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TO GRAVITATE TOWARD THE COMPETITIVE EQUILIBRIUM, WHICH IS TYPICALLY THE MARGINAL COST OF PRODUCTION. THIS
OUTCOME STEMS FROM THE FOUNDATIONAL PRINCIPLES OF BERTRAND COMPETITION, A MODEL IN MICROECONOMICS THAT
DESCRIBES HOW FIRMS COMPETING ON PRICE WILL TEND TO DRIVE PRICES DOWN TO THE LEVEL OF THEIR COSTS WHEN PRODUCTS
ARE IDENTICAL AND THERE ARE NO BARRIERS TO ENTRY. UNDERSTANDING THIS PHENOMENON OFFERS CRUCIAL INSIGHTS INTO
MARKET BEHAVIOR, PRICING STRATEGIES, AND THE CONDITIONS UNDER WHICH FIRMS CAN SUSTAIN HIGHER PRICES. THIS ARTICLE
EXPLORES THE DYNAMICS OF BERTRAND COMPETITION, THE EXPECTED PRICE OUTCOMES, THE UNDERLYING ASSUMPTIONS, AND THE
IMPLICATIONS FOR FIRMS AND CONSUMERS.

UNDERSTANDING BERTRAND COMPETITION

BERTRAND COMPETITION IS NAMED AFTER THE FRENCH MATHEMATICIAN AND ECONOMISTJOSEPH BERTRAND, WHO PROPOSED A
MODEL ILLUSTRATING HOW FIRMS COMPETING ON PRICE IN MARKETS WITH IDENTICAL PRODUCTS TEND TO REACH AN EQUILIBRIUM
THAT MINIMIZES THEIR PROFITS, OFTEN TO THE BENEFIT OF CONSUMERS.

BAsIcs oF THE BERTRAND MODEL

IN THE CLASSICAL BERTRAND MODEL:

- TwO OR MORE FIRMS PRODUCE HOMOGENEOUS, IDENTICAL PRODUCTS.

- EACH FIRM CHOOSES A PRICE SIMULTANEOUSLY.

- CONSUMERS PURCHASE FROM THE FIRM OFFERING THE LOWEST PRICE.

- |IF PRICES ARE EQUAL, CONSUMERS SPLIT THEIR DEMAND EQUALLY OR BASED ON OTHER FACTORS LIKE SERVICE OR LOCATION.
- FIRMS AIM TO MAXIMIZE PROFITS, WHICH DEPEND ON THE PRICE THEY SET AND THEIR COSTS.

THE KEY ASSUMPTION IS THAT CONSUMERS ARE PERFECTLY INFORMED AND WILL ALWAYS BUY FROM THE LOWEST-PRICED
SUPPLIER. THIS CREATES INTENSE PRICE COMPETITION BECAUSE EACH FIRM HAS AN INCENTIVE TO UNDERCUT THE OTHER'S PRICE
TO CAPTURE THE ENTIRE MARKET.

IMPLICATIONS OF THE MODEL

THE PRIMARY IMPLICATION OF THE BERTRAND MODEL WITH IDENTICAL PRODUCTS IS THE TENDENCY FOR PRICES TO FALL TO THE
LEVEL OF MARGINAL COST:

- |F ONE FIRM CHARGES A PRICE ABOVE MARGINAL COST, THE OTHER CAN UNDERCUT SLIGHTLY AND CAPTURE THE ENTIRE MARKET.
- THIS PROCESS CONTINUES UNTIL BOTH FIRMS SET PRICES EQUAL TO MARGINAL COST.

-As A RESULT, ECONOMIC PROFITS ARE DRIVEN TO ZERO IN EQUILIBRIUM, ASSUMING NO PRODUCT DIFFERENTIATION AND PERFECT
COMPETITION.

ExPECTED PRICE OUTCOMES IN BERTRAND COMPETITION

W/HEN TWO FIRMS COMPETE IN A BERTRAND SETTING WITH IDENTICAL PRODUCTS, THE EQUILIBRIUM PRICE IS TYPICALLY EQUAL
TO THE MARGINAL COST OF PRODUCTION. THIS PHENOMENON IS OFTEN CALLED THE “BERTRAND PARADOX” BECAUSE IT
SUGGESTS THAT EVEN WITH ONLY TWO FIRMS, PRICES CAN BE AS LOW AS IN PERFECT COMPETITION.



THe EQuILIBRIUM PRICE: MARGINAL COST

- WHY MARGINAL COSTP BECAUSE ANY PRICE ABOVE MARGINAL COST CAN BE UNDERCUT BY THE RIVAL, WHO OFFERS THE SAME
PRODUCT AT A SLIGHTLY LOWER PRICE, CAPTURING THE ENTIRE MARKET.

- No INCENTIVE TO SET HIGHER PRICES: FIRMS CANNOT SUSTAIN PRICES ABOVE MARGINAL COST WITHOUT LOSING ALL
CUSTOMERS TO THEIR COMPETITOR.

- RESULT: THE STABLE EQUILIBRIUM IS AT THE POINT WHERE PRICE EQUALS MARGINAL COST, AND NO FIRM CAN PROFITABLY
LOWER OR RAISE THEIR PRICE FURTHER.

CoNDITIONS FOR THE EQuILIBRIUM TO HoLD

THE OUTCOME THAT PRICES EQUAL MARGINAL COST RELIES ON SEVERAL KEY ASSUMPTIONS:
- HOMOGENEOUS PRODUCTS.

- NO CAPACITY CONSTRAINTS.

- PERFECT INFORMATION AMONG CONSUMERS.

- No PRODUCT DIFFERENTIATION.

- INSTANTANEOUS AND CONTINUOUS PRICE ADJUSTMENTS.

- FIRMS ARE PROFIT-MAXIMIZERS.

ANY DEVIATION FROM THESE CONDITIONS CAN LEAD TO DIFFERENT MARKET OUTCOMES, INCLUDING SUSTAINED HIGHER PRICES.

FAcTors THAT CAN ALTER THE PriCE OUTCOME

W/HILE THE CLASSICAL BERTRAND MODEL PREDICTS PRICES AT MARGINAL COST, REAL-WORLD MARKETS OFTEN DEVIATE FROM
THIS IDEAL. SEVERAL FACTORS CAN INFLUENCE THE FINAL EQUILIBRIUM PRICE.

ProbuCT DIFFERENTIATION

- WHEN PRODUCTS ARE DIFFERENTIATED, FIRMS CAN CHARGE HIGHER PRICES BECAUSE CONSUMERS DEVELOP PREFERENCES.
- DIFFERENTIATION REDUCES THE PRESSURE TO UNDERCUT RIVALS, ALLOWING FOR HIGHER PROFIT MARGINS.

CaAPACITY CONSTRAINTS

- |IF FIRMS CANNOT MEET THE ENTIRE DEMAND AT THE LOWEST PRICE, THEY CAN SUSTAIN PRICES ABOVE MARGINAL COST TO
AVOID LOSING ALL SALES.

BRAND LoYALTY AND CUSTOMER PREFERENCES

- LOYALTY AND NON-PRICE FACTORS CAN GIVE FIRMS PRICING POWER, PREVENTING PRICES FROM FALLING TO MARGINAL COST.

MARKET ENTRY AND ExIT BARRIERS

- HIGH BARRIERS TO ENTRY CAN SUSTAIN HIGHER PRICES, AS NEW ENTRANTS ARE DETERRED, REDUCING COMPETITIVE PRESSURE.

AsYMMETRIES IN COSTS

- |IF FIRMS FACE DIFFERENT COSTS, THE LOWER-COST FIRM MAY SET PRICES CLOSE TO MARGINAL COST, BUT THE HIGHER-COST
FIRM MIGHT MAINTAIN PRICES ABOVE MARGINAL COST TO COVER ITS EXPENSES.



IMPLICATIONS FOR FIRMS AND CONSUMERS

THE EXPECTED OUTCOME OF BERTRAND COMPETITION HAS SIGNIFICANT IMPLICATIONS FOR BOTH FIRMS' STRATEGIES AND
CONSUMER WELFARE.

For FirmMs

- PRICE W ARS: FIRMS MAY ENGAGE IN AGGRESSIVE PRICE-CUTTING, REDUCING PROFITS.
- CosT EFFICIENCY: FIRMS ARE INCENTIVIZED TO MINIMIZE COSTS TO SUSTAIN PROFITABILITY AT THE EQUILIBRIUM PRICE.
- ProbuCT DIFFERENTIATION: TO AVOID THE DOWNWARD PRICE PRESSURE, FIRMS OFTEN DIFFERENTIATE THEIR PRODUCTS.

For CONSUMERS

- Lower Prices: CONSUMERS BENEFIT FROM INTENSE PRICE COMPETITION, OFTEN PAYING PRICES CLOSE TO MARGINAL COST.

- INCREASED CONSUMER SURPLUS: THE EFFICIENCY OF THE MARKET TRANSLATES INTO HIGHER CONSUMER WELFARE.

- POTENTIAL DOWNSIDES: EXCESSIVE PRICE WARS CAN LEAD TO REDUCED INDUSTRY PROFITABILITY, POTENTIALLY IMPACTING
PRODUCT QUALITY OR INNOVATION.

LIMITATIONS OF THE BERTRAND MODEL

W/HILE THE BERTRAND MODEL PROVIDES A CLEAR THEORETICAL FRAMEWORK, IT HAS LIMITATIONS WHEN APPLIED TO REAL-
\WORLD MARKETS.

Key LIMITATIONS

1. AsSUMPTION oF HOMOGENEOUS PRODUCTS: MANY MARKETS FEATURE DIFFERENTIATED PRODUCTS, ALLOWING FIRMS TO
CHARGE HIGHER PRICES.

2. PerFECT INFORMATION: CONSUMERS MAY NOT KNOW ALL PRICES, LEADING TO LESS AGGRESSIVE PRICE COMPETITION.
3. CapACITY CONSTRAINTS: FIRMS MAY NOT HAVE UNLIMITED CAPACITY TO MEET ALL DEMAND AT THE LOWEST PRICE.

4. STRATEGIC BEHAVIOR: FIRMS MAY ENGAGE IN NON-PRICE STRATEGIES, SUCH AS ADVERTISING OR LOYALTY PROGRAMS,
THAT INFLUENCE PRICING OUTCOMES.

5. MARKET DYNAMICS: REAL MARKETS ARE SUBJECT TO ENTRY BARRIERS, REGULATIONS, AND OTHER FACTORS THAT
PREVENT PRICES FROM FALLING TO MARGINAL COST.

COoNCLUSION

IN SUMMARY, WHEN T\WO FIRMS ENGAGE IN BERTRAND COMPETITION WITH IDENTICAL PRODUCTS UNDER IDEALIZED CONDITIONS,
THE EXPECTED OUTCOME IS THAT THE MARKET PRICE WILL BE DRIVEN DOWN TO THE LEVEL OF MARGINAL COST. THIS
EQUILIBRIUM REFLECTS THE INTENSE PRICE COMPETITION THAT ARISES BECAUSE EACH FIRM SEEKS TO UNDERCUT THE OTHER TO
CAPTURE THE ENTIRE MARKET. W/HILE THIS THEORETICAL PREDICTION UNDERSCORES THE EFFICIENCY OF PERFECT COMPETITION,
REAL-\WORLD DEVIATIONS—SUCH AS PRODUCT DIFFERENTIATION, CAPACITY CONSTRAINTS, AND STRATEGIC
BEHAVIORS—OFTEN ALLOW FIRMS TO SUSTAIN PRICES ABOVE MARGINAL COST. RECOGNIZING THESE DYNAMICS IS CRUCIAL FOR
POLICYMAKERS, FIRMS, AND CONSUMERS ALIKE TO UNDERSTAND MARKET BEHAVIOR AND TO DESIGN STRATEGIES THAT BALANCE
COMPETITION, INNOVATION, AND PROFITABILITY.

Key TAKEAWAYS:



- BERTRAND COMPETITION WITH IDENTICAL PRODUCTS LEADS TO PRICES EQUAL TO MARGINAL COST.

- THe "BERTRAND PARADOX"” DEMONSTRATES THAT EVEN WITH FEW FIRMS, PRICES CAN BE DRIVEN DOWN TO PERFECT
COMPETITION LEVELS.

- DEVIATIONS FROM IDEAL ASSUMPTIONS IN REAL MARKETS OFTEN LEAD TO HIGHER PRICES AND PROFITS.

- UNDERSTANDING THESE PRINCIPLES HELPS IN ANALYZING MARKET STRATEGIES AND REGULATORY POLICIES AIMED AT PROMOTING
COMPETITION AND CONSUMER WELFARE.

FREQUENTLY ASkeD QUESTIONS

\WHAT IS THE TYPICAL PRICE OUTCOME IN BERTRAND COMPETITION WITH IDENTICAL
PRODUCTS?

IN BERTRAND COMPETITION WITH IDENTICAL PRODUCTS, FIRMS TEND TO SET PRICES EQUAL TO MARGINAL COST, LEADING TO A
PRICE EQUILIBRIUM THAT IS OFTEN AT OR NEAR THE COMPETITIVE LEVEL.

How DOES PRODUCT HOMOGENEITY INFLUENCE THE PRICING STRATEGIES OF FIRMS IN
BERTRAND COMPETITION?

PRODUCT HOMOGENEITY ENCOURAGES AGGRESSIVE PRICE COMPETITION, AS FIRMS CANNOT DIFFERENTIATE THEIR PRODUCTS AND
THUS ARE MORE LIKELY TO UNDERCUT EACH OTHER TO CAPTURE MARKET SHARE, DRIVING PRICES DOWN TO MARGINAL COST.

\WHAT ROLE DOES THE ASSUMPTION OF PERFECT INFORMATION PLAY IN BERTRAND
COMPETITION WITH IDENTICAL PRODUCTS?

PERFECT INFORMATION ENSURES THAT BOTH FIRMS ARE AWARE OF EACH OTHER'S PRICES, FACILITATING AGGRESSIVE
UNDERCUTTING AND ULTIMATELY RESULTING IN PRICES EQUAL TO MARGINAL COST IN EQUILIBRIUM.

CAN FIRMS MAINTAIN PRICES ABOVE MARGINAL COST IN BERTRAND COMPETITION WITH
IDENTICAL PRODUCTS?

IN A STANDARD BERTRAND MODEL WITH IDENTICAL PRODUCTS AND NO CAPACITY CONSTRAINTS, FIRMS CANNOT SUSTAIN PRICES
ABOVE MARGINAL COST, AS ANY HIGHER PRICE WOULD BE UNDERCUT BY THE COMPETITOR, LEADING TO A PRICE WAR.

How DOES THE NUMBER OF FIRMS AFFECT THE PRICES CHARGED IN BERTRAND
COMPETITION WITH IDENTICAL PRODUCTS?

AS THE NUMBER OF FIRMS INCREASES, THE COMPETITION INTENSIFIES, PUSHING PRICES CLOSER TO MARGINAL COST, WITH ONLY
TWO FIRMS, THE PRICE TENDS TO BE AT OR NEAR MARGINAL COST, AND THIS EFFECT BECOMES MORE PRONOUNCED WITH MORE
FIRMS.

ADDITIONAL RESOURCES

BerTRAND COMPETITION WITH IDENTICAL ProODUCTS: AN IN-DEPTH ANALYSIS OF PRICING DYNAMICS

\W/HEN ANALYZING MARKET STRUCTURES, ESPECIALLY THOSE INVOLVING DUOPOLIES AND OLIGOPOLIES, THE CONCEPT OF
BERTRAND COMPETITION STANDS AS A FUNDAMENTAL FRAMEWORK TO UNDERSTAND HOW FIRMS SET PRICES IN THE PRESENCE OF
CLOSE SUBSTITUTES. IN PARTICULAR, WHEN T\WO FIRMS COMPETE BY OFFERING IDENTICAL PRODUCTS, THE STRATEGIC
INTERACTIONS AND RESULTING PRICES ARE SHAPED BY THEIR DESIRE TO MAXIMIZE PROFITS, MARKET SHARE, AND RESPOND TO
COMPETITORS’ MOVES. THIS ARTICLE DELVES INTO THE CORE PRINCIPLES OF BERTRAND COMPETITION WITH IDENTICAL
PRODUCTS, EXPLORING THE EXPECTED PRICING OUTCOMES, UNDERLYING ASSUMPTIONS, REAL-WORLD IMPLICATIONS, AND



NUANCES THAT INFLUENCE MARKET EQUILIBRIUM.

UNDERSTANDING BERTRAND COMPETITION; THE BASICS

WHAT |Is BErTRAND COMPETITION?

NAMED AFTER THE FRENCH MATHEMATICIAN JOSEPH BERTRAND, BERTRAND COMPETITION DESCRIBES A MODEL WHERE FIRMS
COMPETE PRIMARILY THROUGH PRICE-SETTING RATHER THAN QUANTITY. UNLIKE COURNOT MODELS, WHERE FIRMS CHOOSE
QUANTITIES SIMULTANEOUSLY, BERTRAND MODELS EMPHASIZE THE STRATEGIC DECISION OF SETTING PRICES.

Key AssumpTIONS IN THE CLASSIC MODEL

THE CcLASSIC BERTRAND MODEL ASSUMES:

1. HoMOGENEOUS PRODUCTS: THE PRODUCTS ARE PERFECT SUBSTITUTES; CONSUMERS PERCEIVE NO DIFFERENCE BETWEEN THE
FIRMS® OFFERINGS.

2. PRICE-TAKING BEHAVIOR: FIRMS SET PRICES SIMULTANEOUSLY, AIMING TO ATTRACT CONSUMERS WHILE COVERING COSTS.
3. No CapAacITY CONSTRAINTS: FIRMS HAVE UNLIMITED CAPACITY, ENSURING THEY CAN MEET ALL DEMAND AT THEIR CHOSEN
PRICE.

4. PERFECT INFORMATION: BOTH FIRMS AND CONSUMERS ARE FULLY AWARE OF PRICES AND PRODUCT QUALITY.

5. No TraNsAcCTION CosTs: COSTS INVOLVED IN CHANGING PRICES OR SWITCHING SUPPLIERS ARE NEGLIGIBLE.

IMPLICATION OF THESE ASSUMPTIONS

UNDER THESE ASSUMPTIONS, THE MODEL PREDICTS INTENSE PRICE COMPETITION, LEADING TO A UNIQUE EQUILIBRIUM WHERE THE
PRICE EQUALS MARGINAL COST—RESULTING IN ZERO (OR MINIMAL) ECONOMIC PROFIT FOR THE FIRMS. THIS OUTCOME IS OFTEN

REFERRED TO AS THE “BERTRAND PARADOX," HIGHLIGHTING HOW PRICE COMPETITION CAN DRIVE PRICES DOWN TO THE
COMPETITIVE LEVEL EVEN WITH ONLY TWO FIRMS.

THe ExPecTeD PrRICE IN BERTRAND COMPETITION WITH IDENTICAL PRODUCTS

THe EQuILIBRIUM PrICE: PrICE EQUALS MARGINAL COST

IN THE CLASSICAL FRAMEWORK, WHEN TWO FIRMS SELL IDENTICAL PRODUCTS AND COMPETE VIA PRICE, THE EQUILIBRIUM IS
CHARACTERIZED BY:

- Price = MaraGINaL CosT (P = MQC)

THIS IS BECAUSE:

- IF ONE FIRM SETS A PRICE ABOVE MARGINAL COST, THE OTHER CAN UNDERCUT SLIGHTLY, CAPTURING THE ENTIRE MARKET.

- IF A FIRM ATTEMPTS TO RAISE ITS PRICE ABOVE THE COMPETITOR, IT LOSES ALL DEMAND TO THE LOWER-PRICED RIVAL.

- THE ONLY STABLE POINT—\WHERE NEITHER FIRM CAN PROFITABLY UNDERCUT OR INCREASE PRICE—IS AT THE MARGINAL COST
LEVEL.

\WHY Does THIs HAPPEN?

CONSIDER THE STRATEGIC INTERACTION:

- SuPPOSE FIRM A SETS A PRICE MARGINALLY ABOVE MC.



- FIRM B RECOGNIZES THIS AND CAN SET A SLIGHTLY LOWER PRICE TO ATTRACT ALL CUSTOMERS.

- THE PROCESS CONTINUES UNTIL PRICES CANNOT BE LOWERED FURTHER WITHOUT INCURRING LOSSES.

- AT THE LIMIT, THE EQUILIBRIUM OCCURS AT P= MC, \WHERE NEITHER FIRM CAN PROFITABLY UNDERCUT WITHOUT MAKING A
LOSS.

IMPLICATIONS FOR FIRMS

- ZERO EconoMIC PROFIT: W/ITH PRICES AT MARGINAL COST, FIRMS EARN JUST ENOUGH TO COVER THEIR VARIABLE COSTS,
EARNING NO ECONOMIC PROFIT.

- INTENSE PrICE COMPETITION: THE COMPETITION IS SO FIERCE THAT CONSUMER BENEFITS ARE MAXIMIZED, LEADING TO LOWER
PRICES.

ReaL-\YW orLD DeVIATIONS AND MARKET REALITIES

W/HILE THE CLASSICAL MODEL OFFERS CLEAR INSIGHTS, REAL=WORLD MARKETS OFTEN DEVIATE FROM THESE IDEALIZED
ASSUMPTIONS, LEADING TO DIFFERENT PRICING OUTCOMES.

FACTORS THAT INFLUENCE ACTUAL PRICES

1. ProDUCT DIFFERENTIATION: SLIGHT DIFFERENCES IN QUALITY, BRANDING, OR FEATURES ALLOW FIRMS TO CHARGE ABOVE
MARGINAL COST.

2. CAPACITY CONSTRAINTS: LIMITED CAPACITY PREVENTS FIRMS FROM UNDERCUTTING ENDLESSLY, ALLOWING FOR ABOVE-
COST PRICING.

3. CoNSUMER LOYALTY AND SWITCHING CoSTS: THESE CAN ENABLE FIRMS TO MAINTAIN HIGHER PRICES.

4. ASYMMETRIC INFORMATION: WW/HEN CONSUMERS OR FIRMS LACK PERFECT KNOWLEDGE, PRICES MAY NOT FALL TO MARGINAL
COST.

5. REGULATORY ENVIRONMENT: PRICE CONTROLS OR ANTITRUST LAWS CAN INFLUENCE THE COMPETITIVE DYNAMICS.

EMPIRICAL OBSERVATIONS
IN MANY INDUSTRIES CHARACTERIZED BY HOMOGENEOUS PRODUCTS——SUCH AS UTILITIES, COMMODITIES, OR BASIC RAW

MATERIALS—PRICES TEND TO HOVER NEAR MARGINAL COSTS, ALIGNING WITH THE BERTRAND MODEL PREDICTION. CONVERSELY,
MARKETS WITH PRODUCT DIFFERENTIATION, BRANDING, OR SWITCHING COSTS OFTEN SEE PRICES ABOVE MARGINAL COST.

STRATEGIC CONSIDERATIONS AND MARKET EQUILIBRIA

PoTenTIAL OUTCOMES BEYOND THE BASIC MODEL

\W/HILE THE TEXTBOOK PREDICTION IS PRICE AT MARGINAL COST, REAL MARKETS OFTEN SETTLE INTO DIFFERENT EQUILIBRIA DUE
TO STRATEGIC BEHAVIORS:

- PrICE W ARS: FIRMS AGGRESSIVELY CUT PRICES TO OUTSELL COMPETITORS, POTENTIALLY LEADING TO TEMPORARY LOSSES.
- CoLLUSIVE PRICING: FIRMS MAY TACITLY OR EXPLICITLY COLLUDE TO KEEP PRICES ABOVE MARGINAL COST.
- LIMIT PRICING: FIRMS SET PRICES LOW ENOUGH TO DETER ENTRY BY POTENTIAL COMPETITORS.

REPEATED INTERACTIONS AND REPUTATION

IN DYNAMIC SETTINGS, FIRMS MAY AVOID DESTRUCTIVE PRICE WARS TO PRESERVE LONG~-TERM PROFITS, LEADING TO STABLE
PRICES ABOVE MARGINAL COST THROUGH:



- RepeATED GAME STRATEGIES: SUCH AS TIT-FOR-TAT OR PUNISHMENT STRATEGIES.
- BRAND LoYALTY AND CUSTOMER RETENTION: DISCOURAGING COMPETITORS FROM UNDERCUTTING.

MARKET ENTRY AND EXIT DYNAMICS

THE THREAT OF NEW ENTRANTS OR THE EXIT OF EXISTING FIRMS CAN ALSO INFLUENCE THE EQUILIBRIUM PRICE, OFTEN RESULTING
IN PRICES ABOVE THE MARGINAL COST TO SUSTAIN PROFITABILITY.

ConcrusioN: THE ExPecTeD PRrICE IN BERTRAND COMPETITION WITH
IDENTICAL PRODUCTS

SUMMARY oF KeY PoINTS

- IN A CLASSICAL BERTRAND DUOPOLY WITH HOMOGENEOUS PRODUCTS, THE EQUILIBRIUM PRICE IS EQUAL TO MARGINAL COST.
- THIS OUTCOME RESULTS FROM THE FIERCE PRICE COMPETITION WHERE EACH FIRM UNDERCUTS THE OTHER TO CAPTURE THE
ENTIRE MARKET.

- THE EQUILIBRIUM IS UNSTABLE FROM A PROFIT PERSPECTIVE, LEADING TO ZERO ECONOMIC PROFITS, WHICH DISCOURAGES
ENTRY OR CONTINUED OPERATION IF COSTS ARE HIGH.

PRACTICAL IMPLICATIONS

- For CONSUMERS: PRICES TEND TO BE VERY LOW, CLOSE TO THE COST OF PRODUCTION.

- For FIRMS: THEY MUST FIND WAYS TO DIFFERENTIATE THEIR PRODUCTS, REDUCE COSTS, OR BUILD CUSTOMER LOYALTY TO
MAINTAIN PROFITABILITY.

- For PoLIcYMAKERS: UNDERSTANDING THESE DYNAMICS CAN INFORM REGULATION, ESPECIALLY IN MARKETS PRONE TO
DESTRUCTIVE PRICE WARS OR COLLUSION.

FINAL REFLECTION

W/HILE THE CLASSICAL BERTRAND MODEL PROVIDES A CLEAR THEORETICAL BENCHMARK—PREDICTING THAT PRICES WILL SETTLE
AT MARGINAL COST—REAL-WORLD COMPLEXITIES OFTEN LEAD TO DEVIATIONS. NONETHELESS, THE CORE INSIGHT REMAINS THAT
IN MARKETS WHERE FIRMS PRODUCE IDENTICAL GOODS AND COMPETE SOLELY ON PRICE, THE INTENSE RIVALRY TYPICALLY DRIVES
PRICES DOWN TO NEAR-COST LEVELS, ULTIMATELY BENEFITING CONSUMERS BUT CHALLENGING FIRMS' PROFITABILITY.
RECOGNIZING THESE DYNAMICS IS CRUCIAL FOR MANAGERS, POLICYMAKERS, AND CONSUMERS AIMING TO UNDERSTAND AND
NAVIGATE COMPETITIVE LANDSCAPES EFFECTIVELY.
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