
Pricing policy andstrategies
(MARKETING 

MANAGEMENT)

You don’t sell through price. 

You sell  the price.



Meaning and Role ofPricing

• Pricing is one of the most important 
elements of  the marketing mix

• Price is the marketing variable that can be  
changed most quickly

• The price of a product may be seen as a 
financial  expression of the value of that 
product

• The concept of value can therefore be 
expressed  as:

(Perceived) VALUE = (perceived) BENEFITS -(perceived) 

COSTS



List Price – For What customer pays?

• Includes:
Physical good/service  

Assurance of quality  

Repair facilities  

Packaging

Credit  Warranty  

Delivery



Pricing objectives

1. Profit Oriented objectives

a. Maximising profit.

b. Achieving a target return.

2. Sales Oriented objectives

a. Increasing sales volume

b. Increasing or maintaining market share

3. Status Quo Oriented objectives

a. Stabilizing the prices

b. Meeting the competition

c. Consumers’ paying capacity



Factor affecting pricing

• Fixed and variable costs.

• Competition

• Company objectives

• Proposed positioning strategies.

• Target group and willingness to pay



Pricing policy

The policy of a company or business that 

guides  the price setting of its goods and 

services that  are offered for sale.



Pricing Strategy

• Pricing strategy refers to method 

companies  use to price their products or 

services.

• The price of the products and services are 

set  on the basis their expenses

• They add on a certain percentage so they 

can  make a profit.

• There are several different pricing 

strategies to  fulfil their objectives



Types of pricingstrategy

1. Penetration Pricing

2. Skimming Pricing

3. Competition Pricing

4. EconomyPricing

5. Bundle Pricing(Combo)

6. PsychologicalPricing

7. Premium Pricing

8. One price policy

9. Discounting Pricing

10. Discriminatory Pricing

11. Promotional Pricing

12. Product line Pricing



1. PENETRATION PRICING



Penetration pricing is a pricing strategy 

where the price of a product is initially set 

low to rapidly reach a wide fraction of the 

market and initiate word of mouth. The 

strategy works on the expectation that 

customers will switch to the new brand 

because of the lower price.



2. SKIMMING PRICING



Price skimming is a pricing strategy in 

which a marketer sets a relatively high 

initial price for a product or service at 

first, then lowers the price over time. It is 

a temporal version of price 

discrimination/yield management. It 

allows the firm to recover its sunk 

costs quickly before competition steps in 

and lowers the market price.



3. COMPETITION PRICING



Competitive pricing is the process of 

selecting strategic price points to best take 

advantage of a product or service based 

market relative to competition. This pricing 

method is used more often by businesses 

selling similar products, since services can 

vary from business to business, while the 

attributes of a product remain similar. This 

type of pricing strategy is generally used 

once a price for a product or service has 

reached a level of equilibrium, which 

occurs when a product has been on the 

market for a long time and there are many 

substitutes for the product.



4. ECONOMY PRICING



A valuation technique which assigns a 

low price to selected products. Economy 

pricing is widely used in the retail food 

business for groceries such as canned 

and frozen goods sold under generic food 

brands where marketing and production 

costs have been kept to a minimum.



5.BUNDLE PRICING



In a bundle pricing, companies sell a package or 

set of goods or services for a lower price than they 

would charge if the customer bought all of them 

separately. Common examples include option 

packages on new cars, value meals at restaurants 

and cable TV channel plans.



6. PSYCHOLOGICALPRICING



Psychological pricing (also price 

ending, charm pricing) is a pricing and 

marketing strategy based on the theory that 

certain prices have a psychological impact. 

Retail prices are often expressed as "odd 

prices": a little less than a round number



7.PREMIUM PRICING



Practice in which a product, such as high-end 

perfumes, jewelry, clothing, or cars, is sold at 

a price higher that that of competing brands to give 

it snob appeal through an aura of 'exclusivity.' Also 

called image pricing or prestige pricing.



8. ONE PRICEPOLICY



A pricing strategy in which the same price is offered 

to every customer who purchases the product under 

the same conditions. A one price policy may also 

mean that prices are set and cannot be negotiated 

by customers.



9. DISCOUNTING PRICING



A valuation approach where items are sometimes 

initially marked up artificially but are then offered 

for sale at what seems to be a reduced cost to 

the consumer. For example, a retail store 

business might offer discount pricing on all of its 

apparel items for a limited time period in order to 

attract new customers and boost sales.



10. DISCRIMINATORY PRICING



Price discrimination is a pricing strategy 

that charges customers different prices for 

identical goods or services according to 

certain criteria. In pure price 

discrimination, the seller/provider will 

charge each customer the maximum 

price they are willing to pay.



11. PROMOTIONAL PRICING



Price promotions or promotional pricing is 

the sales promotion technique which involves 

reducing the price of a product or services in 

short term to attract more customers & 

increase the sales volume.



12. PRODUCT LINE PRICING



Pricing is one of the most important elements of the 

marketing mix and has the greatest effect on 

whether the strategy is successful. Product line 

pricing is a pricing strategy used to sell different 

products in the same range at different price points 

based on features or benefits.



Setting PricingPolicy

1. Selecting the pricing objective

2. Determining demand

3. Estimating costs

4. Analyzing competitors’ costs, prices, and offers

5. Selecting a pricing method

6. Selecting final price



CONCLUDINGREMARKS




