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CUSTOMER SUCCESS HAS A 
SEAT AT THE TABLE; NOW 

IT’S TIME TO LEAN IN 
AND FLIP IT.
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Be intimately familiar with your data. 

Spend time slicing your data every 

which way to truly understand the 

insights and what’s most useful.

KNOW YOUR DATA 
You have all of these insights and 

stories but the board wants to 

know your plan. Be prepared to 

articulate what you plan to do.

KNOW YOUR SOLUTION

Who is your board made up of? What 

is their area of expertise? What’s most 

important for them to hear?

KNOW YOUR AUDIENCE
The data is critical but what’s the 

story your data supports? Make sure 

to have a thoughtful narrative.

KNOW YOUR STORY

HOW TO BEST PREPARE FOR YOUR BOARD



EXECUTIVE SUMMARY

● Start your slides with an 
overview or Executive 
Summary - this will help 
illuminate key points for 
the discussion

● Provides an at-a-glance 
for the board members 
to understand what you 
will cover to prepare for 
the conversation

● High probability you will 
not get to all of your 
content 



REVENUE METRICS

● Determine what 
important revenue and 
business metrics your 
board wants to monitor 
and have your data 
prepared

● NRR is universally 
becoming the key board 
metric for CS and 
business performance as 
it highlights your ability 
to retain/grow your install 
base



REVENUE METRICS

● GRR helps to articulate 
the retention health in 
your book of business

● GRR cannot be covered 
up with growth like NRR 
can - with GRR it’s easy 
to identify a churn 
problem where NRR is all 
encompassing so if you 
have a strong growth 
month and average 
churn the headline can 
look very positive



REVENUE METRICS

● Logo retention breaks 
away from the revenue 
focus and helps tell a 
story around your 
customers

● GRR might also hide if 
you have a logo churn 
issue because if can be 
masked behind the 
retention of large 
revenue logos

● Showing these metrics 
quarter to quarter will 
also help highlight 
seasonal patterns of 
behavior and trends



FORECAST

● Revenue metrics are 
helpful to tell the story of 
what happened (past) 
your forecast will help tell 
the story of what will 
happen (future)

● It’s important to be 
truthful in your forecast - 
hard to predict 
everything but you 
should already know 
which customers will 
churn and which will stay 
- perhaps there is a 
variable on revenue or 
some risk customers that 
fall your way



FORECAST

● Forecasts further out 
than a quarter can 
become tricky as there 
might be more volatility 
so make sure you 
understand how far out 
you’re expected to go

● Having a renewal health 
forecast can help you 
predict what they might 
be able to anticipate but 
since this is far enough 
out you have to have a 
plan to address foreseen 
risk



FORECAST

● A forecast slide like this 
can help the board see 
what you see - what do 
we know for certain.

● Your job will be able to 
talk through the swing 
deals in that quarter and 
address uncertainty and 
your path to build to your 
target. 

● Treat this slide like a 
placeholder and have 
your story tight and 
ready to go.



LEARN FROM RETENTION

● It’s important to know 
why customers stay as it 
is to understand why 
they go - build a 
framework that allows 
you to find common 
ground for customers 
who stay and grow

● Consider building a 
success profile when 
you’ve locked in on the 
key elements and 
highlight customers 
who’ve been successful 
and meet this criteria.



LEARN FROM CHURN

● Analyze why customers 
leave so you can focus 
your efforts on 
preventing these issues 
in the future.

● There are a lot less churn 
reasons than you think - 
moving to a competitor is 
not a churn reason. It’s 
the result of a bigger 
issue. 

● Break churn into 
controllable and 
uncontrollable buckets.



LEARN FROM CHURN

● Churn data is helpful but 
customer stories are 
powerful. Your board is 
not sitting with you in the 
trenches and is often 
removed from the why, 
why and how. 

● Make sure to have a tight 
narrative including 
anything you feel could 
have been done to 
prevent this outcome. If 
you feel you did 
everything, you are not 
looking deep enough.



CUSTOMER HEALTH

● It’s critical to highlight the 
health of your customer 
base and to be able to 
understand this data 
segmented in different 
buckets. 

● You might break 
customer health down by 
segment, vertical, 
market, stage etc. this 
level of analysis is 
usually where the story is 
for the board. Customer 
Health at a high level 
lacks the ability to take 
action - so go deep. 



ONBOARDING PERFORMANCE

● Given the critical 
importance of  
onboarding to the 
success of your 
customer, make sure to 
talk about patterns and 
learnings from 
Onboarding.

● Where do customers 
struggle? Is there a 
certain aspect where the 
project stalls? What can 
we learn from customers 
who move fast through 
onboarding and what 
can we do to accelerate 
it and make it easier.



HIGHLIGHTS AND LOWLIGHTS
● Reflection and learnings 

always has a place in the 
boardroom - so find the 
right place to place it.

● Be sure to highlight just 
the achievement of 
objectives but the impact 
and results as well - data 
is always a friend.

● Lowlights a critical as 
they help align everyone 
around the truth. Not 
everything we do can 
have massive success 
and sometimes there are 
things we aren’t doing 
that are causing issues.



IMPACT
● Last time you met with 

the board you probably 
proposed a few 
programs or initiatives to 
address risk or amplify 
success - it’s critical to 
close the loop.

● Talk about what you 
were able to do and 
what you didn’t get to 
but most importantly 
discuss the impact each 
had on the business.If 
possible tie to revenue 
or customer experience.



SOLUTIONING
● You’ve highlighted some 

challenges earlier in your 
presentation, so the 
board will want to know 
what you plan to do - put 
together a few programs 
or projects you believe 
you’ll be able to take on 
next quarter and how 
you plan to execute.

● Be able to articulate who 
you chose these and 
what you believe the 
impact will be to 
customers and the 
business. Also talk about 
what will happen if you 
don’t do these things.



CSM MANAGEMENT
● Include a few slides or 

talking points that 
discuss the team as well 
- things like health my 
CSM or NPS by CSM, 
Status by CSM etc. 

● Including this data can 
help with things like 
highlighting top 
performers, under 
performing CSMs, 
capacity issues etc. 

● These are great ways to 
showcase all of the work 
with stories and trended 
lines as well.



ADVOCACY

● While determining what 
metrics you do and don’t 
want to share, we know 
that customer advocates 
can be our biggest 
growth engine so take 
the time to highlight how 
each CSM is fostering 
this quarter to quarter. 

● Break these down into 
trended views as well to 
show growth over time.

● Articulate a story 
supporting the data



BOARD DECK MISTAKES TO AVOID

1.
DON’T 
FORGET TO 
PREPARE.

3.
DON’T 
NEGLECT THE 
CUSTOMER 
STORIES - 
THAT’S 
WHERE THE 
POWER IS!

2.
DON’T 
SHOWCASE 
SURFACE 
LEVEL DATA - 
GO DEEP!

5.
DON’T 
REINVENT 
THE WHEEL - 
BUILD A 
TEMPLATE 
THAT WORKS, 
RINSE AND 
REPEAT. 

4.
DON’T HAVE A 
FOCUS THAT 
IS ALL YOUR 
OWN - MAKE 
SURE TO 
HAVE YOUR 
NARRATIVE 
SUPPORT THE 
BUSINESS.



THANK YOU 


