
Vol 8. No. 3(2), October 2015         ISSN 2006-1781 

African Journal of Computing & ICT 

      
© 2016 Afr J Comp & ICT – All Rights Reserved 

www.ajocict.net   

 

 

                  

53 

 

 

The factors improving firm Performance in Competitive Intelligence on Small 

and Medium Enterprise in Gauteng, South Africa 

 

    L. Magasa, O.J. Awosejo,O.J & Z. Worku 
Department of Business School 

Tshwane University of Technology 

South Campus, Pretoria South Africa 

lyne@bonisabcs.com, bamidele1awosejo@gmail.com and workuz@tut.ac.za 

ABSTRACT 

 

The study aimed to investigate the extent to which the usefulness of Competitive Intelligence (CI) gives rise to improve 

competitive performances in Small and Medium Enterprise (SMEs) in South Africa. The study enhances the roles of 

technological and environmental factors in improving competitive advantage for SMEs, which focus on five geographical zones 

in Gauteng province only. Firstly, two models were applied in this study, the adoption of the Modified Technology Acceptance 

Model (TAM) in combination with the modified SMEs Competitiveness Model to investigate the extent to which competitive 

intelligence improved firm performance. Secondly, a quantitative research approach was applied, where purposive sampling was 

utilised as a data collecting tool from individuals at lower, middle and top management levels. This research argued that 

perceived ease of Use (PEOU) and perceived usefulness are the most important factors that determine the application of CI tools 

for competitive advantage in SMEs. The results indicate that, IT Training, SWOT and political, economic, social and technology 

(PEST) are also significant explanatory factors of competitive intelligence (CI) that enhance firm performance in the context of 

small and medium sized enterprises. All statistical analyses were performed by using structural equation modelling with the 

statistical package for the social sciences (SPSS) version 14.0. The study recommended that, before SMEs will survive beyond 

the remarkable year, technological tools, PEOU, and PU are important factors that explain the utility of SWOT and PEST which 

are found to be the best constructs for a new framework for the utilisation of CI tools in SMEs.  
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1.  INTRODUCTION 
 

Competitive intelligence (CI) is increasingly becoming vital in 

organisations in all sectors, be it private, non-profit 

organisation or public. The rapidly increasing global 

competition has made Competitive Intelligence an important 

tool for organizations’ success. It is important that Small and 

Medium Enterprises (SMEs) keep abreast with what is 

happening in both the internal and external business 

environment. This is paramount for their sustainability and 

success, sustainability and success of SMEs is essential for the 

economic growth of any country especially in the developing 

country. Some researchers have described, that competitive 

intelligence is the process of developing actionable foresight 

regarding competitive dynamics and non-market factors that 

can be used to enhance competitive advantage [1]. It is simply 

a systematic process of determining information needs, 

collecting the right information for analysis and applying the 

results of the Competitive Intelligence process in strategic 

planning [2].  

 

 

 

 

 

 

For the purpose of this study, Brody’s definition has been 

embraced because it is wider and simple. [3] defines CI as 

“the process by which enterprises gather actionable 

information about competitors and the competitive 

environment and, ideally, apply it to their planning processes 

and decision‐making in order to improve their enterprise’s 

performance.” CI helps organizations to understand and 

respond to their competitors in their internal and external 

environment. This implies that CI tools play important roles 

for the survival of organisations. It is crucial for SMEs to take 

cognisance of changes in their environment such as; political, 

legislatives, changes in customers’ expectations and 

competitors’ behaviours. Hence, benchmarking for internal 

and external best practice is needed for SMEs in the making of 

strategic decisions. Businesses need accurate, complete, and 

valid information for decision-making. From the strategic 

marketing point of view, CI is looked at as a tool that could be 

used for information collection [2]. Similarly, CI may also 

contribute to the technological knowledge and intelligence 

within organization. Such knowledge could be used in the 

analysis of information systems’ innovations within 

organisations. 
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[4] noted that, CI is essential for the initiation of innovation 

process, observation of markets and in devising strategies. 

This could assist the organizations to excel in its business 

environment and to retain its customers. They asserted that, CI 

functionalities could also be extended in the production and 

manufacturing environment in designing and developing new 

products. Competition is not a force to be taken lightly in the 

business world. In fact, companies face competition every day 

[5].  Competitive dynamics refers to the evolution of a 

country’s industries and the moves and countermoves of 

competitors, suppliers, customers, alliance partners and 

potential competitors [1]. Competitive dynamics includes the 

ability to provide products and services as or more effectively 

and efficiently than the relevant competitors; for example, 

success in international trade, high productivity, competitive 

cost of production and high quality of goods and share in 

regional or global markets [1]. The need for information about 

this force has been named “competitive information,” 

“corporate intelligence,” “corporate information” and 

“business intelligence. 

 

2.  PERCEPTION OF COMPETITIVE INTELLIGENCE  

    AND BUSINESS INTELLIGENCE IN SMALL AND     

    MEDIUM ENTERPRISES 
 

Competitive Intelligence also referred to as corporate or business 

intelligence [6]. CI is confused with business intelligence (BI) [7]. 

The difference between BI and CI is that, BI is internal intelligence 

about and within one’s own company, whereas CI is external 

intelligence about the firm’s competitors [7].  BI plays a critical role 

in providing actionable intelligence to enable good business 

decision-making. International research shows clear evidence of 

the benefits of implementing sound BI practices [8]. According to 

[9] points out that BI system combine operational data with 

analytical tools to present complex and competitive information 

to planners and decision makers. The objective is to improve the 

timeliness and quality of inputs to the decision process. BI is used 

to understand the capabilities available in the firm; the state of the 

art, trends, and future directions in the markets, the technologies, 

and the regulatory environment in which the firm competes; and 

the actions of competitors and the implications of these actions 

[9].  

 

According to [6] he pointed out that CI is the product of 

processed business information, meaning that it has been 

analysed and interpreted. Intelligence is anchored in past and 

present data to anticipate the future, in order to drive and guide 

decisions in enterprises. The intelligence field has developed 

several sub-domains, such as Competitive Technical Intelligence 

(CTI), which applies the intelligence process to the technical 

environment; sourcing intelligence, which is concerned with 

human resources; and Competitor Intelligence, which focuses 

purely on understanding competitors. CI and BI is an all-

embracing approach to understanding a firm’s competitive 

landscape [10].  

 

According to [11], Competitive Intelligence scanning is an act of 

creating market opportunities from out wittingly discerning and 

zooming in on the right information favourable as well as 

unfavourable to the organization in the competitive race (the view 

from the author of the current research). For effective 

Competitive Intelligence scanning, members in teams or in the 

organization should have competencies to access and decode 

market information and build the whole portrait of opportunities 

from minimal decoded information earlier than its competitors.  

 

3.   Factors improving Competitive Intelligence Cycle   

The CI cycle had its origin in the Key Intelligence Topic (KIT) 

process [1]. This process was developed to allow the CI director 

to identify and prioritise both senior management and 

organisational Key Intelligence needs. In the KIT process it is 

determined what the CI unit should research and to whom this 

intelligence should be delivered. An effective CI process, 

according to the Society of Competitive Intelligence 

Professionals (SCIP), is run in a continuous cycle, called the CI 

cycle [7]. The SCIP describes the CI cycle as the process by 

which raw information is acquired, gathered, transmitted, 

evaluated, analysed and made available as finished intelligence 

for policymakers to use in decision making and action. According 

to [7] there are five phases which constitute this cycle, which are 

shown on figure 3.1 below.1, Planning and direction, 

2.Collection, 3.Analysis, 4.Dissemination; and 5. Feedback 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure3.2: Competitive Intelligence Cycle. Source: [7] 

 

According to [1] the planning and focus phase concentrates on the 

identification of needs in order to collect all relevant information, 

which is the second phase. In the third phase all collected 

information must be verified to determine rationality and factuality 

of the analysis. This information is then communicated in an 

appropriate way to the relevant parties. The fifth phase requires the 

appropriate policies and procedures to be in place for CI to make a 

positive contribution to the organisation. The development of skills 

concludes the CI cycle [1].  
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Training is an additional construct to the CI process, it is clear that training contributes to the success of each phase. It is important 

that a regular audit is conducted to determine the level of CI skills in organisations. Training is then initiated according to the 

organisation’s identified needs as shown below by [12]. 

 

 

 
 

Figure 3.3: CI cycle. Source: Muller [12] 

 
A study conducted by [2] explored CI as a complex business construct and as a precedent for marketing strategy formulation as 

shown in Figure 3,3 below. This research develops and tests intelligence as a precedent to marketing strategy formulation, 

revealing multiple phases and contributing aspects within the process. It also discovers that the practice of Competitive 

Intelligence, while strong in the area of information collection is weak from a process and analytical perspective. The figure 

below demonstrates the Competitive Intelligence Process and Structure 

 

 
 

Figure 3.3: Model of Competitive Intelligence Process. Source: [2] 
 

The model of the intelligence process provides insight as to significant factors related to the various phases. The intelligence 

process and structure as well as the organizational awareness and culture are seen as having direct impact on all of the various 

phases in the intelligence course. From the intelligence process and structure, two factors have arisen: 
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(1) The existence of a formal infrastructure; and (2) The level of employee involvement.  [13] presented a formulation of the 

System of Competitive Intelligence that is up-to-date and responsive to an area of research which enables the constant upgrading 

and improvement of business management practices, so that a competitive edge may be maintained and a market differentiation 

established. From the results gathered, the construction of the model will be started and its strong and weak points commented 

upon. It was observed that the Model of System of Competitive Intelligence can guarantee the survival of a company, through 

analysing information quickly and in an integrated way, thus permitting well-founded decisions to be made in real time. The 

design of Competitive Intelligence, as a process that monitors all elements of the external environment of an organization is still 

recent. Competitive Intelligence is the product of an input process that begins with the Collection of Data, which is Planning, 

Collection, Analysis and Dissemination of information as shown in Figure 3.4 below. 

 

 
 

Figure 3.4: Intelligence cycle. Source: [13] 

 

In order to measure and take into consideration the response of the decision-makers, their needs for intelligence must be 

continually taken into account. And even, perhaps, to the extent that the whole process must be repeated. CI as the term suggests, 

is the gathering of “intelligence” about the environment and competitors in order to create and maintain a competitive 

commercial advantage [14]. In South Africa and Belgium, exporters are not yet well equipped and not very active to conduct 

effective CI, especially in the areas of planning, process and structure, data collection, data analysis, and especially skills 

development [15].  

 

4.  POLITICAL, ECONOMIC, SOCIAL AND  

     TECHNOLOGICAL (PEST) IMPACTED  

    COMPETITIVE INTELLIGENCE  
 

For every business to exist it is highly dependent on the 

external environment in which an organisation exists. PEST is 

a useful tool for understanding the environment that an 

organisation operates in. Factors can be used for evaluating 

market growth or decline, and direction for a business. CI tool 

entails that the organisations have to be aligned with what is 

happening within their political, environment, society and 

technological areas within their industry in order to stay 

competitive [16]. Researchers define the PEST analysis as 

follows: (1) Political factors include government regulations 

such as employment laws, environmental regulations and tax 

policy. (2) Economic factors are those that affect the cost of 

capital and purchasing power of an organisation.  They 

include economic growth, interest rates, inflation and currency 

exchange rates. (3) Social factors are those that impact on the 

consumers’ needs and the potential market size for an 

organisation’s goods and service. They include population 

growth age demographics and attitudes towards health. 

Technological factors are those that influence barriers to entry, 

make or buy decisions and investment in innovation, such as 

automation, incentives and the rate of technological change. 

5. THE IMPORTANCE OF COMPETITIVE  

    INTELLIGENCE ON FIRM PERFORMANCE   
 

Globally, organisations are paying attention to CI, because it 

supports organisational needs in terms of gathering, 

interpreting and disseminating external information [1]. CI is a 

vital component of a company’s strategic planning and 

management process.  It pulls together data and information 

from a large and strategic view, allowing a company to predict 

or focus on what is going to happen in its competitive 

environment [7]. According to [17], CI leads to achieving 

innovation and ensures the survival of the organization. CI is 

used particularly in supporting competitive action – for 

pricing, in determining market strategies, in preparing for 

merger or take-over talks and so on. In the study conducted by 

[10], they pointed out that the intent of CI is to better 

understand customers, regulators, competitors and so forth to 

create new opportunities and forecast changes in the quest for 

sustainable competitive advantage. The primary output from 

CI is the ability to make forward-looking decisions. CI can be 

classified in two ways. The first one, strategic CI, can inform 

senior management of the possible Threats and Opportunities, 

while the second, tactical CI, can be used to organise the 

company’s staff around developing the changes needed based 

on the insights gained by CI. The most common benefit of CI, 
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however is its ability to build information profiles that helps a 

company identify its competitor’s Strengths, Weaknesses, 

Strategies, Objectives, Market positioning and likely Reaction 

patterns. In addition, [5] lists the benefits of obtaining CI for 

businesses and suggests that the benefits far outweigh the 

costs. The four major benefits are as follows: 

(1) Differentiation, (2) Cohesive marketing 

communication plans, (3) Pre-selling an idea to the 

target audience, and (4) Building credibility with 

your customer.  

 

This information profiles include data needed to effectively 

identify, classify and track competitors and their behaviour. 

Using them, a company begins to look for points of 

comparison regarding its strengths and weaknesses versus its 

competitors [7]. The value of the intelligence, produced through 

a CI program, can possibly be measured across one or more of the 

following attributes 

• Accuracy – all sources and data must be evaluated for 

the possibility of technical error or misperception; 

• Objectivity; Systems is designed to accomplished more 

goals  and objectives 

• Usability – must be in a form that facilitates ready 

comprehension and immediate application; 

• Relevance – its applicability to a decision maker’s 

requirements, with potential consequences and 

significance of the information made explicit to the 

decision maker’s circumstances; 

• Readiness – CI systems must be responsive to the 

existing and contingent intelligence requirements of 

decision makers for all levels of the organization; and 

• Timeliness – intelligence must be delivered while the 

content is still actionable under the decision maker’s 

circumstances.  

CI represents a continuous process of gathering data, 

information and knowledge about actors (competitors, 

customers, suppliers, government etc) which interact with 

organization in the business environment in order to support 

decision making process for enhancing competitiveness of 

organization.  

 

 

Recently, [18] indicated that the use of CI impact positively on 

the growth; however the quality and performance receives less 

influence, as a competitive advantage of the organization.  

 

It concentrates on identification of change and market, rivalry, 

technology, novelty, pattern of customer behaviours, and the 

future prediction trends, which are needed for competition. In 

fact, CI is a process of figuring out what is happening and 

deciding what steps and actions should be taken before one’s 

competitors. Some benefits of using Competitive Intelligence 

include differentiation, cohesive marketing communication 

plans, pre-selling as an idea to the target audience and having 

the ability to build credibility with customers. 

 

6.   BACKGROUND OF RESEARCH PROBLEM 

 

The purpose of this study is to determine the extent to which the 

factors of Competitive Intelligence improving firm performance 

in SMEs. The aims to achieve this, by examining the roles of a 

selection of Technological factors and specific Environmental 

factors in enhancing Competitive advantage for Small and 

Medium size companies, within the Telecommunications 

Industry in the Gauteng Province. Although competitive 

intelligence plays a key role in companies’ strategic 

management with a view to sustaining competitive advantage 

but research shows that after intensive study on SMEs, 

companies are still not survivals in South Africa, in to order 

meet up with their highly expectations.    

 

7.  RESEARCH OBJECTIVE  

 
The main objective of this study is to investigate factors 

improving firm performance on Competitive Intelligence in 

SME’s in Gauteng, South Africa.  

 

8.  THEORETICAL FRAMEWORK  

 
Figure 8.1 below is a representation of the theoretical 

framework which is discussed factors improving competitive 

intelligence. This theory is fundamentally divided into three 

sections namely; Technological Factors, CI Tools, and 

Entrepreneurial competencies. 
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Figure 8.2 Modified Theoretical Model TAM [19] & Competitiveness Model [20] 

 
 

 

Technological Factors  
Technological factors are referred to as factors that are relating 

to technique or proficiency in practical skills when using IT 

system [21]. In the context of SMEs competency systems, 

technical factors may be looked at as those factors that 

influence the use of IT to utilize CI tools like SWOT analysis, 

PEST, Knowledge Management and Benchmarking. 

 

Information Technology Efficacy 
CI has benefited from advances in Information Technology 

Infrastructure and the elevation of Knowledge Management 

into a dominant corporate function [12]. A key thrust of CI is 

analysis, which turns raw data (a collection of facts, figures, 

and statistics relating to business operations) into actionable 

intelligence (data organized and interpreted to reveal 

underlying patterns, trends, and interrelationships) [22]. The 

growth of CI has important implications for both the 

management and operation of IT units, as IT resources are 

called upon to support CI activities elsewhere within 

organizations. CI management is a well-established function 

in organisations in developed countries, because managers 

realise that if they do not monitor the actions and activities of 

their competitors, their strategic plans will fail [1]. 

Nevertheless, organisations in African countries continue to be 

surprised by undesirable changes in the environment and it 

appears that the advances in managing intelligence are as yet 

largely unknown in these countries.  

 

 

 

 

 

 

 

Perceived Ease of Use (PEOU) 
Technology Acceptance Model [23] is regarded as the most 

noticeable model describing the acceptance computer 

technology. Research had identified TAM as a cost effective 

tool for predicting user acceptance of systems. A study of [24] 

describe Perceived Usefulness and Perceived Ease of Use as 

factors that predict user acceptance of a technology. They 

further argued that substantial theoretical and empirical 

support has accumulated in favour of TAM compared with 

alternative models such as the Theory of Reasoned Action 

(TRA) and the Theory of Planned Behaviour. 

 

Perceived Usefulness (PU) is defined as the users’ 

subjective probability that using a certain application 

system will increase his or her job performance [19] . 

 

IT Training 

IT training in the use of CI is regarded as an important factor 

for adoption and use of Competitive Intelligence. An 

information system user’s satisfaction can be measured by 

some attributes of the system. The reality of the CI function in 

the South African organisational structure still holds a 

demoted position [1]. Individuals who developed this function 

now view it as a “back-room” activity. The overwhelming 

result is that there are skills inequalities between what skills 

respondents view as crucial and those that rated highest in 

their self-evaluation. Skills identified as most important 

include, among others, networking, research skills and 

analytical abilities   
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According to [12]  listed the generally accepted skills put 

together by practising CI professionals; Traits – creativity, 

persistence, written and oral communication skills, analytical 

ability, understanding of scientific methodology, independent 

learning skills and business understanding. Teachable skills – 

strategic thinking, business terminology, market research 

presentation skills, knowledge of primary information sources 

and research methods, enhancement of journalistic 

interviewing, analytical abilities. Professional experience – 

knowledge of corporate power structures and decision-making 

processes, industry knowledge, enhancement of primary 

research skills. 

 

 Competitive Intelligence Tools and knowledge 

Management  

According to [25], Knowledge Management (KM) is 

concerned with the exploitation and development of the 

knowledge assets of an organization with a view to furthering 

the organisation’s objectives. A study conducted by [14] he 

suggested that the concept of Knowledge Management is 

maturing to the point where different strands are being 

identified. In the study conducted by [26] added that KM is 

the capturing, filing and categorization of the information and 

Competitive Intelligence the focusing, analysing and 

auctioning of data. Without knowledge Management one 

could not do Competitive Intelligence as it requires access to 

information. Knowledge of Information Technology is also a 

prerequisite for natural implementation of the concept of 

Competitive Intelligence [27]. They concluded that a suitable 

equation of the technological dimension in a firm presupposes 

the existence of a critical internal mass, particularly in terms 

of qualifications and competences. Knowing how to add value 

to information in order to obtain a competitive advantage is 

the real key factor for implementing a CI process. 

 

The SWOT 

SWOT refers to a structured planning method used to evaluate 

the strengths, Weakness, Opportunities, and Threats involved 

in a business venture. The value of this modified SWOT 

analysis in the evaluation of current tools and techniques lies in 

the identification of where they are best applied, and the 

understanding of their limitations [7]. The need to 

systematically acquire and analyse intelligence from internal 

and external business environment is seen as a crucial element 

in making effective business decisions.  The SWOT analysis 

framework is quite commonly used to evaluate a company – 

where Strengths and Weaknesses are “internal” evaluations of 

the company’s competencies, whereas Opportunities and 

Threats are “external” evaluations about the industry or market 

within which the company does business [7]. Thus, to apply the 

traditional SWOT framework to analyse tools and techniques, 

the traditional questions for each quadrant have been adjusted 

accordingly. 

 

 

 

 

Political, Economic, Social and Technological Factors  

(PEST)  
Environments pose important constraints and contingencies 

for organisations, and their competitiveness depends on their 

ability to monitor and adapt their strategies based on 

information acquired through Competitive Intelligence 

activities [28]. The most used tools include PEST analysis, 

scenario analysis [29]. Environmental uncertainty increases 

information processing need as managers must identify 

opportunities and threats, and implement necessary strategies 

and structural adaptations [30]. CI contributes by providing 

analysis and understanding of the company’s external 

environment [1].  In order to create and maintain a market 

advantage, firms must monitor a vast array of factors about 

competitor activities, which include all aspects of the business 

[29].  

 

Benchmarking 
The concept of benchmarking is not new, as companies have 

used it for many years. It is used to measure performance 

using specific indicators cost per unit of measure which 

usually uses quality time and cost. Benchmarking can be 

referred to as a measurement of the quality of an 

organisation’s policies, products, programs, strategies, etc. and 

their comparison with standard measurements. CI recognises 

that information on companies is only valid if information on 

the environment is also collected [14]. This may relate to the 

general economic situation, to trends in the particular industry 

or geographic area, to changes in legislation or to 

developments in technology. This is where CI gains over 

benchmarking: benchmarking simply uses information on 

competitor performance; it fails to identify environmental 

factors that may have significantly affected that performance 

[14].  

 

Research conducted by [31], stated that, two functions are 

involved when benchmarking. It covers areas where extent 

factors that deal with setting goals by using objectives to 

extend valve and secondly tear learning from offers. The study 

[31] also argued that benchmarking does not replace strategic 

planning but it supports it. Therefore benchmarking can be 

used to research any company that produces similar products 

and services. The process of benchmarking involves different 

ways to practice it and many organisations have their own way 

of benchmarking that suits their need. However, [31]  

identifies the benchmarking processes as follows: 

• Deciding on the scope of word by identifying 

what to benchmark 

• Planning the benchmarking process 

• Understanding your own SWOT analysis 

• Research your competitors to understand how 

they perform 

• Learning from date to quantity performance 

gaps and identity which parties that might be 

particularly useful to performance 
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Furthermore researchers have identified that benchmarking 

can be divided into two categories, competitive benchmarking 

and process benchmarking. Competitive benchmarking 

measures performance of the organisation against competitors, 

it relies on a set of predetermined performance entries. Process 

benchmarking measures the performance of the process and 

overall functioning of the organisation that leads in these 

processes. The oval purpose of benchmarking is to provide 

realistic goals to improve the various processes within 

organisations. The results should be to improve 

competitiveness position of the organisation. 

 

Entrepreneurial Competencies improving firm Performance 
Entrepreneurial competencies can be defined as individual; 

characteristics that include both attitudes and behaviours 

which enable entrepreneur to achieve and maintain business 

success. The competitive scope of SME’s lies firmly within 

the entrepreneur’s opportunity, relationship, conceptual, 

organizing, and strategic and commitment competencies. The 

entrepreneur’s experience, education, and training can be seen 

as the antecedents of entrepreneurial competencies. More 

importantly, for an SME’s, the process of achieving 

competitiveness is strongly influenced by the key players of 

competencies [32]. The significance of inspecting the 

environment has been associated to the performance and 

growth of the firm. It helps in dealing with information and 

strategic decision-making, which ultimately leads the 

organisation to grab more market share [18]. Non-satisfactory 

competitive practices lead to insufficient market value [18]. 

The competitive scope of an SME’s lies firmly within the 

entrepreneur’s opportunity, relationship, conceptual, 

organizing, and strategic and commitment competencies. 

 

9. RESEARCH METHODOLOGY  
 

In this section the research design is described with emphasis 

on the research strategy, and data collection method as well as 

the research approach. The study followed a quantitative 

approach where a case study was employed. The case study 

was an appropriate strategy in the reported study and focused 

on five SME’s in the Telecommunications industry, based in 

Gauteng Province. For the purpose of the study, these SME’s 

were given simulated names. To gather the primary empirical 

data, quantitative survey questionnaires were used for the 

study. All statistical analyses were performed by using 

structural equation modelling with the Statistical Package for 

the Social Sciences (SPSS) version 14.0. Underpinning this 

research, two models were applied; an adaptation of the 

modified technology acceptance model (TAM) in combination 

with the Perceived ease of use Model (PEOU) to investigate 

the factor improving firm performance on competitive 

intelligence to SMEs in the context of South Africa. 

 

 

 

10.   SUMMARY OF THE FINDINGS, AND  

         CONCLUSION  
The purpose of this study is to present the analysis of the 

collected data as well as the findings in keeping with the aims 

and objectives of this research.  The first part of the section 

presents a tabulation of the demographic characteristics of the 

sample of the subjects surveyed. The second part presents the 

Descriptive Analysis and Data Analysis in relation to the 

responses of the subjects. This is followed by an analysis of 

the patterns of data for each research hypothesis by using a 

range of inferential techniques.  All statistical analyses were 

performed by using   structural equation modelling with the 

Statistical Package for the Social Sciences (SPSS) version 

14.0. 

 

The Table below represents Descriptive Statistics analysis: Table 1 

 

Coefficients 

Model Unstandardized Coefficients Standardized 

Coefficients 

T Sig. Colinearity Statistics 

B Std. Error Beta Tolerance VIF 

 

(Constant) 1.189 1.316  .903 .368   

PEOU .241 .058 .281 4.197 .000 .719 1.391 

ITtraining -.228 .056 -.303 -4.091 .000 .590 1.695 

Knowledge 

Management 

.039 .065 .045 .598 .550 .580 1.724 

SWOT .131 .032 .311 4.135 .000 .572 1.748 

PEST .224 .035 .420 6.323 .000 .734 1.363 

Explanation: The highlighted variables above are all significant at 0.05; level except for the Knowledge Management. 

 

Correlations 
Before one undertakes Regression Analysis, it is always necessary to undertake a Correlation Analysis between the independent 

and the dependent variables in order to check for multicollinearity (high correlation between the variables). High 

multicollinearity may result in findings being confounded. The formula used is as provided below:  
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Table 2: showing Correlations 

Correlations 

 ITE PEOU IT 

training 

Knowledge 

Management 

SWOT PEST CI 

Utilisation 

ITE 

Pearson 

Correlation 

1 .263** .262** .274** .554** .255** .547** 

Sig. (2-tailed)  .001 .001 .000 .000 .001 .000 

N 165 165 164 164 164 164 164 

PEOU 

Pearson 

Correlation 

.263** 1 .374** .440** .453** .348** .475** 

Sig. (2-tailed) .001  .000 .000 .000 .000 .000 

N 165 165 164 164 164 164 164 

IT training 

Pearson 

Correlation 

.262** .374** 1 .568** .516** .397** .155* 

Sig. (2-tailed) .001 .000  .000 .000 .000 .048 

N 164 164 164 164 164 164 164 

Knowledge 

Management 

Pearson 

Correlation 

.274** .440** .568** 1 .517** .338** .299** 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 

N 164 164 164 164 164 164 164 

SWOT 

Pearson 

Correlation 

.554** .453** .516** .517** 1 .467** .501** 

Sig. (2-tailed) .000 .000 .000 .000  .000 .000 

N 164 164 164 164 164 164 164 

PEST 

Pearson 

Correlation 

.255** .348** .397** .338** .467** 1 .558** 

Sig. (2-tailed) .001 .000 .000 .000 .000  .000 

N 164 164 164 164 164 164 164 

CI Utilisation 

Pearson 

Correlation 

.547** .475** .155* .299** .501** .558** 1 

Sig. (2-tailed) .000 .000 .048 .000 .000 .000  

N 164 164 164 164 164 164 164 

 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

 

Regression Analysis 
The purpose of the research is to demonstrate that Perceived Ease Of Use and Perceived Usefulness are the most important 

factors that explain the utility of Competitive Intelligence (CI). The best test to model the above relationship is the regression 

analysis where CI is specified as the criterion or dependent (Y) variable and PEU and PU are modelled as independent or 

predictor variables (X). 
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The formula utilised is presented as below:  
  

 
 

Where yi is the dependent variable, β are the coefficients and xi is the independent variables. 

 

Based on the Regression Analysis, the results are as follows:- 

 

Table 3: showing  CI Regression 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 486.963 5 97.393 30.316 .000b 

Residual 507.592 158 3.213   

Total 994.555 163    

The results show that the regression model is significant, implying that x predicts y. The highlighted variables below are all 

significant at 0.05 level except for the knowledge management variable. 

 

Table 4: showing Regression  

Descriptive Statistics 

 Mean Std. Deviation N 

CI Utilisation 11.6646 2.47013 164 

PEOU 18.8049 2.87975 164 

IT training 22.9634 3.27641 164 

Knowledge Management 23.3720 2.82876 164 

SWOT 34.5549 5.83858 164 

PEST 25.5610 4.62747 164 

As a measure of association, Regression Analysis is utilised to ascertain the degree of Association between variables. That is, it is 

about knowing if a high level of one variable tends to be associated with (or goes with) a high or low level of another variable. 

 

Table 5: showing variables entered 

Variables Entered/Removeda 

Model Variables Entered Variables Removed Method 

1 

PEST, Knowledge Management, 

PEOU, IT training, SWOTb 

. Enter 

 

(a) Dependent variable: C I utilisation (b) all requested variable entered  

 

Findings: From the results above, the PEST and SWOT are the CI tools that are needed for improving firm performance to 

enhance competitive advantage. Knowledge Management and Benchmarking are removed because they do not have correlation 

with other variables of firm performance to enhance competitive advantage. Based on the findings, the results proved that 

(PEOU), PU and IT Training are the technological factors that enhance the usage of CI tools for competitive advantage in the 

SMEs. The prime sampling method utilised in this research was convenient sampling or cohort analysis. This method was 

selected on the basis that it would ensure greater homogeneity of the respondents surveyed.  It was important to ascertain how 

successful this exercise has been. To this end, Descriptive Statistics was used to present the frequency distributions of subjects’ 

responses. A summary is presented in the chart below:  
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Figure 6 Utility of Competitive Intelligence 
 

The above summarizes the responses, when participants were asked about their firm performance use of competitive intelligence 

to improve their work. 

 

 
Table 7 shows the competitive intelligence tools 

 

 

The above summarizes the perception of participants on how they adopt and adapts to the systems of competitive intelligence to 

enhance firm performance. 
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Figure 8 showing technology tools 

 

 

The above summarizes the firm performance by using of technology aspect tools to enhance competitive intelligence, to improve 

and protection of organization information. 

 

Internal Comparison Reliability 

 
Internal Comparison Reliability referred to as Internal Consistency is said to exist when the scores on several questions, all 

of which were designed to measure a characteristic or construct such as utilization of Competitive Intelligence (CI) are all 

highly correlated. A Cronbach Alpha test was undertaken to achieve this in the first instance, and the following results bear 

this out. Normally, a Cronbach alpha score greater or equal to 0.70 is regarded as an acceptable level for indicating internal 

consistency. This allows a researcher to calculate a composite score on a construct such as utilization of Competitive 

Intelligence (CI). The formula normally used for a cronbach’s alpha measure is presented as follows:- 

 

 

where  is the variance of the observed total test scores, and  is the variance of component i for the current sample 

of persons.  

 

 

11. TECHNOLOGICAL FACTORS 
 

Result of Cronbach”s Alpha 

cronbach's Alpha N of Items 

.850 6 

 

In addition to the Descriptive Statistics (such as frequency distributions etc) several inferential statics were conducted in a bid to 

determine the significance of the relation between Competitive Intelligence (CI) and other variables (eg Technological and PEST 

factors), that together result in enhanced competitive advantage in Small and Medium Enterprises. These statistics were 

essentially measures of Association between the predictor and criterion variables. The most important of these was Regression 

Analysis. From the findings, it was established that technological factors, PEOU and P U are the most important factors that 

explain the utility of Competitive Intelligence (CI). It is hypothesised that environmental factors could have a negative impact on 

a firm’s performance. However, based on the findings the results have only proven that (PEOU), PU and IT Training are the 

technological factors that enhance the usage of SWOT and PEST to enhance competitive advantage in SME’s. These explain the 

new framework for utilisation of CI tools in SME’s. 
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12. SUMMARY 
 

In the summary, the analysis suggests that (PEOU) and (PU) 

are the most important factors that explain the benefit of firm 

performance of SWOT and PEST for competitive advantage 

in SMEs. The results also indicated that IT Training, SWOT 

and PEST are also significant explanatory factors of 

Competitive Intelligence (CI) in the context of SMEs. 

However, KM and Benchmarking were found to be non-

correlative. These findings are important particularly in 

relation to the purpose and propositions of this research. 

 

13. CONCLUSION  
 

Enterprises in South Africa need more information-handling 

skills, to perform a sustainable business survival, if they would 

like to participate in a successful rapidly changing world 

economic growth. Business Survival must acquire the skills, in 

term of  business innovations, technology and flexibility 

associated with intelligence. Informal monitoring of 

competitive developments is no longer sufficient to ensure 

timely warning of competitors’ moves or the opening of new 

opportunities. Increasingly, trade performance will depend on 

the quality of a country’s coordinated intelligence capabilities. 

Effective CI can give South African enterprises many strategic 

advantages. Commercial success will be more and more 

dependent on having the best intelligence systems and 

resources that means proper intelligence management. Changes 

in patterns of access to and utilization of intelligence, 

knowledge and information are taking place daily in 

industrialized countries and there are many ways of responding 

to the intelligence challenge. It is therefore paramount that 

South African manufacturing enterprises should take 

cognizance of developments in other countries so as to keep up 

with current developments. 

  

14. RECOMMENDATION 
 

From this study, recommendations that can be drawn are that 

for SMEs to survive beyond the five year mark, technological 

tools such as PEOU, and PU are most important factors that 

explain the firm performance of SWOT and PEST which are 

found to be the best constructs for a new framework for the 

utilisation of CI tools in SMEs. 

 

Suggestion for Future Works 
Based on the suggestion for future work by the researchers, 

they observed that, there is still a dearth on the study on process 

of adoption, challenges facing on the adoption, and 

acceptability of the adoption, therefore it is open for further 

studies. This will help us to evaluate the impact of these 

systems in various services. However the suggestion for the 

future work will also shed light on software application usage 

in different organisation on the ease of job performance, skill 

generation and the professional improvement and productivity 

as a whole. 

 

Acknowledgement  
The authors would like to acknowledge Tshwane University of 

Technology for providing funding and required resources to 

complete this work. It would have been impossible to complete 

this effort without their continuous support. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Vol 8. No. 3(2), October 2015         ISSN 

2006-1781 

African Journal of Computing & ICT 

      
© 2016 Afr J Comp & ICT – All Rights Reserved 

www.ajocict.net   

 

 

                  

66 

 

 

REFERENCES  
 

[1] Strauss and D. T. A.S.A, "Competitive intelligence 

skills needed to enhance South Africa’s 

competitiveness," Aslib Proceedings: New 

Information Perspectives vol. Vol. 62, No. 3, pp. 302-

320, 2010. 

[2] P. Dishman and J. Calof, "Competitive intelligence: 

A multiphasic precedent to marketing strategy," 

European Journal of Marketing 42(7/8), 766–

785.[Online]. Available at: 

http://dx.doi.org/10.1108/03090560810877141., vol. 

Accessed 23/11/2013, 2008. 

[3] A. T. P. M. HORNE, " Implementing Competitive 

Intelligence In A Non Profit Environment, 

Competitive Intelligence Magazine.," vol. Vol   7 (1), 

pp. pp. 33-36, (2004). 

[4] W.M. TYSON, "The Complete Guide to Competitive 

Intelligence. 2nd ed. Chicago: Leading Edge Pub," 

2002. 

[5] D. P. JOHNS, "Competitive In Service Marketing: A 

New Approach with Practical Application.  ," 

Marketing Intelligence and Planning,Vol 28 (5), 

pp.551-570, 2010. 

[6] A.S.A DU TOIT, "Competitive Intelligence in the 

knowledge economy: what is in it for South African 

manufacturing enterprises," International Journal of 

Information Management, vol. Vol 23, pp. 111-120, 

2003  

[7] R. BOSE, "Competitive Intelligence in support of 

strategic training and learning," South African 

Journal of Information Management, vol. Vol 10 (3),, 

pp. 1-6, 2008. 

[8] P. V. D. TUSTIN, "The availability and use of 

competitive and business intelligence in South 

African business organisations. Southern African 

business review," vol. Vol 13 (2), 2009. 

[9] N. SOLOMON, "Business Intelligence 

Communications of the Association for Information 

Systems Vol 13, pp. 177-195, 2004. 

[10] S. W. CALOF, "The quest for competitive, business 

and marketing intelligence: A country comparison of 

current practices: European journal of marketing.Vol 

40, pp. 453-465 2006. 

[11] L. T. TUAN, "Corporate social responsibility, upward 

influence behavior, team processes and Competitive 

Intelligence Team Performance Management,"  Vol. 

19, pp. 1/2, pp. 6-33, 2013. 

 

 

 

 

 

 

 

 

 

 

 

[12] M. MULLER, " Beyond Competitive Intelligence 

Innovation and Competitive Strategy," South African 

Journal of Information Management,, vol. vol. 7, pp. 

(1). 56-89, 2005 

[13] .MADNMLAD. MEDEIROS, "A model for 

analysing the competitive strategy of health plan 

insurers using a system of competitive intelligence," 

The TQM Magazine, vol. Vol. 19,  pp. 206-216, 

2007. 

[14] D. WHITE, "Competitive intelligence. Work 

Research.," vol. Volume 47, pp.  248–250, 1998. 

[15] J. P. ANDREA SAAYMAN, PATRICK DE 

PELSMACKER, WILMA VIVIERS, LUDO 

CUYVERS, MARIE-LUCE MULLER AND MARC 

JEGERS "Competitive intelligence: construct 

exploration, validation and equivalence." Aslib 

Proceedings: New Information Perspectives, vol. Vol. 

60, pp. 383-411, 2008. 

[16] A. J. B. A. KURT, "A Critique of the Strategic 

Competitive Intelligence Process within a Global 

Energy Multinational," Journal of Problems and 

Perspectives in Management vol. Vol. 4 (2),, pp.86-

99, 2006. 

[17] H. DOLLATABADY R, GHANDEHARI, 

FARZANEH AND AMIRI, FARHAM " Analyzing 

the impact of Competitive Intelligence on innovation 

at scientific research centers In Isfahan science and 

technology town. Interdisciplinary Journal Of 

Contemporary Research In Business, 2011. 

[18] M. NOOR-UL-AIN, AMBER JAMI. , "Role of 

Competitive Intelligence in Multinational 

Companies," International Journal of Emerg.Science 

vol. Vol 3 (2),, pp. 171-181, 2013. 

[19] A. P. R. W. F. D. DAVIS; BAGOZZI, "User 

acceptance of computer technology: a comparison of 

two theoretical models. Management Science, Ann 

Arbor," vol. (MI), v.35, n.8, pp. pp.982-1003, 1989. 

[20] M. T, LAU, AND K. CHAN,, "The Competitiveness 

of Small and Medium Enterprises: A 

Conceptualization with Focus on Entrepreneurial 

Competencies," Journal of Business Venturing, vol. 

Vol.  17 (2), pp. pp.123–142, 2002. 

[21] A.M. LEE, T, "“Linking knowledge management and 

innovation management ine-business," International 

Journal of Innovation and Learning, vol. Vol. 4 No. 2, 

pp. pp. 59-125 2007. 

 

 

 

 

 

 

 

 

 



Vol 8. No. 3(2), October 2015         ISSN 

2006-1781 

African Journal of Computing & ICT 

      
© 2016 Afr J Comp & ICT – All Rights Reserved 

www.ajocict.net   

 

 

                  

67 

 

 

 

[22] M. S.H., S.H., "Competitive Intelligence – An 

Overview, Society of Competitive Intelligence 

Professionals, Alexandria, VA, available at: 

www.scip.org/2_overview.php.," 2001. 

[23] F.D. DAVIS, "Perceived usefulness, perceived ease 

of use and user acceptance of information technology 

MIS Quart," vol. vol 11, pp. pp 45 (7) 319-339, 1989. 

[24] A. M. M. A. Dillon, M. , "User acceptance of new 

information technology: theories and models. In M. 

Williams (ed.)," Annual Review of Information 

Science and Technology, vol. Vol. 31, Medford NJ: 

Information Today, 3-32. 1996. 

[25]  P. T. DAVENPORT, "Working Knowledge: 

Managing What Your Organisation Knows, Harvard 

Business School Press, Boston, MA 1998. 

[26] H. T, "The Contribution of Small- and Medium-Sized 

Practices (SMPs) to the South African Economy and 

the Challenges They Face. [Online]. ," Available at: 

http://www.saipa.co.za/articles/229902/contribution-

small and-medium-sized-practices-smps-south-

african-economy and-challen. , vol. Access date: 

03/04/2014, 2012. 

[27] A. M. M. FRANCO, & J.R, SILVA, Competitive 

intelligence: a research model tested on Portuguese 

firms. Business process management journal,  17 (2), 

332-356., "Competitive intelligence: a research model 

tested on Portuguese firms.," Business process 

management journal,, vol. Vol 7 (2),, pp. 332-356., 

2011. 

[28] W. NASRI, "Competitive Intelligence in Tunisia 

companies," Journal of Enterprise information 

Management,, vol. Vol 24(1), pp.:53-67, 2011. 

[29] L. GATSORIS, Competitive Intelligence in Greek 

furniture retailing: a qualitative approach. Journal of 

Business Venturing, vol. Vol (7)  3, pp. 224 

[30] M. J CULNAN, "“Environmental scanning: the 

effects of task complexity and source accessibility on 

information gathering behaviour”, Decision 

Sciences," vol. Vol. 14 No. 2,, pp. pp. 194-206.1983,. 

[31] R. J. Boxwell, "Benchmarking for Competitive 

Advantage," Published by McGraw-Hill Professional 

Publishing, 1994. 

[32] A. T. P. M. HORNE, "Implementing Competitive 

Intelligence In A Non Profit Environment, 

Competitive Intelligence Magazine," Vol 7 (1), , pp. 

pp. 33-36, 2004 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Vol 8. No. 3(2), October 2015         ISSN 

2006-1781 

African Journal of Computing & ICT 

      
© 2016 Afr J Comp & ICT – All Rights Reserved 

www.ajocict.net   

 

 

                  

68 

 

 

Authors’ Biographies  

 

 

  

Lynette Magasa has over 15 

years’ working experience in the 

engineering and information 

technology sector under 

Boniswa Corporate Solutions as 

a CEO. She was awarded Top 

Performing Business Woman of 

the Year at the 11th Annual 

Business Awards 2013. In 2014 

she was also awarded as Top 

Black Female Leader of the 

Year and Fast Growth Black-owned SMME Awards at the 

13th Annual Oliver Empowerment Awards and 2015 she was 

awarded Top empowered achiever of the year (2015). Her 

passion for the sector and her belief in the strategic objective 

behind the foundation of her company. Juggling being an 

entrepreneur, mother, and being a  student does not faze 

Magasa she is also armed with Diploma Logistics from 

Tshwane university, B_Tech in Information Technology, 

Masters Programme administration ( MAP) Wits university  , 

M tech degree at Tshwane University of Technology (TUT) 

and currently busy with her MBA with Regenesys Business 

School. 

 

 
 Oluwaseun J Awosejo is a 

postgraduate student of the department 

management science at Tshwane 

University of Technology, South 

Africa. He is a part-time lecturer at 

Tshwane University of Technology 

University (TUT). He has published 

and presented in several international 

journals and conferences. He is presently pursing his PhD. He 

is a member of Institute of Information Technology 

Professionals of South Africa and is also a member of the 

Southern Africa Business Accountants. His research interests 

focuses on security and threat.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Professor Zeleke Worku is an 

employee of Tshwane University of 

Technology (TUT) Business School 

in Pretoria, South Africa. He holds a 

Ph.D. in statistics (University of the 

Orange Free State in Bloemfontein, 

South Africa) and a second Ph.D. in 

sociology (Aalborg University, 

Denmark). Professor Worku’s key 

research interests are in small 

businesses, project management, service delivery, 

econometrics, monitoring and evaluation, statistical data 

mining, biostatistics, epidemiology and public health. Before 

he joined TUT Business School, Professor Worku has worked 

at the University of Natal in Durban (1998 to 1999), Vista 

University in Pretoria (2000), University of Pretoria (2001 to 

2007), and University of South Africa (2008 to 2009). 

Professor Worku lives and works in Pretoria with his wife and 

two children.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


