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Ouverture de ‘Over-Supply and
Global Markets — 2’
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Abstract

Globalisation and over-supplied markets impose hehaviour to achieve stable
performance, with corporate strategies based onwmzing, networking,
merging, development of intangibles.

Global markets redefine competition space (markete competition) and
assert global managerial economics which interfasgth a competition space
where markets are open and highly permeable tornmétion; trade conditions
development with an active role as intermediaryaoglobal scale; and finally,
companies —manufacturing, commercial and retailevgith networking models.

Keywords: Global Competition; Over-Supply; Market-Spacejv&ie Labels;
Global Managerial Economics

1. Overture

Globalisation provokes widespread manufacturing reagacity resulting in
supply that is far superior to the potential absorpof demand. What is more,
digital ICT technologies impose a focus on compmatiftime-based competition)
which causes: an acceleration of innovation, ramidation, global dissemination
of innovation, and falling selling prices. Over-plyp thus becomes a structural
factor of development for companies, which musefap to a gradual excess of
goods (increasingly sophisticated and produced/at lwer cost), slow-growing
markets and less loyal demand

Over-supply also introduces new competitive behavtbat has no precedent in
traditional management or marketing theories. Theses evolved in different
market conditions: initially, demand above supfiy emphasis on output (scarcity
economics, until the mid-1960s); then, with demand supply in dynamic balance
it was the moment of marketing (controlled comjpatiteconomies, until the late
1980s). Now, globalisation and over-supply sustdobal managerial economics,
in which communication plays a central role, andpdy intangible assets
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(pre/after-sales services, design, packaging, etwd) corporate intangible assets
(corporate culture, information system and brangtgjf are all-important.

2. Consumption, Instable Demand and Over-Supply

Globalisation imposes new competition rules and mames must strive to
achieve positive performances in spite of unprectklevels of over-supply.

In fact, on over-supplied markets, only manufagsiend distributors with strong
‘market-driven’ policies can survive, where marhkgtcreates continuous ‘bubbles’
of purchasers, and very volatile, highly replacegbducts.

The state of over-supply has reached critical vl numerous sectors
(automotive, clothing, FMCG, training, entertainrhesgtc.) and fuels a spiralling
consumption crisis which makes it increasingly idifft to motivate purchasing
when demand is sensitive to stimuli but structyrdisloyal.

In conditions of over-supply, the spiralling congrrarisis is often also fuelled by
inadequate price policies. On global, highly contivet markets, price calculations
require a new competition-oriented logic (incorpmiz cost and demand
determinants, ‘classic’ parameters of the marketirapuals of the 1960s and 70s)
based on digital technologies, which allow priceé updated rapidly, constantly
verifying results without limitations of time or&pe (harket-space managemgnt

0 ‘Globalisation is imposing new rules. On the markewill take
more than efficiency to be successful, and innowatreativeness and
ethics will be no less strategic factors. In futtinere will be space not
only for giant companies but also for those thavéha soul and are
distinctive. In Italy companies seek out almost opafistic activities,
but they must launch new projects if they are tcobee a competitive
economic and business system again.’

In Europe today, over-supply and a consumptionscase producing complex
effects. For example, there is a slowdown in denssito delocalise manufacturing,
because lower manufacturing costs have become adseithat often does not
provide a solution to the manufacturing excessasadle recorded worldwide, and
on the contrary make it necessary to adopt competigies characterised by a
strong competitive approach to the market.

3. Products of Italy and Over-Supplied Global Markes

Globalisation has significantly scaled down thedeia of Italy (‘Made in Italy’).
In the last 10-15 years, global competition hasoohiced new rules (manufacturing
delocalisation, global retail chains, unstable digloyal consumption), with the
result that companies compete on open markets @ndrkven management),
leveraging intangible assets to force the interseaf demand and supply.

Globalisation also imposes new behaviour in theriidy of the country system’,
and national labels of production (‘Made in’) refiehe strength of the ‘intangible
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factors of the macrosystem’ (obviously both positand negative). These may
regard technological leadership (like U.S. or Jaganproducts) or state aid to
business (for example, Korean products) to supglottal exports. The original
‘Italian’ production of 1960-1980 has therefore i&dued altogether, because it was
based on the creative impetus of several manufagtualistricts (clothing textiles,
silk, leather, footwear, furnishings, precision imaaics, etc.). In other words,
‘closed areas’ and a handful of companies — witmoatketing, finance or research
and R&D — with highly intense manpower, extremealgtividualistic and driven to
obsessively imitate their nearest competitors (petidn-driven management).

The structural weaknesses of the companies mantfagtunder the Product of
Italy (‘Made in Italy’) were balanced by ‘cyclicalevaluations’ of the Lira, which
determined competitive price differentials — veggon dumping — for vast product
areas. This was the real devastating power of tiginal Product of Italy: a huge
influx of very different goods, of outstanding dsmhanship and quality, which
invaded foreign markets at irresistible pricesyalty only the easier areas, where
there were numerous emigrants).

o Cappuccino, Vespa, la Scala, Ferrari, pizza andgetti remain
‘borand names’ that are recognised all over the wlorbut do not
express any ‘intangible system factor’ that cartrhesferred to Italian
output (as in the case of the huge output of ‘Wmoen Puglia’, for
which the Ministry of Agricultural Policy has stillot been able to
create a high profile on the mass markets).

On today’s over-supplied global markets, the Proddidtaly is conditioned by
the complexity of the manufacturing-consumptionleyevhich presupposes strong
relations with the retail and financial sectorg)dan mass markets it comes up
against global companies, whose sophisticated marientation extols the
corporate information system and ‘global branding’.

0 ‘The traditional marketing triangle of Procter &able —product,
brand and communications — is still the best keyirtterpret a
company’s success. And it certainly explains whgirigt continues to
be synonymous with authentic quality Italian goadsthe world.
Research & Development and manufacturing remaiongflly grounded
in the plants in our country, creating an integsglstem together with
advertising, public relations and CRM activitieshelintangible value
of the brand completes the formula, which considgobalisation as a
great opportunity for growth, certainly not as adht’.

4. Product of China and Global Over-Supplied Markes

The Chinese economy has grown at an extraordiratey in the last decade,
modifying its role and competitive position on tverld markets. Even in Europe
(albeit rather late) people are coming to recogtiiseamportance of the new China
in the global economy and there are conflictinghams regarding the implications
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for domestic economies, which highlight the contpetdithreat, or underline the
opportunities of the huge outlet market.

And so anyone who fears the Chinese threat obsénet¢£uropean companies
(particularly the smaller and medium sized ones) a&ran all-time low, because
they are overcome by the tremendously low costabblir and the enormous
capacity for imitation; but also, by the tax redoos and incentives to
delocalisation, which are irresistible for Westearaltinationals. The search for low
manufacturing costs has prompted numerous manuidgtunits to relocate to
China. China’s manufacturing power (driven by thatsourcing of large
corporations) has thus overcome the ‘historicaVeadages of product cost, setting
new competitive rules, particularly in over-supglieuropean markets.

However, the same critics forget that global Chenesompanies have
sophisticated competitive skills, particularly iarms of marketing (typically for
their peculiar and widespread capacity for timeebasnitation) and finance (for
the appeal of direct investments and as internatiowestors).

On the other hand, whoever sustains the opportafhitiie outlet market forgets
that today China is a gigantic developing countryere 200 million people have a
per capita income of $300 per year and most cas@ire in the first stages of
development. In particular, the recent growth ie thhinese economy has seen
deep (and typical) industrial restructuring, saglohown agriculture in favour of
industry and services, and with a massive shiftesburces from heavy to light
industry — even high tech — developing productdided to the domestic market
and to exports (including textiles-clothing andc#lenic components).

o ‘We have reached a second stage of the evaluatioBhina by
Italian businessmen and the repercussions for ndustrial system. At
first, faced with the invasion of Chinese prodwtd continuous cases of
forgeries and unfair competition, the fear of beimgaded and ‘annulled’
won. Today, greater understanding of China situatioof its strengths
but also its great weaknesses — allows us to jitdg®re calmly. In the
low price bracket, China is a formidable competitbut it is also an
enormous market, which domestic output alone cdytatzannot satisfy.
The medium-high segment is an interesting outlet \aa have quality
producgs and designer products ready to conquené;must sustain our
brands”.

Very briefly, China’s new position in the globaloeomy modifies the worldwide
equilibrium between the demand and supply of prtsdaicd services. China’s growth
also helps to increase the number of over-supphiadkets, which hold back the
domestic development of Western economies (ofteddied by monopolies and
protectionism). On the other hand, a rapidly chaggiation of 1.3 billion inhabitants
iIs a huge potential market. But this must be coregijewith a strong competitive
approach to the market (market-driven managemém)l above all with a new
corporate culture capable of working with the ‘newge markets’ (China, India, RU,
UE27).
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5. Market-Space Competition and Global Managerial Eonomics: a New
View of Economies of Scale

As the markets become globalised, frontiers tenaptn, time becomes a critical
function of the existence of companies and intdegdharacteristics surpass the
tangible product elements. Global markets asserketrapace competition logics,
where competition space no longer represents a knetable element of the
decision-making process, but rather a competitieetor whose profile is
determined and modified as an effect of the actreastions of companies and
governments.

Companies that compete on vast markets withoutrgpbgal and administrative
boundaries, adopt very flexible managerial condobgracterised by the absolute
domination of intangible assets and designed t@#global economies of scale. In
other words, economies of size and relation, wtiexesearch for the lowest possible
manufacturing cost presupposes complex outsourftingtions, instability in the
localisation of plants and above all widescale retink that establishes output
volumes and types, to respond to a demand thattlés rhotivated to purchasing,
volatile in its choice preferences and non-loyatsirepurchasing (in other words, the
typical conditions of over-supply).

o ‘Everything can be bought everywhere, leveragingtize critical
mass; one can access the best market conditions thadefore
significantly increase the gap over the competitlormy experience, in a
large country like Russia, one has to be not oalgd but also very
efficient, and that is what makes the differencerdpidly expanding
areas of the world like Russia and the Far Eastfimational companies
that have decided to establish permanent plantsabtiain competitive
advantages that cannot be equalled for a long ti@ece again, this
proposes the concepts of vision, critical massk reapacity and
investment.

Global over-supplied markets therefore radically difio the traditional
characteristics of industrial output, comprisindgpng’ structures with a rigid
division of roles; workers present on the manufaetu sites; massive output of
standardised goods.

Market-space competition focuses companies’ atierdn the striving for global
economies of scale, based on key corporate ass$gtsca(ly technology,
communication, intangible assets), whose value do¢sncrease proportional to
the degree of exploitation of elementary manufacgufactors, but to thartensity
of sharing of specific resources in a networkingtesn; i.e. in an organisation with
close collaborative links between internal and mykstructures and co-makers.
This is why Italian companies and the Product alfylare in growing difficulty in
global economies and saturated markets. In factjufaaturing districts often
become manufacturing ‘dens’, and even in outstandiraftsmanship (textiles,
home furnishings, goldsmiths, etc.) ‘niches’ arsagpearing (small production
runs with high selling prices, justified by crafianship and creativity), while
export opportunities are simplified by the exchamgfes between currencies. The
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new competition requires sophisticated manageaghbilities, able to dominate
communications in network companies, applied retganarketing, control and
finance.

In global markets, market-space competition hidgttbghe crucial role of global
networks, with no-space corporate policies and stesyic, time-based view of
intangible corporate and product assets. In netsydhe corporate culture governs
internal, external and co-maker relations, underjrthe organisation’s view of
competition and the local and global profit focosatket-driven management).

In the management of competition-oriented globahganies, outsourcing (a
terms coined in 1982 with the growing globalisat@mnUS companies) becomes
particularly crucial. Outsourcing aims to cut pscelooking for lower
manufacturing costs on a global scale, as an affect

- growing supply-driven economies of scale (related an increase in
manufacturing specialisation);

- refocusing distinctive skills on a network-basetfwower local overheads),
increased flexibility (distributing the cost of gdiag to the markets between
several companies);

- exploitation of lower manufacturing costs on a lobase (outsourcing
determines precise purchasing prices, with detadlstimates of activity-
based manufacturing costs, while the common cos$tdhe activities
performed internally determine less certain est@siat

6. The Global Company, Brand Value and Over-Supplié Markets

The global challenge radically modifies a brandtoremic-corporate value,
from a sign that identifies goods on closed markets ‘system of responsibility’
on global markets.

o For some time, large corporations (Coca-Cola, R€ps GE,
Microsoft, Toyota, Ford, GM, Nestlé, etc.) haverbasing their brands
as a model of trans-cultural worldwide competitiomented business
(market-driven). Chevrolet recently replaced theeldao brand on the
entire Korean range, superimposing the technoldgc@remacy of the
US global brand on the popularity of models thateveuccessful for
their quality/price ratio. In Italy, Merloni Eletbdomestici changed its
corporate brand to Indesit Company: a new brand foe global
scenario in this sector.

Globalisation and over-supplied markets impose hehaviour to achieve stable
performance, with corporate strategies based on:
- downsizingto develop a leaner, more accountable compamyaantext of
market-space management;
- networking to establish an organisation that reacts to akdirectives and
adapts to local realities;
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- merging(with alliances, joint ventures, acquisitions anergers), to achieve
global economies of scale, optimising competitiet@ations with suppliers
and co-makers;

- development of intangible® offset the volatility of demand, enhancing the
brand equity.

On global, over-supplied markets, ‘brand equityighbecomes a fundamental
intangible asset, which large companies sustaih wtegrated communications
policies, focused on the goals of performance amdarate responsibility.

What is more, in modern economies, brand equitynaarbe managed by
advertising alone, as this is limited to the domeesbntext and above all tends to
be detached from cooperative relations with theetra

o In this sense, some people believe that the dedlin_evi Strauss
can be put down to the fact that its jeans haveoimec‘stuck in the
middle’, as an effect of advertising that is inchjgaof maintaining a
high profile global position and unsuitable for &ctrade pricing
policies.

o ‘Some years ago, the brand was sufficient to spr@aconsumer
product and investments in communication guaranteeduccess. The
share of voice in advertising was correlated anditally equal to the
market share, and leading brands with large budgetse unassailable
by newcomers. Today this is no longer the casedlritannovation and
trade can make a product grow up to a significaarket share (6-7%
for durable consumer products) without good knogéedf the brand
and therefore without huge investment. In the Idstyears, Samsung
has revealed the effectiveness of this mix in trdvand also in Italy:
innovation, distribution and brand, fully making tipe gap with the
other market leaders and becoming a leading comjraitg turn.®

The phenomenon of the brand as a competitive adsite large company is
particularly widespread in Italy, which has corsndly lost competitiveness on
many global markets in recent years. In the courdiyart for a number of
emblematic cases (CNH, Finmeccanica, Mediaset, Aid&b, Ferrari and a few
others), the lack of a culture of communication e&asmeans to increase the
competitive edge of the brand equity (which causetumber of historical brand
like Motta, Bertolli or Citterio, to be abandoneg@grsists among industrial
companies (the MV Agusta, Lucchini, Albacom andtiSirands were also lost
recently), and even among retail companies (Tragdbjse strategic role is still
undervalued in the development policies of largaganies.

7. Private Labels, Global Markets and New Frontiersof Producers-Retailers
Competition

On global markets, large industrial corporationvehdao compete with their
largest customers, the large retail chains, andialadl they must activate new
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forms of competitive collaboration with trade. Tlaege retail chains (global, with

high and growing profitability rates due to theignof the purchases/sales by the
network) are steadily focusing management of owendrpolicies reducing the

competitive space and profitability of national dodal industrial brands. Trade

generates an evolution of price competition, céipitey the brand equity of the

private label on a vast scale.

Private labels are products sold under the retaiteademark and may depict the
retailer's name or an invented name owned by alrekain or by wholesale
groups.

Briefly, private labels offer an opportunity to phase products (food, non-food
and services) whose quality is guaranteed by tineenaf the retail chain and at a
lower price than products with a national or regiobrand. Private labels cover
entire ranges of fresh food products, canned gdoaizen and freeze-dried foods,
sweet and savoury snacks, biscuits, pet food, heall beauty products, over-the-
counter medicines, cosmetics, detergents, housatiedhing products, DIY and
gardening products, paints, hardware, car maintmatcessories and mobile
telephone cards.

As global markets expand, new competitive boundar@nerge between
producers and retailers because the companiesptiogiuce goods under the
retailer’s trademark break down into three mairegaties:

- large and very large companies (often real gloledvarks) which produce
the same goods under their own brands and retarademarks, above all to
obtain competitive edge in terms of position ovempetitors in the same
commodity class;

- small and medium sized companies (regional and)logjpecialising in the
production of goods with the retailer’s trademark;

- retailers and large wholesalers (generally withenmational purchasing
centres) who have their own manufacturing plantsiclvturn out products
to specifications — of content and format — under ttrademarks of different
retailers.

The complex vertical and horizontal competitiontthavelops in global markets
between products with national/local brands angapei labels thus reflects new
types of competition between producers and refilevhere the factors of
competitive success of products underline the pbdersonality and brand
identity on one hand, and the service, marketirdjiarage contents of the supply
companies on the other.

8. Global Managerial Economics and Over-Supplied Mikets

Global markets redefine competition space (markate competition) and assert
global managerial economicsvhose distinctive features are: management of
assets without physical and administrative bouedarincreasingly sophisticated
products made rapidly obsolete because they aily sadated at decreasing cost;
inter-related competition between transnational woets, well beyond
multinational (or multi-domestic) organisations,uay European and linked to
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limited market spaces; and finally the transformratof domestic markets into
complex socio-economic systems, where communicadiod distribution are

global, Nation-States come up against supranatiorgdnisms and the company
exercises multi-dimensional values of accountabiland Corporate Social

Responsibility.

Globalisation modifies corporate organisation amd,particular, the role of
strategic alliances, imposing strategies of colfathee networks between groups of
company, with competitive relationships that teondfarm ‘closed’ cooperation
relationships, to pursue a global vision consistgttt vast corporate dimensions.

Global managerial economicgterfaces with a competition space in which:
markets are open and highly permeable to informatiorade conditions
development with an active role as intermediaryaoglobal scale; and finally,
companies — manufacturing, commercial and retgilow with networking models
(which stimulate the striving for direct contacthvfinal demand). Over-supply, on
the other hand, reveals new consumption models;hwaissociate highly instable
demand (volatile purchasing choices, disloyal aot-loyal repurchasing) and
supply (accelerated obsolescence, creation of de:imainbles).

o ‘The characteristic feature of the large compasyits ability to
create large brands, establishing a relationshigrast with consumers.
| believe that the challenges posed by the nevatsito on the markets
and the ‘non-loyal’ attitude of consumers obligearketing experts to
emphasise the ‘first moment of truth’ when the oorey chooses the
product and make he or she prefers. We are stilhenearly stages of
‘shopper marketing’, particularly in Italy, wherermhs try to attract
consumers primarily with price offers: the challengvill lie in
differentiating and innovating to attract consumetbrough more
intense collaboration with retailers’

In particular, non-loyalty questions the mechanisshsnertia typical of loyalty
(few brands, with stable values) and induces mawuifers and the trade to activate
loyalty programmes, which target massive investnanton-loyal demand. The
trade focuses his investments on 'personality 'statangibles (proximity data
mining, opening hours and days, cornering, comipetitraining of personnel),
while the producers earmarks their investments wpply innovation to create
continuous ‘demand bubbles’, with market-driven agament.

On global, over-supplied markets, instable aggesgadf clientele (demand
bubbles), continuous comparison with the competitievanescent competition
boundaries, and a high rate of product replacenadirgtimulate companies to adopt
strongly competition-oriented management policrearket-driven management). As
a result, on over-supplied markets, manufacturimd retail companies sustained by
strong ‘market-driven’ policies are successful, wimearketing continues to create
new ‘bubbles’ of purchasers, which are sustainedvésy volatile supply and
products with a strong brand identity.

On over-supplied markets, the supremacy of marggdtiypical of markets with
controlled competition, i.e. where there is a dymabalance between demand and
supply) is replaced by the supremacy of commurdoatand corporate and product
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intangible assets, to manage highly instable stdnsf where competition
dominates and where intermediate demand and diiculd play a central role.

Global, over-supplied markets oblige companiesampmete with: consumption
characterised by irregular growth rates, instaldmand and, above all, changing
consumption potential.

In a state of over-supply, consumption cannot bedipted by traditional
purchasing models because consumption does notreevnl a simple, linear
manner, in time or in space. For example, with eletary ‘timing intervals’
between the consumption of leading areas and tha¢tarded areas’ (evident for
many products sold in northern and southern Itahy}his sense, the consumption
of active solitude products (healthcare, digitalsauand photographs, gardening,
extreme travel, TV-LCD, etc.) is emblematic — exgpke today, albeit with very
different trends and growth rates. It can be eg#ohanly with anticipatory or
associative logics (therefore with methods thafiedigreatly from the aggregative
models once used to quantify consumption trends).

9. Over-Supply, Global Managerial Economics and Maket-Driven
Management: Before and Better than Competitors

Market-driven management is a market-oriented memagt philosophy, based
on competitive customer value management, i.ezistyito meet demand by direct
and continuous comparison with the competition.

o For example, Toyota and PSA have decided to meméathree
versions of the same model together (Toyota Aygmed C1, Peugot
107), to meet demand ‘bubbles’ for safe, low cass avith personality.
Market orientation therefore starts from the bottoim, to ‘force’ the
meeting of supply and demand, developing trade comdmunication
flows (push/pull communication).

In fact, market-driven management is a very sopaitdd market strategy, which
tends to be stronger than the ‘local’ protectiomstasures put in place by the
various governments. For example, the global pedicof the large French and
German retail chains now come up against legisiatiio protect against Chinese
imports in the textile-clothing-footwear sector fiort quotas, reciprocal access to
the European/Chinese markets; promotion of Europestional labels, greater
penalties against brand forgeries).

o On global markets, defensive protectionist measuae weak
because they are based on ‘elementary competinatrices, like those
adopted in the 1960s to combat (in vain) the inva®f the European
market by the Japanese motorcycle industry. Evem,tithe global
vision of Japanese industry — and the cooperativemption,
undervalued at the time, promoted by the big nafiHesda, Kavasaki,
Suzuki, Yamaha) at the World motorcycling MotorGBverwhelmed
the European manufacturers (MV Agusta, Ducati, Gand Laverda
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among others in Italy; BSA, Triumph and Norton iK;Wotobécane in
France; Derby in Spain), all outstanding but witietoutput levels of
small companies that survived protected withinrthespective national
frontiers.

In fact, on global, over-supplied markets, withrgasingly voluble and disloyal
consumers, market-driven management presupposegities organised around
the market (i.e. around competitors and demandjerathan just on customer
satisfaction; market policies based on continuonsvation, to meet changing and
instable demand; and finally, new metrics to valhe factors (particularly
intangible assets) that influence company perfogaan

o ‘In the small home appliances sector, the globéis of the markets,
the emergence of new competitors and the changitag context have
brought an average 20% reduction in market pricethe last two years.
This phenomenon has modified the competitive sicerazard obliged
manufacturers in this sector to review their enticeporate strategy in the
very short term (commercial, marketing and manufaag), which had a
very strong impact on their organisations. Policibmsed on the
radicalisation of phenomena that will produce aesgbn of supply prevalil
on the market: companies that are not dynamic it the market.
Company strategy must be focused and must acdexiblé resources
oriented to change in order to pursue the compamgdium-term goal®’

Market-based organisation is an innovative realityhich obliges all the
corporate functions (manufacturing, sales, progrargrand control, marketing and
finance) to be aware of competitors’ behaviouricmating the expectations of
demand and determined to propose solutions thatogmwnd the duties of
individual functions.

o ‘Globalisation forces a new ‘competitive challehga companies,
that responds differently to the constant, rapidraes in demand. How
should they organise themselves? Three aspectsaappe be
fundamental: a) a single strategic marketing orgation and very
aggressive local marketing: a global vision thaglilights the needs of
specific markets; b) differentiated supply that uees rapidly on
demand segments that change constantly, but mamtdie basic
structure of the products unchanged; c) a homogesi@ooduct policy,
for investment assets (single platform) to guarargbsolute uniformity
of performance to the customer (for example, sparts, second-hand
value and product desigfi)’

Market-driven management focuses on an ‘outsidearsion, based on
identifying products of a higher value than thodecompetitors, on creating
maximum temporary value (planning specific demanbbles’) and on the ‘time-
based’ acquisition of market knowledge.

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

11



© SYMPHONYA Emerging Issues in Management, n. 220
www.unimib.it/symphonya

Market-driven corporate management therefore hasltaral dimension, with
standards and values of behaviour (corporate regmbty) that are consistent with
the complexity and transparency of the global migtka dimension of analysis
based on monitoring of the competition system atiogrto modern corporate
economics in conditions of instability, and sustainby pull-push corporate
communication flows, and a dimension of action, rgheme is the vital factor
(time-based competition), in a management logizuged on the changeability of
demand (over-supply).

Very briefly, market-driven management becomesiatdor the development of
companies that compete on open markets againsiofitasticated and aggressive
competition-oriented corporate policies of large, U§panese, Chinese and Korean
companies.
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