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[bookmark: _Toc96954176]Introduction
In economics, market structures refer to the different industries and their classification along with the differentiation based on the degree and nature of competition for goods and services. In this context, the essay will provide an insight into different possible market structures like perfect competition, monopoly, duopoly and oligopoly while analysing their effect on managerial decisions. The evaluation will be done with the help of appropriate examples and economic theories.

[bookmark: _Toc96954177]Discussion
The market structure is a concept that can be defined as the setting in which the organsiations obtains competitive discipline. In other words, it can be described as the way through which the organisations can receive the rule of competition. Every organisation, irrespective of its industry, sells goods and services under different market conditions. These conditions can be referred to as market structure. Therefore, the study carried out by Oláh et al. (2019) revealed that market structure at the key qualities of a market comprising the number of organisations, the resemblance of the product of the services that are being sold by them and the ease of entry into the market as well as the ease of exit from the market. In this context, many market structures are available which are perfect competition, monopoly, duopoly and oligopoly.
According to the theoretical underpinning of Maghfuriyah et al. (2019), perfect competition is a market structure in which an abundant number of buyers, as well as sellers, operate freely. In addition to this, homogeneous commodities are sold at a uniform price. The crucial feature associated with this market structure is unlimited contestability that is there is no barrier to entry along with the prevalence of an unlimited number of producers as well as consumers. Along with this, perfect competition has a perfectly elastic demand curve. This indicates that the market demand for merchandise is directly tied to the price; therefore, the claim for a particular product is infinite at a specific rise and the price change would eliminate all the demand for the product (Thisse and Ushchev, 2018).
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Another vital feature associated with perfect competition market structure is that the buyers, as well as the sellers, have comprehensive and impeccable knowledge about the prices and products due to which it has been possible for the market to achieve a uniform price level. Along with this, there occurs perfect mobility of factors of production from one organisation to another throughout the economy. Moreover, the employees also can move amid diverse jobs that require different skills and can be learnt easily. This is the reason due to why there is perfect competition in the market of factors of production (Hollenbeck and Uetake, 2021). 
 Along with this, as a purely competitive organisation is a price taker, therefore, the managers of such organisations can maximise their financial profit or minimise their loss only by altering their output by changing the number of variable resources that are being used by the company. In the short run, the profit maximisation can be calculated by subtracting the total cost approach from total revenue or the marginal cost approach from marginal revenue. On the other hand, in the long run, an Organisation associated with a perfect competition structure can change the size of its plant or any input used for producing a product achieving equilibrium. Some examples of perfect competition include agriculture in which the products are very similar, and a uniform pricing is made for each commodity. In addition to this, there are several buyers and sellers for agriculture-based products. Therefore, the manager associated with organisations who are operating in a perfect competition market will have to slow with the demand of the market to develop its decisions. Along with this, while making managerial decisions related to the supply of the product in the perfect competition market structure, the prevailing demand must be considered so that necessary actions can be taken for meeting the supply-demand in the market. if these aspects are not taken into consideration by the managers of the organisations for operating in the perfect competition market, then it is lost on the customers. This is because other suppliers are also available in the market with similar types of products.
In economics, the next vital market structure is a monopoly. In this form of market structure, a single organisation is a sole seller for a particular product for which there is no close substitute. This is the reason why monopoly is the extreme reverse of perfect competition. The monopolistic competition was first documented by American economist Edward Chamberlin and English economist Joan Robinson. The crucial characteristics associated with monopoly competition includes the prevalence of only one producer of a product which could be due to some natural conditions existing in the market. Apart from this, Monopoly could also arise because of some lawful restrictions in the form of a patent, sole dealership, copyright, stale Monopoly and many more. In this regard, the study carried out by Alhadeff (2020) revealed that due to the prevalence of only one seller in the market; there is a likelihood that any alteration in the supply plans of the manufacturer could have a considerable impact on the market price. This is the vital reason due to which a monopolist is also referred to as a price maker.
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Another crucial feature associated with this market structure is that there is no other product that could substitute the original product that has been manufactured by the monopolist. Consequently, the elasticity of demand for the commodity that is sold by a monopolist is relatively inelastic. Along with this, a significant restriction exists concerning the entry of new organisations in this domain. This could be either due to the ownership of strategic raw materials or even due to extensive knowledge of production required. Other than this, the patents and the rights belonging to the original manufacturer could also affect the ability of new organisations to enter the market. This is the vital reason that leads a monopolist to earn a huge amount of profits from their products. Another crucial reason associated with the barrier to entry in a monopoly market structure is the existence of large Economies of scale. This takes place in areas where the lowest unit cost and lowest unit prices for the customers rely on the presence of a small number of large organisations. 
In other words, it can be stated that is only one organisation can provide the commodity at lower prices than any other organisation; therefore, it makes it difficult for other companies to enter into the market in the same product domain (Durand and Milberg, 2020). In addition to this, the study carried out by Aryal et al. (2018) revealed that price discrimination is another significant feature of a monopoly market structure. The discrimination occurs when a similar product is sold at different prices to different purchasers. This discrimination is done for maximizing profit. Moreover, as the consumers will not be able to receive any close substitute of the product; therefore, it further facilities the process of price discrimination.  Many small businesses are found to function under monopolistic competition conditions. It would also include self-reliantly owned and operated high Street stores as well as restaurants. Every restaurant possesses a unique element that is not possible for its competitor to copy. Similarly, monopolistic competition also exists in consumer services like hairdressing. 
However, while making managerial decisions related to price, the monopolist needs to consider the laws of cost. In addition to this, in the long run, the output could be produced under the law of diminishing cost, increasing cost and constant cost. Another market structure is the duopoly. This is the type of oligopoly in which two main corporations operate in a market or industry for producing a similar type of Guda for providing the same service to the target market. The crucial component associated with this structure is the way by which the two organisations interact with one another and the way they affect each other. According to the theoretical underpinning of Najafzadeh et al. (2021), in a duopoly market structure, the entire market is controlled by two companies virtually for the commodities and the services that are being produced and sold by them. However, it provides the provision for other companies to operate in the same space but they cannot be considered as the major part of the competition. Hence it is those two companies that play a crucial role in shaping the market in which they operate by their interactions.
The structure can be further classified as Cournot duopoly and Bertrand duopoly.   The earlier one emphasises the number of goods and services that are being produced by an organisation and states that this quantity plays a vital role in shaping the competition between the two organisations. Therefore, a significant effort is made by the two companies to distribute the market share in half between the two. Therefore, each establishment obtains the price values on goods as well as services based on the amount or accessibility of the commodity. Along with this, the two organisations within the competition maintain a recreationary relationship with each other concerning market price and make necessary changes and adjustments with their respective productions. However, this arrangement is done until equipoise is reached in the form of equivalent halves of the market share for each corporation (Yu and Yu, 2018).
On the other hand, according to the Bertrand duopoly, competition in this market structure is driven mainly by the price of the commodity or the server that is being sold by the organisations. This type of market structure identifies that when providing a choice to the consumers amid equivalent or alike goods and services they will offer the company that provides them with the goods at the best price. This, in turn, would initiate a price war between the two businesses and would compel one of the companies to drop the prices to meet the requirement of the competition. As a result of which, it could also lead an organisation to suffer from an inevitable loss or profit.
According to the perspective of Najafzadeh et al. (2021), the duopoly market structure is significant because the company is forcing each other to consider the actions which could affect the other one. In addition to this, it also affects the way the other company will operate to minimise the impact of the competition. In such a situation, the managerial decisions must be made based on the internal and external factors along with the actions that have been undertaken by the competitors. An example of this market structure is coca-cola and Pepsi because these two organisations are found to almost control the entire market for soft drink beverages. Henceforth, it becomes essential for the manager of both the companies to consider the activities that are being undertaken by the competitors for making effective and quick decisions so that they may not lose the market share irrespective of any situation.
Lastly, oligopoly market structure, few sellers or firms who produced the commodity in bulk are available. In other words, it can be stated that an oligopoly market structure exists where few large numbers of organisations produce homogeneous or differentiated products that dominate the market.  As in this type of market structure, only a few companies exist therefore any change in the price and output by any single organisation is likely to influence the profit as well as output of the rival companies. Some of the major examples of organisations that exist within an oligopoly market structure include the airline industry, automobile and gasoline industries. Therefore, it is imperative that along with the external internal factors; the organisations must thoroughly analyse the competitive status of the market by considering the competitive strategies that are being adopted by its rivals.
Some of the crucial features associated with oligopoly include the interdependence of each organisation.  This is because every organisation must consider the way its action will affect its rivals and vice versa. In this regard, the study carried out by Azar and Vives (2021) revealed that any change that is made by any of the organisations will have a direct impact on the others; therefore, all the organisations are interdependent. Along with this, the new organisations who want to enter into an oligopoly market structure will require huge capital; therefore a significant barrier exists concerning the entry of the new organisation. Another feature associated with this market structure is that non-price competition exists in this type of structure because lowering the prices could lead to a price war and ultimately as only a few organisations are involved; therefore, it could lead to severe losses for each of the organisations. Moreover, all the companies significantly make investments in promoting their products attracting the attention of the customer.
Apart from this, the study carried out by Hanaki and Masiliūnas (2021), revealed the prevalence of collusive and competitive oligopoly. In this regard, collusive oligopoly arises when a few organisations come to a common understanding with each other for fixing a price and output. On the other hand, when such understanding does not occur, it is referred to as a competitive oligopoly. One of the forms of Collusion is price leadership. in this form of pollution. The managers of the organisation display a coordinated behaviour and one of the organisations is responsible for setting the price; whereas the other organisations follow it as they consider it to be an advantage. Concerning the demand curve, an oligopolist cannot be sure indefinitely about the demand curve because it keeps shifting as rivals change their prices in reaction to the different market factors. Therefore, the managers of these organisations must be proactive while making decisions by forecasting the future by analysing the actions of the competitors.  
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In economics, the market structure can be described as the diverse market features that regulate the relationship between the sellers. Market structure can be perfect competition if a large number of sellers and buyers exist for similar types of products. This type of market structure is observed in agricultural-based businesses where the value of the products and services are kept uniform. On the other hand, The Other forms of market structure include Monopoly with a single organisation that rules the market and is considered to be the price setter. Organisations with unique capabilities come under this category as it is quite difficult for Rivals or other organisations to copy it. On the other hand, duopoly and oligopoly market structures also exist in which either two or more than two organisations compete with one another. Other than in monopoly, managers of all other market structures need to consider the activities of their competitors for making effective decisions. 
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