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PUHKH. BaxiaMBHM acmekTOM MisSUTEHOCTI MIATIPHEMCTB Ha 30BHINIHIX PHHKAX €
pO3pOOICHHS ONTHUMAaIbHOI MapKETHHIOBOI CTparterii , ToOTO Takoi IMOBEXiHKH
KOMMaHii, sika 0 3a0e3medyBajia JOCATHCHHS IIEBHOI METH NpPU BCTaHOBJICHUX
MOJJIMBOCTAX B O3HaueHWH TepMmiH dacy. Came 1ie B 3Ha4HIA Mipi i BingpizHAE
(hopMyBaHHS MI>KHAPOTHOI MAPKETHHTOBOI CTpAaTeTii MOPIBHAHO 3 MApPKETHHTOBOIO
CTpaTeri€lo Ha BHYTPIITHBOMY PHHKY , sSIka 00yMOBJIEHa KOMIDICKCHICTIO 3aBIaHb ,
sSKi CTOSATh mepen mianpueMcTBamu. lle Bkasye Ha 3Ha4Hy HEOOXIIHICTh
0araToCTOPOHHBOTO  JOCHI/DKEHHS  Imporecy  (OpMyBaHHS  MDKHApPOJHOI
MapKeTHHTOBOI cTpaTerii B yMoBax riobaizarii.

Jdnst  nocsirHeHHs 3Ha4HOTO edekTy 3aBIsiKd (QOpMYBaHHIO CTparerii
MDKHApOJHOTO MapKEeTHHTY, IiJIPHEMCTBO HOBUHHO BPaXOBYBaTH:

- KOHKYPEHTHE  CEpelOBUIE  CBITOBOIO  pUHKY Ta  BH3HAYCHHS
KOHKYPEHTHOI Mo3uwii (GipMH y HhOMY;

- OpraHi3alifo CHCTEMH YIPaBIiHHSI BHPOOHUYO-30yTOBOi MiSIIBHOCTI 3
ypaxyBaHHIM €KOHOMIYHOI CUTYyaIlii y CBiTi;

- TeHJCHIII1 iHTepHAIliOHATI3aMi] CBITOBOTO rOCIIOIAPCTBA;

- CTOCYHKIB MiX pi3HUMHU KpalHaMu Ta ocobImBOCTEH
30BHIITHPOCKOHOMIYHHX BITHOCHH ;

- MOTUBM IHTepHamioHamizanii Oi3Hecy, IO CIIOHYKAalOTh HalliOHAJIBHI
KOMIaHii 37iHCHIOBaTH MDKHApoqHUN Oi3Hec, BCTymaTH B  MDKHApPOIHY
MapKeTHHTOBY JiSUIBHICTh JJIsI pO3MIMpeHHs 30yTy, NpHIOaHHS pecypcis,
JauBepcudikanis JKepes MocTaqyaHHs.

lonoBHUM  3aBIAHHSAM  MIDKHApOJHOI MapKETHHIOBOI  cTparerii Ha
MIAPHEMCTBI € pPO3po0Ka OCHOBHUX HANPSMKIB 1 METONONOTI PHHKOBHX
JOCII/DKeHb, BH3HAYCHHS XapakTepy Ta JDKepel HeoOXigHoi iHdopMariii,
3MIMCHEHHS KOHTPOJIIO KOHKPETHHX JOCIHITHHIBKAX MpOrpaM, Yy3arajJbHEHHS
OTPUMAHHUX PE3YIBTATIB 1 MATOTOBKH HEOOXITHUX PEKOMCHIAIIIH.

INTRODUCTION OF COMPETITIVE INTELLIGENCE FOR
ENTERPRISES IN TERMS OF EUROPEAN INTEGRATION

Naumchyk K.H., student, Artemenko L.P., PhD, assistant professor of
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National Technical University of Ukraine "Kyiv Polytechnic Institute"

At this stage of development and progress, is no longer enough to pay
attention or many times to get the victory over its competitors. Unfortunately, even
if one competitor is overcome (which may be only temporary), others will appear.
Many large companies now are in need of new capacities, innovations, new human
resources and so on.
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A lot of businesses mix the understanding of competitive intelligence with
industrial espionage, and have suspicions and skepticism due to unethical means of
obtaining information. In this aspect, there exists the substitution of values.

Competitive intelligence is aimed at the collection and processing of data
from different sources, and on the basis of obtained information management
solutions are formed which are aimed at improving the competitiveness of
commercial activity of enterprises/organizations. However performance of these
activities must be conducted within the law and enforcement of ethical standards
[1]. The main issues and debates of today is the ability to conduct such activities in
the legal framework and the inability to violate trade secrets of competing firms,
the ability of the enterprise to increase their competitiveness through data from
public access.

An alternative term for competitive intelligence is a business analytics,
which is a monitoring of enterprise’s environment in order for company to obtain
some important and urgent strategic decisions [2]. Competitive intelligence is both:
an analytical process and a product that converts scattered knowledge on the
opponent into relevant, accurate and useful strategic information on competitors:
the state of the company, its performance, its capabilities and plans for the
future [3].

Competitive intelligence is the process of obtaining and analyzing publicly
available information in order to achieve company goals, but which facilitates
organizational improvement, differentiation and target competition [4, c. 153]. It
helps to:

« conduct a solid SWOT-analysis of certain competitors, and to help to find
out in advance the opportunities and threats in the future;

» improve and differentiate strategy and the company's position on the
market, improve operational and financial activities;

» win the competition for scarce resources such as staff, time, money and
knowledge;

 outperform competitors on key factors of success: relationships with
buyers, access, influence and support in re-distribution channels;

« avoid errors that were done before or could be done by competitors;

 maintain or increase the share in the costs of the buyer and or attract a
competitor’s buyer.

In the context of globalization and the spread of the Internet, social
networking information is easier to get, but at the same tome it is actually harder to
get. This is so because you can find much information about your competitor, but
the accuracy of this information must be re proven by other sources as well. Your
advantage is depending on obtaining reliable, accurate and exact information
which will contribute to the understanding, prediction, and explanation of the
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situation. The chances of success of the enterprise/company/organization depend
on this.

In order to obtain accurate information and success, it is possible to be
tempted to obtain information from any source that is available, even unethical.
Competitive intelligence is referring to publicly available information; it sets it
apart from industrial espionage [1].

One should not assume that competitive intelligence alone will make the
company a leader in the competition for resources and customers. This tool is a
process that must carried out by the experts with sufficient experience and ability
to distinguish useful information from useless and unnecessary.

Competitive intelligence is a tool for enterprises that will help companies to
build market position, to understand better the competitors, their strategy and
tactics, and consumers.

All sources of information that can beat the competition can be divided into
three groups [4, ¢.158]: individuals of the enterprise which carries out competitive
intelligence; third parties; competitors.

The individuals. First we must always look for information that will be
available almost immediately. This information can be found inside the company
through its employees and colleagues. Each of them can share their views and
thoughts about the competition: some may have previously worked or had to deal
with a competitor and can provide very important insight. To obtain such
information profiles can be made, where each employee can speak and at the same
time, if desired, remain anonymous. This questionnaire can be grouped by sector.
You can also announce a contest where the employee who will provide the most
important information will receive a valuable gift.

The next important source of competitive intelligence is a third party. These
are people and organizations that are not related to your business but that have
some information about the target competitor.

This may be the organizations that request information of our company:
financial analysts, social institutions, agencies, statistical agencies. The bilateral
relations with this category of professionals must be built. In this case not only
they receive information about our company, but they become the source where we
can get the useful and necessary information about competitors.

By the third parties also include advertising agencies, which can help to
analyze the popularity of the company, its market share in relation to competitors.
These people may be valuable specialists such as lobbyists, professionals from
public relations agency, lawyers and other involved professionals. They will be
able to explain: what goal does pursuit the competitor? What did he do to achieve
success? What and whom he uses for this?

Third, but not least important source of information are the competitors
themselves. They can talk about themselves due to these two important reasons:
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« personal or corporate prestige and reputation;

* publication of any related to them information.

Department of competitive intelligence can find this information and, after
conducting a thorough analysis, give managers a valuable advice as to what does
the enterprise/company need in order to become a leader in the competition.

For this venture, which will be introduced on the enterprise, competitive
intelligence department should find experts. Unfortunately, at this stage, there are
not enough Ukrainian specialists in this field of expertise. But in terms of European
integration, Ukrainian companies have opportunity to attract foreign experts and
specialists who will be able to share and introduce their expertise and experience at
the enterprise.

The European Union could provide a real opportunity for Ukrainian
enterprises in becoming more competitive on foreign markets through exchange of
experience of competitive intelligence, and training activities for Ukrainian
specialists. It is also offered to select employees and sent them on training sessions
which are conducted outside the country.

This article has provided information on the implementation of competitive
intelligence for the enterprise in order to obtain from its implementation
competitive advantages and general information relating to competitive
intelligence. The analysis found that competitive intelligence is a critical element
of successful operation for the business today. Due to European integration,
Ukrainian companies have a real opportunity to gain experience and learn from the
European competitive intelligence environment. It should be noted that competitive
intelligence uses only legal and ethical methods of obtaining the information and

does not violate any administrative and legal rights of enterprises and people.
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[MpoGnemoii kimaccudUKaKM PUCKOB YYEHBIE 3aHMMAIOTCS YyXKe JaBHO.
[TpakTHyeckn B KaXI0i KHATE, TIOCBSIIEHHON BOIIpOCaM PHUCKA, TPUBOIUTCS OAMH
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