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1. Product (Naﬂﬁm“ﬁ)
2. Price (51A1)
3. Place (¥99N199A21%118)
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mimﬂmmmuﬂumnm‘li (Cost-Plus Pricing)
mimﬁmmmﬂmmmnmmamu (Value-Based Pricing)
m'immmmumiumwu (Competition-Based Pricing)
mssanmuumaizana (Penetration Pricing)
mssanauuunnails (Skimming Pricing)
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2. saimawmsuisna (Seasonal Pricing)
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