-54 -

YK 336.6:004.58
JEL Classification: M15, M42, 033
SERIKOVNA G.1

FORMATION OF PRICES ON THE INTERNATIONAL MARKET
OF FINANCIAL SERVICES

DOI: https://doi.org/10.32620/cher.2023.2.08

ISSN 2221-8440

Formulation of the problem. Specific features of international trade in services are considered;
the features of the world market of services are defined; pricing methods and pricing strategies used by
enterprises providing various services on the international market are characterized. The purpose of the
research is aimed at researching the international market of financial services to analyze its main
characteristics, impact on the global economy and identify key factors affecting its development and
level of financial risk. Research methods: logical and meaningful method, methods of comparison,
systematization, induction and deduction, analysis and synthesis, coefficient method. The main
hypothesis of the research was the statement that the international market of financial services plays an
important role in the global economy and its development depends on such factors as technological
innovations, regulatory policy, globalization and the stability of financial systems. Presenting main
material. All spheres of international cooperation need developed services, which are a continuation
and development of modern production. The main features of the world services market include the
following: systematic development, which means that the services market is considered as a complete
system with many interconnected components; sensitivity to market changes, which is caused by
constant fluctuations in the demand and supply of services on the market; high rate of capital turnover
associated with a shorter production cycle in the service sector; constant growth of the range of
services. The originality and practical significance of the research are in the understanding of the main
characteristics of the international market of financial services, which will help specialists in the
financial sector make informed decisions about the development and improvement of their services at
the international level; analysis of the impact of the international financial services market on the
global economy will enable states and international organizations to determine effective strategies to
promote economic growth and stability; determining the key factors affecting the development of the
international market of financial services will help to avoid financial risks and ensure the stability of
financial systems. The practical significance of the article also lies in the promotion of academic
research and expansion of knowledge in the field of finance, economics and international relations.
Conclusions and prospects for further research. The results of the study can be useful for government
bodies and regulatory institutions in forming an effective policy for regulating the international market
of financial services and ensuring its healthy functioning. It was determined that the successful choice
of the method of setting prices for international services and the formation of an effective price strategy
will allow the enterprise of the service sector to receive high income, increase the volume of service
provision, and conquer new market segments.
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®OPMYBAHHJ IH HA MIZKHAPOJHOMY PUHKY ®IHAHCOBUX HOCJHYT

Iocmanosexa npooaemu. Po3risgayTo crietndiddi pUCH MiXKHAPOIHOT TOPIiBIIi MOCITyraMuy; BU3HAYE-
HO 0COOJIMBOCTI CBITOBOTO PUHKY IOCIIYT; 0XapaKTEepPU30BaHO METO/AU LIHOYTBOPEHHs Ta IL[IHOBI cTpaTerii,
SIKI BAKOPHCTOBYIOTh IiIPHUEMCTBA, [0 HAIAIOTh PI3HOMAHITHI TIOCIYTH Ha MIXXHAPOJHOMY PUHKY. Mema
docnidoicentss CIIpSIMOBaHA Ha JIOCHIJDKEHHS MIXKHAPOJHOTO PUHKY (IHAHCOBHX IOCIYT JUIsl aHAII3Y HOTo
OCHOBHHUX XapaKTEPUCTHK, BIUIMBY Ha INIOOAJIbHY €KOHOMIKY Ta imeHTH(ikawii KIIOYOBUX (AKTOPiB, L0
BIUIMBAIOTh Ha HOr0 PO3BUTOK i piBeHb (JiHAHCOBOrO pU3UKY. Memoodu 0ocniodceHHst: JTOTIYHO-3MICTOBHUH
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METOJI, METOJIM MOPIBHSIHHS, CHCTEMAaTH3allll, IHAYKIII Ta ASAyKIii, aHaai3y Ta CUHTE3y, KOeQil[ieHTHUI
MeTo. OCHOBHOIO 2inome30t0 00CiOdHCeH s CTaTI0 TBEPKCHHS, 110 MIKHAPOIHUN PUHOK (PiHAHCOBUX IO-
CJIYT BiJliTpa€ BAXKJIMBY POJIb y TJIOOANBHIM €KOHOMIII 1 HOTO PO3BUTOK 3aJICKHUTH Bijl TaKUX (DAKTOPIB, 5K
TEXHOJIOTIUHI 1HHOBAIii, peryjsTopHa TMOJITHKA, Tiodamizamis Ta CcTaOUIbHICTh (DiIHAHCOBUX CHCTEM.
Buknao ocrnosnozo mamepiany. Bei chepr MKHapOJHOTO CHIBPOOITHHIITBA TOTPEOYIOTH PO3BHHEHUX II0-
CIIYT, IO € TMPOJOBXKEHHIM 1 PO3BUTKOM CYy4acHOTO BHPOOHHUIITBA. [0 OCHOBHHX OCOOJIMBOCTEH CBITOBOTO
PHHKY IOCIYT CJIiJ BiTHECTH HACTYIHi: CUCTEMHICTh PO3BUTKY, fKa O3HAyae€, 10 PUHOK TOCIYT PO3IIs-
TAEThCA SK IIUTICHA crcTeMa 3 OaraThMa CKIIQJIOBUMHU, MOB'SI3aHUMH MIX COOOI0; IyTIUBICTH 10 PUHKOBHX
3MiH, TPUYMUHOIO SKOI € TOCTIHI KOMMBaHHS B IOMHTI Ta MPOIIO3UII] MOCIYT Ha PUHKY; BUCOKA IIBHIKICTh
000pOTY KaIliTally, IOB's13aHa 3 KOPOTIIUM BUPOOHHYMM IUKJIOM B c(epi MOCIyT; NOCTiiiHEe 3pOCTaHHS aco-
pTHMEHTY mocnyr. OpueinanvHicms ma nPAKMuyHa 3HaAYuMicms JOCTIIKCHHS MOJSTae B PO3yMiHHI Oc-
HOBHHX XapaKTEPUCTUK MIKHAPOIAHOTO PHHKY (PIHAHCOBHX IOCIYT JOMOMOXe (axiBIAM y (hiHAHCOBOMY
CEKTOPI MPUUHATH OOTPYHTOBAHI PilIeHHS II0JI0 PO3BUTKY Ta BIOCKOHAJICHHS CBOIX MOCIYT HAa MiXXKHApO-
HOMY DiBHI; aHaJi31 BIUIMBY MDXXHAPOAHOTO PUHKY (DIHAHCOBHX IOCIYT Ha T00aqbHy €KOHOMIKY HaJacTh
MOXUIMBICTh JIep’KaBaM Ta MIKHAPOIHHWM OpTaHi3alliiM BU3HAYNTH €(PEKTHBHI CTpATETii IS CIPUSHHS
€KOHOMIYHOMY 3POCTaHHIO Ta CTaOITFHOCTI; BU3HAYEHHI KIIFOUOBUX (DaKTOPIB, IO BILTUBAIOTH HA PO3BUTOK
MIXKHApOJHOTO PUHKY (hiHAHCOBHX TOCIYT, OTIOMOXKE YHUKHYTH (iHAHCOBHX PU3WKIB Ta 3a0e3MeUnTH
cTabinbHICTh (iHAHCOBUX cUcTeM. [IpakTHYHA 3HAYUMICTH CTATTI MOJATAE TAKOXK y CIPHUSHHI aKaIeMiqHO-
My JOCIIPKEHHIO Ta PO3MIMPEHHIO 3HAHb Y ramy3i (iHaHCIB, EKOHOMIKH Ta MIKHAPOAHHUX BiTHOCHH. Buc-
HOBKU A NEPCREKMUBY NOOATbUUUX 00CTIOdNCeHb. Pe3ynbTaTi HOCTiIKEHHS MOKYTh OYyTH KOPHCHUMH IS
YPSAAOBUX OpraHiB Ta PEryJsiTOPHUX YyCTaHOB Yy (opMyBaHHI e(EKTHUBHOI TOJITHKH pETyIIOBaHHS
MDKHAPOJHOTO PUHKY (DiHAHCOBHX IOCIHYT 1 3a0e3meueHHi Horo 310poBoro (yHKIIOHyBaHHs. Bu3HaueHo,
10 BAAJM BUOIp METOMY BCTAHOBJICHHS I[iH HA MI>KHAPOJIHI TOCIYTH Ta (hopMyBaHHS e(DEKTUBHOI I[IHOBOT
cTparerii 03BOJIHUTH MiANPUEMCTBY chepy TOCIYT OTPUMYBAaTH BHCOKHH J0XiJl, 30i7bIIyBaTH 0OCATH Ha-
JaHHS TIOCITYT, 3aBOHOBYBAaTH HOBI CETMEHTH PHUHKY.

Kuito4ogi ciioBa:

MiXKHapOJAHUN PUHOK (iHAHCOBHX IOCIYT, LIHOYTBOPEHHS, I[IHOBI CTpaTerii, MiXkHapoIHa TOPTiBIISA
MOCTYTaMHU.

Formulation of the problem. The service
sector is one of the most important and rapidly
growing components of the world economy. In
the conditions of globalization of the world
economy, the sphere of services becomes one of
the influential factors that depend on economic
growth, increasing the country's competitiveness
on world markets, and improving the well-being
of the population.

There is a potential for the development of
the service sector in Kazakhstan. Thus, the de-
velopment of science, technology and a highly
qualified workforce are necessary prerequisites
for the dynamic development of information and
communication technologies, software, electron-
ic and mobile commerce. The advantageous ge-
ographical and economic position of the country
should also be used for the development of
transport infrastructure and tourism. Setting
prices for services is a rather complex and im-
portant issue for research.

Analysis of recent research and publica-
tions. Various authors pay attention to the prob-
lems of pricing on world markets [5-9]. However,
the formation of prices for global services and
the choice of strategy of service enterprises are
not considered enough in the literature. And alt-

hough pricing methods and a list of existing pric-
ing strategies help to form possible alternatives
to the activity of a service sector enterprise when
setting prices, as a rule, it only depicts the fea-
tures of a certain pricing strategy, rather than the
mechanism of price formation in the internation-
al services market.

Analysis of existing research reveals a
number of key themes and areas that have been
explored in the past. Here are some of them:

Globalization and international competi-
tion in the financial services market: Researchers
have studied the impact of globalization on the
international financial services market, as well as
the competition of international financial institu-
tions.

Technological innovations and digital
transformations in the financial sector: A study
was conducted on the impact of the latest tech-
nologies, such as blockchain, artificial intelli-
gence, fintech platforms, on the international
financial services market.

Regulation of the international market of
financial services: Issues of regulation of the in-
ternational market of financial services were
studied, including standards in the field of finan-
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cial reporting, the fight against money launder-
ing and the financing of terrorism.

The role of international financial institu-
tions: A study was conducted on the role and
influence of international financial institutions,
such as the International Monetary Fund, the
World Bank, the World Trade Organization, on
the international market of financial services.

Financial risk and its management in the
international market: Various aspects of finan-
cial risk, including credit risk, currency risk, li-
quidity risk and economic risk, were studied and
methods of managing these risks in the interna-
tional market were developed.

Performance of the international financial
services market: Research was conducted to as-
sess the performance of the international finan-
cial services market, including measures of
productivity, competitiveness and innovation in
the sector.

This analysis of existing research will help
clarify the directions and novelty of the proposed
article and take into account the gaps that require
additional study in the context of the internation-
al financial services market.

The purpose of the article is is aimed at
researching the international market of financial
services to analyze its main characteristics, im-
pact on the global economy and identify key fac-
tors affecting its development and level of finan-
cial risk.

Presentation of the main research re-
sults. All spheres of international cooperation
require advanced services that are a continuation
and development of modern production. The
main features of the world services market in-
clude the following: systematic development,
which means that the services market is consid-
ered as a complete system with many intercon-
nected components; sensitivity to market chang-
es, which is caused by constant fluctuations in
the demand and supply of services on the market;
high rate of capital turnover associated with a
shorter production cycle in the service sector;
constant growth of the range of services [1].

The main difference between trade in ser-
vices and trade in goods, from which the peculi-
arities of international trade in services arise, is
that services do not have the property of being
accumulated. The volume of the services market
is approximately 25% of world merchandise
turnover, and the growth rate of this sector of the
world economy significantly exceeds the growth
rate of world merchandise turnover [1]. Also,
trade in services affects the employment of the

population of the national economy to a much
greater extent than the goods market.

The specific features of international trade
in services include: the place of production and
consumption of services coincides — the export
of services necessarily involves their production
abroad; the close connection of the service mar-
ket with the market of goods, capital and labor;
the degree of concentration in the market of
modern services is much higher than in the mar-
ket of goods; the national sphere of services is
protected more strongly; a number of services
are practically not included in international cir-
culation [1]. The international services market
consists of: freight services; other transport ser-
vices; tourism; other services provided by state
organizations (banking, insurance, stock ex-
change, brokerage, technology export, etc.); oth-
er services provided by the private sector. The
main role in the international trade of services is
played by tourism and transport services.

The assessment of a country's develop-
ment is often reduced to an assessment of the
profitability of the service sector. There are
countries in which the service sector contributes
up to 60% of GDP and above. For example, in
the USA - 67%, in France - 63%, in Japan - 56%,
in England - 56.5%, in Germany - 58%, in Italy -
56%. The financial and credit sector is leading
for all developed countries. The movement of
capital and its maintenance is always in the first
place. According to this indicator, three centers
are distinguished: the USA, Japan, and Western
Europe [1].

Based on the fact that the export of ser-
vices is a rather urgent issue in Kazakhstan,
attention should be paid to more thorough at-
tention to the formation of prices for these ser-
vices.

Pricing in the service sector follows a
similar scheme to pricing in any other area of
trade.

The fact that in market conditions the
price is set objectively as a result of the ratio
of supply and demand is beyond doubt. The
development of a pricing strategy in the field
of providing services in foreign markets is re-
lated to the following: pricing is one of the
main aspects of marketing activity, an im-
portant means of management that allows you
to shape the amount of profit; free pricing in
the conditions of a market economy is related
to the solution of such issues as the selection
of criteria and methods of formation, protec-



tion from state regulation of prices; most small
and medium-sized enterprises in the service
sector are limited in resources in order to par-
ticipate in price competition; the services mar-
ket is essentially a buyer's market [5]. So, it
can be concluded that the buyer's preferences
play an important role in the services market,
i.e. the formation of the price will largely de-
pend on the demand for services in one or an-
other region.

When forming a price strategy, the com-
pany should take into account the following
characteristic features that affect the process of
price formation in the service sector: high
price elasticity of demand; a large gap in time
between the moment of setting the price and
the moment of purchase and sale; impossibility
of storing the product, as a result of which un-
timely sold products lead to losses; strong in-
fluence of competitors on the pricing process;
state regulation of prices in the field of
transport; the need for seasonal price differen-
tiation; a high level of orientation to the psy-
chological characteristics of the consumer,
since the price may be related to the social sta-
tus of the client; high cost of various services
[6,7]. However, it should not be assumed that
the service producer hopes only for the price
offered by the market, and does not take any
part in price formation. The service provider
uses the method of calculating initial prices.
Services are offered to customers at such pric-
es.

The process of calculating prices for ser-
vices includes: setting a pricing task, estimat-
ing costs, taking into account demand for ser-
vices, analyzing prices and services of compet-
itors, choosing a pricing method [5]. The main
task of pricing is to cover the costs of provid-
ing services and making a profit [7]. The price
enables the service sector enterprise to seize
leadership in the market. Its essence is to win a
significant market share. This is achieved
thanks to the reduction of prices or the produc-
tion of high-quality services. The price reduc-
tion has a certain minimum limit — covering
the costs of service production, distribution
and sales, including a fair rate of profit [7]. If
the company does not cover the costs of
providing services with the help of the price,
then it will go bankrupt after a certain time. In
this regard, a correct assessment of all costs is
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required. In order to successfully use the price
as a competitive lever, the service producer
must constantly look for ways to reduce the
costs of service production. If the individual
cost is lower than the market value, then the
manufacturer, realizing services at market
prices, receives excess profit, which gives him
significant advantages over competitors.

When setting the price, it is necessary to
take into account the demand for these ser-
vices. A price increase can reduce the purchas-
ing power of customers, and therefore the de-
mand for services. A decrease in price increas-
es demand, but up to a certain limit. There is a
price level, after which demand does not in-
crease, but begins to fall [7]. The buyer begins
to be suspicious of a cheap service, believing
that it is of low quality and can harm him. The
elasticity of demand for services should also
be taken into account, producers should know
that if services lose their elasticity of demand,
prices should be reduced.

So, we can conclude that the minimum
price is determined by the costs of production
of services, and the maximum price depends
on the demand for these services. Also, the
price level of the enterprise is affected by the
prices of competitors. The service provider
must know the prices and quality of services of
its competitors. For this purpose, the following
methods are used: comparing prices using
price lists, purchasing equipment and checking
its quality, studying the opinion of buyers
about the quality of competitors' services and
the level of prices for services [5-7]. If it is es-
tablished that the quality of the service is not
inferior to the quality of the service of compet-
itors, a price close to the price of the service of
competitors is set. If the quality of the services
is better than that of competitors, a higher
price can be set.

There are many pricing methods. And
each enterprise has the right to choose the one
that meets its interests. The simplest pricing
method consists in calculating the price ac-
cording to the formula: average costs plus
profit [5]. The second application is sometimes
called a markup, its size depends on the type
of service, demand for it, cost of a service unit,
sales volume, etc. Another method of pricing
is based on the balance of supply and demand.
Seller feels this balance by the steady demand
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for its services. The method of calculating the
price based on the break-even analysis and
ensuring the target profit is also popular. The
manufacturer knows that covering the gross
costs of production of services requires a
certain amount of production [6]. This method
of pricing involves the analysis of various
price options and their impact on the sales
volume. It is necessary to overcome the break-
even level and obtain the desired profit.

Thus, taking into account the process of
formation of prices for services, the following
pricing methods were identified: cost-plus [8];
pricing based on normative profitability and
pricing based on the value of the service. It
should be emphasized that the pricing process
involves the formation of a price strategy,
which is an integral part of the price policy.
The pricing strategy is the main directions,
measures and methods that can be used to
achieve the defined goal of the pricing policy
[5]. Enterprises in the field of services that
operate on international markets use the
strategy of "removal of the cream”, the
strategy of discriminatory prices and the
strategy of "market penetration” in their
activities. We will give a description of these
strategies.

The strategy of "removal of the cream”
works successfully if the market is reducing
the supply of services, and the demand is not
elastic to the increase in the price of services.
For example, the implementation of cruise
tours [5]. This strategy is a rare phenomenon
in the international services market, as it is
difficult to invent new services for which
consumers will agree to pay the highest prices.

The strategy of discriminatory prices is
considered a very flexible tool that takes into
account changes in market demand, prices
depending on time, place, type, product and
sales volume [5, 6]. Emphasis is placed on
unequal price elasticity of demand in different
groups of consumers. For example,
discriminatory pricing is appropriate when
companies enter national markets, which are
formed when the internal economic situation
(inflation, high prices and tariffs with a low
level of service) stimulates the growth of
outbound tourism [9]. Price manipulation is
carried out by enterprises that face serious
competition on the foreign market. Setting

lower prices for services creates a dumping
situation. A price difference is considered
economically justified, at which the total
volume of sales of the firm provides a
profitability not lower than normal. Price
discrimination by consumer categories is also
practiced for different market segments
depending on the willingness and ability to
pay this price [8]. For example, students,
disabled people, newlyweds are given
discounts in hotels, when purchasing transport
tickets [5]. Time-based price discrimination is
used when hotels and transportation
companies reduce prices before the peak
season in order to attract customers and
thereby recover the costs associated with
maintaining service levels and retaining
qualified personnel [8, 9]. Prices are
discriminated by location, for example, when
the cost of identical hotel rooms varies
depending on, for example, the view from the
window. Yes, a room in a hotel with a view of
the sea is much more expensive than a room
with windows facing the inner courtyard of the
hotel [9].

The "market penetration” strategy is
based on setting a low price level in order to
attract more customers. The low price in this
case is a kind of fee for introducing the service
to the market. Such a strategy is used by new
enterprises or enterprises seeking to capture a
larger share of the market. With the growth of
sales volumes and the strengthening of the
firm on the market, the price gradually rises to
the average industry level, but this does not
lead to a decrease in demand [5].

Conclusions and prospects for further
research. Taking into account the above, it
can be concluded that Kazakhstan's service
sector enterprises need to reduce their costs
and make all the conditions so that state regu-
lation provides normal conditions for function-
ing. International factors have a significant
impact on financial risk. Understanding and
analyzing these factors is key to effectively
managing financial risk and ensuring the sta-
bility of national and global financial systems.
To minimize risks, it is necessary to develop
international cooperation, maintain the stabil-
ity of the economic, political and financial en-
vironment and use the mechanisms of interna-
tional financial institutions to reduce the nega-



tive consequences of international financial
risks. A successful choice of the method of
setting prices for international services and the
formation of an effective pricing strategy will
allow the company in the service sector to re-
ceive high income, increase the volume of ser-
vice provision, and conquer new market seg-
ments.
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