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Safe Harbor Disclaimer.
This presentation has been prepared by Livongo Health, Inc. (“Livongo”) for informational purposes only and not for any other purpose. Nothing contained in this presentation is, or should be construed as,
a recommendation, promise or representation by the presenter or Livongo or any officer, director, employee, agent or advisor of Livongo. This presentation does not purport to be all-inclusive or to contain
all of the information you may desire. Information provided in this presentation speaks only as of the date hereof. Livongo assumes no obligation to update any information or statement after the date of
this presentation as a result of new information, subsequent events, or any other circumstances.
This presentation includes express and implied “forward-looking statements” within the meaning of the Private Securities Litigation Reform Act of 1995. In some cases, you can identify forward-looking
statements by terms such as “anticipate,” “believe,” “estimate,” “expect,” “intend,” “may,” “might,” “plan,” “project,” “will,” “would,” “should,” “could,” “can,” “predict,” “potential,” “continue,” or the negative of
these terms, and similar expressions intended to identify forward-looking statements. However, not all forward-looking statements contain these identifying words. These statements may relate to our
future financial performance, strategic plans or objectives, revenues or earnings projections, or other financial items. By their nature, these statements are subject to numerous uncertainties, including
factors beyond our control, including the risks detailed in Livongo’s registration statement on Form S-1, as amended, filed with the Securities and Exchange Commission (“SEC”). These factors could cause
actual results, performance or achievement to differ materially and adversely from those anticipated or implied in the statements. You should not rely upon forward-looking statements as predictions of
future events. Although our management believes that the expectations reflected in our statements are reasonable, we cannot guarantee that the future results, levels of activity, performance or events
and circumstances described in the forward-looking statements will be achieved or occur. Moreover, neither we, nor any other person, assumes responsibility for the accuracy and completeness of these
statements. Recipients are cautioned not to place undue reliance on these forward-looking statements, which speak only as of the date such statements are made and should not be construed as
statements of fact. Except to the extent required by federal securities laws, we undertake no obligation to update these forward-looking statements to reflect events or circumstances after the date hereof,
or to reflect the occurrence of unanticipated events.
This presentation also contains estimates and other statistical data made by independent parties and by us relating to market size and growth and other data about our industry. This data involves a
number of assumptions and limitations, and you are cautioned not to give undue weight to such estimates. In addition, projections, assumptions, and estimates of our future performance and the future
performance of the markets in which we operate are necessarily subject to a high degree of uncertainty and risk.
Our long-term target results are the view of management. We can provide no assurances that any of the revenue growth, gross margin, operating margin or cash flow targets will be achieved in a period
of time that is material, if at all.
In addition to the GAAP financials, this presentation includes certain non-GAAP financial measures. The non-GAAP measures have limitations as analytical tools and you should not consider them in
isolation or as a substitute for the most directly comparable financial measures prepared in accordance with GAAP. There are a number of limitations related to the use of these non-GAAP financial
measures versus their nearest GAAP equivalents. Other companies, including companies in our industry, may calculate non-GAAP financial measures differently or may use other measures to evaluate
their performance, all of which could reduce the usefulness of our non-GAAP financial measures as tools for comparison. We urge you to review the reconciliation of our non-GAAP financial measures to
the most directly comparable GAAP financial measures set forth in the Appendix, and not to rely on any single financial measure to evaluate our business.
We have filed a registration statement on Form S-1 (including a prospectus) with the SEC for the offering to which this presentation relates. Before you invest, you should read the prospectus in that
registration statement and other documents, including Livongo’s Quarterly Report on Form 10Q that we have filed with the SEC for more complete information about Livongo and this offering. You may
get these documents for free by visiting the SEC website at http://www.sec.gov. Alternatively, copies of the prospectus may be obtained from Morgan Stanley & Co. LLC, Attention: Prospectus Department,
180 Varick Street, 2nd Floor, New York, New York 10014 or email: prospectus@morganstanley.com; Goldman Sachs & Co. LLC, Attention: Prospectus Department, 200 Wall Street, New York, New York 10282,
telephone: (866) 471-2526 or email: prospectus-ny@ny.email.gs.com; or J.P. Morgan Securities LLC, c/o Broadridge Financial Solutions, 1155 Long Island Avenue, Edgewood, New York 11717, telephone: (866)
803-9204 or email: prospectus-eq_fi@jpmchase.com.
This presentation shall not constitute an offer to sell or the solicitation of an offer to buy these securities, nor shall there be any sale of these securities in any state or jurisdiction in which such offer,
solicitation or sale would be unlawful prior to registration or qualification under the securities laws of any such state or jurisdiction.
The content of this presentation is subject to copyright, which will be asserted by Livongo, and no part of this presentation may be reproduced, stored in a retrieval system, or transmitted in any form or by
any means without prior permission in writing from Livongo.
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We use technology to transform the experience of living with a chronic condition.
We create a consumer-first, data-driven digital health experience that is personalized
and puts the consumer in charge.

We are the pioneer in Applied Health Signals, translating data into actionable,
personalized and timely signals to improve Member outcomes and financial savings.
Our mission is to empower people with chronic conditions to live better and
healthier lives. We started with diabetes, but now address hypertension,
prediabetes, weight management, and behavioral health.
Our Members love us because we provide an experience that includes
personalized analytics, real-time coaching, hardware, and supplies.

We do this for the country’s largest self-insured employers, payors, and health
plans with a per participant per month subscription service.
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Healthcare is Ready for a New Kind of Experience.
Content

Google

Community

Facebook

Commerce

Amazon

Care
We are using technology to bring the internet to health and care
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One of the Largest Healthcare Problems in the World . . .
Chronic Conditions.

147M

~90%

$3.7T

$46.7B

Adults in the US have
a chronic condition and
40% have more than one1

US healthcare spend
attributable to people with
chronic and behavioral
health conditions

Annual total cost to the
US economy from
chronic conditions2

Immediately Addressable
Total Market Opportunity:
Diabetes and
Hypertension3

Notes:
1) As of 2014
2) Based on 2018 Milken Institute study
3) Calculation based on 147MM people in the U.S. with a chronic condition: 31.4M people with diabetes at $900 PPPY; 39.6M people with Hypertension at $468 PPPY. See slide 16 for additional information.
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MEMBER
EXPERIENCE &
HOW WE DO IT

Livongo Member wearing an
Abbott Libre Continuous
Glucose Monitor
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We Are Changing What it Feels Like to Have a
Chronic Condition.

99.9% of
time
spent
alone
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Our AI + AI Engine Powers Our Platform.
Claims data

Food/Beverage
log

Group coaching:
anxiety reduction
Blood glucose data
Touch screen blood
glucose meter

Blood
pressure data

AGGREGATE

APPLY

Weight
data

Voice activated blood
pressure cuff
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ITERATE

MEMBER

INTERPRET

Anxiety reduction
Blood glucose reduction
Blood pressure reduction

Group coaching
preference

Anxiety support
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Our Data Driven Health Nudges Lead to
Behavioral Change.

40+%

(1)

Fitbit

Changed
Behavior
Samsung
Apple
Notes:
1) Over 40% of Livongo for Diabetes Members who received a Health Nudge changed their behavior in response to a suggestion that they complete a blood glucose
check before breakfast
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The Livongo Member Journey.
We meet our
Members
where they
are with
actionable,
personalized
and timely
support

We use data
science for
Member
Acquisition,
Onboarding,
and Retention

Our health
nudges and
personalized
insights drive
measurable,
sustainable
health
outcomes

Our Members
lead better and
healthier lives
resulting in
lower health
costs
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WINNING
TOGETHER

Every Thanksgiving, everyone in our
family makes a list of 20 things we're
thankful for. You can guess the
'regulars' - each other, family, health,
etc. This year Livongo made my list.
Thanks so much for monitoring and
checking in on the high readings. I'm
very grateful!
Livongo Member
Grandfather~Friend~Service Manager

Jose

David
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Our Success Factors.
Results that Matter – Powered
by Data Science

Multiple Channels to Reach our Client
Direct Relationship with Client

Members Love Us
+64 average Member

Pharmacy benefit manager

Client

NPS1
Health plan

(e.g., BCBS Michigan, HCSC)

Positive Outcomes
Member Improvements2
HbA1c
Systolic BP
Weight loss
DASS

Channel partner

0.8 points
10mmHg
7.3%
55%

Proven Results

(e.g., Mercer, Willis Towers Watson)

Member
Direct Relationship
with Member

$1,908 per participant per year gross
medical savings in diabetes3

Typical Client Has a One to Three Year Contract

Notes:
1) NPS Score as of December 2019.
2) Demonstrated at Fortune Brands after their Members spent 2 years enrolled in the Livongo for Diabetes solution;. Over a 6-week period in individuals with BP of at least 140/80 in a peerreviewed study prepared by Livongo and presented to the American College of Cardiology in April 2019; Average reduction in weight for Members who used Livongo’s solution for 12
months as of December 1, 2018; Depression Anxiety Stress Scale improvement shown in 55% of Members from the time of enrollment as of March 31, 2019.
3) $129 in medical savings plus supply cost savings (assumed to be $1 per test strip, used once a day).
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Subscription Based Business Model.

IN THREE STEPS

Sign

Launch

Enrollment

Client

Enrollment

Ramp

Begin enrolling
Members onto the
application solution

Enrollment generally
ramps 6 months
following launch;
charge Clients on a
PMPM1 basis

We sign Client and begin
identifying people with
chronic condition

1) Per Member Per Month
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A Diversified Base of Blue-Chip Clients.

771
Clients

&

~208,000
Members

Added 358 new Client relationships and 94,000 Livongo for
Diabetes Members through first three quarters of 2019
Over 20% of the 2018 Fortune 500 companies are current Clients

Notes: Clients and Members as of September 30, 2019
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Our Immediately Addressable Markets.
147MM People in the U.S. have a chronic condition
People with Diabetes(1)

31.4 MM

$900 PPPY

People with Hypertension(2)

$28.2B

39.6 MM

$468 PPPY

$18.5B

$46.7B Total Opportunity
Notes:
1) Diabetes population includes 13.7MM people covered by their employer, 12.7MM people covered by Medicare and 5.0MM people covered by Medicaid
2) Hypertension population does not include people with both hypertension and diabetes, which is approximately 74% of people with diabetes or 23.2MM people in the U.S.
Hypertension population includes 27.4MM U.S. adults covered by their employer plus 12.2MM U.S. adults covered by Medicare/Medicaid
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Organic Growth Drivers.
Grow product intensity

Increase product density

Expand Client base

Increase Member enrollment rate
with existing Clients

Penetrate new markets and cross sell
additional solutions to existing Clients

Increase penetration in our markets by
continuing to win new Clients

47%
2

34%

Diabetes

29%

2017

2018

Average enrollment rate (%)

1

2018
Optimized
Clients

Hypertension

Notes:
1) After 12 months for clients who began enrollment in a given year
2) 2018 Fortune 500

Prediabetes &
weight
management

Behavioral
health
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Why We Win.

We deliver
results

Mastered
channel
complexity

Enterprise
1-stop shop

Demonstrated
ability to scale
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FINANCIAL
HIGHLIGHTS
Jose

The doctor told me I’ve got five years left to
live. I made the commitment, went back to
work that day and signed up for Livongo. The
coaching is the best part of this whole
program, you have this person looking out for
you, and there’s no judgment at all. A year
ago I was 438 pounds now I’m 210 pounds. My
BMI dropped 30 points.
Livongo Member
Outdoorsman~Telephony Systems Manager

Riley
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Financial Highlights.
•

$30.9M in 2017 growing to $68.4M in 2018 (up 122%)

•

Revenue in first three quarters of 2019 of $119.6M, $46.7M
in Q3

Attractive recurring
revenue business model

•

Predominance of revenue is per participant per month

•

Estimated Value of Agreements1 signed in Q3’19 of $85.5M
and $207.8M in first three quarters of 2019

Favorable gross margin profile

•

Gross margins in the high 60’s/low 70s

Significant customer traction

•

Ended 2018 with 413 Clients and 3Q’19 with 771 Clients

Strong land and
expand & renewals

•

Dollar-based net expansion rate was 113.8% as of
December 31, 2018

•

Client contract retention rate was 95.9% in 2018

•

Member retention of over 90%2 in 2018

High revenue growth

Notes: Q3 2019 results are preliminary
1) Estimated Value of Agreements was previously referred to as Total Contract Value. We define Estimated Value of Agreement as contractually committed orders to be invoiced under agreements initially entered into during the
relevant period. Estimated Value of Agreement includes agreements entered into with new clients or expansion opportunities entered into with existing clients during a given quarter. Livongo adjusts these assumptions
regularly based on new data and a high degree of judgment is required for such assumptions.
2) Estimates of our member retention rate are based on calculations of our average monthly member churn attributed to reasons other than members losing eligibility, which primarily results from a member leaving their current
employer and losing their employee benefits, including Livongo for Diabetes.
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2018 & 2019 Members and Revenue Growth.
Members

Revenue ($M)
Clients: 771
Members: 208K

46.7

60M
BG
Checks

40.9
Clients: 413
Members: 114K

32.1
31M
BG
Checks

Clients: 218
Members: 54K
Clients: 100
Clients: 30
Clients: 5

17K

2014

21.2

15.9

12M

12.5

BG
Checks

Members: 6K

Members: 614

BG
Checks

Members: 20K

18.8

3M
669K

BG
Checks

BG
Checks

2015

2016

2017

2018

Q3’19

Q1 '18

Q2 '18

Q3 '18

Q4 '18

Q1 '19

Q2 '19

Q3 '19
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Acceleration in Estimated Value of Agreements1 (EVA).
Estimated Value of Agreements ($M)
By Quarter

Through 3Q
$86

$208

$74
$62

$56
$48
$98

$25
$11

Q1 '18

Q2 '18

Q3 '18

Q4 '18

Q1 '19

Q2 '19

Q3 '19

Through 3Q '18

Through 3Q '19

Notes:

1)

Estimated Value of Agreements was previously referred to as Total Contract Value. We define Estimated Value of Agreement as contractually committed orders to be invoiced under agreements initially
entered into during the relevant period. Estimated Value of Agreement includes agreements entered into with new clients or expansion opportunities entered into with existing clients during a given
quarter. Livongo adjusts these assumptions regularly based on new data and a high degree of judgment is required for such assumptions.
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Our Long Term Target Operating Model.
Non-GAAP

2017

2018

Through Q3’ 19

GM %

73.1%

70.9%

71.6%

72% - 74%

S&M %

52.2%

51.5%

42.0%

24% - 26%

R&D %

37.2%

33.1%

25.7%

17% - 19%

G&A %

30.6%

28.5%

23.5%

9% - 11%

(46.9%)

(42.3%)

(19.6%)

20%+

Operating Margin %

Long Term Target
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Multiple Ways to Continue Strong Growth Trajectory.

Expand
internationally

Grow platform
capabilities
Increase
Member
enrollment

Expand wallet
share through
additional
solutions

Continued
business
development

Expand Client
base
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An Experienced Leadership Team Built for Scale.

Glen Tullman

Executive Chairman

Dave Engberg

Chief Technology Officer

Amar Kendale

Chief Product Officer

Zane Burke

Chief Executive Officer

Anmol Maden
Chief Data Scientist

Bimal Shah

Chief Medical Officer

Dr. Jennifer Schneider
President

Arnnon Geshuri
Chief People Officer

Jim Pursley

Chief Commercial Officer

Lee Shapiro

Chief Financial Officer

Michael Sturmer
SVP of Health Services

Courtnee Westendorf
Chief Marketing Officer
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“Livongo’s spirit of innovation and
determination is seemingly always on
display, and the company’s leadership
and fundraising efforts play an important
role in bringing us closer to a cure."
Aaron J. Kowalski,
Juvenile Diabetes Research Foundation President and CEO

2018 JDRF Ride
111 Livongan Riders
Largest Riding Team in JDRF History
$254,000 Raised for the JDRF Ride to Cure Diabetes

THANK YOU

25

