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Remarkable insight into the leadership culture of one of the world's largest cosmetics companies It's no secret that Mary Kay Inc.
-- home of the famous "Pink Cadillac" -- is one of the best run and most successful companies in the world, prompting Harvard
professors and U.S. Government agencies to study what made the company a global phenomenon. But what many people may
not realize is that Mary Kay is much more than a Pink Cadillac. While this widely recognized icon is a symbol of top performance, it
stands for something greater - a way of doing business with a personal concern for people that has made Mary Kay a different
kind of company. This book explains the methods and mindset that can bring the same kind of success to your organization. More
than a Pink Cadillac provides insights into a unique and extraordinarily successful business - one that grew out of, and is still
founded upon, a simple set of powerful principles. It represents the first time the company has given an outside author -- Jim
Underwood -- unlimited access to its employees and management. The principles he reveals in this book have already influenced
the lives of hundreds of thousands of men and women around the world - and they can do the same for your organization.
A cogent, compelling argument for the corporate competitive intelligence function, and a practical guide to implementing and
benefiting from it.
Every business manager needs intelligence to find suppliers, mobilize capital, win customers and fend off rivals. Obtaining this is
often an unplanned, instinctive process. The manager who has a conscious, systematic approach to acquiring intelligence will be
better placed to recognize and seize opportunities whilst safeguarding the organization against the competitive risks that endanger
its prosperity – and sometimes even its survival. Christopher Murphy's Competitive Intelligence explains: • the theory of business
competition • how companies try to get ahead of their rivals • methods of research and sources of information that generate the
raw material for creating intelligence • analytical techniques which transform the mass of facts and opinions thus retrieved into a
platform of sound, useable knowledge to support informed business decision making. The text includes plenty of examples and
experiences from the author's own consulting experience. He draws on a wide variety of disciplines, including literary criticism (or
how to read between the lines of company reports, announcements and media stories) and anthropology (understanding corporate
culture), as well as the more obvious ones such as financial analysis, management theory and business forecasting techniques.
This fusion of insights from many fields of expertise provides a very readable, practical and imaginative framework for anyone
seeking to gather and make effective use of market and company data. While focused on the British business environment, the
lessons drawn are of universal application, and examples are taken from across the globe. In addition a chapter is devoted to
researching industries and companies in other countries. Although primarily concerned with commercial enterprises, many of the
principles and techniques will also be of considerable practical relevance to managers in the public sector or not-for-profit
organizations. Competitive Intelligence also provides a legal and ethical framework to guide the unwary and to curb the overenthusiastic. The final chapter, Intelligence Countersteps, will open your eyes to the need to protect your own organization from
some of the practices of less scrupulous researchers and investigators.
Get a Leg up on Your Closest Industry Rival! With years of real-world business experience behind him, author Alan Dutka offers
this compelling look at competitive intelligence--the process of collecting, analyzing, and acting upon information about your
competitors and the competitive environment--and how it can improve your company's bottom line and give you a leading edge.
Taking a true practitioner's approach, Competitive Intelligence for the Competitive Edge shows you how to integrate your
business's operations--particularly marketing, advertising, and strategic planning--with the latest competitive intelligence
techniques in order to achieve positive results in all areas. The author also: Reviews the latest tools and techniques for data
gathering, storage, and analysis Provides helpful insight on information interpretation and dissemination of intelligence within a
corporate structure Includes numerous real-life examples of using competitive intelligence techniques in actual business situations
Offers important information on obtaining competitive intelligence information for the global marketplace Provides a list of
resources for competitive intelligence information Competitive Intelligence for the Competitive Edge is a must-have for any
business professional interested in launching a successful competitive intelligence program. About the Author Alan Dutka is
President of National Survey Research Center, a marketing and opinion research company based in Cleveland, Ohio. He is a
frequent lecturer for the American Marketing Association and for the Society for Competitive Intelligence. Mr. Dutka's other
published titles include State of the Art Marketing Research, second edition, with Al Blankenship, and The AMA Handbook for
Customer Satisfaction.
Every business manager needs intelligence to find suppliers, mobilize capital, win customers and fend off rivals. Obtaining this is
often an unplanned, instinctive process. The manager who has a conscious, systematic approach to acquiring intelligence will be
better placed to recognize and seize opportunities whilst safeguarding the organization against the competitive risks that endanger
its prosperity - and sometimes even its survival. Christopher Murphy's Competitive Intelligence explains: ¢ the theory of business
competition ¢ how companies try to get ahead of their rivals ¢ methods of research and sources of information that generate the
raw material for creating intelligence ¢ analytical techniques which transform the mass of facts and opinions thus retrieved into a
platform of sound, useable knowledge to support informed business decision making. The text includes plenty of examples and
experiences from the author's own consulting experience. He draws on a wide variety of disciplines, including literary criticism (or
how to read between the lines of company reports, announcements and media stories) and anthropology (understanding corporate
culture), as well as the more obvious ones such as financial analysis, management theory and business forecasting techniques.
This fusion of insights from many fields of expertise provides a very readable, practical and imaginative framework for anyone
seeking to gather and make effective use of market and company data. While focused on the British business environment, the
lessons drawn are of universal application, and examples are taken from across the globe. In addition a chapter is devoted to
researching industries and companies in other countries. Although primarily concerned with commercial enterprises, many of the
principles and techniques will also be of considerable practical relevance to managers in the public sector or not-for-profit
organizations. Competitive Intelligence also provides a legal
The Competitive Intelligence Handbook presents a unified approach to competitive intelligence work and also discusses other
perspectives on the discipline. Competitive intelligence (CI) is a subset of business research; it is concerned with information that
corporate managers need for making tactical and strategic decisions. In addition to a review of the CI literature, the book
discusses CI methodologies such as database searching, interviewing, and analysis. It provides guidance on sources for U.S. and
international business information, and on special concerns such as preparing industry studies and conducting due-diligence
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research. In a single volume, the Handbook provides an overview of current competitive intelligence practices and gives extensive
guidance on where to learn more.
The textbook at hand aims to provide an introduction to the use of automated methods for gathering strategic competitive
intelligence. Hereby, the text does not describe a singleton research discipline in its own right, such as machine learning or Web
mining. It rather contemplates an application scenario, namely the gathering of knowledge that appears of paramount importance
to organizations, e.g., companies and corporations. To this end, the book first summarizes the range of research disciplines that
contribute to addressing the issue, extracting from each those grains that are of utmost relevance to the depicted application
scope. Moreover, the book presents systems that put these techniques to practical use (e.g., reputation monitoring platforms) and
takes an inductive approach to define the gestalt of mining for competitive strategic intelligence by selecting major use cases that
are laid out and explained in detail. These pieces form the first part of the book. Each of those use cases is backed by a number of
research papers, some of which are contained in its largely original version in the second part of the monograph.
Competitive Intelligence For DummiesJohn Wiley & Sons
A practical introduction to the necessity of competitive intelligence for smarter business decisions-from a leading CI expert and
speaker In Competitive Intelligence Advantage, Seena Sharp, founder of one of the first Competitive Intelligence firms in the US,
provides her expert analysis on the issues and benefits of CI for today's businesses. CI is critical for making smarter business
decisions and reducing risks when formulating strategies, leading to more profits and fewer mistakes. This is a practical guide that
explains what CI is, why data is not intelligence, why competitor intelligence is a weak sibling to competitive intelligence, when to
use it, how to find the most useful information and turn it into actual intelligence, and how to present findings in the most
convincing manner. Importantly, Sharp argues that businesses would benefit from shifting their perspective on CI from viewing it
as a cost to viewing it as an investment that saves money and provides immediate value. Author Seena Sharp is a noted CI expert
who established Sharp Market Intelligence in 1979 Addresses all the most common myths and misconceptions about CI Includes
more than sixty examples of when to use CI Completely explains the ins and outs of CI, and why your company will act faster and
more aggressively with CI Competitive intelligence is a management tool that is misunderstood and underestimated, yet results in
numerous benefits. If you are a senior level executive or operate a business-and you aren't tapping the power of CI to improve
your decision making-you are missing a potent advantage.
This volume explores how new practices in competitive intelligence are emerging in a global business environment. Contributions
from researchers, scholars, and practioners specializing in competitive intelligence reveal the most current practices in the field.
This book provides simple, direct, and proven solutions to problems faced by managers of competitive intelligence units.
Die Proceedings der Frühjahrstagung "Wirtschaftsinformatik `98" vermitteln Führungskräften der Wirtschaft sowie Studenten und
Dozenten der Betriebswirtschaftslehre Einsichten in die Beziehungen zwischen Managementkonzepten und
Informationsmanagement, Organisationsformen und IS-Architekturen, Managementtechniken und IS-Technologien und zwischen
Benutzeranforderungen und dem Management der Anwendungsentwicklung. Sie bieten konstruktive Antworten aus Wissenschaft
und Praxis über Analysen der Wertschöpfung, Leistungs- und Wettbewerbsfähigkeit der Unternehmung und über die Rolle, die
den Faktoren Information, Informationsverarbeitung und Vernetzung künftig zukommt.
Value-Addedness and Information: Two Notions, One Goal -- From Data to Knowledge -- The Notion of Value -- The Value-Added
Processes of Information Systems -- The Value-Added Processes of Expert and Intelligent Systems -- A Conceptual Framework
for Competitive Intelligence -- The Evolution of Competitive Intelligence -- Defining Competitive Intelligence -- Competitive
Intelligence and Strategy -- The Competitive Intelligence Process -- Identification of CI Needs -- Acquisition of Competitive
Information -- Organization, Storage, and Retrieval. -- Analysis of Information -- Development of Intelligence Products. -Distribution of Intelligence Products. -- Identifying the Value-Added Processes of Competitive Intelligence Software. -- Evaluating
Information Technology. -- Targeting the Value-Added Dimensions. -- Other Evaluation Criteria -- Overview of Competitive
Intelligence Software Applications and Related Products.]. -- A Typology of Technologies. -- Identifying CI Technology -- CI
Software Products Overview. -- Evaluating Competitive Intelligence Software. -- An Evaluation Guide: Criteria and Questions -Methodology -- Software Evaluation -- Identification of CI Needs. -- Acquisition of Competitive Information. -- Organization,
Storage, and Retrieval -- Analysis of Information -- Development of CI Products -- Distribution of CI Products -- Global Assessment
-- Conclusion: Competitive Intelligence Technology-Summary, Implications, and Trends -- Bibliography.
What do you really know about your competitors, and potential competitors? What are the real threats your business faces in the
next two years? What do your competitors know about you, how did they find out about it and how can you stop them finding out
more?
Make competitive intelligence part of your business practice—and be on the cutting edge Competitive intelligence is the art of defining,
gathering, analyzing, and distributing intelligence about products, customers, competitors, individuals, concepts, information, ideas, or data
needed to support executives and managers in making strategic decisions for an organization. Competitive Intelligence For Dummies
introduces you to this fascinating subject and gives you the tools you need to incorporate it into your business decision-making process.
Conducted within an organization, competitive intelligence serves as a catalyst in planning and strategic growth. It is part of the value chain
that converts gathered data to actionable information that results in strategic decisions. Competitive Intelligence For Dummies helps readers
gather valuable information on the competition, the operational environment, and the target customer. It also explains how to carefully
analyze and use this information in decision making processes to gain market share and stay on the cutting edge of an industry. Whether you
are just starting a business, venturing into new areas with your existing company, or looking to gain ground on a key competitor, Competitive
Intelligence For Dummies gives you insight on how to gather valuable information on not only your competitors, but on your market and key
customer base. Gets you up to speed on how to locate, collect, and process competitive intelligence Shows you how to carefully analyze
competitive intelligence and disseminate it throughout your organization Illustrates how competitive intelligence can help you gain market
share If you're a business owner, analyst, manager, or researcher, Competitive Intelligence For Dummies gives you and your business an
edge.
A comprehensive reference on ways to enhance strategic planning and implement effective corporate strategies introduces a broad spectrum
of methods to assess the tools that analyze business, competition, and market data, and offers detailed instructions to help implement
strategies quickly and effectively, covering Analysis Theory and Competitive, Enterprise, Environmental, Evolutionary, and Financial and
Statistical techniques. (Intermediate)
Explains how businesses gather information on their competition and the marketplace, and discusses the ethics and cost of business
intelligence
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For specialists and nonspecialists alike, this perceptive selection of the newest and the up and coming tools and techniques of competitive
intelligence picks up where other books leave off, offering a well balanced combination of theory and practice. It shows how advances in
computers and technology have accelerated progress in CI management, and the ways in which CI has affected (and been affected by)
major business functions and processes. It explores applications to organizations of various sizes and types. Analysts, strategists and
organizational decision makers will find the book especially valuable, as they seek to make sense of the business environment and assess
their organizations' evolving, dynamic places in it.
A strategy text on value creation with case studies The ninth edition of Contemporary Strategy Analysis: Text and Cases focuses on the
fundamentals of value creation with an emphasis on practicality. Topics in this edition include: platform-based competition and ecosystems of
related industries; the role of strategy making processes; mergers, acquisitions and alliances; and strategy implementation. Within the twenty
case studies, students will find leading companies that are familiar to them. This strategy analysis text is suitable for MBA and advanced
undergraduate students.
Information professionals should be able to take a proactive role as a strategic partner in their organization's competitive intelligence. Their
role needs to focus on the "outside-in" approach, based on their organization's strategic needs and objectives. Competitive Intelligence for
Information Professionals explores the role of strategic information and intelligence in organizations, and assesses the values and needs of
intelligence in organizations. The book provides guidance on how to work strategically with competitive intelligence, methods for monitoring
and analysis and a process-oriented approach. Chapters include discussions on how news monitoring and competitive intelligence interact
and how this offers opportunities for cooperation between different departments. Cases from the authors’ own experiences when working
with competitive intelligence in international corporations are also included. Competitive intelligence (CI) is a new area for Information
professionals Offers perspectives on a new trend within the library and information sector Provides a comprehensive approach to CI
Internet research can be quick, easy, and abundant â€” but also challenging. Research sites sometimes come and go, and sources can be
questionable. The Business Research Solutions Series provides comprehensive business and financial research reference guides and online
training manuals to bridge a major gap in the field of online research methodology. This resourceful and innovative eight-volume series of
reference guides teaches readers how to approach a research problem, how to select the best online sources, and how to effectively use
these sources. It also suggests alternate low-cost solutions for many standard questions and problems. A must-have for professionals
involved in company research, these invaluable tools provide step-by-step advice on how to analyze, interpret, and present data for informed
decision-making.Introduction to Online Competitive Analysis Research gives you the tools you need to stay ahead of your competitor's
moves. Numerous typical problem scenarios with suggested research strategies are included. Step-by-step methodology takes you through
the CI research process, including planning and direction, data collection, analysis and dissemination.Like all the titles in the Business
Research Series, this book is conveniently divided into four sections containing a number of business research applications that can be used
for both in-house research training and reference.
Tested-in-the-trenches competitive intelligence techniques used at today's top companies This book brings together the best thinking and
practices in competitive intelligence (CI) currently being used at many of today's most successful companies. Featuring contributions from
leading industry executives, it covers CI strategies across a wide range of business functions, including marketing and sales, market research
and forecasting, product development, and teams. The only book on the subject offering a comprehensive view of CI, from the CEO down to
the tactical CI team Numerous case studies vividly illustrating cutting-edge CI techniques in action
In the fast-paced world of international business, competitive intelligence is necessary for the daily survival of small firms and national
economies alike. In Competitive Intelligence and Senior Management, veteran consultant Joseph H. A. M. Rodenberg argues that business
leaders should devote more of their time and attention to seeking out and interpreting information about competitors. This instructive volume
offers tools that will help senior managers to increase their firms’ competitiveness, carry out successful mergers and acquisitions, and avoid
surprise attacks from corporate raiders and private equity firms.
Strategic intelligence (SI) has mostly been used in military settings, but its worth goes well beyond that limited role. It has become invaluable
for improving any organization's strategic decision making process. The author of Strategic Intelligence: Business Intelligence, Competitive
Intelligence, and Knowledge Management recognizes synergies amo
Revised edition of the author's Contemporary strategy analysis, 2013.
When the future knocks on the door, it never walks away. Market and Competitive Intelligence (MCI) is the process of enhancing marketplace
competitiveness through a greater understanding of a firms competitive environment as well as leveraging the capabilities of preparedness
for the future. What if you could: Spend more time creating forward-looking actionable intelligence, thanks to smarter tools? Collaborate better
and develop hypotheses that can be tested and validated by data analysis? Become more in line with future market expectations as
predictions are more accurate? Use human analysis to put information into context, ask relevant questions, and create the best algorithms for
machines? This book digs deep into the challenges and opportunities of how to succeed with technology platforms for market and competitive
intelligence. The authors draw on their extensive experience and real-life cases to present their Garden of Intelligence framework. These
insights will make your organization healthier and more fit to reap the benefits of opportunities and handle disruptions in the future. With this
book, we aim to bring intelligence into the future and the future into intelligence.
Almost two decades after it emerged as an essential business tool, competitive intelligence is still finding its way. Despite its recognized
importance, companies struggle to acquire the kind of intelligence they need and measure its effectiveness and value. This book provides
essential tools for selecting the right kind of CI and assessing its contributions to a company's financial performance. The authors identify
three fundamental, intertwined mistakes a company can make, showing how to evaluate them and repair the damage they may have done.
McGonagle and Vella dissect the current state of CI, survey its evolution into five distinct yet overlapping types, develop a framework for
determining which types fit special needs, and evaluate means of communicating CI up and down the line. They discuss the most common
raw data source categories--the bases of support for all CI analyses--and the workings of metrics in general. CI professionals and related end
users are provided with a process they can employ immediately, right out of the box, which will not only help them select the right metric but
will prove invaluable as they seek to evaluate the future metrics that are sure to come.
"Companies operating in todayÆs roller-coaster economy have increasingly turned to competitive intelligence (CI) as an effective means of
building and maintaining a business edge. Revealing their secrets for monitoring competitive forces and keeping on top of the trends,
opportunities, and threats within their industries, this book presents 15 leading CI researchers and their hard-earned secrets. These CI
researchers are from such Fortune 100 firms as Compaq Computer, Dell Computer, Lockheed Martin, Merck, and United Technologies. The
tips, techniques, and models provided can be successfully applied to any business intelligence project, and the range of sources and
strategies discussed will help any organization stay several steps ahead of the competition."

The ideal introductory guide to Microsoft's much anticipatedentry into the Customer Relationship Management (CRM)
softwaremarketplace Discusses the key features of Microsoft's CRM software,including tools to help businesses sell more
effectively, manageall customer communications in one place, track and convert leads,make informed decisions faster, and
provide consistent service Provides expert tips and tricks to make the software work moreeffectively Explains how to achieve
increased customer satisfaction,customer loyalty, and more profitable customer relationships Author is considered one of a
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handful of global experts on CRMfor small- and medium-sized businesses
The Holy Grail for most organisations is the successful attainment, and retention, of inimitable competitive advantage. This book
addresses the question of how to leverage the unique intangible assets of an organisation: its explicit, implicit, acquired and
derived knowledge. The refreshingly innovative concept of Intelligence-Based Competitive Advantage© is one which will eclipse
the cost-driven and resource-reduction attitudes most prevalent in the first decade of this century. Tomorrow’s organisation will
need to derive IBCA© through the expert execution of bespoke competitive intelligence practice, unique analytical processes,
pioneering competitive strategy formulation, and timely execution of all three, if they are to succeed. This volume consists of
insights from Competitive Intelligence practices at both country and organisational level, Competitive Analysis processes within the
firm and within challenging sector and economic environments and Competitive Strategy formulation in profit, non-profit, real and
virtual world contexts. It is essential reading for anybody wishing to gain a formal understanding of the practical and intellectual
challenges which will face organisations in the future as they strive to achieve strategic foresight and Intelligence-Based
Competitive Advantage. This book was originally published as two special issues of the Journal of Strategic Marketing.
You're intelligent, right? So you've already figured out that Business Intelligence can be pretty valuable in making the right
decisions about your business. But you’ve heard at least a dozen definitions of what it is, and heard of at least that many BI tools.
Where do you start? Business Intelligence For Dummies makes BI understandable! It takes you step by step through the
technologies and the alphabet soup, so you can choose the right technology and implement a successful BI environment. You'll
see how the applications and technologies work together to access, analyze, and present data that you can use to make better
decisions about your products, customers, competitors, and more. You’ll find out how to: Understand the principles and practical
elements of BI Determine what your business needs Compare different approaches to BI Build a solid BI architecture and
roadmap Design, develop, and deploy your BI plan Relate BI to data warehousing, ERP, CRM, and e-commerce Analyze
emerging trends and developing BI tools to see what else may be useful Whether you’re the business owner or the person
charged with developing and implementing a BI strategy, checking out Business Intelligence For Dummies is a good business
decision.
What is your competition doing right now? What tools can you use to predict what your competition will do next? How can you
getand keepa competitive advantage? If you cant answer these questions, you need this book. Whether youre an innovator,
entrepreneur or manager, Competitive Intelligence: Fast, Cheap & Ethical will help you make smart decisions that lead to profit
and success. To make smart decisions about your business, you need intelligence. Not the kind of intelligence measured with IQ
tests, but the kind that involves your ability to find, interpret and respond to the information around you. It is vital for entrepreneurs,
innovators and managers to be able to understand what their competitors are doing, how they think and what they are likely to do
in the future. Intelligence is everywhere, but do you know how to find and make use of it? Competitive Intelligence: Fast, Cheap &
Ethical shows you how to use all your senses and mental powers to develop an in-depth picture of the competition and the broader
business environment. This book gives you a wealth of easy to understand tools to help you keep tabs on your competitors and
predict how they will behave in the future. You can use all of the techniques presented in this book at virtually no cost and in a
legal and ethical manner. Let Rob Duncan show you how to create a vibrant CI process, one that is constantly being challenged,
updated and refocused and one that is sure to lead you toward competitive success.
The Complete Guide to Competitive Intelligence: Second Edition is an invaluable source for executives, managers and planners.
Far-ranging in scope, comprehensive in detail, it establishes a blueprint for conducting the entire competitive intelligence process
from start to finish. This 306 page book provides you with all the methodology necessary to gather and analyze intelligence,
establish networks, conduct intelligence interviews and more, including the necessary worksheets conveniently provided on disks.
Plus, it offers detailed instruction in designing and implementing a corporate CI process that can operate as an integral function of
a corporation, company division or an individual business unit.
The basic premise of this book is that in both fields, national and business, intelligence gathered about adversaries or competitors
regarding changes in the external environment support the decision-making process. In both fields the subject has been studied
within its own framework without comparative analysis or mutual learning.
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