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Introduction 
Businesses can be any form of activity, including trade and commerce that are conducted in a legal manner to make a profit (Boone et al., 2019). In the 21st century, there are no viable alternatives to the role that business and industry play in the expansion of an economy. There are two ways in which business betters people's lives. To begin, it ensures that people have access to the commodities and services they need to maximize their happiness, well-being, and health (Molotkova et al., 2019). The second benefit of a company is the employment opportunities it provides to its citizens, allowing them to earn a living and raise their standard of living. Because the range of human desire is infinite, it is constantly evolving. The mission of the business industry is to meet the needs of its customers at fair pricing by providing them with high-quality products and services. It's possible that human needs would go unmet if there weren't any businesses there to provide for them (Polyakov, 2017). Business industry work in many structural forms in various economic situation to maximize its goals and objectives. In this essay, the different market structures of the business sector like perfect competition, monopoly, monopolistic competition, duopoly, and oligopoly will describe briefly. Besides, how these structures are working in the competitive market will include in this essay. Over and above, examples of every market structure will furnish the essay. 
[bookmark: _Toc116548474]Explanation of the different market structure
[bookmark: _Toc116548475]Perfect Competition
In economic theory, perfect competition exists when all firms sell identical goods at the same price when market share does not affect pricing when new firms can enter the market with no restrictions, when consumers have complete knowledge of all relevant product characteristics, and when established firms cannot set prices (McDermott, 2015). That is to say, it is a market where nothing but market forces matter. Perfect competition is the antithesis of the current market structure, which is more accurately reflected by imperfect competition. While perfect competition is a nice idea, in practice it rarely works out that way. The latter occurs whenever the principles related to the former are broken. To some extent, all real-world markets can be thought of as imperfect, as they exist on the periphery of the perfect competition approach (Azevedo and Gottlieb, 2017). The contemporary theory of perfect vs. imperfect competition originated in the Cambridge School of post-classical economic philosophy. Please keep in mind that perfect competition does not exist in the actual world. Companies operating in highly competitive, liquid markets for relatively similar goods, such as wheat, provide the closest real-world analogy. Because it accepts the equilibrium price set by the market, a completely competitive firm is a price taker. A company that raises its pricing by a cent will lose all sales in a market where there is fierce competition (Nomidis, 2016). Wheat farmers must listen to the radio or check their computers for the most recent wheat price. Rather than the farmer, supply and demand determine the market price. To be able to increase or decrease output without affecting supply and pricing, a completely competitive firm must be a minor player in the market. Perfect rivalry is a hypothetical concept. Due to the numerous companies that supply the same goods, producers frequently have to be price takers. Agricultural markets are an example.
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Figure: Perfectly competitive market (Vegari, 2022).
Managerial choices are essential to the growth and sustainability of any firm. The decisions a firm makes will be influenced by its industry as well as the market in which it competes. In this case, the decision made in an oligopolistic market would differ from the decisions made in a monopolistic market and a market with a high degree of competition. As was already demonstrated, perfect competition is a theoretical ideal that doesn't exist. Even though real-world competition rarely looks like the ideal, there are always variants (Rivera, 2020). Due to the intense competition in the market, managers continuously influence product sales through market segmentation and advertising. In this situation, the manager decides to differentiate the end product greatly from those of rivals even though it serves the same purpose. This is done to boost sales and keep clients loyal.
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The word "Monopoly" is derived from the two words "Mono" and "Poly." While "poly" denotes "manage," "mono" signifies "one." When there is just one supplier of a good or service, it is a monopoly, according to one definition. Its production is both in great demand and challenging to replicate, therefore it is unlikely that new competitors will soon enter the market. A solitary proprietor, a single partnership, or a publicly traded company can all be the sole producer (Hawley, 2015). To put it another way, in a monopoly structure, the company and the sectors are the same. All of a monopolist's production facilities are owned and run by them. He has pricing power as a result of his production monopoly. Therefore, if a monopolist is a sole seller, he or she may be a king without a throne. The demand for the monopolist's product must be relatively similar to the demand for all other sellers' products for a monopoly to exist. Increased prices versus competitive markets Monopolies may boost prices due to inelastic demand, leaving consumers no choice (Zeuthen, 2018). In the 1980s, Microsoft dominated PC software and Office was pricey. Consumer surplus reduced Fewer people can buy as prices rise. Price over marginal cost causes allocative inefficiency. Monopolies lack efficiency incentives. Monopolies profit readily without competition, which may increase x-inefficiency. Scale diseconomies large companies may be inefficient because coordination and communication are harder. Monopolies can pay suppliers less. Farmers have challenged the supermarkets' monopsony dominance, which results in low prices. Monopolies can control employee wages. Monopolies can accrue political power and transform society in an undemocratic and unaccountable fashion, especially with massive IT companies (Brand and Grothe, 2015). Facebook, Google, and Twitter's influence on information spread worries many.
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Figure: Graphical representation of monopoly market (Posner and Weyl, 2017). 
Examples of natural monopolies include the public utilities industry, which includes gas and electricity companies. It would be costly and time-consuming to replicate the products and services offered by these companies. Competition is stifled, yet these practices are legal because society places a high value on them. They are subject to rules in exchange for having no interference in their operations. Polaroid is a classic case of a company that reaped the rewards of a patent-based monopoly since it held exclusive rights to the instant-film technology market for an extended period of time (Guo and Shmaya, 2019). Polaroid intentionally set a high price for the product in order to eventually recoup the huge investment required to produce it. Because of the absence of rivals, it was able to set its own prices.
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When many companies offer similar but defective goods or services, monopolistic competition exists. A monopolistic competitive industry has few entry restrictions and choices don't affect rivals instantly (Bertoletti and Etro, 2017). Rival companies differentiate themselves by price and promotion. Between a monopoly and ideal competition, monopolistic competition combines features of both and includes enterprises with similar but separate product offerings. Monopolistic industries include restaurants, hair salons, household items, and apparel. Many rivals sell, advertise, and price dish soap and hamburgers. Because demand for their products and services is elastic, pricing is a major tool for rival companies (Parenti et al., 2017). To boost sales, a company may cut prices and reduce its profit margin. Different products may charge more and use packaging or marketing to imply higher quality or complexity. Companies brand and advertise their products to stand out. All the products have the same function, therefore the average consumer can't tell them apart or choose a fair price.
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Figure: Monopolistic market (Nikaido, 2015).
Despite the market's downward demand curve, product differentiation allows companies to set prices rather than follow them. Except for product differentiation, market circumstances are similar to a perfectly competitive market with unconstrained entrance and exit, perfect market information, and normal long-term profitability. Low entry and exit barriers indicate other firms will enter the market to collect anomalous gains, pushing long-term earnings down to the risk-adjusted rate of return (Dhingra and Morrow, 2019). Most businesses nowadays operate in monopolistic competitive markets; for example, Toyota, Isuzu, Honda, BMW, and others are close replacements that differ primarily in quality, brand name, and model. Here, buyers will be influenced less by price and more by perceived value. Managers' pricing discretion may be paired with product differentiation to offset other firms' responses. A company has monopoly power and is free to set any price it wants when it dominates a market in terms of sales. Monopolies exercise stifling control over output and limit consumer freedom. Companies that hold a monopoly over a certain market segment are less likely to be able to considerably increase prices without hurting demand and providing customers with fewer product options. Monopolies are illegal in nations with a free market, although monopolistic competition is common (Thisse and Ushchev, 2018). Monopolistic rivalry is illustrated by the existence of fast food restaurant chains such as Burger King and McDonald's. Both of these establishments are fast food restaurants that compete with one another in the same market and provide the same kinds of food and services. These two companies are in close competition with one another, and each is striving to entice clients by utilizing distinctive brand names, pricing structures, and food and drink packages.
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Two businesses fight for a small pool of clients in a duopoly. Individual buyers lack the power to significantly affect prices, hence there is competition in the market. Due to this, duopoly can be viewed as a two-player variable-sum game. Given their intelligence as actors, both duopolists will be affected by the decisions they make. Although the interests of the duopolists are interwoven, they are neither entirely congruent nor entirely opposed to one another (Fang, 2020). While agents in duopolies do not need to consider their rivals, those in competitive markets should. Duopoly is a term used to describe a market system in which there are only two significant players, as opposed to oligopoly. But it still maintains its uniqueness. The main differentiator is that there are only two rivals in this market. Furthermore, the two firms in a duopoly are inseparably connected to one another. Companies often take intentional steps, like cutting pricing, to draw in and keep customers (Liu et al., 2015). The other businesses will follow suit if one decreases the price of its items. This is crucial in order to lure clients and persuade them to make a purchase. It's crucial to remember that players can cooperate to control prices, restrict output, or guarantee ongoing competition in exchange for substantial cash rewards. Companies in a duopoly make it challenging for new competitors to enter by utilizing a variety of methods to increase brand loyalty and putting low-price initiatives into place. Sales volume and revenues are adequate because there is just one rival and entrance hurdles are severe (Elsadany, 2015). The limitations on competition that a duopoly imposes are its main drawback. Customers have an extremely little selection of options due to the dominance of just two companies. It is more difficult for upstarts to penetrate barriers put up by established companies and take market share. A duopoly's tendency to foster cooperation and pricing manipulation is another drawback. As a result, consumers are faced with few options and high pricing.
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Figure: Graphical representation of the duopoly market (Chang, 2020). 
The structure of a market known as a duopoly occurs when two companies compete for the same pool of customers while simultaneously holding a near-monopoly on the market. Consider the soft drink industry as an example of a duopoly because it is controlled by just two companies: Coca-Cola and PepsiCo. The success of one company depends on the success of the other because the beverage industry is extremely competitive. Airbus and Boeing, Apple and Android, and Visa and MasterCard are more instances.
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The English word "oligopoly" is derived from the two Greek words "Oligi," which means "few," and "Polein," which means "to sell." An oligopoly is a market structure in which there are only a few firms and none of them can effectively restrain the impact of the others (Mongey, 2021). The dynamics of an oligopoly market are frequently described as "competition among the few." In this post, we'll define oligopoly and go through some of its main characteristics. A market structure known as an oligopoly is one in which a small number of businesses hold disproportionate influence. Only a few businesses in this sector sell essentially comparable or entirely different goods. Due to the lack of available suppliers, the actions of rival companies are significantly influenced by each individual seller (Ara et al., 2017). Oligopolies can be either perfect or imperfect/differentiated. Since they dominate a sizable share of the most valuable industries and make a sizable contribution to the GDP of the nation, oligopolies are essential to the UK economy. By taking a more competitive stance, oligopolies can get some of the same advantages as more competitive market systems, such as cheaper prices. Due to the lack of many competitors, the market may be relatively uncompetitive, but the firms' behavior may be. Oligopolies may prove to be highly dynamically effective when it comes to the development of new goods and services. To the advantage of their customers, they might use the unusually large profits they generate to fund the development of new goods and services. Since pricing stability enables more precise budgeting and constant consumer spending, both of which have a beneficial impact on the trade cycle, consumers and the economy as a whole may gain (Azar and Vives, 2021). Oligopolies are deserving of criticism for several clear reasons. As concentration rises, consumer options are constrained. When companies behave cartel, it hurts competition and can lead to higher prices and reduced output. Because there are few competitors in the market, oligopolies can easily influence client preferences. Mortgage decisions, for instance, are so complex that customers frequently rely on heuristics and rule-of-thumb techniques. This can result in biased judgments and irrational behavior, such as impulsive purchases that don't ultimately benefit the customer. Intentional entry barriers can hinder the expansion of new firms. A decline in financial security is a possibility. The distribution of resources and the production of new items may both be wasteful under oligopolies. 
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Figure: Graphical representation of oligopoly market (Anderson et al., 2020).
Worldwide, the pharmaceutical market is the largest and most lucrative of all. It sets the standard for drug innovation and has a significant influence over drug prices. We see oligopoly in action in the pharmaceutical industry. As major players like Merck, Pfizer, and Abbott dominate the industry. In this industry, there are few opportunities for new businesses to enter (Head and Spencer, 2017). In the process of registering patents, a record of past success is made. Another benefit is that it can make both identical and unique items.
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In today's society, commerce plays a crucial role. Those nations have reached their economic potential today because they have mastered international trade and business (Skripak et al., 2018). Businesses will have an easier time making efficient use of available resources, and the country's economic growth will be boosted as a result. Businesses boost national revenue by creating jobs, boosting savings, and increasing the stock of capital (Tchamyou, 2017). From this essay, an individual can easily understand the different market structures of the business industry. Besides, the realistic example of these market industries will helps a lot to relate these structural differences in real life. As business works in various economic conditions, it can be concluded that it is of immense importance to understand the economy of the market or market structure to fulfill the cherished goal and objectives of the business.
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