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II1

UNIT

A T

TS FTAMET &1 371k Ud &7 (Meaning and Scope of Business

Economics)

Faaiaa i 1 312 (Meaning of Business Economics)
AT TILTE LT Sl 98 AT & S AdTaes Ui st 3nfefer quansti ud fagial ol eaas &idl
21 Ig i fagidi ol dgiiies Hadides [Huial § uRafdd e &1 i &dl g

gRmETd (Definitions)

1.

Spencer and Siegelman:

“Business Economics is the integration of economic theory with business practice for
the purpose of facilitating decision making and forward planning.”

McNair and Meriam:

“Business Economics is the use of economic modes of thought to analyze business

situations.”

T A A
> Haae AT, Yeu e fAgial (Microeconomic Theories) &1 YANT &R Had1R% FHufa @

& ufshar &t TR, I Ud dehaiTd ST 81"

HgaTA® refane it YAt (Characteristics of Business Economics)

1.

6.

& ST TR STYTRA — T T T F AAfRRT Ui, IcuTaeh! T STTR ZehTSa! o TTER T ST
FAT 2l

. UJEIeh eI — ug FTfefer fagidl ol areafdes Sftaw ot muTies FHETaT W AN idl 8|
. Fufa-371E - 98 sgaaie Fofal S& ge fFufon, Sare, @mm, @, Fa o o dfe sud @ |

e Eral 2|
Hd HAER HT AT — Tg IUHISATSAT R IcdTGeh! oh AR o ATY-T1 TRT 3R A7Yfd o Aot ahr ot
[EECEMCTGINS

. QifEAHIT IUSFRUT T JTINT — HTT GIA, TR [I%AT07 H11G o TeTq TiUrciter Ua ifeiehar avienl i TanT

fopa ST 81
eI Td AT PRI T TEIT — ST TR ATt Tiaeqef, SR T, qeheich! iad el

EATAE FATE *1 & (Scope of Business Economics)
AT AT o Fd A THE &5 T eFT [l STl &
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#iwr fasawor (Demand Analysis)

JUHTHIT hl HATAFRATSAT hl FHSIT|

7T o (A9 (Determinants of Demand)

HIT AT /19 Ud Yaiga= (Elasticity and Forecasting)

I Ud @t et (Production and Cost Analysis)

fafa Scures foraadt w1 faseryon)

wtaid ufdwet (Law of Variable Proportions)

T ST, |RTd dehl &t 31ed- (Short-run and Long-run cost curves)

7o fAuieor vt (Pricing Decisions)

fafera SR SRa=TeTt (Fqut ufcreas, s1qut ufaeael, TeteeR) | Jea i)
T AAfdhad g [eRor (Profit Maximizing Pricing)

e Hifd gd T |

o faezwor (Profit Analysis)

Y bl HIUA|

Sk 3a fasewoT (Break-Even Analysis)
@ e (Profit Planning)

Yot wrte e fAder Aot (Capital Budgeting & Investment Decisions)
SrefepTTeren fHasT ot @ fasewon
¢ Ui I, T X2 3T e SiEft deeitent o1y |

W ga rAtaaar &1 yaud (Risk and Uncertainty Analysis)
ST & ¥R (Systematic and Unsystematic)

fufa fagia (Decision Theory)

Tvrerar faeewor (Probability Analysis)

vV VYV ® VVy@d VVy®» VVV ® VVVDdN VvV VE

N

W Hifagt &1 99T (Government Policies and Business Environment)

> & i, Hifgen Aifd, TR Aid 3ATIS ol HGIT TR TH14 |
> AT FAAT AR URURSE srefare # 3ia¥ (Difference Between Business Economics and
Traditional Economics)
TR URUARE FLATE FAAE AR
I dgifde e HAglieh THTET
Tehfd 3d (Abstract) 319 R Arg@rdes (Practical)
G egfard (Normative) gerrefard! (Realistic)
& higd TATST ! THT THETT TR AT bl GHETT
FaaTa® AL 1 "gd (Importance of Business Economics)
1. e (Auial # ggis 4. e fyfvor ud ey fAaie # "eanr
2. WY FT G TG 5. SifEH v § gerded

3. wfds &l AT U QA
ToppersNotes / 98282-86-909 2




fA=rd (Conclusion)

> AGATIE AT 98 ATIETeh JUHIUT ¢ St 11k TGl bl IUANT Thich AT Uch THITSA T THT
AT & 3R Frufa & T Ufohan o1 TLTerd ST 81 I8 Tk U1 I & il Sgioen TLmes ik Fadiiies yaye
@l SgdT 8l

HAIAF G131 & 3629 (Objectives of Business Firms)

AT TLAT fhdt IcTE AT T o IadTed, faaur ue fafama & feiw wnfud &t STTd 81 TuReTd $9 9 I8 |1
ST & o STaEma &1 TS 3538 @Y 3rsi (Profit Maximization) gdT €, e 3YfAe Haamr | gas
3R oft &g 3T & Teha B

1. @ Afwauaor (Profit Maximization)

QR

> T & URUNS 32T Afehdd a1 JIfold el g1 A1 I &l I dedl, fawaR &edr 3R ufawmyf o
fesmar g1

fatwant:

» TN &hH T

> FAfHaH IS

> g fyfeor & aqear
ISTETUT: g HUST Hu! IS AT 31000 H AT s T1300 T St 7, dlfeh oy ifdehad &l

2. X arfderawaeor (Sales Maximization)

> g [agid W.]. Baumol gr1 ufaaried forar 7 &

> AGATT T I8 Y e, Sfceh Afhdn fosh urea e oft &) v 8, o el srafd # 919k W Feat
& fag

hIROT:

> g Ugdr ST
> SR A RREr 9g
> wfdeaef sl e
IIIERT: Paytm AT Amazon St Ut & # Jardr | B i fash! &t serdt g1

e Afwanaor (Value Maximization)

H 1 3837 Tt AT T T8, Sfceh AaReReR! it Ul & et ‘Market Value’ T g 81T 81
g drdehilcieh 35T 2T Bl

IR hT Il H gfg 39 3838 I Hehd &

IqTET: Reliance Industries = Jio & ATedd & 37U QR I I AR HU1 1 G I qgraT|

4. rdefers sifEaa ud fde@ (Survival and Growth)
> AU Pl Hdcl AcUhlicleh ATH 8l a1, dfeh draehiel doh T X T H F& 8
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A & goha:

>
>
>

3cure fafaefteneor

ATRE famr

RETICARCICIN

ITEIT: T[T TG - ATCHIESA, LI, 3!, TRATRH 94 &% &5 § halld & dial JTard I [ frar|

T Jaelida (Social Responsibility)

ATk i H HAHTT T IaT hdel AT Tel, ek THTST & Ufd IR AT +ft 21

&3 | FgH:

v’ OfaRT EReT0T

v e SR @

v 'awm‘q\—ym

v IFEIOT: ITC 3R TATA &t Hufdf CSR & dgd Titdl § Thel el &, YT bl Sfhaf Seardt ¢

. AR (Innovation)

yfcreayt # fok W 3R UTehl ol 9geldl STEL bl T e o [l T AR STaeah 8l
AR & &:

v d&His |

v Icre fafeat

v 3 feseA |

v IqTELT: Apple & iPhone T& Adh-iehl AR T IaTe0T 2|

e e (Customer Satisfaction)

drefehTfeleh TtheTdl o felT UTeeh ol H{E T A&d TG 2l

v’ T[uraTquf Jar

v 3[%?{1:@1

v UTgsh g1

v ISEIOT: Zomato I1 Amazon SiEt dufar e diferet, Hiede fawed snfe & Imgent &l dqe W@t ¢l

FATTAE Igdl &t gor-T 9Reft (Comparison Table)

E20] fastwar Iugeraan
QIGEIDEGEET] URUReh AR GehIuT
Taghl Stfereharenor ISR T IR A

T SRR SRR  ferg eftag st &
Seferticieh faehTa feere; Tt IS IR Tl &

T Jaeal e Afde gearT STy o T ST RAT
TAER AlfdeaeiaTe drv Teheilenl IGNT H

ek H P SredeTietes HaY Jar &7 7
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fA=rd (Conclusion)
AT GRS I Ie8T FHddl AT HHFT el diceh Ffold AT, ATffh R Afdeh e ured e off
£ IIH THT § A9 &l Ueh ATHHRI! AT o IT-TTY JHTSTUG! 3HTE & €9 § off 36T S1aT &

i fasewor (Demand Analysis)

1. wir & fAaw (Law of Demand)

QIS

> AT o am wear ¢ ok, “afe s wRa f@ € (Ceteris Paribus), A fordlt 9% &l shiAd ge- TR 3T
T Sl & 3R hIHd de- U T gedl g1”

e fig:

> T 3R g o ThRIES ey (Inverse Relationship) 8T 2|

> g | s IusiedT agR uY YT B

Hit 9 (Demand Curve):

> 9T 9 A T 3R ehdT &

> Tg 1T & foh SI9-S18 §ed uedT &, A 96l ¢l

3qarg (Exceptions of Law of Demand):

=_xfa faaeur

[Ty =T 31 it bl IEQ ISkl AT Hod d6 W i 96t ¢ (ST9- HieT 31eT)

T WABI AT | B T Hedll a&qy gHIeI] @iiad & aiich df TidSl &l Uclleh gidl &

WfasT ht 3TeieT 3R HIIST § o AR TG bl ATRIHT &l dl ANT 37 3Afeh Wlied o

A TEIU ST a1 IT GY — hIHd dg- TR T &7 38 i1 a1 el hid

2. Wi &t @igar ud skt |49 (Elasticity of Demand and Its Measurement)

aref:

HiTT I AT 9 AT €, S Fardt 2 fos fordt axg & AfT § forait ufaera ulRad= 8rar & s sueht Hma, smy ar

3T HR B Ufad erar &1"

W& (Types of Elasticity)

WY aref
> Hed aradn (Price Elasticity) Hed H YR o HIROT AN H Yiedd
> 3 draar (Income Elasticity) AT H Uidd= 9 H7FT H URad-

> T URRe dadr (Cross Elasticity) | Uk 9% bl shiAd H URdd § GHA I&] bl AT TR UHE
> VAR drEar (Advertisement Elasticity) | faamae o Ror 71 § sgaa

T T & A & adid (Measurement of Price Elasticity)
> e di=dl Sl /Y & adiss (Measurement of Price Elasticity)
(1) ufaemo= fafer (Percentage or Proportional Method)

_%AQ
S7YN

ToppersNotes / 98282-86-909 5



(2) 3w fig fafer (Arc Elasticity Method)
_AQ PPy

MR, q,

(3) foig fr=rar (Point Elasticity)

dQ P
Ed—d—PXG

(4) %o = fafdr (Total Expenditure Method — Marshall)

v i Ao ged R §d 1 9gdl @ — @ > 1
v ¢ g ged R el Ag | uRad el aidl — &g = 1
v I Yoo ged W G g gedl € — g < 1

T @adr & o9 (Degrees of Elasticity)

UFR W= (Value) | faRor

quf daeR Ed = o T | AT Uiad- 9 STfdeh AT & HiT geeidl &
HF AR Ed>1 % WA URad= > Y% Hed URadH

TehTceh olidl Ed=1 % WA URad = Y% Hed uRadH

T ATEIGR Ed<1 % HITT UREd < % Hed URddH

[ A Ed=0 Hed H UIdd- o1 his U9 el

3. sftaa 3 3R Hiwid g T d@ay (Relationship between AR and MR)
e

SEYROT qieuTNT

H19a 3 (AR) %ol 3T Dl el Toeh U YT F TIWIRIT el O UTed 2l &
AR=TR/Q

HiHid AT (MR) Teh AfaRerd gHe da W Fel 371 | S gfg il 8l

MR = ATR / AQ

AR 3% MR % Hay — fIfag st &

1. guf wfad@ifrar (Perfect Competition):
v AR = MR = Price
v i Ul (T U 8 79ed W faehd &

2. THER A AYuf wfadifiar (Monopoly or Imperfect Competition):

v. AR> MR

v' MR "edt & & fRar & sriifes e aifalied gfe 999 o fT e &F o1 ugdl &

IGiw g1 99 (Graphical Relation):
» AR Curve — 9/ &1 3R a1 & (Demand Curve &l aig)
» MR Curve — AR & 1 gId1 & 3R ITd 3118 dsil ¥ < fRar g
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TN G:

7fe AR g @@ & (Linear Demand Curve), a:

MR=AR-1ExXARMR = AR - \frac{1H{E} \times AR

STET E = | &1 wlrear

fasw (Conclusion)

Hiw faseteor sraaties Fufal # sreid Hgeaqut yffet AT &1 368 saum & g8 gHeH § Ferdr fAed!
& o 7o, s, foqmoe snfe & afads & IuiadT &t 7T g UoTfad aidl € 3R s Wifed & oy Je
Refor &3 forar smu)

IUHIET A9ER (Consumer Behaviour)

> IUHIFAT FeR dg eI ¢ Sl T8 Saldl ¢ fob IUHIraT 370+ HHHd FITe=T (3T) &1 ITIART ik fafdg
FEgat 3R Jarsit A 7T FY FaT B

1. Iugitar fasawer (Utility Analysis)

Iuifiar (Utility) @ a1ef:

> IuRIfirar foreht avq & UTed TAlw 31 & Y T8 AT R, I IuedierdT SUSIRT o THT STvd T ¢

Iuifrar & wR (Types of Utility)

TR faaeor

Hqut IuAitiar (Total Utility - TU) | 3UiaRT o Tohdlt 9] ol Teil 13T o ITHNT & UTtd Fed AT

Hmid IgdiRar (Marginal Utility - | Tes STdRaRT 3ehTg o SUHRT H T ATdTReRd Sdiy

MU)

V V. V V V

MUNn=TUn-TUn-1MU _n =TU n-TU {n-1}

Hrwia Sgaifiar &1 g (Law of Diminishing Marginal Utility)
> “ST Qb IUHTSRT fohdll I 1 TR Seh1edl IUMRT el &, dl Tcddh T eard 3ehls & UTed IUATRIAT geat
STt 817

IETET:

A Y F= TU MU
1 10 10
2 18 8

3 24 6

4 28 4

5 30 2

6 30 0

7 28 -2

> 64l 3RS deh IUATNIAT Ued! ¢, 3R 741 U RUHE &l STl 8
> Jusiad Eger (Consumer Equilibrium - Cardinal Approach)

ToppersNotes / 98282-86-909 7



> ST JUHIHIT AU AT hl 39 YhR Td T & foh I8 ATAHAH GdAIT U 2, g IUHRT Sl hgalTdl ¢
Teh 9% o folu:
MU = Price
QLA o fer:
MU, MU,

P, P,

2. IgrHiHar @ faeawor (Indifference Curve Analysis)

> g Ordinal Approach g 5% ].R. Hicks 3R R.G.D. Allen = fa&f¥q foram

QRN

> I 9ok I foigatt 1 Tg 7, ST & a¥qel o T HAIeH o quifd € Ford Iusiierr st 9= Saiy ured
gar gl

&I HTUROMG:

> 3ardiHdar ask (Indifference Curve - IC)
v Tk 912 3R I TE 3R FhdT &
v I Y fog T HHA Gy UTed il &

> ITAT gk I fawary:

fasiwan faaor

IC = <l 3R [T & FiTch Ueh A% ohl HIAAT HETH GHA §QTS STd &
IC 3T g & gt did ufaem @ (MRS) & SROT

IC ST T Ueh-g& ol T8l Hied Fifch Ucdeh dgh Ueh 7o W &R quidT &
S IC 3T T qarfa 8 Hiifch 38 3TTeIh AT erdt &

Hiwia wfaeura= g¢ (Marginal Rate of Substitution - MRS)
> U 98 "I ¢ SITd U Ueh 9] ol SIS hl BIgT gEl a&q ol Tl AfafRerd gahTgal aredT & difch
Ay A 41 |
AY

xyzﬁ
» MRS "ed! St &, 9@ IC 39« aa1 8

qote 3@r (Budget Line)
> Ug 39 T TS ol geridt ¢ 8 Susiian ot Hiffd 3mg & @R1g Tehd 8
P..X+PB.Y=M
IqHterAT | — IC Approach
> IUHIT dd HT H 2T & STa 3T aote T fohelt IC l Tasf et 21
> T Hl LT
MRS =&
Xy Py
R
IC 3T &l §o1e 3@l o "l

ToppersNotes / 98282-86-909 8




IC Approach s=™ Utility Analysis:

TR IuAiRrar fasasor IEIAar a5

fogra Cardinal (I=ITcTh) Ordinal (&)

TS &1 719 TU/MU g1 SRR

Gl ot T MU = Price MRS = Price Ratio
fAswe (Conclusion)

YT HGER T LTI &8 T8 THS | Heg hidl ¢ foh GIHd TeF! & Hiaw IUTerT Ty STeehdd ahid
& foIg 3o fdshed & gar @1 Utility Analysis 93« &, Siefe Indifference Curve Analysis 3feie
Femefard) 3T saagiiies AT STt 21

Iaares f[FsAwur (Production Analysis)

1. uRkadt sgata &1 faw (Law of Variable Proportions)
(& "Law of Diminishing Returns" i &gr St )

QT

> “Sd IATGH | Teh A1 Afdieh WIRft wRent ol fRR T d gy fonedl Teh uRRadt iees bl /ISl ot SgTaT STTdT @, al
R § IS dsil & 9¢dT &, Aok H GHHT o 1a IHh! g aT e ddl & 3R 3Add: g g it et 817

> Ug [AEm seuhiicies 3rafd (Short Run) # @] 21dT &, STal o Icd1e ies 1t (Fixed) iR F@ uliadi
(Variable) &id €1

T ATURUNG:
YT et
% 341g (Total Product - TP) ENERICSEIRIE
Hid 3ad1e (Marginal Product - MP) Al Tk 318 UREd! 7Y 9 3G | gig
19 3c1g (Average Product - AP) Uil 3hTs Tiead! 39C § 3HEd Icd1eT
i /gt (Three Stages of Law of Variable Proportions)
g TP &1 HGER MP &1 ZdeR AP &I F@ER | IcTE @l (AT
i. Sed Ufd®d & | Tedl R A dedl & dedre Teal g IOl B 98
FHaeI ERIcE
ii. ¥ed ufdwe & | Gedl RATedT 8 gedl & Ug + H | "edle oy et &
CCra)) CEGIN
iii. RO UIdwe | U aTdT & UG Bl GdT e | edl Wwdl e | SThRILTHAT, Uy
I e
IGiHT GIRT THEHIT:

> TP 9% gl I1d, T 3radet 8T &
> MP 9% Ugl dedT &, fhe "gear & 3R 3id # Rurds
> AP s MP ¥ Ugdl gedr g, MP = AP W AP {&edd gar &

ToppersNotes / 98282-86-909 9




2. ufawa giges @ (Law of Returns to Scale)
(T8 SrdiehTicieh STTURUT 7)

QeI

> “Id T 3L I TAT AU H TSTAT AT & AR Ik Heled®¥ ASYL fhd Ut § §edl 7, 39 Ul
ghgen o wed €17

> ¥g 99 Long Run & @] 2idT 8, STa! I TRek URad-19 gid &

A W’ & ufawa (Types of Returns to Scale):

THR FYC A g | AReye A gig | [/

Jed Uldwd (Increasing Returns to Scale) | 100% >100% FAA YIS, AT

f@R yfawa (Constant Returns to Scale) | 100% 100% gqfeld gfg

Hed ufawa (Decreasing Returns to Scale) | 100% <100% Y & I, HguTS
vt SqTeuT:

T e HT3ETYE TR

10 — 20 100 — 250 qed

20 — 40 250 — 500 =R

40 — 80 500 — 900 Hed

Law of Variable Proportions vs Returns to Scale

YR Law of Variable Proportions Law of Returns to Scale
ary Aeqehltetd (Short Run) didentieid (Long Run)
FRE Fo ST, T uRadi it res uRadi
HECaN Th hReh hl GGHT Tt HRD! Dl TGHT
T GIE] UGl
TR JUANT IcTGehT ol HodTeh SPENESIEIRINE)

A== (Conclusion)

IcUTGH fasiu T & & G I I8 §HEH | HEg HYd ¢ foh 31YC H URad- & 313eYe R 37T UHTE UsdTl & | Law
of Variable Proportions 3fedeiicieh 3caTe o folU 3R Returns to Scale Sreerrei= Icare AT o felq
HAd Agaquf 8

T 1 Agid (Theory of Cost)

> NI 98 4 & Sil fohdl 9% 1 /T o IATGH H HareHT & Y W aldral”

> ug fagia adrar g o 3cure 7 gfig & ary @nd ford Uahr 9t ¢l
1. &Y 3afy & @t @5k (Short-run Cost Curves)

@g H#afY (Short Run):
> ¢ gramary foreH 5 3aned wRe @t (Fixed) & & 3R $@ uRadt (Variable)|
> & T FgRum (Short-run Cost Concepts)

ToppersNotes / 98282-86-909 10



T QR

TC (Total Cost) % @0 = TEC + TVC

TFC (Total Fixed Cost) T AN (ST - A, Toran) ST 3cure | i IR ol &+t &l &
TVC (Total Variable Cost) UG AT (ST - el Jie, Aoigl) ST IciTe W R el ¢
AC (Average Cost) gfd e @nd = TC / Q

AFC (Average Fixed Cost)

Ui g TRl @nrd = TEC / Q

AVC (Average Variable Cost)

gfd gfe uRadi @mta = TVC / Q

MC (Marginal Cost)

Afafeerd Tk giHe Icare W ifaliad @mTd = ATC / AQ

WY AT AT T5h HT AL
(1) AFC Curve:
v AR gedl 8

v &t g 718l gaT (Asymptotic)

(2)AVC & AC Curve:
v’ U-3&R (U-Shaped) gar e
v IR H RG &, e aed €
v AC=AFC+ AVC
(3)MC Curve:
v U-3IThR T 81T &
v MP (Marginal Product) &

3eT e BT &

v MC, AC 3R AVC &I 3% gTan fdg W Hredr &

MC 3R AC/AVC & qau:

=q PR IC)

MC < AC ACHC @ &
MC = AC ACAdI W 8
MC > AC ACTG @&

2. &rd srafer @nTa a6 (Long-run Cost Curves)

< erafr (Long Run):

> dg grarEty forad gt Icure wres uRadt 2ld &1 g AnTd STt T8l el

T FTUROMG:

T et

LTC (Long Run Total Cost) Gt FRenl o TR o H1 Fed ANTd

LAC (Long Run Average Cost)

Ui gfe deeptferes @mTd = LTC / Q

LMC (Long Run Marginal Cost)

LTC ¥ Ueh J[-e 3G d¢iH § ANTd # URdd=

ToppersNotes / 98282-86-909
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LAC = (Envelope Curve)

> U-3ThR &1 &l ¢

> I afl GIfdd steddhifeiss AC dshl o feiter®l (Envelope) gidT &
> %37d # Economies of Scale & &RuT LAC gedT &

» dc ¥ Diseconomies of Scale & &RUT LAC 9gdT &

Economies vs Diseconomies of Scale:

=t ARt
Economies of Scale | 3c1e dg+ TR Ufd J[He AT Tedl & (IcUTG HLradT, faeierioT e o o)
Diseconomies of | IauTe AT Tg- T Ufd YT NI 9 STl & (Fe THRTY, FH-aT hl FHHT
Scale 3T o HIRT)
LAC 3R LMC & €&
= PEIE)
LMC < LAC LACHC T
LMC = LAC LAC =78
LMC > LAC LAC¥¢®ET &
Short-run vs Long-run Cost Comparison
YR | 1Y af @nTa el sty A
Fh T WA, $© uRadi T R TRadi
ITd TFC, TVC, TC, MC, AC LTC, LAC, LMC
deh AFC, AVC, AC = U-3TTa? LAC = U-3&R, Envelope Curve
GLD] Hied fa&qa
fA=s¥ (Conclusion)

ANTa gl IcdTean! ol I8 [Aufg &= § Feraar ar ¢ o Iadtes fera-t A #, fo daneei @ ok forg 9w
fora STu | o srafyr & damet it dng St €, STafer <ief srafer § Icare e 3k TH sMeER # ufiad g
BT B

fafwg TR w@sui § gea fAuRor (Price Determination under
Different Market Forms)

1. ot ufaeaut (Perfect Competition)

QIS

> I8 Uah 3mresf o fRfy & forrd stk faghar ok wdier 1 €, ok asft uer St ot st 2

=T fadiwary:

> TSI 9 § @R 3R faehdn

> 9% g% gldl & (Homogeneous)

PR CLERCRIRCATHEE]
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> 7oy fAufeor oz et fashar a1 fesror =it
> Ut SR gt T Iueted

g fAuieor (Price Determination):

> ®H oo e 2, e wiera (Price Taker) it &
> T HIAT SR ST o gRT a9 €T &

> 9T 78 W EH AR = MR = Price

IR SR faskar & dge:

> H 9 doh ScdTe il & S1d ddh:
MC=MR=PriceMC = MR = Price

> T B dhae A= @ (Normal Profit)

2. TEItawR (Monopoly)

QR

> 9 fohdt ITE T haet Teh & fdehdT 81T & 311X ITHT g Hehe [dehed el graTl
7= fadivard:

> T fdghdT, 3 @R

> @ig e fagea 78

> TALT ol arT

> W Hed fuiies gidl € (Price Maker)

> AR > MR

e fateor:

> W HHid anTd SR HHI SR ol S Y e AR IcUTe o el 6

» MR=MC=EquilibriumOutputMR = MC \Rightarrow Equilibrium Output
> T AR 95 W 3 aTSeye & g €

3. QET@ERW WewE (Price Discrimination under Monopoly)

QIS

> 19 Ueh ol 9% I U 2l fashar g1 fafera Susfiardrall  SAenT-37enT Hedl R o1 Sirdl 2

g1 (Conditions):

> TaohdT ol ITSTR TaTST el h STferd &l

> aE] &l G fdehd T8 Heh

> JUHTERATstl sl HIT @i 197 &

Types of Discrimination (Pigou ¥ 3JaR):

(1) ugett 90ft (First Degree) — Udieh UTedh & IHeh! ATdhdH A AT AR o o1

(2) & 99ft (Second Degree) — AT e foedT (S19 fostel! Te)

(3)drad 9vft (Third Degree) — IUHISHIT THaI & ATUR W 97 Ao (S18 BT, Iopit, fadferat & foig srem
xR)
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4. UHsq uta=qdt (Monopolistic Competition)
QTS

> g g IR 8 STal ek fdehdT A1ET 9 a¥qQ o9d & foiees ot ufaemes gwd 2|
=T fasivan:

> S5 g H skl

> 3adg # foar (Product Differentiation)

> s YA 9 ffa

> faora e (Selling Cost)

e Ao

> ¥ I AT doh -d &l 3R eaTdl &

> g & f=fa:

» MR=MCMR = MC

> T AR > MR R a9 8T 8

efepTer A

> AU AT o YA § A 1 THIT &l Sl B

> had AHT ATH

5. Jr@raER (Oligopoly)

e

> S O 8 EH TR W 07 Wt € SR Ucdieh W o i gE’l bl yeTad et g
7= fadivard:

> fdohdl, 9gd 9R @AGR

> URERe FRar (Mutual Interdependence)

> YA H are

> ORI F9gR (Strategic Behaviour)

Oligopoly # &4 {4t — Price Leadership Model

Price Leadership:

> 19 ek U9 %A (Leader) oI aF d! & AR 3T TH IHHT ATIT ! &
Types of Price Leadership:

(1) Dominant Firm Model — 98 9! %H Hed 78 &l &

(2) Barometric Leadership — 3i+dt &H Jod Sead! &, 31T STER0T Fd &
(3) Aggressive Leadership — 3T &H w1 Hed qd T A Hidl o

Oligopoly # Price Rigidity:

> Ted § werdt O ufadiht oft ge werd & — @ TE drar
> T 9¢1H W UTesh @l STd &

» ufum: Kinked Demand Curve — ¢ f@R &d €
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|roft: fafve s # e i & gamn

fastear quf Afaeadt THAFR | THeT Afaeadt HEAAFTR

fashdTall bl G | 9gd 3Afeh T Sgd £

T H UFR ey EIEGip] o= THEY 71 g

T eRoT ST g WH g & g Sifed, HIfdS

Ik HIA A T | ATAH H | AU H A | AR A

EER] ESGE ElRG] ESGE ElRG]

MR 3R AR MR = AR MR <AR | MR <AR MR < AR (Kinked)
s+ (Conclusion)

fafa Sl # Heg fefeor h gfsran o <t E@eEr ) AR St 81 Stef gut ufaeast § wF qe Wier Fd]

€, ol UhI9hR T AuTIdr H wH god Fefor & srferd wadt &1 ufaeayf, amma, A | R Taer 94 e

Rrefor & ganfaa & 81

HqTga?

e fuivor YorifaEt (Pricing Strategies)

T FrefeoT Tt 3 TSI Bict & forich ATeds & i ST9TR H Ja LT, @TH ATIehdweniuT, UTaaiRTaT o Jenree

HIX JUNNFATSAT Sl AR FR o flT qed o et 8|
1. qeu fe&xfHT worifa (Price Skimming Strategy)

i

> Ug 98 WHITT ¢ Tad T URY | 3104 IcU1E Sl hiAd dgd Al w@dl ¢ AR -4 a0g o g Himd

Herdl gl
=g fasivand:

> RIS e 3=

> "Cream" uTeshi (High-paying customers) @l @fard &
> -4 o "eTehy AU o <l SAreniid e

Y TS STt 82

> 919 31 7419 (Innovative) gidr &

> 19 SR # giceayf & &
> STd IUHISRIT T[Ural & [T SAf&eh ST i ol daR &l

> SId ITE T STia-ehTel JifHd &

A4 K

» U AT, @uerg ar LED &dl — S iPhone & 78 9T

T

> <l ST aelt
> s ufast fmfor
> ST o
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THA:

> T Haeeiiel Ied o W T @

> Tfreaell I fashed o 9ehd @

2. 9eg 98 WiHita (Price Penetration Strategy)

QIRWTT:

> T WHITA H H TR § Td9T & {7 URIHe Jod Sgd 6 T@d1 6 dlich ATeehlieeh ITHTRTaT bl AThNd
F Tk IR IR TR UTed Y Tehl

&g fadiwand:

> RS g e

> JUHISAT I STHNd A FI I88T

> SR H T 9 YA

T JAYATS ATt 82

> ST W e AEeR &

> ofa yfoeget sifdres &

> 9 W& 9 UTgh a7 T STk Sd BT &l

> S8 @RI § SRS ot 99d & (Economies of Scale)

3lgdut:

> Jio &l URfoes Hear i

> Netflix, Swiggy 19 U & [S3ATd! ATE

N

> dsil § 96T H Jaer

> UTeeh TR i

> gfaeafeat sl Aer

THAH:

> oY Hifia a1 URfes grer

> T[UTET hl ThRTcH YU

> T I d1G H hioH 8l Hehdl &

3. U= wite ¥ fAuivor (Peak Load Pricing)

QiR

> g T 3 Garetl o felq ITNT Blclt € STal 7T 9H & AR 197 gidl & — At "fewis st &t @t ged
e, feie & & dl ged A" |

7= fadiward:

> Hed | & AER (97

> Ui rafy § 3T g

> e srafe 7 e ge
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KEAU R

> T T FHRAA JTINT

> ofig & ude

> AN aget

3lgdut:

> Y4 | TERAISH — B! GHY | {ohay stfgen
> TosTett dhufar — fa 3R 3Td o STerT-3TT &3
> 3IeT/3Is - Surge Pricing

T

> I HiT & qHT AfdREd @

> | UeEE

> 3T AT T STTaTHdT Sl HH BT
THI:

> JUHIFITS ol A

> Sied geat fgieor gomet

> TSI ST

it Yorhifaat st gan
fasiwar e fefE Teq U5 i dre e faiRor
RIS o I = TG o ATER o7
3 AT JAfehan IR et T Tee
UG AR IS PIRTERIGECININ a1 & (utilities)
SiEH gicreaef Sl gfafe GIEE:ACE] U A
A== (Conclusion)

e fefRor Tt o6 g1a &l IR TR, Td ST, IUHierT 9, faeqdf, 3R Icmg ol Uapfd 1R MRk
AT &1 Fel WHITd & A o1, FifST 3R drefenticish faehra R o gkt ¢ |
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