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Abstract

This work aims to analyze the role of network bassiand agglomeration economies in the
agribusiness, emphasizing how an integrated markesitrategy generates benefits to
entrepreneurs, to the supply chain, to the inteamal external stakeholders, increasing the
bargaining power of businesses and improving tt@inpetitiveness.

The analysis focuses on the agri-food businesstiRlain of Fucino, proceeding with Swot
Analysis, and measuring the most significant litmtas -in terms of corporate culture, size of
company, logistics and distribution capabilitiesanket dimension, seasonal nature of the
work- and presuming marketing strategies aimed at overgprthese limits and at the
creation of a competitive system.

Keywords: Network Economies, Agribusiness, Brand StrategyppBu Chain, Place
Marketing.

Introduction and Objectives

The increasing importance of network economiesdéld Author to identify the reasons why
some agri-food businesses create an integratednsysapable of communicating a unique
brand that is nationwide and worldwide succesdthis success is based on a shared strategy
among the different enterprises, that aims to pteraad sell the products of a specific place
as a result of a single system. On the other harsddonsidered significant focus on major
limitations that prevent companies from creatindoeal network to achieve significant
competitive advantages, although tangible and gitde resources can yield excellent
products.

The strategic relevance of these topics is highdighby EU, that has acted in order to
promote the integration between businesses, andebatthem and their understandings,
placing these issues at the center of CAP 2014-202@hich the EU has indicated that it will
be difficult to resolve the current situation ahe trisis of sales by individual companies.

So in the first part of the paper, the Author digss the conceptual framework on the issue
of agglomeration economies and he explains a beigkw of the literature. Later, he will
proceed to the analysis of an empirical case thatititeresting tangible resources and many
agri-food businesses, but nonetheless it fails¢ate an efficient network of businesses and a
competitive brand: the plain of Fucino.



The research comes to identify the main limitatibmghe launch of a branding strategy,
through the SWOT analysis method, and to formutatdevelopment strategy immediately
applicable to the analyzed place.

Resear ch Question

This research aims to identify what might be theanmreaasons why some areas and some
networks of agribusinesses fail to plan a comprsivenand integrated brand strategy, that
makes recognizable and unique products that by taure are generally undifferentiated
especially fresh food The objective is to define the limits for whisbhme enterprises fail to
achieve significant competitive advantages whilevifia available discrete areas of
production, spatial proximity and natural resourcgh as to be potentially excellent food
producers.

In particular, the work focuses on the single cab@lain of Fucino: after an analysis of
secondary data, the Author proceeds with a SWOTysisan order to highlight the limits to
the development of the territory and, in a secohdsp of the research, to prepare a
questionnaire to be submitted to agribusinesstderao plan a development strategy.

Literaturereview

Many studies about network business and agglomeeraconomies have shown that the
cooperation between small and medium-sized ensaprnay represent a fundamental choice
for their development and their growth; startingniir 1972, with the contribution of Pfeffer,
many researches demonstrated the importance erfonganizational relationships such as
strategic resource to competitive strengthen ofpamves.

The termnetworkimplies a plurality of relationships formed betweifferent companies that
identify them as a means to achieve collectivesdraded interests (Marchini, 2005).

In the national and international literature tbpit of enterprise networks is addressed in an
interdisciplinary viewpoint; indeed several linekresearch focus on different perspectives
from which the phenomenon of relations betweenrnassies sociological, economic, legal —
can be analyzedlhe network concept is based on several elem#msboundaries of the
system, the individual units, the relational comtehe shape of network systems (Rullani,
2008). It is thus possible to distinguish two maypes of networks: interpersonal and
organizational, in the interpersonal network thestrimportant elements are the individuals
who work in the system; in organizational netwocksnpanies represent the reference unit.
Therefore the set of socio-economic ties that dtarze the local business networks
originates from the combination of these two typesetworks (Granovetter, 1973).

Many authors argue that for successful businesstgorking is fundamental understanding
of the reasons and how the networks evolve andgehawer time (Nohria, 1992), in factn
studies about organization of enterpriseeme authors analyzed the evolutionary process of
the networks (Gulati, Gargiulo, 1999; Soda, Usahé&r, 2004; Yin, Wu, Tsai, 2012) and
some of the factors that play a significant rolehe development of network (Das, Teng ,
2002; Sakakibara, 1997).

The implementation of cooperation through businessvorks has been considered as an
alternative to internal growth that enables sma#libesses to survive and cope with dynamic
and hypercompetitive environments. (Hansenn-B&tmow,1996)

The aggregation strategies through the dissemmati@l the combination of resources and
expertise allow to exceed the constraints of th@wative development and production



complexity present in some places; some small agdium-size enterprises have managed to
stay on the market with competitive products thiotlge adoption of collaborative strategies.
The success of these enterprises originates fram tharket power toward customers; it
seems to be attributed to the investments madeherknowledge and the integration of
upstream and downstream activities of the supplginchby making use of collaborative
processes rather than to efficiency based on ptimifucosts.

The systemic dimension of the relationship betwéeisinesses has been regarded as
competitive element in front of the most dynamicrkess. According to this debate it is
argued that the ability to innovate and competecesgfully, especially within industrial
districts and local production systems is relatetianly to the ability of individual firms but
rather the network of relations that binds thegergnises in the system. (Brusco, 2008).

In Italy, the network concept was born with the mtraenon of industrial district up to evolve
into forms of "emerging"” network business (Bagnasudlani, 2008).

The concept of industrial district has been analyag some agricultural economists many
studies based on the analysis of the issues afiiigcts originate from the conceptual nature
of the agribusinesses linked to the territory anthersed in the local society (Conto, La Sala,
2011).

Even if the differences between the two contextprofuction (industrial and agricultural)
are evident in some way for example, the influence of "land" and "climafactors on
agricultural production and processes, may be gk@nt in the industrial production s
important to underline two important concepts (Bt 1998); first the district is a policy of
promoting entrepreneurial skills and production Wwrwmow of certain groups of the
population, or of local systems. Second, in speaifference to the size of farms, to the
dynamics of disintegration or decomposition, to amriration and specialization of
production, as well as the strong environmenta trewhich the same firms are immersed,
it's possible to reflect on the fact that the farare closer to the industrial district model
before the industry, when this one was dominatethige firms.

In fact, like what happened in industry, in agriaté important changes occurred related not
only to the role of agriculture in the economicteys, but also to the increasing integration
with the processing industry; such changes areidered as a natural step in the process of
development of the sector towards those that casebred aslocal systems of agricultural
development"of which the agro-industrial district is a natusabset.

Among the fundamental elements for the recognitiba agro-industrial networks Montresor
and Fanfani (1994) emphasize some points essehgalinvolve the presence of typical
products, the existence of relationships betweemcw@gire and processing industry, the
flexible specialization of production, capacity fanovation and its diffusion, human capital
development and the support of local authoritieso for the identification of districts,
specifically for the food industry, location, contetion and specialization indicators have
been defined and used (Brasili, Ricci, MaccarifD).

Therefore, it is possible to summarize the chareties of the agricultural and agro-
industrial districts in several factors. In thesfiplace the territorial dimension, resulting from
the environmental characteristics and the histbaaa cultural traditions, is connected to a
strong territorial connection with regional agricwél enterprises, to the high level of

! This has been instrumental in the implementatiwside of the business and the marketing functiothef
products, a function that enables firms in the wekwo offer customers products with higher sendoatent,
sometimes even with common brand (Centro Studi i@duostria 2011).



professionalism and specialization of productiod &nally to the strong complementarity of
the supply chain. Also important is the role playgdnstitutions and local authorities, which
can act to guarantee and protect the quality atalgural districts and steer its activities by
means of national and regional programming. Thaterce of a dense network of social
relations, economic and institutional reforms, ledhe creation of innovation processes that
are also peculiar elements of the agro industrigtridt, along with widespread
entrepreneurship and the ability to trigger endogendevelopment process (Conto, La Sala,
2011).

In the early stages of formation of a network sHobk considered the way in which
companies respond to exogenous stres$asexample, the uncertainties of the mareaetd
endogenous for example, characteristics and conditions of 8rand reasons that drive
their development (BarNir, Smith, 2002; Park, Ch@alagher, 2002).

The specific environmental characteristics of tharkat-as the complexity of the products
and the increasing competitive pressure , the econdrend, the political and social context-
have an important impact on the creation of thellsmesinesses' external relations (Street,
Cameron, 2007).

Therefore the complexity of the market favors theception of interorganisational
relationships with the aim to acquire external veses and reduce environmental uncertainty;
in particular for small and medium-sized entergjsexternal relations are considered to be
significant and in some cases also crucial to teamvival (BarNir, Smith, 2002- Bruderl,
Preisendorfer, Ziegler 1992). In fact, the smalll anedium-sized businesses have limited
resources and limited market presence and throoghections with other businesses they
can access the resources they need (Oliver, 199se strategic aggregation can be
considered a useful mechanism to share and resqoitkde market competitiveness and
sometimes they originate in order to create a bfockhe defense of competition from other
business groups. This happens even when the netwdskrn to prevent potential losses
rather than economic benefits. (Park, Zhou, 2005).

Other times they create networks in order to imprakie competitive position of their
business, to win the strongest competitor and capipportunities that arise; the network of
firms is thus a resource that sometimes goes topeosate the lack of other resources.
Entrepreneurs act then proactively and collaboedtiin order to generate the development of
new businesses; (Park, Zhou, 2005): there is abgikveen proactivity of companies and
networking among entrepreneurs, proactivity is #@merepreneur's propensity to resort to
connections to respond to the external environnagot achieve business goals. The most
proactive companies are more influenced and irgdluoce networking by the industrial
dynamics (Yadong, 2003).

Therefore the inter-relationships enable small aratlium companies to implement quality
development paths without necessarily growing byaesion (Marchini, 2005). Such
relationships shorten development time and alloterpnises to get all the advantages of
vertical and horizontal integration and diversifioa (Anderson, et al, 1994); thus
collaborative relationships represent a form oétstgic development and organizational of
businesses (Lorenzoni, 1990, Rullani 2008).

Other Authors consider network business as a da¥etructural and strategic flexibility, as
well as radical and innovative learning tool th#ibwas small businesses to weaken the
position of competitors, or to strengthen the styat placement according to those that have
offensive or defensive purpose. (Harrigan, 199§ d2eu, 1996).

Through the aggregation the companies seek goatscn be defensive, proactive and of
strengthening, or a combination of both. Howeveese goals are connected with the generic



strategies such as diversification and competitive strategithat can come in contact faster
and more effectively by the network business. (Aadeet al, 1994).

In conclusion it's possible to summarize the readhiat can encourage companies to create a
network: the networks support businesses manadiagcomplexity of the different input
sources; they reinforce the opening of marketsyigeothe infrastructure for the exchange of
innovative knowledge flows, provide advantagesaaifies and specialization and enhance the
reputation and visibility. Likewise the developmaesit interorganizational relationships is
considered a quick way to capture the benefitspetimlization related to specific stages of
the value chain and to reduce competition throughationships with competitors;
furthermore, the creation of networks is motivateyl the desire to spread the cost of
innovation and reduce connected risks.

M ethod

The work aims to achieve the results earlier dbedrithrough an analysis of secondary data
that stand for the current state of the agro-fo@desn in Abruzzo, in particular in the plain of
the Fucino. The goal is to identify the data maepresentative of the place, in terms of
production, distribution and ability to competethe agri-food businesses. These data serve
as a starting point for further analysis of thegiate and intangible factors, both internal and
external to the territory, through the well-knowmdawell-established methodology of SWOT
analysis. SWOT analysis is not a new idea in thenass practice and in place studies, this
model originated from the Harvard Business Schaalgdhaye, 2000), and has dominated
strategic plans since the 1950s (Lerner, 1999). $Wé@alysis, that is by far the most
popular, can serve a dual function: it can be dsethoth internal and external environment
scanning (Kheng-Hor and Munro-Smith, 1999; Lerd€99).

The swot analysis is a transparent planning ingtnirenables a company or a place to learn
about the current situation and reflect on what loardone to improve the current situation
(Sorensen, Vidal, & Engstrém, 2004); after analgZine external and internal environments,
the firms are able to decide which competitive tetyees should be used to achieve its
competitive objective. The competitive strategiesild be used to “exploit opportunities in
the firm’s environment with the firm’s strength, cameutralizes threats in the firm’s
environment while avoiding the firm’s weaknessd®arhey, 2007)

The Author believes that detailed and accurate smatysis should be the starting point for
identifying and implementing the most appropriatategy of agglomeration of the agri-food
businesses in the researched area, that is atplaic@lthough many producers of fruit and
vegetables and many material resources to be uUsdd-to create an integrated and efficient
system and subsequently an unique brand. So this witl arrive to the identification of a
strategy that can exploit the strengths of thenpddiiFucino and eliminate or at least minimize
weaknesses and external threats.

Discussion

The Fucino is a plateau in the Marsica, situateithénAbruzzo region Province of L'Aquila-
once occupied by a large lake now dried up. TheRI&Fucino is located at an altitude of
650 meters in height and is completely enclosethbyntain ridges consist predominantly of
meso-cenozoic carbonate rocks and of miocene égwigs rocks. In the eastern and north-
eastern part of the plain (between Celano and GleidMarsi) fluvio-lacustrine terraces of
Plio-Quaternary age are also well develdped

2 http://www.treccani.it/enciclopedia/fucino/



The Fucino is an endorheic basin; when it was aeclipy the lake it was spread over an area
of approximately 155 kfwith a maximum depth of 18 m; so it was the tHakie in Italy,
after Lake Garda and Lake Maggiore. The first proj® drain the lake to increase the
cultivable area in wheat dates back to Julius Ga#saroman Imperator Claudio executed it
by building an emissary to dispose of the waterthefFucino in the Liri river. In the Middle
Ages the Fucino returned to the condition of closd@ with irregular capacity. The draining
was begun in 1852 by a French company, was comtibyeDuke Alessandro Torlonia and
completed in 1885, making again cultivable 16,066tares of land. Subsequently, the funds
were divided and assigned to peasant families (nolyem were immigrants) and the large
estates passed to the small landowning. The Fdmasm, currently bounded by the towns of
Avezzano, Luco dei Marsi, Trasacco, Ortucchio, Banedetto dei Marsi, Pescina, Cerchio,
Aielli, Celano, is today one of the most economicarosperous of the Abruzzo, even with
intensive crops of potatoes, cereals, vegetablegrsbeets that have also enabled various
processing industries.

Focusing on agri-food businesses in the Abruzzmreghere has been a decline of 13% from
2000 to 2010, the year in which registered compawiere almost 67,000 with about 454,000
farming hectares and 687,000 hectares of the &w&a. Contrary to the results of previous
census investigations of 1990 and 2000, the Abrezagricultural area is increased by 5%,
with a recovery of 22,000 hectares concentratedsii@veryone in the province of L'Aquila,
in which the UAA (Utilized Agricultural Area by copany) average has grown as a result of
60%, from 14.8 hectares in 2000 to 23.7 in 201GtThcrease in size is mainly due to the
decrease in the number of companies (30%); alsa wm®panies with large enterprise
surfaces are conducted mainly by public institigi@md predominantly invested in grazing
land and uncultivated.

Despite an increase of 21% of the UAA averageu&bo is characterized, more than other
regions of the south-central of Italy, by the @rgtof many micro-firms. The 78% of farms
in Abruzzo has an agricultural area of less thare&ares, half of which are located in the
province of Chieti. Companies with an agricultuaaéa exceeding 50 hectares account for
just 1.5% of the total, concentrated almost altha province of L'Aquila. The companies
conducted by a single individual (sole proprietgzsh account the majority of farm
management both nationally (76%) and regional (71%%)terms of agricultural area
significant differences are indicated between thavipce of L'Aquila and the other three
provinces; in fact in L'Aquila Area the 40% of thi®AA is held by companies belonging to
public bodies and other legal entities, net of Wwhibe UAA of L'Aquila’'s companies down to
14.3 hectares.

The labour force employed in the regional agriaaltusector is still characterized by the
overwhelming predominance of family labour, whiatvers more than 85% of agricultural
employment. In line with the national average, ewveAbruzzo over a third of companies is
led by people over sixty (37.2% for Italy and 38.#¥Abruzzo).

On average, Abruzzo's companies have realizednaaté production equal to 19,500 euro,
higher than that of the southern regions but lothan the national average (31,000 euro),
according to data from the Census of 2010. Theaaeeof Abruzzo is similar to the EU-27
average (23 thousand euro to standard productiompany).

In terms of economic size Abruzzo's farms are comaged for more than 85% below the
threshold of 25,000 euro of SP and over 45,00bese¢ companies (68%) have an economic
size lower than 8000 euro of standard productianth& national level, however, the small

% In fact, it is bordered to the north by the Velimassif, to the East and North-East with the Sirektountains,
to the south with those of the Marsi, to the weishwhe Simbruini.



and medium-small ones represent respectively 628 8% of the total of companies
classified.

In 2011, according to the annual report of the CRE® has been a bad year for the general
economy of the Abruzzo region, with a GDP declalbgit slight (-0.2%), but in contrast to
the signs of recovery at the national level (+ 0.4%he positive indicators were mainly
focused on the excellent results of exports, highan the national average growth rate, on
the increase in the number of active enterprisggicolarly corporations, and on the positive
trend of the labour market, the best the southegions, but they went down in the
agricultural sector. According to the data of Irdowre, Abruzzo farms active in 2011 were
30,500 units; this data show a decrease of 2% cadga 2010. The farms represent 23% of
the 133,000 companies registered in the archivéiseo€hambers of Commerce of Abruzzo.
The composition of the regional agricultural protilue, compared to the national average
data, consists of a prevalence of segment of cf@p% versus 53% of national incidence,
average data from 2009 to 2012), and consequehtly lower incidence of farms animals
(14% versus 33% nationally). The value of productad field crops (498 million euro) is
equal to 65% of the regional production (in Itak), while 32% (342 million euro) is given
by the tree crops (40% national incidence) , ardrdmaining 3% from forage (23 million
euro). Among the herbaceous crops, horticulturapsr(including potatoes) prevail (74%
compared to a national average incidence of 50%) 868 million euro of value production
and grains, with a result in 2012 equal to 106iamilleuro, that represent 21 % of the value of
the annual production of field crops in front afi@ional incidence of 35%.

Therefore, in addition to wine and oil with variougpical products, most economic
representative productions, are composed by thetablgs division; in this section the
Abruzzo holds more than 26% of the national produactof both carrots salad, all
concentrated in Fucino.

In particular, in 2013 only in the Fucino Plain weaultivated 13,548 hectares of agricultural
land, of which the largest part (3,812 hectares)sisd for the production of potatoes, which
correspond to a total of the direct costs equak4¢880,924 Euro per year . The cultivation of
carrots is the most important in terms of produgadntity, with a total production of 1,960
tonnes per year, followed by 1,524 tonnes of pestand 1,378 tonnes of corn. In 2012, in
Fucino, were registered with the chamber of commei2,167 agriculture businesses,
including 1185 farmers and 406 employees registavéth INPS. In the same year
permanent employees amounted to 700 units, compar@b00 temporary employees, for a
total of 600,000 days of employment and a totalcatjural GDP of 450 million euro. In
general Confagricoltura L'Aquila estimate total émyment in the sector in the only area of
the Fucino that equal to 1500 units.

Compared to the national trend Abruzzo had highwtirorates for the export of food

products, although in relative terms Abruzzo haeva weight on the italian commercial

agribusiness scale (1.5% of exports and 1.1% obrtsp In absolute terms, exports of food
products have passed the 370 million euro, 83% luthvare agro-products, and only 54
million euro are agricultural products (10% of Valadded).

Exports are mainly represented by the productb@ftilling industry and in particular of the

pasta industry, followed by the beverage, whichAbruzzo essentially is settled by wine,
with a total value of 113 million euro.

“ Centro Regionale di Studi e Ricerche Economicddigstituito dalle Camere di Commercio d’Abruzzo.
®|stituto Nazionale della Previdenza Sociale.



Findings

Based on the conducted analysis of secondary dwtaoa field surveys, it has come to
summarize the main factors endogenous and exogesfotiee area in question through a

SWOT analysis.

Strengths

W eaknesses

- Presence of significant natural and
historical resources;

- Increase of the utilized agricultural area i
the province of L'Aquila;

- Share of women in employment higher th
in the domestic agricultural sector;

- Mortality rate of agribusiness lower than
the average of the economy;

- Fertile Territory;

- PGI Carrots;

- Excessive fragmentation of enterprises;
- Lack of organizational forms district;

n- Agribusiness size below the national
average;

anTiny turnover,
- Competing use of resources among pres
activities;
- Inadequate infrastructural and logistical
equipment;
- High number of business conducted by a
single person (71%);

- Low percentage of diversified companies;,

ent

Opportunities

Threats

- CAP 2014-2020;

average;

- Growth in the number of young people w
are approaching the world of agriculture;

- Improvement of production capacities;

- Presence of some large agro-businesses

- Growth rate of exports above the regional international markets;

- High competition on national and

- Agricultural entrepreneurs of Abruzzo wit
hbigh average agg@nore than a third are ovel
sixtyfive)

- Significant decline in the number of
;regional agri-food businesses;

- Very low values of exports than the
national average;

- Lack of tools for planning long-term
strategic.

=y

Some factors are particularly important in ordeumalerstand the limits to growth in the area
of Fucino and to formulate hypotheses for the dgwelent of this territory: the analyzed data
and the surveys conducted show excessive fragnantatFucino’s agri-food businesses that
are numerous, but with lower profits than the nalaaverage, of which a high percentage is

even lower to 8,000 euro per year.

Furthermore, it is evident the lack of appropriateictures, both times to the increase of
production efficiency, both in logistics terms fidre distribution and the export of the
products. However, the tangible resources and ptadudata suggest that the Fucino area
can achieve substantial growth trends, if it impats an integrated and shared development
plan. Considering the analysis of conceptual drebrietical framework, and the benefits
identified in the literature review, related towetk economies in the agri-food businesses, it
is believed that the most effective organizatioaadd strategic solution is certainly an
organizational model based on a network of agrdfbosinesses.

Concerning the promoter subject it seems sevetatnaltives: on the one hand the Public
institutions-Region, Province, Confagricolturaould convey and implement such project,
on the other hand it shows the presence of cedaiarprises - that are, in terms of size,



quantity of production, distribution, number of doyees similar to real industries - that
have the characteristics suitable to give risegooaess of bottom up growth type.

Currently, the company's small size and low prbfity do not allow the maintenance of
employment opportunities and an appropriate degfeeompetitiveness at nationwide and
worldwide level. However, through a policy of aggleration Fucino agri-food businesses
can eliminate or reduce some of the weaknessesegtainal threats detected: first, the
network can reduce the competition between entaprin respect of the resources usad
the water needed for irrigation furthermore combining economic resources it cawvige
the area with appropriate infrastructure to managequantity of production and to expand
sales, mainly by exploiting the trend of growthexfports that is high in the region, rather
than a current number of products exported thiawer than the national average.

A policy of agribusiness network increases the aiaigg power of many small businesses,
presumably increasing selling prices and thus tlaegm of each producer, compared to a
reduction in costs due to the use of economiescaliesand scope and strategies based on
specialization and innovation of products.

So if local businesses are able to implement aesjyaof agglomeration and get the benefits
described, the agribusinesses network can proceaccdmmon branding strategy and create
a brand that can make recognizable the productsrgio plain of Fucino and it allows to
compete in Italy and abroad.

Limitations and Further Research

The research arises from an analysis of seconddayadllected by national agencies, making
without a direct numerical measurements and qizive surveys in the place and within
enterprises subject of the work; furthermore, thethdr emphasizes a high difficulty in
finding data on the specific area of Fucino.

However, the present paper is the first part ofr@atter study that aims to achieve the
processing of a detailed development plan of théaginesses of Fucino. Future research
involves first an accurate survey of enterprises their production and distribution capacity;
therefore it is considered important to administeuestionnaire within the same, made up of
both quantitative and qualitative surveys, aimedmetasuring mainly the possession of
structural and cultural features and willingnessegiablish business networks, with the
assumption that the culture and objectives of pnéireeurs are a key aspect of the success of
the aggregation strategies. these aspects anetiab$er future effective implementation of
the strategy hypothesized.

Managerial | mplications

As mentioned in the description of the results, pmesent study has several managerial
implications in particular on the agri-food busises; first of all, it provides a summary of the
current state of the agro-food enterprises of Fycimghlighting current limitations and
weaknesses and subsequently assuming an organaatind managerial solution that is
deemed appropriate for the model of Abruzzo busiess

The reasons why a network strategy is the mostogpiaite and the benefits that this can
bring to the producers of Fucino have been prelyodsscribed. The work thus contains
important information for policy makers and authies, that will have access to a descriptive
framework of the context and to a summary of thennwharacteristics of the agri-food
businesses; they can act and legislate in ordémpoove the organizational situation and
thereby increase competitiveness of products, xample through funding aimed to build
manufacturing and logistical shared infrastruct@tategic consequence of the establishment



of a stable and functional business network, isctieation of common brand that would give
awareness to crops grown in this area and trarssouind the world their principal qualities.
However, the future analysis turns out to be deeign order to assume substantial and
specific strategy for place development; it will mnage through direct administration of
questionnaires and it intends to detect more detailata, the degree of openness of the
companies, the tendency to collaboration, the teillovercome the structural and cultural
limitations and to share a communal purpose.

The management model of agribusinesses networlefigitgly replicable in other Italian
territories, that have limits similar to those désed above although they produce excellent
foods; in any case, the strategy has to consideal Ispecificities and characteristics of
individual firms. However, an effective implememtat of the assumed strategy and the
subsequent monitoring of results achieved, canigeouseful information to spent in other
areas of Italy.
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