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 1. Introduction: 

2. Literature Review: 

2.1.THE ORIGIN OF TARGET COSTING 
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2.2. Pricing:

3. THE DEFINITIONS OF TARGET COSTING 
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4. THE PROCESS OF TARGET COSTING

Fortune 
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5. Value-based pricing 
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6. The relationship between target costing and value-based pricing:

7. Aspects related to the customer 

Value:

. 
Satisfaction: 

Maintaining and loyalty: 

8. Customer orientation 
8-1



80   Mehdi AlinezhadSarokolaee et al.  /  Procedia - Social and Behavioral Sciences   41  ( 2012 )  74 – 83 

8-2. Customer orientation in value-based pricing:

8-3. Customer orientation in target pricing:

8-4. The similarity and difference of value-based pricing and target costing:

8-5.The new integrated model based on customer orientation:
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9. * Customer relationship management: 

9-1. the goals of customer relationship management: 



82   Mehdi AlinezhadSarokolaee et al.  /  Procedia - Social and Behavioral Sciences   41  ( 2012 )  74 – 83 

10. Conclusions: 
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