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[bookmark: _Toc123880031]Introduction 
Samsung is a world-renowned South Korean electronics company that has been in business since 1938 (Magnusson et al., 2011). They are one of the largest producers of consumer electronics in the world, and specialize in a wide range of products, including televisions, mobile phones, home appliances, and more. Samsung has gained a reputation for producing high-quality products with innovative technology, and their commitment to customer satisfaction has earned them a loyal customer base.  Samsung has a wide range of TV models that range from budget-friendly to high-end, making it an ideal choice for all types of consumers. I chose to focus on televisions because Samsung’s television business is a major part of its overall operations. The company offers a wide range of TV models including LED, LCD, OLED, QLED and UHD. The company also offers a variety of features like HDR, QLED Colour and AI Up scaling to enhance the viewing experience (Boztas et al., 2015). Samsung has a strong presence in the global television market where it competes with other major players like LG, Sony and Panasonic (Chang, S.J., 2011). Samsung has managed to stay ahead of the competition by introducing new technologies for its QLED TVs such as quantum dot technology and HDR10+ (Joo and Lee, 2013, pp. 60-76). 
Samsung TVs are sold through a variety of channels including online retailers, authorized dealers, and brick and mortar stores. The company also sells its TVs through its own online store. The company has also partnered with retailers such as Best Buy to increase its reach and visibility. The company has invested heavily in research and development to stay ahead of the competition (Wati and Koo, 2010, pp. 1-10).  Samsung TVs have become a popular choice for many consumers due to their quality and affordability. With its commitment to innovation and quality, Samsung continues to be a leader in the television industry. The market share for different TV brands is as shown below.


[bookmark: _Toc123880032]Demand and market equilibrium

The market equilibrium for Samsung TVs would be the price and quantity combination at which both the supply and the demand for Samsung TVs are equal (Kihlstrom and Mirman, 1975, pp.357-376). In other words, it is the point at which the quantity of Samsung TVs that suppliers are willing to sell and the quantity of Samsung TVs that consumers are willing to buy are in balance. The equilibrium price and quantity will depend on the particular market conditions and the price and quantity of competing products. A graph of equilibrium in the market is as shown below. The equilibrium point is the point where the demand curve intersects with the supply curve (Kasena and Nabaasa, 2021).
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 	The following are the factors affecting market equilibrium for Samsung TVs; Price of substitutes, Price of complements, Consumer Income, Consumer tastes and preferences, Consumer expectations of price and Demographics.
The price of substitutes is among the most important factors influencing demand for a product or service. (Yu et al., 2016, pp.89-102).  A substitute is a product or service that can be used instead of the one being considered (Bowles and Polania-Reyes, 2012, pp.368-425). For example, a consumer may choose to purchase a Vitron TV instead of a Samsung TV. The price of the substitute will affect the consumer’s decision on whether to buy the Samsung TV or the Vitron TV (Heffetz and Shayo, 2009, pp.170-99). If the price of the substitute is lower than the Samsung TV, this will lead to a decrease in demand for the Samsung TV. The consumer may opt to purchase the cheaper substitute instead of the Samsung TV. This is because the consumer is able to save money, and the substitute may offer similar features and performance as the Samsung TV. This is demonstrated by the curve below where by we see that an increase in the price of a good causes an increase in the demand of a substitute (Kasena and Nabaasa, 2021).
[image: https://keydifferences.com/wp-content/uploads/2021/02/substitute-goods.jpg]

 	If the price of the substitute is higher than the price of the Samsung TV, demand for the Samsung TV will increase. The consumer may opt to purchase the Samsung TV instead of the more expensive substitute, as it offers better value for money. In addition, if the price of the substitute is similar to the Samsung TV, this will lead to a stable demand for the Samsung TV. The consumer may opt to purchase the Samsung TV or the substitute, depending on which one offers more features and better performance. The recent rise in TV producers has had a mixed impact on the demand for Samsung TVs. On the one hand, it has increased competition in the market, which has led to lower prices and better-quality products. This has been beneficial for consumers, as they have been able to purchase higher-end models with more features and better performance at lower prices. On the other hand, it has also led to a decrease in demand for Samsung TVs, as consumers may opt to purchase cheaper models from other producers.
The price of complements is another key factor that affects the demand for a product or service. A complement is a product or service that is used in conjunction with the one being considered (Judd, 1997, pp.907-942). For example, a consumer may buy a Samsung TV and a sound bar to improve the TV's sound quality. The price of the sound bar will affect the consumer’s decision on whether to buy the Samsung TV or not. If the price of the complement is lower than the price of the Samsung TV, demand for the Samsung TV will increase. The consumer may opt to purchase the Samsung TV and the cheaper complement, as it offers better value for money. On the other hand, if the price of the complement is higher than the Samsung TV, this will lead to a decrease in demand for the Samsung TV. The consumer may opt to purchase the cheaper substitute instead of the Samsung TV and the more expensive complement, as it offers better value for money. In addition, if the price of the complement is similar to the Samsung TV, this will lead to a stable demand for the Samsung TV. The consumer may opt to purchase the Samsung TV and the complement, depending on which one offers more features and better performance. With the introduction of many electronic device manufacturers selling their sound bars at a lower price, demand for Samsung televisions is increasing.
Consumer income is another important factor that affects the demand for a product or service. Increased consumer income generally leads to increased demand for the product or service (Hayakawa, 1979, pp.19-31). This is due to consumers having more money to spend and thus being more likely to purchase the product or service. On the other hand, if consumer income decreases, this will generally lead to a decrease in demand for the product or service. This is due to consumers having less money to spend and thus being less likely to purchase the product. The recent rise in consumer income has had a positive impact on the demand for Samsung TVs. With more disposable income, consumers have been willing to purchase higher-end models with more features and better performance. As a result, demand for Samsung televisions has increased, as consumers are ready to pay much higher-quality products. In addition, the rise in consumer income has allowed Samsung to introduce more innovative features such as voice control and motion control. These features have been well-received by consumers, which has further increased demand for Samsung TVs.
Consumer tastes and preferences are an important factor to consider when analysing the demand for a product or service. Consumer preferences and tastes tend to shift over time, influencing product or service demand. Consumer tastes and preferences for televisions, for example, have shifted in recent years. Consumers are increasingly looking for TVs with higher resolution, bigger screens, and more features. This has led to an increase in demand for Samsung TVs, as they offer high-quality products that meet these consumer needs. In addition, consumer tastes and preferences have also shifted towards Smart TVs. Consumers are increasingly looking for TVs that offer access to streaming services, browsing the internet, and more. This has led to an increase in demand for Samsung TVs, as they offer Smart TVs with cutting-edge technology (Basariya and Ahmed, 2018, pp.47-60).
 	The number of buyers is an important factor to consider when analysing the demand for a product or service. If the number of buyers grows, so will the demand for the product. On the other hand, if the number of buyers is decreasing, this will lead to a decrease in demand for the product or service. For example, the number of buyers for Samsung TVs has increased in recent years. This can be attributed to the company’s commitment to innovation, quality products, and competitive prices. Consumers have been drawn to the company's products, resulting in an increase in demand for Samsung televisions (Barnes and Gillingham, 1984, pp.591-601).
[bookmark: _Toc123880034]Elasticity of demand
Price elasticity of demand (PED) is a measure of the responsiveness of demand to changes in price (Anderson et al., 1997). It measures the sensitivity of quantity demanded to changes in prices. Generally, the greater the price elasticity of demand, the more sensitive consumer is to price changes, and the more likely that a small change in price will lead to a large change in the quantity demanded. PED is calculated using the formula: PED = (percentage change in quantity demanded)/ (percentage change in price). The graph of PED is as shown below;
[image: ]
A decrease in price from P1 to P2 results in an increase in quantity demanded from Q1 to Q2. The change in television set demand is relatively large (demand is elastic).
Price elasticity of demand is affected by Substitution Effects (whether the good is a luxury good or a necessity good) and Income effects. The substitution effect on Samsung TVs will depend on whether it is considered a luxury or necessity good. If Samsung TVs are considered a luxury good, then the substitution effect will be less pronounced. Consumers may be willing to pay the extra price for a Samsung TV because they regard it as a luxury item and thus have a higher willingness to pay for it (Huber and Puto, 1983, pp.31-44). However, if Samsung TVs are considered a necessity good, then the substitution effect will be more pronounced. Consumers may be more likely to shop around and compare prices, as they view it as an essential item, and thus have a lower willingness to pay for it. From the consumer’s point of view, Samsung TVs can be considered both a luxury and a necessity. On the one hand, Samsung TVs are a luxury item. The company's televisions include cutting-edge technology like 4K Ultra HD, HDR, and Quantum Dot Colour. Quantum dot colour is a type of display technology that uses nanocrystals to produce images with a greater range of colour than traditional LCD displays. The nanocrystals, known as quantum dots, emit different colours of light depending on their size. Quantum dot displays are capable of displaying a wider range of colours, from deep, saturated hues to more subtle tints, than other display technologies. This makes them particularly well-suited for use in high-definition televisions and other displays with high colour accuracy. These features make Samsung TVs a desirable item for those who are looking for a high-end, luxury product. On the other hand, Samsung TVs can also be considered a necessity. For many consumers, having a TV is essential for their day-to-day lives. Samsung TVs provide a wide range of features and performance, making them an excellent choice for those looking for a dependable and affordable product. The fact that Samsung TVs are both a luxury and a necessity suggests that demand is more elastic.
The purchase of Samsung TVs can represent a large or small portion of the consumer’s income, depending on the individual’s needs and preferences. Some consumers, for example, may choose higher-end models with more features and better performance, which can consume a significant portion of their income. On the other hand, some consumers may opt for cheaper models with fewer features and lower performance, which can represent a small portion of their income. This purchase of Samsung TVs, which represents both a large and small portion of the consumer's income, suggests that demand is more elastic. This is because if the price of Samsung TVs increases, some consumers may opt to purchase cheaper models with fewer features and lower performance, while other consumers may purchase higher-end models with more features and better performance. This indicates that demand is more elastic, as a change in price will lead to a significant change in demand.
There are several different pricing policies that exist, each of which can be used to set the price for a product or service. Cost-based pricing, demand-based pricing, competitive pricing, and value-based pricing are the most common pricing policies. Cost-based pricing involves determining the cost of producing and delivering a product or service. Companies use this pricing policy to ensure that they make a profit on every sale. Demand-based pricing entails determining the price of a product or service based on its level of demand. Companies use this pricing policy to increase profits by charging a higher price when demand is high and a lower price when demand is low. Competitive pricing entails basing a product or service's price on the prices of competitors. Companies use this pricing policy to remain competitive and to attract buyers. The price of a product or service is set based on its perceived value to the customer in value-based pricing. Companies use this pricing policy to ensure that customers are willing to pay a reasonable price for the product or service (Hanna and Dodge 2017).  
Given the analysis, the business should employ a price skimming policy. Price skimming is a pricing strategy used by businesses to maximize profits. This pricing policy involves setting a high price for a product or service and then gradually decreasing the price over time (Shavandi and Zare, 2013, pp.2099-2108). This allows the company to capture high profits from early adopters, while also allowing them to attract more customers by lowering the price over time. Price skimming is frequently employed for new products or services with a high perceived value. This pricing policy allows the company to capture the highest possible profits from early adopters, while also allowing them to attract more customers by gradually lowering the price over time (Gebhardt, 2006). Price skimming can be beneficial for Samsung TVs, as it allows the company to maximize profits from early adopters. This allows the company to capture high profits from early adopters, while also allowing them to attract more customers by lowering the price over time. In addition, price skimming can also be beneficial for Samsung TVs as it allows the company to differentiate its products from competitors. By setting a higher price for its TVs, Samsung can attract customers who are looking for higher-end models with more features and better performance. This can help the company to gain a competitive edge in the marketplace.
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	2019
	2020
	2021

	Samsung
	19.80%
	21.90%
	19.80%

	LG
	12.20%
	11.50%
	12.80%

	TCL
	9.20%
	10.70%
	11.50%

	Hisense
	7.80%
	8.90%
	8.70%

	Xiaomi
	5.80%
	5.60%
	6.10%

	Skyworth
	4.60%
	3.90%
	3.20%

	Sony
	4.50%
	3.90%
	4.10%

	AOC
	3.80%
	3.40%
	3.10%

	Vizio
	2.90%
	3.30%
	2.40%

	Sharp
	2.70%
	2.60%
	2.40%

	Other
	26.70%
	21.40%
	25.90%


TV brands market share from 2019 - 2021
TV market share
2019	Samsung	LG	TCL	Hisense	Xiaomi	Skyworth	Sony	AOC	Vizio	Sharp	Other	0.19800000000000001	0.122	9.1999999999999998E-2	7.8E-2	5.8000000000000003E-2	4.5999999999999999E-2	4.4999999999999998E-2	3.7999999999999999E-2	2.9000000000000001E-2	2.7E-2	0.26700000000000002	2020	Samsung	LG	TCL	Hisense	Xiaomi	Skyworth	Sony	AOC	Vizio	Sharp	Other	0.219	0.115	0.107	8.8999999999999996E-2	5.6000000000000001E-2	3.9E-2	3.9E-2	3.4000000000000002E-2	3.3000000000000002E-2	2.5999999999999999E-2	0.214	2021	Samsung	LG	TCL	Hisense	Xiaomi	Skyworth	Sony	AOC	Vizio	Sharp	Other	0.19800000000000001	0.128	0.115	8.6999999999999994E-2	6.0999999999999999E-2	3.2000000000000001E-2	4.1000000000000002E-2	3.1E-2	2.4E-2	2.4E-2	0.25900000000000001	Different brands

Market share percentage 
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