


BARGAINING POWER OF SUPPLIERS:

RIVALRY AMONG
EXISTING COMPETITORS:

=  Number of competitors
= Diversity of competitors
® |ndustry concentration
* |ndustry growth

* Quality differences

* Brand loyalty

= Barriers to exit

= Switching costs

BARGAINING
POWER OF
SUPPLIERS

Number and size of suppliers
Unigueness of each supplier’s product
Focal company’s ability to substitute

THREAT OF SUBSTITUTE PRODUCTS:

»  Number of substitute products available
= Buyer propensity to substitute

= Relative price perfeormance of substitute
= Perceived level of product differentiation
= Switching costs

THREAT OF NEW
ENTRANTS

RIVALRY
AMONG
EXISTING

COMPETITORS

THREAT OF

SUBSTITUTE
PRODUCTS
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THREAT OF NEW ENTRANTS:

= Barriers to entry

=  Economies of scale

®* Brand loyalty

= (Capital requirements

=  Cumulative experience

=  Government policies

=  Access to distribution channels
=  Switching costs

BARGAINING

POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

= Number of customers

= Size of each customer order

= Differences between competitors
=  Price sensitivity

=  Buyer’s ability to substitute

=  Buyer’s information availability

=  Switching costs
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SWOT

RIVALRY AMONG
EXISTING COMPETITORS:

= Number of competitors
= Diversity of competitors
= Industry concentration
= |ndustry growth

= Quality differences

= Brand loyalty

= Barriers to exit

= Switching costs

BARGAINING
POWER OF
SUPPLIERS

BARGAINING POWER OF SUPPLIERS:

OT
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Number and size of suppliers
Unigueness of each supplier’s product
Focal company’s ability to substitute

AT OF SUBSTITUTE PRODUCTS:

yer propensity to substitute

= Switching costs

LOGOTYPE )
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') POLITICAL

Egestas pretium
aenean pharetra
magna. Non
curabitur gravida
arcu ac. Duis at
consectetur lorem
donec.

€) SOCIO-CULTURAL

Elementum facilisis
leo vel fringilla est
ullamcorper eget
nulla. A iaculis at
erat pellentesque
adipiscing commodo
olit.
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umber of substitute products available

lative price performance of substitute
= Perceived level of product differentiation

THREAT OF NEW

ENTRANTS

RIVALRY
AMONG
EXISTING

COMPETITORS

THREAT OF
SUBSTITUTE

PRODUCTS

POLITICAL ECONOMIC SOCIO-CULTURAL  TECHNOLOGICAL
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THREAT OF NEW ENTRANTS:

= Barriers to entry

= Economies of scale

= Brand loyalty

= Capital requirements

= Cumulative experience

=  Government policies

Access to distribution channels
Switching costs

BARGAINING

POWER OF
BUYERS

BARGAINING POWER OF BUYERS:

= Number of customers

= Size of each customer order

= Differences between competitors
=  Price sensitivity

= Buyer’s ability to substitute

= Buyer's information availability

= Switching costs
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<) ECONOMIC

Nunc mattis enim
tellus elementum
sagittis vitae et leo.
Amet consectetur
adipiscing elit duis
tristique sollicitudin.
Imperdiet nulla.
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TECHNOLOGICAL

Dolor sit amet
consectetur
adipiscing elit duis
tristique sollicitudin,
metus vulputate eu
scelerisque felis
imperdiet.
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(Strategic Management Steps)
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