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DISCLAIMER

PG 2.

This presentation was prepared by Starry Group Holdings, Inc. (“Starry”, or “our”) solely for informational purposes.

This presentation includes statements that may constitute “forward-looking statements”. These statements include, but are not limited to, express 
or implied forward-looking statements relating to our expectations regarding our operational performance, financial performance, future revenue, 
projected costs, business strategy and trends in our business operations. References to trends in our analysis are historical and made as of the 
current date. We believe that the analysis presented in this presentation is representative of our business operations. However, nothing in this 
presentation should be regarded as a representation by any person that these historical trends will be replicated or achieved in the future. These 
forward-looking statements are provided based on information available as of the date of this presentation and our management’s current 
expectations, forecasts and assumptions, and involve a number of judgments, risks and uncertainties. These statements are not intended to serve as 
promises, guarantees, assurances, predictions or a definitive statement of fact or probability. These forward-looking statements are subject to a 
variety of risks and uncertainties, many of which are beyond our control, which could cause actual events or our future performance to differ 
materially from those contemplated in these statements. You are cautioned not to place undue reliance on these forward-looking statements, which 
speak only as of the current date. Factors that could cause actual events or our future performance to differ materially from those expressed or 
implied include the risks and uncertainties described in the “Risk Factors” section of our Annual Report on Form 10-K and other filings with the 
Securities and Exchange Commission (“SEC”). We undertake no obligation to update or revise any forward-looking statements, whether as a result of 
new information, future developments or otherwise, except as may be required under applicable securities laws.

This presentation also contains certain measures of operational performance, including cohort revenue, cohort cost of revenue, cohort operating 
expense, cohort profitability and cohort profitability margin. Such information is calculated based on internal company data. While these numbers 
are based on what we believe to be reasonable attribution to cohorts, there are inherent challenges in cohort allocation which requires the 
application of significant judgment. We believe that these measures of operational performance provide useful information about our operating 
model and, when read in conjunction with our financial statements prepared in accordance with Generally Accepted Accounting Principles in the 
United States (“GAAP”), facilitates an understanding of our business and results of operations. The assumptions underlying such information has not 
been audited or reviewed. Accordingly, such information is subject to significant inherent limitations and may not be indicative of our future 
performance. Such information is not necessarily comparable to similarly titled measures presented by other companies and should only be used to 
evaluate our business. The presentation of such information is not meant to be considered in isolation or as a substitute for our financial information 
prepared in accordance with GAAP, as set out in our filings with the SEC.
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COHORT ANALYSIS OVERVIEW
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• We are releasing this analysis to show a key driver of profitability at a granular level; 
this analysis shows the performance of groups of buildings launched in each quarter 
in 2020 and in the first quarter of 2021 (each a “cohort”)

• Within each cohort, the number of buildings remains constant, but the subscribers 
and revenue grow over time after the quarter the buildings are launched

• This is an important analysis because shows the impact of customer growth, 
penetration, related revenue, and profitability on a cohort level ignoring the 
operational impact of the rest of the business as we continue to grow

We achieved consistent and rapid revenue growth 
based on building penetration gains

TWO CONCLUSIONS

1

Buildings with service installed in 2020 and 1Q2021 turned 
profitable within three to four quarters

2
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CONCLUSION 1: CONSISTENT AND 
RAPID REVENUE GROWTH FROM 
PENETRATION GAINS

• Cohorts consistently grew revenue as 
penetration within buildings increased

• The cohorts achieved 25% penetration on 
average as of 2Q221

• Penetration growth drives revenue - eight 
quarters after launch, the 1Q20 cohort grew 
revenues by 25% YoY

Across all buildings launched through 
2Q22, we achieve significant penetration 
after launch, and continue to improve 
penetration over time as shown below and 
reflected in the performance of the 
cohorts 

• 16% penetration 30 days from launching

• 24% penetration 1+ years from launching

• 27% penetration 2+ years from launching

• 30% penetration 3+ years from launching

CURRENT AVERAGE MDU
PENETRATION2

Source: Company Data and Analysis 
1. Penetration of active buildings in the cohorts with 2 or more units at at least 1% penetration; 2. Company data as of 
July 2022; penetration of all active buildings markets with 2+ units and at least 1% penetration



CONSISTENT REVENUE GROWTH ACROSS ALL COHORTS
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($000s)

• Quarter 1 is the first full quarter 

after the quarter the buildings in 

the cohort launch

• All buildings within cohorts start 

with zero revenues and then scale 

• Building cohorts grow revenue 

through higher penetration within 

the buildings

• Revenue growth continues for all 

cohorts, even the 1Q20 cohort 

eight quarters after launch

Source: Company Data and Analysis
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CONCLUSION 2: COHORTS TURNED 
PROFITABLE QUICKLY AND IMPROVE 
OVER TIME

PG 6.

COHORTS TURN PROFITABLE QUICKLY
• Each cohort is unique (number of buildings, customers, geography, etc.), but all cohorts 

turned profitable within three to four quarters post launch

IMPROVING COHORT PROFITABILITY OVER TIME
• All cohorts register losses in the short-term, but all follow a consistent trendline to 

profitability

• Cohort profitability margins continue to climb into the 40%+ range

RAPID TURN TO PROFITS DUE TO STARRY BUSINESS MODEL
• We absorb fixed costs up front relatively quickly and operate a largely variable cost 

operating model

• Our variable operating expenses make up a decreasing percent of revenues in the cohorts

Source: Company Data and Analysis PG 6.



COMBINED 2020 COHORTS TURN PROFITABLE IN THREE 
QUARTERS, AND 1Q2021 FOLLOWS THE SAME TREND

Source: Company Data and Analysis; Notes: Reference next twos slides for detail regarding expenses included in this analysis
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• When combining the 2020 cohorts across five quarters of 

measurement, they turn profitable in only three quarters, 

and achieve a combined 32% cohort profitability margin by 

the fifth quarter

• This profitability continues to improve, as seen in the 

second, third, and fourth quarter 2020 cohorts, which 

exceed 40% cohort profitability 

• The first quarter of 2021 follows this same trend and turns 

profitable within three quarters

COMBINED 2020 COHORT PROFITABILITY MARGIN



ALL COHORTS INDIVIDUALLY PROFITABLE IN 3-4 QUARTERS

Source: Company Data and Analysis;
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Notes: 1) See the for details on the next slide regarding excluded costs; 2) National Network Services refers primarily to point-of-presence costs; 3) National Operations costs 
are headcount expenses related to network planning and management; 4) excludes certain marketing costs not directly related to the live markets

DEFINITION OF COHORT PROFITABILITY
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COHORT OPERATING 
EXPENSES1

COHORT COST OF 
REVENUE1

COHORT PROFITABILITY

Cohort Revenue The subscriber revenue generated by the buildings in each cohort

Customer Care Pro-rated based on gross adds

Vertical Asset Operating Expenses (Fiber, 
Rent, Power)

Pro-rated based on customer relationships. Declines over time as costs are spread over 
incremental buildings 

Vehicle Costs Pro-rated based on gross adds

Building Revenue Share, if Applicable Pro-rated based on customer relationships, and only in buildings with revenue share

Credit Card Fees Cohort revenue times company credit card fee %

National Network Services2 Pro-rated based on customer relationships. Declines over time as costs are spread over 
incremental buildings 

National Operations (One-Time)3 Pro-rated based on customer relationships

Subscriber acquisition cost Pro-rated based on gross adds4

Sales Costs (One-Time) Pro-rated based on activated units

Maintenance Costs Historical maintenance $ of capex applied to cohort level capex

COHORT REVENUE COHORT COST OF REVENUE COHORT OPERATING 
EXPENSES−

/

−

COHORT REVENUE

COHORT PROFITABILITY MARGIN = COHORT REVENUE COHORT PROFITABILITY

=



EXCLUSIONS FROM COHORT PROFITABILITY
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NON-COHORT OPERATING 
EXPENSES

NON-COHORT COST OF 
REVENUE

EBB and ACP Reimbursement Bulk Reimbursement 

Depreciation Non-Operating Expense

Inventory Reserves Indirect Cost

Non-Absorbed Supply Chain & Manufacturing Costs Indirect Cost

Depreciation Non-Operating Expense

Stock Compensation Expense Non-Operating Expense

Penalties, Interest, Other Gain/Loss, Taxes Non-Operating Expense

Consulting & Recruiting Corporate Level Expense

Software Expense Corporate Level Expense

Facility Lease & Related Corporate Level Expense

Office Related and Rentals Corporate Level Expense

Professional Fees Corporate Level Expense

Insurance Expense Corporate Level Expense

R&D Program Spend Corporate Level Expense

Pre-Lease Site Acquisition Pertains to Future Cohorts

REVENUE



STARRY’S OPERATING MODEL DRIVING COHORT 
PROFITABILITY
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Vertical assets establish coverage of 
serviceable households

WE DEPLOY INITIAL CAPITAL TO BUILD VERTICAL ASSETS TO   
PROVIDE SERVICE; SUBSEQUENT COSTS ARE SUCCESS BASED

1

2

3

VERTICAL ASSETS UNIT ECON
Unit Explanation

$63k Average cost of all hardware deployed at vertical asset site, 
excluding labor1

18% Reduction in average cost of all hardware deployed at vertical 
asset site, excluding labor2

$10 Average cost per serviceable household3

ACTIVATED MDUS AND INSTALLED UNITS UNIT ECON
Unit Explanation

$35-$43 Average hardware capex and labor cost per unit in deployed 
MDUs in activated units4

70% Reduction in cost of Starry hardware cost per building over 
past two years2

$150 Average cost of the modem + router for each customer 
relationship

WE CONTINUALLY FOCUS ON REDUCING UNIT ECONOMICS

Enterprise sales and direct to consumer
unlock serviceable premises

Customer acquisition efforts drive 
growth

Source: Company Data and Analysis. Notes: 1) Q1’22 average vertical asset hardware cost with an average of five Starry Titans deployed at each asset; 2) Q1’20-Q1’22; 3) This 
includes the cost of the coverage network over the serviceable households in Q1’20-Q1’22 in Washington, D.C. market, New York market; Denver market; Boston market; and 
Los Angeles market (includes all hardware and all labor costs); 4) TTM (Q2’21-Q1’22) average hardware and third-party labor allocation in buildings with at least 10 units



APPENDIX



PG 13.Notes: (1) All Other Company Cost of Revenue has increased over time primarily due to (i) the launch of additional building cohorts and (ii) deployed equipment depreciation expense related to our 
network expansion; (2) All Other Company SG&A has increased over time primarily due (i) the launch of additional building cohorts, (ii) non-operating expenses such as depreciation and stock-based 
compensation expense and (ii) corporate expenses. 

2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21 1Q22
GAAP Revenue 2,980 3,345 4,004 4,523 5,091 5,871 6,778 7,370 
1Q2020 cohort Revenue 192 339 420 465 497 517 556 579 
2Q2020 cohort Revenue - 173 322 383 413 429 471 490 
3Q2020 cohort Revenue - - 231 361 432 492 557 584 
4Q2020 cohort Revenue - - - 189 330 424 490 512 
1Q2021 cohort Revenue - - - - 158 305 401 435 
All Other Company Revenue 2,788 2,833 3,031 3,125 3,261 3,704 4,303 4,770 

GAAP Cost of Revenue (8,908) (9,788) (11,880) (12,504) (13,318) (15,784) (16,757) (18,191)
1Q2020 cohort Cost of Revenue (236) (213) (231) (220) (197) (178) (167) (153)
2Q2020 cohort Cost of Revenue - (230) (187) (182) (167) (161) (136) (134)
3Q2020 cohort Cost of Revenue - - (291) (259) (199) (197) (169) (155)
4Q2020 cohort Cost of Revenue - - - (300) (222) (196) (229) (168)
1Q2021 cohort Cost of Revenue - - - - (256) (194) (157) (151)
All Other Company Cost of Revenue (8,672) (9,345) (11,171) (11,543) (12,277) (14,858) (15,899) (17,430)

GAAP Operating Expenses (18,232) (19,644) (21,335) (20,152) (22,504) (24,234) (26,547) (33,317)
1Q2020 cohort SG&A (380) (254) (261) (215) (189) (179) (178) (179)
2Q2020 cohort SG&A - (283) (197) (167) (151) (156) (129) (142)
3Q2020 cohort SG&A - - (318) (246) (172) (183) (153) (150)
4Q2020 cohort SG&A - - - (304) (203) (180) (233) (164)
1Q2021 cohort SG&A - - - - (274) (201) (156) (167)
All Other Company SG&A (12,448) (14,204) (13,307) (13,278) (15,039) (16,271) (18,872) (24,288)
R&D (5,404) (4,903) (7,252) (5,942) (6,476) (7,064) (6,826) (8,227)

Cohort Profitability
1Q2020 cohort profitability (424) (128) (72) 30 111 160 211 247 
1Q2020 cohort profitability margin -221% -38% -17% 6% 22% 31% 38% 43%
2Q2020 cohort profitability (340) (62) 34 95 112 206 214 
2Q2020 cohort profitability margin -197% -19% 9% 23% 26% 44% 44%
3Q2020 cohort profitability (378) (144) 61 112 235 279 
3Q2020 cohort profitability margin -163% -40% 14% 23% 42% 48%
4Q2020 cohort profitability (415) (95) 48 28 180 
4Q2020 cohort profitability margin -219% -29% 11% 6% 35%
1Q2021 cohort profitability (372) (90) 88 117 
1Q2021 cohort profitability margin -236% -30% 22% 27%

COHORT DETAILS
($000s, except percentages)


