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Abstract.

Purpose. The purpose of this study is to examine the influence of business intelligence on organizational per-
formance within manufacturing organizations. Specifically, it explores the role of environmental intelligence,
consumer intelligence, and business intelligence as drivers of competitive advantage and market share growth.
Design/methodology/approach. A quantitative research design was adopted, using a structured questionnaire
as the primary data collection tool. Data were obtained from 150 respondents working in manufacturing
organizations. Statistical analysis was conducted to identify correlations between business intelligence
dimensions and measures of organizational performance.

Findings. The results reveal that environmental intelligence has a positive correlation with organizational
performance, while consumer intelligence significantly influences market share. Moreover, the study finds
that business intelligence functions as a key source of competitive advantage in manufacturing firms.
Originality. This research contributes to the growing body of knowledge on strategic information systems
by highlighting how business intelligence tools enhance competitiveness and sustainability. The study
recommends that organizations develop clear business intelligence objectives aligned with corporate goals
to ensure long-term performance improvement.

Keywords: Business intelligence, Organizational performance, Business environment, customer

intelligence.

Introduction

In a monopolistically competitive market, com-
pany operators, including entrepreneurs and govern-
ment entities, are tasked with formulating rules and
implementing tactics to secure a competitive advan-
tage. To achieve success in the market, governments
and corporations must make timely and appropriate
judgements within their business strategy. Relevant
information is essential for making informed judge-
ments. The increasing significance of information
profoundly affects its value, scope, quality, and quan-
tity across many formats. Decisions must be made
swiftly, frequently in real time, and typically neces-
sitate automatic assistance. This duty is performed
by business intelligence, which serves as a crucial
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support tool for decision-making and is an essential
component of the everyday operations of managers,
analysts, and executives throughout the organisation
(Olszak & Ziemba, 2006). The primary aims of busi-
ness intelligence are to provide interactive data ac-
cess, permit data manipulation, and empower busi-
ness managers and analysts to do relevant analysis
(Wadie & Mohamed, 2013).

Business intelligence is an essential element of
effective business management. They aim to improve
managerial decision-making within businesses. A
business intelligence system is a complex initiative
that incorporates technology and information sys-
tem applications, greatly enhanced by the analytical
and planning capabilities of firms and organisations.
It is based on the notion of multidimensionality, en-
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abling the analysis of reality from multiple perspec-
tives (Al-Ma, 2013). The necessity for the deploy-
ment and utilisation of business intelligence mostly
arises from the significant expectations imposed on
enterprise management. In a context of intensifying
rivalry, corporate managers and analysts must make
judgements under time constraints while shouldering
significant responsibilities. To make informed deci-
sions, it is essential to provide pertinent and objective
information that is readily accessible, with minimal
technical complexity, enabling the swift formulation
of new requests for additional information aligned
with the current business context (Baden-Fuller &
Haefliger, 2013).

Business environments are dynamic, requiring
businesses to recognise possible threats and oppor-
tunities in the external environment through strategic
intelligence efforts to maintain survival. Strategic in-
telligence is essential for the survival of the Nigerian
banking sector, which is marked by fierce rivalry.
Numerous organisations, including beverage com-
panies, are grappling with stringent new competitive
requirements regarding speed, quality, efficiency, and
enhanced market share to enhance their competitive-
ness and adaptability to fulfil client expectations.
This is due to the quick evolution of customers’ de-
mands, choices, preferences, and awareness. How-
ever, alterations in the external business climate have
rendered certain beverage firms susceptible to their
competitors, compelling some to either downsize
their workforce or diminish their number of outlets
as a strategy to navigate the fierce rivalry (Fleisher &
Bensoussan, 2007).

However, in the absence of a robust intelligence
framework within organisations, it is challenging to
respond proactively. Alterations in the competitive
landscape thus allow for the generation of erroneous
information, which undermines the organization’s
effective and efficient decision-making process. Or-
ganisations increasingly depend on information and
knowledge, as continuous growth and competitive
advantage stem from these resources. This study
aims to assess the impact of business information on
organisational performance in Nigeria.

Evolving from this, there were three hypotheses
formulated for this study

There is no relationship between environmental
H: |intelligence and organizational performance in Nestle
Nigeria Plc.

Consumer intelligence does not have significant
2" | influence on organizational Market Share.

There is no relationship between business intelligence
3" | and competitive advantage in Nestle Nigeria Plc
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Concept of Business Intelligence

Business Intelligence (BI) encompasses two fun-
damental conceptions of the term intelligence. The
first, however less commonly, pertains to the applica-
tion of human intelligence in corporate endeavours.
Business Intelligence is an emerging field focused
on the application of human cognitive abilities and
artificial intelligence technology for management
and decision-making across many business con-
texts. The second pertains to intelligence as informa-
tion esteemed for its significance and timeliness. It
comprises specialised knowledge, proficiency, and
technology that enhance the administration of both
organisational and individual enterprises. Thus, Busi-
ness Intelligence encompasses a variety of tools and
technology designed for data gathering, access im-
provement, and analysis, aimed at assisting enter-
prise users in making informed business decisions.
The word denotes have a thorough understanding of
all elements influencing the company. Companies
must possess a comprehensive understanding of ele-
ments including consumers, rivals, business partners,
the economic climate, and internal processes to make
successful and high-quality business decisions. Busi-
ness Intelligence empowers organisations to make
educated decisions (Ranjan, 2009).

The subject of Business Intelligence is a highly
relevant topic. Business Intelligence serves as an in-
strumental tool for decision-making support. It must
be determined based on the quantity of information
(Pour, 2005). These systems automate and organ-
ise data management (Dugas & Stankovic, 2012).
Managerial choices in every sector of the economy
can be informed by Business Intelligence outputs
(Krsak & Tobisova, 2012). These tools are frequently
utilised in numerous financial institutions, service
providers, and industrial businesses (Pour 2006). In
recent years, Business Intelligence tools, intended to
enhance decision-making in organisations, have be-
come a crucial component of management (Johans-
son & Sudzina, 2008). The BI system constitutes a
multifaceted endeavour, encompassing technology
and applications of information systems that signifi-
cantly bolster the analytical and planning functions
of firms and organisations (Pour & Slansky, 2004).

The marketing management process and the
marketing mix may be intricate. Effective marketing
planning necessitates intelligence not only on cus-
tomers but also across a broad range of domains, in-
cluding product lifecycle and supply chain. Strategic
marketers face challenges in obtaining information
from various sectors of the business for analysis and
decision-making in their strategies. To commence an
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outcome-based marketing initiative, access to com-
parison data is essential. Accessing comparative data
that evaluates outcomes, utilisation, and profitabil-
ity at the customer level is essential. Customer-level
analysis facilitates subset analysis, yielding insights
for specialised marketing (Rooney, 2004). By ob-
taining comparison data at the customer level, one
gains access to financial, result, and detailed infor-
mation via drill-down and drill-through activities of
business intelligence (Teece, 1996). The data can be
analysed through roll-up and roll-down views on sev-
eral dimensions, such by salesperson, region, county,
country, and more categories. Consequently, it is fea-
sible to assess customer profitability, compare sales
personnel performance versus established budgets,
and possess data to substantiate the value of services
alongside targeted marketing initiatives. Business
Intelligence provides the requisite flexibility in in-
formation availability to facilitate informed decision-
making.

Business Intelligence Procedure

Business Intelligence (BI) facilitates informed,
data-driven decision-making within the organisation.
The most compelling rationale for developing a new
roadmap for business intelligence (BI) excellence is
to eliminate the technological chaos and makeshift
solutions that Information Technology (IT) has faced
while attempting to fulfil business needs. Ranjan
(2009) asserts that a Business Intelligence (BI) or-
ganisation maximally utilises data at each stage of
the BI architecture as it undergoes various stages of
informational transformation. Data is initially gath-
ered, encompassing metadata such as the creator or
originating system, the creation timestamp, the de-
livery channel, and the sentiment expressed in plain
language, among other factors. Olszak and Ziemba
(2006) assert that metadata enhance the extraction,
transformation, and loading of data by delineating
data sources in the structure of data warehouses.
Metadata are utilised to automate the generation of
summary data and the handling of enquiries. It is es-
sential to guarantee that data is clean for utilisation.
Venter and Tustin (2009) assert that the objective of a
data warehouse is to furnish comprehensive, timely,
accurate, and well-organised information for Busi-
ness Intelligence (BI) analytical tools. Upon comple-
tion, the organisation can leverage the extensive data
and present it to users in a comprehensible manner.
Deliver predictive scores to customer support staff to
ascertain which offers are most likely to produce a
good result. Provide analysts with sophisticated vi-
sualisation tools to identify trends within millions of

data sets. Deliver a dashboard to the Vice President
of Marketing including social media sentiment scores
related to the new product.

Olszak and Ziemba (2006) identified a diverse
array of beneficiaries of Business Intelligence (BI)
systems, including insurance businesses, the oil and
mining sectors, security systems, banks, and super-
markets. Financial institutions are among the most
prominent sectors employing Business Intelligence
(BI) solutions, which also facilitate the evaluation
of the profitability of both existing and prospective
clients. This lays the groundwork for profitable sales
and relationship banking, so optimising sales to high-
value clients while reducing costs for low-value cli-
ents. This enhances profitability optimisation for in-
novative goods and services, hence improving value
creation in the insurance industry.

Challenges of employing Business Intelligence in
organisational performance

Business Intelligence (BI) applications have be-
come the primary investment focus for many Chief
Information Officers (CIOs), as noted by Chuah and
Wong (2013), and have consistently represented the
most essential technology to procure over the previ-
ous five years (Gartner, 2007). Notwithstanding the
growing interest in Business Intelligence (BI), the ef-
ficacy of its deployment remains ambiguous. Johans-
son and Sudzina (2008) posited that approximately
sixty percent of business intelligence systems fail
owing to technological, organisational, cultural, and
infrastructural obstacles. Moreover, EMC Corpora-
tion claimed that numerous Business Intelligence
(BI) programs have faltered due to the lack of ac-
cessible tools for end users, resulting in inadequate
fulfilment of their needs. Chuah and Wong (2013) de-
scribe the principal challenge facing Business Intel-
ligence (BI) systems as the costs related to technol-
ogy, maintenance, and implementation. The second
challenge is the increasing number of business users
utilising Business Intelligence (BI), especially as we
move towards operational intelligence.

The final issue is to implement operational Busi-
ness Intelligence using the newly accessible data
sources. We are observing a significant rise in the
volume of data (big data) being processed and stored
in data warehouses and experimental fields. This data
is utilised for sophisticated advanced, integrated, and
streaming analytics. Contemporary data sets in Busi-
ness Intelligence (BI) markedly diverge from con-
ventional, more strategic or tactical approaches in BI.
These significant obstacles give rise to the fourth is-
sue, pertaining to the performance and scalability of
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the ecosystem. The integration of operational person-
nel, operational Business Intelligence (BI), stream-
ing analytics, and big data applications requires that
performance be a primary focus for Bl implementers,
demanding sub-second response times for diverse
operational intelligence enquiries while also accom-
modating more strategic or extended queries. Lupa
(1997) suggests that a mixed workload scenario may
result in performance problems.

Financial institutions face challenges from big
data and must proactively manage and utilise corpo-
rate IT to remain competitive or gain an advantage.
Corporate intelligence (CI) enables organisations to
analyse extensive data to facilitate optimal corporate
decision-making. Financial institutions can leverage
their extensive databases to provide clear insights that
enhance business performance and ensure regulatory
compliance (Nemati, 2005). The applications of busi-
ness intelligence in the financial sector are extensive.
Although the Business Intelligence (BI) solution
generally encompasses the requisite data for recog-
nising improvement possibilities, considerable work
is frequently needed to extract these insights. The
work needed to locate relevant data points frequently
surpasses the expense of acquiring them. Moldovan
(2011) examined 23 financial sectors and identified
problems, difficulties, and sources of uncertainty in
mining financial data, particularly in ascertaining and
confirming short-term trends.

Organisational Performance

This refers to the capacity to attain organisational
objectives with greater effectiveness and efficiency.
To achieve its objectives effectively and efficiently,
an organisation must implement precise methods
for assessing management performance. To achieve
optimal performance, businesses must recognise
the legitimate goals and needs of employees for ca-
reer progression (Oginni & Omoyele, 2018). Harold
(1994) asserts that improving employee performance
to achieve organisational objectives can be achieved
through suitable incentive systems, including both
financial and non-financial rewards. Performance is
a critical issue for all companies. The standing of a
company within a certain industry, evaluated using
several criteria such as gross sales, profit, market
share, competitive advantage, and customer ratings.
The performance of an industry within an economy is
optimally evaluated by the time taken for completion
and the costs incurred, relative to the initially antici-
pated timeline and financial budget, as observed by
Bogdan (2011). The term performance will refer to a
holistic concept that represents the results of organ-
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isational efforts. The effectiveness and efficiency will
be assessed as components of performance.

In the views of Oginni and Omoyele (2018)
performance revolves around the following deduc-
tions in brief. First, performance denotes the effi-
cacy with which an individual executes a task or
activity, as well as the capacity to achieve intended
outcomes satisfactorily. Effective performance sig-
nifies achievement and progress. Second, organ-
isational performance is viewed as a function of
an organization’s capacity to achieve and sustain
equilibrium with its environment. Third, the perfor-
mance dimension must be streamlined to establish
explicit target settings. Quantifiable in both amount
and time, and can be effectively recorded in an in-
formation system.

Sultan (1997) posits that corporate performance
can be assessed through many metrics, including as-
set base, market share, quality, customer happiness,
and profitability. He asserts that certain scholars have
expressed pleasure with employing financial metrics
to assess corporate success, citing the intensity and
character of criticism aimed at traditional accounting
methods, which are frequently detrimental to the re-
view process. This study will assess organisational
effectiveness through profit metrics.

Literature Review

Jane’s research (2013) examines the “Adoption
of Business Intelligence Dashboards and Decision
Making at Kenya Power,” emphasising that Kenya
Power has continually excelled in the use of ICT and
has made significant investments to fulfil its goals and
objectives. An effective internal process substantially
contributes to the development and success of any or-
ganisation. As a business expands, its data needs also
increase. The aggregation and analysis of extensive
data sets can be a laborious endeavour. The absence
of data in the requisite format at the appropriate time
may lead to postponed decision-making. The primary
aim of the study was to analyse the advantages of
the business intelligence dashboard, the obstacles as-
sociated with the BI dashboard system, and the per-
formance ramifications of the new system at Kenya
Power. A descriptive survey was conducted utilising
a questionnaire and supplementary material. The
personnel of Kenya Power completed and submitted
the surveys. Qualitative data was collected and anal-
ysed utilising computational and statistical software.
The research findings indicate that the BI dashboard
system has significantly impacted the company and
continues to improve business operations at Kenya
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Power, despite several substantial difficulties that re-
quire attention.

The main aim of Afolabi’s (2014) study is to il-
lustrate the importance of adopting Business Intel-
ligence (BI) technologies in Nigeria’s higher educa-
tion industry. The authors offer a methodology for
the building and deployment of BI systems at high-
er education institutions, taking into account their
specificities. The discussions focus on the goals and
operational areas of BI in Higher Education. Conse-
quently, in this context, the methodology utilised to
exploit BI comprises two interrelated phases, specifi-
cally. Establishment of a data warehouse and subse-
quent analysis. A substantial segment of this paper
is on elucidating the technology and its prospective
benefits if used in the academic sector.

Richards (2014) contends that business intel-
ligence tools have recently garnered significant in-
terest from both scholars and practitioners. None-
theless, the influence of business intelligence (BI)
on corporate performance management (CPM) re-
mains unexamined. To rectify this gap, we executed
a comprehensive survey, gathering data from 337
senior managers. The partial least squares approach
was utilised to analyse the survey data. Research
indicates that the efficacy of Business Intelligence
implementation is favourably associated with the
efficiency of Corporate Performance Management-
related planning and analytical functions. Notably,
size and industry sector do not affect the relation-
ship between BI effectiveness and the CPM. This
study presents several implications for both philos-
ophy and practice.

Anthony (2015) analysed how business intel-
ligence empowers firms to sustain and develop
distinctive competitive advantages by utilising the
entire organisation and its networks to produce ac-
tionable insights about the environment, encom-
passing customers, competitors, regulators, tech-
nology, and other stakeholders. Given the current
environmental shifts in the market, it is essential to
examine the extent to which business intelligence
methodologies enhance competitive advantage
within the insurance sector. The research aimed to
determine the correlation between the implemen-
tation of business intelligence and competitive ad-
vantage in Kenyan insurance companies. This study
utilised a descriptive survey methodology. The re-
search population comprised 43 regulated insurance
firms in Kenya. Primary data was obtained through
the dissemination of questionnaires. The partici-
pants included information technology managers,
marketing managers, customer service representa-

tives, finance managers, and sales and marketing
personnel within the insurance sector. Descriptive
statistics were employed to analyse the data, as this
study was structured inside a descriptive frame-
work. The mean scores of the Likert scale were
utilised to assess the impact of competitive strate-
gies implemented by enterprises. Furthermore, the
researcher performed a multiple regression analysis.
The results were displayed with tables and figures.
The research revealed that several business intelli-
gence strategies have been employed by insurance
companies in Kenya to attain a competitive edge.
Insurance firms in Kenya have numerous obstacles
in utilising business analytics for competitive ben-
efit. The research indicated that the implementation
of business information across diverse organisa-
tional applications enhanced the competitive advan-
tage of the involved entities. The research advises
insurance companies to establish explicit Business
Intelligence (BI) objectives that are congruent with
the organisations’ goals. The firm’s objectives and
mission Intelligence, aligned with its objectives,
should constitute the cornerstone of the Business In-
telligence (BI) strategy. Individual responsibilities
should be defined at the project’s outset. This study
advocates for a deeper comprehension of the use of
Business Intelligence (BI) technologies inside Ke-
nyan insurance companies. Insurance companies
in Kenya should investigate alternate techniques to
optimise their utilisation of these systems.
Ruhollah et al. (2014) conducted a study enti-
tled “Evaluation of Business Intelligence Systems
on Organisation Performance with Balanced Score-
card Approach,” emphasising the significance of
information systems in contemporary society, par-
ticularly the necessity for managers to utilise sys-
tems in business intelligence and organisational
performance management. The Board Information
System was founded in 1994 in Switzerland to fa-
cilitate simultanecous economic expansion and the
swift improvement of performance management
and business intelligence. It is utilised to enhance
efficiency, support management decision-making,
execute business intelligence, analyse business traf-
fic, and oversee performance within an integrated
framework. This study examines the impact of
Board information systems on organisational per-
formance, concentrating on the financial, customer,
internal process, and learning and growth dimen-
sions. This research employs an empirical approach
utilising both objective and descriptive-analytical
methodologies. The attributes and functionalities of
the Board information system are initially assessed

15



Business intelligence and organisational performance in manufacturing organisations of Lagos metropolis

through literature and document analysis, followed
by an evaluation of its impact on organisational per-
formance via a focus group session and meta-analy-
sis. The findings indicate that the Board information
system positively and significantly influences the
organisation, encompassing human resources em-
powerment, organisational structure and processes,
risk mitigation, flexibility, communication, time ef-
ficiency, decision-making improvement, knowledge
sharing, and its pertinence to organisational perfor-
mance across financial, customer, internal process,
and learning and growth dimensions.

The central emphasis is the influence of busi-
ness intelligence on organisational effectiveness.
The aforementioned dimensions were obtained from
prior research undertaken by others in the field. The
following subjects were analysed: the definition
of business intelligence, the business intelligence
process, the elements of business intelligence, the
strategic significance and benefits of business intel-
ligence, the challenges related to the application of
business intelligence in organisational performance,
business intelligence practices and competitive ad-
vantage, the assessment of business intelligence,
competitive intelligence, and organisational perfor-
mance. The topic was clarified by theoretical and
empirical literature. Prior research indicates that
the strategic significance of business information
influences organisational performance in improving
competitiveness, resolving consumer challenges,
and promoting innovation.

Dijicks (2012) and Ponomarjovs (2013) both em-
phasised that data management presents considerable
issues for banks. This data, according to Moldovan
(2011), may cause confusion and difficulties. Nev-
ertheless, Business Intelligence (BI) enables busi-
nesses to analyse and extract insights from this data
(Olszak and Ziemba, 2006). The majority of research
on this subject has been carried out in diverse places
and across multiple business intelligence platforms,
with few studies completed in impoverished nations,
particularly in Nigeria. Kangogo (2013) contends
that the dynamics of the business environment pose
various challenges to multiple companies in Nigeria;
this research seeks to fill the gap by examining the
influence of business intelligence on organisational
performance at Nestle Nigeria Plec.
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Methodology

Research Design and Population

This study employed a descriptive research
design to provide a thorough overview of the fac-
tors being investigated. In this study, business in-
telligence serves as the independent variable (Y),
while organisational performance denotes the de-
pendent variable (X). The study population com-
prised the Lagos office of Nestle Nigeria Plc, en-
compassing the following Heads of Department:
production, purchasing, finance, marketing, and
research & development. There are one thousand
two hundred (1200) employees in the Cadbury
Nigeria Plc office in Lagos. (Source: Student Sur-
vey, 2020). The sample size for this research was
150, representing 10% of the study population. A
convenience and random sampling methods were
employed to the sample size for the study in the
designated area.

Mode of Specification

The formula is given as:

Y= f(X)

Where Y = Organizational Performance
F = Functional Relationship
X = Business Intelligence

Where
The model to be used is shown below:
Y=bx, +bxtbx ... +y

The simple linear form is stated below .
OP= o + B EI+ f ,CONSUI + B, COMPI + el

Where:

oP = Organizational Performance
EI = Environmental Intelligence
CONSUI = Consumer Intelligence
COMPI = Competitive Intelligence

U = Error Term

Results and discussion

Hypotheses Testing

Research Hypothesis One: There is no relation-
ship between environmental intelligence and organi-
zational performance in Nestle Nigeria Plc.
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Table 1 — Analysis Measuring the Relationship between Organisational Performance and environmental intelligence

1 2 3 4 5 6
o Pearson Correlation 1
Organizational overall performance - -
Sig. (2-tailed)
Understanding the changes of Economic | Pearson Correlation 217" 1
situation Sig. (2-tailed) .017
Understanding and using the new Pearson Correlation 018 .106 1
Technology Sig. (2-tailed) 845 251
) . Pearson Correlation 144 .053 .104
Understanding the social needs leads - -
Sig. (2-tailed) 116 .563 257
Demographic and Psychological factors | Pearson Correlation 140 501 290 1
of customers information Sig. (2-tailed) 126 .000 001
Good knowledge and information about | Pearson Correlation 221 427 101 281 1
competitors Sig. (2-tailed) 015 .000 273 .002 .000
Understanding the direct competition and | Pearson Correlation .097 .024 286 121 A87 1
indirect competitions’ activities Sig. (2-tailed) 291 797 .002 187 .000 469
Good Knowledge and information about | Pearson Correlation 014 .233 .074 113 .000 422
suppliers and distributors Sig. (2-tailed) 875 010 423 220 .000

*. Correlation is significant at the 0.05 level (2-tailed).
Source: Author’s Computation using SPSS 20.0, (2022).

Table 1 demonstrates a considerable positive
correlation between overall organisational success
and business intelligence. The correlation value
between understanding changes in the economic
condition and overall organisational performance is
.217. The correlation value between understanding
and utilising the new technology is .018. The corre-
lation value between understanding social demands
and business is .144. The correlation value between
demographic and psychological factors of consumer
information is .140. The correlation score for pos-
sessing comprehensive knowledge and information
about competitors is .221. The correlation value
between understanding the activities of direct and
indirect competitors is .097. The correlation value

between knowledge and information about suppli-
ers and distributors is .014. Table 1 illustrates that
the factors studied indicate a favourable correlation
between business intelligence and overall organisa-
tional success. The variables exhibited statistical
significance at the 95% and 99% confidence levels.
This is a substantial association between business
intelligence and overall organisational effective-
ness. The null hypothesis is rejected; hence, the
study concludes that a significant association exists
between business intelligence and the overall per-
formance of Nestle Nigeria Plc.

Research Hypothesis Two: Consumer intelli-
gence does not have significant influence on organi-
zational Market Share.

Table 2 — A Summary of the Multiple Regression Analysis of the Relationship between Consumer Intelligence and organizational

Market Share
Model R R? Adjusted R? Std. Error of the Estimate
1 453 205 185 484

*p<0.05 a. Predictors: (Constant), Business Intelligence
Source: Author’s Computation using SPSS 20.0, (2022).
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Table 2 of the model summary indicates a R? val-
ue of 0.205. This indicates that business intelligence
positively influences organisational market share. This
model predicts 20.5% of the variance in organisational

market share by simultaneously considering all factors,
indicating that 21% of the variance in market share for
Nestle Nigeria Plc can be forecasted from the diverse
business intelligence incorporated in the model.

Table 3 — Multiple Regression Analysis Showing Significance of Consumer Intelligence on organisational market share.

Model Sum of Square df Mean Square F Sig
Regression 7.001 3 2.334 9.981 .000°
Residual 27.124 106 234
Total 34.125 109

*p<0.05 a. Dependent Variable: organizational market share.
Source: Author’s Computation using SPSS 20.0, (2022).

Table 3 indicates that the business intelligence
factors utilised by Nestle Nigeria Plc strongly pre-
dict performance levels, F (3, 116) =9.981, p < 0.05.
The F-statistic demonstrates that the total regression
model is statistically significant in terms of goodness

of fit, since Ftab (3, 106) surpasses Fcal (9.981). As a
result, the null hypothesis is dismissed. The research
indicates that business intelligence has a substantial
beneficial effect on the market share of Nestle Nige-
ria Plc.

Table 4 — Contribution of each Predictor on Organisation Market Share variables

Unstandardized Coefficients Standar(.ilzed
Model Coefficients T Sig.
Std. Error Beta

(Constant) 4.073 788 5.167 .000
Understanding the changes of Economic situation
leads to market share in Nestle Nigeria Plc 365 A1 274 3.285 001
Understanding and using the new Technology leads to 441 094 302 4682 1000
market share.
Understanding the social needs leads to market share .044 .095 .039 465 .043

a. Dependent Variable: Business Opportunity

Source: Author’s Computation using SPSS 20.0, (2022).

Table 4 illustrates the contribution of the pre-
dictors. In this instance, comprehending and utilis-
ing the new technology results in business success,
yielding a Beta value of .392, p < .05, and a t-value
of 4.682. Comprehending the alterations in the eco-
nomic landscape results in a business contribution
with a Beta value of .274, p < .05, and a t-value
of 3.285. Comprehending social requirements con-
tributes to business success, with a Beta value of
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.039, p < .05, and a t-value of .465. The contribu-
tion is statistically significant to the business poten-
tial. Consequently, the null hypothesis is rejected,
leading to the conclusion that business intelligence
positively influences organisational market share at
Nestle Nigeria Plc.

Research Hypothesis Three: There is no relation-
ship between Business Intelligence and Competitive
Advantage Nestle Nigeria Plc.
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Table 5 — Correlations Analysis measuring the relationship between Competitive Advantage and Business Intelligence

1 2 3 4 5 6 7 8
Competitive Advantage 1 Pearson 1
petiity vantag Correlation
Understanding and using the new Pearson 092 |
Technology 2 Correlation ’
Technology should enhance the effective- | Pearson
. .145 .018 1
ness of our overall performance 3 Correlation
Understanding the social needs 4 Pearson. 2107 .104 144 1
Correlation
Demographic and Psychological factors Pearson
of customer’s information are critical to Cf)irse(l)ation 123 | .290™ .140 153 1
business in Nestle Nigeria Plc 5
Good kpowledge and information about Pearson. 083 101 "l 123 981" |
competitors 6 Correlation
Understanding the direct competition and Pearson
indirect competitions, activities leads to . 322" | .286™ | .097 147 121 .067 1
ot Correlation
organisation performance 7
Good.Knowled'ge gnd information about Pearson. 14 074 014 2747 113 100 | 487 |
suppliers and distributors 8 Correlation

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

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

Table 6 demonstrates a considerable positive cor-
relation between Competitive Advantage and Busi-
ness Intelligence. The comprehension and use of
the new technology exhibit a correlation coefficient
of .092 with competitive advantage. The correlation
value indicating that technology should boost the effi-
cacy of our total performance is .145. The correlation
score for understanding social demands is .210. The
demographic and psychological components of client
information are crucial to Nestle Nigeria Plc, with a
correlation value of 0.123. The correlation value for
knowledge and information about rivals is .083. The
correlation value between understanding direct and
indirect competition and organisational performance
is .323, whereas the correlation value for possessing
good knowledge and information about suppliers and
distributors is .214. Table 6 illustrates that business
intelligence is positively correlated with competitive
advantage. The variables exhibited statistical signifi-
cance at the 95% and 99% confidence levels. This is a
substantial association between Business Intelligence
and competitive advantage. The null hypothesis has
been rejected. Consequently, the study shows that a
substantial relationship exists between business intel-
ligence and competitive advantage at Nestle Nigeria
Ple.

The research investigated the impact of business
intelligence on organisational performance at Nestle
Nigeria Plc. First, there is relationship between busi-
ness intelligence and environmental intelligence in
Nestle Nigeria Plc. Second, consumer intelligence
has significant influence on organizational Market
Share. Third, there is relationship between business
intelligence and competitive advantage in Nestle Ni-
geria Plc

The research indicated that the implementation
of business intelligence in diverse organisational ap-
plications enhanced the organization’s competitive
edge. The aforementioned results indicate that busi-
ness intelligence significantly enhances IT and Com-
munication, business planning, process performance
monitoring, enterprise resource planning, decision-
making, compliance, risk mitigation, customer ser-
vice, and collaboration platforms, while exerting a
moderate influence on knowledge management, sales
and marketing, and human resource management.

The research confirmed that the implementation
of business intelligence has impacted the competitive
advantage of organisations. The effects encompass
business transparency, enhanced decision-making,
time and cost efficiency, market share acquisition,
product innovation, sales and revenue growth, op-
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erational efficiency and performance, customer satis-
faction, and positive stakeholder relations, including
suppliers and customers, while business intelligence
moderately fosters organisational motivation.

Conclusion

The study suggests that Business Intelligence
(BI) systems contribute to value networks by pro-
viding not just financial advantages but also knowl-
edge and other benefits. The survey affirmed that BI
systems are a crucial expenditure that organisations
must contemplate to maintain competitiveness.

A successful BI venture is evaluated based on its
effectiveness in meeting the objectives established by
organisations. The report proposes that organisations
establish defined business intelligence objectives that

fit with the company’ goals. The aims and mission of
the BI, along with its alignment to corporate goals,
should constitute the BI strategy. Roles for individu-
als should be defined at the project’s inception. This
will encompass the IT team, BI users, analysts, and
management support. The acquisition and develop-
ment of the BI tool/asset should be overseen by a
comprehensive executive steering committee while
being executed by a project team. Consultants also
have a significant role during the construction phase.
The study advocates for increased awareness regard-
ing the utilisation of Business Intelligence (BI) and
emphasises the necessity for organisations to train
their personnel in the optimal application of BI sys-
tems to ensure effective use for maximum benefit
and to achieve a competitive advantage based on the
value derived from business intelligence.
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