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Webinar Content Outline

Å Introduction and background

Å GIA MI Roadmap

ɼ 6 Key Success Factors for Intelligence

ɼ 5 Levels towards World Class Intelligence Operations

Å Company Cases

ɼ Case Vopak: Building a Sophisticated Intelligence Operation with the Help of GIAõs 

World-Class MI Framework (René Loozen)

ɼ Case European Multinational Company : Taking an Existing Intelligence Operation to 

the Next Level  (Jens Thieme)

Å Conclusions
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Introduction and Background

Hans Hedin, Global Intelligence Alliance
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Background and Reasons for Developing the 
GIA MI Roadmap

Issues

1. Start -up: Companies need support for understanding how to 
implement an intelligence capability from scratch.

2. World -Class performance: Companies that have been 
conducting intelligence for a number of years seem to get 
stuck and unable to develop word -class performance regarding 
the intelligence activities.

3. Management education: Management needs to understand the 
requirements and the development path for obtaining a good 
understanding about the future of their business environment.

- page 6
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Reasons for MI Development and 
Key Success Factors showing How 
to Develop MI
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Reasons for MI Development
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Key Success Factors in Developing a World-
Class Market Intelligence System

Develop the Intelligence System in a 
systematic way and continue to improve 
it.

1. Start from small and redefine the 
Scope along the development curve

2. Design and implement MI Processes
that are integrated with decision 
making, i.e. Decision Point 
Intelligence

3. Design and produce concrete Market 
Intelligence Deliverables

4. Adopt a specialized Market 
Intelligence Tool , which enables 
global sharing of MI

5. Build a result -driven 
Organization with optimized 
resourcing

6. Create an intelligence Culture in 
your organization
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A well-designed intelligence process

integrates relevant content, 

appropriate IT tools, and a human 

network into a smooth operation that 

decision-makers can leverage for 

sustainable competitive success.

Develop the Intelligence System in a 
Systematic Way and Continue to Improve It
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1. Start Small and Redefine the ScopeAlong 
the Way

Å Start with a limited scope and 
expand it once you have more 
resources

Å When your market monitoring 
covers the relevant parts of 
your business environment, 
start putting emphasis on going 
deeper into the topics

Å Once you cover the relevant 
parts in your current business 
environment in detail, expand 
focus to also cover the future

Å Scope also involves analytical 
depth and future orientation
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2. Design and Implement MI Processes that 
are Integrated with Decision Making

Å First, formulate an MI 
strategy and 
implementation plan based 
on analyzed needs of your 
company, and on best 
practices learned from 
other companies

Å Second, establish 
continuous Market 
Monitoring to serve as the 
foundation for all Market 
Intelligence operations

Å Third, identify decision making points in 
your organizationõs key processes and 
integrate your MI operations accordingly
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3. Design and Produce Concrete Market 
Intelligence Deliverables

Å Ensure that you start delivering 

valuable content to end users from the 

very beginning

Å Start with setting up selected Market 

Monitoring deliverables that increase 

the awareness of the developments in 

the  business environment of your 

organization 

Å Design and implement MI deliverables 

that are integrated with key business 

processes and specific decision point 

therein

Å As you develop, the following aspects 

will need to increase:

ɼ Future Orientation

ɼ Co-Creation of Intelligence
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4. Adopt a Specialized Market Intelligence 
Tool that Enables Global Sharing of MI

Å Do not reinvent the wheel by 

embarking on designing and 

implementing a custom MI tool that is 

intended to meet 100% of your wishes

Å Instead, adopt intelligence software 

that has been built to support MI 

processes specifically and will meet 

95% of your requirements

Å Automate routines with the tool and 

engage end users through e-mail 

alerts and collaboration features
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5. Build a Results-Driven Organization with 
Optimized Resourcing

Å Centralize the management of 

activities and resources 

Å Outsource non-core activities to 

an external partner

Å Develop an intelligence network 

for collection and analysis

Å Make sure that the final analysis 

and interpretation of Market 

Intelligence will be done close to 

decision making
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6. Create an Intelligence Culture in Your 
Organization

Å Start the internal marketing of 

MI from the very beginning

Å Make MI a part of everyday 

business

ɼ Meetings

ɼ Training sessions

Å Find the people who believe in 

MI and start building the MI 

Network around these people

ɼ Co-creation of intelligence

Å Make sure that CEO and top 

management promote the MI 

culture in the organization

- page 16
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MI Roadmap

5 Levels of Intelligence
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Å

Level 1
Firefighters

5 Levels of MI

1

2

3

4

5

Informal MI

Basic MI

Intermediate MI

Advanced MI

World Class MI

MI responsible 

named 

MI process 

emerges

MI recognition 

with refined  

deliverables

MI becomes 

part of making 

company future

Level 2
Beginners

Level 3
Coordinators

Level 4
Directors

Level 5
Futurists
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Level

Description

1. 

Informal MI

(òFirefightersó)

2. 

Basic MI

(òBeginnersó)

3. 

Intermediate MI

(òCoordinatorsó)

4.

Advanced MI

(òDirectorsó)

5. 

World Class MI

(òFuturistsó)

MI Process

MI Organisation

MI Scope

MI Culture

MI Tools

MI Deliverables

The Roadmap: Combining the levels and the KSF

- page 19
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Case Vopak: Building a Sophisticated 
Intelligence Operation with the Help of 
GIAõs World-Class MI Framework

René Loozen 

Business Intelligence Manager

Royal Vopak 
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Tank terminal: 

key role in chemical and oil supply chain

22

Why do we need storage?

üImbalances between production and 

consumption in the different regions and 

countries

üMarketplace for traders

üSupplier of solutions in case of 

turnarounds

üStrategic oil reserves

üEnabling producers to focus on core 

business
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Strategic Focus Vopak

Cost Efficient 

Operations

Customer 

Leadership

Growth Leadership

Pursue and 

strengthen 

leadership in key 

locations

Invest in 

partnerships with 

strategic 

customers

Attain service 

excellence across 

the network

Become preferred 

provider for 

strategic accounts

Attain low cost 

position 

compared to key 

competitors

Develop superior 

ability to 

withstand all 

economic 

conditions

Leadership Enablers
Align structure with strategy and improve supply of human capital

Excellence
Set new standards in commercial, operational and financial excellence

23
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ñCommercial Excellenceò is responsible for the 

refinement of the commercial strategy of Vopak.

Several initiatives are being defined to drive commercial excellence.

Standardization of 

Business Processes

IV. Key 

Account 

managemen

t

III. CRM

I. Customer 

Metrics

VI. Business 

Intelligence

V. Customer 

Information 

Exchange

Help clients with customer centric solutions to optimize their 

logistical processes. Commercial Excellence should contribute to 

deliver this promise in the best possible way.

II. Customer 

Satisfaction

24



_

ïï ï

Definition & Scope

25

Main components of Business Intelligence within Vopak:

üCompetitor Intelligence

üProduct Flow Intelligence

üMarket Intelligence

üCustomer Intelligence

üMajor Trends in the Business Environment

Business Intelligence (BI), also 

referred to as Competitive Intelligence 

(CI) or Market Intelligence (MI), is a 

continuous and systematic process 

that produces knowledge and insights 

about a companyôs operating 

environment (competitors, customers 

and markets).
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Vision

ñAs the business environment is changing faster and faster and the 

complexity is increasing more and more, a professional intelligence network is 

becoming more and more crucial to remain a market leaderò

26

ñIncrease the competitiveness through a better decision making process, which is based on 

better analysis of and maximum insight in our business environmentò.

ñWe donôt want to be surprisedò

Mission

üEnsure efficient communication mechanism for sharing knowledge

üCoordinate and improve the business intelligence within Vopak in order to act more 

proactive, to take right decisions and to become more competitive

üTo become a better business partner for our customers, internal and external

Initiative Goal
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Reasons for Improving Intelligence

Old Situation

üMarket information was scattered over the 

different Vopak BUôs and divisions

üThere was no policy how to share this 

information / knowledge. 

üThere was also the feeling that the 

effectiveness of the intelligence process within 

Vopak has to improve in order to become more 

competitive

Drivers

27

üMarket developments are accelerating every 

year Ą increasing market dynamics

üAccelerating pace of globalization oil and 

chemical industry Ą links between the different 

regions are essential

üEmerging economies

üNumber and Nature of competitors are 

growing

üVopak has the ambition to obtain strong organic 

growth, for which an effective intelligence 

process is needed
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Business Intelligence Network

BI Manager: René Loozen

BI Representatives: Maurice Houben   (CEMEA)

Dewien Jagmohan (OEMEA)

Sean Fu (Asia)

Vivian Wei(China)

Ryan Wolf (NA)

Paula Tellaroli (LA)

ComEx: Jiahe Wu

28
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VOPAK Intelligence Deliverables  

üExamples of Deliverables

üIntelligence Plaza ïTool for structuring intelligence

üCompetitor Intelligence Deliverables

üProduct Flow Intelligence

üCustomer Intelligence Deliverables

üMarket Intelligence Deliverables

üCultural change

29

143 Million CBM39 Million CBM103 Million CBMPrimary Market

52 Million CBM3 Million CBM48 Million CBMSecondary Market

13 %24 %10 %World Market Share

26.4 Million CBM10.5 Million CBM15.9 Million CBMVopak

210 Million CBM43.7 Million CBM163.3 Million CBMWorld Market

TotalChemicalsOil
Worldwide Storage 

Capacity

143 Million CBM39 Million CBM103 Million CBMPrimary Market

52 Million CBM3 Million CBM48 Million CBMSecondary Market

13 %24 %10 %World Market Share

26.4 Million CBM10.5 Million CBM15.9 Million CBMVopak

210 Million CBM43.7 Million CBM163.3 Million CBMWorld Market

TotalChemicalsOil
Worldwide Storage 

Capacity



_

ïï ï

Deliverables General 

Ą Vopak Intelligence Plaza

30
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Deliverables General

üVopak Intelligence Plaza Ą helps us in competing in a market driven 

environment

üBusiness Intelligence platform  for sharing external news and reports, but also used 

for sharing internal documents

üUser friendly, easy to access, easy to store external news and internal reports and 

customized alert for every user

üWell appreciated by users Ą 4.7 out of 5.0

üIncreasing number of users

VIP users per Month
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Deliverables Competitor Intelligence

üCompetitor Intelligence

üReliable database with regard to competitors Ą RMS database

üReliable global market share figuresĄ RMS presentation

143 Million CBM39 Million CBM103 Million CBMPrimary Market

52 Million CBM3 Million CBM48 Million CBMSecondary Market

13 %24 %10 %World Market Share

26.4 Million CBM10.5 Million CBM15.9 Million CBMVopak

210 Million CBM43.7 Million CBM163.3 Million CBMWorld Market

TotalChemicalsOil
Worldwide Storage 

Capacity

143 Million CBM39 Million CBM103 Million CBMPrimary Market

52 Million CBM3 Million CBM48 Million CBMSecondary Market

13 %24 %10 %World Market Share

26.4 Million CBM10.5 Million CBM15.9 Million CBMVopak

210 Million CBM43.7 Million CBM163.3 Million CBMWorld Market

TotalChemicalsOil
Worldwide Storage 

Capacity

Global Overview, Q2
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2/11/2009Commercial Excellence & 

Strategic Development

8

0

100

200

300

Chemicals

North America

Middle East & Africa

Latin America

44MCBM

Oil

Europe

Asia

North America

Middle East & Africa

Latin America

163MCBM

Total

Europe

Asia

North America

Middle East & Africa

Latin America

210MCBM

Global Overview
Total Market Size By Continent

Note: 2.6 Million CBM is not yet classified as Oil or Chemical, of which 1.8 in China

Europe = 41%

Asia = 24%

North America = 22 %

Middle East & Africa = 9%

Latin America = 4 %
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Deliverables Competitor Intelligence

üCompetitor Intelligence

üMore insight in competitors strategies by competitors 

profiling Ą Benchmarks

üMonthly competitor reportingĄ Started up January 2009
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Deliverables Market Intelligence

üMarket Intelligence

üGlobal market reports Ą More insight in customers market dynamics 

and strategies ĄBenzene, MEG, éé via SRI

üMonthly Market Alerts Ą Started up last year

- Economic outlook forecasts downbeat with a sharp rise in 

unemployment predicted as recession takes hold across OECD

- The number of unemployed in OECD countries is expected to rise by about 8 

million people over the next two years

- Eurozone also already in recession following the US

- Eurostat estimate that the economy of the 15 countries using the Euro already 

shrank 0.2 percent in the July-September quarter

- S Korea Nov exports post biggest fall (=18.3%) in 7 years

- Chinaôs overall growth in exports in 2009 would slow to 3.5% from 11% 

this year due to economic weakness across industrialized and emerging 

economies based on the World Bankôs quarterly report update on China. 

Some market alerts, general
Global Demand  Methanol Derivates

34



_

ïï ï

Deliverables Customer Intelligence

üCustomer Intelligence

üGlobal Customer Satisfaction Survey: measures the customers perception 

of Vopak services Ą First launch in April 2008; second launch in February 

2009; will be launched every year in February

üMore insight in customers strategy by customer profiling Ą start-up with 

Sabic pilot in Q1 2009

üShare of wallet Ą start-up Q3 2009 ??

Vopak Service Quality Index

NPS by countrySatisfied

Target

35
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Deliverables others

üMajor trends in the Business Environment

üIdentify trends and opportunities Ą Update Impact CO2 discussion 

Vopak

üCommercial input for the Explanatory NotesĄ every quarter + Budget

üCommercial input in Terminalling in the Future

 
Explanatory Notes Budget 2009 

 
 

2 COMMERCIAL DEVELOPMENTS...............................................................................................4 

2.1 OVERALL MARKET DEVELOPMENTS................................................................................................4 

2.2 COMPETITIVE DEVELOPMENTS ......................................................................................................4 

2.2.1 Takeovers & acquisitions................................................................................................................5 

2.2.2 Expansions......................................................................................................................................5 

2.3 OIL MARKET .................................................................................................................................5 

2.4 BIO-FUELS ...................................................................................................................................5 

2.5 CHEMICALS MARKET.....................................................................................................................6 

2.6 LNG............................................................................................................................................6 

2.7 GROWTH .....................................................................................................................................6 

2.8 CUSTOMER LEADERSHIP...............................................................................................................6 
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Deliverables others

Ą Established culture within Vopak in which data and 

knowledge automatically is being shared amongst the 

"right" persons Ą is improving

37
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Experiences

üSupport of Executive Board is a precondition

üCreate a Global Intelligence Network

üStart with ñeasy deliverablesò

üDonôt go too fast Ą step by step

üDeliver Excellence 

38
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Case: Taking an Existing Intelligence 
Operation to the Next Level

Mr. Jens Thieme

Head of Market and Competitive Intelligence

European multinational company
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The need for improvements

Å CI function was created in corporate marketing & sales 

consulting group, lead in:

ɼ Global intelligence system (GIA)

ɼ Methodologies, practices, consulting

ɼ Centralized procurement & dissemination, processes

Å Hybrid solution with actual research & analysis done in BUôs

ɼ Accelerated need to fill skill gaps

ɼ Improved awareness created additional tools and activities

ɼ Further integration with other best practice solutions

- page 40- page 40
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Turning the reality check into a mandate

Translation of MI 

Framework into questions

Visualize results and 

provide options

Obtain real -world 

feedback

Obtain mandate and put 

into action

¬ ­

¯®

- page 41
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