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Business intelligence (BI) became both activity and job for the modern enterprise. Not only large corporations are preoccupied by a good BI approach, small and medium enterprises as well realizing the particular role of information and its coherent management in order to better compete on challenging markets. BI is nowadays more than a manner of perceiving the outdoor world of the enterprise, it became a necessary component of the business evolution in a volatile and unpredictable environment. The Romanian organization or enterprise will have to deal with similar changes by adopting a new attitude towards the challenges of this new job and field study. The philosophy, mission and specific BI activities have to be first identified and then highly mastered if the specialists of the field want to satisfy managers’ expectations when confronting the market, to satisfy stakeholders’ exigencies and employers’ hopes, societal imperatives, national administration’s regulations and standards. The present study offers a concrete perspective on BI activities in the new context, trying to raise the interest of the Romanian management for the competitive advantages of the new approach. 

1. Between competitiveness supervision and business intelligence 

Already one of the most favorite topics of economics, almost equally, of management, Business Intelligence, as the Anglo-Saxons prefer to call it, has been integrated in the organizational or institutional practices of Romania with a certain degree of timidity and even discretion. There may be several explanations, some coming from the professional area and the abilities required by such an activity and others, possibly equally significant, based on cultural peculiarities. Before moving on to analyzing some of the problems of the Romanian Business Intelligence, we must outline some of the most relevant aspects of this profession, occupation and activity, of a company or organization, of a regional, local or national institution at the same time.

Organizations cannot achieve competitiveness and performance only by using quality resources and by having a righteous collaboration with the market. The management, and the manager in particular, constantly finds itself faced with particular challenges from the competitors, on the one side, and from business partners, technique and technology suppliers, clients or « producers » of regulations, laws and institutional, administrative, fiscal mechanisms, etc., on the other side. We are referring to a complex, volatile and continuously changing environment that the management must know, control and ingeniously exploit. The ways, means, mechanisms and subtleties of mastering a device meant to face such challenges have already been created and perfected throughout time, especially by large corporations, but also by specific governmental organizations, private or mixed agencies and organisms. The domain of these respective activities has started to be acknowledged as Business Intelligence. Its professionals, its tools and techniques are part of a specific development, of particular experiences and of a distinct interest for contemporary organizational management. It is even considered that Business Intelligence plays a more important part in the competitiveness and performance of the organization than marketing or product quality does. 

The field of Business Intelligence has not yet been precisely defined, as it is quite heterogeneous and rather volatile. The meaning given in specialized treaties is quite general and imprecise itself. Still, it was accepted in order to clear out later on more precise aspects of activities within a certain discipline: identifying, searching, choosing, discussing, transmitting and exploiting useful information to form the basis of the decisions to be taken in a company, organization, corporation, etc. The confusions that still appear, especially with economic espionage, with some parts of knowledge management and others, force us to bring forth some preliminary specifications about what the professionals of this job are doing, or should be doing.

Initially developed as technological supervision, Business Intelligence mainly included activities of that particular area: anticipating technical or technological innovation; preserving technological advantages, detecting technical and technological threats; protecting the material and immaterial inheritance of the company or of the organization, etc. In time, its activities were diversified to cover a larger informational necessity of the company or organization: Business Intelligence is now an assembly of activities, techniques and instruments, based on which information becomes action and the organization evolves better, faster and more efficiently towards competitiveness and performance. Business Intelligence now has a double orientation: towards choosing, discussing and exploiting internal or external information, on the one hand, and towards securing and protecting its own entity, on the other hand.

Business Intelligence activities involve costs, and sometimes very high costs, but their effects completely justify it, by acknowledging that the sense of its development is correct and effectively accomplished. Whether it uses its own network of business intelligence, or it turns to specialized services and organizations, the company will pay a cost equal to the additional value of information. In case information needs to be secured, the cost is equal to that of the measures taken in order to avoid loss caused by external access to information (the proactive model), or equal to that of the effects caused by possible incidents that may affect the expenses or the income of the company (the reactive model) during a certain period of time.

2. The Intelligent company

Business Intelligence actions are no longer unknown to the contemporary company, referring to the modern, competitive and performing company. Such a company is considered “intelligent” not because it has a charismatic manager, because it manufactures a good product or because it implements high quality marketing, but because it achieves high performance through intelligent management, in which Business Intelligence activities are justly and realistically exploited in order to underlie and implement decisions. In its attitude towards Business Intelligence activities, the contemporary company may be hermetic, anarchic or democratic. In the first category, the management acknowledges the particular importance of information and intelligent informing, but it is dominated by the idea that only the initiated should have access to information and, therefore, to the services of Business Intelligence. Apparently coherent and adequate in its activities, this type of company is excessively reserved, with rigid structures and management mechanisms that are obscure and hardly adaptable. 

In the second category a large spread of information and of the meanings derived from Business Intelligence activities is encouraged, allowing systems or subsystems to be created for each of the structures where the respective activities are acknowledged as necessary and important. In this case, serious risks of synchronization lack, dissonance or operational breach may appear.

For the third category, the information is a resource and a tool for action; consequently, it is well administered and allowed to flow freely, for it to be known and intelligently exploited by the whole organization. In this case, information is identified as a need, it is classified, evaluated, transformed, refined, brought to decision making coherence and pertinence, valued through usage and protected when necessary. Under this apparent free flow of information, a rigorous and refined control is actually hidden, to encourage access to information, its correct interpretation and use of the derived effects, as well as protecting confidential information that is important for the company. In this type of company, employees are trained for Business Intelligence, offensively and defensively, through an organizational culture that is adapted and conceived according to the cultural peculiarities of the area where it operates. This is a good time to mention the particular part that culture and cultural specificity play in the functioning of this type of company. Because, beyond other aspects, that implicitly refer to necessary resources for Business Intelligence activities, the management of this company trains people, individuals coming from a certain culture, having thus a certain philosophy, to have certain attitudes and behaviors by turning to certain practices and solutions for solving problems. 

The intelligent company turns to Business Intelligence activities through its own network (own personnel) or through specialized services (external), depending on the span of the business, the scope and objectives, the importance of the decision and of the problem to be solved. Company management will be able to initiate and develop realistic and correct Business Intelligence activities in a series, such as:

1. identifying and evaluating the company’s need for information;

2. defining the configuration of the necessary information (by consulting users and specialists in data processing);

3. defining a Business Intelligence strategy that has the user at its center;
4. anticipating growth in the number of users (other users will appear, including for inspiration);

5. considering the external environment (clients, suppliers and bankers, especially);

6. identifying sources, searching and choosing information;

7. using or transforming chosen information (including analyses and interpretation);

8. synthesizing or reconstructing final information;
9. securing or protecting information;
10.  spreading and exploiting obtained information

Aspects regarding the creation of an internal Business Intelligence device should follow some confidentiality, integrity and availability conditions, depending on internal and external aspects of the respective organization. 

The company’s attitude towards Business Intelligence is often marked by serious errors that may affect the quality of the decisions, on the one hand, and the future attitude towards these activities, on the other. Thus, giving priority to internal information rather than external one, to written information rather than the verbal one, to information coming from hierarchically superior levels rather than inferior ones, or trusting information depending on the urgency of the matter or the accessibility of the sources, are often causes for decisions with extremely serious negative effects for the company. Other important errors may come from attitudes such as:

- shutting eyes and ears;


- making confusions between word and action: it is not enough to know a great deal of people in order to create and put into work a network of Business Intelligence;


- making confusions between the perceived image and the real object that it designates: a network is not formed only by identifying the object of the exchange, but also by activating these exchanges of information;


- separating parts from the whole: forbidding the connections between the internal network and the external ones will almost cancel the effects of a good Business Intelligence activity;

 
- separating communication from transmitting information or messages: neglecting one of the two activities, usually transmitting information, will lead to errors in interpretation;


- detaching the whole from its origins: the network and the company, as well as the network and its action field must not be separated.


Identifying such errors is necessary for the Romanian business environment, for the Romanian company that is still situated, as we shall see later on, in a not very favorable position in terms of such activities.

3. Lobbying and BI

Lobbying is, at least for specialists, a Business Intelligence approach and not only an instrument of influence for the company and its management, being essential in accomplishing Business Intelligence activities. While Business Intelligence is considered the activity or the set of activities, techniques an specialized instruments for searching, transforming, transmitting and exploiting useful information for business actors, lobbying is seen as the “analyses and understanding of a problem in order to explain its essence and the consequences that may derive from it for those who have the power to decide” (Thiery Lefebure, apud Nicolas Moinet, 2004/2005). Lobbying is thus an important part of Business Intelligence and not just one of its beneficiaries. Anyway, lobbying activities are preceded by Business Intelligence in order to get to know and analyze problems for which it must offer solutions and derive consequences for the use of different decision holders. Based on the golden rules that dominate it, lobbying is part of the Business Intelligence, even though it is acknowledged separately, because of its apparently aristocratic style. For comparison, here are a few of these golden rules:

· knowing  decision processes, factors involved and their key moments;

· vigilance: searching for information, establishing a network of contacts, administrating the file, knowing positions and arguments;

· precocity: thinking ahead, taking action as soon as possible, being the initiator of everything, preparing a precise project, preparing, building arguments;

· solidarity: regrouping, putting forward a multinational organism, breeding alliances, building a nucleus of alliances, accepting compromises, trusting the administration;
· multiplicity: considering several decision-makers, neglecting none of the hierarchical levels, of any institution, multiplying measures, arguments, recovering informational sources;

· determination: becoming free from excessive prejudices, defining clear objectives, accepting long-term investment, accepting informational exchange (give to receive), tenacity, recursive methods;

· communication: adopting the logic of public power, putting oneself in someone else’s shoes, adopting administrative language, transforming the content and shape of the messages.
Without discussing the ethics of lobbying, we must admit the fact that it has become a very efficient tool and technique for putting forth a certain position, attitude, perception or even option. It is impossible to precisely say how many lobbying agencies are functioning now in the entire world (Germans and Americans are probably best trained in this type of activities). However, most of them develop Business Intelligence specific activities that favor companies or corporations which need their services. Lobbying networks, mostly American, have become one of the most powerful tools of world Business Intelligence. The lobbying specialist is and has to be very well informed, while lobbying agencies, most of them part of a large international network, have the most sophisticated means and techniques, with a tradition and experience that make them extremely powerful, maybe even fearful.

Lobbying agencies and networks are created and work autonomously or collaborate with large national or international companies. Some of them have been developed through federal strategies in order to support and implement political principles and decisions for a country, a political program or a certain corporation in a certain area or throughout the world, for an organism or a regional population, etc. In Europe, is active the currently famous ANCHAM (the European Union’s Committee for the Chamber of Commerce), headquartered in Bruxelles, which promotes and defends the best interests of several hundred North –American companies in Europe and other parts of the world, by coordinating the activities of a rather large number of people, part-time or full–time employees. Its strong collaboration with embassies, consulates and companies is a proof of American “solidarity” in terms of Business Intelligence and not only lobbying. Without always having structures or organisms that are part of an administrative hierarchy, objectives and punctual common strategies are defined and put into practice, while the means and necessary resources for their accomplishment are set forth.

4. Connections with local administrations

The success of Business Intelligence activities is greatly conditioned by the relationship between the company and its informational system, on the one hand, and local, regional and national administrations, on the other hand. Great part of the information necessary for the company comes from this area, whether we refer to policies and strategies, whether information is needed for regulations, laws and standards, whether it is useful to participate in providing a good environment for the society. Anyway, the relationship is mutual as any space or territory is interested in shaping its own future before it is shaped by the parties involved in its existence. A territory is a space limited by geographical, sociological, juridical, administrative, mental, and generally cultural frontiers. Territorial Intelligence appears in a political-administrative space limited by the State, the companies or organizations from that space, and the community involved. The development of a certain territory is estimated through certain markers: fiscal income, unemployment rate, social expenses, inhabitants’ well being, life quality, etc. Territories have an identity inclination, as well as a cultural, social and economical inclination at the same time. They look for the stability of the companies and investments in their area, trying, at the same time, to be attractive and to create conditions for companies’ competitiveness and mobility in the respective area.  

“Territorial Intelligence may be defined as the capacity to anticipate, control any type of information, use the influential and action networks in an organized manner, through chosen representatives and local employees for the benefit of a certain territory.” The intelligent company and the intelligent territory are actually part of the same system, dominated by the same interests, but having different missions and goals, rationally oriented towards finding solutions for solving problems regarding competitiveness, performance and well-being for groups with similar interests. The company and the administration (local, regional, national), the company and the territory that it is part of, are or should become action partners, and develop common activities in this direction, including or especially in the field of Business Intelligence. Territorial or national administrations have a considerable advantage at this point, which they may use for the well-being of the companies that ensure the level and quality of the development in the community. The community spirit is, to this extent, a defining corollary for the entrepreneurial, efficient, individualist and mainly masculine spirit. The cultural specificity of the territory has a double meaning: the supplier of human resources, of employees with a certain cultural profile; the environment where Business Intelligence activities are developed, for which cultural aspects regarding the relationship between the individual and the community are decisive. Through its management and managers, the company may reach  good coordination of its activities including those regarding Business Intelligence, based on a good relationship with local, regional or national collectivities and administrations, and through territorial intelligence cultural shaping.    

5. Romanian company’s management and Business Intelligence



The fundamental logic of Business Intelligence activities for the company is guided by the principle of promoting the company’s interests, image or market status, of obtaining profit. The company develops Business Intelligence activities or turns to external specialized services to achieve its strategic objectives on strengthening, improving or growing its own market, compared to national or external competitors. The strategic preparation of actions  performed to approach external markets must always come second, after each partner’s profit. The autonomy of company structures should not be in any way affected by the Business Intelligence’s own or acquired activities, which include co-operations, partnerships, informational exchange, etc. The Romanian company still remains rather timid in terms of Business Intelligence activities, seeing them as possible unwanted interventions into its privacy. Many managers see Business Intelligence as a threat and loss of control, rather than a source of significant competitive advantages. In part, they are right. Their fears partialy reside in cultural reasons, but they can also be rationally explained, considering regulations that must always accompany Business Intelligence activities. Company security must be provided by an entire system of regulations and customs that adequately promote its interests, and at the same time, those of the national and regional cause, as a whole. Only this way, the State may step in through adequate levers, in order to ensure the necessary protection for the company and its management, which is needed for achieving objectives in its complex and complicated relations with the market and, therefore, with competitors.    

The dimensions of cultural peculiarities are manifested through divergent influences on the individual or group behaviors of Romanian companies’ managers. The intrinsic characteristics of the manager’s philosophy in this area are most based on a certain sophistication of the action, such as the way of thinking and generating abstractions. Processes which should simplify operations and processes (as main points of the North American management basic philosophy, for instance) are not easily accepted by the Romanian company’s management. Business Intelligence is often pointless, as managers prefer a certain hermetism in making decisions.  The high hierarchical distance may be one of the major causes for this type of decisional behavior, and, naturally, influences the way Business Intelligence should be implemented in the company. On the contrary, through its immediate and permanent purpose, Business Intelligence should continuously clear out the complicated concepts and methods in order to allow explanation and understanding of complex matters. Simplifying complicated matters implies refinement, thus offering the possibility not only to specialists to operate in certain fields, as these fields are usually forbidden to most due to their level of sophistication. Giving details, correctly and intelligibly defining them, supplying information that is apparently insignificant and ridiculous will allow easy penetration into the maze of heterogeneous information, often contradictory, which requires separation, transformation, and metamorphosis in order to reach the level where it may be useful and easily employed in making decisions.
Extending its own Business Intelligence networks towards branches and creating central entities at corporate level is meant to always expand the area for finding information and correlating data, otherwise separate and without any obvious inter-connection that may have some relevance for achieving the objectives set by the company’s strategies. Specialized national organisms may be immediately involved in such private activities, providing access to their data basies, and also supplying useful elements for building international extension strategies for companies or corporations.  A pertinent and realistic view of Business Intelligence and of the need to nationally consider such activities, by creating specialized organisms, does not seem to be a future strategic objective in Romania. Although it doesn’t seem to be included in the area of political anticipation and Romanian State strategy, it is important to say that some preoccupation for Business Intelligence has appeared at company level. We bring this aspect forward in order to underline the fact that local companies show interest in such measures, the international corporations present in Romania, as well as many small and medium size companies with foreign capital, already being aware, for some time now, of the importance of Business Intelligence and already using it, successfully.

The co-operation between companies, universities and research institutions is extremely important for the company, including in terms of Business Intelligence. The regulations, the social and political environment, culture, in general, must provide the conditions for building and using politics and national strategies that will convince the company and the university to develop research and support programs in order to achieve their own objectives, tightly correlating them with governmental ones. Specialized governmental organisms may analyze university programs and projects that they may afterwards partially or totally finance, in order to make them achievable. Companies must also be stimulated to turn to Universities not only for financial or logistic support in their creative mission. The company’s “philanthropy” towards the university does not lack the motivation of individual and collective profit. The university is a center for promoting high quality research and for concentrating information that is of maximum interest to the company, the administration, the public and private institutions and organisms. It is the privileged space wanted targetted by elites of the scientific and cultural world. This is where one may find scientific reunions, congresses, conferences, research reports’ presentations, mission reports, dissertation papers and Ph.D. theses, where one may find a diverse world that possesses information from the most various fields, where a highly refined “know-how” exists, all these being considerable assets if a co-operation with the university is to be exploited in terms of Business Intelligence. 

The existence of a “market” of specialists in finding and giving information may offer considerable advantages to the company. Former collaborators with the Council of Security and counter-information, used in the Cold War for a long time, may be directly or immediately used, or they may rapidly adapt their abilities in order to become specialists in Business Intelligence. Moreover, an excellent “market” for these specialists has already been created by developing organisms more or less specialized in Business Intelligence: insurance companies, lobbying agencies, consulting and audit companies, companies which find, transform and give technological and commercial information, etc. By being involved in such organisms, not only abilities for finding, transforming and giving information are created, but also knowledge for using these abilities in order to generate favorable effects for promoters.   

Employees’ availability for Business Intelligence is present in the cultural components of the society. An orientation in education towards information, boldness and permanent curiosity may determine a better individual and group positioning not only towards Business Intelligence but also towards understanding and applying principles and rules of efficient action, towards innovation and discovery, and entreprenorial spirit. Information activities  should become a systematic and permanent preoccupation, especially in schools and universities. 

Generally speaking, the cultural factor may be considered one of the most important in stimulating  good commitment to Business Intelligence activities, at company, local, regional or national level. Culture itself is not good or bad, favorable or unfavorable, but only valuable in any company activity and, therefore, in organizing and accomplishing Business Intelligence activities. 
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