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Résumé :

Afin de maintenir leur compétitivité dans un environnement dynamique, les organisations sont
tenues d'adopter une approche stratégique de I'exploitation des informations sensibles, ce qui
releve pleinement du champ de l'intelligence économique. Etant donné qu'actuellement,
I'élaboration des stratégies tend vers une plus grande ouverture, nous nous interrogeons sur la
possibilité que les pratiques de l'intelligence économique aient également suivi cette méme
tendance au fil du temps. A notre connaissance, aucune revue systématique de la littérature
examinant les pratiques d'intelligence économique sous I'angle de I'ouverture n'a été identifiée.
Ainsi, en analysant 53 articles, le présent papier tente d'explorer dans quelle mesure les trois
composantes de l'intelligence économique se sont ouvertes a I'environnement externe et interne
de I'entreprise. Nos résultats révelent que les pratiques de I'intelligence économique sont a la
fois axées sur le contenu et sur les personnes lorsqu'il s'agit d'évaluer leur ouverture. Ce papier
offre donc des éclairages quant a la maniére dont les chercheurs ont appréhendé les
caractéristiques d'ouverture dans le contexte de l'intelligence économique, ouvrant ainsi de
nouvelles voies pour des recherches ultérieures.

Mots-clés : Intelligence économique, veille, influence, protection de 1’information, ouverture.
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Abstract :

To remain competitive in today’s dynamic business environment, organizations are required to
develop strategic use of sensible information, which is the role of competitive intelligence. As
strategy-making embraces greater openness, we question, if competitive intelligence has
experienced that same trend over the years. To the best of our knowledge, there exists no
systematic literature review (SLR) addressing competitive intelligence practices through the
prism of openness. Through analyzing 53 papers, this paper attempts to explore to what extent
the three facets of competitive intelligence opened up to the external and internal environment
of the company. Therefore, a four-dimensional framework of openness has been developed. It
considers content-oriented and people-oriented openness along with outward-facing and
inward-facing openness. Our findings reveal that competitive intelligence practices are both
content- and people-oriented when it comes to assessing their openness, with a particular
emphasis on monitoring practices. This SLR offers valuable insights on the way researchers
have identified with the openness characteristics and competitive intelligence and provides new
avenues for further research.

Keywords : Competitive intelligence, monitoring, lobbying, knowledge protection, openness.
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Exploring competitive intelligence through the lens of
managerial openness: a literature review and future

research agenda

INTRODUCTION

In an era where the only constant is change, several factors have reshaped the dynamics of the
business landscape. With the rapid advancement of technology, the digital revolution, the rise
of online communities, and more specifically, the unprecedented flow of data, it appears that
intellectual capital is the most strategic intangible asset for organizations, and the business value
construction process depends mainly on its management (Saltos-Cruz et al., 2023). The
development and capitalization of knowledge have been defining features of economic
development in the last few decades (Bilan et al., 2023). In fact, organizations are operating in
an increasingly complex environment that requires the intensive use of high-value data and
information in their processes, products, services, and technologies (Lopez-Robles et al., 2020).
In such a context, firms are witnessing an unprecedented disruption in their competitive factors,
where price competitiveness is no longer enough to increase market shares. It’s the ability to
identify, interpret, and use information that represents a key aspect of competitiveness (El
Haddani & Baulant, 2016). Accordingly, implementing a set of information management
practices such as competitive intelligence becomes crucial to leveraging their intellectual assets
and inform decision-making. Competitive intelligence consists of collecting competitive
information on products, prices, and market decisions in order to inform business decisions and
enhance firms’ ability to rapidly adapt to environmental changes (Vieira et al., 2023a).

Meanwhile, the business world is increasingly experiencing the development of the openness
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paradigm, which is reflected in a number of corporate functions and activities, and that is based
on collaboration and sharing. It is therefore particularly crucial to examine the extent to which
companies are integrating the imperatives of openness with their competitive intelligence
practices. In the context of this paper, we adopt the definition of openness put forth by
McCarthy and Keller (2022), which states that it refers to the degree to which managers and
leaders within an organization are receptive to suggestions and input from employees. It fosters
a culture of transparency, collaboration, and learning, where decisions are made based on open
dialogue. We have also expanded this definition to consider external stakeholders in the
environment and have identified four dimensions of openness: Content oriented openness,
people-oriented openness, along with outward-facing and inward-facing openness.

Since the review of the literature indicated that no previous research was conducted in this
sense, we are addressing this gap by performing a systematic literature review (SLR) to provide
a more comprehensive understanding of competitive intelligence practices from an openness
perspective. Through an in-depth analysis of 53 articles, we contextualize competitive
intelligence practices by shedding light on the different orientations of openness that are
associated with them, along with the openness directions, whether it’s outward-facing openness
or inward-facing openness, in regard to the dynamics of both organizational and management
team boundaries. The remaining sections of the paper are structured as follows: Section 2 offers
an overview of competitive intelligence and the openness paradigm. Section 3 highlights the
methodology adopted in this review. Section 4 presents the results, and the next section

describes avenues for future research.
1. RESEARCH FRAMEWORK

In this review, we analyze competitive intelligence practices through the prism of managerial
openness within organizational contexts. As defined in the literature, competitive intelligence
consists of collecting information on products, prices, and market decisions in order to inform
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business decisions and enhance firms’ ability to rapidly adapt to environmental changes (Vieira
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et al., 2023a). Its aim is to keep the company constantly informed of technological, political,
economic, legal, and social changes likely to have an impact on its competitive position
(Blondel et al., 2007). It is the company’s mechanism to convert strategic information into
practical actions (Al Daabseh et al., 2023). Competitive intelligence has three components
namely, monitoring, influence, and information protection. The first one refers to the ability to
capture key information about the company's environment and process it in order to maintain
the organization's ability to anticipate, adapt, and support the decision-making process through
the early detection of information that is a source of opportunities or threats (Chalus-Sauvannet,
2021). Competitive intelligence combines monitoring practices with more proactive actions on
the organization's information environment through the development of its second component,
lobbying. It corresponds to an "off-market" strategy that aims to condition the perception of the
company's wider environment in a way that is favorable to it, including public decision — makers
(Harriet, 2023). The third component concerns information protection. In this context,
competitive intelligence takes the form of a mode of governance designed to protect the
company's strategic information from both internal and external acts of negligence (Monino,
2013) and prevent the dissemination of unwanted information by the company through the
implementation of management or legal tools (Harriet, 2023).

As for openness, it has become an increasingly widespread new form of organizing due to the
development of new technologies, since technology plays a key role both in terms of the people
included and the scope of information shared (Holstein & Rantakari, 2023a). In addition, the
evolution of societal values towards democratization and liberalization, the expansion of social
software that enables connectivity and community development, and the increase in complex
problems that require the input of diverse viewpoints and collaboration have fostered the

adoption of openness in many distinct areas of organizational activity (Splitter, Dobusch, et al.,
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2023). As an organizational concept, openness refers to the extent to which processes and
activities include external actors, it also implies a highly fluid interaction between technologies,
people, and social action (Griffith et al., 2023) it is closely connected to the ideas of
participation, transparency, and collaboration both inside and out-side organizations to increase
knowledge and creativity (Holstein & Rantakari, 2023a). It has, therefore, become a critical
strategic priority for many organizations, as it supports accountability, social inclusion,

productivity, and the expansion of supply chains, and innovation (Faik et al., 2019).
2. METHODOLOGY

This study is built upon a systematic literature review, following the systematic process
suggested by Gaur & Kumar (2018). In the current study, papers were extracted in November
2023 from Scopus and Web of Science databases using the keyword “competitive intelligence”.
The choice of these two databases depends on several reasons. Firstly, the use of Scopus and
Web of Science offers extensive publication metadata and bibliometric indicators, which ensure
comprehensive coverage of the scientific literature across various disciplines. Secondly, both
are widely recognized for their reliability. Moreover, using these two databases ensures the
transparency and reproducibility of the search process.

The search was performed within the article titles, abstracts, and keywords, and was restricted
to peer reviewed papers, available in English within the area “Business, Management and
Accounting”. In addition, the search was limited to empirical papers in order to build our
analysis on tangible results and evidence-based practices with the aim of enhancing the review
relevance to practitioners. As for the time, only papers published between 1990 and 2023 were
included. The reason for choosing this time period is the fact that competitive intelligence began
to really take concrete form in the 90s with the publication of the Martre report, which marked
its significant formalization. It’s a collective work that underlines the value of information, the

goals of competitive intelligence for companies, and the need for an effective system to support
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strategic decision-making (Said, 2006). Examining these three decades allows us to explore in
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depth practices during the pre-digital era, the technological revolution, as well as today's
technological advancements, thus offering a contextualized vision of the evolution of this
practice. On Scopus, our search resulted in 6823 papers, while 518 papers were identified from

the Web of Science. Table 1 highlights the protocol adopted during the phase of database

search.
Table 1. Database search protocol
Database Scope Date of search ~ Time  Total number Total number
horizon of articles of selected
articles
Scopus  Title/abstract/ November 1990 - 6823 899
keywords 2023 2023
Web of  Title/abstract/ November 1990 - 518 176
Science keywords 2023 2023

The search initially resulted in 1075 papers. After removing 92 duplicate articles, we excluded
papers that are published in journals that were not part of the Academic Journal Guide (AJG)
ratings and those in 1 and 2 category journals of AJG. Therefore, a sample of 363 articles
remained for further analysis.

We manually screened the 363 papers based on their respective abstracts. Identifying each
paper's central theme and key aspects gave us more visibility of the papers within the scope of
interest for this review. Therefore, studies in fields such as business intelligence, business
analytics, information systems, technology adoption, disruptive technologies, IT capabilities,
software developments, artificial intelligence, military intelligence, innovation, sales
management, operations management, supply chain management, business ethics, mergers and
acquisitions were excluded. Table 2 gives an overview of the applied filters, and the inclusion

and exclusion criteria.
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Table 2. Database search protocol

Keyword

“Competitive intelligence”

Search filters -

Timeframe: 1990 - 2023

Subject area: Business, Management and Accounting
Document type: Article

Source type: Journal

Language: English

Journal quality: AJG ranking

Inclusion criteria -

Articles investigating competitive intelligence practices within
companies.

Articles focused on the openness aspect of these practices.
Articles investigating tools and information management
processes.

Articles focused on the human aspect of information practices.
Articles investigating the role of social media.

Exclusion criteria -

Articles focusing on technological tools and business
intelligence.

Articles on military intelligence.

Articles not referring to competitive intelligence as a
informational practice within the fields of innovation, sales
management, operations management, supply chain
management, business ethics, mergers and acquisitions.
Articles that don’t cover information practices.

Therefore, our review finally comprised 76 papers that genuinely matched our focus area. Based

on the full text screening, articles that did not address information practices were not

considered, which led to the exclusion of 23 additional papers, resulting in a final sample of 53

papers. Figure 1 gives an overview of the entire research process. Regarding the analysis phase,

we started by organizing the selected articles chronologically. Then, we developed a methodical

reading grid so that each document is examined according to the same set of criteria, enabling

a comprehensive and systematic analysis. In line with our definition to competitive intelligence

components and the aim of the study, the coding scheme included the following elements:

information practices, competitive intelligence components, openness orientations, orientation

categories, and sub-categories. The following section the findings derived from this analysis

are presented in the following section.

Montreéal, 3-6 juin 2024



[{
Association nternationale
. do Management Stratégique

XXXI11Eme conférence de I’AIMS

Figure 1. Research process
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3. FINDINGS

This section is developed with the aim of shedding light on different aspects of openness within
the three components of competitive intelligence, following the four-dimensional framework
that has been developed. This latter considers two main orientations: content-oriented openness
and people-oriented. The first one represents being open to the dynamic information landscape
through a commitment to adopting a wide range of tools, sources, and types of information
throughout the information management process. And the second one refers to collaboration
among individuals. Additionally, our framework includes two directional dimensions, outward-
facing and inward-facing, which highlight how openness flows within the organizational
boundary and the one related to the management team. Having outlined the basis of our

analytical framework, we will initiate the analysis phase by offering an overview of the
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evolution of research that has pointed to the aspect of openness in the three components of

competitive intelligence, summarizing the number of papers published over the time frame of
our systematic review. Table 3 highlights the competitive intelligence components across
openness dimensions over the time frame 1990 - 2023.

Table 3. Categorization of ClI components under openness dimensions over the
timeframe 1990 - 2023.

Cl Openness 1990 - 1999 | 2000 - 2009 | 2010 -2019 | >2020 | Total

components | dimensions

Monitoring Content 15 18 12 48
People 1 4 7 3 15

Lobbying Content - - - - -
People - 1 - 1 2

Knowledge Content - - - - -

protection People 2 - 2 - 4

Total 9 20 27 16

From this table, we can see that previous research on competitive intelligence has mainly
stressed on open monitoring practices. Lobbying and knowledge protection have either been
excluded from competitive intelligence discipline or received little attention from an openness
perspective.

3.1. MONITORING PRACTICES THROUGH THE PRISM OF OPENNESS.

The SLR sheds light on the different monitoring practices carried out by companies. The

following table gives an overview of these practices.
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Table 4. Exploring monitoring practices across openness orientations

Monitoring Openness | Orientation | Orientation | Occurrence Openness
practices orientation | categories sub- in assessment
categories literature (outward-
facing /
inward-facing
openness)
Collect Content Type of | Information 40 Openness
accurate information | on towards the
information on competitors external
competitors environment
Collect Content Type of | Information 19 Openness
information on information | on customers towards the
customers' external
thoughts environment
toward the
brand and the
products
Continuous Content Type of | Market 7 Openness
monitoring and information | dynamics towards the
scanning external
mechanism for environment
market,
Information is | Content Tools Social media 5 Openness
collected platforms, towards the
through  new Google external
technologies trends, environment
prerelease
online search
traffic,
Online
customer
reviews
Information is | Content Tools Internet 18 Openness
collected towards the
through a external
continuous environment
scanning using
the internet
Information is | Content Tools Regular 6 Openness
collected source of towards the
through information external
newspapers and environment
data basis
Competitive People Internal Salespeople 2 Openness
information is towards the
gathered in a
11
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both collectors
and immediate
users of the
information
gathered

timely manner internal

by salespeople environment
Information is | People Internal Employees 3 Openness
collected towards the
through internal
interviews environment
within the

company

Information is | People External Network 1 Openness
collected from towards the
business external
partners environment
Data is | People Internal Employees 12 Openness
collected, towards the
processed, internal
disseminated, environment
and

transformed in

collaboration

with the

companies’

employees

Data is | People Internal Employees 2 Openness
collected by towards the
competitive internal
intelligence environment
specialists

Frontline People Internal Frontline 1 Openness
employees are employees towards the

internal
environment

The review of the literature on monitoring practices reveals a wide range of approaches. In their

study, Lin et al. (2022) explained that when it comes to gathering data, firms open up their

boundaries to inflows of knowledge from external sources with a focus on competitor-specific

knowledge. For the authors, being open-minded to external knowledge, in a turbulent business

landscape foster innovative output. As for the information sources mobilized, it includes google

trends, publicly available pre-release online search traffic, social media analytics, online

customer reviews and stars rating (Dhar & Bose, 2022; Hassani & Mosconi, 2022; Hu et al.,

Montreéal, 3-6 juin 2024
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2019; Koseoglu et al., 2021a; Schaer et al., 2022). For Kdseoglu et al.(2016), who conducted a
study among hotel firms, several hotel managers gather information about other hotels on an
on-going basis via the internet, and by reading customer reviews of other hotels. In the same
vein, Kalra et al., (2021) indicate that frontline employees gather and transmit reliable
information on competitors, and are the immediate users of it. Based on different sources, this
information allows them to shape their customer strategies. When it comes to dissemination,
which is one of the key steps of the monitoring process, Hakmaoui et al. (2022) highlight that
dissemination of information within the bank relates to both raw and elaborated information. It
is mainly informal with no specific procedure or specific profiles prescribed for this
dissemination process. In this context, openness is reflected in the commitment to exploring
various sources of information beyond internal data. It includes social media platforms,
customer reviews, competitor’s report and publications, and according to Ndjock (2017), the
diversity of sources means that information can be cross-referenced, compared and assessed for
relevance. The extensive use of social media and online reviewing platforms is a practice that
is strongly present in studies conducted recently (Hassani & Mosconi, 2022; Hu et al., 2019;
Schaer et al., 2022), which implies a strong commitment to adapting and embracing new
technologies. It should be also noted that in the study of Kdseoglu et al. (2021), managers try
to have an international mindset when collecting data. Instead of limiting their searches to local
competitors and consuming trends they focus more on global trends to come up with new and
innovative ideas. In this context, openness involves being attentive and receptive to diverse
content from international sources which enhances the capability of the manager to gain a
holistic understanding of the business landscape. As for the people orientation, it appears that
data is collected by salespeople (Itani et al., 2020; Vieira et al., 2023a), and frontline employees
(Kalra et al., 2021), while for others every single employee is involved (Lin et al., 2022), such

as sales and marketing, human resources, general manager, front office, business development
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(Koseoglu et al., 2021a). For Itani et al. (2020), a salesperson using social media can follow the
updates of competitors' social media pages, customers communicating their perspectives about
competitors' products, and other user-generated content concerning the competitive
environment. In fact, Madureira et al. (2021) explain that the CI process is a series of activities
that follow a procedure with certain characteristics and sub-processes. It is systematic —
methodical, networked and, actionable. It includes defining intelligence needs and planning the
intelligence project, gathering data, analyzing data, and disseminating intelligence. It is a
collective exercise rather than an individual affair. Basing strategic decisions on data collected
by less experienced salespeople showecases a high level of openness by including low level
collaborators (Itani et al., 2020). It can be noted that in both openness orientations, monitoring
practices are opened to both internal and external environments. From the content perspective,
the SLR shed light on the fact that companies are opened to various types of information using
various types of tools mainly disruptive technologies. On the other hand, the people-oriented
perspective is closely linked to opening monitoring practices to internal employees for a more
proactive approach in managing strategic data. Regarding monitoring practices, it appears that
openness flows toward the external environment and extends beyond the organizational
boundaries, which implies a commitment to moving away from closed and isolated approaches
to collecting strategic information to more collaborative and inclusive practices such as actively
seeking information on different business aspects from various partners using disruptive
technologies and social media platforms. As for the managerial team boundary, it appears that
monitoring practices are also opened internally, which means that they are not restricted to the
executive team, yet employees are increasingly involved in the process (Itani et al., 2020; Kalra
et al., 2021; Vieira et al., 2023a). Embracing openness beyond the organizational and top

management boundaries when gathering information aligns with a strong commitment to
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adopting a proactive approach, given the interconnectedness and dynamics of the current

business landscape.
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3.2. LOBBYING AND KNOWLEDGE PROTECTION PRACTICES THROUGH THE PRISM OF

OPENNESS.

Out of 53 assessed papers, only 2 papers covered lobbying as an aspect of competitive

intelligence (Kalra et al., 2021; Patton, 2005), and 4 others addressed knowledge protection,

which is a very low proportion compared to monitoring. The following table present the

practices identified.

Table 5. Exploring lobbying and knowledge protection practices across openness

orientations.

Lobbying and | Openness | Orientation | Orientation | Occurrence | Openness
knowledge orientation | categories sub- in assessment
protection categories literature (outward-
practices facing /

inward-
facing
openness)

Interpersonal People External Network 2 Openness

networking towards the

sources external
environment

Guarding People Internal Involve 4 Openness

information employees towards the

against a in the internal
competitor’s protection environment
gathering measures

activities

Sign non- | People Internal Involve 2 Openness

disclosure employees towards the

agreements with in the internal
employees for protection environment
dealing with measures

confidential

information

As for lobbying,

the second component of ClI, it refers to the influence exerted by an

organization on public decision-making to create or maintain a supportive operating

Montreéal, 3-6 juin 2024
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environment (Rival et al., 2013). In practice, Kalra et al. (2021) found that the competitors’
information received from different sources helped frontline employees change customer
behaviors, which indicates an openness to capitalize on the data collected to influence business
dynamics. In practice, lobbying or influence is achieved through social media campaigns,
public relations initiatives, donations, and memeberships in non-profit organizations and
industry groups. However, the only aspects which has been briefly discussed in the literature is
networking (Kdseoglu et al., 2021a; Madureira et al., 2021a; Patton, 2005). In fact, it can be
considered as a tool of lobbying since developing connections in a strategic way with
stakeholders involved in shaping policies fosters the influence of business environment trends
and dynamics. In this context, openness is reflected in including many people in the collect and
the proactive use of data which leads to a key aspect of openness: inclusion, a concept strongly
present in the literature on open strategy and which is related, according to Hautz et al. (2017),
to internal or external consultation.

Despite these emerging practices that were identified in the most recent papers which promote
collaboration, inclusion, and sharing, competitive intelligence is considered a closed approach
to collecting and analyzing strategic data on markets and competitors. In fact, its third
component is about knowledge protection, which is essential for any company, especially at a
time when knowledge is among the decisive factors of competitiveness (Damaisin d’Ares,
2016; Delbecque, 2006; Delbecque & Fayol, 2012; Larivet & Brouard, 2007; Rival et al., 2013).
However, it should be noted that this aspect is missing in the most recent literature that mainly
focuses on monitoring. Only papers published in the late nineties (Babbar & Rai, 1993; Hannon,
1997; McCrohan, 1998) highlight the necessity of protecting strategic knowledge from
competitors. Since McCrohan (1998) came to the conclusion that most of the firms that do
gather competitive intelligence, even fewer have formal procedures for guarding against a

competitor’s intelligence gathering activities, he suggested a few ways to enhance knowledge

16
Montreéal, 3-6 juin 2024



PAIMS
ds Management Stratégique XXX| | |éme Conférence de 1’AIMS

protection including educating all their employees concerning the potential threats to the
companies’ proprietary information, determining what information to protect and at what level,
limiting access for sensitive information, and signing non-disclosure agreements with
employees. This aspect of competitive intelligence is strongly opposed to the concept of
openness and falls within the scope of secrecy. In this context, it is important to consider how
a closed approach that prioritizes exclusive information gathering as a means to maintain a
competitive edge can be substantial for any company navigating today’s business landscape
where change is the only constant and openness is one of the main features of business
interactions. Given this paradox, it is worth mentioning that companies are invited to start
carefully selecting information that can be shared openly and the one that needs protection.
Regarding the directional dimensions of openness, it appears that the lobbying practices
mentioned in the literature, and in particular networking, are part of an initiative to overcome
organizational barriers more than the top management barriers and thus reflect an openness to
the external environment. On the other hand, strategic information protection practices reflect
a commitment to overcome internal barriers linked to top management. Thus, employees are
also solicited and deeply involved in the protection measures through signing non-disclosure

agreements, for instance.
4. AVENUES FOR FUTURE RESEARCH

Based on our analysis, we have identified the following avenues for future research. First, we
suggest that researchers interested in investigating competitive intelligence practices within
companies expand their focus from monitoring practices to influence and information
protection, which are the two other components where a lack of studies has been noticed.
Regarding influence and lobbying, we encourage researchers to examine the way organizations
engage in lobbying efforts to influence policies within an open context, identify the key success
factors in measuring the effectiveness of open lobbying, and examine the impact of cultural
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aspects on open lobbying practices across different countries. As for information protection,
exploring implemented strategies to prevent knowledge leaks in the context of openness, as
well as collaborative models required to preserve strategic knowledge within partnerships,
could be particularly promising avenues for future research.

Secondly, the literature review revealed that many authors (Késeoglu et al., 2021b; Lin et al.,
2022) have made recommendations to promote an organizational culture of collaboration and
information sharing within companies. These recommendations point out that, despite the
apparent commitment to openness in activities related to competitive intelligence,
organizational and top management-related barriers persist. It is therefore imperative to carry
out case studies across various industries on how to transcend these dual barriers in order to
foster greater openness in competitive intelligence practices. Next, an opportune avenue for
research would involve delving into the paradox of fostering openness within an organization
and protecting sensitive data. In this sense, researchers are invited to examine the way
companies balance the need to protect sensitive information when engaging in open
collaborative initiatives and highlight the tensions associated with maintaining transparency
and securing sensitive information.

Furthermore, it should be noted that the main feature of competitive intelligence is that it’s a
closed approach that prioritizes secrecy and exclusive information gathering as means to
maintain a competitive edge. However, companies are operating in an era where the strategy-
making process based on secrecy, in which top managers are exclusively in charge of
establishing the direction of the firm while employees at the lower levels of the hierarchy are
expected to implement these directions (Splitter, Jarzabkowski, et al., 2023), is not suitable to
navigate the challenges and seize the opportunities of today’s complex and evolving
environment. Therefore, many organizations, such as Wikimedia, Google, and Leroy Merlin,

have started to open up their strategy-making processes to wider stakeholders, including
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employees and/or customers, as a way of overcoming the individualistic and secretive nature
of the strategic summit (Nobre & Grandclaude, 2021). This evolving aspect of strategy is
referred to as open strategy (Whittington et al., 2011). According to Lundgren-Henriksson &
Sorsa (2023), open strategizing emphasizes the importance of organizations actively involving
a wider group of actors to highlight minority concerns and have an impact on strategy
formulation. Open strategy can be illustrated through various actions, such as the transparent
communication of the firm’s strategy within public presentations, the voluntary disclosure of
mergers and acquisitions, utilizing social software, and inviting wider internal and external
audiences to participate in strategic decision-making (Gegenhuber & Dobusch, 2017). While
competitive intelligence is considered a closed approach to collecting and analyzing strategic
data on markets and competitors, open strategy promotes knowledge sharing and collaboration.
Therefore, more empirical research is needed to examine how the open strategy paradigm
shapes competitive intelligence strategies. In addition, our analysis reveals that disruptive
technologies and social media platforms are increasingly present in contemporary research on
competitive intelligence. Accordingly, future studies should embrace this aspect of
technological advancements by linking it to the effectiveness and resilience of lobbying
practices, protection measures, and monitoring processes within a context of openness,

transparency, and inclusion.
5. CONCLUSION

Research on competitive intelligence has often focused on decision-making, strategy
formulation, and information processes. To the best of our knowledge, no prior research has
explicitly addressed competitive intelligence practices through the prism of openness, a new
managerial paradigm that promotes transparency and collaboration both inside and outside
organizations, even if these two notions are critical in today’s dynamic business landscape.
Drawing on previous empirical studies, a systematic literature review was conducted to
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highlight the orientation of openness related to competitive intelligence practices. Based on
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well-structured, transparent, and replicable methods, we examined two databases and
completed the screening process, ending up with 53 peer-reviewed papers for assessment. Our
findings suggest that competitive intelligence practices are both content- and people-oriented
when it comes to assessing their openness, with a particular emphasis on monitoring practices.
This paper’s findings have significant implications for practitioners in the fields of competitive
intelligence, organizational management, and open strategizing. Shedding the light on the level
of openness in competitive intelligence practices will help practitioners build transparency,
promote a culture of collaboration, and foster trust among employees and stakeholders when
managing information. As for scholars, this paper offers a new perspective on competitive
intelligence practices, highlighting the importance of embracing openness in managing and
leveraging information management. Therefore, scholars can build upon this research by further
investigating the avenues mentioned earlier. Considering the limitations of this SLR, future
research avenues can be outlined. First, we only selected two databases. Although Scopus and
Web of Science include most peer-reviewed journals, some relevant publications may not be
listed in them. In addition, we excluded papers published in journals that were not included in
the AJG ranking, which can lead to a failure to take account of some relevant practices in the

field of competitive intelligence.
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