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The full-scale military aggression of the Russian Federation against Ukraine, which has been ongoing for the fifth consecutive year, has brought about a number
of changes in the country’s economy, while the conditions of martial law have affected all types of economic activity. Over four years of war, the way in which
business is conducted has undergone fundamental changes, particularly for small and medium-sized enterprises, which have demonstrated resilience amid
the multidimensional uncertainty of the economic environment. A significant number of small businesses have intensified their use of Internet-based tools to
promote the final results of their activities to consumers. Under these conditions, the issue of determining prices for goods and services promoted to consumers
through digital tools has become increasingly relevant. The relevance of studying the problems of price setting for goods and services offered by small busi-
nesses operating online in Ukraine is also driven by the active transformation of entrepreneurial practices under martial law and the rapid development of
e-commerce. Digitalization is changing traditional approaches to seller-consumer interaction, demand formation, product promotion, and pricing decisions.
E-commerce in Ukraine continues to develop actively under martial law, while online channels are becoming an important means of maintaining and restoring
entrepreneurial activity. Researchers characterize e-commerce as one of the most dynamic segments of the modern Ukrainian economy. The aim of the article is
to deepen the theoretical and applied aspects of price setting in small online businesses, taking into account the specific characteristics of the Ukrainian market.
Price is becoming one of the key instruments of online competition. The specifics of online business further complicate price setting because price is increasingly
associated not only with the entrepreneur’s costs but also with the value of a product or service to the consumer. In the digital environment, an entrepreneur
needs to consider not only the cost of production but also consumers’ price perceptions, the level of competition, the seller’s reputation, customer reviews,
delivery speed, payment and return conditions, service quality, and other factors. Thus, the problem of pricing for small online businesses is complex in nature
and combines economic, marketing, behavioral, and organizational aspects. An additional factor is the instability of the Ukrainian business environment under
wartime conditions. Infrastructure constraints, changes in logistics costs, disruptions in energy supply, fluctuations in resource costs, changes in household
purchasing power, and transformations in consumer demand make it more difficult to apply traditional approaches to price setting. There is a need to combine
classical cost-based pricing approaches with competitive, value-based, and behavioral approaches, while also taking into account the specific costs and risks
associated with e-commerce. The practical significance of the study lies in the possibility of using its findings by small businesses to determine substantiated
prices for goods and services, establish the minimum acceptable price level, assess the impact of competitors, develop a discount system, and increase the
profitability of online sales.
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KpacHorocoea O. M. lpobnemu yiHoymeopeHHs 8 Manomy oHAaliH-6i3Heci 8 YKpaiHi

LupokomacwmabHa silicekosa azpecis PO npomu YkpaiHu, SKa mpusae 8xce n’amuli pik nocninb, 8Hecna HU3Ky 3miH 00 eKOHOMIKU KpaiHu. Ymosu 8o-
€HHO20 CMAHY BMAUHYAU HA 8Ci BUOU EKOHOMIYHOI QifiIbHOCMI. 30 YOMUPU BOEHHI POKU DOKOPIHHUX 3MiH 303Ha8 NOpAOOK 8edeHHs BisHecy, 0cobnuso ye
cmocyemoca npedcmasHuUKie manux i cepedHix nionpuemcms, Kompi npoaeuau cmilikicme 8 ymosax 6a2amokpumepianbHoi HegU3Ha4eHoCMi eKOHOMIYHO20
cepedosuwya. 3HAYHA KinbKicmb npedcmasHuKie Masnozo Gi3Hecy akmueiysana BUKOPUCMAHHA iHMepHem-iHcmpymeHmapito 0418 NPOCYBAHHA KiHUesux
pe3ynbmamig ceoei disnbHocmi o croxcusavie. 3a MaKux ymoe GKmyanbHUM CMano NUMAHHA 8CMAHOBAEHHA YiHU HA MOBAPU Ma Mocayau, Wjo npocyea-
fomeca 00 COMUBAYIB i3 BUKOPUCMAHHAM YUgposuxX iHcmpymeHmig. AKmyansHicme docnidxeHHs npobaem 8CMAHOBAEHHSA YiHU HA MO8apu ma nocayau
npedcmasHuKie Manozo bisHecy, AKi npayromMe OHAALH 8 YKpaiHi, 3yMosneHa makox aKmueHo mpaHcgopmayieto cnocobie 8edeHHs NiOMPUEMHULbKOT
difnbHOCMI 8 yMOBAX BOEHHO20 CMAHY MA CMPIMKUM PO38UMKOM eneKmpoHHoi Komepuii. Liughposizauis 3miHioe mpaduuiliHi nidxoou 0o e3aemodii npo-
0asys i cnoxcueaya, opmysaHHA MomuUMy, POCY8AHHA NPOOYKUIi Ma yX8aneHHsA UiHo8UX pilieHb. EneKmpoHHa Komepyia 8 YKpaiHi npodosxtye akmugHo
pO38UBAMUCA 8 YMOBAX BOEHHO20 CMAHY, G OHAALH-KAHAAU CMAKMb 8AXIUBUM CIOCO6OM 3bepexeHHa ma 8i0HO8AEHHA NiONPUEMHUYbKOI QianbHOCMI.
JocniOHuKu xapakmepusylombs eneKmpoHHy Komepyiko AK 00UH i3 HalibinbWw OUHAMIYHUX CeameHmig Cy4acHoi ekoHoMIKU YkpaiHu. Memoto cmammi € mo-
21UubneHHA MeopemuyHuUX i MPUKAAOHUX acrieKmie 8CMAHOBAEHHSA UiH y Manomy oHnalH-Bi3Heci 3 ypaxysaHHAM cneyudiku yKpaiHcbKo20 puHKy. LiiHa cmae
00HUM i3 K/1K0408UX iHCMpYMeHmi8 KOHKypeHmHoi 6opomebu 8 iHmepHemi. Cneyudika oHnaliH-6i3Hecy YCKAAOHIOE BCMAHOBAEHHA UiHU we i mum, wo
80Ha 0edari binbwe Mos’a3yembCa He AuUWe 3 gumpamamu nidnpuemus, a i i3 yiHHicmo moseapy abo nocnyau 019 cnoxusavd. Y yugpposomy cepedosuyi
nionpuemuyto HeobxioHo epaxosysamu He aAuwe cobisapmicms npodyKyii, a i cnpuliHAMMA yiHU MOKYNUAMU, pieHb KOHKYpeHUii, penymayito npodasys,
8i02yKU, WeudKicme 00cmagKu, ymosu onaamu ma nosepHeHHs, AKicme cepsicy mowjo. Takum YUHOM, npobaema YiHOymeopeHHs 014 Mano2o oHAaliH-
b6izHecy mMae KomnaeKcHuUl Xapakmep i NOEOHYE eKOHOMIYHI, MapKemuH206i, NosediHKosi ma opeaHizauiliHi acnekmu. Jo0amKosum arkmopom € Hecma-
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binbHicms yKpaiHcbK020 bi3Hec-cepedosuwa 8 ymosax siliHu. IHppacmpykmypHi 0bmMexceHHs, 3MiHU no2icmuy4Hux sumpam, nepeboi 8 eHep20MoCMAYaHHI,
KONUBAHHA 8aPMOCMI pecypcie, 3MiHa NAAMOCIPOMOMHOCMI HACENEHHA M MPAHCHOPMAYiA CMOXUB4020 MONUMY YCKAAOHIOIOMb 30CMOCY8AHHA MPa-
AuyitiHux nidxodie 0o 8CMAHOBMEHHA UiHU. ICHYE nompeba 8 NOEOHAHHI KNACUYHUX 8UMPAMHUX M1i0X00ie A0 YiHOYMBOPEHHSA 3 KOHKYPEHMHUM, UiHHICHUM
i mosediHKosuUM MidXo0amu, @ MAKOX YPaXy8aHHI CreyudivyHUX BUMpPAmM i PU3UKi8 enekmpoHHoi mopeigni. [pakmuyHa 3Hauywicme 00CMIOHEeHHS BU3HA-
YAEMbCA MOMAUBICMIO BUKOPUCMAHHA (i020 pe3ynbmamis npedcmasHUKaMu manozo bisHecy 0na 8ubopy 0brpyHmMosaroi yiHu Ha mosapu ma nocnyeau,
BU3HAYEHHA MiHIMAbHO AOMYCMUMO20 PiBHA UiHU, OYiHIOBAHHA 8MUSY KOHKYPeHMI8, hopMYBAHHA cUCMemMU 3HUKOK ma nidsuweHHA npubymkosocmi
OHNAUH-NpodaHis.

Knrovosi cnosa: yiHa; yiHoymeopeHHs; yupposi mexHonozii; Yugposi iHcmpymeHmu; KaHanu KomyHikayii; manuli 6i3Hec; mane nidnpuEMcMB0; KOHKYPeH-
MOCMPOMOXCHICM®.
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INTRODUCTION

The full-scale military aggression of the Russian
Federation against Ukraine, which has continued for
the fifth consecutive year, has brought about signifi-
cant changes in the country’s economy, while the con-
ditions of martial law have affected all types of eco-
nomic activity. Over the four years of the war, the way
in which business is conducted has undergone funda-
mental changes, particularly for small and medium-
sized enterprises, which have demonstrated resilience
under conditions of multidimensional uncertainty in
the economic environment. A significant number of
small businesses have intensified their use of Internet-
based tools to promote the results of their activities
to consumers. Under these circumstances, the issue of
determining prices for goods and services promoted
to consumers through digital tools has become in-
creasingly important.

he relevance of studying the problems of price

setting for goods and services offered by small

businesses operating online in Ukraine is also
determined by the active transformation of entrepre-
neurial practices under martial law and the rapid de-
velopment of e-commerce. Digitalization is changing
traditional approaches to seller—consumer interaction,
demand formation, product promotion, and pricing
decisions. E-commerce in Ukraine continues to de-
velop actively under martial law, while online channels
are becoming an important means of maintaining and
restoring entrepreneurial activity. Researchers charac-
terize e-commerce as one of the most dynamic seg-
ments of the modern Ukrainian economy.

This problem is particularly relevant to small
businesses, as they have significantly fewer financial,
human, and informational resources compared with
large companies. According to OECD data [1], the
share of small enterprises in Ukraine engaged in on-
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line sales in the period prior to the beginning of the
full-scale military aggression of the Russian Federation
against Ukraine was only 4.2%, compared with 10.5%
among large enterprises. At the same time, the growth
in e-commerce volumes was largely driven by large
enterprises. This indicated the existence of a problem
concerning the adaptation of small businesses to the
digital competitive environment.

Under such conditions, price becomes one of the
key instruments of online competition. Unlike tradi-
tional commerce, online consumers have the oppor-
tunity to quickly compare prices offered by numer-
ous sellers and use marketplaces, price aggregators,
and other digital tools that enable them to assess the
pricing policies of different producers and sellers. Ac-
cordingly, entrepreneurs are required to continuously
assess the relationship between the price of their own
offering, competitors’ prices, production costs, adver-
tising expenses, logistics costs, platform commissions,
and the expected profit margin. The current legislation
of Ukraine regulating trade provides for the operation
of online stores, marketplaces, and price aggregators
as components of the modern trading infrastructure.

The specifics of online business further compli-
cate price setting because price is increasingly associ-
ated not only with the entrepreneur’s costs but also
with the value of a product or service to the consumer.
In the digital environment, entrepreneurs need to
consider not only production costs but also consum-
ers’ perceptions of price, the level of competition, the
seller’s reputation, customer reviews, delivery speed,
payment and return conditions, service quality, and
other factors. Thus, the problem of pricing for small
online businesses is complex in nature and encom-
passes economic, marketing, behavioral, and organi-
zational aspects.

An additional factor is the instability of the Ukrai-
nian business environment under wartime conditions.
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Infrastructure constraints, changes in logistics costs,
disruptions in energy supply, fluctuations in resource
costs, changes in consumers’ purchasing power, and
transformations in consumer demand complicate the
application of traditional approaches to price setting.
A decision by a small business to set an excessively low
price may result in reduced profits or their complete
loss and undermine financial stability, whereas setting
an excessively high price may lead to a loss of competi-
tive positions and cause consumers to switch to other
sellers. Therefore, entrepreneurs face the need to find
an optimal balance between price, costs, expected
profitability, and the value of a product or service as
perceived by consumers.

of dynamic pricing in the online environment.

Digital technologies make it possible to adjust
prices more rapidly depending on demand, competi-
tors’ actions, inventory levels, seasonality, and other
factors. However, for small businesses, the use of such
approaches may be constrained by insufficient data,
the lack of specialized software, and an inadequate
level of digital competencies.

Based on the above, the choice of the research
topic is relevant.

P articular attention should be paid to the problem

ANALYSIS OF RECENT RESEARCH
AND PUBLICATIONS

A number of Ukrainian economists have devot-
ed their research to various aspects of pricing. In par-
ticular, I. Babukh and K. Fen, in their article “Pricing
as a Component of Marketing Analysis: Modern Ap-
proaches”[2], examine pricing in relation to marketing
analysis. The researchers focus on the use of modern
approaches to determining and substantiating prices
while taking marketing information into account. The
content of the study suggests that price should not be
considered in isolation from other marketing process-
es but rather as the result of a comprehensive analysis
of the market, competitive environment, and consum-
er characteristics. Thus, the authors emphasize a shift
from a purely economic understanding of price toward
its use as a marketing instrument.

In the same year, 2023, I. Babukh published an-
other study, “Pricing in the System of Marketing Anal-
ysis: Theoretical Approaches” [3], which focuses di-
rectly on theoretical approaches to pricing within the
marketing analysis system. The main emphasis of the
article can be identified as substantiating the role of
pricing within the marketing analysis system. Accord-
ingly, price is viewed as a result of the use of marketing
information and analytical procedures. For research
into small online businesses, this study is important
because it provides a theoretical basis for considering
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price not simply as the sum of costs and profit, but as
a marketing decision.

In 2025, scholars I. Ponomarenko and D. Pono-
marenko published the study “Dynamic Pricing in
Marketing” [4], which examines dynamic pricing, i.e.,
an approach whereby prices can change depending on
market conditions. This issue is particularly important
for modern online businesses because digital chan-
nels make it possible to obtain information rapidly
about demand, competitors’ actions, and consumer
responses and to adjust prices accordingly. The main
conclusion arising from the subject matter of the study
is that modern marketing pricing should be flexible
and adaptive, rather than based on a fixed price main-
tained over an extended period.

In the study “Marketing Research on the Impact
of Pricing Policy on Consumer Behavior” [5], N. Bukalo
examines the impact of pricing policy on consumer
behavior. The research shifts the focus from the en-
terprise and its costs toward the consumer and the
consumer’s response to price and pricing policy. For
an entrepreneur, it is important not only to establish
an economically justified price but also to determine
how consumers will perceive this price and how it will
affect their purchasing decisions. This issue is particu-
larly important for online businesses, as consumers
can quickly compare offers from different sellers.

The authors of the article “Specific Features of
Marketing Pricing under Modern Business Conditions”
(6], N. Pryimak, V. Barabanova, and B. Nikonenko,
also examine the specific features of marketing pricing
under contemporary business conditions. The title of
the study indicates that particular attention is paid to
the transformation of traditional pricing approaches
in accordance with the modern business environment.
According to the authors” approach, prices should be
determined by taking into account not only enterprise
costs but also marketing factors, market conditions,
and consumer behavior. For research into small busi-
nesses, this study is important as a source supporting
the need to adapt pricing policy to the contemporary
operating conditions of enterprises.

he authors of the publication “Adaptation

of Enterprise Pricing Strategies to Crisis

Challenges Based on Marketing Research”
[7], N. Shevchenko and I. Hanzhala, directly link
pricing strategies with crisis-related challenges.
Particular attention is devoted to the use of marketing
research as a basis for adapting pricing decisions. The
content of the study makes it possible to identify its
key conclusion: under crisis conditions, an enterprise
cannot rely on an unchanged pricing strategy but
must adapt it to changes in the market, demand, and
consumer behavior. With regard to the operating
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conditions of Ukrainian small businesses, this study
is particularly relevant due to the instability of the
country’s economic environment.

T. Lunyova, in her article “Adaptation of Mar-
keting Pricing Strategies to the Specific Features of Na-
tional Markets” 8], examines the problem of adapting
pricing strategies to the characteristics of a particular
national market. This means that there is no univer-
sal pricing strategy that would be equally effective
across all countries and markets. When determining
prices, it is necessary to take into account consumer
characteristics, economic conditions, the competitive
environment, and other specific features of a particu-
lar market. For Ukrainian online businesses, this ap-
proach is important because pricing decisions should
correspond specifically to the characteristics of Ukrai-
nian consumer mentality and the national market en-
vironment.

keting Pricing in Business: Strategies for Building

Brand Value” [9], V. Antoshkin examines custom-
er-oriented pricing and its relationship with the for-
mation of brand value. According to this approach,
price depends not only on the cost of the product but
also on the value that consumers perceive in the brand
and its offering. Thus, an enterprise can justify its price
through the value created for the customer. For small
online businesses, this is a particularly promising ap-
proach, as an enterprise can compete not only through
alow price but also through service quality, reputation,
uniqueness of the offering, and brand value.

H. Oleksiuk and N. Samotii, in their study “Mar-
keting Pricing of Business through the Lens of Challeng-
es in Ukraine’s Energy Sector” [10], examine marketing
pricing using Ukraine’s energy sector as an example
and consider it in the context of sector-specific chal-
lenges. The study demonstrates the need to take in-
dustry-specific factors into account when determining
prices. Thus, an enterprise’s pricing policy should be
adapted to the specific economic and resource condi-
tions in which it operates.

The team of researchers comprising V. Lahodi-
ienko, B. Yehorov, K. Ozarko, and O. Holodniuk, in
their study “Marketing Pricing under Conditions of
Economic Instability: Challenges and Opportunities”
[11], examines pricing from the perspective of socially
responsible and ethical marketing under conditions
of economic instability, focusing simultaneously on
the problems and opportunities faced by businesses.
The main focus of the study is to determine the im-
pact of economic environment instability on the for-
mation of enterprises’ pricing policies. For businesses,
this implies the need for continuous monitoring of the
external environment and readiness to adjust pricing

In the research study “Customer-Oriented Mar-
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decisions. This study is directly relevant to research on
Ukrainian small businesses because economic insta-
bility creates additional challenges in determining an
optimal price level.

In addition to the works of Ukrainian economists
and marketing scholars, it is appropriate to consider
the contributions of foreign researchers and explore
the possibilities of implementing international experi-
ence in the business practices of small enterprises in
Ukraine.

T. Nagle, in The Strategy and Tactics of Pricing
[12], considers pricing primarily as a strategic and tac-
tical instrument of an enterprise. The main focus is
placed on the development of pricing strategies, the
determination of an appropriate price level, and the
use of price to achieve the enterprise’s commercial ob-
jectives.

A. Tripathi and N. Pandey, in Price Framing Lit-
erature: Past, Present, and Future [13], examine price
framing. They summarize and systematize scholarly
approaches to how the way a price is presented affects
consumers’ perceptions of it. Thus, the authors shift
the focus from simply setting a price to considering
how the price is presented to the buyer.

The research team comprising L. Xia, K. Monroe,
and]. Cox, in The Price Is Unfair! A Conceptual Frame-
work of Price Fairness Perceptions [14], developed a
conceptual framework for understanding perceptions
of price fairness. The authors examined situations in
which consumers perceive a price established by an
enterprise as unfair, as well as the factors influencing
such perceptions. In addition, K. Monroe, in his indi-
vidual work Pricing: Making Profitable Decisions [15],
examines pricing from the perspective of profitable
managerial decision-making. Within this approach,
price is viewed not only as an element of the market-
ing mix but also as a direct instrument for ensuring an
enterprise’s financial performance.

related issue is addressed in the study by

L. Bolton, L. Warlop, and J. Alba, Consumer

DPerceptions of Price (Un)Fairness [16]. The
authors also focus on consumers’ perceptions of price
and its fairness. The study examines why the same or
similar price may be perceived by consumers as either
fair or unfair.

V. Rao, in Pricing Research in Marketing: The
State of the Art [17], analyzes the development of re-
search in the field of pricing in marketing. The author
considers pricing as an independent area of market-
ing research and summarizes the major scholarly ap-
proaches to the problem of price.

P. Ingenbleek, in Value-Informed Pricing in Its
Organizational Context [18], examines value-informed
pricing in an organizational context. His approach em-
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phasizes the need to consider consumer value when
determining prices and highlights the relationship
between pricing decisions and the internal organiza-
tional processes of an enterprise.

S. Liozu and A. Hinterhuber, in Pricing Orienta-
tion, Pricing Capabilities and Firm Performance [19],
investigate the relationship between a firm’s pric-
ing orientation, pricing capabilities, and firm perfor-
mance. Their approach makes it possible to view an
enterprise’s ability to manage prices professionally as
a distinct organizational capability that can influence
business performance.

In his individual work Customer Value-Based
Pricing Strategies [20], A. Hinterhuber examines cus-
tomer value-based pricing strategies. In Towards Val-
ue-Based Pricing—An Integrative Framework [21], the
author develops an integrated approach to value-based
pricing, that is, the formation of prices based primarily
on the value that a product creates for the consumer.

G. Avlonitis and K. Indounas investigate pricing
practices in service organizations. Their study Pricing
Practices of Service Organizations [22] is important for
understanding the specific features of price setting in
the service sector, where the intangible nature of the
product and the particular characteristics of interac-
tion with consumers influence pricing decisions.

In his individual work The Relationship Between
Pricing and Ethics [23], K. Indounas examines the re-
lationship between pricing and ethics. In this study,
price is considered not only as an economic indicator
but also as a decision with an ethical dimension that
can influence relationships between an enterprise and
its consumers.

H. Simon and M. Fassnacht are the authors of
Price Management [24], in which pricing is consid-
ered in a broader sense as price management. This ap-
proach involves the systematic management of pricing
decisions rather than the one-time determination of a
price for a product or service, which can provide a the-
oretical foundation for the pricing practices of small
businesses.

ased on the above, it can be concluded that the

issue of price setting remains highly relevant

and continues to be actively investigated by the
international academic community. Contemporary re-
search encompasses a broad range of pricing-related
issues, including strategic pricing, price framing, per-
ceptions of price fairness, profitable pricing decisions,
value-based pricing, pricing capabilities, pricing in
service organizations, ethical aspects of pricing, and
systematic price management. These approaches pro-
vide a substantial theoretical basis for further research
into the problems of price setting by small businesses
operating online in Ukraine.

124

The aim of the article is to deepen the theoreti-
cal and applied aspects of price setting in small online
businesses, taking into account the specific character-
istics of the Ukrainian market.

RESEARCH METHODS

To address the objectives of the study, general
scientific research methods were employed, including
the method of logical generalization to substantiate
the relevance of the topic and the aim of the research;
system analysis to identify the components of the pric-
ing process and the evolutionary approach to examine
the evolution of organizational approaches to price
setting among small businesses.

PRESENTATION OF THE MAIN MATERIAL

The selection of appropriate tools and effective
pricing methods under current conditions of digita-
lization is becoming a prerequisite for business suc-
cess or, conversely, a factor threatening business op-
erations. The price formation process is an important
factor in the competitive positioning of a business, as
price represents the monetary expression of the value
of a product or service and serves as an instrument for
reconciling the interests of producers, sellers, and con-
sumers. The specific positioning of goods and services
relative to competitors in the online environment is an
urgent problem for many businesses.

significant number of scholars whose works are

examined in this study emphasize the distinc-

tion between price and value. Price performs
accounting, stimulating, distributive, informational,
and regulatory functions [5]. It is precisely through
the price mechanism that the efficient allocation of re-
sources is ensured, the level of enterprise profitability
is determined, and the enterprise’s position within the
competitive environment is shaped.

American scholars Ozalp Ozer and Robert Phil-
lips conducted research into the manifestation of fun-
damental pricing principles in the real sector of the
economy, as well as in consulting and online sales. In
their work The Oxford Handbook of Pricing Manage-
ment [25], they systematized behavioral issues in pric-
ing, as well as specific pricing tactics, including indi-
vidualized pricing, nonlinear pricing, dynamic pricing,
promotional activities, discount management, revenue
management, and auction pricing, along with econom-
ic pricing theory and consumer demand models.

A substantial body of Robert Phillips’ research fo-
cuses on a broad range of predictive analytics and the
application of quantitative methods to help businesses
make more effective decisions. A significant part of
his research is devoted to methods that enterprises
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can use in pricing and product positioning to increase
profitability and create competitive advantages.

Researcher Dan Zatta, in Innovative Pricing
Models [26], notes that errors in the pricing process
can not only reduce profit-generation opportunities
but can also actually drive customers away, thereby re-
ducing revenues to a minimum.

According to Dan Zatta, cost-based pricing has
become outdated because, in many cases, it represents
a lower-quality pricing model.

pricing method, pricing is based exclusively on

internal considerations and calculations: a target
margin is added to the cost, resulting in the requested
price. This approach is easy to calculate if the cost
structure is reliable; however, it is once again limited to
an internal perspective that ignores competitors and
customers. Competitors’ pricing is taken into account,
but a broader perspective is lacking, as it ignores the
value perceived by customers”” Such shortcomings can
be addressed through value-based pricing, which, ac-
cording to the scholars, is the most comprehensive and
promising approach.

The rapid development of digital technologies,
combined with intensifying competition among pro-
ducers, requires the introduction of new tools for price
formation.

Scholars [2, 7] emphasize the significant role
of digitalization and digital transformation tools in
strengthening business competitiveness, achieving
improved financial performance, and ensuring fur-
ther sustainable development. Ukrainian researcher
T. V. Kuvaieva [28] notes that under contemporary
conditions, priority should be given to the multifac-
tor assessment of the effectiveness of partnership re-
lationships between consumers and producers in or-
der to fully account for business objectives through
performance evaluation based on factors associated
with production, logistics, and marketing processes.
In the study “Criteria-Based Model for Assessing the
Effectiveness of Partnership Relations of an Industrial
Enterprise”, the importance of relationship marketing
is emphasized. Particular attention is paid to “logical
and analytical” tools for identifying the commonalities
and differences between the strategic objectives of en-
terprises engaged in partnerships.

Modern scientific research and economic prac-
tice confirm that no single concept is capable of fully
explaining the mechanism of price formation in the
digital environment, as it is influenced by additional
factors such as algorithmic pricing, personalized of-
fers, big data, and intelligent information systems.
A comprehensive approach to price formation, incor-
porating digitalization tools, can provide a foundation

In [27], the author notes: “When using the cost-plus
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for sustainable business development, enhance com-
petitiveness, and contribute to positive financial per-
formance. The search for new pricing methods should
correspond to the prevailing economic conditions of
business and take into account the existing admin-
istrative and regulatory contexts. Changes in price
formation under conditions of online sales should be
continuous and reflect existing trends in competitors’
price volatility. At present, digital tools serve as impor-
tant instruments of modern price formation.

Digitalization improves the position of small
businesses within a market segment by increasing their
visibility among consumers, which is of considerable
importance because it contributes to higher profitabil-
ity. In addition, business positioning can be enhanced
through green initiatives, whereby enterprises promote
the responsible use of natural resources and employ
information technologies to support such initiatives.
This contributes to strengthening their economic po-
sition and enhancing their environmental role in soci-
ety. The experience of the COVID-19 pandemic clearly
highlighted the challenges associated with operating
businesses without digital technologies. A decline in
the effectiveness of businesses that were unable to
implement digital technologies in their operations was
observed. The use of digital technologies revealed the
need to develop and implement fundamentally new
strategies for business development.

he impact of digitalization on price formation
has become undeniable. With the implementa-
tion of digital tools, the significance of the scale
of entrepreneurial activity has changed. In the classical
understanding, the larger the scale of a business, the
larger its customer base. However, the introduction of
digital technologies has enabled businesses to inform
potential customers regardless of their own produc-
tion capacity. Small businesses demonstrate resilience
under conditions of external economic crises due to
the effective use of digital communication tools.
Increasing the potential customer base through
the digitalization of communications creates condi-
tions for expanding the scale of entrepreneurial activ-
ity but does not guarantee such opportunities. A lack
of investment may constrain the growth process, in-
evitably resulting in the loss of a significant share of
potential customers who cannot be adequately served
due to the limited capabilities of the business. Under
such circumstances, the role of pricing increases, as
pricing can regulate the size of the potential customer
base based on the purchasing power of the selected
market segment.
Setting a price above the average level within a
market segment can reduce the potential customer
base and focus the flow of information on the exclu-

125

EKOHOMIKA 1rPO5AEMH NIANPHEMHHUUTBA



EKOHOMIKA 1POSAEMH MIAMPHEMHHLTBA

sive quality characteristics of a product. If production
capacity increases sufficiently to meet the needs of a
larger number of potential customers, sales volumes
can still be gradually regulated through price adjust-
ments by introducing discount policies and benefits
for regular customers, which can also be delivered
through digital communication channels.

he practical implications of using digital tools

in pricing processes can be observed in the

stabilization of key business performance
indicators over an extended period, creating conditions
for sustainable business operations under conditions
of multidimensional uncertainty.

Contemporary business operations across vari-
ous Internet platforms make it possible to establish
a wide range of prices for products with similar con-
sumer characteristics. Under such conditions, prod-
ucts offered by high-price producers remain expensive
for the general consumer audience, while low-price
producers may remain overlooked because consumers
may associate low prices with potentially lower qual-
ity and a lack of customer service. One explanation is
that firms charging higher prices impose an additional
premium for high-quality service. An alternative ex-
planation, based on price dispersion, is that firms vary
prices for informed and less-informed consumers.

In conclusion, to attract consumers, a price
should be balanced relative to competitors’ offerings,
reflect competitive product characteristics, and take
into account distinctive and superior customer ser-
vice.

It should be noted that products offered by
manufacturers operating on online platforms attract a
larger audience of potential customers due to a higher
level of information availability; however, they also
face more intense price competition from manufac-
turers of similar products. To ensure competitive ad-
vantages, a pricing strategy should not only take into
account expected consumer behavior but also shape it.
A strategy for promoting a company’s own products
can be developed using marketing tools that incor-
porate psychological elements. The objective of such
a strategy is to influence consumers’ choices and pur-
chasing habits and to guide their decision-making in
favor of the company’s brand.

Under modern market economy conditions, the
success of an enterprise is determined not only by its
ability to satisfy consumer expectations to the greatest
possible extent and by product quality, but also by the
adequacy of its prices. The ability to understand the
processes underlying price formation is an important
component of forecasting consumer behavior. An in-
appropriate price may lead not only to a negative re-
sponse to a particular product or service but also to
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the formation of a negative attitude toward the brand
as a whole.

The competitive environment is becoming in-
creasingly complex: consumers have access to a sub-
stantial amount of information, can quickly compare
offers from different companies, read reviews, evaluate
brand reputation, and change their consumption pref-
erences. Under such conditions, an enterprise can no
longer limit itself to the traditional objective of selling
a product. It must establish long-term relationships
with consumers, influence their perception of value,
and create conditions under which choosing the par-
ticular enterprise becomes the most attractive option
for the buyer.

Social networks, search engines, mobile applica-
tions, marketplaces, personalized advertising, and arti-
ficial intelligence provide companies with significantly
greater opportunities to analyze and predict consumer
behavior. At the same time, these technologies increase
the requirements for the ethical conduct of marketing
communications, as excessive or non-transparent use
of personal data may undermine consumer trust in a
brand.

Consumer behavior encompasses not only the
immediate moment of purchase. It develops long be-
fore a product is purchased and continues after its
use. First, the consumer recognizes a particular need,
searches for information, compares alternatives, evalu-
ates the expected benefits, makes a purchase decision,
and subsequently assesses the outcome obtained after
consumption. This approach is fundamentally impor-
tant for an enterprise because each stage creates an
opportunity for marketing influence.

mong scientific studies of consumer choice,
the Theory of Planned Behavior developed
by the American scholar I. Ajzen [29] can
be highlighted. The author compares multi-attribute
models with models of subjective expected utility.
Unlike multi-attribute models, I. Ajzen does not rely
on revealed preferences to determine the underlying
decision-making process but instead focuses on the
direct assessment of theoretical constructs. According
to his research, consumer behavior is a function of
the intention to perform a particular action, while
intention is based on attitude, subjective norms,
and perceived behavioral control with respect to
the behavior. In accordance with theoretical studies
of motivation, the intention to perform a particular
action depends on an individual’s attitude toward that
action, subjective social norms, and perceived control
over the behavior [29].
This theoretical foundation creates opportu-
nities to predict intentions and behavior related to
the purchase or use of a particular product, as well

BIBHECIHOOPM N2 8_2026

www.business-inform.net



as the motivation to purchase certain goods among
the range of products offered by different manufactur-
ers. At the same time, it should be recognized that a
strong strategy for shaping consumer behavior should
not turn into manipulation. The entrepreneur’s objec-
tive is to create genuine value for the customer rather
than induce a purchase contrary to the customer’s
own interests.

At present, e-commerce has become one of the
most attractive sectors of the global economy for small
businesses, fundamentally transforming traditional
approaches to commercial activities, seller—buyer in-
teraction, logistics organization, and the development
of enterprises’ competitive advantages. Over the past
three decades, it has evolved from a relatively minor
segment of the information economy into a global sys-
tem of electronic economic relations encompassing
virtually all areas of economic activity.

he emergence of e-commerce was a natural

consequence of the development of the

information society, computer technologies,
and global communication networks. E-commerce
experienced rapid growth following the widespread
adoption of the Internet. Among the important drivers
of e-commerce development are the emergence and
advancement of mobile technologies, digital payment
systems, and cloud-based services.

The current conditions of the full-scale war
launched by the Russian Federation against Ukraine
have become an additional factor accelerating the digi-
tal transformation of business. For many enterprises,
online commerce has become not only a new sales
channel but also a necessary condition for survival
and maintaining competitiveness. Whereas traditional
marketing primarily involved one-way transmission of
information from a company to a buyer, digital chan-
nels have created a two-way communication model.
Consumers can now not only receive advertising mes-
sages but also comment on, share, criticize, or recom-
mend them to other users.

Contemporary scientific research on consumer
behavior emphasizes the fundamental influence of
technological and social changes on the processes
of choice, purchase, and consumption. Among the
emerging phenomena, researchers particularly identify
artificial intelligence, influencer culture, and personal
branding. Under these conditions, companies need to
shift from mass marketing toward personalized inter-
action. An online store can offer different products
to different customers depending on their previous
behavior. The system analyzes the pages viewed, pur-
chases made, and expressed interests and generates an
individualized offer. Such an approach can increase
the relevance of marketing communication. However,
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personalization also has a downside. If consumers
do not understand why a company uses specific data
about them, this may generate distrust. Therefore, a
digital pricing strategy should combine technological
efficiency with transparency and adherence to ethical
principles.

CONCLUSIONS

There is a need to combine classical cost-based
pricing approaches with competitive, value-based, and
behavioral approaches, while also taking into account
the specific costs and risks associated with e-com-
merce.

Practical Significance. The practical significance
of the study lies in the possibility of using its findings
by small business representatives to determine eco-
nomically justified prices for goods and services, es-
tablish the minimum acceptable price level, assess the
influence of competitors, develop a discount system,
and increase the profitability of online sales.

Under conditions of digital transformation, in-
tensifying online competition, and economic instabil-
ity, effective pricing has become one of the key deter-
minants of the competitiveness, financial sustainabil-
ity, and survival of small businesses in the Ukrainian
online market. Contemporary research also emphasiz-
es competitive pricing as one of the elements contrib-
uting to the competitiveness of online sales. ]
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