
 كلٍت السراعت  –جاهعت الانبار 

 قسن الاقتصاد السراعً 

 هادة هبادئ الاقتصاد 

 الورحلت الاولى 

 م.م. نور ٌوسف عثواى هذرش الوادة :

 

 الإٌراداث والاسواق

 

 ٠ٚمغُ ٚاٌّثاػح، إٌّرعح ٌٍى١ّح ˝شّٕا اٌّششٚع ػ١ٍٙا ٠ؽصً اٌرٟ الأِٛاي ٘ٛ : بالإٌراد ٌقصذ

 : ئٌٝ

: أولا  ٌٍى١ّح ˝شّٕا اٌثائغ ػ١ٍٗ ٠ؽصً ِا ِعّٛع ٘ٛ : Revenue Total:الكلً الإٌراد 

 اٌّثاػح اٌى١ّح × اٌغؼش ظشب ؼاصً ٘ٛ ٚتاٌراٌٟ ٠ث١ؼٙا، اٌرٟ

TR = Q × P 

 :TRٟاٌىٍ الا٠شادQ  ,   اٌّثاػح اٌى١ّح  ،P غؼش  ٘ٛ اٌ

 الأصً ٔمطح ِٓ ٠ثذأ ِغرم١ُػ ٘ٛ خ اٌىاٍِح إٌّافغح عٛق فٟ اٌىٍٟ الإ٠شاد ِٕؽٕٝ ئْ

 فٟ اٌرأش١ش ٠غرط١غ لا اٌىاٍِح إٌّافغح ؼاٌح فٟ اٌثائغ واْ ٌّٚا اٌغؼش، ٠غاٚٞ ١ٍِٚٗ

 .٠رغ١ش لا ىٍٟاٌ الإ٠شاد خػ ١ًِ فأْ ِؼطٝ فٙٛ اٌغؼش

 

 

Revenue refers to the money that a project receives as payment for the 

quantity produced and sold. It is divided into: 

First: Total Revenue (TR): This is the total amount received by the seller 

for the quantity sold. Thus, it is calculated as the product of price and 

quantity sold:  

TR=Q×P Where: 

TR is total revenue, Q is the quantity sold, P is the price. The total 

revenue curve in a perfectly competitive market is a straight line starting 



from the origin, with a slope equal to the price. Since the seller in a 

perfectly competitive market cannot influence the price (which is given), 

the slope of the total revenue line remains constant. 

 

 Revenue Average :المتوسط الإيراد : ˝ثانيا

 ػٍٝ اٌىٍٟ الإ٠شاد لغّح خاسض ٘ٛ ٚتاٌراٌٟ اٌىٍٟ، الإ٠شاد ِٓ اٌّثاػح اٌٛؼذج ٔص١ة ٘ٛ 

   أٞ اٌّثاػح اٌٛؼذاخ

 اٌّثاػررح اٌى١ّررح ترغ١ررش ٠رغ١ررش لا اٌىاٍِررح إٌّافغررح عررٛق فررٟ اٌّرٛعررػ الإ٠ررشاد أْ

 الإ٠ررشاد ٠ىررْٛ ٚتررزٌه شاتررد ٠ىررْٛ اٌىاٍِررح ٕافغررحاٌّ عررٛق فررٟ اٌغررؼش لاْ ٚرٌرره

 لغررّح ٘ررٛ اٌّرٛعررػ الإ٠ررشاد لاْ اٌغررٍؼح تررٗ ذثرراع اٌررزٞ اٌغررؼش ٠غرراٚٞ اٌّرٛعررػ

 اٌٛؼرررذاخ ػرررذد ظرررشب ٚػٕرررذ .اٌّثاػرررح اٌٛؼرررذاخ ػرررذد ػٍرررٝ اٌىٍرررٟ الإ٠رررشاد

 .اٌىٍٟ الإ٠شاد ػٍٝ ٔؽصً اٌغؼش ×اٌّثاػح

 ِررٛاصٞ ِغرررم١ُ ػخرر شررىً ػٍررٝ ٠ىررْٛ اٌّرٛعررػ الإ٠ررشاد ِٕؽٕررٝ فررأْ ٚػ١ٍررٗ

 .ٌٍغؼش اِغا٠ٚ   ٠ىْٛ اٌؽاٌح ٘زٖ فٟ ٚ٘ٛ الأفمٟ  ٌٍّؽٛس

 

Second: Average Revenue (AR): This is the revenue per unit sold, 

calculated as the total revenue divided by the number of units sold:  

AR= Q TR  

In a perfectly competitive market, average revenue does not change with 

variations in the quantity sold because the price remains constant. 

Therefore, average revenue equals the price at which the good is sold, as 

average revenue is the total revenue divided by the number of units sold. 

When multiplying the number of units sold by the price, we obtain total 

revenue. 

Consequently, the average revenue curve is a straight line parallel to the 

horizontal axis and, in this case, is equal to the price. 

 

 

 



 

 ذغ١ش ِٓ إٌاظُ اٌىٍٟ الإ٠شاد فٟ اٌرغ١ش ِمذاس ٘ٛ Revenue :Marginalاٌؽذٞ الإ٠شاد : شاٌصا

.الإٔراض ِٓ ئظاف١ح ٚؼذج ت١غ ِٓ إٌاظُ الإ٠شاد ٘ٛ أٚ .ٚاؼذج تٛؼذج اٌّثاػح اٌى١ّح
  

 

 
 

 ىٍٟاٌ الإ٠شاد فأْ شاتد اٌغؼش ٚأْ تاٌغؼش، ِعشٚتح اٌّثاػح اٌى١ّح ٘ٛ اٌىٍٟ الإ٠شاد أْ ٚتّا

 اٌىاٍِح إٌّافغح ظً فٟ اٌغؼش أْ ٠ؼٕٟ ٚ٘زا اٌغؼش ٠ؼادي ِا ئظاف١ح ٚؼذج ت١غ ػٕذ ع١ضداد

 ٠ٚأخز .اٌّثاػح اٌى١ّح ذغ١ش ػٕذ شاتد ٠ىْٛ اٌؽذٞ الإ٠شاد ٚأْ اٌؽذٞ ٌلإ٠شاد ˝ِغا٠ٚا ٠ىْٛ

 ِٓ وً ذٛظ١ػ ٠ّىٓ وّا الأفمٟ ٌٍّؽٛس ˝ِٛاص٠ا ˝ِغرم١ّا خطأ اٌؽذٞ الإ٠شاد ِٕؽٕٝ شىً

 :اٌراٌٟ تاٌعذٚي ٚاٌؽذٞ ٚاٌّرٛعػ اٌىٍٟ ٠شادالإ

 

Third: Marginal Revenue (MR): This is the change in total revenue 

resulting from a change in the quantity sold by one unit, or it is the 

revenue generated from selling an additional unit of production. 

MR= ΔQ/ ΔTR  

Since total revenue is the quantity sold multiplied by the price, and the 

price is constant, total revenue will increase by the amount of the price 

when an additional unit is sold. This means that in a perfectly competitive 

market, the price is equal to marginal revenue, and marginal revenue 

remains constant when the quantity sold changes. The marginal revenue 

curve takes the form of a straight line parallel to the horizontal axis. 

Both total revenue, average revenue, and marginal revenue can be 

illustrated in the following table: 

 الونافست سوق فً والحذي والوتوسط الكلً الإٌراد

 

 الا٠شاد

 اٌؽذٞ

 الا٠شاد

 اٌّرٛعػ

 الا٠شاد

 اٌىٍٟ

 عؼش

 اٌٛؼذج

 اٌى١ّح

 اٌّثاػح

10 10 10 10 1 

10 10 20 10 2 

10 10 30 10 3 

10 10 40 10 4 

10 10 50 10 5 

 



 

 

 الاسواق

 

 

 تؼثاسج أٚ .ٚاٌخذِاخ اٌغٍغ ٌرثادي ْٚاٌّشرشٚ اٌثائؼْٛ ف١ٗ ٠ٍرمٟ اٌزٞ اٌّىاْ ٘ٛ : السوق

 فٟ اٌىث١ش اٌرمذَ ٚٔر١عح .ٚاٌخذِاخ اٌغٍغ ػٍٝ ٚاٌطٍة اٌؼشض اٌرماء ِؽً ٘ٛ أخشٜ

 دْٚ ِّىٓ ٚاٌّشرش٠ٓ اٌثائؼ١ٓ ت١ٓ اٌرؼاًِ أصثػ ٚالاذصالاخ اٌّٛاصلاخ ٚعائً

 اٌرطٛس ٚٔر١عح ِؽذد ظغشافٟ ِىاْ اٌغٛق ٠شرشغ ٚلا ٚاؼذ، ِىاْ فٟ اٌرمائُٙ ئٌٝ اٌؽاظح

 .اٌغٍغ ٌثؼط تإٌغثح عٛق ؼذٚد فٟ وٍٗ اٌؼاٌُ اصثػ

The Market: It is the place where sellers and buyers meet to exchange 

goods and services. In other words, it is the point of intersection of supply 

and demand for goods and services. Due to significant advancements in 

transportation and communication, interactions between sellers and 

buyers can occur without the need for them to meet in a single location. A 

market does not necessarily require a specific geographical location; as a 

result of this development, the entire world has become a market for 

certain goods. 

 : الأسواق أنواع

 ػٕاصش تؼط أٚ وً لاخرلاف ˝ذثؼا الأخش اٌثؼط ػٓ تؼعٙا الأعٛاق ذخرٍف

  ٟ٘ اٌؼٕاصش ٚ٘زٖ اٌغٛق

 .اٌثائؼْٛ 1. :

 .اٌّشرشْٚ 2.

 .اٌرؼاًِ ِؽً اٌغٍؼح 3.

 ذشذة أخشٖ ئٌٝ عٛق ِٓ اٌغٍؼح ذعأظ دسظح أٚ اٌّشرشْٚ أٚ اٌثائؼْٛ ػذد اخرٍف فارا

 :أٔٛاع اٌشتؼح ئٌٝ الأعٛاق ذمغ١ُ ٠ّٚىٓ اصشاٌؼٕ ٘زٖ اخرلاف رٌه ػٍٝ

Perfect Competition                                                        -1  

- Monopoly2 

- Monopolistic Competition -3 

Oligopoly- 4     

 Competition Perfect الكاهلت الونافست سوق : اولا



 لٛج غ١اب ذؼٕٟ ٌلالرصادٞ ٚتإٌغثح تؽرح افرشاظ١ح اٌحؼ ٟ٘ اٌىاٍِح إٌّافغح عٛق ئْ

 اٌغٛق أعؼاس فٟ اٌرأش١ش فشدٞ ِشرشٞ أٚ فشدٞ  )تائغ( ِششٚع أٞ ٠غرط١غ لا أٞ الاؼرىاس

 :اٌرا١ٌح اٌششٚغ ذٛافش ِٓ لاتذ الافرشاظ١ح اٌؽاٌح ٘زٖ ٌٚرؽم١ك .ٚاٌششاء اٌث١غ ػ١ٍّاخ خلاي

 وً ٚأْ ٚاٌّشرش٠ٓ، اٌثائؼ١ٓ ِٓ ˝ظذا وث١ش ػذد ٛدٚظ ٠ٚؼٕٟ : ٚاٌّشرش٠ٓ اٌثائؼ١ٓ ذؼذد 1.

 ذصشفٗ ؼاٌح فٟ اٌغٍؼح عؼش ػٍٝ ˝وث١شا ذأش١شا   اٌرأش١ش ػٍٝ لادس غ١ش ِٚشرشٞ تائغ

 .تّفشدٖ

The perfectly competitive market is a purely hypothetical situation. For 

economists, it signifies the absence of monopoly power, meaning that no 

individual seller or buyer can influence market prices during buying and 

selling transactions. To achieve this hypothetical condition, the following 

requirements must be met: 

1-Multiplicity of Sellers and Buyers: This means there are a very large 

number of sellers and buyers, and each seller and buyer is unable to 

significantly affect the price of the good when acting independently. 

 اٌغٛق ئٌٝ اٌذخٛي ِششٚع أٞ ٠غرط١غ : اٌغٛق ِٓ اٌخشٚض أٚ ئٌٝ اٌذخٛي ؼش٠ح 2.

 ِششٚع أٞ ٠غرط١غ وّا ػ١ٍٗ، ل١ٛد أٞ فشض أٚ ِؼ١ٓ اِر١اص أٚ ذصش٠ػ ئٌٝ اٌؽاظح دْٚ

 ٔشاغ ِٓ الإٔراض ػٕاصش أرماي لات١ٍح ٠ؼٕٟ ٚ٘زا اٌغٛق ِٓ ٚاٌخشٚض الإٔراض ػٓ اٌرٛلف

 .أخش ئٌٝ

2- Freedom of Entry and Exit from the Market: Any firm can enter the 

market without the need for a specific permit or privilege, and there are 

no restrictions imposed on it. Similarly, any firm can cease production 

and exit the market, meaning that the factors of production can move 

from one activity to another. 

 اٌّشرش٠ٓ ظ١ّغ ف١ىْٛ اٌغائذج، اٌغٛق تأؼٛاي اٌراِح اٌّؼشفح ٠ٚؼٕٟ : اٌغٛق تظشٚف اٌؼٍُ 3.

 .اٌغٍؼح فٟ وً ظضء ِٓ اٌغٛق، ٚفٟ اٌرغ١شاخ اٌرٟ ذؽذز ف١ٗ تأعؼاس اٌراِح اٌّؼشفح ٌُٙ

3- Knowledge of Market Conditions: This refers to complete awareness 

of the prevailing market conditions. All buyers have full knowledge of 

the prices of the good in every part of the market and are aware of any 

changes occurring within it. 

 اٌٛؼذاخ ِغ ˝ذّاِا ِرعأغح ِٕرط وً ٠ٕرعٙا اٌرٟ اٌغٍؼح أْ ٠ؼٕٟ ٚ٘زا : اٌغٍؼح ذعأظ 4.

 اٌٛؼذاخ ٘زٖ ت١ٓ اٌّغرٍٙه ٔظش ٚظٙح ِٓ اخرلاف أٞ ٠ٛظذ ٚلا ١ٓ،إٌّرع تم١ح ٠ٕرعٙا اٌرٟ

 و١ّح ٠ؼشض تائغ فىً عٛاء ؼذ ػٍٝ ِٕٙا ˝أ٠ا ٠فعً اٌّغرٍٙه أْ أٞ ,الإشثاع ػٍٝ لذسذٙا فٟ



 اٌغٍؼح ِٓ ل١ٍٍح و١ّح ٠طٍة ِشرشٞ وً ٚأْ اٌغؼش فٟ اٌرأش١ش ٠غرط١غ لا تؽ١س اٌغٍؼح ِٓ ل١ٍٍح

 .الأخش ػٓ ˝ِغرملا ع١ىْٛ ِششٚع وً فاْ ٚتاٌراٌٟ ؼشاٌغ فٟ اٌرأش١ش ٠غرط١غ ٚلا

4- Homogeneity of the Product: This means that the product produced by 

each producer is completely identical to the units produced by other 

producers. There is no difference, from the consumer's perspective, 

between these units in their ability to satisfy needs. In other words, the 

consumer prefers any of them equally. Each seller offers a small quantity 

of the product, so they cannot influence the price, and each buyer requests 

a small quantity of the product without being able to affect the price. 

Consequently, each firm will operate independently of the others. 

 : الكاهلت الونافست سوق فً الطلب هنحنى

 ِٕؽٕٝ ئلا ٘ٛ ِا اٌّششٚع ٠ٛاظٗ اٌزٞ اٌطٍة ِٕؽٕٝ أْ عٕؼرثش اٌىاٍِح إٌّافغح ؼاٌح فٟ

 ذشىً لا ِششٚع وً ِث١ؼاخ أْ اٌىاٍِح إٌّافغح افرشاظاخ ٚؼغة .اٌّششٚع رٌه ِث١ؼاخ

 أٔراض ذغ١ش فأْ ٌزا )اٌغٛق ِث١ؼاخ( وىً اٌصٕاػح ِث١ؼاخ ِٓ ˝ظذا صغ١ش ظضء عٜٛ

 و١ّح أٞ ٠ث١غ أْ ٠غرط١غ اٌّششٚع فاْ ٌزا اٌغؼش فٟ ˝ٍِؽٛظا ˝ذأش١شا ٠إشش ٌٓ اٌّششٚع

 ٠غرط١غ ٚلا ,أفمٟ تخػ ع١ىْٛ ِث١ؼاذٗ ِٕؽٕٝ أْ أٞ .ٚاٌغائذ اٌّؼطٝ تاٌغؼش تٙا ٠شغة

 ِٓ و١ّح ت١غ ػٍٝ س˝ا لاد داَ ِا ذخف١عٗ فٟ ٠شغة لا وّا ػّلائٗ، ع١فمذٖ رٌه لاْ سفؼٗ

 تزٌه ٚ٘ٛ اٌّشٚٔح ذاَ ِٕؽٕٝ ٠ّصً إٌّرط ِث١ؼاخ ِٕؽٝ فأْ ٚػ١ٍٗ .اٌغائذ تاٌغؼش عٍؼرٗ

 ِٓ ٠ٕؽذس اٌزٞ )اٌغٛق غٍة ِٕؽٕٝ( إٌّرع١ٓ ظ١ّغ ٠ٛاظٗ اٌزٞ اٌطٍة ِٕؽٕٝ ػٓ ٠خرٍف

 .اٌغؼش أخفاض ٚتاٌراٌٟ ٚاٌّؼشٚظح إٌّرعح اٌّماد٠ش ص٠ادج ػٓ ˝ِؼثشا الأعفً ئٌٝ الأػٍٝ

 .اٌّششٚع ِث١ؼاخ ِٕؽٕٝ ٠ّصً أدٔاٖ ٚاٌشىً

 

 

 :القصٍر الأجل فً الكاهلت الونافست سوق فً التوازى

 اٌؽذ٠ح، اٌرىا١ٌف ٠غاٚٞ اٌؽذٞ الإ٠شاد أْ ٘ٛ اٌمص١ش اٌّذٜ فٟ اٌّششٚع ذٛاصْ ششغ ئْ

 ِغ اٌؽذٞ الإ٠شاد ف١ٙا ٠رغاٜٚ اٌرٟ إٌمطح ػٕذ الإٔراض فٟ اٌرٛعغ ػٓ إٌّرط ٠ٚرٛلف

 : ٟٚ٘ ؼالاخ أستغ اٌمص١ش اٌّذٜ فٟ اٌّششٚع ٠ٚٛاظٗ .اٌؽذ٠ح اٌرىا١ٌف



Equilibrium in a Perfectly Competitive Market in the Short Run: 

The condition for a firm's equilibrium in the short run is that marginal 

revenue equals marginal cost. The producer will stop expanding 

production at the point where marginal revenue equals marginal cost. In 

the short run, the firm faces four cases: 

 الإ٠شاداخ ت١ٓ اٌفشق ػٓ ػثاسج ٘ٛ الالرصادٞ اٌشتػ ئْ : الاقتصادي الربح تحقٍق حالت : اولا

 اٌرىا١ٌف ِرٛعػ ِٓ أػٍٝ اٌغؼش أٚ اٌؽذٞ الإ٠شاد ٕؽِٕٝ ٠ىْٛ فؼٕذِا اٌى١ٍح ٚاٌرىا١ٌف اٌى١ٍح

 . ت١ّٕٙا اٌفاسق ِٓ الرصادٞ ستػ إٌّرط ٠ؽمك اٌى١ٍح

First: Case of Economic Profit: Economic profit is the difference between 

total revenue and total costs. When the marginal revenue curve or price is 

above the average total costs, the producer achieves economic profit from 

the difference between them. 

 اٌؽذ٠ح اٌرىا١ٌف ِٕؽٕٝ ٠مطغ ػٕذِا اٌرٛاصْ ٠رؽمك :العادي الربح حالت : ثانٍاا

 ˝ِغا٠ٚا ٠ىْٛ )اٌؽذٞ ٚالإ٠شاد اٌّرٛعػ الإ٠شاد(اٌغؼش خػ أْ أٞ .اٌؽذٞ الإ٠شاد ٌّٕؽٕٝ

 الاػر١ادٞ اٌشتػ اْ ٚتّا اٌى١ٍح ٌٍرىا١ٌف ِغا٠ٚح اٌى١ٍح الا٠شاداخ اٞ , اٌى١ٍح اٌىٍفح رٛعػٌّ

 اػر١ادٞ ستػ ػٍٝ اٌّششٚع ع١ؽصً ر˝ػٕذب ٌٍّششٚع اٌى١ٍح اٌرىا١ٌف فٟ ˝ظّٕا ِٛظٛد

 .فمػ

Second: Case of Normal Profit: Equilibrium is achieved when the 

marginal cost curve intersects the marginal revenue curve. This means 

that the price line (average revenue and marginal revenue) is equal to the 

average total cost, meaning total revenues are equal to total costs. Since 

normal profit is implicitly included in the total costs of the firm, the firm 

will then achieve only normal profit. 

 اٌمص١ش الأظً فٟ اٌّشاس٠غ ئْ : الإنتاج استورار هع الاقتصادٌت الخسارة حالت : ثالثاا

 ِّٙا ِؼ١ٕح شاترح ذىا١ٌف ذؽًّ ئٌٝ عرعطش فأٙا ِٕشاذٙا ٌرصف١ح اٌىافٟ اٌٛلد ٌٙا ١ٌظ

 ذىْٛ أْ ٠عة اٌصاترح ذىا١ٌفٙا ِٛاظٙح اٌّشاس٠غ ٘زٖ ذغرط١غ ٌٚىٟ الإٔراض، ؼعُ واْ

 اٌمص١ش الأِذ فٟ اٌّششٚع فأْ ٌزا .اٌّرغ١شج ذىا١ٌفٙا ٌرغط١ح واف١ح لألًا ػٍٝ ئ٠شاداذٙا

 فٟ ٠غرّش أْ ٌٗ الأفعً ِٓ ٌزا ,اٌصاترح اٌرىا١ٌف ذغط١ح ػٍٝ س˝ا لاد داَ ِا الإٔراض فٟ ع١غرّش

 اٌّرغ١شج ذىا١ٌفٗ ذغطٟ ئ٠شاداذٗ أْ أٞ اٌّرغ١شج، ذىا١ٌفٗ ٠فٛق أ٠شاد ػٍٝ ع١ؽصً لأٔٗ الإٔراض

 .اٌصاترح ذىا١ٌفٗ ِٓ ضءظ ˝صائذا

Third: Case of Economic Loss with Continued Production: In the short 

run, firms do not have enough time to liquidate their operations, so they 



will have to bear certain fixed costs regardless of production size. To 

manage these fixed costs, these firms must ensure that their revenues are 

at least sufficient to cover their variable costs. Therefore, a firm will 

continue production in the short run as long as it can cover its fixed costs. 

It is better for the firm to continue production because it will generate 

revenue that exceeds its variable costs, meaning its revenues cover its 

variable costs plus a portion of its fixed costs. 

 اٌخغاسج ذفٛق اٌؽاٌح ٘زٖ فٟ : الإنتاج توقف هع الاقتصادٌت الخسارة حالت : رابعاا

 أْ ػ١ٍٗ خغائشٖ ؼعُ ٠مًٍ ٌىٟ ٌزا .اٌصاترح ذىا١ٌفٗ شٚعاٌّش ٌٙا ٠رؼشض اٌرٟ الالرصاد٠ح

 .اٌصاترح ذىا١ٌفٗ ٠ٚرؽًّ الإٔراظٟ ٔشاغٗ ٠رٛلف

Fourth: Case of Economic Loss with Cessation of Production: In this 

case, the economic loss faced by the firm exceeds its fixed costs. To 

minimize its losses, the firm should cease its production activities and 

bear its fixed costs. 

 الاحتكار سوق : ثانيا

 

 فٟ اٌفشد إٌّرط ٠ىْٛ أْ اٌىاٍِح، إٌّافغح ٌغٛق ˝ذّاِا ِؼاوغح ؼاٌح ٘ٛ الاؼرىاس عٛق ئْ

 ٌٗ ذىْٛ راٌٟٚتاٌ لش٠ة تذ٠ً ٌٙا ١ٌظ ِؼ١ٕح عٍؼح أٔراض ػٍٝ ˝ذّاِا س˝ا ِغ١ػ الاؼرىاس اٌغٛق

  :الاؼرىاس عٛق ١ِضاخ أُ٘ .ِٕٙا ٠ٕرعٗ ِا ِمذاس ذغ١ش غش٠ك ػٓ عؼش٘ا فٟ ذأش١ش ػٍٝ اٌمذسج

 .تالإٔراض ٠مَٛ اٌغٛق فٟ ٚاؼذ تائغ أٚ ٚاؼذ ِٕرط ٚظٛد 1.

 ِٓ اٌغٍؼح عؼش ػٍٝ ع١طشج فٟ اٌّؽرىش ٠غاػذ اٌٛظغ ٚ٘زا ٌغٍؼح ذاَ تذ٠ً ذٛف١ش ػذَ 2.

 .الإٔراض ؼعُ ذغ١ش خلاي  

 .ِٕٙا اٌخشٚض أٚ اٌغٛق ٌٙزٖ اٌذخٛي فٟ ؼش٠ح ذٛظذ لا 3.

 .ٚاؼذ آْ فٟ ٚاٌصٕاػح اٌّششٚع اٌّؽرىش إٌّرط ٠ّصً 4.

Second: Monopoly Market 

The monopoly market is the complete opposite of the perfectly 

competitive market. In a monopoly, the individual producer has total 

control over the production of a specific good that has no close 

substitutes, giving them the ability to influence its price by changing the 

quantity produced. The main characteristics of a monopoly market are: 

There is only one product or seller in the market that engages in 

production. There are no perfect substitutes for the good, which allows 

the monopolist to control the price by altering the production volume. 



There is no freedom to enter or exit this market. The monopolist 

represents both the firm and the industry simultaneously. 

 

 

 : الاحتكار هصادر

 : ِّىٕا الاؼرىاس ذعؼً الأعثاب ِٓ ػذد ٕ٘ان

 .اٌغٍؼح لإٔراض اٌعشٚس٠ح الأ١ٌٚح اٌّٛاد ػٍٝ اٌّؽرىش ع١طشج 1.

 ؼمٛق أٚ الاِر١اصاخ تؼط ِٕػ ِصً ٌٍصٕاػح، إٌّافغ١ٓ دخٛي ػٍٝ لا١ٔٛٔح ل١ٛد فشض 2.

 اٌىٙشتاء ذ١ٌٛذ ِصً ٚاؼذج ٌّإعغح ِّاسعرٙا ؼك ٠ّٕػ إٌشاغاخ ِٓ شوص١ فٕٙان الاخرشاع،

 ػٍٝ ظّشو١ح ظشائة ذفشض 3. .اؼرىاسٞ ٚظغ فٟ اٌّإعغح ٠عؼً ِّا إٌفػ ٚاعرخشاض

 .اٌّؽ١ٍح اٌّشاس٠غ ِٕافغح ِٓ الأظأة إٌّرع١ٓ ٠ّٕغ الاعر١شاداخ

 ظخّح أِٛاي ٚطسؤ ذرطٍة اٌصٕاػاخ فثؼط .ِا١ٌح أعثاب ػٓ الاؼرىاس ٠ٕرط لذ 4.

 فٟ تاٌغح صؼٛتح إٌّافغْٛ ٠عذ ٌزا اٌطائشاخ ٚصٕاػح ٚاٌصٍة اٌؽذ٠ذ صٕاػح ِصً

 .دخٌٛٙا

 ػٍٝ اٌمعاء ٠رُ ٌىٟ تخغاسج اٌث١غ أعٍٛب أذثاع ػٍٝ ذؼًّ ذعاس٠ح اذؽاداخ ذى٠ٛٓ 5.

 .اٌغٛق فٟ ٠ٕفشد أْ تؼذ اٌغؼش سفغ شُ اٌصغاس إٌّافغْٛ

Sources of Monopoly: 

There are several reasons that make monopoly possible: 

The monopolist's control over essential raw materials needed for the 

production of the good. Legal barriers imposed on competitors entering 

the industry, such as granting certain privileges or patent rights. Many 

activities allow only one institution to operate, such as electricity 

generation and oil extraction, which places the institution in a 

monopolistic position. Tariffs on imports prevent foreign producers from 

competing with local firms. Monopolies may arise from financial reasons. 

Some industries require substantial capital, such as the steel and aircraft 

industries, making it extremely difficult for competitors to enter. 

Formation of trade unions that adopt a loss-selling strategy to eliminate 

smaller competitors, then raise prices once they dominate the market 

 

 : الوحتكر توازى

 ٚأْ ِّىٓ، ستػ أوثش ذؼط١ٗ اٌرٟ اٌى١ّح ذٍه ٔرط ِا أرا ذٛاصْ ؼاٌح فٟ اٌّؽرىش إٌّرط ٠ىْٛ

 الإ٠شاد ِغ اٌؽذ٠ح اٌرىٍفح ف١ٗ ٠رغاٜٚ اٌزٞ الإٔراض ِغرٜٛ ػٕذ ستؽٗ ٠ؼظُ أْ ٠غرط١غ إٌّرط



 تاٌشتػ ػ١ٍٗ ٠ٚطٍك ِٕرعح ئظاف١ح ٚؼذج ٌىً ˝ستؽا اٌّؽرىش ٠غرٍُ اٌّغرٜٛ ٘زا ٕذػ .اٌؽذٞ

 .ٚاٌغؼش اٌرىا١ٌف ِؼذي ت١ٓ اٌفشق ٠ٚغاٚٞ الاؼرىاسٞ

Monopolist Equilibrium: 

The monopolist is in a state of equilibrium when producing the quantity 

that yields the maximum possible profit. The producer can maximize 

profit at the level of production where marginal cost equals marginal 

revenue. At this level, the monopolist receives a profit for each additional 

unit produced, known as monopolistic profit, which is the difference 

between the average cost and the price 

 

 الاحتكارٌت الونافست سوق : ثالثا

 عٛق( الأعٛاق ِٓ اٌغاتم١ٓ إٌّٛرظ١ٓ ت١ٓ ٚعػ ؼاٌح ٟ٘ الاؼرىاس٠ح إٌّافغح عٛق ئْ

  اٌرا١ٌح تاٌخصائص الاؼرىاس٠ح إٌّافغح عٛق ٚذر١ّض ،)اٌراَ الاؼرىاس ٚعٛق اٌىاٍِح إٌّافغح

 إٌّافغح ؼاٌح فٟ ِٛظٛد ٘ٛ ِّا ألً ٠ؼرثش اٌؼذد ٘زا ٌٚىٓ ٓإٌّرع١ ِٓ وث١ش ػذد ٚظٛد 1.

 .إٌّافغح صفح اٌغٛق ٘زا ذّٕػ ا١ٌّضج ٚ٘زٖ .اٌىاٍِح

 ِرشاتٙح ˝عٍؼا ٠ث١ؼْٛ ٚئّٔا ِرعأغح ٚاؼذج عٍؼح ٠ث١ؼْٛ لا إٌّرعْٛ أٞ اٌغٍؼح، ذّا٠ض 2.

 ٠غرط١غ ِٕرط فىً اؼرىاسٞ ˝ػٕصشا ٠ؼرثش اٌرّا٠ض ٘زا أْ .ٌلأخشٜ ذاَ غ١ش ˝تذ٠لا ذؼرثش

 فىٍّا اٌّر١ّضج تغٍؼرٗ ذؼٍمُٙ تغثة إٌّافغ١ٓ ِٓ غ١شٖ ػٓ اٌغؼش ػٍٝ ظضئ١ح ع١طشج فشض

 اٌر١ّض ٘زا ٠ىْٛ ٚلذ .ِؼ١ٓ ٌّششٚع الاؼرىاسٞ اٌؼٕصش ؼذج اشرذخ وٍّا اٌر١ّض ٘زا صاد

 .اٌغٍؼح ٔٛػ١ح أٚ اٌخذِح ٔٛع أٚ ِغعٍح ِاسوح أعاط ػٍٝ

  .ٚالإػلاْ اٌذػا٠ح غشق خلاي ِٓ ر٠ُ اٌغٍغ ت١ٓ اٌرّا٠ض ئْ 3. 

 .اٌصٕاػح ِٓ ٚاٌخشٚض اٌذخٛي ؼش٠ح 4.

Third: Monopolistic Competition Market 

The monopolistic competition market is a middle ground between the two 

previous market models (perfect competition and pure monopoly). The 

monopolistic competition market is characterized by the following 

features: 

There are a large number of producers, but this number is less than that in 

perfect competition. This characteristic gives this market a competitive 

nature. Product differentiation: Producers do not sell a single 

homogeneous product but rather similar goods that are imperfect 

substitutes for each other. This differentiation is a monopolistic element, 

as each producer can exert partial control over the price due to the 



uniqueness of their product. The greater the differentiation, the stronger 

the monopolistic element of a particular firm. This differentiation can be 

based on a registered trademark, type of service, or product quality. 

Differentiation between goods is achieved through advertising and 

promotional methods. Freedom to enter and exit the industry 

 : الاحتكارٌت الونافست سوق فً التوازى

 اٌؽذ٠ح اٌرىا١ٌف ذىْٛ ػٕذِا ذٛاصْ فٟ ٠ىْٛ الاؼرىاس٠ح إٌّافغح ظً فٟ اٌّششٚع ئْ

 ِرٛعػ ِغاٚاج فٙٛ اٌغٛق ٘زٖ فٟ اٌصٕاػح فٟ ذٛاصْ ششغ أِا .اٌؽذ٠ح ٌلإ٠شاداخ ِغا٠ٚح

 ٚظ١ذ ٚاظػ تشىً عٍؼرٗ ١ّ٠ض أْ اٌّششٚع ٠غرط١غ ػٕذِا .الإ٠شاد ِرٛعػ ِغ اٌى١ٍح اٌرىا١ٌف

 اؼرىاس٠ح الرصاد٠ح أستاغ ػٍٝ ع١ؽصً فأٔٗ

Equilibrium in Monopolistic Competition Market: 

A firm in a monopolistic competition scenario is in equilibrium when 

marginal costs equal marginal revenues. The condition for equilibrium in 

this market is that average total costs equal average revenue. When a firm 

can clearly and effectively differentiate its product, it will achieve 

monopolistic economic profits. 

 القلت راحتكا سوق :رابعا

 اٌغٛق ٘زٖ ٚذشًّ الاؼرىاس٠ح ٚإٌّافغح اٌراَ الاؼرىاس ت١ٓ ذمغ الأعٛاق ِٓ إٌٛع ٘زا ئْ

 اٌغ١اساخ وأعٛاق اٌّشاس٠غ ِٓ ˝ظذا ل١ًٍ ػذد ٚت١ؼٙا تأراظٙا ٠مَٛ اٌرٟ اٌغٍغ تؼط

 ٚعٛق .اٌّشاس٠غ ِغ ل١ًٍ ػذد ت١ذ ئٔراظٙا ٠رشوض ؼ١س ٚاٌصٍة ٚاٌؽذ٠ذ إٌفػ ٚششواخ

 : اٌرا١ٌح تاٌخصائص ذر١ّض مٍحاٌ اؼرىاس

 .الأخش ػٍٝ ُِٕٙ وً ٔشاغ ٠إشش اٌصٕاػح ػٍٝ اٌّغ١طش٠ٓ إٌّرع١ٓ ِٓ ل١ًٍ ػذد ٚظٛد 1.

 غ١ش أٚ عؼش٠ح ِٕافغح ٕ٘ان فرىْٛ ِرعأغح أِا اٌغٛق ٘زٖ فٟ إٌّرعح اٌغٍؼح ذىْٛ 2.

 .عؼش٠ح غ١ش ِٕافغح ٕ٘ان فرىْٛ ِرعأغح

 الاخرشاع وثشاءاخ اٌصٕاػح، ٘زٖ تذخٛي اٌشاغث١ٓ اٌعذد ع١ٓإٌّر أِاَ ِٚؼٛلاخ ل١ٛد ٚظٛد 3.

 .الإٔراض فٟ اٌعشٚس٠ح الأ١ٌٚح اٌّٛاد ػٍٝ اٌغ١طشج أٚ

Fourth: Oligopoly Market 

This type of market lies between pure monopoly and monopolistic 

competition. It includes some goods produced and sold by a very small 

number of firms, such as car markets and oil and steel companies, where 

production is concentrated in the hands of a few firms. The oligopoly 

market is characterized by the following features: 



1- There are a few producers who dominate the industry, and the activity 

2- of each one affects the others. The goods produced in this market can 

be either homogeneous, leading to price competition, or heterogeneous, 

leading to non-price competition. There are barriers and obstacles for new 

3- producers wishing to enter this industry, such as patents or control over 

essential raw materials needed for production. 

 

 

 

 

 

 

 
 


