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1. No close susstitutes: & pure VVLOHOPO(;L el sts
when there's only one seller of a product or
service with no close alternatives availade to

2. Control of an important resource: Monopolies can
arise when a company controls a« crucial resource,
making it difficu(t for others to enter the market,
3. Natural monopolies: These are monopolies that
occur Jue to economies of scale, where a single
(arge fimm can produce goods or services more
afﬁciant(} an ah@ap(} than multiple smaller firms.
Governments often regulate these to protect

Y, The market demand curve _  Unlike perfect
competition where firms face a horizontal demand
curve, a monopolist faces the entire market demand
curve, allowing them to influence prices.

5. Migher price _ Monopolists charge higher prices
compared to perfect competition éecouse me} can
restrict output to wmeximile profits.

6. Restricting output below_ B} (imiting
production, monopolists create scarcity, which al{ows



them to charge higher prices and earn greater

7. cconomic profits _ n perfect competition,
economic profits are competed awey in the (ong
run as new firms enter the market. However,
monopolies can sustain economic profits due to
barriers to entﬁ}.

3. (s not resalabdle _  For price discrimination to ébe
effective, the product or service must not be zasitdq,
resold, allowing the monopolist to charge different
prices to different consumer groups ébased on their
willingness to pay.

9. & [(arge number of firms: Monopolistic competition
IS characteriied é;/, many firms, each with a smal(
market share, producing differentiated products.

10. 4re not perfect substitutes: In monopolistic
competition, firms produce 3.00dS that are simil ar
but not identical, o(lowing for product differentiation
and competition on factors other than price ol one.
1. Lack of concern: Firms in monopolistic
competition often dJdon't worry about the reactions of
thelr competitors when meking pricing decisions
because there are SO many firms and each has a
smal( market Share.

2. No OPPOﬂtumt} or incentive to collude: With



many firms competing, there's (ittle chance for
collusion to (imit competition in monopolistic

13. /\Aa} be higher: While product differentiation and
advertising can benefit consumers é} providing more
choices and information, they can a(so (ead tO
nigher prices Jdue to increased costs for firms,

14. OU%«OPO(}: This market structure is dominated é%
a few [(arge firms, which can (ead to competitive
behaviors that are Jifferent from éboth perfect
competition and monopo(}.

5. & few: Oligopolies are characterized by a smal(
numéer of Jdominant fimms, which can (ead to
strategic interactions and potential collusion among



