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Competitive intelligence has not been known regentl necessary to adapt the methods used by intelligence

Such processes as industrial or commercial espienag
known much more. The actions, which are used ierotal
be protected from the mentioned influence, arectlews:
making the lists of commercial secrets, officiajukations,
protection of corporal and informative data and eth
currently used tools. The competitive intelligenadich

plays an especially important part in the context o

globalization, is considered to be more significamith
developing technologies (Blenkhorn, 2005). In
institution strategic decisions are made by exeestiat the

services for business goals. Providing securitysdoet
play the main part in this case. (SCIP, 2011).
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Introduction

The topic is as follows the field of activity of

anycompetitive intelligence is rather new and resesdch

very little not only by Lithuanian authors but alby

highest level. According to the Doctor of Science ascientists of Western universities. So it seemsbé¢o

Pittsburgh University John E. Prescott, the exe@siof the
highest level with no reaction to rivals actionseanot
forgiven (Prescott, 2004).

So it is possible to characterize the first potaintlients

purposive to define the environment of competitive
intelligence also to assess the methods of setgetil

assessing consumers. The methods, which were
practiced by various intelligence services and rlate

who might buy the services provided by competitivedapted for the use in business, are defined iartie.

intelligence. Large international corporations cdubecome
such customers. On one side, such corporations have
alternatives of their choice, they are: buying cetitive
intelligence service from independent companiesiding
professional services or establish an internal dataent of
competitive intelligence as a separate element sraa
element working inside the detachment which hasaaly
been acting. Anyway it is clear that a lot of paegtions are
necessary working with large corporations to prothe

The book written by Sun Czy (Griffith, 1971) is
considered to be the first book on competitive
intelligence adapted for the use in business. Tdwk®
“Intelligence Essentials for Everyone” (Krizan, P99
and “A Compendium of Analytic Tradecraft Notes”
(Directorate of Intelligence, 1997) written by thethors
from the USA are considered to be one of the mostl
appreciated original books wused by competitive
intelligence. All these works helped potential aomgrs

advantages of the services provided by competitivef competitive intelligence services to understahd

intelligence (Fleisher, 2001). The available exgece is
one of the main arguments which could be presebted
specialists of competitive intelligence. There am many
institutions preparing trained specialists in theld of
competitive intelligence which would currently worko
mostly such specialists having got university degrén
economics, law, management, administration or offedds
also having attended special training
experienced at working in special operational orcre¢
services. Miller names the experience which spistsabf
competitive intelligence had got in
governmental intelligence also working in detachtaeof
analysis of information as an evidence of their ikde
qualification (Miller. 2004). Later on due to th&@ts made
by the Association of Competitive Intelligence Bssfonals
(ACIP) and some scientists the new professionadction

worth of information provided by intelligence. & also
important that due to these works the society wasad
towards the conception that secrets, confidengialit
secret agents, espionage are integral parts dfigetece
characterizing it as a certain activity. It is imch
environment that the business started to devela@p th
conception of analytic and organizational instrutaen

courses arewhich would agree with the goals of business andlgvo

be acceptable for stockholders. It is necessargnmark
that according to John E. Prescott competitivdligence

military and became one of the basis in the business for such

corporations as IBM, Xerox, Motorolla, Procter &
Gamble, Intel, Microsoft and others (John E. Prdsco
2004). Despite the fact that the USA are suppogduet
the origin of competitive intelligence after thestteying
of the Soviet Union the specialists of another déon

also such profession as a specialist off competitivin intelligence who can offer their assistance and

intelligence appeared. The experience of
intelligence services proves the importance ofexithg and
analysis of systemic information provided by ingelhce for
business (ACIP, 2011). Nevertheless it is necessary
remark that the main aim of business is gettindipseo it is
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nationakxperience to business appeared. No doubt that the

methods used by the specialists who worked in the
former Soviet Union are different comparing witte th

methods used by American intelligence services that
cause the competition between the different types o
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experience. This fact means that business had gi¢rw officers of secret services, is strongly restricted

possibilities to use the experience of the botbesis well as
their obligations (Miller, 2001).

available in secret services rulebooks which regula
using by civilians information and knowledge obtain

The object of the article is the methods of assessing when in service.

consumers used by competitive intelligence.

The article aimsto analyze and assess the methods of
selecting consumers and assessing their demands hyse

competitive intelligence.

The research methods usedwere as follows: a
systematic comparative and structural analysiscansific
literature on economics, logical analysis, qualimtand
gquantitative analysis.

The working environment of
intelligence

competitive

The patterning of the processes of competitive
intelligence

This patterning will be done on the purpose to
strengthen the reliance of potential consumers of
competitive intelligence on the services provided b
specialists of competitive intelligence.

The demand for
competitive
intelligence

It is very important for customers buying the cotitpe
intelligence service to understand that the resufs
competitive intelligence program must be generdlizmely
and become the basis of the corporation’s polidhaevit any
doubt. One of the goals of competitive intelligemeéo save
time which would be spent to deal with the problemsl G
connected with different situations (Prescott, 20Q4s also
very important for specialists of competitive ifiggnce to
unite the tasks set by different detachments of the
corporation to achieve the general goal. J. Presemted the
methods, which could help specialists of compatiti
intelligence to offer large corporations such infation or
service which would assure the potential consurnttexsthe
offered service is reliable, as the main problemilavh
searching the potential consumers of the serviogiged by
specialists of competitive intelligence (Wright,0&). Here v
three main directions can be accentuated:

Relations with clients:
how deeply the client:
are involved into the
processes of
comnetitive intellinence

a

Work of competitive
intelligence

Regular communicatio

1. The information to examine the problem must be with clients
shaped into an analysis.

2. Effective communication is necessary in order to
adapt the results of the analysis for consumers
demands.

3. Unethical behaviour destroys reliance. This point . —
should be emphasized considering a proprietary Esseor}tg;”t;’fn?\t:s“e
lr)igh_t to intellectual property and its importanae f ime"igence

usiness.

While providing competitive intelligence services i

different countries, it is very important whethe tmethods

used by competitive intelligence could break avddain v

those countries juridical instruments or ethicansiards. Initiative issues
According to Robert Seal, former specialist of liigence in 3

the USA, who later founded a non-commercial orgation
called Open Source Solution (OSS), a large amodnt o
valuable reconnaissance information can be obtairsiug
directly and purposively the sources of informatmpened
for the public. But other authors maintain thathaltgh
above mentioned remarks are important they cangivat
complete information how specialists of competitive
intelligence assure reliance of potential consunadrghe
services provided by specialists of competitiveeliigence
(Negash, 2004). No doubt that consumers’ reliareqgedds
on the sort of informative product which specialistf
competitive intelligence are capable to offer (Lza&
Rousseau, 2000).

It is necessary to remark that the work which isadby
specialists of competitive intelligence, very oftéormer

[ Events in the market

Figure 1. Part 1. The scheme of strengthening the reliance
on competitive intelligence

Rick Chaibell, the specialist of the competitive
intelligence of the company Caterpillar, suggessma
created by him scheme of strengthening the congimer
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reliance on
competitive intelligence. It is necessary to nbia the given
scheme was successfully used by several large icdipas.

The scheme given above is an introduction to more yy
competitive

thoughtful elements of the scheme of
intelligence. So the consumers of the informatiofiected,
analyzed and presented by competitive intelligeremaain

the services provided by specialists of

Regular cooperation

. : D 3
with clients

Products released

the main motive power for the services provided by

competitive intelligence. For example, the appeaganf
new rivals in the market and profiling of availahigals
were the issue for the corporation Caterpillar. Thecialists
of competitive intelligence worked during the periof the
crisis in Asia, what was directly connected withe th
corporation Caterpillar as the main and the mosigdeous
rivals of the corporation were from Asia. The spésis of
competitive intelligence gave their available imf@tion to
industrial and marketing detachments. The inforomtivas
transmitted differently including presentationspags also
setting the information into internal web page difet
corporation (Intranet).

Essential relations with the main client]

v
[En

Relations with clients:
how deeply the clients are involved i
the processes of competitive intelligence

. The level of reliance
e  Appreciation
e  Additional enquiries

Demands met by competitive
intelligence:

e  Practical competitive intelligence
e  Apropos competitive intelligence
Quality of cooperation

Figure 1. Part 2. The scheme of strengthening the reliance
competitive intelligence
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Quality of the chain

Figure 1. Part 3. The scheme of strengthening the
reliance on competitive intelligence

Regular
cooperation with
clients

The skills specialist
of competitive
intelligence have

Strategic
intellection
. Quality of
cooperation

Interpersonal
e  Communicative
Analytic

Skills of informative
technologies

Special knowledge
the branch of the
business

Figure 1. Part 4. The scheme of strengthening the
reliance on competitive intelligence.

In our opinion, an available scheme of attractién o
the potential consumers of the services provided by
competitive intelligence should be appended by
recommendations from available clients connectetth wi
realized projects, also it is purposive to makadditional
scheme of the model of simulation. This model doul
help to prove the potential clients advantages haf t
services provided by competitive intelligence.

To overcome in the fight of rivals a lot of rulesea
available and one of them reports that in the ewufs
processes of globalization large corporations migikit
to defeat the smaller ones but the companies which
quickly adapt to business environment have assured
advantages comparing with those companies which
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avoid alterations. Rephrasing “the large one mifgtit to
outrival the smaller but the fast-moving one wiliraly
outrival the sluggish” (Pepper, 2004).

Business being in the process of reorganizatiaquéatly
experiences a lack of analytic data and managtiakion.
Working out and implementing business proceapable of

satisfying the needs of the market most completely
presupposes a close cooperation and an active rsuppo

provided by the top management of the businessaafson.
Basic changes in the attitude of management tettheture of
business organization and information data basisais
prerequisite for achieving positive results (GaideR010).

The level of satisfaction of works performed by
specialists of competitive intelligence is influedcby
two important factors:

1. quality of the services provided by competitive
intelligence;

2. mastership of professionals of competitive
intelligence.

Most specialists of competitive intelligence say to

achieve the goal set that is not an unimportant or

insignificant tasks. The clients of competitiveeiligence

must not be allowed to select information with melgto

its contents even if this information does not se¢erbe

It is necessary to remark that those specialists gbleasant for the top management of the corporation.

competitive intelligence, who are capable to usethair
work methods of traditional competition as well
innovative ones, have assured advantages.

Sometimes it happens that specialists of competitiv

asintelligence give information of critical charactewards

the work performed by the client. In this case ¢hent

The use and development of workforce’s intellectualshould be interested to accept the critical remarks

powers, dissemination of a product and its usadeyatbs
organizations to refuse traditional ways of manag@m
moreover, to turn back to possibilities and knowkeaf an
individual as well

specialists of the competitive intelligence andrioye his
work (Prescott, 2001).
Specialists of competitive intelligence said thap t

as to develop the philosophy ofmanagement of corporations appreciated the work

management based humanistic values. A role of detea performed by specialists of competitive intelligeranly

within an organization is universally acceptedhasiimpellent
in the innovative process by stating that, in ortterassure
success and innovativeness of an organizatiorgppkcation

when they got the real benefit from the servicevipled
by them (Prescott, 2004). Their information helged
react timely to rivals’ actions, their influence prices,

of not only experience and possessed organizationalrofit and the part of the market. Such sort of

knowledge is important; however, organizations todlbw
the knowledge philosophy in the creating new knogye
cooperation of employees presuppose value. Intdocepf
new ideas, creativity is based not on competitiot bn
cooperation philosophy that is transfused withdbkure that
creates a premise for employees to share knowletige,
complement one another by transferring this to atp@rs in

information with no doubt engages new clients aed/v
often administration of corporations involves spésts

of competitive intelligence into groups of strategi
planning because of having no doubts about definite
advantages of the service provided by competitive
intelligence. Sometimes potential clients identifye
service of competitive intelligence as a securitgtem

seeking for a company to become open for innovationimplementation in the company. And the servicelfiise

(Sedziuviene, 2009).
The other important step of competitive intelligens to

treated as a part of security audit (Tint, 201@)tt®& top
management of the corporation must understand that

decide at what stage and how deeply the clients afompetitive intelligence should be treated as arsdp

competitive intelligence will be involved into theork done
by competitive intelligence. The suitable way offpeming
the task is involving the consumers into the woukiry the
period of collecting of information. This way allewo find
the customers demand for information about conipetit
situation in the market. It also seems to be puveo$o
inform the consumers about the collection of infation,

and independent service. Effective corporative
communication plays an important part in compatitio
between corporations especially in the case ofiscris
Specialists of competitive intelligence often usehs
communication as well (Yee Choo, 2001).

The understanding of Corporate Communication is
focused on two methodological aspects: to desdtibe

the information used to make conclusions, spread afelation of social environment and business exjoass

information and feedback. It is important to emghagthat
in the process of competitive intelligence as vedlin the
work of operative services feedback to the taskfopmed,
certificates prepared, conclusions drawn
Otherwise specialists of competitive intelligence veell as
officers of secret services might loose motivatma find no
sense of their work done. So the feedback showistliza
tasks performed by them are required and usefultier
consumers of the service.

management of corporate communication system and
maintenance of company‘'s business strategy -
implementation of practical decision&ccording to the

is necgssa first methodological aspect, this understandinglags

the integration of Corporate and Marketing
Communication in tomorrow's company, and discusses
model of the Corporate Communication system of
managing. According to the second methodological
aspect, it is necessary to explore the case farvaiue

One of the first steps in the process of competitiv of, Corporate Communication practice in professiona

intelligence is to deal out the roles which will played by
specialists of competitive intelligence, top mammaget and
managers of separate detachments.

Permanent cooperation with the clients of competiti
intelligence enables during the process of competit
intelligence to correct the character of informatibeing
collected and analyzed and procedures done.

-199 -

development (Vedder, 1999). According to that
conceptual paradigm, the Corporate Communication
offers strategic management functions. Dependinthen
organization, Corporate Communication includes:lipub
relations; crisis and emergency communication;
corporate  citizenship;  reputation  management;
community relations; media relations; investor tielss;
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employee relations; government relations; marketingpractice which not only would be timely but alsdphto

communication; management communication; corporatéetermine qualitative and regular relations witteot

branding and image building; advertising. Generadjzand detachments of the corporation.

conceptually basing, it can be claimed that sudakss

professional development of the next generation of gglection and accentuation of clients

Corporate  Communication executives will focus on

understanding of Corporate Communication functiansl It is a mistake to think that any customer can auy

on strategic implementation capabilities (Valackiep010).  service of competitive intelligence. At first it is
Consolidation of the top management of the corpamat necessary to understand the need and benefit of the

aiming at the achievement of the general goal @andmed service provided by competitive intelligence. listbase

as an additional benefit provided by the service ofspecialists of competitive intelligence should arige a

competitive intelligence. forward consultation. The following stages, whickgh
There are a lot of indications which prove sucadssf specialists of competitive intelligence to seleosgibly

performing of competitive intelligence. We will nanthe  potential clients, can be accentuated (Fleishé?320

main ones:

Table 1
The main indications proved The control questions for the selection of potentla
successful competitive intelligence clients of competitive intelligence.
performing
Nr. Control guestions
P N 1. The problem the corporation has met
» 2. The goal
UL LS 3. The amount of employees in the corporation
N < 4. The structure of administration in the corporation
5. The detachments of the corporation and their fonsti
( ) 6. Possible financial resource
Volume and amount of given tasks 7. Possible human resource
\ J 8. The power specialists of competitive intelligendé get
9. The period of time to perform the task
( 10. | Expected result
Involving of specialists of competitivi
intelligence into working groups . . .
L After having asked the control questions and having
collected all the necessary information, specilist
- ~ competitive intelligence select the potential déeand
Increase of the budget of competitive present the offers of cooperation. Besides, ieisessary
intelligence to tell the conditions which are required for therkvof
~ - the specialists of competitive intelligence. Ortent the
p . expected results will be achieved (Dutka, 1999).
The service of competitive intelligence can usually
Variety of the tasks be bought only by large international corporatiddther
\ J authors maintain that they are usually large irggomal
companies which have a lot of subsidiary compaarebs
e ~ a great extent of export (Saboniene, 2009).
Training for the staff of the corporatign Professor Boguslauskas wrote a lot about the
L ) problem_s which are faced not only by Ia_rge intdqmil
corporations but also smaller companies workinty o
p N in one country meet. The author notes '_[hat the
Participating in strategic planning combination of several factors creates a real ceitihyee _
advantage. They are knowledge, skills, technologies
\ J methods of work and information which could be fdun
in small “pockets” of the whole organization. Soimets
. ] ) these factors are hidden and often understood reciy
WEELE S B ol SpeerEss) and as a result are not appreciated. In ordemtb dind
competitive intelligence . L "
use these beneficial combination they need beumntjest

- J

carefully (Boguslauskas, 2009).0Other authors inirthe
Figure 2. The main indications proving successful scientific —articles also note the importance of
competitive intelligence performing. intensiveness of competition as one of the major
Every specialist of competitive intelligence shoalidh ~ features, factors of competition in the market. &behor
to find his place and employment in the corporatimul so tries to assess what information is necessary deroto
contribute to successful work of the corporationo S create a system of providing control of competitive
competitive intelligence should study the produased in  ability with information (Snieska, 2008).
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That demonstrates the importance of supplying with depends on successful selection of the model of
information for business. Although the author neith strengthening the reliance on competitive
emphasizes nor concretizes the importance of cotiveet intelligence.
intelligence for business competitive intelligeneeuld play 3. Successful presentation of the service provided
the main part providing business with informationda by competitive intelligence directly influences
products of analysis of it. searching of potential customers of the service

So summing up it is possible to state that large provided by competitive intelligence.
international corporations, which have great finahc 4. The process of patterning of competitive
resources and are capable to invest money in thécee intelligence aims to strengthen the reliance of
provided by competitive intelligence without expegt a potential consumers of competitive intelligence
quick effect, are the main clients of competitimgeiligence. towards the services provided by specialists of

competitive intelligence.

Conclusions 5. Business being in the process of reorganization

frequently experiences a lack of analytic data and

1. Large international corporations, which have great managerial  intuiion. Working out and

financial resources and are capable to invest money implementing business processapable of
in the service provided by competitive intelligence satisfying the needs of the market most
are the main clients of Competitive intelligence. Comp|ete|y presupposes a close Cooperation and

2. Further work of SDECiaIiStS of Competitive an active Support provided by the top

intelligence in a business Organization direCtly management of the business Organization_
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Vaidas Gaidelys, Gitana Valodkien
Konkurencineés Zvalgybos, potencialj vartotojy atrankos ir vertinimo metodika
Santrauka

Dar visai nesenai konkureneéirgvalgyba kaip tokia nebuvo Zinoma. Labiau pasauBipomi tokie procesai, kaip ,pramoninis ar koniasc
Snipirgjimas®. O veiksmai, kuriais bandoma apsiginti nuinéty jtaky, komerciny paslagiuy saraSo sudarymas, pareiginiai nuostatai, fizlvei
informacire duomem apsauga ir kitos pé#ai paplitusios priemats. Tobuéjant technologijoms, neatsiejanaaidmer atlieka ir konkurencié Zvalgyba,
kuri ypat svarbi globalizacijos kontekste. Bet kurioje origagijoje strateginius sprendimus priima atia8sio lygmens vadovai. Anot Pitsburgo
universiteto moksj daktaro John E. Prescott, neatleistina, jei &aksSio lygio vadovai nereagugj&onkurent, veiksmus (Prescott, 2004).

Taigi galima iSskirti pirmus potencialius konkuréris Zvalgybos paslaugos pirkimo klientus. Tokie v@jg gabty bati, stambios tarptautirs
korporacijos. Viena vertus, tokios korporacijositdvi pasirinkimo galimybes: 1) ar pirkti konkurénés Zvalgybos paslaggis nepriklausom
profesionalias paslaugas teikiap bendrowviy 2) ar steigti savo viduje konkureném zvalgybos padalinkaip atskig strukfirini vienet arba jau
veikiargio padalinio suétyje. AiSku, kad bet kuriuo atveju reikalingas disléSankstinisidirbis stambiose korporacijose, siekigmtdyti konkurencias
Zvalgybos kaip paslaugos teikiamus pranaSumus.agignpagrindini argument, kuriuos gali pateikti konkurencia Zvalgybos specialistai, - tai turima
patirtis. Iki Siol rera labai paplitusios mokymistaigos, kuriose rengiami konkurenisrzvalgybos specialistai. Tédokie specialistai dazniausiai turi
universitetini iSsilavinima, ekonomikos, teis, vadybos, administravimo ar kitoje srityje yragaaspecialius apmokymus ir turi didgbatirt specialiose
operatyvirgse ar slaptosiose tarnybose. Kaip kvalifikacifoslyma S. X. Miller jvardija konkurencijos Zvalgybos darbuatdjirima patirt karinese bei
vyriausybirese Zzvalgybose, taip pat informaciniuose-analitis@iopadaliniuose (Miller, 2004). éWau konkurencids zvalgybos profesional
bendruomeés (SCIP) ir daugelio mokslinimk pastangomis atsirado nauja veiklos kryptis ir @sgé — konkurencis Zvalgybos specialistas.
Nacionaliniy Zvalgybos tarnyp patirtis irodo sistemits Zvalgybires informacijos rinkimo bei analiz svarla verslui. Vis @lto tenka pastetti, kad
pagrindinis verslo motyvas — tai pelno siekimasgltgra reikalinga Zvalgybos tarnybos taikomus metoduesnas pritaikyti verslo tikslams. Saugumo
uztikrinimas Siuo atveju atlieka ne pagrindiaidmen (SCIP, 2011).

Temos aktualumas.Konkurencirgs Zvalgybos veiklos sritis yra pakankamai naujan&Zai iSnagriéta ne tik Lietuvi autorij, bet ir Vakan
universitety mokslininky. Todkl tikslinga kity apibgzti konkurencigs zvalgybos veiklos aplinkbei jvertinti vartotoj; atrankos ir vertinimo metodikas.
Straipsnyje apiliZiami metodai, kuriuosdliau versle pritaik jvairios Zvalgybos tarnybos. Viena i3 pigu pritaikyty verslui konkurenciés Zvalgybos
knygu yra laikoma Sun Czy (Griffith, 1971) knyga. Viensnpirmyjy ir labiausiai vertinam konkurencigs Zvalgybos naudojagknygy laikomos JAV
autoriy knygos ,Intelligence Essentials for Everyone” rigan, 1999) ir ,A Compendium of Analytic Tradedr&fotes (Directorate of Intelligence,
1997). Visi Sie darbai p&fb potencialiems konkurenaia Zvalgybos paslaugos vartotojams suvokti Zvalgyhitnomen verte. Ne maziau svarbu, kad
Sie darbai pago visuomenei suvokti, kad Zvalgybos kaip veiklosatskiriama charakteristikos dalis yra slaptumaslgptis, slaptieji agentai ir
Snipirgjimas. Bitent tokioje aplinkoje verslas prgd plétoti analitiny ir organizacini priemoniy koncepcig, kuri atitikty verslo keliamas uzduotis ir
baty priimtina akcininkams. Reikia pastgh kad, anot John E. Prescott, tokios korporaciasp, ,IBM*, ,Xerox", ,Motorolla“, ,Procter & Ganble*,
Jntel”, \Microsoft” ir kt., konkurencire Zvalgyba tapo vienu i$ verslo pagnin@Prescott, 2004). Nors konkurengsrnzvalgybos kilimo vieta - Jungtia
Amerikos Valstijos, Zlugus SovietSajungai atsirado kitokios pakraipos zvalgybos sgestiagalinciy pasilyti savo paslaugas, kartu ir sukaupgtir
verslui. Be abejats, buvusios SovietSajungos Zvalgybos specialistaikyta metodika iS ests skyeési nuo JAV Zvalgybos tarnybmetodikos, o tai
salygojo skirtingy patiiy konkurenciy tarpusavyje. Tai reiSkia, kad verslggjo platesnes galimybes pasinaudoti abipjisiy sukaupta patirtimi,
panaudojanty teikiamus privalomumus.

Straipsnio tikslas— iSnagristi ir jvertinti konkurenciis Zvalgybos vartotgjatrankos iry poreikiy jvertinimo metodus.

Tyrimo metodai. Sistemire mokslines ekonomigs literatiros lyginamoji ir strukiriné analiz, logine analiz, kokybire ir kiekybin¢ analiz.

Labai svarbus konkurengis Zvalgybos paslaugos uzsak®upratimas, kad konkurenémzvalgybos programos rezultatai tuititpaskleisti laiku
ir tapti korporacijos politikos pagrindu, nekeltunabejonii. Vienas i$ pagrindinikonkurencigs Zvalgybos tiksi — sutaupyti laiko, kuris yra leidziamas
ivairiy situaciyy klausimams spsti (Prescott, 2004). Ne maZziau svarbu kad konlainés Zvalgybos specialistai sujungskirtingy korporacijos
padaliniy uzdavinius bendram tikslui pasiekti. Kaip pagrirdproblerns ieSkant potenciali konkurencigs zvalgybos specialistteikiamy paslaug
vartotoy, J. Prescotivardija pasirinkina metod,, kuriuos taikydami konkurenais Zvalgybos specialistai gal pasilyti stambioms korporacijoms
informacij ar paslaug pelnyti vartotoj pasitikejima teikiama paslauga. Skiriamos pagrirdikryptys:

1. Informacija nagrigjant problem turi bati pateikta analize;

2. Butina efektyvi komunikacija, siekiant analizrezultatus pritaikyti vartotgjporeikiams tenkinti;

3. Neetiski poelgiai griauna pasitikma. Siai krypiai reikia skirti ypating démes, turint omenyje teis i intelektualyja nuosavyh ir jos

reikSme verslui.

Teikiant konkurenciés Zvalgybos paslaagskirtingose Salyse labai svarbu, ar konkuretwidvalgybos taikomi metodai nepaZzeidzia tose
valstylise galiojasiy teises akt; ar etikos norm. Anot buvusio JAV Zvalgybos specialisto RobertlSediau jkarusio nekomercigorganizaci ,Open
Source Solution* (OSS), daug vertingos Zzvalgybipiebidzio informacijos galima gauti, teisingai ir krypgai panaudojus vieSai prieinamus
informacijos Saltinius. Kit autoriy teigimu, pateikti pastéfimai yra svarlis, t&iau jie negali suteikti visos informacijos apie, thaip konkurenciés
Zvalgybos specialistagyja potenciali konkurencigs Zvalgybos specialistteikiamy paslaug vartotoj; pasitikejima. Be abejo, vartotqj pasitikejimas
betarpiskai priklauso nuo, kokius informaciniusdurktus sugeba padyti konkurencires zvalgybos specialistai (Leana & Rousseau, 2000).

Batina pastedti, kad konkurencies Zvalgybos specialist kuriais dazniausiai tampa hgnslaptjy tarnyhy darbuotojai, veikd labai riboja
slaptosiose tarnybose galiofgws vidaus tvarkos, reglamentuojsos tarnybos metigyty Ziniy panaudojim civiliniame gyvenime.

Konkurencirgs zvalgybos &rimo procesas atliekamas norint, sustiprinti poghc konkurencigs zvalgybos vartotqj pasitikejima teikiamomis
konkurencigs Zvalgybos specialistpaslaugomis. Kompanijos Caterpillar konkuressizvalgybos specialistas Rick Chaibelfjlsipasinaudoti jo
sukurta vartotaj pasitikjimo konkurencigs zvalgybos specialigtteikiamomis paslaugomis stiprinimo schema. Rejfidatebti, kad pateikta schema
buvo £kmingai panaudota keliose stambiose korporacijose.

Raktazodziaikonkurencig zZvalgyba, slaptosios tarnybos, konkurencija, @unpites korporacijos, konkurencis Zvalgybos profesionabsociacija.
The article has been reviewed.
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