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44

Customer 
Success Teams

3
Customer Success 
Ops Team members

4
NPS Cycles

50k+
Emails Sent

5
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Metrics that 
Matter Handout
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make it count



Business Outcomes Supply Chain
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Positive Customer 
Journey Experience 

& Touchpoints

Engaged & Satisfied 
Employees

Right Actions 
Right Time      

Right Customer

Loyal Customer 
Sentiment

Loyal Customer 
Actions

Leading Indicator

Business 
Outcomes



Business 
Outcomes

Outcomes for your 
customers, outcomes for 
your business

Revenue Growth
Renewals & Expansions
Outcomes for Customer

Customer 
Actions

Show loyal customer 
actions

References
Event Attendance | Speaker
Survey Response Rates
Utilization & Consumption

Customer 
Sentiment

Overall relationship 
potential for loyalty

NPS | CES (Rship)
Likelihood To Renew

Touchpoint Experience
Performance in specific 
touchpoints

cSAT (e.g. onboarding)
MTTR
Escalations

Employee ActionsRight actions at right time for 
right person to deliver CS

SuccessPlays | Engagement
Reference Invitations
Success Plans

Employee SentimentHow inspired / engaged 
are employees about CS

EOS (Emp Opinion Survey)
eNPS

Metric ExamplesDescription 

CS Metrics Architecture
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Metrics that Matter
(along Customer Journey)
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Customer Success Summit: Teams
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Metrics along Customer Journey
5 Metrics to Make it Count
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Retention Expansion

AdoptionOnboarding

Advocacy
1. Meaningful Engagements

2. Product Adoption

5. Revenue Impact

4. Customer Health

3. Customer Sentiment



Metrics along Customer Journey
5 Metrics to Make it Count
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AdoptionOnboarding

1. Meaningful Engagements



Journey: Meaningful Engagements
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1
Align Cadences to Engagement Model
→ Tier 1 | 2 | 3

Customize: “Meaningful” for Organization



12

3036 
Touchpoints 
logged since 
January 2022 
by 20 CSMs

12

151 
Average touchpoints 
logged per CSM

1753
Meetings & 
Phone Calls

1283
Emails & Internal 
Notes

8 
Average touchpoints 
logged per Account



“My team owns 300+ accounts. 
When I start my day in the 

Totango timeline, I am able to 
catch up on customer calls that 

happened, usage alerts, and new 
NPS scores. I feel keyed into my 
team and we save time in our 1:1 
meetings. I have so much context 

into what is going on at that 
account with a quick read of it’s 

timeline.”

13

Chris Longo
Director Customer Success, 

Enterprise & Strategic 
Accounts



Metrics: Part of a Journey 
Taking Metrics to the Next Level
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2018

End Goal

Starting Point 2020

2017

2019

2016

Meaningful Engagements

Product 
Adoption

Middle Point



Metrics along Customer Journey
5 Metrics to Make it Count
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AdoptionOnboarding

1. Meaningful Engagements

2. Product Adoption



Product Adoption
SuccessBLOC
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2→ Ensure your Customer are utilizing your Platform & Services

→ Special Focus on “Sticky” Features
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Varicent 
Product
Adoption
From a Hands on 
Workshop to a video series 
email campaign to an 
increase in # of reports 
created by a new product 
feature

17

119
Workshop 
Attendees

6
Video Emails

1532
# of new reports 
created in the new 
feature

2x
Accounts with more 
than 2 reports in 
new feature
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5. Revenue Impact

4. Customer Health

G2 Reviews

References

1. Meaningful 
Engagements

3. Customer Sentiment / Loyalty

Digital 
Campaigns

Network of Metrics

Workshops 
& Webinars

Enablement

Opportunities

2. Product Adoption



Opportunities 19

4. Customer Health

G2 Reviews

References

2. Product Adoption

1. Meaningful 
Engagements

3. Customer Sentiment / Loyalty

Digital 
Campaigns

Network of Metrics

Enablement

5. Revenue Impact

Workshops 
& Webinars
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2. Product Adoption

1. Meaningful 
Engagements

Digital 
Campaigns

Network of Metrics

Workshops 
& Webinars

Enablement



Metrics along Customer Journey
5 Metrics to Make it Count

AdoptionOnboarding

Advocacy
1. Meaningful Engagements

2. Product Adoption

3. Customer Sentiment

21



Surveys across Customer Lifecycle

Customer

Sales Cycle

X days X days X days

Prospect

X days

Onboarding RenewalsNurture

 NPS® Survey Loyalty or relationship-based surveys are sent periodically 
to measure the loyalty of your brand

Post-Onboarding

CSAT Survey Transaction surveys are more commonly used to 
measure the experience of a recent transaction or 
service

Business Reviews 3



Customer Sentiment: NPS
Relationship / Loyalty

23

3



Varicent NPS
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→ In Product
Appcues

→ Ticket CSAT
Salesforce

→ Email Campaign
Totango

NPS Collection

→ 0-6 Score
Internal alert & task assigned to the CSM to give a personalized response

→ When task is complete
Set an attribute on the user

→ If attribute has no value 2 days after score submission date
Assign a task to the CSMs manager to follow up with the customer

→ 7-8 Score
Internal alert & email to customer asking what it would take to get to a 9 
or 10

→ 9-10 Score
Internal alert 

→ If customer cannot give endorsement
Email with a thank you

→ If customer has not given a G2 review or review date was over 6 
months ago
Email requesting a G2 review

→ If a G2 review has been given in the last 6 months
Email requesting a TrustRadius review

Close the Loop

→ Totango User Attributes

Data into Totango

Customer Success Summit: Teams
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23 G2 Reviews 
from happy 
customers
Varicent had a goal to get 
over 200 4+ reviews in 6 
months, and 10% of those 
reviews came from 
automation

25
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G2 Reviews

References

2. Product Adoption

1. Meaningful 
Engagements

3. Customer Sentiment / Loyalty

Digital 
Campaigns

Network of Metrics

Workshops 
& Webinars

Enablement



Metrics along Customer Journey
5 Metrics to Make it Count

27

AdoptionOnboarding

Advocacy
1. Meaningful Engagements

2. Product Adoption

3. Customer Sentiment

4. Customer Health



Multi-Dimensional 
Health Score

28

4
per Account
→ Health Rank

→ Health Score

per Dimension
→ Health Rank

→ Health Score
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Customer Health Score
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A visual and 
actionable 
customer score
Complex scoring that is 
extremely intuitive with 
Totango’s interface.
CSMs are notified 
immediately about churn 
predictors and assigned 
repeatable tasks with 
Varicent best practices. 
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4. Customer Health

G2 Reviews

References

2. Product Adoption

1. Meaningful 
Engagements

3. Customer Sentiment / Loyalty

Digital 
Campaigns

Network of Metrics

Workshops 
& Webinars

Enablement



Metrics along Customer Journey
5 Metrics to Make it Count
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Retention Expansion

AdoptionOnboarding

Advocacy
1. Meaningful Engagements

2. Product Adoption

5. Revenue Impact

3. Customer Sentiment

4. Customer Health
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5 Renewals & 
Expansions

Renewal Lifecycle Stage

Expansion Opportunity 
Lifecycle Stage
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Exposing 
Expansion 
Opportunities
With the Salesforce integration, 
we are able to assign a Journey 
attribute to the customer based 
on related Opportunities, and 
then campaign to customers 
based on the sales cycle.

34

Account 1

Account 2

Account 3

Account 4

Account 5



Opportunities 35

4. Customer Health

G2 Reviews

References

2. Product Adoption

1. Meaningful 
Engagements

3. Customer Sentiment / Loyalty

Digital 
Campaigns

Network of Metrics

Workshops 
& Webinars

Enablement

5. Revenue Impact



Key Takeaways
Exposing metric opportunities
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→ Focus on these 5 Metrics to build out your Journeys & SuccessBLOCs

→ Look for opportunities for where you can take your Customer Success 
metrics to drive your business outcomes

→ A metric is just a Starting Point towards your next End Goal
○ They’re all Interconnected
○ & part of the Network of Metrics



Metrics that Matter
Exposing metric opportunities
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Thank You
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Ella Eng
Customer Success Director, 
Enterprise Team Lead
Totango

Rachel Timman
Sr. Strategic Program Manager
Varicent


