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Executive Summary
The first part of the report deals with the information about the business adding how the demand and market equilibrium will affect its services. The following business factors, it depicts whether the demand will increase or decrease in the future. Lastly, it states whether the business is a luxury or a necessity good with highly elastic or inelastic factors. Additionally, price of substitutes and price of complements must be checked as well for further effectiveness. 
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[bookmark: _Toc109225002]Introduction 
This report constitutes a brief analysis of the product created by Unilever, Dove. It describes the factors affecting and influencing the demand in the market with its elasticity. The assignment will further elaborate on the demand as well as market equilibriums. Furthermore, price elasticity in accordance to demand will be described in the assignment as well. Unilever is one of the largest global business giants with 3.4 billion people using its products daily with the presence of it in more than 190 countries (Unilever, 2022).

[bookmark: _Toc109225003]1.0 About business 
For the following analysis, the chosen product is Dove which was acquired by a British conglomerate, Unilever 17 years ago under its gazillion other brands. Dove has been working toward making its products a source of beauty. In today's time when every woman wants to look beautiful, they are using thousands of beauty products to have better and glowing skin. With tons of beauty and personal care products available in the market, customers are choosing dove as their trusted brand. According to Unilever, 10.1 million women in the UK use dove every week (Unilever, 2022a). The success of Dove from other beauty and personal care brands stands apart due to its brand extensions, geographical expansion and continuous brand innovation.  The belief in beauty as a source of confidence rather than anxiety is one of the major visions of Dove. Dove is a women-centric brand which focuses on women's products mainly by having a wide range of beauty and personal care products for both men and women.  Being in such a competitive market for such a long time, its demand and elasticity have got influenced by new-age brands which are depicted in the following analysis. 

[bookmark: _Toc109225004]2.0 Demand and Market Equilibrium 
[bookmark: _Toc109225005]Demand
Demand is something which is created by the customers who are eager to purchase the product or services at that particular point in time with its ability to pay (BusinessStandard, 2022). 
[bookmark: _Toc109225006]Market Equilibrium
The market is said to be in equilibrium when the demand for goods is equal to the number of goods supplied (LearnEconomics, 2022). The market sets itself in equilibrium when for instance there is excess supply and then demand in the market, and the consumers bring the price down by purchasing a lesser quantity of goods. Whereas, when there is excess demand in the market than supply, so the producers increase the price of the goods and services to bring the demand to equilibrium.
· Price of Substitutes: Dove's biggest competitor in the UK market is Radox in terms of shower gel. For instance, if the Radox brand reduces the price of its shower gel products to capture the market in the UK, then the users of dove shower gel will switch to Radox quickly keeping other things constant, to save money and get the same amount of satisfaction. This will lead to a decrease in demand for dove's shower gel and could impact its revenue of it if proper measures or solutions are not brought up. With the help of a diagram below Figure 01, it states that as the price of the Radox products goes down from (P to P1) the demand for them increases (Q to Q1) and it leads to a decrease in demand for dove's shower gel products (D to D’).
[image: ]
Figure 01: Impact of Substitute Good on Dove
(Source: Surbhi, 2021)

· Price of Complements: Complement goods are that kinds of products which cannot be used separately. They are sold separately but considered as a bundle. For instance, when any consumer purchases a Shampoo from Dove, naturally, it will even purchase conditioner with it at the same time. Conditioner without shampoo is like a pen without ink. If the price of complementary goods (Conditioner) increases from (£3 to £3.5) then the demand for shampoo falls automatically (Q to Q’) in Figure 02. Hence this states that complementary goods have negative cross elasticity of demand in the market. The higher the goods are linked to each other, the higher will be the negative relation. 
[image: ]
Figure 02: Impact of Complementary Goods
(Source: Boyce, 2021) 

· Consumer Income: If there is a rise in the income of the consumer there will be an increase in demand for the dove products as more and more people will shift to use better products. For instance, if there is a rise in the income of the consumer, the people using the products of Radox will shift to Dove due to its better quality of it. Hence, the demand for dove products will increase as the purchasing power of the consumer increases. As can be seen in Figure 03 that due to the rise in the income of the consumer the demand for the product automatically increases despite the price of the product remaining the same.
[image: ]
Figure 03: Impact of the increase in Income of the Consumer
(Source: Created by the Learner)
· Consumer tastes & preferences: The habit of the consumers, their availability of them and the quality of the products do affect consumer preferences and tastes (Aigner-Walder (2015, p.35). For instance, if Radox switches to aggressive marketing in the public with lower prices and the same quality of shower gel products as the dove, then dove might see a huge change in the preferences of the consumers changing rapidly within no time if some strategy is not adopted to retain its customers. To keep dove connected among the audiences dove will need to run campaigns for the people, build more trust among the consumers and start giving royalty awards/points to retain its customers for longer periods. This will lead to stable demand in the market without much affecting if proper strategies are applied else the demand for dove products will fall. In Figure 04 it can be depicted that despite there being no rise in the price of the dove's product (P), the demand is falling (D to D1) due to changes in consumers' tastes and preferences.
[image: ]
Figure 04: Impact of Consumer Taste & Preferences on Dove
(Source: Created by the Learner)
· Consumer Expectation of price: Dove is one of the heritage brands in the segment of beauty and personal care consumers might find the prices of its products on a bit higher side and increase in future compared to other brands. As inflation is looming around for example in the whole of the UK the prices of the products are increasing further and this may lead to an increase in demand for the short term as consumers may fear more price hikes of the products in future and they start hoarding. Individual customers may demand more in the present before there are more price hikes. Figure 05 shows that there is an increase in demand for dove products (Q to Q1) despite the increase in prices (P to P1). The demand is increasing (D to D1) due to those customers who only use dove brand products and no other brand products.
[image: ]
Figure 05: Impact of Consumer Price Expectation
(Source: Created by the Learner)
· Number of Buyers:  The buyers of the dove are increasing day by day in the market of UK as the brand is being able to build its trust among the people. More people want to improve their standard of living and people are thriving for better income and opportunities. The better the income of the population better the growth will be of the dove. Dove has been able to set its bar higher in the segment of beauty and personal care. As there is a rise in the income of the people there will be increase in the demand for the dove products too and if there is a decrease in the income of the consumer there will be lesser demand for the dove products. The demand for dove products is positively correlated to the income of the consumer. 


[image: ]
Figure 06: Impact of Buyers on the Demand
(Source: Created by the Learner)
· 

[bookmark: _Toc109225007]3.0 Price elasticity of demand 
The Price Elasticity of Demand is the economic indicator of an increase in the quantity demanded of commodities concerning a change in the price of the same products and services (Bhavana, 2022). There are several factors influencing the price elasticity of demand for Unilever's Dove. Some of such factors are evaluated below.
· Nature of the commodities:
One of the most important influencers in determining the price elasticity of demand is the genre of goods. In the economic world, goods are categorised into three sections necessity, comfort, and luxurious products. Generally, the demand for essential goods like soap is relatively inelastic or perfectly elastic. This is an implication of the fact that the demand for Dove could not change irrespective of its increment or decline in price. 
· Scope of substitute goods:
Another factor influencing the price elasticity of quantity demanded is the availability of substitute commodities. A higher number of competitive goods in the same market evokes a higher elasticity for that product.  For an instance, Dove and Cetaphil are very close substitutes (Yohay, 2020). If the price of Dove increases, consumers tend to curtail the consumption of the same and purchase Cetaphil, and vice versa. In such circumstances, the demand for Cetaphil increases and the demand for Dove decreases.
· The number of users for a commodity:
The number of users for one commodity determines its elasticity of demand. Multiple uses of one particular good initiate a higher elasticity of demand. Dove, therefore, has soaps, face-washes and shampoos that have a high price elasticity of demand. Dove has a varied range of products and as a result, the brand has more consumers than any other brand. The customer rate of Dove increased by 53.1% in 2020, which was the third position from Nivea and Colgate (Statista, 2021).
· Allocation of income:
At the financial end of the year 2020, the average household income had a 1.6% rise from 2019 to reach £37, 100 (GOV.UK, 2022). Income is a crucial factor in influencing the price elasticity of demand, the demand for Dove became high in 2020. With income distribution varying from year to year, the elasticity of demand remains inelastic. The higher the income rate, the higher the demand for goods and services. Dove has an inelastic demand based on the income factor all around the world. The higher income group may purchase Dove products while the demand becomes highly elastic for the lower or middle-income categories.
· Price level:
Dove has a high price in the market and the brand faces inelastic demand. High-priced or low-priced goods both have inelastic demand because consumers have purchased these commodities earlier in a good quantity and therefore a further change in price does not affect the demand. Consumers have Dove in a sample quantity and the demand for this particular good remains consistent with a change in its price (Baker, 2003, p. 643). The elasticity of demand is high when there is an increase in the price of Dove, and elasticity declines when the price falls.
· Proportionate total expenditure:
The proportionate structure of expenditure is one very important factor of elasticity. Consumers tend to spend more of their incomes on high-priced goods and thereby keeping the demand elastic. However, when low income generates a lower expenditure, the demand for Dove becomes inelastic. Similarly, if consumers spend less of their income on Dove, the price elasticity of demand becomes inelastic.
· Time factor:
Consumers take time to adjust themselves to the change in the price of Dove products. The longer a consumer takes to adapt, the more becomes the price elasticity of demand. This is because, over an interval of time, consumers adapt themselves to a change in the prices. For an instance, if the price of Dove increases, consumers may take some time to adjust themselves to the new price. Once they have adapted the increment, the demand for Dove would become inelastic.
· Complementary goods:
The demand for complementary goods is relatively inelastic. Complementary goods are those commodities that are interdependent such as ink and pen or petrol or car. Dove has no such complementary product and thus the demand for Dove is inelastic. Even if the price of some other brand resembling the same products as dove increases, the demand for Dove does not decrease because this brand is not interdependent on any other brand. 
· Possibility of postponement:
Consumers tend to postpone the purchase of products with an expectation of a decrease in price in the future. Such goods have highly elastic demand. Dove is one such product whose price may deplete shortly and consumers are anticipating buying the products later on and sacrificing them for now. Thus, the anticipated decrease in any product of Dove lets the consumers postpone their purchase of the same goods or services and the demand is highly elastic.
The most important factors for Dove from the above-mentioned ones are the substitute products and the complementary goods. These two factors have contrasting effects on Dove. Dove has substitute goods in the market and consumers may shifts towards the commodities with a comparatively lower price based on the other factors of demand elasticity. On the other hand, Dove is not interdependent with any other brand and its products or services. Thus, the increase or decrease in the price of any other commodities resembling the goods of Dove does not affect the elasticity of demand for the brand. However, Dove is not much affected by the other factors influencing the price elasticity of demand because Dove gained a worldwide brand value of $5.1 million in the year 2022 (Statista, 2022). Thus, the nature of the products and the income within the United Kingdom are not a barrier to demand elasticity for Dove. In addition to this, postponement and expenditure are not the factors that could impact Dove on any level. Dove maintains optimism in its price elasticity of demand because the brand lets its consumers adjust to the major time factor.



[bookmark: _Toc109225008]Conclusion
From the following analysis, it can be concluded stating that Dove is so many women's number one choice in the UK in the beauty and personal care segment. It has captured a significant market share in the country despite gazillions of brands competing with each other. Dove's response to its customer regarding marketing, quality and price have been remarkable. Despite all these factors, there are certain variable factors which can affect the change of demand for products as consumers' behaviours are changing rapidly which dove needs to take care of. Dove being a necessity good doesn't come under the luxury segment as many other brands offer the same quantity of products to the consumers at the same price. The demand is highly elastic as it can be seen that there are so many sellers in the market and if dove increases the slightest of its prices then it may lose certain customers at very point which may affect the quantity demanded.
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