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· Written communications pursuant to Rule 425 under the Securities Act (17 CFR 230.425)

· Soliciting material pursuant to Rule 14a-12 under the Exchange Act (17 CFR 240.14a-12)
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Item 2.02	Results of Operations and Financial Condition.

Life360, Inc., a Delaware corporation (“the Company”) is furnishing this Current Report on Form 8-K in connection with the disclosure of information, in the form of textual information from a media release issued on March 2, 2026. A copy of the media release is furnished as Exhibit 99.1 to this Current Report on Form 8-K.

Item 7.01	Regulation FD Disclosure.

The Company is furnishing this Item 7.01 of this Current Report on Form 8-K in connection with the disclosure of information, in the form of the textual information from a PowerPoint presentation to be given during a conference call and webcast on March 2, 2026 at 5:00 p.m. Eastern Time. A copy of the PowerPoint presentation to be used for the conference call and webcast is furnished as Exhibit 99.2 to this Current Report on Form 8-K.

The information in Item 2.02 (including Exhibit 99.1) and Item 7.01 (including Exhibit 99.2) of this Current Report on Form 8-K is furnished and shall not be deemed to be “filed” for the purpose of Section 18 of the Securities Exchange Act of 1934, as amended (the “Exchange Act”) or otherwise subject to the liabilities of that section, nor shall it be deemed incorporated by reference into any filing under the Securities Act of 1933, as amended, or the Exchange Act, except as shall be expressly set forth by specific reference in such a filing.

The replay of the conference call and webcast will be available on the Company’s website located at www.life360.com, although the Company reserves the right to discontinue that availability at any time.

Item 9.01 Financial Statements and Exhibits.

(d) Exhibits

	Exhibit No.
	Description

	99.1
	Media release of the Registrant dated March 2, 2026
	

	99.2
	Life360, Inc. Investor Presentation
	

	104
	Cover Page Interactive Data File - the cover page XBRL tags are embedded within the Inline XBRL document




SIGNATURES

Pursuant to the requirements of the Securities Exchange Act of 1934, the registrant has duly caused this report to be signed on its behalf by the undersigned hereunto duly authorized.

	
	
	LIFE360, INC.

	Dated:
	March 2, 2026
	By:
	/s/ Russell Burke

	
	
	
	Russell Burke
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Life360 Reports Record Q4 2025 Results

Monthly Active Users Reached Approximately 95.8 million; Up 20% Year-Over-Year
Record Annual Global Net Additions of 576 thousand Paying Circles, Reaching 2.8 million Total
Total Annual Revenue Grew 32% Year-Over-Year to $489.5 million
Annualized Monthly Revenue Increased 30% Year-Over-Year to $478.0 million
Record Annual Adjusted EBITDA of $93.2 million

SAN FRANCISCO, California. Life360, Inc. (Life360 or the Company) (NASDAQ: LIF, ASX: 360), the
provider of the market leading family safety and connection mobile application, today announced unaudited
financial results for the fourth quarter (Q4) and audited financial results for the full year ended December 31,
2025.

Building on the momentum of prior quarters, the Company achieved record-breaking results across key
metrics, including Monthly Active Users (MAU), Paying Circles, Global Net Additions, Subscription Revenue,
Annualized Monthly Revenue, Net Income, and Adjusted EBITDA.

"2025 was a landmark year for Life360. For the first time in company history, we achieved annual net
income, reflecting both the fundamental strength of our freemium model and the operating discipline we've
built over the past several years,” said Life360 Chief Executive Officer Lauren Antonoff. "We exited the year
with 95.8 million monthly active users, 2.8 million Paying Circles with record annual net additions, full-year
revenue growth of 32%, and 105% growth of Adjusted EBITDA."

"Beyond the numbers, we made significant progress building our family super app platform in 2025. We
introduced Pet GPS, our first fully in-house created device, and launched simultaneously across five global
markets. We acquired Fantix, enabling proprietary location-based Place Ads and attribution measurement
with Uplift. And we completed the Nativo acquisition in January 2026, creating a full-stack advertising
platform with Fortune 500 relationships and thousands of publishers. Together, these initiatives establish
Life360 as a multi-engine platform combining subscription excellence with emerging advertising scale.

"We are deep into the transition to become an Al-first company. Organization-wide active Al adoption has
grown to over 95%, accelerating our execution and expanding what's possible for families on our platform.
We see Al as an opportunity to accelerate our path and deepen our moat. Our core use case is durable
because it is anchored in real people moving through the physical world, generating data that further
deepens our advantage.

“These accomplishments bring us closer to achieving our strategic goals of surpassing 150 million MAU and
$1 billion in annual revenue, delivering consistent Adjusted EBITDA margin expansion on our path to above
35%. We enter 2026 with accelerating Paying Circles growth, our multi-engine business model scaling, and
strong conviction in our abilty to deliver substantial value for Life360 members, advertisers, partners, and
shareholders.”

"Life360 delivered strong financial performance in 2025, exceeding our guidance across all key metrics,”
said Chief Financial Officer Russell Burke. "Full year revenue grew 32% year-over-year to $489.5 million,
and Adjusted EBITDA grew 105% year-over-year to $93.2 million. We also achieved our first full year of
profitability with net income of $150.8 million, or $32.5 million after excluding a significant one-time, non-
cash tax benefit of $118.4 million, demonstrating the significant leverage inherent in our business model as
we scale. Fourth quarter Adjusted EBITDA margin expanded to 22%, our highest quarterly margin to date,
with full year margin reaching 19%.

"We ended 2025 with $495.8 million in cash, a significant increase from $160.5 million at year-end 2024,
primarily driven by operating cash flow of $88.6 million, up 172% year-over-year, and the net proceeds from
our June 2025 convertible notes offering. This provides substantial financial flexibiity to invest in our
highest-return growth opportunities while maintaining disciplined capital allocation.

"Looking ahead to 2026, we expect revenue growth acceleration driven by both our core subscription
business and the scaling of our advertising platform. We plan to invest in strategic initiatives including
international expansion, advertising platform scaling, and continued product innovation, while remaining
committed to balancing growth investment with margin expansion, and we are on track to achieving our
strategic target of above 35% Adjusted EBITDA margin."

Note: The financial information in this announcement may not add or recalculate due 1o rounding. Al references to § are to U.S. dollrs.
Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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Q4'25 Financial Highlights

+ Total Q4'25 revenue of $146.0 million, a YoY increase of 26%, with total subscription revenue of
$102.5 million, up 30% YoY and core subscription revenue? of $97.3 million, up 33% YoY.

= Annualized Monthly Revenue (AMR) of $478.0 million, up 30% YoY.

Q4'25 Net Income of $129.7 million, up 1,426% YoY, includes a one-time, non-cash tax benefit of
$118.4 million.

+  Adjusted EBITDAS of $32.4 million increased 53% over $21.2 million in Q4'24.
+ Positive Operating Cash Flow of $36.8 milion, up 199% YoY.

* Quarter-end cash, cash equivalents and restricted cash of $495.8 million, an increase of $335.3 million
from Q4'24, which was primarily the result of net capital raised from the issuance of the June 2025
convertible notes.

Q4'25 Operating Highlights

+ Q425 global MAU net additions of 4.2 million lifted total MAU to approximately 95.8 million, up 20%
YoY.

+ Q425 global Paying Circle net additions totaled 132 thousand, with full-year 2025 net additions of
576 thousand representing the largest annual subscriber net adds on record. Total Paying Circles grew
26% YoY to 2.8 million.

+ Average Revenue Per Paying Circle (ARPPC) increased 6% YoY primarily due to U.S. price increases
for new and existing annual subscribers implemented in the second half of 2024 and continuing into
2025, a shift in product mix toward higher-priced offerings, and the introduction of higher-priced
membership tiers across select intemnational markets throughout 2024 and 2025.

Key Performance Indicators

(in millions, except ARPPC, ARPPS, ASP, and percentages) Q42025 Q42024 % YoY

Core*

Monthly Active Users (MAU) - Global® 95.8 796 20%
us. 50.6 437 16 %
International 453 36.0 26 %
ANZ 35 27 26 %

Paying Circles - Global® 28 23 26 %
us. 20 16 23%
International 08 06 2%

Average Revenue per Paying Circle (ARPPC)"® $ 13954 § 13176 6%

Life360 Consolidated

Subscriptions® 34 29 17 %

Average Revenue per Paying Subscription (ARPPS)10 $ 12241 § 11043 1%

Net hardware units shipped'" 19 19 3%

Average Selling Price (ASP)'213 $ 1006 $ 1256 (20)%

Annualized Monthly Revenue (AMR) $ 4780 8 3676 30 %

FY 2025 FY 2024 % YoY

Core*

Average Revenue per Paying Circle (ARPPC)# S 13663 $ 12800 7%
Life360 Consolidated

Average Revenue per Paying Subscription (ARPPS)®10 $ 11817 $ 106.16 1%
Net hardware units shipped™® 42 39 7%
Average Selling Price (ASP)'23 $ 12258 1372 an%

Note: The financial information in this announcement may not add or recalculate due 1o rounding. Al references to § are to U.S. dollrs.
Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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« Global MAU increased 20% YoY to approximately 95.8 million, with Q425 net additions of
4.2 million, delivering the largest Q4 user net additions in the Company's history. U.S. MAU
increased 16% YoY, with Q4'25 net adds of 1.8 million. International MAU increased 26% YoY, with
Q425 net adds of 2.4 million.

+ Q4'25 global Paying Circle net additions of 132 thousand, driven by strong U.S. and intemational
performance. U.S. Paying Circles increased 23% YoY driven by improved conversion metrics.
Interational Paying Circles maintained strong momentum, up 32% YoY.

Q425 global ARPPC increased 6% YoY. U.S. ARPPC increased 5% YoY, benefiting from price
increases for new and existing annual subscribers implemented in the second half of 2024 and
continuing into 2025, as well as a shift in product mix towards higher-priced offerings. Q4'25
international ARPPC increased 16% YoY, reflecting the benefit of legacy subscriber price increases,
the introduction of higher-priced membership tiers in non-Triple Tier markets, and continued growth
in existing Triple Tier markets.

Q425 net hardware units shipped increased 3% YoY primarily driven by increased online retail
demand. The Average Selling Price of hardware units shipped decreased 20% YoY primarily due to
ashiftin channel mix and an increase in discounts.

+ December 2025 AMR increased 30% YoY, benefitting from continued subscriber growth as well as
an increase in other recurring revenue.

Operating Results

Revenue
Three Months Ended December 31, Year Ended December 31,
2025 2024 2025 2024

(S millions) (unaudited)

Subscription revenue $ 1025 § 788 $ 3693 $ 2778
U.S. subscription revenue 84.9 66.9 308.8 240.6
International subscription revenue 17.6 11.8 60.4 37.3

Hardware revenue 193 238 51.8 576

Other revenue 242 13.0 68.4 36.0
Total revenue $ 1460 $ 1155 § 4895 § 3715

* Q425 total subscription revenue increased 30% YoY to $102.5 million, primarily driven by growth in
Paying Circles.

+ Q425 hardware revenue decreased 19% YoY to $19.3 million as higher unit shipments were more
than offset by increased promotional and competitive discounts and lower revenue related to
bundled offerings.

Q425 other revenue increased 86% YoY to $24.2 million due to increases in data and partnership
revenue, which includes advertising revenue, and is primarily due to an increased number of
partners and higher spend under existing arrangements.

Core Subscription Revenue

+  Core subscription revenue is defined as GAAP subscription revenue derived from the Life360
mobile application and excludes non-core subscription revenue, which we define as GAAP
subscription revenue from other hardware related subscription offerings, for the reported period.
Core subscription revenue represents revenue derived from, and the overall success of, our core
product offering. Q4'25 core subscription revenue increased 33% YoY primarily driven by a 26%
YoY increase in Paying Circles and a 6% higher ARPPC.™*

Three Months Ended December 31, Year Ended December 31,
2025 2024 2025 2024
(S mitlions) (unaudited)
Subscription revenue $ 1025 § 788 $ 3693 § 2778
Non-Core subscription revenue (5.2) 5.7 (222) (226)
Core subscription revenue's $ 973 § 731§ 3471 § 2552

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars

Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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Gross Profit

Three Months Ended December 31, Year Ended December 31,
2025 2024 2025 2024

(S millions, except percentages) (unaudited)

Gross Profit $ 1097 § 855 S 3808 S 2792

Gross Margin 75% 74% 78% 75%

Gross Margin (Subscription Only) 87% 86 % 86 % 85%

+ Q425 gross margin increased to 75% from 74% in the prior year, driven by a higher mix of
subscription and other revenue as well as year-over-year margin improvement in both categories.

Operating Expenses

Three Months Ended December 31, Year Ended December 31,
2025 2024 2025 2024

(S millions) (unaudited)
Research and development s 333§ 208§ 1284 $ 1134
Sales and marketing 418 335 155.0 1134
General and administrative 256 165 786 60.7
Total operating expenses $ 1007 S 798§ 3620 § 2874
Total operating expenses as % of
revenue 69 % 69 % 74% 7%

+ Q425 operating expenses, excluding commissions, increased 26% YoY, while operating expenses
as a percentage of revenue remained flat at 69%. For the full year, operating expenses, excluding
commissions, increased 25% YoY, while operating expenses as a percentage of revenue decreased
3% YoY. These results demonstrate our ongoing focus on cost discipline and operational efficiency.

Q425 research and development costs increased 12% YoY, primarily driven by higher personnel-
related and technology costs due to Company growth.

Q425 sales and marketing costs increased 25% YoY, primarily driven by higher commissions, which
represent nearly half of total sales and marketing expense and increased in line with subscription
revenue growth, as well as a strategic increase in growth media spend to support new initiatives.

+ Q425 general and administraive expenses increased 55% YoY, primarily driven by higher
personnel-related costs due to Company growth, as well as professional and outside services costs
related to acquisitions

Cash Flow

Three Months Ended Year Ended

December 31, December 31,

2025 2024 2025 2024
(S millions) (unaudited)
Net cash provided by operating activities S 38 S 123 S 86 S 326
Net cash used in investing activities (1.4) (6.8) (35.3) (10.1)
Net cash provided by (used in) financing activities 32 (52) 2821 67.3
Net Increase in Cash, Cash Equivalents, and
Restricted Cash 386 03 3354 89.7
Cash, Cash Equivalents, and Restricted Cash
at the End of the Period $ 4958 S 1605 $ 4958 §  160.5

+ Life360 ended Q4'25 with cash, cash equivalents and restricted cash of $495.8 million, an increase
of $38.6 million from Q3'25.

+ Q425 operating cash flow was $36.8 million. This was offset by $1.4 millon used in investing
activities primarily for internally developed software. Additionally, $3.2 million was provided by
financing activities primarily from the exercise of stock options.

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars

Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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Q425 net cash provided by operating activities of $36.8 million was higher than Adjusted EBITDA of
$32.4 million primarily due to the timing of receipts and payables. See the Adjusted EBITDA section
below for the definition and reconciliation of Adjusted EBITDA.

+ Cash, cash equivalents and restricted cash increased $335.4 milion YoY. The increase was
primarily driven by $275.4 million related to the June 2025 convertible notes and $88.6 million in
positive operating cash flow. This was primarily offset by a $25.0 million investment in the Aura
convertible notes.

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 intemal planning and forecasting purposes. For more information, see the
*Supplementary and Non-GAAP Financial Information” section below.

Non-GAAP financial measures include adjusted eamings before interest, taxes, depreciation and
amortization (Adjusted EBITDA) and Adjusted EBITDA Margin. Adjusted EBITDA is defined as net income
(loss), excluding (i) convertible notes and derivative liability fair value adjustments, (i) gains and losses on
the settlement of convertible notes and derivative liabilities, (i) gain (loss) on change in fair value of
investments, (iv) benefit from income taxes, (v) depreciation and amortization, (vi) interest income, (vii)
other expense, net, (vii) acquisiion and investment related transaction costs, (ix) stock-based
compensation, (x) warehouse relocation costs, (xi) IPO-related transaction costs, including secondary
offering costs, and (xii) workplace restructuring 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 (loss), the most directly comparable GAAP
measure, to Adjusted EBITDA:

Three Months Ended Year Ended
December 31, December 31,

2025 2024 2025 2024
(8 thousands, except percentages)
Net income (loss) $129655 § 8498 $150832 § (4.555)
Net income (loss) margin 89% 7% 31% (1%
Add (deduct):
Convertible notes fair value adjustment'® — = e 608
Derivative liability fair value adjustment’® — e 1,707
Loss on settiement of convertible notes'” — - 440
Gain on settlement of derivative liability — = (1,924)
Gain (loss) on change in fair value of
investments'® 1,481 (609) (5,389)
Benefit from income taxes’ (117,994) 2217)  (118,173) (71)
Depreciation and amortization'® 3470 2,720 13,329 9,778
Interest income (4,666) (10,223)  (13,705) (6,009)
Other expense, net 479 9,660 481 1,647
Acquisition and investment related transaction
costs?® 3,827 4,876 —
Stock-based compensation 15,475 11,762 55,460 42,269
Warehouse relocation costs?! 706 — 706 —
IPO-related transaction costs, including
secondary offering costs = 1,046 = 6,830
Workplace restructuring costs2? = = = 153
Adjusted EBITDA $ 32433 § 21246 § 93197 § 45484
Adjusted EBITDA margin 2% 18% 19 % 12%

Note: The financial information in this announcement may not add or recalculate due 1o rounding. Al references to § are to U.S. dollrs.
Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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+ Q425 delivered a positive Adjusted EBITDA contribution of $32.4 million versus $21.2 million in
Q424 as a result of continued strong subscription and other revenue growth as well as improved
operating leverage.

Earnings Guidance®
For FY'26, Life360 expects to deliver:
«  Global MAU growth of 20% year-over-year;
+  Consolidated revenue of $640 million to $680 million (YoY growth of 31% to 39%), comprised of:
= Subscription revenue of $460 million to $470 million (YoY growth of 25% to 27%);
= Other revenue of $140 million to $160 million (YoY growth of 105% to 134%);
= Hardware revenue of $40 million to $50 million;

- Adjusted EBITDA® of $128 million to $138 million, which represents margin of approximately 20%.
Due to timing of investments in initiatives to support our growth, and seasonality, we anticipate
Adjusted EBITDA to be lightly weighted in the first half of 2026, and heavily weighted in the second
half of 2026.

Investor Conference Call

A conference call will be held today as follows:

US PDT: Monday 2 March 2026 at 2 p.m.
US EDT: Monday 2 March 2026 at 5 p.m.
AEDT: Tuesday 3 March 2026 at 9 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: 973 3592 2865

Areplay 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 95.8 milion monthly active users (MAU), as of
December 31, 2025, 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
Iife360.com.

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars
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Contacts

For U.S. investor inquiries: For U.S. media inquiries:
Raymond (RJ) Jones Lynnette Bruno
riones@iife360.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@Iife360.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 Securiies 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 and abily 1o create new revenue streams; the resiiency of
Life360's core subscription business; the abilty of Life360 to adapt to and mitigate the impact of macroeconomic considerations
including tariffs and trade barriers; its abilty o 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 to launch new features and products; the impact of
price increases and expansion of product offerings in the UK, Australia and New Zealand on future results of operations; ts
expectations of growth i its data business:; ts expectation of a new enterprise revenue stream and enhanced location capabiliies of its
hardware devices; ts focus on developing a GPS lineup, built on Jiobit technology, the timing of new evices, and the potentil 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”, “outiook”, “should", “could”, ‘may’, “target’, “plan” and other similar expressions can generally be used to identity forward-
looking statements. Indications of, and guidance or outiook on, future eamings or financial position or performance are also forward-
looking statements. Investors and prospective investors are cautioned 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 appiicable law,
Life360 does not undertake any obligation to publicly release the result of any revisions o 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 Gircumstances on which any such statements are based.

Although Life360 believes that the expectations reflected in the forward-iooking 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-iooking statements are subject 1o 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 resulls, performance or achievements 1o differ materially from those expressed or
implied by such statements. Factors that could cause actual results to differ materially from those in the forward-looking statements
include risks elated to the preliminary nature of financial resul, 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 its Annual Report on Form 10-K filed with the Securities and
Exchange Commission on March 2, 2026. To the maximum extent permitted by law, responsibilty for the accuracy o completeness of
‘any forward-ooking statements whether as a result of new information, future events or results or otherwise is disciaimed. This
announcement should not be relied upon as a recommendation or forecast by Life360. Past performance information given in this
‘document is given for ilustrative purposes only and is not necessarily a guide to future performance and no representation or warranty
s 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 s, a promise, representation, warranty or guarantee as 10 the past, present or the
future performance of Life360.

Note: The financial information in this announcement may not add or recalculate due 1o rounding. Al references to § are to U.S. dollrs.
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Consolidated Statements of Operations and Comprehensive Income (Loss)
(Dollars in U.S. $, in thousands, except share and per share data)

Three Months Ended Year Ended
December 31, December 31,
2025 2024 2025 2024

Subscription revenue $ 102497 $ 78,755 $ 369.253 $ 277.845
Hardware revenue 19331 2375 51,816 57,589
Other revenue 24151 _ 13018 _ 68412 _ 36050

Total revenue 145979 115529 489481 371484
Cost of subscription revenue 13775 10647 50968 41,014
Cost of hardware revenue 20684 18078 51175 47,225
Cost of other revenue 1,863 1.208 6.496 4,088

Total cost of revenue 36322 30023 108639 92327

Gross profit 109657 85506 380842 279,157
Operating expenses:

Research and development 33338 29788 128409 113071

Sales and marketing 41758 33532 154963 113350

General and administrative 25607 _ 16469 _ 78644 _ 60712
Total operating expenses 100,703 79.789 362016 _ 287,133
Income (loss) from operations: 8954 5717 18826  (7.976)
Other income (expense):

Convertible notes fair value adjustment - — — (608)

Derivative liability fair value adjustment — — —  (.707)

Loss on settlement of convertible notes - - - (440)

Gain on settlement of derivative liability = = = 1,924

Gain (loss) on change in fair value of

investments (1.481) = 609 5,389

Interest income 4,666 1795 13705 6,009

Other expense, net (478) _ (1.231) @81 @217)
Total other income (expense), net 2,707 564 13,833 3,350
Income (loss) before income taxes 11,661 6281 32659  (4.626)
Benefit from income taxes (117,994) (2217) _ (118,173) (71)
Net income (loss) 129,655 8498 _ 150832 __ (4,555)
Net income (loss) per share, basic S 165§ 011§ 195§ (006)
Net income (loss) per share, diluted $ 1518 010§ 177 S (0.06)
Weighted-average shares used in computing

netincome (loss) per share, basic 78,733,783 74,920,574 77,251,239 72,125,571

Weighted-average shares used in computing
netincome (loss) per share, diluted 86,004,809 83,212,947 85,172,415 72,125,571
Comprehensive income (loss)
Net income (loss) 129,655 8498 150832  (4.555)
Change in foreign currency translation
adjustment (81) 38 4 35

Total comprehensive income (loss) ~ S 120574 § 8536 § 150836 S (4520

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars

Life360, Inc. | ARBN 629 412942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 94403 | investors ife360.com
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Consolidated Balance Sheets
(Dollars in U.S. §, in thousands)

Assets
Current Assets:
Cash and cash equivalents
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 liabilties
Deferred revenue, current
Total current liabilities
Convertible notes, net, noncurrent
Deferred revenue, noncurrent
Other liabiliies, noncurrent
Total Liabilities
Commitments and Contingencies
Stockholders’ Equity
Common stock
Additional paid-in capital
Accumulated deficit
Accumulated other comprehensive income
Total stockholders’ equity
Total Liabilities and Stockholders’ Equity

December 31, December 31,
2025 2024
$ 494261 $ 159,238
80,715 57,997
9,867 8,057
1,211 1,098
20,050 14,599
606,104 240,989
1,567 1,221
3,019 1,779
869 1,049
48,480 21,611
335 683
38,277 40,574
134,619 133,674
126,418 —

959,688 $ 441,580

8411 § 5,463
42,002 32,015
46,377 39,860
96,790 77,338

310,386 —_

4,330 5,338

79 75
686,921 648,124
(138,866) (289,698)

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars
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Consolidated Statements of Cash Flows

(Dollars in U.S. §, in thousands)

Cash Flows from Operating Activities:
Net income (loss)

Adjustments to reconcile net income (Joss) to net cash provided by operating
activities:
Depreciation and amortization
Amortization of costs capitalized to obtain contracts
Amortization of operating lease right-of-use asset
Stock-based compensation expense, net of amounts capitalized
Non-cash interest expense, net
Convertible notes fair value adjustment
Derivative liabilty fair value adjustment
Loss on settlement of convertible notes.
Gain on settlement of derivative liability
Gain on change in fair value of investments
Provision for credit losses
Non-cash revenue from investments
Deferred income taxes
Changes in operating assets and liabilities, net of acquisition:
Accounts receivable, net
Prepaid expenses and other assets
Inventory
Costs capitalized to obtain contracts, net
Accounts payable
Accrued expenses and other current liabiliies
Deferred revenue
Other liabilities, noncurrent
Net cash provided by operating activities
Cash Flows from Investing Activities:
Cash paid for acquisition
Intemally developed software
Purchase of property and equipment
Related Party SAFE
Convertible note investment
Net cash used in investing activities
Cash Flows from Financing Activities:

Proceeds related to tax withholdings on restricted stock settlements and the
exercise of stock options and warrants

Taxes paid related to net settlement of equity awards

Proceeds from issuance of common stock in U.S. initial public offering, net of
underwriting discounts and commissions

Payments of U.S. initial public offering issuance costs

Proceeds from issuance of convertible senior notes

Payments of debt issuance costs

Purchase of capped calls

Net cash provided by financing actvities

Net Increase in Cash, Cash Equivalents, and Restricted Cash
Cash, Cash Equivalents and Restricted Cash at the Beginning of the Period
Cash, Cash Equivalents, and Restricted Cash at the End of the Period

(35.333)

2025

$ 150832 §

13,329
1297
348
55,460
1,271

(609)
799

(1.174)

(118,354)

(23518)
(6.706)
(1,810)
(1.231)

3,060

9312

6683
(359)

88,630

(2.825)
(5.716)
(1,792)

(25,000)

69,520
(62,836)

320,000
(10,884)

(33.728)

282,072

335,369

160,459

S 495828 S

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars

Year Ended December 31,

2024

(4.555)

9,778
1,268
331
42,269
59
608
1,707
440
(1.924)
(5.389)
300
(1.040)

(16,117)
135
(3.958)
(1,571)
(433)
4504

(3.945)
(1,187)
(5.000)

(10.132)

14,553
(33,995)

93,000
(6.292)

Life360, Inc. | ARBN 629 412 942 | 1900 South Norfolk St, Suite 310 San Mateo, CA 34403 | investors ife360.com
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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 (loss) 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, and transaction costs related to acquisitions, investments,
and our IPO. 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.

GAAP Cost of Revenue to Non-GAAP Cost of Revenue Reconciliation®*

Three Months Ended Year Ended
December 31, December 31,

2025 2028 2025 2020
(in millions)
Cost of subscription revenue, GAAP $ 138$ 106 % 5108 410
Less: Depreciation and amortization, GAAP (1.0) ©.7) (4.3) (1.7)
Less: Stock-based compensation, GAAP 05) 02) (19 ©7)
Total cost of subscription revenue, Non-GAAP ~ § 122 § 98 5 448 § 385
Cost of hardware revenue, GAAP S 207§ 181§ 512§ 472
Less: Depreciation and amortization, GAAP (1.0) (1.0) (39) a7
Less: Stock-based compensation, GAAP (0.4) ©0.2) (1.5) (08)
Total cost of hardware revenue, Non-GAAP. S 1935 169 $ 458 5 427
Cost of other revenue, GAAP. B 19 s 13§ 65 § 41
Less: Depreciation and amortization, GAAP ©2) = (©.6) =
Total cost of other revenue, Non-GAAP s ThE 5 13 § 59 § a1
Cost of revenue, GAAP $ 33§ 300§ 1086 S 923
Less: Depreciation and amortization, GAAP (22) (1.6) (®.9) (5.5)
Less: Stock-based compensation, GAAP 09) 04) (34) (1.5)
Total cost of revenue, Non-GAAP S 3325 2805 %4 853

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars
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GAAP Operating expenses to Non-GAAP Operating Expenses Reconciliatior?*

(in millions)

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

Total Research and development, Non-GAAP

Sales and marketing expense, GAAP
Less: Depreciation and amortization, GAAP
Less: Stock-based compensation, GAAP

Total Sales and marketing expense, Non-GAAP

General and administrative expense, GAAP
Less: Stock-based compensation, GAAP

Less: Other, GAAP

Total General and administrative expense, Non-
GAAP

Total Operating expenses, GAAP

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

Total Operating expenses, Non-GAAP

Three Months Ended Year Ended
December 31, December 31,
2025 2024 2025 2024
333§ 298§ 1284 S 1131
— — (0.1) (0.1)
73) 7.0 (28.0) (255)
— — ©0.7) —
2615 227§ 996 S 815
418 S 335§ 1550 § 1134
(1.2) (1.1) (4.4) (4.2)
(16) (.1 7.0 (33)
389 5 314 § 1435 $ 1058
256 $ 165 S 786 $ 607
57 (33) (17.0) (119)
.5 — “.8) 02)
154§ 132§ 568 S 486
100.7 798 362.0
(12) (.1
(14.5) (11.4)

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars
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Footnotes

1

The Company recorded a total income tax benefit of $118.2 milion for the year. This amount primarily reflects a $118.4

‘million one-time, non-cash income tax benefit related to the release of a valuation allowance, driven by current and

grojected taxabla income thatsupportsth reskzabityof the Company's defered tax asses. This was partially ofset by
‘million of income tax expense.

Core subscription revenue is defined as subscription revenue derived from the Life360 mobile appiication and excludes.
non-core subscription revenue which relates to other hardware related subscription offerings. For more information,
inciuding 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
14 non-GAAP measure, as wel 23 @ reconciiaton of Net Income (Loss) 0 Agusied EBITDA.refer o the ‘Adiusied
EBITDA" and “Supplementary and Non-GAAP Financial Information” sections.

4 Core metrics relate solely to the Life360 mobile application.
5 MAU s defined as a unique member who engages with our Life360 branded services each month, which includes both

10

1

12

13

14

15

16

17
18

19

21

B R

2

paying and non-paying members, and exciudes certain members who have a delayed account sefup.
APaying Circle s defined as a group of Life360 members with a paying subscription that has been billed as of the end of
2 penod.

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 of immaterial amounts and $(0.8)
‘million for the quarter and year ended December 31, 2025, respectively. and $(0.6) million and $(4.6) million for the
quarter and year ended December 31, 2024, respectively.

‘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 Tie 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 bundied Life360 subscription and hardware offerings, net of retuns by our retail partners and
direct consumers.

Excludes revenue related to bundled Life360 subscription and hardware offerings of immaterial amounts and $0.7 milion
for the quarter and year ended December 31, 2025, respectively, and $0.4 million and $4.3 million for the quarter and year
‘ended December 31, 2024, respectively.

To determine the net ASP of a unit, we divide hardware revenue recognized, excluding revenue related to bundied
Life360 subscription and harcwars offerings. o the reported paiod by the rumber of e hardware unitsshipped during
e same period.

Refer o the ey Performance Indicators section for additional information regarding the impact of bundied offerings on
R sione o e onas procemed ~ =

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

To reflect the change in fai value of the September 2021 Convertible Notes and derivative liability associated with the
July 2021 Convertible Notes.

Relates to the settiement of the July 2021 Convertible Notes and September 2021 Convertible Notes.

Relates o the changes in fair value of the Related Party Investment and the Convertibie Note Investment. Refer to the FY
2025 10-K for the definition and additional information on the Related Party Investment and 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., the Convertible Note Investment, and the asset
‘acquisition of Fantix, Inc., including one-time bonus payments.

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

Relates to non-recurring personnel and severance related expenses.

With respect to forward looking non-GAAP guidance, we are not able to reconcile the forward-looking non-GAAP Adjusted
EBITDA measure to the closest corresponding GAAP measure without unreasonabe efforts because we are unable to
predict the ultimate outcome of certain significant items, which are fiuid and unpredictabe in nature. In addition, the
Company believes such a reconciliation would imply a degree of precision that may be confusing o misleading to
investors. These items include, but are not limited 10, | costs and fair value adjustments. items may be
‘material to our results calculated in accordance with

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

Note: The financial information inthis announcement may not add or recaiculate due to rounding. Al references o § are to UsS. doliars
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Life360 at a glance

Global scale, durable growth, expanding profitability

202 %GJ% $489.5m
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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

Sara ,
?sara arrived ot Home

'

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

Free to use

Built §
or Premium

families safety
services
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Keeping people close to the ones they love

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

Family messaging

Pet tracking

Item tracking and
505 functionality

m oz @

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





image25.png
Life360 is uniquely focused on family safety

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

Engaging
family focus
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A one-stop holistic experience vs. competitor offerings

Life360 provides the only feature set that combines available isolated point solutions
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One of the
highest DAUs
across all

apps in the
u.s.

U.S. Lifestyle App Rankings by DAU'
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One of the fastest growing apps for Parents

Top Growing Apps for Parents!
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Strong U.S. Engagement - rivals the biggest names in
social and streaming media
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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'?

App Retention
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#App retention defined s the percentoge of users sl sing on app ot o partcular time interval aftor inticlinstalation.

@resso

oo
~OX
~

~”~

Life360's strong val
core feature set provides its users with
peace of mind that drives consistent daily
app usage and fuels product stickiness

0 app retention consistently
outperforms peers - outperforming the
social media average by 1.5x 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
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Monetizing our addressable markets

v Roadside Assistance ¥ Crash Detection

¥ Medical Assistance ¥ Emergency Dispatch
v 508

v Driver Reports

¥ Disaster Response
v Travel Support

¥ Pet Finder Network
&More...

¥ Stolen Phone
Protection

v D Theft Protection
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First Party Data
Monetization
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Future
Opportunity
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Adsfor FroeMombers |\ (SO Insurance
Access unique audiences Family Partner
based on First Party Data | Financial  Ecosystem
Services
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Expanding reach beyond parents with teens

Member Base Expansion
.. with an opportunity to expand within our current member base

36% v 709

] Of Circles ’ X householg' o
lanshe are Families least one pet4
arrow with Teens ¢ "

members 18

per Paying
Circle

on average® 130 _.17%

v‘ (20
OfCircles pulation
Jare Couples 23 ider

Source: . Census Data, American Pet Products Association
Note: The Crclo parcentages referenced refact doto fo fro Circas not Paying Circes.'Defined os Circas with at least one membar being @ parent and on or more teens. Dafinad os Crces of two mombers who aro spousas or partnars.

Reflects Circlos on a global bass osof Docember 31 2026, *Asof 2025.
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Entering the pet space with Pet GPS and the Pet Finder Networ

Early adoption post-launch with significant opportunity for monetization

New!

Introducin
Life360 Pet

PS

Pet Finder
Network

Paid

Your Pet on the
Life360 Map

d retention benefits

Life360
Pet GPS

~5M
Posaacedto
b i
Crdes

>

A Smart Allerts

A

>

Real-time tracking
via GPS, BLE,
and WiFi

$49.99 MSRP with Gold
membership required

Up to14 day battery life
per charge + 6 month
Reserve Mode

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
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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)

GOLD MEMBERSHIP

$14.99/mo

PLATINUM MEMBERSHIP

$24.99/mo

SILVER MEMBERSHIP

$7.99/mo

FREE MEMBERSHIP

$0.00/mo

508 + Place Alerts 5 places) + Place Alerts (unlimited) + Credit Monitoring
¥ Place Alerts (2 places) + Location History (7 days) + Location History (30 days) + Disaster Response

¥ Location History (2 days) + Stolen Phone Protection ($100) + Individual Driver Reports + Medical Assistance

¥ Crash Detection + Ad-Free Experience + Roadside Assistance + Travel Support

 Family Driving Summary +24/7 Emergency Dispatch + Free Towing (50mi Radius)

¥ Battery Monitoring + 1D Theft Protection + Stolen Funds Reimbursement ($1M)
+ Pet Profile & Pet Finder Network + Free Towing (Smi Radius) + Stolen Phone Protection ($500)

+ Stolen Funds Reimbursement (§25K)
+ Stolen Phone Protection ($250)
+ Real-Time Pet Tracking?

12% of USS. Paying Circles' 84% of ULS. Paying Circles' 4% of US. Paying Circles'

s of December 31, 2025, Note: Membership bundies shown represent UzS. ofering. Services ond pricing differ lihtly by region, eal-Time Pt tracking availoble with o God or latinum
memberships and the purchase of  Lfe360 Pet GPS which s soid separataly.
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Significant runway for growth across all markets
along the penetration curve

Life360 Penetration Stages Along the S-Curve: Penetration Stages Definitions:

3% 10% 20% 30%+

USA
ANZ
UKk

Growing  10-20% Sustained momentum. Strong organic growth,
word-of-mouth effects accalerating. brand
recognition buiiding

Canada

Europe

Rest of
World

& @

Landing  Exponding  Growing Scaling  Estoblished  Mature

Scaling  20-30% Proven model accelerating. Network effects
compounding, conversion optimization driving
officiency, pressing accelerator on validated approach.

Smartphone Penetration

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

Mature Majority of addressable market penetrated, growth
driven by household formation rather than share gains,
focus shifts to retention and optimization,
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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, with significant runway before achieving Established status

Penetration by State (2020) Penetration by State (2025)'

song 2030%
Eabined 0%+

Source: GSMA Mobsle Economy Report. Pew Reseorch Center, 2020 US. Census. and Company Dato.
Estimated number of Lfe360 members o5  percentoge of smoriphone-enabled population by state: Penetration rates of December 31, 2025 unless ctherwise 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 (2020-2025)

| Canada | S
S %

oom . aom
2% 7> 12% 5
wow |
Europe
United States g 0.4% >> 2%
6% 2> 16% o) e Australia & g
e New Zealand
3% 2> 14%
o o
-
Bxponding  310% =
Pl
e T Rest of Werld “
0.2% > 0.5% ¥
o) ‘aozs) v 4

g Indicates countries with Triple Tier offering

Source: GSWA Mabike Economy Report Pew Ressorch Center,International Monetary Fund (MF), ond Company Dota.
TEstimated number of Life360 members o5 @ parcentoge ofsmortphone-enabled population by rogion; Res of Worid excludes Russia ond Chinas Penetration rates of Decembar 31 2026 unless otherwise noted.
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Scaling the international opportunity

Growing usage and increasing monetization globally

Top 10 International

MAU countries’
(66% of total International)

1. United Kingdom 6. Philippines

2. Brazil 7. Malaysia
3. Mexico 8. Canada

4. Australia 9. Spain

5. Italy 10. Germany

Datasof FY25

@uwesso

Top 10 International

Revenue countries’
(76% of total International)

1. United Kingdom 6. Germany

2. Australia 7. South Africa

3. Canada 8. Netherlands

4. Brazil 9. Japan

5. Mexico 10. Malaysia
S . "}

Triple Tier
UK, ANZ & CA

« High income markets
similar to the U.S. with a
driving culture

Subscription benefits
around driving and
digital safety (e.g..
roadside assista
identity theft prot

Other

Membership Tiers
Rest of World: Non-Triple
Tier Countries

* Subscription revenue
growth opportuni

ing enhanced value
ibers through
expanded feature set
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Monetization opportunities from free user base

Our differentiated audience can deliver value to brands and advertisers

@uwesso

Our differentiated audience...

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

based on user based on
insights location
of

families that

safety and retain on the
connection platform!

Note: Al metrics s of December 31,2025 uness otherwise noted. ' Based on MAU and Poying Circes by Registration Year doto.
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The advertising opportunity for Life360

Data indicates long-term growth potential in advertising revenue

Advertising ARPU

Advertising ARPU

Ad Revenue ARPU by MAU (M)'2
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Elevating the advertising experience based on what
families truly need

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

X FANTIX © Nativo
# Nativo
Proprietary and
predictive audiences X FANTIX

Improved ad relevance,
footfall measurement, data,

and delivery @ Life360

@) viresso Flist party datis
with location and
context

Fomily structure

Location patterns

Driving behaviors
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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

Outcomes &

U.S Off-Site Reach? Measurement

Brand/Agency Life360 U.S. In-App Reach!

Dad sees an offer
on a travel website

a1
m n inne Mo s
l ’\ Momsees o ad pinned ;«‘h:\u browsing a news
/
L=

Dad sees a special offer

in his email .
Theme park Theme park visits
wants to attract - - measured
new families and deterministically
increase repeat Gandmagetsapus D Family sees an ad ahead with Uplift by
visitors lands at the airport of thelr favourite TV show Life360

Ropresents U.S. Ads ligible MAU os of December 2025, “Source: Comscore. Data osof December 2025
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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

DemonA s Demand Side Customer Data Measurement Supply Side Supply Side
Platforms (DSPs) Platforms forms. Platforms (SSPs)

090
iitesratons Unified layer of 9%
The chumnos SRS s SO i
A inventory in an (1P) and third-party i manage, optimize, . 1ho od inventory il
automated way (e.g. (@) atuing cfaty, ondselitheirad (g 5 websites, apps.
el The Trode Dok & dota signals leymolity, ond Inventory media outlets) Conenmers
Amazon DSP) ¢ Strbution

(@ )Life3s0

.
® Nativo partner forlarge

Dsf

@resso

Complementary
custom audience

creation based on
1P data at scale to

omplementary
asurement tools
atscale to capture
full funnel
performance

Full SSP capabilities
incl. direct
integrations with
400+ premium

Enable cros:
format and cros:
platform
campaigns with

premium publi
[
display, CTV etc)
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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

Integrated Super App
Experience

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

Uber Teen Accounts

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

drivers
Membership Marketing & Advertising
Shared value across Life360 and Uber In-kind marketing with always-on
memberships - building on an existing advertising support - signals Uber's
collaboration that delivers more value Driving near Arroyo Ave continued investment in Life360 as a
for Life360 members San Francisco, CA

key advertising partner
Since 4:35pm

gems.  InUber

Note:Product image i fo llustrative purposes only: actual may vary. Integrated
. . y vory.
A= 453pm estimoted arrval

services will be available in 2026,

@ reseo
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Life360
Strategy
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Life360 strategy

Powerful network effects driving significant long-term growth opportunity

@) OO
/'\/\/'\

Grow our
audience

By building a leading
position as a global
family brand

Scale paid
offerings

By driving higher
retention and conversion
through increased value

for members

it

Ex|
profitability

By leveraging the expense |

base, and balancing
growth investment with
financial discipline
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@uwesso

Our freemium flywheel drives our growth

Network effects enhance new member acquisition and fuel competitive advantages

Virality,
ofe,

o

gasubscribers

IOIg 04
Y s

Free User

More Users

Av Paying User
Base

Better

Engagement

Woupsonn @V

Investor Presentotion | Morch2026

a




image49.png
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

* Our core use case has no Al substitute — it is anchored
in real people moving through the physical world

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

* With 96M+ users, 60 NPS, and a 4.8 app rating, we
provide peace of mind families rely on us to deliver

Al enhances our ability to delight customers

« 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

*  From teen safety anomaly detection to proactive
monitoring of aging parents, Al creates compounding
value that deepens lock-in and builds pricing power

Al makes our data more valuable

* Ourfirst-party family data is real-time, continuous
and perishable. It is not synthetic and can't be

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 unique to Life360. The

gap widens over time

5

Alisiil

improving our execution

Organization-wide Al adoption of ~96% is enabling

l !
(i) a
efficiencies across the organization, resulting in faster
R&D releases and customer support automation

without additional headcount

« Alis allowing us to grow revenue faster than
headcount, enabling us to invest more into product
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

Smorter, faster
product innovation
and safety features

Richer first-party data
for targeting and
measurement

A

Free User

Stronger platform
with more reasons
to engage

Deeper engagement
and lower churn

@uwesso

Smarter freo-to-paid
conversion through
personalized engagement

8 Subscribry
o0

Revenue growing faster
than headcount

Paying User
Base

Network effects that
compound with scale

More monetization from
every user — free or paid
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Life360’s digital based freemium business

Freemium model becomes powerful at scale

Advertising + Premium Referral Fees

Monetization: Data + Partnerships Subscription Other Sales'

'?.mﬂn Froe Poid E : m:bu
Fricti 9 Member Subscriber Aascr
rictionless EXserience Ubasii 1o Peid Upsell to higher
download & P i tier + Other
Y features Subscriber
registration products

GRS s o e i o nRER

bership benefit
Cost to provide: 4 55 ts + app store Referral costs'

1 Represents potential revenue and costs associated with future opportunites. This stotement s forward-looking. subject tosignificont business,economic regulatory and
competitive uncertainties and contingencies, many of which are beyond the control o the Company and Its manogement, ond are based upon assumplions with respect to
futura decisions, which are subject o change. Actual resuls il vory and thore variations may be material. For dscustion of some of ths important factors that could couse.
these voriations. please cansut the *isk Foctors section n our most recent Annual Report on Form 10-K, os wellas ny updotes thereto reflected in subsecuent Quarterly
Reports on Form 10-G and othe flings wih the SEC.

@resso

Strong word of mouth drives
organic growth, supporti
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

- Provides indirect monetization
opportunities, including
advertising
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The aspirational goals that drive our strategy

il

150M+ $1B+ 35%+

Brand for everyday Monthly Active Users Revenue AEBITDA margins
family life





image53.png




image54.png
0o
~AVUA

72N\

Growing our
audience

~95.8m

Global Monthly Active
Users (MAU)
+20% YoY

26%

YoY growth in
International MAU

Ao EBTOA s o non-GAAP meosar. Formve infomatio,nclucin the dfnanof Adusted EBTOAth s o i en-GAAP s, o wel s  econlton of Nek
@ resso |

income to Adjusted EBITDA sse Appendi 3.

Scaling paid
offerings

~2.8m

Global Paying Circles
+26% YoY

132k

Quarterly net adds,
an all-time Q4 record

oS

Growing advertising revenue
stream

$489.5m

FY'25 Revenue
+32% YoY

(hubble AURA Uber
@ AccuWeather

Establishing new B2B partnerships
to drive indirect monetization

$93.2m

FY'25 Adjusted EBITDA!
19% Margin
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FY'25 Results Summary

Delivering on growth

$M FY'25 _ Guidance $ Change % ch YoY|
Revenue
Subscription 2778 369.3 366 - 368 9.4 3%
Hardware 576 51.8 46 -50 (5.8) (10)%
Other 36.0 68.4 62-67 324 90%
Total revenue 3715 489.5  474-485 B0 32%
y Revenue (AMR)' 367.6 478.0 10.4 30%
Operating expenses 287.1 3620 74.9 26%
Net Income (Loss) (4.6) 150.8 155.4 34n%
Adjusted EBITDA (Non-GAAP)? 455 93.2 84-88 477 105 %
Adjusted EBITDA Margin 12% 19% 7%
Cash and cash equivalents® 160.5 4968 3354 209%
Operating cash flow 326 88.6 56.0 172%

Note: Numbers may not 0dd or recolculate due to ounding.

AME ncludes the annuaized monthiy value of subscription,data and partnership agreements.Allcomponents of hese gresments that are ot
expectod to recur ore oxcluded.

#Adgsted EBITOA 1 0 non-GAAP measure. For more information, inclucing the defintion of Adjusted EBITDA, the use of this non-GAAP measure, a5
well s  reconciiation of Net ncome to Adjusted EBITDA see Appendix 3

#Cosh and cash equivalents includes Restricted Cosh.
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Continued Strong Revenue Momentum

Quarterly Annualized Monthly Revenue ($M)* +30%
YoY growthin
December
2025 AMR

2 2 2 8 8 8 8 § 5 &= 8 8 8 8 % 8 8 8 I I § I 8 8§ 8 8
58 8 3 5 8 8 3 8 8 3 58 8 358 8 356333063 8 3

“Annalized Monthly Revenus (AMR) s a financial measure used by the Company to dentit the annuaized manthly value of active customer agreements ot the end of a reporting period. AMR nchude the annuolized monthly value
of subscrption, dota and porinership ogreements. All components of s agroaments thet are not expected t recur ore oxchuded:
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Consolidated Revenue
FY'25 year over year growth of 32%

Total Consolidated Revenue Breakdown

Annual Revenue ($M) (FY'25)

Hardware.

L Other

5305

Hardware
Subscription
Life360 US.

5 Subscription

Life360
International
Subscription

Fras Fras Fr2s

mSubscription  wHordware = Other

Note: Numbers may not add or recolculate due o rounding.
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Global MAU

Q4'25 year over year growth of 20%, with significant contribution from organic channels

Life360 Core Monthly Active Users (MAU) (M)
EEN
6]
23
caviD9 mBE
2|2
I!II II [l
l 24|25
"

Q1 020304 01 G2 Q3 G4 Q1 G2 O3 G4 Q1 G2 G3 G4 G G2 G3 Q4 GI G2 Q3 Q4 O1 G2 O3 04
1919 19 19 2020 20 20 21 21 21 21 22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25

mUS. minternational

Note: Numbers may not add or recolculate due o rounding.
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International Triple Tier countries MAU (M)

&

£ ||““II &«

01 G2 0304 Q1 G2 03 Q4 G1 G2 03 G4 QI G2 Q3 G4
22 22 22 22 23 23 23 23 24 24 24 24 25 25 25 25
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Global MAU Net Additions

Q4'25 year over year growth of 51%, with significant growth internationally

Life360 Core Quarterly MAU Net Additions (M) and Global MAU (M)

02 oy 03
: I I I
i .
©n ©3

Q121 G221 G321 Q421 Q122 G222 G322 G422 Q123 Q223 G323 Q423 Q124 G224 Q324 Q424 Q125 G225 G325 Q425

S, NetAdds s International Triple Tier Net Adds s Other International Net Adds  ——— Globol MAU

Note: Numbers may not add or recolculate due o rounding.

@resso

Strong Yo growth across U.S.
(+26%) and international (+80%)

We reached 95.8 million MAU in
Q4'25 with 16.2 million net
additions for the full year,
achieving our strongest Q4 net
additions in Company history

Historical variability between
quarters specifically related to
emerging markets and directly
following quarters with high net
additions

In FY'26, we expect 20% MAU
growth for the full year, while
quarterly MAU net additions will
continue to vary quarter to
quarter
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Subscription Revenue

Q425 revenue growth of 30% underpinned by 26% YoY uplift in Paying Circles and 6% YoY increase in ARPPC

Consolidated Quarterly Subscription Revenue ($M)

a [ a3
2023 #2024 w2025

@uresso

Global Paying Circles (000s) and Global ARPPC ($)

$140
s1s8
$135
$133
$132

Q424 Q12 225 Q325 0425
Globol PC - Global ARPPC
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Paying Circles

Q4'25 year over year growth of 26%, while raising prices and improving customer value

Paying Circles by Geography (000s)

G2 03 Q4 Q1 G2 G3 Q4 Q1 G2 G3 G4 QI G2 Q3 G4
22 22 23 23 23 23 24 24 24 24 25 25 25 25

International Triple Tier Countries Paying Circles (000s)

® ll @

UK&ANZ l
=g |
™ [ | B

it =

Q1 G2 3 04 Q1 Q2 03 Q4 GI 02 3 Q4 Q1 G2 O3 G4
2222 22 22 23 23 23 23 24 24 24 24 25 25 25 25

Q10203 Q4 G1 G2 03 Q4 Q1 G2 G3 G4 QI
1191919202222 22222

WUS. = International =ANZ ®UK = Canada

Note: Numbers may not add orracalculate due o rounding.
@ uiresso
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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
International Triple Tier Countries Revenue

w B 2

Average Revenue Per Paying Circle (ARPPC) ($)!

-

01 G203 G4 Q1 G2 03 Q4 O1 G2 Q3 Q4 Q1 G2 O3 Q4 Q1 G2 O3 Q4 O1 G2 03 Q4 Q1 G2 03 Q4
1919 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 B ANZ U Wicanad

U, e ntornational

1. Price increose took effec across ol Membership ties starting in August 2022
#The uplft to globol ARPPC wos tempered by 5% Increase In the weighting of International Paying Cicies as o percentage of gobl Paying Circles, refiecting foster growth in
intorational ragions that have lowor pricing relative to the US.

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

Global MAU by Member Registration Year (M) Global Paying Circles by Member Registration Year (M)

+ MAU and Paying Circles
by member registration year

have increased over time,
”° demonstrating strong
80 e retention dynamics and
- ability to convert free
2024 !
members to paid over the
0 i long-term
50 ” o
2022 + Consistent historical net
w0 . subscriber retention across
- member registration years,
20
————————————————— _

100

revenue retention rate that
- 207 is approximately 100% !
o o
7§ § $ 3 3 & & 5 ¥ § & 8 I F 8 8
PR T T T T A T T T T T T

Based on the average monthly subscription revenue for the six months ended December 31 2025 compared to the pror six-month period

@resso
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Other Revenue

Revenue uplift supported by advertising ramp-up and continued monetization of free user base

Quarterly Other Revenue ($M)

* . & l *

al o2 a8
2023 w2024 w2025

@resso

Other Revenue as % of Total Revenue

o424

arzs

o225

Q25 oa25
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Hardware Revenue

Continued growth in percentage of Life360 subs with an active linked Tile

Quarterly Hardware Revenue ($M)

2

Quarterly Hardware Units Shipped (M)

03 & 19
155
ne 23 na 1
100 89 08 %t
06 e 07
a [ o3 a4 a ) a3 a4
2023 #2024 w2025 2023 w2024 w2025
*  Q4'25 hardware revenue decrease of 19% Q4’25 net hardware units shipped increased «  Continued growth in Tiles sold into Life360

Yo, as higher unit shipments were more.
than offset by increased promotional and
competitive discounts and lower revenue
related to bundled offerings

retail demand

@resso

3% Yo primarily driven by increased online

user base, which is expected to continue
with full integration of premium Tile
features into Life360 app
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Expanding Profitability
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Outlook

For FY'26, Life360 expects to deliver:
Global MAU growth of 20% year-over-year;
Consolidated revenue of $640 million to $680 million (YoY growth of 31% to 39%), comprised of:
« Subscription revenue of $460 million to $470 million (YoY growth of 25% to 27%);
- Other revenue of $140 million to $160 million (YoY growth of 105% to 134%);
- Hardware revenue of $40 million to $50 million; and
Adjusted EBITDA' of $128 million to $138 million, which represents a margin of approximately 20%.
Due to timing of investments in initiatives to support our growth, and seasonality, we anticipate

Adjusted EBITDA to be lightly weighted in the first half of 2026, and heavily weighted in the second
half of 2026.

| Adjusted EBITDA i o non-GAAP measure. For more nformation. including the defintion of Adjusted EBITDA. the use of this non-GAAP meosure, as welas areconcllation of Net ncome to Adjusted EBITDA, see Appendix 3
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APPENDIX 1

Operating Metrics

millions, excopt ARPPC, ARPPS, ASP) Q42025 Q32025 22025 Q12025 Q42024
Life360 Core
Monthly Active Users (MAU) - Global 958 916 880 87 796
us. 50.6 487 475 453 437
International 453 429 405 38.4 36.0
ANZ 35 32 31 29 27
Paying Circles - Total 28 27 25 24 23
us. 20 9 .8 1% 16
International 08 0.8 0.7 07 0.6
Average Revenue per Paying Circle (ARPPC) 13954 § 13763 § 13542 § 18342 § 18176
Life360 Consolidated
Subscriptions 34 33 31 30 29
Average Revenue per Paying Subscription (ARPPS) 12241 § 19.33 § N6.06 $ n298 $ 10.43
Net hardware units shipped 19 09 08 05 19
Average Selling Price (ASP) 006§ 199 § 148 § 1699 § 1256
Annualized Monthly Revenue (AMR) 4780 § 4467 § 4161 $ 3930 § 367.6
Additional KPI Related Information
Subscription revenue 1025 $ 93 $ 886 §$ 89 § 788
Non-Core subscription revenue (528 (5.6) $ 67 $ 678 5.7)
Core subscription revenue(? 973 § 907 $ 829 § 762 $ 731
Subscription revenue bundling related adjustment 0.0)$ ©) s ©3)$ 04 (0.6)
Hardware revenue bundling related adjustment 00§ 01§ 03§ 04§ 04

1Core metric elote solly to the Lfe360 mobile opplication.

2 Core subscription revenue s defined as subscription revenue derived from the Ufe360 mobile application and excludes non-core subscription reverue which relotes to other hordware releted subscrption offeings. Baginning with the
second quartr of 202, this definton has been updated ond calulated In accordance with GAAP.
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APPENDIX 2
Income Statement

LT —— Year Ended Decomber 31,
s in millions, except share and per share data 2025 2024 2025
Revenue
Subscription revenue s 025§ 88 8 93§ 2778
Hardware revenue 193 238 518 576
Other revenue 242 130 684 36.0
otal rovenus 1460 1155 489.5 3715
Cost of Revenue.
Cost of subscription revenue 18 106 50 a0
Cost of hardware revenue 207 81 512 a72
Cost of other revenue 19 13 65 a1
Total cost of rovenue 363 300 1086 923
fGross profit 109.7 5.5 3808 279.)
Operating expenses
Research and development 33 298 1284 na1
Sales and marketing a8 335 1550 N34
General and administrative 256 165 786 607

Total operating expenses 1007 798 3620 2871
income (Ioss) from operations 9.0 57 18.8 )

Other income (expense), net
Convertible notes fair value adjustment - - - (0.6)
Derivative liability fair value adjustment = = w 07)
Loss on settlement of convertible notes - - » (0.4)
Galn o settiryan of dwivative bty - - - o
Galn Jow onchange o vaue f inestants 05 - 08 5t
et o s 7 pes
Other income (expense), net (0.5) 02) (0.5) 72)

Total other income (expense), net a7 0.6 138 34
Benefit from income taxes (118.0) (2.2) (118.2) (0.1)

[Net income (loss) $ 129.7 $ 8.5 [] 150.8 $ (4.6))
Net income (loss) per share, basic $ 165 $ on s 1.95 E] (0.06)
Net income (loss) per share, diluted $ 151 $ 0.10 $ 177 s (0.06)
Weigheod-overags shores s computing net ncome o) pa share, bosc mrgm | 7as0se 1% o
Wetgnied-cverage shares used ncomputing netncome vy por e, diied 86004309 aazi20d? iy Terzsen

Note: Numbers may not odd or recalcul
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APPENDIX 2
Balance Sheet

Dacember 3
2025 2024
nt Assots:

Cash ond cosh equivalents s amas w2
Accounts receivable. net 807 580
Inventory 99 0
Conts capitaized to obtain contracts nst 12 n
Prepoid expenses and other current asats 201 s

Totol current asets w061 2010
Restrcted cosh, noncurrent 1@ 12
Property ond equipment,net 30 18
Costs capitalized to obtain contracts, noncurrent 09 0
Prepaid expenses an other ossets nancurrent 485 26
Operoting lease ight-of-use asset 03 07
Intangible assets, net 33 w06
Goodvil 16 137
Deferred tox ossets nst 1264 o

Frotol Assots s 9507 _and

Liobilties and Stockholders Equity

Current Liabilti:
Accounts payoble s sas s
Accruedt expenses and other current habiltier 420 20
Deferred revenue, current 464 399

Total current obilties %8 73
Convertila notes. nat, noncurrent 304 .
Deferred revenue, noncurrent 43 53
Other obiltes. noncurrant 04

rotol Liabiitios s nss 830

Commitments and Contingencies

Stockholders'Equity
Common stock o1 o1
‘Addtlonal poid-in capital 865 o481
Accumulatod defict (389) __@s97)

54625 3s6s)
9597 s _asref

Note: Numbers may not add orrecalculote due o rounding.
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Cash Flow

[ERr—

ash Fows from Operating Activies:
Netincome (o) s %08 we
Adgstments 1 roconclls net ncome ()t e cosh provided by operating octis:
‘Depreciation ond amertzation. ns 98
mortzation of cost coptalzed to cotoin controcts 13 13
Stock-based compensation sxpense. net of emounts coplaized 585 2
Non-cash nterest expanse.net 13 o1
Converthe notes fo voue adjustmant i 08
Daratve ity foi vale adjustmant 7
Losson settiment of converis notes Z 04
(Gain o settiemant of dervotve bty = 09
Goin onchonga n far valve f investments ©8 1)
Provison for redit osses o8 o
Non-coth evenue from nvestrments 02 00
Defered ncome tarat ea) 2
(Changos noperating owetsond abities, net of ocquisiton:
“Accountsrecevabie. net @ oo
Prepac exparses and other asete 67 o1
Inventory 08 o
o copolized 1 obtain contracts. net 02) 06
Accounts poyobie 31 ©4
Accroac sxpentes ond othar urrat fobites 93 as
Otnarlobilis, noncurrant ©4) 0.4
Coth Flowsfrom investing Activites:
‘Casn pei fo acauistion @9 -
Internaly developed softwore 7) 9
Purchosa of property and scupment 8 02)
Reloted Party SAFE ©0)
Convertie nots invstmant 250) 2
it coun usod n imvesting ocviies Gs3) [
Cath Flowsfrom Financing Activites:
Proceods elated ot wnhoings onrestricted tock setaments and the xerciseofsock Optons and warnts 695 s
Tanes paid reates 1 ne stiemant of squly owaras €8 w40
Procesc rom fauance of comman sock i U' il pubi offerng, et of undarwritng decourts and.
commisions 910
Poyments of U il publc offring ssuonce costs ©3)

Procecsrom suance o converile enir notes 5

Purchoss of capped coll =
et cain proviced by inoncingactivives o3}
NetIncrase in Cosh, Cash Equivolents, and Restrcted Cah 7
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APPENDIX 3
GAAP to Non-GAAP reconciliations

Cost of revenue Operating expenses

Researchand deveisment axperse, GAAP s w38

Lo toc borad compar

Note: Numbers may not add orrecalculote due o rounding.
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APPENDIX 3
Non-GAAP Financial Measure

Netincome (oss) 297
‘Ada (deduct)

Convertiie notes fir value odjustment™ = =
Deriotive fabiity fair volue acjustments - -
Loss on settloment of convertbie notes?! = -
Gain on settiemant of deriative labilty = =

‘Galn (loss)on change n folr volue of nvestments® 1 -
Benefit from income tarests ms0) @2
Depreciation and omortization s 27
Interestincome. n 02)
Other oxpense, nat 05 o7
Acquisition and investment reloted transaction costs® 38 -
Stock-based compensation 185 ns
‘Worehouse elocotion costs” o7 N
1PO-related transaction costs. incuding secondery offering costs - 10

Workploc
rcjustod eBITDA

1o reflct the change
Convertble Notes.
2 Relotes to the settemant of the July 2021 Convertible Notes and Saptember 2021 Canvertible Noter

3 Relotes to the changes i fir value of the Reloted Party Investment and the Convertible Note Investment. Refr to the FY 2025 10-K for

the definition and cdditional Information on the Related Party Investment and Convertbls Note Investment.

4The Company recorded a signficant one-Lime. non-ash income tax beneft for the year related to th release of @ veluation ailowance,

bosed on the Company's current and projectad taxabie Income. supporting the recilzabiity of deferred tax assets.
5 Includes dapraciation on fised assets and amortizaton of ntangibl ostts.

& Relotes to costs ncurred in connection with the acquisition of Natio, Inc. the Convertible Note Investment,and the assat acauisition of

Fontx,Inc. inclucing one-time bans poyments

7 Relotes to non-recuring warehouse reocation costsin connaction with the move of cartoin hardware manufacturing operations.

8 Relotesto non-recurring personnel and severanca reloted expensas.

Note: Numbers may not odd orrecalculote due o rounding.
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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
utiize @ non-GAAP calculation of adjusted earnings before interest, taxes,
depreciation and amortization (‘Adjusted EBITDA"). Adjusted EBITDA s defined
as netincome (loss), excluding (i) convertible notes and derivative liability fair
value adjustments, (i) gains and losses on the settlement of convertible notes
and derivative liabilities, (i) gain (Ioss) on change in fair value of investments,
(iv) benefit from income taxes, (v) depreciation and amortization, (i) interest
income, (vil other expense, net, (vii) acquisition and investment related
transaction costs. (ix) stock-based compensation. (x) warehouse relocation
costs, (xi) IPO-related transaction costs, including secondary offering costs, and
(xil) workplace restructuring 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
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 itis 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
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 similariy 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 (loss) and our other
GAAP results.

The table presents a reconciliation of net income (loss), the most directly
ccomparable GAAP measure, to Adjusted EBITDA.
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APPENDIX 4
Competitive Landscape
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