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Foreword

Welcome to the Third edition of the India SaaS Survey by DCS Advisory India, India’s largest :
software investment banking advisory practice, together with our partners iSPIRT, the Indian Software

Product Industry Round Table.

In-line with our goal of constantly improving the quality of our survey we have added two new :
sections this year, one covering Inside Sales and the other looking at Product Market Fit. Our
interactions with SaaS founders and various other stakeholders in the ecosystem clearly identified
these topics as the most valuable for the founders of our young ecosystem. We have also added new

analyses to previous sections which we hope will further enrich the survey.

This year, we have received responses from 59 respondents with an aggregate ARR of ~$175Mn,
including some of the most prominent SaaS companies operating in India. We sincerely thank all :
participants for their time and effort in completing this survey and look forward to ever increasing :

participation every edition going forward.

As before, we remain committed to refreshing the survey results on an annual basis. As the India SaaS
ecosystem continues to grow, we fully expect to increase overall survey participation, as well as the
insights and benchmarking data provided. If you have any suggestions to improve the survey or
questions that you would like to see covered, please do write to us at indiasaassurvey@dcsadvisory.in ‘
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Key Takeaways of India SaaS Survey 2017 (1/2)

DCS

Our typical (median) respondent this year is at $0.75M in ARR, likely to be Bangalore or Chennai headquartered (58%) and was
founded in 2014 or later

Whereas last year we noted a ‘paucity of machine focused SaasS’, this year infrastructure SaaS made it into the top 3 amongst
horizontal focus areas (and took in >50% of horizontal funding)

Overall our respondents grew faster than last year and continue to be bullish on the future, looking towards North America for
growth

Inside sales is now the most popular sales channel in our ecosystem but, based on our data, does not yet conclusively outperform
the more established FoS channel. In the years to come, particularly for startups selling overseas, we expect this to change

~50% of our respondents that focus on Inside sales boast a conversion rate of 10-25%. We look forward to tracking this metric in
future editions of this survey
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Key Takeaways of India SaaS Survey 2017 (2/2)

DCS

92% of our respondents believe they have achieved product market fit, further indicating that it takes a period of 12-24 months with
about 3 product releases to get there

Across the board our respondents typically earn gross margins in the range of 60-70%, with R&D being the largest expense post
gross margins

Our typical respondent reported ~10% annual churn (which may be under reported). We believe the customer lifetime is likely
somewhere in between at 5-6 years

Over a third of our sample has never raised external capital. Those that have, have raised $1-5Mn (median) at 7.5-10.0x of ARR
(median)
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Respondent Set

Profiling Survey Respondents
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Key Takeaways From Respondent Set Section

1 While we see SaaS$ across the country, Bangalore & Chennat are clearly hotspots

5 The median ARR of this year's sample is unchanged over the previous year's sample at $0.75Mn.
More likely than not, this is the result of a younger sample this year vs. last year
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Where Are Survey Participants Headquartered?

Headquarters Distribution India Headquarters Distribution*
® Bangalore JIRSTTI—— .
m USA 12 Bangalore-based ..
. respondents boast ARR \

Mumbai/Pune >$1Mn, more than for '
NCR ____anyothercity .-~

® Chennai )
Hyderabad
Singapore

Rest of India
m Rest Of the World

36% of Chennai-based

respondents are

‘ actually headquartered
e overseas e

Together, Bangalore & Chennai accounted for 58% of our sample with Bangalore hosting the maximum number of
$1Mn+ ARR respondents
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What Is The Distribution Of ARR Across Our Sample?

Distribution Of ARR!?
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/"~ While our median ™.,
/" ARR was static YoY,
the US median ‘
grew from $5Mn to
$8Mn. Part of this
(s almost certainly
' due to the younger /
N sampleinour
2017 survey ./

’

Our young sample (65% of respondents are <=5 years old) has a median ARR of $0.75Mn? compared to $8Mn3

reported in similar surveys of the US ecosystem
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Business Focus

Market And Product Focus Of The Respondents
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Key Takeaways From Business Focus Section

DCS

Our sample is 54% Vertically focused vs. 46% Horizontally focused and 2/3 SME focused vs.
1/3rd Enterprise focused

Infrastructure’ is now a top 3 category for Horizontal SaaS whereas in prior editions of this survey
we commented on the paucity deep-tech Saa$ startups

North America remains the geography of choice and, unsurprisingly, relocating overseas
correlates positively with generating revenue from overseas
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What Are The Most Popular Verticals & Horizontals?

Top Verticals (32 Respondents) Top Horizontal (27 Respondents)
15 - JUUNSESTEEETE .
10 - " Infra SaaS .
¢ absorbed 56% of
N Horizontal Saa$S

e fundmg in 2017

10 - ) T
5_ I

RetaII/CPG T™T Educatlon Travel/ BFSI Other CRM & Mktg Infrastructure Productlvrty/ Other
Hospitality Automation Collaboration

No Of Respondents

‘Infrastructure’ is now a top 3 category for Horizontal SaaS whereas in prior editions of this survey we
commented on the paucity deep-tech SaaS startups
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Which Geography Contributes The Maximum Revenue?

Respondents with ARR <$1Mn Respondents with ARR =>$1Mn

¢

® North America
India
m Rest of Asia

® Europe

Regardless of ARR, >90% of our sample sees maximum revenue contribution from North America & India.
With scale however, overseas business start becoming more critical
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Do Headquarters Affect Where Maximum Revenue Is Derived From?

Revenue vs. Headquarters

No. of Respondents:

100% -

42 80% -
Q
©

S 60% 1
o
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£ 40% -
&)

NS 20%

0% -

/" Given this result, its .
/" no wonder that VCs
! routinely push their
_--=* portfolio companies
< to relocate to the US
A or Singapore,
[ depending on
\ whether they are |
\ looking West or East
for growth

India HQ HQ Outside India -

B Maximum Revenue Generated From India

B Maximum Revenue Generated Overseas

While it may seem obvious, yes, HQ seems to make a difference: overseas headquartered firms derive nearly 90% of
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Customer Focus, SMEs vs. Enterprises

Split Based on ARR

Split based on Age

No. of Respondents:
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20%
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____________

___________

M Enterprise Focused

B SME Focused

- .y
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- SS
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ARR > =$1Mn /" confirms this trend.

' Perhaps Indian
‘. SMEs are starting to

~" Anecdotal evidence .

100%
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\
\
\
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1
1
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“._ pay for software? ..~

1

<=5 Years Old

____________

___________

>5 Years Old

Younger (<=5 years old) and less-scaled (ARR <$1Mn) respondents in our sample tend to be more SME focused
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Growth Rates

Growth Profile Of The Respondent Set
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Key Takeaways From Growth Rates Section

1 Our sample appears bullish, projecting median growth rates of 100-200% over the coming year

Consistent with last year's survey, respondents continue to look overseas for growth, particularly
2 towards North America. With that said, respondents that focused primarily on India outgrew their
westward looking peers, likely because they started from a smaller base

2-4 years appears to be the benchmark to reach an ARR of $1Mn. Unsurprisingly, effective Sales
& Marketing is the toughest challenge on the road to a million
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How Fast Is Our Sample Growing Its ARR?

Current & Projected ARR Growth Rates

No. of Respondents: ;31 L 28 JPtiae T
200%-300% - /" In comparison to

O ; last year, each bar
5 3 has moved one '
o o/ _ o/ | et . g
= 100%-200% el notch higher J
; - ‘\\\\ ”/,/
S 50%-100% - -
o
o
< 25%-50% -
C
0
§ 10-25% -

o - <10% -

/" US!SaaS grew
' ARR at 47% YoY, ..
\ butoffamuch -

“._ larger base " Current ARR

ARR < $1Mn ARR >= $1Mn

M Present Growth Rate M Projected Growth Rate

Overall, our sample is bullish, projecting median growth rates of 100-200% over the coming year. In comparison, last
year's sample projected growth in the 50-100% bucket
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Where Do Respondents See Maximum Growth Potential?

Geography With Maximum Growth Potential (<$1MnARR)?

-

Geography With Maximum Growth Potential (>$1MnARR)?

‘7%

® North America

® India
Rest of Asia
® Europe

Middle East and Africa

Results indicate that respondents see maximum growth potential in North America irrespective of their size
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Distribution Of Respondents Growth Rate By Horizontal vs. Vertical Focus e

ARR Growth, Horizontal vs. Verticall
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£ | Y
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noticed that global Saa$S
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ARR Growth Rate \\\ similar trends ,//

==
\
\ 7’
v -
v

This year horizontal SaaS players reported faster growth than their vertically focused peers; in comparison, there was
no difference in last year’s survey
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Distribution Of Respondents Growth Rate By Geographic Focus

Median ARR Growth By Geography?

No of Respondents: |21 | ' 28 | L4

__________________

200%-300% 1

100-200%

100%-200% A 100%

- (o)
50%-100% 50-100%
25%-50% A

10-25% A

Median YoY ARR Growth Rate

<10% A

0 -
India North America Rest of Asia

Geography Presently Generating Maximum Revenue

Don’t rule out India just yet! Despite North America’s status as the go to geography for growth, India-focused
respondents reported higher growth in this year’s survey (likely because they started from a smaller base)
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The Journey To $1Mn ARR

Time Taken To Reach $1Mn ARR!

35 A
30 -
2
S 25 -
©
S 20 -
o Median range for time taken
[V}
15 - V
@)
o 10 -
z
5 - Nosell e
O S
<1 year 1-2 years 2-4 years > 4 years Not yet reached ’ Median age of the_ \
i respondents who still \
haven't achieved $1Mn
No Of Years Taken “..  ARR s about 2 years

Of the 28 respondents that are at or ahead of the $1Mn ARR mark, 25 respondents (~89%) got there in under 4 years
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What Are The Problems Faced In Reaching $1Mn ARR?

Main Problems Faced In Reaching $1Mn ARR!

15 1

What's hard about sales?

Building repeatable sales processes
Educating customers

Enterprise sales

Sales cycles are too long

No Of Respondents

Limited ability to reach out
Scaling inside sales teams
Selling mission critical systems remotely

Sales teams don't understand the product

O© % N S 1 A LN R

Recruiting US-based FoS sales people

Sales and Distribution PMF 2 Pricing Other

Problem Area

Our sample clearly highlights Sales and Marketing as the greatest challenge on the road to $1Mn of ARR
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Sales And Delivery

Channels & Delivery Methods
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Key Takeaways From Sales And Delivery Section

1 While Inside Sales is the most popular sales channel overall, Feet on Street remains an important
channel for our scaled up respondents

The costs of hosting as a percentage of the sales has steadily dropped over the past three years
reaching 5-7.5% of the sales this year even as the preference for 3’ party hosting has grown

Inside Sales models, despite their popularity, are still in the process of being perfected in our
ecosystem
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What Is The Primary Sales Channel?

Primary Sales Channel <$1Mn ARR Primary Sales Channel >=$1Mn ARR

m Inside Sales

® Field Sales/Feet On Street Q

Channel Partners

m Internet Sales (Online Self-
Service)

No Primary Channel

Overall, for 25/59 respondents, Inside Sales is the Primary Sales Channel; At >=$1Mn in
ARR, however, the FoS channel remains relevant
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How Do Metrics Vary With The Primary Sales Channel?

ACV By Primary Sales Channel? Customer Churn By Primary Sales Channel3
No. of Respondents: 3 i ' 15 i ' 25 i L 12 i 3 i ' 13 i ' 24 i ' 10 i
>250 ] = >25% 7
| <
s 100-250 Y 20-25% A
o ()]
S 50-100 - £
hid S 15-20% -
=) 25-50 1 5
< 15-25 A ©  10-15% -
< 3
>-15 1 S 510% -
1-5 - <
[ ] s
>
< T
Channel Inside Sales Internet Sales Channel FoS Inside Sales Internet Sales
Partners Partners
Sales Channel Sales Channel

Our sample shows that ‘high touch’ sales channels, such as FoS or Channel Partners, correlate with
larger contracts sizes and with lower rates of churn
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How Do Sales Cycles Vary Across Our Sample?

Variances In Median Sales Cycle Length

No. of Respondents: . ! R ! T ! i ! . ! . ! . ! . ! R !

3 15 25 12 21 . 38 10 29 14
< 3-6 Months 7
o
C
()
—
<
¥ 1-3Months -
O
[%p]
Q
“©
[Va)
c <1 Month -
.©
S
o}
>

Channel Field Inside Sales Internet Sales Enterprise  SME Focused  Multi-year Annual Monthly
Partners Sales/FOS (Online Self- Focused
\ Service) | | | |
Y Y Y
Sales Channel Target Customer Contract Length

Our sample shows a median sales cycle of 1-3 months; Unsurprisingly, direct sales efforts with shorter contract
durations targeting SMEs close more quickly
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How Do S&M Spends Vary Across Our Sample?

Median S&M Spend By Customer Focus Median S&M Spend By Customer Type

-25 A A 20-25 7
0 20-25 < Median
© A V 15-20%
“ 15-20 4 — — - 5 1520 f------------------ -=
¥ S
< =t 10-15%
2 10-15 1 S 10-15 -
] o
& &

> ]
p= 5-10 - 5-10 4
= 3
v c
5 <5 - 2 <5
'8 ()
2 2
- N T
Horizontal Focused Vertical Focused Enterprise Focused SME/SMB Focused

Vertically and enterprise focused respondents have lower median S&M spends than horizontal and SME focused
respondents, respectively
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How Does ARR Growth Change With S&M Spend?

Median Growth Rate By S&M Spend

No. of Respondents: 4 i 6 i 13 | 11 ! 11 | 9 !
200-300 7
100-200 - o .
- / Median sales .
g 50-100 - / commissions are
2 i+ 10-20% of the !
3 25-50 A \ ARR for the
o primary sales !
_____ > 10-25 - 7. channel
T 2 ~l
d AN <10 A --
" Separately, we noticed
./ no correlation between 0
! scale (ARR) and the i <5% 5-10% 10-15%  15-20%  20-25% >25%
\ percentage of ARR ;
spent on sales &
marketing / Median S&M Spend (% of Sales)

ARR growth shows mild positive correlation with increasing S&M spends likely pointing to the myriad other factors
that influence growth rates

DCS 29 w ISPIRT.IN



What Is The Primary Sales Model Across Respondents?

Which Is The Most Prevalent Primary Sales Model??

® Try and buy (subscription with
free trial)

® Enterprise sales (potentially
with a pilot)

Freemium (Limited features
with add on premium features)

m Revenue share/ Outcome — _oeeeeel
based .- -

The choice of sales model

does not show any \

correlation with ARR or
ARR growth

Try and Buy and Enterprise Sales dominate our ecosystem
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How Do The Respondents Host Their Saa$S Service?

Hosting Preference Hosting Costs

20 -

m AWS

m Other Cloud

15 o
Median Range
V
10
Providers
5 10
Self Managed H
0 T T T T T

<=2.5% 2.5-5% 5-75%  7.5-10% 10-12.5% 12.5-15% >15%

No Of Respondents

Hosting Costs As A Percentage Of Sales

Third party hosting has grown from 68% in 2015 to 83% in 2016 to 93% in 2017 whereas the cost to host has fallen
from 10% in 2015 to 7.5% in 2016 to 5%-7.5% in 2017
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Comparing FoS to Inside Sales

Feet On Street vs Inside Sales Analysis

Median Feet On Street Inside-Sales No. of Respondents:
ARR 2.5Mn-$5Mn $0.5Mn-$1Mn 5__‘_‘?_ |
YoY ARR Growth Rate 100% 50-100% , 35 |
ARR/FTE 18.8K 19.6K | 40 |
LT S&M As % Of Sales 15-20% 15-20% | 40 |
é 3 . , _ . . \\ I______I
AR ACV $15-25k $5-15K } 40 . .
K likely due to the E—
i scarcity of an -7 CAC $250-500 $500-1K , 38 . hi
: : 0 i /" This year, we
' experienced inside ! o o T37 K . \
L Glet et y Annual Customer Churn 5-10% 10-15% L2 § r?;ssed su;ve)g 1
) FoS executive Revenue Retention 110% 110-120% 30 fills from Saa \|
g - i leaders (Zoho,
e - o LTV/CAC 4-5x >5 | 28 : Freshworks, etc.) |
P 1 that have {
Capital/ARR 4.0x 4.0x , 40

______ \_ perfected Inside /
Sales

N
~ -,

From our survey, FoS appears to have a slight edge over Inside Sales, likely reflecting the maturity of
the FoS channel in India and sample bias
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Inside Sales Drill-down

Analysis On Companies With Primary Sales Channel As Inside Sales
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Key Takeaways From Inside Sales Drill-down Section

1 Typical conversion rates for Inside Sales efforts are 10-25% with ~60% of the ‘battle’ focused on
making first contact and delivering an impactful sales pitch

The typical Inside Sales executive has a 1-2 year tenure, 2-4 years of work experience and earns a
20-40% bonus for meeting his/ her targets
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The Inside Sales Process — Conversion Rates & Effort

Conversion Rates!

15 -
. Median Range  / This was the
‘qc')' ;. maximum \
2 10 A | reported |
o p level of
g ~----._conversion [
E N ’
@) S -
2 5

O -

<5 5-10 10-25

% Of Customers Signed On Completely By Inside Sales Team Effort

Most Time Consuming Aspect Of Sales

® First Contact

m Sales Pitch
Decision Maker

® Negotiation

Close

Typical conversion rates for Inside Sales efforts are 10-25% with ~60% of the ‘battle’ focused on making first contact
and delivering an impactful sales pitch
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What Does The Typical Inside Sales Executive Look Like?

Average Tenure Of Inside Sales Executive! Average % Of Variable Pay For On-Target Earnings

15 - Average 15 1 Median Range
! experienceofan \4

2 Median Range 7 fiiols §algs ," 2z
S WV, R executive (s J S
2 10 A \. about 2-4 years? , T 910 -
[} N - o
(o Ssol - o
A [ 0
« &
o) e
2 54 S 5

0 H 0 -

<1 1-2 2-4 >5 <20 20-40 40-60

% Of Variable Pay In The Executives On-Target-Earnings

Average Tenure Of The Inside Sales Executive (in yrs)

The typical Inside Sales executive has a 1-2 year tenure, 2-4 years of work experience and earns a 20-40% bonus for
meeting his/ her targets
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Product Market Fit

Dynamics Of Product Market Fit Amongst The Respondents
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Key Takeaways From Product Market Fit Section

1 92% of the respondent set believes that they have achieved product market fit, despite only 47%
of our sample having crossed the $1Mn ARR mark

’) Respondents reported that it takes a period of 12-24 months with about 3 product releases to
achieve product market fit

3 Customer feedback s valued as the most important metric to measure product market fit
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Have The Respondents Achieved Product Market Fit?

Distribution Of Respondents Achieving Product Market Fitt

Just 47% of the
/! respondents have an
g ARR >$1Mn but
more than 90%

A}

m Achieved Product Market Fit T \ believe that they
N ‘. have achieved PMF  /
m Have Not Achieved Product
Market Fit N

/" Respondents have

f also indicated that \‘
' they take a median
range of 12-24 ]
' months to achieve ]
product market fit ~ /

An overwhelming 92% of the respondents believe that they have achieved product market fit taking 12-24 months to
get there
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What Are The Metrics Used By Respondents To Determine Product Market Fit e

Respondent Count Of Metrics Used To Achieve Product Market Fit!

55 1
50 o
45 ~
40
35 1

30 A

25 -~

20 A

15

10

s -1
0

Customer Sales Churn LTV/CAC Length of Customer Web
feedback conversion sales cycle surveys  analytics

No Of Respondents

Metrics

Our sample listens to its customer base and keeps an eye on sales conversion metrics in order to determine whether or
not they have achieved PMF
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How Many Major Product Releases Occur Before Achieving Product Market Fit?

No Of Major Product Releases Pre-Product Market Fit!

20 - Median

\V/
15 4
10 -~
5_
. B H! :
O_-I T T T T T I-I I-_\
0 1 2 3 4 5 6 7 10 20

No Of Major Product Releases

No Of Respondents

Results indicate that it takes a median of 3 major product releases before a SaaS company achieves product market fit
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Profitability

Costs and Margin Drivers of Respondents
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Key Takeaways From Profitability Section

1  Across the board our respondents typically earn gross margins in the range of 60-70%

9 R&D still remains the top driver of cost for majority of the respondents, unlike in the US where
Sales & Marketing (s the top cost driver

The median CAC recovery period reported by our sample is 3-6 months (down from 6-12 last
year), with 90% of our sample recovering their CAC in under 12 months
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How Profitable Are The Survey Respondents? (At GM level)

Gross Margin

2T T - -7 20 A
-~ No variance in
/" reported gross
margins by Vo
| horizontal vs. b5
\\\\ vertical or by SME ,/I _g Median Range
vs. enterprise a \V/
. 3
% 16
prd
H I H ! " Median gross .
0 . . . . . . margin for firms in
<40% 40%-50% 50%-60% 60%-70% 70%-80% 80%-90% >90% i the USA ecosystem ,7
“_ (ARR>$5Mn)is
y ~70%!?
Gross Margin Range LT

Our respondents reported a median gross margin profile of 60-70% regardless of customers they focus on or the type
of product they have developed
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What Is The Revenue/FTE Across The Respondents?

No. of Respondents: E 5 i i 8 i 5105 i 9 i E 5 i

120.0 A
100.0
80.0

60.0

ARR/FTE in $(000)

40.0

" This year’s survey ..
/" missed responses ™\

20.0

0.0

$0.25-0.5 Mn $0.5-1 Mn $1-2.5 Mn $2.5-5 Mn $5-10 Mn from some scaled
" SaaS players which |
. likely contributed to ./
ARR Range . y
? this finding

- ~< -

While respondents are able to drive up efficiencies as they scale, different from last year, respondents in
the $5-10Mn ARR range appear less efficient than their $2.5-5Mn ARR peers
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What Is The Typical CAC! That The Respondents Incur?

CAC (<$1Mn? ARR) CAC (>$1Mn3 ARR)
Median 0
ﬂ 10 N ﬂ -
S v S Medlan
o 8 A o 8 A
C C
o &
?5: 4 A 6 4 -
O N T T T T E T E T T n T n_l O I
Q Q Q = - N N & N Q & N -
S’Q O QQ:\/ Qg) <> QQQ &Qf’g @’Q Eﬁ ‘9 ‘g’g QQ' & ‘@Q &?f &;ﬁg %'fjg
Q, Q <’) ’ ’ , Q, <f) '\, \g , ,
P SR IR A I I
s SO R SONIINN
5 5
CAC CAC

Our $1Mn+ ARR respondents reported higher CAC than their smaller peers (the same as last year), reinforcing the
point that CAC does not necessarily fall as you scale
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In How Many Months Do The Respondents Typically Recover CAC? (>$1Mn ARR) 0

DCS

CAC Payback Period?

4

® <3 Months

® 3-6 Months < Median Range

6-12 Months

m 12-18 Months

Don't Track

———————

No variance by
horizontal or
vertical focus

More than 90% of the respondents recover their CAC is less than a year, up from 2/39s |ast year
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What Is The Top Driver Of Cost?

Top Driver Of Cost — Distribution By Respondents

/" Costdrivers " Respondents spenda -,
S median of 20-25% of 3
their sales on R&D !

did not vary
\ regardless of their scale

\ WithARR /
) i m Sales & Marketing .\
Teeaes - “.._  orcustomer focus
Hosting [RRRe R
® Product Support Cost et
General & Admin
In the US
i ecosystem, the \
= Other | top driver of cost !
1 (s Sales &
Marketing

In-line with results from previous surveys R&D is the top driver of costs (accounting for 20-25% of

revenues) for majority of the respondents, regardless of ARR
o ISPIRT.IN
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In How Many Years Do Respondents Expect To Break Even At EBITDA Level?

Time To Break Even At EBITDA levell

m <1 year

m 1-2 years < Median Range

2-4 years
® >4 years e
Based on our
Already broken / experiences in the
even i market, this seems

optimistic if applied
to the broader SaaS /
ecosystem '

Over 60% of our respondents, that have not already broken even, expect to hit EBITDA breakeven within
the next two years
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How Many Respondents Have Already Broken Even At An EBITDA level (By ARR)? a

Share Of Participants Who Have Broken Even?

No. of Respondents: ' 18 | ' 5 | 8 ! 10 9 | 5 4

__________________________________________

100% -
80% -
60%
40% -

20% A

0% -
<=$0.25 Mn $0.25-0.5 Mn $0.5-1 Mn  $1-25Mn  $2.5-5Mn  $5-10 Mn >$10 Mn

M Already Breakeven M Not Broken Even Yet

A healthy share of respondents (close to 27% of the set) this year have broken even at an EBITDA level
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Other Metrics

Common SaaS Metrics
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Key Takeaways From Other Metrics

1 Our typical respondent reported ~10% annual churn (which may be under reported). We believe
the customer lifetime (s likely somewhere in between at 5-6 years

’) There has been a steady decline in the number of respondents leveraging user-based pricing over
the past three years

Reported median LTV to CAC for respondents with an ARR >$1Mn increased to 5+ from a range
of 4-5 last year
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What Is The Customer Lifetime Of The Respondents?

Customer Lifetime In Months

16 - Median Range
\V4 14

14
12

No Of Respondents

1 2 4 5 6 7 8 9 10 12 15 16 18 20 24 30 36 »>36

Customer Lifetime In Months

The median reported range of 24 months may understate actual customer lifetime as it may have been interpreted as
the number of months the customers may have been engaged with the respondent
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What Is The Customer Churn! Of The Respondents ?

Spread Of Customer Churn By Respondents

N
N
&, -
\-mTT 16 -

Respondents Median Range
y focused on 3 @ 14 4 \V/
{ SME/SMBs havea s
i higher churn than T 12 1
. Enterprise focused | 8 i
\ . 2 10
\ playersat 15% vs. 2
5-10%, . 8 -
respectively %
P 6
+ 7
2 .
O T T T T T

<5% 5-10% 10-15% 15-20% 20-25% >25%

Average Annual Customer Churn

The median annual customer churn of our sample is ~10%, implying at 10 year lifetime; this seems overstated - We
believe the customer lifetime likely lies somewhere in between at 5-6 years
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What Is The Revenue Retention Rate! Of The Respondents?

Revenue Retention?

S 4 >150%
=R Enterprise focused .
S S 140-150% [ ," respondents scored 1 \
Q [ ! 1
Q x 2 3 : notch better than SME /
= - 130-140% \ y
o k &E < I focused ones )
5 + 28 120-130% | A
= Q< A= TSN -
E O\O g -~ ‘ . S e
L 3 110-120% I < Median Range
—
o2
v 100-110% [
C —————————————————————————————————————————————————
S c 83 90-100% [
[a'e — S %
y 2 58 80-90% | ——
y | Y 3
o B3 <so%
; o ° . 8 = f T T T T T T T |
/ Only64%of 0 1 2 3 4 5 6 7 8
i respondents
. tracked this |

. g No Of Respondents
% metric %

Of respondents that this metric - just 64% of the total respondents — >60% reported 100%+ revenue retention
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What Are The Respondents’ Typical Contract Lengths?

Typical Contract Length Of Respondents

/" 38% of enterprise-
! ol P b ® Monthly
/ focused respondents \
sign multi-year
\\ . 0,
X contracts vs. just 8% ) = Half yearly
. of SMEs focused ones """
e Yearly
® Multi-year JIUPEEE LT
contracts ~ NIlTeeo
el T o >90% of the
Perpetual respondents in the
License 1 USA ecosystem sign

contracts with
\ periods of >= 1 year! ,
. vs.72% in India

1

In line with last years results, annual contracts dominate our sample
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Which Kind Of Pricing Metrics Do The Respondents Use?

Distribution Of Pricing Metrics Used

2%
® Based on usage

® Number of users or employees -7~ continues to decline
_ 1 YoY from 53% in 2015 |
Number of transactions . to45%in 2016 to 34%
S~ in2017 .7
= No of instances ~ TTteeal -
Database size

Fixed

m Other

68% of our respondents leverage usage- or user-based pricing vs. 65% reported in equivalent surveys of US-based
SaaS companies?
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What Is The LTV/CAC Of The Respondents? (>$1Mn ARR)

LTV/CAC Distribution?

Median Range

16 - v
14 A
S 12 -
©
S 10 -
o
§ s
o) 6 -
(@]
z 4
2 A 1 1
0 .
2-25 2.5-3 3-4 4-5 >5
LTV/CAC

For respondents at $1Mn+ ARR, the median reported LTV/CAC was >5. Note however that only 71% of $1Mn+ ARR
respondents tracked/ reported this metric
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Funding

Funding And Valuation
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Key Takeaways From Funding Section

Over a third of our sample has never raised external capital. Those that have, have raised $1-5Mn
(median) at 7.5-10.0x of ARR (median)

In-line with last year, bootstrapped businesses in our sample are larger in terms of ARR but
reported slower growth than their seed funded peers

3 On average, our sample has raised ~$4 to generate ~$1 of ARR
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How Much Funding Have Respondents Raised?

Funds Raised To Date

25 A . .
- We noted no differences -
in funds raised if we

focus

___________

20 - split the sample by
Median Range vertical vs. horizontal ~ ,
15 N V ’
10 4
O T T T T T -_‘

Bootstrapped <$1Mn $1Mn-5Mn  $5Mn-10Mn $10Mn-20Mn  >$20Mn

No Of Respondents

(9a]
|

Funding Raised

The median funding raised by respondents remains unchanged from last year at $1Mn-5Mn
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At What Revenue Multiple Have Respondents Raised Their Most Recent Round? e

DCS

62

No Of Respondents

Revenue Multiple For The Latest Funding Round?

Median Range

N
|

=
|

<5x 5x-7.5x 7.5x-10x 10x-12.5x 12.5x-15x >20x

Revenue Multiple Of Latest Funding Round

Our typical funded respondent has raised money at 7.5-10x of ARR

6 Vv

5 .

3 .

2

0 T T T T \\\5‘\

60% drop in the
respondents with a
revenue multiple >20x
versus last year
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Are The Revenue Multiples Being Driven By The Customer Focus Of Respondents?

Median Revenue Multiple By Customer Focus!

>15x 1
12.5x-15x -
()
=
5 10x-12.5x
=
3 7.5x-10x 1 JEEEES .
c = e
o p .
é 5x-7.5x - - This data is contrary to *
) data verified from ~84 X
<3X 1 vertical and horizontal
focused trading Saa$ \
0 H T

companies? for the past 3
Horizontal Focused Vertical Focused years where Vertical J
| focused companies have
. been found to be valued
’ higher

Based on our sample, investors seem to give a higher median revenue multiple to horizontally focused Saa$, a finding
contrary to global norms
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Bootstrapped Vs Seed Funded

Median ARR vs Funding? Median YoY ARR Growth vs Funding?

Bootstrapped Seed Funded Bootstrapped Seed Funded

|
|
|
|
No. of Respondents: 22 E ' 10 | : ;20 9
|
>$10.0Mn~ : >300% 1
$5.0Mn-10.0Mn- : 200-300%
_ $25Mn-5.0Mn- | 100-200%
|
£ $1.0Mn-2.5Mn- | 50-100%
|
$0.5Mn-1.0Mn | 25-50%-
|
$0.25Mn-0.5Mn | 10-25%
|
<$0.25Mn 4 [ <10%
|
|
|
|

In-line with last year, bootstrapped businesses in our sample are larger in terms of ARR but reported slower growth
than their seed funded peers
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What Is The Cap

ital Efficiency Of The Respondent Set?

Funding Required Per $ of ARR!

No. of Respondents: L8 | L4 3 7 8 b3
o 6.0x -~
o’
<
5 5.0x ~
“r
o 4.0x
o
2 30x
©
o C
R T~ = 2.0x
Pag . _____ 1 %
Capital efficiency has ! ©  1.0x
' ()
been calculated by NS
dividing the middle 0.0x
value of the fund[ng ] <=$0.25Mn $0.25Mn -$0.5 $0.5Mn-$1.0 $1.0Mn-$25 $2.5Mn-$50 $5.0Mn-$10.0
range for a particular / Mn Mn Mn Mn Mn
company by the median |
el ARR Range

ARR value of that

.. particular company

DCS -

Our sample generates ~$1 of ARR for every $4 of capital raised
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Participants

Some Of Our Survey Participants
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Some Of Our Survey Respondents
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DCS Advisory Credentials

A Leading Investment Bank With Tech Focus
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Premier Advisory Boutique to Growth Companies

' DCS Advisory Offices
' DCS Advisory India Offices

' DC Advisory, Daiwa Securities Group
Companies and Alliance Partners

As part of Daiwa’s global platform, we have over 900 professionalsin 37 offices worldwide, providing clients with extensive coverage and access to parties
throughout the Americas, Europe and Asia

= Trusted strategic advisor to growth companies
48% = Dedicated teams with deep domain expertise
= Day-to-day hands-on senior leadership

Deals closed Cross-border Investment Offices = Deep, broad relationship network with corporate decision makers and private equity investors
in 2017* transactions professionals Worldwide

Dcs 69 Strictly Private & Confidential Includes deals transacted by DCS Advisory, DC Advisory, Daiwa Capital Markets, Daiwa Securities Group, Danske Bank Corporate Finance and Montalban. Source: Mergermarket, internal records ’ ISPIRT.IN
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Advisor to Growth Companies and Their Financial Sponsors

Trusted Advisor

Senior-Level Attention

Deep Sector Knowledge

Bulge Bracket Pedigree
Tenacious Commitment
Access to Key Decision-Makers
Direct, Candid Advice
Long-Term Perspective

Execution Excellence

o
O
O
.
7
@
©
O

Strictly Private & Confidential

DCS 20

We add the greatest value by creating deep relationships, developing a thorough

knowledge of our clients and their industry

1 We have a longstanding

relationship with the
DCS Advisory team. After
having worked with them
on our Series B capital
raise, we knew that they
were the right partner to
guide us through a
successful M&A outcome
for all stakeholders. They
exceeded our
expectations with their
professionalism,
patience, and
perseverance throughout
the process.

)

VIVEK SUBRAMANYAM

“They take an old-school type of consultative approach to
truly doing what’s best for the client, which is refreshing. |
always find them thoughtful and willing to offer a balanced
perspective.”

Brooke Coburn [ Managing Director
The Carlyle Group

“The DCS Advisory team were great partners in our capital
raise, orchestrating a competitive process which helped
guide us to the right partner for our business. They
provided excellent support and counsel throughout the
process and had the right relationships with private equity
to execute a successful outcome for our Company.”

Tyler Moeller [ CEO
Broadway Technology

“With the help of DCS Advisory team, we were able to
achieve an outcome that exceeded our expectations and
put CloudCheckr on a path to continued success. The team
truly understood our business and the cloud management
and security markets, executed a robust and thorough
process, and provided value along the way.”

Aaron Newman [ CEO and Co-Founder
CloudCheckr
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Leadership In Enterprise Software Transactions Globally

DCS Advisory
has deep
experience and
arich history of
working with
enterprise
software / Saa$S
companies

DCS
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@ iISPIRT Credentials

A Leading Think Tank
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What we do...

-d Main Rq

vatam Serviced
: Da O

Product Business Skill Building
Services vs Product mindset

Lifecycle of entrepreneurship

Learn from peers/don’t reinvent

Catalyst

Vem
“olonial style,
hotel reg

Simplified Regulations

Fund of Funds, Stay-in-India Checklist, List in India, Open
APls, Grand Challenges, Buying products not Projects,

No Software Patents, Financial Inclusion, Healthcare \_A_/
Inclusion, Regulatory sandbox, Digital goods tax

definition, Net Neutrality Policy, Open Source Policy, «

Privacy law, Civil society watchdogs.

DCS

Enhanced Market Access

Buy products vs unique solutions and
services - B2C or B2B, Local or Global
Events/Matchmaking/Deals

Public Tech Platforms APIs

India Stack, Impact of inflection points on
Government/PSUs/Private Sector across
verticals
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iISPIRT Brings Intensity to Building The Technology Ecosystem

iSPIRT:
e Think Tanks e Market maker
) e Universities —  Public goods— e Ecosystem builder
30 yr Architects e Research Labs e Mindset shaper

e \VVCs

10 yr Planners Policy Makers

Missionary entrepreneurs
Bootstrapped entrepreneurs
Mercenary entrepreneurs

DCS "¢ ISPIRT.IN
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Disclaimer & Contacts

Klaas Oskam
Managing Director
Email: koskam@signalhill.in
Mobile: +91 97403 32000
Direct: +91 80 3969 4701

Nitin Bhatia
Managing Director
Email: nbhatia@signalhill.in
Mobile: +91 9920365756
Direct: +91 22 4445 1109

Nishant Malhotra
Director
Email: nmalhotra@signalhill.in
Mobile: +91 9961820040
Direct: +91 80 3969 4712

Varun Potturu
Analyst
Email: vpotturu@signalhill.in
Mobile: +91 7350123803
Direct: +91 80 3969 4702

This document has been prepared by DCS Advisory India for discussion purposes only. These materials have been prepared by DCS Advisory India solely for informational purposes and do not
constitute or form part of, and should not be construed as, an offer to sell or issue, a solicitation of an offer to buy, or a recommendation with respect to any securities. The information and opinions
contained in this document are derived from public and private sources which we believe to be reliable and accurate but which, without further investigation cannot be warranted as to their
accuracy, completeness or correctness. This information is supplied on the condition that DCS Advisory India and any partner, employee or affiliate of DCS Advisory India is not liable for any error or
inaccuracy contained herein, whether negligently caused or otherwise, or for loss or damage suffered by any person due to such error, omission or inaccuracy as a result of such a supply. DCS
Advisory India and its affiliates are also not liable for any loss or damage howsoever caused by relying on the information provided in this document. In particular any numbers, initial valuations and
schedules contained in this document are preliminary and are for discussion purposes only and do not constitute an opinion. The credentials mentioned herein include those transactions concluded
by senior employees prior to joining DCS Advisory India or by affiliates of DCS Advisory LLC, DC Advisory, Daiwa Securities and affiliates and predecessor firms that have since merged with any of
these earlier mentioned affiliates. Any third party trademarks, service marks, logos, and trade names included in the report are the property of their respective owners. DCS Advisory India is not a

US registered broker-dealer.
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