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Five Forces of Competition
Threat of new entrants
	For Skies Over Screens, LLC. the threat of new entrants is a serious one. Because we are a relatively new idea in a time where our services could prove to be quite beneficial for both the physical and mental health of children we will no doubt have new entrants capitalizing on any weaknesses we may encounter. Some of the barriers to entry can include “product differentiation, capital requirements and switching costs.” (Hitt, Ireland, & Hoskisson, 2015) The barriers to entry remain quite low for new entrants. Any new entrant can use the framework we have built and market to a different demographic than we are or focus in on any niche we only have small market share in to make their product different. The capital requirements remain low due to the low initial overhead to get started. There are no buildings to rent/purchase and the fees we pay to event venues are collected ahead of time from the participants. Switching costs could be little to nothing. If we require a contract for a certain amount of time the new entrants will have to buy the participant out of that contract before they can switch to their service. We will be building relationships with outside vendors who provide both free and fee based services such as parks with sports fields, hiking trails, shooting ranges, museums, gyms, etc. Any new entrants will analyze the barriers to entry and determine if their product is different enough to sway customers away from Skies Over Screens.  The second area any new entrants will analyze is how much of a retaliation from us they expect. (Hitt, Ireland, & Hoskisson, 2015) We could use the momentum we have built and our fan base to cut costs below what the new entrants were going to enter at. Another way we could retaliate is to use the relationships we have built with the vendors to increase the number of events we have planned to offer in any select market limiting the capability of the new entrant to get a foothold in any of those areas. We could also not do anything to retaliate and instead embrace the competition and even partner with them to exploit our strengths. In the spirit of helping others we could partner to find a way to do the best we can, while still being successful. 
Bargaining power of suppliers
	The suppliers for Skies Over Screens are very diverse. They fall into two categories, infrastructure and events. Under infrastructure we have the printing company we will use to produce our branded shirts, hats, etc. that participants will wear during our events. Next are the advertising methods we choose to use including Facebook, local newspaper/magazine ads, and radio commercials. These suppliers can choose to set the price for our business. If they see us doing well and know we are reliant on their services, they could choose to increase prices. Facebook/Instagram ads are a good example of a medium that would be essential to socializing our mission and there are not a lot of suitable substitutes. If they change the price we would be forced to make the decision to pay more or analyze the switching cost to another supplier. (Hitt, Ireland, & Hoskisson, 2015)
	The second form of suppliers we have are the venues we will be hosting our events at. Because these venues “are critical to our success they have a good deal of bargaining power.” (Hitt, Ireland, & Hoskisson, 2015) We would hope to secure the best prices on group rates that we could for places such as museums where you would usually pay an entrance fee. We would have to make the cost available to our participants at less than they would normally pay including the cost to be a part of our organization. If we are unable to secure good enough rates, we would have to think of different ways of creating value for our members such as free meals while at the events. 
Bargaining Power of Customers
Skies Over Screens offers a variety of packages and services that are customized to the 
customers’ interests. Due to distinctive and uniqueness of products, customers’ sensitivity to 
price increases will be somewhat low. However, we plan to provide service to all levels of 
income within the target market. Pressure from customers with lower income levels may exist. 
To combat such pressures, Skies Over Screens will offer packages that will appeal to all income 
levels. Pressure may also come from customers when new entrants and competition enter our 
unique section of the market. With continued research of our customers’ needs and superior 
service, we will establish trust and create loyal relationships. In doing so, we will be providing 
more than the competition and will able to charge a premium price for our service. 
Threats of substitutes
Alternatives to our program that may be cheaper and programs with a different approach do exist. Such alternatives include community centers, Boys’ scouts, Girls’ scouts, youth programs, sports organizations, etc. However, these programs will not include the amount of attention to detail, diverse product, or convenience that Skies Over Screens will provide. A differentiation strategy is incorporated within our company to provide customers with a unique experience that will be hard for substitute programs or competitors to duplicate. 
Rivalry Among Competing Firms
Considering that Skies Over Screens is providing services to a gap in the market, there currently aren’t any rivalries among competing firms. However, any technology-driven companies will be considered competition with the most powerful competition being the communications and media industry. Information will be provided and marketing strategies will be implemented to increase the awareness of the negative effects of our competition as well as the positive effects of our service. We will strive to create habits in the daily lives of our customers that decrease activities provided by competitors. 
Competitive Advantage
	At Skies Over Screens, LLC., we believe that we have achieved competitive advantage because we created an organization that has value for the community.  Since we offer activities for families, sports, and crafts, our competitors have not been able to duplicate the wide range of programs that we have.  Our strategy has always been to find new and exciting ways to capture the attention of youth around our community.  We have been successful in doing this by researching what is trending with sports, movies, and much more.  This is what keeps us competitive because we are able to adapt to changes in popularity and trends! Another key factor that keeps us competitive is the number of resources that we have which allow us to exist as an organization.  Many parks and public places are free to the general public and allow our organization to hold events with a high attendance rates.  This is also great for our budget! We also have a great understanding of our external environment.  We realized the need for change in our community amongst young people and have created an exciting and fun outlet for them!
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