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Summary 
This paper investigates the role of pricing strategies and the use of complex 

marketing tools in the pricing. The concrete situation in which it is advisable to apply 
certain pricing strategies . The criteria of usefulness of pricing strategies depending 
on the conditions of the company. A marketing strategy options for positioning. It is 
noted that the phases of stabilization and saturation of the market pricing strategies 
do not play a significant role in keeping sales high. These phases often use neutral 
pricing, and is becoming increasingly important tactic pricing. 
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