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Pricing of Services
 (Chapter 15)





• Customer Knowledge of Service Prices.

• Service Variability Limits Knowledge.

• Providers are unwilling to estimate 
prices.

• Individual customer needs vary.

• Lack of reference point and price 
visibility.



• Time Costs

• Search Costs

• Convenience Costs

• Psychological Costs



Cost-Based Pricing (lawyer labour-based services, etc.)



Competition-Based Pricing (airlines, car rentals, etc.)



Demand-Based Pricing (cinemas, parks, etc.)



• Value is low price.

• Value is whatever I want in a 
Product or Service.

• Value is the quality I get for the 
price I pay.

•Value is what I get for what I give.









Synchro-pricing:  It is the use of price to manage demand for a 
service or product by capitalizing on customer sensitivity to price.































• Textbook: Zeithaml, Valarie, Mary Jo Bitner, and Dwayne Gremler 
(2013), Services Marketing 6th International Edition, Irwin/McGraw-
Hill Publishing.  (Other  editions will also work,but you are responsible 
to compare your edition to the 6th - because the syllabus was written 
for the 6th edition.)

• Printed cases will be provided each week and also will be posted on 
the Module Intranet page prior to seminars.



THANK YOU FOR YOUR 
ATTENTION!




