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ABSTRACT

Strategic intelligence involves examination of internal and external organizational environments. Of
course people inhabited each of these environments. Whether they are customers, allies or employees,
these are not standardized units but real human beings with personal histories, perspectives, and opin-
ions. Recent research and practice have led to the development of relatively complex methods for inquiry
which can be applied by human analysts and which recognize contextual dependencies in a problem
situation. One such method, the strategic systemic thinking framework, is outlined in this chapter. The
purpose of complex analysis in relation to strategic intelligence is not, in our perspective, decision-
making—it is developing an ability to make informed decisions. Until software tools could not support
recently complex methods, since the limitations of traditional mathematical algorithms constrained their
development. We suggest a model, which lays the foundations for the development of software support
and can tolerate the inherent ambiguity in complex analysis, based on paraconsistent (multivalued)
mathematical logic.

INTRODUCTION Unless their firms are fortunate to enjoy an endur-
ing natural monopoly, managers in every business

A perfection of means and confusion of aims must concern themselves in a perennial search
seems to be our main problem. for a sustainable competitive position. In this
~ Albert Einstein context, strategic intelligence may be considered
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as crucial, in both senses in which the term is
commonly used. Intelligence gathering is a vital
process by which managers inform themselves
about opportunities, ideas and environmental
factors. Most writers agree that strategists need to
establish arelationship between their organization
and the outside world (see, for example, De Witt
& Meyer, p. 330). At the same time, they need
the intellectual and practical skills to act upon
the information created through this process,
and lead the organization forward. The exact
form such qualities should take will always be
a subject for debate. One suggestion (Maccoby,
2001) describes foresight; systems thinking; vi-
sioning which draws upon them to shape future
ideals; ability to motivate others to realise such
vision, and partnering to bring about strategic
alliances. The authors of this chapter believe that
the two senses of the term “intelligence” are, in
this context, indivisible. While it is possible for
anyone to trawl for data about a particular mar-
ket, product or process, such data only become
useful when particular individuals consider it in
the light of their existing knowledge, experience,
and purposes.

Strategically important information is created
throughout the organizational domain. Informa-
tion resides in people’s heads, and so information
sharing is ultimately dealt with through commu-
nication. Communities of practice, created over
time by sustained pursuit of shared endeavours,
influence efforts to create a higher quality of
communication for the purposes of sustaining
knowledge creation and sharing (Wenger, Mc-
Dermott, & Snyder, 2002). Strategic intelligence
requires managers to engage with messy processes
ofinformal learning taking place throughout their
organization and its environments (Mintzberg,
1994). Such processes involve consultation with
many different individuals who are also members
of differing stakeholder groups. Any inquiry will
therefore be concerned with individual unique-
ness, complexity and issues of power.
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At one time, many authorities described strat-
egy formulation in terms of rational planning
and goal-setting, whereby a corporate mission
would be translated into objectives and targets
at increasing levels of concrete detail (see, for
example, Johnson & Scholes, 1993). Such a view
haslongbeen criticized as naive and unreflective of
organizational life in practice. Mintzberg (1994),
for example, contrasts a planning model with an
alternative view of strategic thinking, involving
intuition and creativity and coming about through
“messy processes of informal learning that must
necessarily be carried out by people at various
levels who are deeply involved with the specific
issues at hand.” This view is supported by em-
pirical work carried out by Currie (1995) and by
Walsham (1993), who points to a “dynamic, so-
cio-political process within multi-level contexts”
underlying strategic thinking. Whichever view is
preferred, there is a broad measure of agreement
that strategic intelligence involves examination
of internal, as well as external, organizational
environments. A difficulty then arises that each
of these environments is inhabited by people, and
whether they are customers, allies, or employees,
these are not standardized units, but real human
beings with personal histories, perspectives, and
opinions. Claudio Ciborra (2002) puts this very
well when he speaks of management meetings,
and decision-making, in the following way:

Something that is beyond technology, manage-
ment and organization, but that contributes to
putall these things into action: those participants
being there in the session with their personal
histories, problems, projects, visions, and disil-
lusions. What is at stake in those situations is
who they are, where they come from profession-
ally and personally, and towards what they are
projected in relation to the issues raised by the
speaker. (p. 5)

It is essential to recognize power relations as
apart of organizational culture and management
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