
Competitive Analysis.
Gartner Magic Quadrant for Business 
Intelligence and Analytics Platforms.
An analysis identifying the positioning strategies within BI 
platforms competitors, and opportunities for competitive 
differentiation to increase C-level sales engagements.

Summer 2017



Contents.
Introduction ..................................................................3 

Executive summary ....................................................4

Category definition .....................................................5

Promise claim ...............................................................6

Descriptor .....................................................................7

Leading value proposition statement....................8

Value proposition ........................................................9

Differentiators .......................................................... 10

Stand-out communications .................................. 11

Conclusions ............................................................... 12

The Craft .................................................................... 13

The Craft Consulting2



Introduction.
This document demonstrates what an in-depth competitor analysis 
contains and reveals, and how it might be used by an organization 
positioning itself in a crowded market.

This research is based on the Gartner 
Magic Quadrant for Business Intelligence 
and Analytics platforms and how each 
organization has positioned itself against 
its competitors within the quadrant. 

Our focus throughout is on how a customer 
might approach finding the right partner for 
their BI journey: what information is available 
to help them to choose the right partner?

The analysis that follows identifies each 
competitor’s position in the market and the 
story they are using to defend that position. 
We are looking at how they are defining 
themselves as the ‘vendor of choice’.

Within the research, the primary source 
of information is exactly what a prospect 
would experience within initial searches 
and includes websites, brochures and other 
publicly available marketing information.

The research includes three 
documents (including this one):
Analysis and research findings
Messaging analysis
Visual analysis 

All content within this analysis is the 
interpretation of The Craft Consulting and 
is based on our expertise and application of 
our models. Any interpretation and use of 
this analysis without the guidance of The 
Craft is done so as the reader’s own risk.

To enable us to deconstruct a competitor’s 
argument (and then re-engineer a winning 
argument) we look at a number of key elements:

Category definition – The short term that 
defines what the competitor offers 

Promise claim – The rallying cry or claim the 
competitor makes to the prospect

Descriptor – The central definition of the 
competitor’s argument, explaining what the 
solution is and what it does for customers

Leading value proposition statement – 
The headline benefit competitors say their 
solution will deliver to the prospect

Supporting value propositions – The additional 
value that the competitor states the prospect will gain 
and benefit from by using their solution / services

Differentiators – The factors that make the competitor 
able to deliver the value better than anybody else
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Executive summary.
The BI market has shifted over the past 24 months to be more user-driven, with the agile development of visual interactive dashboards and 
the increased capability of extracting data from a broader range of sources with greater accuracy, analysis and speed. This agile disruption was 
created initially when new data discovery vendors entered the market, but now traditional BI vendors have largely caught up. Gartner states that 
the next wave of disruption will come in the form of smart data discovery; this has just begun, with large vendors innovating or acquiring startups.

The result is a crowded market, where 
opportunities to differentiate are limited and 
the upcoming wave of smart data discovery 
will see all vendors making their claims to 
be better than any other on the market.
 
From a prospect’s perspective, this presents 
a challenge when finding the right vendor to 
suit their requirements as the market shifts 
once again. How do they select the right 
vendor to suit their needs, and who should 
they believe in during this time of disruption?
 
Our analysis demonstrates how 
difficult this is by drawing on two very 
simple results. Out of the 24 current 
vendors within the BI Gartner MQ:

• All 24 vendors use a different term to 
categorize what their solution is 

• Over 12 claim to be different because they 
are ‘the leading’ vendor on the market

This presents two key challenges 
for a prospect:

• Vendors will be missed in searches 
or recommendations if their solution 
isn’t within a recognized category 
understood by prospects

• With so many vendors claiming 
to be the leader, who should 
prospects believe and trust?

 
These two results are fundamental for 
vendors positioning their capabilities 
in a crowded and confusing market, 
but are only the tip of the iceberg 
when you consider there are:

• Four ways in which vendors typically 
explain what their solution does

• Five lead benefits vendors commonly 
say their solution provides

• Six common benefits which the majority 
of vendors all use to enforce the wider 
benefits their solutions deliver

• 15 vendors focusing their story around what 
the solution does and delivers at a tactical 
level, rather than the business benefit

 

What this means collectively is that vendors 
are finding it difficult to define and tell their 
story in a way that is different from others. 

Vendors are falling into a common trap:

• Becoming generic and trying to say 
everything, resulting in being ‘me too’

• Focusing on themselves and their solution

• Not nailing both the tactical and strategic 
business value they deliver to a prospect

Finally, and critically, our research identifies 
some considerations for vendors 
when determining how to position 
their solution against competitors:

• Think like a prospect – what will  
they be looking for and wanting  
to understand? And if you don’t know, 
do some research; don’t guess or use 
experience, as the market is shifting

• Decide who your buyers are – the majority 
appear to target tactical-level users by 
focusing on dashboards and speed.  
But what is the data and analysis used 
for; who is making decisions from it 
and why; what is the business value 
those decisions deliver? Are your 
targets not within the C-suite?

• Identify what really makes your 
solution different – is it technology, 
process, application? Understand this 
and make it clear in order to make a 
believable story that a prospect can trust

 
For the insight behind these findings 
and recommendations, take 20 minutes 
to understand how current vendors 
construct their stories and why it both 
can be seen to create confusion and 
opportunities in equal measure.
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Category definition.  
What do customers search for when looking for Business 
Intelligence and analytics platform suppliers?
Analysis results:
• 24 suppliers

• 24 separate different category statements

The top five most common terms:
• Self-service data analytics

• Enterprise analytics

• Big Data analytics

• Business Intelligence analytics

• Business Intelligence software

Strategic take-out:
• How do customers find a supplier? Using the  

wrong term they could miss many 
out from the long and short list.

• How do customers understand what competitors 
offer and make comparisons? Are BI platform 
providers being clear to the market?

Organization Category Definition Organization Category Definition
Alteryx Self-Service Data Analytics Sisense Embedded Analytics, BI Software

Pyramid 
Analytics

Self-Service BI Suite for Enterprise MicroStrategy Enterprise Analytics and Mobility

Birst Networked Analytics ClearStory 
Data

Data Intelligence

Domo Business Optimization Platform Zoomdata Big Data & Visualization

ThoughtSpot Search-Driven Analytics TIBCO Integration and Analytics Software

Logi Analytics Embedded Business Intelligence IBM (Watson 
Analytics)

Cognitive Computing

Yellowfin BI and Analytics Platform SAP Business Software Solutions

Oracle Integrated Cloud Applications 
and Platform Services

SAS Analytics, Business Intelligence 
and Data Management

Information 
Builders

Enterprise Business Intelligence, 
Integration and Data Integrity Software

Salesforce CRM Software as a Service

Datameer Big Data Analytics Platform Qlik Visual Analytic Platforms

Pentaho
(Hitachi Group)

Big Data Integration and 
Analytics Solutions

Tableau Enterprise Analytics

Board Business Intelligence Software Solution Microsoft Interactive Data Visualization BI Tools
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Analysis results:
• 24 suppliers

• 3 ways to position the 
promise to customers

The three:
• 3 out of 24 – What 

they do (basic)

• 12 out of 24 – What they or 
will deliver (intermediate)

• 6 out of 24 – What they 
will enable (advanced)

Strategic take-out: 
• Competitors who simply 

describe ‘what they do’ are 
potentially one-dimensional 
and only answering one 
potential prospect need

• Competitors positioning 
within the ‘what they 
deliver’ are in a crowded 
space and must be clear 
not to sound ‘me too’

• Competitors pushing towards 
the end of what they deliver 
and enable are much more 
customer benefit-focused 
and aspiring but must be able 
to support their claim to be 
true for the customer and 
for their sales community

Promise claim.  
What do competitors promise to deliver 
to customers?

Functional:
What they do

Descriptive:
What they deliver

Business benefit-centric:
What they enable

Logi Analytics
Create genius apps

Zoomdata
Embed visual 
analytics into data 
driven apps

Pentaho
Comprehensive 
data integration 
and business 
analytics platform

Information 
Builders
Better Data. 
Better Analytics

Datameer
Analytics that 
drive action

MicroStrategy
Sophisticated 
analytics made easy

Board
Analyze. 
Stimulate. Plan

Tableau
Make your data 
make an impact

Microsoft
Bring your data to life

Sisense
Simplifying business 
intelligence for 
complex data

ThoughtSpot
Search-Driven 
Analytics for Humans

SAP
Business analytics 
solutions for the 
digital age

Yellowfin
Connecting people 
and their data

Birst
Connecting 
the enterprise 
through data

Pyramid
Your company’s 
smarter when 
everyone’s smarter

Oracle (Analytics)
Think Forward: 
Accelerate Your 
Business

ClearStory Data
Discover. Know. 
Everything

TIBCO
Building digital 
business

SAS
Evolve with Analytics

Qlik
See the whole story

Salesforce
Sell smarter 
and faster

The Craft Consulting6



Descriptor.  
What do competitors say their solution does?

Analysis results:
• 24 suppliers

• 4 main ways of describing what they enable

The four central stories that competitors position:
• 11 out of 24 – Delivering greater insights, 

faster and the way customers need it

• 7 out of 24 – Connecting the organization, 
people and data together

• 3 out of 24 – Improving decision-making

• 3 out of 24 – Simplifying the capturing and 
processing of data from all sources and types

Strategic take-out:
• We expect all four argument points are important  

to customers. It appears most competitors pick the 
central argument focused on gaining insight quickly 

• To stand out in this crowded area, a competitor 
must be perceived as having a unique capability to 
be able to deliver insights better and faster. If that is 
not true then a competitor should pick another area 
to focus on and build its argument around that

Improves decision-making Connects people and data

Simplification of data capture and processing Allows for deeper insights faster and more flexibly
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Leading value proposition statement.  
What do competitors say their solution 
will deliver as a lead benefit?

Analysis results:
• 24 suppliers

• 5 central lead benefits

The five common leading benefits:
• An estimated 80% focusing on tactical benefits:

• Enabling data discovery from 
multiple sources

• Enabling access in hours, easily

• Enabling the sharing of information

• Enabling the visualization of data

• An estimated 20% lead on the associated 
decision-making benefits

Strategic take-out: 
• Many suppliers attempt to claim up to three 

of these benefits in one statement, which 
demonstrates that the single value proposition 
hasn’t been identified within a strong argument

• When compared with supporting value 
propositions, many suppliers repeat benefits to 
varying levels, creating for the prospect a generic 
picture of the value that all suppliers can create

• To create stand-out in this fighting arena, 
simple clarity in storytelling could break through 
the noise and resonate with the prospect

Enabling 
data 

discovery 
from multiple 

sources 
simply

Insight 
in hours & 

ease of use in 
one system 

anywhere

Visualization 
of data & 

dashboard 
capabilities

Information 
sharing & 

collaboration

Predictive 
decision-

making
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Value proposition.  
What do competitors say customers will 
benefit from, using them above others?

Analysis results:
• 24 suppliers

• 6 highly common benefits

• 7 common benefits

• 5 isolated arguments

The top common claims (speed and power):
• 62.5% position speed as the 

central benefit to customers

• 58% position analytics power and 
predictive as a key benefit

• 50% position both ease of use and 
scalability as key benefits

Strategic take-out: 
• For the customer it’s hard to see 

the difference between suppliers 
and really understand the facts

• To win the argument, a supplier in this 
space would need to validate ‘why’ above 
all others that their product can be:

• Quicker

• More powerful

• Simpler to use

• More scalable

• ... or find a new position to build its claims 
around and defend. No competitor 
states clearly why and how it can deliver 
these benefits better than others

Speed of deployment, data access and results 15

Analytics power and predictive capabilities 14

Ease of user experience, search capabilities and functionality 12

Scalability 12

Data visualization and dashboard capabilities 11

Access anywhere and on any device 10

Ability for collaboration and information sharing with all business users / areas 9

Compliance, controllability and central governance 8

Self-service capability 7

Ability to interpret data from variety of sources, volume, age 6

Security 5

Improvements to business performance and decision-making 5

Cost savings and TCO 4

Accuracy of data and results 2

Ability to embed analytics 2

Spectrum of analytical tools and integration with third-party tools 2

Ability to white label 1

Saving IT people actions and time 1
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Differentiators.  
What do competitors claim is unique about them above others?

Analysis results:
• 24 suppliers

• 4 common differentiators

The key differentiators:
• 50% of competitors claim to be the ‘best / leading / no. 1’

• Three claim to have a complete solution

• Two focus on technology differentiators

• Two focus on being ‘the only’ platform connecting 
business users and the organization

Strategic take-out:
• 50% take a ‘leadership’ position.  

Only one can be right, but as a customer it is 
down to opinion which is telling the truth

• The claim to have a complete solution needs 
to be understood by the customer based on 
the context of what other suppliers are offering 
and what the customer wants to do

• Within the BI platform space, no competitor has a 
winning differentiator or is able to clearly communicate 
and defend its differentiated position at this time

The claim for No. 1 status is crowded:
• Qlik – A leader in the 

visual analytics market
• ClearStory Data – Rated 

number 1 for business benefits
• TIBCO – Global leader 

in integration and 
analytics software

• SAP – The market leading 
analytics software

• SAS – The leader in analytics
• Alteryx – A leader in 

the self-service data 
analytics movement

• Domo – The world’s first 
business optimization platform

• ThoughtSpot – The world’s 
first Relational Search 
Engine for data analytics

• Logi Analytics – 
Number 1 in Embedded 
Business intelligence

• Information Builders – 
The leader in enterprise 
business intelligence

• Board – The number 1 
decision-making platform 
for organizations of any size

The claim to be ‘a connector’:
• Birst – The only enterprise 

business intelligence 
platform that connects 
the entire organization

• Yellowfin – The only 
modern BI platform that 
supports both analysts and 
business user workflows

• MicroStrategy – The most 
powerful analytics platform

Technology lead:
• Sisense – Single-Stack™ 

Architecture / In-Chip™ Engine
• Microsoft – Power BI allows you 

to connect to hundreds of data 
sources / 3 national clouds

The claim for a complete solution is common place:
• Tableau – A complete 

enterprise solution
• Pyramid Analytics – A 

Complete Self-Service BI 
Suite for Enterprise

• Datameer – End-to-
end big data platform

The Craft Consulting10



Three stand-out communications 
from a prospect’s view. 

Sisense
Positioning a believable technology differentiator

ThoughtSpot
Positioning a believable ease of use

Oracle
Roles-based, business-centric questioning

The Craft Consulting11



Conclusions.  
What does this all mean for someone 
positioning a BI and Analytics platform in 2017?
Category definition
There is such a diverse range of definitions used in 
the marketplace, in reality it presents risk. There is 
also a high risk of confusion for a prospect within their 
understanding of what different suppliers are and 
what they offer – resulting in making comparisons 
difficult for prospects due to a lack of clarity resulting 
in suppliers being misunderstood and discarded. 

Promise / claim
Within the three categories identified, those 
selecting a strategy of ‘what they deliver’ must 
ensure clear differentiation against the majority of 
suppliers adopting this route. The best value and 
customer-centric category is ‘what they enable’, 
as this route provides the greatest opportunity for 
suppliers to differentiate themselves by focusing on 
customer benefit in the context of business value.

Descriptor
The majority of organizations reviewed have adopted 
a lead message focused on delivering insight quickly 
and creating the connection between data sources. 
Both of these elements are highly valuable and practical 
outcomes of a BI platform and prospects focusing on 
tactical requirements will value these highly. Only three  
suppliers focus their lead message on business 
decision-making at this initial level; this can be viewed 
as a ‘C-level’ positioning. A supplier determining 
its positioning should consider carefully which 
level of contact is its target within which level of 
its communications within the sales process to 
optimize interest from the right levels of buyers.

Lead value proposition statement
Suppliers tend to bundle multiple benefits into the 
leading benefit and there is limited separation from the 
supporting value propositions at the next level.  
Most suppliers have adopted a tactical, feature-led 
benefit, rather than focusing on a wider, solution-led  
benefit which affects business outcomes.

Supporting value propositions
There appears to be a set of value propositions that 
need to be in place as standard requirements (as hygiene 
factors) otherwise suppliers will appear lacking in their 
capabilities and benefits (speed, power, ease of use, 
scalability, visualization, remote usage, collaboration, 
governance, self-service, security). The majority of these 
focus on features and attributes rather than true value, 
which would be another area of potential differentiation.

Differentiator
Put simply, within this market, claiming a leadership 
position is not a differentiator, so if suppliers claim 
the same position, a prospect will not believe it or 
value it. Claiming a complete solution again is not 
a differentiator in its own right – in both instances 
suppliers state the claim but provide no information 
to support why the differentiator adds value to the 
prospect and provides no evidence to specifically 
support the claim (beyond approved client references 
developed by them for a self-promoting purpose).
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