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European SaaS Benchmark 2023

1 After several years of valuing growth over profitability, the trend is reversed due to macroeconomic
conditions. In this context, SaaS companies still exhibit strong fundamentals and resilient models.

2 It's time to switch from growth at all cost to efficient growth, but what does that really mean? We'll share
in this report our framework to assess health in the SaaS industry, incl. 5 north star metrics:
1/ ARR growth rate
2/ Rule of 40 (which is becoming a rule of 60+)
3/ Burn multiple
4/ Net retention rate
5/ ARR per employee

3 Founders who consider sustainability issues in their strategic choices are found to be more resilient
during crises. More and more dedicated jobs on corporate sustainability, but still work to do on
ESG metrics, the first step before actions.



North Star Metrics for Efficient Growth

After several years of valuing growth rate over profitability, the trend is reversed. All VCs recommend switching from growth at all cost to
efficient growth, but what does that really mean? Below is our framework to assess efficiency and health in the SaaS industry.

Top quartile by company ARR <€1M €1-5M €5-10M

|~/ YoY Growth rate | 254% 144% 108% 64%

I Rule of 40 ) Not relevant Not relevant 36% 59%

‘ & Burn multiple | 4.8x 1.8x 1.3x 1.1x

l “ NRR | 115 122 111 119

I & ARR per employee | 26k€ 57k€ 125k€ 225k€
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Foreword

Mark Barry

— Head of EMEA Startups
stripe

“Despite stubborn inflation, energy shocks and higher
interest rates, we are strongly optimistic about the
future of the European SaaS scene.

Regardless of size or sector, we see SaaS businesses
adapting quickly and maintaining optionality by pivoting
away from upfront costs or maintenance fees.
Pressured to do more with less, European founders are
favoring solutions that help them optimize their revenue
and operate more efficiently, streamlining their back
office and freeing up teams to focus on pressing tasks.

In this regard, the 2023 European SaaS Benchmark is
a treasure trove of actionable insights to weather the
current downturn and build global category leaders.”

Sébastien Le Roy

‘@,) Sybille Ranchon

“‘We launched the European SaaS Benchmark three
years ago with an ambitious goal - to empower every
SaaS entrepreneur with the data that ftruly matters
through a valuable companion tool. Today, we are
absolutely thrilled to share with you our last report.

With contributions from over 700 private SaaS
companies across Europe, we have collated a dataset
of financial and operating metrics, summarized in an
anonymized manner. But please, keep in mind that our
sample may not represent the market as a whole.

We are deeply grateful to all the contributors who made
this project a reality, and feel free to ping us to grab a
coffee or chat over a call.”




Methodology

When it comes to SaaS benchmarks, many of
you may have heard about US references,
especially the great Expansion SaaS Benchmark
from OpenView and the KBCM Technology
Group Private SaaS Company Survey, which are
great but not actionable for European startups.
That's why we decided 3 years ago to build a
SaaS European Benchmark to help companies
keep track of the metrics that matter most for
their business including ARR, YoY growth, net
retention rate, and burn multiples.

We crowdsourced declarative data from private
SaaS companies all over Europe and we use a
proprietary dataset of financial and operating
metrics anonymized:

2021: 100 SaaS companies

2022: 250 SaaS companies

2023: +700 SaaS companies

We hope this benchmark will give you more color
on the metrics that matter for SaaS companies!

— Thanks to the 700+ companies that took part in this project

. AYA
accenta. &3 apiday L /\4 S (4 circular
Beamy Bodyguard
@) . o
data TFA deepki 4 ermeo Finalcad
iku DCbrain
- >
a Green|y v ImplICItq |nat0 m INCEPTO javelo
@ JUS MUNDI JMKardinal ‘ KILI TECHNOLOGY = KIRO METRICS
E lifen 0 Lokki 1 mindee odaseva *w PELiCO
)‘sarus Qshyfter 3 Simplébo swagcard @QURBANTZ

— & special thanks to the contributors who shared our survey and provided
insightful interviews!
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If you have any questions or comments, you can email us at sebastien@serena.vc and sybille@serena.vc.



https://www.europeansaasbenchmark.com/
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Who took the survey this year?

+700 participants
took the survey

86% based in

central Europe
(France, UK, Benelux,
Dach)

Distribution by # of FTEs

m-

10-20
20-50

50-100

H-

27%

Distribution by ARR

R

€1-5M

€5-10M

. >€10M

Distribution by last investment round

. None

Seed
Series A

21%

Series B

Series C & over 43%

Distribution by targeted customer segment

Enterprise (>1000 FTEs)

Midmarket (101-1000 FTEs)

. SMBs (20-100 FTEs)

. Very small businesses (<20 FTEs) 28Y
o

. Consumer

Distribution by category SaaS product

Vertical ket licati
. ertical market application 5%

. Horizontal application
. Fintech

Ecommerce enablement

6%

8%

-

Data infrastructure

. Infrastructure management
software (APM, DevOps)
Cybersecurity 5%

. Other
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Company Performance Benchmarks (2/2)

Glossary of SaaS indicators

Size and growth

Employees

Annual Recurring Revenue (ARR)
YoY Growth Rate

ARR per employee

Burn multiple

Number of full-time equivalent employees at the end of 2022
Company annual recurring revenue (ARR) scale at the end of 2022
Change in annual recurring revenue at the end of 2022 vs. 2021
Total ARR divided by the number of employees (in €K)

Cash burn divided by net new ARR at the end of 2022

SaasS value drivers

CAC Payback
NPS
Rule of 40

Net Revenue Retention

Gross Revenue Retention

Months of software revenue to recover the cost of customer acquisition
Net Promoter Score, from -100 to +100
Sum of annual revenue growth (in %) and profitability margin (as measured by EBITDA)

Net Revenue Retention rate is defined as retention after considering any revenue expansion from
upgrades, cross-sells or upsells

Gross Revenue Retention rate is not including any benefits from expansion revenue (cross-sells,
upsells), or price increases



Company Performance Benchmarks (2/2)

Glossary of SaasS indicators

Software revenue Revenue derived from subscriptions as a percent of total LTM revenue (in %)

S Spending on activities (Sales, Marketing, Product, Customer Success, R&D, G&A) including
headcount, as a % of end of 2022 ARR

Gross margin Software revenue less cost of goods sold divided by software revenue at the the end of 2022 (in %)

Burn rate Net monthly operating cash burn at the end of 2022 (total € lost each month)

Equity raised Amount of equity capital raised at the end of 2022 (in €M)

Pre-money valuation Value of a company before an investment round (in €M)

Note: we mainly use median, top quartile, and bottom quartile measures. The data is segmented in 3 ways to give different reading prisms: 1/ by ARR, 2/ by stage, 3/ by type of clients
addressed (when relevant).



Overview by Company ARR (1/2)

<€1M €1-5M €5-10M >E10M
Customers
Home country 71% 66% 57% 56%
Europe (excl. home country) 19% 19% 24% 20%
United States 6% 9% 1% 14%
World (excl. Europe and the US) 4% 6% 18% 10%
Size and Growth
YoY growth rate 115% 80% 64% 48%
ARR per employee (in k€) 12 35 57 143
Burn multiple 8.3x 3.3x 3.1x 2.7x
SaaS Value Drivers
CAC payback (in months) 2 5 13 16
NPS 73 63 44 47
Equity story
Total funding (in M€) 3.4 9.1 24.8 105.1
Last round (in M€) 29 6.3 241 92.4
Pre-money valuation (in M€) 13.2 21.7 110.0 743.8

Note: we used median values for ARR per employee (in k€), Burn Multiple, CAC payback, and NPS. Average metrics were used for all other parameters.
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Overview by Company ARR (2/2)

<€1M €1-5M €5-10M >€E10M

Financials

Software revenue 80% 90% 87% 89%
Gross margin 75% 84% 76% 75%
EBITDA (in M€) (1.9) (3.5) (7.2) (27.8)
Monthly burn rate (in k€) 45 87 250 470
Sales & Marketing spend 15% 24% 20% 17%
Product spend 15% 10% 5% 10%
Tech spend 18% 20% 14% 11%
Employees

Size 12 35 57 143
Product & tech team 56% 46% 42% 43%
Sales & marketing team 25% 26% 25% 26%
Customer Success team 10% 12% 13% 12%
Support team 4% 5% 10% 9%
HR team 1% 3% 4% 4%
G&A team 4% 8% 6% 6%

Note: we used average values for the employee’s team split, while median values were used for all other parameters.
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Efficient Growth




North Star Metrics for Efficient Growth

After several years of valuing growth rate over profitability, the trend is reversed. All VCs recommend switching from growth at all cost to
efficient growth, but what does that really mean? Below is our framework to assess efficiency and health in the SaaS industry.

Top quartile by company ARR <€1M €1-5M €5-10M

|~/ YoY Growth rate | 254% 144% 108% 64%

I Rule of 40 ) Not relevant Not relevant 36% 59%

‘ & Burn multiple | 4.8x 1.8x 1.3x 1.1x

l “ NRR | 115 122 111 119

I & ARR per employee | 26k€ 57k€ 125k€ 225k€
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Growth by Company ARR and Company Stage

Growth rate Growth rate
350% 350%
F =1 1o quartile 1 Top quartile
300% : feeiat 300% : Top quartil
1 1
S50% :__: i Median 250% :——: i
: : : Bottom quartile : : __: Bottom quartile
200% : ! T 200% =
[ [
150% i : == 150% Do i
1 [ [ o
1O [ _ [
100% — o = 100% 9! Lol
[ 1 [ __ [ o
50% i i - i i TS 50% | i o
U _ L—a 9 _ |
0% 0%
<€1M €1-5M €5-10M >€10M Seed Series A Series B Series C & over
ARR scale Stage
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From Rule of 40 to Rule of 60+

? Rule of 40 = YoY Growth Rate % + Ebitda Margin %

Rule of 40
100%

50%

0%

-50%

-100%

-150%
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[

H Top quartile

Median

Bottom quartile

>10M€
ARR scale

Rule of 40 is useful to track growth
and profitability, as soon as the go-to-
market strategy has been established
(ie. when achieving >5M€ of ARR).

R40 has gained increasing importance
as a factor in the valuation (i.e

valuation premium). This is especially
true, in a context where maximizing
growth efficiency is the top priority.

General hint: R40 is good, R80 is
considered as top quartile.




Burn Multiple by Company ARR

4 i =
Burn multiple = Net Annual Burn / Net new ARR Tie bum il B used o aeess

the efficiency of a company's
Burn multiple per ARR spending. It shows how much the
company needs to spend, for each

° :r i euro of new ARR.
8 | i ~ 1 Top quartile
. p A burn multiple of greater than 1
;o Median indicates that the company is burning
6 - cash faster than it is generating
! | Bottom quartile .
L revenue, the opposite means that the
> i : business is growing efficiently.
4 .
! i - L When a business is scaling, the goal
3 o b P b is to tend to 1, i.e. each euro spent
5 o P! o Lo allows to acquire 1€ of recurring
A D\ Lo revenue.
1 Lo P P
0 Lo General hint: burn multiple <2 is top
<€1M €1-5M €5-10M >€10M quartile, >4 is bottom quartile for

ARR scale companies between 1 and 10 M€
ARR.

18




Net Revenue Retention per ARR

Bertrand Diard

Net revenue retention (in %)

120 o —_—
P : i Foe X ¥ “Having best-in-class NRR and CAC
& g R o payback allow you to demonstrate that
100 Lo L Lo your SaaS company has strong
E i : fundamentals to efficiently grow and

80 : i get valuation premiums.

When building your company, you
60 need to: 1/ work hard on your product
stickiness and reduce your churn;

2/ after reaching an NRR of at least

Top quartile

%0 Median 90%, move to an upsell/cross-sell
strategy on your existing client pool
20 Fotom auarte with a target of +120% in NRR. This
will lead growth at optimal cost.”
0 In Enterprise Software:
<1ME€ 1-5M€ 5-10M€ >10M€ - Best in class NRR >125%
ARR scale - Best in class churn <5%
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ARR per Employee

ARR per employee (in k€)

800

700

600

500

400

300

200

100

20

r

Top quartile

=1
1
1
1
1
1
1
1
1

Bottom quartile

-2 [P,
.

Seed Series A Series B

Series C

Series D & over

Stage

P 4" Neeraj Agrawal

“APE (ARR Per Employee) is a simple
metric to help management teams
effectively communicate a path for
increased efficiency over time.

In the old ‘free money’ world,
companies had a bias to add
headcount well ahead of time, but
we’re now back to the ‘normal’
environment where companies need
to demonstrate leverage over time,
both in the pre-IPO and post-IPO
phases.

Founders can rally their teams around
APE as a simple metric and one that
should keep moving up and to the
right.”




/" Equity story



Cheat Code to Build your Equity Story

B ? Median (Bottom Quartile — Top Quartile)

Series A Series B Series C
Total equity raised (M€) + 1.5 (0.7 - 3.0) 8.3 (4.0 - 15.8) 26.0 (18.0 - 52.0) 119.0 (23.0 - 161.0)
Size of last round (M<€) - 7.0 (4.0 -15.0) 21.8 (12.2-35.5) 150.0 (50.0 — 150.0)
Pre-money valuation (M€) 5.0 (2.0-10.0) 16.8 (10.4 — 31.6) 77.0 (56.0 — 86.0) 150.0 (125.0 — 400.0)
ARR (M€) 0.2 (0.0-0.4) 1.1 (0.7 - 2.0) 4.5 (2.0-28.0) 14.0 (11.5-17.0)
Multiple 20x (12x — 37x) 12x (7x — 34x) 7.8x (6.7x — 8.5x) 9.1x (5.9x — 13.2x)

Note: this table should be taken with caution as it represents a snapshot at a specific point in time.
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70% of the SaaS Entrepreneurs Planned (or Intend) to
Extend their Runway

Have you planned to extend your runway?
In progress  Intend to No Yes

23% 6%

* Majority of SaaS companies already doing or planning a runway extension over the last 18 months.

30% of Seed companies responded that they were not planning a runway extension, whereas all Series
C & over companies already did this exercise or are planning to do it.

23



M Financials



% Revenue from Subscriptions by Company ARR

Software revenue (% of total revenue)

100%
80%
60%
40%

20%

0%
<1M€ 1-5M€ 5-10M€ >10M€
ARR scale
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Gross Margin on Subscriptions by ConysElI"A:431

Gross margin (% of total revenue)

100% - 1
Xavier Lorphelin
90% .
80% P b - Lo “Gross margin is an important KPI to
i ! LA ! i i | track as it reflects the mix between
b 1 | i subscription revenue (high margin,
e : i == - high recurrence) and professional
--- services (low margin, no recurrence).
60% It’s a good indicator of the business
== ': Top quartile mOde/ prof/tab/l’ty
: Median
2 I Top-quartile SaaS vendors typically
_ _1 Botom quartie achieve gross margins above 80%.”
40%
<1M€ 1-5M€ 5-10M€ >10M€
ARR scale
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Spend by Company ARR (% of LTM revenue)

? As SaaS companies scale, R&D (product and tech) makes up an increasingly smaller proportion of operating expenses and focus shifts

Sales spend
50%
40%
30%
20%

10%

0% -
<1IM€

Customer Success spend

50%
40%
30%
20%

10%

0%
<1M€
27

=

1-5M€

P

|
N
b 4
J 4

1-5M€

towards go-to-market, with sales and marketing spending increasing - mostly driven by sales.

é !
-2

5-10M€

5-10M€

i’ |
- d

>10M€

Marketing spend
50%

40%
30%
20%

10%

=
1
I
[}
I
1

- y_ 1_

0%
<1IM€

Tech spend
50%

40%
30%

r
1
1
1
:
20% 0
1
1
10% :
1
1

1
1
I
1
1
1
I
1
1
1
1
1
1
1

0% -
<1IM€

1-5M€

1
1
1
1
1
=

1-5M€

5-10M€

5-10M€
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[ 45)

>10M€

>10M€

Product spend
50%

40%
30%
20%

10%

r=--"1
lead&oad

0% -
<1M€ 1-5M€

G&A spend
50%

40%
30%
20%

10% r

[ gy

0%
<1M€ 1-5M€

—
1
¥

[ 1

5-10M€

5-10M€

r

>10M€

>10M€



Spend by Customer Target (% of LTM revenue)

? saas companies primarily targeting SMB to low Mid-Market customers tend to invest more in marketing early whereas companies targeting

Enterprise customers with complex sale cycles will spend much more on sales and customer success when the business is scaling.

Sales spend Marketing spend Product spend
50% 50% 50% -
1
40% 40% 40% y
1
30% 30% 30% e i !
=9 =4 ! -1 1
20% ® L Y 20% 20% W N - - L
> A . _ - - , , .
10%E = K ¥ ol ® 0% o B X s 0% i > o1 ol P
. i ) - 1 o o b i & - 0% ) - L ! -
(] (] - - (] -
& & & & P & & & & & & % & &> >
N Q}Qk @fb‘ ‘—;v QC’@ & Q}é 6\?} () Q%@ ,,}5& Q}Q& > ‘—;“ A$
® <</(’\§‘ @\ [ %{\\' @b QO(\ ‘(,&' @
Customer Success spend Tech spend G&A spend
50% 50% 50%
40% 40% o1 40%
1 r
30% 30% ol i 30%
¢ 11 -
20% 20% P g L & 20% =
- =1 | i 1! !
10% 1 o e r 10% o 1 N : ! & 10% ! * =
0% 1 (] .u: AT 0% ® :_I |_: 0% 1! Al L o
& & & P & & & & P & & % & & &>
"’O@ Q}Qk @’b&\b B 4%@ ‘—})& Q}é é\'bk\{. (9@ Q"?@ ,,}5& Q}Q& 'bk\{. (_§§ 4$
(JOQ <</(\ @\6 (10(\ %& @b 00(\ ‘(,&' @b
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Consumer / Enterprise (>1000 employees) / Midmarket (101-1000 employees) / SMBs (20-100 employees) / VSMBs (<20 employees)



Cash Burn by Company ARR

Burn rate per ARR

1600

1400

1200

1000

800

600

400

200

0
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<€1M

€1-5M

€5-10M

>€10M
ARR scale



== SaaS Value Drivers



Gross Revenue Retention

® Click here to view the Net Revenue Retention section

Gross revenue retention (in %)

100%

90%

80%

70%

B

60%

N | N o |

50%

40%

Top quartile

Median

30%

=1
1
1
1
1
1
1
1
1

Bottom quartile

20%
<1M€ 1-5M€ 5-10M€ >10M€

ARR scale
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Michael Mansard

120 ! i
100 | | L ,
! ! “Counter-intuitively, for  Enterprise
! ! SaaS, multi-year contracts are not
80 i i necessatrily synonymous with stronger
i i NRR.
60 : :
i i Optimal NRR is reached on average
:l i for one-year contracts. The underlying
40 =9 st o explanation is most likely the much
! higher level of discount typically
20 j LT associated with multi-year contracts,
i T which is compounded by lower
o incentives, afttention, and options to

grow the relationship. As a result, the
downsides of multi-year contracts
often more than offset their expected
benefits and must be handled with
care.”

Enterprise Midmarket and SMB

Customer type
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Logo Churn by Customer Target

Logo churn (in %)

40% P ——

Top quartile

35%

Median

Bottom quartile

30%

25%

20%

15%

10%

5%

0% R
Consumer market Enterprise Midmarket and SMB

Customer type

33



CAC Payback per ARR and Customer Target

CAC payback (months)

20

15

10
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T T T Ta" "

I
1
1
1
1
1
1
: = Top quartile
1

1

1

1

1

1

T

1
1
1
1
I Median
1
1
1
1

Bottom quartile

<1IM€ 1-5M€ 5-10M€ >10M€

ARR scale

CAC payback (months)

20
'__': Top quartile
1
15 !
: Median
1
| Bot il .
| Bottom quartile 1
10 = I
| 1
| 1
1
r= "
5 I
t 1
! 1
+ 1
0 1
0 [

SMBs Midmarket

As NRR, CAC payback is particularly dependent on the customer target type:

- SMBs best-in-class CAC payback < 2 months

- Midmarket best-in-class CAC payback < 8 months

- Enterprise best-in-class CAC payback < 10 months

bociocoo=o=|s

Enterprise

Customer type



Net Promoter Score by Customer Target

NPS median per stage NPS median per customer type

90
80 —
NPS median 70 -

Seed 60

Series A 50

Series B 40

Series C & over 30

H Top quartile
20 ==
Median
10
Bottom quartile
0

Very small business SMBs Midmarket Enterprise
Customer type
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Number of Employees by Company Stage

Number of full-time employees

500 g

Top quartile

450

Median

400

Bottom quartile

350

300

250

200

150
100 B

50 Py -

r—- L ——
i [

0 LI~
I have not raised any money Seed Series A Series B Series C & over

Stage
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Mix of FTE by Company ARR

Full-time employees (10’ scale)

e MMM Y/
R e AT e
5-10M€ M &Lff": M /M %
- 10Me M%& 4} Y
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Seed Organization

Find your product-market fit

Finance & admin Data
HR / Talent acq. Dev
Legal R&D

Billing & invoicing

Customer support

Product Branding / Comm.

Content / Lead Gen

Warning: 1 box does not equal 1 FTE. One person can manage several tasks (=boxes) at the same

time in an early-stage start-up.

39 &To deep-dive further, playbook by Serena: Build your A-Players Orqanization

9\ Emilie Benayad

“At seed stage, the allocation of the
core team missions into two or three
functional roles has proven to be
successful - it means: Tech/Product,
Go-to-Market (Marketing & Sales),
Finance/Operations.

Also, if you wonder when to staff your
Talent Acquisition function, | strongly
believe that’s a seed-stage hiring. It
will help you to save time and money
from a very early stage of
development.”



https://www.serena.vc/wp-content/uploads/2023/01/Serena-Recruitment-Playbook-Chapter-1-Organization.pdf

Series A Organization

Validate your business model

Finance Talent Acq. Data
Billing & Admin & . .
S ) Engineering
invoicing office mgmt

W New function/department

40

Product

PMM

COO
Sales Contents
Customer Branding
success
Customer Lead
support generation
Partnership

(3 Emilie Benayad

'5 ~ Jennifer Bos

“At this round, it’s time to staff your c-
level team:

1. Split your initial tech team into two
high-performing teams: tech team and
product team;

2. Hire talented VPs who gained
experience on how to scale;

3. Hire an experienced CHRO
dedicated to recruitment, talent
development, employee retention and
first wave departures.”




Series B Organization

Finance

Legal

Billing &
invoicing

Fund
raising

Talent Acq.

Talent dev.
& retention

Admin &
office mgmt

Culture

W New function/department

41

Internationalization

Comm. &
Data Product Brading
Engir;eerin PMM Content
Lead
Prod BI generation
Support Traffic
R&D

CcS
Onboarding

CS
Retention

Tech CS

Support

Pre-sales

Inside
sales

Sales
Hunting

Sales
farming

Partnership

“To support your international growth,
you need to create an international
expansion playbook divided by
function.

Make sure you surround yourself with
local external actors to move forward
more quickly and avoid mistakes
(lawyers, accounting firms, recruiters,
business partners...).

Harmonize your processes.
Don't forget to support the change, to

deploy and spread your culture
internationally!”



¢ Go-to-market



Geo Distribution of Customers by Company ARR

ARR scale (10’ scale)

i
- DOBBRROIHHS
i
o SEAHHHIHH

Geo targeted
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Sales Efficiency Metrics

Monthly new ARR per Sales Representative

. <= 20k€

20-50k€

50-100k€

. >100k€

Ramp-up phase

. Less than 2 months

From 2 to 6 months

27%

6 months

. More than 6 months

34%

44

Monthly new customers per Sales Representative

Less than 5
new customers
From 5 to 10

Above 10

Metrics to achieve best-in-class sales efficiency:
- Ramp-up phase < 6 months

- Monthly average number new customers per SDR > 9.75

- Monthly new ARR per SDR ~49k€ ARR




Customer Success Efficiency Metrics

Average ARR managed by a Customer Success Manager Average number of customers managed by a Customer
Success Manager

Less than
5 customers

5-10 customers

. <20k€

20-50k€
10-15 customers

50-100k€

100-500k€

. 15-30 customers

0.5-1M€ 30-100 customers

More than

P 100 customers

? Reducing cash burn over the year, companies optimized their CSM spending, so that the average ARR managed by a CSM increased,

meaning doing more with less.

45



= Expanding to the US



Expanding to the US

47

Seed
Have you entered the US market?
Yes 25%
No 75%

Have you raised money from a US VC?

No 84%
Yes, before landing in the US 10%
Yes, after landing in the US 5%

Series A Series B  Series C & over
43% 60% 64%
57% 40% 36%
67% 100% 30%
29% 0% 60%
5% 0% 10%

Has one of the founders of your company moved to the US when you've

entered this market?

m-
m-

A +20% address the US remotely,
40% opened their 15t office in NY,
and the 2" destination is San
Francisco.



Why move to the US as a European entrepreneur?

1/ Access to a huge and homogeneous market. Total addressable market
is much larger in both consumer and B2B with the same language and go-to-
market

2/ Access to an ecosystem. 80% of the SaaS industry in the world is in the
US. When you make a software, you need to build integrations and go through
validation phases. Then the challenge is to build a common go-to-market.

3/ Access to capital and valuations. Historically, access to capital was
easier in the US with better valuations than in Europe. There is no real market
in Europe for SaaS. For example, less than 5 companies have exceeded
$100m in ARR in France.

4/ Exit. Neolane remains the 6th biggest exit in France. European companies
need to have visibility in the US. EXxit strategy with very rare exceptions are in
the US.

5/ American talent for scaling companies really exists. The right level of
expertise and talent to scale a company is in the US.

When is the right moment? it's already too late. | went to the US when
we reached 15 M€ in revenue

In SMB, we can undoubtedly build European champions, especially on
everything related to the European specification (significant barrier for
Americans).

Expanding to the US — Interview with Stephan Dietrich,
co-founder Neolane (acquired by Adobe)

US-readiness criteria?

It is crucial to have a product that fits the local market, although it may not be
sufficient on its own. Additionally, the leadership team should have
international awareness and exposure. The founder's willingness to relocate to
the US is advantageous, and effective communication in English is essential
for various aspects of the business.

What are the challenges to succeed in the US?

- Historically, it is the access to capital as everything is expensive in the US.
- Then it’s the access to talent. Hiring is selling a story. Nobody sells the
company and the story better than the founder himself.

- Tailoring the product and go-to-market approach is essential. Achieving
product-market fit in Europe does not guarantee the same in the US, and the
win rate may vary as well.

- Competing with local companies on their home turf, leveraging their own
resources and brand recognition, presents a real challenge.

The key to success in the US is a differentiated value proposition. If
identical to Americans, very tough to get traction. The me-too will not work.

Engaging in thoughtful reflection and considering how to create a unique and
differentiated value proposition is crucial. One approach is to focus on a
specific sub-segment within your European market where you can excel and
gain traction. | started focusing on a sub-segment in which we were the best to
get traction. The market is not the limiting factor in the US.
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Product Metrics Benchmark [Ji11 K BRLLE

» Enzo Avigo

For years we assumed that all products were different and that their
metrics couldn’t be compared. We were wrong. Thanks to
founders, VCs, and the startup ecosystem, people realized they
were reliable product metrics to understand a product’s health.

On the one hand, early-stage startups realized they could measure
their product success ‘before’ monetizing. User retention at 3 or 6
months has spread like wildfire as a proxy for having PMF. Today
clear benchmarks exist for that. In B2C or B2B.

On the other hand, scale-ups also started to use more heavily
product metrics. This time to figure out if their product usage was
well balanced ahead of accelerating their growth phase. Activation,
active users (or active companies for b2b), and stickiness ratios
have all become reliable indicators of a startup’s capacity to build a
sticky product.

Today we’re excited to present some of our most recent findings.
We hope they help you figure out what to look at. And how you
compare vs other similar kinds of products. Enjoy!

Elena Verna

— Program Creator & Partner
(ex-EIR) @Reforge

“Selecting good growth metrics is as crucial to scaling the
business, as identifying the right problem for achieving product-
market fit. Select the wrong ones, and your growth will stall, no
matter how great your product is. ”

l Sy Christophe Janz

— Managing Partner @Point Nine

“When we as a seed investor look at companies,
there’s usually not a lot of revenue data. So, we
heavily rely on product usage data when we try to
assess if a product has PMF.”

@ Link to SaaS Funding Napkin.



https://medium.com/point-nine-news/what-does-it-take-to-raise-capital-in-saas-in-2022-7ebe55c86e3e

Product Metrics Glossary

e Acquisition

D Activation

0 Retention

Product stickiness

DAU, WAU, MAU

' Power user
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Acquisition is the pace at which you grow your overall user base. Companies observe this metric to make sure they
fuel their company with new users.

Activation is the % of signed up users that come back to the product after 7 days (also called "week 1 retention").

Retention is the measure of how many users return to your product over time. It's the percentage of active users at
any time after X days of signing up or installing your app.

Stickiness ratio helps startups get rid of bias created by new users signing up. They give the % of users that come
back regularly and indicate stickiness of the product.

Weekly Active Users (WAU) measures the unique users who completed an action each week. DAU and MAU is the
same but daily and monthly.

A power user is a user that use regularly your consumer product or software.



WoW Acquisition and Activation Growth
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'Not enough data to analyse companies above Series A




P rOd U Ct ACtivati O n Golden age of activation for B2B is

post seed: where startups moved

away from the beta users and seek

repeatable use cases. Activation is

negatively impact as startups struggle

70% to find their market.

60% After Series A, things get better, B2Bs

50% : onboarding are more qualified.

40% i This is due to: a better understand of
! their business that leads to a better

02 targeting, a more efficient user

20% = onboarding process, including more

10% manual as they go upmarket.

0%

B2B - Product activation (retention at day 7)
80%
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Stage We’'re seeing an activation for B2Cs

B2C - Product activation (retention at day 7) on average lower than for B2Bs. This
is explained because activation
doesn’t play the same role for B2B
and B2C. B2Cs tend to focus more on
user growth and treat the activation as
a health metrics. Another reason is
40% that catching user attention is more
30% -=- L challenging that professionals that
20% want to solve a problem.
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User Retention
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User retention by month and stage (in %)
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Product Stickiness
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https://help.june.so/en/articles/4752354-stickiness-benchmark

Power Users

# B2B
% of weekly users that use the product x days a week

50%

40%

30%

20%

10%

0%

56

M Pre-seed

H Seed

Series A
‘ Series B
d .l
1 2 3 4 5 6 7

& B2C

% of weekly users that use the product x days a month

60%
50%
40%
30%

20%

10% i
» I n
1 2 g 4

ml
5

==
7

14

21

28

M Pre-seed
H Seed

Series A

A healthy power user curve is one that
“smile”. Meaning that a majority of
users either use a product few days,
or a lot.

B2Bs have a hard time having less

than 40% of their users using their
product more than 1 day per week.

B2Cs create more spread
engagement across 30 days. Usually
due of the nature of their products.




The Most-Busy Day of the Week

Have you ever wondered which day of
the week digital products were the
2
Y/ B2B Y/ B2C most used”
I I I L I I I For B2Bs the middle of the week is
i ] ) i i i i the most active moment for
businesses to consume products, and
get things done.

A 4

Monday Tuesday Wednesday Thursday Friday Saturday  Sunday

For B2Cs the beginning of the
weekend is where the surge happens.

S7




- Sustainability



Environment Maturity

Have you ever assessed the carbon
footprint of your company?

N -
. lintend to

In progress
17%

Not planned

m-

35%

Have you set up a supplier/partner selection
policy based on ESG principles?

W -
. lintend to

In progress

Not planned

m-

33%
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“The rate at which companies are
carrying out a carbon assessment is
increasing. More than half of the
companies surveyed measure their
carbon footprint or plan to do so.

However, the proportion of companies
that have not yet measured their
footprint remains high, with 35% not
even planning to do so.

It is a pity companies are waiting to
start this exercise. The bigger the
company, the more complex the
assessment becomes. And today,
many simple and affordable tools exist
to do a carbon assessment.”




Governance

Do you intend to get a dedicated taskforce
on ESG issues?

. Yes
. | intend to ﬂb
13%

In progress

o,
Not planned 39%

m-

Have you set the mission of your
company?

W -
. I intend to

In progress

Not planned
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Have you implemented a remote policy?

4% 6%

. Yes

0,
| intend to %

In progress

.No

Do you intend to set up a supplier/partner
selection policy based on ESG principles?

W -
. | intend to

In progress

Not planned 33%

m-

Bettina Reveyron

“Choosing ESG metrics is about
defining a company or industry's
vision on fundamental social &
environmental issues.

Collaboration is key to establish a list
of KPIs, which not only reflects your
company's values but are also
actionable to measure progress. You
need everyone to be tracking the
same thing if you're aiming for change
at a systemic level.

You also need the right governance
system : ExCo Sponsors, task forces
driving  change throughout the
organization and a strong team of
engaged collaborators who can all
contribute.”




Gender Index

'y -
Gender founding team by last round i @ .{ Anthony Babkine
.’ p ,/h
100% A% 2%
24% 14% 15% 27% 14%
80% ?
0, Female founded
60% 100% . “Promoting  active  involvement  of
40% 76% 81% 83% 23% 86% Male founded companies in matters of inclusion and
20% diversity poses a considerable challenge
0% AN in the tech industry. Recent data
(] H H [¢)
I have not Seed Series A Series B Series C  Series D & fdlcates that 404) el ,;renCh emp f};ees
raised any over ave  experience workplace
money discrimination.
% of women employees (|n % of total FTES) To address these issues’ we have

initiated the Techyourplace movement to:
1/ Evaluate - diversity and inclusion ;
2/ Gather - startup and VC leaders to
address common concerns ;

24% 3/ Support - management and HR
professionals through resource sharing ;
4/ Recruit - through referrals, recruitment
support, or the organization of job dating
events.”

W

10-20%

20-30%

. 30-40%
. 40-50%

50-100%
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Serena



— We invested in 55+ companies including:

Serena

Unleashing your team’s
potential for your company’s
acceleration

accenta. Ach2el SPACINGQ  ALKEMICS X cybelangel uak

Since 2008, Serena has been investin . . Vg = .

in high-growth digital companies, ’ ZELECTRA eva‘n)eos B iBanFirst S Inato  Hardinal
providing massive funding & operational
resources to build global tech leaders.
With 20+ years of common experience
and 80+ companies backed together,
the team is driven by truly
entrepreneurial values and responsible

\

‘ KILI TECHNOLOGY METRICS Llibeo E Iifen ?“malt 33 Memo Bank

engagement.

Serena manages the most advanced Elmindee menisnap @ Lokki odaseva @ Piepacker E
VC ecosystem in France with a very

active C-Level community and a unique

operating platform that companies can AL ) sarus (S storelift @ suapow uniphore air
leverage to tackle their operational

challenges.




Serena publications

2021 European SaaS Benchmark
Acing your SaaS budget

SaaS Sanity Check: metrics to follow in

2021 Ultimate VC List

The art of compensation plan in a
European SaaS company

In cohorts we trust

a downturn
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Want some more? Visit Serena’s Blog!


https://blog.serenacapital.com/2021-european-saas-benchmark-65e3e1863906?source=collection_home---4------1-----------------------
https://blog.serenacapital.com/acing-your-saas-budget-f1632e6aa374
https://www.ultimatevclist.com/
https://blog.serenacapital.com/saas-sanity-check-metrics-to-follow-in-a-downturn-4f88f4e25db3?source=collection_home---4------0-----------------------
https://blog.serenacapital.com/saas-sanity-check-metrics-to-follow-in-a-downturn-4f88f4e25db3?source=collection_home---4------0-----------------------
https://blog.serenacapital.com/theory-and-practice-in-compensation-plans-a819c33b8f0f
https://blog.serenacapital.com/theory-and-practice-in-compensation-plans-a819c33b8f0f
https://blog.serenacapital.com/in-cohorts-we-trust-b6c06b67a936
https://blog.serenacapital.com/
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— Partner @Serena

Sébastien is Partner at Serena. With strong
expertise in SaaS, Fintech, and Climate Tech,
Sébastien has been involved in 25 investments
from Seed to Series B. Over the last two years, he
has backed 10 portfolio companies including
Pretto, Moni, Mindee, Kardinal, and Jimmy Energy.

Along with his investment activities, Sébastien co-
built the Serena Squad — an exclusive platform
aimed at unleashing the potential of the 500+ C-
level executives of Serena’s portfolio.

Sébastien Le Roy@

. Sybille Ranchon @

— Associate @Serena

Sybille has joined Serena as an Investment
Associate and Climate lead.

Her primary role involves sourcing and identifying
next-gen sustainable leaders for Racine? fund, with
a specific focus on early-stage impact companies
ranging from Seed to Series A.

Along with these activities, Sybille is deeply
involved in shaping Serena's comprehensive
sustainability strategy, contributing to both the
management company and the portfolio.


http://serena.vc/
https://www.serena.vc/join-the-community/
http://serena.vc/
https://racine2.vc/

Disclaimer

THE SERENA TEAM IS EXCITED TO SHARE WITH YOU THIS CONTENT WHICH IS PROVIDED FOR INFORMATION PURPOSES ONLY.
IT'S MEANT SOLELY FOR NON-COMMERCIAL, PERSONAL USE AND SHOULDN'T BE CONSIDERED AS THE BASIS FOR ANY
DECISION OR ACTION OF ANY NATURE. ENTREPRENEURS OR ANY OTHER USER OF THIS STUDY SHOULD BASE THEIR DECISION
SOLELY ON THEIR OWN CASE ANALYSIS.

SERENA IS NOT LIABLE AND EXPRESSLY DECLINES ANY LIABILITY FOR ANY DAMAGES WHATSOEVER, RESULTING FROM THE
USE OF ALL INFORMATION PROVIDED WITHIN THIS DOCUMENT. THERE IS NO GUARANTEE THAT THE INFORMATION CONTAINED
ON THIS PAGE IS CORRECT, COMPLETE OR UP-TO DATE.

IF YOU NOTICE ANY IRREGULARITY OR ERRONEOUS INFORMATION, PLEASE LET US KNOW AT COMMUNICATION@SERENA.VC.
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Thank
you!



