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Introduction
In recent years the global competitive scenario has grown in fierceness and intricacy (Zenaide & 
Castro 2015:11). Phenomena such as globalisation, deregulation, dematerialisation, emerging 
economies, rapidly changing consumer behaviour, disruptive innovation and shortened life 
cycles of several products point to a hard-to-foresee panorama. Ghannay and Mamlouk (2015:35) 
add that ‘organisations are struggling to survive in today’s competitive business world’, and that 
‘becoming and remaining competitive requires a conscious and continuous design for competitive 
advantage’.

Companies with the ability to emerge stronger from difficult economic conditions are those that, 
on the basis of correctly organised intelligence, base their new business plans on value, innovation 
and correct competitive strategy, followed by implementation and successful realisation in the 
market place (Bartes 2014b:1243). The emphasis is on having a basis of correctly organised 
intelligence. It is thus of critical importance that competitive intelligence (CI) professionals have a 
plan that will successfully elevate the synergies between CI and strategic management.

For CI to have the greatest contribution to strategic management, CI professionals need an in-
depth understanding of the CI needs of decision makers as well as the decision-making value 
they associate with CI. CI professionals have to carefully plan how to best inform corporate 
decision-making and a planning tool would be useful. A strategy framework is a planning tool 
which can be used to explore ways to enhance an organisation’s strategic planning capabilities. 

Background: For competitive intelligence (CI) to have the greatest contribution to strategic 
management, CI professionals require an in-depth understanding of the CI needs of decision 
makers. CI professionals have to carefully plan how to best inform corporate decision-making. 
A strategy framework is a planning tool which can be used to explore ways to enhance an 
organisation’s strategic planning capabilities.

Objective: To investigate the CI needs of a financial institution’s decision makers in order to 
develop a CI strategy framework. To present the strategy framework as a planning tool to 
CI professionals in the financial services industry as well as mapping the process of developing 
a planning tool, thereby enabling a financial institution’s CI capability to better meet the 
CI needs of decision makers.

Method: The guiding paradigm of interpretivist research directed the research design of a 
single qualitative case study, using an inductive approach. Qualitative data analysis techniques 
were used, which included the use of numerical data, to develop a planning tool for 
CI professionals based on a thorough understanding of the CI needs of decision makers.

Results: Decision makers place considerable value on CI in terms of its contribution to strategy 
development, decision-making, gaining advantage over competitors and enhancing the 
financial performance of the organisation. Relationships between concepts and patterns or 
trends that were identified and utilised to establish themes in the data resulted in a 12-point 
strategy framework.

Conclusion: A financial institution’s CI capability can be enhanced to better meet the CI needs 
of the organisation’s decision makers when CI professionals carefully plan their approach of 
informing corporate decision-making. This paper presents a 12-point CI strategy framework 
as a planning tool for CI professionals.

Developing a competitive intelligence strategy 
framework supporting the competitive intelligence 

needs of a financial institution’s decision makers
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This paper presents a strategy framework that could be used 
as a planning tool by CI professionals in the financial services 
industry.

The paper begins by stating the research question and 
objective, followed by a brief review of the value of CI in 
decision-making according to existing literature. The research 
methodology section motivates the research design, a single 
qualitative case study. The analysis of results and presentation 
of key findings section is followed by a 12-point CI strategy 
framework which was developed as a result of this study’s 
inductive research approach. Lastly, the delimitation of the 
study is stated, the paper is concluded and recommendations 
are made as well as suggestions for further research.

Research question and objective
It is not always clear how CI professionals should best 
approach informing corporate decision-making. The main 
research question of the study was: How can the competitive 
intelligence needs of decision makers at a financial institution be 
better met? and data was collected in order to address these 
three sub-problems: (1) What are the CI needs of a financial 
institution’s (FI’s) decision makers? (2) What actions or 
elements constitute a strategy framework to be used as a 
planning tool by CI professionals in the financial services 
industry? (3) What does the process entail of developing a 
planning tool aimed at enabling a FI’s CI capability to better 
meet the CI needs of decision makers?

The research objective was threefold: (1) investigating the CI 
needs of a FI’s decision makers in order to develop a CI 
strategy framework, (2) presenting the strategy framework 
as a planning tool to CI professionals in the financial services 
industry and (3) mapping the process of developing a 
planning tool by which a FI’s CI capability would be enabled 
to better meet the CI needs of decision makers. The research 
objective originated from existing knowledge of the value of 
CI in decision-making.

Value of competitive intelligence in decision-making
The value of CI in decision-making has been investigated 
and reported extensively in the studies of Du Toit and Muller 
(2004), Muller (2006), Botha and Boon (2008), Fleisher and 
Wright (2009), Heppes and Du Toit (2009), Wright, Eid 
and Fleisher (2009), Strauss and Du Toit (2010) and Du Toit 
and Sewdass (2014), to mention a few. Every business 
confronts some set of crucial business issues and strategic 
decisions i.e. a unique combination of specific competitive 
changes that need to be explored and specific choices that 
need to be made. Each business issue or strategic decision 
must be supported by vital, forward-looking intelligence 
(Fahey & Herring 2007:13).

Fahey (2009:12) and Laney (2016) mention analysis tools and 
techniques that use data sources, technology and gathering 
methods unimaginable a generation ago; these tools now offer 
executives tantalising clues to new opportunities to achieve 

competitive advantage. However, companies consistently 
struggle to ensure that decision makers have timely and 
relevant intelligence for making strategic decisions (Naidoo 
2003:61; Begg & Du Toit 2007:2; Laney 2016). Strategic 
decisions by definition concern tomorrow and they have far-
reaching consequences for the future, which means that 
unpredictable changes in the areas of technology, demography, 
economy, globalisation and the environment need to be taken 
into account (Botterhuis et al. 2009:1).

Calof and Wright (2008:724) cited a study which found that 
CI supports strategic decisions in the areas of corporate or 
business strategy, sales or business development, market 
entry decisions, product development, research and 
development, technology decisions, mergers and acquisitions 
decisions, due diligence, joint venture decisions and 
regulators/legal responses. This reveals that CI influences a 
wide range of decision-making areas and is a vital ingredient 
in the formulation of business strategy (Calof & Wright 
2008:724).

The more information about the internal and external 
organisational environment that is considered within 
decision-making processes, the better the conclusions are 
about possible consequences of alternative actions leading to 
more successful decisions (Schiefer 2013:9). Lowenthal 
(2008:313) states that a key role of CI is to reduce uncertainty. 
In tough times, CI activity therefore has to increase in both 
intensity and frequency of supporting decision-making. 
Decision makers want to know what is happening as well as 
what is likely to happen in the near and far future.

Duvenage (2010:34) suggests that the decision-making 
‘window’ is only open for a very short time due to the 
increasing speed with which transactions and events occur 
throughout the world as a result of the Internet, multimedia 
and other networks. Individuals and organisations are 
overwhelmed because events and patterns are enfolding so 
rapidly and non-linearly, leading to confusion, anxiety and 
ultimately decision paralysis. According to Duvenage 
(2010:34), the immediacy trend has an impact on intelligence 
as CI professionals have to compete with media and other 
information brokers who communicate and disseminate 
information on world events instantaneously through the 
multimedia, Internet and cell phone technology. This 
information is sometimes labelled, positioned and sold as 
intelligence (Duvenage 2010:34). This type of ‘intelligence’ is 
available to all in abundance. Instead, the value of CI in 
decision-making begins with establishing the relationship 
between strategic management and CI based on a thorough 
understanding of the specific CI needs of decision makers. 
This study set out to investigate decision makers’ CI needs in 
order to develop a CI strategy framework. Qualitative 
inquiry was chosen as the appropriate research approach.

Research methodology
The interpretivist research paradigm directed the research 
design. A single qualitative case study research strategy was 
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used with an inductive approach. A primary purpose of the 
inductive approach is to allow research findings to emerge 
from the frequent, dominant or significant themes inherent in 
raw data, without the restraints imposed by structured 
methodologies (Thomas 2003:2; Yin 2003; Saunders, Lewis & 
Thornhill 2012:126). An inductive approach was suitable 
because the research intended to develop a CI strategy 
framework of relevance to a specific FI where no existing 
research on the CI needs of decision makers at the case 
organisation had been done previously.

The methods applied were aimed at collecting data that 
would contribute to action plans aimed at enhancing the CI 
services currently provided to decision makers at the case 
organisation. Qualitative data analysis techniques were used, 
which included the use of numerical data because 
quantification gives precision to statements, it enables themes 
in data to emerge with more clarity and highlights the 
meaning of findings by providing focus (Bauer, Gaskell & 
Allum 2000:3–18; Sandelowski, Voils & Knafl 2009:208). 
Maxwell (2010:480) states that the use of numerical data in 
qualitative research is a legitimate and valuable research 
strategy as this ensures that the process and procedures are 
orientated properly.

In order for this study to develop a planning tool for CI 
professionals, numerical data had to be collected that would 
provide a thorough understanding of the CI needs of decision 
makers. A self-administered questionnaire, including 
structured questions, was used as a data collection method. 
The population was the case organisation’s managerial 
component and out of the targeted sample of 500 managers 
and executives, 124 respondents returned the questionnaire. 
Although the response rate was only 25%, data analysis 
remained important to the case organisation because no 
other similar investigation had been conducted to date.

Questions were aimed at testing participants’ understanding 
of strategic management ideals and establishing their CI 
needs in terms of topics and frequencies. Data was first 
statistically analysed as part of the scientific process of 
qualitative data analysis aimed at identifying relationships 
between concepts and patterns or trends and using these to 
establish themes in the data. A 12-point CI strategy framework 
was then developed based on qualitative data analysis of 
empirical data and literature review with an inductive 
approach.

Analysis and discussion of results
In this study, the analysis and discussion of results formed an 
interrelated and interactive set of processes and findings 
typical of qualitative inquiry with an inductive approach 
(Saunders, Lewis & Thornhill 2009:488). It was first 
established that a strategy framework is a planning tool 
which can be used to explore ways to enhance an 
organisation’s strategic planning capabilities (Gould & 
Desjardins 2015:319). From a planning perspective, a strategy 
framework aids decision makers in choosing a course of 

action for their organisation. The difference between a 
’strategy framework’ and ‘framework’ should be noted; the 
first is described as a ‘planning tool’ and is a precursor of the 
latter. The latter is a complete structure or system-wide 
comprehensive plan aimed at continuous improvement, 
comprised of all relevant entities and activities, including 
guiding principles for understanding, defining, capturing, 
documenting and categorising how various parts and 
processes of a complex system work together to achieve 
desired objectives (Fullan 2007:36; Ternes 2012:25). This study 
sets out to develop a planning tool and not a system-wide 
comprehensive plan.

The results of the literature review provide evidence of the 
value of CI in decision-making. CI has long been recognised 
as a strategic management tool and is one of the fastest 
growing fields in the business world (Schiefer 2013:9; 
Ghannay & Mamlouk 2015:35). Globalisation and the 
development of the future competitive environment is one of 
the key factors affecting the growth of the CI practice (Bartes 
2014a:1234). Although the literature provides evidence for a 
relationship between CI and strategic management, it is not 
clear whether the synergy between strategic management 
and CI is recognised by decision makers to their benefit. Also, 
it is not clear how much value is placed on CI by business 
leaders in terms of CI’s contribution to strategy development 
and decision-making processes, the organisation’s quest for 
competitive advantage and on its overall success. For CI 
professionals to have the greatest contribution to their clients, 
i.e. decision makers, they need an understanding of the 
nature of those needs and insight into how their CI outputs 
are used by decision makers. Armed with this knowledge, CI 
professionals will be able to design CI services that truly 
meet decision makers’ CI needs.

Key findings of the empirical research are that managers and 
executives at the case organisation, in this paper referred to 
as the FI, place considerable value on CI in terms of its 
contribution to strategy development, decision-making, 
gaining advantage over competitors and enhancing the 
financial performance of the organisation. The following 
12 themes emerged from the data.

Understanding of the role of competitive intelligence in 
strategic management [#1]
Managers and executives at the FI were in unquestionable 
agreement on the statements implying synergy between 
strategic management and CI, but CI professionals should 
not assume that decision makers with evident understanding 
of strategic management, will also understand the role of CI 
in strategic management. More specifically, CI professionals 
should begin by ensuring that decision makers know what is 
meant by CI, that is, CI as a service, process, product and 
capability.

Value placed on competitive intelligence by decision 
makers [#2]
Managers and executives at the FI placed considerable value 
on CI in terms of its contribution to strategy development, 
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decision-making, gaining advantage over competitors, and 
enhancing the financial performance of the FI and therefore 
to the overall success of the FI. However, relatively lower 
percentages were recorded for both managers and executives 
in terms of indicating that CI is very important to enhancing 
the FI’s financial performance (cf. Gulwa 2015:39–92).

Use of competitive intelligence in decision-making [#3]
Managers and executives at the FI most often used CI for 
strategic and operational decision-making – this was 
established through data collected and analysed using 
quantitative data analysis techniques in qualitative inquiry 
(cf. Gulwa 2015:39–92), which is essential for the inductive 
integrity of the findings. This study finds that the growing 
competition on world markets increases the demands on the 
information needs of managers and executives which exact 
the subsequent increase in the level of use of CI.

Identifying the actual competitive intelligence needs 
of decision makers [#4]
Identifying the actual CI needs of decision makers entails 
knowing their preferred frequency intervals of obtaining 
intelligence on diverse topics, as illustrated in Figure 1. For 
example, the most important topics relating to the FI’s 
competitive environment were political developments, 
macroeconomic trends, changing customer needs, legal/
regulatory changes, local competitors and operational risk, 
but not at the same frequency intervals, also varying at 
executive and manager decision-making levels.

Figure 1 informs the development of a planning tool for CI 
professionals. In their planning, CI professionals have to 
make provision for determining decision makers’ frequency 
preferences with reference to receiving intelligence on 
specific topics at different decision-making levels at varying 
intervals.

Extent to which competitive intelligence needs of 
decision makers are being met [#5]
A planning tool for CI should include a measure of 
determining the gap between what intelligence decision 
makers require, and what they are actually receiving. For 
example, gap analysis could be done to determine if there 
is  discrepancy between what managers and executives 
require in terms of the elements of the financial services 
industry competitive environment and the topics specific to 
competitors. The gap analysis, presented in Figure 2, 
focused on what CI is required and received monthly as 
this is the interval that was preferred overall by both 
respondent groups.

For example, in terms of the priority elements of the financial 
services competitive environment, it was found that on 
changing customer needs, the gap is significant for both 
managers (27.8) and executives (27) in terms of what they 
require and currently received monthly (Figure 2). The case 
organisation has a number of teams that are mandated to 
develop this type of intelligence. However, based on the gap 

analysis it would seem that their outputs are not successfully 
reaching the FI’s managers and executives.

In relation to intelligence on legal and/or regulatory changes, 
the needs of executives are being met as there is only a gap of 
3.2. However, those of managers are not being met as a gap of 
26.2 was recorded (Figure 2). Insights on legal and/or 
regulatory changes are largely developed by legal teams that 
are attached to specific business units within the company. 
Based on the results of the gap analysis, it would seem that 
their outputs are not reaching managers and executives in 
areas of the organisation outside the teams the legal staff are 
attached to.
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FIGURE 2: Gap between what intelligence decision makers required and what 
they were actually receiving.
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In addressing CI needs on local competitors, there is a gap of 
21.3 in terms of intelligence received by managers and what 
they require. The margin is smaller in terms of executives at 
11.2 on the topic of local competitors (Figure 2). Insights 
on  this topic are developed throughout the FI, however in 
an  uncoordinated manner. In terms of intelligence on 
macroeconomic trends, the CI needs of both groups of 
respondents are being met. The reason could be that 
information and intelligence on macroeconomic trends is 
largely available from both internal and external sources 
to the FI.

In terms of the priority topics that relate to competitors, the 
main concern was on the gap in the intelligence required and 
currently received on the topics on product and price 
comparison against competitors. Although this type of 
intelligence is developed in some areas of the FI, it is not done 
to the required extent; and, when it is done the outputs are 
not effectively reaching managers and executives.

The above gap analysis was discussed in order to explain the 
process of measuring the gap between what intelligence 
decision makers require, and what intelligence they are 
actually receiving. The process of developing a planning tool 
for CI professionals includes the process of gap analysis. Gap 
analysis is an important practice to be included in a CI 
strategy framework.

So far, five themes emerging from the empirical data have 
been analysed and discussed as themes for inclusion in the CI 
strategy framework. Now, the qualitative data analysis 
continues, further linking the empirical data and the literature 
review findings which incorporate the Key Intelligence 
Topics (KITs) process (Herring 1999:4), as well as an 
adaptation of the hallmarks of excellence in competitive 
intelligence (Best Practices 2008). The seminal work of 
Herring (1999) promoted the KITs process which is aimed at 
identification and prioritisation of CI needs of decision 
makers. According to Herring (1999:4–6), a company’s CI 
needs can be generally assigned into one of three functional 
categories, (1) strategic decisions and actions, including the 
development of strategic plans and strategies, (2) early-
warning topics, including competitor initiatives, technological 
surprise and government actions and (3) descriptions of the 
key players in the specific marketplace, including competitors, 
customers, suppliers, regulators and potential partners, 
packaged in the preferred format in order to save the decision 
maker’s time.

For example, executives usually would not have time to read 
and review large amounts of competitive data and 
information produced by CI teams. Rather, what they need is 
insight, that is, a new understanding, complete with its 
implications relevant to a specific business issue or topic 
(Fahey 2009:13). Proficiency in providing decision makers 
with insight begins with building strong relationships with a 
few customers and building a reputation based on the 
hallmarks of excellence as illustrated in Figure 3.

The comprehensive literature review conducted by Pellisier 
and Nenzhelele (2013:1–6), critically reviews the CI process 
and reiterates the hallmarks of CI excellence, illustrated in 
Figure 3. In order to achieve these hallmarks of excellence 
requires CI education. Also, the promotion of CI services 
should be included in the CI strategy framework.

Competitive intelligence education and promotion of 
available competitive intelligence services [#6]
A number of respondents indicated that they are self-reliant 
in terms of where they get CI from. The problem with this is 
the issue of duplication, where managers and executives will 
work on developing CI outputs that are already available 
somewhere else in the organisation. One reason for self-
reliance could be that some managers and executives are not 
aware of existing CI services inside the FI. Indeed promotion 
of existing CI services will go a long way in resolving this 
problem.

The central CI team runs an internal course on CI which is 
aimed at upskilling employees with basic CI skills so that 
they can conduct their own CI when the need arises. The 
importance of ensuring that the CI they need is not already 
available somewhere else in the organisation is emphasised. 
However, the internal CI training programme should be run 
more vigorously going forward and as part of its content it 
should drive awareness on the role of CI in strategic 
management and successful execution of business.

Auditing of available competitive intelligence services 
within the financial institution [#7]
The findings indicated that CI outputs are being created 
throughout the case organisation. A need exists to identify 
who is developing these outputs, what topics are addressed 
by these CI outputs, where are these outputs stored and who 
is currently receiving and or using these outputs. In addition, 

Source: Adapted from Best Practices, 2008, ‘How successful companies create and develop a 
high-value CI function to drive better business decisions’, viewed 19 November 2015, from 
http://www.slideshare.net/bestpracticesllc/psm-302-a-competitive-intelligence

FIGURE 3: Hallmarks of excellence in competitive intelligence.
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an audit can determine what CI reports have been acquired 
from external suppliers and where these reports are being 
stored. This will help ensure that such reports, usually 
purchased at high cost, are leveraged across the entire 
organisation. Furthermore, it is necessary to eliminate, or at 
least reduce, duplication of instances where intelligence is 
bought from third parties when the same intelligence has 
already been developed internally.

Collaboration between competitive intelligence 
teams [#8]
Within the FI, a number of teams are producing CI that is 
focusing on specific elements of the competitive environment. 
For example, legal teams produce intelligence on changing 
regulations, market research teams produce insights on 
changing customer needs and the central CI team has a focus 
on producing intelligence pertaining to competitors. These 
teams need to collaborate more effectively as it is evident that 
their outputs are not reaching some of the managers and 
executives who need their outputs to support their strategic 
management duties.

Review of scope of the central competitive  
intelligence team [#9]
Based on the topics identified by managers and executives as 
very important to receive intelligence on, the central CI team 
needs to review the topics they have been covering in their CI 
reports. Through quantitative data analysis it became evident 
that the FI’s managers and executives perceive product and 
price comparison as the most important topics to get 
intelligence on, however, through gap analysis, significant 
gaps were found in terms of what is required and what is 
currently received as far as these two topics are concerned. 
Thus, both the process of developing a planning tool and the 
eventual CI strategy framework should include continuous 
review of the scope of the CI team.

Improvement on distribution of competitive  
intelligence outputs [#10]
From the empirical data a clear observation was made of the 
actual CI needs of decision makers (Figure 1). As mentioned 
above, the use of CI was established through data collected 
and analysed using quantitative data analysis techniques in 
qualitative inquiry (Gulwa 2015:39–92), which is essential for 
the inductive integrity of research findings. Based on these 
findings, an improvement on the distribution of CI outputs 
is  required, as recommended in the conclusion section of 
this paper.

Capacity of the competitive intelligence team [#11]
A significant number of managers and executives indicated 
that the CI they were receiving internally was not timeous 
(cf. Gulwa 2015:87–88). For example, in terms of frequency 
requirements, decision makers mostly preferred monthly 
outputs (Figure 1). However, the central CI team recently had 
to change the frequency of its Strategic Competitive Intelligence 
Report to publication once every second month due to 
capacity challenges. Indeed, with more staff members the CI 
team would be in a position to again release the FI’s Strategic 

Competitive Intelligence Report on a monthly basis and ensure 
that it covers the priority topics of decision makers as per the 
results of this research.

Presentation of research results [#12]
The need was identified to present these research results to 
the FI’s managers and executives. Typically the CI cycle 
includes a continuous feedback loop, mentioned in this paper 
as the sixth hallmark of excellence (Figure 3). Again, the 
comprehensive literature review conducted by Pellisier and 
Nenzhelele (2013:1–6), emphasised both aspects of obtaining 
feedback as well as giving feedback, as critical CI processes. 
Thus, ‘Presentation of research results’ was identified as the last 
of the 12 themes emerging from the empirical study.

The above discussion has covered the research objective of 
investigating the CI needs of a FI’s decision makers in order 
to develop a CI strategy framework.

Competitive intelligence strategy framework
A CI strategy framework was developed based on the data 
that was collected, analysed and logically arranged according 
to themes. Each theme forms a component of the 12-point CI 
strategy framework developed as a result of this study 
(Figure 4).

Put together, the 12 points of the CI strategy framework form 
a balanced approach to CI service delivery. CI professionals 
could benefit from using Figure 4 as a planning tool. Also, CI 
professionals could use this study as map of the process of 
developing a CI strategy framework. The researchers found 
that the centre point of the process was [#1] understanding of 

FIGURE 4: CI strategy framework.
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the role of CI in strategic management on which balances, 
[#2] the value decision makers place on CI; and, the value [#2] 
rests squarely on the fine balancing of the other 10 points of 
the CI strategy framework, [#3] to [#12]. The emphasis is on 
balance; when an imbalance is noticed the relevant corrective 
action could be taken, for example, the case organisation may 
have to adjust according to the recommendations made in 
the concluding section of this paper.

Conclusion and recommendations
In conclusion, a FI’s CI capability can be enhanced to better 
meet the CI needs of the organisation’s decision makers 
when CI professionals carefully plan their approach of 
informing corporate decision-making. This paper presented 
a 12-point CI strategy framework as a planning tool for CI 
professionals, summarised in Figure 4. The layout of Figure 4 
simultaneously serves the purpose of mapping the process of 
developing a CI strategy framework – emphasising that an 
imbalance is an indication of specific action to be taken.

This study recommends specific action in terms of [#6] CI 
education and promotion of available CI services. The CI 
team of the case organisation should play a proactive role in 
educating and promoting to managers and executives the 
value of CI to decision-making and its contribution to the 
performance of the organisation. Elevated awareness through 
education can increase the appreciation of CI efforts from the 
CI function as well as the use of its outputs aimed at elevating 
synergies between CI and strategic management.

In terms of [#7] auditing of available CI services, it is 
recommended the FI determines what CI reports have been 
acquired from external suppliers and where these reports are 
being stored. This will help ensure that such reports are 
leveraged across the organisation and help reduce duplication 
in cases where intelligence is bought from third parties.

Also, the scope of the central CI team [#9] may need revision. 
Although the central CI team should continue covering the 
topics identified in [#4] and [#5], it should also ensure that it 
develops to a greater extent intelligence on product and price 
comparison against competitors. Product and price 
comparison were the most important topics to get intelligence 
on for both managers and executives and there were 
significant gaps in terms of what is required and what is 
currently received as far as these two topics are concerned. 
Another suggestion to ensure coverage of both priority topics 
on competitors as well as the elements of the financial services 
industry competitive environment will be for the central CI 
team to selectively summarise and integrate relevant insights 
on changing customer needs, regulatory changes and 
macroeconomic trends into its competitor intelligence 
focused reports. Doing so will ensure that the needs of 
decision makers are addressed in a more effective way. The 
new-look intelligence products as suggested in this section 
should then be distributed widely to cover CI needs of 
decision makers across business units and geographies the FI 
operates in.

In terms of [#10] the improvement on distribution of CI 
outputs, the first step would be to compare the existing 
subscription lists which are used by the central CI team and 
other CI teams at the FI to distribute their respective outputs 
against the targeted sample of this research. This action will 
ensure that the current CI needs of these decision makers are 
proactively met. As an end result, decision makers will spend 
less time in producing their own input and rather focus their 
time on their core strategic management duties, thereby 
leveraging the synergy of CI and strategic management. In 
addition, a central electronic repository should be used by the 
central CI team and other producers of CI within the 
organisation. This will ensure that managers and executives 
across the FI are made familiar with only one source of available 
CI thus eliminating duplication of CI efforts and acquisition of 
CI from outside, which might already exist internally.

In terms of [#11] increasing the capacity of the central CI 
team, an imbalance was noted in the ability to cover the 
priority topics relating to competitors in a proactive manner. 
A need exists for a bigger central CI team that will have more 
capacity to develop required intelligence products on time 
and distribute these across the organisation in a format that is 
preferred by decision makers. One preferred format was oral 
presentations. It is difficult to deliver on this requirement 
when the team has limited capacity. With more capacity the 
team would be able to increase its efforts in promoting 
collaboration of CI activities across the organisation. Lastly, it 
is recommended the research results are presented to decision 
makers [#12] in order to achieve the fine balance of the value 
placed on CI by decision makers [#2].

A number of potential areas for further research were 
identified. Firstly, to explore the decision-making process of 
managers and executives to better understand at what stage 
they actually use CI when making strategic and operational 
decisions. This will help CI teams to ensure they provide 
timely CI that supports decision-making. Secondly, to find 
out whether the managers and executives who claimed to 
have acquired CI reports from external suppliers had 
commissioned specific CI research and what CI topics did 
they commission on. Answers to this question will provide 
insights into those topics decision makers can do without. 
Thirdly, finding out which external newsletters managers and 
executives are subscribing to will help the CI team to ensure 
that the most useful external newsletters are shared with 
relevant audiences internally. In addition, this will provide 
insights into topics that are important for decision makers to 
receive information and CI on. Lastly, now that a CI strategy 
framework has been developed, this planning tool needs to 
be implemented and evaluated by the case organisation’s CI 
professionals. Thereafter the planning tool has to be expanded 
into a comprehensive framework aimed at enhancing the 
organisation’s strategic planning capabilities.

Limitations of the study
The data analysis and discussion of results present an 
interpretation of a single case organisation, therefore the 
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findings cannot be generalised for other companies and 
industries. However, other organisations may benefit from 
the idea of a balanced process mapped out by this study.
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