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The purpose of this essay is to discuss how Porter’s Five Forces analysis is used by the international supermarket Sainsbury’s.
Sainsbury’s is an international organisation which has been operating in the retail sector since 1869. Sainsbury’s is divided in Sainsbury local, Sainsbury Supermarkets, Sainsbury’s Bank, Sainsbury Energy, Sainsbury Online, Sainsbury’s Fuel and Sainsbury’s Café’ (Sainsbury’s 2018).
 Porter’s 5 forces analysis is an important tool used by organisations to understand the challenges of a business environment and create an effective strategy to increase the profits of the organisation (Wetherly and Otter, 2014, p.14-15).
Threats of new entrants in the retail industry are restricted. The new competitors in order to benefit from the economies of scale, they could have high fixed costs and invest a lot of capital.  Sainsbury’s invest a lot of capital to launch new products and advertise them. When the organisation or the supermarket have reached large-scale production, the new competitors have to overcome the initial expenses to reach the level of Sainsbury’s, they will have higher cost unit until the new entrants reach the same size of Sainsbury’s (Porter et al 2011). New entrants must have some experience and knowledge to know what type of products should be offered to the market. The new competitors must have access to their reliable suppliers to become competitive in the retail industry. Small local discount stores and convenience stores could create some threats to supermarkets like Sainsbury’s, satisfying the demands of the final consumer (Sloman, Hinde and Garratt, 2016, p.167-168).
As described by Porter (2008), competitive rivalry is industries f equal size and it is considered a heavy threat to supermarkets giant like Sainsbury’s. Sainsbury’s has to tackle the high competition of its direct rivalry, like Tesco, Asda and Morrisons. The international supermarkets mentioned are the four largest chain of supermarkets in the United Kingdom retail industry and each of them has different and unique advantages over their direct rivalry. Tesco is the main rivalry of Sainsbury, Tesco is known for their innovative strategy to build and strengthen their reputation. The direct rivalry is always seeking for leadership in the retail industry, by using various strategy the differentiation strategy and the price reduction. Sainsbury’s uses the differentiation strategy to enhance its qualities and grab the buyers attention with the supermarket's uniqueness. When a giant like Tesco decides to offer some products to the final consumer at a low price, Sainsbury’s follows the same strategy to persuade their existing customer to continue shopping in their supermarkets (Johnson et al., 2014, p.59-60).
The threat of substitution is when an organisation has to compete with his rivalry, who offer substitute product for a lower price. Supermarkets are always trying to create innovative and quality products, services or affiliate with another alternative business, to make the customers shopping experience enjoyable (Hargreaves Lansdown 2018). This is a minor threat to Sainsbury’s who has opened some Sainsbury’s local stores in different cities to reduce the threat to small convenience stores, to increase its profits and to reduce the gap with its direct competitors (Johnson et al., 2014, p.54-60). 
As described by Sloman, Hinde and Garratt (2016) one of the major difficulties which Sainsbury’s continue to encounter is the relationship with their suppliers. The suppliers have the power to increase the price of their products or services. Sainsbury’s has various supplies that provide their products and services to Sainsbury’s. The important organisation who supplies their products to Sainsbury’s are essential and have the power to increase the cost of their products or services. The smaller organisations that supply Sainsbury could have a limited power and when they change their condition of selling their products, Sainsbury's could decide to cancel their partnership with that particular supplier. Basically, each organisation has different power towards their customers, some have more authority than the other ones. When suppliers decide to increase the cost of their raw materials and Sainsbury’s does not agree, the suppliers could be left without a retailer because it has a higher impact on Sainsbury’s profits. Creating an efficient supply chain with various suppliers in order to strengthen and improve the relationship with the suppliers and retailers could balance the powers.
Wetherly and Otter (2014)believe Another of difficulties faced by Sainsbury’s and other supermarkets giants is the relationship between retailers and the final consumer. Supermarkets have to sell their products at reasonable prices to attract more customers. The final customer has the intense power of reducing the price of a product, for instance, when the price of vegetables are expensive in Sainsbury, the customer could switch to Tesco, where most of the customers have a club card and receive vouchers to reduce the total price of their shopping. This factor could be a major threat to Sainsbury’s and its sales, improving their customer's service and selling its products at reasonable prices could reduce the customer’s power
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