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              It is known that the modern economic power driving today’s markets is the Monopolistic. (Mosca, 2018, p2) Their ability to influence the price of products independently of their competitors gives a room for thoughts and analyses. 
   The industries which are monopolistically competitive are the ones which consist of more than a few firms. Each of the firm provides a similar type but not a completely identical product. For instance, the market of fast food is extremely competitive but still each firm has a monopoly in its own products. Certain customers prefer McDonalds over Burger King and some of them prefer Dominoes over Pizza Hut. Whenever the goods are different, each firm has a mini- monopoly on its specific style or the name of the brand. But the firms which produce products as such must compete with the other styles as well as brand names. The word monopolistic competition covers the mix of mini -monopoly as well as tough competition. The key features of monopolistic competition are: The presence of multiple firms, every firm manufactures same but different products, The companies are not price takers, Free entry as well as exit in the industry, The companies compete based on quality as well as price of the product and the way the product is marketed.
   The market of fast food is highly competitive but still each firm has the monopoly of its own product. The industry under the monopolistic competition is the on es which consist of more than a few companies but each one provides a different product. Monopolistic competition is the one which the economists call industries which comprises of multiple firms which compete against one another, but still, they sell products which are different in certain ways, (Parenti, Ushchev, and Thisse, 2017).  For example, the stores sell various styles of clothing; the grocery stores or the restaurants which sell various categories of food. An industry can be called monopolistic when the firms provide products or services which are similar substitutes. In a monopolistic competition, the barriers to entry as well as exit are low and the decision of a firm foes do not have a direct impact on those of its competitors. There is a very close relation in between monopolistic competition and the business strategy of brand differentiation.
   Monopolistic competition can be said to be the middle ground in between the monopoly and the perfect competition. It also combines the component of each. Every firm in the monopolistic competition have the same relatively low degree of power of the market. They are all called the price makers. In the long run, there is a little high elasticity of demand which is very sensitive to any change in the price, (Chang, Lai, and Chang, 2018). The economic profit is positive in the short run, but it reaches zero in the long run. There is huge advertisement of the firms in monopolistic competition. Monopolistic competition leads to huge marketing as various firms requires differentiating broadly similar goods. One of the companies can choose to decrease the price of their cleaning product, making a sacrifice of the higher margin of profits in return ideally for the higher sales. The other firm can take the other route, increasing the price and utilising packaging which advice quality as well as sophistication. A third company can sell itself as a more Eco friendly, utilising green imagery as well as showing an approval stamp from a certifier of environment. Practically, each one of the brands may be effective in an equal way, (Antoshchenkova, and Bykadorov, 2017).
The main features of monopolistic competition are as follows: 
· The presence of multiple firms
· Every company manufactures same but different products
· The companies are not price takers
· Free entry as well as exit in the industry
· The companies compete based on quality as well as price of the product and the way the product is marketed

Companies in the monopolistic competition make economic profits in the short run. But in the long period of time, they make zero economic profit. Zero economic profit also happens because of the free entry as well as exit in the industry. New entries are attracted by the economic profits which exists in the short run, this results in increased competition, high outputs as well as low prices. A scenario as such eradicated the economic profit and leads to the economic losses in the short run, (Bertoletti, and Etro, 2017). The freedom to exit because of the continuous economic losses results in increase in the profits as well as prices that eliminates the economic losses. Innovation and variety also have an impact on monopolistic competition. There must be continuous investment by the company in the development of product and advertisement and increase their product variety for appealing to their target markets. The competition with the other firms is therefore based on the price, marketing, and quality. The services and design of the product is entailed by quality. The firms which can increase the quality of its products are able to charge a higher amount and vice versa, (Bagwell, and Lee, 2020). Marketing means various types of packaging as well as advertising that can be utilised on the product for increasing awareness as well as appeal. 

A monopolistic food chain can maximize profit or even minimise losses through the production of the quantity where the marginal revenue is equal to the marginal cost. If the average total costs are less than the market price, then the firm will earn a normal profit. 
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D- Market demand 
ATC- Average Total Cost 
MR- Marginal revenue 
MC- marginal cost 
It is prominent from the above graph that the market price that is charged by the monopolistic competitive firm- the point on the demand curve where Marginal Revenue= Marginal Costs. 
Short Run Profit = (Price-ATC) X Quantity 

But if the ATC increases than the cost of the market, the company will incur loss, equal to the ATC minus the price of the market multiplied by the produced quantity. The losses will be reduced through the production of the quantity at which the marginal revenue= marginal costs. But the loss must be revered by the firm, or it should be compelled to exit the industry. 
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Short Run Losses= (ATC- Price) X Quantity 

If the industry’s competitive companies earn an economic profit, then the rest of the forms will enter the similar market. This would decrease the income of the rest of the companies. More and more will enter the business till the company starts to earn a normal profit. But if there are many companies, then the companies will begin to earn losses, especially the ones which are not very efficient. It will lead them in exiting the industry. The remaining firms will then return to normal productivity. Therefore, the long run equilibrium of the monopolistic competition will be equating the price of the market to the ATC in which the MC and MR will be equal as shown in the following diagram. 
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In the graph above, the marginal costs increase more than the additional revenue. This is the reason behind the firm increasing its profit producing only the quantity in which the marginal revenues equal to the marginal costs and they charge a price at position 1 in the graph. 
Since the firms which are monopolistically competitive did not function at the minimum ATC, they carry out their function with additional capability. As per the diagram above, the firm would incur loss if they manufactured more for the achievement of either productive or allocate efficiency. Majority of the companies operate with additional capacity, and it is evident while having a look at the most monopolistically competitive firms like the fast-food companies as well as other retailers where the salesperson are generally idle. There may be certain firms that has plenty of advantages for continuing to earn economic profits, even in the long run, (Thisse, and Ushchev, 2018). For example, there can be excellent location of the business that generally provides a benefit over the other companies in the home markets. A company might also have exclusive rights or a trademark, in its product which avoids competition. In a scenario like this, the organizations have certain market degree authority which will give them the permission to set an amount of their product which is more than their competitor’s prices without losing too much business. 
There is a downward sloping demand curve of the monopolistic firms. This means that for selling produces, the firm should reduce the cost. When the firm reduces the price, then the price must be reduced in all the units, (Campolmi, Fadingerand Forlati, 2018). Therefore, like a monopoly, there is a continuous decline in the marginal revenue as there is an increase in the quantity. The profit is maximized by the firm when the marginal cost and marginal revenue is equal. But this only happens at a quantity less than that could be produced by a competitive firm when the marginal cost is equivalent to the market price. There will always be an intersection in between the MC curve and the MR curve before intersecting the demand curve as at a given quantity, MR is always lower than the price of the market. The firms under monopolistic competition do not achieve productive or allocate efficiency, (Dhingraand Morrow, 2019). The more the products will be different, the greater will be in the efficiency. But the monopolistic competition makes a great range of products as well as services and this diversity satisfies the taste of the customers, which results in a more desirable market. 

What are differences in the individual marketing strategies?
A company can try to differentiate its goods from the ones of its rivals in many ways- product’s physical aspect, place of selling of product, product’s indistinguishable aspect as well as the product’s perception. The products which are distinctive in any one of these ways are referred to as distinguished products. The physical aspect of the product consists of all the phrases that are heard at the time of seeing an advertisement. Unbreakable bottle, freezer-to-microwave, extra spicy, non-stick surface, non-shrink, new designed for the comfort, (Nocco, Ottaviano, and manufacturers. For instance, the gas station which is situated in an intersection which is travelled heavily can perhaps sell more gas as more cars tend to drive by that corner. A supplier to a producer of automobile can find it a benefit to locate close to a factory of car. 

   Insubstantial characteristics can also distinguish a good. Guarantees a satisfaction as such or cash assurance, a name for excellent value, services like delivery, or extending a loan to buy the item are examples of intangible characteristics. The differentiation of product may develop in buyers' minds. Many people, for example, cannot describe the taste difference between common variations of beer or cigarettes if blindfolded, yet they have strong preferences for certain brands due to past habits and advertising. Advertising has the potential to influence these intangible choices. The degree of diversity provided is strongly tied to the concept of differentiated products, (Tanaka, 2020).  The industry of apparel, food, as well as drink would be far close to perfect competition if every person starts to wear only blue jeans, ate only white bread, and drank only tap water. Differentiation of product and competition in monopoly are created by the range of styles, flavours, places, and qualities.

A monopolist competitive firm gets a product demand that is somewhere between monopoly as well as competition. The following figure show a firm’s demand curve under perfect competition is completely flat or it can be elastic, because this any quantity can be sold by this firm which it wants at the present price of market. On the contrary, the demand curve of the monopolistic market is sloping downwards as a monopolist is the single company of the market.
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The monopoly demand curve isn’t flat. It has a downward-sloping demand curve. This shows that the competitor under monopoly can either increase its product’s price without leaving all its consumers or decrease the price and grab the attention of more people (Behrens, et al., 2020). If the cost is increased by a monopolist, some customers will stop buying its goods, forcing them to purchase something that is completely different.  When price is increased by a monopolist, certain people will prefer not to buy the product, while some customers will choose a same product from a complete dissimilar company. If a monopolistic competitor increases the costs, it will tend to lose more consumers than a company in perfect competition, (Qiu, Zhou and Wei, 2018).  However, as a monopolist faces the demand curve of a market and a competitor in monopoly do not, the fundamental economic significance of both observed curves of demand differs. Rather, the demand curve of a firm under monopolist competition is just one among many that make up the "before" curve of market demand. 
The conclusion here is that Monopolistic marketplaces are those in which the products or services are sold only by a single firm. A market having monopolistic structure look like a pure monopoly, where one business controls the entire market and the supply is set along with the product’s or service’s price. The outcome is that the market in monopoly is not under competition. In a competitive market, many organisations are in competition for the similar customers and sell the similar products. It has a demand curve that is flat and on the other hand, a market under monopoly has a downward sloping demand curve. Companies that function in a market under competition, have the potential of selling any quantity at the amount set by the market. There is a downward sloping curve of demand of the monopolistic firms. This means that for selling more produces, the firm must reduce the price. When firm reduces the price, then the price must be reduced in all the units. Therefore, like a monopoly, there is a continuous decline in the marginal revenue as there is an increase in the quantity. The profit is maximized by the firm when the marginal cost and marginal revenue is equal. But this only happens at a quantity less than that could be produced by a competitive firm when the marginal cost is equal to the market price.
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price. There will always be an intersection in between the curve of MC and the MR curve before intersecting the curve of demand because at a given quantity, marginal revenue is always lower than the market price.
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