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This presentation contains forward-looking statements that involve 
substantial risks and uncertainties.  In some cases, you can identify 
forward-looking statements by terms such as “may,” “will,” “should,” “expect,” 
“plan,” “anticipate,” “could,” “intend,” “target,” “estimate,” “believe,” “predict,” 
“potential” or “continue” or the negative terms or other similar expressions 
intended to identify statements about the future.  These statements speak 
only as of the date of this presentation and involve known and unknown 
risks, uncertainties and other important factors that may cause our actual 
results, performance or achievements to be materially different from any 
future results, performance or achievements expressed or implied by the 
forward-looking statements.  We have based these forward-looking 
statements largely on our current expectations and projections about future 
events and financial trends that we believe may affect our business, financial 
condition and results of operations. We cannot assure you that the 
forward-looking statements in this presentation will prove to be accurate.

Except as required by applicable law, we do not plan to publicly update or 
revise any forward-looking statements contained herein, whether as a result 
of any new information, future events, changed circumstances or otherwise.  
You should, however, review the factors and risks and other information we 
describe in the reports we file from time to time with the SEC.

This presentation includes statistical and other industry and market data that 
we obtained from industry publications and research, surveys and studies 
conducted by third parties, as well as our own estimates of potential market 
opportunities.  While we believe all third party information to be reliable, such 
information involves a number of assumptions and limitations and you are 
cautioned not to give undue weight to such data, industry publications and 
third-party research, surveys and studies and they do not guarantee the 
accuracy or completeness of such information. Our estimates of the potential 
market opportunities for our products include several key assumptions.  
While we believe that our internal assumptions are reasonable, no 
independent source has verified such assumptions.

In addition to U.S. GAAP financials, this presentation includes certain 
non-GAAP financial measures.  These non-GAAP measures are in addition to, 
not a substitute for or superior to, measures of financial performance 
prepared in accordance with U.S. GAAP.  The non-GAAP financial measures 
used by DigitalOcean Holdings, Inc. may differ from the non-GAAP financial 
measures used by other companies.  A reconciliation of these measures to 
the most directly comparable U.S. GAAP measure is included in our filings 
with the SEC and at the end of this presentation.

A reconciliation of non-GAAP measures to corresponding GAAP measures is 
not available on a forward-looking basis without unreasonable effort due to 
the uncertainty regarding, and the potential variability of, expenses that may 
be incurred in the future.  Accordingly, we are unable to assess the probable 
significance of the unavailable information, although it is important to note 
that these factors could be material to our results computed in accordance 
with GAAP.

Safe Harbor 
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Yancey 
Spruill
Chief Executive Officer



Agenda Yancey Spruill- Chief Executive Officer

Gabe Monroy - Chief Product Officer

Customer Testimonials - Atom Learning, BlockSpaces

Carly Brantz - Chief Marketing Officer

Customer Testimonials - Sonar, Qencode 

Jeff Guy - Chief Operating Officer

Customer Testimonial - Datacake GmbH

Bill Sorenson -  Chief Financial Officer

Q&A
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Low friction Great products

High volume
& efficiency

Low price
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Simplify cloud computing so builders 
can spend more time creating software 

that changes the world.



*SMBs - Individuals and Companies with <500 Employees

IaaS
PaaS

Source: IDC: Public Cloud Service Spending Guide (January 2022)

$25Bn

$47Bn

$72Bn

2022

27% 
CAGR

$54Bn

$91Bn

2025

$145Bn
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Revenue Growth 25% 35%

ARPU Growth 19% 25%

Net Dollar Retention 103% 113%

GAAP Gross Profit Margin 54% 60%

Non-GAAP Operating Margin 4% 12%

Capex As Percentage of Revenue 36% 25%

Free Cash Flow Negative $24M

2020 2021
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May 2022

New Products Increase Website Traffic

Nurture Customers Improve Website Conversions

Vertical Targeting Pricing & Packaging Updates

New Partnerships Strategic M&A
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Gabe 
Monroy
Chief Product Officer



Customer Growth

6K 
Users

623K 
Users
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Learners

Builders

Scalers
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All-new Droplet pricing

$4/mo
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Hatch

DO’s global
startup program.

Deploy
DO’s virtual conference 

for startups and 
developers. 

Marketplace
Curated pre-configured 

solutions targeted at 
builders. 
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95%
Revenue growth

Managed Databases

47%
Revenue growth

Kubernetes

120%
User growth
App Platform

Note: Growth stats are Q1’22 vs. Q1’21 18
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Learners
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Growing Scalers is 
central to our 

product strategy
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Lydia Leong, Gartner analyst on using AWS 21
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Amazon Web Services

   411 Instances  
+ Micro-Billing 
+ Hourly Rates
Customer Pain
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  Simple 
+Predictable
Customer Love
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Future product 
strategy



Application 
Accelerators

Geo-distributed 
applications

Large data sets

AI / ML insights

26



Application 
Accelerators

Geo-distributed 
applications

Large data sets

AI / ML insights

$274B
By 2025

IDC: Worldwide Edge Spending Guide 27



Application 
Accelerators

Geo-distributed 
applications

Large data sets

AI / ML insights

175%  NDR
Advertising analytics 

company
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Application 
Accelerators

Geo-distributed 
applications

Large data sets

AI / ML insightsIncreased 
brands on their 
platform by 10x 
in 12 months
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Application 
Accelerators

Geo-distributed 
applications

Large data sets

AI / ML insights

Additional product usage 
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500MM
New digital applications projected 

to be deployed by 2023

16MM
New developers 

entering
the market

by 2025
Source: IDC FutureScape: Worldwide IT Industry 2025 Predictions; 
Company estimates 31



Carly
Brantz
Chief Marketing Officer



Customer Outreach 
and Engagement



94% of customers spending 
more than $500/month 
started small from self 

service moat

Starting revenue of our 
>$500 customers in their 

second month

$$$$
<$10 $10-50 $50-100

$100-250 $250-500 >$500
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Convert

Retain & 
Expand

Attract
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Convert

Retain & 
Expand

Attract
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Unique Visitors Excluding Customers (UVECs)

3.5MM 3.8MM

5.3MM

9.4MM

M
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6,000+
Tutorials

7,000+
Tutorials
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Convert

Retain & 
expand

Attract

39



Frictionless 
onboarding
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Abundant 
onboarding
resources
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Convert

Retain & 
Expand

Attract
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Average Revenue Per User (ARPU)

2021

2020

2019
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Frequent launches of 
new experiments to 
encourage growth

Compute

Droplets, DOKS, App 
Platform

Networking & 
Storage

Spaces, DBaaS, LBaaS, 
Back-up, Storage, Others

44



Looking
forward

Match use cases to 
evolving needs

01

Target activation and 
expansion interactions

02

Identify and nurture SMBs03

45



46



Jeff
Guy
Chief Operating Officer



High-value 
customers
Attract, retain, & serve 
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Expansion of holistic 
GTM motion

Nurture and expand 
existing customers

Develop and scale 
partnerships channel
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Why? What we're doing:

New logos to 
expand our base & 
target additional 
verticals

● Lead scoring improvements
● Dedicated Account Executives
● Targeted marketing

Expansion of 
holistic GTM 
motion
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Blockchain Streaming Gaming

Web Agencies SaaS Builders Video Managed Service
Providers

Ed Tech

50



$6K
MRR in Q2’21

$600K
MRR in Q1’22

Solution Engineering

Sales

Customer Success

Customer success in action
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Why? What we're doing:

Large base to 
pursue, 
cost-efficient to 
develop and expand

● Use-case driven marketing & sales 
campaigns with nurture 
orchestration

● Deeper customer coverage through 
Customer Care, Technical Account 
Management & Customer Success

Nurture and 
expand existing 
customers
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Lifecycle stages

Onboarding Implementation GrowthAdoption

53



Why? Examples of what we're doing

Drive non-linear 
growth through 
enduring, growing 
partnerships

● Investing in the right mechanics 
upfront, including targeted 
Partnerships leadership

● Identifying and targeting 'Ideal 
Partner Profile'

Develop and scale 
partnerships channel
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$6
Builders

Droplet Pricing

$7
Scalers

Droplet Pricing

$4
Learners

Droplet Pricing
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'Ideal' 
Partner 
Profiles

Managed hosting providers

ISVs and Platform builders

Agencies and web development shops

56



Partner 
Satisfaction & 
Mutual Growth
Drivers

Single point of contact

Dedicated marketing partnership

Sales support

Next level service
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Bill
Sorenson
Chief Financial Officer



Net Dollar Retention Rate
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Monthly ARPU 
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Cohort groups rapidly scaling

$6
$33

$69
$110

$156

$196

$249

$312

$419
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2013 2014 2015 2016 2017 2018 2019 2020 2021



623K
Total customers

102K
Customers paying 
more than $50/mo
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FY’20 FY’21 2024 Target

Revenue Growth 25% 35% 30%+

Revenue $318M $429M $1B

GAAP Gross Margin 54% 60% 65%+

Non-GAAP Operating Income (%) 4% 12% 25%+

Capex as a % of revenue 36% 25% <20%

Free Cash Flow Margin Negative 6% 20%

Three Year Financial Targets
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Q&A Session



Non-GAAP Reconciliations



Non-GAAP Income from Operations and Non-GAAP Operating Margin
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Free Cash Flow and Free Cash Flow Margin
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