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Market-Driven M anagement
and Global Economies of Scale

Alessandra Storlazz”

1. The Role of Synergiesin the Formulation of Strategies

This analysis focuses on the role of synergiesiéncontext of a market-driven
management strategy dominated by competitive cuestoralue. In a market-
driven management strategy dominated by competitoesstomer value,
economies of intensity of sharing, or synergies, loa linked to global economies
of scale. But economies of intensity of sharingustidbe linked to intangible
assets, whose value does not increase in relaiitimetdegree of exploitation of
elementary manufacturing factors, but in relatiorthte ‘intensity of sharing’ of
specific resources in a networking system, i.aanrorganisation where there is a
close collaborative relationship between intermad axternal structures and co-
makership (Brondoni, 2004 p. 20).

This article proposes an analysis that traces Wodugon of the question of
economies of intensity of sharing, otherwise knagnsynergies (Ansoff 1964,
Porter, 1982, 97, Prahalad and Bettis, 1986; Ganttl Campbell, 1987, Hax and
Majluf, 1991, Grant, 1994, Zook 2004), and focuséiention on a possible
interpretation of the issue in the context of a ka&driven management
orientation. Compared to traditional interpretasioa market-driven management
strategy dominated by competitive customer valuelicedly alters the
interpretation perspective of the issue of synetdie market-driven management,
synergies oreconomies of intensity of sharing do not derivenfrépooling
resources’ in order to saturate manufacturing aaphetter, but from exploiting
a store of skills to support different businesSese corporate portfolio is not
evaluated as a portfolio of businesses, but asrdopo of skills (which in turn
feed/generate different businesses). The problemoisthat of saturating a
resource that is not used, but of exploiting arsilimg value in skills. Synergies
or economies of intensity of sharing derive frome possibility of applying the
same managerial style, the same systems of gowasreard communication, and
in general the same intangible assets, in diffetartt similar businesses. In
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practice, choosing businesses that are similar (mecessarily from a
technological viewpoint) implies the possibility applying similar ‘knowledge’.

The article becomes more specific, developing feotheoretical analysis to a
concrete analysis, studying two corporate casaesudihe cases presented regard
companies that can be defined as competitive custoailue oriented, partly as a
result of their capacity to exploit economies demsity of sharing, by synergetic
recourse to their basic skills. This is the cassumicessful companies like Geox
and the Inticom group that operates on the mankééuuthe Yamamay trademark.
The companies examined operate in mature, overisdppnarkets and are
exposed to global competition. The success of thesganies is linked to their
ability to organise their activities on the marketjercoming the spatial and
functional barriers of competition. Their succeasa basically be put down to the
application of market-driven management strategiesiinated by competitive
customer value and to the appearance of synemféticts.

The concept of synergies has been known and uBezi{ aften with different
terminology, in Italian and international managemdémeory for some time
(Rispoli 1989). Synergy is a word with Greek ro@scompound o$yn, together,
and ergon, work), and means simultaneous activity, forcejoacor combined
effect (Ansoff 1965). The term synergy is generalbed to indicate a force, an
action capable of producing — generally, but natessarily — a result that is
larger than the sum of the individual components ianany case an exaltation of
their characteristics. For Ansoff (1965), synergyone of the most important
elements of the strategy related to the combinatioa company’s product with
its market; it regards the characteristics of aatamt that are demanded of a
company in order to enter the market. Hofer anch8&le(1978) defined synergy
as one of the constituent elements of strategyy ase@ fundamental system of the
current and planned use of assets and of interaetith the environment whose
constituent elements are: radius of action, invests) of assets, competitive
advantages and synergy.

The central nature of the issue of synergies in thatext of strategy
formulation is probably linked to the fact that/lésving on to Chandler’'s work
(1962), the US model of the large diversified basgihas spread to the Western
world since the 1960s. Diversification strategippear as strategic choices that
strive for maximum ‘exploitation’ of the factorsrdugh the quest for synergies
(Ferrucci 2000). However, in the first strategianholations, analysis of the
synergetic effects, which is included in the studythe advantages that derive
from the decision to diversify, adopted the apphoata business that employs
transactions associated to the Ford-Taylor busimestel. The link between the
decision to develop diversification strategies #rma emergence of the synergetic
effects described in Ansoff's work (1965), can #fere be seen in the context of
a transnational corporation that tries primarily m@aximise efficiency. At the
basis of decisions to diversify, there was, on awigh what happened when
strategic orientations were developed on the basfs manufacturing
standardisation, a conviction that competitive aizge could not be separated
from attention to costs. The idea behind this appinovas that a business with a
broad product range could benefit from larger totabme volumes and/or lower
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costs than competitor companies operating in a lesingroduct/market
combination. The analysis of the synergetic effe@s based on the identification
of the methodology that made it possible to ‘meastire advantages associated
with the presence of a business in more than omketiaThe concept that was
introduced, referring to the emergence of synecgetifects, was that of
economies of scope. Economies of scope, in thetesitisense of the term, were
considered among the main advantages of the dedisidiversify and produced
specific cost advantage®n a par with economies of scale.

The cost advantages associated to economies o acalthe result of the
repetition of the operations and products develppddle the cost advantages
associated to economies of scope derive from gitgrons between the business
units of the diversified corporation. The econonvéscope are typically tied to
the joint use of certain manufacturing and markgtiactors, the complete
utilisation of resources, the reduction of non-@pieg times and the elimination
of some repeated activities. Even in Ansoff's wftR65), when he mentions the
effects of the decision to diversify, referring 8ales synergies, operating
synergies and investment synergies, he is esdgntéderring to a concept of
synergies ascribable to the effects of the ecommwiiescope in the strictest sense
of the term, i.e. a reduction in costs achievediagsult of an increase in the
variety of outputs produced. The concept of ecoesnaf scope, in this more
limited sense of the term, is unable to take irdcoant all the ‘synergetic’ effect
that are generated, due to the implementationwarsification strategies. Ansoff
himself mentions not only sales synergies, opegasiynergies and investment
synergies, but also the managerial synergy thaergerated as a result of the
emergence of operating problems that are at leasalty similar to those already
dealt with in other operating contexts.

Subsequent to Ansoff's work, in the context of Bost analysis and in what
was still a conventional perspective, the followiogn be seen to emerge in
diversified corporations (Genco, 2008):

- tangible interrelations triggered by the opportyrtid spread common

activities over several business units within gl&irchain of value (Porter,
1985, 1987; Grant, 1994; Hax and Majluf, 1991);,

- intangible interrelations that imply the sharing lofowledge between
businesses with independent chains of value. lticogar Porter felt that it
was possible to transfer accumulated expertise foora business to
another if certain basic similarities existed: g@me basic strategy, the
same type of customer, a similar chain of valuefigaration, and
important value-generating activities. Typical exdes of intangible
interrelations regard the corporate brand and imagehnological
knowledge, managerial capabilities (at a functideaél and with regard
to governance of the company), and the corpordtereu

In tangible interrelations, the prevailing viewpbis the traditional division of
costs, whereas in intangible interrelations theataiion effect starts to emerge.
Intangible assets and intangible interrelationoueses increase with use (for
example: the more trademark is used for differentrblated businesses, the more
the value of the trademark itself is reinforcedheTcorporate portfolio is not

Edited by: ISTEI - Universita degli Studi di MilandBicocca



© SYMPHONYA Emerging Issues in Management, n. Y20
www.unimib.it/symphonya

assessed as a business portfolio but as a portédliskills, which in turn
feed/generate different businesses. Skills thusrggnas a particular case of
synergy that creates value by developing and exignaapabilities and
knowledge in a portfolio of different businesses.

The perspective changes compared to previous agpEsaSynergy no longer
derives from combining to saturate a manufactucagacity better, but from
exploiting a group of skills to support differenigdinesses. The skills grow and
increase in value with use. In the new businessegaiion, unlike the Ford
conception, the only concretely significant souwfe value is the cognitive
heritage accumulated that can be developed bymaihess. Knowledge, unlike
other sources of competitive advantage, has moseocehto grow and develop
because of its dissemination. In other words, tleencompanies manage to
spread and share the heritage of accumulated kdgelevithin a system of
relationships, the greater the possibilities thesiesses themselves have of
exploiting the knowledge accumulated and of devielppt as a consequerice
Economies of intensity of sharing therefore, eghay are observed from inside
the model of a global corporation structured inigions, can develop within a
model of a competitive customer-value-oriented hess in which the
competitive capacity comes to depend on the capdoit share cognitive
resources and to reveat extra something that would otherwise be unobtainable,
from the relations established with the market d&hd resulting innovative
processes.

2. Synergiesin the Context of a Market-Driven M anagement Strategy

In the context of this new economy and these nempetitive logics, the
critical element of success is the sharing of tbguaed knowledge among the
players in the systeinWhile a physical asset ceases to be possessatiise
sold, an idea, a piece of information or knowledgetinues to be possessed even
if it is passed on and can be reproduced infimites. The spreading and sharing
of innovative developments (application of the kfemge) constitutes a way of
creating standards and increasing the innovatigegss exponentially (the spread
of knowledge generates new knowledge and therefeve value). On the other
hand, reserved management of the cognitive progressved risks generating a
scarce value which will probably be rapidly exhadstThe problem is not
therefore to saturate an asset that is not usédp lmxploit and increase the value
of skills (Prahalad and Bettis, 1986). The questsimergies, tied to knowledge
and skills, therefore becomes a fundamental soafoeorporate development.
Synergies therefore seem to emerge as importamswdaachieving what can be
defined as ‘corporate metamorphoses’ (Garzella R00d an attempt to
strengthen the positions of competitive advantagerporate metamorphoses’
identify new development processes, and new busioesxplore, focusing on the
interrelations that can be established betweenytedsrategies and those that
may prove winners in the future, combining the wehol a strategic design in
which the conditions for the latter can be ideatifin the former (Garzella 2001).
In fact, the reference to the phenomenon of metphumis derives from the
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awareness that although it is true that the companychange its physiognomy so
radically, internally and in relation to the outsidiorld, it is also true that in most
cases an evolutionary leitmotif can be identifiethre or less clearly (Garzella
2001). Additional theoretical analyses thus emerdige the so-called
neighbourhood theory, according to which developgnoam only take place in
neighbouring businesses, in order to incrementaiploit the knowledge
developed in their core businesses (Zook 2004)giNbeiurhoods are basically
geographical areas (internationalisation) or thesteps of the chain (vertical
integration) (Zook 2004). A strategy’s success caereases the further it is from
the core business, because it is less possiblgploieand raise the value of the
knowledge and resources matured in the core bussi@sok, 2004). The
exploitation of skills translates into the actieati of a virtuous circle of
innovation and development (the resources andsshitiquire value and are
developed with use) and makes it possible to detivaa system of internal
consistency characterised by relations of compléangy and supermodularity of
the resulting function. It is obviously necessavyatvoid the emergence of the
phenomenon of the ‘mirage’ or ‘amnesia’. In somgesathe presence of a simple
mutual relationship is sufficient, combined witlilarst for growth’, to induce us
to overestimate its synergetic potential and toewestimate difficulties, risks and
costs generating the so-called ‘mirage of synergigch induces us to consider
easy and achievable situations which actually prteaehigh level of strategic-
organisational difficulties (Garzella 2001). In ettcases, after having performed
an accurate analysis of the interrelations in otdehe identify the potential and
synergetic risks, the economic entity seems toefiothe actions and attentions
necessary to transform potential synergies intaaaynergies, as if struck by a
sort of ‘amnesia’ (Garzella 2001).

In conditions of hyper-competition, a market-driveanagement strategy has a
‘market-oriented management philosophy’, charaséeriby a direct, continuous
comparison with competitors. Market-driven managenfiecuses on an outside-
in vision based on: the identification of produaith a higher value than that of
the competitors to force the convergence with demdahe creation of the
maximum temporary value and planning and offerisgpts to instable aggregates
of clientele; the time-based acquisition of matkebwledge (Brondoni 2007). In
short, in situations of extremely dynamic competiti successful businesses are
those which, by satisfying instable aggregatediehtele, base their competitive
dynamism on the ability to continuously and synaogdly instil value in the
system of corporate intangible assets in the varnmsinesses. Relations based on
complementarity and the synergetic exploitatiorskifls in the management of
corporate processes characterised by specific ptadunsumer relations and
great volatility were at the heart of the analySignergies can be considered as a
critical driver of a strategic dimension of ‘timaded competition’, characterised
by continuously innovative processes and changebbtend.

Analysis of synergies in the relationship with aamers, in the light of the
market-driven management paradigm, may find usetamples, over and above
theoretical arguments, in concrete cases and exmes. The exploitation of
intangible potential derives from a capacity to lekpmanagerial synergies with
reference to the value acknowledged by the custofx®ein the case of synergetic
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effects, an extra something is generated inside a systematic business/customer
relationship, which is basically the consequenca ob-evolutionary process that
involves the corporate system in its relations figa market

3. Market-Driven Management and Over-supply. The Cases of Yamamay
and Geox

The case histories presented to support our theaketnalysis regard
companies that can be defined as oriented to catmpetustomer value thanks to
a capacity to synergetically instil value in thdiasic skills. This is true of
successful companies like the Inticom group, whéchepresented on the market
by the Yamamay trademark, and the Geox group.

The businesses considered operate in mature, apefisd market sectors,
they are exposed to global competition and ovee tthey have succeeded in
enhancing the skills possessed by the way they geargdations with consumers,
synergetically and incrementally exploiting the wiedge acquiretd Both Geox
and Yamamay were born from a capacity to creatdymts with a value higher
than that of the competition, and a capacity tmiifle the innovative intersection
of supply vacuums and customers’ unsatisfied ndedsoth the cases analysed,
the factors that determine their success includecpéar managerial capabilities,
in other words a range of accumulated skills tratdlate into the definition of
brand whose value identifies the company produdttha acquisition of specific
channels for relations with the market that trateslato the capacity to acquire
information that is vital for the company. Yamaniagses the creation of value
primarily on a capacity for time-based acquisit@nmarket knowledge and a
capacity to offer consumers the products they wargal time. Geox on the other
hand, strives constantly to create a product withgher value than that of its
competitors, and to translate this into value pgeck by the market. By two
different methods, both cases reveal that synergekations with the market are
essential in a logic that implements ‘market-driveranagerial models. Briefly,
Yamamay seems to focus on extensive distributigicéothat characterise the
corporate supply system, while Geox focuses moredentifying innovative
supply systems. Neither Yamamay nor Geox addressgecific market target,
and both stand out for their transverse custongeta

If we wish to consider the origins and effects lod synergies in the two cases
of market-oriented businesses, it may be usefulbtiefly summarise their
corporate histories, highlighting their principahnagerial characteristics.

3.1 The Case of Yamamay

Yamamay is the trademark under which the Inticoougroperates in the retalil
sector, selling lingerie, nightwear and beachw&ae Inticom group was created
in 2001 by the merger of two families with stromgpmplementary skills in the
lingerie market: industrial competence and marketiand distribution
competence. Thanks to its extensive and comprefensioduct range, the
transverse nature of its consumer target and theeped quality/price ratio, the
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Yamamay brand and shop have rapidly become abstdatier of the Italian
underwear and beachwear market. In just six yéatisom has created a network
of over 470 single-brand outlets (Company Profi@08). The figures contained
in a recent study reveal that Yamamay has a 17%e sbfathe Italian lingerie
chain market in terms of points of sale, and 13%emns of business volume
(Assofranchising 2007). The data that emerge franaraalysis of the reputation,
frequentation and image of the major chains of shegecialising in lingerie and
beachwear are even more significant: the Yamamamgdors in second place in
this sector, behind the market leader, Calzedd»@XA 2007).

But how is synergy reflected in the management & tnticom group?
Examination of the case study in the light of tharket-driven management
orientation, reveals that a first intangible assgherges from the skills
accumulated through the experience gained by tbaps governance organs.
One of the two families that contributed to the rsh@&apital had already
successfully experimented the development formudlahe Original Marines
trademark in the casual clothing market, also gairsimilar experience in the
handbag, suitcase and leather goods sector with Gamisa brand. The
experience gained in the launch of Original Mariaesl Carpisa was basically
repeated successfully in the development of the afaay brand. At the time the
traditional marketing formula of the lingerie markehich had been dominated
for many years by non-specific outlets, was chamng®trong competition from
retail chains, combined with difficulties met by elbsalers to restructure their
organisations, created opportunities for more eawlmnanufacturers, who began
to understand the importance of interacting diyeatith the end customer. The
establishment of a direct manufacturer/consumetiogiship also allowed a new
conception of the product to emerge. The way liegeras used acquired new
contents and meanings. Like other fashion produictsgegan to be conceived as
an accessory to be displayed, in other words, ¢atre socially acceptable for
lingerie to be visibleQompany Profile, 2008).

In the case of Yamamay, the portfolio of skills @owlated by part of the
stockholder base contributed significantly to theeegence of new market trends
and a new concept of lingerie. The skills and kmulgke were thus applied to
different businesses. In other terms, the expeeieaxcumulated in the casual
clothing and handbag sector was rapidly replicatadcessfully and innovatively,
in the lingerie market. In other words economiesirdaénsity of sharing (or
synergies) typically referable to intangible assetsose value does not increase
in relation to the degree of exploitation of eletaey manufacturing factors, but
in relation to the ‘intensity of sharing’. Synergigespond to a learning logic, on
the basis of which they are refined and grow thhouge and sharing, unlike
tangible assets which suffer wear and tear asut refstheir use, they primarily
consist of information, which has the propertyrdreasing through the exchange
process. A company’s specific assets and its corapetence represent the
foundations on which to build and strengthen itsijoan and, at the same time,
the base from which to expand its field of actibhwe analyse Yamamay’s
success in the light of these observations, we s@@m that the experience
accumulated in the development of the Original Mesiand Carpisa brands has
proved to be a precious synergetic intangible adset the launch and
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development of the Yamamay brand. Even if we carside synergies between
the two governance groups that contributed to theres capital, we still find
synergetic and complementary logics. The commeskals of one of the two
families that founded the Inticom group merged wmlanufacturing/industrial
skills possessed by the other stockholder, makipgssible to develop a product
that was technologically advanced at a competpivee.

3.2 The Case of Geox

Like Yamamay, the case of Geox is an interestirgrgte of a business that
has succeeded in defining an innovative set of aratp decisions. Geox is a
company that has succeeded in modifying converitibnainess models, from
inside a mature sector, becoming the protagonist qirocess that has ‘de-
matured’ the sector. The management was able tspgttae changes in the
competitive environment and to maximise the yieldt® own assets and skills,
synergetically exploiting its store of technolodikaowledge.

Shoe companies have traditionally chosen to positi@mselves in a single
segment (for example, classic men’'s shoes, childraoes, leisure time
footwear, sports footwear, etc.) and to concenitatmnovation on the design of
the most visible part of a shoe: the upper (Camufiarlan, Romano, Vinelli,
2004). Geox followed a strategy that was entirelffjecent from that of the
competition. It created the ‘shoe that breathesl applied its technologically
innovative sole to what were traditionally consetbrseparate business lines
(Camuffo, Furlan, Romano, Vinelli, 2004). (The Gesystem couples a
perforated rubber sole with an innovative membrtrs lets sweat out but is
waterproof, thus creating a healthy shoe that sallee problem of perspiration.)
By focusing on the fact that anyone who wears sha#s rubber soles needs
healthier shoes, Geox managed to put in place &pteupositioning strategy,
competing in market segments that were extremefferdnt in terms of
expectations and needs, and selling shoes to eliffecustomer segments:
children, men and women. Geox thus satisfied exjstsegments, but also
‘invented’ new segments, by establishing the needhkalthy’ shoes in consumer
segments that would never have felt the needhfd not been for Geox shoes
(Camuffo, Furlan, Romano, Vinelli, 2004). Its adi®@ng also focused on a
unique selling proposition: the jet of steam tlsstues from the sole of the shoe,
the patent symbol and the term ‘breathes’, whiclplar the product’s
competitive advantage clearly and intuitively, ceying the technology and the
unique benefit that Geox offers its consumers (Game&urlan, Romano, Vinelli,
2004). Focusing on a single message had the dvahtje of underlining the
differentiation of the Geox product, and of spregda single product image all
over the world, in all the markets it served, imsiag the recognition and
therefore the value of the brand (Camuffo, FurlRomano, Vinelli, 2004).
Where distribution was concerned, Geox chose tobawmsingle-brand and
multi-brand channels, achieving excellent compleangty between the two
forms of distribution. The single-brand shop makegossible to introduce the
Geox world to the consumer immediately and vergaifely. Consistent with
the communications strategy and the technologrmabvation of its soles, Geox
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Shops also ‘breathe’, through large display ‘sails’all the walls. The sail creates
the idea of an amphitheatre, an architectural cocsbn that is projected forward
towards the public and which, in the case of Gadlaws the consumer to see and
touch all the collections, for men, women and aleild (Camuffo, Furlan,
Romano, Vinelli, 2004).

In the case of Geox, technological complementatitggered marketing
synergy and a high level of market penetratiorjuygt a few years, Geox became
the leader of the Italian market and began to itsrattention to foreign markets).
The synergies and significant economies of scopetta fruit not so much and
only of shared physical input but rather of intemsehnological interrelations.
Geox strives for the same factor of differentiatiorall the various businesses in
which it operates; these businesses are linkedhdyelct that they leverage on a
particular technological skill or group of skilleat are used as the basis for
differentiation to position its products. The Gamase also shows that competitive
positioning, founded on synergetic supply systezag, be much more sustainable
and harder for the competition to imitate than éhdsunded on individual
choices. But we can without question sustain that ¢ase histories presented
regard global corporations whose management plploss market-oriented and
in which a competitive customer value approach @itevThe main assets present
in the cases analysed are referable to a capacitydate value thanks to the
emergence of synergetic effects of intensity ofrisiga In the case of Yamamay,
the synergies or economies of intensity of sharag be attributed to the
managerial experience accumulated, which is suftdlgssapplied to the
management of the lingerie market, making a diffetausiness emerge. In the
case of Geox, technological expertise is succdgségplied in the footwear
sector, revealing a need for a ‘healthy’ shoe insconer segments which, without
the Geox shoe, would not have felt the need. Ih bates, it is the system of the
intangible assets that is identified as the cHitetament from which the business
system takes its value.
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Notes

! “The general approach ...consists in measuring sagtificant synergetic effect separately and
then ... providing a method to apply these measuresnmintly to the global evaluation of a
programme. Before the synergies can be evaluatedsyinergetic effects are first grouped together
according to the main functional areas of the campageneral management, research and
development, marketing and operations... The measurenf a force of a particular effect should,
wherever possible, be the result of numerical \allfeit is not possible to proceed in this waye th
individual items can be matched with values takesmf appropriate quality scales, i.e. quality
evaluations Ansoff 1965, pages 99-100. We can@iste Penrose (1959) and Andrews (1971).

2 “The theory most frequently associated to divezatfon sustains the existence of benefits tied to
the sharing of assets. If a specific input is usedroduce two products and the input in questson i
only available in lots with a certain minimum sizken an individual company that produces both
products may share the cost of the input over gelautput volume, thus reducing the unit cost of
both products. Economies of scope are thereforeensimilar to economies of scale (Grant 1999).

% In a dynamic perspective, and in the presencanohdustrial organisation founded on networks
of independent units, the innovative strategy isebaon the decision to speed up dissemination by
involving numerous partners. This is all the movedent when a business has developed a broad
vision of the market and dissemination processesthe perception of the means with which newly
created knowledge is also connected somehow tatarsyof interests that involves: customers (who
have to share the knowledge of the manufacturimapamy when they adopt its products); suppliers
(who have to share the knowledge of the manufagjysrocess); complementaries (who have to share
the knowledge of both the product and the procasd)competitors (who are tied to the system both
because they often have common technological padsshared knowledge, and because they share
the same codes of practice, associations, quafiéiesonnel, etc.) (Golfetto 2000, page 218).

4 “The new context of relationships generated byvoekting actually makes it more convenient for
companies — large and small, manufacturing or servi to specialise their field of competence,
turning increasingly to others for whatever fallsitside it (outsourced operations, services,
increasingly complex and significant skills). Pafrthe profits generated by the technological cleang
taking place are therefore the fruit of more eéfiti forms of knowledge management, that entail the
specialisation, connection, integration and gowveceaof the chain, so as to efficiently manage the
network of interdependence that are concentrateal gingle nucleus (Rullani 2001, page 10).
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® ‘Coevolution is a typical process among species live in complex adaptive systems. In these
systems, interdependence between the species psodoclinear effects that translate into even
exponential amplifications of the leverage of threispective capabilities. This can be demonstrated
by observing how the agility and creativity of asem can increase when connections intensify.
Complex proactive system are all the more effecthe more intelligence is decentralised. These
concepts can be transferred to a company thatagsesolution with other businesses as a means to
develop new enterprise in its own or in new ecasyst(Valdani 2000, page 234).

¢ Empirical evidence shows that in mature sectorspamies often tend to converge their strategic
positions and organisational forms on consolidatediness models. Businesses tend to become
entrenched in consolidated choices that regard Waifs of remaining consistent to the market and
relations between internal decisional variabless Téads to an overall rigidity in the sector, ihigh
the prevailing business model tends to be takengfanted (Camuffo, Furlan, Romano, Vinelli,
2004).
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