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This document dated 26 August 2021 has been prepared by Life360, Inc. (ARBN 629 412 942) (Company) and is provided for information purposes only. It contains summary information about the Company and its activities and is current as at
the date of this document. It should be read in conjunction with the Company’s periodic and continuous disclosure announcements filed with the Australian Securities Exchange, available at www.asx.com.au.

This document does not constitute an offer, invitation, solicitation or recommendation with respect to the purchase or sale of any security in the Company nor does it constitute financial product advice. This document is not a prospectus, product
disclosure statement or other offer document under Australian law or under any other law. This document has not been filed, registered or approved by regulatory authorities in any jurisdiction.

The information contained in this document is not intended to be relied upon as advice or a recommendation to investors and does not take into account the investment objectives, financial situation, taxation situation or needs of any particular
investor. An investor must not act on the basis of any matter contained in this document but must make its own assessment of the Company and conduct its own investigations and analysis. Investors should assess their own individual financial
circumstances and consider talking to a financial adviser, professional adviser or consultant before making any investment decision.

By reading this document you agree to be bound by the limitations set out in this document. No representation or warranty, express or implied, is made as to the accuracy, reliability, completeness or fairness of the information, opinions,
forecasts, reports, estimates and conclusions contained in this document. To the maximum extent permitted by law, none of the Company and its related bodies corporate, or their respective directors, employees or agents, nor any other person
accepts liability for loss arising from the use of or reliance on information contained in this document or otherwise arising in connection with it, including without limitation any liability from fault of negligence.

Past performance is not indicative of future performance and no guarantee of future returns is implied or given. Nothing contained in this document nor any information made available to you is, or shall be relied upon as, a promise,
representation, warranty or guarantee as to the past, present or the future performance of the Company.

Certain statements in this document constitute forward looking statements and comments about future events, including the Company's expectations about the performance of its business. Such forward looking statements involve known and
unknown risks, uncertainties, assumptions and other important factors, many of which are beyond the control of the Company and which may cause actual results, performance or achievements to differ materially from those expressed or
implied by such statements. Forward looking statements are provided as a general guide only, and should not be relied on as an indication or guarantee of future performance. Given these uncertainties, recipients are cautioned to not place
undue reliance on any forward looking statement. Subject to any continuing obligations under applicable law the Company disclaims any obligation or undertaking to disseminate any updates or revisions to any forward looking statements in
this document to reflect any change in expectations in relation to any forward looking statements or any change in events, conditions or circumstances on which any such statement is based.

Investors should note that this document may contain unaudited financial information for the Company that has been prepared by the Company’s management. The Company’s results are reported under US-GAAP. Investors should be aware
that certain financial data included in this presentation including direct revenue, indirect revenue, average revenue per paying circle (ARPPC), average revenue per User (ARPU) and annualised monthly revenue (AMR) is “non-IFRS information”
under Regulatory Guide 230 (Disclosing non-IFRS financial information) published by ASIC or “non-GAAP financial measures” within the meaning of Regulation G of the US Securities exchange Act of 1934. Note that the Company is not required
to comply with Regulation G, and it does not provide a reconciliation and other disclosures about its non-IFRS information or non-GAAP financial measures that would be required by Regulation G.

All values are stated in US dollars unless otherwise stated.
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Agenda

Business and Strategy Update
Chris Hulls, Co-Founder and CEO

Financial Overview
Russell Burke, CFO

Outlook & Strategic Review Update
Chris Hulls, Co-Founder and CEO

Q&A
Chris Hulls and Russell Burke

Appendix

1.  Operating metrics

2. User economics

3. Life360 Membership offering

Note : All references in this presentation to $ are to US$
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CY21 H1 Performance

Growth accelerating in Q2’21 with recovery from COVID disruptions

4 o

32.3 million 1 million +
Monthly Active Users (MAU) Paying Circles

All-time peak despite 54% lower paid Q221 delivered record quarterly
acquisition spend than TH19 highs Paying Circle net additions

@) vire3so

SIS

$100 miillion +

June 2021 Annualised
Monthly Revenue (AMR)

Increasing guidance for December
2021 AMR to $120-125 million
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Free crash detection user

66

360 told us my grandson
was in a motorcycle accident
as soon as it happened.

We were able to get to him
as soon as the ambulance
got the hospital by following
the 360 app, we know
exactly where he was. 35
miles away... 45 minutes
before the police called to
notify us of the accident, we
were sitting in the waiting
room when the call came in.

If you don’t have it... Get it.
Everyone | know has it now. |
would not feel comfortable,
if my loved ones and friends
left home without it.

2
@) vire3so

CY21 H1 User Highlights

Connecting families and saving lives

Paid Member user

Just wanted to say thank
you to the operator that
helped me last night. My
girlfriend was having a
medical emergency 2
hours away from me and
thanks to the app and the
emergency operator EMS
was dispatched to her
location and saved her.

I don’t know what would
of happened if we didn't
have this app!

Thank you again your all
HEROES!

9

H1 user metrics

A

~/

1,437,571

Help alerts sent

- k)
6 a
x p y

LIFE360 | 39,848,170,398

! Amber needs help ! . . & q
Amber triggered an SOS. Miles driven thh Life360
Crash Detection

B
7,610

0e Ambulances dispatched

L4
7,484,544,144

Safe arrival notifications

Tap to

send SOS

(or press and hold)

Your SOS will be sent to 5 people
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Strong CY21 H1 financial performance

Strong revenue growth driven by Direct revenue* ($M)

m Direct Indirect

CY19 H1 CY20 H1

EBITDA Loss reflects growth investment ($M)

m Underlying EBITDA***

m (2.6) !!g!

CY19 H1 CY20 H1

CY21 H1

CY21 H1

Investing for growth** ($M)

4.6 User Acquisition
9.4 &TV
4.5 Commissions
10.3 6.5
3.9 19.4 R&D
13.7 L5 “ H Cost of revenue
69 Other costs
5.7 7.0 10.9
CY19 H1 CY20 H1 CY21 H1

Stable ratio of expenses to revenue**

CY19 H1 CY20 H1 CY21 H1

*CY20 H1revenue excludes non-recurring adjustment of approximately $0.9 million related to the deferral of a portion of monthly subscription sales through a channel partner

** Excludes Stock Based Compensation
***Excludes Stock Based Compensation and non-recurring adjustments

@) vire3so
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Accelerating revenue growth post COVID-19

Growth in every quarter through COVID, accelerating in 2Q21

Quarterly Revenue* ($M)

120.0 -
30.0 ~ M Direct Indirect
100.0
25.0 -
80.0 -
20.0 -
15.0 60.0 1
10.0 - 40.0
5.0 - 20.0
0.0 - 0.0 -
200 O0ENEN®ROO®OO000 0Ny e o o o 9
0000000000000 000333g 00 O o O O 3
TAHOT T ANOT T AOTFT - AT =S N = 3% ™ < =

*Note:

« Direct revenue comprises subscription fees paid by Paying Circles for subscription products. 2Q20 Revenue is normalised revenue including non-recurring adjustment

« Indirect revenue is revenue generated from the sale of third party products and services in partnerships, and anonymised insights into the data we collect from our user base
« Excludes ADT partnership revenue. December 2018 excludes revenue generated by the proof of concept trial

@) vire3so

2Q20

3Q20

4Q20

1Q21

Quarterly Annualised Monthly Revenue ($M)

2Q21
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Global MAU reaching new peak

Strong underlying trends accelerated by Q2 TikTok surge

Monthly Active Users (MAU)(M) Q2 21 total registration surges from TikTok

12.1

10.9 9.5

English speaking

Italian speaking

\“\f\/v\.»fw

H16 2H16 1HI7 2H17 1HI8 2HI8 1HI9 2HI9 1H20 2H20 1H21 O01-Apr-21 15-Apr-21 29-Apr-21 13-May-21 27-May-21 10-Jun-21 24-Jun-21

mUsS International

@) vire3so
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Direct Revenue

US direct revenue has doubled in 2 years

Direct revenue* ($M)

CY19 H1 CY20 H1 CY21 H1

mUS International

*CY20 H1revenue is normalised revenue excluding non-recurring adjustment. Direct revenue allocations by
region for CY20 H1and CY19 H1 have been reclassified to conform with new methodology

@) vire3so

Direct revenue as a % revenue (CY21 H1)

Indirect

International
Direct

US Direct
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Accelerating Paying Circle growth

Paying Circle acceleration combining with higher ARPPC to drive Direct Revenue

Paying Circles by product line (000s) Average Revenue Per Paying Circle* (ARPPC) ($)
1,000
Platinum
800 —— S International $84.43
New cohort
$79.65 r
360 Plus (US & Int'l) 67420 Membership
$72.14 )
600
$60.59
400
US Driver Protect
$44.22
200 $4141 ¢a0 08 $a1.68 $42.35 $4243 ¢4 47
0 ; . . . . . . )
Dec,17 Apr,"18 Aug,"18 Dec,'18 Apr,"19 Aug,'19 Dec,'19 Apr,'20 Aug, '20 Dec, 20 Apr, 21 1H18 2H18 1H19 2H19 1H20 2H20 1H21
e Cumulative new and upsell subscribers in the Membership plans of e 1H21 ARPPC for new cohort Membership subscribers
327,000, comprising Silver (14%), Gold (78%) and Platinum (8%) was a 37% uplift from 1H'20

* ARPPC by region for prior periods has been reclassified to conform with new methodology
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Accelerating Paying Circle net additions

Increasing conversion despite low levels of marketing spend

Recovering US registrations

I ] I I I I

Q120 Q220 Q320 Q420 Q121 Q22
e Q221 new US registrations matched pre-

COVID Q120 levels with significantly lower
paid acquisition spend

@) vire3so

Improving conversion

C#VID-19

Q120 Q220 Q320 Q420 Q121 Q221

e Improving user experience is encouraging
conversion to paid

== Accelerating Paying Circle net additions

000s

I MI ] I I
L |

Q120 Q220 Q320 Q420 Q121 Q221

o Q221 delivered record Paying Circle net

additions

CY21 H1 Results August 2021 12



Product enhancements driving conversion

New upsell hooks to educate users on premium features and encourage conversion

2:41 il F -

X
Get help with Emergency
Dispatch

A live agent dispatches emergency
services to the collision. Upgrade to
get this safety feature, and more.

Learn more about membership

@ wreseo
Crash Detected.

o Emergency services have
been dispatched.

Get 7 days for free
Then $9.99/month. Cancel anytime.

1ife350 Torma ond Privacy Policy

@) vire3so

9:41

Upgrade for 24/7 live
emergency support

Silent contact a dispatcher who can
send help to your location. Upgrade
to get this sofety feature, and more.

Learn more about membership

B weso
Sarah triggered an SOS

Pelice dispatch
s on the way ¥

Got 7 doys for froe
Then $9.99/month. Cancel anytime.

16360 Tarms

ol T -

9:41 ol T -

X

Unlock your Driver Reports

Know how (and what) your family is
doing behind the wheel. Upgrade to
get this safety feature, and more.

Learn more about membership

Then $9.99/month. Cancel anytime.

Lifo340 Tarms ona Privacy Policy

9:41 -l -
X
Get unlimited Place Alerts

Receive unlimited alerts for all of your
family's favorite spots. Upgrade to get
this safety feature. and more.

Learn more about membership

B wreseo
Sarah left school

Get 7 days for free
Then $9.99/manth. Cancel anytime.

Post-purchase welcome screen



Indirect Revenue

US indirect revenue has almost doubled in 2 years

Indirect revenue ($M)

CY19 H1 CY20 H1 CY21 H1

muUS = International

24%



Contribution to Indirect Revenue (CY21 H1)

* Datarevenue increased YoY, with performance
ahead of expectations in light of implementation of
Identifier for Advertisers (IDFA)

Lead Gen

* Auto insurance lead generation with Allstate formally
launched in May 2019

* Monthly contribution of $0.5 million of high margin
revenue

* While COVID-19 has impacted the pace of expansion,
this revenue opportunity continues to be developed,
with significant upside potential

@ Life360 CY21 H1 Results August 2021






Delivering against our strategic objectives

Build

Our Strategy Build a large base of engaged
mobile users

H1 Performance 32 million+ Monthly Active Users

Formation of Family Advisory
Council

Upcoming

Launch of data breach alerts
New brand campaigns

@) vire3so

Grow

Grow Membership to disrupt
legacy incumbents

Im+ Members

Record half year of net Paying
Circle additions

Membership 2.0 initiatives
Canada launch

1=

Expand

Expand reach and revenue through
additional lead gen and new
services

Acquisition of Jiobit

Evaluation of strategic
partnership opportunities

Marketing integration of Jiobit
Ongoing strategic review

CY21 H1 Results August 2021



Build User Base

Launch of free data breach alerts

Why ID theft?

25% more internet usage during
the pandemic

1in 3 surveyed Life360 members
have experienced ID theft

1M+ children have their
identities stolen each year

3x higher cost for families with
children to resolve fraud than
those without

@x

Detect

We actively scan the dark web
where hackers sell stolen info

Home Chef
pjohnson@gmailcom
Jan 2021

Zynga Inc.
naah2009@gmail.com
Jan 2021

Dropbox

sarahjohnson@gmail.com

Adobe Systems
sarahjohnson@gmail.com
Jan 2021

EatStreet
markjohnson@gmail com
Jan 2021

My Fitness Pal
sarahjohnson@gmail.com
Dec 2020

Alert

We alert users as soon as
we detect a breach

Tuesday, 6 June

@ vLrezeo

New data breach found

We found your family's infa in another
company's data breach. Tap to view.

O

o—lll—o

©

Resolve

We share next steps to secure user
accounts and prevent ID theft

Dropbox

Jan 202

The site dropbox.com has been reported
in Jenuary 2021 to possibly have suffered
a data ex at could include
sswords, names
s and zips
Exposed info:

Email: pjohnson@gmail.com

1. Take action

Change your password

We recommend you immediately
change the password for this
brecched account and anywhere
else you use the same password

2. Get more protection

CY21 H1 Results August 2021 8



Build User Base

How free data breach alerts drive conversion

b4 Roodside Assistance
Digital Safet O
< y Digital Safety
= Roadside Assistance
e Data Breach Alerts
Data Breoch Alarts
Oé’ e Call us for help

ID Theft Protection Viaw ail brecches

° D Theft Probection

Driving Safety

storation a@(ﬁ

Thaft Protection
your entire Circle, If you or
member is the victim of ide

sameene might try to use | Call us for help with:

information to make purch

new accounts, commit crint e e on
name, and mare, Our axpe

Life 340 ID Theft Protection safeguards
you navigote the complex Yol metie el ol o o el
get you back in contral. member is the victim of identity theft,

Turn on alerts to view details and
pratect your whole family online

o 1D Theft Protection

Get §25k reimbursement of stolen funds | $9.9%ms.

and restoration support. Learn more ) someone might try to use your
Crash Detaction
Lost funds coverage information to make purchases, open
Having your identity stoler] neEw accounts, commit crimes in your
Driving Safety costly in mare ways the nome, and more, Cur experts con help
) protection s 5 Co you navigate the complex process and
\rvehi o il Elrcta vemban Emergency Dispatch af recevery—including lo get you back in cantrol.
fran and mars (Lo to $38

Crash Detection
Liet0 Farm oned Primacy Poficy

Turn on alerts to be netified if a fomily
member gets into an accident. Gt 7 doys Toe Troa
Then §9.69 /manth. Cancel anytime.

Lost funds coverage

costly in more ways than one. Owr

e8¢0

Weakly Driver Report

L]
s
TS QNG MOER. (LD TO 320K Der T
Cancel
—
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Build User Base

New Family Safety Council created
with well-known celebrities and
influencers to help shape product
and marketing strategy:

Vanessa Bryant
Wife of the late Kobe Bryant

Chip and Joanna Gaines
Television personalities

Tony Hawk
Professional skateboarder

Jada and Chris Paul
NBA All Star

Billy Perry
TikTok influencer

Nicole and Michael Phelps
Olympic swimmer

@) vire3so




New brand campaign Full 360 Media Approach

WEB

Strategy

Multiply existing lower funnel marketing
efforts and tell the broader membership story
beyond the location use case

DISPLAY/PAID

Brand goal

aaaaaaaa
eeeeee

Establish Life360 as the category leader in
family coordination and safety solutions

SOCIAL T

US Target audience Multi-Channel

Parents with children aged 6-17 Marketing 8‘

Channel Mix - Customer Experience -
Online video (Youtube), streaming TV and ((o)) / \

audio, social influencer, display DI /AUDID

Timing

Early September to late November to leverage
back-to-school reopening momentum

TV/VIDEO PRINT/PR

@ Life360 CY21 H1Results August 2021 21



Grow membership

Strong base for international
rollout of Membership

Launch of full Membership
experience in Canada in H2

Strong engagement in target Tier
2 countries

Tier 2 growth rates June 2021
versus January 2019:

- MAU +78%

- Paying Circles +88%

International Paying Circles - Tier 2 countries

Jan, 19 Apr, 19 Jul, 19 Oct, 19 Jan, 20 Apr, 20 Jul, 20 Oct, 20 Jan, 21 Apr, 21

Membership rollout

Priority  Characteristics Countries
Tier1 Primary Market us
Tier 2 Similar Culture / Driving / High GDP Canada, Australia, UK,
Europe
Tier 3 Safety Focu§ / Attractive South Africa, Mexico
demographics
Tier 4 Other Limited investment

CY21 H1 Results August 2021
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Grow membership

Membership 2.0 bringing
membership to life

Accelerating product
marketing initiatives to
enhance membership
communications and highlight
the expanded feature set

Welcome to Life360
membership!

Each Life360 feature works together

Jff. Location Sharing

v, Personal SOS, and

explore and enjoy the best parts of life

ee everything Life360

hip can do for your family?

Introducing Inbox
We'll keep you updated on ev

your Life360 mer

Keep an eye on your inbox so you don't

miss messages from us

Smart Notifications will
simplify your day

Real life can look a lot like ch:

CY21 H1 Results August 2021
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Expand reach
and revenue

. L Net units sold A lised Monthly R M
Jiobit acquisition exponds et units so nnualised Monthly Revenue $
addressable market to young o -

. . 10,000 .
children, seniors and pets 8,000 50
6,000 0 CHVID-19
' C#VID-19 3.0
o _eg0 4,000 20
Acquisition terms ) 000 I -
e o1 . 0.0
* Definitive agreement Slgned on ’ H19 2H19  1H20  2H20 H21 H19 2H19 H 20 2H 20 H21
28 July 2021 AEST
Upfront consideration of $37 million,
$21.6 million in Life360 shares, approx. _
$14.4m in convertible promissory notes f"}j B—
and $1.0 million in retention i .
consideration :,&
&3% -
Total consideration of $54.5m if certain TS T i@ ﬂ;‘iﬁ'ntfexi’,?;?ﬁ ;oncc:jogélri%u/ie
performance targets achieved, with V. -~ of $(3)m from date of
additional performance consideration Q 3/ acquisition
all paid in Life360 shares (Q
Let the whole family
-@ roam safely
9 Q

CY21 H1 Results August 2021 24
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Improving retention metrics

US Organic User Retention

Relative retention by cohort (% total) Month 1 user retention over time . o
Vor 17 Vor.18 Varto Line charts indicate how long users
9 ar- ar- —— \CIT - o, . . . . .
100% Mar-20 Mar-21 80% within a given cohort remain with
80% Lif
0% e360
60% \
60% COVID-19 had an initial negative
40% . .
impact on organic users followed by
20% 50% a “bump” of reactivations
0% 40% . '
Months 1 4 7 10 13 16 19 22 25 28 31 34 37 40 43 46 49 RO 0000NK User retention rates benefit from
$55885588553% 3553 g5 reactivation of previous users
US Subscription Retention after 12 months ST ERE PROEEE TS
supporting user retention in June ‘21
July 2020 Membership cohort vs pre-Membership averages
quarter
0% Monthly Subscribers Annual Subscribers
60% 80% Membership subscribers showing
50% improving retention metrics versus
60% . .
40% pre-Membership subscriber
30% 40% averages
20%
20%
10%
0% 0% ' ‘
Membership Pre-Membership Membership Pre-Membership
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Unit Economics

Net subscription revenue retention exceeds 100%

Net Revenue Retention - Subscription (vs Previous Half)*

120%

100% C#VID-19
80%

60%

40%

20%

1H19 2H19 1H20 2H20 1H21

Net revenue retention is measured based on the revenue in the final month of the previous period compared to the revenue from the same set of users earned over
the next six months e.g. for 1H19, revenue retention is calculated as the average monthly revenue over the period vs. the revenue earned in December 2018

@) vire3so

The strength of Life360’s freemium
model is reflected in net subscription
revenue retention exceeding 100%.
This is supported by success in
driving free users to paid
subscriptions, and paid subscribers
into higher price plans

In each half year period (excluding
1H20), net revenue retention is

above 100% across the cohort of
users who had signed up by the end
of the previous period

In 1TH20, there was a modest COVID-
related decline in revenue retention,
with a full recovery to historic levels
in 2H20 and ongoing strong
performance in TH21

CY21 H1 Results August 2021
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Unit Economics
Significant US ARPPC uplift from the launch of membership with significant room for growth

$130

$120
e

$110

$100
$90 ///
$80 / -
/ L —
$70 /

$60 \#

$50
$40
oM 3M 6M 9M 12M 15M 18M 2IM 24M 27M 30M 33M 36M 39M 42M
— 2Q17 — 3Q17 4Q17 e 1Q18 —2Q18 e 3Q18 4Q18 1Q19 — 2Q19
3Q19 e— 4Q19 s | Q20 2Q20 e 3Q20 4Q20 e— Q21 o 2Q21
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Unit Economics

Cohorts continue to perform in-line with expectations

Marketing payback* ($M)

oM 3M 33M
m
(3) /
(5) /
— 1018 2018 3q18 4Q18 1019 2019 3Q19
e 4Q19 1Q20 2Q20 e 3Q20 4Q20 smmm——1Q21 2Q21

‘Marketing payback calculated as contribution profit, which includes cost of sales less sales & marketing expenses (excluding commissions and stock-based compensation)

@) vire3so

Blended summary provides
performance insight into overall
efforts across all channels in
aggregate

Return to growth in 1Q'21 and 2Q’21
underpinned the decision to

increase marketing spend including
investments in brand and TV spend,

with 2Q’21in line with the prior
yedr's investment

Investment into marketing is
expected to accelerate in 2H’21,
including a national brand
campaign and an expansion of
performance marketing spend to
support the launch of the direct-to-
premium web experience

CY21 H1 Results August 2021
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Income Statement

$M CY20 H1 CY21 H1 % ch YoY

U.S. revenue

Direct

Indirect

International revenue
Direct

Indirect

Total revenue 37.8 48.0 27%

Cost of Revenue
Stock Based Compensation
Total cost of revenue

Gross Profit 30.7 38.8 26%

Gross Margin %

Underlying Gross Margin (%)
Research and Development
User acquisition

Sales and marketing
General and administrative
Stock Based Compensation

Operating expenses (37.8) (49.2) (30)%
Statutory EBITDA (7.1) (10.4) (46)%

Depreciation and amortisation

EBIT (7.4) (10.7) (45)%

Net interest
Other
Tax

Statutory Net Profit/(loss) (7.2) (10.7) (49)%

Non-GAAP Adjustments:
Stock Based Compensation
Transaction costs incurred for acquisition of Jio,Inc
Non-recurring adjustment*

Underlying EBITDA excl. non-GAAP adjustments [¢X)) [CX:)) (82)%

Underlying net profit/(loss) excl. non-GAAP adjustments

Diluted share count (period end)
Diluted share count (period avg)

235 32.4
9.6 10.5
3.8 4.0
0.9 1.1

6.9) (9.0

(0.2) (0.2)
(7.1) (9.2)

81.2% 80.7%
83.6% 80.7%
16.3) (19.4)

(4. (2.4)

(9.6) (16.1)

(4.3) (6.4)

(3.5) (4.9)

38%
10%

6%
21%

30%
55%
30%

(19)%

4%
(68)%
(49)%
(38)%

(0.3) (0.3) 0%
0.2 0.0 (100)%
0.0 0.0 NM

37 5]
0.0 05

0.9 0.0

(2.6) (5.1)
49,294,402 50,729,047
49,109,268 50,298,528

* Non-recurring adjustment related to the deferral of a portion of monthly subscription sales through a channel partner

@) vire3so

39%
NM
NM

(94)%

Commentary

Direct revenue growth of 29% (excluding non-
recurring adjustment) supported by 19% YoY growth
in Paying Circles to 1.0 million. ~14% increase in
ARPPC supported by the launch of the Membership
model

Indirect revenue growth of 11% underpinned by
growth in Data revenue

Gross Margin declined due to technology costs
associated with indirect revenue

Increased Research and Development expenses due
to higher FTE to support product development

Lower user acquisition expenses reflects a shift away
from traditional performance marketing to new
channels including streaming TV. Overall investment
in paid search and TV increased slightly YoY.

Increased sales and marketing expense due to
higher commissions and spend on new marketing
channels including TV

General and administration expense reflects
primarily scaling of headcount to support growth in
the business, insurance, facilities and public
company requirements

Increased EBITDA loss driven by growth investment

CY21 H1 Results August 2021
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Balance Sheet

Statutory Statutory
$M Dec 2020 June 2021
Cash and cash equivalents 56.4 50.6
Accounts receivable 9.0 12.0
Costs capitalised to obtain revenue contracts, net 3.4 23
Prepaid expenses and other current assets 10.0 6.9
Total current assets 78.8 71.8
Property and equipment, net 0.8 0.6
Costs capitalised to obtain revenue contracts, net of current portion 0.6 0.5
Intangible assets, net 0.8 0.8
Right of use asset 2.6 2.0
Convertible note receivable - 25
Other non-current assets 2.7 2.8
Total non-current assets 7.5 9.2
Total assets 86.3 81.0
Accounts payable and accrued expenses 7.6 6.9
Other current liabilities - 2.1
Deferred revenue 1.9 12.0
Total current liabilities 19.5 21.0
Other non-current liabilities 23 1.5
Total non-current liabilities 2.3 1.5
Total liabilities 21.8 22,5
Common stock 0.1 0.1
Notes from affiliates (0.6) (0.6)
Additional paid-in capital 196.8 2014
Accumulated deficit (131.8) (142.4)
Total equity 64.5 58.5
Total equity & liabilities 86.3 81.0

@) vire3so

Commentary

e Cash and cash equivalents decreased by $5.8m
largely reflecting cash outflow from operating
activities

e Accounts receivable increase of $3.0m relates to
timing of receipts from a channel partner

e Prepaid expenses and other non current assets
decreased by $3.1m due to prepayment of
technology and insurance expenses in the prior
period

e Convertible note receivable (non-current) of $2.5m
relates to convertible note receivables in relation to
the Jiobit acquisition

e Other current liabilities of $2.1m reflect the
convertible notes in connection with the Family
Advisory Council

CY21 H1 Results August 2021
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Cash Flow Commentary

L Sl Szl e Net cash outflows from operating activities reduced
Statutory EBITDA (pre user acquisition) (3.0) (8.0) by $0.6m
User acquisition costs 4.0) (2.4)

e Net cash outflows from investing activities related to
Statutory EBITDA (7.0) (10.4) the convertible note receivable in connection with
the Jiobit acquisition

Stock-based compensation 3.7 5.1

Deferred revenue 0.1 (0.6) e Net cash inflows from financing activities reflect

Cosi ae el (o en an e Es 1.3) 1.0) proceeds from the exercise of options and the cash
received in advance of convertible notes in relation

Changes in other operating assets and liabilities (2.5) (0.3) to the creation of the Family Advisory Council

Other non cash items in EBITDA 1.8 2.3

Net Cash Inflow / (Outflow) from Operating Activities (5.5) (4.9)

Purchases of capital assets and cash paid for acquisition, net (0.5) -

Cash advance on convertible note receivable - (2.5)

Net Cash Inflow / (Outflow) from Investing Activities (X)) (2.5)

Net proceeds from the exercise of options and grant of stock awards,

net of repurchase 0.3 (0.5)

Cash received in advance of the issuance of convertible notes - 21

Net Cash Inflow / (Outflow) from Financing Activities

Net Cash Inflow / (Outflow) (5.7) (5.8)
Cash at Beginning of Period 64.1 56.6
Cash at End of Period 58.4 50.8
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Q3 business update

Weekly new US registrations
Resilient performance in the face of C#VID-19
COVID-19 Delta wave Delta

24 May ‘21 \/;Aug‘m
* Q3 business update provided due to 3 Feb 20

the recent rapid spread of the COVID-
19 Delta variant

Current US registrations are showing

. . o C#VID-19
considerable resilience, significantly It wave
outperforming the first COVID wave 12 May'20
and showing a recent uptick ahead of
back-to-school

* The strong MAU and Paying Circles
Weeks 1 2 3 4 5 6 7 8 9 10 1 12 13

growth rates delivered in Q2 continue
into Q3
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Outlook

Life360’s strong Q2 performance in MAU and Paying Circles has continued into Q3 despite the rapid spread of the Delta
variant in the US. As a result, we now expect Annualised Monthly Revenue by December 2021 in the range of $120-125 million
for Life360’s core business, ahead of original CY21 guidance of $110 to $120 million. While this updated guidance takes the
current Delta impact into account, at the time of this release, cases are still growing exponentially, and the ultimate changes
in social distancing patterns and government restrictions remain unclear.

Life360’s current momentum, along with our track record of successfully navigating prior COVID spikes, provide confidence
to accelerate investment in growth initiatives. Life360 will be increasing spend on brand marketing, paid acquisition, R&D,
and joint initiatives with Jiobit. These investments will increase CY21 underlying EBITDA loss (excluding Stock Based
Compensation) from the original CY21 guidance of no greater than $(15) million for the core business.

Jiobit’s Annualised Monthly Revenue for the month of December 2021 is anticipated to be in the range of $11-12 million, with
a $3 million revenue contribution in CY21 post acquisition. The underlying CY21 EBITDA loss contribution from Jiobit from the
time of acquisition is expected to be approximately $(3) million.
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Strategic Review Update

The acquisition of Jiobit marks a milestone, but not a completion of the strategic review originally announced in February 2021.
Life360 is actively evaluating opportunities to accelerate progress towards our vision of being the dominant platform for a
much broader suite of family services. This includes transactions that could simultaneously result in a dual listing on a US
exchange.

The recent Jiobit acquisition has raised our profile with other companies that similarly see the potential to accelerate Life360’s
platform vision. While discussions with insurtech companies are ongoing, we are seeing a dislocation between public market
multiples which have fallen recently, and private market multiples which continue to rise, and we are maintaining a disciplined
approach to valuation.

As a result, we have expanded our search beyond insurance verticals, and are in early stage discussions with companies in
other family services verticals which may or may not result in a transaction.

There is no certainty that the review will result in any additional transactions or any changes to current listing arrangements.

We remain committed to our existing strategic plan, and will only consider complementary pathways that we believe will result
in a significant increase in shareholder value.
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1. Operating Metrics

CY19 H1 CY20 H1 CY21 H1

Monthly Active Users (millions)

U.s. 12.7 16.3 20.3 10.0 16.3 17.0
International 10.4 8.9 12.1 8.5 10.9 95
Total 23.1 25.2 32.3 18.5 27.2 26.5

Paying Circles (millions)

u.s. 0.53 0.67 0.82 0.45 0.64 0.72
International 0.16 0.17 0.19 0.13 0.19 0.17
Total 0.69 0.84 1.00 0.58 0.83 0.89

Direct ARPPC (US$ annualised)’
U.Ss. 65.64 74.20 84.43 61.91 68.93 76.52
International 41.68 42.43 44,22 41.04 41.70 11.41

Total ARPU (US$ annualised)
U.Ss. 3.72 414 4.60 3.30 3.89 4.31
International 0.65 0.96 0.95 0.62 0.74 0.93

Direct Revenue'
uU.s. 16.1 24.43 324 20.4 37.3 52.9°
International 3.1 3.8 4.0 4.4 6.8 7.4

Indirect Revenue
uU.s. 5.4 9.6 10.5 7.3 14.5 20.2
International 0.0 0.9 1.1 0.0 0.3 2.0

1. ARPPC, ARPU and Direct Revenue allocation by region for prior periods have been reclassified to conform with new methodology
2. Note : ARPU calculation excludes ADT revenue
3. Excludes non-recurring adjustment of $0.9m related to the deferral of a portlon of monthly subscription sales through a channel partner
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2. Unit Economics

User cohort cumulative revenue $M*

Quarter 1 Quarter 2

14 14

12 12
10 10

8 8

6 6

4 4

2 2

0 7~ 0 ®

O RO S L e S S S PTS S S COVID impacted CY20 Q2 and Q3
2020 cohorts, revenue retention
Q18 Q19 1020 emmm—1Q21 2av 28 29 2020+ 202 robust for older cohorts
Quarter 3 Quarter 4

14 14

12 12

10 10

8 8

6 6

4 4

2 2

0 ¢ o &

S S PSS q?® @v\ rb°® r§°® fbbv\ quv\ > \5\ & S S g S ,Lv@ r9® ,bo‘v o (,Jb‘“ %CF\ &S
3Q17 3Q18 3Q19 3Q20 4Q17 4Q18 4Q19 4Q20

*Revenue per cohort includes global direct and indirect revenue generated by each quarterly cohort over time. Excludes legacy ADT partnership revenue
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Membership tiers

@) vire3so

- 2 days of Location History

2 Place Alerts
Family Driving Summary

Crash Detection

SOS Help Alert

7 days of Location History

S Place Alerts

Family Driving Summary

Crash Detection

$100 in Stolen Phone Coverage
Crime Reports

SOS Help Alert

30 days of Location Hi
Unlimited Place Alerts

mmary &
Individual Driver Reports

Crash Detec! with
Emergency Dispatch

24/7 Roadside Assistance
$250 in Stolen Phone Coverage
Crime Reports

SOS Help Alert with 24/7
Dispatchers

ID Theft Protection & Restoration;

with $25k in coverage per person

0 days of Location History
Unlimited Place Alerts

Family Driving Summary &
Individual Driver Reports

Crash Det on with Emergency
Dispatch

24/7 Roadside Assistance
$500 in Stolen Phone Coverage

Crime Repor

SOS Help Alert with 24/7
Dispatchers

ID Theft Protection & Restoration;
with $IM in coverage per person

Credit Monitoring

Support with
a team of live agents
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