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[bookmark: _Toc123745793]INTRODUCTION 
Management economic defines as the managing the resource properly which includes the investment, expenses, capital, liabilities and debts. It is very essential to maintain the finance of the organization for the better run in the long term run. The proper financial management leads to the increase reliability of the company and it also help the organization to build the good reputation and the goodwill in the market. It gets the trust of the employees and the stakeholders. It also helps to attract the investor from the other countries. Tesco is the UK based multinational retail organization which is founded in 1919 by the Jack Cohen (Tesco.PLC,2022). The report had discussed about the Tesco Company and their goods and services they provide. It also mentioned about the demand and the equilibrium. It has also contained the components or factors which affects the demand of the good and services.  It will show in which condition it affects the price elasticity and inelasticity.
TASK 
[bookmark: _Toc123745794]Tesco and its good and services 
The Tesco is the Multinational retail company which is founded by Jack Cohen in 1919 in London. The Tesco has the various types of product and services like selling Clothing, furniture, financial services, toys, petrol, electronic appliance, body care, cosmetic and eatables. The Tesco operates in 44 countries around and they have more than 4000 stores in the UK. The Tesco sells daily use products and deliver to all class (Alam and Raut-Roy, 2019). The Tesco serve every class of customer. It has different ranges of the in differences sizes which make it affordable. The main aim to Tesco is to provide the best quality product and the lower price. The strength of the Tesco is its distribution channel because it will also update their store with the new stocks and inventory. The Tesco is well known brand name which serve in most of the country. The reason behind the choosing the Tesco, it provide all types of product weather it is Luxury or the regular use of product, it take care of everyone needs and requirement (Sparks, 2019). The unique marketing strategy helps the organization to make it different from the other competition in the market. The Tesco’s product tries to fulfil every needs and requirement of the customers with various incomes. The Tesco has of many competitions in the retail market like Unilever, WalMart etc. Tesco manages the top position by delivering the good quality product to the maximum customers of the world. The most sell product of the Tesco is Fussily Pasta which cost is around 1.00 euro. It is the daily use product by the Tesco. The Tesco is the most popular and famous retail channel in the UK. The brand image , good financial position and goodwill in the market is the biggest strength of the Tesco. 
[bookmark: _Toc123745795]Market demand and equilibrium 
The price equilibriums are the condition when the demand and supply is on equal phase. The production of the product is equal to the demand in the market. In this situation the price of the product remains constant unless external factors affect the price or demand of the product .Demand means when the consumer willing to pay the price of the product. The price plays very important role in the increasing the demand of the product (Rosnizam and et.al ., 2020). The Tesco use the various offers and discount to clear the stock and increase the demand of the product. The right pricing strategy plays very important part to increase the sale by attracting the more customers to the product and services. The factor like inflation rate, employment rate interest rates will affect the demand and supply of the product.
There are some factors which affect the demand and supply
Prices of substitute good – The price of the substitute goods will definitely affects the demand of the specific product. If the particular goods has the another substitute in the market at the lower price it will change the psychology of the customers which results the customer will shift to the other brand which provide similar type of goods and services. The rise in the competition also increases the substitute goods in the market (Samdani, 2020). The main competitors of the Tesco are Asda, WalMart and Unilever which have the same types of product with the minor changes in the prices. It is very important for the company to have the competitive price strategy in the market. The increase in the substitute goods in the market will affect the demand of the Tesco’s product. Organization can perform the different innovation in the products to make their product different from the substitute goods which helps the business to looks different form the other company’s products.
Consumer Income – the purchasing power of the customers decides the class of the specific consumer. The person who has more disposable income will spent more to satisfy their needs and requirement compare to the person with less disposable income. The income has increase of the consumers it automatically increases the demand of the product in the market and when the income decrease the demand of the product reduces (Azan and Karimah, 2022). The more income will encourage the costumer to stick to the one brand but the low income influence to change the brand because of the shift in price. That customer has low income the mostly looking for the cheap substitute of the product. The Tesco use the price strategy which provides the good quality product at the reasonable price. The income plays very important role in the demand and supply of the product. That’s why companies target the middle class consumer because they have the purchasing power and they are pre3sent in the high number in the market.  
Price of the Complementary goods – it refer to the goods which add value to the other goods like Cereals and milk, butter and bread, petrol and vehicles. This types of the will affect the supply and demand of the other goods also like if the prices of the bread are high is automatically reduce the demand of the butter and jam. These goods are complementing each other that are why small changes in the one’s price will affect the multiple products. It is not necessary that both the product butter and bread are from same brand but still affect the demand and supply. It is human nature to shift to the, the most of the products is the complementary goods which affect the other goods. These types of the product needs to be used together but it is not necessary that these product needs to buy together all the time (Yawson. and Yamoah, 2022). The most of the companies try to sell complementary product together to increase the sales of the products like packing the toothpaste and brush together and put them on the shelves.
Consumer taste and preference – it refer to the behaviour and the attitude of the consumer towards the product and services. The behaviour of the customers changes according the trend and their needs. The Tesco also change their products and services according to the trend and occasion in the market. The organization needs to update their stocks time to time so the customers will get the new and fresh trend (Peeroo, 2019). The product has value for the particular time when they are under the period of that trend, so the company need to clear that stock as soon as possible. That’s why organization has uses the end of season sales, offers and provide high discounts on that product 
Consumer Expectation regarding price – The every organization takes the feedbacks and perform the surveys regarding the problems and requirement of the customers. In the interaction the organization observe the behaviour of the customers regarding the past experience, fault in the products, chances of the improvement in that product. There are some component which needs to fulfil the basic expectation is quality of the product – it defines as the make the product according the mentioned in the government policies without any harmful chemical in that product. The product must be value for money which helps to attract the most consumers who are looking for the good quality product at the good price. Product from the good reputation brand – every customer want to buy the product from the good organization which they can trust. It is very essential that organization will provide the good products with huge variety and range. The organization that has the good background and reputation has more loyal and repetitive customer compare to other brands. Price – it decided the growth of the product and the target market, if the product is for the middle class segment the price will be low an affordable, if the product is for upper segment the company will set the premium price segment. The affordable price will help the target more customers and the product will access to the more people. The more people will buy that product, it increase the profitability and revenue of the product. 
Demographic – it refer to the study done by the R&D department which help the company to identify the target audiences and their characteristic which guide the organization to create the product according to their demographic factor which includes age , gender, education, professions, culture , tradition, locations and considering the class of the customer. This factor helps to target the most of the customers and their requirement (Foabeh and Achaleke, 2020). These factors give the customer’s perspective to the organization which give power to the organization to think as the customers, these factors help the organization to create the product which solve the issue of the maximum majority of the customers. It also help the organization to select their specific target, they are making product for the baby, teenagers, youth or the senior customers. It also helps to select the product for the specific gender. 
[bookmark: _Toc123745796]Demand and the price elasticity of the product
Demand defines as the willingness of the customer to the pay the price of the product and services. In the market the numbers of the customers’ increases who are ready to pay the price it result in increase in the demand of the production the market. The organization needs to increase the supply of that particular goods and services to fulfil the demand in the market. The price elasticity defines as the situation when the price remains constant when there is variation in the supply and demand. There are some factors that affect the price elasticity of the demand are price of necessary or the luxury, income spent on the product and services, availability of the substitute goods and how much time product spent in the market (Chkanikova. and Sroufe, 2021).
Luxury goods – these types of goods includes all those goods which are not necessary to live but they are just fulfil the desire of the customer. The customer will spent on the luxury goods when they have excess amount of the disposable income.  The economy plays very important role ti increase the demand of the luxury goods like lower the interest rate; if the interest rates are low people will borrow more money to the banks to fulfil their desire (Wu and et.al , 2020). The people will import the luxury goods to fulfil their desire, the luxury goods includes sports car, expensive painting, antiques or rare pieces of stones and jewels, basically those things which will improve the status of the customer in the society. The increase of the inflation rate and the high interest rate will reduce the demand of the luxury goods because it change the motive of the people, the low economy encourages people to save the money and spend it on necessary things. 
Normal Goods (necessary) – In this category all the product include which are essential for the living these products are top most priority on the customers list. These products are daily use product which the consumer will buy every week, month, year. This product includes cloths, foods, toothpaste, soaps, cosmetic, shower gels, shampoos, biscuits, food grains. These products have the highest substitute from the other category of the products (Yan, 2022).. These products have the goods sell their product life cycle is for short term, there customer will need the product in soon. There is very high competition in the normal goods because of the high demand in the market the change in prices does not affect the demand of the product.
Substitution Effect on the Necessary and the Luxury – the substitution refer to the having the similar product in the market of the other brand. On the necessary good the substitution effect is not make that much affect because the demand of the necessary goods is higher than the luxury goods. The single company will not able to fulfil the demand of the necessary good. The increase in competition in the necessary goods still Tesco has the most of the consumer. The substitution affects the luxury goods because there are very few suppliers and very few buyers in the market. The increase in the substitution in the luxury market will affect the profitability of the other companies who provide the luxury goods. 
There are some price strategies which business can use 
Cost plus pricing – in this price strategy company will decides the price of the product by addition 50% of the price on the product. It will help to cover the manufacturing cost of the product most of the companies use this product strategy to sell their goods in the market. It will help to get the profit from the consumers. The cost adding price only work no those product which has less manufacturing cost because after adding the manufacturing  cost some products will become expensive for the most of the people.  
Market bases prices – it means the organization will decides the product price according to the competition in the market so their product will look different in the competition and attract the more customers to the product. This strategy is very common and effect which is used by the most of the companies in the domestic and international market (Domański and Łabenda, 2020). It helps company to cover the revenue and make the good profit from the market. The competitive is very essential to survive in the market. 
Value based pricing strategy – It is a approach in which the price of the product decided on the bases of the category it included or on the bases of the experience product provided like the flight and train tickets have two price segment luxury and economy. The luxury service for those people who needs the premium service and the economy service is for those people who want to travel at the affordable price. The both the products with different segment are provide by the same brand.
[bookmark: _Toc123745797]CONCLUSION 
The analysis has discussed about the Tesco Company and their goods and services and the demand and the equilibrium of the market. It has also mentioned about the components and factors which impacts the demand of the product and services. There has some factor contained in this analysis cause increase and decrease in the demand. It has also illustrated the various factors which impact the market equilibrium. It has been concluded that the organization needs to consider all the class which helps to target most of the audiences and help the organization to attract the ore customer to the organization. It mentioned some pricing strategy which business can use in their pricing strategy and different types of the product according to the needs of the customers  
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