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Global Networks, Outside-In Capabilities
and Smart Innovation
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Abstract

Starting from the early Sixties, and yet in the éd&es, competition imposed
significant advancements in design and reengingeahproducts for the intense
export policy into international markets pursuedlénge corporations.

The nowadays globalisation phase (competitive disaion) is characterized by
the R&D activities as a key-intangible asset, whaoste is to develop the
innovation and imitation policies of the large corptions, to anticipate demand
trends and the initiatives of the competition, evewllaborating with key
competitors on particular projects.

Over-supplied markets emphasises the critical ratfr research for customers
empowerment because the condition of excess ofugtiod presents strongly
unstable demand and unstable supply structuresouer-supply competition,
research for customers empowerment maximises thertnity to produce goods
focused on design, smart innovation and creativéation to satisfy specific
demand bubbles.

Keywords. Network Management; Global Competition; Smart Waton;
Outside-In Capabilities; Corporate Desigimitation; Innovation; Customers
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1. Global Competition and Smart Innovation

Globalisation has changed the traditional indulstpanciples. New flexible
organisational forms emerge, postulating a globasin of the structures in terms
of space, time and the functions performed (Bron20i4).

In terms of space, manufacturing processes are nemessarily located
permanently in a given place, but are usually shéetween different companies
and no longer require spatial proximity (Lambin 2PD1

In terms of time, market-space management afféwstemporal efficiency of
production and supply chain; global networks replaequential systems and
processes, so that the manufacturing/delivery tordigures all the manufacturing
and logistics needs of the operating units in #t&vork (Brondoni 2013).
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Finally, in terms of the functions performed, glbbhatworks management tends
to propose a fundamental change in the naturelafioeships and collaboration
with customers, partners and ‘co-makers’, overcgmtihe limits typical of
‘interface cooperation’, and striving rather to iesle closer and more selective
interaction (outside-in management).

Globalisation, lean production, outsourcing, netamy, digital ICT and the
convergence of technologies (Corniani 2006) combdmesubstantially modify
company management, focusing company policies an development of
innovations based on smart innovation.

2. Global Competition, Cor porate Design and Smart Innovation

Global markets create new frontiers for competitiand radically change
temporal and spatial competitive relationshipscgmally those linked, on the one
hand, to time-based competition and, on the otieethe abandonment of closed
domains deriving from particular physical or admeirative spaces (a country,
region, geographical area, etc.) (Lambin 2000).

In paticular, garting from the early Sixties, and yet in the Sies, competition
imposed significant advancements in design andgieearing of products for the
intense export policy into international marketsgued by large corporations with
new products, which were designed with a back-upxdérnal partners structures
(international research centres, engineering & qmtogonsulting firms, etc.). In
these years, for example, Korea’s 1960s and 197é@®gy was largely associated
with duplicative imitations, producing on a largeak knockoffs or clones of
mature foreign products, at significantly lowerges. (Kim 1997). In the same
period, the Italian productions, locked in a ‘castconomy’ of protectionism and
monopolies, had to compete without the resourcehefcountry system and are
often hindered by the deficiencies of the strucuwaed infrastructures’ (Brondoni
2008).

Since the 80s, given the markets globalisation ngprg up product
globalisatior) (Brondoni 2014), the R&D has faced a remarkat@dadformation. In
fact, the firms operating in the global context quroe their products with
networking, outsourcing and time-based competitamgic. In such revolutionary
context of a ‘market-space competition’ (basica#jated to R&D, operations and
sales) unlike in the past, the capabilities, reses; competences and services
readily outsourceable from global companies netwloekome easily usable in
space and in time (time-based competition) (Klerfetal 985).

In the same period, globalisation downsized thel&ebof Italy market (‘Made in
Italy’). Global competition laid down new rules aatbo imposed new conduct in
the ‘country identity system’. The ‘Product of’ wdsstinguished by the power of
the ‘macro-system intangible factors’ (as in PracafdJSA and Product of Japan),
or State aid for global exports (for example, Pridii Korea) (Brondoni 2008).

In the 90s and 2000s the new globalisation phaaagdd the firms ‘competitive
landscape’ for some specific phenomena referablgidbal firm’s network firm
globalisatior) (Brondoni 2014).

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

7



© SYMPHONYA Emerging Issues in Management, n. 1,520
symphonya.unimib.it

The firms learned to act and decide rapidly, dred dorporation success lied in
the skills and processes aimed to a swift idemtiifoey of opportunities and threats
deriving from a technological discontinuity and rfro unexpected market
development (Grossman, Helpman 1991; Meyers 1990).

Finally, since the early 2000s, a third globalisatphasefinance globalisatioh
(Brondoni 2014), has complicated the managerial ehoth fact, in front of
increasing competition, modest markets growth rares over-supply conditions,
they pushed the firm’s performance, always moregontistic in respect to the
global financial market systems, to direct their [R&xpenses towardspen
innovationstrategiegBrondoni 2013).

In global over-supplied markets, the firm’'s perfamoe is conditioed by its
ability to manage the design (of processes and prodastsjtrategic tool that
corporations use to gain a durable and sustairaiteetitive advantage, because
imitation and innovation processefiave become @rimaty condition to stand up ©
global comgittion on the markets (Brondoni 2012Borja De Mozota, Young Kim
2009.

In this competitive landscape,etldesign (of processes and producitsan be
closdy linked to smart innovation, seen as an ‘outward lookstgategy focused
on open policies of innovation (Bellini et al 20heim et al 2011).

3. Global Markets, Open Innovation and Outside-in M anagement

On global markets where competition is particuldidyce, the leading companies
reveal the crucial importance of open innovatiohges (Brondoni 2012).

Open innovation targets R&D at innovation and imd@@ processes
simultaneously (Kim 1997; Helpman 1993; Cohen, hthal 1989; Link, Neufeld
1986; Levitt 1966), because companies tend to gaierarily to their competitors
when they define their policies and when they olgmmesearch and development
resources, highlighting an outside-in strategic rapph, oriented to combine
internal skills and knowledge coming from networdations with co-makers,
partners and even competitors (Brondoni 2009; Aebra. 2001).

In global markets, time-based competition and ntesgace management become
crucial and determine the development of mega-aghons, whose success is
conditioned by the level of sophistication of tle@porate intangible assets. In other
words the success is determined by the capaciyaitage accumulated knowledge
(inside-out knowledge resources) and the sum ofvledge that can be acquired
externally through network relations (outside-inowiedge resources) (Brondoni
2011).

Nowadays, very frequently, innovative processepmducts derive from the
corporate ability to position the receptive poinmts strategic places of global
markets so to capture new insights with an outsidgpproach (Arrigo 2012 ).

Companies therefore acquire ideas, guidelines,uress, processes, etc. from
outside, developing them internally to implementawations and imitations that
are competitive. These innovations and imitatiores thus the result of corporate
policies focused on competition (market-driven ng@maent) (Lambin, Brondoni
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2000), and bound by the objectives of short-terafifability and minimum market
risk (Brondoni 2008; Weerawardena, O’Cass 2004h\és; Harcher 2000).

On the other hand, global companies adopt closealvation policies when they
operate in sectors that are protected from comgeti(Utterback, Kim 1985;
Mansfield et al. 1981; Abernathy, Utterback 1978Yith closed innovation
policies, the leading companies concentrate thgiegise in governing innovation
processes in internal structures, and intelleciuralperty is defended against
potential ‘copying’ and external appropriation.donditions of global competition,
closed innovation policies are distinguished byfgrenance indices that refer to the
generation of a ‘theoretical’ innovation potenteahd typically regard: the costs met
for R&D activities; the number of patents develogel owned; the number of
new products and modified products.

Open innovation stands out for the presence ofibliged know-how (in network
relations, and therefore within dedicated structubeit also from outside, with
competitors, consultants, suppliers, customers). dthe intellectual property, is no
more concentrated primarily on defending acquireditpns, as it is seen in
markets that are closed to global competition.

In open markets where competition is strong, intionetherefore loses its role of
‘ideological hierarchy’ over imitation; both havieet common goal of maximising
company profitability, with the constraint of opising performance results in the
very short term. With open innovation the capadidyexploit the competition
acquires prime importance, while the capacity touawlate know-how becomes
less importan{Brondoni 2011).

Open innovation emphasizes the importance of caygfknowledge from the
external environment and converting it into innox&tprocesses, products or
services (Arrigo 2012).

The partners within the supply chain are one of tiast important sources of
knowledge applied to develop innovative processes the combination of the
company know-how with those of suppliers, customand external actors can
increase the firm’s innovativeness (Inauen, Schewkeki 2011).

o “Open Innovation at GE. General Electric and stagi-companies
alike say they benefited from the company’s callidleas about the
smart grid. General Electric had an innovative waycome up with
innovations related to the emerging “smart” electgrid: the company
asked for ideas. GE launched what it called an reagination
challenge’, a competition in which start ups ansgle@ntors were asked
to present technologies that could help GE accédeits development
of products and services related to the smart gfithce its 2005
launch, ecomagination — the company’s commitmentetinology
solutions that save money and reduce environmantphct for its
customers and GE’s own operations — has generatede nthan
US$160 billion in revenue. GE got 4,000 submissitingave $100,000
cash awards to five young companies and formedegfi@apartnerships
with 12 others; all of them are expected to helpgaftisiness in one
way or another in such areas as energy storagétyusiecurity, energy
management software, and electric-vehicle chargisgrvices”
(February 7, 2011).
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Also cooperation with competitors can representtl@ro way to acquire
knowledge; in fact, market-driven firms possessabgorptive capability (Cohen,
Levinthal 1990) that facilitates learning from athefirms and accelerates the
implementation of new processes (Arrigo 2012).

Global corporations take advantage of a conceptcarhpetition space that
underlines the exploitation of outside-in potentadopting widespread and strongly
inter-connected structures. In these complex osg#ions, relations inside the
individual operating structures must be in stephwitore extensive systems of
continuous connections maintained with co-makets waith external organisations
(Brondoni 2011).

Inside the global network’s alliances, market-dnii@ms share resources and
knowledge and can learn from their competitors (B@atierro et al. 2011). As a
matter of fact, market-driven firms tend to expdhéeir innovation potential being
open to the outside and the search activity isdbasea continuous interaction with
co-makers and partners (Arrigo 2012).

Collaborating with partners, customers, competitorssuppliers is now well
recognized as an essential factor able to enhaivogs’f performance and
innovativeness (von Hippel 1988). Market-drivenm&, implementing an outside-
in management, embrace the idea of treating inmmvat an open way. Indeed, the
open innovatiorexpressly refers to the use of inflows and outfiaf knowledge
among many partners to accelerate internal innongChesbrough 2003).

In ‘enlarged competition space’, global networks &t overcoming the physical
competition space (market-space management). Gaepoulture plays a central role
in the conduction of internal, external and co-mgkip relations, emphasising a far-
reaching concept of corporate belonging withoutalocharacterisation or any
connotation of the physical space.

Globalisation, lean production, outsourcing, nekimy, digital ICT and the
convergence of technologies combine to substantiadidify company management,
focusing company policies on the development obidedge production’.

In global markets, conditions of market-space cditipe define the firm with
particular characteristics, which are very difféream those that emerge in the local
districts, in markets characterised by limited in&ional competition and physical,
natural or administrative boundaries.

In industrial districts, firms tend to maintain pgrection linked to the vocations,
traditions and resources of specific geographices and therefore does not usually
draw on ‘knowledge production’. What is more, wlassessing performance, direct
controllability and personal assessments prevapicBl examples of local districts
are local manufacturing districts, particularly $bodefended by natural boundaries
and a limited openness to competition, dominated sbbgng conservatism of
production and with limited corporate marketing,meounication and finance
policies (Brondoni 2002).

Globalisation forces companies to make competitim@parisons, and as a result
communication and information flows, manufacturirdecentralisation and
operating accountability become critical in globatworks (Brondoni 2011).

In order to exploit the growing returns derivingrfr outside-in relations (market-
driven management), global networks with a higleeel of knowledge production
favour relocations in metropolitan areas that siiyghe availability, spread and
capitalisation of knowledge economy. This is bdbioahat occurred in industrial
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production in the early #Dcentury thanks to the availability of manpowerereyy
and raw materials.

This process of change, which determines the comdeelopment of network
relations and new means of acquiring and transigrispecific professional
capabilities, involves numerous structures, in ipaldr the large consultancy
companies, the state-agencies dedicated to econpraiootion and, above all
(with a completely new role, which has strengthesigdificantly in the last 10-15
years of economic globalisation) the ‘world citieshich have to meet the specific
needs of the global networks (Brondoni 2011).

For global corporatiors, ahieving a differential adwantage in terra d product
desgn means to developa product lased on tle best interpretation ofspecific
distinctive characteistics. For thé purpose,information must be collectal in
continuumfrom the market, referred t@ustomers and competitors, to understand
the ergets ad to pedict the future ations, eve monitoring the threat of new
competitors and any eventuakeplacenent products i.e. products that med specific
consumer nedals in adifferent way or at a lowecod (Lambin, Brondoni 2001).

In particular, global markets express a new visancorporate researches,
consistent with the information needs of compleyaoisations (generally network-
based) working with several decision-making po{otsaracterised by high-level of
autonomy and responsibility) and with very briefti@g-reaction times (Koo,
Cooper 2011; Brondoni 2010).

4. Outside-In Capabilities for Innovation and Imitation in Global Network
M anagement

In the global world, corporations copy and succéldte pace and intensity of
legal imitation has quickened in the last twentarge Global competition shows
that imitators end up winners and global copyingnasv not only far commoner
than innovation in business, but a surer routeréavth and profitsimitation does
not necessarily imply clones of goods, or illegaliaterfeits. In fact, the imitation
can also be legal and very positive for the firmedlepment(Brondoni 2012).

By contrary, creative imitations are a bright stggt for the firms with low wages
and mature technology (Schnaars 1994). In genenedtive imitations are focused
on generating imitative products, but with new fieas. These imitative products
involve benchmarking and strategic alliances, bsb gubstantial investments in
R&D (Bolton 1993).

The development of global policies of innovatiordamitation can be divided
into four strategic patterns.

A first strategy stresses the strong correlatiotwben R&D intensity and
multinational performance of corporation (Caves 2099 he international strategy
of innovation (1970-1990) performs abroad increggrrcentages of R&D, while
the prevailing tendency is still for research tomagn based at the headquarters of
MNCs.

A second strategy began in the 1990s, when theocatipns dealt with the
decentralization of R&D, together with a rapid gibibation of networks.
Networks would engage in foreign-based R&D to abtgiroduct or process
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improvements; research advances into basic mateaalproducts; efficiency-
seeking research to acquire foreign technologisse¢ts (Dunning 1993).

The third strategy is related to the globalisandiR&D and the concept of global
innovation networks (Ernst 2006). The process of DR&lobalisation had
highlighted the emergence of developing economidoaations for R&D. It
described the early stages of the rise of China dscation for foreign R&D,
several examples of R&D global networks, such astoktda or Toyota, and
examples of R&D undertaken by subsidiaries in Sd{hea (Byun, Ahn 1989),
Brazil, Morocco, Kenya and Czech Republic.

The fourth, ongoing, strategy of global managena¢minovation emphasizes the
importance of imitation in competitive global netkimg. This strategy coincide
with the accelerated crisis of older forms of inttiaé organization in many global
industries (Dunning 2008). The management of glatabvation and imitation is
driven by competition, increases in technologiahlaamces and accelerating cycles
of customer preferenc€Brondoni 2012).

5. Global Competition, Creative I mitation and Smart Innovation

Market globalisation and the growth objectives afge corporations accelerate
competitive dynamics and step up the complexitynahaging them, determining
new problems in corporate strategies of imitatiod eanovation.

The nowadays globalisation phaserfipetitive globalisation(Brondoni 2014) is
characterized by a widespread and persisting riecee$ numerous economies, an
increasing number of over-supplied markets, as a®la key-role of dimensional
growth. The last one, in particular, representsiraddmental driver for the firm’s
development, by determining its success or de¢Bnendoni 2012).

In fiercely competitive global markets, the R&D iaittes therefore become a
key-intangible asset, whose role is to developithevation and imitation policies
of the large corporations, to anticipate demanddseand the initiatives of the
competition, even collaborating with key compeston particular projects. In fact,
in global markets the R&D represents a key-intalegdsset for all the innovation
and imitation policies of the big companies, petfeconscious of a value-creation
power of the research structures. Many projectfadty are managed together with
key-competitors in order to optimize the corporgerformance and product
performance, by realizing plans and programs ofpetitive imitation, destined to
overtake traditional models of economic and indaktdevelopment (Brondoni
2012).

Thus, in this phase of competitive globalisationnwdrkets, the R&D structures
assume a new key-role for the firm's developmerd agpresent a continuous
stimulus for the competitive dynamics (Darroch 2008 the modern corporations,
the R&D contributes to define the market scenegigs also to identify innovation
and imitation policies. Such policies are naturalbnnectable to the profitability
objective on one hand but limited by the new praslleunch-risk on the other.

The objectives of growth and short-term profitdipilconstraints led the big
corporations to prefer the R&D multi-polar develaggmh As a consequence, the
structures are decentralized and developed in d¢ne fof innovation clusters
(Cappellin, Wink 2009). Such condition of the R&Dultirpolarity allows the big
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networks to realize simultaneously multi-marketgjgects and as a consequence to
nullify high common costs related to mono-projactictures. Finally, it assures an
extreme confidentiality of strategic corporate mfiation (Doloi 2007).

In global corporations, the imitation processesresent a major effort that
involves the development of advanced technologres specific efforts to focus
R&D on new technologies.

The innovation is a pioneering activity focused dme firm’s internal
competences, to develop and introduce new prodoctee markets. Innovators
benefit from first-movers advantages: awareness anege; technological
leadership; experience effects; client loyalty; etc

o Whether it is alternative energy sources, intereatad traffic &
safety systems, human assisting robots or new motigsersonal
transport, Toyota is constantly focused on develgdor the future.
Toyota's new challenge, the Smart Mobility Societyplace where
state-of-the-art technology connects people, cangl communities to
create a secure and happy society. Vehicle datan filve nearly three
million Toyota vehicles on the road in Japan realybig data. A
number of experiments are underway to harness itti@@mation to
create practical applications. Places where drivare shown to often
brake suddenly are designated as dangerous locatiBoad condition
data from these sites is collected from vehicler-ig@w camera
footage. This data can include information aboutlistinct road
surface markings or buildings that obscure thedfied view. In this way
we can contribute to improved traffic safety. Taybelieves that the
car of the future will be far more than a simpleaniae. By equipping
vehicles with the latest in IT technology, we caiidoa more persona;
relationship between people and their cars.

In global markets, by contrast, many industrieserattheir R&D activities to
transform themselves into innovators as well asctiffely creative imitators, with
corporate policies marked by intensified in-housDRactivities and participation
in global alliances (Bruce, Jevnaker 1998). Thhes¢ global creative imitators
have transformed the R&D activities into skills aswmpetences necessary for the
reverse engineering. Reverse engineering involvetivittes that sensed the
potential needs in the market, activities that fedaknowledge or products which
would meet the market needs, and activities thatldvanerge these two elements
into a new project. Skills, competences and aatiwitequired in these processes are
exactly the same in the R&D innovation process (KifB7). At this stage of
competition, global corporations are very favoueaiol leave R&D aimed at radical
innovations, becoming increasingly vulnerable inmi® of competitive position,
and adopt policies directed to extend the produetslwith a series of incremental
innovations adding new values.

In the global competitive landscape, corporatioressehto respond to the
innovations and pioneering actions of their contpegj with responses which must
include not only the ability to prevent others framitating, but also the ability to
imitate the others.
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Imitation can be unique if it consists of a senofivities that are distinct in their
derivative form or combinative architecture. Togegthwith organizational
capabilities and distinctive intangible assets lfsas corporate culture, information
system and corporate identity) imitation can befi@mntiating factor and has the
potential to deliver unique value.

Imitation is a critical capability for any globafm. In fact, in global markets, it
is unrealistic for any firm to innovate anywheredamytime. The imitation is as
rare and valuable as innovation, but imitation @eB can be strategically
conceived and systematically executed with speeifid focused R&D (Brondoni
2012).

6. Network Management, Outside-In Capabilities and Smart Innovation for
Customers Empower ment in Global Competition

In global over-supplied markets, firms must intémicectly with customers, and
they radically reorganize the client-product reaship on the objectives of
specific empowerments. In a customer-centric fiha scope of market analysis
shifts from an aggregate view to an individual viefvcustomer activities. As a
consequence, market research shifts its attenticacquiring the customer input
that will drive improvements by customer-metricsifsed on new product features
(research for customers empowerment). To makethatea ‘new’ virtual product
reflects real-world needs, the customer must beidibinto the design process,
integrating R&D and marketing to prototype new prod and new features for
existing products (Campbell et al. 2007).

Over-supplied markets emphasises the critical patdirresearch for customers
empowerment because the condition of excess ofuptimh presents strongly
unstable demand (choices among different produassels and products with
different uses; preference volatility; non-loya#tyd disloyalty purchase behaviour)
and unstable supply structures (planned innovatmaeleration; production
delocalisation; creation of demand bubbles). Inrepply competition, research
for customers empowerment maximises the opportuimityproduce goods with
specific features (derived from computer-basedrim&dion) and meets customer
expectations to satisfy specific demand bubbles.

Demand bubbles derive from an aggregation procegsificantly different from
a disaggregation process that results in segmentatistable markets) that tends to
create specific, highly unstable forms of demandrfiani 2005). On the other
hand, managing market instability presupposes dpadity for rapid development
and exploitation of the demand bubble. This, imtumposes a continuous action
aimed at identifying offers that follow one anotloser time and which are able to
interest and satisfy groups of final consumers (Bomi 2003)

In general, manufacturer gives preference to profthatures based on the speed
with which they exit from the outlets (focusing raattention on product rotation
than on margin of contribution, as happens for glens about segmentation in
stable markets) (Reinartz 2002).

The ability of an enterprise to introduce succegsfoducts or services in a timely
manner is of critical importance in generating tfen profitability. Product
introduction has become a synchronized task aglossl markets, tackling multiple
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countries simultaneously. Synchronizing productaliaation, customer support
services, etc. is a goal of great complexity. Camggamust successfully execute both
product development and product introduction, dedassociated logistics, in order to
compete focusing on outside-in capabilities (Ballagd&alazzaro 2012).

o Samsung make things smart and believes being ssnandre than
being connected. Samsung Research is a team ofs-skdked
engineers, designers and makers with an amazingdatanto invent
and innovate new multi-device experiences acrosms8ag device
ecosystem and beyond in the Internet of Things @domain. Samsung
passion is to create drastically simple experiencesering smart
devices, smart objects and smart spaces which wstomers love and
which make their life better and easier. SamsunggR&h works very
hard to develop technologies to make things vemypka for their
customers. Technologies that can relieve users fmmeny of tedious
tasks and steps that have become accustomed toushenconnected
phones, TV's, etc. The experiences that Samsumgsbiihey Just
Happen’, like magic. The features and products Samnsung develops
observe the users, predict their needs and achein behalf right when
they need it.

Furthermore, global competition poses a great presms prices and margins. Thus,
corporations need to optimize the way they soumeponents and subsystems
globally by seeking to obtain unique advantagesemrms of cost, time-to-market,
access to highly skilled human capital, minimizatiof risks of supply chain
disruption, access to government incentives ansidies.

The complexity of this process is heightened byfdlsethat multi-disciplinary teams
(real, virtual, co-located, and dispersed all dierglobe) need to come together with
the purpose of delivering a new product or serwihin the agreed-upon budgetary
and time constraints. The product team will be memkby its ability to deliver on the
promises made to key stakeholders of the firm (skareholders, customers,
employees, and the surrounding community) in teohsevenues, market share,
profitability and customer satisfaction. Global glypchain management is critical and
a worldwide product design crossroads technologigadvations and market needs
(Baradello, Salazzaro 2012)

Global corporations are facing increasingly compéswironments. Models for
managing complexity are needed, and with its systempproach, information
design brings concrete answers to complexity manage

7. Emerging Issues. Chief Customer Officers (CCO) and Chief Marketing
Officers (CMO) for Smart Innovation

In discontinuous markets where digitalisation hasdpced a plethora of new
products, customer experience is an effective unsént to create and manage the
competitive product differentiation. Therefore ttiestomer experience is focused
on client profitability and will replace competi@vdifferentiation through mere
product features and product variants. So, valeatiom in mass markets is no
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longer produced into the companies, but is develdpg interactions with the

consumers. Firms operating in mature markets, hHavevest considerably in

researching valuable customer experience, evenisfmore complex to design a
product on an experience-basis than to developodugt on a market data-basis
because more functions and points need to be tatenaccount. The costs of
creating, developing, and then launching new prtednave risen tremendously (for
example, the cost of developing a new drug, or dhing a new fast moving

consumer good into a distribution channel) (Brond2@12). Besides, global

imitation and shortening product life cycles mehatteven great technologies no
longer can be relied upon to maintain a satisfgcpoofit before they become a
commodity. The involvement of the customer in tlesign and production process
IS a strategy in which corporations are using lmtéand computer technologies to
innovate the products and to limit the R&D costs.

In global markets, chief marketing officers musidfiout who customers are, what
they want and how they would like to interact wittie organization. Chief
marketing officers are really unprepared to takargé of the growing volume,
velocity and variety of data arising from the dataplosion, proliferation of
channels and devices, and shifting consumer dempbigsa Chief marketing
officers are also underprepared to use customdytasa customer relationship
management (CRM), social media and mobile apptioatiWhen chief marketing
officers rely on traditional sources of informatjosuch as market research and
competitive benchmarking, they are not able to mstkategic decisions because
these sources only show customers in aggregatesirgjflittle insight into what
individual customers need or desire.

In global corporations marketing departments tenbdlieve that the sales force
is myopic -too focused on individual customer elgrares, insufficiently aware of
the larger market, and blind to the future landssajbales departments, on the
contrary, believe that marketers are out of touth what's really going on in the
marketplace (KotleRackham, & Krishnaswamy 2006).

Marketing departments and sales departments ate faotaway from R&D
departments that must face global product imitateod innovation (Corniani
2012). On global market-space, the marketing depart has to change in a
customer department, and the chief marketing officest be replaced by the chief
customer officer that oversees customer-focusedctifums including CRM,
customer service, marketing research, market relseand R&D with research for
customers empowerment.

The fundamental principle of product design basedxperience is therefore to
think beyond the product and create meaningfulractgons with customers of
many countries that are the vital part of the elgmee using the opportunities
offered by the network’s outside-in capabilitiesondpared to traditional new
product development research, the systemic vievexplerience design implies
three major differences. The customer is seencasaeator and the product value
Is no longer created by the firm only, but in cogpen with the customer. While
the product has been at the centre of new prodeeeldpment, customers
empowerment poses the product as the result obmgstinteractions.

In digital research for customers empowerment, rea@n is not necessarily
based on a company-customer relationship. Indep¢nakers can connect and
presume content in pairs, groups or virtual commnesi(Reichwald, Bullinger
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2008). In this case, the most famous example isithé community, in which co-
creation goes beyond customer involvement as praposed by new product
development research (customer-based idea geneeattbacceptance testing) (von
Hippel 2005; Gruner, Homburg 2000).

Firms are looking for new ways to connect with theistomers accelerating key
business processes such as marketing, sales, scipgly and customer service,
driving faster business results.

o Coca-Cola Smart is Coca-Cola's product ordering dalfillment
website. It is a system that will revamp the entirgering process and
even has the built-in intelligence to generate jsmgul Freestyle™
orders for clients. Try it and discover a taste fis refreshing
innovation. Currently, customers can order produoisthe Coca-Cola
Freestyle dispenser. Food Service Distributors carder syrup
products.”

Global companies transform operations centred ein tustomers re-engineering
design processes to meet the preferences of tagiclients, focusing on specific
means as computer intelligent-guided customer éxpezs, mobile-first business
and the cloud computing (cloud computing encomgasaany areas of tech,
including software as a service; cloud computimyises are all delivered over the
Internet, on demand, from massive data centre$)jl @B12).

Meeting customers’ expectations requires insighmovation and a system of
engagement that delivers an intelligent guided actust experience. Firms
competitors-driven have the ability to scan whimaking for what product features
and make offers to customers to meet their preteen

With social media interactions, and advanced aitalytorporations will project
what global customers are looking for. Sharpeninglyics will help businesses
across all industries anticipate and predict whatamers want. Also social media
has changed the role of both consumers and masketed is now a key channel
for engaging with customers. Corporations now hemmediate access to vast
quantities of data concerning customers’ expectatiand interests. However,
engaging with customers is not just about commuimgawith them. It is also
about helping them enjoy the products and serviceg have bought. To do this,
marketers need to look beyond the transaction aedsfon the full customer
relationship.

The intersection of technology (social media andlyits in marketing) and
business transformation is driving systemic chamgemarketing. Chief customer
officers are challenged by complexities relatechéav technologies, changing of
consumer demographics, and growing quantities t. dehey are also challenged
as empowered customers -with access to more infmmghan ever- are taking
greater control of business relationships. The etptce is moving faster than the
marketing function (IBM 2012).

Interacting effectively with customers in the dajiera has implications beyond
marketing products and services. With global inteoas, the vision of designing,
engineering and marketing to a universe of oneatized.
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o IBM has developed a comprehensive vision for hd@@“acentury
city can use technology to speed emergency respSnsarter cities of
all sizes are capitalizing on new technologies arsights to transform
their systems, operations and service delivery. @dition among
cities to engage and attract new residents, buse®sand visitors
means constant attention to providing a high qyadi life and vibrant
economic climate. Forward-thinking leaders recognthat although
tight budgets, new and innovative technologiesteap turn challenges
into opportunities. These leaders see transformapeossibilities in
using big data and analytics for deeper insightsloud for
collaboration among disparate agencies. Mobile &thgr data and
address problems directly at the source. Socidhrtetogies for better
engagement with citizens. Being smarter can chémgevay their cities
work and help deliver on their potential as nevefdoe.

In global and over-supplied markets, chief custoafcers must deliver value to
empowered customers through design, finding out tilese customers are, what
they want and how they would like to interact witte organization in defining
innovative product features. Chief customer officerust understand and deliver
value to empowered customers; create lasting oglstiips with those customers;
and measure marketing contribution to the busimesslevant, quantifiable terms.
Finally, chief customer officers must try to undarsl individuals as well as
markets focusing on relationships, not just ondsations (IBM 2011).
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