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*s*Specialty Product * Exclusive distribution
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W lg11gnIsMKUATIAT (Pricing Policy)

. SZTAUIMMUAAIA Meet the market price
. 5$ﬁui1ﬂ1gaﬂ'§mmﬂ Above the market price

. 52AUTINAINIINAIA Under the market price

* One Price Policy AoIedlNlA

- Flexible price Policy 1930917 laaiiainan

(Discount)
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. AIUAANIM Trade discount anlrinuNa1g
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. @INanNY3 MMM IBONIN Quantity discount
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1. AUNUAINTIN (Total Fixed Cost : TFC)
2. AUNUAUIS3IN (Total Variable Cost : TVC)
3. AUNUIIN (Total Cost : TC)
4. ﬁuﬂu!ﬂaﬂ (Average cost : AC)

4.1 AUNUAINIDAY (AFC) 4.2 Aunurumilsinag (AVC)

4.3 Aunuae (AC)
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N. NISNINUASTIANTBRITIUANFISTUATLAN

1. NITAIFIATLLLUINLANN (Mark up pricing)

1.1 mﬁrﬁfqmmmnmnﬁunu (Cost plus Pricing)

1.2 N19A991ANAINGIANTERUAT (Markup on

Selling Pricing)

1.3 N1FANSIANAILIGUINLNNLLLANLT (Mark up

Chain)



. NIFATUIUTIANUBI AR

1. NISATINUATIANLAYIBFAULINLNN A998l
(Simplified Cost-Plus Method)

2. NISATUITUTIANTNL LAY IBAIUUINLNNAN

ﬁunumaﬂ (Cost-Plus Method Using Average

Cost Curve)
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1. MSAITIATBUVUANLNS (Mark up pricing)
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(Price = TC + Markup) LLH::'JJ’Jﬂ-”ﬂﬂi&TH'r]IMﬂmLUG TVC %38 (Price = TVC + Mark up)
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1.2 MIN95IMINTIMNETHAT (Markup on Selling Pricing)

v A

M98 USENNAUNUNBOFHA TN UNDVIY 45 VIN ADHUIY D1009N1TTIN
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‘]J'Jﬂ!ﬁll 10% 91D 1A1U8 ﬂ%ﬁﬂﬂﬁ”lﬁl!ﬂﬁ’lﬂ‘ﬂﬂﬂ!ﬁﬂﬂ
ANTANWITE F1A118 ﬁwquﬁuﬁwﬁmﬂ + RIRUINANG NS
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(Mark up Chain)

AUNU 2T UM =Y AUNU30 N = NU  AUNYU 37.5 VN =N

90% 80% 60%
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=3 UM =7.50 YN =25 U

31A1V8 30 VN 31V8 37.50 VN 1MUY 62.50 VN

(27/90)x100 (30/...)x100 (.../...)x100
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1. mInunaIIalagAdaInuINtiaag19dne (Simplified Cost-Plus Method) tilsns

A3 EIIAN @quw;v'iaﬂwmLsﬁ“’auﬂL'ﬁmﬁﬂvlfa'ﬁ AaINTTIL MASIEVE

@228 UTHN l,m'{1ﬁﬁa"lﬁﬁhmi*’ll,l,a'ﬂmwm:'ﬂ“mqﬁulumwﬁ@ﬂmauLﬁauﬁﬁhumtﬂu

1731 600,000

U uaztFodrloanalunisuiaidounenunanduinwiw - 100,000 LN

FINTDHAAFUAT LA 1,000 Tu @95 AINFITEITIA8 lstdasnsm ks 30% VDIAUT

ﬁmq 1323

ﬁuﬂuﬁaﬂﬂuﬂ

TR

= @IAnAY + fusan + ala3ne lwnsuae

600,000 + 100,000

TC/Q = 700,000 v /1,000 T
700 17"

AC + Mark up = 700 + (30% a4 700)
00 + 210

910 UINFaTH




2. MIMUIUNMNYIALITAIUUINANDINAUN N AL

(Cost-Plus Method Using Average Cost Curve)

AFC
TFC
AVC
TVC
AC

TC

Q

Average Fixed Cost

Total Fixed Cost

Average Variable Cost

Total Variable Cost

Average Cost
Total Cost

Quantity
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5,000 85,000
10,000 90,000
15,000 95,000
20,000 100,000
25,000 105,000
30,000 110,000

35,000 115,000

40,000 120,000

45,000 125,000
5,000 130,000
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NagNENIINIHUATIAI Pricing Strategy

d 3'1

1.ﬂﬁ§ﬂﬁﬂ1§ﬂﬂ‘§1ﬂ1g\‘l(8kim the Cream Pricing)
d y o

2. NAYNENIIANIINIA (Penetration Pricing)

q g.’J a\
RE NAUNBEN1IPNIINIGNNIAH (Premium Pricing)
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4. ﬂﬂgﬂﬁﬂ]ﬁﬂ\‘i§1ﬂ1w\|@d’@!ﬁ§3~lﬂ15§]11"iﬂ]ﬂ

(Promotional Pricing)
1) MIMHUUATIAUTIININE (Psychological Pricing)
2) muruasInnuaigs1, (Price Lining)
3) MIMHHATIANAINAIMIU (Unit Pricing)
4) mﬁél”aﬂmamud@% (Loss Leader Pricing)
5) masanauitesluTomaiity (Special Event Pricing)
6) MIAUIIUAA (Cash Rebate)
7) mslEgelusanentDas (Low Interest Financing)

8) M35V NHIazUIMS (Warranty and Service)
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