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Executive summary 
This study provides an in-depth analysis of the smart TV product of Panasonic where it has mainly examined the factors that influence its demand and market equilibrium. The emphasis of the study is given to a critical approach to developing a strategic policy for the pricing of the smart TVs of the company. The strategic policy is developed through the consideration of a range of factors, for example, the impact of pricing of its complementary and substitute products where consumer demographics and economic standards also play a significant role. To set a competitive price range it is suggested to consider penetration pricing strategy, market segmentation, skimming pricing and bundling, psychological pricing, and competitive pricing. 











1. [bookmark: _Toc141016679]Introduction 
The report analyses the smart TV product of Panasonic, a key offering in the customer electronics market. The study investigates a range of factors that influence demand and market equilibrium of the said product including pricing of complements and substitutes, preferences, income of consumers, demographics and expectations. 
[bookmark: _Toc141016680]2.About the business
[bookmark: _Toc141016681]2.1 What is the product?
Panasonic, a well-known international electronics corporation, is a market leader in the customer electronics business, offering a diverse variety of innovative products. Panasonic’s series of high-resolution smart TVs are the key product under consideration among its most popular offerings. Panasonic TVs were chosen as the result of the business's commitment to providing excellent viewing pleasure to consumers globally. These smart televisions provide outstanding features such as cutting-edge display technology, ultra-high images, and smooth communication possibilities (Koden 2022). Panasonic TVs respond to varied consumer tastes and demands with a variety of dimensions and innovative capabilities, placing themselves among the best in the ever-changing TV industry.
[image: ]
Figure 1: Panasonic 4K Smart TV
Source: Panasonic India (2023)
[bookmark: _Toc141016682]2.2 The reason to choose the product.
Several convincing considerations led to the choice to analyze Panasonic’s TV products. To begin with, Panasonic has built its reputation as a credible brand recognized for creating high-quality gadgets (Singh et al. 2021). This history of dependability and development renders it an attractive subject for investigation. In addition, Panasonic TVs possess a sizable client base because of their unrivaled image quality and powerful audio, which make them appeal to discriminating viewers. Furthermore, Panasonic introduces cutting-edge technology into their TV selection constantly, keeping them competitive in a time of fast technological breakthroughs (Kim et al. 2022). The report may dive into how Panasonic has performed in the intensely competitive TV business and examine its strategy for preserving a leadership position by concentrating on Panasonic's TV offering. Assessing the need and market equilibrium dynamics for Panasonic TVs may also cast insight into how the product connects with consumer tastes and how outside factors influence its market position. Finally, Panasonic’s high-definition smart TVs were picked as an item for in-depth examination, representing the company's dedication to creating unmatched viewing pleasure and demonstrating its competence in the worldwide consumer electronics industry.
[bookmark: _Toc141016683]3. Identify demand and market equilibrium 
[bookmark: _Toc141016684]3.1 Price of substitutes
The cost of alternatives has a significant impact on consumer interest in Panasonic’s smart TVs. As customers seek alternatives, competitor offers that have comparable smart TV capabilities from established businesses such as Samsung, LG, or Sony emerge as replacements (Moon and Lee 2021). If Panasonic’s competitors provide lower-priced smart TVs or run promotions, buyers may be persuaded to choose these alternatives over Panasonic's goods, leading to a decline in interest in the latter. For example, if Samsung reduces the cost of its smart TV portfolio during Christmas sales, economical buyers may choose Samsung's TVs over Panasonic's, reducing Panasonic's market position. Furthermore, the rising popularity of streaming devices like Amazon Fire Stick might serve as replacements for conventional smart TVs, possibly impacting consumer interest in Panasonic’s offerings (Vaccari and ARNOLDI 2021). Panasonic will need to keep a close eye on competition, pricing, and shifts in the market to stay competitive and preserve customer trust. Panasonic may limit the effect of alternatives by planning competitive prices and marketing distinctive characteristics.
[bookmark: _Toc141016685]3.2 Price of complements
Complements are crucial in influencing demand for Panasonic's smart TVs. The ever-expanding world of video streaming services serves as a huge supplement. Consumers are seeking immersive watching encounters as video rental services such as Netflix, Amazon Prime Video, and Disney+ continue to grow (Lobato and Scarlata 2022). The growing acceptance of these offerings, which are frequently available via smart TVs, increases the need for excellent televisions such as Panasonic's. Assume streaming service providers deliver unique material or 4K ultra-HD resolution, tempting consumers to invest in their televisions for a better viewing experience (Chabanyuk 2021). In a situation like this, a rise in the cost of the supplement might fuel consumer interest in Panasonic's televisions. Furthermore, gaming consoles such as Sony PlayStation and Microsoft Xbox serve as supplements for gamers, who might like Panasonic's TVs due to their minimal input latency and fast refresh rates, leading to higher demand because of the complement's attraction (Banfi 2023). Panasonic could tap into the synergistic link with complementary goods by aligning its TV characteristics with the current streaming and gaming trends, reinforcing its competitive edge, and generating customer demand.
[bookmark: _Toc141016686]3.3 Consumer Income
Panasonic’s smart TV demand is heavily influenced by the trend of consumer wealth. If typically, family income rises noticeably, consumers may devote a bigger amount of their disposable budget to updating their home multimedia systems. For example, when the economy grows, resulting in increased salaries and employment security, customers might experience more confidence in making large expenditures, such as purchasing a new television (Rashi et al. 2021). Consumers may limit their expenditures and prioritize critical costs over frivolous ones amid recessions or times of sluggish revenue growth. In these cases, interest in costly consumer devices such as smart TVs may fall. For instance, if the economy is experiencing a downturn and customers are concerned about their finances, they may postpone unnecessary expenditures, affecting Panasonic’s TV sales (Chronopoulos et al. 2020). As a result, Panasonic’s smart TV demand is directly tied to changes in consumer income levels, making it critical for the firm to adjust its advertising and pricing tactics appropriately to keep a competitive advantage in the marketplace.
[bookmark: _Toc141016687]3.4 Consumer tastes and preferences
Consumer interests and preferences have a significant impact on the need for Panasonic's smart TVs. Consumers in a modern dynamic economy require items that meet their daily needs and leisure demands. For example, as customers want realistic viewing experiences like a movie experience in their own houses, there is an increasing trend towards bigger television screens with displays of high resolution. Panasonic's capability to accommodate these shifting tastes through providing an extensive selection of TV sizes, new displays like OLED, and QLED, and advanced functions like voice control as well as built-in apps for streaming may draw more customers and increase demand (Yamagata et al. 2022). Furthermore, customer preferences are being influenced by an increasing interest in sustainable products and energy-saving technologies. Panasonic's concentration on creating energy-saving solutions in its televisions may appeal to environmentally aware shoppers, raising interest in their green product choices (Mai 2021). Furthermore, ongoing advancements that incorporate the most recent networking choices, gaming capabilities, and content-sharing features will further capture sophisticated consumers and boost demand for Panasonic’s smart TVs.
[image: ]
Figure 2: Growing Smart TV market.
Source: Technavio (2023)
[bookmark: _Toc141016688]3.5 Consumer expectations of price
Price expectations among consumers play a critical role in shaping interest in Panasonic’s smart TVs. Price variations that are expected can have a substantial influence on consumer behavior (Prentice et al. 2022). For example, if customers anticipate a substantial price decrease because of a future special offer or the launch of a fresh model, they could postpone making purchases to capitalize on the financial savings. The extra time may reduce interest in the existing product momentarily. On the other hand, if rumors of an upcoming price rise circulate, buyers may rush to make buys before the increased pricing takes impact, leading to an immediate surge in demand. External variables including economic patterns or industry news can also influence customer impressions (Loxton et al. 2020). For instance, if another company declares a price cut for a comparable item, buyers might anticipate Panasonic to do the same. Understanding and controlling these expectations regarding prices is critical to Panasonic in developing successful pricing strategies, capitalizing on customer psychology, and maintaining a market competitive edge.
[bookmark: _Toc141016689]3.6 Demographics
The demographics of the United Kingdom, as well as worldwide markets, have a considerable impact on demand for Panasonic's smart TVs. Population growth, urbanization, and shifting age distributions, for example, can all influence the size and features of the target market. Globally, emerging nations with a growing middle class may give Panasonic profitable prospects as the number of prospective purchasers grows. During the COVID-19 pandemic, there was a significant shift in consumer behavior throughout the world (Khayru 2021). With fewer opportunities for outside activities and more leisure time in the house, there has been an upsurge in demand for home entertainment items such as smart TVs. Particularly, sales of Panasonic TVs rose significantly during this time as individuals looked to replace their home multimedia systems. In the United Kingdom, variables like shifting habits, financial resources, and tastes across different ages can all have an impact on Panasonic TV sales. 
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Figure 3: Family time with Panasonic Ultra HD 4K smart TV
Source: Panasonic MY (2023)
[bookmark: _Toc141016690]4. Factors that influence the price elasticity of demand 
[bookmark: _Toc141016691]4.1 Luxury v/s Necessity
According to the viewpoint of the customer, Panasonic's smart TVs might be considered both a luxury and a need. These TVs could be considered a luxury by proficient in technology people and those desiring a complete entertainment environment. If customers locate more economical options in the marketplace or if their financial capacity is limited, they might feel more ready to postpone or forego buying a smart TV. Rival companies with comparable features and cheaper pricing might also operate as alternatives, impacting demand elasticity. In these situations, Panasonic must carefully evaluate pricing and advertising strategies to remain relevant and keep these high-end customers (Lagae 2022). In contrast, TV remains an essential appliance in many families, and smart televisions give further convenience, connection, and accessibility to internet material, resulting in a need in the modern digital era (Wang and Wu 2022). Due to the fundamental nature of Panasonic’s smart TVs, interest in this sector of customers could become more inelastic since they are less inclined to replace them with other items. However, the corporation should be wary of taking this need for granted, because competing goods and technology improvements can still impact customer purchases.
[bookmark: _Toc141016692]4.2 Income effects
The amount of money that customers allocate to purchasing Panasonic's smart TVs has a major impact on the price elasticity of demand. Lower-income households may spend a significant percentage of their earnings on a luxurious smart TV, causing them to be more price-conscious and reactive to fluctuations in the cost of the item. Economic downturns or changes in financial conditions might cause these customers to postpone or choose cheaper alternatives, raising demand elasticity (Sarmento et al. 2019). For families with more money, on the contrary, a smart TV acquisition could make up a smaller proportion of what they make, causing them to be less sensitive to price swings and more ready to pay an extra cost for the level of performance and features given by Panasonic’s TVs. However, even within this category, there might be a certain cost sensitivity, particularly in highly priced areas with alternative excellent choices available. To effectively negotiate these socioeconomic implications, Panasonic may consider offering a variety of smart Television products that appeal to various income levels. This approach enables the corporation to take advantage of demands across many consumer categories and provide lower-cost solutions to price-conscious clients while still giving exceptional products to those desiring a higher-end service.
[bookmark: _Toc141016693]4.3 Summary
Finally, the price elasticity of demand for Panasonic's smart TV is impacted by variables such as customers' perceptions of luxury versus necessity and the amount of their earnings that they dedicate to their acquisition. Panasonic needs to carefully analyze these issues and employ flexible pricing and promotional tactics to retain its market share and respond to various customer needs. Panasonic may arrive at educated decisions on item positioning, price, and creativity by knowing demand elasticity, assuring continuous achievement in the constantly shifting environment of the smart TV business.
[bookmark: _Toc141016694]4.4 Pricing policy that needs to be employed 
Considering all the above stated findings, the pricing policy of Panasonic needs to be shaped by a thorough understanding of the dynamics of the market and consumer behavior, backed by relevant evidences. Firstly, the organization needs to focus on market segmentation. To boost the overall sales of smart TVs, the company needs to consider several factors, for example, consumer preferences, income levels and demographics. Through an in-depth comprehension of the price sensitivity of different groups of consumers Panasonic can offer customized strategies for pricing for every segments. For consumers who are price sensitive the company can offer more affordable entry-level smart TV models while those seeking high-end features and premium facilities, the company can introduce more advanced or higher-price models. The second factor that the company needs to consider is working on penetration pricing. To compete with other brands, for example, Samsung, LG and Sony, Panasonic needs to increase its market share and penetrate new markets. According to Singh et al. (2021), this further involves setting a comparatively low-price range for its smart TVs in comparison with its competitors. Lower price range can attract consumers who are price sensitive and some further offers linked with incentivization may drive them to choose their products over similar products of competitor companies (Glowik et al. 2016). Third, another policy that the company can introduce is called price skimming. Once Panasonic establishes itself as one of the credible brands with a trustworthy consumer base it can integrate skimming pricing. Skimming in this regard involves setting higher prices for products that are premium to maximize profits specifically from early adopters and as well as customers who are ready to pay higher for cutting-edge technology and features. Apart from pricing policies the company can also focus on promotions and bundling. For example, the company can offer promotional offers and bundled deals to entice consumers and establish value for their smart TVs. In this regard, bundling smart TVs with complementary elements, for example, streaming subscriptions and soundbars can significantly help in attracting more consumers and justify the higher price ranges. Moreover, limited time offers, price promotions and discounts specifically in the time of festive seasons and special deals can also drive demand and overall sales of TVs. Setting a competitive price range Panasonic may be able to move ahead from its competitor companies. The company must keep a close eye on the pricing strategies of its competitors and the company can also perform a competitor analysis to set pricing and remain competitive and aligned with the trends in the market. Last but not the least, integration of psychological pricing strategy or policy can also be beneficial for the company as the implementation of psychological pricing techniques for example, setting prices just below round numbers can establish a perception of affordability among customers (Mehrotra and Salunkhe 2021). Moreover, highlighting cost savings for consumers via clear communication and as well as benefits and features of the product can empower and influence its target consumers to take purchase decision in a positive manner. 
[bookmark: _Toc141016695]5. Conclusion 
In conclusion it can be stated that the study is focused on the smart TV product of Panasonic, and it also analyzed a range of factors that trigger the demand and market equilibrium for these TVs. The current analysis provides a significant insight into the pricing elasticity of demand, considering a range of aspects, for example, income effects, perception on luxury versus necessity, preferences of consumers, demographics and pricing expectations. Depending on the overall analysis, a strategic pricing policy is further proposed for the company to appropriately position its smart TVs in the market. 
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