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ANCHORING DASHBOARDS TO STRATEGIC OUTCOMES
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THE STAKEHOLDER ALIGNMENT MATRIX
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EXECUTIVE LEADERSHIP

CUSTOMER SUCCESS

MANAGERS (CSMs) it D AL 2
FOCUS FOCUS FOCUS
Strategic Insights & Proactive Alerting & Action Feature Adoption &
Trend Analysis Performance
IDEAL VIEW IDEAL VIEW IDEAL VIEW

High-level summaries impacting
overall business performance.

Granular individual account

health linked to task management.

Centralized views of user
feedback and usage depth.

KEY METRICS

Net Revenue Retention (NRR),
major churn drivers, aggregate
customer sentiment.

KEY METRICS

Activity drops below critical
thresholds, support tickets,
potential churn risks.

I

KEY METRICS

Specific feature usage, bug
tracking, performance issues
affecting customers.
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Core KPIs |: The Customer Health Engine

I =1
Layer 3 (The Engine): A
Usage & Engagement i I
~L N\ Layer 2 (The Catalyst):
Metrics: Feature Adoption Rate, Frequency ! Ne \ Time to First Value (TTFV)
of Use (DAU/WAU/MAU), Depth of | ﬁ ' % le—=] | _ e
Engagement, CSAT. | ;’g Metrics: Speed at which new
. : ! lﬁ ™ customers experience the core
Context: Moving beyond simple logins to product benefit.
track advanced workflow completion &,
and genuine value extraction. ' Context: Shorter TTEV indicates
= ' smoother onboarding and faster
) realization of value.

[ bl
Layer 1 (The Baseline).
Product Performance & Health

Uptime, Reliability, Response
Times, Error Rates.

The non-negotiable foundation.
Consistent performance builds trust;
downtime drives frustration.
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Core KPIs ll: The Retention & Churn Ledger

The Silent Killer: Churn

The Growth Engine: Retention

Met Revenue Retention
(NRR) > 100%
- | = =
Total Existing Customer Expansion Revenue
Revenue Revenue (GRR) (Upsells/Cross-sells)

Baseline
Revenue

Revenue Lost
to Churn

.
x

Gross Revenue Retention (GRR): The Baseline

W

Revenue retained from existing customers, excluding expansion.

Reveals the raw revenue lost to churn.

Logo Churn vs. Revenue Churn

Net Revenue Retention (NRR): The Gold Standard

Losing many small customers (logo churn) might hide low revenue
churn if high-value clients are retained.

Revenue retained accounting for upsells, cross-sells, and churn. An NRR
> 100% dictates that expansion revenue is officially outpacing churn.
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Core KPIs lll: The Sentiment & Advocacy Funnel

Stage 1: Friction & Effort Stage 2: Sentiment & Loyalty Stage 3: Public Advocacy _
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| R Metric: Net Promoter Metrics: Referral Rates, | |
| gc?;:f[cég;i?&esr] T > Score (NPS) & | > Testimonials, Social —+—t{[1 >
Qualitative Feedback | Media Mentions |
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Application: Measures the Application: Categorizes users Application: Quantifying the
effort required to resolve into Promoters, Passives, and ultimate success state where
issues. Lower effort directly Detractors. Text analytics customers generate
correlates to higher baseline surface commaon pain points. marketing momentum.

satisfaction.
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Designing for Clarity: The Visual Translation Engine

=

Continuous Trends Discrete Comparisons |
; ol . i |
i3 Chart: Line Graph - - Chart: Bar Chart
Use Case: Tracking month-over- = ' .' Use Case: Comparing feature
month churn rate or revenue ' —" adoption rates across different
growth fluctuations. == I customer segments.
Proportional Breakdowns Complex Correlations

Chart: Donut Chart i Chart: Scatter Plots &

Heatmaps

Use Case: Plotting health score
vs. product usage; identifying
activity patterns.

Use Case: Customer segments
contributing to recurring revenue
(Warning: Use judiciously;
misleading with too many slices)

The Interactivity Mandate: Static dashboards offer limited value. Require Drill-Downs, Segmentation, and Date-Range Selectors.

e
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The Data Architecture Tech Stack

+— Stage 1: Data Sources — ' +—— Stage 2: Processing K Stage 3: Visualization
= | The Engine | The Presentation Layer
/1;,:—\, — APls, Connectors, and ETL Tableau, Power Bl, Looker (Data
[ rCRM+ == [ processes feeding into a modeling and interactive
1 + - ~ centraiized Data Warehouse as a dashboard rendering).
Salesforce, HubSpot == single source of truth. /—F
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Phase 1: Establish Ownership |

Designate specific owners for maintenance. |
| Establish strict data governance policies |
and change management processes.

.

Governance & The Evolution Loop
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E Phase 2: Regular Audit

Validate metrics continually. A
Monitor system performance. e
Actively solicit user feedbackto |
identify unmet needs. A

[T A ]

Phase 3: Adapt to Eﬁ.ifl:s

Introduce new metrics as strategies evolve.
Ruthlessly deprecate obsolete metrics.
Pivot the architecture to reflect market shifts.
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A dashboard is not a set-it-and-forget-it artifact; it is a living entity requiring
continuous care to illuminate the path toward enduring prosperity.
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