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Factors involved in setting international pricing
	Pricing can be among the difficult things to get right in a business. The value of prices of certain commodities can vary with the location and other features and this makes pricing a difficult task to decide in a business organization. In an era of globalization, pricing has posed to be a big challenge in the field of business since there are difficulties in coming up with the right prices. International pricing has been affected by several factors such as competitors, costs, national market size, the exchange rates and tariffs, cultural differences, regulations and distribution. The discussion below explains how the stated examples affect pricing in the international level.  
National Market Size
	According to Terpstra et al. (2012), one major factor that determines the international pricing of different commodities is national market size. The size of the national market affects international pricing in different ways. A given organization or company will most of the times utilize potential volumes of sale to approximate the price of products to be sold for even breakdown. This is applicable since if the market is big and the commodities produced are less, then it requires that the products be sold at a higher price than the required price. This is because the demand is high but the supply is low. In this case, the lack or the availability of a certain commodity can be used to determine the price of the market internationally. If the national market is smaller than the goods produced then the goods will be sold at a lower price as compared to the situation where the international market is high.
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Competition
	Competition is another factor that can be used in the determination of the international pricing of different commodities. If for a given commodity the competition is high or stiff, then it is the duty of the organization or the institution to regulate the prices of the goods they are selling in order to counter the competition in the market (Massari & Ruberti, 2013). On the other hand, if the competition of the goods is low, then the products can be sold at higher prices since there is no competition from the rest of the companies. Competitors are the main reason for the changing prices in the goods and at the international level, it also affects the pricing of the products. In the periods of high production in products such as farm produce, it is evident from the market that the prices of the goods go low and during the scarce periods and prices hike up. This is because during the high production season the competition is low since there are many different products in the market. During the low production seasons, the prices increase since the products are scarce. This affects the pricing of goods even at the international level.
Cultural Differences
	Different cultural differences in many organizations affect the value of international pricing of the products distributed by the company. The cultural deviations affecting the pricing of commodities can occur in various forms mostly which are concerned with how people from a given cultures insinuate the value of given products. Considering the difference, it effects on how the group of people responds to the product and how they buy goods as well. In an area where the goods sold are accepted in the people's culture, research has proved that products are sold in high volumes as compared to the areas where goods are not accepted by people.  
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[bookmark: _GoBack]	The difference in the culture will affect the international pricing since it will require low prices in areas where the goods are not accepted and high prices in the areas where the goods are acknowledged. Cultural differences in return will cause a fluctuation the international pricing of the products (Dinu, 2018).  For instance, handbags in the United States handbags are viewed as simply a status symbol and the women are ready to pay for high prices for the bags unlike in other cultures where there is no need for the bags.
Exchange Rates
	Exchange rates at the international level also affect the pricing of the products. Due to differences in the value of different currencies, similar products in different countries will have different prices. This is affected not only by the demand of the certain product in the country but also the macroeconomic demand for the national currencies which cause inflation and in return pricing is affected. According to Terpstra et al. (2012), the countries in which the currency's value is low do not sell the products in the same way as those in which the currency is high. This is because the currency is not the same and it means that products cannot be sold at the same price as those with high currencies.
Costs
	 In any business, the costs that are taken to produce the products must be taken into consideration when it comes to pricing the products. If a business does not do the required assessments about certain goods and their prices then the organization is going to suffer loss (Massari & Ruberti, 2013). The costs of different goods in the markets are mainly affected by cost of production. On the other hand, the cost of production is the entire expenses of the 
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products before they get top the market. It is evident that the costs of different products will affect the international pricing of the product as well.
	In conclusion, it is evident from the discussion that different international pricing of products is affected by many factors. The factors include costs, exchange rates, cultural differences, competition and national market size just to mention a few. These factors when putting into consideration are responsible for the decision of the price of different products. In most cases, if the factors are not taken into account, then the business is likely to fail. 
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