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Successful competitive positioning depends as much on 
a good offense as it does on a good defense—as much 
on scoring points as it does on blocking opponents’ 
moves. For this reason, competitive intelligence leaders 
continually seek a balance between traditional defensive 
tactics, such as intelligence- and counter-intelligence 
gathering, and other, more offensively minded activities 
that contribute more directly to top-line revenue. 
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2013 GLOBAL COMPETITIVE INTELLIGENCE (CI) 
PRIORITIES SURVEY RESULTS
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Supporting Stakeholder Decision-Making
Respondents shared their perspectives on stakeholder support activities and how 
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