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Global Markets and
Time-Based Competition

Elisa Rancati

Abstract

Time becomes the benchmark that defines a compaitrgitegic behaviour,
extensively revamping the entire company by rgiméing the time dimension in a
different, extremely dynamic context.

Marketing activities always presuppose time-basemmpetition. From a
marketing perspective, oriented to analysis of tt@mpetition, time-based
competition can be defined as a strategy basednumediate response to the
customer’s needs.

In the competitive conditions of over-supply, iheetdimension, as it is indicated
by time-based competition, is of great significarioe the measurements and
characteristics of performance measurement systems.
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1. Global Markets, Over-Supply and Time-Based Competition

The most characteristic features of today's contipeti scenario are:
globalisation; changing space relations of comioetit a dynamic conception of
competition; a growing complexity of products ambgesses; hypercompetition;
accelerating technological innovation; rapid imdatof innovations; shorter life-
cycles of products and technologies.

As we can see, all the factors listed refer exjhfido one of the thresholds of
globalisatiofi: the temporal dimension. In order to resist theugh of global
competition, companies must be able to cross tlesliold of globalisation where
the temporal horizon is concerned, because thefigireng a daily ‘battle against
time’.

Against this background, increasingly fierce cortjpet tension at a global level
poses the problem of interpreting and managingneftame that is increasingly
imposed by the market. Compared to the typical @ditive conditions on proximity
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markets, where supply is generally scarce, it isonger the market that depends on
the company and its internal timing structures,tbatother way round.

What is more, on global, over-supplied marketsetimcomes the synchronising
element of periodical product change: an extensangie of models is introduced
on the market, in various price/quality ranges tblahnge according to timing
intervals dictated by leading companies on the aglolmarket, triggering
phenomena of programmed obsolescence. Periodicdklnmatnanges lead to an
evolution of standardisation, going from a standprdduct to a differentiated
product.

In corporate management, as global markets devetyw,models are introduced
for the planning and realisation of products thae uhe same components in
different manufacturing processes (modularity obdurctiorf), thus achieving
important economies of scale.

The efficient interpretation of time that was tygiof Ford’s philosophy and of
proximity markets, in other words tied to cost sgvand to the achievement of
economies of scale thanks to modular productionensched by a growing
attention to the values related to the specificlaed the market.

The orientation to demand and marketing typicalpodximity markets and
international markets is unable to resist the tholighe multiplication of supply.
The result is to disseminate a new managerial petsie of global over-supplied
markets, based on analysis of the competition. iBgatompetitors, all of whom
strive to meet temporary needs, becomes a strategierative for companies
operating in the new competitive contexts, bothsen¢ and future, of the global
markets.

By adopting a competitor orientation to deal wike bver-supply, but above all to
increase the quantity of demand, companies expésburces of environments
dominated by product intangible assets, like theetfactor, designed to drive the
competition in entire sectors towards instable wewmpetitive structures, based on
intangible factors that can make it possible td selasting competitive advantdge

Time becomes the benchmark that defines a compastyédegic behaviour,
extensively revamping the entire company by repreging the time dimension in a
different, extremely dynamic contéxt

Global companies increase their performance wisitrijptime and delocalisation
and first of all with a better management of incognand outgoing information
flows®. The action-reaction cycle may be defined as $hen of measures that
constitute a company’s competitive action and tteeket’'s subsequent reaction; a
reaction that triggers a new cycle originating witlke counter-reaction of the
company in questiofY’

Considering a single company unit from inside, vea edentify not only the
action and reaction, but also another componerthefcycle: the feedback and
feed-forward mechanisms that are closely connetuetthe collection, selection,
processing and analysis of the retro-action infaiond’.

Feedback mechanisms are the returning informatioutathe result of a process,
which can be used to rectify the input of a processhe process itself, in order to
maintain the desired performance levels or to ©bn& system’s stabilify.
Feedback information flows are indispensable bexahsy allow managers to
perform and update SWOT Analysis based on change®mpetitive dynamics
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and in internal skills, and they represent the apoord of systems to measure and
control a company’s performariée

The increased dynamism expressed by the economimement may in part be
attributed to the increase in the quality and qtyamf information available to
companies, thanks to rapidly evolving informaticecthnologies. Richer, faster
communications and information make feedback mash@ more immediate,
keeping companies informed of environmental evésiteng place some distance
away (information regarding markets, the compeiiti@and the competitive
behaviour of other companies) and triggering meigimas of imitation and
therefore of change.

Feed-forward flows are defined as the retro-acporcess that emerges when a
specific action is not yet concluded, and presupposicoming and outgoing
information flows that allow control and amendmaewtion during the course of
interventiort>.

On global markets, the development and spreadfofnration technologies in
companies, the speed of the spread and imitatiamolvation and the demand for
products with ever-shorter delivery tiniéshave induced companies to integtate
in a network of instable short-term relations witbhrporate structure that are
compact and integrated, but flexible in relationtheir boundaries and external
connections. The changes taking place imply thed neespeed the action and
reaction cycles, reducing the time necessary tseethe entire development cycle
of the market policies of a company that is par oetwork.

Time is therefore considered as the company’s n@ohto obtain sustainable
and defendable competitive advantages, becomingefaral element of the
reorganisation of all company processes, and ofrdwew of the logics and
methods that manage the relationship between coyrgrath market’, and the main
tool to renew the planning of corporate communi#f] extended to all
communication activities (commercial, corporate aodjanisational), to the
information flows (external, internal, co-makerghd to the various forms of
corporate information (personal, impersonal, butvaball electronic).

2. Global Markets, Time Compression, Time Value and Time Duration

Speeding up action and reaction cycles forces comapdao carefully examine
corporate processes with an eye to time compression

With time compression, the focus is on reducingaim®unt of time consumed by
corporate processes: the conversion of input tputuhat takes place in corporate
processes follows specific stages, but in a vemypressed timeframe.

To compress time it is necessary to eliminate wasteany stages and operations
that do not generate a specific increase in valuerms of output) refocusing the
sequence of activities in order to minimise tim@&swanption in each process that
makes up the company’s chain of value, from thegdestages to the operative
stages.

Going on to a strategic analysis of time compressinthe management of a
global company, mass dismissals and the introduatioflexible manufacturing
machinery are identified as targets to achieve tedection inside the company.
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The analysis shifts from the compression of cor@opaocessing times, due to an
increasingly incisive acceleration of action andcten cycles, towards efforts to
optimise the ways the time dimension is used indbm@pany’s decision-making
processes.

Like time compression, time value expresses atlstmompetitive value of the
time factor, highlighting in particular the way tnms used in the corporate planning
process. The focus of the analysis shifts from @éfigcient management of
operating processes that is typical of time congoes to the planning of the
market policy development cycle.

This evaluation of the time factor can be qualifiaddhe following managerial
steps: the selection, analysis and interpretatioorucial information; the choice
and planning of intervention; the choice of thereor action time, and network
timing, in an unlimited ‘megaspace’ with incomingdaoutgoing information flows
in which control of the various activities may béaganteed by intermediate forms
of coordination (global networks).

Thanks to the acceleration of action and reactimies, contacts are activated
inside the company, between companies and withmidsdet, minimising the cost,
but above all the time necessary to collect, apagysd distribute the information
flows.

The definition of network timing can be separateaht the ‘time compression’
dimension, but it is closely tied to the situatmmthe market (such as over-supply)
or to the implementation of certain selling polife

In strategic terms, the optimal choice of actiometicould be represented by
application methods like the accumulation of tedbgiwal knowledge, the
anticipated planning of new products independenthef timing of the market
launch, and the creation of private lab&lin retail companies that may be
introduced on the market as a consequence of emgengiw opportunities/threats.
In addition to their aptitude to represent an esalealement that can differentiate
supply strengthen the image, marketing brands fyualipply in a timely and
distinctive way, not directly imitable by competsoin the short term, reducing
price-based competition and reinforcing time-basednpetition. The growing
importance of private labels lies in the abilityttansfer all the innovation costs
from the retailer to the manufacturer, rapidly aasing the development rate of
new product categories and lines, and reducing timmearket.

o Tesco, the largest British supermarket chain aonddis third largest
retail chain, is one of the large organised retellains most projected
towards innovative forms of private labels, in thed and non-food sectors.
Every year, Tesco launches over 2,000 new productee market with its
own trademark.

Tesco leads the organic products market, with @200 lines, as well as
the market of products for people with food allesgintolerance.

In collaboration with Royal Bank of Scotland, Tesffers its customers a
wide range of financial products. The ‘Tesco PeasdAnance’ (TPF)
programme, launched in 1997 with the giant Scotbshk, now offers
mortgages, insurance policies, credit cards, loabends and savings
accounts.
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Tesco is Britain’s largest independent suppliepetirol and diesel vehicle
fuel. It controls 325 distributors, located nearit® retail stores and covers
12.5% of the British market. Tesco also providegr-twe-counter
pharmaceutical products and telecommunications:Tigco range includes
telephone, internet and broadband services.

This approach starts from an analysis of the diogebetween the time dimension
and the company’s competitive advantage: the spéedsponse to the market is
considered as an important strategic factor forpzomes.

Global over-supplied markets, where the competitivensity’° is very high,
oblige companies to reinterpret time structére'svhen formulating strategy, it is
indispensable to decide the main strategic chadlerand to push for change as
rapidly as possible, piloting the course of actbmiween too much too soon and
too little too late®.

When competitive behaviour analysis is combinedlie growing importance
of the time factor in corporate processes and & ¢bmpany supply system,
competitor orientation must be examined as a pyiday the temporal dimension.
This disseminates a strategic competitor oriematiased on the time that
influences the action-reaction process in relatmmompetitors, with the goal of
increasing the dynamics of deméhd

To deal with these dynamics, techniques such asw@rsegmentation used when
demand and supply are balanced, must be reintedogenerating demand bubbles to
manage the instability and complexity of over-siggpmarkets",

Demand bubbles refer to an interpretation of fihk@own as ‘time duration’, in
other words the duration of the demand butble

From the embryonic stage, during the planning ef blabble, in the light of a
precise analysis of demand, the company must ayevzisat only the methods to
implement supply but also the timing interval naageyg to resolve the supply.

When the bubble appears, time compression musk dhe company to group
together purchasers who are potentially interastéite company’s specific proposal.
The more time is compressed, the greater the gitagignificance associated with it:
a rapid aggregation of purchasers will enable @pany to promptly cover the
investment in financial terms. The demand bubblk remain active for a short
period of time (for example a few months or onénar weeks at the most).

The lack of repetition in clients’ purchasing beloav and therefore the
temporary nature of supply proposals, translaie tin¢ absence of the condition of
stability which characterises the bubble regardbéthe segment.

Time-based competition is a potentially revolutignaopportunity for the
company; its intrinsic potential may be higher a@wér depending on the
company’s propensity to use it to develop oppotiesifor business with clients,
the market and partners.

Marketing activities always presuppose time-basemmpetition. From a
marketing perspective, oriented to analysis of twmpetition, ‘time-based
competition can be defined as a strategy basednonediate response to the
customer’'s needs and the rapid introduction of r@mweducts, together with
competitive costs and qualify’
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In conditions of over-supply and hypercompetiticompanies cannot disregard
the need to understand the nature of the competa competitive action put in
place by the companies, because of the evolutianfofmation technologies, the
rapid transmission of information flows, and immeddi imitation of innovation.
All these are phenomena in which time changes #iseclyules for the creation and
maintenance of the competitive advantage (Table 1).

Table 1: Time-Based Competition in Conditions of Over-Supply

Time-Based Competition

Intangible-based competition
Acceleration of action and reaction cycles
Instable/dynamic markets

Continuous, dynamic innovation
Cooperative competition

3. Global Markets, Performance Metricsand Time-Based Competition

In the competitive conditions typical of over-supgl global markets, the time
dimension, as it is indicated by time-based contipetiis of great significance for
the measurements and characteristics of perfornrapesurement systems.

The major internal time measurements are procassetrup times, for example,
for which specific standard times exist; where mdétime is concerned, the most
significant measurements are time-to-market, ocdenpletion time and lead times
for provisioning and manufacturing.

Over-supply underlines the crucial importance obicé time, maximising the
opportunities and profitability of the physical @gure (on the shelves) and virtual
exposure (virtual windows) of specific products.

The performance ratings used most extensively ia #helf policies of
manufacturing companies favour non-cost performamdach is determined in
guantitative non-monetary terms, expressed in absolalues or in percentages,
closely linked to the time factor.

When the timeframe of a performance is critical, product sell-out from a point
of sale, the performance indicator used by ovepkeg companies is the product
rotation index.

Manufacturers and retailers generally compete with-antagonistic policies, to
the creation of temporary offers in a short peracddime (time compression) to
meet particular expectations of instable aggregatiof end consumers (demand
bubbles) with the common goal of ‘creating a stiatinlg shelf*®,

Measurement systems that are based on the detéionired inventory sizes,
contribution margins or market share begin to shiogir inadequacy to meet the
need for governance of a company operating in ¢omdi of over-supply that
become increasingly complex and dynamic. This acti@cause we are gradually
moving away from scarcity economies and controlbednpetition markets, in
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which demand and supply are very unbalanced or dyreamic balance, which
guarantee the full efficiency of the orientatiorctists and sales.

There is another implication of the adoption ofdiyased performance indicators:
companies that compete in contexts that are natswmplied, achieve their goal of
obtaining a minimum of flexibility by fragmentinge processé% warehouses are an
expedient that makes it possible to obtain manufeg flexibility in a context of
rigid machines. Companies operating in the megaspéthout physical boundaries
of the global, over-supplied markets, because @& déxtreme dynamism that
distinguishes them, determine inventory sizes taityng into account the technical
function of the inventory in question, in other w®rthe speed with which
manufacturing and consumption processes are feehtories are kept to a minimum
(when they are not actually abolished, as in thee aaf a dot.com) to enable the
company to save on inventory costs (financial obmrgtorage costs, insurance
inventories, possible maintenance). Inventoriesagf materials must be kept on
hand in the necessary quality and quantity to enthat there are no down times in
manufacturing because of a lack of raw materialest®ased performance
measurements (by value) that quantify the monetadyie of inventories are
abandonet, in favour of indices based on the speed with inésv materials leave
the warehouse, such as the inventory rotation index

Time-based performance indicators of over-suppligmbal companies can be
traced back as something that “can be qualifiedhleyincessant dynamism of the
economy, by short, medium and long-term variatidns,favourable or negative
economic situations, by lasting situations of redatstability, or by rapid and
profound changes related to technological, sodigbaditical factors in which the
pertinence of income items to specific operatingryenay be reasonably determined
at least to a certain extent, with changing cateccording to the changing trend and
different perspectives of economic time”

Time-based performance indicators must not onlyesgnt the event in the best
possible way, but they should also reveal the Baamt problems for corporate
management in order to identify the most opportomeement to propose a given
action (time value), to influence and value a gdassbverlap between strategic
choices (analysis dimension, with a medium-longnteutlook) and operational
choices (action dimension, with a short-term ouk)3o

A time-based performance measurement system igroibiand developed to
identify information flows with very fast actionaetion times, to be activated with
the goal of making it possible to enable componeftthe organisation to learn
from and align their behaviour (feedback and fertéod).
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Notes

! Cf. S. M. Brondoni, Ouverture de ‘Global Markets Marketing Research’Symphonya.
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2 p. de Woot states that ‘companies are among teofganisations that have succeeded in
simultaneously crossing all the thresholds of diebtion: the size threshold, many of them are
“multinationals” and they cross the frontiers oftida-States, the time threshold, companies adogglo
term strategies using measures that are not cobipat@ those of the political, administrative or
educational world; the threshold of complexity, thbecome capable of effectively managing
differences, multiple rationality, risk, and thevdimpment of resources, which enables them to &ang
and adapt rapidly; the threshold of information andhmunication, which allows them to be in direct
contact with the world and to act effectively anarpptly’, see P. de Woot, The Challenges of
Economic Globalisation. Business, Competition amsti®y, Symphonya. Emerging Issues in
Management (www.unimib.it/symphonya) 2, 2002.

3 Cf. H. I. Ansoff, La strategia d’impresaFranco Angeli, Milan, 1974; A P. Jr. Slodm mia
General Motorsll Sole 24 Ore Libri, Milan, 1991.

* In modular production, suppliers of preassemblediutes adopt an efficiency fanatic’s concept
of time: ‘because they are responsible for delihgethe module, more often than not (this concept)
is based on synchronic just-in-time deliverysuppliers of pre-assembled modules also guaramtee
the client company both the necessary technicalstasse and rapid, efficient changes and
adaptation of manufacturing output and processeSee’ E. Massaroni, ‘Forme, caratteri e divenire
sistemico dei rapporti di fornitura’ in G. M. Godili, L'approccio sistemico al governo
dell'impresa. Valorizzazione delle capacita, rappantersistemici e rischio nell’azione di governo
Volume Ill, CEDAM, Padua, 2002.

® According to Guatri, the constant action of thesements of the New Economy (high growth
rates, extraordinarily high competition and a giesgiacity to attract capital) all combine to impose
rapid change on the competitive context which deies the emergence of a new economic
dimension to managerial decision-making: time. ‘@ibecomes important, not only in the financial
sense but also in the strategic-economic sendbgeiperspective of momentum, in other words of
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the capacity to grasp opportunities immediately n.tHe end, the superiority of the business model
is linked to certain attitudes of the organisatffiexibility, interaction, etc.) which define itdity

to grasp the momentum, i.e. to adapt to environatediscontinuity. This ability underpins the
mechanism of self-reinforcement (which has beeleddhe ‘gorilla game’) of successful businesses,
which manage to implement prestigious resourceggeterate new opportunities, to maintain high
the level of customer loyalty, etc., thanks to higtes of innovation, circumstances which translate
into both higher growth rates and an ever-stromgenpetitive advantage (longer lasting)...” see L.
Guatri, Freedomland. Un’esperienza sul valore conseguents@ start-up IPQ EGEA, Milan,
2002.

® Cf. J.J. Lambin, S.M. Brondoni Ouverture de ‘Markeiven Management’Symphonya.
Emerging Issues in Management (www.unimib.it/sympapn. 2, 2000.

" R. Normann identifies in the conceptualisationtiofe an important structural dimension of the
process of restructuring a business, obtained inyerpreting the time dimension in an extremely
dynamic context. We go from a traditional visiortiofe, focused in the perennial rebirth of the pres
and a continuous shifting of that present, to &rrétive vision of the relationship with time, there
and now', made of projections into the future opemence gained in the past in order to enrich the
present. Cf. R. NormanmRidisegnare I'impresaETAS Libri, Milan, 2002. If a student of strategy
considers from a managerial perspective what Swatbselist Christina Claesson had to say about
time in 1994 (‘time never passes. It arrives, asjarrive’), he will suggest a new interpretatidithe
individual's relationship with time: no longer froleft to right, but ‘simultaneously moving the pasd
images of the future into the present’. See C. GlaeMental OverlevhadsteknikCarlssons Bokforlag,
Stockholm, 1994.

8 Cf. P. Askenazy, D. Thesmar, M. Thoerilgme Based Competition and Innovati&NSAE,
New York, 2003.

® see S.M. Brondoni, A. Giulivi Competizione timesed e nuova progettualita della

comunicazione aziendal8ijnergie n. 9, 1993.

194t is possible to find feedback’, or ‘feed-forngi retroaction, often also combined in relation to
the critical state of the variables under examimatind their economic significance... the benchmark
time horizon is obviously linked to the type of iedole being considered and the possible related re-
proposition. The activities being analysed alsoobex important, as well as their related impact on
corporate economic dynamics.” See D.M. Salvitirsjstema di controllo della gestion&iappichelli
Editore, Turin, 1997.

" See F. Amigoni (ed.Bistemi di controllo e misurazione delle perforneaiigea, Milan, 2001.

12 The Boston Retail manager can use the feedbagérding the excellent performance of a
contract, to understand how other contracts cafoperbetter; the supervisor responsible for a shift
on the assembly line can discuss the informatiganding manufacturing deficiencies with the
foremen to understand what measures can be adtpsedve the problem; the head of the division
can decide to cut maintenance expenditure to tryéet profit targets.” See F. Amigoni, 2004, op.
cit.

13 Cf. L. Cusella, ‘Feedback, motivation and perfoncel in Handbook of organizational
communicatior{various authors), Sage, Beverly Hills, 1987.

14 ‘Even products register profound innovations, wiegear and marked reflections on the competitive
elements of corporate communications... an initiabirative dimension can be found in the design
simplifications that... characterise the new prodiitis trend can be attributed to a reduction in the
useful life of the products themselves and a cpmeding increase in disposable products... we must
also underline the growing spread of knowledge tbwew products.” See S.M. Brondoni,
‘Comunicazione integrata d'impresa e ‘nuove sfidempetitive’, in R. Filippini, G. Pagliarani, G.
Petroni (ed.),Progettare e gestire I'impresa innovativa. | nupercorsi per affrontare la complessita
degli anni Novanta ETAS Libri, Milan, 1992.

15 ‘Global networks that operate in enlarged comipetitspaces (enhancing and exploiting the
intangible assets of brand equity, informationesysaind corporate culture) obtain extremely extensiv
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sophisticated information about the market” Sed. lambin Ouverture de ‘Market-Space
Management'Symphonya. Emerging Issues in Management (www!uitisymphonya)n. 1, 2002.

16 ‘Additional new competitive challenges, which haaespecific influence on the problems of
corporate communication, can be identified in tigaaghics of spatial-temporal competition. In this
regard, one important evolutionary factor can henébin the loss of significance ... of the compegitiv
reference to a close domain, which typically calesiwith peculiar national contexts. In particuthe,
reference to the physical competition space noveangoprimitive and in any case limited in relation
a concept of competition in which specific geogiegh contexts are functionally required to
temporarily express peculiar partial competitiveaadages (i.e. regarding output, marketing, rebearc
and development, etc.) to be coordinated on vasesof operation. ... We can also note that
competitive action and reaction times have beencedl.. Recently this orientation has been reiefibrc
in particular by an increase in electronic inforimatflows; these flows make it possible to dialogue
with numerous targets (active competitive partiesho..develop constantly monitored competitive
actions, but at the same time make it possibleeteeldp competitive intervention plans based on
constantly updated information.” See S. M. Brond&8b2, cit.

7 YIn terms of time, market-space management alfeziafthe temporal efficiency of manufacturing
and the supply chain of specific goods; networkstied in various places replace sequential outgiit a
processes, with the result that manufacturing/dsfitime represents the sum of the production and
logistic needs of the operating units that makéhemetwork.” See J. J. Lambin, 2002, cit.

18 Cf. F. Gnecchil.e private label nel’economia d'impres&iappichelli Editore, Turin, 2002.
19 Source: www.tesco.com.

20 Competitive intensity is defined as ‘the degreeimérdependence between competitors and
regards the importance that the operations of @mepetitor have for the other competitors. The
greater the significance for one company of infdfaraabout the operations of its competitors, the
greater the competitive intensity of that mark&ee M. Corniani, Demand Bubble Management,
Symphonya. Emerging Issues in Management (www liitisymphonya)n. 1, 2002.

2L Cf. E. Rullani, Produzione snella e post-fordisratia ricerca di un paradigma emergente,
Economia e Politica Industrialen. 84, 1994.

22 See G. Panati and M. G. Golinelliecnica economica industriale e commerciale. Imgres
strategia e managementolume I-11, La Nuova lItalia Scientifica, Rome991.

2 Cf. J.J. Lambin, S.M. Brondoni , 2000, cit.

‘The large car-makers must face a devastating neen@menon of ‘over-supply’, which is
radically rewriting the rules of the game. Businisskighly profitable only for those who know how
to intercept demand trends and to create new cartiammiches (bubble making), being the first to
satisfy them (time-to-market) and achieving a gpodfit by abandoning the bubble in time (time
competition), when imitator competitors arrive.doncrete terms, the choice of the moment to enter
and exit is typical of marketing policy in conditi® of over-supply, which demands at least strict
programming of brand/product personality managengests.” See S.M. Brondoni, Le due regole
del mercato. Vince per primo chi capisce le esigate consumatori| Sole 24 OreMay 3, 1999.

24 5ee M. Corniani, 2002, cit.

% Martinelli states that demand bubbles ‘take addgetof two variables: the ‘creative supply’
variable and the ‘time’ variable, which is the malty of the bubble... The time variable comes into
play in a context because there is a beginningaaneind, as well as a rhythmical sequence of ‘non-
seasonal fruit and vegetable’.” See A.F. Martipellirom Cornering to Virtual Cornering,
Symphonya. Emerging Issues in Management (www liitisymphonya)n. 1, 2002.

% Corniani also states that ‘... while the imperatiféime compression demands that execution time
be reduced, and time value identifies the best mbineact among a variety of possible moments, time
duration makes it necessary to plan the duraticancdction, in other words to quantify a time iaédr
in which a phenomenon is allowed to develop sottiaeffects obtained can meet expectations in the
best possible way.” See M. Corniani, 2002, cit.
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%" See S. Hum, H. Sim, Time-Based Competition: Litewn Review And Implications For
Modelling, International Journal of Operations and ProductibfanagementVolume 16, Issue 1,
1996.

28 Cf. S.M. Brondoni, 2003., cit..

2% See H.T. JohnsonRelevance Regained. From Top-Down Control To Bottm
EmpowermentThe Free Press, New York, 1992,

% This refers to mathematical models to determimesize of safety stock, minimum permanent
operating inventories, actual inventories, andaberage inventory level for given periods of time.
Cf. G. Pivato e scorte d’esercizio nelle imprese industriali eroantili, Cavalleri, Como, 1942; P.
Onida, Economia d’aziendaUtet, Turin, 1970; P. Onidd,a logica e il sistema delle rilevazioni
guantitative d’aziendaGiuffré, Milan, 1970.

31 See P. Onida, Natura e limiti della politica diabtio, Rivista dei Dottori Commercialisti
November-December 1974.

32Cf. J. J. LambinMarketing strategico e operatiydic Graw Hill, Milan, 2004.
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