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Abstract: Problem statement: The study contains “Strategic Marketing Intelliger(SMI)” contents
and formation which are directed to the busineg@smanent and continuous priority and the
investigation of “transformational model propositipdesigning bases, the thought of transformation
to core competence and proposed model’'s applitalziiid advantaged\pproach: This study is
handled as a qualitative assessment related tactegt content of the concepts and to theorize an
explanatory hypothesis under the base of data eadndent analysis. Now therefore, it's evaluated as
a conceptual study connected to theorizing mdgekults: SMI transformational model proposition
has been assessed related to settling the telegcepstem which is connected to the new reality of
competition and integrated system leadership anbpflieat determining their own system
development and at easing the obtainment of thdéemsydeadership by presenting a reliable
topographic mapConclusion: A business’s existing in today/future, not beinigpliower but to be the
followed one, always without losing setting sailaifiree soul, handling integral system leadershép a
all depend on creating permanent values/beingctiora oriented activities. Creating permanent
values/being in action oriented activities can lbasible just with correct assessed/lead informatics
inclusive/completive SMI, which is reachable, cotrdull in time, cross coordinative, shared.

Key words: Competitive intelligence, Strategic Marketing lliggince (SMI), sustaining competitive
advantage, resource-based view, balanced scorbcaimess transformational model

INTRODUCTION This study is handled as a qualitative assessment

Undoubtedly today Intercompany Competition isrelated to reassessing content of the conceptst@and
experienced as far more intense and higher-uptihan theorize an explanatory hypothesis under the bése o
ever been. Businesses are now no longer strugfging data and document analysis. Now therefore, it's
the superiority of product/service, but for “intated evaluated as a conceptual study connected to #negri
system leadership”. model. Clearly the study contains “strategic mariget

In intercompany competition, the changes of playintelligence” contents and formation which are diegl
fields, the geometrical increase rate of momentmah a to the business’s permanent and continuous priarity
risk cause direct increase in strategic choiceghef the investigation of “transformational model
businesses and it sets forth that the new reafitth®@ proposition”, designing bases, the thought of
competition, the future of the businesses will obly transformation to core competence and proposed
organized by “Strategic Marketing Intelligence” (M model’s applicability and advantages.

Under these circumstances, we come across the
necessities of comprehensive thinking, over theCompetition and Strategic Marketing Intelligence:
development  the business and the newn today’s business world, variation momentum rate
cooperation/competition relations and “the so high and it affects businesses to produce difter
transformational model”. Transformational Model and advantageous ideas. In other words, it is atuiy
presents a reliable topographic map which helps tdor the businesses to reassess and revise thaitigies
position the businesses in telescoping system, iand processes to envisage their future and to ecreat
determining the development phase of their owresyst novel things in new competition realities or in
and to handle the leadership of the system (Fig. 1) competitive fields.
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Fig. 1: The genius of the study and its positioning

The New Reality of Competition: Basic Features and meaning of this in new reality of competition isthie
Dynamics: In today’s dynamic business environment, business wants to be successful as whole, in the
competition is evolving rapidly to its new reality organization, every component should act togethtr w
(Warren, 2002; Barney, 2010; Moore, 1997; Williams,the others within a trust relationship. The besy w&
1992; Peteraf, 1993). solving the problems is not to deal with it funciadly,

Competition is from now on appears beyondbut is to take the problems to a higher system tand
successive moves directed to affecting today’'ssolve it under an integrated mechanism. In othexdsjo
conditions, but is known as a process creates duturit is dividing the problems into small pieces ahert
conditions and covers integrated moves. In thicgs® reunite them towards the defined target/aim. This
success is thought as to be able to envisage Beesie thought is oriented to be able to comprehend the
market trends, to keep the needs of changing cestomrelationship between the problem and the higher
needs quickly and by creating new necessities, tsystem. Even in advanced thought, it should be the
transform consumer habits (Moutinho and Southé?h02 observing the effects of problem solving within “an
Vella and McGonagle, 2000). environmentally interacted integrity”. In this pess

According to such a thought, the essence othe main understanding, can be crystallized astésys
competition is not the structure of products andkei@  synergy” which was envisaged by Aristo centuries.ag
of the business but is the dynamic and integratedecause it should be thought that, the sub-systhats
attitude that the business take. Moreover, if thedesigned independently, cannot be appropriatelfulise
businesses delimitate themselves to existindor the organization. System synergy means higher
competitive  environment with an  organized energy production than aforesaid sub-systems’ gnerg
consistency, they can reach success in a certédémtex (System Approach; (a) interdisciplinary approadh, (
but in competition, the possibility of having a integrated approach and (c) depends on scientific
permanent solution is assessed low. Because for approaching principles (Laszk al., 2010; Zexian and
permanent solution in competition, it is necesdary  Xuhui, 2010). To qualify the business’s system gynér
the businesses to develop an effective systematic&trategic Marketing Intelligence (SMI) (The concegit
approach which enables to do their best in changingtelligence” is handled multidimensional in busise
environment freely, to keep themselves in the saméterature; even “competitive intelligence is used
development line together with their markets andplace of the concepts of business intelligence and
customers and up to a certain level, to be abthémge organizational intelligence and each others’. Irr ou
the variation systems/processes. study these concepts are given as a comparativgygua

Russel Ackoff describes the system as “a physical of each other not as trying to separate one froothem
ideational entity which consists of interdependentand the concept of “strategic marketing intelligghis
departments”. Or a system can be described as &éewh handled as an integrating concept)” has been used
which cannot be divided into independent departgient recently and it is seen as a new expansion forikgep
(Barabba, 1995; Dodgson and Hughes, 2009). Theith competition’s new reality/future.
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The Concept of Strategic Marketing Intelligence:In  transforming information to competitive advantage i
order to comprehend SMI related to the new realfty can be sometimes inadequate (&iwal., 2010; Lin and
competition, first of all the contents of compe#ti Chen, 2008; Viviers and Calof, 2002; Wood, 2000).
intelligence and knowledge management conceptkeading from all these, MSI assesses the competitiv
should be investigated thoroughly. Because these aintelligence as a strengthener of the organizabgn
the main arguments that consist the basis of MSIilling the existing gaps from the point of beingess
According to this, in narrow sense, the competitivecoordinate and covering an integrating process. The
intelligence is described as “the informatics thatmost important point here is the capability of gilé
provide businesses to be the more effective”, hawnev working people in the business about comprehending
this definition is not thought enough, the defimiti thoroughly the marketing/strategic marketing déiom
made by Business Intelligence Institute in Ameriga and in this extension they should obtain the thrigki
assessed as the most adequate one (Trim and [08, 20skills. ~ These  thinking  skills  qualify three
Trim, 2004;Walle, 1999a; 1999b; Powell and Allgaier, understandings: (Polet al., 2000) (a) institutionalized
1998). agility skills, (b) all working activities’ represéing the
According to this definition: processes (c) the only purpose’s being customer
pleasure. In other words all the businesses halge on
one purpose; whatever their sector and qualitytas-"
obtain permanent customer” Or it can be said Iiks;t
to keep existing customers and to gain possible and
to obtain permanent customer, businesses shoudaltyu
assess their strategic marketing intelligence (Wd€d
1997; Slater and Narver, 2000; Heirtal., 2003). In this
sense, as mentioned before SMI's relationship with
important disciplines knowledge management and

““Competitive/Business intelligence is the
total knowledge a company possesses about
the environment in which it competes. It is
synthesized from the vast amount of bits and
pieces of external information bombarding
the firm every day. It paints a whole picture
of the present and future competitive arena of
management decisions.”

According to a comprehensive definition:

“Competitive intelligence is the art and science
of preparing companies for the future by way
of a systematic knowledge management
process. It is creating knowledge from openly
available information by use of a systematic
process involving planning, collection,
analysis, communication and management,
which results in decision-maker action”.

competitive intelligence is highly significant.
Knowledge management is a systematical approach
which helps in information/informatics existencedan
providing the value forming with correct customeat
correct time (Linder and Seidenstricker, 2010; Hielf
and Raubitschek, 2000; Teece, 1998). Whereas
competitive intelligence is collecting, analyzingda
managing the external information which can be
effective in the organizations increasing market
competition, Plans of the organization for systecat
and ethical programs. So both disciplines knowledge

management and competitive intelligence must be
systematical and effective in order to increase

In other words, the competitive intelligence ig th ” o
competitive values/advantages for the organizations

process of creating information from clearly ob&ain

informatics by using planning-including a systemati . . . .
! I y using p INg-including y ! The Restructuring of Strategic Marketing Intelligence:

process for deciding actions-collecting, analyzing, s .
communication and management (Calof and Wright,C ompetitive intelligence is the subgroup of knowged

2008: Dishman and Calof. 2008: Ishikawa. 2001: GrGU management, which includes external informatiorihef
and 6gilvie, 2001: Powell and I'Dent—Mica,IIef, 19’97)‘ market place and consist all the data of the orgsion.

Therefore, the purpose of competitive intelligenceSMl_'S a complex and ,gomprehen3|ye structure which
is to able to understand the customers, suppliefis provides both structures’ integration with eacheotand

or shareholders and moreover to obtain and create n coordination.  Organizations should act throughr fou
opportunities. important principles to construct SMI with compeét

Indeed the main purpose of competitive intelligence and knowledge management studies
intelligence is to be able to see the changes mayro Consortium Benchmarking Study Best-Practice Report
in one of these dynamics before and for the busines(Day and Montgomery, 1999) these are:
to determine the best location in order to transftine
changes to advantages; but functionale
actions/integrated processes and during the phhse o
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« The organization should be ready to accepthe learned courses related to their specific nviabse
envisaged the expert people about competitivénformatics is needed.
intelligence and must have them easily

+ Competitive intelligence should be capable ofOrganization’s being tolerant against cross
transferring information and the best applications coordinative activities: In forming SMI, Cross

«  For the sake of SMI's formation, the organization Coordinative Activities cause the excellent ideas a
should be open to cross-coordinative actions assessed synchronically and normally meaningless

information when it is alone, here comes togethith w
To obtain competitive intelligence for correct the other ones and become meaningful and this is

Customers/peop]e at correct time:While forming provided by cross coordinative activities. Juse lithe
strategies connected to markets, it is leadinghbst 100ps of a carpet, how they are meaningless alode a
applications of the organization to the people wine  When they come together they form the carpet amd ha
in need at correct time when they need competitivereat value; this is just in the case of Cross Gioative
intelligence. Here it is the main point is submissbf ~ Activities. If the organization is tolerant to Csos
Competitive inte”igence data as aimed way an(](:oordinative ACtiVitieS, it will ease the deVElOpﬂn@f
donation of all domestic networks of the businass t marketing understanding and the organization wbe’t
competitive intelligence. Competitive Intelligense’ dependent or limited to the obtained informatiord an
being lead correctly and as the aimed way, it iziat ~ Market informatics, by this way the business will
to form organizational structures simplifying dateare. ~ €nvisage what can be done as a whole.
And It requires reconstruction of the organizatamin
the way of facilitating the data share with crosskv  The proposition of strategic marketing intelligence
functions. model: SMI transformational model proposition has
been assessed related to settling the telescopstgns
To give job to the experts of competitive which is connected to the new reality of competitio
Intelligence: Another important principle in forming and integrated system leadership and helpful at
SMI is to give job opportunities to the determining their own system development and at
advanced/experienced specialists about competitiveasing the obtainment of the system leadership by
intelligence in the organizations, in order to abtheir  presenting a reliable topographic map. In this rhode
organized information keys it is highly neededdon  first of all explaining the basic thought of thesitm
an activity mechanism and its applicability. And' fo and |ater transforming this thought to the core

this, it should be thought to activate these .prsees(i) competence of business have great importance.
to employ the persons who are expert in their own

branches by talking personally and with variouseadm 1o design bases of model and the
guestions to have intrinsic communication. (iid&fine
expert people and clarify their being reachableufh
intranet. (iii) To comprise competitive intelligeanc
networks. By the help of this we benefit from extper
competitive intelligence networks’ elevating effect

idea of
transforming core competence:ln general sense, for
the model design and the idea of developing, the
preparation notes are assessed from the angle)of (a
design bases (b) the idea of transforming core
competence.

To be able to transfer information and the best
applications: In forming MSI the third component is
the ability to transfer information and the best

applications of competitive intelligence. To foroch a h T forming i I it
mechanism the basic necessities are periodicalstormt € organization (ii) transforming internal compig:to

information fairs, guides, discussion groups, etmad ~ causal ambiguity (iii) perception of external uriaerty
distribution lists, competitive intelligence tearthe @S opportunities (Fig. 2).

competitive intelligence personnel’s internal and ) )
external rotation, excellent competitive intelligen Forming a common marketing language/operable
centre, competitive intelligence databases andrets. Model among the organization:In order to form the
Competitive intelligence teams head the crosssystem and for gaining functionality of SMI, itadhere to
functional teams and every team is responsible fothe condition if a development cannot be obtained i
reaching related topics quickly with a special kial. ~ forming an operable model and if a general faudbise in
These teams are responsible for being able tofenans differentiating the marketing concept and the nizitkelf.
482
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An operable model business’s awareness against complexity problem and
without neglecting it, the effort of trying to
comprehend, are all handled as presuppositions in
creating causal ambiguity. From the point of view,
complexity is a part of continuity of the work, dgon,

Strategical serving to the customers and effective informatices
s, essential to find a way of to cope with it. Forsthi
struggle a double way process can be developed:o1)
collect and comprehend customer values as a shared
vision among the business and all the personneto(2)
Transforming Perception of form vision that will detect the most effective way
temal complicity external utcertaiaty keep these customer values (Reed and DeFillippi,

Fig. 2: The trivet of strategic marketing intellige 1990).

. Perception of external uncertainty as opportunities
1. Plessiang sud 2 D collecing and The last trivet in the system forming is the peticepof
e I ordae processing: To collect data external uncertainty as opportunities. In everyketathe

needs, making plans e existence of reason and harmony in itself causesyev
customer/ rival’s creating a cycle in the markeslpend
/ later on each is dragged in market's own flow. &at,t
N the more powerful business marketing tools arelabkge

controlling: Constantly 3. Analysis: Transforming they SWeep over |n th's current.

keeping customer needs. useful information and the
sub duties appears as
interactive

The idea of transforming core competenceAbout
the topic of creating superior values to the
— pustqmers/organization SMI _ inqludes_ bl_Jsiness
intellgence o provide the intelligence and all the organizational intelligenc
Sresting develeping process and can be highly effective in correct
e leading/accelerating competitive analysis and d@tis
Fig. 3: The cycle of transforming SMI to core process. However a difficult and a hard procesthés
competences Source: Viviers and Calof obtainment and internalizing of SMI in a business;e
(2002) it is obtained/developed and constantly providedan
be turn into a competence which is hard/costly ¢o b
If the complexity is taken into account which is copied by the rivals of the business (Draganidid an
surrounding market/marketing terms, not forming aMentzas, 2006; Collis and Montgomery, 1995).
frame that rendering marketing concept functiorsal i In the process of formation and development
not so surprising. The arguments about marketiry anprocess of SMI of the business lots of steps are in
not realized compromises are hindering the commisi subject: These steps define SMI functions (Christen
of a common understanding. However, “marketing”and Overdorf, 2000).
controls interpersonal network which bridge over The steps appears in the cycle/ideal display of
among all living people and the other people whe ar transforming SMI to core competence are shape()as;
not able to appear in any of the functional departm Planning and enforcement, (ii) data collecting and
of the business; moreover the statement * markeésiag processing, (i) analysis, (iv) Spreading the
competitive defiance “ can be effective in formiag intelligence, (v) Assessment and controlling (Vigie
common marketing language/operable model. and Calof, 2002; Wood, 2000: 283-299; Desouza, 001

(Fig. 3).

Transforming internal complexity to causal
ambiguity: Another important trivet in forming the Planning and enforcement: The organization should
system is transforming internal complexity to cdusabe aware of the complexity and uncertainty. It @& n
ambiguity. Complexity consists of lots of elemetitat  possible to have loose ideas about the issues eof th
compose a topic or a problem and the interaction ofnswers that to be given to the customers or tivals
these elements with each other. When this elenzamits activities. It is necessary to develop and enf@qsan
interactions are mixed, a difficulty arises in as&  that will determine, change, create and transfdnm t
and decision phase. When looked from that sidecustomer needs.
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Table 1: The explanation of the perspectives famgformational model proposition

Perspective Explanation

High performance perspective This perspective helgsimmarize the works done in the past and abese events and the actual
situation’s measurable economical results andaiewvhether the business basic strategy and thecements
and applications that related to the strategyrdmted to the development of the business ar not

Customer perspective This perspective, definesubtomer that the business will compete, markeadeents and in these target
departments, the measurements of the succeghehatisiness shows. This perspective, includemteasures
of satisfaction, conservation of the customemigai new customers, customer profitability and reairk
/customer shares in the target places. Thus,ales are determined that will be presented tatiseomers
who are at the business’ aimed market department

Internal perspective This perspective, is relatethé important internal processes have to be dpedland brought into perfection

and learning by the business. By this way, busir@ssenting values that will ease to attract amserve the customers in
the aimed market places, keeping sharers’ higfit gxpectations and learning chances are investif@he
measurements places in the processes custonsfasiin and the business focuses on internal psoce
methods which are the most effective ones on tiyeafireaching financial targets. The value chéithe
internal processes is consisted by the activiiese process from the completion of customer ssities to
keeping customer necessities. While forming deaighdevelopment innovation process, productionketag,
and post sale services form operations proceskidiprocess the success redound on financiaesacc

Expansion perspective Expansion perspective isectl® the needed infrastructure for long term ghoand development in the
business. Customer and internal perspective tadggermine the factors would be necessary inutued. There
is a gap between the state that the businesglitharstate that should be reached. In order teempkhe
difference, businesses must have their workerdrestidutions gain new skills, improve the inforrcat
technology and systems and be harmonically workiitly business processes and programs. The meabates
take business workers as base are personnehstitisf education and abilities; in addition tostaemore
detailed and specific measures are also impostasit as; special abilities that prepares a new etitive
environment and signs that reflects to businessirnercial activities.

Source: Kaplan and Norton (1999); Kaplan and Norton (1996a

Data collecting and processing:lt is necessary to is clearly detected. The management of the unitm fr
collect business internal and external data, tegrmatze  the top is beside the point.
them and by degrading to the minimum level, it is
necessary to be gained functionality. The markefThe explanation of transformational model
information that obtained during the process presid proposition: In  this  framework, business
constant service/product which are in balance withtransformational model proposition can be developed
business capacity and resources and it is innavatid  under the basis of four simple perspectives: (This
containing customer pleasure. thought, is assessed related to the thought offuaid

] ) ) ] score card” and its components which are started wi
Analysis: The analysis step of this cycle includes therppert S. Kaplan's and David Norton's head called a
formation of own sub-duties which are in neceseity «pgrformance measurement in future organizations “i
management in order to form effective inputs and;ggqg. Kaplan and Norton (2004; 1999; 1992; 1996b)
outputs. But this i_s only possible vyith a g(_)od sl _these are (a) High performance perspective, (b)
skill. In developing SMI analysis studies are inc,siomer perspective (c) Internal perspective and
interaction with all sub-processes. learning (d) Expansion perspective (Table 1).

While high performance perspective is defining
concrete results of SMI with traditional performanc
expressions, customer perspective is defining value
}péesentation for the target customers. High perémue
perspective and customer perspective define the
expected result from SMI. Whereas internal perspect

Assessment and controlling:This step is necessary detects some of critical processes which are egfetct
especially in collecting process of required feedtba Pe the most effective to SMI. Expansion and leanin
and assessment after evaluating the customergerspective is detecting non-physical resourceshvhi
existing/continuous and possible necessities and tare important for SMI. In this perspective aims are
restructure them. In this step, there is an awhticn  determining which works and systems, what kindrof a
in the general of the organization. Direction ipag@nt; environment are necessary to support internal geese
the resources that will keep the targets are datedn creating value. In this perspective resourcesraegiated
with innovating decisions, responsibilities are lwel and by this way they are provided as harmonioul wit
defined and the way which the application will éall  critical internal processes (Choo, 2001) (Fig. 4).
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2. To collectand process data

i Hanto develop plans for the To collect dat inside and
stection creation of customer outside of the business.to
needs. categorize and to degrade to
High performance perspective Customer perspective The useful simation.
Aims Alms
Tendency Tendency
Creating value Profitability Image, Customer
uniqueness convenient permanentvalue. | pleasure, service,
notto be copied borrowing rate local markets. quality,
organisational definite and functionality, experience,
structure nondispersive branding integrated
proofit level marketing
mcreasing the usage communication
of assets
. . SMIL
5. Assessment and controlling:
constantly keeping customer 3. Analysis: ransforming useful
- - - information and the sub duties
Internal perspective Expansion perspective . .
appears as interactive

needs. ‘

Aims |Aims
Tendency Tendency
Autarchy. Creative mmovatve | |COl2boration. .
being directed to o icatio; integrated T -phy
the targets. crganisaton communication : i
< mects. culture, ° e ) -
actualitiness, ntermal networks, S
reactance, otivatio creatingnew systems, permanent
continuity, motvaton, mark customer value
TNy, shared )
being sharing 1 . Innovation, leaming,
& & vison/mtention h privTT
social responsibilitie:
being recognized

g

4. spreadingthe intelligencetoprovide
the point of view of creating developing
informationsupportedcustomer

Fig. 4: SMI transformational model: The target$aar basic fields and performance

An operable model

A
Correct understanding of organisation reality Reflecting the vision and strategy clarifving
detecting a target organising strategical 5| thewvision enabling the agreement
>
attempts resource dispersion defining the
milestones
4 SMI
A 4
Forming confidence bonds Vision, feedback
dispersion and learning and Learning
determining the target associati e awards [ Operating the shared vision
with performance measuremeats. D Startegical feedback
|l assessment and enabling the
learning

Source : see Hall 2001: 3-14; Montgomery and Transforming the internal
complicity Weinberg, 1979:41-52. Comprehension of external uncertainty

Fig. 5: SMI proposition model activity conditionsdainteractions

The reason-result architecture, which connectgorrects assessment of the results. Directed te thi
these four perspectives appear in businessesource allocation has an importance when thégfgat
transformational model, is the basic structure bl S superb management targets, dependent to detebtng t
formation. The formation of SMI is also importambrin ~ priorities, dependent to reason result relationship
the side of the business, clarification of for whibmwill providing the coordination of movements that are
produce permanent value. At this point, activity strategically target-oriented.
conditions can be assessed as like this (Fig. 5).

Reflecting vision and strategy: sharing the vision
Correct understanding of organization reality:  expresses the unity in the understanding. Transfgm
Understanding the organization reality correctls lsa the strategies to the action redound on the way of
great importance from the point of integrating theleading, being targeted or realization. Agreement
wished plans and attempts with strategically targeid  provides power and success. However, orientedisp th
485
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organizational ability, work processes, customduea change and must share their vision with other warke
and other profits should be taken into account. (Prescotet al., 1998; O’'Gorman, 2005).

Forming confidence bonds:It is necessary to form Conclusion and assessment:  Today’s
trust/confidence bonds and convey it to all levatsl  market/competition dynamics’ has important effects
they should be reflected to personal/organizationabn business basic and other functions causes the
purposes. By this way both the understanding of théncreasing importance of SMI. Especially the
strategies is provided and personal/organizationaincrement/enhancement of inter-organization
purposes are oriented to this. network structures, marketing culverts, marketing

activities over internet, augments the requirenant
Feedback and learning For every business the dependable inter-organizational information sharing
important thing is learning. Every feedback faatlits and sets forth the obligation of assessment of the
the focusing, oriented to the business purposes. Ipersonnel’s’ working with the workers inside/outsid
qualifying this process, transforming strategies toof the organization in a coordinative and integdate
actions has a great importance, too. structure.

Together with this, business transformational Concordantly, businesses are in need of the
model is a coordinative tool which provides coopieea  transformational in order to bring together their
work among SMI workers of business, other workersmarket/customer oriented values and resources lin fu
and organization members in marketing culvert. Her@ime; at the same time to present analyzing appe=sto
the important th|ng iS tO.be able. to deVeI.Op neWthe emerged prob'emsy for the purpose of
approaches which can find multiple solutions t0effecting/formalizing the future. As a matter otfiathe
marketing problems and to assure the state thgasb  ansformational model proposition provides advgeta

possible plans to business continuity. The modat th v, e physinesses in forming and developing SMihérse
indicated and already existing in Fig. 4 and itgtaia ways below:

components have appreciable importance and they can First of all it gives highly important strategic

appear in the organizational structure. Indeed, the . . .
) L equipment to the businesses about the issues of
interested thing is market powers and the effeéts Oexamining the competitive environment better and
external powers on the organization, because & thi 9 P

reason, as Porter indicated in his studies amorg tHﬂak'ng use of , opportuEmesh arc;d crgatl?g. new
years 1980-85, it is necessary for the organizatmn opportunities, envisaging the threads and elimmgatl

answer to the competitive situations and to remalia hem and evolving together. Later, it lets the bess
(Porter, 1980). In the meantime, in order to beaffe ~ 9ain a totally adopted and internalized qualityshifting
in competition, business must well define SMI andthe dominant functions, management/financial icheedi
intelligence personnel should exceed the orgamizati ~ Structure to the axis of marketing /competitionc&ese
handicaps meticulously which can hinder thethe inspiration source of this model is the mottdtioe
organizational mobility of informatics (Davison,@).  best way to envisage the future is to invent it’, i
Inadequate informatics mobility can cause these expresses the current soul of SMI.
problems stated below in an organization (Trim,4800
MATERIALS AND METHODS
» Duplication of informatics sources
«  Decomposition of informatics This study is handled as a qualitative assessment
« Informatics’ being not assessed within the system relate_d to restresssing content of_ the conceptstand
» Delay in decision when the different opportunities theorize an explanatory hypothesis under the bése o
are came across which is oriented to available offata and document analysis. Now therefore, it's

informatics evaluated as a conceptual study connected to Hiegri
«  Incompletion of the plans as a result of inadequaténcdel. Therefore, a model is proposed. This moslel i
informatics synergy assessed related to the thought of “balanced sewd

and its components which are started with Robert S.

In such occasions, it can be necessary to chaiege tKaplan’s and David Norton’s head called as
structure of the organization and if it is possilteis “Performance measurement in future organizations “i
necessary to redefine and recreate the organizatioh?90.
culture. From this side, senior workers of the  The aim this model is to give the vision of cragti
organization must devote themselves to the prooess loops and functional/behavioral road map.
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RESULTS views and findings about the literature. Besidéds i
expected that management transform internal
SMI transformational model proposition has beencomplexity for an operable process, due to thesures
assessed related to settling the telescoping systeaf the fact that today’s dynamic and competitive
which is connected to the new reality of compatitio business environment. Therefore, model that is
and integrated system leadership and helpful atleveloped and proposed should be evaluated regardin
determining their own system development and ato affect of thoughts of transforming core competen
easing the obtainment of the system leadership bgnd perception of external uncertainty.
presenting a reliable topographic map. In the content of study, Strategic Marketing
In this framework, business transformational modelintelligence is emphasized as a driver of competiti
proposition has been developed under the basiswf f intelligence and information management in terms of
simple perspectives: These are (a) High performanceew reality of competition and, it has been exprdss
perspective, (b) customer perspective (c) Internathat transformational model was an expected rebult.
perspective and learning (d) Expansion perspective. this context, first of all the study contribute
The reason-result architecture, which connectsntellectually to the literature in terms of haiés
these four perspectives appear in businessystem leadership by supporting management’s
transformational model, is the basic structure bfl S intermediate-model implementations and it can be

formation. argued that the study has an encouraging feature fo
At this point, activity conditions have been assels further implementations and studies. Also, as iggid
as four this (Fig. 5). characteristic of the study will bring the ideagvfdual
realization of necessary transformation, it maynptie
DISCUSSION development and structuring of the ideas on theahod

Definitely, conceptual and theoretical directioh o

Sustainable competition, qualifies a process thathe study includes a natural limitation. Howeveératt
comprise (includes) holistic actions which createscan be said it provided a useful way with,
management’s future conditions/states. This processnplementation quality of the model, management’s
requires management to change transformation sgstenparticipation to model and intermediate-models that
or developing systematical approaches that containthey will develop and/or believes and performanakes
more efficient and interactive unity of environmant the implementers to achieve this.
for future. Here positioned intertwined systems,
provides uninterrupted flow of energy to the systém CONCLUSION
contrast disruption of energy breaks off interaetiv
unity of environmental from its context and damage To conclude, a business’s existing in today/future
sustainability. not being a follower but to be the followed oneyaas

In that respect, first, reasons of sustainabilitywithout losing setting sail in a free soul, handlin
competition is investigated and then theoretical-integral system leadership are all depend on crgati
conceptual or intellectual modeling orientated topermanent values/being in action oriented actwitie
provide it, is tried to make in the study. This mb&s  Creating permanent values/being in action oriented
associated with balanced score cards componerts thactivities can be possible just with correct assd#sad
are shaped by Kaplan&Norton; then performancenformatics, inclusive/completive SMI, which is
perspective is developed originally in terms oflbot reachable, correct, full in time, cross coordinativ
approach and configuration on the need of primarilyshared.
supporting the processes that create value, As a matter of fact, the transformational model

In the model, it is adopted that the effect of proposition provides advantage to the businesses in
environmental dynamics reveals when conditions oforming and developing SMI in these ways below:
implementation exist, however, the match of coondsi First of all it gives highly important strategic
of implementation and environmental dynamics isequipment to the businesses about the issues of
always assumed to be possible. Therefore it has beexamining the competitive environment better and
thought that this assumes support /contributeshén t making use of opportunities and creating new
way of creating model implementation opportunitids  opportunities, envisaging the threads and elinigati
dynamic environment all the time and in each case.  them and evolving together. Later, it lets the bess

In general context, it may be argued that thiglstu gain a totally adopted and internalized quality by
is prove for management and supports multi-direetio  shifting the dominant functions, management/finahci
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ideational structure to the axis of Hart, S.L., M.B. Milstein and J. Caggiano, 2003.

marketing/competition. Because the inspiration seur Creating sustainable value. Acad. Manage.

of this model is the motto of “the best way to eage Executive, 17: 56-69.

the future is to invent It.”, it expresses the entrsoul Helfat, C.E. and R.S. Raubitschek, 2000. Product

of SMI. sequencing: Co-evolution of knowledge, capabilities
and products. Strategic Manage. J., 21: 961-979.
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