Non - competitive Markets

We recall that perfect
competition is a market structure
where both consumers and firms
are price takers. The behaviour
of the firm in such
circumstances was described in
the Chapter 4. We discussed that
the perfect competition market
structure is approximated by a
market satisfying the following
conditions:
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Non - competitive Markets

(i) there exist a very large
number of firms and
consumers of the commodity,
such that the output sold by
each firm is negligibly small
as compared to the total
output of all the firms
combined, and similarly, the
amount purchased by each
consumer is extremely small
in comparison to the quantity
purchased by all consumers
together;
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Non - competitive Markets

(i) firms are free to start (ii) a&g &1 IURT HW J¥AT 3Q ]

producing the commodity or to T A% 3 & fou wY w@d
stop production; i.e., entry and St ¥, suiq wdw S
exit is free 3 e et

(iii) the output produced by each . .
firm in the industry is (1) frdl Sem # gorw wH @ g

indistinguishable from the Scutfea frfa den =1 wd & g/

others and the output of any Idrfed foia & @i faviy (@
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Non - competitive Markets

> In this chapter, we shall
discuss situations where one
or more of these conditions
are not satisfied. If assumption
(il) is dropped, and it becomes
difficult for firms to enter a
market, then a market may not
have many firms. In the
extreme case a market may
have only one firm. Such a
market, where there is one
firm and many buyers is called
a monopoly. A market that has
a small number of large firms
is called an oligopoly. Notice
that dropping assumption (ji)
leads to dropping assumption
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Non - competitive Markets

> (i) as well. Similarly, dropping

the assumption that goods
produced by a firm are
indistinguishable from those of
other firms (assumption iii)
implies that goods produced
by firms are close substitutes,
but not perfect substitutes for
each other. Such markets,
where assumptions (i) and (ii)
may hold, but (iii) does not hold
are called markets with
monopolistic competition. This
chapter examines the market
structures of monopoly,
monopolistic competition and
oligopoly
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Non - competitive Markets

» SIMPLE MONOPOLY IN »49% d<IR ® 9EH THITHHR

THE COMMODITY MARKET > T dEIR &A1 ad & o
fadadl gl

> A market structure In

which there is a single
seller is called monopoly.
The conditions hidden in
this single line definition,
however, need to Dbe
explicitly stated. A
monopoly market structure
requires that there is a
single producer of a
particular commodity; no
other commodity works as
a substitute for this
commodity
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Non - competitive Markets
>EIR |1 o5k Agd 99 sk

> Market Demand Curve is

the Average Revenue Curve

> The market demand curve

in Figure shows the
quantities that consumers
as a whole are willing to
purchase at different
prices. If the market price
is at pO0, consumers are
willing to purchase the
quantity q0. On the other
hand, if the market price is
at the Ilower level p1,
consumers are willing to
buy a higher quantity q1i.
That is, price in the market
affects the quantity
demanded the
consumers.
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> This

Non - competitive Markets

iIs also expressed by
saying that the quantity
purchased by the consumers
IS a decreasing function of the
price. For the monopoly firm,
the above argument expresses
itselff from the reverse
direction. The monopoly firm’s
decision to sell a larger
quantity is possible only at a
lower price. Conversely, if the
monopoly firm brings a smaller
quantity of the commodity into
the market for sale it will be
able to sell at a higher price.
Thus, for the monopoly firm,
the price depends on the
quantity of the commodity
sold.
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Market Demand Curve.
Shows the quantities that
consumers as a whole are
willing to purchase at
different prices.
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Non - competitive Markets

» The above idea can be viewed »>3Wgad ¥R W TH 3@ sfe ¥ o

from another angle. Since the fimm
iIs assumed to have perfect
knowledge of the market demand
curve, the monopoly fi)m can
decide the price at which it wishes
to sell its commodity, and
therefore, determines the quantity
to be sold. For instance, examining
Figure again, since the monopoly
fiim i1s aware of the shape of the
curve DD, if it wishes to sell the
commodity at the price p,, it can
do so by producing and selling
quantity q,, since at the price p,,
consumers are willing to purchase
the quantity q,. On the other hand,
if it wants to sell q,, it will only be
able to do so at the price p,
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Non - competitive Markets

> These numbers are >3 @Rl &l Wifad § Th U H
depicted in a graph In 3iftsqg fear T T Y Mg SRR
Figure with prices on the g4 ¢ oo ypd gwda o w <t
vertical axis and quantities © ¥ o @ e TEEl @ R

on the horizontal axis. The .
prices that are available for S 91 <hitdi <l TCT @1 D 9 <R =

different quantities of the gl
commodity are shown by
the solid straight line D.
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Non - competitive Markets

> The total revenue (TR) >aw ! fahl 9 w4 g 9@ Sl Guifta
received by the firm from 3gr simg Ik fapg # € 9= &
the sale of the commodity TGS & ged Bt 2| w1
equals the product of the feaf W, e wsifia @ Y d T e

price and the quantity sold. |
In the case of the monopoly g TEH AKM AR Hh H AFA W

firm, the total revenue is it w21 11[1\1@2[ g ?‘ ‘_"\’,_Q'T'Wﬁﬂ
not a straight line. Its i fohd =t WGl & el & ®9 4 W™

shape depends on the Sl 21 31d: S9R 3<EW W
shape of the demand ¥l Gt = px
curve. Mathematically, TR =(10-0.5q) x q
iIs represented as a =10 q—0.5 o2
function of the quantity = q-uoq
sold. Hence, in our example
TR=p xq
=(10-0.5q) x q
= 10q - 0.5qg2
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> This is not the equation of >3g UG W™ THIHWT T&1 &I
a straight line. It is a I8 UEH  fgurdE gHieIn 2
quadratic  equation in . : '

g ot 9 | " s

which the squared term .
has a negative cofficient. HRUIHGD U glar 21 H Tl

Such an equation 3 gHiR 4 TH Il IR

represents an Inverted
vertical parabola e Frefya egtar 21




Non - competitive Markets

» The revenue received by
the firm per unit of
commodity sold is called
the Average Revenue (AR).
Mathematically, AR = TR/q.
In Table, the AR column
provides values obtained
by dividing TR values by g
values. It can be seen that
the AR values turn out to
be the same as the values
in the p column. This is o

only to be expected

TR Relation between Average Revenue and Total
Al = i Revenue Curves. The average revenue at any
level of output is given by the slope of the line

joining the origin and the point on the total
ap= £ =p revenue curve corresponding to the output
i level under consideration.
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Non - competitive Markets

>As seen earlier, the p values >34 f& wgat 2@ T 28, p I
represent the market demand e STl 0T 9k &l Y<iotd ¥l

curve as shown in Figure 6.2. 3 3 fe Yaifas B eutan R

The AR curve will therefore : R o
lie exactly on the market 39 3 G 9k 3l ST |11

demand curve. This is 9% W B ol I8 W HH 9
expressed by the statement sjfysgeq @ f& whifus wH &
that the market demand fau 9=R a9 @ sitga gyt
curve is the average revenue % = 2 1 e qf N

curve for the monopoly firm. .
Graphically, the value of AR "Il & el ot W & fau siem

can be found from the TR TUIfld &1 Hed el WYMME ok 49
curve for any level of quantity wrq fipen s gear @1 =8 J=fas o
sold through a  simple o o & wem @ <wfa w0 2

construction given in Figure . B S
6.3. When quantity is 6 units, & N9 HET 6 kAl =,

draw a vertical line passing JT&{d 318 W oI 6 ¥ Bl Th

through the value 6 on the 3IwFisR (@ el 2
horizontal axis
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»Total, Average and Marginal
Revenues

+This change In TR due to
the sale of an additional unit
iIs termed Marginal Revenue
(MR). In Table 6.1, this is
depicted in the last column.
Observe that the MR at any
quantity iIs the difference
between the TR at that
quantity and the TR at the
previous quantity
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Non - competitive Markets

»>In the last paragraph, it was
shown that TR increases
more slowly as quantity sold
iIncreases and falls after
quantity reaches 10 units.
The same can be viewed
through the MR values which
fall as q increases. After the
quantity reaches 10 units, MR
has negative values. In Figure
MR is depicted by the dotted
line. Graphically, the values
of the MR curve are given by
the slope of the TR curve.
The slope of any smooth
curve is defined as the slope
of the tangent to the curve at
that point
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Relation between
Marginal Revenue and
Total Revenue Curves.
The marginal revenue
at any level of output is
given by the slope of
the total revenue curve
at that level of output.
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Non - competitive Markets

»We can now conclude that
when total revenue iIs rising,
marginal revenue is positive, and
when total revenue shows a fall,
marginal revenue Is nhegative.
Another relation can be seen
between the AR and the MR
curves figure shows that the MR
curve lies below the AR curve.
The same can be seen in Table
6.1 where the values of MR at
any level of output are lower than
the corresponding values of AR.
We can conclude that if the AR
curve (ie the demand curve) is
falling steeply, the MR curve is
far below the AR curve.
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> On the other hand, if the » TEd 2T, afg i dwifa o=

AR curve iIs less steep, the F IO FH % T siEg
vertical distance between the
gyifa 9% ik diaa quifta 9

AR and MR curves is smaller.

Figure 6.5(a) shows a flatter @& 9 Stdi*R O & =l =
AR curve while Figure (b) 3ygfay (a) ¥ ug gy a9

shows a steeper AR curve.
For the same units of the SIEEURIE % Sidish (b) IR

commodity, the difference Il w1 gaumar eifusw 2
between AR and MR in panel o %! 90N 3hEAl o fau 374
() is smaller than the Trifa @ik ToE | % S99

difference in panel (b). IR e (a) ® A9t (b) HT srdam
1 B
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Non - competitive Markets
> Marginal Revenue and »dHE g9 3R A 1 +i9d

Price Elasticity of Demand

»The MR values also have a
relation with the price elasticity
of demand. The detailed relation
Is not derived here. It is sufficient
to notice only one aspect- price
elasticity of demand is more than
1 when the MR has a positive
value, and becomes less than
the unity when MR has a
negative value. This can be seen
in Table 6.2, which uses the
same data presented in Table As

increases, MR value becomes
smaller and the value of the price
elasticity of demand also
becomes smaller.
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> Recall that the demand > Q-3 o9& = a=n 4 9fg @il
curve is called elastic at a 3 wiwm wuifa ®1 qe9 ==ar & 3R
point where price elasticity is iy 57 g9 < =1 g st = @l
greater than unity, inelastic at __ 5 #fwe s ai a5

a point where the price _, - ,
elasticity is less than unity T 39 7% W& & 5&f Fwa o=

and unitary elastic when g @ At el @, I8 39 fag W
price elasticity is equal to 1. TI<EI Bl S@ %iHd o9 36 9
Table 6.2 shows that when &9 ®idl @ 3R S@ &Hd <9 1 o
quantity is less than 10 units, syex gt &, ot 4917 9% SHiE g o
MR is positive and the a1 2 e © <ot T 2 fF S
demand curve is elastic and e 10 Tl @ ®H Y a9 €iwe

when quantity is of more than . .
10 units, the demand curve is AU oAk Bt @ SR Wi o

inelastic. At the quantity level AR ® adl S HET 10 Thigal d

of 10 units, the demand curve 3fd& @ @ W o d=EH 31 AEN

is unitary elastic. %I 10 SHE o T W A T SHE
=SR2
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»Short Run Equilibrium of the
Monopoly Firm

»As In the case of perfect
competition, we continue to
regard the monopoly firm as
one which maximises profit.
In this section, we analyse
this profit maximising
behaviour to determine the
quantity produced by a
monopoly firm and price at
which 1t is sold. We shall
assume that a firm does not
maintain stocks of the
quantity produced and that
the entire quantity produced
iIs put up for sale.
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»The Simple Case of Zero >3 dN[d %1 9= feefq

Cost Suppose there exists a > Fﬁﬁﬂl 5 EIﬁ's‘ T 3 ay

village situated sufficiently . .
far away from other villages. ¥ FTHI g W Efed @1 §9 e

In this village, there is exactly § U&h & hall & 5o gt
one well from which water is guygsy Tqr 31 9t far s

available. All residents are .
completely dependent for “Hordchd & fae T]f ®7 9 Tt

their water requirements on FHT W i 2 HU BT Wl @
this well. The well is owned THl =afed & St 3T @ &l HU

by one person who is able to 3 5 & Foed & faa ds3 o
revent others from drawin
P J e ¥ fuarm 9% % & S

water from it except through )
purchase of water. The &1 ¥ & 39 HU U Jd HI HA
person who purchases the 9 g Wd & S e 21
water has to draw the water

out of the well.
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Short Run Equilibrium of
the Monopolist with Zero
Costs. The monopolist’s
profit is maximised at
that level of output for
which the total revenue
iIs the maximum.
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>l °d ¥@ifad & 9uH
d  GUIT, 3itHd gy«

»Figure depicts the same TR,
AR and MR curves, as In
Figure The profit received by
the firm equals the revenue
received by the firm minus
the cost incurred, that is,
Profit = TR - TC. Since in this

case TC is zero, profit is
maximum when TR IS
maximum.
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»Comparison with Perfect

Competition

We compare the above outcome with
what it would be under perfectly
competitive market structure. Let us
assume that there is an infinite number
of such wells. Suppose a well-owner
decides to charge Rs.5/bucket of water.
Who will buy from him? Remember that
there are many, many well-owners. Any
other wellowner can attract all the
buyers willing to buy for Rs. 5/bucket,
by offering to sell to them at a lower
price, say, Rs. 4/bucket.. Some other
well-owner can offer to sell at a still
lower price, and the story will repeat
itself. In fact, competition among well-
owners will dnve the price down to
zero. At this price 20 buckets of water
will be sold.
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»Through this comparison,
we can see that a perfectly
competitive equilibrium
results in a larger quantity
being sold at a lower price.
We can now proceed to the
general case involving
positive costs of production.
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>Using Average and Marginal curves > 3itqd 3R ®iWd 9% o 991 gN

»The analysis shown above can also >3 fagaaur =t 3t9d T Hiu| 9y
be conducted using Average and & e G div @A & UANT B A
Marginal Revenue and Average and favafoq frar s g%ar &) a=ft g8 faf

Marginal Cost. Though a bit more
complex, this method is able to exhibit aigt wifea g, g T9d UshH i 3T

the process in greater light. weedr | 9&d fRan ST gehdl 2l
> In Figure 6.8, the Average Cost » taifas 6.8 ® 3ffgd «rd, qen

(AC), Average Variable Cost (AVC) and wiuiq < o =t #iT (39d @wifa) o

Marginal Cost (MC) curves are drawn oon wAmiq gyiftq 9% & @1t <o T &)

along with the Demand (Average > cwe & fE g % A9 T W W
0

Revenue) Curve and Marginal Revenue ) ) k N
crve. ) 9 @ quifta X daid org W) 8§ 391 2l

> It may be seen that at quantity level <93 I8 e f& 9% hl Tk AfafEd s
below q0, the level of MR is higher than & fa%a ¥ Y T guifa o gfg 39
the level of MC. This means that the gfyfieq s &1 ST ora o gfg @
increase in total revenue from selling stfr =t 2

an extra unit of the commodity is

greater than the increase in total cost

for producing the additional unit.
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»On the other hand, if the fim >3ad sy, afk wd g, 9 sifus ==
was producing a level of output § fafq 313 Tl % T 9H |
which is greater than qy, MC is apg o Ui @ sifus e 2
greater than MR. This means sfur @% * fF Frla 91w @R

that the lowering of total cost by \ .
reducing one unit of output js T P 8 P A W St FH B

greater than the loss in total g, 9% 3@ Sl % RV pA U@ A
revenue due to this reduction. It &3 @11 ¥ 3If® =it 21 o@: wd &
is therefore advisable for the firm fau a8 Sygeq @ f& g friqa & =@
to reduce output. This argument o g8 qch d9 a% FHIEE W 9
would hold good as long as the o g or T duE gufa a5
MC curve lies _above the MR ¥ @ aafed @m 3k Y e

curve, and the firm would keep )
reducing its output. Once output fria & @+t &1 I @it T aR

level reaches q,, the values of frld «R & q, W Tgat W HH@
MC and MR become equal and <ld R " gy o Hod HHIH
the firm stops reducing its @ ST 3R ®H (A frfa & =+ =
output. UAF 2
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>»At q, the firm will make >q0 W Y ATYHdT 9 9T

maximum profits. It has no
incentive to change from (..
This level is called the
equilibrium level of output.

output corresponds to the
point where the MR equals
MC, this equality is called the
equilibrium condition for the

monopoly firm.

Cxeil

g9l q, ¥ dRadT HE @

His 9

X

g1 T8l Bl T W &l

friad &1 g WX &ed B 9fe
Since this equilibrium level of finfqg =71 I8 qqe &R 39 fag
Hioid o o Se) gl 2?1 39

A

%8d 2

&l TR ®H gR
output produced by A gapfeg fipfg & fau GgeE # I
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»Comparison with Perfect
Competition again

+We compare the monopoly
firm’s equilibrium quantity
and price with that of the
perfectly competitive firm.

>YA: QUi gfaeqyi 9 o

“*3Td TH THMYBRT ®H HI Gqel

I &HWd & oA

qr

ot

yfaogaf ®H w1 dqed wEn iR

HHd @ H IJg ®W T+

ot

Recall that the perfectly yprut wd wiwa whersd @i

competitive firm was a price
taker. Given the market price,
the firm In a perfectly
competitive market structure
believed that it could not
alter the price by producing
more of the output or less of
it.

21 9f 9= $iFd < g3 sl

Ui gfqeudicds dNIR - G
wd Iz fagam &t @ @

di
X
d9e

frila &1 9=t &1 fys I &4
IAURA Hich HIHd Hl &l 9]k

ghdl =
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> In the Long Run

+*We saw in Chapter 5 that with free
entry and exit, perfectly competitive
fiims obtain zero profits. That was due
to the fact that if profits eamed by firms
were positive, more firms would enter
the market and the increase in output
would bring the price down, thereby
decreasing the eamings of the existing
fils. Similarly, if fims were facing
losses, some firms would close down
and the reduction in output would raise
prices and increase the earnings of the
remaining fiimms. The same is not the
case with monopoly firms. Since other
fiims are prevented from entering the
market, the profits eamed by monopoly
fiims do not go away in the long run.

>Jeera o

WA - 5 °, g @1 foh faiy gawn
3 dfgdta o @y qui gfaeaef wd 3=
1Y 9T« ¥l @1 SHHT HRUT 98 o1 T
qfs ®wd o g iffa o\ wAITE R,
9<IR H 3ffyes @ offuer wdH ydavr A
IR frfa ¥ gfg =it fSod +iwg ==
St 3R 3qd faem &d & IS ®
B9 B @ SE aE Ak wd =R &t
fafqa & g @@ 8 ®H IART 9] A<
Mt IR fvia o fiee smwit, foa«
wimg ¥ gfg s Sk Higg wH
SUSH A deiad sl ThIfHerl ®H o
fau w@t feafa =€t &t 21 9f% o=
Ul o SR | 999 W Yid€y ®dl @
HIfT Uiyl ®H &l SUSIA SrEhld
dh o1 @dl 2l
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>Some Critical Views >HS ACacds Hd
“+We have seen how a monopoly gy 2@ <oh @ f& TH TmIaw[
will typically charge higher prices fafere w9 @, T Wuias ®H ok

than a competitive firm. In this
sense, monopolies are often Irden s ®iwd agaa 21 g9 e

considered exploitative. However, ¥ THIU®RI ®I SgdT WU o
varying views have been expressed <di 21 I€fd THIHER & a9 o

by economists conceming the gfsifort 3 fiaga-fa= a9 gHe o7

question of monopoly. First, it can c
be argued that monopoly of the kind g1 9uM, I8 doh fEa W @ fd SW

described above cannot exist in the fSe g&R o ThIYhR il ATSAT i
real world. This is because all & &, 98 drfas <vd@ W & URM

commodities are, in a sense, Jar 3| FTH BT I & # FE T #E
furn s because of the fact that all T U @ 31w whfer et
2, gfe oifam favatww o s =t wifta

the fiimms producing commodities, in |
the final analysis, compete to obtain s fqU ¥HI o¥g IURH HAI Hl

the income in the hands of yfgogyl Iugieart wW & A

consumers. % |
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>»OTHER NON-PERFECTLY
COMPETITIVE MARKETS
»Monopolistic Competition
+*We now consider a market
structure where the number
of firms is large, there is free
entry and exit of firms, but
the goods produced by them
are not homogeneous. Such a
market structure is called
monopolistic competition.

>3 qui giqeudiifed «=IR

> ThITHRII qfaeadl

03d TH Th THI IR &1 W
®THI afus Bidt & R wmAT &
frafy yaw R sfeiaa st @,
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»>This kind of a structure is more
commonly visible. There is a very large
number of biscuit producing firms, for
example. But many of the biscuits being
produced are associated with some brand
name and are distinguishable from one
another by these brand names and
packaging and are slightly different in
taste. The consumer develops a taste for
a particular brand of biscuit over time, or
becomes loyal to a particular brand for
some reason, and is, therefore, not
immediately willing to substitute it for
another biscuit. However, if the price
difference becomes large, the consumer
would be willing to choose a biscuit of
another brand. A consumers’ preference
for a brand will often vary in depth, so the
change in price required for the
consumer to change her brand may vary.
Therefore, if price of a particular brand is
lowered, some consumers will shift to
consuming that brand. Lowering of the
price further will lead to more consumers
shifting to the brand with the lower price

>34 YR I &1 AWM W @ &l el
2l foepe &1 SR $1 9« 3R® wH 3k
3T B g g foaipe o9 ois ™ 4 I
? 3R 3§ o M IR Yohfsm & «Ru I
Th-gR @ foq &) ¥ @R 0 9 #ieT AW
Tl 81 ¥R-R Iyt &l T fa9iv oie 9
fotpe @M #1 3Mka Us Wt @ st Tt
SN0 9 9 39 gfd FrSEM 8 S &1 o: 4
34 favie die & faspe &1 s faegpe 4
MU= & o fau Sieg 3=g% &I &4 2
foq Afs FIHa & o fee & a SuHian
W oIS dlet fa&pe &1 999 &N ARAI Th
3qAiEl &t fhdl oie oh qfd AfYHE *1 TEUs
HAT-3AT Bl @ sEfGT U AiS &l Ko
o fog =ima 4 Wfadd o STer-te gl
ara: afs fedt faviy sl &1 *iaa 9 &
SUMIHAT 39 S hl I A oh g Ig]
IR B M T: FHd ®H ®H 4
Afys-g-3ifysh IUAIASTt &1 A HiUd drell
S Hi AN T AN
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>»Hence, the demand curve faced by the firm is not horizontal
(perfectly elastic) as is the case with perfect competition.
The demand curve faced by the firm is also not the market
demand curve, as in the case with monopoly. In the case of
monopolistic competition, the firm expects Iincreases In
demand if it lowers the price. Recall that the demand curve
of a firm is also its AR curve. This firm, therefore has
downward sloping AR curve. The marginal revenue is less
than the average revenue, and also downward sloping. The
firm increases its output whenever the marginal revenue is
greater than the marginal cost. What does this firm’s
equilibrium look like? The monopolistic competitive firm is
also a profit maximizer. So it will increase production as long
as the addition to its total revenue iIs greater than the
addition to its total costs. In other words, this firm (like the
perfectly competitive firm as well as the monopoly) will
choose to produce the quantity that equates its marginal
revenue to its marginal cost.
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> How do Firms behave in >3eqifyer d ®H Hha =UGER

Oligopoly?

+If the market of a particular
commodity consists of more
than one seller but the
number of sellers is few, the
market structure is termed
oligopoly. The special case of
oligopoly where there are
exactly two sellers is termed
duopoly. In analysing this
market structure, we assume
that the product sold by the
two firms is homogeneous

the product, produced by any
other firm.

39 IR 9&EAT &l SUIgehR
Hed 81 ACUMYBR HI TH fauiy
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> At one extreme, firms could
decide to ‘collude’ with each
other to maximize collective
profits. In this case, the firms
form a ‘cartel’ that acts as a

monopoly. The quantity
supplied collectively by the
industry and the price

charged are the same as a
single monopolist would have
done.

>Tsh qUhISSl oh ®9 §, B 30
Wwﬁaﬁﬁwmﬁ%

fog, T S o WU ‘"Wie-3
FE HT PO & Ghdl B
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>At the other extreme, firms »>TEd WSl & &9 H, ®H Th
could decide to compete with {{Tl g yfgouaf @ &1 fofg &
each other. For example, a firm gt ¥ of : Y

may lower its price a little below N
the other firms, in order to AMRfod w3 o foa, T ®H A9l

attract away their customers. SIHd 1 3 ®HI 9 941?:1 hH hY
Obviously, the other firms would 2| Tgseqa, ERSE] wH ot Tgr g &Y
retaliate by doing the same. So 3. gfygr A7 T YHR SNIR

the market price keeps falling as
long as firms keep undercutting #iHd iRl wdt @, 59 ah B Th

each others’ prices. If the T ! hiual bl ‘SASTHe’ &l 2
process continues to its logical af< a8 ufshar AU dwaTad fishs
conclusion, the price will have q& wet &, @ $iua, dHid @FE
e Gt it et 00 . . oif 9,
than the marginal cost). Recall ' 4 &1 W qfd T H)1 AR

that this is the same as the ®I5@, f& a® ag @ SR goiaa
perfectly competitive price. gfdeqgicdesh o [Hd|
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»>Monopoly » THITYHR
»Monopolistic Competition > ThTiaRi gfaeadl

> Oligopoly. >
YR



