
MUTUAL ACTION PLANS   
LUNCH & LEARN
At the end of this lunch, you’ll be able to

1. Explain what a MAP is and how it will help your customer 
both trust you and understand your value prop’s urgency

2. Know how to use a MAP for Discovery vs. Accountability
3. Understand which opportunities warrant a MAP
4. Draft your first “paper” MAP ready for a customer



WELCOME! 1. Intros
2. The goals of MAPs
3. Who needs a MAP?
4. Your First MAP
5. MAPs for Discovery 
6. MAPs for Gone Dark



DealPoint puts Mutual Action 
Plans in the cloud to let 
every rep on the team 
operate like a Top Seller

• Trusted by customers
• Consistent discovery 
• Customer-validated forecast

The only plug in this L&L



GOALS OF A MAP

1. Top of funnel:  
As a discovery tool & trust builder for reps 

2. Mid-funnel:  
Urgency driver to stop stalls & ongoing disco 

3. Coaching:  
Super targeted deal review 
 

4. Process review:  
Make sure your theoretical model matches 
the real world



TODAY

CUSTOMERS
Can I trust this vendor 
to take care of me?

SELLERS
How can I close this deal?

MANAGERS
Is this date accurate? 

Is my team following process?

$

What are stakeholders focused on  
during the buying process? 

BUYER’S 
NEED



TODAY

NONALIGNMENT LACK OF CREDIBILITY FEAR OF CHANGE

Deals die because the Sales Team fails to address  
customer’s key concerns

BUYER’S 
NEED

To customer priority Why should customer
trust you Unvoiced assumptions 

about effort required 

CONSENUS
Getting the entire Buying 

Committee onboard



Risk vector: Discovery “checklist”  
requires expert personal selling skills

Does customer really know enough  
about their process to predict timeline accurately ?

Do you have consensus 
across buyer team? 
How do you know?

Is there a surprise 
waiting here that’ll stall 

or derail the deal?

What point does 
customer say 
 “I’m so glad I 

spent that 
money”?



CUSTOMERS SELLERS MANAGERS

BUYER’S 
NEEDTODAY

This looks well planned and 
I’m not going to get surprised 

They agree on what we need from them 
 and I learn their priority, people & process

I can forecast on this and 
I’m not going to get surprised

A MAP is the safe path from today to your customer’s goals;  
it proves customer-focus, credibility, urgency & transparency

$



TRUST & CLARITY
This the safest path to my success 

Better start now or I add risk

VALIDATION & CONTROL 
More wins, higher confidence 

Smooth buying & selling experience

EARLY WARNING SYSTEM
Reps follow our process 

Predictable results every quarter

Reps that use MAPs close more deals, have super-accurate 
forecasts and enjoy all the benefits of trusting customers

BUYER’S 
NEEDTODAY 31 2 4 5



3+ months >$25K 3+ Buyer Stakeholders

Who needs a MAP?

“It’s more about how detailed do you 
get rather than not doing one at all.”  

– Sarah Fricke, Global Sales Enablement 
Manager, RingCentral

https://www.linkedin.com/in/sarahfricke


Repeat after me

This is not a Mutual Action Plan  
to sell our Thing. 

  
It’s a Mutual Action Plan  

to solve our customer’s problem 



 BE (ACTUALLY) HELPFUL



Anatomy of a MAP

• Value summary
• Key dates summary
• Milestones

• Outcomes vs. “Tasks”
• Target dates
• Duration estimate
• Buyer & Seller Responsible

KEEP IT UP TO DATE!



About Buying & Selling 
Teams

• Show your bench
• Show your credibility & 

trust 
• Understand who’s who on 

Buyer team
• Build peer relationships to 

kickstart stalled deals 



What format?

Spreadsheet — easier to 
organize & update, but not as 
flexible 

Word doc — Best for context 
building & “prettiness”

GSuite (or other online 
location) for real-time live 



Killer Discovery

 
“We know we’d expect 
someone from Finance on this 
Milestone.  
 
We’ll bring Sarah, who is  
best on your side?”



When Prospects Ghost

“If we miss this milestone, the 
whole timeline slips, and you won’t 

hit that OKR  next quarter.  
How do we get back on track?  .”

VS.  

“I’m just calling to follow up”

Which one sounds better?



TOP SELLERS
Should be the cream, 
not the lifesavers

MIDDLE OF THE PACK
If they followed process, they’d 

hit quota and more

DRAGGERS
If they can’t follow process, 

it’s an easy decision 

Team hits 90% of target, but Top Seller performance obscures 
middle-of-the-pack failings.  
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Missed quotas = 
15% of team target

REP QUOTA




