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Abstract

The main goal of this paper isto show if is possible to find a modern retail chain in one of the
world largest economies that uses exclusively psychological pricing, as a dominant
competitive advantage, in order to predominantly direct consumer behavior. Pricing, as a
source of competitive advantage is the least explained in marketing literature, thereforeit is
important to contribute and show how psychological pricing is a source of competitive
advantage. It could be an evidence to support the firm belief which exists among many
retailers that greater than expected demand occurs at psychological price points. We shall
analyze different retail chains belonging to so call hard-discounters in Russian Federation
using method of observation and choose one sector in order to check the hypothesis. Hard-
discounters are chosen since they use pricing strategies as the most important element of
marketing program, much more important than products, promotion or sales channels, while
Russia has been chosen as the largest growing wine market in the world.

Keywords: retail, price, strategy, discounter, positior.

1. Introduction

This paper shall focus on price tactic in wine gecf selected count-Russian Federation
(Russia). Russia is the choice because this coumay the largest growth of wil
consumption, according to world wine organizatiotvV@nd BK Magazine, since had
growth of 121% over the period 2(-2012, compared to the growth in China of 67%, Cal
of 62%, Australia of 38%, and USA of 37%. Pricaisvay of communication, which direc
consumer behavior (Schindler, 1989), and it issthle quantitative elernt of marketing mi»
since it is the only one that makes revenue. Pdgglual pricing is a concept where pric
are set to oddumber prices to prevent bargains, or even numbeegto imply quality
(Lamb et al. 2012).

Research performed by Holderst (1997) has shown that retailers have bias in fa¥
psychological prices, and therefore this strateggds to be examined more carefully. Ha\
in mind that psychological pricing is based on camivation and rationality, this is an ex
element to onfirm communicational characteristics of pricesgeneral. This is especial
important to understand for wine marketing, sinaeenquality is, according to Oczkows
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(2001) generally recognized to depend on subjeawauations and cannot be precisely
measured. The hypothesis of the paper is to shatighpossible to find modern retail chain,
hard-discounter, which completely focuses on pshaghical pricing as a main price tactic and
positioning method in order to direct consumer b@ra Therefore, the goal is to check
hypothesis if there is only one retail chain of tsugpe which has a sole price tactics of
psychological pricing in the wine sector. Thatngpbortant in order to identify the key element
of competitive advantage of the chain, which ussgcipological pricings. This can be an
evidence to support the firm belief that exists agimany retailers that demand increases at
psychological price points (Holdershaw et al. 1997)

Hinterhuber&Liozu (2014) have published the reseavere they found, after interviews
with 50 executives worldwide, that pricing is imfaort source of competitive advantage, and
also the least explored sourdesychological pricings can bring many advantageeretail
chains, such as increasing sales (Holdershaw 198&pgcting potential business deals,
growing profits and customer base by increasingr thayalty, since the essence of
psychological pricing is to set “fair” prices. Aading to Perner (2013) the prices are
essential for marketing programs of hard-discoun&tail chains, because of the intense
competition among retailers, and increasing prestufocus on volumes of sales more than
margins on each sale. Furthermore, the most reesaarch of McKinsey (2013) has shown
that the most efficient retail businesses are tHosased at price strategies in discounted
stores. Perception of consumers plays the key dngne of psychological pricings because
customers are guided by belief that they receiva kalue for their money. On the other
hand, retailers very often, according to reseaffchevy et al. (2004) were unaware of how
their pricing strategy influences their overall mea since optimal pricing is not a static
problem.

It is important to make overview of different retetains in Russia, and to focus on hard-
discounters, since they predominantly have beamgysiices, as the most important element
of their marketing mix, in order to attract finabresumers. All other retail chains, besides
prices, focus as well on their higher service, mae@ucated staff, brand values,
merchandising, etc., and do not attract consunwetyson prices, which is, on the opposite,
strategy of hard-discounter chains in Russia, sagtPyaterochka, as part of X5 system,
Magnit, Dixy and Monetka. Since most of those itetdhains at certain extent use
psychological pricings, it is challenge to find arteain that solely uses this price tactic. If we
are able to justify such goal, that should be defims an important competitive factor of
selected retail chain at the market of Russia.

In order to justify our goal, we shall use field thned of retail observation and establish
price reports in all analyzed retail chains. Oetdimethod shall be utilized in Moscow, due
to the fact that predominant part of wine trade Ie@sn achieved in the capital of the Russian
Federation. Since psychological pricing has beealyaed at most of marketing and
international business literature, we shall linis tktnowledge with modern consumer behavior
at one of the most interesting and growing marketh is the wine market of Russian
Federation.

2. Literature Review

From the early days, when William Applebaum in dalirof Marketing, published in 1950,
wrote articleStudying Customer Behavior in Retail Stores, customer and consumer behavior
were in focus of marketing science. There were neigles covering topics of how wine
consumers have been influenced by various factorstail outlet. Lockhin and Hall (2003)
have developed concept on wine involvement andéhftsence on behavior at a store in a
process of wine purchasing. Hollebeek et al. (2@Xp)ained purchase intention as a function
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of price, price discount and region. According berh, wine region has been much mr
important as a decision f&e for high involvement consume!

Ritchie et al. (2010) were examining price as apdrtant factor in wine purchasin
They used method of focus groups in supermarketindéd Kingdom in order to understa
the ability for wineries to attract consurs. Their interest was the low involveme
supermarket shopper, who ordinarily purchases Vikeeany other grocery item. The auth:
have found that the way supermarkets communicated and their focus on price discou
have caused to have pricescentral part of retailer’'s marketing program. Bar{012) has
analyzed connection between environmentally safeesviand the attitude towards w
purchasing. His article has proven than only srpattion of wine population is willing t
make decisionawards purchase of those wines. On the other Haexiture covering topi
of psychological pricings is very broad. In thesimational marketing management literati
authors like Lamb et al. (2012) have explained psiagical pricing among other [cings
tactics like discounts (quantity, cumulative anchaamulative, cash, functional, seasol
promotional), value based, single price, pricenliiileader pricing, price bundling a
unbundling. Rakita (2005) argues that psychologmradings is ver often used in trade «
high developed countries.

According to Lee and Carter (2012) consumer nowsdagpect high quality at lo
prices. They also carry so called reference piiee is their standard of price, or the pt
they believe to be fair. Pdyalogical pricings were also called in literature @dd prices
magic prices, charm prices, irrational prices, iihta prices or rul-of-thumb prices
according to Dalrymple & Thompson (1969), Sturdivéh970); Boyd & Massy (1972
Gabor (1977); Monro€1990); and Rogers (1990). At the same time, asSohindler &
Wiman (1989) the use of odd pricing can be traczkover 100 years and from that per
the use of psychological pricing in retailing hasctme widespread in many countri
including Rusia. The reason behind consumer perception of psygital or odd prices h:
been explained by Brenner & Brenner (1982) duéhéofaict that people have only a limit
capacity for storing information. They believe tHa#cause consumers are exposed
continuous flow of information on prices, they stanly the more valuable message, the
digits of a number. Also, research of Gendall e{2897) and Gendall (1998) has proven
psychological (odd) pricing generates greater tbgmected demai at retail stores. Besic
importance of psychological pricing for consumehdaor in retail, there is an evidence
its value even in analysis of mergers and acqarst{Agarwal&Zeephongsekul, 201

Research provided in this article has focus on hological pricing in Russia, and w
highly relay on all previously mentioned literatu

3. Factors of Wine Consumer Behavior

At the very beginning of this part, we need to idgtiish difference between the ter
customer and consumer. Thought mos researchers tend to explain consumer behg
many of them do not make different explanation leetvconsumer and customer behay
Therefore, we will focus on data regarding consub@ravior, regardless if the authors m
any difference between thosgo terms, since this differentiation is not beydhd scope o
this paper.

Consumers are different in their behavior in preceEwine purchasing, based on
level of their involvement. If they are high inveld, beside the price, which is inevile part
of most decisions, consumer tend to look at brgatkaging (especially label desig
country image, position at the shelf, winery owaed her/his prestig

Generally, consumers who are involved can be #taby any of six Ps from wir
markeing program (Wagner et al. 2011). Therefore, woesumers react on prodt
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(perception of wine quality and previous organdtepéxperience), price, placement
(location), packaging (front label, back label, kéabel, bottle and bottle shape, carton, extra
package and awards), promotion (media, point @s$and position (at the shelf and the side
of the store).

Barber et al. (2006) have confirmed that the mogiartant factor of wine purchasing
decision, besides vintage and brand name, is a.pFleir research also have found that other
factors that were important for consumers includentry of origin and grape variety.
According to Bashar (2012) there are many factbesides the prices, which influence
conversion of store visitors to consumers, sucpraduct quality and assortment, promotion,
service, availability of products, and ambiencé¢hef store.

Shepherd and Sparks (1994) defined three groupactdrs that influence consumer’s
choice: physical (geography, season, technologynauics); social (social, custom religion,
social class, advertising, education); and phygickl (heredity, allergy, acceptability,
nutritional need). Even earlier, similar model Hasen created by Khan (1981), which
includes seven categories influencing consumeiscehin food/beverage sector:

1) personal factors such as influence of other perstamiliarity, and emotional
meaning associated with food/beverages;

2)  biological, physiological, and psychological fact@uch as age and gender;

3) extrinsic factors, such as advertising and seas@raltions;

4) intrinsic factors (of the food/beverages), suchappearance, odor, flavor, and
texture;

5)  cultural, religious and regional factors includigepgraphic regions;

6) educational factors including nutrition educatiangd

7)  socio economic factors, such as income and theofdsbd/beverages.

Since this paper has a focus on hard-discountetsh@nconsumers who choose this type
of retail, the most important factor which influ&scconsumer behavior is, without doubt, a
price, due to the fact that most of wine consunretsard-discounter chains tend to have low
involvement in a process of wine purchasing.

4. Psychological Pricing and Other Price Tacticsfor Retail Chains

Price tactics have their roots in behavioral ecagenand psychology (Ahmetoglu et al.
2014). According to their research, retailers iefloe perceptions and direct consumer
behavior, based on price tactics they implem@st.stated earlier, psychological pricing is
one of many tactics which modern companies, inagdietail chains, use in order to
communicate with consumers. Concept of price disaation, which has been introduced by
Farris & Quelch (1987) and Narasimhan (1984) hafb@is on explaining that price
reductions could be efficient when sizable markensents were targeted. Russian Federation
is therefore interesting due to the size of market] development of concept of hard-
discounters, which are explained in next part &f gaper. At the other hand, Shindler (1998)
concluded that market segments have to have diff@mice sensitivity in order to implement
successful price tactics. We shall briefly descrdie price tactics, according to general
marketing literature of Lamb et al. (2012), andu®on those used by retail chains:

- discounts (quantity, cumulative and noncumulatoash, functional, seasonal,
promotional),

- value based pricing,

- pricing products too low,
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- single price,

- price lining,

- leader pricing,

- price bundling and unbundlir
- psychological pricing

Discounts:there are several different types of discounts, thet basic goal of ar
discount is to stimulate consumers to purchasegtisls at irregular basis. Besides tr
credit, cash discounts provided for consumers, amdng the most important financ
managerial decisions (Ting Chung, 2014). At the same time, Zielke (2014) hesvs thai
value perception defined in discount policy of shapthe most important factor of consur
behavior in discount stores, which are in the faoluthis paper. Therefo, quantity discount
is offered to consumers who purchases more thdaicepecified quantity (for examples
Russia it is common to offer 1 bottle of wine fredo orders 10 bottles, so in total custol
pays only 9 bottles, or she/he received 10%iscount to base price).

There are two basic types of quantity discountsjudative, which means that buyer g
discounts for all deliveries during certain periodtime (month, quarter, per annum), ¢
noncumulative which implies only to single ordThe first type stimulates consumer loya
while the other type is only focused to get instanger demand from the consumers. On
other hand, there are cash discounts which implgtqrice if consumers pay in cash. Si
modern chains use many &ty cards that guarantee certain benefits, theyalso motivate:
to grant discounts for cash in the situation whgnidlity issues arise. Functional disco
determines different prices for different tradetpears, and it is typical for cash and ci
systems, since retail chains want to stimulate Itgyaf certain type of (professione
customer, like a restaurant, hotel, bank, etc. @edgliscounts have function of stimulati
of demand for products that are being sold in teeop out of the seson (for example t
stimulate consumption of red wines during summerwhite during the winter). Seasor
discounts are important both for retail chains pratiucers in order to keep optimal stock
the store during the whole year. Promotional pg means certain allowance to retal
received from supplier in order to better posititsnproduct at retailer's shelves. It is usu:
used for secondary positions at shelves, and d@atrartisements in retailer’s bookle

Value-based pricingthe cincept implies that retailer first looks at compestand thau
set a price which is believed to be valued byaisstimers as fair. Customers’ cognition is
crucial factor in this type of pricincAlinezhadSarokolaee et al., 2012his concept ha
bemme even more important in the period of the reeennomic downturn and by adopti
of the new technologies, as stated by Grewal gR@all2). Nowadays, consumers are offe
not just a price but to understand the value of pheduct. For example, irhe USA
Walmart's competitors were using this approachraeoto explain to customers that they
receiving more value by purchasing certain prodcprices, which were more benefic
compared to Walmart. This concept is specially irgo@ in perior of recession, such
recent global crisis, when many products were etfeat same price but the package has
larger, with so called gratis goods (for examplastoners paid for 5 kg of certain deterg:
but received 5.5 kg, or 0.5 kg as gratis)ich they have perceived as higher ve

Pricing Products Too Lo: when a retailer wants to cover large market slarghort
period, it can maintain very low prices. This priegtics, as well as single and line prici
lie on consumers' trusting bels and purchase intentions, according to V" & Yuan(2012).
However, this is only shoterm approach and cannot be profitable in a longy New
companies that have a goal to be acquired by lagiell chains can use this approach,
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they are only focused to get more consumers, ageéranarket share, hoping to compensate
all losses once an acquisition has been concluded.

Single Price this tactic sets all goods and services at omee such as concept “Buy
everything for 1 dollar”. Idea behind this concépto save time to consumers and to focus
their attention to limited assortment. The largastblems that have retailers performing this
tactic is how to maintain the costs, especiallycase of inflation, which has been very
important obstacle of economical development indrRufor the previous two decades.

Price Lining: the concept of price linings is to set few pritiees of each product
category and to determine all items within thedegaries. In this case all products belong to
one of few price categories. For example, entryewifor 200 rubles, middle segment for 300
rubles, higher middle segment with price of 400leapand luxury wines with price of 500
rubles. This tactic, although being simple for eaonsrs and therefore saving their time,
brings many possible problems. Retailers can alwagp larger stock of products which they
purchased at lower than average prices, or changehd its assortment, or they could even
have very fixed lines and its structure, but td tiseir long-term profitability, due to often
increases of wine production costs, as result efifips of every vintage.

Leader Pricingthe logic of this tactic is to set at very low éé\(sometimes below its
costs, which can be illegal in Russia) prices oftate products, which should attract
consumers to store, and than refocused their noimdiinpletely another items, that are priced
at level which brings overall sufficient profitaityl to retailer. Prices that are set low are
always related to already established brands iardadeasily attract consumers. This tactic is
also called loss-leader pricing, because loss naadertain items has been compensated by
profit from sales of another items. There is a thgcal approach developed for the loss-
leader pricing (In & Wright, 2014) where compan@®mote low prices (below cost) for
certain products in order to attract consumersofber products which are not promoted by
low prices, but the consumers get perception tiedd products are also priced fairly.

Price Bundling when two or more products are being sold and etatkas one SKU
(stock keeping unit), it is a case of price bungllifor example, in wine sector it is common
to sell item constituted of bottle of wine and agy for red, white or sparkling wine. In many
cases, consumers are offered not one bottle of, winethe whole case of 6 or 12 bottles (in
the USA and Canada standard case has 12 bottlé®&n Woducts are sold in a bundle, it is
harder for consumers to compare prices, and theréfiey do not tend to have a belief that
they receive lower value. Even more, previous me$feahowed that consumers are more
certain of the quality of the bundled products (Kw& Jang, 2011). Therefore, selling in a
bundle could increase general demand of productsnpletely opposite is tactic of
unbundling, when consumers want to know the pricevery item, previously sold in the
bundle. This case usually happens in periods afi@oic downturns.

Psychological Pricingthe concept has been previously explained in plager, and is
also called odd-even pricing. Basic logic behingchslogical pricing is influence of prices to
consumer’s perception in order not to bargain, Wwhscresult of odd prices, or to value the
product as prestige quality, which is the resulkewén prices. When odd numbers are used, as
we shall see in the results of price observatianRussia, prices are usually set 1 ruble lower
than round figure (100,150, 170, 200, etc.) Consansbould position products with such
prices as fairly defined, without any need to barg&€onsumers were positioning products’
prices as better value when retail chains have addgsychological pricings.
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5. Overview of themodern retail in Russia
There are four main types of tmodern retail in Russia:
- Supermarket chains,
- Hypermarket chains,
- Cash and carry systems, .
- Hard-discounters.

Supermarket is a large form of the traditional grgcstore, with se-service of food,
beverage and household items. Supermarket isesnand with limited assortment compar
to hypermarket. Hypermarket is covering more they9Q0 square meters and is combina
of supermarket and department store. It has, underroof, full assortment of food a
beverage items, as well as other germerchandise. It is also called “Biopx market”. Cash
and carry systens a wholesale warehouse with focus on limited neimtf professione
customers, which usually belong to any of thesapsh restaurants, professional us
caterers, institutionaluyers, etc. Customers settle the invoice on the ispoash, and carr
the goods by themselves. They enter cash and camier only after validation of the
individual 1D cards. Hardliscounters have main focus on price, which shbeldow durinc
whole year. Usually prices tend to be 20% lower thasugiermarkets, but that depends
category of products. In Russia there are fourlrebains belonging to this type, as shall
later explained.

Importance of retail for total wine sales in Russaaording to data research gro
Euromonitor 2011, comes from the fact that-trade counts for 93% of all wines sold
Russia.

Table 1- On-trade vs. offade in Russ

Off/On Value Sales % Volume Sales %
Off-trade 83.5 92.7
On-trade 16.5 7.3
Total 100 100

Source: Euromonitor, 2011

Among the following chains, if we exclude first fowhich are har-discounters (they
will be analyzed later) and fifth since it does natry wines, specially four are important,
among them two are foreign bascAuchan (France) and Metro (Germany), and two

Russian based: O’Key and Lel

Table 2 -Retail chains in Russ

N Retailer Country of Chains Sales Store count
o] .-
origin (RUB m)
1 | X5 Retail Group Russia Pyaterochka 283,948* 2,525
2 | Tander Russia Magnit 287,732 5,006
3 | Dixy Group Russia Dixy 68,901 868
4 | Monetka Russia Monetka 35,220 326
5 | Sistema RegionMart Russia Chibis 13,421 121
6 | Auchan Group France Auchan 205,147 48
7 | O'Key Group Russia O'Key 93,134 42
8 | Metro Group Germany Real 29,508 18
9 | Lenta Russia Lenta 50,940 42
10 [ COOP Germany Selgros 4,284 5
Source: http://www.russiaretail.com/Russian_Relxalta.shtrr
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German based Metro Group with its cash and carmmndt as well as French
hypermarket chain Auchan, have entered Russian enark 2002. Metro has been
implemented its internationalisation strategy witleus to escape the over saturation of its
home market. Metro also owns the Real hypermankeitiae Media Markt electronics chains,
and consequently creates majority of its turnowdside its home country. On the other hand,
French based retail chain Auchan has been focaspdsition shopping experience as a more
convenient version of a stroll around an outdoorkaia with constantly positioning its
optimal price-quality ratio. Auchan is also thengipal initiator of the Mega Malls.

O’KEY Group launched its first hypermarket in Set&sburg in 2002, very quickly it
became the retail leader of that region. From peaitod, fast growing has been its strategy.
The plan is to have its stores in all of 25 larg@gssian cities by 2015.

Lenta is another hypermarket chain, which startedcexpansion in St Petersburg from
1993. Lenta has strategy in providing customerk Wigh quality goods, a large selection and
the low by eliminating the middleman where possifileday Lenta is present in 37 cities in
Russia and has 16 hypermarkets.

The most important factor of success of retail mhan Russia, both domestic and
foreign, has been their ability to frame profitégiinto a long-term perspective. This factor is
critical in order to understand retail businesdgsuphy in all emerging markets. We shall
focus on hard-discounters because we want to exapmiaing strategies, not brand, which is
also important factor in consumer behavior. Consame&ho shop at discounters are
predominantly focused on low prices and therefoaeddiscounter retail chains are the
suitable laboratories to examine psychologicalipgs. The following are hard-discounters in
Russia: Pyaterochka, Dixy, Monetka and Magnits linteresting to confirm that all existing
hard-discounters are Russian based. Having in thaidforeign retail chains do posses higher
level of know-how, based on their high level ofimtalization and consequently high level of
transfer of knowledge, people, materials, moneyyal as already established brands, it has
been reasonable that Russian based chains werdingretheir consumer strategy
predominantly focusing at prices, in order to aceeabmpetitive niche. On the other hand,
government has protected this price-based stratgty high entry barriers, in the form of
complicated title registration procedures for hdistounters. Therefore, it can be concluded
that foreign advantage in the hard-discount selcésr not jet been achieved, and that many
challenges will arise in the future, when foreigiséd hard-discounters enter the “scene”.

6. Price observation at the hard-discounters

In the following four tables we shall see resultgpoce observations in hard-discounters in
Russia. We have used in-person single price obsenyaand five stores were randomly
chosen from every of four retail chains belongiadhe type of hard-discounters. Totally 20
stores were analyzed. Period of observation wadaiteweek in May of 2014. The single
observation has been sufficient since the pricag We same inside one chain at the time of
observation. At the same time, due to the fact ahatlicy of assortment varies among hard-
discounters, we could not have the same numbeirafsmobserved in every chain. In order to
eliminate branding bias, wines have been numeratgdjescribed by the brand name.

The goal is to check hypothesis if there is onlg ogtail chain of such type which has a
sole price tactics of psychological pricing in tiaégne sector. Psychological pricing, as
explained earlier, in the case of odd numbers, amdve shall see in the results of price
observations in Russia, commonly means that prnem® set preciselyl ruble lower than
round figure (lower than 100,150, 170, 200, etc.).
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Type of wine Retail shelf pricein rubles
Red wine 1 340
Red wine 2 161
Red wine 3 279.70
Red wine 4 323
White wine 1 218
White wine 2 234
Sparkling wine 1 253

The case of Dixieshows that company is not using psychological pgas sole pric
tactic as per concept of psychological pricing vaeehexplained earlier, since all prices w

not set one ruble lower than round figures, butezihigher or lowe

Table 4 -Case of Magnit (5 store

Type of wine Retail shelf pricein rubles
Red wine 1 217
Red wine 2 409.10
Red wine 3 349
Red wine 4 114.90
White wine 1 183.40

Magnit, as showin in the Table 4, has been usiyghadogical pricing, but not as a sc

price tactic.

Table 5 -Case of Pyatorochka (5 stor

Type of wine Retail shelf pricein rubles
Red wine 1 225
Red wine 2 265
Red wine 3 290
Red wine 4 355
White wine 1 297.15
White wine 2 275
Sparkling wine 1 265

Pyatorchka does not use, as show Table 5, psychological pricing as its sole pi

tactic.

Table 6 -Case of Monetka (5 stort

Type of wine Retail shelf pricein rubles
Red wine 1 189
Red wine 2 249
White wine 1 149
Sparkling wine 1 129

As it has been showed in the Table 6, we have @utepitost of the wine categories (r
white, sparkling) we can confirm that for all winesly psychological pricing has be
utilized in hardeiscounter chain Monetka. All prices were set prs ruble lwer than round
figures. This is very important aspect of compeditadvantage of Monetka, and we beli
that it is valuable for this retail chain to contenwith such conceg
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7. Conclusions, Implications and Limitations

Russia has been the largest growing wine markdtatjig as per the data presented in this
paper. Among retail chains that operate in thisnog hard-discounters are specially
depending on price tactics that were describechén gaper. Psychological pricings bring
advantages to these chains in many aspects, ltkeasing demand, attracting new business
deals, growing profits and customer base by inangasustomer loyalty. Research that
concerned positive effects of psychological pricasga source of competitive advantage, has
been presented in the paper. As per Hollebek €2@07), wine regions are more important
behavioral factor for high-involvement consumensc8 this paper has a focus on the hard-
discounters, where consumers tend to be low-invobre, other factors are much more
important than wine regions.

Psychological pricing, as one of the price tactiss,important factor of consumer
behavior at a store, according to Ritchie et &1(®. This paper has provided contribution
because this factor is even more important at #nd-tliscounters, which were analyzed here.
At the other hand, this paper provides primary dassed on in-personal single price
observation that has been performed in all of faand-discounters of Russia and it has shown
than only Monetka is solely utilizing psychologicaticing as its tactic. Therefore it is
considered to be very important source of competiidvantage of this retail chain. Paper
also discussed studies that have shown that pnicevation, as a source of competitive
advantages for modern companies, will be morezetliin the future. Therefore, this paper
could contribute to managerial decisions, espaciallretail companies, to more focus on
psychological pricing as a source of their futunenpetitive advantage.

At the other hand, this paper could have socialtrdmution. Since Russia has
“Dealcoholisation” as the new concept introduced f@ars ago, analysis of wine consumer
behavior and retail tactics that increase suchwopsion, were recognized in Russia as one
of the ways to succeed in reducing the number afherinkers by changing the structure of
alcohol consumption toward wine and less alcolspicit products (40,2014).

The future research can follow up with other sex;teuch as food, beer, spirits, etc., and
analyze if psychological pricing can be importaattbr of competitive advantage in other
sectors as well. At the other hand, we were focusedard-discounters. Having in mind that
there are four major types of retail that have bagerating in Russia in 2014, research can be
performed of psychological pricing in supermarkédtgpermarkets or even cash and carry
centers. Also, besides psychological pricing, we @eke research of any other, previously
discussed price tactics, for any of retail typejonthave been defined and explained in this
paper.

Limitations of this paper predominantly come frame size of sample (20 stores) and the
fact that all of them have been located in Moscé¥go, as the wine consumption in the
capitol of Russian Federation has the largest paitbtal consumption in this country, a
research can be obtained in other large citiesussR, like St Petersburg, Niznji Novgorod,
etc. At the same time, as have explained in paat Bhis moment all hard-discounters have
been Russian based, with Russian ownership. Gowesinhas protected this retail type with
high entry barriers, in the form of complicatedletitregistration procedures for hard-
discounters. Therefore, it can be concluded th&tida advantage in the hard-discount sector
has not jet been achieved, and that many challewgksrise in the future, when foreign
based hard-discounters enter high growing Russakeh
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