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[bookmark: _Toc85493398]Monopolistic Market
This market is a situation of only where only one company offer the services and products to the public. In this type of the market structure, a single company covers the whole market structure and also possess the control on the price of the products or services. These types of the market have all the possession of the natural resources that are required for the manufacturing of the particular goods. This type of the market is a price maker it means that the price of the goods and services are determined by the company on the basis of the targeted profit, cost, and revenue.  The market which is trying to cover all the market share by offering the products and services to the target audience is termed as monopolistic market. In the monopolistic competition, products or services offered by every company is differentiating in one or in another manner. They are not perfectly substitute of each other but the change in the strategies of one competitor impact on the market share of another company. A new entity cannot easily enter in this market place as like in the case of the perfect competition in this competitive market every company try to cover the maximum market share by adopting different strategies and policies. Some companies cover the large market portion while some of them cover less market share. This depends on the various market factors as well as strategies adopted by the business. The competition of the monopolistic is somehow between the perfect and monopoly competition. To get the maximum market share, the companies have to advertise heavily to convey the characteristics of their products and services to the public. A market is defined as a monopolistic market if it fulfills the following characteristics-
· Barriers to Entry and Exit- A new entity cannot easily enter into the market due the patents, government licenses and copyrights issues. In the monopolistic market, other companies cannot easily enter into the market segment as only one supplier controls the manufacturing and supply of the particular product or service. 
· Single Supplier- This type of the market is regulated by only one supplier and the demand of the market is equal to the products or services offered by the company. 
· Maximum Profit- In this type of the market structure, the business maximizes profit. A firm can set the price high and earn the maximum profit. 
· Unique Product- The products offered by the business in this market structure is unique. In the monopolistic market, there is no close substitute of any product or service.
· Discrimination of Price- The companies decide the price of their goods and services. These prices can be changed as per the requirement of the business or to fulfill the particular demand. Price discrimination is a situation where the company sells its services or products to the customers at the different prices (Deo, 2020). 
This monopolistic market come into existence because of the below mentioned reasons-
· The company operate in this market segment controls the supply of the required natural resources and this company may restrict the supply of these resources to other companies. 
· There is no close substitute of the goods and services in this market segment and the company controls the price of these goods and services in the market.
· The government also provided some rights for the production of that particular goods and services.
· This market sometimes come existence because of the innovation and technology advancement. 
· The legal barriers for the new entity to enter in the market such as patents, copyrights, and licenses.
[bookmark: _Toc85493399]How the competitors in the market compete
The rivalry between the companies to achieve the maximum share of the market is termed as competition. The firms compete with each other for achieving the desired revenue, market share, and the profit. This competition in the market are motives the different companies to perform well and utilize the resources in the business in efficient as well as in effective manner to achieve the objectives of the organization. The sales of the business can be increased by maximizing the 4 P’s of the marketing mix. These 4 P’s of the marketing mix stands for Product, Price, Promotion, and Place. The one of the crucial and important step for the business is to understand and designing the right strategy by using these 4 P’s of the marketing mix to achieve the desired level of the market share. A business should analyse its competition in the market before entering in to it and if it fails to do this than the business might fail to establish itself in the market. If the business is not aware about its competitors, their strengths and weaknesses, the business will fail to get the advantages of the competitive benefits. The one of the important and critical requirement for any business is to get the information about the competitors’ products or services and their strategies to remain in the business (Turner et al, 2018).   
[bookmark: _Toc85493400]Monopolistic Market vs Perfect Competition
	Monopolistic Market
	Perfect Competition

	Only one firm operates in the market
	Multiple firms operates in the market

	Control on the Price of the products and services
	The companies in this market segment do not have any control on the market price.

	Firms in the market segment are price maker.
	Firms in this market structure are price taker.

	Firms cannot easily entry in this market because of the various patents, copyrights, and copyrights. 
	There is no entry and exit of the firms in the market.

	Demand and supply are controlled by the producer.
	Demand and supply are influenced by the market forces. 





[bookmark: _Toc85493401]Monopolistic Competition Graph
[image: Monopolistic Competition - definition, diagram and examples - Economics Help]
Source (economicshelp, 2020)
This market competition defines that there are many sellers in the market and the product of each seller is similar but not identical. The sellers in this market structure controls the profit to some extent. 
Perfect Competition Graph
[image: Diagram of Perfect Competition - Economics Help]
Source (economicshelp, 2020)
This market structure defines that there are large number of the buyers and sellers in the business and it is assumed that the everyone have the perfect knowledge about the product and services offered by the sellers. 
[bookmark: _Toc85493402]Typology Matrix
	Reputation Seeking – Improving the quality of products, customer satisfaction.
	Excellence Seeking- High profit conversion, large market share

	Minimalist- Improving the areas to grow the business, creating more freedom.
	Value Driven- Contributing the profit share for the development of the society, improving the working environment of the business. 
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i. Direct Competitors- These types of the competitors offer the same services and goods to the same targeted audience, in the same market segment, with the same objective of the achieving profit, sales volume, and the share of the market. It means that direct competitors are those who offer the same goods and services and target the same audience and also distribute their offerings in the same market segment. These types of th competitors first come into mind of any management before framing the policies and designing the strategies. A business should recognize its potential competitors for framing the strategies to cover the maximum share of the market. To overcome these type of the competition, a firm should keep an eye on the policies and strategies of its competitors and also provide some additional benefit to its customers. These competitors manage their costs and profit by adopting the different market strategies. Example of the direct competitor is Burger King and McDonald’s.
[bookmark: _Toc85493404]Management of the Cost and Profit 
The company in the perfect competition adopts the same type of the strategies to attract the targeted audience. These firms cost get the normal profit in the long run and the change in the strategies of one firm impacted the strategies of other firm. The cost of the manufacturing and providing services may differ as per the model adopted by the business. The investment model and the customer preference impact the cost and the profit of the business. 
[bookmark: _Toc85493405]Marketing Strategies
The company should adopt the different market strategies to get the advantage of the competition. The combination of the marketing mix may differ company to company and the business should build the direct relation with the stakeholders to get the advantage of the competition. The use of the 5 P’s of the business that are product, price, place, promotion, and people helps the business in get the control over the cost and the profit of the company’s profit. The company can reduce its cost by reducing the amount of the advertisement, and by providing the best customer services (Indounas, 2018).   
ii. Indirect competitors- These competitors are those who offer the same goods and services but their goals are different. Indirect competitors adopt different policies and strategies to cover the maximum share of the market, to increase the sales volume, and to get the maximum level of profit. Almost all the companies are involved in the indirect competition. As per these types of the competitors, the products and services offered by them the targeted audience is same but the combination of the 4 P’s of the marketing mix that are product, place, price, and promotion are different. Indirect competitors also want to cover the maximum market share, grow the revenue of the business and maximize the profit and for this, these competitors use the marketing mix differently and also adopt different policies and strategies to achieve the objectives of the organization. A company may use the advantage of the competition and tailor the marketing mix of the business can create an advantage for the firms’ products and services.  Example of the direct competitors is Subway and McDonald’s.
[bookmark: _Toc85493406]Management of the Cost and Profit
The company should adopt the differentiate cost and profit model to reduce the cost of the goods sold and to improve the profit of the business. The business can reduce its cost by providing better services to its customers that will help in attracting the potential customers and the business will get the advantage of the bulk manufacturing. The company can also increase its sales by reducing the price of its products and services to generate the large amount of the revenue. The use of the technology innovation will also help the business in reducing the cost of the products and services and maximize the profit. 
Marketing Strategies
The different market strategies helps the business in differentiating their product and services in the business. These strategies are used by the management to control the cost of the goods and services, satisfy the needs of the targeted audience, and to differentiate the business from its opponents, and also to add their values in the business. The company uses the marketing mix combination in the different way to achieve the desired profit. The combination may include the differentiation on the product functionality, offer the additional benefits to the customers such as provide them discounts, allow the customer to purchase on credit, and many more (Indounas, 2018).   
iii. Replacement Competitors- These competitor are also known as phantom competitors. These type of the competitors deals in the products and services that are different from the categories and type in which the business deals. But these competitors can attract the target audience towards their business. These types of the competitors are difficult to find as they provide the substitute of the products and services in which your business is dealing. The one of the important factor is that the  business customers’ defines the competition and replacement competitors are challenging competitors for the business. To get the advantage of the competition, business should interview its customers and use other methods as well to get the feedback about the product and also to know about their additional requirement. Example of these types of the competitor is Stouffer’s frozen meals and McDonald’s.  
Management of Cost and Profit 
The main objective of any business is to reduce its cost of the production and maximize the profit. The company should adopt those management techniques that will help in reducing the amount of the manufacturing cost. The company can prepare the budget as per the funds availability and the requirements to perform the various functions and company also set a target to achieve the desired profit. The preparation of the budget will help the business in efficiency of various staff in performing the various tasks as well as to reason of the variance in the various activities.
Marketing Strategies
The main target of these competitors is to attract the more potential customers, improve the sales volume, and maximize the profit. The marketing mix strategies such as promotion, product, people, price, and place. The company uses these strategies to maximize their sales volume, increase the share of the market, and to maximize the profit. The business may provide the additional benefits to its customers such as warranty, packaging, and many more to attract the more customers towards the business that will help in maximizing the revenue. Company should charge the affordable prices and also provide additional benefits such as discount on cash, and credit terms. Promotion of the products helps the business in communicating the benefits of the products to the targeted audience. Promotion includes the items such as advertising, sponsorships, and public relation activities (Indounas, 2018). 


The individual marketing strategies of the business differ because of the combination of the marketing mix use by the business to control the targeted market and satisfy the customers-
	Product
	Price
	Promotion
	Place 
	People

	Quality
	Selling Price
	Media
	Market Coverage
	Employee Portrayal

	Functionality
	Credit Terms
	Sponsorships
	Distribution Channels
	Service Provided

	Packaging
	Discounts
	Message
	Location
	Appearance

	Appearance 
	Price Matching Services
	Advertising
	Logistics
	Attitude

	Warranty
	Payment Arrangements
	Public Relation Activities
	Service Levels
	Customer Service
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Marketing 101: Define your competition
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