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ABSTRACT 

 

In the ever-evolving realm of modern business competition, organizations 
increasingly turn to competitive intelligence (CI) as a means to secure strategic 
advantages. Traditional CI methodologies often entail labor-intensive manual 
processes, consuming valuable time and resources. However, the advent of artificial 
intelligence (AI) technologies introduces innovative pathways for bolstering CI 
practices. This piece delves into the fusion of AI and CI, emphasizing AI-driven 
strategies' potential in pinpointing avenues for growth. Through cutting-edge data 
analytics, machine learning algorithms, and natural language processing (NLP) 
techniques, AI equips businesses to efficiently gather, analyze, and interpret vast 
datasets sourced from various channels, facilitating more informed decision-making 
processes. Harnessing AI within CI frameworks enables organizations to unearth 
invaluable insights into market dynamics, competitor maneuvers, and consumer 
preferences, thus strategically positioning themselves for expansion endeavors. This 
article delves into diverse AI-driven CI methodologies and examines their application 
in identifying and capitalizing on growth opportunities amidst today's dynamic 
commercial landscape. 
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INTRODUCTION 

 

In today's fast-paced world of technology and global competition, businesses 
everywhere are realizing how crucial competitive intelligence (CI) is for staying 
ahead. CI involves gathering, analyzing, and sharing information about competitors, 
market trends, and industry changes to make better strategic decisions. Traditionally, 
CI relied on manual methods like researching public sources, surveys, and industry 
reports. While these methods are helpful, they often have drawbacks like taking too 
much time, overwhelming amounts of data, and biases from people involved 
(Bernhardt, 1993). 

The era in which companies could ignore their environment and base their 
strategic planning solely on the analysis of their own strengths and weaknesses is 
over. Companies are now exposed to an increasing number of external influences in 
more complex markets. This is partly due to globalization, technological 
advancement, changing customer preferences, and increasing competitive intensity. 
The growing information overload makes it difficult to distinguish important 
information from unimportant information (Cekuls, 2022). 

To adapt to these changing conditions, companies must undergo a continuous 
evolution process. This implies the need for shortened analysis and decision-making 
processes while thinking and acting in a networked and future-oriented manner. 
Comprehensive early detection is necessary to achieve this. With its help, changes in 
the environment and associated opportunities and risks for the company can be 
identified, represented, utilized, or averted in a timely manner (Tchuente & Haddadi, 
2023). 

CI plays a significant role here. Originating from the United States, CI is an 
advanced approach to competitor analysis. CI is understood as a systematic and 
continuous process of information gathering, analysis, and evaluation of competition. 
One definition states CI is an analytical process that transforms data about 
competitors, industry participants, markets, and the company itself into applicable 
knowledge about current and future positioning, behavior/intentions, and performance 
(Michaeli, 2005; Martins et al., 2023). 

One of the tasks of CI is to collect data and information about the global 
environment and competitors. To create a complete picture from numerous individual 
pieces of information, this data must be transformed into applicable, tailored 
knowledge. This knowledge supports decision-making in the company's operational 
and strategic decisions (Taranu, 2023). 

 

COMPETITIVE INTELLIGENCE PROCESS 

 

The tasks are solved using a six-stage process. The starting point of the CI 
process is the management's needs and desires for information that will contribute to 
the decision-making of possible strategies. The CI process is based on the Society of 
Competitive Intelligence Professionals (SCIP, 2021). 
 
Project planning 

 

Project planning involves managing CI activities, from identifying the 
necessary data to defining the approach to knowledge generation. At the beginning of 
this phase, specific requirements for data collection must be established. It needs to be 
clarified which information (market situations and developments, competitors, etc.) is 
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needed, when and why. It is also essential to find out which information already exists 
in the company and how it will be used later (Guedri, 2023). 

 
Data Collection  

 

Data Collection involves gathering all competition-relevant data, which is 
primarily general in nature and publicly accessible. This ranges from print media of 
competitors, press releases, and surveys to detailed investigations of competitors' 
products and activities. Market research methods are utilized in data collection 
(Ismael, 2022). 

 
Data Analysis and Preparation 

 

In this phase, the relevant and reliable information for the company must be 
filtered, prepared, and presented clearly and comprehensibly for the company's 
decision-makers from the mass of data collected. Companies can use various analysis 
methods such as SWOT analysis, benchmarking, competitor profiling, financial 
analysis, technology evaluation, scenario techniques, and "war-gaming." This way, 
knowledge is generated from the condensed information, forming the basis for 
strategic or operational planning (Moboglu, 2022). 

 
Reporting 

 

This knowledge must be communicated to decision-makers (board, 
departments, and their heads). This can be done through CI staff positions that report 
directly to the board or are integrated into marketing, market research, or a separate 
CI department (Stenin et al., 2022). 

 
Decision Making 

 

The goal of this phase is to make a decision regarding future company 
activities. The knowledge advantage over competitors can be used to improve 
performance, gain competitive advantages, and increase market position (Alrashedi, 
2023). 

 
Implementation 

 

The decisions regarding operational and strategic approaches must be 
implemented in the last step (Bartuś, 2023; Olszak, 2023). The terms CI and industrial 
espionage are controversially discussed in practice, as their transitions are fluid. 
While CI, in the narrower sense (green CI), exclusively uses legal and ethically 
correct methods of data collection, industrial espionage is considered its illegal form. 
Green CI exclusively utilizes published, non-secret sources (e.g., quarterly reports, 
company brochures, press releases, publications, and presentations at trade fairs, 
websites, purchasing competitor products, etc.) (Taherdoost & Madanchian, 2023). 

Some "black sheep" operate in ethical gray areas (yellow CI). For example, the 
respondent is not informed that the questioner belongs to a competitor company when 
gathering information at a trade fair. Yellow CI also includes exploiting legal 
situations (what is legal in one country may not be legal in another). It is also 
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considered unscrupulous to question partners under false pretenses if they 
simultaneously carry competitor products (Zaidan et al., 2022). 

Red CI employs criminal espionage activities, such as breaking into or 
hacking into external networks and computers. An example from the United States 
includes "dumpster diving" on competitors' premises (Pfaff, 2005; Lux & Peske, 
2013; Schaer et al., 2022). 

 

METHODOLOGY AND THEORETICAL FOUNDATION FOR THE AI IN 

THE CI  

 

The advent of AI has revolutionized the field of CI by offering powerful tools 
and techniques to augment and streamline traditional approaches (Bergeron & Hiller, 
2002). AI encompasses a range of technologies, including machine learning, NLP, 
and data analytics, which enable computers to mimic human-like intelligence and 
perform tasks such as pattern recognition, language understanding, and predictive 
modeling. By harnessing the capabilities of AI, organizations can enhance their CI 
processes, enabling faster and more accurate decision-making in a dynamic and 
competitive business landscape (De las Heras-Rosas & Herrera, 2021; Maune, 2014). 

 
AI-Driven Competitive Intelligence 

 

AI-driven CI involves the application of AI technologies to collect, analyze, 
and interpret data relevant to competitive dynamics (Hoffman & Freyn, 2019, pp. 
275-289). These technologies enable organizations to sift through vast amounts of 
structured and unstructured data from diverse sources, including social media, news 
articles, financial reports, and online forums, to extract actionable insights. Key AI-
driven approaches to CI include: 

 
Data Mining and Text Analytics 

 
AI-powered data mining techniques, while adept at identifying patterns and 

trends from vast datasets, introduce challenges regarding data privacy and ethics in 
CI. Leveraging NLP algorithms to extract insights from unstructured textual data 
raises concerns about data privacy, particularly in the era of ubiquitous data 
collection. These concerns are compounded by challenges related to data quality, 
accuracy, and reliability, including issues such as data bias and security 
vulnerabilities. To address these challenges, organizations must implement robust 
data governance frameworks and quality assurance measures to ensure the 
trustworthiness of CI insights. Moreover, ethical considerations surrounding the 
responsible use of data and AI technologies require adherence to principles such as 
transparency, fairness, and accountability. By addressing these concerns, 
organizations can harness the power of AI for CI while upholding ethical standards 
and safeguarding data privacy rights. 

 
Data Privacy Regulations and Compliance 

 

Navigating the complicated world of data protection laws and making sure that 
changing regulatory frameworks are followed are two of the main obstacles to using 
AI for CI. Organizations must adhere to stringent regulations on the gathering, 
storing, and processing of personal data, such as the California Consumer Privacy Act 
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(CCPA) and the General Data Protection Regulation (GDPR) in the European Union. 
Serious consequences, such as substantial fines and reputational harm, may follow 
violations of these restrictions. For organizations engaging in AI-driven CI, 
compliance with data privacy regulations is non-negotiable. It necessitates the 
implementation of robust data governance frameworks, including data anonymization, 
encryption, and access controls, to safeguard sensitive information and protect 
individual privacy rights. Moreover, organizations must establish clear policies and 
procedures for obtaining consent from individuals when collecting and utilizing their 
data for CI purposes. By prioritizing data privacy and compliance, organizations can 
build trust with customers, regulators, and stakeholders, thereby mitigating legal risks 
and preserving their reputation (Desouza, 2001).  

 
Ethical Considerations in AI-Driven CI 

 
In the field of AI-driven CI, ethical issues are significant since companies 

must address issues of responsibility, transparency, and justice while utilizing AI 
technologies. Significant ethical issues are raised by the opaque nature of AI 
algorithms and the possibility of algorithmic biases, which raises worries about 
discrimination, manipulation, and unforeseen repercussions (Johnson, 2005). 

Addressing these ethical concerns requires a concerted effort to embed ethical 
principles and values into the design, development, and deployment of AI systems for 
CI. Organizations must prioritize transparency and explainability, ensuring that AI 
algorithms are interpretable and accountable for their decisions. Techniques such as 
algorithmic auditing and bias mitigation can help identify and rectify biases in AI 
models, promoting fairness and equity in CI practices (Collins & Schultz, 1996). 

Furthermore, organizations must adopt a human-centered approach to AI, 
placing human oversight and judgment at the forefront of decision-making processes. 
While AI can augment human intelligence and efficiency in CI tasks, it should not 
replace human judgment entirely. Human experts play a critical role in 
contextualizing AI-generated insights, interpreting nuanced information, and making 
ethical judgments in complex situations (Treviño & Weaver, 1997).  

 
Mitigating Risks and Building Trust 

 
Organizations should adopt a proactive and open approach to risk management 

and governance in order to handle the issues arising from data privacy and ethical 
considerations in AI-driven CI. In order to identify potential moral conundrums, data 
privacy concerns, and unforeseen outcomes resulting from the use of AI in CI 
applications, thorough risk assessments must be carried out. 

Moreover, organizations must foster a culture of ethical awareness and 
accountability, empowering employees to raise ethical concerns and participate in 
ethical decision-making processes. Training programs on data ethics and responsible 
AI can equip employees with the knowledge and skills needed to navigate ethical 
challenges in CI practices effectively (Metayer, 1999). 

Building trust with stakeholders is paramount in mitigating risks and fostering 
ethical AI usage in CI. Organizations must communicate openly and transparently 
about their AI practices, including data collection methods, usage policies, and 
privacy safeguards. By demonstrating a commitment to ethical principles and 
responsible AI governance, organizations can engender trust with customers, 
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employees, and the broader community, thereby enhancing their reputation and 
competitive advantage in the market (Krakowski et al., 2023). 

By applying machine learning algorithms to historical data, organizations can 
develop predictive models to forecast future market trends, competitor behavior, and 
consumer preferences. Predictive analytics enables proactive decision-making by 
anticipating changes in the competitive landscape and identifying potential expansion 
opportunities. 

Sentiment analysis utilizes NLP techniques to analyze textual data and 
determine the sentiment or opinion expressed within the content. By monitoring social 
media conversations, customer reviews, and news articles, organizations can gauge 
public perception of their brand, products, and competitors, enabling them to adjust 
their strategies accordingly. 

 
Competitor Tracking and Monitoring 

 

AI-powered tools can continuously monitor competitor activities, such as 
product launches, pricing changes, and marketing campaigns, providing real-time 
updates and alerts to stakeholders. Competitor tracking enables organizations to stay 
informed about industry developments and identify emerging threats and 
opportunities. 

Competitor tracking and monitoring are integral components of CI strategies, 
providing organizations with valuable insights into competitor activities, market 
trends, and emerging threats. This section delves deeper into the significance of 
competitor tracking and monitoring in CI practices and explores advanced AI-driven 
approaches to enhance these capabilities (Luu, 2014).  

In today's hyper-competitive business landscape, staying abreast of competitor 
actions and market dynamics is essential for sustaining competitive advantage and 
driving strategic decision-making (Madden, 2000). Competitor tracking and 
monitoring enable organizations to: 

Spot Market Trends: Organizations can gain important insights about new 
market trends, changes in customer preferences, and disruptive technologies by 
closely observing the actions of their competitors. This allows them to skillfully 
adjust their tactics accordingly. 

Predict Competitive Threats: Organizations can prepare for and implement 
defensive and proactive measures by keeping a close eye on competitor activity. 
Competitive threats can include product introductions, price adjustments, and 
marketing campaigns. 

Benchmark Performance: Comparing key performance indicators (KPIs) 
against competitors allows organizations to assess their relative strengths and 
weaknesses, identify areas for improvement, and benchmark their performance in the 
market (Bulley et al., 2014). 

Identify Collaboration Opportunities: Monitoring competitor partnerships, 
alliances, and acquisitions can uncover potential collaboration opportunities or 
strategic partnerships that could benefit the organization's growth and market 
positioning. 

In essence, competitor tracking and monitoring serve as a foundational pillar 
of CI, providing organizations with actionable intelligence to inform strategic 
decision-making and gain a competitive edge in the market (Tan et al., 2002).  
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RESULTS OF AI-DRIVEN COMPETITOR TRACKING AND MONITORING 

 
AI has transformed competition surveillance and monitoring by allowing 

businesses to use machine learning algorithms, natural language processing (NLP) 
techniques, and advanced data analytics to glean insights from massive volumes of 
data. Important AI-driven methods for keeping tabs on and tracking competitors 
include the following:  

 

Social Media Monitoring: Large volumes of social media data, including as 
posts, comments, and interactions, are analyzed by AI-powered social media 
monitoring tools to track competitor mentions, sentiment patterns, and hot topics. 
Organizations can use sentiment analysis tools to determine how the public views 
their competition and to spot opportunities or hazards related to their reputation. 

 
Web Scraping and Crawling: The process of web scraping and crawling to 

obtain information from online newspapers, industry forums, and rival websites can 
be automated by AI algorithms. Organizations can monitor product attributes, pricing 
policies, and promotional initiatives in real-time by scanning online content and 
collecting pertinent data points. 

 
News and Media Monitoring: AI-driven news and media monitoring tools 

aggregate news articles, press releases, and industry reports from diverse sources, 
enabling organizations to stay informed about competitor announcements, market 
trends, and regulatory developments. Natural language processing algorithms can 
extract key insights and sentiment trends from textual data, providing actionable 
intelligence for strategic decision-making (Chen et al., 2002). 

 
Competitor Intelligence Platforms: Competition profiles, customer 

feedback, and market data are analyzed by AI-powered competition intelligence 
platforms using machine learning algorithms. The result is a strategic 
recommendation and actionable insights for businesses. With the use of these 
platforms' configurable dashboards, real-time alerts, and predictive analytics tools, 
businesses can monitor the moves of rivals and spot new possibilities and risks. 

By harnessing AI-driven approaches to competitor tracking and monitoring, 
organizations can enhance the accuracy, scalability, and timeliness of their CI 
practices, enabling more informed decision-making and proactive responses to 
competitive dynamics (Štefániková & Masàrovà, 2014).  

 
DISCUSSION OVERCOMING CHALLENGES AND MAXIMIZING VALUE  

 
While AI offers significant opportunities for enhancing competitor tracking 

and monitoring, organizations must overcome various challenges to maximize the 
value of AI-driven CI practices: 

Data Quality and Reliability: AI algorithms rely on high-quality data to 
generate accurate insights. Organizations must ensure the integrity, relevance, and 
reliability of data sources used for competitor tracking and monitoring, mitigating 
issues such as data incompleteness, noise, and bias. 

Algorithmic Transparency: Because AI algorithms frequently function as 
"black boxes," it might be difficult to understand the choices and results they produce. 
Prioritizing algorithmic openness and explainability will help organizations enable 
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stakeholders to evaluate the validity and trustworthiness of AI-driven insights by 
understanding how they are generated. 

By addressing these challenges and adopting a strategic approach to AI-driven 
competitor tracking and monitoring, organizations can unlock the full potential of CI 
to drive strategic growth, innovation, and competitive advantage in the market 
(McGonagle & Vella, 2002, p. 35). 

Expanding Opportunities with AI-Driven CI: The integration of AI into CI 
practices opens up new avenues for identifying and capitalizing on expansion 
opportunities. By leveraging AI-driven insights, organizations can: 

Identify Untapped Markets: Beyond surface-level information, AI-powered 
market analysis digs deep into customer demographics, purchasing patterns, and the 
competitive environment to reveal potential hidden in underdeveloped or unexplored 
regions. Organizations can develop focused expansion strategies aimed at gaining 
market share and bolstering their competitive position by finding specialized markets 
with strong growth potential. Additionally, AI algorithms are able to anticipate market 
changes and identify new trends, giving businesses a proactive outlook that helps 
them stay ahead of the curve. Furthermore, firms can maximize revenue potential and 
cultivate consumer loyalty in a variety of market segments by optimizing pricing 
tactics, improving product offers, and personalizing marketing campaigns with the aid 
of AI-driven analysis. 

Optimize Product Development: AI-driven consumer insights enable 
organizations to understand evolving customer preferences and market trends, 
facilitating the development of innovative products and services tailored to meet 
consumer demands. By leveraging predictive analytics and sentiment analysis, 
organizations can anticipate future market needs and align their product development 
efforts accordingly. 

Enhance Competitive Positioning: AI-powered competitor analysis provides 
organizations with a comprehensive understanding of competitor strengths, 
weaknesses, and strategic priorities. By benchmarking against competitors and 
identifying gaps in the market, organizations can differentiate their offerings and 
strengthen their competitive positioning, thereby increasing their market share and 
profitability (Tarraf & Molz, 2006).  

Improve Marketing Effectiveness: AI-driven CI enables organizations to 
optimize their marketing strategies by targeting the right audience with personalized 
messaging and offers. By analyzing consumer behavior, sentiment, and preferences, 
organizations can tailor their marketing campaigns to resonate with target audiences, 
driving higher engagement and conversion rates (Attaway, 1999). 

Ethical Concerns: There are ethical, security, and data privacy issues with 
using AI for CI. In addition to ensuring that sensitive data is not misused or exploited, 
organizations must make sure that they are in compliance with all applicable laws and 
privacy standards. 

Accuracy and Reliability: Because AI algorithms can only be as good as the 
data they are trained on, biases present in the data may cause errors and inaccuracies 
in insights generated by AI. Organizations need to take steps to reduce bias and 
guarantee the correctness of AI-generated intelligence, as well as carefully assess the 
caliber and dependability of their data sources (Liebowitz, 2006). 

Integration and Adoption: Integrating AI into existing CI processes requires 
organizational buy-in, technical expertise, and investment in infrastructure and 
training. Organizations must overcome barriers to adoption, such as resistance to 
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change, lack of expertise, and legacy systems, to fully realize the potential benefits of 
AI-driven CI (García-Madurga & Esteban-Navarro, 2020).  

 
CONCLUSIONS 

 

In summary, the combination of AI and CI gives businesses unmatched 
opportunities to succeed in the competitive commercial world of today. Utilizing AI-
driven insights enables businesses to find hidden opportunities, manage risks wisely, 
and carry out well-informed expansion strategy decisions. However, realizing AI's 
full potential in CI requires a planned, all-encompassing strategy that combines data-
driven decision-making, technological innovations, and organizational cohesiveness. 
Through the use of AI-driven CI approaches, companies may strengthen their position 
for success in a complex and constantly changing environment.  

 

  



Journal of Management and Marketing Research Volume 28 

Harnessing artificial intelligence, Page 10 
 

REFERENCES 

Alrashedi, A. (2023). The key criteria that determine the degree to which 
management’s use of competitive intelligence. Cogent Business & Management, p. 
10. https://doi.org/10.1080/23311975.2023.2250553 

Attaway, M. C. (1999). Competitive intelligence. Internal Auditor, 56(6). 

Bartuś, K. (2023). Designing the competitive intelligence model for organizations. 
Annales Universitatis Mariae Curie-Skłodowska, Sectio H Oeconomia, 57(1), 7-39. 

Bergeron, P., & Hiller, C. A. (2002). Competitive intelligence. Annual Review of 
Information Science and Technology (ARIST), 36, 353-390. 

Bernhardt, D. (1993). Perfectly legal competitor intelligence: How to get it, use it, 
and profit from it. 

Bulley, C. A., Baku, K. F., & Allan, M. M. (2014). Competitive intelligence 
information: A key business success factor. Journal of Management & Sustainability, 
4, 82. 

Calof, J., & Cekuls, A. (2023). SCIP Prague (2023).–Academic track: What is the 
future direction of competitive intelligence? Journal of Intelligence Studies in 
Business, 13(Special Issue 1), 4–9. 

Cekuls, A. (2022). Expand the scope of competitive intelligence. Journal of 
Intelligence Studies in Business. https://doi.org/10.37380/jisib.v12i1.924 

Chen, H., Chau, M., & Zeng, D. (2002). CI spider: A tool for competitive intelligence 
on the web. Decision Support Systems, 34(1), 1-17. 

Collins, A., & Schultz, N. (1996). A review of ethics for competitive intelligence 
activities. Competitive Intelligence Review, 7(2), 56-66. 

De las Heras-Rosas, C., & Herrera, J. (2021). Innovation and competitive intelligence 
in business: A bibliometric analysis. International Journal of Financial Studies, 9(2), 
31. 

Desouza, K. C. (2001). Intelligent agents for competitive intelligence: Survey of 
applications. Competitive Intelligence Review: Published in Cooperation with the 
Society of Competitive Intelligence Professionals, 12(4), 57-63. 

García-Madurga, M. Á., & Esteban-Navarro, M. Á. (2020). A project management 
approach to competitive intelligence. Journal of Intelligence Studies in Business, 
10(3). 

Guedri, A. (2023). The role of competitive intelligence in achieving participatory 
management within sports organizations. Business & Management Studies: An 
International Journal. https://doi.org/10.15295/bmij.v11i4.2310 



Journal of Management and Marketing Research Volume 28 

Harnessing artificial intelligence, Page 11 
 

Hoffman, F. P., & Freyn, S. L. (2019). The future of competitive intelligence in an 
AI-enabled world. International Journal of Value Chain Management, 10(4), 275–
289. 

Ismael, Z. (2022). Strategic marketing: The importance of competitive intelligence in 
the decision-making process for strategic marketing. International Journal of 
Teaching, Learning and Education. https://doi.org/10.22161/ijtle.1.4.2 

Johnson, A. (2005). The ethics of competitive intelligence: The good, the bad & the 
gray. Aurora WDC. 

Krakowski, S., Luger, J., & Raisch, S. (2022). Artificial intelligence and the changing 
sources of competitive advantage. Strategic Management Journal. 
https://doi.org/10.1002/smj.3387 

Krakowski, S., Luger, J., & Raisch, S. (2023). Artificial intelligence and the changing 
sources of competitive advantage. Strategic Management Journal, 44(6), 1425-1452. 

Labib, E. (2024). Artificial intelligence in marketing: Exploring current and future 
trends. Cogent Business & Management, 11(1), 2348728. 

Li, X., Fan, M., & Liang, Z. (2020). Identifying technological competition situations 
for artificial intelligence technology: A patent landscape analysis. International 
Journal of Technology Management, 82, 322-348. 
https://doi.org/10.1504/ijtm.2020.10031135 

Liebowitz, J. (2006). Strategic intelligence: Business intelligence, competitive 
intelligence, and knowledge management. Auerbach Publications. 

Luu, T. (2014). Knowledge sharing and competitive intelligence. Marketing 
Intelligence & Planning, 32(3), 269–292. 

Lux, C., & Peske, T. (2013). Competitive intelligence und Wirtschaftsspionage: 
Analyse, Praxis, Strategie. Gabler Verlag Wiesbaden. 

Madden, J. (2000). Overview of best practices in competitive intelligence. Managing 
Frontiers in Competitive Intelligence, 51. 

Madureira, L., Popovič, A., & Castelli, M. (2023). Competitive intelligence maturity 
models: Systematic review, unified model and implementation frameworks. Journal 
of Intelligence Studies in Business, 13(1), 6-29. 

Martins, I., Ogechukwu, E., Precious, A., & Oghenekevwe, U. (2023). Modern 
management intelligence competitive strategies and organizational performance. 
International Journal of Multidisciplinary Research and Analysis. 
https://doi.org/10.47191/ijmra/v6-i11-56 

Maune, A. (2014). Competitive intelligence as an enabler for firm competitiveness: 
An overview. Journal of Governance and Regulation, 3(2), 29–42. 



Journal of Management and Marketing Research Volume 28 

Harnessing artificial intelligence, Page 12 
 

McGonagle, J. J., & Vella, C. M. (2002). A case for competitive intelligence. 
Information Management, 36(4), 35. 

Metayer, E. (1999). Demystifying competitive intelligence. Ivey Business Journal, 
64(2), 70. 

Michaeli, R. (2005). Competitive intelligence: Strategische Wettbewerbsvorteile 
erzielen durch systematische Konkurrenz-, Markt- und Technologieanalysen. Springer 
Berlin Heidelberg. 

Michaeli, R., & Simon, L. (2008). An illustration of Bayes' theorem and its use as a 
decision‐making aid for competitive intelligence and marketing analysts. European 
Journal of Marketing, 42(7/8), 804-813. https://doi.org/10.1108/03090560810877169 

Moboglu, N. (2022). Advancing competitive advantage in manufacturing firms 
through competitive intelligence. Journal of Global Economics and Business. 
https://doi.org/10.31039/jgeb.v3i11.90 

Olszak, C. M., Bartuś, K., & Sączewska-Piotrowska, A. (2023). Competitive 
intelligence as a lever of added value. Procedia Computer Science, 225, 1796-1805. 

Pfaff, D. (2005). Competitive intelligence in der Praxis: Mit Informationen über Ihre 
Wettbewerber auf der Überholspur. Campus-Verlag Frankfurt am Main New York. 

Radhakrishnan, J., & Chattopadhyay, M. (2020). Determinants and barriers of 
artificial intelligence adoption–A literature review. In Re-imagining diffusion and 
adoption of information technology and systems: A continuing conversation: IFIP 
WG 8.6 International Conference on Transfer and Diffusion of IT, TDIT 2020, 
Tiruchirappalli, India, December 18–19, 2020, Proceedings, Part I (pp. 89–99). 
Springer International Publishing. 

Schaer, O., Kourentzes, N., & Fildes, R. (2022). Predictive competitive intelligence 
with prerelease online search traffic. Production and Operations Management, 31, 
3823-3839. https://doi.org/10.1111/poms.13790 

SCIP. (2021). Society of Competitive Intelligence Professionals: Best practices. SCIP 
Publishing. 

Štefániková, Ľ., & Masàrovà, G. (2014). The need of complex competitive 
intelligence. Procedia-Social and Behavioral Sciences, 110, 669-677. 

Stenin, A., Batishchev, A., Zaytsev, A., Dorofeev, O., & Trubin, A. (2022). 
Competitive intelligence as a tool for achieving economic security of an organization. 
Journal of Modern Competition. https://doi.org/10.37791/2687-0657-2022-16-6-90-
102 

Taherdoost, H., & Madanchian, M. (2023). Artificial intelligence and sentiment 
analysis: A review in competitive research. Computers, 12, 37. 
https://doi.org/10.3390/computers12020037 



Journal of Management and Marketing Research Volume 28 

Harnessing artificial intelligence, Page 13 
 

Tan, B., Foo, S., & Hui, S. C. (2002). Web information monitoring for competitive 
intelligence. Cybernetics & Systems, 33(3), 225-251. 

Taranu, S. (2023). Measuring the added value of competitive intelligence in business. 
Proceedings of the International Conference on Business Excellence, p. 17, 1328–
1336. https://doi.org/10.2478/picbe-2023-0119 

Tarraf, P., & Molz, R. (2006). Competitive intelligence at small enterprises. SAM 
Advanced Management Journal, 71(4), 24. 

Tchuente, D., & Haddadi, A. (2023). One decade of big data for firms' 
competitiveness: Insights and a conceptual model from bibliometrics. Journal of 
Enterprise Information Management. https://doi.org/10.1108/jeim-03-2022-0074 

Treviño, L. H., & Weaver, G. R. (1997). Ethical issues in competitive intelligence 
practice: Consensus, conflicts, and challenges. Competitive Intelligence Review, 8(1), 
61-72. 

Zaidan, H., Sulaiman, Z., Chin, T., Hasbullah, N., & El-Ghorra, M. (2022). 
Advancing competitive intelligence as a correlation of competitive advantage in Iraqi 
banking industry. International Journal of Academic Research in Business and Social 
Sciences. https://doi.org/10.6007/ijarbss/v12-i2/12299 

Zheng, T., & He, C. (2023). Design of real-time distributed data collection and 
analysis system. Proceedings of SPIE, 12700, 127000C-127000C-5. 
https://doi.org/10.1117/12.2682274 

 


