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THE ALGORITHM OF CONTROL PRICING POLICY IN TRADE NETWORKS
ON THE MARKET OF FERROUS METALS

Prices and the key to playing the key role in the market mechanism, at the same time that is require a
control and sets of rules, the inadmissibility and chaos in the processes of price and dynamics. The price is a
collapsible economic category, integrally included all the factors that can be combined with the product of
the life cycle. Most of all, the price of being a product of realizing your own keys and functions, such as:
stimulating, sharing, regional, social and etc. Realization of these functions is to serve as a permanent driver
of dynamics, an extension of the range of serviced services, enhanced functionality and innovation.
Partnerships to take care of effective and strategic strategies, as well as safety and health and
competitiveness in the current market. In the minds of the direct feedback of the market economy, the task of
a quick and effective management of the political policy is equivalent to the task of the economic system of
the state economy. In a rapidly changing market environment, the task of rapid and effective management of
pricing policy is equivalent to the task of sustainability of a particular economic system or a single entity.
The growth and scaling of industries in general and individual companies in particular, globalization, pose
new challenges in pricing and implementation of pricing policy. Without automation, without the creation of
information systems capable of real-time management of price dynamics, the development of the modern
economy is impossible. The issue of classification of goods and services is extremely important. The
classification of the nomenclature of goods and services should take into account its consumer properties,
gualitative characteristics, shelf life and operational compliance, etc. The development of information
technology requires the adaptability of the database topology for access from all existing peripherals with
relevant interfaces and highly informative for each element of the nomenclature. The issue of price
management of companies is studied in detail in the work. The methodology of price policy management for
companies with a developed network of regional offices has been developed. An algorithm for automating
the pricing policy of companies is built taking into account the regional features of large network companies.
This algorithm was tested in the environment of ERP-system 1C 8.2. Enterprise for distribution networks in
the ferrous metals market.
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Co0Ouyk B.B., bapatoam O.B., Mycienko A.Il. /lepocasnuii ynisepcumem menexomynixayiti, Kuie

AJITOPUTM YIIPABJIIHHSA HIHOBOIO ITOJITHKOIO
B TOPI'OBUX MEPEKAX HA PUHKY YOPHUX METAJIIB

Linu i yiHoymeopenHs idicpaiome KIIOY08Y pONb 8 DPUHKOBOMY MeXaHizmi, 800HOUAC B6OHU
BUMA2AIOMYb  YAPAGLIHHA, HEOONYWEHHS CMUXIUHOCMI | XAOMUu4HOCmi 6 npoyecax YiHOYMEOPEeHHs ma
Ounamixu yin. Llina — ck1aona ekoHOMIYHa Kamez2opis, 6 AKY IHMezpaibHO KoUeHi 8ci hakmopu, o
BNAUBAIOMb HA CHMBOPEHHS NPOOYKMY I 11020 dcummeuil yurn. binvw moeo, yina 6y0sb-axoeo npodykxmu
peanizye c6oi Kno4osl (hyHKyii, AK mMo: GUMIDHY, CHI8 SUMIDHY, CIUMYTIONYY, PO3N00iibYY, 001IK08Y i
coyianvHy. Peanizayia yux QYHKYil caysxcums NOCMIHUM OpalueepomM YIHOBOI OUHAMIKU, DO3UUPEHHS
CHeKmpa CepeiCHUX nociye, niosuwjeHHs axocmi ma iHHosayiu. Ilionpuemcmea smywieni po3pobasmu
epexmusHi yinosi cmpameeii, AKi 3a0e3neuyoms iX HCUMMEIOAMHICMb | KOHKYPEHMHICMb HA CYYACHOMY
pumKy. B ymoeax cmpimxoi 3miHu pUHKOB0I KOH TOHKMYPU 3A0aya WEUOK020 | epeKmueHo2o0 YnpasiinHs
YIHOBO NONIMUKOI eKBIBAIeHMHA 3a0a4i npo CMItKicmy mici uu iHWOi eKOHOMIYHOI cucmemu 4u mo
oKpemo2o cyb’exma 2ocnodapioganus. 3pocmannsa i macumabyeanus iHOYCMpIU 6 YiloMy ma OKpemo
83AMUX KOMNAHIU 30Kpema, 2nobanizayis, cmasisms HO8I 3a0aui 8 YiHOYmeopeHHi ma peanizayii yiHogol
nonimuxu. bez asmomamuzayii, 6e3 cmeopenus iHOpMayitiHUX cucmem, 30AMHUX 8 DENCUMI PedlbHO2O
yacy ynpasisimu npoyecamu YiHo8oi OUHAMIKU, HEMOICIUSUL PO3BUMOK CYHACHOi ekoHomiku. [lpu yvomy
6Kpall BAJICIUBUM € NUMAaHHs Kiacugikayii mosapis i nocnye. Knacugixayias nomenkiamypu mosapie i
nocnye Mae 8paxo8yeamu ii CnoOiCUGYI 61acmMueocmi, SAKiCHI Xapaxmepucmuxy, mepminy npuoamuocmi ma
excnayamayiinol gionosionocmi mowo. Pozsumox ingopmayiiinux mexnonoeiti sumazae adanmueHocmi
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mononoeii 6az Oanux 01 O00CMYNy 3 YCIX ICHYIOUUX NepupepitiHux npucmpoise 3 peresanmHumu
inmepgheticamu i BUCOKOIO THHOPMAMUBHICINIO CIMOCOBHO KOJCHO20 eNleMenmy HoMeHkaamypu. ¥ pobomi
0emanvHo 6uUsUeHa NpooIeMamuKa YApasiHua YiHo60 NOIIMUKow Komnawii. Pospobreno memodonoziio
VAPAGAIHHS YIHOBOIO NOLIMUKOIO O KOMNAHIN 3 PO3GUHEHOIO0 MEPEdHCeio PeLiOHATbHUX NPe0CAaeHUYMS.
Ilobyoosano aneopumm agmomamusayii YiHO8OI NOAIMUKYU KOMUAHIN 3 YPAXYBAHHAM PeCiOHANbHUX
0C0OIUBOCMEN BENUKUX MEPENHCESUX KOMNAHIN. [lanutl areopumm anpobosano 6 cepedosguwyi ERP-cucmemu
1C 8.2. Enterprise 0111 30ymosux mepexic Ha PUHKY YOPHUX MEemAais.

KuarouoBi cioBa: arecopumm, aemomamuzayis, ynpaseninus, yina, YinoymeopeHHs, YiHoea nouimukda,
ERP-cucmemu.

Co0uyk B.B., bapa6am O.B., Mycuenko A.Il.

Tocyoapcmeennuiii ynusepcumem menexommynuxkayuii, Kues

AJITOPUTM YIIPABJIEHUE HIEHOBOM IMOJIMTUKON
B TOPI'OBBIX CETAX HA PBIHKE YEPHBIX METAJIVZIOB

Llenvt u yenoobpazosanue ucparOm KIOHUesyl0 pOlb 6 DPLIHOYHOM MeXauuzme, HpU 3MOM UMU
HeobX00uMo Ynpaenamv, He OONYCKAS CHMUXUUHOCMU U XAOMUYHOCMU 8 NpOoyeccsl YeHOoOpa308aHus u
ounamuxu yew. Llena — cnoocHas dKOHOMUYECKAA Kame2opus, 8 KOMOpPOK UHMESPANbHO BKIIOYEeHbl 8Ce
Gaxmopyl, erusOWUe HA CO30anue NPOOYKmMA U e20 JCU3HeHH020 yukia. bornee moeo, yena niobozo
npooyKmuvl peanusyem CcGouU KIIOYegble (DYHKYyuu, KaK mo: UBMEPUMENbHYIO, COUBMEPUMETbHYIO,
CIUMYIUPYIOWYIO, PACNPeOenumenshylo, YYemHylo U coyuanvuylo. Peanuzayus smux QYHKYull cuysicum
NOCMOAHHBLIM OpALiBepoOM UYEHOBOU OUHAMUKY, pACUWUPEHUEe CHeKmMpd CePEUCHbIX YCye, HNO8bluieHUeM
Kawecmea u unHosayuti. Ilpeonpuamus eviHyscOeHbl paspabamuléams P dexmusHble YeHosble Cmpamezuu,
Komopble 00ecnedusaom ux HCUsHeCcnoCOOHOCHb U KOHKYPEHMHOCMb 8 CO8peMeHHOM Mupe. B yciosusx
CMpPeMUmMenbHO20 UIMEHEHUS PbIHOYHOU KOHBIOHKMYPbL 3a0aya 6bicmpo2o u 3¢gexmusrnozo ynpasieHue
YeHOBOU NONUMUKOU IKBUBAIEHMHA 3a0aye O YCMOUYUBOCMU MO UL UHOU IKOHOMUYUECKOU CUCMeMbl UTU
omoenvrozo cybovekma xossaucmeoganus. Pocm u macwumabuposanue unoycmputi U OmMOEIbHO B35MbLX
KOMRaHUtl, 2100a1u3ayus cCmasam HOGvle 3a0aii 8 8ONPOCAX YeHOOOPA308aHUs U peanu3ayuu YeHosou
noaumuky. bez asmomamuszayuu, 6e3 co30aHus UHGOPMAYUOHHBIX CUCMEM CHOCOOHLIX 8 pedcume
PEeanbHO20 8peMeHU YNpasiimb NpoYeccamu YeHOBOU OUHAMUKU HEBO3MONCHO pA3eumue CO8PEMEHHOL
9KOHOMUKU. [Ipu 2mom Kpaiine 8adxCHbIM ecmb 80NPOC Kadccugurayuu mosapos u yciye. Knaccugpuxayus
HOMEHKIIamypbl MO8apo8 U Yciye OOINCHA VUUMbIBAMb ee NompeOumenbCckue c8olcmsed, KaueCmeeHHbIX
Xapakmepucmuky, CpoKU 200HOCMU U  IKCHIYAMAYUOHHOU  npueooHocmu u  m.0. Passumue
UHDOPMAYUOHHBIX MeEXHON02UU mpebYIom adanmueHOCMU mMonoao2uu 0a3 OaHHbIX 011 0OCMYNA CO 8Cex
cywecmgyowux — nepughepulinblx  ycmpoucme ¢ OOCHMYNHbIMU — UHmep@elcamu U  8bICOKOU
UHDOPMAMUBHOCINBIO O KAXHCOOM dNeMeHme HOMeHKIamypbul. B pabome demanvho uzyuena npobremamuxa
YNpasieHus YeH080U NOAUMUKOU KomMnanul. Pazpabomana memoouxka ynpagienus YyeHo8ou NOJUMUKOU 05
KOMRAHULL C pa3eumotll cemvto pecUOHAIbHbIX npedcmagumenscms. Ilocmpoen aneopumm agmomamusayuu
YEeHOBOU NONUMUKU KOMAAHUL C Y4emOM DeSUOHATbHbIX O0COOEHHOCmel KPYNHbIX CemegblX KOMHAHULL.
Hannwiti ancopumm anpobuposan 6 cpede ERP-cucmemvr 1C 8.2. Enterprise oms covimoswix cemeii na
DbIHKE YePHbIX MEeMAN08.

KuaroueBble clioBa: aneopumm, asmomamusayus, ynpasiexue, UeHd, YeHooOpazosanue, YeH08ds
noaumuka, ERP-cucmembi.

Introduction. The pricing policy of the enterprise is one of the key policies, which consists in
setting prices that ensure the viability of the company in market conditions, and including choosing
a pricing method, developing a pricing system, and choosing pricing market strategies. It aims to
ensure the survival of the company, maximizing financial results and retaining market share [2-6].

The pricing policy of the company is formed as part of the general strategy of the company
and includes a pricing strategy and pricing tactics. The pricing strategy involves positioning the
product portfolio in the market. As part of the implementation of the strategy, tactical measures are
developed (to stimulate sales), including systems of price discounts and non-price rewards for
consumers [17-18].
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In the process of implementing the pricing policy, the company must adjust immediate
measures and manage the time it takes to change the strategy. Determining the daily prices of goods
and services is one of the most important problems of any enterprise, since the optimal price can
ensure its success and stability. Of course, the implemented price policy largely depends on the type
of goods or services offered by the enterprise. It is formed inextricably linked with the planning of
the production of goods or services, the identification of consumer needs, sales promotion. The
pricing policy is aimed at setting such prices of goods and services depending on the prevailing
market conditions, which will allow us to achieve the goals set by the enterprise, to solve strategic
and operational tasks [7-12].

Pricing is one of the processes that requires enormous resources of time and processing large
amounts of information even in a stable market environment. Due to this scale of work, the role of
the human factor as a rule negatively affects the result. Not enough time is devoted to other
processes, mistakes are made, reserves are not properly analyzed, etc. The processes of
globalization have led to the rapid growth of elements of the nomenclature that companies regularly
operate on. Many companies are actively implementing geographic expansion while scaling the
offerings of their goods and services on the Internet and social networks.

All this sharply raises the question of a convenient classification of goods and services and
structured storage of data about them. Information databases of the nomenclature of goods and
services should store data on its consumer properties, quality characteristics, shelf life and usability,
etc. [13-16]. The development of technology requires adaptability of the database topology for
access from the maximum number of peripheral devices with user-friendly interfaces and high
information content about each item of the item. Based on this, one of the most important tasks is to
study the problems of managing pricing policies of companies, developing a methodology for
managing pricing policies for companies with a developed network of regional representative
offices and building an algorithm for automating pricing policies of companies taking into account
the regional characteristics of large network companies.

Analysis of recent research and publications.

In [2], approaches to pricing based on activity are described. The relationships between price,
value and sales volume and how these relationships affect profitability are examined. Pricing for
efficiency combines the disciplines of marketing, economics, business strategy, design and cost
accounting to achieve maximum results. The importance and depth of management accounting in
the formation of a sustainable company strategy was studied in [1,3,9].

The pricing policy of the enterprise is a key marketing category. In the fundamental works
[3,4], one of the key policies is written, which consists in setting prices that ensure the viability of
the company in market conditions, and including the choice of pricing method. In [5, 6], they focus
on an approach in which the pricing policy of a company is formed as part of the general strategy of
the company and includes a pricing strategy and pricing tactics. The pricing strategy involves
positioning the product portfolio in the market. How to use pricing as a way to create new markets,
develop your market share and obtain a sustainable competitive advantage.

The development of a pricing system, the selection of pricing market strategies, the focus on
ensuring the company's survival, maximizing financial results and maintaining market positions are
described in [7,12]. As part of the implementation of the strategy, tactical measures are developed
(to stimulate sales), including systems of price discounts and non-price rewards for consumers [17,
18].

In [8,10], the enterprise is a production-technological, organizational and economic unity.
Methodological approaches to building a successful company as an integrated, interconnected
multi-level facility, the tasks of which are focused on obtaining the maximum result in a volatile
competitive environment, are described. Dependence on system performance, level of production
organization, degree of competition, requires each company to search for its own development path,
organization system, information equipment, automation level, etc.
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In [13], an approach to creating a unified information platform of a modern enterprise is
proposed, constructive conditions for the functional stability of the information infrastructure are
given. The issue of managing the pricing policy of companies with developed network
infrastructure and large volumes of the product range was studied in [14-16].

Analyzing the issues of managing pricing policies of companies described in the indicated
sources and many other publications, we conclude that in connection with the rapid development of
the market and technologies, pricing is actually a new competition tool. Everywhere, companies
have to work with huge amounts of data, instantly respond to changes in the external and internal
environment, minimize the influence of the human factor and increase the accuracy of calculations,
etc. The process of pricing and implementation of pricing policy is one of the key processes in the
work of modern companies. This issue requires in-depth comprehensive study, development of new
effective methods and approaches to automating the processes of managing pricing policies, as a
tool to increase competitiveness and stability in modern market conditions.

The purpose and objectives of the study. To study the problems of pricing policy
management of companies operating in the metal rolling market. To develop a methodology for
managing pricing policies for companies with a developed network of regional offices. Describe the
algorithm for automating the pricing policy of companies according to the regional characteristics
of large companies. Test the pricing algorithm in the environment of the ERP-system.

The main part. Along with the fact that the price of the product for the company is an
important factor that determined the financial results of business, it also plays a key role as a
condition for the successful implementation of the goods, in this case, the price as a tactical tool
provides the company with a number of advantages [2-5]:

— First , the use of price does not require additional money, as it takes place with
advertising actions, product individualization, promotion etc.;

— Second, users prefer products which expressed in price better than on the basis of
advertisement, product individualization and so on;

— Third, even when such sales approaches as individual selling and advertising are basic,
price can be used as a powerful tool to support them.

In general, the price should be considered as one of the inherent properties of the product,
along with the consumer properties of goods, quality, etc. [6-12]

In practice, companies use a variety of pricing strategies: the strategy of high prices (“price-
skimming"); strategy of low prices, or strategy of "penetration” of the market, tiered pricing
strategy, the strategy of preferential prices, the strategy of flexible, elastic prices; strategy of stable,
standard, constant prices, not rounded prices strategy, etc.

Before you put into practice a particular pricing policy, it is necessary to regularly monitor the
level of prices. Understanding of the dynamics of prices is formed from looking at the prices of
actual transactions, exchange, prices of auctions and tenders; offer prices of large companies,
reference prices, etc.

It is important to note that the company can change the pricing strategy. At a particular point
of time only one pricing strategy can be used [17-18].

It is known that:

a) lower limit of price level which are set by the company is the amount of production costs,
sales under more lower price will be unprofitable;

b) upper limit which are set for the price is the market price that is formed on the one hand,
under the influence of supply and demand, and on the other — competition from suppliers of similar
products.

In economics, the basic principle of pricing policy is the reimbursement of the cost of
production and sale of products, services, jobs and profit in an amount sufficient to carry out
expanded reproduction and paying appropriate taxes to the state, municipalities and education fund
of consumption of providing a certain standard of life of employees.
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We choose as a target market, the market of ferrous metals and metal products, and examine
in detail an approach to automate the process of pricing policy for companies operating in this
market through an extensive regional network.

Participant of the metal market used in the practice of their work almost all the main types of
prices discounts: discounts of price-list and the reference price; bonus discount for the turnover;
discounts in progress for quantity, amount of purchase, serial, and special discounts to buyers in
which the seller is concerned, hidden discounts and etc. [16].

Selected pricing strategy and a system of discounts affect the pricing entity, taking into
account the pricing strategies of competitors, the level of prices are set by common sense is in the
range:

— between the low price (cost for production) which is unprofitable, and

— theoretically higher price, demand-driven (market price).

Modern companies offer the market a wide range of goods, works and services. Companies
are taking atomization of control processes, throughout using modern ERP-system. Consider the
approach to automating the prices of goods from the point of view of the requirements and
functionality of the ERP-systems for Example 1C 8.2 Enterprise. This development is adapted and
tested for companies working in the metal market, while it can be successfully used to solve similar
problems in any other markets.

For enterprises that offer the market a wide range of products that can be clearly classified by
the set of characteristics in the information system can be widely used tools for characteristics and
series. In this case, it is desirable to include the characteristics parameters such as: size, length,
diameter, class, standard, etc. Such features as: manufacturer, brand name, additional characteristics
of a lot — take into account in the series. With this approach to defining element nomenclature we
have the opportunity to lead lot account of goods where the product is a four-dimensional element
of a = a(xq,x,, x3,x,). Using this mechanism provides wide opportunities render reports in
various analytical sections.

It is important to note that in lot-account documents is extremely important to reflect the
entire set of parameters x;. In the write-off documents can be limited only by the choice: x; or
couple (x; x,), or trey (x; x5, x3).

Let us consider in detail the case where the parties to the documents of the write-off of
filtering is done by a pair of parameters (x; x,), and the write-off method is defined by a pair of
parameters (xsx,). In this case, the price should be set for each type of goods and the set of its
characteristics, that is for each pair (x4 x;).

It should be noted that for many products and kits for their performance there is a single price
— a feature called price band. For example, the amount of goods that the company operates in the
market is more than four thousand, and the number of prices used in this case — (price groups) not
more than two hundred.

For the elements of an information system 1C 8.2 Enterprise introduce the notation:

H, — elements of the reference book " Nomenclature™;

C, —elements of "NEWPriceGroup Nomenclature™;

Re, — a registry entry " NEWPriceGroup Nomenclature” is set to the current date to every

name of nomenclature x,and characteristics x, belonging to a particular price group:

ER‘CQ - {gﬁ%(k;j) P (t; Hypo (Cg»j) }' 1)

k=1, NV, where ' € N — number of products in the product portfolio of the company;
j =1, G, where G € N—number of price bands in the product portfolio.

B, — current, at a certain date price-list for the range of a given document
"SetPriceNomenclature".
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For the purpose of improving the efficiency of solving this problem and provide a rational
approach to price policy of the company developed the document "NEWSetPriceForPriceGroup”.

This document is intended for installation on the actual date of two arrays of prices:

1) corporate basic prices {Cg } — boundary (minimum / maximum) at selling prices of certain
corporate basis (e.g. CPT — central warehouse);

Cy
where {C, }:=| ¢ i |-valuesof base prices c;, i=1, jforeach element of C
% Cj
“NEWPTriceGroupNomenclature”;

2) {A(Cgr} — set to "mark-on / (write-down) applied according to corporate basis” for each
item of "NEWPriceGroupNomenclature”. These values determine the difference (positive /
negative) from the basic corporate price for each regional office.

Note: for the same price group C, nomenclature set your own level of prices in each regional
office — a unique level of regional prices for each price group C,. At the same time, in the same

regional office for different price groups C,nomenclature will be their own values {A(Cgr }

Settings and competent organization of the directory "TypePriceNomenclature™ — is the basis
of an effective system of control of the company price policy [16].

Standard features of information system include the construction of calculated prices relative
to basis prices only in relative terms. This is a significant limitation that makes it difficult to build a
full-range price policy, for example in the framework of the pricing strategy not rounded prices.
The informational system 1C 8.2 is not difficult to create a new author "TypeCalculatePrice", in
particular for the realization of our objectives established method of calculating the price
"NEWSumProfit" allowing to operate not only the relative indices markups / markdowns for the
settlement prices on corporate basis, but widely applied absolute markups/markdowns. Then the
standard toolkit "TypePriceNomenclature™, already with advanced features can be fully used for the
construction of the automated control system of the price policy of the company.

In practice, set up three key types of prices:

I. necessarily set up at least one basic type of prices, for example: "CPT-MainStorage

(base)".

ii. group of prices are determined that are "calculated" and relative to the base type of price
for a particular type of pricing method, for example, creates a type of price "Region-K
(regional)" (regional price) which is calculated relative to the base price type "CPT-
MainStorage (base)" using the method of calculating prices "NEW-SumProfit".

iii.  defined group of prices that are "calculated" relative to the base price type for a particular
type of method of prices calculation at a lower level of application of price policy, such
as: the types of prices "Region-K (A Retail)", "Region-K (B SmollGrossSale)", "Region-
K (C GrossSale)" are "calculated™" relatively to the base price type "CPT MainStorage
(base)" and implemented by way of price calculation "NEW-SumProfit".

In this case, regional price will be previously installed minimum selling price for this
particular regional office, and the array {A(Cgr }Will reflect the deviation of small-gross-sale and
retail prices from the base price in the region of sale.

Designed in 1C 8.2 Enterprise mechanism generates the document "SetPriceNomenclature" in
which set prices for the price group C,already deployed for all elements of the price grope, that is

formed regional current price list for the certain date B, for all elements of the nomenclature and
each characteristics:

91’i=1’j

EBr,t = {(Cg } @ {A(Cgr }a (2)

where (O — o an operation that implements any way of calculating prices used in setting price types
of directory "TypePriceNomenclature".
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The prices identified in document "SetPriceNomenclature" are the basis for creating of
printed versions of price-lists of the company for the appropriate sales divisions.

Discussion of the results.

The price of a product for the company is an important factor determining the financial result
of its activities; in addition, it plays a key role as a condition for the successful implementation of
the strategic and tactical goals of the company. It is important to note that an enterprise can change
its pricing strategy. Only one pricing strategy can act at a particular time.

For enterprises offering a wide range of products on the market, it is important to clearly
classify according to a set of characteristics. An approach is proposed that makes it possible to
widely use accounting tools by characteristics and series in the information system. In this case, it
is desirable to include such parameters as characteristics, for example: size, length, diameter, class,
standard, etc. Such signs as, for example: manufacturer, brand, additional characteristics of the
party - take into account in series. With this approach to the definition of the concept of an item of
nomenclature, we get the opportunity to keep a batch account of goods, where the product is an
element of four-dimensional space a = a(x;, x5, X3, x,). The use of this mechanism provides ample
opportunities for reporting in various analytical sections.

It is important to note that in batch-forming documents it is extremely important to reflect the
entire set of parameters x;. Moreover, in the cancellation documents, you can limit yourself to
choosing only: x; either the pair (x;x,), or the triple (x;x,,x3). This property significantly
improves the filtration efficiency and system speed.

The application of this classification of nomenclature elements in the practical
implementation of pricing, for the same price group C, of the nomenclature sets its own price level
at each regional representative office - a unique regional price level for each price group C,. In
practice, the task of pricing each item of the item is reduced to setting prices for classes of
homogeneous products, followed by calculating each price value, adjusted for logistics costs from
the production region to the sales region and the margin of market segments of consumers. Practical
testing of the algorithm in the environment of the ERP-system 1C 8.2. Enterprise for sales networks
in the market of ferrous metals with translation of pricing on corporate resources on the Internet
confirms the effectiveness of this approach.

Conclusions

Studied in detail the problems of controlling of the companies’ price policy working in the
metal market.

The article highlights the issues of pricing policy management for companies operating in the
metal rolling market. An approach is proposed that makes it possible to widely use accounting tools
by characteristics and series in the information system. Sets of parameters are described that best
correspond to each of these sets, which allows keeping a batch account of goods, representing the
nomenclature as an element of four-dimensional space, which significantly improves the quality of
data filtering in the information system. A pricing policy management methodology has been
developed for companies with a developed network of regional representative offices. An algorithm
for automating the pricing policy of companies was built taking into account the regional
characteristics of large network companies. This approach allows the calculation to generate a large
array of data on the prices of items taking into account the geography of storage, sales, level of
customer loyalty. The algorithm was tested in the environment of the ERP-system 1C 8.2.
Enterprise for distribution networks in the iron and steel market.

There is developed the technique of control pricing policy for companies with a wide regional
network. There is structured an algorithm for automation of companies pricing policy taking into
consideration a regional specific features of companies with wide networks. This algorithm has
been tested in the environment of the ERP-system 1C 8.2. Enterprise for trade networks on the
market of ferrous metals.
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