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How to Use the Report

Info-Tech's Category Reports provide a comprehensive evaluation of popular products in the
Strategic Sourcing market. This buyer’s guide is designed to help prospective purchasers make
better decisions by leveraging the experiences of real users.

The data in this report is collected from real end users, meticulously verified for veracity,
exhaustively analyzed, and visualized in easy to understand charts and graphs. Each product is
compared and contrasted with all other vendors in their category to create a holistic, unbiased view
of the product landscape.

Use this report to determine which product is right for your organization. For highly detailed reports
on individual products, see Info-Tech's Product Scorecard.

This report is available free of charge for internal use only to assist with software evaluation and selection. Sharing, republishing, distributing, or
otherwise copying any portion of this report without the express written consent of SoftwareReviews.com is strictly prohibited.

© 2023 SoftwareReviews.com. All rights reserved.
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SOFTWARE

Selecting software can be overwhelming and
one of the biggest challenges facing
organizations is understanding the
marketplace and identifying all of the available
vendors and products. The Software Directory
is a comprehensive list of all relevant software
vendors in a particular category. Use this page
to create the right vendor shortlist by exploring
all of the options available to your
organization.
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F°°t rl nt D I a m o n d The Emotional Footprint Diamond illustrates how users view their interactions with their software vendor compared against their perceived cost to
value of the software. This delivers you an in-depth insight into your potential relationship with the vendor.
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The customer experience with a software vendor will be a complex relationship
that spans procurement, implementation, service, and support. Picking software
can commit you to an extended period with that vendor, and knowing how real
users feel about their service experience is crucial before making that
commitment. When compared with how fair the price is for the software, you
receive a comprehensive overview of the expected interaction and experience with
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The Net Emotional Footprint measures high-level user sentiment towards particular product offerings. It aggregates emotional response ratings for various dimensions of the vendor-client relationship
and product effectiveness, creating a powerful indicator of overall user feeling toward the vendor and product. While purchasing decisions shouldn't be based on emotion, it's valuable to know what kind

of emotional response the vendor you're considering elicits from their users.
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- - The Net Emotional Footprint measures high-level user sentiment towards particular product offerings. It aggregates emotional response ratings for various dimensions of the vendor-client relationship
m o I o n a oo p rl n and product effectiveness, creating a powerful indicator of overall user feeling toward the vendor and product. While purchasing decisions shouldn't be based on emotion, it's valuable to know what kind
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
]
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Footprint score, and to target areas of particular interest or concern.
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Good service matters. The last thing you need is
to be disrespected by your software vendor, or to .

get bogged down by their ineptitude or neglect.
This section displays data related to quality and :
effectiveness of service, so you can know -
whether you'll be treated well before and after
you've made the purchase.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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Negotiation doesn't have to be adversarial. Both
parties are always looking to get the best deal,
but finding a vendor who will work with you
rather than against makes it more likely you'll :
both be happy with the results. Use the data in -
this section to determine which vendors will
negotiate pleasantly and in good faith.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
]
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Footprint score, and to target areas of particular interest or concern.
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Your vendor's attitude toward innovation is
important; if they aren't at least keeping pace
with market directions and trends, they certainly
won't be enabling you to get ahead. Use the data :
in this section to gauge whether your vendor -
appreciates the need to innovate and the extent
to which they'll support you to do the same.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
Deta i ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
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Footprint score, and to target areas of particular interest or concern.
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- - This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t i ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
D t I ls Footprint score, and to target areas of particular interest or concern.
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
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This section digs deeper into the emotional connection between software vendors and users, displaying user responses to a variety of specific “emotional spectrum” scenarios that express dimensions
m o I o n a oo p rl n of the vendor-client relationship and product effectiveness. These scenarios are organized thematically by category. Use this information to understand the details behind each vendor's Net Emotional
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