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Аннотация: В статье проанализирован такой вид информационно-

аналитической работы, как конкурентная разведка, раскрыта суть данного 

метода, его цели и задачи. Также приведены примеры успешного применения 

данного вида аналитической работы и обозначена практическая польза 

конкурентной разведки. 
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Annotation: The article analyzes this type of information-analytical work such 

as competitive intelligence and reveals the essence of this method, its goals and 

objectives.  It also provides the examples of successful application of this type of 

analytical work as well as indicates the practical benefits of competitive intelligence.  
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Before describing the phenomenon of competitive intelligence, we need to 

consider the definition of   the term and of the concept, which mean the collection and 

analysis of information about competitors and competitive business environment, in 

order to identify and achieve competitive advantages for the use of the knowledge 

gained as a result of this activity. 



 It is worth mentioning that in the course of competitive intelligence not only 

direct and indirect competitors are studied, but also customers, distributors, dealers, 

as well as technologies and products. 

 Competitive intelligence is a kind of system for generating and analyzing 

information about competitors, which is designed to identify vulnerable elements, 

competitors' resources and aimed at minimizing possible risks and increasing profits. 

 It is important to note that competitive intelligence is only engaged in 

legitimate information gathering (that is, using public sources of information) and 

that’s what it differs from industrial espionage [3], which is classified as unfair 

intelligence.  Experts in this field believe that about 90% of all relevant information is 

open and publicly available.  One of the key sources of obtaining information is the 

organization itself, which conducts research (namely suppliers, buyers). 

Competitive intelligence uses only open sources, but this does not mean that 

only publications and materials from the Internet are used.  In fact, open sources have 

a much wider significance, as an example, you can put the information in the head of 

a person.  If you find him and ask, you can get an answer that will seriously affect the 

understanding of the situation.  How to find the right person? How to legally extract 

information from him? These are the areas of competitive intelligence.  The sources 

can also be subdivided into internal (which include supply department employees 

who can learn something from the general supplier, sales representatives who 

regularly contact with customers, as well as various development department 

employees who can notice in the newspapers news related to  promotion of 

competitors in the innovation plan) and external ones - reports, reviews, corporate 

sites, the Internet (open data portal of the Accounts Chamber of the Russian 

Federation, various registers, registries, etc.) [4]. 

Now it is necessary to disclose the purpose of competitive intelligence. The 

General purpose of this activity is a deep understanding of business and components, 

if we talk about more specific goals, we distinguish the following: 

 1) determination of the strengths and weaknesses of competitors to adjust their 

own strategy (knowing the strengths of a competitor helps organizations understand 



that it will be more advantageous not to compete in the area where the competitor 

leads, but to direct resources into vulnerable points); 

  2) assessment of the total capacity of the market through the shares of 

competitors (to determine the effectiveness of the company's strategy in expanding 

the market); 

 3) evaluation of the degree of profitability of cooperation with certain 

customers and suppliers; 

 4) creation of a more favorable environment for making management 

decisions; 

 5) identification of financial, technical, and other ways to ensure competitive 

advantages in order to neutralize them (using a new technology that can be copied, 

which neutralizes competitive advantage). 

 As for the tasks of this phenomenon, they are the following: 

 - identification of the sources of competitors financing (determining the 

financial stability of competitors); 

 - determination of a competitor's pricing policy; 

 - identification of new technologies, inventions, technical innovations (for 

copying or neutralizing); 

- determination of conditions for cooperation of competitors with suppliers (in 

order to ensure similar conditions for the organization itself); 

- identification of the level of profitability of a particular activity (for 

comparative analysis in order to improve its own indicators); 

 - establishment of goods with unique consumer properties; 

 - definition of methods of promotion in the market (discount systems, special 

distribution channels, new markets). 

 The usual cycle of studying a competitor includes the following set of 

operations: collecting the necessary information about a competitor from its database;  

identifying, usually by telephone, a list of its services, products, the type of its 

production;  determining  the  industry sector;  finding out the opinions of clients 

about the activities of competitors, often talking to them by phone or live;  and the 



last stage suggests visiting  the office of a competitor under the pretext of using its 

services, in this way the size and capabilities of the company can be assessed during 

the  visit. 

Now it is necessary to focus on the methods of collecting information about 

competitors.  First of all, it is worth noting that the information is divided into 

primary and secondary. 

Secondary information is information collected by an unauthorized person for 

other purposes.  To collect secondary information, a “desk research” is conducted, 

which is a method of collecting secondary information through the study of 

information from open, published sources.  This method is especially popular in 

relation to large organizations, since the larger the company is, the more data about it 

is available in open sources, and the more they are detailed. 

Among the methods of "Desk research" are the collection and analysis of 

industry marketing reports and financial reports, analysis of constituent documents of 

a competitor, analysis of advertising and various Internet resources, as well as the 

purchase of already obtained marketing research. 

Methods of obtaining primary information include surveys of common 

customers and suppliers, collection of information from former employees, in 

addition, various provocations on the Internet and various attempts to cooperate with 

those or other mediators of a competitor. 

An interesting method of collecting information about competitors is the 

method of "dead vacancies". The idea is that a certain company places a vacancy, 

usually for a senior position, it responds to the applicant who worked in the company 

of a competitor, who is offered better conditions compared to the previous place of 

work and with whom employers interview in such a way as to find out any 

achievements in the competitor’s company or to find out secrets. After receiving the 

necessary information, the applicant is promised to call, but the promise is never 

fulfilled. Mostly, this is how law firms and banks act. One of the varieties of this 

method, more cruel, is the case when the applicant is taken to work for 2-3 months, 



employers find out from him all the detailed information about the competitor and 

later under meaningless pretext fire him. 

Conventionally, there are two ways to obtain data   - either to get general 

information (located in registers and directories) or to search for specific informal 

sources, concerning special events in the life of the company, relations with the 

government, communication with the criminal sector, etc.) 

It is also worth considering the benefits that competitive intelligence can bring 

to organizations by relevant examples. 

In recent years, there have been many consulting firms that specialize in 

competitive intelligence, for example, one of the most advanced consulting 

companies Fuld & Company, is engaged in risk analysis and market research. They 

use information for analysis from all open sources and special databases, such as 

Dialog, Dow Jones, Lexis-Nexis [4]. 

On the basis of the information about the capabilities of a competitor, provided 

by Fuld & Company and other similar organizations, the client company, namely the 

company's management can make decisions on the liquidation of the enterprise, 

which in the future is likely to become unprofitable, change the marketing strategy or   

plan the purchase of additional equipment. 

In the United States and Europe, the collection and analysis of business 

information about a competitor is a regular operation that helps to make the right 

management decisions. Many companies have their own commercial analysis 

departments, including IBM, Citicorp, Texas Instruments. 

In our country, this type of activity is only gaining popularity and the largest 

"players" of the market - Gazprom, LUKOIL, large banks have analytical units of this 

kind. representatives of light industry are especially closely watching each other, as it 

can quite easily lag behind. 

 Cisco Systems, an example of the success of competitive intelligence, is the 

leader in the creation of the latest information technology. According to Fortune 

magazine, Cisco is one of the most fast-growing companies in terms of mergers and 

acquisitions.  When the leading expert A. Hanafi was asked what the reason for 



success is, he replied that they literally "breathe competitive intelligence."  In their 

company, a lot of time is devoted to the principles of work of the rivals.  He says that 

before entering a new market, they carefully study the strategies of competitors [2].  

The company has a special group on the CI (competitive intelligence), that regularly 

interacts with the company's structural divisions to discuss the strategy, which has the 

most beneficial effect on the organization’s activities. 

 Another example of successful competitive intelligence activity is the Dupont 

company, also operating in the high-tech field. One of the management team noted 

that the company had great difficulties in the past, precisely because of the lack of 

development in such an aspect as competitive intelligence.  At the moment the 

situation has changed, they have created a system of the CI, which includes a group 

of professionals for each type of activity.  Today, the company has grown to apply 

the advanced technology and has become a leader in biomedicine and other highly 

developed areas. 

An interesting case occurred to Samsung.  Company employees, who were in 

Los Angeles, read in a local newspaper that it would soon be expected to close one of 

the last companies producing guitars due to the availability of a cheaper counterpart 

in the market, Samsung. They transferred this information to the analytical 

department of the CI and Samsung’s analysts have decided that the guitar for 

Americans is a spirit of freedom and concluded that the US government can set 

higher customs tariffs for guitars produced in Korea as protectionism policy. After 

that, Samsung decided to immediately ship all guitars from a warehouse in Korea to a 

warehouse in the US [2].  Soon the forecast was confirmed, the duties were raised, 

but the Korean company had already managed to transport guitars and thus increased 

profits several times. 

Summing up all the above-mentioned, we can conclude that competitive 

intelligence is the tool that incredibly helps various firms to make the right tactical 

decisions, which subsequently increases the profits of the organization several times.  

Absolutely all companies that want to maximize their profits and be in the trend of 

world trade should use this tool. 
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