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Chapter 1
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Price

ek

PEEERER . FZNHFPRE
Bt i, AEMN EMN, 2l £
M EANTERT £ Dot K h
5BEFEEKWBAN GhBiE
ERETE MG RYED K
LT FEAEREARA,



L ARIAE |

. skimming price R& FEEMM; RISMH &
skim[skim], 24 3], & “ BBOR & R E 24 89
B, T skimming R ERIFHI | B2 &, 53
BBt R ) 2 0 S D RERR o 3 o SR S 5 R P E — T
B d N BT, B A S AR R R S Bt
&, BN b v To T X F, (15 o R R 4, R
BEBEKATBZFIIE, skimming price BI#§“]” R &
BRI Z M,

. market price T}
HRETS LRSS TREE IR E NN,

. flexibility in the price structure M {fir {8431

flexibility[ fleksa'briat1 ], ¥4, price structure W A
BRI IBE”, flexibility in the price structure
THHERE R 2R E RS E RN &A=,

structure[ 'straktfa-], 254,

. price ceiling ffHfr EFR, M &

ceiling[ 'sitig], JRI§“ R A" ; 518 R« LIR”, 2%
JR 45 22 78 b T T ) O v R PR, S ST Y
A price floor——FARHT AL TR ; floor JR B 4 “ H#
2



",

. basis price &t
basis( 'besis], Z i, basis price && 8 3 & H {th [f H7
BRI E

. competitive price EH MK

competitive[ kam'petativ], R “ T FHER ", LEILES
REBRFHENIN, —IMRBET G LSHMRA
KRBT, MR EF 2B THRMEK T
%,

. price war M A&ER

&R HEW ARG &K, NtER, EAN,
TEBH M KE, KANBK, HREEXSKF
FEFHEMRR, BN AEE S, TRt S E
TR, war, BF,

. loaded price Fff ¥R A&

loaded, H LM Y. X A4 i8] 245 o B R th 7
REP AR B H R E R A F R S A IR 55 (R
PR DS, BUE ZHE R R, T
EMEEEARAGHE,

. cost price E NI RN E
cost, A FEBE . XA~ Bl 16 77 A AR BRI AE el
3



oAt 28 M 2 BTHI A 72 A Mo 535, cost price
W] AERE S KR — B BT B A 2R BT AT RS, SRR A Y
1%”0

10. invoice price REEM#E
invoice[ 'invors], X 5 W HE, “KEME R RE
MR RBICERNE LR AN,

11. mark up/advance/increase SKff
REGRMHRERE, SEFHRNEEEE L
oy B AT HES G I, X =R 4 BT 2 4594,
BN a mark-up/advance/ increase in price,

12. mark down/fall/cut E{f
%215 The price goes down. “REAN B, BT H
bR AR AR R A B, X LRl T X 2 1A A,
A a mark-down/fall/cut in price,

= B 1

XEANANELHBEBATMEHEEB) A
BN ENFHREL, T HAHRSF,

A: I really think this price is too high. A price has to be
based on costs and the profit you want.
4



KRELGAAZIMERS, HER ZRE AL
RAT 8 B AT

: I know. But pricing has to be based on what cus-
tomers want too, which differs from place to place
and time to time.

Kb, ERINELAURBENEEZ AR, HIX
HEZR LR Eikd R,

: Yes; experience shows that the same product is
priced differently in different markets. But why so
much higher in this market?

R, REZ2B RABR AL ATRGTIHLALE
FRGHE, PAHZAZIANTHELZILH?

: There are many rich people i this area, so a skim-
ming price is OK — and even needed, because they
think only a high price means a good product.
BENRRE SRABA FIURRSAHITHE, £ 5
TR L ZE, B ARITIAARA N4 5K
RAFE S,

: But the market prices for other similar products are
much lower. Buyers will notice the flexibility in the
price structure, and buy from other comparues.
PAEREEFSRGTHRARKT RS, BWEXL2ES
A LG ER HRBMERAENE G F 0,

: I don’t think so. I think the others will have to raise
their price ceiling to make customers believe their

products are as good as ours.



KT TE A, RAKE ISR AR S04 89
TR, R BUE AR AE A AT 69 F db Fe AT 89 — AESTF

oz R i
experience shows that... ZRBER-----

XA IR RN T RIAR ARG RIKEW
B WL A1 SE PR 2250 T 3, BN A 3200 i A8 e R,
B X P T AR R L 1 think (RS AR Ko YA
VMR TT. AL A BEEE R -

It’s well-known that.. (well known, ﬁﬁ)]" %ﬂﬁ’])
It’s common knowledge that... (common knowledge, #-

iR)
B ICEh
1. high [hai] a. B#. R XIFH low[lo],
2. be based on... {K#§----- g Bleeeees B ¥RE, base, N
A, “FF PZEERANEIBH AN on ]
A upon X,

3. cost [kost] n. B4 ;8
6



4. profit ['prafit] n. Flif

5. differ ['difa] v. F, MIH HE A differ from
(with)...—f1---« AFE, X differ from place
to place UL “(FF)F T 7", differ from time
to time MR (FH)FER TR,

. area ['erre] n. K

. mean [min] v. Bg;F - ZEX

. notice [ 'notis] v. EK

. raise [rez] ». I E; B, WLFTHT A,
5 : raxse one’s voice( A PLIH s £ MK HIE) .
raise one’s eyebrow(3% /8 ; B KHRIF ) . raise a smile
(BFARE)F

10. be sure about... BATE -

11. make customers believe fiFiE #8015, make K {H &

i, 5 REEIRIE 3,

O 0 N ™

0\

Your Turn—1ZRY

&z 7z oz

I #a%E

AT B2 A R (AB) X7 7= fl i A B 2 78 9
WL, R RS R R RETE, B BRI RS,
EEAERE ERIL.

A: I suggest a high price for our new product.



B

I

: I agree with you This is a hightech product that
takes time and money to develop. It’s necessary for
us to raise the price limit.

2.

: I've made an investigation into the products of our
competitors. Their quality 1sn’t as good as ours.
Also, there is little difference in prices between dif-
ferent brands.

3.

: That’s right. The current prices for other similar
products in the market are low. Qur products are
especially designed for the growing number of rich
people.

4,

: We will make big profits before we meet any real

competition.

BLES

1. i “HEE R ABF,”

She said, your hand if you know the
answer. "
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CHEEHEB)LT R R 2 —/ Tk,
Snake Alley is located in Wan-hwa, one of the oldest

in Taipei.

. B Jenny M Jill BIHGR, (HRMATL-F AT G4
HEEHRARE,
Though Jenny and Jill are sisters, they

each other on almost everything.

B BRAIH AT 6 SRR AR T S R A A AR
RIETSE

Our marketing policies are usually on

market reports and customer reactions.

CERKEREAEFIFBIMAH LM IBIET.
Mrs. Wang was very angry because her husband

didn’t her new hairstyle.

. X JRUORE R AR AR AR
The of the materials for these prod-

ucts is very low.

R ARE?
Whatdoyou 7

RRAERBERAFZHOMIR



People can see a lot of imported toys

ZE Answers:

Ans. (1)

1. a skimming price

2. The price ceiling

3. flexibility 1n the price structure

4. The market price

Ans. (2)

1. Raise 2. areas

3. differ from 4. based

5. notice 6. cost

7. mean 8. on the market
£ B 1

—HNF(A)XFOEEHB) T E LN
BB E UL T RS E;BEXHN
MAE K E ST A RARMR?

A: You know, I think 1t’s smart to stay with the same
low price. Your customers will be pleased.
KANAlR R AR AGNEELR AR, Ky
10



FERRHEY,
: We think that the basis price should stay low. It’s
wrong to raise prices just because market demand is
going up fast.
AAVAAH R R BB AR, TRE AT
0 E RESAMRAEN A,
: Right. With such competitive prices, your regular
customers will buy only from you, and I'm sure
you'll get a lot of new customers.
B, B A6 4 A, R4 2 £ L R A RN
K, O ERBERNTELRI L SOHBE,
: I'm just afraid we might start a price war. The big-
ger companies might lower their prices to try to take
our customers away, and close us down.
R RN A KT — 3 M, KA 38 TiAaME K
Ak, e KAV GG FE 45k, & E L KAV,
: If later they try to compete with you by lowering
therr prices, I think the consumers would know they
had loaded prices before, and would feel cheated.
4o RAATE — % F A T Fe RATES R G, AN &
HHAIEXEN) RGN HIITE2E, R
/eI,
: Well, I don’t think the consumers would know un-
less someone tells them.
R EKTIAREFEL2NGINE R, IR
AR K,

11



3, % ii R

TR

I’m just afraid that... B > &1 1 KRR
afraid[o'fred], EMH . AL, EHAEPF B H BB
f-eeee”, M that J5 1 BTG R HEEE A EEEW,
RUREHFR FRETEFAE"WEHOH, AHE
RALR A FIRDH NS ERH No, TR K IER
BOPEER, [ XA

My fear is that...

My only hesitation is that... (hesitation, S¢&,)

ECAH

1. smart [smart] adj. FBBARY
2. stay [ste] v. RIBFERFE;FH
3. pleased [plizd] ady. B3%E; WENBLMY., XFE
1A 7 3 A please—“BUBE, S HG %" ML X 4
1A,
4. market demand 39K . demand [di'meend], 7
BbR 2, F R OR BRI R
12




