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Abstract: Price is indeed a crucial element of any market and can even be essential to the 

sustainability of the organization. If the prices are not fixed within line with the target audience 

chosen, it will adversely impact the earnings of the commodity and the business. The primary 

purpose of every profit-seeking industry is to create revenue and, within order to accomplish 

this objective, all aspects relating to inventory management, prices and setting prices require to 

be handled appropriately. The primary objective of this analysis is thus to examine the factors 

regarded among organizations in their growth. The selling price for products can be determined 

by a variety of factors that can be classified into two major categories, internal factors 

with external factors, all of that are discussed in more depth in this article. In order to address 

factors that affect international marketing networks, which have been the channels through 

which products and services meet their global consumers. This indicates that suppliers and 

customers would either be based in the supplier or buyer nation or be present from both 

countries. Finally, the paper would address generic ads and regional advertising throughout the 

global market. 
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INTRODUCTION 

Any market organization nowadays faces the challenge of optimizing investors' returns as well as of remaining 

relevant to activities within a dynamic and ever-changing marketplace. The motivation for raising income and 

the challenge of staying upon on market are a boundary of obligations for managers. All of these big challenges 

are to make a call overpricing. The main objective of every price decision would be to accomplish the goals of 

the company. The goals of a company can vary rely on the complexity of the enterprise. For a profit-driven 

company, their key purpose is to increase profits, which can have a high effect on pricing practices. 

Profit maximization can be accomplished by way of differentiation. Organizations should rely on cost-cutting, 

growing market shares, launching a new product, setting high prices, etc. to optimize their income. In a tactical 

school of thinking management, the marketing strategy of every organization may be cost-management or 

product distinction directed at accomplishing the mission set by the organization. The cost-efficiency approach 

is accomplished by minimizing costs over rivals while on the other side, the product differentiation approach is 

directed at delivering high-quality goods. In economic philosophy, it's been suggested that, regardless of the 

sort of business-level approach implemented by the enterprise, the customer varies for the same commodity. 

The method of adding a numerical value to goods or services is among the 4 p's for the pricing strategy. Price 

may also be defined as the value provided and obtained through the customer as well as the seller throughout the 

trade of goods or even services. The pricing strategy is also a critical decision for every company organization. 

A commercial organization's sustainability and profitability rely on its purchasing decisions, therefore, the price 

seems to be the only factor within the marketing mix that generates sales and therefore ensures profitability [1]. 

Efficient pricing decision-making is a method for achieving the company’s goals which can have appropriate 

requirements to meet longer-term organizational goals. A pricing strategy, if correctly designed and measured, 

could be a strategic force within an ever-dynamic environment. Even so, it is clear that the administration has a 

tremendous duty to set and follow the most favorable pricing strategy before them. 

Hilton noted that whilst the business forces of requirements and supplies and the costs of production also have a 

substantial impact on price determination [2]. He also stated that there are many factors that impact the pricing 

decisions as per him, such as the goals of the company's pricing, the financial climate, and the degree of 

performance as well as the accessibility of a substitute product. Price management also is a vital component of 

the marketing mix as well as the strategic approach and a central determinant of corporate success. Likewise, the 

price seems to be the metric by which customers (industry and household) assess the worth of a proposition and 

highly influences the brand choice between available offers [3]. A consumer compares the price while making 

any decision on usage. Even so, it is appropriate to remember that the cost of every product ought to be prepared 

to describe its worth. 
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There are differing views throughout the research about pricing decisions, the problem of different firms with 

the same commodity with much the same nature within the same industry charging various prices is also 

unanswered since there are reasonable explanations about the factors of price structure. However, there are 

related considerations in the research concerning the price determination factor. A significant percentage of 

corporate deficiencies are attributed to the failure to provide and make successful pricing choices. Despite the 

reality that pricing choices are strategic considerations, many companies are now trying to recognize relevant 

variables that affect costs. 

Pricing should be seen as a significant factor that has an influence on the functioning of a company. The 

effectiveness of a company depends, amongst many other factors, on careful analysis of the categories of 

products, including commodity, price, location and advertising. However, a great deal of focus is put on the 

advertising aspect by many organizations as well as the price of the process is ignored. Price is, nevertheless, 

very important to the sustainability of the enterprise and, unless the price also isn't accurately calculated, this 

will have a negative effect on the product and viability of the firm [4]. Consumers want to utilize the product to 

determine the perceived nature of the product range, thus, much consideration needs to be given towards the 

pricing approach as well as how the products are priced. 

One of the key priorities of any company, if an established corporation or even a smaller organization, would be 

to earn a profit. It can be achieved by effective resource control and by selling a good or service at the best 

price. Machado describes price as "the cost of production or services stated in units of yields and percentage 

points [5]; the sum of funds required to obtain that very product as well as the profit or utility that comes with 

it." Developing a pricing plan is an essential activity within advertising since pricing is just part of an 

advertising equation that produces revenue profits; other factors drive costs including selling prices. The sort of 

pricing process that small and medium-sized companies would like to pursue would rely on the goal to be 

reached by the pricing model. 

Household spending covers all goods including services bought through private households. However, the 

acquisition of property investment does not come under the limits of household usage. As it is undoubtedly the 

most significant factor influencing the degree of household health, on average about 60% of gross national 

product could be linked to this role [6]. In the case of neoclassical economics, the degree of household demand 

is the main indicator for efficiency gains throughout the economy [7]. 

The estimation of the factors of household demand is of vital importance in the modification of 

economic strategy. In particular, in view of the decrease in oil prices following November 2014 as well as the 

general market instability, the stability and solid growth for household spending could lead to the sensitivity of 

the market to persistent price shocks. Throughout the long term, energy scarcity is another aspect that places 

steady household demand at the center of economic proposed policies. 

The goal of this analysis is to investigate the effect of household incomes, income tax, and corporation tax, 

value-added taxes (VAT) including exchange rate over household expenditures. The rationale for selecting these 

factors will be as obeys: household discretionary income is among the key factors. Factors that affect household 

decisions [8]; income tax, corporation tax including VAT are also the major taxes (82.7% for annual income 

during 2017) that raise tax revenue for the budget deficit; and manufactured goods occupy a significant role 

(about 42.0% including GDP throughout 2017) within the economy. 

Marketing theory explicitly notes that pricing is among the 5 P's (Products, Placement, Places, Promotions and 

Price) that adds towards the marketing mix within order to draw the interest of potential consumers, inspire 

them to purchase goods or services. The business plan lets you identify, advertise and sell your goods and build 

a partnership with your clients. Pricing, as a component of the marketing mix, is important and was always 

among the most challenging marketing choices due to increased competition [9], grey market operations [10], 

counter-trade conditions [11], geographic trade blocks, the emergence of intra-market divisions [12] and 

variable exchange rates [13]. Customers have varying views of the items, based on the cost. This is therefore a 

challenging challenge for buyers to price goods, primarily because a higher price will lead to bad feelings 

towards products, but mostly because a lower price can be confusing about certain product offerings such as 

durability. 

Several pricing goals contribute to various tactics, and organizations need to formulate and implement the right 

approach in different scenarios. Any of the pricing strategies for a product include premium as well as 

distribution pricing, price skimming, financial and noneconomic pricing, commodity and complimentary 

product pricing, hostage and product package pricing, advertising, regional including value pricing. Even so, 

whenever it relates to prices for domestic and foreign markets, the problem is more complicated. 

It is not a straightforward job to fix prices for foreign markets. Decisions about goods, pricing and delivery for 

foreign markets are specific to every other nation [14] and vary from others in the home economy market [15]. 

Besides, other considerations like rate of returns, market stabilization, demands and competitive pricing, 

consumer penetration, immediate cash turnaround, prevention of competitors, organizations & product 

characteristics, market including environmental factors, but also fiscal, political, economic and environmental 

factors, must be taken into account throughout decision-making processes. 



Dr Manjula Jain et al / A Review on the Variables That Influence Product Pricing and Decision 
 
 

Journal of Contemporary Issues in Business and Government | Vol 27, Issue 3, 2021                                 788 

To date, the debate has addressed the significance of pricing methods for the accomplishment of corporate 

objectives. Since businesses may use multiple pricing methods, it is important to examine the considerations 

that these entities need to address when designing their pricing frameworks. The primary purpose of this report 

is to analyze the considerations regarded for SMEs when designing their pricing. 

To the results related, most pricing decision research is undertaken throughout the developed country [16] 

although few studies have been conducted in the developing economy [17]. However, there are few pricing 

control studies [18] though, to the results related, both of these research lack quantitative analytical data. As a 

consequence, this calls for more studies in this field to include analytical results to address the information gap. 

 

LITERATURE REVIEW 

Huang, Hahn and Jones investigated the factors of Price Elasticities with Supermarket Brands including 

National Product Brands utilizing 6 stores in the span 2000-2002 [19]. Findings indicate that a variety of 

variables have an impact on price inclinations and that customers in low-income shops are much more price 

conscious than in greater-income stores. They often say that greater market shares haven't yet decreased price 

elasticity of store brands. 

Kajisa and Akiyama analyzed strategies over rice pricing throughout Thailand, Indonesia as well as the 

Philippines through 1960 to 1990 [20]. The results of this research indicate that market stability has been a 

significant policy success, and also demonstrate that stabilization has not actually been enjoyed or observed 

during the observation period. The research reveals how policy factors like the entrance further into GATT, the 

rise within per capita GDP as well as the accomplishment for rice self-sufficiency were core factors for rice 

price structure, however the forms where these factors also influenced policy vary between these countries. 

Avlonitis as well as Indounas examined pricing which service providers are following together with the various 

pricing strategies followed by 170 companies in six various industries throughout Greece [17]. The information 

where obtained by interview and examined solely utilizing a qualitative methodology. The study indicates that 

perhaps the pricing approach adopted through the large majority of survey was cost-plus and even the pricing 

remains based on the industry standard price, as well as the research also shows that perhaps the pricing 

priorities as well as the pricing strategies are very closely connected. 

Balaji and Ragavhan investigated the effect of pricing strategy mostly on price ceiling of retail market 

throughout the USA across 1989 to 1997 [21]. The business uses 10 products that have been analyzed utilizing 

Anova. The results indicate a major gap in the pricing methods implemented by different brands. The 

researchers indicated that brands adopt pricing tactics and that differentiated pricing strategies are not pursued 

by shops at the interpersonal basis. This finding suggests that the price policy is not dictated through demands at 

the retail level and therefore is calculated at a far more aggregated level. 

Moura and Junior research the intensity of market increases from survey results for Brazilian firms [22]. With 

this research, 281 Brazilian companies were interviewed in 2007 as well as the research has been carried out 

utilizing OLS regression. They notice that perhaps the period of wages, the intensity of competition, the 

specialization of goods, the elasticity with production as well as the economic market have mainly clarified the 

period of price adjustment. Empirical findings do not contradict time-dependent approaches as they are 

compatible with varying price durations around firms; furthermore, they dispute the somewhat widely utilized 

macro-economic modelling for financial policy assessment. 

Obigbemi (2010) explores the effect of price hike on the market turnover with selected SMEs throughout Ogun 

as well as Lagos, Nigeria [18]. The qualitative approach of 200 respondents was introduced. The information is 

evaluated utilizing the student’s t-test. The research demonstrates that there's still a link among the transition in 

revenue and turnover costs and further proposed that small and medium-sized businesses should be tracked 

regularly and accurately and that price specialist services should be used to make pricing decisions for small and 

medium-sized enterprises. 

Breitenfellner, Cuaresma as well as Keppel investigate some 30 possible factors of crude oils price over a period 

with 26 years across 1983 to 2008 [23]. The results of the research indicate that the influence of human 

variables differs with time. In other words, no one element governs or stays constant over the time of study. 

Srinivasan explores the underlying factors of share prices within India [24]. The research uses panel data, 

comprising of monthly data study covered the period 2006-2011 including cross-section information that takes 

into account 6 major segments of the Indian market, including manufacturing, oil, IT, agricultural, 

pharmaceutical including commercial banking, using a fixed influence model and also a random 

influence model, to investigate the fundamental determinism. Their results indicate that wages per share as well 

as price-earnings ratios are the primary factor of stock prices of said industries. Their results further suggest how 

volume is a major factor throughout the calculation of stock prices in all industries under examination, except 

engineering. 

Shankar et al. reflects on Economic Pricing Principles, variables defining E-pricing practices and tactics [25], 

where it communicates that perhaps the price seems to be the only variable throughout marketing mix which 

generates sales, so that's sum of any of the qualities that consumers exchange for profit they benefit from ever 
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using products or services. The management activities engaged throughout pricings of the products include the 

establishment of pricing targets, the detection of pricing variables, the assessment of their quality and 

significance, the determination of product values in financial terms as well as the development of pricing plans 

and practices, as well as the effect on demands and the strategic potential of companies on the prices of the 

products. The research identified the factors affecting the prices of the target market and classified them as 

interior factors (the favorable market placing of the brand, the features of the products, the prices of distribution, 

the marketing prices and the production rate of products, etc.) including external factors (the negotiating 

strength of the consumers, the negotiating power of main producers, the pricing strategy of the rivals, the 

governance of the organization). 

 

Factors Influence the Market for Decision Of Pricing 

Internal Factors:  

When determining rates, advertisers ought to keep in mind a variety of considerations that are the product of 

company decisions and behavior. These considerations are primarily regulated by the organization and can, if 

necessary, be changed by them. Even so, while the company may have power over these variables, making fast 

improvements is often not realistic [26]. In instance, the price of a commodity can rely on the competitiveness 

of a manufacturing plant. The marketer recognizes that growing production will minimize the price of producing 

every product and thereby enable the marketer could theoretically minimize price of products.  

Rate of Investment: A business may established a marketing goal as a condition for achieving a certain 

% return mostly on organization's advertising budget for the commodity. This amount of returns, together with 

an estimation of revenue, would help to decide the necessary price levels required to fulfil the ROI goal. 

Cash Flows: Organizations may begin by setting prices at such a standard that ensures that sales revenues meet 

the cost of production as well as marketing of goods. This is more likely to occur for innovative goods where the 

corporate goals allow the fresh product clearly to cover the expenses as attempts are being made to bring the 

products on the market. 

Market Shares: A price decision could be necessary if the business has the aim of acquiring a grip on even a 

market segment or maintaining a certain portion of the current market. 

Increase Profit: Mature goods that cater to a market which is no more growing can have a business goal 

needing the price to also be fixed at a point that optimizes income. 

Variable Cost: This prices are primarily related to the manufacturing and selling of goods and can also alter as 

the amount for production and revenue increases. Usually variable prices are calculated mostly a per-unit basis 

when the prices are specifically related to individual products. 

External Factors:  

There seem to be a variety of considerations that are not regulated by organization but which can affect price 

decisions. Identification of such factors allows a salesperson to perform analysis to track what is evolving for 

each market that the business represents, as the effects of such factors will differ depending on market. 

Elasticity of Demands: Recognizing how price fluctuations affect the economy requires a good idea of the 

process economists call this elasticity of demands, which refers to how purchasing volume shifts as prices shifts. 

Customer’s Expectation: Probably the most visible external influences that affect price setting are the 

preferences of consumers and service providers. Whenever it applies to making a buying decision, consumers 

evaluate the overall "value" of product even additional than they evaluate the prices [27]. When settling on even 

a price marketing company, it is important to perform consumer analysis to decide the "price points" are 

acceptable. 

Direct Competitors Pricing: All the marketing choices, including prices, would include an appraisal of the 

rivals' offers. The effect of this knowledge on the real price setting will depend on the dynamic state of the 

economy. For instance, goods that control markets which are seen as leading companies, it will not be strongly 

affected by competition pricing, and they're in a strong position to fix rates where they see appropriate. 

Related Products Pricing: Devices that provide different ways to describe customer preferences may aim to 

price products that customers are already using, even as such other products could not seem to be main rivals. 

For example, a marketing company of such a fresh online golf training provision that lets consumers to 

accessibility golf training from their smartphone could look at rates paid by local golf pros with in-person 

coaching to determine where and how to make their prices. While online golf coaching may not have been a 

specific exercise on the ground,  A golf instructor rival, online advertisers may use the costs of in-person 

coaching as a comparison point towards setting the standard. 

Primary Products Pricing: Marketers may offer products considered to be complementary to the initial products. 

For e.g. Bluetooth headphones are known to be complimentary to primary cell phones. The prices of 

complementary goods can be influenced by fluctuations in the price of primary products because customers can 

check the price of complimentary products mostly on the basis of the price of primary products. 

Governments Regulations: Marketers have to be conscious of laws that affect how prices are set throughout the 

markets wherein their goods are marketed. This laws are largely approved by the judiciary, which ensures that 
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there will be legal repercussions if the guidelines are not complied with. Price controls can arrive from every 

stage of government and differ greatly in their specifications. Figure 1 shows internal and external which effects 

the pricing strategies. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Fig. 1: The Figure Describes Internal and External Which Effects the Pricing Strategies 
 

DISCUSSION 

What we can quickly infer is that so many supermarket buyers have limited price awareness often at the 

fundamental level. They clearly cannot remember the rates they saw on a shelves or a daily flyer correct after 

fact. Although many will be capable to rank various local stores reasonably accurately, at certain price range, 

many hesitate to offer an estimation, and fewer can notify anyone what their rating is based on. The plurality 

only steadily adjust their price picture on the basis of real costs, whereas the extrinsic rate might be more 

influential in impacting a change[28]. Many customers have a small basket with "established priced items" with 

which they return as they want to grasp the price range of a stores. Frequently purchased and/or products with a 

significant share of the customer budget are much more prevalent in this phase, but other considerations, like 

item price compared to the overall price throughout the package, are also relevant for understanding over period. 

Even so, retailers ought to be careful of simply lowering rates on products that could be vital to 

total profitability. The placement of products with a higher in-formativeness but via a lower margin effect is 

thus desirable [29]. 

Aggressively implementing a price-founded approach has not been seen to be advantageous to a well-

established conventional stores unless it is followed by other consistent practices, i.e. that perhaps the store's 

core offering remains constant (or got improved). Most of the factors for such is that price-founded tactics aim 

to make customers more mindful of costs and discounts, as well as risk creating confusion in the view of the 

main store offering. Discounters will therefore be viewed as more important and trustworthy while rendering the 

distinction among discounters and conventional retailers less obvious. 

Pricing is really the tool used by a business to set the retail rates on its goods as well as services. The price 

usually depends mostly on price elements and the relative worth of the goods with services to the customer 

relative to rival companies, products as well as services. The main purpose of this report is to analyses the 

considerations regarded among small business enterprises (SMEs) when designing their pricing procedures. The 

study found that many of the informants spent time and money to be aware about their rivals' costs and increases 

in inflation including product prices[30]. While they utilize the rival's prices also as guide for determining their 

specific prices, most of them really do not change their prices towards being cheaper or to meet the contest's 

prices. Increases throughout interest rates including acceptance that is taken into account when setting 

commodity prices as well as is not decided to through the same number of respondents. 

On the issue of whether consumers affect the establishment of products price, the studies indicated that many of 

themselves will weigh the advantages that customers would have by using the products, the intensity of the 

consumer connection and positive input mostly on products and even services when establishing the products 

Pricing Strategies 

Internal Factor which effects 

the strategies of pricing 

1. Organizational aims 

2. Marketing Objective 

3. Costs  

External Factor which effects 

the strategies of pricing 

1. Customers 

2. Demand Curves 

3. Competitors 
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price. The main number of respondents agree that consumer wants, where they work, unfavorable 

product/service feedback and how often they may not have any significant effect on deciding product prices. 

 

CONCLUSION 

Pricing is undoubtedly one of the most challenging challenges for such a decision-maker while attempting to 

prices a good or service. That could include the expense of making and distributing the goods, the profits that 

you needed to make to remain in the company. Appropriate pricing takes account of prices, consumer 

demands and competitiveness. In domestic industries, few firms are free to fix rates without acknowledging the 

pricing practices of their rivals.   If an international market is represented by multiple rivals, you may have no 

option but to equal or go far below the existing price to gain market shares. However, whether the products or 

services are new to the market, you will be entitled to sets a higher price. 

The proportion of profits after tax towards turnover also a measure for price decisions, which act as a contingent 

variable, while revenue expenses and business targets are indicators for inner pricing policy factors and external 

factors are production, macroeconomic conditions, industry rivalry, market segment and customer sentiment. 

The study showed that the price of revenue had a negligible positive impact on pricing strategy, while the goal 

and customer experience of the business had a substantial positive relationship with pricing policy. In another 

hand, consumer demands and the existence of near alternatives have a substantial negative pricing strategy, 

whereas the macroeconomic pattern including the market segment has an important negative impact on 

overpricing policy. Global market pricing needs a complete market policy, and businesses need to identify their 

pricing plans, know their goods, and consider the environmental conditions of the domestic country. This 

research also indicates that attempts should be taken to reduce manufacturing costs by concentrating on the 

goals of cost minimization of benefit maximization. A corporate company should therefore follow policies to 

concentrate on customer views of their goods and consumer demand. 
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