Key Account Negotiations using MEDDICC (2 Days)
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IRFEHIIA / The Concept

One of the most powerful principles of successful key account selling is the
rule of "No Champion = No Sale". This rule is based on the MEDDICC
framework, a proven method for winning complex sales deals.
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MEDDICC is an acronym that stands for:
MEDDICC —/MEE |, A&:

[l Metrics
EENRME

0 Economic Buyer

[ Decision Criteria
IRERIRHE

[] Decision Process
RFRIFE

0 Implicating Pain
EERE R

[] Champions
irE

0 Competition
x§F

In Key Account Negotiations, you need to reach the right people,
understand their needs, and influence their choices. You need to gain
valuable insights into the customer's situation, desired outcomes, and
preferences, while navigating complex decision-making processes, remove
roadblocks, and expedite approvals.
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With these concerns in mind, the *“Key Account Negotiations using
MEDDICC” programme was created as a result of 1-to-1 coaching with key
accounts sales people from a variety of industries that involve complex
key account situations across 23 cities in Asia.
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This programme has been tried, modified, and re-tested to make sure that
sales people deliver sustainable business results for customers, especially
in the Asian context.
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Programme Schedule

Time

Day One

9:00

10:30

Check-in: What are the 3 key factors that contributed to your
success? What are the 3 key factors that are inhibiting you to
achieve greater success?
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Using MEDDICC to re-align your Key Accounts
B3 MEDDICC SHEBRMAE
[l Why plan your key accounts?
AR it RI?
[ Applying MEDDICC to key account planning
EXRE FitkIF#ER MEDDICC
[] Activity: agile key account planning

EE: SRR R

10:30

10:45

Break

10:45

12:30

Key Accounts Planning X& F~it
[] Value mapping: What are some solutions that you can pro-
vide to help them achieve their initiatives and priorities?
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Value Proposition Canvas

Value Map Customer Profile

Fit
When your Value Map matches
your Customer Profile

[] Measuring the key metrics of your value: Measurable, Ob-




servable and Palpable
HELCMNER XIS AIEE, TR, aE?
[] Activity: How to help customers achieve their goals and
KPIs
TESN: AT RN Pk R B AR5 KPI
[l Needs vs. Implicated Pains
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12:30
0 Lunch
13:30
Building Trust with Customers
5& PSR
[] Trust negotiations game
13:30 SERFTERK
~ [ Why trust?
15:00 MTEEE?
[] How to build trust with your customers?
M SR PRI EE?
15:00
0 Break
15:15
15:15 How to analyze and optimize your competitive advantages
~ in negotiations
16:30 BRI RHE DT FR AR T A S

[ What are your competitive advantages and disadvantages
vis-a-vis your customer’s hot buttons and your competi-
tors’ offerings?
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Negotiations Matrix
4
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Customers’ Hot buttons o Us A B Discriminator
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Negative: we are bigger, and therefore
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Familiarity with Manager
Named
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Positive: our two pfOJeElS for this client
Ability to Meet Schedule both came in on time
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TOTAL SCORE
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[l Mapping your competitive strategy
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Day One Wrap Up

_{630 ®* Summary of Key Learning Points
17:00 ®* Prepare for Day Two
Day Two
Stay on top of your big accounts with your Champions
iBid champion EEXE FRIARK
[0 Champion vs Coach vs Helper
Champion (#i17=&) vs Coach (#Zk) vs Helper (FF) X 51
0 Activity: Stakeholder management in your customer’s organi-
zation
TEE: B PALNRIREE KRB
Influencing Different Stakeholders
High Support
9:00 7 |
IO 30 Helper Champion
|:| Low1 ence . =~ High Influence
Whiner Resistor
Low Support
Source: LeadershipIQ
[0 How to cultivate and develop your Champions
AR . KRS
10:30
0 Break
10:45
10:45 Engaging with Different Personas
~ S5&ANASHTES)
12:30 [l Which personas are you contacting frequently?
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Key business drivers
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§ Product Manager ot f
Purchasing Manager Szm Project Managers Finance Top Managers
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[] Stakeholder Case 1 :
Your key account have recently changed their purchasing
methods and only buy at the lowest bids. However, your
price is definitely not the lowest in the market, and the
customer has now disregarded or ignored your competi-
tive advantages. Unfortunately, there’s nothing much
their purchasing person can help you
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[] With whom would you like to influence and persuade
next?
R% B TR A AR ?
How would you proceed?
REIAHIT?

12:30

13:30

Lunch

Anticipate the future direction of customers
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[l Making sense of your customers’ business situations?
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[] Activity: What are some strategic initiatives and key priori-
ties do your key accounts have in the next 1-5 years?
TEE: REER FIERK 1-5 FNAMPL I 2R MEE

T3 ?




Your
—~Customer
O
15:00
a Break
15:15
How to get the customer's Economic Buyers to want to
talk to you
ﬁIMMEFElﬂthﬁ%ZfRF? SERRAT I
What is an Economic Buyer?
15:15 AR RRR?
- * Do’s and don’ts communicating with Economic Buyers
16:30 a)S RO S E Ry CAE L
* Role Play: how to gain buy-in with Economic Buyers
TGk ANATERAR B KR AGIA AT
16:30 Day Two Wrap Up
e Reflection and Action Plan
. .
17:00 Evaluation
Objectives and Benefits %% H#rt1% &%

After this training programme, you shall be able to:
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1) Utilise the MEDDICC framework to optimise outcomes with key
accounts
£/ MEDDICC BRI SEEER FREERR

2) lIdentify and nurture Champions to help with more sales
RAFEFTIRE | BB E L HE

3) Sharpen your competitive advantages and win over Economic Buyers
SRR TEF NI RIS RRRAIAT]




Methodology #*¥7i%

This Workshop consists of a lively series of short participative lectures
conveyed using plain uncomplicated explanations. Learning will be
facilitated through exercises and case studies. Ample seminar materials
will be given to participants to serve as a constant source of reference to
them. Ample time will be allotted for group discussion.
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Who Should Attend %52l

This workshop is designed especially for Key Account Managers, salespeople and
anyone who is responsible to grow more business from existing customers!
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