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Consumers can maximize their utility by applying the ideas of selection, demand, availability, markets, substitutes, and population change (Heshmat, 2022). In this way, he or she is going to be capable of making more financially responsible decisions and avoid feeling remorseful down the line. Ferrari, a premium car manufacturer owned by Fiat, is using economic concepts such as consumer choice, fluctuating demand, supply, alternatives, and the impact of population growth and decline to increase profits while preserving the exclusive nature of its vehicles. By limiting production to 7,000 vehicles annually, Fiat can exert pressure on the market and benefit from rising demand brought on by rising incomes in many developing countries.
Ferrari's 2020 business was 65%, with repeat customers. Client satisfaction and a small buyer pool explain this. Asian economies are growing increasing demand. Still, customers matter. Ferrari has a 31% sports and 17% GT market share. While industry growth creates opportunities, many comparably configured companies increase competition. This essay summarizes its competitive environment. This helps companies assess external business factors.
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Maranello-based Ferrari produces expensive sports cars (Fries, Dutton, and Lambert, 2017). In October 2014, FCA—which owned 90% of Ferrari S.p.A.—announced its split. FCA stockholders received Ferrari's business, with Piero Ferrari retaining 10%. The spin-off ceased on January 3, 2016. Formula One's most profitable team has won the most constructors' and drivers' championships. Ferrari automobiles represent speed, luxury, and wealth. Maranello's 16.5-hectare factory makes Ferraris. 2014 Brand Finance declared Ferrari the most powerful brand. In 2021, Ferrari had $52.21 billion in market capitalization, ranking eighth.
The Ferrari 125 S was the first and the compact two-seat sports/racing V12 automobile was only constructed twice. 1949 and 166 Inter was the company's first grand touring road automobile (Ruda, 2018). Carrozzeria Touring Superleggera created the first 166 Inter's two-door berlinetta coupe. Road cars dominated Ferrari sales. Pininfarina, Scaglietti, Vignale, and Bertone were some of the initial Ferrari coachbuilders. Two-seat front-engined V12 road automobiles were typical. Ferrari's 1950s and 1960s platforms worked effectively. The first multiple-rear mid-engined Ferrari was the Dino in 1968. A V8 Dino was constructed. Many 1980s, 1990s, and current Ferraris used this rear mid-engine layout. Almost 50% of the marque's road cars use V8 engines. Ferrari has made flat-12 engines before. Ferrari made 2+2 mid-engined V8 automobiles. Despite their distinct appearances, the GT4 and Picasso were similar to the 308 GTB. The 1973 Ferrari Berlinetta Boxer was a mid-engined 12-cylinder. The subsequent mid-engined 12-cylinder Testarossa is one of Ferrari's most iconic road cars. The V12 Lusso and V8 Roma, Portofino, and Lusso T are the latest front-engined 2+2 automobiles from the business. V8 front-engined 2+2 roadster performance sports cars started in California. Beginning with the LaFerrari in the early 2010s, Ferrari switched to in-house Centro Stile Ferrari design for all road cars.
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The point at which supply and demand are equal is known as the equilibrium price. Unless there is a change in demand or supply, prices tend to settle back to their previous level. Price-equilibrium shifts (Sengupta, 2021). In the early 1990s, the Ferrari company sold only 2,000 cars annually. Fiat appointed marketing expert Luca Cordero di Montezemolo as Ferrari's chairman in 1992. Montezemolo quickly overhauled the automaker. Starting from two obsolete models to a growing number of nine new ones, a dedication to engineers was found. From 1992 through 2014, Montezemolo's quality and marketing strategy included limiting output to create a sense of rarity. Ferrari sold 7,255 automobiles in 2014, while Maserati sold nearly 40,000. Preferred consumers could skip the long waiting lists due to restricted production. 
A few of the consumers made it a habit to purchase Ferraris regularly to remain on the company's preferred customer list. Customers who were particularly dedicated to Ferrari may purchase one of the limited-edition "halo" autos. Based on a full-scale maquette, the roofless F60 America, which was first shown to the public in 2014, sold all ten of its USD2.5 billion roadsters before manufacture. Due to the limited manufacturing, the resale value is guaranteed to be high. In August 2014, Bonhams achieved an incredible price of USD38 million for the sale of a 1962 Ferrari GTO. Montezemolo thought that Ferrari might gain from the waitlist and restricted model policy without jeopardizing the satisfaction of its customers.
The limited manufacturing led to the creation of lengthy waiting lists; nevertheless, clients who were considered to be "preferred customers" owing to the frequency of their purchases were allowed to skip the waiting list (Laban, 2015). Because of this arrangement, many customers felt compelled to make repeated purchases of Ferrari vehicles to maintain their place on the company's favored customer list. "Ferrari maintained a continuous stream of cash, totaling around 15% of annual sales, through its collaborations and licensing operations. This was even though volume wasn't quite so high until 2014. This new division of the company was established under Montezemolo's direction, and it was one of the factors that led to Ferrari's capacity to maintain its historically high amount of profits.
Brand Finance, an intangible-asset-valuation consultant, declared Ferrari the world's strongest brand (Fries, Dutton, and Lambert, 2017). Montezemolo's restricted-volume approach was straining FCA's leadership by 2014. Marchionne, a business school graduate, requested Montezemolo to resign in September. Montezemolo reportedly said Ferrari was now American on his way out, not as praise. As Montezemolo left, Marchionne became chairman and demanded more volume, especially in the Middle East and China. Marchionne predicted 9,000 Ferrari shipments by 2019. He attributed the volume growth to “growing demand in developing markets” and “demographic shifts as the size and spending capability of target clients.” (Boyle, 2017). 
Ferrari has one of the highest operating margins in the auto industry and sold cars for over USD267,000 due to its brand power. Under Montezemolo, Ferrari earned 15% of its annual sales via sponsorships and licensing, in addition to car, engine, and parts sales. 
In the mid-1990s, Ferrari licensed its brand power along with the identical prancing horse logo and the objective was to select the number of manufacturers and distributors of luxury and lifestyle goods, including watches, perfume, and video games (Heshmat, 2022). By 2015, Ferrari sold items in 32 franchised or corporation locations and online. Ferrari World, Abu Dhabi's first Ferrari amusement park, opened in 2010 with Formula Rossa, the world's fastest roller coaster. Ferrari management believed there were continuing opportunities to expand the company's brand presence "in attractive and growing lifestyle categories including sportswear, watches, apparel, electronic goods, and theme parks, which would enhance the brand experience of the loyal clients and Ferrari enthusiasts".
The combination of Fiat, the leading Italian automaker was founded and organized in 1899, with Chrysler, the consequently U.S. automaker founded in 1925, created FCA. In 2009, Fiat partially integrated the two enterprises to expand beyond a faltering (Molenaar, 2020). European market and Chrysler wanted to employ Fiat's technology for developing fuel-efficient and smaller cars specialized for North America. Fiat bought more Chrysler shares over the next few years before taking full ownership in early 2014, a competitive year for the global automobile business. In terms of production, FCA was the seventh-largest automaker in the world. Automobiles for the general market and the luxury market were designed, built, distributed, and sold by FCA in approximately 40 countries. FCA was responsible for these activities.
Even though it only accounted for five percent of revenue in 2014, the luxury brand subsidiary of FCA contributed 21 percent of the company's EBIT. This was due to its extensive vehicle portfolio. Amidst mounting pressure from competitors and the economy, Marchionne presented a strategic plan for the next five years in 2014. (Van, Pfann, and Ridder, 2018). The plan called for an aggressive reorganization for the period of 2014–2018, with the goals of strengthening, differentiating, and globalizing its brand portfolio, as well as unifying the production architecture for many brands to boost productivity. A few weeks after Montezemolo's departure, Marchionne made public Ferrari's intention to dissolve its partnership with FCA. A few months after the initial public offering (IPO), FCA split off about 80 percent of Ferrari's stock. Following the spin-off, FCA stockholders were given a stock dividend consisting of Ferrari holdings. After the spin-off, the Ferrari family would keep 10% of the company's shares while the remaining 90% would be traded publicly. FCA was able to reap multiple benefits as a result of the IPO and spin-off of Ferrari.
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Where sellers can set their prices, consumers pay varying amounts that may go unnoticed by economists (Laban, 2015). With such price differentiation and limited information on prices, such as, for example, observing retail prices from catalogs or average prices, the structural initial estimate of a demand and supply prototype of differentiated products is considered in this article. In this model, demand-side usual moment conditions and supply-side constraints work together to lead to identification. Estimation of the model can be achieved by the generalized method of moments (GMM) using a nested convergence point algorithm that generalizes the standard contraction mapping method to our context. 
We find that price discrimination-driven discounts are significant. It's estimated that the average rebate is 9.6 percent, though that number can swing wildly based on factors like the demographics of individual buyers and the details of the vehicles they're interested in. Our findings corroborate other evidence regarding French transaction prices. Premium car sales have many access points. Analysts classified the industry into standard premium and super luxury segments. Audi, Mercedes, BMW, Lexus, and Infiniti were typical premium brands. Ferrari, Spins, Porsche, Bugatti, and Chiron were lower-volume ultra-luxury brands that relied on their European heritage for branding power. 
Ferrari was compared to Hermès and Prada, not vehicle makers. These businesses had high-margin, limited, and low-volatility models (Sengupta, 2021). Ferrari spent less on marketing strategies and used only formula one to advertise itself, despite its enormous capital expenditure. The world's largest automobile market, China, grew its demand for premium cars in 2015. WardsAuto said that Chinese luxury auto sales have grown 20% annually. In 2014, premium cars grew much faster. BMW Group sold 1.8 million BMWs and 4,000 Rolls-Royces in 2014, up 9.5% and 11.9%, respectively.
Limited manufacturing led to long wait times, but repeat buyers may jump in the queue if they were given special status (Van, Pfann, and Ridder, 2018). Several customers felt compelled to make repeated purchases of Ferraris to remain on the company's "preferred customer" list. Marchionne predicted that Ferrari's annual shipment of cars volume will increase to 9,000 units by the next year, from the 4,000 units shipped in 2018. This was because Montezemolo had slowed production until 2014. It was under Montezemolo's direction that Ferrari expanded its sponsorship and licensing business into a reliable source of cash, eventually accounting for about 15% of annual sales.
Others claimed Ferrari was more akin to Hermès or Prada than a traditional automobile maker. Companies in this category typically kept to low-volume, low-volatility, high-margin business models (Ruda, 2018). Ferrari's capital expenditures were far higher than those of competing premium brands, yet the company spent much less on marketing thanks to its focus on Formula 1. While the company is free to maintain its standard methods of advertising, any additional efforts to promote the company's name, goods, or geographic presence to generate optimism about the company's securities may be unlawful. The mandatory "silent time" was the official term for this stipulation.
Sales of these types of high-end products are influenced by how well they are earning or received by society (Molenaar, 2020). Demand for Ferrari's high-end automobiles may decline as anti-wealth-concentration attitudes grow. Concerns about pollution and global warming have prompted researchers to look into non-traditional transportation options. The Austrian government's adopted regulation of "more roads entails more automobiles, more traffic," is an illustration of the shift in popular opinion. It's also very important to keep track of how self-driving car technology is experiencing innovations and how people are influenced to buy into the trend. Convenience may sway customers to choose pricier models over more well-known premium brands.
Ferrari has 168 authorized dealerships and 188 retail outlets in 60 different countries to better serve its consumers. The Ferrari dealership network is not managed by Ferrari; rather, the Italian automaker carefully chooses each location based on its track record of performance (Boyle, 2017). Consumers place a great value on the resale value of a vehicle, which is why after-sales maintenance is necessary. The suggested MSRP is provided to dealers as a reference point; however, they always retain the right to negotiate the actual price and payment terms with each customer. There is not a high rate of dealer turnover, and it is also considered to be a mutually beneficial partnership, with dealers reaping financial benefits from the Ferrari name while also helping to maintain the stringent standards befitting a luxury automobile manufacturer. In other words, it is a win-win situation for everyone involved.
In the year 2020, repeat clients were responsible for 65% of Ferrari's business. This is a result of both a better level of customer satisfaction as well as a slight decrease in the number of prospective purchasers. Demand has been on the rise throughout this time of sustained economic expansion across Asian economies. Despite this, the customer's voice continues to have a considerable amount of weight.
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Selection, request, availability, industries, substitutes, and demographic changes maximize consumer utility. Thus, he or she can make better financial decisions and avoid regret. Ferrari, owned by Fiat, is using economic principles like consumer choice, rapidly changing demand, produce, alternatives, and population shifts to increase profits while maintaining its exclusive vehicles. Fiat can benefit from income growth in many developing nations and market pressure by limiting output to 7,000 vehicles per year.
Ferrari's 2020 repeat business was 65%. Satisfied customers and limited buyers explain this. Asian economies demand more. Clients matter. Ferrari is 31% sports and 17% GT. Industry growth provides opportunities, but many similar companies increase competition. This essay describes its competition. This aids business evaluation.
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