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The article introduces an analysis of scientific positions of exponents of classical political economy concerning

pricing and various standpoints upon this problem of contemporary scientists; and proposes non-cost based method of
pricing new product.
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It is determined that a comprehensive system of strategic marketing management of sales is a system of intercon-
nected elements of strategic marketing management of sales, full utilization of which will ensure the enterprise's long-term
competitive advantage on the target market. The complex system of strategic marketing management of sales consists of three
systems: the system of strategic marketing management of sales; the system of provision of strategic marketing management
of sales; and the system of support of strategic marketing management of sales. For each system relevant subsystems and
their elements are proposed.
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(Values and Lifestyle System, VALS™).
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