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Catherine Buan, Investor Relations 

Good afternoon, and thank you for joining us on today's conference call to discuss the financial results 

for Asana’s third quarter fiscal year 2021. With me on today's call are Dustin Moskovitz, Asana’s Co-

Founder and CEO; Tim Wan, the Company's Chief Financial Officer; and Chris Farinacci, the Company's 

Chief Operating Officer and Head of Business. 

Today's call will include forward-looking statements pursuant to the Safe Harbor provisions of the 

Private Securities Litigation Reform Act of 1995, including but not limited to statements regarding our 

financial outlook, market position and growth opportunities. Forward-looking statements involve known 

and unknown risks and uncertainties that may cause our actual results, performance or achievements to 

be materially different from those expressed or implied by the forward-looking statements. Forward-

looking statements represent our management's beliefs and assumptions only as of the date made. 

Information on factors that could affect the Company's financial results is included in its filings with the 

SEC from time-to-time, including the section titled Risk Factors in the prospectus filed by the Company  

in connection with its direct listing. 

In addition, during today's call we will discuss non-GAAP financial measures. These non-GAAP financial 

measures are in addition to and not a substitute for or superior to measures of financial performance 

prepared in accordance with GAAP. Reconciliation between GAAP and non-GAAP financial measures and 

a discussion of the limitations of using non-GAAP measures versus their closest GAAP equivalents is 

available in our earnings release which is posted on our Investor Relations webpage at 

investors.asana.com. 

And with that I'd like to turn the call over to Dustin. 
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Dustin Moskovitz, Co-Founder and CEO 

Thanks Catherine.  Welcome everybody and good afternoon. 

We had an excellent first quarter as a publicly traded company and as you can see from the results, our 

business is fundamentally strong.  In Q3, we added approximately 7,000 net new customers and 

reported revenue of $58.9 million, up 55% year-over-year.  In addition, the number of customers 

spending $5,000 or more on an annualized basis was up 58% year-over-year. Revenue growth from 

those customers was up 80% year-over-year. 

Last quarter, we mentioned that we saw short-term headwinds from COVID and long-term tailwinds.  

Now, we feel like the short-term headwinds have diminished. Our churn rates have returned to pre-

COVID levels, and markedly improved from their peak in April.  

Beyond COVID, we're seeing promising signs of continued durable growth in at least 3 trends: 1) 

acceleration of new customer additions, 2) faster deployments within some of our existing customers, 

and 3) some of our largest enterprise expansions to date.   

The success we’ve experienced in Q3 marks a moment in time but has grown from years of investment 

in our culture, our product and our strategy.  We are a mission-critical platform that enables the world’s 

teams to work together effortlessly.  In a world where there is a firehose of information, a proliferation 

of collaboration tools and an increasingly distributed work environment, it’s critical to have clarity about 

what’s most important and what each team member should focus their attention on.  The pandemic and 

work from home has accelerated this need.  And in fact, the collaboration market is expected to be a 

$32B market by 2023, according to IDC.  We believe the world’s 1.25 billion global information workers 

would benefit from a platform like Asana, and we’ve penetrated less than 3% of the employees in our 

own customer base. 

 

Since this is a relatively new software category, let me explain how we view the landscape and where 

Asana fits in. Effective team collaboration requires the three C’s: Content (which includes cloud storage 

& file sharing), Communication, (which includes chat & video conferencing) and Coordination, which is 

where Asana is focused. Teams have invested heavily in technology for the first two. But in most cases 

they haven’t invested in the Asana layer, the coordination layer – that’s that third C. Coordination is 
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about clearly answering the question: Who is doing what by when?  Historically teams have had to 

resort to sticky notes, email, spreadsheets, and status meetings to coordinate work.  And with Asana, 

they have a better solution. 

 

Companies work best when everyone in the organization has clarity on the company’s mission, its 

objectives, the projects, and workflows needed to achieve those objectives, and who’s responsible for 

each individual task.  This enables every team member to achieve focus and flow and have clarity about 

how their work contributes to the organization’s mission.  When there is clarity, teams spend less time 

coordinating work, more time actually doing work, and quite simply are more productive. 

Asana solves the problem of team coordination and gives teams clarity. 

 
The Asana Work Graph is the data model that makes this team coordination possible. It enables a 

complete, fully-connected, accurate, and up-to-date map of the work in your organization. The Asana 

Work Graph represents all of the units of work -- like tasks, ideas, goals, agenda items --, the information 

about that work -- like relevant conversations, files, and status information --, and how it all fits 

together, including importantly who’s responsible for each piece. It’s a living system of clarity for work 

that emerges in real time and expresses a team’s past state, present status, and future plan. 

 

This is one of our biggest competitive differentiators. So, I’m going to spend a few minutes on this call 

and on the next couple of earnings calls talking about different aspects of the Asana Work Graph and 

the customer benefits it enables.  

 

Today let’s double click on multi-homing which is a feature of the Asana Work Graph that enables teams 

to manage complex work in a simple and intuitive way. Multi-homing gives people the ability to host a 

single task in multiple projects at the same time. This feature is unique to Asana and is what allows 

Asana to serve as a single source of truth for customers working across projects, processes and 

functions. For example, we used multi-homing to prepare for this earnings call. We created an Asana 

task to finalize approvals for this earnings call script. That task had all the pertinent details for this call 

and served as our single source of truth. The task lives simultaneously in several different projects 

including Investor Relations, Communications, Legal Review, and in my personal My Tasks. This flexibility 

allows each of those constituents to manage the work within their normal contexts and workflows 
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without needing to make their own individual copy of the task. 

 

Each time a team member multi-homes a task, a cycle of chaos is averted.  Without multi-homing one of 

two things happens: either you miss a unit of work in one of its relevant contexts so work falls through 

the cracks.  Or teams waste time in email threads and meetings just to communicate status and 

reconcile changes.   Multi-homing gives customers confidence that what they are seeing is the single 

source of truth across all teams. 

 

You might think this is too subtle and abstract for customers to pick up on, but this is one of the “a-ha” 

moments that customers rave about.  

Vox Media says: 
“Before Asana, it was like the Wild West at Vox Media. Information did’nt flow smoothly between 
teams, and key details and deadlines got lost in email and chat. Now with Asana, we can add a task, like 
Legal review for a client campaign, to multiple projects with just a click. This way, the legal team for 
example, doesn’t have to sift through all the other campaign work.  They have a board that consolidates 
all of their review tasks in one place. And when they complete the review, the update is automatically 
synced across all of the projects.” 
 

Multi-homing is so powerful that it’s used by 97% of our customers that spend $5k or more on an 

annualized basis. And the volume is remarkable --  customers have multi-homed hundreds of millions of 

Asana tasks. And this is just one of the unique capabilities enabled by the Asana Work Graph.  

 

From an R&D perspective, we are investing aggressively in the Asana Work Graph and the features it 

enables. 

 

This year we released more than 130 new features including Approvals, Status, Goals, Dashboards, and 

platform integrations with Zoom, JIRA, Slack, Microsoft Teams, Tableau, Power BI, and more.  

 
We’re also moving quickly towards our product vision of becoming the navigation system for 

organizations, which we described at our Future of Asana event last quarter. Some of those product 

investment areas include these areas: 

 

● First, the Asana Work Graph visualizations and reporting - this will give teams real-time data 

and insights across their organization. 
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● Second, Workflow store and builder – this will democratize workflow creation and automation 

and enable best practice sharing across teams and organizations. 

● Next, Goals – we’re extending our goals product to allow organizations to manage all their org, 

team, and individual goals for every employee in the company. This enables customers to map 

their work graph top to bottom, aligning work from the atomic level of detail, tasks, all the way 

up to the highest-level objectives of the organization.  

 

In addition, two weeks ago we previewed some of the themes around our enterprise platform. We're 

building out even more enterprise platform capabilities including enhanced admin controls, permissions, 

licensing, security, and integrations to serve the world’s largest companies.  

 

Stay tuned for new product announcements in these areas and more over the next several quarters. 

 

Now I’m going to turn it over to Chris to talk about Q3 from an operational perspective and share more 

detail on how our customers are using Asana. 
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Chris Farinacci, COO and Head of Business 

Thanks Dustin.   

We are very excited about our performance in Q3, with topline revenue growth of 55% year-over-year,  

led by revenue from customers with over $5K in annual spend, which was up 80% year-over-year.   

In Q3 we again saw notable improvements across many of our key metrics, including record top of 

funnel traffic and sign-ups, accelerated incremental paying customers and expanding deal sizes.  Let me 

discuss each in a little more detail.    

As you might remember from Q2, our top of funnel volume and sign-ups was elevated due to work from 

home, and it not only remained elevated but even expanded in Q3. 

We also accelerated the number of new paying customers in the quarter, adding approximately 7,000 to 

reach over 89,000 total paying customers to date.  The increase in new paying customers in Q3 was 

almost as large as the volume in both Q1 and Q2 combined. 

Third, we saw a move to bigger deals across the board, in particular we saw traction in large enterprises 

and our large deal trends reflected this. We saw the number of customers spending more than $50,000 

with us annually increase 104% year-over-year, with the corresponding revenue contribution more than 

doubling. And, we saw very strong growth in very large enterprises in Q3.  

We are continuing to invest in our enterprise offering.  Last month, we unveiled new and expanded 

integrations with Microsoft Teams, Slack, Jira, and Zoom Video, reinforcing our unique role enabling 

enterprise work orchestration. 

In Q3, we saw customer wins broadly across industry verticals. Let me talk about a few notable wins: 

● Asurion, a leading provider of electronic device insurance with 300 million customers 

worldwide, has been an Asana customer for over 2 years. In Q3, Asurion upgraded to our 

enterprise solution for our enterprise-grade security and strong integration capabilities and 

expanded to more departments across the organization including HR, the B2B revenue division, 

Retail, and the IT architecture team.   

● VSP, a leading provider of access to eye care and eyewear to their 94 million members around 

the world, chose Asana as their enterprise solution bringing together marketing teams from five 
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lines of business into a single platform.  With Asana, what used to be a manual process 

combining email, SharePoint, spreadsheets, and Jira, will now be automated. VSP chose Asana 

because they needed an organization-wide solution that could replace email with an automated 

approval process, be customized for their business workflows, and provide strategic visibility 

across the organization for leadership. 

● Zoom Video, a leading provider of video-first unified communications, began using Asana in the 

mid-2019’s to help manage their work.  In Q3, Zoom expanded their use of Asana to more teams 

across the business. Now they can see project progress in real time and ensure responsibilities 

are clear – which is critical when you’re moving as fast as Zoom is to serve their growing 

customer base. 

● Education everywhere has been hit hard by COVID-19 and the bigger the school, the harder it 

can be to stay aligned and responsive to change. At the University of California Santa Cruz, 

Asana is becoming the backbone for a number of administrative units, supporting their 

“teleworking” experience and empowering employees to organize their work, delegate 

responsibility, and drive accountability. For example, the Office of Research is using Asana to run 

some of its COVID-19 testing operations; and the Procurement department is actioning inbound 

requests and approvals in Asana to streamline the process with other departments.  

I also want to highlight that four of our biggest customer expansions in the quarter were with Fortune 

50 companies. This included expanding one of our largest customers to tens of thousands of seats.  

So as you can see, while our enterprise motion is still in its early stages, we are clearly starting to see our 

strategy bear fruit. We are helping some of the most visionary companies in both traditional as well as 

disruptive industries and expanding rapidly around the world. 

Our growth levers remain intact and we are progressing successfully: 

● Acquiring new customers 

● Customer expansion 

● Cross-company use cases 

● Product Innovation 

In September I shared with you some of the opportunities in front of us to drive future growth.  I’d like 
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to revisit those growth drivers through the lens of what we saw in Q3. 

I’ll start with new customer acquisition.  We remain focused on acquiring new customers - through word 

of mouth, marketing, and our self-service product. This is a fast-growing emerging category, with the 

vast majority of global information workers without work management tools and suffering from lack of 

clarity.  For new teams, Asana is fundamentally a broad, horizontal product - we see customer use cases 

within and across virtually all functions and departments, and often including collaboration externally 

with suppliers, partners and customers.  As you heard from Dustin, in Q3 we added approximately 7,000 

net new customers. 

We continue to see a large expansion opportunity in our existing base of now over 89,000 paying 

customers.  Our direct sales team is armed with department-specific solutions for our customers, and 

we continue to see strong traction in marketing & creative, sales & account management, and strategy 

& operations teams, as well as in product & design, and HR and IT teams.  We believe we have the right 

strategy, the best solutions and now is the time to ramp up our sales capabilities and invest in marketing 

to take advantage of the $32B market opportunity. 

Third, we see a large incremental opportunity to support company-wide use cases. Starting with our 

recent launch of integrated goals and OKR management, as we power the Asana Work Graph within 

companies, Asana is uniquely suited to empower company-wide clarity and engagement use cases. 

Internationally, we are expanding both our footprint and our product reach.  In Q3 we opened an office 

in Singapore to expand our footprint in Asia and ultimately to be closer to our fast-growing ASEAN 

customer base.  We will also be announcing support for more languages and localizations in the coming 

months. 

And finally, we continue to innovate and expand our market leading offering to bring the Asana solution 

to more teams and increasingly larger enterprises and organizations.   Our product and go-to-market 

strategies work hand in hand to meet the increasing customer demand for work management solutions 

and drive our long-term growth. 

Now I’ll turn it over to Tim to go through our financial results. 
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Tim Wan, Chief Financial Oficer 

Thanks Chris - and thank you to everyone for joining our call today.   I know that earnings season can be 

an endurance test and we appreciate your time and support.   

 

It was a great quarter across the board.   

● Revenue in Q3 was $58.9 million, up 55% year-over-year, and up 13% quarter-over-quarter, led 

by 80% year over year revenue growth from customers $5,000 and over.   

 

● We added approximately 7,000 net new paying customers in the quarter, and now have over 

89,000 paying customers. 

 

● We now have 8,938 customers spending $5,000 or more with us on an annualized basis, up 58% 

year-over-year.   

 

● And we saw even stronger growth in our larger customers.  We now have 318 customers 

spending $50,000 or more with us on an annualized basis, up 104% year-over-year. 

 

● Subscriptions of $5,000 and over on an annualized basis represented 59% of our revenues in Q3, 

compared to 51% of our revenue in the year ago quarter.  Please note this represents ALL 

customers $5,000 and over, including customers over $50,000. 

 

● In Q3, our overall dollar-based net retention rate was again over 115%, consistent with Q2.  As a 

reminder, our dollar-based net retention rate is a trailing 4 quarter average calculation. 

 

● For customers spending $5,000 or more with us on an annualized basis, it was over 125%, also 

consistent with Q2. 

 

● And for customers spending $50,000 or more with us on an annualized basis, it was over 140%, 

again consistent with Q2. 

 

Before turning to expense items and profitability, I would like to point out that I will be discussing non-
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GAAP results in the balance of my remarks. 

 
Gross Margins came in at 88%, up from 87% in Q2 and 86% in the year-ago quarter. We’re proud of our 

best-in-class software gross margins, driven primarily by our leading architecture.   

 

R&D was $28.2 million, or 48% of revenue.  We have 5 broad areas of focus and we are investing heavily 

to continue innovating at a high velocity. 

 

Sales and Marketing was $45.6 million, or 77% of revenue.  We have nearly doubled our sales team over 

the last year  because we are confident as demand for work management continues to move 

mainstream.   

 

G&A was $15.1 million, or 26% of revenue, reflecting both increased public company costs as well as 

building out our infrastructure for scale. 

 

As a result, Total Non-GAAP Operating loss was $37.3 million.  Operating Loss Margin came in at 63%. 

 

Non-GAAP Net Loss was $38.3 million  and Non-GAAP Loss per share was ($0.34). 

 

Total Cash and Marketable Securities balances were approximately $424 million. 

 

Free Cash Flow is defined as net cash from operating activities less cash used for property and 

equipment and capitalized software costs, excluding non-recurring items such as the Direct Listing fees 

and expenses, and the build out of our San Francisco office.  In Q3 free cash flow was negative $19.5 

million. 

 
Our total Q3 deferred revenue was $90.1 million, up 56% year-over-year and up 20% sequentially.   As 

you will see on our balance sheet, $88.9 million of deferred revenue was in current liabilities, while $1.3 

million, which represents long term deferred, was included in Other Liabilities.   

 

The $15.1 million incremental deferred revenue that we added from Q2 to Q3 was driven by a variety of 

factors, including strong sales execution, larger deals, and net new customer adds.   
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In addition, in Q3 of last year, we had a price change and allowed customers to lock in existing prices 

and renew earlier, which elevated renewals and deferred revenue in Q3. 

 

As you think about deferred revenue in Q4, it’s important to note that we expect the usual seasonal 

trends associated with fewer working days.  

 

Please note, we consider revenue growth to be the best leading indicator for the health of our business, 

and while we do recognize that investors look at other metrics such as RPO, deferred revenue, and 

calculated billings, we do not consider these metrics to be good leading indicators for our business 

trends. With our bottoms up model, we engage new users with a low-friction entry point package and a 

material portion of our revenue base is on monthly contracts. 

 

Looking ahead to Q4, we are raising guidance for the next quarter and for the year. 

 

For the fourth quarter of fiscal year 2021, we expect the following: 

• Revenue of $62 million to $63 million representing 43% to 45% year-over-year growth 

• We expect Non-GAAP Loss from operations of $42.5 million to $39.5 million 

• And Non-GAAP Net Loss per share of $0.27 to $0.25 assuming basic and diluted weighted 

average shares outstanding of approximately 158 million.  

For the full fiscal year 2021, we now expect the following:  

• Revenue of $220.6 million to $221.6 million, representing 55% year-over-year growth 

• We expect Non-GAAP operating loss of $130.8 million to $127.8 million  

• And Non-GAAP net loss per share of $1.24 to $1.21 assuming basic and diluted weighted 

average shares outstanding of approximately 106 million.  

Longer term we believe that we can execute on our growth strategy and that our best-in-class gross 

margins will provide the leverage and flexibility to invest into the large market opportunity.  We believe 
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this investment will provide durable and sustainable growth. 

 

I would like to turn the call back over to the operator to begin Q&A.  Operator? 


