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ExEcuTiVE SuMMary
In Forrester’s 54-criteria evaluation of eSourcing vendors, we found that Ariba, Emptoris, and Oracle 
E-Business Suite are Leaders, due to their support for global program management and advanced 
sourcing techniques. Companies looking to implement online sourcing events can also choose from a 
diverse group of Strong Performers. BravoSolution and i-Faber deliver fully managed eSourcing services 
based on solid products. Agentrics and Siemens PLM Software lead for customers in their target verticals. 
Oracle’s PeopleSoft and SAP have competitive offerings for users of their ERP suites. Last but not 
least, Zycus is a newcomer building on its excellent reputation in the related category of spend analysis. 
Enterprises should use our Forrester Wave™ tool to guide their selection once they have determined 
their own priorities. Prospective buyers should also consider our assessment of the vendors’ strategies to 
ensure that their pick will continue to thrive in this growing but increasingly competitive market.
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EffEctIVE SOuRcIng IS VItAL In A REcESSIOn

eSourcing products help companies save money on major spend categories through online 
negotiation with suppliers, either via a reverse auction or an RFX process.1 They do much more than 
merely automate the sourcing process — by combining greater transparency with better optimized 
analysis of complex bids, they enable buyers to achieve far greater savings than they could achieve 
with traditional manual methods. The three main sources of benefits come from:

· Wider employment of strategic sourcing. Implementing eSourcing is a catalyst for category 
managers to find potential economies of scale where the company is buying similar items 
in small quantities from multiple suppliers. The buyers can realize substantial savings by 
consolidating demand and placing enterprisewide contracts with a few suppliers.

· Greater transparency of the competitive bid process. Many potential bidders will stay out of 
manual sourcing processes if they don’t think they can win them, expecting buyers to unfairly 
favor incumbent suppliers. For example, the chief purchasing officer (CPO) of one of the world’s 
largest brewers told Forrester how it significantly cut the cost of buying beer barrels using 
eSourcing. Previously, a cartel of three suppliers had kept prices high and deterred competition. 
The eSourcing tool’s transparency persuaded a new supplier to enter a bid, which in turn forced 
the cartel to break up as the members competed against the new entrant and each other. 

· Optimized awards based on multiline bids. Some categories provide opportunities for supplier 
aggregation, but only if awards can cover large quantities of similar, but distinct, line items. A 
good example is freight services, for which an event might involve thousands of combinations 
of routes, load types, and delivery service levels. eSourcing products can cherry-pick individual 
lines from multiple bidders to generate an optimized award. Without eSourcing, the buyer 
would take many weeks to process the bids using complex spreadsheets that even then would 
not be guaranteed to generate the best recommendation. 

eSourcing Projects Deliver Quick Returns 

CPOs should review their eSourcing strategy and consider whether their current tools are delivering 
the savings they need. Most leading products are available via a software-as-a-service (SaaS) model, 
so companies can upgrade to a better product with little upfront investment. The companies that 
will benefit most from implementing or upgrading a best-in-class sourcing tool are those that are 
suffering from:

· Different solutions used around the enterprise. CPOs can better share best practices, monitor 
eSourcing activity and run global events using a single enterprise-level product. 

· Low adoption, with stubborn buyer resistance and poor supplier participation. A more 
usable or full-featured tool, coupled with adoption assistance and incentives, can stimulate 
wider use of eSourcing.
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· Legacy product that has fallen behind the competition. Buyers may be leaving money on the 
table if they are not using the latest advanced techniques. They also need to combat increasingly 
savvy bidding tactics from experienced bidders.

the eSourcing Market continues to Mature

The eSourcing market began in 1996, when FreeMarkets started operations in Pittsburgh, running 
hosted reverse auctions using the Internet. Specialist competitors such as eBreviate, Emptoris, and 
Frictionless Commerce emerged around 2000 and were joined by eProcurement pioneers Ariba 
and Commerce One, and e-marketplaces such as Covisint, Exostar, and WWRE. The adolescent 
eSourcing market described in the previous Forrester Wave in 2005 will reach $1 billion in 2009 (see 
Figure 1). Other signs of its maturity include:

· Oracle and SAP have become significant players in eSourcing. Both vendors developed their 
own products, and SAP also acquired Frictionless Commerce to add to its advanced capabilities. 
They now have 38% market share between them and are likely to increase that, thanks to 
focused ePurchasing product management teams and the inherent competitive advantage 
provided by their ERP base within large enterprises.2 The big two won’t have it all their own way 
though, as discussed later in this document.

· eSourcing vendors are adding CLM and spend analysis to create sourcing suites. These three 
subcategories are still separate markets — barely — but enterprises are increasingly looking to 
buy an integrated set from a single source. Strategic sourcing directors cannot focus on the best 
sources of potential savings without spend analysis, and they want to reduce leakage by using 
CLM to integrate awarded contracts with execution systems.3 Examples of this trend include 
Emptoris buying CLM vendor diCarta and spend analysis specialist Zycus developing eSourcing 
and CLM products.

· Most new deals include SaaS delivery. Outside of Oracle and SAP, only Emptoris still has 
significant sales of on-premise licenses and these are dwindling — the other vendors are 
exclusively SaaS, or nearly so. The hosted model is ideal for eSourcing — for example, customers 
can run real events in a proof-of-concept (POC) project before making a final decision, ramp up 
licensed capacity as they roll out the product, and switch relatively easily to a different provider 
if the vendor fails to deliver service or tries to hike up the price. Some companies will still prefer 
on-premise, but SaaS will be the dominant model for new sales.

· Non-cost factors are increasingly important to sourcing decisions. Early reverse auctions 
harvested the low-hanging fruit —price reductions on commodity items — but today’s buyers 
need to reflect subtler criteria in sourcing decisions. Current tools let buyers add manual 
weighting factors to favor bidders with good reputations for quality and on-time delivery 
(OTD). Corporate social responsibility (CSR) rating is increasingly important, as is supplier 
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risk management. In the future, software buyers will use sophisticated supplier performance 
management tools to combine detailed performance statistics from transactional systems 
with qualitative assessments and external evaluations. They will expect eSourcing products to 
automatically weight bids based on the KPI from these tools.

figure 1 ePurchasing Market by Type of Product, 2004 To 2009

Source: Forrester Research, Inc.46492
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eSOuRcIng EVALuAtIOn OVERVIEw

To assess the state of the eSourcing market and see how the vendors stack up against each other, 
Forrester evaluated the strengths and weaknesses of the top eSourcing vendors.

Our Evaluation Looks for Advanced capabilities And clear, Deliverable Product Strategy

After examining past research, user need assessments, and vendor and expert interviews, we 
developed a comprehensive set of evaluation criteria. We evaluated vendors against 83 criteria, 
including summary criteria that aggregate individually scored criteria, which we grouped into three 
high-level buckets: 
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· Current offering. We researched the products’ capabilities to support buyers identifying 
potential bidders, creating and managing events, and optimizing awards. We also looked 
at global enterprises’ requirements such as multinational support and overall program 
management. Lastly, we looked at the underlying technology, with a particular focus on support 
for integration with related systems, such as contract management and eProcurement. Note that 
we do not evaluate total cost of ownership (TCO) or incorporate that into our rating.4

· Strategy. Prospective buyers want assurance that a vendor will continue to enhance its product 
and deliver excellent service, so we spoke with key product management executives to assess 
the vendors’ future intentions and prospects. We look for clear product development vision, 
appropriate marketing plans, and evidence of adequate financial backing. The latter includes 
not just the overall group’s financial strength, but also evidence that upper management regards 
eSourcing as sufficiently important to allocate the necessary funds to this product sector. 

· Market presence. We measured market presence using a combination of installed base, product 
revenue, and employee numbers. This dimension affects the size of the bubble in our Forrester 
Wave graphic, not its position.

Evaluated Vendors Have their Own Products And top-10 Market Share

Forrester included 10 products from 9 vendors in the assessment: Agentrics, Ariba, BravoSolution, 
Emptoris, i-Faber, Oracle E-Business Suite, Oracle PeopleSoft, SAP, Siemens PLM Software, and 
Zycus (see Figure 2). Several other eSourcing vendors narrowly failed to make the final 10, but may 
be good choices for companies in their target markets. Each of the vendors selected for the Forrester 
Wave has:

· Its own eSourcing product. We exclude companies that provide services — such as sourcing 
transformation, outsourced procurement, and eSourcing implementation — using the 
customer’s or a partner’s product. We also excluded vertical or regional marketplaces that 
provide a range of eSourcing solutions based on another company’s software. Global eProcure, 
IBX, Quadrem, and Tejari, among others, could be ideal choices for eSourcing beginners 
needing a full-service partner to get them started, but are not the focus of this product 
evaluation.5

· eSourcing revenue of more than $15 million . . . We estimate both the total revenue of 
companies that do not publish this information and the split between product categories. We 
include license revenue, maintenance, SaaS subscriptions, and professional services.

· . . . or exceptional potential that put it ahead of the pack of tier two vendors. In addition to 
the companies that currently have a large market share, we look for up-and-coming companies 
that look set to enter the top 10 in the near future. Zycus merited inclusion in this Wave due to 
its rapid growth in eSourcing combined with its leading position in spend analysis. 
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figure 2 Evaluated Vendors: Product information and Evaluation criteria

Source: Forrester Research, Inc.
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Vendor qualification criteria

Is the vendor’s solution based on its own product?

Does the vendor generate more than $15 million per year from eSourcing product and service revenue?

If not, is it likely to grow sufficiently rapidly to exceed that figure in the next one or two years?

* Evaluation of SaaS products is based on version available in September 2008

Selection teams Should weigh functionality Against Ease Of Integration with Other 
Systems

The most common question that clients ask Forrester about ePurchasing applications is whether 
they should search for a best-of-breed vendor or simply pick the relevant module of their main 
application provider. Our answer is that selection teams should add “integration with existing 
systems” to the Forrester Wave model with an appropriate weighting to reflect that criterion’s 
importance to the business. Oracle and SAP’s products are very close to the Leaders anyway, and 
their productized integration may well tip the balance in their favor when the functional scores are 
close. Alternatively, some companies will prefer to pick an eSourcing specialist because they don’t 
want to be:

· Over-dependent on a single vendor. Enterprises that have all of their business application eggs 
in one basket lack commercial leverage when the chickens come home to roost. SAP customers’ 
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inability to resist its 35% maintenance price hike shows the dangers of one-stop shopping. 
Oracle is also known to be inflexible should customers try to rebel against maintenance price 
increases, let alone if they try to actually cut their support costs. 

· Waiting on business unit upgrade cycles. A CPO with a European agro-chemicals company 
explained why he chose Emptoris, despite his IT colleagues favoring an SAP strategy.

“I’m responsible for dozens of business units with several different versions of SAP and some 
other ERP packages. I want to choose when I upgrade my eSourcing product — I don’t 
want to have to wait for all the business units to upgrade to a current version of SAP.”

· Reliant on a noncore product that the vendor isn’t taking forward. Oracle and SAP’s scores in 
our evaluation prove the effectiveness of their investment in ePurchasing over the past three to 
five years, but will this continue? Neither company would regard ePurchasing as one of their top 
five priorities, so prospective buyers should satisfy themselves about the robustness of their ERP 
vendor’s commitment to this category and the clarity of its vision before buying its eSourcing 
product.6 

ARIbA, EMPtORIS, AnD ORAcLE EARn LEADER RAtIng

The evaluation uncovered a market in which (see Figure 3):

· Ariba and Emptoris still lead, with Oracle E-Business Suite close behind. All 10 vendors 
scored well in the core areas of sourcing event execution, but what nudged these three ahead of 
the pack were advanced capabilities such as sourcing program management and evaluation of 
complex bids.

· BravoSolution and i-Faber deliver fully managed eSourcing services. They have solid 
product capabilities, but rely on the quality of their sourcing services to differentiate themselves. 
To illustrate, their reference customers said they picked them for their cultural fit, regional 
presence, and vertical knowledge. 

· Agentrics and Siemens PLM Software lead for companies in their target verticals. They 
succeed in their target markets  retail and manufacturing respectively  by delivering 
vertical-specific functionality and knowledge.

· Oracle PeopleSoft and SAP offer competitive options for their ERP users. Both vendors have 
strong products that qualify for the Wave on merit, not merely on brand. Existing users of their 
ERP products may find — provided they have relatively few instances, and current versions — 
that strong integration with other modules outweighs any functional deficiencies or concerns 
about future direction.
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· Zycus is a new entrant that has already achieved a Strong Performer rating. It doesn’t claim 
to have advanced functionality, or to offer a fully managed eSourcing service, but it is getting 
impressive traction by delivering good functionality with high usability at an attractive price 
point.

figure 3 Forrester Wave™: eSourcing, Q1 ‘09
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figure 3 Forrester Wave™: eSourcing, Q1 ‘09 (cont.)

Source: Forrester Research, Inc.
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All scores are based on a scale of 0 (weak) to 5 (strong).

This evaluation of the eSourcing market is intended to be a starting point only. We encourage 
readers to view detailed product evaluations and adapt the criteria weightings to fit their individual 
needs through the Forrester Wave Excel-based vendor comparison tool.

Selection teams Should tailor the forrester wave tool to Reflect their companies’ 
Priorities

Forrester assigns weights to the criteria based on our assessment of their relative importance to 
the average client. We give extra weight to factors with wide variation between vendors’ scores, 
because these are potentially key differentiators in the selection process. Conversely, we downgrade 
or even eliminate commodity areas in which all the vendors score equally well. Potential buyers 
should create custom weights that reflect their own business objectives and priorities. For example, 
selection teams should decide how important are criteria like:
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· Sourcing expertise. Companies new to the technology will need less advanced functionality but 
more training and support in the basic techniques, skills, and tactics. In contrast, experienced 
eSourcing users will care little for a vendor’s sourcing consultancy services and focus instead on 
product capabilities.

· Supporting processes such as bidder identification and program management. One research 
source was not at all interested in functionality to search supplier catalogues for potential 
bidders because he regarded it as a key part of the buyer’s job to know all of the potential 
suppliers for her category. Another needed to track and manage eSourcing activity across his 
entire enterprise, while a third merely needed to provide a tool for autonomous business units 
to use, with no central coordination or interference.

· Ability to deliver wide adoption. One of the greatest barriers to effective eSourcing is user 
resistance, both from internal buyers and external bidders. The former often perceive, usually 
wrongly, that the tools de-skill their task and undervalue their expertise, while the latter believe 
they over-emphasize cost over other attributes. Strategic sourcing managers who cannot 
demand bidder participation nor rely on buyers to enthusiastically embrace the technology 
may have to focus more on usability and roll-out support than on, say, advanced optimization 
algorithms.

· Price. Advanced functionality usually comes at a price, so companies must decide if they want a 
high-spec, high-price product or a simpler cheaper one. The Forrester Wave does not factor cost 
into the evaluation because there are too many variables, but it allows clients to add commercial 
factors to the tool to deliver a fully balanced scorecard.

VEnDOR PROfILES

Leaders

· Emptoris continues to be at the leading edge of innovation in eSourcing. The product rated 
joint highest on current functionality, scoring exceptionally well in support for central CPOs 
wanting to manage sourcing activity across a global organization and for optimized evaluation 
of complex bids. It also scores well on services thanks to its strategic partnerships with key 
providers ranging from global players Accenture and IBM to specialists such as Exostar and 
Quadrem.

The company is the Leader for current strategy. The company is entirely focused on 
eSourcing and the related subcategories of CLM and spend analysis. It has so far stayed out of 
transactional subcategories such as eProcurement, unlike its archrival Ariba. Its development 
efforts are currently in the right places, such as supplier performance management linked with 
bidder selection and weighting. A recent cash infusion by a private equity investor should allay 
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concerns about financial strength caused by the company’s unreasonable caginess about its 
numbers and the potential impact of the Ariba lawsuit judgment. 7

· Ariba is still an eSourcing leader. With its own history, and that acquired with FreeMarkets 
and Procuri, Ariba is one of the pioneers of eSourcing. One of its product’s major strengths is 
the link to other Ariba modules so that the same tool set can be used for both simple tactical 
procurement and complex strategic sourcing. Ariba co-leads on current functionality. The 
product scores well in all areas, rating especially highly for supplier selection and globalization. 

Ariba’s strategy earns a top-three rating. The company continues to be an all-around 
ePurchasing Leader and intends to retain its eSourcing lead. Both Oracle and SAP are targeting 
Ariba clients that they believe they should own, thanks to their dominant ERP position, but 
Ariba’s mature SaaS model makes it better-placed to win business and prosper financially in a 
market whose growth is slowing. Its financial position could be better — it is cash-positive but 
is loss-making, with a weak balance sheet.8 

· Oracle Sourcing is a leading eSourcing product. It scored well in our functional evaluation, 
even without factoring in the integration advantages for companies already committed to 
Oracle’s E-Business Suite. It scored well in all categories, but rates particularly strongly for 
tactical procurement triggered by requisitions.

Oracle’s strategy also earned a top-three rating. Oracle E-Business Suite has strong product 
management in the ePurchasing area backed by significant investment, and this has delivered 
an excellent product. Even customers with other ERP strategies could consider Oracle’s 
eSourcing offering, provided they are happy with an on-premise solution. Oracle doesn’t yet 
have its own SaaS offering, the favored model for new deployments, although it can deliver 
hosted, subscription-based sourcing through Oracle On Demand. It can also deliver SaaS-based 
eSourcing through partners such as e-Three, i-Faber, and Tejari. 

Strong Performers

· Agentrics is one of the top performers for large retailers. The company grew out of a retail 
industry consortium and still claims 13 of the top 25 retailers as customers. Referees highlighted 
the value of being part of this community with shared interests and challenges. Agentrics 
promotes a rigorous, reasonably prescriptive sourcing process tailored for the retail industry. It 
combines an easy-to-use product with differentiating functionality — such as flexible awarding, 
for when forecast volumes cannot be guaranteed. It scored less well in areas such as supplier 
selection and integration technology, but companies in its target markets focusing on core event 
management can overlook these deficiencies.

· BravoSolution delivers a leading fully managed eSourcing service. Unlike the previous 
vendors, which are primarily software companies with services arms, BravoSolution’s product 
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is more a means to deliver its expertise than a standalone item. Don’t misunderstand — it’s 
a good product, but the company’s best fit is a prospect with little eSourcing expertise that 
wants a turnkey solution. The company grew out of, and is still 80% owned by, Italcementi, the 
world’s fifth largest cement producer, so it is clearly not a core division. Unsurprisingly, it has 
special expertise in the construction sector, but it has been most successful in the public sector, 
particularly in UK. The main challenges for BravoSolution are absorbing the recent VerticalNet 
acquisition and repelling competitors trying to replace it in key public sector accounts. 

· i-Faber combines a fully managed eSourcing service with excellent bidder support. The 
company focuses on European midmarket companies, particularly Germany and Italy. 
Prospects are unlikely to have done eSourcing before, so i-Faber’s solution has high service 
content. It places great emphasis on delivering maximum participation by both buyers 
and bidders, through above-average usability and exceptional user support. The charging 
model, based on award value, aligns with this goal. Forrester’s main concern for i-Faber is its 
dependence on its owner, Unicredit spa, both for revenue — only 50% currently comes from 
external customers — and for funds for future growth.

· Oracle PeopleSoft has a competitive offering for users of its purchasing modules. It scored 
well for current offering, particularly in event management, but less well in sourcing program 
management.9 The vendor’s ecosystem of consulting services providers isn’t as strong as many of 
its competitors. The Oracle PeopleSoft Enterprise SRM product management team is committed 
to the ePurchasing category and eSourcing in particular, due to the opportunity to expand 
the product’s footprint within customer organizations in a space they haven’t traditionally 
controlled.10 One area it needs to address is the delay in providing case studies and reference 
customers, which detracts from its overall scores.

· SAP delivers very good functionality within an integrated ePurchasing suite. Forrester 
scored Frictionless Commerce very highly on current functionality in our 2005 Wave, prior to 
its acquisition by SAP. Since then the vendor has focused mainly on integrating the acquired 
product — now named SAP E-Sourcing — with the rest of its ePurchasing portfolio. SAP 
E-Sourcing is still a very strong product, both a leading contender for SAP shops and a good 
option as a standalone. SAP did not quite achieve Leader status in our evaluation due to 
concerns about its strategy. It is still spending money on the legacy SRM eSourcing module in 
a confusing two-product approach and has not yet managed to articulate a clear vision for SAP 
E-Sourcing, beyond the benefits of an integrated suite. 

· Siemens PLM Software excels at sourcing direct materials for manufacturing companies. 
The division was formed when Siemens acquired UGS, a leading PLM vendor, in 2007. UGS 
had earlier taken on a tool called eBreviate that A.T. Kearney had developed to run reverse 
auctions for its clients. The product’s distinctive feature is its place within a comprehensive 
design process, in which engineering changes trigger sourcing events for new or modified parts. 
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As part of that, it includes the most comprehensive cost breakdown and excellent collaboration 
tools so buyers can work with suppliers to jointly improve specifications and reduce cost.

· Zycus is an exciting recent entrant to the eSourcing market. Building on its success in spend 
analysis, the company acquired an unwanted product from VerticalNet and developed it into 
a competitive offering. Zycus has been very successful with companies that want a simple 
but effective tool, rather than a high-end product or a fully managed service. Companies that 
need to focus on usability to combat buyer resistance and want to get up and running very 
quickly should consider Zycus for their shortlists. Selection teams that want automated supplier 
selection, global program management, or complex optimized awarding should probably look 
elsewhere. 

Vendors Outside Of the top 10

There are several eSourcing solution providers that didn’t fit all of the necessary criteria to make the 
Wave evaluation, but may still be good choices for companies in their target markets (see Figure 4). 
Forrester has researched these vendors but has not performed a detailed review. Some have their 
own product, whereas others focus on a full service based on a best-of-breed platform.
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figure 4 Tier Two Vendors May be Good choices For companies in Their Target Markets

Source: Forrester Research, Inc.46492

Vendor Overview Market focus Products

Global eProcure is a 
procurement transformation 
solutions company, providing 
sourcing and procure-to-pay 
(P2P) technologies, on-
demand. 

US enterprises, no vertical
focus but has specialist
category expertise, e.g., MRO,
services.

Full-service sourcing and
procurement transformation,
using customer’s own tools if
appropriate. Blended model
combining implementation
consultants with category
expertise.

Global
eProcure

Iasta

IBX

Perfect
Commerce

Quadrem

Scanmarket

Iasta’s SmartSource SRM
enables companies to 
communicate with buyers, 
suppliers, and other 
stakeholders through one, 
integrated software platform.

US enterprises with more than 
$500 million revenue, with no 
vertical focus.

In addition to eSourcing, Iasta
offers spend analysis, bid
optimization, and contract
management with
associated services.

IBX provides purchasing
expertise, scalable on-
demand software, and
managed services for
sourcing and procurement.

Scandinavia and Germany. Own products for
eProcurement and for
eSourcing.

In operation since 1999 and
one of the early pioneers in
business-to-business
eCommerce, Perfect 
Commerce offers complete
source-to-settle solutions.

US midmarket or divisions of
enterprises.

eSourcing and eProcurement
based on its supplier network.

Quadrem is a transaction
delivery network that
connects more than 55,000
suppliers and 1,100 buyers,
handling more than $17
billion in order throughput
annually. 

Originally the mining industry,
extending into other capital-
intensive industries with high
spend in maintenance and
repair categories.

Primary products are
eProcurement and supplier
network services. It has its own
tactical sourcing tool and also
provides a rebadged, simplified
version of Emptoris.

Since 1999 Scanmarket’s main
focus has been to automate
internal procedures and create
efficiency in large professional
buying organizations.

Scandinavia. Mainly eSourcing with some
contract management.
Scanmarket focuses on high
customer service and usability
at a reasonable price point.
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SuPPLEMEntAL MAtERIAL

Online Resource

The online version of Figure 3 is an Excel-based vendor comparison tool that provides detailed 
product evaluations and customizable rankings.

Data Sources used In this forrester wave

Forrester used a combination of three data sources to assess the strengths and weaknesses of each 
solution:

· Vendor surveys. Forrester surveyed vendors on their capabilities as they relate to the evaluation 
criteria. We also interviewed product management executives to understand the vendor’s 
strategy and product plans. 

· Product demos. We asked vendors to conduct demonstrations of their product’s functionality. 
We used findings from these product demos to validate details of each vendor’s product 
capabilities.

· Customer reference calls. To validate product and vendor qualifications, Forrester also 
conducted reference calls with at least two of each vendor’s current customers.

the forrester wave Methodology

We conduct primary research to develop a list of vendors that meet our criteria to be evaluated 
in this market. From that initial pool of vendors, we then narrow our final list. We choose these 
vendors based on: 1) product fit; 2) customer success; and 3) Forrester client demand. We eliminate 
vendors that have limited customer references and products that don’t fit the scope of our evaluation. 

After examining past research, user need assessments, and vendor and expert interviews, we develop 
the initial evaluation criteria. To evaluate the vendors and their products against our set of criteria, 
we gather details of product qualifications through a combination of lab evaluations, questionnaires, 
demos, and/or discussions with client references. We send evaluations to the vendors for their 
review, and we adjust the evaluations to provide the most accurate view of vendor offerings and 
strategies. 

We set default weightings to reflect our analysis of the needs of large user companies — and/or 
other scenarios as outlined in the Forrester Wave document — and then score the vendors based 
on a clearly defined scale. These default weightings are intended only as a starting point, and we 
encourage readers to adapt the weightings to fit their individual needs through the Excel-based 
tool. The final scores generate the graphical depiction of the market based on current offering, 
strategy, and market presence. Forrester intends to update vendor evaluations regularly as product 
capabilities and vendor strategies evolve.
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EnDnOtES
1 In reverse auctions, suppliers compete against each other to offer the lowest price for the requested item(s). 

The eSourcing tool tells bidders if they are winning the auction and may give other information such as the 
current lowest bid. RFx events ask for formal responses from bidders, either information (RFI), proposal 
(RFP), or firm Quote (RFQ). The product helps the bidders submit their responses, and helps the buyer 
evaluate and compare them so they can pick the best one. Many buyers combine an RFx to establish a 
shortlist of approved bidders followed by a reverse auction to get the best price. 

2 Forrester defines the ePurchasing market as software products that support some or all of the stages of 
the source-to-pay process. Subcategories include automated spend analysis, eSourcing, contract life-cycle 
management (CLM), eProcurement, and accounts payable electronic invoice presentment and processing 
(AP-EIPP). Different vendors have developed their own labels for this market, such as spend management 
(used by Ariba), to supplier relationship management (SAP), and advanced procurement (Oracle). We use 
the term “ePurchasing” to avoid favoring one vendor or its definition of the space. See the September 9, 
2008, “Holistic View: The ePurchasing Software Market” report.

3 Of the vendors evaluated, BravoSolution, Emptoris, and Zycus also offer CLM and spend analysis; Ariba 
has full ePurchasing; and Oracle and SAP try to offer complete application suites.

4 The eSourcing products in this Forrester Wave use different pricing methods and breakdown of 
functionality by module, so it is impossible to predict the relative price points for an individual 
customer. Companies should calculate the TCO of shortlisted solutions, including integration, hardware, 
implementation, and so on, and factor that into the final decision.

5 Some companies select an eSourcing services provider using a product-agnostic approach, picking the 
candidate based on regional, vertical, or category expertise and letting them use whichever product they 
like. Others first choose the eSourcing platform and then look only among the vendor’s partners. Both 
approaches are valid, although the latter is better for companies wanting to acquire knowledge and transfer 
activity in-house over time.

6 Forrester tests a vendor’s focus on a particular market by looking at the level of executive sponsorship, 
quality and quantity of product management resources, size of R&D investment, prominence in marketing 
materials, and so on.

7 On October 29, 2008, a jury in the US District Court for the Eastern District of Texas returned a verdict 
that Emptoris infringed two Ariba patents covering electronic auction feature and awarded Ariba $4.9 
million in damages. Ariba successfully argued that it lost deals to Emptoris because the latter told prospects 
it had the patented features, relating to conditional auction extension following late bids and supplier-
specific bid ceilings. Emptoris has since removed these features and claims they weren’t that important, 
but Ariba is not satisfied that Emptoris has done this sufficiently to comply with its patent, so the dispute 
continues. Further information is available from both companies’ Web sites  a discussion of the rights 
and wrongs of the case is outside the scope of this document.

http://www.forrester.com/go?docid=44144&src=46492pdf
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Emptoris announced on January 7, 2009, that Marlin Equity Partners, through its group of funds, had 
made a significant capital investment in the company. Forrester understands that the deal will provide up 
to $20 million for future investment, even after the Ariba liability has been covered, so it is not simply a 
buyout of existing stockholders. Source: Emptoris press release, January 7, 2009 (http://www.emptoris.com/
newsroom/pressreleases/news_press161.asp).

8 Ariba had total assets of $628 million at September 30, 2008, of which $406 million relates to unamortized 
goodwill from the acquisitions of FreeMarkets and Procuri. Total liabilities are $236 million, so these 
actually exceed its tangible assets, which is not ideal. However, these liabilities include $102 million of 
deferred revenue — amounts prepaid by customers for services that will cost much less than this to provide. 
Ariba’s stock price values the company at about $600 million, which shows the market’s confidence that 
Ariba’s financial position will continue to improve.

9 We evaluated PeopleSoft separately from its Oracle stablemate because they are distinct products with their 
own technology, product management, and development resources. Oracle would usually propose the 
PeopleSoft eSourcing solution to existing PeopleSoft customers, and to net-new accounts in those verticals 
in which PeopleSoft has historically been stronger than E-Business Suite, such as state public sector, travel, 
and healthcare.

10 As a company, Oracle has committed to “Applications Unlimited” — a strategy of developing and 
supporting Oracle PeopleSoft Enterprise applications in perpetuity.  
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