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PRESENTING CUSTOMER 
SUCCESS TO YOUR BOARD 

Roger Lee 
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Battery Ventures 

Nick Mehta 
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Gainsight 
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Board/Investor 

Nick Mehta @nrmehta 

CEO Gainsight #customersuccess; 
Join October 2007; 

diehard: Steelers, family, blueberries; 

curious: robots, quantum physics, progress; 
Taylor Swift meets John Rawls 
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Estimated Dollar Net Renewal Rate 

60% 70% 80% 90% 100% 110% 120% 

Source: Altimeter and FactSet 10/2014 

10x 

Why Your Board Cares About Customer Success 
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1.  Elevate importance of Customer Success 

2.  Drive more budget toward Customer Success 

3.  Highlight issues across company to help CSM 

Why Does This Matter? 
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What should I 
talk about to 
my board? 
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Board Meeting Basics 

Finance Product Marketing Sales 
Customer 
Success 

Past Actuals Shipped Leads Bookings 
Renewals / 

Up-Sell 

Future Forecast Roadmap Campaigns Pipeline Health 

What To Cover 
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Types of Metrics 

•  Balance: Where we are today 

•  Trend: How we’ve performed over time 

•  Forecast: Where we’re headed 

•  Vs. Plan: How this compares to goal 

Board Meeting Basics 



CAVEAT: CUSTOMER NAMES 
AND AXES BLURRED TO 
PROTECT THE INNOCENT 
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Past 
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Scoreboard: 
Customer 
Success!

 

Highs 
 

•  Accomplishment 1 

•  Accomplishment 2 

•  Accomplishment 3 

 

Lows 
 

•  Issue 1 

•  Issue 2 

•  Issue 3 

Scoreboard: Customer Success  
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What was our 
retention rate? 
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200%!!!! 

Customer Success for the Board 
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Source: David Skok, Matrix Partners 

Customer Success for the Board 
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Get Agreement On… 

•  Dollar churn or customer churn? 

•  Include price decreases and downgrades? 

•  Include price increases and upgrades? 

•  Churn on total ARR/MRR or churn on renewable amount? 

•  Controllable versus uncontrollable churn? 

•  Churn by cohort? 
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Scoreboard: Customer Success 

Key Up-sells 

•  Customer A: $XXXK 

•  Customer B: $XXK 

•  Customer C: $XXK 
Y% 

X% 

$YK 

$XK 

Key Renewals: 

•  Customer A: $XXXK 

•  Customer B: $XXK 

•  Customer C: $XXK 

 

Key Churns: 

•  Customer A: $XXXK 

•  Customer B: $XXK 

•  Customer C: $XXK 

Gross Retention Up-sell 

Target Actual Target Actual 
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Past: Net Renewals By Quarter 
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Which Renewals Did We Recently Close? 
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Which Up-sells Did We Recently Close? 
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What are our 
operational 

metrics? 
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Quarter Closed
 Median Calendar Days to Launch
 Minimum Calendar Days to Launch


Q3 2013


Q4 2013


Q1 2014


Q2 2014


Q3 2014


Q4 2014


Time to launch decreasing over time 

Scoreboard: Services – Time to Launch 
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Scoreboard: Support – Ticket Trend 

Increasing adoption 
driving higher ticket 
volume 
 
Customers engaging 
support more quickly 
and CSMs sending to 
Support 
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New Hires


Scaling with 
increasing support 
volume - good ramp 
by team 
 
12 weeks from 
5-25-15 

Scoreboard: Support – Ticket Solved Trend 
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Increasing adoption driving higher ticket volume 

Scoreboard: Support – Top Customers and Categories 
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Steady growth of community – especially on Ideas 
 
Through 5-25-15 

Scoreboard: Support – Community Metrics 
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Hiring causing range of load 

Scoreboard: CSM – Account Load 
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Trending toward target of $1.2 MM /CSM 

Scoreboard: CSM – ARR Load 
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How is 
adoption 
trending? 
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Adoption trending up % x MoM 
 
Actions per user up %Y Mom 

Scoreboard: Adoption Trend 
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Scoreboard: Key Feature Adoption Trend 
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Who Are Our Top Usage Customers? 
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Scoreboard: Top Features by Usage 
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Are customers 
happy? 
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Scoreboard: NPS  
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Scoreboard: NPS 
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What is 
working? 
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Success Story 1: [Company Name] 

•  Phase 1 of 2 in implementation 
completed in ~8 weeks  

•  Launched with 3 Risk CTAs 
and 1 Expansion CTA for high-
touch CSMs 

•  Equipped exec sponsor with change 
management templates 

•  Trained managers as mini-adoption 
champions 

•  Created dashboards for them to track 
their own adoption 

•  Launched CoPilot for low-touch CSMs 
•  Included additional Risk CTAs 
•  Trained managers to use Gainsight in 

1:1 meetings with team members 
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41 Lifetime reviews: 

Scoreboard: Success –Reviews (AppExchange) 
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Newer review site 
10 lifetime reviews: 

Scoreboard: Success –Reviews (TrustRadius) 
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Newer review site 
10 lifetime reviews: 
 

Scoreboard: Success –Reviews (G2Crowd) 
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Past: Top Up-sells By Customer 
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Why are 
customers 
leaving? 
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Past: Churn By Reason 



©2015 Gainsight. All Rights Reserved. 

Churn Story 1: [Customer Name] 

•  Our contact was ops 
leader 

•  First VP AM was not 
focused on CSM 

•  New VP CSM was pro-
Gainsight but maybe too 
late 

•  Churn notice 
•  CEO cut budgets 
•  "Gainsight is ultimately the right 

thing for us - love the vision - enjoy 
using it" 

•  Never got broad adoption, although 
Ops started to push the roll-out 

•  "Never had a business relationship 
that’s as pleasant and wonderful as 
working with you - you’ve been the 
best" 
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Past 

Other Factors to Look At 

•  Same metrics by region, vertical, product, segment 
•  Churn by reason 
•  Top churns and up-sells 
•  Churn and up-sell by cohort 
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Future 
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What is our 
risk in our 

installed base? 
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Lagging Indicators         Leading 
Indicators 

Too Late 
 
 

Churn 

Silence 
 

Churn inquiry 
Late payments 

No product usage 

Frustration 
 

Low NPS scores 
Long support TTR 

Not referenceable 

Disengaged 
 

Not opening emails 
Declining adoption 

Sponsor leaves 

Success 
 

“Sticky” feature usage 
Proven ROI 

Increasing adoption 

Future 

Customer Health Indicators 
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Risk 3.0: Company-Wide 

Readiness Product Bugs Implementation 

GM VP Sales VP Product VP Engineering VP Services 

Definition 
Customer is not a 

standard use-case, 
or not ready for GS 

Customer views 
something as a bug, but 
truly it’s a feature request 

High volume / high 
priority of bugs for that 

customer 
Project plan is delayed 

1 2 3 4 

Support Company Sentiment Habits 

GM VP Services VP Customer Success VP Customer Success VP Customer Success 

Definition 

Customer has high 
priority, volume or 
duration of tickets 

open 

Something about the 
company has changed 

that is impacting their GS 
use (e.g. lose advocates, 
financial difficulty, re-org) 

Customer isn’t happy or 
has experienced many 

risks with GS 

Customer isn’t using our 
product significantly 

5 6 7 8 
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8 categories of customer success 

Fit Product Bugs 
Implemen
-tation 

Support Company Sentiment Habits 

GM: VP Sales 
VP 
Product 

VP Eng 
VP 
Services 

VP 
Services 

VP CSM VP CSM 
VP 
CSM 

S
co

re
ca

rd
 

RED “Not a Fit” 
CTA 
flagged 

CTA 
flagged 

CTA 
flagged 

CTA 
flagged 

CTA 
flagged 

Exec 
Detractor or 
Fatigue Risk   

Risk 
CTA 

YELLOW 

“New Use 
Case, 
non-
SFDC” 

CTA open 
(manual/
auto) 

CTA: 
support tkt 

CTA open 
(auto) 

CTA open 
(auto) 

CTA open 
(manual/
auto) 

Else 
Oppt’y 
CTA 

GREEN 
“Meets 
Criteria” 

No CTA No CTA No CTA No CTA No CTA 
Exec 
Promoter 
NPS 

No 
CTA 

C
o

ck
p

it
 

CTA 
owner 

-- 

PM (pre-
Launch) /  
CSM 
(post-
Launch) 
 

Support 
(Emily) 

PM (pre-
Launch) /  
CSM 
(post-
Launch) 

CSM CSM CSM CSM 
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Which Clients Are Taking Too Long In Onboarding? 
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Which Clients Aren’t Using Our Product? 
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Are things 
getting better? 
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What is our 
forecast? 
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Future: Renewal Forecast 
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What are your 
initiatives? 
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Q2 Plays 

Play 1 

•  Initiative 1 

•  Initiative 2 

•  Initiative 3 

Play 2 

•  Initiative 1 

•  Initiative 2 

•  Initiative 3 
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Q&A 

http://access.gainsight.com/executive-guide-to-churn/ 

Gainsight Confidential. 2014 Gainsight, Inc. All rights reserved.  


