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Introduction
	Iceland Foods Ltd is a chain of supermarkets located in Britain. Iceland started its venture in 1970, when Malcom Walker opened a stock in Leg Street, UK. Peter Hinchcliffe, his partner paid 55 dollars to cater for the rent. The business expanded in 1983 by acquiring 18 stores at St. Catherine. It became popular in 1984 for the first time and the capital investment was used to purchase South East based Orchard Frozen Foods (Moore, 2001 p.301). The company continued its expansion; to date, it’s an international business with more than seven hundred and fifty stores dealing in both fresh and frozen foods.
Products and Services
	The company is trading on frozen foods as well as ready meals and vegetables. Iceland also vend non-frozen fruits and vegetables, for example gist, dairy, and dehydrated goods. The company   has acquired about 2.2% share-holding of the UK foodstuff market. Iceland also offers delivery services, a strategy they use to market their products. It has also advanced by selling its product online, and this has given the company global popularity.
Customers and Suppliers
	Iceland works with over 300 traders to come up with distinctive, innovative, quality food products to ascertain customers’ demand. Its customers include beverage producing companies,  food processing firms such as Dongguann City Shaerge Co. Ltd in China, huge restaurants in the UK, other retail shops as well as individual consumers who acquire their goods in bulky for household consumption (Moore, 2001 p.309). The business gets its products from various orchards in the UK, main one being the South East based Frozen Foods. 

Industry and Competition
	Iceland falls under the British retail industry. Although it is one of the largest business in the UK, it faces a stiff competition from other ventures in the industry to an extent that some firms have gone ahead using their trade name, an issue over which the company has taken a legal action. Some of the company’s competitors in the industry in the UK include: Tesco, Wal-Mart-owned ASDA, John Lewis Partnership, TJ Morris, and House of Fraser among others.
Porter’s Five Force Analysis
	 Competition is inevitable although Michael Porter argues that this threatens a business venture. Porter’s Five Forces model tries to analyze the competitive environment in any business by breaking these forces into five distinct categories aimed at exposing insights (Griffin & Kean, 1994 p. 5). His model examines five specific factors that can be used to define whether a venture can reap revenue depending on the industry to which the business belongs. Internalizing the competitive forces and the logic behind them, shows the sources of an industry’s profitability as well as giving outline for expecting and mobilizing competition and benefits over time (Morris, 2011 p. 309). The source of profitability is similar, no matter the industry, therefore the structure of an industry eventually initiates competition and productivity. Understanding forces in your business environment will help in modifying your business strategy accordingly (Whetherly, 2014 p. 122). Porter’s Five Force model include: rivalry among the competitor’s, possibility of new entrants into the new industry, purchaser’s negotiating power, seller’s trading power as well availability of substitute products.


1. Competitive Rivalry
	This force tries to evaluate current competition in the market by looking at the number of players in the industry and their capability. The competition is high when there are few ventures selling the same product or service, when the industry is expanding and when the consumers can shift to competitors selling at a little cost (Pearson & Gorman, 2010 p. 1183). High competition comes with increase in the number of advertisements and emergence of price wars hence the core objective of the business-maximizing profitability, may be hurt (Craig, 2012 p 438). For instance if Iceland Ltd encounters intense competition from new players in the retail industry who have more resources the new players will take advantage of Iceland’s scarce products to take significant market share. If Iceland does not possess any fabric nor patents, in future they may lose their product portfolio.
2. Supplier’s Negotiating Power
	The selling power of suppliers is the second force and this analyzes the seller’s power in controlling prices, which in turn may affect profitability as well as examining the number of suppliers in the industry. Fewer suppliers increases their bargaining power and this may affect stability of the business. A varied supplier limits the bargaining power (Needle, 2010 p.265). If Iceland’s products are produced by a multitude of suppliers, they will have bargaining power over them hence reap profits.	
3. Customer’s Bargaining Power
	Thirdly, bargaining power of customers affects business profitability according to Porter. It refers to the power of customer in relation to pricing and product quality. A few consumers but more sellers and availability of substitute goods or service gives the customers bargaining power (Needle, 2010 p. 267). When customers buy things in small quantities and the vendor’s brand remains distinct from the rest of the opponents, the purchasing power becomes low. Retail customers have got some degree of bargaining power because they can substitute from competitors. For Iceland Ltd to reduce the bargaining power of their customers, they must make their brand of foodstuffs unique or else run into losses.
4. New entrants’ threat
	Porter goes ahead to explain threat of new players (entrants) as the forth force influencing a business environment. This explains the potentiality of competitors joining the industry in question. If competitors find it very easy to join the market, the existing players will lose a larger portion of their market share. For businesses to survive in the industry, there should be barriers in place to prevent new players into such industry (Hamilton & Webster, 2015 p.759). The barriers should include: absolute cost benefit, access to raw materials (inputs), well branded products and benefits accruing from economies of scale. Huge financial costs are needed for product branding, advertising and increasing demand of the product hence limiting entry of competitors (Palmer & Portney, 1995 p. 124). For Iceland to survive in the market, there should be barriers in this industry and have monopoly over their resources or else face threat from new entrants.
5. Availability of Substitutes
	Lastly, availability of substitute goods and services affects business environment according to Porter. The force describes how easy or difficult it would be on the part of the consumer to shift to competitor’s brand. The force examines the number of competitors in the market, the competitor’s pricing policy in relation to the profits (Whittington, 2014 p. 89). This threat depend on customer’s inclination to shift to a different brand. Since Iceland Ltd deals with sale of grocery, very high prices may lead to their customers shifting to other foodstuffs like flesh or milk exposing their company to losses.
Conclusion
	Deductively, for a business to sustain profitability in any industry, it should analyze the Porters five business environment forces and implement a strategy that can increase the venture’s competitive advantage. To increase chances of success, a business venture must focus on minimizing cost and maximizing profits, product differentiation as well as accessibility to market information.
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