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So Salesforce is the grandperson of SaaS software

The first to hit $100B in market cap
The first to do $10B+ in ARR (and only so far)

And yet, in many ways we know >less< about Salesforce that we used to
It's not just a CRM anymore

5 Interesting Learnings:

#1. 73% of Salesforce’s customers come from the installed base. Let that sink in.
This is why in the end, Net Revenue Retention is the #1 most important metric in SaaS.

This also means that Salesforce could basically still hit 73% of its plan with O new customers.
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Customer Success Advantage

Land and expand drives durable growth

Incremental Revenue
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Put differently, their 2017 customers have, as a cohort, grown 2.1x

Consistent Land and Expand Success

Cohorts increase ARR via new clouds and expansion of existing ones
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#2. Salesforce’s upsell is split about 50/50 between new seats and new products.



In the early days, you'll probably only have new seats to sell.

But eventually, you'll probably need a second or third product to sell. We talked about this re: Veeva, Twilio and more here:

Enterprise Land and Expand Example
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Customer Example starting with their first purchase in FY'06. Annualized Recurring Revenue for each year shown is as of July 31 (fiscal Q2). Starting point of bars is illustrative.

#3. The more products you sell, really, the more problems you solve — the more you make.

This is something a bit non-obvious. Salesforce’s customers that buy > 1 product overall, spend a stunning 10x more.



Durable Growth
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This skews a lot b/c the customers that buy more “Clouds” from Salesforce are bigger companies. Still, the more big
problems you solve, the much more you make.

We also saw this Box, where NRR was >profoundly< higher when customers bought 2-3+ products beyond core Box
product

#4. Salesforce has >2,000+ customers that spend $1m annually.

That's a lot more than the 500 in the “Fortune 500”. As you begin to go upmarket ... assume you have at least 2000+
mega-accounts to target.

No excuses.

#5. Salesforce’s largest customers are growing the fastest.

Salesforce also has 200+ Customers that spend $10m+ and ~40 spending $20m+ annually.

So when you start to go upmarket, lean in here. It can last for decades



Our Strategic Value Continues to Grow e

Rapidly expanding footprint in large customers

Customer Count by Annual Revenue
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And finally, bonus point:
"Sales" is only Salesforce's #3 product line. And it's slowest growing at +16% YoY.

Your TAM over time is what you make of it, folks.
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A deeper dive here on how to build your own $100B+ SaaS company:



https://t.co/lUFwOSD85WZ

SaaS.
If you investinit ...

It Compounds

" . Marc Benioff &
@Benioff

Salesforce Growth:

2021 $20.8B Guidance
2020 $171B

2019 $13.2B

2018 $10.5B

2017 $8.4B

2016 $6.7B

2015 $5.4B

2014 $4.1B

Thank you Ohana! @@
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