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Why This Conversation Matters Now

CROs must be both operators (drive results) 
and translators (explain them to the board) – 
even more so during periods of uncertainty

Goal for Today
Tactics to manage GTM levers and 
communicate outcomes clearly, 
credibly, and confidently



Introductions

1. Name, Role & Company

2. Location

3. Icebreaker Options
a) How is the current macro environment affecting your business today?

b) One word to describe your last board meeting?

c) One part of your morning routine that you never skip?
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In engaging with the board, a CRO should observe three guiding 
principles to inspire confidence with their constituents

01 l CLARITY
Of the narrative by framing 

GTM storylines in plain terms, 
coherently

03 l COMMAND
Of levers, by demonstrating 
control of underlying factors; 

mgmt. agility

02 l CREDIBILITY
Through data & metrics 

presented consistently with 
explainable trends



5

Includes content supplied by Sales Benchmark Index; Copyright © Sales Benchmark Index, 2023

VOICE OF CUSTOMER
Insights gathered from customer feedback 

and sales interactions that reveal market 
sentiment and validate GTM decisions.

STRATEGIC INITIATIVES
Deliberate, high-impact GTM programs (e.g., 

segment expansion, new pricing model) 
designed to drive long-term business goals.

LEADING INDICATORS
Forward-looking metrics (e.g., pipeline 

coverage, sales velocity, demo-to-close rate) 
that signal future performance trends.

MUST-WIN BIG DEALS
High-impact, late-stage opportunities that are 

critical to near-term targets; what’s being done 
to win, risks & mitigations. 

COMPANY-WIDE METRICS
Top-line indicators (e.g., ARR, NRR, CAC 

payback) that align GTM performance with 
overall business health.

OUTCOMES, SHORTFALLS & MITIGATIONS
The business results delivered by GTM efforts, 
both positive & negative. If negative, highlight 

mitigation plans.

01 l CLARITY
Of the narrative by framing GTM storylines 
in plain terms, coherently

How have you had success 
structing your board narrative?
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What components from your 
GTM scorecard are highest-ROI?

02 l CREDIBILITY
Through data & metrics presented 
consistently with explainable trends

1
GTM Scorecard as Anchor
Pipeline, conversion, 
productivity

2
Establish Dimensions
Normalize across time; 
important segments

3
Highlight (Future) Risks
Using leading indicators, ID & 
subscribe BoD to dark spots
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What frameworks or tactics do you use to 
inspire confidence with your board?

03 l COMMAND
Of levers, by demonstrating control of 
underlying factors; mgmt. agility

➢ Share proactive moves: resourcing, motion design, 
quota strategy

➢ Include scenario thinking: how you’ll adjust as 
conditions change

➢ Quantify impact: e.g., 'Ramp time cut by 30 days = 
+15% productivity'

Analyze by:
• Geography
• Customer segment
• Routes to market
• Product
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Parting Thoughts & Assets for You

Board Reporting Maturity 
Model

Deliver Presentations That 
Get Boardroom Results

Board Q&A Quick 
Reference Guide

Jamie Halpin
Partner, SBI TMT Practice 
Jamie.Halpin@sbigrowth.com 

JD Miller, PHD
Operating Advisor, Five Arrows Capital
james.d.miller@gmail.com

Tony Erickson
Managing Partner & CCO, SBI
Tony.Erickson@sbigrowth.com

https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/board-reporting-maturity-model?contentId=136139776125&tool=true
https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/board-reporting-maturity-model?contentId=136139776125&tool=true
https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/deliver-presentations-that-get-boardroom-results?contentId=136139775883
https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/deliver-presentations-that-get-boardroom-results?contentId=136139775883
https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/board-qa-quick-reference-guide?contentId=136147645966&tool=true
https://pro.sbigrowth.com/research/Commercial%20Strategy%20%26%20Structure/lever/board-qa-quick-reference-guide?contentId=136147645966&tool=true
mailto:Jamie.Halpin@sbigrowth.com
mailto:james.d.miller@gmail.com
mailto:tony.erickson@sbigrowth.com
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Sales
Productivity

Bookings

Quota 
Carriers

Capacity

• ICP, Positioning/messaging
• ABM/always-on campaigns
• xDR productivity
• Partner collaboration & contribution
• Sales process & methodology
• Territory/quota/incentives
• Operating system
• Coaching & performance mgmt.
• Sales training & skill development

• Recruit, Ramp, Retain
• A, B, C Player distribution

Quantity

Price
• Unit price
• Average deal size
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