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Life360 Reports Record Q2 2026 Results

Record Second Quarter Global Net Additions of 185 thousand Paying Circles, Reaching 3.2 million Total
Monthly Active Users Reached Approximately 102.4 million with 4.6 million Net Additions
Total Revenue Grew 38% Year-Over-Year to $159.0 million
Annualized Monthly Revenue Increased 29% Year-Over-Year to $537.2 miflion
Record Q2 Advertising Revenue of $22.0 miflion.

SAN FRAMNCISCO, California. Life360, Inc. (Life360 or the Company) (NASDAQ: LIF, ASX: 360), the
provider of the market-leading family connection and safety mobile application, today announced unaudited
financial results for the second quarter (Q2'26) ended June 30, 2026.

Building on the momentum of prior quarters, the Company achieved record-breaking results with its highest-
ever Q2 Paying Circle net additions and record Total Revenue, driven by outstanding results in both
Subscription and Advertising Revenue, while Monthly Active Users (MAU) returned to the growth trajectory
the Company outlined last quarter.

"This quarter, Life360 crossed 100 million monthly active users—proof of the trust millions of families place
in us to stay connected, coordinated, and safe,” said Life360 Chief Executive Officer Lauren Antonoff.
"Disciplined execution drove strong Paying Circle growth and put MAU back on the growth trajectory we
outlined last quarter. With the Life360 Ads Platform integration largely complete, we're now focused on
building awareness and commercial momentum. In Q3, we're furthering our commitment to serve all life
stages—from pet parents to kids and aging adults—reinforcing our position as the platform that makes
everyday family life better.”

"Life360 delivered strong growth and financial performance in Q2'26," said Chief Financial Officer Russell
Burke. "Quarterly revenue grew 38% year-over-year to $159.0 million, and our Annualized Monthly Revenue
of $537.2 million was up 29% year-over-year on the back of strong subscription growth globally. Advertising
Revenue reached a record $22.0 million in the guarter as the Life360 Advertising Platform continues to gain
momentum post integration.”

"We ended Q2'26 with $467.7 million in cash, cash equivalents, restricted cash, and short-term investments,
and we generated operating cash flows of $23.8 million, up 79% year-over-year.”

"Looking ahead, we expect revenue growth acceleration into the back half of 2026. Continued strength in
our core subscription business and our advertising platform entering its strongest seasonal window will drive
Total Revenue growth. We will continue to invest in strategic initiatives including international expansion,
advertising platform scaling, our Al labs and product innovation, while remaining committed to balancing
growth investment with margin expansion."

Q2'26 Financial Highlights
+  Total Q2'26 revenue of $159.0 million, a YoY increase of 38%, with total subscription revenue of
$115.6 million, up 31% YoY and core subscription revenue' of $111.1 million, up 34% YoY.

+  Advertising revenue of $22.0 million, up 315% YoY.

*  Annualized Monthly Revenue (AMR) of $537.2 million, up 29% YoY.

+  Adjusted EBITDAZ of $31.1 million increased 53% from $20.3 million in Q2'25.
+  Positive Operating Cash Flow of $23.8 million, up 79% YoY.

»  Quarter-end cash, cash equivalents, restricted cash and short-term investments of $467.7 million, an
increase of $33.5 million from Q2'25.

Q226 Operating Highlights

+ Q2'26 global MAU quarterly net additions of 4.6 million lifted total MAU to approximately 102.4 million,
up 16% YaY.

MNote: The financial information in this announcement may net add or recalculate due to rounding. All references to § are to U.S. dollars.
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+  Q2'26 global Paying Circle quarterly net additions totaled 185 thousand. Total Paying Circles grew 27%
YoY to 3.2 million.

+ Average Revenue Per Paying Circle (ARPPC) increased 5% YoY primarily due to a shift in product mix
toward higher-priced offerings across select international markets throughout the second half of 2025,

Key Performance Indicators
(in millions, except ARPPC, ARPPS, ASP, and

percentages) Q2 2026 Q12026 Q22025 % QoQ % YoY

Core?

Monthly Active Users (MAU) - Global* 102.4 97.8 88.0 5% 16 %
u.s. 54.0 51.8 47.5 4 % 14 %
International 484 46.0 40.5 5% 20 %

UK, ANZ, CA 13.2 12.5 10.7 6 % 24 %
Other International 35.2 33.5 29.8 5% 18 %

Paying Circles - Global® 3.2 3.0 25 6 % 27 %
u.s. 25 21 1.8 6 % 25%
International 1.0 0.9 0.7 6 % 2%

UK, ANZ, CA 04 04 0.3 8% 34 %
Other International 0.6 0.5 04 6 % 31 %
Average Revenue per Paying Circle
(ARPPC)&" $ 14256 $ 143.03 $ 13542 —% 5 %

Life360 Consolidated

Subscriptions?® 37 35 3.1 5% 18 %
Average Revenue per Paying

Subscription (ARPPS)7# $ 12838 §% 12715 § 116.06 1% 1%
Net hardware units shipped*® 7 0.4 0.8 75 % (18)%
Average Selling Price (ASP)"12 $ 1470 % 11.88 § 14.81 24 % (1)%
Annualized Monthly Revenue (AMR) $ 5372 % 5179 § 4161 4% 29 %

+ Global MAU increased 16% YoY to approximately 102.4 million, with Q226 net additions of
4.6 million. U.S. MAU increased 14% YoY, with Q2'26 net adds of 2.2 million. United Kingdom
("UK"), Australia-New Zealand ("ANZ") and Canada ("CA") MAU increased 24% YoY, with Q2'26 net
adds of 0.7 million, while other international MAU increased 18% YoY and saw net adds of
1.7 million.

= Q226 global Paying Circle net additions of 185 thousand, bringing total Paying Circles to
approximately 3.2 million, up 27% YoY, driven by strong U.S. and international performance. U.S.
Paying Circles increased 25% YoY driven by improved conversion metrics. UK, ANZ, and CA
Paying Circles increased 34% YoY, with Q2'26 net adds of 27 thousand, while other international
Paying Circles increased 31% YoY and saw net adds of 30 thousand.

* Q226 global ARPPC increased 5% YoY. U.S. ARPPC increased 5% YoY, primarily due to a shift in
product mix toward higher-priced offerings. Q2'26 international ARPPC increased 14% YoY,
reflecting price increases across select international markets and a shift in product mix toward
higher-priced offerings.

* Q226 Net hardware units shipped decreased 18% YoY to approximately 0.7 million units, primarily
due to the strategic exit of our brick-and-mortar retail channel and a decrease in online retail sales.
The ASP of hardware units shipped slightly decreased 1% YoY.

+ June 2026 AMR increased 29% YoY, benefiting from continued subscriber growth as well as an
increase in other recurring revenue.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Operating Results

Revenue

(% millions)
Subscription revenue
U.S. subscription revenue

International subscription revenue

Hardware revenue
Advertising revenue'®
Other revenue

Total revenue

Three Months Ended June 30, Six Months Ended June 30,

2026 2025 2026 2025
(unaudited)

$ 1156 § 886 $ 2238 § 170.5
94.8 74.3 183.7 144.0

20.8 14.3 40.1 26.5

9.8 123 14.3 21.2

220 53 416 99

11.6 9.2 22.3 17.5

$ 159.0 $ 1154 $ 3021 § 219.0

= (Q2'26 total subscription revenue increased 31% YoY to $115.6 million, primarily driven by 27%

growth in Paying Circles and 5% uplift in ARPPC.

Q2'26 hardware revenue decreased 20% YoY to $9.8 million, primarily driven by an 18% decrease
in net hardware units shipped.

Q2'26 advertising revenue increased 315% YoY to $22.0 million, primarily driven by new advertising
offerings following the acquisition of Nativo.

Q2'26 other revenue increased 25% YoY to $11.6 million due to higher data revenue, primarily
attributable to increased data volumes resulting from user growth, as well as an increase in
partnership revenue, primarily driven by higher revenue share from existing partners.

Core Subscription Revenue

Core subscription revenue represents GAAP subscription revenue from the Life360 mobile
application and excludes subscription revenue from non-core offerings, including hardware-related
subscriptions, for the reported period. Core subscription revenue represents revenue derived from,
and the overall success of, our core product offering. Q2'26 core subscription revenue increased
34% YoY primarily driven by a 27% YoY increase in Paying Circles and a 5% higher ARPPC."*

Three Months Ended June 30, Six Months Ended June 30,

2026 2025 2026 2025
(% millions) (unaudited)
Subscription revenue 3 1156 $ 886 $ 2238 $ 170.5
Non-Core subscription revenue (4.5) (5.7) (9.2) (11.4)
Core subscription revenue’® $ 111§ 829 % 2146 $ 159.1

Gross Profit

Three Months Ended June 30, Six Months Ended June 30,

2026 2025 2026 2025
($ millions, except percentages) (unaudited)
Gross Profit 5 126.9 $ 90.5 5 2375 5 1741
Gross Margin 80 % 78 % 79 % 79 %
Gross Margin (Subscription Only) 87 % 85 % 87 % 86 %

Q2'26 gross margin increased to 80% from 78% in the prior year, primarily due to improved
subscription and hardware gross margins, which included receipt of tariff refund claims, and partially
offset by lower advertising gross margin driven by a shift in margin mix following the expansion of
our advertising platform through the Nativo acquisition.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Operating Expenses

Three Months Ended June 30, Six Months Ended June 30,
2026 2025 2026 2025

($ millions) (unaudited)
Research and development $ 474 % 323 % 867 § 62.7
Sales and marketing 52.3 38.9 109.3 74.2
General and administrative 27.2 17.4 496 33.0
Total operating expenses $ 1270 % 885 § 2456 § 169.9
Total operating expenses as % of
revenue 80 % 77 % 81 % 78 %

+ Q226 operating expenses increased 43% YoY, primarily reflecting higher personnel-related costs
due to Company growth and the acquisition of Nativo, as well as higher app store commissions
(commissions paid to our channel partners) in line with subscription revenue growth, partially offset
by a decrease in growth media spend. As a result, operating expenses as a percentage of revenue
increased to 80% from 77%.

* Q226 research and development costs increased 47% YoY, primarily driven by higher personnel-
related and technology costs due to Company growth and the acquisition of Nativo, as well as
workplace restructuring costs associated with the Company's transition to an Al-Native organization.

+ Q226 sales and marketing costs increased 35% YoY, primarily due to higher personnel costs and
intangible asset amortization from the Nativo acquisition, along with higher app store commissions
tied to subscription revenue growth, and partially offset by lower growth media costs due to the
planned timing of spend.

+  Q2'26 general and administrative expenses increased 57% YoY, primarily due to higher personnel-
related and technology costs attributable to Company growth, as well as warehouse relocation
costs related to the move of certain hardware manufacturing operations.

Cash Flow

Three Months Ended June 30, Six Months Ended June 30,

2026 2025 2026 2025

(& millions) (unaudited)
Net cash provided by operating activities $ 238 $ 133 § 410 § 254
Net cash used in investing activities (92.7) (27.8) (256.3) (32.1)
Net cash provided (used in) by financing
activities (14.2) 278.3 (10.8) 280.5
Net Increase (Decrease) in Cash, Cash
Equivalents, and Restricted Cash (83.1) 263.8 (226.1) 2738
Cash, Cash Equivalents, and Restricted
Cash at the End of the Period $ 269.8 § 4342 $ 2698 $ 434.2

+ During Q2'26, 314,762 treasury shares for $13.2 million were repurchased in accordance with the
approved multi-year $225.0 million share repurchase program. $211.8 million remained available
under the authorization., a decrease of $83.1 million from Q1'26, primarily due to purchases of
short-term investments and treasury stock repurchases, partially offset by net cash provided by
operating activities.

« Q226 operating cash flow was $23.8 million. This was offset by $92.7 million used in investing
activities primarily for purchases of short-term investments, and $14.2 million used in financing
activities, primarily due to treasury stock repurchases.

+ Q226 net cash provided by operating activities of $23.8 million was lower than Adjusted EBITDA of
$31.1 million primarily due to the timing of receipts and payables. See the Adjusted EBITDA section
below for the definition and reconciliation of Adjusted EBITDA.

+ (226 Cash, cash equivalents, and restricted cash decreased $164.4 million YoY. The decrease
was primarily driven by $214.1 million in purchases of short-term investments, $55.6 million of net
cash paid for the acquisition of Nativo, and $13.2 million of treasury stock purchases, partially offset
by the positive operating cash flows generated.

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Adjusted EBITDA

To supplement our consolidated financial statements prepared and presented in accordance with GAAP, we
use certain non-GAAP financial measures, as described below, to facilitate analysis of our financial and
business trends and for internal planning and forecasting purposes. For more information, see the
“Supplementary and Non-GAAP Financial Information” section below.

Non-GAAP financial measures include adjusted earnings before interest, taxes, depreciation and
amortization (Adjusted EBITDA) and Adjusted EBITDA Margin. Adjusted EBITDA is defined as net income,
excluding (i) gain (loss) on change in fair value of investments, (ii) benefit from income taxes, (iii)
depreciation and amortization, (iv) interest income, (v) other income (expense), net, (vi) acquisition-related
transaction and integration costs, (vii) stock-based compensation, (viii) channel restructuring costs, (ix)
workplace restructuring costs, and (x) warehouse relocation costs. These items are excluded from Adjusted
EBITDA because they are non-cash in nature, because the amount and timing of these items are
unpredictable, or because they are not driven by core results of operations and render comparisons with
prior periods and competitors less meaningful.

The following table presents a reconciliation of Net income, the most directly comparable GAAP measure, to
Adjusted EBITDA:

Three Months Ended June 30, Six Months Ended June 30,
2026 2025 2026 2025

(% thousands, except percentages)
Net income $ 5061 § 7006 $ 7.840 $ 11,384
Net income margin 3% 6 % 3% 5%
Add (deduct):
Gain (Loss) on change in fair value of
investments™® 877 (1,269) 4,727 (1,269)
Benefit from income taxes (3,977) (392) (15,661) (606)
Depreciation and amortization'” 5,633 3,069 11,055 5,931
Interest income (4,182) (2,545) (7,998) (4,329)
Other income (expense), net 2,164 (808) 2,957 (999)
Acquisition-related transaction and
integration costs'® 468 57 1,583 1,050
Stock-based compensation 22,821 15,229 39,076 25,118
Channel restructuring costs'® — —_ 1,779 —_
Workplace restructuring costs?? 1,655 —_ 1,655 —_
Warehouse relocation costs?! 593 — 1,199 —
Adjusted EBITDA $ 31,113 §% 20,347 $ 48212 $ 36,280
Adjusted EBITDA margin 20 % 18 % 16 % 17 %

+ Q226 delivered Adjusted EBITDA of $31.1 million, up 53% from $20.3 million in Q2'25, driven by
continued strong subscription and advertising revenue growth.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Earnings Guidance?®
For FY'26, Life360 expects to deliver:
*  MAU growth of 17% to 20%, weighted toward the second half of the year (unchanged);
+  Consolidated revenue of $650 million to $685 million (YoY growth of 33% to 40%), comprised of:

= Subscription revenue of $475 million to $480 million, increased from $470 million to $475
million;

+  Hardware revenue of $35 million to $45 million, reduced from $40 million to $50 million;
= Advertising revenue of $98 million to $115 million (unchanged);
= Qther revenue of $42 million to $45 million (unchanged);

+  Adjusted EBITDAZ of $130 million to $140 million (unchanged), which represents a margin of
approximately 20%.

Investor Conference Call

A conference call will be held today as follows:

US PDT: Monday 10 August 2026 at 3 p.m.
US EDT: Monday 10 August 2026 at 6 p.m.
AEDT: Tuesday 11 August 2026 at 8 a.m.

The call will be held as a Zoom audio webinar.

Participants wishing to ask a question should register and join via their browser here. Participants joining
via telephone will be in listen only mode.

Dial in details

U.S.: +1 669 900 6833
Australia: +61 2 8015 6011
Other countries: details
Meeting ID: 924 0989 6308

A replay will be available after the call at https.//investors.life360.com.

Authorization

Lauren Antonoff, Director and Chief Executive Officer of Life360, authorized this announcement being given
to ASX.

About Life360

Life360, a family connection and safety company, keeps people close to the ones they love, The category-
leading mobile app and hardware tracking devices empower members to stay connected to the people,
pets, and things they care about most, with a range of services, including location sharing, safe driver
reports, and crash detection with emergency dispatch. As a remote-first company based in the San
Francisco Bay Area, Life360 serves approximately 102.4 million monthly active users (MAU), as of June 30,
2026, across more than 180 countries. Life360 delivers peace of mind and enhances everyday family life in
all the moments that matter, big and small. For more information, please visit life360.com.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Contacts

For U.S. investor inquiries: For U.S. media inquiries:
Raymond (RJ) Jones Lynnette Bruno
riones@life360.com press@life360.com

For Australian investor inquiries: For Australian media inquiries:
Jolanta Masojada, +61 417 261 367 Giles Rafferty, +61 481 467 903
jmasojada@life360.com grafferty@firstadvisers.com.au

Forward-looking statements

This announcement and the accompanying presentation and conference call contain forward-looking statements within the meaning of
the Private Securities Litigation Reform Act of 1995. Life360 intends such forward-looking statements to be covered by the safe harbor
provisions for forward-looking statements contained in Section 21E of the Securities Exchange Act of 1934, as amended. These
forward-looking statements regarding Life360's intentions, objectives, plans, expectations, assumptions and beliefs about future
events, including Life360's expectations with respect to the financial and operating performance of its business, including subscription
revenue, hardware revenue, other revenue and consolidated revenue, ability to create new revenue streams, and margin expansion;
the resiliency of Life360's core subscription business; the ability of Life360 to adapt to and mitigate the impact of macroeconomic
considerations including tariffs and trade barriers; its ability to deliver contextually relevant advertisements that enhance the user
experience by leveraging its extensive first-party location data; Adjusted EBITDA, and operating cash flow; expectations regarding
MAU and other member metrics; its capital position; future growth and market opportunities; plans fo launch new features and
products; the impact of price increases and expansion of product offerings in the UK, Australia, and New Zealand on fulure results of
operations; its expectations of growth in its data business; its expectation of a new enterprise revenue stream and enhanced location
capabilities of its hardware devices, its focus on developing a GPS lineup, built on Jiobit technology, the timing of new devices, and the
potential for the next generation of hardware to drive a new wave of subscription growth; as well as Life360's expectations of any
changes to the information disclosed herein. The words “anticipate”, “believe”, "expect’, “project”, “predict”, “will", “forecast”, "estimate”,
“likely”, “intend”, “outlook”, "should”, "could”, *may”, "target”, "plan” and other similar expressions can generally be used to identify
forward-looking statements. Indications of, and guidance or outlook on, future earnings or financial position or performance are also
forward-looking statements. Investors and prospective investors are caulioned not to place undue reliance on these forward-looking
statements as they involve inherent risk and uncertainty (both general and specific) and should note that they are provided as a general
guide only and should not be relied on as an indication or guarantee of future performance. There is a risk that such predictions,
forecasts, projections and other forward-looking statements will not be achieved. Subject to any continuing obligations under applicable
law, Life360 does not undertake any obligation to publicly release the result of any revisions to these forward-looking statements to
reflect events or circumstances after the date of this announcement, 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 statements are based.

Although Life360 believes that the expectations reflected in the forward-looking statements and the assumptions upon which they are
based are reasonable, Life360 can give no assurance that such expectations and assumptions will prove to be correct and, actual
results may vary in a materially positive or negative manner. Forward-looking statements are subject to known and unknown risks,
uncertainty, assumptions and contingencies, many of which are outside Life360's control, and are based on estimates and assumptions
that are subject to change and may cause actual results, performance or achievements to differ materially from those expressed or
implied by such statemenis. Factors that could cause actual results to differ materially from those in the forward-looking statements
include risks related to the preliminary nature of financial results, risks related to Life360's business, market risks, Life360's need for
additional capital, and the risk that Life360's products and services may not perform as expected, as described in greater detail under
the heading “Risk Factors” in Life360's ASX and SEC filings, including, but not limited to, its Annual Report on Form 10-K and Quarterly
Reports on Form 10-Q. To the maximum extent permitted by law, responsibility for the accuracy or completeness of any forward-
looking statements whether as a result of new information, future events or results or otherwise is disclaimed. This announcement
should not be relied upon as a recommendation or forecast by Lifed60. Past performance information in this document is given for
illustrative purposes only and is not necessarily a guide to future performance and no representation or warranty is made by any
person as to the likelihood of achievement or reasonableness of any forward-looking statements, forecast financial information, future
share price performance or any underlying assumptions. 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
Life360.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Condensed Consolidated Statements of Operations and Comprehensive Income
(Dollars in U.S. §, in thousands, except share and per share data)

Subscription revenue
Hardware revenue
Advertising revenue
Other revenue
Total revenue
Cost of subscription revenue
Cost of hardware revenue
Cost of advertising revenue
Cost of other revenue
Total cost of revenue
Gross profit
Operating expenses:
Research and development
Sales and marketing
General and administrative
Total operating expenses
Income (loss) from operations
Other income (expense):

Gain (loss) on change in fair value of
investments

Interest income

Other income (expense), net
Total other income, net
Income (loss) before income taxes
Benefit from income taxes
Net income
Net income per share, basic
Net income per share, diluted

Weighted-average shares used in
computing net income per share, basic

Weighted-average shares used in
computing net income per share, diluted

Comprehensive income
Net income

Change in foreign currency translation
adjustment

Unrealized gain (loss) on available-for-
sale securities, net of tax

Total comprehensive income

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.

(unaudited)

Three Months Ended June 30,

Six Months Ended June 30,

2026 2025 2026 2025
$ 115636 $ 88582 $ 223830 $ 170,456
9,806 12,266 14,332 21,173
21,966 5,287 41,627 9,871
11,551 9,246 22,293 17,505
158,959 115,381 302,082 219,005
15,260 13,049 29,764 23,190
5,561 10,194 14,185 18,791
9,496 515 17,431 777
1,740 1,122 3,237 2,197
32,057 24,880 64,617 44,955
126,902 90,501 237,465 174,050
47,398 32,258 86,670 62,661
52,313 38,873 109,337 74,181
27,248 17,378 49,593 33,027
126,959 88,509 245,600 169,869
(57) 1,992 (8,135) 4,181
(877) 1,269 (4,727) 1,269
4,182 2,545 7,998 4,329
(2.164) 808 (2,957) 999
1,141 4,622 314 6,597
1,084 6,614 (7.821) 10,778
(3,977) (392) (15,661) (606)
$ 5061 § 7,006 7,840 11,384
$ 0.06 % 009 $ 0.10 $ 0.15
$ 0.06 § 008 $ 0.09 $ 0.14
81,002,338 76,797,385 80,577,105 76,254,119
85,594,461 84476048 85774919 83980695
$ 5061 §$ 7,006 7,840 11,384
(46) (101) (76) (100)
(116) = (59) =
$ 4,899 § 6,905 $ 7,705 § 11,284
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Condensed Consolidated Balance Sheets
(Dollars in U.S. $, in thousands)
(unaudited)

Assets
Current Assets:
Cash and cash equivalents
Restricted cash, current
Short-term investments
Accounts receivable, net
Inventory
Costs capitalized to obtain contracts, net
Prepaid expenses and other current assets
Total current assets
Restricted cash, noncurrent
Property and equipment, net
Costs capitalized to obtain contracts, noncurrent
Prepaid expenses and other assets, noncurrent
Operating lease right-of-use asset
Intangible assets, net
Goodwill
Deferred tax assets, net
Total Assets
Liabilities and Stockholders’ Equity
Current Liabilities:
Accounts payable
Accrued expenses and other current liabilities
Deferred revenue, current
Total current liabilities
Convertible notes, net, noncurrent
Deferred revenue, noncurrent
Other liabilities, noncurrent
Total Liabilities
Stockholders’ Equity
Common stock
Additional paid-in capital
Accumulated deficit
Accumulated other comprehensive income (loss)
Treasury stock, at cost
Total stockholders’ equity
Total Liabilities and Stockholders’ Equity

June 30, December 31,
2026 2025
267,061 $ 494,261
1,001 —
197,923 —
98,553 80,715
14,709 9,867
1,148 1,211
19,102 20,050
599,497 606,104
1,690 1,567
2,735 3,019
827 869
46,435 48,480
155 335
77,481 38,277
173,609 134,619
149,490 126,418
1,051,919 $ 950,688
15545 § 8,411
43,261 42,002
48,230 46,377
107,036 96,790
311,475 310,386
3314 4,330
16,663 —_
438,488 $ 411,506
82 9
757,687 686,921
(131,026) (138,866)
(87) 48
(13,225) =
613,431 548,182
1,051,919 $ 950,688

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Condensed Consolidated Statements of Cash Flows
(Dollars in U.S. §, in thousands)

(unaudited)
Six Months Ended June 30,
2026 2025
Cash Flows from Operating Activities:
Net income $ 7840 § 11,384
Adjustments to reconcile net income to net cash provided by operating
activities:
Depreciation and amortization 11,055 5,931
Amortization of costs capitalized to obtain contracts 714 594
Amortization of operating lease right-of-use asset 181 171
Stock-based compensation expense, net of amounts capitalized 39,076 25,118
Non-cash interest expense, net 1.437 181
Loss (gain) on change in fair value of investments 4727 (1,269)
Non-cash revenue from investments (538) (636)
Deferred income taxes (16,395) —
Accretion of discount on short-term investments (1,082) —
Loss on tariff refund monetization 1,329 —
Provision for credit losses 20 350
Changes in operating assets and liabilities, net of acquisition:
Accounts receivable, net 13,170 (1,206)
Prepaid expenses and other assets 1,266 (5,456)
Inventory (4,842) (1,616)
Costs capitalized to obtain contracts, net (608) (642)
Accounts payable (12,281) (2,585)
Accrued expenses and other current liabilities (5,364) (7,520)
Deferred revenue 1,314 2,778
Other liabilities, noncurrent — (194)
Net cash provided by operating activities 41,019 25,383
Cash Flows from Investing Activities:
Cash paid for acquisitions, net of cash acquired (55,590) (2,825)
Internally developed software (2,548) (3,498)
Purchase of property and equipment - (766)
Purchase of short-term investments (214,078) -
Proceeds from maturities of short-term investments 16,895 —
Purchase of other strategic investments (1,000) e
Convertible note investment — (25,000)
Net cash used in investing activities (256,321) (32,089)
Cash Flows from Financing Activities:
Indemnity escrow payment in connection with the acquisition of Fantix,
Inc. (675) ==
Proceeds from monetization of tariff refund claims 2,256 —_
Remittance of tariff refund claims (1,929) —_
Proceeds related to tax withholdings on restricted stock settlements
and the exercise of stock options and warrants 27,216 29,570
Taxes paid related to net settlement of equity awards (24,417) (25,767)
Purchase of treasury stock (13,225) =
Proceeds from issuance of convertible senior notes — 320,000
Payments of debt issuance costs — (9,600)
Purchase of capped calls — (33,728)
Net cash provided by (used in) financing activities (10,774) 280,475

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Net Increase (Decrease) in Cash, Cash Equivalents, and Restricted
Cash (226,076)

273,769

Cash, Cash Equivalents, and Restricted Cash at the Beginning of the
Period 495,828

160,459

Cash, Cash Equivalents, and Restricted Cash at the End of the Period $ 269,752 $

434,228

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Supplementary and Non-GAAP Financial Information

We report our financial results in accordance with GAAP, however, management believes that certain non-
GAAP financial measures, such as Adjusted EBITDA, and the other measures presented in the tables below
provide useful information to investors and others in understanding and evaluating our results of operations,
as well as providing useful measures for period-to-period comparisons of our business performance.
Moreover, we have included non-GAAP financial measures in this media release because they are key
measurements used by our management team internally to make operating decisions, including those
related to operating expenses, evaluate performance, and perform strategic planning and annual budgeting.

Our non-GAAP financial measures are presented for supplemental informational purposes only, may not be
comparable to similarly titled measures used by other companies and should not be used as substitutes for
analysis of, or superior to, our operating results as reported under GAAP. Additionally, we do not consider
our non-GAAP financial measures as superior to, or a substitute for, the equivalent measures calculated
and presented in accordance with GAAP. As such, you should consider these non-GAAP financial measures
in addition to other financial performance measures presented in accordance with GAAP, including various
cash flow metrics, net income, and our other GAAP results.

Non-GAAP cost of revenue is presented to understand margin economically and non-GAAP operating
expenses are presented to understand operating efficiency. Non-GAAP cost of revenue and Non-GAAP
operating expenses present direct and indirect expenses adjusted for non-cash expenses, such as stock-
based compensation, depreciation and amortization, and non-recurring expenses, such as workplace
restructuring costs, warehouse relocation costs, channel restructuring costs, and acquisition-related
transaction and integration costs. A reconciliation of GAAP financial information to Non-GAAP financial
information for cost of revenue and operating expenses has been provided as supplementary information
below.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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GAAP Cost of Revenue to Non-GAAP Cost of Revenue Reconciliation®?

(in millions)

Cost of subscription revenue, GAAP

Less: Depreciation and amortization, GAAP
Less: Stock-based compensation, GAAP
Total cost of subscription revenue, Non-GAAP

Cost of hardware revenue, GAAP

Less: Depreciation and amortization, GAAP
Less: Stock-based compensation, GAAP
Less: Other, GAAP

Total cost of hardware revenue, Non-GAAP

Cost of advertising revenue, GAAP

Less: Depreciation and amortization, GAAP
Less: Stock-based compensation, GAAP
Total cost of advertising revenue, Non-GAAP

Cost of other revenue, GAAP
Less: Depreciation and amortization, GAAP
Total cost of other revenue, Non-GAAP

Cost of revenue, GAAP

Less: Depreciation and amortization, GAAP
Less: Stock-based compensation, GAAP
Less: Other, GAAP

Total cost of revenue, Non-GAAP

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.

Three Months Ended June 30, Ended June 30,
2026 2025 2026

153 $ 130 $ 298 § 23.2
(1.2) (0.9) (2.1) (1.8)
(0.6) (0.7) (1.0) (0.9)
135 § 115 § 267 § 20.7
56 § 102 § 142 § 18.8
(1.1) (1.0) (2.1) (1.9)
(0.3) (0.4) (0.6) (0.7)
— — 0.2 —
42 $ 88 § 1.7 :$ 16.2
95 § 05 $ 174 § 0.8
(0.5) (0.2) (1.1) (0.2)
(0.1) - (0.3) —
88 % 03 § 161 § 0.6
1.7 $ 11 % 32 § 2.2
— — (0.1) —
1.7 % 11 5 32 5 22
329 5 249 $ 646 § 45.0
(2.8) (2.0) (5.4) (3.8)
(1.0) (1.2) (1.9) (1.8)
= = 0.2 =
282 § 217 § 575 § 39.6
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GAAP Operating expenses to Non-GAAP Operating Expenses Reconciliation®3

Three Months Ended June 30,

Six Months Ended June 30,

2026 2025 2026 2025
(in millions)
Research and development expense, GAAP $ 474 $ 3230 % 86.7 $ 62.7
Less: Stock-based compensation, GAAP (9.7) (7.8) (17.5) (13.5)
Less: Other, GAAP (2.0) — (2.1) (0.7)
Total Research and development, Non-GAAP 3 358 § 245 % 671 % 48.5
Sales and marketing expense, GAAP $ 523 % 389 % 1093 § 74.2
Less: Depreciation and amortization, GAAP (2.8) (1.1} (5.6) (2.1)
Less: Stock-based compensation, GAAP (3.4) (2.0) (5.4) (3.4)
Less: Other, GAAP —_ _ (1.0) —_
Total Sales and marketing expense, Non-GAAP 3§ 461 $ 358 § 973 § 68.7
General and administrative expense, GAAP $ 272 % 174 $ 496 % 33.0
Less: Stock-based compensation, GAAP (8.8) (4.2) (14.3) (6.7)
Less: Other, GAAP (0.8) (0.1) (1.8) (0.3)
Total General and administrative expense, Non-
GAAP 177 § 131 % 335 § 26.0
Total Operating expenses, GAAP $ 1270 $ 885 §$ 2456 $ 169.9
Less: Depreciation and amortization, GAAP (2.8) (1.1) (5.6) (2.1)
Less: Stock-based compensation, GAAP (21.8) (14.1) (37.2) (23.6)
Less: Other, GAAP 2.7) (0.1) (4.9) (1.0)
Total Operating expenses, Non-GAAP 3 996 $ 733 % 1979 § 143.1

Note: The financial infarmation in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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Footnotes

"

12

13

14

15

19
20

21

22

23

Core subscription revenue is defined as subscription revenue derived from the Life360 mobile application and excludes
non-core subscription revenue which relates to other hardware related subscription offerings. For more information,
including the use of this measure, refer to the “Core subscription revenue" section.

Adjusted EBITDA is a Non-GAAP measure. For more information, including the definition of Adjusted EBITDA, the use of
this non-GAAP measure, as well as a reconciliation of Net Income to Adjusted EBITDA, refer to the “Adjusted EBITDA"
and “Supplementary and Non-GAAP Financial Information” sections.

Core metrics relate solely to the Life360 maobile application.

MAU is defined as a unique member who engages with our Life360 branded services each month, which includes both
paying and non-paying members, and excludes certain members who have a delayed account setup.

A Pagiﬂdg Circle is defined as a group of Life360 members with a paying subscription that has been billed as of the end of
a period,

ARPPC is defined as annualized subscription revenue recognized and derived from the Life360 mobile application,
excluding certain revenue adjustments related to bundled Life360 subscription and hardware offerings, for the reported
period divided by the Average Paying Circles during the same period.

Excludes revenue related to bundled Life360 subscription and hardware offerings, which was immaterial for the three
and six months ended June 30, 2026, and $(0.3) million and ${0.7} million for the three and six months ended
June 30, 2025

Subscriptions are defined as the number of paying subscribers associated with the Life360 and Tile brands who have
been billed as of the end of the period

ARPPS is defined as annualized total subscription revenue recognized and derived from Life360 and Tile subscriptions,
excluding certain revenue adjustments related to bundled Life360 subscription and hardware offerings, for the reported
period divided by the average number of paying subscribers during the same period.

Net hardware units shipped represent the number of hardware tracking devices sold during the period, excluding
hardware units related to bundled Life360 subscription and hardware offerings, net of returns by our retail partners and
direct consumers.

Excludes revenue related to bundled Life360 subscription and hardware offerings, which was $0.1 million for the
hhrea ggdz?g; g‘nonths ended June 30, 2026, and $0.3 million and $0.6 million for the three and six months ended
une 30,

To determine the net ASP of a unit, we divide hardware revenue recognized, excluding revenue related to bundled
Life360 subscription and hardware offerings, for the reported period by the number of net hardware units shipped during
the same period.

Advertising revenue was $7.3 million and $13.9 million for the three months ended September 30, 2025, and December
31, 2025, respectively.

Refer to the 'Key Performance Indicators' section for additional information regarding the impact of bundled offerings on
KPI calculations for the periods presented

Beginning with the second quarter of 2024, the definition of Core subscription revenue was updated and calculated in
accordance with GAAP.

Relates to the changes in fair value of the Convertible Note Investment. Refer to the Q2 2026 10-Q for the definition and
additional information on the Convertible Note Investment.

Includes depreciation on fixed assets and amortization of intangible assets.

Relates to costs incurred in connection with the acquisition of Nativo, Inc. and the asset acquisition of Fantix, Inc.,
including one-time bonus payments.

Relates to non-recurring costs incurred in connection with the strategic exit of the brick-and-mortar retail channel.

Relates to non-recurring workplace restructuring costs incurred in connection with the Company's transition to an Al-
native organization.

Relates to non-recurring warehouse relocation costs associated with the move of certain hardware manufacturing
operations.

With respect to forward looking non-GAAP guidance, we are not able to reconcile the forward-looking non-GAAP Adjusted
EBITDA measure 1o the closest corresponding GAAP measure without unreasonable efforts because we are unable to
predict the ultimate outcome of certain significant items, which are fluid and unpredictable in nature. In addition, the
Company believes such a reconciliation would imply a degree of precision that may be confusing or misleading to
investors. These items include, but are not limited to, litigation costs and fair value adjustments. These iterns may be
material to our results calculated in accordance with GAAP.

For the definitions of Non-GAAP cost of revenue and Non-GAAP operating expenses, refer to the "Supplementary and
Non-GAAP Financial Information” section.

MNote: The financial information in this announcement may not add or recalculate due to rounding. All references to § are to U.S. dollars.
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LAUREN ANTONOFF, CHIEF EXECUTIVE OFFICER

Dear Shareholders,

This quarter, we crossed a major milestone: 100 million monthly active users (MAU), reflecting the connection and safety
families count on us for, and the trust households around the world have placed in us. This trust is a valuable asset—one that
positions us for the next wave of growth. Our vision is ambitious: to make Life360 essential to everyday family life around the
world, across every life stage. This milestone is proof that we're on the right path.

And we're just getting started. Life360 first found product-market fit with U.S. families raising driving-age kids—that's the
group we've spent years getting to know, and it shows in features like Place Alerts and Drive Reports, built to give parents
peace of mind the moment a teen leaves school or gets behind the wheel. Today, that group represents only about a third of
the members who engage with us every month. We have tremendous engagement from circles who don't look like that at all—
multi-generational households, a single guy with his dog—people who already find enough value to use our free product.
Internationally, we see similar green shoots—orgenic adoption in regions ahead of targeted product tailoring or marketing
efforts. Every time we ship something new for one of these groups, like PetGPS for pet parents, Live Progress to address safety
needs in LATAM, or Meorning Check-in to foster multi-generational connection—we're not just adding o feature. We're
improving our relevance and engagement with more of these households. This is @ market without a natural ceiling. We're
building on a proven foundation to reach every kind of family, wherever they live.

To realize this ambition, our operational focus continues to be growing our user base because MAU powers both our
subscription and advertising revenue streams. Q2 results show that MAU is back on the glidepath and continuing to fuel
strong growth in our revenue lines, with net adds of 185,000 Paying Circles—a record for a second quarter—bringing our total
ta 3.2 million subscribers. Total revenue grew 38% year over year to $1569.0 million. Advertising represents $22.0 million of our
revenue this quarter, reflecting continued progress in scaling our full-funnel advertising platform. Adjusted EBITDA is healthy
and benefited in large part from our decisions to concentrate marketing in Q1 and Q3 this year.

Paying Circles by Geography (000s)

+34%
Yo\f

Gl Q2 03 Q4 Q1 Q2 Q3 Q4 41 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 G2 Q3
20 20 20 20 21 21 A2 A 22 22 22 22 23 23 23 23 24 24 24

Q4 Q1 Q2
25 26 26

mUS.  minternational Triple Tier Other International

Looking at MAU growth, we added 4.6 million active members, reaching 102.4 million MAU. International MAU grew 20% year
over year and the U.S. grew 14%. Despite the slow start, International regions added 2.4 million net adds, outperforming Q2 last
year. Once we cleared the technical challenges we outlined last quarter, we saw a return to growth and began layering back in
marketing investment. Qur Q1 brand marketing helped set the foundation for this growth, driving 20%+ gains in unaided
awareness. The signals we pointed to in Ql—search demand, penetration in our strongest states, and strength in higher-end
device populations—delivered as expected.
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LAUREN ANTONOFF, CHIEF EXECUTIVE OFFICER

Internationally, much of our recent focus has been on LATAM and Germany,
where we're deploying new go-to-market strategies and seeing early traction.
We launched our first sustained investments in these regions toward the end of
Q2. As a reminder, we are taking a "win local” strategy to start in these
markets, investing in a select set of metro areas that we believe can elevate
growth nationally through word-of-mouth.

This investment is concentrated in channels like PR, influencers and video on
platforms like YouTube and paid social, which we believe will deliver the
awareness and consideration we need for long-term growth. The strategy paid
off as Brazil's unaided awareness rose from 9% to 14%, and Mexico's rose from
10% to 16%. We recently started our first local campaign in Germany, and we're
seeing encouraging signals. Both Brazil and Mexico have around 3%
penetration, where we've historically seen growth rates accelerate. And we are
pursuing partnerships to accelerate distribution in these markets. For example,
we've launched a new partnership with AT&T Mexico, where they are offering
Life360 Gold to their large subscriber base. This collaboration is actively
featured in their Back to School campaign, running across television, radio,
cinema, retail, out-of-home, digital, and influencers.

Bringing new members in is only half the equation. Keeping them requires the same product-market fit we've already earned
in established markets. As we broaden into the rest of the world, we are actively investing to understand and address the
distinct needs of International members, so we can build the same level of product-market fit that we've earned in more
established markets. This starts with the basics working well—so we're tuning core app performance across the range of
devices members use in these markets. We have made gains in Android performance on lower end devices, and added
support for Google sign-in, which makes signup and login faster and easier, and is driving a noticeable increase in successful
new user conversion. Beyond the basics, we're adding capabilities that reflect local needs. We recently launched an
experience for safety conscious markets like Brazil and Mexico that shows real-time updates on a phone's lock screen that
makes it easy for families to see how their loved ones are progressing in their journey. Early signals show strong engagement.

N
Life360 is an invaluable utility in everyday family life, but our emotional [ il )
resonance is bolstered by the delight members experience in the app. In SofFi Stadium

Q2, we tapped into a powerful cultural moment in the World Cup, and
brought some beloved Disney IP into the app. To thrill soccer fans
worldwide, we created thematic Quick Notes (from “Red Cards” to
“Goall” reactions), spawning over 150 million interactions between

friends and families across more than 180 markets.

Qur map also featured unique and compelling visualizations of the s ife360 has officially |
venues used in the tournament. Around the same time, we launched our its FIFA era® @
first content collaboration with Disney, bringing limited-time Toy Story 5 -
Quick Notes featuring Woody, Buzz, and Jessie into the app, aligned to
the film’s blockbuster release. Members sent more than 30 million of
these Quick Notes, with Buzz the narrow favorite. We have since
followed this app integration by launching a unique set of limited-
edition Mickey and Minnie Mouse Tile devices. Partnerships like this do
more than delight members, they reinforce the trust families place in us.

While this quarter did not feature a major brand marketing campaign,
MAU growth benefitted from both strong registration as a result of
conversion funnel efficiencies, and retention driven by increased
engagement with high value features.
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LAUREN ANTONOFF, CHIEF EXECUTIVE OFFICER

Turning to our paid offerings, our proprietary Al-powered monetization engine continues to deliver exceptional performance by
using first party data to deliver the right messages to the right member at the right time. Two wins drove increases in annualized
revenue: targeting members with external billing on iOS and identifying members most likely to convert directly to Platinum rather
than Gold.

Consistent with recent quarters, Q2 Paying Circles deepened paid penetration within our user base, reflecting the extraordinary
potential in our growing base of highly engaged members. Paying Circles grew 27% to 3.2 million—breaking Q2 records with
185,000 net additions. U.S. Paying Circles grew 25% year over year, driven by improved conversion. Internationally, the UK,
Australia, and Canada Paying Circles grew 34% year over year, while other international Paying Circles grew 31% year over year,
Year over year, U.S. ARPPC grew 5% and international ARPPC grew 14%, the latter benefiting from the flowthrough of price
increases in select markets. International ARPPC remains meaningfully below U.S. levels, representing a multi-year runway as those
markets advance along the adoption curve.

Looking forward, we are continuing to tune our subscription lineup as we relaunch Pets. In preparation for that launch, we recently
raised subscription prices for new subscribers in the U.S. Silver moved from $7.99 to $92.99 monthly and from $79.99 to $99.99
annually, and Gold moved from $14.99 to $16.99 monthly. This is the first U.S. price change for our monthly subscribers since 2022, a
period in which we've added meaningful value to our tiers while inflation rose over 10%. Even with the increase, Gold sits below the
inflation-adjusted equivalent of its original price.

As part of our update to our subscription tiers and pricing, we are also refining how we sell L o=
PetGPS. We believe these changes will strengthen engagement and, consequently, long x

term monetization. First, we will bundle an annual subscription with the initial Pet GPS
purchase, which we have seen has a positive effect on the subscription attach rate. At the
same time, we are lowering the total cost of ownership by bundling in the Silver tier, which
we believe will lead to higher revenue growth as Pet GPS membership compounds.

We continue to believe that pets are one of the largest, most underserved categories that
tightly aligns with our mission and the role we play in everyday family life. Across the
markets where we've launched PetGPS, there are roughly 200 million pets, and pet parents
spend more than $200 billion a year on them. Our own research provides added color.

QOur Global Pet Parenthood Report, published in May, found that 86% of single and double prei-ronu
income pet parents without children consider their pet to be like a child. Pets are very much R weras st
part of the family, and serving pet parents broadens our addressable market, while ;

enriching the value we deliver for a significant share of our existing membership base.

Consistent with our existing family features, our value for pet parents starts for free. Our Pet
Finder Network, with recovery-focused features, has no real substitute in the market, and
now has 8 million pet profiles and growing.

As we go to market with Pet GPS, we will also be introducing new everyday value that helps members keep their pets
well cared for, with increasing value when those features are tied to a Pet GPS. The shared care and shared history inside
a family Circle can't be replicated by a single-purpose tracker or a neighborhood app. With a suite of pet-oriented
experiences and devices, we are expanding our relevance to more families in more life stages, focusing on adoption and
engagement, with revenue building as the flywheel gets going.

Pets was our first major expansion from the nuclear family. The trust we've earned is what opens the door to serve
families in new life stages. While still early with pets, we're already laying the foundation for further expansions. In Q1,
we introduced Temporary Location Sharing, providing a key building block to enable a wide range of scenarios, from
caregivers to active members of the family who want to coordinate with friends and travel companions. We're now
introducing another building block with Apple Watch, giving every member of the family a path to the map, whether or
not they carry a smartphone—a great alternative for parents delaying smartphones for elementary and middle school
kids, navigating phone bans on campus, or looking for a way to stay connected with aging parents. Our app for Apple
Watch is in beta now, and we expect to launch more broadly by the end of Q3. It's another sign of where we're headed:
a platform that reaches every member of the family, on whatever device fits their life—and Apple Watch is just the first
of several form factors we see fitting into that vision, including devices built specifically with aging parents in mind.
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LAUREN ANTONOFF, CHIEF EXECUTIVE OFFICER

[
@ V= Meanwhile, we're continuing to enrich our understanding of needs around aging parents
s o = and developing our longer term plans to better serve this life stage.

— In @2, we introduced Morning Check-In, a daily moment of reassurance for loved ones who

oy live apart, couples, aging parents, and close friends, with a one-tap good morning when
o “ someone starts their day or a gentle nudge when their morning hasn't begun as usual.
= reisnii This paves the way for premium services for families caring for aging parents.

Turning to our advertising business, we've now integrated our new tech and teams, and the resulting combination is gaining
traction and showing meaningful results for customers leveraging these full stack capabilities. With more than 100 million
monthly active users worldwide and 3 million Paying Circles, the vast majority of our members are on our free tier. We could
grow revenue faster by narrowing what's available for free. We've chosen not to. Advertising lets us invest in the free
experience and in the infrastructure that supports our boundless MAU ambition, without asking members to choose between
paying and losing access to a service they rely on.

Qur ultimate goal is to create an ads experience that enhances what Life360 offers, not one members simply tolerate,
delivering value through savings and access to things that make everyday family life better. In Q2, we introduced our free, ad-
funded Subscription Tracker, helping members discover and manage their recurring subscriptions in one place. Early adoption,
which requires explicit consent, is already giving us a growing, first-party view into members’ financial lives—a view we'll
increasingly use to surface relevant, personalized offers and deepen the value of membership, while preserving the privacy
and trust our members expect.

In the meantime, our core advertising business is moving from integration to commercialization, with Q2 revenue of $22.0
million. With our technology platform and premium publisher network in place and our first-party audience data layered onto
it, we own the full stack, expanding our reach to more than 95% of U.S. adults and capturing better economics, while
safeguarding our members’ data inside our own walled garden.

Early proof points are showing up. Campaigns using Life360 audience data see call-to-action rates up to 47% higher than
campaigns using third-party targeting, and in categories like retail and pets, performance has exceeded third-party
alternatives by more than two times. In head-to-head contests with legacy demand side platforms, clients are choosing us for
stronger click through rates and cost efficiencies.

A top 10 grocery chain saw a lift of over 40% on in store visits from a single campaign, with exceptional performance among
the valuable 21to 24 year-old demographic.

In the second half, we're concentrating on the categories showing the clearest upside—travel, automotive, and everyday retail
— while we prepare to build out the same infrastructure internationally. It's early, but the direction is clear and the opportunity
is significant.

Top 10 Grocery Store Campaign Qutcomes

A Ty o 2X

132,000 35,000 +43.5% <t

total store visits driven net new incremental trips blended in-store visit uplift demographic
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LAUREN ANTONOFF, CHIEF EXECUTIVE OFFICER

MNow, | want to touch on Al because it advances everything we've talked about, across user growth, subscriptions, and
advertising. Al continues to accelerate both how we build Life360 and what we believe the platform can become. Every day,
more than 100 million members use Life360 as they navigate the chaos and responsibilities of family life, creating real-world
data that reflects the patterns, relationships, and routines of families moving through the world together.

That context allows us to build experiences designed for the Circle, not just individuals, and for the inherently cross-platform
nature of family life. Unlike internet data that can be scraped or synthetic datasets that can be generated, this real-world family
context puts us in a unique position to make family life easier and more fun, by anticipating what families actually need and
creating highly personalized, engaging experiences. This is an advantage no competitor can replicate by scraping the internet or
generating synthetic data.

This unigue foundation is enabling us to evolve from a product families check to see what happened into an intelligent
orchestration layer that proactively helps the whole family stay in sync.

To capture that opportunity, we continue cur transition to an Al-native company, redesigning how work gets done so that Al
increasingly handles execution while our people direct, decide, and remain aoccountable for outcomes. Alongside that
transformation, we continue investing in the shared Al infrastructure, governance, and cost optimization needed to scale Al
across the company, ensuring new capabilities compound rather than remain isolated within individual teams.

We are also expanding our Family Al Lab, led by our executive chair and co-founder, Chris Hulls, to accelerate our long-term
vision for Al-powered family coordination. As part of that effort, we entered into an agreement to acquire the team and
technology from SuperDuper. The experience that comes with this Al-native four-person team will help us move faster toward
surfacing what matters most at the right moment for the whole family.

Overall, @2 was a strong quarter for us. I'm proud of the disciplined execution that carried us past the 100 million MAU mark and
brings our strategic targets of 150 million MAU and one billion dollars in revenue within sight, while we make steady progress
toward our target of 35%+ Adjusted EBITDA margin. We've built a powerful moat carved from nearly two decades of solving
location and real-world complexity, where software, hardware, and services converge to solve problems better for families. Most
of all, we've earned the trust of over 100 million monthly active users who rely on us to improve their everyday family life.

We'll hit roadblocks along the way. But we've shown, quarter after quarter, that we have the focus and the discipline to work
through them and come out stronger on the other side. Our return to the MAU glidepath this quarter is proof of exactly that kind
of resilience, and it sets us up for a strong second holf across product, subscriptions, advertising, and international. | continue to
be bullish about where the company is headed.

Thank you to our team for the work, and to our shareholders for your continued trust. We have real momentum heading into the
back half of the year, and I'm looking forward to showing all that’s in store.

Sincerely,

Lauren Antonoff
Chief Executive Officer
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RUSSELL BURKE, CHIEF FINANCIAL OFFICER

Dear Shareholders,

Q2 was a strong quarter across our financial and operating metrics, with record revenue, continued Paying Circles
outperformance resulting in record growth for a second gquarter, and building advertising revenue, alongside MAU returning
to our planned trajectory. Our transition to an Al-native operating model continues and introduces new revenue and cost
dynamics this year. The financicls referenced here are unaudited for Q2 2026 and denominated in US dollars.

Revenue
Q2 Revenue ($M)
Q2 2026 total revenue grew 38% year over year to
a record $159.0 million, reflecting strong 5::
performance across our core business,
Subscription revenue increased 31% year over year ns

to $115.6 million.

Core subscription revenue, which excludes legacy
hardware-related subscriptions, increased 34% to
$111.1 million, driven by 27% growth in global Paying
Circles and 5% higher ARPPC. US subscription
revenue grew 28% and international subscription
revenue grew 45%, reflecting strong global
momentum and the continued growth in higher
priced territories.

Revenue growth in core International territories
remained strong, with the UK, ANZ and Canada
growing at 55% year over year.

Q224 Q225 Q226
m Subscription  w Hardware Advertising Other

Hardware revenue decreased 20% year over year to $9.8 million, as a result of our strategic exit of Tile from brick-and-mortar
retail, with an 18% decline in net hardware units shipped, and price per unit effectively flat year over year, Pet GPS inventory was
constrained during the quarter, as we completed our move of hardware manufacturing operations. Our direct and online
channels now give us full control of the customer experience and the path from device purchase to subscription activation.

Advertising revenue was $22.0 million, up substantially year over year. The main impact this year has been building a managed
services operation - both on- and off-app - on the Life360 Advertising Platform, with programmatic advertising also
contributing. Advertising revenue is inherently back-half weighted due to advertiser seasonality. With the Nativo integration
complete, we expect meaningful build in H2 as commercialization scales and cross-platform campaigns ramp.

Other revenue grew 25% year over year to $11.6 million, largely driven by increased data revenue from higher user volume.
Annualized Monthly Revenue, our nearest analog to Annual Recurring Revenue, reached $537.2 million, a new record, up 29%
year over year.

Gross Profit and Margin

Q2 gross profit was $126.9 million with gross margin of 80%, compared to 78% in Q2 2025. The margin is built from three distinct
dynamics across our revenue lines.
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RUSSELL BURKE, CHIEF FINANCIAL OFFICER

First, subscription gross margin increased to 87% this year from 85% last year, and in line with recent quarters, reflecting
continued cost optimization.

Second, advertising gross margin was 57% in Q2, down from last year when the initial stage of our advertising build was a small
on-app revenue stream with limited costs. This largely reflects the fact that we are scaling the advertising business by building
out o managed service operation, which under GAAP brings with it costs that impact gross margin. These include traffic
acquisition costs, techneology and hosting, personnel and stock-based compensation, third-party data and content licensing, and
amaortization of acquired technology. As the platform scales and revenue grows against the fixed-cost elements of this base, we
expect advertising gross margin to normalize toward 65-70% on a GAAP basis as we exit 2026,

Third, hardware gross margin was 43% in Q2, up from 17% a year ago. Most of that increase came from a one-time benefit, a
$3.6 million tariff refund we had expected to receive later in the year. Excluding that one-time item, Q2 hardware gross margin
would have been closer to 7% and more representative of where we have been trending as we completed our exit of physical
retail. We continue to prioritize hardware as a driver of subscription growth, optimizing pricing and bundling to increase
subscription attachment versus managing for a standalone hardware margin.

Operating Expenses

Total operating expenses were §127.0 million, up 43% year over year. There are three meaningful factors behind this increase
from deliberate investment decisions, all reflecting that we have brought on a level of operating costs that do not exactly match
the timing of revenues due to seasonality, but overall they do not impact our growing operating leverage.

First, research and development grew 47% year over year to $47.4 million, including headcount additions from Nativo, higher
technology infrastructure costs supporting our expanded platform, and continued investment in product development. Al
investments are embedded within this cost structure, and they're already accelerating our innovation and delivery pace. As many
other companies have experienced, those costs have been running hot as usage accelerated, but we have been successfully
managing this against headcount growth.

Next, sales and marketing grew 35% year over year to $52.3 million. This reflects higher commissions paid to platform providers
in line with subscription revenue growth (and thus effectively a variable cost) and the addition of Native's sales organization,
partially offset by lower growth media spend in the quarter. As we made technical fixes to our funnel, we strategically paused
growth media investment and shifted that spend into Q3.

Lastly, general and administrative expenses grew 57% year over year to $27.2 million, primarily reflecting personnel-related costs
and higher technology expenses as we've scaled the business. The remaining increase came from a warehouse relocation tied to
our hardware manufacturing operations, professional and outside services, and final Nativo integration costs.

Profitability Quarterly Seasonality - Adjusted EBITDA ($M) & Margin (%)

GAAP net income was $5.1 million, o
which includes a $4.0 million tax

benefit. Basic and Diluted EPS was

$0.06.

Adjusted EBITDA was $31.1 million, up il

53% year over year, with Adjusted 18%
EBITDA margin of 20% compared to
18% in Q2 2025.

18%

12%
15%

Bridging the four percentage point
difference from our 16% outlook we
provided for Q2, approximately one
percentage point came from
operating leverage, and three
percentage points came from the
earlier timing of the tariff refund.

13%

s212

5159 $17

$6.0

Q224 Q324 Q424 Qras Qz'25 0325 Q425 Q128 Q226

T Q224 AEBITDA margin would have been 17% without the tariff refund.
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RUSSELL BURKE, CHIEF FINANCIAL OFFICER

Transition to Al Native

In Q2, we reshaped our technology organization to accelerate our transition to an Al-native operating model, reallocating
investment from certain roles toward Al-native capabilities, tooling, and workflow redesign rather than backfilling them. That
reallocation is now producing results. We are starting to see this transition creating faster execution and expect meaningful
operating leverage over time, with that benefit compounding from 2027 onward. One example where we are already seeing
results is our Al-driven personalization engine which is already generating real revenue impact, and we're accelerating investment
in it based on that early performance.

Balance Sheet and Cash Flow

Life360 ended Q2 2026 with cash, cash equivalents, restricted cash, and short-term investments of $467.7 million.

QOur underlying cash generation remains healthy. Operating cash flow was $23.8 million in Q2, up 79% year over year. We have
significant financial flexibility to continue investing in our highest-return growth opportunities and returning capital to
shareholders through our repurchase program.

In May, our Board authorized a multi-year share repurchase program for up to $225.0 million. During the quarter, we repurchased
314,762 shares for approximately $13.2 million, leaving $211.8 million available under the program. We will continue to be thoughtful
about the pace and timing of repurchases, balancing capital return and offsetting dilution with continued investment in long term
growth initiatives.

Financial Outlook

Looking forward, we will continue to do three things simultaneously: invest in our highest-return opportunities, accelerate revenue
growth, and expand margin. That combination is reflected in our updated full-year financial outlook as follows:

«  Consolidated revenue of $650 million to $685 million;
+  Subscription revenue of $475 million to $480 million, increased from $470 million to $475 million;

*  Hardware revenue of $35 million to $45 million, reduced from $40 million to $50 million, reflecting price and volume shifts of
devices;

+  Advertising revenue of $98 million to $115 million, unchanged from our previous outlook. We expect meaningful acceleration in
H2 with the integration completed and cross-platform campaigns ramping;

+  Other revenue of $42 million to $45 million, unchanged from our previous outlook;

+ Adjusted EBITDA of $130 million to $140 million remains unchanged, representing approximately 20% Adjusted EBITDA margin
and another step in our multi-year path of continuous annual expansion toward our strategic target of over 35%.

Quarterly Financial Medeling

A few points for financial modeling purposes.

Revenue and margin are back-half weighted this year, driven by three factors: advertising revenue mix and seasonality
concentrating in H2, Nativo integration costs concentrated in H1 while the resulting advertising revenue benefit builds through H2,
and hardware revenue and gross margin remaining pressured as we complete the retail channel exit and ramp Pet GPS.

It is important to note that we're pricing the Pet GPS device relative to competing devices to drive adoption, consistent with our
strategy of using devices to complement the member experience rather than drive revenue on their own, and we expect a loss at
the device gross profit level initially, while at the same time benefiting longer term subscription revenue.

The average pet lives about a decade, and we're building this custamer relationship for the life of that pet and beyond. The Silver
Pet GPS bundle will be priced at $99 annually. We don't expect Pet GPS to be a material revenue contributor this year.

On revenue, we now expect subscription revenue of $475 to $480 million for the year, ahead of our prior expectation, and
hardware revenue below our original plan, reflecting the physical retail exit and the relocation of device manufacturing. We
expect Q4 advertising revenue to roughly double Q1's contribution, which represented approximately 18% of our expected full-year
advertising revenue.
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RUSSELL BURKE, CHIEF FINANCIAL OFFICER

Turning to gross margin, several factors are in play. We expect subscription and other gross margins to remain consistent with
recent performance through the second half. Advertising gross margin is trending toward the low-60% level for the full year,
reflecting a mix shift and the cost structure that came with the Nativo integration. We now expect it to normalize at $5-70% as we
exit the year with the platform continuing to scale. Hardware margin is expected to move to negative mid-40% in the second half,
supporting our device pricing strategy in Pet GPS to drive subscriber acquisition. Consolidated gross margin should land in the mid-
70% range for the year.

We expect Q3 Adjusted EBITDA margin of approximately 18%, continued sequential improvement from Q2's comparable margin of
17% after excluding the one-time tariff benefit.

Three factors are moving through G3 at once and reflected in our outlook, First, the tariff refund that lifted Q2's reported hardware
margin was a timing benefit. The refund was previously expected to occur in Q3 or Q4. Second, we intentionally paced growth
marketing below plan in the first half of the year, and that spend shifts into Q3 to support Back to School and our full-year MAU
growth, full-year marketing spend remains in line with our original plan. And third, Al costs continue to run above our original plan
through the second half as usage scales, but offset by lower headcount growth.

Operating expenses as a percentage of revenue will decline sequentially through the second half, with Q4 opex os a percentage of
revenue coming in below Q4 2025. We expect Q4 2026 Adjusted EBITDA margin to exceed the 22% delivered in Q4 2025.

The financial setup into the back half remains strong. Revenue acceleration, margin expansion, Paying Circles and MAU growth all
point in the right direction. We look forward to demonstrating that in the back half of the year.

Sincerely,

Russell Burke
Chief Financial Officer
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APPENDIX

Disclaimer

These materials and the accompanying oral presentation have been prepared by Lifeds0,
Inc. (ARBN 629 412 942) ("Company”) on a confidential and non-reliance basis, and may not
be reproduced in whole or in part, nor may any of its contents be disclosed., to any other
permn. wulhnutthe prior written cansent of lhe Company. These materials are for
anly. This pi containg sum forn about the

Company ond its activities and is current as of the date of this prssentutpon This
presentation does not purport to be oll-inclusive or to contain all of the infermation you
may desire. |t should be read in conjunction with the Company's periodic ond continuous
disclosure anncuncements filed with the Australion Securities Exchange and the LS.
Securities and Exchange Commission ("SEC), availoble at www.asx.com.au and
wiww.sec.gov, respactively.
These matericls do not constitute an offer, invitation, salicitation or recommendation with
respect to the purchase or sale of any security in the Company or interest therein nor doas it
constitute financial product advice. These materials are not o prospectus, product
disclosure statement or other offer document under Australion law or under any sther low.
These materials have not been filed, registered or opproved by regulatory authorities in any
jurisdiction. This communication is restricted by law: it is not intended for distribution to, ar
use by any person in, any jurisdiction where such distribution or use would be contrary to
latal law ar ragulation.
The infarmation contained in these materals is not intended to be relied upen as advice or
a recommendation to investors and is not intended to form the bosis of any investment
decision in the Company’s securities. The informatien does not take into account the
investment objectives. financial situation. toxotion situation or needs of any particular
investor, An investor must not act on the basis of any matter contained in these materials
but must make its own ozsessmant of the Company and conduct its own investigations ond
analysis. Investers should assess their own individual financial circumstances ond consider
talking to a financial adviser, professional adviser or consultant before making any
investment decision.
By lEDd ng these mmennis you ogree to be bound by the limitations set out in these

I3, Mo rep N OF War y, express or implied, is made as to the accuracy,
rediobility, completeness or fairmess of the information, opinions, forecasts, reports,
estimates and conclusions contained in these materials, The Company does not undertake
any abligation to provide any additional information nor update or revise the information
in thess materials nor correct any inaccuracies or omissions. To the maximum extent
permitted by law, none of the Company and its related bodies corporate, or their respective
directars, employees or agents, nor any other person accepts any responsibility nor any
liability for loss arising from the use of or reliance eninfermation cantained in these
materials or otherwise arising in connection with it. nor in relation to any other written or
oral informatien or opinicns provided now or in the future to the recipient or its advisers
and representatives, including without limitotion any liability from fault of negligence.

Post performance is not indicative of future performance and no guarantee of future
returns is impliad or given. Nothing contained in these materials nar any information made
available to you is, or shall be relied upon as, @ promise, representation, warranty or
guarantee as to the past, present or the future perfarmance of the Company.
Certain in thess materials i forward-looking statements within the
meaning of the Private Securities Litigation Reform Act of 1995 ("PSLRA"). Section 274 of the
Securities Act of 1933, as omended, and Section 21E of the Securities Exchange Act of 1934,
as amended (the “Exchange Act’). Statements that are not histarical in nature, including the
words “gnticipate”, “expect”, "suggests”, “plan’, “believe”, “intend”, “estimates”, “targets”,
"projects”, "should”, "could”, "would”, "may”, "will", *forecast,” "opportunity,” "goal,” "vision,”
“outlook” onrj other similar expressions are intended to identify forward-lcoking

. These fi d-looking include, but are not limited to, statements
reguldmg. the Company’s growth strategy ond business plan and the Company's ability to
effectively manage its growth and meet future copital requirements; the Company's
expactations regarding future finoncial performance, including its expectations regarding
its revenus, revenue growth, adjusted EBITDA, and operating cash flow, and the Company’s
ability to achieve or maintain future profitability; the Company’s ability to further penetrate
its sxisting member base, maintain and expand its member base and increass monetization
of its member base; the Company's ability to expand intermationally ond the significonce of
itz global opportunity; the Company’s ability to anticipote market needs or develop new
products and services of enhance existing products ond services te meet those needs: the
Company’s ability to increase sales of its products and services; and the Company’s
proposed acquisition of Native, its expected timing and completion, the anticipated
benefits and synergies of the transaction, and the potential impact on the Company's
business strategy, financial candition, and growth prospects. Such forward-locking
statements are prediction, projections and other statements about future events that are
based on current expectations and assumptions and, os a result, involve known and
unknown risks, uncertointies, assumptions and other important foctors, mony of which are
beyend the control of the Company and which may couse actual results, performance or
achigvements 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 guorantee of future performance. They can be affected by
inaccurate assumptions we might make or by known or unknown risks or uncertainties.
Given these uncertainties, recipients are couticned to not place undue reliance an any
forward-looki t. Fi rd-looki 1ts speak only as of the date they are
made. Subject toany mntmumg obligations under applicable law the Company disclaims
any cbligation or undertaking to disseminate any updates or revisions to any forward-
looking stotements in these materials to reflect any change in expectations in relation to
such forward-looking statements ar any change in events, conditions or circumstances on
which ony such statement is bosed.

@) Life360

These materials contain certain measures of financiol performance not determined in
accordance with LS. generally accepted accounting principles {"GAAP"), including
Adjusted EBITDA, Adjusted EBITDA margin, and non-GAAF Operating Expenses (the
"non-GAAP financial meuwres"] The nen-GAAP financial measures are used by
Company I financial pes e of, and determine resource
allocation for, euch of the Company's operating segments. Items excluded from each of
the non-GAAP financial measures ore signi components in un iing and
assessing financial performance. The non-GAAP financial measures should not be
considered inisalation, or os alternatives to, or substitutes for, net income, net income

margin, income from cash flows generated by op Al ar
financing activities, or ather financial dota g 1 in the Ci '5
c lidated financial as indicators of financiol performance or liquidity.

Because the non-GAAP financial mecsures are not measurements determined in
accordance with GAAP and are thus susceptible to varying definitions, the non-GAAP
financial s os pr may not be comp ‘o other similarly titled
measuras of other cDmpclnles Please refer to the Appendix in the 0226 Investor
Presentation for  recencilistion of these financial measures to the most directly

I la financial prep | in accordance with GAAP.
These materiols include our trademarks and trade names that we own or license and our
lzgo. This presentation alse includes trademarks, trade nomes and service marks that are
the property of other ergonizations. Solely for convenience, trodemarks and trade names
referred to in this prospectus appear without any “TM” or “®" symbol. but those
references are not intended to indicate, in any way, thot we will not ossert, to the fullest
extent under applicable law., cur rights to these tradamarks, trade names and sarvice
marks, We do not intend our use or display of other porties' trademarks, trade names or
service marks to imply, and such use or display shauld net be construed ta imply, a
relationship with, or endorsement or sponsorship of us by, these other parties. FIFA®,
FIFA Warld Cup®, and Werld Cup@® are trademarks of FIFA, Life3a0 is not affilioted with,
sponsored by, or endorsed by FIFA. References to the FIFA World Cup are for descriptive
purpeses anly.
These materials include industry and market dato derived from internal analyses based
upon publicly available data ar other proprietary research and analysis, surveys or
studies conducted by third parties and industry and general publications, Unless
otherwise indicated, infarmation contained in this presentation concerning our industry
and the markets in which we operate, including our general expectations and market
position, market opportunity and market size, is based on these various sources. Becouse
this infermation invalves a number of assumpticns and limitations, you are cautioned not
to give undue weight to suchinfermation, We have not independently verified market
data and industry forecasts provided by any of thesa or any other third-party sources
referred to in this presentation,
All values are stated in US dallars unless otherwise stated.

Mote: Numbers may not odd or recalculate due to rounding
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APPENDIX

GAAP to Non-GAAP reconciliations

Cost of revenue
Three Months Ended June 30,

$M 2026 2025
Cost of subscription revenue, GAAP $ 15.3 $ 13.0
Less: Depreciation and amortization, GAAP (1.2) (0.9)
Less: Stock-based compensation, GAAP (0.6) (0.7)
Total cost of subscription revenue, Non-GAAP 5 13.5 $ 1.5
Cost of hardware revenue, GAAP $ 5.6 $ 10.2
Less: Depreciation and amortization, GAAP (.n (.0)
Less: Stock-based compensation, GAAP (0.3) (0.4)

Total cost of hardware revenue, Non-GAAP 4.2 8.8

Cost of advertising revenue, GAAP

Less: Depreciation and amortization, GAAP (0.5) (0.2)
Less: Stock-based compensation, GAAP (0.7)

Total cost of advertising revenue, Non-GAAP $ $

Cost of other revenue, GAAP $ $

Cost of revenue, GAAP $ 321 $ 24.9
Less: Depreciation and amortization, GAAP (2.8) (2 C‘)
Less: Stock-based compensation, GAAP (1.0)

Total cost of revenue, Non-GAAP 28.2 21 7

Operating expenses
Three Months Ended June 30,

M 2026 2025
Research and development expense, GAAP $ 47.4 $ 32.3
Less: Stock-based compensation, GAAP 8.7} (7.8)
Less: Other, GAAP (2.0) =
Total Research and development, Non-GAAP 5 35.8 $ 24.5)
Sales and marketing expense, GAAP $ 523 $ 38.9
Less: Depreciation and amortization, GAAP (2.8) (L.n
Less: Stock-based compensut:an GAAP (3.4) (2.0)
General and administrative expense, GAAP 27.2 $ 7.4
Less: Stock-based compensation, GAAP (8.8) (4 2}
Less: Other, GAAP (0.8)

Total General and administrative expense, Non-GAAP 17.7 13.1
Total Operating expenses, GAAP 127.0 88.5
Less: Depreciation and amortization, GAAP (2.8) (1.1
Less: Stock-based compensation, GAAP (21.8) (14.1)
Less: Other, GAAP (2.7) (0.1)
Total Operating expenses, Non-GAAP 5 99.6 $ 73.3)

MNote: Numbars may not add or recalculate dua to rounding.
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APPENDIX

Non-GAAP Financial Measures

Adjusted EBITDA
Three Months Ended June 30,

$M 2026 2025
Net income $ 5.1 $ 7.0
Add (deduct):

Gain {loss) on change in fair value of investments(® 0.9 (1.3)
Benefit from income taxes (4.0) (0.4)
Depreciation and amortization(# 5.6 3.1
Interest income (4.2) {2.5)
Other income (expense), net 2.2 (0.8)
Acquisition-related transaction and integration costs'® 0.5 01
Stock-based compensation 228 15.2
Workplace restructuring costs® 17 -
Warehouse relocation costs!™ 0.6 —

Adjusted EBITDA $ 31.1 $ 20.3

1. Relates to the changes in fair value of the Convertible Note Investment. Refer to the Q2 2026 10-Q for the definition and additional
information on the Convertible Note Investment.

o]

. Includes depreciation on fixed assets and amortization of intangible assets.

3. Relates to costs incurred in connection with the acquisition of Nativo, Inc. and the asset acquisition of Fantix, Inc., including one-time bonus
payments.

4. Relates to non-recurring workplace restructuring costs incurred in connection with the Company's transition to an Al-native organization.
5. Relates to non-recurring warehouse relocation costs associated with the move of certain hardware manufacturing operations.

We collect and analyze operating and financial data to evaluate the health of our business, allocate our resources and assess our performance.
Adjusted EBITDA

In addition to total revenue, net income and other results under GAAP, we utilize a non-GAAP calculation of adjusted earnings before interest,
taxes, depreciation and amortization (“Adjusted EBITDA"). Adjusted EBITDA is defined as net income, excluding (i) gain (loss) on change in fair
value of investments, (i) benefit from income taxes, (i) depreciation and amortization, (iv) interest income, (v) other income (expense), net, (vi)
acquisition-related transaction and integration costs, (vii) stock-based compensation, (viii) workplace restructuring costs, and (ix) warehouse
relocation costs.

These items are excluded from Adjusted EBITDA because they are non-cash in nature, because the omount and timing of these iterns are
unpredictable, or because they are not driven by core results of operations and render comparisons with prior periods and competitors less
meaningful. We believe Adjusted EBITDA provides useful information to investors and others in understanding and evaluating our results of
operations, as well as providing useful measures for period-to-period comparisons of our business performance. Moreover, we have included
Adjusted EBITDA in this presentation because it is a key measurement used by our management team internally to make operating decisions,
including those related to operating expenses, evaluate performance, and perform strotegic planning and annual budgeting. However, this non-
GAAP financial measure is presented for supplemental informational purposes only, should not be considered a substitute for or superior to
financial information presented in accordance with GAAP, and may be different from similarly titled non-GAAF financial measures used by other
companies. As such, you should consider this non-GAAP financial measure in addition to other financial performance measures presented in
accordance with GAAP, including various cash flow metrics, net income, and our other GAAP results.

The table presents a reconciliation of net income, the most directly comparable GAAP measure, to Adjusted EBITDA.

Note: Nurmbers may net add or racalculate due to raunding
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Life360 at a glance

Global scale, durable growth, expanding profitability
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Global Menthly
Active Users

~3.2M

Global Paying
Circles

@) iteseo

180+

Countries

@

17%

U.S. Penetration’

ately

tel
T

Miles driven with
Life360 Crash
Detection?

QO

99 billion

Safe arrival
notifications?

0 million. U

8 8
899
#7

Top Social
Networking App®

)

10.9M+

Monthly active
Tile devices

AP me: For more information,

$159.0m
+38% YoY

Q2'26 Revenue

$31.1m

20% Margin

Q2'26 Adjusted
EBITDA*

AAP mea:
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Busy families want peace of mind - Life360 makes everyday
family life better through safety and connection

Location sharing for the whole family
...with safety top of mind

Private map for
your inner circle

Devices for people,
Market leading pets, and things
driving safety

Built )
for §  Premium

families People safety
services

Mary
106 Magnolia Dr.
wox  Since 815 am
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Keeping people close to the ones they love

Family messaging

Pet tracking

Item tracking and
SOS functionality

driving

One-tap
communication

Private family
Circle

Crash detection and

emergency
dispatch

i

m % @

The super-app serving families of all types through a distinctive product offering

Location Sharing and Item Tracking
Effortless daily coordination with advanced
location sharing and item tracking

Driving Safety
24/7 support with crash detection, emergency
dispatch, roadside assistance and more

Digital Safety
Protection and prevention for each
family member

Emergency Dispatch
Expert assistance any time, anywhere

Pet Finder Network
Real-Time tracking, escape alerts, and a
community-powered Pet Finding Network

Comprehensive Offering
All-in-one solution for real life




Life360 is uniquely focused on family safety

Providing peace of mind and connection for families creates a competitive moat

Safety Solutions

Engaging
family focus

Devices

Cross-Platform

Proprietary
Technology Platform

' As of June 30, 2026, ?Life360 Brand Tracking research - April 2024 Fielding (based out of the 23 brand attributes tested). ® According to December 2025 NPS creator,

Bain & Co. for U.S. Adults aged 31-60.

@) Lireaso

1iné

o
[e) 6 o) U.S. Smartphone
NN Owners Use
000 Life360'
NSNS

6x
App Opens
per Day'

; l #‘I‘I Brand Attribute?
Peace
=~ of mind”

60 ©

NPS Score
Considered “Excellent” by NPS

Creator, Bain & Co.?

$650+
Million

in R&D investment since 2016

Investor Presentation | August 2026
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A one-stop holistic experience vs. competitor offerings

Life360 provides the only feature set that combines available isolated point solutions

Mobile Devices Premium Services

@006

Emergency + Digital + Additional
assistance safety safety
features

* % 46% WP 65%

@ of surveyed U.S.
Life360 of Total Paying pet owner member
4 8 Circles are cross- 10 9M+ base has interest in
* platform &

a pet tracker
Life360 App Raling Monthly active
{vs. Find My at 2.8)

Tile devices!

@ 0 o E-Fm ‘I@ ANKER ®AirTag £ ¥/ LifeLock’ @’7 @

Competitors

Note: Features may vary by region.
1 As of June 30, 2026.

@) Lireaso
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One of the
highest DAUs
across Social
Networking
Apps
Worldwide

Source: Sensor Tower

Note: DAUs (Daily Active Users) defined as devices
having 1 or more foreground sessions within an app
in a day. ' As of June 2026.

@) Lireaso

U.S. Social Networking
App Rankings by DAU!

Facebook

Meta Platforms

@ WhatsApp Messenger

Meta Platforms

o Messenger

Meta Platforms

Discord

Discord Inc

@ Threads
Meta Platforms

o Telegram
Telegram

Triple Tier Social Networking
App Rankings by DAU'

6 Life360: Stay Connected & Safe

Life3e60

) L]
=1 |~

7 @ Life360: Stay Connected & Safe

Life360

@ Life360: Stay Connected & Safe
Life360

(bd

8 . Life360: Stay Connected & Safe
ife360
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One of the fastest growing apps for Parents

Top Growing Apps for Parents'

+  Gemini +17.6%
ChatGPT +12,2%
uresso | -s.5%

Block Blast +7.6%

Instagram +6.6%

@B o

e
7

Walmart +6.2%
Facebook +5.6%
Spotify +5.0%
Amazon +4.3%

Tik Tok +1.3%

Eoes

Source: Sensor Tower
'Audience insights as of December 2025,

@) vife3so
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Strong U.S. Engagement - rivals the biggest names in

social and streaming media

US DAU/MAU Ratio (%)

%

@) ure3so

With Push
Notif.

68%

Hyper-
Engoged
Social

62%
I 5

g

47 %

@ Life3s0

©

Source: Sensor Tower company as of June 30, 2026; Company Data for Life360 metrics.
" Hyper-Engaged Social represents the average DAU/MAU of Faceback, Instagram, Snapchat, TikTok, and X (formerly Twitter).

@) vife3so

45 %

34% 34% N%
I I ]

2%

\\‘

W Social Media

19%

7%

15% 15% 14 %

Ea

meix
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Life360 has industry-leading user retention

Everyday safety and delight keep families engaged daily

App Retention by Days Since App Installation'2

App Retention

0 10 20 30 40 50 60 70 80 90
Days Since App Installation

e | ife360 (Internal) Social Media Average App Retention

Source: Sensor Tower company os of June 30, 2026; Peer group data represents U.S. App Stare only; Company Dota for Life360 metrics.
1 Social media average represents the average app retention of Linkedin, Pinterest, Duolingo, Reddit, Twitch, Nextdoor, Roblox.
2App retention defined os the percentage of users still using on app at a particular time interval ofter initial instaliation.

@) Lireaso

Life360's strong value proposition and
core feature set provides its users with

peace of mind that drives consistent daily
app usage and fuels product stickiness

X

Life360 app retention consistently
outperforms peers - outperforming the
social media average by 1.6x following
the first 90 days since app installation,
with a widening gap after the first weeks
as families settle into daily use
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Life360's addressable market opportunities are substantial

Partner | 5

Ecosystem

sapunyoddo
uojsundxy

~$83bn
~$80bn $3.1bn Advertising? @"

$2.7bn P $2.7bn ™= SO0

Tracking?®

Item ‘ @
Tracking?

Tracking Tracking

Item Item
$2'1bn Tracking I @ Tracking

575bn Subscription / Subscription

Servic Services

Subscription Subscription %
~$75bn 5 1 f Services

Services

(@) Life3s0 2021 - 2022 Today Future

Acquisition of jiobil + tile  Acquisition of X FanTix + (J) Native

Source: GSMA Mobile Economy Repart, Pew Research Center, 2020 U.S. Census, International Monetary Fund {IMF), Public Company Filings, and Company Data
! Smartphene-Equipped Population of Asia Pacific excluding China, Eurasia excluding Russia, Middle East and North Africa, United States, and Canada (Total Population x Smartphane Adoption Rate), divided by People Per Paying Circle to derive
Total Paying Circles, multiplied by Q124 Average Revenue Per Paying Circle. ? Intellectual Market Insights Research - AirTag Market Overview. * Grandview Research - Pet Wearables Morket

42023 Average Advertising Revenue Per User of Meta, Snap, Uber, Spotify, Reddit, and Duolingo, multiplied by Smartphone-Equipped Population across the LS. (Total Population x Smartphane Adoption Rate).
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Monetizing our addressable markets

Subscription Services

el

Future
Opportunity

'..‘ ‘.’-

I@ 20 . Q
Platinum

- H 1

H H

H H

: Elderly
First Party Data Ads for Free Members Menitoring Insurance

Monetizati
¥ Roadside Assistance ¥ Crash Detection e aren

v Medical Assistance ¥ Emergency Dispatch =

v SOS v Disaster Response -

. (T it Access unique audiences Family Partner
v Driver Reports ¥ Travel Support b upole Tannene based on First Party Data Financial  Ecosystem
Services

v Stolen Phone ¥ Pet Finder Network A
Protection & More... J]-[]J]Jl m

v D Theft Protection
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Expanding reach beyond parents with teens

Member Base Expansion

.. with an opportunity to expand within our current member base

Current Member Base Focus 35% 8%

1 Of Circles Of Circles have g Pet,>5¢
Premium member plans have

: x are Families
historically focused on a narrow with-Teens '3 .

slice of our engaged free

members
member base...

per Paying
Circle
on average

18% 29%

QfCircles Of Circles have an Aging Parent
are Couples 23

Note: The Circle percentages referenced reflect data for free Circles, not Paying Circles. | Defined as Circles with at least one member being a parent and one or more teens. * Defined as Circles of two members who Gre SpoUses of partners.
*Reflects Circles on o global basis as of June 30, 2026. “Defined os Circles with at least one member being & parent aged 50+. “Defined as Circles with at least one pet. “Pet stats are based on a percentage of all active Circles whereas all
ather stats presented on this page are limited to active Circles with complete age and/or role demographic dota,
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Free

Pet Finder

Network

8M pet
profiles
worldwide

120K+ new pet
profiles
created every
week?

Paid

Your Pet on the
Life360 Map

\

Lo N

Pet GPS and the Pet Finder Networ

Life360
Pet GPS

/A Smart Alerts

-

N .

Lung
B8 © et pork

Luna v
# Arrived ot Home
Get instant netifications
en your pet leaves
their designated ploces
30 you can act quickly.

= Real-time tracking
via GPS, BLE,
and WiFi

Up to 14 day battery life
per charge + 6 month
Reserve Made

$99 bundled with an annual
Silver subscription

Safety light
Water-resistant

Georeferences and escape
alerts

Universal attachment fits
most standard collars

Escaped Pet instantly notifies
your Circle, with optional
safety light & audible ring

|

gle Income pet parents and double incomgrbet patentswithaut children acs
26, L)

of couples with a pet
and without children
consider their pet their
child !

o,
75%
of pet-parent daily
routines are shaped
by their pet!




Freemium membership model to support families’ needs
and enable monetization

Life360's premium services provide benefits focused on driving and digital safety

Current Triple Tier Membership Bundles (U.S., UK, Canada, ANZ)

FREE MEMBERSHIP

$0.00/mo

v 808

¥ Place Alerts (2 places)

¥ Location History (2 days)

¥ Crash Detection

¥ Family Driving Summary

¥ Battery Monitoring

v Pet Profile & Pet Finder Network
¥ Live Progress

¥ Morning Check-In

/

-,
+ Place Alerts (5 places)
+ Location History (7 days)
+ Stolen Phone Protection ($100)
+ Ad-Free Experience
+ Real-Time Pet Tracking

T1% of U.S. Paying Circles'

‘As of June 30, 2026, Note: Membership bundles shown represent U.S, offering. Services and pricing differ slightly by region.

@) Lite3so

+ Place Alerts (unlimited)

+ Location History (30 days)

+ Individual Driver Reports

+ Roadside Assistance

+ 24/7 Emergency Dispatch

+ ID Theft Protection

+ Free Towing (5mi Radius)

+ Stolen Funds Reimbursement ($25K)
+ Stolen Phone Protection ($260)

85% of U,S. Paying Circles’

PLATINUM MEMBERSHIP

$24.99/mo

+ Credit Monitaring

+ Disaster Response

+ Medical Assistance

+ Travel Support

+ Free Towing (50mi Radius)

+ Stolen Funds Reimbursement ($1M)
+ Stolen Phone Protection ($500)

4% of U.S. Paying Circles’

Investor Presentation | August2026 18




Significant runway for growth across all markets
along the penetration curve

efficiency, pressing accelerator on validated approach.

Life360 Penetration Stages Along the S-Curve': Penetration Stages Definitions:
3% 10% 20% 30%+
Landing <3% Early market entry. Building initial user base,
.@, establishing brand awareness.
Rest of Malaysia USA Expanding 3-10% Accelerating user acquisition, building infrastructure,
World Netherlands ANZ @ expanding distribution channels.
Italy .
6 Canada UK
B Singapore Growing  10-20% Sustained momentum. Strong organic growth,
2 ,
£ Spain word-of-mouth effects accelerating, brand
] Belgium recognition building.
o
o
S Scaling 20-30% Proven model accelerating. Network effects
& Sl compounding, conversion optimization driving
T
g
B
@

1 &

Established 30%+ Entrenched market position. Embedded in market
infrastructure, defensible competitive moats,
families assume you exist.

flo
&

Mature Majority of addressable market penetrated, growth
driven by household formation rather than share gains,
focus shifts to retention and optimization.

A - 1 =]
© i B

Landing Expanding Growing Scaling Established Mature

@

TIncludes Tap 10 international countries anly.
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Long remaining runway in U.S. penetration

Majority of states are in the Growing and Scaling phases of the S-Curve with the largest states adding
the highest absolute growth and significant runway before achieving Established status

Penetration by State (2020)' U.S. Top 5 penetrated states Penetration by State (2026) '
penetration rate trend

25%
20%
15%
»
: 5%
Q220 Q221 Q222 Q223 Q224 Q225 Q226
a
Legend Londing <3% Expanding  3-10% Growing 10-20% 11 scaling 20-30% [l establisned 30%+ [l

Source: GSMA Mabile Economy Report, Pew Research Center, 2020 U.S. Census, and Company Data.
" Estimated number of Life360 memb ape ge of bled population by state; ion rates of June 30, 2026 unless otherwise noted.
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Large global opportunity for membership

International penetration, while expanding, trails the U.S., with large upside opportunity

Penetration by Region (2020-2026)’

@ 1% 3> 5% K::.g:se:m @

(2020) (2026)

2% > 13%
(2020) (2026) ‘S
Europe
United States @ q 0.4% »> 2%
6% 3> 17% 2020) (2026) Australia &
| o) 20261 New Zealand
3% 2> 15%
Landing <% Ez_mf) =
Expanding 310%
Graving wzox
Scaling waox [ Rest of World
Established 30%+ - \
0.2% »> 0.6% ¥
{2020) (2026) N I

% Indicates countries with Triple Tier offering

Source: GSMA Mabile Economy Report. Pew Research Center. International Monetary Fund (IMF). and Compony Data.
! Estimated number of Life360 members os a percentage of smartphone-enabled population by region; Rest of World excludes Russia and China; Penetration rates of June 30, 2026 unless otherwise noted.
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Scaling the international opportunity

9:41 .

ol
ﬁ’) Familia Lima (P
09 - L]
e Biph
; P
. -~ .
o
o .
Q.

'Data os of Q226

@) Lifeaso

Top 10 International
MAU countries’

(66% of total International)
1. United Kingdom

2. Brazil

3. Mexico

4, Australia

5. Italy

6. Malaysia

7. Philippines

8. Canada

9. Spain

10. Germany

Global expansion playbook delivers
registration and awareness gains
Targeted market entry in Germany, Brazil,
and Mexico fueled record single-day
registrations and measurable national brand
awareness lifts and boosted engagement

Top 10 International
Penetration countries’

1. Australia

Expanding: &
3. Malaysia

4. Netherlands

5. New Zealand

6. Italy

7. Canada

8. Singapore

9. Spain

10. Belgium

growing MAU 30%

Broadening our
international base
Canada, Spain and Malaysia are

pace in our top 10 - proof that new-
user growth is not confined to our
most established markets

Top 10 International
Revenue countries'

(77% of total International) ,ggmﬂ:ﬁ.

1. United Kingdom

2. Australia

3. Canada

4, Brazil BRASIL RUMO
5. Mexico AO HEXA! %
6. Germany

7. South Africa
8. Netherlands
9. Malaysia
10. Italy

| @ |

Monetization continues to
scale ahead of user growth

YoY, the fastest

are driving greater value per user

Revenue grew 79% YoY across our top
international markets, more than double
the pace of MAU growth - a clear signal
that paying circles and triple-tier pricing

Investor Presentation | August 2026



Monetization opportunities from free user base

Our differentiated audience can deliver value to brands and advertisers

Our differentiated audience...

©

~80% 6x

U.S. MAU Are U.S. App Opens

Ads Eligible per Day

@

46% 1iné

U.S. MAU Open the U.5. Smartphone
App Daily Owners Use Life360

lMustrative Customer Profiling & Audience Segment

“U.S., 70th percentile
household income, “Imillion users

vi of the last 30 da
the last 30 dt

@) Lifeaso

... has the potential to deliver
significant value while maintaining privacy at the forefront of our
member experience

Valuable Targeting First Party Data

Opportunities Advantage
based on user based on
insights location
Globally Loyal User
Recognized Base of
Brand Focused on families that
safety and retain on the
connection platform’

Note: All metrics os of June 30, 2026 unless otherwise noted, ' Based on MAU and Paying Circles by Registration Year data.
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The advertising opportunity for Life360

Data indicates long-term growth potential in advertising revenue

88
§7
$8
85
84

$2
81

Advertising ARPU

Ad Revenue ARPU by MAU (M)24

® s
=]

@ @

o

Advertising ARPU

100 200 300 400 500 600 700 800 900 1,000
MAU (M)

Ad Revenue ARPU from Launch'34

0o

——— %

Y +1 Y42 Y +3 Y4 Y45 Y +6 Y+7 Y +8 Y+9  Y#10 Y411 Y+12

Year of in-app Advertising Launch

Expanded Market Opportunity
with Nativo Acquisition

$1.25 trillion

Global Advertising Spend®
(2026 estimate)

'Based on public filings, Wall Street Journal, FoctSet Consensus Estimates, Reuters,
and Visible Alpha Consensus Estimates. Nextdoor MAU estimated using a WAU to
MAU conversion rate of 0.63. Match Group MAU estimated using a Payer to MAU
conversion rate of 0.177. Snapchat MAU estimated using a DAU ta MAU canvs

rote of 0.5058, "Waze MAL and ad revenue reflacts estimated 2022 figures, Wi

and Lyft data net avalloble over time. "Limited ¥ + O ond ¥ + | ARPU data is publicly
avallable. 1Life360 ARPU sstimated based on ending MAU for the first full year of
advertising revenue (FY 2025} for Y+1. ¥+2 is based on the midpaint of advertising
revenus and MAU guidanca for FY 2026, "Source: Statista Market insights: Advertising
and Medio




Turning unique first-party signals into a scaled
advertising business

Fantix and Nativo together give us the intelligence layer and the delivery engine, the same
formula behind similar advertising businesses that have scaled

@) Lireaso

X FANTIX

B Nativo
Turns real-life signals into
usable audiences and insights

X FANTIX

Connects members to
relevant brands and
businesses

@) Life360

@ Life360 Unique, opt-in,
first party data

with real-life
signals
Family structure

Location patterns p’@mium publisne™

Driving behavior

© Nativo

All advertising
onments

eny
and formats

Direct ac
premium bri

Advanced ad renderer
technology
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Life360 Ads Network Vision

The Family Ads Platform that delivers experiences and outcomes for brands, while offering benefits to
members that make everyday family life better

Life360 In-App Off-Site
~43M ~234M Outcomes &
Brand/Agency Life360 U.S. In-App Reach! U.S Off-Site Reach? Measurement

¥ Nativo

Mom sees an ad pinned X FANTIX Mom sees a promo
@ on the map @ ;\ittheﬂe browsing a news @

Dad sees specil offer | W(CIRITN IOl | (@) Codiessanctir,

Theme park Theme park visits
wants to attract measured
new families and deterministically

i Grandma gets a push o i i
increase repeat mﬂﬁmtiogwheﬂpﬁhe Family sees an ad ahead with Uplift by

visitors lands at the airport of their favourite TV show Life360

'Represents U.5. Ads eligible MAU as of June 2026. “Source: Comscore. Data as of June 2026,
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Real-World Scale, Real-World Proof

Case Study: How the Family Ads Platform turned real shopper intent into real store
visits for a national grocer

The Advertiser Need Why Choose The Campaign Outcomes & Measurement
@ Life360 Ads ? =
@ Feanuing @ Native g-)a @
o

National Grocer losing basket
share to mass-market giants
and warehouse clubs

Needed to reach shoppers

already defecting to
competitors — not just run
more mass-market ads

@) Lireaso

* Unique ability to leverage
real, not probabilistic
insights — no cookies, no
modeling

Multi-touch reach and high
impact across 35K+
publishers to target
customers multiple times

Campaign validation
through deterministic
footfall measurement

Reached former shoppers in
specific locations who had
churned as well as converted net
new shoppers who frequented
competitors

+ Contextual creative across news

and entertainment publishers,
standard display and video

Value messaging timed to
Summer and Back-to-School

Measured the real-world impact
through verified store visitation

132,000

total store visits driven

35,000

net-new incremental trips

+43.59

blended in-store visit uplift

2X

visits from 21-24 year old
demographic
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Life360 strategy

Powerful network effects driving significant long-term growth opportunity

Q08 @)

~
~ AT

Grow our > Scale paid
audience : offerings

By building a leading By driving higher
position as a global retention and conversion
family brand through increased value
for members




Four Levers Driving Sustained MAU Growth

Growth is not dependent on any single initiative; each lever addresses a distinct driver of the
member flywheel

Top-of-Funnel I

Efficiency

Converting organic,
word-of-mouth demand
into active members by
reducing registration
friction.

@) Lireaso

Expanding I
to New
Relationship Types

Extending the platform
beyond the nuclear
family to unlock a
broader addressable
user base.

amn
International
Market e
Activation

Engagement :&%
Deepening and
Re-engagement

Shifting high-potential
markets from organic-
led growth to active
development through
full-funnel marketing
and local partnerships.

Translating improving
retention trends into
compounding net adds
across the installed base.

Investor Presentation | August 2026
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Delivering progress across all levers in Q2’26

Top-of-Funnel Y Expanding International ~ #&% Engagement 202
Efficiency

to New Market wr Deepening and
Relationship Types Activation Re-engagement

Temporary Uber Trip
Location Sharing Tracking

+22%...

Q2 Unaided brand awareness’ N New
- morning
check-in
feature

Live
Progress

Apple Watch trial

1 Survey conduetad by Morning Consult

@ Life360 Investor Presentation | August 2026 3l




Life360’s digital based freemium business

Freemium model becomes powerful at scale

Advertising + Premium Referral Fees

Monetization: Data + Partnerships Subscription Other Sales'

New Member Erce Paid Paid
Onpqurdlng Member Subscriber Subscrlper
Frictionless E : 5 Upsell to higher
xperience Upsell to Paid g
download & 3 tier + Other
< s features Subscriber
registration products

ing Efforts  Free Member to Paid Conversion

Member Experience & Product Efforts

Hosting & other costs + app store Referral cost:

commissions

technology costs

d-fook

! Represents potential revenue and costs associated with future ities. This statement is 9. subiect ta significant business, ecanomic, regulatory and

iti inties and contl ies, many of which are beyond the control of the Company and its management, and are based upen assumptions with respect to
future decisions. which are subject to change. Actual results will vary and those variations may be material, For discussion of some of the important factors that could cause
these variations, please consult the "Risk Factors® section in our most recent Annual Report on Form 10-K, as well os ony updates thereto reflected in subseguent Quarterly
Reports on Form 10-Q and other filings with the SEC.

@) Lireaso

Strong word of mouth drives
organic growth, supporting
efficient customer acquisition
spend

Digital economics enables
efficient scaling of user base, with
low cost/high margin subscription
services

Growing free member base:

- Creates a competitive moat

- Increases premium member
acquisition pool and

- Provides indirect monetization
opportunities, including
advertising

Investor Presentation | August 2026

32




Our freemium flywheel drives our growth

Network effects enhance new member acquisition and fuel competitive advantages

\hmlity/‘,‘,’ﬁs ?o,‘ a subscribeyg

"y e
N
% o

A

20852
N More Users

Free User Paying User
Base Av Base

(qnd Aware
® neg,
oV
susanu) 2

Better
Engagement
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Al makes Life360 stronger, faster and more competitive

Life360 Wins with Al by building on the foundation of family trust, real-world data and platform at scale

Durable use case anchored in the physical world Al makes our data more valuable
* Our core use case has no Al substitute — it is anchored * Our first-party family data is real-time, continuous
in real people moving through the physical world and perishable. It is not synthetic and can't be

Al enhances our ability to delight customers

@) Lireaso

Our real world partnerships, tow truck networks and
emergency services can't be shortcut with new
developer tools

With 102M+ users, 60 NPS, and a 4.8 app rating, we
provide peace of mind families rely on us to deliver

scraped by LLMs — it gets more scarce and more

valuable as Al advances

* Richer behavioral signals let Al optimize targeting, fill

rates, and attribution across every campaign, with

multiple optimization paths unigue to Life360. The

gap widens over time

@ Al is improving our execution
<O » Organization-wide Al adoption of ~95% is enabling
efficiencies across the organization, resulting in faster

R&D releases and customer support automation

Al moves us from reactive dashboard to proactive
family platform. Today we tell you your teen left —
tomorrow we connect every dot: kids have a game,

who's driving, when to leave, before you ask without additional headcount
From teen safety anomaly detection to proactive = Alis allowing us to grow revenue faster than
monitering of aging parents, Al creates compounding headcount, enabling us to invest more into product
value that deepens lock-in and builds pricing power capabilities and experiences that drive growth

Life360's data, relationships, and scale: Al-proof and Al-powered.
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Al accelerates our flywheel and deepens our moats

Al enhances our relationships and advantages without replicating or replacing them

Smarter, faster Smarter free-to-paid
product in}\nvation AI convgrsion through
and safety features personalized engagement

\lirc:lll.y/‘,e.‘e
7
%

Richer first-party data
for targeting and
measurement

C

Revenue growing
faster than headcount

0NnoO
’-\/Q\h More Users

Free User

Bis AV
Better
Engagement

yand Awarg,
B! Nesy
Wousganu 9

Stronger platform
with more reasons
to engage

Network effects that
compound with scale

%,
°r Features

Deeper engagement More monetization from
and lower churn every user — free or paid

@) Lireaso
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The aspirational goals that drive our strategy

23 il

H#1 150M+ S1B+ 35%+

Brand for everyday Monthly Active Users Revenue AEBITDA margins
family life
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Growing our Scaling paid
audience offerings

~102.4m ~3.2m = $159.0m

Global Monthly Active Global Paying Circles Growing advertising revenue Q2'26 Revenue
Users (MAU) +27% YoY stream +38% YoY
+16% YoY

= hubble AURA Uber

20% 185k .Eé‘HA(:c:uWeather $31 '1 m

YoY growth in Quarterly net adds, Establishing new B2B partnerships Q2'26 Adjusted EBITDA!
International MAU +36% YoY to drive indirect monetization 20% Margin

'Adjusted EBITDA is a non-GAAP measure. For more information, including the definition of Adjusted EBITDA, the use of this nan-GAAP measure. as well os a reconciliation of Net
@ Life360 Investor Presentation | August 2026 38
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Q2'26 Results Summary

Delivering on growth

SM Q2'25 Q2'26 $ Change
Revenue

Subscription 88.6 15.6 27 31%
Hardware 12.3 9.8 (2.5) (20)%
Advertising 5.3 22.0 16.7 315%
Other 9.2 1.6 2.3 25%
Total revenue 115.4 159.0 43.6 38 %
Annualized Monthly Revenue (AMR)' 461 587.2 1211 29 %
Operating expenses 88.5 127.0 38.5 43 %
Net Income 7.0 5.1 (1.9) (28%)
Adjusted EBITDA (Non-GAAP)? 20.3 311 10.8 53%
Adjusted EBITDA Margin 18 20 2%
Cash and cash equivalents® 434.2 269.8 (164.4) (38%)
Operating cash flow 13.3 23.8 10.5 79%

Note: Numbers may not add or recalculote due to rounding.

'AMR includes the annualized monthly value of subscription, data and p P vents. All comp of th that are not
expected to recur are excluded.

2 Adjusted EBITDA is a non-GAAP measure. For mere information, including the definition of Adjusted EBITDA, the use of this non-GAAP measure, as
well as a reconciliation of Net Income to Adjusted EBITDA see Appendix 3

3Cash and cash equivalents includes Restricted Cash. $21.4 million in cash and cash equivalents wos moved to short term investments.

@) Lireaso

Commentary

Continued strong subscription revenue
momentum, up 31% YoY, primarily driven by 27%
growth in Paying Circles and a 5% uplift in ARPPC

Hardware revenue decreased 20% YoY, primarily
driven by a 18% decrease in Net Hardware Units
Shipped related to the strategic exit of the brick-
and-mortar retail channel

Advertising revenue increased 316% YoY, primarily
driven by new advertising offerings following the
acquisition of Native

Other revenue increased 25% YoY due to
increased data volumes resulting from user
growth, as well as higher revenue share from
existing partners

Annualized Monthly Revenue up 29% YoY to
$537.2 million

Operating expenses increased 43% YoY to $127.0
million, primarily driven by higher R&D and S&M
investment supporting advertising platform
scaling and international expansion

Net income of $5.1 million; income before income
taxes of $1.1 million, with $4.0 millien non-cash
income tax benefit

Adjusted EBITDA grew 53% YoY, driven by strong
subscription and advertising revenue growth

Investor Presentation | August 2026 39




Continued Strong Revenue Momentum

Quarterly Annualized Monthly Revenue ($M)* 29% YoY
growth in June
2026 AMR

166

124 140
@ o @ @ 8 © 2 § = = = T § ©§ § § @ © @9
e 2 2 2 § &8 8 &8 & & ¥ & & 8 ® & @& g §
- o~ o] b .~ o o <+ - ] o« = — o™ o b3 - o o
g ¢ o & ¢ 6 ¢ o O ¢ © & © © O & © © o

*Annualized Monthly Revenue (AMR) is a financial measure used by the Company to identify the annualized monthly value of active customer agreements at the end of a reparting period. AMR includes the annualized monthly value of
subscription, data and partnership agreements. All companents of these ogreements that are not expected to recur are excluded.
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Global MAU

Q2'26 year over year growth of 16%, with consistent performance in key monetization countries

Life360 Core Monthly Active Users (MAU) (M) International Triple Tier countries MAU (M)

44445

2
L ||||III||||||||“| L

Q102030401 020304Q1 020304 Q1Q2Q3Q4Q1Q2
22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26

Q1020304 Q1 Q203 Q4 Q1 Q20Q30Q4Q1 Q203 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
20 20 20 20 21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26

®US, minternational Triple Tier Other International
; P ' ®ANZ #UK - Canada

Note: Numbers may not add o recalculate due to rounding.
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Global MAU Net Additions

Q2'26 year over year growth of 16%, with 24% growth in International Triple Tier

U.S. & International Triple Tier MAU Net Additions (M)

Q4

Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q1 Q2
22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26

mUS. #intermational Triple Tier

= Net quarterly MAU additions in U.S. and International Triple Tier
markets have historically been in a relatively narrow range

Note: Numbers may not add or recalculate due to rounding.

@) Lireaso

Other International MAU Net Additions (M)

36
20 19 18 18
e 17

i
2 10 og 59

02 02

(0.6) o o8

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26
Other International

* Net guarterly MAU additions in Other International markets have
experienced highly varied outcomes due to viral surges related to
safety and other issues
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Paying Circles

Q2'26 year over year growth of 27%, while raising prices and improving customer value

Paying Circles by Geography (000s) International Triple Tier Countries Paying Circles (000s)

@

UK & ANZ
Legacy price
increases

||III||||““““| =

Q10Q20Q30Q40Q10203040Q1020304010203040Q1020304Q10Q2Q3 Q4 Q1 Q2 Q102030401 Q2030401020304 Q1 Q2 Q3 Q4 Q1 Q2
20 20 20 20 21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 28 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26

mUS. minternational Triple Tier Other International mANZ =UK - Canada

Note: Numbers may not add or recalculate due to rounding.

@) Lireaso
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Global Paying Circle Net Additions

Q2'26 year over year growth of 36%, with 106% growth in International Triple Tier

Life360 US & International Triple Tier Paying Circle Net Additions (M) Other International Paying Circle Net Additions (M)

45 a8
10 29 30 31 30 36 30
] o i (2 ®

Q102Q304Q1Q2Q3040Q1Q203040Q1Q2030Q40Q10Q2030Q40Q1 Q2
21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26
[JUR:

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2
21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26
= nternational Triple Tier

Other Intemnational

U.S. and International triple tier Paying Circle net adds increased Other International Paying Circle net adds slightly decreased YoY
40% and 106% YoY, respectively, due to improved quality of new despite 23% MAU net adds growth. This trend is not unusual
users with higher likelihood to convert to paid following a quarter of strong growth

Note: Numbers may not add or recalculate due to rounding.

@) Lireaso
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Average Revenue Per Paying Circle (ARPPC)

Triple Tier launches and annual subscription price increases driving ARPPC in the U.S. and internationally

Average Revenue Per Paying Circle (ARPPC) ()’ International Triple Tier Countries Revenue

-

+63%
YoY
$40 -

Q224 Q225 Q2 26

Q102Q3040102030401 Q2030401 Q20304 Q10203040102 Q30401 2Q304 Q102 BANZ mANG Wodnadd

19 19 19 19 20 20 20 20 21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25 26 26

—).5, s nternational

U8, Price increose took effect across all Membership tiers starting in August 2022
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Consolidated Revenue
Q2'26 year over year growth of 38%

Q2 Revenue ($M)

$ns

Q224 Q225

® Subscription = Hardware Advertising

Note: Numbers may not add or recalculate dus to rounding.

@) Life3so

Total Consolidated Revenue Breakdown
159 (Q2'26)
$12

$22 Other

Advertising

Hardware

Life360 U.S.
Subscription

Hardware
Subseription

Life3&0
International
Q226 Subscription

Other
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Consolidated Quarterly Subscription Revenue ($M) Global Paying Circles (000s)
Strong subscription revenue
growth across U.S. and
international, with consolidated
subscription revenue uplift of 31%

YoY in Q226
Core Life360 subscription
revenue growth of 34% YoY in
Q2'26, benefitting from strong
Paying Circles growth of 27% YoY
Core Life360 Subscription
revenue growth also supported

: by a shift in product mix towards
higher priced products
Additional uplift from
international price increases
implemented in mid to late 2025
for new and existing subscribers
in Triple Tier markets

al Q2 Q3 Q4

Q424 Q125 Q225 Q325 Q425 Q126 Q226

w2024 w2025 w2026 = Global PC




Strength of Free User Engagement Drives
Consistent Net Subscriber Retention Over Time

Global MAU by Member Registration
Year (M)

8 % § 8 3 3 § § §
£ o < & < & I3 & £
: & 3 & 3 & 3 & 3

Global Paying Circles by Member Registration
Year (M)

35

2026
3
2025
25
2024
2
2023
1.5 2022
2021
1 2020
05
I 7
[}
§ & 8 8 3 3 & g &
< s 2 PR 3 s P
s & 2 & 32 & 3 & 3

1Bosed on the average monthly subscription revenue for the six months ended June 30, 2026 compared ta the prior six-manth period
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Hardware Revenue

Continued growth in percentage of Life360 subs with an active linked Tile and/or Pet GPS

Quarterly Hardware Revenue ($M)

238

10.2

Q1

2024 =2025 w2026

@) Lifeaso

Quarterly Hardware Units Shipped (M)

Qal

= Q226 hardware revenue
decrease of 20% YoY,
primarily driven by a 18%
decrease in Net Hardware
Units largely related to the
strategic exit of the brick-
and-mortar retail channel

2 = Continued growth in Tiles

and Pet GPS sold into Life360
user base

Q3 Q4

2024 =2025 m2026
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Advertising & Other Revenue

Significant YoY revenue uplift driven by continued monetization of free user base and Nativo acquisition

Quarterly Advertising Revenue ($M) Quarterly Other Revenue ($M)

= Q2'26 Advertising revenue of
$22.0 million represents 315%
YoY growth, primarily driven by
new advertising offerings
following the acquisition of
Nativo, as well as an increase in
advertising activity on existing
partners

= Significant long term growth
potential as part of broader
advertising and free user
monetization strategy

= Q226 Other revenue growth of
25% YoY due to higher data
02 88 revenue, primarily attributable

7.3 to increased data volumes
resulting from user growth, as
0.0 0.5 i, e well as an increase in
partnership revenue, primarily
al Q2 Q3 Q4 Q3 Q4 driven by higher revenue share
from existing partners
2024 m=2025 w2026 2024 w2025 w2026
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Revenue & Adjusted EBITDA Seasonality

AEBITDA up 53% YoY with Q2 margin reflecting strong subscription and advertising revenue growth

Quarterly Seasonality - Revenue ($M) Quarterly Seasonality - Adjusted
EBITDA ($M) & Margin (%)

»  Adjusted EBITDA of $31.1
million, up 63% YoY, with
AEBITDA margin of 20% in
Q2'26 driven by strong
subscription and
advertising revenue
growth

»  Adjusted EBITDA margin
of 20% was impacted by
+3% due to the one-time
tariff benefit

*  Adjusted EBITDA margin
expected to expand YoY
by Q4 driven by revenue
seasonality and operating
leverage

Qz24 Q324 Q424 Q125 Q225 Q325 Q425 Q126 Q226 Q224 Q324 Q424 Q125 Q225 QI25 Q425 Q126 Q226

10226 AEBITDA margin was impacted by +3% due to a one-time tariff benefit.
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Outlook

For FY'26, Life360 expects to deliver:
+ MAU growth of 17% to 20%, weighted toward the second half of the year (unchanged);
- Consolidated revenue of $650 million to $685 million (YoY growth of 33% to 40%), comprised of:
- Subscription revenue of $475 million to $480 million, increased from $470 million to $475 million;
- Hardware revenue of $35 million to $45 million, reduced from $40 million to $50 million;
- Advertising revenue of $98 million to $115 million (unchanged); and
- Other revenue of $42 million to $45 million (unchanged);

+  Adjusted EBITDA' of $130 million to $140 million (unchanged), which represents a margin of approximately 20%.

| Adjusted EBITDA is a non-GAAP measure. For mare information, including the definition of Adjusted EBITDA, the use of this non-GAAP measure, as well as a reconciliation of Net Income to Adjusted EBITDA, see Appendix 3.
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APPENDIX 1

Operating Metrics

in millions, except ARPPC, ARPPS, ASP) Q22026 Q12026 Q42025 Q32025 Q2 2025
Life360 Core™
Monthly Active Users (MAU) - Global 102.4 978 95.8 9.6 88.0
us. 54.0 51.8 50.6 48.7 475
International 48.4 46.0 45.3 429 40.5
UK, CA, ANZ 13.2 12.5 12.0 .4 107
Rest of World 35.2 33.5 33.3 31.5 298
Paying Circles - Global 3.2 3.0 2.8 27 25
us. 23 21 2.0 19 18
International 10 0.9 0.8 0.8 0.7
UK, CA, ANZ 0.4 0.4 0.3 0.3 03
Rest of World 0.6 0.5 0.5 0.5 0.4
Average Revenue per Paying Circle (ARPPC) $ 14256 § 143.03 § 139.54 137.63 § 135.42
Life360 Consolidated
Subscriptions 3.7 3.5 3.4 3.3 31
Average Revenue per Paying Subscription (ARPPS) $ 12838 §$ 12705 § 122.41 1933 § 116.06
Net hardware units shipped 0.7 0.4 1.9 0.9 08
Average Selling Price (ASP) $ 1470 § .88 $ 10.06 nee  § 14.81
A Monthly Revenue (AMR) $ 5372 § 5179 § 478.0 446.7 $ 461
Additional KPI Related Inf:
Subscription revenue $ 156 §$ 082 $ 1025 96.3 $ 88.6
Non-Core subscription revenue $ (45) % @47 % (5.2) 66 $ 5.7)
Core subscription revenue(@ $ mir § 1035 % 97.3 907 § 82.9
Subscription revenue bundling related adjustment $ (0.0) % (0.0) § (0.0) (01 3 (0.3)
Hardware revenue bundling related adjustment $ 01 § 00 § 0.0 01 $ 03

| Core metrics relate solely to the Life360 mobile application.

*Core subscription revenue is defined as subscription revenue derived from the Life360 mobile application and excludes non-core subscription revenue which relates to other hardware related subscription offerings. Beginning with the

second quarter of 2024, this definition has been updated ond colculated in accordance with GAAP.

@) Lite3so
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APPENDIX 2
Income Statement

Three Meonths Ended June 3

$ in millions, except share and per share data 2026 2025
Revenue
Subscription revenue 3 n56 § 88.6
Hardware revenue 9.8 123
Advertising revenue 22,0 5.3
Other revenue 11.6 9.2
Total revenue 159.0 115.4}
Cost of Revenue
Cost of subscription revenue 153 13.0
Cost of hardware revenue 56 10.2
Cost of advertising revenue 9.5 0.5
Cost of other revenue 1F 1
Total cost of revenue 321 249
Gross Profit 126.9 90.5]
Operating expenses
Research and development 47.4 32.3
Sales and marketing 52.3 389
General and administrative 272 7.4

Total operating expenses 127.0 88.5
Income (loss) from operations (0.1) 2.0

Other income (expense)

Gain (loss) on change in fair value of investments (0.9) 13
Interest income 42 25
Other income (expense), net (2.2) 0.8
Total other income, net 11 4.6
Income before income taxes 1.1 6.6
Benefit from income taxes (4.0} (0.4)
Net income $ 5.1 § 7.0
Net income per share, basic $ 0.06 § 0.0
Net income per share, diluted $ 006 § 0.08
Weighted-average shares used in computing net income per share, basic 81,002,338 76,797,385
Weighted-average shares used in computing net income per share, diluted 85,594,461 84,476,048

Note: Numbers moy not add or recalculate due to rounding.

@) Lite3so
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APPENDIX 2
Balance Sheet

June 30, December 31

sm 2026 2025}

Current Asse
Cash and cash equivalents 3 2670 % 4943
Restricted cash, current 10 -
Short-term investments w979 -
Accounts receivable, net 98.6 80.7
Inventary 147 LX]
Costs capitalized to obtain contracts, net 1 12
Prepaid expenses and ather current assets 191 201

Total current assets 599.5 6061

Restricted cash, noncurrent 17 16

Property and equipment, net 27 3.0
Costs capitalized to obtain contracts, noncurrent 08 09
Prepaid expenses and other assets, noncurrent 4.4 a5
Operating lease right-of-use asset 02 03
Intangible ossets, net 775 383
Goodwill 736 1346
Deferred tox assets, net 149.5 126.4

Total Assets s 1,051.9 $ 959.7]

Liabilities and Stockholders’ Equity

Current Liabilities:

Accounts payable $ 1B5 % 84
Accrued expenses and other current liabilities 433 42.0
Deferred revenue, current 48.2 46.4

Total current liabillties 107.0 968
Convertible notes, net, noncurrent ans 310.4
Deferred revenue, nancurrent a3 43
Other liabilities, noncurrent 16.7 —

Total Liabilities 3 4385 $ a11.5]

Stockholders’ Equity
Common stock o1 o1
Additional paid-in capital 7577 686.9
Accumulated deficit (131.0) (138.9)
Accumulated other camprehensive income (loss) ©n -
Treasury stock, at cost (13.2) =

613.4 §

10519 §
Note: Numbers may not add or recalculate due to rounding.

@) Lite3so

Cash Flow

5M 2025
Cash Flows from Operating Activiti
Net incame $ 78 H n4
Adjustments to reconcile net income to net cash provided by operating octivities:
Deprecigtion and omortization n 59
T 07 o6
f operating leoss right-of- 02 02
Stock-bassd compensstion expense. net of amounts capitalized 1 251
Norecarh hiarest sparab. i T o2
1 (gain) on change in fair value of investments a7 na
Non-cash revenus from Investments 0.5 ©8)
Deferred Income toxes (16.4)
Accretion of discount on shart-term investments ny el
Lovs o o rehand manatzation i3 3
Provision for credit losses - 04
Chenges in operating assets and hobilities, net of acquisition:
Accounts receivable, net 12 n2)
Prepoid expanses.ond othet casets 13 ©5
Inventary (4.8)
Costs capitalized to ebtain contracts. net 0.8) 0.6)
Accounts payable (12.3) 2.6)
Accrued expenses and other current liabilities 5.4) 7.5)
ol s 3 o
Othaer liobilities, noncurrent {0.2)
o cock e b ot g Bt 0o 254
Cash Flows from Investing Activities:
Cash poid for acquisitions, net of cash acquired 55.6) (2.8)
Intemally developed software 2.5 (35)
Purchase of property and equipment = (0.8)
Purchase of short-tarm investments (2147 =
Pricands i ahakios of shereimra ket 9 =
Purchase of other strategic investmants 0.0)
Convertible note investmen! - (25.0)
Cash Flows from Financing Activities:
Indemnity escrew payment in connectien with the acquisition of Fantix. Inc. ©7) =
Pocamds 1o moceteation of i veund clokms 23 g
Remittance of tariff refund daims 0.9 =
Proceads reloted to tax wit m ti ack aptions ond warrants 72 296
Taxes paid related ta net settlemant of equity owards (24.4) (25.8)
Proceeds from issuance of convertible senior notes - 3200
Payments of debt issuance costs (2.6}
(10.8)
ash, Cc (226) 2738
Cash, Cash Equivalents and Restricted Cash at the Beginning of the Period 495.8 160.5
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APPENDIX 3

GAAP to Non-GAAP reconciliations

Cost of revenue
Three Months Ended June 30,

$M 2026 2025)
Cost of subscription revenue, GAAP s 83§ 13.0
Less: Depreciation and amortization, GAAP (1.2) (©.9)

Less: Stock-based compensation, GAAP (0.6) (0.7)
Cost of hardware revenue, GAAP $ 56 % 10.2
Less: Depreciation and amartization, GAAP ) 01.0)

Less: Stock-based compensation, GAAP (0.3)

(
Total cost of hardware revenue, Non-GAAP $ 4.2 $ 8.8

Cost of advertising revenue, GAAP 9.5 0.5
Less: Depreciation and amertization, GAAP (0.5) 0.2)
Less: Stock-based compensation, GAAP (0.1)

Total cost of advertising revenue, Non-GAAP $ ¥ $ ¢

Cost of other revenue, GAAP $ 1.7 $ 11
Total cost of other revenue, Non-GAAP $ 1.7 $ 1.1
Cost of revenue, GAAP $ 321 $ 249
Less: Depreciation and amortization, GAAP 28) (2.0)
Less: Stock-based compensation, GAAP (1.0) (1.2)
Total cost of revenue, Non-GAAP $ 28.2 $ 21.7}

Note: Numbers moy not add or recalculate due to rounding.

@) Lite3so

Operating expenses
Three Months Ended June 30,

2026 2025
Research and development expense, GAAP 3 474 $ 323
Less: Stock-based compensation, GAAP {9.7) (7.8)
Less: Other, GAAP (2.0) —
Total Research and development, Non-GAAP $ 35.8 5 24.5/
Sales and marketing expense, GAAP $ 523 % 389
Less: Depreciation and amortization, GAAP (2.8) [{A)]
Less: Stock-based compensation, GAAP (3.4) (2.0)

Total Sales and marketing expense, Non-GAAP $ 46.1 $ 35.8
$

General and administrative expense, GAAP 272 $ 17.4
Less: Stock-based compensation, GAAP (8.8) (4.2)
Less: Other, GAAP (0.8) (0.1)
Total Operating expenses, GAAP $ 270§ 885
Less: Depreciation and amortization, GAAP (2.8) ()}
Less: Stock-based compensation, GAAP (21.8) 4)
Less: Other, GAAP (2.7) (0.1)
Total Operating expenses, Non-GAAP s 99.6 73.3
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APPENDIX 3

Non-GAAP Financial Measures

SM

Net income

Add (deduct):

Gain (loss) on change in fair value of investments
Benefit from income taxes

Depreciation and amoertization'?

Interest income

Other income (expense), net

Acquisition-related transaction and integration costs'®
Stock-based compensation

Workplace restructuring costs)

Warehouse relocation costs’®

Adjusted EBITDA

Three Months En

2026 2025/
51 $ 7.0
0.9 (1.3)
(4.0) (0.4)
5.6 31
(4.2) (2.5)
2.2 (0.8)
05 ol
228 152
17 —
0.6 —
311 $ 203

1 Relates to the chonges in foir value of the Convertible Note Investment. Refer to the Q2 2026 10-Q for the definition and additional

information on the Convertible Note Investment.

2 Includes depreciation on fixed assets and omortization of intangible assets.

3 Relates to costs incurred in connection with the acquisition of Nativo, Ine. and the asset acquisition of Fantix, Inc., including one-time

bonus payments.

4 Relates to non-recurring workplace restructuring costs incurred in connection with the Company's transition to an Al-native organization,

§ Relates to non-recurring warehouse relocation costs associated with the move of certain hardware manufacturing operations.

Note: Numbers may not add or recalculate due to rounding.

@) Lite3so

We collect and analyze operating and financial data to evaluate the health of
our business, allocate our resources and assess our performance.

Adjusted EBITDA

In addition to total revenue, net income and other results under GAAP, we
utilize a non-GAAP calculation of adjusted earnings before interest, taxes,
depreciation and amortization (“Adjusted EBITDA"). Adjusted EBITDA is defined
as net income, excluding (i) gain (loss) on change in fair value of investments,
(ii) benefit from income taxes, (i) depreciation and amertization, interest
income, (v) other income (expense), net, (vi) acquisition-related transaction
and integration costs, (vii) stock-based compensation, ( workplace
restructuring costs, and (ix) warehouse relocation costs.

These items are excluded from Adjusted EBITDA because they are non-cash in
nature, because the amount and timing of these items are unpredictable, or
because they are not driven by core results of operations and render
comparisons with prior periods and competitors less meaningful. We believe
Adijusted EBITDA provides useful information to investors and others in
understanding and evaluating our results of operations, as well as providing
useful measures for period-to-period comparisons of our business
performance. Moreover, we have included Adjusted EBITDA in this
presentation because it is a key measurement used by our management team
internally to make operating decisions, including those related to operating
expenses, evaluate performance, and perform strategic planning and annual
budgeting. However, this non-GAAP financial measure is presented for
supplemental informaticnal purposes only, should not be considered a
substitute for or superior to financial information presented in accordance with
GAAP, and may be different from similarly titled non-GAAP financial measures
used by other companies. As such, you should consider this non-GAAP financial
measure in addition to other financial performance measures presented in
accordance with GAAP, including various cash flow metrics, net income, and
our other GAAP results.

e, the most directly comparable

The table presents a reconciliation of net inc
GAAP measure, to Adjusted EBITDA.
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APPENDIX 4
Beyond MAU: 121 million Total Users in the Life360 Ecosystem

~85% of total users open the app within a given month, with an additional ~19m passive users
representing further monetization and reactivation potential

MAU (Monthly Active Users) Passive Users
. Users that that are actively receivin
Users who opened the Life360 app at least notifications or sharing theygr \Dcct\'og,
once in the last calendar month

without opening the cpf\ in the last
calendar month

Parents who
open the app

~102m ~19m

Monthly Active Users Passive Users

Total Users

All registered Life360 accounts: MAU + Passive.
Represents the full scale of Life360's user base and our
addressable monetization & engagement opportunity
Note: As of Juna 30, 2026. Numbers may not add eue to rounding
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APPENDIX 5

End to End Differentiated Ad Platform at Scale

Our combined tech stack accelerates Life360’s advertising roadmap and creates value across
the ad-tech value chain

High Level Ad-Tech Value Chain

Demand Side Demand Side Customer Data Measurement Supply Side Publishers Supply Side
Platforms (DSPs) Platforms Platforms Platforms (SSPs)*
g
Brands é) Integrations Unified layer of g‘g‘%
enable advertisers Collect, unify, and Sty . Content creators
to buy digital ad organize first-party RN iy ubishes o and platforms that TWT
Ad inventory in an (1P) and third-party Eerolmence; menags: gphinie own the ad inventory " I "
Agencies Egg automated way (e.g. (3P) ersur?g%:cfet);. unc: = ttheir ad (e.g. websites, apps, TS
The Trade Desk & data signals ¥ e::! i;ut)?o:n flentory, media outlets)
Amazon DSP)
Direct integrations Complementary Full SSP capabilities Enable cross-
Lifesbo with key DSPs incl. b uudienc)s.- Complementary incl, direct format and cross-
Amazon, e e measurement tools integrations with platform
+ positioning Life360 {P Hetaat sc;le fo at scale to capture 400+ premium campaigns with
- as an attractive Ak e full funnel publishers and premium publishers
@ Natlvo partner for large besed optimization performance 20k+ websites and (e.g. premium
DSPs it apps display, CTV etc.)
@) Lireaso
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APPENDIX 6

Life360 and Uber announce new integration to help families

stay connected

Deepens Life360’s super app vision by embedding trusted third party services families already rely on

Unlock real-time trip tracking, ride
booking, in-app coordination and
personalized safety alerts for parents

Membership

Shared value across Life360 and
Uber memberships - building on an
existing collaboration that delivers

more value for Life360 members

Nate: Product image is for illustrative purposes only; actual may vary. Integrated
services will be available in 2026

@) Lireaso

(s D =)

<

7 78%
Noah .

Driving near Arroyo Ave
San Francisco, CA

Since 4:35pm

Q e InUber

o
oo SR  a:53pm estimated arrival
Headed to 1939 Grant Ave

49 % 3MS53AF2
Anderson Silver Honda Civic

View additions scfety feature on Uber 1

Enabling teens to request rides with
parental supervision, real-time
notifications, and safety screened
drivers

In-kind marketing with always-on
advertising support - signals Uber’s
continued investment in Life360 as a
key advertising partner
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APPENDIX 7

Competitive Landscape
(@ vifesso @q %Amn @kifatack o @ 8 Tm V®

Monthiy Price [ $i669 1 $10.00 Free $7.99 $14.99 £79.99 Free $10.00 $14.99
Membership | Family circle|  Individual  Individuol Family Individual Family Individual Family Individual i I

Avdilable on i0S & Android v s v v v v v
Roadside Assistance

505 Alert

<
il el (e e

Driver Reports
Stolen Phone Reimbursement
Credit Monitoring _ v v
ID Theft Protection v v
Crash Detection || W]
Disaster Assistance -
Travel Assistance -
Location Sharing _ s v v v v s s v
Stolen Funds Reimbursement -
Item Tracking -
In-App Messaging _
Pet Tracking -

Note: Pricing and feature information sourced from publicly available data. Feature sets for cellular providers reflect those of their associated family safety apps. Life360 feature set and pricing represents the Gald Membership, with select
features available at the Platinum Membership for $24.99.
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