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5. nagvnasiagn (Product Set Pricing) :
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6. NamIsIANanisdudsuni1snaln (Promotion Pricing) :
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7. nagvasimuanannangnan (Pricing by Type of

Customers) :
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8. ﬂﬂﬂﬂéﬂﬂﬁ‘lﬁlgﬁﬁ"]ﬂ’nmuwﬂ’ﬂﬂﬁﬂ (Decoy Effect) :
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