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Abstract:

Acquisition and frequency utilisation of Competitive Intelligence (CI) are
critical strategic activities designed to assist firms in evaluating emerging
trends in their business environments, major and potential threats, capabilities,
and competitions for businesses today, particularly in the tourism and hotel
sectors. However, there is still ambiguity about the impact of competitive-
intelligence acquisition (CIA) and utilisation (CIU) on firms' performance,
particularly for the hotel industry in a developing country such as Malaysia.
Thus, the purposes of this research are to define the nature of ClI practice in
Malaysian hotels, and to illustrate the relative importance of various CIA types
and sources to marketing managers in Malaysian hotels, moreover, to
investigate the impact of CIA and CIU on the financial and non-financial
performance of Malaysian hotels. A quantitative research design was adopted
in this study. To obtain the necessary data for analysing the hypothesised model
of the study, 505 questionnaires were issued to marketing managers in member
hotels of the Malaysian Association of Hotels (MAH), and a total of 184
analyzable questionnaires were gathered, with a response rate of 34.44%. The
research data were analysed using partial least squares structural equation
modelling and statistical package for social sciences "SPSS". Despite that half
of the responding hotels practiced CI informally, and many of these hotels
began practicing Cl five years ago, the study found that hotel marketing
managers have high and medium interest levels for most types and sources of
Cl in Malaysia, these five CIA's types were the most important: (1)
competitors, (2) customers, (3) human resources, (4) socio-cultural, and (5)
Global. As well, these five CIA's sources were the most important: the internet
and extranets, (2) customers, (3) electronic information services/intranets, (4)
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business associates, and (5) newspapers and periodicals, and industry trade

associations. Furthermore, the results indicate that CIA and CIU had a positive

and significant impact on hotels' performance, but CIU has the most effect.

These findings enrich those in positions of power like owners, managers, and

practitioners, as well as academicians, with greater knowledge of the

relationship and influence of CIA and CIU on firms' performance, particularly
for hospitality and tourism firms.
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Introduction

Tourism has developed into a significant sector in a number of countries, and according to the
United Nations World Tourism Organization, tourism ranks fourth among export categories
globally, behind fuel, chemicals, and food (Mohammed et al., 2017; UNWTO, 2018; Ahn &
Kwaon, 2020). Tourism is one of Malaysia's significant prospective growth sectors in the service
economy, and it is the country's second largest source of foreign money (Sin & Jusoh, 2019;
Yadegaridehkordi et al., 2020; Ahn & Kwon, 2020). Where it generated 3.4 million
employments in 2017 and 15.2 percent of Malaysia's GDP in 2019, Malaysia also welcomed
26.10 million tourists in 2019 and generated RM 86.10 billion (Tourism Malaysia, 2020). The
hotel industry is a critical component of tourism and thus one of the most promising sectors in
Malaysia, where Malaysia offers a diverse range of accommodation options to visitors,
including hotels, individual guest houses, motels, self-catering, and other private
accommodation. Additionally, by the end of 2019, Malaysia had 4,826 hotels with 315,969
rooms (Tourism Malaysia, 2020). As a result, effective tactics are required to enable the
Malaysian hotel business to overcome the strong competition.

Despite the Malaysian government's emphasis on tourism, as demonstrated by their 2020 vision
of 36 million tourists, records show a fall in tourist arrivals in Malaysia from 27.44 million in
2014 to 26.10 million in 2019. (Yadegaridehkordi et al., 2020; Tourism Malaysia, 2020).
Additionally, prior research has demonstrated that the hotel sector operates in an aggressive
competitive environment and is subject to environmental turbulence, resulting in a decline in
occupancy rates, with the occupancy rate for Malaysian hotels falling from 69.7 percent in
2014 to 58.8 percent in 2019. (Sin & Jusoh, 2019; Yadegaridehkordi et al., 2020; Tourism
Malaysia, 2020). As a result, in order to remain competitive in such a challenging industry,
hotel managers and executives should leverage appropriate strategic practices, such as
Competitive Intelligence (CI) practice, to help them remain in the market and thrive (Yap et
al., 2014; Yan-Li & He-feng, 2016; Salguero et al., 2019; Kdseoglu et al., 2020).

Competitive intelligence (Cl) is a systematic, targeted, timely, and ethical process that focuses
on collecting, synthesising, and analysing data from the firm's internal and external
environments and disseminating it to key decision makers (Calof et al., 2018; Oraee et al.,
2020; Madureira et al., 2021). Cl has emerged as a vital aspect in maintaining competitive
advantage, integrating company strategy and environment, and developing and executing
strategy (Calof et al., 2018; Collovini et al., 2020; Madureira et al., 2021). Effective CI practises
will lead to successful alignment of competitive strategies with environmental standards, as
well as outstanding performance (Yap et al., 2014; Hendar et al., 2020; Calof & Sewdass, 2020;
Silva, 2021; Hanif et al., 2021). When it comes to evaluating competitors and building tactical
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and strategic plans, Cl is a must-have (Oraee et al., 2020). Cl is utilised in various areas relating
to strategy in enterprises, such as support for strategic decision-making, early warning of
opportunities and dangers, competitor assessment and tracking, and support for strategic
planning and implementation (Oraee et al., 2020; Calof & Sewdass, 2020; Madureira et al.,
2021). As a result, Cl is an invaluable resource for strategic planning and other operations, as
it provides information on the activities of current and future competitors (Hendar et al., 2020;
Calof & Sewdass, 2020; Silva, 2021). In this regard, Cl has established itself as one of the most
effective strategic practises for enhancing an organization's performance and competitive
advantage (Maritz & du Toit, 2018; Oraee et al., 2020; Calof & Sewdass, 2020; Madureira et
al., 2021; Hanif et al., 2021). Additionally, according to Yan-li & He-feng (2015), Yan-Li and
He-feng (2016), and Salguero et al. (2019), the hotel industry is in desperate need of CI,
particularly in the era of big data, where a more comprehensive practise of CI will assist hotel
managers in making more informed and prudent marketing decisions by providing them with
high-quality, timely, and comprehensive information, which can result in improving
performance.

Despite the critical significance of ClI in firm survivability, its application has been diverse.
Some firms employ CI on a tactical basis, while others employ it on a strategic level, and there
is also considerable variation in the success of Cl implementation between companies and
sectors (Yan-li & He-feng, 2015; Kdseoglu et al., 2016; Sgilen, 2017; Cavallo et al., 2020;
Silva, 2021). Furthermore, despite the fact that competitive intelligence is a multidimensional
strategic practice manifested in competitive intelligence acquisition (CIA), competitive
intelligence process (CIP), and competitive intelligence context (CIC), the majority of prior
research has concentrated on the CIP and CIC (Saayman et al., 2008; Seyyed-Amiri et al.,
2017; Calof, 2017; Calof et al., 2018; Oraee et al., 2020; Hanif et al., 2021). Thus, prior research
has recommended investigating the relationship between CIA and organisational performance,
given the significance of CIA, which refers to the variety of types of CIA (e.g., competitors,
consumers, suppliers, technology, economy, and so on), and the sources of CIA (e.g.,
customers, suppliers, internet, media, and so on) that used to obtain information about a
company's internal and external environment and elucidating the importance and frequency of
utilising the various types and sources of CIA (Yap et al., 2014; Yap et al., 2018; Asghari et
al., 2020; Oraee et al., 2020). Specifically, previous empirical studies which addressed Cl
acquisition (CIA) and CI utilization (CIU) in the hotel sector, especially in the Malaysian hotel
context and tourism are still very scarce (Yap et al., 2014; Yap et al., 2018; Salguero et al.,
2019; Koéseoglu et al., 2020). Therefore, the use of firm performance (financial and non-
financial performance) to evaluate the impact of CIA and CIU in the hotel sector is crucial
(Yap et al., 2014; Yan-li & He-feng, 2015; Koseoglu et al., 2016; Salguero et al., 2019;
Kdseoglu et al., 2020). Furthermore, these authors recommended that future studies should
investigate CI dimensions in a variety of industries particularly the hotel industry. Thus, this
study is one of the first to assess the influence of CIA and CIU on Malaysian hotels' financial
and non-financial performance. Therefore, this study examines the following research
questions:

RQ1: What is the nature of CI practice in Malaysian hotels?

RQ2: What is the rank of importance of CIA types and sources to marketing managers in
Malaysian hotels?

RQ3: Do the CIA and CIU have an impact on financial and non-financial performance in
Malaysian hotels?
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Literature Review

Competitive Intelligence Acquisition and Utilization (CIA and CIU)

The notion of CI has core military science underpinnings and a long and illustrious history
stretching back more than 5,000 years (Tao & Prescott, 2000; Oraee et al., 2020). As part of
marketing strategy, the concept of intelligence has long been offered as a means of enhancing
both the planning process and the competitiveness of businesses (Ashrafi & Ravasan, 2018;
Salguero et al., 2019). Additionally, the CI practice appears to have grown significantly in
scope and is now regarded as one of the fastest-growing fields in the business domain, owing
to CI's involvement with a variety of disciplines with varying theoretical foundations, such as
management, economics, computer science, and information science, to name a few (Oraee et
al., 2020). Additionally, professional organisations and scientific societies are involved in this
field (Sgilen, 2017; Oraee et al., 2020). CI is recognised as a critical strategic practice for
organisations (Maritz & du Toit, 2018; Oraee et al., 2020), which can be used to assist the hotel
industry in evaluating competition, gaining advantages and coping with disadvantages and
crises, seizing opportunities, and enabling hotel managers to make informed decisions about
future events (Yan-Li & He-feng, 2016; Maritz & du Toit, 2018; Salguero et al., 2019;
Koseoglu et al., 2020). Despite this, Koseoglu et al. (2019) and Oraee et al. (2020) identified a
significant research gap regarding CI practise in emerging economies, emphasising the lack of
knowledge regarding how CIA is conducted in these markets, where the institutional
framework is significantly different than in developed economies. Generally, no precise and
widely recognised definition of ClI is provided; however, the literature contains numerous
definitions of CI (Pellissier & Nenzhelele, 2013; Oraee et al., 2020). Breakspear (2013) defines
Cl as a combination of two concepts: competition and intelligence. The former refers to a
contest between two or more organisations, groups, or corporations. The latter refers to a
corporate competency that integrates foresight and insights with the objective of identifying
impending change, which may be favourable and represent opportunities, or negative and
represent risks (Breakspear, 2013). Additionally, Yin (2018) and Oraee et al. characterise ClI
as a process or a product (2020). Competitive intelligence (Cl) is defined by the Society of
Competitive Intelligence Professionals (SCIP) as a continuous process that includes legal and
ethical methods for gathering information, analysing it, and controlling its dissemination so
that decision-makers can make informed decisions about marketing, research and development,
and investing tactics, as well as long-term business strategies (SCIP, 2009). Meanwhile, CI is
defined as the acquisition of information about the current and future behaviour of customers,
competitors, and suppliers, as well as information on the government, market, and general
business environment (Yin, 2018). As a result, the notion of Cl was applied as an acquisition
of Cl in this study.

Competitive Intelligence Acquisition (CIA)Competitive Intelligence Acquisition (CIA) refers
to the diversity of methods and sources utilised to gather information about an organization's
internal and external environment, as well as the importance and frequency with which these
methods and sources are used (Yap et al., 2014; Yap et al., 2018; Asghari et al., 2020;
Madureira et al., 2021). CIA is the process of acquiring information about rivals, customers,
suppliers, technology, the economy, and so on, and, ideally, integrating that information in
short- and long-term strategic planning to stay one step ahead of the competition (Teo & Choo,
2001; Yap et al., 2018; Asghari et al., 2020; Oraee et al., 2020). As well CIA refers to
information that can be used to improve a company's competitive position in the external
business environment. According to Teo and Choo (2001) CIA isn't the same as industrial
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espionage. 90 percent of all information a firm needs to make vital decisions and understand
its market and competitors is already available or can be methodically developed from public
data, according to one of CI's key maxims (Teo & Choo, 2001; Yap et al., 2018; Asghari et al.,
2020; Oraee et al., 2020). In general, the CIA reflects the trends and interests of Cl users. For
example, some businesses use the CIA to monitor competitors, suppliers, customers, and
technology, while others use it to monitor the economic and political conditions of the countries
in which they invest in order to formulate plans and strategies based on the intelligence
information produced by the CI unit. Additionally, the CIA denotes the type of information
sources from which businesses get information via its Cl unit. However, there is no agreement
on which type and sources of CIA (Yap et al., 2014; Yap et al., 2018; Asghari et al., 2020).
Given the lack of agreement on CIA sources in earlier studies, this highlights the necessity for
additional research on the CIA.

Information acquisition occurs during the collection phase of the CIP, when information is
obtained from a variety of sources (primary, secondary, internal, and external) for examination
and assessment (Muller, 2004; Asghari et al., 2020). Employees, for example, are an internal
source of information collection, whereas external sources are those outside the organisation
such as customers and suppliers (Asghari et al., 2020; Lutz & Bodendorf, 2020). Human
sources, according to Lutz and Bodendorf (2020), provide more original and timely
information. Muller (2004), on the other hand, stated that the published works primarily data
is essential for analysis and cross-checking the given data by human sources. Additionally,
Lutz and Bodendorf (2020) and Asghari et al. (2020) suggested that the critical success factor
for a CIA practice is focusing on the essential information and knowing where and how to
collect it. Environmental scanning is one of the ways of acquisition (Muller, 2004). The CIA
operates in three stages: information gathering, classification, and storage (files, computer
systems, library, etc.) (Yin, 2018; Collovini et al., 2020). Moreover, Rouach and Santi (2001)
and Kdseoglu et al. (2020) defined three distinct forms of information and its sources: open
information sources (white data), private domain information sources (grey data), and
unlawfully obtained information (black information). According to Muller (2004), information
collection must be handled in accordance with CI's ethical and legal norms. In this regard,
Marin and Poulter (2004) performed a poll of CIA practitioners and compiled a list of the ten
most often used sources of CI, ranked from most to least frequently used. There is 94 percent
of news providers, 93 percent of corporate websites, 90 percent of trade publications, 83
percent of competitor annual reports, 82 percent of employees (internal and competitor), 60
percent of trade shows, 60 percent of clients, 56 percent of senior management, and 42 percent
of current awareness services, and 40 percent of suppliers. They said that the percentage shows
the proportion of respondents who stated that they use the source on a regular basis for
intelligence gathering. According to other researchers, the CIA's primary and public domain
sources include archival materials, an online competitive database, published works, and on-
the-record interviews with industry experts or corporate officials (Salguero et al., 2017;
Collovini et al., 2020; Asghari et al., 2020). These sources enable the collection of data from a
variety of corporate operations and resource deployments, such as marketing expenditures and
capital investments in equipment and plant. In addition, previous studies in the Malaysian
context identified consumers, competitors, suppliers, technology, newspapers and periodicals,
Internet and extranets, global organisational, Web 2.0, economic, socio-cultural, and human
resources, and regulators as public sources of information gathering (Yap et al., 2012; Yap et
al., 2013; Yap et al., 2014; Yap et al., 2018). These sources are critical for gathering the
information needed to assist decision-makers in marketing strategies and improve firm
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performance. Despite the growing importance of the CIA, particularly in the era of big data,

very few studies have been conducted on its impact on the financial and non-financial

performance of businesses, particularly in the Malaysian tourism and hotel sectors (Yap et al.,

2014; Yap et al., 2018). This bolsters the study's argument about the criticality of understanding

the hierarchy of CIA types and sources according to their importance to Malaysian hotel

marketing managers, as well as the impact of CIA and CIU on financial and non-financial

performance in Malaysian hotels, as this is one of the first studies to address such a growing
research gap in a developing country like Malaysia.

Hotel’s Performance

The performance of a hotel is concerned with the end result of hotel process activities (Wu &
Lu, 2012; Mohammed et al., 2017; Cheangtawee et al., 2020). Due to the dynamic and
sophisticated nature of today's business world, performance assessment has become one of the
most critical factors for enterprises (Mohammed et al., 2017; Wamba et al., 2019; Falahat et
al., 2020). Thus, numerous scholars and researchers have recently displayed a surprising level
of interest in the topic of performance assessment and management (Yap et al., 2018; Wamba
et al., 2019; Falahat et al., 2020; Vugec et al., 2020). Thus, analysing performance using a
comprehensive metric that encompasses all facets of a business's operations is crucial for
supporting an organisation in effectively managing its resources and achieving its objectives
(Wu & Lu, 2012; Mohammed et al., 2017; Cheangtawee et al., 2020). This scale is used to
assess both financial and non-financial performance (Kaplan & Norton, 1992). Furthermore,
Wu and Lu (2012), Mohammed et al. (2017), and Cheangtawee et al. (2020) all used financial
and non-financial performance measures to evaluate hotel performance, and they found that
this comprehensive metric is important to measure the overall performance of hotels. This
metric takes four dimensions of corporate performance into account: financial, customer,
internal processes, and learning and growth (Mohammed et al., 2017). According to Kaplan
and Norton (1992), integrating these four perspectives enables managers to gain a better
understanding of cross-functional interactions within their organisations, resulting in improved
problem solving and decision making. According to Tej Adidam et al. (2012) and Yap et al.
(2018), financial measures alone cannot capture the full extent of CI influence, and thus the
total performance view should be used to evaluate Cl outcomes. As a result, examining the
impact of CIA and CIU on hotel performance (financial and non-financial performance) is
conclusive because it is a useful metric for evaluating the hotel's overall operational
performance (Tej Adidam et al., 2012; Yap et al., 2018). Finally, by combining financial and
non-financial performance metrics, firms can gain a holistic view of their operations. As a
result, the four performance measurement elements (customer, financial, internal process, and
learning and growth) are used in this study to reflect and measure hotel performance.

Hypotheses Development

CIA, CIU, and Hotels' Performance

Cl functions as a strategic tool for identifying opportunities and potential threats (du Toit, 2013;
Hendar et al., 2020). Additionally, CI is a multidimensional construct that encompasses three
dimensions: Comepetitive Intelligence Processes (CIP), Competitive Intelligence Context
(CIC), and Competitive Intelligence Acquisition (CIA) (Saayman et al., 2008; Seyyed-Amiri
etal., 2017; Yap et al., 2018). Additionally, the CI literature noted that the essence of Cl is its
capacity to enhance decision making and to assist decision makers in making informed
decisions, which can result in competitive advantage and improved firm performance
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(Mohamad et al., 2018; Markovich et al., 2019; Salguero et al., 2019; Lutz & Bodendorf, 2020;
Oraee et al., 2020). In the age of big data, CIA is critical for organisations to compete in a
fiercely competitive market by getting the high-quality information necessary for competitive
advantage Yap et al., 2014; Yan-Li & He-feng, 2016; Salguero et al., 2017; Yap et al., 2018;
Yin, 2018; Asghari et al., 2020; Collovini et al., 2020). Management research has established
the critical importance of information in buseniss activity (Teo & Choo, 2001; Asghari et al.,
2020). Indeed, gathering information is regarded as the first step toward conducting a ClI
practise and reaping the benefits of the knowledge (Shi et al., 2009; Gheysari, 2015). Clearly,
the design and operation of CIA have an effect on the overall efficiency and practicality of CI
practise (Salguero et al., 2017; Collovini et al., 2020; Asghari et al., 2020; Oraee et al., 2020).
CIA, as a component of the CI practise, is a critical strategic activity that assists organisations
in assessing emerging trends in their business environments, major and prospective risks, and
Competitiveness (Salguero et al., 2017; Collovini et al., 2020; Asghari et al., 2020). As a result,
CI analysts tend to secure information regarding the firm’s business plans, strategic
capabilities, intellectual properties, technological processes, product formulations and threats
posed by their potential competitors (Salguero et al., 2017; Collovini et al., 2020; Asghari et
al., 2020). Indeed, having accurate knowledge about the environment and competitors boosts
a firm's effectiveness and contributes to its competitiveness, improving performance (Gheysari,
2015; Ashrafi & Ravasan, 2018; Yin, 2018; Asghari et al., 2020).In addition, the majer
challenge for most hotel managers is making rational decisions in an atmosphere marked by
environmental uncertainty, as well as dealing with customers of various ethnicities, cultures,
and religions (Yap et al., 2014; Kdéseoglu et al., 2020; Mariani et al., 2020). Furthermore,
certain elements of the hotel marketing environment, such as severe rivalry, seasonal
variations, and imitation barriers, place a greater burden on hotel managers than on others
(Koseoglu et al., 2020). As a result, CIA practice and frequance to use it obtaining more
information on many areas of the hotel market may enhance market share (Yan-li & He-feng,
2015; Koseoglu et al., 2019; Salguero et al., 2019; Ahn & Kwon, 2020; Kdseoglu et al., 2020).
Furthermore, Yap et al. (2014) discovered that Malaysian hotels continue to underutilize Web
2.0 tools for market intelligence acquisition (MIA). Additionally, they discovered a favorable
correlation between MI acquisition, environmental instability, and hotel performance in
Malaysia. Additionally, Yap and Rashid (2011) discovered that the frequency with which
personal and external sources are used in strategic decision making is significantly higher than
the frequency with which impersonal and internal sources are used, and they discovered a
positive correlation between CIA practice and firms' performance in Malaysia. Therefore, we
proposed the following hypotheses:
H1: The CIA influences hotels' performance in Malaysia.
H2: The CIU influences hotels' performance in Malaysia.
According to the theoretical framework and prior hypotheses, the conceptual framework will
be depicted as in Fig.1.
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Figurel: The conceptual framework

Methodology

The primary objectives of this research are to define the nature of CI practise in Malaysian
hotels, to illustrate the relative importance of various CIA types and sources to marketing
managers in Malaysian hotels, and to investigate the impact of CIA and CIU on the financial
and non-financial performance of Malaysian hotels. To accomplish these objectives, we used
a quantitative approach to collect data from marketing managers at Malaysian hotels. There is
empirical evidence from previous studies in which researchers used hotel marketing managers
as primary respondents, for example, Yap et al. (2014), Kdseoglu et al. (2016) and Kdseoglu
etal. (2019). Additionally, Yap et al. (2014), Késeoglu et al. (2019) and Markovich et al. (2019)
noted that the CI unit is located within marketing management. As a result, it is expected that
marketing managers will be correct in their responses to practically all questions. The study
population consisted of Malaysian hotels with three to five-star ratings, which numbered 535
in December 2018, according to the Malaysian Association of Hotels (MAH, 2018). Yap et al.
(2014) and Koseoglu et al. (2016) suggested that these sorts of hotels are suited for exploring
ClI because their management organisation, information handling, and institutionalisation are
superior to those of one-star and two-star hotels. Due to the study population's modest size,
Zikmund (2003) and Zikmund et al. (2013) urged researchers to analyse the complete
population rather than picking a sample size. As a result, we conducted a survey of the overall
population, which includes 535 three- to five-star hotels according to the MAH membership
database. Due of the dispersed nature of Malaysian hotels, data was acquired via a
questionnaire over a four-month period from November 2019 to February 2020. After
removing the 30 hotels from the pilot survey, questionnaires were delivered via email to 505
hotel marketing managers. Due to the low incidence of email survey recovery, researchers
visited hotels in Northern Malaysia (Pulau Pinang, Kedah, and Perlis), as well as the majority
of hotels in Kuala Lumpur, Selangor, and Malacca, recovering a total of 192 questionnaires.
After removing damaged questionnaires and outlier data, the final examination of the
questionnaires received revealed 184 (36.44 percent) that were suitable for data analysis. Male
respondents made up 45.1 percent of the total, while female respondents made up 54.9 percent.
44.6 percent of respondents were between the ages of 36 and 45. All respondents held a
managerial position, with the marketing manager position accounting for the majority (91.3
percent), followed by the sales manager position (7.6 percent). As a result, all respondents were
deemed qualified to provide responses regarding the hotel's performance and CIA practises.
They were also aware of CI practises, as the majority of respondents (68%) had worked in this
hotel for four to nine years, while the majority (67.4 percent) had ten years or more of
experience working in the hotel business. 31.5 percent of hotels were rated as "three-star," 40.2
percent as "four-star," and the remainder as "five-star." On the other side, the bulk of hotels
were categorised as city hotels (78.8 percent). 75% of hotels have been established for at least
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ten years, indicating that they are mature establishments. The majority of these hotels possessed
in excess of 300 rooms. Additionally, Selangor had the highest response rate, at 26.6 percent.

Measures

The CIA and CIU measurement in this study was based on fifty items separated into four
dimensions, two dimensions of which represented CIA (as a second-order) and two dimensions
of which represented CIU, (as a second-order), depending on the perceived importance for
acquiring CIA (by type and source) and the Cl-frequency of utilization (by type and source)
were drawn from Daft et al. (1988), which were refined by Yap et al. (2014) and Yap et al.
(2018). Additionally, the perceived value of each CIA type and source was quantified using a
"five-point scale (ranging from 1 for insignificant to 5 for extremely significant)". Whereas the
ClU-frequency was quantified by kind and source on a "five-point scale (from 1=extremely
low to 5=extremely high)". Furthermore, hotel's performance (HP) has been measured by the
four elements of financial and non-financial performance (customer (HP-CP) has 4 items,
financial (HP-FP) has 5 items, internal process (HP-1PP) has 4 items, and learning and growth
(HP-LGP) has 4 items) were drawn from Kaplan and Norton (1992), which were refined by
Mohammed et al. (2017), where it included 17 items, with the four dimensions of HP were
assessed using a "5-point Likert scale, with 1 indicating "strongly disagree” and 5 indicating
"strongly agree" for the statements proposed". After that, respondents were asked to give their
opinions on CIA, CIU and HP in their hotels over the previous three years.

Results

Two statistical packages were used to examine the results of this study and to accomplish its
objectives: the statistical package for social sciences "SPSS"™ version 26 and "structural
equation modelling for partial least squares (SEM-PLS) version 3.3.3." The first package was
used to determine the level of CI practice in Malaysian hotels, and the rank of importance of
CIA types and sources to marketing managers in Malaysian hotels. While we used SEM-PLS
to evaluate the measurement and structural models, for report key findings on the
"measurement model™ and "structural model,” which include constructing, validating
discriminant and convergent models, analysing reliability, and determining the model's
predictive significance. PLS route modelling has increased its use in a number of study
domains, including strategic management, marketing, information systems, social psychology,
and management science (Hair et al., 2019). According to Hair et al. (2019), PLS-SEM is a
viable and robust method for a variety of circumstances encountered in social science research.

The Nature of CI practice in Malaysian hotels

As illustrated in Table 1, descriptive statistics in the form of frequencies and percentages were
calculated in connection to the nature of Cl use in Malaysian hotels. 51.1 percent of Malaysian
hotels employ CI on an informal basis, while 48.9 percent use it on a formal basis. Meanwhile,
74.5 percent of hotels indicated that the CI is housed inside Marketing/Market research
Management, while 13.6% indicated that the CI is housed within a distinct department.
Additionally, 58.7 percent of hotels implemented CI in less than five years, while 37.5 percent
implemented ClI in five to ten years. Additionally, 56% of hotels have between one and five
staff engaged in Cl operations, while 21.7 percent have between six and ten employees engaged
in CIP activities.
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Table 1: Descriptive Statistics of The Nature of Cl practice in Malaysian Hotels (N=184)

Variable Description F %
: Yes 184 100
Using CI No 0 0.0
Type of Formal 90 48.9
using Cl Informal 94 511
Market/Marketing research 137 745

Corporate planning 8 4.3

CIP unit The Finance 5 2.7
Location Research_& development 5 2.7
Information Technology 2 1.1
A separate department 25 136

Others 2 1.1
lesser than-5 years 108 58.7
Yealrfn?tf cl 5-10-Years 69 375
established 11-15-Years 2 1.1
16-Years and More 5 2.7
1-5-Employee 103 56.0
Zﬁ[ﬂgiregsf 6-10-Employee 40 217
. . 11-15-Employee 21 114
involved in

CI activities more than 15-employee 2 1.1

No dedicated set of employees 18 9.8

In order to measure the relative importance of various CIA types and sources to marketing
managers in Malaysian hotels, descriptive statistics were calculated that include mean,
deviations' standards, the relative importance index (RII), as well the level of the relative
importance index (RII-Level). As explained above, structures were measured in the current
study using the "5-point Likert scale™. So, we used three classes depending on Noor and Kumar
(2014), to show the categories of arithmetic mean, namely: the low values which are less than
2.33 ("4/3 + lowest-value (1)"), the high values which are higher than 3.67 (the highest-value
"(5) - 4/3)" and the moderate values which are located among high and low values.
Furthermore, according to Johnson and LeBreton (2004), the Relative Importance Index (RI1I)
is important for evaluating and ranking the factors identified in the study that use the Likert
scale. Where in the case of the five-point Likert scale, the following categories are used to
arrange the relative importance of each factor: 0.80 < RII < 1 considered High (H), 0.60 < RII
< 0.80 considered from Medium to High (M-H), 0.40 < RII < 0.60 considered Medium (M),
0.40 < RII <£0.20 considered from Low to Medium (L-M), and 0 < RII < 0.20 considered Low
(L). Table 2, showed the mean and standard deviations, and the Relative Importance Index
(RI1), and the level of RII for the type and source of CIA to illustrate the relative importance
of various CIA types and sources to marketing managers in Malaysian hotels.

Furthermore, Tables 2 and 3, and Figures 2 and 3 illustrate the values of mean, standard
deviation values, RII, Rll-levels and ranks for the types and sources of CIA in Malaysian
hotels. Where the overall mean for all types of CIA ranged between, 3.21 to 4.75, which
indicated that all types of CIA get moderate to the high level of mean values, as well the total
mean value of CIA's types had a high level of mean with 3.89 value, as well the overall standard
deviation for all items ranged between (0.57 - 1.00), as displayed in table 2, which indicates
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that there is no significant variation in the interests of marketing managers in Malaysian hotels

in terms of the types of CIA. With regard to ranking the types of CIA according to their relative

importance to the marketing managers of Malaysian hotels, competitors and customers

obtained a high level of importance with RI1-values of (0.95 and 0.94) respectively, while the

rest of the types obtained the medium to high levels importance values. Therefore, the five

most important types of CIA to Malaysian hotel marketing managers can be arranged as

follows: (1) competitors, (2) customers, (3) human resources, (4) socio-cultural, and (5) Global,

the types are arranged in descending order from most important to least important. See Table
2, and Figure 2.

In addition, the overall mean for all sources of CIA ranged between, 3.21 to 4.55, which
indicated that all sources of CIA get moderate to high level of mean values, as well the total
mean value of CIA's sources had a high level of mean with 3.91 value, as well the overall
standard deviation for all items ranged between (0.65 to 0.93), as displayed in table 2, which
indicates that there is no significant variation in the interests of marketing managers in
Malaysian hotels in terms of the CIA's sources. With regard to ranking the sources of CIA
according to their relative importance to the marketing managers of Malaysian hotels, the
internet and extranets, customers, electronic information services/intranets, business
associates, newspapers and periodicals, and industry trade associations obtained a high level of
importance with RIl-values of (0.91, 0.88, 0.87, 0.84, 0.83 and 0.83) respectively, while the
rest of the sources obtained the medium to high levels importance values. Therefore, the five
most important sources of CIA to Malaysian hotel marketing managers can be arranged as
follows: (1) the internet and extranets, (2) customers, (3) electronic information
services/intranets, (4) business associates, and (5) newspapers and periodicals, and industry
trade associations, the sources are arranged in descending order from most important to least
important. See Table 3, and Figure 3. This reflects the interest of marketing managers in
Malaysian hotels on the importance of types and sources of CIA and its impact of hotel's
performance.

Table 2: Means, Std. Deviation, RI1. RII-Level and Ranking of the CIA’s Types in
Malaysian hotels (N=184)

Std. RII-

Type of CIA Code Mean Deviation RII Level Rank
Customer CIAT1 471 0.62 0.94 H (2)
Competitor CIAT2 475 0.57 0.95 H 1)
Supplier CIAT3 351 0.75 0.70 M-H (7
Regulatory CIAT4 321 1.00 064 M-H (8)
Economic CIAT5 3.59 0.65 0.72 M-H (6)
Socio-cultural CIAT6 391 0.73 0.78 M-H 4
Human resources CIAT7  3.98 0.70 0.80 M-H 3
Global CIAT8 3.84 0.75 0.77 M-H (5)
Organisational CIAT9 359 0.80 0.72 M-H (6)
Total CIAT  3.89 0.45 0.78 M-H --
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RIl and RII-Level of Type of CIA

H H MH MH MH MH MH MH MH
CIAT1 CIAT2 CIAT3 CIAT4 CIATS CIAT6 CIAT7 CIAT8 CIAT9
Figure 2: RIl and RII-Level of the CIA's Types

Table 3: Means, Std. Deviation, RI1. RIl-Level and Ranking of the CIA’s Sources in
Malaysian hotels (N=184)

Sources of CIA Code Mean Std. rit R Rank
Deviation Level
Customers CIAS1 4.38 0.72 0.88 H @)
Competitors CIAS2  3.68 0.83 0.74 M-H (7)
Business associates CIAS3 4.19 0.65 0.84 H 4)

Government officials CIAS4  4.02 0.93 080 M-H (6)
Newspapers, periodicals CIASS 414 0.84 083 H (5)
Government publications CIAS6  4.02 0.92 080 M-H (6)

Industry, trade associations CIAS7  4.16 0.78 0.83 H (5)
The Internet and extranets  CIAS8  4.55 0.68 0.91 H 1)

Conference, seminar, trade 5 )nq9 369 078 074 M-H (7)
show, business trip

Superior, board members  CIAS10 3.72 0.71 0.74 M-H (7)
Subordinate managers CIAS11 3.64 0.66 0.73 M-H (8)

Subordinate staff CIAS12 3.62 0.65 072 M-H (9)
Internal memo, circulars  CIAS13 3.59 0.68 072 M-H (9)
Internal reports CIAS14  3.70 0.70 0.74 M-H (7)
Company library CIAS15 321 0.75 064 M-H (10)
Electronic information -~ zg16 433 079 087 H  (3)
services/intranets
Total 3.91 0.51 0.78 M-H --
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Figure 3: RIl and RI1I-Level of the CIA's Sources
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The Resulting of The Measurement Model

Hair et al. (2019) guidelines were utilised to evaluate the measurement model, focusing on the
construct, convergent, and discriminant validity. When a test is designed, construct validity
refers to the use of the results acquired via the application of the measure and relevant theories
(Sekaran & Bougie, 2016). This concept can be realised by examining the item's factor loading
in the content validity of the measurement model (Chin, 2010; Hair et al., 2014). In this
circumstance, all items should be much more loading on their hypothesised factor than on other
factors (Chin, 2010). As a result, if certain items have a load that exceeds their respective build,
they are destroyed (Hair et al., 2014). The current study used a threshold value of 0.70 as a
highly significant value for factor loadings. Taking into account the effects of item removal on
the composite's reliability and content validity, as proposed by Hair et al. (2014) and Hair et al.
(2017). As a result, several items were used despite having loadings less than 0.70 but greater
than 0.40, because eliminating them would degrade the quality of the content, as recommended
by Hair et al., (2014) and Hair et al. (2017). Table 4, shows that the loading of the item was
greater than the loading of the other items at all variables' items. As a result, this conclusion
supports the measurement model's content validity.

Table 4: Loadings and Cross-Loadings
Item CIA-T | CIA-S | CIU-T | CIU-S | HP-CP | HP-FP | HP-IPP LH(E‘-)P

CIAT1 0463 | 0.291 | 0.324 | 0.158 | 0.230 | 0.139 | 0.296 | 0.224
CIATS 0.730 | 0,526 | 0.549 | 0.309 | 0.116 | 0.199 | 0.044 | 0.037
CIATG6 0.719 | 0.393 | 0.409 | 0.045 | 0.167 | 0.231 | 0.049 | 0.053
CIAT7 0.788 | 0.434 | 0.503 | 0.215 | 0.407 | 0.390 | 0.407 | 0.251
CIATS 0.770 | 0.663 | 0.643 | 0.552 | 0.385 | 0.404 | 0.385 | 0.354
CIAT9 0.754 | 0571 | 0524 | 0371 | 0.270 | 0.256 | 0.176 | 0.153
CIAT10 | 0.856 | 0.591 | 0.644 | 0.424 | 0.242 | 0.329 | 0.282 | 0.250
CIAS3 0.486 | 0.717 | 0.483 | 0.435 | 0.481 | 0.477 | 0.468 | 0.361
CIAS4 0.525 | 0.807 | 0.682 | 0.612 | 0.579 | 0.533 | 0.525 | 0.515
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CIASS 0.360 | 0.695 | 0.563 | 0.672 | 0.630 | 0.510 | 0.650 | 0.651

CIAS6 0427 | 0.780 | 0.622 | 0.727 | 0.628 | 0.547 | 0.601 | 0.585

CIAS7 0.630 | 0.798 | 0.658 | 0.633 | 0.607 | 0.585 | 0.592 | 0.503

CIASS8 0.395 | 0,555 | 0.408 | 0.425 | 0.489 | 0.407 | 0.502 | 0.345

CIAS9 0.519 | 0,581 | 0.382 | 0.387 | 0.049 | 0.207 | -0.037 | 0.082
CIAS10 | 0591 | 0.803 | 0.475 | 0.561 | 0.279 | 0.467 | 0.172 | 0.195
CIAS11 | 0.621 | 0.811 | 0.590 | 0.551 | 0.306 | 0.456 | 0.193 | 0.197
CIAS12 | 0594 | 0.823 | 0.563 | 0.558 | 0.320 | 0.371 | 0.190 | 0.200
CIAS13 | 0536 | 0.803 | 0.526 | 0.579 | 0.320 | 0.338 | 0.211 | 0.192
CIAS14 | 0548 | 0.739 | 0.494 | 0.510 | 0.215 | 0.260 | 0.149 | 0.155
CIAS15 | 0.356 | 0.593 | 0.395 | 0.334 | 0.106 | 0.211 | 0.024 | 0.186
CIAFT1 | 0.184 | 0.280 | 0.413 | 0.290 | 0.390 | 0.311 | 0.448 | 0.355
CIAFT3 | 0.387 | 0,517 | 0.601 | 0.533 | 0.274 | 0.278 | 0.350 | 0.460
CIAFTS | 0589 | 0526 | 0.740 | 0.385 | 0.149 | 0.250 | 0.133 | 0.187
CIAFT6 | 0.615 | 0,515 | 0.781 | 0.310 | 0.337 | 0.343 | 0.253 | 0.275
CIAFT7 | 0544 | 0.491 | 0.797 | 0.448 | 0.579 | 0.488 | 0.557 | 0.485
CIAFT8 | 0.625 | 0.636 | 0.854 | 0.695 | 0.460 | 0.435 | 0.505 | 0.484
CIAFT9 | 0.628 | 0.600 | 0.794 | 0.532 | 0.377 | 0.322 | 0.304 | 0.326
CIAFT10 | 0.609 | 0.648 | 0.893 | 0.640 | 0.401 | 0.407 | 0.418 | 0.484
CIAFS3 | 0.338 | 0559 | 0.556 | 0.706 | 0.375 | 0.293 | 0.431 | 0.413
CIAFS4 | 0.354 | 0.654 | 0.653 | 0.804 | 0.582 | 0.460 | 0.557 | 0.521
CIAFS5 | 0.197 | 0561 | 0.521 | 0.817 | 0.548 | 0.402 | 0.583 | 0.584
CIAFS6 | 0.259 | 0.611 | 0.589 | 0.853 | 0.603 | 0.469 | 0.595 | 0.569
CIAFS7 | 0479 | 0694 | 0.663 | 0.832 | 0.613 | 0.519 | 0.600 | 0.529
CIAFS8 | 0.287 | 0.410 | 0.407 | 0.564 | 0.448 | 0.283 | 0.462 | 0.283
CIAFS9 | 0.348 | 0460 | 0.441 | 0.686 | 0.125 | 0.173 | 0.102 | 0.191
CIAFS10 | 0.348 | 0.518 | 0.437 | 0.767 | 0.238 | 0.321 | 0.170 | 0.151
CIAFS11 | 0.355 | 0.558 | 0.419 | 0.771 | 0.267 | 0.337 | 0.162 | 0.154
CIAFS12 | 0.326 | 0.589 | 0.448 | 0.808 | 0.321 | 0.282 | 0.210 | 0.221
CIAFS13 | 0.411 | 0.640 | 0459 | 0.774 | 0.283 | 0.263 | 0.212 | 0.174
CIAFS14 | 0.404 | 0.605 | 0.481 | 0.776 | 0.245 | 0.192 | 0.160 | 0.097
CIAFS15 | 0.190 | 0435 | 0.390 | 0.594 | 0.109 | 0.156 | 0.039 | 0.154
CIAFS16 | 0.269 | 0.440 | 0.525 | 0.782 | 0.498 | 0.313 | 0.589 | 0.532
HP_CP1 | 0.363 | 0.514 | 0.508 | 0.526 | 0.898 | 0.728 | 0.767 | 0.537
HP_CP2 | 0.309 | 0.447 | 0.448 | 0.444 | 0930 | 0.645 | 0.791 | 0.603
HP_CP3 | 0.299 | 0.446 | 0.387 | 0.384 | 0.807 | 0.598 | 0.692 | 0.532
HP_CP4 | 0.274 | 0.442 | 0.397 | 0433 | 0.859 | 0584 | 0.711 | 0.597
HP_FP1 | 0.216 | 0.482 | 0.447 | 0.439 | 0.559 | 0.814 | 0.541 | 0.516
HP_FP2 | 0.189 | 0.377 | 0.285 | 0.307 | 0.624 | 0.791 | 0.642 | 0.459
HP_FP3 | 0.396 | 0435 | 0.397 | 0329 | 0.649 | 0.790 | 0.650 | 0.506
HP_FP4 | 0.480 | 0.574 | 0.472 | 0.385 | 0.606 | 0.899 | 0.651 | 0.540
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HP_FP5 | 0.341 | 0.508 | 0.402 | 0.358 | 0.631 | 0.898 | 0.630 | 0.522
HP_IPP1 | 0.292 | 0.367 | 0.402 | 0.363 | 0.740 | 0.613 | 0.826 | 0.598
HP_IPP2 | 0.144 | 0.265 | 0.322 | 0.374 | 0.655 | 0.518 | 0.838 | 0.631
HP_IPP3 | 0.304 | 0.443 | 0.498 | 0.454 | 0.782 | 0.722 | 0.942 | 0.807
HP_IPP4 | 0.373 | 0.481 | 0.524 | 0.494 | 0.817 | 0.757 | 0.933 | 0.750
HP_LGP1| 0.210 | 0.355 | 0.471 | 0.448 | 0.600 | 0.455 | 0.732 | 0.835
HP_LGP2 | 0.129 | 0.265 | 0.328 | 0.266 | 0.558 | 0.490 | 0.686 | 0.826
HP_LGP3 | 0.274 | 0431 | 0491 | 0.394 | 0.487 | 0.565 | 0.613 | 0.851
HP_LGP4 | 0.266 | 0.404 | 0.445 | 0.389 | 0.517 | 0.518 | 0.606 | 0.829

The construct being measured can be estimated using factor loadings, composite reliability
(CR), and the extracted average variance (AVE). The recommended loading is set at 0.70,
however, items with the loading of items less than 0.70 but larger than 0.40 may be used, as
removing them would damage the content's quality, provided, CR must be greater than 0.70,
and AVE should be greater than the generally accepted cut-off point of 0.50, as advised by
Hair et al. (2014) and Hair et al. (2017). Accordingly, there were after deleted nine items that
had loading less than 0.40, are (CIAT2, CIAT3, CIAT4, CIASL, CIAS2, CIAFT2, CIAFT4,
CIAFS1, and CIAFS2). Using item loadings, the item loading for the hypothesized factor was
found to be significantly higher than the other components (Chin, 2010). Furthermore, CR
findings were higher than outcomes that were over 0.70. The AVE indicates that the latent
variable was greater than 0.50 (Hair et al., 2019). The findings in Table 5 are higher than
predicted levels, thereby validating the convergent validity of the measuring model.

Table 5: Loading Factor and Convergent Validity Findings

. Average
Second- Composite i
Measurement . L Variance
Construct Order | Loading Reliability E d
Dimensions tem (CR) xtracte
(AVE)
CIAT1 0.463
CIATS 0.730
oI CIAT6 0.719
5 CIAT7 0.788 0.889 0.540
Types
CIATS 0.770
CIAT9 0.754
Intelligence CIAS3 0.717
Acquisition CIAS4 0.807
(CIA) CIAS5 0.695
CIA® CIAS6 0.780
X CIAS7 0.798 0.938 0.543
Sources
CIASS 0.555
CIAS9 0.581
CIAS10 0.803
CIAS11 0.811
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CIAS12 0.823
CIAS13 0.803
CIAS14 0.739
CIAS15 0.593

CIAFT1 0.413
CIAFT3 0.601
CIAFTS 0.740
CIU’s CIAFT6 0.781

Types CIAFT7 0.797 0.908 0.560
CIAFTS8 0.854
CIAFT9 0.794
CIAFT10 0.893
CIAFS3 0.706
Competitive CIAFS4 0.804
Intelligence CIAFS5 0.817
Utilization CIAFS6 0.853
(ClU) CIAFS7 0.832
CIAFSS8 0.564
CIU’s CIAFS9 0.686
Sources CIAFS10 0.767 0.939 0.573
CIAFS11 0.771
CIAFS12 0.808
CIAFS13 0.774
CIAFS14 0.776
CIAFS15 0.594
CIAFS16 0.782
Customer HP_CP1 0.898
perspective HP_CP2 0.930 0.929 0.766
(HP-CP) HP_CP3 0.807
HP_CP4 0.859
HP_FP1 0.814
Financial HP_FP2 0.791
perspective HP_FP3 0.790 0.923 0.706
Hotels’ (HP-FP) HP_FP4 0.899
Performance HP_FP5 0.898
Internal HP_IPP1 0.826
process HP_IPP2 0.838 0.936 0.786

perspective HP_IPP3 0.942
(HP-1PP) HP_IPP4 0.933
HP_LGP1  0.835
HP LGP2  0.826 0.902 0.698
HP_LGP3  0.851

Learning
and growth
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perspective

(HP-LGP)  HP Lcpa 0829

After confirming the convergent validity, we examined the discriminant validity using the
Fornell and Larcker (1981) approach. To what extent is a collection of items utilised to estimate
a single construct, and to what extent is this estimate completed separately (Hair et al., 2014).
To properly use this strategy, the correlation between the latent constructs must be larger than
the square root of the AVE of each latent construct (Fornell and Larcker, 1981; Hair et al.,
2014). As a result, one item was eliminated (CIAS16) in order to conform to Fornell and
Larcker's requirements (1981). It can be assumed that discriminant validity has been proven
completely because the square root of the AVE values is greater than in their own rows and
columns. The data are summarised in Table 6, and the measurement model is depicted in Figure
4,

Table 6: Results of Discriminant Validity by ""Fornell-Larcker Criterion"

HP- HP- HP- HP-
Construct CIA-S CIA-T CIU-S CIU-T cp Ep PP LGP
CIA-S 0.741

CIA-T 0.695 0.735

CIU-S 0.736  0.432 0.757

CIU-T 0.721 0.717 0.667 0.749

HP-CP 0.528 0.357 0512 0499 0.875

HP-FP 0.568 0.391 0.432 0478 0.732 0.840

HP-IPP 0445 0320 0479 0499 0.847 0.743 0.887
HP-LGP 0435 0.262 0449 0519 0.648 0.606 0.791 0.835

According to the findings, the recommended conceptualization of CIA-T and CIA-S for CIA,
and CIA-FT and CIA-FS for CIU as reflecting second-order structures were supported. This
methodology is in agreement with prior researches that have combined CIA and CIU to create
a second-order approach such as Yap et al. (2014) and Yap et al. (2018). To identify and explain
the whole performance of firms, the many dimensions construct (as second-order structures)
were utilized instead of a single construct (HP-CP, HP-FP, HP-IPP, and HP-LGP) used in the
studies of Kaplan and Norton (1992) and Mohammed et al. (2017) in this study. This research
seeks to learn more about the correlation between CIA and CIU so that we can enhance our
comprehension of how they are related to other variables.
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Once the model's validity and reliability had been confirmed, the hypothesized link was
investigated using Smart-PLS 3.3.3. Figures 4 & 5, and Table 7 illustrate the results. Hair et al.
(2014) notes that the important criterion for the structural model evaluation is R2, as the
predictive PLS-SEM approach tries to illuminate the variance of the endogenous latent
variables. So, R2, which is one of the primary objectives, should be placed in a high position.
They also considered the R2 value of 0.75, 0.50, and 0.25, and arrived at the conclusion that
these values were "high, moderate, and weak", respectively. In our study, R2 obtained a value
of 0.369 using the PLS algorithm, and this value is a weak level. Figure 4 shows that the CIA
and CIU approaches account for 40 % of the variation in hotels' performance, which is in the
weak range. using the blindfolding approach, the model was also assessed to see if it was of a
high enough quality (Henseler et al., 2009). The Stone—Geisser test can be used to simulate soft
modelling comparable to hand in glove, says Valerie (2012). "This test is computed through
the formula Q2= 1 — sum of squares of prediction errors (SSE)/sum of squares of observations
(SSO)". When blindfolding is employed, the value of Q2 is derived by counting the number of
cases in the data instead of the given omissions distance. If the value of Q2 is not a multiple of
the given omissions distance, then the blindfolding method provides inaccurate values, and
values from 5 to 10 should be used (Hair et al., 2014). Since this research utilised 7 as the value
of d to represent the cross-validated redundancy methods for each dependent variable, the
current research selected 7 as the value of d. According to Hair et al. (2014), if the cross-
redundancy value is larger than zero, the model has predictive value; otherwise, one cannot
make any conclusions about the predictive relevance of the model. The cross-validated
redundancy of hotels' performance was 0.214, as shown in Table 9. Thus, it was concluded that
the model's prediction quality is satisfactory.

Additionally, the effect size for the latent factors on the dependent variable was evaluated using
f2 analysis, which is a complement to R2 (Chin, 2010). According to Cohen (2013), the effect
sizes (big, medium, and small) for the predictive variables are represented by f2 values of (0.35,
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0.15, and 0.02). As indicated in Table 8, it can conclude that, CIA and CIU have a small effect

size with (0.03 and 0.11)

respectively on hotel performance.

Table 7: Hypothesis-Testing Results

Hypotheses Pa}th Standard T . P- Results
coefficient error Statistics | Values
CIA -> HP 0.217 0.089 2.443 0.015 | Supported
CIU -> HP 0.423 0.083 5.105 0.000 | Supported
Note: ***: p<0.01; **: p<0.05; *: p<0.1.
Table 8: Effect Size (F?)
Construct R? F2 Effect
HP 0.369
CIA -- 0.03  Small Impact
Clu -- 0.11  Small Impact
Table 9: Model's Prediction Relevance
Q2 (=1-
Total SSO SSE SSE/SSO)
Hotel’s Performance 3128.000 2459.490 0.214
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Discussion and Implications
The hospitality industry is in desperate need of ClI, particularly in the age of big data, where

better CI practices would

assist hotel managers in making better marketing decisions based on
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the quality of information, timely, and comprehensive data, resulting in a competitive
advantage and improved hotel performance (Yan-li & He-feng, 2015; Yan-Li & He-feng, 2016;
Salguero et al., 2019). As a result, the current study sought to ascertain the nature of Cl practice
at hotels in an emerging economy such as Malaysia. As well as to illustrate the relative
importance of various CIA types and sources to marketing managers in Malaysian hotels.
Furthermore, the study seeks to determine the impact of CIA and CIU on hotels' performance
in Malaysia. To achieve the first goal, descriptive statistics were used, as it was discovered that
half of the studied hotels practice CI informally, at a rate of 51 percent, and that the majority
of Malaysian hotels began practicing CI five years ago, at a rate of 58.7 percent, while 37.5
percent began practicing CI ten years ago. The marketing department, on the other hand, was
found to be the most interested in CI, with a percentage of 74.5 percent. Furthermore, 56
percent of hotels have one to five employees working for Cl. On the other hand, regarding
ranking the types and sources of CIA according to their relative importance to the marketing
managers of Malaysian hotels, competitors and customers obtained a high level of importance
with RIl-values of (0.95 and 0.94) respectively, while the rest of the types obtained (medium-
high) of importance level. Therefore, the five most important types of CIA to Malaysian hotel
marketing managers can be arranged as follows: (1) competitors, (2) customers, (3) human
resources, (4) socio-cultural, and (5) Global. Additionally, regarding to ranking the sources of
CIA according to their relative importance to the marketing managers of Malaysian hotels, the
internet and extranets, customers, electronic information services/intranets, business
associates, newspapers and periodicals, and industry trade associations obtained a high level of
importance with RIl-values of (0.91, 0.88, 0.87, 0.84, 0.83 and 0.83) respectively, while the
rest of the sources obtained the medium to high levels importance values. Therefore, the five
most important sources of CIA to Malaysian hotel marketing managers can be arranged as
follows: (1) the internet and extranets, (2) customers, (3) electronic information
services/intranets, (4) business associates, and (5) newspapers and periodicals, and industry
trade associations, the types and sources are arranged in descending order from most important
to least important. This demonstrates that marketing managers at Malaysian hotels have a
thorough understanding of the various forms and sources of CIA, despite the fact that they
perform CI in an informal manner. As a result, researchers saw that Malaysian hotel managers
should make a greater effort to establish an official unit for CI, considering the critical role it
plays in increasing hotel performance

The second objective of this study is to examine the effect of CIA and CIU on Malaysian hotels'
performance. Because they are important dimensions of the CI in the era of massive data (Yap
etal., 2018; Yin, 2018; Collovini et al., 2020). The empirical result reveals that the CIA has an
impact on hotel performance (B=0.217, t = 2.443, p <0.01), as shown in Table 7. As a result,
H1 is acceptable. This conclusion means that hotels that seeking information acquisition via ClI
to assist its to evaluate the emerging trends in their business environments, major and potential
threats, capabilities, and competitions to enhance competitiveness and effective hotels'
performance (Ashrafi & Ravasan, 2018; Yin, 2018; Asghari et al., 2020). As a result, hotels
that practice CIA achieve better performance. Furthermore, the empirical result reveals that the
CIU has an impact on hotel performance (= 0.423,t=5.105, p <0.001), as shown in Table 7.
As a result, H2 is acceptable. This conclusion means that hotels that frequently seeking
information acquisition via ClI to assist its to evaluate the emerging trends in their business
environments, major and potential threats, capabilities, and competitions to enhance
competitiveness and effective hotels' performance (Ashrafi & Ravasan, 2018; Yin, 2018;
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Asghari et al., 2020). As a result, hotels that frequently practice CIU achieve better
performance.

In general, the results of this study proved that CIA and CIU affect the performance of hotels
by 40%, which means, the CIA and CIU practice account for 40% of the variation in hotels'
performance, which is in the weak range. This result is in line with the previous studies
examining the impact of the CIA on firms' performance such as Yap et al. (2014) and Yap et
al. (2018). Although this result confirms the significant effect of CIA and CIU on hotels"
performance, there is limited research in the hotel sector such as Yap et al. (2014), Yan-Li and
He-feng (2016), and Kdseoglu et al. (2020).

Conclusion and Limitations

This study is one of the first studies that look at the effect of practice CIA and CIU on hotels'
performance in Malaysia. The researchers also conducted an additional investigation about the
nature of CI practise in Malaysian hotels, and the relative importance of various CIA types and
sources to marketing managers in Malaysian hotels. The findings from the study showed that
the CIA and CIU practices were strongly linked to shotels' performance. Additional evidence
shows that the CIU practice is the most relevant, and followed by the CIA practice on hotels'
performance. Moreover, the results showed that although half of the Malaysian hotels were
practicing Cl informally, the hotel marketing managers have high and medium interest levels
for most types and sources of Cl in Malaysia. Where the five most important types of CIA to
Malaysian hotel marketing managers were arranged as follows: (1) competitors, (2) customers,
(3) human resources, (4) socio-cultural, and (5) Global, as well as the five most important
sources of CIA to Malaysian hotel marketing managers were arranged as follows: (1) the
internet and extranets, (2) customers, (3) electronic information services/intranets, (4) business
associates, and (5) newspapers and periodicals, and industry trade associations. These findings
have major implications for understanding how hotels improve their performance. The
observed difference in the shift from survival mode to hotels' growth is most clearly
demonstrated by a combination of the CIA and CIU.

This study has limitations, including the difficulty of acquiring data on all hotels in all of
Malaysia's states, as well as the influence of the Corona pandemic, which prevented researchers
from gathering additional data. Additionally, this study examined the association between hotel
performance in Malaysia and the CIA and CIU. This enables future research to focus on new
dimensions of CI and the role of mediating variables in the relationship between CI and hotel
performance, with increasing response rates. The second shortcoming is that existing research
is hotels industry-specific. Future research should consequently focus on Malaysia's other
industry. Thirdly, this probe is being conducted in Malaysia. Thus, future studies can repeat
the findings in different countries in order to generalise the findings.
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