


Disclaimer

This document dated 24 February 2022 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
Chris Hulls, Co-Founder and CEO

Q&A
Chris Hulls and Russell Burke

Appendix
1. Operating metrics
2. Life360 Membership offering

Note : All references in this presentation to $ are to US$
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Transformational

 Tile and Jiobit
acquisitions

* Data partnership with
Placer.ai

CY21 | o
TN * First international
Performance Membership launch

Track record of
consistent growth
accelerating into
4Q21

Accelerating Strong

+51% Annualised
Monthly Revenue*

* $94 million net cash
(post Tile acquisition)

+34% Monthly
Active Users

+39% Paying Circles

* December 2021 Annualised Monthly Revenue
(excluding Jiobit)
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CY21 User Highlights

Connecting families and saving lives

2,577,143

Help alerts sent

151,647,395,851

Miles driven with
Life360 Crash Detection

19,953

Ambulances
dispatched

17,558,144,800

Safe arrival
notifications

17,969,328

Jiobit safe arrival
notifications

[@) ureseo

Noah was in a collision. Emergency
services have been dispatched.

3

66

| have been using this app for 5 years
and it has given my family and me a lot
of peace of mind. So far it was a good
app to have.

But that changed to a MUST HAVE after
the major car accident we had last
month, where the app detected the
accident (we were on the middle of
Arizona and New Mexico with the closest
city 50 miles away) and someone from
the company called us, made sure we
were all ok and assisted us in calling 911
and giving them the location of the
accident (which we did not know since it
was late and middle of the desert).

Having the peace of mind that they do
what they say and that it really helped us
during such a crisis | can only highly
recommend this app for families and
friends. Really grateful of the assistance
we were provided with.
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Strong CY21 financial performance

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

1.0
H Direct M Indirect Hardware

22.2
14.8

59.4
44

Cy19 CY20 CY21

25.1

24.9
Other costs
m User Acquisition & TV
Commissions
mR&D
H Cost of revenue

CY19 CY20 Cy21

EBITDA Loss reflects growth investment ($M) Stable ratio of expenses to revenue**

-22.9 =1

cY19 Y20 cv21 €19 cY20 cv2

B Underlying EBITDA (core)*** B Underlying EBITDA (Jiobit)

* CY20 revenue 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
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Accelerating revenue growth post COVID-19
AMR has more than doubled since the IPO in May 2019

Quarterly Revenue* ($M) Quarterly Annualised Monthly Revenue ($M)
40.0 B Direct W Indirect = Hardware +$:\:/o 160.0 A
R 140.0
0.0 120.0
2= 100.0
2o 80.0
15.0 60.0
10.0 40.0
5.0 I I I I 20.0
000 ORNENrNORONR*220000K AN A o o o o o o © ©o© 5§ & & =
AN N N N ~ o~ ~ ~ N N N N
92899889088390988928894988¢ 288 2 ¢ g9 ? RS K
*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

* Annugalised Monthly Revenue excludes Jiobit

@ Life360 CY21 Results February 2022 8



Global MAU reaching new peak

Year-on-year growth of 34%

Monthly Active Users (MAU)(M) International MAU (M) - Key Territories 2021 Q1to Q4
1.8
12.1
TikTok surge
10.9 8.9
8.5
7.1 23.7
20.3
16.3 16.3
4.7 4
3.6 [ 3-8 55 o0
27 [l 32 43
1H16 2H16 1H17 2H17 1HI8 2HI8 1H19 2H19 1H20 2H20 1H21 2H2] 2021 Q1 2021Q2 2021 Q3 2021 Q4
B US mInternational = Anglosphere Spanish, Portuguese, Italian territories
e US MAU of 23.7 million increased 39% year-on-year e CY21H2 decline in international MAU reflects normalization of Q2 TikTok surge
e International MAU of 11.8 million increased 24% year-on-year which particularly impacted Spanish, Portuguese and Italian territories.

e Strong growth continued in high value Anglosphere territories.
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Direct Revenue

Year-on-year increase of 48%

Direct revenue” ($M) Direct revenue as a % revenue (CY21)

Hardware  $im

HUS M International

Indirect

. US Direct**
International

Direct

CY 19 CY20 CY21

*CY20 revenue is normalised revenue excluding non-recurring adjustment. Direct revenue allocations by region for CY20 have been reclassified to conform with new methodology
** US Direct revenue includes $2.3m (1.5%) of Jiobit subscription revenue
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Accelerating Paying Circle growth

Paying Circle acceleration combining with higher ARPPC to drive Direct Revenue

Paying Circles by product line (00O0s) Average Revenue Per Paying Circle (ARPPC) ($)
e S e International $96
M Legacy Driver Protect m Legacy Plus/Other +38%
1200 - Membership REILIZO
New cohort
Membership
1000 - subscribers
800 -
$59
600 -
$50
400 -+
$42\/\/
200 -
TH16 2H16 TH17 2H17 THI8 2H18 TH19 2H19 1H20 2H20 TH21 2H21 THI8  2HI8  THI9  2HI9 1H20 2H20 1H21  2H21
o Cumulative new and upsell subscribers in the Membership plans of e 2H'21 ARPPC for new cohort Membership subscribers was a 38% uplift
564,000, comprising Silver (11%), Gold (83%) and Platinum (6%) from 1H'20
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Accelerating Paying Circle net additions

Increasing conversion despite low levels of marketing spend

Recovering US registrations +

Improving conversion

== Accelerating Paying Circle net additions

000s

1o
CHVID-19 9

70

~+100%

” 50
30 C#VID-19
] I I | I

| |

Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421

o

Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421 -10 Q120 Q220 Q320 Q420 Q121 Q221 Q321 Q421

e Q821 new US registrations exceeded pre-COVID Q120

levels with significantly lower paid acquisition spend than
prior to COVID

e Improving user experience is encouraging

e Three consecutive quarters of record Paying Circle net
conversion to paid

additions

@) vifezso
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Indirect Revenue

Year-on-year increase of 13%

Indirect revenue ($M)

CY 19 CY20

B US u International

* US Direct revenue includes $2.3m (1.5%) of Jiobit subscription revenue

@) vifezso

CY21

Indirect revenue as a % revenue (CY21)

Hardware

Indirect

International
Direct

$Im

US Direct*
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Data

Data revenue increased YoY, with performance
ahead of expectations in light of changes to Identifier
for Advertisers (IDFA) usage guidelines

Contribution to Indirect Revenue (CY21)

Lead Gen

New partnership with Placer.aiin January 2022 to
transition Life360 solely to sales of aggregated
insights. Minimum revenue guarantee based on the
size of Life360’s monthly active user base is expected
to preserve revenue in-line with CY21 results for the
duration of the three year agreement

Lead generation

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
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Jiobit

Delivering subscriber growth momentum despite supply constraints

Jiobit total subscriptions up 43% YoY Jiobit subscription ARR* $M
40,000 45
35,000 4.0
30,000 35
3.0
25,000 C#VID-19
25
20,000 C#VID-19
20
15,000
15
10,000 e
5,000 05
0 0.0
2H 19 1H 20 2H 20 H21 2H 21 2H19 1H 20 2H 20 H21 2H 21

*Source: Jiobit from 2H 19 to 1H 21, Life360 from 2H 21
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2021 successfully delivered against our strategic objectives

+Q
Build

Build a large user base

35 million+ Monthly Active Users
New brand campaign and new UA channels

New free features to improve
the user experience

Location History

Customised
inbox

New safety Free database
tab alerts

@) vifezso

tile

Leading platform
for finding things
Technology: Blueteoth and Ultra-
Wideband Tags

+ >45 million devices sold

+ #1brand in category
+ 50+ partner products

Qjiobil. ‘

Leading wearable for
young kids + pets

Tachnology: Cellular + GPS Devices.

+ Leading wearable for kids
* Rapidly expanding to pets
+ Patented Location Technology
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Tile and Jiobit dramatically expand use cases and TAM

Improved conversion 2 Increased ARPPC > Higher retention

Families with
college kids

@) Life360

Aging
parents

Everyday
things

9:41

& Johnson Family

-9
o 0

Family
things

Furry
companions

“» :

9 Check in &9 sos

e Ct+ Daiile
4 s o
MyC/rcIe ( ﬂﬁ‘:’acss )
i’
Important
: Rover
things Near First Ave NE i i
®x  Since 312pm Families with IIO I U
children
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2022 Priorities

Integrate Tile and Jiobit - drive higher Membership growth and conversion rates

* Help members find, connect and
protect everything that matters to
them:

— Things (wallets, keys, laptops)

— Pets

— People (kids, teens, tweens,
seniors)

* Integration work in H1, ready for ‘back-
to-school’ peak seasonality launch

* Integrations and cross-promotions
designed to drive new revenue

9:41 all T -
o o— — 40
3,526 lost keys,
backpacks, and
wallets found today!

We help families every day
' find their lost items fast

ouw  CHEEED

Find your family's things in Life360!
Upgrade to gold and free Tiles =

People

Sadah
105 Main St
- s Since 815 am

Kayla
Near Eastshore Freeway
- R Since 815 am

William
Near 5589 Bowles Ave

w % Since 2:56 pm yesterday

Richard
Near First Ave NE

weax  Since 312 pm

- Add a new member

Dandelion
‘ ANE Mnin S

&)

9:41 all T =

X

Get a free Tile Slim and Mate

with Platinum membership

Tile is the #1 item tracker for finding

and protecting your important things.

Attach it to keys, wallet, or whatever.

Learn more about Tile

Get 7 days for free
Then $19.99/month. Cancel anytime.

Start free trial

Life360 Terms and Privacy Policy

Your Tiles are now
connected to Life360!

Everyone in the Johnson Fomily Circle will
see them, Here's what you need to know
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2022 Priorities

Tile and Jiobit: confident in our ability to drive key Membership metrics with our upcoming integration

Higher conversion to paid
and increased ARPPC

Platinum
Q i n ’é
Get a free

Tile pack
when you
upgrade to
Platinum

Included in your Life360
Platinum Membership

g

Complete safety on the go

Unlimited Phace Alerts

» Customers are more willing to pay for
something they can physically touch

* Bundled offering will enable increased
pricing and/or shift to higher tiers

* Potential for paid conversion and ARPPC
to increase by double digit percentage

Reduced churn and
improved overall LTV

Jiobit Month 12 retention

80%
70%
60%
50%
40%
30%
20%
10%

Life360 Membership Jiobit

Subscriptions tied to physical devices have
exceptionally high retention rates

Jiobit for example, has almost double the
12 month retention as Life360 standalone

Updated offering will extend customer
lifetime and increase LTV

Broader brand
reach and TAM expansion

Joint offering will have broader
applicability to additional demographics

Long-term this opens up additional
markets such as elder care

Expanded reach will open additional paid
channels and improved top-of-funnel

CY21 Results February 2022 20



2022 Priorities

Enhance free user experience: build engagement, resulting in improved conversion to paid

Quick messages

Fast and easy communication

o:41 wll T -

h &
¢ Saral 6 m

Lost updated now

Johnson Family ~

ﬁ. ! a 'l my v A 8 hats uF ' . Sarah = 92% « 2m
Since 312 pm
&
A

Sarah
Near W Bowles Avenue
wox  Since 8:52am

Noah 2% -
At School

()

@) Lifeaso

ol T -

 Place

Family map

i®

Emotionally engaging experience

9:41 il T -

Nth 92% «
Near W Bowles Avenue
Since 8:52 am yesterday

5 mi Drive
7:30 A me——m——m——)

* @  Lie360 Bubbles

+ @B vehice Recall

In box 2.0

Personalised, engaging content

9:41 il T -
Johnson Family 9:41 il -
Johnson Family
Inbox o

Inbox

—  Life360 Bubbles

Claim it now

o
@  Lie3c0 Bubbles Sue your membarship

y

~ " Life360 Bubbles

Claim it now

Don't forget to add places

) &P Vehicle Recall

o = ©
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2022 Priorities

Membership 2.0 - expanded offering to drive upsell and ARPPC

Driver tab 2.0

Expands driving features

a1y -l T -

Noah's @ mi driva

Latisha just had a perfect drive
@ nswoum Mo hard brakes, phone usage, rapid
" acceleration, or high speed events were
detected on this drive. Tap to say congrats!

Noah Johnson
Jure 1ot 8:24 AM

Suewnn

9 mi drive (24 min)

® 309 Sutter $¢ (1224 pm)

9 teme (108 pm)

2 ©

—

@) Lifeaso

Reinforce value

Welcome kit, in-app branding

| “Life360
saved my
son’s life.”

Get your free

welcome package. @ ) B

Yos, precse!

——

Protected by Life360 Gold

In-app messages

With seasonal marketing hook

@ uresso

Dad left Grocery Store

Love on the go.

Smart Notifications are like love notes
to your family, letting them know you're
safe. Say "I love you" everywhere with
unlimited Place Alerts and Safe Drive
Alerts, included in Life360 Gold.

Try Gold for free

CY21 Results February 2022

22



2022 Priorities

Expand Membership offering into new geographies

International feature parity International Membership

Free crash detection Canada 2021 launch metrics

9:41 all T -

+ Enhance free user experience Q Increase in ARPPC for

and develop feature parity in new Membership sign-

>100% .
key markets Driving Safety ° ups since launch
* Invest to establish dedicated e Crash Detection cos
international team
UK launch to build on strong MAU )
Turn on alerts to get notified if a family +63%
e lLaunch Membership in the member gets into an accident. performonce YoY

UK, building on successful
Canada playbook

LIFE360

1 new data breach - we found your family's
stolen info in another company's breach.

2020 o1
2020 22 |
2020 o3 |
2020 o4+ [
202101
2027c2 [

Data breach alerts
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2022 Priorities

Scale profitable marketing spend

Drive increased brand awareness
and perception to grow paid
registrations

* Focus on streaming TV spend
which maintains efficiency
through high level targeting
and brand campaigns which
incorporate linear TV and out-
of-home during peak season

* Scale social channels by
amplifying user stories and
showcasing strong creative
product

@) Lifeaso

1m:24+ wil56¢

< Photo 9

life360

Based in Canada

Display native ad (300x250)

« Tweet
eqdhvu‘nuunm‘
my mom on Life360 watching me go
to McDonalds for the 5th time this
week
('3 Peggy Johnson
<3 bear?o
6 months ago | caught my daughter
sneaking out with @Life350. We still use it
to this day, and she hasn't bothered trying
to sneck out since!
Start Your Free Trial
@ he #1 Family Safety Membership. Sta
%:30 AM - 3/26/21 - Twiter for IPhone our Free Trial Todey

Life360 Learn more >

Qv N

@7P Liked by nicolederoy_ and 380 others

life360 That awkward week in between Christmas and
New Year's got us like...&3 §J % #LivingLife360

View Insights

life360 @mjjmpeters &2
life360 @kdcooper84 every & time &
D

A a ® & 0

Facebook
Feeds

@ Life360

See the location of your family g in real-time,
$0 you can have peace of mind knowing exactly
where W they are.

Sarah arrived at school!

“ ¥
‘\.
LIFE360.COM
Protect and Connect Your -_L EARN MORE
Family g3
Y Like Comment 2> Share

2189 il 56 ¥43

< Posts
It Home Alone were

Qv A

4 B Liked by annikapur25 and 731 others

1ife360 If only Kevin had #Life360 & Repost
@nicolederoy_ [/ #LivingLife360

@ a ® © @
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ESG : Life360 Core Values are Family Safety and Security

Employees

- Safety and wellbeing

- Development & Training
- Grievances and impact
- Diversity

Governance

Environment

- Business ethics

- Anti-corruption

- IP protection

- ESG performance disclosure

- Product Sustainability
- Emissions (carbon neutral in 2020)
- Climate resilience

Community & People

- User safety and wellbeing

- Privacy and data security

- Protection and rights of minors
- Community participation
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Market leading retention metrics

US Organic User Retention

Relative retention by cohort (% total) Month 1 user retention over time + Line chart indicates how long users
Mar-17 s Mar-18 e Mar-19 ithi i i i
s N 0% lethln a golverw’cohort rémf:ln with
Life360. Significant uplift in
100% 70% retention of March 2021 cohort
80% following COVID impact on March
60%

60% 2020 cohort
40% &_____ 50% C#VID-19

20% User retention rates benefit from
" o? 4% . © o O ®e020200008E TN reactivation of previous users
onths St tEs3btass i
1 4 7101316 19 22 25 28 31 34 37 40 43 46 49 52 55 5338553858838 553583338
Enhanced product initiatives
US Subscription Retention after 12 months SUPIRBEIE) USEr MEREREn [nins 2]
quarter
Membership cohort vs pre-Membership averages
Monthly Subscribers Annual Subscribers Membership subscribers showing
improving retention metrics versus
60% 80% pre-Membership subscriber
averages
40% 60%
40%
20%
20%
0% — 0%
Pre-Membership Membership Pre-Membership Membership
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Unit Economics

Significant uplift in cohort revenue in the first full month $M

Quarter 1 Quarter 2

+ Significant uplift in conversion to
paid, and larger user cohorts
emerging from COVID have more
than doubled the first full month’s
revenue of each cohort from 2Q21
onwards

2 2

1 1

o =10 n

1Q18 Q19 1Q20 1Q21 2Q17 2Q18 2Q19 2Q20 2Q21

Quarter 3 Quarter 4

0 O-I I

3Q17 3Q18 3Q19 3Q20 3Q21 4Q17 4Q18 4Q19 4Q20 4Q21
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Unit Economics

User cohort cumulative revenue $M*

Quarter 1 Quarter 2
COVID impacted revenue for
CY20 Q2to CY21 Q1
25 25
20 20 - .
Increased conversion to paid
15 15 - - 9 8
earlier in a cohort’s lifecycle
L L driving significant uplift in
& g cohort revenue for CY21 Q2
0 o
555333333333 333333¢3 5555333333333 333333¢3 SIEEE CrTErEs
c@oodR2rIJRIIISIILLETF ©®woodR2FIRIISSIITILLEI
1Q18 1Q19 c—1Q20 1Q21 2Q17 2Q18 2Q19 2Q20 2Q21
Quarter 3 Quarter 4
25 25
20 20
15 15
10 10
5 5
o 0
S >3>5>33333>333333333°¢3 5 35>5>33>3333333333333¢3
©Pvodl2®IIRIBTIYISIIITEL I C®eodRRIIRIITISIITLTILOL I
3Q17 3Q18 3Q19 3Q20 3Q21 4Q17 4Q18 4Q19 emm—4Q20 4Q21

*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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Unit Economics

Net subscription revenue retention exceeds 100%

Net Revenue Retention - Subscription (vs Previous Half)* :nhjds;rinitf?ezgéf?: (:zts stiicr:T;iI:?on
revenue retention exceeding 100%.
This is supported by success in
driving free users to paid

120% subscriptions, and paid subscribers
C#VID-19 into higher price plans

100% 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

80% of the previous period
In 1TH20, there was a modest COVID-

60% related decline in revenue retention,
with a full recovery to historic levels
in 2H20 and ongoing strong

20% performance in TH21 and 2H21

1H19 2H19 1H20 2H20 1H21 2H21

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
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Unit Economics
Significant US ARPPC uplift from the launch of membership with significant room for growth

$130

$120

$110

$100

$90

$80 —

$70
$60
$50

$40
oM 3M 6M 9M 12M 15M 18M 2IM 24M 27M 30M 33M 36M 39M 42M 45M 48M 51M 54M

1Q18 2Q18 3Q18 4Q18 1Q19 — 2Q19 3Q19 4Q19

1Q20 2Q20 3Q20 4Q20 1Q21 2Q21 3Q21 4Q21
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Unit Economics
Marketing payback $M

Quarter 1

5
(o}
O 5M 18M 2IM 24M 27M 30M 33M 36M 39M
(8)
(10) 1Q18 Q19 — Q20 1Q21
Quarter 3
10
5
0 0/
12M 15M 18M 2I1M 24M 27M 30M 33M 36M 39M
(8)
3Q18 3Q19 3Q20 3Q21

(10)

@) vifezso

Quarter 2

10

° [0) 6M 9M 12M"15M 18M 2IM 24M 27M 30M 33M 36M 39M
®)
(10) 2Q18 2Q19  em— 2020 2Q21
Quarter 4

10

5

0

OM 3M 6M _9M 18M 2IM 24M 27M 30M 33M 36M 39M

()

4Q18 4Q19 4Q20 4Q21

(10)

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

Return to growth in 1H'21
underpinned the decision to
increase marketing spend including
investments in brand and TV spend.

2H21 investment into marketing
accelerated, including a national
brand campaign and an expansion
of performance marketing spend
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Income Statement

U.S. revenue
Direct
Indirect
International revenue
Direct
Indirect
Hardware
Total revenue

Cost of Revenue

Stock Based Compensation
Total cost of revenue
Gross Profit
Gross Margin %
Research and Development
User acquisition
Sales and marketing
General and administrative
Stock Based Compensation
Operating expenses

Statutory EBITDA
Depreciation and amortisation
EBIT
Net interest
Other income/expense
Income tax benefit/(provision)
Statutory Net Profit/(loss)
Non-GAAP Adjustments:
Stock Based Compensation
Transaction costs incurred for acquisitions
Loss on revaluation of FV instruments
Non-recurring adjustment*
Underlying EBITDA excl. non-GAAP adjustments
Underlying net profit/(loss) excl. non-GAAP adjustments
Diluted share count (period end)
Diluted share count (period avg)

CY20

51.1
20.2

7.4
2.0

80.7
(15.0)
(0.4)
(15.4)

80.9%
(34.)
(6.7)
(23.1)
9.7)
(7.7)
(81.3)

(16.0)
(0.6)
('Ib 6)

O O
(16 3)

8.1
0.0
0.9
(7.0)

7.3
50,035,408
49,346,050

CY21

77.2
22.6

9.3
25
1.0
112.6
(22.2)
(0.5)
(22.7)
89.9
79.8%
(43.5)
(7.7)
(39.5)
(19.8)
(11.4)
(121.3)

(31.4)
(0.9)
(32.3)

Q. 4)
(33. 6)

n.e
28
3.6

(13.1)

15.3
51,611,726
60,221,799

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

51%
12%

26%
25%

NM
40°°
48%
25%
47%
38%

(28)%
(6)%
(7%
(104)%
(48)%
(49)%

(96)%
(50)%
(95)%

NM
(106)%

47%
NM
NM
NM

(87)%
110)%

Commentary

e Direct revenue growth of 48% supported by 39% YoY
growth in Paying Circles to 1.2 million, 16% increase in
ARPPC supported by the success of the Membership
model and contribution of Jiobit's subscription
revenue from 1 September

e Indirect revenue growth of 13% underpinned by
growth in Data revenue

e Gross margin slightly down year-on-year due to
hardware costs as a result of Jiobit acquisition, and
higher technology costs

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

e Modest growth in user acquisition expenses reflects
shift from traditional performance marketing to new
channels including streaming TV.

e Higher sales and marketing expense due to
increased commissions and spend on new marketing
channels including TV

e General and administration expense increase
reflects scaling of headcount to support growth in
the business, insurance, facilities, public company
requirements and costs incurred for acquisitions.

e Increased EBITDA loss driven by growth investment
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Balance Sheet Commentary

Statutory Statutory e Cash and cash equivalents increased to $231.0
SM Deci2020 Saci202) million reflecting proceeds from the Tile capital
Cash and cash equivalents 56.4 231.0 -
. raising

Accounts receivable 9.0 1.8
Costs capitalised to obtain revenue contracts, net 3.4 1.3 e Accounts receivable increase of $2.8m relates to
Prepaid expenses and other current assets 10.0 10.9 timing of receipts from a channel partner
Inventory - 2.0
Total current assets 78.8 257.0 e Inventory of $2.0 million reflects the hardware
Property and equipment, net 0.8 0.6 associated with the Jiobit acquisition
Costs capitalised to obtain revenue contracts, net of current portion 0.6 0.3
Intangible assets, net - 8.0 e Intangible assets of $8.0m and goodwill of $31.6m
Goodwill 0.8 31.6 relate to the Jiobit acquisition
Right of use asset 2.6 1.6 . o L
Other non-current assets 27 4.0 e Contingent liability of $9.9m relates to the Jiobit
Total non-current assets 7.5 46.1 acquisition.
Total assets 86.3 3031 e Convertible note debt, current of $4.2m and non-
Accounts payable and accrued expenses 7.6 13.8 - X

. o current of $8.3 million relates to the Bryant Stibel
Contingent liability - 9.9
Convertible note debt, current . 4.2 investment round and convertible debt issued in
Defemes] FEvERE 1.9 13.9 relation to the Jiobit acquisition
Total current liabilities 19.5 41.8
Convertible note debt, non-current 0.0 8.3
Other non-current liabilities 23 2.6
Total non-current liabilities 23 10.9
Total liabilities 21.8 52.7
Common stock 0.1 0.1
Notes from aoffiliates (0.6) (0.6)
Additional paid-in capital 196.8 416.2
Accumulated deficit (131.8) (165.3)
Total equity 64.5 250.4
Total equity & liabilities 86.3 303.1
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Cash Flow Commentary

e Y20 Y21 e Net cash outflows from operating activities
S LA (o By e ) ©-3) (24.9) increased by $4.9m reflecting investment to grow the
User acquisition costs 6.7) 7.0) business

Statutory EBITDA (16.0) (31.4)

Stock-based compensation 81 o e Net cash outflows from investing activities are in
Deferred revenue 07 17 connection with the Jiobit acquisition

Costs capitalised to obtain contracts (5.2) (1.7) e Net cash inflows from financing activities reflect
Changes in other operating assets and liabilities (2.2) (1.9) proceeds from the capital raising associated with the
Other non cash items in EBITDA 73 9.2 Tile acquisition, cash received on issuance of
Net Cash Inflow / (Outflow) from Operating Activities (7.3) (12.2) convertible notes in relation to the Bryant Stibel
Purchases of capital assets and cash paid for acquisition, net (0.6) 0.1) inve.Stment round, slightly offset by exercise of
Cash paid for acquisition, net of cash acquired - (3.0) options

Cash advance on convertible note receivable in connection with an acquisition - (4.0)

Net Cash Inflow / (Outflow) from Investing Activities (0 X)) (7.1)

Net proceeds from the exercise of options and grant of stock awards, 04 0.2)

net of repurchase

Proceeds from borrowings 3.1 -

Payments on borrowings 3.1) (0.0)

Proceeds from capital raise in connection with an acquisition, net of transaction _ 1931

costs

Cash received in connection with issuance of convertible notes - 2.1

Net Cash Inflow / (Outflow) from Financing Activities

Net Cash Inflow / (Outflow) (7.5) 174.7
Cash at Beginning of Period 64.1 56.6
Cash at End of Period 56.6 231.3
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Outlook

* Due to potential implications under U.S. federal securities laws, we are not currently able to provide specific guidance for CY22

* After a strong CY21 performance we are confident in our ability to drive continued growth, in particular in our core Life360
subscription business

* We anticipate that we will return to providing guidance as soon as we can do so in ways that do not potentially raise US
securities law implications
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1. Operating Metrics (Core Life360)

CY19 H1 CY20 H1 CY21 H1

Monthly Active Users (millions)

U.s. 12.7 16.3 20.3 16.3 17.0 23.7
International 10.4 8.9 12.1 10.9 9.5 1.8
Total 23.1 25.2 32.3 27.2 26.5 35.5

Paying Circles (millions)

U.s. 0.55 0.67 0.82 0.65 0.72 1.01
International 0.16 0.17 0.19 0.18 0.17 0.23
Total 0.71 0.85 1.00 0.83 0.89 1.24

Direct ARPPC (US$ annualised)’
U.s. 64 74 84 67 76 88
International 42 44 44 43 42 46

Total ARPU (US$ annualised) "
U.Ss. 3.72 414 4.60 3.89 4.31 4.84
International 0.65 0.96 0.95 0.74 0.93 1.nm

Direct Revenue'
U.S. 16.1 24.4° 324 37.3 52.0° 77.2
International 3.1 3.8 4.0 6.8 7.4 9.3

Indirect Revenue
uU.s. 5.4 9.6 10.5 14.5 20.2 22.6
International 0.0 0.9 1.1 0.3 2.0 2.5

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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SILVER
MEMBERSHIP

$4.99/mo

Try 7 days free

Digital Safety

« Data Breach Alerts

Plus:
Location Safety
Driving Safety

2. Life360 Membership offering

Membership tiers

MOST POPULAR

GOLD
MEMBERSHIP

$9.99/mo

Try 7 days free

Digital Safety
« Data Breach Alerts
v |D Theft Protection

+ $25k Stolen Funds Reimbursement

Plus:

Location Safety
Driving Safety
Emergency Assistance

"
W

PLATINUM
MEMBERSHIP

$19.99/mo

Try 7 days free

Digital Safety

v Data Breach Alerts

+ |D Theft Protection

v $1M Stolen Funds Reimbursement
+ Credit Monitoring

Plus:

Location Safety
Driving Safety
Emergency Assistance
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