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This document dated 27 February 2020 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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Business and Strategy Overview
Chris Hulls, Co-Founder and CEO

Financial Overview
David Wiadrowski, Non-Executive Director

Outlook
Chris Hulls, Co-Founder and CEO

Q&A

Appendix
1. Operating metrics

2. Reconciliation of Original to Adjusted Prospectus forecasts

3. Drivers of ARPPC outperformance versus prospectus

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

Agenda 
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CY19 Key Operating and Financial Metrics 
Outperformance vs Prospectus expectations

MONTHLY ACTIVE USER BASE

(MAU)

AVERAGE REVENUE PER 

PAYING CIRCLE (ARPPC)

+6% (Statutory)+5% 

REVENUE AND ANNUALISED 

MONTHLY REVENUE $M

EBITDA

$M

+13% (US) +0.5% (Revenue)

* Underlying EBITDA excludes Stock Based Compensation.

59.0



STRONG REVENUE GROWTH SUPPORTED BY 

MONETISATION OF USER BASE ($M)

SCALABLE COST BASE WITH 

DISCRETIONARY INVESTMENT** ($M)

IMPROVING RATIO OF EXPENSES TO REVENUEEBITDA LOSSES REFLECT VARIABLE INVESTMENT 

IN R&D AND USER ACQUISITION *($M)

Strong CY19 financial performance
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Rapidly expanding 

revenue profile

Growth in Direct and Indirect revenue 

reflects monetisation of user base 

QUARTERLY REVENUE ($M)

10

• Direct revenue comprises subscription fees paid by Paying Circles for premium products
• Indirect revenue (excl. ADT) is revenue generated from the sale of third party products and services in partnership 

with companies such as Allstate, and anonymised insights into the data we collect from our User base
• ADT revenue reflects legacy licence revenue from co-branded ADT Go app
• Data series excludes ADT partnership revenue in 2016. December 2018 excludes revenue generated by the 

Allstate proof of concept trial



Record annual 
growth in 

Monthly Active 
Users  

MONTHLY ACTIVE USERS (MAU) (M)
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2019 QUARTERLY USER ACQUISITION SPEND ($M) 

VERSUS US MAU ADDITIONS (M)
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Efficient deployment 
of capital to paid user 
acquisition

 Record quarterly US MAU 
additions while user 
acquisition spending 
declined

 Disciplined capital 
deployment to positive 
Return on Investment 
(ROI) channels



Direct
Revenue

CY19 YoY growth

+78%

DIRECT REVENUE ($M)

DIRECT REVENUE AS A %

TOTAL LIFE360 REVENUE (CY19)

International
Direct

US Direct

Indirect
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PAYING CIRCLES (000s)

• 43% YoY growth in Paying Circles to 827K

• 90%+ of new subscriptions for Driver Protect 

in December 2019 

• ~10% YoY increase in CY19 ARPPC supported by 

accelerating growth in Driver Protect and higher 

proportion of monthly versus annual subscriptions

• New membership model expected to further benefit 

ARPPC

AVERAGE REVENUE PER PAYING CIRCLE (ARPPC) ($)
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Our already 

best-in-class 

retention continues 

to improve

Relative (% total) Absolute (000s)

US ORGANIC USER MONTHLY RETENTION PER COHORT

US DRIVER PROTECT SUBSCRIBERS MONTHLY RETENTION PER COHORT

Relative (% total) Absolute (000s)
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• Charts indicate how long users within a 

given cohort remain with Life360

• Our free users exhibit rare “negative 

churn” where more users return to the 

app than are lost

• Retention rate improvements are being 

maintained while simultaneously 

increasing the size of new cohorts



Indirect
Revenue

CY19 YoY growth

+105%

25%

INDIRECT REVENUE ($M)

INDIRECT REVENUE AS A %

TOTAL LIFE360 REVENUE (CY19)

International
Direct

US Direct

Indirect
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Lead generation          

CONTRIBUTION TO INDIRECT REVENUE (CY19)

• Auto insurance lead generation with Allstate 

formally launched in May

• Monthly contribution of $0.5 million of high 

margin revenue with significant upside

ADT Partnership

• ADT Go (white-labelled Life360) partnership in 

process of winding down

• CY19 revenues of $0.7m below prospectus 

forecasts of $2.7m

Data

• Continuing to scale with growth in MAU

• Customer recognition of the value of Life360’s 

expanded reach driving new partnerships

• Growth momentum expected to slow in 2020

Data

ADT

Allstate
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Rapidly growing ARPU 

profile

CY19 global ARPU increased 
26% YoY reflecting strong Direct 

and Indirect revenue growth

ARPU ($)
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Note : ARPU calculation excludes ADT revenue



2019
Subscription & Brand rollout

2020
Launch Membership Platform

2021
Business Expansion

Brand and
user growth

The Strategy Roadmap

Broadly defined audience
Test new marketing channels

Expand audience use cases
Leverage mass media channels

Data and privacy compliance

Free

DP Plus

Auto Lead Gen - Ad

Segment audiences
Integrate marketing channels

Free

Silver

Gold

A
u

to

Platinum

C
o

n
te

n
t

Membership

Free

Silver

Gold

A
u

to

Platinum

C
o

n
te

n
t

L
ife

H
o
m

e

Membership

Platform 
Innovation

R&D investment
Major product upgrade

Enhance core location 
functionality

Product 
expansion

Expand free feature set
Build out data science

International 
Growth

Build infrastructure Establish US parity Launch premium
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Financial Overview
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Commentary
● Direct revenue growth of 78% supported by 43% 

YoY growth in Paying Circles to 827k.  ~10% 

increase in ARPPC benefiting from transition to 

higher-priced Driver Protect and from annual to 

monthly subscriptions

● Indirect revenue growth of 105% supported by 

strong growth in Data revenue and the 

contribution from Allstate lead generation 

partnership. These offset faster than expected 

wind-down of the ADT partnership

● Higher Research and development expenses 

reflects investment in FTE growth

● Higher User acquisition costs reflects marketing 

investment to drive user growth

● Increased sales and marketing expenses reflects 

growth in Apple and Google sales commissions

● General and administrative costs stable reflecting 

disciplined overheads management 

● Technology expense increase reflects higher 

server and software costs

● EBITDA loss reflects investment in R&D and User 

acquisition to drive growth
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Income Statement

*Appendix 2 contains Reconciliation of Prospectus to Adjusted Prospectus forecasts 
** Stock Based Compensation



Commentary

● Increase in cash and cash equivalents 

reflects IPO proceeds

● No debt following debt repayment

● Net cash balance of $64.1m (including 

restricted cash)

Balance Sheet
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Commentary

● Net cash outflow from operating activities 

reflects investment in R&D and paid user 

acquisition

● Cash used in operating activities of $(30.5) 

million exceeded prospectus forecasts of 

$(24.6) milllion reflecting year-end prepayments 

of $6 million not included in the prospectus 

model.  Lower than forecast deferred revenue 

arising from the shift in the business from 

annual to monthly subscriptions was offset by 

non-cash expenses

● Net cash outflows from investing activities 

reflects minor investment in PPE

● Net cash inflow from financing activities reflects 

IPO proceeds and repayment of borrowings

● Sequential quarterly improvement in operating 

cash flow during 2019

Cash Flow
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1) EBITDA excl. UA and R&D shows shows the impact on EBITDA from the variable investment in User Acquisition and Research & Development

2019 quarterly cash flow $M



Outlook
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Outlook
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The 2020 calendar year is expected to be one of transition and transformation for Life360 with the launch of the 
new membership experience by the end of the first half.  The benefits through increased Average Revenue per 
Paying Circle are expected to begin to contribute in the second half.

For the 2020 year, Life360 expects to deliver:

 Monthly Active User base of at least 35 million, an annual increase of around 8 million or around 30%

 Revenue of at least US$90 million which reflects a year-on-year growth rate of more than 50%

 Underlying EBITDA loss (excluding non-cash Stock Based Compensation) below US$(20) million

 A step-up in Stock Based Compensation from the 2019 base of US$5.8 million, primarily reflecting the impact 
of the post-IPO capital structure on the fair value of new employee grants 

 Operating cash outflow below US$(20) million. 



Q&A
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Appendix
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1. Operating Metrics

(1) The number of International Paying Circles in CY16 is not available from our internal reporting systems
Note : ARPU calculation excludes ADT revenue
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2. Reconciliation of Original to Adjusted Prospectus forecasts

Note: 1) Customer support costs reallocated from General & Administrative, Research & Development costs reallocated from Technology, Sales and Marketing costs reallocated from General & Administrative. 
Other items reallocated to operating expenses 2) Costs have been adjusted to separately disclose Stock Based Compensation which was previously included in individual expense categories 37



3. Drivers of ARPPC 
outperformance versus 
prospectus

● Higher proportion of Driver Protect

● Higher proportion of monthly 
versus annual subscriptions

38

Monthly subscribers % total

Subscription tiers % total


