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ENHANCING THE ENTERPRISE PRICING STRATEGY MANAGEMENT

The fundamental objectives of this study is to provide insights to the “pricing policy”
concept, to explore the factors that affect pricing of commercial products, as well as to develop
recommendations to enhance the company's strategic management in the area of its pricing policy.
To attain the above objectives, the following research methods have been employed: system
analysis and logical generalization — to improve the framework for the enterprise pricing strategy
management optimization; a substrate approach — to justify and group the internal and external
factors affecting the pricing policy. It is noted that while estimating the price for products, the
company seeks to obtain the desired profit, both in the short run, and for the future, in the long term
to ensure their competitiveness. Thus, within a pricing policy it is critical to maintain the permanent
process of selection and comparison of an acceptable ratio between the product output and its price
subject to the market. However, mere competitors’ price monitoring or price comparing and
adjustments, are not yet sufficient for achieving business success. While shaping the pricing policies
and adjusting prices, a company should focus on consumer purchasing power, since the market
factor plays a key role in pricing. Moreover, for many enterprises price is the major tool for
managing supply and demand. It is also very important that these methods are applied
synchronously, which will enable the company to set relevant prices and make products competitive
through pricing quality management policies. Since the cost accounting method refers to the costs
associated with product manufacturing and sales, respectively, the target costs are recorded,
whereas the market approach facilitates businesses to assess the current situation in the market. In
the strategy of managing pricing policies, it is necessary to seeing the importance of the
relationship and correlation between the sales strategy and the marketing concept of the enterprise.
Another significant finding of the study in the context of pricing strategy management is the need to
consider the relationships and correlation between a sales strategy and the company marketing
concept. Thus, while designing pricing strategies, first of all, it is critical to focus on setting the
relevant price level that will contribute to maximizing the total company profit under limitrophe
regulation of its business activities in a competitive environment, as well as to develop the optimal
pricing policy and select a particular management strategy in line with specific company goals and
activities.

Keywords: pricing strategy; pricing strategy structure; competitive advantages, internal
factors; external factors.

Ipuna M. Msarkux, Map’suna C. lllkoaa, Osnexcanap M. Ilepecunko
Kuiecvkuil nayionansHuil ynieepcumem mexnono2inu ma ousainy, Ykpaina
YIAOCKOHAJIEHHSA CTPATEI'TYHOTI O YIIPABJIITHHSA
HIHOBOIO ITOJITUKOIO MIANTPUEMCTBA
DYHOAMEHMANbHOIO OCHOB0I0 Ub020 OOCHIONCEHHA € YVMOUYHEHHS NOHAMMI <«YiHO8A
NOIMUKA», OOCTIONCEHHS 6NAUBY (PAKMOpié HA YIHOYMBOPEHHS MOBAPHOI NPOOYKYIL, a mMaxKoic
PO3pobKa pexomenoayiti w000 600CKOHANIEHHS HANPAMI6 CMpaAme2iyHo20 YNpAGIiHHA YIHOBOKO
noOIMUKo0 nionpuemcmea. Y npoyeci 00Cnioxicenus GUKOPUCTOBYBAIUCL MAKI HAYKO8I Memoou,
AK: Mmoo CUCMEMHO20 AHANI3Y Ma JI02IYH020 Y3a2albHeHHs — Ol 600CKOHANEHHS 3aX00i8 Wo0o
onmumizayii cmpameiyuHo2o YNpPaeiiHHA YIHOBOW NONIMUKOW NIONPUEMCMBA; CYOCMPamHull
nioxio — 011 OOIPYHMYBAHHA MA CUCMeMAMU3ayii GHYMPIWHIX MA 308HIUHIX YUHHUKIB, WO
8NIUBAIOMb HA (POPMYBAHHS YIHOBOI NONIMUKU. VY cmammi akyeHmyemucs, wjo, po3paxo8yiouu YiHy
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Ha mMoeapHy NpoOYKYilo, NIONPUEMCMBO NpacHe 6CMAHOBUMU i maxow, wob He milbKu
eapaumyeamu cobi OMpUMAaHHs 0aMiCaHo2o NpudYmMKy 6 KOPOMKOCMPOKOBOMY nepiodi, a U 8
nOO0ANbUIOMY, HA 00820CMPOKOBULL Nepiod, 3abe3neuumu ii KOHKypeHmocnpomoxchicmy. JJogedeHo,
wo nocmitHutl niodip ma 3iCMasieHHs NPUUHAMHO20 CNIBBIOHOUIEHHS 00Csa2y BUNYCKY MOBAPHOL
npooyKyii ma ii yiHu, 3 Yypaxy8awHam NONUMY HA PUHKY 30ymy, O cy6’eKkma 20Cno0apr8anHs €
HeoOXIOHUM ma NepMaHeHmHUM npoyecom ¢opmysanns yinu. Ilpome nocmiiinuii KOHMpPOIb
YIHOBOI NONIMUKU HA PIBHI KOHKYPEeHmi8, NOPIGHAHHSA MA KOPUSY8aHHs YIH wje He € Garkmopom
yenixy o0na nionpuemcmea. Popmyroyu ma Kopucyrouu yivu, cy6’€Km 20Cnooapro8aHHs Mae
OpIEHMYBAMUCS HA KYNIBEIbHY CHPOMONCHICIb CRONICUBAYA, OCKILIbKU PUHKOBUL (hakmop eidiepae
KII0408Y ponb Yy UYIHOYMEOpeHHi, a 011 0a2amvox RNIONPUEMCME came UYiHA € OCHOBHUM
IHCMPYMeHmMOM pe2ynt08aHHs Pi6HA NORUMY Mma NPONno3uyii. 3acmocy8anHs yux memooie mac o6ymu
OOHOYACHUM, WO OACMb MONCIUBICMb KOMNAHII SUSHAYUMU NPABUILHY YIHY ma 3podoumu
NPOOYKYII0 KOHKYPEHMOCHPOMOICHOIO UYepe3 YNPAGliHHsA AKicmio yYinogoi nonimuxu. OcKitbKu
MemoO 00Ky 8UMPAm 8U3HAYAE BUMPAMU, NO8 A3AHI 3 BUSOMOBIIEHHAM MA Peanizayicto mosapHoi
npooyKyii, 6I0N0GIOHO, (DIKCYEMbCA NIAHOBULI NOKASHUK GUMPAM, DPUHKOBUN Memoo 00380J€
cyb’exmy 20cnooapro8anHs oyiHumu me, wjo 6i00Y8AEMbCSA HA PUHKY CbO20OHI. YV cmpameeii
VIPAGNIHHA — YIHOBOK  NONIMUKOK — HeOOXIOHO — Oauumu  8adCIUGICMb  63AEMO38'3KY  ma
CNIBBIOHOUWIEHHS MIJIC cmpamezicto 30ymy ma MapKemun208010 Konyenyieto nionpuemcmesa. Omoice,
npu gopmyeanui cmpameeii YiHO8020 YNPAGIIHHA OOYLIbHO, Nepuil 3a 8ce, OPIEHMY8AMUC HA
8CMAHOBIEHHA PIBHA YIHU, WO HAOACb MONCIUBICMb MAKCUMIZY8AMU 3A2ANbHUL NPUOYMOK
nionpuemcmea  3a  AMimpogHoco  3abe3neuenHs 1020  NIONPUEMHUYLKOL  OiIbHOCMI 6
KOHKYPEHMHOMY NPOCMOpPI, a MAaKodxic y 8i0nogioHocmi 00 c80ix yinetl ma cneyuiku OisnbHOCmi
PO3POOUMU ONMUMATLHY 01 cebe YIHO8Y NOAIMUKY MA BUSHAYUMY CIMPAMe2ito YIPAGIIHHA HelO.

Knwuosi cnoea: yinosa cmpameeia; cmpykmypa YiHo80i cmpamezii; KOHKYPEHMHI
nepesacu; GHYmpiuiHi paxmopu; 3068HiHI hakmopu.

Hpuna H. Msarkux, Mapesna C. lllkona, Anexcanap M. Ilepecbinko
Kueeckuii nayuonanoHwlil yHusepcumem mexHo02uil u ou3aiina, Yxkpauna
COBEPIIEHCTBOBAHME CTPATETHUECKOI'O YIIPABJIEHUSI HIEHOBOM
MOJIMTUKOM NPEAITPUSATHUS

DyHOamMenmanbHOU OCHOBOU OAHHO20 UCCIE008AHUS SAGNAEMCS  VIMOYHEHUe NOHAMUS
«YeHoBas NOIUMUKA», UCCIe008aHUe GNIUAHUL (QAKmopos HA YeHoobpazosauue mosapHoU
npoOyKyuu, a makdxice paspabomrKa peKoMeHOayuli Hno COBEPUIEHCNBO8AHUIO HANPAGIEeHUU
cmpame2uiecko20 YNpaeieHus YeHoBoU NOAUMUKOU npeonpusmus. B npoyecce uccnedosanus
ObLIU UCNIONBL308AHBL MAKUE HAYUYHBIE MEeMOObl, KaK: Memoo0 CUCMEMHO20 AHAIU3A U JO02UHEeCKO20
0000wenuss — Ol COBEPULEHCMBOBANHUSL Mep NO ONMUMUIAYUU CMPAMEeSUYecKo20 YNpAaeieHUs
YEHOB01 NOAUMUKOU NPEONPUAUSL, CYOCMPAMHBIU HOOX00 — OJis1 000CHOBAHUS U CUCTEMAMU3AYUU
BHYMPEHHUX U 8HEWHUX (PaKmopos, eIuAOWUX HA hopMUposanue YyeHogol noaumuxku. B cmamoe
AKYeHMupyemcs, Ymo, paccyumuleéds yeHny Ha MoGapHyio NpOoOYKYUlo, npeonpusmue cmpemumcs
VCMAHO08UMb €€ Maxo, Ymoovl He MOJILbKO 2apaHmuposams cebe noyueHue KHceiaemou npubsliuy 6
KPAmKOCPOYHOM nepuooe, HO U 6 OdalbHelueM, Ha O00J20CPOYHbIU Nepuoo, obecneduumv eé
KOHKYypeHmocnocoonocmo. [looamomy nocmosaunvlti noobop u conocmasieHue npuemiemozo
coomHouweHuss 00béma 6bINYCKA MOBAPHOU NPOOYKYUU U €€ YeHbl, C YYEMOM CRpOCA HA DbIHKe
covima, 0151 NPeOnpusmusL sA6Isemcs He0OX0OUMbIM U NEPMAHEHMHBIM NPOYECCOM POPMUPOBAHUSL
yenvl. Ho nocmosinuwiii Kompons YeHogou NOAUMUKU HA YPOBHE KOHKYPEHMO8, CONOCMAasieHue u
KOpPeKmMupos8Ka yeH He AGNAIOMCL camu no cebe 00cmamouuvim Ol ycnexa OJisl npeOnpusimusl.
Dopmupys u KOppekmupys yeHvl, Npeonpusmue OO0IHCHO OPUEHMUPOBAMbCS HA NOKYNAMENbHYIO
CnocobHocms  nompedumens, NOCKONbKY PbIHOUHBIL (Dakmop ucpaem Kioyegylo polb 8

96



ISSN 2413-0117 CYYACHI TEHJIEHIIII TA
BICHUK KHYT/ Ne 4 (137), 2019 ITPOBJIEMM YIIPABJIIHHA
CEPIsA: EKOHOMIYHI HAYKHA

YeHoobpa306anHulU, a 0isi MHO2UX NPEONPUAMUL UMEHHO YEHA ANAeMCsi OCHOBHbIM UHCTPYMEHMOM
pe2yiuposanus ypoeHs cnpoca u npeonodceHus. lIpumenenue smux memooo8 OONNCHO Oblmb
0OHOBPEMEHHBIM, YMO 0ACM B03MOMCHOCHb KOMHAHUU ONpedelumsb NPASUIbHYIO YeHy U cOenamy
NPOOVKYUIO KOHKYPEHMOCNOCOOHOU NOCPeOCmBOM YNPABLeHUsl KA4eCmEoM UYeHOB80U NOJUMUKU.
Ilockonbky memoO yuéma pacxo008 onpeoensem pacxoobl, CEA3AHHbIE C U320MOGNeHUeM U
peanuzayuel mosapHol NpOOYKYUU, COOMEEMCMEEHHO, QUKCUpyemcs NIAHO8bIN NoKaA3ameb
Pacxo008, PLIHOUHBILL MemoO No360JAem CYObeKmy Xo3AUCMEO8AHUS OYEeHUMb Mo, 4mo
NpoOUCX00Um Ha pulHKe ce200HA. B cmpamezuu ynpaenenus yenosoti noaumuxou HeobX00umo
8UOEMb BANCHOCMb 63AUMOCEA3U U COOMHOUEHUSL MeXCOy cmpamezuell cOblma U MapKemuH2080u
KoHyenyueti npeonpuamus. CredosamenvHo, npu Qopmuposanuu cmpameuu  YeH08020
VApasieHus yenecooopasHo, npextcoe 6ce2o, OPUEHMUPOBAMbC HA YCMAHOGNIEeHUe YPOBHS YeHbl,
YUMo  NO360JUM  MAKCUMUZUPOBAMb 00Wyl0  NpUbbLIL  Npeonpusmusi npu  JTUMUMPOGDHOM
obecneueHuu e20 NPeONPUHUMAMENbCKOU OesmelbHOCMU 8 KOHKYPEeHMHOU Npocmpauwcmee, a
makxoice 8 COOMBEMCMBUU CO CEOUMU YeNIMU U CHeyupukou oeamerbHOCMuU papadbomams
ONMUMATLHYIO OJisL Ce0sl YEHOBYI0 NOTUMUKY U ONPEOeNUms CMpame2uro YnpaeieHus eio.

Knroueswvie cnosa: yenosas cmpamezusi; CmpyKmypa yeHogol cmpameuu; KOHKYPeHmHble
npeumyujecmea, 6HympeHHue Qaxmopbul, eHeuHue GaxKmopoi.

Formulation of the problem. In a market economy, enterprises are faced with the need for
independent regulation of policies about prices, goods, distribution of products, organization of
promotional events, personnel. In recent years, the role of the price of commodity products has
grown and the attitude towards it has changed. The process of developing a pricing policy refers to
one of the most complex and critical sections of management, based on market research (levels and
dynamics of prices for commodity products, forms of price and non-price competition used in a
particular market), as well as analysis of financial indicators of the enterprise.

Today, the concept of "pricing policy", "pricing policy management" for Ukrainian
enterprises is a big problem, and therefore there are difficulties and misunderstandings of its
formation and management. Errors in pricing, such as excessive focus on expenses, unjustified
profit maximization, a misunderstanding of the concept of "balance between supply and demand",
as well as when prices for commodity products do not adapt in a timely manner or are poorly
adapted to changes that occur in a particular market segment, etc. negatively affect sales,
competition, profit-making by the enterprise, financial stability.

This means that the pricing policy and its effective strategic management at enterprises must
comply with market trends and ensure the achievement of the best results of operations, considering
their available resources.

Analysis of recent research and publications. The study of problems in the formation of
the pricing policy of the enterprise and its management was engaged and continues to be engaged in
by such domestic and foreign scientists as A.V. Arefeva [17], A.S. Afonin [1], L. Ganushchak-
Efimenko [16], I.M. Goncharenko [2], J.R. Evans [3], O.M. Nifatova [16], S.T. Pilecka [10],
N.P. Privoy [10], J.R. Hicks [4], A. Hosking [15], A.P. Chukurna [14], V. Shcherbak [16], and a
number of others. The conducted research and analysis of works published on this issue allow us to
conclude that the issue of forming a pricing policy and effective strategic management of the
pricing policy of enterprises is not sufficiently disclosed in both scientific and organizational-
practical aspects. This necessitates further research and development of a new approach to both the
formation of pricing policy and strategic management of the pricing policy of the enterprise.

Purpose of the article is to clarify the concept of "pricing policy", to study the influence of
factors on the pricing of commercial products, as well as to develop recommendations on areas for
improving strategic management of the company's pricing policy.
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Statement of the main material. The transition of the Ukrainian economy to market
conditions requires new approaches to business methods, development of a future action strategy
and calculation of the financial consequences of the activities of business entities. For each business
entity, pricing policy and its management strategy is very important, which must be developed
taking into account both external and internal factors.

In modern conditions, the effectiveness of an enterprise is determined not only based on the
quantity and quality of manufactured goods, but also on the effective implementation of a strategic
plan to manage its pricing policy. Only with this approach, it is possible to guarantee that the efforts
of the enterprise will meet, and not contradict its other marketing actions to promote marketable
products.

Each company, when is created, determines its mission, for what purposes the company was
created, what results it wants to achieve in the implementation of financial and economic activities.
On the basis of this mission and the goals and objectives set, the main directions and strategy for the
development of the enterprise are developed, as well as what marketable products it will produce
and sold to consumers, what will be its cost and volume of output.

When setting the price of commodity products, the main factor is not the costs of the
enterprise, but the consumer himself, who perceives or does not perceive the value of the proposed
product and its value. Today, the buyer is becoming more demanding, which puts some pressure not
only on the seller, but also on the supplier of marketable products. And therefore, for success, the
business entity must consider such factor as the competitiveness of marketable products — this is its
ability to be distinguished by a consumer from similar marketable products that are offered on the
market by competitors. It is determined by comparing the parameters of the enterprise’s products
with the corresponding competitive analogues.

To achieve the competitiveness of marketable products, enterprises resort to tricks in the
process of which they use different approaches and methods of influence (price and non-price) for
the attractiveness of their marketable products, for example, prestigious price, discount, the use of
unprofitable prices to conquer new markets, after-sales service, guarantees to customers, as well as
exhibitions, fairs, quality advertising, oral presentation, corporate identity of the proposed
commercial products, their packaging, etc.

So, calculating the price of commodity products, the company seeks to guarantee obtaining
the desired profit in the short term, and for the future (long term) to ensure its competitiveness. And
therefore, the constant selection and comparison of an acceptable ratio versus the volume of
commodity output and its price, count the demand on the market is the necessary in the permanent
pricing process. But constant monitoring of pricing policies at the competition level, comparison
and price adjustments, is not yet a success factor for the enterprise.

The effectiveness of an enterprise, first, depends on the correctness of the chosen pricing
strategy, pricing strategy and pricing policy management strategy. The enterprise pricing strategy is
a system of decisions and ways to implement pricing policy [5]. The pricing strategy of the
enterprise provides for the coordination of interconnected marketing, competitive and financial
decisions, the purpose of which is the most complete use of the possibility of establishing profitable
prices [9]. The pricing strategy is a set of methods by which the price policy is implemented in
practice, that is, the achievement of set goals in a specific market situation over a specific period is
ensured [7]. Today, there are a significant number of pricing strategies (Table 1).

The special importance of pricing as an economic instrument is that it directly affects the
nature of profit-making based on the results of market activity of the enterprise.

The basic principles of effective pricing [6]:
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- pricing should be based on the value of the product for the consumer, and not on the cost
of production. The costs of production form only the lower limit, below which the company can’t

set the price;

- after consumers provide an assessment of the value of the product or service, prices should
be formed in such a way that the difference in values has been capitalized;
- pricing decisions must prevent the reaction of competitors and their long-term objectives in

the market;

- pricing policy should be integrated with the strategic positioning of the company and its

goals.

Table 1
Pricing strategies

Pricing strategy

Characteristic of strategy

Strategy of "low price"

- implementation of services at low prices;
- crowding out competitors;

- maximizing market share;

- increase in the circle of potential buyers;
- increase in capacity utilization;

- low efficiency for cheap products;

- making a profit in the long term;

- avoid bankruptcy.

Al

Strategy of "market skimming'

- implementation of services at high prices;

- uniqueness of products, services;

- orientation to a market segment where demand does not depend
on price dynamics;

- fast financial success;

- short term;

- high quality image;

- lack of noticeable competition in the market.

Strategy of "price
differentiation”

- applying discounts and allowances to the average price level for
various buyers and markets (seasonal discounts, quantities,
regular customers);

- preferential prices.

Strategy of "price leader”

- linking the average price level to the market leader.

Strategy of "unprofitable
leader”

- integrated sales promotion.

"Single price" strategy

-sales of services and products through online stores, according
to catalogs.

Source: systematized by the authors based on [3, 13].

Consequently, the pricing strategy makes it possible to coordinate the direction, level and

speed of price changes.

Regarding the pricing policy, it can be noted that it is aimed specifically at managing prices
and pricing, that is, it is necessary to set such prices on commodity products, and to manage them in

order to achieve their goals.

Thus, the effectiveness of the pricing process is associated with the effectiveness of the

pricing policy itself.

One of the main principles of pricing policy formation is the adaptability (or flexibility) of

prices to market changes.
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The complexity of pricing policy formation, first, lies in the fact that price is a market
category, the size of which determines the number of factors (Table 2), they act with different
strengths, in different directions and at different time periods.

Table 2
Factors Affecting Pricing Policy
Internal factors External factors

1. Demand for products. 1. Goods market.
2. The costs of production and sales. 2. State regulation of prices.
3. Distribution factor 3. Price competition.
4. Other factors: 4. Participants in distribution channels.
- sales promotion; 5. Consumers
- service; 6. Other factors:
- time; - inflation;
- the state of the financial system. - taxes;

- public opinion;

- advertising.

Source: systematized by the authors based on [11, 12].

Considering pricing policy (which accumulates and integrates all of these strategies), as an
essential element of the entire enterprise policy, it should be noted that today it requires, as never
before, the development of a strategic approach to managing it. A significant number of tools and
methods proposed by scientists aimed at determining, implementing and adjusting the price level as
pricing factors gives a wide choice and opportunity for the business entity to develop a high-quality
pricing policy. But the pricing policy will be effective and efficient only when it is manageable, and
the enterprise itself should develop a strategy for managing the pricing policy, which will not only
be aimed at studying the market for its product range and its distribution, but also directing their
actions on the ability to maintain the competitive position of marketable products in existing
markets both in the short and long term.

Consequently, strategic pricing policy management is the implementation of a concept that
combines targeted and integrated approaches to the formation and implementation of pricing
policies at an enterprise. The pricing policy allows the business entity to set prices for marketable
products, compare with existing ones and bring them into a state of competitiveness through the
implementation of pricing strategies. Thus, the strategies used in pricing policy are tools that allow
a business entity to achieve its goals, and for the implementation of strategies it is necessary that the
entire enterprise operates in a strategic mode.

In the process of strategic management of pricing policies, it is necessary to focus on
identifying problems and generating new solutions, as well as the possibility of long-term planning,
since external and internal factors and measures for effective control. The strategy of managing the
enterprise’s pricing policy should begin with a study of the dynamics of the promotion and sale of
marketable products in the consumer market, this will make it possible to identify negative and
positive aspects and the ability to realize the motives of both business entities and consumers. When
making management decisions, it is necessary to take into account the main two factors of pricing
in the market, namely: the first is the real cost of creating the product, that is, the cost, which is
currently quite high, and the second is the pricing factor, the so-called market or market.

When forming and adjusting prices, the business entity needs to focus on the purchasing
power of the consumer, since the market factor plays a role in pricing and for many enterprises it is
price that is the main tool for adjusting the level of supply and demand. The use of these methods
should be at the same time, this will enable the company to determine the right price and make
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competitive products competitive through quality management of pricing policies. So, as the cost
method determines the costs associated with the production and sale of marketable products, that is,
the planned cost indicator is fixed, while the market method allows the business entity to evaluate
what is happening on the market today.

In the strategy of managing pricing policies, it is necessary to seeing the importance of the
relationship and correlation between the sales strategy and the marketing concept of the enterprise.

On the one hand, the price marketing system should replace the elements of market relations
with the planned promotion of goods from producer to consumer. On the other hand, it should
provide a new pricing structure that reproduces and preserves itself as a commodity link. Therefore,
summarizing the above material, we can say with confidence that the process of formation of the
implementation of the pricing policy of the enterprise is directly proportional to the approaches to
pricing policy. And strategic management of the enterprise’s pricing policy should be built
primarily on the formation of comprehensive and detailed pricing information, which will ensure
the use of effective pricing strategies and models for each type of marketable product. In addition,
strategic pricing policy management should be aimed at competing for access to a specific sales
market, counteracting negative factors in the external and internal environment, and at developing
measures to strengthen our own economic competitive positions.

Conclusions. Thus, the pricing policy of any enterprise has a close relationship with its
strategy and real capabilities, focusing on the state of supply and demand in the market, and the
choice of the pricing strategy of enterprises affects the enterprise management strategy, since the
functioning of the integrated interaction system allows you to focus on internal problems, with
taking into account external factors; provides the formation of strategic ties and effective feedback
marketing and management system. The most important function of an enterprise’s pricing policy is
to ensure competitiveness, which depends on the level of its market position, the effectiveness of
management activities and the level of competence. It should be noted that the enterprise’s market
pricing strategy is determined because of the dynamics of the main indicators, such as market share,
number of regular customers, state of economic potential, communication efficiency.

Therefore, when forming a price management strategy, it is necessary first of all to focus on
setting the price level, which will maximize the total profit of the enterprise while maximizing its
business activities in the competitive space, and also, in accordance with its goals and specifics of
activity, develop an optimal pricing policy for itself and determine strategy for managing it.
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