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Abstract 

In the conditions of modern crisis of overproduction, there is a number of problems in the field of 
the organization and a business management. It is necessary not only to create conditions for the best 
usage of available resources, providing flexibility of manufacture, but also to create possibilities for 
evolution on manufacture of high-quality competitive production. Hence, the necessity of definition of the 
corresponding price for the competitive production became the purpose of a writing the given article. The 
object of research had been chosen a commodity market of national consumption, and a subject – 
competitive production of the industrial enterprise. 

The manufacturer should make such production which will be claimed by the consumer. The 
market requirement should become the manufacture precondition. Besides the necessity hypothetically 
successful goods should possess such properties as rather low cost at the set degree of quality, novelty, 
originality of design, functionality and to make necessary profit for the manufacturer in any way more 
low than average level. However these qualities possess mutual exclusion signs so high quality goods 
cannot be cheap.  

Further it is necessary to be defined with capacity of each of segments. Not each consumer has the 
high income, and it means that in the market the goods of high, low and average quality should be 
generally presented. Proceeding from a hypothesis that goods cost grows proportionally to growth of a 
degree of quality, respondents have asked to note a comprehensible variant of a price range for 3 kinds of 
cars of a various price category (cars with small volume of the engine, usual cars and minivans). After 
interrogation of 100 respondents we come up to a conclusion that the biggest segment of the market have 
goods with average quality and price level intended for consumers with the low income and average level 
of income and demands for quality. And as manufacturers should not give in to temptation of reduction of 
price at the expense of deterioration, even for consumers with low level of the income since the given 
goods will not be claimed.  

Modern manufacture faces a problem of an establishment the most rational price for production. A 
part of manufacturers use a cost pricing method, disregarding competitiveness of own production that 
leads to problematical character of its sale.  

Most known  techniques of quantitative the definition the size of consumer value of the goods for 
buyers is «the model of Kano» (by name the founder). In planning of the new goods or service one of the 
basic stages is drawing up of the list of requirements of buyers. People on a miscellaneous react to various 
qualities of the goods. There are 3 groups of characteristics: must-be, dimensional and exited. The first 
characteristics of the goods are considered as people self-evident. If the consumer wishes to buy the car, it 
does not discuss that the car should have 4 wheels, etc. And if we understand this word (car) in another 
word the purchase will not take place. The satisfaction of the consumer grows in process of quantity 
indicator improvement. The cheaper, the better. The absence of exited properties does not frighten off the 
client – he does not expect them, however their presence sharply increases consumer cost. Besides, 
various categories of consumers can have the various requirements differing among themselves with 
ability of consumers to establish the requirement to corresponding characteristics of production.  

The given theory considers only calculation of consumer value, but expedient would be and to use 
it and at an establishment of the price for the new goods 

However it is originally necessary to break available attributes of the analyzed goods into 3 
specified above group and to estimate their presence or absence, also to try to measure quantitatively 
them.  

From the stated above it is reasonable to draw the following conclusions. The manufacturer 
in the work on planning the competitive production should lean against solvent demand. Competitiveness 
is defined by degree of satisfaction of the available requirement allowing the manufacturer to get profit 
not less than the average.  Forecasting competitive production’s market price of the industrial enterprise  
it is necessary to take into account the consumer appeal of the goods.  
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