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Introduction to the  
Intelligence Framework 

M-Brain´s World Class Intelligence Framework has been 
developed to help organizations achieve three types 
of benefits from a systematic strategic market and 
competitive intelligence operation:   
 
 • Better and faster decisions   
 • Time and cost savings  
 • Organizational learning and new ideas 

Results are measured against and plotted on the unique 
World Class Intelligence Framework. It provides the 
international intelligence community with a good picture 
of the intelligence departments both at Global Average 
and World Class level. In addition, the survey results offer 
in-depth information about the size of intelligence teams, 
their place within the organization, available budget, 

number of stakeholders and contributors to intelligence  
(for co-creation) and much more. 

In concrete terms, the survey results are used by many 
companies to benchmark, set aspirational goals and 
develop roadmaps with implementation plans. 

The World Class Intelligence Framework builds on two 
dimensions: (1) level of professionalism and (2) nine Key 
Success Factors of an intelligence organization.  

The World Class Intelligence Framework distinguishes 
five levels of professionalism (maturity) from Level 1 - 
beginners or “firefighters” - to the most advanced Level 5, 
the “futurists” and World Class intelligence organizations. 

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

Inte l l igence respons ib le 
has been named

Inte l l igence program 
emerges

Inte l l igence recognit ion 
with ref ined 
de l iverables

Inte l l igence program becomes 
integra l  to  company’s 
strateg ic  p lanning
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Key Success Factors
Intelligence is too complex to give it only one overall 
score. In addition to the 5 levels of professionalism, we 
need to look at another dimension which is the 9 Key 
Success Factors for Intelligence. 

Being a World Class company requires excellent scores 
in all 9 Key Success Factors and an overall average of at 
least 4.4 reflecting world class MI status throughout the 
framework.  

Due to the high degree of inter-dependence, these nine 
Key Success Factors should ideally develop side by side in 
order to bring a company’s intelligence to a level where it 
compares to the most advanced companies in the world. 

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 the company.

Besides that, a good intelligence program is 100% 
aligned with the strategic objectives of the company 
and intelligence 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 
developed 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 a short weekly 
meeting than a long meeting once a quarter.

KSF 3 | 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 intelligence 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. 
A systematic feedback procedure is a key final process 
step to assure the quality and usage of each intelligence 
deliverable.

KSF 4 | Digitalization

An emerging key success factor used to monitor online 
information, collect large amounts of intelligence data, 
execute sophisticated (predictive) analysis and syntheses 
through artificial intelligence, store information sources 
and deliverables as well as distribute insights, news and 
reports. 

1

2

3

4

5

6

7

8

9

SCOPE

STAKEHOLDERS

PROCESS

DIGITALIZATION

DELIVERABLES

TOOLS

ORGANIZATION

MANAGEMENT & LEADERSHIP

CULTURE
*ETL (extract, transform, load) is the general procedure of copying data from one 
or more sources into a destination system which represents the data differently 
from the source(s) or in a different context than the source(s).
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KSF 5 | Tools

Tools include the software tools used for knowledge 
management to allow intuitive and user-friendly access to 
relevant intelligence. These tools are suitable for two-way 
communication and have DIY functions to experiment 
with the data and visualize it in a meaningful way. 

KSF 6 | Deliverables

Findings are presented in a simple, actionable and 
memorable way. Both standard reporting and tailored to 
the stakeholders’ preferences in terms of content and 
format (PPT, PDF, dashboards, newsletters, white papers, 
workshops, webinars, 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 complexity of the business and available budgets. 
Whatever the structure of the intelligence team, it 
must be big enough to cope with all relevant requests 
and deliver quality insights in a timely fashion. 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 the 
different experiences, skills and competences needed 
for advanced intelligence work. Intelligence is distributed 
throughout a company (and beyond) so the creation of 
intelligence communities with people that can contribute 
to co-creation is seen as an increasingly important and 
popular part of intelligence organization.

KSF 8 | Management & leadership

With the growing importance of intelligence, larger teams 
and the increase of intelligence communities that enable 
co-creation the importance of strong management and 
leadership has grown.

The manager is in charge of the organization and the day 
to day execution and must show visionary leadership. 
This means ensuring that all necessary procedures, 
agreements and processes are in place to execute 
intelligence work properly. And that the person in charge 

of 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 | Culture

To what extent is the company thinking, living and 
breathing intelligence? Meaning, is the intelligence 
function visible, relevant, appreciated and does it 
get sponsorship from top executives? How well do 
stakeholders know the added value of the intelligence 
team and its benefits to stakeholders? 
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The Global Intelligence  
Survey 2019

Since 2005, M-Brain has been conducting 
biannual global intelligence surveys to 
understand how companies and institutes 
in a broad variety of industries, geographical 
regions and size bands are implementing 
market/competitive intelligence.  

The Global Intelligence Survey 2019 was carried out in 
the spring of 2019 with 330 individual responses from 
more than 270 companies in 30 countries. The study 
was conducted via an online survey using both direct 
invitations as well as open invitations through social 
media groups related to market intelligence. It is the 
second survey realized in cooperation with the global 
community of intelligence professionals, SCIP (Strategic 

and Competitive Intelligence Professionals).

This study provides an in-depth picture of the 
characteristics of intelligence organizations at different 
maturity levels. Characteristics include the organization’s 
position in the Intelligence Framework, the size of 
intelligence teams, their position in the organization, 
available budget, number of stakeholders and intelligence 
contributors (i.e. co-creators) as well as future 
perspectives on intelligence development. 

The 2019 survey focused more on digitalization than in 
previous years. We updated and broadened our questions 
on digitalization. In this White Paper, we want to share the 
high-level results of the survey, the state of intelligence in 
global organizations in 2019, the key success factors and 
evolving trends in World Class Market Intelligence. 

Europe
53.8%

North America
30.9%

As ia
9.1%

Russia
2.8%

Oceania
0.3%

South America
2.8%

Middle East
0.3%

Respondents by region

North Amer ica  30.9 %

Middle  East  0 .3 %

Europe 53.8 %

As ia  9 .1 % 

South Amer ica  2 .8 %

Russ ia  2 .8 % 
Oceania  0 .3 %
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N = 315

Global respondents by industry 

10%
1%
1%
1%
1%
2%
2%
2%

2%
2%
3%

5%
5%

6%
6%
6%

7%
8%

11%
21%

0% 5% 10% 15% 20% 25%

Other

Construction & property development

Media & entertainment

Oil & gas

Public sector

Mining & metals

Other

Telecommunications

Energy & utilities (incl. renewables)

Logistics & transportation

ICT & software

Automotive

Defense & aerospace

Consumer goods & retail

Financial services, private equity & insurance

Chemicals

Professional services

Technology

Healthcare & life sciences

Manufacturing & industrial
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Intelligence Set-up and 
Resources

Slightly more than half of the respondents (52%) said that their intelligence organization is part of Strategy or Marketing. 
One third of World Class intelligence teams are under Marketing compared to one quarter of Global Average companies. 
The long-term trend in the surveys has been a shift towards intelligence sitting in strategy or marketing or reporting 
directly to CEO.

Where is Intell igence placed in organization 
(Global Average vs. World Class) 

11%

26% 26%

3%

6%

9%

12%

2%

5%

12%

21%

33%

3%

9% 9% 9%

3%

0%

Reports
directly to the

CEO

Strategy Marketing Finance R&D Sales Business
Development

Procurement
& Supply

Chain

Other
0%

5%

10%

15%

20%

25%

30%

35%

40%

Global Average World Class

N = 266
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In 2019, most intelligence departments are only one 
layer away from the Chief Executive Officer (CEO or 
highest executive for their region or department). 
Overall, 52% of respondents have a short link to the 
CEO. 13% report directly to the CEO, while 39% have one 
person in between the CEO and themselves. Around 30% 
of the respondents are two layers away from the CEO. 

Distance to CEO  
(Number of organizational layers between head of intell igence and CEO)

13%

39%

27%

16%

4%
2%

20%

60%

13%

7%

0% 0%

Direct report 1 layer 2 layers 3 layers 4 layers 5 layers or
more

0%

10%

20%

30%

40%

50%

60%

70%

Global Average World Class

N = 264

When comparing Global Average companies to World 
Class companies, World Class companies report a closer 
link to the CEO than Global Average companies. 80 % of 
World Class companies report directly to the CEO, or are 
one layer away from the decision-maker, compared with 
52 % of Global Average companies.



© 2019 M-Brain I www.m-brain.com   11

M-Brain White Paper  I  Global Intelligence Survey Highlights 2019

When looking at the previous survey from 2017, there 
has been a slight change from direct reporting to CEO 
to one layer away. A clear trend is towards intelligence 
sitting closer to the CEO. In 2011, 44 % of respondents 
stated their intelligence was three or more layers away 
from the CEO and only 30 % said that intelligence is no 
more than one layer away.   

If we compare distance to CEO and the role of 

Distance to CEO (Organizational layers between the head 
of market intell igence and the CEO)

intelligence professionals, we can conclude that the 
closer the intelligence team is to the CEO, the more 
advanced or trusted the team is.  
 
Almost 70% of those intelligence professionals that 
report directly to the CEO are considered trusted advisors 
or consultants providing options and opinions, while less 
than 20 % of those who are three or more layers away 
from the CEO are seen as trusted advisors or consultants.

12% 12%
13%

20%

13%

18% 18%

30%

28%

39%

26.0%
27.0% 26.8%

29.8%

26.9%

33.0%

30.0%

18.1%

14.0%

15.9%

11.0%

13.0%
11.7%

8.1%

5.7%

2011 2013 2015 2017 2019
0%

5%

10%

15%

20%

25%

30%

35%

40%

Direct report 1 layer 2 layers 3 layers 4 layers or more
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70.2%

20.2%

1.9%

7.6%

66.6%

26.7%

0.0%

6.7%

We have a dedicated
team

We work as a network
of intelligence
contributors

It's outsourced Other, please specify
0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Global average World Class

In 2019, 70 % of companies have a dedicated team in 
place. One fifth of the respondent companies work as 
a network of intelligence contributors. When comparing 
World Class to Global Average companies, the biggest 

Most companies have a dedicated team in place

N = 262

difference is that World Class companies have 32% more 
often a network of intelligence contributors than Global 
Average companies. 
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When asked about the size of their intelligence team, the 
answers vary from teams with more than 100 people 
to no full-time employees at all. On average, companies 
employ seven intelligence professionals as their primary 
job. The number has decreased slightly over the last 
years. In 2017, the average team size for an intelligence 
team was 7.2.

The size of the intell igence team 

24% of the responding companies employ only 
one intelligence professional. The assistance of 
non-intelligence employees that contribute to 
intelligence is a supporting factor. Co-creation is a 
growing phenomenon. More and more companies 
are implementing intelligence communities to collect, 
analyze and disseminate intelligence across the company. 

4%

24%

18%

24%

17%

10%

4%

0%

20%

7%

27% 27%

13%

7%

0%

10%

20%

30%

40%

50%

No full time
employees

1 person 2 persons 3 to 5 persons 6 to 10
persons

10 to 20
persons

More than 20
people

Global Average World Class
N = 263

For World Class 
companies ,  

on average 7 people 
has inte l l igence as 
their pr imary job

70.2%

20.2%

1.9%
7.6%

66.6%

26.7%

0.0%
6.7%

We have a
dedicated team

We work as a
network of
intelligence
contributors

It's outsourced Other, please
specify

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Global average World Class
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100+

50 to 100

20 to 50

10 to 20

6 to 10 

3 to 5

2 people

1 person

No one

50 or less 51 -250 251 – 1000 1001 – 2500 2501 - 10000 10001 - 25000 25001 – 100000 More than 
100000

The correlation between the number of intelligence 
professionals and the number of employees is positive, 
but weak. Some large companies report no employees 
working on intelligence in a full-time function. This 
can be explained by the fact that these companies 
integrate intelligence with other functions like business 

Correlation - size of intell igence organization vs. size of company

development, strategy or marketing rather than having it 
as a separate unit. However, it does not mean that these 
companies do not employ any intelligence professionals. 
Companies with more than 25,000 employees, clearly 
have bigger team sizes than smaller companies.

Total amount of employees

In
te

lli
ge

nc
e P

ro
fe

ss
io

na
ls

World Class Average

3 (1,5%)

2 (0,7%)

5 (1,9%)

27 (10,3%)

45 (17,2%)

62 (23,6%)

46 (17,6%)

62 (23,6%)

11 (4,2%)

Total number of employees



© 2019 M-Brain I www.m-brain.com   15

M-Brain White Paper  I  Global Intelligence Survey Highlights 2019

On average, 43 people from other business units 
contribute to producing intelligence. Among the 
respondents, on average 43 people whose primary job is 
not focused on intelligence management are still actually 
contributing to producing it. Most often the contribution 

Intell igence contributors 

is promoting intelligence or collecting information. The 
amount varies by company size. When World Class 
companies are compared to Global Average, there are 
5.5 times more contributors in World Class companies, or 
460% more. 

92

22 26 32
41

255

209

353

190 193

0

50

100

150

200

250

300

350

400

Promotion of
intelligence

Assisting with
conclusions and

recommendations

Assisting with
dissemination

Conducting analysis Collecting
information

Global Average World Class

For World Class 
companies ,  on 

average 240 people 
are contr ibut ing to 

inte l l igence
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MI Budgets and How They  
Are Evolving

We asked respondents how much money their companies 
annually allocate for intelligence purposes, such as 
purchasing software tools (dashboards, analytical tools, 
media monitoring), secondary and/or primary research, 
outsourcing, subscriptions, memberships, etc. This does not 
include personnel and HR costs like remuneration, company 
cars or allowances, training, pension plans or insurances.  

Annual intell igence budget - World class budgets 
above Global average

Again, there is a wide range of figures varying from “no 
budget” to over EUR 5 million per year. 

In 2019, about 40% of respondents globally report a 
budget of up to EUR 200 000, while the average annual 
budget for intelligence is EUR 540 000, with a mean of  
EUR 150 000. 

8.6%
8.2%

7.0%

5.1%

7.8%

12.5%

7.8%

3.9%
3.5%

2.7% 2.7%

3.9%

2.3%
2.7%

1.6%

18.4%

13.3%

0.0%

13.3% 13.3%

6.7%

13.3%

0.0% 0.0% 0.0% 0.0% 0.0%

13.3%

6.7%

20.0%

we have
no

budget

€ 1-25K € 25-50K € 50-75K € 75-
100K

€ 100-
200K

€ 200-
300K

€ 300-
400K

€ 400-
500K

€ 500-
750K

€ 0.75-
1M

€ 1-2M € 2-3M € 3-5M > € 5M I don't
know

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

Global Average World Class N = 256

Average  
budget for  

World Class  
(€/$ 750,000)

Average  
budget  

(€/$ 540.000)
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The average budget for World Class companies is EUR 760 
000, with a mean of EUR 118 000. Most of the budget is 
spent on subscriptions to reports. World Class companies 
spend more money on consulting services, strategic 

How do you spend your intell igence budget?

analysis and conferences, and slightly more on software 
tools than Global Average companies. In contrast, Global 
Average companies spend more on news monitoring, 
primary research and subscriptions.

N = 177

13.0%

8.8%

13.7%

17.1%

10.2%

23.3%

7.0%

4.1%

1.7%

15.8%

8.6%

12.4%

14.6%

10.6%

24.3%

7.3%

3.9%
2.6%

Consulting services
(for intelligence
development)

Strategic Analysis News Monitoring Primary  Research Software Tools Subscriptions to
general

reports/databases

Conferences, events,
etc.

Education (training
classes, workshops,

courses, etc.)

Other
0%

5%

10%

15%

20%

25%

30%

35%

40%

Clobal Average 2019 Global Average 2017
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€/$ 5M+

€/$ 3M – 5M

€/$ 2M – 3M

€/$ 1M – 2M

€/$ 750k – 1M

€/$ 500k – 750k

€/$ 400k – 500k

€/$ 300k – 400k

€/$ 200k – 300k

€/$ 100k – 200k

€/$ 75k – 100k

€/$ 50k – 75k

€/$ 25k – 50k

€/$ 1 - 25,000

No budget

Less than €/$ 
1 M

€/$ 
1M – 10M 

€/$ 
10M – 100M 

€/$ 
100M – 500M 

€/$ 
500M – 1B

€/$ 
1B – 5B

€/$ 
5B – 10B

€/$ 
10B – 50B

€/$ 
50B – 100B

More than
€/$ 100B

There is a moderate positive correlation between the 
revenue of a company or department and its intelligence 
budget. Of the 22 intelligence departments without an 
intelligence budget, only 18% charge stakeholders for their 
intelligence functions. The remaining 82% report that they 
can get a budget for intelligence projects if needed.

The biggest variance can be found among companies with 
an annual revenue between EUR 1 billion and 5 billion. Their 
intelligence budget fluctuates between “no budget” and 

Correlation -  intell igence budget and company revenue  

EUR 2-3 million, with a majority reporting a budget of EUR 
100 000 to EUR 200 000. 

World Class companies have a slightly better correlation. 
20% of World Class companies, however, have a small 
budget and revenues under EUR 10 million. This confirms 
previous findings that the maturity level of intelligence is 
not related to revenue size and intelligence budget. Rather, 
it is the quality of the intelligence professionals and how 
well they manage the nine Key Success Factors. 
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World Class Average



© 2019 M-Brain I www.m-brain.com   19

M-Brain White Paper  I  Global Intelligence Survey Highlights 2019

Benefits of Systematic 
Intelligence

In 2019, intelligence efficiency is perceived as 
rather good on average, with a score of 3.96. 
World Class companies performance was 
excellent in terms of intelligence efficiency. 
Almost all respondents agreed with all 
statements. 

95.1% think that executive decision-making in their company 
is supported by intelligence. 100 % of World Class companies 
agree with this statement. 82% of the respondents say that 
they have accurate and comprehensive information about 
their business environment, 77.5% think that they are able 
to extract relevant items from large amounts of information 
and 72% agree that intelligence is readily available in 
their company to support decision-making. 95.1% of all 
respondents confirm that their organization has benefited 
from market intelligence, while all World Class companies 
agree that their company has benefited from intelligence. 

The biggest divergence between World Class and 
Global Average companies relates to the availability of 
intelligence, extraction of relevant information from large 
quantities of information and the existence of accurate and 
comprehensive information on their business environment.

Summary of intell igence efficiency

91% of the respondents think that their company’s 
intelligence investments have paid off. 1% strongly 
disagree and 8% somewhat disagree with this statement. 
All World Class companies strongly agree that their 
company’s investments in intelligence have paid off.

5.0

4.2

World Class

Global average

Scale: 5 = Strongly agree, 1 = Strongly disagree

N = 323

Our company’s investments in 
intell igence have paid off

Executive decision-making is supported by business intelligence

We have accurate and comprehensive information about our business environment

We are able to extract the relevant items from large volumes of information

Intelligence is readily available in our company to support decision-making

Our company has benefited from intelligence

Strongly agreeStrongly disagree

Global Average 2019                World Class

3,96 4,88
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Intelligence Maturity

The score shows a normal bell curve distribution with 
39.4% of respondents at Intermediate level, slightly 
skewed to the left (less maturity). World Class companies 
represent 4.70%, Advanced companies 22.8% of all 
respondents. A bit over 30% classify as Basic, while 2.5% 
make up the Informal level. The average of 3.2 is located at 
Intermediate level.

This report mainly focuses on the analysis of Global 
Average vs. World Class intelligence organizations. 

Global Average

Of the nine KSF´s, Deliverables is the most highly developed 
key success factor (3.9), followed by Scope (3.2). A high 

Deliverables score is achieved through the use of top 
visualization tools and interactive dashboards that allow 
easy customization. 

The Scope score indicates the intelligence portfolio’s ability 
to align with the needs of the company in general and 
the stakeholders specifically. At the lower end, we find 
Digitalization (2.8) and Tools (2.8). Digitalization is still a 
new field for many companies. Intelligence professionals 
are in the stage of finding, testing and implementing the 
right AI tools. 

Digitalization is a fairly new topic also for World Class 
companies, though they are better acquainted with it 
and are using more advanced digital tools than Global 
Average.

2.5%

30.4%

39.5%

22.9%

4.7%
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40%
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 (Average score 3.3)
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(Average score 3.9)
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(Average score 4.6)I N F O R M A L 

Average  score 
1 .7

B A S I C 
Average  score  

2 .5

I N T E R M E D I AT E 
Average  score  

3 .3

A D VA N C E D 
Average  score  

3 .9

W O R L D  C L A S S 
Average  score  

4 .6

Global 
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3.2

The 319 respondents to our survey can be categorized on a professionalism scale. 
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World Class

For World Class companies, the findings show that the 
organizational set-up gets a 4.8 score, followed by 
Processes, Deliverables and Culture. These Key Success 
Factors are working in unison and are leveraging each other. 

World Class intelligence departments are well-organized. 
Their staff have not has the right competencies to 
accomplish intelligence tasks in the best possible way. They 
can count on the support of many people contributing to 
data collection and sharing, as well as helping with analysis 
and dissemination. 

Overall maturity index

Looking at the different maturity levels, a clear pattern 
becomes evident. All maturity levels show that the KSF 
Deliverables outperforms the other key success factors, 
whereas Digitalization and Tools score lower across the 
board.  

The Informal category has a relatively high score on 
Scope, which can be explained by the ad hoc character 
of the Informal level. Scope is defined by the actual 
intelligence question, and therefore it scores at Basic level. 
The fluctuation across the KSFs is most pronounced at 
Informal and Basic level. The more mature an intelligence 
organization, the smaller the fluctuations.

Global Average                           World Class

Strongly 
agree

Strongly 
disagree

S T A K E H O L D E R S

P R O C E S S

S C O P E

D I G I T A L I Z A T I O N

T O O L S

D E L I V E R A B L E S

O R G A N I Z A T I O N

M A N A G E M E N T  
&  L E A D E R S H I P

I N T E L L I G E N C E  
C U L T U R E

INFORMAL BASIC INTERMEDIATE ADVANCED WORLD CLASS

3,2 4,6
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Scope

In terms of scope, it is key that all intelligence activities are 
aligned with the strategic objectives of the company. This 
scores 4.2 for Global Average and 4.9 for World Class.

There are shortcomings in particular in intelligence activities 
associated with customers and consumers. 67% of 
respondents report that their intelligence team does not 

Intell igence Scope

cover this area, as it falls under the responsibility of other 
functions/units within the company. Only 18% of companies 
monitor consumer intelligence. 

However, if we study the companies that do cover 
customer and/or consumer intelligence in their scope, 
then the score for customer and consumer intelligence 
gets the Global Average score of 3.7 and World Class score 
of 4.2.

2.2

3.8

4.1

4.7

4.9

2.2

2.8

3.1

3.8

4.2

Global Average (avg. 3.2) World Class (avg. 3.9)

Our intell igence activities are aligned 
with the strategic objectives of our 

company

The scope of market related BI 
activities at our company is extensive.

The scope of customer & consumer 
related BI activities at our company is 

extensive.

Our intell igence is future oriented

The scope of competition related BI 
activities at our company is extensive.

N = 323

N= 318

2019 n = 260

2019 n = 260

2019 n = 260

2.2

3.8

4.1

4.7

4.9

2.2

2.8

3.1

3.8

4.2

Global Average (avg. 3.2) World Class (avg. 3.9)
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Stakeholders

Although 64% of respondents confirm that they know all 
of their key stakeholders, only 36% have a consultative 
or trusted relationship with these stakeholders. At World 
Class level, however, 80% are seen as consultants or 
advisors. These intelligence professionals are positioned 
high in the organization (direct reporting to the CEO, or 
one layer apart) and their intelligence function has been in 
place for a long time (more than five years). Intelligence 

professionals that are considered mere data providers by 
their stakeholders are reporting lower in the organization 
(three to five layers between intelligence professional and 
CEO).

The co-creation of intelligence professionals and 
stakeholders is gaining in importance. On Global Average 
level, 38 stakeholders collect and share information, 13 are 
willing to help with analysis and nine stakeholders assist in 
the dissemination. 

Intell igence Stakeholders

4.1

4.5

4.5

4.7

3.2

3.4

3.2

3.4

Global average 2019 (avg. 3.3) World Class (avg. 4.4)

We have a l ist/document of all  key 
stakeholders for intell igence

All relevant units and people in our 
company are benefiting from 

intell igence

The relationship between intell igence 
professionals and key stakeholders is 

at a trusted advisor level.

Intell igence stakeholders actively 
contribute to intell igence and there is 

a culture of openly sharing information 
in our company

4.1

4.5

4.5

4.7

3.2

3.4

3.2

3.4

Global average 2019 (avg. 3.3) World Class (avg. 4.4)

N = 321

N = 320

N = 316

N = 322
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Process

63% of all respondents agree - somewhat or strongly 
- that a complete process for executing an intelligence 
project has been developed and integrated. 

All World Class companies (100%) have intelligence 
processes in place, including needs analysis and feedback 

collection. In addition, their intelligence processes are fully 
integrated with other business processes, such as sales 
and operation planning, marketing and customer services.

At the Global Average level, 51% agree that the intelligence 
process has been integrated with other business processes 
and 49% say that interviews are used as means to collect 
information (primary research).

Intell igence Process

The intell igence team has fully 
developed processes for executing 

intell igence projects, including needs 
analysis and feedback processes

We regularly use interviews as a 
means to gather information about 
our external business environment

Our intell igence processes are fully 
integrated with other key business 

processes

4.7

4.7

4.7

3.0

3.0

3.3

Global Average (avg. 3.1) World Class (avg. 4.7)

4.7

4.7

4.7

3.0

3.0

3.3

Global Average (avg. 3.1) World Class (avg. 4.7)

N = 320

N = 319

N = 321
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Intell igence Digitalization

Digitalization

Artificial Intelligence is not yet widely utilized to analyze 
data.  About half of the respondents confirm that their 
intelligence department is using digital tools to collect, store 
and disseminate information.

Only 15% of all respondents (Global Average) agree that 

some Artificial Intelligence has been implemented. 50% of 
World Class Intelligence companies are using AI.

A major difference between World Class and Global Average 
companies lies in the fact that World Class companies are 
using more micro publications or dashboards for distribution 
as well as more easy-to-use digital systems to store market 
intelligence.

3.4

4.4

4.7

3.0

4.5

2.4

3.0

3.0

1.8

3.0

Global Average (avg. 2.8) World Class (avg. 3.8)

3.4

4.4

4.7

3.0

4.5

2.4

3.0

3.0

1.8

3.0

Global Average (avg. 2.8) World Class (avg. 3.8)

We use e.g. micro publications or 
dashboards for distribution

We use AI to analyze the data

We have an easy to use digital system 
to store market intell igence

We are able to collect huge amounts 
of information from different sources 

(big data) as part of our intell igence

Digitalization procedures have been 
implemented for intell igence

N = 318

N = 319

N = 316

N = 320

N = 196



© 2019 M-Brain I www.m-brain.com   26

M-Brain White Paper  I  Global Intelligence Survey Highlights 2019

Intell igence Tools

Tools

This Key Success Factor is one of the weakest. Overall, it 
is at Basic level on the maturity index. This is mainly due 
to the fact that dashboards, platforms or portals are not 
100% integrated with other platforms, tools, data bases 
or systems that companies are using.

The biggest difference between World Class and 
Global Average companies relates to intelligence tools 
supporting two-way communication. All World Class level 
companies agree with this statement compared with 
only 31% of Global Average companies.

4.3

4.7

4.8

4.7

2.4

2.8

2.8

3.1

Global Average (avg. 2.8) World Class (avg. 4.6)

4.3

4.7

4.8

4.7

2.4

2.8

2.8

3.1

Global Average (avg. 2.8) World Class (avg. 4.6)

Our intell igence tools are intuitive and 
user-friendly, meaning that it is easy to 

access relevant intell igence

The intell igence tools in our company 
support two-way communication (they 

enable me to provide comments and 
participate in discussions)

The intell igence tools in our company 
enable me to visualize information for 

different purposes

Our  intell igence tools are well 
integrated with other platforms / tools 
/ data bases / systems that we have in 

use

N = 316

N = 315

N = 316

N = 314
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Intell igence Deliverables

Deliverables

World Class companies present their intelligence 
deliverables in several different ways and customize their 
deliverables more than Global Average companies. 31% 
of the respondents strongly agree that the intelligence 

team at their company has the ability to deliver high 
quality ad hoc reports. This is a key function, as it 
shows flexibility. It is followed by the statement that 
deliverables are available in different formats, depending 
on the purpose of the intelligence.

4.8

4.5

4.8

4.0

3.7

3.9

Global Average (avg. 3.8) World Class (avg. 4.7)

Our deliverables are presented in 
many different formats, depending on 
the purpose of the intell igence shared

Our intell igence deliverables are highly 
customized, aligned to the preferences 

of our different stakeholders

Ad hoc deliverables from the 
intell igence team, are of very high 

quality in our organization
4.8

4.5

4.8

4.0

3.7

3.9

Global Average (avg. 3.8) World Class (avg. 4.7)

N = 320

N = 318

N = 314
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Intell igence Organization

Intelligence Organization

93% of World Class level companies agree that the 
intelligence team at their company has a strong mix 

of skills and competences. A strong network and the 
team’s accessibility to information are key factors 
distinguishing between Global Average and World Class 
companies.

4.6

4.7

4.9

3.2

3.2

3.8

Global average (avg. 3.4) World class (avg. 4.8)

4.6

4.7

4.9

3.2

3.2

3.8

Global average (avg. 3.4) World class (avg. 4.8)

The people in our intell igence team 
have a strong mix of different skil ls 

needed for advanced intell igence work

There is a strong network of people 
contributing to intell igence in our 

organization

Our intell igence team has access to all  
relevant information sources to be 

able to provide great insights

N = 316

N = 316

N = 311
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Intell igence Management & Leadership

Management and Leadership

This Key Success Factor focuses on both day-to-day 
management and visionary leadership. About 50% of 
all companies agree that they have all the necessary 
management procedures in place to execute intelligence 
work while 70 % agree with the statement that they have 
strong leadership qualities with a clear long-term vision on 
how to develop intelligence in the future.

Both at Global Average level as well as at World Class 
level, the KSF “Management and Leadership” is scoring 
slightly lower than the KSF “Organization”. This is because 
companies with intelligence at Informal, Basic and 
Coordinator level have smaller teams and no dedicated 
intelligence management. Therefore their organizational 
set-up is more developed than management and 
leadership. 

4.4

4.9

4.5

3.1

3.5

3.0

Global average (avg. 3.2) World class (avg. 4.6)

We have all  the necessary 
management procedures in place to 

execute our intell igence work with 
high quality

Our intell igence team has strong 
leadership qualities with a clear long 

term vision on how to develop 
intell igence going forward

Our intell igence team is governed by a 
steering group / senior level sponsor

N = 317

N = 319

N = 316
4.4

4.9

4.5

3.1

3.5

3.0

Global average (avg. 3.2) World class (avg. 4.6)
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Intell igence Culture

Intelligence Culture

71 % of all companies agree that their top management 
shows commitment and supports intelligence, while only 
53% agree that they have their own strong intelligence 
identity and brand. More importantly, it is only 5% of the 
respondents that strongly agree with the statement “Our 
top management shows commitment to intelligence and 
considers it a necessary function.” The majority agrees 
somewhat.

Also, more respondents (65%) agree with the statement 
that they are well-known throughout the company, than 
that they are having a strong intelligence identity (53%). 
21% of respondents strongly agree that intelligence is 
well-known within the company.

Identity presents the biggest difference (48%) between 
World Class and Global Average companies. World Class 
intelligence organizations have a well-developed identity, 

which may even include its own intelligence logo. 

Identity or Brand correlates positively to the level 
of maturity: the more professional the intelligence 
department is, the better the brand and identity.

Intell igence Identity

1.13

2.03

3.25

4.1

4.8

0

1

2

3

4

5

6

Informal Basic Coordinator Advanced World Class

Intelligence Identity

4.7

4.8

4.7

3.6

3.1

3.5

Global average (avg. 3.4) World class (avg. 4.7)

Our intell igence unit is very well-
known throughout the company and 

people are aware of what is delivered 
and the value provided

Our top management shows 
commitment to intell igence and 
consider it a necessary function

Our intell igence unit has its own 
strong identity and brand

Our intell igence unit is very well-
known throughout the company and 

people are aware of what is delivered 
and the value provided

Our intell igence unit has its own 
strong identity and brand

Our top management shows 
commitment to intell igence and 
consider it a necessary function

N = 318

N = 320

N = 321

4.7

4.8

4.7

3.6

3.1

3.5

Global average (avg. 3.4) World class (avg. 4.7)
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Trends in Intelligence

Shifts in Market Intelligence

More than 30 % of respondents mentioned Artificial 
Intelligence and technological developments as major 
trends that will change the way market intelligence is 
being done in the near future. Big data and the usage of 
complex algorithms like neural networks and deep learning 
will disrupt the way we are working now. This will have an 
impact on market intelligence professionals as automation 
and increasingly sophisticated tools allow professionals 
to save time by performing routine tasks and assisting 
in dissemination and analysis. The role of intelligence 
professionals will shift more towards consultative tasks. 
This will require new competences such as advisory and 
advanced coding skills with big data. On the other hand, 
some respondents thought AI is being overhyped and is 
under-delivering.

Respondents were concerned about how to keep up with 
digitalization and how to manage and filter the amount 
of information that is becoming available. Cybersecurity, 
ubiquitous surveillance, increased privacy regulation/ data 
privacy protection and fake data were seen as downsides 
of technological development. The use of AI including 
sophisticated tools and machine learning will replace the 
need for human analysis to some extent.

The future will bring more predictive and forecasting 
models, as well as more accurate scenarios, which will help 
in the transition to future-oriented deliverables instead of 
backward-looking reports. Publicly available data will be 
leveraged to provide further predictive analysis and instant 
information on competitors in order to identify and forecast 
leads and trends. Intelligence professionals need to move 
from focusing on the weaknesses of their competitors 
to creating their own path via market intelligence and 
predictive modeling.

Market Intelligence will become more important in the 
company and a driver for decisions. Intelligence is seen as 
becoming integrated with the company strategy. There will 
be a shift in focus towards more guidance and executive 
leadership and less on sales enablement. 

Obstacles to Successful  
Intelligence Work 
Asked about the biggest obstacles to successful intelligence 
work, most respondents stressed the lack of resources, 
time and tools. In particular, there is a need for skilled 
resources, such as related to data analytics, web crawling 
and text mining. Lack of budget was the second most often 
mentioned issue. Beyond these universal obstacles, some 
companies were struggling with stakeholder engagement. 
Often the problem is the attitude of top management 
and the fact that they are not really hearing the message, 
or they are not willing to accept intelligence results. 
Intelligence teams wish to work more closely with Strategy. 

Data availability and the problem of too much irrelevant 
news and information is another problem. The sorting 
of relevant from irrelevant news and information takes 
too much time. Intelligence culture and the sharing of 
information rose to fifth place. Company culture should 
encourage transparency between intelligence stakeholders 
and providers.

 
Obstacles to successful 
intel l igence

1. Lack of resources, time and tools

2. Budget

3. Stakeholder engagement and executive  
level support

4. Availability of data

5. Intelligence culture

! ! !
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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 the average level of intelligence work at 
companies globally, and of the effort required 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 aims to support intelligence 
teams and practitioners 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. 

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 

!

The M-Brain Intelligence Development Framework helps you to grow your MI to the next level

INFORMAL BASIC INTERMEDIATE ADVANCED WORLD CLASS

Scope

Stakeholders

Processes

Digitalization

Deliverables

Tools

Management & Leadership

Culture

Organisation

https://www.m-brain.com/intelligence-best-practices/
https://www.linkedin.com/company/mbraingroup
https://www.linkedin.com/company/mbraingroup
https://twitter.com/mbraingroup
https://twitter.com/mbraingroup
https://www.facebook.com/MBrainGroup/
https://www.facebook.com/mbraingroup
https://www.youtube.com/channel/UCvL0gkHoBzywLCSgfxPWgvA
https://www.youtube.com/channel/UCvL0gkHoBzywLCSgfxPWgvA
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