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Introduction 

A request for proposal (RFP) can arrive right on 
time—and still reach your sales team months 
too late.

By then, an agency may have defined the 
problem, explored potential solutions, identified 
funding, consulted peers, and determined who 
needs to be involved. Other vendors may already 
understand the account, the initiative, and the 
people shaping it.

That’s why evaluating state, local, and education 
(SLED) market intelligence based primarily on who 
finds the most government RFPs misses a much 

bigger question: “What could another vendor know 
before the RFP that your team doesn’t?”

The answer matters because state, local, and 
education (SLED) opportunities don’t begin 
when procurement publishes a solicitation. 
The decisions, priorities, and relationships 
surrounding them can develop much earlier.

A SLED market intelligence platform should help 
your team understand where demand is forming, 
why it is forming, what buyers are showing interest 
in, who matters, and when to engage—not simply 
tell you when an RFP has appeared.

2



 
The market includes several types of tools, and  
they don’t all solve the same problem.

Bid and RFP aggregators centralize published 
government solicitations. Broader government 
procurement and market intelligence platforms 
provide opportunity, contract, award, spending, and 
other intelligence across public-sector markets. 
AI-native platforms increasingly combine public-
sector data with early signals, research, opportunity 
analysis, and sales workflows. Industry-focused 
platforms specialize in particular verticals. General-
purpose AI tools can help teams find, summarize, 
and analyze information available to them.

For SLED sales, marketing, and business 
development teams, the important distinction isn’t 
which category sounds most advanced. It’s whether 

the intelligence supports the way your organization 
develops and pursues public-sector business.

Here are nine areas worth examining.

1 / How focused is the platform on the  
market you’re trying to win?

Before comparing features, start with a more 
fundamental question: “What market do you need the 
platform to understand?”

Some government market intelligence platforms 
span federal, state, and local markets. Others 
specialize in particular segments. If your growth 
strategy is focused on state, local, and education, 
evaluate how deeply a platform is built around 
SLED—not simply whether SLED data is included.

Start with the job you need the platform to do 

How Deep Does Your Market Intelligence Go?
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That means looking beyond the number of agencies, 
opportunities, or records available. Consider the 
depth of intelligence around SLED-specific budgets, 
strategic and IT plans, funding, grants, decision-
makers, procurement activity, contracts, vendors, 
buying signals, and the context surrounding how 
individual jurisdictions operate and buy.

A broader government platform may be the right 
choice for an organization pursuing both federal and 
SLED opportunities. But if SLED is the priority, ask 
how much of the platform’s intelligence, research, 
and expertise is dedicated to that market.

Coverage tells you whether SLED is in the database. 
Specialization tells you how deeply the platform 
understands the market you’re trying to win.

Business impact: Focus resources on the market 
most relevant to your growth.
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2 / How early can you see demand?

If your first indication of an opportunity is a SLED RFP, 
your team is entering after requirements have already 
been developed. That’s fixable—but it’s a problem!

Look for intelligence that can surface potential 
demand earlier through sources such as budgets, 
strategic and IT plans, meeting activity, funding, 
grants, and developing initiatives.

The business value is timing. Earlier visibility gives 
sales and business development teams more time 
to understand the account, determine fit, and 
engage appropriately before procurement rules 
restrict the conversation.

If two vendors discover the same RFP on the same 
day, they’re not necessarily starting from the same 
place. One may already understand the agency’s 
priorities, funding, stakeholders, and developing 
initiative because it had visibility before the 
solicitation appeared. The other is just beginning 
its research at the point when the opportunity has 
already become more defined—and its ability to 
influence the conversation may be narrowing.

In SLED, the advantage isn’t simply finding the  
RFP first. It’s being better prepared before it 
appears.

Business impact: Engage decision-makers earlier, 
before requirements and relationships harden.

The Procurement Lifecycle Is Just One Part of the Story



3 / Where does the intelligence 
come from—and how much can  
you trust it?

As access to public data and AI-powered analysis 
becomes more common, intelligence provenance 
matters more.

Ask providers what comes from public records, 
third-party sources, proprietary research, first-party 
engagement, or direct market participation. Then 
ask how that information is collected, maintained, 
verified, and contextualized—and what is automated 
versus reviewed or interpreted by people.

That distinction matters more than you realize.  
A contact automatically pulled from an outdated 

agency page is not the same as one that has been 
recently verified firsthand. A project mention 
extracted from a meeting document is not the same 
as a developing opportunity reviewed alongside an 
agency’s budget, strategic plans and procurement 
environment.

Two platforms can therefore offer similarly named 
features while providing very different levels of 
depth, freshness, relevance and confidence.

More data does not automatically mean better 
intelligence. The real question is how confidently 
your team can act on what the platform gives you.

Business impact: Reduce wasted effort by acting 
on more trustworthy intelligence.
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4 / Does it explain the account 
behind the opportunity?

An RFP tells you that an agency is buying. Strong 
market intelligence should help explain why.

Can your team see agency priorities, budgets, 
strategic plans, technology initiatives, available 
funding and grants, organizational information, 
and other signals surrounding an opportunity? 
Understanding both the need and how an agency 
may pay for it can help teams assess whether 
emerging demand has a realistic path forward.

That context can help sellers distinguish a promising 
account from a weak-fit opportunity and approach 
buyers with greater relevance.

An opportunity tells you what may be purchased. 
Account intelligence helps you understand why 
it may be purchased—and whether you should 
pursue it.

Business impact: Prioritize accounts with stronger 
fit, funding, and buying context.

 
5 / Can you see signals beyond what 
the agency has formally published?

Government records tell you what an agency 
has documented. They don’t necessarily tell you 
everything its buyers are actively thinking about, 
researching, or exploring.

Ask whether a market intelligence platform includes 
behavioral, engagement, or other first-party signals 
in addition to public procurement activity. These 
signals can help sales and marketing teams identify 
emerging interests, prioritize accounts, and make 

outreach more relevant before those interests 
become formal initiatives.

The source matters here, too. Intelligence created 
through direct engagement with public-sector audi-
ences can reveal a different dimension of the market 
than information gathered only from procurement 
portals, agency websites, and public records.

Published activity tells you what government  
has said. Buyer engagement can help reveal what 
may be getting its attention before that interest 
becomes procurement activity.

Business impact: Spot emerging interest before it 
becomes visible procurement activity.

 
6 / Can you identify the people  
who matter?

Large contact databases can be useful, but volume 
isn’t the same as buying relevance.

Evaluate whether a platform helps you identify the 
elected officials, executive champion and project 
lead, technology leaders, procurement, finance, and 
legal contacts, and other stakeholders connected to 
the buying environment. Ask how contacts are veri-
fied, how frequently they are updated, and whether 
they can be understood in the context of the agency 
and opportunity.

For SLED sales teams, the goal isn’t simply having 
more names. It’s knowing who matters, why they 
matter, and when engagement is appropriate.

Business impact: Reach relevant stakeholders 
faster with more informed outreach.
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7 / Can you understand what 
happened before—and what may 
happen next?

Today’s procurement activity is only part of the 
account story.

Contracts, awards, purchase orders, vendor 
activity, incumbents, spending history, and 
contract expiration or recompete information 
can help teams understand how an agency has 
purchased in the past and where future openings 
may emerge.

Historical intelligence also strengthens 
qualifications. Instead of treating every government 
bid opportunity as an isolated event, teams can 
evaluate it against the account’s procurement and 
vendor history.

Every new procurement has a history. If you can’t 
see it, you may be making qualification decisions 
without knowing the incumbent, buying pattern, 
or competitive landscape already shaping the 
opportunity.

Business impact: Qualify opportunities better 
and anticipate renewals, displacement, or 
competition.

 
8 / Does the intelligence span the 
procurement lifecycle?

SLED market intelligence can create value before, 
during, and after formal procurement.

Before procurement, teams may need early signals, 
funding, account priorities, and decision-maker 
intelligence. During procurement, they need 
solicitation details, requirements, and competitive 
context. After an award, contracts, vendor activity, 
and expiration information can help identify future 
renewal, expansion, or displacement opportunities.

Evaluating the full lifecycle helps prevent teams 
from choosing a tool that solves only one stage of a 
much longer sales process.

Also consider what happens after your team 
finds the intelligence. Can it move into your CRM, 
account and territory planning, campaigns, alerts, 

reports, and other go-to-market workflows—or 
does the value remain inside the platform?

Finding the opportunity is only one moment 
in the lifecycle. The greater value comes from 
understanding what happened before it—and 
what the outcome can tell you about what  
comes next.

Business impact: Turn intelligence into action 
across sales and marketing workflows.

 
9 / What intelligence is the AI 
working with?

AI can make research, summarization, and analysis 
dramatically faster. That’s increasingly important—
but the presence of AI alone tells you little about the 
quality of the underlying market intelligence.

Ask what information the AI can access.

Can it work across opportunities, budgets, 
accounts, decision-makers, contracts, vendors, 
funding, and historical procurement information? 
Does it have access to proprietary or first-party 
intelligence? Can users trace answers back to the 
underlying information?

AI can only analyze the intelligence it has access 
to, which is substantially more limited than 
people realize. The competitive risk may be the 
intelligence it never sees.

Business impact: Get faster answers from 
intelligence your team can trust.

The strongest signal is 
rarely a single data point.
Opportunity becomes clearer 
when you can connect what 
an agency has done, what it 
is doing now, and what may 
be developing next.



The SLED market intelligence landscape includes 
several credible approaches, and they are not all 
built for the same job.

Broader government procurement and market 
intelligence platforms such as Deltek GovWin IQ and 
GovSpend combine opportunity, contract, award, 
spend, and other government intelligence across 
Federal and SLED markets. AI-native providers such 
as GovSignals, Govly, Pursuit.US, and Starbridge.
AI increasingly combine public-sector data with 
early signals, research, capture workflows, and 
automation. Sellers are also using general-purpose 
AI tools such as ChatGPT, Claude, and Gemini to 
conduct their own market and account research.

These approaches have legitimate strengths and 
overlapping capabilities. That’s precisely why a 
simple feature checklist isn’t enough.

A better evaluation starts with your go-to-market 
requirements. Do you primarily need published 
RFPs? Historical government spending? Federal and 
SLED coverage in one system? Automated sales 
workflows? Deep SLED technology intelligence? 
Earlier account development?

Once you’ve answered that question, compare 
platforms based on the depth, source, and 
business usefulness of the intelligence—not 
simply whether a feature appears on a product page.

Look beyond the feature checklist

Where Industry Navigator Fits
Industry Navigator is e.Republic’s SLED market 
intelligence platform for go-to-market teams 
selling technology and services to state and local 
government and education.

It brings together early and active opportunities, 
budgets and strategic plans, funding, human-verified 
decision-makers, first-party data, procurement 
history, contracts, awards, vendor intelligence, buyer 
engagement signals, and broader SLED market 
context across the procurement lifecycle.

What distinguishes that intelligence foundation 
is how it is created and strengthened. Industry 
Navigator benefits from e.Republic’s research, 
public-sector relationships, editorial insight, events, 
buyer engagement, verified market data, and direct 
participation in the SLED technology community. 

That adds market context and firsthand intelligence 
that cannot necessarily be reproduced by collecting 
public records alone.

Its integrated AI analyst, Navi, gives teams a 
conversational way to interrogate and synthesize 
that intelligence, while advanced search, filters, 
dashboards, saved searches, alerts, reports, and 
exports support more structured research. The value 
of Navi isn’t AI in isolation; it’s the specialized SLED 
intelligence it can work across—and how quickly it 
can help teams turn that intelligence into answers.

That reflects a larger shift in the market. As public 
information becomes easier to collect and AI 
makes it easier to summarize, the quality of the 
intelligence underneath the technology becomes 
increasingly important.
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The Real Test
The real test isn’t how much information a platform can show 
you. It’s what your team can know and act on before everyone 
is looking at the same RFP.

•	 Ask what you’ll know sooner.

•	 What you’ll understand about an account that you  
don’t know today.

•	 Which people you’ll be able to identify.

•	 What history and context you’ll have before deciding  
whether an opportunity deserves your team’s time and 
resources.

Because in SLED, being notified about an opportunity and 
being prepared for it are two very different things—and by 
the time everyone can see the same RFP, some of the most 
important competitive work may already have happened.

Want a framework 
for your evaluation? 

Download The SLED 
Market Intelligence 
Buyer’s Checklist: 12 
Questions to Ask Before 
Choosing a Platform
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