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ECO-INTELLIGENT TOOLS - A NECESSITY FOR SUSTAINABLE BUSINESSES

Many of the challenges associated with sustainable development can be traced in the way modern society produces and
consumes. Production, distribution and supply of goods and services require material and energy consumption, having an im-
pact on natural resources both quantitatively and qualitatively, generating waste, pollution and disrupting ecosystems. Eco-
business intelligence is the capacity of people, processes and applications / tools to organize business information, to facilitate
consistent access to them and analyse them in order to improve management decisions, for better performance management of
the organizations that are increasingly pressed to synchronize their processes and services with a sustainable development
agenda, through the development, testing and implementation of decision support software. By adopting sustainable practices,
eco — intelligent companies can gain added value, increase market share and boost shareholder value. Moreover, the growing
demand for "green” products has created new markets and the visionary entrepreneurs already reap the rewards of approaching
sustainability. Large and small companies are learning that sustainable business practices not only help the environment but
also can improve profitability by pursuing higher efficiency, fewer harmful side-effects, and better relationships with the commu-
nity and more. Gaining competitive advantage is a core concern of the companies and the existence of systems of identification,
extraction and analysis of available data in a company, but also from the external environment, to provide real support for busi-
ness decisions, is an essential ingredient of success. This paper highlights the necessity of eco-intelligent tools that help deter-
mining the organization's strategies, identifying the perceptions and capabilities of the competitors, analyzing the effectiveness
of current operations, deploying long-term prospects for environmental action and establishing indicators and key variables for
organizational health, security and natural growth of its assets. The proposed tool is a decision support system that will be im-
plemented in an online environment, tested and integrated with the information systems of the organizations. The eco-intelligent
business tool can be used to obtain competitive advantages by the organizations that seek to contribute to a better quality of life

in the present without compromising the development and life quality of future generations.
Keywords. business intelligence, sustainable companies, decision support systems.

Introduction. The intelligence in the business society
has occurred in the late 1960s, early 1970s, emerging from
government and military spheres, where it remains deeply
rooted even today.

During 1960-1970, marketing and strategic management
broke into management thinking, both being based on the
theory of "turmoil in the business" by Igor Ansoff." Thus,
companies have started to collect information about competi-
tors, initially focusing on tactical and operational sales and
marketing. As a result, information about competitors, al-
though limited, have become part of business plans.

In the years 1980-1990 there was an incisive penetra-
tion of competitive intelligence. The most important event
was the publication of Michael Porter's books "Competitive
Strategy" (1980), "Competitive Advantage" (1985) and
"Competitive Advantage of Nations" (1990). They have had
a decisive influence on the business community, present-
ing aspects of competition and the business environment.
Porter's five forces model is still used by many companies
as an important part of the strategic process. Although at
the time many companies started analyzing the industry
and competition, they lacked the full support of the man-
agement. Also in the '80s and '90s, in the United States
appeared concept of benchmarking, "introduced by Xerox,
it became a very important management application to

' According to Igor Ansoff's theory, in order to be effective, the
strategy of a company must match the level of turbulence present
in its environment. Due to the strong impact that turbulences have
on the companies, understanding these levels lead to a more prof-
itable business.

compare performances between companies' branches and
even between competing companies" [1, p.24].

Another important milestone in the evolution of competi-
tive intelligence was the establishment in 1986 of the Society
of Competitive Intelligence Professionals (SCIP), and in the
90s the term "competitor" was replaced with "competitive".
On the anniversary of 25 years of existence, the directors
voted "the official change of the name from the Society of
Competitive Intelligence Professionals into Strategic and
Competitive Intelligence Professionals, to reflect the devel-
opment and evolution of competitive intelligence" [2].

From the beginning until now, the mission SCIP has
been amended four times. Thus, in 1986, its mission was
to help professionals develop their expertise in collecting
and gathering information, dissemination of competitive
intelligence and involvement of decision makers in a pro-
ductive dialogue, creating organizational competitive ad-
vantage. Then, in 2003, there was the first change of the
mission, SCIP becoming the global organization chosen by
professionals in terms of competitiveness and related dis-
ciplines, the first to use qualified personnel to improve
business decision-making and organizational performance.
In 2005, the objective was to enhance the success of the
organization's members through leadership, education,
support through legal means and networks.

The last change occurred in 2007, when it was devel-
oped the strategy for 2009-2013. The new plan now guides
the company aims to meet a number of high value targets. It
also recognizes the competitive intelligence as an essential
discipline for business decisions and organizational success.

Understanding Competitive Intelligence. The com-
petitive intelligence process continually seeks to detect
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any signs of change, analysis, trends and responses,
opportunities and new threats to hold at any given time
updated information.

If we were to consider competitive intelligence as a tool
that will increase competitiveness, we see that it brings
significant improvements to the products and services of-
fered by the company.

From the point of view of Craig S. Fleisher and David L.
Blenkhorn [3, p.7], competitive intelligence can be under-
stood from two perspectives. The first perspective is that of
looking like a progression from raw inputs to final outputs.
In this case, it starts from the raw data chunks, which are
then organized by experts and processed into information.
This information becomes intelligence products when
placed in decision making. Thus, competitive intelligence is
the intelligence refined product that meets the needs of a
decision maker to understand a competitive aspect of the
internal and / or external environment.

The second perspective of understanding the competi-
tive intelligence is seen as an organizational function. Ef-
fective intelligence activities range from the wider business
intelligence area to the narrowest analysis of competitors.
They can provide the foundation upon which are built mar-
ket strategies and tactics. As a function mainly staff ori-
ented, competitive intelligence will overlap and reduce
other functions, particularly those associated with market-
ing and planning.

So competitive intelligence plays an extremely impor-
tant role in the strategic management of a company. This is
mainly due to the fact that it has the function of early warn-
ing regarding threats to the interests and objectives of
business organizations. But it must be emphasized that the
information collected can not be of real use only when ad-
ministered in an intelligent way.

In order to address competitive intelligence and all
that it entails in a private organization, it is necessary to
understand the meaning of terms such as business intel-
ligence, counterintelligence, information flow, and
benchmarking. These processes are closely intercon-
nected, and their implementation in an appropriate man-
ner can lead to a better positioning.

First, it must be stressed that competitive intelligence is
an integral part of a much broader concept, namely the busi-
ness intelligence community. One of the best definitions of
business intelligence site was provided by the American
consulting and IT research company Gartner. According to
its experts, such a concept can be defined as "the ability of
people, processes and applications / tools to organize infor-
mation, to facilitate access to them and analyze them to im-
prove decisions, for better performance management" [4].

Large companies, under increasing pressure of chaotic
changes that occur in the market and increasing competi-
tion, are increasingly required to develop a system of ex-
ternal data collection and processing them into intelligence,
leading to a better functioning of the decision-making proc-
ess, and therefore success in business.

Therefore, business intelligence cannot be considered a
system or a product, but a concept that spans strategy, da-
tabases, and applications. Collection, recovery and analysis
helps to understand trends, to highlight the strengths and
weaknesses of both the own company and competitors.

Business intelligence is not addressed only big compa-
nies but also small and medium enterprises, i.e. everyone
who need information to better development.

Another component of business intelligence community
is the protection of the company, known in technical terms
as the competitive counter — intelligence.

Counterintelligence "aims to neutralize the collection ef-
forts of a competitor through a series of imaginative, flexi-
ble and active measures" [5, p.5].

Counterintelligence "deals with intrusions that are not il-
legal. There can be used barriers to prevent an exodus of
information, but they must be placed in company proce-
dures and in the minds of employees, not on points of entry
sites" [6, p.184].

The counterintelligence action is a multi-layered protec-
tion that hides own weaknesses from those who, knowing
them, can get benefits. Counterintelligence is also used to
limit exposure to those strengths that will let them know.
"It's an ongoing process by which an organization sees
itself from its competitors' perspective, in order to lock the
exposure to economic terrorism, cyber and industrial,
fraud, negligence, unlawful acquisition of information and
other security risks" [7, p.79].

Information flow is achieved through four steps:

1. Scheduling and routing, which is determining
information needs, collection planning and issuing requests
to the search departments;

2. Effective collection of information using various
sources and transmission of data obtained for the optimal
exploitation;

3. Exploitation of information in which collected data
are evaluated, analyzed and synthesized;

4. Dissemination, which involves dissemination of
information products to beneficiaries in the form of bulletins,
analysis, synthesis, for final capitalization of the cycle.

All these steps lead to the formation of a procedural cy-
cle as information obtained highlight new information needs
and information are always reviewed to adapt to changing
circumstances.

Benchmarking can be defined as "the process of iden-
tifying, understanding and adapting key practices within
the organization and other organizations to improve per-
formance" [8].

The emergence of benchmarking dates not very long, it
can be identified around 1980, when Rank Xerox2 realized
that its market dominance was strongly affected due to Japa-
nese competition. "Returning the company's assets, 19 % in
1980, was reduced to 8 % three years later, when 80 % of
European photocopiers were provided by Japan" [9, p.212].

Per V. Jenster and Klaus Solberg [10, p.114] present
the main elements of the benchmarking process:

1. Determining who should be included in this process,
by comparing the performance ratios of competitors or by
using an indicator that shows that performance could be
improved,;

2. Establishing the entity on which it is applied. This
process requires the agreement of the other party because
normally, benchmarking is a reciprocal process;

3. Studying its own processes in the area of interest;

4. Studying the processes of benchmarking partners;

5. Comparing the results with what is already in the
organization;

6. Developing an action plan to improve weaknesses.

The use of benchmarking is limited in terms of the analy-
sis of competitors and is more useful for internal procedural
restructuring, especially as it is likely to get a collaboration
between different business organizations. However, normal
practice in benchmarking is that "information obtained from a
reciprocal process are used only for the purpose agreed at

2 Rank Xerox was formed in 1956 through the combination of Xerox
Corporation in the U.S. and UK Rank Organization, for producing
and marketing Xerox products in Europe, Africa and Asia. Initially,
the shares were 50/50, but in a few years, Xerox has bought other
shares, leading to a ratio of 80/20, which led, in the late 1980s, the
company's name change from Rank Xerox to Xerox.
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the outset, as their use for other purposes makes the proc-
ess of benchmarking unethical." [10, p.115].

Benchmarking can be a useful tool in building a com-
petitive advantage and is one of the tools that could help
achieve world-class performance. It can be used only
within the organization, for example, in a business that
operates in several countries and has several branches
that perform the same tasks. This leads to an overall im-
provement and a significant increase of trust, but is unlikely
to help business organizations to place themselves ahead
of the competition.

In the process of benchmarking there can be identified
five stages: data collection, report production, preparation
of the evaluation report, discussion of the results and im-
plementation of the action plan.

Therefore, benchmarking aims to evaluate data by ex-
perts discussing the results, so that in the end the most
innovative methods that benefit the organization to be
taken and implemented.

It can thus be seen the multitude of processes and ac-
tions occurring in the private sector for better business
management and success. All, managed with the highest
degree of reliability, lead to understanding the environment
in which private organizations operate.

It can be said that the ability of a competitive intelli-
gence analyst to achieve a vision of the future is driven by
creativity, by observation, but also by understanding the
ways of developing new technology.

In carrying out competitive intelligence one should not
lose sight of the ethical aspect, the whole process being
compromised if this essential component is not met. The
issue of ethics has been much discussed in recent years,
the line between industrial espionage and competitive intel-
ligence is a volatile one.

Competitive intelligence can be developed by all legal
means, through information available on the internet or by
using specialized software, and any information available
to the public.

Management and Sustainable Business Practices.
In a world facing increasing environmental, social and eco-
nomic challenges, business companies have been charged
with the task of aligning their processes and services with a
sustainability agenda. However, the concept of sustainabil-
ity is complex, interdisciplinary and contested. Approaches
to sustainable businesses may range from the develop-
ment of new technologies for increased efficiency to re-
framing technological uses and pursuing more fundamental
changes within the ingrained culture of the organization.
Furthermore, while all business enterprises can make a
contribution towards sustainability, the ability to make a
difference varies greatly by sector and organization size.

A good management of environmental services has
now become the focus of many business strategies tending
to the aspiration of 'greening' their infrastructures and
product deliveries. The growing demand for "green" prod-
ucts has created major new markets in which visionary
entrepreneurs reap the rewards of approaching sustainabil-
ity [11]. Hence, by adopting sustainable practices, compa-
nies can gain competitive advantage, increase market
share and boost shareholder value.

Over the last years, there has been an increased pres-
sure on enterprises to broaden the focus of sustainability
and accountability in business performance beyond that of
financial performance. Demands for sustainability man-
agement spring from a variety of sources, including societal
mandates incorporated into regulations, fear of loss of
sales, and a potential decline in reputation if a firm does
not have a tangible commitment to corporate sustainability
management [12, 13].

Corporate sustainability is not just a buzzword—for
many industry leaders and corporations, it has become
an invaluable tool for exploring ways to reduce costs,
manage risks, create new products, and drive fundamen-
tal internal changes in culture and structure. However,
integrating sustainability thinking and practice into organ-
izational structure is not a trivial task and it requires a
vision, commitment and leadership. It also requires a sys-
tems approach with an appropriate management frame-
work that enables design, management and communica-
tion of corporate sustainability policies [14].

Industrial systems cause and determine flows of mate-
rial and energy in society and are therefore an important
part of the human economy. Although industry is some-
times seen as a source of environmental degradation and
social concerns, it is widely recognized that it is an essen-
tial part of development and wealth creation. Therefore, as
an important social actor, industry must play a prominent
role in creating a sustainable future [15].

The challenge of sustainable development for any busi-
ness is to ensure that it contributes to a better quality of life
today without compromising the quality of life of future gen-
erations. If industry is to respond to this challenge, it needs
to demonstrate a continuous improvement of its triple bottom
line, i.e. economic, social, and environmental performance,
within new and evolving governance systems [14].

Furthermore, environmental (e.g. climate change) and
social (e.g. accountability) demands from shareholders and
stakeholders are contributing to the pressure for compa-
nies to consider sustainability issues more seriously. How-
ever, the major challenge to companies and industries is to
demonstrate their current contribution to the society as a
whole without compromising the potential for continuing to
deliver improvements or future generations. In short, sus-
tainability management practices at a firm level may help
the management board to align its corporate and business
strategy and to meet key sustainability challenges [16].

However, increasingly, a second major reason for in-
corporating sustainability into business practice is starting
to emerge: it makes business sense to be more sustain-
able. In their recent report, the World Business Council for
Sustainable Development (WBCSD) and the International
Institute for Sustainable Development (IISD) identify a
number of business benefits of addressing sustainable
development concerns [17]:

e Cost savings due to cleaner production methods
and innovation—innovation and technology can improve
material, energy and product efficiencies;

e Lower health and safety costs—a safe and healthy
environment for workers and the community improves
wellbeing, which ftranslates into higher productivity,
reduced compensation and damage suits, and reduced
costs for social services and medication;

e Lower labour costs and innovative solutions—
providing good working conditions can improve motivation
and productivity, lower labour absenteeism or turnover and
result in fewer union disputes;

e Easy access to lenders, insurers, preferential loans
and insurance rates—lower risks achieved through
implementation of a sustainable development strategy may
lead to lower loan rates or insurance costs;

e Best practice influence on regulation—companies
that follow best practice are much better placed than their
competitors to influence how standards are set and the
direction of regulatory change;

¢ Company's reputation—a commitment to sustainable
development may enhance a company's reputation and
secure its social licence to operate, also helping to attract
the best people to join the company;
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e Market advantage—-a move towards integrated
supply chain management may allow building deeper
relationships with customers and capturing more value by
providing service rather than selling products only;

e Ethical investors—the rapid expansion of the ethical
and socially responsible investment movement poses a
new challenge for companies as investors screen out those
associated with unacceptable social and environmental
performance.

Despite urgent calls for the adoption of corporate sus-
tainability management practices [18, 12, 13], its incorpora-
tion into corporate organizational management often re-
mains more superficial than effective [18]. One of the rea-
sons for this lack of integration is, according to Briassoulis
[19], both that companies do not know how to measure and

address the issues in a systematic way, as well as the
shortfall of available tools to support sustainability man-
agement practices in concrete and operational terms.

Knowledge Management and Instruments for As-
suring Competitive Advantage. Uncertainty forces us to
guide our future events in different directions, but without
knowing if the chosen direction is the safest. Uncertainty
creates opportunity plans and strategies that may not work
as expected, and this situation is generating risk. Uncer-
tainty arises due to the amplitude of changes and identify-
ing changes underlies the assessment of potential risks. To
evaluate the risks specific to the business, identification
must begin with the vectors of change.

CHANGES

| —> | UNCERTAINTY

| —> | RISKS / OPPORTUNITIES

Vectors of change in business are events or variations
leading to the development of the business. Vectors vary
by environment and scope. In the business area there were
identified four major types of vectors that produce change:

¢ scientific and technological innovation;

¢ new laws and new government policies;

e new social / demographic / ecological trends;

e new habits, new consumer preferences.

To avoid the uncontrolled widening of the gap between
risks and opportunities, fueled by uncertainty, it is preferable to
build a bridge between strategic knowledge based on science
and supported by business intelligence mechanisms.

Knowledge management determines how internal / ex-
ternal knowledge can be balanced or how an organization
can create added value of its intangible / immaterial assets.
More specifically, knowledge management can be ex-
plained as the process of identification, retrieval, sharing,
implementation, dissemination and creation of knowledge
in the circumstances held by an organization. Knowledge
management plays an important role in facilitating strategy
formulation and implementation of business intelligence; it
involves learning from success and failure previously.

According to J. Bickford [20], lessons learned is that
knowledge gained from an innovation or a negative experi-
ence that causes an employee or an organization to im-
prove its processes or activities for job security, efficiency
or increased quality intake.

The lessons help the collection, analysis and dissemi-
nation of relevant casuistry enabling project teams and
organizations to fight for success.

Another ingredient, recently used by business intelli-
gence is artificial intelligence. It integrates and comple-
ments the power of the human brain with computer intelli-
gence power through the use of advanced interpretation
and technologies such as knowledge -based systems, arti-
ficial neural networks, algorithmic, based on case argu-
ments etc. However, interpretation and discovery are
based on intelligent links and patterns in large data and
text. It involves technologies such as extraction of informa-
tion from data (data mining), the extraction of information
from text (text mining), rule induction, self-organizing maps
and other related techniques.

Collecting and applying lessons learned are important
processes in knowledge management in engineering, but
certainly in project management. These lessons learned
are intended to avoid repeating the failures, the shortcom-
ings of the past and allow the spread of best practices.

Although lessons learned systems are developed to
promote the exchange of knowledge, in the literature it is
estimated that approximately 70% of these systems are

inefficient [21]. A key reason for this lack of efficiency due
to use of analysis of passive and / or active approaches
to dissipation.

One problem found in systems using lessons learned
has to do with the process itself. For knowledge manage-
ment to be successful, its specific practices to be incorpo-
rated into the daily activities of the employees.

Bob Galvin, former President of Motorola, identifies
five key features of the business intelligence specialist:
appreciation of anthropology, to highlight human intelli-
gence, to be an active listener, a creative thinker and al-
ways have something new to say. According to Galvin,
the ability to master these features make the difference
between a business intelligence professional who has
success and those who don't [22].

Moreover, before taking a decision, leadership must
promote the views of the minority. Only in this way it is pro-
gressing and producing innovations. A business intelli-
gence specialist can provide a revolutionary thought so
both minority opinion to be expressed, and the view of the
majority. It is understood that one skilled in business intelli-
gence will spend more time gathering information than do-
ing analytical work. Process refers to the correct question-
ing, understanding and prioritizing business information
needs, the process of gathering information, interpreting
complex data and achieve early warning, finally, improving
the field of action of those decisions.

A tool for preparing and training to acquire specific
skills is the famous war game — games / methodologies for
business strategies, divided into teams representing the
company and its competitors home, working on the basis of
competitive intelligence research provided from inside (a
library or drive their own competitive intelligence) or ob-
tained from an external provider.

Sustainable Businesses. The business sector is re-
sponsible for a significant proportion of the environmental
footprint, in addition to having a major influence on wider
social and economic sustainability issues, both nationally
and internationally [23]. Therefore, it is crucial to improve
the environmental and sustainability performance of busi-
nesses and organizations in order to achieve a more sus-
tainable society.

Sustainable businesses and green businesses are
businesses that have no negative impact on global or local
environment, the community, society and economy. Sus-
tainable business is business trying to satisfy the triple ap-
proach of sustainability: its economic, social and environ-
mental components [24]. Often, companies have progres-
sive policies for environmental sustainability and human
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rights [25]. Generally, a business is considered to be green
if it meets the following four criteria [26]:

¢ Incorporating sustainability in each of its business
decisions.

e Provides environmental products and services that
replace the demand for products and / or organic services.

e |tis greener than traditional competition.

e Made a commitment to the principles of environmental
sustainability in its business operations.

A sustainable business is any organization participating
in ecological or green activities to ensure that all processes,
products and production activities adequately address the
current environmental concerns, while maintaining a profit. In
other words, it is a business that "meets the needs of the
present world without compromising the ability of future gen-
erations to meet their own needs" [27]. It is the process of
evaluating how to design products that take advantage of
current environment and how well a company behaves when
products are made from renewable resources [28].

The Brundtland Report stressed that sustainability is a
stool with three legs: people, planet and profit [27]. Sus-
tainable business tries to strike a balance between these
three pillars of sustainability, using the concept of sustain-
able development in the supply chain to reduce environ-
mental impact, economic growth and social welfare [29].

Everyone affects market sustainability and the planet
in one way or another. Sustainable development in an
enterprise can create value for customers, investors, and
the environment. A sustainable business must respond to
customer needs while at the same time, treating the envi-
ronment well [30].

Gerard Keijzers argues in his paper The transition to
the sustainable enterprise [31] that the sustainable busi-
ness is about "business processes that not only curb pollut-
ing emissions, and ensure re-use of renewables and recy-
clable resource stocks, but also allow for the preservation
of the key stocks of natural capital, while at the same time
allowing for adequate social and economic development,
both nationally and internationally".

The turn of the 'green' in business has been associ-
ated with a multitude of conceptions and practical ideas.
Authors like Keijzers [31], Rennie [28, 30], Galvao [29],
and Matthews [24], attempted to define sustainable busi-
ness or green business as business that not only curb
pollution, ensure re-use of renewables and recyclable
resources, and preserve natural resource stocks, but also
respond to customer needs while at the same time leav-
ing no negative impact on the environment, community,
society and economy.

According to Hart's model [32], quoted by Keijzers [31],
enterprises undertake the following steps in the transition
towards sustainable businesses:

o "first they concentrate on their strategies on
preventing waste and pollution,

e subsequently they start working on improved
collaboration in the supply chain through integrated chain
management and product stewardship schemes,

e and, finally, they arrive at an integrated strategic
environmental management approach incorporated in all
levels within the business organization”.

However, customers, financial partners, non-
governmental organizations, governments, the globalization
of economies and internationalization of social and environ-
mental standards exert new pressures on companies to take
on social and ecological responsibilities. As a response,
companies start to contribute to the development of sustain-
able energy and transport infrastructures, and in designing
and implementing new sustainable technologies [31].

The Necessity of Eco-Business Intelligence Tools.
The business environment is not static, and companies that

fail to see the dynamics of change and adapt, are finally
defeated by those that succeed. Failure to identify risks is
not related to a particular area, however failure can be identi-
fied with the mentality / culture within companies. The most
likely to fail are large and arrogant companies that become
cumbersome to change and unable to adapt to market de-
velopments. On the other hand, studies show that surprise
attacks were not successful due to the skills of misleading
the competitor or the lack of early warning signals. They
were unsuccessful due to lack of accountability and believe
as they happen, which led to ignoring the signs of risk. Due
to lack of discernment and a formal system to overcome the
deadlock in time, certain managers are waking up only when
crisis strikes and the performance is low. At this point, it is
already too late for recovery, both for themselves and for the
company, employees and investors, which ultimately end up
paying the price of management errors.

It is necessary for senior management to demand not
only the information you want to possess and those that
need to know. This principle applies to structures for col-
lecting and processing information, which should provide
not only information management needs (specific infor-
mation required by management) and those that repre-
sent or may represent a point of utmost importance for
management structures.

The flow of information and decision should be one
fluid, in both senses of the chain of command, to prevent
formation of undesirable vacuum. Stagnation at the deci-
sion flow of information and response is partial or total clo-
sure of the system.

Openness to new ideas, new information for decision
calculated and filtered, not just focus on tradition and inno-
vation can create a system capable of self-sustaining at
risk. Intuition management becomes valuable when it is
supported by values well aware, however, intuition turned
spectrum of cognitive dissonance will certainly lead to a
failure predetermined side effects.

Knowing the vulnerabilities and threats, risk assess-
ment strategies based on tradition and innovation, monitor-
ing information internally and externally, using internal and
external tools for collecting and processing information,
facilitate a continuous flow of information (flow obstructions
may lead the partial or total collapse of the system) — are
elements necessary for the operation management through
business intelligence system.

Conclusions. Sustainability topics are influencing the
economic success of companies more than ever. Sus-
tainability has become a driver for both risks and oppor-
tunities in business. Strategic management and informa-
tion management are thus challenged to take into ac-
count sustainability information. Independent of the
strength of their influence, elements of sustainability can
work through market or non-market processes to have an
effect on business success [33].

The starting point for an effective management of ele-
ments of sustainability relevant to business success is an
understanding of their interrelationships. Building a sus-
tainable business is a long-term and multilevel challenge
which requires strategic thinking and a systems approach.
Corporate sustainability is not an 'add on' but must be an
integral part of business and, like all other business activi-
ties, it must be managed in an appropriate way.

Although business responses to corporate sustainability
issues are varied, the core message is simple: corporate
sustainability is a managerial issue as well as a strategic
issue. Researches also indicate that a company's decision
to engage in corporate sustainability management is a stra-
tegic choice [13].

After years of significant investment in putting in place a
technological platform that supports business processes
and strengthens the efficiency of operational structure,
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most organizations have reached a point where the use of
tools to support the decision making process at the strate-
gic level emerges as more important than ever. Herein lies
the importance of the area known as business intelligence
(BI), seen as a response to current needs in terms of access
to relevant information through intensive use of information
technology (IT) [34]. Bl systems have the potential to maxi-
mize the use of information by improving the company's
capacity to structure a large volume of information and make
it accessible, thereby creating competitive advantage, what
Davenport calls "competing on analytics" [35].

The managerial approach sees Bl as a process in which
data gathered from inside and outside the company are in-
tegrated in order to generate information relevant to the de-
cision-making process. The role of Bl here is to create an
informational environment in which operational data gath-
ered from transactional systems and external sources can
be analyzed, in order to reveal "strategic" business dimen-
sions for the transition towards the sustainable organization.
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3ACOBU EKO-PO3BIOKU AK HEOBXIOHICTb ANA CTABIUIbHOCTI BIBHECY

Bazamo 3 npo6nem, noe'a3aHux 3i cmilikuM po3eUMKOM, MOXXHa NMPOCMEXUMu Ha wiisxy eupobHuymea i crnoxueaHHs,sike 30ilicCHIOE cy4YacHe
cycninbcmeo. Bupo6Huymeo, po3nodin i mocmayaHHsi moeapie i nocsy2 nompebye sik Mamepias, mak i croxueaHHs1 eHepeail, wjo ennueae Ha
npupodHi pecypcu sIK KinbKicHO, mak i sikicHo, 2eHepye eidxodu, 3abpydHeroe i pyliHye ekocucmemy. Exko-6i3Hec-po3eidka ue 30amuicmb nodedl,
npoyecie ma npozpam / iHcmpymeHmie op2aHizyeamu 6i3Hec-iHghopmayiro mak, wjo6 noneswumu nocmiliHuli docmyn Ao Hux i aHanizyeamu ix 3
Memoro noninweHHs1 ynpaeniHcbKux piweHb, 058 Kpawjo20 ynpaesniHHs eghbekmueHicmio opzaHisayili i enpoeadxeHHs1 NiOmpumMku npuliHAMms
piweHb. s cmamms nidkpecntoe HeobxiOHicMb eKo/102iYHO PO3YMHUX iHCmMpyMeHmie, siki AonoMoXymes eupobrieHHI0 cmpamezii opaaHisayil,
8UsIBJIEHHIO MOXJlugocmeli KOHKypeHmis, aHanizy egekmueHocmi nomoyYyHoi OisinbHOCMI, po32opmaHHI0 00820CIMPOKO8OI nepcrekmusu ons
npupodooxopoHHOI disssIbHOCMi ma ecmaHoeJsIeHHI0 MOoKa3HUKiIe i Kiro4oeux 3MiHHUX Onst 30opoe 's1, 6e3neku i NpupodHo20 npupicmy akmueie.

Knro4voei cnoea. 6i3Hec-po3eidka, cmiliki komnaHii, cucmemu nNiGmpumMku npuliHAMMS PilleHb.

C. Harte, nekTop, KaHA. 3KOH. HayK,
B. M'peuyy, nekTop, KaHA. 3KOH. HayK,
YHuBepcuteT wnmenn Jlyunana bnara, r. Cubuy, PymbiHus

CPE[ICTBA 3KO-PA3BEKU KAK HEOBXOOMMOCTb AlnA CTABUIIbHOCTU BU3HECA

MHozue u3 npo6rnem, ces3aHHbIX ¢ ycmolUYyuebIM pa3eumuem, MOXHO npocaedums Ha nymu npouseodcmea u nompebreHusi, KOmMopoe ocy-
wecmernsiem coepemeHHoe obujecmeo. [Mpouzeodcmeo, pacnpedesieHue u nocmaeka moeapoe u ycsiye mpebyem kak mamepuasnios, mak u
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nompe6eHusi 3Hepauu, Ymo HernocpedcmeeHHO 8o3delicmeyem Ha NPUPOOHbIE PECYPChI KaK KOJIUYECM8EHHO, MaK U Ka4eCM8EeHHO, 2eHepupyem
omxo0sbl, 3a2psi u paspy akocucmemy. Jko-6usHec-pazeedka amo cnocobHocms nrodeli, IPoOyeccoe8 U NpPusIoKeHuli / UHCMPYMeHMmMoe
opaaHu3oeamb 6u3Hec-uHopMayur maxk, 4mobbl ob6rez24yumb MOCMOsIHHLIU AOCMyn K HUM U aHa/u3upoeamb UX C UeNbIo YJyqWeHUusi
ynpaesieH4ecKux peuwleHul, Ons1 jiyywe20 ynpaesieHusi 3ghgheKmueHOCMbIO op2aHu3ayull U eHedpeHuUsi MOOOePKKU MPUHSIMUSI peweHul. dma
cmambsi nod4yepkugaem Heo6xo0UMOCMb 3KOSI02UYECKU Pa3yMHbIX UHCMPYMEHMO8, Komopkie noMoaym eblipabomke cmpameauu op2aHu3ayud,
8bIsIB/IEHUI0 803MOXHOCMelU KOHKypeHmoe, aHanu3a 3ggekmueHocmu mekyujeli OesimesnibHOCMU, pa3eepmbieaHulo 00/120CPOYHOU
nepcrnekmueb! 01151 NpupodooxpaHHoU AesimesIbHOCMU U yCmMaHOoe8JIeHUs1 nokasamesel U KIlo4e8biX nepeMeHHbIx 0s1s1 300poebsi, 6e3onacHocmu
u npupodHo20 NpuUpPocma akmueos.
Knroyeenie cnoea: 6usHec-pa3zeedka, ycmolivueble KoMrnaHuu, cucmemMbl Mo00epXXKU NPUHAMUS peweHul.
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INNOVATION CONSTITUENT OF SUSTAINABLE DEVELOPMENT

The paper substantiates an innovation constituent of sustainable development along with environmental, social and
economic pillars of the concept. Determining of implementation details of innovation activity by J. Schumpeter is a theoretical
prerequisite to understanding of innovation constituent. An innovator-entrepreneur provides a customer with an information
image of ‘new combinations.' The image is created by identifying customer's future needs, which outline business aims, subject
and appropriate means for creating the innovation products. However, consumer choice is largely motivated by values and
specific rules of behavior. The rules of consumer society that in the industrial age become the motive, morality and institution,
did not consider the reproductive capabilities of the environment. This disagreement was previously presented in The Limits to
Growth by the Club of Rome and was reflected in the concept of sustainable development, which gained immense significance
after the report of the World Commission on Environment and Development in 1987 (Our Common Future). The study highlights
importance for establishment of new social values that motivate innovators to change their thinking, comprehend their
responsibility not only to consumers but also to the environment and future generations. The Rio+20 Corporate Sustainability
Forum: Innovation and Collaboration for the Future We want, organized by the UN Global Compact, demonstrates the interest of
entrepreneurs in practical implementation of the concept of sustainable development, through an effective innovation activity.
The paper summarizes management tools for implementing business commitments to action in priority areas of ensuring
sustainable development: Energy & Climate, Water & Ecosystems, Agriculture & Food, Economics & Finance of Sustainable
Development, Social Development, and Urbanization & Cities. Main stages of changes in companies are outlined for making
responsible innovation solutions and implementing the innovation constituent of sustainable development.

Keywords: the concept of sustainable development; innovation constituent of sustainable development; information image of

innovation; values; tasks for business agents.

Problem statement. The foundation of the concept of
sustainable development forms the three pillars: environ-
ment, society and economy. However, phenomenon of
development provides such element as innovations. The
innovation constituent of sustainable development targeted
at ensuring business agents involvement in establishing
mechanisms for implementation of the concept of sustain-
able development and harmonious combination of efforts at
the international, national and micro levels. Because crea-
tion of such innovative product or service, that are not only
able to identify new customer needs, but also will meet
public values generated within the concept of sustainable
development, depends on the company.

Analysis of recent researches and publications. A
significant amount of research reports and publications are
addressed to issues relating to sustainable development
among which it is worth noting the Club of Rome studies,
including A. Peccei, Dennis and Donella Meadows, G. Pauli.
A fundamental role in establishing the concept of sustainable
development performed the Brundtland Report, which eluci-
dated the term 'sustainable development' for world commu-
nity. Among the Ukrainian researches who working on crea-
tion of the national concept of sustainable development are
experts of the State Institution Institute of Environmental
Economics and Sustainable Development of NAS of
Ukraine, in particular M. Khvesyk, |. Bystriakov, Y. Khloby-
stov. The role of innovation in the concept of sustainable
development takes an important place in studies by the fol-
lowing developers and practitioners: M. Atkins, F. Grosse-
Dunker, E. Hansen, B. Kaafarani, R. Nidumolu, C. Prahalad,
M. Rangaswami, R. Reichwald, J. Stevenson, and others.

Unsolved aspects of the problem. Numerous meet-
ings under the auspices of the UN, the World Development
Reports, and Conferences on Sustainable Development

demonstrate the immense significance of the concept in
preserving life on Earth and actualize corporate sector in-
volvement in establishing mechanisms for achievement of
sustainable development. It is important to identify tasks of
the innovator-entrepreneur in creating 'new combinations'
for customer. The current customer before deciding to buy
a product or service will carefully weigh own 'costs of
choice' (described by T. Sakaiya) and pay attention to val-
ues. Nowadays, producers of material and perfect goods
should clearly realize that humanity requires not only eco-
nomic dimension of well-being but also provide environ-
mental and social components of public welfare.

The paper aims to substantiate the innovation con-
stituent of sustainable development as a conceptual basis
of environmental, social and economic components and
organizational essentials for their harmonization in the triad
‘customer-producer-society’ through development and
commercialization of sustainable products and services,
which materialize scientific and technical knowledge.

The study results. The innovation constituent is of
special importance for issues relating to sustainable devel-
opment mainly because of the fact that in the previous re-
search literature dealing with analysis of innovation as a
creation of 'new combinations' J. Schumpeter was probably
the first who pointed out a problem of future needs, difficul-
ties in persuading consumers to percept new needs and
resistance to changes of social environment due to emer-
gence and development of innovations, that interrupt com-
mon economic activities [1, pp. 88, 155-157]. The theoreti-
cal prerequisite to understanding of system-forming func-
tion of the innovation constituent of sustainable develop-
ment is Schumpeter's approach as to implementation de-
tails about business activites of the innovator-
entrepreneur, — exposing fundamental differences in such
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