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SageNotes™ are two to four page research papers that focus on best practices, decision
frameworks, tactical guidelines, case studies, events, strategic planning, and tutorials. SageNotes
serve as key reference documents for many of the AR frameworks and best practices explored in
ASG’s strategic analyst relations and operational effectiveness research.
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SageNote Series: Purchasing Analyst Services

ASG SageNote™ Library

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.
With the right process, you can ensure the best value for your money, and avoid costly mistakes.
In this SageNote Series, we outline a step-by-step process to follow when buying IT analyst
services and maximizing the value from those contracts.

SageNote AR03
Updated: Integrating the AR Budget into
your Strategic Planning

SageNote AR12

Negotiating with the Analysts: A Roadmap for
Getting the Right Services from the Right Firms

at the Right Price

SageNote AR13

The Request for Information —
Communicating Requirements Succinctly
and Consistently

SageNote AR15
Investing In IT Analyst Services? Do Your
Homework First

SageNote AR16
Evaluating Responses from Analyst Firms:
Take a Systematic Approach

SageNote AR17
Analyst Services Contracts: Terms and
Conditions to Protect You

SageNote AR18
Negotiating for Analyst Services: Drive a
Hard Bargain

SageNote AR19

Drive Continuing Value for Analyst
Services Contracts: SageCircle’s 12 Point
Check Up

SageNote AR23

Multiclient Studies: Market Research Tool
or Vendor Trap?
SageNote AR26
Multiclient Studies: Maximizing the Value

SageNote AR33
More Terms & Conditions for Analyst
Services Contracts

SageNote AR37
Dealing with Gartner’s Community Model

SageNote AR38
Insulate Your Company from Analyst
Travel Day Fees

SageNote AR46
Shaping the Analysts’ Market View: Use a
MarketDriver

SageNote AR51
Analyst Consulting Days: Maximizing
Value

SageNote AR52
By Invitation Only: The Role of the Sales
Rep in the Vendor Briefing

AR119 Analyst Firm Spending — Should it
be Centralized in AR?

SageNote AR127
Stretching the AR Budget

SageNote AR134
How much to Spend on AR?
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SageNote Series: Consumers Guide to Analyst Research

The role of these SageNotes™ is not to criticize the analysts or their methodologies but to equip
the consumers of analyst research (whether corporations or IT vendors) with the best practices
needed to properly utilize the research and recommendations from the IT analysts.

SageNote AR05
A Consumers Guide to Using Industry Analyst Research

SageNote AR75
A Consumer Guide to using Gartner’s Magic Quadrant

SageNote AR81
A Consumers Guide to Market Share Numbers

SageNote AR104
A Journalist Guide to the IT Industry Analysts
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SageNote Series: Picking the Right Analysts to Brief

SageNote AR02
Tiering the Analyst Briefing List for Better
Resource Allocation

SageNote AR22
Be Very Wary When Briefing Financial
Analysts

SageNote AR35
Briefing Current Analysis — Think Twice

SageNote AR42
Why to Brief Yankee Group, and Why Not

SageNote AR50
The Analyst Firm Landscape: Summer 2001

SageNote AR53
IT Industry Analysts & Market Research
Analysts: What’s the difference?

SageNote AR59
The Analyst Briefing List: How to Rank the
Analysts

SageNote AR60
How Important Is This Guy: Criteria for
Responding to Analyst Requests

SageNote AR61
AR Manager to Analyst: “You’re Tier 3 for a
reason. Deal with it!”

SageNote AR63
The IT Analyst Market Landscape: Winter
2001

SageNote AR64
IT Industry Analyst Firms: Winter 2001 Firm
Round-up
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Financial Services Analyst Firms
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IT Industry Analyst Firms: Spring 2002 Firm
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Big 5 IT Consultants Influential? Yes. AR
worthy? No
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Analyst Firms Consulting Groups: The
Landscape
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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.

SageNote AR23
Multi-client Studies: Market Research Tool or Vendor Trap?

SageNote AR26
Multi-client Studies: Maximizing the Value

SageNote AR65
Beware Analyst Surveys: Not Always What they Seem
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Survey Results: Feedback on Analysts and Analyst Firm Influence

SageNote AR92
Analyst Firms Consulting Groups: The Landscape

SageNote AR93
Influencing Analyst Firm Consultants

SageNote AR133
Definitions: Analysts, Consultants

SageNote AR162
“Investing” in a Boutique Firm’s Future
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SageNote AR05
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AR-Sales: Rolling out a Pilot Sales Support
Program

SageNote AR152
AR and Sales: Dealing with Changing and
Proliferating Magic Quadrants
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AR-Sales Newsletter: Information and Best
Practices Yielded Increased Sales
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Sales Team Use of Analyst Inquiry
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SageNote AR161
Expanding the Sales Support Program
Beyond Pilot

SageNote AR164
Mergers and Acquisitions — AR’s FIST for
Supporting Sales
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