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The introduction of a long-term planning approach has given rise to a strategy as a set of long-
term goals and objectives to ensure effective communication with the enterprise environment. But any ob-
jective forms the space of solutions, in which the company must make the optimal choice in terms of their 
own development. 

At present the comprehensive planning strategy is increasingly considered as a detailed comprehensive 
and integrated plan designed to ensure the implementation of the organization's mission and its objectives [4]. 

After that, the strategy is perceived by managers as a line of conduct. This treatment is associated 
with a real understanding of the strategy. And the strategy as a plan and the strategy for a course of conduct are 
equal: the organization develops plans for the future and displays the principles of behaviour from its past. 

Further development of strategic planning generates the definition of the strategy as a means of 
action. The emphasis here is new rules with a view to the environment. For example, Thompson and 
Strickland define strategy as a set of all activities contributing to the organization's objectives, which are 
partially planned and partially responsive to the changing environment. 

In the evolution of the concept of strategy attempts have repeatedly been made to unite different 
approaches. H. Mintzberg attempts to summarize a "5P": plan of action, principle of conduct, principle of 
behaviour, position in the environment, perspective [5]. 

Thus, strategic decisions: 
are complex and involve varying degrees of uncertainty; 
are innovative; 
provide for structural changes in all areas of the enterprise; 
are based on resource constraints; 
have long-term consequences; 
translate the organization from its current position to the desired and predicted future state. 
Strategy captures what solutions the company has to take in the present to achieve the desired 

goals in the future, based on the out of the way, and will change the environment and the living conditions 
of the enterprise [6]. The company identifies and implements solutions in the present, providing a definite 
future, but does not produce a plan of what should be done in the future. 

Enterprise strategy should be based on the determination of the optimal path of development, on 
a vision of the future, of qualitatively new conditions, on the formation of favourable business conditions 
and consists in the adoption of innovative solutions aimed at creating hard copied competencies by other 
companies. 

 

Наук. керівн. Котлик А. В. 
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Аннотация. Рассмотрены основные виды ценовых стратегий предприятия. Изучено  
содержание понятия ценовой стратегии маркетинга. Исследовано взаимодействие ценовой 
стратегии предприятия с общей маркетинговой стратегией. Определена роль ценовой 
стратегии в общей маркетинговой стратегии предприятия. 
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price strategy, development of price strategy. 
 
Pricing is a critical element of the marketing complex, which allows creating the volume of busi-

ness profits. The majority of small and medium-sized businesses do not have sufficient resources for the 
methods of non-price competition.  

Pricing strategy of enterprises has been studied by Paul Robert Milgrom, John Roberts, John L. Daly, 
Thomas Nagle and other scientists. The pricing strategy and its interaction with the overall marketing 
strategy of enterprise still has been insufficiently studied. 

Pricing strategy is one of the elements of the overall marketing strategy, the implementation of 
which manages the cost of production in order to ensure distribution. Price depends on many factors, 
such as costs of production, the level of customer loyalty, the reaction of competitors to changes in pro-
duct price, clarity of price change for the consumer, the goals of price change [1]. 

Pricing strategy shows ways of the price changing in the dynamics, on the basis of market condi-
tions and business objectives. Pricing strategies in marketing on the one hand are the conditions for 
product positioning and on the other they are influenced by certain factors [2]: 

the structure of the market; 
current market position; 
life cycle of the product; 
the unique features of the product; 
product value for money; 
competitiveness of the product. 
These factors determine only the general features of the formation of prices. In practice, the pri-

cing strategies in marketing are formed taking into account the company's reputation, popularity of the 
product, as well as advertising. The strategy is determined based on the product life cycle. Under the in-
fluence of this factor pricing strategy needs to be changed. Pricing strategies in marketing are used de-
pending on the characteristics of the goods. They depend on the level of prices for new goods or goods 
that already exist in the market. 

At the stage of growth the competition is increased. This is due to the fact that the company is be-
ginning to struggle with the players who have already been in the market. During this period, the compa-
ny is trying to generate additional sales channels, including the organization's own channels. The prices 
do not change. The growth stage requires from the company an increase of sales by trying to improve the 
product, enter into the new markets and increase the impact of advertising in order to provoke a repeated 
purchase. At the stage of maturity, sales are stabilized, the company conquers stable buyers. At the 
stage of saturation, product sales are stabilized and maintained by repeated purchases. At this stage it is 
important to search the segments that were not involved in the purchase before. To prevent the decline 
stage companies take measures to strengthen sales. The quality of product can be modified and in some 
situations, the company may reduce the price to make the product more accessible to clients [3]. 

The development of the pricing strategy is a constantly reproducible process. It is impossible to 
create a price strategy once and then use it without any corrections for many years. Pricing strategy must 
be checked after actual results have been achieved and, if necessary, corrected. Pricing strategy must 
exactly match the overall marketing strategy, which the company follows [4]. 

Businesses use different pricing strategies when marketing their products. Sometimes, a compa-
ny will reduce prices based on the demand of a product or an increase in competition. Companies will  
also enter new markets with exceptionally high prices if there is an exceptionally high demand for their 
products. The key to the market pricing strategy is in understanding the current market situation. A com-
pany must also determine what customers are willing to pay through market research. Today companies 
commonly use the following pricing strategies: 

1. Penetration pricing strategy. The company may introduce products at relatively low prices, es-
pecially when consumers are price-sensitive or the demand is highly elastic. The major objective for mar-
ket penetration pricing is to set relatively low prices for products in hope of increasing the market share 
very quickly. Companies that use this strategy try to establish a loyal customer base immediately. They 
obtain to provide exceptional customer service then consistently offer promotions or special deals to re-
tain these customers. 

2. Skim pricing strategy is often used for new products and services, especially technology. The 
initial price is set high and attracts early adopters who want the product or service now and are willing to 
pay. When this group has been satisfied, the price is reduced to appeal to more price-sensitive customers. 

3. Discount pricing strategy. Companies will often discount the price of their products when they 
run promotions to attract new customers. Many businesses also run seasonal discounts throughout the 
year, especially after a particular season has ended. 

4. Loss leader strategy refers to products having low prices placed on them in an attempt to lure 
customers to the business and to make further purchases. The goal of using a loss leader pricing strategy 
is to lure customers to business with a low price of one product with the expectation that the customer will 
purchase other products with larger profit margins. The low price placed on the product should result in 
greater quantities of the product being sold while still recovering a portion of the production cost. 
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5. Multiple pricing strategy seeks to get customers to purchase a product in greater quantities by 
offering a slight discount on the greater quantity. In the display of prices, a price for the purchase of just 
one item is displayed along with the price for a larger quantity. By enticing customer to purchase more 
than one item the firm generates more profit. Essentially, the customer is penalized for purchasing just 
one item. In addition, multiple pricing should increase the quantity of items being sold, hopefully resulting 
in less product loss or fewer unsold items [5]. 

Choosing a related strategy requires careful consideration of business and financial goals, the 
state of the market including its past and future, and the products and prices of competition. Choosing 
strategies that are appropriate for business at the current time does not prevent companies from employ-
ing different strategies in the future as the business grows or changes. 

 

Наук. керівн. Котлик А. В. 
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Останнім часом усе більшої актуальності набуває проблема соціально орієнтованого бізнесу. 

Необхідність корпоративної соціальної відповідальності бізнес-структур доведена недовговічністю 
та кризовим характером традиційного підприємництва, яке, досягаючи короткострокових надприбутків, 
водночас руйнує економічні зв'язки та закономірності, а також не вирішує соціальних проблем [1]. 
Незважаючи на теоретичні напрацювання та практичне втілення соціальної відповідальності в інших 
країнах світу, в Україні досі відкритим залишається питання соціальної відповідальності бізнесу  
в сучасних умовах господарювання.  

Під поняттям "соціальне підприємництво" криється важлива сфера життєдіяльності суспільства, 
адже кризи та соціальні проблеми неминуче призводять до поглиблення розшарування його членів 
за рівнем життя. Окрім державних установ, які за своїм призначенням повинні згладжувати такі 
протиріччя, є також й інші – неурядові, або приватні, установи, які шукають альтернативних шляхів 
зменшення соціальної напруги і роблять вагомий внесок у стабілізаційні процеси [1].  
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