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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.
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AHomauiss. Po3a2nsiHymo OCHO8Hi eudu uiHosux cmpameeill nidnpuemcmea. BusdeHo 3micm
noHAMMs UiHo8oi cmpameaii mapkemuney. [ocnidxeHo e3aemolito yiHo8oI cmpameeii nidnpuemcmea
i3 3a2anibHO MapKemuH208010 cmpameaieto. BusHa4yeHO posib UiHO8OI cmpameeii 8 3a2anbHili MapKe-
muHeositi cmpameeii niénpuemcmea.
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AHHOmMauyus. PaccmompeHbl OCHOBHble 8UOblI UEHO8bIX cmpameaul npednpusmus. U3y4eHo
codepxxaHue rnoHsIMuUsi yeHoeol cmpameauu MapkemuHea. UccrnedosaHo e3aumodelicmeue UeHosol
cmpameauu npednpusmusi ¢ obuwel mapkemuHa080U cmpameauell. OnpedeneHa porb UeHosoU
cmpameauu 8 obwell MapkemuH2080U cmpameauu npednpusimusi.

Keywords: pricing strategy, marketing strategy, development of marketing strategy, concept of
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.

Hayk. kepigH. Komnuk A. B.

References: 1. Giddens N. Selecting an Appropriate Pricing Strategy / N. Giddens. — I. : lowa State University,
2005. — 237 p. 2. Gregson A. Pricing Strategies for Small Business / A. Gregson. — N. : Self Counsel Press, 2008. —
59 p. 3. Kent B. The Pricing Strategy Audit / B. Kent. — C. : Cambridge Strategy Publications, 2004. — 40 p.
4. Wen-fei L. Smart Pricing Strategies / L. Wen-fei. — . : Cornell University, 2001. — 31 p. 5. Nagle T. The Strategy
and Tactics of Pricing / T. Nagle. — N. : Prentice Hall, 2002. — 104 p.

AHmoHoea A. E. YK 005.35(477)

Bbackakoesa K. IO.

CTyneHTU 4 kypcy
dakynbTeTy ekoHoMiku i npaBa XHEY im. C. Ky3sHeus

COUIANbHUN BISHEC-MPOEKT "KONECUKWU"
AK KPOK 10 PO3BUTKY COUIAJIbHO
OPIEHTOBAHOI'O BI3HECY B YKPAIHI

AHomauis. Po3aisiHymo rnoHsimmsi couyiasibHoO opieHmogaHo20 bi3Hecy, Memy (1020 CMEOPEHHS,
ocobiueocmi (hyHKUIOHy8aHHS ma repcriekmusu nodasnblwo20 po3sUmKy Ha npuknadi coyianbHozo 6i3-
Hec-npoekmy "Konecuku", po3pobreHozo cmydeHmamu XHEY im. C. Ky3Heuys.

AHHomauusi. PaccmMompeHo noHsimue couuarnbHO OpueHmupogaHHo20 6u3Heca, Uuelb e20 Co-
30aHusi, ocobeHHoCMU GhyHKUUOHUPOBAHUS U repcrekmuebl OanbHelileao pa3gumus Ha rnpumMepe co-
yuarnbHoeo 6usHec-npoekma "Konecuku", paspabomaHHo2o cmydeHmamu XHIY um. C. Ky3Heua.

Annotation. The concept of social-oriented business, the purpose of its foundation, the peculiari-
ties of functioning and the prospects of further development are considered on the example of social
business project "Kolesiky" developed by Simon Kuznets KhNUE students.

Knro4osi criosa: couianbHO opieHmosaHuli bisHec, KopriopamueHa coujanbHa 8idrnogidarnbHicme,
iHeecmuuii, 1roOU 3 06MeXXEeHUMU MOXKITUBOCMSIMU NePECy8aHHsI, eqhekmusHe rnpauesnawimyeaHHs.

OcTaHHIM YacoMm yce GinbLuoi akTyanbHOCTi HabyBae nNpobnema couianbHO OpPiEHTOBAHOIO Gi3HeCy.
HeobxigHicTb KopnopaTMBHOI coLuianbHOI BigNoBiganbHOCTI Gi3HEC-CTPYKTYp AOBeAEeHA HELOBrOBIYHICTIO
Ta KPU30BUM XapaKTepom TpaauLUiNHOro NiANPUEMHMLTBA, sike, AOCAralyy KOPOTKOCTPOKOBUX HaamnpubyTKis,
BOAHOYAC pyWMHye eKOHOMIYHi 3B'A3KM Ta 3aKOHOMIPHOCTI, @ TakoXX He BUpILLYE couianbHux npobnem [1].
HesBaxatoum Ha TEOPETUYHI HaNpaLUtoBaHHA Ta NPaKTUYHE BTINEHHSA couianbHOi BiANOBIAANBHOCTI B iHLINX
KpaiHax cBiTy, B YkpaiHi OOCi BigKpUTMM 3anuaeTbCs MUTAHHA couianbHOoI BignoBiganbHOCTI Bi3Hecy
B Cy4aCHUX yMOBaX rocrofaproBaHHs.

Mg noHaTTam "couianbHe NiANPUEMHULITBO" KPUETLCA BaXnBa cdpepa XUTTEQIANbHOCTI CyCninbCTBa,
a[pKe Kpuan Ta couianbHi npobnemy HeMuHyye Npu3BoaATb 40 NOrNNOMEHHST po3LlapyBaHHSA NOro YneHis
3a piBHeM XuTTA. OkpiM OepXaBHMX YCTAHOB, siKi 3@ CBOIM NPU3HAYEHHSAM MOBWHHI 3rnamKyBaTh Taki
NpOTMPIYYS, € TAKOX 1 iHWI — HeypaaoBi, abo NpuBaTHI, YCTaHOBM, SKi LUYKAOTb anibTEPHATUBHMX LUMAXIB
3MEHLLEHHS couianbHoi Hanpyru i pobnaTb Baromuii BHECOK y cTabinizauinHi npouecu [1].
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