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Abstract 
In the new version of globalization, a competitive firm needs to incorporate new approaches 

in managing their intelligence processes. In a wide word, globalization results from advances 

in information and communication technology (ICT), rapidly changes in Econopolitical 

climates, and eliminates the trade barriers. This represents a perspective to new international 

opportunities for business. In response to new and changing pressures in the competitive 

environment, firms must aggressively identify a set of opportunities and then institute a 

program to achieve continuous improvement, creativity and innovation to enhance their 

competitive position. In order to formulate, and effectively implement, winning competitive 

strategies the firm must have an evaluation system for measuring the capability of 

competitive intelligence (it is commonly abbreviated by CI) processes. This article introduces 

a model for competitive intelligence evaluation and explores the strategic issues for 

management. This study described the current state of CI measurement on the basis of a 

literature review and the case study of Telecommunication Company of Esfahan (TCE). The 

model calculates the CI quotient (or as it says the IQ) in a range of 0 to 100.The research 

develops the guidelines for design and implementation of this evaluation system based on a 

hierarchy analytic approach and Delphi method. This solution can be applied for 

reengineering of managerial processes for intelligence achievement and some other 

utilization. 

 Keywords: Competitive intelligence; Information technology (IT); Information systems; 

Evaluation system; Delphi method. 

 

1. Introduction 

1.1. Background of the research  

In the new version of globalization, and today‘s rapidly changing business environment, the 

need for very timely and effective business information is recognized as being indispensable 

for organizations not only to succeed, but also to survive. A competitive firm needs to 

incorporate new approaches in managing their intelligence processes. In wide words, 

globalization results from advances in information and communication technology (ICT), 

rapidly changes in Econopolitical climates, and eliminates the trade barriers. This represents 

a perspective to new international opportunities for business. In response to new and 

changing pressures in the competitive environment, firms must aggressively identify a set of 

opportunities and then institute a program to achieve continuous improvement, creativity and 

innovation to enhance their competitive position. In order to formulate, and effectively 

implement, winning competitive strategies we need to understand what is competitive 

intelligence. There are several definitions about competitive intelligence. According to 
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literature review [1], APQC defines competitive intelligence as the systematic process of 

obtaining and analyzing publicly available competitor information to facilitate organizational 

learning, improvement, differentiation, and competitor targeting in industries, markets, and 

customers. The Society for Competitive Intelligence Professionals describes it as remaining 

cognizant of competitors' intentions and unanticipated marketplace developments by: 

scanning public records; monitoring the Internet and mass media; and speaking with 

customers, suppliers, partners, employees, industry experts, and other knowledgeable parties. 

Many authors wrote something else about this object , for instance : Sauter and Free (2005), 

―Competitive intelligence is the process of monitoring the competition or environmental 

factors, capturing essential measures of activity, organizing the measures, and presenting that 

information so that it helps decision makers detect and respond to changes in the 

environment before competitors.‖ It is also referred as corporate intelligence, business 

intelligence, or strategic intelligence. However, CI, as it is commonly abbreviated for 

Competitive intelligence, is a concept which refers to a managerial philosophy and a tool that 

is used in order to help organizations to manage and refine information and to make more 

effective business decisions and run the competitive strategy. Actually, competitive 

intelligence refers to the relevant information and knowledge describing the business 

environment, and its own situation in relation to its markets, customers, competitors and 

economic issues.  But it is differ from industrial espionage. The sources in CI, are open and 

in the public domain, although some sources may be published or unpublished. Key 

unpublished information sources include anybody who comes into contact with the 

competitor. This includes the organization‘s own employees, customers and suppliers as well 

as those of the competitor and general industry experts. To better understand CI, we first 

need to understand what intelligence is. According to several authors [3] intelligence 

addresses the intellectual function emerging in association with the environmental, cultural, 

social and economic contexts in which action, interaction, and representation (mental and 

material) happen. It also addresses the cognitive characteristics that shape the individual‘s 

ability to acquire, interpret, and apply knowledge. It is generally accepted that individual 

intelligence varies according to her/his life history, continuous learning capability, skills, 

values and beliefs, ability for problem resolution and decision making, all being expressed in 

specific social and physical contexts. By studying the implications of using the concept of 

―human intelligence‖ as a frame of reference for the CI process, it implies viewing the 

process as the basis of the enhanced organizational capability for problem solving and 

decision-making concerning competition threats and market opportunities. This capability is 

enabled by the gathering information related with competition, consumers, markets, 

economic and political trends, and enhanced by use of information technologies to acquire, 

store, and analyse that information. So, Smart organizations know that to stay competitive, 

they must be able to anticipate and react to changes inside and outside of their industries. 

They also know that this requires having a plan for turning data into actionable intelligence 

from which strategically and tactically important decisions can be made. The use of such 

knowledge, called competitive intelligence, is now a core practice among leading 

organizations 
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1.2. The importance of CI 

 

In the rapidly changing world, at a moment, something will happen to change the 

assumptions. No business can operate individually as an island. The success of a business can 

be directly related to the quality of decisions made by its management. Only few businesses 

operate as a monopoly. There are almost always other organizations offering comparable 

products and services. Then no organization can sit and expect things to be the same month 

after month, year after year. All businesses have the same objectives: 

 They have to gain customers,  

 They have to make money and 

 They must to be succeeded.  

It seems possible also to use the idea of war. In this perspective, the businesses can be 

viewed to be involved in a war. In this field they fight to gain customers at each other‘s 

expense. In addition, customers will look at what is available on the market. They will get to 

know the differences between companies. They know that company A is cheaper than 

company B and that company C has a better after-sales service. For a firm that operates in 

this market and does not know about such facts, and more, is tantamount to lose the battle 

before it starts. To win this war, competition analysis is critical for managers. It is important 

for a firm to understand its competition landscape. It is essential for a firm to know about its 

competitors: 

• How they think and how is its process? 

• How do they plan their strategic planning? 

• What is the next program? 

• What are their strengths? 

• What are their weaknesses? 

• From where may it be attacked? 

• How great are the risks of attacks? 

Sun Tzu, the great Chinese military strategist, wrote in his book 'The Art of War' (Arthur 

Weiss; 2002) 

‗If you are ignorant of both your enemy and yourself, then you are a fool and certain to be 

defeated in every battle.‘ If you know yourself, but not your enemy, for every battle won, you 

will suffer a loss.‘ ‗If you know your enemy and yourself, you will win every battle.‘  

 

Therefore, competitive intelligence can help organizations to win the war. It also tests and 

validates their assumptions. Although the benefits of competitive intelligence vary from one 

company to another, there are a few common benefits. Some benefits for competitive 

intelligence can be listed as follow: 

 It improves the early warning signals 

 CI can help organization to sound strategic planning 

 It presents a common understanding of the competitive landscape 

 It omits performance gaps in relation to the competitors,  

 It isolates the areas that the organization failed to consider in their assumptions.  

 It is a source(reference) for best practices   
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 It helps formulate strategies through an understanding of industry, company, and 

competitors, and exploits the vulnerabilities. 

 Competitive intelligence is a foundation for strategic business analysis. 

 It helps identify areas for improvement as well as risks and opportunities. 

 

1.3 Importance of measurement systems 

 

Management practice demands that any considerable effort be justified, and this is true for 

the competitive intelligence and competitive advantages. It is important to link the efforts 

expended to bottom-line (or other) results. This requires a solid understanding of the 

organization as well as an understanding about the environment that the organization 

operates in. A measurement system sets the organization‘s coordination in the environment 

to plot its next move. It means that it enable organizations, to establish where they are, and 

where they must be. It also enables the organization to set its goals of where it wants to be 

and to monitor the progress towards those goals. Measurement is so important that it is said 

that what is measured in companies is also what is managed. Obviously, to manage 

something, a firm must first measure it. The measurement literature insists that a 

measurement system must be a central part of the business process. An important concept 

here is that, there is some differences between measurement of CI benefits and CI 

capabilities (or as it say in this paper the CI quotient).  By the way understanding out a firm 

does well and focusing effort in that direction. In addition, the best way of measuring even CI 

benefits or CI capabilities, is by ensuring that goals and strategy are known and they were 

well sat. Without that, it becomes very easy to either measure for measurement‘s sake or to 

measure only those items for which measuring tools can be found. For this reason we 

introduce a model for competitive intelligence evaluation and measurement. It is necessary to 

emphasize that intelligence measures must exist for some reasons: 

 To raise awareness about the  intelligence; 

 To establish control system to run and restore   competitive strategies; and 

 To identify actions to improve intelligence and competitive strategies. 

 

2. Competitors and competitive strategy 

 

Companies need to develop processes that monitor each of competitors if they are to ensure 

their competitive level. 

The Porter Five Forces Model provides a framework for such an analysis. This framework, 

involves the analysis of the following (porter 1980): 

· The Power of Buyers 

· The Power of Suppliers 

· The Threat of Substitute Products 

· The Threat of New Entrants 

· The Intensity of Competitive Rivalry 

 Unfortunately it is not always immediately clear who is a competitor (Arthur Weiss; 2002) . 

Apple Computers considered that their key competitor was IBM, and ignored the software 

producer Microsoft. The reality was that Microsoft was the real competitor, and Apple lost 

out, as customers favored computers using Microsoft operating systems, irrespective of the 
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hardware manufacturer. A story is told about a new managing director of Parker Pens, who 

asked his board of directors who was the Parker‘s biggest competitor. The initial response 

was Shaeffer Pens. The new CEO replied that although Shaeffer was a competitor, it was not 

the biggest or most significant competitor. The board members then suggested that cheap 

ballpoint pens were the key competitor. Again the answer was no. The correct answer was 

the Ronson cigarette lighter! Parker research had shown that people mostly buy the Parker's 

pens as presents. A key alternative of this present was often a top brand cigarette lighter. 

Essentially, the quality pen market was a subsection of the overall gift market, and that was 

where Parker needed to target to increase sales. Thus business competitors are not always 

those offering the same or similar products or services. In fact there are four potential types 

of competitor: 

• Organizations offering the same or similar products and services now 

• Organizations offering alternative products and services now 

• Organizations that could offer the same, similar or alternative products or services 

in the future 

• Organizations that could remove the need for a product or service. 

 

However, in addition to monitoring competitors and potential competitors, effective 

competitive intelligence needs also to look at the overall business environment –the terrain in 

which competitors operate. Those companies that are best adapted to this environment are 

most likely to succeed, and thus it is crucial to look for environmental changes and include 

their impact in business planning. Such changes will include new technologies, legislation, 

economic conditions and social attitudes. Business history is littered with cases of companies 

that ignored major changes in their operating environment, and lost out. Examples include: 

• O&M Hausser, with its Lilli doll, and its failure to identify or quantify foreign threats; 

• Valve radio manufacturers who did not adapt the invention of the transistor 

 

3. The Competitive Intelligence Process 

 

In fact, the term competitive intelligence is dualistic. It refers to 

 1) The competitive intelligence as a process and 

 2) The competitive intelligence as a product (so it is a software package). 

 In this paper, we refer to it in first manner. There are several models have been introduced to 

describe the competitive intelligence process. Typically, a CI process has between four and 

six closely related phases. Among them, the SCIP models [1] are most common used. As 

SCIP suggests, there are five stages in competitive intelligence process. See figure (1).  

Step 1: Focus – a company should develop a clear set of goals and objectives for competitive 

intelligence activities and initiate an information program for CI affairs. An information 

program at least should includes competitive intelligence vision, mission, code of conduct; 

and key intelligence factors 

Step 2: Implement - Cultivate an organizational culture conducive to implement actionable 

competitive intelligence. Training employees, providing tools, and reinforcing the 

importance of CI in a persistent and rewarding manner will help develop the required culture.  
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Step 3: Institutionalize – Link strategies to competitive intelligence goals and objectives 

and incorporate its practices into the daily activities of managers. The company should 

continue to communicate the importance of the CI function to all employees and to stress that 

it is a part of everyone‘s job. 

Step 4: Change—Modify processes, behaviors, and performance in ways that help achieve 

organizational goals and objectives. 

Step 5: Hone—Make the competitive intelligence function a dynamic and evolving activity 

with a focus on continuous improvement. 

   
 

 

 

Figure (1): The CI process 

 

As such, CI can be viewed as a subset of knowledge management, involved in the 

management of information from and about organizations‘ environment. CI is used as an 

input in strategic planning, benchmarking, investing, product planning, marketing, the sales 

process and any other business aspect that requires an informed decision on the business 

environment. The focus of competitive intelligence function and functional unit must be well 

defined to better leverage limited resources and develop an organization-wide understanding 

of expected contributions. The issue is not whether competitive intelligence has a strategic or 

a tactical emphasis, but rather that it can clearly articulate an emphasis. Competitive 

intelligence efforts focus on management areas that are critical to business operations and 

success. Some common areas of emphasis for CI functions include: 

 Early warning - It aims company to eliminate surprise. For examples, include 

assessing the potential of technological developments, the entry of a new competitor 

into the market, and the status of key competitors, customers, suppliers, partners, 

regulators, etc. 

 Strategy formulation - Examples for strategy formulation include vision, mission 

strategic plan, investment decisions or acquisition possibilities; changes in production 

and etc. 

 Strategy implementation - It is the most visible and often gives the most tangible 

measure of intelligence value and success. Strategy implementation is more important 

than strategy formulation (R.S.Kaplan ; D.P.Norton; 1996) 

 Descriptions of key players - an actionable CI compiles a full profile of a key player 

(such as a competitor, customer, or supplier) covering its products, operations, 

financial capabilities, strengths, weaknesses, and general approaches. 

It is critical that competitive intelligence function establishes a realistic set of expectations. 

To address intelligence demands, competitive intelligence function should develop a 

Focus Implement Institutionalize Hone Change 
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portfolio of products and services. To develop the function's portfolio of offerings, 

determine: 

 What variety of competitive intelligence products should be offered to meet the needs 

of the organization's customers, 

 What variety of competitive intelligence products should be offered to meet the needs 

of the organization's employees, 

 What level of resources should be invested in each product, 

 What benefits will be derived from each product, and 

 If there are opportunities to partner with other units to design and implement a 

product [1]. 

4. Objectives and methods of the study  

There is a lack of research on the measurement of CI. Improving the performance of business 

intelligence in an organization is essential to survive in the very competitive world. The main 

goal of all Competitive intelligence professionals is to bring about sustainable improvements 

in all scope of performance. Improving the performance is also the best means we have to 

flight to quality managing, increasing profits for customers and stockholders, reducing costs, 

creating capital and so on. Furthermore measuring the intelligence is important for all 

organizations. 

This paper aims to offer an insight into the measurement of CI. It introduces a method to 

measuring CI and intelligence quotient (IQ) for an organization. It is a relatively new concept 

in the literature of management research. Organizations adopt different CI methodologies. 

Because they should meet the specific needs and culture of the organization; and should fit in 

the business plan and the organizational resources required implementing that plan in order 

to enforce the expected return of investment. Currently, methodologies focus the measuring 

of the market value of the organizations. It can be cited among others: Benchmarking, the 

‗Channels-to-Market™‘ Map Competitor Report, Competitive Intelligence Measurement 

Model – CIMM, SWOT analysis method, etc. The following table (table 1) shows the main 

methodologies and methods used in CI (Ana M. Pereira and Isabel Ramos; 2007). 

Specific tools and methodologies are chosen depending upon various factors such as CI 

needs, time constrains, financial constrains, staffing limitations, likelihood of obtaining the 

data, relative priorities of data, sequencing of raw data, etc. Therefore, human judgement is 

an essential element of the decision regarding which CI tools and methodologies to be 

deploying in a specific situation. 

In this methodology the research mainly uses a survey in the literature to find some key 

intelligence topics. By doing so, the objectives of the paper are:  

 To discuss how CI can be measured and to identify what types of measures are 

available in the literature?  

 To describe the measurement of CI in TCE 

These aspects enable the verification of the limitations found in the methodologies and the 

methods applied in the measurement of CI in the organizations.  
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According to survey work carried out by researcher in the CI literature intelligence is directly 

interrelated to some parameters. Researcher explored 12 top organizations in fortune 500 to 

find common characteristics for business intelligence. At last it found analytically seven 

characteristic that it say they configured the intelligence in an organization. Figure 2 shows 

schematically these characteristic.   

 

(Table 1) The main methodologies and methods in CI. 

(Ana M. Pereira and Isabel Ramos; 2007) 

Methodology and 

methods 

Features 

Benchmarking This methodology is a continuous process of researching new methods, 

practices, and processes. Companies either adopt or adapt what works for 

them in order to become the best of the best. This is used for comparing the 

organization‘s operations against those of the competitor‘s. 

The ‗Channels-to-

Market™‘ Map 

Competitor Report 

This methodology was developed by Bulger and is an analytic tool based on 

the principle that there must be a focus on events occurring at individual 

market segment and distribution channel intersections, and that those events 

support business decision-making at tactical and strategic levels throughout 

and beyond an entire business life cycle. (Bulger, 2001). 

Competitive 

Intelligence 

Measurement 

Model – CIMM  

This model provides concrete generic measures for determining CI 

effectiveness. It aids in the calculation of the return on competitive 

intelligence investment (ROCII) and classifies CI output into two categories: 

short-term tactical CI output and long-term strategic. (Davison, 2001) 

SWOT analysis 

Method 

SWOT analysis (strengths-weaknesses-opportunities-threats) can be used as a 

competitive intelligence tool to examine strategic opportunities. Strength is 

defined as the company‘s core competencies. Weaknesses are the company‘s 

drawbacks. Opportunities are the characteristics within the larger marketplace 

that can offer the company a competitive advantage. Threats are conditions in 

that same market that pose a threat to or block an opportunity for these firms.   

APQC‘s 

Benchmarking 

Models 

APQC‘s benchmarking methodology uses a four-phased approach: planning, 

data collection, data analysis and reporting, and adaptation of findings.  

Data Mining It is a process of discovering or predicting the competitors‘ strategic decisions 

and/or understanding the characteristics of the business using quantitative 

analysis techniques applied to open sources.  
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Figure (2) Analytically sevencharacteristic 

 

 
  

The criteria of the intelligence quotient are:   

1) Customer Focus: Intelligent organizations focus on customers. They know and intimately 

understand their customers. Intelligent organizations also understand that customer loyalty, 

retention and market share gain is maximized through a clear focus on the needs and 

expectations of both existing and potential customers.  

2) Leadership: Intelligent organizations have leaders who set mission, vision and goals and 

communicate a clear direction for their organization. In doing so, they unite and motivate 

other leaders to inspire their people. They establish values, ethics, culture and a governance 

structure for the organization that provides a unique identity and attractiveness to 

stakeholders. Leaders at all levels within intelligent organizations constantly drive and 

inspire others towards excellence and in so doing display both role model behavior and 

performance. 

3) Learning: As it was recognised, intelligence is the capacity of the organization to 

constantly be learning. Intelligent organizations continuously learn, both from their own 

activities and performance, and from the others. They rigorously benchmark, both internally 

and externally. They capture and share the knowledge of their people in order to maximize 

learning across and within the organization.  

4,5) Systems and Processes: Intelligent organizations have an effective management system 

based upon, and designed to deliver the needs and expectations of all stakeholders. The 

systematic implementation of the policies, strategies, objectives and plans of the organization 

are enabled and assured through a clear and integrated set of processes. These processes are 

effectively deployed, managed and improved. Decisions are based on factually reliable 

information relating to performance. It also influenced from current and projected 

performance, process and systems capability, stakeholder needs and expectations, 
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experiences and the performance of other organizations. The systems approach integrates the 

analytic and the synthetic method, encompassing both holism and reductionism. 

6) Networking: Intelligent organizations build an effective network to share sources and 

resources and to develop partnerships and participations. These partnerships enable them to 

deliver enhanced value to their stakeholders through optimizing core competencies. Network 

establishes link and communication necessary between some parties. A party is an entity 

such as an object in a system.     

7) Participation: Intelligent organizations recognize that in the new age and in the 

increasingly demanding world of today success is depend on the partnerships they develop. 

They seek out, and develop, partnerships with other organizations. These partnerships enable 

them to deliver enhanced value to their stakeholders through optimizing core competencies. 

These partnerships may be with customers, society, suppliers or even competitors. Then they 

are based on clearly identified mutual benefits. Partners work together to achieve shared 

goals, supporting one another with expertise, resources and knowledge and build a 

sustainable relationship based on mutual trust, respect and openness. 

The approach to evolving process by which the CI quotient measured consists of 2 phases as 

following: 

1) Manager team weights the criteria. 

Management team assesses the evolution of its industry and the capabilities to assist in 

maintaining or developing a conjugate compare. They try to ensure that the organization has 

accurate, current information about its capabilities and a plan for using that information to 

make intelligence. They should compare each criterion with the others and after  

2) Professional group assesses the criteria. 

This assessment is a comprehensive, systematic and regular review of an organization‘s 

abilities and activities.  

The Professional group Assessment process allows the organization to discern clearly its 

strengths and areas in which competitive advantage can be gained. Following this process of 

evaluation, improvement plans are launched, which are monitored for progress. Organization 

carries out this cycle of evaluating and taking action repeatedly so that they can achieve 

genuine and sustained competitive advantages. Professional group should study it in a Delphi 

study method for assessment process and have found the exercise results in a wide range of 

benefits. The Delphi Method is based on a structured process for collecting and synthesizing 

knowledge from a group of experts by means of a series of questionnaires accompanied by 

controlled opinion feedback (Adler and Ziglio, 1996). The questionnaires are presented in the 

form of an anonymous and iterative consultation procedure by means of surveys. These 

argued that, in the absence of an established evidence base, emergent fields of enquiry could 

begin to develop such an evidence base through capturing and synthesizing the opinions of 

domain experts. The Delphi method was therefore an attempt to ‗align‘ the sometimes 

conflicting positions of experts into a coherent and unified perspective.  

 Note that each criteria‘s boundary weight is evaluated in phase one. In phase tow the experts 

(professional group) argue about the information, knowledge and evidences that shaped 

intelligent functions in the corporation. Some sub criteria and detailed description is 

introduced in the thesis. 

This assessment process provides a highly structured approach to identifying and assessing 

an organization‘s strengths and areas for gaining competitive advantage and measuring 
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progress periodically. The application also can used as a training and internal benchmark 

tools. 

This concept and framework for managing and gaining competitive advantage for the 

organization, results too many benefits such as the following: 

 Integrates the various improvement initiatives into normal operations (system 

approach). 

 Facilitates comparisons with other organizations (networking; participation). 

 Offers organizations an opportunity to learn about his strengths and weaknesses, 

about what ―intelligence ―means to the organization, about the how far it still has to 

go and how it compares with other organizations(learning; leadership). 

5. Case study 

5.1 TCE and intelligent function  

The case company TCE (Telecommunication Company of Esfahan) is full service Telephone 

Company whose customers include large companies, societies, small and medium-sized 

companies and consumers. TCE delivers diverse voice and data services, connections to the 

Internet (via ISPs) and customized communication and ICT services, international 

communication services, and network operator services. TCE employed approximately 2400 

per-sons in 2006. Recently, after 44
th

 principal policies, TCE faced major structural changes. 

it corporate structure changed from a government company to a centrally managed but 

locally serving unified company. Moreover, the intelligence function was organized in to 

quality plan. Through them, the new business operating model, as it is commonly abbreviated 

by TOM was introduced. The work was done exclusively by the company‘s own personnel. 

Nowadays, the intelligent function is partly done by it‘s own personnel. This means that the 

intelligent function is operated by the Corporate Planning department in close cooperation 

with professional board. Cooperation offers the TCE users a comprehensive and filtered 

channel for relevant market and competitor intelligence. 

5.2 Competitive Intelligence at TCE  

 

 In this case study, competitive intelligence was measured first, by determining the weight of 

criteria vector. Table 2 shows the determined criteria vector‘s weight. The management 

board involves individualy to compare each pair criterion conjugatually and tried these 

activities until to take a consistent matrix. 

Table 2) Criteria vector and the weights in TCE 
Criterion Customer Leadership Learning Systems Processes Networking Participation 

Erivan Market 

Environm

ent 

Vision 

Strategy 

Knowledg

e 

Change 

Integrit

y 

Goals 

Value 

Engineerin

g 

Parties 

Shares 

Culture 

Cooperatio

n 

Weight 17 19 18 11 9 15 11 

Sore(%) 67 42 40 64 88 55 37 

 

 A key objective for the competitive intelligence management is to increase intelligence 

quotient of the enterprise. The managers do not know which criteria include maximum 
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measures in the assessment process when professional group assesses it. They compare the 

importance tow pair of criteria in compare with together to have a consistent matrix. Then, 

professional group assesses each criterion by information and evidence in the button of 

workshop. They do this in Delphi method studying. It designed a series of questionnaires on 

the subject of criteria. In this case study, the most important criteria divided into sub criteria 

and indicators as they described in the thesis. The questionnaires were sent to a preselected 

group of experts (The professional group). It consists of seven professional experts. The 

questionnaires were such designed to elicit and develop individual responses to the task 

specified and to enable the experts to refine their views as the group‘s work progresses in 

accordance with the assigned task. After 3 time of repetition they overcome the diversity of 

responses. Table 2 also shows the result from Delphi method assessment process. At the final 

TCE‘s IQ calculate by multiplying tow matrix, that is about 54. 

Finally, efficient communication and analysis among the professional group is important for 

the success of CI measurement. Both management board and the professional group have 

precisely specified roles in order to guarantee the process quality.  

Model advantages  

The new CI measurement model has resulted in several advantages. The most significant 

advantages is the feedback to strategic advantage focus improvement activity. Some benefits 

to compare with other models are as following: 

• It sets the organization apart from the competitors and helping to keep it 

alliances to competitive strategy 

• The scoring model is also provided creating opportunities for benchmarking in 

network parties at a similar level of maturity. 

• The process and methodology are based on a framework used by role model 

organizations but it is less resource hungry than the other methodologies. 

• It provides a consistent systematic approach which can be used for assessment 

of units /sub business unit in a large organization. 

• The feedback report provides key messages at criterion level. Lists of 

strengths and areas for improvement for each of the intelligence arena. 

• It delivery cost-effectiveness improvement, benchmarking and introduced best 

practices when compared to the other models.  

• The usability of information, the flexibility of analyzing resources as well as 

the reliability of intelligent activities have also improved.  

Measuring the learning and growth sector is the most challenging part in the competitive 

intelligence measurement process. Because of its intangibility, it is challenging to measure 

e.g. organizational learning or if CI has resulted in better decision-making. Calculating 

ROCII or CI ROI has not been in use at TCE because of the lack of relevant indicators of the 

intangible efforts. However, most ROCII components are measured, but not in the ROCII 

formula mode.  

Conclusions and recommendations 

This study describes the current state of CI measurement on the basis of a literature review 

and the results obtained from deployment of the above mentioned model in a company. 

There is a lack of research and documents on measuring enterprise IQ. It seems rational to try 
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to obtain the measures that can be used either in managing the CI process or evaluating the 

effects of intelligence activities or both. Many factors influence the success of business 

decisions, e.g. competitor's actions, changes in customers‘ behavior and so on.  In fact, in the 

case of inferior intelligence, the whole approaches and tools are ineffective. To have an 

effective intelligence function, it is indispensible to improve the intelligence quotient of the 

corporation. Furthermore, it is needful to measure it. The concept of CI deals with providing 

insightful information related to various business activities. Thus, it would be surprising if 

the managers responsible for CI are not interested in obtaining intelligence concerning its 

own operations.  

This paper introduces a model to measure corporation capabilities for intelligence. It 

calculates the CI quotient (or as it say the IQ) in a range of 0 to 100. So there are some 

recommendations in measuring the competitive intelligence in a corporation.  

1) The CI measurement process converts information and knowledge, into intelligence, 

which have to be utilized for decision making. These effects, e.g. improved decision making 

ability, if occur, are intangible by nature. However, distinguishing the specific benefits 

resulted from CI and the achievements of ordinary decision-making is challenging. Thus, the 

second key recommendations: 

2) In measuring the effects of CI measurement it is important to distinguish what part of a 

phenomenon, say the increase in corporation quotient and its consequent increase in market 

share, results from increased intelligent produced by CI and what is caused by some other 

factors.  

The empirical experiences from the case study illustrate the above mentioned problems in 

practice. The measurement of the effects of intelligent activities is desirable but problematic. 

In the case of this company, the aim of measurement is to develop and improve intelligence 

functions as well as to demonstrate not-value added functions. As a whole, the CI 

measurements system and the related processes seem quite sophisticated. However, there are 

too many opportunities for improvement. Despite the problems, the measures may still 

produce valuable information. After all, the purpose of measurements is only to support 

management, by whom the decisions are ultimately taken and so it is recommended.  
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