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ABSTRACT 

 

Competition can be witnessed worldwide and is the essence of every market. Competition has 

become a global phenomenon that has aimed at creating and ensuring competitiveness in the 

marketplace. Competition law aims at the maintenance and promotion of a competitive 

market. The aim of this paper is to introduce and examine the concepts of competition law, 

market definition, measuring market and the abuse of dominance. In the beginning, the paper 

discusses the concept of competition law, by examining the way competition is interpreted in 

various jurisdictions. The paper further discusses the concept of market definition, measuring 

market and the abuse of dominance. The author has tried to discuss various concepts related 

to competition law with real market examples and cases discussed and decided by the relevant 

authorities.  
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INTRODUCTION 

 

The competition law aims to promote and maintain the competition in the 

market. It keeps a check on the behaviour of the players in the market. The 

tools that competition law uses to regulate the market are anti-monopoly 

prohibitions, concerted conduct laws and merger laws. The development of the 

competition law has been confined within the geographical boundary of a 

particular country. The purpose and objective of competition law is basically for 

the promotion and prevention of competition in the market. This is 

accomplished through different provisions and use of various different words 

by different jurisdictions. The prevention and promotion is done by the 

elimination of conduct, which has several behaviours included. They are market 

allocation, collusion, price fixing, cartel and abuse of market power.  

 

EVOLUTION OF COMPETITION LAW IN VARIOUS COUNTRIES 

 

The regulation and the maintenance of market is a concept carried upon from 

the age of Roman Empire. Article 59 of the Constitution of Emperor Zeno of 

483 AD prohibits the fixing of price and monopolisation of the essential goods 

like clothes, fish, sea-urchins and other goods, the punishment for such 

behaviour is perpetual exile. Therefore, the base of modern competition law, 

however, has been identified as the US Sherman Act of 1890, where the term 

‘anti-trust’ is used to replicate competition. It is developed from attempts to 

demolish ‘trusts’, or anti-competitive cartels, of the main manufacturers of 

goods.  

 

In every other jurisdiction competition law has its own different objectives2. 

When we look at the United Nations Conference on Trade and Development 

(UNCTAD), Article 1 of the Model Law on Competition states that the 

objective of the competition law is to have control over other businesses or 

eliminate restrictive arrangements and arrangements among businesses, mergers 

																																																								
2 Corones, S. G. (1994). Competition law in Australia. Sydney: Law Book Company. 
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and acquisitions, abusing the dominant positions through market power. This 

in turn limits the access to market and wrongfully restrain competition, 

adversely affecting domestic and international trade or economic development” 

(UNCTAD, 2000). The basic purpose of European Union competition law has 

two aspects : 3 

 

(i) Firstly, to promote competition in the competitive market economy and  

(ii) Secondly, it aims to prevent barriers for the integration of a single market 

(Roth, P. & Rose, V., 2008). In Europemballage and Continental Can v. 

Commission, this provision (Article 1) stated to be a requirement so essential 

that without it numerous provisions of the Treaty would be pointless”.  

 

In Malaysia, the importance of competition law is seen from the need to 

promote fair trade practices4, that will prove beneficial to the getting close to 

good competition in the market. It was said that the draft “Malaysian Fair Trade 

Practice Law (FTPL)” (as known at that time) aims to prevent anti-competitive 

behaviour such as price fixing, etc. 

 

OBJECTIVES OF COMPETITION LAW 

 

There is an ongoing argument regarding the objective of competition law in 

different jurisdictions. Hence there are two objectives of competition law, it 

might be for the protection of competition and in some other jurisdictions 

competition law might be for the protection of competitors. This signifies that 

there is a difference in the protection of the competition and protecting the 

competitors. The different objectives enunciated by various jurisdictions is a 

good example of all the different concerns taken forward by these different 

countries in relation to the competition law5. The concerns in relation to 

competition law can be on consumer protection, redistribution, protection of 

the competitors and even a single market imperative. Therefore, there is no 

																																																								
3 European Commission. Commission’s Notice on Definition of the Relevant Market for the purposes of Community 
Law . 
4 Competition Act 2010, Act 712 (Malaysia). 
5 Corones, S. G. (1994). Competition law in Australia. Sydney: Law Book Company. 
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conclusive point that concerns the objectives of competition law. The question 

of the purpose of the law is subjective and fluid – it keeps developing and 

changing as per the need of the market and changing times. 

 

The objective of competition law very closely relates to the many benefits of 

competition law. The success of the competition law has been associated with 

lower prices, better products, wider choices and greater efficiency given to the 

consumers. De-monopolisation, liberalisation and privatisation has resulted in 

lower prices, better products and greater efficiency because now businesses 

closely compete with each other to remain in the market. The primary aim of 

the business is to be innovative and produce better products that too with lower 

prices, effecting the position of its competitors in the market. Hence, the 

objectives of competition law are simple which includes:  

 

1. the breaking- up of concentration in market,   

2. prevent businesses from indulging in anti-competitive practices and the 

prevention of abuse of dominance. 

3. Competition benefits are clear, it has to produce goods with lower prices 

and better quality. The market works for the advantage of the consumer.  

 

COMPETITION LAW: A BRIEF ANALYSIS 

 

The aim of Competition law is to protect competition in the market, and in an 

industry where growth is rapid. Competition is very important to ensure the 

growth of the industry. A system of competition law deals with the following 

three issues:6 

 

1. To prevent the firms in entering into agreements which will restrict competition, 

either between themselves or between them and third party firms. 

 

																																																								
6 AKZO Chemie BV v. EC Commission [1991] 5 CMLR 215. 
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2. The prevention and modification of mergers between independent 

undertakings, which may concentrate the market and diminish the competitive 

pressures within it (Taylor, 2006). 

 

3. To control the attempts made by the monopolistic firms with market power to 

abuse their position and prevent new competition from emerging, and to 

maintain workable competition in oligopolistic industries (tacit collusion, 

oligopoly and parallel behaviour). 

 

The competition has been defined according to its literal meaning in the 

economic theory (Gerla, 1996).  Competition in its literal meaning is “the act of 

competing, struggle or rivalry” or “a contest for some prize, honour or advantage. To establish 

supremacy or outdo another for profit is to compete. “Competition” refers to 

striving for custom and business of people in the market place within the 

commercial context. The Oxford law Dictionary defines competition as “the 

regulation for the anti-competitive practices, restrictive trade practices, abuses of dominant 

position or market power.” The definitions clarifies that competition is all about 

rivalry and struggle. The laws that deals with competition has to deal with 

struggle and rivalry of the business to deal with anti-competitive practices or 

restrictive trade practices and abuses of dominant position or market power.     

 

The statutes that governs competition law do not define competition. The 

definition of competition is derived from the purpose of the competition law, 

the process and benefits involved. For example, the United Nations 

Conference7 on Trade And Development (UNCTAD) Model Law on 

Competition (United Nations, Series on Issues in Competition Law, 2004)has 

not defined competition but it rather says “what ‘competition law’ seeks to do”. 

The Treaty for the functioning of the European Union (TFEU)8 does not define 

what competition is, but it states that competition is a process and market 

																																																								
7 United Nations. (2004). UNCTAD Key Terms and Comcepts in IIAs: United Nations.  
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definition is an instrument which supplies meaning to the application of 

competition rules European Commission Notice, 1997.  

 

The Competition Act 1998 of United Kingdom (UK) also does not provide a 

definition of the term competition. Nevertheless, Competition is described by 

the UK competition commission as “a process of rivalry between businesses, seeking to 

win customers”. Therefore, it can be said that the term “competition” or 

“competition law” has been left without a definition in most competition law 

statutes. It can be stated that the definition of the word “competition” is not 

vital, what holds importance is the process involved in assessing competition. 

In the US, the term ‘competition’ is mostly used to define ‘rivalry among 

undertaking for business of consumers.’ In the 1970s the method for defining 

competition changed and a new definition of competition emerged. The new 

definition emerged from judges and commentators belonging to the Chicago 

School that were influenced by the Chicago School. Therefore, it defines 

competition as ‘an allocation of resources in which economic welfare. The 

economic theory of competition has two theories. One is the price theory, 

which relates to the demand, supply and prices of goods and services, and the 

second is the organisational theory, which relates to market structures or 

behaviour of firms and the effectiveness of the market in relation to consumer’s 

interest.  

 

Hence, now the question arises that what is the relationship between 

competition and the economic theory? A simple structural idea can be drawn 

from the literal dictionary meaning of “competition” and the economic theories 

mentioned above. As it is seen earlier, the literal meaning of competition is “to 

compete and struggle”. This in relation to the price theory refers to competition 

of firms for the demand, supply, prices of goods and services. Under the 

organisational theory, firms fight to “out do” another firm in the market. This 

determines the market structure and behaviours of firms. 

 

After knowing the various statutes that govern the competition law, various 

observations can be gathered. First of all the statutes that govern competition 
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law does not define the term competition, rather it has to be derived by the 

process and by the purpose of competition law. They state the purpose of 

competition law. The explanations of competition law can further be divide into 

the prevention of anti- competitive conduct and abuse of dominant position. 

Secondly, when defining competition, reference is made to its dictionary 

meaning and its meaning in the economic scene. This is accepted in deciding 

cases by US and Australia9. Thirdly, in a law or jurisdiction where regulating 

competition is more advance, the lack of definition does not affect the working 

of the law. In explanation there are cases that have developed for the purpose 

of definition. The position of Malaysia is the same. The Competition Act 2010 

and the Communications and Multimedia Act 1998 (CMA 1998) do not define 

the word “competition” there10.  

 

The Communications and Multimedia Act 1998, lays the Guideline on 

Dominant Position which states that competition is r a process and the process 

here refers to the process of actual or potential rivalry between businesses in the 

market, this rivalry is an indication of the level of competition in the market. 

Therefore it is also similar to the literal definition of competition as applied in 

the US. In the countries where competition law is new and still emerging, it will 

be easy to adapt the application of literal definition of competition law11. It is 

suggested here that the interpretation proposed  should only be provided for 

documents or guidelines that are issued under the relevant laws and serve as a 

guide to ensure consistency. 

 

WHAT CONSTITUTES A ‘MARKET’? 

 

Market definition plays a very important role in assessment of anti-competitive 

conduct. The term market forms the key to the application of competition rules. 

It is essentially considered as the first step to assess the competition in the 

market. To assess the effects of an agreement and practice on competition or 

																																																								
9 Competition and Consumer Act 2010, Act No. 51 of 1974 (Australia). 
10 Communications and Multimedia Act 1998, Act 588 (Malaysia). 
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to find whether there is a dominant position or an abuse of that position or a 

player has power to affect competition market definition is essential.  

 

Market definition is an instrument that is used to establish the limits of 

competition between firms or businesses. This instrument allows the 

competition board (the board) to make the framework and lay the rules for the 

application of the competition law. The main aim of the competition policy is 

to ensure the maintenance of desired competitive conditions that are faced by 

the businesses.12 It is from the perspective that market share may provide the 

information about a firms dominance over the market or with the purpose of 

applying Article 85. Now here the question arises that the customers are willing 

to shift to a market with a minimum reduction in price (5% to 10%) in the 

product and areas being considered. The market definition for the purpose of 

analysis study which concerns the future may be different than one created for 

an analysis concerning past behaviour such as dominant position or competition 

limiting practices. Also, with time different market definitions may also arise 

owing to consumer preferences, sales regions and product prices.13 

 

In Australia, the meaning of market is conveyed by the use of the term 

“substitutable” or “competitive” goods or services. The section 4(e) of the 

Competition and Consumer Act 2010 14put forth the market definition as “ a 

market in Australia. Market definition shall start from the products and sales 

regions of the relevant businesses. Other products and regions shall be added 

to the market definition based on their ability to affect and limit the short-term 

pricing decisions of these businesses. The market has been defined as a place of 

potential close competition of similar goods and/or services in the field of 

actual or potential rivalry between firms. Considering substitutability there are 

four dimensions of market: 

 

1. Product which means relevant product (goods or services);  

																																																								
12 Lawrence J. White, 2012, Market Power: How does it arise? How is it measured?’ 
13 infra. 
14 Section 4(e), Competition and Consumer Act, 2010 
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2. Function which means the relevant functional level (manufacturing, 

wholesale or retail);  

3. Geographic which means the relevant geographical scope;  

4. Time which signifies appropriate time (long-run, short-run) (Re Tooth, 

1979).  

 

Therefore, on summarising, that the definition of market is essential to be 

understood and should be done before the assessment of anything (with regard 

to anti-competitive conduct). In other  words, this is the “essential first step” in 

the process of assessment of anti-competitive conduct.   

 

MEASURING MARKET COMPETITION 

 

A competitive and well-functioning market forms a very important part of the 

efficiency of economy. There are various reasons to say that competitive market 

contributes to the economy, which can be divided into two broad categories. 

Firstly, competitive markets help to correct distortions in the structure of 

production, which then leads to the raise of productivity levels. secondly, 

stronger competition provides an increased incentive for producers in the form 

of lower prices, higher quality and varied verities of products. Having a general 

gist of the level of competition in the local market can provide useful 

information about internal market functioning. This section of the paper 

examines the concept of measuring market competition. The section 3 of the 

Competition Act, 2002 gives us the restrictions on competitive practices and a 

brief knowledge on measuring the competition.  

 

There can be several methods which can be used to measure market 

competition, such as use of electronic medium for the purpose of measuring or 

a method that is based on a proper set of indicators that is used on the belief 

that market competition is a multidimensional concept which cannot be 

captured by a single index15. The analysis can further be complicated if it restricts 

																																																								
15 Mark J. Tremblay, 2017, “Market Power and Mergers in Multi-Sided Markets” 
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to specific sectors as this requires a definition of relevant market. Generally, an 

indicator based approach trends to capture relevant information about the 

market structure, performance of business in the market, and conduct. One of 

the major drawback to this approach is that the conclusion which is drawn from 

the indicators is majorly based on the benchmark chosen.  

 

The only advantage to this is that they are readily available for comparative 

processes. A second approach which can be used is the national accounts data to get to 

conclusions about the main and important difference between selling price and marginal 

cost. This cannot be done at firm level, sufficient data must be available to permit attempts 

at a more aggregated level16. This approach generally attempts to estimate mark-up ratios. 

The advantage of such methods is that they are more grounded in theory than indicator-

based approaches. Therefore, care should be taken when interpreting the results as 

several factors, including data measurements, might influence the final estimates. 

 

This give us an overview to the concept of measuring market competition and 

the ways that can be used to measure competition. The markets differ in many 

aspects such as the goods they deal with, number of competitors or the 

behaviour of the producers. As there are several approaches it becomes very 

important to select the right one for the type of measurement. The methods 

have there advantages and disadvantages. Broadly the approaches can be dived 

into two parts namely econometric methods and national accounts data. With 

time the market can be seen changing where the former methods holds less 

value as it is subjected to use readily available data. The second method involves 

time but can be considered more accurate in terms of information.  

 

DOMINANT POSITION AND ABUSE OF DOMINANCE 

 

Establishing control over others is known as dominance, literally the meaning 

of dominance or dominant position is to take over control and to enjoy 

superiority. Dominance as it is known is a concept, which frequently occurs 

																																																								
16 Supra note 12. 
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when a player has monopoly over a market. The European Court of Justice 

(ECJ) in United Brands v. Commission stated dominant position in the context of 

Article 102 of the TFEU Treaty being a position of economic strength which a 

business enjoys. This enables it to manipulate the competition in the present 

market. This can be done because of the power to behave independently to an 

appreciable extent against of its competitors, customers and ultimately to its 

consumers, (United Brands v. Commission, 1978). Therefore, it can be said that 

a business will have dominant position over other businesses if the business has 

the power and ability to do two things, (i) when the business has the ability to 

prevent effective competition and (ii) the ability to take decisions independently 

of its competitors. The power of a business to prevent effective competition 

can be seen by the ability of the business to prevent the entry of new 

competitors into the rivalry market and the ability to act independently is seen 

from the ability of the business to effect the prices in the market. When these 

two behaviours prevail for a long period this results in the establishment of 

monopoly, which destroys competition.  

 

To have dominant position, is to have, possessions of sufficient market shares 

that will help the business to act independently, without taking into account the 

behaviour of its competitors. Dominant position has been defined or 

characterised as:17 

 

1. A position of the business or a group of business that is in a position to behave 

to an appreciable extent independently of its rivals, customers and ultimately of 

its consumers and such a position would usually arise where the business or 

group of business possess a large number of shares in the supply of a particular 

market (European Commission Notice, 1997). 

 

2. “It is a position of economic strength enjoyed by a business which empowers it 

to block the support of competitors on the pertinent market by permitting it to 

																																																								
17 Timothy F. Bresnahan, 1989, “Empirical Studies of Industries with Market Power”, Chapter 17, Handbook of 
Industrial Organisation, Volume II.  
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act to a calculable degree freely of its rivals and clients and at last of customers 

(United Brands, 1978).”  

 

3. The capacity to control a huge degree autonomously of its serious opponents 

and clients and the weight they would apply on the business in a serious market. 

This autonomy by and large permits the business to freely fix costs, despite the 

fact that it reaches out to the capacity to fix levels of yield or the nature of yield 

with comparative dismissal for the reactions of adversaries and clients in the 

market (MCMC Guideline on Dominant Position, 2000).”  

 

4. When a business is in position to act independently without significant 

competitive restraint from its competitors and customers the business is said to 

be in a dominant position. To determine whether a business is in a dominant 

position the authority will take into consideration the market shares of the 

business, its power to make pricing and other decisions, the height of barriers 

to entry, differentiation of products and sale promotion. Also any other factor 

mentioned to be taken into account will be considered according to the 

guidelines issued by the Authority (MCMC, 2000).18 

After examining the definitions of dominant position from different authorities 

two observations can be derived. Firstly, to have dominant position the business 

shall be capable of acting independently, and secondly large market share is an 

indication of dominant position. The dominance is to have control, hence 

whenever dominance is discussed the word ‘control’ holds importance. The 

word control can be used to indicate actual control of an entity, which refer to 

formal relationship between entities. A business that has control over other 

business will also have dominance of the others but not necessarily vice versa. 

To establish dominance over other businesses there must be some relationship. 

In the case of Trade practices Commission v. Australian meat holdings, 1998 it was 

stated that “dominance, unlike control, is not primarily depended on the formal 

relationship between entities, but rather with their behaviour towards each other 

and each organizations with a specific market environment. Suppose that the 

																																																								
18 Supra note 14 
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size or strength of a business is such that the other businesses are not able to 

actively compete with it in a specific market, that business is said to be dominant 

in that market”19. Therefore, being in a dominant position does not have 

anything to do with the formal structure of the market.  

 

Dominant position is discussed in section 10 of the Malaysian Competition Act 

2010 that states “an enterprise is prohibited from engaging, whether 

independently or collectively, in conduct that amounts to abuse of a dominant 

position in any market of goods or services. Since the Competition Act is still 

new, the mention of the concept of dominance is still not found. Under section 6 

of the Guideline on Dominant Position, the MCMC adopted a three step approach to 

determine whether or not a business is in a dominant position in the market. 

This three step approach involves:20   

 

1. Defining the context;  

2. Defining the market; and  

3. Assessment of dominant position (MCMC, 2000).  

 

Market definition becomes important for providing a framework within which 

the abuse of dominant position can be analysed.  Finally, the third step involves 

the assessment of dominance. It states that the use of market share becomes an 

important criteria to have dominance in the market. It has been explicitly 

clarified by the MCMC that when a business holds more than 25% market share 

threshold, it is most likely to be in a superior position but this figure is not 

conclusive. The approach that the commission adapts is not to tie itself based 

on pre-determined thresholds, and the reason to do is to have flexibility to 

administer and decide on a case-by-case basis. 

There are other factors that needs to be taken into account while determining 

dominance which includes: 

 

																																																								
19 Trade practices Commission v. Australian meat holdings, 1998 
20 V. Bageri & Y. Katsoulacos, 2017, “The Market Power Requirement in Antitrust Enforcement and its Usefulness”, 
Economia e Politica Industriale, Volume 44, Issue 2, pp145-159.  
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1.  Barriers to entry;  

2. The ability of the smaller and lesser outcome firms to expand;  

3. Vertical integration; and  

4. The closeness of substitutes outside and inside the market (MCMC, 2004).  

 

This approach mentioned seem to be in line with section 10(4) of the Malaysian 

Competition Act 201021 which states that the market share of any business is 

above or below any specified level does not make it enough proof to decide 

where it holds a dominant position in the market or not.. Market share is an 

important factor when it comes to the assessment of dominant or superiority 

position. The court in AKZO Chemie BV v. EC Commission held that with exceptional 

circumstances of very large market share is evidence of the existence of a dominant position. In 

this case the market share is 50%. When it comes to  the Australian Competition 

and Consumer Act 2010, it can be seen that the Act does not define the term 

“market power” the term market power is a corporation” it has been defined in 

the Halsbury Laws of Australia as a process, which contains the consideration 

of a number of factors. The business with market power enjoys the perks of 

dominant position. However, there are certain considerations that needs to be 

taken into account. These factors are:22 

 

1. The existence of barriers to entry;  

2. The ability of entitites to set the price of the specific product or service 

in the market;  

3. Whether the business is vertically joint (although this does not necessarily 

mean that the firm has market power);  

 

Australia uses the market power and not the concept of dominance or 

superiority, these two concepts cannot be separated from each other.  

 

CONCLUSION 

																																																								
21 Competition Act 2010, Act 712 (Malaysia). 
22 Oz Shy, 2001, The Economics of Network Industries, Cambridge University Press.  
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Most statutes that are regulating competition do not have a specific definition 

of the term competition. In the US, they criteria used to define competition is 

by its literal and economic meaning. Although the definition of competition 

could be couched in different manners, the most important is the understanding 

of the operation of competition law and its significance to the market. 

Therefore, competition law is accepted as a process which prevents anti-

competitive behaviour and abuse of dominant position, and as a process it 

involves the assessment of concepts like ‘market definition’ and ‘dominant 

position’ in the market, which can be used as an important aspect or tool for 

the ‘evaluation of competition’, in the market and prove beneficial for the law. 

‘Market definition’ is a tool for the assessment of competition; ‘market power’ 

is the ability of a business in a particular market to engage in an anti-competitive 

behaviour. ‘Dominant position’ on the other hand covers two things: (i) the 

market share of an undertaking and (ii) its ability to act independently from 

other competitors.  

 

It can be concluded that though many competition statutes does not define the 

term or fall short of defining the term “competition”, the assessment of 

competition is not affected. The assessment of competition is done by first 

defining the term ‘market’ which is considered as key and an essential first step 

towards the assessment of competition and competition law. Lastly, ‘market’ 

and ‘dominant position’ are two situations relevant for competition. Business 

undertakings compete with each other in a market and there will be situations 

where businesses possess market power or dominant position. Bishop 

 

  



      Corpus Juris                                                                                                 ISSN: 2582-2918  
      The Law Journal   website: www.corpusjuris.co.in	
	

 CORPUS JURIS|16 

REFERENCES 

 

(1) Allen N. Berger, Leora F. Klapper and Rima Turk-Ariss, 2009, “Bank 

Competition and Financial Stability”, Journal of Financial Services Research, 

Volume 35, Issue 2, pp99-118.  

 

(2) Boyd, J., De Nicolo ́, G., Jalal, A., 2006, “Bank Risk Taking and Competition 

Revisited: New Theory and Evidence”, Working Paper WP/06/297, IMF.  

 

(3) Claessens S, Laeven L, 2004, “What Drives Bank Competition? Some 

International Evidence”, Journal of Money, Credit and Banking, Vol. 36, No. 

3.  

 

(4) Crew, M., 1969, "Coinsurance and the Welfare Economics of Medical Care", 

American Economic Review 59(5):906-908. Kaplow, L., 2012, “On the 

choice of Welfare Standards in Competition Law”. In Zimmer (Ed.), Goals of 

competition law (pp. 3–26). Edward Elgar: Northampton (Harvard 

Discussion Paper 693).  

 

(5) Keeley, M., 1990, “Deposit Insurance, Risk, and Market Power in Banking”. 

American Economic Review 80, pp1183–1200.  

 

(6) Lawrence J. White, 2012, Market Power: How does it arise? How is it measured?’ 

 

(7) Mark J. Tremblay, 2017, “Market Power and Mergers in Multi-Sided Markets” 

 

(8) Trade Practices Commission v. Australian Meat Holdings (1998) TPR 40. 

 

(9) UK Competition Commission. (June 2003). Market Investigation 

References: Competition Commission Guidelines.  

 

(10) UNCTAD. (2000). Model Law on Competition. Geneva: United Nations.  

 



      Corpus Juris                                                                                                 ISSN: 2582-2918  
      The Law Journal   website: www.corpusjuris.co.in	
	

 CORPUS JURIS|17 

(11) United Brands v. Commission [1978] ECR 207, [1978] 1 CMLR 429.  

 

(12) United Brands v. EC Commission [1978] ECR 207; [1978] 1 CMLR 429.  

 

(13) United Nations. (2004). UNCTAD Key Terms and Comcepts in IIAs: A 

Glossary, UNCTAD Series of Issues in International Investment 

Agreements. New York and Geneva: United Nations.  

 

(14) United Nations. (2004). UNCTAD Series on Issues in Competition Law 

and Policy. New York and Geneva: United Nations.  

 

(15) Whish, R. (2003). Competition Law. Fifth Edition. London: LexisNexis 

UK Butterworths. Whish, R. (2009). Competition Law. Sixth Edition. 

Oxford: Oxford University Press.  

 

(16) Malaysian Communications and Multimedia Commission (MCMC). A 

Report On A Public Inquiry: Assessment Of Dominance In 

Communications Markets. PIR/AOD/ No.1 of 2004.  

 


