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The outcome of conducting a market opportunity analysis makes sure that the strategic planning of the new product or service is done in the best way possible. The MOA further allows the marketers to target the concerned consumers in the market and address their requirements by providing them with maximum utility. Furthermore, the marketers get aware of the industry’s insights and make sure they are not affected by the competition. The Porter’s five forces show direct influence on the scenario, they show the relationship of competitive strategies and the overall room for market share or profit margins in the long run. This strategy combined with the Integrated Marketing Communication IMC plays the pivotal role between the product or service and consumers to gain maximum market share and profit margins (Ogden, & Ogden 2014). 
[bookmark: _GoBack]We can see that the direct link between the Porter forces and IMC can lead the consumers to make a decision based on maximum utility. The most known force of the five is the rivalry between organizations because companies tend to damage other companies reputation making the business become cutthroat and highly competitive. This forces the companies to focus on the competition way more than the product or service they were offering to the consumers. Secondly, we have the threat of new entries or competitors. The new competitors entering the market may have the competitive edge in terms of knowing the product better and using technology to further capture the market. The initial competition may require time to adjust to the market settings but the new entrants can custom design their strategies to manipulate the weak aspects of the existing competition (Mohan Reddy, 1990). 
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