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mﬁ%ﬁmmmﬁunumnﬁﬂﬁ (Cost-Plus Pricing)
mié'lv’asmmmﬂmmﬁgnﬁmmaﬁu (Value-Based Pricing)
MR IUY IV (Competition-Based Pricing)
mssanmuumaizana (Penetration Pricing)
msdannuuunnastls Skimming Pricing)
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