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Over $100 million is wasted annually by IT vendors buying the wrong services at the wrong 
price from IT analyst firms. Buying the right IT industry analyst services is easier said than done. 
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SageNote Series: Analyst Firms’ Consulting Groups 
 
Most IT industry analyst firms offer consulting services in addition to their research and advisory 
services. The consultants at these firms play a distinct role in the influencer game, and that role is 
currently expanding as firms strive to grow revenues from their consulting business. This 
SageNote series presents background on the analyst firms’ consulting groups. 
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