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RevOps Board Reporting Cheat Sheet

RevOps Role in Board Reporting

# | Board Reporting Challenges

Board Reporting Checklist

1. Data Foundation

» Metric definitions standardized (ARR, NRR, CAC Payback, Pipeline
Coverage, etc.)

 Single source of truth (CRM + Bl aligned with Finance)

» Data hygiene checks completed (close dates, forecast categories,
stage compliance)

o Team metrics validated and up-to-date

Good RevOps people do not just report
metrics. They are the CRO's eyes and
ears and can shape the GTM system that
decides whether the company scales.

RevOps Role Outcome for CRO & Board Toolkit

1 | Inconsistent definitions of key metrics (ARR,
NRR, pipeline coverage, CAC payback)

Standardize metric definitions & maintain one source of truth | Everyone speaks the same language, Salesforce, Bl layer (Tableau, Looker, etc.), Metrics
in CRM/BI avoids data debates glossary

2 | Manual, error-prone board decks Automate data capture & create live dashboards feeding into | Accurate, consistent numbers with less prep | Salesforce dashboards, Revenue Analytics dashboards

board reporting time (Weflow, Clari, etc.)

3 | Numbers without context Link outcomes (revenue, churn, forecast accuracy) to leading | Board & CRO understand why results look

indicators (pipeline creation, win rates, hiring velocity) the way they do

Pipeline waterfall, stage conversion dashboards, hiring
vs. ramp tracker (see dashboards below)
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e 5-quarter rolling views built (ARR, NRR, churn, productivity, logos) @
e Forecast vs. Actuals dashboard updated

« Pipeline coverage ratios validated (by segment, geo, team)
« Pipeline waterfall ready (adds, slips, expansions, churn)

4 | Surprises in performance (missed forecast,
sudden churn)

Build early-warning signals: pipeline gaps, deal slippage,
churn risk accounts

Risks flagged before they impact results At-risk opportunities dashboard, customer health
scorecards, forecast accuracy tracker (see dashboards 1

below)

5 | Reports overwhelm with too much data Curate 5-7 critical metrics with trendlines, bridge visuals, and | Board gets clarity on growth, efficiency, and | Revenue bridge charts, pipeline coverage ratio,

narrative risks forecast vs. actuals report (see dashboards below)

3. Capacity & Productivity

Discussion shifts from raw numbers to
strategic decisions

6 | Leadership struggles to tell a coherent story Translate GTM data into a narrative (growth drivers,

efficiency levers, risks/opportunities)
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e Headcount tracker (hired, ramping, fully ramped, attrition) aligned
w/ plan

» Rep productivity per region/manager calculated

» Ramp time actuals vs. modeled reviewed

» Manager-to-rep ratio checked against thresholds

# Best Practice

How RevOps makes it happen Impact in the boardroom

5-quarter trend reports, hiring vs. plan dashboards, N
ramp time analysis

7 | Lagging indicators dominate (ARR, NRR,
churn) without “why”

Surface leading indicators: hiring velocity, ramp time,
productivity per rep, territory fairness

Board sees early-warning signals, not just
results after the fact

1 | Prioritize clarity
over volume

Curate 5-7 metrics that matter (ARR, NRR, pipeline | Focused discussion, avoids getting
coverage, CAC payback, forecast accuracy) lost in dashboards

8 | CRO caught off guard by board questions Build 5-quarter rolling views of revenue, productivity, logos, Storyline becomes trend-based (harder to Historical vs. current dashboards, cohort reporting

churn dispute, easier to explain) 2 | Show trends, not
snapshots

Build rolling 5-quarter views (revenue, productivity, | Story shifts from “what happened”
churn, logo mix) to “where are we headed”

4. Efficiency & GTM Health

9 | Unrealistic growth targets set without Tie board-level growth goals to headcount + productivity Aligns revenue targets with operational Capacity models (headcount * productivity), hiring & 3 | Connect lagging w/ | Tie ARR/NRR to inputs like hiring velocity, ramp Explains why results look the way

» CAC Payback, Magic Number, and Sales Efficiency updated

:“' """ capacity planning models reality; avoids “bad board meetings” attrition trackers leading indicators | time, pipeline creation, ASP trends they do, not just the outcome « Quota attainment % segmented (ramping vs. fully ramped reps)
1 c 5
: . . __ _ . _ _ ] ] - ] 4 | Visualize change Use bridges and waterfalls to show how plan Makes complex movements (slips, « Churnrisk accounts ﬂagged (by u§age, epgagement, sentiment)
I 10 | Rep productivity hidden in averages B.reak down prod_uctlwty b)_/ region, manager, segment; CRO can decide Where .to. mygst new hlr_es Regional productivity dashboards, absorption rate clearly timedlinio actuals churn, adds) board-friendly e ASP trends tracked (new vs. existing business)
: highlight absorption capacity (“feed success” while minimizing churn risk) | trackers
: 5 | Pair numbers with Draft CRO talking points: context + risks + Moves meeting from data
: 11 | Favoritism or poor territory design Create fair territory allocation models to ensure equal Improves rep success rate, lowers attrition, Territory planning models, account allocation reports narrative initiatives inspection -> strategic decisions m
: undermines ramp opportunity builds credibility with board el ] 1d earl 10 dashboards for ch - » th board by show
: 6 Ffroactlve Yy suriace Bui e'clxr.y-wa.rnlng asnpoards 1or cnurn, pipeline Bui 'strust wit olar Yy showing o CRO talklng pOintS drafted (ConteXt s riSkS s aCtionS)
I risks gaps, hiring misses foresight, not surprises . . . o
! 12 | CRO struggles to explain board-level misses | Provide root-cause analysis (e.g., ramp delays, manager Board sees misses as operational fixables, | Attrition vs. ramp model, manager-to-rep ratio tracker, . Br|dg?/ ﬂOVY V|§U3|S prepared (reV.e.nue bridge, plpellne.flow)
! ratios, training gaps) not leadership failures enablement dashboards 7 | Close with asks & | End board pack with explicit “where we need input” | Ensures meeting outcomes are  Key risks highlighted (slippage, hiring delays, churn spikes)
: decisions actionable, not just informational e Clear asks for board decisions outlined
|
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Pipeline health reports: Analytics to help your CRO & Board identify pipeline gaps and trends early ; v e
Pipeline Value & Pacing Pipeline Waterfall Stage Conversion Opportunitites Created Pipeline Coverage Sales Cycle Length ASP trends
See how your pipeline value is pacing over time. Track how your pipeline changes over time. See Analyze stage conversion rates by time and Tracking the creation of new opps and analyze Analyze and track pipeline coverage to make Measure sales cycle length by by segment, ShO.W ASP for new
Drill into opportunities driving those changes by what drives those changes like e.g. new opps, development to identify and fix leakage. which channels are driving opportunity creation. sure you're on track to reach your revenue goals. geo, team, or rep to shorten your cycle length. busmegs Vs.
segment, geo, stage, or forecasting categories. amount changes, closed-won/lost or pulled- Inspect by territory, segment, and industry to expansion deals.
in/slipped opportunities. identify pattern. A dechmpg ASP in
------ new business may
indicate discounting
or downmarket
motion, while rising
- N : = [ te0 ASP in expansions
= I = - | - " - B = son may signal healthy
A . - land-and-expand
; = - m sz 50 strategy. Boards use
= - ®x H#A .1 n 0 this to assess pricing
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Pipeline Velocity m Average time in stage At-Risks Opportunities Pipeline Flow Forecast vs. Actuals Expansion vs. New
Pipeline Velocity is a key sales metric that measures Win Rate is a fundamental sales metric that Average Time in Stage measures how long At-Risk Opportunity Dashboard highlights deals Pipeline Flow Dashboard (often visualized with a Forecast vs. Actuals is a tactical dashboard that Break down
how quickly qualified opportunities move through measures the percentage of deals closed-won deals spend in each stage of the sales pipeline. in the pipeline that show signs of delay, Sankey diagram) shows how deals move through compares predicted revenue (forecast) to revenue by new
your sales pipeline to generate revenue. It reflects out of total opportunities. It reflects how It helps identify bottlenecks, inefficiencies, and disengagement, or low likelihood of closing. It each stage of the sales funnel, highlighting actual closed revenue, helping teams measure customer ARR vs.
the speed and efficiency of your GTM engine. effectively your team converts pipeline into potential risks in the sales process. enables proactive intervention to recover conversion, drop-off, and volume at each step. forecast accuracy and improve future expansion ARR
- - revenue. | potential revenue before it's lost. predictions. (both $ and count of
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Team performance reports: Analytics to help your CRO & Board identify performance gaps, efficiency gains, and team capacity
Board-level reporting
Quota attainment Rep Productivity Manager-to-rep ratios Rep Tenure vs. Productivity Headcount vs. Plan Ramp Time Actuals Activity vs. Outcomes
Track the % of reps hitting quota, split Measure ARR per rep, segmented by region, Show manager span of control vs. ideal Track how long reps take to reach peak Compare hiring plan vs. actuals: hired, Compare modeled ramp time (e.g., 6 Correlate rep activity levels (emails,
between ramping vs. fully ramped reps. This segment, and manager. This surfaces thresholds (e.g., 1:6). Ratios above productivity after hiring. If tenure isn’t ramping, fully ramped, attrition. This is the months) vs. actual time to full productivity. meetings, calls) with opportunity creation
avoids misleading averages where ramping underperforming territories or managers and thresholds increase rep churn risk and slow translating into higher attainment, it points to foundation of revenue capacity modeling. Extended ramp times erode capacity and and close rates. This highlights whether
reps drag down attainment. Boards care helps identify where incremental hiring ramp. Boards want to see leadership onboarding or enablement issues. Boards Boards need to know if hiring delays or can explain missed numbers despite more activity is actually driving pipeline or if
whether the mature core team is should be directed. Boards want to see if infrastructure in place so productivity scales want to know if the company is building a attrition are creating hidden risks for hitting headcount growth. This dashboard efficiency gaps exist (e.g., high activity but
performing, since it reflects the strength of productivity is improving over time or diluted sustainably. scalable talent engine or burning through future numbers. highlights enablement or onboarding gaps low conversion). Boards use this to evaluate
the sales engine beyond new hires. by rapid scaling. hires. RevOps needs to address. sales execution quality, not just effort.
|
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CRO-level reporting (for capacity planning, etc.) :
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: Meeting/ Email/ Call volume Meeting duration Time spent in meetings Email response time Email reply rate Team response time .
Measures the number of meetings held, emails Measures the average length of meetings. Measures the total time a rep or team spends in Measures the average time it takes to respond to Measures the percentage of emails that receive a Measures how quickly the team collectively
= sent, or calls made over a given period. Why it Why it matters: Helps evaluate meeting efficiency meetings. Why it matters: Useful for workload incoming emails. Why it matters: Faster response reply. Why it matters: Indicates message responds to buyer or customer inquiries across .
matters: Indicates activity levels and outreach and depth—too short may indicate poor prep, too visibility and capacity planning; high meeting load times improve buyer experience and can accelerate effectiveness and prospect engagement - ow rates channels. Why it matters: Strong predictor of
= effort; useful for tracking rep productivity and long may signal scope drift. may impact selling time. deal cycles. may reflect weak targeting or messaging. customer satisfaction and sales velocity—sluggish .
engagement cadence. response times can hurt conversion and retention.
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Strategic initiatives: Directly improve and impact your GTM strategy  ereestatesicRevons cheat sheet,
N
Competitor mentions Common objections Deal momentum Value proposition New product launches Churnrisks Market/Segment Mix
Track how often competitors come up in Instead of tracking objections just for coaching, At scale, deal momentum is a leading Measure how consistently reps tie deals to Track adoption of newly launched Aggregate product usage, NPS, support Show revenue split across customer segments
deals and the corresponding win rates. This aggregate themes (e.g., price sensitivity, feature indicator of forecast health. RevOps can the company’s stated value drivers. For the products or features across deals and interactions, and renewal data to flag at- (SMB, Mid-Market, Enterprise) or industries. Shifts
surfaces where the company is winning or gaps, timing objections) and report trends to the surface the % of opportunities with clear next board, this reflects whether GTM teams are customer conversations. Reporting this risk accounts. Combine with expansion in mix reveal whether the company is moving
losing ground and informs competitive board. This connects frontline friction directly to steps vs. stalled. Boards care because it's a aligned on strategic messaging and at board level shows whether GTM indicators (feature adoption, upsell upmarket, diversifying, or over-reliant on a narrow
strategy. Boards see this as an early warning strategic questions like pricing power, predictor of pipeline slippage and informs whether that messaging is resonating in- execution is turning innovation into pipeline) for a holistic view. Boards value segment. Boards use this to assess market
system for market share risk. competitive positioning, or product-market fit. whether the revenue plan is credible. market - both critical for scaling effectively. revenue, and surfaces early feedback this as it connects customer experience positioning and growth strategy.
loops for product strategy. directly to retention and future growth.
\ - ) — T ‘ | Pricing & Discounting Trends
Q Search by name '::W — J:“:m \\\\\\\\\\\ — Authority ¢ 12 45% (D /\/ = ) F
L - —— i+ - — cometion 4 — _ . I - : Track average discount levels by segment, deal
Competors o oo o syora W s | 6 — e . — s o — | T e size, and region. Rising discounts may indicate
@ Situation questions Competitors, Sales Meeting, What tools are you using? Who.. ::;:loi : Darlene Robartson 1 : Referral 4 1 21% _ prspdimiliely . . priCing pressure, Competitive intensity, Or Weak
1 — negotiation discipline. Boards watch this closely as
. it directly impacts margins and valuation.
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