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/- thg is the demand curve hOIBODfGI _)OJT [ Q;mm in a pcwgccHy

tompetitive mav ket ?

0 a pevyeet compekition, eath jivm is a paice taKer becousce its ouwtput 7s
iMinitesimal stelaHve Fo the totol matket . The mavket sels « single paice ,
SO the izt can sell any quan ity aft that pitice, mqkf‘f)g its cemand cuyve

Pevyectiy ciasiic (ho3ijanted) at the mosket patice.

R: tHlow con paice disesiminaton be jaiar 2

- L 3 rl 4 . -
Poice oliscximinaHon can be Seen as ‘,a.m”whm Tt expands ccess to o good

; y . .
o scivice by changing lowes prices ol onscmcrs @R IOe S IDOTIEES to consurme ¥

with lower potices to  consumeys with lowey willingNess 07 ability o pays

‘while highes Pﬂy"’)f] segments subs'c'd73e the lowes pg.r}'ce's-ﬂ can also seglect

dijjenentes 1In cost oy sesvice patovision, making the paicing styuclturc ejjicient
-loat c{‘.”ancnt consumMey guioops.

3. What is e dijjevence between perject competion & impexjeck compelition?

Pevjeel competition involves many 1ic1ms selling homeogenous paoducts, 3a11e entry [

exit and paotice taking be haiviova » leading o 3¢30 economic paoyit in the long

AU . 'mP”]‘Cf comerHon tneludes ma-;k}:ls with d?”c.ﬂcnhahd patoclucts ,

jewer )imms o baswiers o entyy tmonopoly, oligopoiy monopolistic competition)
giving jixms some pice - setfing potoey:
4. iWbhat a.n’..H)e pPrimasy souices 03 proctuct R ET
Product olijjerentation axises g70m physical attyibefes brandting anct
mavketing , qualiby pesceplions |, localion , sesvice qeckeres and consurnes
prejevcencs , Jivms wse ibese olijjerences lo make theiv producks appeas

unique and attzact specijic market segments:

§* Wlbhat ave ihe gains jvom Collusion)

tolluding jivms can incvease paojits by jointly nestsickng output ox

2"’“'""9 prices , "‘)tweby -ﬂai"s'fng lhe mayx ket price nbo;re compelitive levels.

dhe qgains come 10m capluring Menopoly - like pvojils lhat would othea
g J P g P70}

wise be competed away ina non-collusive envive nrment -
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6: Ihat arye basaricss fto en.‘xy} _ng
' om easily ente?’
Baasieas o cnts ouve obstacles thal pote vent Necvw L HALED

je iegeel stesiwiciions
o mavket, such as high stavtupcosts , ecopornies 03 scale 5 1¢9

i ces
Clicenses, patents) brand loyatlly o3 control ©) essential stesout®

7. How cob ;i’xms 13y to dff:‘acnhg‘l
limit paticing (settng pvite low

i eNCESS capacity to thyealn

yfolms fY)ay oletey enf-,.y by Straties ffKC

tnough o make ent-':y :..an‘roh'blc) ,'nvesh'r)g

< ,ve
outpout expansion, ctyeaking strong hrand loyalty, secusing exclusi

contracts oy pcx!cnfs o7 {Dgagfng N 081!53;\/‘- aclves H'.S’fny arct

precdatory pricing.
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