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Abstract

Essentially, this paper endeavours to explore pleeific skills that would make up the skills sats f
the competitive intelligence practitioners throughdhe competitive intelligence phases for the
product of competitive advantage. Thus, by outjnine competitive intelligence skills based on the
competitive intelligence cycle, the readers will ®erved with a larger depiction of competitive
intelligence in view of the fact that processes autivities cannot be conducted without prior
existence of competencies and proficiencies.
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I ntroduction

According to The Society of Competitive IntelligenBrofessionals (SCIP), competitive intelligence
can be defined as the process of ethically cofigctanalyzing, and disseminating accurate, relevant
specific, timely, foresighted and actionable ingelhce regarding the implications of the business
environment, the competitors, and the organizaitsalf. In addition, an effective competitive
intelligence process signifies the competitive ligence phases which are run in a continuous cycle
that is called as competitive intelligence cyclenide, it is vital for the organizations that argipg
serious attention to the generation of competititelligence to comprehend that all phases in the
competitive intelligence cycle are interrelated &melsuccess of the one will determine the suaziess
the other. Thus, the competitive intelligence ptiacters which have been assigned by the
organization to conduct one or more phases in tinepetitive intelligence cycle need to be fortified
with the necessary skills.

Competitive I ntelligence Skills

Consequently, a specific set of skills is requited the competitive intelligence practitioners to
effectively and efficiently conduct and work on fdilent phases of competitive intelligence
(McLellan, 2001). Hence, it is enriched to derilie competitive intelligence skills that are reqdir
for every competitive intelligence phases in orlecomplement the competitive intelligence cycle.
Specifically, the competitive intelligence cyclelindes the phases of planning and focus, collection
analysis, communication, process and structurearvzgtional awareness and culture, as well as
skills development.
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Planning and Focus Phase

Essentially, the planning and focus phase in thapatitive intelligence cycle is prerequisite to set
required and needed resources for the competititedligence project or competitive intelligence
process as well as to establish the purpose antl odshe findings (Dishman and Calof, 2008).

Therefore, the first skill which needs to be coersidl by the competitive intelligence practitioniers
the planning and focus phase throughout the cothetintelligence cycle is analytical skill. In
basis, the competitive intelligence practitionerdl weed to work with the potential clients to
discover their intelligence needs and requiremantsthen translating those needs and requirements
into their specific intelligence requirements orykatelligence Topics (KITs). Essentially, KITsear
those topics which are identified to be the graasgignificance to the senior executives in the
organization and which are identified to providegmse and direction for competitive intelligence
operations (Bose, 2008). Strategic decisions atidres; early-warning topics, and descriptions of
key marketplace players will be included in the KIThus, the analytical skills of the competitive
intelligence practitioners will provide the founibett on identifying and meeting the specific neefls o
management for planned decisions or pending actistngssing the activities and the subjects by
which management does not want to be staggeredgetsas reflecting the needs of management
team or manager. Particularly, KITs generates Kaglligence Questions (KIQs) that provides
specific questions on which competitive intelligerrocesses will be conducted (Correia, 2006) in
which produce the intelligence indicator and faaié the identification of information sources. $hu
the analytical skills of the competitive intelliggnpractitioners will also provide the foundatiom o
directing the information collection to be analysetl translated into competitive intelligence.

The second skill is interviewing skill. This is laerse an effective competitive intelligence procgsse
require regular interview session with the exeasiin the organization to truly understand their
needs and requirements (Toit, 2003). Generallyisitcrucial for the competitive intelligence

practitioners to develop and improve their intewiigy skills in order to ensure that the potential
clients are willing to give full co-operation dugnthe planning of information collection and

information analysis that involves the use of K&rsl KIQs.

Collection Phase

Essentially, the collection phase in the competitimtelligence cycle refers to the activities and
processes which involve the identification of &lé tpotential sources of data and information, the
task of ethically and legally researching and garigethe right data and information, as well as the
organization of the data and information into atlemed form and arrangement (Bose, 2008).

Therefore, the first skill which needs to be corsidl by the competitive intelligence practitioniers
the collection phase throughout the competitiveliigence cycle is research skill. In basis, the
competitive intelligence practitioners should knbaw to ensure the validity and reliability of data
and information sources (Strauss and Toit, 201@).atdition, the competitive intelligence
practitioners should know how to differentiate be¢én hypothesised and open assumptions (Muller,
2000; Heppes, 2006). Thus, these two conditions can only be achievedreadhed if the competitive
intelligence practitioners possessed and ownedetsearch skill. It is because the research skills o
the competitive intelligence practitioners will s$g0 acquire and organize the collected data and
information into the functional form and represdiota

Besides that, the second skill is networking sKilis is due to the fact that not all the resuéia be
generated from the published resources and thedmdts can be generated from the human contact
too (Strauss and Toit, 2010). Human sources areonigt giving the relevant information but also
explaining the pertinent implications and significas. If they cannot act as the provider of
information, they may be able to act as the pravidealirection to information such as researchers o
someone else who has that particular informaticowéter, the networking skill must blends well
with the communication skills and ethics.
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Last but not least, the third skill is analytickills In basis, since the output of planning anckdtion
phase is KITs, the competitive intelligence pramtiers should ensure that the information collectio
processes and activities should be tailored toKHias. Thus, the analytical skills of the compeiti
intelligence practitioners will verify how clear éhpotential clients expressing their needs and
requirements of competitive intelligence during gi@nning and focus phase. If it is not clearaih c
be expressed all over again. Moreover, the analytgkills of the competitive intelligence
practitioners support when and how the competititelligence practitioners will make it possible to
provide the information from the available collectisources.

Analysis Phase

Essentially, the analysis phase in the competititadligence cycle involves the process and adtigit

to turn raw data (a collection of facts, figuresdastatistics relating to business operations) into
actionable intelligence (data organized and inttgat to reveal underlying patterns, trends, and
interrelationships) (Bose, 2008).

Therefore, the first skill which needs to be corsidl by the competitive intelligence practitioniers
the analysis phase throughout the competitive ligexice cycle is critical analysis skill. The
competitive intelligence practitioners should bdle#t in applying basic analysis methods (Heppes,
2006) to generate the competitive intelligence tfer competitive advantage of the organization.
Thus, the competitive intelligence practitionerattbwned the analysis skills must be familiar with
the fundamental forms of analysis which are 1) dédn, 2) induction 3) pattern recognition, and 4)
trend analysis. Complementary, the competitivelligence practitioners that owned the analysis
skills must also be familiar with the tools andheicjues to perform the intelligence analysis which
are 1) inductive reasoning, 2) deductive reasorang, 3) pattern recognition. In essence, inductive
reasoning is the ability to combine pieces of dednformation or answers to problems, to form
general rules or conclusions. It involves the &pilo ponder the relevant and possible reasons for
why things go together. It also involves the pracekestablishing logical explanation for a senés
events that appear unrelated. On the other hamtlictiee reasoning is the ability to apply general
rules to specific problems to arise with logicakakition. It involves the decision whether the
resolution makes any sense. Contraries, patteognéion is the ability to identify or detect a kmo
pattern (a figure, word, or object) that is hiddenother material. However, even though the
computerized competitive intelligence aids assistdompetitive intelligence practitioners to cortduc
and analyze the large data collection, it is regmtesd that the data analysis is highly dependetit@n
non-computerized competitive intelligence methodae to conduct and analyze the data collection
for the final conversion of data to intelligencehug, the competitive intelligence practitionersttha
possessed the analysis skills also must be familihr the strategic analytical techniques including
the SWOT analysis, value chain analysis, stratggizip analysis, industry analysis (Porters Five
Forces Model), BCG growth/share portfolio matrixz Gusiness screen matrix, and financial ratios.
All in all, it can be observed that both computedzand non-computerized analysis tools are
essential to enable the placement of collected dathinformation within the useful context for
strategic action and decision.

The second skill is critical interpretation skillBhe competitive intelligence practitioners shohkl
skilled in making an educated guess and placingogpiate approach to place the situation in
context. This is due to the fact that the good cetitige intelligence practitioners should not only
rely on facts, but also upon their own intuitiorddmaginative sources (Strauss and Toit, 2010). For
example, if the competitive intelligence practitos believe that the information on human resources
can be used for the context of marketing, the caitiye intelligence practitioners can proceed on
appropriate analysis. However, it is necessarywtodafrom immature views, stereotypical thinking,
immoderate secrecy, ideological belief, doctrinéasp history's superficial lessons, culture's
projection, people’s expectations, and evidencgtworance (Heppes, 2006). All in all, the
interpretation skill must blends well with the @@l analysis skills.
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Communication phase

Fundamentally, the communication phase in the cdithmeintelligence cycle exist since the results
or products of competitive intelligence need tacbenmunicated to the potential clients especially to
those with authority and responsible to act onfitheings (Dishman and Calof, 2008). However, the
ways of communicating the results or products ahgetitive intelligence and the frequency of the
results or products of competitive intelligencethe potential clients will differ from one another
depending on the intelligence requirements of guipients and the precise nature of the information
(Weiss, 2002).

The first skill which needs to be considered by tmanpetitive intelligence practitioners in the
communication phase throughout the competitivelligemce cycle is critical dissemination skills.
The competitive intelligence practitioners mustédnalve capabilities to select the appropriate format
and suitable media as well as the capabilitieseliver organized and summarized findings to the
potential clients. Essentially, communication canolal via telephone, meetings, and presentation or
written via e-mails bulletins, report or analysisguced as printed documents, and corporate irtrane
(Weiss, 2002). In fact, communication can take @laga ad hoc reports, alerts, e-mails,
presentations, news briefs, competitor files aretigh memos (Fleisher, 2001). Therefore, the format
and media of findings will depends on the alignmeitiser requirements that being establish at the
earlier phase since the alignment of user requinésneutline the answers on how the intelligence
will be communicated and to whom it will be deligdr It is no point to disseminate the results or
products of competitive intelligence in a long domnt but the salient data and information cannot
be forwarded.

The second skill is persuasive presentation skKillee competitive intelligence practitioners should
present the findings to the potential clients iruaemotional and objective manner (Strauss and Toit
2010). In addition, the competitive intelligenceagtitioners should also present the findings to the
potential clients accompany by the action of refreg from presenting self-perceptions,
unchallenged statements, bias, and wishful thinkBigauss and Toit, 2010). This is to ensure that
the competitive intelligence practitioners can pasively, assertively, and diplomatically presents
the results and products of competitive intelligent view of the fact that the potential clientsshu
be convinced with the validity and reliability dfet findings for further actions.

Process and structure, organisational awarenessauitlire as well as skills development phase

In the process and structure phase, the approg@iees and procedures as well as informal and
formal infrastructure for the competitive intelligge will be required and developed (Strauss and
Toit, 2010; Saayman et. al, 2008) in order to ensure that the employees can contribute to the
competitive intelligence system as well as gainelfiesfrom the competitive intelligence processes
according to the organization’s desires. This sthdad communicated to the employees so that the
organizational culture of competitiveness and theyanizational awareness on competitive
intelligence can be established within the orgaipa The most important thing, the concept of
competitive intelligence should be part of everypagee’s job description within the business to
embed competitive intelligence practice in the argational structure.

In the organizational awareness phase, the apptepadrganizational awareness of competitive
intelligence and the culture of competitivenesd kal required and developed in order to ensure that
the organization will be able to utilize the conipet intelligence for the competitive advantage.
However, the organizational awareness of competititelligence and the culture of competitiveness
should be sustained by the supporting mechanismsplyy, 2005) that help the employees to
identify the competitive intelligence inside andgide the organization. This is because to promote
the awareness of the employees towards the compeititelligence there must be appropriate and
sufficient tools, methodologies, activities, andgesses. For example, the organization can subscrib
to relevant information aggregators for competitirgelligence unit to support competitive
intelligence practice. The organization also caavjgle analysis tools in computerized and non-
computerized based analysis as well as communicatbannels in computerized based
dissemination for competitive intelligence unitstapport competitive intelligence practice.
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All'in all, the skills development phase throughthé competitive intelligence cycle can be fostered
through training. It is because training clear upe tmisconceptions regarding competitive
intelligence, promote the communication advantaigesi] the competitive intelligence awareness, as
well as allow the transfer of competitive intellige expertise and skills (Muller, 2002). This
definitely helps the employees to identify theimdtions and roles in competitive intelligence
practice through training. However, training mustibitiated according to the identified needs & th
organization. Hence, the most basic training tham de initiated includes the guidelines on
information collection, information analysis metlsodnd techniques, as well as management of
briefing sessions (Muller, 2002). Therefore, traghican contributes to the success of each phase in
the cycle of competitive intelligence since the petitive intelligence training will be aligned thet
development and improvement of competitive intelfige practitioners’ skills throughout the
competitive intelligence cycle.
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