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Three critical processes drive success 
in doing business with vendors

Doing your 
Homework

Evaluation/SelectionDeployment Contract

Â Budgeting process

Â Understanding needs

Â Questions 

Â Frameworks

Â Feedback

Â Validation
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What you will gain from this session

Â Understanding link between business needs and 
negotiation process

Â Sample frameworks 

Â Identifying product/service needs

Â Informing yourself before negotiating and 
deploying

Â Suggestions for thinking about ROI

Â Key takeaways and rules of thumb 
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Thereôs lots of advice out there
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Drive libraryôs mission - link budget 
planning and vendor negotiations

Your Libraryôs Mission

Budget planning drives which products/services you can acquire

Products/services you want to acquire drive budget planning
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What to think about before starting 
the negotiation process

Vendor

Â Stability

Â Similar client experience

Â Customer service and 
ongoing support

Â Service guarantees

Â Usage reporting

Â Training/Documentation

Technology & Deployment

Â Compatible

Â Sustainable

Â Hosting

Â Scalable

Â Maintenance (how)

Â Security

Stakeholders

Â Project team

Â Decision makers

Â Input and Feedback

Â Buy in

Â Compliance

Â Maintenance (who)

Cost

Â Basic investment

Â Software

Â Hardware

Â Customization

Â Maintenance (ongoing)

Â Recovery



Where will it be used?

What product/service do you want?

Right time for this product or service?

How will it be deployed?

Where will it be used?

What product/service do you want?

Why do you want or need it?

Who will use this product/service?

Before you negotiate - ask
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Is this the right time?

Business 
Need?

Budget?
Better 
ROI?

Users 
Expect it?
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What do you actually want?

Basic or Specific 
Tool?

Options? Medium?
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Using a matrix can help differentiate 
vendors and inform negotiations

Vendor:

Â Gartner 

Â IDC

Â Forrester

Â AMR

Â Ovum

Â InfoTech 
Trends 

Weight attributes and compare total scores
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Illustrative
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A 2x2 can help you drill deeper on 
specific attributes

High

Low

Â Global, regional, 
local

Â Multi language

Â History & forecasts

Â Subscription and 
Pay-as-you -go

Â Country and global

Â English w/some addôl 
languages

Â Some history

Â Access to everything

Cost

Â Few countries

Â Only English

Â Limited data

Â No pay -as-you -go 
beyond subscription

Low

Â Global, regional, 
local

Â Only English

Â 5 yrs history

Â Little/no competition

High

Content 
Needed

Illustrative
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Comparing cost and content  helps 
determine relative value of relationships
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Content
Value
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Ovum
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InfoTech Trends
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Bubble size = value of relationship

Å Lowest cost

Å Good content

Å High value 
relationship

Å Highest 
cost

Å Best 
content

Å Highest 
value 
relation -
ship

Å High cost

Å Niche content

Å Lowest value 
relationship

Å Reasonable cost

Å Good content

Å Higher value 
relationship

Illustrative
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ñWWHò drives how you approach 
negotiating 

Everyone

Multiple 
Depts.

Single 
Dept.

Few 
people

Several 
locations

All 
locations

Intermittent 
locations

Wireless/
PDA

LAN/WAN

Remote 
access
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When your homework is done youôre 

ready to negotiate

Â Selected and evaluated product/service

Â Assured you can fund it

Â Assured compatibility

Â Identified your target users

Â Asked the vendor to provide references and 
checked them

Â Used industry analyses and commentaries (e.g. 
Outsell, Inc. or Free Pint VIP)

Â Requested formal proposals with Terms and 
Conditions in writing
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Some additional critical questions

Â Do the terms & Conditions include a Service 
Level Agreement (SLA) or other performance 
clause? 

ÂWhat if the service fails or the product is not 
delivered on time?

ÂWhat if the product is faulty?

ÂWhat if you are dissatisfied?

Â Periodic reviews of contract commitments?

Â Is there an ñout clauseò?
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Keep your advantages in mind

Â Volume

Â Existing relationships

Â Vendorôs needs

Â Donôt be afraid to walk away
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Sample contract provisions

Content 

included with 

detailed 

description

Parties to the 

contract 
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Sample contract provisions (cont)

Access

What else is 
included 

Contract 
period

Price
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