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of CI manifest into many other components, as depicted in Figure 2 below. The discussion that 
follows explains each of the components. 

 

Figure 2: Factors influencing competitive intelligence on information systems innovation 
 Accessibility – This refers to the organisational ability to access information needed for the 

making of public decisions as well as its ability to share the economical status of the organisation 
with its employees. It also speaks of the sharing of knowledge and expertise by employees, with 
their peers, without hiding any information for fear of any threat that might arise. Some of these 
include the following; “If I share some of my knowledge, will you use it out of context, misapply it 
(and then blame me!), or pass it off as your own without giving any acknowledgement or 
recognition to me as the source?” 

 Power - This is often a cop out by managers, or change agents, who are not adequately 
addressing the human factors or motivational aspects. In the organisation, so much depends on 
teamwork and collective knowledge, it is only a handful of people who have knowledge on which 
they can hold their peers (and bosses) to ransom. There are some specialists who has been in 
the organisation for many years, and built stock of knowledge, which they use as a source of 
power. However, knowledge is power but is, typically, not the primary reason for lack of 
knowledge sharing. 

 Enrolment – Based on different interests, many employees decide either to enrol (participate) on 
the innovations process or not. Also, those who enrol might do so reluctantly, depending on the 
interest. Personal interest takes priority above the organisation’s interest. 

 Management - There is pressure on productivity, on deadlines, and it's a general rule that the 
more knowledgeable you are, the more people there are waiting to collar you for the next task. 
Management ensures that lessons learnt by individuals and groups are captured into the 
knowledge database for sharing.  

Another aspect of management is the use of aligning rewards and recognition to support appropriate 
behaviours, efficiency and productivity by employees. This minimizes, and eventually eradicates, the 
schemes that are based on seniority or individual expertise, rather than team effectiveness. 
 Capacity - At regular team meetings, time must be allocated to understand and improve internal 

processes.  Too many meetings are task and output focused, but fail to address the means of 
achieving successful outcomes. 

 Competitive Advantage – This is the strategic advantage one organisation entity has over its rival 
entities within its competitive industry. Achieving Competitive Advantage strengthens and 
positions an organisation better within the business environment. 

In order for an organisation to develop a competitive advantage it must have resources and 
capabilities that are superior to those of its competitors. Without this superiority the competitors can 
simply replicate what the organisation was doing, and any advantage disappears quickly. 
 
Framework for Information Systems Innovation 
 
From the analysis and findings, the case study provides insight to the different characteristics of 
Competitive Intelligence (CI) Products and Services Innovations within the Information Systems 
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environment. This is illustrated in Figure 3. To have a full understanding, the discussion that follows 
should be read with the figure 3.  

 

Figure 3: Competitive intelligence products and services innovations within the information systems 
environment 

Organisations that are strong in Adaptability and Involvement have an edge in innovation and 
creativity, while organisations excelling in Mission and Consistency have a high measure of stability, 
return on investment and return on sales. Organisations measuring high in all components have a 
dramatic financial advantage over organisations that are weak in these areas. Organisations at the 
bottom perform just as one would expect: They are sluggish, wasteful and out of touch with their 
customers. 
 
A differentiated corporate culture can build sustainable long-term competitive advantage and help to 
attract and retain talented staff. The various management and leadership development programmes 
are key enablers. Organisation needs to become the employer of choice, recognising that market 
competition for talent continues to increase. Continued focus remains on making organisations a 
great place to work and able to attract, develop and retain the best people.  
 
The economic capital, risk appetite and risk adjusted performance management methodologies of the 
organisation get to be embedded across the group, and fully integrated into strategy and reporting; in 
parallel with the historical return on ordinary shareholder’s equity (ROE). The risk management 
structure is maintained for the continuous build of a strong risk culture, including firmly establishing 
risk as an enabler for growth; a competitive advantage and a key source for innovation. 
 
There is reliance, by the organisation, on the Key Performance Indicators (KPI’s) to identify or 
measure the acceptance of innovation by a client. KPI, for an organisation, is a tool that persuades 
decision makers as a result of the reaction of the customer towards the organisation’s innovation. It 
also measures an employee’s performance on certain tasks related to the innovation.   
 
The organisation and its executives are grappling with several concerns relating to the management 
and institutionalisation of knowledge sharing. They see the most pressing need as developing a 
structured and systematic approach to what is known as knowledge sharing. Knowledge sharing has 
gained increasing attention in recent years and has become more relevant in the fast changing, IT-
driven world; primarily due to the fact that organisations always want to stay ahead of their 
competitors. 
 
Information systems innovation begins with the organisational environment, whereby there is top-
down support for project management practices and investment, by the organisation, in the innovation 
process. In rolling out Products and Services, implementation by the organisation focuses on doing so 
correctly, rather than simply doing what it takes to complete the competitive intelligence deployment 
as quickly as possible, at a minimum cost. 
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If successful implementation of products and services contributes directly to strategic objectives, then 
the bottom line information systems and innovation should lead to organisational success. Innovation 
requires an investment in resources, therefore responsibility lies with senior management to ensure 
that investments are made wisely and add value to the organisation as a whole.  Unsuccessful 
competitive intelligence deployments translate into poor investment and, ultimately, senior 
management is accountable for projects not reaching the objectives of the organisation. 
 
In conclusion, the brand of an organisation brand is a key intangible attribute by which they compete. 
Its main objective is to support differentiators; and reposition the company as being significantly 
different from any other financial organisation. In so doing, potential clients are drawn to the brand 
which, ultimately, encourages them to choose their organisation above that of their competitors. 
 
For a company to deploy competitive intelligence successfully, appropriate organisational awareness 
of the culture of competitiveness must be cultivated. While decision makers should call the shots on 
what intelligence is required, information gathering should be on everyone’s mind. Through the 
findings and interpretation of the two case studies on the impact of competitive intelligence 
information systems products and services innovations in organisations, a Framework was developed 
to illustrate stages that organisations have to following during Information Systems innovation. 
 
From the findings and interpretation of the case study on the impact of Competitive Intelligence on 
Information Systems products and services innovations in organisations, a Framework was 
developed, Figure 4. The Framework is aimed at providing direction for organisations during 
Information Systems innovation, the stages on the Framework encompasses the activities involved in 
Information Systems innovation.  

 

Figure 4: Framework for information systems innovation 

The Information Systems it’s composed of five different stages that organisations need to follow for 
deployment of CI products and services. Each Stage has columns that are categories by different 
aspects of innovation on a row level. All innovation stages or phases actives, roles and 
responsibilities, requirements and information systems inputs for the deployment of a successful 
competitive intelligence products and services has been illustrated in this framework. 
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5. Conclusion 
This study was holistically and comprehensively carried out within the scope as demarcated in 
Chapter one. The findings and the analysis of the study indicate that further research relating to 
competitive intelligence can be conducted. Some of the suggestions are: 
 Organisational Culture – it would be in the interest of academic organisations to investigate and 

gain a better understanding of how organisational culture impacts on Competitive Intelligence 
products and services in organisations.  

 Underpinning theories – it would be a significant contribution to apply different theories such as 
Organisational information processing theory (OIPT) and Technology-Organisation-Environment 
Framework (TOT framework) in a similar study. Organisation need to be knowledgeable about the 
Competitive intelligence products and services they deploy so that they can make better decisions 
to innovate. Organisational information processing theory is applied to Organisations that need 
quality information to cope with environmental uncertainty and improve their decision making. 
(Premkumar et al, 2005). Another theory that can also be applied in a similar study is TOT 
framework because the study establishes organisational culture as being one of the main 
concerns when deploying CI products and services. TOT framework emphasises the process by 
which an organisation adopts and implements technological innovations which are influenced by 
the technological context, the organisational context, and the environmental context (Tornatzky 
and Fleisher 1990). The environmental context includes the size and structure of the industry, the 
organisation’s competitors, the macroeconomic context, and the regulatory environment 
(Tornatzky & Fleisher 1990).  Both these theories have been applied in the Information Systems 
fields but not in organisational culture and Competitive intelligence fields.   

Knowledge sharing is critical to Information System Innovation in the organisation that deploys it, 
making it very useful for competitive advantage. The study helps managers to gain better 
understanding of how knowledge sharing influences products and services in the organisations. 
 
Sometimes the effect of Competitive Intelligence on the innovative process is not obvious, but it does 
exist because the companies compete, and are challenged with customers’ needs. Therefore it is 
strategically important to equip as many as possible employees with enough knowledge to carry out 
the customers’ demands. Regardless of how knowledge is acquired, Competitive Intelligence 
deployment relies on the knowledge individuals and group have about the information Systems 
products and services. 
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