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IntelligenceIntelligence

KnowledgeKnowledge

InformationInformationInformation

DataDataData

Action

Strategic
impact & 

decision making

Towards sustainable 
and profitable growth
Towards sustainable Towards sustainable 
and profitable growthand profitable growth

““In intelligence the issue is not what to read but how to In intelligence the issue is not what to read but how to 
readread””

“Enterprise Intelligence, creating the intelligent and 
alert organisation”

Tactical

Explicit

InternalInternal

QuantitativeQuantitative

Strategic

Tacit

ExternalExternal

QualitativeQualitative

• Implementing
• Assessing

• Recommending
• Packaging
• Disseminating
• Communicating

• Combining
• Interpreting
• Foresighting

• Sharing
• Synthesizing
• Analysing
• Insight

• Filtering
• Bringing order
• Structuring

Business Business 
IntelligenceIntelligence

Organisational Organisational 
IntelligenceIntelligence

Competitive Competitive 
IntelligenceIntelligence
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The top of the iceberg

Basic Analysis

Customer needs, market
shares, SWOT

Extended analysis

Market developments, competitors, 

suppliers etc.

Industry Watch

Business development, innovations, core
capabilities & competencies, network
relations, strategic intentions. etc.
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Flows beyond data,  
information and 

knowledge towards 
actionable intelligence

Buyer, 
distributor

Innovations, 
products & 
services

Economy, 
Politics

Social, 
Human 

Resources

Competitive Competitive 
IntelligenceIntelligenceSuppliers,

sub-contractors
Law, Finance, 

Taxation

Articles, 
publications

Technologica
l Intelligence

Patents, 
norms, industrial 

processes

Fundamental 
& Applied 
Research

Commercial 
& Marketing 
Intelligence

Strategic & 
Social 

Intelligence

Competitive Intelligence makes us understand “why” and “how” our inter-
actions with the market place and space impact our competitive position, and 
allows us to make better decisions

® Copyright: Rouach / Rodenberg

Strategic & Tactical Intelligence Services
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Case Textile Sector

“ The deadline will come shortly and how will the reaction be?”

Facts & Figures:

• 1995 : Liberalisation of Global Textile Market by WTO
• 1997 – 2003: Not foreseen how China and India would develop.

• 2005:

USA Europe
2002 2005 2002 2005

China 16 >50 18 29
India 4 >15 6 9  

20 65 24 38

Source: FD 11.10.2004
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Emerging China brands challenging global leaders

Brand What Revenues Remarks

Haier DAs/TVs 10.0bn Wal-Mart, Sears, Best Buy
Lenovo Computers 3.0bn Market leader in Far East
TCL TVs. Mobile Ph  3.4bn Strong position
Wahada Beverages 1.2bn Strong penetration
Gome Electronics 2.2bn Nationwide stores
Geely Cars 0.5bn Low price / Low cost
Bird Mobile Phones  1.3bn Market leader outside big 

cities
Tsingtao Beer 0.9bn Close link with Anheuser

Busch
Li-Ning Clothing, shoes 121mio High profile
Yonghe King Fast food 40mio Alliance with Jollibee

Source: Business Week 8.11.2004
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Key Intelligence TopicKey Intelligence TopicKey Intelligence Topic

Key intelligence topicKey intelligence topic

Assumptions-unknownsAssumptions-unknowns

Intelligence needsIntelligence needs

SourcesSources

OrganisingOrganising

AnalysesAnalyses

InterpretationInterpretation

RecommendationsRecommendations

Decision-actionDecision-action

Introduction to Competitive Intelligence
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CI supports Portfolio Management

1. Perform
Environmental

Analysis

2. Create a 
Vision of

The future

3. Conduct
Internal

Assessment

4. Decide on
A Strategic

Position

5. Develop
Strategy
Actions

6. Develop
A Plan

7. Manage the Planning Process
- CI tracks competitor activity to ensure achievement of plan objectives

Competitive Intelligence 
supports formation of 

future portfolio

- Monitor competitor activity at 
tactical/product level to ensure no 

major impact on environmental view
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The competitive intelligence cycle

1. BASIC FACTS
Secondary and Internal Information

2. ANALYSIS
Brainstorming / Scenario Planning

3. PROBABILITY
IMPACT GRID

5. CI CYCLE

4. INDICATORS

High
Prob KIT

KIQ

Low
Prob

Unkown
Prob

Planning
Research

Analysis

Presentation / 
Discussion

Needs
Assessment

Decision
& Action

Storage

War Game
Contingency Planning

Scenario Planning

Monitoring
Scanning
Research

KIT / KIQ Indicators
Quarterbacking
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Customer
Intelligence

Cycle

CustomerCustomer
IntelligenceIntelligence

CycleCycle

Understanding Customer ValueUnderstanding Customer Value

Understanding markets, 
customers, competition,

technology

Understanding markets, 
customers, competition,

technology

111

Selecting Customer ValueSelecting Customer Value

Segmentation of markets, 
identifying target markets,

formulating value propositions

Segmentation of markets, 
identifying target markets,

formulating value propositions

222

Creating Customer ValueCreating Customer Value

Market driven product portfolio
management and creating

innovation

Market driven product portfolio
management and creating

innovation

333

Sustaining Customer ValueSustaining Customer Value

The Olympic Metal Focus relating
to the attacking, consolidating

or defensive customer strategies

The Olympic Metal Focus relating
to the attacking, consolidating

or defensive customer strategies

666

Communicating Customer ValueCommunicating Customer Value

It’s all about customer
relationship management

It’s all about customer
relationship management

555

Delivering Customer ValueDelivering Customer Value
Integrating the “voice” of the
customer into the company 

processes leading to improved 
customer value

Integrating the “voice” of the
customer into the company 

processes leading to improved 
customer value

444

The customer`s voice creates in the end the 
sustainable advantages
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Some of these will decide your company’s 
development  

The Environment

The Company

But which ones?

And on what conditions?



©2005, All rights reserved by

Some of these will decide your company’s 
development  

Customers

Laws & Orders Owners of rightsStaff

Public support

Agents

Owners

CEO

Direct competitors

Currencies

Interest rates

Pressure groups

Suppliers

Mass media

Corporate culture

Culture of the society

Board

Investors

Disasters

Substitute competitors

Competition for the priorities of the clients

Loss of un-insured assets

The Environment

Conflicts of interest

The Company

But which ones?

And on what conditions? Infra structure

Inadequate laws

Trade restrictions

Rules hampering the competition

Working environment

Enforced demand

Political hinders
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Operational vs Strategic planning

Operational Strategic

• Aims at controlling a 
company towards an 
economic goal, using 
budgets etc.

• Based on the believes:
– That the environment 

can be controlled 
– That the most important 

decisions are made 
inside the company.

• Aims at giving the company 
the most favorable position.

• Based on the believes:
– That the environment 

can not be controlled 
– That the most important 

decisions are made 
outside the company.

What about business 
relationships?
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Companies, like other living organisms, live from their 
environment

• The environment sets the conditions for a company’s 
development. 

• The environment is by definition larger. 

• All activities are exchanges with the environment.

• The exchanges with the environment take place via relations.

• A relation arises when at least one of the two parties puts a 
value to the exchange.

• Relations can be defined and measured.
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Freedom of Action: The Business Position

D - DOMINATING 
We are the stronger party

A - ALLIANCE
Win - Win

U - UNDERDOG
We are the weaker party

C - COMPETITION
Zero - Sum

Company decides the 
conditions for dealing with 
interested party

The other party decides the 
conditions for dealing with 
the company

The parties gain by 
cooperating

One party wins at the 
expense of the other
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THE MARKET

CULTURE/OCCURENCIES

R
E
S
O
U
R
C
E
S

R
E
G
U
L
A
T
I
O
N
S

Customers Direct
Competitors

Substitute
Competitors

Generic
Competition Suppliers Agents

Mass
Media

Pressure
groups

External
culture

Corporate
culture

Season
Weather

Disaster

Board

Management

Staff

H. of Patents 
and Immaterial 

Rights

Not insured
assets

Investors

Owners

Political
restrictions
Conflict of
interest
Rules of
demand

Competition
rules

Supply
restrictions
External

environment
Work

environment

Interest rates

Currencies
Public
support

Infrastructure

Legal structure

Your company

Freedom of Action: The Business Position

•Business 
relationships
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THE MARKET

CULTURE/OCCURENCIES

R
E
S
O
U
R
C
E
S

R
E
G
U
L
A
T
I
O
N
S

Customers Direct
Competitors

Substitute
Competitors

Generic
Competition Suppliers Agents

Mass
Media

Pressure
groups

External
culture

Corporate
culture

Season
Weather

Disaster

Board

Management

Staff

H. of Patents 
and Immaterial 

Rights

Not insured
assets

Investors

Owners

Political
restrictions
Conflict of
interest
Rules of
demand

Competition
rules

Supply
restrictions
External

environment
Work

environment

Interest rates

Currencies
Public
support

Infrastructure

Legal structure

Your company

Freedom of Action

•First business 
assessment

Competitor C in the most 
profitable business area is 
stronger in solving 
customers’ problems

Competitors A + B have 
superior market shares 
and financial strength in 
both business areas

Totally 
dependent on 
supplier D

Agent X sells other 
products to same 
customer groups

Difficult to 
replace CEO and 
he has no bonus 
or similar

Important rights 
belong to an 
outside partner E

No security rules 
for secret 
information

Vague goals, 
strategy, systems

Possible interest 
for pressure group  
by mass media

Political intention 
to change basic 
conditions

Partially 
controlled by 
laws
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Different Levels of CI Effectiviness

5

4

3

2

1

0 1 2 3 4 5

drowsy

reactive

active

aggressive

conqueringaggressive

active

in-active

= no fear of competition
= re-acting when under attack
= active but in-efficient
= active in highly competitive markets
= consistently pro-active, total picture, ready for battle

Source: Prof. Daniel Rouach, EAP Paris
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“The most important decisions are not take inside but outside your 
company”
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Your Questions
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