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GoDaddy Inc. Q3 2021 Earnings Prepared Remarks 

Aman Bhutani, GoDaddy CEO 

Thank you, Mark, and thank you all for joining us today.  

GoDaddy has made remarkable progress this quarter in our mission to make 
opportunity more inclusive for all, and we are incredibly excited about what the 
future holds for our company. We've continued accelerating our product 
innovation, maintained focus on gaining further customer traction, and in 
September, we celebrated what we consider to be the most significant product 
launch in our company's history.  

GoDaddy products are designed to serve various types of customers. We serve 
millions of independent entrepreneurs seeking to create and grow their business 
both online and offline. We serve the professional makers of the web, who 
leverage our tools to build websites for their own clients. And, we serve a growing 
body of domain investors who leverage the largest and most active domain 
aftermarket in the world. Today, I'd like highlight a few of the most impactful 
initiatives for these customers, and help this audience understand a little bit better 
why I have never been more excited to be leading this great company. 

Update on Demand Environment 

Looking first at the macro environment, we track demand by monitoring a couple of 
key metrics, including search query volume, that is, the number of potential 
customers searching online for products we sell, as well as we look at gross 
customer adds, in any given period. We are pleased that some of the uneven 
demand signals seen over the summer did not prevent us from delivering strong 
results in Q3. Relative to the demand signals we were seeing in July, we are 
starting to feel better as normal seasonality appears to be returning to the 
business. We are still hyper-focused on delivering customer value, unlocking new 
TAM, and increasing new revenue streams, all while generating strong, durable 
cash flow. 

We have exciting updates to the three priorities we've laid out for you in 2021: 
First, driving success in commerce through presence, second, winning with 
GoDaddy Pros, and third, innovating in domains. 
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Driving Commerce through Presence 

As you've heard me say consistently this year, driving success in commerce 
through presence is our top priority for 2021, and we took a giant leap forward in 
Q3. As many of you saw, we had a huge product launch in September. With the 
introduction of offline hardware solutions to compliment our online solutions, we 
now have all the tools in place for our OmniCommerce offering. We introduced our 
OmniCommerce offering for Websites + Marketing, giving our customers the tools 
they need to sell anything, anywhere. We have exciting plans for OmniCommerce 
beyond Websites + Marketing, and look forward to sharing those updates with you 
soon. 

We've said that 2021 would be about building the products, and getting them out 
by the end of the year, and that 2022 would be about experimentation with pricing, 
go-to-market strategies, bundling, new SKUs, and promotions. One of the best 
things about getting the products launched three months early, is that we get to 
start the experimentation earlier too. We have already begun exploring options for 
bundles, new SKUs, and go-to-market strategies to make OmniCommerce the 
easiest and simplest way for a merchant to set up an omnichannel commerce 
venture. 

Our OmniCommerce solutions give small businesses the ability to sell, track and 
manage sales in more places than any other comparable platform. In September, 
we launched state-of-the-art point-of-sale devices — Smart Terminal and Card 
Reader — that communicate across systems, spanning online, offline, and third-
party platforms. The point-of-sale launch rounds out the GoDaddy Payments and 
commerce package, comprised of ecommerce, Virtual Terminal, Online Pay Links 
and now offline transactions as well.  

Customers were thrilled to see GoDaddy's commitment to their success when we 
introduced industry-leading pricing in our terminals and payment transaction fees. 
We believe GoDaddy is the most merchant-friendly commerce solutions vendor in 
the industry right now. We wanted to make these stunning, innovative, and feature-
rich, point-of-sale devices accessible to the greatest number of potential 
merchants, and our pricing reflect that priority. These devices work with our 
Websites + Marketing solutions, as well as the WooCommerce and WordPress 
platform. Furthering our commitment to seamlessly intuitive experiences, GoDaddy 
customers can configure these devices online before they arrive, including adding 
product listings, logos and custom receipts—so the device is ready for transactions 
as soon as it arrives - two days later with free shipping. 
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And, we are allowing our customers to keep more of each dollar they earn. We 
introduced the lowest effective payments pricing available in the U.S. GoDaddy will 
charge an in-person transaction fee of 2.3 percent + 0 cents, while online 
transactions will be charged 2.3 percent + 30 cents. On average a customer would 
save over 20 percent with GoDaddy Payments on transaction fees for online and 
in-person, when compared to other leading providers’ transaction fees. 

GoDaddy customers continue to grow their online and offline businesses. In Q3, 
annualized GMV across GoDaddy products increased nearly 30% year over year, 
to approximately $25 billion. Poynt continues to account for the majority, roughly 
$20 billion, and Sellbrite and Websites + Marketing both continue to grow year 
over year even with 2020's tough comps. We're also pleased to share that across 
our "Create and Grow" products - Websites + Marketing, Managed WordPress, 
Sellbrite and GoDaddy Studios, ARR surpassed $400 million, growing 17% year 
over year. 

To help our customers navigate and grow their business, we launched the 
Commerce Hub. The Commerce Hub is designed to help customers easily 
manage and track every sale online, offline, or both. Similar to our GoDaddy Pro 
Hub, the Commerce Hub includes an intuitive dashboard that provides bird’s-eye 
view metrics on business performance, including visualizations mapping sales and 
orders, comparison tools to help entrepreneurs see which channels are performing 
best, single sign-on capabilities, and access to inventory tracking tools. 

We introduced all of this innovation at our virtual OPEN 2021 event in September, 
with our partner Naomi Osaka, who launched her own brand of skin-care products 
with GoDaddy as the official e-commerce partner. OPEN 2021 included breakout 
sessions for our customers to learn more about branding, marketing, and sales 
growth, and to help them network with other entrepreneurs. More than 20 
thousand people attended the virtual event, materially surpassing the turnout we 
saw last year, even in the midst of the pandemic-driven digitization of small 
business. 

As you can see, we have an ambitious view of what we can accomplish in 
Commerce and Presence, and we're just getting started. We're excited to show 
you more of what our products can do, and share more of what we plan to 
accomplish with those products at our Investor Day in a few short months. 

Pros and WordPress 

Moving onto Pros. We know that designers and developers prefer WordPress, and 
GoDaddy remains the global champion of WordPress, serving Pros with both our 
legacy hosting and our Managed WordPress solutions.  
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Earlier this year we shared details of the Pro Hub launch, and we set out an 
ambitious goal of bringing 300 thousand new and current GoDaddy Pros into the 
Pro Hub by the end of the year. We are on track to reach this goal. The powerful 
functionality of the Pro Hub simplifies Pros' work, and serves as another example 
of GoDaddy delivering on our commitment to increase value to our customers now. 
The first step, now well underway, is getting Pros in and engaged with the Pro Hub 
so they can see firsthand how much easier it makes their professional life. The 
second step, which is yet to come, is to find ways to share economics and capture 
more wallet share among those Pros, in a way that makes them more successful 
as well. 

This quarter we launched simple invoicing and payments solutions for Pros 
available within the Pro Hub, eliminating the need for Pros to track and manage 
yet another third party point solution. This was a major pain point for GoDaddy 
Pros. Invoicing and payments functionality was the most requested feature in our 
Pro ecosystem. We were happy to deliver, and almost immediately we saw good 
adoption.  

Lastly, we continued facilitating and harnessing the exponential power of the 
GoDaddy community, hosting the first GoDaddy event in India, specifically for 
Pros. As you recall, we held the GoDaddy Expand event in April for designers, 
developers, and agency pros in the United States. In September, we expanded 
this event, hosting another country-specific GoDaddy Expand event in India. We 
were humbled to see thousands of Pros register for the event, giving us a forum to 
help them. Customer feedback from the Expand event in India was very positive, 
summed up well by one customer who said "I was blown away by the professional 
selection of topics and presenters.” 

Innovation in Domains 

Moving onto Domains. This business has been fantastic for GoDaddy this past 
year, and it continues to outperform the industry by a large margin. As we have 
been sharing throughout the year, our teams continue to innovate in all areas – 
primary registrations, the domains aftermarket, and GoDaddy Registry driving 
fantastic revenue growth.  

Aftermarket continues to drive significant year over year growth, as we still benefit 
from the list for sale tool introduced in Q4 of last year. 

On Registry, we are continuing to prove our ability to acquire, integrate, and 
accelerate. A great example is the cohort performance within GoDaddy Registry. 
When we acquired Neustar's registry assets in Q3 last year, its new cohorts were 
shrinking, with new unit registrations down 4% year over year. We are now one 
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year into the acquisition, and we're pleased to report that within that first year, we 
have been able to accelerate new business significantly. We are now seeing new 
unit registrations increase nearly 20% year over year - all organically. 

There is still significant room for innovation and improvement in both the registry 
and registrar sides of our Domains business, and we have several exciting 
initiatives in the works. We're excited to share more about what we're cooking up 
in Domains at our Investor Day. 

Investor Day 

Before I finish up, I wanted to take a moment to talk about our upcoming Investor 
Day in February, announced a few weeks ago. We wanted to give people a heads 
up that it was coming, because we expect to share some really exciting things. We 
expect to discuss our long-term strategy, innovation initiatives, financial framework, 
capital allocation strategy, and go-forward financial reporting structure. We look 
forward to engaging with you to get your thoughts and feedback as we prepare for 
this event.  

Closing Remarks 

In closing, we're quite happy with the results this quarter, and GoDaddy's ability to 
pursue enormous opportunities ahead.  

We are well positioned as a true global leader with increasing customer 
touchpoints and ability to provide essential technology solutions.  

GoDaddy at its core is a great business that has, and will continue to, generate 
predictable results, with an attractive financial profile, profitable growth at scale 
and durable cash flow. Importantly, we’ll maintain a relentless focus on increasing 
shareholder value, and have demonstrated the capability to invest capital 
prudently. 

We are committed to continuing our pace of innovation, bringing important new 
solutions to customers, driving progress across the entire industry, and continuing 
to drive the value creation flywheel. 

With that, here’s Mark. 

Mark McCaffrey, GoDaddy CFO 

Thanks Aman, I want to take a moment to discuss our financial results for the third 
quarter, and then move to our financial outlook for the rest of 2021. 
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Q3 was a strong quarter which showed up in the financial results.  

Total Revenue came in at $964 million, growing over 14 percent, year-over-year, 
which includes seventy basis points of currency tailwind. Our international 
business grew 13 percent on a reported basis, with approximately two points of 
currency tailwind. As Aman mentioned, we saw demand signals like search traffic 
and gross adds moderate over the summer, with some modest improvements in 
September as we closed out the quarter. October trends in top of the funnel 
signals continue to be below the elevated demand we saw last year, but in line 
with 2019. 

Hosting & Presence grew 7 percent, year over year, delivering at the high end of 
our expectations for mid-single digit growth. We continue to see nice growth in our 
presence products like Websites + Marketing, tempered by slower growth in our 
legacy hosting and security business. And, while its still too early to provide any 
details, we're really pleased with what we're seeing so far from our 
OmniCommerce launch in September, as well as the uptake we're seeing from 
GoDaddy Payments more broadly. 

Within Hosting and Presence, we're pleased to share an update to the previously 
disclosed ARR metric from our "Create and Grow" group of products, which 
includes Websites + Marketing, Managed WordPress, Sellbrite, and GoDaddy 
Studios. This suite of products surpassed $400 million in ARR in Q3. Within that 
suite, ARR from Websites + Marketing grew more than 20% year over year in Q3, 
and more specifically, Websites + Marketing Commerce ARR grew more than 30% 
year over year in Q3. Lastly, annualized GMV across the GoDaddy ecosystem was 
approximately $25 billion, growing nearly 30% year over year. We saw growth 
across all channels, primarily driven by offline point-of-sale as we lap online 
tailwinds from COVID. 

Domains grew 17 percent, year over year. The innovation the teams put in place 
late last year is driving performance in the aftermarket, which was a large 
contributor to the growth we saw in the third quarter. We also continue to see 
consistent renewal rates on primary registrations. 

And finally, Business Applications was our fastest growing product line, 
increasing 20 percent, year-over-year. We continued to see new customer attach, 
strong renewals, and existing customers adding additional seats of email and 
productivity solutions. 
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Bookings came in at $1.04 billion rising 10 percent, year-over-year, with eighty  
basis points of currency tailwind. Strength in bookings in the quarter reflects similar 
drivers to what we called out for revenue. 

Gross margin came in at 64 percent in the quarter, in line with what we saw both 
last quarter, and the mid-sixty range we have guided to. Product mix continues to 
drive the company's overall gross margin. Given the Payments launch, and the 
pricing we announced in September, we expect Payments revenue to have two 
different margin impacts as it scales. Payments revenue will put some pressure on 
gross margins as this revenue stream gets larger in the coming quarters and 
years. However, there are relatively low incremental operating costs once those 
customers are acquired and set up on GoDaddy Payments, so we expect 
payments to be highly accretive to Normalized EBITDA over time. 

Investment in Tech and Dev was consistent with last quarter as we continue to 
accelerate our pace of innovation while maintaining fiscal discipline. We continue 
to get leverage in G&A as travel and other office expenses remain below historical 
levels. 

Consistent with last quarter, our Marketing and Advertising investment remains 
strong in Q3, though the year-over-year growth decelerated as we start to lap the 
elevated investment we made to capture the extraordinary demand we saw last 
year. 

Our growth and investment in the second quarter resulted in Normalized EBITDA 
of $228 million, representing growth of 15 percent, year over year. 

Unlevered Free Cash Flow for the quarter was $252 million, growing 12 percent 
year over year, driven by strong profitability, continued positive impacts from 
working capital, and disciplined capex investments as we continue shifting 
workloads to the cloud. We note, however, due to global supply chain issues 
impacting technology hardware, like servers, some of our planned capex spending 
shifted into Q4. We expect to continue our capex investment in Q4 bringing 
unlevered free cash flow in line with our full year guide. 

Balance Sheet 

Now, on to the balance sheet and capital allocation. We finished Q2 with $1.1 
billion in cash and total liquidity of $1.7 billion. Net debt stands at $2.8 billion, 
below three times net leverage on a trailing twelve-month basis, and near the 
midpoint of our targeted range of 2 to 4 times. 
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GoDaddy has a strong liquidity position, access to both debt and equity capital 
markets, and resilient cash-generating operations. During the third quarter, we 
executed an Accelerated Share Repurchase buying 3.4 million shares for an 
aggregate purchase price of $250 million. We also allocated nearly $200 million to 
acquisitions in the registry space. As we think about capital priorities, we will 
continue to balance M&A and share repurchases to make sure capital is deployed 
in the way that we believe will generate the best long-term returns for 
shareholders. After the completion of the ASR mentioned above, we have 
approximately $750 million remaining on our repurchase authorization. 

OUTLOOK 

Moving on to our outlook. GoDaddy is on track to outperform the initial revenue 
and unlevered Free Cash Flow targets we laid out at the beginning of the year. 

Looking at Q4, we expect total revenue of approximately $970 million, or 11 
percent growth year-over-year. 

Based on our out performance in Q3 and our expectations for Q4, we're raising 
our full year revenue guidance to approximately $3.765 billion, or 14 percent 
growth, year over year. As I noted earlier, some of our capex spending has shifted 
from Q3 to Q4, but based on our continued plan for approximately $60 million in 
capex spending for the full year, and the strong performance we've seen year-to-
date, we're raising the unlevered free cash flow guidance to $960 million or 16 
percent growth, year over year. 

As we mentioned last quarter, we still expect Bookings growth to be a couple 
points below revenue growth in the final quarter of the year as FX tailwinds 
continue to abate, and we face the tough compares from Q4 last year. 

In Q4, we expect Domains revenue to grow low double digits as we lap the 
tougher compares in the aftermarket from the impact of the List for Sale tool and 
other improvements introduced in Q4 last year that we talked about last quarter. 
The aftermarket, as you know, is a non-subscription business, therefore, does not 
impact our deferred revenue at the end of the period. 

We expect Hosting and Presence revenue to deliver mid-single-digit growth for the 
full year. We continue to see low-single-digit growth in our legacy hosting 
business. We're also lapping very difficult comps in our higher-growth products like 
Websites + Marketing, and the top of the funnel softness we saw over the summer 
will take some time to rebuild, even with the improvements seen in September and 
October. We've got a strong track record of driving growth, and with the impressive 
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slate of new offerings coming to market, we remain optimistic that we will be able 
to accelerate the growth of Hosting and Presence next year. 

We continue to expect high-teens growth in business applications for the full year, 
driven by customer attach, seat growth among existing customers, and upgrades 
to higher-priced tiers of productivity solutions. 

With respect to investments and expenses - We'll continue investing in Tech and 
Dev, as we work to maintain the product momentum we've seen year-to-date. 
Based on the current demand environment, we are expecting our absolute 
marketing spend to be relatively flat sequentially in Q4. We continue to expect 
investments to be largely offset by continued leverage in customer care and G&A. 

We are still comfortable with the 4-1-1 targets we set out early last year, and will 
provide more specific, formal guidance in February. Some of the revenue streams 
that we expect to become more impactful over time, like payments and 
aftermarket, are recognized immediately, so we would expect bookings growth and 
revenue growth to converge over time. 

GoDaddy has an incredibly bright road ahead, and is well equipped with both the 
innovation and the financial resources needed to pursue and capture the immense 
opportunity before us. Our consistent cash generation gives us multiple levers to 
generate significant returns for our shareholders, and we are committed to doing 
just that. 

As we prepare for our Investor Day in February, I'm excited about the direction of 
the company, our strategic vision, and the plans we are putting in place to enhance 
investor communication and outreach. GoDaddy is committed to providing 
investors with the information they need each quarter to model the business 
confidently, value the business effectively, and hold us accountable for executing 
against our stated objectives. It's going to be an exciting day, and we look forward 
to being with all of you then. 

Forward-Looking Statements 

These prepared remarks include GAAP and non-GAAP financial results and 
operating metrics such as Total Bookings, Unlevered free cash flow, Normalized 
EBITDA, Annualized Recurring Revenue, or ARR, Gross Merchandise Volume, or 
GMV, and Net Debt. A discussion of why we use non-GAAP financial measures 
and reconciliations of our non-GAAP financial measures to their GAAP equivalents 
may be found in the presentation posted to our investor relations website at 
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investors.godaddy.net or on our Form 8-K filed with the SEC with today’s earnings 
release. 

The matters in these prepared remarks include forward-looking statements, which 
include those related to our future financial results, our strategies or objectives with 
respect to future operations, new product introductions and innovations, partner 
integrations, our ability to integrate acquisitions and achieve desired synergies and 
the impact of the COVID-19 pandemic on our business. These forward-looking 
statements are subject to risks and uncertainties that are discussed in detail in our 
documents filed with the SEC. Actual results may differ materially from those 
contained in the forward-looking statements. Any forward-looking statements that 
we make on this call are based on assumptions as of today, November 3, 2021, 
and we undertake no obligation to update these statements as a result of new 
information or future events, unless required by law. 


