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[bookmark: _Toc122430864]Introduction
Managerial economics can be demonstrated as the amalgamation related to economic theory with business policies and practices for easing decision-making along with future planning by the respective management. The major objective of managerial economics is to ascertain the potential aspects related to the microeconomic theory of the organisation over a definite market. It plays an important role to decrease the critical gaps between economics in terms of economics and theory in practice respectively. The major aim of the current study is to focus on the economic aspects based on the products accurately produced by Procter and Gamble manner.
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[bookmark: _Toc122430866]Product Selected
Olay Products manufactured by Procter and Gamble have been selected in terms of determining the critical information based on the demand and supply of the respective products over the concerned market in a significant way. Various ranges of products can be manufactured by Olay associated with Procter and Gamble. The most popular Olay products among the consumers of the UK primarily involve "Olay Regenerant Micro-Sculpting Cream." A large number of consumers are highly involved in purchasing the concerned product as it plays a vital role to smooth the dark spots and texture significantly. Its non-greasy finish also attracts a huge number of consumers across the United Kingdom for its purchase extensively. On the other hand, "Olay Total Effects 7-in-1 Anti-Aging Moisturiser SPF 30" can also be considered the most saleable Olay product by consumers across the UK (P&G, 2022). Its multiple benefits providing to the consumers along with the crucial aspects of SPF 30 help to enhance its level of sales across the respective market extensively.
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Figure 1: Olay’s Product
(Source: P&G, 2022)
[bookmark: _Toc122430867]Importance of Selecting the Concerned Business
Olay can be significantly known for its higher-quality products provided to millions of consumers at reasonable prices across the United Kingdom. The products manufactured by Olay associated with P & G have been significantly trusted by millions of women across the globe. Olay can be treated as the best-selling anti-ageing skin care for women that primarily ranges over five continents around the world. The present billion-dollar brand manufactures hundreds of various beauty products involving six unique products related to night cream extensively. The higher quality of the product with a lack of side effects at a suitable range of price can be demonstrated as an important factor for the concerned product to capture the market of beauty products across the UK in an accurate way.
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[bookmark: _Toc122430869]Price of Substitutes
There are various substitutes available in the market of Olay Regenerant cream and Olay moisturiser which include Up circle Face moisturiser with Argan powder, Tatcha the Essence, Burt's Bees firming moisturising cream, Aveeno daily moisturising face cream, Glytone hydrating recovery cream and ELF holy hydration face cream. The retail price for these products ranges from 5 dollars to 65 dollars per unit which can be compared to Olay Regenerant cream. Olay Regenerant cream and moisturiser has the leading market share in the current positioning of their products in the market (Rauch and Schleicher, 2015). However, the substitute products that Olay has in the market are growing steadily as well. It is imperative for the company Procter and Gamble to take publicity measures to ensure maintaining its leading market position and the generation of revenue it guarantees. It can also be pointed out that celebrity endorsements have helped Olay products to a great extent in the past few years which has contributed to the success of this product to a great extent (Cigliano, 2018). 
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Procter and Gamble have introduced an entire range of skin care products under the brand name Olay which has a leading market share in the market because of its improved functionality and anti-ageing properties. These products include Olay Night Cream Regenerant Retinol 24, Olay Total Effects 7 in one day cream, Olay Regenerant Micro sculpting day cream, Olay Total Effects night cream, Olay Retinol Night Serum, Olay Total Effects 7 in one Anti-Ageing Day Cream and Olay Total Effects night cream (Heien and Pompelli,2019). The price range of all the above-mentioned products ranges from 6 dollars to 36 dollars which is adequately competitive in the market when compared to the other substitutes that are available in the same segment under various other brand names. There are several factors which contribute to the pricing of the various substitutes of the skincare range under the brand name of Olay which Procter and Gamble as a company have taken into consideration while attributing the specific prices for the specific products (Shapiro, 1987).
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The income that the consumers have in their own lives is greatly responsible for the sales margins for the profit margins of a retail company like Procter and Gamble and their skincare products range under the brand name Olay (Nilssen et al., 2019).  It is important to understand the consumer's income and the role that it plays in their decision-making of buying skin care products for them and their family's needs. The company considers all the relevant information about their consumer's income and implements their pricing strategies in accordance to optimise their product sales and revenue generation. Skincare products are not considered essentials or everyday needs which is why pricing the products to maintain their competitive edge is crucial because it influences the buying behaviour of the consumers. The company realises the importance of these factors which helps them determine the pricing strategies and the number of products to be packed in a single container. This also helps them to maintain their standards of quality and optimise their sales and profit margins (Remes et al., 2018).  
[bookmark: _Toc122430872]Consumer Tastes and Preferences
Procter and Gamble have built a lasting positive reputation and goodwill for the brand of Olay and the various skin care products range under the brand which has helped them to be the leader in market share. Consumers in today's world are extremely conscious about their appearances and looks which is why they buy skincare products adequately to achieve their desired results in their skincare and overall appearances. This is a growing trend with a systematic increase in the demand for skincare products which in turn helps the skincare brands like Olay to increase their productivity and profitability. Olay has been successful in maintaining its standards of quality and providing positive results to its customers who use them regularly which has helped them to maintain its position as the market leader in the retail sector (Paunov and Planes-Satorra, 2019). These factors collectively contribute towards the overall growth and development of the company and improve the brand value of Olay as well.
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The oldest skincare brand product has a lot of competitive edge over its main competitors due to its lucrative properties and affordable price range. Procter and Gamble have implemented various strategies in pricing their products and packaging them at the same time to attract an increased number of consumers and to meet their skin care needs with accuracy and efficiency (Nicola et al., 2020). Consumers in today's world expect high quality and affordable prices at the same time which helps them in their decision-making process to opt for the products that best suit their personal needs. Analysing the buying patterns and behaviours of the consumer allows the company to understand the specific requirements of their customers and how to meet the demands with an adequate supply of their products. The data gathered from the buying behaviour of the consumers is extremely important for the company that gathers college and analyses the same to come up with various important and well-planned strategies which help them to maintain their productivity and profitability (Zofia et al., 2020).
[bookmark: _Toc122430874]Demographics
Understanding the demographics of the society who opt for the skin care products of the Grand Ole companies like Procter and Gamble can implement various business policies and strategies to increase their sales margins and profit margins. The most important demographic who are buying the skin care products of Olay are women from the age of 30 to 55. Women in this age bracket have several skin-related problems like acne, fine lines, freckles and uneven pigmentation of the skin which motivates them to buy the skincare products of Olay which in turn helps the brand to maintain its position as the market leader (Shahbaz et al., 2020). The advertisement campaigns designed by Procter and Gamble are carefully planned to target their chosen demographic and often use celebrity endorsements by women whom themselves belong to the above-mentioned age range which the consumers can relate to a great extent. 
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Luxury products cannot be treated as a necessary product for the consumer as they can be deemed a greater level of desire within a society or culture respectively. The potential demand for luxury products enhances with the increment in the level of income or wealth of the individuals. The greater the level of percentage of the enhancement in income, the higher will be the percentage enhancement in the purchase of luxury items respectively (Aigner-Walder, 2015). On the other hand, necessary products and services refer to those items that can be bought by consumers irrespective of the changes in the levels of income over the respective market.  The beauty products including the products produced by Olay associated with P & G can be treated as a necessary product in competition with the luxury products. Emotional benefits can be generated by consumers across the UK with the help of purchasing beauty products. The application of cosmetics can be considered a beneficial element for consumers to improve their mood along with enhancing their appearance and boosting self-esteem respectively (Andreyeva et al., 2010). It can also be treated as an important factor to exhibit the personal style of an individual which can be evaluated as an essential meaning of social expression. 
[bookmark: _Toc122430877]Elastic or Inelastic Demand
The potential type of service or product category affects the elasticity of demand extensively over the respective market. A service or product that can be treated as a luxury item, a comfort item or a necessity item to a consumer. A luxury or comfort service or product enforces the demand for a higher price elasticity in comparison with the necessary product items. On the other hand, the demand for unnecessary products such as food, cosmetic products, and many more can generally be treated as price inelastic (Bagwell, 2005). It is due to the wants of consumers to purchase such products or services irrespective of an increase in the level of their price. The availability related to substitute or alternative products can affect the elasticity of demand extensively over the respective period. As a result, the demand for services or products with lots of substitute goods can be considered highly price elastic.  A smaller level of enhancement in the price levels of a product causes the consumers to purchase its substitute extensively from the respective market (Baker, 2003). The demand elasticity of products concerning the close substitute can be measured by dividing the change in the percentage of the quantity demanded of an individual product by the change in the percentage of its price regarding the substitute product.
[bookmark: _Toc122430878]Percentage of Income
Numerous hardships can be faced by cosmetic formulators during the process of research and development, studying their effectiveness, lab experiments, understanding chemistry, and many more. The cosmetic industry can be treated as the first and foremost enterprise based on the marketing-driven aspects extensively. The departments based on research and development promote the development of new products in various industries such as cosmetic products, pharmaceutical products and many more (Ellickson, 2013). It evolves the dedicated team towards basic research in order to attain the breakthroughs that can lead to new cosmetic products in the future for the consumer respectively. It is important for the marketing department to inform the department of research and development regarding any status in terms of forming the organised activities in a significant way. Technological challenges can also be faced by the cosmetic industries in terms of the formulators to identify and understand the technical methods and technological methods in terms of formulating a specific type of cosmetic accurately (Foot and Gomez, 2006).  High-end instruments and better technical methods play an important role for the cosmetic developer in order to come up with advanced and innovative ideas to capture their respective market in a significant manner. 
[bookmark: _Toc122430879]Impact of the Concerned Factor on Demand
The sale of cosmetic products produced by Olay can be treated as an effective factor to evaluate an elastic demand over the respective market. Elastic demand refers to a potential situation, within which an economic factor extensively affects the level of product over the respective market. A critical shift in the level of price can be treated as an economic factor affecting the purchase of these services or products significantly. A slight change in the level of price can often cause drastic alterations in the level of consumption and demand for the respective products such as cosmetic products (Griffith, 2003). The change in economic factors enforces the potential rate, within which consumers purchase a service or product can also alter. Elastic demand can be measured by economists by dividing a level of percentage change in the number of products sold by the percentage change in the aspects of economic factors respectively. The relevant products with elastic demand can be treated as those potential products that involve a greater ratio of demand over the concerned market. 
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The sustainable and balanced approach to the relevant pricing of a service or product can be considered an essential element within any scenario either the changing trends of market or consumer behaviour respectively (OECD, 2015a). Adaptability can be demonstrated as a critical element for making an improvement in the level of sustainability in the concerned market. A sustainable and balanced approach for the aspects of pricing can be treated as an important factor for cosmetic manufacturing firms such as Olay associated with P&G. The lower priced services or products can be articulated as a major cause for underrating the value of the brand along with keeping the premium pricing. It can also be considered a major reason for losing its level of competitiveness over the respective market. As a result, strategic pricing is important to be implemented by the business manager of the current organisation in an accurate way. Online retail mode plays an important role to improve the level of satisfaction among consumers that can also abide by the changing consumer behaviour with regard to the size of e-commerce of the respective product accurately (OECD, 2015b). It can also be treated as an important way to enhance the level of sustainability in the cosmetic industry in an efficient way.
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The above study reflects on the crucial elements related to the potential understanding regarding supply and demand elasticity over the cosmetic products manufactured by Olay associated with P&G in an accurate manner.  It is vital for the business manager to determine the aspects of demand and supply over their respective product in order to improve its level of productivity and sales over the respective market in a significant way. It can also be helpful to provide an effective understanding of the taste and preferences along with the size and scope of consumers across the respective market such as the United Kingdom and around the globe efficiently.
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