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[bookmark: _Toc190526567]INTRODUCTION
This essay’s aim is to analyse that the retail group of the super market industry has been dominated in the oligopoly market and have been facing the challenges throughout. The structure and the completion of UK supermarkets is increasing rapidly. UK super market industry has the oligopoly structure that is it have the imperfect competition. This structure consists of few firms which dominate the small firms or can dominate the whole market such as ‘big four’ in UK. These firms are Tesco, Morrion, Asda and Sainsbury (Bandy, 2022). These firms develop the various distinct advantage of the competition. The major concern is to get the higher profit and the brand recognition in the market. The relationships with the customers is also an important aspect of selling sand running the business.
[bookmark: _Toc190526568]MAIN BODY
[bookmark: _Toc190526569]Nature and competition of the market
The super market industries in UK have the high competition among themselves and various other business. These industries can be described as the market structure of oligopoly. The reason behind the oligopoly market are the industries is being dominated by the large firms and sectors working on the large scale basis. The oligopoly markets have high barriers to the entry of the new firms in UK. Establishing the high markets result to the high cost which may remain in the competition. The dominance in the top markets may create the level for interdependence in the super markets and also makes difficult for the smaller firms to enter into it. There are various reasons that can be classified for the super market in UK as the oligopoly market structure (Jebb, 2022).
High barrier in entering of the new firm- To enter into the new firm there is capital required, and there is requirement to establish the supply chain, and also to build the customer base and relationship with them which can be difficult for the new firm to compete in the market and sell their products effectively and efficiently.
Product differentiation on high level- The large scale firms and industries in the market offer variety range of product and services, and the new firms are not able to cope up with the already existing firms so this makes difficult for the new firms to build their business in the super market industry and then they fail to attract the customers.
Firm’s interdependence among themselves-The large firms’ actions have high impact on the small firms. The inter dependence may lead to the price collusion and the war between the prices and in this situation where these things takes place all the firms in this competitive phase fight in the aggressive manner so that they can gain the market share.
Competition of non-prices- The firms and the industry not only compete because of the prices but may also collide with the other factors that affect the brand image of the super markets such as quality, design, featured, and many more things related to the production and selling of the goods. The small retailer who set up the business meet the direct competition with the large organisations the super markets are extremely competitive. These firms develop the various distinct advantage of the competition. The major concern is to get the higher profit and the brand recognition in the market. The relationships with the customers is also an important aspect of selling sand running the business. The super markets industries always seek to build relationship with the stakeholders and the investors. These relations also include the staff who work in the retail industry. The super market should ensure that the staff and the employees should feel motivated while working. The training of the staff is also considered to be an important factor so that they can give a better customer service and the customers get the full satisfaction and also have the better experiences. This may add the value to the super store and can be beneficial for the super stores (Tench, 2021).
[bookmark: _Toc190526570]Theory of firm
The structure and the behaviour an individual can predict can determine the influence of the industry effectively and efficiently by managing the strategies. UK super market industry has the oligopoly structure that is it have the imperfect competition. This structure consists of few firms which dominate the small firms or can dominate the whole market such as ‘big four ‘in UK. These firms are Tesco, Morrion, Asda and Sainsbury. This essay is structured in a specified way which can explain the relationships of the organization and how the super market industries in UK work with the characteristic of oligopoly that may can imperfect competition also. The competition if efficient to construct it in the ethical essences so that it can have the pure and adequate knowledge in the field of competition. Most of the majority does no compete with the other firms but some of the big organizations are the price taker and they also compete in the aggression on the frequent basis. Thus, the market always holds the imperfect competition and the monopoly of the market structure.
Relationship between the market and the other organizations- Some of the essential approaches is the policy of competition that majorly have the 3 aspects that are the structure of the super market, performance of it and how the super market conduct the work. These are the traditional point of working which can emphasis the market and also show about the concentration of the business. The super markets in the imperfect competition may criticise the market and may have the problem that the super markets can be apprehensive. These market condition may abuse and neglect the working of the structure in the tendency of the modern world which can be more relevant in the functioning of the market. The major problem that an oligopoly market structure faces is that whether the agent of the economy is engaged to abuse the power of the market and violate the fair competition. These assessments and the state o competition because of the market necessities and the way it comprehends the functioning and the practice.
The structure of UK super market- The major stake or share has been adopted by the big four in the UK super markets. These super markets have around 59.52% share in the overall industry. Some of the field have the cooperative groups and have purchased the grocery to the extent of 49% in advance for the product to sell. There is the variety range of distinct operators in grocery which includes the symbol groups who are classified as the multi chain stores and have the single fascia where the ownership of the retail, stores can be disjointed. The all big four stores are manages independently and cannot operate in the one single brand symbol. This cop up with the similar symbol which operated in all the groups of the retail markets.
National concentration in the market- There is the wider range of variation in the grocery stores since 2002. The current, market leader in the super market industry which is leading in the present scenario is Tesco. The small market firms and some of the symbol groups have the lost market share. The higher boost in the concentration of the market is because of the concentration which has the expansion that can be driven by the Tesco because there was a decline for the company Morrison. Some of the wider trends in the market structure that are suitable for the market competition in the super market industry is the comparison of the grocery stores in comparison to the other countries in the field of grocery sector and also the national market concentration. The super markets have convinced the store sectors to operate along with the big firms. The choice made by the consumers to from the local level got limited to the extent as the market concentration was high in some of the areas (Keskin, 2023).
Lacking in price competition- The super market chains have adopted the system of shadow pricing and is form of the tacit collusion. The leading companies is being cutting off the price marketing campaigns and because of these campaigns some of the independent retailers went out of the working of the retail businesses of the grocery stores. The non-price competition in the oligopoly market structure can raise the demand for the development of brand and the brand loyalty for the customers. The consumers may engage in the utilization of some advertising strategies   . These policies can raise the share of the, market and may result in the enhancement of the quality and the services which gives the delivery in times and free servicing. The super stores can be opened for the longer hours and may extend the warranties of the electronic products. They can also offer the discount on the products and upgrade value to it. If there is extra sale of the retail store due to the advertising campaigns than it may be the most profitable strategy in the grocery store.
Price leadership is also considered in the oligopoly market structure. But all the minor firms go behind the industry in the policy of pricing. The model of the price leaderships can be the outcome of the quantity that is demanded by the industry amongst the groups and all other minor firms. The market power is the hugest power which can dominant for the super market industries and pushes all the minor firms’ backside. All the firms and the super markets which are being dominated by the market and are standing on the dominant position can be able to change the prices which are being prompted by the dominant super market. All the suppliers have high power of selling the products and this issue is the most arguable issue. The suppliers are been forced to provide the discounts to the bigger super market firms which drives the suppliers cost to the downside. Many of the suppliers have found that their profit margins have been cut by the super markets and they are enable to do the cost savings which have been conceded from one supplier to the other supplier.
 The oligopoly market structure have determine the market theory by the kinked demand curve. These kinked demand curve determines the interdependence of the firms. This demand curve is the dual demand curve which determines products on the basis of profitability. If the super market increases the prices and other firms or the industries leave the prices on the invariable basis then it can replace the effects of the super markets. This would result in the loss of the market share and the revenue is expected to fall but if the super markets decreases the prices of the products then the relative alteration is being smaller in respect of the change in prices that would be inelastic. Cutting off the prices in the situation when the demand for the products is inelastic that it would result in the collusion and in the total revenue there will be no effect of the market share.
This theory is used to analyse the behaviour of the oligopolistic market which have the versatile moves. In UK the super market supply chains are in competition with themselves for the market share as well as for the growth. There are various ways in which the retailers can grow such as commencement of the new stores in different areas, by advertising about their stores and the products they sell, by attracting the new segments of the customers, and also providing the best offers and reduction in the prices (Hasan, 2021).
[bookmark: _Toc190526571]Theory of demand and supply
The law of demand and supply refers to the fundamental economic right which describes about the price and products which are determined by the demand and supply. The demand is determined that what the consumer’s want to have and what are their needs whereas supply is determined that whatever the customers are in  need with they have that product available in the market or not. The law of demand and supply demonstrates that if the demand of the goods rises the price of the product also rises but if the demand for the product decreases the price also decreases. The law for demand works in the positive manner and this works on the qualitative statement. The market with the clear process balance the supply sand demands which can be graphically presented and the point where the demand and supply meets is the point of equilibrium. The point of intersections are the demand and the supply curves. The demand for the goods which are necessary for the people to live are inelastic in nature. The prices should satisfy the consumers and also the seller which can match the demand and supply. The understanding is based on the single mechanism that this concept of demand and supply is the relationship which have been studied buy the economists. These does not answer to the prices which can move in proportion. If the price can affect the change in the demand for the consumers than it will be termed as the price elasticity of the goods and services in demand and supply. The law of supply is based on the factor that how much the quantity has been supplied. The relationship between the goods and quantity supplied is a direct and no the inverse relationship. It may constraints the elasticity and the price of supply. Supply curve always slopes in the upward direction (Guasti, 2023).
[bookmark: _Toc190526572]Recommendations on the sustainable growth of super markets.
Sustainability has been playing the most essential role in the market economy.  The issues for the business and customers are same and the supermarkets have no exception to it. The impactful way that the super markets can become successful mas well as sustainable can be the reduction in the food waste. Super markets can build the strategy of inventory management, and in case of surplus foods the super markets can donate it. Another way where super markets can maintain the sustainability is that they can reduce the energy consumption and the consumption of water (Schneider, 2021).  They can also implement the strategy of putting the solar energy and the efficient lighting and many other things such as the heating systems and can invest in the renewable resources. The most important sustainable strategy that the super markets can develop is the use of the eco-friendly packaging. They can use the biodegradable and reusable products for the packaging and carrying of the products. This will also the demand for the eco-friendly products by the customers.
[bookmark: _Toc190526573]CONCLUSION
The essay on the topic management of economics analysed that the supermarkets are dominating the small firms and the small retailers of the grocery stores in the oligopoly market structure of the imperfect competition. This essay is structured in a specified way which can explain the relationships of the organization and how the super market industries in UK work with the characteristic of oligopoly that may can imperfect competition also. The competition if efficient to construct it in the ethical essences so that it can have the pure and adequate knowledge in the field of competition.
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