
Price



á¹Ç¤Ố ÃÒ¤Ò

ÃÒ¤Ò

• ËÁÒÂ¶Ö§ ÁÙÅ¤�Ò¢Í§
ÊÔ¹¤�ÒËÃ×ÍºÃÔ¡ÒÃ·Õè
áÊ´§ÍÍ¡ÁÒã¹ÃÙ»
í̈Ò¹Ç¹à§Ô¹ ËÃ×Í 

à»�¹Ê×èÍ¡ÅÒ§¡ÒÃ
áÅ¡à»ÅÕèÂ¹ã¹ÃÙ»
à§Ô¹µÃÒ

ÁÙÅ¤�Ò

• ¡ÒÃÃÑºÃÙ�¢Í§ÅÙ¡¤�Ò
¨Ò¡¡ÒÃà»ÃÕÂºà·ÕÂº
ÃÐËÇ�Ò§¤Ø³ÀÒ¾
¼ÅÔµÀÑ³±�¡ÑºÃÒ¤Ò
¼ÅÔµÀÑ³±�

ÍÃÃ¶»ÃÐâÂª¹�

• ¤Ø³ÊÁºÑµÔ¢Í§ÊÔè§ã´ÊÔè§
Ë¹Öè§·ÕèÊÒÁÒÃ¶
µÍºÊ¹Í§¤ÇÒÁ
µ�Í§¡ÒÃ¢Í§¼Ù�ºÃÔâÀ¤
ã¹à¡Ô´¤ÇÒÁ¾Ö§¾Íã¨



Product

Place

Promotion

Cost

¤ÇÒÁÊÑÁ¾Ñ¹¸� 4P’s

Pricing Revenue



¡ÒÃÇÔà¤ÃÒÐË�»�̈ ¨ÑÂ·Õèà¡ÕèÂÇ¢�Í§¡Ñº¡ÒÃµÑé§ÃÒ¤Ò ËÃ×Í¡ÒÃÇÔà¤ÃÒÐË�Ê¶Ò¹¡ÒÃ³�·Ò§¡ÒÃµÅÒ´

»�¨¨ÑÂÀÒÂã¹

ÇÑµ¶Ø»ÃÐÊ§¤�·Ò§
¡ÒÃµÅÒ´

¡ÅÂØ·¸�Ê�Ç¹»ÃÐÊÁ·Ò§
¡ÒÃµÅÒ´

µ�¹·Ø¹

¢�Í¾Ô¨ÒÃ³Ò´�Ò¹ºÃÔÉÑ·

Ç§¨ÃªÕÇÔµ¼ÅÔµÀÑ±³�

¡ÒÃµÑ´ÊÔ¹ã¨

ã¹¡ÒÃ¡íÒË¹´
ÃÒ¤Ò

»�¨¨ÑÂÀÒÂ¹Í¡

µÅÒ´áÅÐÍØ»Ê§¤�

¤Ù�á¢�§¢Ñ¹

»�¨ Ñ̈ÂÀÒÂ¹Í¡Í×è¹ æ  
àª�¹ ÊÀÒÇÐàÈÃÉ°¡Ô¨ 
¡®ËÁÒÂ ¤¹¡ÅÒ§ 
ÃÑ°ºÒÅ ÏÅÏ



¡ÒÃ¡íÒË¹´ÇÑµ¶Ø»ÃÐÊ§¤�¢Í§¡ÒÃµÑé§ÃÒ¤Ò

à¾×èÍÃÒÂä´�̈ Ò¡¡ÒÃ¢ÒÂ

ï à¾×èÍà¾ÔèÁà§Ô¹Ê´ËÁØ¹àÇÕÂ¹

ï à¾×èÍ¡ÒÃà¾ÔèÁ¢Öé¹¢Í§ÃÒÂä´�¨Ò¡¡ÒÃ¢ÒÂ

à¾×èÍ¼Å¡íÒäÃ

ï à¾×èÍ¡íÒäÃÊÙ§ÊØ´

ï à¾×èÍãË�ä´�¼ÅµÍºá·¹µÒÁà»�ÒËÁÒÂ

ï à¾×èÍ¤ÇÒÁÍÂÙ�ÃÍ´

à¾×èÍ»ÃÔÁÒ³¡ÒÃ¢ÒÂ

ï à¾×èÍÃÑ¡ÉÒÊ�Ç¹¤ÃÍ§µÅÒ´

ï à¾×èÍà¾ÔèÁÊ�Ç¹¤ÃÍ§µÅÒ´

ï à¾×èÍ¤ÇÒÁÍÂÙ�ÃÍ´

à¾×èÍ¡ÒÃá¢�§¢Ñ¹

ï à¾×èÍµÑ´ÃÒ¤Ò¢Í§¤Ù�á¢�§¢Ñ¹

à¾×èÍÊÑ§¤Á

ï à¾×èÍÃÑ¡ÉÒÀÒÇ¡ÒÃ³�¨�Ò§§Ò¹

ï à¾×èÍ¨ÃÃÂÒºÃÃ³·Õè´Õ



Í§¤�»ÃÐ¡Íº¡ÒÃµÑé§ÃÒ¤Ò

¡ÒÃµÑé§ÃÒ¤Òµ�Í§¾Ô¨ÒÃ³ÒÍ§¤�»ÃÐ¡ÍºËÅÑ¡ 3 »ÃÐ¡ÒÃ ¤×Í

• µ�¹·Ø¹¢Í§¸ØÃ¡Ô¨ (Business Cost)

• ÅÙ¡¤�Ò (Customer)

• ¤Ù�á¢�§¢Ñ¹ (Competitors)



¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)

• ¡ÒÃµÑé§ÃÒ¤ººÇ¡à¾ÔèÁáººÅÙ¡â«� (Mark up chain)

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·ÕèÍØ»Ê§¤� (Demand – oriented pricing)

¡ÒÃµÑé§ÃÒ¤Òâ´Âãª�¨Ø´¤Ø�Á·Ø¹ (Pricing by break-even point)

ÇÔ¸Õ¡ÒÃµÑé§ÃÒ¤Ò

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·Õè¡ÒÃá¢�§¢Ñ¹ (Competition- Oriented Pricing)

• ¡ÒÃ¡íÒË¹´ÃÒ¤Òâ´ÂÇÔ¸ÕÊ�Ç¹ºÇ¡à¾ÔèÁ (Cost – plus method or Markup)

• ¡ÒÃµÑé§ÃÒ¤Òáºº¼ÅµÍºá·¹µÒÁà»�ÒËÁÒÂ (Target – return pricing)

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



¡ÒÃ¡íÒË¹´ÃÒ¤Òâ´ÂÇÔ̧ ÕÊ�Ç¹ºÇ¡à¾ÔèÁ (Cost – plus method or Markup)

ÃÒ¤Òµ�ÍË¹�ÇÂ = µ�¹·Ø¹µ�ÍË¹�ÇÂ + Ê�Ç¹ºÇ¡à¾ÔèÁ(¡íÒäÃ·Õèµ�Í§¡ÒÃ)

·Õè¢ÒÂí̈Ò¹Ç¹Ë¹�ÇÂ

) �(µ�¹·Ø¹¤§·Õ
)»Ã(µ�¹·Ø¹¼Ñ¹á  ¹�ÇÂµ�¹·Ø¹µ�ÍË

FC
VC 

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)



µÑÇÍÂ�Ò§ Ã�Ò¹¤�ÒáË�§Ë¹Öè§ÁÕµ�¹·Ø¹¤§·Õè 120,000 ºÒ· µ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂ 100 ºÒ· 

¶�ÒÁÕÊÔ¹¤�Ò·Ñé§ÊÔé¹ 6,000 Ë¹�ÇÂ ÃÒ¤Òµ�¹·Ø¹µ�ÍË¹�ÇÂà·�Ò¡Ñºà·�ÒäÃ 

ÃÒ¤Òµ�¹·Ø¹µ�ÍË¹�ÇÂ =

·Õè¢ÒÂí̈Ò¹Ç¹Ë¹�ÇÂ

) �(µ�¹·Ø¹¤§·Õ
)»Ã(µ�¹·Ø¹¼Ñ¹á  ¹�ÇÂµ�¹·Ø¹µ�ÍË

FC
VC 

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)



ÇÔ¸Õ¡ÒÃ¡íÒË¹´ÃÒ¤Ò Ê�Ç¹ºÇ¡à¾ÔèÁ (Markup) ÁÕ 3 ÇÔ¸Õ

• ¡íÒË¹´à»�¹¨íÒ¹Ç¹·Õèá¹�¹Í¹ àª�¹ µ�Í§¡ÒÃ¡íÒäÃà¾ÔèÁ 5 ºÒ·µ�ÍË¹�ÇÂ
• ¡íÒË¹´à»�¹à»ÍÃ�à«¹µ�¨Ò¡µ�¹·Ø¹¢Í§ÊÔ¹¤�Ò àª�¹ 10%, 20% ¢Í§µ�¹·Ø¹µ�ÍË¹�ÇÂ
• ¡íÒË¹´à»�¹à»ÍÃ�à«¹µ�¨Ò¡ÃÒ¤Ò¢ÒÂËÃ×ÍÂÍ´¢ÒÂ àª�¹ 10%, 20% ¢Í§ÃÒ¤Ò¢ÒÂ

µÑÇÍÂ�Ò§ Ã�Ò¹¤�ÒáË�§Ë¹Öè§ÁÕµ�¹·Ø¹¤§·Õè 120,000 ºÒ· µ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂ 100 ºÒ· 

¶�ÒÁÕÊÔ¹¤�Ò·Ñé§ÊÔé¹ 6,000 Ë¹�ÇÂ ÃÒ¤Òµ�¹·Ø¹µ�ÍË¹�ÇÂ 120 ºÒ· ãË�¤íÒ¹Ç³ËÒ¡ÒÃµÑé§ÃÒ¤Ò

áºººÇ¡à¾ÔèÁ·Ñé§ 3 áºº

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)



µ�¹·Ø¹¤§·Õè 120,000 ºÒ· 

µ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂ 100 ºÒ· 

ÁÕÊÔ¹¤�Ò·Ñé§ÊÔé¹ 6,000 Ë¹�ÇÂ 

ÃÒ¤Òµ�¹·Ø¹µ�ÍË¹�ÇÂ 120 ºÒ·

¡íÒË¹´à»�¹¨íÒ¹Ç¹·Õèá¹�¹Í¹

¸ØÃ¡Ô̈ µ�Í§¡ÒÃ¡íÒäÃªÔé¹ÅÐ 50 ºÒ·

ÃÒ¤Ò¢ÒÂ = µ�¹·Ø¹µ�ÍË¹�ÇÂ + ¡íÒäÃ·Õèµ�Í§¡ÒÃ

¡íÒË¹´à»�¹à»ÍÃ�à«¹µ�̈ Ò¡µ�¹·Ø¹¢Í§ÊÔ¹¤�Ò 

¸ØÃ¡Ô̈ µ�Í§¡ÒÃ¡íÒäÃ 30 % ¢Í§µ�¹·Ø¹ÊÔ¹¤�Ò

ÃÒ¤Ò¢ÒÂ = µ�¹·Ø¹µ�ÍË¹�ÇÂ + 30%µ�¹·Ø¹ÊÔ¹¤�Ò

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)



¡íÒË¹´à»�¹à»ÍÃ�à«¹µ�̈ Ò¡ÃÒ¤Ò¢ÒÂËÃ×ÍÂÍ´¢ÒÂ

¸ØÃ¡Ô̈ µ�Í§¡ÒÃ¡íÒäÃ 20% ¢Í§ÃÒ¤Ò¢ÒÂ

100% =  µ�¹·Ø¹µ�ÍË¹�ÇÂ + 20%

µ�¹·Ø¹ 80 ¢ÒÂ 100 ºÒ·

·Ø¹ 120 ¢ÒÂ 100 x 120

80
¢ÒÂ 150 ºÒ·

ÃÒ¤Òµ�ÍË¹�ÇÂ = µ�¹·Ø¹µ�ÍË¹�ÇÂ + Ê�Ç¹ºÇ¡à¾ÔèÁ(¡íÒäÃ·Õèµ�Í§¡ÒÃ)

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)

=

- 20%100% = 80%

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



¡ÒÃµÑé§ÃÒ¤Òáºº¼ÅµÍºá·¹µÒÁà»�ÒËÁÒÂ (Target – return pricing)

¤×Í ¡ÒÃµÑé§ÃÒ¤ÒãË�ä´�¡íÒäÃµÒÁà»�ÒËÁÒÂ·Õè¤Ò´ËÇÑ§äÇ�

 �Âµ�¹·Ø¹à©ÅÕ
ÅÔµ»ÃÔÁÒ³¡ÒÃ¼

 �µ�Í§¡ÒÃ¼ÅµÍºá·¹·Õ x à§Ô¹Å§·Ø¹
  ÃÒ¤Ò¢ÒÂ 

µÑÇÍÂ�Ò§ ºÃÔÉÑ·¼ÅÔµµØ�¡µÒà´ç¡àÅ�¹Å§·Ø¹«×éÍà¤Ã×èÍ§ Ñ̈¡Ã¢¹Ò´ãË­�ã¹¡ÒÃ¼ÅÔµà»�¹ 6,000,000 ºÒ· 

áÅÐ ¡íÒË¹´ÍÑµÃÒ¼ÅµÍºá·¹¨Ò¡¡ÒÃÅ§·Ø¹äÇ� 20% â´Â»ÃÐÁÒ³»ÃÔÁÒ³¡ÒÃ¼ÅÔµäÇ� 6,000 µÑÇ

µ�Í»� â´ÂÁÕµ�¹·Ø¹à©ÅÕèÂ µÑÇÅÐ 600 ºÒ· 

ÃÒ¤Ò¢ÒÂ =

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



¡ÒÃµÑé§ÃÒ¤ÒºÇ¡à¾ÔèÁáººÅÙ¡â«� (Mark up chain)

¤×Í à»�¹¡ÒÃµÑé§ÃÒ¤Ò â´ÂºÇ¡Ê�Ç¹à¾ÔèÁã¹áµ�ÅÐª�Í§·Ò§¡ÒÃ í̈ÒË¹�ÒÂ â´Â

ÃÒ¤Ò¢ÒÂ¢Í§¼Ù�¼ÅÔµà»�¹µ�¹·Ø¹¢Í§¼Ù�¤�ÒÊ�§ ÃÒ¤Ò¢ÒÂ¢Í§¼Ù�¤�ÒÊ�§¨Ðà»�¹µ�¹·Ø¹¢Í§¼Ù�¤�Ò

»ÅÕ¡  ¼Ù�¤�Ò»ÅÕ¡¨ÐºÇ¡¡íÒäÃà¢�Òä»ã¹µ�¹·Ø¹ ¨Ðà»�¹ÃÒ¤Ò¢ÒÂ»ÅÕ¡

ºÃÔÉÑ· Ã�Ò¹¤�ÒÊ�§ Ã�Ò¹¤�Ò»ÅÕ¡ ¼Ù�ºÃÔâÀ¤

ºÇ¡¡íÒäÃÊ�Ç¹

à¾ÔèÁ·Õèµ�Í§¡ÒÃ

ºÇ¡¡íÒäÃÊ�Ç¹

à¾ÔèÁ·Õèµ�Í§¡ÒÃ

ºÇ¡¡íÒäÃÊ�Ç¹

à¾ÔèÁ·Õèµ�Í§¡ÒÃ

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§µ�¹·Ø¹ (Cost – oriented pricing)

µ�¹·Ø¹ 100 + ¡íÒäÃ 10 = 110 + ¡íÒäÃ 15 = 125 + ¡íÒäÃ 5 = 130 ºÒ·

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



¡ÒÃµÑé§ÃÒ¤ÒÊÔ¹¤�Òã¹ÃÐÂÐàÇÅÒË¹Öè§ ³ ÃÐ´ÑºÃÒ¤Òµ�Ò§æ ¢Öé¹ÍÂÙ�¡ÑºÍØ»Ê§¤�ËÃ×Í
¤ÇÒÁµ�Í§¡ÒÃ«×éÍ (Demand) ´Ñ§¹Ñé¹¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§ÍØ»Ê§¤�̈ Ö§µ�Í§¾Ô̈ ÒÃ³Ò¶Ö§¤ÇÒÁ
Â×´ËÂØ�¹¢Í§ÍØ»Ê§¤�µ�ÍÃÒ¤Ò à¾ÃÒÐ¡ÒÃà»ÅÕèÂ¹á»Å§ÃÒ¤ÒÁÕ¼Åµ�Í¡ÒÃà»ÅÕèÂ¹á»Å§»ÃÔÁÒ³
¤ÇÒÁµ�Í§¡ÒÃ«×éÍµ�Ò§áµ¡µ�Ò§¡Ñ¹ àÃÕÂ¡Ç�Ò ¤ÇÒÁÂ×́ ËÂØ�¹¢Í§ÍØ»Ê§¤�µ�ÍÃÒ¤Ò (Price 
elasticity of demand) ËÁÒÂ¶Ö§ ÍÑµÃÒà»ÅÕèÂ¹á»Å§¢Í§»ÃÔÁÒ³¡ÒÃàÊ¹Í«×éÍ·Õè
à»ÅÕèÂ¹á»Å§àÁ×èÍÃÒ¤Òà»ÅÕèÂ¹ «Öè§¨ÐÁÕ»¯Ô¡ÔÃÔÂÒä»ã¹·ÔÈ·Ò§ã´

ÍÑµÃÒ¡ÒÃà»ÅÕèÂ¹á»Å§ÃÒ¤ÒÁÕ¼Åµ�ÍÍÑµÃÒ¡ÒÃà»ÅÕèÂ¹á»Å§»ÃÔÁÒ³¢Í§ÍØ»Ê§¤� > 1 
ÍØ»Ê§¤�¤ÇÒÁÂ×´ËÂØ�¹ÊÙ§ (Elastic Demand)

ÍÑµÃÒ¡ÒÃà»ÅÕèÂ¹á»Å§ÃÒ¤ÒÁÕ¼Åµ�ÍÍÑµÃÒ¡ÒÃà»ÅÕèÂ¹á»Å§»ÃÔÁÒ³¢Í§ÍØ»Ê§¤� < 1 
ÍØ»Ê§¤�¤ÇÒÁÂ×´ËÂØ�¹¹�ÍÂ (Inelastic Demand)

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·ÕèÍØ»Ê§¤� (Demand - Oriented Pricing)



µÑÇÍÂ�Ò§ ¶�ÒâÃ§§Ò¹ÁÕ¡ÒÃ»ÃÐÁÒ³¡ÒÃ¤ÇÒÁµ�Í§¡ÒÃ«×éÍ¢Í§µÅÒ´ ³ ÃÐ´ÑºÃÒ¤Òµ�Ò§ æ áÅÐ

ÁÕâ¤Ã§ÊÃ�Ò§µ�¹·Ø¹´Ñ§¹Õé

ÃÒ¤Ò 50 100 150 200 250

ÍØ»Ê§¤� 3,500 2,800 1,200 800 600

¤�Òàª�ÒâÃ§§Ò¹ 4,000 4,000 4,000 4,000 4,000

à§Ô¹à ỐÍ¹ 8,000 8,000 8,000 8,000 8,000

¤�ÒÇÑµ¶Ø Ốº(10ºÒ·µ�ÍË¹�ÇÂ)

¤�Ò¤ÍÁÏ (5ºÒ·µ�ÍË¹�ÇÂ)

µ�¹·Ø¹¢ÒÂ

ÂÍ´¢ÒÂ

¡íÒäÃ

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·ÕèÍØ»Ê§¤� (Demand - Oriented Pricing)

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



                                                                                                                             à»�¹¡ÒÃµÑé§ÃÒ¤Ò·ÕèÁØ�§à¹�¹·Õè¤Ù�á¢�§¢Ñ¹ÁÒ¡¡Ç�ÒÍØ»Ê§¤�áÅÐµ�¹·Ø¹ ¡ÒÃµÑé§ÃÒ¤Òáºº¹Õé

ÍÒ¨à¡Ô´¢Öé¹ã¹ÃÐÂÐàÇÅÒË¹Öè§à¾×èÍàÍÒª¹Ð¤Ù�á¢�§¢Ñ¹ â´Â¡ÒÃµÑé§ÃÒ¤Ò¨ÐÂÖ´ËÅÑ¡à»ÃÕÂºà·ÕÂº

¡ÑºÃÒ¤Ò¢Í§¤Ù�á¢�§¢Ñ¹ ÊÒÁÒÃ¶·íÒä´�́ Ñ§¹Õé

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·Õè¡ÒÃá¢�§¢Ñ¹ (Competition- Oriented Pricing)

1. ¡ÒÃµÑé§ÃÒ¤Òà·�Ò¡Ñº¤Ù�á¢�§¢Ñ¹ËÃ×Í¡ÒÃµÑé§ÃÒ¤Òà¾×èÍà¼ªÔ­Ë¹�Ò¡Ñº¡ÒÃá¢�§¢Ñ¹
•ÊÔ¹¤�ÒÁÕÅÑ¡É³Ð·Õè¤Å�ÒÂ¡Ñ¹áÅÐÊÒÁÒÃ¶·´á·¹¡Ñ¹ä´� àª�¹ ¢�ÒÇÊÒÃ ¹éíÒ´×èÁ ¹éíÒµÒÅ

•ÊÔ¹¤�ÒµÅÒ´á¢�§¢Ñ¹ÊÁºÙÃ³�·ÕèÁÕ í̈Ò¹Ç¹¼Ù�¢ÒÂÁÒ¡ÃÒÂ «Öè§ÁÕÃÒ¤Ò¼ÅÔµÀÑ³±�·Õè¼Ù�¢ÒÂµ�Í§ÂÍÁÃÑº
•ÊÔ¹¤�ÒµÅÒ´¼Ù�¢ÒÂ¹�ÍÂÃÒÂ (Oligopoly) ¼Ù�¢ÒÂ¨Ðµ¡Å§ÃÒ¤ÒÃ�ÇÁ¡Ñ¹ àª�¹ ¹éíÒÁÑ¹ ÇÑÊ´Ø

¡�ÍÊÃ�Ò§

•à»�¹ÃÒ¤Ò¢ÒÂ»ÅÕ¡·ÕèÁÕ¼Ù�¡íÒË¹ÃÒ¤ÒÁÒáÅ�ÇáÅÐà»�¹·ÕèÃÙ� Ñ̈¡áÅÐÂÍÁÃÑº¡Ñ¹áÅ�Ç àª�¹ 
Ë¹Ñ§Ê×Í¾ÔÁ¾�



2. ¡ÒÃµÑé§ÃÒ¤ÒµèíÒ¡Ç�Ò¤Ù�á¢�§¢Ñ¹
• ÊÔ¹¤�Ò·ÕèäÁ�àË¹×Í¡Ç�Ò¤Ù�á¢�§¢Ñ¹ 
• ÊÔ¹¤�Ò·Õèµ�Í§¡ÒÃ·íÒ¡ÒÃÊ�§àÊÃÔÁ¡ÒÃ¢ÒÂ 
• ÊÔ¹¤�Ò·Õèµ�Í§¡ÒÃà¨ÒÐµÅÒ´à¾×èÍãË�ÅÙ¡¤�Òà´ÔÁ«×éÍÊÔ¹¤�ÒÁÒ¡¢Öé¹ 
• ÊÔ¹¤�Ò·Õèµ�Í§¡ÒÃãË�ÅÙ¡¤�Ò¢Í§¤Ù�á¢�§à¡Ô´¡ÒÃ·´ÅÍ§ãª� 
• ÊÔ¹¤�Ò·ÕèÅÙ¡¤�ÒÁÕ¤ÇÒÁÍ�Í¹äËÇµ�ÍÃÒ¤ÒÊÙ§ (Ê�Ç¹ãË­�à»�¹ÅÙ¡¤�ÒÃÐ´ÑºÅ�Ò§)
• ºÃÔÉÑ·ÊÒÁÒÃ¶·Õè¨ÐÅ´µ�¹·Ø¹ä´�

3. ¡ÒÃµÑé§ÃÒ¤ÒÊÙ§¡Ç�Ò¤Ù�á¢�§¢Ñ¹     
• ÊÔ¹¤�ÒÁÕÅÑ¡É³Ðà´�¹ËÃ×ÍàË¹×Í¤Ù�á¢�§¢Ñ¹

• ¡ÅØ�Áà»�ÒËÁÒÂà»�¹¡ÅØ�ÁªÑé¹º¹ÁÕÃÒÂä´�ÊÙ§
• ÅÙ¡¤�ÒÁÕ¤ÇÒÁÀÑ¡´Õã¹µÃÒÊÔ¹¤�ÒÊÙ§
• ÍØ»Ê§¤�µ�ÍÊÔ¹¤�ÒÁÕ¤ÇÒÁÂ×´ËÂØ�¹µèíÒ
• à¾×èÍà»�¹¡ÒÃÊÃ�Ò§ÀÒ¾¾¨¹�ãË�á¡�ÊÔ¹¤�Ò

¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·Õè¡ÒÃá¢�§¢Ñ¹ (Competition- Oriented Pricing)



¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·Õè¡ÒÃá¢�§¢Ñ¹ (Competition- Oriented Pricing)¡ÒÃµÑé§ÃÒ¤Òâ´ÂÁØ�§·Õè¡ÒÃá¢�§¢Ñ¹ (Competition- Oriented Pricing)

4. ¡ÒÃµÑé§ÃÒ¤Òáºº¡ÒÃ»ÃÐÁÙÅ (Sealed-bid pricing) 

• à¡Ô´¢Öé¹ã¹ÍØµÊÒË¡ÃÃÁ·ÕèÁÕ¡ÒÃ«×éÍ í̈Ò¹Ç¹ÁÒ¡

• ¢Öé¹ÍÂÙ�¡Ñºµ�¹·Ø¹ÃÇÁ¢Í§¼ÅÔµÀÑ³±�áÅÐ¡ÒÃ¤Ò´¤Ðà¹¡ÒÃµÑé§ÃÒ¤Ò¢Í§¤Ù�á¢�§¢Ñ¹

• ¸ØÃ¡Ô¨¨ÐàÊ¹ÍÃÒ¤ÒµèíÒ¡Ç�ÒÃÒ¤Ò»¡µÔ áµ�äÁ�µèíÒ¡Ç�ÒÃÐ´Ñºµ�¹·Ø¹Ê�Ç¹à¾ÔèÁ

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



¨Ǿ ¤Ø�Á·Ø¹ (Break – even point) ËÁÒÂ¶Ö§ ÃÐ´Ñº»ÃÔÁÒ³¡ÒÃ¼ÅÔµËÃ×Í»ÃÔÁÒ³¡ÒÃ¢ÒÂ
ÃÐ´Ñºã´ÃÐ´ÑºË¹Öè§·ÕèÁÕ¼Å·íÒãË�ÃÒÂä´�ÃÇÁ (Total Revenue) à·�Ò¡Ñºµ�¹·Ø¹ÃÇÁ (Total 
Cost) [TR=TC] «Öè§à»�¹ÃÐ´Ñº·ÕèäÁ�ÁÕ¡íÒäÃáÅÐäÁ�¢Ò´·Ø¹

• »ÃÔÁÒ³ÊÔ¹¤�Ò·Õè¼ÅÔµä �́µ�Í§¢ÒÂä �́·Ñé§ËÁ´

• ÃÒ¤Òµ�ÍË¹�ÇÂµ�Í§äÁ�à»ÅÕèÂ¹á»Å§ à¹×èÍ§¨Ò¡¨Ð·íÒãË�

ÃÒÂä �́ÃÇÁà»ÅÕèÂ¹á»Å§ä»

• µ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂäÁ�à»ÅÕèÂ¹á»Å§ã¹ª�Ç§

ÃÐÂÐàÇÅÒ·Õèãª�ã¹¡ÒÃÇÔà¤ÃÒÐË�¨Ø´¤Ø�Á·Ø¹à¹×èÍ§¨Ò¡¨Ð

·íÒãË�ÃÒÂä �́ÃÇÁà»ÅÕèÂ¹á»Å§
BEP = »ÃÔÁÒ³¢ÒÂËÃ×Í»ÃÔÁÒ³¡ÒÃ¼ÅÔµ ³ ¨Ø´¤Ø�Á·Ø¹

TFC = µ�¹·Ø¹¤§·ÕèÃÇÁ

P = ÃÒ¤Ò¢ÒÂµ�ÍË¹�ÇÂ

VC = µ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂ

VCP

TFC
BEP




¡ÒÃµÑé§ÃÒ¤Òâ´Âãª�̈ Ǿ ¤Ø�Á·Ø¹ (Pricing by break – even point)



µÑÇÍÂ�Ò§ ºÃÔÉÑ·µÑé§ÃÒ¤Ò¢ÒÂµ�ÍË¹�ÇÂ 20 ºÒ· â´ÂÁÕµ�¹·Ø¹¼Ñ¹á»Ãµ�ÍË¹�ÇÂ 5 ºÒ· 

áÅÐµ�¹·Ø¹¤§·ÕèÃÇÁ 30,000 ºÒ· ÊÒÁÒÃ¶áÊ´§¡ÒÃ¤íÒ¹Ç³¨Ø´¤Ø�Á·Ø¹ä´�´Ñ§¹Õé

TFC =

P =

VC =
VCP

TFC
BEP




30,000

20
5

BEP =

¶�Òà¾ÔèÁÃÒ¤ÒÊÔ¹¤�Òµ�ÍË¹�ÇÂà»�¹ 35 ºÒ· ¨Ǿ ¤Ø�Á·Ø¹¨Ðà·�Ò¡Ñºà·�ÒäÃ

BEP =

¡ÒÃµÑé§ÃÒ¤Òâ´Âãª�̈ Ǿ ¤Ø�Á·Ø¹ (Pricing by break – even point)

ÇÔ̧ Õ¡ÒÃµÑé§ÃÒ¤Ò



¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Òà»�¹á¹Ç·Ò§ã¹¡ÒÃµÑé§ÃÒ¤Ò¢Í§ºÃÔÉÑ· «Öè§áµ�ÅÐ

ºÃÔÉÑ·¨Ðáµ¡µ�Ò§¡Ñ¹ à¾×èÍãË�àËÁÒÐÊÁ¡ÑºÊÀÒ¾áÇ´Å�ÍÁ·Ò§¡ÒÃµÅÒ´  Ê¶Ò¹Ð

¢Í§ºÃÔÉÑ· áÅÐ¼ÅÔµÀÑ³±� ·íÒãË�áµ�ÅÐºÃÔÉÑ·ÁÕ¹âÂºÒÂáÅÐ¡ÅÂØ·¸�ÃÒ¤Ò 
(Pricing Strategy) áµ¡µ�Ò§¡Ñ¹ä»´�ÇÂ

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)

1. ¹âÂºÒÂÃÐ´ÑºÃÒ¤Ò (Level of Prices Policy)
2. ¹âÂºÒÂÃÒ¤Òà´ÕÂÇËÃ×ÍËÅÒÂÃÒ¤Ò (One-Price or Variable-Price Policy)
3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)



1. ¹âÂºÒÂÃÐ´ÑºÃÒ¤Ò (Level of Prices Policy)
à»�¹¡ÒÃµÑé§ÃÒ¤ÒµÒÁµíÒáË¹�§¢Í§¼ÅÔµÀÑ³±�àÁ×èÍà»ÃÕÂºà·ÕÂº¡Ñº¤Ù�á¢�§¢Ñ¹ «Öè§¸ØÃ¡Ô¨

ÊÒÁÒÃ¶µÑé§ÃÒ¤ÒÊÙ§ ÃÐ´Ñºà´ÕÂÇ¡Ñ¹ ËÃ×ÍµèíÒ¡Ç�ÒÃÐ´ÑºÃÒ¤ÒµÅÒ´ ´Ñ§µ�Íä»¹Õé

1.1  ÃÒ¤ÒµÅÒ´ (Pricing at the market or going rate pricing) à»�¹¡ÒÃµÑé§
ÃÒ¤ÒãË�à·�Ò¡Ñº¤Ù�á¢�§¢Ñ¹ ãª�ã¹¡Ã³Õ·ÕèÊÔ¹¤�ÒäÁ�ÁÕ¤ÇÒÁáµ¡µ�Ò§ à»�¹ÊÔ¹¤�Ò·Õè¼Ù�ºÃÔâÀ¤¤Ø�¹à¤Â 

³ ÃÐ´ÑºÃÒ¤Ò¹Ñé¹ à»�¹µÅÒ´·ÕèÁÕ¼Ù�¢ÒÂ¹�ÍÂÃÒÂ

1.2  ÃÒ¤ÒµèíÒ¡Ç�ÒÃÒ¤ÒµÅÒ´ (Pricing Below the Market) à»�¹¡ÒÃµÑé§ÃÒ¤Ò·Õè
µèíÒ¡Ç�Ò¤Ù�á¢�§¢Ñ¹ã¹µÅÒ´ à¾×èÍ¢ÂÒÂµÅÒ´ »�Í§¡Ñ¹äÁ�ãË�¤Ù�á¢�§à¢�ÒÁÒ ÊÔ¹¤�ÒÁÕ¤Ø³ÀÒ¾µèíÒ

1.3  ÃÒ¤ÒÊÙ§¡Ç�ÒÃÒ¤ÒµÅÒ´ (Pricing Above the Market) à»�¹¡ÒÃµÑé§ÃÒ¤Ò·Õè
ÊÙ§¡Ç�Ò¤Ù�á¢�§¢Ñ¹ã¹µÅÒ´ ã¹¡Ã³Õ·ÕèÊÔ¹¤�ÒÁÕµ�¹·Ø¹·ÕèÊÙ§¡Ç�Ò ÁÕ¤ÇÒÁáµ¡µ�Ò§¨Ò¡¤Ù�á¢�§

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



2. ¹âÂºÒÂÃÒ¤Òà´ÕÂÇËÃ×ÍËÅÒÂÃÒ¤Ò (One-Price or Variable-Price Policy)
2.1  ¹âÂºÒÂÃÒ¤Òà´ÕÂÇ (One price policy) µÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�ª¹Ô´ã´ª¹Ô´Ë¹Öè§ã¹

ÃÐ´ÑºÃÒ¤Òà´ÕÂÇÊíÒËÃÑº¼Ù�«×éÍ·Ø¡ÃÒÂ 

2.2  ¹âÂºÒÂµÑé§ÃÒ¤ÒàËÁ×Í¹¡Ñ¹ (Single price policy) µÑé§ÃÒ¤Ò¢Í§¼ÅÔµÀÑ³±�·Ø¡

ª¹Ô´·Õè¢ÒÂã¹ÃÒ¤Òà´ÕÂÇ¡Ñ¹ àª�¹ 20 ºÒ··Ø¡ÍÂ�Ò§ã¹Ã�Ò¹ àª�¹ Ã�Ò¹ Daiso

2.3  ¹âÂºÒÂËÅÒÂÃÒ¤Ò (Variable or Flexible policy) µÑé§ÃÒ¤Ò·ÕèäÁ�ä´�¡íÒË¹´
äÇ�á¹�¹Í¹ «Öè§ÃÒ¤Ò¢ÒÂãË�¡Ñº¼Ù�«×éÍáµ�ÅÐÃÒÂäÁ�à·�Ò¡Ñ¹ ¢Öé¹ÍÂÙ�¡Ñº¡ÒÃµ�ÍÃÍ§áÅÐ¤ÇÒÁ¾Ö§¾Íã¨ã¹

¡ÒÃáµ�ÅÐÃÒÂ àª�¹ ¡ÒÃ«×éÍÊÔ¹¤�Òã¹µÅÒ´Ê´ µÅÒ´¹Ñ´

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)

Ê�Ç¹Å´ (Discounts) Ê�Ç¹·ÕèÅ´ãË�¨Ò¡ÃÒ¤Ò·Õè¡íÒË¹´äÇ�ã¹ÃÒÂ¡ÒÃ à¾×èÍãË�¼Ù�«×éÍ
¡ÃÐ·íÒË¹�Ò·Õè·Ò§¡ÒÃµÅÒ´ºÒ§ÍÂ�Ò§·Õèà»�¹»ÃÐâÂª¹�µ�Í¼Ù�¢ÒÂ

     Ê�Ç¹ÂÍÁãË� (Allowances) Ê�Ç¹Å´·Õè¼Ù�¢ÒÂÂÍÁ¨�ÒÂãË�¡Ñº¼Ù�«×éÍ à¾×èÍãË�¼Ù�«×éÍ·íÒ
¡ÒÃÊ�§àÊÃÔÁ¡ÒÃµÅÒ´ãË�¡Ñº¼Ù�¢ÒÂ

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)

Ê�Ç¹ÂÍÁãË� (Allowances)

Ê�Ç¹ÂÍÁãË�ÊíÒËÃÑº¡ÒÃÊ�§àÊÃÔÁ¡ÒÃµÅÒ´ (Promotional allowance) à»�¹
¨íÒ¹Ç¹à§Ô¹·Õè¼Ù�¢ÒÂÂÍÁãË�ËÑ¡ÍÍ¡¨Ò¡ÃÒ¤Ò¢ÒÂ à¾×èÍà»�¹¡ÒÃª�ÇÂàËÅ×Í¤�Òãª�¨�ÒÂã¹¡ÒÃ

Ê�§àÊÃÔÁ¡ÒÃµÅÒ´ºÒ§ÍÂ�Ò§ àª�¹ ¡ÒÃâ¦É³Ò ¡ÒÃ¨Ñ´áÊ´§ÊÔ¹¤�Ò 

Ê�Ç¹ÂÍÁãË�̈ Ò¡¡ÒÃ¹íÒÊÔ¹¤�Òà¡�ÒÁÒáÅ¡ (Trade-in allowance) ¤×Í¡ÒÃ·Õè
¼Ù�¢ÒÂ¢ÒÂÊÔ¹¤�ÒãËÁ�â´ÂÂÍÁãË�¼Ù�«×éÍ¹íÒÊÔ¹¤�Òà¡�Ò·ÕèÂÑ§ÁÕÁÙÅ¤�ÒÁÒáÅ¡«×éÍ

Ê�Ç¹ÂÍÁãË�ÊíÒËÃÑº¡ÒÃà»�¹¹ÒÂË¹�Ò (Brokerage Allowances) à»�¹

¤�ÒµÍºá·¹ã¹ÃÙ»¢Í§à»ÍÃ�à«ç¹µ�¨Ò¡ÂÍ´¢ÒÂ·Õè¼Ù�¢ÒÂÊÒÁÒÃ¶¢ÒÂä´� ·ÕèÁÍºãË�á¡�¤¹

¡ÅÒ§ËÃ×Í¹ÒÂË¹�Ò·Õè·íÒË¹�Ò·Õèà»�¹¤¹¡ÅÒ§ã¹¡ÒÃ¹íÒ¼Ù�«×éÍáÅÐ¼Ù�¢ÒÂÁÒµ¡Å§«×éÍ¢ÒÂ¡Ñ¹

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)
Ê�Ç¹Å´ (Discounts)

Ê�Ç¹Å´»ÃÔÁÒ³ (Quantity Discounts) à»�¹Ê�Ç¹Å´·Õèà»�¹ í̈Ò¹Ç¹à§Ô¹·Õè¼Ù�¢ÒÂ

ËÑ¡ÍÍ¡¨Ò¡ÃÒ¤Ò·Õè¡íÒË¹´äÇ� à¾×èÍ¡ÃÐµØ�¹ãË�«×éÍã¹»ÃÔÁÒ³ÁÒ¡ËÃ×ÍÊÃ�Ò§¤ÇÒÁÀÑ¡´Õã¹µÃÒÊÔ¹¤�Ò 

«Öè§¡ÒÃãË�Ê�Ç¹Å´»ÃÔÁÒ³ÊÒÁÒÃ¶·íÒä´� 2 áºº ¤×Í

- Ê�Ç¹Å´»ÃÔÁÒ³áººÊÐÊÁ ¤×ÍãË�Ê�Ç¹Å´¨Ò¡¡ÒÃ«×éÍÊÔ¹¤�Òã¹ª�Ç§àÇÅÒã´àÇÅÒË¹Öè§ 

à¾×èÍà»�¹¡ÒÃÊÃ�Ò§¤ÇÒÁÀÑ¡´Õã¹µÃÒÊÔ¹¤�Ò

- Ê�Ç¹Å´»ÃÔÁÒ³áººäÁ�ÊÐÊÁ ¤×Í ¡ÒÃãË�Ê�Ç¹Å´·Õè¤íÒ¹Ç³ãË�¨Ò¡ÂÍ´«×éÍã¹áµ�ÅÐ

¤ÃÑé§ à¾×èÍãË�à¡Ô´¡ÒÃ«×éÍã¹»ÃÔÁÒ³·ÕèÁÒ¡¢Öé¹

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)
Ê�Ç¹Å´ (Discounts)

Ê�Ç¹Å´à§Ô¹Ê´ (Cash Discounts) à»�¹¡ÒÃãË�Ê�Ç¹Å´àÁ×èÍ¼Ù�«×éÍªíÒÃÐà§Ô¹ÀÒÂã¹

¡íÒË¹´àÇÅÒ à¾×èÍãË�¼Ù�«×éÍªíÒÃÐà§Ô¹àÃçÇ¢Öé¹ à»�¹¡ÒÃ»ÃÑºÊÀÒ¾¤Å�Í§¢Í§¼Ù�¢ÒÂ Å´ í̈Ò¹Ç¹Ë¹ÕéÊÔ¹

áÅÐ¤�Òãª� �̈ÒÂã¹¡ÒÃàÃÕÂ¡à¡çºË¹Õé àª�¹

* 1/10, n/30 ËÁÒÂ¤ÇÒÁÇ�Ò ËÒ¡ªíÒÃÐà§Ô¹ÀÒÂã¹ 10 ÇÑ¹ ¹Ñº¨Ò¡ÇÑ¹·Õè»ÃÒ¡¯ã¹ÍÔ¹
ÇÍÂ«� ¨Ðä �́ÃÑºÊ�Ç¹Å´  1% áµ�µ�Í§ªíÒÃÐäÁ�à¡Ô¹ 30 ÇÑ¹ â´ÂäÁ�ä �́ÃÑºÊ�Ç¹Å´

* 2/10, n/30 e.o.m (End of Month) ËÁÒÂ¤ÇÒÁÇ�Ò ËÒ¡ªíÒÃÐà§Ô¹ÀÒÂã¹ 10 ÇÑ¹ 
¹Ñº¨Ò¡ÇÑ¹ÊÔé¹à ×́Í¹·Õè»ÃÒ¡¯ã¹ÍÔ¹ÇÍÂ«� ¨Ðä �́ÃÑºÊ�Ç¹Å´  2% áµ�µ�Í§ªíÒÃÐäÁ�à¡Ô¹ 30 ÇÑ¹ â´Â

äÁ�ä �́ÃÑºÊ�Ç¹Å´
* 3/10, n/30 r.o.g (Receipt of Goods) ËÁÒÂ¤ÇÒÁÇ�Ò ËÒ¡ªíÒÃÐà§Ô¹ÀÒÂã¹ 10 

ÇÑ¹ ¹Ñº¨Ò¡ÇÑ¹ä �́ÃÑºÊÔ¹¤�Ò ¨Ðä �́ÃÑºÊ�Ç¹Å´  3% áµ�µ�Í§ªíÒÃÐäÁ�à¡Ô¹ 30 ÇÑ¹ ¹Ñº¨Ò¡ÇÑ¹ä �́ÃÑºÊÔ¹¤�Ò 

â´ÂäÁ�ä �́ÃÑºÊ�Ç¹Å´

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



3. ¹âÂºÒÂ¡ÒÃãË�Ê�Ç¹Å´áÅÐÊ�Ç¹ÂÍÁãË� (Discounts and Allowances Policy)
Ê�Ç¹Å´ (Discounts)

Ê�Ç¹Å´¡ÒÃ¤�Ò (Trade Discounts) à»�¹Ê�Ç¹Å´·Õè¼Ù�¼ÅÔµ¨�ÒÂãË�¡Ñº¤¹¡ÅÒ§ 

à¾×èÍãË�¤¹¡ÅÒ§·íÒË¹�Ò·Õè·Ò§¡ÒÃµÅÒ´ºÒ§ÍÂ�Ò§á·¹¼Ù�¼ÅÔµ  «Öè§ÇÔ¸Õ¡ÒÃãË�Ê�Ç¹Å´¨Ðãª�¡ÒÃ
Å´áººÅÙ¡â«� (Chain Discount) àª�¹ 20%,10%

Ê�Ç¹Å´µÒÁÄ´Ù¡ÒÅ (Seasonal Discounts) à»�¹Ê�Ç¹Å´·ÕèãË�á¡�¼Ù�«×éÍ·Õè·íÒ¡ÒÃ

«×éÍ¹Í¡Ä´Ù¡ÒÅ¢ÒÂ ËÃ×Í ª�Ç§·Õè¢ÒÂäÁ�´Õ à¾×èÍ¡ÃÐµØ�¹ãË�à¡Ô´¡ÒÃ«×éÍ

¼Ù�¼ÅÔµ ¾�Í¤�Ò»ÅÕ¡

20%200 ºÒ· 160 ºÒ·

¾�Í¤�ÒÊ�§Ê�Ç¹Å´ 20%

ÃÒ¤Ò¢ÒÂãË�¾�Í¤�Ò»ÅÕ¡ 
áÅÐä �́Ê�Ç¹Å´ÍÕ¡ 10%

(200x20%)=160x10%=144 ºÒ·

¹âÂºÒÂ¡ÒÃµÑé§ÃÒ¤Ò (Pricing Policy)



¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒãË�áµ¡µ�Ò§¡Ñ¹ (Discrimination Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒµÒÁËÅÑ¡¨ÔµÇÔ·ÂÒ (Psychological Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒÊíÒËÃÑº¼ÅÔµÀÑ³±�ãËÁ� (New Product Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒÊíÒËÃÑºÊ�Ç¹»ÃÐÊÁ¼ÅÔµÀÑ³±� (Product Mix Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Òà¾×èÍ¡ÒÃÊ�§àÊÃÔÁ¡ÒÃµÅÒ´ (Promotional Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒµÒÁà¢µÀÙÁÔÈÒÊµÃ� (Geographical Pricing Strategy)

PLC



¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒãË�áµ¡µ�Ò§¡Ñ¹ (Discrimination Pricing Strategy)

à»�¹¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒãË�áµ¡µ�Ò§µÒÁÅÑ¡É³ÐËÃ×Í¤ÇÒÁµ�Í§¡ÒÃ¢Í§ÅÙ¡¤�Ò 

«Öè§¤ÇÒÁáµ¡µ�Ò§¢Í§ÃÒ¤Ò¨Ð¢Öé¹ÍÂÙ�¡Ñº»�¨¨ÑÂ·Õèáµ¡µ�Ò§ ´Ñ§¹Õé

¡ÒÃµÑé§ÃÒ¤ÒµÒÁ¡ÅØ�ÁÅÙ¡¤�Ò (Customer Segment Pricing)

¡ÒÃµÑé§ÃÒ¤ÒµÒÁÃÙ»áºº¼ÅÔµÀÑ³±� (Product Form Pricing)

¡ÒÃµÑé§ÃÒ¤ÒµÒÁ·íÒàÅ·ÕèµÑé§¢Í§¼Ù�¢ÒÂ (Location Pricing)

¡ÒÃµÑé§ÃÒ¤ÒµÒÁàÇÅÒ (Time Pricing)

µÑé§ÃÒ¤ÒµÒÁ¡ÒÃá¢�§¢Ñ¹ (Competitor Pricing)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒµÒÁËÅÑ¡¨ÔµÇÔ·ÂÒ (Psychological Pricing Strategy)

à»�¹¡ÒÃµÑé§ÃÒ¤Ò·Õè¤íÒ¹Ö§¶Ö§¤ÇÒÁÃÙ�ÊÖ¡¢Í§¼Ù�ºÃÔâÀ¤µÒÁËÅÑ¡¨ÔµÇÔ·ÂÒ «Öè§ÊÒÁÒÃ¶

áº�§ÍÍ¡ä´� 3 ÃÙ»áºº ¤×Í

¡ÒÃµÑé§ÃÒ¤ÒµÒÁ¤ÇÒÁà¤ÂªÔ¹ (Customary Pricing)¡ÒÃµÑé§ÃÒ¤ÒµÒÁ¤ÇÒÁà¤ÂªÔ¹ (Customary Pricing)

¡ÒÃµÑé§ÃÒ¤ÒàÅ¢¤ÕèËÃ×ÍàÅ¢¤Ù� (Odd or Even Pricing) ¡ÒÃµÑé§ÃÒ¤ÒàÅ¢¤ÕèËÃ×ÍàÅ¢¤Ù� (Odd or Even Pricing) 

¡ÒÃµÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�·ÕèÁÕª×èÍàÊÕÂ§ (Prestige Goods Pricing) ¡ÒÃµÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�·ÕèÁÕª×èÍàÊÕÂ§ (Prestige Goods Pricing) 

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



•µÑé§ÃÒ¤ÒÃÐ´ÑºÊÙ§ (Skimming Pricing)

•µÑé§ÃÒ¤ÒµèíÒËÃ×ÍµÑé§ÃÒ¤Òà¾×èÍà¨ÒÐµÅÒ´ (Penetration Pricing)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒÊíÒËÃÑº¼ÅÔµÀÑ³±�ãËÁ� (New Product Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒÊíÒËÃÑºÊ�Ç¹»ÃÐÊÁ¼ÅÔµÀÑ³±� (Product Mix Pricing Strategy)

•¡ÒÃµÑé§ÃÒ¤ÒÊíÒËÃÑºÊÒÂ¼ÅÔµÀÑ³±� (Product line Pricing) à»�¹¡ÒÃµÑé§ÃÒ¤Ò

µÒÁ¤ÇÒÁáµ¡µ�Ò§¢Í§¢¹Ò´ ¤Ø³ÀÒ¾ ¼ÅÔµÀÑ³±�·Õèãª�Ã�ÇÁ¡Ñ¹ áÅÐµÒÁÃÐ´Ñº¢Í§ÃØ�¹

¢Í§ÊÔ¹¤�Ò

•¡ÒÃµÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�·ÕèàÅ×Í¡«×éÍ»ÃÐ¡Íº¡Ñ¹ËÃ×ÍäÁ�¡çä´� 
•¡ÒÃµÑé§ÃÒ¤Ò·Õèà»�¹¼Å¾ÅÍÂä´�
•¡ÒÃµÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�à»�¹ÊÍ§Ê�Ç¹
•¡ÒÃµÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�¢ÒÂÃÇÁË�ÍËÃ×Í¢ÒÂ¤Çº

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



• µÑé§ÃÒ¤ÒÅ�Íã¨
• µÑé§ÃÒ¤Òã¹à·È¡ÒÅ¾ÔàÈÉ
• µÑé§ÃÒ¤Ò¢ÒÂàª×èÍáºº¤Ô´´Í¡àºÕéÂµèíÒ
• ÊÑ­­ÒÃÑº»ÃÐ¡Ñ¹áÅÐ¡ÒÃãË�ºÃÔ¡ÒÃ
• Å´ÃÒ¤Òà¾×èÍ¡ÒÃÊ�§àÊÃÔÁ¡ÒÃ¢ÒÂ
• µÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�¢ÒÂÃÇÁ¡Ñ¹ËÃ×Í¢ÒÂÃÇÁË�Í
• ¡ÒÃ¤×¹à§Ô¹
• ¡ÒÃ»ÃÐ¡Ñ¹ãË�à§Ô¹¤×¹
• ¡ÅÂØ·¸�¡ÒÃáÊ´§ÃÒ¤Ò¼ÅÔµÀÑ³±�à»�¹µ�ÍË¹�ÇÂ
• ¡ÅÂØ·¸�ÃÒ¤ÒµèíÒ·Ø¡ÇÑ¹

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Òà¾×èÍ¡ÒÃÊ�§àÊÃÔÁ¡ÒÃµÅÒ´ (Promotional Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



• µÑé§ÃÒ¤Ò¼ÅÔµÀÑ³±�Ë¹�ÒâÃ§§Ò¹ ËÃ×Í ³ Ø̈´¼ÅÔµ (F.O.B : Free On Board)
• µÑé§ÃÒ¤ÒÊ�§ÁÍºÃÒ¤Òà´ÕÂÇ (Uniform delivered pricing)
• µÑé§ÃÒ¤ÒµÒÁà¢µ (Zone delivered pricing)
• µÑé§ÃÒ¤Ò¨Ò¡ Ø̈´°Ò¹ (Basing point pricing)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤ÒµÒÁà¢µÀÙÁÔÈÒÊµÃ� (Geographical Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò (Pricing Strategy)

¡ÅÂØ·¸�¡ÒÃµÑé§ÃÒ¤Ò



Product Life Cycle : PLC
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