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Companies invest in Market 
Intelligence hoping that it will help 
them secure current business and 
help tap new opportunities. But 
how does one demonstrate that MI 
contributes to a company’s success 
when there are many variables at 
play? This White Paper will help MI 
professionals to point out tangible 
indicators of MI actually making a 
(positive) difference.

Executive Summary
This White Paper approaches the value and impact of MI from 
three perspectives: 

1. Usage of MI in decision-making

2. Calculating the financial worth of MI

3. The ‘soft’ contributions of MI to company performance

MI is only impactful when used in decision-making. In the 
context of the GIA World Class MI Roadmap, this means that 
companies should either set the ambition level high in MI 
program development from the beginning or not start at all. 
This is because the first steps (from ‘Beginner’ to ‘Coordinator’) 
will involve financial costs, yet without a parallel investment 
in adopting MI in the company’s processes, as defined in the 
World Class Market Intelligence Roadmap as defined by 
GIA (see page 5) the company risks that only the costs will 
materialize while benefits will lag behind. 

Traditionally, calculating financial ROI on MI is difficult for three 
reasons: 1) The revenues or benefits may be dependent on 
many other variables than MI; 2) MI is either used in decisions 
or it is not, and once a decision is made one cannot turn back 
time and see what would have happened the other way; 3) 
Many of the benefits of MI are typically deferred and qualitative 
in nature. Therefore, calculating an exact ROI for an MI program 
or a company is virtually impossible. However, a specific 
financial figure can sometimes be calculated relatively
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 meaningfully for the value of specific MI projects or initiatives such as large investments or 
sales opportunities.

A recent finding in the Global MI Survey 2013 by GIA indicated that on average, companies with 
world class MI (11% of the surveyed 1,207 respondents) yielded 16.2% share price returns during 
2012 while during the same time period, major stock market indices yielded an average of 7%. 
While these figures do not indicate the performance and ROI on MI for an individual company, 
it suggests that there is overall a positive relationship between extraordinary MI quality and 
extraordinary stock market performance.

The ‘soft’ contributions of MI to company performance are varied: Companies with well 
organized MI are able to make more grounded decisions faster than those without systematic 
MI. Decision-makers who have good experiences from MI will also help to further spread the 
culture of backing up decisions with shared insights. Executives and professionals save time 
from low value-adding data searches, and can rather concentrate on making educated decisions 
and generating new ideas based on insights.

Some frequently used indicators that can demonstrate the value of MI in companies include:

Decision-making related indicators
• Decision-makers’ perception of the availability of information when it’s needed

• MI’s involvement and contribution to different types of business decisions in the company

Financial indicators
• Calculated financial worth of case- or project-specific MI efforts

• Cost savings through coordinated purchases of information and the elimination of 
redundancies

• Demonstrated time savings through systematically organized market monitoring 

Indicators of qualitative nature
• The status of the company’s MI program as measured against the GIA World Class MI 

Roadmap (see page 5)

• The number of active users of the company’s MI software tool and/or participants in 
internal events that MI organizes

• The size of the internal network of people that are involved in MI activities on a regular 
basis

• The number of requests to the MI team

• The number of deliverables (regular and ad hoc) that the MI team produces 

• The development of the internal NPS score of the MI program

• Number of new business ideas generated as a result of MI efforts

• The “coffee machine index”: How much informal buzz MI generates in the organization
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In this paper, the term ”Market Intelligence” (or ”MI”) refers to functions and programs in companies and organizations that 
help them to understand their business environment, compete successfully in it and grow as a result. As a program, Market 
Intelligence collects information about market players and strategically relevant topics and processes it into insights that 
support decision-making. 

In this paper, the term ”Market Intelligence” is used as an overarching term for terms such as competitor analysis, customer 
insights, technology analysis or strategic analysis. Concepts such as Competitive Intelligence or Market Insight, should be 
regarded as synonymous with ”Market Intelligence” in this report.
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Introduction
MI professionals have been struggling to answer questions related to the expected value and 
impact of the MI investment for just about as long as the profession has existed. The struggle 
is inherently there: Market intelligence is just one out of many functions that have an impact on 
the company’s performance. It cannot be meaningfully isolated to accommodate for traditional 
ROI calculations. 

And yet, questions about the expected, tangible benefits of MI almost always come up when a 
company is considering investments in market information. An investment by definition means 
that the future returns are expected to exceed the cost up front. Hence even if calculating the ROI 
on MI in exact terms would be impossible, the question remains: On what grounds should we 
invest some of our time and money into an improved MI capability?

This White Paper approaches the value and impact of MI from three perspectives: 

1. Usage of MI in decision-making 
Whether a company is ready to adopt Market Intelligence as a decision-making tool is often 
not the question under discussion when considering MI investments. However, it will be as 
important for the eventual value and impact of MI, as the quality of the MI activity itself. 

2. Calculating the financial worth of MI 
Calculating the exact financial worth of MI investments at a program or company level is virtually 
impossible. However, financial value can be calculated for specific projects and initiatives 
where MI plays a major role. Also, recent research shows that on average, companies with world 
class MI have performed significantly better in the stock market than the average stock listed 
companies, indicating that high quality MI is linked to better overall company performance.

3. The ‘soft’ contributions of MI to company performance 
Companies with well- organized MI are able to make more grounded decisions faster than 
those without systematic MI. Decision-makers who have good experiences from MI will also 
help to further spread the culture of backing up decisions with shared insights. Executives and 
professionals save time from low value-adding data searches, and can rather concentrate on 
making educated decisions and generating new ideas based on insights.

First Things First: MI Is Only Impactful When Used
The starting point for most MI investment initiatives is an information needs analysis among 
decision-makers, i.e. the users of MI. Typically, decision-makers are quick to point out trends, 
market players and geographical areas that the company should understand better. The 
wider the perceived gaps in market understanding, the more obvious the need for further MI 
investment is. 

“So now, if we decide to invest our time and money in an improved intelligence program, how 
can we be sure it yields benefits in excess of what the costs are?” 
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Filling in gaps in market knowledge goes far beyond acquiring information. Some executives 
intuitively recognize the real question: Whether their organization is ready to take on the 
challenge of “becoming smarter”.

Indeed, many MI investment decisions have been made to just fill the gaps in knowledge 
without paying too much attention on specific financial calculations. This is typical especially 
when financial resources are relatively easy to obtain.

Filling in gaps in market knowledge goes far beyond acquiring information, MI should exist to 
secure educated decision-making, not to merely produce tools, reports or market monitoring 
for their own good. Therefore the question about the value of MI should be viewed from the 
perspective of the desired end result rather than from the point of view of the immediate MI 
deliverables.

Although the discussion about the worth of MI is often limited to assessing the direct value of 
MI tools and deliverables, some executives intuitively recognize the real question: Whether their 
organization is ready to take on the challenge of “becoming smarter” and incorporating MI in 
the business activity. They will know that this is a process that often requires organizational 
transformation and hence, time and leadership effort. They might question the MI director’s 
ability to lead that change. They might also question whether there is space on their own 
agendas for the discussion that the MI deliverables will necessarily have to provoke in order to 
generate impact.

Exhibit 1.   World Class Market Intelligence Roadmap
The World Class Market Intelligence Roadmap by GIA indicates how advanced an Intelligence function is through six key 
parameters: Scope, Process, Deliverables, Tools, Organization and Culture.

Informal MI
“Firefi ghters”

Basic MI
“Beginners”

Intermediate MI
“Coordinators”

Advanced MI
“Directors”

World Class MI
“Futurists”

Intelligence 
Scope

No specifi c focus has been 
determined. Ad hoc needs 
drive the scope.

Limited scope, seeking quick 
wins. Focus typically on 
competitors or customers 
only.

Wide scope with the attempt 
to cover the current operating 
environment comprehensively.

Analytical deep dives about 
specifi c topics complement the 
comprehensive monitoring of the 
operating environment.

Broad, deep and future-oriented 
scope that also covers topics 
outside of the immediately relevant 
operating environment.

Intelligence 
Process

Reactive ad hoc process puts 
out fi res as they emerge. 
Uncoordinated purchases of 
information.

Needs analysis made. 
Establishing info collection 
from secondary external 
sources. Little or no analysis 
involved in the process.

Secondary info sourcing 
complemented by well 
established primary info 
collection and analysis.

Advanced market monitoring and 
analysis processes established. 
Targeted communication of output 
to specifi c business processes 
and decision points.

Intelligence process deeply rooted 
in both global and local levels of 
the organization. MI fully integrated 
with key business processes; 
two-way communication.

Intelligence 
Deliverables

Ad hoc deliverables quickly 
put together from scratch.

Regular newsletters and 
profi les complement ad hoc 
deliverables.

Systematic market monitoring 
and analysis reports emerge as 
new, structured MI output.

Two-way communication is 
increased in both production and 
utilization of MI output. Highly 
analytical deliverables.

High degree of future orientation 
and collaborative insight creation 
in producing and delivering the MI 
output.

Intelligence 
Tools

Email and shared folders 
as the primary means for 
sharing and archiving 
information.

Corporate intranet is 
emerging as a central storage 
for intelligence output.

Web-based MI portal 
established that provides 
access to structured MI output. 
Users receive email alerts about 
new info in the system.

Sophisticated channeling of both 
internally and externally produced 
MI content to the MI portal. 
Multiple access interfaces to the 
portal in use.

Seamless integration of the MI 
portal to other relevant IT tools. 
Lively collaboration of users 
through the MI portal.

Intelligence 
Organization

No resources specifi cally 
dedicated to MI. Individuals 
conducting MI activities on a 
non-structured basis.

One person appointed 
as responsible for MI. 
Increasing coordination of MI 
work in the company. Loose 
relationships with external 
info providers.

A fully dedicated person 
manages MI and coordinates 
activities. Centralized, 
internally or externally 
resourced info collection and 
analysis capabilities exist.

Advanced analytical and 
consultative skills in the 
intelligence team. MI network 
with dedicated resources in 
business units for collecting local 
market info. Non-core MI activities 
outsourced.

MI team has reached the status of 
trusted advisors to management. 
Internal MI network collaborating 
actively. Internal MI organization 
smoothly integrated with the 
outsourced resources.

Intelligence 
Culture

No shared understanding 
exists of the role and 
benefi ts of systematic MI 
operations.

Some awareness exists of 
MI, but the organizational 
culture overall is still neutral 
towards MI.

MI awareness in a moderate 
level. Sharing of info is 
encouraged through internal 
training and marketing of MI. 

MI awareness is high and people 
participate actively in producing 
MI content. Top management 
voices its continuous support to 
MI eff orts.

A strong MI mindset is refl ected in 
the way people are curious towards 
the operating environment and 
co-create insights about it.

Description

Source: The Handbook of Market Intelligence; 2nd Edition, 2014, Hedin, Hirvensalo, Vaarnas (GIA)

GIA White Paper, June 2014  Demonstrating the Impact of Market Intelligence     5

GI
A 

W
hi

te
 P

ap
er

, J
un

e 
20

14



For Maximum MI Impact, Either Aim High or Do Not Start at All
In essence, the eventual value of an MI investment is both an MI infrastructure (the tools, 
resources and deliverables) question and a leadership question. The MI infrastructure is a 
necessary prerequisite for business impact, however if left unused, it becomes irrelevant with 
the exception of its price tag: An MI infrastructure will have its costs anyway. If its deliverables 
are not used, the return on the MI investment is undoubtedly negative. Hence the decision to 
invest in MI infrastructure should always go with the decision to invest time and leadership 
effort into using the program’s output.

Viewed in the framework of GIA’s World Class MI Roadmap, making the most of the investment 
in MI comes down to setting the long term ambition level at levels 4 or 5 (‘Director’ and 
‘Futurist’, respectively): For maximum returns and impact, one should never settle with levels 
3 (‘Coordinator’) or below. Why? Because advancing from a ‘Beginner’ to a ‘Coordinator’ 
(from level 1 to level 3), i.e. creating an “MI infrastructure” will necessarily consume financial 
resources in a form or another. Without a parallel investment on the “soft” side, i.e. gradually 
solidifying the MI network and fostering intelligence co-creation and systematic sharing of 
insights, the return on the financial MI investment may even remain on the negative side, 
i.e. only the costs will materialize and not the benefits. On the other hand, working towards 
making MI a natural part of the organization’s everyday routines will help the organization make 
educated decisions at all levels and greatly improve the probability of success in the future.

When looking to demonstrate the impact of MI, companies should not measure the impact of 
MI infrastructure as such but the impact of all the activity that leverages that infrastructure. 
Eventually this is a leadership challenge, and it alone gives enough reason to treat any larger MI 
investment as a topic for the executive management to discuss and commit to.

Considering especially the investment required to adopt the MI deliverables and make them 
part of the company’s routine processes, enough time should also be allowed for the eventual 
impact of MI to materialize. In a large organization, one year tends to be a short time when 
people also work with a number of other priorities and development initiatives other than those 
related to MI.   

For ambitious intelligence professionals, all of the above means that they will need to convince 
their internal stakeholders not only about the worth of the MI resources and infrastructure in the 
first place, but also about their own ability to do their share in facilitating the utilization of MI. 
Finally, however, MI’s role in decision-making is that of advisor’s: MI is responsible for giving 
high quality support to decision-making. Whether the eventual decisions are wise and correct, is 
the decision-makers’ responsibility. 

* GIA research based on the Global MI survey 2013 (n=1,207) and public company information, shows that global 
stock market indices grew an average of 7.0% in 2012. During the same year, the average share price increase for 
companies with World Class market intelligence was 16.2%, which is a positive difference of 9.2 percentage points, 
or 131% faster growth. The market indices used in the research were: FTSEurofirst 300, S&P 500 Index, Nikkei 225 
Tokyo, Dow Jones industrial average, Nasdaq Composite. Growth was calculated from 1st Jan 2012 – 31st Dec 2012  
(or first and last trading day when applicable).

MI tools, resources and deliverables will have their cost anyway. If the deliverables are not 
used, the return on the MI investment is necessarily negative.
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Return on MI Investment – The Case For and 
Against Financial Calculations

Challenges with Measuring Financial ROI for MI
In the discussion above, we stressed that the impact of MI as a program in the long run will 
require both financial and leadership investment. Neither of the two will yield high results 
without the other. Oftentimes in reality, however, the discussion about the value and benefits of 
MI really centers on the financial part, which is natural. No MI program will take off without any 
financial investment, and when money comes to play so do the calculations of whether it will be 
well spent or not. What do we expect the financial MI investment to produce on the bottom line 
in the future?

Traditionally, calculating the return on the financial investment in MI at a program or company 
level is problematic for at least three reasons:

1. The revenues or benefits may be dependent on many other variables than MI, such as the 
overall market and economic conditions, new advertising programs by the company or 
increased competition, new regulatory developments, and so forth.

2. MI is either used in decisions or it is not, and once a decision is made, one cannot turn back 
time and see what would have happened the other way.

3. Many of the benefits of MI are typically deferred and qualitative, and so don’t lend 
themselves to short-term, quantitatively-oriented return measurements.

Hence, measuring exact, quantitative returns for MI at the entire corporate program’s level is in 
most cases, an artificial exercise.

Linking World Class MI and Stock Market Performance
Even though measuring financial ROI for an individual company’s MI program as a whole is 
problematic, the Global MI Survey 2013 by GIA yielded a ground-breaking result: On average, 
those companies that run world class MI programs (11% of the 1,207 surveyed respondents), 
significantly beat the average of the most common stock market indices: Where the world’s 
major stock market indices gained, on average, 7% in 2012, the average share price increase 
among the companies with world class MI was 16.2% in 2012. Furthermore, the growth in profits 
during the same time period reached 10.3% for the companies with world class MI, while the 
average for Fortune 500 companies was only -0.55%.*   

Since correlation does not mean causality, the above findings alone do not mean that the 
sizable difference in stock market performance and profitability by companies with world class 
MI could be attributed to MI specifically. Nor does it mean that any particular company that 
reaches world class levels in MI would automatically beat the stock market indices in return. 

However, that high quality MI strongly correlates with superior share price performance should 
not come as a surprise: At world class levels, MI is inseparably embedded in the company’s 
high performance culture. One can even ask whether there can exist many high performing 
companies in today’s business world that do not run high quality MI programs. 

Again, we come back to the combination of high quality MI output and the leadership 
investment that are both required in order for the company to maximize the returns on its MI

On average, those companies that run world class MI programs significantly beat the average 
of the most common stock market indices.
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investment. The stock market example suggests that on average, where both the companies’ 
financial and the leadership investment in MI are in balance and produce world class results, 
grew twice as fast as global stock markets. Remarkable in this context is that on average, 
companies with world class MI did not spend more money on their MI activity than an average 
company in the Global MI Survey 2013.

Project-Specific Success Stories: Where Calculating Concrete Financial Value 
Makes Sense
We have discussed above that measuring the financial worth of an individual company’s MI 
program is not an exact science, since attributing successes or failures to the quality of MI 
program specifically is problematic. At the same time, on an aggregate level, high quality MI 
programs have been shown to be linked to with stock market performance. 

Growing business
Under regular MI, there sometimes are specific projects and initiatives where MI plays a 
particularly significant role. Here, some companies have identified opportunities to very tangibly 
demonstrate the value of high quality MI work. The MI director will do well to recognize this sort 
of opportunities to first maximize the impact of MI, and then prove the worth of the MI program 
through sharing the success stories internally.

If for instance a large investment or a major sales opportunity has been secured thanks to MI 
efforts, it pays to make the achievement visible internally. Oftentimes, there will be individuals 
and functions in the organization that have not even realized that MI support could be available 
to them as well, and success stories may breed more of the same in the future.

Optimizing the regular cost base
Most large companies are purchasing information in various formats and many functions. What 
is often lacking is central coordination of purchases, or even the knowledge of who is buying 
what and where. It often pays off financially to go through all the information sources that are 
being used in the company, to search for synergies and overlaps. At the same time, information 
gaps that are shared among several interest groups can be filled while optimizing costs.

Naturally, searching for synergies and removing duplicate costs is more than a technical 
exercise. The central MI director should treat people’s budgets and independent decision power 
as potentially delicate topics and use consideration when suggesting changes to them based 
on the “common good”. Especially in companies where businesses are relatively independent, 
it may make sense to do the cost optimization exercise within businesses, and only seek 
synergies where the similarities of information needs are the most apparent.   

CASE: Value of Competitor Monitoring to Product Launch Decision
A consumer products company was planning to launch a new product. The main competitor 
was anticipated to launch a similar product as well. The company was monitoring their main 
competitor on a daily basis, collecting intelligence from the media, press releases, investor 
reports, etc. The market monitoring costs the company about USD 100,000 per year. The daily 
monitoring provided indications that the competitor was about to launch their product earlier 
than expected. As a result, the company decided to launch their own product ahead of schedule, 
and was able to get to the market two weeks ahead of the competitor. The management of the 
company estimated they were able to capture an extra USD 20 million of revenue during those 
two weeks.

Companies with world class MI did not spend more money on their MI activity than an 
average company.
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CASE: The Value of Multi-Country Research Project for a Divestment Decision
A large multinational company had decided to sell one of its product lines and needed MI 
to help in deriving a valuation for the business. This required detailed information about 
market size and competitive landscape. The company invested USD 500,000 in collecting data 
from 27 countries and created a highly analytical summary report. The MI project improved 
the company’s bargaining power and the unit was successfully sold for a price that the top 
management estimated was millions of dollars higher than it would have been without the MI 
project.

CASE: The Impact of Value Chain Analysis for Market Entry
An internationalizing company wanted to expand their business for one product into a new 
customer segment in a new industry. A MI project costing USD 75,000 was initiated to analyze 
the value chain of the industry from the point of view of market entry. The analysis included 
identification of key players, distribution of margins and decision-making power within the 
value-chain, and recommendations for entry points and entry strategy into the industry. The 
company successfully entered the market based on the intelligence, and the management 
estimated they were able to enter the market substantially faster and with quicker results than
without the intelligence projects, resulting in USD 5 million more revenue than targeted for the 
first year. 

Avoiding incremental costs
The financial worth of MI can also be viewed from the perspective of avoiding other, potentially 
much higher, costs. For instance, pharmaceuticals companies that invest huge amounts of 
R&D resources into developing new drugs are typically keen to keep up to date with what their 
competition is doing. Accurate MI can easily save millions to the company, if a competitor’s 
drug development program is detected early and the conclusion is made that it’s pointless to 
continue investing in the company’s own resources in that specific area.

The Long Term, Qualitative Benefits of MI

Better and Faster Decisions
More than anything, Market Intelligence is a tool for making educated decisions as opposed 
to merely doing guesswork. Although ‘decision-making’ is a slippery concept and tough to 
measure accurately, the six Global MI Surveys conducted by GIA between 2005-2013 have 
consistently reported that respondents in companies with systematic MI perceive their decision-
making as being more efficient than those in companies without MI. The difference in decision-
making efficiency is still more pronounced in companies with world class MI (Exhibit 2, page 10).

What does it mean that decision-making is ‘efficient’? First, it’s timely, i.e. decision making is 
not significantly delayed due to missing information. Second, the eventual decisions are based 
on researched facts. Third, decision-making is not significantly slowed down by unnecessary 
or misleading ‘noise’ information getting in the way. While MI is not always flawless (surprises 
do happen and not all research uncovers all the right things), backing up decisions with facts 
greatly increases the probability of success in the long run.

Internal customer satisfaction
An MI program has internal customers that it serves; ideally a segmented customer base 
whose MI needs have been clearly defined and addressed. One of the obvious Key Performance 
Indicators and hence, measures of impact, for the MI activities is internal customer satisfaction. 
Measuring customer satisfaction is best linked with the overall performance evaluation of the MI 
director and the MI team. People’s satisfaction with the MI program should be measured at least 
once every year. However, it also makes sense to conduct more targeted feedback surveys: With
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 regular MI deliverables such as quarterly business area reviews, a quick poll could be linked to 
each delivery of the report. 

Major ad hoc studies such as research to back up an investment decision should always come 
with a feedback loop: The project should not only be presented and discussed, but the MI team 
should also make sure they will get their specific feedback in one format or other. 

The MI software tools should also make it easy for people to express their views on MI topics 
spontaneously: One can calculate the numbers of thumbs-up, comments on articles, or just 
visits to a software system as an indication of customer satisfaction with the company’s MI 
activities.

The Net Promoter Score*  system has become a very common tool for companies to measure 

* In the NPS system, customers are asked to evaluate on a scale from 0 to 10 as to how likely they would promote the 
company’s products and services to a colleague or a friend. Ratings between 0-6 make the customers ‘detractors’, 
ratings 7-8 ‘passively satisfied’, while only the ratings 9-10 make a respondent a ‘promoter’. The NPS score is 
calculated by subtracting the percentage of detractors from the percentage of promoters. In the calculation, 
passively satisfied respondents are worth zero. Net Promoter Score was originally developed by Satmetrix, Bain & 
Co. and Fred Reichheld.

One of the most powerful success factors of MI is the internal MI network. The Net Promoter 
Score system is particularly suitable for measuring how actively people promote the MI 
deliverables and that way contribute to activating the network.

Exhibit 2.   Market Intelligence and the efficiency of decision-making. 

Decision-making is very efficient

Decisions are backed-up by MI

Inaccurate/incomplete  
information is never a problem

Overflow of information  
is never a problem

Lack of information never  
delays decisions

Information is always  
readily available

4.5

5 = Strongly agree 
4 = Somewhat agree
3 = Neither agree nor disagree          
2 = Somewhat disagree
1 = Strongly disagree

Source: Global Market  
Intelligence Survey 2013, GIA      

With World Class MI function
With MI function
Without MI function

3.3
3.7

4.6

3.1
3.7

3.3

2.4
2.6

3.8

2.9
3

3.7

2.8
3

4.1

2.5
3.1
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their external customer satisfaction. Increasingly, the NPS system is also being used for tracking 
the performance of internal functions, MI being one example. NPS is particularly suitable for the 
purposes of MI, since basing the assessment on the respondent’s inclination to promote the MI 
deliverables gives a good indication of where the MI as a program is headed. One of the most 
important success factors of MI is the size and activity level of the internal network using
 and producing MI. Since the network will become stronger through people being encouraged 
to share their good experiences with what the program delivers, just the NPS measurement 
process itself may be a good internal marketing vehicle, and in that way, help contribute to the 
quality of the output of MI in the future.

Finally, one must bear in mind that internal customer satisfaction does not always mean that 
the eventual MI deliverables are actually being used. Hence, some of the customer satisfaction 
questions should ideally be geared at measuring the tangible benefits of MI, not just the 
perceived benefits. 

Time Savings
Several GIA surveys since 2005 have indicated that in companies that have a systematic MI 
program in place, decision-makers perceive that they save, on average, approximately 1.5 hours 
per week from the frustrating search for business information. The time savings result from the 
MI users having constant access to timely and accurate business information that is relevant to 
them personally. 

Technically, it will be easy to calculate a financial value for this saving based on an average 
hourly wage of a white-collar worker in the company. Even if we use a very conservative average 
hourly wage of USD 50 in a company where there are 300 active MI users, including the top 
management, we end up saving the company USD 22,500 on a weekly basis, close to USD 
100,000 per month, and more than a million dollars on an annual basis.

Another way to look at the value of time savings is opportunity cost: If decision-makers do not 
spend their time drawing conclusions based on insightful MI, but rather wonder about where to 
find data, just how much is the opportunity cost of the business potentially forgone?

Despite the undeniable value of the time saved by highly paid experts and executives, the softer 
benefits may still outweigh the direct time savings of a well-managed MI program: The sheer 
fact of always knowing where to go to and whom to ask when in need of information seems to 
rank high among executives that seek to use their time wisely. How time is used often matters 
more than how much time is used. If an emerging MI topic calls for close attention, as might well 
happen when executives receive interesting market signals, the hours spent on the topic may 
well exceed those that were originally saved thanks to the systematic MI program. Obviously, 
executives won’t mind if the emerging topic represents a significant new business opportunity, 
or a potential competitive threat.

Idea Generation and Knowledge Sharing
Perhaps the most intangible impact that an MI program has on a company is the sharing 
of knowledge and ideas within the organization. While intangible and hence impossible to 
measure accurately, shared knowledge and ideas may in the long run be one of the most 
powerful contributors to the company’s success. The global competition already revolves 
around those who are the fastest to pick up market signals, learn and innovate: Who can first 
bring innovative products to the market and reap the commercial benefits before the product is 
commoditized and its margins eroded.

If decision-makers spend their time wondering about where to find data rather than drawing 
insightful conclusions, how much is the cost of the business potentially forgone?
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At the end of the day, companies do not share knowledge and ideas but people do. Even though 
innovativeness requires far more than the MI program alone, MI can greatly contribute to 
the generation of new ideas. First, MI contributes to people’s knowledge about the solutions 
currently existing and emerging in the marketplace. Second, MI may also support creativity by 
bringing in useful insights about adjacent industries. Many new ideas are actually old ones 
but introduced in a new context. Finally, MI often provides a platform for sharing thoughts on 
various topics inside the organization.

Systematic idea generation and knowledge sharing rarely happens automatically, but will 
require a lot of facilitation and structured workshops. This is typically the area where companies 
lag behind, and it brings us back to the discussion in the first section of this White Paper about 
the impact of MI program as a whole. The greatest impact of MI is achieved in companies 
that invest not only in MI infrastructure, but also in the human work around it: Leadership 
commitment, facilitated discussion, and dynamic co-creation of insights. 

The greatest impact of MI is achieved in companies that invest not only in MI tools and 
deliverables, but also in facilitated discussion and co-creation of new ideas.
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