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MUC TIEU BAI HOC s

v Hiéu ro cdc nhan té anh hudng dén gia: Phan tich dudc cdc yéu td chinh tac
dong dén quyét dinh dinh gid, bao gom chi phi san xuat (gid san), nhan thuc
vé gid tri cua khach hang (gid tran), va gid cda doi thu canh tranh.

v Phan biét cac phuong phap dinh gia: Nam ving va so sdanh cadc phuong
ohap dinh gida co6t 16i nhu dinh gia dua trén chi phi, dinh gid theo Idi nhuan
muc tiéu, dinh gia dua trén gid tri cam nhan cua khach hang, va dinh gia
theo canh tranh.

VW N&am bat cidc chi€n lugec dinh gia chd y&u: M6 tad dudc cac chién ludc dinh
gid gquan trong, dac biét |la chién lugc cho san pham mdi nhu dinh gid hdt
vang (skimming) va dinh gia tham nhap thi trudng (penetration).
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O1 Nhingnhantéanh hudng dén gid

02 Phuong phap dinh gia

03 Chiénludc dinh gia
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Nhiing nhan t6 anh hudng dén gia
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Hay néu 10 tiéu chi ma gid ban mot san pham/dich vu cd thé thé hién?



NHUNG NHAN TO ANH HUGNG GIA

Figure 16.2: Price Should Align with Value
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Missed opportunities

Price = value

Unharvested value
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Medium High
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Vay nhéan té nao can xem xét khi dinh gia san pham?
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Customer Other Internal &
perceptions of | <> External <> Product costs
value considerations
Price ceiling Price floor
No demand above No profits below
this price this price

Source: Philip KOTLER, Gary AMSTRONG (2008), Principle of Marketing, 12" edition, Pearson Education International, Prentice Hall,
p.267
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EXHIBIT 10-3 Typical Changes in Marketing Variables over the Product Life Cycle

~ Market Market Market Sales
introduction growth maturity decline

s

I R

iti Monopoly or Monopolistic  |Monopolistic
m':ieot: . monogqlt:.,slic compotition gﬁ‘;‘:ﬂ";‘on or "
competition or oligopoly - ﬂm towasd
pure competition
Product One or few Variety—try to | All "same” Some drop out
find best Battle of brands
product
Build brand
familiarity
Place Build channels Move toward more -
Maybe selective distribution intensive distribution
Promotion | Build primary Build selective demand >
demand
Pioneering- Informing/Persuading — Persuading/Reminding
informing {frantically competitive
Price Skimming or Meet competition (especially in oligopoly}—»
penetration or, : . . Source: Philip KOTLER
Price dealing and price cutting - g
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GIA BAN

7. LOINHUAN |
‘ »
6. LLai suat ngan hz‘mg Q,{}\\\Q
% 5. Khiu hao tai sidn c6 dinh
"= | |4. Ti€n thué mit bing :
%n 3. Chi phi Marketing
ESlll 2. Tién luong CBCNV

1. Chi phi NVL
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, HOSE HNX GDTT HOSE
< | KLGD: 29,774,092 | GTGD: 639.46 KLGD: 23,223,800 | GTGD: 390.03

\
GDTT HNX UPCOM 39 25 201 44 62 249
Gia chao mua tét nhét Gia chao ban tét

TC [Tran

223 234 21.2 21.2 FLV 1.1 1,034 21.2 718 21.4

CLG 305 32 29 29 55 30 100 304 »1,563;_ Vo1 4322 304 147 305 400
STB 149 156 142 142 2630 143 343 144 4755 145 17,397 V04 119406 145 1397 146 159
VFG 5675 60 55 55 279 555 500 56 54 5 113 V15 1,092 575 600 58 250
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L@ al o2 a1
Cau co gian it Cau co gian nhiéu
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r ) ) % thay d61 trong ludng ciu ]
PO co gian cua . - .

cau theo gia
N y

L% thay doi vé gid

Vi du: Nhu cau giam di 10% khi mot ngudi ban tang gia 2%. D6 co gian
cla nhu cau theo gia la -5 (dau - xac dinh méi tuong quan ngich gita
gia ca va nhu cau).
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P... =S0 cau trén thj truong

-
S O NY eading Innovation (s”mfs UN/G>

I R —" Y
Pzt i LLCD TV Segments
indNorth¥Americal

Pmin - Chi phll
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3C’s model in setting price

High Price Customers’ Competitors’ Costs Low Price
(No possible assessment prices and (No possible
e | i i g
product substitutes
features

Source: Philip KOTLER, Gary AMSTRONG (2008), Principle of Marketing, 12" edition, Pearson Education International, Prentice Hall,
M



CAC PHUONG PHAP PINH GIA

Dinh gia cong chi phi

* Phuong phap dinh gia nay huwdng vao muc
tiéu chi phi va lgi nhuan cta cong ty.

G=Z+m
G:Gia
Trong d6 { Z: Chi phi don vi san pham.

m : Mrc & du kién



CAC PHUONG PHAP PINH GIA

Dinh gia cong chi phi
EXHIBIT 18-2 Example of a Markup Chain and Channel Pricing
Selling price =$§50.00 =100%
al Selling price =$30.00 =100%
Sl pice=52400<100% -
0 Il““““““““'l

Producer Wholesaler Retailer

$50r
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Dinh gia cong chi phi

Gia s’ don B cua anh/chi cao han gia thi truéng 200.000d, hay
néu hai cadch nham diéu chinh gia vé gan gia thi trusng.
(Anh/chi la nha nhap khau)



CAC PHUONG PHAP PINH GIA

Dinh gia theo Ioi nhudn muc tiéu

Doanh thu/ Chi phi Téng doanh thu

(1.000.000) 12 fe---=--=----~ |
Tong chi phi

10

(Lgi nhuan muyc tiéu
— 1 2.000.000 USD

Doanh thu hoa vén <
9.000.000 USD

8

200 400 ” 500 800 1000
San lwong hoa von 600.000 SP

1. Hay tinh gia ban tai diém hoa vdn trong trwdng hop nay?

2. Néu mudn dich chuyén diém hoa von thi DN can lam gi?
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Dinh gid trén cd s cdm nhdn cua khach hang

« Dinh gid dua trén gia tri cam nhan cla ngudi mua vé san pham, chu
khoéng phai chi phi cda ngudi ban.

« Gia tri nay dudc tao thanh dua trén nhiéu yéu té nhu an tucng va thuong
hiéu cong ty (San pham thdi trang, mat bang ban sach, dep, hién dai,

nhan vién ban hang vui vé nhiét tinh).




CAC PHUONG PHAP PINH GIA

Dinh gid trén cd sc canh tranh

Giad dugc xac dinh tuy theo tinh hinh canh tranh trén thi trudng dé dat dudc
muc tieéu kinh doanh.

 Pinh gid theo canh tranh hién hanh (Going-rate).

« Dinh gid dau thau kin (Sealed-bid): Binh gid chu yéu dua vao du doan, cach
dinh gid cua doéi thu canh tranh han la chi phi va cau trén thi trudng.
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Dinh gid cho san pham mdi

Price Skim the cream pricing Price Penetration pricing
Initial / Firm tries to sell
skimming at a high price
price before aiming at
more price- Firm tries to sell the
sensitive whole market at one
consumers low price
Sgecond
price | Penetration  /
ric
i s e
Final | | TN
price : :
| |
| |
| I
| |
| |
Quantity Quantity

Philip Kotler,

Tham nhap thi trucng (penetration) 1994

Chat loc thi trudng (skimming)
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Phan dng cua DN trudc BDTCT

— ——— Khong Gift gi4 hién tai; Tiép tuc

Cé

Giathap anh hwdng xau dén
doanh thu va lot nhuan

Cé Giam gia

Nhitng hanh ddng nao céan Khot go1 gia tri cam nhén

thue hién

Ting chat lwong, ting gia

Gid1 thitu mét hang gia re

Ngudn: Philip Kotler, Gary Amstrong (2008), tai liéu da dan, trang 300
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< Price Equals Something of Value P
List Price Product
Less: Discounts ghygucal good
el ssurance of qua ity
Repair facilities
ol Packaging
Te I I
emporary sales equals Crodit
Less: Allowances Warranty
Trade-ins

Damaged goods Place of delivery or when available

Less: Rebate and coupon value

\Plus: Taxes /

Source: Philip Kotler, 1994
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From
List Price
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