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1. Introduction.

Today, business organizations are witnessing many challenges because of rapid and continuous
changes (Calof & Santilli, 2017). However, the techniques of traditional management have become
unable to make the organization competitive in a highly competitive environment, which
necessitates the use of administrative methods capable of facing these changes with wisdom and
vitality and keeping (Nesello & Fachinelli, 2019), adapting to those changes (Jumiran et al., 2020).
To meet this challenge, the organization must have a transformative and innovative approach; other
established businesses can benefit from this methodical approach to avoid having their growth
hampered by obstacles (Sudiyono et al., 2020). In this context, business organizations must adopt
new concepts that ensure and guarantee that they will face these various threats and challenges that
the organization faces and survive in the business environment (Adel, 2020).

One of the most important of these concepts is strategic intelligence (Azadi & Qhaemi, 2021), as
an information gathering tool that helps decision makers obtain knowledge that supports decision-
making (Abed & Abbas, 2019; Asbari et al., 2021). Therefore, the decision taken by the higher
management is always placed within the limits of the organization according to the strategies
developed at the beginning and derived from the original core values, goals of the organization;
Hence, strategic reformulation is always carried out regularly in response to any required changes in
the industry, whether service or productivity (Ahmed et al., 2021). Considering the remarkable
development in the field of strategic management now, where several ideas appeared, the most
important of which was strategic intelligence, where international business companies began to pay
attention to strategic intelligence (Alhabib & Alsultan, 2021). In the twenty-first century, they
began to form what is known as strategic intelligence (Almajali & Alzu'bi, 2021), due to the
significant role played by strategic intelligence in various fields, which contributes to the
achievement of the goals and interests of the organization. So, it is necessary to employ such kind
of intelligence in business organization (Alkharabsheh & Al-Sarayreh, 2022; Abdelaal, 2023).

Hotel chains have an important part in the hospitality industry. As dynamic entities, they share
the characteristics of global organizations, and distinguish themselves as service sector corporations
(lvanova & Ivanov, 2015). Nowadays, hotel chains are the foundation of the global tourism
industry, as there are multiple hotel chains in the countries (Ilhsan, 2021). In addition, organizations
face rapid changes, whether in the internal or external environment. So, they require fateful
decisions. They face a problem that is difficult to maintain in the absence of strategic flexibility, and
a constant passion for development or improvement. Strategic intelligence contributes to improving
and enhancing the organization's performance. It requires the organization to increase the ability to
communicate with external parties, and to develop the means it uses to achieve its goals to improve
its performance and organizational ability (Elhachemi & Cheikh, 2021; Azomena et al., 2021).

Some studies confirmed the need to clarify the concept of strategic intelligence for managers as
there is a need to develop the performance of managers by making them familiar with concepts of
strategic intelligence such as problem-solving, situation management and optimizing experience.
Alhabib & Alsultan (2021) recommended that employees should pay attention to the different
dimensions of strategic intelligence so that they can make strategic decisions; Elhachemi & Sheikh
(2021) recommended that all dimensions of strategic intelligence should be applied if they have an
impact on the performance of organizations. Moreover, organizations should restructure their
internal and external competitive strategies, through attention and application of strategic
intelligence that can lead to superior performance for their employees. Based on the results of
Almajali & Alzu'bi (2021), they confirmed the importance of strategic intelligence and its impact on
organizational performance. Also, they recommend conducting recent studies on the requirements
of enhancing institutional performance. The study of Alshammari (2021) indicated the need to
investigate the dimensions of strategic intelligence and pay great attention to them to improve the
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performance of the organization; In addition, the study of Al-Asmari (2022) suggested that to
achieve a better distinction in the face of upcoming crises, future forward-looking plans should be
developed. In specific, the main issue in the hotel chains in Egypt is the significant lack of strategic
intelligence indicators (Moftah, 2023). Consequently, the problem is the lack of understanding of
hotel managers and employees about the concept of strategic intelligence. Also, most of the studies
were applied in different institutions outside Egypt, and there is no single study applied to hotel
chains. Moreover, the importance of strategic intelligence in determining the trends and behavior of
its employees and their relationship to their performance. Therefore, this research aims to analyze
the dimensions of strategic intelligence to use it as a tool to improve the efficiency of hotel
performance in Cairo's hotel chains in Egypt.

2. Literature Review
2.1. Strategic Intelligence Concept.

Strategic intelligence is described as the preparing of a leader to recognize his field and work for
positive outcomes (Maccoby, 2011; Wilensky, 2015); the process of gathering, processing and
presenting environmental data in a manner that enables decision-makers to make their decisions
with enough efficiency and effectiveness (Esmaeil, 2014); and a tool to provide timely,
comprehensive information on the external and even internal environment to decision-makers, to
assist in the planning and strategic decision-making process (Abed & Abbas, 2019). As already
mentioned, there is no defined concept of which is strategic intelligence since it is widespread and
infectious to the extremities (Alhabib & Alsultan, 2021). Strategic intelligence claimed that it is
access to the right information from the right people at the right time so that they can make
decisions and establish plans for the organization (Falah & Anwar, 2021). Finally, strategic
intelligence definition is the capacity of administrative leaders to deal with the information that is
now available about the business environment and to acquire the knowledge necessary for decision-
making, forecasting, and future planning, as well as the capacity to adjust in real-time to changes in
the environment (Sadalia et al., 2021; Al-Ali & Ali, 2023).

2.2. Strategic Intelligence Importance.

The value of strategic intelligence is one of the major elements in optimizing managers'
decisions. Its importance has increased because of the many challenges imposed on organizations
by the external environment. Strategic intelligence helps the organization to explore opportunities
and use them in the best possible way (Basile et al., 2018). The main value of strategic intelligence
is to feed decision-making, enabling constructive steps to be taken to respond to changes in the
environment in the early stages of movement (Shahraki et al., 2020), as well as its role in
diagnosing the threat and working to adapt to it in a way that helps the organization to minimize its
effects, in addition to its role in helping the organization to invest its resources in the best possible
way (Kori et al., 2021). This is evidence that intelligence leads to creativity, which leads to higher
performance. Furthermore, strategic intelligence plays a vital role in managers' ability to build an
organization or entrepreneurial activity (Alkharassani & Hassan, 2021); it helps well-versed
companies to value a business for its economic value, allowing managers to forecast the
organization's future success (Miri & Mahmoudi, 2022; Al-Ali & Ali, 2023).

2.3. Strategic Intelligence Objectives.

Strategic intelligence aims to detect opportunities, gain a competitive advantage, and maximize
the performance of individual enterprises (Abed & Abbs, 2019; Alkharassani & Hassan, 2021; Al-
Asmari, 2022; Abdelaal, 2023; Al-Ali & Ali, 2023). In addition, they indicated that the objectives
of strategic intelligence are as follows:
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e Provide early predictions and warnings of threats surrounding organizations and take
preventive action.

¢ by enabling organizations to respond to current and future environmental changes, plan and
predict results in a manner that reflects positively on their reputation and location.

e Forming the convictions of decision-makers and formulating policies that decisions and
creative policies should be reached optimally.

e To advance the task of gathering and analyzing information on the external environment and
to create partnerships in the field of research and development.

e Present practical ideas that turn technologies and inventions into tradable goods.

e Create statistical views on future events and take them as a basis for problems.

e Provide strategic intelligence that will help organizations to consider current and potential
risks.

2.4. Strategic Intelligence Dimensions.

This study relies on the measures used by the following studies of Ali (2015), Abed & Abbas
(2019), Maccoby & Scudder (2011); El-Latief & Saad (2023); The dimensions of strategic
intelligence include:

2.4.1. Foresight Dimension.

The foresight dimension represents the ability of an individual to think based on unseen and
unconscious powers but contributes to the future of the organization by creating a distinction
between what a corporation can stop and what it can manage (Maccoby & Scudder, 2011). It also
describes the opportunity to see future patterns by evaluating the organizational dynamics of both
past and present time (Maccoby, 2015). Moreover, foresight is a leader's ability to detect noticeable
changes in the future and to perceive associated opportunities and threats (Adel, 2020). Unlike
forecasting, foresight derives from combining core knowledge with observing the business
environment and interpreting world trends and patterns by which the organization tunes in to its
current situation (Vidjah & Qutieshat, 2023). Foresight assists decision-makers in overcoming
cognitive limitations to develop long-term in a highly competitive environment (El-Latief & Saad,
2023). Foresight is a systematic and participatory process of collecting intelligence data about the
future, based on which a long-term vision is built to guide decisions. This suggests that foresight
involves the task of improving analytical knowledge about possible future opportunities while
paying attention to the flaws and risks associated with them. Also, social science claims that there
are two types of foresight. They can be intuitive and inductive (lzadi et al., 2022; Radhi, 2023; El-
Latief & Saad, 2023). Moreover, it is one of the most attractive and useful fields of study as it can
be used to map a preferred future and create effective plans to achieve predetermined goals (Al-Ali
& Ali, 2023; Mufrij, 2023; Alshaar, 2023; Vidjah & Qutieshat, 2023). Consequently, foresight is an
intellectual dimension adopted by administrative leaders to prepare predictive decisions for the
future based on their vision of what is happening and the business environment full of social and
economic aspects and political variables, based on the strategies that can be prepared that will
secure the desired future for the organization.

2.4.2. Future Vision Dimension.

The vision of an organization often involves defining a better future picture that the organization
aspires to and exceeds its current circumstances and the tendency to follow targets that are entirely
different from the current objectives (Coyne et al., 2011; Qasim, 2018). It is the view of things by
mental experience, perception, and contrast for the purpose of forming a picture that the
organization should be in the long term. They represent the goals and aspirations of the organization
and know where the future of its plans (Abuzaid, 2017). In addition, the future vision is the key to
success in the process of strategic change that enables leaders to face the challenges of the
enterprise and to track the movements of rivals and to recognize their strategies (Marney & Nur,
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2019). Strategic vision is a description of what the organization will be in the future, and focuses on
the areas that work to achieve that success by using foresight and organized thinking in developing
and designing a model or ideal situation with the aim of reaching it after a certain period of time;
and the ability of the manager to imagine a picture of something that has never been experienced
and never happened before and to test it which indicates the ability of the manager to see
developments before they happen and hence the strategic vision of the organization is realized has
achieved its objectives (Dehane, 2020; El-Latief & Saad, 2023). The basis of future vision
formation is strategic intelligence, whereby managers and planners can develop the future vision of
the organization by honing these talents and using the right techniques to make it a reality. The most
comprehensive organizational intelligence is strategic intelligence because it provides the
knowledge and information that the organization needs to formulate strategies that will provide
value and enhance the organization’s growth, development, and progress (Al-Dahhan, 2019).
Consequently, the future vision as one of the dimensions of strategic intelligence should give an
integrated picture that reflects all parts of the organization for an ideal future capable of facing
challenges.

2.4.3. Partnership Dimension.

Partnership describes the ability of the organization to develop strategic partnerships with other
organizations and strategic intelligence leaders to achieve shared goals (Leal et al., 2019). A
strategic alliance is an arrangement that allows two or more groups of organizations to pool their
resources to create a joint venture to invest in jobs. The reasons for forming alliances and
collaborations are market entry, product and market motivation, market structure, motivation, and
motivation to improve the skills of employees. In addition, developing trust and commitment
among partners and the ability to overcome disputes that occur between them, sharing knowledge
and developing new products is therefore a key component of strategic intelligence (Almajali &
Alzu'bi, 2021; Avila et al., 2022). These are the strategic alliances that the organization can adapt to
transfer to international business, since they can solve many of the issues that other transport
strategies might be aware of, as well as being an essential means of achieving further returns
through strategic companies with foreign parties with a reputation, expertise, and financial
capability (Isoraite, 2009). Clarified that strategic intelligence often becomes beyond the
individual's reach, leaders of change therefore need to establish a range of alliances inside and
outside the company and form a leadership team of individuals whose collective skills cover all
facets of strategic intelligence (Maccoby, 2015). Partnership highlighted the importance of
recognizing the various personalities and their feelings in choosing the right partners and sustaining
meaningful relationships over time (Alkharassani & Hassan, 2021). The partnership reflects the
ability of a strategically intelligent leader to forge strategic alliances with other organizations and
benefit from their expertise, which works to create an atmosphere of competition and strengthen the
organization's position (Hashem, 2021; El-Latief & Saad, 2023). In addition, one of the most
important ideas to be discussed in recent years is partnership, which describes how organizations
can create strategic relationships with other organizations (Maccoby, 2015). As a result, it was
discussed as a component of the strategic intelligence of the successful administrative leader, since
the ability to form alliances and choose the parties with whom this will be done will be a special
characteristic and advantage of the leader (Mufrij, 2023). The strategic partnership has a significant
role in strengthening and consolidating the position of the organization within the competition
market and refining its competitive position at the local and international levels (Al-Ali & Alj,
2023; Radhi, 2023; El-Latief & Saad, 2023).
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2.4.4. System Thinking Dimension.

Systems thinking states that it is the ability to objectively think, synthesize and combine various
elements for the purpose of evaluating and knowing how they work to create a proper image of
what is being dealt with (Alhabib & Alsultan, 2021). Thought leaders have the ability to evaluate
the intellect, possess a high learning curve and expertise, and have the ability to understand the
interconnections of the sections of the system, and would be more successful in diagnosing the true
cause of any problem taking into consideration changes in the external and internal environment
gene in organizations as an advanced introduction to strategic thinking and a contemporary way of
adapting the organization to the changes of the surrounding environment (Hashem & Alsheikhly,
2021). System thinking accelerates integration throughout the organization, which can enhance the
organization's performance and help achieve the organization's goals. It also expresses the ability to
combine elements with each other and then analyze and evaluate them (Alkharassani & Hassan,
2021; Alwan & Obaid, 2022). Finally, system thinking is the ability to combine and analyze diverse
aspects, as well as to comprehend how they interact, to produce a system or a clear picture of the
variables being dealt with (Alkharabsheh & Al-Sarayreh, 2022).

The basic principle of systems thinking is to break the whole into smaller components and
analyze how the components interact when understanding and evaluating events (Almajali &
Alzu'bi, 2021; Yenner, 2022). It has been described as a school of thought that focuses on how parts
interact with each other before putting them all together to form a coherent vision to find patterns
and interactions between them and how to structure those relationships in more effective and
efficient ways, to understand complex phenomena and issues by seeing reality (Mufrij, 2023; EI-
Latief & Saad, 2023). Considering the complex network of connections that connect its components
as well as how they interact with the surroundings (Al-Ali & Ali, 2023; Radhi, 2023; Alshaar, 2023;
Vidjah & Qutieshat, 2023). According to the aforementioned, systemic thinking primarily depends
on the abilities of administrative leaders to evoke a comprehensive view of the organizational
reality and the environmental reality, and then identify the various elements that will affect the
reality of the organization; identifying the necessary mechanisms to deal with this reality based on
understanding the overall picture and arranging its parts appropriately; and organized thinking plays
an important role in this process.

2.4.5. Motivation Dimension.

It takes leaders who are highly motivated and make sound judgments to ensure that personnel
perform well and that the organization's/goals companies are met; Motivation can cause a person to
expend all his energy and mind finishing a task; Employees who are highly motivated will work
with full initiative, accountability, and discipline, as well as being effective in their task; with work
performance, all tasks will be accomplished satisfactorily and on time (Wuryani et al., 2021). In
contrast, if the leader has a weak leadership style, employees will be unable to conduct their
obligations and will perform poorly (Amri & Ramdani, 2021). In Leadership theory, in their
understanding, emphasizes the impact of effective leadership in companies to make dedication to
performance; they realize that the factor of successful leadership can lead to strong motivation for
employees (Al-Asmari, 2022). As a result, leaders must adapt acceptable leadership methods and
give comfort to their employees for people to be motivated and perform well (El-Latief & Saad,
2023). Motivation is one of the key components of strategic intelligence that organizational leaders
need to encourage employees, direct their talents towards achieving future visions and visions, and
transform conceptual plans and strategies into operational procedures and methods (Al-Azzawi,
2021). To do this, they must consider the factors that influence employee motivation, channel their
emotions and feelings, and satisfy their needs (Alkharabsheh & Alsarayreh, 2022). Employees
motivation and other elements, such as the employees' own abilities, are inextricably linked to
performance. Employees' contribution to the organization in relation to the duties allocated to them,
measured against mutually agreed-upon standards, can also be regarded as employee performance
(Widarto & Hayaty, 2022). Motivation is a group of beliefs and principles that influence a person to
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achieve a particular objective in line with their objectives; employees are clearly motivated to act to
achieve a goal by attitudes and values (El-Latief & Saad, 2023). According to the viewpoints
expressed; the incentive can be seen from a holistic perspective. Being an outside force influences
someone's conduct to take a particular course of action. Consequently, motives are outside forces
that influence human behavior, determine its course, sate his desires, and can vary in strength or
weakness, generally or exclusively, depending on the person's age, gender, education, mood, social
standing, and the civilization in which they were raised.

2.4.6. Innovation Dimension.

Duan & Cao (2020) pointed out that the use of the strategic value of this method in decision-
making remains a problem in existing innovation practices. Depending on the participation of
strategic intelligence processes, the potential readiness of every organization will be advantageous.
It thus acts as a facilitator of creative thinking (Augier et al., 2018). The need for organizations to
develop creates interest in the use of strategic intelligence and the creation of studies to identify
how intelligence systems function in the innovation phase of organizations (Shahraki et al., 2020).
Recognizing that the environment is an essential source of knowledge for generating new ideas
allows businesses to identify potential opportunities in a timely manner and to be proactive in
detecting risks or issues, with a view to introducing systemic or strategic improvements to their
goods and services through strategic monitoring; Innovation refers to the implementation of new
ideas derived from creativity, which can be a new product, a new service, or a new way of doing
things (Chakim et al., 2022). Innovation highlights the role of innovation in triggering the elements
of strategic intelligence between individuals and organizations, and in training their brilliant minds
to face challenges in an imaginative way (Shahraki et al., 2020). Leaders must embrace cultural
values based on innovation and modernization and work to deliver values to all employees.
Innovation is the individual's capacity to think in an open field and the willingness of the company
to do what is fresh adds value and delivers a superior product relative to rivals in the hospitality
industry (Agistiawati et al., 2020).

Innovation refers to the creation of new services or the improvement of existing services to suit
changing client needs and to successfully adapt to a dynamic business climate (Tafida, 2022).
Leaders must support cultural values focused on creativity and modernization and strive to provide
value to all employees. Innovation is the best solution for challenges, knowledge of flaws and holes,
and the quest for alternative solutions (Alwan & Obaid, 2022). The level of organization
performance is influenced by several factors. According to Moussa et al., (2015), one of the key
factors affecting a worker's performance in a hospitality setting is the speed of service. This is
because the speed of service affects customer satisfaction, and the longer the wait time, the less
satisfied the customer is (Abdelmawgoud et al., 2016). The amount of this performance differential
varies depending on several criteria, including the gender, nationality, and kind of hotel chain of the
hotel management, and there is also a significant difference in performance indicators among
Cairo's five-star hotels. Female directors, foreign chains, and Egyptian directors all fared highest
(Abdelmawgoud & Abd El Salam, 2022). To maximize profit rates in hotels, managers must
implement a set of managerial practices to enhance operational and financial performance metrics
(Abdelmawgoud, 2022). Finally, the levels of employee performance are positively impacted by the
dimensions of commitment, work amount, and quality of work. Therefore, hotel management must
make sure that the right conditions are set for improved work performance to survive and develop,
particularly in a cutthroat worldwide market and in enhancing the hotel's productivity and work
quality. The degree of performance should also be a consideration when choosing hotel leaders
because it has a good impact on both employee and hotel performance (Moftah et al., 2023).
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3. Methodology

The aim of this research is to analyze the dimensions of strategic intelligence to use it as a tool to
improve the efficiency of hotel performance in Cairo's hotel chains in Egypt. Consequently, the
methodology is analytical, and the population of this research included managers and employees of
Cairo's five-star hotel chains in Egypt, as the number of five-star hotels is 20 hotels in Cairo (ldsc,
2023). Therefore, this research was based on the method of random stratified sample. The number
of staff (mangers & employees) is unlimited. Therefore, the researchers used the equation of
Thompson for an unlimited population to determine the size of the sample as follows:

n=p1-p)/3°
Where:
p = Probability of achieving the characteristic studied in the population (0.5)
z = Confidence level of 95 % (1.96)
d = Error proportion (0.05)
n = Sample size (385)
Substituting into this equation, the sample size is obtained as follows:

n=0.5(1-0.5)/(;s)" = 384.6 = 385

This means 385 or more questionnaires are needed to have a confidence level of 95% that the
real value is within £ 5% of the measured/surveyed value. For research design, the research tool is a
questionnaire. This questionnaire is divided into two parts; the first part is concerned with the public
information which includes the following points: job, department, gender, age, scientific
qualification, and years of experience. The second part is concerned with the evaluation of strategic
intelligence level, which it developed by using the studies of Maccoby & Scudder (2011), Abed &
Abbas, (2019), and El-Latief & Saad (2023). The questionnaire form included about 45 questions
distributed on the Likert five-scale for multiple options, created as a tool to gather data on the
research variables, and distributed to the staff of Cairo's five-star hotel chains in Egypt. Based on
the aim of this research, the hypotheses include:

e H1: There is a statistically significant correlation between the foresight dimension and the
strategic intelligence level.

e H2: There is a statistically significant correlation between the future vision dimension and
the strategic intelligence level.

e H3: There is a statistically significant correlation between the system thinking dimension
and the strategic intelligence level.

e H4: There is a statistically significant correlation between the motivation dimension and the
strategic intelligence level.

e H5: There is a statistically significant correlation between the partnership dimension and the
strategic intelligence level.

e HG6: There is a statistically significant correlation between the innovation dimension and the
strategic intelligence level.
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Figure (1): Conceptual Framework of Research.

4. Data Analysis and Results Discussion.

This research analyzes the data and discusses the results. It used the SPSS program (V. 25) to
analyze the questionnaire data. The scale reliability was conducted by Cronbach's alpha and the
scale validity by factor analysis to ensure the quality of research's tools. In addition, descriptive
statistics, correlation, and regression were conducted to analyze the research's data to achieve the
research's aim. The researchers distributed 385 questionnaires and the number of valid
questionnaires was 302. The following table (1) displays the frequency of respondent's
demographics data.

Table (1): The Frequency of Respondents' Demographic Data

No. Factors Items Frequency Percent
1 | Gender Male 191 63.2
Female 111 36.8
20 or less 7 2.3
21-29 97 32.1
5 Age 30-40 129 42.7
41-64 59 19.5
65 and over 10 3.3
Diploma or Secondary 21 7.0
e e University 184 60.9
3 | Scientific Qualification Postgraduate 13 43
Other 84 27.8
. Less than one year 56 18.5
4 | Years of Experience 15 100 331
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6-10 74 24.5

11-15 46 15.2

16-20 18 6.0

More than 20 8 2.6

General Manager 23 7.6

Job Assistant General Manager 14 4.6

5 Department Manager 62 20.5
Employee 203 67.2

General Management 37 12.3

6 Department Food & Beverage Department 72 23.8
Room Division Department 80 26.5

Human Resource Department 58 19.2

Table (1) turns out that most respondents are men (63.2%), of 30 to 40 years (42.7 %), university
graduates (60.9 %), about 1 to 5 years of experience (33.1%), employees (67.2%) and room division
department (26.5 %). For the job factor, most respondents were employees (67.2%), while
managers represented about (32.8%). For the department factor, most respondents were from room
division (26.5 %), food & beverage (23.8 %), human resources (19.2 %), and general management
(12.3 %).

Table (2): The Normal Distribution of Strategic Intelligence Level

No. Dimensions Statistic Sig. Status
1 Foresight Dimension 0.094 0.000
2 Future Vision Dimension 0.073 0.000
3 System Thinking Dimension 0.075 0.000 Non-normal
4 Motivation Dimension 0.098 0.000
5 Partnership Dimension 0.090 0.000
6 Innovation Dimension 0.076 0.000
7 Strategic Intelligence Level 0.039 0.200 Normal

Tables (2) refer to the statistical distribution of data on the level of strategic intelligence in five-
star hotels in Cairo. According to the study sample, the data distribution is normal using the
Kolmogorov-Smirnov test. Accordingly, parametric tests are used in analyzing the study data. The
following table (3) displays the descriptive statistics of strategic intelligence level.

Table (3): Descriptive Statistics of Strategic Intelligence Level

No. Tests Strategic Intelligence Level

Statistic 3.6865

1 Mean
Std. Error 0.04152

, |95 % Confidence Interval Lower Bound 3.6048

for Mean Upper Bound 3.7682

3 | 5% Trimmed Mean 3.7054

4 | Median 3.7173

5 | Maximum 5

6 | Minimum 1
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7 | Variance 0.521

8 | Standard Deviation 0.72155
Statistic -0.358
9 | Skewness Std. Error 0.140
Statistic 0.085
10 | Kurtosis Std Error 0.280
11 | Coefficient of Variance (%) 19.57
Kolmogorov-Smirnov
o (K-S) 0.039
12 | Normal Distribution
Sig 0.200
13 No. of Items 45
Validity Cronbach's Alpha 0.962
14 No. of Items 45
Reliability Factor Loading 0.765

Table (3) shows the descriptive statistics of strategic intelligence level (SI) in Cairo's five-star
hotel chains. The average Sl level is 3.68 out of 5 and the standard deviation is 0.72; This is
considered a high level of mean. In addition, the coefficient of variance for strategic intelligence
level is 19.57%; it is a variance level statistically acceptable. Moreover, the validity level of the
strategic intelligence scale using the Cronbach's Alpha test is 0.962, where it is statistically
acceptable, as it exceeds 0.6 as a degree of saturation for the scale statements. Finally, the reliability
level of the strategic intelligence scale using the factor analysis test is 0.765, where it is statistically
acceptable, as it exceeds 0.6 as a degree of saturation for the scale statements. The following table
(4) shows the m-estimators of strategic intelligence level.

Table (4): M-Estimators of Strategic Intelligence Level

No. M-Estimators Value
1 Huber's M-Estimator? 3.7069
2 Tukey's Biweight” 3.7207
3 Hampel's M-Estimator® 3.7111
4 Andrews' Wave® 3.7212

a. The weighting constant is 1.339.

b. The weighting constant is 4.685.

c. The weighting constants are 1.700, 3.400, and 8.500.
d. The weighting constant is 1.340*pi.

Table (4) presents the mean estimates of the strategic intelligence level according to several
statistical tests. Based on these tests, the mean strategic intelligence level is between 3.706 and
3.721. This indicates the high level of strategic intelligence in the five-star hotel chains in Cairo.
These results are also consistent with the study results of Abed & Abbas (2019), where the
arithmetic average of all dimensions of strategic intelligence ranges from 3.4501 to 3.7354, which
indicates the high level of strategic intelligence. The next table (5) shows the percentiles of strategic
intelligence level.
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Expected Normal

Table (5): Percentiles of Strategic Intelligence Level

No. Percentiles Weighted Average
1 5 2.5000
2 10 2.7667
3 25 3.1823
4 50 3.7173
5 75 4.2113
6 90 4.6667
7 95 4.7908

Table (5) presents the percentiles of strategic intelligence level according to the respondents'’
answers in the study sample. The results indicate that 25% of the total respondents specified that the
strategic intelligence level was 3.18 (an average level), about 50% of respondents indicated a 3. 7 (a
high level), and 95% stated that the level of strategic intelligence is 4.79 (a very high level).
Consequently, the largest category explained that the percentage of strategic intelligence is very
high, and this is consistent with the study results of Abed & Abbas (2019), which the average
weight of all dimensions of strategic intelligence is 3.54, which indicates that the average dimension
of strategic intelligence is considered high. Moreover, it differed a little with the study results of
Marny & Nur, (2019), which showed that the average of strategic intelligence is 4.74, which
indicates a very high level of strategic intelligence. Also, the studies of Alhabib & Alsultan (2021)
and El-Latief & Saad (2023) indicated that the application level of strategic intelligence is very high
(4.30 out of 5), with a relative weight (85.89 %). The next figure (2) displays the histogram of
strategic intelligence level.
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Figure (2): The Histogram of Strategic Intelligence Level
Figure (2) presents the histogram of the strategic intelligence level, where the average of this
level is estimated at about 3.69 with a standard deviation of 0.722 for a sample of 302 employees
and managers in five-star hotel chains in Cairo. It is also evident from this figure that the data
distribution is normal, and the figure (3) confirms this normal distribution.
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Figure (3): Normal Q-Q Plot of Strategic Intelligence. Figure (4): Outliers of Strategic Intelligence
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It is clear from figure (4) that the value of the median for the strategic intelligence level in five-
star hotel chains in Cairo is 3.7 out of 5, and it indicates a high level. Moreover, all the outliers were
less than 2.5 out of 5.

Table (6): Descriptive Statistics of Strategic Intelligence Dimensions

No Dimensions Mean Std. CcVv Level
1 Foresight 3.76 0.84 22.38 High
2 Future Vision 3.69 0.86 23.38 High
3 System Thinking 3.64 0.85 23.54 High
4 Motivation 3.74 0.93 24.98 High
5 Partnership 3.62 0.97 26.81 High
6 Innovation 3.68 0.92 24.99 High
7 Strategic Intelligence Level 3.69 0.72 19.57 High

Table (6) reflects the descriptive statistics of the strategic intelligence level and its dimensions.
The mean strategic intelligence level is 3.69 out of 5, which indicates a high level, with a 0.72
standard deviation. Consequently, the coefficient of variance is 19.57 % as it is statistically
acceptable. The level of strategic intelligence dimensions is high, according to this arrangement,
from highest to lowest; strategic foresight (3.76), strategic motivation (3.74), future vision (3.69),
innovation (3.68), systems thinking (3.64), and strategic partnership (3.62). This indicates that the
managers and employees of the five-star hotel chains in Cairo are familiar with the various
dimensions of strategic intelligence. In addition, these results are consistent with the study results of
Abed & Abbas (2019), where the mean of strategic intelligence level is 3.5 out of 5 (high level),
with a 0.36 standard deviation. The dimensions of strategic intelligence level are strategic foresight
(3.73; 0.61 std), future vision (3.54; 0.92 std), system thinking (3.45; 0.93 std), strategic motivation
(4.30; 0.63 std), strategic partnership (3.19; 0.71 std), and innovation (3.45; 0.77 std), which they
are at a high level. The study of Marny & Nur, (2019), stated that the value of vision dimension
(4.47), foresight (4.46), partnership (4.22), creativity (4.35).

The study of Tarig & Ali (2020) also showed that the level of strategic intelligence is high, The
study of Alhabib & Alsultan (2021) confirmed that the level of strategic intelligence dimensions is a
very high level (4.3 out of 5), The order of dimensions is as follows, systems thinking dimension
(4.37), foresight dimension (4.29), future Vision dimension (4.29), stimulation (4.28), partnership
dimension (4.37). In addition, the study of Alkharabsheh & Alsarayreh (2022) stated that the level
of strategic intelligence is 3.92 with a 0.514 std., and this indicates a high level. The dimensions of
strategic intelligence level are strategic foresight dimension (3.91; 0.64 std.), systems thinking
(3.86; 0.65 std.), strategic motivation (4.01; 0.60 std.), and strategic partnership (3.93; 0.665 std).
Moreover, the study of Muhaisen et al., (2022) revealed that the level of strategic intelligence is
3.87 out of 5; the study of Mufrij (2023) stated that the level of strategic intelligence is 2.65 out of
5, and the dimensions are motivation (2.73), systems thinking dimension (2.68), strategic future
vision dimension (2.67), foresight dimension (2.65), and partnership dimension (2.5). Finally, the
study of Ahmad & Asif (2021) proved the opposite, as it confirmed that the level of strategic
intelligence is low.
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Table (7): Descriptive Statistics of Strategic Foresight Dimension

Mean

: : : : Std. Cronbach’s | Factor
No. Strategic Foresight Dimension Statistic Std. | Deviation CV | Level Alpha Loading
Error
The hotel management takes the initiative to continuously
1 | analyze the future and predict events to develop the hotel's long- | 4.12 0.055 0.950 23.06 | High 0.873 0.680
term strategies.
9 Hotel management can b_enefit from personal _experience and 3.90 0.059 1,029 26.38 | High 0.865 0.759
self-potential in dealing with future events and crises.
Hotel management can discover and use opportunities in a way
3 | that enables me to invest in them to achieve the organizational | 3.76 0.063 1.101 29.28 | High 0.872 0.695
objectives of the hotel.
The hotel management follows the occurrence of rapid changes
4 | and events and then rethinks their reflections on the decision- | 3.84 0.063 1.099 28.61 | High 0.861 0.786
making process.
5 E:I)irr];gement anticipates the timing of changes in the strategic 371 0.066 1139 30.70 | High 0.859 0.794
6 |and ability to take the initiative in the light of new perceptions. 3.60 0.071 1.232 34.22 | High 0.859 0.788
| believe that decisions made at the hotel are based on careful
7 | analytical extrapolation of the future and the changes and | 3.62 0.072 1.244 34.36 | High 0.869 0.713
complexities it contains.
2 !\/Ianagerr_lent believes in the importa}nqe of predicting the future 350 0.073 1973 36.37 | High 0.870 0.708
in achieving excellence and leadership in the long term.
Mean 3.76 0.05 0.84 22.34 | High 0.881 0.740
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Table (7) displays the descriptive statistics of the level of strategic foresight dimension.
According to the results, this level is 3.76 out of 5, which is a high level. In addition, the coefficient
of variance is 22.34 %; it is a high variance level. In addition, the levels of validity (0.881) and
reliability (0.740) are statistically acceptable. Moreover, the statements of strategic foresight
dimension ranges from (4.12) to (3.5). These results are consistent with the studies of Qasim
(2011), Al-Shafi & Abugaowd (2020), Alkharabsheh & Alsarayreh (2022), Alwan & Obaid (2022),
Mubhaisin et al., (2022), El-Latief & Saad (2023), Mufrij, (2023), and Al-Ali & Ali (2023), where
they stated that foresight is one of the most important dimensions of strategic intelligence. The
studies of Maccoby & Sucdder, (2011), Kirilov (2019), and Alhabib & Alsultan (2021)
demonstrated how foresight can be used to implement strategies, raise awareness of potential
developments, and foster creativity. Consequently, foresight is a critical component of strategic
intelligence. In specific, managers and employees of Cairo's hotel chains can have foresight and
predict future events when developing their long-term strategy. They also possess the capacity for
foresight and that the hotel chains are constantly creating plans and strategies for the future based
on anticipating needs and spotting and seizing opportunities. Therefore, employees can predict
threats from internal or external factors that occur in the hotel, or before they occur. Finally, this
research recommends raising awareness among managers and employees of the importance of
anticipating the future in achieving excellence and leadership in the long term.
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Table (8): Descriptive Statistics of Strategic Future Vision Dimension

Mean .
No. Strategic Future Vision Dimension S.td'. CV | Level Cronbach’s Factpr
. Std. | Deviation Alpha Loading
Statistic
Error
The hotel management has a vision with holistic
1 | dimensions through which | determine the direction of | 3.93 0.063 1.102 28.04 | High 0.869 0.700
business and decisions.
The hotel management can define the vision of the
2 | organization efficiently and effectively in line with future | 3.75 0.062 1.073 28.61 | High 0.859 0.790
changes, events, and crises.
3 g:;ggtne; management relies on its vision to make the right 374 0.067 1.160 31.02 | High 0.863 0.756
4 ;]I'he hotel r_nanagement' can turn the vision into reality in 378 0.066 1143 3024 | High 0.859 0.789
armony with the hotel's mission and objectives.
The management of the hotel works to persuade and
5 | motivate the staff of the hotel to believe in its strategic | 3.65 0.068 1.173 | 32.14 | High 0.861 0.762
vision.
6 The hotel management focusm_es its vision on the good 363 0.069 1196 32.95 | High 0.867 0.710
investment of the resources available to it.
The hotel management can determine the strategic
7 | direction that serves the hotel's suitable competitive | 3.59 0.071 1.227 | 34.18 | High 0.865 0.725
position.
The hotel staff members are involved in setting the vision
8 | of the management and working to unite their efforts | 3.42 0.073 1.275 37.28 | High 0.872 0.673
towards achieving the objectives of the hotel.
Mean 3.67 0.05 0.86 23.43 | High 0.879 0.738
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Table (8) displays the descriptive statistics of the level of strategic future vision dimension.
According to the results, this level is 3.67 out of 5, which is a high level. In addition, the coefficient
of variance is 23.43 %; it is a high variance level. In addition, the levels of validity (0.879) and
reliability (0.738) are statistically acceptable. Moreover, the statements of strategic future vision
dimension ranges from (3.92) to (3.42). These results are consistent with the study of Mufrij (2023),
where managers and employees can develop future vision, and they are constantly developing plans
and strategies based on predicting future needs and discovering opportunities and threats. The
studies of Esmaeili (2014) and Alkharabsheh & Alsarayreh (2022) stated that managers and
employees have the capacity to outline the organization's road map, which helps them to be able to
envision potential outcomes and comprehend the changes that are likely to have an impact on the
organization. In addition, it allows them to effectively manage the future and make informed
decisions on any risks. The studies of Deloitte (2004), Hammouda (2014), Kirilov (2019),
Muhaisen et al., (2022) highlighted the value of future vision as one of the components of strategic
intelligence and its function in aiding hotel chains management in imagining potential future events.
The studies of Keikha et al., (2016), El-Latief & Saad (2023) demonstrated how strategic
intelligence gives managers a vision and qualifies them to lead effectively run organizations. In
contrast, the results of this research disagreed with the study of Alsarsak (2020). Finally, this
research recommends that hotel employees must be involved in setting the vision of the
management and working to unite their efforts towards achieving the objectives of the hotel.



Table (9): Descriptive Statistics of Strategic Systems Thinking Dimension

Mean .
No. Strategic Systems Thinking Dimension S.td'. CcVv Level Cronbach’s Factpr
. Std. | Deviation Alpha Loading
Statistic
Error

The hotel management is working on studying

1 | new ideas and their suitability for current and 3.74 0.059 1.031 27.57 | High 0.861 0.759
future situations long-term value.
The hotel management usually focuses on

2 | identifying the causes of a crisis as a priority to 3.73 0.062 1.069 28.66 | High 0.860 0.766
avoid it.

3 | The hotel management looks at crises from | 5e0 | 6061 | 1068 |2918 | High | 0.858 0.779
different viewpoints rather than as separate parts.
Hotel staff members are encouraged to learn and

4 | acquire knowledge on an ongoing basis to invest 3.65 0.066 1.142 31.29 | High 0.853 0.800
in the strategic perceptions of the hotel.

s [nagement has the perception that all the hotel | 57 | 5465 | 1125 | 3066 | High 0.851 0.807
are interconnected and harmonious

g | Hotel management can view over issues from | 5oa | 5470 | 1219 | 3453 | High 0.864 0.723
different points of view.

7 | Hotel management can design and create smart | 55, | 5471 | 1938 | 3537 | High 0.869 0.691
ideas and solutions to face crises.

Mean 3.64 0.05 0.86 23.63 | High 0.877 0.761

-70 -




Table (9) displays the descriptive statistics of the level of system thinking dimension. According
to the results, this level estimates 3.64 out of 5, where it is a high level. In addition, the coefficient
of variance is 23.63 %, it is a high variance level. In addition, the levels of validity (0.877) and
reliability (0.761) are statistically acceptable. Moreover, the statements of system thinking
dimension ranges from (3.74) to (3.5). Consequently, the level of logical thinking between
managers and employees is high. Therefore, they can think in an organized way; examine
innovative ideas together rather than separately considering their long-term value; and strive to
design and (to innovate) smart atypical solutions to solve intractable problems. The results of this
research demonstrated the ability of hotel managers to analyze data and recognize the
interdependence of system components and their connections to the whole, enabling them to
identify the root causes of problems and crises and make the best decisions for solutions. In
addition, the ability of hotel managers to assess any crisis they may encounter by considering its
root causes as a whole rather than separately. These results are consistent with the studies of Kuosa
(2011), Lehane (2011), Maccoby (2017), and Yaseen (2020) which highlighted the significance of
systems thinking as one of the components of strategic intelligence. In addition, the studies of
Abualghanam (2016), Alshafi & Abugaowd (2020), El-Latief & Saad (2023), demonstrated that
system thinking is an essential component of thinking and making the right decisions. In contrast,
the results of this research disagreed with the study of Alsarsak (2020). Finally, this research
recommends that hotels must improve the ability of managers and employees to design and create
smart ideas and solutions to face crises.
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Table (10): Descriptive Statistics of Strategic Motivation Dimension

Mean .
No. Strategic Motivation Dimension — S.td'. CvVv Level Cronbach’s Factpr
Statistic | Std. | Deviation Alpha Loading
Error
The hotel management can encourage
employees to implement the vision and :
1 perceptions of the hotel that have been 3.93 0.067 1.168 29.72 High 0.888 0.747
developed.
The hotel management Competition among
2 | employees should be encouraged to attain more | 3.78 0.065 1.137 | 30.08 High 0.880 0.807
achievements.
The management of the hotel has a good
3 | incentive system that improves performance.as | 3.81 0.066 1.142 29.97 High 0.880 0.803
a result of their work and achievements
4 The hotel management adopts the creative ideas 3.75 0.069 1203 3208 High 0.875 0.832
presented by the hotel staff.
The hotel management should develop the work
5 |in the spirit of one integrated team among | 3.69 0.070 1.218 33.01 High 0.879 0.807
employees to accomplish tasks.
The hotel management can encourage
6 | employees to take responsibility and participate | 3.61 0.068 1.181 32.71 High 0.881 0.789
in making decisions.
The management of the hotel attaches great
7 | importance to reducing the sense of functional | 3.59 0.072 1.257 35.01 High 0.891 0.724
alienation of the hotel’s employees.
Mean 3.74 0.05 0.93 24.87 High 0.897 0.787
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Table (10) displays the descriptive statistics of the level of strategic motivation dimension.
According to the results, this level is 3.74 out of 5, which is a high level. In addition, the coefficient
of variance is 24.87 %, It is a high variance level. In addition, the levels of validity (0.897) and
reliability (0.787) are statistically acceptable. Moreover, the statements of strategic motivation
dimension ranges from (3.93) to (3.59). Consequently, the management of the hotel can motivate
employees to implement its strategic vision, attach great importance to reducing the sense of hotel
alienation of the hotel’s employees, inspire employees to prevent any outcomes that would be
detrimental to the organization's work or employees, as well as to effectively implement the
organization's vision and achieve its goals. These results are consistent with the studies of Kruger
(2010), Alhabib & Alsultan (2021), and Muhaisen et al., (2022), where they highlighted the
significant importance of the strategic motivation dimension and demonstrated the ability of hotel
managers to inspire staff, relentless pursuit of attention to the workforce forms a crucial pillar of the
foundations of an advanced organization. In addition, the studies of Lehane (2011), Maccoby
(2015), Varelas & Apostolopoulos (2020), El-Latief & Saad (2023), Mufrij (2023), Al-Ali & Ali
(2023), showed how highly hotel managers' motivational skills scored among the components of
strategic intelligence and emphasized their value. In contrast, the results of this research disagreed
with the study of Alsarsak (2020). Finally, this research recommends that hotels must attach
significant importance to reducing the sense of functional alienation of the hotel’s employees.



Table (11): Descriptive Statistics of Strategic Partnership Dimension

No.

Strategic Partnership Dimension

Mean

Statistic

Std.
Error

Std.
Deviation

CVv

Level

Cronbach's
Alpha

Factor
Loading

The hotel management sees in the partnership of people
and institutional stakeholders a method that benefits the
hotel in implementing its vision, achieving its goals, and
making the right decisions.

3.91

0.067

1.158

29.62

High

0.894

0.789

The hotel management always seeks to establish
partnerships with other hotels and institutions to benefit
from its material or non-material resources and benefit
from its experience and expertise in work.

3.70

0.065

1.138

30.76

High

0.887

0.844

The hotel management seeks to establish a strategic
partnership with the corresponding hotels locally and
internationally.

3.69

0.068

1.185

3211

High

0.891

0.804

The hotel management always seeks to rely on the
formulation of the strategies and vision of the hotel on the
experiences and expertise of others at the local and
international levels.

3.65

0.067

1.160

31.78

High

0.886

0.839

The hotel management believes that partnership provides
cooperation and interdependence with the surrounding
environment.

3.55

0.068

1.185

33.38

High

0.887

0.824

For the hotel management, partnership with hotels and
other institutions is considered a good solution to get out of
the crises that the hotel can face.

3.40

0.077

1.335

39.26

High

0.895

0.775

The hotel management believes that the partnership
contributes to the development of the performance of the
hotel staff.

3.42

0.076

1.327

38.80

High

0.900

0.735

Mean

3.62

0.06

0.97

26.79

High

0.905

0.801
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Table (11) displays the descriptive statistics of the level of strategic partnership dimension.
According to the results, this level is 3.62 out of 5, which is a high level. In addition, the coefficient
of variance is 26.79 %, it is a high variance level. The levels of validity (0.905) and reliability
(0.801) are statistically acceptable. Moreover, the statements of partnership dimension ranges from
(3.91) to (3.4). Consequently, managers and employees can establish alliances and partnerships with
other hotels, perceive that the partnership is an effective way for the hotel to achieve its vision and
goals, and believe that the partnership approach gives the hotel greater capacity to deal with
complex competitive conditions. Hotel chains are constantly keen to communicate and participate
with all stakeholders and work to exchange experiences with other related hotel chains and develop
their vision and business to keep pace with future changes and challenges. In particular, the staffs of
hotel chains in Cairo are satisfied with the cooperation in the hotels. These results are consistent
with the study of Hussein (2019), it pointed to a significant partnership between institutions for the
exchange of experiences. In addition, the studies of Gonzales & Zaima (2008), Maccody & Scudder
(2011), Maccoby (2013), and El-Latief & Saad (2023), highlighted the significant importance of the
partnership dimension as a component of strategic intelligence, and they revealed that managers are
interested in forming alliances with other institutions. The studies of Hammouda (2014), and Al-
Shafi & Abugaowd (2020) identify opportunities for collaboration with other institutions and
enhancing institutional innovation processes, and the studies of Kruger (2010), Keikha et al.,
(2016), El-Latief & Saad (2023) highlighted how crucial this component is a part of strategic
intelligence. In contrast, the results of this research disagreed with the study of Alsarsak (2020).
Finally, this research recommends that hotels must increase the awareness of partnership
importance in developing the performance of hotel staff and providing cooperation and
interdependence with the surrounding environment.
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Table (12): Descriptive Statistics of Innovation Dimension

Mean .
No. Innovation Dimension _ . S.td' CcVv Level Cronbach’s Factpr
Statistic Std. | Deviation Alpha Loading
Error

1 !—Iotel management encourages employees to try new 3.89 0.067 1162 29.87 | High 0.890 0.746
ideas without fear of failing to realize them.

2 | The hotel management seeks to identify shortcomings 375 0.065 1134 30.24 High 0.883 0.812
and weaknesses in its work.

3 | The hotel management adopts creative ideas and
suggestions from the staff even if these ideas are | 3.78 0.067 1.170 30.95 High 0.890 0.742
financially expensive.

4 T_he rules, regulations and procedures of the hotel are 3.70 0.070 1,208 39 65 High 0.888 0.761
simple, clear.

5 | Hotel management rewards creative ideas and 3.70 0.068 1178 3184 High 0.884 0.796
proposals.

6 | Hotel management tends to char]ge their positions when 363 0.069 1193 32.87 | High 0.883 0.808
they are convinced that they are incorrect.

7 | Hotel Mar)agement accepts criticism from others with 355 0.072 1958 35 44 High 0.887 0.762
an open mind.

8 | The management of the hotel works to solve the 3.45 0.074 1987 3730 High 0.893 0.719
problems experienced by the employees.

Mean 3.68 0.053 0.92 25 High 0.900 0.768
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Table (12) displays the descriptive statistics of the level of innovation dimension. According to
the results, this level is 3.68 out of 5, which is a high level. In addition, the coefficient of variance
is 25 %, which is a high variance level. In addition, the levels of validity (0.900) and reliability
(0.768) are statistically acceptable. Moreover, the statements of innovation dimension ranges from
(3.89) to (3.45). Consequently, there is constant and continuous support for new ideas and creative
innovative solutions in the hotel chains; Hotel management encourages employees to try new
ideas without fear of failing to realize them, and supports creativity and creative ideas of their
employees, whether they are managers or employees. These results are consistent with the studies
of Marny & Nur, (2019), Abed & Abbas (2019), Tafida (2022), and Alwan & Obaid (2022) where
they stated that the level of innovation (or creativity) ranges from 3.4 to 4.44. Finally, this research
recommends that hotels must accept criticism from others with an open mind and work to solve
the problems experienced by the employees.

Table (13): The Relationship between Strategic Intelligence and Its Dimensions

No. In\(igpr)?;g(;nt D\?E?&%ﬁgt R Sig. Correlation Type
1 | Foresight Dimension 0.769" | 0.000
2 Future Vision Dimension Strategic 0.777** | 0.000
3 | System Thinking Dimension Intelligence 0.824** | 0.000 High Positive
4 | Motivation Dimension Level 0.796** | 0.000 Correlation
5 | Partnership Dimension 0.843** | 0.000
6 Innovation Dimension 0.795** | 0.000

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

Table (13) shows the relationship between the strategic intelligence level and its dimensions,
where there is a high positive correlation between the level of strategic intelligence and its
dimensions as follows: strategic partnership dimension (r = 0.843), strategic systems thinking
dimension (r = 0.824), strategic motivation dimension (r = 0.796), innovation dimension (r =
0.795) strategic future vision dimension (r = 0.777), and strategic foresight dimension (r = 0.769)
at the 0.01 significant level.

Table (14): Regression Analysis between Strategic Intelligent and Its Dimensions

Variable Adiusted Standardized

R R’ JUSTED | oefficients a b Sig
Independent | Dependent R Square Beta
Foresight 0.769 | 0.592 0.590 0.769 0.452 | 0.896 | 0.000
Future Vision 0.778 | 0.605 0.604 0.778 0.261 | 0.929 | 0.000
System Swategic | o ¢4 | 0705 | 0.704 0.840 | -0.036 | 0.997 | 0.000
Thinking Intelligent
Motivation Level 0.808 | 0.653 | 0.652 0.808 -0.118 | 1.046 | 0.000
Partnership 0.834 | 0.696 0.695 0.834 1.441 | 0.621 | 0.000
Innovation 0.792 | 0.627 0.626 0.792 1.401 | 0.621 | 0.000

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

Table (14) shows the regression between the level of strategic intelligent and its dimensions.
For the variance level, about 70.5 % of variance in the level of strategic intelligent is caused by the
dimension of system thinking, 69.6 % by partnership dimension, 65.3 % by motivation, 62.7 % by
innovation dimension, 60.5 % by future vision dimension, and 59.2 % by foresight dimension. For
the standardized coefficients of Beta, the effect of strategic intelligence dimensions on the level of
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this intelligence are as follows; system thinking (B = 0.840), partnership (B = 0.834), motivation
(B = 0.808), innovation (B = 0.792), future vision (B = 0.778), and foresight (B = 0.769) at the
0.01 level (2-tailed). Consequently, the dimension of systemic thinking has the highest influence
on the level of strategic intelligence compared to the other dimensions. This demonstrates how
hotel chain managers approach the organization as a whole and as a coherent system. They
approach challenges from various perspectives and adopt a holistic viewpoint to address potential
future difficulties. The second dimension is partnership, which shows how well-developed internal
relationships and participation among team members have helped hotels foster a spirit of
cooperation and create more room for innovation, excellence, and knowledge enrichment, all of
which help to strengthen their competitive position.

The third dimension is motivation, where it is explained that hotel chains adopt material and
moral incentives and use them as an entry point to achieve the required effectiveness, by
identifying individuals' desires and aspirations and in a way that enables them to employ them as
positive stimuli for work, while also adopting the participation of others as a method to secure an
effective system of incentives and provide a healthy environment for improvement. Additionally,
the fourth component is creativity, which explains why senior management supports employees'
original ideas. The fifth component, which is a future vision, provides a clear indicator of the
organizations that used it to support the administrative managers' strategic intelligence. Building
and developing strategies for the organization in a way that corresponds to the needs of future
change, strategic vision is based on the readings, conclusions, and expectations that managers (or
employees) sense when they anticipate the future.

Foresight is the final factor and ranks last among the other components of strategic intelligence.
This finding is consistent with the study by Algadi & Albashabsha (2022), which claimed that
foresight serves as a springboard for other dimensions and a pillar through which administrative
managers assess the potential changes in the internal and external environment and evaluate the
resulting data to determine the current and future ramifications. Considering this, a reliable
reading of the future ensures, and qualifies it to be prominent in the rest of the study. Based on the
results, this research confirmed the following hypotheses as follows:

e H1: There is a statistically significant high positive correlation between the foresight
dimension and the strategic intelligence level.

e H2: There is a statistically significant high positive correlation between the future vision
dimension and the strategic intelligence level.

e H3: There is a statistically significant high positive correlation between the system
thinking dimension and the strategic intelligence level.

e H4: There is a statistically significant high positive correlation between the motivation
dimension and the strategic intelligence level.

e Hb5: There is a statistically significant high positive correlation between the partnership
dimension and the strategic intelligence level.

e HG6: There is a statistically significant high positive correlation between the innovation
dimension and the strategic intelligence level.

Based on the hypotheses, this study stated the following model for strategic intelligence
dimensions:



Foresight

Future Vision

Systems
Thinking

Strategic
Intelligence

Motivation

Partnership
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Figure (5): The Dimensions of Strategic Intelligence Model.
5 .Conclusion

This research aims to analyze the dimensions of strategic intelligence to use it as a tool to
improve the efficiency of hotel performance. Consequently, the methodology is analytical, and
the research population included managers and employees of Cairo's five-star hotel chains in
Egypt. Therefore, this research was based on the method of random stratified sample. The
researchers distributed 385 questionnaires on the staff of hotel chains in the departments of hotel
management, food & beverage, room division, and human resources, where the valid are 302
questionnaires. Based on the research results, most of the respondents are men (63.2%), 30 to 40
years (42.7 %), university graduates (60.9 %), one to five years of experience (33.1%), employees
(67.2%), and room division department (% 26.5). For the job factor, most respondents were
employees (67.2%), while managers (32.8%). For the department factor, most of respondents were
from room division (26.5 %), food & beverage (23.8 %), human resources (19.2 %), and general
management (12.3 %). The distribution of the strategic intelligence level is normal .

The results revealed the availability of the dimensions of strategic intelligence among the
managers and employees in five-star hotel chains in Cairo, which reflects that the staffs possess
strategic intelligence that enables them to exploit the available opportunities as well as reduce the
risks of potential threats. In particular, the average strategic intelligence level is 3.69 out of 5 and
the standard deviation is 0.72; where this is considered a high level of mean. In addition, the
coefficient of variance for strategic intelligence level is 19.57%, which is statistically acceptable.
Moreover, the validity level of the strategic intelligence scale using the Cronbach's Alpha test is
0.962, where it is statistically acceptable. The reliability level of the strategic intelligence scale
using the factor analysis test is 0.765, which is statistically acceptable.
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The level of strategic intelligence dimensions is high, as the dimension of strategic foresight
represents (3.76 out of 5; 0.84 std), strategic motivation (3.74; 0.93 std), future vision (3.69; 0.86
std), innovation (3.68; 0.92 std), systems thinking (3.64; 0.85 std), and strategic partnership (3.62;
0.97 std). This indicates that managers and employees of the five-star hotel chains in Cairo are
familiar with the various dimensions of strategic intelligence. For the correlation analysis, there is
a high positive correlation between the level of strategic intelligence and its dimensions as
follows: strategic partnership dimension (r = 0.843), strategic systems thinking dimension (r =
0.824), strategic motivation dimension (r = 0.796), innovation dimension (r = 0.795) strategic
future vision dimension (r = 0.777), and strategic foresight dimension (r = 0.769) at the 0.01
significant levels. For the impact analysis, about 70.5 % of variance in the level of strategic
intelligent is caused by the dimension of systems thinking, 69.6 % by partnership dimension, 65.3
% by strategic motivation, 62.7 % by innovation dimension, 60.5 % by future vision dimension,
and 59.2 % by strategic foresight. For the standardized coefficients of Beta, the effect of strategic
intelligence dimensions on the level of this intelligence are as follows; systems thinking (B =
0.840), partnership (B = 0.834), motivation (B = 0.808), innovation (B = 0.792), future vision (B =
0.778), and foresight (B = 0.769) at the 0.01 level (2-tailed). Compared to the other dimensions,
the factor of systemic thinking has the greatest impact on the degree of strategic intelligence. This
demonstrates how hotel chain managers approach the organization as a whole and as a coherent
system. They approach challenges from various perspectives and adopt a holistic viewpoint to
address potential future difficulties.

The second dimension is partnership, which shows how well-developed internal relationships
and participation among team members have helped hotels foster a spirit of cooperation and create
more room for innovation, excellence, and knowledge enrichment, all of which help to strengthen
their competitive position. The third dimensions is motivations, which explains how hotel chains
adopt material and moral incentives and use them as an entry point to achieve the required
effectiveness by identifying people's desires and aspirations and doing so in a way that allows
them to use them as positive stimuli for work. It also takes into consideration how adopting other
people's participation as a method to secure an effective system of incentives and provide a
healthy environment to improve. Additionally, the fourth component is creativity, which explains
why senior management supports employees' original ideas. The fifth component, which is a
future vision, provides a clear indicator of the organizations that used it to support the
administrative managers' strategic intelligence. To build and develop strategies for the
organization in a way that corresponds to the needs of future change, strategic vision is largely
based on the readings, conclusions, and expectations that managers (or employees) sense when
they anticipate the future.

Foresight is the final factor and ranks last among the other components of strategic intelligence.
The staffs (managers and employees) of hotel chains in Cairo view the organization as a whole
and harmonious system, and they apply a multifaceted approach to solving problems to prepare
for the future. To foster a culture of cooperation and offer a larger space for creativity, excellence,
and knowledge enrichment in a way that improves the hotel's competitive position, they have also
succeeded in building internal ties and involvement among the organization's members. The hotel
staff's ability to create and develop organizational strategies in a way that meets the needs of
future transformation is made possible by the dimension of vision.



6. Recommendations

Based on the results, hotel chains need to:

e Improve the level of the strategic foresight variable to enhance the hotel overall
performance .

e Raise awareness among managers and employees of the importance of anticipating the
future in achieving excellence and leadership in the long term.

e Involve the employees in setting the vision of the management and working to unite their
efforts towards achieving the objectives of the hotel.

e Improve the ability of managers and employees to design and create smart ideas and
solutions to face crises.

e Attach the foremost importance to reducing the sense of functional alienation of the hotel’s
employees.

e Increase the awareness of partnership importance in developing the performance of hotel
staff and providing cooperation and interdependence with the surrounding environment.

e Accept criticism from others with an open mind and works to solve the problems
experienced by the employees.

7. Limitations and Future Research

As it's exceedingly difficult to access the staff of all five-star hotel chains in Egypt, the researchers
took a sample of the five-star hotel chains in Cairo. For future research, this research recommends
conducting the same study on three, four or five-star hotels in other regions such as Alexandria,
Hurghada and Sharm EI-Shaikh based on a large sample.
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