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This presentation and the accompanying oral presentation contain forward-looking statements. All 
statements other than statements of historical fact contained in this presentation, including 
statements as to future results of operations and financial performance, objectives of 
management for future operations of Twilio Inc. and its subsidiaries (“Twilio” or the “Company”), 
market size and growth opportunities, projections and forecasts, competitive position and 
technological and market trends, expectations regarding long-term growth prospects for Twilio’s 
messaging and software products and services, expected cross-sell opportunities among the 
Company’s products and services, and Twilio’s ability to drive profitability and growth through 
restructuring actions, are forward-looking statements. In some cases, you can identify 
forward-looking statements by terms such as “expect,” “plan,” “anticipate,” “intend,” “target,” 
“project,” “predict,” “potential,” “explore” or “continue” or the negative of these terms or other 
similar words. Twilio has based these forward-looking statements largely on its current 
expectations and assumptions and on information available as of the date of this presentation. 

The forward-looking statements contained in this presentation and the accompanying oral 
presentation are subject to known and unknown risks, uncertainties, assumptions and other 
factors that may cause actual results or outcomes to be materially different from any future results 
or outcomes expressed or implied by the forward-looking statements. These risks, uncertainties, 
assumptions and other factors include, but are not limited to, those related to adverse changes in 
general economic or market conditions, including recession and rising inflation, the Company’s 
business and financial performance, including its ability to generate sufficient revenues to achieve 
or sustain profitability, the Company’s ability to attract and retain customers, the Company’s ability 
to develop new products and services and enhance existing products and services, especially 
during times of macroeconomic uncertainty, the Company’s ability to respond rapidly to emerging 
technology trends, the Company’s ability to comply with modified or new industry standards, laws 
and regulations applying to its business, the Company’s ability to execute on its business strategy, 
the Company’s ability to compete effectively, and the Company’s ability to manage growth. 
Moreover, the Company operates in a very competitive and rapidly changing environment, and 
new risks may emerge from time to time. It is not possible for the Company to predict all risks, nor 
can the Company 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 may make.

This presentation also contains estimates and other statistical data made by independent parties 
and by the Company relating to market size and growth and other industry data. These data 
involve a number of assumptions and limitations, and you are cautioned not to give undue weight 
to such estimates. 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, projections, assumptions and 
estimates of its future performance and the future performance of the markets in which the 
Company competes are necessarily subject to a high degree of uncertainty and risk due to a 
variety of factors. These and other factors could cause results or outcomes to differ materially 
from those expressed in the estimates made by the independent parties and by Twilio.

This presentation also includes certain non-GAAP financial measures. 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 measures to the most directly comparable GAAP measures, which is 
available in the appendix. A reconciliation of non-GAAP forward looking information to the 
corresponding GAAP measures cannot be provided without unreasonable efforts due to the 
challenge in quantifying various items.

Further information on potential factors that could affect Twilio’s  financial results is included in 
our most recent annual report on Form 10-K, as amended, and subsequent quarterly reports on 
Form 10-Q filed with the SEC. In addition, Twilio is subject to the information and reporting 
requirements of the Securities Exchange Act of 1934 and, accordingly, Twilio files periodic reports, 
current reports, proxy statements and other information with the SEC. These periodic reports, 
current reports, proxy statements and other information are available on the SEC’s website at 
http://www.sec.gov.  The forward-looking statements included in this presentation represent the 
Company’s  views only as of the date of this presentation, and Twilio assumes no obligation to 
update these forward-looking statements, except as required by law. 

Legal disclaimer

http://www.sec.gov
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Jeff Lawson
Co-Founder, CEO & Chair

Introduction and Vision
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CEO - Top of mind

4

2 Segment and customer data: the foundation of Act II

Laser focused on profitability and operating leverage

3 Why we'll win: better together

1 Messaging unit economics are strong, re-focus on efficient product-led growth 



US International

LTM Q3’22

$0.0026
$0.0028

$0.0056

$0.0070

Non-GAAP Gross Profit Per Message1

Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures. TAM based on industry analyst estimates and internal Twilio analysis. 
1. Includes Twilio Core messaging. Excludes data from all acquisitions since October 2020. Numbers are rounded.
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Gross profit per message is growing… And the market is large and growing…

2020LTM Q3’222020

25%

9%

Messaging TAM

$26
$32

2022 2025

($ in billions)

8%
CAGR

Messaging unit economics are strong
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The digital giants are winning because they have 
the best customer data.

Now every other B2C company needs to catch up.
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CRM ≠ Customer Engagement

$69B

13%

Companies spent $69B worldwide in 2020 investing in 

relationship management1

Yet only 13% of customers in the US say their experience is 

‘excellent’2

1. Gartner, Market Share: Customer Experience and Relationship Management, Worldwide, 2020, 29 April 2021
2. Deloitte Digital and Twilio, Close the Trust Gap to Unlock Business Value Report, October 2021



Twilio 

Customer 

Engagement 

Platform
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z

CUSTOMER DATA
PLATFORM

COMMUNICATIONS
PLATFORM 



Image 
placeholder

Image 
placeholder

Image 
placeholder

Twilio is a leading CPaaS for 2021 

market share per IDC1

Twilio is the #1 CDP for 2021 market 

share as determined by IDC2 

Twilio is a leader in CEP for 2022 market 

share as determined by Omdia3

Leader in CPaaS Leader in CDP Leader in Customer 
Engagement 

10
1. Source: IDC MarketScape: Worldwide Communications Platform as a Service 2021 Vendor Assessment
2. Source: IDC Worldwide Customer Data Platform Market Shares, 2021: Stellar CDP Growth Proves Value of Unified Data for CX
3. Source: Omdia Universe: Customer Engagement Platforms, 2022–23

Why we’ll win: better together

Combining leadership in communications and customer data, to create a strong, 

integrated value proposition
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Levers of profitability are within our control:

Laser focused on profitability and operating leverage

Gain leverage in communications 
through more product-led 
growth and more efficient 
customer acquisition

1 Back to our roots: 2
Focus more of our Go to Market 
resources on selling our high 
margin software: 
Segment, Flex and Engage

Accelerate software:
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Significant
Leverage 

Opportunity

Great 
Customers

Right
Team

Large & 
Growing 

TAM

Leading 
Products

Act II, Day 1

Despite short term headwinds, we believe we are well positioned for long term success



Eyal Manor
Chief Product Officer

Product Strategy



CPO - Top of mind

1

2

3

Focus on continued innovation

Prioritize R&D investments that differentiate our CEP

Build from a strong foundation

14



Twilio’s evolution to the CEP

1990s

Internet Cloud computing Social Customer-Centric

2000s 2010s 2020s

1990s

Internet Cloud computing Social Customer-Centric

2000s 2010s 2020s

Voice
SMS

Shortcode

Authy (acquisition)

Verify

Studio (low code/no code)

WhatsApp

Twilio Flex

Twilio SendGrid (acquisition)

Conversations

Segment (acquisition)

Twilio Frontline

Twilio Engage

Customization 

of the customer experience 
across all channels

Personalization 

for every customer, at scale

Twilio
founded

Democratization 
of individual communication channels

Virtualization 

of traditional hardware,
brick & mortar
and relationships

15



CPaaS

Twilio is a leading CPaaS for 

market share for 2021 per IDC1

Intelligent
Applications
Surfacing real-time context and 

investing in intelligence in our 

products enable desired 

outcomes for our customers

CDP

Twilio is ranked #1 for worldwide 

CDP market share for 2021 as 

determined by IDC2

Combining the best CPaaS and CDP to build a single platform that intelligently 

orchestrates customer engagement across the customer life cycle

Twilio’s Customer Engagement Platform

16
1. Source: IDC MarketScape: Worldwide Communications Platform as a Service 2021 Vendor Assessment

2. Source: IDC Worldwide Customer Data Platform Market Shares, 2021: Stellar CDP Growth Proves Value of Unified Data for CX



CPaaS at global, enterprise scale

Millions of developers choose Twilio's easy-to-use 

CPaaS solution to power omni-channel engagement 

with their customers world-wide

Our Super Network connects with over 1500 global 

carrier connections

We provide advanced compliance management to 

support changing ecosystem regulations

180+
Countries
reached

144B+
Messages sent 

LTM

54B+
Voice minutes 

per year

127B+
Emails sent 

monthly

200+
Technology 

Partners

280k+
Twilio customer 

accounts

17



1. Includes integrations in public beta

Twilio Segment CDP
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Real-time Collection Single Profile Aggregation

Take Action with EaseGovern & Process

Collect data across every touch point – 

online and offline. Industry-leading data 

completeness and ease of implementation

Synthesize raw data points into a single 

view of the customer across the entire 

customer journey

Activate your data in Engage or via a complete 

set of destinations from your data warehouse 

to SaaS applications without code

Control your data by creating trusted and 

compliant data sets with the assistance of 

our data standardization and privacy by 

design capabilities

1T+ API calls monthly

400+ pre-built integrations1



Focused on highest impact areas

Image 
placeholder

Image 
placeholder

Image 
placeholder

Harness connectivity and channels 

to power profitable CPaaS growth

Prioritizing software that benefits 

from strength in CPaaS and Data

Resources deployed against 

products aligned to our CEP future

Growing CPaaS profitably Accelerating Software Shifting investment strategy

19



Consumer privacy and 
deprecation of 3rd party cookies 
drive demand for 1st party data

Twilio Segment collects, organizes, and 
activates 1st party data

81%
of companies still rely on 3rd party data1

Legacy CRMs and siloed data 
create barriers to personalized 
experiences

Twilio Segment’s single view of a customer 
powers real-time personalization across any 
engagement channel

60%
of consumers become repeat buyers after a 
personalized experience2

Businesses need digital 
channels to meet consumer 
expectations

Twilio’s CPaaS offering provides 
companies with unified APIs to reach 
customers where they are

70%
of companies see increase in revenue 
when investing in engagement tools1

Solving business challenges across customer engagement

20
1. Source: Twilio's 2022 State of Customer Engagement Report

2. Source: Twilio Segment's The State of Personalization 2021 Report



I can get you on a flight 30 min earlier 

or an hour later; business class, an 

aisle seat and a vegetarian meal. How 

does that sound?

That would work perfectly, thanks

so much Michelle.

09:02

Michelle Smith

Adam Jones

09:01

Customer conversations on all channels

Seamless employee experiences

Extensible platform to fit your business

Meet your customers where they are with one continuous 

conversation across any channel

Empower your reps to serve, sell, and support by providing the 

context they need on one screen

Build a digital storefront or create a world-class contact center, 

Flex extends to fit your business

A contact center built to 
be flexible

21



The real-time, data-first marketing platform

Personalize your message using a 

complete view of your customers

Reach your customers with natively 

integrated Twilio channels

Use real-time data to connect with 

customers at key moments

first_name

first_product_viewed

last_product_purchased

first_product_viewed

The right message The right channel The right time

22



Building a differentiated approach to 
customer engagement

A resilient, secure, and 
unified approach

Foundation for fueling 
customer relationships

Intelligence-driven 
actions and outcomes

One Platform Built on Data Driven by AI

A modern, global platform with 

trusted infrastructure and digital 

reach that delivers the power to 

drive engagement across the 

entire customer journey

The only unified view of customer 

and communication data to 

produce real-time intelligent profiles 

across all critical engagement 

applications

Automating the best action, 

whether reaching the right 

support agent, targeting the 

audience, or sending a message at 

the perfect moment

23



Go to Market Strategy

Elena Donio
President of Revenue



President of Revenue - Top of mind

25

1

2

3

We have a massive software opportunity 

Messaging GTM can be significantly more efficient

Continue to build strong strategic relationships with customers



Our strong foundation for growth

Large Customer
Base

280,000 customers around the 

world, ~⅔ of revenue from large 

enterprise and mid market1, with 

significant potential for cross-sell

Scaled Sales Motion 
with Automation 
Opportunities
Highly scaled sales process

Building greater customer  

self-service capabilities

 

Product Strength & 
Differentiation

One of the largest communication 

platform as a service players to build 

upon for sales, marketing and service 

solutions

26
1. Represents revenue mix aligned to company size as represented by our sales customer mapping for Legacy Twilio and Email only.



Significant growth opportunity through cross-sell 

Messaging + Segment/Engage/Flex/Authentication

Omnichannel 

Orchestration

Cross Channel 

Optimization

Contact Center to 

Sales Center

Remove Friction 

and Fraud

Golden ProfileFirst-party Data

Segment & Engage
Cross-Sell

Verify & Network 
Authentication

Cross-Sell

Flex
Cross-Sell

Marketing Use 

Case

Verification

Conversational

Sales Support

27



We have multiple land and expand opportunities

Impact

Typical 
Product / 

Land

Cross-sell 
Product / 
Expand

Inside Sales & Customer 

Experience

Segment

Voice

FrontLine

Messaging

Flex

Studio

Measurable growth in sales conversion 

through one click digital sales

Marketing & Data 

Analytics

Messaging

Engage New Comms 

Channels

EmailSegment

Strong ROI through first-party data 

for personalization and data driven 

interaction

Product Builders & 

Developers

Email

Segment Network 

Authentication

VoiceMessaging

Building scalable frictionless 

experiences that drive conversion and 

usage

28



Platform 
Partnerships

Platform partners drive 

co-innovation on solutions, 

and extend Twilio & 

Segment offers on cloud 

marketplaces

Platform Partners1

Business Process 
Outsourcing (BPO)

Expertise in building, 

managing and operating 

customers’ contact centers

Technology Partners1

Independent 
Software Vendors 

(ISV)
ISV partners integrate with 

Twilio solutions, or embed 

Twilio APIs in their product, 

or extend Segment sources 

and destinations

System 
Integrators

Resellers

Deploy Twilio Flex and/or 

Twilio Segment faster 

than ever with pre-built 

functionality

Resell Twilio to particular 

segments and geographies, 

including commercial and 

public sector entities

Consulting Partners1

Leverage partner ecosystem to co-innovate, enhance distribution, and increase GTM efficiency

Large and growing Twilio Partner Ecosystem

29
1. Representative list of partners.



2013 2016 20192021 2020 2021 20222022

Starting to see strong validation of our sales strategy

Fortune 500 Financial Services Company

Customer Expansion Examples:

30

Onboarded 
Segment in 

2021

Implementing
Flex in 2022

Customer A: Fortune 500 Financial Services Company

Started with 
Voice in 2016

Pilot of 
Flex in 
2021

Large Expansion of
Flex in 2022

Customer B: Fortune 100 Retailer

$7M
Expected Annual Revenue1

$8M
Annualized Revenue

Started with 
Messaging & Voice in 

2013, (then added 
Email)

1. After completion of implementation in 2023



Engage can be a game-changer for CDP

Customer Example:

Marketing analytics team typically batch processes the data 

while struggling to find the right data tables and sources.

The lag time in getting the data to acting on it was typically 

multiple weeks - too late to drive or influence outcomes.

Twilio Engage provided one source with the power to 

trigger email or messages on real-time events!

31

Large Canadian Retailer



Software growth drives comms 
usage at scaled efficiency
● Growing software will drive more 

efficient messaging sales

Focused initiatives to reduce costs 
and drive profitability for our 
messaging business
● Shift to more self-service automation

Investments in software solution 
value selling
● Building team and driving cross sell 

initiatives

Revamped GTM Strategy 
Software &

Comms Growth

CEP Fueling Messaging

Messaging Fueling CEP

Comms Sales

Efficiencies

Software Sales

Growth

32



The result is a focused, efficient sales model

Small and Growth Accounts

Commercial & Mid 

Market Accounts

Top 

Global 

Accounts

StrategyPersonnel

Dedicated AEs

Product focused AEs

Self service / 

opportunistic 

engagement with inside 

sales

Strategic solutions sales 

incorporating all Twilio 

products

Target product, 

expansion and growth

Lower GTM costs with 

more self service

33



GTM transformation

Driving 

Efficiencies

Investing 

for Growth

Build Channel Sales 
Partners
Leverage partner ecosystem to 

implement software solutions and 

cultivate channel sales opportunities

Leverage Messaging for 
Growth

Leverage our messaging customer 

base to drive profitable growth by 

cross selling software 

Double-down in Flex Sales

Increase sales capacity for Twilio Flex

Investing in Twilio 
Segment AEs
Increase AE sales coverage for 

Segment including Twilio Engage

Product-led Growth

Improve developer experience to 

determine Product Qualified Leads 

(PQLs) to target based on activity and 

usage

Customer Self-Service

Drive greater sales efficiencies 

through automation and self service 

capabilities

34



Khozema Shipchandler
Chief Operating Officer

Financial Overview and
Key Metrics



COO - Top of mind

1

2

3

Focus on driving disciplined, organic growth

Continuously improve consistency in performance and metrics

Deliver meaningful operating profits, regardless of gross margin 

36



Q3 2022 earnings recap

Revenue

Non-GAAP Op. Loss

Dollar-based 
Net Expansion

Active Customer 
Accounts

$983M

33%

($6M)1

122%

280,000+

$995M - $1,005M $3,797M - $3,807M

($15M) - ($5M) ($23M) - ($13M)1

Implied FY GuidanceQ4 GuidanceQ3 Results

Reported ($35M)

32%

18% - 19%

18% - 19%

34% - 34%

29% - 29%

Y/Y Growth

Organic Y/Y Growth

N/A N/A

Note: Refer to the appendix for the definition of dollar-based net expansion rate and active customers accounts. Non-GAAP operating loss is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Excludes non-cash accrual of $29 million related to the implementation of the Company’s new sabbatical program for tenured employees.

N/A N/A

37

N/A ($52M) - ($42M)
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03   Software Overview
04   Driving Operating Leverage
05   Moving Forward



Our Business



Quarterly 
Revenue ($M)

Dollar-Based Net
Expansion Rate

Active Customer 
Accounts (K)

Non-GAAP Opex
% Revenue1

Q4’17 Q2’20 Q3’22

$983

$401

$115

Q4’17 Q2’20 Q3’22

122%
132%

123%

Q4’17 Q2’20 Q3’22

280 57%

200

49

Q4’17 Q2’20 Q3’22

$943

54%

51%

We’ve driven progress since our previous Investor Days

Note: Refer to the appendix for the definition of dollar-based net expansion rate and active customers accounts. Non-GAAP operating expenses is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Q3’22 non-GAAP operating expense excludes the non-cash accrual of $29 million related to the implementation of the Company’s new sabbatical program for tenured employees. Including this expense, Non-GAAP operating expense as a percent of revenue would be 54% in Q3’22.
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Our market opportunity continues to expand

Customer Engagement Software Other Comms Messaging

2022 TAM 2025 TAM

$80

$26

$32

$40

$43

$27

$27

$116

Note: TAM based on industry analyst estimates and internal Twilio analysis. Customer Engagement Software includes CDP, Marketing Campaigns, and CCaaS. TAM numbers are rounded and may not sum.
41

13%
CAGR

($ in billions)



$3.9B
Q3’22 Annual Revenue 

Run Rate

57%
5-YR CAGR ’17-’22E

66% / 34%
Domestic vs. International 

2022 YTD Revenue1 

Total Revenue Total Revenue Growth Organic Revenue Growth

2017 2018 2019 2020 2021 2022E

SendGrid

Acquisition

(closed Feb)

Segment

Acquisition

(closed Nov)

44%

44%

63%

63%

75%

47% 49%

55%
61%

34%

29%

42%

$0.4

$0.7

$1.1

$1.8

$2.8

$3.8

We’ve delivered consistent revenue growth at scale
Total Revenue

Note: 2022E revenue based on actual revenue for the first three quarters of 2022, plus the midpoint of the Q4’22 revenue guidance range. The 5-year revenue CAGR is based on this same revenue estimate for 2022.
1. Revenue by geographic area is based on the IP address or the mailing address at the time of registration.

42

($ in billions)



56%
5-YR CAGR

 Q3’17-Q3’22

51%
Non-GAAP Gross Margin 

LTM Q3’22

UNIT 
ECONOMICS

Focus on

Non-GAAP Gross Profit Non-GAAP Gross Profit Growth

2017 2018 2019 2020 2021 LTM Q3’22

40%

61%

86%

49%

54%

$0.2

$0.4

$0.7

$1.0

$1.5

$1.9

Non-GAAP gross profit dollar growth fuels investments

($ in billions)

Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
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Continuing to increase our strategic value
Customer Count by Trailing 12-Month Revenue (comparison versus previous Investor Days)

1,028
G2K Customers1

$216M
Q3’22 Revenue from 

G2K Customers

$100K+ $1M+

Q3’22

3,939

Q4’17

526

Q2’20

1,663

Q3’22

427

Q4’17

48

Q2’20

154

$10M+
27

2
7

$5M+
65

3
17

Q3’22Q4’17 Q2’20 Q3’22Q4’17 Q2’20

1. G2K data excludes revenue and customer count from Segment. Data for Q2’20 and Q3’22 includes Twilio SendGrid customers, which were previously excluded from this dataset when we shared it in our October 2020 Investor Day presentation.
44



Existing customers are continuing to grow with Twilio

2021

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

2020

2019

2018

2017

2016

2015

2014

2013

2012

2011

45
Note: Represents revenue from our Active Customer Accounts for Legacy Twilio, Email and Segment products. Segment data begins November 2, 2020. Grouped by cohorts based on the year when each customer account cohort originated.



We are well diversified across customer size and industry

1. Represents revenue mix aligned to company size as represented by our sales customer mapping for Legacy Twilio and Email only. Excludes revenue from all acquisitions since October 2020. 
2. Revenue mix by customer size and by industry includes revenue from our current customers for Legacy Twilio and Email only. Excludes revenue from all acquisitions since October 2020. Note that industry data is for selected industries only, and that percentages are rounded to the 
nearest whole number.
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Q3’22 Revenue Mix by Customer Size1

35% 33%

32%

Enterprise 

(2,000+ Employees)

Growth

(1-100 Employees)

Mid-Market

(101-2,000 Employees)

Q3’22 Revenue Mix by Industry - Top 102

4%

5%

Healthcare & Life Sciences

7%Social & Messaging

9%

Financial Services

21%

Software & Services 4%

6%

Advertising & Marketing

8%Retail & eCommerce

12%

Professional Services

Information technology

3%Crypto

Entertainment & Media



Note: Numbers are rounded and may not sum. Other consists of enterprise and support plans, professional services, minimum commits, IoT/wireless and other smaller products. 

Q3’22 
LTM REV Primary products

Voice / SIPT Phone Numbers

Messaging

O
th

er
co

m
m

s

$3.6B

$1.1B

$2.0B

$0.4B

$0.2B

M
es

sa
gi

ng
So

ft
w

ar
e

O
th

er

Email Video

Account 
Security

Primarily usage-based

Mixed growth / high margin

Usage-based

High growth / mixed margin that varies by geo 

given telco costs

Primarily subscription-based with usage elements

Predominantly high growth / high margin

Typical attributes

Product portfolio provides multiple growth vectors

47

Segment Flex Engage Marketing
Campaigns

Frontline



LTM Q3'22 Revenue Mix Product (%) LTM Q3'22 Non-GAAP Gross Profit Mix by Product (%)

Software

Other

Communications

84%

11%
5% Software

Other

Communications

77%

17%

6%

Communications Software Other Communications Software Other

Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures. Other consists of enterprise and support plans, professional services, minimum commits, IoT/wireless and 
other smaller products. 
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Revenue and non-GAAP gross profit mix across our portfolio



Communications
Overview



$3.3B
Q3’22 Annual Revenue 

Run Rate

Total Communications Revenue Total Communications Revenue Growth

2017 2018 2019 2020 2021 LTM Q3’22

41%

61%

69%

51% 50%

$0.4

$0.6

$1.1

$1.6

$2.4

$3.1

Communications revenue experiencing solid growth
Total Communications Revenue

($ in billions)

54%
5-YR CAGR 

Q3’17-Q3’22
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Communications portfolio composition

PRODUCT PROFILES2

Growth

Messaging High Mixed

Email Moderate High

Video Moderate High

Voice Moderate High

Numbers Moderate Average

Account Security High High

Non-GAAP 

Gross Margins

REVENUE MIX1

~$3.1B

Communications

LTM Q3’22 Revenue

1. Revenue percentage numbers are rounded and may not sum to 100%. “Other” includes Numbers, Video and Account Security.
2. Growth: “High” is 30%+, “Moderate” is 10-30%; Margin: “High” is 75%+, “Average” is the corporate average.

51

Messaging
64%

Other
10%

Email
10%

Voice 
15%



Highlights

Significant market with growing demand

High customer ROI

Compelling unit economics

Typically a shorter sales cycle and easier to land

Provides opportunity to cross-sell other products

Opportunity to run more efficiently

144+
Billion Messages 

Sent (LTM Q3’22)1

50%
Non-GAAP 

Gross Profit
CAGR 

(Q3’17-Q3’22)

40%
U.S. Revenue 

(by termination,
LTM Q3’22)

180+
Countries Served

Challenges

Volatility of carrier costs in high-growth geos

Increasing operational costs associated with 

carrier compliance

Messaging continues to drive attractive growth

52Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. 144 billion messages number refers to Twilio Core messaging and does not include total messages from acquisitions made since October 2020.



Termination location drives margin changes

Messaging Revenue by Region1

67% 51%
Annual 
Growth: 72% 42%

LTM Q3’222020

51%

49%

2021

$0.8

$1.4

$2.0

57%

60%

43%
40%

International Messaging Revenue US Messaging Revenue

LTM Q3’222020

41%

2021

$0.3

$0.5

$0.7

34% 33%

Messaging Non-GAAP Gross Profit Messaging Non-GAAP Gross Margin

International Messaging growing faster than domestic, with mix shift impacting gross margins

Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Messaging revenue split between International and US is based on location of where messages terminate. Represents total messaging business inclusive of M&A. 
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Messaging Non-GAAP Gross Profit

($ in billions)



Messaging US & International non-GAAP gross margin trends

Note: All gross margin data is non-GAAP. Non-GAAP gross margin is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. “Fees” refer to 10DLC A2P and related fees imposed by U.S. carriers.

US Messaging Excl. Fees1

Including M&A Excluding M&A

63.4%

63.4% 65.7%

67.7%
70.0%

65.1%

20212020 2022 YTD 20212020 2022 YTD

25.4%

25.5%

21.2%

21.2%

22.5%

22.9%

International Messaging

Including M&A Excluding M&A

US Messaging Incl. Fees1

Including M&A Excluding M&A

20212020 2022 YTD

57.7%

57.7%

51.2%

51.5%

48.4%

49.5%
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US International

2020 2021 LTM Q3’22

$0.0026 $0.0027 $0.0028

$0.0056 $0.0055

$0.0070

Messaging has attractive gross profit unit economics
Non-GAAP Gross Profit Per Message1

Note: Non-GAAP gross profit is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Includes Twilio Core messaging. Excludes data from all acquisitions since October 2020. Numbers are rounded.
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Messaging non-GAAP margins impacted by fees and mix

53% / 61%

49% / 22%

Q2‘20 vs Q3’22
International % of 

Messaging Revenue: 
(Based on Termination)

Domestic vs. International 
Messaging non-GAAP Gross 

Margin - Q3’22

Non-GAAP Messaging Gross Margin Bridge

Note: Non-GAAP gross margin is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Includes Quiubas and ValueFirst.
2. Represents revenues from 10DLC A2P and related fees imposed by U.S. carriers on Twilio’s core messaging business and includes revenue from 10DLC A2P fees related to Zipwhip customers.
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International
Growth1

10DLC A2P
Fees2

Q2’20

-4.7% -2.8%

32.7%

40.2%

Q3’22



Messaging impact on Twilio non-GAAP gross margins

54.1%
Q3’22 adjusted GM% 

(excluding impact of 10DLC 
A2P Fees)

Corporate Gross Margins 

predominantly impacted by:

Q3’22International
Messaging Growth1

Other310DLC A2P
Fees2

Q2’20

50.8%

-3.4%
-2.4% 0.6%

55.9%

Non-GAAP Total Gross Margin Bridge

International messaging growth 

Structurally lower gross margin profile 
for International messaging

Introduction of A2P carrier fees for 
domestic 10DLC Messaging

57Note: Non-GAAP gross margin is a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures.
1. Includes Quiubas and ValueFirst.
2. Represents revenues from 10DLC A2P and related fees imposed by U.S. carriers on Twilio’s core messaging business and includes revenue from 10DLC A2P fees related to Zipwhip customers.
3. Other includes impact of M&A (e.g. Segment, SendGrid) and changes in product mix.



1 Gross margin decline driven by 10DLC fees and international growth

3 Attractive unit economics

2 Stability of gross margin in the US (ex-10DLC fees) 

4 Solid product, strong demand, and generates gross profit to reinvest

Messaging - summary takeaways
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Software 
Overview



Challenges

Different selling motion and different buyer

Requires specialist sales capacity

Scaling business currently a profitability drag

Highlights

High growth and high margin

Primarily subscription-based revenue model

Compelling retention and expansion characteristics

First party data moat provides unique differentiation

Pulls through other communication channels

Strong customer feedback

Software products offer high margin growth opportunity

60

1T+
Segment events 
processed per 

month

$100M+ 
Flex revenue 

run-rate in Q3

Engage 
GA in Q3

44% 
Y/Y increase in 

Flex MAUs in Q3



Software products have a strong financial profile

$416M

Software

LTM Q3’22 Revenue

Marketing 
Campaigns

Segment High High

Flex High High

Engage N/A High

Frontline High High

Moderate High

REVENUE MIX1

Flex
22%

Segment
63%

Marketing 
Campaigns

15%

PRODUCT PROFILES2

61
1. Revenue percentage numbers are rounded. Excludes Frontline and Engage, as currently those revenues are immaterial relative to the other products.
2. Growth: “High” is 30%+, “Moderate” is 10-30%; Margin: “High” is 75%+.

Excludes +$62M of Flex 
pull-through revenue; every 
$1.00 of Flex revenue pulls 
through more than $0.70 of 
Communications revenue

Growth

Non-GAAP 

Gross Margins



Top Flex customers have more than doubled their spend
Average revenue from top 10 Flex customers

6262

2x

1.5x

Q1’21 Q2’21 Q3’21 Q4’21 Q1’22 Q2’22 Q3’22

>2x
Software spend growth from 

top-10 Flex customers since Q1’21

Note: Represents the top 10 Flex customers based on 2022 YTD revenues.



Segment customers continue to expand
Segment Top 5 customers average ARR expansion in first 12 quarters

6263

>30x
Average ARR expansion of 

Segment Top 5 ARR customers in 
the first 12 quarters

30x

20x

Q+0 Q+1 Q+2 Q+3 Q+4 Q+5 Q+6 Q+7 Q+8 Q+9 Q+10 Q+11 Q+12

10x

10x

20x

30x

10x

20x

30x



Driving Operating 
Leverage



Non-GAAP Opex has been declining as a percent of revenue

Non-GAAP 

Opex % of 

revenue
G&A

TOTAL

2019

11%

58%

2020

11%

54%

2021

10%

54%

R&D 23% 19% 18% 18%

YTD 20221

S&M 24% 24% 26% 24%

9%

52%

Note: All numbers presented are non-GAAP. Non-GAAP operating expenses are a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures. 
1. 2022 YTD non-GAAP operating expense excludes the $29 million one-time, non-cash charge in Q3 related to the implementation of the Company’s sabbatical program for tenured employees. 
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We’ve taken recent actions to reduce operating expenses

Annual ImpactInitiatives

Restructuring actions ~$200M

Slowed pace of new hires ~$100M

Reduced real estate footprint ~$30M
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We will continue to evaluate opportunities to increase efficiency and 
improve profitability as we scale our business



Restructuring actions taken across the business

Sales & Marketing
Shifted more sales focus to software

Promoting more self-service where applicable

Reduced size of support teams

Consolidated duplicative teams

Shifted roles to lower cost regions

Reduced emphasis on high-touch generalist 
selling of pure messaging

R&D / G&A

Shifted transactional G&A roles to lower cost regions

Reduced size of G&A teams supporting Sales

Scaled down talent acquisition team

Reduced R&D management layers and redundancies

67

Created consistency around span of control in R&D



S&M

R&D

G&A

We will continue to drive leverage going forward

Long TermMedium Term2022 YTD12021

26% 24% 18-21%

10% 9% 6-8%

18% 18% 14-17%
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Non-GAAP Opex as a % of Revenue

Note: All numbers presented are non-GAAP. Non-GAAP operating expenses are a non-GAAP financial measure. Refer to the appendix for a reconciliation of non-GAAP financial measures to the most comparable GAAP measures. 
1. 2022 YTD non-GAAP operating expense excludes the $29 million one-time, non-cash charge in Q3 related to the implementation of the Company’s sabbatical program for tenured employees. 
 



Making changes to drive down SBC expenses

Expect some increase in 2023 due to hiring 

rate over past few years

Proactively taking action to achieve more 

leverage on SBC over time

SBC outlook

Restructuring and headcount management

Hiring in lower cost geographies

Annual equity awards tied to employee 

performance

Actions taken that will lower SBC profile

Today

~22%
Medium Term

15-20%
% of revenue1 % of revenue

69
1. SBC today refers to Q3 2022 YTD figures.



Moving Forward



Financial framework moving forward

2023 Outlook

Organic Y/Y Revenue Growth

Software Y/Y Revenue Growth

Non-GAAP Gross Margins

Stock-based Compensation / Revenue 

Non-GAAP Operating Margin

Guiding quarter to quarter

GTM shift

Continued variability

Some increase from 2022

Positive

15-25%

30%+

Prioritizing software

15-20%

+100-300 bps annually

Medium Term

20%+ long-term non-GAAP operating margin target remains unchanged

Note: Framework excludes the impact of possible future M&A. 
71



1 Macro conditions will likely impact organic growth in short term

3 Focused on non-GAAP op profit in 2023, with annual accretion thereafter

2 GTM shifts will accelerate software, but will take time to scale revenue

5 Strong balance sheet enables significant capital allocation flexibility

4 SBC to moderate over time and plan to deliver FCF in near/medium term 

How to think about the financial framework
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In closing: CEO - Top of mind

4

2 Segment and customer data: the foundation of Act II

Laser focused on profitability and operating leverage

3 Why we'll win: better together

1 Messaging unit economics are strong, re-focus on efficient product-led growth 



Executive Q&A

JEFF LAWSON

CO-FOUNDER, CEO, & CHAIR

KHOZEMA SHIPCHANDLER

CHIEF OPERATING OFFICER

ELENA DONIO

PRESIDENT OF REVENUE

EYAL MANOR

CHIEF PRODUCT OFFICER
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Thank You



Appendix



Dollar-Based Net Expansion Rate. Twilio’s ability to drive growth and generate incremental revenue depends, in part, on the Company’s ability to maintain and grow its 
relationships with existing Active Customer Accounts and to increase their use of the platform. An important way in which Twilio has historically tracked performance in this area is by 
measuring the Dollar-Based Net Expansion Rate for Active Customer Accounts. Twilio’s Dollar-Based Net Expansion Rate increases when such Active Customer Accounts increase 
their usage of a product, extend their usage of a product to new applications or adopt a new product. Twilio’s Dollar-Based Net Expansion Rate decreases when such Active 
Customer Accounts cease or reduce their usage of a product or when Twilio lowers usage prices on a product. As Twilio's customers grow their businesses and extend the use of 
our platform, they sometimes create multiple customer accounts with us for operational or other reasons. As such, when Twilio identifies a significant customer organization (defined 
as a single customer organization generating more than 1% of revenue in a quarterly reporting period) that has created a new Active Customer Account, this new Active Customer 
Account is tied to, and revenue from this new Active Customer Account is included with, the original Active Customer Account for the purposes of calculating this metric. Twilio 
believes that measuring Dollar-Based Net Expansion Rate provides a more meaningful indication of the performance of the Company’s efforts to increase revenue from existing 
customers.

Twilio's Dollar-Based Net Expansion Rate compares the total revenue from all Active Customer Accounts in a quarter to the same quarter in the prior year. To calculate the 
Dollar-Based Net Expansion Rate, Twilio first identifies the cohort of Active Customer Accounts that were Active Customer Accounts in the same quarter of the prior year. The 
Dollar-Based Net Expansion Rate is the quotient obtained by dividing the revenue generated from that cohort in a quarter, by the revenue generated from that same cohort in the 
corresponding quarter in the prior year. When Twilio calculates Dollar-Based Net Expansion Rate for periods longer than one quarter, it uses the average of the applicable quarterly 
Dollar-Based Net Expansion Rates for each of the quarters in such period. Revenue from acquisitions does not impact the Dollar-Based Net Expansion Rate calculation until the 
quarter following the one-year anniversary of the applicable acquisition, unless the acquisition closing date is the first day of a quarter.

Number of Active Customer Accounts. Twilio believes that the number of Active Customer Accounts is an important indicator of the growth of its business, the market acceptance 
of its platform and future revenue trends. Twilio defines an Active Customer Account at the end of any period as an individual account, as identified by a unique account identifier, for 
which Twilio has recognized at least $5 of revenue in the last month of the period. Twilio believes that use of its platform by customers at or above the $5 per month threshold is a 
stronger indicator of potential future engagement than trial usage of its platform or usage at levels below $5 per month. A single organization may constitute multiple unique Active 
Customer Accounts if it has multiple account identifiers, each of which is treated as a separate Active Customer Account.

International Customer Revenue: During our closing process for Q1 2022, we identified a misclassification of some of our domestic customers for Q4 2021, which impacted the 
reported domestic versus international revenue split in that quarter. While this didn’t impact overall revenue or any other reported financial results, it did overstate the international 
mix and understate the domestic mix for Q4 2021. We have updated the revenue mix and the 34% referenced for Q4 2021 is the revised international revenue share number 
compared to 40% as previously reported.
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Operating Metrics



GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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GAAP to Non-GAAP Reconciliation 
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