Theory and Applications
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Marketina Manaacement Theorv and Anblications




IEUFS(E EE J &Y -

—~ BN EEH

® {Erg(price) lIE R
oz B THEESMETANENEE
oEER NEERMMNKE (8 -HFH K

i ﬁﬁ 7J'X1g
-

JEEHEATHE 'fbrhiﬁ-ldj

(non-monetary sacrifice) (monetary sacrifice)
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o JNEY & (&% (markup pricing)
* AX ZN AN AX (markup on cost)

WZSJINEY  {E4% = BAIRRAS + (BAIRA x MRES L)

B AR50 ~ MAK20% - [BIRFR~

$50 + ($50x 0.2) = $50 + $10 = $60 = Fi|= -




The University of Chicago
and MIT tested 3 prices
for a women's clothing
item: $34, $39 and $44.

There were more
sales at the price

Biggest number of $39 than at either
of sales of the other prices.




