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Sales Methodology
Comparison Guide

A complete reference for all 12 modern B2B sales methodologies -- how they work, when to use them, which
pipeline stages they cover, and how to choose the right one for your team.
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How to Use This Guide

This reference is structured in three parts:

1. COMPARISON MATRIX -- all 12 methodologies on a single page across 6 dimensions
2. METHODOLOGY PROFILES -- a one-page summary for each methodology
3. SELECTION GUIDE -- how to choose the right methodology for your team and motion

What the Stage Numbers Mean

Pipeline stages follow the standard 7-stage revenue framework:

Stage 1 Prospecting / Outbound
Stage 2 Qualification

Stage 3 Discovery / Needs Analysis
Stage 4 Value Proposition / Demo
Stage 5 Evaluation / Proposal
Stage 6 Negotiation

Stage 7 Closed Won / Lost

How to Read the Comparison Matrix

Each methodology is scored across 6 dimensions. Use the matrix to quickly identify:
- Which methodologies are appropriate for your deal size and cycle length
- Which stages each methodology primarily applies to
- Which team type and seniority level each methodology suits
- How to layer multiple methodologies (e.g., MEDDICC for qualification + Challenger for messaging)

KEY INSIGHT
No single methodology covers the full sales cycle. High-performing teams layer 2-3 complementary methodologies: one for qualification
(MEDDICC/SPICED), one for discovery (SPIN/GAP), and one for late-stage execution (Challenger/JOI T)
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PART 1: COMPARISON MATRIX -- All 12 Methodologies at a Glance

Methodology Type Primary Stages Best Deal Size Team Level Key Strength

MEDDICC Qualification Stages 2-3 $25K+ ACV All levels Deep deal intelligence; removes forecast risk

SPICED Discovery Stages 2-3 Any ACV New & mid Forces urgency via Critical Event identification

Sandler Consultative Stages 1-3 Any ACV All levels Eliminates free consulting; mutual commitment discipline
GAP Selling Problem-Centric Stage 3 Any ACV Mid-senior Sells the gap, not the product; diagnosis before prescribing
SPIN Selling Discovery Stages 2-3 $10K+ ACV All levels Research-backed question sequencing; Implication depth
Challenger Sale Insight-Led Stages 3-4 $25K+ ACV Senior reps Teaches buyer something new; breaks status quo
Solution Selling Pain-Led Stages 3-4 $5K+ ACV New & mid Pain-to-vision structure; foundational consultative skill
Value Selling ROI-Led Stages 4-6 $75K+ ACV Senior reps Business case co-building; CFO-level value conversations
Cmd of Message Messaging Stages 3-4 $25K+ ACV All levels Consistent team-wide value language; 2-sided discovery
Conceptual Sell. Strategic Stage 3 $50K+ ACV Senior reps Understands personal wins; concept-first selling

Cmd of the Sale Acct Strategy Stages 2-5 $75K+ ACV Senior reps Maps all buying influences; systematic stakeholder nav
JOLT Effect Late-Stage Stages 5-6 Any ACV All levels Resolves buyer indecision; 56% of losses are no-decision
NOTE: "Cmd of Message" = Command of the Message. "Conceptual Sell." = Conceptual Selling. "Cmd of the Sale" = Command of

the Sale (Miller Heiman).
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MEDDICC

Metrics - Economic Buyer - Decision Criteria - Decision Process - Identify Pain - Champion - Competition

TYPE
Qualification Framework BEST FOR
Enterprise $25K+ ACV, 60+ day cycles, STAGES
Primary: Stages 2-3 | Supporting: St

Forces complete deal intelligence across 7 dimensions. If any element is unknown, it is an action item -- not a deal status. Use MEDDICC
scoring (1-3 per element) in every pipeline review.

FRAMEWORK ELEMENTS

M - Metrics Measurable business outcomes. Quantify impact before the demo.

E - Economic Buyer Budget authority. Final signoff. Have you met them?

D - Decision Criteria How they evaluate vendors. Know the scorecard before you are on it.
D - Decision Process Steps, timeline, and stakeholders from today to signature.

| - Identify Pain Root business problem and its cost. No pain = no urgency.

C - Champion Internal advocate who sells for you when you are not in the room.

C - Competition Who else is in the deal. Know your differentiation on their criteria.

KEY COACHING QUESTIONS

) Have you met the Economic Buyer?

o What metrics define success in their language?

) What does your Champion do when asked to advocate internally?
() What is the Decision Process timeline?

WHEN TO DEPLOY

Any deal $25K+ ACV. Any opportunity where SE, exec sponsor, or POC resources are being committed.
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SPICED

Situation - Pain - Impact - Critical Event - Decision

TYPE
Discovery + Urgency Framework BEST FOR

Mid-market, status quo buyers, deals t STAGES

Primary: Stages 2-3 | Supporting: St

The Critical Event is the unique power of SPICED. Without a date-bound forcing function, deals drift. The rep's job is to surface or co-create a
Critical Event tied to a real business event.

FRAMEWORK ELEMENTS

S - Situation Current context: company size, org, tech stack. Brief and targeted.

P - Pain Specific problem creating friction now. Not a wish list -- real friction.

| - Impact Business and personal cost of not solving. Quantify it in their currency.
C - Critical Event Date-bound forcing function. The buyer's date -- not your quarter end.
E - Decision Process, criteria, and stakeholders involved in the final decision.

KEY COACHING QUESTIONS

) What is the Critical Event -- and is it the buyer's date?
) What is the quantified Impact of not solving this?
o What happens to this person personally if the problem is not solved?

WHEN TO DEPLOY

Any deal where urgency is low or the buyer is comfortable with the status quo.
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Sandler Selling System

Upfront Contract - Pain - Budget - Decision - Fulfillment - Post-Sell

TYPE
Consultative / Equal-Footing Framework BEST FOR

Consultative B2B, preventing free cons STAGES

Primary: Stages 1-3 | Supporting: St

Rep and buyer are equals. Every call starts with an Upfront Contract. No contract = no call. Pain, Budget, and Decision must be confirmed
before any proposal or demo. Never chase -- qualify out instead.

FRAMEWORK ELEMENTS

Upfront Contract Mutual agenda and expected outcome agreed at start of every call.
Pain Hierarchy Surface problem > reason > root cause and emotional weight.
Budget Time, money, resources. Confirm before building a proposal.
Decision Exact process, stakeholders, timeline, and what yes looks like.
Fulfillment Present only after Pain, Budget, and Decision are confirmed.
Post-Sell Re-confirm after close to prevent buyer's remorse reversals.

KEY COACHING QUESTIONS

() Did you set an Upfront Contract? What was the agreed outcome?
) What is the root-cause pain -- not the symptom?
) Have you confirmed budget, authority, and time?

WHEN TO DEPLOY

Teams suffering from happy ears, too many demos before qualification, or chronic "think it overs".
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GAP Selling

Current State -> Gap -> Future State

TYPE
Problem-Centric Discovery BEST FOR
Discovery-heavy motions, complex opera STAGES

Primary: Stage 3 | Supporting: Stage

Buyers buy the gap -- the distance between where they are and where they want to be. Make the current state painful, the future state vivid,
and the gap expensive. Never present before the gap is real and confirmed.

FRAMEWORK ELEMENTS

Current State Problems, root causes, business impact, emotional frustration. Go deep.
The Gap The distance between Current and Future State. This is the value.
Future State Co-created with the buyer: goals, metrics, what solved looks like.
Problem Discovery Ask about problems -- not requirements. Diagnose before prescribing.
Impact Make the gap expensive. Quantify the cost in the buyer's currency.

KEY COACHING QUESTIONS

) Did you confirm Current State with specific problems and business impact?
) Did the buyer co-create the Future State -- or did you describe it for them?
@ Haveyou quantified the cost of the gap?

WHEN TO DEPLOY

Reps who pitch too early. Products solving non-obvious problems. Discovery-heavy motions.
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SPIN Selling

Situation - Problem - Implication - Need-Payoff

TYPE
Research-Backed Question Framework BEST FOR

Complex B2B, consultative discovery, n STAGES

Primary: Stages 2-3 | Supporting: St

Rackham's 35,000-call research finding: top performers ask 2.7x more Implication and Need-Payoff questions. These make the problem
expensive and make the solution feel like the buyer's idea. Track question distribution on every call recording.

FRAMEWORK ELEMENTS

S - Situation Gather context. Use sparingly -- too many feel like interrogation.

P - Problem Surface explicit dissatisfaction. Not implied -- stated.

| - Implication Consequences of the problem. Makes the problem feel expensive.
N - Need-Payoff Buyer articulates the value of solving. Never answer this for them.

KEY COACHING QUESTIONS

) How many Implication questions did the rep ask in the last call?
() Did the buyer articulate the value -- or did the rep tell them?
() What was the question-to-talking ratio on the last discovery call?

WHEN TO DEPLOY

Complex B2B. Products with non-obvious value. Teams where reps talk more than buyers.
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Challenger Sale

Teach - Tailor - Take Control

TYPE
Insight-Led Sales Framework BEST FOR

Experienced reps, competitive markets, STAGES

Primary: Stages 3-4 | Supporting: St

Of the 5 rep profiles, Challenger wins 54% of complex B2B deals. They lead with a commercial insight that reframes the buyer's problem --
not with rapport. Then tailor per stakeholder and take control of the buying process.

FRAMEWORK ELEMENTS

5 Rep Profiles Hard Worker - Lone Wolf - Problem Solver - Relationship Builder - Challenger

T - Teach Commercial insight that reframes how buyer sees their problem.

T - Tailor Adapt message per stakeholder. CFO = ROI. IT = integration. Sales = productivity.
T - Take Control Own the buying process. Respond to pushback with value, not concession.
Constructive Tension Make buyer slightly uncomfortable about their current approach.

KEY COACHING QUESTIONS

o What commercial insight did the rep open with?
@ Howwas the message tailored per stakeholder?
) When challenged on price, did the rep return to value or concede?

WHEN TO DEPLOY

Experienced reps who have hit the relationship-building ceiling. Competitive, insight-driven markets.
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Solution Selling

Pain -> Vision -> Value -> Proof

TYPE

Pain-Led Consultative Framework BEST FOR
SMB to mid-market, clear operational p STAGES

Primary: Stages 3-4 | Supporting: St

"No pain, no change." This is the foundational rule. Pain must be confirmed -- admitted, diagnosed, or created -- before any solution is
presented. Then the buyer co-builds the vision, making them invested in achieving it.

FRAMEWORK ELEMENTS

Pain Types Admitted (they know it), Diagnosed (you reveal it), Created (you reframe their world).
Pain Discovery What is the problem? How long? What have you tried? What does it cost?

Vision Building If this was solved, what would that look like? Co-create, don't describe.

Value Connection Every capability maps to a specific confirmed pain.

Proof References and case studies matched to the buyer's pain type and industry.

KEY COACHING QUESTIONS

) Was pain confirmed before the demo was scheduled?
o Did the buyer build the vision or did the rep describe it?
@ Was the proof asset matched to this buyer's specific pain?

WHEN TO DEPLOY

Reps who pitch features before understanding problems. Teams building consultative skills.
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Value Selling

Business Value Assessment - Value Hypothesis - Value Validation - Business Case

TYPE
ROI-Led Enterprise Framework BEST FOR
Enterprise $75K+ ACV, CFO/Finance invo STAGES
Primary: Stages 4-5 | Supporting: St

The BVA (Business Value Assessment) co-built with the buyer makes investment self-justifying. When the Economic Buyer owns the
numbers, price objections become a math problem -- not a negotiation problem. Never build the BVA without the buyer.

FRAMEWORK ELEMENTS

BVA Current-state cost + future-state value. Built with buyer data, not benchmarks.
Value Hypothesis "We believe we can deliver [X] resulting in [Y] in [Z timeframe]."

Value Drivers 3-5 specific business outcomes your solution delivers. Confirm each.

Value Validation Prove through pilot, reference, or benchmark before final investment.
Business Case Full ROI model that survives procurement review without the rep present.

KEY COACHING QUESTIONS

) Is the BVA built with buyer data or rep assumptions?
) Has the Economic Buyer confirmed the value metrics?
() Can the rep defend price using the buyer's own ROl numbers?

WHEN TO DEPLOY

Any deal $75K+ with CFO or Finance involvement. Deals that stall in final approval without a business case.
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Command of the Message

Before State - Negative Consequences - Required Capabilities - Positive Business Outcomes - Value Drivers

TYPE
Messaging & Value Framework BEST FOR
Companies standardizing sales language STAGES

Primary: Stages 3-4 | Supporting: St

Two-sided discovery: surface both the Before State (pain) AND the desired future (outcomes) before presenting. Required Capabilities are
agreed in the buyer's language. Demo shows them getting what they said they need -- nothing generic.

FRAMEWORK ELEMENTS

Before State The painful situation the buyer is in today. Problem Profile.
Negative Consequences The cost of staying in the Before State. Quantify.

Required Capabilities What the solution must do -- defined in buyer language, not yours.
Positive Business Outcomes Measurable improvements after solving. Buyer-confirmed.

Value Drivers Differentiating capabilities that deliver the outcomes.

KEY COACHING QUESTIONS

) Can the rep describe Before State with the buyer's specific problems and costs?
) Are Required Capabilities in buyer language or product language?
@ s the demo agenda driven by confirmed Required Capabilities?

WHEN TO DEPLOY

Teams standardizing messaging. New rep onboarding. Competitive environments where reps need a common value language.
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Conceptual Selling

Buyer Concept - Golden Buyer Sheet - Getting / Giving / Getting Commitment

TYPE
Strategic Account Framework BEST FOR
Strategic accounts, executive relation STAGES

Primary: Stage 3 | Supporting: Stage

Buyers buy their concept of what the product will do for them -- not the product. Before presenting anything, understand their concept of
success, their concerns, and their personal win. The Golden Buyer Sheet is how you capture all three.

FRAMEWORK ELEMENTS

Buyer Concept What does this specific person believe success looks like?

Golden Buyer Sheet Pre-call worksheet: concept, concerns, personal win, info needed, commitment to seek.
Getting Information Open questioning mode. Ask before telling.

Giving Information Connect capabilities to their concept -- in their language.

Getting Commitment Every call ends with a specific next step with a date.

KEY COACHING QUESTIONS

) What is this buyer's personal win -- not the company's, this person's?
) Was the Golden Buyer Sheet completed before the last key call?
o What specific commitment was achieved at the end of each meeting?

WHEN TO DEPLOY

Strategic accounts with senior stakeholders. Multi-threaded deals where each person has different personal motivations.

Page 13



SALES METHODOLOGY COMPARISON GUIDE Julia Ormond / RevOps Toolkit

Command of the Sale (Miller Heiman)

Economic Buyer - User Buyer - Technical Buyer - Coach - Win Results - Blue Sheet

TYPE
Account Strategy Framework BEST FOR
Enterprise with procurement, 4+ stakeh STAGES
Primary: Stages 2-5 | Supporting: St

Makes invisible stakeholder dynamics visible. Every deal has four buying influences -- most reps only engage one or two. Unengaged buying
influences become vetoes at closing. The Blue Sheet is the strategic battle map for every enterprise deal.

FRAMEWORK ELEMENTS

Economic Buyer Final budget authority. One per deal. Signs the contract.

User Buyer Day-to-day users. Care about fit and adoption. Many in number.

Technical Buyer Evaluates technical fit. Can say no. Must be satisfied, not sold.

Coach Your internal guide who wants you to win. Non-negotiable.

Win Results Organizational Results + Personal Wins. Must address both for each influence.

KEY COACHING QUESTIONS

) Have all four buying influences been mapped and engaged?
() Who is the Coach and have they been tested with a real ask?
o What is the Personal Win for the Technical Buyer?

WHEN TO DEPLOY

Enterprise deals with formal procurement, 4+ named stakeholders, or must-win strategic accounts.
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JOLT Effect

Judge - Offer - Limit - Take Risk Off the Table

TYPE
Late-Stage Indecision Framework BEST FOR

Stalled Stage 5-6 deals, analysis para STAGES

Primary: Stages 5-6 | Supporting: St

Research across 2.5M calls: 56% of losses come from "no decision" -- not competition. More information makes indecision worse. The
antidote is fewer options, a direct recommendation, and taking the downside risk off the table.

FRAMEWORK ELEMENTS

J - Judge Diagnose the source: overwhelm, uncertainty, or fear of being wrong.

O - Offer Make a specific, direct recommendation. "Here is what | recommend and why."
L - Limit Stop adding options. Simplify. Every new option increases indecision.

T - Take Risk Off Pilot, reference call, milestone contract, success guarantee.

KEY COACHING QUESTIONS

) Has the rep diagnosed the specific source of indecision?
) What specific recommendation has been made -- not options -- a recommendation?
o What risk has been taken off the table? What is the buyer's actual fear?

WHEN TO DEPLOY

Stage 5-6 deals that have slipped without a clear objection. Buyers saying "we need more time." Consensus-required buying committees.
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PART 3: SELECTION GUIDE -- Choosing the Right Methodology

By Deal Complexity

SMB / Transactional ($5K-$25K, 1-Rstakemelttrs) Solution Selling, Sandler, SPIN Selling

Mid-Market ($25K-$100K, 2-4 stakeRetiens)50100: da @R} + SPICED, GAP Selling, Command of the Message
Enterprise ($100K+, 4+ stakeholdeRs@nmemdedyMEDDICC, Challenger Sale, Command of the Sale, Value Selling
Late-Stage Stalled Deals (any size)Recommended: JOLT Effect

Strategic / Named Accounts Recommended: Command of the Sale, Conceptual Selling

By Team Maturity

New reps (0-6 months) Recommended: Solution Selling, SPIN Selling, SPICED
Developing reps (6-18 months)  Recommended: MEDDICC, Sandler, GAP Selling, Command of the Message
Senior reps (18+ months) Recommended: Challenger Sale, Value Selling, Command of the Sale, Conceptual Selling

Late-stage specialists / closers  Recommended: JOLT Effect

Recommended Methodology Stacks

No single methodology covers the full sales cycle. Stack 2-3 complementary frameworks for maximum coverage:

Stack 1: Enterprise Foundation
MEDDICC (qualification) + Challenger Sale (messaging) + Value Selling (business case) + JOLT (late-stage)

Stack 2: Mid-Market Growth
SPICED (discovery/urgency) + Command of the Message (value language) + Sandler (discipline)

Stack 3: Transactional/SMB
SPIN Selling (discovery) + Solution Selling (vision) + Sandler (close discipline)

Stack 4: Strategic Accounts
Command of the Sale (stakeholders) + Conceptual Selling (personal wins) + MEDDICC (qualification)
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This guide is designed as a working reference for revenue leaders and enablement professionals. It is not affiliated with or endorsed by the originators of

these methodologies. All frameworks are described for educational and practical use.

Page 16



