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Ouverture de
‘Marketing Research and Global Markets’

Silvio M. Brondoni

Abstract

Global markets express a new vision of market meteand of marketing
research, consistent with the information needs complex organisations
(generally network-based) working with several digi-making points
(characterised by high-level delegations and resatties) and with very brief
action-reaction times.

Marketing research and market research represerd thistinct information
support domains for corporate management, with -gdefined theoretical and
practical limits.

Market research concerns, on the one hand, uncbalble environmental
phenomena (such as demographic and social composind trends). On the
other, it regards influenceable environmental pheeoa (e.g. overall product
consumption trends, degree of competition, distrdouchannels, etc.).

On the contrary, marketing research tends to develshen increased
competition obliges a company to perform analydisnarket opportunities and
threats. In general terms, marketing research bandefined as the systematic
collection and analysis of relevant quantitative damualitative data and
information for a specific marketing situation that company must face for
product, price, place and promotion.

Keywords: Marketing Research; Market Research; Global Marké&lobal
Competition; Price Competition; Economies of SdgrciPush/Pull Policy;
Dynamically-Balanced Markets; Shelf Policies; O®ampply; Producer Shelf
Policies; Retailer Shelf Policies

1. Overture

Global markets create new frontiers for competitiand radically change
temporal and spatial competitive relationshipscgmally those linked, on the one
hand, to time-based competition and, on the otieethe abandonment of closed
domains deriving from particular physical or admirative circumstances (a
country, region, geographical area, etc.)
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Globalisation overcomes any static or delimitedarobf competitive space. As a
result, specific geographical contexts are requitedexhibit unique, partial,
competitive advantages (regarding production, narge R&D, etc.), which can
be coordinated within a revenue-earning and operaticompany system (market-
space management).

Globalisation forces a company to have at its diapa wide range of spaces and
objects in order to make comparisons. It also diamglously presupposes an
information system consistent with very short-ted@cision-making: a system
based on electronic data flow and open communitcgirocesses (as opposed to
the traditional one-way processes from sender ¢gsipa receiver).

In particular, global markets express a new vissdrmarket researchand of
marketing research consistent with the information needs of complex
organisations (generally network-based) workinghwseveral decision-making
points (characterised by high-level of autonomy eegponsibility) and with very
brief action-reaction timés

2. Marketing Research, Market Research & Global Makets

Marketing researchand market researchrepresent two distinct information
support domains for corporate management. Such idsnteave well-defined
theoretical and practical limits, whilst the curtrerature of global markets and
over-supply help to specialise them still further terms of their respective
information-based roles and tasks.

o ‘Market research has often been called marketiagearch, and
there has been much confusion about what is magketirch and what
is marketing research. Some writers have been soieda.that they
have even called their books ‘research for marlgtdecisions’ to
overcome the problenfs’

Market researchactually dates back to the dawn of industrialwat- about 50
years befor@narketing researchAccording to the best-founded theories, it infers
physical reference space where the company cap gatiresearch into itsiacro
environment (political and institutional, regulatory, demoghap social,
environmental, cultural, economic, technologicamport/export geopolitical
context) and study theperating environment frameworiinal demand and
consumption, intermediate demand, competitionridigion channels, suppliers)
relevant to the company’s precise range of prodoicservices.

0 ‘One of the major information tasks is to meastire size of the
overall market and its geographical breakdowns dackecast future
sales and profits. These market measures and fet®daecome key
inputs into deciding which markets and new prodim®cus orr.

Therefore, market researchconcerns, on the one hand, uncontrollable
environmental phenomena (such as demographic aoihl scomposition and
trends) which companies acquire information andadabout from external
organisations (institutions, authoritiesarket researclirms, etc.) whenever there
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is a need for specific knowledge. On the other,ragards influenceable
environmental phenomehée.g. overall product consumption trends, degree of
competition, distribution channels and systems,) ettiich companies generally
acquire very precise information about from spésgéal external sources on a
continual or occasional bagis

o ‘A well-managed company develops strategies aedptans for
their implementation first having thoroughly anadysits markets.
Effective market analysis begins with an understamaf the broad
market indicators that influence the opportunitiesall businesses. We
will be looking at each market category in termsitefdemographic
(population characteristics), geographic (locationgand economic
(buying potential and rates of change) indicatdCansidered together
these indicators are useful in estimating markeeptal, forecasting
sales, laying out sales territories, and targetiadyvertising and sales
promotional effort.

o ‘Before investing, the collection of informatiom initiated by the
producer in order to identify the buyers’ needs awdnts which
constitute an attractive opportunity for him or h@narket research).
Similarly, the potential buyer (mostly industrigijtiates a study of the
possibilities offered by suppliers and invitatiotts tender (sourcing
research)’.

In corporate developmentharket researchdentifies macro-trends on the market
and related opportunities and threats, showingettient and intensity of changes
for purposes of adapting corporate culture, stiagegtructures, and systéims

On the contrary, marketing researchtends to develop when increased
competition obliges a company to perform much miorglepth and closely-
defined analysis of market opportunities and tlsrdat carrying out continuous
quantitative and qualitative studies of the soezhlinarketing action parameters
(product, price, place and promotion).

o ‘Marketing research really began to grow when frifound they
could no longer sell all they could produce butheat had to gauge
market needs and produce accordingly. Marketingaesh was called
upon to estimate these needs. As consumer distrb#oame more
important, there was a concurrent shift in the otaion of many firms.
Marketing began to assume a more dominant rolepanduction a less
important one’.

In general termanarketing researclean be defined as ‘the systematic planning,
collection, analysis and presentation of relevata@nd information gathered for a
specific marketing situation that a company musefd.

o ‘Marketing research often has important implicatsofor functions
other than marketing. For example, research resaftsthe changing
mood of the market vis-a-vis ecology may induce R&D production
staff to develop environmentally sounds producimil&ly, sales
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forecasting is a key input for financial analysiedafor distribution
planning and logistics™.

Specifically,marketing researcks carried out in the following areas:

- product research, related to new product launclmgroving current
products, or even to product packaging and dearawith analysis focused
on: product concept testing; customer use testskehéests; segmentation
analysi$? product positioning & mapping; brand equity; arfmand
awareness & ima

- pricing research, typically with studies of: costity analysis; value
analysis; and price bidding;

- communication research, with analysis into: conteesearch; media
research; and communication effectiveness research;

- distribution & sales research, with studies inttramnel research; sales
management research (targeted at personal seléisgs)t sales target
analysis (regarding the assessment of sales amaogiom programme target
and result¥); and merchandising & cornering research.

3. Price Competition, the ‘Push/Pull Dilemma’ & Shé& Policies: The Changing
Role of Marketing Research & Market Research

Today,marketing researclandmarket researclmave objects, methodologies and
research times that may differ significantly degegdn the competitive intensity
of reference markets. As such, the distinctive atiaristics ofmarket research
andmarketing researclcan be studied with reference to the following petfitive
conditions:

- price competition; referring to economies of sdgr¢bD>S), and dominated

by monopolistic markets;

- the ‘push/pull dilemma’; i.e. markets in staticgalpolies, where conditions
of controlled competition exist and where supplg demand are in dynamic
balance (DS);

- shelf policies; i.e., policies that evaluate praduasitioning on the shelf, and
which refer to global markets with excess produgdy (D<S).

3.1 Price Competition & Market Research

Economies of scarcity (D>S) exhibit overall undes demand due to the fact
that production capacity is kept below total demakae monopolistic (or quasi-
monopolistic) position of suppliers allows themdontrol requested volumes by
setting the selling price and deciding the quanptpduced and sold (price
competition). In this context, the physical featud products predominate, and
consumers assess and appreciate the intrinsidygoélgoods. At the same time,
customer demands are basic, well known, and aledplstable; technological
innovation is rare and introduced onto the markéh wiming and methods
independent of any form of competitive pres$ure

Scarcity of supply and the lack of alternativesnsiate indirect competition,
whereby different product classes satisfy the s&pe of need. The extremely
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limited competitive interdependence of scarcity ke#s is also sustained by the
typically local activity of companies and by theredit control that producers
exercise over distribution channels, which consetiueplay a passive role in
manufactures-retailers contractual relations.

In economies of scarcity, the proximity of prodoctiand consumption creates a
range of available products where there are feerradtives; all can be assessed
and evaluated by consumers in relation to theitrifisic worth’ (i.e. based on
tangible aspects, the existence and extent of wtachbe verified by consumers
directly). ‘Demand’ is prepared to purchase, andsggis of an indistinct group of
individuals with similar consumption patterns anehaviour and stable in its
expression of neetfs

In economies of scarcity, marked by simplicity imeit supply and reduced
competitiort’, marketing researchas such is absent by definition due to the
monopolistic (or quasi-monopolistic) nature that@cterises business. On the
other handmarket researclplays a key role in controlling competitive dynami
(to prevent the entrance and/or limit the growthdwéct competitors alongside
‘inside information’ generated by the accountingstsyn and other forms of
analysis.

In economies of scarcity (with production and canption in close proximity
and, moreover, dominated by direct personal reiahigps in the production-
distribution-consumption systemyarket researclhnvestigates strictly production
and consumption phenomena whilst the distributioncfion is not subject to
detailed analysis given that it derives from - amatonsequently controlled by -
production. Thereforenarket researchs carried out, on the one hand, to control
direct production factors (raw materials, labouapital), which determine the
effectiveness and efficiency of production proces@nd thus the direct cost of
production, i.e. the determining factor in pricargeetition) and, on the other, to
understand the essential characteristics of prirdargand, with specific reference
to demographic and social trends (births and deatimeigration and emigration,
composition and age of families, etc.), earningeptél and, especially, production
consumption potential.

Market researchtherefore aims to acquire information for the msgs of
maintaining the basic conditions of an economy oéaraty, ensuring the
maintenance of the most favourable ‘pro temporeddpction conditions and
simultaneously defining quantitative volume and raggte demand and
consumption trends in order to determine the ggllince and the quantity to make
available. As such, and when faced with specifiopomate information
requirements, research tends to use important r@ttesources or tailor-made
studies to obtain primary and detailed summaryrmédion and data on the issues
and phenomena in question.

3.2 The Push/Pull Dilemma, Market Research & Markeing Research

In markets where supply and demand maintain a dimbaaiance (D~O), sales
are the critical function of any company activimmgrketing-oriented). This is
drastically different to economies of scarcity, whebusiness decisions are
production-oriented. In addition, production, traated consumption become mass
processes and markets extend beyond ‘close prgxititfirst of all, national and
then, international borders. Lastly, trade assuameactive independent role in the

Edited by: ISTEI University of Milan-Bicocca ISSN: 1593-0319
5



© SYMPHONYA Emerging Issues in Management, n. 20
www.unimib.it/symphonya

face of producers and consumers; progressivelyeasing negotiating strength
with regard to producers and decision-making abwiith regard to end user
choices.

In general, dynamically-balanced markets exist whmirblic involvement in the
economy is consistent and geared towards maintpihi@ competitive conditions
of a static oligopoly, i.e. the conservation of ampetitive status quo by
safeguarding a relatively closed system and cdimgoliming and methods for the
spread of innovation.

Therefore, dynamically-balanced economies repredenta significant number
of companies, differentiated ranges of productsawices in direct competition
among themselves (there are different products beter still, there are different
brands — in the same product class to satisfydheeseed), with a lesser degree of
competitiveness and slowly-growing, or, more prelgiscontrolled markets that
optimise system profitability by maintaining a dyma balance of total supply and
total demand. In dynamically-balanced economiesotrerall economic and social
well-being produced by a welfare state that regslatompetition creates
consumers with divergent characteristics and peefsgs, and who manifest this
divergence by firm differences in their purchasbawour (in demand segments).
Overall demand is therefore not uniform, and cansegmented using specific
parameters (demographic, sociological, psycholbgate.) to determine categories
of potential consumers who, to a greater or lesgéent, may be sensitive to a
company’s sales initiatives. Such initiatives tyig include: advertising; margins
granted to trade; short-term price positioning; R@&@notions, etc. In line with the
goals of rapid growth for highly differentiated sumer products, oligopoly-based
dynamically-balanced markets pursue ‘non-price cetitipn’ policies (usually
with an emphasis on advertising). These aim toegme product sales and profits
by levering promotional costs (instead of the saldase, with permanenérga
omneschanges, as put forward in the section on pricepstition in economies of
scarcity).

Dynamically-balanced economies boast effective npasduction facilities and
extensive, aggressive business organisations. Assalt, there is no demand
segment left dissatisfied if speaking purely imtgrof product availability (as can
be seen, by definition, in monopolistic economidssoarcity). Products are
numerous and differentiated to satisfy a wide ramjepotential customer
expectations (segments), and numerous competiftes products with similar
basic functions but with highly differentiated assery features (which, along with
the product’s intrinsic features, help determinastoner choices). The divergence
in demand is also an expression of divergent emfiecs with customer
satisfaction linked to perceptions of a multidimensl and unstable ‘overall
value’ in the product offer. This ‘extended produsta combination of intangible
and tangible factors and therefore generates aralt unstable balance between
supply and demand. Indeed, any equilibrium tendsfaib as a result of
actions/reactions performed by competitors withekpress purposes of changing
consumer awareness (above all, the highly volpgleeptions) and - thus - choices
in specific demand segmetits

In dynamically-balanced economies, the central ingmze of sales to company
success highlights the essential role of marketingthe forecasting and
management of demand segment trends. Consequemtiyket research
(indispensable in order to learn about evolvinghdee in the reference macro-
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environment — even if slow and controlled by puldigolvement, and consisting
of: demand/consumption; customers/suppliers/tradenels; direct/indirect
competitors) must be integrated witharketing researchi.e. with monitoring
focused on product perceptions expressed by a gieemand segment and with
reference to various marketing action parametexad(ct, price, distribution, and
advertising). Moreover, the criticality of saledleets on the role and functions of
distribution channels. As a result, trade takesaonactive role in relations and
negotiations with brand producers, and may evetatdicconditions to producers
that boast only ‘weak brand’ produtts-urthermore, trade progressively increases
company size, experimenting with the first netwarganisations. Finally, it
changes its functions from passive sales termioalpoint of contact with
consumers, able to check consistency regardingceagpens, perceptions, and the
satisfaction levels of the final demand.

The fundamental nature of production-distributioelations, typical of
dynamically-balanced contexts, is confirmed in $loecalled ‘push/pull dilemma,’
in which manufacturers dialogue with distributicongpanies (especially large and
self-service retailers) with regard to medium-lageagn company development.

The push/pull dilemma reveals the different sewisitito marketing shown by
manufacturers and emphasises the importance -dingurade - of a demand-
based orientation (retail marketing). It distingngs the growth of modern retalil
firms from traditional shops. Last but not leasshows howmarket researcland
marketing researchassume critical importance for manufacturers agtdilers
alike, although obviously with specific contextsats, and conterfts

The push policy envisages that it is the sellitgrimediaries, primarily retailers,
who ‘push’ the product to the end consumer, bottaldgvourable display on the
shelves in the point of sale, and by recommendimg purchase of specific
products and brands (Figure 1). This policy presspp that manufacturers offer
precise and continuous incentives to retailersdligwith elementary advantages,
such as larger sales margins than those grantecbimpetitors, exclusive sales
zones, etc.) and maintain continuous contact datioes through their sales force.

In a push policy context, a producer concentratessales force efforts and
promotional activities on inducing retailers toesffpromote, and sell the product
to the final consumer. This policy finds a pradticancrete application when the
distinctive features of the product are not knowen the choice between the
different brands is left to the retailer, and witeand loyalty is very low and is not
a decisive factor in repurchase.

o ‘In a push strategy, the bulk of the marketingmifis devoted to
incentives directed to wholesalers and retailersinduce them to
cooperate with the firm. The objective is to witumtary co-operation
by offering attractive terms of trade, that is largmargins, quantity
discounts, local or in-store advertising, promo@brallowances, in-
store sampling, and so G

The pull policyenvisages that it is the end consumer, on the loddss own
motivation, who chooses the product on sale atsselfice outlets directly, or
expressly asks for the product from the retaileradlitional shops (Figure 1). This
policy presupposes that manufacturers allocateelamsources to persuasive
communication tools (primarily advertising) in orde achieve a high degree of
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brand awareness and a highly distinctive image.prbduct is therefore requested
- or ‘pulled’ - by the end user, with retailers igleld to make it available to
consumers and, most of all, stock it as part ofrtheoduct mix. Advertising
replaces the sales organisation in basic commumisatand selling functions,
while simultaneously performing more sophisticatethpetitive functions such as:
1. Stabilising consumption in space and time. Advergigpermits the planning
of non-personal and standardisable (mass) tradencmmsations with lower
costs than personal, push policy communications.
2. Increasing brand loyalty by creating and extendihg producer-final
consumer relationship (typical of the pull policyutbabsent in ‘price
competition’ policy and ‘push policy’).

The pull policy therefore finds a practical conerepplication when the point of
sale offers numerous products with different brafmisthe same use, when final
consumers perceive differences between variousdbrand their choice is usually
made before entering the point of sale, and whanditoyalty is very high and
often a decisive factor in repurchase.

o ‘When adopting a pull strategy. the objective ascteate strong
consumer demand and brand loyalty among consuni@rsachieve
these objectives, the manufacturer will spend #éingdst proportion of
its communication budget on media advertising, nores promotions
and direct marketing efforts aimed at winning endtomers
preferences. Pull strategies imply in general lafgencial resources
to cover the costs of brand image advertising cagms In fact, a pull
strategy must be viewed as a long term investrigret.goal of the firm
is to czréaate a brand equity, around the company emamaround the
brand™~.

Figure 1: Push-Pull Policy

Producer Wholesaler Retailer

Push Policy PromoteS === OPOLES =P  promoteS=p  nEloner
aggressively aggredgive aggressively
Producer

Pull Policy promotes Ysalersgm—— Retaileige—  nQamer

aggressively

l |

Source P. Kotler, Marketing Management. Analysis, Plaigniand Control, 5th ed., cit., p. 630.

In brief, in economies where supply and demand dyreamically-balanced,
marketing researcls developed for competitive purposes by industienpanies
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and wholesale and retail organisations alike, altvh different research goals
and profiles. In addition,marketing researchpresents short-medium term
information validity horizons linked to the frequsnof promotional activity, the
degree of competition and restrictions imposed I@gulations governing
competition. On the other hanaarket researcloffers medium-long term validity
of information, represents the basis for assesbi@gontext point of reference, and
may also be used to express concise opinions the teffectiveness and efficiency
of previous company actions (thus, advertising rehaf voice’ indicates the
competitive pressure experienced in the past, vaisarearket share expresses sales
success achieved in defined contexts). In gensratket researctand marketing
researchhave a common research base, which is used tacekistorical data and
to forecast behaviour and trends in stable markets.

3.3 Shelf Policies, Marketing Research & Market Resarch

For more than a few years now, globalisation angitali communication
technologies have been contributing to lead mangkets into conditions of over-
supply (D<S), i.e. with the consumption of certgoods no longer able to grow in
line with quantities produced and/or imported, @a¢n with falling prices.

The structural excess of production capacity in ket where there is over-
supply leads to a situation in which production dasinishing direct costs. The
situation is made even more critical by computesellacommunications, which
impose pressing work schedules on competitors {based competition) and
produce: rapid imitation; accelerated technologicalovation; global spread of
innovation; and price slumps. Under such conditidgosg-term company growth
depends not so much on sales volumes or on thieddige features of specific
products (easily imitable in terms of tangible aspeand with intangible assets
marked by extreme volatility in marketing costsyt vather on the degree of
sophistication of corporate intangible asSets

In conditions of over-supply, the correlation betwegoods produced and sold
becomes complex and involvegods soldi.e. goods purchased by final demand
at a price significantly higher than the directiable cost of transactiorgoods
unsold i.e. goods purchased by the intermediate chaohelemand but which
failed to overcome the full-price selection phastween the various alternative
brands and which must therefore be offered at @odisted price for brief periods,
up to the limit of the direct variable cost of tsaction — in order to contend
competitively in the purchase selection process/éen different product classes;
and lastly,unsellable goodswhich in reality cannot be sold even at pricewe
the direct variable cost of transaction. Clearhg #ability and real opportunity to
minimise this final state of affairs determines guefitability of any given product
or service range and, in a broader sense, showsxtemt to which a given
organisation is able to position itself on the netrk

The competitive conditions in a situation of ovapgly are characterised by:

- competitive trad®. Commercial intermediaries participate in the tratisa
chain with an independent role which, on the onedh& expressed in their
choice of partnerships with certain suppliers ao,the other, in brand
portfolio policies, ranging from private labels town brands (retalil
marketing). Other non-commercial intermediariesigficial brokers, tour
operators, real estate brokers, etc.) contributeusiaining — and at times
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developing — transaction chains characterised gy liland policies of
producers and distributors, with the underlying aidthat competitive
advantages obtainable in intermediate markets ayee raustainable than
those obtainable in consumer markets. The latter dominated by the
intangible nature of supply and accelerated dynanmcmeeting ‘demand
bubble’ requirements, which have to be understolmdecast, seized,
abandoned and renewed with the help of customiseleting tools (such as
merchandising and licensing);

- pull trade & consumer policyReasons behind final demand preference
derive from coordination between: the pull policsercised by producers, a
sophisticated push policy (also exercised by predsjc where trade
incentives are, however, part of a more complexetraarketing policy), and
pull activities exercised directly by trade withgeed to the final buyer. The
condition of over-supply overcomes the elementagtesof competition
among goods and creates complex consumption sihgat{i.e. choices
between different consumption uses, such as, famele, between buying
jeans and sunglasses). Here the goods themselwesigronly part of the
reasons for a final choice, and trade is the mestiive and quickest
interpreter of such choices, due to its proximitytte final demand;

- final selling priceis dynamic in time and space, and therefore varies
significantly at different times and points of saléhis dynamism derives
from constant intermediary processes between pevdddstributor and final
consumer. The consumer is no longer a passive ateimehe transaction
chain. On the contrary, he or she is informed, rofigarticipates in
communication processes and may choose the purdiraseand place
according tonon-loyalty patterns of behaviour, thereby acting alongside
trade in setting the final selling price;

- the critical factor in competition is thdirect variable cost of transaction
traceable to a cost centre and set by a producedr iatermediary
organisation. Producer and trade thus contributgetermining the level of
the transaction cost, which in situations of ougpy must overcome any
consumption inertia for certain product types (uuadchoice) and thereby
motivate and support consumer brand choice.

Markets with over-supply therefore present stronghgtable demand (choices
among different product classes and products wifferdnt uses; preference
volatility; non-loyalty and disloyalty purchase laefour) and supply structures
(planned innovation acceleration; production ddisatiorf>; creation of ‘demand
bubbles’).

Over-supply emphasises the critical nature of spelicy, which maximises
opportunity-to-shelf both physically (on the shalyeand in virtual windows.
Therefore, producers and trade generally agreeoarcampetitive means to set up
temporary offers to satisfy specific demand bubblesh the common goal of
presenting a stimulating shelf display, althougradly with different shelf policies
given their different roles (Figure 2).

Demand bubbles derive from an aggregation procggsificantly different to a
disaggregation process that results in segmentatigtable markets) that goes to
create specific, highly unstable forms of demand. t@e other hand, managing
market instability presupposes the capacity fordralevelopment and exploitation
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of the demand bubble. This in turn imposes a captis action aimed at
identifying offers that follow one another over &@mand which are able to interest
and satisfy groups of final consumers.

Conditions of over-supply highlight consistencyvietn contingent expectations
of a group of consumers and the availability of dgpat times and places with the
highest likelihood of purchase. This consistencypissued by producers and
retailers with specific shelf policies intended riaximise the opportunity and
profitability of the physical or virtual presenckartain products.

Figure 2: Producer & Retailer Shelf Policies

Shelf Producer Retailer
Policies PrOMOtE S PrOMOtES=mmmp  CONSUMEr
shelfing in shelfing out

| |

In general, manufacturer shelf policies give prefiee to product choices based
on the speed with which they exit from the pointsafe (focusing attention on
product rotation instead of on margin of contribati as happens for decisions
about segmentation in stable markets). Producelf gwdicies also involve
covering retail points of sale on the basis officdfow and according to privileged
business relationships (generally medium-long tdon}he storage, development,
and display of product’

As regards trade, the development of mass retai$ $armats (shopping centres,
hypermarkets, discount stores, etc.) reflects Hadf policies of distribution firms
not only with continuously increased shelf profitiap at points of sal&, but
especially with attention to all factors affectitgrnover and profitability, and
specific emphasis on advantages that can be achigvglobal operations (multi-
make purchase centres, network outsourcing, muwkenogistics, increase in size
and specific services of network points of salejrathe case of Metro-Saturn-
Media World; 24/7 opening hours, etc.).

In markets characterised by over-supply and by ajladompetitive forces, the
shelf policies of producers and retailers — whiohstantly deal with consumption
surplus and must act promptly to take full advaetag demand bubbles —
emphasise the critical nature of corporate inforomatlow integration processes
(outside, inside, and to/from co-makers), and, i§pally, the importance of
computer-based information communication. Inforomtiflows allow dialogue
with multiple parties (on products, prices, proronal campaigns, etc.) both
simultaneously and in real time. Therefore, in |wéh trade’s superiority in
production-distribution-consumption relations, #dkws extend the borders of
competition and the availability of an IT systemtiwiextremely rapid action-
reaction times.

Markets characterised by over-supply, thereforatereompetitive situations in
which:

1. space becomes a key factor in competition (mankates competition);

highly dynamic and unstable due to variability @lisby continuous
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innovation in the range of available products awises and by increasing
selectivity of demand;

2. tangible aspects of supply and physical (admirtisgaand geographical)
limits do not determine market-space competitiom @e contrary,
competition is dominated by intangible aspects @ipty and by virtual
spatial coordinaté® that integrate and define the physical dimension
(market-space managemeht

In conditions of over-supply, market instability damlissimilarity in demand
create a precise ‘pecking order’ betweearketing researclandmarket research
The dominance aiarketing researcis linked to the creation and management of
demand bubbles, i.e. to highly-volatile and higbharacterised company
processes geared towards enhancing consumer-predhitcdns, and involve:

- acquisition, processing and in-house sharing & datl information;

- reduced time requirements to collect, process amuay information;

- selection of information useful in order to creatdemand bubble;

- use of data collection methods and data evaluaistems based on physical

or virtual aggregation process&s

As far as demand bubbles - and, more generallykspgaoroducer and retailer
shelf policies - are concernetharketing researci{which obviously cannot be
based on historical data extraction, as occursainies contexts) emphasises, on the
one hand, associative techniques (such as datanghiapplicable to enormous
databases concerning recent customer buying belravand, on the other,
employs critical selection techniques to obtain raalfer amount of highly
significant data that concentrates on the dynawficertain phenomena.

o ‘Companies now use an interactive process witha daiining
techniques aimed at defining the target, attractioigstomers, and
keeping them as partners in the purchase process. éxample,
collaborative filtering techniques provide custoetlgecommendations
to each customer by comparing his/her preferendds tivose of other
customers with similar profiles.... Traditional datallection — mail
intercepts, telephone interviews, self-managed gbosurveys, and
hybrid approaches such as telephone/mail/telephenis integrated
with surveys conducted via the Internet and wittoeatic data mining
regarding Internet behaviour.... Marketing researcknéfits from
technology by making tacit knowledge (purchase Wiela, interest
and activity profiles, preferred payment methodsjeraccessibfe.

Lastly, market researchalso offers distinctive aspects with regard tolfshe
policies influenced by strong competition. In glbbzarkets and markets marked
by over-supply, market researchunderlines the importance of competitive
intelligence (active and defenside to, firstly, acquire knowledge about
uncontrollable environmental trends and patternd, asecondly, for database
management in order to acquire information sigoal€ontrollable environmental
phenomena and events.
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o ‘Competitive intelligence involves the use of puldources to
develop data on competition, competitors and thekateenvironment.
It then transforms, by analysis, that data intoomfation. Public in
competitive intelligence means all information ycan legally and
ethically identify, locate and then access’

Alternatively, database management specificallytiies the process of creating,
updating, and using customer databases and otha&badas (products, suppliers,
retailers) to contact customers, make transactindsievelop new relationshifis

In general, a business database contains ‘prevpushases by business
customers, the volume, prices, and profits for spifthases; the name of team
members who handle purchases (and their age, fdigtim, hobbies, favourite
foods, etc.); the status of current contracts, stimate of one’s share in the
customer’s purchases; competing suppliers; an sxssed of one’s strengths and
weaknesses (compared to competitors) in the sapeoafucts and services to the
customer, and the customer’s habits, models, anchpse policies®.

For example a customer database contains a gedaifdeformation that companies
accumulate via transactions and all other custoomtact, data collected by
registration and toll-free numbers, informationteamed in cookies, etc.

The competitive instability clearly seen in sheadfipies creates an overall demand
consisting of various dissimilar forms of demantisese are made up from a large
number of units that might be either very similay or very different from, one
another, and which - from time to time but not bdyamce or randomly — are
aggregated in that they have a common underlyiragore for purchasing a
temporary offer proposed by a company. The socmedgaphic characteristics of
the various units are therefore not significanti&fining overall demand, given that
the aggregation factor consists of the companyymtodr service supply system,
which is made up of final consumer choices at givaes and in given spaces.
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