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2. WHAT Are SoME SIMILARITIES AND DIFFERENCES BETWEEN SKIMMING PRICING, PRESTIGE PRICING, AND ABOVE-MARKET

PRICING STRATEGIES ARE FUNDAMENTAL COMPONENTS OF MARKETING AND BUSINESS SUCCESS, INFLUENCING HOW PRODUCTS ARE
POSITIONED IN THE MARKETPLACE, PERCEIVED BY CONSUMERS, AND ULTIMATELY, HOW PROFITABLE THEY ARE. AMONG THESE
STRATEGIES, SKIMMING PRICING, PRESTIGE PRICING, AND ABOVE-MARKET PRICING ARE NOTABLE FOR THEIR UNIQUE APPROACHES TO
SETTING PRICES, TARGETING DIFFERENT CUSTOMER SEGMENTS, AND ACHIEVING SPECIFIC BUSINESS OBJECTIVES. \WHILE THEY SHARE
THE COMMON GOAL OF MAXIMIZING REVENUE AND MARKET POSITIONING, EACH STRATEGY EMPLOYS DISTINCT PRINCIPLES,
TACTICS, AND PSYCHOLOGICAL APPEALS. (UNDERSTANDING THEIR SIMILARITIES AND DIFFERENCES ENABLES BUSINESSES TO SELECT
AND TAILOR THE MOST EFFECTIVE PRICING APPROACH ALIGNED WITH THEIR BRAND IMAGE, PRODUCT LIFECYCLE, AND TARGET
AUDIENCE.

UNDERSTANDING SKIMMING PRICING

DeriNITION AND CORE PRINCIPLES

SKIMMING PRICING, OFTEN REFERRED TO AS PRICE SKIMMING, INVOLVES SETTING AN INITIALLY HIGH PRICE FOR A NEW OR
INNOVATIVE PRODUCT. THIS APPROACH AIMS TO “SKIM” MAXIMUM REVENUE FROM SEGMENTS WILLING TO PAY A PREMIUM BEFORE
GRADUALLY LOWERING PRICES TO ATTRACT MORE PRICE-SENSITIVE CUSTOMERS. THE CORE IDEA IS TO CAPITALIZE ON EARLY
ADOPTERS’ WILLINGNESS TO PAY MORE, RECOVER DEVELOPMENT COSTS QUICKLY, AND CREATE A PERCEPTION OF EXCLUSIVITY.

Key CHARACTERISTICS

HIGH INITIAL PRICE AT PRODUCT LAUNCH

e GRADUAL PRICE REDUCTIONS OVER TIME
® TARGETING EARLY ADOPTERS AND INNOVATORS
e UTILIZED WHEN DEMAND AMONG EARLY USERS IS INELASTIC

® EFFECTIVE FOR TECHNOLOGICALLY ADVANCED OR INNOVATIVE PRODUCTS

ADVANTAGES AND DISADVANTAGES

o ADVANTAGES:
o MAXIMIZES SHORT-TERM PROFITS FROM EARLY ADOPTERS
o HELPS RECOVER HIGH DEVELOPMENT COSTS QUICKLY

o CREATES A PERCEPTION OF HIGH QUALITY AND EXCLUSIVITY



o DISADVANTAGES:
o POTENTIAL ALIENATION OF PRICE-SENSITIVE CUSTOMERS
o RISk OF COMPETITORS ENTERING AT LOWER PRICES

o REQUIRES CAREFUL TIMING FOR PRICE REDUCTIONS

UNDERSTANDING PRESTIGE PRICING

DeriNITION AND CORE PRINCIPLES

PRESTIGE PRICING, ALSO KNOWN AS PREMIUM PRICING, INVOLVES SETTING A HIGH PRICE TO REFLECT THE LUXURY, EXCLUSIVITY,
OR SUPERIOR QUALITY OF THE PRODUCT OR BRAND. UNLIKE SKIMMING, WHICH IS OFTEN DRIVEN BY PRODUCT LIFECYCLE
CONSIDERATIONS, PRESTIGE PRICING AIMS TO REINFORCE THE PERCEPTION OF HIGH STATUS AND DESIRABILITY AMONG CONSUMERS
WILLING TO PAY A PREMIUM FOR BRAND REPUTATION AND SOCIAL SIGNALING.

Key CHARACTERISTICS

o CONSISTENTLY HIGH PRICES TO MAINTAIN BRAND IMAGE

® FOCUS ON PERCEIVED VALUE RATHER THAN COST-PLUS PRICING

® TARGETS AFFLUENT CONSUMERS SEEKING STATUS AND EXCLUSIVITY
e OFTEN ASSOCIATED WITH LUXURY BRANDS AND HIGH-END PRODUCTS

® RELIES HEAVILY ON BRANDING, PACKAGING, AND MARKETING TO REINFORCE PERCEPTION

ADVANTAGES AND DISADVANTAGES

o ADVANTAGES:
o ENHANCES BRAND PRESTIGE AND PERCEIVED QUALITY
o CREATES HIGH PROFIT MARGINS PER UNIT

o FOSTERS CUSTOMER LOYALTY BASED ON STATUS

o DISADVANTAGES:



o LIMITED MARKET SIZE DUE TO HIGH PRICES
o SUSCEPTIBLE TO ECONOMIC DOWNTURNS AFFECTING LUXURY SPENDING

o REQUIRES CONSISTENT BRAND MANAGEMENT AND MARKETING EFFORT

UNDERSTANDING ABOVE-MARKET PRICING

DeriNniTION AND CORE PRINCIPLES

ABOVE-MARKET PRICING ENTAILS SETTING PRICES HIGHER THAN THE PREVAILING MARKET RATE FOR SIMILAR PRODUCTS OR
SERVICES. THIS STRATEGY IS OFTEN EMPLOYED WHEN A COMPANY OFFERS DIFFERENTIATED OR SUPERIOR FEATURES, QUALITY, OR
BRAND VALUE THAT JUSTIFY A PREMIUM. THE GOAL IS TO POSITION THE PRODUCT AS A HIGH-VALUE OFFERING AND TARGET
CONSUMERS WILLING TO PAY MORE FOR PERCEIVED ADDED BENEFITS.

Key CHARACTERISTICS

e PRICES ARE ABOVE THE STANDARD MARKET RATE
® EMPHASIZES PRODUCT DIFFERENTIATION AND ADDED VALUE
® TARGETS CONSUMERS WHO ASSOCIATE HIGHER PRICES WITH BETTER QUALITY

e OFTEN USED FOR SPECIALIZED, NICHE, OR LUXURY SEGMENTS

REQUIRES EFFECTIVE COMMUNICATION OF UNIQUE SELLING PROPOSITIONS

ADVANTAGES AND DISADVANTAGES

o ADVANTAGES:
o HIGHER PROFIT MARGINS
o POSITIONS THE PRODUCT AS PREMIUM OR EXCLUSIVE

o CAN ESTABLISH A PERCEPTION OF SUPERIOR QUALITY OR INNOVATION

o DISADVANTAGES:
o LIMITED CUSTOMER BASE DUE TO HIGHER PRICES

o RISk OF LOSING SALES TO COMPETITORS WITH LOWER PRICES



o REQUIRES STRONG BRANDING AND PERCEIVED VALUE JUSTIFICATION

SIMILARITIES AMONG THE PRICING STRATEGIES

Focus oN V ALUE PERCEPTION

ALL THREE STRATEGIES™SKIMMING, PRESTIGE, AND ABOVE"MARKET ——CENTER AROUND THE CONCEPT OF PERCEIVED VALUE. THeY
AIM TO INFLUENCE CONSUMER PERCEPTIONS OF QUALITY, EXCLUSIVITY, OR INNOVATION TO JUSTIFY HIGHER PRICES. W/ HETHER
THROUGH INITIAL HIGH PRICING (SKIMMING), ONGOING BRAND POSITIONING (PRESTIGE)/ OR VALUE DIFFERENTIATION (ABOVE‘
MARKET), EACH STRATEGY LEVERAGES CONSUMER PSYCHOLOGY THAT ASSOCIATES PRICE WITH QUALITY OR STATUS.

TARGETED CUSTOMER SEGMENTS

EACH APPROACH TAILORS ITS AUDIENCE:
® SKIMMING TARGETS EARLY ADOPTERS WILLING TO PAY A PREMIUM FOR NOVELTY
® PRESTIGE PRICING APPEALS TO AFFLUENT CONSUMERS SEEKING EXCLUSIVITY

® ABOVE-MARKET PRICING ATTRACTS CONSUMERS WHO VALUE SUPERIOR FEATURES OR STATUS

THIS FOCUS ALLOWS BUSINESSES TO OPTIMIZE THEIR MARKETING EFFORTS AND CONCENTRATE RESOURCES ON SPECIFIC
SEGMENTS.

POTENTIAL FOR HIGH MARGINS

BY SETTING HIGHER PRICES, THESE STRATEGIES OFTEN ENABLE FIRMS TO ACHIEVE HIGHER PROFIT MARGINS PER UNIT, ASSUMING
THEY CAN JUSTIFY THE PREMIUM AND MAINTAIN SALES VOLUME WITHIN THEIR TARGET SEGMENTS.

BRAND IMAGE AND POSITIONING

ALL THREE STRATEGIES INFLUENCE BRAND PERCEPTION:
® SKIMMING CAN CREATE AN AURA OF INNOVATION AND LEADERSHIP
® PRESTIGE PRICING ENHANCES A LUXURY OR HIGH-STATUS BRAND IMAGE

® ABOVE-MARKET PRICING POSITIONS THE PRODUCT AS SUPERIOR OR EXCLUSIVE

THIS POSITIONING CAN BE VITAL FOR LONG-TERM BRAND EQUITY DEVELOPMENT.



DIFFERENCES AMONG SKIMMING, PRESTIGE, AND ABOVE-MARKET PRICING

OBJECTIVES AND STRATEGIC Focus

o SKIMMING PRICING: PRIMARILY AIMS TO MAXIMIZE EARLY REVENUES AND RECOVER DEVELOPMENT COSTS, OFTEN USED
DURING PRODUCT LAUNCH PHASES.

o PRESTIGE PRICING: FOCUSES ON MAINTAINING AN IMAGE OF LUXURY, EXCLUSIVITY, AND HIGH QUALITY OVER TIME,
CONSISTENT HIGH PRICING REINFORCES BRAND PRESTIGE.

® ABOVE-MARKET PRICING: SEEKS TO DIFFERENTIATE THE PRODUCT THROUGH SUPERIOR FEATURES OR PERCEIVED VALUE,
POSITIONING IT AS A PREMIUM CHOICE WITHIN THE MARKET.

PRrRICING TIMING AND FLEXIBILITY

® SKIMMING PRICING: INVOLVES AN INITIAL HIGH PRICE THAT IS SYSTEMATICALLY REDUCED AS THE PRODUCT MATURES AND
COMPETITION INCREASES.

® PRESTIGE PRICING: GENERALLY MAINTAINS STABLE HIGH PRICES TO SUSTAIN BRAND PERCEPTION; PRICE CHANGES ARE RARE
AND DELIBERATE.

® ABOVE-MARKET PRICING: CAN BE FLEXIBLE AND ADJUSTED BASED ON MARKET FEEDBACK, COMPETITION, AND PERCEIVED
VALUE; OFTEN INVOLVES ONGOING PREMIUM POSITIONING.

MARKET Size AND CUSTOMER BASE

o SKIMMING PRICING: T ARGETS NICHE SEGMENTS WILLING TO PAY A PREMIUM EARLY ON, EXPANDING TO BROADER MARKETS
LATER.

o PReSTIGE PRICING: CATERS TO A SMALLER, AFFLUENT CUSTOMER BASE THAT VALUES STATUS AND EXCLUSIVITY.

o ABOVE-MARKET PRICING: AIMS AT CONSUMERS WHO SEEK HIGH-QUALITY OR INNOVATIVE FEATURES, OFTEN WITHIN
SPECIALIZED OR LUXURY MARKETS.

PsyCHOLOGICAL AND BRAND IMPLICATIONS

® SKIMMING PRICING: CREATES A PERCEPTION OF INNOVATION, LEADERSHIP, OR CUTTING-EDGE TECHNOLOGY.

o PRESTIGE PRICING: REINFORCES LUXURY, EXCLUSIVITY, AND STATUS, OFTEN RELYING HEAVILY ON BRANDING AND
AESTHETIC APPEAL.

e ABOVE-MARKET PRICING: CONVEYS THAT THE PRODUCT OFFERS SUPERIOR VALUE OR FEATURES, JUSTIFYING ITS HIGHER
COST.



Risk FACTOrRS AND CHALLENGES

o SKIMMING PRICING: RISk OF ALIENATING PRICE-SENSITIVE CUSTOMERS AND INVITING COMPETITORS TO ENTER AT LOWER
PRICES.

o PRESTIGE PRICING: \VULNERABLE TO ECONOMIC DOWNTURNS AND BRAND

FREQUENTLY ASkeD QUESTIONS

WHAT IS SKIMMING PRICING , AND HOW DOES IT DIFFER FROM PRESTIGE PRICING?

SKIMMING PRICING INVOLVES SETTING A HIGH INITIAL PRICE FOR A NEW PRODUCT TO MAXIMIZE PROFITS FROM EARLY
ADOPTERS, THEN GRADUALLY LOWERING IT. PRESTIGE PRICING, ON THE OTHER HAND, SETS A HIGH PRICE TO ENHANCE THE
PERCEIVED PRESTIGE AND LUXURY STATUS OF A PRODUCT, APPEALING TO STATUS-CONSCIOUS CONSUMERS.

How DO ABOVE-MARKET PRICING STRATEGIES COMPARE TO SKIMMING AND
PRESTIGE PRICING?

ABOVE-MARKET PRICING INVOLVES SETTING PRICES HIGHER THAN COMPETITORS TO POSITION A PRODUCT AS PREMIUM OR
EXCLUSIVE. UNLIKE SKIMMING, WHICH TARGETS EARLY ADOPTERS WITH HIGH PRICES TEMPORARILY, ABOVE-MARKET
PRICING MAINTAINS HIGH PRICES TO REINFORCE A PRODUCT’'S LUXURY STATUS OVER TIME, SIMILAR TO PRESTIGE PRICING.

\WHAT ARE THE MAIN SIMILARITIES BETWEEN SKIMMING, PRESTIGE, AND ABOVE-
MARKET PRICING?

ALL THREE STRATEGIES INVOLVE SETTING HIGHER-THAN-AVERAGE PRICES TO POSITION A PRODUCT AS PREMIUM OR
EXCLUSIVE, AIMING TO ATTRACT SPECIFIC CUSTOMER SEGMENTS AND ENHANCE BRAND PERCEPTION.

How DO SKIMMING PRICING AND PRESTIGE PRICING DIFFER IN THEIR TARGET
AUDIENCES?

SKIMMING PRICING TARGETS EARLY ADOPTERS AND PRICE-INSENSITIVE CONSUMERS WILLING TO PAY MORE AT LAUNCH,
WHILE PRESTIGE PRICING APPEALS TO CONSUMERS SEEKING STATUS AND EXCLUSIVITY, OFTEN REGARDLESS OF THEIR
WILLINGNESS TO PAY HIGH PRICES.

IN TERMS OF MARKETING OBJECTIVES ;, WHAT DO SKIMMING, PRESTIGE, AND ABOVE-~
MARKET PRICING AIM TO ACHIEVE?

THEY AIM TO ESTABLISH A PREMIUM BRAND IMAGE, MAXIMIZE SHORT-TERM PROFITS, AND REINFORCE THE PRODUCT’S
EXCLUSIVITY AND DESIRABILITY AMONG TARGET CONSUMERS.



CAN A COMPANY USE BOTH SKIMMING AND PRESTIGE PRICING SIMULTANEOUSLY?

YES, A COMPANY CAN EMPLOY SKIMMING PRICING DURING A PRODUCT LAUNCH TO MAXIMIZE EARLY PROFITS AND THEN
SHIFT TO PRESTIGE PRICING TO MAINTAIN A LUXURY IMAGE ONCE THE PRODUCT IS ESTABLISHED.

\W/HAT ARE THE POTENTIAL RISKS ASSOCIATED WITH ABOVE-MARKET PRICING?

RISKS INCLUDE ALIENATING PRICE-SENSITIVE CUSTOMERS, REDUCING SALES VOLUME, AND ATTRACTING COMPETITORS
WHO MAY UNDERCUT THE HIGH PRICES OR OFFER SIMILAR PERCEIVED VALUE AT LOWER COSTS.

How DOES CONSUMER PERCEPTION INFLUENCE THE EFFECTIVENESS OF PRESTIGE
PRICING?

CONSUMERS OFTEN ASSOCIATE HIGH PRICES WITH HIGHER QUALITY AND EXCLUSIVITY, MAKING PRESTIGE PRICING
EFFECTIVE IF THE BRAND CONSISTENTLY DELIVERS ON ITS LUXURY IMAGE, OTHERWISE, IT MAY LEAD TO SKEPTICISM AND
REDUCED DEMAND.

\WHAT ROLE DOES MARKET COMPETITION PLAY IN CHOOSING BETWEEN SKIMMING ,
PRESTIGE, AND ABOVE~MARKET PRICING?

MARKET COMPETITION INFLUENCES THESE STRATEGIES; HIGHLY COMPETITIVE MARKETS MAY LIMIT THE FEASIBILITY OF HIGH
PRICING STRATEGIES, WHILE LESS COMPETITIVE MARKETS ALLOW BRANDS TO MAINTAIN PREMIUM OR ABOVE-MARKET
PRICES MORE EASILY.

\WHEN IS IT MOST APPROPRIATE FOR A COMPANY TO USE ABOVE-MARKET PRICING?

ABOVE-MARKET PRICING IS MOST EFFECTIVE WHEN A PRODUCT IS POSITIONED AS A LUXURY OR EXCLUSIVE ITEM, THE
BRAND HAS STRONG PERCEIVED VALUE, AND THE TARGET MARKET VALUES STATUS AND PRESTIGE OVER PRICE
SENSITIVITY.

ADDITIONAL RESOURCES

PRICING STRATEGIES

INTRODUCTION

IN THE COMPLEX WORLD OF MARKETING AND SALES, PRICING STRATEGIES SERVE AS CRITICAL TOOLS THAT INFLUENCE
CONSUMER PERCEPTION, DEMAND, AND ULTIMATELY, A COMPANY'S PROFITABILITY. AMONG THE MULTITUDE OF
APPROACHES, SKIMMING PRICING, PRESTIGE PRICINGI AND ABOVE-MARKET PRICING STAND OUT AS PROMINENT METHODS
THAT BUSINESSES DEPLOY TO POSITION THEIR PRODUCTS EFFECTIVELY. WHILE THESE STRATEGIES SHARE THE COMMON
GOAL OF MAXIMIZING REVENUE AND MARKET POSITIONING, THEY EXHIBIT DISTINCT CHARACTERISTICS, TARGET DIFFERENT
CUSTOMER SEGMENTS, AND ARE APPLIED UNDER VARYING CIRCUMSTANCES.



IN THIS COMPREHENSIVE REVIEW, WE'LL DELVE DEEP INTO EACH OF THESE PRICING STRATEGIES, EXPLORING THEIR
DEFINITIONS, MECHANISMS, IDEAL SCENARIOS, AND HOW THEY COMPARE AND CONTRAST WITH ONE ANOTHER. By
UNDERSTANDING THEIR SIMILARITIES AND DIFFERENCES, BUSINESSES CAN MAKE INFORMED DECISIONS ABOUT WHICH
APPROACH ALIGNS BEST WITH THEIR OBJECTIVES, TARGET AUDIENCE, AND PRODUCT LIFECYCLE.

UNDERSTANDING THE PRICING STRATEGIES

SKIMMING PRICING

DerINITION AND CONCEPT

SKIMMING PRICING, OFTEN REFERRED TO AS “PRICE SKIMMING,” IS A STRATEGY WHERE A COMPANY SETS A HIGH INITIAL
PRICE FOR A NEW OR INNOVATIVE PRODUCT. THE PRIMARY GOAL IS TO “SKIM” MAXIMUM REVENUE FROM SEGMENTS
WILLING TO PAY A PREMIUM BEFORE GRADUALLY LOWERING THE PRICE TO ATTRACT MORE PRICE-SENSITIVE CUSTOMERS.

MECHANISM

- HiGH INITIAL PRICE: WHEN A PRODUCT IS LAUNCHED, IT IS PRICED SIGNIFICANTLY ABOVE THE MARKET AVERAGE.

- GRADUAL Price RebucTIONs: OVER TIME, AS DEMAND FROM EARLY ADOPTERS DIMINISHES, THE PRICE IS LOWERED
SYSTEMATICALLY.

- TARGET MARKETS: INITIALLY AIMED AT EARLY ADOPTERS, INNOVATORS, OR THOSE LESS SENSITIVE TO PRICE.

- REVENUE MAXIMIZATION: THIS APPROACH CAPTURES HIGH MARGINS UPFRONT, ESPECIALLY WHEN DEMAND IS INELASTIC.

IDEAL SCENARIOS

- W/HEN A PRODUCT IS INNOVATIVE OR HAS A UNIQUE FEATURE.

- W/HEN PATENT PROTECTION OR EXCLUSIVITY LIMITS COMPETITION.

- W/HEN THE COMPANY AIMS TO RECOVER R§D COSTS QUICKLY.

- W/HEN THE MARKET SEGMENT IS WILLING TO PAY A PREMIUM INITIALLY.
ADVANTAGES

- MAXIMIZES SHORT-TERM PROFITS.

- HELPS RECOVER DEVELOPMENT COSTS RAPIDLY.

- SIGNALS A PREMIUM OR INNOVATIVE PRODUCT IMAGE.

- CREATES A PERCEPTION OF HIGH QUALITY OR EXCLUSIVITY.
DISADVANTAGES

- MAY DETER POTENTIAL CUSTOMERS IF THE INITIAL PRICE IS TOO HIGH.

- RISkS ATTRACTING COMPETITORS WHO CAN ENTER THE MARKET AT LOWER PRICES.
- CAN RESULT IN INVENTORY BUILDUP IF DEMAND DROPS FASTER THAN ANTICIPATED.

PRESTIGE PRICING

DerINITION AND CONCEPT



PRESTIGE PRICING, ALSO KNOWN AS “PREMIUM PRICING/“ IS A STRATEGY WHERE PRICES ARE SET HIGHER THAN THE
MARKET AVERAGE TO CONVEY EXCLUSIVITY, LUXURY, OR SUPERIOR QUALITY. THE CORE IDEA IS THAT HIGHER PRICES
THEMSELVES CAN ENHANCE PERCEIVED VALUE AND PRESTIGE.

MECHANISM

- CONSISTENTLY HIiGH PRICING: PRICES REMAIN HIGH, AND THE PRODUCT IS POSITIONED AS A LUXURY OR STATUS
SYMBOL.

- PERCEPTION OF QUALITYZ CONSUMERS ASSOCIATE HIGH PRICES WITH SUPERIOR QUALITY, CRAFTSMANSHIP, OR
EXCLUSIVITY.

- BRAND IMAGE Focus: THE EMPHASIS IS ON BUILDING AND MAINTAINING A PRESTIGIOUS BRAND IMAGE RATHER THAN
COMPETING ON PRICE.

IDEAL SCENARIOS

- \WHEN TARGETING AFFLUENT OR STATUS-CONSCIOUS CONSUMERS.

- FOR LUXURY GOODS LIKE DESIGNER APPAREL, WATCHES, OR HIGH-END AUTOMOBILES.
- \WHEN BRAND REPUTATION AND PERCEPTION ARE CRITICAL.

- \WHEN THE PRODUCT’S VALUE IS HEAVILY BASED ON EXCLUSIVITY.

ADVANTAGES

- ENHANCES BRAND IMAGE AND PERCEIVED VALUE.

- CREATES A SENSE OF EXCLUSIVITY AND DESIRABILITY.
- HIGHER MARGINS PER UNIT SOLD.

- LESS PRICE SENSITIVITY AMONG TARGET CUSTOMERS.

DISADVANTAGES

- LIMITED CUSTOMER BASE DUE TO HIGH PRICES.
- RISk OF BEING PERCEIVED AS OVERPRICED IF QUALITY DOES NOT MATCH PRICE.
- REQUIRES CONSISTENT BRANDING EFFORTS TO MAINTAIN PRESTIGE.

ABOVE-MARKET PRICING

DeFINITION AND CONCEPT

ABOVE-MARKET PRICING INVOLVES SETTING PRICES ABOVE THE PREVAILING MARKET RATES FOR SIMILAR PRODUCTS OR
SERVICES. THIS STRATEGY IS OFTEN USED WHEN A PRODUCT OFFERS SUPERIOR FEATURES, BRAND PRESTIGE, OR OTHER
DIFFERENTIATING FACTORS THAT JUSTIFY A HIGHER PRICE POINT.

MECHANISM

- PREMIUM POSITIONING: THE PRODUCT IS POSITIONED AS SUPERIOR OR MORE DESIRABLE THAN COMPETITORS.
‘JUSTIFICATION OF HIGHER PRICE: THROUGH QUALITY, FEATURES, OR BRAND REPUTATION.

- MARKET DIFFERENTIAL: THE FIRM ACCEPTS A POTENTIALLY SMALLER VOLUME OF SALES IN EXCHANGE FOR HIGHER
MARGINS.

IDEAL SCENARIOS

- WHEN A PRODUCT HAS CLEAR ADVANTAGES OVER COMPETITORS.

- FOR BRANDS THAT HAVE ESTABLISHED A STRONG REPUTATION.

- WHEN THE TARGET MARKET VALUES FEATURES OR ATTRIBUTES THAT JUSTIFY HIGHER PRICES.

- IN NICHES WHERE CONSUMERS ARE WILLING TO PAY MORE FOR PERCEIVED BETTER QUALITY OR SERVICE.



ADVANTAGES

- HIGHER PROFIT MARGINS.

- DIFFERENTIATES THE PRODUCT FROM COMPETITORS.

- ATTRACTS CUSTOMERS SEEKING QUALITY OR EXCLUSIVITY.
- SUPPORTS PREMIUM BRAND POSITIONING.

DISADVANTAGES

- POTENTIALLY LIMITS SALES VOLUME.
- RISKS ALIENATING PRICE-SENSITIVE CONSUMERS.
- CAN BE CHALLENGED BY COMPETITORS OFFERING SIMILAR FEATURES AT LOWER PRICES.

COMPARATIVE ANALYSIS: SIMILARITIES AND DIFFERENCES

(UNDERSTANDING THE NUANCES OF THESE STRATEGIES REQUIRES EXAMINING THEIR CORE SIMILARITIES AND DIFFERENCES
ACROSS VARIOUS DIMENSIONS.

SIMILARITIES

- MARKET POSITIONING: ALL THREE STRATEGIES AIM TO INFLUENCE CONSUMER PERCEPTION. SKIMMING EMPHASIZES
INNOVATION AND EXCLUSIVITY, PRESTIGE FOCUSES ON LUXURY AND STATUS, AND ABOVE-MARKET TARGETS SUPERIOR
VALUE OR FEATURES.

- ReveNUE GoALS: EACH SEEKS TO MAXIMIZE REVENUE, WHETHER THROUGH HIGH INITIAL PRICES, PREMIUM PERCEPTION, OR
JUSTIFIED ABOVE~-AVERAGE PRICES.

- BRAND IMAGE IMPACT: THEY ALL SIGNIFICANTLY IMPACT BRAND PERCEPTION—FEITHER BY SIGNALING INNOVATION,
LUXURY, OR SUPERIOR QUALITY.

- APPLICATION IN PREMIUM SEGMENTS: ALL STRATEGIES ARE OFTEN EMPLOYED IN PREMIUM OR LUXURY MARKETS,
ALTHOUGH THEY SERVE DIFFERENT PURPOSES WITHIN THOSE SEGMENTS.

- PRICING FLEXIBILITY: THEY REQUIRE CAREFUL MANAGEMENT OF PRICE POINTS TO BALANCE PERCEIVED VALUE WITH
MARKET ACCEPTANCE.

DIFFERENCES

| ASPECT | SKIMMING PRICING | PRESTIGE PRICING | ABOVE-MARKET PRICING |

[ e |-mmmmm e |--mmmmm e |

| MAIN OBJECTIVE | MAXIMIZE SHORT-TERM PROFITS FROM EARLY ADOPTERS | BUILD AND SUSTAIN AN IMAGE OF
LUXURY/EXCLUSIVITY | JUSTIFY HIGHER PRICES THROUGH SUPERIOR FEATURES OR BRAND REPUTATION

| PRICING APPROACH | HIGH INITIAL PRICE, THEN GRADUAL REDUCTION | CONSISTENTLY HIGH PRICES TO MAINTAIN
PRESTIGE | PRICES SET ABOVE MARKET AVERAGE BASED ON PRODUCT DIFFERENTIATION |

| TARGET AUDIENCE | INNOVATORS, EARLY ADOPTERS, LESS PRICE-SENSITIVE | AFFLUENT, STATUS-CONSCIOUS
CONSUMERS | CONSUMERS VALUING QUALITY, FEATURES, OR BRAND PRESTIGE |

| MARKET Focus | RECOVER COSTS QUICKLY, PENETRATE NICHE MARKETS | MAINTAIN EXCLUSIVITY, REINFORCE BRAND
STATUS | PROFITABILITY THROUGH HIGHER MARGINS, NICHE DOMINANCE |

| Risk FACTORS | ALIENATING PRICE-SENSITIVE CUSTOMERS, COMPETITION | OVERPRICING, ERODING PERCEIVED VALUE
LIMITED SALES VOLUME; MARKET ENTRY BARRIERS FOR COMPETITORS |

| LiIFECYCLE SUITABILITY | NEW PRODUCT LAUNCHES, INNOVATIVE TECH | ESTABLISHED LUXURY BRANDS, MATURE
LUXURY PRODUCTS | DIFFERENTIATED PRODUCTS WITH UNIQUE FEATURES OR BRANDING



ReaL-\W oORLD EXAMPLES AND APPLICATIONS

SKIMMING PRICING IN ACTION

- TECHNOLOGY INDUSTRY: W/HEN APPLE LAUNCHES A NEW IPHONE, THEY OFTEN SET A HIGH INITIAL PRICE TARGETING
EARLY ADOPTERS WHO ARE WILLING TO PAY FOR THE LATEST FEATURES. AS THE PRODUCT MATURES AND DEMAND FROM
EARLY ADOPTERS WANES, PRICES ARE GRADUALLY REDUCED TO APPEAL TO A BROADER CUSTOMER BASE.

- PHARMACEUTICALS: NEW DRUGS OFTEN ENTER THE MARKET AT HIGH PRICES TO RECOUP R D INVESTMENTS QUICKLY,
ESPECIALLY IF PATENT PROTECTION ENSURES LIMITED COMPETITION.

PRESTIGE PRICING IN PRACTICE

- LUuxurY BrRANDS: Louis VUITTON MAINTAINS HIGH PRICES FOR HANDBAGS, EMPHASIZING CRAFTSMANSHIP AND
EXCLUSIVITY.

- W ATCHES ANDJE\X/ELRYZ RoLEx AND PATEK PHILIPPE SET PRICES THAT REFLECT THEIR BRAND PRESTIGE, WITH
CUSTOMERS PERCEIVING THEIR PRODUCTS AS STATUS SYMBOLS.

ABOVE-MARKET PRICING EXAMPLES

- SPECIALIZED ELECTRONICS: BRANDS LIKE BANG € OLUFSEN OFFER AUDIO EQUIPMENT PRICED HIGHER THAN AVERAGE
MARKET OFFERINGS, JUSTIFIED BY SUPERIOR SOUND QUALITY AND DESIGN.

- AUTOMOTIVE INDUSTRY: MERCEDES-BENZ AND BMW/ OFTEN PRICE THEIR VEHICLES ABOVE COMPARABLE MODELS TO
REINFORCE THEIR PREMIUM STATUS.

CHooSING THE RIGHT STRATEGY: FACTORS TO CONSIDER

DECIDING BETWEEN THESE PRICING STRATEGIES DEPENDS ON MULTIPLE FACTORS:

- ProDUCT LIFECYCLE STAGE: SKIMMING IS SUITED FOR NEW, INNOVATIVE PRODUCTS; PRESTIGE AND ABOVE-MARKET
PRICING ARE MORE APPLICABLE TO ESTABLISHED LUXURY OR DIFFERENTIATED PRODUCTS.

- TARGET MARKET: UNDERSTANDING THE BUYING BEHAVIOR AND PRICE SENSITIVITY OF THE TARGET AUDIENCE IS
CRUCIAL.

- BRAND POSITIONING: WHETHER THE GOAL IS TO BE PERCEIVED AS INNOVATIVE, LUXURIOUS, OR PREMIUM AFFECTS THE
CHOICE.

- COMPETITIVE LANDSCAPE: THE LEVEL OF COMPETITION AND MARKET SATURATION INFLUENCES PRICING DECISIONS.

- CoST STRUCTURE: THE COMPANY'S COSTS AND DESIRED PROFIT MARGINS ALSO DETERMINE FEASIBLE PRICING
STRATEGIES.

CoNcCLUSION

\W/HILE SKIMMING PRICING, PRESTIGE PRICING, AND ABOVE-MARKET PRICING SHARE THE OVERARCHING OBJECTIVE OF
REVENUE MAXIMIZATION AND INFLUENCE OVER CONSUMER PERCEPTION, THEY SERVE DISTINCT STRATEGIC PURPOSES AND
ARE APPLIED IN DIFFERENT CONTEXTS. SKIMMING FOCUSES ON CAPTURING HIGH VALUE FROM EARLY ADOPTERS DURING



PRODUCT LAUNCH, PRESTIGE EMPHASIZES CREATING AND MAINTAINING A LUXURIOUS BRAND IMAGE THROUGH HIGH PRICING,
AND ABOVE-MARKET STRATEGIES LEVERAGE PRODUCT DIFFERENTIATION TO JUSTIFY PREMIUM PRICES.

UNDERSTANDING THESE NUANCES ALLOWS BUSINESSES TO CRAFT TAILORED PRICING APPROACHES ALIGNED WITH THEIR

MARKET OBJECTIVES, PRODUCT OFFERINGS, AND BRAND IDENTITY. W/HETHER AIMING TO RECOVER RETD cosTs SWIFTLY,
ELEVATE BRAND STATUS, OR COMMAND A PREMIUM BASED ON SUPERIOR FEATURES, SELECTING THE RIGHT STRATEGY IS

ESSENTIAL FOR SUSTAINABLE SUCCESS.

ULTIMATELY, THE CHOICE AMONG THESE STRATEGIES IS A REFLECTION OF A COMPANY'S POSITIONING, TARGET MARKET
AND LONG-TERM VISION — A DECISION THAT, WHEN EXECUTED EFFECTIVELY, CAN SIGNIFICANTLY INFLUENCE MARKET
SHARE, PROFITABILITY, AND BRAND PERCEPTION.
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