
© 2018 M-Brain I www.m-brain.com   1

M-Brain White Paper  I  Global Intelligence Survey Highlights 2017

Global  
Intelligence 
Survey
Highlights from 2017

M -BRAIN WHITE PAPER



© 2018 M-Brain I www.m-brain.com   2

M-Brain White Paper  I  Global Intelligence Survey Highlights 2017

Contents

Introduction 3

World Class Intelligence Framework 4

Results of the Global Intelligence Survey 2017 8

Why World Class? 13

JOOST DRIEMAN

Joost is Vice President of Intelligence Best Practices at M-Brain. He has a global 
responsibility for the suite of consulting services, events and online resources that 
help companies to set up and develop world class intelligence programs.

Author



© 2018 M-Brain I www.m-brain.com   3

M-Brain White Paper  I  Global Intelligence Survey Highlights 2017

Introduction

Since 2007, M-Brain has conducted a regular global intel-
ligence survey to understand how companies and institu-
tes, in all sorts of industries, geographical regions and size 
bands, performing market / competitive intelligence. In 
2017, we completed our 8th survey, and the results were 
measured against and plotted on our unique World Class 
Intelligence Framework. 

This study gives the international intelligence community 
a good picture about the global average and world class 
state of intelligence. In addition, the survey gives a lot of 
useful information about the size of intelligence teams, 

their position in the organization, thier available budget, the 
number of stakeholders and intelligence contributors (i.e. 
co-creators) and more.

The results are used by many companies to benchmark, set 
aspirational goals and develop roadmaps and implementa-
tion plans.

The 2017, was the first survey we have done in coopera-
tion with SCIP, and in this article we will share with you the 
high level results of this survey.
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World Class Intelligence 
Framework

M-Brain’s intelligence framework consists of two dimensions: professionalism and key 
success factors. We have identified five levels of professionalism and nine key success 
factors with which we are able to assess the level of intelligence at any goven organization.

LEVEL 1 | Informal MI

There are still companies in this world that do not have any 
official intelligence function established. There is no person 
with the responsibility for intelligence. Sometimes the 
business does not require any formalized intelligence func-
tion, but it is rare. Only when suddenly some intelligence is 
needed, someone will be asked to do the necessary intelli-
gence work. This is real firefighting. 

LEVEL 2 | Basic MI

This means that there is a small team (often only 1 person 
full or part-time, or some part-timers) doing intelligence. A 
very limited number of intelligence activities are taken care 
of. This could be things like understanding the size of the 
market, or collecting some information about main compe-
titors. Most of the time it is more information gathering 
and disseminating this to a few stakeholders than creating 
intelligence and unique insights by creating the dots. But 
the intelligence at these companies is emerging.

Professionalism 
The 5 levels of professionalism in organizations’ market intelligence activities are:

LEVEL 1:

FIREFIGHTER
LEVEL 2:
BEGINNER

LEVEL 3:
COORDINATOR

LEVEL 4:
DIRECTOR

LEVEL 5:
WORLD CLASS

INFORMAL

BASIC

INTERMEDIATE

ADVANCED

WORLD CLASS

Intelligence responsible has 
been named

Intelligence program emerges

Intelligence becomes part of 
making company future
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LEVEL 3 | Intermediate Intelligence

Most companies belong to this group. Companies operating 
on intermediate level do have a (small) team of intelli-
gence in place and do all the basic intelligence. So, the look 
at the different aspects of the market like size, growth and 
market-share, the have relevant information about their 
main competitors (and sometimes their go-to-market 
channels) and do some customer insights. Processes are 
formalized and most important deliverables are standar-
dized. Intelligence is recognized in the company. 

LEVEL 4 | Advanced Intelligence

At this level, intelligence is becoming a part of the decision 
making and there is an intelligence culture at the company. 

The team is big and skilled enough to do most of the 
relevant intelligence and turning information into insights 
that help the company to grow faster than the market. 
Intelligence is well organized and managed: processes are 
in place, including procedures and SLA’s, deliverables port-
folio and mixture, etc. 

LEVEL 5 | World Class Intelligence

Besides the fact that the intelligence is relevant, complete 
and of high quality, the main distinguishing element is the 
foresight. World Class intelligence is looking at the future, 
trying to find, understand and analyze weak signals, early 
warnings, trends, the like next strategic moves of compe-
titors and understanding future customer preferences, 
buying behavior and priorities. 

Key Success Factors
It would not be enough to look at just this dimension of 
professionalism. Intelligence is too complex to give it one 
overall score. We need to look at another dimension and 
that are the 9 Key Success Factors for Intelligence. 

KSF 1 | Scope

The Scope is the intelligence portfolio. What is included and 
more importantly, how broad and deep is the intelligence. 
It covers and analyzes all aspects of the external market 
(competition, customers, trends, etc.) that are relevant for 
our company.

Besides that, a good intelligence scope is 100% aligned 
with the strategic objectives of the company and intelli-
gence activities are forward looking, identifying trends / 
opportunities and anticipating competitors’ likely strategic 
moves.

KSF 2 | Stakeholders

The stakeholders are the users of the intelligence and 
insights. Intelligence is useless if it is not used by the right 
stakeholders. So, the intelligence team must have develo-
ped well established relationships with all key stakeholders. 
The more consultative or trusted the relationship is, the 
better. And the more frequent the contacts / interaction 
are, the easier it is to become that trusted advisor. It is 
better to have weekly a short meeting than a long meeting 
once a quarter.
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ORGANIZATION
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KSF 3 | Process

The process. The complete intelligence process consists 
of 10 steps from needs analysis to feedback. A complete 
needs analysis process needs to be in place to understand 
the business purpose of an intelligence request. The intelli-
gence processes must be fully integrated with key business 
processes and includes steps like: defining the research 
methodology, the data gathering, storage, ETL, analysis and 
synthesis and dissemination.  And a systematic feedback 
procedure is a key final process step to assure the quality 
and usage of each intelligence deliverable.

KSF 4 | Digitalization

Although you can argue that digitalization could be a part of 
the processes, tools or deliverables, it is now-a-days such 
an important element of intelligence that it is a separate 
key success factor. Digitalization includes (1) the tools to 
collect information from a number of digital sources and 
channels, including social media and the internet of things; 
(2) digitalization of information sources and deliverables 
allowing us to store and share intelligence efficiently and 
(3) the disseminates of insights, news and reports, by using 
digitalization tools like micro publications, dashboards.

KSF 5 | Tools

What is meant here are the software tools used for data 
collection, storage, analysis, synthesis and dissemination. Is 
the software capable of storing and disseminating intelli-
gence in a user-friendly way, i.e. using stakeholder profiling 
to offer tailor made access and distribution of deliverables. 
And are the intelligence tools suitable for sophisticated 
applications, like statistical analysis, modelling and data 
visualization?

KSF 6 | Deliverables

Intelligence is useless if it is not presented in a simple, 
actionable and memorable way. Intelligence deliverables 
must be presented in many different formats. (PPT, PDF, 
dashboards, newsletters, whitepapers, etc.) It’s a balanced 
mixture that is customized and tailor made for the stake-
holder’s needs.

And intelligence deliverables should also be presented 
in interactive formats. (e.g. workshops, webinars, 1on1 
meetings, presentations, etc.)

KSF 7 | Organization 

The organization should be structured and set up to do the 
job. This depends on the size of the company, the comple-
xity of the business and available budgets. Whatever the 
structure the intelligence team, it must be big enough to 
cope with all relevant requests and deliver quality insights 
timely. If not, prioritization and go/no-go are important 
procedures. The other aspect of the organization is that the 
intelligence team ought to have a strong mix of different 
experiences, skills and competences needed for advanced 
intelligence work. As intelligence sits all over the company 
(and beyond) the creation of intelligence communities with 
people that can contribute to co-creation is an important 
part of the intelligence organization and is getting more 
popular.

KSF 8 | Management & leadership

With the growing importance of intelligence, the larger 
teams and the increase of intelligence communities that 
will enable co-creation the management and leadership 
is getting more important. The manager is in charge of 
the organization, the day-today execution and must show 
visionary leadership. This means that all necessary procedu-
res, agreements and processes are in place to execute 
intelligence work properly. And that the person in charge 
for the intelligence team is managing projects, processes, 
projects, budgets and team members in a professional way. 
The leadership should have a long term vision to make 
intelligence in the future even more relevant than it is 
today.

KSF 9 | Intelligence culture

Is the company always thinking, living and breathing intelli-
gence? That means that the intelligence function is visible, 
relevant, appreciated and get sponsorship from top execu-
tives. The intelligence team is well-known: people know 
what the intelligence team does and what stakeholders 
can get from them. It often goes hand in hand with the 
development of an intelligence identity and good internal 
marketing and promotion.
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Where do you place in the  
Intelligence Framework? 
The combination of the 5 levels of professionalism and the 9 Key Success Factors gives the World Class Intelligence 
Framework. This framework is used as foundation for the Global Intelligence Survey 2017.
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Results of the Global 
Intelligence Survey 2017

The 2017 survey had a slightly different set 
up, compared to previous versions. It was 
the first time that we used the renewed 
World Class Intelligence Framework. 

In previous years M-Brain had a framework with only 6 Key 
Success Factors. But we noticed changes in the market, 
research technologies and in intelligence practices, which 
made us decide to upgrade the framework with 3 new 
KSFs.

Also we added a number of new questions to enable us to 
do better benchmarking. We raised the level of detail in our 
questions, we were more precise in formulating the ques-
tions and we asked more questions that would help us to 
see correlations and causalities.

A versatile group of respondents 
guarantees a comprehensive 
outlook on market intelligence

The 2017 survey generated 408 responses. This is lower 
than the previous survey, but that is because we were 
stricter in accepting only fully completed forms. We looked 
at the completeness of the returned forms and at the time 
needed to complete. This means that surveys with too 
many unanswered questions were removed and if the 

survey was completed in less than 8 minutes, it would raise 
our doubts for the quality of the answers. The 408 respon-
dents came from over 24 different industries in 33 different 
countries. In total,  57% of the responses were from EMEA, 
followed by the Americas with 36%. APAC was lacking 
behind with only a 7% share.

A good representation of different industries was included: 
manufacturing, defense & aerospace, chemicals, financial 
services, IT & software, professional services, automotive, 
consumer goods & retail, electronics, medical devices & 
healthcare and pharmaceuticals.

Where in the organization is 
intelligence managed from?
More than half of the respondents (54%) said that their 
intelligence organization is a part of strategy or marketing. 
Compared to previous years, this is a shift towards stra-
tegy - in the past, marketing has been the no.1 location, 
but now for th first time strategy had taken over. However, 
also the combination sales and business development has 
increased to 24% in total. This is because of the trend that 
intelligence is no longer predominantly marketing and stra-
tegy related (i.e. M&A, executive decision making), but also 
has a more important sales enablement role. 
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Intel l igence is a part of. . .
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How big is the intelligence team?

When asked how bit the intelligence team is, there is a 
wide spread in answers varying from teams with 500+ 
people to no full time employees at all. This is mainly 
related to the size of the company. 

However, a new question 
we asked in this survey was, 
what part of the company 
the intelligence team serves. 
Does intelligence have a 
corporate-global role or is it 
serving a geographical region 
or a particular business unit 
or department. This gives a 
more accurate answer, because 
the larger multinationals often have different intelligence 
teams for specific business or countries. 

Most companies that responded in the survey have one or 
more small intelligence teams with  3 to 5 people in each 
team. The average team size for an intelligence team was 
7.2. This number is lower than previous years, but it seems 
to be due to the split by department and/or geographical 
regions. In effect, the total number of intelligence profes-
sionals at a company may be bigger, but they are then 
loctaed in different intelligence teams. 

The trend is that more and more non intelligence profes-
sionals are contributing to creating intelligence. Our survey 
confirms this. Compared to 2013 and 2015 we found that 
there is a 32% increase from an average of 109 contri-
butors in 2013-2015 to an average of 144 contributors in 

2017. This is a good signal. 
As written before, data, 
information and intelli-
gence don’t sit on one 
single place. It sits all over 
the company and beyond 
with customers, suppliers, 
financial analysts and 
partners/channels. New 
in this survey is that we 
also asked what the cont-
ribution includes. In order 
of contribution impor-
tance, the most people 
contribute in gathering 
data and information (e.g. 
sales people that pick 
up competitive news), 
followed by contributing 

to analysis and dissemination. Another way of contribution 
is the internal promotion and sponsorship of intelligence, 
which is mainly done by top executives.

How big is the intelligence budget?

A major point of interest is the budget available for intelli-
gence. We have asked the respondents how much money 
they get annually for intelligence. This excludes personnel 
and HR costs like remunerations, company cars or allowan-
ces, training, pension plans, insurances, etc. The budget 
figures we asked for are for purchasing software tools 
(dashboards, analytical tools, media monitoring), secon-
dary and/or primary research, outsourcing, subscriptions, 
memberships, etc. Again a wide spread of figures varying 
from “we have no budget” to over €/$ 5 Million per 
annum. The biggest difference is between B2B and B2C 
companies. The latter spends much more on intelligence 
reports and research than the B2B sector. 

Most companies have an annual budget between €/$ 
100,000 and €/$200,000. The average for all respondents 
is €/$435,000/year without HR costs. Interesting to note is 
that 18% of the respon-
dents don’t have a 
dedicated budget at 
al. Partly intelligence 
works on a 100% 
cross charging basis, 
which means that 
stakeholders pay 
for the intelligence 
service they get.

Related to the budget, 
we also asked, how the respondents believe the budget 
will develop in the coming three years. The overall senti-
ment was somewhat optimistic, with 26% being of the 
opinion that the budget will increase up to 10% and 6% 
estimating an increase of the budget between 11% and 
14%. However, more than a third of the respondents 
(38%) expect the budget to stay the same, and 6% of the 
respondents ever foresaw a decrease of up to 10% in the 
intelligence budget. And for 34% of the respondents this 
was a crystal ball question, and they answered with: ”No 
idea”. 

Having limited visibility into the development of the 
intelligence budget can can be considered as another 
signal for the importance of being able to calculate the 
ROI of Intelligence. People will only pay if they see the 
value or benefit of a service. If the intelligence team can 
demonstrate the relevancy of their deliverables and can 
support that by showing a high ROI (either in hard mone-
tary figures or the added value), the probability of getting 
more money for intelligence will increase.
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Availability and implementation of 
set procedures varies
Another interesting outcome of the survey is the availability 
and implementation of procedures, policies and statements 
at the respondent organizations. When asking companies, 
which policies and procedures they have in place, it appears 
that policies that describe the principles of operations (i.e. 
how we will work) are better articulated than process-exe-
cution descriptions. 

Indeed, 62,4% of the companies have a code of conduct 
(SCIP code of ethics) in place, followed by 50% of respon-
dents that have a written charter describing what the 
intelligence will do, why they are doing this and how they 
operate. On the other hand, only 25% of the companies 
have a procedure that describes if a project can be done or 
not (go/no-go procedure) including a procedure to set and 
change priorities, and only 27% of the companies have a 
formalized procedure to track progress of a project, inclu-
ding mile stones and progress meetings. 

These 25% and 27% are low scores and can be perceived 
as not very professional. This goes to show that many 
companies still operate on an informal or basic level, and 
such  companies have not been able yet to formalize their 
procedures and processes yet.

Intelligence professionals bring 
genuine value to their organizations
Good news in the 2017 survey was that the role of the 
intelligence professional seems strong. We asked in the 
survey, how stakeholders see intelligence professionals. Are 
they seen as data providers, as providers of information 
with some summaries, as intelligence practitioners delive-
ring insights and foresights with conclusions, as consultants 
proving options and opinions or as trusted advisors having 
a seat at the decision making table? 

Almost two thirds of the stakeholders (61.8%) see the 
intelligence professionals as either intelligence practitio-
ners delivering insights and foresights with conclusions, 
as consultants proving options and opinions, or as trusted 
advisors having a seat at the decision making table. This 
means that they also see the added value of an intelli-
gence professional who provides suggestions, opinions, 
advice and recommendations on top of the data findings 
and analysis. 

Only 6.8% see an intelligence professional only as a data 
provider without any added value. 

Intelligence professionals with an 
advisory role are close to the CEO
These findings are related to the question: How far away 
are you from the CEO (or highest executive for you region 
or department)? Overall, more than 48% of the respon-
dents have a short line to the CEO: 19.8% report directly to 
the CEO, 28.3% have one person in between the CEO and 
the intelligence leader. Around 30% of the respondents are 
two layers away from the CEO. 

The correlation between the distance to the CEO and the 
added value an intelligence professional brings is clear. 
Intelligence providers that are closer to the CEO are seen 
more oftern as consultants providing options and opinions 
on top of the intelligence findings, or even as trusted advi-
sors with a seat at the decision making table. Intelligence 
professionals that are 3 or 4 layers away from the CEO are 
more commonly seen as data or information providers. It is 
clear that the closer an intelligence professional sits to the 
CEO the more influential (giving advice, opinions, recom-
mendations, etc.) he/she can be.
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Provide continuous  
feed of intelligence 

A switch from batch oriented to continuous 
intelligence is taking place. Usually, intelligence 
tends to have a periodical character: 
Questionnaires and surveys are sent out a 
couple times per year, and analysis is done 
resulting in a quarterly report. Same is valid 
for the calculation of the market share or size. 
And yes, there will always be slow moving 
variables for which it is sufficient to measure 
the changes a few times per year. 

However, due to phenomena like the rise of 
social media, the internet of things, and on-
line processing of transactions, new data is 
always available and it is changing constantly. 
The trend is to move to continuous reporting 
by providing micro publications. There is 
no longer a need to publish massive stattic 
reports once a quarter. Instead; the future of 
intelligence i having an ongoing stream of 
intelligence nuggets (micro publications like 
twitter, yammer, chatter, etc.). ”Perpetually 
fed” isthe  new intelligence expression.

What is the role of the intelligence 
professionals in the future?
When respondents were asked, what sort of a role they 
think intelligence professionals should have in the future, 
three groups of answers could be detected:

Despite these very relevant future tasks and despite the 
fact that intelligence is growing in importance, in budget 
and in team size, career possibilities within intelligence 
are still limited. This creates a risk. It takes time and effort 
to educate and train an employee to become a real intel-
ligence professional, and it would be worth it to keep 
these people working on intelligence once they have been 
trained. What can companies do to keep their intelligence 
professionals? 

The survey revealed that more than 35% of the compa-
nies cannot offer a career path within the intelligence 
organization. It is one function with one grade. This forces 
the employee to either move on to other departments or 
stick within intelligence knowing that there is no career 
opportunity. 

At 27% of the companies there is the possibility to grow 
from junior to senior, and only 14,7% of the companies can 
offer a real career path with intelligence. These companies 
have different intelligence grades and specializations, some 
of the bigger companies with large intelligence organiza-
tions offer the employees a management role, i.e. mana-
ging a small team within the intelligence department.

Create future oriented 
intelligence 

Intelligence should be more future oriented. A 
lot of the current intelligence is related to the 
past or the current situation of the market and 
the company. For example,  looking at market 
shares is, in fact, looking at the past. The 
moment a market share has been estimated 
or calculated it is history. 

Being able to understand what will happen 
in order to anticipate, is a key future direction 
for intelligence. This also includes predictive 
modeling and analytics, finding weak signals, 
doing competitor simulation (aka war-games) 
to understand likely strategic moves of the 
important competitors and new entrants, 
trend monitoring and possible changes and 
shifts in market dynamics. In other words, the 
tendency os take intelligence from reactive to 
proactive. 

1

 
Enable decision making 
driven by intelligence 

Going forward, supporting decision making 
will be relevant on more levels than just the 
top level. Also intelligence to support smaller 
decisions will play a stronger role than before. 
This could be support to win a project and 
close a deal or for product adjustments and 
development. Intelligence will cover the entire 
business scope from high level decisions like 
M&A, country strategies and 5-year planning 
to product and sales enablement. There will 
be more involvement to make the company 
successful on all levels.

2

3
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How well are others performing in 
their intelligence activities?
The average on the World Class Intelligence Scale sits on 
the edge of the Basic and Intermediate levels. About one 
third (32%) of the companies have an intelligence orga-
nization that operates on basic level, and for 28% of the 
respondents the operation level is informal. 

The reason for such a large number of organizations being 
still in such early stages in their intelligece development is 
that in 2016-2017 the role intelligence plays has become 
more important, and many have decided to either start 
an official intelligence function or to make it more formal. 
Companies have started to realize that intelligence is one 
of the few real sustainable competitive advantages. Every 

company can develop competitive products and services 
and sell these on the market for sharp prices with good 
pre- and after sales services. It is hard to differentiate. But 
high quality intelligence means that companies are able to 
identify weak signals and early warnings, and they will see 
trends that allow the anticipation of market changes. 

Understanding likely strategies and moves of a competitor 
in an early stage, and knowing what a customer would like 
to buy in the future will allow a company to prepare and 
enable it to  grow faster than the market. Therefore, they 
have started to invest more in enhancing intelligence.

At the top end of the scale, 12% of the respondents 
operate on advanced level and only 5% have a world class 
intelligence department.

World Class intel l igence scale
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Why World Class?

M-Brain often gets the question: is it really 
necessary to invest in intelligence and 
enhance the service towards world class?

Since M-Brain started with the global intelligence survey in 
2007, we have consequently seen the advantages of being 
world class. Here some of the main findings from the last 
intelligence surveys:

Practical advice: have your intelligence assessed, so that 
you know where you are on the world class scale by key 
success factor, benchmark against World Class, Global 
Average and Peers, set aspirational goals and develop a 
roadmap/implementation plan to achieve the goal.

 
World class intelligence 
departments: 

 · serve up to 48% more stakeholders

 · spend less money on software, subscriptions, 
outsourcing, etc.

 · deliver more 

 · help management to be 27% more efficient in 
decision making

 · provide 23% more regular insights 

 · report 12.2% better ROI 

This white paper provides you with insights on 
how companies, in all industries, geographies 
and sizes, are performing market intelligence. It 
gives a good picture of what level companies’ 
intelligence function is on average globally, and 
what sort of effort it requires to reach the World 
Class level. 

In addition, the paper digs deeper into some 
details related to intelligence work, for example 
the average size of intelligence teams, their 
place in the organization, their available budget, 
the number of stakeholders and contributors 
to intelligence, and more. This white paper is 
aimed to support intelligence teams and practi-
tioners in backing up their planning and decision 
making with accurate facts and statistics on 
emerging intelligence trends. The results can be 
used to benchmark, to set aspirational goals and 
to develop roadmaps and implementation plans. 

We hope you enjoyed reading this white paper. 
If you want to learn more about M-Brain’s 
Market Intelligence Framwork, please visit our 
website.

TO THE READER 

https://www.m-brain.com/market-intelligence-framework/
https://www.linkedin.com/company/mbraingroup
https://twitter.com/mbraingroup
https://www.facebook.com/mbraingroup
https://www.youtube.com/channel/UCvL0gkHoBzywLCSgfxPWgvA

