Investigating and Analyzing Glenfiddich Whisky Using Porter’s Five Forces.
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Glenfiddich is a Scottish Malt Whisky, produced in its own distillery since 1887 and founded by William Grant.  Glenfiddich in Gaelic means “Valley of the Deer”.  In 1963 Glenfiddich was the first single malt to be promoted outside Scotland and is now sold around the world.  This essay will assess the competitive environment of Glenfiddich Whisky using Porter’s Five Forces which were created to analyse the market of a business and its product, and how attractive it would be to try and enter that market.  According to Porter’s (2008) there are five forces that build a business’s competitive structure.  
· Threat of entry; 
· power of the supplier; 
· power of the buyer; 
· possible substitutes and 
· existing rivalry among competitors. 
Glenfiddich is a company that has been around for over 130 years and since their creation they have done their best to be self-sufficient.  Malt whisky comes from just 3 ingredients, water, air and malted barley.  They source the water from their own Robbie Dhu Spring and Glenfiddich are the only highland distillery that uses this single source of water throughout their process.  The barley comes from local fields and is malted by soaking in water for several days and then heated until just about to sprout.  The barley is then heated with warm air and turned to stop the germination process.  This, malted barley is now ready for the whisky process.  In 1961, to celebrate the 3 ingredients of malt whisky, Glenfiddich commissioned a designer to come up with a new bottle. Hans Schleger came up with the iconic 3 sided, triangular shape that makes Glenfiddich bottles so noticeable.  They also have their own bottling plant for their whisky which has thus eliminated any reliance on bottle suppliers as they have become their own supplier.  
According to Worthington and Britton (2009) substitutions make a huge impact upon the market structure of a product.  They explain how possible substitutes can come in different ways.  There are already a variety of Scottish whiskies, yet Glenfiddich is considered high quality from a range of sources (Flaviar, 2018) (Whittaker, 2017).  However, there are other possible substitutes to consider as, according to BBC news (2016), Gin will have overtaken Scottish whisky sales by 2020.  Gin is becoming a popular choice for consumers and over the past couple of years it market share has grown.  This affects the whisky market in general, now that gin has become more appealing and Glenfiddich in particular, due also to the choice of whisky brands available.  Within the whisky market, another potential substitute is Japanese Suntory whisky (Suntory Inc) which is now the world’s third largest premium spirits company.  Articles have been written indicating that Japan are quickly creeping up on Scotland’s market share within the Whisky community.  “Japan beating Scotland at its own game to become Whisky world leader” (Kageyama, 2017)  This shows that Glenfiddich Whisky has an assortment of potential substitutes to battle, to keep not only their sales but also their status within the spirits world.  
(Griffiths & Wall, 2005, pp. 616-617) explains that the more bargaining power a buyer has, the greater the chance that they can reduce an industry’s profitability.  Glenfiddich is sold in a variety of supermarkets and stores internationally, meaning they have a range of immediate, large customers who will, as buyers, have a certain level of control over how much they pay for the product and the quantity they decide to buy.  However, due to the large selection of buyers it means Glenfiddich can choose whom they sell to.  As most of their buyers are big name brands they must compete to sell the product.  In this way they cannot force Glenfiddich’s price down as there will be other stores willing to take their business at a better price.  By forming healthy, long-term relationships with buyers who then supply the ultimate customer, the public, they reduce the chance of having their profits decrease due to low prices. 
And of course, there is always the threat of a new entry into the industry, which will then have barriers put in its place by the businesses that are already in the market.  Whisky only has three ingredients so entrance into the market might seem easy.  However, to become a major player in this business, where they are known for their heritage and history, there are huge barriers to overcome.  Just one of Glenfiddich’s whiskies is 81 years old (Glenfiddich Whisky, 2017) which isn’t something a competitor can create overnight, and this leaves the new aspiring producers at a major disadvantage.  They will find it challenging to compete with the 130 years that Glenfiddich has been working and refining their product to suit their customers.  
Within any market for a product there will always rivalry among rival competitors.  Every business wants the best price for their product so their sales can increase as well as their profit margins. Competitors, like Gordon and McPhail Whisky, look to increase their share of the market with marketing like “Our current campaign, The Wood Makes the Whisky, involves communicating Gordon & MacPhail’s philosophy for matching spirit to wood” (Wisniewski, 2016).  This indicates the rivals have already identified their customers, worked out what attracts them, and are targeting them with very clever, well thought out strategies.  This could potentially cause issues for Glenfiddich if they aren’t able to keep up.  Glenfiddich has updated its entire branding to cater for their target audience (Joesph, 2014) This provides evidence to prove that competitors within the same industry try to find all different ways to keep ahead of their competition.   
In Conclusion this essay highlights that the threat of substitution and the power of buyers could potentially have a huge impact on Glenfiddich Whisky and businesses within the same industry. It also indicates how competitors can dictate Glenfiddich’s next move within the public eye.  It also underlines the threat of new entry and suppliers is very low.  Industries constantly evolve so there are some drawbacks to this evaluation as it can change with time and new things can emerge that aren’t necessarily foreseen.  
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