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Selected components of pricing strategies 

of organizations and their perception 

by customers in Slovak Republic

Abstract

At present, the ratio of such pareameters as price and quality of the product is dominant in decision making of the (end) con�
sumer. Comparison is the most common and most frequent method that customers use when buying products. They com�
pare expectations of products, products with each other, their individual parameters and characteristics. Price is the basic
characteristic that is compared and applied to most customers, producers and their products. For this reason, this paper
focuses attention on selected components of the current pricing strategy of organisations (price vs. quality, unit price and cost
structure for the acquisition of the product) and their perception by end customers in Slovak Republic. The aim of the paper
is to present the attitudes of end customers in Slovak Republic to pricing strategies and to compare them with their percep�
tion of product quality. The results presented in this paper may serve as a good starting point for organizations operating at
the end customer markets, since they realize the importance of creating an optimal relationship between price and quality of
the product.
Keywords: Pricing Strategy; Quality; Perception of Relationship between Price and Quality; Unit Price; Cost of Acquisition of
Product
JEL Classification: M10; M30
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Окремі компоненти стратегії ціноутворення організацій та їх сприйняття кінцевим

споживачем у Словацькій Республіці

Анотація

У даний час на прийняття кінцевим споживачем рішень щодо купівлі того чи іншого продукту переважно впливає
співвідношення таких параметрів як ціна та якість. Порівняння є найбільш поширеним і часто використовуваним ме�
тодом, до якого вдаються покупці при купівлі товарів. Ціна – це основна характеристика, яка є актуальною для
більшості покупців, виробників стосовно їхньої продукції та підлягає порівнянню. Виходячи з цього, у даній статті ува�
га акцентується на окремих компонентах поточної стратегії ціноутворення організацій, серед яких можна назвати
співвідношення ціни та якості, ціну одиниці продукції, структуру витрат на придбання окремо взятого продукту, а також
на їх сприйнятті кінцевим споживачем у Словацькій Республіці. Метою роботи є аналіз ставлення кінцевого спожива�
ча до стратегії ціноутворення в Словацькій Республіці, а також його зіставлення із сприйняттям ним якості продукції.
Результати, представлені в даній роботі, можуть бути відправною точкою для організацій, орієнтованих на ринок
кінцевого споживача, оскільки існує усвідомлення важливості встановлення оптимального співвідношення між ціною
та якістю продукту.
Ключові слова: стратегія ціноутворення; якість; сприйняття співвідношення між ціною та якістю; ціна одиниці про�
дукції; вартість придбання продукту.
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1. Introduction

Price as an element of the marketing mix which organiza�
tions charge for their products is largely dependent on the
economic macro environment in which organizations operate.
The economic environment in the Slovak Republic was affec�
ted by two significant transformation crossings: the country’s
transition to a market economy in 1989 and the changeover
to the Euro in 2009. There are a few indicators to demonstrate
the maturity level of the economic environment of the Slovak
Republic. Table 1 shows levels of purchasing power per capi�
ta in European countries.

Another indicator, which is monitored by the Statistical
Office of the Slovak Republic and Eurostat is the ability to pay
usual expenses (see Table 2).

In this paper, we have investigated the relationship
between the price of products and their quality. That relation�
ship is the subject of many research, for example, [3; 4],
especially because the quality of (material) products, and
services is currently a trend, already observed in a number of
areas such as planned (moral) obsolescence of products,
problem solving of the streamlining production processes,
design of organizational structure [5; 6; 7] and others. In the
conditions of the Slovak Republic, there are special features
of quality management, respectively its monitoring
and control in comparison with the pre�transformation
period. These were due to the fact that ensuring the
quality was before 1989 under the supervision of the
state. At present, the correlation between price and
quality is less balanced because surveillance by the
state is limited and concerns only some sectors; mar�
ket competition tends to sharpen. Cost reduction [8],
the introduction of private label products in the retail
[9] as well as other factors (such as managing rela�
tionships with selected categories of customers have
[10] have an immediate effect on price and quality.

2. Brief Literature Review

Price is one of the most important elements of the
marketing mix, and also an important factor influen�
cing the buying decisions of customers. Price is a
monetary expression of the value of the product and is
established by «agreement» between the seller and
the customer. It can be simply equated with the price
of a product with the perceived value by the customer.
It is necessary to strictly distinguish costs relating to
the amount of money, time and other resources
required for the acquisition of certain product from
price.

The process of creating a pricing strategy is made up of
a set of strategic actions that marketing managers take to
achieve objec�
tives; for exam�
ple, this may
include a certain
market position,
a market share,
profit margins,
sales volume,
etc. Factors that
have a strong
impact on mar�
keting mana�
gers’ decisions
with regard to
price settings
are, for exam�
ple, the nature
and size of su�
pply and de�
mand, produc�
tion costs and
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Source: GfK Purchasing Power Europe 
2014/2015 [1]

Tab. 1: The level of purchasing power per 

capita in Europe in 2014

Source: Statistical Office of the Slovak Republic [2]

Tab. 2: Ability to pay usual expenses by household type (%)
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Аннотация

В настоящее время на принятие конечным потребителем решений касательно покупки того или иного продукта в зна�
чительной степени влияет соотношение таких параметров, как цена и качество. Сравнение является наиболее распро�
страненным и часто используемым методом, к которому прибегают покупатели. Цена – это основная характеристика,
которая является актуальной для большинства покупателей, производителей относительно их продукции и подлежит
сравнению. Исходя из этого, в данной работе внимание акцентируется на отдельных компонентах текущей стратегии
ценообразования организаций, а именно: соотношении цены и качества, цене единицы продукции, структуре затрат на
приобретение отдельно взятого продукта, а также на их восприятии конкретным потребителем в Словакии. Целью ра�
боты является анализ отношения конечного потребителя к стратегии ценообразования в Словацкой Республике, а так�
же его сопоставление с восприятием качества продукции. Результаты, представленные в данной работе, могут служить
отправной точкой для организаций, ориентированных на рынок конечного потребителя, поскольку существует осозна�
ние важности установления оптимального соотношения между ценой и качеством продукта.
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spending on marketing activities, competitor activity and
regulatory measures taken by the state [11].

Price is a marketing tool that greatly affects product
demand. Traditional economic theory predicts that a fall in
product price increases demand and, conversely, growth in
product price causes a decline in demand. However, there are
exceptions from this relationship, in which, for example, cus�
tomers identify a high level of price with product quality and,
respectively, with exclusivity of the product. The sensitivity of
customers to price changes is different with respect to the
product category and customer segment. According to Kotler
[12], by setting prices at a certain level, organizations can
affect customer demand for the product, thus increasing or
decreasing demand.

According to Pajtinkova Bartakova and Gubiniova [13],
price is an important element by which customers evaluate
the product and its value, but it is not the only factor entering
into the purchase decision of the customer. In the strict
sense, a price represents the amount of money charged for a
particular product. The legal definition of price is reflected in
Act no. 18/1996 Coll. Prices are regulated in §2 as follows:
the price is the amount of money agreed in the purchase and
sale of goods. According to the above definitions, price as an
element of the marketing mix is based on the exchange and is
producer�oriented, since it relates to the amount of money
obtained by the producer (retailer) from a customer on the
place of transaction. From a broader perspective, price
enters into several aspects and features. Peattie understands
them as follows [14]:

1. It reflects production costs.
2. It represents the quality of a product for the customers.
3. It may form a starting criterion for market segmenta�

tion.
4. It reflects the demand for a cer�

tain product, as well as the availability
of its supply.

5. It constitutes an important star�
ting base for the competitors.

6. It is a key marketing variable
through which a broad spectrum of
(not only) marketing objectives can be
achieved.

3. The purpose of the paper is to
present attitudes of end customers in
the Slovak Republic to pricing strate�
gies of organizations and to compare them with the cus�
tomers’ perception of product quality. A juxtaposition based
on the comparison of the parameters such as price and qua�
lity in the current market environment and many other se�
condary dominants affects purchase decisions of end cus�
tomers at present.

Material and Methods. The results presented in this paper
are based on a primary, representative and quantitative
research. The research was undertaken in the period from
September to November 2014 with a sample of 1,200 respon�
dents. The represented the population of Slovakia in terms of
gender, age, education, nationality, regional representation
and size of settlement. For the purpose of showing the paper
to the breakdown of respondents, we used the demographic
age criterion, which divided the sample into five groups,
whose brief characteristics are as follows. The first group con�
sists of respondents under 26 years old. Among these are
graduates, namely people who gain working habits in their
first job. This fact directly determines the amount of their ave�
rage disposable income, which is based on the results of the
survey, the figure ranges from 400 to 600 Euros netto, while
creating a free choice in the process of purchasing decisions
and behavior. The second group consists of participants from
26 to 36 years old. People who make it up have a relatively sta�
ble life situation, they are able to plan (which is also reflected
in their ability to make rational purchasing decisions and their
behavior); they are building their career, but deal with the
dilemma of either having a family or enjoying life. The average
disposable income declared by this group of respondents is

higher than in the first group. It ranges from 600 to 1,000
Euros. The third group of respondents has some peculiarities,
especially in the aspect that people aged 36�46 create their
households, as the family makes almost all of their purchasing
decisions. According to respondents’ answers, their dispo�
sable personal income, varied from 1,000 to 1,200 Euros. The
upper limit of the age of the penultimate group in the Slovak
Republic consists of the retirement age population of 62 years
old or older. The respondents from 46 years old to the retire�
ment age are sober, experienced people, who in many cases
are subject to the same stereotypes (especially with regard to
the purchasing decision). It is recognised that their expenses
have very few outliers, and therefore it is a group whose pur�
chasing behavior has a very a high degree of rationality. The
level of disposable income is about the same level as in the
previous group. The last group is made up of retired people,
i.e. people older than 62 years old whose income declared in
the survey is around 500 Euros.

4. Results

One of the aspects of our research is concerning the ac�
ceptance by the end customers of the philosophy of modern
marketing management was to study the relationship bet�
ween price and quality, as these two are major criteria for
making buying decisions. Since the concept of a product falls
within marketing, to give a  precise definition we divided pro�
ducts into several categories. We included grocery, medica�
tions and clothing in the group of everyday products, whereas
toys and electronics were included in the group of products
for occasional demand.

Examining the relationship between price and quality of
five product categories (Table 3), we have come to several
conclusions.

Suppose that the group of respondents under 26 years
live mainly in the same household with their parents, sugges�
ting that primary needs satisfied by food, medications and
clothing are provided by their parents. In this case, respon�
dents would rather buy some kind of standard product listed
in the categories above. For this reason, the relationship bet�
ween price and quality depends on a higher standard/price,
accordingly, a higher price corresponds to a higher quality. In
the case of this group of respondents, the electronics catego�
ry is specific, because the achievements of modern informa�
tion technologies are the domain of the young and a balance
between price and quality is provided, for example this corre�
sponds to access to detailed information about the product.
Toys are on the opposite side because the respondents of this
age group do not feel like children and the purchase of toys is
replaced by the consumer electronics. We can conclude that
both criteria (price and quality) show a high degree of balance
within this group of respondents. These customers do not
make compromises, but they expect to buy a product of cor�
responding quality at a certain price.

Respondents aged 26�36 have the first experience of
managing their own (often single�member) households. As
they become independent and take responsibility for the
financial managing of their household, they plan to arrange
their financial expenses. In this case, we see an increased
demand for quality with regard to grocery, clothing and elec�
tronics. Under the weight of a more sober allocation of
finance the respondents of this age group look for ways to get
a higher quality product at a lower price. Medications are sub�
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Source: Own research

Tab. 3: Comparison of the importance of price and quality as criteria for the purchase 

of various categories of products to end consumers (%)
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ject to the most significant impact on marketing activities and
related purchases of new, innovative products that are gene�
rally associated with a higher price, even though their quality
is comparable to the previous variants, accordingly, a gap is
generally caused due to a higher price of the new product.
The respondents in this age group even buy toys for their per�
sonal use (not for their children). Thus, the conclusions are
identical to the conclusions made regarding the previous
group.

Respondents aged 36�46 have sufficient experience in
the management of their households; they are capable of
financial planning, which creates their steady and realistic
view on the relationship between cost and quality and they
conduct a targeted search for products that meet this ratio.
They are used to getting products of a certain quality standard
at a certain price, corresponds to their expectations, as we
have noticed in the case with grocery. In the case of drugstore
goods when it comes to the survey results with regard to me�
dications, we expect that the impact of marketing activities
continues. Nevertheless, such respondents prefer brand
products. In case of clothes, the relationship between price
and quality clearly reflects a steady dress style, as the respon�
dents in this age group are sufficiently knowledgeable in this
respect. In terms of electronics, we have noted that the end
customers in this segment have their needs satisfied, as the
respondents take into account the costs associated with use
and disposal. Their attitude towards the relationship between
price and quality, if compared with the previous groups of
products, are vastly different since they buy products for their
descendants, and based on the results of the survey, we may
conclude that in their purchase depends on the quality of a
product.

The group of respondents aged 46�62 buy products with�
out extremes. The price of a product depends on financial
resources available to those customers. Their expectations,
regarding the relationship between price and quality are quite
balanced when it comes to the first four product categories. In
the case with electronics, we see a greater disparity in favour
of price. Thus, we assume that it is due to weaker informa�
tional awareness, compared, for example, with the respon�
dents under 26 years old.

The respondents of the retirement age or older are
almost entirely influenced by the level of financial funding
available to them and, in many cases, they refuse to buy a
product which cannot be acquired at a lower price. This
reflects the fact that the respondents of this age group
accept lower quality due to their limited financial resources.
Such respondents have occasional demand for pro�
ducts, such as toys or electronics, and they are wil�
ling to consider price adjustments (rebates) and pro�
motions, in order to acquire such a product. Attitudes
of end customers towards the unit price of products
are summarised in Table 4.

The notion of unit price was introduced in the
Slovak legislation due to the adoption of Directive
98/6/EC of the European Parliament and of the
Council of 16 February 1998 on consumer protection
in the indication of prices of products offered to con�
sumers. The legislator states that consumers must
be guaranteed a high level of protection and the
European Community should contribute to the speci�
fic action which supports and supplements the policy
pursued by the EU member states regarding precise,
transparent and unambiguous infor�
mation about the prices of products
offered to consumers. The legislator
introduces the notions of selling price
and unit price, which must be unam�
biguous, easily identifiable and clearly
legible, whereas the obligation to indi�
cate the selling price and the unit price
substantially contributes to the imp�
rovement of consumer information,
because it is the easiest best way to

enable consumers to evaluate and compare the price of
products, as well as to make buying decisions on the basis of
simple comparisons [17; 18]. In the Slovak legislation, this
obligation is enshrined in Act No. 250/2007 Coll. on con�
sumer protection, amending the Act of the Slovak National
Council No. 372/1998 Coll. on offences. The provisions of §2
foresee that the unit price is adjusted in a way that it is the
final price including value added tax and other taxes per kilo�
gram, litre, metre, square metre, cubic metre of the product
or a different single unit of quantity which is widely and cus�
tomarily used in the selling and promoting of the product.

The survey showed that respondents generally disregard
the unit price of the products, demonstrating a high percen�
tage of those who do not take into account such a price on the
purchase of goods. However, with increasing age and decli�
ning volume of available financial resources the significance
of unit price increases.

One reason for this trend may be the fact that end cus�
tomers show a relatively low level of awareness and know�
ledge regarding the information conveyed to them, for exam�
ple because of small font, etc. The results of two checks on
labelling information by unit price are published at the website
of the Slovak Trade Inspection. Between 15 and 26 May 2006,
inspectors from the Slovak Trade Inspection controlled pro�
duct labelling unit price in the establishments of supermarket
chains and other retail chains. The summary results of the
checks are shown in Table 5.

Another piece of information [16] was published for the
period from 28 December 2005 to 15 January 2006. That
check was focused on sale events in chain stores and other
commercial establishments. The Central Directorate of the
Slovak Trade Inspection concluded their report with observa�
tions that the situation had substantially improved.

Table 6 shows the costs that the customer has to spend
on the purchase of the product broken down into three
categories (P – costs related to the purchase of the product;
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Source: Own research

Tab. 4: The unit price of products and their perception 

of final consumers (%)

Source: Slovak Trade Inspection [15]

Tab. 5: Summary results of the checks on product labeling of unit price

Source: Own research

Tab. 6: Cost of purchase, use and disposal of products to the end consumer (%)
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U – costs associated with the use of the product; D – costs
associated with product disposal).

Costs related to the purchase of the product (sometimes
referred to as transaction costs) include the triad variable
costs; and it is important to highlight the fact that there is no
need to spend financial costs, which can be viewed as a jux�
taposition of monetary and non�monetary costs: search costs
related to products; costs regarding product�related informa�
tion such as price, product attributes and features, compari�
son of a product with competing products; costs related to
acquisition of a product, for example transport costs which
are directly related to the intensity of product distribution –
the longer the distance is, the fewer products are available to
the customer, hence the cost increases.

Costs associated with the use of a product are often
underestimated or ignored by the customer at the moment of
the purchase transaction. In the case with durable products,
such as houses, cars, washing machines, refrigerators, cus�
tomers spend a considerable amount of money on mainte�
nance and energy during their use.

The last group consists of the costs related to product dis�
posal, which consist of the cost of accumulation, storage and
disposal of the product. The key characteristics (attributes)
affecting the level of costs related to product disposal are the
amount of packaging, product design, product durability,
amount and type of materials used to manufacture the pro�
duct and the existing opportunities to resell or recycle the
product. In general, it can be concluded that customers have
a relatively low level of awareness of the costs related to pro�
duct disposal (a fact confirmed by our survey).

The survey clearly shows that respondents of different
ages pay little attention to costs related to product usage and
its disposal and, therefore, the focus of their attention is pre�
dominantly on the (financial/monetary) costs which they have
to pay to acquire a product. This fact appears to be related to
the level of purchasing power (see Table 1).

The product category, in which the respondents declared
the importance of costs related to the use, is electronics, to
promote which considerable efforts, such as creation of le�
gislation, provision of activities in public relations, are exerted
so that the careful buyer could make the right decision, for
example with regard to choosing electric appliances with
electricity consumption of either class A or B, etc.

5. Conclusions

Of all the decisions implemented by the marketing ma�
nagers, correct pricing has a direct impact on the achieve�
ment of the organization’s objectives related to its share in the
market, as well as on the overall level of profit. Ideally, the cor�
rect price will ensure fulfilment of the corporate objectives
and make it possible to withstand competitive attacks.

In the paper, we have reviewed the selected components
of pricing strategies and their perception by end consumers.
The survey has allowed us to make several conclusions: the
price criterion is dominant for most customers with regard to

the relationship between price and quality; the respondents
paid little attention to the unit price of the product (despite the
fact that this is a certain guarantee of consumer protection);
the respondents of almost all age groups paid little attention
to the costs related to product use and disposal, as they
focused primarily on the financial costs related to the pur�
chase of the product.
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