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[bookmark: _Toc116907947]Introduction
The study of how economic concepts may be successfully applied to the management problems that face organisations is what managerial economics refers to, at its most fundamental level of explanation. Economics is sometimes referred to as management economics when it is applied to problems that arise in the business world (Benami et al., 2021). The Chief Executive Officer in charge of a corporation may use this information to make informed assumptions and conduct in-depth studies. This research has the potential to address a variety of market structures, including perfect competition, monopoly, monopolistic competition, duopoly, and oligopoly, as well as the influence these structures have on management decisions and the economic theories that underpin them. extensive explanations of a variety of market arrangements, including references to academic literature that are pertinent to the subject matter. Case studies that are relevant to the topic at hand will be presented, and graphs that illustrate the different market structures will be used to illustrate managerial decision making for a given company. As a result of this fact, the research project in question will include different organisational example. 


[bookmark: _Toc116907948]Explanation of each market structure
The various economic actors in a market are influenced in their opportunities, motivations, and decisions by the market's structure. Because of this, market structure is crucial in determining market results.
[bookmark: _Toc116907949]Perfect Competition Monopoly
Perfect competition is a theoretical form of market organisation. In spite of the fact that perfect competition exists only in theory and seldom in practise, it may serve as a valuable model for understanding the role that supply and demand play in setting market prices and influencing the behaviour of market players (Bertoletti and Etro, 2020). In a well-balanced market, when there are equal numbers of buyers and sellers, prices fairly reflect the tension between supply and demand. The corporation must generate some profit, even if just a little amount. An oversupply of money from consumers might lead to price erosion as new entrants flood the market. In Di Foggia and Beccarello (2021) view, other market structures can only be compared to ideal competition. In a monopolistic scenario, customers have little choice but to pay whatever price the lone provider sets; in a perfectly competitive market, new companies may emerge and drive down prices for everyone. However, in the actual world of business, competition, product, marketing, and sales all play a role in creating a quite different landscape. By emphasising the importance of the grain provided to the cows whose dung was used to fertilise the crops, the owner of a neighbouring organic food store may distinguish their non-GMO soybeans from those of their rivals. Differentiation is the psychological term for when this kind of behaviour happens. To disregard the first two requirements is absolutely acceptable (completely uniform goods and willing participants regardless of cost). The globalisation of technology and trade, however, is expanding the malleability of data and materials (Feenstra, 2016). For the second and third criterion, this is crucial since it provides greater room for manoeuvre. This theoretical model is far from being exact, yet it is useful since it can explain many observed phenomena. Many people think that a market with perfect competition is ideal because it distributes resources in the most effective way. The term "pure competition" is occasionally used interchangeably with this concept. One of the most important takeaways from this concept is the recognition that completely competitive market arrangements do not truly exist in the world as we know it. In this way, it provides a standard against which the functioning of the actual economic markets may be evaluated.[image: ]
Figure 1: Perfect Competition (Feenstra, 2016).
McDonald's, as an example, is not like any other company despite the fact that many others use identical marketing methods and menu items. Therefore, there can't be ideal competition in the market since the products aren't all the same. There are clearly other fast food vendors, therefore the market can't be monopolised.
[bookmark: _Toc116907950]Monopolistic competition
The structure of the market is referred to as monopolistic competition when there are several companies operating in the same industry and making products that are similar but somewhat different from one another. There is no monopoly, and each company operates independently from the others in the industry (Lim and Lee, 2019). There is imperfect competition because of the dynamics of the market. The picture that follows shows the short-run equilibrium that occurs when monopolistic competition is present.
[image: ]
Figure 2: The short-run equilibrium under monopolistic competition (Lim and Lee, 2019).
Profit maximisation occurs when marginal revenue (MR) equals marginal cost (MC) (MC). The company's production will have returned to normal at that same moment. The equilibrium price is found when the demand curve (average revenue, or AR) meets the intersection of the supply curve (marginal revenue, or MR) and the cost curve (marginal cost, or MC). The AR curve is the same thing as the demand curve.
The blue rectangle in the above diagram represents the total amount of income. calculated by adding the AR cost to the normal total cost and multiplying by the equilibrium output (ATC). Monopolistic competitors, like monopoly businesses, focus only on the short term when deciding on pricing and production (Lim and Lee, 2019).
As will be shown in the next section, businesses also face the risk of short-term economic losses while competing against monopolists. To the point when MR and MC are equal, and losses are minimal, they maintain equilibrium output. The blue rectangle represents the monetary loss in this illustration.
[image: ]
Figure 3: Showing the economic loss (Lim and Lee, 2019).
Even if they have a monopoly on the market, competitors nevertheless produce at a level where marginal costs and marginal profits cancel each other out over time. However, as a consequence of additional entries, the demand curve will have moved to the left. When there are more companies selling similar items, consumers have less of a need for a certain brand, which causes the demand curve for that brand to change (Loertscher and Reisinger, 2014). The amount to which this activity dampens economic benefits is, of course, proportional to the magnitude of the influx of new members. Companies may no longer abuse customers by selling their products at inflated costs.

[image: ]
Figure 4: Long-Run Decisions (Matsuda, Hirata and Kawasaki, 2021).
Firms that practise monopolistic competition are hurting themselves economically in the long term. At this moment, there is really little motivation for new companies to enter the market.
Fast food chains like Burger King and McDonald's are direct competitors since they operate in the same market. Both establishments provide a similar sort of fast food to a similar type of consumer base. Since they are competitors, these businesses strive to set themselves apart from one another in a number of ways, including advertising, pricing, and the variety of food and drink bundles they provide.


[bookmark: _Toc116907951]Monopoly
A kind of market setup in which customers buy their items directly from a single supplier. In a monopolistic market, the seller has no rivals who can offer customers anything close to what they're selling (Mongey, 2021). One must spend much at the outset to achieve a dominating position in the market, which in turn necessitates a government operating licence, exclusive rights to exploit resources, copyright, and patents, and a high total cost of investment. Due to these factors, entry into the market by new providers is challenging. Moreover, monopolies often have access to data that their competitors do not.
[image: ]
Figure 5: Monopoly Graph. 
Mongey (2021) state that, a monopolist will maximise profits by producing at the point when marginal revenue equals marginal cost. We'll do this based on the quantity manufactured (Qm) and the selling price per unit (Pm). The monopolist raises prices and decreases production in comparison to a free market. Red area = Supernormal Profit (AR-AC) * Q. Blue area = Costs to society in the form of a deadweight loss (the total of lost profits from producers and consumers) as compared to a perfectly competitive market.
[image: ]
Figure 6: Economic of sale
Producing at Q2 in a price-sensitive market would result in AC2 as the firm's average cost per unit. A monopoly may boost production in Q1 and reap the rewards of reduced LROC thanks to economies of scale (AC1). In sectors with large fixed costs, a monopoly may be preferable to a number of smaller companies. In order to obtain considerable economies of scale, monopolies are sometimes required (Sabatino and Sapi, 2022). A corporation with a monopoly on a certain product may be able to mass-produce that product at a cheaper price per unit because of its ability to control the market. Whether or whether the savings are distributed to customers depends on the ethics of the company. Companies that have successfully established a monopoly in their field might profit by selling products and services for which there are no competitors. An unchecked monopoly may set its own pricing with relative ease due to its market dominance. This is the case with brands like Microsoft and Windows, DeBeers and diamonds, and the firm that provides your area's natural gas.
[bookmark: _Toc116907952]Duopoly Market
A duopoly exists in a market when two firms control essentially all of the demand for a certain product or service. Two firms dominate a market, forming a duopoly, the simplest kind of oligopoly. If the two firms competing in a duopoly agree to coordinate their pricing and production, the market effect will be similar to a monopoly. Both the European and American payment processing markets are dominated by duopolies like Visa and Mastercard (Sabatino and Sapi, 2022). When just two sellers are in the market, consumers have fewer choices. The potential for collusion between a duopoly's two enterprises to artificially inflate costs is another another drawback for consumers. In a certain industry, just two firms dominate the market. These firms may or may not be direct competitors. A company's involvement in a duopoly does not prevent it from operating competitively in other sectors. Like how Google and Meta (back when it was still called Facebook) have dominated the internet advertising sector for the majority of the 21st century (Sabatino and Sapi, 2022). However, Google does not have monopolistic power in the computer software or hardware industries. In contrast to an oligopoly, when two enterprises share market dominance, a monopoly involves only one corporation holding a monopoly. When just two vendors are vying for a customer's money, prices tend to drop. But when there are just two main competitors in an area, called a duopoly, a monopoly may be achieved via either the firms working together or one of them going out of business. Visa (V) and Mastercard (MA) have formed a duopoly in the payment card industry. Together, these two financial goliaths have sway over more than 80% of all card transactions made inside the European Union. The European Central Bank (ECB) has been working tirelessly to develop policies that would reduce the effect of these two companies on the economy. In contrast, a novel approach that would enable instantaneous payments via national payment cards across European nations might significantly alter the status quo. Interchange fee regulation has also been tried by the European Central Bank (Yu, Huang, Zhong and Zhang, 2021).
[image: ]
Figure 7: Cournot’s duopoly model (Yu, Huang, Zhong and Zhang, 2021). 
Figure 7 depicts a straight line (AR curve) representing the demand for mineral water between two companies. Since the maximum daily production of each mineral spring is ON = NB, the total output is OB. Let's say that producer A gets the ball rolling. That person is a monopolist, creating the highest possible amount of output (ON) by virtue of being a monopolist.
[bookmark: _Toc116907953]Oligopoly Market
Economics defines an oligopoly as a market structure in which two or more firms jointly dominate the industry. They may set prices and regulate production as a bloc in the market. However, they are unable to change the market on their own. Even within an oligopoly structure, different companies may command different shares of the market. This may be a huge deal, up to 50%, or it could be negligible, up to 5%. Markets with an oligopoly structure are characterised by the fact that a relatively small number of firms (of varying sizes) have the ability to control market conditions, including price formation and the distribution of goods and services (Matsuda, Hirata and Kawasaki, 2021). A further feature of oligopolies is their mutual dependence on one another. In other words, they can easily counter any move made by an adversary. If, for example, one company were to lower its prices, it's likely that the competition would do the same. These days, oligopolies are commonplace. Currently, you may be using a product made by one of the oligopolies. However, understanding that an oligopoly often indicates a highly concentrated market is vital. Therefore, a few of firms exercise disproportionate market power. More than half of the worldwide market is dominated by Apple, Samsung, and Huawei (Bertoletti and Etro, 2020). When there are just a few of powerful players in a market, the demand curve may be skewed. This represents the positive and negative responses of demand elasticity to price changes. Consequently, there has been little to no change in costs.
[image: ]
Figure 8: Oligopoly Graph – Kinked Demand Curve (Bertoletti and Etro, 2020).
The accompanying chart shows that there is no price-setting incentive for enterprises. This is because customers' spending would decrease in response to a price rise. Businesses lose money when they raise prices because consumers go elsewhere for their needs. There is no correlation between price drops and increased demand. The rationale behind this is that if prices are reduced, competition will grow. When one firm in an oligopoly chooses to lower prices, competitors frequently do the same. Demand from consumers will, as a direct result, increase very little, if at all.

[bookmark: _Toc116907954]Conclusion
In the field of economics, the term "market structure" refers to the classification and differentiation of distinct sectors based on the level of intensity and kind of price competition for various goods and services. It does this by taking into consideration the elements that have an influence on the activities and outcomes of organisations that are active in a certain market. This article lays out the market's structure in great detail, complete with diagrams and examples to help illustrate the concepts being discussed.
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