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ABOUT GLOBAL PERFORMANCE GROUPABOUT GLOBAL PERFORMANCE GROUPABOUT GLOBAL PERFORMANCE GROUPABOUT GLOBAL PERFORMANCE GROUP    

Global Performance Group helps professionals reach critical revenue, margin, and cycle goals 

quickly, cost-effectively, and permanently.  

Based on decades of practical experience as well as leading-edge research, Global Performance 

Group’s discovery-based learning approach enables negotiators to develop the skills, tools, and 

confidence they need to be more effective at every step of the negotiation process and 

successfully close better business faster! 
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WORKSHOP OVERVIEWWORKSHOP OVERVIEWWORKSHOP OVERVIEWWORKSHOP OVERVIEW    

The Strategic ChallengeThe Strategic ChallengeThe Strategic ChallengeThe Strategic Challenge: Today’s negotiation environment is tougher than ever. Buyers are 

increasingly well informed, better trained, and margin-focused. Buying committees (not individuals) 

are often diverse groups, comprising end-users as well as technical, financial and procurement 

professionals. Buyers are under pressure to deliver year-on-year savings, meet the best available 

total cost objectives and achieve quality and availability requirements. Sales professionals need to 

have a strategy for controlling the negotiating process, both internally and externally, as well as 

the skills to close deals based on the best value and the best price. Every negotiation must be 

conducted in ways that allow both buyer and seller to agree on action steps that will lead to the 

right price and produce the maximum value for both parties. 

To control the negotiation dialogue, successful negotiators concentrate on generating and gaining 

agreement on the depth and breadth of customer needs, while articulating and establishing 

agreement in relation to their own needs. They must develop innovative solutions to ensure these 

needs are met, while protecting the top- and bottom-line goals of their own company. Successful 

negotiation strategies, when well executed, strengthen relationships and loyalty and provide a firm 

foundation for future success. 

OutcomeOutcomeOutcomeOutcome    Based Based Based Based NegotiationNegotiationNegotiationNegotiation provides powerful concepts, skills, technology and tools that enable 

negotiators to close more profitable deals faster, and ensure the greatest value at maximum 

profitability. Participants will learn how to stimulate engaging dialogues with others, including 

customers, that get to the true success criteria, so that deals can be closed based on revenue and 

margins. This discipline enables salespeople to think, plan and behave differently, and to negotiate 

with conviction — especially when the stakes are high. 

 

NOTES  
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WORKSHOP OUTCOMESWORKSHOP OUTCOMESWORKSHOP OUTCOMESWORKSHOP OUTCOMES    

OutcomeOutcomeOutcomeOutcome    Based Based Based Based NegotiationNegotiationNegotiationNegotiation    provides tools to:provides tools to:provides tools to:provides tools to:    

 Recognise the power inherent in every negotiation situation, and the skills needed to use 

that power in ways that drive profitable, sustainable agreements; 

 Leverage the inevitable tension and pressure inherent in every negotiation situation to 

generate true engagement and more innovative, mutually acceptable and sustainable 

agreements; 

 Utilise the types of questions that get beneath surface wants like price to foster innovative 

solutions; 

 Generate and gain agreement on the depth and breadth of customer needs, especially 

those that have not been previously identified or are underappreciated;  

 Shape and exchange value, rather than making costly concessions with little or nothing in 

return; 

 Move decision-makers to a logical close based on value and ROI, while protecting 

profitability; 

 Generate higher revenues and margins through more innovative agreements with shorter 

negotiation cycles and higher close rates; and 

 Build more collaborative, long-term customer relationships, while protecting the bottom 

line. 

 

NOTES 
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THE ARENATHE ARENATHE ARENATHE ARENA    

 

 
 

COMPETENCE + CONFIDENCE = COURAGE 
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THE AGREE NEGOTIATION MODELTHE AGREE NEGOTIATION MODELTHE AGREE NEGOTIATION MODELTHE AGREE NEGOTIATION MODEL    

Every successful negotiation begins with a plan. High-performing sales professionals use the 

AGREE model to focus on key sales criteria, expand the Zone of Tolerance, create significantly 

more perceived value and negotiate better deals. 

 

AAAA    AAAAim and Frame Highim and Frame Highim and Frame Highim and Frame High    

What you expect determines what you get, so set high goals for all aspects of a 

negotiation. Frame the negotiation around desired outcomes, so that others can 

immediately see the value of fully engaging in the process. 

GGGG    GGGGenerate Needsenerate Needsenerate Needsenerate Needs    

Invest time and effort in identifying the business, technical and personal needs, 

fears, and desires of all parties. 

RRRR    RRRReeeealise Poweralise Poweralise Poweralise Power    

Negotiations are really about the ability of one person to influence the behaviour 

of another. Power comes in many different forms and from many different 

sources. 

EEEE    EEEExchange Valuexchange Valuexchange Valuexchange Value    

When something is given away, its value is diminished. When value is exchanged it 

is enhanced. Successful negotiators resist giving things away with little or nothing 

in return. 

EEEE    EEEExpect Tensionxpect Tensionxpect Tensionxpect Tension    

Tension is inevitable, and when embraced it becomes a positive, creative force for 

engagement and innovation. 
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AIM AND AIM AND AIM AND AIM AND FRAME HIGHFRAME HIGHFRAME HIGHFRAME HIGH    

Framing simplifies a complex negotiation by defining the issues at stake and focusing attention on 

the desired outcomes. Framing gives the power to draw attention to the most important or 

advantageous aspects of the negotiated agreement. 

 

1: PLAN1: PLAN1: PLAN1: PLAN    Start, Goal, Exit 

2: CREATE2: CREATE2: CREATE2: CREATE    the optimal Zone of Tolerance 

3: HOOK3: HOOK3: HOOK3: HOOK    the customer’s interest 

4: FOCUS4: FOCUS4: FOCUS4: FOCUS    on Key issues and minimise others 

5: SHIFT5: SHIFT5: SHIFT5: SHIFT    the perspective to the desired outcomes 

6: ANCHOR6: ANCHOR6: ANCHOR6: ANCHOR    the value of doing business together 

7: EXPAND7: EXPAND7: EXPAND7: EXPAND    the negotiation playing field 

 

NOTES 
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AIM HIGHAIM HIGHAIM HIGHAIM HIGH    

The Zone of Tolerance helps determine where to begin, what you can realistically hope to achieve, 

and when and how to exit the negotiation — because no deal is better than a bad deal. 

 If the Zone of Tolerance is too narrow, the potential outcomes will be limited. 

 If you go too high and are unreasonable, negotiations will end quickly. 

 

 

 

 



  

10   

OUTCOMEOUTCOMEOUTCOMEOUTCOME    BASED NEGOTIATIONBASED NEGOTIATIONBASED NEGOTIATIONBASED NEGOTIATION    

FRAME HIGHFRAME HIGHFRAME HIGHFRAME HIGH    

Effective framing enables an individual to shape or shift the perspectives of his/her negotiating 

partners, encouraging them to look at the issues in a new, favourable light by paying close 

attention to some aspects of the situation and ignoring others. 

 

Effective FrameEffective FrameEffective FrameEffective Frame    Weak FrameWeak FrameWeak FrameWeak Frame    

 Brief and compelling 

 Focuses on outcomes 

 Easily repeatable 

 Paints a verbal picture of “What’s in it for 

you?” 

 Helps others engage favourably 

 May include a few data points 

 May be illustrated by examples 

 Can focus on loss avoidance or on the 

rewards to be gained 

 Contains unrelatable data or numbers 

 Over-explains, over-justifies or over-

defends a position 

 Uses too much data 

 Focuses only on what matters to 

themselves 

 Uses “I want…” 

 Starts with a description of the solution 

 

Body language strongly influences framing: 

In Person: On the Phone: 
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GENERATE GENERATE GENERATE GENERATE NEEDSNEEDSNEEDSNEEDS    

Identifying, prioritising and gaining agreement on the depth and breadth of customer needs is the 

key to shaping and negotiating based on value exchange 

Customers often make demands reflecting their wants, such as a better price, greater 

commitments, better delivery terms or more services. However, you need to uncover and identify 

their full set of needs to yield optimal results. 

Wants... Wants... Wants... Wants...     

These are “WhatWhatWhatWhat” the customer wants: 

 Lie on the surface of the discussion  

 Are specific, measurable, and easily communicated  

 Greatly narrow the range of positive outcomes 

However, to truly create, shape and exchange value, it is critical to get to the “why” beneath the 

“what”. Discovering why a customer wants a better price, or better delivery commitment, or higher 

service levels, generates the opportunity to provide innovative solutions that meet the mutual, 

total set of needs and thus create a more sustainable and profitable agreement. 

NeedsNeedsNeedsNeeds...  

These get at the “WhyWhyWhyWhy” behind the What: 

 Lie beneath the surface of the discussion  

 Are general, subjective, intuitive or vague  

 Greatly expand the range of innovative outcomes  

 Can be business, technical or personal 

High-performing salespeople know that to be truly effective they must take the time to explore 

needs before recommending a course of action. 

Unknown NeedsUnknown NeedsUnknown NeedsUnknown Needs...  

These are the needs customers didn’t know they had or didn’t expect you to be able to help: 

 Undiscovered NeedsUndiscovered NeedsUndiscovered NeedsUndiscovered Needs: Needs that the customer didn’t know they had  

 Unconsidered NeedsUnconsidered NeedsUnconsidered NeedsUnconsidered Needs: Needs that the customer knew they had, but didn’t know you could 

help them satisfy  

 Underappreciated NeedsUnderappreciated NeedsUnderappreciated NeedsUnderappreciated Needs: Needs where the customer under appreciates how they might 

affect his/her business 
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STRISTRISTRISTRIKER QUESTIONSKER QUESTIONSKER QUESTIONSKER QUESTIONS    

Exercise 

Striker Questions get to the core of customer needs, goals and objectives. They enable a 

salesperson to view the situation in a new light and from a new perspective. Their intent is to 

discover and prioritise recognised and unconsidered needs, in order to expand the value 

discussion while strengthening relationships and increasing bottom line profitability. 

 

STRIKER QUESTIONSTRIKER QUESTIONSTRIKER QUESTIONSTRIKER QUESTION    MY EXAMPLEMY EXAMPLEMY EXAMPLEMY EXAMPLE    

ValidateValidateValidateValidate: 

Ask the customer to articulate or quantify 

what he/she is trying to achieve and why. 

 

ChallengeChallengeChallengeChallenge: 

Provide a reality-check by confronting the 

customer with market data, benchmarks, etc. 

 

ShockShockShockShock: 

Explore the “worst-case scenario” by asking 

questions about possible outcomes. 

 

RankRankRankRank: 

Identify, prioritise and organise the customer’s 

wish list. 

 

CompareCompareCompareCompare: 

Analyse the resulting hierarchy of values by 

comparing and contrasting X to Y. 

 

FuturizeFuturizeFuturizeFuturize: 

Fast-forward to the ideal result, and have the 

customer describe the effects. 
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REALISE POWERREALISE POWERREALISE POWERREALISE POWER    

Power is the ability to influence people or situations. Although it is often seen as a negative 

because it is perceived as the ability of one side to overwhelm or dominate the other, power is 

neither bad nor good. It is only the abuse of power that damages relationships and the 

sustainability of negotiated agreements. 

 

TYPES OF POWER 

Planning 

Power 

The more prepared a negotiator, the more confident and successful he/she will 

be. Effective planning requires research about the customer, its competitors, 

the marketplace, industry and performance as well as key differentiators. 

Effective planning provides a road map for how to begin, execute and close 

successfully, so that a sustainable agreement is reached. 

Positional 

Power 

An individual’s formal position in an organisation determines his/her power. 

Typically, the more senior the person in the organisational hierarchy, the more 

potential power he/she yields. Those who can bestow reward or punishment 

have positional power, as do those who control resources. 

Informational 

Power 

Having the information to support a position, as well as to challenge or 

undermine a seller’s position, creates substantial power. Up to 75% of a 

negotiation process should be spent in research and preparation prior to 

beginning a negotiation. 

Personal 

Power 

Individuals who are seen as trustworthy and reliable are seen as powerful. 

Those who are seen as confident and assertive are often perceived to have 

more power. 

Relationship 

Power 

The more interdependent goal achievement is, the more relational power 

exists. Often the ability to appeal to common experiences, pasts, fates or 

membership in the same groups or networks improves negotiation success. 
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RULES OF POWERRULES OF POWERRULES OF POWERRULES OF POWER    

1. Seldom, if ever, does one side have all of the power, and the balance of power rarely 

remains consistent throughout the entire negotiation. 

2. Power may be real or perceived, but perception of power is the same as real power. 

3. Power exists only to the point it is accepted. Often, power is granted when it does not 

actually exist, but the extent to which others believe a person has power determines 

his/her actual power. 

4. The more alternatives that exist, the more power you have. Having alternatives allows you 

to have a BATNA – Best Alternative to a Negotiated Agreement. 

NOTES: 
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TACTICS AND COUNTERACTIONSTACTICS AND COUNTERACTIONSTACTICS AND COUNTERACTIONSTACTICS AND COUNTERACTIONS    

Tactics are often used to “gain an advantage” over a negotiating partner. Tactical negotiations are 

rarely successful and often lead to stalemates or bad deals. 

When confronted with a tactical partner, focus on the desired outcome, not the situation. Keep 

emotions under control. Identify the tactic, but do not respond with tactics of your own. The goal is 

to come to a mutually acceptable, sustainable agreement, and that is best done by employing a 

few simple counteractions to the tactics encountered. 

 

TACTICS USEDTACTICS USEDTACTICS USEDTACTICS USED    COUNTERACTIONCOUNTERACTIONCOUNTERACTIONCOUNTERACTION    

Threatens to walk away unless 

unreasonable demands are met. 

 

Promises more to come in the future.  

Defers to a higher authority.  

Says you are totally out of the range of 

tolerance. 

 

Brings in irrelevant information.  

Tries to reopen agreed-upon points.  

Two or more people team up on you.  

Uses incorrect information or actually 

lies during the negotiation. 
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EXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUE    

Profitable, sustainable agreements come from a process of value exchange, rather than 

concessions with little or nothing in return. 

High-performing negotiators know that, to reach profitable and sustainable agreements, they must 

surface all of the needs of their negotiating partners, as well as their concerns and potential 

objections, and then negotiate the entire agreement rather than dealing with issues one at a time 

as they arise. 

High Value GivesHigh Value GivesHigh Value GivesHigh Value Gives    High Value GetsHigh Value GetsHigh Value GetsHigh Value Gets    

Low Value GivesLow Value GivesLow Value GivesLow Value Gives    Low Value GetsLow Value GetsLow Value GetsLow Value Gets    

 

High-performing negotiators create a plan that includes: 

 All your negotiating partner’s needs, as well as suspected business, personal and technical 

needs. 

 A START, GOAL and EXIT strategy. 

 A strategy for value exchange that conveys the desired message — “I am willing to be 

flexible and innovative, but I need to receive value back in return for value provided.” 

 An understanding that exchanges should be given slowly and reluctantly, but starting with 

a significant exchange, then getting increasingly smaller — to deliver the message that 

“there is little else to exchange.” 

 An appreciation for the role tension plays in the process, and a willingness to leverage that 

tension rather than avoid it. 

 Ideas for working more innovatively with negotiating partners to keep the decision based 

on total value and ROI rather than just one negotiable, like price. 
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STEPS TO EXCHANGE VALUESTEPS TO EXCHANGE VALUESTEPS TO EXCHANGE VALUESTEPS TO EXCHANGE VALUE    

 

1.1.1.1. Create a valueCreate a valueCreate a valueCreate a value----

exchange exchange exchange exchange 

strategy.strategy.strategy.strategy.    

Expert negotiators understand what 

has high value to the customer and 

what it is worth to the seller’s side. 

They identify what to exchange, and 

what to obtain in return, with a focus 

on high-value, low-cost exchanges. 

They also have a plan for a series of 

decreasing exchanges, to deliver the 

message that they are flexible, but 

“the end is near.” Be sure to plan the 

START, the GOAL and the EXIT, for a 

planned yet flexible approach. 

 

2.2.2.2. Name the Name the Name the Name the 

exchange, and exchange, and exchange, and exchange, and 

clearly articulate clearly articulate clearly articulate clearly articulate 

the cost.the cost.the cost.the cost.    

Follow this with the benefits to the 

buyer. 

 

3.3.3.3. Clearly state Clearly state Clearly state Clearly state 

what is expected what is expected what is expected what is expected 

in return.in return.in return.in return.    

Resistance is likely, so top negotiators 

are prepared to state a demand at 

least three times. Reciprocity is the 

key to success. 

 

4.4.4.4. Make value Make value Make value Make value 

exchanges in exchanges in exchanges in exchanges in 

instalments.instalments.instalments.instalments.    

Many negotiators expect a number of 

rounds, which creates a feeling of 

collaboration and willingness to work 

together. High performers start with 

the largest most impactful exchanges, 

but don’t offer everything at once. 
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EXPECTEXPECTEXPECTEXPECT    TENSIONTENSIONTENSIONTENSION    

EXERCISE: 

About the Exercise: About the Exercise: About the Exercise: About the Exercise:     

High-stakes negotiations create stress, and the pressure to close profitable deals is high. 

Professional buyers are well trained, savvy and highly informed. They often have extensive 

knowledge about their suppliers, as well as competitors and their products. They are charged with 

getting the best deal possible and that often translates into making demands that may lead to 

unprofitable or unsustainable deals for salespeople. They know what they want; they know that the 

more they ask for, the more they will get, and they often are not afraid to use whatever tactics are 

necessary to achieve their goals. The strain caused by internal and external stress and pressures 

creates tension — an energy that can be leveraged. 

1. What type of negotiation situations create high levels of tension for you? 

  

  

  

2. How do you react to tension? What are your physiological reactions? 

  

  

  

3. When you are triggered — what do others see and hear? How do they interpret your 

reactions to tension? 

  

  

  

NOTES 
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OBNOBNOBNOBN    PLANNERPLANNERPLANNERPLANNER    

Customer:Customer:Customer:Customer:    

Contact Name(s):Contact Name(s):Contact Name(s):Contact Name(s):    

Agreement Needed:Agreement Needed:Agreement Needed:Agreement Needed:    

 

AIM / FRAME HIGHAIM / FRAME HIGHAIM / FRAME HIGHAIM / FRAME HIGH    

Start: Frame High statement: 

Goal: 

Exit: 

 

GENERATE NEEDSGENERATE NEEDSGENERATE NEEDSGENERATE NEEDS    

Our Needs:Our Needs:Our Needs:Our Needs:    

 Business 

 Personal 

 Technical 

 

Customer Known NeeCustomer Known NeeCustomer Known NeeCustomer Known Needsdsdsds: 

 Business 

 Personal 

 Technical 

 

CustoCustoCustoCustomer Unknown Needsmer Unknown Needsmer Unknown Needsmer Unknown Needs    

(Needs to be explored): 

 Business 

 Personal 

 Technical 
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STRIKER QUESTIONSSTRIKER QUESTIONSSTRIKER QUESTIONSSTRIKER QUESTIONS    

Validate:  

Challenge:  

Shock:  

Rank:  

Compare:  

Futurize:  

 

REALISE REALISE REALISE REALISE POWERPOWERPOWERPOWER    

Our Our Our Our Power SourcesPower SourcesPower SourcesPower Sources: 

 Planning 

 Positional 

 Informational 

 Personal 

 Relationship 

 

Customer Power SourcesCustomer Power SourcesCustomer Power SourcesCustomer Power Sources: 

 Planning 

 Positional 

 Informational 

 Personal 

 Relationship 
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EXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUE    

High-Value Gives: High-Value Gets: 

Low-Value Gives: Low-Value Gets: 

 

EXPECT TENSIONEXPECT TENSIONEXPECT TENSIONEXPECT TENSION    

1. Our Tension Triggers 

2. Our physiological reaction 

3. How other interpret our reaction 
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OBNOBNOBNOBN    PlannerPlannerPlannerPlanner    

Customer:Customer:Customer:Customer:    

Contact Name(s):Contact Name(s):Contact Name(s):Contact Name(s):    

Agreement Needed:Agreement Needed:Agreement Needed:Agreement Needed:    

 

AIM / FRAME HIGHAIM / FRAME HIGHAIM / FRAME HIGHAIM / FRAME HIGH    

Start: Frame High statement: 

Goal: 

Exit: 

 

GENERATE NEEDSGENERATE NEEDSGENERATE NEEDSGENERATE NEEDS    

Our Needs:Our Needs:Our Needs:Our Needs:    

 Business 

 Personal 

 Technical 

 

Customer Known NeeCustomer Known NeeCustomer Known NeeCustomer Known Needsdsdsds: 

 Business 

 Personal 

 Technical 

 

CustoCustoCustoCustomer Unknown Needsmer Unknown Needsmer Unknown Needsmer Unknown Needs    

(Needs to be explored): 

 Business 

 Personal 

 Technical 
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STRIKER QUESTIONSSTRIKER QUESTIONSSTRIKER QUESTIONSSTRIKER QUESTIONS    

Validate:  

Challenge:  

Shock:  

Rank:  

Compare:  

Futurize:  

 

REALISE REALISE REALISE REALISE POWERPOWERPOWERPOWER    

Our Our Our Our Power SourcesPower SourcesPower SourcesPower Sources: 

 Planning 

 Positional 

 Informational 

 Personal 

 Relationship 

 

Customer Power SourcesCustomer Power SourcesCustomer Power SourcesCustomer Power Sources: 

 Planning 

 Positional 

 Informational 

 Personal 

 Relationship 
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EXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUEEXCHANGE VALUE    

High-Value Gives: High-Value Gets: 

Low-Value Gives: Low-Value Gets: 

 

EXPECT TENSIONEXPECT TENSIONEXPECT TENSIONEXPECT TENSION    

1. Our Tension Triggers 

2. Our reaction(s) to Tension 

3. How other interpret our reaction(s) 
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NOTESNOTESNOTESNOTES    
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NOTESNOTESNOTESNOTES    
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