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Abstract: The unfolding of an efficient activity (for the existing firms) or the substantiation of the implantation decision to a new sector (for the new firms) needs the pursuance and the careful anayisis to all the factors who manifests in the respective sector, for turning account the propitious factors action and to prevent the negative impact that can bring about the unpropitious factors action on the firm activity. The model of the competitive forces from a market, conceived by M. Porter became, quickly, a reference element in the world literature and the managerial experience for his synthetic character and for the fact that it identifies clearly the most intense forces common to the specifies market specifies to all industries, in spite the appreciable differences which exist, in the same time, between the markets. 
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1.INTRODUCTION

The development of an efficient activity (for the existing firms) or the substantiation of the implantation decision to a new sector (for the new firms) needs the pursuance and the careful anayisis to all the factors who manifests in the respective sector, for turning account the propitious factors action and to prevent the negative impact that can bring about the unpropitious factors action on the firm activity
The model of the competitive forces from a market, conceived by M. Porter became, quickly, a reference element in the world literature and the managerial experience for his synthetic character and for the fact that it identifies clearly the most intense forces common to the specifies market specifies to all industries, in spite the appreciable differences which exist, in the same time, between the markets. 
A. The analysis of rivalry between the existent competitors
The rivalry between the existent competitors takes the form of competition prices, the entered of new products, the improvement of servicies and the guaratees offered to the buyers after sale etc., all with te aim of getting an advantageous position.

 The intensity rivalry among economic agents existent whithin an industrial branches depends on an whole series of elements, between which:

· the structure of the sector, respective the number of the economic agents, their importance and specific nature, their economic power;

· the lack of products differentiation, fact that determine pointing of the prices competition;
· the low increase rate, fact that pursuade the economic agents to increase their efforts for conquer an important segment of the market.

Almost every industrial branch has a leader who posses a significant weight on market; this could cause the variation of prices, has a big capacity to promote the products d a special system of distribution. The firms that are placed on first places as part as the industrial branch, soon after leader, fights for the extension of the segment of market, using offensive strategists. The small firms and middling fight for the sustentation of their segments of market and for the attraction of new customers. The competition is elder when:

· exists many little his firms or when don't exist a dominant firm who can fix the standards for competitors;

· the go out of branch is difficult;

· exists the economically hyper capacity,  big stationary costs, perishable products;

· the branches have a differentially production . When the price is the only element of differentiation for buyer, exists the desire to gain the segment of market through the diminution of the price, causing a „war of the prices".
The strategic demarche is strong accessible to the features of industrial branch from which the firm does part.

 In the case of some fragmentary industries, specificate by the existence of some small competitors of which the motivations and objectives has an individual character, the settlement of the leader shall bring substantial incomes. The fight for a segment of market can become very steely and, at large, is applied strategists focalizate on intensely activities of the firm. The special literature sugerate 5 steps who permit the procurance of the informations prerequisite for the generation of the alternatives of strategy in a fragmentary industry:
· the determination of the structure of branch and the sprocket of the competitors;

· the determination of the fragmentary causes;

· if can be avoided the fragmentary and how namely?;

· where are due to be position the firm for assure the success?;

· if the fragmentation can’t be avoided, is it advantageous the entrance in branch?

The answers to these problems drive at option the fit type of strategy. Is made ones choice in most many cases for offensive strategists who permit to gain a better position on market and obtain some considerable profits( the table nr. 1.). 
B. Potential entered.

 The second competitive figurative force in model - potetial entered on market - can produce significant modifications of the industry through the capacities of production and the funds which they enter in competition, the intense efforts which unfurls them in order to insert itself profitably on market and the possible new strategic conceptions which they promotes.The barriers to the entrance on market constitute elemental determinants of the menace which potential entered presents it for the existing firms on the respective market. These barriers follow-up: 

a) Costs of transfer. Represents the immediate costs which a buyers are due to support them for passing from the products of the purveyor to the products of another purveyor. This barrier can be of pure psychological order and connected with the image already created about a certain mark, but she can represent an important expenditure in the moment in which the adoption of products of an another mark (from another purveyor) requires the accommodation of other factors of production.

The table nr.1 The factors that determine the position on market
	Factors
	Defined elements

	0
	1

	The product
	· the oneness
· the quality and the technical performances
· the size of sortimentale range
· the quality of the packing
· service

	The Price
	· tendencies on market
· the level of the price – high, mediu, low
· the diffrences against the competitors price

	The distribution
	· the size and the quality of the distribution branches
· the support for sales on intermediate channels
· the relation with the distributors

	The promotion
	· the effective advertising
· the amplitude of promoting activities
· the amplitude and the frequents of advertising 

	The market perceptions
	· the perception of the differentiation products 
· the attitude of the consumers against the mark and against the company 


The main categories of which expenditures underlie the formation of the cost of transfer are:

·  costs concerning the modification of product for this to correspond to the products of the new purveyors;
·  costs oncerning verification or authetication of product of a new purveyor for the assurance that he corresponds to the followed aim;
· costs concerning the investments accomplish for the acquest of some new equipments necessary for the utilization of product of a new purveyor (equipments of production, machines of measure and check etc.);
b) The effect of experience. The phenomenon of experience is based on the next observation: when is begun the manufacture of a new product appears a phenomenon of "apprenticeship" or of "familiarization". As the practical experience breeds, the manufactural time tends to be reduced and the cost is decreased. The effect of experience constitute an advantage in matter of costs for the firms already implantate on market against their potential rivals. 

c) The access to the net of casting. 
 Inasmuch as the already existing firms are unbind the products through different nets of casting, the new firm  is due to cause these nets to accept also the product or offering certain advantages. This fact shall have as effects the diminution of the profits of the producer firm. 
d) The existence of a reserve of capacity of production. The presence on market of some enterprises having a reserve of capacity of relative production importance constitute an input barrier inasmuch as this represents a immediately possibility of these firms of eat ones fill the market, in the conditions in which is registered a growth of demand.The new potentially entered couldn’t have the hope of this obstacle compensation than offering an unpublished advantage of the clientele.

e) The needs of capital. In the moment of launch on market the firm is due to have considerable financial funds for outfaced the competition.

 Therefore, to the big must of capital incident to the activity of research and investments for the procurance of new product is added the one incident to aggressive publicity, promotion, etc., and the absence of necessary capital for endurance  the expenditures can constitute a veritable input barrier.

 The big needs of capital are a must for some lines of activity who limits the number of possible entered. This fact can be amplified also by the situation in which the access on the capital market is difficult or the necessary capital can’t be procured than with very big interests, pursuant to the big risk who represents the new firms.
f) The politics of the cabinet and the existing settlements. These represents the last big source of obstacles to the entrance on market. The state can limit or interdict the entrance in certain sectors through different restrictions or requirements enforced to the firms, such as: the obligation to have a licence, the limitation of access to different categories of material funds or through different another settlements from the frame of some sectors of activity, such as: norms of pollution, settlements concerning the quality and the security of product.
C. The pressure carried out by products of substitution.

 The products of substitution constitute a direct competition for the products of the sector, limiting the profits that can be obtained. The necessity and the interest of much profit determine the producers firms to research and to assimilate permanently new products, who satisfy the same needs of usage, but they have little cost or a good quality, fact that amplifies the competition between the producers firms.

The danger of the substitution has the main source in the technological evolutions. The substitution consists in the substitution of a existing product or a service with another which carries out same function, assuring thus the beneficiary an elder utility to a competitive cost. 
For anticipate the danger of the substitution is needed:

· to know the function on which carries out the product or job;

· to be supervised the new technologists how are the informatics, the electronics or biotehnics, susceptible of very varied applications.

 Monopolizing a part of demand the substitutions accelerates the decline of sector and can drive to a situation of hypercapacity instalated. The conjugation of two effects - the diminution of profitableness and the global demand - drives to the irremediable intensification of competition struggle
D. The capacity of customers negotiation 

 The customers tries to obtain cost reductions, negociate jobs more extensive or of a good quality, many times puting the producers "face to face" etc., all these shares beeing practice in the detriment of sector profitableness. The intensity of their act depends on the power hold by the different groups of customers as part as sector.

A group of customers will be strong if it wiil be in one from the situations:

 - he buys the important amounts in report with the digit of business of the seller;

 - the products buyed in sector hold a big weight in the costs and the total value supplies of the buyer. In this case the buyer he won’t hesitate to informe himself  in order to obtained most little prices;

 - the products are standardizate or thin diferentially. 
E. The capacity of negotiation of the purveyors.

 The purveyors, through the size of the prices, reduce the quality of delivered products or through the modification of the sale conditions, have the possibility to decrease the profitableness of the sector.
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