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Abstract 

Competitive intelligence is the basic principle of any organization's progress against its competitors. 
Increased competitive intelligence accelerates and improves the effectiveness of information 
exchange in the context of thinking and collective decision-making process. The purpose of the 
present study is the identification and prioritization of effective competitive intelligence to improve 
decision making in private hospitals. It is a practical survery whi is performed using the analytic 
hierarchy process (AHP). 
The population of the study consisted of 100 managers, managing private hospitals of Qazvin in 
different categories that were selected by simple random sampling. Data were collected through a 
questionnaire and analyzed using Expert Choice software. The results showed that strategic 
intelligence with 44% was the first, technological intelligence with 31% was the second and market 
intelligence with 24%was the third type of intelligence use for decision making. 
 
Considering the results of this study, “setting goals and measuring performance and monitoring 
processes” and “identification and planning of cultural properties and required cultural space” and 
“control, monitor and measurement of cultural engineering processes” are recommended as the most 
important component of intelligence strategic decision making to improve the management and 
delivery of pleasant services to the clients of private hospitals. 
Keywords: Competitive Intelligence, Market intelligence, strategic Intelligence, Technical 
Intelligence 
 
Introduction 
Today competitive intelligence is undeniably one of the requirements for most managers so that 
they could increase their capabilities through the acquisition and analysis of data, as well as 
increased knowledge and awareness. Competitive intelligence is an ongoing process that provides 
decision-makers with useful information and its primary objective is the acquisition of data and 
information on the environment, competitors and the market (Davis, 2004).  
Competitive intelligence causes the organization to analyze information of their surroundings faster 
and more accurately and save the results effectively to be available to administrators who play the 
role of decision maker in the organization (Rezaeian and Lashkar Blouki, 2010).  
Today companies require a lot of information about competing firms, brokers and other forces and 
factors in the market to deliver higher value and ensure customer satisfaction in every field which 
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are considered as one of the important items of strategic assets and marketing tools (Cutler and 
Armstrong, 2000). Fuzzy techniques (hierarchical analysis) is the strongest and most reliable 
techniques for the analysis of such data and most researchers want to use this technique in their new 
research thereby giving each other perfectly sensible and rigorous research standards, respectively 
(Mokhtaripour and Siadat, 2006).  
Hospitals are considered as the strategic element for the health of any society. Many private 
hospitals have been established in many countries and there is a storng competition in this regard. 
Hospitals are trying to outdo its competitors to gain even more money, prestige and respect.  Thus, 
the hospitals require competition and the competitive intelligence. The lack of competitive 
intelligence in hospitals will eliminate the sense of competition in the first stage of the hospitals 
cannot offer their customers a better and pleasant service. 
This study can help Qazvin hospitals to improve their clients' needs and all the defects which 
contributed to provide better service. In this study, it is aimed to identify the aspects of competitive 
intelligence in private hospitals in Qazvin and finally, rank these aspects based on their importance 
and make conclusions. In fact, the main purpose of competitive intelligence analysis in this study is 
to provide better understanding of private hospitals and its competitors and thus achieve better 
results in business. 
 
Research Background 

1.  In a study in 2011 entitled “identifying the competitive advantages in the tourism industry 
in order to attract foreign tourists to Isfahan province”, the researcher examined the obstacles 
in attracting tourists inside, near and far areas of the tourism industry so that by realizing and 
identifying and removing barriers, the competitive advantages could be recognized. The 
population of the study included Isfahan Cultural Heritage tourism managers with managers 
of tourist offices and tour services, respectively. Data obtained from statistical methods 
confirmed the present study’s hypothesis (Kazemi et al., 2011). 

2. In a study in 2011 entitled “The effects of competitive intelligence in the carpet industry's 
competitiveness”, social-strategic intelligence, technological intelligence and market 
intelligence were used to measure the competitive intelligence and indicators of the input 
sources, and market positioning, creativity and innovation were used to measure the 
competitiveness. The participants of the study were selected from among the Qom Province 
Chamber of Commerce and the National Center for Pavement by census method. Using 
fuzzy TOPSIS techniques, competitive intelligence components were rated and ensuring 
about continuity of the relationship with customers, feedback from customers and strategic 
planning were introduced as the most important component of competitive intelligence 
(Heidari and Saeed, 2011). 

3. In a study in 2012 entitled “Evaluation of the relationship between competitive intelligence 
and effective marketing strategies among state and private banks in Zanjan province”, the 
population consisted of managers of bank branches in public and private sectors based in the 
province of Zanjan, and the results showed that there was significant positive relationship 
between public and private banks’ competitive intelligence and marketing effectiveness 
(Pirayesh and Alipur, 2012). 

4. In a study in 2007 entitled “The role of human skills in acquiring competitive intelligence” , 
it was stated regarding the fact that a small number of human resource managers can explain 
how staff can create a sustainable competitive advantage in economic terms and the role 
human resources plays in this process, many HR managers fail in guiding the activities of 
Human Resources toward the development of those features that can be a source of 
sustainable competitive advantage (ibid.). 

5. In the study in 2011 entitled as “the Effect of competitive intelligence to create competitive 
advantage”, a competitive intelligence model consists of five key components of focus and 
planning, collection, analysis, dissemination and evaluation of information was considered 
and the findings confirmed that from among the components of competitive intelligence, 
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collecting the related information had more significant relationship with competitive 
intelligence (Rezai Dawlatabadi et al., 2011) 

6. In a study conducted in 2012, the perceived competitive advantage in the high-level hospital 
executives who were aware of the policies and practices of hospital and understanding the 
factors that influence the use of multilevel analysis were evaluated using a questionnaire and 
the results show that understanding competitive advantage has  a significant importance in 
the health care system and the hospital quality had significant effects on performance and 
development of the hospital's competitive advantage perceived among managers (Huang et 
al, 2012). 

7. In a study conducted in 2013 about the effect of the social responsibility of organizations on 
competitive intelligence in hospitals, the results have shown that social responsibility is 
caused as a result of positive and negative behaviors, and these behaviors overshadowed the 
organization competitive intelligence and group performance (Tuan L, 2013). 

 
Concept of competitive intelligence 
Competitive intelligence is the process of display and transparent competitive environment. Further, 
competitive intelligence is a moral system of a program for the collection, analysis and management 
of information that can affect the plans, decisions and operations of the company. In general, 
competitive intelligence program is the process of reducing the environmental uncertainty to 
improve management decisions (Viviers and Saayman, 200).  
 
Market intelligence 
   This kind of intelligence is meant to draw a map of the current and future needs and preferences of 

customers, new market opportunities and the most important part of the creative market movements 
and changes in the field of marketing and distribution. 
 
   Strategic Intelligence 
This type of intelligence means assessing changes in competitive strategy in the period of time that 
is the result of the changes in the structure of competition, new products and new alternatives in the 
industry. 
 
Technological Intelligence 
In this type of intelligence, cost-benefit assessment of current technology and new technology 
changes in technology are anticipated. However, competitive intelligence can be more of these three 
groups and extended to strategic and social intelligence (Rousch and Senti, 2001). Strategic 
intelligence and social rules also include tax and financing issues, economic, political, and human 
resource issues as well. 
 
 
Research Method  
This study is a descriptive survey aimed to assess the impact and effects of competitive intelligence 
in private hospitals, following the discovery of the relationship between aspects of competitive 
intelligence with sub-criteria of competitive intelligence and improvement in decision-making. The 
population study included 100 hospital managers at different levels of management including the 
head of the hospital, the hospital director, and the director of Internal Affairs, all the deputies of the 
hospital, nursing management, supervisors, and managers of private hospitals of Qazvin (Pasteur 
Hospital, Dehkhoda, Mehregan and Rahimiyan) who were selected by simple random sampling. 
The sample size in private hospitals of Pasteur, Dehkhoda, Mehregan and Rahimiyan was 24, 27, 30 
and 19, respectively. Competitive intelligence data was collected in three dimensions of market 
intelligence (8 questions), technological intelligence (5 items) and strategic intelligence (12 
questions) using a questionnaire druing 2014-2015. To confirm the validity of the questionnaire, 
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some expert with experience and knowledge of management examined it and assigned the content 
validity of 75%. The reliability of the questionnaire for each of the aspects of competitive 
intelligence including market intelligence, strategic intelligence, and technological intelligence 
using Cronbach's alpha was respectively (α= 0.93), (α = 0.92) and  α= 0.87) respectively. The 
Analytical Hierarchy Process (AHP) and expert choice of software were used to analyze the data. 
 
Research Conceptual Model 
After collecting the necessary information, the conceptual model in Table 1 was formulated. This 
model is based on the conceptual model of Moshabaki and Zangouiee in 2008. In their study, 
competitive intelligence dimensions was defined in three dimensions of strategic intelligence, 
technological intelligence and market intelligence which are used as the independent variables in the 
present study. 

 
Table 1: Conceptual model of competitive intelligence in private hospitals in Qazvin  

market 
intelligence 

Strategies as the basis for communication and configuration of customer 
relationships and supply chain 
Improve processes to achieve customer satisfaction and create value added 
Set goals and conscious relationship with customers 
Monitoring and analysis of ongoing changes in the values of interest clients 
Strategy development for customer loyalty 
The formulation of strategies to create unique value for customers 
Monitoring and analysis of market leaders constantly change and the environment 
Integrated activities in the field of competition and achieve competitive advantages 

  

strategic 
intelligence 

 Special cultural space for learning and participation 
Identification and planning of cultural properties and cultural space required 
Control of monitoring and measuring processes of cultural engineering 
Despite the systematic approach to design and manage processes 
Implementing processes to support the policies and strategies 
Set performance targets and monitor processes and measure them 
Identify opportunities for improved strategic objectives aligned 
Action on other systems during a system failure 
Configure the system to empower and engage driving 
Creating processes for learning, creativity and innovation 
Developing mission vision, values and strategies for competitive intelligence by 
leaders 

technological 
intelligence 

Analysis and feasibility of all network connections possible 
The configuration of the network 
Communication network components with the new technologies 
Value chain planning agency network 
The development of an effective network with competitors as part of a network 

 
Analytical Hierarchy Process 



, 20153SINGAPOREAN JOuRNAl Of buSINESS EcONOmIcS, ANd mANAGEmENt StudIES VOl.4, NO. 

5 
 

  AHP method initially developed for individual analysis and then in the 1980s was to decide how to 
use it for group decision making. The analytic hierarchy process, the elements of each level are 
compared in pairs to its corresponding higher element and their weight is calculated which is called 
the relative weight. Then combining the weights, the final weight of each element is determined and 
is called absolute weight. All comparisons and determinations of the criteria in this process is done 
in a hierarchy. In this comparison, the decision-makers use verbal judgments. These judegements 
are rated from 1 to 9 based on the 9 point likert scale suggested by Thomal L. Saaty in a way that if 
element a is compared to element b, then the decision maker believes that a is important compared 
to b in one of the states presented in table 2 (Saaty, 1996).  
AHP analysis is done by paired comparisons of competing options for weighting them, extract and 
compare them based on weights and determine the final priority for them. 
Sometimes the comparisons made by the decision maker are not compatible. Compatability ratio 
indicates how consistent are the comparisons for any decision (a member of the decision). 
Generally, if the compatability rate is less than 10%, decision makers are compatible in the paired 
comparisons. If the compatability rate is more than 10%, decision makers should seriously revise in 
their original answers in order to obtain a matrix of pairwise comparisons or that the person will be 
removed from decision-making. 

  
Table 2:  preferences values paired comparisons 

  
Findings 
In this study, dimensions and weight criteria were ranked using paired comparisons matrix and the 
analytic hierarchy process. The results of paired comparisons are observed as a prototype model of 
variables in Table 3. These comparisons have also been made to every component of these 
variables. Total incompatibility index was calculated as 0.05 and given that the index is less than 
0.1, so this value indicates the reasonable judgment which shows that decision-making in the paired 
comparisons are compatible. 

 
Table 3: The paired comparison of model variables 

 
Variable   

Technological 

intelligence  
Strategic intelligence  Market intelligence  

Market intelligence  0.575  0.725  1  

Strategic intelligence  1.905  1  1.379  

Technological intelligence  1  0.525  1.739  

 

description  definition  Importance 
degree  

These elements are equally important. Equale importance  1  

One element is relatively preferred to another 
element. Relatively preferred  3  

An element is highly preferredto the other element. Highly preferred  5  

One element is very highly preferred to another 
element. Very highly preferred  7  

One element is extremely preferred to another 
element,  Extremely preferred  9  

  Mean value in 
judgements  8,6,4,2  
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Given that the main purpose of research was to identify and prioritize aspects of competitive 
intelligence, so at this stage the relative and absolute weight of each component was calculated and 
then the indixes were prioritized by combining the absolute weight (dimensions of competitive 
intelligence). Results in Table (5) showed that strategic intelligence with 44% was the first, 
technological intelligence with 31% was the second and market intelligence with 24%was the third 
type of intelligence use for decision making. 
 

Table 4. The results of the calculation of the weights and measures of model variables 
Variable 

code  variable  Index 
code  index  Relative 

weight  
Absolute 
weight  

V 1 
Market 

intelligence  
  

I 1-1   0.149  0.036  
I 1-2    0.127  0.03  

I 1-3  

Strategies as the basis for 
communication and 

configuration of customer 
relationships and supply 

chain 

0.125  

0.03  

I 1-4  

Improve processes to 
achieve customer 

satisfaction and create value 
added 

0.082  

0.02  

I 1-5 Set goals and conscious 
relationship with customers 0.123  0.029  

I 1-6 
Monitoring and analysis of 

ongoing changes in the 
values of interest clients 

0.101  
0.024  

I 1-7 Strategy development for 
customer loyalty 0.127  0.03  

I 1-8 
The formulation of 

strategies to create unique 
value for customers 

0.166  
0.04  

V 2  
Strategic 

intelligence  
  

I 2-1  
Monitoring and analysis of 

market leaders constantly 
change and the environment 

0.057  
0.032  

I 2-2  

Integrated activities in the 
field of competition and 

achieve competitive 
advantages 

012  

0.068  

I 2-3  Special cultural space for 
learning and participation 0.102  0.058  

I 2-4  
Identification and planning 

of cultural properties and 
cultural space required 

0.097  
0.055  

I 2-5 
Control of monitoring and 

measuring processes of 
cultural engineering 

0.65  
0.037  

I 2-6 
Despite the systematic 

approach to design and 
manage processes 

0.13  
0.073  

I 2-7 
Implementing processes to 

support the policies and 
strategies 

0.83  
0.047  

I 2-8 Set performance targets and 
monitor processes and 0.53  0.03  
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Table 5. The ranking index based on the Absolute weight 
 
 
 
 
 
 
 
Based on the table (6), "setting goals and measuring their performance and monitoring processes" 
and "identification and planning of cultural properties and required cultural space " and "control, 
monitoring and measurement processes of cultural engineering" were introduced as the most 
important components of strategic intelligence that can effectively influence on competitive 
intelligence. 

Table 5. The ranking index components based on the Absolute weight 

measure them 

I 2-9 
Identify opportunities for 

improved aligned strategic 
objectives 

0.97  
0.055  

I 2-10 Action on other systems 
during a system failure 0.099  0.056  

I 2-11 
Configure the system to 

empower and engage 
driving 

0.098  
0.055  

V 3 Technological 
intelligence  

I 3-1  
Creating processes for 

learning, creativity and 
innovation 

0.214  
0.042  

I 3-2  

Developing mission vision, 
values and strategies for 

competitive intelligence by 
leaders 

0.153  

0.03  

I 3-3  
Analysis and feasibility of 

all network connections 
possible 

0.263  
0.52  

I 3-4  The configuration of the 
network 0.132  0.026  

I 3-5  
Communication network 

components with the new 
technologies 

0.239  
0.047  

rank  Index code  index  Absolute 
weight  

1  I 1-2  Strategic 
intelligence  

0.446  

2  I 1-3  Technological 
intelligence  

0.313  

3  I 1-1 intelligence 
Market  

0.241  

rank  Index 
code  index  Absolute 

weight  

1  I 2-6 Set performance targets and monitor processes and 
measure them 0.073  

2  I 2-2  Identification and planning of cultural properties and 
cultural space required 0.068  

3  I 2-3  Control of monitoring and measuring processes of 
cultural engineering 0.058  

4  I 2-10 Creating processes for learning, creativity and 0.056  
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Conclusion 
The purpose of competitive intelligence operations is to expand the market and evaluate business 
opportunities and threats that could face their organizations and are baluable for competitive 
intelligence experts to outline the prospects for future competitive challenges in the field. At 
present, there is lack of comprehensive research in the field of competitive intelligence in Iran and 
especially in hospitals which may be due to little attention to achievements in the field of 
competitive intelligence and using local businesses to improve company operations. This study can 
be considered as one of the studies in this area that can guide future research and is suitable for a 
small step in improving competitive intelligence and private hospitals of Qazvin province. This 
study was conducted to identify and prioritize aspects of competitive intelligence (market 
intelligence, strategic intelligence and technological intelligence) among the managers of private 
hospitals. 
The results showed that strategic intelligence was the first, technological intelligence was the second 
and market intelligence was the third type of intelligence use for decision making. As a study 
conducted in 2011 by Heidari, strategic and market and technology intelligence rank first and third 
respectively which business was partly in line with the results of the study (Heidari and Saeed, 
2011). In a study conducted by Rezaeian and colleagues in 2010, competitive intelligence, strategic 

innovation 

5  I 2-4  Despite the systematic approach to design and 
manage processes 0.055  

6  I 2-9 Configure the system to empower and engage 
driving 0.055  

7  I 2-11 Developing mission vision, values and strategies for 
competitive intelligence by leaders 0.055  

8  I 3-3  Communication network components with the new 
technologies 0.52  

9  I 2-7 Identify opportunities for improved aligned strategic 
objectives 0.047  

I 3-5  Value chain planning agency network 0.047  

10  I 3-1  Analysis and feasibility of all network connections 
possible 0.042  

11  I 1-8 Integrated activities in the field of competition and 
achieve competitive advantages 0.04  

12  I 2-5 Implementing processes to support the policies and 
strategies 0.037  

13  I 1-1 
Strategies as the basis for communication and 
configuration of customer relationships and supply 
chain 

0.036  

14  I 2-1  Special cultural space for learning and participation 0.032  

15  I 1-2  Improve processes to achieve customer satisfaction 
and create value added 0.03  

16  I 1-3  Set goals and conscious relationship with customers 0.03  

17  I 1-7 Monitoring and analysis of market leaders 
constantly change and the environment 0.03  

18  I 2-8 Action on other systems during a system failure 0.03  
19  I 3-2  The configuration of the network 0.03  
20  I 1-5 Strategy development for customer loyalty 0.029  

21  I 3-4  The development of an effective network to 
competitors as part of a network 0.026  

22  I 1-6 The formulation of strategies to create unique value 
for customers 0.024  

23  I 1-4  Monitoring and analysis of ongoing changes in the 
values of interest clients 0.02  
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decision-making process had the greatest impact on the early stages which supported the results of 
the present study (Rezaeian and Lashka, 2010). However, in a study conducted by Tuan in 2013, it 
was shown that hospital managers understand the competitive advantage as an important factor in 
the health system (Tuan L, 2013). Considering the study of Rezai Dawlatabadi et al., ( 2011) 
regarding “the Effect of competitive intelligence to create competitive advantage”, a competitive 
intelligence model consists of five key components of focus and planning, collection, analysis, 
dissemination and evaluation of information was considered and the findings confirmed that from 
among the components of competitive intelligence, collecting the related information had more 
significant relationship with competitive intelligence. The research has innovation dimensions in 
comparison with other studies that have been done so far in any of the treatment. However, some 
limitations such as unfamiliarity of the private hospitals employees with competitive intelligence 
and their participation, makes it possible for the researchers to examine other indicators of 
competitive intelligence, competitive intelligence, identify factors affecting the effectiveness of their 
treatment in hospitals and other series. 
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