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Forward-looking statements and non-GAAP financial measures

This presentation by UserTesting, Inc. (“UserTesting,” the “Company,” “we,” “us,” or similar terms) contains forward-looking statements. These statements may relate to, but are not limited to, expectations of future 
operating results or financial performance, market size and growth opportunities, plans for future operations, competitive position, technological capabilities, and strategic relationships, as well as assumptions relating to 
the foregoing. Forward-looking statements are inherently subject to risks and uncertainties, some of which cannot be predicted or quantified. In some cases, you can identify forward-looking statements by terminology 
such as “believe,” “may,” “will,” “potentially,” “estimate,” “continue,” “anticipate,” “intend,” “could,” “would,” “project,” “target,” “plan,” “expect,” and similar expressions. You should not put undue reliance on any forward-
looking statements.  There are a significant number of factors that could cause our actual results, performance, or achievement to differ materially and adversely from the statements made in this presentation, including: 
intense competition in our market; our ability to attract new customers and renew and expand sales to existing customers; our ability to effectively introduce enhancements to our platform, including new products, 
services, features, and functionality, that achieve market acceptance or keep pace with technological developments; quarterly fluctuations in operating results; our ability to maintain data privacy and data security; our 
limited operating history under our current business and pricing models; our ability to effectively manage growth; our ability to expand internationally; unfavorable conditions in our industry and other general market, 
political, economic, and business conditions, including those related to the continuing impact of COVID-19, heightened inflation and rising interest rates. For more information regarding the risks and uncertainties that 
could cause actual results, performance, or achievement to differ materially and adversely from those expressed or implied in these forward-looking statements, as well as risks relating to our business in general, we refer 
you to the “Risk Factors” section of our Securities and Exchange Commission (the “SEC”) filings, including our Quarterly Report on Form 10-Q for the quarter ended March 31, 2022 filed on May 4, 2022, our Quarterly 
Report on Form 10-Q to be filed for the quarter ended June 30, 2022, and other filings and reports that we may file from time to time with the SEC, copies of which are available on our website at https://ir.usertesting.com 
and on the SEC’s website at www.sec.gov. You should not rely on these forward-looking statements, as actual outcomes and results may differ materially from those contemplated by these forward-looking statements as 
a result of such risks and uncertainties. All forward-looking statements in this presentation are based on information available to us as of the date hereof, and we do not assume any obligation to update the forward-
looking statements provided to reflect events that occur or circumstances that exist after the date of this presentation or to reflect new information or the occurrence of unexpected events, except as required by law. We 
may not actually achieve the plans, intentions, or expectations disclosed in our forward-looking statements, and you should not place undue reliance on our forward-looking statements.

This presentation contains statistical data, estimates, and forecasts that are based on independent industry publications or other publicly available information, as well as other information based on our internal sources. 
This information involves many assumptions and limitations, and you are cautioned not to give undue weight to these estimates. We have not independently verified the accuracy or completeness of the data contained in 
these industry publications and other publicly available information. Accordingly, we make no representations as to the accuracy or completeness of that data nor do we undertake to update such data after the date of 
this presentation. All trademarks, service marks, and trade names appearing in this presentation are the property of their respective holders and are used for reference purposes only. Solely for convenience, our 
trademarks and trade names referred to in this presentation appear without the ® and ™ symbols, but those references are not intended to indicate, in any way, that we will not assert, to the fullest extent under applicable 
law, our rights, or the right of the applicable licensor, to these trademarks and trade names. Use of trademarks, service names, and trade names in this presentation should not be construed as an endorsement of the 
platform, products, services, or features of UserTesting. T. Rowe Price has granted us a limited, non-exclusive, non-transferable, revocable, and royalty-free license to use the copyrighted material and the trademarks of T. 
Rowe Price in accordance with the intended use in the United States for a period of twelve (12) months commencing on August 10, 2021.

This presentation includes certain financial measures not presented in accordance with generally accepted accounting principles in the United States (“GAAP”), including non-GAAP gross margin, non-GAAP subscription 
gross margin, free cash flow margin, and non-GAAP operating expenses, which are used by management in making operating decisions, allocating financial resources, and internal planning and forecasting, and for 
business strategy purposes, have certain limitations, and should not be construed as alternatives to financial measures determined in accordance with GAAP. The non-GAAP measures as defined by us may not be 
comparable to similar non-GAAP measures presented by other companies. Our presentation of such measures, which may include adjustments to exclude unusual or non-recurring items, should not be construed as an 
inference that our future results will be unaffected by other unusual or non-recurring items. A reconciliation is provided in the appendix to this presentation for each non-GAAP financial measure to the most directly 
comparable financial measure stated in accordance with GAAP.
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~$190MM
Annualized Revenue
Q2’22(1)

36%
Revenue Growth
Q2’22 YoY(2)

112%
Net Dollar-Based Revenue 
Retention(2)(4)

80%+
Non-GAAP Subscription 
Gross Margin(2)(6)

(19%)
Free Cash Flow Margin 
in 1H 2022(5)(6)

55%
International Revenue Growth 
Q2’22 YoY;
21% of total revenue(2)

375+
Large Customers ($100K+ ARR); 
50%+ Q2’22 YoY Growth(2)(3)

2,500+
Customers;
~25% Q2’22 YoY Growth(2)(3)

90%+
Subscription
Revenue Mix(2)

Notes
1. Calculated as Q2’22 revenue x 4.
2. For the three months ended or as of June 30, 2022, as applicable.
3. A customer in a particular period is defined as a customer for whom we recognize subscription revenue in the last month of the measurement period. We define a single customer as the parent entity of the subsidiaries and divisions that contract with us. If a 

customer has multiple subsidiaries or divisions, then we aggregate subscription revenues from all entities to the parent level.
4. Net dollar-based retention rate in a quarter is calculated by dividing: (i) the total subscription revenue of the customer cohort in the current quarter by (ii) the total subscription revenue of those same customers in the same quarter of the prior year.
5. For the six months ended June 30, 2022.
6. See appendix for reconciliation of non-GAAP metrics to most comparable GAAP metrics.

UserTesting Overview
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The interface between businesses and customers
has dramatically changed

Then:
Face-to-face

Now:
Behind a computer or a device



Creating a disconnect between customer needs and experiences delivered

Impacting customer loyalty,
revenue, market share

90%
of customer-facing 

employees said they 
understood the 

needs of customers(1) 38%
of U.S. consumers say the 
employees they interact 

with understand their 
needs(2)

Empathy Gap

5

Notes:
1. Gartner, Executive Leadership: Customer Experience Strategies Primer for 2021, February 4, 2021.
2. PwC, Experience is everything: Here’s how to get it right, November 2020, https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html



What is it like to 
be my customer?

But one essential 
question remains…

Organizations are spending billions to 
understand their customers through data

What is the 
customer sentiment?

Customer Experience 
Management

What is my customer 
doing in my product?

Product, Mobile Apps, 
and Web Analytics

What am I doing with 
my customer?

CRM

REC REC

REC REC

6
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The UserTesting Human Insight Platform

HUMAN INSIGHT MANAGEMENT

ANALYTICS & 
VISUALIZATIONS

INTELLIGENT INSIGHTS
COLLABORATION & 

WORKSPACES
SHARING

PRIVACY, SECURITY, & COMPLIANCE 

DATA & MACHINE LEARNING PLATFORM

OPEN API
PLATFORM &

INTEGRATIONS

CUSTOMER EXPERIENCE NARRATIVES (CxN
TM

) CORE

CAPTURE & LIVE STREAMING ENGINE TEST PLAN ENGINE

DISTRIBUTION ENGINE

CxN
TM

AUDIENCE 
MGMT

AUDIENCE & PROFILE MGMT

ENGAGEMENT & REWARDS

Adobe XD

Qualtrics

Slack

Jira

Trello

8



Interactive path flow Sentiment overlay Transcripts

Keyword map Smart tags

Video analytic capabilities

9



More CxNs
More Data

Purpose-built UserTesting 
Contributor Network

Powering more than half of 
the top brands in the world(1)(2)

Human Insight 
Platform

More 
Customers

More Tests
Deeply Engaged

Contributors

Better Solution
(Speed, Quality, Scale)

More
Contributors

Speed, Quality, & Scale

Most CxNsTM delivered 
in a few hours

Qualified Global 
Contributor Network

Millions of minutes of 
video delivered

Our industry-leading Contributor Network 
drives key network effects

10

Notes:
1. Forbes, The 2020 World’s Most Valuable Brands.
2. As of June 30, 2022.



build continuous 
learning into their 

processes

seek diverse 
perspectives

measure & learn 
beyond what they’ve 

already built

11

To create leading experiences in today’s world, organizations must…

11



Expanding enterprise use cases

Today

HR Customer 
Support

IT Training Operations

Emerging

Digital Product Marketing Research & 
Design

Customer 
Experience

• Ecommerce & 
purchasing

• Browsing experience
• Product detail pages

• Needs discovery
• Problem definition
• Feature prioritization

• Buyer persona 
characteristics

• Messaging and 
positioning

• Value prop validation

• Diary studies
• Cardsorting & tree 

testing
• Competitive 

assessments

• Customer journey
• Customer satisfaction
• Support experience

• Candidate experience
• New hire onboarding
• Benefits registration

• Chat experience
• CSAT optimization
• Self-service 

experience

• Existing system 
changes

• Internal security 
messaging

• Helpdesk experience

• Curriculum design
• Training optimization
• Content 

comprehension

• Workflow automation 
experience 

• Business requirements 
definition 

• Internal communications 
testing

12



B2B 
Technology

B2C 
Technology

Health & 
Fitness

Retail & 
Apparel

Travel & 
Hospitality

Financial 
Services

Automotive & 
Transportation

Food & 
Beverage

Consumer 
Products

Other 
Industries

Success across broad range of industries and 
leading global organizations

13



Customer stories at UserTesting.com

14



Companies and case studies in the User Tested book

15



Massive global market opportunity

Notes
1.  Based on internal data based on ASP based on current average spend by segment and current use cases and industry data on the number of global companies from S&P Capital IQ. 
2. The S&P Capital IQ data described herein represents proprietary data gathered by S&P Capital IQ and is not a representation of fact. The S&P Capital IQ data is as of April 2021 (and not as of the date of this presentation) and is subject to change without notice.
3. Quantified by multiplying current average ASP for UserTesting SMB customers by S&P Capital IQ estimates of the global number of small enterprises (defined as having 50-250 employees). 
4. Quantified by multiplying current average ASP for UserTesting mid enterprise customers by S&P Capital IQ estimates of the global number of mid enterprises (defined as having 251-1,500 employees). 
5. Quantified by multiplying current average ASP for UserTesting large enterprise customers by S&P Capital IQ estimates of the global number of large enterprises (defined as having 1,500+ employees). 

$41Bn+ 
TAM

+

+ (1)(2)

$16Bn(3)

Small Enterprises
50-250 Employees

$15Bn(4)

Mid Enterprises
251-1,500 Employees

$10Bn(5)

Large Enterprises
1,500+ Employees

Based on 
current use 
cases with 

potential for 
use case 

expansion

16



Rapidly changing 
consumer sentiment 

& behaviors

New immersive
hybrid experiences

Off-property, omni-channel, 
& ecosystem interactions

Further move towards 
privacy & 

opt-in feedback

17
17

Market dynamics driving interest…



Disrupting a large, existing legacy market with technology +
Critical platform in customer experience market

Disrupting Legacy 
Market Research Agency Spend

• Slow & expensive (weeks & months)
• Not scalable

To Deliver Exceptional Customer Experiences, 
Organizations Need:

Survey / Sentiment: 
What do customers think 

of my product / apps?

Behavioral Analytics: 
What do customers do 

with my product / apps?

Human insight and 
perspectives: What is it 
like to be my customer?

18



More Contributors

Better Solution (Speed, Quality, Scale)Deeply Engaged Contributors

More Tests

More Customers
Human Insight 

Platform

More CxNs More Data

#1 Highest Rated
Market leader in video-first, opt-in CX solutions

Proprietary technology capturing video-based CxNsTM

with analysis and visualization of data

Network effects from the UserTesting Contributor Network

Rapid speed delivering CxNsTM and easy-to-use UI with 
templates and test builder

Powerful machine learning using rich & tagged video data 
to surface key moments of insight

User-friendly 
UI

Screen or real-world recordings

Facial expressions

Audience profile
Questions

Voice Task data

Clickstream data

across the user research, 
software testing, and consumer video feedback 

19

Our competitive differentiators – Why we win



Financial Overview



Strong revenue growth

90%
90%

89%
91%

10%

92%

11% 10%

89%

9%11% 8%8%

92%

7%8%

91%

9%

91%

9%

92%
93%

94%

6%

Quarterly Revenue, $MM Annual Revenue, $MM

7%

90%

10%

93%

91%

Subscription Revenue Professional Services Revenue
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92%
90%

11%

Q4’19

10%

91%

9%

89%

Q2’19

6%11%

Q3’19

89%

Q1’20

8%

Q2’20

7%

91%

$22

9%

Q3’20

94%

91%

$46

9%

Q4’20

92%

8%

Q1’21

95%

$48

92%

8%

Q2’21

$42

93%

Q3’21

94%

6%

$29

Q1’22

$18
$20

$22
$24

Q4’21

$26

$31

$35

$39

5%

Q2’22

Subscription Revenue Professional Services Revenue

9%

90%

10%

2019

91%

2020

7%

93%

2021

$102

$77

$147

(1)

Notes:
1. Excluding an accounting adjustment relating to sales tax that resulted in a $1.3 million increase in subscription revenue in the first quarter 2022, total revenue would have been $44.6 million, up 43% year-over-
year.



Growing customer base

Notes:
1. A customer in a particular period is defined as a customer for whom we recognize subscription revenue in the last month of the measurement period. We define a single customer as the parent entity of the 
subsidiaries and divisions that contract with us. If a customer has multiple subsidiaries or divisions, then we aggregate subscription revenues from all entities to the parent level. 
2. Customers rounded down to the nearest 10.
3. ARR is defined as the annualized value of subscription revenue in the last month of the measurement period.

Customers with ARR > $100K(1)(3)Total Number of Customers(1)(2)

22

2,010 

2,170 

2,350 
2,500 2,550 

Q2’21 Q4’21 Q2’22Q3’21 Q1’22

249

279

305

335

376

Q2’21 Q3’21 Q4’21 Q2’22Q1’22



Net dollar-based retention rate

Notes:
1. Net dollar-based retention rate in a quarter is calculated by dividing: (i) the total subscription revenue of the customer cohort in the current quarter by (ii) the total subscription revenue of those same customers in 
the same quarter of the prior year. For each quarter, the cohort of customers are identified based on having subscription revenue at the beginning of the same quarter in the prior year. 23

Q3’21

118%

Q1’20 Q2’20 Q4’21Q3’20 Q2’21Q4’20 Q1’21

109%

Q1’22

117%

Q2’22

112%

106%

110%

114%
117%

119%
117%

Average 110% Average 118% Average 115%



Non-GAAP Gross Margin (1)

Notes
1. See appendix for reconciliation of non-GAAP metrics to most comparable GAAP metrics.

Non-GAAP Sales and Marketing, $MM (1)

78% 79%

Q2’21

74%

80%

76%

83%

Q3’21 Q4’21

83%

79%

Q1’22

82%

78%

Q2’22

Subscription Gross Margin

Total Gross Margin

$10 $9 $9 $10 $10 

-10

0

10

20

30

0

5

10

15

Q4’21

27%

Q2’21 Q3’21

24%

Q2’22

22% 21%

Q1’22

21%

Non-GAAP Research and Development, $MM (1)

% of revenue

$20 $23 $26 $27 $30 

0

20

40

60

80

0

10

20

30

40

Q4’21

61%

Q2’21

60%57% 59%

Q1’22Q3’21

63%

Q2’22

% of revenue

$6 $7 $8 $8 $8 

0

10

20

30

0

5

10

15

18%17%

Q1’22

18%18%

Q2’21 Q3’21 Q4’21

16%

Q2’22

Non-GAAP General and Administrative, $MM (1)

% of revenue

24

Strong gross margins and operating leverage trends



Non-GAAP operating loss and free cash flow

Non-GAAP Operating Loss and Operating Margin, $MM(1) Free Cash Flow and Free Cash Flow Margin, $MM(1)

Non-GAAP
Operating
Margin(1)

(29)% (24)% (23)% (19)% (22)% (24)% (21)% (37)% (35)% (3)%

Cash & Cash 
Equivalents 
of $164M(2)

Free Cash
Flow Margin(1)

25

Notes:
1. See appendix for reconciliation of non-GAAP metrics to most comparable GAAP metrics.
2. As of June 30, 2022.
3. Excluding an accounting adjustment relating to sales tax that resulted in a $1.3 million increase in subscription revenue in the first quarter 2022.

$(10)

$(9)
$(10)

$(9)

$(11)

Q3’21 Q4’21Q2’21 Q1’22 Q2’22

$(9)
$(8)

$(16) $(16)

$(2)

Q1’22Q2’21 Q3’21 Q4’21 Q2’22

(23)% (3)

(23%) (3)

1H’22 – Average (19)%
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2020 2021 1H 2022
Medium Term 

Model
Long Term 

Model

Subscription 
Gross Margin

77% 80% 82% 78% 78%

Overall 
Gross Margin

71% 76% 79% 75% 75%

S&M 57% 59% 61% 45% 30%

R&D 27% 26% 21% 17% 15%

G&A 17% 18% 17% 13% 10%

Operating 
Margin

(30)% (27)% (21)% -- 20%

Free Cash Flow 
Margin

(15)% (30)% (19)% 6% 25%

Long term non-GAAP target model(1)

Notes
1. See appendix for reconciliation of non-GAAP metrics to most comparable GAAP metrics. 26



Early innings of growth

1 
Continue to land

new logos

2
Expand enterprise use 
cases & upsell within 

existing use cases

3
Grow global 

presence

4
Build agency and 

partner ecosystem

5
Innovate and 
expand our 

platform

27



Appendix



GAAP to Non-GAAP reconciliation
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GAAP to Non-GAAP reconciliation

30



GAAP to Non-GAAP reconciliation
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Definitions
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Non-GAAP gross profit, non-GAAP operating loss: We define these non-GAAP financial measures as the respective GAAP measures, excluding 
stock-based compensation expenses, amortization of acquired intangible assets, reversals of prior sales and use tax accruals and related penalties 
and interest, restructuring expenses and the tax impact of the non-GAAP adjustments. We believe it is useful to exclude these expenses in order to 
better understand the long-term performance of our core business and to facilitate comparison of our results over multiple periods and to those of 
peer companies.

Non-GAAP gross margin and non-GAAP operating loss margin: Non-GAAP gross margin is calculated as non-GAAP gross profit divided by total 
revenue. Non-GAAP operating loss margin is calculated as non-GAAP operating loss divided by total revenue. We use these non-GAAP financial 
measures in conjunction with traditional GAAP measures to evaluate our financial performance.

Free cash flow and free cash flow margin: We define free cash flow as net cash used in operating activities less cash used for purchases of 
property and equipment and capitalized internal-used software. Free cash flow margin is calculated as free cash flow divided by total revenue. We 
believe that these non-GAAP financial measures are useful indicators of liquidity that provides information to management and investors, even if 
negative, about the amount of cash generated (or used) in our operations that, after investments in property and equipment, can be used for 
strategic opportunities and strengthening our balance sheet.

Net dollar-based retention rate: Our net dollar-based retention rate compares the quarterly subscription revenue from the same cohort of 
customers across comparable periods. For each quarter, the cohort of customers are identified based on having subscription revenue at the 
beginning of the same quarter in the prior year. We calculate our net dollar-based retention rate in a quarter by dividing: (i) the total subscription 
revenue of the customer cohort in the current quarter, by (ii) the total subscription revenue of those same customers in the same quarter of the prior
year.



Thank you.


