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Pricing policy is a core element of marketing strategy for any business, especially in the retail sector. In the
context of high competition and changing consumer preferences, iterative price adjustments for goods and
services become a critical factor for the success of a retail business. Therefore, the article aims to define the
basic principles of forming the marketing pricing policy for a retail business. The authors highlight the fact that
the marketing pricing policy of a retail business uses price as a tool to achieve specific marketing objectives.
It has been proven that such a policy is based on processes and actions involving the continuous analysis
and adjustment of prices for goods to balance several core marketing indicators. Future research prospects
may focus on analyzing the effectiveness of specific pricing tools and methods of their implementation in
the rapidly changing retail market, as well as on developing new approaches for integrating these tools into
comprehensive pricing management strategies.

Keywords: dynamic pricing, marketing, price reduction, promotions, sales, discounts, new collections,
product batches.

AKTyaNlbHICTb JOC/IMKEHHA 3yMOB/IEHA TWUM, WO LIHOBA MOJMITUKA € OOHUM 3 K/IHOYOBUX €/IEMEHTIB
MapKeTWHIOBOI cTparerii 6yab-aKoro nignpuemcTsa, 0cobnBo y cdpepi po3apibHoi Toprieni. B ymoBax BUCOKOT
KOHKYPEHL,i Ta MIHMBOCTI CNOXMBYMX yNnoAobaHb came iTepaujiiiHe KOpuUryBaHHs LiiH Ha TOBapu Ta MOC/yru
CTae BMpiWasIbHUM (hakTOpOM YCMiXy TOProBesibHOro Gi3Hecy. BigTak, MeETOK CTaTTi € BU3HAYEHHS 6a30BMX
3acaf hopMyBaHHSA MapKETUHrOBOI LLIHOBOT NOMITUKK NigNPUEMCTBA Yy cdiepi po3apibHol Toprieni. 3BepHEHO
yBary Ha Te, L0 MapKeTUHroBa LjiHOBa NosiTUKa nignpuemcTea y cchepi po3apibHoi TopriB/i BUKOPUCTOBYE
LiHY SIK IHCTPYMEHT A9 AOCATHEHHS NEBHMX MapKETUHroBux Uinei. JloBeaeHo, Lo NpoLecy BCTaHOB/IEHHS
Ta KOpUryBaHHS LiH Ha TOBapy Ta MOCAYyrM B pO3Api6GHI TOpriBai € AMHaMIYHMMK, WO BigbVMBaE CYTHICTb
MapKeTVHIOBOT LLIHOBOT NOMITUKM NiANPUEMCTBA Y cdhepi po3apibHoi Toprieni. ba3osi 3acaan opmyBaHHS Takol
NOSTITUKA OPIEHTOBAHI Ha AUHAMIYHWIA NigXi4 40 LIHOYTBOPEHHS, WO [03BO/SE MigNPUEMCTBAM €(DEKTUBHO
afjanTyBaTucs A0 3MiH PUMHKOBMX YMOB Ta MOBEAiHKM CMOXMBa4iB i 6e3nepepBHO GasiaHCyBaTU K/IHOYOBI
MapKeTMHIOBI NOKa3HMKN. KoHCTaTtoBaHo, WO 418 hopMyBaHHSA Ta KOPEKLiT MapKeTUHIOBOI LiHOBOT NONITUKN
nignpruemcTBa po3apibHOT TOPriB/li 3aCTOCOBYETLCA AVHAMIYHE LIHOYTBOPEHHSA Ta psag, CynyTHIX iHCTPYMEHTIB,
TaKUX K 3HWXKW, akLii, andpepeHLiioBaHe Ta NcuxonorivyHe LiHOYTBOPEHHS. BUKOPUCTaHHSA LMX IHCTPYMEHTIB
CNPUSIE JOCATHEHHIO TaKMX LiNeit, SK 36iNblUEHHA 06CAry NPOoAaxiB, NiABULLEHHS MPUOYTKOBOCTI, CTBOPEHHS
NOSAIBHOCTI KMIEHTIB Ta 3MILUHEHHSA NO3uLiin 6peHay. [oBefeHo, o ycniwHe 3acTOCyBaHHS iHCTPYMEHTIB
LiHOYTBOPEHHS 3aNeXuTb Bifd MOOKOro aHanisy puHKY. KoHCcTaTtoBaHO, WO AN MnigTpumkn Ta doikcauii
(hoKyCYy MapKeTUHIOBOI L,iHOBOT MOMITUKN BUKOPUCTOBYETLCS PI3HOMaHITHWI apceHan METO/IB LjiHOYTBOPEHHS.
A came Taki METOAM, AK BU3HAYEHHS LiHW HA OCHOBI BUTPAT, aHasli3 LiH KOHKYPEHTIB, FOTOBHICTb CMOXMBaYiB
NAaTUTU Ta NCUXONOFIYHI NpuiiomMK, AoMoOMaratoTb MANPUEMCTBAM He /iulle pearyBaTy Ha PUHKOBI 3MiHU,
asie i NpoakTBHO (DOPMYBaTU CBOK LIIHOBY CTPATErit0. YCNilHe 3aCTOCYBaHHS IHCTPYMEHTIB LIHOYTBOPEHHS
3a/1eXNTb Bif PO3YyMiHHS crneyndiki NponoHOBaHUX ToBapiB abo noc/yr. MepcnekTuBm NogasibLUnX AOCTiIKEHb
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MOXYTb 30CepefuTucsa Ha aHanidi epeKTMBHOCTI KOHKPETHUX IHCTPYMEHTIB LIHOYTBOPEHHSA Ta MeTofiB
X BMPOBaKEHHS B YMOBaXx LUBWAKO 3MIHIOBAHOIO PVHKY PO34piOHOT TOPriBAi, a TakoX Ha pPo3pobui HOBKX
nigxoAaiB Ans iHTerpauii uMx iHCTPYMEHTIB Y KOMMJ/IEKCHI CTpaTerii ynpaBiHHA LiHamu.

KniouoBi cnoBa: gnHamMiuHe LiIHOYTBOPEHHS, MAPKETUHT, 3HVKEHHS LIiH, NPOBEeAEHHS akLiii, po3-

npoAaxi, 3HWKKN, HOBI KoNekuil, napTii ToBapiB.

Problem statement. Pricing policy is
a core element of the marketing strategy
for any business, especially in the retail
sector. In the context of high competition and
changing consumer preferences, iterative
price adjustments for goods and services, as
a fundamental component, become a critical
factor for the success of a retail business.
It is because, for most end consumers, price
is one of the first and most important factors in
purchasing. Specifically, for some consumers,
a higher price is associated with higher product
quality (especially with premium brands that
emphasize the owner's status and prestige).
In contrast, it is a deterrent due to the lack of
an overall sense of value. Only if the consumer
sees a direct correlation between the price and
the benefit they will receive from the product
will they be unable to refuse the purchase.
At the same time, a retail business must always
consider that if there are similar market products
at a lower price, consumers might choose those
if the benefits of purchasing are the same.
Therefore, the marketing pricing policy objective
is to set a price level that creates a sense of
value for the customer and allows for achieving
maximum market effectiveness.

The analysis of recent researches and
publications. The issues of marketing pricing
have been addressed by M. V. Lintur, M. G. Rega
[4], N. O. Makarenko, and M. O. Lyshenko [5].
According to most economists, the most complex
component of a retail enterprise's pricing policy
is marketing pricing. In particular, M. V. Lintur
and M. G. Rega [4] emphasize that this com-
plexity is continually deepening and is shaped
by the constant monitoring need of competitors'
prices and the relentless adaptation of the busi-
ness entity's prices to rapid market changes.
MakareHko N. O. and Lyshenko M. O. [5] com-
plement this idea by emphasizing that market-
ing pricing policy in retail is a multidimensional
issue. When developing a retail business, it's
crucial to consider external factors such as com-
petition and market changes, as well as internal
characteristics. According to these researchers,
the complex nature of marketing pricing policy
complicates its development and implementa-
tion. Given this issue, addressing the formation

of a marketing pricing policy for retail businesses
is both relevant and timely.

Purpose of the article. The article aims
to define the basic principles of forming the
marketing pricing policy for a retail business.

The paper main body with full reasoning of
academic results. Within the study, the authors
emphasize that marketing pricing policy and
pricing policy are not complete synonyms,
although they are closely related. While pricing
policy is a broader concept that encompasses
all aspects of setting and managing prices for an
enterprise's goods or services, marketing pricing
policy is a more specific concept that focuses on
the continuous use of price as a tool to achieve
particular marketing objectives (which is illus-
trated by the data in Table 1).

In other words, marketing pricing policy is a
subset of the overall pricing policy. In the retail
sector, it can be defined as a set of principles
and methods that a retail business uses to set
prices for its products to achieve maximum
effectiveness in the market.

In this regard, it is important to agree with
Hoblyk V., Tiahunova N., and Maslihan O. [1]
that the scope of responsibility of marketing
pricing policy is determined by the effective-
ness of the retail business in the market. In this
context, increased effectiveness results from
dynamic development driven by balancing sev-
eral key marketing indicators. Among these
indicators [2-3; 5]:

— Profitability is determined by the differ-
ence between the revenues and costs associ-
ated with selling a particular product.

—  Sales volume is viewed through the max-
imizing lens of the quantity of goods sold over a
specific period.

— Market share is considered through
increasing the business's share of the overall
market. In other words, it is the growth percent-
age of sales attributed to the enterprise com-
pared to other players in the retail market.

— Customer loyalty is viewed through
the indicator lens such as Net Promoter Score
(NPS), Customer Lifetime Value (CLTV), cus-
tomer feedback, and behavior analysis, reflect-
ing their satisfaction and commitment to the
business or brand.
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Table 1

Analysis of contemporary approaches to defining the "marketing pricing policy" category

Characteristics
of the category

Author Definitions of the category provided
of the definition by various authors

A set of company measures that includes price

N. V. Butenko formation, discounts, and payment terms for goods
to address the enterprise's strategic objectives.
Actions related to price management and pricing,

S. I. Duhina the art of setting prices for goods and adjusting them
based on the market position to achieve the set goals.
The process of creating an optimal price level

M. A. Oklander and structure for products and markets.

M. V. Lintur Actions aimed at forming a forecast price level

and M. G. Rega and planning its effective use.

O. E Osnach A set of measures that includes determining prices,

V. P. Pvivochuk discounts, and payment terms for goods or services

and L >I/3ypKovaIenko with the aim of satisfying consumer needs and ensuring

i the enterprise's profitability.

Focus on setting
and adjusting
prices for goods.
Focus on
achieving
maximum
efficiency in the
market.

Focus

on adaptability.
A focus on
various pricing
tools and
methods.

Competitiveness is viewed through the lens 1.

Source: formulated by the author based on [4]

Costs of implementation (comprising

of the enterprise's ability to successfully com-
pete with rivals and achieve its goals in the
retail market under certain conditions, thanks
to unique characteristics that distinguish it from
competitors.

In this context, a retail business's effective-
ness in the market is shaped by the continuous
refinement of its marketing pricing policy through
a series of actions related to setting and adjust-
ing prices. Naturally, these actions must ensure
the achievement of optimal results in core per-
formance indicators. This process is iterative
and involves continuous market analysis and
price adjustments in response to changing mar-
ket conditions (see Figure 1).

For example, through the use of specialized
software, retail businesses can analyze market
trends and adjust prices for goods and services in
real-time (based on factors such as demand, time
of day, day of the week, and others). Additionally,
during holiday periods or discount seasons, they
can modify prices for popular items such as food
products, beverages, and gifts. It is important to
understand that an effective pricing policy is not
just about setting arbitrary prices but is the result
of a comprehensive analysis of both the external
and internal environment of the business.

To achieve effectiveness in the context of the
marketing pricing policy of a retail business and
its marketing component, a multitude of factors
must be considered that shape the state of the
defined environments, such as [2; 4-5]:

all expenses related to delivering a product
or service to the end consumer, including
marketing, distribution, administrative, and other
costs). The significance of this factor is due to
the need to account for these expenses when
setting prices to ensure business profitability.

2. Consumer demand (formed by the
desires and ability of consumers to purchase a
particular product or service at a specific price,
influenced by changing fashion trends, consumer
incomes, and competition). The significance of
this factor is that understanding demand enables
the business to set a price that will ensure the
maximum sales volume.

3. Competitor prices (reflecting the pricing
offers set by other businesses for similar goods
or services). The significance of this factor lies in
the ability to initiate comparisons between one's
prices and those of competitors, which helps in
crafting a unigue selling proposition.

4. Marketing objectives (formed by the
specific outcomes that retail business aims
to achieve through marketing activities). The
significance of this factor is that marketing
goals influence the choice of pricing strategy.
For instance, the pricing strategy may target a
diverse customer base, possibly involving price
reductions, promotions, and sales (such as
offering substantial discounts on new collections
or large batches of products at the beginning of
the season). The pricing policy may also focus on
increasing the average transaction value, which
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Basis: pricing policy of a retail enterprise

Level of influence on price: marketing pricing policy of a retail enterprise

Specifics of Influence: achieving efficiehcy through pricing of goods or services

Process of Influence: Utilizing the pricing process of goods or services
as a marketing tool to achieve specific marketing objectives.

Iterative action (Component of the Proéess): Setting/adjusting prices for goods
or services based on the consideration of specific influencing factors and their
corresponding impact points.

Impact Outcome (Targeted): Maximum efficiency, measured through
profitability, sales volume, market share, customer loyalty,
and competitiveness.

Figure 1. Algorithm for achieving maximum effectiveness of a retail business in the market

Source: formulated by the author based on [2—3; 5]

could involve selling more expensive products,
additional services, or premium brands.

5. Existing constraints (formed by various
limitations that may affect the enterprise's pricing
policy — legal, ethical, or internal). Considering
these constraints helps avoid legal issues and
maintain a positive market reputation.

The effectiveness of a retail business's mar-
keting pricing policy is directly dependent on the
enterprise's ability to adapt prices for goods to
changes in the external environment.

The considered factors impact pricing, giving
price the role of a strategic or tactical market-
ing tool. Each factor affects the price through
specific influence points (see Table 2). Note
that the point of influence in the context of mar-
keting pricing policy is a specific element, fac-
tor, or aspect that directly affects the forma-
tion of the price of a product or service [2; 6].
In other words, it is a kind of ‘lever' that allows
price manipulation to achieve certain marketing
objectives.

Thus, attention to the aforementioned points
of influence in their unity forms the basis of mar-
keting pricing policy, which acquires a specific
focus, set of tools, methods, and range of tasks.

The outlined principles regarding points of
influence have allowed for the establishment of
the basic foundations for forming the marketing
pricing policy of a retail business (see Table 3).

Considering that setting and adjusting prices
for goods are not static but dynamic. They are
adjusted according to the focus of the marketing
pricing policy of the retail enterprise [1].

Dynamic pricing is utilized to shape and adjust
a retail enterprise's marketing and pricing strat-
egy. This approach helps achieve goals such as
increasing sales volume, enhancing profitabil-
ity, building customer loyalty, and positioning
the brand [1; 5]. It involves various tools used,
including discounts, promotions, differentiated
pricing, and psychological pricing. For exam-
ple, if a clothing store chain plans to increase
the average transaction value and enhance prof-
itability, it might use differentiated pricing. It is
possible to develop a product line across vari-
ous price segments (mass market, premium),
offer personalized deals for loyal customers, and
provide additional services (such as individual
styling) for a separate fee. The successful appli-
cation of pricing tools depends on a thorough
market analysis.
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Table 2

Points of influence of factors on the effectiveness of a retail business’s operations

in the market (in the context of pricing policy)

A specific element, factor, or aspect that directly

Influence on the

implementation

ofIi:ra\‘ﬁL%rr?ce influences the formation of the price of a product off?‘:r;‘r?(té%?l 9
or service in the retail market pricing policy
Marketing costs (advertising, brand promotion, trade
show participation should be factored into the price).
Distribution costs (delivery, storage, sales Consideration when
Costs of representatives' wages should be factored into the price). |setting prices for

Administrative costs (expenses related to business
management should be factored into the price).

Other costs (service maintenance, warranties should be
factored into the price).

goods to ensure
profitability

Price (as prices decrease, demand increases, and vice
versa).

Consumer income (as consumer incomes rise, their

Consideration when
setting prices for

constraints

ability to purchase more expensive goods increases).
((j:onsurger y b 2 : g. ) goods to ensure the
eman Fashion and trends (changes in fashion trends can maximum level
significantly impact demand for certain products). of sales.
Competition (the presence of competitors and their offers
can influence demand).
Assessment of competitiveness (identifying the
enterprise'sstrengths and highlighting them in marketing
communications). Comparing one's
Determining the optimal price level (enables the creation |own prices with
Competitor of a unique selling proposition that differentiates from competitors' prices,
prices competitors' offers based on additional parameters such |which allows for the
as quality, service, and delivery conditions). creation of a unique
5 LA
Making strategic decisions (data on competitors' prices | S€lling proposition
enable informed decisions regarding pricing, promotional
activities, new product development, and more).
Goals related to increasing sales volume (typically
reguire more aggressive pricing strategies).
Goals related to improving profitability (usually
necessitate a focus on high margins)

; : Impact on the format
Marketing Goals related to customer loyalty (often involve of Bricing strategy
objectives a combination of elements from both sales volume development

and profitability strategies).
Goals related to positioning (generally require a clear,
consistent pricing policy that highlights the brand's
unigueness).
Legal constraints (antitrust legislation, price restrictions Allows for avoiding
on certain types of goods) :
Existing legal issues

Ethical constraints (corporate social responsibility)

Internal_constrain_ts_ (financial business resources,
production capacities).

and maintaining
a positive market
image.

Note

* by analyzing competitors' prices, one can identify unmet market niches and create a unique selling proposition
that distinguishes itself from competitors' offerings.

Source: formulated by the author based on [3; 5-6]
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Table 3
Basic principles for forming the marketing pricing policy of a retail business

The process Direction - formation and Direction - supporting and
of setting adjustment of the focus of maintaining the focus of marketing
the price of a marketing pricing policy pricing policy
product Focus Toolset* Range of tasks | Set of methods **
Points _ The specificity lies
et |The specificry |BANTR0% o [MAMeiocue o, |Costbased
effectiveness concentrating Related Tools: marketing emphasis Competitive
of a retail Discounts @ through the lens of
business's Sgeho;/ivcts Promotions @ speciglized tasks, glgmgr?g-g)ri ented
operations p Differentiated including increasing )
in the market. to influence Pricing ® sales volume, methods
Directions consumer Psychological enhancing customer Psychological
Fduh . |behavior ) methods @
for iterative price pricing loyalty, and brand
adjustment. positioning.
Note

* A set of actions that enterprise uses to determine and regulate the prices of its goods or services:
(1) Temporary price reductions to stimulate sales; (2) Comprehensive measures including discounts, gifts, and
bonuses; (3) Setting different prices for different consumer segments or sales channels; (4) Using price as a
marketing tool to create a specific perception of the product among consumers; (5) Constantly changing prices

based on demand, time of day, day of the week, etc

** A set of ways that an enterprise uses to determine, establish, and adjust the prices of its goods or services:
(1) Setting prices based on production costs and markup; (2) Setting prices based on competitor price analysis;
(3) Setting prices based on consumers' willingness to pay; (4) Using psychological techniques to influence

consumer decisions.

Source: formulated by the author based on [2-3; 5]

A wide range of pricing methods is used
in retail to support and maintain the focus of
the marketing pricing policy. Among these
methods are cost-based pricing, where
prices are determined based on production
costs and markup; competitor-based pricing,
which involves setting prices based on the
analysis of competitors' prices; demand-based
pricing, based on consumers' willingness to
pay; and psychological pricing techniques
designed to influence consumer decisions
(for example, pricing children's products at
$10.99 or $149.99 to create the impression of
a lower price). The successful implementation
of pricing tools depends on understanding the
specifics of products and allows businesses
to proactively shape pricing strategies.
For example, if a retail enterprise sets a low
price on a new product to quickly capture a
large market share, this reflects the focus of its
marketing pricing policy.

Conclusions from this study and pros-
pects for further exploration in this direction.
The authors emphasize that a retail enterprise’s
marketing pricing policy uses price as a tool to

achieve specific marketing objectives. The fol-
lowing conclusions have been made:

1. The processes of setting and adjusting
prices forgoods and servicesinretail are dynamic,
reflecting the essence of the marketing pricing
policy of retail enterprises. The fundamental
principles of developing such a policy are
based on a dynamic pricing approach.
This approach enables businesses to effectively
adjust to market changes and consumer behavior
while continuously balancing key marketing
metrics.

2. Toshape and adjust the marketing pricing
policy of a retail enterprise, dynamic pricing and
a range of supplementary tools are used, such as
discounts, promotions, differentiated pricing, and
psychological pricing. Utilizing these tools helps
achieve goals such as increasing sales volume,
enhancing profitability, building customer loyalty,
and strengthening brand positioning. Successful
application of pricing tools depends on athorough
market analysis.

3. A diverse arsenal of pricing methods
is used to support and maintain the focus of
a marketing pricing policy. Methods such as
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cost-based pricing, competitor price analysis,
willingness to pay, and psychological techniques
help businesses react to market changes
and proactively shape their pricing strategy.
Successful application of pricing tools depends
on understanding the specifics of the products or
services.

Future research prospects could focus on
analyzing the effectiveness of specific pricing
tools and methods of their implementation in
the context of a rapidly changing retail market,
as well as developing new approaches for
integrating these tools into comprehensive
pricing management strategies.
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