Understanding
Supply Markets

\/Il. Screen out less
relevant segments

|l. Prepare for a
supply market
analysis

\/|. Segment the
supply market

competition

Assess the
degree and effects of

developments

IIl. Forecast market

IVV. Understanding
what drives the
market

V. Assess price




Step ll: Assessing the degree
& effects of competition
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@ Risks & opportunities in markets with
different degrees of competition




Demand and Supply

Shifts in demand Shifts in supply
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The 5 Forces in the Supply Market
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5. Bargaining
power of buyers

3. Availability of

substitute products
or services




‘-l'b{ﬁ-_ Action Point 3.3-2

Analysing the competitive profile of a market
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Stages in the Product-Market Life-Cycle
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Step Vs
Unelerstaneling the iacters ipiluencing price
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Value to the Competition &
Customer Market Factors




Action Point

Which segmentation variables are relevant - Part IT

-+ Segment options which repre\se@(ﬂw\ﬁrent risks and
opportunities. tesa .

*  Main differentiating risks and opportunities.



Step VIlI: Screening out segments

O Analysing each segment takes ‘n@@l

O Don't wasTe time on ég;a&%‘rs which are
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When there is only one supplier or one segment is not any
different from another (in terms of risk & opportunity)
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|:> Where certain countries, technologies or supply channels are
not accessible to you
(e.g., costs of transport is too high, you can’t use a certain
technology, the quantities you require are not big enough to
buy directly from manufacturers.)



