	ECONOMICS
TEACHER PRESENTATION NOTES
MONOPOLISTIC COMPETITION: BRAND WARS


Two slides per page. Use the cards below as your teaching script for each slide.
	SLIDE 1
	Monopolistic Competition: Brand Wars


On-slide summary: Monopolistic Competition: Brand Wars; Many sellers, many brands - how restaurants, sneakers, and coffee shops compete.
TALKING POINTS
	•  Open with the Unit 3 spectrum because students need prior context. TK 21 identical sellers; TK 22 monopoly; TK 23 few giants. MC is the FOURTH structure - many sellers with DIFFERENTIATED products.
•  For example, U.S. restaurants - 750,000 of them. Specifically NOT a monopoly, NOT an oligopoly, NOT perfect competition. They are MONOPOLISTICALLY COMPETITIVE.
	
	•  Preview the four features: many sellers, DIFFERENTIATED products, free entry/exit, some limited pricing power.
•  MC is the most common real-world market structure - the industries students experience daily (restaurants, salons, coffee shops, clothing brands).



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Monopolistic Competition: Brand Wars classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Monopolistic Competition: Brand Wars in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Monopolistic Competition: Brand Wars



	SLIDE 2
	Learning Targets


On-slide summary: Learning Targets; Define MONOPOLISTIC COMPETITION using its four features; Explain PRODUCT DIFFERENTIATION and the four types
TALKING POINTS
	•  Read the three targets aloud. Target 1 (four features + spectrum) anchors Activity Part 1 + Part 2. Target 2 (differentiation types) anchors Part 3 chart reading.
•  Stress target 2 - product differentiation - is the heart of this lesson. The four types (physical, service, location, brand image) are the diagnostic tools for every real industry.
•  Connect the targets to MC: target 1 places it between PC and oligopoly; target 2 names the engine; target 3 names the consequences (advertising arms race, zero long-run profit).
	
	•  Reinforce target 3: the BIG SURPRISE is that MC firms make ZERO economic profit in the long run despite brand-building.
•  Discussion: which target seems counterintuitive? Most teachers say target 3 - students assume successful brands earn huge permanent profits.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Learning Targets classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Learning Targets in your own words?



	GUIDED NOTES
	Students should listen for: Define MONOPOLISTIC COMPETITION using its four features



	SLIDE 3
	The Unit 3 Spectrum: Where Does MC Sit?


On-slide summary: The Unit 3 Spectrum: Where Does MC Sit?; Big Idea: MC is the most COMMON real structure - restaurants, salons, coffee shops, clothing, gyms.; Unit 3 - The Full Spectrum
TALKING POINTS
	•  Walk the Unit 3 spectrum left to right. PC (many identical sellers). MC (many differentiated sellers). Oligopoly (few interdependent sellers). Monopoly (one seller).
•  Drill the key contrasts. MC differs from PC because products are DIFFERENTIATED. MC differs from oligopoly because there are MANY sellers (no interdependence).
•  Walk the real examples. 750,000 U.S. restaurants. 92,000 hair salons. 38,000 coffee shops. 130,000 clothing stores. Students walk past these every day.
	
	•  Discussion: which industries do students personally experience as MC? Most name restaurants, fast food, clothing brands, gyms, hair salons.
•  Activity hook: Part 4 Q1 asks students to diagnose four real MC industries against the four features.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make The Unit 3 Spectrum: Where Does MC Sit? classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain The Unit 3 Spectrum: Where Does MC Sit? in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: The Unit 3 Spectrum: Where Does MC Sit?



	SLIDE 4
	The Four Defining Features of MC


On-slide summary: The Four Defining Features of MC; 1. Many sellers; Hundreds or thousands of firms; each firm acts independently; no interdependence like oligopoly
TALKING POINTS
	•  Read the four features aloud: many sellers, DIFFERENTIATED products, free entry and exit, some pricing power. Feature 2 is the engine of the entire model.
•  Drill DIFFERENTIATION. In PC, every wheat farmer sells the same wheat. In MC, every restaurant has its own menu and vibe. That uniqueness gives each firm SOME pricing power.
•  Walk the restaurant example through all four. Many sellers (750K). Differentiated (every menu unique). Free entry (anyone with $50-200K can open). Some pricing power ($18 burger that costs $7).
	
	•  Discussion: which feature does MC LACK that oligopoly HAS? Students say interdependence - correct. In MC, no single restaurant watches another's pricing decisions.
•  Activity hook: Part 1 Q1 asks students to list the four features of MC from memory and apply them to the U.S. restaurant industry.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make The Four Defining Features of MC classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain The Four Defining Features of MC in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: The Four Defining Features of MC



	SLIDE 5
	Feature 1: Many Sellers (How Many is Many?)


On-slide summary: Feature 1: Many Sellers (How Many is Many?); Try this: list 3 wireless carriers (easy). Now list 50 restaurants in your town. That difficulty IS MC.; The Many-Sellers Test
TALKING POINTS
	•  Drill the many-sellers test. MC industries have HUNDREDS or THOUSANDS of firms. No single firm can move the market price. Firms do NOT watch each other (contrast with oligopoly).
•  Walk the U.S. industry counts. Restaurants 750,000+. Hair salons 92,000. Clothing stores 130,000. Coffee shops 38,000. MASSIVE numbers compared to oligopoly's 3-10 firms.
•  Stress the COFFEE shop wrinkle. Starbucks has 16,000 U.S. locations - about 42% of all coffee shops. But there are also 22,000 independent shops competing on differentiation.
	
	•  Discussion: which MC industry have students personally tried to count? Most realize they cannot list more than 8-10 local restaurants without thinking hard.
•  Activity hook: P3-Q1 asks students to read specific firm counts off the chart and rank the five industries by size.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Feature 1: Many Sellers (How Many is Many?) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Feature 1: Many Sellers (How Many is Many?) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Feature 1: Many Sellers (How Many is Many?)



	SLIDE 6
	Number of U.S. Firms in MC Industries


On-slide summary: Number of U.S. Firms in MC Industries; Five U.S. MC industries by firm count. Restaurants dominate.; Restaurants: 750,000+
TALKING POINTS
	•  Walk the chart bar by bar. Restaurants 750,000. Clothing stores 130,000. Hair salons 92,000. Coffee shops 38,000. Dry cleaners 33,000.
•  Drill the contrast with oligopoly. Wireless carriers - 4 firms. Airlines - 4 firms. Soft drinks - 3 firms. Restaurants - 750,000. Roughly 200,000x more firms.
•  Stress that with this many firms, NO single restaurant can affect the market price. Each is essentially a price-taker for the OVERALL market but has SOME power within its niche.
	
	•  Discussion prompt: which industry on the chart surprised students most? Most underestimate hair salons (92K) and overestimate dry cleaners (33K).
•  Activity hook: P3-Q1 asks students to extract firm counts and explain why MC's many-sellers feature makes price coordination impossible.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Number of U.S. Firms in MC Industries classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Number of U.S. Firms in MC Industries in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Number of U.S. Firms in MC Industries



	SLIDE 7
	Feature 2: Differentiated Products (The Engine)


On-slide summary: Feature 2: Differentiated Products (The Engine); What Differentiation Means; Each firm sells a UNIQUE product, not identical to rivals
TALKING POINTS
	•  Drill DIFFERENTIATION as the engine. Without it, every firm sells the same product and the model collapses to PC (where each firm is a price-taker).
•  Walk the burrito example. Chipotle $11 steak burrito. Local spot $14 for a similar burrito. WHY $3 more? DIFFERENTIATION - recipe, salsa, family vibe, neighborhood.
•  Stress that differentiation can be REAL or PERCEIVED. Real - actual differences in ingredients, design, service. Perceived - brand image built through advertising.
	
	•  Discussion: name two clothing brands functionally similar but priced differently. Common answers: Gap vs Old Navy. Nike vs Champion. Lululemon vs Athleta.
•  Activity hook: Part 4 Q1 asks students which differentiation type each of four real MC industries uses most heavily.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Feature 2: Differentiated Products (The Engine) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Feature 2: Differentiated Products (The Engine) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Feature 2: Differentiated Products (The Engine)



	SLIDE 8
	Feature 3: Free Entry and Exit


On-slide summary: Feature 3: Free Entry and Exit; Did You Know: 60% of new U.S. restaurants close in year 1. That high failure rate is FREE EXIT in action.; Low Barriers to Entry
TALKING POINTS
	•  Drill LOW barriers to entry. A restaurant costs $50-200K - WAY less than $30B for a wireless carrier. A hair salon $25-100K. A clothing brand $5-50K online.
•  Walk the zero-profit logic. Local burrito spot is profitable. NEW spots open down the street. Customers split. Demand at original spot shrinks. Profit shrinks.
•  Stress the 60% RESTAURANT FAILURE RATE. Most students assume restaurants are stable. 60% fail year 1, 80% within 5 years. That high failure rate IS free exit.
	
	•  Discussion: which MC business have students watched OPEN and CLOSE in their hometown? Most can name at least one - restaurant, boutique, coffee shop.
•  Activity hook: The zero-profit chart on slide 16 visualizes this - demand shifts left as new firms enter, until profit equals zero.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Feature 3: Free Entry and Exit classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Feature 3: Free Entry and Exit in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Feature 3: Free Entry and Exit



	SLIDE 9
	Feature 4: Some Pricing Power


On-slide summary: Feature 4: Some Pricing Power; DOWNWARD-SLOPING demand; Each firm's product is UNIQUE - it can raise price slightly without losing ALL customers (unlike PC's perfectly flat demand)
TALKING POINTS
	•  Drill the demand curve shape because students must contrast with PC's flat demand. MC firms face DOWNWARD-SLOPING demand - raise price, lose SOME customers but not all.
•  For example, Starbucks $5.50 latte vs Dunkin $3.50 = 60% premium. Lululemon $98 vs Champion $25 = 3.9x premium. Apple $130 AirPods vs generic $30.
•  MC pricing power is LIMITED by close substitutes - the difference from monopoly. Starbucks cannot charge $25 because customers walk to Dunkin.
	
	•  Discussion question: which brand do students personally pay a premium for, and why? Most name Apple, Nike, Starbucks, or North Face.
•  Real-world extension: connect this to next unit on consumer behavior - the premium IS the differentiated demand curve in action.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Feature 4: Some Pricing Power classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Feature 4: Some Pricing Power in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Feature 4: Some Pricing Power



	SLIDE 10
	The Four Types of Product Differentiation


On-slide summary: The Four Types of Product Differentiation; 1. PHYSICAL differentiation; Real differences in ingredients, materials, design, features (grass-fed burger; carbon-plate sneakers; espresso quality)
TALKING POINTS
	•  Walk all four types because each defines a different competitive lever. PHYSICAL (real product differences). SERVICE (customer experience). LOCATION (proximity). BRAND IMAGE (perceived identity from advertising).
•  For example, Starbucks combines ALL FOUR types simultaneously. Physical (espresso machines). Service (baristas). Location (every corner). Brand image (third-place vibe).
•  Most successful MC firms use a MIX. The difference between single-type and multi-type is that pure single-type differentiation is rare.
	
	•  Discussion question: pick a fast-food chain - which differentiation type does it rely on MOST? Common: Chick-fil-A leans service, McDonald's leans location, In-N-Out leans physical/brand.
•  Real-world extension to industry careers - brand consultants spend their day diagnosing which mix of types each MC firm uses.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make The Four Types of Product Differentiation classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain The Four Types of Product Differentiation in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: The Four Types of Product Differentiation



	SLIDE 11
	Non-Price Competition: Why Ads Dominate


On-slide summary: Non-Price Competition: Why Ads Dominate; Tip: Massive ad spend with little price competition = MC, not oligopoly or monopoly.; Why MC Firms Avoid Price Wars
TALKING POINTS
	•  Drill the price-war avoidance logic. If your burger shop cuts to $7, every burger shop nearby matches within days. No one wins. So MC firms compete on OTHER dimensions.
•  Walk the four non-price tools. ADVERTISING (brand image). STORE EXPERIENCE (Apple Stores feel like a museum). LOYALTY PROGRAMS (Starbucks Rewards). PRODUCT INNOVATION (McRib).
•  Stress the contrast with PC. In PC (wheat), there is NO benefit to advertising - cannot differentiate wheat. So wheat farmers spend ~0% on ads. In MC, ads are the PRIMARY weapon.
	
	•  Discussion: which non-price tool do students respond MOST to? Common: loyalty programs and limited editions. Both create switching costs that build pricing power.
•  Activity hook: the chart on the next slide shows how heavily MC industries spend on ads vs the typical 1-2% industry average.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Non-Price Competition: Why Ads Dominate classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Non-Price Competition: Why Ads Dominate in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Non-Price Competition: Why Ads Dominate



	SLIDE 12
	Advertising Spend as % of Revenue (MC)


On-slide summary: Advertising Spend as % of Revenue (MC); Five MC industries' ad spend % of revenue. Beauty leads at 12%.; Beauty / personal care: 12%
TALKING POINTS
	•  Walk the chart bar by bar. Beauty and personal care 12%. Cereal 9%. Athletic apparel 8%. Beer 6%. Quick-service restaurants 4.5%. All way above the 1-2% average.
•  Drill the why. All MC industries where DIFFERENTIATION through brand image is the primary competitive weapon. So they spend heavily on advertising.
•  Stress the BEAUTY peak at 12%. For every $100 a beauty brand earns, $12 goes to ads. Enormous. The reason - beauty products are physically similar; brand image does the work.
	
	•  Discussion: which industry on the chart surprised students most? Most underestimate cereal (9% - General Mills, Kelloggs, Post all spend heavily).
•  Activity hook: P3-Q2 asks students to extract specific percentages and explain why heavy advertising is the SIGNATURE behavior of MC.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Advertising Spend as % of Revenue (MC) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Advertising Spend as % of Revenue (MC) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Advertising Spend as % of Revenue (MC)



	SLIDE 13
	Informative vs Persuasive Advertising


On-slide summary: Informative vs Persuasive Advertising; Did You Know: a pure informative Super Bowl ad does not exist. Every $7M slot is mostly persuasive brand-building.; INFORMATIVE Advertising
TALKING POINTS
	•  Drill the two types. INFORMATIVE - facts (price, location, hours, features). PERSUASIVE - emotional/lifestyle (Nike athlete winning, Apple user feeling clever).
•  Walk specific examples. INFORMATIVE - Domino's coupon ad with $7.99 pizza prices. PERSUASIVE - Nike commercial showing Serena winning Wimbledon, no features.
•  Stress the economic debate. Most economists view informative ads as VALUABLE. Persuasive ads are debated - some say they build loyalty, others say they waste resources.
	
	•  Discussion: name an ad campaign students remember from the last year. Then ask - informative or persuasive? Most they remember are PERSUASIVE (Super Bowl ads).
•  Activity hook: P3-Q2 follow-up asks students to classify three real ad campaigns as primarily informative or primarily persuasive.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Informative vs Persuasive Advertising classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Informative vs Persuasive Advertising in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Informative vs Persuasive Advertising



	SLIDE 14
	Brand Wars in Real U.S. Industries


On-slide summary: Brand Wars in Real U.S. Industries; Starbucks vs Dunkin; Starbucks - premium, espresso focus, third-place vibe
TALKING POINTS
	•  Walk all three brand-war cases. Starbucks vs Dunkin (premium vs value). Nike vs Adidas (athlete vs lifestyle). Chipotle vs Qdoba (food integrity vs topping variety).
•  Drill the key insight - MC competitors COEXIST. Unlike oligopoly (price leadership) or monopoly (one winner), MC lets multiple differentiated firms be profitable at once.
•  Stress that brand wars are mostly NON-PRICE. Nike and Adidas almost never match each other on shoe pricing. They compete on athletes, ads, technology positioning.
	
	•  Discussion: have students name a brand war in their life. Common: Apple vs Samsung. McDonald's vs Burger King. Coke vs Pepsi (technically oligopoly but feels like brand war).
•  Activity hook: Part 4 Q2 asks students to apply the brand-wars framework to a real industry of their choice.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Brand Wars in Real U.S. Industries classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Brand Wars in Real U.S. Industries in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Brand Wars in Real U.S. Industries



	SLIDE 15
	Short-Run vs Long-Run Profit in MC


On-slide summary: Short-Run vs Long-Run Profit in MC; Big Idea: Even Starbucks earns near zero LONG-RUN economic profit - their accounting profit is mostly normal profit.; SHORT-RUN - Positive Profit Possible
TALKING POINTS
	•  Drill the short-run vs long-run distinction. SHORT RUN - high economic profit. LONG RUN - free entry attracts new firms that compete the profit away.
•  Walk the viral restaurant example. New restaurant goes viral. $200K profit year 1. Three more similar concepts open. Customer base splits. By year 3, profit back to zero.
•  Stress the COUNTERINTUITIVE part. Starbucks earns close to ZERO long-run economic profit. Their accounting profit is huge but mostly NORMAL profit (opportunity cost of capital).
	
	•  Discussion: which MC business have students seen go from hot to commonplace? Common: Crumbl Cookies. Five Guys. Fro-yo shops (2010-2014 boom, then collapsed). Bubble tea.
•  Activity hook: the zero-profit chart on the next slide visualizes the demand curve shifting LEFT as new entrants split the customer base.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Short-Run vs Long-Run Profit in MC classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Short-Run vs Long-Run Profit in MC in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Short-Run vs Long-Run Profit in MC



	SLIDE 16
	How Free Entry Drives Long-Run Profit to Zero


On-slide summary: How Free Entry Drives Long-Run Profit to Zero; Demand shifts LEFT as new firms enter; profit drops $20 to $0.; Short-run profit: $20
TALKING POINTS
	•  Walk the chart. Two demand curves. SHORT-RUN (rightward) gives profit of $20 per unit. LONG-RUN (leftward) gives profit of $0 (price equals average cost).
•  Drill the SHIFT MECHANISM. New firms enter because they see $20 profit. Each new firm steals customers. Original firm's demand shifts LEFT. Continues until profit equals zero.
•  Stress ZERO ECONOMIC PROFIT does NOT mean zero accounting profit. Firms still earn NORMAL profit - enough to cover opportunity costs and stay in business.
	
	•  Discussion: which MC industry are students CURRENTLY watching go through this cycle? 2024-2026 answers: smash-burger shops. Crumbl Cookies. Bubble tea (peaked earlier).
•  Activity hook: P3-Q3 asks students to read the chart, identify short-run and long-run profit values, and explain WHY free entry caused the leftward shift.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make How Free Entry Drives Long-Run Profit to Zero classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain How Free Entry Drives Long-Run Profit to Zero in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: How Free Entry Drives Long-Run Profit to Zero



	SLIDE 17
	Excess Capacity and the Variety Tradeoff


On-slide summary: Excess Capacity and the Variety Tradeoff; Key Concept: A perfectly efficient food market would be ONE giant cafeteria. We pick MC because VARIETY matters.; EXCESS CAPACITY in MC
TALKING POINTS
	•  Drill EXCESS CAPACITY. Each MC firm operates BELOW its efficient scale because too many firms split the customer base. Restaurants have empty tables. Salons empty chairs.
•  Walk the inefficiency argument. One giant cafeteria serving 750K meals per day would be cheaper than 750K restaurants. MC is technically inefficient.
•  Stress the COUNTER-ARGUMENT. Consumers don't want one cafeteria. They want VARIETY - choice of cuisine, ambiance, location, price point. Worth the inefficiency.
	
	•  Discussion: would students rather (a) one cheap cafeteria, OR (b) 50 restaurants with higher prices? Almost all pick (b). That preference IS why MC exists.
•  Activity hook: Part 5 memo asks students to weigh in on the variety-vs-efficiency tradeoff for their final policy recommendation.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Excess Capacity and the Variety Tradeoff classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Excess Capacity and the Variety Tradeoff in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Excess Capacity and the Variety Tradeoff



	SLIDE 18
	Market Structure Terms (1 of 2)


On-slide summary: Market Structure Terms (1 of 2); MONOPOLISTIC COMPETITION; Market with MANY sellers, DIFFERENTIATED products, free entry/exit, some pricing power
TALKING POINTS
	•  Walk all five terms. MONOPOLISTIC COMPETITION. PRODUCT DIFFERENTIATION (the engine). BRAND IMAGE. NON-PRICE COMPETITION (the behavior). FREE ENTRY AND EXIT.
•  Drill that all five connect through DIFFERENTIATION. Without it, MC collapses to PC. With it, firms get pricing power, build brand image, compete via ads.
•  Stress the contrast with TK 23 oligopoly terms. Oligopoly had interdependence, prisoner's dilemma, tacit collusion, kinked demand. MC has differentiation, brand image, zero profit.
	
	•  Discussion: which of the five terms had students never heard before? Most say NON-PRICE COMPETITION (sounds technical but means exactly what it says).
•  Activity hook: Part 2 Reference Guide has all 10 terms - this slide and the next cover them all.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Market Structure Terms (1 of 2) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Market Structure Terms (1 of 2) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Market Structure Terms (1 of 2)



	SLIDE 19
	Market Structure Terms (2 of 2)


On-slide summary: Market Structure Terms (2 of 2); Zero economic profit (long run); Firms earn only NORMAL profit - just enough to cover opportunity costs; the standard MC long-run outcome
TALKING POINTS
	•  Walk all five terms. ZERO ECONOMIC PROFIT. EXCESS CAPACITY. INFORMATIVE vs PERSUASIVE advertising. VARIETY VS EFFICIENCY TRADEOFF (the big-picture insight).
•  Drill the VARIETY vs EFFICIENCY tradeoff. MC is technically inefficient but gives consumers VARIETY. Most pay a little more for variety.
•  Stress ECONOMIC vs ACCOUNTING PROFIT. Zero economic profit does NOT mean Starbucks is broke. Means they earn just enough to cover opportunity cost of capital.
	
	•  Discussion: which is more BROKEN in MC - the inefficiency or the high ad spend? Most students point to ad spend. Push back - persuasive ads build differentiation.
•  Activity hook: Part 2 Reference Guide rows 6-10 are these terms; students should derive them from this slide plus the guided notes.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Market Structure Terms (2 of 2) classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Market Structure Terms (2 of 2) in your own words?



	GUIDED NOTES
	Students should be able to connect their notes to: Market Structure Terms (2 of 2)



	SLIDE 20
	Key Takeaways


On-slide summary: Key Takeaways; MC = MANY sellers + DIFFERENTIATED + FREE entry + power; DIFFERENTIATION (physical, service, location, brand) is the engine
TALKING POINTS
	•  Walk all five takeaways because they restate the lesson arc. Four-feature definition. Differentiation as engine. Non-price competition. Zero long-run profit. Variety vs efficiency tradeoff.
•  This connects to the previous unit on market structures - TK 21 PC, TK 22 monopoly, TK 23 oligopoly, and now MC. Together these four cover every structure.
•  The SURPRISE takeaway is zero long-run economic profit. Specifically, free entry drives even Starbucks and Nike toward zero excess profit.
	
	•  Discussion question: of the four Unit 3 structures, which BEST describes most U.S. consumer industries? Most students correctly say MC.
•  Real-world extension: how should regulators treat MC industries? Connect to current event debates on persuasive advertising and brand power.



	BACKGROUND
•  Keep the explanation tied to what students can see on the slide.
•  Add only brief context needed to make Key Takeaways classroom-ready.
	
	DISCUSSION QUESTIONS
•  What part of the slide gives you the strongest evidence?
•  How would you explain Key Takeaways in your own words?



	GUIDED NOTES
	Students should listen for: MC = MANY sellers + DIFFERENTIATED + FREE entry + power
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