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Item 2.02. Results of Operations and Financial Condition.
On November 11, 2021, Jamf Holding Corp. (the “Company”) issued a press release announcing its financial results for the quarter ended September 30,
2021. In the press release, the Company also announced that it will hold a conference call on November 11, 2021 to discuss its financial results for the
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Exhibits 99.1 and 99.2, respectively, and are incorporated herein by reference.
This information is intended to be furnished under Item 2.02 of Form 8-K, “Results of Operations and Financial Condition” and shall not be deemed “filed”
for purposes of Section 18 of the Securities Exchange Act of 1934, as amended (the “Exchange Act”), or incorporated by reference in any filing under the
Securities Act of 1933, as amended, or the Exchange Act, except as shall be expressly set forth by specific reference in such a filing.
Item 9.01. Financial Statements and Exhibits.
(d) Exhibits.
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99.1

Press Release dated November 11, 2021

99.2

Earnings Call Transcript dated November 11, 2021
Cover Page Interactive Data File (embedded within the Inline XBRL document)
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Exhibit 99.1

Jamf Announces Third Quarter 2021 Financial Results

•
•
•

Q3 total revenue of $95.6 million, representing year-over-year growth of 36%
ARR year-over-year growth of 47% to $384.8 million as of September 30, 2021
Q3 cash flow provided by operations of $26.8 million; Unlevered free cash flow of $28.5 million, or 30% of total revenue

MINNEAPOLIS, MN – November 11, 2021 – Jamf (NASDAQ: JAMF), the standard in Apple Enterprise Management, today announced
financial results for its third quarter ended September 30, 2021.
Third Quarter 2021 Financial Highlights
•

•
•
•
•

ARR: ARR increase of 47% year-over-year to $384.8 million as of September 30, 2021.
Revenue: Total revenue of $95.6 million, an increase of 36% year-over-year.
Gross Profit: GAAP gross profit of $69.2 million, or 72% of total revenue, compared to $55.4 million in the third quarter of 2020.
Non-GAAP Gross Profit was $76.4 million, or 80% of total revenue, compared to $58.4 million in the third quarter of 2020.
Operating Loss/Income: GAAP operating loss of $29.9 million, compared to GAAP operating loss of $0.6 million in the third quarter
of 2020. Non-GAAP Operating Income of $2.0 million, or 2% of total revenue, compared to $11.7 million in the third quarter of 2020.
Cash Flow: Cash flow provided by operations of $84.5 million for TTM ended September 30, 2021, compared to $39.6 million for
TTM ended September 30, 2020. Unlevered free cash flow of $81.5 million for TTM ended September 30, 2021, or 24% of TTM total
revenue, compared to $57.6 million, or 23% of total revenue for TTM ended September 30, 2020.

A reconciliation between historical GAAP and non-GAAP information is contained in the tables below and the section titled “Non-GAAP
Financial Measures” below contains descriptions of these reconciliations.
“Throughout the year we’ve talked about the remarkable momentum, consistency and balance across our business, and Q3 was no exception,
with 47% total ARR growth and 37% organic ARR growth, with growth in commercial markets continuing to accelerate,” said Dean Hager,
CEO of Jamf. “We continue to lead the Apple Enterprise Management category, as evidenced by our customer base and the numerous
enhancements we rolled out at our annual Jamf Nation User Conference to empower individuals with technology that is enterprise secure,
consumer simple and protects personal privacy.”
Recent Business Highlights
•
•
•

•
•

•

Ended the third quarter serving more than 57,000 customers and running on more than 25.0 million Apple devices.
Completed the acquisition of Wandera, a leader in zero trust cloud security and access for mobile devices, on July 1, 2021.
Showcased numerous Jamf platform enhancements at our 12th annual Jamf Nation User Conference, including the launch of the cloudbased security solutions Jamf Private Access, Jamf Threat Defense and Jamf Safe Internet, along with data loss prevention capabilities
with Jamf Protect and compliance tools for organizations using Jamf and Google with a new Google Cloud BeyondCorp Enterprise
integration.
Announced same-day support for all of Apple’s fall operating system releases, including macOS Monterey and iOS 15, which include
features like account-driven User Enrollment and Private Relay, which when combined with Jamf, help organizations provide privacy
and security without compromising user productivity.
Appointed Linh Lam as Chief Information Officer, leading Jamf’s technology strategy to create and implement a model for the modern
hybrid workplace.
Ranked #44 on the Fortune Best Workplaces for WomenTM 2021 list.
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Financial Outlook
For the fourth quarter of fiscal year 2021, the company currently expects:

•
•

Total revenue of $99.0 to $101.0 million
Non-GAAP Operating Income of $1.5 to $2.5 million

For the full year 2021, the company currently expects:

•
•

Total revenue of $361.5 to $363.5 million
Non-GAAP Operating Income of $19.0 to $20.0 million

To assist with modeling, for the fourth quarter of 2021 and full year 2021, amortization is expected to be approximately $12.2 million and
$41.3 million, respectively. These amounts reflect the impact of the preliminary purchase price allocation for the Wandera acquisition and are
subject to change. In addition, for the fourth quarter of 2021 and full year 2021, stock-based compensation and related payroll taxes is
expected to be approximately $47.6 million and $70.4 million, respectively.
Jamf is unable to provide a quantitative reconciliation of forward-looking guidance of Non-GAAP Operating Income to GAAP operating
income (loss) because certain items are out of Jamf’s control or cannot be reasonably predicted. Historically, these items have included, but
are not limited to, acquisition-related expenses and acquisition-related earn-out, costs incurred by us in connection with secondary offerings
by certain shareholders, amortization and stock-based compensation and related payroll taxes. Accordingly, a reconciliation for forwardlooking Non-GAAP Operating Income is not available without unreasonable effort. These items are uncertain, depend on various factors, and
could result in projected GAAP operating income (loss) being materially less than is indicated by currently estimated Non-GAAP Operating
Income.
Conference Call Information
Jamf will host a conference call and live webcast for analysts and investors at 3:30 p.m. Central Time (4:30 p.m. Eastern Time) on November
11, 2021. The press release with financial results will be accessible from Jamf’s website prior to the conference call. Parties in the United
States and Canada can access the call by dialing +1 (833) 519-1319, and international parties can access the call by dialing +1 (914) 8003885.
The webcast will be accessible on Jamf’s investor relations website at https://ir.jamf.com. A telephonic replay of the conference call will be
available through November 18, 2021. To access the replay, parties should dial (855) 859-2056, or (404) 537-3406 and enter the passcode
6221708#.
Non-GAAP Financial Measures
In addition to our results determined in accordance with generally accepted accounting principles in the United States (“GAAP”), we believe
the non-GAAP measures of Non-GAAP Operating Expenses, Non-GAAP Gross Profit, Non-GAAP Gross Profit Margin, Non-GAAP
Operating Income (Loss), Non-GAAP Operating Income (Loss) Margin, Non-GAAP Net Income (Loss), Unlevered Free Cash Flow and
Unlevered Free Cash Flow Margin are useful in evaluating our operating performance. Certain of these non-GAAP measures exclude stockbased compensation, amortization expense, acquisition-related expenses, acquisition-related earnout, costs incurred by us in connection with
secondary offerings by certain shareholders, foreign currency transaction loss, payroll taxes related to stock-based compensation, legal
reserve, loss on extinguishment of debt, amortization of debt issuance costs and discrete tax items. We believe that non-GAAP financial
information, when taken collectively, may be helpful to investors because it provides consistency and comparability with past financial
performance and assists in comparisons with other companies, some of which use similar non-GAAP information to supplement their GAAP
results. The non-GAAP financial information is presented for supplemental informational purposes only, and should not be considered a
substitute for financial information presented in accordance with GAAP, and may be different from similarly-titled non-GAAP measures used
by other companies. The principal limitation of these non-GAAP financial measures is that they exclude significant expenses that are
required by GAAP to be recorded in our
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financial statements. In addition, they are subject to inherent limitations as they reflect the exercise of judgment by our management about
which expenses are excluded or included in determining these non-GAAP financial measures. Reconciliation tables of the most comparable
GAAP financial measures to the non-GAAP financial measures used in this press release are included with the financial tables at the end of
this release. Jamf strongly encourages investors to review our consolidated financial statements included in publicly filed reports in their
entirety and not rely solely on any single financial measurement or communication.
Forward-Looking Statements
This press release contains “forward-looking statements” within the meaning of the “safe harbor” provisions of the Private Securities
Litigation Reform Act of 1995, including but not limited to, statements regarding our financial outlook and market positioning. Forwardlooking statements give our current expectations and projections relating to our financial condition, results of operations, plans, objectives,
future performance and business. You can identify forward-looking statements by the fact that they do not relate strictly to historical or
current facts. These statements may include words such as “anticipate,” “estimate,” “expect,” “project,” “plan,” “intend,” “believe,” “may,”
“will,” “should,” “can have,” “likely” and other words and terms of similar meaning in connection with any discussion of the timing or
nature of future operating or financial performance or other events, statements about the potential benefits of the acquisition, possible or
assumed business strategies, potential growth opportunities, and the potential value creation as a result of combined offerings. All forwardlooking statements are subject to risks and uncertainties that may cause actual results to differ materially from those that we expected,
including, among others: statements regarding our future financial and operating performance (including our financial outlook for future
reporting periods); our ability to realize the potential benefits of the acquisition of Wandera; other risks related to our integration of
Wandera’s business, team, and technology; the impact on our operations and financial condition from the effects of the current COVID-19
pandemic; the potential impact of customer dissatisfaction with Apple or other negative events affecting Apple services and devices, and
failure of enterprises to adopt Apple products; the potentially adverse impact of changes in features and functionality by Apple on our
engineering focus or product development efforts; changes in our continued relationship with Apple; the fact that we are not party to any
exclusive agreements or arrangements with Apple; our reliance, in part, on channel partners for the sale and distribution of our products; the
impact of reputational harm if users perceive our products as the cause of device failure; our ability to successfully develop new products or
materially enhance current products through our research and development efforts; our ability to continue to attract new customers; our
ability to retain our current customers; our ability to sell additional functionality to our current customers; our ability to meet service-level
commitments under our subscription agreements; our ability to correctly estimate market opportunity and forecast market growth; risks
associated with failing to continue our recent growth rates; our dependence on one of our products for a substantial portion of our revenue;
our ability to scale our business and manage our expenses; our ability to change our pricing models, if necessary to compete successfully; the
impact of delays or outages of our cloud services from any disruptions, capacity limitations or interferences of third-party data centers that
host our cloud services, including Amazon Web Services; our ability to maintain, enhance and protect our brand; our ability to maintain our
corporate culture; the ability of Jamf Nation to thrive and grow as we expand our business; the potential impact of inaccurate, incomplete or
misleading content that is posted on Jamf Nation; our ability to offer high-quality support; risks and uncertainties associated with potential
acquisitions and divestitures, including, but not limited to, disruptions to ongoing operations; diversions of management from day-to-day
responsibilities; adverse impacts on our financial condition; failure of an acquired business to further our strategy; uncertainty of synergies;
personnel issues; resulting lawsuits and issues unidentified in diligence processes; our ability to predict and respond to rapidly evolving
technological trends and our customers' changing needs; our ability to compete with existing and new companies; the impact of adverse
general and industry-specific economic and market conditions; the impact of reductions in IT spending; our ability to attract and retain highly
qualified personnel; risks associated with competitive challenges faced by our customers; the impact of our often long and unpredictable
sales cycle; our ability to develop and expand our marketing and sales capabilities; the risks associated with sales to new and existing
enterprise customers; the risks associated with free trials and other inbound, lead-generation sales strategies; the risks associated with
indemnity provisions in our contracts; our management team’s limited experience managing a public company; the impact of any
catastrophic events; the impact of global economic conditions; risks associated with cyber-security events; the impact of real or perceived
errors, failures or bugs in our
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products; the impact of interruptions or performance problems associated with our technology or infrastructure; the impact of general
disruptions to data transmission; risks associated with stringent and changing privacy laws, regulations and standards, and information
security policies and contractual obligations related to data privacy and security; the risks associated with intellectual property infringement
claims; our reliance on third-party software and intellectual property licenses; our ability to protect our intellectual property and proprietary
rights; the risks associated with our use of open source software in our products; and risks associated with our indebtedness.
Additional information concerning these and other factors can be found in our filings with the Securities and Exchange Commission. Given
these factors, as well as other variables that may affect our operating results, you should not rely on forward-looking statements, assume that
past financial performance will be a reliable indicator of future performance, or use historical trends to anticipate results or trends in future
periods. The forward-looking statements included in this press release relate only to events as of the date hereof. We undertake no obligation
to update or revise any forward-looking statement as a result of new information, future events or otherwise, except as otherwise required by
law.
About Jamf
Jamf, the standard in Apple Enterprise Management, extends the legendary Apple experience people love to businesses, schools and
government organizations through its software and the world’s largest online community of IT admins focused exclusively on Apple, Jamf
Nation. To learn more, visit: www.jamf.com.
Investor Contact
Jennifer Gaumond
ir@jamf.com
Media Contact
Rachel Nauen
media@jamf.com
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Jamf Holding Corp.
Consolidated Balance Sheets
(in thousands)

September 30,
2021
(Unaudited)

Assets
Current assets:
Cash and cash equivalents
Trade accounts receivable, net of allowances of $460 and $530
Income taxes receivable
Deferred contract costs
Prepaid expenses
Other current assets
Total current assets
Equipment and leasehold improvements, net
Goodwill
Other intangible assets, net
Deferred contract costs, non-current
Other assets
Total assets

$

$

Liabilities and stockholders’ equity
Current liabilities:
Accounts payable
Accrued liabilities
Income taxes payable
Deferred revenues
Total current liabilities
Deferred revenues, non-current
Deferred tax liability, net
Convertible senior notes, net
Other liabilities
Total liabilities
Commitments and contingencies
Stockholders’ equity:
Preferred stock
Common stock
Additional paid-in capital
Accumulated other comprehensive loss
Accumulated deficit
Total stockholders’ equity
Total liabilities and stockholders’ equity

$

$

5

December 31, 2020

227,148
69,486
652
11,673
18,677
3,592
331,228
17,529
846,057
276,750
27,830
30,685
1,530,079

$

12,717
98,598
730
211,029
323,074
59,338
11,455
361,474
27,969
783,310

$

6,967
31,916
713
160,002
199,598
45,507
5,087
—
13,079
263,271

—
119
898,428
(8,120)
(143,658)
746,769
1,530,079 $

—
117
903,116
—
(92,219)
811,014
1,074,285

$

194,868
69,056
632
8,284
13,283
1,113
287,236
15,130
541,480
202,878
22,202
5,359
1,074,285

Jamf Holding Corp.
Consolidated Statements of Operations
(in thousands, except share and per share amounts)
(unaudited)
Three Months Ended September 30,

Nine Months Ended September 30,

2020 (1)(2)

2021

2020 (1)(2)

2021

(As Revised)

Revenue:
Subscription
Services
License
Total revenue
Cost of revenue:
Cost of subscription(3)(4)(5)(6) (exclusive of amortization expense
shown below)
Cost of services(3)(4)(5) (exclusive of amortization expense shown
below)
Amortization expense
Total cost of revenue
Gross profit
Operating expenses:
Sales and marketing(3)(4)(5)(6)
Research and development(3)(4)(5)(6)
General and administrative(3)(4)(5)(6)
Amortization expense
Total operating expenses
Loss from operations
Interest expense, net
Loss on extinguishment of debt
Foreign currency transaction loss
Other income, net
Loss before income tax benefit
Income tax benefit

$

90,700
4,083
838
95,621

$
Net loss
Net loss per share, basic and diluted
$
Weighted‑average shares used to compute net loss per share, basic and
diluted

$

65,634
3,897
1,017
70,548

(As Revised)

$

245,900
12,015
4,671
262,586

$

178,438
10,616
3,811
192,865

18,317

10,032

44,206

28,020

2,955
5,198
26,470
69,151

2,447
2,679
15,158
55,390

8,027
10,835
63,068
199,518

7,747
8,034
43,801
149,064

40,856
25,608
25,536
7,025
99,025
(29,874)
(1,386)
(449)
(269)
—
(31,978)
1,595
(30,383) $

23,773
12,757
13,845
5,633
56,008
(618)
(1,207)
(5,213)
(154)
—
(7,192)
1,804
(5,388) $

103,640
58,437
69,288
18,275
249,640
(50,122)
(1,608)
(449)
(795)
—
(52,974)
1,535
(51,439) $

67,558
37,344
31,588
16,941
153,431
(4,367)
(10,675)
(5,213)
(471)
91
(20,635)
4,917
(15,718)

(0.26) $

(0.05) $

(0.44) $

(0.15)

118,640,565

113,203,074

117,983,463

106,333,836

(1) Certain

prior period amounts have been revised to correct an immaterial error related to certain commissions that were incorrectly capitalized. The
commissions, as well as the associated payroll taxes and retirement plan contributions, were not incremental to the acquisition of customer contracts and
should have been expensed as incurred. In addition, certain prior period amounts have been revised to correct other immaterial errors.
(2)

In the fourth quarter of 2020, we reclassified on-premise subscription revenue from license revenue to subscription revenue on a retroactive basis.
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(3)

Includes stock-based compensation as follows:
Three Months Ended September 30,
2021

Nine Months Ended September 30,

2020

2021

2020

(in thousands)

Cost of revenue:
Subscription
Services
Sales and marketing
Research and development
General and administrative

$

1,716
229
4,833
5,145
3,913
15,836

$
(4)

$

314
62
675
523
754
2,328

$

$

2,384
381
6,763
7,076
6,170
22,774

$

$

390
62
897
821
1,733
3,903

$

Includes payroll taxes related to stock-based compensation as follows:
Three Months Ended September 30,
2021

Nine Months Ended September 30,

2020

2021

2020

(in thousands)

Cost of revenue:
Subscription
Services
Sales and marketing
Research and development
General and administrative

$

112
22
270
174
148
726

$
(5)

$

—
—
—
—
—
—

$

$

112
22
416
291
501
1,342

$

$

—
—
—
—
—
—

$

Includes depreciation expense as follows:
Three Months Ended September 30,
2021

Nine Months Ended September 30,

2020

2021

2020

(As Revised)

(As Revised)

(in thousands)

Cost of revenue:
Subscription

$

302

Services

$

236

$

814

$

736

43

49

124

156

Sales and marketing

608

454

1,706

1,452

Research and development

341

271

923

865

General and administrative

194

142

572

448

$
(6)

1,488

$

1,152

$

4,139

$

3,657

Includes acquisition-related expense as follows:
Three Months Ended September 30,
2021

Nine Months Ended September 30,

2020

2021

2020

(in thousands)

Cost of revenue:
Subscription

$

17

Sales and marketing
Research and development

$

34
549
1,859

General and administrative
$

2,459

—

$

—
—
1,092
$

1,092

17

$

34
590
4,143
$

4,784

—
—
—
4,328

$

4,328

General and administrative also includes acquisition-related earnout of $0.6 million for both the three months ended September 30, 2021 and 2020
and $4.8 million and $(3.1) million for the nine months ended September 30, 2021 and 2020,
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respectively. The acquisition-related earnout was an expense for the nine months ended September 30, 2021 compared to a benefit for the prior year period
reflecting the change in fair value of the Digita acquisition contingent liability due to growth in sales of our Jamf Protect product. General and
administrative also includes legal reserve of $4.2 million for the nine months ended September 30, 2021.
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Jamf Holding Corp.
Consolidated Statements of Cash Flows
(in thousands)
(unaudited)
Nine Months Ended September 30,
2020 (1)

2021

(As Revised)

Cash flows from operating activities
Net loss
Adjustments to reconcile net loss to cash provided by operating activities:
Depreciation and amortization expense
Amortization of deferred contract costs
Amortization of debt issuance costs
Non-cash lease expense
Provision for bad debt expense and returns
Loss on extinguishment of debt
Share‑based compensation
Deferred tax benefit
Adjustment to contingent consideration
Other
Changes in operating assets and liabilities:
Trade accounts receivable
Income tax receivable/payable
Prepaid expenses and other assets
Deferred contract costs
Accounts payable
Accrued liabilities
Deferred revenue
Other liabilities
Net cash provided by operating activities
Cash flows from investing activities
Acquisitions, net of cash acquired
Purchases of equipment and leasehold improvements
Proceeds from sale of equipment and leasehold improvements
Net cash used in investing activities
Cash flows from financing activities
Proceeds from convertible senior notes
Proceeds from bank borrowings
Payment of bank borrowings
Payment for purchase of capped calls
Debt issuance costs
Payment of debt extinguishment costs
Proceeds from initial public offering, net of underwriting discounts and commissions
Cash paid for offering costs
Proceeds from private placement
Cash paid for contingent consideration
Proceeds from the exercise of stock options
Net cash provided by financing activities
Effect of exchange rate changes on cash, cash equivalents and restricted cash
Net increase in cash, cash equivalents and restricted cash
Cash, cash equivalents and restricted cash, beginning of period

$

$

Cash, cash equivalents and restricted cash, end of period
(1)

(51,439) $

(15,718)

33,249
9,034
573
3,705
(7)
449
22,774
(2,568)
4,837
1,144

28,632
5,518
700
—
894
5,213
3,903
(5,169)
(3,100)
(277)

3,184
(107)
(8,129)
(18,052)
5,020
1,644
59,464
52
64,827

(18,274)
(183)
(4,200)
(13,970)
2,987
(4,207)
47,189
3,161
33,099

(352,711)
(7,261)
35
(359,937)

—
(1,836)
—
(1,836)

373,750
250,000
(250,000)
(36,030)
(12,636)
—
—
(543)
—
(4,206)
8,570
328,905
(865)
32,930
194,868
227,798 $

—
—
(205,000)
—
(1,264)
(2,050)
326,316
(6,601)
2,233
—
185
113,819
—
145,082
32,375
177,457

Certain prior period amounts have been revised to correct an immaterial error related to certain commissions that were incorrectly capitalized. The commissions, as well
as the associated payroll taxes and retirement plan contributions, were not incremental to the acquisition of customer contracts and should have been expensed as incurred.
In addition, certain prior period amounts have been revised to correct other immaterial errors.
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Jamf Holding Corp.
Consolidated Statements of Cash Flows (continued)
(in thousands)
(unaudited)
Nine Months Ended September 30,
2021

Reconciliation of cash, cash equivalents and restricted cash within the consolidated balance sheets to the amounts
shown in the consolidated statements of cash flows above:
Cash and cash equivalents
Restricted cash included in other current assets

$

Total cash, cash equivalents and restricted cash

$

10

227,148
650
227,798

2020

$
$

177,457
—
177,457

Jamf Holding Corp.
Supplemental Financial Information
Disaggregated Revenues
(in thousands)
(unaudited)
Three Months Ended September 30,

Nine Months Ended September 30,

2020 (1)

2021

2020 (1)

2021

(As Revised)

SaaS subscription and support and maintenance
On‑premise subscription
Subscription revenue
Professional services
Perpetual licenses
Non‑subscription revenue
Total revenue
(1) Certain

$

83,775
6,925
90,700
4,083
838
4,921
95,621

$

prior period amounts have been revised to correct immaterial errors.
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$

$

57,785
7,849
65,634
3,897
1,017
4,914
70,548

(As Revised)

$

$

222,672
23,228
245,900
12,015
4,671
16,686
262,586

$

$

160,279
18,159
178,438
10,616
3,811
14,427
192,865

Jamf Holding Corp.
Supplemental Financial Information
Reconciliation of GAAP to non-GAAP Financial Data
(in thousands, except share and per share amounts)
(unaudited)
Three Months Ended September 30,

Nine Months Ended September 30,

2020 (1)

2021

2020 (1)

2021

(As Revised)

Operating expenses
Amortization expense
Stock-based compensation
Acquisition-related expense
Acquisition-related earnout
Offering costs
Payroll taxes related to stock-based compensation
Legal reserve
Non-GAAP Operating Expenses

$

99,025 $
(7,025)
(13,891)
(2,442)
(600)
—
(592)
—
74,475 $

$

(As Revised)

56,008 $
(5,633)
(1,952)
(1,092)
(600)
—
—
—
46,731 $

Three Months Ended September 30,

2020 (1)

2021

(As Revised)

Gross profit
Amortization expense
Stock-based compensation
Acquisition-related expense
Payroll taxes related to stock-based compensation

$

Non-GAAP Gross Profit
Non-GAAP Gross Profit Margin

$

69,151
5,198
1,945
17
134
76,445

$

$

55,390
2,679
376
—
—
58,445

80%

(As Revised)

$

$

199,518
10,835
2,765
17
134
213,269

83%

Three Months Ended September 30,
2020 (1)

2021

$

$

$

Non-GAAP Operating Income
Non-GAAP Operating Income Margin

$

(29,874) $
12,223
15,836
2,459
600
—
726
—
1,970 $
2%

(1) Certain

17%

82%

Nine Months Ended September 30,
2020 (1)

2021

(618) $
8,312
2,328
1,092
600
—
—
—
11,714 $

149,064
8,034
452
—
—
157,550

81%

(As Revised)

Operating loss
Amortization expense
Stock-based compensation
Acquisition-related expense
Acquisition-related earnout
Offering costs
Payroll taxes related to stock-based compensation
Legal reserve

153,431
(16,941)
(3,451)
(4,328)
3,100
—
—
—
131,811

Nine Months Ended September 30,

2020 (1)

2021

249,640 $
(18,275)
(20,009)
(4,767)
(4,837)
(594)
(1,208)
(4,200)
195,750 $

(As Revised)

(50,122) $
29,110
22,774
4,784
4,837
594
1,342
4,200
17,519 $

(4,367)
24,975
3,903
4,328
(3,100)
—
—
—
25,739

7%

13%

prior period amounts have been revised to correct an immaterial error related to certain commissions that were incorrectly capitalized. The
commissions, as well as the associated payroll taxes and retirement plan contributions, were not incremental to the acquisition of customer contracts and
should have been expensed as incurred. In addition, certain prior period amounts have been revised to correct other immaterial errors.
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Three Months Ended September 30,

Nine Months Ended September 30,

2020 (1)

2021

2020 (1)

2021

(As Revised)

Net loss
Amortization expense
Stock-based compensation
Foreign currency transaction loss
Loss on extinguishment of debt
Amortization of debt issuance costs
Acquisition-related expense
Acquisition-related earnout
Offering costs
Payroll taxes related to stock-based compensation
Legal reserve
Discrete tax items
Benefit for income taxes(2)

$

Non-GAAP Net Income
Net loss per share:
Basic
Diluted
Weighted‑average shares used in computing net loss per share:
Basic
Diluted
Non-GAAP Net Income per Share:
Basic
Diluted
Weighted-average shares used in computing Non-GAAP Net Income
per Share:
Basic
Diluted

(As Revised)

$

(30,383) $
12,223
15,836
269
449
324
2,459
600
—
726
—
(13)
(1,525)
965 $

(5,388) $
8,312
2,328
154
5,213
—
1,092
600
—
—
—
(1,389)
(2,642)
8,280 $

(51,439) $
29,110
22,774
795
449
324
4,784
4,837
594
1,342
4,200
(64)
(1,525)
16,181 $

(15,718)
24,975
3,903
471
5,213
—
4,328
(3,100)
—
—
—
(1,666)
(6,470)
11,936

$
$

(0.26) $
(0.26) $

(0.05) $
(0.05) $

(0.44) $
(0.44) $

(0.15)
(0.15)

118,640,565
118,640,565
$
$

0.01
0.01
118,640,565
121,974,161

113,203,074
113,203,074
$
$

0.07
0.07
113,203,074
116,688,193

117,983,463
117,983,463
$
$

0.14
0.13
117,983,463
121,006,865

106,333,836
106,333,836
$
$

0.11
0.11
106,333,836
109,188,051

(1) Certain

prior period amounts have been revised to correct an immaterial error related to certain commissions that were incorrectly capitalized. The
commissions, as well as the associated payroll taxes and retirement plan contributions, were not incremental to the acquisition of customer contracts and
should have been expensed as incurred. In addition, certain prior period amounts have been revised to correct other immaterial errors.
(2)

For the three and nine months ended September 30, 2021, our annual effective tax rate was materially different from our statutory rate due to changes in
the domestic valuation allowance. Therefore, we used a tax rate of 4.7% for the third quarter which reflects the annual effective tax rate catchup for the first
and second quarters due to the Wandera acquisition resulting in a tax rate of 2.2% for the nine months ended September 30, 2021. For the three and nine
months ended September 30, 2020, the related tax effects of the adjustments to Non-GAAP Net Income were calculated using the respective statutory tax
rate for applicable jurisdictions, which was not materially different from our annual effective tax rate for full year 2020 of approximately 25%.
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Three Months Ended September 30,

Nine Months Ended September 30,

2020 (1)

2021

2020 (1)

2021

(As Revised)

Net cash provided by operating activities
Add:
Cash paid for interest
Cash paid for acquisition-related expense
Less:
Purchases of equipment and leasehold improvements
Unlevered free cash flow

$

26,805

$

938
2,791

$

Unlevered free cash flow margin

(As Revised)

23,584

$

64,827

3,385
1,700

$

33,099

944
3,885

(2,050)
28,484 $

(470)
28,199 $

30%

40%

(7,261)
62,395

12,647
3,300
(1,836)
47,210

$

24%

24%

Trailing Twelve Months Ended September 30,

Net cash provided by operating activities
Add:
Cash paid for interest
Cash paid for acquisition-related expense
Less:
Purchases of equipment and leasehold improvements
Unlevered free cash flow

$

Total revenue
Unlevered free cash flow margin

$

(1)

2021 (1)

2020 (1)

(As Revised)

(As Revised)

84,529

$

946
5,785

$

Certain prior period amounts have been revised to correct immaterial errors.
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17,555
3,300

(9,793)
81,467 $
338,853
24%

39,578

$

(2,862)
57,571
250,438
23%
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PRESENTATION
Operator:
Thank you for standing by, and welcome to the Jamf's Third Quarter 2021 Earnings Conference Call. (Operator
Instructions) As a reminder, today's program is being recorded.
I would now like to introduce your host for today's program, Jennifer Gaumond, Vice President of Investor Relations.
Please go ahead.
Jennifer Gaumond - Jamf Holding Corp. - IR Officer
Good afternoon and thank you for joining us on today's conference call to discuss Jamf's third quarter 2021 financial
results. With me on today's call are Dean Hager, Chief Executive Officer; and Jill Putman, Chief Financial Officer.
Before we begin, I'd like to remind you that shortly after the market closed today, we issued a press release
announcing our third quarter 2021 financial results. We also published an updated investor presentation and an Excel
file containing quarterly financial statements for fiscal years 2019, 2020 and 2021 year-to-date to assist with
modeling. Today's discussion may include forward-looking statements. Please refer to our most recent SEC filings,
including our most recent annual report on Form 10-K where you will see a discussion of factors that could cause
actual results to differ materially from these statements.
I would also like to remind you that during the call, we will discuss some non-GAAP measures related to Jamf's
performance. You can find the reconciliation of those measures to the nearest comparable GAAP measures in our
quarterly financial statements.

Additionally, to ensure we can address as many analyst questions as possible during the call, we ask that you please
limit your questions to one initial question and one follow-up.
Now I'd like to turn the call over to Dean Hager. Dean?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Thank you, Jen, and thank you, everyone, for joining us. On today's call, I will share highlights from the third quarter
and recap our annual Jamf Nation User Conference. Jill will then review our third quarter financial results, provide our
outlook for the fourth quarter and fiscal 2021 and give some high-level thoughts on fiscal 2022.
For the last few quarters, we've talked about the remarkable momentum, consistency and balance across our
business, and Q3 was no exception. Our total ARR growth was 47%. As a reminder, Jamf completed the acquisition
of Wandera at the beginning of Q3, so this ARR is reflective of our combined companies. Jamf's Q3 organic ARR
growth was 37%, which matches our average ARR growth for the 6 quarters we've been a public company,
demonstrating remarkable consistency.
Going forward, we will not break out ARR growth by product or acquired company, but we felt it important to provide
this clarity since Q3 represents the first quarter post acquisition. This ARR growth was driven by both strong new logo
acquisition, growing Jamf's total active customers to over 57,000 by the end of Q3 and also tremendous growth within
our customer base due to Apple device expansion and customers purchasing new add-on products. Still, despite
customers growing their use of Jamf, no one customer represents more than 1% of our total ARR, a testament to the
diversification of our revenue streams.
Additionally, once again, we saw excellent year-over-year ARR growth for all Jamf products, all 3 major geographies
and all of Jamf's top 10 commercial industries.
We talked last quarter about how in both Jamf's commercial and education markets we saw bookings growth rates
return back to pre-pandemic levels. As expected, in Q3, after tremendous growth last year, the education market
leveled off a bit, while growth in Jamf's commercial markets accelerated even further. Commercial markets again
made up nearly 75% of our total bookings, with both the Americas and EMEIA markets showing substantial strength.
Jamf's growth is reflective of Apple's device growth across global enterprises, driven by the acceleration of IT
consumerization, user preference and financial savings for organizations. In our Q2 earnings call, we cited a new
Forrester report finding that cost savings of deploying an M1 Mac is $843 per device when compared to its PC
counterpart.
In Q3, Hobson & Company, a leading research firm focused on total cost of ownership and return on investment
studies, conducted new independent research specifically with Jamf customers and found that our Apple Enterprise
Management solution addressed several specific customer challenges across both large and small enterprises to
deliver a quick and compelling ROI.

The study identified that Jamf's platform delivers significant benefits to organizations across 3 broad business
objectives: simplifying IT management, improving end user experience and mitigating risk. Respondents indicated a
90% reduction in time spent on device provisioning, deployment, ongoing management and application management.
End user productivity also benefited, with customers seeing a 90% reduction in productivity loss as support tasks
were virtually eliminated with Jamf. And, as security continues to be a key focus for organizations, customers saw a
70% reduction in time spent remediating incidents and vulnerabilities.
We believe the significant value of Apple Enterprise Management and specifically the Jamf platform, will continue to
drive organizations to expand their Apple fleet through employee choice programs, in particular, for Mac. Today, Jamf
serves more than 60 customers who have deployed greater than 10,000 Mac, far more than any other provider of
management and security solutions in the world.
In no industry has Mac choice been more prolific than in the technology industry, where the Mac has become the
device of choice for software engineers. Jamf's Apple Enterprise Management solutions are used by 8 of the top 10
technology companies in the world, 3 of which have deployed more than 100,000 Mac.
In Q3 alone, 5 technology companies grew their Jamf deployments from supporting a total of approximately 160,000
Mac to over 175,000. We believe the changing employee demographics, combined with the consumerization of IT,
growth in remote work and overwhelming popularity of the new line of Apple Silicon Mac is changing the landscape of
the PC marketplace.
According to the latest analysis by IDC, in Q3, Apple shipped more Mac than in any quarter in history with a growth
rate double that of the industry. More importantly, this Apple Mac momentum has been sustained with greater than
29% year-over-year growth for the full year 2020 as well as 2021 year-to-date, making Mac the fastest-growing
computer over those 7 quarters, a growth rate approximately twice the industry. As Jamf's platform capabilities
broaden to solve more IT and security challenges while helping enterprise Mac become more affordable, we've seen
Mac choice expand at even faster rates.
One example of clear Jamf and Mac ROI benefits is found at BJSS, a U.K.-based technology and engineering
consulting firm. When the M1 chip and Big Sur arrived in 2020, BJSS' existing systems couldn't provide the support
they needed for Apple's new technology. So, they purchased 1,400 seats of Jamf Business Plan - which includes all
Jamf management, connection and protection solutions - and now BJSS tells us their new ability to purchase the
more affordable M1 Mac and manage and secure them out of the box has resulted in rapidly achieving return on their
Jamf investment.
Jamf's value and momentum is also accelerating as we help organizations with industry digital transformation, which
has led to iOS and iPadOS representing the fastest-growing device type on our platform for the past 4 quarters.
Jamf differentiates with a patented ability to automate unique industry workflows for rapid adoption of Apple devices,
specifically to transform mission-critical processes and customer

touch points. In Q3, this capability led to Jamf signing the largest commercial iOS and iPadOS deal in Jamf history.
One example of Jamf's industry digital transformation can be found in the transportation industry, where one of our
partners, LifeSaver Mobile, provides a solution that prevents employee phone use while driving as they did with Bee
Sweet Citrus, a key supplier of citrus to Costco. LifeSaver Mobile's app can be deployed to every employee phone
with each app managed by a cloud-based fleet portal that includes device restriction by implementing real-time
locking of iPhone devices when the employee is behind the wheel, enhancing driver safety.
Continuing with the travel industry, in aviation, Jamf has become the go-to partner for airlines around the world for
numerous workflows that engage flight attendants, gate agents and ground crews. One specific workflow that
leverages our patented Jamf Setup and Reset applications provides pilots with cockpit flight bags on iPad, where the
content available changes based on whether the pilot is in cockpit or off duty. Over the past year, this has led to Jamf
used to deploy over 100,000 devices for airline specific workflows globally. Q3 represented our best quarter ever for
the airline industry.
And finally, on the topic of travel industry, Jamf was proud once again to partner with SpaceX to manage the iPads
used in the first all civilian space flight in September.
The power and value of Jamf's industry workflows can also be seen in the education market. Our patented Jamf
Teacher, Jamf Student and Jamf Parent functionality are completely unique with no other traditional MDM provider
matching Jamf's in-classroom capabilities.
Sacramento City Unified School District, who had previously deployed Jamf School, Jam Pro, our Jamf Setup and
Reset apps and Jamf Connect, expanded their deployment to include Jamf Protect in Q3, and therefore, is now
running our full Apple Enterprise Management platform. The result is that Sacramento City now has unique inclassroom capabilities that give teachers control of their classroom so that they can best empower student learning
with Apple technology.
2020 was a year of transformation in education with tremendous device growth as schools became aware of the
power of education technology and the importance of equitable access to learning. While last year's focus was on
device distribution and connectivity, focus has now shifted to ensuring student safety while using these devices. With
the recently passed Federal K-12 Cybersecurity Act, along with funding to strengthen schools’ IT security protocols,
we anticipate a greater need for student safety solutions. Jamf's new Student Safety offering, which builds upon
technology acquired from Wandera and was announced at JNUC in October, provides content filtering, threat
defense, acceptable use and data policies, along with device and network protection, meeting this growing need to
protect our students and give peace of mind to teachers and parents.
Another example of leveraging the power of Jamf's technology, combined with new capabilities from Wandera can be
seen with Berkshire Healthcare NHS Foundation Trust, which provides mental health services and other communitybased health services primarily to the Royal

County of Berkshire in the U.K. Berkshire Healthcare NHS leverages both Jamf and Wandera to deploy new devices
and ensure these devices are protected and in compliance.
During the height of the pandemic, they saw a 25% increase in mobile device demand and utilize Jamf for efficient
zero touch deployment across its users and facilities. They have also seen significant value employing Jamf's new
Data Policy solution from Wandera for ongoing data savings for both iOS and Windows 10 devices. Integration of
Wandera into Jamf brings additional efficiencies as the Berkshire Healthcare NHS team will be able to seamlessly
update mobile devices as they change hands within the organization, building on Jamf strength to provide health care
workflows for shared yet personal Apple devices.
This capability during our first quarter together led to multiple healthcare wins in Q3 as well as several cross-sell and
upsell wins of the Wandera products through our Jamf sales channel across multiple industries.
We were also pleased that the existing Wandera sales channel continued undisrupted, closing its largest deal since
2019 with a major defense organization. For this win, given the new customer’s vast data privacy and protection
requirements, we engaged in a 1-month proof of concept where the new Jamf team deployed Threat Defense and
Data Policy across the organization. This resulted in the customer fully committing to purchase these products for
their 10,000-plus devices, demonstrating the ability for these new Jamf products to rapidly meet the needs of
organizations with the strictest security requirements.
In Q3, we also advanced Jamf security solutions through partnerships. Prior to the acquisition, Wandera established
a partnership with Cybereason, a provider of threat prevention, detection and response for endpoints. In Q3,
Cybereason and Jamf extended the partnership to fully embed Jamf's threat capability at scale for iOS and Android
devices to help security leaders achieve comprehensive protection across all of their enterprise endpoints, no matter
their location.
In addition, Jamf also announced a new strategic partnership with Red Canary, a security operations company
trusted by hundreds of the world's best security teams. Jamf and Red Canary will help organizations succeed with
Apple by bringing an integrated Apple-native solution for threat detection and response to market. Red Canary uses
telemetry generated by Jamf Protect to analyze device and user activity for risky behavior. When a real threat is
identified, Red Canary responds quickly to prevent calm and data loss.
We highlighted this new partnership, along with our new Jamf-branded solutions like Threat Defense, Data Policy and
Safe Internet along with other innovations during our virtual Jamf Nation User Conference, also known as JNUC, a
few weeks ago. JNUC has become the single largest gathering of Apple Enterprise experts in the world and provides
a forum for collaboration and learning, and this year was no exception.
Along with showcasing these industry-leading innovations, many customers and partners shared their stories on how
they succeed using Apple and Jamf. The quality and engagement in this year's event were extraordinary. We offered
140 sessions across 9 tracks, providing the nearly 8,000 attendees a significant amount of excellent content. The
average person attended

7.5 sessions, equaling a total of approximately 57,000 sessions viewed over 3 days, showing that even though the
event was virtual, attendees were incredibly engaged. These numbers don't include the on-demand views that
happen over the 30 days that the content remains available to registrants.
Additionally, for the first time, Jamf hosted a JNUC investor event, which summarized key takeaways from this year's
conference, including Jamf's focus and differentiation, providing solutions that are enterprise secure and consumer
simple while protecting personal privacy. Specifically, we highlighted 4 key areas where we believe our solutions will
be market moving. If you missed the event, the replay is available on our IR website.
In closing, Q3 again demonstrated the remarkable balance, consistency and strength of our business. We continue to
see momentum in the markets we serve and are poised to continue leading and innovating in Apple Enterprise
Management.
Now I will turn it over to Jill.
Jill Putman - Jamf Holding Corp. - CFO
Thanks, Dean, and thanks again to everyone for joining us today. As Dean mentioned, we continue to see strength
across all aspects of our business.
Total revenue for the third quarter is $95.6 million, representing growth of 36% year-over-year, exceeding our
expectations due to outperformance across all revenue categories. Wandera contributed $5.1 million of revenue in
the quarter. Total ARR as of September 30th is $384.8 million, an increase of 47% year-over-year, with organic ARR
growth of 37%.
Consistent with the past few quarters, this organic growth is driven by a greater than 25% growth across every Jamf
product with all 3 major geographies and all of Jamf's top commercial industries experiencing ARR growth of over
30%.
We ended the quarter with 25 million devices on our platform, representing 34% year-over-year growth as we
continue to see strength in both the education and commercial verticals in all geographies, driven by both new logo
acquisition and device expansion within our installed base. This device count reflects Jamf plus Wandera devices,
excluding any duplicates.
Additionally, we continue to see the benefits of our upsell and cross-sell efforts of products into our install base. Our
dollar-based net retention rate remained strong at 119% for the trailing 12 months ended September 30th. This figure
will not include Wandera until we have 12 months of trailing data.
The remainder of my remarks on margins, expense items and profitability will be on a non-GAAP basis. Our GAAP
financial results, along with the reconciliation between GAAP and non-GAAP, are found in our earnings release.
Gross profit margin is 80% compared to 83% in the prior year quarter. When normalizing for the Jamf Connect
revenue recognition changes, gross margin is consistent with the prior year quarter.

With respect to operating expenses, we remain focused on improving the leverage in our business while balancing
investments for growth. Increases in operating expenses over the prior year were primarily due to these investments
for growth, such as sales and R&D headcount as well as building in public company costs. Operating margin is 2%.
Our annual effective tax rate for the 9 months of 2021 increased to 2.8% from negative 0.5% due to the Wandera
acquisition. This increased our effective tax rate in the third quarter to 4.7%.
Unlevered free cash flow for the trailing 12 months ended September 30th is $81.5 million, reflecting a 24%
unlevered free cash flow margin compared to $57.6 million or 23% margin in the prior year period.
Our operating model of high growth and efficient deployment of capital continues to yield strong cash flow generation
and allows us to continue to make investments in innovation and top line growth.
We ended the third quarter with $227.1 million in cash and cash equivalents.
Now I'll provide thoughts on guidance for the fourth quarter and full year 2021. We expect strong performance to
continue given what we've achieved so far this year and the momentum in our business. As we discussed during our
previous calls, beginning in the third quarter, we updated how we deliver our Jamf Connect product, resulting in a
change in revenue recognition with less revenue recognized upfront as on-premise subscription revenue, as it will
now be recognized ratably over the term of the subscription, in line with the majority of our revenue. While there is no
impact to ARR, this change will defer revenue in the second half of the year into future quarters, which impacts our
full year revenue growth percentage.
Our organic ARR growth rate typically exceeds our revenue growth rate because the ARR excludes services and
license revenue which grow at a slower pace than our recurring revenue and ARR added later in the quarter has a
smaller contribution to revenue in the quarter.
Given these considerations, for the fourth quarter of 2021, we expect:
• Total revenue in the range of $99.0 million to $101.0 million, representing growth of 30% to 32% year-overyear.
• Non-GAAP operating income in the range of $1.5 million to $2.5 million.
For the full year 2021, we expect:
• Total revenue in the range of $361.5 million to $363.5 million, representing growth of 34% to 35% year-overyear.
• Non-GAAP operating income in the range of $19.0 million to $20.0 million.
As a reminder, non-GAAP net operating income reflects the impact of the Wandera acquisition, including purchase
price accounting adjustments, Wandera's run rate operating losses, approximately $5 million of planned investments
in go-to-market headcount to support growth as well as customer support and customer success headcount.

Additionally, for modeling purposes, we are providing the following information. For the fourth quarter and full year
2021, amortization is expected to be approximately $12.2 million and $41.3 million, respectively. These amounts
reflect the preliminary Wandera purchase price allocation and are subject to change upon the completion of the
analysis. For the fourth quarter and full year 2021, stock-based compensation and related payroll taxes is expected to
be approximately $47.6 million and $70.4 million, respectively.
We expect an annual effective tax rate of less than 5%, which should also be used when calculating tax effects of
non-GAAP adjustments. This annual effective tax rate is impacted by the establishment of a valuation allowance
during 2021. In addition, we do not currently pay cash taxes on a U.S. Federal basis.
For calculating EPS, we expect basic and diluted weighted average shares outstanding to be approximately $119.1
million and $130.8 million, respectively, for the fourth quarter of 2021. For the full year, we expect basic and diluted
weighted average shares outstanding to be approximately 118.3 million and 124.7 million, respectively.
Looking ahead, with the momentum we're seeing across all geographies, top industries and all products, along with
the continued investment in our go-to-market activities, we expect to continue to deliver strong revenue growth in
2022 bolstered by new products and increasing strength in our commercial business.
In closing, our Q3 results reflect the continued strength, balance and consistency of our business. We're poised for a
strong finish to the year as we continue to deliver for our customers.
With that, Dean and I will take your questions. Operator?
Operator
(Operator Instructions) Before we go to our questions, I'd like to hand the program back to Dean Hager for a few
words.
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Thank you, Jonathan. Hello, again, everyone. I wanted to take just a couple of more minutes to comment on the
announcement yesterday of Apple Business Essentials, which is now in beta in the United States. For clarity, Apple
Business Essentials is a paid subscription service offered by Apple that includes iCloud storage, Apple Care support
and simple device management capability. It is in beta with expectations to become generally available next year for
small businesses within the U.S.
This offer has been long anticipated ever since Apple's acquisition of Fleetsmith in June 2020. I've been asked about
it many times over the past 1.5 years. And so now I'd like to take a little time to provide clarity on this latest
development with 3 key points.
First, this announcement has been expected. We are very close to Apple, frequently releasing products at just the
right time prior to an Apple announcement, like we did with Jamf Protect

prior to the announcement of the M1 chip, with Jamf Connect prior to federated managed Apple IDs and just a few
weeks ago with our Private Access launch within days of Apple's Private Relay beta, complementary products that
protect organizations and people.
When the Fleetsmith acquisition occurred, I said it would result in 3 things: improvement to Apple Business Manager,
the cloud service that Jamf embraces for several of our solutions, that's a good thing. We also said that Apple would
likely maintain a first-party small business capability to perform some simple MDM commands. Additionally, we said
that the acquisition would not have a material impact on our business. All 3 statements have proven accurate, and
Jamf's partnership with Apple has never been stronger.
Second, nearly all value delivered in Jamf Business Plan and Apple Business Essentials is additive. Jamf works
closely with AppleCare and has no interest in competing with iCloud storage. And Apple's device management
capabilities support only a subset of the MDM framework. There is no overlap with Jamf's identity and access
management or device and data protection. And Jamf’s management capability is a superset of MDM, going well
beyond the framework.
None of Jamf's growth drivers, including Mac, Education, Industry Transformation in healthcare or transportation,
International, Security or Access Management are impacted. In fact, I think Apple Business Essentials will have a
positive impact on these growth drivers, which brings me to my final point.
As with all Apple innovations, we believe this latest offer presents new opportunity for Jamf. Anything that raises
Apple's profile in business is great for Jamf. Jamf has always coexisted with first-party Apple capability ever since
they launched MDM in 2010 and Profile Manager in 2011, which is Apple's free MDM tool.
With this most recent announcement, Apple has extended Apple Business Manager to create a simple on-ramp for
small companies to get started with Apple devices at work. This is excellent news as it grows the total market size
and provides Jamf more strategic addressable targets. Most of our product portfolio adds value and is sellable to
customers who choose Apple Business Essentials, meaning we are going to continue to do what we always do, fill
the gap between what Apple builds and the enterprise requires.
Additionally, with our new cross-platform Threat Defense, Data Policy and Private Access products, our solutions are
no longer Apple only, but they are Apple best. Considering the incredible momentum of enterprise Apple devices
globally, we believe this expected announcement is good news and presents Jamf with a terrific opportunity. When
Apple innovates, Jamf celebrates. I hope that provides some clarity.
Now we are prepared to take your questions. Jonathan?
QUESTIONS AND ANSWERS
Operator
Our first question comes from the line of DJ Hynes from Canaccord.

David E. Hynes - Canaccord Genuity Corp., Research Division - Analyst
Dean, really nice to see the consistent growth here. I want to follow up on the Business Essentials topic just because
it seems the most topical. We're getting a bunch of questions on it. So just 3 simple questions. So first, has there
been any change in your relationship with Apple as a customer? Second, has there been any change in your
relationship with Apple as a channel partner? I think the answer is no, based on what you said about those, I'd like to
hear you say it. And then third, what percent of your revenue comes from companies with less than 500 employees
today?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
So I'll take those first 2, and then I'll kick it over to Jill. First of all, yes, no change in our relationship with Apple across
any front, channel, customer, any of those things. So you're absolutely right. You heard me say it. Jill, why don't you
take the next part?
Jill Putman - Jamf Holding Corp. - CFO
Yes. When we measure the number of customers that we have, of course, we're going to have quite a few at that low
end of the market, but it's just a small sliver of the number of our devices that we have because -- and that's actually
our economic unit that we really focus on. We've gone and evaluated how much of our current ARR is actually
addressable with the Apple Business Essentials, and we estimate it at the very low single digits of our current ARR.
And even at that, we're not concerned because our retention right now has been higher than ever. And this new
solution is intended for those small businesses who actually don't use another solution. So there's really no financial
or functional benefit for customers that are currently on our platform to switch. So like Dean said, we're really looking
at this to see as seeing greater opportunity as the Apple market grows.
David E. Hynes - Canaccord Genuity Corp., Research Division - Analyst
Yes. Perfect. And then I want to ask about Wandera and just on the numbers there. So if my math’s right, I think it
added $26 million or $27 million in ARR in the quarter. So first, does purchase accounting impact that? And second,
any color on how fast Wandera is growing?
Jill Putman - Jamf Holding Corp. - CFO
So I'll take that one, DJ. Purchase price accounting does not impact the ARR, it impacts the revenue, the deferred
revenue that we brought over. And we did have a haircut of something less than $1 million in the quarter. And you're
right in the ballpark on the ARR that came over as well. And when we think about how Wandera is going to grow,
while the quarter leading up to and the quarter right on the heels of the integration of the acquisition, we did see
growth slower than where it had been, but right in line with what we expected. And then when we look forward, we
expect it to grow at the same pace as the rest of the Jamf ARR has been growing.
Operator
Our next question comes from the line of Chad Bennett from Craig-Hallum.
Chad Michael Bennett - Craig-Hallum Capital Group LLC, Research Division - Senior Research Analyst

Just as we look into '22, Jill, just on the Connect revenue rec piece, is that -- I know it was a second half of '21
headwind just on a net-net basis, is that still a headwind for all of fiscal year '22 from a revenue standpoint,
subscription revenue standpoint?
Jill Putman - Jamf Holding Corp. - CFO
No. You could think of it as a slight headwind in the first half of the year. And as our business has grown quarter-overquarter and year-over-year, it's becoming such a small percentage of our business. For the first half of the year, you
could probably consider it to be just a couple of percentage point impact on our ARR growth, and it will start to
normalize once we lap the 1 year of that in the third quarter.
Chad Michael Bennett - Craig-Hallum Capital Group LLC, Research Division - Senior Research Analyst
Got it. And then I don't know that has happened – I was hopping between a couple of calls. But in terms of where we
are attach rate wise for Protect and Connect and kind of the whole threat defense landscape? And did you guys give
an update on where you are there in terms of attach rate? And if you care to share maybe what you think that growth
could be from a penetration standpoint over the next 12 months?
Jill Putman - Jamf Holding Corp. - CFO
Yes. Hey this is Jill. So when we think about the attach rate of Connect and Protect, we have been giving some color
on that as those products have begun to ramp in our portfolio. We added about 700 customers on the Connect
platform in the quarter and about 400 on Protect, and that's pretty similar to the previous couple quarters. It's ramping
a bit. When we think about what that can -- where that can get over time, we think of it as being 50% of our
customers attaching to one of those products over time is how we're thinking about it.
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Yes. And we have announced at JNUC that we had now over 3,500 customers of Jamf Connect and over 1,500
customers of Jamf Protect. So that gives you an indication.
Chad Michael Bennett - Craig-Hallum Capital Group LLC, Research Division - Senior Research Analyst
Got it. And then if I could just squeeze in one more, I apologize, Jennifer, but just in terms of how we think about ARR
growth relative to subscription growth? I think we're at a point right in the model where they should be fairly similar or
correlate. It looks like, again, knock on wood, if kind of seasonality plays out the way it should in the fourth quarter for
you guys, you're going to have another very good ARR growth quarter, again, knock on wood, kind of in the same
ballpark as where you were this quarter. And so I guess, if you look at kind of subscription growth rates, I guess, out
there right now on the street, there's a pretty big delta from where you're putting up -- where your ARR growth is
today, right? And where those subscription growth numbers at least today sit for next year? Is there something we're
missing -- I don't want you to -- whatever you care to share there, Jill, but just curious, it's a pretty wide spread right
now?
Jill Putman - Jamf Holding Corp. - CFO

No. We -- over -- we're getting to the point where our ARR and our subscription revenue growth rates are going to
start to converge because we're going to have -- we have less -- historically, we've had some of our ARR that was
recognized upfront as, because of on-prem, our customers took it on premise. We have less and less of that,
especially now with the correction or the change that we've made and how we're deploying the Jamf Connect
product. So by the time we get through the end of '22, the amount of on-prem will be so small that there won't be
much of a difference between those 2 growth rates.
Chad Michael Bennett - Craig-Hallum Capital Group LLC, Research Division - Senior Research Analyst
It sounds like there shouldn’t be a big delta is what you're saying?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
No, no.
Operator
Our next question comes from the line of Sterling Auty from JPMorgan.
Sterling Auty - JPMorgan Chase & Co, Research Division - Senior Analyst
Dean, in terms of back to Apple and ABE, did they give you any indication that this is the beginning of a strategy
starting with SMB? And should we anticipate that at some point here in the future, the next step is going to be their
full-on competitor up and down the stack in terms of small business to enterprise?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
So obviously, we work very closely with Apple. I'm never going to chat or speak for Apple in any way. So I will just
give you my perspective. My perspective is that Apple is in the position, we've actually, and we've communicated this
before, at the small business level, not at the enterprise layer, but in the small business layer, Apple actually had an
issue where it was not easy to onboard Apple devices. I've shared a little bit about some of the technical complexity
even at the low end of Jamf Now. And so what Apple needed to do is to be able to provide a very simple first-party
method to, for an IT team, for instance, to lock a device that might get lost. They were the only manufacturer -- a
major manufacturer of systems that didn't provide this level of first-party control through the cloud. And so something
that they needed in order to improve Apple adoption at the very low end. They don't have that same issue really even
in medium-sized businesses or large-sized businesses. So it was a very targeted approach, just so you know -- I
mean, as you well know. When we talked about Fleetsmith when they were first acquired, they were a very low-end
provider, so much so that our words were that we did not consider it a competitive solution. We also do not consider
this a competitive solution. It actually supports less of the MDM framework that Fleetsmith did when they were
actually acquired. So this is not something that generally gets in our space. We're pleased that it will contribute to the
overall growth of Apple's use in business.
Sterling Auty - JPMorgan Chase & Co, Research Division - Senior Analyst
That makes a lot of sense. And then one follow-up would be on the education sector. You kind of gave -- alluded to
maybe a cooling of spend. Can you elaborate more on that? What is it

specifically that you see as cooling because I think a lot of investors think about the Federal funding that's going into
K-12 and why wouldn't that continue to be a big tailwind?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
I think it will be a tailwind, actually. I think it's in a period of time within Q3 specifically, where some of that hasn't really
taken off yet. Again, organizations are still identifying what they can actually spend on it. And it isn't really a cooling of
spend. It's just a growth rate versus last year's scorching Q3 within education. So it's really more a testament of that
than anything else.
Operator
Our next question comes from the line of Matt Hedberg from RBC Capital Markets.
Matthew George Hedberg - RBC Capital Markets, Research Division - Analyst
Dean, I think what stood out to me too was a lot of strength in -- on the commercial side of the house. When you sort
of think towards 4Q and even more so 2022, what are some of the things that give you confidence that, that strength
will continue?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
So thank you so much for the question. Well, first of all, our entire business, and I've stated this for some time, is
driven by the consumerization of IT. I still continue to say that sending everybody to work at home for over a year has
accelerated the consumerization of IT. So the first answer to your question would just be incredible Apple adoption.
The consumerization of IT, the changing in demographics and the unbelievable hardware that Apple is releasing right
now is just increasing the demand around the world. I cited in my prepared remarks, that IDC's numbers have the
Mac, for instance, throughout 2020 and the first 3 quarters of 2021 growing at over twice the rate of the industry and
the fastest-growing laptops. So we -- that is our best market and yet we're growing faster, as I mentioned earlier as
well, in iOS and iPadOS. So the specialty around Apple, the incredible experiences that we can create for individuals
and frankly, the ease at which the IT and security teams are able to use our tools to be able to deliver a secure
enterprise are the things that are going to continue to drive use in commercial markets.
Matthew George Hedberg - RBC Capital Markets, Research Division - Analyst
That's great. And then, Jill, I think you noted there was 1.8 million devices added in the quarter. And I couldn't -- I
think you said that, that also included some from Wandera, is that correct?
Jill Putman - Jamf Holding Corp. - CFO
That does include some from Wandera. We took our devices and their devices. We de-duped, right? We had some
duplicates where we had overlapping devices. So it reflects a decrease in that, or a decrease for that or elimination
for that.
Matthew George Hedberg - RBC Capital Markets, Research Division - Analyst
So then -- because I think last quarter, you added about 1.4 million devices. Is that kind of in the ballpark maybe of
kind of the organic adds for 3Q?
Jill Putman - Jamf Holding Corp. - CFO

So one of the things that's different about the Q3 adds versus the Q2 adds is really the mix shift between commercial
and education. As education started to slow down a bit from where it had on the previous, call it, 4 quarters.
Commercial really started to take off. In commercial, we get fewer devices for the ARR dollars. And so it's really more
of a mix shift based on the seasonality of where we are in the year.
Operator
Our next question comes from the line of Raimo Lenschow from Barclays.
Raimo Lenschow - Barclays Bank PLC, Research Division - MD & Analyst
I apologize for the question in advance, because it's another Apple question. Dean, like as we have the discussion
with investors, like one of the comparisons that comes up is like Microsoft with the EMS offering where you started
low and then they kind of -- with a very low end offering just kind of walked up the market and just got a lot of like
volume in there. Like could you maybe kind of go one more time through like how the Apple offering is different in
terms of how comprehensive is, et cetera, to kind of that offering that kind of Microsoft used to kind of roll up that
market? And then the second question was, any commentary around the iOS momentum you guys are seeing in the
install base where you have the Mac, but the iOS is done by other providers. Like what are you seeing there in the
field at the moment?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Thank you, Raimo, for the question. So first of all, I mean, obviously, the most significant answer to your Apple versus
Microsoft is Microsoft has always been a giant in the enterprise. It is a strategic market for them. They have been
there forever. And Apple has never really had an enterprise solution in their 45-year history. So that's a pretty stark
difference between the 2 organizations.
But if I can give you an example, maybe that will help. So let's say you were a small business owner, and you're just
trying to decide between giving your employees Chromebooks, Mac or Windows. And you don't have that much
money. You just want to make sure that you don't lose the devices. So you ask each of the providers. If I lose this,
can I press a button in a web browser and just lock the screen? Well, the answer for Google has been yes. And the
answer for Microsoft has been yes. And the answer for Apple has been to that small business owner, if you buy some
third-party software. And clearly, that is going to impact the adoption of Apple at the very low end of the market. As
soon as you get into the midrange of the market or the large range of the market, it doesn't apply because you have
IT teams and you also have systems that are in place. But at that very entry level a first-party ability to be able to do
some simple MDM functions, again, which Apple’s actually had since 2011 in an on-premises solution. So this is not
new. This is something that they've always had and now is available through the cloud. But essentially, that's the
problem that they were attempting to solve with this, and we applaud it.
We've actually been leaning on them to have a simpler solution at the very low end of the market, which, for technical
reasons, I won't go through it, it's really kind of a problem that only Apple could solve. They really had to take it on
themselves. So it's something we've been asking for. They've done it, and we think it's going to benefit the rest of the
market.

Regarding iOS, we have a couple of key reasons why we win and why we've been growing there so fast. First of all is
we handle the complex industry workflows of education, healthcare, transportation, retail, simply the best on the
market. And they are very complex as you get into shared and yet personal devices. The other reason why we win is
we have such a strong presence, as you well know, 23 of the top 25 brands in the world, and most of the leading
companies in all industries using us for Mac. And what they're finding is that they just have some solutions on -issues on the iOS side that they don't have on the Mac side. So they end up moving their iOS devices over to a
proper Apple Enterprise Management solution with their Macs, and those issues pretty much go away. So for those 2
reasons, I call them industry and ecosystem are the primary reasons why we win. We actually don't go out to
compete for simple MDM command. That generally is kind of a race to the bottom of the market and isn't a lot of
interest to us. We're more interested in solving business problems, which is what we focus on and that's why we win.
Operator
Our next question comes from the line of Koji Ikeda from Bank of America.
Koji Ikeda - BofA Securities, Research Division - Research Analyst
And apologies from my end to another Apple question. Maybe on the other side of the equation, I read somewhere
that this Apple Business Essentials is good for up to about 500 employees. And I was wondering, could this
potentially create like a, an effect of is Apple Business Essentials is good enough for us. So maybe you could help us
understand a bit more about the key or maybe multiple key technology pieces for a customer around that 500 range
that would not want to switch to Apple Business Essentials?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Well, once again, Apple by their own words have no interest of going after customers who are actually have a system
in place. Remember, the problem that I just described Apple's trying to solve, is for a new small business that isn't
running anything that has some pretty simple capabilities that they want to take with the device. That has been a
space that we've never really attempted to compete in, and Apple is trying to solve an issue for those customers. Yes,
their literature says up to 500 customers, but there's another element of that. Or up to 500 employees, but there's
another element to that. It's up to 500 employees where the IT team only has a need for a few simple MDM
commands. No security need, no -- or no identity cloud connection need, no threat defense need, no private access
need, none of those types of needs with fewer than 500 employees, the need for some simple commands. That's
really where it's targeted. And again, that's where the market needed a solution. And by Apple offering this, it is
actually going to open up for more small businesses to start using Apple. And by that, I mean Apple devices, which is
what we want.
Koji Ikeda - BofA Securities, Research Division - Research Analyst
Got it. And switching gears off Apple. I noticed in the press release, and I saw the announcement too earlier, new
CIO. I was wondering if you could talk a bit more about what you mean by modern hybrid workplace? And I guess,
more importantly, what could that mean for margins and CapEx in the future?
Dean J. Hager - Jamf Holding Corp. - CEO & Director

Sure. I'll let Jill take the margin on the CapEx, but I'll just talk about what we meant about that announcement. I've
mentioned before that I actually wrote my thesis paper on telecommuting in 1995. So it took 20 years and a pandemic
that I was spot on in the prediction of where I was at when I was in my mid-20s or so. But I've always been someone
who believes that employees can be their most productive in their most comfortable environment where they choose
and have great flexibility in where they work. And so our office environments at Jamf have always been put together
to facilitate that kind of flexibility. And as we have a body of employees who used to come into work every day and
then immediately went home, and now we're going to have more of a come in as you want to sort of environment.
That necessitates a brand-new set of kind of facilities and facilities relationship with IT. And Linh Lam, our new CIO,
actually owns not only our IT infrastructure, but also our facilities. So where Apple technology, since that's what we
use meets office environment that we're pretty excited to be able to create some new experiences for employees. Jill,
if you want to talk a little bit about capital?
Jill Putman - Jamf Holding Corp. - CFO
Yes. I would just add that as we think about the resources that we'll deploy, we're not too far away from what Dean
just described. We've been working on that for years actually. And so we've already made a lot of those investments.
We take the opportunity during COVID when our offices are empty to get a lot of that stuff and infrastructure in place
as well. And prior to that, the reason that we have been so efficient and effective when we went home 1.5 years ago
is because they already had those tools in place and in the hands of all of our employees. But going forward, one of
the things we're going to have that Linh is going to be working on making sure we've got the best and the proper
foundation when it comes to our business systems that can help us scale to that $1 billion organization level and
really putting some focus there and making sure we get that all buttoned down. So that's where we'll be putting some
effort in -- here in the first 24 months.
Operator
Our next question comes from the line of Gregg Moskowitz from Mizuho.
Gregg Steven Moskowitz - Mizuho Securities USA LLC, Research Division - MD of Americas Research
So you mentioned that your commercial business has further accelerated. Are you able to put a finer point on what
you're seeing, anything Dean, in terms of transaction velocity, deal sizes, et cetera?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Well, I mentioned that, I mean there were 2 vectors of growth. One was our new logos that brought us up over to
57,000 customers, and we see that, our COO, John Strosahl and the revenue team that we have there is just
extremely effective and efficient at bringing new customers in the door. And then as Jill mentioned, with our 119% net
revenue retention, we have our customers continuing to expand adoption of devices and also purchasing new add-on
products. So the product family that we offer as part of Jamf Business Plan has definitely proven valuable for those
customers. And it's been pretty clear that they voted with, frankly, their dollars, that a solution that best fits them is a
single solution intended for Apple that brings together the management of the device, the connection of the user and
the protection of the data and their device together. We've just seen tremendous success with that combination.

Gregg Steven Moskowitz - Mizuho Securities USA LLC, Research Division - MD of Americas Research
All right. That's helpful. And then if you'll indulge one more Apple Business Essentials question. And I think we're all,
by the way, just well aware of kind of where the stock is trading right now, about $1.4 billion of market cap has
effectively gone away over the past 48 hours. So that's the spirit, I think, of all these questions. But I do want to ask
one more. So you were very clear that the under 500 employee segment only represents low single digits of your total
ARR, now at about $3 per month, the starting point for Apple Business Essentials is smack in the middle between
your Jamf Now and Jamf Now Plus products. And so it's interesting that it's not even being priced at a meaningful
discount. I don't frankly see any concerns about displacements. But to the extent the new small business is
comparing these 2 solutions at some point in the future, can you provide maybe a bit more color as to what features
beyond remote lock are most valued by your Jamf Now customers?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Yes. So for whatever it's worth, just -- again, I mentioned earlier, we don't consider this a competitive solution.
Competitors generally try to beat on functionality, undercut you on price and come after your customers. And Apple
has done none of those things. The -- there's no financial incentive or functional incentive or even process incentive
to switch. This is -- but just to give you a data point, the key is not necessarily, I mean Jamf Now and Jamf Now Plus
have significantly more capability. But the challenge that Apple has had in the small business space, is to bring in any
MDM, even including the MDM capability that Jamf has, and sync it up with Apple Business Manager is actually kind
of a complex process. And I think I've mentioned during prior calls that on the low -- with Jamf Now, we actually
noticed a pretty substantial falloff between when a customer signs up and when they get their first device enrolled
because of the steps that they have to do interchanging with Apple, by Apple actually taking this ability within Apple
Business Manager and connecting to Apple Business Manager, they're going to be able to onboard those customers
that may have very simple needs pretty easily. And again, that's going to create more small business use of Jamf.
Also remember that most of our products now are actually sellable back into any MDM. We kept Jamf Connect MDM
agnostic. We kept Jamf Protect MDM agnostic. All of the products that we acquired from Wandera are MDM agnostic.
So we have a lot of value that can be added no matter what MDM that they're running, but as they want to scale and
have one single integrated solution for management connection and protection, Jamf ended up offering that path as
well.
Operator
Our next question comes from the line of Rob Owens from Piper Sandler.
Robbie David Owens - Piper Sandler & Co., Research Division - MD & Senior Research Analyst
Curious on the Wandera front now that you've had a quarter of it under your belt, just customer reception, number
one? And any plans on bundling it moving forward?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
I'll answer the second one first. We are absolutely going to create some packages similar to what we did with Jamf
Business Plan, and there's a few different options that we're working

towards. And we'll be working towards that in 2022, and we think that, that will make purchasing just much easier for
customers.
I will tell you this that in terms of pipeline development in the first 3 months through our Jamf channel, not even
considering the Wandera channel that was brought over. And of course, as I mentioned in my prepared statements
that, that continued undisrupted, including closing the largest deal through that channel since 2019. So we were
pleased that, that happened, the first 3 months of us being together. But through the Jamf channel, the pipeline
development around these solutions was significantly greater than any other solution that we've launched or acquired
within the first quarter. So it is a relatively simple thing to position, would you like to have anti-phishing and preventing
malicious download for your mobile devices? Would you like to have private conditional connection to your enterprise
resources without users ever having to sign on to a VPN? And would you like to enforce appropriate data usage with
-- on those devices? There's only a few questions that are necessary. And when you talk about it being integrated
with the rest of Jamf, that we've seen a lot of early customer interest.
Robbie David Owens - Piper Sandler & Co., Research Division - MD & Senior Research Analyst
And then second, could you touch a little bit, not on Apple, but on the international opportunity and what you guys are
seeing. You talked about the commercial acceleration. And as you compete internationally, is there anything
interesting from a localized competitive perspective?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
Thank you for the question again. We've mentioned a few times that our growth outside of the U.S. is even stronger
than it is inside the U.S. We have a great presence. We have announced several times that our growth in all 3 major
geographies that are greater than 30% year-over-year from an ARR perspective. And again, it's just a tick higher
outside of the U.S. And there really isn't from like a product localization, we have multiple languages and those types
of things, but the trick is to make sure that we have the channel to be able to get to any customer in any geography,
large or small, anywhere in the world. And we fortunately have that, both through our direct channel, through our
partnership with Apple and also through our indirect selling channels. And then also, we have e-commerce ability to
be able to purchase our products, and we'll take several purchases that way as well. So we are there where pretty
much in any country we would want to do business in. We have the ability to reach all of the organizations that would
be interested in our product, larger or small.
Operator
Our next question comes from the line of Bhavanmit Suri from William Blair.
Matthew Alan Stotler - William Blair & Company L.L.C., Research Division - Analyst
It's Matt Stotler on for Bhavan. I guess maybe just one from us. In terms of -- you talked previously about verticalspecific products and workflows, you're seeing some pretty strong adoption, whether that's healthcare, I think there's
also travel, hospitality. I’d love to just get an update on those products. And then as you think about opportunities to
expand that set of offerings from a forward development perspective, what's kind of top of mind for you?
Dean J. Hager - Jamf Holding Corp. - CEO & Director

Yes. So one of the reasons why we do so well in those markets is because Jamf, I’ve mentioned it several times, has
patented capability that allows for shared usage of Apple devices that are also personalized. And what I mean by that
is think about various whether it's rounds within a hospital, whether it be flight attendants on an airline, whether it be a
retail worker in a store, we actually have the ability to power up the device to a setup -- multiple choice setup screen,
you choose what you want and bam, it's personalized with single sign-on and the ability to be able to use that device
for the purpose of that particular shift that's being worked. And when it hands off to the next person who's going to
work, you can reset and set up again. And once again, you get that person productive. There's nobody else in the
world that has functionality similar to that. And it has shown that we really end up serving a part of the market that
nobody really serves. Now as far as the future of that, I will tell you, we're really very entrusted in workflows where
devices automatically change states based on the state, whether it be location or Wi-Fi or what have you, that they
happen to be in. And so this notion of state-based configurations we think, has a lot of potential to even solve more
industry workflows. So we'll be continuing to invest in that area. And once again, like I said earlier, not managing
devices but solving business problems is why Jamf has done well, and we will continue to do that.
Operator
Our next question comes from the line of Rod Hall from Goldman Sachs.
Roderick B. Hall - Goldman Sachs Group, Inc., Research Division - MD
Just 2 quick questions, 1 on the numbers, kind of going back to this educational question, but I noticed the on-prem
number was down sequentially. And I guess I seem to remember a lot of that pulse in spending there was related to
schools. But I wonder where you think that on-prem number kind of settles out? Do we see it deteriorating again in
December? Kind of what's the trajectory of that number, I guess? And does it kind of settle at the level we saw back
in '19? Or where do we end up on that? And then I have a follow-up to that.
Jill Putman - Jamf Holding Corp. - CFO
Rod, it's Jill. I'll take that. So the on-prem is really being impacted primarily because of that change in our revenue
recognition for Jamf Connect that the revenue was hitting there prior to the third quarter. And then with the change
now, that's being treated ratably up in the subscription line. That's the biggest driver right there. Anything outside of
that would be immaterial seasonality differences.
Roderick B. Hall - Goldman Sachs Group, Inc., Research Division - MD
So do you think, Jill, that just kind of then varies seasonally from here? This is just kind of a new normal for it and
then we should be modeling it seasonally?
Jill Putman - Jamf Holding Corp. - CFO
Yes, it will be seasonal during the education season as we'll see some seasonality there. And then it's just going to
become a smaller piece -- a smaller percentage of our total. Again, as we're moving the Jamf Connect out of that
bucket and as we continue to migrate the remaining straggling accounts into the cloud.
Roderick B. Hall - Goldman Sachs Group, Inc., Research Division - MD

Okay. And then I did -- I've got a kind of a technical question on the business essentials from Apple. I noticed that
they're providing separate encrypted areas for data, for business data and personal data. And I'm assuming that
extends to Mac, and I don't think we've seen them provide a secure area for business data and protect users' privacy
that way. And I'm just curious what you guys take on that is, I mean, that does seem architecturally like a little bit of a
difference and not maybe something I would have expected them to do? So just curious what your thoughts are
there, Dean?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
No. What they're referring to there, is actually a functionality that they came out with in the fall of 2020 called user
enrollment, and it is awesome. And obviously, Jamf was the first to support it, and we actually announced some new
capabilities around that at JNUC this year, where with the -- I've mentioned this before that BYOD has always had a
problem in the market where on one side, you don't really want to fully manage BYOD devices because that violates
the person's privacy. But on the flip side, if you only just try and manage an application or 2 on the device without any
device management, you're not really providing that user with any services. So therefore, the organization wants to
be secured and the user wants to be private, and there hasn't been a solution for that. And Apple originally released
an early version of user enrollment, as I mentioned, in the fall of 2020, we supported that. And then in 2021, offered a
great new service discovery feature that Jamf announced support of at JNUC which actually allows BYOD users to
go into general settings, VPN and profile device management, and simply tap the button, sign into work, school or
work. And when they do that, Jamf wakes up and automatically enrolls that device that separates the personal side,
the data partition from the work side, keeping everything for the user completely private. I believe this is absolutely
the future of BYOD, and this is a market that we historically haven't really even strategically approached because
there hasn't been a good way to do it up until now. And now with this new capability, we are very excited for putting
together some interesting new offers for 2022.
Operator
Our next question comes from the line of Josh Reilly from Needham.
Unidentified Analyst
This is Michael Rackers, I'm on for Josh Reilly. Just one quick question for me. I know you mentioned it a little bit
earlier, but can you talk a little bit about the sales cycle length around the Wandera products versus the Jamf portfolio
and maybe some different go-to-market strategies within the mix of Wandera products?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
So yes, regarding sales cycle lengths, they've actually been in the portfolio now for 3 months. And of course, as you
know, with sales cycle lengths you only can measure them based on the practices you have for when you enter it into
the pipeline, and different salesforces might enter it into the pipeline at different stages of the sale itself. So I really
don't want to comment on the historical sales cycle of Wandera as they were a stand-alone company. And I don't
think it's probably appropriate to comment on it based on our first 3 months of ownership. But what I do know is from
kind of an overall ASP, you might notice that given our ARR and number of devices here in Q3, we actually took a
nice little hop up from an overall ARR per device. That is because of the ASP that we're able to get from the Wandera
solutions now as well that are in the mix. So

we have long been able to -- by adding additional products within the Mac space, continue to get more value out of
each individual device. And now with the Wandera products, not only do we get even more value out of the Mac
device, but we also get more dollar value out of each iOS device as well.
Operator
Our next question comes from the line of Pat Walravens from JMP Securities.
Joey Marincek - JMP Securities LLC, Research Division - Research Analyst
It's Joey Marincek on for Pat. Dean, last one on competition, competitive dynamics I swear. But can you just give us
an update on win rates overall? And then one for Jill. Is there anything else to call out in the gross margin this
quarter? And then maybe how should we think about the trajectory going forward of that?
Dean J. Hager - Jamf Holding Corp. - CEO & Director
We've never really released win rates, but I will tell you this. The win rates throughout this year, as a matter of fact,
over the last couple of years, are higher than what they were at any other time in our history. So we're at a peak when
it comes to -- hopefully, actually, we'll probably ideally continue to improve. But our win rates have consistently
improved. It's also worth noting, Jill mentioned it, that our gross churn is also at the lowest point that it's ever been in
history. So we're at a really great spot where our customers are enjoying the value that they get, they're staying with
us and actually purchasing additional solutions as well, as I mentioned earlier. So yes, all those metrics are at a kind
of a Jamf historical best.
Jill Putman - Jamf Holding Corp. - CFO
Yes. And then when you think about our gross margins for the quarter, the biggest driver of the slight dip that we saw
is really the fact that we've got that Jamf Connect revenue recognition change that's pushing some of that revenue
out into future periods while we still bear the cost to support it. And then also a little bit of some investments that we're
starting to make on behalf of the Wandera acquisition, really focusing on improving customer support and success
and making some investments there. So, those are the 2 things that are hitting the margin this quarter. Going forward,
you could consider those -- the margin being similar in the range, kind of normalized in the last couple of quarters.
Operator
Thank you. I'm not showing any further questions at this time. Thank you, ladies and gentlemen, for your
participation, you may now disconnect.

