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ABOUT US 
 
Anujjindal.in is an educational platform to help students prepare for some of the most 
competitive and esteemed government examinations in India. 
Set-up in 2016 as an online education platform, providing guidance for the following 
examinations 
 
- RBI Grade B 
- SEBI Grade A 
- NABARD Grade A & B 
- UPSC Management 
- UGC NET JRF Paper 1 
- UGC NET JRF Paper 2 (Commerce & Management) 
- CTET & DSSSB 
 
The company has an impressive  YouTube outreach of 1.20 Lakh Subscribers. 
We also publish books on UGC NET JRF, RBI, SEBI & NABARD examinations. 
The aim is to help increase access of education using high-end technology, while 
maintaining excellence in quality of education. 
The company combines the two most important factors behind a successful education 
System - Access & Quality using it to create a portal that is unparalleled.  







 
 


KEY BENEFITS OF OUR COURSES 


 


 


 


 


 


 


 


 


 


 


Our course structure includes a lot of perks that are otherwise 
unavailable elsewhere. 


It is a comprehensive guide to help you crack the paper & secure your 
dream position. 


 
 


We provide personal solutions all queries using a Telegram group wherein Anuj 
Jindal himself will clarify your doubts. 


 
We curate the learning strategies of past year toppers to help you learn from the success 


of the best 
 


	







 
 


Pricing Strategies: 
	


 


	


	
	


	


Selecting the Pricing Objectives: 
• The company first decides where it wants to position its market offerings.  
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Determining Demand: 


			 	
Price Sensitivity: 


• Customers are less price sensitive to low-cost items or items they buy infrequently, 
there are few substitues, the higher prices are justified, price is only a small part of 
the total cost of maintaining the product. 


• Internet has potential to increase price sensitivity. 
	


 Estimating Demand Curves:  


• Most Companies attempt to measure their demand curves using several different 
methods like survey, price experiments and statistical analysis.      


	
Price elasticity of Demand: 


	


• The	degree	of	responsiveness	of	demand	due	to	change	in	prices	of	commodities	is	
known	as	price	elasticity	of	demand.	


• The	higher	the	elasticity,	the	greater	volume	growth	resulting	from	a	1	percent	price	
reduction.	


• Price	Elasticity	depends	upon	the	magnitude	and	direction	of	the	contemplated	price	
change.	
	


Estimating Costs: 
	


Types of Costs and Levels of production: 
• To price intelligently, management should know how to vary prices with levels 


of production. 
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Accumulate Production: 
• The decline in the average costs with accumulated production experience is 


called experience curve or learning curve. 
 


Target Costing:  
• Costs can also change as a result of a concentrated effort by designers, 


engineers and purchasing agents to reduce through target costing. 
	


	


 Analyzing Competitor’s Costs, Prices and Offers  
	


• The firm must take competitor’s costs, prices and possible price reactions into 
account. Company will have to research the competitor’s current financial 
situation, recent sales, customer loyalty and corporate objectives. 


• The introduction or change of any price can provoke a response from 
customers, competitors, distributors, suppliers and government. 


 


 


 


 


 


 


 


 


 


 


 







 
 


  Selecting a Pricing Model: 


	
	
	


Mark-up Pricing :                                                                  In 
this, a standard markup is added to the product's cost.                                                                      
Example : Assume manufacturer wants to earn a 20% 
markup on sales.                                                          
Markup price = Unit cost/ (1-desired return on sales)                                                                
= 16/(1-0.2)                                                                             = 
Rs20 


Target-Return Pricing :                                                         In 
this, a firm determnes the price that yields its target rate 
of return.                                                                                                   
Example : Investment = Rs 1 million in the business and 
wants to set a price to earn a 20% ROI, that is Rs 200,000                                                                   
Target Price = Unit Cost + Desired Return x invested 
capital / Unit Sales                                                                                                         
= 16+ 0.02x 100,000/50000                                                    
=  Rs 20 


Perceived-Value Pricing :                                       Perceived 
Value is made up of a host of inputs, such as the buyer's 
image of the product performance, the channel 
deliverables, the warranty quality, customer supprt, 
supplier's reputation, trustworthiness.


Value Pricing :                                                            Winning 
loyal customers by charging a fairly low-price for a high 
quality offering. It is a matter of reengineering to 
become a low-cost producer without sacrificing quality.                                                       
Everyday Low pricing : A retailer that holds to an EDLP 
pricing policy charges a constant low price with little or 
no promotions .                                                                    In 
high-low pricing, the retailer charges higher prices on an 
everyday basis but runs frequent promotions with prices 
temporarily lower than EDLP level     


Going-Rate Pricing :                                                                       
The firm bases its price largely on competitor's prices. It 


can be used when costs are difficult to measure. It 
represents industries' collective wisdom


Auction-Type Pricing :                                                                                                          
English Auctions (ascending bids) : Sellers put up an 


item and bidders raise the offer-price until the top price 
is reached.                                                              Dutch 


Auctions (descending bids) : Auctioneer announces a 
high price for a product and then slowly decreases the 


price until a bidder accepts.                        Sealed-bid 
Auctions : Let the would-be suppliers submit only one-


bid : they cannot know the other bids. In most situations, 
the lowest bid is selected.             







 
 


Selecting the Final Price: 
	


• Pricing methods narrow the range from which the company must select its 
final price. 


	
	
	







 
 


 Adapting the Price: 


	
	
	
	
	
	
	
	
	







 
 


	
 


 


 


 


  


Yield Pricing : Offering 
discounted but limited 


early purchases. 


Exploding : Offering 
different pricing schedules 
to different consumers and 


dynamically adjusting 







 
 


 
 
 


Check our website www.anujjindal in for enrolment, Course details and other 
updates! 


Or 


Log on to our mobile application. 


 


 


  







 
 


 


 


 


 


 


 


 


 


 


 


 


“HALL OF FAME” 
 


 







 
 


 
RBI 


 


 


 


 


 


 


 


 


 


 


 


550+ Students cleared RBI Phase 1 


300+ Students clear RBI Phase 2 


48 Students got selected in RBI 







 
 


SEBI  







 
 


NABARD 


  







 
 


 


 
UGC NET JRF 
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