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CHRIS MCDOWELL
DIRECTOR, PRODUCT MARKETING
SECURUS MONITORING SOLUTIONS

When creating the SalesPlaybook, our main goal was to capture our sales best practices and present them 
in a concise, well-organized resource to be shared throughout the company.

Unlike the breadth of information offered by comprehensive sales training programs, the playbook is meant 
to be a high-level how-to reference guide to:

A. 	Help to bring new salespeople up to speed more quickly 

B. 	Help existing salespeople stay abreast of our ever-evolving sales best practices, tactics and strategies

C. 	Serve as a reference for everyone involved in our sales process to create a consistent sales  
approach across our entire organization.

Although there are many benefits offered by this playbook, here are the top five:

1	 DEVELOP Top performers

	 When combined with proper training and coaching, this playbook will help our sales team excel in every 
aspect of their job.

2	 CREATE Consistency

	 Consistency of knowledge, message and execution across a sales organization is paramount to its success. 
Used properly, this playbook will help build greater effectiveness, efficiency and consistency into our 
sales process—all while increasing our positive brand awareness among prospects, customers and the 
marketplace.	

3	 Develop more effective communication

	 By design, this playbook is customer-centric in its focus and provides readers with a step-by-step guide for 
demonstrating how—using language that they will understand—our solutions can improve agency outcomes.

4	 FOCUSED + Better Prospecting

	 Top salespeople eliminate wasted effort to the greatest extent possible. By adhering to the best practices 
outlined in this playbook, salespeople can dramatically reduce the amount of time,  
energy and money wasted on dead-end prospects and instead identify and focus on those that  
actually want and need our solutions.

5	 CREATE MORE SALES OPPORTUNITIES

	 Here's a simple truth: More opportunities lead to more sales. Simply put, this playbook provides tools, 
insights and strategies to help salespeople find more opportunities and close more deals, including:

	 ▶	 Leveraging the MEDDIC Sales Methodology
	 ▶	 Mastering the Art of Prospecting
	 ▶	 Qualifying Opportunities
	 ▶	 Overcoming Objections
	 ▶	 Demonstrating Value

On behalf of the many people who worked to create this SalesPlaybook, we wish you much success!

Best,
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WHAT IS MEDDICC?

MEDDICC is a proven sales qualification 

methodology developed at Parametric 

Technology Corporation (PTC) in the 

1990s and has been embraced around 

the world by sales organizations involved 

in complex business-to-business (B2B). 

This methodology is credited for helping 

the PTC move from $300 billion in  

annual sales to over $1 billion in four 

years. More incredibly, PTC used  

MEDDICC to accurately meet or  

exceeded their sales targets for 43  

quarters straight.

A strong qualification process is a critical component to any 

successful sales process. The right approach to sales qualification 

helps both the buyer and the seller navigate successfully through 

the decision-making process. It helps ensure that the way you 

sell is aligned with the way customers want to buy.

FOR THE BUYER Buyers don’t want to waste time on solutions 

that aren’t a good fit. The right sales qualification process guides 

buyers through the requirements, options and risks that are all 

part of the buying process. Good qualification ensures that your 

solutions are correctly positioned within each of these stages and 

aligned with the buying decision criteria.

FOR THE SELLER A great sales qualification process also helps 

sellers by identifying bad news early, such as gaps in customer 

knowledge or relationships. For the seller, the key is to qualify 

deals in or out faster, so you can focus on only the highest po-

tential opportunities. This will prevent you from spending a lot of 

time on deals that were never going to close.

In a nutshell, the power of MEDDICC comes from its ability 

to help drive the discovery of sales opportunities and, once 

discovered, provides a process for the consistent and efficient 

qualification of those opportunities. In addition, MEDDICC gives 

sales organizations the ability to consistently gauge the strength 

of their sales opportunities.

Time and experience have demonstrated that the MEDDICC 

methodology can—with some adjustments—create high levels 

of success for organizations focused on business-to-government 

(B2G) sales.

Because we are focused on B2G sales, we have adjusted the 

MEDDICC process to better meet our sales model. For us then, 

MEDDICC becomes MEDDIC, an acronym which stands for:

METRICS METRICS are the quantifiable 
measures of value that your 
solution(s) can provide to the 
customer.

ECONOMIC BUYER The person, people or group 
that has the overall authority in 
the buying decision.

DECISION CRITERIA 
(Dc)

The various criteria that will 
be used to determine (judge)  
whether or not your solution(s) 
will be selected.

DECISION PROCESS 
(Dp)

The series of steps (decision 
process) that will be followed to 
make the decision to purchase 
your solution(s).

IDENTIFICATION OF 
PAIN

The process by which you  
identify the customer’s  
specific point(s) of pain that are 
addressed and solved by your 
solution(s).

CHAMPION The Champion is the person 
who has power and influence 
within the customer’s orga-
nization to advocate for the 
selection of your solution(s).

This small but important adjustment aligns the methodology with 

our sales environment while  still allowing us to take full  

advantage of the benefits that this powerful methodology has to 

offer.
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WHAT MAKES MEDDIC DIFFERENT?

1.	 MEDDIC Evidence Based 

MEDDIC is unlike any other framework in that it is entirely 

evidence-based. It leaves no room for interpretation or gut 

feeling. Rather, it focuses purely on hard evidence and actions. 

This means that MEDDIC results in more accurate forecasts 

and better strategies because it leaves nothing up for 

interpretation.

2.	 MEDDIC Eliminates Risk 

MEDDICC works to eliminate risk by putting the spotlight 

on the specific points at which deals are lost. For example: 

misaligned metrics, a focus on the wrong purchaser, a lack 

of understanding around decision criteria, unclear decision 

process, an insufficient champion, or better-positioned 

competition. This systematic approach checks all the boxes to 

help close your most important deals.

3.	 MEDDIC is an Operating System 

MEDDIC is powerful because of how it is applied to a busi-

ness. It does not replace any existing sales methodology, 

strategy, or process, but rather enhances it. It functions more 

like an operating system in that it creates a foundation that 

enables sales methodologies, processes, and strategies to be 

more effective.

4.	 MEDDIC Increases Accountability 

MEDDIC works best when shared with others. We have 

incorporated a step-by-step visual representation of MEDDIC 

framework into our CRM platform (Salesforce) to provide 

visibility more clearly into deals, making it useful for AEs, Sales 

Operations, and sales management.

MEDDIC vs OUR SALES PROCESS

An effective sales process provides a road map for salespeople 

that provides specific details about what a salesperson should be 

doing at any given time in an opportunity’s life cycle. You can see 

this process detailed visually in our Salesforce application. 

MEDDIC, on the other hand, is not a sales process, rather it is a 

tool that helps salespeople and sales managers identify important 

gaps that, if left unfilled, will make it difficult to successfully win a 

given sales opportunity. In our case, MEDDIC creates 

effective discipline in the execution of our sales process.

Think of MEDDIC as an x-ray. It tells you where you're hurt 

(where your deals have gaps), but it doesn't tell you how to fix 

them. You can't fix your deals or solve your forecasting issues 

without having both the x-ray to identify gaps and the treatment 

so you can fix them.

MEDDIC BENEFITS

+	 Accelerates the Review of Opportunities

+	 Drives Consistency and Transparency

+	 Shortens the Sales Cycle

+	 Facilitates Sales Execution
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EARLY STAGE

MIDDLE STAGE

LATE STAGE

BUYINGPHASEs

1.	Not In the Market

2.	Stimulated

3.	Problem Definition

SELLINGPHASES
1.	Prospecting

2.	Qualifying Process

STAGEMILESTONES

+	 Prospects are contacted by  
marketing and/or sales

+	 AE completes detailed research of 
prospect

+	 AE has email/phone conversations 
and then face-to-face meeting with 
prospect

+	 AE gains understanding of general 
drivers for potential change by 
prospect/agency

+	 AE has complete understanding of 
the problem(s) we are trying to solve

+	 AE send letter/email documenting 
discussions and business issues/pain

+	 AE offers insight that are accepted 
by prospect

+	 AE identifies needs, budget and  
budget owner and timing

+	 Sanctioned project or initiatives 
are identified

+	 AE identifies and confirms Champion

BUYINGPHASEs
1.	Options	

2. 	Criteria Definition + Process

3.	Evaluation

SELLINGPHASES
1.	Qualifying Process

2.	Need(s) are confirmed

3.	Solution(s) identified

STAGEMILESTONES
+	 Technical issues are discussed

+	 Competition is known + we expose 
any predisposition by prospect

+	 Incumbent relationships identified

+	 AE is confident in understanding the 
impact of problem(s) and proposed 
solution(s)

+	 RFP is issued and received

+	 AE gains susses out reason(s) for  
potential loss of business

+	 AE re-qualifies and reconfirms  
budget with prospect/champion

+	 AE delivers value proposition to  
prospect

+	 Prospect agrees to evaluation plan 
and date is set

+	 RFP response/proposal strategy  
defined/agreed upon by account 
team

+	 Solution proposal may be submitted 
to client

BUYINGPHASEs
1.	Preferred Recommendation

2.	Negotiation of Contract

3.	Contract Signed + Transition

4.	Implementation

SELLINGPHASES
1.	Preferred choice

2.	Contract negotiation

3.	Contract signed (Closed Won/Loss)

STAGEMILESTONES
+	 Position meeting with economic  

buyer/decision maker

+	 Proposal/RFP response sent

+	 Demo/Trial completed

+	 Verbal commitment sought at  
conclusion of successful trial

+	 ALL technical issues are resolved and 
technical buyers are satisfied with  
functionality + capability

+	 ALL buying influences have been met

+	 All financial issues are approved

+	 Signature path is reconfirmed and 
timetable for signature is established

+	 Contract executed and returned

+	 New customer transitioned to delivery 
team
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KEY

BUYER

ACTIONS

•	 Observe market trends

•	 Track competitive activity

•	 Track industry developments

•	 Continuous development and 
training

•	 Triggering event(s) occurs

•	 Problem(s) surfaces

•	 Problem(s) studied

•	 Identify consequences of  
problem(s)

•	 Can problem(s) be solved?

•	 Are problem(s) worth solving?

•	 What options are available to 
solve problem(s)?

•	 Identify and involve stakeholders

•	 Research options

•	 Consequences of problem(s) 
identified

•	 Draft justification + ROI

KEY

SALES

ACTIONS

•	 Attend Conferences

• 	 Sponsor Industry Events

•	 Email Campaigns

•	 Lunch + Learns

•	 Cold Calls

•	 Conduct discovery session

•	 Identify pain + challenges

•	 Understand pain(s) + challenges

•	 Identify probably champion

•	 Understand willingness to 
improve or change

•	 Identify competition hows + whys

•	 Confirm pain(s) + challenges

•	 Champion needed + testing	

•	 Identify metrics (quantify pain)

•	 Suggest decision criteria + process

•	 Look for compelling event or  
timeline

•	 Build traps for your competition

KEY

MARKETING

ACTIONS

MEDDIC

SCORE
M E Dp Dc I C

0 0 1 0 1 1 1 0 1 1 1 1

M E Dp Dc I CM E Dp Dc I C

0 0 0 0 0 0

•	 Demand Generation Activities

• 	 Social Media

•	 Content Marketing
+	 Blog Entries
+	 Articles (Industry Publications)
+	 Flyers, etc.

•	 Speaking Engagements

•	 Press Releases

•	 Webinars

• 	 Social Media

•	 Content Marketing:
+	 Case Studies
+	 Customer Success Stories 
+	 Competitive Comparisons

•	 General/Overview Presentations

• 	 Social Media

•	 Content Marketing:
+	 Case Studies
+	 Customer Success Stories 
+	 Competitive Comparisons

EARLY STAGE

NOT IN THE MARKET Stimulated PROBLEM DEFINITION

Process

%

PROSPECTING

 0%

Qualifying

PHASE

 0%     5%

N/A

MEDDIC
Component definitions

METRICS
Metrics focus on the quantitative value that your 
solution delivers. Values demonstrated through 
the existing results you have already delivered 
for clients, and the numbers that you can  
provide to your potential buyer.

ECONOMIC BUYER [Eb]
Commonly mistaken for a Champion, the  
Economic Buyer is the individual who has the
authority to make the final purchase decision, 
including the ability to actually spend money.

DECISION CRITERIA [Dc]
This is the set of criteria by which your product 
or solution will be evaluated. It is imperative that 
these are discovered and laid out. Match your  
value proposition(s) and benefits with the needs 
that are specifically defined by the criteria.

DECISION PROCESS [Dp]
This is the process through which a final  
purchase decision will be made. It includes the
steps through which the buyer will evaluate 
solutions, determine their fit against the
decision criteria, and initiate a purchase.

IDENTIFIED PAIN [I]
Identifying pain points is a critical part of any 
sales strategy. You must find the problems that 
are faced within the business and your  
product(s) as the best solution.

CHAMPION [C]
A Champion is a person who is within a position 
of power who has a vested interest in your  
success. They speak yup for you in agency 
meetings and honestly share with your what 
others are (or may not be) saying.
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•	Contact vendor(s)
•	Collect and organize vendor options
•	Confirm functional and process 

requirements
•	Analyze impact(s) should changes 

be made

CUSTOMER BUYING PROCESS

KEY

BUYER

ACTIONS

•	 Refine/narrow requirements

•	 Refine/narrow decision process

•	 (Re-)Confirm key stakeholders

•	 Confirm next steps with key  
stakeholders

•	 (Re-)Confirm budget availability

•	 Initiate RFP process or formal  
buying process

•	Conduct detailed evaluation of 
refined/shortlisted options

•	Secure stakeholder consensus on 
preferred option

•	Clearly define decision process
•	Conduct financial evaluation of 

preferred option

KEY

SALES

ACTIONS

•	Make economic buyer aware of pain
•	Provide additional compelling  

evidence of pain impact (Metrics)
•	Confirm champion
• Develop decision criteria with  

champion
•	Present decision criteria + process 

best practices
•	How can paper process impact  

sales process?

• Confirm funding if NEW program

•	 Prospect agrees to use all or part 
of decision criteria

•	 Prospect confirms a favorable 
decision process

•	 Champion tested on Dc, Dp, EB

•	 Confirm EB is aware of pain 
impact

•	 Discuss solution aligned with Dc, 
the pain and the metric

•	 Strategy development for RFP

•	 Confirm referrals are ready

•	 Trial/Pilot for validation Dc, metric 
and pain

•	 Address impact(s)

•	 Address all relevant issues

•	 Identify impeding event(s)

•	 Propose pricing

•	 Confirm signature path

KEY

MARKETING

ACTIONS

MEDDIC

SCORE
M E Dp Dc I C

2 1 1 2 2 2 2 1 2 2 2 2

M E Dp Dc I CM E Dp Dc I C

1 0 1 1 2 2

•	 Webinars

• 	 Social Media

•	 Content Marketing
+	 FAQs
+	 Customer Success Stories
+	 Competitive analysis

•	 Targeted messaging campaigns

• 	 Social Media

•	 Content Marketing:
+	 Case Studies
+	 Customer Success Stories 
+	 Competitive Comparisons

•	 Technical presentation(s)

• 	 Social Media

•	 Content Marketing:
+	 Case Studies
+	 Customer Success Stories 
+	 Competitive Comparisons

MIDDLE STAGE

OPTIONS CRITERIA + PROCESS EVALUATION

Process

%

Need(s) Confirmed

               25%

Solution(s) Identified

PHASE

         10%                              50%

QUALIFYING

MEDDIC
SCORING AT A GLANCE

METRICS
0	= 	Initial METRIC presented but not validated by customer
1	 = 	METRIC validated but not documented by customer
2	 = 	Customer “owned” METRIC documented using agency 
		  methodology + paperwork

		  NOTE: For M=2 at a minimum C=1 + Dc=1

ECONOMIC BUYER [Eb]
0	= 	No knowledge of or access to Economic Buyer
1	 = 	EB identified; no access to EB; not sure of  
		  Primary Agency Objective (PAO)
2	 = 	Access to EB and proposed solution(s) links to PAO

		  NOTE: For E=2 at a minimum M=1 + I=1 + C=1

DECISION CRITERIA [Dc]
0	= 	Decision Criteria does not exist
1	 = 	DC exists, but not documented and/or influenced by us
2	 = 	DC is documented and primarily driven by us

		  NOTE: For Dc=2 at a minimum I=1 + C=1

DECISION PROCESS [Dp]
0	= 	No visibility as to how decision will be made
1	 = 	Decision process is visible but is not under our control
2	 = 	Decision process is visible and under our control

		  NOTE: For Dp=2 at a minimum Eb=1 + C=1

IDENTIFIED PAIN
0	= 	No pain identified is meaningful to Eb; no compelling event
1	 = 	Identified pain is meaningful to EB; no compelling event
2	 = 	Pain is meaningful to EB + compelling event occurred

		  NOTE: For I=2 at a minimum Eb=1 and Dc=1

CHAMPION
0	= 	No champion(s) or potential champion(s) identified
1	 = 	Champion identified; personal win has not been confirmed; 	
		  not tested as champion
2	 = 	Champion validated with personal wins tied to us winning 
		  and champion tested

NOTE: For C=2 at a minimum M=1 + Eb=1 + Dc=1 +  
Dp=1 + I=1
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KEY

BUYER

ACTIONS

•	 Finalize contractual and  
commercial terms

•	 Check references

•	 Reconfirm decision

•	 Finalize internal request to  
purchase

•	 Validated Dc and Dp

•	Submit final proposal to formal 
approval process

•	Customer agrees to contract terms

KEY

SALES

ACTIONS

•	 If permissible during RFP process, 
follow-up with champion

• 	 Confirm timeline counting back 
from desired go-live date

•	 Procure agreement on training 
date(s)

•	 Present contract

•	 Best + final offer •	 Contract signed by all parties

•	 Transition in SFDC	

•	 Kick-off: Initiate transition to 
operations

•	 PM call scheduled

KEY

MARKETING

ACTIONS

MEDDIC

SCORE
M E Dp Dc I C

2 2 2 2 2 2 2 2 2 2 2 2

M E Dp Dc I CM E Dp Dc I C

2 2 2 2 2 2

• 	 Social Media

•	 Content Marketing
+	 Product updates	
+	 Blog Entries
+	 Articles (Industry Publications)
+	 Flyers, etc.

•	 Webinars

•	 Social Media

•	 Content Marketing:
+	 Case Studies
+	 Customer Success Stories 
+	 Competitive Comparisons

•	 Thank you letter (template)

•	 Gift for large sales

LATE STAGE

Preferred Recommendation Negotiation + Contract Signed + Transition

Process

%

Contract Negotiation

 

Contract Signed (Won)

PHASE

                                         70%   

Preferred Choice

90% 95%
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PLAYBOOK

Metrics can be used in every stage of our sales process to 

provide proof and/or reinforce the idea that our solutions have 

provided real value to past customers with similar challenges 

to those facing the prospect. When developed with forethought 

and tracked consistently, metrics provide salespeople with two 

important sales tools:

PROVIDE MEANINGFUL SUCCESS STORIES

1.	 Third-party success stories that incorporate meaningful met-

rics offer anecdotal and/or empirical proof to a prospect that 

our solutions have provided real value to existing 

customers that had similar challenges, objectives, or 

technical requirements.

DEMONSTRATE OUR VALUE TO EXISTING CUSTOMERS

1.	 Metrics can be used to empirically demonstrate the positive 

economic impact that a given solution has had for an 

agency:

a.  Improved outcomes

b.  Reduced costs

c.  Mitigated risks

2.	 In turn, these positive impacts can help you, your champion, 

or the economic buyer better justify the decision for 

additional purchases to agency leadership.

ESTABLISH MEANINGFUL METRICS

Work with your champion early in the process to identify metrics 

and outcomes that will resonate with agency leadership. Doing 

the work on the front-end of the sales process will pay dividends 

later when the time comes to demonstrate the impact of the 

agency’s decision to use our solutions.

THE BENEFITS OF USING METRICS

a.	 Engage with prospects more easily by using compelling, 

metric-based success stories. Third-party success stories 

allow you to side-step using product features and benefits 

and keep the conversation focused on solutions to their 

problems. 

b.	 Providing detailed solutions and strategies allows you to set 

traps for would-be competitors

c.	 Meaningful metrics can definitively influence the decision 

criteria the prospect will use to make their purchasing 

decision

d.	 Metrics lead the prospect to define their pain more clearly 

and can draw sharp focus on the consequences of taking NO 

action

e.	 The use of metrics can counter the all too common belief 

that not acting will have a positive economic impact for the 

agency. Metrics can clearly demonstrate to the prospect that 

doing nothing will cost more money than taking action; have 

a negative impact the safety of the community they serve; 

and ultimately, tarnish the agency’s imaging and standing in 

the community.

M ETRICS
Metrics are the quantifiable measures of the pain the prospect is feeling and 
the value that your solution can provide.
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METRIC SCORING (0,1,2)

Using a straightforward scoring system for METRICS will help you 
identify gaps more easily. Using the scoring criteria below allows 
you to clearly—and with great specificity—identify where the 
prospect is on the path to completing the sale.

M = 0 | Definition

Sample metric provided but the impact presented has not been 
validated by the prospect.

To increase a prospect’s metric score from 0 to 1, you must:

a.	 Identify the all the prospect’s pains that can be addressed 
by our solutions

b.	 Provide the prospect with relevant metric(s) from an exist-
ing customer with a similar pain

c.	 When the prospect acknowledges that our capabilities and 
the provided sample metrics align with their pain, their 
metric score increase to one, but not until then.

M = 1 | Definition

To increase a prospect’s Metric score from 1 to 2, you must:

The prospect acknowledges that the metric(s) presented is 
relevant and meaningful to the pains being experienced by the 
agency.

a.	 The prospect is interested in working with you to identify 
and develop similar metrics that can be used in their justifi-
cation to use our products and services.

b.	 However, the prospect has not yet agreed to use those 
metrics to justify their purchase decision or RFP specifica-
tions.

M = 2 | Definition

Prospect has taken ownership of the metrics and they are docu-
mented within their decision process.

a.	 You have participated in validation events that have  
delivered customer verified results. 

b.	 You can verify that the metric has been widely accepted by 
those participating in the decision process.  

c.	 The prospect has taken your metric template and created 
their own version of the success story. 

NOTE: 	At a minimum, for M=2 it is necessary for C=1, 
Dp=1, and E=1.
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E CONOMIC BUYER
The Economic Buyer is the person with the overall authority in the buying decision.

The Economic Buyer can say No when other people say Yes, and, Yes when other 
people say No.

Commonly mistaken for the Champion, the Economic Buyer is 

the individual who has the authority to make the final purchase 

decision, including the ability to actually spend the money.

This individual has the power to sign the contract or end the 

deal. They are typically high level and have profit or loss  

responsibility. The Economic Buyer also has access to 

discretionary funds to make purchases outside of the budget 

and will most definitely be a part of the approval process.

As stated before, this individual does not have to be your 

Champion, but they must be engaged. Sellers should consult 

with them to help meet their goals and align their objections with 

the solutions.

ECONOMIC BUYER SCORING (0,1,2)

E = 0 | Definition

No knowledge of or access to the Economic Buyer.

To increase a prospect’s Economic Buyer score from 0 to 1, you 
must identify the Economic Buyer.

E = 1 | Definition

The Economic Buyer has been identified but you have no access 
to them. You are not clear of their Primary Agency Objective (PAO).

To increase a prospect’s Economic Buyer score from 1 to 2,  
you must:

a.	 Gain access to the Economic Buyer.

b.	 Identify the Economic Buyer’s Primary Agency Objective 
(PAO).

E = 2 | Definition

You have access to the Economic Buyer and your proposed solu-
tion(s) links directly to their Primary Agency Objective (PAO). 

NOTE: At a minimum, for E=2 it is necessary for M=1, I=1,  
and C=1
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Dc ECISION CRITERIA
The Decision Criteria are the various criteria in which a decision to purchase your 
solution will be judged.

The Decision Criteria is the sets of principles, guidelines, and 

requirements an organization uses to make its decisions. In our 

industry, Decision Criteria are often presented in a Request for 

Information (RFI) or a Request for Proposal (RFP) process, where 

the Decision Criteria plays a large part of the specification to 

which we are asked to respond. Otherwise, the Decision Criteria 

will more likely be an informal understanding across  

stakeholders.

Establishing whether specific Decision Criteria exist is extremely 

important to do early in the sale process as this provides an 

excellent opportunity to leverage our competitive differentia-

tors throughout the sales process. If you confirm that no firm 

Decision Criteria exists, you can turn that to your advantage by 

helping the prospect establish the criteria.

Decision Criteria is the first component of MEDDIC that can be 

influenced. Using a consultative approach, you can provide input 

to the decision criteria based on our experience, expertise, and 

competitive differentiators and increase your chance of a suc-

cessful sale.

DECISION CRITERIA SCORING (0,1,2)

Dc = 0 | Definition

Decision Criteria does not exist.

To increase a prospect’s Decision Criteria score from 0 to 1, 
you must:

a.	 Document the prospect’s decision criteria.

NOTE: 	If the Decision Criteria does exist and it has been 
noticeably influenced by the competition, you are 
still at Dc=0

Dc = 1 | Definition

Criteria exist but are not documented or influenced by you.

To increase a prospect’s Decision Criteria score from 1 to 2,  
you must:

a.	 Influence the prospect to document decision criteria that is 
NOT noticeably slanted in favor of a competitor.

b.	 Influence the prospect to work with you to prepare and  
formalize Decision Criteria.

NOTE: 	If the Dc has been noticeably influenced by the  
competition, you are still at Dc=0

Dc = 2 | Definition

Criteria are documented and influenced by you, for instance:

▶	 They have adopted our decision criteria, or, they have 
added our key differentiators to their Dc. 

▶	 The Dc is favorable towards us across both technical  
and vendor criteria. 

▶	 The Dc includes financial criteria that we believe is  
achievable. 

▶	 The Dc are weighted and favorable

NOTE: At a minimum, for Dc=2 it is necessary for I=1, and C=1
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Dp ECISION PROCESS
The Decision Process is the series of steps that form a process of which the buyer will 
follow when making the decision to purchase from you.

The Decision Criteria is the what the decision will be based on and 
the Decision Process is the how the decision will be made. While 
the Decision Criteria will decide whether you become the customers 
vendor of choice, it’s the Decision Process that will decide whether 
your deal closes on time, or slips.

There are two parts to the Decision Process: the technical-validation 
process and the business-approval process. While both are clearly 
linked, they usually run independently of each other with the 
technical validation coming first.

It is your job to uncover the Decision Process as soon as possible 
and then work consistently to advance the close of the sale through 
each step in the process.

Frustratingly, the decision-making process often changes as the 
sales cycle progresses with the introduction of new stakehold-
ers that inevitably become involved in the process the closer the 
sale comes to being finalized. With each new stakeholder comes 
different perspectives—along with different requirements—that will 
dictate the agency’s decision-making process. You will need to be 
vigilant and regularly check for progress and updates with regards to 
the decision-making process with each new 
stakeholder that you encounter.

In the B2G world, the majority of the Decision Process will remain 
rigid because of federal, state, or municipal regulations and over-
sight. Even so, there will always be opportunities for you to influence 
the Decision Process (i.e., adding additional steps that may favor you 
over the competition). NOTE: Your opportunities for influence will be 
limited if you begin your efforts too late in the sales process.

DECISION PROCESS SCORING (0,1,2)

Dp = 0 | Definition

Decision (-Making) Process doesn't exist or is not concretely  
identifiable. You have o visibility of how the decision is going to be 
made. 

To increase a prospect’s Dp score from 0 to 1, you must:

a.	 Document both the validation process steps and the business 
approval process and have both processes mutually agreed 
upon by the prospect.

b.	 Develop written timeline showing the dates for key activities 
and milestones.

i.	 The timeline has both validation steps and approval steps 
occurring in parallel.

c.	 There is evidence that the customer is committing resources 
to this process.

Dp = 1 | Definition

The technical validation and business approval decision-making 
process are visible, but neither is under your control or influence.

To change the Dp score from 1 to 2, you must influence:

a.	 The process that is most advantageous for what we’re offering

b.	 The success benchmarks used in a trial or comparison that:

i.	 Highlight our key differentiators 
ii.	 Minimize our weaknesses 
iii.	 Highlight competitor weaknesses and minimize strengths

c.	 Use a timeline driven Go-Live Plan (e.g., If you want to start in x 
date, the timeline looks like this. Does this work for you?)

Dp = 2 | Definition

Your Champion is aligned, is working with you, and you have full  
visibility and control/influence of the Decision (-Making) Process.

NOTE: At a minimum, for Dp=2 it is necessary for Eb=1, and C=1
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I DENTIFICATION OF PAIN
Pain is a problem the customer has with their business that is serious enough that there 
is a need for a solution.
What need or pain is compelling your prospect to consider a new 
solution? Does the problem affect the organization’s bottom line 
(Economic Pain), its ability to operate efficiently (Efficiency Pain), 
or does it affect the people in the organization by productivity, 
morale, skill, or ability (People Pain)?

Knowing the prospect’s points of pain will prove invaluable as you 
tailor your pitch to be the most helpful and poignant solution.

IDENTIFY, INDICATE + IMPLICATE THE PAIN

Identify the Pain
It’s impossible to explain the value of your solution if you don’t 
know what problems your prospect is trying to solve. Therefore, 
it’s imperative that you conduct the discovery necessary to iden-
tify the points of pain your prospect is facing before you attempt 
to explain how our products or services can alleviate that pain. 

Indicate the Pain
Understanding the pain is only the start of the Implicating Pain 
process. Once identified, your next task is to indicate the pain to 
the prospect by quantifying it a document that illustrates what the 
return on investment from your solution will be—often present-
ed as a part of a proposal or business case. Just as you did when 
working with your Champion to identify specific Metrics, you must 
work with the prospect to identify and detail specific pain points.

Implicate the Pain
Ultimately, your goal in this process is to move the prospect 
from identifying pain to wanting to eliminate the pain as soon as 
possible. To do so, the last step in this process is to implicate the 
pain, that is, show the prospect the negative impact the pain is 
already having on their agency. Further, you want to show them 
in no uncertain terms that doing nothing—or failing to act—will 
only lead to more pain.

IDENTIFY PAIN SCORING (0,1,2)

I = 0 | Definition

No meaningful pain for the Economic Buyer can be identified. No 
compelling event causing recognizable pain(s) has occurred. 

To increase a prospect’s Pain Identification score from 0 to 1,  
you must:

a.	 Indicate the pain to the Economic Buyer and they are 
aware that pain point(s) exist for the organization.

b.	 Provide additional compelling evidence of the economic 
cost the pain is having on the organization (Metrics)

I = 1 | Definition

You have Indicated the cost of the pain to the prospect and/or 
Economic Buyer can be identified. However, no compelling event 
causing recognizable pain(s) has occurred.

To increase a prospect’s Pain Identification score from 1 to 2, you 
must:

a.	 Demonstrate to the Economic Buyer that the organization 
that, beyond the economic cost of the pain, the organiza-
tion’s people and efficiencies are also being impacted in a 
demonstrably negative way by the pain point(s) (Implicate 
the pain). 

I = 2 | Definition

You have Implicated the pain onto your prospect, and they 
feel the negative impact it is having upon their organization 0r 
business.

NOTE: At a minimum, for I=2 it is necessary for Dc=1 and Eb=1.
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C HAMPION
A Champion is a person who is assisting you and has the power, influence, and, 
subsequently, credibility with the prospect’s organization.

Your champion is someone inside your prospect’s 

company—your point of contact or perhaps the person who’d 

benefit the most from your solution—who advocates for you to 

decision-makers and the Economic Buyer. It is important to be 

mindful of who you choose to be your Champion; their respect 

and influence (or lack thereof) can influence your sale.

To be a Champion, the person you have identified must:

1.	 Have power and influence within their organization

2.	 Act as an internal seller for you

3.	 Have a vested interest in your success

To qualify your Champion, you must test each of these three  

statements to see if they are actually true.

COACH vs. CHAMPION

Do not make the mistake of confusing a coach with a Champion. A 

coach is friendly and provides useful information you need about 

your deal. Champions often start out as coaches and evolve into 

Champions once they have been qualified. Remember: A  

Champion without power and influence is just a coach.

It is certainly possible to have more than one Champion within 

an organization—if they are qualified. Remember: One qualified 

Champion is better than ten unqualified Champions.

CHAMPION SCORING (0,1,2)

C = 0 | Definition

No champion(s)—or potential champion(s)—have been 
identified. 

To increase a prospect’s Champion score from 0 to 1, you must:

a.	 You must identify someone within the organization that 
has the potential to become your Champion.

C = 1 | Definition

A Champion has been identified but has not been tested. No 
personal wins for the Champion tied to you winning the business 
have been identified.

To increase a prospect’s Champion score from 1 to 2, you must:

a.	 You must qualify your Champion by testing to see if they 
have power and influence within the organization; verify 
if they will act as an internal seller for you; verify if they 
have a vested interest in your success. 

C = 2 | Definition

Champion(s) have been tested and validated via personal win(s) 
tied to you winning the business.

NOTE: 	At a minimum, for C=2 it is necessary for M=1, Eb=1, 
Dc=1, Dp=1, and I=1.
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LATE STAGEEARLY STAGE MIDDLE STAGE

ECONOMIC
BUYER

METRICS

DECISION
CRITERIA

PREPARATION
•	 Have you researched the agency/service provider to  

understand the key business objectives you can 
impact? 

•	 Have you researched key players in the organization 
(e.g., LinkedIn, twitter, blogs)?

•	 Have you prepared questions to help you gain  
agreement on how our capabilities could impact their 
objectives?  

•	 Do you have a metric from an existing customer that is 
relevant to this prospect? 

INSPECTION
•	 Did you receive feedback to validate the metric(s) 

you have identified?

•	 Who validated the metric/impact?

•	 To whom would this metric be most important?  

•	 What is important about this metric?

•	 Do you have an agreement on how to move this 
metric from “theoretical” to one in which the  
prospect will take ownership?  

Note: The question of how to formalize the metric 
must be documented within the Decision  
Process.

INSPECTION
•	 Did the validation activity generate a measurable 

result?  

•	 What were the results?  Where they compelling?  
Who validated the results as being meaningful? 

•	 Were the savings documented? Was the Decision 
Criteria documented?

•	 Has the prospect agreed that the metric is valid?  

•	 Do you understand how the approved metric is  
being documented internally? If so, how did you 
verify this?

PREPARATION
•	 Do you know your competition and identified your 

differentiators vis-à-vis this prospect?

•	 Can you identify the stakeholders that will develop the 
Decision Criteria?

•	 Do you have sample Decision Criteria that: 

a. Reveals your competitive differentiators?

b. Minimizes your weaknesses?

c. Exposes the weaknesses of your competitor(s)?

INSPECTION
•	 Has the prospect documented their Decision  

Criteria?  Have you seen it? 

•	 Do you know who you are competing against?  

•	 Does the Decision Criteria appear to be neutral or 
is it leaning in favor of a competitor? 

•	 Did the prospect agree to accept the sample  
Decision Criteria you provided?

INSPECTION
•	 Did the prospect adopt your template for their 

Decision Criteria?

	 Did the prospect incorporate your key  
differentiators into their Decision Criteria?  

•	 Did someone from pre-sales review your Decision 
Criteria to for evidence of competitive tampering?  

•	 What traps did you set for the competition in the 
Decision Criteria?

•	 Did your Champion share the Decision Criteria 
with the Economic Buyer or leadership team?

PREPARATION
•	 Will your Champion introduce you

•	 Identify the Economic Buyer's preferred method of 
contact (e.g., in person, phone, email, letter, etc.).

•	 Identify what the Economic Buyer cares about (e.g., 
profits, reducing costs, reducing risk, etc.).

•	 Identify the benefits that your solution(s) would create 
for the economic buyer   

•	 Do you have a metric from an existing customer that is 
relevant to this prospect? 

INSPECTION
•	 What are the Economic Buyer's current Primary 

Agency Objectives (PAO)?

•	 How does the pain you have uncovered impact 
their PAOs?

•	 What would be an indicator(s) that your solution 
has been a success for the economic buyer?

•	 What would it mean to the agency if you were to 
solve/overcome their challenges?  

•	 Would the economic buyer be willing to sponsor 
your project?

INSPECTION
•	 Does the economic buyer support the business 

case you have used to support your proposed 
solution?

•	 Has the economic buyer committed to you as the 
vendor of choice for this solution?
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LATE STAGEEARLY STAGE MIDDLE STAGE

Identified
Pain

DECISION
Process

Champion PREPARATION
•	 Understand the agency's hierarchy.

•	 How will your solution impact your potential Champion?

•	 Will your solution provide a personal win?

•	 What was the process for the last decision and what 
was your role in that process?  

•	 How do you promote a new solution?

•	 Who else should be involved?  

INSPECTION
•	 Who is most interested and why?

• 	 Who are people looking to in the meeting?

INSPECTION
•	 Why do you think this person is a Champion?

•	 Are they providing answers to your questions? 

•	 Does this person see you as a trusted advisor? 

•	 Has this person acted like a champion in the past?

•	 Does this person have a clear understanding of the 
issues impacting the agency? 

•	 Does this person have ready access to the EB?

•	 Will this person sponsor a meeting with the EB? 

•	 Are they willing to work with you to develop a 
presentation for the EB? 

INSPECTION
•	 Why do you think this person is your champion? 

•	 Is this person selling for you? How do you know?  

•	 Do you have proof that this person is selling for you? 

•	 How has this person moved the decision-making 
process forward?

•	 What is this person's personal win for choosing your 
solution?  

•	 Is there a clear timeline for the decision to select  
your solution(s)?

PREPARATION
•	 Where are you in your fiscal year? 

•	 Where are they in their renewal cycle? 

•	 Researching current vendors? 

•	 Visit the library website. 

•	 What they’ve purchased, using, current vendors, 
content? 

•	 Behavioral contract?  Agenda? 

•	 Are you prepared to provide recommended next 
steps?  

INSPECTION
•	 What is the agency's the Decision Process timeline? 

•	 How will you get to the EB? When?

•	 What is the signature process (e.g., who, what, when, 
where, how)? 

•	 Is the budget and funding status for this year?  

•	 What was the compelling event for the agency/EB?  
What must be implemented and when?    

•	 What must happen to meet that deadline (work 
backwards for training dates, installation, etc.)?

•	 Who signs the contract?  

•	 Is there a process for purchase orders?

INSPECTION
•	 Have you identified the competition? 

•	 Have you differentiated the process to our  
advantage? 

•	 Does their process reflect our advantages? 

•	 Have you identified a compelling event? 

•	 Where is your solution vulnerable? 

•	 What are the required documents needed?

• 	 When do you need to deliver those documents?

PREPARATION
•	 What verifiable outcomes do you have access to 

share with your prospect?	

•	 What problems have you solved for other 
customers that may have had the same issues as 
your prospect? 

•	 Do you have a business case that shows the proposed 
return on investment for selecting your solutions?

•	 Have you identified the person in power who cares 
about the pain the agency is feeling?

INSPECTION
•	 Is the identified pain felt by the agency real and 

something that you can solve?
•	 Have you confirmed the existence of the pain with 

your coach or champion?
•	 Have you calculated  the cost of the pain you have 

identified to the agency? 
•	 Does your champion fully understand the pain, 

how it impacts the agency, and how your solution 
will help solve that pain?

•	 Is there consensus that the pain aligns with the Dc 
and all stakeholders in the Dp are aware that your 
solution solves the pain?

INSPECTION
•	 Have you created a sense of urgency to help  

accelerate the time frame of the sale?

•	 Are all stakeholders fully aware of the pain, it's cost to 
the agency, and how your solution uniquely solves it? 

•	 Have you transferred ownership of the pain from 
your hands to the hands of the prospect (Implicating 
the pain)?
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POWERFUL DISCOVERY HACK FROM MEDDICC GURU ANDY WHYTE

Asking this one question:

Can help you uncover a treasure trove of information as it naturally prompt your 
(proposed) champion* to remember everything it took to make this purchase the 
last time—giving you a realistic view of the agency's entire decision process.

DECISION
PROCESS

VALIDATION

APPROVAL

PAPER 
PROCESS

— Who is involved?
— How long will it take?
— Slow/Fast?

— Decision Criteria
— Partners

— Economic Buyer
— Procurement

— Difficult Legal Process
— Signers

If your champion answers this question with, “The last time? I have  
never been purchased anything like this before," take pause. This should 
be a red flag to you.

If your champion is new to the role or to the agency, but is enthusiastic about 
driving change, you may still have the opportunity to get your deal done if your 
solution is in line with their goals and objectives.

If, on the other hand, your champion says, "Relax, don't worry. I've never bought 
a solution like this before, but it'll be OK. We'll get through it." This person,  
besides very rarely being a qualified champion will, in all likelihood, be a  
nightmare to work with.

“What happened the last time you bought an EM solution?”
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SAMPLE DISCOVERY QUESTIONS

DISCOVERY QUESTIONS

METRICS ECONOMIC BUYER DECISION CRITERIA

Q	 Please help me understand the existing short- and  
longer-term goals for your program.

Q 	 Can you tell me how the success or failure of your  
program is/will be measured?

▶	 What metrics does/will your agency use to quantify and  
measure your program's success?

▶	 Are those metrics shared across the agency in writing, 
and if so, may I have a copy?

Q	 Tell me how you feel your EM program is doing in  
meeting those goals.

▶	 In your opinion, what is the program doing well?

▶	 What areas, if any, do believe can be improved?

Q	 Who is the person in the agency that you will be working 
with to authorize the spending for this program?
▶	 Do you know for which organizational objectives this 

person is responsible?

▶	 Do the problems you've identified affect those  
objectives?

▶	 What would be the indicators that your solution has 
been a success for this person?

▶	 What would it mean to the agency if you were to 
solve/overcome their challenges?

▶	 Would this person be willing to sponsor your project?

Q	 Would you be willing to introduce me or schedule a brief 
introductory meeting with this person?

Q	 Has your agency documented the specifications for this  
purchase?
▶	 Are you basing this criteria on preexisting  

documentation created internally or externally?

▶	 Has your agency ever issued an RFP or RFI for this 
purchase?

Q 	 What tools are you currently using to monitor offenders?

▶	 Are there other types of technology you would like to 
implement?

Q 	 Tell me about the qualifications that you believe will be  
most important in selecting a vendor to help with this 
initiative?

Q 	 Besides yourself, are there additional stakeholders that 
will be working with you to choose a solution?
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SAMPLE DISCOVERY QUESTIONS

DECISION PROCESS IDENTIFIED PAIN CHAMPION

Q	 Can you help me understand your agency's decision- 
making process?
▶	 Has this process been documented?

Q 	 Can you tell me who has the responsibility to ultimately 
sign the contract?
▶	 Is there a specific process for getting contracts 

signed?

Q	 Who is the person in the agency that you will be working 
with to authorize the spending for this program?

Q 	 Have the fiscal resources for the program been allocated 
in this or next year's budget for the agency?

Q	 Will a purchase order be required to purchase your EM 
solution?

Q	 What is your ideal timeline for this program to be up and 
running?

Q	 What problems are you having with your EM program?
▶	 Do you believe that these problems can be fixed?

▶	 Are these problems affecting other departments with 
your agency?

Q	 Tell me how you feel your EM program is doing in  
meeting its established goals.
▶	 In your opinion, what is the program doing well?

▶	 What areas, if any, do believe can be improved?

Q	 Have you calculated what the issues with your EM  
program are costing the agency?
▶	 Would it be of value to you if I helped you calculate 

those costs?

Q	 Is the agency leadership aware of these problems?
▶	 Is your agency's leadership aware of the costs  

associated with these problems

Q 	 What changes would you make to your EM program?
▶ 	 From your perspective, what do you see as the  

obstacles that prevent those changes from being made?

▶ 	 In your view, can these obstacles be overcome?  
If so, how? If not, why not?

Q	 How would you describe the workload for your staff?
▶	 How is staff morale?
▶	 Would improvements to your EM program have a 

positive impact on morale?

NEW EM PROGRAM

Q 	 What circumstances led to the decision to explore  
implementing an electronic monitoring program?

Q 	 Can you help me understand the specific issues that an 
EM program will solve for your agency?

▶	 Have you been able to calculate the costs associated 
with these issues?

▶	 How has your agency has attempted to resolve these 
issues previously?

▶	 Do you think these issues can be fixed?

Q	 Is there a target offender population on which your 
program will focus?

Q	 Will this purchase help you in accomplishing your goals 
and objectives?
▶	 How will you (or your team) benefit from this  

purchase?

▶	 Who else in the agency would benefit from this  
purchase?

Q	 Do you have buy-in from agency leadership for this  
purchase?
▶	 If not, how do you plan on getting that buy-in?

▶	 Are there others in the agency who can help you get 
the buy-in you need?

Q 	 Would it be helpful if I shared the best practice guidelines 
we helped our electronic monitoring customers develop?

Q 	 Would it be helpful if I shared some of the metrics our 
customers are using to measure the impact of their  
electronic monitoring program?	

Q 	 We can provide you with real-world examples of the 
resources necessary to implement an electronic  
monitoring program, would that be helpful?

Q 	 Would it be helpful if we worked together to produce a 
case study demonstrating the real costs associated with 
these issues?

Q	 Did the case study provide the meaningful results you 
need to explain the need to resolve the problems caused 
by your EM program?
▶	 Was the case study reviewed by your key  

stakeholders and agency leadership?

▶	 Did they agree that the metrics we chose were valid?

▶	 Do they understand that our solution can resolve 
these issues?
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MARKETDRIVER WHY CHANGE? + WHY NOW?

Additional CONSTRAINTS ON AGENCY Budgets

▶	 Ever-increasing cost associated with traditional incarceration (e.g., from 
fiscal year 2010-11 to 2018-19, the cost of incarceration for an individual in 
the state of California rose 58 percent from $59,000 per year to $81,000 per 
year [Source: California Legislative Analyst's Office]).

▶	 State, county and local officials search for alternatives to incarceration—
while still maintaining correctional control and accountability for offenders.

▶	 The increased population of pre-trial defendants, probationers and parolees 
that are now free while awaiting trial in the community will require the means 
to supervise larger and more varied offender populations.

▶

Additional CONSTRAINTS ON AGENCY Budgets

▶	 If history stands, the demand by the public and politicians for law enforce-
ment and community corrections agencies to do more with less—or, at best—
do more with the same, is not going dissipate.

▶	 The continuous pressures created by overtaxing fiscal and human resources 
can devastate staff morale, negatively affect the agency's overall rate of  
success, and, in the worst case, lead to a very public and catastrophic event 
for the agency. It is precisely these events that erode public confidence and 
invite legislative oversight.

▶	 Any pain the agency is feeling now is only going to get worse. The  
additional funding necessary to overcome the problems caused by  
increasing budgetary constraints is, in a all likelihood, not coming. By 
taking action and incorporating change NOW, an agency can ensure that 
its staff has the tools necessary to operate more effectively and efficiently, 
all while maintaining (or increasing) its success rate.

IMPACT QUESTIONS

Q	 Has the push to find alternatives to incarceration increased the number of 
individuals on probation and parole for your agency?

Q	 If the number of individuals needing supervision has increased, does the 
agency have the staffing capacity to provide traditional supervision, or will the 
agency turn to increased caseload size and use additional technology tools 
such as location verification, home confinement (RF technology), alcohol mon-
itoring, full-time tracking (GPS)?
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Passage OF BAIL REFORM LEGISLATION

▶	 Since 2017, more than a dozen states have enacted laws curbing the use 
of cash bail for some or all individuals arrested for non-violent crimes. This 
has had a dramatic impact on the number of individuals held in pre-trial 
detention (when the state of New York's new bail reform law went into effect 
on January 1, 2020, it eliminated pretrial detention and cash bail for an  
estimated 90 percent of arrests)

▶	 As a result of these reforms, jurisdictions will need to invest in services (i.e., 
electronic monitoring programs, substance use treatment programs, hiring 
additional probation officers, etc.) to effectively monitor a substantially 
larger group of people remaining free while awaiting trial. ▶

passage OF BAIL REFORM LEGISLATION

▶	 Sweeping bail reform laws allow people to live in their community until 
their trial. Although this fundamental change can shift the need for pre-trial 
supervision from the inside of a jail or prison to the outside, the expectations 
for agencies to proactively and effectively supervise potential threats to the 
community remain the same.

▶	 To adapt to this new model, agencies will need to re-tool, re-prioritize and 
re-allocate their fiscal and human resources as quickly as possible.

IMPACT QUESTIONS

Q	 Has your agency felt the impact of bail reform—specifically, in an increase 
in the number of offenders being sent for community supervision in lieu of 
incarceration in the jails?

Q	 For probation and parole departments, has bail reform caused jails to release 
offenders under your jurisdiction who would have been incarcerated  
following violations of supervision conditions?

Q	 What is the impact and how can Securus support the needs associated with 
this impact (Additional EM equipment? Development of policy and/or  
procedures to direct the mission? Additional involvement through the  
solutions center or account executives?

MARKET DRIVERS | WHY CHANGE + WHY NOW

MARKETDRIVER WHY CHANGE? + WHY NOW?
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MARKETDRIVER WHY CHANGE? + WHY NOW?

Passage OF sentencing REFORM LEGISLATION

▶	 The overcrowding of the nation's jails and prisons is well documented.  
Ballooning national, state and local deficits have led legislators take a hard 
look at finding ways to reduce the exorbitant amount of money spent on 
incarceration. In addition, changing social mores are requiring law makers 
to reevaluate the hard-line, often draconian sentencing guidelines that took 
hold in the 1980s and inevitably led to the overcrowding of the nation's jails 
and prisons.

▶ 	 It's no coincidence that states with historically high incarceration rates are  
overwhelmingly burdened with jail/prison overcrowding issues (e.g., higher 
costs, law suits, increased violence, etc.). To stem the tide of incoming  
offenders, many of these states are beginning to reduce the level of  
criminal charge (i.e., felony to misdemeanor) for a number of offenses 
while decriminalizing others altogether.

▶

Passage OF SENTENCING REFORM LEGISLATION

▶ 	 The decriminalization of marijuana is just one example of a rapidly  
growing national trend as states continue to reduce (or eliminate  
entirely) the criminality of many non-violent crimes. The substantial 
reduction in the number of these long-term sentences is requiring law 
enforcement and community corrections agencies to find viable  
sentencing alternatives for those individuals whose sentences, although  
greatly reduced, still require supervision outside a jail or prison.

▶	 As this trend is likely to continue, the pressure for agencies to take the 
necessary steps that will allow them to manage these offender popula-
tions effectively and efficiently is only going grow. It behooves agencies to 
adopt programs now that are designed (by them) to meet their specific 
needs. Waiting, or rather, appearing to be doing nothing, often leads to 
legislative intervention and increased oversight.

IMPACT QUESTIONS

Q	 Has sentencing reform increased your agency’s population due the  
downgrading of charges and subsequent release from prison or jail?

Q	 If the population has increased, what strategies will your agency use to 
supervise/monitor this population?

Q	 Will technology be a tool used to supervise this group?
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MARKETDRIVER WHY CHANGE? + WHY NOW?

THE GAME CHANGER | COVID-19

▶	 Like everyone, the hard-to-imagine viral spread of the COVID-19 virus 
across the U.S. in early 2019, caught law enforcement, community  
corrections and prisons by surprise. To ensure the safety of both staff and 
inmates, many agencies and facilities were forced to release a significant 
number of offenders—with virtually no way to supervise them—back into 
their communities.

▶ 	 To tighten the flow of offenders back into jails and prisons, probation 
and parole agencies nationwide instructed their officers to stop making 
arrests for technical violations unless the actions of the individual posed 
an imminent safety threat to themselves or others.

▶	 Throughout the country, agencies went to great lengths to protect the 
health of their staff and of the offenders they supervised by greatly  
reducing the number of home checks and narcotic tests and focusing  
primarily on the individuals that posed the highest risk levels.

▶	 Agencies were quick to step up the use of mobile check-in and location 
verification smartphone applications to maintain contact with probationers 
and parolees during the pandemic.

▶

THE GAME CHANGER | COVID-19

▶ 	 While it may be years before the lasting impacts of the COVID-19 pan-
demic are fully realized, for law enforcement, corrections and the courts, 
the impact was immediate. COVID-19 forced many agencies to quickly 
re-prioritize what was mission critical and what was not. Almost overnight, 
agencies—just like those operating in the private sector—were forced to 
change how they went about doing their jobs. Many didn't want to change, 
but almost all had to change.

▶ 	 It is difficult to believe that any organization—public or private—will be 
able to go back to doing business as usual. As is often the case, those that 
change and adapt will succeed going forward. As we enter the post- 
pandemic world, there may never be a better time to work with law  
enforcement and corrections agencies to help them better position  
themselves for the new normal.

▶ 	 What were initially deemed short-term, temporary solutions, quickly became 
new SOPs as agencies everywhere turned to working remotely, meeting 
and collaborating online, and using technology to successfully manage their 
misdemeanant populations. The overarching success achieved by those 
agencies that turned to electronic monitoring technology (hardware and 
software) to track and monitor offenders during the pandemic will make it 
difficult to justify going back to doing business as usual.

IMPACT QUESTIONS

Q	 Did your agency relax supervision of offenders during Covid-19?

Q	 Do you believe the pendulum will shift back as society begins to return to 
“normal” following Covid-19?  Or are these new supervision tools (mobile 
check-ins, etc.) and approaches (relaxed contacts) now considered to be 
the new normal?

Q	 What technologies did your agency add or increase during Covid-19 to 
conduct supervision tasks?
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COMPETITIVE ADVANTAGES DIFFERENTIATORS

COMPETITIVE PRICING

▶	 We are uniquely positioned to always offer our 
products and services at extremely competitive 
prices.

BREADTH OF SERVICE

▶	 From routine check-ins to 24/7 real-time  
offender tracking, SMS stands out as a solution 
provider that covers the entire spectrum of 
offender management.

TRULY SUPERIOR CUSTOMER SERVICE

▶	 The commodification of EM solutions, and the 
resulting stagnation of innovation across the 
industry, has made our ability to offer a  
demonstrably higher level of customer service 
all the more important.

	 We remain competitive edge by offering our cus-
tomers:
1.	 Highly Experienced Staff
2.	 Excellent Field Support + Response Time

a.	 Quick Resolution of Customer Issues
3.	 Collaboration/Partnership

a.	 We Listen to Our Customers
4.	 Consistent High Level of Customer Engagement

EXTREMELY FAST IMPLEMENTATIONS

▶	 We get programs up and running very quickly. The 
high level of skill and experience of our staff has 
allowed us complete the implementation of some 
of the largest electronic monitoring programs in 
the country in less that 30 days.

VERITRACKS™

▶	 VeriTracks is the most comprehensive electronic 
monitoring platform in the industry—bar none.

SECURUS BRAND RECOGNITION

▶	 While situational, our affiliation with Securus 
Technologies can provide us with credibility and 
the appearance of stability.

TRUE Technological innovators

▶	 We invented BLUtag®,  first of its kind one-piece 
GPS solution—now the industry standard.

▶	 We currently hold 26 patents (and counting)  
directly related to electronic monitoring.

DEPTH OF EXPERIENCE

▶	 Hardware design, software design, 24/7/365 
monitoring, program development and  
implementations—if it involves electronic  
monitoring, we done it.

ORIGINAL EQUIPMENT MANUFACTURER (OEM)

▶	 We are the original equipment manufacturer of 
our hardware and software solutions we control 
the overall cost and quality of production. This 
dramatically lowers the number of returns, 
repairs and replacement costs for our EM  
hardware—creating real savings that we pass on 
to our customers.

GPS JAMMING AND SHIELDING DETECTION

▶	 BLUtag is the FIRST monitoring device capable 
of detecting, recording and reporting when 
participants deliberately jam the GPS signal and 
shield the device from receiving GPS signals.

TIMELINE™

▶	 TimeLine (included in VeriTracks) differentiates 
SMS by giving supervising agents a unique way 
to detect an offender's potentially unnoticed 
patterns or habits by visually displaying the  
locations where they spend their time.
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WHEN DO YOU RESPOND TO RESISTANCE
▶	 Immediately when it occurs
▶	 Before it comes up (People often wonder why we’re priced a bit higher…)
▶	 Later (Good question, we’ll get to that in a bit...)
▶	 Not at all (perhaps it’s just a comment, not a question and you can just move on)

5 RULES ON HANDLING RESISTANCE
1. 	Do not get defensive and try to sell harder (you wreck the peer-to-peer relationship)
2. 	Don’t overdo enthusiasm
3. 	Do respond by agreeing with their thinking (then offer a counter-example or a story that 

counters something with which you disagree).
4. 	Do stay positive, upbeat and serious
5. 	Be prepared with 3 or 5 or 6 responses to each objection

CHALLENGE AMBIGUITY 
Don't let prospects use confusing or undefined words to get rid of you.
Example: We’re okay with our current situation.
Challenge Ambiguity

▶	 What exactly do you mean by OKAY? 
▶	 Would you please describe what your CURRENT SITUATION is?
▶	 Who’s WE? Are there others involved in this decision?

EMPLOY BRIDGE STATEMENTS
▶	 I just switched the insurance company I’d used for over 10 years.

USE QUESTIONS THAT REQUIRE BETTER ANSWERS
Question
	 Do you guys have overcrowding?
Change to
	 What circumstances led to you having to deal with overcrowding?
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OBJECTION ONE
We're not in the market for an electronic monitoring program.

INSIGHT
Sometimes, a simple "Oh?" will be enough for your prospect to start talking. Listen closely for real reasons EM is 
not a priority—versus platitudes. Keep in mind that excuses can be a sign that your prospect understands they 
have a problem and is trying to rationalize their inaction. Capitalize on this and instill a sense of urgency.

RESPONSE
Tell me more about that. What are your (or the agency's) current priorities?

OBJECTION TWO
An electronic monitoring program will cost too much.

INSIGHT
Price objections are the most common type of objection and are even voiced by prospects who have every  
intention of buying. BEWARE: The moment you start focusing on price as a selling point, you reduce yourself to a  
transactional middleman. Instead, circle back to the value our solutions offer.

RESPONSE
It's understandable and very interesting to hear you say that. I just finished on-boarding an agency about the size 
of yours located in the mid-west. They too, had they same concern when I initially spoke with them. However, like 
many agencies that I speak with, they were dealing with the substantial costs of (incarceration, overcrowding, over-
time). Are you also dealing with those costs? Would it be helpful to show you how our electronic monitoring  
solutions can help you dramatically reduce those costs without additional costs to your agency?

OBJECTION THREE
This isn't in our budget.

INSIGHT
It could be that the prospect lacks experience or the insight to see they value that electronic monitoring can offer 
an agency. This is an excellent opportunity to show how our solutions can help an agency meet its objectives and 
save valuable fiscal and personnel resources.

RESPONSE
Budgets being what they are these days, I'm not surprised to hear that. Just recently I was working with [Insert 
Agency Name] and they had a very similar issue. What I demonstrated to them—and what ultimately led them to 
decide to use our EM solutions—is how our solutions create dramatic cost savings and free up valuable personnel 
—all while helping the agency better meet its objectives. Would it be helpful for you to learn more about that?
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OBJECTION FIVE
We heard that there are problems with your equipment.

INSIGHT
Word-of-mouth reviews are powerful, which can be both a blessing and a curse. Rather than immediately  
defending your solution, company or brand—which will only validate the criticism—thank them for sharing the 
feedback with you. Then follow up with an offer to add value.

This gives you an opportunity to establish credibility and trust with your prospect. Once you've given them a  
positive experience, they'll naturally form a high opinion of you.

RESPONSE
Really? That's very interesting, thank you very much for sharing that. With over 700 customers in 43 states, I can 
gladly put you in touch with any one of them who will certainly tell you otherwise. More to the point, any of these 
customers will tell you that in the rare instance that they've had an issue with our equipment, we have resolved it 
extremely quickly.

In fact, our superior customer service is one of the key differentiators for us in the industry. We're in a pretty 
unique position, we a successful company owned by an even larger, more successful one. That means our  
customers get all of the attention and services that comes from working with a smaller company but they get the  
enjoy the resources and security that can only be offered by a large company.

OBJECTION FOUR
We already have our an electronic monitoring vendor.

INSIGHT
This is a blessing in disguise. The prospect already saw a need and identified a solution; much of the time you'd 
need to educate them about the value of EM has already been done. Now you can spend your time doing the one 
thing you'd have to hold off on with a prospect who hasn't recognized their pain yet—talk about our solutions.

Just because a prospect is working with a competitor doesn't mean they're happy with them. Probe into the  
relationship and pay special attention to complaints that could be solved with our solutions.

RESPONSE
Excellent, that's great to hear. Like you, we're obviously big advocates for the use of EM programs to better man-
age offender populations. What was it that made you chose [vendor name]? If you would, tell me about the things 
that are working well with your EM program. What are the things you wished worked better? Let me briefly tell 
you about how our solutions are different.

COMMON OBJECTIONS
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Is there a role for the products and services we offer at large-scale 
prison facilities?

Absolutely.

Indeed, for those of you focused on sales opportunities that are related 
to the activities that occur inside a facility, MONITORINGSOLUTIONS 
allows you to cast a wider net by asking this one question:

If your client or prospect has offenders operating outside their facility—
for any extended amount of time—they must have an effective way to 
manage those offenders.

Our electronic monitoring solutions allow DOC personnel to effectively and 
efficiently manage offenders participating in programs that require them to  
operate outside the prison facility, including:

▶	 Work Release Programs

▶	 Substance Abuse Recovery Programs

▶	 Off-Site Medical Treatment

▶	 Re-Entry Programs

Do you have a work release program?

YES.
If your client or prospect answers YES to this question, a response 
like this will create an excellent cross-selling opportunity for you:

“I’d like to introduce you the experts from our Monitoring Solutions division. They 

specialize in solutions that will help you manage the offenders who work outside 

your facility—without increasing the workload for your staff.”
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SMS STANDARD CONTRACT COOPERATIVE  CONTRACT

Also known as our Lease and Service Agreement.

Our Standard Contract details every aspect of our 
relationship with a customer:

▶	 Available Products

▶ 	 Training Services

▶ 	 Payment Terms

▶ 	 Shipping Details

▶ 	 Contract Duration 
Typically 1 to 5 years although we prefer  
contacts of 2+ years as a minimum

▶ 	 Contract Renewals
	Automatically renew for 12 months after initial 

term unless notice given 90 days before end of 
current term,
—OR—

	 Automatically renew for succeeding one-year 
terms on each anniversary unless terminated 
by either party upon 30 days written notice

The Cooperative Purchasing Venture (CPV) allows 
members to purchase goods and services under  
contracts established by the state of Minnesota.

Contract Benefits
▶	 Reduces or eliminates time needed to research 

product specifications

▶	 Enhances and simplifies product selection

▶	 Attains maximum value

▶	 Minimizes time identifying new vendors

▶	 Decreases or eliminates the time and expense 
required to award, process and maintain a contract

▶	 Membership is free

▶	 Eliminates the need to conduct a competitive 
procurement (RFP) process

▶	 Contract term is through September 30, 2021 with an 
additional year extension to September 30, 2022

▶	 Additional products and services are available via a 
companion agreement

CPV Website
▶ 	 http://www.mmd.admin.state.mn.us/cpvfaqs.htm
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The National Association of State Procurement  
Officials (NASPO) is a non-profit association that helps its procurement 
professional in the public sector effectively manage and maximize their 
resources.  

NASPO ValuePoint is a cooperative purchasing program designed  public 
procurement solicitations and agreements using a lead-state model.

Law enforcement and community corrections agencies across the  
country use the NASPO ValuePoint Cooperative Purchasing Master  
Agreement No. 00212 Electronic Monitoring of Offenders, to streamline the 
buying process for electronic monitoring hardware and services.

NASPO ValuePoint EM Contract Overview
▶	 Contract Term
	 Contract is extended through May 31, 2023

▶ 	 View/download the contract here: 
https://www.naspovaluepoint.org/portfolio/ 
electronic-monitoring-2013-2022/

NASPO RESOURCES

▶	 NASPO Websites
	https://www.naspo.org

	 NASPO Procurement University 
https://www.naspo.org/procurement-u/

	https://www.naspovaluepoint.org
	 NASPO Master Agreements
	 NASPO Pricing Schedule
	 NASPO Mobile APP

▶	 2018 Survey of State Procurement Practices 
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 = NASPO State Participating Addendum = NASPO Participating Entity Addendum
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PRIMARY FACTORS TERRITORY SPECIFIC EXAMPLES

AGENCY FOCUS

▶	 Pre- or Post-Conviction Management
▶	 Parole or Probation
▶	 Facility Type

DEMOGRAPHICS

▶	 Population Size
▶	 Facility Size
▶	 Population Type

SOLICITATION PROCESS

▶	 NASPO Participant
▶	 Regional Cooperative Participant
▶	 Want to Avoid Bid Process

DEMOGRAPHICS

▶	 Counties with a city of 50,000+ population
▶	 Counties with population of 200,000+
▶	 Adult vs. Juvenile

DEAL SIZE

▶	 Lease Minimum
▶	 Existing Minimum in Place 
▶	 Growth Potential

COMPELLING REFORM

▶	 Legislative
▶	 Institutional
▶	 Social

DEAL SIZE

▶	 20 to 50 New Unit Minimum
▶	 35+ Units Currently Deployed
▶	 Need to Expand Existing Program (e.g., Alcohol)

COMPELLING REFORM

▶	 Bail Reform Legislation
▶	 Probation Reform Legislation
▶	 Reduction/Decriminalization of Felonies

AGENCY FOCUS

▶	 Pretrial Release Programs
▶	 Work-Release Programs
▶	 Community Corrections Re-Entry Programs

SOLICITATION PROCESS

▶	 Request for Proposal (RFP)
▶	 Cooperative Purchasing Agreement
▶	 Pilot Program

CUSTOMER STATUS

▶	 Prospect
▶	 Existing/Former
▶	 Securus Technologies Affiliation

CUSTOMER STATUS

▶	 Former Customers (Why Change/Why Now?)
▶	 Existing Customer (Program Expansion)
▶	 Existing Securus Customer (Cross-Sell)

MOTIVATION LEVEL

▶	 Pain Awareness
▶	 Buying Stage

MOTIVATION LEVEL

▶	 Compelling Event Has Occurred
▶	 Budget for Program Already Approved
▶	 High Level of Dissatisfaction with Vendor
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DEMOGRAPHICS
▶	 Typical age is between 40-50 years old

▶	 Position held by near-equal number of men 
and women

▶	 Likely to originate from the county or state in 
which their agency resides

▶	 Likely to be established in their community and 
have strong relationships with many people in law 
enforcement, community corrections and 
the courts

EDUCATION
▶	 At a minimum, they have earned a bachelor's 

degree (often in criminal justice or related field)

EXPERIENCE
▶	 7-10 years of agency experience

▶ 	 10-20 overall experience in public safety

KEY IDENTIFIERS
▶	 Serious in their demeanor

▶	 Prefers communication that is direct, to the point, 
and brief

▶	 Best Way to Communicate
	 Method of communication depends on per-

sonal style (i.e., face-to-face, video, email, etc.) 
but is well known to direct reports (coach or 
champion)

	 To be effective, all communication should be 
fact/data driven

PRIMARY GOALS

▶	 Focus on running an effective and “successful” 
program while having a positive impact on the 
community they serve

▶	 Stay within budget and developing/maintaining  
cost-effectiveness

CHALLENGES

▶	 Budget constraints, lack of fiscal and human  
resources 

▶ 	 Maintaining positive performance and outcome 
levels while—at the same time—making the case 
for budget increases for much need fiscal and 
human resources

▶ 	 Maintaining positive staff morale

▶	 Being held accountable to stakeholders for 
solutions chosen and outcomes achieved

▶	 Meeting ever-changing public expectations

PAIN

▶	 Reductions in staff and/or budget resources

▶	 High-profile program failures 

▶	 Unfavorable press coverage causing negative  
public perceptions

▶ 	 Unrealistic expectations from the public

▶	 Outside political pressures

▶	 Resistance to change by staff

▶	 Vendors failing to meet expectations

GOVERNMENT EMPLOYEE
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ELECTED OFFICIAL

DEMOGRAPHICS

▶	 Typical age is between 40-50 years old
▶	 Likely to originate from the county or state in 

which their agency resides
▶	 Well established in their community and have 

strong relationships with many people in law  
enforcement, community corrections and 
the courts

EDUCATION

▶	 Experience valued over education 

EXPERIENCE

▶ 	 10-20 overall experience in public safety

KEY IDENTIFIERS

▶	 Politically savvy

▶ 	 Personal agenda may supersede agency needs

▶	 Party affiliation

▶	 Serious in their demeanor

▶	 Best Way to Communicate
	 Establish relationship with gatekeeper(s) for 

better access

	 To be effective, all communication should 
clearly demonstrate how your solution will 
benefit them

	 Method of communication depends on  
personal style, but is well known to direct  
reports

PRIMARY GOALS

▶	 Re-Election

▶	 Real or perceived focus on running an effective 
and “successful” program and having a positive 
impact on the community they serve

▶	 Creating continuous "wins" (legitimate or  
otherwise) that bolster positive public perception

▶	 Being perceived as "tough on crime"

▶	 Earn political capital to increase budgets,  
personnel, and elevate department profile

CHALLENGES

▶	 Meeting ever-changing public expectations and the 
mercurial nature of public opinion

▶	 Opportunistic political rivals

▶	 Being held accountable to politicians and public 
stakeholders for solutions chosen and outcomes 
achieved

▶ 	 Maintaining staff loyalty

▶	 Budget constraints, lack of fiscal and human  
resources 

▶ 	 Maintaining positive performance and outcome 
levels while—at the same time—making the case 
for budget increases for much need fiscal and 
human resources

PAIN

▶	 Outside political pressures

▶	 High-profile program failures 

▶ 	 Unrealistic expectations from the public

▶	 Unfavorable press coverage causing negative  
public perceptions

▶	 Resistance to change by staff

▶	 Reductions in staff and/or budget resources
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POLITICAL APPOINTEE

TARGET PERSONAS

DEMOGRAPHICS

▶	 Typical age is between 40-60 years old

▶	 Likely to have existing relationship with the elected 
official who appointed them to office

▶	 Likely to have strong ties to the community

▶	 May be relatively unknown to law enforcement and 
community corrections

EDUCATION

▶	 At a minimum, a bachelor's degree

▶	 Likely to have an advanced degree

EXPERIENCE

▶	 Likely to have experience managing a government 
agency

▶ 	 Likely to have experience or education in law  
enforcement or corrections

KEY IDENTIFIERS

▶	 Likely to be politically savvy

▶ 	 Personal agenda may supersede agency needs

▶	 Allegiance to political party and/or elected official 
or governing board that appointed them to post

▶	 Careful decision maker; cautious when taking action

▶	 Serious in their demeanor

▶	 Time is limited and extremely valuable, prefers 
communication that is direct and to the point

▶	 Best Way to Communicate
	 Establish relationship with gatekeeper(s) for 

better access
	 To be effective, all communication should 

clearly demonstrate how your solution will 
benefit them

	 Method of communication depends on  
personal style, but is well known to direct  
reports (coach or champion)

PRIMARY GOALS

▶	 Execute political agenda set by the politician who 
appointed them

▶	 Creating continuous "wins" (legitimate or  
otherwise) that bolster positive public perception

▶	 Avoid high-profile program failures 

CHALLENGES

▶	 Balancing agency demands with political agenda

▶	 Being held accountable to politicians for solutions 
chosen and outcomes achieved

▶	 Balancing public demands with political agenda

▶ 	 Unrealistic expectations from the public and the 
mercurial nature of public opinion

▶	 Outside political pressures

▶	 Opportunistic political rivals

▶	 Budget constraints, lack of fiscal and human  
resources 

▶ 	 Maintaining positive performance and outcome 
levels while—at the same time—making the case 
for budget increases for much need fiscal and 
human resources

▶	 Resistance to change by staff

PAIN

▶	 High-profile program failures
▶	 Unfavorable press coverage causing negative  

public perceptions
▶	 Reductions in staff and/or budget resources
▶	 Resistance from career public servants
▶	 Vendors failing to meet expectations
▶	 Resistance to change by staff
▶	 Reductions in staff and/or budget resources
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ACTIVITY METRICS

ACCOUNT EXECUTIVE ACTIVITY PERFORMANCE METRICS (TARGETS) SALES CADENCE

▶ 	 Research Agencies

▶ 	 Build Target Lists of Contacts

▶ 	 Develop + Execute Account Plans

▶ 	 Cold Call Leads + Prospects

▶ 	 Call Planning (Ahead of Each Call)

▶ 	 Discovery + Follow-Up Phone Calls

▶ 	 Email Communication (Introduction + Follow-Up)

▶ 	 Travel

▶ 	 Conduct On-Site Customer Visits

▶ 	 Attend Conferences + Industry Events

▶	 Compile Customer Metrics Based on Outcomes

▶ 	 Prepare + Present Proposals

▶ 	 Presentations Answering Why Change + Why Now

▶ 	 Contract Preparation + Execution

▶ 	 Account Transition Planning

▶ 	 Continuing Education (In-person + Virtual)

CALLS + CONVERSATIONS
▶	 10 Per Week

VIRTUAL OR IN-PERSON MEETINGS
▶ 	5 to 10 a Month
▶ 	50 Percent First-Time Meetings

CONFERENCE ATTENDANCE
▶ 	1 to 4 Per Quarter

OPPORTUNITIES
▶ 	3 Per Month

NEW CUSTOMERS
▶ 	9 Per Year (Minimum)

AVERAGE DEAL SIZE
▶ 	$35,000 Per Contract (Minimum)

Weekly

▶	 Account Executive Team Development Meeting 
(Bi-Weekly)

▶ 	 All Hands Sales Meetings 
(Alternating Bi-Weekly)

▶ 	 One-on-Ones Sales Management Meetings
	 Deal Review
	 Activity Review
	 Joint-Planning

Monthly

▶ 	 Pipeline Review
▶ 	 Forecast Review
▶ 	 Target Account Progress
▶ 	 Commission Report Reviews

Quarterly

▶ 	 Quarterly Business Reviews (QBRs)
▶ 	 Target Account Adjustments
▶ 	 Commission Payments
▶ 	 Calendar Planning
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DAY FOR SCHEDULE OF ACTIVITY

Call 1 + Voicemail

Send Email Follow-Up

Send LinkedIn Request

Call 2 - No Voicemail

Video Email (Vidyard)

Call 3 + Voicemail

Text Message (SMS)

Call 4 - No Voicemail

Send LinkedIn InMail

Call 5 + Voicemail

Send Email Follow-Up

SALES CADENCE EXAMPLES

ACTIVITY

DAY 5

•
•

•
•

•
•

•
•

•
•

DAY 1 DAY 2 DAY 3 DAY 4 DAY 7 DAY 10 DAY 13 DAY 17 DAY 21 DAY 23EXAMPLE 1

DAY 1 DAY 2 DAY 3 DAY 4 DAY 7 DAY 10 DAY 13 DAY 17 DAY 21 DAY 23EXAMPLE 2 DAY 5

Call 1 + Voicemail

Call 2 - No Voicemail

Send LinkedIn Request

Call 3 + Voicemail

Send Email Enticement

Send LinkedIn InMail

Outcome-Focused Email

Call 5 + Voicemail

•
•
•

•
•

Text Message (SMS) •
Call 4 + Voicemail •

•
•

•
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U.S. Operations
1838 Gunn Highway
Odessa, FL 33556
P| 813 749 5454
https://www.attentigroup.com

6265 Gunbarrel Avenue, Suite B
Boulder, Colorado 80301
P| 800 241 2911
https://www.bi.com

U.S. Operations
1964 Bayshore Blvd., Suite B
Dunedin, FL 34698
P| 844 283 3487
https://www.buddi.us

PRODUCT OFFERING PRODUCT OFFERING

GPS TRACKING EM PLATFORM
+ MOBILE

COMPANY OVERVIEW COMPANY OVERVIEW COMPANY OVERVIEW

MARKET POSITION MARKET POSITION MARKET POSITION

Significant player in the U.S. EM space. Privately 
held company with a 21-year (cumulative) history 
as a provider of extremely competitive EM hard-
ware and software solutions.

Largest player in the U.S. EM space. BI works with 
900+ federal, state and local correctional agencies 
located in all 50 states and is the sole provider of 
monitoring services for the U.S. Department of 
Immigration and Customs Enforcement (ICE).

Relative new-comer to the U.S. EM space. Buddi 
has staked its claim in the U.S. by introducing the  
smallest and lightest GPS device in the U.S.  
market. Although not without controversy, Buddi 
has become competitive in the eastern U.S.

▶	 True Global Presence
	 30+ Countries
	 400 Programs Worldwide

▶	 Substantial U.S. Presence
	 Federal, State and Local Contracts

▶	 OEM Manufacturer (56 Patents)

▶	 Largest provider of EM equipment + services in 
the North American market

▶	 Serving 1,400+ correctional agencies in the 
U.S., Puerto Rico, Guam, Canada and Europe

▶	 OEM Manufacturer

▶	 Buddi's technology is used by 80+ percent of  
local authorities in the U.K., as well as  
government customers around the world

▶	 Focus on innovation through smartphone and 
wrist-worn location/tracking technologies

▶	 OEM Manufacturer

▶	 Founded in 1993 as Dmatek (Israel)
▶	 Became Elmo-Tech in 2000 (U.S.)
▶	 Purchased by 3M as ProTech in 2010 (U.S.)
▶	 Purchased by Apax Partners in 2017 (U.K.)

HISTORY

PRODUCT OFFERING

GPS TRACKING RF MONITORING MONITORING
CENTER

EM PLATFORM
+ MOBILE

CHECK-INALCOHOL
MONITORING

GPS TRACKING RF MONITORING MONITORING
CENTER

EM PLATFORMALCOHOL
MONITORING

▶	 Established in 1978
▶	 Acquired by private prison facility and  

rehabilitation giant The GEO Group in 2011

HISTORY

▶	 Founded in 2005 in the U.K. by serial  
entrepreneur Sara Murray

▶	 Expected 2021 IPO in the U.K. with a valuation 
to top £500m on London Stock Exchange

HISTORY
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5th Avenue Station
200 E. 5th Avenue, Suite 100
Naperville, IL 60563
P| 877 260 2010
https://trackgrp.com

1290 N. Hancock St., Ste. 103
Anaheim, CA 92807-1925
P| 800 589 6003
https://www.sentineladvantage.com

1241 W. Mineral Avenue
Littleton, CO 80120
P| 303 989 8900
https://www.scramsystems.com

MARKET POSITION

COMPANY OVERVIEW COMPANY OVERVIEW

MARKET POSITION

COMPANY OVERVIEW

MARKET POSITION

Leader in Alcohol monitoring space. Innovator 
and patent holder on proprietary trans dermal 
alcohol monitoring technology. Solidified position 
in alcohol monitoring by merging with the leading 
builder ignition interlock devices in the U.S.

▶	 Sole source for trans dermal solution in U.S. 
and international markets

▶	 Dominant in alcohol monitoring; growing  
market share in EM

▶	 Strong sales and marketing efforts have 
created high name recognition in courts and 
community corrections

Sentinel is legacy provider of EM hardware and 
software solutions. An early innovator using the  
offender-pay model, the company has since 
moved its focus to community-based facilities that 
provide an array of re-entry services for offenders.

▶	 Provider of comprehensive tracking and  
monitoring hardware, software and services

▶	 Strong field customer service
▶	 Hardware is now outsourced; SCRAM partner
▶	 Market share diminished over last decade

Notable player in the U.S. EM space. Track Group 
offers a tracking devices, monitoring services and 
data analytics capabilities to both the U.S. and 
international offender management markets.

▶	 Provider of comprehensive tracking and  
monitoring hardware, software and services

▶	 Smartphone-based Domestic Violence program 
▶	 Equipment manufactured in China and  

assembled in U.S. (12 U.S. Patents)

▶	 Founded as SecureAlert in 1995; IPO in 2010; 
dba TrackGroup in 2015

▶	 Publicly Traded Company (OTCQX:TRCK)
▶	 Acquired EM Platform, Alcohol Monitoring and 

Analytics Platform in 2014

HISTORY

GPS TRACKING RF MONITORING MONITORING
CENTER

EM PLATFORMALCOHOL
MONITORING

▶	 Founded in 2003 as Alcohol Monitoring Systems
▶	 Entered GPS market in 2013
▶	 In 2021 merged with U.S.-based LMG Holdings,  

manufacturer of ignition interlock devices

HISTORY

GPS TRACKING RF MONITORING MONITORING
CENTER

EM PLATFORMTRANS DERMAL
ALCOHOL

CHECK-IN

▶	 Founded in 1993
▶	 Innovator of the offender-pay model
▶	 Recent change in ownership to equity partner

HISTORY

PRODUCT OFFERING

GPS TRACKING RF MONITORING MONITORING
CENTER

EM PLATFORM
+ MOBILE

CHECK-INALCOHOL
MONITORING
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SUCCESS STORY Electronic Monitoring Program
Northern California

SMS is helping agencies 
create safer communities  
through their EM Programs

Responsible for managing an ever-growing 
number of offenders on probation, agencies 
are turning to our Solutions+ program for 
help in getting officers back to spending their 
time on what’s really important

“The impact of using the Solutions+ program was felt almost 

immediately. By embedding an employee within the agency, we 

allowed an officer to move back to managing an offender case-

load full-time. In short order, we helped eliminate a backlog of 

enrollment appointments and now the agency is able to process 

enrollees as soon as they walk in the door. Ultimately, we  

created greater efficiencies that helped their EM and pre-trial 

programs grow  substantially in a short time.”

Dave DeGeorge
Securus Monitoring Solutions

CUSTOMER
Alternative Sentencing Division | EM Program
Location: Northern California

CHALLENGES
▶	The time of a sworn officer was required to be split 

between case management duties and managing the 
day-to-day administrative needs of the EM platform

▶	 Reduction in available staff:
	 Increased caseload size for remaining probation 

officers affecting the overall effectiveness of the 
program

	Created an appointment backlog of enrollees that 
had come directly to the agency after a court  
appearance and had to be turned away and  
rescheduled 

	 Enrollees that are turned away overwhelming fail to 
return for rescheduled enrollment appointments

SOLUTION
The agency turned to Solutions+  for comprehensive  
administrative support of their electronic monitoring 
program

BENEFITS
▶	 Addition of Solutions+ personnel to provide  

comprehensive administrative support of their EM 
platform freed up a sworn officer to focus on  
managing their offender caseload full-time

▶	 Offenders are now enrolled in the program as soon as 
they walk into the agency

▶	 Removal of equipment for enrollees that have  
completed the program are now completed on schedule

▶	 Solutions+ personnel is now a valued staff member and 
has become the subject matter expert for the agency on the 
EM platform
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SUCCESS STORY 

Orange County turned 
to SMS to create better  
tools for monitoring 
their offenders 
One of the first probation departments in the  
country to bring their electronic monitoring services 
in house, Orange County Probation turned to 
Securus Monitoring Solutions to develop custom 
monitoring tools needed to meet their specific needs

“When we decided to create our own in-house electronic 

monitoring center, we evaluated a significant number of  

vendors to help develop the tools we needed to be successful. 

Securus Monitoring Solutions was head and shoulders above 

everyone else. Over the last decade, we have grown far  

beyond the typical customer/vendor relationship.”

Steve Sandavol, Deputy Director
Orange County Probation Department

CUSTOMER
Orange County Probation Department | Orange County, CA

CHALLENGES
▶	Sworn officers are required to devote valuable time 

away from their case management duties to managing 
the day-to-day administrative needs of the EM platform 

▶	 Overload of probation officers created negative impact 
on moral and the overall effectiveness of program

▶	Limited personnel meant real-time monitoring of 
offenders occurred during daytime operational hours 
only

SOLUTION
Orange County Probation created in-house electronic 
monitoring center to provide 24/7/365 monitoring of  
probation population. Agency turned to Securus  
Monitoring Solutions to develop the electronic  
monitoring software to meet their specific electronic 
monitoring needs.

BENEFITS
▶	 Custom electronic monitoring platform allows dedicated, 

non-sworn staff to provide 24/7/365 management of the 
electronic monitoring program

▶	Sworn officers moral greatly improved as they are able 
to focus their full-time effort on managing offender 
caseloads

▶	 Full-time EM staff now provides court testimony as the  
subject matter experts for the agency on the EM platform
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IT’S NOT ABOUT YOURULE 1

BEST
PRACTICES

HARD TRUTHS
Customers do NOT care 

what you do, how much 

you love your company or 

your product, or how long 

you’ve been in business.

•  •  •

They want to 

know what’s in 

it for them.

Good things happen when we engage the customer’s heart and mind by leading with issues 
they care about, and bad things happen when we don’t. It’s that simple.

MAKE THE SHIFT from self-focused diatribes that NO ONE cares about TO outcomes WE  

HAVE PRODUCED for customers.

Begin with a statement that creates a BRIDGE into talking about the issues we address and the  
outcomes we achieve for our customers:

1. 	[Customer Type] turn to Securus Monitoring Solutions when…

2. 	[Position Type] looks to Securus Monitoring Solutions when...

3. 	Securus Monitoring Solutions helps [Customer Type] who…
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BRIDGE
STATEMENTS
IN ACTION

SCENARIO BRIDGE STATEMENT

You’re conducting a discovery meeting with a DOC 
program administrator.

“Community corrections agencies from 
across the country turn to us when they want to radically 
improve how they manage their low-level misdemeanant 
offender populations.”

You’re introducing yourself to a sheriff at a regional 
association conference.

“We provide Sheriffs just like you with turnkey 
pretrial monitoring programs that dramatically reduce 
overcrowding in their local jails.”

Someone asks, “So, what do you do?” “We partner with law enforcement and  

community corrections to assist in their efforts 
to make the communities they serve safer while creating 
better outcomes for the offenders they manage.”

Your prospect says, “We need an EM program and 
don’t have the time/resources to go through an 
RFP process.”

Procurement officers from all 50 states  
routinely turn to us when searching for existing contract-
ing vehicles that will allow them to quickly implement an 
electronic monitoring program.

B E ST  P R A C T I C E S
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BEST
PRACTICES

KNOW YOUR EMAIL COLDRULE 2
1.	 The Subject Line Matters 

A subject line needs to sincere AND catchy or your email will end up in the trash. A concrete and concise  
subject line will single you out from the crowd and get you noticed. Keep the subject line under 50 characters. 
No need to tell the entire story there—use even a single word if possible.

2.	 Make it Personal, Make it About THEM 

Focus on the customer instead of writing about yourself (we’ve been over this, it’s not about you).  Show  
intent to help solve the recipient’s problems and needs, not your own. Your prospecting email should get 
right to the point and focus on THEM, not your offer.

3.	 Keep it Short and Be Specific 

You can’t say everything you want in one email, so don’t even try. Keep your emails short. Try to say  
everything you have to say in 4 to 5 sentences, max. Anything beyond that and you’re going to start seeing 
your response rates decline. DO NOT attach any documents.

4.	 Write Like You Talk 

Try to read it out loud before you send it, just to see how it sounds. You might even want to act like you 
are face-to-face with them. If it sounds strange, make some tweaks.

GET THE MOST 
OUT OF YOUR 
COLD EMAILS
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5.	 Personalize What You Can 

Referencing another agency name or referral is 
always good—referencing their industry  
(sheriffs, probation vs jailers) can be enough if 
you’re providing something of value. When  
sending an individual email (as opposed to an 
email list), it’s a good idea to include more  
personalization in your email.

6.	 Close with a Question 

Include a clear call to action. Let people know 
exactly what you expect from them. Close your 
cold email with a question that leads to the next 
logical step in the sales process.

7. 	 INCLUDE All YOUR Contact Info 
in EMAIL Your Signature 

Your email signature needs to include your  
business address. This is a non-negotiable. 
Always include a phone number, if for no other 
reason than to help build trust and credibility.

8. 	 Include a P.S. 

For the P.S. you can ask if you should speak to 
someone else: P.S. If you aren’t the right person 
to contact about this, please let me know!  Many 
people will read the P.S. before the read your 
closing question so it might be a good idea to 
reference the call to action that’s similar to the 
primary one in your email.

COLD EMAIL EXAMPLES

THE COMMON GROUND EMAIL
Research the prospect online. Look for mutual interests,  
hobbies, or acquaintances. You could discover common 
ground and a reason to reach out.

SUBJECT
Bill, Sgt. Johnson suggested that I reach out to you.

MESSAGE
Good Morning Bill,
It would be really valuable to get your perspective on 
not only the challenges faced by you and your staff, but 
to hear firsthand how you believe those challenges can 
be overcome.
Do you have 30 minutes to share your perspective?
Best,

P.S.	 Sgt. Johnson mentioned your experience working 
with juveniles and I would love to hear about that 
as well.

THE PROBLEM SOLVER EMAIL
Prospects want guidance and advice on how to tackle a 
problem. Tailor your email that way to get their attention.

SUBJECT
John, want remove the GAPS in your cellular coverage?

MESSAGE
Hi John,
Many of our customers have experienced the same 
challenges to managing offender populations that you 
detailed in your recent LinkedIn post.
Our experience has taught us that this challenge can be 
overcome when agencies tackle these core issues:
• 	 Allow supervising officers to concentrate on those  

offenders that require the most supervision, and;
• 	 Automate the management of low-risk offenders 
John, agencies from across the country turn to us to 
help solve the challenges of managing offender pop-
ulations. Is this something that would benefit you and 
your team?
Best,

THE GIVER EMAIL
Few people will turn down a free offer. Focus on a give-
away, whether it’s an eBook, a free trial, or a free  
evaluation. The more exclusive or insightful the offer, the 
more valuable it will be perceived by the client.
SUBJECT

Want More from your EM Program, Steve?
MESSAGE

Good Morning Steve,
We work with agencies just like yours from across the  
country to help maximize the results of their electronic 
monitoring program. 
It would be our pleasure to provide you with compli-
mentary comprehensive review of your EM program 
and help you identify areas that can be optimized with 
little or no impact to your agency resources.
Is this something you would be interested in?
Best,
P.S.	 There’s no obligation here—I encourage you to 

take advantage of this offer!

THE NO NONSENSE EMAIL
Sometimes a straightforward message will drive a sale.

SUBJECT
Hi Jim, What are Your Thoughts on Our BLUtag Solution?

MESSAGE
Jim,
Now that you’ve had our BLUtag devices for a three-
month trial, I want to confirm with you that you and 
your staff are experiencing the impacts we discussed, 
namely:
1. 	More accurate GPS tracking and no loss of GPS data 

due to cellular network gaps;
2. 	A significant reduction in the number of false tamper 

alerts that had been plaguing your staff, and;
3. 	Seamless integration between BLUtag and our  

VeriTracks EM platform.
What are next the steps to get a contract in place so 
your entire team can take advantage of BLUtag?
Best,
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BEST
PRACTICES

RULE 3
USE A HEADSET IN CROWDED SPACES

When you don’t have access to a quiet space, use a headset so you and your colleagues can focus on 
what matters most: THE MEETING. Although you can conduct a video call from virtually anywhere, 
oftentimes background distractions cause problems. Wearing a headset in noisy, crowded spaces 
can help eliminate distracting echoes and help the other participants hear you more clearly. 

MUTE YOURSELF WHEN YOU’RE NOT SPEAKING

If you’re in a loud area and you don’t have access to a headset, one best practice is to mute  
yourself when you are not speaking (especially if you are on a call with more than two participants). 
This will significantly reduce background noise for everyone on the call. Don’t forget to turn on your 
camera.

AVOID USING WINDOWS AS A BACKDROP

Windows are wonderful for adding natural light to your office, but when used as back lighting on a 
video call, they can negatively impact the quality by giving you a harsh silhouette effect. Whenever 
possible, try sitting with your back to a wall rather than a window or try lowering the shades.

BE A VIDEO CONFERENCING PRO
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RULE 3 BE A VIDEO CONFERENCING PRO
LET EVERYONE KNOW THE CONFERENCE IS BEING RECORDED

Recording online meetings usually leads to fewer side conversations and tends to allow teams to  
progress through their agendas more smoothly. Just make sure you let your colleagues know before 
you start recording a video call and share the recording with anyone who was attending.

THE HUMAN ELEMENT

Just like talking face to face or through chat, video conferencing is just a normal part of your everyday 
workday. It isn’t rocket science—video technology is just another way you can communicate with people 
at the office. Put your best foot forward and focus on your meeting and your colleagues, not how you 
look on camera.

PRACTICE PROPER ETIQUETTE

While video conferencing makes you feel like everyone is in the same room, avoid turning your back to  
your camera or block the view of the camera for “far-enders.” Look into your camera, not at another  
screen. Obviously, don’t chew, eat or slurp while on a video call. And remember to always say good-bye to 
the participants as you would to anyone else before leaving a meeting—it’s just common courtesy!
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RULE 4 QUALIFY YOUR OPPORTUNITIES

What is a sales opportunity, and when do you know it’s not a lead anymore? When do you create an opportunity from a target account?

There is no single, universal definition. However, it’s essential to clarify what it means to us because the concept of an opportunity  
impacts our sales process, our ability to qualify, our forecast accuracy, and our alignment with marketing.

An excellent qualification process helps us identify critical gaps in customer knowledge or relationships early in the sales cycle. This  
prevents sellers from spending valuable time on deals that will never close.

A sales opportunity is a qualified prospect or target who has a high probability of becoming a customer. An opportunity should have a pain 
point our product can solve and an interest in the offering. Salespeople should ensure the opportunity is a good fit for what they’re selling.

Even a brand-new sales rep knows that a sales opportunity is when you are working with a qualified prospect who has a good chance of 
becoming a customer. But what does qualified mean, and how do you know the chance of a deal not being what we imagined? After all, 
typically, only 15 to 25 percent of B2B sales opportunities become deals, and in our industry, we should have a win ratio of about 25 percent.

The true starting point of an opportunity 
is when the selling process BEGINS. 
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QUALIFY YOUR OPPORTUNITIES

This might seem like a picky point, but the definition of opportunity at our 
company has a significant bearing on forecasting accuracy. If each rep has a different 
conception of what entails an opportunity, we’ll move leads through the Salesforce 
sales stages at wildly varying paces.

With such inconsistency across our sales team, projecting revenue will have no  
accuracy—so we need to know the sales stages accurately and clearly to ensure 
deals are being categorized correctly. It’s also possible salespeople are taking  
shortcuts on the sales process because we might still don’t understand the value of 
accurate forecasting and believe that appearing to have more opportunities in the 
pipeline is better.

You’ve all heard of BANT, CHAMP, MEDDIC to qualify for opportunities; how-
ever, if you learn all the variables during your first call, you very likely have a deal. 
BANT is an old school of thought, and it didn’t help qualify opportunities at the 
right stage. CHAMP has been better; however, it’s still a guide to help you look for 
certain things important on every opportunity.

Challenges
Your prospect buys things because they have a challenge. If you have a solution for 
the challenges that your prospect is facing, then you have a real beginning of an 
“opportunity” and some potential to sell to this prospect. It is the first fundamental 
part of sales qualification, so it deserves the first spot in the modern sales qualifica-
tion acronym. A challenge is a need and a pain that your prospect has been dealing 
with. And you need to solve this challenge with your solution—only then you will 
get a sale.

Asking questions early in the selling cycle like, What are your agency’s biggest 
challenges that you’re dealing with and how have you been solving them so far? and 
What are your personal challenges when trying to do your job? help you gain the in-
formation you need to understand the nature and scope of the opportunity. These  
questions help you determine if our product represents the best fit for the defined 
opportunity in the later stages.

The best way to gain insight on your prospect’s pain or need (i.e., their challenge) is 
to ask them questions and listen carefully to their answers.

Challenge Questions

▶	What challenges is your agency facing and what problems do you need to solve?

▶	What is driving your interest in our solution?

▶	How long have you had this challenge or problem? What made you decide to 
solve this problem now?

▶	What objectives are you looking to achieve by solving this pain?

▶	What are the likely consequences if the pain is not solved?

The answers to these questions will enable you to determine whether our product 
or service is a match for your prospect. You’ll know you’re a match if you believe 
your product or service will satisfy the prospect’s needs.

Authority
Authority is not a blocker—it’s a call to action.

It is often the most misunderstood step in the lead qualification process. Many 
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sales reps believe that Authority means you should disqualify leads with  
low-influencing contacts. NOT the case! Authority means you must ask your 
prospect questions that help you map out their agency’s organizational structure.

It doesn’t matter if the initial contact on the lead has low authority—they can help 
you get an idea of who the decision-makers are. Who are the key influencers you 
need to get in touch with? Are they the director, the CPO, the sheriff, etc.? Your 
prospect has that valuable insight, and you as a sales rep just need to find out.

Once you know who the decision-makers are, it is your job as a salesperson to 
reach them.

Authority Questions
▶	 Who, in addition to yourself, is involved in making this solution happen at 

your agency?

▶	 How are purchasing decisions made for products like ours, and who is  
involved in looking at this solution?

▶	 Who, in addition to yourself, is the decision- maker with most clout? And  
next to that person, who is the next person? How important is it that they  
be on board with the decision?

▶	 What concerns do you think they may have? If they have any potential  
concerns, how do you think we should handle them?

▶	 Would it make sense for us to schedule a call together with them to answer 
any possible questions they may have?

▶	 Are you comfortable, perhaps before our next meeting, if I call (Name of 
Decision-maker/Influencer) to have a brief conversation? My experience has 

	 been that everyone in the organization is pretty aligned with the needs. 
Typically, everyone has a little bit of a different perspective on what they  
are looking for in a solution like this. That way, everyone will have input in 
this. And, by the way, if I get a different perspective from him/her, would  
you mind if I give you a call? I hope you all have a consensus as to what the  
solution should look like for our next meeting. Fair enough?

Money
Money is a critical factor in any buying decision. If your prospect can’t afford your 
product or service, you won’t be able to sell to them. Once you’ve qualified their 
challenges and needs, it is time to find out their expectations for the investment 
they’ll need to make to fulfill these needs. Have they set aside a budget to solve this 
challenge? If they don’t have the funds now for a new program, will they in the fu-
ture? What else are they spending money on? Now is also a good time to mention the 
typical ROI for your product or service to remind them why the investment is worth it.

BANT calls this Timing. And the timeline is a function of prioritization. When a pros-
pect says they need to solve this problem by their next board meeting in two weeks, 
what they’re really saying is this is a top priority. So, ask your prospect: how important 
is solving this problem relative to other priorities? What date or event is their priority 
attached to (end of month, end of quarter, by a certain event)? Is it a top priority for 
Q2, or is it a goal they want to solve at some point before the end of the fiscal year? If 
they don’t need a solution until the end of 2020, that means it is in a queue of other 
priorities. Find out what they are to get an idea of your prospect’s business plan.
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Prioritization Questions
▶	 Do you currently have a contract? If so, when is it due for renewal? Is there a 

cancellation fee? Does the current contract forbid you to engage in an  
additional agreement?

▶	 When were you planning on starting the implementation?

▶	 So when is the latest when you would want to make a decision? So, you want 
to have a decision made no later than two months. And ideally, when would 
you prefer to get this done?

▶	 So, what’s a realistic kind of time-frame that we should be targeting here? 
When would you like to have had the problem solved?

▶	 How important is this to you, and where does this stack up in terms of priority 
and urgency? What are some of the other priorities now?

▶	 Do you have the time and bandwidth to begin implementation now?

▶	 Would you like to hear about how other people I’ve worked with have imple-
mented plans like these? (If they are interested then it indicates that this is 
important and high on the list of priority and timeline)

Prioritization can also be related to how you are ranked relative to your  
competition. Here are questions that will help you find out:

▶	 Are you looking at or evaluating any other similar solutions to help you solve 
the problem?

+	 Where do we stack up in terms of functionality and pricing when compared to 
these other solutions you’ve been looking at?

▶	 What is your relationship like with your current vendor (if they have one)?

Final thoughts

Asking these CHAMP questions and listening closely is the key to correctly  
qualifying your opportunities. If you don’t ask questions with genuine interest while 
actively listening, then you will not successfully qualify them.

In addition to CHAMP, remember that to move the deal forward truly, it is critical 
to for you to understand the D or Decision Process (or Buying Process) and C or  
Competition (note that competition to you maybe simply status quo or  
complacency in which case there is a possibility that you haven’t gone through the 
Challenges discovery as well as you could have).

A good practice is to think of the CH as a Champion, from you first call you need 
to start identifying who will be selling internally on your behalf when you’re not 
present. It’s not merely an advocate, but having someone with a personal win,  
having enough influence in the organization, getting you all the information, and 
using all the information you provide.

Also, don’t forget that after you go through your CHAMP list and qualify, you 
should always have the next steps. Here are a few last questions that will help you 
with that:

▶	 Do you have a calendar, and what is the best date and time to schedule our 
next meeting?

▶	 Ideally, what would be the focus of our next meeting?

▶	 What would be the best way to get to you everything that you may need, such 
as customer references and other information about the solution as the right 
fit for you and so you feel comfortable deciding on the time-frame that you 
mentioned?
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Characteristics All Sales Opportunities  
Must Share

Pain
I think we can all agree that a lead needs to have some sort of pain (AKA need) 
before they can be converted into an opportunity. People generally buy to re-
duce pain, so if there isn’t pain, there probably isn’t a high likelihood of a sale.

However, your job is to identify that pain. Just because a prospect doesn’t  
explicitly express the pain to you out of his or her own volition doesn’t mean 
there is none. To be successful in sales, you need to develop the right  
qualification skills to bring that pain to the surface and pull it out of prospects  
by asking carefully crafted questions.

This goes for inbound leads as well. It’s great that a prospect called us, but that 
might just mean they want to learn more or being curious or putting a shopping 
list together. So you still need to qualify for pain before converting the lead into an 
opportunity.

Interest
The next thing I look for is interest. For example, the prospect might be aware of 
their problem, but does that mean they’re interested in solving it. Ask them how 
long they’ve had this problem. If they say it’s been around for 20 years, then why 
would they care to solve it now? They’ve lived with the issue a long time without 
being bothered by it. There is clearly little interest in solving it. Executives must 
pick and choose their battles, and the most acute pain will get solved first.

Fit
Let’s say you have a prospect who has a pressing need and a strong desire to 
solve the problem. Just one issue. They only use maximum for 3 people and 
very likely no potential for growth; A parent who wants to monitor their teenage 
kids; An RFP comes out, we don’t know much about the account, and we have 
only talked to procurement a few times. They’re looking for brick and mortar 
locations; An RFP comes out, we don’t know very well the account, we don’t have 
any relevant inside work, and we know procurement needs at least a few more 
respondents; A reseller calls in wanting to be our customer. However, we know 
they don’t want to commit to a minimum acceptable volume.

No, because they’re not the right fit for your offering. They might want to buy 
your product, but the salesperson shouldn’t sell it to them. Since the product 
and the prospect’s situation aren’t well aligned, it’s a recipe for an unhappy 
customer. And unhappy customers often take to online review sites to express 
their frustration.
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Conclusion
At Securus Monitoring Solutions, we will use MEDDIC as our long-term  
methodology for qualifying each stage of an opportunity. A qualified  
opportunity needs to meet the following criteria:

M-0 	 We yet don’t know the impact of the pain nor the solution

E-0 	 We yet might not know anything about the money flow

D-0 	 We yet might know very little regarding Decision Criteria, or how we will 
influence it

D-1 	 We yet might know very little regarding Decision Process, or how we 
will affect it. However, we know there’s a high interest and priority to 
solve the pain or improve the situation

I-1 	 We learned some of the pain, needs, desires of improvement that fit our 
solution

C-1 	 We have identified and initially tested our Champion
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RULE 5 CREATE WIN-WIN SITUATIONS

Balance on Sales Activities 
How to Navigate the Gives/Gets for a Win-Win

When it comes to negotiation, the goal isn’t winning the business.

What you want is a win-win

True negotiations are all about coming to a mutual agreement on something where both parties feel like they got  
something out of the deal.

Contrary to popular belief, you don’t “win” a negotiation by making the other person lose. Both parties need to give and 
get along the way. The more equal those gives and gets are, the healthier the relationship is and can become.

So let’s look at some smart ways you can negotiate a win-win.

Why a Win-Win Is So Hard to Achieve
The problem in sales is that we tend to be “givers.”

We give and give and give and expect one very large thing in the end as our “get” (i.e., signed contract). What’s more, we 
think we’ve earned it because we did everything they asked for.

by
JOHN

BURROWS
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However, if we give throughout the process without getting much in return, we con-
dition the client to treat us like a doormat. They end up having little respect for us 
towards the end, which is why they either keep asking for things (discounts) or they 
just flat out disappear on us and don’t even give us the courtesy of a callback.

We need to find a way to create and condition equality from the start of the  
relationship.

The good news is, there’s something else you can leverage that’s even more pow-
erful, and that’s a human condition called the Rule of Reciprocity. This rule 
effectively states that we (as humans) are all bound—even driven—to repay debts.

It works because we don’t like owing anyone anything.

If we give someone something, they actually feel obligated to give something in 
return. The sooner we ask for something in return, the easier it is for us to get—
largely because that feeling of indebtedness is still fresh.

By understanding all the gives and gets along the way and matching them up, we 
can know exactly what to ask for, and when, in order to move the deal through the 
pipeline to closure—or get out before it’s too late.

Outlining Your Gives and Gets
What does it mean when you give something and don’t get much in return?

If you keep giving, people keep asking for things. Whether it be free trials,  
discounts, add-ons, or other requests. If you continue to give the client what they 
are asking for, there is no respect in the relationship. The more equal you can keep 
the relationship, generally, the healthier it is.

On the flip side, if we get everything we want and don’t give much in return, the cus-
tomer may not be asking for anything. This disengagement can also be a cause for 
concern, because it could mean your customer is looking at other vendors.

Use this template for a response to a prospect request:

I am happy to do that. In order to get you exactly what you want, we are going 
to need __________.

Example

“I can give you the proposal, but can I get 10–15 on your calendars to make 
sure we get you exactly what you need?”

Another great method is to build a scorecard. This provides an easy way to map out 
the gives and gets.

There are a couple of methods you can use when implementing the scorecard:

▶	 Brainstorm what your client has asked of you during the sales process, whether 
that’s discounts, proposals, trials, etc. Prioritize them from 1–20, depending on 
the level of difficulty it would be to provide those items. Then link those requests 
to specific items that you want out of the process—and prioritize that list as well.

▶	 Keep track as you go through the sales process.

▶	 As you give something to your customer, add that into your scorecard. When 
they provide you something on your priority list, put that on the scorecard, as 
well.

▶	 Your goal is to keep the relationship balanced and equal.

▶	 The most important thing to get in the sales process is a defined next step. Don’t 
wait to get it. Ask for it.
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▶	 Next, send a summary email after every conversation, outlining what you both 
gained from the conversation. When you send it, ask the customer if they can 
take a look at it and let you know if it looks accurate or if you missed anything.

▶	 When the customer says they’ll make a final decision on Friday, schedule a call 
for Friday. Always maintain the forward momentum.

Don’t Jump to Discounting

Often, sales reps jump to discounting to speed up negotiations. Discounting has such a negative impact in so many ways, it’s 
worth putting it into perspective:

▶	 The average S&P 1000 company would suffer a 12.8 percent drop in profitability by giving a mere 1 percent discount, 
assuming no increase in volume.

▶	 Salespeople make a bigger deal about price than buyers do: Salespeople (8.3), Buyer (6.9).

▶	 Whoever feels the most pressure will make the most concessions.

▶	 Discounts kill credibility and create a negative perception of you and your solution.

▶	 Discounts set the stage for future discounts.

So, what’s the best way to combat discounting you ask?

Well, there are some negotiation and objection  
handling techniques that can help, but the best way I’ve ever come across is quite simple. Just have a BIG FAT PIPELINE.

The more legitimate, healthy deals we have in our pipeline, the less desperate we are to close deals, and the more confident 
we are in dealing with people who are trying to squeeze us.

BEST
PRACTICES
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Be Consciously Customer-Focused

We can also work more along the lines of the client’s buying cycle than our selling 
cycle. Too often we try to force a client into our buying cycle, which typically is 
driven by the end of the month or quarter. We all know sales should be about the 
client and not about us, so we need to do what we can to get them to buy when 
they’re ready to buy, not when we’re ready to sell.

This is why prospecting on a regular basis (every week) is so critical.

Spend 30 minutes a day prospecting in some way, shape, or form. It can be cold calls, 
direct emails, searching through LinkedIn, asking for referrals, whatever. Just do it.

If you’re sick of feeling cheap and using discounts to close all your deals, prospect 
every day to have a consistently full pipeline and see what happens to your confi-
dence and abilities to deal with discounting.

Achieving a Win-Win in Sales Negotiations

Below and right is a quick reference of the things that will help you  
managing the gives/gets of negotiation:

RULE OF RECIPROCITY
People have a natural 

inclination to repay debts

CONDITIONING
Nothing comes for free. 

Make sure to give and get.

KNOW WHAT TO ASK FOR
And know when to 

ask for it.

FOLLOW GOOD PROTOCOLS 
 PRE- AND POST-CONVERSATION
Get FIRM commitment(s) prior to 
scheduled meetings and ensure 

ALL decision-makers will be  
present. Send a call summary to 

each attendee afterward.

OBJECTIVE HEALTH 
MEASUREMENT

Be aware of the health 
of your accounts so 

you know which need 
nurturing and which 
are ready to close.

TIME MANAGEMENT
Know what accounts 

to focus on first.

COMMON LANGUAGE
Make sure to relate the  

conversation to the person 
with whom you are working.

STORY TIME
Know what stories to  
share and when it's 

appropriate to  
share them.

KNOW WHEN TO WALK AWAY
Know when a deal is dead 
and when to walk away.


