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Where do CABs fit in the larger voice of customer model? 



A strategy-level 
focus group

What is a customer advisory board (CAB)?

The future of the 
customersʼ 

business
A strategic asset 



What is the true value of the CAB program?

GOOD FOR

Designing and executing strategic 
initiatives & aligning company priorities

Listening to your customers about 
how their business needs are 
changing

Outpacing your competition as you 
build trust in tougher economic times 

Product focus groups, user groups, 
and customer appreciation events

A way to drive short-term leads 

A marketing gimmick 

THEY ARE NOT







5 Step Methodology to Plan your CAB Program

CAB 
objective(s)

Theme & 
“Big 

Questions”

Attendee 
Selection

Agenda 
Outline & 
Abstracts

Content 
prep

1 2 3 4 5



CAB Modular Playbook

Core
Playbook

Before the 1st meeting
● Set business objective
● Define CAB Charter 

Statement
● Interview CAB members
● Provide CAB member 

homework assignment

         CAB Series
● Virtual meetings +
● In-person meeting
● “CAB pod” breakouts
● Follow the 80/20 rule

              Post-series
● Distribute output reports
● Socialize reports internally
● Integrate with Account Meetings
● Refer back to annual planning 

exercises
● Provide input for next planning 

cycle

Additional 
touchpoints

➔ Online surveys, NPS
➔ Annual account reviews
➔ 1:1 with CEO & new CAB member
➔ Integrate with other research

➔ CAB member appreciation event
➔ Sync with conferences & user groups
➔ LinkedIn private group
➔ Private slack channel (with curated content)
➔ CAB member visits



CABs in 2024
● Customers expressing a growing 

appetite for strategy-level CABs with 
their most important vendors

● CABs are valued higher during times 
of economic/geopolitical unrest

● But, growing frustration with vendors 
that don’t follow CAB best practices

● Companies will use both virtual & 
in-person best practices

● Enterprises treat the CAB as a 
strategic asset, not a marketing or 
sales event

● Companies planning now for spring 
& fall engagements

● Follow the best practices shared in my CAB   

Resource Center (www.cabstrategy.com)

● Jump start your CAB planning with my 

Private CAB Masterclass

http://www.cabstrategy.com/


Questions



How are customer and partner advisory boards similar and 
different?

● Organized by partner 
types (GSIs, MSPs, 

distributors, channel) 
with a focus  on 

reinforcing relationships 
and setting expectations 
for joint/mutual success 

● Includes only strategic 
customers (prospects & 

partners not invited)

● Provide visibility 
into shifting market 
trends, drivers, a 
buyer behaviors

● Future-focused 
meetings centered 
on the customer, 
not the product

CABs PABs



B2B companies with 50+ real paying customers, a few years of market presence, 
and $25M+ in annual revenue 

CAB initiative supported by CEO (driven from the top); CMO for  CPO is often the 
CAB executive sponsor

CABs are good for when companies are selling complex products and services to 
enterprise markets

Multiple levels of engagement; budget ranges from $25 - 100K+ depending on DIY 
or hiring a CAB strategist to guide & facilitate virtual and/or in-person meetings, 
etc.

How established does a company need to be to get value 
from an annual CAB program?

Customers & 
history

The executive 
team

Enterprise 
focus

Proper 
budget



Who should you invite to join your CAB (which types of 
companies, which person from the company, how many)?

Your CAB, as a strategic asset, will result in 
valuable conversations and learning

Pick customer executives who have the right 
responsibility & in-response to your objective

No more than 10-12 customers  

Maintaining a 2:1 ratio of 
customers/vendor

Ask yourself: What do you want to learn? 

Tip: Sales executives and product managers 
are not invited to attend these meetings

Ask yourself: What are you prepared to do 
with the information that you collect?



Who are involved in setting up and running a CAB?

CAB Executive 
Sponsor - host
(typically the CMO 

or CPO)

CAB Operations 
Manager

(typically a product 
marketer or event 

manager)

CEO
(Plays a key role but 

is not the host)

CAB Facilitator
(using an unbiased 

3rd party CAB 
expert is best to 

avoid bias)

Discussion 
Module Owners
(Members of the 
executive team)

Sales plays a key role in the CAB member nomination process & in the CAB post-meeting follow-ups (e.g. annual 
account strategic reviews). They are not (usually) invited because customers will perceive your CAB as a sales meeting.

Product managers are also not invited because outnumbering the customers with a “peanut gallery” is a distraction to 
customers sharing their “truths”.



In person 
meetings typically 

are held in the 
spring and fall at 

an off-site location

When and where should you host your CAB meetings? 

Not held at your 
company 

headquarters
(as this creates 

bias)

Virtual CAB meetings 
can be scheduled 
anytime to attract 

global participation



A networking reception & dinner the evening before to break the ice

What s̓ a CAB agenda look like? 

1

The CAB meeting follows the next day and runs about six hours, typically 8 - 
3pm; this aligns with their attention span and travel schedule2

Agendas are comprised of “discussion modules” not presentations. Follow 
the 80/20 rule where customers do 80% of the talking3

To achieve the best outcome for your team and your CAB members, use a 
facilitator who specializes in CABs4

CAB engagement does not end with the meeting; CAB conversations 
continue with other touch points several times during the year5



As you plan your CAB, focus on what you want to learn
Use these questions to plan your agenda

Examples of “big questions” used

Relevance For us (the CAB host company) to continue to be a leader in our industry AND to be relevant 3 
years from now, what do you (CAB customers) think we need to do?

Trends & drivers What trends and drivers are important to your (the CAB customersʼ) businesses today? Do you 
see these changing in the next 3-5 years? If so, why?

Brand image As we expand our business into new markets (x and y), how does our brand image need to 
change (if at all)? What elements, messages, and proof points work, and which ones donʼt?

Technology
What technology-inspired benefits and capabilities do you suggest we prioritize in order to 
deliver more value to you? What investments should we make? What partnerships should we 
pursue?

Operations How can we improve our ability to collaborate with you? How effective is our working/account 
management/sales relationship(s) with you? What s̓ working? What s̓ not?

Competition  (If the competitive landscape is changing, ask) 3-5 years from now, who do you think poses the 
biggest competitive threat to us? Why?

Customer Satisfaction If we could do one thing to dramatically help you improve/accelerate/extend the value you (the 
customer) provide to your customers, what would you like us to do?



Tip: Listen 80% of the time to your customers

What do “discussion modules” look like?

75-minutes long and run by a 
member of your team

Ask customers to voteStructured prioritization or voting 
can occasionally have a place in 

CABs

5-6 minutes of 
introduction and 

context

60 minutes of 
facilitated 

conversation

10 minutes of 
takeaways

Create opportunities 
for customers to voice 

their top priorities 



What are additional touchpoints (outside CAB meetings)?

❏ CAB member interviews

❏ Online surveys, NPS

❏ Annual account review

❏ 1:1 with CEO and CAB member

❏ CAB member appreciation event

❏ Sync with conferences/user groups

❏ LinkedIn private group

❏ Customer visits



What are the most important pieces to get right?

DO

Keep discussions strategy-level

Think programmatically

Link your CAB to your annual plan

Start planning too late

Be sloppy about follow-up

DONʼT



TIMELINE



October November December January February

How long should the entire process take?

Start Planning

Gather data from previous years

Hold an Exec Offsite Meeting

Communicate to the Executive team and Board

Communicate your plan company wide


