
Page Types
There are 12 main page types and 16 main section types that can be used in a modular fashion when 
building a new page. Include objective user cases for the section types—what is the user supposed to 
do from a functional view, as I scroll I shouldn’t need to wait for new images to load.

1.	 Home

2.	 Expertise

3.	 Subpage Template: Outcome Chains, Community, etc.

4.	 Library “Listing”: Resources / Webinars

•	 Resource Page: Videos, Report, Webinar, White Paper, Infographic, Ebook, Case 
Study, etc.

•	 Resource Thank You Page

5.	 Listing Page: Blog / Article / Press Release / CAP Partners

•	 Article Page: Blog Post / Press Release

6.	 Listing Page: Internal Staff (Senior Leadership Team, RGs)

•	 Internal Staff Bio Page

7.	 Listing Page: Advisory Boards and Executive Boards

•	 Lightbox for Bio

8.	 Listing Page: Resource Calendar

9.	 System Pages

•	 Login

•	 Reset Password

•	 Register

Noteworthy Items
Grid
TSIA’s new responsive web UI is based on a 9-column grid layout. This grid will help create visual 
consistency between layouts, while allowing flexibility across a wide variety of designs. The number of 
grid columns varies based on the breakpoint system.

Typography
The new web typography is based on the “Perfect Fifth” system for all main typographic elements. 
Headlines are set in ‘Roboto Condenced’ with the fallback of Arial, “Helvetica Neue”, Helvetica, sans-
serif and body copy is set in ‘Arial’ with the same fallbacks. Below is the conversion between em for 
web and pt for print and mock-ups.

H1 3.157em or 60pt
H2 3.375em or 40pt
H3 2.25em or 26pt
H4 1.5em or 17pt

H5 1em or 16pt

Body copy is 1.3em with 1.45 line-height, or 16pt with 24pt leading.
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Our Areas of Expertise
To help you improve the strategic, financial, and operational performance of your service 

businesses, TSIA offers membership in these areas:

Managed Services

Industry Trends

Professional Services

Analytics Research

Service Revenue Generation

Technology Research

Support Services

Industries We Serve

Field ServicesEducation Services Expand Selling

Who We Are
TSIA helps technology companies achieve profitable growth 

and solve their top business challenges.
We are a research and advisory firm dedicated to helping technology companies achieve profitable growth through strategic 

use of their services. We’re a group of data fanatics who want to help you make informed, fact-based decisions so your 
business can be at its best.

Learn More

Experience Our Conference
Join us at Technology Services World

TSIA hosts the world’s largest conferences for technology services where thousands of 
industry professionals network and learn about the latest trends. Join your peers May 
1-3 at TSW San Diego 2017. Learn how to rethink your offers, delivery processes, and 
organizational structure to maximize recurring revenues and deliver an exceptional 
customer experience.

Tell Me More

Experience Our Research
Get the data-driven insight you need to make informed decisions on how to transform your 

business and achieve measurable results.

View More TSIA Members

Customer Success
Get deep insight on how to increase 

user adoption and grow your customers 
by driving business outcomes.

Monthly Research in Your Inbox SubscribeCompany Email Address*

Blog Post

Customer Success: 5 
Frequently Asked Questions
We answer some of the more common 
questions around customer success.

Report

The State of Customer 
Success 2017

This annual report highlights trends 
affecting customer success and provides 

recommendations for optimizing your 
organization. 

The State of Customer 
Success 2017

Find out what’s trending in customer 
success and learn key focus areas  

for 2017.
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^Let’s TalkHow can TSIA help you meet your goals? 

Experience Our Community
Our thriving community of 35,000 services leaders rely on TSIA insights every day.

Webinar

MAR 24

See How We Do It

ACCESS THE WORLD’S LARGEST VAULT 
OF BOARD-READY DATA INSIGHT
TSIA provides the best practices, thought leadership, and expert advice  
your technology and services business needs to succeed.

Experience the ROI

GET THE OUTCOMES  
YOU WANT, FASTER 
TSIA gives you the proven industry practices and fact-based insight  
you need in order to achieve your top business goals.

Find Your Peer Group

JOIN A COMMUNITY  
LIKE NO OTHER 
From Fortune 100 to growing tech companies, connect with your  
TSIA peer group for benchmarking and transparent knowledge sharing.

Home Page
1.	 Featured Carousel

•	 Only three items at any given time

•	 Text and CTA box are applied with HTML on top of a background image—if text needs to be ‘art’ due to logo 
inclusion or typography style, provide this as a PNG with transparent background to be overlayed on the background 
image

•	 Optimize for 1920px x 1080px — use the “Save for Web” option in Photoshop to reduce file size before providing to 
Web

•	 The right two features are a crop of the background image only—when the banner cycles it should look like the 
thumbnail is sliding into the main viewing area

2.	 “Who We Are” TSIA brand statement—give prospects a quick view of why they want to work with us. [Learn More] links to 
About page

3.	 “Our Expertise”—give prospects a view of the value TSIA brings

4.	 Each expertise area must include elements pulled from the page:

•	 Icon, Discipline Name, Value Prop

•	 Short Description—this description will also be use for menu details in the top drop down menus (show on hover)

•	 [Learn More] links to respective expertise/discipline subpage

•	 Background color shows on hover to match the icon color

5.	 “Experience Our Research”—give prospects a quick preview of ‘free’ research available to non-members to download.

6.	 Each research block should be related to contact group personalization so the most relevant research is given priority 
(include ability to target sectors)

•	 Demand Gen team to provide list of groups and the report asset that should be the ‘default’ for the report block—
need featured resource selector in Kentico so that Demand Gen can have control over what shows as default

•	 After user engages with the default, use recommendation engine to automate what is displayed here

•	 Blog post should be the newest blog post by date—If user is in a discipline specific contact group show most recent 
post tagged with that discipline

•	 “Upcoming Webinar” block should always be the most relevant upcoming webinar based on date and primary 
discipline—place importance on T&S 50 Webinar or Cloud 40 Webinar if there is one upcoming. If user is already 
registered, show a different upcoming webinar, or relevant on-demand webinar that was not watched

•	 Each resource card should be pulled from the page with-in Kentico rather than SDFC so that the data loads quickly

•	 Resource Type: Tag from SDFC, mapped to Kentico page—do not edit in Kentico

•	 Resource Title: Entered into SDFC, mapped into Kentico page—do not edit in Kentico

•	 Resource Description: No more than 150-characters, mapped from SDFC into Kentico—allow editing in 
Kentico to personalize content for Contact Groups

7.	 “Monthly Research” subscription—simple email only form to capture ToF contacts. If the user has already submitted the 
form, do not show this section

8.	 “Experience Our Community”—Logo social proof

•	 Do not exceede 5 current member logos

•	 Logos must be greyscale

•	 Allow logos to be personalized for contact groups

•	 CTA link to listing of TSIA members

9.	 “Expereince Our Conference”—TSW Conference callout use video when it is ready

•	 [Tell Me More] links to conference website

10.	 Floating bar docs here after user has scrolled down this far. Until reaching this point, the floating bar should follow the user 
down the page.

•	 [Let’s Talk] links to the MIF page

•	 Back to top button scrolls the user back to the 
page top

11.	 Two column global footer

•	 Left column shall include logo, brand 
statement, social network follow links, and 
quick links to other site pages

•	 Right column shall include a Hubspot form for 
subscribing to TSIA emails

12.	 Two column global sub-footer

•	 Left column shall include copyright details

•	 Right column shall link to T&C, Cookie Policy 
and Email Preferences Landing Page
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Experience Our Customer Success Research
Get a glimpse into our vault of board-ready data insight and  

thought leadership in customer success.

TSIA Customer Success Advisory Board
This elite group of professionals advises TSIA on how to best deliver relevant programs, research, and events to members.

Access a Peer Network Like No Other
Join our community of customer success leaders.

Customer Success Service Business Challenges
We know what’s trending in customer success.

Meet the Research Expert
Phil Nanus, VP Research, Customer Success
Phil works closely with member companies to deliver research and advisory 
programs focused on helping them optimize their customer success organizations 
and effectively deliver customer outcomes.

Learn more about Phil. 

TSIA’s detailed analysis of the industry has identified a top set of customer success business challenges that we address 
through our membership program.

Expand to view the top customer success business challenges +

Adobe Systems
Mari Cross 
Head of Customer Success, 
North America

Talend
Nello Franco 
Senior Vice President,  
Global Customer Success

GE Digital
Dave Kocher 
Customer Engagement Leader

Autodesk
Roberto Sigona 
Vice President, Global Services

View More TSIA Members

View More

Blog Post

Customer Success: 5 
Frequently Asked Questions
We answer some of the more common 
questions around customer success.

Report

The State of Customer 
Success 2017

This annual report highlights trends 
affecting customer success and provides 

recommendations for optimizing your 
organization. 

The State of Customer 
Success 2017

Find out what’s trending in customer 
success and learn key focus areas  

for 2017.

Monthly Research in Your Inbox SubscribeCompany Email Address*
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^Let’s TalkHow can TSIA help you meet your goals? 

TSIA Member Outcomes
Customer Success Journey Mapping
Here’s a look at how industrial equipment and hardware companies 
have achieved positive business outcomes by leveraging their TSIA 
membership benefits.

Learn More

Expand to view the top customer success business challenges +

Account Segmentation
How are service organizations determining where to 
apply specific service resources like TAMs and Customer 
Success Managers?

Adoption Monitoring & Scoring
How do I monitor customer usage and create effective 
usage scorecards?

Best Practices for Creating Customer 

Webinar

MAR 24

TSIA Member Outcomes
See the top 5 ways TSIA members are receiving value from  

TSIA’s Technology and Social research.

Learn More

Understand industry best practices 
for  leveraging the technology

Identify additional vendors/
products to evaluate

Narrow my list of possible  
vendors/products

Speed “time to value” for the 
technology project

Identify key selection criteria  
for the project

CUSTOMER SUCCESS
Get deep insight on how to increase user adoption and grow your 

customers by driving business outcomes.

EDUCATION SERVICES
Get deep insight on how to increase product usage and adoption by 

improving your customer training program.

MANAGED SERVICES
Get deep insight on how to structure your organization, develop your offer 

strategy, and grow your managed services business.

Home > Expertise > Discipline Name

Expertise Page
1.	 Breadcrumbs on all sub pages

•	 Help users know where they are and find their way ‘back’

•	 Crumbs are hyper-linked except for active page which will have the ‘active’ class

•	 If subpage has additional pages on this tree level show a drop down to select other pages so the user doesn’t need to 
keep using the top nav (in this case the rest of the expertise pages)

2.	 Banner 

•	 Background image optimize for 1920px x 1080px max banner height is 550px

•	 Text is HTML overlayed on background

•	 Headline 60 characters max

•	 Subhead 130 max—keep this content phrased as a seeker friendly value proposition

•	 [Optional CTA] should be no more than three words—keep the CTA focused and action orientated

3.	 About the discipline and SBCs

•	 Provide an intro to the discipline in a format that explains how we help the ‘broad market problem’ this section will be 
the old ‘focus area’ pages

•	 Introduce our service business challenges—what are they why do we focus on them (J.B. “We are service business 
model experts”)

•	 List of SBCs will be automated from SFDC. This can be done in a couple ways, the format needs to be defined. Could 
pull only popular SBCs to match [Discipline Name] and is part of the IMQ

4.	 “Experience Our Research”—give prospects a quick preview of ‘free’ research available to non-members to download.

5.	 Allow list of no more than eight items for user to scroll through: each research block should be related to contact groups so 
the most relevant research is given priority (include ability to target sectors)

•	 Demand Gen team to provide list of groups and the report asset that should be the ‘default’ for the report block—need 
to update DM records to include ability for a featured drop down so that Demand Gen can have control over what 
shows as default

•	 After user engages with the default, use recommendation engine to automate what is displayed here

•	 Blog post should be the newest blog post by date—If user is in a discipline specific contact group show most recent 
post tagged with that discipline

•	 “Upcoming Webinar” block should always be the most relevant upcoming webinar based on date and primary 
discipline—place importance on T&S 50 Webinar or Cloud 40 Webinar if there is one upcoming. If user is already 
registered, show a different upcoming webinar, or relevant on-demand webinar that was not watched

•	 Each resource card should be pulled from the page with-in Kentico rather than SDFC so that the data loads quickly

•	 Resource Type: Tag from SDFC, mapped to Kentico page—do not edit in Kentico

•	 Resource Title: Entered into SDFC, mapped into Kentico page—do not edit in Kentico

•	 Resource Description: No more than 150-characters, mapped from SDFC into Kentico—allow editing in Kentico 
to personalize content for Contact Groups

6.	 “Monthly Research” subscription—simple email only form to capture ToF contacts. If the user has already submitted the 
form, do not show this section

7.	 Meet the Expert—Highlight the Research Executive with short bio and video

8.	 “Access a Peer Network Like No Other”— Logo social proof

•	 Do not exceede 5 current member logos

•	 Logos must be greyscale

•	 Allow logos to be personalized for contact groups

•	 CTA link to listing of TSIA members

9.	 Advisory Board—Network proof “These are the people surrounding the RG, there is real value here”

•	 Allow AB list to be personalized for contact groups

•	 Show no more than 4 names

•	 Important to RGs for establishing credibility

•	 CTA link to full advisory board list

10.	 TSIA Member Outcomes—ROI/Case study section make sure this can be personalized for Contact Groups

•	 Embed case study video if we have one—we have found historically that embedded videos perform better than CTAs 
to open lighboxed videos

•	 Other options for this section could be an embedded SlideShare or interactive ‘canvas’ chart
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Infographic

Adipiscing Elit Ipsum  
Dolor Amet

No more than 150-character description 
of the infographic. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Quick Tool

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the quick tool. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

SlideShare

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Ebook

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the Ebook. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

CS Members Only

Technology-as-a-Service 
Playbook

No more than 150-character description 
of the book. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

White Paper

Adipiscing Elit Ipsum  
Dolor Amet

No more than 150-character description 
of the white paper. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Ebook

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

SlideShare

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the SlideShare. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Quick Tool

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Adipiscing Elit Ipsum Dolor 
Amet

No more than 150-character description 
of the report. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

All AuthorsExpertise All Content Types Date

Load More

Browse TSIA’s Resource Library
Search through TSIA’s vast library of white papers, reports, ebooks, infographics, and more to find 

the right tools to solve your top business challenges.

Keynote Video

Nulla Volutpat Ut Neque nec 
Fermentum

No more than 150-character description 
of the infographic. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Search 

TSIA RESOURCES
Access the largest vault of research, best practices, and insights the 

industry has to offer.

Sign In

Monthly Research in Your Inbox SubscribeCompany Email Address*
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^Let’s TalkHow can TSIA help you meet your goals? 

Get Access to Member Content

View Content Summary

Home > Resources

Library “Listing”: Resources
Note: Use Kentico Search Return Functionality

1.	 Breadcrumbs on all sub pages

•	 Help users know where they are and find their way ‘back’

•	 Crumbs are hyper-linked except for active page which will have the ‘active’ class

•	 If subpage has additional pages on this tree level show a drop down to select other pages so the user doesn’t 
need to keep using the top nav

2.	 Banner 

•	 Background image optimize for 1920px x 1080px max banner height is 550px

•	 Text is HTML overlayed on background

•	 Headline 60 characters max

•	 Subhead 130 max—keep this content phrased as a seeker friendly value proposition

•	 [CTA] should be no more than three words—keep the CTA focused and action orientated that encourages the user 
to create an account on the website to skip the forms

3.	 Introduce our Resources—make sure the user feels welcome

4.	 Ability to filter resources—clicking the resource filters will update the client side URL so that it would be easy for 
Demand Gen and Sales to create customized resource centers for prospects such as <www.tsia.com/resources?field-
services&reports>

5.	 Expertise filter: Calling the filter expertise will allow us to include sectors

6.	 Content types to include on this page will reside as sub-pages of the listing page:

•	 Report

•	 Infographic

•	 Book

•	 Ebook

•	 White Paper

•	 SlideShare

•	 Video (include keynotes)

•	 Quick Tools

7.	 Authors filter: Include TSIA authors to ensure that partner sponsored papers do not appear here

8.	 Date/Trending filter: Use date filter by default. Trending filter shall use recommendation engine to position most trending 
resources at the top (Removed from MVP)

9.	 Search field on this page shall only search resources that are sub pages to this listing page

•	 If user has already applied filters 5, 6, or 7, the search function shall only return resources which apply to the filters 
AND search query

10.	 Each resource card shall be pulled from the page with-in Kentico rather than SDFC so that the data loads quickly

•	 Resource Type: Tag from SDFC, mapped to Kentico page—do not edit in Kentico

•	 Resource Title: Entered into SDFC, mapped into Kentico page—do not edit in Kentico

•	 Resource Description: No more than 150-characters, mapped from SDFC into Kentico—allow editing in Kentico to 
personalize content for Contact Groups

11.	 Indication of Member-only content—this style shows on hover 

•	 [Get Access to Member Content] points to the interest landing page

•	 View Content Summary allows the user to view the abstract in the “Non-gated Resource Landing Page” layout

12.	 “Monthly Research” subscription—simple email only form to capture ToF contacts load after two rows of resources. If the 
user has already submitted the form, do not show this section

13.	 Click to load more rather than paginating—load nine more each time
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Report

CUSTOMER SUCCESS 
MATURITY MODEL
5 Key Customer Success Questions and Creating a Customer 
Success Maturity Model bundle of asset and webinar

Customer success continues to be an 
emerging practice as both technology 
companies and non-traditional industries 
move to a new subscription revenue model.
In this report, TSIA answers five common questions that we receive as companies try to understand 
customer success and its impact toward both legacy revenue models and new XaaS subscriptions: 

• What is customer success?

• How do you execute customer success?

• When does customer success happen?

• Why is customer success important?

• Who are the people that perform customer success?

You’ll also see how those questions and common capabilities, when applied to Tuckman’s four 
stages of group development (Forming, Storming, Norming, and Performing), create a customer 
success maturity model.

Download Lorem Ipsum
In hac habitasse platea a bit about you, or 
login to skip the form.

First Name*

Last Name*

Business Email Address*

Country (Company Headquarters)*

State/Region (Company Headquarters) Select “Other” if 

outside North America*

Descriptive CTA

Country

State

Social Proof Logo Section
H3 Lorem ipsum something about the logos below
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^Let’s TalkHow can TSIA help you meet your goals? 

TSIA is well worth the investment. This is the one place where you can come and 
get a fusion of ideas that you can then marry up to the goals and objectives of your 

organization and boil that down into several actionable plans that you can implement 
over the next 6 months to a year.

Peg Rodarmel, SVP, Subscription Services, Infor

Gated Resource Landing Page
Prospect Rule: Show this layout if document gate = true 
Member Rule: Show this layout in the member chrome if 
user does not have entitlements to document

1.	 Resource banner 

•	 Background image optimize for 1920px x 1080px max banner height is 550px

•	 Text is HTML overlayed on background

•	 Headline 60 characters max

•	 Subhead 130 max—keep this content phrased as a seeker friendly value proposition

•	 [CTA] should be no more than three words—keep the CTA focused and action orientated that encourages the 
user to create an account on the website to skip the forms

2.	 Resource form fill—Hubspot form embedd

•	 Smart fields to remember what the user input, progressive fields to ask other questions

•	 Recommendation: auto populate the area of interest selection based on primary discipline tag in SFDC—this will 
solve the issue of users not knowing what to select and reduce the number of fields on the form

•	 Leverage custom Hubspot integration for form selection

3.	 Option to login to skip the forms—open login form in lightbox and once the user is signed in, take them to the Thank 
You page

•	 The reasons users should create an account:

•	 Gather more account detail through on-boarding process

•	 Ensure the email is valid

•	 Auto subscribe the user to all ‘top bucket’ email lists (webinar, conference, industry content and blog)

•	 Create habit of returning to the site early in the cycle

•	 Primary discipline selection is part of the on-boarding process

•	 For webinars users can begin to one-click register for the webinars and find webinars they had already 
registered for

4.	 Action oriented CTA related to the asset. IE: Download Report or Register Now

5.	 Content to let the user know why they want to learn more

•	 Make sure this is keyword rich so the landing page will index well for organic leads

•	 By default this section shall be the SFDC abstract field—allow custom content to be entered for personalization 

6.	 Social Proof Section—use this section if you have a relevant quote or testimonial video

•	 For quotes, include a reversed out logo above the quote

7.	 Optional Social Proof Logo Section—use logos as an end-cap if using a dark background, logos should be reversed out 
white. If the background is light, logos should be grey scale
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Thank you. Your content is 
ready for reading!

Download PDF

About TSIA
H3 section subheadline
Nam non tellus non nisi imperdiet varius. Nulla lacinia nulla lorem, at porta tellus facilisis 
id. Nullam lorem lacus, aliquet non consectetur nec, luctus vel ante. Proin bibendum, nulla 
consectetur tincidunt rutrum.

Libero risus elementum velit, a consectetur justo odio id odio. Aliquam dictum non eros sit 
amet laoreet. Donec non ultrices augue. Fusce ut quam in magna ullamcorper pharetra. 
Praesent in mi eget turpis aliquam porttitor.

You Might Also Like…
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CUSTOMER SUCCESS 
MATURITY MODEL
5 Key Customer Success Questions and Creating a Customer 
Success Maturity Model bundle of asset and webinar

Infographic

Adipiscing Elit Ipsum  
Dolor Amet

No more than 150-character description 
of the infographic. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

White Paper

Adipiscing Elit Ipsum  
Dolor Amet

No more than 150-character description 
of the white paper. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Keynote Video
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Back to all resources LoginGated Resource Thank You Page
Only Gated Resources will have thank you pages 

1.	 Resource banner 

•	 Background image optimize for 1920px x 1080px max banner height is 550px

•	 Text is HTML overlayed on background

•	 Headline 60 characters max

•	 Subhead 130 max—keep this content phrased as a seeker friendly value proposition

2.	 Resource download CTA directly at the top inside colored ground to make sure this stands out from the background

3.	 Replace the abstract with “About TSIA” section—include embedded “Why TSIA” video to remind the user who we are

4.	 “You Might Also Like”—allow up to 12 related resources to be listed

•	 Need featured resource selector in Kentico so that Demand Gen can have control over what shows as default

•	 See page 42 item #10 for further details
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Report

CUSTOMER SUCCESS 
MATURITY MODEL
5 Key Customer Success Questions and Creating a Customer 
Success Maturity Model bundle of asset and webinar

Customer success continues to be an emerging practice as 
both technology companies and non-traditional industries 
move to a new subscription revenue model.
In this report, TSIA answers five common questions that we receive as companies try to understand customer success and its impact toward 
both legacy revenue models and new XaaS subscriptions: 

• What is customer success?

• How do you execute customer success?

• When does customer success happen?

• Why is customer success important?

• Who are the people that perform customer success?

You’ll also see how those questions and common capabilities, when applied to Tuckman’s four stages of group development (Forming, 
Storming, Norming, and Performing), create a customer success maturity model.

Social Proof Logo Section
H3 Lorem ipsum something about the logos below
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Login< Back to view all resources

This report is for Customer Success 
members only

Get Access to Member Content

TSIA is well worth the investment. This is the one place where you can come and 
get a fusion of ideas that you can then marry up to the goals and objectives of your 

organization and boil that down into several actionable plans that you can implement 
over the next 6 months to a year.

Peg Rodarmel, SVP, Subscription Services, Infor

Non-gated Resource Landing Page
Prospect Rule: Show this layout if document gate is not 
equal to “true”
Member Rule: Show this layout in member chrome if 
document gate is not equal to “true” and user does not 
have entitlements for document

1.	 Discipline icon will be managed through the icon manager that TSIA is building

2.	 This report is for [Primary Discipline] members only—pull the primary discipline from the resource’s forms tab

3.	 CTA to be customizable URL

4.	 This layout shows if the “Gated” checkbox in Salesforce is not selected and the user is not entitled to the document—
content styled during the content entry state
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Member Resource Landing Page
Prospect Rule: This layout shall never show for prospects
Member Rule: Show this layout if user has correct 
entitlements for document

1.	 Highlight ‘active’ navigation to match the page the user was on previously 

2.	 Resource banner—use same resource banner as demand gen prospect landing page

•	 Background image optimize for 1920px x 1080px max banner height is 550px

•	 Text is HTML overlayed on background

•	 Headline 60 characters max

•	 Subhead 130 max—keep this content phrased as a seeker friendly value proposition

3.	 Resource download CTA directly inside the banner to be easy to find with out scrolling

4.	 Default, use SFDC abstract and allow for personalization based on roles. This will allow for HTML publishing in the future. 
The abstract is populated during the batch sync and shall not call SFDC unless the DM record is updated to trigger a sync.

5.	 “You Might Also Like”—allow up to 12 related resources to be listed

•	 Need featured resource selector in Kentico so that Demand Gen can have control over what shows as default

•	 See page 42 item #10 for further details

Resource Card Anatomy
1.	 Resource icon shall be managed through Global Variable associated with the resource type. See 

additional documentation here for how the icons need to map: https://docs.google.com/spreadsheets/
d/1Yal9Zj7pSRHlZtjWg5-EJ7l7-9WqM_1BS1ersHw8CKM/edit#gid=0

2.	 Card background shall be uploaded through the web part on the resouce page as the  
header-img-bkg

•	 Pull the card background from the resource subpage header

•	 Webinars have default backgrounds based on discipline and all other resources have a default 
background image of “report-default.png”. See additional documentation here: https://docs.google.
com/spreadsheets/d/1Yal9Zj7pSRHlZtjWg5-EJ7l7-9WqM_1BS1ersHw8CKM/edit#gid=1984183048

3.	 Resource Card title is populated from SFDC during the document sync and will not need to call SFDC 
unless the DM Record is updated.

4.	 Resource Card description is populated from SFDC with the ability to update within the Kentico interface 
so external SEO team can optimize. Do not update the meta description during the SFDC batch sync.

5.	 For “Recommended” content and other content using the recommendation engine, use the SFDC 
Resource ID from the SFDC table and match to the SFDC Resource ID on the resource page to ensure 
the correct content is being used.

6.	 Please see additional documentation for how “Resource Card Actions” shall work on the member site to 
allow sharing, adding to favorites, etc. https://docs.google.com/drawings/d/1XNZkYFQ9CwuYLMmq57hzo
pD5xVi6haYLzTqnGcBpXwI/edit

?All q Hi, Sally Jones qSJ
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Report
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Dolor Amet

No more than 150-character description 
of the infographic. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

White Paper

Adipiscing Elit Ipsum  
Dolor Amet

No more than 150-character description 
of the white paper. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Report

Nulla Volutpat Ut Neque nec 
Fermentum

No more than 150-character description 
of the infographic. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Customer success continues to be an emerging 
practice as both technology companies and non-
traditional industries move to a new subscription 
revenue model.
In this report, TSIA answers five common questions that we receive as companies try to understand customer 
success and its impact toward both legacy revenue models and new XaaS subscriptions: 

• What is customer success?

• How do you execute customer success?

• When does customer success happen?

• Why is customer success important?

• Who are the people that perform customer success?

You’ll also see how those questions and common capabilities, when applied to Tuckman’s four stages of group 
development (Forming, Storming, Norming, and Performing), create a customer success maturity model.
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Article Page: 
Blog Post

1.	 Unique top nav for blog, other article and post types retain main www.tsia.com nav

•	 Topics can be personalized based on contact groups—Nicole will provide the default top 5 topics to list

2.	 Include main category tag, title, subheadline

3.	 Include author headshot and date published for blog posts

4.	 Use consistant click-to-tweet format styalized in the https://clicktotweet.com/ app so we have access to metric tracking

5.	 Relevant images shall have ability to open in UIKit modal to zoom in for more detail by applying class. 

•	 Use modal [center : true] and allow for modal caption

•	 Show plus icon and scale up image (UIKit transition) on hover in center of image so user knows they can zoom

6.	 Keep pull quotes contained to content area

•	 Allow for pre-defined color backgrounds to be selected

•	 Use :before and :after to apply large hanging quotes

7.	 About the author and headshot, include hyperlinked mason style list of topics recently discussed by this author

8.	 Post tags hyperlinked to find similar posts

9.	 “You Might Also Like”—allow up to nine related blog posts and resources based on the recommendation engine to drive 
the user to a related resource

•	 Show more posts than resources

•	 Allow posts to be shown in the resource card format for consistency in appearance

10.	 Keep comments in accordion collapse allow for writing and reading comments once expanded

Topic #1     Topic #2     Topic #3     Topic #4     Topic #5     All Topics     Authors

Who is TSIA? LoginLet’s Talk

Main Category

BLOG POST TITLE LOREM IPSUM DOLOR 
AMET CONSECTEUR ADIPISCING

Subheadline if more than 60 characters are needed

By Vele Galovski 
March 12, 2017

You Might Also Like…

Main Topic 

Blog Post

Nulla Volutpat Ut Neque nec 
Fermentum

No more than 150-character description 
of the blog post. Aenean non facilisis 

ipsum. Vivamus vitae dui vel enim ornare 
convallis ac vel ligula.

Ebook / White Paper / Book

Nulla Volutpat Ut Neque nec 
Fermentum

No more than 150-character description 
of the asset. Aenean non facilisis ipsum. 

Vivamus vitae dui vel enim ornare 
convallis ac vel ligula. 

Upcoming Webinar 

Month 00, YYYY | 0:00 AM PT / 0:00 AM ET

Lorem Ipsum Dolor Sit Amet 
Consectetur Adipiscing Elit
No more than 150-character description 

of the webinar. Aenean non facilisis 
ipsum. Vivamus vitae dui vel enim ornare 

convallis ac vel ligula. 

Often times when we broach the concept of expand selling to TSIA member companies, the question is asked, “Why can’t sales just do 
this for themselves? After all, upselling and cross-selling are, in fact, selling, and selling is what salespeople do.” Unfortunately, it’s not that 
simple. Regardless of how hesitant they might be to join the revenue-generation party, expand selling initiatives have to be driven by the 
service delivery teams. In this post, I’ll be digging deeper into why this is, beginning with the concept of “relationship equity”.

Why Services is the Trusted Advisor Sales Wishes They  
Could Be
Sales departments spend millions and millions of dollars every year to train their people to be consultative. The Holy Grail of discovery calls 
is when a salesperson can somehow convince their prospect to divulge their key challenges and initiatives, such that he or she can tie their 
company’s solution to their problems. Sales training programs like Solution Selling, Sandler, and others teach sales pros to ask probing 
questions, all in an attempt to establish some semblance of credibility and “discover the pain points.” The most effective salespeople are the 
ones who are able to get this information from their customers, and we celebrate their victories with high praise and big commission checks. 
However, most reps struggle to replicate this success.

Customers trust services with the type of detailed info they wouldn’t otherwise tell 
salespeople.

We would love for customers to have the same types of calls with our sales executives. Frustratingly, they seldom do, but it’s not the 
salesperson’s fault. It’s human nature for someone to raise their defenses when someone is selling them something. Buyers have become 
wary of the sales discovery process, and closely guard information they think might be used to put pressure on them later in the sales cycle. 
Simply put, services professionals can go where salespeople can’t.

How to Turn Relationship Equity into Upsell and Cross-Sell 
Opportunities
The challenge to turning these conversations into actionable sales opportunities is twofold. First, you need to encourage your services 
people to have more of them. Some members of your teams will be perfectly comfortable suggesting new products and services or asking 
permission for a salesperson to call them, but some won’t. Those who are comfortable are a wonderful group with whom to start a formalized 
pilot program. For those that aren’t, here’s a way to get started: 

Tip #1: Switch from “Upsell” into “Uptell” Conversations
Allow your services team members, within their direct hours or as part of their job description, to have an “uptell” conversation with 
customers, rather than an “upsell” one. Challenge your delivery teams to show the client one additional feature of your product that they 
aren’t using right now, but should be. There’s no pressure or salesmanship involved with this, but it’s a way to begin to get them comfortable 
with the types of conversation you’d like them to have. Plus, it builds up even more relationship equity and trust. To provide an example of 
how well this method can work, one TSIA Expand Selling member company was able to influence over $50 million in new revenue by simply 
having these “uptell” conversations.

About Author Steve Frost
Firstname Lastname is the vice president of expertise name for TSIA. Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Donec et fermentum lorem, non hendrerit turpis. Etiam dolor sem, convallis vel congue vitae, bibendum 
vel turpis.

Firstname’s favorite topics to discuss

  Expand Selling     Sales     Lead Generation     Customer Outcomes  

Topics discussed in this post   managed services     services     professional services sales      field services   

  expand selling     relationship equity     trusted advisor  

Tip #2: Document Customer Recommendations in Your CRM Platform
Next, you need to make sure you document these interactions and get them into the CRM system. Your delivery teams probably already 
have access to your CRM and are able to input a lead. If not, then don’t worry about creating something new. Try to piggyback off of an 
existing entry point for leads, coordinating with whatever team handles lead qualification at your company. You don’t need to put your 
services pros through any sort of deep sales training for this, or subject them to a forecast review or BANT analysis. Just make sure they 
answer the basic journalism questions: Who, What, When, Where, Why and How? After you’ve had success with the program, you can 
create a more formal process, but don’t get hung up on this and let it prevent you from getting started. 

Lorem Ipsum Figure Description 
Source: Lorem Ipsum

Comment +

Remember That Your Goal is to Help the Customer
As with any asset, relationship equity must be spent carefully. Remember that the goal of the services delivery team is unchanged: helping 
customers solve problems and drive the maximum value from their technology investment. Delivery teams are not your inside sales lead 
generation engine, and they can’t be pressured to be so. They need only to be on the lookout for sales opportunities that arise naturally out 
of the conversations they’re already having. Once you have a process in place to document these interactions and make sure you have a 
plan for sales to follow up, you’ll have a new avenue for not only driving revenue, but also driving better outcomes for your customers.

You build relationship equity by helping customers receive the most value from their 
investment.

“ Lorem ipsum dolor sit amet, consectetur 
adipiscing elit. Donec et fermentum lorem, non 
hendrerit turpis. Etiam dolor sem, convallis vel 
congue vitae, bibendum vel turpis. Curabitur et 
congue tellus. Proin ultrices nunc at purus feugiat 
consectetur. 

Firstname Lastname 
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