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This thesis aims to create an easy-to-use and scalable financial forecasting tool for the 
needs of a commissioning company, a B2B SaaS pre-revenue early-stage startup. The 
primary objective is to construct a tool in an Excel spreadsheet tailored for the company to 
assist in its financial planning. 
 
The need for the tool arose when the author joined the company as a financial intern. 
Based on discussions with the company's management team, it was clear that a lack of 
financial planning and expertise existed. Through this thesis, the author seeks to create a 
tool that will allow the management to more efficiently plan the company’s finances for the 
future; this in turn can help the business when preparing financial forecasts to obtain 
funding and other forms of investments.  
 
The author reached the goals of the thesis through the study of relevant accounting 
principles and theory regarding how financial projections are built. He did this in relation to 
the SaaS industry in which the company operates, and in doing so, key industry 
characteristics are mentioned throughout the process. He then assessed the internal 
structure of the company and attempted to understand the goals and targets of the 
business and to determine many of the assumptions that will were utilised for the design of 
the tool and the financial projections.  
 
In addition, several recommendations were provided to the company to improve its 
efficiency and maximise the use of the tool, and the author ends the thesis by discussing 
the key outcomes, recommendations and suggestions for further research. The author’s 
personal evaluation on the project and his reflection on learning are also covered at the 
end.  
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1 Introduction 

This chapter presents the topic and primary objective of this project, which is the creation 

of a financial forecasting tool to build financial projections for a pre-revenue business-to-

business (B2B) software-as-a-service (SaaS) tech startup company. Also, the author 

introduces the overall scope of the thesis in more detail by providing some background 

information and further examining the project’s tasks. Furthermore, the benefits of this 

thesis are mentioned, and several key concepts are explained to familiarise the reader 

with the general topic. Lastly, a brief overview of the international aspect of the project and 

an introduction to the commissioning company are discussed. 

1.1 Background  

When it comes to startups, most founders do not perform long-term financial planning; 

instead, they focus on short-term goals. This may cause the business to grow at a slower 

rate than is desirable. A well-thought-out financial plan that considers the future can 

provide much insight to a potential business owner. While financial planning may seem to 

be a difficult task to undertake, its benefits are quite valuable, and it must eventually be 

done. (Radak 2017.)  

Financial planning and analysis permit potential startup founders to assess multiple 

aspects such as determining the potential revenue and projected costs of a company. 

Several other essential metrics related to profitability and the profit-cost relationship can 

be analysed and allow a business owner to evaluate the potential growth and success of a 

company. (Chrisos 2019.) 

Robo.CEO is creating a highly innovative and disruptive service in an industry that has 

seen much growth and is expected to grow exponentially over the next years. The aim of 

this project is to design a forecasting tool including relevant profitability indicators and 

specific SaaS key performance indicators (KPIs) for the needs of the commissioning 

company.  

1.2 Project objective and tasks  

As mentioned previously, the main intention of this thesis is to develop a forecasting tool 

that can be used to build financial projections for the commissioning company to assist in 

its financial planning process when seeking funding from investors and various lending 

institutions. Also, the tool will assist the company in its internal analysis and decision 

making in regard to the financial strategy, which can be done by employing the tool and 

testing different hypotheses and scenarios. The projections that can be built through the 
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use of the tool can help the company’s management team to visualise its goals and 

profitability targets in a quantifiable financial manner.  

 

The author clarifies that the numbers used in the projections in this thesis are based on 

simplified assumptions, as projections are not the main objective of this thesis. 

Furthermore, these numbers are mostly examples for demonstration purposes to 

showcase the use of the forecasting tool. Nevertheless, the author has attempted to base 

many of those calculations on reasonable assumptions made through discussions with the 

company and research into relevant material. In cases where that was not possible, 

oversimplified and dummy numbers have been entered. The goal is to demonstrate the 

use of the tool and not the projections themselves. 

 

The project objective (PO) and project tasks (PTs) are structured as indicated in table 1 

below. As this is a project-based thesis, the structure may not follow the exact outline of a 

more classical research-based thesis. In the following chapters, the author clearly 

explains what is done and how it connects to the PT and other chapters. 

 

Table 1. Project Objective (PO) and Project Tasks (PTs) 

PO Develop a financial forecasting tool for a pre-revenue B2B SaaS early-stage 

startup company. 

PT 1. Determine the company’s needs. 

PT 2. Study and present relevant accounting theory in relation to the SaaS industry. 

PT 3. Analyse the internal financial structure and assumptions of the company. 

PT 4. Design the forecasting tool and test it. 

PT 5. Prepare recommendations for the company. 

PT 6. Evaluate project management and outcomes. 

 

1.3 Project scope 

By determining the needs of the commissioning company, the author is able to narrow the 

scope of the thesis. Then, by studying the theoretical concepts in relation to the SaaS 

industry, and by analysing the company itself and understanding its existing financial 

structure, present objectives, goals, and targets for the future, the author obtains 

information that forms the knowledge base that will be used in the design process of the 

forecasting tool.  

 

The SaaS industry has its unique characteristics, as with any other industry; however, 

even within the industry itself, several crucial differences should be taken into account 
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when developing a financial plan. Therefore, the project will specifically focus on the B2B 

aspect of SaaS financial forecasting instead of a more general approach, since the former 

is directly relevant to the needs of the company. By collecting and studying the necessary 

data from accounting theory, industry, and company analysis, the objective of this project 

will be achieved. The scope is briefly visualised in figure 1 below. 

 

Figure 1. Project Scope  

 

1.4 International aspect 

The company is planning to offer a cloud-based platform service, thus allowing it to seek 

customers globally. Many of the existing employees and contributors are located in 

different countries, creating an international working environment. The industry in which 

Robo.CEO operates and the nature of the software it offers is such that it is not limited by 

borders, thereby allowing the company to have a global growth strategy.  

1.5 Benefits 

The benefits for the company are that it can use the forecasting tool to test different 

scenarios of financial projections. The nature of a startup can understandably be highly 

unpredictable; plans, strategies, and targets could thus quickly change from month to 

month. The goal is to build the tool so that it can be easily adjusted and edited based on 

the input of key data to allow the company’s management team to experiment with 

different assumptions and hypothetical scenarios.  
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From the author’s perspective, this is a valuable opportunity to practice many of the 

entrepreneurial and analytical skills that were taught at the University of Haaga-Helia. This 

project relates to his professional goals and aspirations for the future, thereby allowing 

him to further develop his skillset in the financial sphere of entrepreneurship and business 

from an international perspective. 

 

Other beneficiaries could be potential founders or other aspiring startup entrepreneurs of 

similar companies, who may use the thesis as a structure to create their financial 

projections. Potential indirect stakeholders that could benefit from this thesis could be the 

partners of the commissioning company and the staff of Haaga-Helia and advisors who 

advised the author over the duration of this project.  

1.6 Key concepts  

A startup is a company in its early stage, typically of a technological nature, and usually 

with a high growth potential. Startups commonly attempt to disrupt the market by a highly 

innovative idea. (Canete 2018.) 

 

Financial forecasting is the financial estimation of how a company will behave in the 

future. Profit and loss (P&L) is the most typical financial statement used to make such a 

prediction. (Corporate Finance Institute.) 

 

Software-as-a-service is a cloud-based software licensing model in which access to the 

service is provided based on a subscription. This service is accessed through the web 

with login credentials. (Investopedia 2019.) 

 

Managerial accounting focuses on assisting the management of the company in 

decision making. Managers can use internal accounting reports to help them in the 

process of planning, directing, and controlling operations. (Braun & Tietz 2015, 20-22.) 

 

Monthly recurring revenue (MRR) is the amount of income that a company will receive 

monthly through the sale of subscriptions and services. This MRR allows the company to 

breakdown revenues from multiple pricing and subscription models into a monthly 

viewpoint. This allows the company to have a better overview of its financial health and 

growth direction. (Bauer 8 May 2017.) 

 

The customer churn rate (CCR) calculates the amount of revenue or the number of 

customers lost within a specific period. It is a highly important metric to track, as it 

indicates the health of the company. (Bernazzani.) 
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The customer acquisition cost (CAC) is the metric that displays the acquisition cost of a 

new customer and how profitable he or she is for the company. When analysed in relation 

to the lifetime value of a customer, the CAC can demonstrate whether a business model is 

viable, thus making it an important metric. (Bernazzani.) 

1.7 Challenges and risk management 

The primary source of data for the creation of financial projections is historical financial 

data, which is gathered by analysing the cost and revenue structure of a company. In the 

case of this project, the company happens to be in an early-stage pre-revenue phase, 

which adds a layer of complexity and unpredictability. The company is still figuring out its 

exact market fit and business strategy, resulting in uncertainty about the business model it 

will follow. This poses a challenge, as it is unclear what the strategy of the company will 

involve.  

 

Despite the challenges of the project, the author attempts to minimise the risks by 

constructing the forecasting tool in such a way that it is not too complicated and specific. 

Instead, the tool will be simple enough to be edited and experimented with as the 

business model of the company evolves in the future.  

1.8 Project management methods and process 

To collect the necessary data for this thesis, the author carried out a combination of 

secondary data research and qualitative research via interviews and informal discussions 

with the company’s management team. Interviews and discussions were conducted with 

Jack Richardson, who is the Director of Business Development and one of Robo.CEO’s 

first angel investors. Some interviews and discussions also took place with Juha-Pekka 

Tajakka, who is one of the three original founders of the company and who currently holds 

the position of Infrastructure Engineer. 

 

At the beginning of the thesis project, the data collected via the interviews was used to 

determine the needs of the company. The author conducted thorough desktop research to 

study relevant theory in relation to the SaaS industry and concepts that will be used 

throughout the process of this project to reach the desired objective. Later on, especially 

during the tool’s design phase, multiple interactions through interviews and 

communication tools took place with the management team to receive feedback and other 

information that helped the author tailor the tool to the case company’s needs.  
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Table 2 below lists in more detail the knowledge base, the project management methods, 

and the outcome that will result from each PT.  The table also describes how those 

components relate to one another based on the PO and tasks mentioned in section 1.2. 

 

Table 2. Overlay Matrix  

Project Tasks Knowledge Base Project Management 
Methods  

Outcomes 

PT 1. Determine the 
needs of the 
company. 

Commissioning 
company. 

Qualitative interview. Narrow the scope of 
the project and 
determine important 
performance 
indicators. 

PT 2. Study and 
present relevant 
accounting theory in 
relation to the SaaS 
industry. 

Accounting theory, 
concepts, models. 
 

Secondary data 
research. 

Method of financial 
planning and 
understanding of 
KPIs. 

PT 3. Analyse the 
company’s existing 
financial information. 

Commissioning 
company, goals, 
targets. 

Qualitative interviews. Determine the 
structure of the tool.  

PT 4. Design the 
forecasting tool and 
test it. 

PT1, PT2, PT3, 
similar tools. 

Use of EXCEL, 
feedback from the 
company. 

The product 
(forecasting tool). 

PT 5. Prepare 
recommendations for 
the company. 

Outcomes from PT 2, 
PT3, and PT4. 

Secondary data 
research, SaaS 
industry observation, 
own conclusions. 

Useful 
recommendations for 
the company. 

PT 6. Evaluate the 
project management 
and outcomes. 

The thesis report and 
the forecasting tool. 

Self-assessment, 
feedback. 

Self-reflection and 
learning. 

 

1.9 Case company: Robo.CEO 

Robo.CEO is registered as Robo.CEO Ltd in Ireland, and as Robo.CEO Oy in Finland. 

Robo.CEO Ltd is the parent company, and it holds all of the Robo.CEO group’s IPR and 

investments.  

 

Robo.CEO is a cloud-based operating system for running self-organising companies 

online; it is an AI-powered collaboration platform, built for project management and 

communication tools for a wide range of clients. The company operates on a subscription-

based model. The best way to think of the platform is as a digital working space that aims 

to meet the increasing demand for better collaboration tools for remote work or larger 

companies seeking better communication between their employees and improved project 

management processes.  

 

The company is in an early pre-revenue stage; therefore, operating activities are not 

profitable at present. Several beta projects and testing clients are located in different 
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countries across the globe, and since its inception in 2016, Robo.CEO has raised a total 

of 0.45 million € from angel investors and public institutions. 

 

It has become a trend for an increasing number of companies to attempt to challenge the 

‘old’ ways of hierarchical management of a corporation. Businesses ranging from small 

companies to larger enterprises are trying to implement a leaner horizontal management 

approach. The cloud-based platform that Robo.CEO is offering is based on the principles 

of this self-organisation, agile culture, and horizontal management. The software aims to 

help companies of all sizes to implement a more open self-organised management 

approach. 
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2 Financial planning  

In this chapter, which relates to PT 1, PT 2, and PT 3 – mentioned in section 1.2 – the 

author determines the needs of the company by interviewing the management team and 

then studies the relevant theory and concepts that are needed to reach the objective of 

the thesis. The method of creating a forecasting tool and the financial projections is also 

discussed in relation to accounting theory. Essential elements for constructing financial 

forecasts are studied and discussed. In addition, key industry information is discussed, as 

it is necessary to study and present the theory from the perspective of the SaaS industry, 

which is the one in which the commissioning company operates. Lastly, the author looks 

at the internal structure of the company to gather as much data as possible that will 

determine the framework of the tool. 

2.1 Determining the company needs 

As stated in section 1.8, the author had several interactions with the commissioning 

company, which helped to determine its needs. Through those interactions and interviews, 

it was made clear that the company would mainly benefit from the construction of a 

financial forecasting tool that can be used to build long-term financial projections. 

 

The company requires this tool to be simple enough for it to be easily edited and so that 

experiments can be conducted with different variables each time. The tool is supposed to 

include key performance metrics of the SaaS industry that can measure the profitability of 

the company. It was also stated that it should demonstrate a clear view of the company’s 

revenue and cost structure. 

 

Given that the company has neither a definitive proof of concept yet, nor a clear market fit, 

which is the case with any early-stage pre-revenue startup, it is essential not to complicate 

the forecasting tool more than what is required. The tool should be adaptable to allow the 

company to make edits as it evolves and finds its path to the market. 

 

This step, which relates to PT1, was extremely valuable for the author, as it allowed him to 

narrow the scope of the thesis to meet the specific needs of the commissioning company.  

2.2 Accounting basics 

From small to large enterprises, accounting data is used to track and analyse the financial 

health of an organisation. It is an essential aspect of any business, as it enables all types 
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of financial activity for any sector or type of organisation. (Wohlner.) Accounting is often 

divided in two types which are explained below. 

 

Financial accounting focuses on providing stockholders and creditors with the information 

they need to make lending and investment decisions. This information takes the form of 

financial statements: profit and loss (P&L), the balance sheet (BS), and cash flow (CF) 

statements. On the other hand, managerial accounting focuses on providing internal 

management with the information it needs to run the company competently and 

successfully. This information takes many forms depending on management’s needs. 

(Braun & Tietz 2015, 20.)  

 

In this thesis, the author primarily adopts a managerial accounting perspective to reach 

the intended outcomes of the project, which will be used for the internal purposes of the 

commissioning company.  

 

As part of accounting theory, it is also essential to distinguish between cash and accrual 

accounting; the difference is in when revenue and costs are recognised in the accounts. 

Accrual accounting recognises sales when goods are sold (even if cash is not collected) 

and the costs when billed (but not yet paid). In contrast, in cash-based accounting, sales 

are recognised if and when money is exchanged. (McCool 2018.)  

 

For example, if a client orders 1,000€ worth of products in June 2019 but pays for it in 

August 2019, then the amount of 1,000€ will be recognised as revenue in June 2019 on 

the P&L; however, since the cash is received in August 2019, it will be reflected on the CF 

statement only then. It is therefore essential to analyse the three financial statements 

together and not draw a conclusion only based on one of them. More details on the use of 

financial statements and how they relate to one another are provided further in this 

chapter.  

2.3 Financial forecasting approach 

There are several ways in which financial forecasting can be performed. However, it can 

usually be characterised into two main methods: top-down and bottom-up techniques. 

(Preuss 10 May 2018.) 

 

A top-down approach begins by analysing the market as a whole from a macro 

perspective. Then, based on market trends, the company decides how much of that 

market it aims to capture. In contrast, the bottom-up approach focuses on the product or 

service itself and what it would require to enter the product into the market. (Maguire.) 
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A convenient way in which to achieve top-down forecasting is through the total available 

market (TAM) - serviceable available market (SAM) - serviceable obtainable market 

(SOM) method. It captures the market size on three different levels: TAM  refers to the 

whole market size of the specific product, while SAM  narrows the niche of the company’s 

product, and SOM is the part of SAM that a company could reasonably aim to seize. 

(Bobbink 2018.) 

 

The bottom-up approach is not as reliant on the market variables; instead, it is influenced 

by the internal data and abilities of the company. Forecasts, in this case, are affected by 

the key drivers of the company. (Bobbink 2018.) 

 

In practice, both approaches can and usually are used simultaneously. Therefore, for this 

project, the author attempts to use largely the bottom-up approach and, whenever 

possible, to extract information from a top-down perspective. 

 

Next, the author discusses theoretical concepts that are needed to construct an excellent 

financial forecasting tool and the input sheets that are usually part of a financial model. 

2.4 Key performance indicators (KPIs) 

Several metrics are used from each company; some of them are more general, and others 

are more specific depending on the industry and individual company. Key performance 

indicators are essential for the owners of a company, as they are critical for other 

stakeholders such as potential investors. (Bobbink 2018.) 

 

It is crucial for each company to choose the metrics that it will utilise to track its 

performance. It is also recommended that fewer KPIs are employed, as using too many 

can be overwhelming. Limiting the number of key metrics is advisable because this would 

make it easier to keep track of a company’s growth process.  

 

Since Robo.CEO operates in the SaaS sphere, several industry-specific metrics must be 

chosen and forecasted as well. Through interviews with the company and through a study 

of relevant theory and industry, sources helped to determine which KPIs are important 

and which are not.  

 

Further in this chapter, the author explores the different inputs into the financial plan, 

include revenues, costs, and specific SaaS metrics. Moreover, several performance 

indicators are presented.  
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2.5 Profit and loss (P&L) 

In section 2.2, the author mentioned three different financial statements, which are part of 

financial accounting reporting. In this section, the author examines the P&L statement, 

since it is the most important of the three in visualising the profitability of a company.  

 

A summary of the revenues and costs of a company over a specified period can be 

determined from the P&L statement. This statement also indicates whether the company 

is profitable or running at a loss; at the same time, it provides more details on the various 

income streams and types of expenses. Also, the P&L is often used to compare either 

different financial periods or companies or to compare the forecasted P&L to the actual 

one. (Bobbink 2018.) 

 

Table 3 below is a representation of a simple P&L statement for 2 years. It displays the 

main blocks that are part of the statement and how they relate to one another.  

 

Table 3. Profit and Loss Example

P&L Year 1 Year 2

Revenue 1,000€     1,500€     

Cost of Sales (200)€      (300)€      

Gross Profit 800€        1,200€     

Operating Expenses (300)€      (500)€      

Operating Profit or EBIT 500€        700€        

Interest (50)€        (50)€        

Taxes (50)€        (75)€        

Net Profit 400€        575€         

 

The primary indicators related to revenue and profitability are revenue growth rate, gross 

margin, and operating profit (Bobbink 2018). 

2.5.1 Revenue growth 

Revenues or sales are the amount of money a company receives from its clients for the 

sale of a service or a product (Business Literacy Institute).  

 

By looking at the revenue growth change from year to year as a percentage, the revenue 

growth rate can be calculated. This rate is one of the most critical metrics for any startup, 

as it demonstrates how quickly the company is growing. (Geckoboard.) By subtracting the 

first-year revenue from the second-year revenue, then dividing the result by the first-year 

revenue, and finally multiplying by 100, the revenue growth rate can be determined, as 

indicated below.  
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𝑅𝑒𝑣𝑒𝑛𝑢𝑒 𝐺𝑟𝑜𝑤𝑡ℎ 𝑅𝑎𝑡𝑒 (%) =
𝑅𝑒𝑣𝑒𝑛𝑢𝑒 𝑌𝑒𝑎𝑟 2 (€) − 𝑅𝑒𝑣𝑒𝑛𝑢𝑒 𝑌𝑒𝑎𝑟 1(€)

𝑅𝑒𝑣𝑒𝑛𝑢𝑒 𝑌𝑒𝑎𝑟 1 (€)
𝑥 100 

 

If one were to apply the formula to the numbers in table 3, then the result would be a 50% 

revenue growth rate from year 1 to year 2.  

2.5.2 Gross profit  

Gross profit is the profit after subtracting the cost of sales (COS) from revenue, and gross 

margin is the gross profit as a percentage of revenue; however, these terms are 

sometimes used interchangeably (Averkamp). To determine the gross profit, the following 

formula is employed:  

 

𝐺𝑟𝑜𝑠𝑠 𝑃𝑟𝑜𝑓𝑖𝑡 (€)  = Revenues (€) − Cost of Sales (€) 

 

Gross margin, which is gross profit represented as a percentage of revenue, is calculated 

by dividing gross profit by the total revenue, as seen from the equation below: 

 

𝐺𝑟𝑜𝑠𝑠 𝑀𝑎𝑟𝑔𝑖𝑛 % =
𝑅𝑒𝑣𝑒𝑛𝑢𝑒 (€) − 𝐶𝑂𝑆 (€)

𝑅𝑒𝑣𝑒𝑛𝑢𝑒 (€)
 𝑥 100 

 

Applying the above formula to calculate the gross margin % from table 3 for ‘year 1’ would 

result in an 80% gross margin.  

2.5.3 Operating profit 

Operating profit can be calculated by subtracting operating expenses (OPEXs) from gross 

profit. It is an important metric because it indicates how much of the revenue and costs 

the owners of a company can control. (Business Literacy Institute.) The equation for 

calculating operating profit is as follows:  

 

𝑂𝑝𝑒𝑟𝑎𝑡𝑖𝑛𝑔 𝑃𝑟𝑜𝑓𝑖𝑡 (€)  = Gross Profit (€)  − Operating Expenses (€) 
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2.5.4 Net profit 

Net profit is the amount that remains after interest and taxes are subtracted from the 

operating profit or loss of a company (Investing Answers). The formula for this is as 

follows: 

 

𝑁𝑒𝑡 𝑃𝑟𝑜𝑓𝑖𝑡 (€) = Opearating Profit (€) − (Interest (€) + Taxes(€)) 

2.5.5 Cost of sales 

Cost of sales refers to the expenses associated with the delivery of the service or product. 

Without those costs, the company would not be able to offer to its clients the service or 

product. For SaaS companies exclusively, the cost of sales could be considered to be the 

costs related to hosting services, customer support and success, client onboarding costs, 

and online payment processing fees. All of these costs are necessary for the delivery of 

the service, which would otherwise be impossible. (Bobbink 2018.)  

 

Cost of sales does not include commissions, expenses associated with cross-selling, 

development costs, and expenses linked to internal operations. The overall benchmark in 

the SaaS industry is that COS is usually about 10–20% of revenue. (Panagoulias.) 

 

In summary, anything related to the delivery of the service can be considered to be part of 

COS. A small representation of this is provided in table 4 below:  

 

Table 4. Expenses Example 

Expenses 

Hosting Fees 500€                

Payment Processing Fees 250€                

Customer Support Salaries 150€                

Customer Success Salaries 150€                

Cost of Sales 1,050€              

2.5.6 Operating expenses (OPEXs) 

Operating expenses are the expenses created by the regular activities of a business, but 

they are not directly linked to the creation of the product or service. These expenses can 

differ broadly depending on the industry and the company itself. (My Accounting Course.)  

 

Operating expenses can be grouped into the following three categories: sales and 

marketing, research and development, and general and administrative. These tasks are 
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considered to be part of the operations of a company. In more detail, operational costs 

could include events, travel expenses, legal fees, online advertising, labour costs (of 

personnel not part of COS), accounting, rent, insurance, prototyping, utilities, office 

supplies, and promotional materials. (Bobbink 2018.) 

 

In the case of a SaaS startup, the OPEXs can be categorised as indicated in table 5 

below:  

 

Table 5. Operating Expenses Example 

Opearating Expenses 

General and Administrative

   From G&A Salaries 2,000.00€          

   Rent 500.00€              

   Accounting & Legal 200.00€              

   Travel Expenses 100.00€              

Total G&A 2,800.00€          

Sales and Marketing

   From S&M  Salaries 2,500.00€          

   Online Advertising 5,000.00€          

   Markeitng Events 1,000.00€          

   Travel Expenses 1,000.00€          

   Promotional Materials 500.00€              

Total S&M 10,000.00€        

Research and Development

   From R&D Salaries 4,000.00€          

   Prototyping 2,000.00€          

   Travel Expenses 100.00€              

Total R&D 6,100.00€          

Total Operating Expenses 18,900.00€         

 

As the table demonstrates, some expenses are unique to each department. For example, 

while promotional materials would fall under the S&M category, travel expenses could 

belong to both the G&A and S&M categories depending on which employees’ expenses 

from which department can be incurred. In the next section, the author elaborates on 

personnel costs. 

2.6 Staff costs 

Based on what was discussed in sections 2.5.5 and 2.5.6, it can be deduced that staff 

costs are divided into four main categories. One of them is part of COS and includes the 

direct labour responsible for the delivery of the service, such as customer success and 

customer support employees.  
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Section 2.5.6 explored the OPEXs, which were divided into three different departments, 

namely S&M, G&A, and R&D. With this logic, staff salaries are related to those 

departments, and the cost of those salaries is considered an OPEX.  

2.7 Cash flow (CF) 

Cash flow statements indicate the money that is moving in and out of a company at each 

specified period, and it includes the following different portions: the CF from operations, 

the CF from investing activities, and the CF from financing. The distinction between those 

CFs provides an understanding of where money is going out from and coming into the 

business. (Bobbink 2018.) 

Cash flow from operations shows the movement of money that is produced by the main 

operating activities of a company. Cash flow from investing activities displays the money 

spent from investing in assets; the number can also be positive when a company sells 

some of its assets. Cash flow from financing reflects the changes in the cash balance 

caused by raising investment, such as from loans, and when dividends and/or interest 

from loans are paid. Runaway and burn rate of a startup’s CF are two other critical metrics 

when it comes to seeking investment and determining the funding needs. (Bobbink 2018.) 

“Burn rate” refers to the money that a company loses from its available pool of cash, 

represented in months. “Runaway” indicates the number of months a company has before 

it runs out of cash. (Mastio 2016.) The formula for burn rate is as follows: 

 

𝐵𝑢𝑟𝑛 𝑟𝑎𝑡𝑒 (𝑚𝑜𝑛𝑡ℎ𝑙𝑦) = Cash balance in previous month − Cash balance of present month  

 

If we want to calculate the average burn rate over a larger period – let’s say 12 

months – this would be: 

 

𝐵𝑢𝑟𝑛 𝑅𝑎𝑡𝑒 (𝑎𝑣𝑒𝑟𝑎𝑔𝑒) =  
Cash balance in month 1 − Cash balance in month 12

12
 

 

By knowing the burn rate, we can easily calculate the runaway. Let’s assume company 

ABC raises 250,000€ in funding from angel investors, and thus has 250,000€ in the bank. 

Assuming that the burn rate is 50,000€ per month, the following is the calculation of the 

runaway: 250,000€ / 50,000€ = 5 months of runaway 

 

Calculating the burn rate and runaway for an early-stage startup is of critical importance. 

Those metrics should be tracked not only to ensure that the company has sufficient funds 
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for its obligations, but also to determine if and when more funding will be required. It is 

essential for any business but especially for companies that are dependent on external 

financing such as funding or loans. This is one of the reasons that the creation of a 

forecasting tool is essential for the commissioning company, as it will help to monitor and 

forecast the business’s cash needs in a more efficient manner. 

2.8 Software-as-a-service (SaaS) specific indicators 

In this section, the author first introduces several indicators and metrics and then 

discusses some terminology and theoretical concepts that are explicitly relevant both to 

the SaaS industry and to the needs of the commissioning company. Some of those were 

already introduced in section 1.6; they are investigated more closely in this section, and a 

few more are analysed, as they will be necessary when designing the forecasting tool in 

chapter 3.  

2.8.1 Monthly recurring revenue (MRR) 

Monthly recurring revenue (MRR) is an important KPI that describes the sum of total 

revenue realised from licensing contracts into a monthly view. The measurement of MRR 

displays only the revenue incurred for the licensing of software-related income. Other 

income, for example from paid trials, onboarding clients, consulting, and training clients, 

does not count towards the sum of MRR, even if it is incurred on a monthly basis, and 

must be reported separately. (Senovo 2018.)  

 

Given the long onboarding times of B2B SaaS clients, a differentiation can be made 

between committed MRR (CMRR) and invoiced MRR (IMRR). This distinction is important 

because significant deviation can exist between the two, and at the same time, it allows 

management to assess the success of sales representatives. (Senovo 2018.) 

 

It is also important to measure both the churned (lost) MRR, which can result from losing 

clients or the downgrading of existing clients, and the new MRR, which is the new revenue 

realised by new clients or upgrades of existing ones (Senovo 2018).  

  

According to Senovo (2018), many companies also report an annual recurring revenue 

(ARR), which includes only the licensing fees. It is calculated as follows: MRR x 12 = 

ARR.  

 

The Annual contract value (ACV) is another critical metric that calculates the total contract 

value of a client normalised into a yearly view. It is a valuable metric to the company 
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because it averages out the annual income per client. The total contract value (TCV) is a 

further important metric that measures the value of a contract, including not only recurring 

licensing fees but also non-recurring ones. (Senovo 2018.)  

 

As an example of the above, let us assume that client ABC signs a 3-year contract with a 

18,000€ software license fee, a 1,000€ onboarding fee, and a 3,000€ consulting fee in the 

first year.  

TCV = 18,000€ + 1,000€ + 3,000€ = 22,000€ 

ARR = 18,000€ / 3 = 6,000€ 

MRR = ARR / 12 = 6,000€ / 12 = 500€ 

ACV (first year) = 6,000€ + 1,000€ + 2,000€ = 9,000€ 

ACV (second & third) = ARR = 6,000€ 

An additional metric that is useful is the life time value (LTV) or customer life time value 

(CLTV) of a client. This is the sum of revenues that a business can expect to receive from 

one client during the whole duration of doing business with that client. (Senovo 2018.) 

2.8.2 Churn rates 

The rate (%) at which clients cancel their recurring subscriptions at a given time frame is 

called ‘churn’. It can also be displayed in the form of MRR churn, which is the loss of 

revenues that accrue as a result of the lost customers. (Empire Flippers.) 

Churn can be calculated as the number of customers cancelling during a specified period, 

usually measured on a monthly, quarterly, or yearly basis, divided by the number of 

customers at the beginning of the same period (Empire Flippers). The customer churn 

ratio can be calculated using the following formula: 

 

𝐶𝑢𝑠𝑡𝑜𝑚𝑒𝑟 𝐶ℎ𝑢𝑟𝑛 𝑅𝑎𝑡𝑒 % =
Total clients cancelled in period 𝑛

Total customers at the beginning of period 𝑛
 𝑥 100 

 

Using the same logic, the MRR churn ratio can be calculated by the following formula: 

 

𝑀𝑅𝑅 𝐶ℎ𝑢𝑟𝑛 𝑅𝑎𝑡𝑒 % =
Total MRR lost in period 𝑛

Total MRR at the begning of period 𝑛
 𝑥 100 
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Monthly recurring revenue churn and customer churn are vital metrics for each SaaS 

company to track its performance as well as to project its future revenue and growth 

potential. For a company to remain afloat, the growth rate must be greater than the churn 

rate. (Empire Flippers.) 

2.8.3 Customer acquisition cost (CAC)  

Another essential metric, which was also introduced in section 1.6, is the CAC. The CAC 

equals all sales and marketing expenses, including the salaries of those departments 

divided by the number of new customers in a specified period. It is a critical metric, as it 

indicates the value a client should bring to a company for the business to have a profitable 

model. (Senovo 2018.)  

 

It would be detrimental for a SaaS company to have a CAC greater than its CLTV’, which 

was mentioned in section 2.8.1. This is because the company would be spending more 

money on acquiring one customer than it would earn from that customer. Keeping track of 

this ratio is thus highly advisable.  

2.9 Sensitivity analysis 

Having covered a number of key metrics from sections 2.5–2.8, it is crucial to mention the 

importance of sensitivity analysis, as this is highly relevant when designing the forecasting 

tool discussed in chapter 3. In section 1.5, it was decided how one of the benefits of 

creating the forecasting tool is that it allows the company to create different scenarios; this 

is, in a sense, what “sensitivity analysis” means. According to Samonas (2015, 139), one 

of the most important elements of financial forecasting is the use of sensitivity analysis, as 

it allows the user to see how specific key performance indicators will change through the 

quick modifications of key inputs. 

2.10 Internal analysis 

In this section, which relates to PT3 mentioned in section 1.2, the author analyses the 

company’s existing internal financial structure and establishes many of the assumptions 

that will be used in chapter 3. During this phase, several interactions and informal 

interviews took place with the company’s management team, as it was necessary to 

collect some of the required data. 

 

The author clarifies that the assumptions made during this section assist him in 

determining how the forecasting tool should be structured. The numbers used are often 

over-simplified and do not resemble the actual financial projections of the company, as 
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that is not the objective of the thesis. Nevertheless, understanding the logic of those 

assumptions is essential in the process of designing the tool, which is discussed in 

chapter 3.  

2.10.1 Service to be offered  

To date, the company has launched a beta version of its service, since it is still in the 

midst of the research and development process. The service to be provided is a cloud-

based operating system. After discussions with the company’s management team, it was 

decided that the forecasting tool should incorporate the ability to forecast the revenue 

streams from two separate services based on two different subscription models.  

 

One service would be the ‘basic’ service, and it will be based on a monthly subscription 

model. The second one is the ‘premium’ service, which is based on an annual licencing 

subscription deal. One reason for making this decision is so that management will be able 

to use the tool to experiment with different subscription models and analyse how each 

reflects differently from the forecasted profitability.  

2.10.2 Pricing and potential clients 

The company is targeting mostly medium-market enterprises. The term ‘medium sized’ 

can be interpreted differently depending on the geographical location. In this case, it refers 

to companies that are larger than SMEs but not sizeable enough to be considered large 

corporations. This definition of the term also applies to the number of employees of the 

companies that Robo.CEO has been targeting in the past six months as part of its sales 

efforts. 

 

One of the reasons for the company to target this size of companies is that the operating 

system it offers requires extensive training and client support. To be able to cover those 

costs, the client needs to be large enough to justify the income for the commissioning 

company. The service is not particularly refined at the moment, so larger enterprises with 

thousands of employees remain out of the company’s target market.  

 

In this thesis, when talking about medium- to large-sized companies, the assumption is 

that each mid-sized organisation has an average of 500 employees.  

 

After discussions with the company’s management team, it was decided that for the sake 

of testing the forecasting tool, the prices of the offered services would be assumed to be 

10€ for the ‘premium’ version and 5€ for the ‘basic’ version. These assumptions are 
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intended as an example only. The main objective, as has been mentioned previously, is 

the construction of the tool to allow the company to experiment with different variables.  

 

The pricing of the service is per active user per client. Robo.CEO assumes that two thirds 

of the total employees of each company that will use the service will be active users. A 

client company with 500 employees, means that two thirds of 500 will be active users. 

This equates to 66.6%, and if rounded up to 70% of the total number of staff, this 

translates to 350 active users per client.  

 

The assumption is thus that for each client of Robo.CEO, there will be 350 active users.  

Below, a calculation is made of the amount the company would earn by one client in each 

subscription plan.  

 

For the basic plan, 350 employees x 5€ per month would result in 1,750€ of revenue per 

month per basic client. This is defined as the average revenue per account (ARPA). or the 

average MRR per month per client. 

 

As mentioned earlier, the premium plan clients are assumed to be invoiced on annual 

basis, unlike the basic plan clients who are invoiced on a monthly basis.  

 

For the premium plan, (350 employees x 10€) X 12 would result in a 42,000€ ARR. 

Normalising that profit into MRR would occur as follows: 42,000€ / 12 = 3,500€ MRR per 

premium client 
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3 Developing the forecasting tool  

In this chapter, linked to PT4 the author discusses the process of designing the 

forecasting tool. Throughout the duration of this project, over the course of the various 

stages of the tool’s design, the author was in contact with the company’s management 

team. During this period, the tool was shown to the company’s management team, and 

continuous feedback and advice was received, which was important to be able to design 

the tool in a manner that is valuable to Robo.CEO. 

3.1 Design of the tool  

The author built the tool from scratch using Microsoft EXCEL spreadsheets tailored to the 

particular needs of Robo.CEO. The author utilised and analysed various tools available on 

the web, and inspiration was drawn from them.  

 

The author emphasises again that the main objective was the development of the tool 

itself; the numbers that are used and that will be shown for the projections are 

oversimplified assumptions and, in some cases, randomly chosen. Under no circumstance 

are the projections meant to be realistic projections. 

 

The Excel tool includes five tabs as listed below: 

 Inputs 

 Staff Expenses 

 Expenses 

 Revenue 

 P&L and CF 
 

A screenshot of each tab can be found in appendix 1-6. Given the length of the monthly 

projections, it is not possible to display them all on one page, so the results are presented 

in yearly totals.  

 

Next, the author elaborates on each tab and explains the reasoning behind the design. 

The decisions were made partly based on the theoretical base, from company interviews 

and discussions, and based on the author’s own judgment after careful study, as all of 

these elements included in the tool have been studied and discussed in chapter 2. 

3.2 Inputs 

The input tab is a sheet where the user of the tool can input most of the variables that will 

affect the calculations in the rest of the Excel sheets. It allows the user to perform 

sensitivity analysis, as mentioned in section 2.9 as this tab includes most of the key inputs 
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which will affect the outcome of key performance metrics. Everything highlighted in yellow 

in this tab must be input by the user.  Part of the input tab is displayed in figure 2.  

 

 

Figure 2. Input Tab (1) 

 

At the top, the user can input the starting date of projections; this will reflect the starting 

month of projections for the rest of the tool. Below the date is the ‘pricing’ block, which 

controls some of the variables on pricing the products. As was already discussed in 

section 2.9.2, it is assumed that the company is targeting mid-market sized clients with an 

average of 500 employees. It is also assumed that 70% of each client comprise the 

potential users. Furthermore, the price is set to 5€ per active user. The Excel spreadsheet 

then automatically calculates the number of active users per client, and it calculates the 

average revenue per client (ARPC) per month, which in this case would be equal to the 

average MRR per basic client. As already mentioned in section 2.9, it is assumed that the 

basic plan is a monthly based subscription, while clients on the premium plan are invoiced 

through an annual licensing model. For the premium pricing plan, the tool is set up to 

calculate the ARR, which would be the same as the ACV (explained in section 2.8.1). For 

the sake of simplicity, the author decided not to include variables such as onboarding and 

training costs, which is why the ACV per client, in this case, is equal to the ARR per client.  

 

The reason the author chose these two options is to allow the company to experiment with 

two different subscriptions models. With a few adjustments, the tool can be changed if the 

company wishes to do so. 

 

Figure 3 below presents two more blocks of the input tab, related to growth hypothesis 

and taxation. 
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Figure 3. Input Tab (2) 

 

In the above figure, the upper block is the ‘growth hypothesis’. The Excel sheet is set so 

that the right cells related to the first month of projections will update automatically based 

on what is set for the ‘clients start of 1st month’, which indicates how many customers the 

company already has at the beginning of the month. Below that line item is the growth rate 

of clients, and it is set up to be done monthly. Lastly, there is the input field for the churn 

rate. For the basic clients, that rate is calculated per month, whereas for the premium 

clients, it is calculated per year. As mentioned earlier as well, the reason the author chose 

to create these different options is to allow the company to experiment with various 

scenarios and then adjust the strategy based on what makes the most sense.  

 

Then, beneath the ‘growth hypothesis’ block, there is the ‘taxation’ block where the P&L 

part of the tool is set up, so it calculates the corporate tax to be able to determine the net 

profit as explained in section 2.5.4. The author included the VAT option in the ‘taxation’ 

block, but it does not currently serve any purpose because it was assumed that 

Robo.CEO conducts only B2B business, so there would be no VAT involved. However, if 

the company wishes to change that, it can be done by modifying the tool.  

 

Below in figure 4, the staff hypothesis block can be seen. In the ‘general’ category, a user 

can input the average rate for payroll tax and social benefits, which are used in the 

calculation of staff costs in the ‘staff expenses’ Excel tab. There is also an assumption of a 

1% increase in salaries per year. 
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Figure 4. Input Tab (3) 

 

The option to add average bonuses per department also exists. The reason for including 

this option is that some departments, for example sales, may have much higher bonuses 

based on their performance, in comparison to the other teams. If the company wishes to 

keep things simple, it can simply ignore those tabs and leave them empty. In the customer 

success and support (S&S) department, there is one extra variable: the maximum number 

of clients that one S&S employee can handle. This allows the company to automate some 

of the forecasting of the employees. The same logic can be applied to the other 

departments by modifying the tool accordingly. 

 

In figure 5, the last block of the inputs tab can be viewed. 

 

 

Figure 5. Input Tab (4)  

 

This figure displays the block where various expenses can be controlled. Payments 

processing fees and IT infrastructure are based on a percentage of revenue or MRR in 

this case. Those costs are part of the ‘cost of sales’, as discussed in section 2.5.5. 
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Below the COS expenses, marketing/advertising costs are set as a percentage of basic 

MRR. The reason for this is that all marketing/efforts are assumed to be directed towards 

the acquisition of basic customers, and all sales activities are assumed to be geared 

towards acquiring premium customers. This is easy to change by editing the formulas in a 

few of the Excel cells. The author chose to build the tool this way so it can showcase 

different options to the commissioning company.  

 

Further down in figure 5, other input variables for the ‘general and administrative’ 

expenses can be seen. Office rent is set at 1,000€ per year for the next five years, which 

is not realistic; however, if required, those expenses can easily be adjusted manually on 

the expenses tab of the tool.  

 

The staff-related expenses assume an average cost of travel expenses per full-time 

employee (FTE). Other fees per FTE can be considered to be costs such as phone 

subscriptions for staff and other small miscellaneous expenses.  

3.3 Staff expenses 

Staff expenses have three main blocks. Appendix 3 contains the block that counts the 

headcount of employees. The yearly total can be expanded into a detailed monthly view 

by pressing the (+) sign on top of the tab. Cells can be edited manually, or formulas can 

be used to increase the number of employees based on certain variables, just as the 

author did with the S&S department, as explained earlier in section 3.2.  

 

On the right-hand side of the block, the different titles of employees per department can 

be seen. This would be useful for creating averages per employee category. For example, 

if a company is planning to hire 10 junior developers, it would be easier to add the job title 

‘junior developer’ on the right-hand side of the block and then add the number 10 to the 

relevant month during which those hires will take place, instead of adding 10 different 

rows per employee. 

  

Assuming the headcount of the employees immediately affects the other blocks in the 

staff expenses tab, as can be seen in appendix 2. Changes made to the ‘staff headcount’ 

block will have an immediate effect on the ‘staff salary expenses’ block.  

 

Appendix 2 also contains the block called ‘other staff-related expenses. Staff travel costs 

and staff miscellaneous expenses are calculated based on the variables inputted in the 

input tab, as explained earlier in section 3.2.  
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3.4 Expenses 

In figure 6 below, the other operational expenses can be viewed. Such operational 

expenses were discussed in section 2.5.6. 

 

 

Figure 6. Expenses 

 

In the expenses tab of the forecasting tool, other operational expenses can be seen that 

are not related to personnel. The bottom block of the tab displays the total outflow of cash 

from all costs, including salaries and salary-related costs, and all other costs, including 

those from COS and the operational side. Details on the different types of costs were 

covered in sections 2.5.5 to 2.5.6 

3.5 Revenue 

In figure 7, the revenue structure of the forecasting tool can be seen. The revenue 

structure on the basic plan has been designed to demonstrate the changes in the number 

of clients; at the same, in the ‘clients’ block, the effect on MRR can be seen. 
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Figure 7. Revenue – Basic Plan 

 

Basic clients in the first month equal the total basic clients from the previous month except 

for the first month of forecasting, which is input from the input tab. The number of new 

clients per month is calculated based on the growth rate that can be set from the ‘growth 

hypothesis’ block in the input tab. In a similar fashion, churned clients are calculated 

based on the churn rate set in the input tab. At the bottom of the figure, the month-by-

month growth can be seen, as mentioned in section 2.8.1. The MRR is one of the most 

important metrics.  

 

As explained in detail in section 2.8.3, the CAC is calculated with the assumption that 

100% of marketing expenses are attributed to the acquisition of basic clients and 100% of 

sales expenses are attributed to the acquisition of premium clients as we mentioned 

earlier in section 3.2. 

 

Similarly, figure 8 illustrates the revenue structure for the premium plan.  

 

Figure 8. Revenue – Premium Plan 
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The main difference between the basic and premium plans is that in the latter plan’s 

model, the number of clients who are up for renewal is calculated every year because of 

the assumption that premium clients are invoiced in annual contracts. The formula has 

been set up so that, for example, if in June 2019, there are five new clients, then those 

five clients will appear for renewal after 12 months. The churn ratio for premium clients 

that is set in the input tab is calculated only from customers who are up for renewal each 

month. The author did this because of the need to design the tool to showcase two 

different subscription models, as discussed in section 2.9. 

 

Finally, in figure 9 below, the total number of clients and MRR and the effect on the CF 

can be seen.  

 

Figure 9. Revenue – Total MRR and Cash Inflow 

 

In figure 9, we can view the total number of clients and the total MRR movements among 

new clients and churned clients. The gross MRR churn rate is also calculated. It indicates 

the % loss of MRR about the MRR at the beginning of the month.  

 

It is important to mention the difference in how the effect of the MRR is treated between 

the contracts with basic versus premium clients. Let us assume that the company will 

invoice one premium client in June 2020 for 12,000€. While the whole amount of 12,000€ 

will reflect on the cash inflow during that month, the MRR for that client in June 2020 will 

only be 1,000€. Details about this and why it happens were explained in section 2.8.1.  
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3.6 P&L and CF 

Lastly, P&L and CF comprise the main tab of the forecasting tool. It resembles the P&L 

statement discussed in section 2.5 and a simplified version of the CF statement discussed 

in more detail in section 2.7. The P&L and CF tab is important because it displays on one 

page the profitability of the company as a whole, and the cash balance can be checked.  

 

In figure 10 below, the revenue component of the P&L is depicted.  

 

Figure 10. P&L – Revenue 

 

In the above figure, the total revenue, which is the sum of MRR from the basic and 

premium plans, can be seen. It was assumed here that the company revenue equals the 

MRR. In reality, if a company receives income from elsewhere, for example from 

consulting services, that income should not be count towards the MRR, as explained in 

section 2.8.1. Instead, it would need to be recorded separately.  

 

Further down, the COS, which was discussed in section 2.5.5, is calculated and is also 

presented as a ratio of the revenues. Additionally, at the bottom of figure 10, the gross 

profit and gross margin ratios, which were described in sections 2.5.1 and 2.5.2, are 

calculated and displayed.  

 

In figure 11, the operational expenses are represented and can be seen categorised per 

department, as discussed in section 2.5.6. The percentage of that amount that comes 

from salaries is also calculated in the form of a ratio of the revenues. 
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Figure 11. P&L – OPEX 

 

At the bottom of the figure, the operating profit after deducting the operational expenses 

can be seen, and then, by deducting the taxes, the net profit or loss is calculated as 

discussed in section 2.5.4. It was assumed that no interest expenses were involved, as 

they would cause more complexity.  

 

Lastly, in figure 12 below, a simplified CF statement can be seen. 

 

Figure 12. Cash Flow  

 

The upper block of figure 12 indicates the movement of CF in and out of the company 

from operating activities. In the bottom block, the starting balance for each month can be 

seen, along with any cash inflow from funding. Deducting cash for paying taxes results in 

the ending cash balance of each month. If that figure is or becomes negative in any given 

month, that means the company will not have the means to meet its financial obligations.  
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4 Recommendations  

In this chapter, which relates to PT5, the authors discuss some important 

recommendations for the company that could be used to further maximise the use and 

value of the forecasting tool. 

4.1 Efficient tracking 

Efficient tracking among different areas of the business is highly recommended. The 

authors suggest that the management team develop a more efficient accounting tracking 

system, as this would be helpful in understanding their cost structure and where and why 

money is spent. By analysing the historical data, the company can make improvements in 

areas that may be lacking. Another important metric to track is the lead-to-customer rate 

and the paid trial-to-full client rate. This would require that sales efforts be tracked 

efficiently through the whole sales funnel, for example, by the use of a customer retention 

management (CRM) tool. This would provide the company with insights it could use to 

analyse the data and evaluate where it may be lacking and where improvements can be 

made. 

4.2 Free trial 

It is the norm for many SaaS companies to offer free, scaled-down versions of their 

services or free trials for a limited – or sometimes unlimited – time. There is no right way 

to do this. Many companies constantly experiment with different ways to attract more 

customers. The bottom line is that the company may benefit by offering part of their 

service for free in one way or another; with proper implementation, this can lead to higher 

traction and higher conversions to the paid subscription plans that the company may offer. 

4.3 Up-selling and cross-selling 

The author decided not to include scenarios of downgrades or upgrades from the two 

different subscription models offered by the company, as those would make the tool quite 

complicated for the present needs. As the strategy of the company evolves, and as the 

business finds its market fit, a key recommendation is to include the scenarios and 

assumptions of subscription downgrades and upgrades or the option of cross-selling or 

up-selling/down-selling. The possibilities can be limitless, so the goal is to build the 

scenarios that are relevant to the company’s business model.  
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4.4 Continuous update 

The tool must be improved and further developed according to the changes in the 

organisation. The tool is not meant to be a final work, as this would be impossible; 

instead, it must continuously be updated and edited based on the changes that occur in 

the company. The author’s recommendation is to review the tool at least once a month. 

The reason for that is that, nature of any startup is fluid, meaning that things change. The 

numbers should always be up to date based on the different direction that the company 

may take shortly.  

4.5 Valuation 

The forecasting tool allows management to quickly conduct a valuation of the company by 

using the discounted CF method. This can be used to demonstrate to investors the 

potential value of the company based on the financial projections. It would be highly 

recommended to include a separate tab on the Excel tool that displays the potential future 

value of the company.  
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5 Conclusions  

In this chapter, linked to PT6 the author discusses the key outcomes, offers suggestions 

to the company for further development, and evaluates the projections. The thesis 

concludes with a reflection on what was learnt from the process.  

5.1 Key outcomes 

Through the construction of a forecasting tool and the financial projection, the author 

accomplished the intended objective of this thesis and is highly satisfied overall with the 

result of the project, as is the management team of the commissioning company. 

Furthermore, through the study of accounting theory about the SaaS industry, which 

relates to PT 2, the author was able to investigate several relevant KPIs and metrics that 

are used to measure the financial health of the company, such as those related to 

profitability.  

 

The tool which was explained in detail in chapter 3 can be considered to be of a high 

quality, compared to other publicly available tools – it matches closely to tools built by 

even more experienced individuals in the field. Moreover, even though the tool is tailor-

made for Robo.CEO, other parties, for example subscription-based startups at an early 

pre-market fit phase, could benefit from using the tool when planning for their own 

financial forecasting needs, since the tool is built to be easily adjustable and scalable.  

5.2 Suggestions for further development of the tool 

The tool can be expanded, and with the use of complicated macros, it could become more 

detailed in every aspect and incorporate many additional variables. Since the company 

has not yet determined an exact market fit, and given the fluid nature of an early-stage, 

pre-revenue, pre-market fit startup, the tool would need to be updated and edited 

according to the changes to the company’s strategy. The author’s recommendation is that 

the company evaluates the use of the tool every month and adapts it to the current 

business needs. Once the company begins to generate revenues, many of the operations, 

as well as the revenue and cost structure, will be more transparent, and more solid 

assumptions can consequently be made. This will allow the financial planner of the 

company to make the proper adjustments, so the tool remains relevant at all times.  
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5.3 Project evaluation 

The process of this project started by initially assessing the needs of the company (PT1) 

and then studying the relevant theoretical concepts and models (PT2) required to design 

the end product. The concepts covered in chapter 2 allowed the author to understand the 

process and the critical elements needed to create a financial forecasting model. 

 

The lack of historical financial data of the company and the challenges posed from the 

nature of an early-stage startup company proved to be more challenging than what was 

initially thought. Despite that, with the careful study of the relevant theory, along with input 

from advisors at HH and the support of friends, the author was able to overcome those 

challenges and create a valuable result, as can be seen in chapter 3. 

 

Furthermore, the author prepared vital recommendations (chapter 4) for the company in 

regard to the use of the tool. The company should keep them in mind in the short-term to 

extract maximum value from the use of the tool.  

5.4 Reflection on learning 

During this project, the author had to familiarise himself with many accounting concepts 

that went beyond the study material covered during the curriculum of his degree 

programme. The process was valuable as it helped him to gain more knowledge and 

become more adequate in the field. Additionally, the author gained a significant 

understanding of the SaaS industry. 

 

The process of planning and building a financial modelling tool, which is covered in 

chapter 3, is directly related to the author’s future career aspirations as a financial analyst. 

The creation of the tool itself was a substantial part of this project, and it was significantly 

valuable, resulting in the author developing several skills in financial analysis and project 

management methods that can be used in the future in his professional development. 

 

Being in constant contact with the company’s management team and having back-and-

forth communication over the duration of the thesis allowed the author to complete a 

project that is useful for a real, practical case. It also allowed him to receive valuable 

feedback from real company founders and investors involved in the tech industry, which 

resulted in gaining valuable insight into the industry. Also, the practical aspect of this 

project is one of the highlights concerning personal learning. The author and the 

commissioning company are delighted with the outcome of this project.  
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5.5 Closing notes 

The author wishes to thank everyone who offered his or her advice and support 

throughout this project; without them, the completion of this thesis would have 

felt like an impossible task. Those individuals include the academic advisor, the 

thesis advisor, the language advisor, the specialisation advisor, and other staff 

from the university of HH who indirectly advised the author. Also, the vast support 

and motivation from close friends and family made this thesis possible.  

Thank You! 
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Appendices 

Appendix 1. Inputs tab 
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Appendix 2. Staff expenses tab (1) 

  



 

 

41 

 

Appendix 3. Staff expenses tab (2) 
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Appendix 4. Expenses tab 
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Appendix 5. Revenue tab 
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Appendix 6. P&L and CF tab 
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