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About E-consultancy

E-consultancy is an online publisher of best practice internet marketing reports, research and how-to guides. 

E-consultancy, which was recently named Publisher of the Year at the 2006 AOP Awards, also publishes buyer’s guides and has a directory of 100,000+ third party internet marketing white papers.

Since moving to a paid-content model in 2003 E-consultancy has amassed thousands of paying subscribers, more than 50,000 registered users and 150,000+ unique users sessions per month. E-consultancy is popular among internet professionals around the world, for delivering practical, time-saving advice and insight.

Subscribers pay from £149 per year to access the exclusive and highly practical content. E-consultancy has more than 100 events lined up for 2007, including roundtables and monthly Supplier Showcases, where six suppliers pitch to an audience of pre-qualified buyers in a Central London venue. E-consultancy also runs both in-house and public training courses. 

http://www.e-consultancy.com/about/
Contact

If you would like to know more about Corporate Membership and our roundtables then please contact us on +44 207 681 4053 or Peter@e-consultancy.com. 

If you have any comments or queries about this briefing then please contact Linus@e-consultancy.com  

E-consultancy URL: http://www.e-consultancy.com
Introduction

When investing in marketing technologies such as web analytic systems you are probably making a decision which may have a lifespan of two to three years. This is different to say selecting an agency for a media campaign or a consultancy to carry out a usability study on a one-off basis. The potential costs of making a sub-optimal decision can be significant in terms of money and time invested. The pain of switching from one supplier to another is getting greater and greater.
The purpose of this template to provide some recommendations and considerations in the development of the Request for Proposal (RFP) that you send out to potential system vendors. Web analytic systems are experiential products, you never quite know what you are going to get until you have got it. And that doesn't mean having it implemented, it means having used it for a number of months. The aim of this document  is to help reduce the risks involved in the selection of a new system by helping to present the RFP in such a way that you have a clear way of deciding the best candidates from the proposals that you receive.
Process

The process you go through for selecting your web analytics system will be dependent to some extent on the time that you have available to make the decision and the level of resources available to manage the process. Given that you do not want to be in the position of going through the process again in a year's time, it does make sense to spend a bit of time getting it right first time round. However, we all live in the real world and there may not be the time and resources available for the full process.
In an ideal world the process might look something like this:

	Step1:
	Research and screening
	Gather and formulate your business requirements

Draw up a list of potential vendors and carry out the initial research on them

Sources of information include e-consultancy's Web Analytics Buyer's guide
Other reports are available from analysts such as Forrester

You may choose to have initial meetings with some vendors in order to get a better feel for their solutions

Whittle the list down to a maximum of 5 or 6 vendors based on whichever criteria are appropriate such as market position, technology approach, reputation etc. For example, some potential vendors only offer a hosted service and if you want to have the data in-house this will select out a number of potential vendors

	Step 2
	RFP process
	Write your RFP based on the template and send to your short list of a maximum of 5 or 6 potential vendors
Clearly state the timings involved and the next steps

	Step 3
	Pitch process
	Select 2 or 3 vendors maximum from the responses to the RFPs
Invite the vendors to pitch their solution and services to an audience of stakeholders

Give them a brief to work to, based on the RFP's business requirements to ensure that the vendor presentations are as focussed on your needs as possible

	Step 4
	Pilot
	From the pitch process select one or two systems to pilot
For the pilot ensure there are objectives in place that are realistic to achieve during a pilot and clear evaluation criteria

	Step 5
	Decision
	Select the best system for your needs, finalise prices and terms


The process above may look long winded and it can take a number of weeks in reality but if you are looking to invest potentially ten of thousands of pounds over a number of years in systems costs, professional services and staff, then it pays to exercise appropriate diligence during the selection process!

The Request for Proposal
Introductory comments

The RFP is the key screening document to get you from a list of 5 or 6 potential suppliers to a possible two or three. The web analytics system market is quite fragmented with many potential vendors who might fit the bill. One challenge many buyers find is that it can be difficult to tell the difference between them and that is why crafting a good RFP is important. A poor RFP will fail to get your message across to potential vendors about what is important to you and the danger is that you will get a bland and standardised response. A good RFP will help discriminate between the vendors on the dimensions that are important to you.
By investing some time and effort in creating a good RFP you should hopefully reduce the risks in the selection process and also the amount of time involved. Here are general tips and tricks in the development of your RFP:
· Keep it as brief as realistically possible, whilst ensuring that it has sufficient information in it for the vendor to work against
· Be as transparent and open about your business as possible. You should get a Non Disclosure Agreement in place before sending the RFP

· Be clear about what your business requirements are and why they are important
· Don't just list a series of features that you think you (might) need
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