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Executive Summary
In this report description of a demand for HP’s product has been presented. In the first section a brief background has been produced for the company. Further, identification of demand and market equilibrium has been presented in this context for acquiring a bigger marketplace for the company. In this case evaluation of the chosen company’s product has been produced effectively while integrating various factors for today’s marketplace. Moreover, the price elasticity of demand has been presented in this report for acquiring an insight about the company’s market share. Elasticity of products has been seen through the evaluation of the customer base of the company. 
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[bookmark: _Toc109925342]1. Introduction 
Marketplace for a company evolves through integration of demand and supply within an organisation. Economic perspective needs to be analysed to gather cognitive awareness about a business. It can be done if price elasticity and cost analysis are adequately demonstrated. In this report, a business organisation is going to be addressed and its demand and market equilibrium will be presented. Its demographic perspective and consumers' taste and preferences are also going to be addressed in its context. Additionally, the price elasticity of demand will be presented in this context which can be effective for acknowledging business context of the organisation.
[bookmark: _Toc109925343]2. Description of Business 
In this report, a business organisation that operates in Information Technology sector has been chosen. Hewlett-Packard or HP is an organisation that executes its business in reselling laptops, Printers and Corporate Investment. It sells these products manufactured by third parties. Its inventory management and distribution practices support the company to reduce inventory holding periods and costs. From parts acquisition to delivering a whole product helps the company to make a superior value within a marketplace. In this report, the chosen product is a Personal computer or Laptop and Printers. The main reason behind choosing these products is an increase in the usage of these products in today’s marketplace. In the 21st century, the biggest problem rising due to pandemic situations is remote working. Healthcare awareness and income have induced difficulties in work process of every person. Acquiring benefits from low-budget product acquisition has incorporated more demand for laptop or PC buying.
[image: ]
Figure 1: Global PC shipments 
(Source: Statista.com, 2022) 
In the above figure, global PC shipments rate can be seen. A decrease in PC acquisition is seen from 2014 to 2017. However, from 2018 a gradual increase in PC acquisition has been observed.  In 2020, about 297 million units of PC have been shipped all over the world. This can show the relevance of choosing this product over others from HP.        
[bookmark: _Toc109925344]3. Identification of Demand and Market Equilibrium 
Factors that affect the demand for PC from HP contributes to the market value incrementation. These factors need to be evaluated on the basis of marketplace for the organisation while keeping customers' taste changes in mind.
1. Price of substitutes: Substitutes for products from HP are present in marketplace in a large number. An increase in products’ prices causes a leftward shift in supply curve which means a decrease in demand. However, this can affect the demand of the supply from HP.  Different types of laptops and Printers can be seen in the marketplace from different companies. For instance, laptops can be obtained from Dell, Lenovo and Acer simultaneously (Baker, 2003). The cost of their laptops is not less than HP’s laptop. It induces difficulties marketplace as demand for laptop increase at a slow rate. In addition, chip shortage and increase in supply cost integrate more issues in market price determination. Further, as HP acquires issues in decision-making for value determination competing companies acquire difficulties in branding (Baker, 2003). Prices of substitute laptops are almost for every company present in the marketplace. This indicates an increase in laptop market price. However, substitute prices are not increasing exponentially or irregularly for other companies. It is affecting HP’s marketplace critically as at same price level different types of laptops with specific configuration has been introduced to the marketplace.  On contrary, substitute prices help to acquire relevant improvement within marketplace.       
2. Price of complements:  Complement products are those which can be bought along with the main product. Complement products for a laptop are a screen cleaning kit, laptop table, laptop stand and laptop sleeve and keyboard protector. In this pandemic situation, prices have risen continuously (Zhang and Bockstedt, 2020). Along with the rise in additional accessories laptop prices can increase simultaneously. It can create a space for increasing the price of laptops. However, this can be effective in increasing or decreasing the price of laptops for coping with the marketplace. Further, presence of competitive companies in providing complementary products also has integrated difficulties in price determination.       
3. Consumer Income: Consumers' income is also a key attribute for fixing a price for a laptop. A laptop’s price can increase as case average household income for a family increases. For instance, living cost and food cost increases along with the increase in income of a family.  
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Figure 2: Median Income of UK’s Household
(Source: Ons.gov.uk, 2022)
In the above figure, it can be observed that the median income of households has increased gradually. Median income for a household touches around  £ 30000 just before the pandemic. However, a slight decline in household income can be seen between 2017 and 2019 FYE. A slow increment between 2017 and 2019 at a rate of 0.4% can be observed in this context which affects the individual living styles. This perspective of increment in household income impacts the price rise of HP laptops simultaneously. Further, it can be comprehended that this increase in income can integrate the price rise in complementary products. However, the decrease in UK’s GDP during pandemic time induced difficulties in product price determination. Further, living costs and healthcare costs have increased during this pandemic situation which induces difficulties in buying expensive products (Komarek et al. 2021). In other words, demand for laptops and related electronics has decreased due to the pandemic issues. However, the remote working criteria has increased buying laptop within a low budget. It influences the price variation of laptops and PCs HP simultaneously.     
4. Consumer tastes & preferences: Consumers’ preferences are defined as individual tastes as measured by a certain process for acquiring a product. The taste of a consumer can change over time in case difficulties and inefficacy is encountered in using those products. Further, more flexibility requirements can be a cause of changing tastes and preferences of a customer. Customers' tastes further depend on the arrival of new futuristic products. For instance, nowadays consumers are leaning towards ‘2 in 1 laptop’ other than the traditional laptops (Vanaja, 2020). It can be said that acquiring objects according to the customers’ preferences can be an effective way of deciding marketplace for HP. Further, nowadays as remote working has increased the acquisition of high-end laptops. In this context, it can be observed that HP is bringing innovative products to the customers including the 2-in-1 laptop.  
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Figure 3: Net Revenue of HP
(Source: Hp.com, 2022)
In the above figure, it can be observed that net revenue of HP has increased from 2016 to 2021 tremendously. The reason behind this is innovation in product creation from HP’s official context. About a rise of 32% can be seen in that period as revenue increased from $48.2 billion to $63.5 billion (Ali and Ahmed, 2019). This value can show that the preferences of customers have aligned with the innovation in laptop manufacturing and selling. In addition, in today’s perspective, customer prefers to have in-built SSD inclusion along with new processors such as Intel i12 CPU. These changes in preferences can be fruitful for increasing price tags for laptops. However, if other competitors can give this within an affordable price range it can be harmful to HP. Further, it can create difficulties in acquiring the marketplace.               
5. Consumer expectations of price: Consumers' expectations of price range can vary along with income and increase in daily living expenditure. According to a survey, it is observed that Great Britain’s customers buy a laptop by analysing cost of the product. Around 51.4% of customers have bought laptops after evaluating the costs of different companies having laptop products (Kantar.com, 2022). After comparing same products from different companies a range of costs is set by consumers. 
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Figure 4: Market Share of laptop-providing companies
(Source: Hp.com, 2022) 
In this case, consumers try to buy a product within a range of $300 to $ 400 for acquiring a better laptop within expectation. This average price needs to be aligned with same products from different companies (Zhao et al. 2022). In case the price lies outside this range customers look for other companies acquiring same features. This can hamper demand for products from HP.              
6. Demographics: Around 10 million subscribers can be seen in HP's business context. The effectiveness of business operations can be increased in case this number increases along with the time (Aigner-Walder, 2015). An increase in customer count can create a better space for acquiring a more sustainable marketplace for the company. Demand can be increased along with an increase in the number of consumers. It can affect the business operation of HP in case efficient innovative steps are taken for gathering competitive advantages from business operation.   
[bookmark: _Toc109925345]4. Price Elasticity of Demand 
Price elasticity of demand is measured by comparing the consumption of products with the price change of the product. Price can be said as elastic in case price change causes a substantial change in demand and supply. Price can be said as inelastic in case price change does not produce an impact on the demand and supply change for a product (Andruszkiewicz, Loren and Weychan, 2020). For the chosen products such as laptops and printers evaluation of price, and elasticity can be acquired through a thorough investigation of marketplace for the product along with brand value of the company. Moreover, it can be analysed through implication of products’ relevancy within the customer base. It can be said that the customers can gain insights into laptop’s specifications in case a relevant PC is built. Contrary to that, luxurious and necessary types of products need to be decided in first place. It can be helpful for HP in case, the company provides a wider range of products within a valid price tag. Further, it can be mentioned that decision on price determination needs to be done by acknowledging market share of the company within the regional context.    
[image: Price Elasticity of Demand Varies Along a Linear Demand Curve]
Figure 5: Price Elasticity Function of HP
(Source: Al Arif and Awwaliyah, 2019)
In the above figure, it can be seen that HP single-handedly consumes around 19% of the whole marketplace of laptops. Besides Lenovo, no other company consists of that much market share (Ali and Ahmed, 2019). HP provides a wider range of laptops including a range of low-end laptops and a high-end laptop. For instance, Hp provides an Intel i3 processor laptop at a lower and more affordable price tag (Al Arif and Awwaliyah, 2019). Further, this type of laptop also includes a better platform for customers who have more priority of official work rather than personal work process. Moreover, HP provides gaming laptops which consist of higher prices than other kinds.  
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Figure 6: Market cap of companies in 2021
(Source: Hp.com, 2022)
In the above figure, the market cap for HP has been shown. In order to be competitive within this marketplace, HP needs to acquire a better pricing technique for customers. Peer group differences can be decided upon by various factors which can be effective for acquiring a better marketplace and gathering high demand for HP products. The key criteria that can be acquired by a customer for choosing a brand over others having the same product is the price variation. From consumers’ point of view, HP provides a wider range of products from a £ 189 laptop to over £ 1800. This helps them to acquire a bigger marketplace for HP. It includes luxurious and necessary products from the company. Analysing this context, it can be commented that elasticity of a product can be varied while accumulating the income perspective of a household (Andreyeva, Long and Brownell, 2010). Further, in this pandemic situation buying expensive laptops has been reduced. However, buying a laptop for office work has increased. The reason behind this is a decline in household income. It can affect HP's business perspective severely while mitigating price determination-related issues. However, the consumption of laptops has not decreased resulting inclination in the market share of the company in this pandemic situation.
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Figure 7: HP Inc.'s personal computer (PC) unit shipment share worldwide
(Source: Statista.com, 2022)
In the above figure, it can be observed that the company acquires a higher range of PC shipment share in this pandemic situation. After the spread of COVID-19, a gradual increase in market share can be observed. In Q4 of 2019, it can be seen that about 22.5% market share is consumed by the company. It can be an important factor to show that the product provided by HP is not luxurious for customers. Additionally, an increase in price tag also does not hamper the customer count for HP. In that case, HP laptop's price can be stated as an Elastic demand within the marketplace. Further, in 2020 after the rise of second and third waves of pandemic situations induces difficulties in business operation. The severity of the pandemic in 2020 reduces market share along with the PC shipment.  In Q4 of 2020, about 19% was gained by HP. Further, in 2021 the market share increases with an increase in PC shipments. In the first quarter of 2021, about 23% PC shipment can be observed for the company. It increases the demand for HP’s laptops. 
The above-mentioned attributes include higher demand for HP laptops that can be effective for acquiring a bigger marketplace. Further, an elastic demand for HP laptops can be seen as the income of consumers varies during this pandemic situation. The other attribute that affects the marketplace for HP is consumers' expectations of HP laptops. Further analysing the marketplace of HP it can be recommended that HP can take an effective pricing policy in accordance with the variation in income of households (Cigliano, 1980). For working remotely a basic need is to buy a laptop. However, the availability of a broader marketplace induced difficulties in determining market value effectively for HP products. In contrast, governmental regulations need to be taken into consideration for acquiring a bigger marketplace by integrating the recent environment. Pricing strategy also needs to be aligned with competitors' price tags for the same quality of product provision. For instance, nowadays an Intel i5 processor can be acquired for £ 400. This aspect needs to be taken into consideration for acquiring proper policy for a huge customer base.  
[bookmark: _Toc109925346]5. Conclusion 
In this report, a product of a specific company has been chosen for acquiring information about their marketplace. HP's laptop provision business is analysed in this report while demonstrating the reason behind choosing the product. Further, it can be stated that demand and market equilibrium has been depicted vividly for acknowledging the factors that can have an impact on product selling. Different factors such as consumers' income preferences and price expectations have been produced in this report for acquiring a better marketplace for the company. Demographics and prices of substitutes and complements have been depicted in this context for analysing the market value of the company within a bigger marketplace of laptops. Finally, an evaluation of the pricing policy has been produced to give an insight into a better marketing policy within the organisational context. Further, the acquisition of elastic price tag has been observed in this context while integrating the yearly income of the customers.  
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