
Volume 9 • Number 2 • March-April 2006 SCIP 2006  www.scip.org  55 

WHITHER ANALYSIS?

the analyst’s corner

1. Most competitive intelligence 
produced by CI departments or 
practitioners comprises mostly 
facts, data, and research findings, 
and contains less in the way of 
analytical insights and conclusions. 

2. When presented with well-
reasoned, anticipatory judgments 
about the strategies and intentions 
of key market players, including 
competitors, most managers don’t 
know what to do with them. 

3. Intelligence analysis is not a 
well-supported corporate function. 

4. Management is not doing its 
fair share to develop and promote 
competitive  intelligence analysis. 
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5. When organizations believe they 
do not have quality intelligence on 
external matters, they usually  seek 
out new or different information 
sources, or solve the problem with 
technology. 

AN ANALYTICAL FUTURE

First, to the analyst: 

Second, to the decision-maker: 

Third, to SCIP: 

the analyst’s corner


