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Peoakuiiina xonezin

Kanernik I''M. — J0KTOp €KOHOMIUYHHMX HaykK, mpodecop, MIMCHUNA WICH
(axagemix) HAAH VYkpainu, npesunenr BHAY (ronoBuwmit pegaktop)

Jkemxyina O.M. — nokTop menaroriyHux Hayk, npodecop, BHAY (3actymamk
TOJIOBHOTO PEAAKTOPA)

TumkoBa B.A. — kxaHmugaT ¢LIOJIOTIYHUX HAYK, JOIEHT, 3aBigyBad Kadeapu
yKpaiHChKOi Ta iHo3eMHUX MOB BHAY (3acTymHEK TOJOBHOTO peaakTopa)

KpaBeus P. A.—xangunar mnenaroriuamx Hayk, BHAY (BixmoBimanbHHIA
cekpeTap)

Ynenu pedaxkuininoi Konezii

Pomannmmua Jhioamuiaa MuxailniBHa — JIOKTOp TMENaroriyHUX Hayk,
npodecop, 3aciayKeHUW  MpalliBHUK  OCBITU  YKpaiHu, XMeIbHULBKUN
HalllIOHAJIbHUI YHIBEpPCUTET

Jleeuyk Koctantun IBaHOBHMY — JOKTOp ICTOPMYHHMX Hayk, mpodecop,
3aBigyBau Kadeapu icropii Ykpainu ta ¢puiocodii, BHAY

Jleryn IOpiii BikTopoBuy — 10KTOp icTOpHYHUX HayK, ipodecop, BHAY

Kypasua 3inaina HaymiBHa — J0KTOp mnenaroriyHux Hayk, mpodecop,
3aBigyBau Kadenpu mnenaroriku, [epkaBHuil 3aknan ,,IliBAeHHOyKpaiHCHKUU
HalllOHAIbHUM nenaroriynuit ynisepcutet imeHi K. JI. Ymuucekoro®

Meabauuyk Ipuna MukosaiBHa — JOKTOp MENarorivHUX Hayk, mpodecop,
3aBigyBau  kadeapu  ¢imocodii  Ta  cycnuibHux — aucuurmiiH,  JIBH3
,» |EpPHOMUTBCHKUM Jiep:kaBHUI MenuyHui yHiBepcuteT iMmeHi [.5. I'opbaueBcbkoro
MO3 Vkpainu“

Ilerpyk Hartanis KupuiaiBna — ngoktop ¢itocodcbkux Hayk, mpodecop,
3aBiqyBay Kadeapu colianbHO1 poOOTH 1 corianbHOi negaroriku, XHY

Tumomyk Haranis MukogaiBHa — xaHauaat (UIONOTIYHUX HAYK, JOLECHT,
BHAY

CrenanoBa Ipuna CepriiBHa — kaHauaaT QUIOIOTTYHUX HayK, noleHT, BHTY

Martienko Ousena CrenmaHiBHA — KaHIWAAT TEJaroriyHUX HAyK, JOIICHT,
BHAY

JoBrans Jlapuca IBaHiBHA — KaHIU/IAT MT€IaroOriyHUX HayK, jgoueHT, BHAY

Bosommua Okcana BosiogumupiBHa — kaHauAaT GUIOTOTTYHUX HAYK, TOLEHT,
BHAY



Voloshyna O.V., Marach G.A.
ADVERTISING IN TOURISM AND LEISURE.......c.ccooiiiiiiii, 176

Voloshyna O.V., Novakivskiy A.Y.
BUSINESS MARKETING. ...ttt e 182

Voloshyna O.V., Shlapak N.M.
PRICING STRATEGY AND POLICY ....coiiiiii e, 186

Voloshyna O.V., Zilinskiy D.V.
THE ROLE OF MULTINATIONAL COMPANIES IN TOURISM............... 189

Zubenko O.V., Huz M.D.
THE FEATURES OF PROFESSIONAL TRAINING OF QUALITY

ASSURANCE ENGINEERS. ... e 195

Zubenko O.V., Kovalenko A.B.
CHOOSING WEB SERVER FOR HOSTING

W EE B S T E S .. e e 199



YIAK811.111:338.5 Voloshyna O.V.,

Associate Professor of Ukrainian

and Foreign languages
Department,

VNAU

Shlapak N.M.,

student of Audit and Accounting

Faculty, VNAU

PRICING STRATEGY AND POLICY

Pricing policy refers how a company sets the prices of its
products and services based on costs, value, demand, and competition.

Through systematic pricing policies and strategies, companies
can reap greater profits and increase or defend their market shares.
Setting prices is one of the principal tasks of marketing and finance
managers in that the price of a product or service often plays a
significant role in that product's or service's success, not to mention in a
company's profitability.

Managers should start setting prices during the development
stage as part of strategic pricing to avoid launching products or services
that cannot sustain profitable prices in the market.

Pricing strategy, on the other hand, refers to how a company uses
pricing to achieve its strategic goals, such as offering lower prices to
increase sales volume or higher prices to decrease backlog [2].

A business can use a variety of pricing strategies when selling
a product or service. The Price can be set to maximize profitability for
each unit sold or from the market overall. It can be used to defend an
existing market from new entrants, to increase market share within a
market or to enter a new market. Businesses may benefit from lowering
or raising prices, depending on the needs and behaviors of customers
and clients in the particular market. Finding the right pricing strategy is
an important element in running a successful business.

Once businesses know the minimum price they can charge they will
develop a pricing strategy.A plan to price a product to achieve specific
marketing objective.

There are 3 main Pricing Strategies:

1. Market Skimming;

2.Penetration Pricing;

3. Competitive Pricing.

Market skimming. Price skimming is a product pricing strategy by



which a firm charges the highest initial price that customers will pay. As
the demand of the first customers is satisfied, the firm lowers the price to
attract another, more price-sensitive segment.Companies try to recover
their costs as soon as possible.

Skimming can be used to:

— manage demand until production increased;

— attracts a high income target.

Price skimming occurs in mostly technological markets as firms set
a high price during the first stage of the product life cycle. The top
segment of the market which are willing to pay the highest price are
skimmed of first. When the product enters maturity the price is then
gradually lowered. Companies like BMW, Mercedes, Samsung and
Apple do this mostly in all of their new launches [5].

Penetration pricing is a pricing strategy where the price of a product
is initially set low to rapidly reach a wide fraction of the market .The
strategy works on the expectation that customers will switch to the new
brand because of the lower price. Penetration pricing is most commonly
associated with marketing objectives of enlarging market share and
exploiting economies of scale or experience.

Marketers will set a price very low in order to attract customers
away from the competition.

The goal of this strategy: to make a large number of sales at the low
price in order and to recoup the costs and to build a customer base [1].

Competitive Pricing .Setting the price of a product or service based
on what the competition is charging. Competitive pricing is used more
often by businesses selling similar products, since services can vary
from business to business while the attributes of a product remain
similar.

This type of pricing strategy is generally used once a price for a
product or service has reached a level of equilibrium, which often occurs
when a product has been on the market for a long time and there are
many substitutes for the product[4].

There are other pricing strategies that can be used and replaced with
a more permanent basis when goods or services are mature:

Leader Pricing. Companies set low prices on a few items to draw
customers and have them buy all products.

Price Lining. In this policy, identically priced items are grouped
together in a store so that high mark up items are grouped with lower
ones.



Everyday Low Prices. Here a company will guarantee that their
price is the lowest, and hence don’t need to advertise.

Super Sizing. Consumers receive a larger portion of an item by
paying a slightly higher price. This allows companies to increase the
profit on a sale significantly

Negotiated Pricing. Here the buyer and seller decide on the price
(houses are the obvious example).Can result in a lower price for the
consumer.

Interest-Free Pricing. Customers are offered the chance to take the
product for a year and pay no interest Furniture stores often use this
pricing strategy.

Combo Pricing. Consumers are offered a lower price in one item if
they purchase another item (which usually has a high markup).

Psychological Pricing. Prices are made more attractive to consumers
(example $9.99 instead of $10).Thinking about what a certain price will
“say” about a product or service.

Markup pricing, the most popular method used by wholesalers and
retailers to establish a selling price, does not directly analyze the costs of
production. Instead, markup pricing is the Cost of buying die product
from the producer, plus amounts for profit and for expenses not
otherwise accounted for. The total determines the selling price.

If the consumer obtains additional information — for instance, about
the brand or the store — then reliance on price as an indicator of quality
decreases. In the absence of other information, people typically assume
that prices are higher because the products contain better materials,
because they are made more carefully, or, in the case of professional
services, because the provider has more expertise. In other words,
consumers assume that "You get what you pay for"[3].

We have come to the conclusion that marketers must consult with
production in order to set a minimum price for the product and the
minimum price needs to ensure that the company is making as much
money as they are spending.
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