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CHAPTER 09 Suggested additional reading
This chapter has provided only a very brief overview of the principles of economics as they affect pricing. For a fuller discussion, the following texts provide more detailed frameworks:

Lipsey, R. G. and Chrystal, K. A. (2007), Economics, 11th edn. Oxford: Oxford University Press.

Begg, D. and Ward, D. (2006), Economics for Business. Maidenhead: McGraw-Hill.

Sloman, J. and Hinde, K. (2007), Economics for Business. London, FT Prentice Hall

For an overview of pricing strategy as practised by marketers, the following provide useful insights:

Nagle, T. and Holden, R. (2001), The Strategy and Tactics of Pricing. Englewood Cliffs, NJ: Prentice-Hall.

Avlonitis, G. J. and Indounas, K. A. (2006), ‘Pricing Practices of Service Organizations’. Journal of Services Marketing, 20(5): 346–56.

Trout, J. and Rivkin, S. (1998), ‘Prices: simple guidelines to get them right’. Journal of Business Strategy, 19(6): 13–17.
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