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Different businesses use one or more pricing strategy in order to gain revenue as well as offer the customers value for one’s money. The two pricing strategies considered here are price skimming and bundling. The two strategies aim at reaching to as many customers as possible. The strategies also aim to ensure that they retain customers over a long period of time by being enticing to them in terms of prices being lower than what is offered by their competitors. 
[bookmark: _GoBack]However, the two strategies differ in that, price skimming starts with prices being high for new products when there are few competitors, and then lower the prices gradually as the product lose relevance over time ( Corporate Finance Institute, n.d.). For example, the price of DVD players have reduced over time after increase in competitors and people opting for alternatives such as flash disks. Bundling, on the other hand, puts together two or more products or services and sells it as a bundle (Ferreira & Antunes, 2020). Customers prefer buying the products in the bundle than buying separate products as total prices for the separate products is higher than that of a bundle. 
When pricing the products and services, it is important to know the customers. According to Haron (2016), one should consider the value of the product or service as is perceived by the customer. Also, depending on how many customers may be interested with product or service and the likely sensitivity to any price change. Availability of competitors is also key; when a similar product is offered at lower price in a different store, one will be required to match the prices as those of the competitors in order to attract customers. Again, availability of substitutes affect the pricing of a product, and one has to lower the price to match preference.
The price of a product affects the marketing strategy in that one has to match the price with the value proposition. Again, depending on potential buyers and/or solution the product or service offers, one may be required to make prices of that product affordable for that population.
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