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Price
) (
The
r
e
 
a
r
e
 
a
 
wide
 
v
ari
e
ty
 
of
 
pricing
 
s
t
r
a
t
egies
 
a
v
ailable
 
t
o
 
businesses.
 
B
e
f
o
r
e
 
th
e
y
 
c
an
c
onsider
 
which
 
t
o
 
ado
p
t,
 
businesses
 
mu
s
t
 
t
a
k
e
 
i
n
t
o
 
c
onside
r
a
tion
 
the
 
e
f
f
ects
 
of
 
supply
 
and
demand
 
in
 
the
 
mar
k
e
tplace.
 
This
 
i
n
t
e
r
action
 
of
 
supply
 
and
 
demand
 
is
 
known
 
as
 
the
 
mar
k
e
t
mechanism.
) (
Price
 
t
a
k
e
r
s
) (
The
 
mar
k
e
t
 
mechanism,
 
th
r
ough
 
the
 
i
n
t
e
r
action
 
of
 
supply
 
and
 
demand,
 
will
 
set
 
the
 
price
of
 
p
r
oducts
 
and
 
also
 
d
e
t
ermine
 
the
 
qua
n
tity
 
supplied.
 
The
 
whole
 
mar
k
e
ting
 
mix
 
is
 
used
 
t
o
i
n
fluence
 
the
 
p
a
t
t
ern
 
of
 
demand
 
in
 
the
 
mar
k
e
tplace,
 
so
 
businesses
 
c
an
 
h
a
v
e
 
some
 
c
o
n
t
r
ol
o
v
er
 
price.
 
H
o
w
e
v
e
r
,
 
in
 
cer
t
ain
 
ci
r
cum
s
t
ances,
 
businesses
 
will
 
h
a
v
e
 
t
o
 
acce
p
t
 
the
 
price
 
s
e
t
b
y
 
the
 
mar
k
e
t.
 
This
 
type
 
of
 
business
 
is
 
known
 
as
 
a
 
price
 
t
a
k
e
r
.
 
Acce
p
ting
 
the
 
mar
k
e
t
 
price
(being
 
a
 
price
 
t
a
k
er)
 
is
 
the
 
only
 
o
p
tion
 
under
 
per
f
ect
 
c
omp
e
tition.
) (
P
er
f
ect
 
c
omp
e
tition
 
occu
r
s
 
when
 
g
oods
 
a
r
e
 
undif
f
e
r
e
n
ti
a
t
ed
 
(
c
annot
 
be
 
t
old
 
apart),
 
the
r
e
a
r
e
 
a
 
la
r
g
e
 
number
 
of
 
p
r
oduce
r
s,
 
and
 
bu
y
e
r
s
 
h
a
v
e
 
c
ompl
e
t
e
 
i
n
f
orm
a
tion
 
about
 
wh
a
t
is
 
a
v
ailable
 
on
 
the
 
mar
k
e
tplace.
 
When
 
a
 
g
ood
 
p
r
oduced
 
is
 
indi
s
tinguishable
 
f
r
om
 
the
c
omp
e
tition
 
and
 
the
r
e
 
a
r
e
 
a
 
la
r
g
e
 
number
 
of
 
supplie
r
s,
 
then
 
a
 
situ
a
tion
 
nearing
 
per
f
ect
c
omp
e
tition
 
c
an
 
arise.
 
W
e
 
c
an
 
see
 
near
 
per
f
ect
 
c
omp
e
tition
 
in
 
the
 
mar
k
e
ts
 
f
or
 
some
 
f
r
esh
p
r
oduce
 
(l
e
ttuces,
 
cucumbe
r
s,
 
t
om
a
t
oes
 
e
t
c.).
 
In
 
these
 
ci
r
cum
s
t
ances
 
the
 
p
r
oducer
 
has
 
little
or
 
no
 
c
o
n
t
r
ol
 
o
v
er
 
price,
 
and
 
so
 
mu
s
t
 
acce
p
t
 
the
 
g
oing
 
mar
k
e
t
 
price.
 
The
 
p
r
oducer
 
is
 
a
 
price
t
a
k
e
r
.
) (
Price
 
ma
k
e
r
s
) (
When
 
a
 
business
 
is
 
not
 
a
 
price
 
t
a
k
e
r
,
 
which
 
is
 
the
 
c
ase
 
in
 
the
 
majority
 
of
 
mar
k
e
ts,
 
then
 
it
has
 
the
 
opportunity
 
of
 
using
 
pricing
 
s
t
r
a
t
egies.
 
Not
 
all
 
pricing
 
s
t
r
a
t
egies
 
a
r
e
 
a
v
ailable
 
t
o
all
 
businesses,
 
but
 
the
r
e
 
a
r
e
 
s
till
 
choices
 
t
o
 
be
 
made.
 
Pricing
 
s
t
r
a
t
egies
 
f
all
 
i
n
t
o
 
t
w
o
 
b
r
oad
g
r
ou
p
s:
) (
1.
 
Mar
k
e
t
-orie
n
t
a
t
ed
 
s
t
r
a
t
egies
 
–
 
businesses
 
a
r
e
 
mar
k
e
t
-orie
n
t
a
t
ed
 
when
 
th
e
y
 
p
r
oduce
wh
a
t
 
the
 
mar
k
e
t
 
w
a
n
ts.
 
With
 
r
e
g
a
r
d
 
t
o
 
pric
e,
 
this
 
means
 
th
a
t
 
a
 
mar
k
e
t
-orie
n
t
a
t
ed
business
 
will
 
s
e
t
 
a
 
price
 
a
t
 
the
 
l
e
v
el
 
the
 
mar
k
e
t
 
is
 
willing
 
t
o
 
acce
p
t.
2.
 
Co
s
t
-based
 
s
t
r
a
t
egie
s
 
–
 
businesses
 
a
r
e
 
p
r
oduc
t
-orie
n
t
a
t
ed
 
when
 
th
e
y
 
p
r
oduce
 
g
oods
without
 
in-de
p
th
 
r
e
f
e
r
ence
 
t
o
 
the
 
needs
 
of
 
c
onsume
r
s.
 
With
 
r
e
g
a
r
d
 
t
o
 
price,
 
this
me
ans
 
th
a
t
 
a
 
p
r
oduc
t
-orie
n
t
a
t
ed
 
business
 
will
 
s
e
t
 
a
 
price
 
r
el
a
t
ed
 
t
o
 
the
 
c
o
s
t
 
of
p
r
oducin
g
 
or
 
supplying
 
the
 
p
r
oduct.
)
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Mar
k
e
t
-orie
n
t
a
t
ed
 
pricing
 
s
t
r
a
t
egies
) (
Mar
k
e
t
skimming
) (
Mar
k
e
t
pen
e
t
r
a
tion
) (
P
s
y
chologi
c
al
pricing
) (
Mar
k
e
t
-
orie
n
t
a
t
ed
pricing
) (
Loss
 
leader
pricing
) (
Going
 
r
a
t
e
pricing
) (
De
s
t
r
o
y
er
pricing
) (
The
 
type
 
of
 
s
t
r
a
t
egy
 
used
 
will
 
depend
 
upon
 
se
v
e
r
al
 
f
ac
t
o
r
s.
 
These
 
m
a
y
 
include
 
the
 
type
 
of
p
r
oduct,
 
the
 
p
r
oduct
 
r
an
g
e,
 
e
c
onomic
 
ci
r
cum
s
t
ances,
 
the
 
financial
 
s
t
r
en
g
th
 
of
 
the
 
business
and
 
the
 
l
e
v
els
 
of
 
c
omp
e
tition
 
in
 
the
 
mar
k
e
t.
) (
Mar
k
e
t
 
skimming
) (
Mar
k
e
t
 
skimming
 
means
 
cha
r
ging
 
a
 
high
 
price
 
t
o
 
m
a
ximise
 
p
r
ofits
 
on
 
each
 
i
t
em
 
sold
 
f
or
a
 
limi
t
ed
 
period.
 
The
 
aim
 
is
 
t
o
 
g
ain
 
as
 
much
 
p
r
ofit
 
as
 
possible
 
f
or
 
a
 
n
e
w
 
p
r
oduct
 
while
 
it
r
emains
 
unique
 
in
 
the
 
mar
k
e
t.
 
The
 
ability
 
t
o
 
skim
 
depends
 
on
 
h
a
ving
 
either
 
a
 
t
echnologi
c
al
ad
v
a
n
t
a
g
e
 
or
 
an
 
ad
v
a
n
t
a
g
e
 
based
 
on
 
b
r
and
 
ima
g
e.
 
If
 
t
echnologi
c
al
 
ad
v
a
n
t
a
g
es
 
e
xi
s
t,
 
then
some
 
c
onsu
me
r
s,
 
kn
o
wn
 
as
 
early
 
ado
p
t
e
r
s,
 
a
r
e
 
willing
 
t
o
 
pu
r
chase
 
p
r
oducts
 
so
 
th
a
t
 
th
e
y
 
c
an
be
 
the
 
fi
r
s
t
 
t
o
 
o
wn
 
these
 
p
r
oducts.
 
Digi
t
al
 
w
a
t
ches
 
a
r
e
 
a
 
g
ood
 
e
x
ample
 
of
 
this.
 
When
 
th
e
y
)
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w
e
r
e
 
fi
r
s
t
 
launched,
 
digi
t
al
 
w
a
t
ches
 
m
a
y
 
h
a
v
e
 
sold
 
f
or
 
a
r
ound
 
£500:
 
similar
 
w
a
t
ches
 
t
od
a
y
mig
h
t
 
sell
 
f
or
 
£25.
 
E
ach
 
g
ene
r
a
tion
 
iPhone
 
initially
 
‘
skims’
 
the
 
mar
k
e
t
 
when
 
fi
r
s
t
 
r
eleased.
B
r
and
 
ima
g
e
 
c
an
 
also
 
all
o
w
 
mar
k
e
t
 
skimming
 
t
o
 
occu
r
.
 
P
r
oducts
 
f
r
om
 
b
r
ands
 
such
 
as
Armani
 
or
 
Chanel
 
will
 
be
 
a
t
 
the
 
t
op
 
of
 
the
 
mar
k
e
t
 
price
 
band.
 
Businesses
 
will
 
w
ork
 
ha
r
d
 
t
o
p
r
o
t
ect,
 
d
e
v
elop
 
and
 
inc
r
ease
 
the
 
v
alue
 
of
 
their
 
b
r
and
 
ima
g
e
 
t
o
 
all
o
w
 
skimming
 
s
t
r
a
t
egies
 
t
o
c
o
n
tinue.
) (
Mar
k
e
t
 
pen
e
t
r
a
tion
) (
In
 
this
 
c
ase
 
the
 
objecti
v
e
 
is
 
t
o
 
g
ain
 
mar
k
e
t
 
sha
r
e.
 
It
 
i
n
v
ol
v
es
 
pricing
 
a
 
p
r
oduct
 
a
t
 
a
 
l
o
w
 
l
e
v
el
so
 
th
a
t
 
r
e
t
aile
r
s
 
and
 
c
onsume
r
s
 
a
r
e
 
en
c
ou
r
a
g
ed
 
t
o
 
pu
r
chase
 
the
 
p
r
oduct
 
in
 
la
r
g
e
 
qua
n
tities.
This
 
pricing
 
s
t
r
a
t
egy
 
c
an
 
help
 
e
s
t
ablish
 
b
r
and
 
l
o
y
alty
 
–
 
when
 
the
 
price
 
of
 
the
 
p
r
oduct
 
does
rise
 
f
r
om
 
the
 
initially
 
low
 
l
e
v
el,
 
cu
s
t
ome
r
s
 
will
 
c
o
n
tinue
 
t
o
 
pu
r
chase
 
it.
 
H
o
w
e
v
e
r
,
 
if
 
the
 
price
is
 
s
e
t
 
t
oo
 
l
o
w
,
 
cu
s
t
ome
r
s
 
m
a
y
 
t
a
k
e
 
the
 
vi
e
w
 
th
a
t
 
the
 
p
r
oduct
 
is
 
l
o
w
 
quality
 
and
 
the
r
e
f
o
r
e
th
e
y
 
will
 
not
 
pu
r
chase
 
it
 
in
 
the
 
fi
r
s
t
 
place.
 
Businesses
 
using
 
this
 
policy
 
t
o
 
b
r
eak
 
i
n
t
o
 
a
 
n
e
w
mar
k
e
t
 
m
a
y
 
initially
 
lose
 
r
e
v
enue.
 
If
 
the
 
li
f
e
 
c
y
cle
 
of
 
the
 
p
r
oduct
 
is
 
r
el
a
ti
v
ely
 
short
 
this
 
policy
should
 
be
 
a
v
oided,
 
as
 
the
 
business
 
will
 
not
 
h
a
v
e
 
enough
 
time
 
t
o
 
r
e
c
o
v
er
 
the
 
c
o
s
t
 
of
 
this
s
t
r
a
t
eg
y
.
 
The
r
e
 
mu
s
t
 
be
 
enough
 
time
 
f
or
 
mar
k
e
t
 
sha
r
e
 
t
o
 
g
r
o
w
 
and
 
then
 
the
 
price
 
c
an
 
be
g
r
adually
 
r
aised
 
and
 
the
 
initial
 
c
o
s
t
 
of
 
the
 
pen
e
t
r
a
tion
 
s
t
r
a
t
egy
 
c
an
 
be
 
r
e
c
o
v
e
r
ed.
) (
Going
 
r
a
t
e
 
pricing
) (
F
or
 
ma
n
y
 
small
 
businesses
 
acce
p
ting
 
the
 
cur
r
e
n
t
 
mar
k
e
t
 
pricing
 
s
tructu
r
e
 
is
 
all
 
th
e
y
 
a
r
e
 
able
t
o
 
do.
 
When
 
this
 
is
 
the
 
only
 
op
tion
 
the
r
e
 
is
 
a
 
s
t
r
ong
 
eleme
n
t
 
of
 
being
 
a
 
price
 
t
a
k
e
r
.
 
Th
e
y
mu
s
t
 
sell
 
their
 
g
oods
 
or
 
se
r
vices
 
a
t
 
a
 
price
 
b
r
oadly
 
in
 
line
 
with
 
the
 
price
 
cha
r
g
ed
 
b
y
 
their
c
omp
e
ti
t
o
r
s.
 
Normally
 
as
 
n
e
w
 
e
n
t
r
a
n
ts
 
e
n
t
er
 
the
 
mar
k
e
t,
 
the
 
price
 
cha
r
g
ed
 
will
 
h
a
v
e
 
t
o
 
be
similar
 
t
o
 
th
a
t
 
of
 
the
 
mar
k
e
t
 
leade
r
.
) (
P
s
y
chologi
c
al
 
pricing
) (
Using
 
this
 
s
t
r
a
t
eg
y
,
 
prices
 
a
r
e
 
s
e
t
 
a
t
 
the
 
l
e
v
el
 
th
a
t
 
m
a
t
ches
 
wh
a
t
 
c
onsume
r
s
 
m
a
y
 
e
xpect
 
t
o
p
a
y
.
 
Consume
r
s
 
pe
r
cei
v
e
 
th
a
t
 
th
e
y
 
a
r
e
 
r
eceiving
 
v
alue
 
f
r
om
 
the
 
price
 
paid.
 
F
or
 
e
x
ample,
a
 
p
r
oducer
 
of
 
shirts
 
which
 
has
 
e
s
t
ablished
 
a
 
r
epu
t
a
tion
 
f
or
 
quality
 
and
 
s
tyle
 
w
ould
 
s
e
t
 
a
price
 
w
ell
 
ab
o
v
e
 
wh
a
t
 
a
 
high
 
s
t
r
e
e
t
 
s
t
o
r
e
 
such
 
as
 
Mar
k
s
 
and
 
Spencer
 
mig
h
t
 
cha
r
g
e,
 
e
v
en
though
 
the
 
dif
f
e
r
ence
 
in
 
quality
 
m
a
y
 
be
 
ma
r
ginal.
 
This
 
will
 
help
 
t
o
 
r
ei
n
f
o
r
ce
 
the
 
ima
g
e
 
of
the
 
c
ompa
n
y
 
and
 
will
 
be
 
in
 
line
 
with
 
the
 
ad
v
ertising
 
messa
g
es
 
th
a
t
 
the
 
business
 
has
 
put
 
in
place.
) (
The
 
policy
 
of
 
pricing
 
g
oods
 
ju
s
t
 
a
 
little
 
below
 
a
 
r
ound
 
figu
r
e,
 
such
 
as
 
£19.99,
 
is
 
also
 
an
e
x
ample
 
of
 
p
s
y
chologi
c
al
 
pricing.
 
Businesses
 
using
 
this
 
t
actic
 
hope
 
t
o
 
c
o
n
vince
 
po
t
e
n
tial
pu
r
chase
r
s
 
t
o
 
buy
 
their
 
g
oods
 
in
 
the
 
beli
e
f
 
th
a
t
 
th
e
y
 
a
r
e
 
g
e
tting
 
v
alue
 
f
or
 
mon
e
y
.
)
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Loss
 
leader
 
pricing
) (
This
 
s
t
r
a
t
egy
 
i
n
v
ol
v
es
 
the
 
selling
 
of
 
p
r
oducts
 
a
t
 
a
 
loss,
 
with
 
the
 
e
xpec
t
a
tion
 
th
a
t
 
this
 
will
g
ene
r
a
t
e
 
further
 
sales
 
of
 
some
 
f
orm,
 
els
e
whe
r
e
 
in
 
the
 
business.
 
The
 
additional
 
sales
 
th
a
t
occur
 
will
 
hop
e
fully
 
r
e
c
oup
 
the
 
initial
 
loss
 
and
 
subseque
n
tly
 
ma
k
e
 
a
 
p
r
ofit
 
f
or
 
the
 
business.
The
 
classic
 
e
x
ample
 
of
 
this
 
has
 
been
 
supermar
k
e
ts
 
selling
 
g
oods
 
li
k
e
 
b
r
ead
 
a
t
 
a
 
loss
 
in
o
r
der
 
t
o
 
a
tt
r
act
 
cu
s
t
ome
r
s
 
i
n
t
o
 
their
 
s
t
o
r
es.
 
An
 
inc
r
easingly
 
c
ommon
 
e
x
ample,
 
which
 
is
much
 
mo
r
e
 
c
o
n
t
r
o
v
e
r
sial,
 
is
 
supermar
k
e
ts
 
selling
 
he
a
vily
 
dis
c
ou
n
t
ed
 
beer
 
and
 
wines.
 
Other
e
x
amples
 
of
 
loss
 
leader
 
pricing
 
include
 
f
r
ee
 
mobile
 
phones,
 
whe
r
e
 
p
r
ofits
 
will
 
be
 
made
 
on
line
 
r
e
n
t
als.
 
Mo
s
t
 
mobile
 
phones
 
a
r
e
 
n
o
w
 
sold
 
on
 
a
 
loss
 
leader
 
basis.
) (
De
s
t
r
o
y
er
 
pricing
) (
This
 
is
 
also
 
known
 
as
 
p
r
ed
a
t
o
r
y
 
pricing.
 
This
 
i
n
v
ol
v
es
 
s
e
tting
 
a
 
price
 
l
o
w
 
enough
 
t
o
dri
v
e
 
c
omp
e
ti
t
o
r
s
 
out
 
of
 
the
 
mar
k
e
t.
 
This
 
type
 
of
 
pricing
 
is
 
not
 
only
 
used
 
by
 
the
 
la
r
g
e
s
t
businesses
 
on
 
a
 
n
a
tional
 
s
c
ale,
 
but
 
it
 
c
an
 
also
 
appear
 
in
 
b
a
ttles
 
b
e
t
w
een
 
lo
c
al
 
businesses.
De
s
t
r
o
y
er
 
pricing
 
is
 
of
t
en
 
seen
 
as
 
a
n
ti-
c
omp
e
titi
v
e
 
and
 
the
r
e
f
o
r
e
 
ille
g
al.
 
Mic
r
osoft
 
has
 
been
i
n
v
e
s
ti
g
a
t
ed
 
b
y
 
c
omp
e
tition
 
authorities
 
in
 
the
 
US
 
and
 
Eu
r
ope
 
f
or
 
alle
g
edly
 
using
 
de
s
t
r
o
y
er
pricing
 
s
t
r
a
t
egies
 
th
r
ough
 
the
 
bundling
 
of
 
f
r
ee
 
p
r
og
r
ammes
 
(such
 
as
 
Wind
o
w
s
 
Media
 
Pl
a
y
er)
within
 
its
 
ope
r
a
ting
 
s
y
s
t
ems.
)

 (
Cha
p
t
er
 
4
 
–
 
Price
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
Co
s
t
-based
 
pricing
 
s
t
r
a
t
egies
Businesses
 
which
 
c
once
n
t
r
a
t
e
 
on
 
i
n
t
ernal
 
c
o
s
ts
 
when
 
pricing
 
p
r
oducts
 
a
r
e
 
kn
o
wn
 
as
 
p
r
oduc
t
-orie
n
t
a
t
ed
 
businesses.
 
Pricing
 
s
t
r
a
t
egies
 
used
 
a
r
e
 
based
 
a
r
ound
 
the
 
c
o
s
ts
 
of
 
p
r
oduction.
) (
Co
s
t
 
plus
pricing
) (
Co
s
t
-based
pricing
) (
Full
 
c
o
s
t
pricing
) (
Co
n
tribution
pricing
) (
The
r
e
 
a
r
e
 
th
r
ee
 
main
 
types
 
of
 
p
r
oduc
t
-based
 
pricin
g
,
 
and
 
each
 
uses
 
the
 
c
o
s
ts
 
of
 
p
r
oduction/
supply
 
as
 
the
 
basis
 
of
 
deriving
 
price.
) (
Co
s
t
 
plus
 
pricing
) (
Using
 
this
 
m
e
thod,
 
a
 
p
r
ofit
 
pe
r
ce
n
t
a
g
e
 
is
 
added
 
t
o
 
the
 
a
v
e
r
a
g
e
 
c
o
s
t
 
of
 
p
r
oducing
 
the
 
g
ood.
This
 
is
 
kn
o
wn
 
as
 
adding
 
a
 
mar
k
-up
.
 
The
r
e
f
o
r
e,
 
if
 
the
 
p
r
oduction
 
c
o
s
ts
 
of
 
the
 
g
ood
 
a
r
e
 
£1,
and
 
the
 
business
 
adds
 
a
 
p
r
ofit
 
pe
r
ce
n
t
a
g
e
 
of
 
40%,
 
then
 
the
 
business
 
will
 
sell
 
the
 
g
ood
 
a
t
£1.40.
 
This
 
simple
 
m
e
thod
 
of
 
pricing
 
does
 
h
a
v
e
 
ad
v
a
n
t
a
g
es:
 
fi
r
s
tly
 
chan
g
es
 
in
 
c
o
s
ts
 
c
an
 
be
passed
 
di
r
ectly
 
on
 
t
o
 
the
 
bu
y
er
 
and
 
se
c
ondl
y
,
 
e
v
e
r
y
 
g
ood
 
sold
 
is
 
sold
 
a
t
 
a
 
p
r
ofit.
 
H
o
w
e
v
e
r
,
the
r
e
 
a
r
e
 
disad
v
a
n
t
a
g
es
 
t
oo.
 
Actions
 
of
 
c
omp
e
ti
t
o
r
s
 
a
r
e
 
of
t
en
 
t
o
t
ally
 
igno
r
ed.
 
This
 
c
an
 
lead
t
o
 
loss
 
of
 
sales
 
or
 
loss
 
of
 
p
r
ofits
 
if
 
a
 
higher
 
price
 
c
ould
 
be
 
cha
r
g
ed
 
be
c
ause
 
of
 
little
 
or
 
no
c
omp
e
tition.
 
Als
o
,
 
f
or
 
e
xpor
t
e
r
s,
 
this
 
m
e
thod
 
ma
k
es
 
no
 
all
o
w
ance
 
f
or
 
cur
r
ency
 
chan
g
es
 
th
a
t
will
 
a
f
f
ect
 
the
 
price
 
of
 
g
oods
 
and
 
o
r
der
 
l
e
v
els.
)

 (
Cha
p
t
er
 
4
 
–
 
Price
) (
©
 
W
J
E
C
 
|
 
C
B
A
C
) (
Full
 
c
o
s
t
 
pricing
) (
This
 
is
 
similar
 
t
o
 
c
o
s
t
 
plus
 
pricing
 
but
 
it
 
t
a
k
es
 
the
 
c
once
p
t
 
furthe
r
.
 
N
o
w
 
all
 
the
 
c
o
s
ts
 
of
 
the
business
 
a
r
e
 
t
a
k
en
 
i
n
t
o
 
c
onside
r
a
tion.
 
This
 
means
 
th
a
t
 
each
 
g
ood
 
will
 
bear
 
its
 
p
r
oportion
 
of
o
v
erhead
 
c
o
s
ts
 
such
 
as
 
mar
k
e
ting
 
and
 
admini
s
t
r
a
tion.
 
The
 
ad
v
a
n
t
a
g
es
 
and
 
disad
v
a
n
t
a
g
es
a
r
e
 
similar
 
t
o
 
c
o
s
t
 
plus
 
pricing
 
but
 
the
r
e
 
is
 
the
 
added
 
disad
v
a
n
t
a
g
e
 
of
 
the
 
c
ompl
e
xity
 
of
apportioning
 
o
v
erhead
 
c
o
s
ts.
) (
Co
n
tribution
 
pricing
) (
This
 
is
 
another
 
v
ari
a
tion
 
on
 
the
 
same
 
theme,
 
but
 
in
 
this
 
c
ase
 
price
 
will
 
be
 
based
 
on
 
the
v
ariable
 
c
o
s
ts
 
plus
 
a
 
c
o
n
tribution
 
t
o
w
a
r
ds
 
o
v
erheads
 
and
 
p
r
ofits.
 
This
 
m
e
thod
 
c
an
 
gi
v
e
fl
e
xibility
 
be
c
ause
 
o
r
de
r
s
 
c
an
 
be
 
acce
p
t
ed
 
on
 
a
 
dif
f
e
r
e
n
t
 
c
o
n
tribution
 
basis
 
f
or
 
dif
f
e
r
e
n
t
p
r
oducts.
 
This
 
fl
e
xibility
 
allo
w
s
 
pricing
 
s
t
r
a
t
egies,
 
such
 
as
 
price
 
discrimin
a
tion
 
b
e
t
w
een
dif
f
e
r
e
n
t
 
bu
y
e
r
s,
 
t
o
 
be
 
used.
) (
Criticisms
 
of
 
c
o
s
t
-based
 
pricing
) (
As
 
a
 
r
esult
 
of
 
its
 
p
r
oduc
t
-orie
n
t
a
t
ed
 
app
r
oach,
 
c
o
s
t
-based
 
pricing
 
t
a
k
es
 
no
 
ac
c
ou
n
t
 
of
cu
s
t
ome
r
s’
 
needs
 
or
 
wishes.
 
If
 
prices
 
a
r
e
 
s
e
t
 
t
oo
 
high
 
then
 
sales
 
will
 
inevi
t
ably
 
suf
f
e
r
.
Using
 
these
 
m
e
thods
 
means
 
th
a
t
 
a
 
further
 
inc
r
ease
 
in
 
prices
 
mu
s
t
 
occur
 
as
 
o
v
erheads
a
r
e
 
r
edi
s
tribu
t
ed.
 
Als
o
,
 
when
 
a
 
business
 
p
r
oduces
 
a
 
la
r
g
e
 
r
an
g
e
 
of
 
p
r
oducts,
 
allo
c
a
ting
o
v
erheads
 
is
 
a
 
c
ompl
e
x
 
and
 
time-
c
onsuming
 
p
r
ocedu
r
e.
 
Co
s
t
-based
 
pricing
 
t
a
k
es
 
no
 
ac
c
ou
n
t
of
 
the
 
situ
a
tion
 
in
 
the
 
mar
k
e
tplace
 
and
 
is
 
t
oo
 
rigid
 
when
 
the
 
p
a
t
t
ern
 
of
 
demand
 
chan
g
es.
) (
It
 
c
an
 
s
till
 
be
 
a
r
gued,
 
h
o
w
e
v
e
r
,
 
th
a
t
 
businesses
 
using
 
c
o
s
t
-based
 
pricing
 
m
e
thods
c
once
n
t
r
a
t
e
 
mo
r
e
 
on
 
their
 
s
t
r
en
g
ths
 
and
 
do
 
not
 
w
a
s
t
e
 
time,
 
ene
r
gy
 
and
 
mon
e
y
 
on
 
futile
price
 
w
a
r
s
 
or
 
price-based
 
c
omp
e
tition.
) (
Discussion
 
themes
) (
Explain
 
the
 
dif
f
e
r
ence
 
b
e
t
w
een
 
a
 
price
 
ma
k
er
 
and
 
a
 
price
 
t
a
k
e
r
.
) (
Ide
n
ti
f
y
 
the
 
types
 
of
 
p
r
oducts
 
th
a
t
 
w
ould
 
use
 
pen
e
t
r
a
tion
 
pricing.
) (
'Co
s
t
-based
 
pricing
 
is
 
in
e
f
f
ecti
v
e
 
in
 
t
od
a
y's
 
mar
k
e
tplace.'
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
) (
'
E
f
f
ecti
v
e
 
pricing
 
s
t
r
a
t
egies
 
a
r
e
 
the
 
be
s
t
 
w
a
y
 
t
o
 
win
 
cu
s
t
ome
r
s.'
 
Discuss
 
this
 
s
t
a
t
eme
n
t.
)
