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Abstract

Global markets endorse the principles of marketsp@ompetition, where
competition space represents a factor of compatitio

Firms compete with one another in extensive markéthout geographical and
administrative boundaries; they adopt highly flégibmanagerial directions,
featuring the absolute predominance of intangibdeeds and aimed at exploiting
global economies of scale, focused on dimensiorrelationship.

Global markets redefine market-space competitiod aubstantiate global
managerial economics. The distinctive featuresheké¢ are: asset management
without physical or administrative limits; increaglly sophisticated products
which are rapidly rendered obsolete because theyeasily imitable at decreasing
cost; competitive interrelations, developed betwgansnational networks, which
go far beyond the multinational (or multidomestic).

Globalisation changes corporate organisation and thle of strategic alliances,
imposing collaborative network strategies on growgdsfirms with competitive
relations; these then tend to form ‘closed’ relasbips of cooperation to pursue a
global vision in keeping with their huge corporaiee.

Keywords: Market-Driven Management; Global Competition; Globa
Managerial Economics; Competitive Alliances; Gloklatonomies of Scale;
Network

1. Overture

Globalisation gives rise to widespread productiorverocapacity, and
consequently, to greater availability of supplyrttthe absorption potential of the
demand group. Moreover, ICT digital technologiesaemage faster competition
rhythms (time-based competition), with phenomenahsas: acceleration of
innovation processes, rapid imitation, global sgimeg of innovation, and sales
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prices in downfall. Thus, over-supply becomes doiaof structural development
for firms, as they have to deal with progressiveresupply of goods (which are
increasingly more sophisticated and produced aeta@st); slow growth markets
and increasingly lower loyalty levels in demandugs.

Moreover, over-supply imposes new forms of competibbehaviour, without
precedent in traditional management and marketivepriy. The latter rose to
success in completely different market conditiongially, with demand greater
than supply, production intensified (the shortagenemy phase, up to the end of
the 60’s); then, with supply and demand dynamicdiglanced, marketing
triumphed (the welfare state economy phase, ugh¢oend of the 80’s). Now,
globalisation and over-supply are boosting globanagerial economics, with
communications occupying a central position andegl@minance of the intangible
factors of supply (pre/post sales, design and gacgaservices, etc.) and corporate
intangible assets (corporate culture, informatigstems and brand equity)

2. Consumers, Demand Instability and Over-Supply

Globalisation imposes new competition rules anthdirmust achieve positive
performance levels when faced with previously unthed levels of over-supply.

In fact only producers and distributors with strangrket-driven policies survive
in over-supplied markets, where marketing creategicuous ‘bubbles’ of buyers
and very volatile and highly replaceable suppl@ger-supply has actually reached
critical thresholds in numerous sectors (cars, habgt, FMCG, formation,
entertainment, etc.) and this feeds a consumeiscsgiral, which makes it
increasingly difficult to motivate sales amongstn@ad groups that are sensitive to
stimuli but not structurally loyal.

In conditions of over-supply the consumer crisigadps also often driven by
inadequate price policies. In global and high cattipa markets, pricing requires
a new, competition-driven logic (integrating costlaupply determination factors,
‘classical’ parameters of the 60’s and 70’s marigetmanuals), based on digital
technologies, which allow rapid price updates awdtiaual results checking
without time and space constraints (market-spaceage&mnent).

o ‘Globalisation is laying down new rules. But thestnefficient firms
will not be the only winners in this market. Inntea, creativity and
ethics will be factors that are no less stratedicfuture there will be
space not only for gigantic businesses, but alsdlfose with a soul,
which are in some way distinctive. AlImost monofpolisusinesses are
much sought after in Italy, but projects need tddasched to return to
being a competitive economic and entrepreneurisiesy’

In the European reality, in particular, over-supglgd consumer crisis are
producing complex effects. This means that, fotainse, we are witnessing a slow
down in production delocalisation choices, as lopreduction costs now represent
a solution which is often not sufficient to deaklwthe production excesses being
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recorded on a worldwide scale, which, on the otteerd, impose the adoption of
corporate policies based on strong competitionesrimarketing.

3. Product of Italy and Global Over-Supply

Globalisation has dramatically downsized the Prodddtaly market (Made in
Italy”). Over the last 10-15 years global competitiors haid down new rules
(delocalisation of production, global distributigiayers, shifting and disloyal
consumers), so businesses vie with one anothdreoogen market (market-driven
management), and exploit intangible assets to britig gap between supply and
demand.

Globalisation also imposes new sorts of conduthén‘country identity system’.
In fact the ‘Product of is distinguished by thewsr of the ‘macro-system
intangible factors’ (obviously either positive oegative), which might relate to
technological leadership (as in Product of USA Bnaolduct of Japan), or State aid
to businesses for global exports (for example, Bcbdf Korea).

The ‘historical’ Product of Italy of the 1960’s-1¥8 period has therefore
completely disappeared, as it was based on theiva@edrive of numerous
production areas (textile, clothing, silk, leatHegtwear, furniture, fine mechanics,
etc.). In other words ‘closed areas’, with a dugtof firms —lacking marketing,
finance and research&development— which were hadgour intensity, distinctly
individualistic and driven to obsessive imitatiofi their nearest competitors
(production-driven management).

The structural weakness of the firms operating uride Product of Italy was
however counterbalanced by the ‘cyclical devalueti@f the Lira, which created
competitive price spreads —at dumping limit- fotemsive supply sectors. This was
the true devastating force of the ‘historical’ Rwotof Italy: enormous waves of
very different goods, all with high levels of caaftanship and quality, which
invaded foreign markets at irresistible pricesr@ality, only the easiest areas, with
lots of emigrants).

o Cappuccino, Vespa, la Scala, Ferrari, pizza, sgglhus remain
‘brand names’ which are renowned worldwide, butytde not express
any ‘system intangible factor’, which is transfel@bto Italian
production (as in the case of the enormous prodactf ‘Vino di
Puglia’ wine, for which the Ministry of AgriculturaPolicies is still
unable to impose a high profile for mass markets).

In over-supplied modern global markets, the Prodédialy is conditioned by the
complexity of the production-consumer cycle (whrelguires strong relationships
with distribution and finance) and in the mass &gkt comes up against global
businesses, whose sophisticated market-driven agpipreenhances corporate
information systems and global branding.

o ‘Procter & Gamble’s traditional marketing triangle product,
brand, communication - is still proving to be thesbinterpretative key
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to a firm’s success. It definitely explains whycBib continues to be
one of the synonyms of authentic “Product of Itafjdods, throughout
the world. Both R&D and production are still soldkept in their
factories in our country, and together with advarg, public relations
and CRM activities, constitute an integrated systdime intangible
brand value completes the formula which envisadelsajsation as a
great growth opportunity, definitely not as a thr&a

4. Product of China and Global Over-Supply

The Chinese economy has grown at an extraordiredey aver the last decade,
changing its competitive role and position in wardrkets.

In Europe too we also awoke - slightly belatedtp the importance of the new
China in the global economy. Greatly differing apms are aired about the
implications for domestic economies, which from dinto time emphasize the
competition threat, or stress the opportunitiethefenormous outlet market. Thus,
European firms (especially small and medium entsepj are now at their
historical low because they have succumbed, dubedremendously low labour
costs and enormous imitation abilities; not to nmntthe tax breaks and
delocalisation incentives, which are irresistildeastestern multinationals. In actual
fact, the quest for low production costs has faeduthe transfer of much
production to China. Chinese productive power @iy outsourcing from big
corporations) has thus turned ‘historical’ costpobduct benefits upside down,
laying down new competition rules, especially ireegupplied European markets.
However those very same critics forget that gloBainese firms demonstrate
sophisticated competition skills, above all in terof marketing (typically their
particular and widespread ability in time-basedtatnon) and in financial terms
(the attractiveness of direct investments and tesriational investors).

On the other hand, those affirming the opportusitéered by the outlet market
are forgetting that China today is a gigantic depi&lg country, in which 200
million people have a pro capita income of 300 afslla year, and where most
businesses are in their first stage of developnerarticular, the recent growth of
the Chinese economy has been witness to profound {gpical) industrial
restructuring with a large downsizing of agricuéiuo the advantage of industry
and services, with a massive transfer of resouiroes heavy to light industry —
including the high technology type- developing prod destined for both the
domestic and export markets (amongst which textd#ghing and electronic
components).

o ‘A second phase has begun in Italian entreprerieagssessment of
China and its effects on our industry. At firsgdd with the invasion of
Chinese products and the continual cases of cofeiteand unfair
competition, the fear of being invaded and “wipad’ovas foremost.
Now a greater knowledge of the Chinese realitys-sitong points, but
also its great weaknesses — allows us to make ae nserene
assessment. In the low cost segment, China israuffe@mpetitor, but

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

4



© SYMPHONYA Emerging Issues in Management, n. &0
www.unimib.it/symphonya

also an enormous market that domestic productiom definitely not
satisfy. The medium-high sector is an interestinet and we have the
guality and design products ready to conquer it: lvee to assert our
own brand™?

In brief, China’s new position in the global econoamanges world equilibriums,
in supply and demand for products and servicema&figrowth in fact contributes
to an increase in over-supplied markets, which down domestic development
of western economies (often made sluggish by mdregpand protectionism). On
the other hand, a nation of 1.3 billion inhabitanits rapid transformation,
represents an enormous potential market. Which hmusever be conquered, with
a highly competitive market-driven trend (marketsdn management). And above
all, with a new corporate mindset including parstgp, able to face the ‘new large
markets’ (China, India, UK, EU).

5. Market-Space Competition and Global Economies dbcale

With the globalisation of markets, frontiers tewndopen, time becomes a critical
function of a firm’s existence and the intangibleneents of a product surpass the
tangible ones. Global markets endorse the pringipfemarket-space competition,
where competition space no longer represents a knetable element in the
decisional process, but rather a factor of comipatitvhich is determined and
modified as a result of the actions/reactions @litesses and governments.

Firms compete with one another in extensive markethout geographical and
administrative boundaries; they adopt highly fléxibmanagerial directions,
featuring the absolute predominance of intangilsieets and aimed at exploiting
global economies of scale. Economies of dimensiwh r@lationship, where the
quest for a minimum production cost requires compditsourcing functions,
instability in plant localisation and, above alyde scale marketing which fixes
volumes and types of production, to cope with a aminwhich is not very
motivated to purchase, volatile in its choice prefees and disloyal in repurchases
(i.e. the typical conditions of over-supply).

o ‘Everything can be bought anywhere, leveragingical assets; the
best market conditions can be accessed and hemcgah towards
competitors noticeably increased. In my experiencte, large country
like Russia however, as well as big, you also riedak very efficient;
and this will make a difference. In the fast expagdreas of the world
like Russia and the Far East, multinational comeanwho have
decided to set up factories there will gain a contipe edge that will
not be matched for a very long time. Once againcthrecepts of vision,
critical assets, risk and investment ability arerthg of consideration®.

Therefore over-supplied global markets radicallaraye the traditional features
of industrial production, made up of: ‘long’ strucs, with a rigid division of
tasks; workers present in production areas; magsiwductions of standardised
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goods. Instead market-space competition focusessfion the quest for global
economies of scale, based on corporate key asggfscally techno,
communication, intangible assets), the value ofctwvldoes not rise according to
the level of exploitation of elementary producti@ctors, but rather in relation to
the intensity with which ‘sharing’ of defined resoes takes place in a networking
system, i.e. in an organisation with relations d&fse collaboration between
internal, external and co-makership structuress Taiwhy lItalian firms and the
‘Product of Italy’ sector are having increasingfidiilty in the global economies
and saturated markets. In actual fact, productreasaoften become ‘hideouts’ for
production on behalf of third parties and evengteat design handicrafts (textiles,
home furnishings, goldsmithery etc.) are seeingchei areas (small-scale
productions with high sales prices, sometimes fjadti by craftsmanship and
creativity) disappear along with the export oppoities facilitated by exchange
rates between different currencies. The new competirequires sophisticated
managerial capabilities, which are able to domiraemunication in network
businesses, applied research, marketing, contcbfiaance.

In global markets, market-space competition empgleasthe criticality of global
networks, with no-space corporate strategies and-based policies of intangible
assets. Moreover, the network corporate cultureegmvinternal, external and co-
makership relations, intensifying the competitiwdations for a better local and
global profit-focus (market-driven management).

Outsourcing (a term coined in 1982 with the adw#nglobalisation in US firms)
becomes particularly critical in the managementg@dbal competition-driven
corporations. In fact outsourcing aims to reduciegst by searching for lower
production costs on a global scale, as an effect of

- growing supply-driven economies of scale (connedi®dan increase in
production specialisation);

- refocusing of distinctive competencies on a netwaakis (with lower local
fixed costs);

- increase in flexibility (by distributing market gatation costs amongst
several firms);

- exploitation of lower production costs at a looavédl (in fact outsourcing
determines precise purchase prices, with accustitdaes of activity-based
production costs, whilst common costs for actigitigerformed internally
produce less certain estimates).

6. Global Companies, Brand Value and Over-Supply

The global challenge radically changes the econamiporate value of a brand,
from being a sign of recognition of the goods ioseld markets to a ‘responsibility
system’ in global markets.

o Big corporations (Coca-Cola, PepsiCo, GE, Micrdsofoyota,
Ford, Gm, Nestlé etc.) have for a very long timedutheir brand as a
transcultural, worldwide and market-driven businessdel. Chevrolet
has recently replaced the Daewoo brand throughbatKorean range
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by superimposing the technological supremacy ofgtbbal US brand
over the popularity of models that became knowrtHeir quality/price
ratio. In Italy, Merloni Elettrodomestici changets icorporate brand to
Indesit Company: a new brand for the global sceinb® sector.

Globalisation and over-supplied markets call fowr@nduct in order to achieve
steady performance, with corporate strategies asch

- downsizing aimed at developing a more streamlined and resplenfirm,
with a view tomarket-space management;

- networking directed at making a name for an organisatiornclvineacts to
central directives and readily adapts to localitieal

- mergering (with alliances, joint ventures, acquisitions anckrgers), to
achieve global economies of scale, optimising cditipe relationships with
suppliers and co-makers;

- development of intangible® face up to the volatility of demand, incregsin
the value of brand equity.

In global and over-supplied markets ‘brand equityis becomes a fundamental
intangible asset, which large corporations suppath integrated communication
policies, which follow performance and corporatspansibility targets. Moreover,
in modern economies, brand equity cannot be mansgietly through advertising
which is confined within national spheres and abaldends to be out of touch
with trade cooperation relationships.

o In the light of this, according to some, the deelof Levi Strauss is
ascribable to the fact that their jeans became cktin the middle’
products, because their advertising was unable tntain a high
profile global placement and unsuitable for loa@de pricing policies.

o ‘A few years ago brand was sufficient to promoteamsumer
product and investments in communication guaranteseduccess. The
share of voice in communication was in fact corteta to and
tendentially the same as market share, and braaddes with large
budgets were untouchable by new comers. Nowad&ysstho longer
true. Product innovation and trade can make a poidyrow and claim
an important market share (6-7% for consumer dugaplvithout great
brand awareness and hence without big investméhtsr the last 10
years Samsung has demonstrated the efficacy ofrtixisinnovation,
distribution and brand, throughout the world andltaly too, entirely
catching up on the gap with the other market protagts and in turn
becoming a leader itself'.

The phenomenon of brand as competitive equity @oygd corporations is
particularly evident in Italy, where over the ldsw years there has been a
consistent loss of competitiveness in numerous ajlobarkets. In fact, in our
country, leaving aside a few symbolic cases (CNidmeccanica, Mediaset, Fiat
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Auto, Ferrari and a few others), the lack of a camitation culture targeted at
competitive exploitation of brand equity, (whichshded to abandoning old
established brands like Motta, Bertolli, Citteretc.), still persists in industrial
firms (where recently Mv Agusta, Lucchini, Albacand Sirti have been lost) and
distribution firms (Trade), whose strategic rolereover, is still underestimated in
the development policies of the large corporations.

7. Private Labe)] Global Markets and New Frontiers for Industry v.
Distribution Competition

In global markets, large industrial corporationséhdo compete with their most
important customers, the big distribution chaingd above all they must launch
new competition cooperation strategies with trddeactual fact, the large retail
distribution chains (global entities, with high agdowing rates of return, as a
result of the sheer volume of purchases/sales af tietwork) are progressively
targeting management of own brand policy, reducoognpetitive space and
profitability of national and local industrial brdst From this viewpoint, trade
generates price competition trends, capitalizingtiom brand equity of private
labels on an extensive scale. Private label goodside products sold under the
brand of a retail distributor and may bear thedradrk of the actual retailer or the
fancy name of a retail chain or one belonging tzhalesale group.

In brief, private labels actually represent the aymity to buy products
(foodstuffs, non-food products and services) withldy guaranteed by the insignia
of the distribution chain and at a lower price camnga to products of national or
regional brands. Private labels cover entire rangdéwesh, tinned, frozen and dried
foods, snacks, biscuits, food for domestic petsitagy and beauty products, over-
the-counter medicines, cosmetics, detersives, holgecleaning products, DIY
and gardening products, paints, hardware and amoessfor car maintenance,
mobile phone cards.

With the expansion of global markets, new competitiimits are defined
between industry and distribution, as the firms dpi@ng goods under a
distributor’s trademark can be divided up into éhneain categories:

- large and very large corporations (often globailvogks) which produce the
same goods under their brands and under distriurademarks, above all
to gain a competitive edge in terms of placemestavvis their competitors
in the same product class of supply;

- small and medium sized businesses (regional arad dres), specialising in
the production of goods under distributors’ tradeeea

- large retailers and wholesalers (generally with pglivog centres on an
international scale), with their own productionmi which make products
to specification - as far as content and form avacerned - under the
trademarks of various distributors.

The complex vertical and horizontal competition evhidevelops in global
markets, between supplies from national/local bsaanatl private labels, underlines
the new scene in industry versus distribution cartipe, where the success factors
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of product competitiveness, on the one hand contirendistinguishing features of
the actual supply (product personality and bramahtitly) and on the other relate to
the service, marketing and image content of tedioffering the products.

8. Global Managerial Economics and Over-Supply

Global markets redefine market-space competitionl anbstantiate global
managerial economics. The distinctive featureshesé are: asset management
without physical or administrative limits; increagly sophisticated products which
are rapidly rendered obsolete because they arly @asiable at decreasing cost;
competitive interrelations, developed between tratisnal networks, which go far
beyond the multinational (or multidomestic) -tygigaEuropean- organisations,
linked to reduced market spaces; and finally, fiansation of national markets
into complex socio-economic systems, where comnaigics and distribution are
global, Nation-States confront supranational Orgaiions and businesses exercise
multidimensional responsibility values and corpersdcial responsibility.

Globalisation changes corporate organisation andparticular the role of
strategic alliances, imposing collaborative netwstkategies on groups of firms
with competitive relations; these then tend to foltiosed’ relationships of
cooperation to pursue a global vision in keepinthwheir huge corporate size.

Global managerial economics interface with a coirtipetspace where: markets
are open and highly permeable to information; tratfuences development,
playing an active and intermediary role, on a glaale; and finally, businesses -
production, commercial and distribution firms- gramith networking models
(which stimulate the quest for direct contact vétid demand).

Over-supply, on the other hand, signifies new coreumodels, which are
associated to high instability of demand (volatibf buying choices, unloyalty and
disloyalty in repurchase) and supply (acceleratdnobsolescence; creation of
demand bubbles).

o ‘The distinguishing trait of large firms is themapability to build
big brands by establishing relationships based onsamer loyalty. |
believe the challenges put in place by the newityeaf the markets and
the ‘unloyal’ behaviour of consumers, make markgpeople place an
emphasis on that ‘first moment of truth’, when to@sumer chooses a
product and the brand they prefer. We are stillttz¢ beginnings of
‘shopper marketing’, particularly in Italy, where main way of trying
to attract consumers is through price offers: thmltenge will be in
standing out from the crowd and innovation to attra&onsumers,
through more intense collaboration with distributib’

In particular, unloyalty places under discussioa tieechanisms of inertia typical
to loyalty (few brands, with steady values), andluices both producers and trade to
activate fidelization programmes, which chase théyal part of the demand
group with massive investments. Investments whielet targets at ‘personality
store’ intangibles (proximity data mining, openihgurs and days, cornering,
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competitive training of staff) and the brand indyshstead devolves to product
innovation for the continual creation of ‘demandobles’, in a logic of market-
driven management.

In global, over-supplied markets, the unstable egages of customers (demand
bubble), the continual confrontation with compettahe evanescent competition
limits, the high replaceability between productsemall stimulate businesses to
adopt market-driven management policies. Consebtyjeittis right in over-
supplied markets that production and distributiom$ with strong ‘market-driven’
policies come to the forefront, where marketingatege continuous new ‘bubbles’
of buyers, to support with highly volatile offerscastrong identity products (brand
identity). Therefore, in over-supplied conditiortise predominance of marketing,
(which earmarks markets in controlled competitioa, with a dynamic balance
between supply and demand), is replaced by theeswgmy of communication and
corporate and product intangible factors, to markaglkly unstable situations, with
competition dominance and where intermediate denzatt global trade play a
central role.

Global and over-supplied markets in fact force firtn deal with: consumption
marked by irregular rates of growth; unstable deinamd, above all, changeable
consumption potential. In particular, consumptioavels in over-supplied
conditions are not foreseeable using traditionatlipase models, as consumption
does not develop in a simple, linear way, eithetinre, or in space. For example,
with simple ‘time-based intervals’ between the aonption levels of leading areas
and that of ‘delayed areas’ (as used to be obsdnrechany products sold in the
north and south of Italy). Symbolic from this vieswpt, are the consumption levels
- nowadays explosive, although with very differér@nds and growth rates - of
active solitude products (health care, music amgitadi photography, gardening,
extreme travel, TVs-LCDs, etc.), which can onlydséimated with anticipatory and
associative techniques (so with very different radthto the aggregative models,
once use to quantify consumption tendencies).

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

Market-driven management involves a philosophy @&hagement orientated
towards the market, in which competitive customealug management
predominates, in other words the quest for satisiacf demand through direct
and continual confrontation with competitors and #doption of a sophisticated
market strategy, which tends to be stronger thacall protectionist measures.

o In reality, in global markets, the traditional gextionist defence
measures which may be put in place by Nation-States to be wealk,
because they are based on ‘elementary competinattixes, like those
used in the ‘60s to contrast (in vain) the invasainEurope by the
Japanese motorcycle industry. Then too, the globalon of the
Japanese industry -and the cooperative promotigidevestimated at
the time, promoted by the big brands (Honda, Kakis&uzuki,
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Yamaha) at the world motorcycle GP- overwhelmed Hueopean
manufacturers (in Italy, amongst others, MV Aguddacati, Guzzi,
Laverda; in the UK, BSA, Triumph, Norton; in Frandéotobécane; in
Spain, Derby), all highly titled but with small wstry productions
which lived, protected within their respective oatl borders.

In fact, in global and over-supplied markets, witftreasingly voluble and
disloyal consumers, market-driven management reguarganised activities in the
markets (or over competitors and demand), rathan tfjust over customer
satisfaction; market policies based on continuabvation, to satisfy changing and
unstable demand; and finally, new measures of sissd of the factors (especially
the intangible ones) which influence corporate grenince.

o ‘In the small household appliance sector, markebglisation, new
competitors coming onto the scene and the changsttibdtion
context, have led to an average 20% reduction énghce of products
to the public over the last two years. This phenmwmehas changed the
competitive scene and obliged manufacturers irsdator to review, in
a very short space of time, their entire corporsti&ategy (commercial,
marketing and production) with a strong impact tbe organisation.
Phenomena radicalizing the methods which creat@lgugelection still
prevail in the market: non dynamic firms will leathe market.
Corporate strategy must be focused and must bepediwith flexible
resources orientated towards change in order toi@ah medium term
corporate targets.?

A ‘market-based’ organization constitutes an inniweareality, which forces all
the corporate functions (production, sales, plagrand control, marketing and
finance) to be conscious of their competitors’ amstd anticipative of the
expectations of demand and determined to put fahwalutions beyond the realms
of the individual functions.

o ‘Globalisation imposes a new and different ‘conitpeg challenge’
on firms in answering to the continuous and rapidmges in demand.
How should they prepare? Three aspects seem toriolaiental: a) a
unified strategic marketing organisation and higldggressive local
marketing: a global vision to give value to the uggments of specific
markets; b) differentiated supply, modulated inyvehort time scales
over demand segments with differing features eante,t whilst
maintaining unvaried the basic product structurg;an unequivocal
product policy, in investment assets (unified plaif) to guarantee the
customer absolute uniformity of services (for exampgpare parts,
second hand value and product set-up).’

Market-driven management focuses on an ‘outsidevision, split between
individuation of competitors’ offers with a highealue, creation of pro-tempore
maximum value (by planning specific demand ‘bubblesnd ‘time-based’
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acquisition of market awareness and which, abdyeegjuires a more complex and
broken down vision of ‘competition’ than a simpleoncept of ‘hostile’
contrapositioning between antagonist firms.

o From this viewpoint, for instance, Toyota and Psae decided to
produce three versions of the same model togetheyota Aygo,
Citroen C1, Peugeot 107), to meet car demand ‘lrgiblith the same
profile in terms of price, technological conterafety and personality.
In a vision of ‘cooperative competition’, marketeotation starts from
the bottom, to ‘force’ the meeting between supphd alemand,
developing exchange and communication flows (pudih/p
communication).

Therefore ‘market-driven’ corporate management iarked by a cultural
dimension, with behaviour rules and values (corgorasponsibility) which are
coherent with the complexity and transparency obgl markets, with a sphere of
analysis based on monitoring the competition sys@eoording to modern
managerial economics, in conditions of instabilégd supported by pull/push
corporate communication flows, and with an actionfat in which time is the
vital factor (time-based competition) in a methofl management orientated
towards the changeability of demand (over-supply).

In extreme synthesis, market-driven managemenmessritical importance in
the development of firms which compete on the opwearkets with the
sophisticated and aggressive competition orientatedorate policies of the large
US, Japanese, Chinese and Korean corporations.
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