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[bookmark: _Toc143240594]MEDDICC OVERVIEW
MEDDICC is a qualification methodology for enterprise sales as part of our sales cycle. There will likely be a need for multiple discovery sessions with various departmental stakeholders early in the deal before progressing to the demo stage in SFDC as part of our sales flow. Before moving into a demonstration, we will need to identify pains (which will later be quantified and used to establish metrics) build champions, understand the decision criteria to taylor the POC, product demonstrations and establish the buying process. We will build on each of these sections as we work through the opportunity as qualifying an opportunity does not stop during these early stages. We aim to qualify a prospect in/out early in the deal cycle to ensure forecast accuracy, invest time with viable prospects and don’t run into showstoppers late in the deal. Provided is a list of questions to use for the various MEDDICCC sections to use before/during the demonstration stage of an opportunity.

[bookmark: _Toc143240595]COMPANY RELATED QUESTIONS
This section reviews the general questions we need to uncover during the discovery stage of our engagement with a prospect. Sales reps should do their due diligence on prospect research to make the engagements meaning for the prospect. Use tools like LinkedIn, ZoomInfo, SFDC, etc. to come prepared to prospect meetings to verify your findings so you can focus on probing, pain related questions, and provide meaningful insght to keep the prospect engaged and not feeling like an interrogation during every interaction. Come prepared to meetings with proper pre-planning, purpose for the call, goal/outcomes we would like to achieve and recommended next steps. We always Book a Meeting From a Meeting (BAMFAM) to continue to drive the deal forward and avoid delays in the deal cycle. Some of the questions are intentionally redundant with slight rewording to get the responses needed to drive the deal forward but most importantly build a solution that meets the client’s needs. 
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· What type of business and services do you provide? 
· Dealer - Big or Small 
· Wholesale Central Station 
· Integrator 
· Central Station 
· Full-Service Company 
· Fire Company 
· Total number of accounts and breakout between monitored/non-monitored? 
· Res vs Commercial Split? 
· How many employees? 
· Admin 
· Owners 
· Sales 
· Technicians 
· Annual gross revenue (Over/under 3M?)? 
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This section reviews the first component of the MEDDICC process and questions to help support a business case identifying the quantifiable business gains the prospect will achieve with our solution.   The two types of economic impacts of a solution are revenue, cost, and at times mitigating risk.  
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· What is driving you to investigate business software today? 
· What are some of the bottlenecks in running the day-to-day business? 
· Where do your teams spend too much time? 
· How would success be measured? 
· What KPI’s do you measure internally and how are you currently tracking against goals?
· What does success look like for you on this project? What metrics would you measure after the purchase to ensure this success?
· How many new jobs do you process a month and what is the average deal size? 
· How many service tickets do you process a month and what is the average profit?
· How long does it take you to close the books each month?
· How much hours do you spend a month with an outside CPA?
· What are your rates for a T&M service call? What % of your clients are on full maintenance contracts?
· How many cc/ach transactions do you process per month? Do you know your effective rate?
· Can you walk me through the process of a typical customer lifecycle? 
· From (creation to cancellation) lead, proposal, job, invoicing, parts/inventory, service, RMR, accounting? 
· What tools do you use today? 
· Financial 
· CRM 
· eSignatures
· Marketing 
· Service management 
· Job/Project Management 
· Scheduling 
· Mobile App 
· Document Management 
· For Monitoring 
· How are you interfacing with your customers? 
· (Sedona-X Mobile and SedonaWeb, for example) 
· How do you transfer customer data from one system to the other? 
· Anything automated today and where are you manual? 
· Billing 
· Losing paperwork 
· Financial visibility 
· Autopay 
· Invoice/statement delivery
· Who?? (Sedona Sync): 
· Runs & reviews reports of invoices coming due?
· Generates the invoices?
· Delivers the invoices (and via what methods)?
· Checks to see if clients are past due?
· Puts clients on hold if invoices are NOT paid? 
· Can you help me quantify the cost of NOT making a change? 
· What is the total output of each teach per weeks? What is the desired output? What does that equate into dollars for the organization?
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· Reduce manual data entry by X%
· Reduce [departmental resources] by x%, freeing up valuable resources for more innovative work!
· Improve [department/person] productivity by X% by automating [function]
· Reduce [cost] by X[%/$]
· X[$/%] increase in existing revenue streams
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The Economic Buyer is a person with the discretionary approval to spend. They can give the green light to a project and have sight into the business benefits, can help drive through the decision criteria and understand the process needed for the deal to close. 
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· If talking to champion: 
· Who will make the final decision on this purchase?
· Who should we mark in the system as authoritative signer for if/when we get to an agreement (who will need to sign off on this)? 
· Have you been a part of past purchasing decisions? Are you familiar with the internal process?
· Who do you need to sell this to internally? 
· Who else will need to review this purchase decision in addition to you?
· If talking to economic buyer:
· Who else do you need to weigh in on this decision?

[bookmark: _Toc143240602]DECISION CRITERIA
These are usually defined as technical, commercial, and legal criteria required for the deal. We always ask for a software requirements checklist and can make one available to help the client navigate through their decision-making process if they do not. 
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· Proof of Concept
· Can you help me quantify the cost of NOT making a change? 
· I have some metrics to help quantify the cost. Do you have time to help me compile some information?  
· What are the most important criteria to meet and have you created a cross-departmental checklist? (Can offer to provide our template if one has not been established)
· What type of deployment method are you seeking on-prem or hosted?
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Map out the steps, stakeholders, and timeline involved in the decision-making process.
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· What was the process you went through internally when picking a Vendor for this in the past? How is it different from this selection?
· Who all will be involved with the decision-making process?
· Can you walk us through your decision-making process?
· Once you pick a vendor what are the next steps to get the purchase approved?
· Is there anyone not on board with this search?
· When do you need to be live with a new vendor? 
· When do you need to have a decision in place on a new solution?
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Can you help me understand….Can you walk me through x,y,z process…..Can you tell me about. If there is no pain there is no opportunity. Once identifying a pain peel back, the onion and help the prospect quantify the impact on the organization i.e. we find out CRM/ERP are disparate, find out how many new jobs are processed per month, who manually enters data into CRM when opp is closed won, where are the contracts stored, how is what was sold passed to technicians installing the solution? These pains are brought up every engagement with the prospect to not let them forget why they are looking to make a switch. 
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· Why are you looking for a new vendor?
· Can you help me understand the biggest challenges you and your team face with [operational area]
· How is [challenge] presenting itself as a problem to the business?
· What are the most time-consuming manual tasks your team is undertaking today [operational area]
· How effective if your current solution from a scale of 1-5; 1 being not effective?
· What happened if you don’t address the [challenge/pain] now?
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Establish a strong advocate within the prospect's organization who supports and promotes your solution.
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· Once primary champion is identified:
· What other departments do you want to involve in this project? 
· Likely accounting, service, sales would all benefit (establish champions in multiple departments)
· Who else will you need to get on board with making this change? 
· Can you help me compile some information to show ROI? 
· Who else do you need to sell this too in the organization?
· What are some objections you think we will come up against?
· What are we missing to present a business case for [product] to [decision maker]?
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· What other solutions are you evaluating?
· Are you submitting a formal RFP and what other vendors will be included in your search?
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