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Disclaimer

This presentation and the accompanying oral presentation have 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 the Company's financial outlook for the full year 2025, the Company’s
long-term financial goals, the expected performance of the Company’s products, the Company’s expected quarterly and long-term growth opportunities, investments, and overall future prospects, 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 “may,” “should,” “could,” “predict,” “potential,” “believe,” “expect,” “continue,” “will,” “anticipate,” “seek,” “estimate,” “intend,” “plan,” “projection,” “would,” and “outlook,” or the negative version of
those words or phrases or other comparable words or phrases of a future- or forward-looking nature. These forward-looking statements are not statements of historical fact, and are based on current expectations,
estimates, and projections about the Company's industry as well as certain assumptions made by management, many of which, by their nature, are inherently uncertain and beyond the Company's control. 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, 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, 2024 filed with the U.S. Securities and Exchange Commission (the “SEC”) on February 20, 2025, and other risks and uncertainties listed from time to time in the Company’s other
filings with the SEC. 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. The Company will also discuss long-term goals which are subject to significant business, economic, regulatory and competitive uncertainties and contingencies, many of which are beyond the control of
the Company and its management and are based on assumptions with respect to future decisions, which may change. Actual results will vary from these goals and those variations may be material. Nothing in this
presentation should be regarded as a representation by and the Company takes no obligation to update these targets or goals.

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 third 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 Profit, non-GAAP Gross Margin, non-GAAP
Income (Loss) from Operations, non-GAAP Operating Margin, non-GAAP Sales and Marketing Expenses, non-GAAP Research and Development Expenses, non-GAAP General and Administrative Expenses, non-GAAP Net
Income (Loss), and non-GAAP Net Income (Loss) Per Share. 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 measures, which is available in the appendix to this presentation. An outlook for GAAP gross margin, GAAP S&M, GAAP R&D, GAAP G&A,
and GAAP operating margin cannot be reasonably calculated or predicted at this time without unreasonable efforts. For example, the non-GAAP adjustment for stock-based compensation expense requires additional
inputs such as the number and value of awards granted that are not currently ascertainable, and the non-GAAP adjustment for amortization of acquired intangible assets depends on the timing and value of intangible
assets acquired that cannot be accurately forecasted.

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.

© 2025 Amplitude, Inc. All Rights Reserved.
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@ Amplitude

Amplitude »
Vision

Spenser Skates .



Amplitude

G Large market opportunity; $50B+
0 Rapid innovation with new Al opportunities

e Enterprise focused GTM team

o Building a durable growth business



Leadership Team
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Co-Founder and CEO

Francois Ajenstat
Chief Product Officer
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The Beginning..

O 5 ml B 324

text by voice ))

Your message is: “these
aren't the droids you're
looking for”.

Is this correct?

Sonalight (YC W12) team relaunches
as a new mobile analytics service
Amplitude

Nia

“Amplitude, a Y Combinator-backed mobile analytics service aiming to
take on the likes of Flurry and Mixpanel by offering advanced features
at more competitive prices, is officially making its public debut today

ahead of YC’s Dema Dav_And the comnany has actuallv aone thrauah

© 2025 Amplitude Inc. AllRights Reserved.




The Problem

Mainplaagréding Users‘ign o ?
What is the LTV of
sm_"_.n.?m ) subscribers vs.
Vig‘\d SH’M ":m"m ° 3 On-demand?
e el 4 What generates more
Setings  Welcome . s revenue — subscription
ser Subsctpton viow Prois ‘ ° or on-demand purchase 2
Purchase Class ‘ ° ' End Session " Add:iends and ads? °
View Rating Payment View Popular Classes Y

Authentication Fail

Where are users dropping
off before subscription?

Complete  Add Subscription
> Trial Payment Info
‘ View Class Details

‘ AddReview  peceive Push e
e Search Class
Notification ‘

HEEED ‘ . Explore Classes
Complete Purchase ) . Rate Class
View Reviews
Start Session .
° Contact Coach

Purchase Finish Class
Subscription

°d

How do I improve
start trial to complete ?

trial rate? What is my trial to

subscription conversion?

~2,500 distinct events per product!
Unique journey for each user



The Trend

Before: Now:

Digital as Marketing Digitol as Product

Web-centric App-centric and

cross platform

Marketing is the
growth driver

Product is the
growth driver

© 2025 Amplitude Inc. All Rights Reserved.




That is why we invented behavioral analytics

1995 2010
)
Business Objects’ "‘ AdObe
e | |
Business Marketing
Analytics Analytics

What was the top selling
product last quarter?

What was our conversion
% on our landing page?

2025

@ Amplitude

Digital
Analytics

Which new feature leads to
better retention?




We deliver with
= DOORDASH

" dash

. ¢
delign®
“delivery p
-

Y Combinator-Backed DoorDash
Delivers Food Quickly In South Bay,
Hopes To Expand Beyond Food

Billy Gallagher ¢

|




S
' DOORDASH

CONSUMER TECH

Postmates CEO: The Food
Delivery Wars I ' '“
Battle Between
- Hulu UberEats vs. Grubhub
vs. DoorDash: The

In 30 Minutes or Less, Here Come | 4 Battle for Online Food
the Rapid Delivery Startups Delivery




Y DOORDASH

Accurate
delivery
estimates

Deliver by 12:32 PM
Qdoba Mexican Eats

.
est. 24 min
Earn $4.00 in DoorDash pay + 100% of tip




(v ) . £

AMERICA'S

DELIVERY APP MARKET

America’s food delivery market has boomed in
recent years. Here's a look at the biggest players
in the space, and how their market share has
changed over the last few years.

U.S. Monthly Market Share

DOORDASH  Deorbashhes capturedtne largest
share of the U.S. delivery app market.
The app is especially popular

in San Jose, where it makes
up 77% of the market

Uber Eats

Two years ago, Grubhub was accused of
charging restaurants fees for calls that

debersreins M) cRupivn

OTHER

. 2021

Source: McKinsey & Company @




Amplitude
Digital Analytics Platform

Unified Experience Unified Data Model Unified & Al-Driven Workflows

Digital
Experience
. S Web Feature Guides and
Action Activation Experimentation Experimentation Surveys 9 @ 6
[
® &
Insights Analytics Session Replay “l \
o

Data Systems
& Sources

Data Data Warehouse Governance Privacy & Security aws 3



Customers across the globe are partnering with us

RETAIL
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Where are
we going next?
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Uniquely set-up for success

Data

We have the largest behavior data repository

Action

Autonomous Analytics is useless without Action and the
ability to change the product

Ecosystem

We are an open ecosystem with 100’s of integrations

2025 Amplitude Inc. All Rights Reserved.



e Data

Amplitude is Sitting on a Data Goldmine

ChatGPT

mplitude Behaviorc
G Dataset

PB Repository of Events

570 GB of Proprietary
open source internet text 0 equivalent open-so




Action
Amplitude’s Action Layer

Unified Experience Unified Data Model Unified & Al-Driven Workflows

Digital
Experience
. S Web Feature Guides and

Action SERNSLion Experimentation Experimentation Surveys ﬂ @D 0

® & <
salesforce .
Insights Analytics Session Replay |Il \
o

Data Systems
& Sources

Data Data Warehouse Governance Privacy & Security aws 3% 3
1



Self
Improving
Products

3 bugs & broken

product flows found.

FindIssue

Cohort targeted and
experiment run.

Test Solutions

Product changes
identified to increase
retention by 12.7%

Roll Out Update



We help companies
ouild better products



@ Amplitude

Product >
Strategy

Francois Ajenstat, Chief Product Officer I



We help companies
ouild better products



Digital Applications growing exponentially

2025

8.9M+ 1.1B+ 115M

Apps websites AI App
worldwide Downloads

# of Digital Applications

. " y . © 2025 Amplitude Inc. All Rights Reserved.
Source: www.digitalsilk.com, Appfigures - Rise of Al apps 2025



Challenges

Product and Marketing
convergence

Increase customer
touchpoints makes it hard
to get a complete view of
customer journey

Increasing security,
governance, compliance
requirements

Slow and inflexible tools



Product and Marketing Drive Customer
convergence Acquisition

Increase customer Increase Digital

touchpoints makes it hard Product Adoption
to get a complete view of
customer journey Improve

Customer Retention

Increasing security,
governance, compliance
requirements

Reduce Errors

Executive Visibility Into Health
Slow and inflexible tools of The Product/Experience



Self Service

Integrated

Product and Marketing Drive Customer
convergence Acquisition

Increase customer Increase Digital

touchpoints makes it hard Product Adoption
to get a complete view of
customer journey Improve

Customer Retention

Increasing security,
governance, compliance
requirements

Reduce Errors

Executive Visibility Into Health
Slow and inflexible tools of The Product/Experience

Speed
Open & Flexible



Amplitude
Digital Analytics Platform

Unified Experience Unified Data Model Unified & Al-Driven Workflows

Digital
Experience
. S Web Feature Guides and
Action Activation Experimentation Experimentation Surveys 9 @ 6
[
® &
Insights Analytics Session Replay “l \
o

Data Systems
& Sources

Data Data Warehouse Governance Privacy & Security aws 3



Increasing Usage

gt

18+ Trillion

Events ingested

30%
Growth YoY

Figures as of year ended 2024

A

90k +

Experiments Deployed

94%
Growth YoY

O,

3.8M

Questions Answered

600%
Growth with
Ask Amplitude



Our Platform is
better together

© 2025 Amplitude Inc. All Rights Reserved.



Designed for use across the enterprise

\% - =08

Product Growth Marketing
User Adoption Monetization Personalization



Product: Fix Your Onboarding!

@ AmpliMoney  rersonst  Business AMsftosctons  Holp  Aboutls  Esponel
>

il Anqutics $500 Bonus for
customers

Analyze the Onboarding Funnel

(:b) Session Replay
Investigate why users are not completing sign-up

Finally. Earn points AmpliMoney

© Surveys 3’Tpp":er,1:f;,dw, i ::..f;)q 5678 9000 OO0OO
Get more qualitative data and make decisions b :
homebase

Increased adoption of a key
feature by 54%



Growth: Monetize Faster!

) AmpliFile  Products~  Enerprise  pricing D o o (S
g\ Cohorts Work is hard enough. ;‘;‘?‘;23Zz‘,zii:,“;:sz‘:;::f::;:;::; eeeeeeeeeeeeeeeeeee
' ' Let us make it easier =
Monetize an interested cohort for you

@ Guides

Educate users on value of paid features

2\ Experiment
A/B test messaging and publish best variant

{») Session Replay _
Assess if targeting is correct ‘x; MYSWImPI'O
+70% in ARPU



Marketing: Personalize experiences!

@ Heatmaps s o

Learn page engagement

2\ Web Experimentation
A/B test to grow loyalty

ssssssssssssssss
$7990 $4999 $2000

2 Cohorts

Review results and segment customers (Fa “ ‘\ ﬂﬂ ,‘
o{g Activation
Re-engage cart abandoners Devaneos

+2x Click through rate



ADDRESSABLE MARKET

Entire Customer Experience

Engagement & Retention

BUYING
EXPERIENCE E;ﬁgggﬁgm
WebA%al‘fl;?égtmg Product Analytics

Acquisition & Conversion

ALINNLYO0ddO HLMOYD INNIATY



One Integ rated Platform vs. evaluating 40+ point solutions

Product & Marketing Experimentation Audience Activation, Experience Guides &
Analytics Personalization Analytics Surveys

@Amplitude Digital Analytics Platform

Amplitude Amplitude Amplitude @ Amplitude @ Amplitude
Analytics Experiment Activation Session Replay Guides & Surveys

N | Google Analytics éJOptimizely "‘ Adobe fullstory ’pendo
L hDarkl Contentsquare
F\\ Adobe aunchDarkly = Y= ActionlQ @ ’ wak@
VWO ﬁutaptum
etric
mixpanel 22, mparticle A
AB Tasty & LogRocket 4 ppcues

& STATSIG hotjar



Amplitude
Digital Analytics Platform

Unified Experience Unified Data Model Unified & Al-Driven Workflows

Digital
Experience
. S Web Feature Guides and
Action Activation Experimentation Experimentation Surveys 9 @ 6
[
® &
Insights Analytics Session Replay “l \
o

Data Systems
& Sources

Data Data Warehouse Governance Privacy & Security aws 3
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Amplitude Al



Our Evolution to Revolution

Without Y Today’s
mplitude "~ .. ‘W Amplitude

¥
F |

e Specialized expertise e Full-window into

o Bespoke and difficult customer experience

e Self-service

Future
Amplitude

e Self-improving &
delightful experiences




CQ) Predictive

Anomaly Detection

Behavioral Clustering
Behavioral Predictions
Personalized Recommendations
Predictive Cohorts

© 2025 Amplitude Ind. All Rights Reserved.



Anomaly Detection

S Anomaly Detection Share v || @ Notebook @D =

Events
© sien upFor Trial o
All Users
G Select event.. "
where Select property.

S

...performed by Any Usel

Low: 56,880

coinbase

Expected: 60,393

Did my latest app release break
any critical purchase flows?



Behavioral Clustering

Cluster 2 Cluster 3

’ 94,121 Users 42,679 Users 35,338 Users
(54.7% of all Clusters) (24.8% of all Clusters) (20.5% of all Clusters)

172,138 Users

What types of users end up
retaining long-term? How do we
make more of them?

78.3% Usersin Cluster 1 are 89.6% Users in Cluster 2 are 90.8% Users in Cluster 3 are

83.7% Users inall Clusters are in
[Amplitude] 2nd Week Retentio




Behavioral Predictions

Percentile Breakdown

78.7% 69.4% 26.9%

Accuracy @ True Positive Rate @ False Positive Rate @

* 000
7,559 users SOF 83:

View Predicted vs Actual

0.75
é 05 61.1% predicted conversion rate
o 1.90x as likely to convert as the average .
2 Which users should we
$ encourage to sign up for our
) insurance product?
0 20 40 60

Percentile

Analyzing usersinthe 80 % to 99 % @AmplitUde




( Self-Improving

CQ Predictive> <8§€> Generqtive>

e Ask Amplitude
Anomaly Detection e Data Assistant

Behavioral Clustering

Behavioral Predictions
Personalized Recommendations
Predictive Cohorts

© 2025 Amplitude Ind. All Rights Reserved.



Data Assistant

Overall Score ® Top Suggestions @

+4 Categorize 5 events as "Onboarding".

7 8 +4 Add descriptions to 10 popular events.

of 100 *4 Update naming on 5 events to Title Case.

Your tracking planis Great! *4 Assign Ari Rajan as owner of 5 events.

Review All

Review

Review

Review

Review

How do we ensure the data in
Amplitude is clean and easy to
understand?



Ask Amplitude

ebay

How do we enable self-service
analytics for everyone at eBay?

Ask Amplitude




( Self-Improving

@9 Agentic)

Amplitude
Agents
(2025)

CQ Predictive> <8§€> Generqtive>

e Ask Amplitude
Anomaly Detection e Data Assistant

Behavioral Clustering

Behavioral Predictions
Personalized Recommendations
Predictive Cohorts

© 2025 Amplitude Ind. All Rights Reserved.



Uniquely set-up for success

Data

We have the largest behavior data repository

Action

Autonomous Analytics is useless without Action and the
ability to change the product

Ecosystem

We are an open ecosystem with 100s of integrations

2025 Amplitude Inc. All Rights Reserved.
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Self-Improving Products

Your new partner: Amplitude Autopilot

Autopilot helps you track goals, monitor activity, and optimize your
flows effortlessly. Set it up in a few easy steps.

Set Up Autopilot

Variant B Wins! CTR Improved by 22%.

Veggie Burger banner outperformed Classic Cheeseburger. See Test Details
Autopilot deployed Variant B for all users.

©2025 Amplitude Inc. All.Rights Reserved.

@ Amplitude
Alert: Refunds for Kids
Meals are spiking +27%

Wedne

Issue detected

Investigate Issue

Activity

@ Insight: Seasonal discounts boost order value

The last campaign increased order value by 15%

Mobile conversions increased by 24%

Winning solution implemented successfully

A/B Test complete: +22% conversions

Applying the winning variant to boost results

Testing CTA size: Small vs. Large

Collecting data over 24 hours for analysis

CTA size change impacted results

More tests underway to refine performance

Mobile conversions down 12%

Investigating root cause and creating report

AUTOPILOT SUGGESTION

Schedule follow up campaign

70% of customers who got the coupon placed a new
order within 48 hours. I suggest retargeting the
remaining 30% who did not use their code.

Schedule Maybe Later




© 2025 Amplitude Inc. All Rights Reserved.



The vision of self-
improving products
is becoming a
reality

3 bugs & broken

product flows found.

FindIssue

Cohort targeted and
experiment run.

Test Solutions

Product changes
identified to increase
retention by 12.7%

Roll Out Update



Amplitude
Digital Analytics Platform

Unified Experience Unified Data Model Unified & Al-Driven Workflows

Digital
Experience
. S Web Feature Guides and
Action Activation Experimentation Experimentation Surveys 9 @ 6
[
® &
Insights Analytics Session Replay “l \
o

Data Systems
& Sources

Data Data Warehouse Governance Privacy & Security aws 3



@ Amplitude

Go To Market

Thomas Hansen .



GTM Northstar: Scale Revenue to $1B+

. 9 P,
‘U

Enterprise Platform Customer
Focus Consolidation Value



GTM Leadership Team

{7\

Thomas Hansen Tifenn Dano Kwan Nate Crook Jenna Elliot Dan Carpenter
Presieient Chief Marketing Officer Chief Revenue Officer VP Customer Success SVP Strategy & Ops
TEUIER =245 el Tenure: ~2.5 years Tenure: ~2 years Tenure: 5 yrs, ~2 yrs in role Tenure: ~2.5 years

:3. il €3 HE . aln @ e = &
. Dropbo ol Dr‘op‘h‘ox ® - CISCO j Cag:?ght UI cb =)

U

Material transformation of the GTM organization
~75% of sales leadership and GTM VPs
have been hired/promoted in the last ~2 years



How We Go To Market

. Tier 1(~80% of ARR base)
. Tier 2 (~15% of ARR base)

Tier 3 (~5% of ARR base)

All figures as of year ended 2024.

Focus Countries

Tier 1: Direct Sales
(9 countries)
Tier 2: Direct & Partner
(14 countries)
Tier 3: Partner Led

Ta rget Accounts

Focus: Enterprise
Automate: Mass Market (PLG)

Core Personas

Convergence of
Product and Marketing



Qa0

Acceleration Levers

Enterprise Focus

Platform Consolidation

Operational Efficiency &
Sales Productivity



Fueling growth through i1
the Enterprise

Re-allocation of resources into Enterprise segment
65% of ARR base is Enterprise customers

y/
Drove larger deals in Enterprise 8 8 (o

6x higher ACV & growth potential than non-enterprise .
J J P P Y/Y Growth in

Enterprise
Net ARR

Optimized sales force landing more logos
159 new Enterprise logos landed in FY24

Customers have continued to grow with us
42 customers over $IM ACV and 591 above $100k

All figures as of year ended 2024. Y/Y for Q4 2024 vs Q4 2023. ©2025 Amplitude Inc. All Rights Reserved.



Platform Consolidation

Multi-product deals have been significantly larger
6x higher average deal size than single-product

Platform customers renewed at higher rates (o ]

10pp higher renewal rates for customers with 2+ products ~y (o]
New ARR from

Increased multi-year contract rates for platform customers Non-Analytics

41% of platform contracts are multi-year vs 16% for non-platform Products

Large opportunity to expand existing base to the platform
43% of our ~600 +$100K ARR customers are still single-product

© 2025 Amplitude Inc. All Rights Reserved.

All figures as of year ended 2024.



Scaling GTM efficiently

Re-segmented the business to focus on highest potential accounts
50% fewer focus accounts, 2x the account potential

Tech stack consolidation & Al drove efficiency gains

20k people hours/quarter saved 3 70/
~y (o)

Doubled down on comp plans aligned to strategy Increase in sales
Focused incentives to drive Enterprise & Platform growth productivity Y/Y

Above drove tangible increases in rep productivity
37% Y/Y increase in NewARR/AE, $1.1IM/year in NetARR per AE

© 2025 Amplitude Inc. All Rights Reserved.

All figures as of year ended 2024.



Customers across the globe across all industries & verticals
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Customer Journey: Free -> PLG -> PLS

Platform Upgrade

see
BROWSER S

COMPANY

Plus Plan Upgrade

Starter Account Signup

Jul 2020 Feb 2024 Mar 2024

Leveraging Amplitude for

Growth Moments Testing Product Market Fit Launch of Arc browser ; -
business growth insights



Customer Journey: Land -> Expand -> Platform Expansion

) restaurant Platform & _
brands Volume Upsell Platform Expansion
international l

Platform Expansion

Volume
Upsell
Cross-sell
Land at Burger ‘
King ‘

Aug 2018 Oct 2018 2019-2021 Nov 2022

Growth of Dlgltol Expanded to .Lev'eroglng '
business during Firehouse Subs Activation, Session
Covid Replay & WNA

Expanded to Tim

Growth Moments Launch of BK app Hortons + Popeyes



Customer Journey: Land -> Expand -> Platform Expansion

Platform Expansion
& Volume Upsell

] FANDUEL

Platform Expansion

Volume
Upsell

Volume
Mobile Upsell

Analytics Land

Jun 2016 2017-2022 Aug 2023 Mar 2024

Leveraging
Audiences &
Experiment

Insights into Expansion to Business
Mobile Apps Units & Web Properties

All usage data

Growth Moments to Amplitude



Customer Journey: Land -> Expand -> Full Platform ELA

Full Org-Wide ELA

Company “4"”
Industry: Entertainment

Platform
Expansion

Volume Volume
Volume

Volume Upsell Upsell Upsell
Analytics Land Upsell P
°
O e +» °*
Oct 2018 2020-2022 Jun 2023 Sep 2024
Analytics for Expansion to el g AUelsness; Expansion to entire

all divisions Activation & extended organization

Growth Moments Web & Mobile _ >
Experimentation



Chris Benyarko

EVP, Direct-to-Consumer
(Digital & Broadcast)

SNBA




@ Amplitude

Building @
Durable Growth
Business

Andrew Casey .



Our Strategy

Financial Priorities

Accelerate Platform Growth +
Net New ARR Consolidation Leverage



Our Strategy

We have multiple growth drivers

International,
Partner Ecosystem

Use Case,
Personaq, Industry

Expand Multi-
Product Adoption

Acquire New ‘
Customers

Innovate &
Advance
Platform ‘

o _o-



Our Strategy

We're driving market consolidation through innovation

Product & Marketing Experimentation Audience Activation, Experience Guides &
Analytics Personalization Analytics Surveys

@ Amplitude Digital Analytics Platform

Amplitude Amplitude Amplitude @ Amplitude @ Amplitude
Analytics Experiment Activation Session Replay Guides & Surveys

J . .
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Targeting the right customers

Enterprise Customers: Higher Land & Expand ARR

Higher Land Stronger Expansion
Enterprise logos had ~2.5x Higher Enterprise logos had ~4x Higher
Average Land ARR Average Expand ARR

Fy24 FY24

-$38K -$18K

Il Enterprise  Non-Enterprise Bl Enterprise ~ Non-Enterprise

Notes: All figures exclude Plus; all figures are 12 months trailing period ended Dec 2024
We define Enterprise as companies who have greater than 1,000 employees or $100M in revenue



Targeting the right customers

Enterprises value the platform, and are more durable

Value the Platform ... Resulting in more ARR
Enterprises have ~2x Higher Enterprises have ~6x
Multi-Product Adoption' Higher Average ARR

69% $253K
FY24 %9 Fy24
-$42K

-39%

[l Enterprise Non-Enterprise MlEnterprise | Non-Enterprise

Notes: All are 12 months trailing period, excluding Plus, ended Dec 2024, unless otherwise noted
We define Enterprise as companies who have greater than 1,000 employees or $100M in revenue
1. Multi-Product defined as 2+ products



Efficient Growth

Fueling growth through the Enterprise

ARR $s in millions

$1Bn +
Non-Enterprise

B Enterprise

~$500+ ~15%

312
$280 5

~35%

~40%

FY-23 FY-24
NRR% 98% 100% 0%+ 15%+
Notes: All figures above include Plus; historical figures are as of year-end fiscal year

We define Enterprise as companies who have greater than 1,000 employees or $100M in revenue
Please refer to page 2 for additional details and disclosures regarding the long-term goals presented on this slide.



Efficient Growth

Path to $500M+ ARR and Beyond

FY24 $500M+ ARR
Number of Logos ~750 ~12% CAGR ~1,200+
Enterprise
P Avg. ARR ~$270k ~7% CAGR ~$350k+
Segment
% of Total ARR ~65% ~75%+
Number of Logos ~1,800 ~3% CAGR ~2,000
Non-Enterprise
P Avg. ARR ~$60k ~3% CACGR ~$68K
Segment
% of Total ARR ~35% ~25%
Notes:

We define Enterprise as companies who have greater than 1,000 employees or $100M in revenue
All figures exclude Plus. FY24 is as of Dec. 31, 2024
Please refer to page 2 for additional details and disclosures regarding the long-term goals presented on this slide.



Efficient Growth

Platform Play: Large opportunity to expand

57% of our largest' customers are Average Platform ARR 4x higher
multi-product (vs 25% total?) than Average Non-Platform ARR

25%
$67k
Total >$100k Average Average
Customer Customers Single Product Platform ARR
Multi-product Multi-Product ARR

Notes:

We define Enterprise as companies who have greater than 1,000 employees or $100M in revenue

1. Largest customers are defined as customers with >$100k ARR

2. Total customers exclude Plus

Please refer to page 2 for additional details and disclosures regarding the long-term goals presented on this slide.
All figures as of Dec. 31, 2024.

Platform Value enables
substantial growth
opportunity

$160M+ ARR

opportunity

Potential
Incremental

11% CAGR
over 4 years



Instrumenting the business

Increasing committed contract terms drives RPO

RPO $s in millions

Long Term $309
B short Term
248
$ $239 85
$170
$33
224

$57 $51
$188 v
$137

FY21 FY22 FY23 FY24



Instrumenting the business

Growth with leverage

Long Term Goals

2024 2025e ~$500M+ ARR $1Bn + ARR

. 0 _o20, Hosting Optimization, PS _ano 0
Gross Margin 77% 75-77% Breakeven, Multi-Product 80-82% 83%+
Enterprise & Platform
45% 41-43%  Focus, Demand Gen. & 38-41% 30-32%
Sales Process Efficiency,
Partners

R&D (as a % of Revenue) 17% 18-20% Orgcnic & |n0r90nic 18-20% 18-21%
Innovation

S&M (as a % of Revenue)

G&A (as a % of Revenue) 16% 14-16% Leverqge through scale 10-12% 8-10%

Operating Margin (1)% (1)-1% 10-13% 20%+

Notes:
All metrics are Non-GAAP. Gross margin and operating margin are calculated as gross profit and income(loss) from operations, respectively, divided by total revenue. A reconciliation of GAAP to Non-GAAP results is

available in the appendix of this presentation.
Please refer to page 2 for additional details and disclosures regarding the long-term goals and non-GAAP financial information presented on this slide.



In closing ...

G Large market opportunity; $50B+
0 Rapid innovation with new Al opportunities

e Enterprise focused GTM team

o Building a durable growth business
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GAAP to Non-GAAP
Reconciliation
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GAAP to Non-GAAP Reconciliation

AMPLITUDE, INC.
Reconciliation of GAAP to Non-GAAP Data
(In thoeusands, axcept percentages and per share amounts)

(unauditad)
Thres Months Ended December 31, Year Ended December 31,
2024 2023 2024 2023

Recondiliation of gross profit and gross margin

GANP gross prafid 3 58,325 3 53,138 3 222348 3 204,361
Plus: stock-barsed compensafion expenss and refsted smployer payral s 1,891 1874 8472 7300
Pius: amaoriization of saoquined intangible asosts. 158 a3 430 1238

Hon-GAAP gross profit 3 80,374 3 55,285 3 229,310 3 212899

GANP grass mangin TAT% Tdd% TAT% Tk
Man-GAAP adustments 285% 30 23% 1%

Nar- GAAP grass margin 3% 4% ThE% 1%

Recongiliation of operating loss and operating margin

GANP lass fram aparafions 3 {35,505} 3 {21,537) 3 {107,383} 3 o 102,520}
Plus: 230k based compenesion sxperes and related empiaper payral e 35473 23589 102,645 #AT2
Plus: amarizafion of acquired intangibhe assets m 7 734 1413
Flus: restruciuring and ofher related dhanges - {52} - a142

Mor-GAAP incama {lazs) fram oparafions 3 ] 3 2317 3 {4,004} 3 {3493}

GANP aperafing marngin (45.4%] {30.2%) (35.5%] {37.1%)
Mo GAAP adjustmanis A5 7% 334% TR 358

Morr BAAP operafing margin 0.3% 2% e R

Reconciliation of net income (loss)

GANP natincam (lass) 3 {32,590} 3 {18,543) 3 {94,319} 3 {90,383)
Plus: stock- basad com pereion expenss and relsted emplayer payrall toes 35473 23,580 0245 #0472
Plus: amarization of acquired intangibla assets m 7 = 1413
Plus: restruchuring and other related dhanges {52} 8142
Less: incama tax efact of non-GANP adjustmants {152) {5TH) {571} { PO}

Han-GAAP nal incame {lass) 3 3,002 3 4733 3 L] 3 T7A56

Recongiliation of net incoma (loss) per share

GANP natincama (lass) par share, basic 3 {0228} 3 {018} 3 {078} 3 {077}
Mo GAAP adjustments fo nel income (lasz) 028 00 083 Qa4

Har-GAAP net incama {lass) per share, basic 3 Qa2 3 00a 3 a7 3 a7

Han-GAAP net incama (lass) per share, dilutsd 3 [T 3 004 3 006 3 006

'Wsightad-average shares ussd in GAAP and non- GAAP per share caloulafion, basic 127,750 119248 123,800 116958

Weighted-anverage shanes used in SAAP and nan-GAAP per share caloualion, diluted ' 135714 129,158 131973 127364

Mote: Certain Sigures may not sum due b rounding
(1) For the three and twelve months ended December 31, 2024 and for the three and twelve months ended December 31, 2023, the weighted average shares used in the GAAP per share calculation excludes 8.0 million shares, 8.1 million shares, 9.9 million shares, and 10.4 million shares,
respectively, as the effect is anti-dilutive in the period



GAAP to Non-GAAP Reconciliation

AMPLITUDE, INC.
Reconciliation of GAAP to Non-GAAP Data
(In thousands, except percentages and per share amounts)

(unaudited)
Three Months Ended December 31, Year Ended December 31,
2024 2023 2024 2023
R iliation of operating exp
GAAP research and development $ 34,430 $ 22,198 ] 97,565 $ 90,138
Less: stock-based compensation expense and related employer payroll taxes (20,479) (9,591) (45,644) (37,519)
Non-GAAP research and development $ 13,951 3 12,607 $ 51,921 5 52,619
GAAP research and development as percentage of revenue 44.1% 31.1% 32.6% 32.6%
MNon-GAAP research and development as percentage of revenue 17.9% 17.7% 17.3% 19.0%
GAAP sales and marketing $ 42,482 $ 37,780 $ 168,306 $ 153,714
Less: stock-based compensation expense and related employer payroll taxes (8,394) (7,854) (33,015) (30,206)
Less: amortization of acquired intangible assets (113) (44) (244) (175)
Non-GAAP sales and marketing $ 33,975 3 29,882 $ 135,047 $ 123,333
GAAP sales and marketing as percentage of revenue 654.4% 52.9% 56.2% 55.6%
Non-GAAP sales and marketing as percentage of revenue 43.5% 41.8% 45.1% 44.6%
GAAP general and administrative $ 16,918 $ 14,749 $ 63,860 5 54,887
Less: stock-based compensation expense and related employer payroll taxes (4,709) (4,270) (17,514) (14,447)
Non-GAAP general and administrative $ 12,209 $ 10,479 B 46,346 $ 40,440
GAAP general and administrative as percentage of revenue 21.7% 20.7% 21.3% 19.9%

Non-GAAP general and administrative as percentage of revenue 15.6% 14.7% 15.5% 14.6%

© 2025 Amplitude, Inc. All Rights Reserved



GAAP Cash Flows from Operating Activities to
Free Cash Flow

AMPLITUDE, INC.
Reconciliation of GAAP Cash Flows from Operations to Free Cash Flow
(In thousands, except percentages)

(unaudited)
Three Months Ended December 31, Year Ended December 31,
2024 2023 2024 2023
Met cash provided by (used in) operating activities 3 3,156 3 2,321 3 18,506 3 25,630
Less:
Purchases of property and equipment (T48) (284) (1,725) (1,279)
Capitalization of internal-use software costs (B83) (555) (5,053) (1,904)
Free cash flow % 1527 5 1,482 5 11,728 3 22447
Met cash provided by (used in) operating activities margin 4.0% 3.3% 6.29% 9.3%
Non-GAAP adjustments (2.1%) (1.2%) (2.3%) (1.2%)
Free cash flow margin 2 .0% 21% 3.9% B.A1%

Mote: Certain figures may not sum due to rounding
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