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Macroeconomic Principles: Types Of Markets 
Wooden no. 2 pencils
Wooden no. 2 pencils is categorized as a competitive type of market since there established to be a large number of producers who have the potential of producing and selling wooden pencils, which are similar products (Boyd, Royer, & Goto, 2019). There are price takers since each producer form a part of the total market.
Copper
Copper is also established to be a competitive type of market since other companies are producing a similar product. Such producers generating the identical coper are Codelco, Glencore (LSA: GLEN), Southern Copper, BHP Billiton, Rio Tinto, Anglo American, among other producers. Similarly, the producers are the price taker in the market since each play a part of the total market.  
Local electricity service
The local electricity falls under the category of a monopolistic type of market. More precisely, the local electricity service is a natural monopoly (Qi, 2019). The rise of natural monopoly is, as a result of the first supplier, the largest suppliers of the service, in the market enjoys the cost advantage over the rest of the companies producing similar products and services. The local electricity service providers are most advantageous to generate the service by the single largest firm. For this reason, there is the restriction of other firms to enter the market. Therefore, it is identified as a monopoly. 
Peanut butter.
The peanut butter is established as a monopolistic competitive market since there are many other trademarks of butter that are already available in the market producing, to some extent, differentiated products. Commonly, the consumers are identified to be easily fascinated by a small change in the taste, appearance, and the quality of the product that they are used to (Marsh, Jayasena, Gaskin, Baumert, & Johnson, 2020). In this regard, the manufacturing companies making some slight variations in the product and finally enter the market with a new name of the brand. The new brand names are chosen that have a tendency to attracting the potential customers.  
Lipstick
Lipstick falls in the category of a monopolistic type of market. The supporting facts behind this motive are that there is the existence of many vendors who sell many types of lipstick varieties to entice ladies who love beauty as the target consumers (Mankiw, 2020). Notably, there is a degree of product differentiation that enhances the market for the lipstick to have no perfect substitution.
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