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ABSTRACT

The concept of competitive forces for tourism (Outbond) by Michael E. Porter identifies the situation assessment
of the intensity of business compctition into 5 aspects called Porter’s Five Forces Model. It is a strategy used for the
assessment of profitability, strengths and business opportunity. The model comprises 5 forces namely 1) Threat of new
entrants; 2) Threat of segment rivalry; 3) Threat of substitutes; 4) Threat of buyer power; and 5) Threat of outsource
power. It is also a strategy to analyze the intensity of competition in the market including the assessment of one’s own
business competition to be aware of their own status, to better understand whether they are the leader, the challenger,
the follower, or the nicher. There are various competitive strategies to develop an edge over rivals. However, Michael
E. Porter presents 3 approaches to create a competitive advantage as the following : 1) Overall cost lcadership; 2)
Differentiation; and 3) Focus. No matter whatever approaches are implemented at the business unit level to create a
competitive advantage , the executives must change to be able to keep up with the existing situations and to solve the
problems arising from the threat of rivals as soon as possible. Furthermore, they have to seek preventive guidelines to

build the strength of brand identity in order to have a sustainable effect on consumers.
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