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V E N D O R CA pA B | L | TY This page summarizes user satisfaction with a variety of vendor capabilities regarding their product offering(s).
Look for strong and consistent performance across the board when assembling your shortlist, and follow-up on

su M MARY areas of concern during the evaluation and negotiation processes.
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p R O D U CT F EAT U R E S This page summarizes user satisfaction with a variety of product features. While strong and consistent performance
across the board is desirable, you may be willing to tolerate low scores on features that don’t impact your primary

su M MARY use case or core objectives. Use this high-level data to help plan and structure your product evaluation.
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E M OTI O N A L FOOT p R | N T 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.

SUMMARY
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E M OTI O N A L F O OT p R | N T 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
su M MARY effectiveness, creating a powerful indicator of overall user feeling toward the vendor and product.
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