricing is the manual or _Specific vendor quote

automatic process of applying Price prevailing on entry
prices to purchase and sales
orders, based on factors such as:

The diamond-water paradox is the apparent contradiction, or

paradox, that although water is on the whole more useful, in Approaches to pricing
terms of survival, than diamonds, diamonds command a higher
price in the market.

Shipment or invoice date

\ Cost-plus pricing
Demand based or value-based pricing

Relatively high price for a product or service _Rate of return pricing
at first, then lower the price over time. It
allows the recovery of sunk costs quickly
before competition steps in and lowers the
market price.

Competitor indexing
Annual

Periods Weekly
Monthly

Price skimming

Relatively low initial entry price, a price that .
is often Iz),wer than the ezgntual mgrket Temporalftime based
price. The expectation is that the initial low
price will secure market acceptance by
breaking down existing brand loyalties.

Price shading (in which sales people are
given the authority to vary the price by a
certain amount or percentage)

Penetration pricing ) o
Variable pricing / Auctions (in which potential buyers have the

option of bidding on a product and thereby
\ varying the price)

Low cost, low start

Period lock in

Risk less percentage

Multidimensional pricing is the pricing of a product or service using multiple
numbers. In this practice, price no longer consists of a single monetary amount
(e.g., sticker price of a car), but rather consists of various dimensions (e.g.,
monthly payments, number of payments, and a down payment). Research has
shown that this practice can significantly influence consumers' ability to
understand and process price information

Risk Client to take first tranche of risk

Limit the amount of 'stock’ available
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