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Presentation 
Yuka Broderick 
Investor Relations 

Good afternoon, everybody. My name is Yuka Broderick and I lead Investor Relations here at Datadog. I want to welcome you to our 
2024 Investor Day. 

Before we dive in, let me read off a couple of legal disclaimers. During this presentation, we will make forward-looking statements, 
including statements related to our strategy, potential benefits of our products, our investments in R&D and go-to-market, our ability 
to capitalize on our market opportunity and our financial goals. These statements reflect our views only as of today and are subject to a 
variety of risks that could cause actual results to differ materially from expectations. 

We will also discuss non-GAAP financial measures, which are reconciled to their most directly comparable GAAP financial measures 
in the appendix to this presentation, which will be available at investors.datadoghq.com. For a discussion of the material risks, please 
refer to our Form 10-Q for the quarter ended September 30, 2023, and other filings that we may make with the SEC. Our filings are 
also available on the Investor Relations section of our website, and we will make a replay of this presentation available thereafter we 
conclude this event. 

Okay. Let me briefly run through an agenda for today. In the first half, we are going to focus on our strategy, our platform and our 
product innovation. You'll hear from our Co-Founder, CEO, Olivier Pomel, and CTO, Alexis Le-Quoc, as well as our product leaders, 
Yrieix Garnier, Michael Whetten and Prashant Prahlad. We'll follow with a Q&A with that group. And in the second half, we will 
discuss our go-to-market and how we engage with our customers to deliver value. Our presenters will be CRO, Sean Walters, SVP, 
Customer Success, Angie Holt, President, Amit Agarwal and CFO, David Obstler. And we'll do another Q&A session joined by 
Olivier. 

All right. With that, let me turn it over to Olivier to kick things off. 

Olivier Pomel 
Co-Founder, CEO & Director 

Thank you, Yuka. Hi, everyone. I'm Olivier Pomel, I'm the Cofounder and CEO here at Datadog. So first of all, welcome, it's the 
first time I think we do an Investor's Day in person. Today you are going to hear from several leaders in our team. I know they're all 
quite excited and a bit anxious to present. So we'll see that. And as we discuss what we're doing here at Datadog, our goal is to show 
you that even after 14 years of building Datadog, we believe that we're still only just getting started, and we're barely scratching the 
surface of opportunity. So I'll kick us into the stuff today with a quick recap of the problem we solved. 

I will explain how we think more broadly about new expansions. And also, I'll give you a sense of some of the directions we're taking 
for the longer term. All right, so let's start with this beautiful cloud migration and digital transformation chart, which is the Gartner 
data we all know and love. As you can see there, we've seen sustained rate of migration over the past few years, and we expect that 
migration to continue for the foreseeable future. It is worth noting that Gartner expects spend on public cloud to exceed $1 trillion by 
2027. And even then it will only be 18% of global tech spend. 

So why is that happening? Well, it's happening because as a company, you have to. You have to interact with your customers online, 
you have to differentiate from the competition through innovation. And you have to run in the cloud to agility to get short term to 
value and operational efficiency. To be honest, you also have to lean into tech to hire the best and brightest engineers and not be left 
behind. 

In the end, this modernization leads to better business outcomes. All this was true over the past decade, and we expect it to be even 
more pronounced in the age of AI. We are being digital and in the cloud are true per requisites to adoption. So now this is a slide I've 
been using for more than 10 years now. I think we can find it in early pitch decks for Datadog. And it's still true today. 

What it shows is that when you lean into tech innovation, you are faced with an explosion of complexity. You see there the explosion 
in terms of the number of technologies that are in use, the number of compute units, the frequency of changes in software. We 
went from shipping software once a year to -- in the case of Datadog, dozens or hundreds of times every day. And you also have an 
explosion of the number of people involved to ship and run software. And the way to combine those charts is to multiply them. So 
what you end up with is really an exponential explosion of complexity. And this is the problem we solve. To put it simply, Datadog 
exists to serve this enormous problem of complexity for our customers. We connect to all of their software components. We scale with 
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all the infrastructure compute, you need to deploy it. We also scale with the services they create and deliver, and we understand the 
way infrastructure and applications are changing. 

We also connect separate teams to each other across functions. So how do we build products? Well, obviously, there are many 
ingredients to building a successful product such as Datadog. But if I were to reduce it to the most -- the 2 most important ideas, 
it would be, first, that we built Datadog from day 1 as an open-ended unified platform. All of our products are tightly and deeply 
integrated at the architectural, at the data and at the user interface layer. And the same platform serves end-to-end use cases from 
one data set to another, from one product to another and across team boundaries. The second key ingredient would be our relentless 
focus on delivering a product that can be easily adopted. We call it simple but not simplistic, simple because our product should be 
deployable in minutes by mere mortals without extensive training and service engagements, and this should show value extremely 
quickly. 

One way to put it is that Datadog should be as approachable and as easy to adopt as a spreadsheet. And by not simplistic, we mean 
that after getting started with Datadog, users can endlessly customize it and build on it by adding on use cases, data sets, analytics or 
automation. The result is a platform that is deployed everywhere and used by everyone -- deployed everywhere because it touches 
every infrastructure and application component at every layer and used by everyone across application developers, operational 
engineers and security engineers, but also business users, support teams, FinOps teams and all the way up to C-level executives who 
can see their business operate in real time through the prism of their applications. 

And this, in turn, allows us to break down silos by bringing everyone into the same place. So 40 years -- 14 years in, sorry, I'm getting 
a little bit too far ahead. Have we been able to fulfill some of these ideas? Well, maybe we are not deployed everywhere and used by 
everyone just yet, but we're making progress. Every month, about 600,000 active users log into Datadog to analyze, coordinate and 
take action on their company's issues across development, operations and security. And by the way, this is only our paying customers 
and exclusive of free users. 

Now when we look at it across 27,000 customers, this means that on average, a couple of dozen users per customer are using the 
platform. Remember that the majority of our customers are quite small, and the bottom half of our customers is about 1% to 2% of our 
revenue. What it looks like for large customers is that hundreds of users on average use our platform every month. And this number 
is growing. Despite the last couple of years, being years of contraction for headcount at larger companies, we keep expanding as we 
spread across more use cases and more teams. 

We've also made progress in delivering a unified platform. As I discussed in the recent earnings call, we now have over $1 billion 
of AR in infrastructure monitoring and over $0.5 billion of AR in both APM Suite and log management. The fact that we have real 
balance across the 3 pillars of observability shows that Datadog is unique within the industry in establishing true value in terms of 
platform for customers. 

And over the years, we've moved beyond the 3 pillars into new product areas. Because we deployed everywhere and used by 
everyone, we have a very broad surface of contact with our customers, which in turn allows us to solve a bigger and bigger problem 
within that surface of contact for them, while benefiting from our share, unified platform, which allows us to build faster into these 
new areas. I also believe that we have proven our ability to execute by consistently expanding and successfully entering new product 
categories. Now switching gears a little bit and looking at the way we think about our expansions into new categories. 

What we see here on the slide is one way you can model on the customer side, the continuum of problem areas that takes customers 
from innovation all the way to realizing business value. So you have writing code, all the way on the left and you have understanding 
what the value is and running the business all the way on the right. So we started right in the middle in observability. And of course, 
we didn't have all the functionalities here from day 1. We added a lot of it over time as we kept going deeper and kept covering all the 
new technologies our customers were adopting. 

From there, we noticed that our customers were falling behind on cloud security. And because of the data we gathered and the time 
they spend in our platform already, they started building their own security solutions on top of Datadog. So this made it clear to us that 
they saw us as a natural part of the solution for it. We also stepped back and looked at the broader categories in security. And what 
we saw was that there were many, many disparate subcategories within security. And that these many, many pool solutions were used 
by many, many teams that were living in silos and that there was an extremely high friction to instrumenting and deploying tools in 
these categories. So altogether, this created a gigantic mess and the problem was running away from customers. And it was clear to 
us that we had a real opportunity. So from observability and DevOps, we have moved in recent years to help our customers not only 
understand but also secure their cloud footprint. And we'll have Prashant on stage to tell us a bit more about it in a bit. 
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Now looking left on the development and test side, the same dynamic applied. We found a huge mess of disparate categories. We 
saw teams in silos. We saw high friction to getting tools adopted and delivering value. And we saw our customers build their own 
solutions on top of Datadog. And this is why we started working on software delivery. Looking on the right side of the spectrum now, 
we saw the same exact story and have expanded into user and product analytics. And what we found when getting all of these into the 
hands of customers is that by broadening our scope and removing painful integration points, we see the value of our platform go up 
dramatically. 

So in the end, this makes the whole worth a lot more than some of its parts. The most recent area we've been expanding into is a 
space we're calling Cloud Service Management. What this involves is going beyond helping our customers understand and secure 
their systems and into helping them coordinate people and teams to manage, communicate, organize, take action and more and more 
automate responses. We're still very early in this effort, but we know there's a large need. And Michael will tell you a bit more about it 
in a few minutes. 

And this dovetails into what I see as our longer-term opportunity and our mission as a company. This isn't really a new category 
but rather going further in every single one of them. And we call it closing the loop. And it's about doing more than just watching, 
observing and alerting and instead going all the way to taking action. This is about making our customers an order of magnitude 
better, faster and more efficient. It's about extending our customers' reach, so they can build faster, iterate faster and get better business 
outcomes. It's about bringing the right information to the right people before they even know they need it. It's about preventing issues 
instead of responding to them, and it's about automating as much of the groundwork as possible. If you remember the slides I showed 
earlier about complexity, well, ultimately, the goal here is winning this race against complexity. So you may ask, why us and why 
now? Why do we think we can do this? 

Well, I think we were built for this. First, we build pure SaaS from day 1. We know exactly what works and what doesn't work for 
our customers. We can also allow customers to use their rich data to customize models to their specific needs and improve their 
operations. And we can ship and interact quickly as we go deeper and broader into the problems we saw. Second, we are a mission- 
critical part of our customer workflows. We use by teams to keep the lights on, to ship changes and fix with brakes, whether that is on 
the application, the operations or the security side, which puts us right where the rubber meets the road. This is where work happens. 
And that's the ideal insertion point for process improvement and automation. 

Third, we have an incredible data set. And because it is used for very critical things such as waking people up at night and fixing 
issues, there are lots of eyes on the data, and it is kept extremely clean. So that was why us. As to why now, well, so much is 
happening in AI and machine learning today that it opens many, many new doors to combine the usage data and the inflection points 
we have with our customers. So I'll leave you with this. We think we have a unique opportunity to be this end-to-end platform and to 
make our customers one order of magnitude, more productive. Of course, we won't do that for every single aspect of their business. 
They have other platforms already tying sales or finance together. But for every step going from code to business, we want to be the 
fourth multiplier. We think it's a big mountain to climb, and we'll keep making incremental progress toward this goal quarter after 
quarter. But we are very excited as this is a huge opportunity to deliver value for our customers if we can get this right. 

Now if we zoom out a little bit and look at what will drive growth for us. As David will cover a little bit later or market, just in 
observability is very large and is growing very quickly. And our market share is still only in the single digits. So we think that 
observability alone on its own holds the next 5x or 10x scale-up for us. But if we can be successful at some of the other things I 
brought up today, I believe that the sky is the limit. And this is why we still feel and I still feel that even 14 years after funding 
Datadog, we are still just getting started. 

Now I will turn it over to Alexis, who will look -- who will talk to you about our data-driven advantages and how we can apply that to 
generative AI. 

Alexis Le-Quoc 
Co-Founder, CTO & Director 

Thanks, Olivier. Hi, everyone. My name is Alexis Le-Quoc. I'm CTO and one of the founders of Datadog. Olivier gave you a clear 
picture of the dizzying complexity that our customers operate at. He presented the opportunity also in a clear fashion. What's 
ahead of us, especially given the platform we've building over the years? Now you may ask yourselves, okay, but what's the impact 
of AI on our customers and on our business? And that's what I'd like to talk about. Here's a familiar slide. So you still left part of it, 
a couple of minutes ago, what I've done here is I have added to the right-hand side, 2 charts. The top right one is the number of new 
large language models that have been developed over the past 5 or 6 years. And you can see it's increasing really fast. 
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Second one at the bottom is a proxy to the amount of inference power available in the world, including what's in our pocket. So why 
does AI compound complexity? Well, in short, because of an enormous amount of data in processing needed to achieve differentiating 
results with AI models. Now we can all experience that neural networks, transformers, large language models in general work really, 
really well, surprisingly well. But to this day, no one knows why they work so well. All we're left with is to observe that the more data 
they get for training, for fine-tuning, for inference, the better they are at producing predictive results. So for everyone investing in AI, 
us included, we think the last thing differentiating advantage is not in the amount of GPUs you have or how sophisticated the models 
you use. Sure, they matter, but it's not enough. We think the last thing advantage is ultimately the data available for training, for fine- 
tuning, for inference and the ability to manage the data at scale. 

So what does that mean for our customers? So AI models require a lot more data, upstream of training, during training, fine-tuning, 
inference and so on. And that drives a lot more processing for all that data and ultimately, more complex software because this is a 
whole new universe to deal with. So this is how we think AI compounds the complexity of the whole software infrastructure. What 
does it mean for us? Well, if you want to build the best AI, meaning if you want to close the loop for our customers in the most 
optimal way, we're going to need the most data and the best data. What do I mean by that? Well, we made some foundational choices 
at the start that are even more critical today as we enter the age of AI. The first part is how to get the most data. That's all about data 
collection. This is where starting data as a SaaS platform from day 1, was critical because SaaS gives us a volume of data that's just 
not available to on-prem solutions. With the SaaS platform, the amount of data increases with time, with products and use cases and 
with a number of customers. 

And what does it mean to have the best data. So best data for us means you have clean, accurate and rich data. And as Olivier 
mentioned, because we're part of our customers' critical workflows, they constantly send us data that's arguably more the richest, 
cleanest and most accurate from their whole tech stack. This is the very same data that they use to wake people up at night, 
troubleshoot issues and resolve them. And finally, is making sure we can process the data we get, right? So as we get -- as we collect 
exponentially more of it, it gets harder and harder. With exabytes -- petabytes or exabytes data, there are very few tools that can 
operate at that scale. There are also very few teams who have the experience to operate at that scale. And this is the part where we 
innovate on all the time. 

And tying it back to my first point, this is something that only SaaS allows. If we're on-premise, we would never have reached that 
scale and would never have learned what we now know. Now there's, of course, always things we work on to improve. But I think 
we've had some success at getting those foundational elements right. And today, customers continue to send us an ever-increasing 
amount of data. One dimension it means getting data from more VMs, more lambdas, more containers, more services, more APIs and 
so on. 

The second dimension is that we do it for more products, more use cases, more people and the third dimension is that even with 
existing products that are 5, 10 years old, we keep adding -- we keep collecting new data with every passing release. So today, we 
have many products, and our customers are sending us data clean -- rich, clean and accurate data. For instance, we've been receiving 
infrastructure data from our infrastructure monitoring product in the past 12 years, more or less, traces from APM in the past 7, logs 
in the past 6 and so on and so forth. So with that wealth of data, we are really excited with what our investments in AI can do for our 
customers. That is to say, helping them stay ahead of the complexity of their environments. 

Now let me give you a quick example. This is Bits AI. So for those who -- those of you who are not familiar with Bits AI, we 
introduced it at DASH, our user conference last August. What it does is it incorporates large language models to act as an incident 
management tool, co-pilot, if you will. Here's Kai. She's interacting with Bits AI. So she's asking who am I? And Bits AI actually 
knows who she is. It know she's a product manager. She focuses on Bits AI and case management and a number of things. LLMs are 
also really good in understanding in context and generating content, relevant content. That means that Bits AI can send information 
that Kai needs at the time she needs it. In this example, Bits AI uses context to understand what she means. So she's asking, what's 
going on with the service called metrics aggregation. 

Now one thing to note, and so it's start to answer with a bunch of stuff. But one thing to note is in a complex software infrastructure, 
there's always something that's broken. So if you ask in a sort of simple way of what's going on, you expect to get pages and pages of 
things that are not quite right. It doesn't impact the service, but there's always the edges, things that are slightly off. But here, Bits AI 
focuses on what matters. And this is the power of LLMs coupled with the data we have that allows us to do it. Bits AI can also help 
Kai get up to speed really quickly. So here, in this example, she joins an incident made her awake. Maybe she got page and somebody 
needs their help. And what Bits AI can do and effectively, this is the LLMs, again coupled with the data we have. It can get up to 
speed really quickly. What the issue is, what impacting customers is root cause and contributing factors, remediation and so on and so 
forth. 
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And lastly, as an example, I wanted to show you also that Bits AI can help resolve incidents. It can generate content with a full 
understanding of the structure of the teams, of the software, of the architecture and suggests a solution either by listing commands that 
Kai, in this case could run or even suggesting a workflow to be ready to be scheduled in order to fix the issue. Now the quality of the 
results that we're seeing is pretty outstanding. And this is, I think, the latest advances in AI play a big role in it. But I think coupled 
with the wealth of data we have, makes you very optimistic about what we can accomplish. I've been talking a lot about getting clean, 
accurate and rich data. I want to dive in a little bit deeper here. 

Because of where we sit in observing our customers' critical workflows, we received -- we actually receive any many different types 
of data, not just metrics, events, traces and logs, but we also, as we expand our platform, as Olivier spoke to, we try to get a lot more 
data so we begin to close the loop. Here's -- beyond -- the simple example, here's what we have in mind. So obviously, we get -- this is 
the core of our service and security offerings. We measure services, cloud infrastructure and so on and so forth. 

That data is obviously produced and processed second by second. On top of that, we get what actions are taken on that infrastructure. 
And this is through process data, what incidents are currently ongoing, what workflows are executed to resolve issues. We also know 
how our customers name things, and this is surprisingly important. So when a customer says Hogwarts, for instance, in a chat with 
Bits AI, Bits AI knows that it's not about Harry Potter, but it's about a web service that fronts their billing system, for instance. And 
the key insight here is that you cannot derive this kind of insight from public data. It just doesn't exist. It's not in a publicly available 
training data set. But because of where we sit with our customers, we can understand what they mean when they say Hogwarts. Also 
know which teams people are on, which services they care about or they're responsible for. That's very important during the incident 
response. 

And we also get a lot of context from our customers' stacks from their documentation, from their SureScore, group chat and so on and 
so forth. Again, none of that stuff is publicly available, but because of where we sit, we have access. So we really want to have the 
most data and the best data because we want to build the best AI to help our customers. And our rapid pace of innovation means that 
we can continue to develop more products, capture more data, solve more use cases, more problems for our customers. In short, we 
have a lot of work ahead of us. 

Lastly, this slide just to show you that we put our money where our math is. As you can see, we've been investing pretty aggressively 
in R&D over the past years, and we plan to continue to do so going forward. With that, I'd like to turn it to Yrieix. 

Yrieix Garnier 

Thanks Alexis. Hi, everyone. My name is Yrieix Garnier. I've been with Datadog for about 2.5 years and at Datadog, I manage 
2 things. First, the Datadog platform and I'm also managing the Datadog infra monitoring business. So as Alexis explained, we are 
investing aggressively to deliver more innovation. The chart you see here actually shows small subsets of the tens of products, and I 
would say a thousand of features that we actually delivered and already launched. What I want to do now is actually walk you through 
how we do that. How does the actual Datadog platform and the Datadog product actually bring everything together? So first, let me 
talk about the platform. And when we say platform, I'm going to try to define it for you fairly easily. The platform is basically a data 
store where you store your data, layers when you actually collect that data and then visualization layer like dashboard or just being 
able to expose that data, all of that be able to serve a specific use case or a product. 

Out of this, there's really nothing specific. It's actually, I would even say every solution in the market will provide the same kind of 
capabilities. But the defense at Datadog is that we actually decided to build the platform first, as you heard from Olivier. And actually, 
at the beginning, that was actually seen at the wrong choice. It's even made it pretty hard to get the company funded in the first days. 
At that time, when people were thinking about we need to focus, they were thinking about a very thin vertical slice of a product 
category as opposed to the broad platform approach. Even though at Datadog, we decided to build that broad approach and then start 
to build use cases on top of it, like infrastructure monitoring. And that actually -- if we think about it, it's actually what I believe, laid 
the groundwork for the success we have in the market. 

So after this, we're starting to build more on top of the platform. We're actually starting to build APM. But to do that, we didn't need to 
rebuild everything. We actually were able to reuse all the different components that we had already built. We were able to actually just 
take our platform or agent and extend it to be able to support the APM use cases, which actually was a fairly small amount of work. So 
building on the same platform is a means to an end. It's actually helped us to actually build very fast, and I would say, better product, 
but the true -- the most importantly, the actually the value we provide to our customers. The fact that we actually build everything on 
the same unified data platform allows our customers to seamlessly really navigate between the different products. They're actually 
able to go from one product to another, in this case, from infra to APM and vice versa to really solve some of their key issues. This is 
really how we broke down, I would say, our first silo here. 
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So now what I'd like to do is actually take you a bit underneath the cover, show you how and what is actually that Datadog platform 
I've been talking about and how powerful it is. So we've been at this for 14 years, as Olivier said, not 40, but 14 years. And we 
actually have about half of our engineering team that Alexis just talked about, which actually focus on that platform. So we actually 
move really, really fast. The foundation blocks of the platform are the data and the services. This is really what allows to share data 
and connect all the different products together. To putting in perspective, if you think about monitoring one of your servers, we 
call that a host at Datadog. If you want to monitor that server, that same server will actually show up in APM and in infra because 
it's coming from the same data foundations. But also, it will also allow you to go and see the logs and the traces for that server 
disregarding in which products you're actually looking at, at that moment. We're just putting everything, I would say, a click away 
from the customer. 

The second layer is focused on the collections and ingesting the trillions of data points that we get from our customer on an hourly 
basis. We're calling this our integration and ecosystem layer, and we have about 700 of them. If I take one of them, the unified agent, 
this is really an ability to deploy once an agent and to be able to collect all the data that are required for all the different products. So 
from a customer perspective, they just again deploy once. And then it supports all the different use cases, which is really powerful 
for them. So to finish on top of this chart from the platform perspective are actually the capabilities that customers interact with. I'm 
talking about features like dashboard, service catalog or mobile applications, different alerts. They wake up -- they wake them up at 
night. And this is where, I would say, the line blurs between platform and products. 

At Datadog, we call them and we put them part of our platform because this is really where we want to make sure that we serve 
all the different products together and provide a very consistent experience from all the different capabilities. But from a customer 
perspective, they would tell us they are actually product, and I would say, a very important product for them because that's the product 
they actually interact on a daily basis. So taking a step back, I would say on capabilities here and all those building blocks you see 
here. One of the other key value of that unified platform is the fact that at any time when we actually have our engineers touching or 
developing one of those components, it's actually right away, benefit all the different products, which are built on top of the platform. 
And this is really what allows us to move very fast. And it's just not about velocity moving fast, but it's also about improvement and 
innovation. 

I'm going to take one example. The events platform, we actually built the next generation of it called Husky. This new event platform 
is actually running and being way more performance and running more lean on the back end. What it actually allowed us to do is 
provide a game-changing solution to our customer, what we call Flex Logs. We actually now be able to decouple or locks compute 
analog storage and giving that at a cheaper price for our customers. And this is thanks to the innovations that was brought by the 
platform when we built that next-gen event store. So I've been talking about platforms. 

Now I want to talk about the product because Datadog is actually a project-first company. I said half of our engineers work on the 
platform, the other half work on all those various products. And thanks to the platform, those products actually -- those product teams 
are actually very lean. If I'm taking the example of the log management team, this is $0.5 billion business and it actually only has 
about 30 engineers working on it. Another example, cloud cost management, CCM, it's solution for the FinOps personas and if I look 
at other companies out there, they have, I would say, hundreds of engineers to build that kind of solutions just to build a cloud cost 
management solutions. At Datadog we were able to do it really quickly with only 10 engineers, again, because we are leveraging all 
the power of the platform underneath. 

So I told you earlier about infra APM, how they are just kind of one click away and how we're breaking silos. Actually, at Datadog, all 
the products actually tightly interconnected, and that's, again, thanks to the unified data platform. What we do, we actually pivot the 
data that we're actually getting. And it allows us, sorry, to build and to solve new problems. Some of them, we didn't even think too 
much about them when we actually started building observability. But think about that. If you take that data, and then start to actually 
extend it to enrich, to process it in a different way, build a different UI, different UX for customers, this is what allows us to bring 
a new product. That's exactly what we did with our cloud security solutions that Prashant is going to talk about later, but also what 
allows us to do when we start to analyze your software delivery. 

So we bring those new products to the market, and we've done this for over 25 of them. In addition to bringing everything together, 
what that also gives us that ability for all those products are they actually requiring new use cases and new capabilities to inject all of 
those back into the platform and being able to serve, again, the rest of the Datadog product. So that's really, I would say, the flywheel 
effect we have between platform and product. So I've been talking about that interactions. And this is actually, I would say, a very 
cultural decision that we made at Datadog. Building that platform first is actually more investments, but that investment allows us to 
move faster and build better products. But again, more importantly, this is the value we can actually provide to our customers. 

And if I take an example of that, what I want to do is actually look at that customer here, which is a telco -- telecom company. And 
that story, I actually heard it from many other customers. It's the story of when they have an incident, what they actually used to do is 
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actually bring all the different teams together, get all the people in the room, start to look at who's responsible of that incident, try to 
look at, hey, how do I -- how am I going to go and troubleshoot it, how am I going to go now and fix it, and it actually took a lot of 
time and resources to do it. That customers actually deployed Datadog and actually saw multiple benefits all of that. 

The first one was actually to reduce the number of incidents. But even though when they had an incident, now they can actually bring 
the right team directly into the conversations, being able to troubleshoot and fix that issue way faster. So it actually helped them 
saving thousands of engineering hours and really refocus those engineering hours to what were more valuable for them really focus on 
their business. 

Okay. Now I do have to talk about this, which is the last thing here. It's about AI and Alexis already talked about AI, what we're doing 
and how it's really transforming and changing everything that we do. And the fact that Datadog is built as a platform is actually what 
specifically position us for success in AI. I'm sure you're wondering why. But all of the data that we have in one place is what allows 
us to actually train those different models, being able when you actually do inference to actually have multiple data sources and being 
able to bring those 2 together to really have deeper and differentiated value for our customers. 

Also, we actually inject AI into our platform. Alexis talked about Bits AI earlier. We also had Watchdog AI, which we've been 
providing for years. And if that really wants it into the platform, allows us to have every single product to benefit out of this, just like 
any of the other components of the platform. The last thing I want to talk about around AI is really the experience and the expertise we 
actually gather while building our own AI solutions. With that experience, what we decided to do is actually package it and productize 
it into solutions to bring to our customers that we call the LLM observability. You can see at the top here of the chart. This LLM 
observability is really our experience about observing AI model, and then we're giving that back to our customers for them to actually 
now observe their own models. 

If I want to summarize AI, for me, AI actually enables the platform and the platform enables AI. So now in closing, as you heard from 
Olivier earlier, this is really how our unified platform and products, I would say, are simple but not simplistic product play into the 
customer environment and actually deliver value. Our ultimate goal is to collect the data from numerous sources and to provide a 
single source of truth to break down silos across all users, deployed everywhere, used by everyone. 

And with that, let me hand it to Michael. 

Michael Whetten 
Director of Product Management 

All right. Thank you Yrieix. My name is Michael Whetten, VP of Product over a number of products that we have here, log 
management, application performance mentoring as well as digital experience monitoring, some others. I've been with Datadog a little 
over 7 years. And it's been an excited journey because one of the thing, before I joined Datadog, I had my own company for a little 
while, a startup, before that, 15 years or so as a full stack developer. And -- so having used the technology and been a consumer and 
then an engineer at Datadog and then moving into product to try to help figure out what to build the next, it's been exciting to see the 
evolution of the space and how we react to the problems that the market brings. And just to pull back the curtain a little bit when we 
were putting this presentation together, there wasn't a ton of coordination about what we wanted to talk about. Instead, everybody 
went away and kind of came up with their own talk tracks. 

And when we came back together, they were very similar, thematically. And I think it really speaks to a group that's empathetic to 
customer problems and curious about the space and where it's all going and transitioning into solved problems for customers. And as a 
product leader at Datadog, we don't say that we're building products. We say we build -- we're solving problems for customers, right? 
And that might translate into products so that we can build a business. But when I was asked to talk about product today, something 
I wanted to touch on was how do we decide since I'm talking to a bunch of investors, how do we decide what to invest in from the 
product perspective and the problem perspective? What's going to help our customers the most with this rapidly changing environment 
of technology? 

And so looking at the graph that Yrieix has just shown, I want to walk us through some of the history of why did we -- if we built the 
platform first which was get all the data in, the metrics and the events and then figure out what customers need us to build off of that, 
knowing that no matter what we build, they're going to need a place to store the data. They're going to need a way to query that data, 
dashboards and alerting, so when they know when things are going wrong with the data and come in and investigate, all of those are 
the platforms that we build first. So why did we start with infrastructure monitoring and then how do we decide the ways that we're 
going to expand this graph in the future? 

All right. So let's dig into infrastructure monitoring. After we get the platform going, a lot of us started as engineers or developers. So 
we had some sense of what was the most important place to start but talking with customers, especially with the advent of the cloud 
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and all the complexity that, that brings with the innovation that's happening in applications and digital experience is becoming more 
and more critical to our lives in every aspect of our lives, whether it be health care or entertainment or communication, right? More 
and more, we're reliant on technology in our lives. 

And so where do you start with solving these problems because there's lots of them. And what became apparent is that you start with 
the operations team because as this complexity began to spiral out of control, it was these people who are in the most pain, right? Even 
if they're not the people, they're not the designers, they're not the product managers, they're not the developers who are creating what 
the user experience is going to be. Ironically, they're the closest to your user experience in real-time. 

So if you are watching the Super Bowl on your phone or looking at a trading app or making a telephone call on your cell phone, it's 
these people who are connected to you on the other side because they're the ones who are bringing you and operating that experience 
in real-time. And if you're having a bad experience or it's not working, it's these people who are being woken up, right? So it was the 
obvious place to start. And so when you're having those bad experiences, you could say a little prayer for these people because you 
know on the other side of it they are the ones who are getting woken up and trying to fix it for you. 

Now what do they care about the most, was diagnostic information. So rather than going all in on event-based, we started with metrics 
and time series. Heartbeats, blood pressure in the medical field, right? But in the operational space, it's CPU, and it's disk space and 
things like that, throughput, and these are the diagnostic information that we really need to solve at scale. And so the first part is that 
they're the closest to the actual real-time customer experience, and that's why we started there. The other part is that they are the ones 
who were experiencing that explosion complexity, the fastest. 

So when we started with Datadog, and this only goes back 5 years, but in the very beginning, when we had the advent of the cloud, 
the adoption of the cloud meant that innovation was rapidly changing, what people could think about, what they could imagine 
bringing to us as a consumer experience. But that also met an amazing amount of scale and innovation and information technology 
and how operations teams needed to provide this experience to you, right? So we can think about orchestration with Kubernetes into 
containerized environments or extremely elastic and ephemeral serverless functions, on-demand experiences, right? 

And so this need of this job that these people do of operating the infrastructure and the scale and complexity made it a bit of a no- 
brainer. I hope, I wasn't there. It was just Olivier and Alexis. But I assume that this is what was driving a lot of this decision-making in 
the beginning. 

Now it's only part of the story, right? Each of those nodes on that graph I showed a little bit earlier, really is somebody's job at a 
company. And the edges that connect those nodes, you can think of as workflows and conversations that have to happen across the 
company. And so when these people get paged and woke it up, the first thing that they ask is what's running on these servers? What's 
running on these containers? What went wrong? Who's responsible? Because even -- that's the irony, right? Even though these people 
are closest to you and your user experience, they're sometimes furthest away from the business context and the changes that are 
happening to the applications that we're consuming. 

So what they needed was the application insight and what they actually needed was to know who to bring into the conversation next 
to fix the problems, right? So we're starting to build a loop here. They're observing that something is going wrong and now they need 
to orient themselves into what the impact is and who can help them fix it. So application developers get pulled in and say, hey CPU is 
escalating on this service on the host that are hosting the service, who's responsible? Was this an intentional code fix that you pushed? 
Was it an accident? Are we under attack? Who can we get into the conversation to fix this as soon as possible, right? 

And this branching out from job, to conversation to job, person to person across the company. It continues to pull us in to how the 
organization is trying to run their digital business. So SREs pulled developers into the conversation and then pulled us into their 
conversation too. And then both of them said, well to continue to do our jobs together we need to collaborate on logs. So we pulled 
logs in and log management solution, right? So this isn't like us strategizing if this is where the money is, this is what's going to 
happen next. It's us trying to solve problems for customers, as mundane or cliches that sound is the truth. 

But the beauty of it is, as we solve complex is, each of these gets more sophisticated, solves more problems. It continues to bring 
interest from the rest of the company. So as soon as we build logs, who do you think came in and said, well, we use logs a ton, and it's 
really hard for us. Right now we're very siloed. It was the security teams, right? And Prashant will talk about that in a little bit. But 
this is the beauty of building the platform first, meant that we could pivot quickly and experiment with customers on the problems 
that they're having with new technologies, with new use cases very rapidly. And the proof is in the pudding a little bit, building out 
log management, just everybody starts congregating around these logs and saying, well, actually, we have logs that we were never 
creating before, but now that they're here, we can just bring them in and see it next to the infrastructure, see it next to the application 
performance monitoring and start collaborating in real-time on solutions. 
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So I want to walk you through how this continues to -- actually pull us into places that we didn't even foresee. That would be 
user behavior, user experience, business impact, support crews. More and more, we're getting pulled into the broader parts of the 
organization because this digital transformation is driving organizational transformation in which more and more of the company does 
care about that mobile app experience because it becomes more load-bearing for the entire business. So here, we're looking at a mobile 
application. It's a web store, e-commerce site and there's a checkout and error is escalating on the checkout at this top middle view 
here. 

Now this might not impact user experience at all. It might be normal operating procedure. But for whatever reason, you don't -- 
in traditional tools, you don't know because everything is siloed off. So engineers would only have their context. And what would 
happen next that they have to go and find who to talk to in a company to say, hey, I'm seeing some errors on the mobile application, is 
that impacting user experience? How serious is this? But within Datadog, we can jump right into, how is this impacting end users and 
see an aggregate drop-off at the checkout. 

Now again, is this the normal drop-off at checkout? Do we normally lose 55% of people? We don't have enough information yet. But 
with Datadog, we can see that this is an anomalous behavior. And that as the errors start to spike, we see these 2 time series up here, 
we have a view loading time for the checkout page is directly correlated to drop-offs, right? So we can see user impact actually is -- 
the user experience actually is impacted, and it's impacting the business as well. 

So an engineer can start to have that conversation and start to make judgment calls about how serious this is, hey, this is a serious 
incident. We need to open up and get more people into this versus, oh, I'll just fix this when I get back from lunch, right? Now 
from here, we could actually jump into and broaden the conversation and broaden the amount of people we're bringing into the 
conversation to look at actual recordings of a single user's experience who's having this problem. So we can come in and say, oh, 
okay, in aggregate, we see people dropping off, but is it a weird thing that they're doing? Does somebody introduce a new design 
element that's driving them down a new path or is it buggy code? 

Let's actually watch what users are doing in real-time, right? And see what they're doing so that we can figure out how to fix it more 
quickly. And this works in reverse, too. You could get somebody Tweeting out, hey, this website is broken, right? And then we react 
to it and go in and say, is it broken just for them? Or is it broken for a lot of people? And again figuring out how to invest our internal 
resources in this critical time, do we call an incident? Do we bring in a whole company to try to fix this? Or is this an isolated event? 
We just need to schedule work. 

So these kinds of -- so this kind of interconnectedness of the products is very popular with our customer base. They want to work 
together, right? They want to cut down on the unnecessary conversations on the unnecessary context topping and work as a single unit 
to coordinate work and to solve problems. And I think here we see that the trends as we introduce new products that the customers 
ask us for to continue connecting the rest of the business. You see that they continue to grow in adoption. Every new product we add, 
there's a lot of excitement, as long as it continues to reflect how the business works and they're connected together. That's the power 
of the platform first. it's just by nature of building on the platform, all of those capabilities tend to be connected. And we were just 
looking at APM and digital experience more but this is the philosophy as we build out in all of these spaces, how do we connect things 
together, how do we break that communication silos, how do we break down technical silos across the company. 

So I'm going to end here with an example of what's happening now. As I talked through a lot of these incident triaging, decision- 
making, coordinating work use cases. This is a food and beverage company, 150-year-old global company, global company, tens of 
thousands of employees who's been with us for about 5 years. They landed with 3 products, maybe 4, if I squint I can't really tell, but 
probably infrastructure monitoring at APM. As they've grown with us and as they've started to move into the cloud and undergo their 
cloud transformation and their digital transformation, they've adopted lot more products. 

In fact, the CTO of this company, when I was sitting with him about 2 months ago, he told me that 18 years ago he started with this 
company and the technical footprint of the company was in the basement and it was core IT, and that's what he was over, right? 
He never met the CEO, never been to a board meeting, anything like that. Now he's the CTO of the company, fast forward with a 
charter from the Board to grow the company through technology. And so we see how digital transformation is forcing organizational 
transformation, and they're adopting Datadog, but for a company of this size, he wants it to be more reflective of their cloud migration, 
which is about this size. 

They're still very early in their migration and in their digital transformation. And one of the things that he told me is the reason that 
they're stuck is because of the organization, the people and the policies that have grown up over many, many decades. And so right 
now, Datadog does a really good job for me. He says on the technology observability. He said about coordinating work, organizational 
observability, organizational governance and getting everybody working in the same way, in a safe way to move this business into 
the cloud and into the modern era is incredibly difficult with the tools they have right now. And of course, they already have service 
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management tooling like ticketing and service desks and all these things, but they're not built for the innovations they're trying to 
make now. They're not built for the cloud and the modern things that they're trying to do. 

So this is what he's been asking us to work with them on is how to audit enforce alert and remediate as they move from their existing 
solutions into a more modern stack. So we've been talking about closing the loop, and this is the loop that I hinted at, and this is what 
we're talking about is you have these technical systems, these technology systems, how do you observe their state? And if something 
becomes symptomatic or problematic, how do you orient your teams to make decisions, to take action, to try to get it back into a 
healthy state? And then how do you make sure that the actions you took and the decisions you made were correct and you didn't make 
things worse because that happens, right? And so this is closing the loop, and this is taking action closest to the place where you're 
observing the outcomes of your action as possible. And so with this is a big investment for us, both last year and this year, is moving 
into cloud service management. 

Cloud service management as Olivier had hinted is about bringing your people and your processes, your organizational context into 
Datadog so that you can use Datadog to run the technical part of your business, right? Here I'm starting -- I'm going to talk to 4 parts 
here of what it means. You see we have over 700 integrations, adding more all the time. We're collecting all of that rich clean data that 
everybody has been talking about up until now, bringing in all of that data, change events, telemetry, along with the organizational 
awareness that was spoken of like teams and service names that only your organization has. Bringing all of that together gives 
Datadog a great opportunity here to add intelligence and take all of this signal and output human consumable stories, right? 

So that if I get paged, I can try to figure out what to do and who to bring in over here on the right. So this is what we call event 
management, AI Ops. What this is, is saying, all right, all of this stuff is happening in real-time and historically, right? How can I 
understand that at 3:00 p.m., so and so Billy made a code change, at APM, Sally made a configuration change, at 12 a.m. somebody 
in the East Coast ended up sending an e-mail blast that wasn't communicated to anybody else that linked to these systems and then it 
became very popular, went viral and all of a sudden we're also seeing an elevation in throughput. We're seeing systems start to crash. 

This is a story, right, that none of these individual data points can tell, but that we need to aggregate into a store. So that when I do 
get paged, I have a story in front of me and I say, okay, this is what's happening with everything related to my services, I know who 
to bring in, I know who to talk to, so that we can figure out what actions to take. Do I need to call an incident, bring everybody into 
a room, open a co screen, work through the problems together to bring the state of the organization back into a healthy state. Or do I 
schedule is this not so severe? And I just need to schedule a follow-up, hey, why did you do this? Or hey, this needs to be upscaled, or 
is it something that we can actually automate already. 

So we do have customers right now who has workflow automations that if they get paged, they open up the Datadog app, while still 
in bed, right? Scroll through, see the context, say, oh, I've already got a workflow automation for this, click it, it goes and upscales 
or does whatever they need, a rollback of a code change straight from that same app that they trigger that workflow from, they can 
observe that the system went back into a healthy state, go back to bed. And we're not too far away from a lot of these known knowns 
being something that doesn't even have to wake you up, right? 

You can show up the next day and just see a report, hey, at 3 a.m., the system went into a degraded state. We recognized already what 
you wanted to do because you had run books and workflows already set up. We went ahead and engaged them. We monitored that 
it was fine. Everything went back to green. We didn't pay you, here's your report, right? And that's not too far away from what we're 
already doing. So this is closing the loop, being able to observe, bringing the right people to make the decisions, take action to make 
sure your changes were the right ones to get your state -- your company back into a healthy state. 

And with that, I want to turn the time over to Prashant who's going to talk a little bit more about how we're getting pulled into more 
and more security conversations and solving problems for those teams and how they relate to the products we've already built. Thank 
you. 

Prashant Prahlad 

Thanks, Michael, and hi, everyone. My name is Prashant. I lead product management for parts of our cloud security portfolio. I've 
been at Datadog for about 2 years now. I want to start by recapping what you heard from our product leaders earlier. Yrieix talked 
a little bit about how our platform powers our products and how new products in turn make our platform better spinning that sort of 
virtuous flywheel. And Michael just talked to you about innovations like cloud service management that allow customers to close the 
loop and take action all within Datadog for operational issues. 

Now they just articulated why we are in the security business. It turns out you need a platform to correlate security signals coming 
from different sources and to root cause what happened, and much like operational issues, you need to take action on them. 
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So Datadog's cloud security solutions enable you developers, operators and security teams to collaborate and take action against 
a threat or vulnerability as quickly as possible, all within Datadog. And all of this just keeps getting better as our platforms keep 
improving, and we have new innovations in service management like closing the loop. I want to maybe mention an anecdote that stuck 
with me for a while, a CISO of a 3,000-person high-tech company told me that the first thing they did during a security incident was 
paging the Datadog user, because this person had information that would help the security team actually triage the threat they were 
trying to face. 

Now this happened enough times that the CISO said, they had to codify it in their run books. So their run books, the first step was 
to actually page in the Datadog user. He said to me, they didn't want to be in a battle without the right weapons. And this is not an 
isolated anecdote. So this is why we are actually in the cloud-secure business. Now what does it really mean to secure cloud native 
applications? Let's break down what we're doing into 2 sections. The first part is the application. And the second is people we want to 
enable to secure them, which, as you heard, is often the harder part than building world-class products. So cloud-native applications, 
as you can see here, is made up of application code, infrastructure code. 

These are all coded in the cloud, and they both generate logs and metrics. These applications are sometimes called microservices. You 
hear that a lot with the cloud and microservices talk to each other. Now a product or a service that is once a monolith now consists 
of several, sometimes hundreds of micro services. Think of it as like an order fulfillment app that talks to a shopping cart app to get 
information about number of orders, who don't need to ship it to and then give that information to an order fulfillment associate. Now 
this is all programs talking to each other. 

So securing these things means providing high-performance communication across these different microservices that continue to talk 
to each other, yet recognizing malicious actors. This could be people, it could be programs, it could be bots, and you have to stop this 
malicious activity. And obviously, this can be really, really hard to detect at scale when you have a lot of these services talking to each 
other. So that's one problem. 

Layering the second problem, people, right? Developers deploy their code multiple times a day. And there's a huge amount of code 
that goes into the application, sometimes code that developers didn't even write because they're using large language model to 
generate code, open source libraries, continuous integration tools, all of these get packaged up together and get deployed as part of the 
application. 

So security products need to make sure that developers are not unintentionally deploying code that leaves some back door open and 
makes them vulnerable to attacks. 

Now, operators or ops teams, they triage and resolve ops issues in their tech stack in real time. Now, security products needs to enable 
these operators to help root cause security incidents the same day they do ops incidents, using the example I mentioned earlier. 

Now, security teams, they're often the smallest teams, and there are very few of them relative to the large population in Dev and Ops 
teams, if they exist, and they're chartered to prevent and resolve these security issues. Now they need the same level of visibility that 
the Dev teams have and the Ops teams have to root cause issues. Any security product they use, has to, by definition, amplify what 
those teams do. 

So in order to secure an application native to the cloud, you need a unified platform that becomes that single pane of glass that brings 
application, infrastructure, logs and all of these components together, and you need to enable developers, operators and security teams 
to collaborate towards a DevSecOps model. 

But that's not really how it works, right? In the real world, Dev, Ops, and Security teams are siloed. They have data and point products 
that give them information about their own world. They have shared use cases they want to collaborate on. The shared use cases are 
identifying a security issue, prioritizing what needs to be fixed, and then actually fixing that issue. 

Now, depending on the company you work at, this could be the job of the security team. In some cases, this is a shared responsible 
between Security and Ops teams. And sometimes, developers do all 3 of them. So a lot of this is cultural and often manual based on 
the tools that they use. And this is the problem we wanted to fix. 

We'll come back to this slide later, so keep this in mind. 

So how is Datadog able to address the problem of securing the cloud native application stack? Now first, with the application layer, 
which, again, if you're paying attention, it was the code written by developers, right? Now, these are packaged with libraries and 
so on. So our application security management products -- set of products helps identify active attacks from malicious code and 
malicious actors and discovers vulnerabilities in this code. 
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So we enabled something called threat detection on these products, which means that we know when someone's trying to attack it 
through the front door. We also have the ability to do software composition analysis, which we launched a few days ago, that helps 
developers detect vulnerabilities in their code before they get deployed in production, and they can pinpoint exactly which part of their 
code is getting deployed in production. We're also working on things like API security and code security in this area. 

The thing to remember about this is, like you heard earlier, we are all building this based on our existing products and existing 
platforms, right? These are built on top of APM, our CI Visibility product, and some of our platform capabilities. And this information 
is actually available to all developers using Datadog. This is not exclusive to a specific group. So we're trying to enable every part of 
the organization to start using this. 

Moving on to the infrastructure layer. We're securing the infrastructure layer with our Cloud Security Management product. Now with 
this product, we're able to identify misconfigurations in production through what -- the Cloud Security Posture Management, or CSPM 
in this slide. We help determine vulnerabilities within your code through the vulnerability management for containers and hosts. We 
also help customers find overly permissioned users, people who have administrative privileges when they don't use it through an 
identity risk management product. 

Now, these are products that help you identify risks or someone leaving, for example, the back door open or the window open in your 
house. But if bad actors get in, we have something called the workload protection product that will help you identify the bad actors 
through malicious file activity, process activity or network activity, and that's part of our CWPP product. And we are also working on 
things like securing customers' data within their accounts through data security and also scanning Infrastructure as Code in the cloud. 

Again, you should expect all of these products are built on existing Datadog capabilities between our products and our platforms. 
Again, the thesis being, these keep getting better as UX and team improve their products and their platforms. And of course, the 
teams that are building these products also constantly improve. And also, as you should expect, all of these products are available, not 
just to the security teams but to the developers and the Ops teams that use Datadog. 

Now, as you know, applications, infrastructure and other constellations generate logs, metrics, notifications with our Cloud SIEM 
product. Customers can connect logs and other data with detections and threat patterns that our security research team has identified. 
So they get alerted about this. 

Now, it's something called content packs, which is part of our Cloud SIEM product. You're able to decide which third-party vendors, 
supposing you're a customer who uses Okta for identity or use Microsoft 365, you can decide which part of that content you want to 
be able to send to Datadog, and then our security team takes that content and drives detection rules that allows it to mix it with the data 
that they already have and detect threats. 

We allow teams to detect malicious users, user behavior that, perhaps, associates it with a risk score. And we're working on that 
through what is called the end user entity behavior analytics or UEBA, One thing you'll notice is security people love acronyms, so 
they're -- we're trying to catch everyone up. 

As you should expect, this product is also built on our existing log management capability and other platform improvements like 
workflow automation that Michael talked about, that help us actually take action on those detections. And again, this is available to the 
entire team. 

So zooming out a little bit. Our Cloud Security products cover the entire cloud native application stack and we will continue to build 
that coverage over time. But we also leverage Datadog's platform, and these products can be enabled with just a few clicks from 
best-of-breed observability products, that's what our customers do. So for a customer, it's really simple to go from Dev and Ops to 
DevSecOps through this. 

But we're making it even simpler, right? Recently, we announced that the new DevSecOps SKUs based on what customers are 
telling us, we integrated the infrastructure monitoring product or the infrastructure monitoring SKUs, along with our Cloud 
Security Management SKUs to create the infrastructure DevSecOps SKUs. Similarly, we integrated the APM SKUs, along with the 
Application Security Management SKUs, to create the APM DevSecOps SKUs. 

Now, these are more than just SKUs that our go-to-market teams can sell. Let me explain what it is a little bit further. There is a 
pattern of emerging needs, and you've probably picked up on that based on the examples I just described, across our customer base 
where they're telling us, hey, I need security information because that's popping up in my day to day. To Michael's point, we're here to 
solve problems, and this is a problem our customers had, and this is new to the DevOps persona. So customers wanted us to go down 
this path, but they needed somewhere to start, and these SKUs help with that. 
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Second, it has reduced deal complexity for our go-to-market teams. So there's one transaction for those customers interested in 
implementing this rather than a 2-step process with the time lag. 

Lastly, our Datadog champions, the users of Datadog have actually introduced us to security teams, and security leaders appreciate 
the benefits of the unified platform and the rapid time to security outcomes, not just detections, where security becomes everybody's 
responsibility, not just that small silo team. 

So with DevSecOps, we allow our leaders to consolidate their platform, get immediate adoption for their product and help from those 
who actually fix the security issues while reducing our own internal go-to-market complexity. 

So if you remember the slide I showed you earlier, now that you're well informed about how to secure cloud native applications, you 
can see that the 3 products we talked about that are part of our portfolio help Dev, Ops and Security users actually secure the entire 
stack end to end. These products also remove silos between these teams because of our shared platform. But we're not stopping there. 

First thing we're doing in addition to that is going from being a product, like any other security product, it gives you high quality 
outcomes for those customers. So closing the loop through service management. And as an example, with our SCA product and many 
others coming, we're actually helping developers fix and prevent these issues from becoming security issues in the first place. So 
you're able to detect what's going to happen before you check those -- take that bad code in. And that's also part of what we're doing 
with the DevSecOps approach. 

So the truth is in the numbers, right? So we have 6,000-plus customers actually using one or more of our security products today. Why 
did they choose us? The first one is we have the people. Now, DevOps users are in the Datadog platform every day, and that's their 
principal way in which they understand the systems they operate, and they help work to identify security issues. No other security 
product can claim to get instant adoption from such a large population with no friction, especially those who actually fix these issues. 

Second, you've heard about this. We have the platform, which means our products provide deep context, higher efficacy and low 
time to value with 0 performance costs and no additional cost overhead to transfer data over. And this actually is a big friction point 
between teams when they try to install agents from different teams in the different organizations involved. 

Finally, the operationalized security. I cannot tell you how many security products exist that are very expensive that just become 
shelfware. We're trying to show customers that you can go from detections to outcomes for security through operationalizing it with 
service management that you heard about. 

Now, even with those number of customers, we are very, very early in our journey, right? This slide shows you, we have a healthy 
penetration of our security products within our observability pillars, but we have much, much further to go, as you can see. 
That's all I had to share today. So now let me hand it back to Yuka for Q&A. Thank you. 
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Question and Answer 
Yuka Broderick 
Investor Relations 

All right. Thank you very much, Prashant. 

Okay. We're going to start a Q&A session now. Joining me on stage are all the presenters you just saw. Their names are up on the 
screen there. 

We're going to be taking questions from the in-person audience. So I'm going to ask you to raise your hands to ask a question. I have 
2 of my colleagues, Megan on the left side, stage left; David on the right. And just please wait for them to get to you before you ask 
your question so we can all hear it. 

All right. Let's start on Megan's side. 

Patrick Edwin Ronald Colville 
Scotiabank Global Banking and Markets, Research Division 

Patrick Colville from Scotiabank. This is terrific. I want to ask, I guess, the most topical question, which is GenAI, you guys all 
touched on it. So thank you for that. 

I guess the question is, when does it hit the financial model? And how will we see that? 

And then the second part of the question is the Bits AI kind of copilot, is that a paid product? Or does that come as part of the platform 
for customers? 

Olivier Pomel 
Co-Founder, CEO & Director 

Thank you. So maybe I'll take this one. 

So look, the -- so AI is already hitting the revenue line, right? So we said on the call, about 3% of ARR comes from companies we 
identified as they are being specifically AI native. And that's only a small fraction of what we think is related to AI revenue today. The 
rest might be a little bit more difficult to identify because we don't always know when we see a workflow, whether it's related to an AI 
pipeline or not. 

We think this is just a look into what the future was going to bring to us because we know, from our own experience and from 
working with all of our customers, that by and large, AI applications are not in production yet. Like mostly, they're still being tested. 
They are still being provided as early data as to customers. So we know that the vast majority of the usage hasn't happened yet. So 
that's on the consumption side, on the customers building on AI and our own customers being AI providers, we expect to see a lot of 
growth there. 

I mentioned earlier in the presentation also that we do expect AI to be a further driver of cloud migration and digital transformation 
for all of the obvious reasons. You can't pump your data into an AI model if it's not digital to start with. And I don't know how you 
will even start about adopting AI in an on-prem data center today. I think there's too many choices. And to me, hypotheticals, you 
absolutely have to be in the cloud for doing that. 

In terms of our own products, we haven't decided yet how we're going to package all of our functionality. Some of our products are 
more directly tied to AI. So everything that has to do with Cloud Service Management, for example, has a notion of automation. 
Notion of automaton means some cases of acting as an agent on behalf of the user. So that will have a packaging that will be more tied 
to this AI functionality. 

Some of the other pieces of functionality that we provide today, such as Bits AI. Right now, they are part of the platform, but that 
might change over time as we provide more value. And as we -- and I would say, the rest of the world coalesce on the right model. 

If you look at what's happening in the industry today, there are some areas where it's pretty clear that there is a clear productization, 
for example, good writing copilots. There are some other areas where the jury is still out. When it comes to, for example, business 
productivity and things like that, I think, the jury is still out, whether or not the way to package those Azure copilots is -- what we 
see today is what we're going to see in the future. 
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Yuka Broderick 
Investor Relations 

Okay. Great. David? 

Adam Tyler Tindle 
Raymond James & Associates, Inc., Research Division 

Adam Tindle, Raymond James. 

Olivier, obviously, the long-term vision on closing the loop has been a key part of your presentation today and taking action. I want 
to ask you about that taking action function. As we think about that, I can't help but think about security players like on the endpoint 
taking action, a CrowdStrike, for example, or on the network taking action like a Palo Alto. 

So how do you evaluate if it's the observability player or security player being the one to take action? Where do you draw the lines? 
And then what do you need to maybe enhance your value proposition for that? The puts and takes to considering a larger acquisition 
to accelerate that vision, for example? 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. So we kind of always wanted to get there, right? When we started the company, the goal was not just to present information to 
people, but really to help them resolve faster, and if possible, resolve issues for them. Like the dream is really, instead of Datadog 
waking you up at 3:00 AM and having you fix your system, you wake up at a normal time in the morning and you get a message from 
Datadog say that it fixed the issue for you, that's a much better future. 

When we started the company, though, it was pretty clear that trying to take action from a SaaS -- from a SaaS application was one 
bridge too far for customers. We're still in the -- at a stage where we had to get customers to trust sending their data out to a SaaS 
system and then observing through that window. I think we're way past that today. I think today, customers are embracing automation, 
they're embracing cloud, they're embracing SaaS in the way that they were not 10 years ago. And we also have a footprint with our 
customers really that gives us all of the necessary data to drive some of that automation. 

Now, thinking between the security and observability, interestingly enough, this step towards automation is even easier to cross for 
security teams than it is for observability teams. Of course, observability teams, the pain is huge. If you get woken up, as I said earlier, 
like nobody likes that. And if you incur downtime because it takes you 20, 30 minutes to figure out what's going on and to fix it, that's 
obviously business pain. 

But there's still fear that if the machine tries to automate and automates the wrong thing, it might make things worse. And so the cost- 
benefit equation is still a little bit less clear on that side. 

On the security side, though, the risk of letting a bad actor into the system is so much higher than the risk of maybe disrupting 
operations a little bit to prevent that from happening, that the teams are much more willing to move in with -- to move with 
automation much faster. 

And so in everything we do today, you see more automation faster on the security side than you see on observability. But it's very 
clear to us that is going to come to the observability as well. 

Yuka Broderick 
Investor Relations 

Megan, next question. 

Matthew Vincent Martino 
Goldman Sachs Group, Inc., Research Division 

Matt Martino from Goldman Sachs. You guys spent a good amount of time today discussing the advantages of Datadog's platform- 
first approach, which I think, it came across abundantly clear. 

So I would just love to hear from the panel of your perspective on how you think about the trade-offs between Datadog's platform 
orientation versus best-of-breed point solutions that may be a bit more narrow in scope and focused, as you kind of expand out? 

Alexis Le-Quoc 
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Co-Founder, CTO & Director 

Maybe I'll take that. So I think as Yrieix presented early on, it was a clear disadvantage for us because we moved slower, we had a 
blunter approach to solving problems. 

But as we start to add products, that's where, I think, the value was realized because the reality is our customers, they don't have an 
APM problem or locks problem or a RAM problem. They have a problem, which happens to be -- which sometimes can be solved 
through different lenses, through different tools. But to us, at least we see and to them, that's what they tell us is that building all the 
products on top of the platform means that we're not attached, we're not really attached too well. 

There's only one way to solve it. It is through what we do. And we see that as a huge problem. If you are too caught up and being 
effectively, falling in love with your solution is you're not necessarily providing the best tool, you're just providing what you have. 

And so it's been, for us, I think, a strong advantage to have really a wide spectrum of tools that can solve the problems that customers 
have. Internally also, the way we structure, we don't really care. It's not like, oh, we have to. These gentlemen may disagree with me. 

But finally, really, what matters is success of Datadog, not the success of Datadog logs or from monitoring or security and so on. So 
that's, I think, how we've been able to turn disadvantage early on into a real advantage. 

Olivier Pomel 
Co-Founder, CEO & Director 

And you've seen that in some of the charts we shared today. Like when you look at the evolution of consumption from customers over 
time, you see that some of the -- there's some ebb and flow between the various products and the mix changes over time. And that's 
because some problems customers can solve with a variety of different products. 

And we don't really care if they solve a problem with our infrastructure product or APM product or log product or combination of all 
of the above. So that's really powerful. 

I will say, in general, very thin slices of products or point solutions or best of breed this is -- it's a shortcut, it goes faster in the 
beginning. You can let customers very quickly this way. You can have great focus. But the end state is not nearly as good having a 
unified platform with broad coverage, and our customers understand that. 

So it might mean, in some situations, we might go a little bit slower initially. So for example, when we -- we're building a very broad 
suite on the security side, in every single one of the categories we're going after, you probably can find an independent company that's 
growing faster in that very specific little bit of things they're doing. We do think that the combined platform, though, ends up being an 
unstoppable juggernaut when everything comes together, and that's what we're building out. 

Maybe it speaks to the way we've been educated, but the shortcut is not good. Like we have to do the hard work and develop 
everything in the right way, and it will pay out later. 

Yuka Broderick 
Investor Relations 

Great. David? 

Sanjit Kumar Singh 
Morgan Stanley, Research Division 

I had 2 questions. I'll start with, hopefully, the simpler one first. 

In sort of the Cloud Service Management vision, does the capabilities presume, allowing humans to enter tickets? Are you assuming 
a digital, virtual infrastructure, sort of end to end in terms of your broader Cloud Security vision? Maybe I'll start with that first, and 
then I had a follow-up. 

Michael Whetten 
Director of Product Management 

Okay. Yes, I can take this one, if that's okay. 

So of course, human interaction is critical to all the things we build because we're building things primarily for people to use. And so I 
think a solution where you couldn't add a ticket would be wild, right? 
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But there's a lot of cases already where our system can automatically generate tickets for you and correlate a lot of the work and give 
you a lot of context in summary in that ticket when it's generated, as well as augmenting human-created tickets. So you might create 
a ticket and put in some context about services and things like that, and we can actually find more information and augment certain 
tickets and correlate alerts or ongoing incidents. Maybe 4 incidents got opened at the same time, aggregate those into a single ticket. 

So there's -- I think the answer to that is that there's room for both in work management. 

Sanjit Kumar Singh 
Morgan Stanley, Research Division 

Understood. And then I guess the broader question is, I think -- when I think of Datadog, I think of Datadog as a company that was the 
play on DevOps. I mean, you brought those developers and operations team together on the same set of data. 

As we think about bringing the security team on the same set of data, I understand the complexity argument, but what about just some 
of the -- how do you -- what's going to be the catalyst to break through the organizational change, a more sophisticated buyer? These 
security buyers have dealt with vendors for, in some cases, decades. Other players are building sort of single agent architectures that 
get like, data from endpoints and stuff to do that, threat detection and cross correlation analysis. 

So just maybe address some of the obstacles that are ahead of the company to enable to execute against that security analytics vision. 

Prashant Prahlad 

I can start. So I think the simplest answer to this is based on real need. I mean, despite having traditional buyers and buying processes 
for security, you're still seeing a bunch of breaches from the same companies where they're using point solutions for specific products, 
and what CISOs have realized is there's strength in numbers having more people look at the same data and react to security solutions. 

Rhetorical question is if you have a security issue that you're confident about, would you rather have like a small team of 5 security 
engineers know about it? Would you rather have the developers and operators who are close to that action know about it? 

The answer should be both. And that's really where -- that's been driving a lot of the customers that we're talking to. It depends on the 
maturity of the organization, but we're certainly heading in that direction. 

Olivier Pomel 
Co-Founder, CEO & Director 

At the end of the day, whoever the buyer is, the buyer is rational, like they are driving for a certain outcome. And our whole plan is 
we're building across observability and security with the platform approach, and the very broad approach we've talked about today is 
that a few years down the road, it should be irrational not to use what we have. And that's what's going to solve the problems for us in 
the end. That's been our approach all along. 

By the way, you said, our product is definitely built for humans, but one of us on stage is not a human, can you tell which one? 

Yuka Broderick 
Investor Relations 

All right. Great. Brent? 

Brent John Thill 
Jefferies LLC, Research Division 

This is Brent Thill, Jefferies. 

You mentioned Husky a few times, and we've been all reading about it, but probably don't know enough about it. What does it mean? 
Is it transformative? What does this mean for AI? Can you just further expand on Husky and how important this is? 

Alexis Le-Quoc 
Co-Founder, CTO & Director 

Yes. I'll take that one. The -- I mean, Husky is the platform that supports all incoming events into Datadog. And so that covers logs, 
real user sessions, security events. 

It's a data store we built because we -- and I would say, 3, 4 years ago, maybe more, we ran to the limit of what we had built before or 
we had used before. And so for us, we decided to rebuild, to reconceive, if you will, the solution and say, well, we need really what's a 
security event, what's a log, a log management, and maybe what's a trace in an APM. 
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At the end of the day, we can distill it into a simpler structure and build a system that will scale really cheaply to handle all kinds of 
different data and can do correlation between all kinds of different data. 

So that's really what Husky is. It's, for us, a way to be able to scale the amount of data we receive at a cost that's quite interesting. 

Michael Whetten 
Director of Product Management 

And also, just to add on that, because also some flexibility on use cases we can address because when you decouple storage from your 
compute layer, it means that you have more flexibility on both to be innovative or creative, depending on what your customers bring 
you for use cases, so -- or point solutions, in some cases, for some tracks of products versus others. 

Yuka Broderick 
Investor Relations 

Great. David? 

Keith Frances Bachman 
BMO Capital Markets Equity Research 

It's Keith Bachman from Bank of Montreal. 

I wanted to go back to Cloud Service Management, if I could, and hear a little bit about more. Where are you winning the workloads? 
And why are you winning? And I guess, if I think longer term, what is -- what do you see as the source of your sustainable 
competitive advantage? And if I back into that, obviously, ServiceNow is coming at it from the workflow perspective, as an example. 
And then sort of toe in the water on the observability, not fully there yet. 

But how do you see these dynamics changing or creating the opportunity for Datadog? 

Olivier Pomel 
Co-Founder, CEO & Director 

You know, what drives success there -- I mean, first of all, we're not looking at it from a -- specifically, from a competitive situation 
or we're not looking at, okay, maybe let's disrupt that specific part of the market. We're looking at it from a customer need perspective, 
which is they have all this continuum of problems, and that's what they tell us, and so how can we solve that for them. And it might 
look very different 5 years from now than with the categories that were created 5 or 10 years ago looked like today. 

Why we think we can play a big role there is that, when we look at what our customers do on their production applications in common 
environments is that their -- they usually start dealing with the issues in Datadog, then definitely most of their time investigating in 
Datadog, can they capture what they are doing to address them in Datadog. 

So basically, their whole life is spent inside of our product from end to end. So we think that if we provide the missing glue as part of 
that to drive process, to implement process, to really to automate process, it's very natural for that to live inside of our product. And so 
that's what we're expanding there. 

Obviously, we're still very early. I mean, these are products that are barely out the door for the most part. And there's so much more 
we want to build there. But we really see that there's a very large opportunity in front of us there. 

I don't know if you want to add anything? 

Michael Whetten 
Director of Product Management 

I think something that you were saying yesterday is that, it doesn't have to be this or that, right? We have integrations with 
ServiceNow. We integrations with Jira. We have integrations with other types of workflow automation and work management tooling 
because the key here is that, customers are still migrating to the cloud. And so they still -- we have to exist in the ecosystems where 
they exist, right? 

And so it's all part of that same solution. How can we bring all those signals in and still help them do their jobs for the -- a new 
technology that they're innovating in. 

Olivier Pomel 
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Co-Founder, CEO & Director 

And that's a very good point. We're not trying to replace everything our customers used to collaborate. That's one thing we've learned 
is that collaboration happens where it happens. Our role is to seamlessly plug into all of that. So maybe a lot of it is going to be on 
Slack or on Microsoft teams. So that's fine. We're not, absolutely, not going to replace that, but we need to be plugged everywhere in 
there. 

Something for scheduling work. Maybe it happens in Jira, maybe it happens in ServiceNow, maybe it happens somewhere else. And 
we also need our case management to integrate and then service management to integrate very tightly with that. 

Michael Whetten 
Director of Product Management 

And the last part of that is -- somebody asked like who do we see adopting some of these things. It was very much DevOps and 
DevSecOps, and they have different names for everything, both developers and security people. But when you break it down, it's a lot 
of synonyms, and they tend to still want to use the same tooling. 

Yuka Broderick 
Investor Relations 

All right. Megan? 

Joel Meshack Omino 
Citigroup Inc., Research Division 

Joel Omino here on behalf of Fatima Boolani from Citi. 

So just a question on engineering efficiency. It was really great to hear some of the examples you gave on the engineers and product 
development. But more curious on what this might look like going forward? 

So from a technological perspective, right, how much opportunity do you see in terms of driving efficiency in this platform? Maybe 
even having fewer engineers to build those new products, and maybe AI is part of this, and you can certainly talk about that. 

And then also, is there a multiplier effect where as you're adding products to this platform, you're driving even further efficiency? 

Alexis Le-Quoc 
Co-Founder, CTO & Director 

And by that, you mean internal efficiency? 

Joel Meshack Omino 
Citigroup Inc., Research Division 

Yes, yes, internal. 

Alexis Le-Quoc 
Co-Founder, CTO & Director 

Okay. I mean, I think we -- obviously, I think the recent, we've been budgeting and figuring out what the next years and how we think 
about growing head count and stuff like that. 

There is -- I hope that what's been obvious through the presentation is the magnitude of the opportunity and that translates directly 
with the amount of work we have to do. 

And so I think in -- we're not seeing engineering as a sort of zero-sum game is like, well, we're not going to try to optimize. We're 
not at that stage at all. We're at the stage like, can we do more? And so there's a clear question, it's a number of, I think, efficiencies 
copilots and so on, where you think about can an engineer produce, for instance, more code, more -- can we accelerate the go-to- 
market in terms of the time it takes to time to market for features. 

But it's not -- we're not at all in that mindset mostly because there is so much to do that it's really -- if we can save sometimes on a 
particular task, in a particular area, well, they'll be probably 15 waiting to be done. And so that's at least the minds that we operate in. 

Olivier Pomel 

Copyright © 2024 S&P Global Market Intelligence, a division of S&P Global Inc. All Rights reserved. 

spglobal.com/marketintelligence 22



 
DATADOG, INC. ANALYST/INVESTOR DAY  FEB 15, 2024 
 

 
Co-Founder, CEO & Director 

And I'll go further, this is our advantage. Like we built to this depth of very efficient business. We're -- we can generate some 
attractive margins, as you've seen in the last earnings, while reinvesting in, say, about 30% of our revenue in R&D, and we see that as 
the way we're pulling away from everybody in the competition. 

There's such a great space of opportunity in front of us that our ability to keep investing that much and be as efficient as we can be 
with that engineering spend is what helps us pull away from the pack. So we'll keep doing that, at least for the foreseeable future. 

Yrieix Garnier 

And maybe just to add a perspective, being here like just 2.5 years. Whereas, in the Datadog, it's actually -- there's no real like, 
technical debt. This is really where we invest into all the different areas. We invest as much in the platform that we invest on the 
product. 

There is no like one tracking the other. So that's actually very interesting to see that dynamic and how both we did, like with each 
other. And for us, I think the job for us on the product side is really to make those right priorities, making sure that, hey, sometimes we 
need to prioritize, I would say, shorter term than longer term, but we really do balance both, I think, pretty efficiently. 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. And as a closing note, it's usually a surprise when we hire new leaders, especially on the engineering side, when they see that we 
spend about half of our engineering investment on the platform, everybody is a little bit surprised. 

But again, as we've talked quite a bit about that today, I think this is how we derive long-term advantage, and we're very happy we're 
doing that as well. 

Yuka Broderick 
Investor Relations 

David? 

Yi Fu Lee 
Cantor Fitzgerald & Co., Research Division 

This is Yi Fu Lee with Cantor Fitzgerald. 

So my question revolves around event management in the Ops. You know, really like the vision that you want to fix the client issue 
while they are sleeping at night. 

But I was wondering, does Datadog eventually have the capability to fully fix the issues? Or do you need to integrate with other 
security partners like vulnerability management? Or do you partner up internally, like Prashant's division, Cloud Security, to do the 
work on that? 

Olivier Pomel 
Co-Founder, CEO & Director 

Well, I mean, historically, we've always integrated with everything else our customers were using and we'll keep doing that. We 
certainly won't do absolutely everything from end to end for everyone. That's why we have 700 integrations, there are all things we 
don't do, otherwise, we wouldn't integrate with them. 

I think our job, though, is to make sure that we would get customers towards solving the end-to-end problem. As long as they get the 
outcome, we don't care whether we have to do 100% of our sales, 95% of our sales, 80% of our sales as how we resolve it. 

Yuka Broderick 
Investor Relations 

All right, Megan? 

Arti Vula 
J.P. Morgan & Co., Research Division 

This is Arti Vula from JPMorgan on behalf of Mark Murphy. 
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I want to ask about your Cloud Cost Management solution because You guys introduced that a little bit more than a year ago, 
obviously, cost management continues to be a big topic for customers still. So I'd love to hear your thoughts on how the product is 
performing and whether there have been any surprises from your perspective? In our conversation with industry contacts, it seems that 
customers, even after they finish the extraordinary optimizations, we'll call it, they kind of treat their software spends a little more care 
than they used to. 

Yrieix Garnier 

So this product, as you said, is about like a year old. So we're starting to see actually pretty good adoption of the product. And the -- 
what you're saying, like the trend of slowing down on the cost of accumulations, I don't think that's really kind of at play here. 

The idea of flat cost management is actually to change the culture of cost, being able to not talk about cost at the end of the month 
when you're actually going to look at your -- like bill that you're getting from your cloud providers, but look at it like all the times, 
being able to make sure, again, your developers, people actually making decisions, which will impact your cost, make the right ones 
at the time when they're going to look at what they're going to be deploying. When they see some performance issues and so on, they 
will actually be able to take cost decisions. 

So we bring cost data with observability together to get them the ability to really make those decisions very early. And what we're 
seeing here, this is actually a very -- like, that use case is very differentiated for those, like, for all our customers. And they're like -- 
they're saying this, finally, I can bring this together, and they have way more people using Datadog than, I would say, looking at the 
financial report at the end of the month. 

Still, what we're doing is we're going to go and expand to bring more and more of those FinOps persona into it. So again, breaking 
one more silo, but being bringing finance into the same environment, but really, how they will be able to interact better with their 
developers, with the operation people, we're actually, again, making the actual cost impact at the end. 

Olivier Pomel 
Co-Founder, CEO & Director 

And you know, when you think of what that product has been doing well so far and what we're still working on, it's working really 
well in terms of its depth. It actually makes the drastic impact when it's implemented. 

What it's still lacking a little bit obvious is breadth. It still needs to integrate with more of the sources of cost that our customers see. 
That's the main feedback we hear from them. They say, oh, I'd like to see my cost on the other products, in that other cloud, in that 
other thing in there, and they don't see it yet. 

In terms of the successes, where it's 2 very big successes. One is one of the customers we actually mentioned on the last earnings call, 
a larger restaurant chain, that's tens of millions of dollars of savings just attributed to the use of our product. 

The other is Datadog itself. We have been heavily using the product along with our continuous profile. It had a drastic impact on the 
internal culture of managing cost. And you've seen directly the outcome of that in terms of our improving gross margins. And so it's 
also a story that we'll want to try and package a little bit so we can tell it to the outside world. 

Yuka Broderick 
Investor Relations 

Let's take 2 more questions. David? 

Raymond Michael McDonough 
Guggenheim Securities, LLC, Research Division 

So Ray McDonough from Guggenheim. 

So Oli, as you think about bringing together security and DevOps in particular, does this become more of a top-down sales motion 
over time versus a bottoms-up sales motion to the developer? And if so, how does your go-to-market strategy need to change to 
help drive the value proposition of the entire platform throughout an organization, especially when we start thinking about larger 
organizations? 

Olivier Pomel 
Co-Founder, CEO & Director 
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Yes. So when you think of the way we sell to larger organizations, and by the way, we'll have our CRO on stage, too, so we can drill 
him with all these questions as well. 

But the way we sell is -- in large prices, there's always some top-down involved, but it's always sitting on a healthy dose of bottom-up. 
So the product is adopted. We do get to see some usage in some outcomes. And then you need to sell top-down to make sure that the 
big expansion and the long-term deal and everything else actually goes through and we get buying from all sides. 

And I think security is no different. I think we still want to show value bottom up, which is the way we solve problem is by getting 
adoption, and that's going to work the same in security. 

There's a little bit of nuance between some of our safety products. I think the ones for which we shipped shared SKUs to the -- or 
unified SKUs around infrastructure and application security, those tend to be more on the DevOps side, and work very well with 
the bottom-up model. The Cloud SIEM one tends to be more on the security side. Still rest on all log management solution being 
deployed, but there's a bit more of a gap to cross there, maybe, but nothing drastic. 

Yuka Broderick 
Investor Relations 

Great. Megan's side. Last question. 

Matthew George Hedberg 
RBC Capital Markets, Research Division 

This is Matt Hedberg from RBC. Maybe as a follow-up to that last question. You cross-sell statistics are obviously impressive. And I 
imagine a lot of customers land with one of your big 3 infrastructure APM logging. 

But can you talk to the extent that customers are coming in with maybe a different product and then expanding into the core product, 
maybe it's cyber? 

And then on the security side, where are those dollars coming from? Are they -- are you displacing vendors? Is it net new dollars 
funding some of these security initiatives? That would be helpful. 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. You know, so for the -- where the dollars are coming from. Usually, when the products are new-ish, we usually start alongside of 
the product. So it tends to be net new and customers still spend on something else. And as the products get more maturity, we tend to 
replace other things. I think that's how it is. 

I forgot what the first part of your question? 

Michael Whetten 
Director of Product Management 

First of one was more like, dude, can we land with other products? I think especially for like very large, older organizations that are 
going through a digital transformation now, sometimes they're not, they're just very early in their cloud migration, but they don't -- 
they all have mobile apps already out there, right? They all need synthetic testing. And so there are opportunities sometimes. 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. We do get some like, for example -- again, I'm coming back to -- I don't know why we have mentioned them so many times 
today, but that large restaurant chain that we mentioned in the last earnings call, they actually didn't start with any of our core 
products. They started with some smaller products including cost management, and then they expanded it to the rest. So that's one 
example. 

Those are still a bit of a minority. And the reason for that is that the way we run our marketing teams, the way we run our sales teams 
is still predicated on landing with the core products because it works, because it's easier to train everyone and measure all of our 
different channels the same way. And there's no need to complicate things. 

But we keep talking even on them with the idea of pushing harder on some other -- some products, it can be very low friction and can 
get us a broader adoption outside of the core product. 
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So not happening today, but something we might do in the future. 

Yuka Broderick 
Investor Relations 

All right. Okay. Well, that's it for this Q&A session. Thank you, everyone. 

We're going to take a short break. How about we start up again at 3:30, so maybe you guys can enter back to your seats around 3:25. 

Now before you go, let me just explain a little bit, because we've still got stuff for you during the break. For those of you on the 
livestream and for those of you hanging out here in the theater, we are going to show you some customer testimonial videos. So you 
can hear firsthand, from our customers, how we solve their critical problems. 

But I do want to encourage our in-person audience to go out to the foyer, if you didn't get a chance before the session started. We have 
4 of our great Senior Product leaders out there. It's a real big opportunity for us. We don't usually get those kinds of folks at the demo 
stations. Jimmy on infrastructure; Omri on APM, Pranay on Logs and Rishi on Security. So I encourage you to go check out our 
platform for yourselves. 

All right. Thank you very much. So you around 3:25. 
[Break] 
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Presentation 
Yuka Broderick 
Investor Relations 

All right. Well, welcome back, everyone. I'm excited to kick off the second half of our Investor Day. And I'm pleased to introduce our 
Chief Revenue Officer, Sean Walters, to the stage. 

Sean Michael Walters 
Chief Revenue Officer 

All right. Good afternoon, everyone. My name is Sean Walters, as Yuka said, and I'm the Head of Sales here at Datadog. I've been 
here for about 6 years now. 

I'd like to spend some time with you today to talk about how our go-to-market motion works, what we focus on, how we're organized 
and how our go-to-market teams go about solving customer problems and delivering value for them. 

The primary focus of our go-to-market team is landing new customers, new business units and new products. Every new customer 
we land is a new flywheel, which will expand with additional business units and additional products. We spend a significant amount 
of time optimizing for this growth. We look at the market, the personas, the success patterns and the spend data to determine an 
individual account's propensity to buy. With that information, we then prioritize accounts, creating and aligning territories in regions 
for optimal pursuit. 

So we structure our go-to-market teams based on where we can best meet our customers' needs. Even in our largest customers, we 
often see adoption to occur in a bottoms-up fashion, with a very lean sales motion. But they tend to have more complex purchasing 
processes, and often require a detailed analysis of the business value they will be able to realize. 

Some choose to issue RFPs, running a multiple vendor competitive process or they might choose to run an extended proof of concept. 
These executed, in conjunction with the business case, provide customers with both the technical and business proof they need to 
move forward on a contract that can span multiple business units and multiple products. 

We engage those customers with our enterprise sales team. This team coordinates many areas of Datadog expertise, to provide 
customer access to the right resources and information they need to be successful in evaluating Datadog. 

So that's one set of customers, the large ones. But there's another set of customers, the many start-up, younger or smaller, more nimble 
customers. As smaller organizations, they can move faster, and they often already know the tool that they want for monitoring. They 
just want to get access to it quickly and go. 

For those companies, speed and agility are paramount. They make decisions quickly, and frequently rely on best-of-breed products 
or previous experience with certain products. In those cases, we sell through our commercial sales team. This team makes it as easy 
as possible to buy from Datadog. The customers are often on such a growth trajectory, that they don't know how big they'll be or 
when that will happen. So this type of customer needs flexibility. To support them, we provide on-demand and month-to-month 
subscriptions at as lower commitment as they like. They can transact with us as quickly as they want without jumping through many 
of the traditional hoops that our enterprise larger customers might need to. 

Now with both sets of customers, we're helping them realize the value that they're seeking. And with our work across more than 
27,000 customers, we found that these are the most common value drivers. 

First, they're full on with digital transformation. If you're not a digital native, you're likely being disrupted by one. Every organization 
in every industry is in some state of transformation to leverage web, mobile and cloud to compete. And the pandemic accelerated this 
for many organizations as well. 

At the same time, these organizations are trying to be cost-effective and scalable. And they want to ensure that everything they do 
is secure and compliant. And if that wasn't hard enough to do all of those things at the same time, they're also trying to improve the 
customer experience. 

Datadog can help with all of these. And that's why our go-to-market teams spend time with customers to learn what value drivers are 
most critical for them and why. With that, we can help them achieve their goals to our industry-leading observability and security 
solutions. 
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We've structured our go-to-market sales organization around these 2 distinct types of customers, as the selling motion is very different. 
Our largest customers, those with 5,000 employees or more, are serviced by our enterprise sales team. 

As mentioned in our earnings call, we have about 42% of the Fortune 500 as customers. And that's good progress, but there are still 
many that are not Datadog customers yet. And we're putting an increased focus on these accounts going forward. 

When we land them, they have the potential to be our next $10 million-plus ARR customer. And our salespeople are focused on 
making sure that we educate them, deliver value and make that possibility a reality. 

As we land enterprise customers, the salesperson stays with the account through the life cycle of the relationship. It takes a lot of focus 
to understand the customers' need, find additional challenges that we can help them with and then educate them on those additional 
solutions. 

So here's an example of an enterprise customer's journey with Datadog. This is a leading American insurance company, and they've 
grown with us over the years to not only be a large Datadog customers, but they also engage with us with over 2,000 monthly active 
users across 20 of their business units. And with 11 products currently in use, there's plenty of opportunity, which is a significant 
footprint. There's still plenty of opportunity for us to grow as they advance their business. 

You might notice a pretty significant increase in ARR that kicked in about 2021, this is when so many organizations accelerate their 
digital transformations. It also happens to be a time where Datadog's innovation engine had delivered more new products than the 
single one we had when they first became a customer of ours back in 2017. This is the magic formula, the movement to cloud and our 
broad product portfolio. 

Over the years, we've grown our enterprise sales capability, and at the same time, enterprise companies are increasingly moving to the 
cloud. When we look at our penetration by vertical, we're being used by many of the top companies in these industries. Many of those 
accounts are in the early stages of moving to cloud, early in DevOps and also early in their digital transformations. There will be many 
more opportunities for us to expand these businesses in the future. Okay. So that's our enterprise sales team. 

For our customers with 5,000 employees or fewer, we have our commercial sales team. These teams operate with an inside sales 
motion, focused on those who we identify as having the size and technical skill to be moving to cloud and having the potential to be a 
Datadog customer. 

An important source of the commercial pipeline is marketing leads that come through commune events, webinars and other marketing 
events that we hold. 

The commercial sales team is a pure new customer model. Several months after landing a new customer, a new account, the customer 
relationship is then transferred to our customer success team. The commercial rep goes right back to finding net new customers, and 
we're always making sure that we're working to have incentives aligned to those goals. 

Here's an example of a commercial customer. Like many of our commercial sales customers, this company is a younger company. 
They are a digitally native customer and didn't have any legacy technology or tooling in place. As a streaming TV service, it's 
imperative that they have an observability platform that lets them deliver performance and a great user experience for their customers. 
This is a technically savvy customer. We will service this type of customer and support them on their journey with our customer 
success team. 

And the final leg of our go-to-market strategy is the self-service market. A lot of other software vendors focus mostly on enterprise 
use cases. So for them, there's only a finite number of accounts that they can go after. 

Whereas for us, even though we have over 27,000 customers today, we believe that there are a lot more new customers for us to go 
get. And we serve these customers from the small start-ups to students and engineers just checking us out. Our sales teams don't spend 
time here, as these customers are self-serve. They can get a free trial on our website, and at the end of that, they put in their credit card 
information and start using Datadog with no commitment. We just build them month-to-month. 

Though these customers are often not spending much with Datadog, they are very important to us. Some of them will become much 
larger companies over time. And some will use Datadog, see value and later adopt Datadog as they move to new roles in other 
companies. 

Finally, our smallest companies help keep us honest that we can be deployed everywhere and used by everyone. If we don't make our 
platform easy use with strong documentation, this group will quickly let us know. 
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So before I go, I just want to speak about a few of the many opportunities that we have to grow our business. While we're now over $2 
billion in run rate sales and have over 27,000 customers, we are still a very young company. The cloud market is early, and there are 
many areas in our go-to-market where we have opportunities for continued growth. 

The first one of those is international markets. We're more mature in North America, but we have yet to fully penetrate the APJ and 
EMEA markets. There's not only a great new customer opportunity in those territories, but there's a great opportunity with our existing 
customer base to expand those customers as well. 

Another growth area for us is vertical markets. There are some that are still too early for Datadog and/or the industry is still slowly 
moving to the cloud. Public sector is a great example of one of those, and we are in our early days. We're just getting started with 
FedRAMP Moderate. And late last year, we announced our intention to move towards FedRAMP High, which will unlock significant 
business for us. The opportunity is massive if we do it right. 

And while we primarily sell directly to our customers, we are increasingly seeing some more larger, more complex customers working 
closely with system integrators in their big moves to the cloud. Working with them and others in the partner ecosystem represents a 
growth opportunity for Datadog and covering geographies that we aren't in. This will help us enter accounts we have yet to penetrate, 
and help our customers manage the transformation projects seamlessly integrating Datadog for them. 

And last but not least, there is our expanding platform. As you heard earlier, our R&D team is not slowing down, and we have more 
products to sell every year. The security opportunity is a massive opportunity for us. Our products are maturing and the portfolio is 
slowly building up. That's an enormous market opportunity all on its own. And besides security, there are additional products and 
observability, as well as what we're doing in software delivery, cloud service management and closing the loop. So as you can see, 
we've got a lot to do. 

Let me hand it off to Angie now, who will speak with how we support our customers and grow with them. 

Angie Holt 
Senior Vice President of Customer Success 

Thanks, Sean. Hi, everyone. My name is Angie Holt, and I lead the global customer success organization here at Datadog. 

So first, let me just start by sharing our vision, our mission and the customer success organization. It's rather simple. It is just to 
ensure that all of our customers are getting the most value out of the Datadog platform. And we do that by partnering closely with our 
customers to understand their business and their business goals. And then we work together with our customers to execute against 
those business goals, with the products that they're currently using as well as suggesting new products and other products in our 
platform that could assist them. 

And when our customers realize value, they often grow with us. You've heard us say many times that Datadog, that we want to meet 
our customers where they're at. And for many customers, they want to start small with us. They want to start either with a single 
product or with a single team to test it out, experiment. And as they continue to experience the product, they continue to buy more. 

We also want them to be able to purchase the way they want to purchase. And you've heard us talk about how we could -- we charge 
off different pricing models, we have on demand. We have month-to-month as well as annual and multiyear commitments. 

So again, we want them to do what's best for them. And when they have the product in the hand and the experience, how easy it is 
to use and how quickly they can realize value, we often see that they start growing with us, partially due to their own organic growth 
and their expanding on the cloud business, but also because they're bringing in more users and more business units onto the platform. 
They also adapt more products as they start using more of the product. So as our relationship with the customer grows, we can better 
understand their business problems and their business goals and suggest other ways we can help them. 

So our unified platform is a big way in which we do that. It's designed to be a single pane of glass, where our customers can correlate 
a lot of different kinds of data across a lot of different products, all in one central place. And there's a ton of value in this. 

First of all, this unified platform dramatically increases our productivity. Customers now can solve a bunch of different variety of 
problems, right there in one product. They don't have to switch products. They don't have to switch context either. And so this helps 
them reduce the average mean time to resolution, which ultimately helps them deliver a better customer experience to their customers. 

There's also some cost savings with this. It's a lot cheaper to use one platform than a bunch of multiple point solutions as well. And 
because of there is a unified platform with all our products in there, customers can easily check out other products for capabilities that 
they're currently not using, right there in that platform as you can see here. Customers can easily turn these on. It's very self-serve. Our 
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products are designed to be very easy to use and intuitive, plus there's a ton of educational documentation right there in the platform to 
help them. 

But this product-led motion is also assisted by the customer success organization, the CSMs, where -- because of the relationship 
that they have with their customers. Because they're partnering very closely with the partner -- the customers, they understand their 
business problems that they're trying to solve, so they can suggest best practices for trying to resolve those problems. 

They can also suggest different types of products that we have that they might not be using that can help them support them with their 
problems and business goals as well. Or as I mentioned in the previous slide, if a customer turned on a new product or capability in a 
self-serve manner, the CSM can assist them to making sure that they're really fluent in that product. And that could be anything from 
training to optimization. 

But ultimately, the CSM really wants to ensure that they're getting the most value out of all the products that they are using. They 
engage with the customer holistically to really help them meet their goals. 

Now you've heard us talk about commercial and enterprise. Not all customers are created equally, and so we've tailored the way we 
service our customers based on their needs. We have found that commercial customers are often best served by having a single point 
of contact, the CSM. 

Commercial customers can become very large, can grow and become very large Datadog customers, but their needs are often different 
than that of an enterprise customer. They tend to have a single centralized team that manages their observability tools, so they are less 
stakeholders. They tend to have a more streamlined procurement process. 

In addition, oftentimes, they are cloud native and very technically savvy. All of this is to say that they often don't want to work with a 
bunch of different people, but rather prefer having one point person. And so that CSM is that point of contact for them and owns that 
relationship with the customer. 

Then there's our enterprise customer. Oftentimes, a large enterprise customer could feel like a large number of commercial customers 
rolled into one, but each business unit acting like its own company. There are a lot of stakeholders, a lot of processes. They're often 
earlier in their cloud journey, and they have a large on-prem footprint. And so they often want to work with post sales resources to 
help them align all the different groups that they have using Datadog, to ensure that they are getting the most out of the platform and 
using it to realize the full value. So we serve these customers with a variety of larger go-to-market team, which includes a lot more 
specialized roles. 

And so you can see here, our enterprise go-to-market team consists of our cloud executive in CSM, but it can also consist of a lot more 
specialized support roles, if that's something the customer wants. So for example, if a customer wants to have more hands on tailored 
trainings for the different business units, we have technical enablement managers for that. We also have Premier Support, which is a 
higher level of white glove service and support that more of our enterprise customers are buying every quarter. 

And over 100 of our largest customers and more every quarter have technical account managers or TAMs. And the TAM is a Datadog 
expert that's embedded in the customers' team. And they're there to help focus on helping guide the customer on how to best configure, 
optimize in industry best practices, but tailors it for the customers' specific needs, business needs. So these multiple teams come 
together to best service our enterprise teams. 

We believe that these different models for serving our different types of customers is working really well and enables us to deliver 
the most value to both our commercial and enterprise customers over time. And you can see that here with these graphs. As our 
relationship matures, we find that the partnerships often also grow alongside that. And that's demonstrated by the healthy expansion 
in the average revenue per customer, as well as the average product adoption per customer for both commercial and enterprise 
customers. 

So let me bring that -- bring all of these to life a little bit more with 2 customer examples. The first customer examples of a 
commercial customer in the online betting space. And so this customer is cloud native, very tech savvy. Their entire business is 
predicated on reaching their customers in the cloud. So their online experience has to be great. 

They started using Datadog back in 2014, as a pretty basic usage, just infrastructure monitoring of their back end. And then in 2019, 
they started adding other products. They added APM and in 2020, continued adding logs and synthetics. In 2020, COVID hit, their 
business growth was impacted as well, as sports came to a pause. And so there was not as much online betting going on at that time. 
But soon after, as their business came back, they started adopting more and more of our Datadog platforms. 
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Following the merger they had, they found that they had multiple teams -- multiple silo teams in the organization using multiple 
different products, which made it very difficult for them to control the customer experience and deliver a great customer experience. 
So they decided to consolidate on to the Datadog platform and expand our relationship with us by replacing a lot of the multiple point 
solutions there. 

As you can see, this customer has adopted a ton of products on the Datadog platform. They have about 1,000 monthly average users 
logging in every month, you use the platform. And we really helped support this customer while they were growing, but also when 
they were facing challenges as well. Their most recent renewal with us was a multiyear deal that just really reinforces the long-term 
partnership that we have with our customers and that they have with us. 

My second example is about Fortune 500 enterprise customer that's in the health care space. And so as you can imagine, when 
delivering critical health care services, you need to get it right. It's not one that you want to go down or have any issues with. 

So this customer starts small way back in 2017, early 2017 with us and over time, added a number of different products. As their 
relationship with Datadog kept evolving and growing, they decided to bring on both the TEM and a TAM to ensure that they were 
using Datadog well, that all of the different groups were using the product correctly. 

And so the TEM started by first delivering hands-on tailored training to a few of their different business units that were all new to 
Datadog. So the TEM help them remove blockers, help them with specific trainings, very specific work concessions and specific 
cases that they were doing, all tailored for the customer. And as more users and business units came on to platform, the TAM came in 
to then help align and unify all those different groups, but then also share best practices, provide technical guidance as well as facility 
connections with the product -- with our product managers based on the customers' advanced needs. 

This customer is now using 17 products and continues growing with us. They see us as the only observability platform that can 
really tie together a single transaction from the front to the back end seamlessly across our dynamic and distributed systems. Datadog 
is providing them a single pane of glass for all the different product teams that they have and stakeholders they have across their 
different business units to easily track and understand their performance data. And our go-to-market team came together to really help 
them maximize our ROI through productivity savings, improved customer experience, reduced downtime and a bunch of other things 
as well. 

And so we have seen that these models are working really well, and we're proud of the growth that we've seen with these, but we 
continue to evolve to deliver more customer success and customer value. 

So with that, I'm going to turn it over to Amit now, who's going to speak to some of the other ways we deliver customer value. 

Amit Agarwal 
President 

Thank you, Angie. Hi, everyone. Good afternoon. My name is Amit Agarwal. I run Product, Customer Success, Marketing and 
CorpDev at Datadog. 

To summarize what Angie and Sean said, we serve a diverse set of customers, from the smallest startups to the largest companies in 
the world, from people who monitor one server to tens of thousands of servers and petabytes of logs and user sessions. 

Now we meet our customers' sophisticated needs where they are. So with the smallest customers or with the start-ups, sometimes they 
are cutting-edge technology companies that need automation as well as documentation to get started on their own, and we provide 
them that. And then we have 100-year-old companies that are complex and sophisticated in their own ways, where we provide them 
training, support for hybrid environments to help them on their digital transformation journey quickly. 

Most importantly, we laser focused on delivering value to the customers. I hope you got a sense of that from all the leaders that you 
saw from Datadog speak today. Everything we do, from go-to-market to our ongoing relationship with customers, to how we enable 
customers for success, delivering tangible value across our platform and proving our value relative to the alternatives. 

Now this term value sounds very buzz wordy, so I'm going to take you through a few examples to specifically talk about that. 

So first example, this is a health care company, 4 years with us. And when they started their journey, they had 4 or 5 open source 
technologies and a commercial solution. And when we first delivered a quote to them, we gave them an order form and they were like, 
"Well, this thing costs more money than our open source and the commercial technology put together." 
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Of course it did, because our product was a commercial product and they were using open source technology, which they thought was 
free. But then we went through a business value assessment with them to truly understand the cost of what they were doing. And as 
you can see on this slide, the biggest amount of time that they were spending was juggling between all these different open source 
products with their engineering teams, which dramatically increased their engineering time as well as incident management time, 
which they were not really counting into their total cost of what the solution provided. 

So yes, our product was more expensive than the commercially available plus open source solutions they were using. But the moment 
they looked at it from a point of view of the total cost of ownership, it was 1/3 of what they were spending before. 

So okay. Next customer. This one is one of my favorites. Big e-commerce company, processes millions of orders, millions of orders 
throughout the year, worth billions of dollars. They've been with us for 6 years and adopted our products broadly, like they're using 
our products everywhere now. 

Again, we did a project with the customer, where the customer wanted to make sure that they were getting true value out of Datadog. 
And we were very quickly able to show that just on product licensing costs, they were able to save about 50% compared to what they 
would have spent on all the other tools that they were using, when you include all the licensing costs, productivity with engineers and 
so on and so forth. 

But then there was another point that we hadn't even discussed with them that as we went through this process that we discovered, 
which was, this is an e-commerce company. When they go down, when their website is down, even for a minute, they lose money. 
And e-commerce companies, as we know, they have taken it down to a science to figure out how much money they lose for every 
minute that they're down. So they were very quickly able to show us that using Datadog, they were able to use -- they were able to 
save $32 million a year in revenue that they would have lost because their website would go down a lot more before they used us, and 
for a lot longer. And this $32 million is not GMV, this is real revenue for the customer. 

So again, for this customer, the business decision, was if you don't put everything in the single pane of glass, it takes longer to solve 
problems, which means revenue loss, and you don't want to risk that. 

Next one. A lot of the value come delivers from increased productivity for the DevOps teams. As Olivier said, our solution helps 
break down silos between teams, helping them communicate, helping them collaborate, solve problems faster, which is a way of 
improving productivity. 

So here's another example of that. So this is a midsized health and beauty company, relatively new Datadog customer. I think have 
been with us for less than 2 years. Just to highlight some of the things on this slide, there's a lot of numbers on it, but they've already 
gone down 50% on the number of incidents that they have on their website by 50% since they started using Datadog. And it's a 
dramatic reduction, almost to an order of magnitude on the total number of hours spent per year on incidents by developers. 

This is a big thing. This is a big thing because as a customer told us, the key takeaway for them in this was the opportunity cost of 
having the engineers work on incidents as well as observability, where they could be developing new features that would generate 
more revenue for the business. 

So hard to quantify this cost in many cases. But in this case, it was obvious that they wanted to do this with -- have their engineers 
spend time on core business as opposed to observability. 

Next one. This is another really cool example. So this customer has almost 1 million employees. They are a large professional services 
organization, been a customer of Datadog for about 6 years. So this customer was using open source tools to do real user monitoring, 
real user monitoring for their environment. And we went in and we were, again, doing a cost-benefit analysis with them to understand 
whether our product is the right thing for them to do. 

So as we went down the list of things, we typically look at developer productivity, we look at the cost of operating open source tools 
and so on. The one thing, even before we started looking at that, was the cost they had of running all of their open source tools on their 
own infrastructure. They had to buy the servers, the machines on which all of these open source products worked. And they found that 
it was cheaper to run the -- to buy Datadog and use Datadog, than even just their infrastructure, even without considering all the other 
costs that they were incurring. 

And again, the point here is our platform is highly optimized for large-scale data volumes. The price performance for the platform is 
specifically engineered to manage large volumes of Datadog, to manage large volumes at very, very low cost, which means we can 
pass on these savings along to the customers, and that's what you're seeing here. 
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Okay. Now you've already seen the value we bring to the customers through adoption of multiple products in one platform, you've 
also seen the DevOps productivity improvements. The other thing that happens in most scenarios as customers deploy observability, 
is that they start to monitor a lot more things. And as they transform digitally, they start to collect a lot more data as well. And 
sometimes, a challenge is that the data volumes far outpace their own revenue growth. So then they have to decide how much money 
to spend on observability, and that becomes a challenge for some customers. 

And if the data volumes are growing exponentially, if your costs also grow exponentially, the revenue growth is not exponential, it 
becomes problematic. So we've been working hard on improving the unit economics that data volumes go up for the customers, and 
let's talk about that a little bit. 

So our products, over the last few years, have been engineered to allow for customers to send us massive volumes of data at very, 
very, very low cost. So they don't need to think about the volume of data growth upfront. And as we give the customers the ability 
to, in real time, either discard this data, or store it in long-term storage or put in Datadog for troubleshooting, analysis, dashboarding, 
alerting, et cetera, which gives you a quick way to not worry about losing data when you need it for regulatory compliance, forensic 
analysis, investigations and so on, but also have the data that you need to troubleshoot an immediate problem in real time. This is the 
operating philosophy for most of our products. 

Now here's an example of a Datadog customer that specifically worked on this. So this is a very large data analytics company, and 
they grew their logs 22x, 22x between 2021 and 2023. Now what's happening in this case, as you can see on the slide, is the volume of 
logs grows exponentially, but their unit prices, the unit prices that they spend on logs has gone down exponentially, almost at the same 
rate. And this is a combination of 2 things. 

One, obviously, at higher volumes, you get higher discounts, so that reduces the price a little bit per unit. But the even bigger factor 
here is the ability for the customer to process all the logs and just use a small fraction of them for real-time analytics and pay for only 
those. 

In addition to that, we continually strive to make our products less expensive by pursuing innovative technologies, building out new 
things, that help customers ultimately save money with Datadog. 

So we'll take a next step in this direction by building technology that allows users to operate on data that's even larger volume in long- 
term storage, so they can use it while they are storing it in long-term storage. 

Flex logs are a great example of this. We put a lot of engineering effort. We heard about Husky earlier this morning. With this new 
technology, we are able to manage the costs in a way where the storage costs are much, much, much lower for the customers. In 
fact, it's almost at the same scale as what they pay cloud providers for storage while providing them the ability to operate on these 
logs, and then providing them a second-tier storage that allows customers to take a subset of these logs and in real time, do alerting, 
dashboarding and things like that. 

The takeaway on this, we spend a lot of money on R&D and a lot of it has to do with customer benefit, reducing the operating cost for 
the customers, finding ways to customers -- for customers to manage ever-increasing scale and volume of data and bending their cost 
curve. 

Here's an example of a very large payment processing customer where we put some of this innovation to work. This is a large 
fintech company, paying us tens of millions of dollars a year. They started with us in 2017 with one product. And as they grew their 
environment, they added more products to it and they had many other tools in their environment as well and we consolidated most of 
these tools, except one, which was logs. 

In this specific scenario, the problem that they had was every vendor that would go to them, they would say, well, we are at this large, 
very large scale, can you make it more efficient for us to buy it from you rather than build it ourselves? And the answer would almost 
always be no, because they were at the scale where, at least in their minds, they could do it cheaper at their scale than buying it from 
someone else. 

So we work with them, we work with them and with all the technological innovation that we've done over the last 2, 3 years, we 
went back to them and we analyzed all the data that they were using. We looked at what they were spending money on. And we were 
able to very, very quickly show them that we could give them the same solution -- not the same solution, a much better solution than 
them with higher resiliency, much better user experience at relatively the same cost that they were incurring themselves in terms of 
engineering and infrastructure. So -- which was a good win for them because they could use our products, which have been developed 
with so many different users with hundreds, thousands of engineers that work on usability and so on to provide a solution that they 
didn't have to worry about anymore. 
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So with this, I'll end and hand it off to the closer -- the star of the show, David. 

David M. Obstler 
Chief Financial Officer 

Thank you, Amit. As Amit said, I'm David Obstler, I'm in my sixth year as Datadog CFO. And welcome to everyone. Glad to see you. 

I wanted to start off by summarizing what you've heard today from my colleagues. First of all, we believe we have large long-term 
and growing opportunities. Second, we've been investing against those opportunities in R&D and product, in both significantly, and 
I would add smartly, in order to expand our platform -- observability platform as well as beyond to address additional use cases. 
Second -- thirdly, and I think you've heard this in everybody, we're laser-focused on solving client problems. And a lot of our product 
decisions come from our interaction with our customers and helping them solve a broader list of products. And that's resulted in 
significant platform innovation and growth. 

We have a very effective go-to-market strategy of land and expand, and you've heard many case studies how clients have started with 
us in parts of our platform and have expanded beyond that. And I want to wrap up by echoing what everyone said, which is we meet 
customers where they are, and we try to solve their pain points and deliver value. 

Now I want to give you my CFO version of closing the loop. I'm using it. How do we turn all this opportunity into revenue 
growth, attractive margins and growing cash flow? So to start off, I want to peek a little bit at our history. And we've been successful 
in delivering against our financial metrics. 

Over the last 5 years, most of which is a public company, we've grown our revenues over 50%, we're now over $2 billion. And with 
that investment that we've all -- you've heard about today, we've still been able to expand our EBIT. Margins have expanded from 
approximately breakeven to -- in the last year, delivering 23%. And at the same time, we've delivered substantial growth in cash flow. 

So how do we do this? What are the drivers of all of this? And I think one of the most fundamental ones, and this goes back to a 
quantification of what you've heard about a lot of customer examples today. These are our cohorts by year -- by year they landed on 
Datadog. And you can see from this that we've had very strong growth in using different parts of the platform, buying new products 
and using more of parts of the platform they already use, both in terms of the growth of this and the long-term nature of this. And this 
gives a lot of confidence that we can continue to invest and create even more value for our clients. 

In our land and expand model, we've had a very strong contribution of both getting new customers, and I'll talk about that, and that is 
here in the green, as well as adding to our customers, and both of them have and we anticipate to be very important growth drivers for 
us. 

Now I want to dive a little bit into the way we have grown our customer accounts that you heard from Sean, you heard from Oli, 
you heard from Angie, et cetera. This has been a very strong combination over the years of our customers expanding their digital 
footprint, putting more applications and us going into different business units in clients, which is the expansion of existing products in 
orange, as well as we've expanded the platform, having our clients buy more of the products. And in terms of the expansion of 
existing clients and therefore, our net retention, that's been somewhere in the range of 70%, 75% coming from expansion of products 
that they own and 25% or 30% from new products. That's been persistent and healthy and further evidence of the expansion of our 
relationship with our clients. 

Now you know, this has not been a straight line, particularly over the last couple of years. We've had a lot of things that have 
happened in the environment. And as we talked about on our earnings call, we've gone through a period of optimization. And what 
we said to repeat was we started to see signs in Q3, which continued in Q4, that the areas of the market that have most substantially 
optimized have stabilized and they began to grow. And we've seen our customers get back to work in launching more digital 
applications. And the evidence of that here, as we said on the earnings call, is in Q4, we began to see our trailing 12 months of ARR 
add, what we added in business over the previous 12 months, inflect up for the first time in a year or so, meaning that we're adding 
more ARR in the latest 12 months than we did in the previous period. 

Repeat what we said on the call, which is that this is very good signs of stabilization. There's still risk factors out there, but we're 
starting to see a firmed up market and are exciting to enter this year on more firm footing. 

Now sort of underneath all that, what's enabled us to have this type of performance, despite the headwinds. And it goes back to the 
retention of customers. Our customers, once they adopt Datadog, they stay with us, and this is gross revenue retention. This is a 
measure of customers sticking with us. And I think as we said, that number has been very strong in the mid-90s for a long time, and 
was rock solid throughout the period we went through. 
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In fact, our enterprise gross retention is 98% to 99%. Once a client of sophistication adopts Datadog, they stick with us. The mid- 
market has been in the upper 90s and even in SMB, it's been in the mid-90s. And that is a very strong signal to how important Datadog 
is to our customers and how effective we are in solving problems for them. 

Now looking forward, as we -- as many have talked about, we're confident that we're just getting going. And there are many revenue 
opportunities for us to realize. And so I want to sort of churn through some of those, to talk about some of those, and Sean talked a 
little bit about that. 

And the first of those is new customer acquisition or new logo growth. Now going back to history, we've been -- we've done very well. 
We've more than doubled our customer count over the last 5 years. We have 4x plus expanded our 100,000 customers. And we've also 
grown our $1 million customers substantially as we've talked about, 85%, 86% of our ARR comes from customers who have scaled 
with us and are spending $100,000 or more. And we also have the longer tail we talked about. 

But we think we're just scratching the surface. We think our penetration of accounts that are using the cloud to deliver products to 
customer, it's about 5%. Now the hyperscalers have millions of customers, so we know there's very big demand. But what we did here 
was we looked at cloud spend and we looked at who is using the hyperscalers and narrowed that down to around 500,000 customers. 
So I think it's been discussed by Oli and others, we believe we're very early in this cloud migration, digital application, and there is 
much -- many more customers to get. 

Next opportunity, talked a little bit about the cross-sell, but to give you a little more flavor of that. This is a slide you've seen, but we 
are expanding in a number of ways, both in terms of the platform itself. But -- and I think you've heard that. That is enabling us to 
expand the personas and who's using it. As Olivier said, we are and want to be ubiquitous, meaning everybody uses us. That's one of 
the cores. And if we expand the product and expand the use cases, we feel we can do that. And to give you a little more flavor of that, 
and this is what we report every quarter, you know this. But we've been -- but to emphasize it and put it on the graph, we have been 
expanding the multiproduct adoption in the company for some time. 

And this quarter, we added a new metric, 8 products. And I think you saw some examples of that. We added that because we have a 
meaningful number of our customers that are using us more broadly. And so we're seeing that kind of growth from 1 or 2 products all 
the way out to 8. Now that's good news. But there's a number of factors here that we see. First of all, we have a lot of customers, as 
you can see here, that are not using 8 products, that are not using 3 or 4 products. So there's a lot of opportunity. And what we find is 
there's a very strong correlation, of course, between what they spend with us and how many products. This is not a trade out a one for 
one. It is 1 plus 1 equals a lot more than that. So the orange bar chart show what happens as you've seen, as we expand the product set. 

Now to give you a little more flavor, 60% of our customers today do not use all 3 pillars. So there is a tremendous opportunity to 
continue to cross-sell and have our customers about more of the platform even when you go to the core 3 pillars. And why that's so 
exciting? Customers who adopt all 3 pillars spend on average 10x more with us than customers that don't. So we feel there's a lot of 
opportunity, as you've heard, and continuing to work on product adoption. Okay. That is one part of it. 

There's another part of it, and they're related, and we've talked about this over the last couple of earnings calls. We think there's a very 
strong opportunity to consolidate in the cloud monitoring. And to give you a little flavor for why we think that, we've looked now 
over time at the deals, whether they be new logos or existing customers that are over $1 million and about 50% of those deals involve 
consolidation. So there's something else there. It's either open source, it's another vendor. It's a cloud. 

And another good news is that those consolidation deals have an average booking 4x the amount of the nonconsolidation deals. 
Further evidence that we are winning in the market and consolidating the spend. And the evidence of this is, when we went public, we 
were not the largest company in observability. But over the last 5 years, you can see our growth. And you can see that by customer 
acquisition, by cross-sell and by consolidation, we are the largest, and we -- our growth rate has been quite a bit more than our 
competitors, all driven by that platform expansion that R&D, that go-to-market, the frictionless and this is evidence of it. 

Now, another thing that we're working on is investment in areas where we don't quite have the penetration that we might have in 
native cloud from where we started. And there are a number of opportunities. First of all, to look at from an industrial point of view 
and understand that we're penetrating more traditional industries. As has been said, everyone is going to be a cloud company. And 
so therefore, some of our fastest-growing industries that we service are in airlines, energy, financial services, health care. You saw 
examples of that. So we've seen that as a trend, which means that the penetration of digital applications and the need for monitoring is 
spreading throughout the world. 

One of those that I want to highlight that Sean also mentioned was the public sector, and we're very early on in that. In fact, about -- 
Gartner published that about 12% of the IT spend is in the public sector and about 1% of our ARR is from the public sector. And so 
we believe we're just getting started. And in order to facilitate that, as you know, we've achieved medium impact. We've announced 
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that we're going to be -- go for high impact, which will allow us to access the demand in the defense industry. We have an instance the 
GovCloud, and we're investing in go-to-market. So that's just one of many examples in underpenetrating areas that we think are in our 
future. 

And Sean also talked about geography. We talked about our growth, and it's right here from 25% of revenues to 30%. We have been 
investing significantly in a number of markets, and it's paying off. And some of the ones you've heard of today, but just to echo that, 
that we have been successful in and are investing are Japan, Korea. We're entering -- we've been servicing India from Singapore, and 
we've just entered India, it's a huge market, and so we're going to be there and Latin America. And that's just scratching the surface in 
the number of geographical opportunities we have. 

And then to circle back finally to where we started, which is the opportunity and the size of the market. And Oli went through that. 
But in order just to sort of summarize that, there are very strong secular tailwinds. This is one of Oli's first slides. The cloud market 
is expected to grow at 20% and I think, we mentioned, get to over $1 trillion. And that's at the bedrock of what creates the demand 
for us. And the observability market also is large, $51 billion we put out and is growing 11%, and it is very large. And in addition, we 
talked today about expanding our footprint. And again, this is research and Gartner, et cetera. The cloud security TAM is $21 billion 
and growing 16%. And I think you've heard about our investment there. So we have very large TAMs, diverse TAMs and additional 
TAMs to service. 

Okay. I'm the CFO. So I'm going to talk a little bit about profitability and margins and go back a little through history of where we've 
come and where we might be going. This is closing the loop even more. We have been a very strong performer on the margin line, 
and this is the history. We expanded our gross margins by 600% over the last 5 years. All credit to the engineering projects that we've 
executed as well as, as Oli has mentioned, are eating around cooking, our use of our own cloud cost management software. This 
enables us to monitor this on a regular basis and achieve these kinds of results. 

In addition, we have been able to expand our operating margins from roughly breakeven to 23%. And with that, we've produced 
strong cash flows. As was mentioned, we are a product-led company, and there are many opportunities around R&D. I think Alexi 
said, as we get more efficient, there's a whole list of things to do, and we've maintained a very strong posture in R&D. And to 
evidence of this, this is a slide that we look at. We looked at the epicenter of Datadog. Are we investing in the platform to continue? 
And we are. 

This is a look at us versus our competitors in terms of, one, how much we invest and the percentage and the path of that. And we 
have been very successful in making those investments, monetizing those investments, creating value, and this is an evidence of it 
compared to the competitive environment. 

One of the things that makes that possible is that we have very strong go-to-market sales and marketing efficiency. That's the 
frictionless model, the way the platform is designed, the way clients are able to interact with us and buy more products. And that's 
resulted in despite substantial expansion of our sales and marketing investments, being efficient, which allows us to invest in our 
product and grow yet also be very efficient in our margins. 

Now that's a little bit of a look at the path as context. So in looking sort of forward as the last part of my presentation. I want to review 
what we said at the IPO and what we're doing now. And I would say, like I said, we've met our goals. At the time of the IPO, we said 
upper 70s of gross margin. We said in terms of operating margin, 20% to 25%. And we have been smartly investing and achieve that. 
So that that's sort of what we've done. And we're updating. This time, we're updating our margin target. As we've been able to balance 
the investment in the company with the efficiencies in the company, we're putting out a new target, a long-term target in margins of 
25% plus. 

Cash flow. We've been above operating margins -- in our cash flow margin. And where that goes from here, we think that it will 
continue in 2024. We said that on the call. From there, that depends a lot on our tax rate and our cash tax, which I'll get to in a second. 
In terms of using this cash, our capital allocation goals have been consistent. We're generating healthy amounts of free cash flow. 
We want to make sure we have the flexibility to make these investments, organic or inorganic. And we have been very disciplined 
and gotten very high returns from our acquisition strategy. We certainly look at what's out there. It's -- as you know, it's been largely 
focused on expanding R&D capability and our platform. And we've been disciplined and we'll continue to be so about that. 

I mentioned tax. Right now, we are not a significant cash taxpayer. $20 million to $25 million, we're forecasting for this year. We got 
an SEC comment and we put out this time a long-term effective tax rate. And what that does is that's a theoretical tax rate as if you are 
not deducting stock-based comp, and you don't have NOL’s. And that's sort of a long-term tax rate. 21% is what we put out. 

When that happens, we don't know. We have the stock-based comp. There's a discussion going on in Congress about the capitalization 
and deductibility of R&D, which is important. And that will determine when we start becoming a more substantial cash tax payer. I 
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would say we will maintain that premium of free cash flow over EBIT. And I don't know exactly when all this is going to happen, but 
we'll update everybody as we understand that cash tax position. 

Lastly, in terms of our stock-based compensation strategy and dilution, we always balance the providing incentives to attract and 
retain the talent that fuels the company. We want to do that versus creating shareholder value. And so the goal that we've been 
operating with and we're putting out here is dilution of 2.5% to 3.5%. And I think we've been pretty prudent about that. We gave a 
history at the bottom, showing that we've had this type of target. And in the last couple of years, we've ended up slightly below that. 
So we're watching it. Hopefully, that gives you confidence, but we also want to make sure we're providing the right incentives to our 
people. 
And that's my last comment. With that, invite up the second half speakers and Oli for a second Q&A session. Are you going to repeat 
the rules? Or do you think they all can remember them. 
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Question and Answer 
Yuka Broderick 
Investor Relations 

Okay. So I'll let everybody get seated. Same rules apply. Okay, everybody. Let's start on David's side. 

Eric Michael Heath 
KeyBanc Capital Markets Inc., Research Division 

All right. Over here. Eric Heath from KeyBanc. Really appreciate this. So Prashant had this great slide, where I had dev on the left, 
security on the right, a lot more users in dev, a lot less in security. But the ability to monetize is probably much higher on the security 
side. So -- you guys have a lot of customers using your security products, but it seems like maybe you're not monetizing it to the 
extent you can. 

So Oli and Sean, I guess a question for you just -- is this something that you think you could get more deeply penetrated with your 
customer base? And I know that's kind of the direction you're going, of course, but maybe it entails having a go-to-market sales 
overlay. So I'm curious your thoughts of how you're thinking about this to further penetrate the go-to-market into the security 
organization? 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. So the one thing I'll say on that is I think the security vendors are overmonetizing the security users right now, especially when 
you put that in perspective with the actual usage and the value that is being derived from those products. One thing we do and one 
thing that is very different about the way we sell security today is that it is all usage-based. So if our customers don't send the data and 
don't use the product, we don't actually get to charge them. And I think it's a much healthier situation when you consider the amount of 
shelfware and have deployed or have used security products that are out there. 

As I said in the earlier session, the strategy really for us is to have the combination of bottom-up and top-down for those -- for selling 
to those sophisticated customers in the security side. We know there's a lot of value to be had there. We know it's a large problem. We 
know customers are ready to pay up for solutions that actually make a difference. So we're confident in the approach there. By the 
way, I'm disappointed. I was expecting a question on the tax rate for David. 

Yuka Broderick 
Investor Relations 

All right. Megan. 

Taz Koujalgi 

Wedbush Securities  

It's Taz Koujalgi from Wedbush. A question for David on the tax rate. Going forward, when the tax rate goes up to 21%, can we foresee? Can 
we 
expect the free cash flow margin to come down or be lower than the operating margin? 

David M. Obstler 
Chief Financial Officer 

We haven't given guidance on that. Certainly, paying cash taxes will be a cash flow element that we haven't had. There's a lot of 
uncertainty given the stock-based comp, the share price, of course, the Congress as to when that will happen. That will be one factor 
to make it more narrow. But at the same time, we've also had, as you heard on the earnings call, an extension of contract duration and 
strong RPO growth. So it's really the interplay of the working capital and the tax that will determine that. 

Taz Koujalgi 

Wedbush Securities  

Just this one follow-up for Oli. Oli, can you talk about the tax rate of your solutions in the installed base and what the best case is? 
Because I think the industry number is about 20% of the workloads are being observed or monitored today. What does that look like 
for your installed base? And what is the best case of tax rate in your customers today? 

Olivier Pomel 
Co-Founder, CEO & Director 
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So the number that's usually floated and that we owe to Gartner and we all have seated into our minds is 15% of applications are 
being monitored with APM. I think the -- in all cases, we have 2 sides of it. On the infrastructure side, typically, all workloads are 
monitored, like it's -- unless it's noncritical in development, all workloads are monitored. If you don't monitor it, you have no idea 
whether it's doing what it's supposed to do to start with. 

On the APM side, we actually see our customers that are deep into deploying our APM product, end up instrumenting way more than 
the 15% that you hear about in the rest of the industry. And we think in the end, as we make the -- as we remove the friction from 
instrumenting with APM and keep delivering more value with it, I think substantially every single application, every single workload 
would be monitored with APM. You know the example. In the latest couple of quarters, we've released a product for data streams 
monitoring, which looks at the way data goes through queues, systems that are built around queues, Kafka queues, for example, and 
stream processing. Fundamentally, you could consider this kind of product as part of being an APM suite, but it's just not something 
that was covered very well by APM products before. And so as we keep going deeper and broader with our customers, we keep 
adding these building blocks, so they can get end-to-end coverage at the application level. 

Yuka Broderick 
Investor Relations 

Great. All right, David? 

William Verity Power 
Robert W. Baird & Co. Incorporated, Research Division 

All right. Yes. Thanks for all the conversations today. Will Power with Baird. A question perhaps for Sean, a lot of discussion around 
both tool and vendor consolidation. David alluded to it as well. I wonder if you could just talk about how, if at all, that changes the 
enterprise go-to-market motion, what's required for those -- that type of complexity? And how important are your partners there, GSIs, 
et cetera, where do you stand on those relationships? 

David M. Obstler 
Chief Financial Officer 

Yes, I don't think it changes our go-to-market motion at all in enterprise. As we engage with our enterprise customers, again, it's about 
understanding and do a lot of discovery with them to identify the value that they're looking for or the pains that it might be associated. 
Many times, those conversations will flow between different use cases and then we'll identify solutions that may be open source and 
other off-the-shelf tools, and they just become part of the overall solution for the problems that they're trying to solve. 

I think with our partners, it's certainly an opportunity for us. Again, we primarily have gone to market directly, but our partners 
obviously have some very deep relationships, especially the SIs with large enterprises, where they're driving transformation as these 
companies move to cloud and just go through digital transformations. So they can definitely be a huge ally for us as we continue to 
progress. 

Yuka Broderick 
Investor Relations 

Great. [ Megan side ]. 

Gregg Steven Moskowitz 
Mizuho Securities USA LLC, Research Division 

It's Gregg Moskowitz from Mizuho. Just a couple of questions on the targets. First, for Olivier, you pointed out throughout the day 
as have several of your colleagues all of the opportunity that exists for Datadog on the platform, inclusive of AI, some of the new 
products, security, et cetera. And I'm wondering if you'd be willing to just sort of discuss how long perhaps you see Datadog as 
remaining a high-growth company. 

And then secondly, for David. So certainly, we've seen some really good progress on the operating line. Having said that, the long- 
term guide of 25% plus isn't that much beyond where you wrapped up 2023? So if you could just talk to that and just additional -- the 
potential for additional leverage over time. 

David M. Obstler 
Chief Financial Officer 
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Yes. So on margins, I think we said that last year, because of the environment and also our success in optimization that we invested 
slower than we expected. We got to that margin at the end of the year, the 28, but we gave guidance for 2024 because we feel strongly 
about -- so strongly about the investment opportunities that is more in the lower 20s. We want to maintain whereas we think that -- 
and we know there's a lot of scalability in economies in the model. We want to maintain the flexibility, as you say, to invest against 
the growth opportunity and feel that -- and the long-term target is we didn't put a date on it, but it's where the business might be 
adding. But always try to balance the things and we want to maintain the flexibility to make the right investments to maximize the 
growth of the company and add value to clients. 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. And look, if you look at the trajectory we've had on the margin side over the past few quarters and when we were in last quarter, 
we already of the above that 25% target, and it doesn't take a lot of imagination to see how it could be even more. So there's very little 
doubt in our minds that at scale, it's a very profitable business. As David said, though, there's so much opportunity and so much we 
want to invest in, and it is our advantage over everybody else in the field right now that we get to scale to go deeper and broader into 
the product and to get -- we get to make all these investments on the engineering side because of the efficiency of the business. So we 
want to push on that. 

Now your question was how long are we going to be a high growth company? The answer is very long. I think one question that's 
on people's mind is why did we gave a long-term target or revenue target or something like that. And the reason for that is we're 
extremely ambitious in terms of what we're trying to do. I mean, I said in my part, we think in observability alone there's a 5x or 10x 
to be had if we do it right. And then there's all this sort of stuff we talked about. 

So obviously, very large in terms of the revenue we can reach. The one thing that is specific to our business, though, is that we are 
built on digital transformation and cloud migration. And we don't fully control that groundswell or the rate of migration of that 
groundswell. So it's sort of difficult for us to pin that growth at 3-, 4-, 5-year horizon to know exactly where it's going to be. That 
being said, we're very, very confident in the overall management of the opportunity. 

Yuka Broderick 
Investor Relations 

Great. Ittai? 

Ittai Kidron 
Oppenheimer & Co. Inc., Research Division 

Ittai from Oppenheimer. Great presentation today. Question for Olivier and David is -- and it's the same question, but hopefully can 
answer it in 2 different ways, which is if we look 3, 4 years down the road, what will be considered success for you in security? And 
the reason I'm asking this is in observability, clearly, you're the #1 player. Even though you have a single percent share, you are the 
#1 market share, you have the broadest platform, brand and go-to-market. In security, you don't. You don't have the go-to-market, you 
don't have the brand, and the portfolio still has plenty of gaps to it. Whereas in security, they already are very established vendors with 
lots of those things that you're missing. 

So I'm trying to get my hands around, if we look 3, 4 years down the road, are you a top 5 player in security in the application space. 
Yes, no? Maybe you can answer it, Olivier, from a qualitative standpoint, David, maybe from a quantitative standpoint, what is 
success for you here? Would you settle for a #7 position in the market, making $300 million? Is that good enough? 

Olivier Pomel 
Co-Founder, CEO & Director 

Yes. So to comment things, so quantitatively -- and David can speak more to that, we -- it has to be a meaningful part of the business, 
something that we discuss as part of the earnings. So that's one thing. Second thing, we want to be to go from the point where -- right 
now, we're very successful at the team level with our customers, or we can be wall-to-wall in small- to medium-sized customers. We 
want to be at a point we can be wall-to-wall at very large customers and fulfill all of their security needs. So that's the second one. 

The third one is we actually want to deliver better outcomes to our customers in security. Right now, that's not the case. With 
whatever they're using, they're still behind. We want to get ahead of that. And I think if we can get all of that done, in a few years, 
we'll be in a great spot for what comes next. David, do you want to explain maybe how investments -- so internally, when we talk 
about investments, when we go to get money from finance, it's not a gift. It's a loan. We have to pay it back with the additional 
revenue. So you can tell a bit more on that. 
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David M. Obstler 
Chief Financial Officer 

I'm a numbers guy, but I'm not going to give you a number, but I will say I'll harken back to some of the other analogies. When we 
talked about right now, having the business being over $2 billion with infrastructure, $1 billion and logs in APM, the combination 
of getting to significant revenue, as an example, as well as the kind of penetration and attach in a meaningful way is the kinds of 
things that we look at as to whether we are successful. So those are -- without giving a number, there are some other analogies in the 
company that we've accomplished that are in our mind when we think about what we can do in cloud security. 

Yuka Broderick 
Investor Relations 

Great. Megan side. 

Gray Wilson Powell 
BTIG, LLC, Research Division 

Great. Gray Powell from BTIG. So that was a good question that was just asked, and I was going to ask part of it at least. But sticking 
with the security side, can you maybe talk about where your advantages lie or your differentiation within your security products? 
And I guess I'm looking at it from 2 different sort of categories, like the SIM space is pretty crowded, but there's been some M&A 
there for a couple of companies, so maybe that creates an opportunity. And then on the CNAPP side, I mean, it's -- there are a lot of 
players. There's easily like 10 legit players in that space. So I guess my question is like what gets customers over the hurdle to go with 
Datadog? And just where are you most frequently landing and seeing your initial success? 

Amit Agarwal 
President 

I'll take that. So our biggest advantage is in the fact that we bring the observability and security data together in one place. Mostly 
the people that use our products are teams that are running large-scale cloud applications. These are not corporate IT teams that are 
securing e-mail servers and so on and so forth. These are revenue-generating applications that they run at a very large scale. And it's -- 
and these are all homegrown applications as well. These are not like third-party applications that they run in their environments. 

In order to secure all of these, you need to bring the data from observability, which keeps changing all the time because they push out 
new changes to these applications every single day. Every single day, maybe every hour. Bringing that together with the security data 
is the only way we believe there is to secure these applications properly. And I think that's where our core advantage lies is in bringing 
this data together. So teams can actually debug problems quickly, solve them, fix them as opposed to having 2 separate siloed teams 
that are just operating on their own where one team goes and makes a change and another team goes and shuts it down. 

Yuka Broderick 
Investor Relations 

Okay. Great. Peter? 

Peter Weed 
Sanford C. Bernstein & Co., LLC., Research Division 

Thank you very much. This is actually incredibly helpful. Peter Weed from Bernstein. I think in the earlier presentation, there was an 
example slide put up that showed customers adopting product, and it kind of emphasizes the huge scale, obviously, and David, you 
just pointed it out with the existing monitoring metrics and APM and logs. When you think of all the other potential product categories 
that could get to that same scale, and I don't mean their scale today, but I mean like proportionally that large in the organization, you 
might spit out and say, yes, it's security. But it's probably unfair just to say like that's the only thing that you think could be a huge 
business like that. What are we missing? What are those next tent poles that would be beyond security that could be that scale that we 
see out of those 3 tent poles today. 

Olivier Pomel 
Co-Founder, CEO & Director 

Well, if you remember the slide I had like with the going from shifting left and shifting right, and there's a big opportunity on the 
left side with the developing and shipping and testing software. And we do some of that today already, and it somewhat reaches into 
synthetic testing, which we already have a fairly large business in. But we think there's potentially a very large opportunity there. If 
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you look on the right side, at user analytics and product analytics and more generally speaking, business analytics, there's quite a few 
opportunities there too. Again, we're barely scratching the surface of that. 

Today, we're building that on the back of our digital experience products and resource monitoring. But there's clearly a demand for 
there, and there's a whole category of products that live in that world. So we think it's a potentially large category, too. If you look 
at the bottom part, the cloud service management, right now, they are very, very large companies that are built on this, maybe for 
another era or another kind of other kinds of environment, but this is also a very large opportunity in it's own right. So the way we 
see it, there's opportunity everywhere. I think for us, the question is being aggressive enough in terms of going after enough of it and 
being determined enough in keeping -- developing those products over time, so that they can go from being applicable to a smaller 
range of use cases to a small number of customers go from there to be broadly applicable to the whole of our customer base. So we 
think these are all massive opportunities. 

David, any other comments? 

David M. Obstler 
Chief Financial Officer 

Yes, I think that's right. When you think about not only that, but also the expansion of the observability platform itself -- into not only 
the consolidation and all, but into workflow management and the cloud service management, don't forget, as Oli said, 50% of the 
investment in the companies and the platform. So there are many ways to add value to our clients in the platform itself. 

Yuka Broderick 
Investor Relations 

Great. Megan's side. 

Koji Ikeda 
BofA Securities, Research Division 

This is Koji Ikeda from Bank of America. I have a question, maybe it's a sales question for Sean around how you sell to the biggest 
enterprises out there? To think about the ones with the longest transitions to the cloud, 10-, 20-, 30-year transitions to hybrid cloud, 
multi-cloud, whatever it may be, how do you convince them to use Datadog as a long-term solution? Clearly, Datadog is aligned as 
the Dev SecOps platform for next-generation tech stacks, but many other vendors out there, whether it's observability or security, 
that's really touting a value prop of, hey, we could address the future, while addressing the past. So how do you get these slower 
moving customers with mega budgets out there comfortable with taking a long-term bet with Datadog. 

Sean Michael Walters 
Chief Revenue Officer 

Yes. And as you see, we've been at it for a while, certainly. And it really comes down to the way we go to market. We're not heavy 
to come in and top-down cell. Our motion is very much find use cases that we can attach ourselves to. So even in these large 
organizations thereat may be more legacy and some of the more legacy industries, we're identifying transformative use cases that we 
can go in and attach ourselves to. And as you saw in some of the examples that we showed, it may take some time by winning the 
hearts and minds of those folks as they continue to transform the organization. 

And then they have that epiphany where digital transformation becomes a priority, and we've embedded ourselves as the solution 
for doing that. And then business units grow, products grow and they continue to grow with us. So I think we continue that motion 
for those companies who are not yet Datadog customer. We're investing in that and making sure that we're putting a lot of like very 
focused attention on getting those newest customers through how we organize our teams and kind of the motion we use with those 
companies. 

Amit Agarwal 
President 

One thing I'll add to that is many of our largest customers also look at the digital natives and how they operate in cloud environments. 
So they want to look at those companies and look at them as almost the pioneers of how these things need to be done. So many of 
those companies use Datadog as well. And that's one of the ways that we get introduced to many of these companies because they're 
looking to move to the cloud and use best of breed, which is us in many of these situations. 

Yuka Broderick 
Investor Relations 
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All right. David's side? 

Yun Suk Kim 
Loop Capital Markets LLC, Research Division 

Yun Kim from Loop Capital. Sean, as your installed base increases, obviously, your renewals become more important. It's becoming 
a bigger mix of your business. Any dynamics to point it out? Is that when you attempt to do pretty big expansion pitch then, try to set 
it up a bunch of use cases on the time of renewals, that's when you try to make the big pitch for expand? And then just -- obviously, 
the contract lengths are increasing. Are you seeing any -- some of these customers who committed multi-years coming back early 
or they increase their product adoption increases or the usage increases, especially over the last couple of quarters. And how are you 
addressing those types of scenarios? 

Sean Michael Walters 
Chief Revenue Officer 

I think in general, we're meeting the customers where they are. So we don't prioritize long-term deals versus short-term deals. It's kind 
of whatever the customer is interested in, and that's how we're going to engage with them. So obviously, as a sales organization, we 
spend a lot of time in conjunction with the product teams, with the customer success team and servicing the customer, identifying 
areas that they may have challenges and it kind of happens naturally. 

So we'll hear about new use cases, which bring in new products. We'll do more proof of values or more due diligence with them 
around solving those problems. And then that can ultimately lead to an expansion contract if they find that their usage is strong, they 
may or may not come to us earlier for renewals. But again, it's mostly about the interest of the customers and how we can solve those 
problems, and that's how we'll engage with them. 

Angie Holt 
Senior Vice President of Customer Success 

And just to add on to that, I think that's spot on. It's really understanding the customers' outcomes where the customer is trying to go 
and delivering value against those with introducing what other products we have that can help them. You mentioned the long-term 
commitments and multiyear commitments. It is a trend that we have been seeing more customers moving towards, especially in this 
year of optimization where customers are doubling down, where they're able to -- some customers are now coming out on the other 
side, where they're able to forecast their business a little bit more and want to double down with their growth with Datadog. 

It partly could be because of locking in pricing and with interest rates going up and trying to prevent against inflation. It could 
also be because renewals take up time. And so I have to go through the procurement process every year is a detractor for them as 
well as for us, right? It takes you away from doing the building and developing your business for growth. So it is a trend that we're 
seeing, customers moving towards more so. But like Sean said, not something that we're actively pushing because we want 
customers to do what works best for them. But if that's the way they want to partner with us, obviously, it helps support a long-term 
partnership for us. 

Sanjit Kumar Singh 
Morgan Stanley, Research Division 

Sanjit Singh, Morgan Stanley. To build on Ittai's question earlier about Datadog being the #1 market share in IT Ops, which 
is totally true. But the market being fragmented, I think that's reflective of the category that has historically been very tied to changes 
in compute cycles. So we never got historically the $10 billion company coming out of this category. And so I guess my question is 
we're sort of on this dawn of a new compute cycle, and there'll be -- I'm sure there'll be further changes down the road. 

What's going to keep Datadog like continue to sort of hit the mark and be on top of all of these changes in compute cycles to keep 
from getting disrupted essentially? I mean you guys were spot on with Kubernetes and microservices, feels like you're on top of 
serverless, but there are things that come, and what's going to be the secret sauce that keeps you on top of these compute cycles? 

Olivier Pomel 
Co-Founder, CEO & Director 

Change being the name of the game since we started the company. I think we are -- to your point, when we started Datadog, it was just 
the beginning of cloud instances, so the world was just coming off the VM, the virtual machine era and into the cloud instance era and 
containers didn't exist. Or I mean technically, yes, you could do container like things on Linux or whatever. But it 
was not something that was broadly used. Serverless didn't even exist. So all of that appeared later on. 
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Today, as you saw in some of the presentations, the way infrastructure is consumed is less and less whole instances and more and 
more containers. You saw the annual growth of cloud instances is quite a bit lower than the annual growth in containers. So the 
whole computing padding has changed. And we had to continuously evolve with that involve the platform, the product, the back end, 
everything as follow up. 

I think we've never been in a situation like the previous generation of infrastructure monitoring products, where we could divest in our 
laurels for 15 years within a generation of compute. Everything has been moving a lot faster. By the way, there's an interesting fact 
about infrastructure monitoring, in particular, as part of what we do. In general, it's super sticky. That's why we have this extremely 
high growth retention numbers. Of course, our product is great, but the category itself is sticky. It is very low on the infrastructure, and 
it's really, really difficult to change because there's all these other things that are built on top of infrastructure monitoring. 

What happened to the previous generation of companies is that they -- because it was so sticky, they didn't really have to innovate to 
keep their customers. And as a result, they were unable to build and follow what's coming next in the year, and that's why they stop 
growing at some point. I think we're in a very, very different situation as evidenced by the continuous investment we're making, both 
in existing products and the new products. 

Amit Agarwal 
President 

And one thing I want to add to this is, look, you saw we have customers that span the gamut from large enterprises to very small, 
very agile companies. And we believe very strongly that having a healthy mix of customers across the entire spectrum helps us keep 
innovating because larger customers tend to move slower and smaller customers tend to move much faster to technology adoption. So 
the early signal, the leading indicators of what technologies are coming next usually come from the smaller customers, and we focus 
very heavily on that. And our bottom-up adoption part of it is that, like just listening to customers and making sure that we are serving 
all of them across the spectrum as opposed to just focusing on one side or the other. 

Sanjit Kumar Singh 
Morgan Stanley, Research Division 

Yes. I mean, that was sort of like going to be my follow-up, is that in terms of serving that mid-market, maybe SMB customer, you're 
going to -- that's still in the playbook because there's a lot of companies that talk about moving upmarket and large enterprise, but you 
guys are committed to serving that market to get that signal in terms of where the puck is going. 

Olivier Pomel 
Co-Founder, CEO & Director 

And look, it comes at a cost, right? I mean it's a deliberate choice because as I mentioned today, the bottom half of our customers 
represent 1% or 2% of our revenue. So one question we get some time is why bother? We bother because we actually get a lot of value 
in terms of knowing where the world is going, what technologies are being built to adaptive. And we get all of these customers, all 
these small companies or even individuals in some cases, to use our integration with new technologies and make sure that the product 
does the right thing. It also pushes us to keep the product simple so that it can be easily adapted. 

Yuka Broderick 
Investor Relations 

Great. All right. David side. 

Frederick Christian Havemeyer 
Macquarie Research 

Fred Havemeyer with Macquarie. I was really tempted to ask about tax rates also. But I think I'm going to go in a different direction 
and revisit what I was asking about in the call earlier this week because it was great to see more about your AI strategy. It's great to 
see bits. But I think at this point, I'm meeting, I think, almost one founder a week that's building agentic startups that are trying to 
automate away a lot of different roles. And many of them are focused on DevOps and security and the like. And I'm not saying that 
any of them, they're great founders. We're not saying any of the companies will actually do that. 

But I'm trying to understand also if we consider like a maximalist future here where as some of them might argue, developers go away 
in 5, 10 years. Security potentially goes away. DevSecOps is automated to an extent. How do you think -- and in this hypothetical, 
how do you think Datadog continues to exist and grows? And generally speaking, what can you do to help enterprises also continue to 
grow and improve how they're operating their infrastructure in such a future? 
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Olivier Pomel 
Co-Founder, CEO & Director 

I mean I'll just take off the table the future where we don't need anybody to work ever again because I think that goes as broader 
questions about everybody in the room. But the -- in general, I would say the philosophy is that everything that happens in AI, whether 
it's agentic, whether you tell the machine to build on an application or not or you just ought to complete the code when you 
start writing it. All of that means you're just going to create a lot more. 

There's going to be humans in the loop, and they're going to create a lot more stuff, but they just won't think about it at all when they 
create it. They will have no idea how it works and what it does, if it actually does what it's supposed to be doing. And so a lot of the 
value is going to be transferred from the act of creating into the act of understanding, running, securing, fixing, et cetera, et cetera, and 
that's what we do. 

Yuka Broderick 
Investor Relations 

Great. We'll take one more question, Megan side. 

Lucky Schreiner 
D.A. Davidson & Co., Research Division 

Lucky Scheiner with D.A. Davidson, on behalf of Gill Laura. First Oli, I love the Nikes. If you ever want to race, name a place and 
time, and I'll be there. David, I think I might know the brief answer to this question. If I look at your convertible debt, I believe the 
stock price is now high enough for them to start converting, maybe any short-term impact that you see from that in this quarter? 

David M. Obstler 
Chief Financial Officer 

No. We look at -- I think most of the convert investors take -- there's optionality in that, and they tend to stay in the bond. And I think 
it's -- next year, there is -- the call feature comes in. So I think that -- we haven't seen any impact, and our understanding is that there is 
a lot of retention of the notes given the protection at the same time, getting the upside. 

Yuka Broderick 
Investor Relations 
All right. Okay. Well, thank you very much. That's it for the Q&A. Thank you to our presenters for sharing our story. Thank you for 
you for spending 4 hours with us. If you want to watch it again, a replay will be available as well as the slides shortly after this event. 
And of course, me and the IR team, Mike and Megan are all available for questions. So thank you very much. Have a good evening. 
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