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Disclaimer

This presentation has been prepared by Amplitude, Inc. (the “Company”).

Certain statements in this presentation and the accompanying oral commentary are forward-looking statements. These statements relate to future events or the future performance of the Company, as well as its business
strategy and plans and objectives for future operations, and are subject to a number of known and unknown risks, uncertainties and other factors that may cause the actual results, levels of activity, performance or
achievements of the Company or its industry to be materially different from those expressed or implied by any forward-looking statements. In some cases, forward-looking statements can be identified by words such as
“anticipate,” “believe,” “continue,” “estimate,” “expect,” “intend,” “may,” “will,” “could,” “predict” and similar expressions or terminology. All statements other than statements of historical fact could be deemed forward
looking, including, but not limited to, any expectations regarding the Company’s market opportunities or profitability; any statements about historical results that may suggest trends for the Company’s business; any
statements of the plans, strategies, and objectives of management for future operations; any statements of expectation or belief regarding future events, potential markets, market size, or technology developments; and any
statements or assumptions underlying any of the items mentioned. The Company has based these forward-looking statements largely on its current expectations, assumptions, estimates and projections. While the Company
believes that these expectations, assumptions, estimates and projections are reasonable, such forward-looking statements are only predictions and involve known and unknown risk and uncertainties, many of which are
beyond the Company’s control, and so you are cautioned not to give undue weight to such forward-looking statements. These risks and uncertainties include, but are not limited to, those set forth herein as well as in the
Company’s Annual Report on Form 10-K for the year ended December 31, 2023, and other risks and uncertainties listed from time to time in the Company’s other filings with the U.S. Securities and Exchange Commission.
Moreover, the Company operates in a competitive, new and rapidly changing market, and new risks may emerge from time to time. It is not possible for the Company to predict all risks, nor can it assess the impact of all
factors on its business or the extent to which any factor, or combination of factors, may cause actual results or outcomes to differ materially from those contained in any forward-looking statements it may make. The
forward-looking statements in this presentation are made only as of the date hereof. Except to the extent required by law, the Company assumes no obligation and does not intend to update any of these forward-looking
statements after the date of this presentation or to conform these statements to actual results or revised expectations.

”» o« ” o« ”

This presentation also contains estimates and other statistical data made by third parties and by the Company relating to market size and growth and other data about the Company’s industry. These estimates and

other statistical data involve a number of assumptions and limitations, and you are cautioned not to give undue weight to such estimates and other statistical data. The Company has not independently verified the statistical
and other industry data generated by independent parties and contained in this presentation and, accordingly, it cannot guarantee their accuracy or completeness. In addition, expectations, assumptions, estimates and
projections of the Company’s future performance and the future performance of the markets in which the Company operates are necessarily subject to a high degree of uncertainty and risk.

This presentation also includes certain non-GAAP financial measures (including on a forward-looking basis) such as Free Cash Flow, Free Cash Flow Margin, non-GAAP Gross Margin, non-GAAP Research and Development
expense, non-GAAP Sales and Marketing expense, non-GAAP General and Administrative expense, non-GAAP Operating Margin, and non-GAAP Loss from Operations. These non-GAAP financial measures are in addition to,
and not as a substitute for or superior to measures of financial performance prepared in accordance with GAAP. There are a number of limitations related to the use of these non-GAAP financial measures versus their nearest
GAAP equivalents. For example, other companies may calculate non-GAAP financial measures differently or may use other measures to evaluate their performance, all of which could reduce the usefulness of the Company’s
non-GAAP financial measures as tools for comparison. The Company has provided a reconciliation of those historic measures to the most directly comparable GAAP financial measures, which is available in the appendix to
this presentation.

All third-party brand names and logos appearing in this presentation are trademarks or registered trademarks of their respective holders. Any such appearance does not necessarily imply any endorsement of the Company.



OUR MISSION

Help companies build better digital
products and experiences

Amplitude is a Digital Analytics Platform
that provides self serve visibility into the
entire customer journey



Key Business Metrics

&

$276.3M

FY 2023 Revenue !

i3]
101%

TTM Dollar-Based Net
Retention across Paying
Customers?

“

16%

FY23 YoY Revenue Growth

511 39

Customers Customers
>$100K ARR* >$1M ARR*?

»

8%

FY23 Free Cash Flow Margin?

®
2,723

Customers®



Amplitude Helps Drive Tangible Business Impact

Streamlined checkout flow Enhanced delivery experience o .
increased purchase conversion led to 23% increase in 3rd Optimized first steps &
by 27% party ordering increased revenue by 20%

Free trial experience drove
22X improvement for add-on
conversions

Personalized design for Tailored app homepage to
customers user history



Getting customer
insights is more

difficult & more

55

Market dynamics are
changing at a fast pace
(privocy, consent, cookie

7

Tools and channels are
getting fragmented
across a growing set of

v
o O
& &

69% of customers want
companies to improve
their experience*

critical than ever.

depreciation) data sources

Businesses can thrive
by enabling better %, @) a8
digital experiences,

but most...

Cannot make data &
insights accessible to

teams who need it

Cannot get a clear
picture of customers
across the full journey

Cannot turn insights
into actions to meet
customers in the moment



Digital Needs a Data Driven Approach

@ [l Funnel Analysis rare v | @ oo [N RO

Digital

Digital as
Product

Product is the growth driver

Digital as
Marketing

Marketing is the growth driver

. . Dynamic experience
Static experience y P

App-centric and cross
platform

Web-centric




Companies Need Insight into Customer Behavior

Main Landing
Page

?
What generates more revenue
— subscription or on-demand

User Sign Uj
3 purchase
and ads?
Start From
Notification
View Ad Skip Ad ) )
Chnage Notification Start Trial Edit Profile
Settings Welcome
Subscription
User Subscription View Profile ?
Purchase Class . -
End Session .
ViewRating o o View Popular Classes Add Friends How do Tim prove start
Authentication Fail o Rt trlal to Complete trlal rate?
S Trial Payment Info
View Class Details
AddReview  peceive Push R,
Notification earch Class
Start Class

Start Session

Purchase
Subscription

Change Profile

Explore Classes

Complete Purchase Rate Class

View Reviews

Contact Coach

Finish Class

?

What is my trial to
subscription conversion?

~2,500 distinct events per product?

Unique journey for each user

?

What is the LTV of
subscribers vs.
on-demand?

?
Where are users dropping
off before subscription?



Modern Digital Experiences are Complex

Campaign Download
A App

What campaigns drive
the most app
downloads?

In App Push
Notification

Does using multiple
product increase

. retention?
View
Merchant
Product
Start

Trial

View 1st in App
Prompt

How are the in product
prompts impacting
onboarding?

1st Send
Website Email
Login Campaign

How can we see &
optimize multi-device

journey?

1st Desktop
Transaction

Onboarding
Completed Power
Shoppers
Cohort
What types of users
are active multiple
times a week?
Friends
& Family
Cohort

1st Mobile
Transaction

4th Mobile  3rd Mobile  2nd Mobile
Transaction Transaction Transaction

What are important
milestones before signing
up for a credit card?

Order Credit
Card



Existing Solutions Can't Enable Data-Driven Products

Business
Intelligence

Reporting on transactional

Purpose _
and object data

Analyzing user behavior
requires technical teams to
build complex SQL queries

Limitations

Web & Marketing
Analytics

ggggggggggggggg
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58% 44% 38% 7.8%

Use web and demographic
data to analyze traffic and
web spend

Supports counts and simple
funnels out of the box—
anything else requires
complex configurations

Sentiment /
Survey Solutions

Tell us how we've done.

Uncover and understand
customer sentiment to
improve customer experience

Customer behavior is a
stronger predictor of future
behavior than what they say



Action

Insights

Data

Amplitude

Digital Analytics Platform

Audience Web & Product Feature
Targeting Experimentation Delivery
Digital Analytics Session Replay
Data Privacy &
CDP Warehouse Governance Security

Digital
Experience

60U 6

® @ -
1] AN

Data Systems
& Sources

aws 3



Self-service Insights in One Place

-

Acquisition

New campaign
resulted in increased
trial sign-ups

Monetization

X% of users convert
from unpaid to
premium plan

Retention

Refreshed checkout
resulted in increased
LTV for returning
customers

[HOIS]

NOILOV OL 1H¢

ANIW N

adm
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User Profile

User ID
071683

Carrier
T-Mobile

Total Sessions
44

Acquisition

If they make 3 online purchases
in the first 3 days, they will
become a regular customer.

Device Type # Purchase
Mobile 456
Country Total Spent
USA $17.25
Usage Time
3 hours

-l
(Y
Monetization

If they actively use use at
least 2 of your products, they
will likely buy a 90 day
warranty

Customer Behavior across the Full Customer Journey

Event Stream

11:38:00 am
11:34:25 am
11:31:03 am
11:12:32 am
11:08:01 am

11:08:01 am

(@

Retention

Become Loyal Customer
Click on Banner
Amazon Banner

View Promo

Main Landing Screen

Start Session

Which new features to
build to make them stay.



Amplitude is Purpose-Built for Complexity and Scale

1 Trilion

Events Processed Every Month ?

Reducer Reducer

Complex distributed joins

events, and attributes in seconds.

4dD 4O TTDHh TO9o9oood> In-house columnar store

Leverage a high-performance query

Feature A View page View page Feature C Feature A

Feature B Sign Up Cart Feature B Profile engine designed SpeCiﬁca“y for
Feature C Profile View Page Chat View Page d d behavioral anal tiCS
Purchase Chat Purchase Exit Feature B advance Yy :

Automated ML models
Predict behaviors and power
Data Ingestion . L. .
real-time, adaptive insights with a

behavioral-driven approach.



Amplitude Unlocks the Power of Your Products

Guiding Customers to

Clearer Insights

Guiding Customers to

Trusted Data

Guiding Customers to

Faster Action

© 2024 Amplitude Inc. All Rights Reserved. 15



Industry Recognition

We are named a Strong Performer

THE FORRESTER WAVE™ ) . .
in The Forrester Wave™: Digital

Digital Intelligence Platforms

Q4 2022
Strong
Challengers Contenders Performers Leaders
Stronger
current
offering
A Adobe (- )
& Salesforce
Insider (- )
@Amplitude
Oracle (o
(+) Optimizely
° Google
@ Acoustic
Weaker
rrrrrr it
offering

Weaker strategy P> Stronger strategy

Market presence”

101010
VQ\/‘\f/‘

Intelligence Platforms, Q4 2022

Ranked highest for:

e Data governance and security
Market approach
Performance
Planned enhancements
Supporting products and services
Delivery model
Commercial model



Platform Innovation

Data Assistant

Warehouse Native

Amplitude CDP :
4 iteratively Session Replay

clearbrain Recommendations Experiment Results Deep Partnerships with

- Snowflake, Braze, AWS

Predictive Cohorts

Funnet(;onversion
rivers

) Funnel Conversion X
Amplitude Insights Enterprise Feature

Experiment Management

Campaign Reporting
Root Cause .
Analysis Object Management

User property
transformations neys
|

Cross-Project Suggested events &

Analysis properties Cohort Populations

t Takeaways & A a a
Targets ¢ New Journey Visualizations

e e v Chart Breadcrumbs Data Tables
Session-Based
Behavioral
lookalikes

Analysis Collaboration Enhanced Chart Controls
Behavioral
Targeting

Event Explorer

User Clustering

Proactive Data

Predictive Retention gate Data Contextual
52 Anomaly + F t
B AT S Governance Custom Dashboard Industry Templates
User Path Analysis » Release Tracking y "\ Templates 1.0
Transformat Transformations Data Warehouse

Data Warehouse Experiment Templates

Integrations n
Shared Dashbo: Integrations

User Sampling for Growth Stack Event Streaming +

Release Dashboards

Behavioral User v Behavior Impact Data Ingestion Self-Serve
Massive Event

Cohorts Volumes Analysis Debugger Data Pipelines Integratlons Real-time Syncs

2014-2017 2018 2019 2020 2021 2022 2023

© 2024 Amplitude Inc. All Rights Reserved. 17



Cross-Functional Adoption Driving Customer Spend

Product Management

» Product strategy & roadmap definition
* High-value impact moments

* Rapid experimentation

Engineering
* Release monitoring
g » Rapid experimentation
» Performance-based
conversion issues

Customer Support

* Ticket & issue g

resolution

Marketing & Growth
Data Science & Analytics + Customer LTV by market &

» Democratize access to g g segment

insights « 1:1 personalization
+ Data literacy at scale » Brand & campaign ROI

Leading Consumer Platform

<80 ) >350

$20k >$6M

Leading Consumer Discretionary

<30 ) >150

$140k >$1.5M
Leading Enterprise SaaS
<35 ) >1200

$30k >$3.5M

18



Market Position and Why We Win

Amplitude’s Digital Analytics Platform embodies Built for Digitall

three core principles - Access for Everyone, Fully Pro?;g:i:nd

Connected Customer Journey, and Fast Insights
to Experiences A

@ Amplitude

Why We Win

Vs: Point Solutions Point Solutions
° Breadth and depth of platform
° Seamless Data to Insight to Action

Vs: In House / BI tools
e  Scalability, latency and cost advantages Legacy

° Self Serve approach prevents Data Breadlines and Marketing

siloed knowledge Analytics

Vs: Legacy Martech In House/
° First party data across entire customer journey Business
° Deep understanding of product persona and workflows Intelligence
° Powerful out of the box tooling means no need for
costly implementations, experts and services >
Complete
Platform

© 2024 Amplitude Inc. All Rights Reserved.



Financial Overview




Our Business Model

&

>95% of revenue is recurring *

Pricing based on platform functionality
and committed volumes

Primarily annual contracts,
majority billed annually

Go-to-Market

Enterprise '
(1500+ employees)

Channel Outbound

Sales Cycle 4—6 Months

Implementation ~4 Months
Time

Commercial
(100-1500 employees)

Inbound

1-3 Months

~3 Months



Strong and Consistent Revenue Growth

Quarterly Revenue and YoY Growth
$71M $71M
$62M
$58M

$53M
$49M
$45M

$39M

$33M
$30M
$26M

$22M $24M

2020 2020 2020 2020 2021 2021 2021 2021 2022 2022 2022 2022 2023 2023 2023 2023
Q1 Q2 Q3 Q@4 Q1 Q2 Q3 @M Q1 Q2 Q@ M4 Q1 Q2 Q@ @4

2023
Q4 Revenue:

$71.4M

2023
Q4 y/y Growth:

9%

© 2024 Amplitude Inc. All Rights Reserved.
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Growing Customer Base

Paying Customers Customers with >$100K in ARR Customers with >$1M in ARR

2,723

511 39
480

385 og 30

FY19 FY20 FY21 FY22 FY23 FY19 FY20 FY21 FY22 FY23 FY19 FY20 FY21 FY22 FY23

© 2024 Amplitude Inc. All Rights Reserved. 23



Dollar-Based Net Retention

TTM Dollar-Based
Net Retention Rate

tew  119% 2%

Q42019 Q42020 Q42021

119%

101%

Q4 2022 Q42023

Dollar-Based Net Retention Rate

128% 128% 130% 1279,

121% 41505 121% 1159 .
0 13% 118A’113%110(,/
5 106%
101% 999, 98%
(\Y Q (NY Q N N N N N 9% " ", e e > G
S & P L D > D> P DD P PP P
R R IR IR R R R R R
& FF S F PSP PP S F I

® 2024 Amplitude Inc. All Rights Reserved.
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Focused Investing for Sustainable Growth

Non-GAAP Gross Margins Non-GAAP Operating Margins Free Cash Flow and
Free Cash Flow Margin
8%

77% —
71% 71% % ’
68% (1%)

(6%) ($17M) ($13M) ($35M) ($11M)
0, —
©%) 119) . $22M

(5%)

(12%)
(39%) (21%)
(24%)

FY19 FY20 FY21 FY22 FY23 FY19 FY20 FY21 FY22 FY23 FY19 FY20 FY21 FY22 FY23

© 2024 Amplitude Inc. All Rights Reserved.



Historical Financials

FY2020 FY2021 FY2022 FY2023

Percentage of Revenue (Non-GAAP)

Gross Margin N% N% 74% 77%

Research &

Development 19% 19% 22% 19%
% of revenue

Sales & Marketing 44
% of revenue °

46% 47% 45%

General &

Administrative 14% 15% 16% 15%
% of revenue

Operating Margin (6%) (9%) M%) (1%)

Free Cash Flow Margin (12%) (21%) (5%) 8%




Multiple Vectors for Growth

O

Acquire New

Customers

Largest global companies
Maintain leadership
among digital-first
companies

Penetrate into new and
emerging industries

2]

Expand Across
Existing
Customer Base

e Promote upsell into
additional volumes,
teams, and use cases

e Cross-sell additional
products

©

Extend Product
Leadership

e Enhance platform
functionality and
capabilities

e Expandinto
additional-high-value
use cases

S

Expand Global
Reach and
Partnerships

International
expansion

Solution partners

Deepen ecosystem /
integrations



Thank you



Appendix



GAAP to Non-GAAP Reconciliation

($ in thousands, Fiscal Year Ended December 31) FY 2019 FY 2020 FY 2021 FY 2022 FY 2023
GAAP Revenue $68,442 $102,464 $167,261 $238,067 $276,284
GAAP Gross Profit $46,337 $71,981 $115,497 $167,625 $204,361

GAAP Gross Margin ! 67.7% 70.3% 69.1% 70.4% 74.0%
Add: Stock-based compensation expense? $358 $590 $1952 $6,468 $7,300
Add: Acquired intangible assets amortization = $227 $1,651 $2,017 $1,238

Non-GAAP Gross Margin’ 68.2% 71.0% 7N.2% 74.0% 77.0%
GAAPR h&D lop t Exp $19,035 $26,098 $48,251 $80,589 $90,138

GAAP Research & Development Margin' 27.8% 25.5% 28.8% 33.9% 32.6%
Less: Stock-based compensation expense’ $(,420) $(5,609) $(16,469) $(28,476) $(37,519)
Less: Acquired intangible assets amortization = $(518) - o] =

Non-GAAP Research & Development Margin' 25.7% 19.5% 19.0% 21.9% 19.0%
GAAP Sales & Marketing Expense $47,078 $51,819 $86,025 $129,962 $153,714

GAAP Sales & Marketing MarginI 68.9% 50.6% 51.4% 54.6% 55.6%
Less: Stock-based compensation expense® $(4,429) $(6,548) $(9,693) $(17,386) $(30,206)
Less: Acquired intangible assets amortization = = = = $(175)
Less: Direct listing expense - - $(3) - -

Non-GAAP Sales & Marketing Margin' 62.3% 44.2% 45.6% 47.3% 44.6%
GAAP 1 & A ini ive Exp $14,552 $18,067 $55,370 $53,636 $54,887

GAAP General & Administrative Margin' 21.3% 17.6% 33.1% 22.5% 19.9%
Less: Stock-based compensation expense® $(1169) $(3,901) $(1,553) $(15,967) $(14,447)
Less: Direct listing expense - - $(18178) - -

Non-GAAP General & Administrative M(Jrginl 19.6% 13.8% 15.3% 15.8% 14.6%




GAAP to Non-GAAP Reconciliation (Continued)

($ in thousands, Fiscal Year Ended December 31)
GAAP Revenue

GAAP Loss from Operations
GAAP Operating Margin'
Add: Stock-based compensation expense’
Add: Acquired intangible assets amortization
Add: Direct listing expenses
Add: Restructuring and other related charges
Non-GAAP Loss from Operations
Non-GAAP Loss from Operations Margin'

Free Cash Flow

Net cash provided by (used in) operating activities
Less: Purchase of property and equipment
Less: Capitalization of internal-use software costs
Free Cash Flow

Free Cash Flow Margin'

FY 2019
$68,442

$(34,331)
(50.2%)
$7,376

$(26,995)
(39.4%)

$(16,036)
$(648)

$(16,684)
(24.4%)

FY 2020
$102,464

$(24,003)
(23.4%)
$16,648
$745

$(6,610)
(6.5%)

$(10,392)
$(984)
$(1,224)

$(12,600)
(12.3%)

FY 2021
$167,261

$(74,149)
(44.3%)
$39,667
$1,651
$18,191
$(14,640)
(8.8%)

$(31,13)
$(1,529)
$(1,693)

$(34,935)
(20.9%)

FY 2022
$238,067

$(96,562)
(40.6%)
$68,297
$2,017

$(26,248)
(M.0%)

$(5,384)
$(3,632)
$(2177)

$(n,193)
(4.7%)

FY 2023
$276,284

$(102,520)
(37.1%)
$89,472
$1,413
$8,142
$(3,493)
(1.3%)

$25,630
$(1,279)
$(1,904)
$22,447
8.1%



