
 

 
 

OVERVIEW AND FLETCHER’S PARTICIPATION  

Fletcher/CSI was a participating sponsor at the CiMi.connect event in Berlin September 20-23, 2022. 

Held in conjunction with the PharmaCiMI.con event and run as a hybrid event, over three hundred 

people were on-site and remote to learn and share about Competitive Intelligence (CI). From 

potatoes to pipelines – there was a broad range of industries represented where speakers and 

delegates could share and contrast their experiences. This created a strong learning environment for 

all attendees. 

This well-attended event demonstrated that the CI community is alive and well in Europe. With a 

packed agenda and well-prepared speakers, the event is one more sign that the CI community is as 

strong as ever.  

KEY TOPICS AND OBSERVATIONS 

CI conferences tend to focus on several key areas related to operating a CI unit and CI skills training. 

At PharmaCimi.con and CiMi.con, much of the focus was on one key area for CI, specifically how to 

distribute CI to stakeholders and use that CI to drive change. However, not all sessions were on CI 

distribution. Others covered how to apply market development tools, forecasting and scenario 

planning, as well as operational efficiencies to CI/MI.  

Fletcher/CSI’s contribution was a series of workshop sessions that examined how to build and use 

Indicator Trees to guide monitoring programs. FCSI presented three future state scenarios (a world 

with 0 Carbon based energy, a world with 100% electric vehicles, and a world with fully automated, 

driverless trucks). In each example, participants were tasked to identify what must change from the 

current situation to allow the future situation. Working backwards (backcasting) from the end state, 

participants identified specific changes in society, technology, economics, environment, and politics 

to get the end scenario. In the workshops, participants looked past the large macro changes and 

included the smaller supporting changes. Once specific changes were identified, participants then 

brainstormed how they would monitor the change and what tactics or strategic changes the indicator 

would trigger. 

In addition to the FCSI session on indicator trees, one keynote session discussed the role of 

scenarios when addressing complex market development. In these cases, scenarios provide a guide 

on what to monitor at global, regional, and local levels. Once scenarios are complete, it becomes 

important to update the scenarios and forecasts on a regular basis. Whenever an update is issued, 

the changes are shared with relevant decision makers. And whenever forecasts are updated, new 

indicators are identified and implemented.  
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The presenter from Rolls Royce Power Generation highlighted how a complex market environment 

should be tracked with multiple layers of CI/MI detail. Each system should have four key audiences 

composed of the CEO, the Strategy Group, M&A, and the MI/CI users. To meet the various 

information demands of these groups, the CI/MI unit must serve as the “one source of market truth” 

and as a one stop shop for CI/MI. This process was illustrated in a scenario planning case on 

alternative fuels and technologies. Starting with a STEEP evaluation, four different scenarios were 

created. One a steady state, another for the best case (as in best for Rolls Royce), another for the 

worst case, and one for a transformative case. Once the scenarios were developed, they were 

shared, along with competitor responses to each scenario, with the product development team and 

leadership. The goal of the scenario planning and competitive response modeling was to trigger 

action by leadership that would maintain market position. The presenter summarized the session 

with a quote; “the greatest danger from change is not change. It is not responding to change.” This 

advice is helpful in so many situations and does have a particular impact on the world of business. 

Shawn Wilken from Lamb Weston shared his interest in achieving strategic foresight through 

scenario planning, considering multiple futures, and linked to bespoke monitoring the external market 

to track the constantly shifting sands of his market environment with attention verging on paranoia. 

Whilst embracing the traditional pyramid model of CI hierarchy from broad secondary to targeted 

primary, he prefers to think of all the CI tools available to him as more like arrows that, when 

combined, create a clearer sense of alignment, purpose, and shared direction. 

 

 

The process of selecting and implementing a sophisticated market intelligence platform within Hilti 

was presented by Andreas Dobler as a case study. Amongst his key “takeaways” was to be clear 

about the goals and objectives, understand the weaknesses and flaws within your current “state,” 

share the key decisions with your stakeholder community, charge a fee to your internal stakeholders 

around the world for the subsequent value-added services and create a deep and long-lasting 

partnership with any chosen supplier. Be aware that your chosen supplier may well be on their own 

journey with external investors to satisfy - so it is important to select a company where there is a 

strong sense of strategic and cultural “fit” ready for a long term and shared journey together.  

Daniel Goudacre, Head of Strategy & Business Services (Grassroots) at The Football Association at 

The Football Association, based in the UK, presented a case from a leading governing body 
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perspective that is not impacted by a fast and extremely competitive environment. Daniel comes from 

a financial services background where data is already accepted as a critical currency. Until recent 

years, this was not so at The Football Association. He shared his view that it is important to start your 

journey with modest goals and budgets but produce a rapid, positive, and high impact for others. If 

something is failing – fail fast, learn, and move on. With a good track record and increased credibility 

more budgets became available to support and enable bigger ambitions. Access to shared data has 

empowered the creation of the grassroots communities to feel emboldened and “closer” to their once 

distant governing body. By embracing the power of new digital technologies and supporting the 

needs of their communities of parents and volunteers alike The Football Association is much better 

understood, has much better access & visibility into the reality and grass roots of the game in 

England.  

 

Rosen is a leading provider of cutting-edge solutions in all areas of the integrity process chain 

including deep sea pipelines. Operating in multiple markets all over the world. Gunnar Brink is  

Head of Global Market Prospects & New Business Development - Subsea). Maintaining a highly 

entrepreneurial culture within a family-owned successful engineering led company requires constant 

investment and innovation. Gunnar shared one of his many experiences of aiming to gain deep 

insights as to the challenges that a deep-sea diver may face when working on pipelines. The 

philosophy of the Rosen Group is to constantly innovate and be ahead of any demand curve. This is 

not without risk. Gunnar shared his insights by using the aptly named book Blue Ocean Strategy. 

Rosen wishes to create markets for their products that simply do not exist at the current time, making 

any competition an irrelevance. Even their most senior leaders and staff are still expected to focus 

with deep attention to the very minutiae of the most technical of challenges. This approach has 

enabled the original founder and leadership team to maintain their edge and create a strong 

sustained performance for decades exceeding their customers’ expectations for many generations. 

One of the more (from the FCSI perspective) interesting sessions discussed how to use Brand 

Laddering to determine levels of maturity for competitors or products. Using Coca-Cola as an 

example, the presenter demonstrated how brand ladders can be used as a tool to track how 

developed the competitor’s strategy is and how it aligns with strategy. The lowest level of the ladder 

is about the features and companies that stress features in their marketing are using a practicality, 

“we do this” type approach to the market. Moving up the ladder to benefits demonstrates that the 

company has begun to link “what it does for the user.” From there, the ladder goes to the rewards 

stage where marketing emphasizes “what you get” from their product. After rewards comes emotion, 

which tells the buyer “How you will react” (happy, glad, joyful, etc.) once they have the product. The 

final step on the ladder is feeling, which tells the buyer “How you’ll feel: about the decision 

(accomplishment, success, proud, etc.) The CI application is to understand where on the brand 

ladder a competitor is and use that insight to assess strategy and how strategy will be implemented. 

INSIGHTS 
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CiMi.con provided insights and perspectives on how CI/MI is evolving as new techniques are applied 

to traditional CI/MI challenges. Many of the sessions explored how to apply techniques such as 

Artificial Intelligence, primary data collection, internal source interviews, and others to solve new 

CI/MI challenges. Applications of analysis tools, such as the brand ladder and indicator trees, to 

improve CI/MI insights, along with on-going reminders to look past the current situation to the longer 

term, energized the attendees. The return to in-person events added a sense of excitement to 

CiMi.con, which carried over to high levels of attendee participation and great sessions. 

A key takeaway from the event is that CI/MI is a constantly evolving skill set which draws on analysis 

and collection tools from multiple disciplines to assess complex market developments. With sessions 

focused on long-term perspectives, attendees were urged to look past the current situation, past 

what has happened and into what is likely to happen. 

To talk with Fletcher/CSI and learn how we can support your CI/MI requirements for both the near 

and far terms, please feel free to contact us. Our European and US offices will be happy to work with 

you to develop a CI/MI solution  
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