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Table 1.

Approach Based on Ignores

Source: Phillips, 2005

Table 2.

Pricing strategy Relative
price

Price
variation

Deal
intensity

Deal
support

EDLP
HiLo

Exclusive
Moderately promotional

Aggressive

Source: Bolton et al. (2010)





Table 3.

Supermarket Stores Dec.
2013

Stores Dec.
2014

Stores Jan.
2018

Increase (%)

Profi
Mega Image

Source: Retail&FMCG (2018) and ZF (2015)
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Fig. 2.
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Fig. 3

y = 0.9439x + 2567.1
R² = 0.1124
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Fig. 4.

y = 13.821x + 2699.6
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Fig. 5.
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Fig. 6.

Fig. 7.
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Fig. 8.

y = 1.053x + 2536.8
R² = 0.6015
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Fig. 9
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Fig. 12
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Table 4

Price
raise

(Mark
up)

Example of
impact (700gr
White bread)

Calculated
positive
impact

(greater
revenues)

Estimated
overall

negative
impact on

sales
Best Case

(BC)

Estimated
overall

negative
impact on

sales
Worst Case

(WC)

Overall
impact
on GP

Before
(lei)

After
(lei)





Fig. 13.
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Conclusions
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