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IntroductIon

Strategic intelligence is about having the right 
information in the hands of the right people at the 
right time so that those people are able to make 

informed business decisions about the future of 
the business. Thus, information is the basis for 
strategic intelligence. Without the right infor-
mation, it is difficult for employees to make the 
decisions needed in order to achieve and sustain 

AbstrAct

Strategic intelligence is about having the right information in the hands of the right people at the right 
time so that those people are able to make informed business decisions about the future of the business. 
Thus, in order to improve a company’s strategic intelligence process, management must take a critical 
look at how effectively they manage information. Effective information management requires specific 
information-processing practices, employee behaviors and values, and technology. The information 
orientation (IO) framework is a tool that managers can use to determine the company’s level of effective 
information management and to identify areas where they can make improvements. By achieving IO 
maturity—aligning processes, people behaviors, and technology practices with business strategies—a 
company can derive a competitive advantage and future leadership. IO mature companies are most 
successful at collecting and openly sharing the strategic intelligence that their employees need in order 
to successfully monitor and proactively react to future market trends or events.

IGI PUBLISHING

This paper appears in the publication, Managing Strategic Intelligence: Techniques and Technologies
edited by M. Xu © 2007, IGI Global

701 E. Chocolate Avenue, Suite 200, Hershey PA 17033-1240, USA
Tel: 717/533-8845; Fax 717/533-8661; URL-http://www.igi-pub.com

ITB14652



�  

Leveraging What Your Company Really Knows

market leadership. Companies with effective 
strategic intelligence processes are typically ones 
that can manage and use information to success-
fully anticipate and respond to future trends or 
opportunities. 

In order to shape a company’s future, manage-
ment must understand what that future is likely to 
look like. This requires the assimilation of diverse 
sources of business, market, political, technologi-
cal, environmental, and social information. How 
effective a company is at gathering and managing 
all of this information depends upon three key 
capabilities: information processes, technology, 
and people. All managers should consider the 
following tasks an important component of their 
jobs:  

•	 Developing information processes that en-
able and encourage people to effectively 
identify and leverage strategic business 
information

•	 Providing the right technology to enable 
effective information use and delivery

•	 Building a culture that encourages and 
guides employees in their use of informa-
tion

It is critical that executives not only understand 
the key role strategic intelligence can play in 
achieving future success, but that they continue 
to find ways to improve their approach to strategic 

intelligence. Some questions that should be asked 
include: How well do we collect, manage, process, 
and use information in making strategic decisions? 
Are we able to anticipate and proactively respond 
to trends or opportunities to ensure future success 
and avoid crisis situations? Are we able to adapt 
fast enough to successfully compete in today’s 
dynamic environment? Do we have a culture 
that encourages employees to effectively share, 
manage, and use information to make informed 
business decisions? 

WhAt Is strAtEgIc 
IntEllIgEncE?

Strategic intelligence should provide a company 
with the information it needs about its business 
environment to be able to anticipate change, design 
appropriate strategies that will create business 
value for customers and create future growth and 
profits for the company in new markets within or 
across industries. Strategic intelligence should 
not be equated with:

• “Competitor” intelligence, which is fo-
cused on understanding a company’s exist-
ing competition.

• “Competitive” intelligence, which is pre-
pared by small groups of intelligence ana-
lysts working for senior executives to help 
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