e Adoption Through Product-Led Growth & Segment
Expansion

Part 1 - Company Context

Datadog is a cloud-based observability and security platform serving DevOps, engineering, and security teams.
Founded in 2010 and publicly listed in 2019, Datadog has grown into one of the fastest-scaling enterprise SaaS
companies in the cloud infrastructure space.

Business Model Usage-based SaaS subscription — customers pay for hosts, logs ingested,
and APM traces. Multi-product platform drives cross-sell and expansion
revenue.

Core Products Infrastructure monitoring, APM, log management, cloud security, RUM,
CI/CD visibility — 700+ integrations.

Target Customers Cloud-native engineering teams, DevOps, SecOps, FinOps across
mid-market and enterprise. International clients = ~40% of revenue.

2024 Metrics Revenue $2.68B (+26% YoY) - 3,610 customers with ARR >$100K - 462
customers with ARR >$1M - Net Revenue Retention >115%

Part 2 - Problem / Decision

Core Question: How can Datadog accelerate enterprise customer expansion while maintaining efficient GTM
motion as it scales from $2.5B toward $4B in ARR?

Key Tensions Identified

 Product-led growth (PLG) is efficient at acquiring developers but struggles to convert to enterprise
contracts without a strong sales overlay.

» Usage-based pricing drives NRR but creates revenue unpredictability when customers optimize
cloud costs.

e Multi-product platform creates massive cross-sell opportunity, but GTM teams must prioritize which
products to push into existing accounts.

« International expansion (currently 40% of revenue) requires localized GTM motion but HQ-centric
sales model.



Part 3 - Structured Analysis

3A - Customer Segment Analysis

Enterprise >$1M ARR Multi-product Sales-led
Mid-Market $100K-$1M Expansion PLG + Sales overlay
SMB / Startup <$100K Self-serve Product-led
International ~40% of rev New logos Regional expansion

3B - Product Attach Rate Analysis

Datadog's NRR >115% is driven by customers adopting multiple products. The key GTM lever is increasing
product attach rate — customers using 2+ products have significantly lower churn and higher LTV.

Products Used Avg NRR Churn Risk Upsell Potential

1 product ~105% High
2-3 products ~115% Medium Medium
4+ products >125% Low High
Full platform >130% Very Low Renewal + expand

3C - GTM Channel Analysis

PLG Motion Developer-led adoption via free trial — self-serve - expansion. Highly
efficient CAC but limited ceiling without sales overlay for enterprise.

Sales Overlay Enterprise  AEs engage when accounts reach usage threshold.
Account-based approach with clear expansion playbook.

Partner / Cloud AWS/Azure/GCP marketplace listings drive co-sell motion. Private offers for
enterprise procurement. Strategic for international GTM.

Events / Content DASH conference, technical content, community — supports top-of-funnel
and developer trust. Strong brand moat.

Part 4 - Key Insights




4 Strategic Insights

* PLG is a moat, not a ceiling — developer adoption creates bottom-up enterprise pipeline that
competitors cannot easily replicate. The opportunity is better sales-to-PLG handoff.

« Product attach is the #1 revenue lever — each additional product attached materially improves
NRR. GTM teams should prioritize attach rate as a core KPI over new logo count.

» Usage-based pricing requires proactive customer success — revenue at risk when customers
optimize cloud spend. CS teams must demonstrate ROI before renewal cycles.

* Al/security is the next platform wedge — new Al Observability and Security products create a new
GTM entry point for existing and new customers, expanding TAM significantly.

Part 5 - Recommendation

Primary Recommendation: Implement a structured Product Expansion Playbook targeting mid-market
accounts (ARR $100K-$1M) to accelerate product attach rate from 2 to 3+ products within 12 months of initial

contract.
Why mid-market 3,610 customers in this tier — largest segment by count. Most are on 1-2
products. Moving to 3+ drives NRR from ~105% to ~115%¢+.
Why now Al Observability and Security products create natural upsell triggers for
existing infrastructure monitoring customers.
Why expansion CAC for expansion is 5-7x lower than new logo acquisition. Expansion-led

growth is more capital efficient at Datadog's scale.

Part 6 - Execution Plan

Identify mid-market accounts on 1 product

1 - Segment N . RevOps + CS Month 1-2
9 with high usage signal P
. Build usage-based alert: flag accounts
2 - Trigger . £ . g Sales Ops Month 2—-3
hitting 80% capacity threshold
CS-led product i Il with
3. Engage . ed product expansion call wi CS + AE Month 3-6
tailored ROl model per account
Creat duct attach playbook:
4 - Enable reale product atiach playboo Enablement Month 4-5

objection handling, pricing tiers



Track attach rate, NRR delta, .
5 - Measure . RevOps Ongoing
expansion ARR per cohort

Part 7 - Expected Impact

Avg Products/Account 1.8 2.5 +39%
Mid-Market NRR ~105% >115% +10pp
Expansion ARR Existing base +$120M est. High ROI

CS Efficiency Reactive Proactive I Churn risk

Why This Matters

* Every 1pp improvement in NRR at Datadog's scale (~$2.7B ARR) = ~$27M incremental revenue.

* Expansion motion has 5-7x lower CAC than new logo — most capital-efficient growth lever
available.

 Product attach rate is the leading indicator of long-term account health and churn prevention.
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