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ABSTRACT

The main goal of the current publication is to represent a product-market profile as an essential
strategic instrument in the companies from the outsourcing sector in Bulgaria. In this article, we use
the product-market profile to identify competitors' profiles and to define the intensity of competition
in the outsourcing sector in Bulgaria. There is a specific methodological framework that helps to
complete this goal. It consists of three main steps. Firstly, thirty-five competitors fell within the
sample of research. Secondly - based on the preliminary study, different categories™ and subcategories
BPO and ITO services were defined. After that, we determine the competitors' portfolios and the
depth of BPO and ITO services they provide in Bulgaria. Thirdly - we identify aggregate service
profiles for the outsourcing sector as a whole, which helps determine the intensity of competition for
each service category. The intensity is a result of the number of companies offering one or another

outsourcing service.
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INTRODUCTION

The author's concept for the product-market
profile is the primary tool in his previous
studies and publications. The importance of the
product-market profile is determined by the
fact that the characteristics that form it allow
the assessment of the product-market
combinations. The components that define it
are the basis for achieving the company's goals
both in the short term and in the medium and
long term. In this article, we use the product-
market profile to identify competitors' profiles
and the intensity of competition in the
outsourcing sector in Bulgaria.

This paper represents part of the results from
the study for defining Human resource
sustainability in Bulgaria. This study's main
goal was to identify the business growth
opportunities of the outsourcing companies in
Bulgaria. There are three main groups of
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people taken into account as the main factors
of human resources sustainability. The first
group consists of people employed in
outsourcing companies in Bulgaria and the
companies from the IT sector. The second
group includes a young workforce of the age of
15-39 years. The third group consists of two
subgroups - students graduating from their
high schools (basic and vocational) and
students enrolled in the tertiary education
system. The subject of interest in this paper is
the product-market profile as a key strategic
instrument for the international companies
which provide outsourcing services in
Bulgaria. The thesis advocated here is that the
product-market profile is a vital instrument
necessary to identify the intensity of
competition in the outsourcing sector. The
main goal is to summarize the methodology
used and the results we achieved in the study.
The results present the intensity of competition
for every single category, for the two main
service classes BPO and ITO, and totally for
the sector.
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METHODOLOGY

The methodology applied for the study of the
product-market  profile in Bulgaria's
outsourcing sector is based on a sophisticated
deductive approach. It includes a variety of
popular methods: analysis and synthesis,
induction and deduction, structural and
comparative analysis, grouping, analogy,
graphical methods, expert assessment, and
statistical methods. (Figure 1)

« Identifying the main competitors and definition of

(BPO and ITO) services/products for the purposes of
the research

* Defining of the depth of (BPO/ITO) services/products
supplied by every single competitors

* Creating service profile for outsourcing industry and
defining strategic groups of competitors

Fourth step

* Search for additional information available in
different sources of information

Figure 1. Methodological framework

For the study, mainly secondary information
sources were used. The collection of primary
information includes an analytical review of
the companies’ websites, interviews with
managers, and owners. The methodological
framework consists of four main steps. It
enables the performing of a reliable analysis of
the product-market profile and intensity of
competition, even in situations of information
deficit. The first step aim is to identify the
population of the main competitors. The
study's scope covers a sample of 35
international ~ competitors  operating  in
Bulgaria. Five managers from different
companies approved the list with the
outsourcing companies which fall in the survey
sample. The second step includes identifying
the various categories of outsourcing services
that fall within the borders of ITO and BPO.
After that, we determine the competitors'
portfolios and the depth of BPO and ITO
services they provide in Bulgaria. Through the
third step, we create an aggregate service
profile for the outsourcing sector as a whole,
which helps determine the intensity of
competition for each service category. The
intensity is a result of the number of companies
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offering one or another outsourcing service.
Identifying intensity  helps define the
specialization of exiting the workforce in ITO
services (or other industries). Definition of
(BPO and ITO) services which are of interest
for research. The last fourth step is to search
for specific information depending on the goal
of the study. According to the research subject,
this step aimed to find additional information
about people employed in the companies from
the current survey geographical coverage of
the activities, existing offices, and the period
of activity in Bulgaria. The current paper
presents the results from the first three steps.

LITERATURE REVIEW

At the core of defining a product-market
profile are the company's product policy and
product portfolio (1-2). The product-market
profile concept covers issues related to the
business's geographical scope and the specifics
of the sectors (target markets) in which
companies offer their outsourcing services. (3)
In general, four main characteristics are used to
research and identify the product-market
profile in a specific industry (4). With some
adaptation, they can also be interpreted for the
outsourcing sector. Firstly, the product-market
profile expresses the specialization in terms of
the offered outsourcing services. (3, 5). There
are three main characteristics of the company's
assortment: width, length, and depth.  (5).
They determine the outsourcing companies'
product specialization. The issues related to the
separate main categories of services in the two
main classes BPO and ITO services are
considered here (7-8). Secondly, along with the
product ones, it is necessary to study the
market characteristics and the outsourcing
companies' market specialization. (9) The
study of the market characteristics completes
the picture of the product-market profile. (10-
11) In this regard, the market specialization of
companies in the outsourcing sector is revealed
in terms of the classic concepts of market
concentration, selective concentration,
market/product  specialization, full market
coverage. Here we consider the specifics of
outsourcing as a B2B model of business (12),
client types, characteristics of target markets,
and management system of the outsourcing
companies. (13)

The goal is to examine the compliance of the
outsourcing services offered by the companies
with the characteristics of the target markets.
No less important are the issues related to the
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provided services' geographical coverage, in
connection with which national, regional,
continental, and global outsourcing companies
are differentiated. (3, 11) Third, the study of
the product-market profile requires
establishing the market and financial results
that outsourcing companies achieve through
the outsourcing services offered in the
respective target markets: sales, revenue,
profit, market share, market coverage, and
penetration. Through the study of these
indicators, outsourcing companies' positions on
separate outsourcing services and markets are
determined.  In this sense, the role of the
product-market profile for achieving the
desired values of the primary market and
economic indicators of the outsourcing
companies is advocated. (14) Fourth, when
studying the product-market profile for
outsourcing companies, the influence of
external and micro-environment factors at
global, continental, and national levels should
be analyzed (15). The need for their analysis is
determined by the understanding that the
conditions and prerequisites of the outsourcing
sector determine competitors' strategies and
their product-market specialization. (3) An
essential part of this analysis is the volume and
value of sales, the intensity of competition,
geographical features of the markets, and
others. (10) These features allow the product-
market profile to be studied in terms of the
characteristics of the outsourcing sector. Apart
from defining and implementing the product-
market business strategies of outsourcing
companies, the product-market profile can also
be used for human resources management. (10)
Due to the nature of their activities, global
outsourcing companies compete not only in
attracting and retaining customers but also for
human resources specific technical and
linguistic knowledge and skills. (16-17) The
competition for human resources is considered
for the geographical destinations (in our case
Bulgaria), from which the individual
outsourcing companies provide outsourcing
services to their clients. (18) In this case, the
product-market profile should be performed
for the different competitors, for the individual
classes, and the categories of outsourcing
services falling within their boundaries. They
are the basis for determining the intensity of
competition for particular outsourcing services

The BPO service categories includes:
Transportation/ logistics; Human resources;
Sales & Marketing; Finance & Accounting;
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and identifying strategic groups of competitors
(direct and indirect) for human resources. In
our study, this understanding was accepted.
The perception of human resources as a
management  function (19-21) and the
assessment of HR capacity sustainability is a
crucial component in decision-making for
business growth. (22, 23)

RESULTS

The current paper represents the results from the
first two steps and part of the third one from the
implemented methodology. The first completed
step consists of identifying the population of the
main competitors to be analyzed. The vital part
of this step is the definition of BPO and ITO
services which are of interest for research. This
step finishes with the creation of outsourcing
categories services — company matrix in the form
of a table. The second step completed refers to
the identification of the individual companies,
supplying one or another BPO/ITO service. For a
more detailed assessment, it is also essential to
define the depth of BPO/ITO services provided
by every competitor. The result of this profiling
is identifying and grouping the companies. The
third step helped to identify the service profile
for the outsourcing industry in Bulgaria. It has
been done for the country as a whole and for
specific regions (cities), representing the interest
in developing the business of ITO companies. In
terms of the potential for recruiting human
resources with experience, the aggregate service
profile helps determine the intensity of
competition for each service category. The
intensity is a result of the number of companies
offering one or another outsourcing service. Its
identification helps to define the specialization of
the existing workforce in ITO services.

1. Categories and subcategories BPO
and ITO services

Based on the preliminary research, different
categories’ and subcategories BPO and ITO
services are defined. They are used to
determine the service profile of each
competitor and in this one for the country as a
whole. On the other hand, the employees
profile in the industry can be defined as well as
the level of competition in terms of attracting
and retaining employees. The analysis
examined ten (10) BPO and seven ITO
services (approved by the managers from five
of the companies from the survey).

Customer care; Supply chain;
Procurement/source  to pay; Document
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management (printing and scanning of paper
files) Innovations and others.

The ITO services categories include: Desktop
and workplace management; IT helpdesk and
support;  Testing;  Cloud  outsourcing;
Infrastructure  and  datacenter  service;
Application and development; other ITO
services. In the first and the second IT
categories (Desktop and workplace
management and IT helpdesk and support), ten
ITO services subcategories are analyzed,
limiting the study and giving a more precise
view. In the Desktop and Workplace category,
the following two subcategories included are
Line Technical Support Analysis and Line
Support Analysis (non-IT). The IT help desk
category from its side contains the following
eight subcategories: IT operations, NET Web
& Middleware, Backup & Storage, Batch &

Table 1. BPO service portfolio
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Scheduling, Database, Network, UNIX, and
Windows.

2. BPO  services portfolio  for
competitors and as the county as a
whole

The BPO services portfolio is presented in
summary in the table below. It synthesized the
results of the methodology used for the survey.
(Table 1)

e 10 BPO services are listed below -
Transportation/logistics to other BPO services
- against each category horizontally is
presented the number and the relative share of
the competitor, offering it.

e Thirty-five competitors are presented
horizontally - bellow each company
(vertically) is shown the results of the research
of the BPO services it offers. It helps to
identify each service provided by the company
and the depth of its BPO portfolio;
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BPO services intensity

The review of each one category testifies to the
fact that they are offered with varying
intensity. The table can be seen horizontally at
the end of the row against each BPO service
category. The results are represented by table
above.

- The most offered BPO service is
Customer care - provided by 30 (or 86%).

- The second most offered BPO service
is Finance and accounting — provided by 27
companies (or 77%).

- There are two services (Sale and
marketing and Supply chain) offered by the
same member of companies — 24 or 69%.

- The number of companies offering the
next four categories BPO services varies
between 18-21 companies (or from 51 to 60%
of the total).

- Transportation and logistics take the
last place. It is offered by nine companies or
9% of the total number of companies.

Competitors according to BPO services
depth

The average depth identified as a result of all
companies' research from the shortlist is seven
offered categories of BPO services. The most
significant recorded depth is 10 BPO services,
and the lowest one is 1.

- The depth between 7 and 10 BPO
categories is observed in 19 of the companies
or 15% of all aggregate.

- Nine companies are supplying between
5-6 services, which equals to 26% relative
share.
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- The share of the companies which
offer at least one and a maximum of 4 BPO
services is 14% or nine.

- The number of companies without any

BPO services from the list is 3 or 6%.
The average depth identified is seven offered
in the categories of BPO services. The depth
between 7 and 10 BPO categories is observed
in 19 of the companies or 15% of all aggregate.
Nine companies are supplying between 5-6
services, which equals to 26% relative share.
The share of the companies which offer at least
one and a maximum of 4 BPO services is 14%
or nine. The number of companies without any
BPO services from the list is 3 or 6%.

3. ITO service portfolio
The results of the ITO service portfolio
analysis survey are summarized in the table
form below. It is a result of the methodology
used. (Table 2)

Table 2. ITO service portfolio
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eThe ITO services are defined
vertically into six main categories. The first
one is Desktop and Workplace Management
(with two subcategories). The second one is IT
helpdesk ~ and  support  (with  eight
subcategories). There are also three
additional main ITO categories distinguished:
Testing, Cloud services. Infrastructure a
datacenter service (They are not disaggregate
into subcategories). Against each (sub)
category of ITO service, the number and
relative share of competitors which offer is
calculated horizontally. This number forms its
intensity.

eThe 35 competitors (including
MODIS identified are sorted horizontally -
on the vertical are presented the various ITO
services offered by the individual competitors
and their ITO portfolio depth. Likewise, the
average depth of all researched companies is
shown.
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ITO services intensity

The intensity of competition differs for the
different categories of ITO services. It can be
seen from the table.

- The ITO service category with the
highest intensity is Desktop and workplace
management. This category is offered by 25
of the companies or 71% of the whole
aggregate. Its subcategories - Line Technical
Support Analysis and Line Support Analysis
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(non-IT) are at almost the same
intensity.

- The next category from the point of
intensity is IT helpdesk and support, which
is available to 25 companies or 71% of all
surveyed. Network as one of all subcategories
falling within its boundaries is offered by 25
companies or 71%. Other subcategories
supplied by more than 20 competitors are

Database - also provided by 23
385
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companies(66% of the total); IT operations -
21 or 61% and Back-up & Storage — by 20 or
57%. Windows helpdesk and support is
supplied by 18 companies(51%), followed by
Net Web and Middleware -19(54%) and Batch
and Scheduling with 17(49%).

The last categories, which are in the scope of
the research, are well represented. Twenty-five
companies or 71% of the total provide
Infrastructure and Datacenter Service; twenty-
two or 63% of the total include in their
portfolios Testing.

The intensity of competition differs for the
different categories of ITO services. There are
three main ITO categories with the intensity of
25 companies supplying them —Desktop and
workplace management, IT helpdesk and
support and Infrastructure, and datacenter
services. Testing is offered by 21 of the
companies or 71% of the whole aggregate.

The average depth of ITO services supplied by
the companies from the surveyed is nine
categories offered. The maximum depth is 14,
and it is available in 13 companies. In one of
the companies, the depth is 13. There are
seven companies with ITO service depth
between 7 and 11. In 5 of the companies, the
depth portfolio is from 4 to 6. The fourth group
includes five companies with a depth of less
than 4 ITO services supplied. There are three
companies without any ITO operations
included in their service portfolio.

CONCLUSIONS

Usually, a product-market profile is used to
determine the outsourcing companies' strategic
market positions and formulating the product-
market  business  strategies  for  their
development. This article uses another
application from the point of view through
which the product-market profile is used to
determine the intensity of competition between
the classes and categories of outsourcing
services offered by outsourcing companies on
Bulgaria's territory. It identifies strategic
groups of competitors that compete for human
resources with an appropriate language profile
and technical competencies that are of interest
to individual companies. This approach can be
applied at the national level, regionally,
individually. It is also possible to use it
globally.

RADEV R.

REFERENCES

1. Warren, K. J.,Bodo B., Schlegelmilch.
Global Marketing Management: A
European Perspective. Pearson Education,
2001.

2. Sharpe, E.M., Product Planning Essentials.
Second Edition. Kahn. 2015.

3. Vagadia, B., Strategic Outsourcing: The
Alchemy to Business Transformation in a
Globally Converged World. Springer
Science & Business Media, 2011, p.27-54;
p. 55-80.

4. Radev, R., Analysis of intensity of
competition in milk and milk products
sector in Bulgaria. Scientific Papers Series
Management, Economic Engineering in
Agriculture and Rural
Development, 13 (2013), pp. 237-246.

5. Keegan, W. ., Schlegelmilch, B. B.,
Global Marketing Management: A
European Perspective. Pearson Education,
2001, p.289-319, p. 2-29.

6. Kotler, P., Marketing Management, 11-th
edition. New Jersey: Prentice-Hall, 2003, p.
2-29.

7. Halvey, J. K., Melby, M.B., Business
Process Outsourcing: Process, Strategies,
and Contracts.

John Wiley & Sons, 2007, p.3-9.

8. Willcocks, L. P., Mary C. Lacity. The New
IT  Outsourcing  Landscape:  From
Innovation to Cloud Services. Melby. 2007,
p. 1-25.

9. Patel, A. B., Aran, H., Outsourcing
Success: The Management Imperative.
Springer, 2005, p. 40-57; p. 124-142.

10.0shri, 1., Kaotlarsky, J., Willcocks, L., The
Handbook of Global Outsourcing and
Offshoring. Springer. 2009, p. 15-49

11. Weinstein, A., Handbook of Market
Segmentation: Strategic ~ Targeting  for
Business and Technology Firms, Third
Edition. LINGERI, 2013.

12. Venkataraman, K., B2B Marketing. Notion
Press, 2017.

13.Leimeister, S., IT Outsourcing Governance:
Client Types and Their Management
Strategies. Springer Science & Business
Media, 2010.

14.Cook, H. E., Wissmann, L. A., Value-
Driven Product Planning, and Systems
Engineering. Springer Science & Business
Media, 2007.

15.Contractor, F.J., Kumar, V., Kundu, S.K.,
Pedersen, T., Global Outsourcing and
Offshoring: An Integrated Approach to

386 Trakia Journal of Sciences, Vol. 18, Suppl. 1, 2020


https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Warren+J.+Keegan%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Bodo+B.+Schlegelmilch%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Kahn%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Bharat+Vagadia%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Warren+J.+Keegan%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Bodo+B.+Schlegelmilch%22
https://www.google.bg/search?hl=bg&biw=1366&bih=635&tbm=bks&tbm=bks&q=inauthor:%22John+K.+Halvey%22&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ9AgwAHoECAMQBw
https://www.google.bg/search?hl=bg&biw=1366&bih=635&tbm=bks&tbm=bks&q=inauthor:%22Barbara+Murphy+Melby%22&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ9AgwAHoECAMQCA
https://books.google.bg/books?id=omN75-LfgcQC&pg=PR11&dq=Halvey,+Melby,+2007&hl=bg&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ6AEwAHoECAMQAg
https://books.google.bg/books?id=omN75-LfgcQC&pg=PR11&dq=Halvey,+Melby,+2007&hl=bg&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ6AEwAHoECAMQAg
https://books.google.bg/books?id=omN75-LfgcQC&pg=PR11&dq=Halvey,+Melby,+2007&hl=bg&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ6AEwAHoECAMQAg
https://books.google.bg/books?id=omN75-LfgcQC&pg=PR11&dq=Halvey,+Melby,+2007&hl=bg&sa=X&ved=2ahUKEwjimZKN1bbqAhWQyKYKHcrsAVQQ6AEwAHoECAMQAg
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Art+Weinstein%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Stefanie+Leimeister%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Stefanie+Leimeister%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Stefanie+Leimeister%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Stefanie+Leimeister%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Harry+E.+Cook%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Luke+A.+Wissmann%22

Theory and Corporate Strategy. Cambridge
University Press, 2010.

16.Armstrong, M., A Handbook of Human
Resource Management Practice, 10-th
edition. Kogan Page, London, 2010.

17.Hunter, 1., Saunders, J., Human Resources
Outsourcing: Solutions,  Suppliers, Key
Processes and the Current Market: a Case-
study-based Market Review. Gower
Publishing, 2007.

18.Taplin. R., Outsourcing and Human
Resource Management: An International
Survey, Routledge, 2007.

19.Schermerhorn, J., R., Introduction to
Management. John Wiley & Sons, 2011, p.
283-309

RADEV R.

20.Price, A., HumanResource Management in
a Business Context, 2-th Ed. Thompson,
2004.

21.Ulrich, D., Brockbank, W., Younger, J.,
Nyman, M., Allen, J., HR Transformation:
Building Human Resources From the
Qutside In. McGraw Hill Professional,
2009.

22.Ehnert, 1., Harry, W., Zink, JK,
Sustainability and Human Resource
Management: Developing Sustainable
Business Organizations. Springer Science
& Business Media, 2013.

23.Ehnert, 1., Sustainable Human Resource
Management: A conceptual and exploratory
analysis from a paradox perspective.
Springer Science & Business Media, 2009.

Trakia Journal of Sciences, Vol. 18, Suppl. 1, 2020 387


https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Ian+Hunter%22
https://www.google.bg/search?hl=bg&tbo=p&tbm=bks&q=inauthor:%22Jane+Saunders%22
https://www.google.bg/search?tbo=p&tbm=bks&q=inauthor:%22Ina+Ehnert%22

