
This White Paper looks 
into what “keeps sales and 

marketing directors awake at 
night”, and discusses concrete 

Market Intelligence methods 
and tools that can support 
companies in selling their 

products and services out to 
the market.

Executive Summary
This White Paper discusses the kinds of Market Intelligence sup-
port that the corporate customer processes (marketing & sales 
planning and management, marketing process, sales process, 
and the account management process) typically require both 
on a continuous basis and periodically. The essential focus of 
the paper is on looking into what “keeps sales and marketing 
directors awake at night” and on what kinds of concrete Market 
Intelligence methods and tools can help companies to sell their 
products and services out to the market.

The MI needs in customer processes typically range from highly 
strategic brand and media planning to understanding on a very 
concrete level, how the company’s marketing and sales produc-
tivity could be further leveraged in different market areas. This 
paper classifies the supporting MI tools and methods into three 
categories based on the level of their focus: Macro analysis, mar-
ket analysis, and customer and competitor analysis. Towards the 
end, individual tools and methods have been described under 
each category.
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1. Introduction
This is one of several upcoming White Papers that discuss how Market Intelligence can be 
linked with different business processes. The White Paper 1/2007 focused on integrating Mar-
ket Intelligence with the strategy and planning process; the next White Paper will explore the 
links between MI and the product and technology processes.

Customers are the most important external factor for any organization. Without a thorough 
understanding of the present and future needs of customers, it is difficult if not impossible to 
run a successful business operation. Four different sub-processes are presented in this White 
Paper which interact under the umbrella of “customer process”: marketing and sales planning 
and management, the marketing process, the sales process, and the account management proc-
ess, all of which can be supported through systematic Market Intelligence.

The term “Market Intelligence” will be used throughout this White Paper. “Market Intelligence” 
refers to the activity of building an understanding of the present and future business environ-
ment that supports proactive decision making. Terms such as competitor analysis, technology 
analysis, customer insight, etc. will be used under the overarching term “Market Intelligence”. In 
this context, “Market Intelligence” should be seen as being synonymous to terms such as Com-
petitive Intelligence or Business Intelligence.

Figure 1

Market Intelligence for the 

Customer Processes MARKETING COMMUNICATIONS

MARKETING & SALES PLANNING AND MANAGEMENT

SALES ACCOUNT MANAGEMENT

MARKETING & SALES PLANNING AND MANAGEMENT 

• Understanding of the existing and potential customer segments, competition and applications
• Understanding of market size(s), market growth and market shares in existing markets
• Understanding the attractiveness of new potential markets
• Understanding the customer needs and preferences
• Understanding competitors’ products, sales organization, marketing plan and pricing 
• Monitoring trends and understanding the impact of them

Processes

Market 
Intelligence 

Needs

MARKETING COMMUNICATIONS

• Positioning the marketing message 
optimally

• Identifying and analyzing media 
options

• Tracking the visibility of the company 
in the press (+ vis-a-vis competitors)

• Brand analysis

SALES (B-TO-B)  

• Identifying new sales leads 
(target companies)

• Tracking public tenders
• Profiling key decision makers
• Current awareness about changes at 

customers 
• In-depth understanding of competitors’ 

offering and how to sell against them
• Credit information
• Competitor price information

ACCOUNT MANAGEMENT 

• In-depth analysis of Key Accounts 
• Current awareness about changes at 

Key Accounts

A number of Market Intelligence methods and products are presented in this White Paper as 
tools that support the customer processes. These products combine a past, present and future-
oriented approach to an organizations’ business environment. Future-oriented methods like 
customer trend analysis and scenario analysis are combined with more narrowly focused market 
analysis as well as customer and competitor analyses. 

This White Paper will also describe how IT tools such as CRM systems and intelligence technol-
ogy, combined with Current Awareness systems, can be used in order to obtain and maintain a 
knowledge advantage in the customer processes. The most advanced companies have a process 
for this that has been institutionalized and which will be illustrated through a number of case 
examples.
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2. Customers in Focus
Ever since Theodore Levitt wrote his seminal article about marketing myopia in 1967, compa-
nies have understood that successful business requires a thorough understanding of present 
and future customer needs. In his article, Levitt argued that companies had a myopic under-
standing about their customers. Much has happened since then, and today companies attach 
significant importance to understanding the role of customers.

Many companies now aim to develop customer partnerships and customer intimacy which are 
based on mutual understanding, respect and cooperation. The development of the internet 
has also made the current customer process increasingly interactive compared to just a decade 
ago. This applies to both B2B and B2C companies. Today’s business environment demands a 
comprehensive system for managing risks in the external business environment. Understanding 
and managing risks related to customers is no different.

Elements of the recent Market Intelligence in Large Companies – Global Study 2007 under-
scored the importance of the following aspects related to customers and competitors:

Customers and competitors were the most important elements in the organizations’ •	
environment. Most intelligence operations focused on matters related to these players.

Analysis models for understanding customers and competitors such as SWOT, benchmarking •	
and profiling where the most frequently used methods for Market Intelligence.

Sales and marketing units together with strategic planning and business development •	
topped the list of organizational units using MI.

Source: Market Intelligence in Large Companies – Global Study 2007 (www.globalintelligence.com)
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These processes are conducted on a daily basis, and in many organizations they are carried 
out 24 hours a day and even 7 days a week due to global presence and/or automated sales 
systems. Since many internal stakeholders are involved in the customer process, it is important 
to tailor the Market Intelligence support to the different stakeholders, depending on the part 
of the customer process on which they focus.

This paper presents a conceptual framework that will support these groups with appropriate 
customer knowledge in order for them to conduct their jobs in an effective and professional 
way. It focuses mainly on business-to-business (B2B) markets, but many aspects of it can also 
be applied to the business to consumer (B2C) context.

Figure 3

Benefits of Using MI in the 

Customer Process

Marketing Director & Marketing Managers

Support for developing marketing strategies  •	

Support for developing marketing messages•	

Improved timing of marketing activities•	

Sales Representatives

Thorough understanding of customer needs and competitive offerings•	

Increased sales and market share with higher margin opportunities•	

Higher self-confidence in customer meetings•	

Sales Director & Sales Managers

Improved understanding of customer needs and competitive offerings•	

Motivated and confident sales force•	

Easier to motivate urgent adjustments to product offering•	

Figure 2

The Customer Processes

3. Linking Market Intelligence 
and the Customer Processes
The customer process can be divided into several sub-processes: Marketing and sales planning 
process, marketing communications, sales, and account management. 

Market Intelligence (MI) needs to support the entire marketing and sales planning process 
and the supporting processes. There are many stakeholders involved in these processes. Their 
activities and objectives differ and so does their need for MI. The following direct stakeholders 
and their MI needs and benefits can be identified.

MARKETING COMMUNICATIONS

MARKETING & SALES PLANNING AND MANAGEMENT

SALES ACCOUNT MANAGEMENT
Processes
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Figure 4

Market Intelligence Needs in 

the Customer Processes

4.1 MI Needs in Sales and Marketing Planning and Management
In order to conduct effective sales and marketing planning (that naturally directs all market-
ing, sales and account management activities), companies need systematic Market Intelligence 
support. Understanding the existing and potential customer segments, competition and appli-
cations is vital for developing sustainable sales and marketing strategies, as is building a solid 
view over how the market dynamics in the competitive environment will affect the company. 

Researching new potential market territories is one of the most typical and obvious Market 
Intelligence needs in organizations today, given the globalizing world where increasingly many 
companies view the entire world as their playing field. Developing insights into the customer 
needs in different cultural environments is a natural prerequisite for entering any new markets, 
and the competitive environment and the future market trends will also need to be analyzed in 
a structured manner. 

4.2 MI Needs in the Marketing Process
Positioning the corporate marketing message in an optimal way obviously requires Market In-
telligence support so that the right message will find its way to the right target groups in the 
marketplace. Monitoring different media and analyzing the available media options naturally 
falls into this category, and systematically tracking the company’s own visibility along with 
that of the competition will also be necessary in order to gear the marketing message at the 
right directions.

4. Requirements for Market  
Intelligence in the Customer Processes
In the light of the above discussion, several conclusions and suggestions regarding how to 
improve the existing customer processes can be made.

The requirements for Market Intelligence in the customer processes can be broken down into 
four distinct areas: Marketing and sales planning and management, marketing communications, 
sales, and account management.

MARKETING COMMUNICATIONS

MARKETING & SALES PLANNING AND MANAGEMENT

SALES ACCOUNT MANAGEMENT

MARKETING & SALES PLANNING AND MANAGEMENT 

• Understanding of the existing and potential customer segments, competition and applications
• Understanding of market size(s), market growth and market shares in existing markets
• Understanding the attractiveness of new potential markets
• Understanding the customer needs and preferences
• Understanding competitors’ products, sales organization, marketing plan and pricing 
• Monitoring trends and understanding the impact of them

Processes

Market 
Intelligence 

Needs

MARKETING COMMUNICATIONS

• Positioning the marketing message 
optimally

• Identifying and analyzing media 
options

• Tracking the visibility of the company 
in the press (+ vis-a-vis competitors)

• Brand analysis

SALES (B-TO-B)  

• Identifying new sales leads 
(target companies)

• Tracking public tenders
• Profiling key decision makers
• Current awareness about changes at 

customers 
• In-depth understanding of competitors’ 

offering and how to sell against them
• Credit information
• Competitor price information

ACCOUNT MANAGEMENT 

• In-depth analysis of Key Accounts 
• Current awareness about changes at 

Key Accounts
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Analyzing the company’s brand value and perceptions in different market areas is becoming 
increasingly important as the marketplace evolves into the direction of virtual value creation. 
While the above described MI needs under the marketing process are relatively continuous in 
nature, analyzing the company’s brand is more tightly linked with strategic marketing planning 
and the need for it therefore tends to emerge periodically in conjunction with the planning 
process.

4.3 MI Needs in Sales Activities
Sales process is probably one of the most concrete areas where Market Intelligence can directly 
support business generation if the needs have been properly identified and are being catered 
to. Identifying target companies, tracking public tenders, or increasing current awareness 
about both the customers’ decision-making processes and about how to sell against competi-
tion are all areas where effective MI can help conduct proper sales planning and management. 

The target customers or customer segments can then be contacted and influenced through 
discussion or with a proposal. MI should then provide sales arguments in order to show the 
benefit of the company’s own product or service compared to that of their competitors. Post-
sale analysis is also an important issue here. By learning from past sales successes and failures, 
sales tactics and the product can be improved to give better future results.

4.4 MI Needs in the Account Management Process
Market Intelligence is also required for the account management process so that a company 
can develop a better understanding of the existing customer and therefore develop and imple-
ment account plans. In this process, it is important to identify internal stakeholders in the 
form of units, projects and/or persons that will affect present and future sales. Competitor 
products and solutions must also be monitored on a continuous basis. The development of the 
account is then measured in terms of sales, customer meetings, customer support etc. with the 
support of the CRM system.

4.5 MI in Providing Quality Assurance for Decisions and Business Processes
All these steps require different types of MI support as different decisions are to be taken 
throughout the processes. Some organizations use MI for quality assurance in the decision 
process. They state that a final decision regarding the marketing mix, for example, cannot be 
taken without having first conducted the appropriate MI analysis. Some organizations ensure 
that this “decision-point” or “toll gate” methodology is included in all or at least their most 
important business processes.
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Admittedly, this is a comprehensive approach that cannot be conducted without the invest-
ment of time, money and other resources. However, since the result of this approach will have 
a profound impact on the company’s future success, progressive organizations would be well 
served to invest resources in building and maintaining a Customer Intelligence capability. 
Operating a large organization in the 21st century without such a capability would be akin to 
walking into the future blindfolded.

The different sub-processes to the customer process will now be further explained, and this 
particular White Paper will underscore the importance of combining different analytical ap-
proaches in order to construct a coherent picture of the customers’ situation. Furthermore, it 
is important to emphasize that these concepts have been proven in practice in many projects 
relating to intelligence and the customer process.

The users of the Market Intelligence products that support the customer process can be found 
on many levels in the organization. Users can be the board who are developing the company 
mission statement, the executive team who are developing the corporate strategy, business 
area managers who are developing sales strategies for their business units or a product man-
ager who is developing a product strategy. Sales representatives and sales managers are last, 
but not least, two of the most important user groups of Customer Intelligence.

Figure 5

Market Intelligence Methods 

and Tools for the Customer 

Processes

5. Market Intelligence Methods and 
tools for the Customer Processes
Having set out the needs in detail in the previous chapters, we are now better equipped to 
design a comprehensive intelligence system for the customer processes. Figure 6 illustrates 
how organizations can utilize different analysis models to develop a first-class capability of 
understanding the present and future needs of the customers and meeting and exceeding sales 
targets.

MARKETING COMMUNICATIONS

MARKETING & SALES PLANNING AND MANAGEMENT

SALES ACCOUNT MANAGEMENT

General Market Monitoring: Current awareness & Early Warning and Opportunity System

Intelligence Technology Tools  & CRM Systems

MACRO ANALYSIS  

Analytical Framework:
Customer Trend Analysis 

• PESTEL analysis
• Customer trend impact analysis
• Customer scenario analysis

Processes

MI Methods
& Tools 

Supporting 
the Customer 

Processes

General 
content 
support

Technical 
support

MARKET ANALYSIS  

Analytical Framework:
Market Analysis 

• Industry landscape analysis
• Value chain analysis
• Strategic themes analysis 
• Market attractiveness analysis
• Market share & size analysis
• Market segmentation analysis
• Leads Generation
• Scenario analysis 
• Media monitoring

COMPETITOR & CUSTOMER ANALYSIS  

Analytical Framework:
Strategic Triangle Concept (3C)

• Profiling customers & competitors
• Brand analysis 
• SWOT analysis & Benchmarking
• Beat sheet documents
• Media monitoring & Media analysis
• War Gaming
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5.1 Macro Analysis, Market Analysis and C3 
– Three Levels of Customer Analysis

Marketing, Sales and Account Management each needs to be supported by Market Intelligence 
activities. These activities, however, need to be conducted on different levels since the objec-
tives and focus differ throughout the various processes.

For high level planning purposes, the MI activities should be clearly future-oriented and iden-
tify and analyze macro issues that might affect the market and the customers especially in the 
long-term future. There is therefore a need for some sort of macro analysis.

It is also important to focus on the market and on market development issues. This focus is 
required both for macro level planning but also for effective market and customer segmenta-
tion. Focusing on the market and on market development issues is essential to ensure that 
sales and marketing activities target the customers/customer segments that have the potential 
to be most beneficial to the organization.

The table below provides an overview of the customer analysis approaches.

Macro Analysis Market Analysis Customer & Competitor Analysis

Objective Decide on strategic focus 
and risk level 

Decide on customer segmenta-
tion and sales focus 

Close individual sales and meet 
sales’ targets over time 

Means Acquire knowledge of 
the customers’ future in 
broad terms 

Acquire knowledge of exist-
ing and potential markets for 
planning, market strategies and 
customer segmentation 

Acquire detailed knowledge of 
the customer and knowledge 
about competing offerings in 
relation to your own product 

Scope Broad focus on the 
whole macro environ-
ment 
High degree of future 
orientation 

Focus on the industry and the 
markets 
Substantial focus on the 
present environment in combi-
nation with historical facts 

Focus on the customers and 
competitors as well as your own 
organization 
Focus on the present environ-
ment 

Internal stakeholders Management Marketing Director, 
Sales Director,
Management 

Sales managers,
Sales representatives,
Account managers,
Management 

Analytical framework Customer Risk & Oppor-
tunity Analysis

Market Analysis The Strategic 3C Triangle
(Customers, competitors and 
your company)

Analysis methods
(examples)

PESTEL analysis,
Customer trend analysis,
Customer scenario 
analysis,
Customer risk & oppor-
tunity analysis 

Market size and share analysis,
Market segmentation,
Media monitoring and media 
analysis,
Industry landscape review 

Customer & competitor profiling,
Key success factor analysis,
Identification of customer leads, 
SWOT & VRIO analysis,
Benchmarking & positioning 
analysis 

Supporting tools MI system including 
current awareness and 
Early Warning/Opportu-
nity analysis 

MI system including current 
awareness and Early Warning/
Opportunity analysis,  
CRM system 

CRM system,
MI system including current 
awareness and Early Warning/
Opportunity analysis 

Figure 6

Overview of the Different 

Analysis Levels
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The processes also differ from each other in terms of continuity and timing. The macro analysis 
and the market analysis approaches are normally conducted as part of the planning process, 
whereas the customer and competitor analysis should be carried out frequently over the course 
of the year.

5.2 Market Intelligence Support for the Customer Macro Analysis
The first steps of the sales process involve sales planning and customer identification and 
segmentation. At this stage, it is vital to understand customers and customer segments from a 
broad macro-level perspective. The reason for this is that we want to appreciate which custom-
ers may be the most appropriate for our organization to target and be aware of the direction 
in which these customers are heading.  In order to acquire this knowledge, it is important to 
analyze and understand what issues are affecting them at present what issues will affect them 
in the future.

A macro analysis model for understanding customers is proposed and detailed below. This 
model combines the following proven analysis models: PESTEL, scenario analysis and trend 
analysis. The result is a framework for customer risk and opportunity analysis.

Figure 7

The PESTEL Analysis 

Framework

Customers
P

E

S T

E

L

PESTEL

Politics,  Environment, Society/Social, 

Technology, Economy, Legal

Input

Basic facts regarding the macro environment

Method

Workshop where the different forces are identified, 

discussed and analyzed

Output 

• Identification of trends for 

   the trend impact analysis

• Identification of uncertainties for

   the scenario analysis

• Evaluation of business risks
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This White Paper will not go into in-depth descriptions of these different types of analysis 
methods at this stage. The reader is instead referred to other GIA White Papers for more 
information to this effect. The FactBoxes below will provide a basic summary of each analysis 
method.

A PESTEL analysis can often be used as preparation for a scenario analysis and a trend analysis 
in order to identify trends and uncertainties. The trends in the PESTEL analysis are used in the 
trend analysis and the uncertainties are used in the scenario analysis. As such, these three 
analysis methods can be triangulated very effectively.

Trend analysis provides a good overview of present and future trends inside and outside a 
company’s industry. It is often a good way of resolving business blind spots that may have de-
veloped within your own organization, and many companies are now intensifying the analysis 
of general trends which may affect their industry directly or indirectly.

FactBox
PESTEL Analysis

FactBox
Customer Trend Analysis

Purpose Identify trends and critical issues in the external business environment.

Scope Macro level. Focuses on political, economical, social, technological, ecological and legal issues.

Future orientation Medium/high. The focus is normally on the present environment with a 2-5 year future outlook.

Work process The PESTEL analysis looks at trends and uncertainties from the following perspectives: politi-
cal, economical, social, technological, environmental and legal. A PESTEL Analysis includes 
in-depth primary and secondary research to predict significant changes in the business 
environment. The importance of different trends from the company/customer point of view 
can be assessed, for example, through a trend impact matrix showing the most influential 
and probable trends.

Purpose Identify present and future trends and their impact on business.

Scope All levels. Macro trends might be as important as micro trends. Trend analysis can be unfocused 
as well as focused. A focused trend analysis concerns a specific issue, whereas an unfocused 
trend analysis is general and investigates trends which may have a general impact on society.

Future orientation Medium. A trend, by definition, is something we can identify today. However, it is possible to 
identify structural trends which will have an impact on society over a very long period of time.

Work process Define the subject of the analysis (general, company level, product level, BU level, etc).
Identify trends that will affect the subject in a positive way and trends that will affect the sub-
ject in a negative way. Determine the strengths and the probability of these trends occurring.
Conclude how the trends will affect the issue based on the categorization above.
Use the result as an input to the sales process planning in general.
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Scenario analysis often provides a broad picture of the future business environment. An excel-
lent way of following up on a scenario analysis is to identify key indicators for each scenario 
and then to track these with an Early Warning System. Scenarios can also be used as a basic 
framework for value chain analysis, war games and/or competitor analysis.

Formal risk analysis is an effective way of drawing conclusions for all the different analysis 
methods. It provides a high-level summary conclusion of the different customer analysis meth-
ods that have been described in this chapter.

Conducting the Analysis – The Workshop Approach
The aforementioned analysis methods can be conducted effectively through the workshop 
method. People from different groups of the organization should participate in order to provide 
their perspectives on the customer situation. The customers themselves could also be included 
in parts of the workshops so that an organization can acquire a greater understanding of their 
priorities. Workshops to which different parties contribute are of far greater value than sce-
narios in which individual analysts or groups of analysts brainstorm amongst themselves and 
present a product based on their own knowledge and on secondary source research.

FactBox
Customer Scenario Analysis

FactBox
Customer Risk & Opportunity Analysis

Purpose Identify possible future outcomes for your customers, the industry, a business unit or a 
product, etc.

Scope Works both on macro and micro level.

Future orientation High. Scenario analysis works best with a future timescale of 3-30 years.

Work process Identify present and future uncertainties in the business environment. The results from the 
PESTEL analysis are an excellent source of input into the customer scenario analysis. Develop 
an uncertainty impact matrix. Develop scenario lines for the most important uncertainties. 
Develop hybrid scenarios by combining 2 uncertainties. Establish names for the four sce-
narios which have now have been developed. Refine the scenarios by enriching the content. 
Could be written as a story, a newspaper article, etc. Verify the result by sending it out to 
stakeholders, or run another seminar. Match present and future strategy options with the 
different scenarios in order to find the most flexible and/or robust strategy.

Purpose Identify potential risks in order to analyze their probability and how they can be avoided. 

Scope Covers all levels.

Future orientation Medium/high. Future orientation depends on the tools used for the analysis itself.

Work process Identify risks based on the previous analysis or identify them from scratch in a Risk Analysis 
project. Categorize the risks by: organizational risks, financial risks, external business risks, 
technology risks and physical risks. Analyze the risks based on how they will impact on the 
organization and how likely they are to occur. Identify possible countermeasures to mitigate 
each risk. Use the analysis as an input to the strategy process and/or for testing established 
strategies.
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5.3 Market Intelligence Support for the Customer Market Analysis 
Once the broader aspects of the business environment have been covered in the macro analy-
sis, the more market-related aspects of the customer processes must be studied. The overarch-
ing objective here is to acquire an understanding of how the different markets and market 
segments are developing.

The growth of various customer segments and markets is essential for the establishment of reli-
able sales prognoses, the identification of new customer targets and the development of sales 
plans in general. Without proper Market Intelligence input, sales planning will be guesswork or 
simply a repetition of the plan from the previous year. The major benefit of market analysis for 
the account management process is that it allows organizations to acquire an understanding 
of how the individual accounts in different segments are developing and what future strategies 
each client might select. This knowledge is important in order to facilitate the development of 
effective account plans.

Details are given below of a number of analytical models which can be used in the market 
analysis approach.

Market attractiveness analysis is required so that an organization can decide on the markets in 
which it wishes to compete in the future. The idea is to obtain either a favorable position in 
an interesting market or a market niche.

FactBox
Market Attractiveness Analysis

Purpose Define attractive market segments in existing and new markets.

Scope Micro level. Focus is on one or several geographical markets or market segments.

Future orientation Medium. Mostly focusing on previous and existing market environments with a moderate 
future timescale.

Work process Prioritize markets/segments to be included in the analysis and carry out region-, coun-
try- or segment-specific research to support the evaluation of opportunities in the selected 
market areas. Contents of the analysis may include, for example, macro-environmental facts 
(PESTEL), industry structure, market size, distribution channels, presence of competitors, 
local production & trade and pricing. Once the external analysis is complete, evaluate the 
resources required to obtain a preferred market position. Decide on which market/segments 
to ideally focus. 
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Market size and market share are issues which most companies focus rather heavily on. They 
are issues of paramount importance in organizations’ strategic communications to investors 
and other stakeholders. Market share and the related sales targets are also criteria by which 
both sales people and the executive team can be evaluated.

The purpose of an Industry Landscape Review is to provide a broad analysis of the industry. 
The Review normally takes the form of a comprehensive fact pack that should be used as 
input for the strategy process. The Industry Landscape Review is also often used as a tool for 
bringing everyone up-to-date with the external business environment. Without this overview, 
executives, managers and other employees will have a fragmented picture of this environment. 
Analytical models which can be used for industry landscape reviews include the Value-chain 
analysis, Porters 5 Forces or any other analytical models that take a broad overview of the 
industry.

FactBox
Industry Landscape Review

FactBox
Market Size and Market Share Analysis

Purpose Identify market size and market share for various market segments. This normally also includes 
past and future growth opportunities. Normally a part of the market attractiveness analysis.

Scope Micro-focus relating to analysis of different market segments.

Future orientation Moderate. Normally includes past and present market size and share with a forecast related 
to the future market size and market share.

Resources needed Moderate. High profile markets are normally analyzed by banks, industry analysis firms and 
management consulting firms. However, in-depth analysis must normally be conducted on a 
case-by-case basis.

Work process Start with an analysis of previous market size figures and  market share figures. Estimate fu-
ture market size growth based on supply and demand-related scenarios, trends and forecasts. 
Estimate future market share based on competitors’ objectives, strategies and strengths. 
Secondary sources as well as expert insights gathered through interviews are key sources of 
information for conducting market size and market share analyzes. 

Purpose Provide a high-level overview of the industry landscape.

Scope Micro analysis focusing on the business area. Normally includes an industry analysis, value 
chain analysis, competitor analysis, customer analysis, technology roadmap analysis, market 
size and market share analysis.

Future orientation Low/Medium. The focus is normally on the past and present business environment.

Work process Define the appropriate scope of analysis (e.g. to focus primarily on the competitor land-
scape, or have a broader focus on the whole value chain or value net) and select applicable 
models. Selected models to be used to collect information and conduct analyzes. 
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Experience has shown that relying solely on forecasting is not very effective. This is especially 
true for long-term forecasting. Forecasting works best in stable industries operating with a low 
uncertainty level.

Having covered the macro analysis and the market analysis, we now need to ensure that the 
Market Intelligence is detailed enough in order to win deals on an operational level.

FactBox
Customer Theme Impact Analysis

FactBox
Forecasting

Purpose Provide an overview or deep dive regarding a specific issue that is of importance.

Scope Could be any level of analysis.

Future orientation Medium/High. The focus is normally on the present and future business environment.

Work process The intelligence cycle is normally used as the basic work process.  Someone identifies an 
issue which requires further elaboration. Development of key intelligence topics and key 
intelligence questions to be answered is normally a first step in this process. Information 
collection from internal and external information sources. Analysis of the information which 
may also include conclusions and recommendations.

Purpose Estimate market development.

Scope Multiple levels. Macroeconomic forecasts are as common as market share and sales’ forecasts.

Future orientation High. Often 1-10 years.

Work process Cause-and-effect analysis is the core technique used for modeling and factoring the problem 
into sub-problems. Statistical analysis is applied when there is a sufficient volume of high-
quality data available to make precise estimates. Judgmental analysis is used for qualitative 
portions of the forecasting problem. Gathering available analyst forecasts and consensus 
estimates can be a part of the forecasting project.
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5.4 Market Intelligence Support for Customer & Competitor Analysis

This section shall focus on the more operational side of intelligence as an input to the 
customer processes. This approach is often partly handled by the marketing function and the 
intelligence unit in an uncoordinated fashion which leads to existing customer and competitor 
knowledge being under-utilized. 

Organizations require detailed knowledge about competitors’ products and customers’ needs 
so that they can effectively position their own products in relation to competitor offerings. 
Product/customer attribution analysis is one of the methods used for this purpose. Detailed 
benchmarking combining SWOT, VRIO analysis and positioning analysis is then required in order 
to identify aspects of the organization’s own product which are unique.

An in-depth understanding of customer needs and competitor products is also vital so that an 
organization can position and communicate its own product in the best possible way. The sales 
representative needs appropriate intelligence so that s/he can prepare for a sales meeting, and 
develop winning offers.

Customer analysis is vital so that an account plan can be developed and so that knowledge can 
be acquired of how the account best can be developed. Detailed customer analysis is required 
so that knowledge can be obtained of both present and future key issues which will concern 
the client, and the key decision makers who will be making important decisions regarding 
purchasing.

The strategic triangle concept is used to show the important relationship between your organi-
zation, your customers and your competitors. This relationship will be relevant to organiza-
tions which do not have a monopoly on their own services.

Figure 8

The Strategic 3C Triangle

Competitors Own
company

Customers

Competitor Offerings
• Competitor profiles
• SWOT analysis

Opportunity Management
• Brand analysis
• Key decision-maker profiles
• Customer profiles
• Media monitoring &
   analysis

Outperforming
Competitors
• Beat sheets
• Benchmarking
• Positioning analysis
• War gaming
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The 3C triangle demonstrates that the customer processes do not take place in isolation. Other 
competitors are always present and have an impact on the customer. 

In this case, the relationship between your company and the customer is seen as an opportu-
nity as the customer is or might be interested in purchasing products, services or solutions you 
have to offer. Your task is to manage this opportunity and obtain new business or maintain 
an existing business relationship. This can be carried out by developing a “customer attack/
approach” strategy. This strategy consists of providing a product that is attractive to the cus-
tomer. Identifying customer key success factors and which of your own weaknesses you must 
avoid are essential steps in this process.

To outperform the competitors you need to develop “beat sheets” which will show you how to 
position your product in relation to the competitors. This is done by benchmarking the differ-
ent products using methods such as SWOT, VRIO  and positioning analysis.

Product positioning also requires a thorough understanding of the relationship between the 
competitor and the client. In addition, it is important to know what the competing products 
will look like, to be fully aware of the past and present relationships, and to know which prod-
ucts are likely to be put on the market, etc.

When you have taken these parameters into account, you should be in a position to deliver a 
competitive product that is more attractive to the customer than those of your competitors.

The FactBoxes below describe a number of analysis methods that can be used in this process.

FactBox
Leads Generation: Identifying Potential Customers

1.)  The letters in ”VRIO” stand for four distinct strengths that an organization should have against its com-

petitors: 1. Is the strength Valuable from a customer perspective? 2. Is the strength Rare from a competitive 

perspective? 3. Is the strength difficult to Imitate?, and 4. Is the strength efficiently Organized?

Purpose Identify potential customers that meet the requirements identified in the planning and market 
segmentation phases.

Scope Micro level. Focus is on companies and customer segments that might be potential customers.

Future orientation Low – Mostly focusing on potential customers.

Work process Identify companies based on market presence, market size, product needs, previous purchase 
patterns, etc.
Secondary source research using global or country-specific company databases is normally 
the first step in this process in order to obtain a list of potential companies belonging to 
specific segments of interest. These companies may then be targeted in different forms of 
marketing campaigns. In a B2C industry, potential customers are often selected based on 
age, income level, address, areas of interest, etc.
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This type of research is conducted in order to identify potential new customers. Successful 
market segmentation is a key activity that needs to be conducted prior to the identification of 
new customers.

The use of Profiles (on competitors, customers, countries, markets, etc.) has been somewhat 
debated over time. Some say that they are of little value whereas many others assert that it is 
important to develop a common view on a subject and that profiles are effective mechanisms 
for achieving this objective. One disadvantage of not working with harmonized profiles is 
that an organization will most likely end up with many different profiles created by different 
people about the same topic. It would therefore be more efficient to have a centralized profile 
database that is structured and regularly updated in order to save time and cost. Profiles often 
function as fact-packs which support more sophisticated analysis.

Why is it essential to identify customer-focused KSFs instead of placing your confidence solely 
in what you believe are the KSFs from your own company perspective. Well, the customers’ per-
spective will most likely differ from yours. Individual KSFs will also vary among different cus-
tomers, and even with just one client company, the KSF might differ depending on whom you 
are talking to. The chief engineer is likely to have his own set of KSFs which will most likely 
be different from those of the client’s marketing people or purchasing department. Identifying 
KSFs on an individual level might therefore be an important task in a sales process.

FactBox
Profiles

FactBox
Customer Focused Key Success Factor Analysis (KSF)

Purpose Provide basic information regarding a phenomenon/issue/company/person.
Necessary as input to a benchmarking process.

Scope Macro and micro level. Examples: Competitor profiles, customer profiles, country profiles, mar-
ket profiles, etc. Normally includes a basic description of the features of the phenomenon. 

Future orientation Low. Most profiles depict a past or present situation.

Work process Intelligence cycle as basis for collection process: Intelligence needs analysis to determine 
profile content. Information collection. Structuring the information according to the profile 
content. Analysis if required. Include profiles in a report, PowerPoint presentation or data-
base.

Purpose Identify the factors which the customer perceives as valuable. This is then to be used in the 
sales process in order to position the service/product as effectively as possible.

Scope Focusing on the client or a broader group of clients.

Future orientation Low – Focusing mainly on past and present key success factors.

Work process The creation of a basic customer profile in order to understand basic strategy is the first step 
in this process. Secondary source information is then to be collected in order to identify 
statements, press releases, etc. from the company regarding the specific area in focus. 
Interviewing industry experts and the potential client company would then be the next step 
in order to identify the most important KSF. Discussion with people who will actually use the 
service/product, including those who won’t is essential.

G
IA

 W
hi

te
 P

ap
er

 3
/2

00
7



GIA White Paper 3/2007 Market Intelligence for Customer Processes    19

According to the Market Intelligence in Large Companies - Global Study 2007 conducted by the 
Global Intelligence Alliance, SWOT analysis is the most used analysis method for MI. It is an 
extremely flexible method which provides an understanding of how to match strengths and op-
portunities, and which weaknesses need to be improved and which risks should be avoided.

VRIO analysis is an excellent extension to the SWOT analysis as it provides a more in-depth 
approach to analyzing the strengths. With the VRIO analysis, you will find that many of the 
strengths which you may think are very valuable will have to be redefined as basic strengths 
which many companies have.

FactBox
SWOT Analysis

FactBox
VRIO Analysis

FactBox
Benchmarking

Purpose Identify strategies on a company or product level.

Scope Can be conducted on a company or product level.

Future orientation Focus on present environment.

Work process The focus here is on an organization’s or product’s strengths, weaknesses, opportunities and 
risks. Strengths and weaknesses are internal to the organization and opportunities and risks 
arise from outside the organization. For the ideal product, a combination of primary and 
secondary source research needs to be conducted.

Purpose Identify unique strengths and capabilities so that the sales strategy and sales arguments can 
be focused.

Scope Can be conducted on a company or solution level.

Future orientation Focus on present environment.

Work process When applying the VRIO framework, you look at each strength and try to verify the unique-
ness by asking 4 questions: 1. Is the strength Valuable from a customer perspective? 2. Is 
the strength Rare from a competitive perspective? 3. Is the strength difficult to Imitate?, 
and 4. Is the strength efficiently Organized?
Sustainable competitive advantage is possible if the answer to all these questions is Yes.

Purpose Understanding similarities and differences between different organizations and competing 
products, etc.

Scope Benchmarking can be applied to many different scenarios.

Future orientation Low – Focuses on the present environment.

Work process In the customer process, the sales process and, more frequently, the product or service sup-
plied to the customers are normally benchmarked. Based on the KSF identified from a client 
perspective, the product or service can then be compared with competing offerings. 
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The positioning analysis may take many forms. The most well known are the product/market 
matrix, the McKinsey / GE model and the BCG portfolio analysis (with stars, cash cows, dogs 
and question marks). One of the key advantages with this analysis is that it is visual and as 
such makes it possible to understand complex situations with many issues involved.

This is basically a combination of KSF analysis, SWOT, benchmarking and positioning analysis 
on a product level.

FactBox
Positioning analysis / Portfolio Analysis

FactBox
Customer/Product Attribution Analysis

Purpose Show how companies or products differ across a range of aspects. The positioning analysis is 
beneficial in that the results immediately highlight the differences.

Scope Broad – Benchmarking can be applied to many different scenarios.

Future orientation Low – Focuses on the present environment.

Work process The benchmarking data is used in order to visualize in a matrix model how companies or 
products differ from each other regarding certain variables.

Purpose Identify sales arguments based on attributes of importance related to competitive positioning.

Scope Focus on customer needs and competitor product strengths in relation to your own product.

Future orientation Focus on the present environment.

Work process Identify which attributes the customer rates as important, of medium importance or of low 
importance.
Benchmark your product’s position against the competitors for each attribute.
The attributes which are strong compared to the competition are your sales arguments. 

Media monitoring is a key item in your current awareness system. This will be described in 
further detail later in this paper.

FactBox
Media Monitoring & Media Analysis

Purpose Understand events that affect your clients by monitoring both news in the general press, the 
business press and on the Internet and databases.

Scope Flexible – Focus can be on customers, competitors, regulating bodies, etc.

Future orientation Low – Media monitoring mostly provides information regarding past events. These events 
may of course provide input to future activities.

Work process The first thing is to identify what should be monitored. Customers, competitors, suppliers, 
etc. are normally included. The next step is to identify possible sources to monitors and 
finally to set up a process to obtain information from the sources. 
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FactBox
Tender Monitoring

FactBox
Brand Monitoring

Purpose Continuous monitoring of tenders.

Scope Micro level, focus on customers.

Future orientation Medium/high.

Work process Tender databases listing future tenders in various industries can be monitored. Contact with 
the purchasing departments of present and potential clients is also a method of ensur-
ing that you do not miss out on any tenders. This tender monitoring should naturally be 
included in your CRM and current awareness system.

Purpose Continuously track the visibility of particular brands (either your client’s own or those of com-
petitors or both)

Scope Micro level, focus on products.

Future orientation Low.

Work process Brand monitoring goes beyond media monitoring as it can incorporate primary research 
(interviewing distributors or end-users) and outdoor and in-store observation. Results can be 
both quantitative and qualitative in nature.

The Win & Loss analysis should be handled through the CRM system of your organization. Hon-
est input of reasons is key to understanding existing products. Sometimes this analysis is also 
handled by a third party supplier who will interview existing and lost clients.

FactBox
Win & Loss Analysis

Purpose Understand the reasons for losing or winning a deal in order to improve future sales activities.

Scope Customer focus.

Future orientation Low: This focuses on the present sale.

Work process Ask the client why the deal was lost.  A structure for analyzing why a deal was lost is nor-
mally included in a CRM system which states possible reasons for losing/winning a deal, such 
as: price, product features, service, existing relationship, not meeting RFP requirements, etc. 
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FactBox
User studies

FactBox
War Game / Future Game

User studies are required in order to obtain a thorough understanding of how customers are 
using the product. The knowledge acquired through this process can often be used for product 
development as well for improving existing sales’ and marketing processes.

A war game is an interactive event which is ideal for acquiring knowledge about competition 
on short- to medium-term future activities. Competitor profiles, trends and scenarios serve as 
an excellent input to the war game process. War games/future games which focus on compe-
tition normally work best on the basis of a 2-5 year timescale. War games are an extremely 
effective way of involving people in and creating insight and a high level of morale within the 
organization’s intelligence work.

Purpose Understanding how customers are actually using the product or service.

Scope Customer focus.

Future orientation Focus on present or past usage.

Work process The key here aspect is to actually see how the customer is using the product or service or 
allow them to describe how it is used. 

Purpose Understand potential and probable actions by competitors and other important stakeholders in 
the business environment.

Scope Micro level. Focus on customers, competitors and other industry players.

Future orientation Medium/High. Works best on a future timescale of 1-3 years. 

Work process The idea is to “become” the competitors and customers and think from their point of view 
when conducting the analysis. Define the purpose for the war game. Create teams which 
have a comprehensive knowledge of the different competitors. Provide background informa-
tion to the teams about the war game exercise as well as information about the competitor 
they have been assigned. Identify interesting future scenarios/events on which the teams 
shall respond. Allow the teams to present their responses to various scenarios and present a 
business/product/marketing plan, etc. for the organization. Post-workshop analysis and veri-
fication of the result. Use the result as an input to the strategy process relating to possible 
actions and counteractions which the competitors will make based on your strategic intent.

Case: 
Nycomed’s Imaging Battle (War Game) provided
valuable input to the product launch process
Nycomed needed to understand how the market and competitors would react to a forthcoming 
product launch. They decided that a War Game would be the ideal way to find out this informa-
tion. During the War Game, five competing teams played the roles of existing major competi-
tors, a minor competitor and competitor X, a fictitious competitor. There was also a team 
representing the Food and Drug Administration. The War Game illustrated that the competitors 
were most likely to react differently to the imminent product launch. This finding gave them 
vital input to their marketing and sales process. The product launch was then conducted with a 
high degree of confidence.  (Source: Jan Fikkan, Senior Vice President, Strategy)
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FactBox
Mystery Shopping

Mystery shopping is often conducted in order to obtain a better understanding of how your 
own products or services are communicated and sold. The focus of this operation may then 
shift to look at how the sales team is operating or how the sales department takes care of 
any reported problems. Competitors or suppliers may also become the focus of this analysis. 
Furthermore, mystery shopping is sometimes a prelude to a benchmarking project.

A number of analysis models and approaches have now been suggested in order to utilize 
Market Intelligence in the customer process. Since one needs to repeat these studies over time 
and given that a significant volume of market information data needs to be analyzed, tools are 
required to support the customer process. The following section will describe how to utilize IT 
tools in order to ensure that market information and Market Intelligence are collected, stored 
and shared in an effective manner.

Purpose Understand how the sales process is conducted in your own company by your sales agents/dis-
tributors and/or by competitors.

Scope Micro level. Focus on your own company, competitors and other industry players.

Future orientation Low. Focus is on the present environment.

Work process The idea is to purchase the product or service and identify how the product was marketed 
and sold. By acquiring this knowledge, you can improve how you make sales  and thus out-
perform the competitors.
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5.5 Support Tools for the customer Processes
The future oriented work described earlier and the strategic decisions that were made during 
the planning process now need to be followed up in order to identify precisely which of the 
scenarios, risks, and forecasts will actually materialize. If there is no comprehensive follow-up 
system in place, the strategic analysis which has been conducted will have been nothing more 
than an intellectual exercise. The Early Warning/opportunity System is the appropriate solu-
tion. a tool with greater operational capacity is also required in order to store and structure 
all the existing and potential customer contacts available within the organization. a customer 
relationship management system (crM) is required for this purpose.

figure 9

System Support for 

the customer Proc-

esses

5.5.1 current awareness & Early Warning / opportunity Systems
organizations need to be kept up to date with current developments in their industry. Such 
developments can relate to customer and competitor actions as well as legislative matters. 
Employees previously had to fi nd their own information relating to the external business envi-
ronment as it was senior management who mainly had access to external intelligence reports 
and industry briefi ngs. This has now changed and many employees do now have access to these 
kinds of current awareness systems. 

The ideal situation is when each individual can receive information customized to his or her 
needs and this is the principle behind the current awareness system. This system is of a more 
general nature and individual decision makers need to decide for themselves how each item of 
news aff ects customers, and whether this is positive or negative for their own organization.
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Factbox
Current Awareness System

The formal early warning/opportunity monitoring focuses on identified indicators and issues 
which require constant monitoring. The general principles are described below as well as each 
of the Early Warning/Opportunity “Products”. Each “Strategic Theme” may have its own EWOS 
monitoring.

The win-loss analysis is one simple form of EWOS. This analysis illustrates whether we have 
been losing a lot of deals in a specific customer segment or market, for example, or whether 
we have repeatedly lost against a specific competitor. Unfortunately, the signals do not arise 
early enough to prevent us losing each individual sale, but the trend might be picked up soon 
enough so that the appropriate changes can be made to the product, service or marketing mix 
in order to improve the situation.

Factbox
Early Warning/Opportunity 
System (EWOS)

Purpose Provide a continuous flow of information regarding the external business environment in order 
to generally update and increase the awareness of all employees.

Scope All levels. Normally used to monitor developments based on various analysis methods con-
ducted in the future monitoring and/or business planning phases. Examples of EWS could be 
monitoring of trends, scenarios, technology monitoring and other strategic issues. Any strate-
gic theme that is of particular importance should be included in the EWOS analysis.

Future orientation High – Differentiates itself from reactive intelligence solutions by its future orientation and 
proactive principle.

Work process Identify a sequence of events (SOE) relating to a specific issue which requires advance 
warning. Output from the scenario analysis is an excellent way to start up the EWS. Identify 
indicators for the various SOEs (Example: Number of new patents for a new technology). 
Conduct indicator reliability tests to validate the indicators. Monitor the indicators through 
selected information sources. Analyze deviations from the “norm” or analyze which scenario 
is likely to materialize. Provide an alert by issuing a warning or an opportunity identification 
message. Develop a decision making process so that warnings can be acted on.
Update scenarios, trends or other applicable Future Monitoring or Industry Analysis processes 
as events evolve.

Purpose Provide early warnings and opportunity identification in order to enable proactive decision 
making and action.

Scope All levels.  Normally used to monitor developments based on various analysis methods conduct-
ed in future monitoring and/or business planning phases. Examples of EWS could be monitor-
ing of trends, scenarios, technology and other strategic issues. Any strategic theme that is of 
particular importance should be included in the EWOS analysis.

Future orientation High – Differentiates itself from reactive intelligence solutions by its future orientation and 
proactive principle.

Work process Identify a sequence of events (SOE) relating to a specific issue which requires advance warn-
ing. Output from scenario analysis is an excellent way to start up the EWS. Identify indica-
tors for the various SOEs (Example: Number of new patents for a new technology). Conduct 
indicator reliability tests to validate the indicators. Monitor the indicators through selected 
information sources. Analyze deviations from the “norm” or analyze which scenario is likely 
to materialize. Provide an alert by issuing a warning or an opportunity identification mes-
sage. Develop a decision making process so that warnings can be acted on.
Update scenarios, trends or other applicable intelligence products as events evolve.
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Only organizations which have a high quality intelligence process will be able to conduct a 
comprehensive EWOS approach that covers many strategic themes. Attempts to set up an EWOS 
when this intelligence process is not available will more than likely to fail due to lack of expe-
rience, resources to analyze strategic themes and intelligence users who are familiar with using 
intelligence as an input to the decision making process.

It is important to have a process in place to further analyze and act upon the outputs of the 
EWOS. Below are some examples of how this could be managed.

Factbox
Customer Alert

Factbox
Customer Themes Review

Factbox
Customer Themes Workshop

Purpose Issue a warning or opportunity identification message based on the indicators monitored.

Scope Micro and macro level. 

Future orientation Medium/high. The focus is normally on the present business environment and future issues.

Work process Identify indicators for the strategic themes. Monitor these indicators. Issue an alert when 
indicators deviate from the norm in an unexpected way. Analyze the indicators and make 
conclusions regarding the new status of the strategic theme in question.

Purpose In depth review of the customer themes. The main purpose is to determine whether the strate-
gic issues are developing as expected or if change is imminent.

Scope Micro and macro level. 

Future orientation Medium/high. The focus is normally on the present business environment and its future outlook. 

Work process Determine update interval of the customer themes. Determine format of the review, i.e. 
content of the intelligence product. Assign responsibility for the review. Ensure feedback is 
obtained from internal and outside experts before presenting a final version.
Communicate with appropriate target groups.

Purpose Elaborate on customer themes in a workshop.

Scope Micro and macro level. 

Future orientation Medium/high. The focus is normally on trying to understand how the theme will develop in 
the future.

Work process Provide background information regarding the theme/themes in question. Introduction 
regarding background and present situation. Group work or group discussion regarding future 
development of the strategic theme. Presentation of agreed conclusions. Analysis/discus-
sion about what impact the theme will have on the organization. Identification of possible 
alternative courses of action. Next steps: further analysis, decision making, etc.
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Workshops on customer themes are valuable since they provide the opportunity for persons 
from different units in the organization, with different experience and specialist fields, to get 
together and discuss strategic issues. This is often a way of identifying new creative products 
or new opportunities. The combined knowledge of several people is the key here and in this 
context, rather than trying to take control of proceedings and focus the workshop on his/her 
expert topic(s), the intelligence professional should act as a process facilitator.

This is essentially advanced current awareness monitoring. The level of analysis can differ 
enormously. Some organizations have created a very thorough indicator analysis with thresh-
olds. When an indicator deviates from this threshold, the analyst should alert the organization. 
S/he should then follow up with an analysis showing the reasons for the indicator deviating 
from the norm. In addition, the analyst should present the expected implications for the indus-
try in general and for his/her own organization in particular. 

Some organizations have a less rigorous approach where they monitor the strategic themes on 
a more general and superficial level. In this case, the process might take the form of amore 
general current awareness monitoring procedure instead of a thorough Strategic Themes alert 
with an EWOS approach. We would also recommend that certain customer themes are reviewed 
regularly and that workshops on customer themes are conducted on a permanent basis.

5.5.2 Intelligence technology tools
Current Awareness and Early Warning & Opportunity Systems are best supported by intelligence 
software tools that can be used as a platform for structuring all MI-related information such 
as:

News feeds•	

Reports from the field•	

Internet monitoring•	

Library of strategic analysis documents•	

Profiles and benchmarks of customers and competitors•	

Information source list•	

Key benefits of using intelligence software:

All MI-related information in one place. Less time wasted on duplicated individual research•	

Faster and better decision making since everyone has access to the same background information•	

Continuous intelligence process•	

Personalized alerts provided through e-mail•	
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5.5.3 CRM Systems
In general, there are three different types of CRM systems; operational CRM, collaborative CRM 
and analytical CRM. 

Operational CRM provides support to “front office” business processes, including sales, market-
ing and customer services. Every interaction with a customer is generally added to a customer’s 
contact history, and staff can retrieve information on customers from the database when nec-
essary. An operational CRM system aims to increase efficiency and quality by having informa-
tion stored, updated and shared in one place.

Collaborative CRM covers the direct interaction with customers. This can include a variety of 
channels, such as Internet, email, or automated phone answering systems. It can generally 
be equated with “self service” channels. Collaborative CRM has broad aims which include cost 
reduction and service improvements.

Analytical CRM analyzes customer data for a variety of purposes, which include the planning 
and execution of targeted marketing campaigns to optimize the execution of customer cam-
paigns, general marketing effectiveness and the analysis of customer behaviors to aid product 
and service decision making (e.g. pricing, new product development, etc.). Analytical CRM 
generally makes significant use of predictive analysis and customer segment matching.

The content of any CRM system may differ in view of the nature of the business and the type 
of CRM system being used. Most CRM systems, however, provide a structure for the following 
content:

Customer data•	

Marketing campaign data•	

AM process description•	

Sales statistics•	

Win/loss analysis•	

Beat sheet information•	

It is important to note that the tasks of the Market Intelligence function are a) to assist 
management in creating robust customer strategies and b) to challenge these strategies by 
providing evidence of old strategies potentially not being successful in the future business 
environment. This might be a politically challenging task. An institutionalized process is there-
fore necessary in order to raise awareness of any market evidence of risks or opportunities that 
the company management should act upon.
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6. Conclusions
This GIA White Paper argues that organizations need a comprehensive set of methodologies 
and analysis models as well as systematic management of information in order to provide 
meaningful input to the customer process.

This White Paper has provided a practical framework that will apply to industries with vary-
ing levels of uncertainty and changes of pace. Summarized below are some of the main points 
proposed in this White Paper.

Ensure that MI is integrated into the customer process. This paper has provided you with •	
input on how to facilitate this.

Use the brain of the organization – involve people internally through the use of war games •	
and scenario and trend workshops. Also, regularly utilize the analysis of objective, unbiased 
third parties in the marketing and sales planning process in order to avoid corporate blind 
spots. Invite the customers to participate. They will have a clearer idea of their future 
sooner than you. GIA recommends that the MI manager should be an experienced workshop 
facilitator in addition to or even rather than being an isolated information generator.

Organize a current awareness process in the organization to serve as a basis for all Market •	
Intelligence activities. A centralized intelligence software tool for the entire organization 
with resourced content input will serve this purpose. The centralized tool should also be 
used to capture and share tacit market knowledge possessed by the organization’s members.

Ensure a process is in place for continuous reviews. The Market Intelligence process should •	
challenge the existing customer strategies on a regular basis.

It is important to note that the tasks of the Market Intelligence function are a) to assist 
management in creating robust customer strategies and b) to challenge these strategies by 
providing evidence of old strategies potentially not being successful in the future business 
environment. This might be a politically challenging task. An institutionalized process is there-
fore necessary in order to raise awareness of any market evidence of customer-related risks or 
opportunities that the company management should act upon.

For comments, questions and further information regarding this GIA White Paper, please visit 
www.globalintelligence.com, or send e-mail to info@globalintelligence.com.
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