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Three critical processes drive success
In doing business with vendors

A Budgeting process
A Understanding needs
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A Feedback fl‘ ¥
A Validation A Frameworks

A Questions




What you will gain from this session

A Understanding link between business needs and
negotiation process

A Sample frameworks

A ldentifying product/service needs

A Informing yourself before negotiating and
deploying

A Suggestions for thinking about ROI

A Key takeaways and rules of thumb
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Dri ve | 1 br ar-Jinrk®udget s s |
planning and vendor negotiations

Budget planning drives which products/services you can acquire

m&mﬂi ssion

Products/services you want to acquire drive budget planning



What to think about before starting
the negotiation process

Vendor Technology & Deployment

A Stability A Compatible
A Similar client experience A Sustainable
A Customer service and A Hosting

ongoing support A Scalable
A Service guarantees A Maintenance (how)
A Usage reporting A Security
A Training/Documentation

Stakeholders Cost

A Project team A Basic investment
A Decision makers A Software
A Input and Feedback A Hardware
A  Buyin A Customization
A Compliance A Maintenance (ongoing)
A Maintenance (who) A Recovery



Before you negotiate - ask

Right time  for this product or service?
Why do you want or need it?

What product/service do you want?

Who will use this product/service?

Where will it be used?

How will it be deployed?




Is this the right time?

Users
Expect it?

Business
Need?



What do you actually want?

Basic or Specific
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Using a matrix can help differentiate

vendors and inform negotiations

Vendor:

lllustrative

A Gartner 95 65 100 30
A IDC

95 100 100 90
A Forrester

60 100
A AMR

60 100
§] o 100 100
A InfoTech

Trends 0 100
Weight atfributels and|compare total scores Y



lllustrative

A 2x2 can help you drill deeper on
specific attributes

A Country and global
A English w/s
High languages
A Some history
A Access to everything
Content
Needed
A Global, regional,
local
Low A Only English
A 5yrs history

>

Little/no competition

Low High
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lllustrative

Comparing cost and content helps
determine relative value of relationships

Bubble size = value of relationship

Content
Value A Hi
ghest
0,
100% cost
A Best
507 content
H A Reasonable cost A Highest
o] A Lowestcost A Good content value
- : relation -
A Good content A Higher value <hi
A LS RAR relationship P
10 relationship
5 - O QlnfoTech Trends
_ OForrester
A High cost @ovum
| A Niche content . @ vankee
L A Lowest value @Gartner
relationship Qibc
0 T T 1 1 T T T T
1 2 5 10 20 50 100 200 500 $100K

<: Cost > 12




nWWHO drives how you
negotiating

Remote
access Everyone A!l
locations
Multiple
Depts.
Wireless/
Single PDA
Dept.
Several Few Intermittent

people

locations locations
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When your homewor Kk
ready to negotiate

>

Selected and evaluated product/service
Assured you can fund it

Assured compatibility

|dentified your target users

Asked the vendor to provide references and
checked them

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

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

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

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

A What if the product is faulty?
A What if you are dissatisfied?
A Periodic reviews of contract commitments?

Als there an nout cl auseo?
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Keep your advantages in mind

A Volume
A EXisting relationships
AVendor os needs

A Donot be afrai d to wal k aw
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Sample contract provisions

Chvum Ins Tal +1 (517 5235 1284

18 Tremont Street Fax+1 (781 523 GaE
Suite 1001 E-mail infousa@owvum. com
Boston MADZI02

UgA AT LT 0T

OvVulIll

OVUM 2006 RENEWAL AGREEMENT FO R « Parties to the
We are delighted to present this renewal agreement for Ovum's Advisory Services i GGG contract

Wie hawe enjoyed working with you again this past year and look forward to the opportunity to suppaort
-in 2008,

Owum's research and expertise in the Telecom market continues to tie in With_glnbal technology
and telecom industry focus. Owurn will extend the same offer to you as last year to provide a flexible

cantent madel that mee-rese arch requirements that will best map to your organization.

In addition, as Ovum has continued to expand its tearm of global experts, we would like to nffer- Content

ACLESS [0 New ONENNGS ang ServCes, acriss 4 Droa0er range ol areas, |~ | n CI u d ed W|th

In this propasal, Ovum will again foe- six (B) advisory services to fully support -; technology and / .

telecorn industry focus, as well as the option to add new Ovurm services at a first year "trial” cost. Details d etal | ed

are helow: . .
description

O RENEWAL AGREEMENT WITH OVUM INCLUDES:

Owum will provide the_r full access to the six (B) services listed below:

= WirelessMultimediag@Ovum - Our Wirelesshultimedia service is designed to provide operators,
device vendors, software suppliers, and content and media providers with comprehensive analyses to
determine competitive and product positioning, and organizational strategies. Our coverage includes 17




Sample contract provisions (cont)

Access
/

] - What else is

— -
/ included

Contract
y i period

I h Price
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