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Single Customer Cash Flow
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Single Customer - Cumulative Cash Flow
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Impact of Faster Growth on
P&L/Cash Flow
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Mo Touch Light Touch High Touch Field Sales
Self-5ervice Inside Sales Inside Sales with 5E's

Rough Estimates of Cost of Customer Acquisition (CAC)
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How SaaS changes Sales Complexity

M Value / Pain / Urgency = LTV (logarithmic)
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Sum of all Sales & Marketing expenses
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Revenue Multiple 2.0m 40K G.0u B.Ox 10.0x%

Public Company Multiple L
at Time of Event

Private Company Discount
Private Company Multiple
Growth Rate if Revenue =55M

Growth Rate if Revenue =55M

<51.0 billion

Total Addressable Market L
> 100%
Met Retention Rate

=E5%
Gross Margin

*12 months <12 mos

Payback Period

How to Value a SaaS Company, by SaaS Capital :n17n
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mField Sales minside Sales = Intemet Sales = Channel = Mixed
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B
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0% ; : : v v
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Median = $1.28

Median = $1.11

Median = $0.29

Median = $0.86

Median = $1.14

Field Sales Inside Sales
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Median = $1.34
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How long does it take to recover CAC, based on gross margin subscription dollars received?

Median = 18 months 22

1 year CAC Payback Period 2 years 2 Jyears
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“What is your gross profit margin on just subscription / SaaS revenues?”

Hlie s e e e e e s e e e S e b e Median
_0no,
75-80% 34 = 78%
I

70-75%
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Size of Company (2016 GAAP Revenue)

$5MM - $10MM - $15MM - $25MM - $40MM -
AllRespondents 1oy $15MM $25MM $40MM $60MM S

Total Gross Margin 73% 13% 2% 76% 68% 73% 73%

Subscription 78% 76% 7% 79% 7% 78% 80%

Professional Services 2% 30% 40% 28% 20% 35% 18%
Operating Expense Margins:
Sales & Marketing 35% 33% 37% 37% 29% 24% 43%
Research & Development 28% 29% 33% 29% 24% 21% 22%
General & Administrative 19% 22% 19% 19% 18% 16% 14%
EBITDA Margin (14%) (39%) (23%) (13%) (6%) (7%) (8%)
YoY GAAP Revenue Growth Rate 33% 54% 46% 39% 24% 27% 26%
YoY Organic ARR Growth Rate 35% 57% 47% 32% 22% 27% 23%
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Research / Product Development / Engineering 37%

Sales 24%

Cost of Goods Sold (excluding customer support / success) 20%

General and Administrative 18%

Customer Support / Success 15%

Marketing / Product Management 15%
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Name

963

7 Select All Median of Value by Year and Description

O 2u Description @ Cost of Revenue @ Research Development @ Selling General and Administrative
1 Appfolio, Inc.

[ Athenahealth

[ Atlassian Corporation

[] Bazaarvoice

[ Benefitfocus

[ Box

[ BroadSoft

[1 Castlight Health

[ ChannelAdvisor Corporation
[l Cornerstone OnDemand

[l Guidewire Software, Inc.

[l HubSpot

[ Instructure

[J LivePerson

[l LogMeln 2014 2015 2016 2017
[ Marin Software
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80% -
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50%
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30% ‘ i
20% A ]
10%
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<$1K $1K-85K $6K-$25K $26K-$100K $101K-$250K >$251K

Median Contract Value (ACV)
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Other

Seats

=
Database Size 36%

4%

Total Employees
9%

Sites
8%

Usage or
Transactions
29%
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Is pricing primarily fixed (for a year or longer) or does it
fluctuate with usage? CAPITAL

If Pricing is Fixed: What is the primary mechanism for
Fluctuates determining price?

Number of users
Fixed 71% Number of locations [IEETINN

[ 10% |

9%

[ 5%

Number of customer’s employees,
enrollees, students, etc.

Cost to provide the service

If Pricing Fluctuates: What is the variable pricing based
on? Size of customer’s revenue

Number of users (measured more 38% Other (please specify)
than once per year) “

Customer activities (i.e. clicks,

shares, reports, invoices, etc.) | 31%
If Pricing is Fixed: In
FORPUEHE|cx) S Toiaes. e addition to the fixed annual
1 price, does your [3! '\f'WH'-V—‘ also
Revenue run through the system include a variable pricing

component?

Other (please specify)
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https://www.slideshare.net/DavidSkok/12-key-levers-of-saas-success/1

https://www.newbreedmarketing.com/blog/best-slide-decks-for-saas
How to Value a SaaS Company - https://qgoo.gl/CEMX1F

KeyBanc Capital Markets 2017 Survey - https://goo.al/2mHNDB
SaaS Capital 2017 Industry Survey - https://goo.ql/6QZPsB
http://tomtunguz.com

https://labs.openviewpartners.com

https://www.cfodesk.co.il/tag/saas
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