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Strategy Mapper is comprised of three integrated solutions, Account Mapper, Opportunity Mapper and Meeting Mapper and is designed to allow each organization to configure it to best fit its requirements. Though you can use Strategy Mapper with very little configuration, it’s highly recommended that you take the time to go through this document and plan the configuration.  The amount of time required will vary from organization to organization, but on average, most will get through the initial configuration in a matter of a few hours.  As Strategy Mapper evolves in the organization, further configuration can be done to refine its use. 

There are two primary configurable areas, Templates and Pick List Values.

Templates are used so you can configure the three components in Strategy Mapper, Account Mapper, Opportunity Mapper and Meeting Mapper.  For example, you may create templates for Account and Opportunity Mapper to follow the segmentation of your customer base by having templates for larger accounts and smaller accounts.  You can then create templates for the types of meetings you have with each of these accounts like discovery meeting or contract meeting.  
 
The Pick List Values allows you to provide Strategy Mapper users preconfigured dropdown lists to select from in Account Mapper, Opportunity Mapper and Meeting Mapper.  There are currently over 20 objects, but not all of the objects listed here require configuration. In addition, some of the objects have multiple fields to configure.  You can enter in your configuration in the last column, then cut and paste into corresponding object and fields in “Add Picklist Values” in the application.
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There are two parts to an Account Plan Template Details and Related.

NOTE – There is no limit to the number of templates you can create.

NOTE – when change to the above listed text boxes are made to a template, account plans already using the template will not be affected. The change will only affect new plans.
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There are seven sections in the Detail page.

Details - displayed on the Details (initial page displayed in the account plan) (figure 1 & 2).

[image: ]
Figure 1
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Figure 2

Labels – allow you to change the default name of the following (figure 3): Below are guidelines for the content of the sections in the Detail page. However, this is determined on your configuration and labeling of the individual sections. 

· Account Strategy - provide a narrative the overall account strategy for this type of account. This is a rich text field and can include things like standard activities to accomplish, links to useful information, standard account team members, etc.
· 6 Month Plan - provide a narrative of the short-term account plan.  This is a rich text field and can include things like standard activities to accomplish, links to useful information, standard account team members, etc.
· 12 Month Plan – provide a narrative of the longer-term account plan.  This is a rich text field and can include things like standard activities to accomplish, links to useful information, standard account team members, etc.
· Value Proposition – provide the user the stated value proposition your company and products/solutions provide the customer. Here is also a great place to include any customer quotes. 
· Lesson Learned - provide lessons learned from similar accounts to give the users an example of the type of information needed in this section. 
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Figure 3
Tabs – allows you to determine the tabs (pages) to display in the account plan (figure 4 & 5).
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Figure 4
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Figure 5
Buttons - allows you to determine the button to display in the account plan (figure 6 & 7).

[image: ]
Figure 6
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Figure 7
Hide Score Buttons - allows you to determine sections to display in Account Score (figure 8 & 9). 
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Figure 8
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Figure 9
SWOT Configuration - allows you to determine sections to display in the SWOT (figure 10 & 11). 
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Figure 10
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Figure 11

Playbook Configuration - allows you to determine sections to display in the Account Plan (figure 12 & 13). By default all the sections are displayed.
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Figure 12
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Figure 13
Active – once you have completed the template and want to make it available to your users, click on Active.
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Checklist is a generic list of items that should be completed to be successful in an account. They are displayed in the Checklist page of the account plan (figure 14 & 15).

NOTE – There is no limit to the number of Checklist items you can create.
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Figure 14
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Figure 15
A checklist item is comprised of the Checklist Name – Coaching (displayed as Activities in the plan), Gate (significant item) and Order (where in the list is it displayed) (figure 16).
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Figure 16
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The following picklist values are default values and examples of what can be added based on your business requirements. Add your values in the Your Configuration section of the table below. They can be cut and pasted into Strategy Mapper. 

NOTE – Items in red should not be modified. Items lined through are not used in the current version and are reserved for later versions.

	Account Mapper Picklist Configuration

	Object
	Field
	Default Values
	Your Configuration

	Account Milestones
	Title
	Schedule an Executive Briefing
Schedule 6 - 12 Roadmap
Schedule Account Review Meeting
Schedule a Health Check
Schedule an initial meeting
	

	Customer Buying Process
	Process
	Identify the Problem
Review Options
Bring in top 3 vendors
Pilot/Trial selected vendor
Sign contracts
Deploy Solution
	

	Customer Initiatives 
	Initiative
	Sales Enablement Platform
BI/Analytics
Cloud
Mobile
Digitization/Marketing Automation
Infrastructure/Data Center
ERP
Security
Business Critical Application
CRM
Networking/Voice/Data Communications
Sales team retention
Customer Support
Customer Satisfaction
Create a Loyalty Program
Security and Compliance in the Cloud
Encryption Key Management
	

	
	Time Frame
	Current FY - Q1
Current FY - Q2
Current FY - Q3
Current FY - Q4
Next FY – Q1
Next FY – Q2
Next FY – Q3
Next FY - Q4
	

	Red Flag
	Red Flag
	Difficult to get access to Decision Makers.
Their legal process is very difficult and takes normally 30 - 45 days.
They are very geographically distributed so getting to each corporate location does take time and planning
New Challenge
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There are two parts to an Opportunity Plan Template Details and Related.

NOTE – when changes are made to a template, opportunity plans already using the template will not be affected. The change will only affect new plans.

NOTE – These is no limit to the number of templates you can create.
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There are six sections within the details page. The sections below are displayed on the Details (initial page displayed in the opportunity plan) (figure 17)
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Figure 17

The Details section as three section (figure 18): 

Opportunity Mapper Template Name – provide a descriptive title, so users select the correct template based on the opportunity. For example; Technology Frontal, this template would be used to build strategic plans for opportunities that are in the technology space where the strategy is Frontal (frontals are used when you have a far superior product, you are the incumbent). 

Strategy to Win – provide stated strategy to win in this type of opportunity.  

Tactics – provide the tactics used to win this opportunity based on the strategy. 

Value Proposition – provide the user the stated value proposition your company and products/solutions provide the customer. Here is also a great place to include any customer quotes. 

Active – once you have completed the template and want to make it available to your users, click on Active.
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Figure 18
The other sections in the details page are:

Tabs – allows you to determine the tabs (pages) to display in the opportunity plan (figure 19 & 20).
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Figure 19
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Figure 20
Buttons - allows you to determine the button to display in the opportunity plan (figure 22 & 23).
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Figure 21

[image: ]
Figure 22
Hide Score Board - allows you to determine sections to display in Account Score (figure 24 & 25). 

[image: ]
Figure 23
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Figure 24
Playbook Configuration - allows you to determine sections to display in Opportunity Playbook (figure 25 & 26). By default all the sections are displayed. 
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Figure 25
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Figure 26
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Related has three sections (figure 27): 

Opportunity Mapper Name – Opportunities that are using the template.
Sales Coaching – List the stages of the opportunity and any coaching advice provided to the users. 
Opportunity Milestones – Individual milestones that must be completed in the opportunity to win.
[image: ]
Figure 27
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Sales Coaching is displayed in the Sales Coaching page of the opportunity plan (figure 28).
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Figure 28

By default, Strategy Mapper pulls the stages defined in Salesforce (figure 29). Coaching can be added per stage. It is critical that you put the stages in the proper order, if this is not completed the stages will be viewed in the Opportunity Plan in alphabetical order (figure 30). 
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Figure 29

	Best Practice – Point N Time Software includes information in each of the stage’s Sales Coaching section that can assist the user in moving the deal along. For example, in the Prospecting stage you might want to include questions to ask the customer, add links to video or other material that may be useful to the user. 
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Figure 30
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Opportunity Milestones are displayed on the Opportunity Milestones page in the opportunity plan (figure 31).
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Figure 31
Opportunity Milestones allow you to build out a sales process in a template. You can also specify that a milestone is a “Gate”.  A gate is a critical milestone that must be completed before moving to the next milestone in the opportunity. 

Opportunity Milestones are not required, and the Opportunity Milestone tab will not be displayed, in the event there are no Opportunity Milestones created. 

NOTE – Milestones that are configured as a gate will be in bold text in the Opportunity Milestone tab in the opportunity plan. If a milestone gate is marked in red (not completed) the Opportunity Milestone tab will be colored Red, signifying this gate as not been met or completed.

There are 4 sections in the Opportunity Milestone Edit. They are:

1. Opportunity Milestone Name – The name of the milestone.
2. Gate – select if this milestone is gate.
3. Opportunity Mapper Template – no configuration needed.
4. Order – order in which the milestone is displayed in the Opportunity Milestones tab in the opportunity plan.  It is critical that you put the milestones in the proper order, if this is not completed, the stages will be viewed in the Opportunity Plan in alphabetical order (see figure 32).
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Figure 32
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The following picklist values are default values and examples of what can be added based on your business requirements. Add your values in the Your Configuration section of the table below. They can be cut and pasted into Strategy Mapper. 


	Opportunity Mapper Picklist Configuration

	Object
	Field
	Default Values
	Your Configuration

	Customer Buying Process for Opportunity
	Process
	Identify the Problem
Review Options
Bring in top 3 vendors
Pilot/Trial selected vendor
Sign contracts
	

	Red Flag for Opportunity
	Red Flag
	Difficult to get access to Decision Makers.
Their legal process is very difficult and takes normally 30 - 45 days.
They are very geographically distributed so getting to each corporate location does take time and planning
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Meeting Mapper templates are used to configure the meeting page display and functionality. Meetings can be linked to several standard Salesforce.com objects (Accounts, Campaigns, Cases, Contacts, Leads, and Opportunities).  At least one template must be created for each object that will be used with Meeting Mapper.

The meeting template is comprised of the following sections (figure 33):
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NOTE – The only required sections to be completed is Meeting Template Name.

Meeting Template Name – descriptive name for the template that will help ensure users select the proper template for the meeting. 

Meeting Prefix - typically a 2-character prefix used as categorization in report generation.

Goal – this is the stated goal of the meeting.

Related Object – if selected, you can specify what fields from the selected object to display in the meeting page allowing updates to that object's fields.  For example, you can specify "Opportunity" and display "Stage" so it can be updated directly from the meeting page.

NOTE – If an object is not selected the user cannot select fields to update in the meeting page and will require the user to navigate back to the Salesforce object (e.g. Opportunity) to update fields.

Is Mobile Template – specifies this template is used for syncing with the Meeting Mapper mobile app - Only one template can per object (Account, Opportunity, etc) can have this selected. 

Call Plan – the text entered here will pre-populate the "call plan" for every meeting using this template.  This text will be displayed in a window when a meeting is created using this template

Internal Notes – text entered in the field will pre-populate the internal notes section of every meeting using this template. 

	Best Practice – Include any questions you want the user to ask in Internal Notes, this is a great place to add any additional information, best practices or other information useful for the user during the meeting. 




Active – once you have completed the template and want to make it available to your users, click on Active.

Is a Quick Meeting - any template can have this designation - This allows users to quickly create a meeting.  This quickly creates a meeting using the current time and a user specified meeting template.  
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Figure 33

NOTE – These is no limit to the number of templates you can create.

NOTE – Users can change the Goal and Objectives in the meeting, this will not affect the template.
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This section allows you to specify which buttons and therefore functionality is available in each meeting created with this template. There are 23 buttons available buttons, 22 of which can be displayed on the meeting page.  The “Sync Attendee Events” will prompt the user when a meeting is created asking if attendee events should be synced from a previous meeting. By default there are 17 buttons displayed along with Sync Attendee Events (figure 34).

	Best Practice – When Strategy Mapper is initially deployed, it’s best to limit the functionality.  This can help with user adoption.  As the organization evolves the use of Strategy Mapper, additional buttons (functionality) can be added to the existing templates.  The additional buttons will be displayed on all meetings using this template including past meetings.



	Best Practice – When you have a template that is configured correctly, clone it to build additional templates. 
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Figure 34

Back (default) - Takes you back to the associated Salesforce object (e.g. Opportunity)

Save (default) - Saves the current meeting information.

Notes (default) - Allows you to take meeting notes and view notes from previous meetings associated with this object (e.g. Opportunity).

Tasks (default) - Allows you to assign tasks to meeting attendees.  These are standard Salesforce tasks.

Clone (default) - Allows you to create a new meeting clone of the current meeting. Ensure you change the name of the new meeting, buy default it will have the same title. 

Political Map/Org Map (default) - Gives the ability to display and manipulate the organizational hierarchy of the customer/partner organizations

Score Meeting (default) – No longer used in Meeting Mapper.

Object (default) – Reserved for future use.

Meeting Insights - Allows you to specify from a list of items what resonated in a meeting.

Opportunity Mapper - Takes the user to the associated Opportunity Mapper page.

Related Opportunity - Allows the user to update an additional opportunity in a meeting. 

NOTE – If you make edits to the fields selected, they will not affect current meetings using the template, only new meetings.

Table – Allows you to specify the table displayed on the meeting page, by default no table is displayed on the meeting page. 

Add Attendee (default) - Add an attendee to the meeting, both contacts (customer team) and users (account team).

Send Invites (default) - Allows you the ability to send meeting invitations and include meeting agendas.

Individual Take Away (default) - Allows you to specify "take aways" for each meeting attendee.

Actionable Intelligence (default) - Allows the user to collect information about the Opportunity, Account, etc.

Export Report (default) - Allows you to export a public and internal meeting report. 

Schedule New (default) - Allows you to create and schedule a new meeting.

Related Object Settings (default) - Allows the ability to populate fields.

Sync Attendee Events (default) - This pulls forward tasks from previous meetings that have not been completed.

Attachments (default) - Allows you to attach items as part of the meeting record.

After Actions Review (default) - Allows you to specify and describe a follow up item after the meeting.

Account Mapper - Takes the user to the Account Mapper page associated with the meeting.
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Here are some button configuration Point N Time Software use in their meeting templates. 

Leads (figure 35) 
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Figure 35

Accounts (figure 36)

[image: ]
Figure 36




Opportunities (see figure 37)
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Figure 37

Cases (see figure 38) 
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Figure 38

Campaigns (figure 39)
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Figure 39
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Meeting Insights is a great way to capture what is resonating in customer meetings. Meeting Insights are linked to individual templates and there is a maximum of ten that can be linked to a template (figure 40).
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Figure 40

Only Meeting Insight Name must be completed for each Meeting Insight (figure 41).
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Figure 41
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Meeting Prerequisites allow you to specify task(s) or information that must be performed before the meeting (figure 42). 
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Figure 42

There are two fields that must be completed. 

Meeting Prerequisites Name – select from the dropdown.

Prerequisites – additional information regarding the meeting prerequisite (figure 43).
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Figure 43
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After Actions Review allows you to discuss critical items after an opportunity has closed (figure 44). The review will be linked to the opportunity. 
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Figure 44
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Follow Up allows you to configure tasks that are required after a meeting is completed. This ensures teams are following up with prospects and customers after meetings (figure 45). Follow Up also creates an event/task in Salesforce and is placed on the users Salesforce calendar. 
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Figure 45

There are 7 fields with 6 needing completed for each Follow Up (figure 46). They are:

Sequence – indicate numerically the order Follow Up must be completed.

Follow Up – select the follow up from the picklist.

Details – included any additional details to the user

Meeting Template – prepopulated 

How Long – indicated numerically how long after the meeting is complete the Follow Up must be completed by the user.

How Long Type – select either hours or days. This works in conjunction with How Long. For example; you select 1 in How Long and day in How Long Type. 
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Figure 46
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“Objectives” allows you to prepopulate the objectives of the meeting for the user (figure 47).
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Figure 47

There is only one field required for an Objective.  This should be a detailed description of the objective (figure 48). 

[image: ]
Figure 48
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The following picklist values are default values and examples of what can be added based on your business requirements. Add your values in the Your Configuration section of the table below. They can be cut and pasted into Strategy Mapper. 

NOTE – Items in red should not be modified. Items lined through are not used in the current version and are reserved for later versions.

	Meeting Mapper Picklist Configuration

	Object
	Field
	Default Values
	Your Configuration

	Actionable Intelligence
	Actions
	Produce test template
Secure Sign off for contracts
Complete Product RFI/RFP
General Interest
Install in Production
Send Proposal
Schedule a Demo
	

	
	Budgeted Project
	Yes
No
Not Determined
Next FQ
Next FY
	

	
	Decisions
	Determine Pilot site
Move forward
Not to move forward
Evaluate other vendors
Do nothing
	

	
	Reference Customer
	Yes
No
Contact after deployment
	

	Meeting Attendee Event
	Type
	Action Item
Next Step
Schedule Meeting
Phone
Send Pricing
Send Contracts
Schedule Dinner
Schedule Lunch
Schedule Outing
	

	Meeting Attendee
	Define Against
	Did not meet requirements
Is Champion for competitor
Said will not support
Shows no interest
Indicated No Support
	

	
	Level of Participation
	Non-Interactive
Confrontational
Distracted
Interactive
Very Interactive
	

	
	Defined Champion
	Gave me competitive information
Will take a call anytime
Gives me frequent updates
Got 1 - on - 1 meeting with Executives
Brought us into account
	

	
	Role
	Account Executive
Board Member
Buyer
Candidate
Chairman of the Board
Champion
Consultant
Decision Maker
Director
Economic Buyer
Employee
Evaluator
Executive Sponsor
Facilitator
Finance
Gatekeeper
Human Resources
Instructor
Interviewer
Legal
Manager
Marketing
Mentor/Coach
Moderator
Participant Proxy
Partner
Presenter
Product Marketing
Product Manager
Project Owner
Purchasing Agent
System/Sales Engineer
Technical Buyer
Trusted Advisor
Unknown
Vendor(Supplier)
Influencer
	

	
	Defined For
	Said will buy
Leading with our solution
Executive Sponsor in account
Recommending our solution
Will sign off on PO
	

	
	Stance
	Against
For
Neutral
No Show
Participant
Undecided
	

	Customer Requirement
	Product Type
	Recently Products
Search Product
Not Listed
	

	
	Our Solution
	Partner Product/Solution
Meets Requirement
Partially meets requirement
On roadmap
Does not meeting requirement(s)
	

	Competitor
	Competitor
	
	

	Follow Up
	Follow Up
	Send Thank You email
Send Follow up Hand Written Note
Schedule next meeting
	

	
	How Long
	Hours
Days
	

	Meeting Prerequisites 
	Meeting Prerequisites Name
	Pre-Demo Contact
Project Charter
Send invites to project members
Verify Contracts
RainKing
Check Hoovers
LinkedIn
Ensure you have current PowerPoint
	

	Meeting
	Conference Type
	GoToMeeting
Hangouts
Other
UberConference
WebEx
Skype
Join.Me
None
	

	
	Add Objectives
	1
	

	
	Repeat
	Daily
Weekly
Monthly
Yearly
Every Two Weeks
Every Quarter
Every Six Months
	

	
	Score Meeting
	5
4
3
2
1
	Not used in current version – replaced with slider on meeting page. 

	
	Stage
	Prospecting
Qualification
Needs Analysis
Value Proposition
Id. Decision Makers
Perception Analysis
Proposal/Price Quote
Negotiation/Review
Closed Won
Closed Lost
	Meeting Mapper – Do not modify here, this list is prepopulated from Salesforce.

	
	Table Shape
	Cloud
Circle
Oval
Rectangle
No Table
	

	
	Type
	Remote
On-Site
Corporate Headquarters
Conference
Executive Briefing Center
Outside Sales Set
Referral
Upcall
Cold Call
	

	
	Object
	Not Used in this version
	

	Objections
	Objections to Overcome
	Not a priority
Don't see a need at this time
Not funded (no budget)
No resources
	

	Obstacles 
	Obstacles to Win
	Not a priority
Don't see a need at this time
Not funded (no budget)
No resources
	

	Pain Points
	Pain Points
	Not a priority
Don't see a need at this time
Not funded (no budget)
No resources
	

	Strengths
	Our Strengths
	Incumbent
Reference Customer
Relationships at the C-Level
5 Star rated on AppExchange
Configurable solution
Support
	

	Weaknesses
	Our Weaknesses
	Not Incumbent
Reference customer for competition
No support for Android
Small company
	

	Why Buys
	Why Buys
	Pressure from executive team
Increase sales by 10%
Reduce cost of sales by 15%
	





1
Version 2.0
image4.png
Labels

Account Strategy Label What Are the Customer's Goal and Objectives? 6 Month Plan Label Strategy
12 Month Plan Label Client Relationship Value Proposition Label Execution Plan
Lessons Learned Label Are We Moving in the Right Direction, What Successes Have

we Had?




image5.png
Tabs

Customer Buying Process.

Account

tones
Marketing / Biz Dev
Meeting

Customer Team
Opportunities
Revenue Trending
Product Matrix

Hide Team Comments
Opportunities (SWOT)

Threats

Customer Initiatives
Org Map Tab

Red Flags

Notes

Competitors
Account Timeline
Account Team
Child Accounts
Cases

Hide Manager Comments

J R R K

<




image6.png
Account Mapper
i

What Are the Customer's Goal and Objectives? - Are We Moving in The Right Direction - Our Plan to Drive Success - Value Proposition - Cli

Basic Account
Backto Account NotityManager || NotityTeam | AccountActionPlan | Account Playbook
ACCOUNT DETAIL oRG MAP REVENUE TRENDING PRODUCT(S) / SOLUTION(S) MATRIX mATIvES WHITE SPACE ACCOUNT MILESTONES
Account Detail M creckusts
‘Owner ID Travis Davis -count Type Customer
BUYING PROCESSES . ] ’
Industry  Technology L] Description A software company based out of Allen, TX. They are a Salesforce ISV partner with a native app
Strategy Mapper. Strategy Mapper is the only Account Productivity Suite for Salesforce users. It's
|m a framework allowing account teams to plan, management and execute sales acti
Salesforce.
. cusTomER TEAM
Account Mapper Template Basic Account Plan L] Int Hierarchy Account Hierarchy
Partners
MR orrorTuNITIES
Partner Role Is Primary
BB sTRATEGIC BUSINESS UNITS
Point N Time Software, Inc.

WHAT ARE THE CUSTOMER'S GOAL AND OBJECTIVES? ARE WE MOVING IN THE RIGHT DIRECTION OUR PLAN TO DRIVE SUCCESS

CONTRACT




image7.png
Buttons

Back to Account )

Save
Notify Manager Notify Team
Account Score v Account Playbook
New Meeting 2 Account Action Plan

Org Map Button Instant Meeting

swor




image8.png
Meeting Mapper ~ Home  Meetings »  Accounts v  Contacts \  Opportunities »  Campaigns v Cases » leads v Reports \/ Dashboards v  MeetingTemplates /  MeetingInsights \/  Executive Sponsors \  AccountMapperTemplates ~/  More v

& Account Mapper
I Basic Account

Back to Account Notiy Manager || NotifyTeam | AccountActionPlan | Account Playbook C—

ACCOUNT DETAIL ORG MAP REVENUE TRENDING PRODUCT(S) / SOLUTION

Account Detail
OwnerID  Travis Davis AccountType  Customer
Industy  Technology Account Description A software company based out of Allen, TX. They are a Salesforce ISV partner with a native app

Strategy Mapper. Strategy Mapper is the only Account Productivity Suite for Salesforce users. It's
aframework allowing account teams to plan, management and execute sales activities in

Salesforce.
Account Mapper Template  Basic Account Plan Account Hierarchy  Account Hierarchy
Partners
Partner Opportunities Role Is Primary
Point N Time Software, Inc.

What Are the Customer's Goal and Objectives? - Are We Moving in The Right Direction - Our Plan to Drive Success - Value Proposition - Client Relationship

WHAT ARE THE CUSTOMER'S GOAL AND OBJECTIVES? ARE WE MOVING IN THE RIGHT DIRECTION OUR PLAN TO DRIVE SUCCESS VALUE PROPOSITION CLIENT RELATIONSHIP
« B I US =@Sis

How does the customer view our relationship?
« Strategic (explain)

Big Software views our relationship as a key partner in their abiliy to drive market share with current and future products. They believe we provide a comprehensive full suite of solutions derived from our agency network. They are looking at investing large portions of their marketing budget toward intiatives we are actively engaged in.
Another key pointis they are bringing us into different business units and regions and have allowed us great access to their product teams. Big Software is working with us to provide case studies and a referral program to our potential customers.

« Tactical (explain)





image9.png
Hide Score Buttons.

Hide Account Score Chart Hide Average Chart

Hide Account Health Chart Hide Sales Intelligence Chart





image10.png
Sales  Home Opportunities v leads v Tasks v Files v Notes » Accounts v Contacts v Campaigns - Dashboards v Reports v Chatter Groups v Calendar v People v Cases v °AccountMapperTempla.. ~ X *More v

& Account Health

Point N Time Software, Inc.

Score
Account Health
Score Score Score
Account Score Sales Intelligence Opportunity Average Score
Account Mapper Meeting Mapper
What Are the Customer's 100 x1 Strategy 100 x1 Mestings 100 X1 Decision 100 x1
Goal and Objectives? Maker
Client Relationship 50 x1 Exccution Plan 100 x1 Buyer 100 x1 Champion 100 x1
AreWe Movinginthe 100 x1 Checkiists 100 x1 Decision Date 100 x1 Competitors 100 x1
Right Direction, What
Successes Have we Had? painPoints 100 x1 Strengths 100 x1
Buying Processes 50 x1 Initiatives 58 x1 Weaknesses 100 x1 Obstacles -100 x1
Account Milestones 72 x1 RedFlags 100 x1 Objections 100 x1 WhyBuys 100 x1

Team Review 0 x1 Budgeted 0 x1




image11.png
SWOT Configuration

Hide Opportunities
Hide Our Objections
Hide Our Obstacles

Hide Competitors

[

Hide Red Flags
Hide Our Weaknesses
Hide Our Strengths.

Hide Threats




image12.png
Sales  Home Opportunities v leads v Tasks v Files v Notes » Accounts v Contacts v Campaigns v Dashboards v Reports  Chatter Groups v Calendar v People v Cases v *AccountMapperTempla.. ~ X *More v

. swot
Ha Point N Time Software, Inc.

Back

Strengths. Weaknesses
Our Strengths Our Strengths Details
Account Management
Opportunity Planning
Strategy Mapper - Ops Plans
Phase deployment of Strategy Mapper

Obstacles Objections
Obstacles to Win Obstacles Free Form Objections to Overcome Objections Free Form
Don't currently track activity - new to sales teams. No resources

Opportunities Threats
CC is moving to a more out reach model. To big.
They are expanding in EMEA and this gives us a great opportunity to showcase our current customer base in EMEA. Haven't heard from hospital in over a month.
Our competition s trying to get a foothold in the account. A new executive in the company i friends with the CEO.

Red Flags Competitors
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StrategyMapper

Account Playbook for Point N Time Software, Inc.

Account Overview

Here is the Account Playbook for Point N Time Software, Inc. as of 10/23/2019. At the present time there are 7 open opportunities in
various stages in the sales cycle.

Currently Point N Time Software, Inc. is a Customer. The account owner is Travis Davis.
Open opportunities ( Red indicates opportunity past forecast date ):

Prospel

Marketing Automation 2/14/2019 10,000.00 Travis Davis
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Checklists

‘Working with your champion or main contact in the account build out their org map and realign based on
changes to their org structure.

Align our executives to theirs to build relationships higher than just the opportunity level.

Identify at least 2 champions in the account.
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STRATEGY TO WIN TacTICS VALUE PROPOSITION

Our strategy is to use a frontal attack, we have a superior solution based on the initial customer meeting.
We willleverage the following:

« We are an ideal fit based on the following customer requirements:100% integration with Salesforce
« Abilty to map to their current sales methodology

« Mobile access from any device via native Salesforce products

« Mobile access from iPad using Meeting Mapper mobile

« Meeting Planning and Execution

« Opportunity Planning - Playbook

« Account Planning - Playbook
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+ 100% integration with Salesforce

 Ability to map to their current sales methodology
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Opportunity Planning - Playbook

Account Planning - Playbook
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No extensive or expensive training

Limited or no professional services required

DI IR
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Mapper as the leader and innovator and because we have
strong product in Strategy Mapper.
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Meeting templates

Opportunity Mapper templates
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Strategy Mapper is the most cost effective, powerful,
configurable, comprehensive and easy to use Strategic
Selling solution for Salesforce to capture sales intelligence!
Strategy Mapper provides sales leadership unparalleled
visibility and access on the progress of Accounts and.
Opportunities, to ensure revenue goals are met and.
exceeded using the sale intelligence captured in customer
meetings and interactions.

Strategy Mapper is redefining how sales organizations sell by
using robust and accurate information to efficiently drive
revenue. Customer meetings are at the heart of the sale cycle
but are the least documented in an organization's CRM.
Strategy Mapper gathers customer intelligence and turns this
information and data into the building blocks or “DNA” of
Account Strategy and Opportunity Planning and does itin
real-time as each sales cycle progresses.
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Create new.
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StrategyMappei

Opportunity Playbook for Point N Time - Strategy Mapper

Opportunity Overview

Here is the Opportunity Playbook for Point N Time - Strategy Mapper as of 10/23/2019. With a decision date of 9/30/2018. We
currently have -388 days until the decision is reached. Is the customer’s project budgeted? Not Determined.

Forecasted Overview: 9,600.00
Current Stage: Proposal/Price Quote

Probability: 100%

Close Date: 11/29/2019
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Product Overview (Main Features):
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content/uploads/2017/09/Product-Overview-SM-Fall-17-
v1.0.pdf

Short Strategy Mapper

video: https://youtu.be/S_8BbFNKzXs

Disaster Recover for Sales

video: https://youtu.be/8_IXLOGyt_Q

AppExchange

listing: https://appexchange salesforce.com/listingDetail?
listingld=aON30000009vnGJEAT

@9 Travis Davis, 11/7/2017 225 PM Last Modified By

(@9 Travis Davis, 11/8/2017 6:12 AM





image32.png
i35 Meeting Mapper  Opportunities v More v

Opportunity Mapper

Point N Time - Strategy Mapper

‘ Back to Opportunity. n‘ Notify Manager H Notify Team H Opportunity Action Plan | _ggffortunity Playbook. H Opportunity Score H NewMeeting  Instant Meeting

=
OPPORTUNITY DETALL ORG MAP SALES COACHING SELECTION PROCESS RED FLAGS. NoTES OPPORTUNITY MILESTONES MORE

Opportunity Milestones

7/30/2018 8:41 AM 7/30/2018 8:41 AM

Pain Point Identified?
Champion Identified?

U I—
Qualfication &

10/25/2018 11:13 AM 10/25/2018 8:14 AM

It critical to understand the customer's objectives and have buy off on what will be tested.





image33.png
Information

Opportunity Mile-
*stone Name

Gate

Comments

New Opportunity Milestone

]

Opporturity Mapper
“Template [] strategy Mapper - Frontal
order

Sales Coaching Search Sales Coaching...

Cancel Save &New




image34.png
Meeting Template

Initial Opportunity Meeting

Related Details

Mesting Template Name. Initial Opportunity Meeting Ovner @® Travis Davis
Meeting Prefix oM CallPlan
Goal Map customer pain points back to Strategy Mapper. Internal Notes Itsc g to understand their needs, pain

points, goal and objectives.

1. Are they a Salesforce customer?

2. Do they currently have a solution in place?

3. Ifthere is push back on installation, setup and
configuration - We provide free installation, setup and
configuration.

4. 8 hours of free remote training to the team.

5. Unlimited hours assisting the Strategy Mapper
administrator.

Questions
1. Can you tell me about tum over in your accounts?
2. How would you rank the following in order of
importance:
a. Strategic Account Planning
b. Opportunity Planning
€. Meeting Planning and Execution

Active © v
Is Mobile Template.
Is Instant Meeting Template )

Related Objects Opportunity




image35.png
Meeting Buttons Configuration

Action Plan Add Atiendee
Back ) Send Invites

save ) Individual Take Away
Notes ) Actionable Inteligence
Tasks ) Export Report

Clone Schedule New

Political Map ) Related Object Setting
Score Meeting Sync Attendee Events
Object ) Attachments

Meeting Insights After Actions Review
Opportunity Mapper ) Account Mapper
Related Opportunity v

Table )




image36.tiff
¥ Meeting Page Displayed Buttons
Actionable Intelligence

‘Account Mapper

Add Attendee

After Actions Review

Attachments

Back

Clone

Export Roport

Individual Take Away

Objoct

[ Eait | [Doteta | Giono | Related Objoct Setting

Opportunity Mappor
Polltcal Map.

Rolated Objoct Soting
save

‘Schodulo Now

Score Mosting

Sond Agonda

Sond Invites

‘Syne Attondes Events
Tasks

Table

Meoting Insights




image37.tiff
¥ Meeting Page Displayed Buttons
Actionable Intelligence

‘Account Mapper

Add Attendee

After Actions Review

Attachments

Back

Clone.

Export Roport

Individual Take Away

Objoct

EENEN

AN

Eatt | [Dolote] | Clone | Ralated Objoct Setting

Opportunity Mappor
Polltcal Map.

Rolated Objoct Soting
save

‘Schodulo Now

Score Mosting

Sond Agonda

Sond Invites

‘Syne Attondes Events
Taske

Table

Meoting Insights




image38.tiff
¥ Meeting Page Displayed Buttons
Actionable Itelligence
Account Mappor

Add Attondoo

Aftor Actions Review
Attachmonts.

Back

Clone.

Export Roport
Individual Take Away
Notes

Object

ENENEN

<<

(Eat ) [Detets) [ Glone | [Related Object Betting|

Opporturity Mappor
Polltcal Map.

Rolatad Object Sotting
save

Schodulo Now

Score Mosting

Sond Agenda

Sond Invites

Sync Attendoo Events
Tasks

Table

Maoting insights

BN




image39.tiff
¥ Meeting Page Displayed Buttons.
Actionable Intelligence
‘Account Mapper

Add Attendee

After Actions Review
Attachments

Back

Clone

Export Roport
Individual Take Away
Notes

Object

Edit | [Dolote| | Clono | [Related Object Setting

Opportunity Mappor
Polltcal Map.

Rolated Object Setting
save

‘Schodulo Now

Score Mosting

Sond Agonda

Sond Invites

‘Syne Attondes Events
Tasks

Table

Meoting Insights

EENEN




image40.tiff
¥ Meeting Page Displayed Buttons
Actionable Intelligence
‘Account Mapper

Add Attendee

After Actions Review
Attachments

Back

Clone

Export Roport
Individual Take Away
Notes

Object

AN

EENEN

Edit | [Deloto| | Clone | [Relatod Object Setting

Opportunity Mappor
Polltcal Map.

Rolated Object Setting
save

‘Schodulo Now

Score Mosting

Sond Agonda

Sond Invites

‘Syne Attondes Events
Tasks

Table

Meoting Insights




image41.tiff
4 Meeting Insights Now Mosting Insight

Action  Mesting Insight Namo
Edit| Del Opportunity Mapper (Plans)

Edit| Del Account Mapper (Account Plans

Edit| Del Opportunity Playbook

Edit| Dl Account Playbook

Edit| Del Business Intelligence Brief/Report (BIBR)
Edit | Del Mesting Mapper

Edit| Del Actionable Intelligence

Edit | Del Sales Empowerment

Edit | Del Templates

Edit| Dl Ease of Use/No Professional Services Required




image42.tiff
E’ .N—é‘xll\llléégng Insight

Meeting Insight Edit Save | [Save & New| [ ancel

Information

il W—

Meeting Template |ritial Meeting - Opporte| &)

Save | [save & New| | Cancel




image43.tiff
Meeting Prerequisites

Action  Mesting Prorequisite Name.
Edit| el MP-000048
Edit | Del MP-000049
Edit | Del MP-000050

[Now Mesting Prerequisit|

Meating Prorequisite Name.
Pre-Demo Contact

Verify Gontracis

Check Hoovers

Meet

Prorequisies
TestPre 1
TestPre 1
TestPre2




image44.tiff
Mating Prorequisito Edit

S New Meeting Prerequisite

Meeting Prerequisite Edit

Information

Meating Proroquisite Name

Proroquisites.

MootingTomplate [ ting - oopors &





image45.tiff
After Actions Reviews Now Afor Actions Roview

Action  After Actions Review Name Toplc
Edit | Del Topic-0212 RSCis notlocked out by SAP ChaRM or another competior

Edit | Del Topic-0213 Accounts n th target market

Edit | Del Topic-0214 Coniact has been made with a relevant nfluencer or decision maker
Edit | Del Topic-0215 Potentalfor SAP change conrol automation has been denifed

Edit | Del Topic- 0216 An influencer or decision maker has seen the Rev-Trac Concept Presentation and is happy to progress




image46.tiff
[Now Follow Up.

Follow Up Namo
£t Del PRI-0006 ‘Send Thank You email
£t Del PRN00O7 Schedue next meeting

Edit | Del FUN-0011 ‘Send Followup Hand Written Note.

Follow Up Help (2

Detats Howlong How long Type. Send Email Sequenco
Send a personalized thank you etter. 2 Hours v 1
‘Schedule follow on meeing with cusiomer. 3 Days v 2
Wite and send a hand writen nole. 5 Days v 3





image47.tiff
Follow Up Edit
Information

Sequence

Follow Up

Detaits

No B

(s et e

(] () ]

Weating Tomplate
Howlong

How long Type
‘Sond Email

it veaing - oeport, &

—-None-- [

o




image48.tiff
Objectives

Action

Edi
Edi
Edi
Edi
Edi

Del
Del
Del
Del
Del

Objoctive Namo
ON.000s
ON-0006
ON.0007
ON-0008
ON-0009

Now Objoctive

Objectives
Introduction of team and project members.

‘Overview of current situation, products whatis driving the inquiry.
‘Overview of Point N Time Software.

Highlevel demo (productisolution).

Next steps.




image49.tiff
Objective Edit

S New Objective

Objective Edit
Information
Moting Tomplate

Objectives.





image1.png
@D

r
e
p

P

a
gy

fe

a

Str





image2.png
Meeting Mapper Home  Meetings v Accounts v Contacts \»  Opportunities » Campaigns v Cases v Leads v Reports » Dashboards \v MeetingTemplates v  MeetingInsights »  Executive Sponsors v/  AccountMapperTemplates ~ More v @

Account Mapper Template N .
E Strategic Account New Contact  New Recurring Donation New Campaign v

Related Details Activity

Account Mapper Template Name  Strategic Account Active v New Task  Loga Call

Account Strategy Enter in your Overall Account Strategy here. Lessons Learned + Custorner ke the fact it can be deployed in phases:
© Account Mapper Create new...

© Opportunity Mapper
© Meeting Mapper
« Itsimportant to understand their pain point or
challenges to ensure the right solution is disussed.
« Ifyou show it all it can be over load for the customer. ~ Upcoming & Overdue
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6 Month Plan * Determine if Strategy Mapper is meeting/met their goal No next steps.
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Verify buying process.

Review Initiatives (6 - 12 months).
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12 Month Plan Go over renewal.

Review current state of Strategy Mapper.
Review 12 and 18 month roadmap.
Determine any new players.

Verify buying process.

Review Initiatives (12 - 24 months).
Review earnings statements.

Value Proposition Strategy Mapper is the most cost effective, powerful,
configurable, comprehensive and easy to use Strategic
Selling solution for Salesforce to capture sales intelligence!
Strategy Mapper provides sales leadership unparalleled
visibility and access on the progress of Accounts and
Opportunities, to ensure revenue goals are met and
‘exceeded using the sale intelligence captured in customer
meetings and interactions.

Strategy Mapper is redefining how sales organizations sell by
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Strategy Mapper. Strategy Mapper is the only Account Productivity Suite for Salesforce users. It's
aframework allowing account teams to plan, management and execute sales activities in
Salesforce.
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WHAT ARE THE CUSTOMER'S GOAL AND OBJECTIVES?

« B 1 us|=aF=
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OUR PLAN TO DRIVE SUCCESS VALUE PROPOSITION CLIENT RELATIONSHIP

Big Software views our relationship as a key partner in their abiliy to drive market share with current and future products. They believe we provide a comprehensive full suite of solutions derived from our agency network. They are looking at investing large portions of their marketing budget toward intiatives we are actively engaged in.
Another key pointis they are bringing us into different business units and regions and have allowed us great access to their product teams. Big Software is working with us to provide case studies and a referral program to our potential customers.
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