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Working Toward
Successtul Vendor
Management Systems

BY WAYNE STELLMACH

cent of IT services firms reported

clients using vendor management
systems — anywhere from 5 percent
to 72 percent of their clients used
VMS and this was expected to grow.
However, many vendors are struggling
to make VMS programs work for
them. Why is this? And can anything
be done?

It’s a complicated issue — and
part of the answer is that the “old
model” may not work very well in a
VMS program. However, there may be
some disconnect between clients and
vendors as to which “old model” char-
acteristics require change. More on
this later.

Another route to VMS success
might be in helping clients design
win/win VMS programs. Good VMS
programs solicit input from vendors
(and their internal customers, hiring
managers) at the outset and through
periodic program assessment. Use
those opportunities to share best prac-
tices gleaned from experience or from
an industry body of knowledge. In late
2002, a National Association of Com-
puter Consultant Businesses (NACCB)
task force sought to compile exactly
that — however best practices proved
elusive. Instead, a number of signifi-

I n a Jordan Group survey, 91 per-

cant issues were raised by clients, ven-
dors and managed service providers
(MSPs) that impede progress toward
VMS program success and continuous
improvement.

What follows are the issues that
surfaced during the NACCB initiative.

Issues Impeding Successful
VMS Programs

Poor communications is a major
issue for clients, vendors and MSPs.
Effective recruiting is contingent upon
thoroughly understanding the needs
of the client. MSPs or program man-
agers need to facilitate communica-
tions and be responsive to vendors and
hiring managers.

Speed over quality can occur in
programs with too many vendors or
those with poor resume submittal
processes. Successful programs limit
the number of vendors for optimum
efficiency and reasonable returns for
vendors’ efforts.

Program costs impose a major
impact on vendors’ bottom line, but
client hiring managers even expressed
concern that expensive fees force ven-
dors to submit lower-quality consult-
ants who will accept lower rates.
Costs include:

+  Direct program fees usually borne
by vendors, adding 1.5 to 5 percent

In costs. VMS continued on pg. 2







