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Abstract—Nowadays companies in all sectors are lookingHer t
sources of competitive advantages. Holistic manketapproach
searches for their emergence based on the integrasi all
components and elements across the organizatiodefvianarketing
sees the sources of competitive advantage in ingiéng the latest
managerial practices, motivation, intelligent pobjenanagement,
knowledge management, collaborative marketing, G8R, in the
recent years, also in the business process optionzaVith the use
of modern tools including business process managearel business
process modelling the company can markedly incréssenternal
efficiency which can lead not only to lowering tleests but to
creating the environment for optimal customer capesitive
corporate culture and for origination of innovasoas well. In the
article the authors analyze the recent trend in @&ea and introduce
suggestions to companies to identify and optimieekey processes

product quality — the quality was intensively péved as

the factor differencing the companies from eachenth
however, with new technologies, production autoomti
computer integrated manufacturing and logistics
optimization the differences are slightly mitigatin
premium branding — usually connected with premium
quality, created a space for higher margins by the
orientation on the premium segment,

exclusive showrooms — expensive presentation and
personnel is helping to create a unique sales point
customer orientation and customer care — theserfact
are creating the image of the company and help to
increase customer loyalty, however, these shoulthbe

that have a significant impact of the company’ s petitiveness. matter of course nowadays

¢ collaborative marketing — a close cooperation wvifth
customer not only during the purchase decision gg®c
and after the purchase but also in the earlier gzhas
should help the company to develop products with th
right features, stimulates demand and supports the
customer confidence and engagement which leads to
higher loyalty.

Keywords—business ~ process  optimization,  competitive
advantage, corporate social responsibility, knoggethanagement

|. INTRODUCTION

ANY companies are working hard to efficiently shtis

the customer needs, to create the brand position, t
differentiate in services. These activities shduddp to create
such market position which would protect the conypan Definitely,

against competition price wars and prepare fundém®for orking in the present situation. However they have
further expansion on the market. In these turbutenes of {ansformed to the position of necessity and deinga
unawares alteration of economic recession and scrisgumber companies in this field have significantcehcies in
management is looking for the sources of competitithis area. Thus modern marketing and management
advantage, which would help the company to staiiiZ approaches are seeking for new sources of conveetiti
position. The traditional sources are more and measily advantage which would not be such visible for catitige
replicated by the competitors, as they are vistbleghe all intelligence and at the same time would help thegany to
market competition and thus trackable with lowestabilize or strengthen its market position. Iner@cdecades
requirements on sources of all kinds. new management approach including the elementsisi c
management must be applied. According to MikuSdvg b

We can identify these traditional sources of coitipet |0t of organizations do not consider this approadeature of

advantage: competitiveness.

e product portfolio width — companies are adding new
products to the portfolio when identifying new néch II. LATTER COMPETITIVE ADVANTAGE SOURCES
markets, searching to hit new customers, optimiziey Based on our research in the area of European coegja
portfolio complexity and optimizing the productbehaviour in the crises, we have identified thersesi of
lifecycle, competitive advantage which can be named as ther lat
sources. They are based on the holistic approactthwh
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we are not claiming these instruments aot

TABLE |
TYPICAL SIGNS OF THE MODERN COMPETITIVE ADVANTAGE SORCES

Typical Sign Deeper characteristics
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o i i, ) social and environmental considerations into thmisiness
Dominating internal character Unlike the traditional tools which are . . . L .
oriented directly at the market, these activities in cooperation with interested parti@szovoluntary
sources are internally oriented. Of basis (Commission of the European Communities: Gree
course they do not exist isolated from Paper).

the external environment, but the ; ; ; ;
substance is interconnected with _ 1€ Implementation Guide for Canadian Businesseffijes

internal company environment. CSR as a way firms integrate social, environmerstiad
economic concerns into their values, culture, decisnaking,
Difficult to imitate These instruments exhibit a higher Strategy and operations in a transparent and ataiolen

tdhegfee OL_SOtPhiS“C?“C;E ‘,Nhi_CT Wiﬂ; manner and thereby establish better conditions tfue

e compination O elr Internal H :

character makes them very difficult to businesses themselves and, at the same time, gzvealm for
copy by the competitors. The general the' .v.vhole society. The' voluntary respenS|bIe bussine
principles can be studied but the exactactivities stand on three pillars: the economie, sbcial, and
'mp'emekma“?f(‘j Pfocesf{_ddblldge“f;]g' the environmental field. All three fields should part of the
;ﬁp;vr;tmgoz"o?npg:nfre ldden in e gocial responsibility of every business; howevererg field

comprises many activities from which the businessas

Require experts from various areas The holistic character of these Choose according to their focus of activity and the
instruments  requires  advanced requirements of the participating parties.
knowledge in these areas. Typically \any authorities pay attention to the relationshgiween
experts from outside of the company CSR d th titi d t E rels
are hired to bring the knowledge to an e competitive advantages. From Our_ ase
the company. In legitimate cases thehave selected sever authors that strengthen theriamze of
outsourcing method should be applied CSR for improving the company’s market position]1, 13,
to 9";"3 bet’)‘ef'ts from the tk”OW'eF‘ge 19, 22]. Perrini and Burritt [3, 19] addressed ib&ue in their
g:)eni‘pzny_ y.an  expert SeniCeS\york in whole chapters. We are discussing the ssard

relationship of CSR towards the competitive advgmthased

Coexisting with traditional sources Application of the methods ON t.he four f'elds of CSR — m'c:‘r.k.et" workforce-clmy- and

introduced in this section cannot environment-oriented CSR activities.

guarantee the success of the company . s
itself. Effective usage of these A.Market-oriented CSR activities

traditional - sources of competiive  Thage pusiness activities include driving standartishe

advantage is th requisites fo - . .
im;|eme%tin§ fhe';r; qu;,'vzsncedrsupply chain, activities to improve the quality asafety of

instruments to the company. products, innovations, fair pricing or ethical adigng.

Customers and consumers’ associations, supplierd an
. . . business partners (“to be a fair customer/partnierséxample
According on the introduced characteristics of tager by paying without default, entering into local petships,

instrum_ents we can argue that _imp!ementation ofsqh'es managing standards by means of a supply chaimyetisas
strategic and crucial for companies in regardléSsubject jnyestors and shareholders are critically importarternal

matter and business sector. Based on the mappimgceht  giaveholders in market-oriented CSR  activities. hiroad
knowledge in the marketing, management and IT rebea iormg when it comes to following the competitiveategies,
field and our own primary and secondary researah have competitors as well may be included with stakehaide
identified these major modern sources of competitivyiarket-oriented CSR activities are on the one hainted at

advantage: _ o customers and on the other hand at business parter
e corporate social responsibility (CSR), suppliers.

» knowledge management (KM) and . o
« business process optimization (BPO). B.Workforce-oriented CSR activities
Many CSR activities focus on the main internal
Ill. CSRAS THEDRIVER OF THE SUSTAINABILITY OF stakeholders — the employees. They deal with the
COMPETITIVENESS improvement of working conditions, wages and transf
payments or the creation of new jobs. Other aatiwitn this
field include work/life balance, equal opporturdtieand
bgiversity, job satisfaction, training and staff depment,
responsible and fair remuneration, health and pafetwork
and labour law. Workforce-oriented CSR activitieaynmalso
include communication/information of employees and
participation in company decisions which often Hssin a
strong integration of CSR into their business pesic

The growing threat of climate change and the caorigta
worsening condition of the environment give rise tte
emphasising of permanent sustainability. Sustaema
development is the priority for the EU herself.Ntay 2001,
the EU adopted the Strategy for Sustainable Devedop. Its
goal is to ensure a high level of environmentaltgxton,
social fairness and cohesion, economic welfare aandctive
worldwide support for sustainable development. Otrrse,
this goal also applies to the activities of busingsactice; C.Society-oriented CSR activities

examples_ include a statement_of the European Coslonis  The main aspects of community engagement are Isocia
who in its Green Paper entitled Promoting a Eurnpe%tegration, education, medical care, quality offe i

framework for Corporate Social Responsibility statieat it is (sports/culture), economic recovery and employment,
a concept within the framework of which business#sgrate
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improvement of the local infrastructure as well security,
including various forms of voluntary contributiofs.g. cash
or in-kind donations — gifts, free service or vdany work).
This often means cooperation with local organiseticor
institutions such as schools and hospitals, enwintal
groups, cultural organisations, sports clubs, &tat,also with
public administration bodies and
organisations. These activities are sometimes rexfeto as
Corporate Community Investment (CCI), but they atso
activities in favour of broader society (e.g. invdar of
developing countries).

D.Environment-oriented CSR activities

CSR activities in the field of protection of theveownment
and sustainable development focus on an efficiesdg of
resources and the reduction of waste and pollutbrihe
environment by means of environmental
systems, eco-design, ecological labels
manufacturing techniques and technologies.

We can argue that adoption of CSR principles igialufor
the long-term sustainability of business in the reor
environment. It not only helps to differentiate rfrothe

or

of their future growth. Only then, when they ga@spective
knowledge and skills through this process, willythe able to
survive as a business. Otherwise they will be duhe game
making room for someone more capable, i.e. peopte w
corresponding knowledge and skills.

Businesses that want to be successful on the market

non-governmentalispose of exceptional power in the long term need

implement knowledge management into their practice.
Developed countries provide the world with inforroatand
innovation, management, culture as well as popioeiltstate-
of-the-art technologies, software, education, madicare,
financial and other services [16]. Latest compuiperated
technologies enable an infinite variety of prodoicti New
information technologies are pushing the prices eosts of
production variability to zero. The basis of a wssful

implementation of the knowledge management is to

managemeghderstand the condition that the business consigicand
cleangrposefully uses knowledge. Knowledge that thetornsr

oriented company disposes of has to surpass thelédge of
their competitors and customers.

One of the basic pillars when building knowledge
management is staffing. People as the carriersnofvledge

competitors but also supports the brand awareness gorm the substance of the whole knowledge managemen

creation of positive attitude of the public towatde company
and its product portfolio.

IV. KNOWLEDGEMANAGEMENT AS THE EFFECTIVEMETHOD
OF BUILDING THE COMPETITIVE ADVANTAGE AND
STIMULATING THE INNOVATION ENVIRONMENT

The system and level of available knowledge on
microeconomic level is considered to be the keystiarent
that is bound to the business adaptability to chang the
marketing environment. Effective knowledge managenie
definitely one of the key latter determinants c tompany’s
competitive advantage. This statement is confirmetdonly
by our research but is supported with a strong endd of
world’s marketing management authorities. This ithas
introduced in many recent works of Davenport andsik,
Jackson, Maier, Mullins, Stapleton, Zeleny [6, 18, 18, 21,
23] and other authors. Ghiculescu goes furtherdafishes the
direct impact of knowledge management on creating
sustainable competitive advantage [7]. We consittes
relationship as key to the inclusion of this ateskey modern
factors influencing the creation of sustainable petitive
advantage for enterprises.

Knowledge is considered to be the key pillar ofisty’s
progress in the present dynamic world. Two wayshoi
knowledge comes into being are distinguished byettperts.

system. It is thus vital that companies pay necgssidention

to this area before making any further planned sstep
Experience from practice points to a frequently eatpd
mistake when companies focus on only one goal:uiokty

and relatively cheaply put into practice a new ssiptated
information system that will ensure an effectiveowhedge
ganagement within the company. However, the whodegss

is challenging, long-term, and that is why it canbe carried
out without creating the necessary structure of metence,
position and motivators. Within the structure o tompany

it is necessary to create a separate work positorgpace
within another work position, for control jobs lie# to the
process of knowledge management. Not only in bigger
companies should this team be composed of more dhan
employee, because the multitude and variance weddiasks
and problems is often so very diversified thatvemweaches
one department and is headed across the company’s
@g{ganisational structure.

Knowledge management gathers all the latest dpredat
tendencies and furthermore, it is trying to forrmathodical
process of identifying, gaining, maintaining andngsthe
intellectual capital. It is mutual knowledge excbanthat
significantly supports the changeover to a knowedg
company. To achieve this, it is necessary to makeh &
company “atmosphere” in which information and knedde

The first is based on formal research and developmedaining as well as their exchange is the highegtripy.

separated from conventional production and promisaf ~Without the circle of constant discovering, exchanand use
services — off-line activity; the second is on-limarning, a ©Of knowledge, businesses existing in a turbulemrenment
genuine person learns by doing (investigative liegin Ccannot compete in the competitive struggle becaoseadays,

learning-by-doing, learning in the form of experime- result

knowledge is one of the most valuable assets dhbsses. A

— evaluation — retention — new experiment). Frone thpartial survey has shown a certain trend of volynta

economic point of view, this type of learning isrye
important, mainly because the costs for generdtingvliedge
are being borne by the genuine person. A typicahple is
an entrepreneur who in an indeterminable envirortirhears

knowledge exchange as well as a trend of awareatess the
benefits of knowledge management on the part ahbases.

In case the company does not pay enough attemtion
personnel provision, the whole process of innoeatthe

knowledge management system and its maintenant¢enotil
be successful. This does not mean the companynetlibe

the risks of advancing their existing activities tbe purpose
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able to make the transition to a higher processlleut the
process will certainly not be continuous with artpoti and
asset curve growing on a long term basis to redch
company’s operation goal. To get maximum asset ftben
realized knowledge management activities it is asag/ to
take into account the costs for the creation anshter@ance of
a team that will take care of the start and cortivoe of the
process in a sustainable pace for the whole time.

Effective knowledge management implementation hie t
company has several impacts on other importansdogming
the basis for the competitiveness of the enterpi@Gmee of
these areas is the innovation management. We hesided
not to include innovation, innovation capacity, donation

was the Business Process Reengineering, which wsts f

mentioned in 1990 by Davenport and Short [4].

In the process of BPO methods as Business Process

Modelling (BPM), experimental design and testing ased to
identify the potential bottlenecks. There are mapproaches
and models related to BPO. From our research theaph of

Kress seems to be one the most complex and doceachent

Kress [12] introduces the intelligent BPO methodgiovhich
is created in a form of pyramid. The process idimed by the
business strategy and goals definition. In thisrepgh the
EPM (Enterprise Project Management) and Scenar®pat
together with the KPIs (Key Performance Indicatoa$fer the
synthesis the log file is used for process miningd finally for

potential and innovation management to the maiterat introducing the new process model.

competitive advantage sources, as we definitely dee
intensive connection between the knowledge manageams
the innovation potential. This relationship was emtty
described e.g. by Gunsel [9]. Creating the creativaure and
environment, supporting the creative employees ardhling
with the created knowledge responsibly are thefketors of
innovation emergence. Thus it can be argued tHattefe
management of knowledge is a determinant of innowat
creation which is currently considered being onehaf key
sources of competitive advantage.

V.BUSINESSPROCESSOPTIMIZATION AS THE INSTRUMENT FOR
INCREASINGCOMPANY EFFICIENCY

At present the process analyses represents ofe afidjor
sources of competitive advantage. Processes areoftiee
major determinants of the operative activities @ffeeness.
As MikloSik states, they often include redundancisot of
non-automated operations and direct time and spEEsES
affecting the final competitive ability of the comanpy.

Modelling brings an independent view at the company

processes identifying the complexity of the relasiovith their
interconnections. Key variables determining the petitive
position, added value and the economic outcomélargified
as well [15].

Business Process Optimization (BPO) representskéye
pillar of Business Process Management (BPM). BPO loa
defined as a systematic process of identifying fx@gcesses in
the company throughout the departments, analyziamtand
finding the possibilities to change them to becomere
effective, straightforward and, in justified casalso using the
methods of process elimination, combination or meacess
creation.

\‘\:) " Business Strategy ~

Goals

Selecl Process Select KPls

Create EPM Creale Fitness
and Scenarios Function and Policy
E_',‘_“:“ - ~\ M~
“[ iepm |~
Simulation L
\ "\‘\-f
e <"
Leg
' Process Process Model
i [ > - -
Hng &

Fig. 1 Intelligent business process optimizationhnéology

Regarding BPO most authors agree that the optimizat
should concentrate on all three levels of busipessesses:

» primary processes (also called operational or core

processes),
 support processes and
management processes.

We can agree with the authors who have described
correlation  between  business processes and
competitiveness of the company. There are manygatdis of
potential business process inefficiency in the camyp In the

There are many definitions of business processé® TTable Il we list one of them for each area as desdrby
classical Davenport’s definition states that a bess process Arlbjorn [2].

is a structured, measured set of activities desigagroduce
a specific output for a particular customer or neark implies

an

TABLE Il
BUSINESSPROCESSINEFFICIENCY INDICATORS

a strong emphasis on how work is done within
organization, in contrast to a product’s emphasisvbat [5].
Rummler and Brache [20] state that business protess

Area

Potential causes

series of steps designed to produce a productreicee Most
processes are cross-functional... The focus on nessi
processes can be dated up to the industrial regolutowever
management in the modern era has concentrated ®n
business processes since the 90°s. The prededessBPO

Organization If a company is growing, many
decisions need to be made within
short periods of time and therefore,
thought-through strategies for the
execution of business processes ma
not have been made.

t
the

y
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Management If  managers give conflicted
information to the employees, this is a
sign of poorly executed business
processes.

Employees If there is a high turnover of

employees (often seen in relation to

jobs consisting of monotone work

tasks), there is an increased demand

for simple and well-defined processes
in order to minimize learning time
and errors.

Customers If it is not possible to answer
questions from customers within
satisfactory  time  frames, the
processes in this context are not

functioning as they should.

Products/services If products have an unsatisfactory

long time to market, the existing

processes may be defined in a morey14)

flexible manner.

Information technology If introducing new IT systems (e.g.
ERP system), there is a need for
refining processes in order to be able

to use the system efficiently.

Process management If there is a need for better visibility
of relevant processes, the work of
documenting such process may be

improved.

To summarize, the main objective of BPO is to mazx&or

optimize one or more of the process components ewhisz]

keeping other constraints. The typical effects udel cost
reduction, throughput maximization and efficiencicrease.
As BPO is one of the major quantitative tools ugsedhe
industry, it requires a solid knowledge before tgtgr the
process. Thus outsourcing is applied in many cesese the
external knowledge to coordinate and drive thicpss.

VI. CONCLUSION

This article aimed at identifying the modern trenids
competitive advantage achievement by the compariiks.
research was oriented at their position, awarenagsusage
by the European companies. The proposed typologthef
latter instruments can be further processed andhadetkin the
following research in this field. We can argue thgstematic
and planned implementation of the
significantly enhance the competitiveness of theagany not
only short-term but, what is even more important waieate
the fundamentals for its long-term sustainability.
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