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Abstract

The traditional enterprise pricing is mostly considered from the starting point of maximizing their
own profits, less from the perspective of consumers. With the development of information technol-
ogy, the arrival of the Internet era has had a huge impact on the development of all walks of life in
our society and the pricing of enterprises. Based on the analysis of a series of problems existing in
the pricing strategy of enterprises in the Internet era, this paper puts forward the corresponding
pricing strategy from the perspective of consumers, in order to seize the market and earn more
profits, and provide good support for enterprises to win the market competition in the Internet era.
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