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Assess the impact of competitive intelligence on customer satisfaction (Case
Study: Iran's carpet industry)

Farshid Abdi, Marjan Soleymani, Delaram Sharifi , Mastaneh Nasseri,

MARJAN SOLEYMANI
ABSTRACT

In today's competitive world actions of competitors and to predict their future programs organizations
have played an important role in preventing the surprise of the competition prevents them from being
deleted. One of the best current tools to perform this task is the implementation of competitive intelligence
system. In this study, to evaluate and determine the impact of competitive intelligence on customer
satisfaction in manufacturing firms, trade hand-woven carpets Iran. The study of the purpose and nature of
the research have been applied. The sample includes the top 10 producers of handmade carpets. Data for
field data collection instrument was a questionnaire. Two questionnaires were used in competitive
intelligence and customer satisfaction Alpha calculated according to the questionnaire had good reliability.
After checking for normality of the Structural equation modeling and the method of MLE software Amos
to examine the relationship between the variables were examined. According to the standardized regression
coefficients between the four dimensions of competitive intelligence, competitive intelligence, social
awareness, strategic marketing knowledge and technological knowledge, in order to have the greatest
impact on competitive intelligence. The dimensions of the five-fold between customer satisfaction,
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