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After a couple of years of uncertainty around the role of its newly built platform, Dynatrace is now clearly focusing most 
of its investments on the service originally called Ruxit.
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At this year’s Dynatrace Perform conference, we heard a slightly more cohesive message about Dyna-
trace’s transition to its modernized offering than we had the previous year. There was also new messaging 
around the vendor’s aspirations to serve as a platform with a broad set of capabilities beyond application 
performance monitoring (APM). The company touted a long list of forthcoming new capabilities as well, 
including many that will target businesses adopting technologies like containers, clouds and serverless.

T H E  4 5 1  TA K E
While we like Dynatrace’s enthusiasm around transforming into a service designed to meet the needs of busi-
nesses harnessing cutting-edge technologies, we would note that Dynatrace – like other peers – must be care-
ful not to alienate long-standing customers that are using its older products and that may be adopting new 
technologies at a relatively slow pace. That said, we particularly like the messaging around, and technology 
behind, Dynatrace’s machine-learning technologies, as well as that of its user experience capabilities, which 
are becoming increasingly important as vendors attempt to appeal to business users. We think Dynatrace is 
making the right investments to attract customers as they adopt new technologies in their IT environments, 
although given the long list of new capabilities and development to come from the vendor, we caution against 
the dangers of moving in too many directions at once.

C O N T E X T
Dynatrace says that going forward, the only option for new customers will be to use the Dynatrace platform, the service 
originally called Ruxit that was designed to meet the needs of customers embracing clouds and modern technology 
stacks. Last year at Perform, the company had a similar message – sometimes. It now says it has taken the plan to heart, 
and no new customers will be brought on to the older AppMon product, its original application APM product.

Over the last year, Dynatrace has reported a 750% increase in revenue coming from the Dynatrace platform, which repre-
sented 30% of net new bookings. Around half of existing customers use both AppMon and Dynatrace, with many custom-
ers starting to use the Dynatrace service as they transition to or add workloads to the cloud. It reports signing up 400 new 
customers in the past year. The largest chunk of its customer base comes from North America.

Dynatrace’s primary development center is in Austria, with additional development happening in Poland and the US. It 
plans to grow a new Barcelona office that comes courtesy of the recent Qumram acquisition.

ST R AT EG I C  V I S I O N  A N D  B U S I N E S S  D R I V E R S
Dynatrace took pains at Perform to drive home its message that it can be used as a platform, and that it has many more 
capabilities than a traditional APM product. Executives frequently referred to Dynatrace as the ‘all in one’ platform.

Dynatrace does indeed have a wide breadth of capabilities, including tracing, code-level APM, infrastructure monitoring, 
real user monitoring (RUM), synthetics and log analytics. It emphasized the value of its RUM offering, describing use cases 
where enterprises can identify the customers impacted by a performance problem to proactively reach out to them, or 
enable customer service representatives to be more informed if those impacted customers call for support.

We’re seeing this marrying of performance data with customer insight emerge as one of the first real business (as opposed 
to IT) use cases for tools traditionally used by IT for monitoring or troubleshooting. However, Dynatrace acknowledged 
that pickup of these non-IT use cases is low, similar to what we hear from its competitors.

451 Research (and some skeptical customers we met at the show) think Dynatrace was a bit overambitious in suggesting 
it could replace a number of adjacent tools, including log analytics, fraud analytics and even CMDB products. That said, it 
may be able to do so in some cases – we met one customer that lacked any log analytics product, and was considering Dy-
natrace’s new log offering. The company may have a better chance in the future, once it further builds out its capabilities.
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We continue to hear enterprise interest in reducing the number of tools used for monitoring and troubleshooting, 
and think Dynatrace should be able to capitalize on that interest, even if it’s probably not quite prepared to do 
this to the extent it suggests. At Perform, the company was also very focused on its capabilities around modern 
technologies – we wondered whether it had verged on alienating longtime customers that expect to stick with 
AppMon for some time.

Front and center were Dynatrace’s relationships with a long list of cloud providers including Amazon Web Services, 
Google Cloud Platform, Azure, Red Hat, Pivotal, Cloud Foundry and others. It spoke of its advanced machine-
learning capabilities, and their utility in ephemeral container environments, as well as its emerging capabilities to 
monitor serverless environments.

Dynatrace is not alone among vendors that had to modernize their platforms to meet evolving needs of enter-
prises, and it’s not alone in facing a significant risk: since existing customers must deploy new agents, and become 
accustomed to a new user interface, they may, at the time of that transition, decide to consider competitors.

Legacy vendors like CA Technologies, and others like Zenoss that have similarly reworked their products for the 
modern era, are in similar positions. Dynatrace is developing modules – one already exists for Data Center RUM, 
with one for AppMon on the way – that bring data from the legacy products into the new Dynatrace product. This 
is a step in the right direction, since it makes it easy for customers to view performance information gathered via 
the legacy or modern product from a single UI.

P R O D U C TS
Dynatrace made a long list of announcements about new capabilities, many of which will become publicly avail-
able in the coming months. The new features include:

 � Finer-grained access controls

 � RUM for SaaS apps

 � Session Replay (via Qumram acquisition)

 � Support for AWS Lambda and Azure Functions

It made three other important announcements as well. One is that it plans to continue building out its log ana-
lytics capabilities, including a new central log storage feature, and in future add log support for additional cloud 
platforms, anomaly detection and richer analytics. Dynatrace joins a short list of vendors emphasizing the benefits 
of combined metrics and logs products that serve to automatically identify and present logs that are relevant to 
a performance problem.

Other vendors supporting this use case include Datadog, which recently acquired Logmatic; Splunk, which has 
created a new metrics store; Sumo Logic, which has been talking about logs and metrics for a couple of years now; 
and SolarWinds, which has now acquired two SaaS cloud businesses, including Papertrail and Loggly.

Dynatrace also told us about a new professional services initiative that includes Dynatrace One, a free tier that 
comes with all Dynatrace subscriptions, and Dynatrace One Premium, a paid-for service with 24/7 support and a 
response SLA. Customers will be able to ‘chat’ with support team members from within Dynatrace.

The more interesting aspects are around the proactive possibilities, where Dynatrace’s support team will be able 
to remotely see whether a customer is having trouble installing an agent, or even if the product is identifying a 
problem that the customer isn’t responding to. A support team member can then reach out to offer help.

While such offerings are typically labor-intensive and thus difficult and expensive to scale, we heard about some 
interesting efforts under way at Dynatrace to automate a proactive interaction with a customer, and to measure 
the customer support team as a way to optimize it. We think the approach could keep costs down for Dynatrace 
while helping scale usage of the product.

Finally, we heard more about Dynatrace’s machine-learning platform that we believe puts it at the leading edge 
among monitoring vendors. The news at Perform was that Dynatrace is releasing APIs that allow customers to 
add external data to the Dynatrace machine-learning engine. Customers could ingest data about code pushes, for 
instance, so that Dynatrace’s engine can correlate that event data with related performance problems.



The ability to correlate change events with performance issues is increasingly valuable to businesses that are 
pushing software updates more frequently than they used to. We heard more about what makes Dynatrace’s 
machine-learning engine unique, including that it runs on raw data, rather than time series data, and that it con-
siders dependencies when analyzing data, and use that information to better understand anomalies and more 
accurately identify root cause. We think these aspects of Dynatrace’s machine-learning implementation may offer 
benefits that its competitors can’t currently match.

C O M P E T I T I O N
Dynatrace’s most notable traditional competitors in APM are New Relic and AppDynamics. All three vendors are 
similarly expanding into adjacent territories, primarily infrastructure monitoring and RUM and synthetics.

Datadog becomes a more likely competitor to Dynatrace now that both vendors have infrastructure monitoring, 
APM and log analytics. The combination of metrics-based monitoring and log analytics also puts Dynatrace in the 
same category as Sumo Logic and Splunk, although both have much richer log capabilities than Dynatrace. The 
company may also compete with SolarWinds, which has a suite of SaaS-delivered monitoring and log analytics 
tools, primarily aimed at the midmarket.

Dynatrace also competes with the legacy APM vendors, most notably CA, which is similarly modernizing its suite 
of tools, and potentially BMC, which has updated its monitoring and analytics tools.

SWOT ANALYSIS
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STRENGTHS
Dynatrace is particularly well positioned to 
attract business users – an elusive target for 
vendors in its sector – due to its capable RUM 
offering.

WEAKNESSES
As it invites long-term customers to tran-
sition to its new platform, Dynatrace also 
opens the possibility that those customers 
will consider the competition.

OPPORTUNITIES
With its new platform, Dynatrace can appeal 
to businesses that are increasingly adopting 
new technologies ranging from cloud to con-
tainers and serverless deployments.

THREATS
Dynatrace faces an internal threat – that of 
attempting to develop too many capabilities 
at once, possibly resulting in a disjointed im-
age to customers and incomplete features.


