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THE MEMOS

PagerDuty

To: BVP Group

From: Trevor Oelschig, Ethan

Kurzweil ‘R
Date: July 21, 2014

Re: PagerDuty Series B IR

Following PagerDuty CEO Alex Solomon's presentation to the partnership on
June 16th, we signed a term sheet to lead the company's Series B with an
investment of $19.6m out of a $27.2m round at a $180m pre-money valuation
(14x June ARR) with a 5% unallocated option pool. In addition, we will
purchase $6m of Series FF shares directly from the founders; these shares
convert into Series B once we purchase them.

As a refresher, PagerDuty is the leading incident management system /
command center for IT operations. Since its launch in 2009, PagerDuty has
rocketed to the #1 position in the space on account of a well-designed, easy-
to-use product and a lack of any strong competition until recently. SaaS
metrics are off the charts. Most metrics are in the right column of our
framework—136% YoY growth, 0.5% gross MRR churn, 103-104% monthly net
negative churn with upsells, and gross margin in the high 80s%. The company
ended June on a $12.6m ARR.


https://www.bvp.com/memos
https://www.bvp.com/

After the company presented to the partnership, we've spoken to a large
number of customers and companies using competing products and spent
more time with the founders and broader exec team—CFO, VP Sales and VP
Marketing. We continue to be very excited about an investment here, as it is
clear that the company has hit a sweet spot and very quickly cemented itself
as the de facto solution for managing, routing and measuring alerts—not just
among early adopter tech companies but mainstream enterprises. The big bet
is that PagerDuty can expand from being an alerting tool to a full platform for
IT operations that provides cross-platform and app-specific intelligence and
analytics. If the company is successful here, we see a path to them
establishing a new category of IT operations performance software and
comprising a dominant position within it. Even without achieving this bigger
vision, there are a large number of potential acquirers from old-school
software vendors like IBM, HP and BMC to newer players like ServiceNow
(which just completed its second ~$100m acquisition), Splunk and SolarWinds
that help mitigate the downside risk.

We've been very positive about the quality of the broader executive team
that Alex has assembled - and the company's finance, marketing and sales
processes are further along than we anticipated. While there is still work to
do on all fronts, the company is just beginning to reap the rewards from
these investments and we're confident that their current trajectory isn't a
fluke and there is a great deal more opportunity even without expanding the
product too much beyond the current core alerting capabilities. At the same
time, our diligence has highlighted the risk that competition from startups
like VictorOps and incumbents has finally begun to wake up to the magnitude
of this opportunity and the company will have to turn its attention back to
product innovation to stay ahead of the pack.

Original Summary



Think of the product as a 9-1-1 dispatch system for IT operations teams in
that it connects to all systems and routes alerts to whichever employees are
on call for that particular type of alert — according to pre-defined rules that
companies set up in PagerDuty. While the general problem of alerting ops
teams to system failures sounds relatively basic, there is a great deal of
complexity to it in that most enterprises and startups have dozens of
systems that each can fail or exhibit performance issues in dozens of ways.
Some issues are irrelevant, some are worthy of batched alerts that should be
reviewed in bulk at the end of a shift, some require immediate notification,
and some require immediate attention and action by a SWAT team of
engineers and the attention of the CEO. Configuring and routing alerts
according to the severity and type of problem to the right person based on
their shift is hard to do at scale without a SaaS product in the middle to
manage it. PagerDuty goes beyond this basic level of functionality to also
provide analytics and reporting on past incidents so that companies can
evaluate which systems are causing the most issues and how strong their
operations teams are at resolving issues. Most companies hold their ops team
(and even specific people within it) to an SLA which is made easy to measure
in PagerDuty.

After the usual YC process of selling to other YC startups, PagerDuty has
now had success selling to startups and enterprises alike — and lately has
penetrated non-tech enterprises. Their customer list is too long to list here
but it spans the gamut, including consumer tech, financial services,
educational institutions, retailers, media companies, and even government
sites.

Founder Alex Solomon graduated from University of Waterloo in 2006 after
which he worked on the Amazon operations team for two years — handling
incidents with the core Amazon.com e-commerce site, which apparently has a
number of well-designed internal tools for handling this type of alerting. If
we have any concern, it's that despite a vision well beyond an IT ops
command center, the company has made little progress at attacking it
beyond adding support for more sophisticated rules and routing — and a lot
of support for mobile which for obvious reasons is the main medium for
receiving alerts. It's hard to argue with that prioritization though as they
clearly are in the sweet spot of having found product/market fit and being in
the fortunate position of scaling up sales and marketing to capitalize on it.



Topline Metrics

For the month of June, both new MRR and net new MRR came in strong at
$39k and $73k, respectively. PagerDuty is now at $1.05m in MRR and
continues to grow at 6-7% per month. (See APPENDIX for a detailed look into
the metrics.)

Monthly Recurring Revenue

51,100,000 $1,049k
$1,050,000

$1,000,000
$950,000
$900,000
$850,000
$800,000

$750,000

$700,000

$650,000

$600,000

$550,000

oo saadk
$400,000

$350,000

$300,000

$250,000

200,000

$150,000

$100,000

$50,000 I I I I

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Mov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
12012 12 12 12 12 12 12 12 12 12 12 1% 13 13 13 13 13 13 13 13 13 13 13 14 14 14 14 14 14

n

Number of Customers Number of Users
5,500 55,000 52,081
5,000 489 oo 000
4,500 45,000
4,000 40,000
3,500 35,000
3,000 30,000
2,500 25,000
2,000 20,000
1,500 15,000
1,000 10,000
500 5,000
Jan Mar May Jul Sep Nov Jan Mar May Jul Sep Mov Jan Mar May Jan Mar May Jul Sep Nov Jan Mar May Jul Sep Nov Jan Mar May
12 12 12 12 12 12 13 13 13 13 13 13 14 14 14 12 12 12 12 12 12 13 13 13 13 13 13 14 14 14
Customers & Users

PagerDuty's core customers are small and medium-sized businesses.
However, over time, they have found themselves moving upstream into large
enterprises such as MasterCard, Capital One, IBM and Apple. Customers are
relatively sticky, especially in the context of SMBs. The average customer
churn is 1.0% per month. Gross MRR churn is 0.5% per month, while net MRR
churn is negative and is running between -3% and -4%, thanks to tremendous
account expansion.



Core users are IT Ops and DevOps teams. However, broader parts of an
enterprise's organization are also users and include SysAdmins, DBAs,
network engineers, IT support, developers, and QA as well as various
managers up to the VP of Operations and VP of Engineering. In some cases,
users also include the VP of Support, VP of Sales and the CEO.

Go-to-market: Land and Expand

The model is a combination of self-serve and inside sales. Leads come in
through a combination of word-of-mouth and AdWords. Most then convert to
paid customers via credit card without ever speaking with a person, although
PagerDuty is now ramping its inside sales team, which now stands at 9
quota-carrying reps.

The fully-loaded CAC payback on new initial MRR has averaged roughly 19
months over the last six months, although it's spiked as they've ramped
marketing spend on lead volume ahead of the rate of hiring new sales reps.
Once signed up, accounts expand consistently. By month twelve, initial MRR
across customer cohorts has grown by 75%. And by month 24, revenue has
grown by 260% (see APPENDIX). Based on our analysis, the effect of this is
that the CAC payback for the April'14 customer cohort is more like 9-10
months.

As accounts have expanded, PagerDuty is starting to see meaningfully-sized
deals. A retail customer started with 2 users paying $40 per month with a
credit card and now pays $10,000 per month (they are still paying with a
credit card). One tech media company moved from 300 users at $40,000 per
year to 900 users at $150,000 per year. These are not one-offs. PagerDuty is
seeing this type of expansion across the board.

Sales Execution



The sales team appears to be productive. By and large, they are hitting their
quotas and are bringing in MRR that's above what we've seen for inside sales
reps at similar companies. On average, PagerDuty's reps are closing $6.4k in
new and expansion MRR ($77k in new ARR) per month. By comparison, typical
targets for reps are in the range of $4-5k per (or $50-60k) per month. We've
included the expansion MRR in this analysis given their focus on landing new
accounts with a small toehold and then focusing aggressively on the upsell.

New and expansion MRR bookings:

Average
Oct'l3 Nov'13 Dec'l3 Jan'l4  Feb'14 Mar'l4 Apr'l4 May'14 (30 days after hire)

sales rep 1 p - - $245 $2,292 $3,923 $2,721 $9,154 $4,523

sales rep 2 $15218 $8,516 $10,537 $6:850 $3,139 94,465 $6,196 $7,466 $7,798

sales rep 3 - - - - - - $2,105 $7,360 $7,360

sales rep 4 $1,779 $4,896 $6,547 $6,891 $4,265 54,086 $7,816 $7,853 $6,050

salesrep 5 - 719 S1,710 $3,245 53,863  $4,286 $4,127 59,213 $4,407  <--Moved to Mid-Market Acct Mgmt (Farmer) in May
salesrep 6 - 905 53,595 $2,553 52,893  §5,419 $3,639 $8,862 $4,493  <--Moved to Mid-Market Acct Mgmt (Farmer) in May
salesrep 7 - $2,691 $3,616 S$2,065 51,634 52,743  $3,656 522,193 $5,985  <--Moved to Mid-Market Acct Mgmt (Farmer) in May
sales rep 8 $10,515 $12,740 $18,616 $5289 $17,029 $12,623 $9,028 $14,234 $12,509

sales rep 9 - - - - $1,487 54,060 85,228 54,634 $4,640

sales rep 10 - $2,029 $2,407 54,191 $3,083 55,117 - - - =—-Letgo in April

Avg New MRR  $6,147 $3,996 56,082 $4,039 $4,893 $5476 95582 511,165 $6,419

per Month

Avg New ARR per Month 577,022

New customer signups have been growing at an annualized rate that's in the
range of 35-50% over the last 18 months. These signups haven't kept up with
lead volume which is growing at a much faster rate (see below). As we've
talked through this with the team and analyzed the sales team's productivity,
we believe that there are two reasons for this. First, signups tend to lag site
visits and trials by 30-60 days. This has meant that the ramp in trials in the
last two months, in particular, has yet to be borne out in new customers,
although we think that the impact of the lag is modest. Second and most
importantly, we think that the sales team has been understaffed — especially
in the area of farming leads. On average, it frequently takes the team 24
hours to respond to a warm lead. While this latency has been improving over
time, a response time in hours and not minutes is far from world class. To
address this, the VP of Sales is in the midst of a farming test and has shifted
3 of his 9 reps away from hunting and into farming roles. You'll see above the
impact from this in the jump in new and expansion MRR generated by Reps 5,
6and 7.



Generally, it's harder to scale lead volume than to grow a sales organization.
The good news is that PagerDuty is consistently growing leads at a rate
greater than new customers. One of the uses of this fundraise will be to ramp
the sales team to handle the increased lead flow.

Sales funnel:
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Trials
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Product

To monitor and manage their systems, companies use a variety of tools—like
Nagios for server monitoring, Pingdom for website monitoring, and New Relic
for Application performance. It's not uncommon for a large enterprise to have
100s of monitoring tools. The average PagerDuty customer uses 7 different
tools. Each tool sends its own alerts. Typically, alerts are blasted to one
person or a whole IT Ops team, with no prioritization or filtering or
mechanism to escalate and route alerts to the right person. Not only do the
critical alerts get lost in the noise but alert fatigue itself becomes an issue
with the noise of continual false positives constantly hitting the inbox or SMS
account of the dev-ops person.

PagerDuty ingests incoming alerts from virtually every monitoring tool. It's a
'Switzerland' strategy and in total, it has 75 different integrations. As alerts
are ingested, PagerDuty de-duplicates and normalizes them to cut down on
noise. More sophisticated correlation and clustering is on the roadmap.

From an end-user perspective, the product has several components:

Incident Management and Alerting

PagerDuty automatically routes incident calls to the right person based on
schedule and the underlying system that's in trouble. Ops people receive
alerts via email, SMS, automated phone calls, and push notifications via
PagerDuty's mobile app. The product isn't mobile-first, but is mobile-centric,
since much of the workflow occurs while a person is away from the office.

Escalation policies re-route alerts to the standby on-call engineer if the
primary person doesn't answer or respond quickly enough. There is simple
prioritization in place today. PagerDuty is building more sophisticated rules
and routing as well as technology to correlate and cluster alerts to reduce
alert noise.



When IT Ops teams are working to triage an incident, PagerDuty doesn't
have much in the way of collaboration capabilities, but it's on the roadmap.
Today, teams typically use generic chat tools like Atlassian's HipChat, Slack
or Google Hangouts. PagerDuty's roadmap calls for a purpose-built Ops
collaboration tool, which will do things like visualize similar incidents from
the past, how they were resolved, and any other relevant data.

In speaking with customers (and companies using competing products), we've
heard that IT Ops teams are often reinventing the wheel and providing a
central knowledge base is a big missing capability. Teams today are largely
using Atlassian's Confluence product or maintaining a Google Doc that
captures and organizes information about prior incidents and how they were
resolved.

Analytics Dashboard

Today, the product provides basic reporting. Slated for release next month is
more sophisticated analytics that will answer questions like "How is my IT
Ops team performing?" and "How are my systems performing?" Also added
will be a post-mortem analysis on what went wrong and if it's a recurring
problem.

The company started by building a straightforward incident alerting tool. In
doing so, it's now found itself sitting at the center of both the flow of
information and day-to-day activities of an IT operations team. We think that
this is a very strategic position and puts PagerDuty in a good position to
create an entirely new product category—IT Operations Performance
Software. Essentially, it wants to be the platform that teams use across the
entire lifecycle of an incident. This is something that none of the incumbent
vendors own today.

PagerDuty's vision—IT operations performance platform:
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The longer-term idea is to then extend PagerDuty to business users such as
marketing and customer support. For example, when a system goes down,
marketing is alerted and can immediately get on Twitter to communicate with
customers — or even provide basic status communications automatically.
While there's risk that the market won't latch onto this, we think that this
vision is pretty compelling and our only concern is that the company's rapid
growth will prevent them from ever getting to it.

Team

PagerDuty was founded in 2009 by Alex Solomon (CEO), Andrew Miklas
(CTO), and Baskar Puvanathasan (senior engineer), three Waterloo-grads who
worked together after college as infrastructure engineers at Amazon. All are
typical software developer founders. They've lived the problem and are
product-oriented. We've spent quite a bit of time with Alex and Andrew. Alex
is self-aware and while we're not yet sure it's necessary, he has asked how we
would think about bringing on-board a coach to help him grow.



Historically, there hasn't been much of a management team. However, in just
the last year, the company has filled out all of the major roles:

VP of Sales (joined Aug'13): Trenton Truitt, former VP Sales at Appcelerator.

VP of Marketing (joined Nov'13): Nisha Ahluwalia, former VP Product
Marketing at RingCentral and previous marketing experience at WebEx.

CFO (joined 8 weeks ago): Charles Frerer, former CFO at Rafter.

VP of Product (joined é weeks ago): Jonathan Wilkinson, former Director of
Product Mgmt at Websense.

There are 89 employees today.

We've spent time with most of the execs. The VP of Marketing is impressive.
She is the brainchild behind PagerDuty's expanded product positioning. We
like the VP of Sales as well and based on the productivity of the team, he
appears to be doing a great job. We've also interacted with the new CFO
through the course of diligence and he seems very strong as well and likely
able to handle an IPO. We've yet to meet the VP of Product; this will be an
especially important role towards realizing the expanded product vision.

Competition



There isn't much in the way of meaningful direct competition besides a
handful of smaller startups. Ops teams at most companies simply put up with
a flurry of alerts from the various monitoring tools that they've deployed
without any central command center to organize them. A few large
companies like Google, Facebook and Amazon have built their own systems.
There is one direct competitor, xMatters, and another new upstart, VictorOps.
xMatters is a 10-year old company whose product is generalized and spans
emergency mass notifications and IT operations; it's largely deployed on-
premise. Boulder-based VictorOps, which has raised $6.5m from Foundry, is
much smaller but has a slick looking product and strong team. VictorOps has
not been able to get out from under PagerDuty's shadow to date and has
been much less aggressive about ramping but will definitely be credible
competition in the future. We've heard through the grapevine that several
companies have tried to acquire VictorOps but the team hasn't been
interested in selling.

The competitor that we worry most about is ServiceNow. The product suite is
broad. In general, it's used by IT departments within large companies to do
such things as: (1) manage trouble tickets created by employees or customers
(e.g., when an application is slow or when a password needs to be reset), (2)
track all of the software and hardware assets and vendors within a company,
or (3) manage the change process around internal IT projects. ServiceNow
has ~2,200 customers, which are almost all enterprises. With an ASP of
~$230k and a number of $1m+ deals, ServiceNow is very much big enterprise-
focused.

While it's very rare for PagerDuty to compete head-to-head, ServiceNow does
have an alerting product called "Notify" that's sold as part of a suite of
ServiceNow products. This product is generally more difficult to setup and
can't be used on a standalone basis. And as ServiceNow is an older company
— the product architecture is single-tenant not multi-tenant which presents a
challenge in the mid- and lower-end of the market. However, ServiceNow is a
formidable competitor and so we don't want to discount it too much.
SerivceNow is on a tear. It did $425m in revenue last year and is growing at
50%+ per year and has an $8bn market cap.



We're much less worried about the "big four" incumbents—HP OpenView, CA,
BMC and IBM. Their products have been cobbled together over years of M&A.
There is a good history of startups taking on these players and winning.
PagerDuty almost never sees them come up as competition.

Financials

PagerDuty is projecting $13m in revenue for 2014. Based on the month of
June, the current ARR is $12.6m (+137% YoY) and the company is forecasting
to end 2014 with $19m in ARR. Given the predictability of PagerDuty's
growth, we believe these numbers.

PagerDuty is burning about $800k per month on a P&L basis, but because
about 35% of customers are paying annually upfront, the actual cash burn
has been more modest. In June, its operating cash flow was actually positive
at $250k. At closing, PagerDuty will have about $34m in cash.

The preliminary plan for 2015 is to do $27mm in revenue with an aggressive
ramp in expenses, particularly around engineering. Admittedly, there isn't
much precision around the 2015 plan since the new CFO has only been in
place for about 2 months. There may be additional upside on the topline if
marketing continues to perform well at demand generation but it's too early
to say for sure.

Summary P&L:

Actual Actual Actual Actual Actual Actual Forecast Forecast Forecast Forecast Preliminary

Q1'l3 Q2'13 Q3'13 Q4'13 2013 Q1l'14 Q2'14 Q3'14 Q4'14 2014 2015

Revenue $974,173  $1,270,450 $1,586,514 §$1,967,750 $5,798,887 $2,401,556 $2,923,641 $3,527,442 $4,408,599 $13,261,238 $27,285,422
Yo¥ Growth % 226% 213% 190% 161% 189% 147% 130% 122% 124% 129% 106%
COGS $168,763  $183,322 $220,948  $328,369  $901,403 $277,173  $391,478  $493,842  $617.204  $1,779,697 43,819,959
Gross Profit $805,410 $1,087,128 351,365,566 51,639,381 54,897,484 $2,124,383 $2,532,163 53,033,600 $3,791,395 511,481,541 $23,465,463
GM % 83% 86% 86% 83% 84% 88% 87% 86% 86% 87% 86%
Sales $146,010  $150,774 $273,853  $560,951 51,131,587 $710,247  $699,047  $874,721  $891,906  $3,175,922 $4,262,916
Marketing $95,171 $149,009  $322,689 $422,308 $989,177 $446,201 $917,757 $1,342,517 $1,617,126  $4,323,602 $8,456,277
Engineering $493,170  $720,634  $939,268 $1,237,864 $3,390,937  $1,389,474 $1,708,206 $2,449,696 $3,162,699  $8,710,075  $17,300,947
G&A $177,711 $302,475 $379,738 $862,885 $1,722,810 $803,127 51,518,451 $1,767,592 $1,946,274 $6,035,444 $10,952,153
Total Oper. Exp. $912,063 $1,322,892 $1,915548 $3,084008 57,234,511  $3,349,049 $4,843,461 56,434,526 57,618,005 $22,245042  $40,972,294

Operating Profit  ($106,653)  ($235,764) ($549,982) ($1,444,628) ($2,337,027) (51,224,667) ($2,311,298) ($3,400,926) ($3,826,610) ($10,763,501) ($17,506,831)

Cash Balance® 811,405,082 $11,440,472 $9,969,767 $8,502,618 58,502,618 7,858,407 $7,106,361
*Note the change in Cash Balance differs from the Operating Profit because many customers pay upfront for one year subscriptions.



The company ended the first half of 2014 3% behind plan on the topline but
way underspent (18%) and so had an operating loss of $3.5m vs. a plan of
$5.2m:

2014 YTD: Actual vs. Budget

Actual Budget

(YTD) (Original)
Q1-Q2'14 Q1-Q2'14 Diff. %
Revenue $5,325,197 55,485,784 -3%

YoY Growth % 137% 144%
COGSs 5668,651 $695,075 -4%
Gross Profit 54,656,546 54,790,709 -3%

GM %

Sales $1,409,294 51,827,277 -23%
Marketing 51,363,958 51,824,598 -25%
Engineering 53,097,680 53,985,844 -22%
GEA $2,321,578 52,328,211 0%
Total Oper. Exp. $8,192,511 59,965,930 -18%
Operating Profit  ($3,535,965) ($5,175,221) 32%

Deal

There are two parts to the deal. The first is a Series B investment of $27.2m.
BVP will invest $19.6m. Existing investor Andreessen Horowitz will invest
$5.5m (or 77% of their pro rata). The Series B security is straight preferred
and pari passu with the Series A and Series Seed. The available option pool
will be topped up to 5% and included in the pre-money valuation. The pre-
money is $180m and post-closing of the primary piece of our investment, BVP
will own 9.5%.



Soon after the close of the Series B, we anticipate a $6m secondary purchase
of Series FF stock at the same price as the Series B share price. After the
purchase, these shares will convert immediately into Series B Preferred Stock
with all of the Series B rights. We have pushed for the entire amount and so
we are seeking approval for this purchase in addition to the primary Series B.
Assuming that the secondary goes forward, BVP will have invested $25.6m
and own 12.4%.

In total, PagerDuty will have raised $39.8m. However, its total preferences are
$45.8m. The delta represents the $6m worth of Series FF shares purchased
that will convert into Series B shares.

Outcomes Analysis

Anticipated
Series B Investment Secondary Purchase” Overall
Estimated Close Date: 25-Jul-14 25-Aug-14
Price per Share 374162 §7.4162
BVP Investment Amt (Sm): $19.6 + 6.0 = 3256
Fully-Diluted %; 9.5% + 2.9% = 12.4%
Exit Timing Est. Future Gross Gross Gross
3 million Value Prob.  (Years) Dilution Proceed Mult. IRR% Proceed Mult. IRR% Proceed Mult. IRR%
Cash & burn. Woefully overspends. Product is a feature 50 5% 3.0 0% 0 0.0x 0% 50 0.0x 0% 50 0.0x 0%
with no economic value to customers.
Fails to innovate and expand into a platform. Gross 350 15% 3.0 0% 320 1.0x 0% 56 1.0x 0% 526 1.0x 0%

slows dramaticlly to 35% CAGR (the vast majority is
through acct expansion). Acquired for 1.5x ARR.
Grows to $45min ARR (50% CAGR). Acquired for 5.6x  $250  20% 3.0 0% 524 1.2x  B% 37 1.2x 6% EER| 12x 6%
ARR by the likes of a BMC, IBM, HP, Compuware, or
ServiceNow or by a newer vendor like a New Relic.
Grows to $70m in ARR (75% CAGR). Acquired for 7x 5500 40% 3.0 10% 43 22x 29% $13 22x 29% 556 22x 29%
ARR by the likes of BMC, IBM, HP or by Cisco or
VMware who have made moves into [T Ops software.
Defines a whole new product category. Grows to $5120m  $1.000 15% 50 15% 380 41x 33% 325 4 1% 33% 305 4% 33%
in ARR (50% CAGR). Acquired for 8x ARR by one of the
companies mentioned above.

Breakout. Sustained growth through IPO-$225m in ARR 52,000 5% 7.0 20% 3151 T7x 3% 546 7.7x HM% 98 TTx 4%
(50% CAGR). Exits at nearly 9x ARR.

Weighted Average:[ $44  23x  23%| [ §14  23x  23%| [ $68  2.3x  23%|

Conclusion



Over the past 2-3 years, PagerDuty has grown quickly to become the leading
infrastructure alerting platform with a reputation for high reliability and easy
integration with third-party services. We're excited by the company's
roadmap for the next phase to become the leading IT ops performance
platform benefitting from the strong rise of the DevOps movement impacting
startups and big companies alike. We find the valuation compelling given the
size of the market opportunity and the company's strong performance on all
meaningful SaaS metrics. We highly recommend this investment.

Appendix: MRR Expansion by Cohorts
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