	Cost-plus pricing

	This is where the cost of producing each unit is calculated, and then a percentage profit is added to this unit cost to arrive at the selling price.



	Skimming pricing

	This is a pricing strategy for a new product, designed to create an up-market, expensive image by setting the price at a very high level. It is a strategy often used for new, innovative or high-tech. products, or those which have high production costs which need recouping quickly.



	Penetration pricing

	This is a pricing strategy for a new product, designed to undercut existing competitors and discourage potential new rivals from entering the market. The price of the product is set at a low level in order to build up a large market share and a high degree of brand loyalty. The price may be raised over time, as the product builds up a strong brand-loyalty.



	Loss Leaders

	Loss leader or leader is a product sold at a low price (at cost or below cost) to stimulate other, profitable sales.



	Psychological pricing 

	Psychological pricing is a marketing practice based on the theory that certain prices have a psychological impact. The retail prices are often expressed as "odd prices": a little less than a round number, e.g. £19.99
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