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Understanding the dynamics of the television market requires analyzing the
current sales figures, pricing strategies, and consumer preferences. The
statement that a manufacturer is selling 1,000 units weekly at a price of
$450 each, coupled with a market survey, provides valuable insights into
supply-demand relationships, pricing elasticity, and potential avenues for
strategic adjustments. This article explores these aspects comprehensively,
examining how market conditions influence sales, the implications of survey
findings, and what strategies the manufacturer might consider to optimize
performance.

The Current Sales Scenario

Sales Volume and Revenue

At a selling price of $450 per television, the weekly sales volume of 1,000
units translates to a weekly revenue of:

Revenue = 1,000 units × $450 = $450,000

This figure provides a baseline for evaluating profitability, market share,
and growth potential. If the manufacturer maintains this sales volume
consistently, they generate a substantial weekly income, which, over a year,
amounts to approximately $23.4 million. However, this static snapshot does
not account for market fluctuations, consumer preferences, or competitive
pressures.



Market Position and Competitiveness

Selling 1,000 units weekly indicates a significant market presence, but
understanding whether this is a market leader or a niche player depends on
the total market size. If the total weekly market demand for similar
televisions is higher, there exists potential for growth. Conversely, if the
market is saturated, the manufacturer must innovate or differentiate to
increase sales.

Insights from the Market Survey

The Purpose and Scope of the Survey

Market surveys are essential tools for gauging consumer behavior,
preferences, and willingness to pay. The survey in question aims to
determine:

Consumer demand at various price points1.

Price sensitivity and elasticity2.

Features or specifications preferred by buyers3.

Potential market segments for expansion4.

Understanding these elements helps the manufacturer refine their pricing,
marketing, and product development strategies.

Key Findings from the Survey

While specific data points are not provided, typical survey findings relevant
to this context may include:

Consumers are willing to pay more for higher resolution or better
features

Demand diminishes sharply if prices exceed a certain threshold

Price elasticity is high at current levels, indicating consumers are
sensitive to price changes



Potential demand increases if prices are lowered or if additional
features are offered at the current price

Preference for certain brands or specifications varies across
demographics

These insights suggest a nuanced relationship between price and demand, which
the manufacturer must consider carefully.

Price Elasticity of Demand and Its Implications

Understanding Price Elasticity

Price elasticity of demand measures how sensitive the quantity demanded is to
a change in price. It is calculated as:

Elastic demand: When a small price change causes a relatively larger
change in quantity demanded (elasticity > 1)

Inelastic demand: When a price change causes a smaller change in
quantity demanded (elasticity < 1)

In this context, the survey indicates that demand might be elastic, meaning
that lowering prices could significantly increase sales, while raising prices
might lead to a sharp decline in demand.

Strategic Pricing Based on Elasticity

Depending on the elasticity, the manufacturer can consider:

Reducing prices slightly to boost sales volume and overall revenue if
demand is elastic

Maintaining or increasing prices if demand is inelastic to maximize
profit margins

Offering promotional discounts or bundle deals to stimulate demand
without permanently reducing prices



Understanding the elasticity helps in framing effective pricing strategies
that align with market responsiveness.

Potential Strategies for the Manufacturer

Adjusting Price Points

Based on survey insights, the manufacturer might explore:

Lowering the price from $450 to attract more consumers if demand is
highly elastic

Implementing tiered pricing — offering different models at varying
prices to cater to different segments

Introducing promotional offers during peak seasons to increase sales
volume

Product Differentiation and Feature Enhancement

Enhancing product features can justify higher prices and attract specific
market segments. Strategies include:

Adding smart features, better resolution, or modern designs

Bundling with accessories or extended warranties

Focusing on eco-friendly or energy-efficient models

Such differentiation can also reduce price sensitivity by increasing
perceived value.

Market Expansion and Segmentation

The survey might reveal untapped segments or regions. Strategies could
involve:



Targeting premium consumers willing to pay more for advanced features1.

Offering budget-friendly models to price-sensitive customers2.

Expanding into new geographical markets where demand is underserved3.

Optimizing Distribution Channels

Effective distribution ensures product availability and visibility.
Approaches include:

Partnering with retail outlets and e-commerce platforms

Providing attractive financing options or installment plans

Enhancing after-sales service to build brand loyalty

Forecasting and Future Outlook

Potential Sales Growth

If the manufacturer adjusts strategies according to survey findings, they
could potentially increase weekly sales beyond 1,000 units. For example:

Reducing the price to stimulate demand might lead to a 20-30% increase
in sales

Introducing newer models could attract both existing and new customers

Impact on Revenue and Profitability

While increasing sales volume might reduce per-unit profit margins, the
overall revenue could still grow, especially if demand is elastic.
Conversely, maintaining higher prices might lead to higher margins but lower
sales volume. Balancing these factors is crucial for sustainable growth.



Conclusion

The combination of steady sales figures and insightful market survey data
provides a comprehensive picture of the current market situation for the
manufacturer. Recognizing the demand elasticity, consumer preferences, and
competition landscape enables strategic decision-making aimed at maximizing
revenue and market share. Whether through price adjustments, product
differentiation, or market expansion, the manufacturer has multiple avenues
to enhance performance. Ultimately, a data-driven approach rooted in
understanding consumer behavior and market dynamics will pave the way for
sustained success in the competitive television market.

---

Note: This analysis is based on hypothetical interpretations of the survey
findings, as specific data points were not provided. For precise decision-
making, detailed survey results and market data are essential.

Frequently Asked Questions

What is the current weekly revenue for the
manufacturer selling 1,000 televisions at $450 each?
The weekly revenue is $450,000 (1,000 televisions x $450).

How might a market survey impact the manufacturer's
pricing strategy?
The survey could reveal consumer preferences or price sensitivity, prompting
the manufacturer to adjust prices to maximize sales and profits.

What factors could influence the demand for
televisions in this market?
Factors include technological advancements, competitor pricing, consumer
income levels, and overall market trends.

If the market survey indicates increased demand,
what should the manufacturer consider?
They might consider raising prices, increasing production, or expanding their
marketing efforts to capitalize on higher demand.



How does the price of $450 compare to competitors'
prices, and what effect might this have?
If $450 is lower than competitors, it could lead to increased sales; if
higher, it might reduce demand unless justified by higher quality or
features.

What are the potential risks of maintaining the
current sales volume at the same price?
Risks include missing out on higher profits if demand increases or losing
market share if competitors lower prices.

How can the manufacturer use the market survey data
to forecast future sales?
By analyzing consumer preferences and willingness to pay, the manufacturer
can predict how sales might change with price adjustments or product
features.

What strategies can the manufacturer implement based
on survey insights to boost sales?
Strategies include adjusting prices, enhancing product features, increasing
advertising, or offering promotions to attract more customers.

Additional Resources
A Manufacturer Has Been Selling 1000 Television Sets A Week At $450 Each. A
Market Survey Indicates That — these words encapsulate a typical scenario
faced by manufacturers in the competitive electronics industry. Understanding
the dynamics behind such sales figures, price points, and market surveys is
crucial for making informed strategic decisions. Whether you're a business
analyst, a marketing manager, or an entrepreneur, dissecting this scenario
can offer valuable insights into demand analysis, pricing strategies, and
market positioning. This guide provides a comprehensive breakdown of this
situation, exploring the implications, underlying factors, and strategic
considerations.

---

Introduction: Setting the Context

Imagine a television manufacturing company that has been consistently selling
1000 television sets per week at a price of $450 each. This steady sales
volume over a period suggests a stable demand at that particular price point.
However, a recent market survey indicates changes or potential opportunities



that could influence sales, pricing, or product positioning.

Understanding the significance of these figures requires analyzing the
underlying market conditions, consumer behavior, and competitive landscape.
This scenario is typical in the context of demand estimation, elasticity
analysis, and strategic decision-making.

---

Understanding the Current Sales and Pricing Situation

The Baseline: 1000 Units Sold Weekly at $450

- Sales Volume: 1000 units per week
- Unit Price: $450
- Total Weekly Revenue: 1000 units × $450 = $450,000

This baseline provides a starting point for analysis. It indicates that at a
price of $450, the company has achieved a certain sales volume, which could
be considered optimal or at least stable under current market conditions.

What Does This Tell Us?

- Market Penetration: The company is capturing a segment of the market
willing to buy at $450.
- Demand Level: The demand at this price is sufficient to sustain weekly
sales of 1000 units.
- Price Point: $450 appears to be a competitive or acceptable price for the
target consumer segment.

---

The Significance of the Market Survey

Why Conduct a Market Survey?

Market surveys are conducted to:

- Gauge consumer preferences and willingness to pay.
- Understand competitors’ offerings and pricing.
- Identify potential shifts in demand due to economic or market changes.
- Forecast future sales based on various pricing strategies.

Insights from the Market Survey

While the specific details of the survey are not provided here, typical
findings might include:

- Consumer willingness to pay more or less for the television.
- Emergence of new competitors or alternative products.
- Changes in consumer income levels or preferences.



- Potential demand at different price points.

Understanding these insights is critical for making strategic decisions such
as adjusting prices, launching new models, or expanding marketing efforts.

---

Demand Analysis and Price Elasticity

Fundamentals of Price Elasticity of Demand

Price elasticity of demand measures how sensitive the quantity demanded is to
a change in price. It is calculated as:

Price Elasticity of Demand (E) = (% Change in Quantity Demanded) / (% Change
in Price)

- Elastic demand (|E| > 1): Quantity demanded is sensitive to price changes.
- Inelastic demand (|E| < 1): Quantity demanded is relatively insensitive to
price changes.
- Unitary elastic (|E| = 1): Percentage change in demand equals percentage
change in price.

Applying Elasticity to the Scenario

Suppose the market survey indicates that:

- If the price is decreased by 10%, the demand increases by 15%.
- If the price is increased by 10%, demand decreases by 12%.

This suggests a demand that is somewhat elastic, meaning consumers are
responsive to price changes.

---

Potential Strategies Based on Market Survey Insights

1. Adjusting Price for Increased Revenue

If demand is elastic, lowering the price could lead to a disproportionate
increase in sales volume, potentially increasing total revenue.

- Example: Reducing price from $450 to $405 (a 10% decrease) might increase
sales from 1000 to approximately 1150 units (a 15% increase).

Expected Revenue at New Price:

- 1150 units × $405 = $465,750

This increase in revenue suggests that a price reduction could be beneficial.



2. Price Increase to Maximize Profit

If the demand is inelastic at certain price points, increasing the price
could lead to higher revenue.

- Example: Raising the price from $450 to $495 (a 10% increase) might
decrease sales to around 880 units (a 12% decrease).

Expected Revenue:

- 880 units × $495 = $435,600

In this case, revenue decreases, indicating that raising prices might not be
favorable unless profit margins are significantly improved.

3. Market Expansion and Product Differentiation

Based on survey insights, the manufacturer could:

- Introduce premium models at higher prices targeting different segments.
- Offer discounts or promotional bundles to boost sales.
- Expand marketing efforts to reach new customer segments.

---

Strategic Considerations and Decision-Making

Balancing Price and Volume

The key to maximizing profit lies in balancing the price point with expected
sales volume, considering:

- Cost of production: Ensuring prices cover costs plus desired profit margin.
- Market demand elasticity: Understanding how sensitive your consumers are to
price changes.
- Competitive landscape: Assessing how competitors’ prices influence consumer
choices.

Scenario Planning

Manufacturers should develop multiple scenarios:

| Scenario | Price | Expected Sales | Total Revenue | Notes |
|------------|--------|------------------|--------------|--------|
| Current | $450 | 1000 units | $450,000 | Baseline |
| Lower Price| $405 | 1150 units | $465,750 | Potential for increased revenue
|
| Higher Price| $495 | 880 units | $435,600 | Revenue might decline |

Long-Term Strategic Moves



- Invest in product innovation to justify higher prices.
- Develop customer loyalty programs to reduce price sensitivity.
- Expand distribution channels to reach broader markets.

---

Additional Factors to Consider

Market Trends and Technological Advances

- Rapid technological changes can influence consumer preferences.
- Competitors may introduce new features or lower prices.
- Market surveys should be ongoing to adapt to evolving trends.

External Economic Factors

- Changes in disposable income, inflation, or economic downturns can impact
demand.
- Currency fluctuations may affect import costs and pricing.

Regulatory and Policy Environment

- Import tariffs, taxes, or regulations may influence pricing strategies.
- Environmental policies could lead to new product standards or features.

---

Conclusion: Making Informed Decisions

The scenario of a manufacturer selling 1000 television sets a week at $450
each, with insights from a market survey, underscores the importance of
demand analysis, consumer insights, and strategic flexibility. By thoroughly
understanding market elasticity, consumer preferences, and competitive
conditions, a manufacturer can optimize pricing, expand sales, and improve
profitability.

In today's dynamic market environment, continuous market research and data-
driven decision-making are essential. Whether to adjust prices, innovate
product offerings, or target new segments, the key is to leverage survey
insights and demand analysis to craft strategies that align with both
consumer needs and business objectives.

Remember: Successful market strategies are not static but evolve with ongoing
insights, trends, and competitive pressures. Regularly revisit your data,
monitor market signals, and adapt accordingly to stay ahead in the ever-
changing landscape of consumer electronics.

---

End of Guide
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