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[bookmark: _Toc130825106]Introduction 
This report aims at discussing Dell company and its product. The report describes the chosen product and the reasons for choosing it. The report also identifies demand and market equilibrium that influences the main product produced by Dell and how it is affected. Furthermore, the report also discusses the influence of price elasticity of demand on the product and how it is affected.
[bookmark: _Toc130825107]Business Description 
Dell is well known for its direct-to-consumer business model that effectively allows the customers to customise and purchase computers and other products directly from the company’s website or over the phone (Bagga and Khanna, 2014). 
[image: DELL - Dell Technologies Inc Company Profile - CNNMoney.com]
Some of Dell products. Source: Parvez et al. (2018)
The main product produced by Dell company is personal computers (PCs). Dell organisation produced a variety of desktops, laptops, 2-in-1s and workstations that cater to different customer needs and preferences. This main product was chosen because it is one of the most popular and widely used electronic devices within the world and are used buy individuals and businesses for a variety of purposes such as work, education, and entertainment (Varma, Dawkins, and Chaudhuri, 2023). It also the chosen the product because Dell is a well-known and respected brand in the computer technology industry and its personal computers have a reputation for being high-quality, reliable, and customisable. Another reason for choosing it is because Dell has a significant market share in the industry. Its personal computers are sold in as many countries across the world and thus have different customer needs and preferences.  
[bookmark: _Toc130825108]Demand and Market Equilibrium 
[bookmark: _Toc130825109]Price of substitutes 
 (Hobday et al, 2016). The price of substitutes for Dell’s personal computers refers to the cost of alternative products or services that can be used to replace the product. There are several price substitutes that customers may considers including customers may choose to purchase personal computers from other brands such as HP, Lenovo or Asus which also offers similar features and specifications at a lower price. The price substitute for HP computers ranges from $400 to $2000, Lenovo ranges $300 to $2000 while Asus ranges $500 to $2500 which can substitute the Dell personal computers that ranges $550 to $2500 because of their high-quality and reliability assurance (Hoffmann et al, 2022). 
With the increasing popularity of tablets and smartphones, some customers may use these devices instead of personal computers since their prices are affordable compared to Dell’s product thus may effectively affect the demand for the personal computers (Buganza et al, 2015). For example, Smartphones being at 1.36 billion units and tablets being at 159.1 million units can be substitutes to Dell’s personal computers that are being produced at 120 million units (Rodriguez et al, 2022). On the hand, if the substitute products are priced higher and offer significantly different features, customers will still be attracted to Dell’s products which will increase the demand of the product. Increase in technological shift in the market, increase the demand for personal computers since the company offers different features on the produced computers.


A graph showing price per computer against quantity of computers per month.
[image: Income Elasticity of Demand for Dell]
Source: (Rodriguez et al, 2022)
The quantity of computers per month tends to increase as the prices also increases. This makes the demand of the computers to increase thus making the supply of the computers increased. 
[bookmark: _Toc130825110]Price complements  
The price complements entail the cost of products or services that are used in conjunction with Dell’s personal computers produced. A complement is a product that enhancers the value or utility of Dell’s computers for the customer (Zhao et al, 2017). Common complements for Dell’s products include software applications, accessories such as keyboards or mice and internet services. The software application costs between £999 to £2,999 the accessories costs between £350 to £1,200 (Hoffmann et al, 2022). This has led to a decrease of demand from the consumers due to the high prices being charged by Dell company. 
However, if the price of complements such as software applications increases it may lead to a decrease in the demand for Dell’s computers as customers may be less likely to purchase the computers if the overall cost of ownership increases (Wei, Zhao, and Li, 2015). The price of complements decreasing will increase the value proposition of Dell’s product for customers which increases the demand for the personal computers. Complementary products and services have become obsolete which have reduced the demand for Dell’s personal computers. 
[bookmark: _Toc130825111]Consumer income 
Consumer income is an important factor that can impact the demand for Dell’s personal computers. Increase in consumer income has led to a higher demand for personal computers as customers have been able to have more disposable income to spend on the electronic devices like computers. According to ONS data, the median household disposable income of consumers is at £30,800 which represents an increase of 0.2% (Ayoubkhani and Thomas, 2022). This shows that the demand for the personal computers is decreasing as there is not stable consumer income in purchasing the personal computer. This has increased the demand for Dell’s personal computers which has also effectively increased the purchase rate of the computers (Simmons, 2015). 
Consumer income on the demand for Dell’s personal computers has been influenced by various factors such as competition, technological trends, and consumer preferences. For example, about 64.5% of consumers spend their income on Dell’s personal computers which increases the demand for the personal computers (Fernanda and Elitan, 2023). Dell has also ensured that it produces high-quality computers which attracts customers thus spending more purchasing the product thereby increasing the demand for the personal computers. Dell primarily targets high-income consumers who have a great capacity to spend more on electronic devices, changes in consumer income thereby increases the demand for the personal computers. Conversely, when the consumer income is decreasing it may lead to lowering the demand for personal computers as customers may cut back on non-essential purchases (Huang, 2023). 

A graph showing Computers against their prices.
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Source: (Fernanda and Elitan, 2023)
The graph shows the number of computers and the price they costed. It shows that the number of computers had different price range which was affected depending on the demand ad supply. 
[bookmark: _Toc130825112]Consumer tastes and preferences 
Consumer tastes and preferences are constantly changing, and it is important for Dell company to ensure that it stays tuned to these changes to maintain its competitive advantage within the market. Consumers have begun to prioritise portability and mobility over performance and power which has led to as shift ibn demand towards lighter and more compact laptops and tablets rather than the traditional desktop computers (Afshan, 2022). This has affected the demand for the computers from Dell company. Consumers are increasingly looking for products and services that are convenient and easy to uses which has led to a rise in demand for mobile devices thereby decreasing the demand for Dell’s products (Khehra, 2020). 
This has made Dell company to effectively ensure that it produces products that meet consumer preferences and tastes thereby increasing the demands of the innovative products produced. Additionally, there has been changes in workplaces such as rise in remote working and telecommunication which has also led to increase in demand for the laptops produced by Dell company thus increasing the purchase rate of the personal computers produced. 
[bookmark: _Toc130825113]Consumer expectations of price 
Consumers expects the price of the computers to increase due to the increase of technological evolvement and the trends taking place. This will increase the quality of the computers as Dell company will be able to increase some features and develop more innovation while using the computers. This will increase the purchase price of the computers thus it will effectively increase the demand for the computers as most consumers will want to advance their personal computers to use the high-quality produced computers. The demand for the computers is likely to increase thereby increasing the purchase rate of the computers. Consumer expectations of price have a significant impact on the demand for Dell’s personal computers. 
However, if the consumers expect the price of Dell’s products to increases, it may lead to a decrease in demand as consumers may opt to go for a lower-priced alternative or delay their purchases in anticipation of better deals or discounts from Dell company. It is important for the company to monitor the consumer expectations of price and adjust its pricing strategy to ensure that it maintains the high demand of its products.  
[bookmark: _Toc130825114]Demographics 
The number of buyers in the market for Dell’s personal computers is influenced by various factors such as age, gender, income, education, and geographic location. The estimated population in UK is approximately 68 million which means that the demand for the Dell’s product is high and thus purchase rate of the personal computers is relatively high (Strain et al, 2022). A significant percentage of the population within a tech-savvy age range means that the demand for personal computers is also high (Butter et al, 2022). 
The global population is growing and as more people enter the workforce, they become more interested in using technology thus increase the demand for Dell’s personal computers. The number of buyers is increasing also as the trend in carrying out tasks and school assignments require an effective personal computer thus increasing the rate of purchasing the personal computers. This has affected the demand by increasing the demand for Dell’s personal computers thereby increasing the product purchase within the market. 
[bookmark: _Toc130825115]Price Elasticity of Demand 
[bookmark: _Toc130825116]Substitution effects 
From the consumer’s point of view, the importance of Dell’s personal computers can vary depending on their individual needs and preferences. For some consumers, personal computers may be considered as a necessity as they rely on them for effective working, education, and communication purposes (Jiang et al, 2022). These consumers tend to prioritise the features and capabilities of the computers over its prices thus increasing the demand of the personal computers. This makes the demand to be inelastic since changes in price may have a relatively small impact on the quantity demanded as consumers are willing to pay higher price to obtain the personal computers.  On the hand, for some consumers, personal computers may be considered as a luxury especially if the consumers primarily use their mobile devices for their computing needs. 
These consumers may be more price-sensitive and are likely to opt for lower-priced alternatives or delay their purchase of the personal computers thereby may lower the demand for the personal computers being produced by Dell company. This makes the demand to be elastic.
[bookmark: _Toc130825117]Income effects 
The purchase of Dell’s personal computers represents a large portion of consumers income since the company targets high-income population who effectively ensures that they purchase the personal computers. This makes the demand in be more elastic since the changes in price have a significant impact on the quantity demanded. The consumers in Dell’s products get to be more price-sensitive and are more likely to seek about lower-priced alternatives affecting the demand of the products. However, at some point Dell’s product represents a smaller portion of the consumer’s income making the demand to be inelastic as changes in price have a smaller impact on the personal computers demanded thus consumers end up being more willing to pay a higher price for the product. 
[bookmark: _Toc130825118]Pricing policy 
Dell company should employ dynamic pricing policy which will involve adjusting prices based on changes in demand or supply. This strategy may be effective if the demand for Dell’s personal computers will be highly elastic and fluctuate over time. This pricing policy is important or Dell since ire will help the company to maximise revenue through charging the products optimal price basing on the real-time market conditions (Den Boer, 2015). 
This pricing policy will also help the businesses to avoid overstocking or underselling their products which will; increase the demand and supply of the personal computers. It will also help the business to stay within the competitive market since Dell will ensure that the prices are in line with those of their competitors thus increasing the market share (Cheung, Smich-Levi, and Wang, 2017). 
[bookmark: _Toc130825119]Conclusion
The various factors discussed are used to indicate whether the demand is increasing or decreasing that effectively concern the mandate of the personal computers being produced. Some consumers consider the personal computers as necessity and some as luxury which affects the elasticity price of demand. It is also important for the company to employ dynamic pricing policy to be able to adjust the prices over market changes that may occur and effectively increase its competitive advantage in the market. 
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