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Company Statistics     

          

Share Price (A$)     0.20 

Market Cap (A$m)     31.0 

Enterprise Value (A$m)   26.5 

Issued Shares (mil)     155.2 

Cash (A$m)        4.5 

Debt (A$m)      0.0 

        
          

Earnings Summary       

FY End (June) 2017 2018E 2019E 2020E 

Revenue (A$m) 2.3 5.0 8.8 14.8 

EBITDA (A$m) -7.7 -15.0 -9.8 -2.0 

NPAT adj (A$m) -8.8 -18.3 -14.3 -5.7 

EV/EBITDA N/A N/A N/A N/A 

     

Share Price (A¢ps)     

 

 
 

Company Description    

 

Family Zone is a cloud-based parental control 
software tool designed to protect children from 
inappropriate content on their PC’s, smartphones 
and tablets. 

 
 
 
 
Lindsay Bettiol 
Head of Research 
61 3 9601 4870 
lbettiol@bwequities.com.au 

 
BW Equities’ coverage of FZO transfers to Lindsay Bettiol effective 
immediately.  
 

Investment View 
  

We believe Family Zone provides an attractive investment given 
the significant growth it continues to deliver and the heavy pullback 
in its stock price over the past ~12 months. Importantly, we also 
believe the company has now taken all necessary steps to address 
its rate of cash burn – which has been (and likely still remains) the 
key concerns for investors, in our view. 
 
 

▪ A significant market opportunity. The potential market for 
cyber safety products is ~US$100bn, of which only ~2-4% are 
currently being served. 
 

▪ A well-placed product. FZO’s ecosystem of products is 
unique, in that they work both inside and out of the home and 
are available on more-than one device. In a fragmented, early-
stage market, we believe these features will set the company 
apart from its competitors.  
 

▪ Recent performance has been extremely encouraging. 
Growth continues apace with revenues +184% in 1H19 and  
subscribers +213%. The company has now increased its 
subscriber numbers ~7x since the beginning of FY18. 
 

▪ The company’s cash burn is finally under control. In our 
discussions with investors, the key concern as it relates to 
FZO has been the rate at which it is burning cash. Within 
Section 5 of this note, we go through the company’s cash 
profile in detail and conclude that any further capital raisings 
(should they occur) will only need to be relatively minor.  
 

▪ US growth is finally materialising. The company has 
already had some very meaningful wins in the US since 
launching its new-look US team and go-to-market strategy in 
July 2018.  
 

▪ The opportunity in its wholesale markets is enormous. 
FZO has been able to sign up telco partners that serve ~100m 
children globally. This is clearly an enormous opportunity for 
the company should it prove successful in its vision. Monday’s 
announcement of an expanded relationship with Woolworths 
is just another example of this potential. 

 

Investment Recommendation 
  
 

Retain Buy Rating with a $0.43/share target price 
 
After a sustained sell-off, FZO now trades at ~3x our forecast 
FY19E revenues – we find this absurd. While there are clearly risks 
associated with the FZO investment thesis (ie. cash burn doesn’t 
slow meaningfully), we believe valuations at these depressed 
levels are completely unwarranted given the company’s clearly 
demonstrated growth potential (ie. revenue growth of >100% is 
forecast again in FY20). Accordingly, we value FZO at $0.43, 
which represents 115% upside and ~7x FY19 revenue (in-line with 
early-stage tech peers delivering comparable growth).  
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Summary Financials

P&L (A$m) FY17 FY18 FY19E FY20E FY21E Balance sheet (A$m) FY17 FY18 FY19E FY20E FY21E

Customer Revenue 1.6 2.3 6.0 12.2 20.0 Cash & equivalents 1.4 2.5 2.7 5.1 11.9

Other 0.7 2.7 2.8 2.5 2.5 Receivables 1.0 1.2 1.5 3.1 3.1

Total Revenue 2.3 5.0 8.8 14.7 22.5 Inventory 0.2 0.1 0.1 0.1 0.1

COGS 1.0 1.2 1.6 1.7 3.1 Other 0.0 0.0 0.0 0.0 0.0

Corporate 10.2 22.1 21.5 18.8 18.5 Total current assets 2.5 3.9 4.4 8.4 15.2

EBITDA -7.7 -15.0 -9.7 -2.0 2.4 Net PP&E 0.2 0.3 0.4 0.4 0.5

D&A 1.1 3.3 4.5 3.7 1.5 Intangibles 3.3 9.0 4.7 1.2 0.0

EBIT -8.8 -18.2 -14.2 -5.7 0.9 Total non-current assets 0.0 0.0 0.0 0.0 0.0

Net interest 0.0 0.0 0.0 0.0 0.0 Total assets 7.1 13.5 9.8 10.3 16.0

Pretax profit -8.8 -18.3 -14.2 -5.7 0.9

Tax 0.0 0.0 0.0 0.0 0.3 Payables 3.5 3.4 3.4 3.4 3.4

Minorities 0.0 0.0 0.0 0.0 0.0 Short term debt 0.0 0.0 0.0 0.0 0.0

NPAT (rep) -8.8 -18.3 -14.2 -5.7 0.6 Other 0.2 0.6 0.2 0.2 0.2

Abnormal items 0.0 0.0 0.0 0.0 0.0 Total current liabilities 3.7 3.9 3.6 3.6 3.6

NPAT (adj) -8.8 -18.3 -14.2 -5.7 0.6 Long term debt 0.0 0.0 0.0 0.0 0.0

Other 0.0 0.0 0.0 0.0 0.0

Ave shares (diluted) 60.1 104.9 153.2 179.7 202.3 Total long term liabilities 0.8 2.5 2.5 2.5 2.5

EPS adj (A¢) -14.7 -17.4 -9.3 -3.2 0.3 Total liabilities 4.5 6.4 6.1 6.1 6.1

DPS (A¢) na na na na

Total common equity 2.6 7.0 3.7 4.2 9.9

Cash Flow (A$m) FY17 FY18 FY19E FY20E FY21E Ratios & Valuations FY17 FY18 FY19E FY20E FY21E

Net income -8.8 -18.3 -14.2 -5.7 0.6 ROE (%) na na na na 6%

D&A 1.1 3.3 4.5 3.7 1.5 ROA (%) na na na na 4%

Stock-based comp 1.5 4.3 4.6 4.8 5.0 Net debt/equity (%) na na na na na

Deferred taxes 0.0 0.0 0.0 0.0 0.0 Interest cover - EBIT (x) na na na na na

Other 0.2 1.1 -0.6 -1.6 0.0

Cash flow from operations -6.0 -9.6 -5.7 1.2 7.2 P/E (x) na na na na 64.3

P/B (x) na 3.0 8.3 8.5 4.1

Capital expenditures -3.1 -0.7 -0.3 -0.3 -0.4 EV/EBITDA (x) na na na na 11.9

Acquisitions 0.0 0.0 0.0 0.0 0.0 Dividend yield (%) na na na na na

Divestitures 0.0 0.0 0.0 0.0 0.0 Free cash flow yield (%) na na na 2% 17%

Other 0.0 0.0 0.0 0.0 0.0

Cash flow from investments -3.1 -0.7 -0.3 -0.3 -0.4 Sales growth (%) na 47% 160% 103% 63%

EBITDA growth (%) na na na na na

Dividends paid 0.0 0.0 0.0 0.0 0.0 EPS growth (%) na na na na na

Capital raised 9.1 11.4 6.3 1.5 0.0

Repaid debt/borrowed funds 0.0 0.0 0.0 0.0 0.0 Gross margin (%) 39% 48% 73% 86% 85%

Other 0.0 0.0 0.0 0.0 0.0 EBITDA margin (%) na na na na 12%

Cash flow from financing 9.1 11.4 6.3 1.5 0.0 EBIT margin (%) na na na na 4%

Total cash flow 0.0 1.1 0.3 2.4 6.8 June year end

Ratios calculated using SenSen share price of 0.20$         

Source: Company data, BW Equities Research estimates
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1. Reiterating the Family Zone investment thesis 
 

Following a change of analyst, we briefly revisit the FZO investment case and address several 

key issues facing investors. 

 

The problem Family Zone is trying to solve - cyber safety is a key concern for parents 

today (and if it’s not, it should be). Research has identified a number of important risks 

associated with the increased use of technology by children, ranging from access to 

inappropriate online content, cyberbullying and cyberstalking to something as simple as the 

over-dependence of children on technology, which can often lead to a lack of physical and 

outdoor activity. It is FZO’s objective to improve online child safety, while providing parents an 

easy-to-use tool to assist in managing this activity. Below we outline some of the key issues 

technology presents for parents today: 

 

▪ A lack of physical activity. An overreliance on technology is believed to be a key 

contributor to increases in childhood obesity, while a inactivity over long periods of time 

has been identified as the leading cause of many types of cancers (ie. breast and colon) 

and is a key contributor to diabetes, strokes and heart disease. 
 

▪ Sleep deprivation and depression. Links have been made between a lack of sleep and 

depression, as well as behavioural and learning difficulties. According to recent research, 

three out of four teenagers are not receiving enough sleep.  
 

▪ Cyber bullying. Most children admit to having come into contact with cyberbullying, with 

87% of youths saying they have been exposed, while over 30% have directly experienced 

it. Concerningly, only 36% of children who are the victims of online bullying have 

subsequently discussed the situation with their parents. 
 

▪ Access to pornography. 93% of boys and 62% of girls have watched pornography online. 

According to the AMA there is a “strong link” between this exposure and adverse sexual 

and mental health outcomes. 
 

▪ Digital dementia. Excessive use of technology has been shown to reduce cognitive 

abilities in some cases. 
 

▪ Sexting. 70% of teenage girls believe sexting is normal, with over half of girls feeling 

pressure to take and share sexual photos. 
 

▪ Digital footprints. Online activity, including the use of websites and sending of 

emails/messages, leaves a digital trail, which can be accessed and subsequently utilised 

by third parties. 
 

▪ Infomania: The stress caused to people as a result of waiting for replies to an email or 

message. 
 

▪ Online grooming. The attempt to build an emotional connection with a child in order to 

lower their inhibitions. 
 

▪ Gambling. 70% of teens admit to gambling each year. 

 

 

 

 

 

 

 

 

 

 

 

Today’s youth are the first 

generation to have grown 

up with mobile phones as 

an essential part of life at 

a young age.  

This seismic shift in 

behaviour has brought 

with it a range of 

problems; and in many 

cases, both parents and 

teachers are proving ill-

equipped to manage 

them.  
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Size of the opportunity – cyber safety is potentially a US$100Bn market, which remains 

largely untapped. The current market for parental control software is estimated to be worth 

~US$2.5bn annually, while a recently released Parks Research report believes that only 2-4% 

of parents globally are using any kind of cyber safety software (ie. market opportunity could 

approach ~US$100bn). As cyber safety becomes an increasing concern for parents, we expect 

FZO’s addressable market to expand rapidly. 

 

Figure 1: Market Opportunity 

 

 
 

How does FZO aim to penetrate this market? While cyber safety will become an increasingly 

important topic as it relates to a child’s overall wellbeing, the industry itself remains relatively 

fragmented, with a number of mid-sized competitors operating in the space and no-true industry 

leader. While Family Zone is still in the early stages of its development, we believe it is 

extremely well positioned to address the cyber safety market from a pricing, marketing, 

distribution and product-market-fit point of view. Family Zone’s key benefits and points of 

differentiation include: 

 

▪ A product that works both inside and outside of the home… The company has 

developed a unique cloud-based ecosystem that allows its products to be fully operational 

while inside the home (with safety settings usually set by parents), while at school (usually 

set by teachers/school) and in all other locations that children may operate a device with 

FZO-enabled software. 
 

▪ …and it is available on more-than one device. While competitor’s products are typically 

offered on a device-specific basis, FZO’s cloud-based software allows it to be applied 

holistically across numerous devices, including phones, tablets, laptops and TVs. The 

company refers to this as its “ecosystem”. 
 

▪ The company already has a very strong presence in ANZ schools. There are currently 

~400 private schools in New Zealand and ~2,500 in Australia, with Family Zone active in 

~275 (70%) and ~200 (8%) of these schools respectively. This presence, particularly in 

New Zealand, places the company in a very strong position against only a small handful 

of genuine competitors in the region. 
 

▪ Family Zone’s products are now being marketed via multiple distribution channels. 

FZO products are sold directly to consumers (via app stores and online), through 

wholesale service providers as a value-added service (ie. telcos), through schools (partner 

schools may require parents to install FZO software on a  child’s device) and via ODM 

partner relationships (ie. filtering software is included in routers and/or pre-installed on FZ 

One phones). This multi-faceted marketing approach is unique in its breadth and given the 

strong user and revenue growth metrics achieved over the past twelve months, its 

commercial effectiveness is clearly being demonstrated. 
 

  

Time controls can also be 

used to monitor/control 

browsing activity during set 

hours of the day – ie. while 

outside the classroom on 

school excursion 

Subscribers have grown 

~3x over the past year, and 

across all major verticals – 

Discussed further within 

Sections 2 & 3 
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▪ Recent changes to the company’s cost structure allow it to deliver its services at 

extremely competitive price points. Since the initial launch of its product to market, FZO 

has focused intensely on bringing down the costs associated with operating its business; 

from the purchase of Linewize Services in late-2017, to its collaboration agreement with 

Netsweeper in mid-2018. In addition to its service-delivery costs, the company has also 

embarked on a ~$4m operating expense reduction program. These cost savings will 

become increasingly important as the company aggressively expands into new markets; 

for example the US school system, where it currently charges ~US$4-4.50/student vs 

something closer to AU$10-12/student in ANZ. 

 

The Blue-Sky scenario – multiple untapped opportunities, including verticals like data 

collection. While unlikely to be a commercial reality in the near-term, we believe the nature of 

FZO’s business lends itself well to the collection and packaging of user data to interested third 

parties. Given the “users” in this instance are almost-certain to be children, this concept would 

not come without brand damaging risks. However, we believe it is unlikely FZO would ever look 

to utilise its data for marketing purposes (ie. on-selling to Disney), but may rather look to add-

value by distributing its insights to appropriate government agencies, such as the various 

education departments across the jurisdictions it serves.   

Data collection is a 

longer-term 

opportunity for FZO 
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2. The market and concept make sense, but why now? 
  

Family Zone’s December quarterly was extremely encouraging, with customer revenues 

up 184%, new schools continuing to be added within its Education vertical (schools were added 

in the US for the first time since early 2017) and subscribers growing an impressive 213% YoY 

(~7x where they were at the beginning of FY18). Encouragingly, a large portion of this growth 

has been coming from the new verticals of Education and Wholesale, despite the fact that each 

of these businesses have encountered some teething issues during the early stages of their 

respective rollouts. With the pending launch of its Family Zone Insights product (discussed 

below) and its recent integration issues having now been worked through, we expect growth 

trends to be maintained as we move through CY19. Growth across FZO’s three verticals has 

been impressive since the beginning of FY18, including: 

 
 

▪ Education. Schools have increased from 275 to 619 (a >2x increase), while Partner 

Schools (ie. those actively marketing FZO’s product) have risen from nil to 238. Total 

subscribers are now ~60k, from ~10k (a ~6x increase). 
 

▪ Wholesale. This business line had not been commercially rolled-out until mid-2018 and 

within six months has built a catalogue of ~30k subscribers.  
 

▪ Consumer. Subscribers have increased from ~1k to >6k at the end of CY18 (again, a ~6x 

increase). 
 

 

Figure 2: Subscriber Numbers 

 

 

Cash burn is under control - any further equity raisings are likely to be very minor. In our 

discussions with investors, the key concern as it relates to FZO is the rate at which the company 

is burning cash - and its history of raising equity since listing in 2016. While we can sympathise 

with these concerns, we must also acknowledge the company has taken a number of 

meaningful steps in recent months to ensure that it is reaches cash flow self-sufficiency within 

~12 months. Figure 3 below shows the company’s historical cash flows and our forecasts 

through the end of FY20 – noting that we believe FZO will hit a trough cash balance of $574k 

in 2Q20E in the absence of any further capital raises – ie. theoretically, no additional outside 

funds are required. However, while we believe the company has sufficient cash on hand to fund 

its operations into perpetuity, it is likely to want some level of cash buffer and may complete 

one final raise at some stage – albeit a relatively minor one (we model $1.5m in 1Q20E).

  

We believe FZO’s rate of 

cash-burn remains the 

single greatest concern for 

investors  
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▪ Cash outflows. Overheads + COGS hit a peak quarterly run-rate of ~$4m in 3Q18. 

However, subsequent reductions in service costs and corporate overheads should see this 

figure fall to ~$3m within the next ~6 months (we model a low of $2.9m in 1Q20E). 
 

▪ Cash inflows. We expect cash collections to average ~$1.8m/q over the next 12 months, 

from ~$800k/q over the trailing 12-month period. Beyond this point, we would expect the 

company to prove capable of washing its own face. 

 

Figure 3: FZO’s Historical Cash Balances ($000s) 

 

 

Family Zone Insights will be launched in early 2019. Insights will be a free-to-the-customer 

product offering parents the ability to monitor their child’s online activity. However, parents will 

need to become paid premium subscribers in order to gain access to FZ’s full suite of product 

capabilities. The strength of the Insights approach is not that it will simply help accelerate 

customer acquisition, but that it will drive the right kind of customer acquisition - with ~50% of 

children engaging in some form of undesirable online activity, parents of children that should 

benefit most from Family Zone’s premium services become essentially self-selecting under the 

Insights model. This approach will both reduce the cost of customer acquisition (as parents 

themselves become FZO’s marketing team) and ultimately reduce churn rates (as it is unlikely 

an ill-suited parent ever becomes a premium customer). Insights will be available to: 
 

▪ Parents via the app store; 

▪ Included free when schools install FZO technology on student devices; 

▪ Included free within customer telco bundles; and  

▪ Installed on FZO hardware (ie. FZ One and FZ Box). 
 

US growth is finally returning. Since entering the US market in 2016/17 and moving from 47 

schools (which were acquired) to 133 in very quick succession, the number of schools served 

and subscribers on its platform remained stagnant for a period of ~18 months. However, while 

optically this does not look good, the pause in growth was a conscious decision on the 

company’s part, viewing its existing Sonar solution as suboptimal when compared to the 

Linewize platform that it subsequently acquired in late-2017 – much of the past ~18 months 

has been spent integrating the Linewize technology into its product ecosystem – this has now 

been largely completed, with the company launching a new look go-to-market strategy in July 

2018. Already the difference in strategy is clear, with the first signs of growth in several quarters 

demonstrated in 2Q. Key achievements in the US over the past six months include:  
 

▪ Ross Young, previously of market leader iBoss, was appointed to lead FZO’s US team; 

▪ 13 new schools were onboarded; 

▪ New contracts of ~A$140k were also signed; 

▪ Contract wins came against key competitors Lightspeed and iBoss; 

▪ A further ~$2m opportunity pipeline has been developed – with a ~50% conversion rate 

targeted; and 

FZOs cash position and 

cost-cutting program are 

discussed further within 

Sections 5 & 6 

We discuss the US 

opportunity in greater detail 

within Section 7 
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▪ 4 value-added resellers have been added, to further assist in marketing the company’s 

product. 
 

As the US education sector is ten times the size of Australia’s, continued success in the region 

is likely to prove transformative for FZO’s business. 
 

While still early days, the potential in wholesale markets is clearly enormous. Through 

the combination of its existing product ecosystem and a collaboration agreement with 

Netsweeper, FZO has created a world-first telecommunications product that has the potential 

to change the game for content filtering and child safety. While the wholesale vertical remains 

relatively immature and untested at this stage, FZO has already won a number of significant 

contracts in in competitive evaluations against the world’s leading internet service providers. In 

just a short space of time, the company has been able to sign up telco partners that service 

~100m children globally. Clearly, this presents an enormous opportunity for the company if it 

can manage to successfully achieve its vision – aggressive rollout across Telecommunications 

partners will begin shortly, following the Insights launch. 
 

Family Zone has successfully expanded its partnership with Woolworths. As announced 

to the market on Monday of this week, Woolworths Mobile has agreed to sign on as a reseller 

of Family Zone’s subscription service. This agreement follows from the retail partnership signed 

in 2018 that saw Woolworths purchase and sell FZ One devices in its stores. Under the new 

agreement, FZO will be made available to of Woolworths Mobile’s ~400k customers and ~155k 

employees. We believe this deal will be structured in a similar fashion to existing telco 

arrangements (ie. products will be free-to-the-customer, but revenue generating for FZO). 
 

FZ One is yet another feather in FZO’s cap. We believe FZO’s foray into physical devices 

has already proven a winner, with ~$300k in revenues recorded during 2Q alone – largely via 

the sale of FZ One devices to Woolworths. And while we do not expect this level of demand to 

occur every quarter, it is an unquestionably strong start to a new line of business – particularly 

as other Big Box retailers have also shown early interest in the product.  

  

3. Estimates 

Customer revenues +160% in FY19, followed by similarly robust growth of 102% in FY20. 

We expect customer revenue growth to slow from 1H19 rates of ~180% as the company begins 

to cycle tougher comps (ie. maturation of the NZ business post-Linewize acquisition). 

Nevertheless, full-year FY19/FY20 growth is still forecast to be extremely strong, driven by 

ongoing success following the company’s re-launched strategy in the US, greater 

commercialisation of its wholesale product and continued progress in ANZ schools.  

▪ Greater traction in the US to drive growth in Education and Consumer businesses. 

As US sales efforts build and FZO begins to convert opportunities in its pipeline (~US$2m 

identified), we expect to see significant growth from the region. The sheer magnitude of the 

opportunity in the US allows very low penetration rates to deliver very meaningful results. 
 

▪ Accelerating wholesale growth into FY20. Following the official launch of Insights (we 

expect ~March), we believe FZO will begin to aggressively roll out its wholesale offering 

across its existing telco partners. This rollout, when combined with the newly signed 

Woolworths Mobile deal and ongoing FZ One traction is setting the company up nicely for 

a strong FY20 (forecast wholesale revenues +153%).  
 

▪ Australia and New Zealand to continue their rapidly growth. We expect to see growth 

in ANZ school growth accelerate now that integration issues have been ironed out. We 

model schools across the region moving from 473 to 620 by year-end FY20 (IE. ~30% 

growth). We assume no ARPU improvement within our forecasts, although suspect further 

improvements are likely.  

Figure 4: FZO Group Revenues, by vertical ($000s) 

The Opportunity 

The first mobile phone 

market is estimated at 

~1m devices annually 

within Australia alone 
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GP margins to expand. Significant changes to the cost of supplying its services (discussed 

further within Section 6 below) will see gross margin performance improvement markedly 

beyond the middle of this year. We expect margins to rise from ~60% in 1H (they were sub-

50% in FY18) to ~80% in 2H and stay at ~80-85% beyond this year. 

Operating expenses benefit from ~$4m in cost savings. FZO has highlighted ~$4m in 

operating cost savings which we expect to be fully implemented by mid-year. We see opex 

falling from a high of ~$22m in FY18 to a low of ~$18.5m in FY21 (D&A expense will fall by 

>$2m/year beyond FY20).  

Revenues  + Costs  = sustainable cash flow from 3Q20. The aforementioned 

improvements in revenues, COGS and expense performance will combine to see sustainable 

cash-flow generation from 3Q20 (discussed further within Section 5). 

Dilution continues, but at a much slower pace. As part of its cost-cutting program, FZO will 

shift ~$550k/year of executive and management salary to stock. While this is clearly preferable 

to the cash alternative, it will result in some added dilution should the company’s stock move 

beyond the $0.225 issue price. Additionally, as we expect to see minimal (if any) further capital 

raises from the company, another area of historical shareholder dilution is removed (Figure 5).  

 

Figure 5: Forecast Shares Outstanding (000s) 
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4. Valuation 

FZO is currently trading on a forward EV/sales multiple of ~3x (~5x trailing) – we find 

this absurd. With FZO set to deliver customer revenue growth of ~160% in FY19 and very-

robust, albeit slower, growth of ~100% again in FY20 we see no justification for its valuation to 

remain at current levels. As detailed within Figure 6, when comparing FZO with peers at similar 

stages in their life-cycle, delivering comparable levels of growth, it is clear that recent price 

action has been far too aggressive to the downside – the stock is now ~80% below all-time 

highs. 

Figure 6: FZO’s Valuation Relative Peers 

 

Our 12-month forward price-target of $0.43 offers ~115% upside from current levels. Our 

PT is based on a ~7x multiple of FY19E revenues – a ~40% discount to the peer multiples 

listed above (at ~11.4x). Importantly, while we believe this peer-multiple discount is largely 

unwarranted given what we see to be a premium product and strong growth potential, we also 

acknowledge that any further re-rating is unlikely to be achieved in the short-term, given the 

market will continue to focus on: 

▪ Recent underwhelming operating performance in some instances – ie. US schools growth; 

and 

▪ The company’s perceived inability to operate within the limits of its cash reserves. 

As detailed within the body of this note, we believe both of these concerns are unfounded, 

although a full re-rating to peer-multiples is likely to take time. 
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5. Cash burn is under control 

Investors appear to have grown wary of waiting for Family Zone to stop burning cash… 

Since listing in 2016, Family Zone has been investing aggressively into its products, its systems 

and its sales & marketing functions in order to facilitate top-line growth. Unfortunately, this 

growth has come at a cost, with the company burning ~$25m in cash over the past 2.5 years 

(Figure 7). Much of this spending has been necessary, but arguably the company’s path to 

cash flow generation has taken longer than initially expected – due to integration issues and 

shifts in the business model along the way.  

…However, we believe the company’s cash burn is now firmly under control. Between 

continued growth in revenues and the company’s significant reduction in costs, we believe the 

path to cash flow breakeven can now be clearly demonstrated (we provide our CF model at the 

bottom of this section – Figure 8). Figure 7 below shows the material change in cash flow profile 

we expect at FZO over the coming ~1.5 years, where the company will go from burning as 

much as ~$4m per quarter (1Q19), to reaching a sustainable positive cash flow position in 

3Q20 and beyond. Encouragingly, we forecast aggregate cash flows between now and 4Q20 

will be mildly positive @ +$1.1m. 

Figure 7: FZO’s Cash Flow Profile 

 

▪ Cash flows are seasonally much stronger in H2. FZO expects total FY19 revenues 

(incl. tax incentives) to “approach or exceed $9m” (we model $8.8m). As is historically the 

case, the vast majority of this will be received in H2 as annual payments from Australian 

schools are usually received early in the year (typical 1H/2H split = ~20/80). These 

payments should see the significant cash burn witnessed in 1H moderate very quickly, 

with 3Q/4Q burn rates of $1.1m/$0.4m respectively.  
 

▪ 3Q19 cash burn is overstated by one-offs. The $1.2m cash loss in 3Q is inclusive of a 

$350k restructuring cost associated with staff redundancies and is unlikely to recur in 

subsequent quarters. 
 

▪ R&D receipts will now be received quarterly. In an effort to smooth cash inflows, rather 

than receive its annual R&D rebates in 2Q – as has been the case in the past two years – 

the company will now receive quarterly R&D inflows of ~500k. This will be made possible 

via a receivables financing arrangement the company has put in place. 
 

▪ Cash outflows. Overheads + COGS hit a peak quarterly run-rate of ~$4m in 3Q18. 

However, subsequent reductions in service costs and corporate overheads (discussed in 

detail within Section 6 below) should see this figure fall to ~$3m within the next ~6 months. 
 

▪ Cash balances. We believe FZO will hit a trough cash balance of $574k in 2Q20E – ie. 

theoretically, no further capital raisings are required. However, while we believe the 

company has sufficient cash on hand to fund its operations into perpetuity, it is likely to 
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want to maintain some level of cash buffer and may complete one final raise at some stage 

– albeit a relatively minor one (we model $1.5m in 1Q20). 

Figure 8: FZO Cash Flow Model, BW Estimates 

 

 

Investors need to look past FZO’s P&L losses (which will remain significant) and focus 

on cash flow. Focusing too heavily on FZO’s profitability would be a mistake in our view, given 

the company’s aggressive amortisation policies and heavy use of stock-based compensation. 

For example, in FY18 FZO reported operating losses of ~$18m, while cash losses (ex-capital 

raisings) were only ~$10m. We believe this discrepancy (which can be easily explained) is an 

important consideration moving forward as we do not expect the company to return a P&L profit 

until FY21, and too-great of a focus on profitability alone will give a misleading indication of 

FZO’s true operating performance – that is, a company that we expect will generate sustainable 

cash flow within the next year.  

▪ Depreciation & amortisation. FZO amortises its IP over ~36 months, resulting in 

extremely large non-cash expenses (ie. FY18 = $3.3m, FY19E = $4.5m). In the absence 

of any further M&A activity, we would expect to see this line item moderate beyond FY20. 
 

▪ Stock-based comp. FZO runs its share-based payment expense through its P&L, which 

is another very large non-cash item (FY18 = $4.3m). As a result of management’s 

increased focus on cash generation, it will shift a further ~$550k in executive and board 

compensation to this line-item in FY19. 

Figure 9 demonstrates the historical and forecast differences between operating income and 

cash generation. 

 

Figure 9: FZO Profitability and Cash Flow Mismatch 

 

Simplified Cash Flow 1Q17 2Q17 3Q17 4Q17 1Q18 2Q18 3Q18 4Q18 1Q19 2Q19 3Q19E 4Q19E 1Q20E 2Q20E 3Q20E 4Q20E

Collections from Customers 5                  185             263             153             158             327             1,261          932             421             720             1,865          2,521          1,404          1,974          2,975          4,744          

R&D Inflows -              -              -              688             -              2,584          -              72                -              1,884          675             500             500             500             500             500             

COGS 210-             549-             494-             155-             306-             288-             647-             555-             771-             596-             306-             355-             372-             407-             442-             475-             

Overheads 1,096-          1,170-          1,676-          1,968-          2,851-          3,488-          3,672-          3,097-          3,289-          3,211-          2,963-          2,843-          2,562-          2,562-          2,562-          2,562-          

Restructuring Costs 350-             

Operating Cash Flows 1,301-          1,534-          1,907-          1,282-          2,999-          865-             3,058-          2,647-          3,639-          1,203-          1,079-          177-             1,030-          496-             471             2,206          

Investing Cash Flows 24-                1,127-          553-             1,398-          301-             386-             -              51-                283-             6-                  -              -              300-             -              -              -              

Financing Cash Flows 5,415          -              2,532          1,202          5,667          5,251          233             227             4,492          1,825          -              -              1,500          -              -              -              

FX Movements -              -              -              -              37-                20-                32                5-                  39-                13-                -              -              -              -              -              -              

Overheads + COGS 1,306-          1,719-          2,170-          2,123-          3,157-          3,776-          4,319-          3,652-          4,060-          3,807-          3,269-          3,199-          2,934-          2,970-          3,005-          3,038-          

TTM Overhead Expense 5,910-          7,665-          9,983-          11,979-       13,108-       13,546-       13,269-       12,560-       12,307-       11,580-       10,932-       10,531-       10,250-       

Net Change in Cash 4,090          2,661-          72                1,478-          2,330          3,980          2,793-          2,476-          531             603             1,079-          177-             170             496-             471             2,206          

Opening Cash Balance 720             4,810          2,149          2,221          1,480          3,810          7,790          4,997          2,521          3,052          3,655          2,577          2,400          2,569          2,074          2,544          

Closing Cash Balance 4,810          2,149          2,221          744             3,810          7,790          4,997          2,521          3,052          3,655          2,577          2,400          2,569          2,074          2,544          4,750          
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A final consideration: Is cash generation really necessary at this stage in FZO’s life-

cycle? While we would prefer to see a company with a very strong product offering (ie. FZO) 

reinvest back into its business and drive growth, we also understand that Australian investors 

tend to be relatively conservative when it comes to perpetual cash-burn with no immediately 

obvious path to profitability (we sense US investors would be a little more forgiving). This 

message – that investors would rather see FZO deliver cash flow profitability in the short-term 

> the potential to obtain greater market share in the long-term – appears to be supported by 

the company’s recent price performance. Against this backdrop, we believe FZO’s decision to 

place greater emphasis on cash generation in the near-term is the only pragmatic course of 

action.  
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6. FZO’s cost structure has been completely overhauled 
 

Service costs have been meaningfully reduced in recent years. Since launching its product 

to market, FZO has focused intensely on bringing down the costs to operate its business; from 

the purchase of Linewize Services in late-2017 to its collaboration agreement with Netsweeper 

in mid-2018. Collectively, these two initiatives represent an order of magnitude reduction in 

FZO’s cost structure – and while neither is a new development – the full cost savings have not 

yet been realised and will only fully take effect from ~June/July of this year. 
 

Linewize agreement. In late-2017 FZO purchased Linewize, the leading provider of cyber 

security and safety services in New Zealand. The key benefits of this purchase from FZO’s 

point of view included (1) the acquisition of 260 schools in New Zealand, (2) access to 

Linewize’s cloud-based content filtering platform, which was viewed as superior to FZO’s 

School Zone platform at the time, and (3) an order of magnitude reduction in service costs for 

FZO.  

▪ Lower staffing requirements. The Linewize platform is cloud-based and was built for 

ease of deployment, support and scale. At the time of its purchase, Linewize supported 

260 schools with less than 2 full-time support staff; ie. ~6-9x more efficient than FZO’s 

existing protocol. 
 

▪ Hardware costs are much lower. In addition to staffing benefits, Linewize hardware costs 

were only ~10-20% of the comparable market alternatives (including FZO’s School Zone). 
 

▪ Faster, cheaper deployment. The costs of deploying Linewize technology were also 

superior to the existing FZO offering; reducing implementation to hours, from days. 

The Linewize platform has since been renamed School Manager, is being integrated into the 

Family Zone ecosystem and rapidly rolled out throughout Family Zone’s existing and new 

customers. The combination of Linewize superior filtering technology and FZO’s cyber safety 

ecosystem have been instrumental in its recent growth, with contracted revenues in New 

Zealand for example, up 70% YoY. We now expect the company’s re-launch and aggressive 

expansion into the US market in recent months to deliver similarly meaningful results.  

 

Figure 10: Linewize vs School Zone Comparison 

 

 

Landmark collaboration with Netsweeper. FZO has always used Netsweeper for back-end 

web address categorisation in its consumer products, however the collaboration agreement 

reached between the two companies in 2018 will now see Netsweeper rolled out across all 

FZO offerings, including Education and Wholesale verticals. The major benefit of the 

Netsweeper agreement, is that filtering costs can be offered at wholesale rates (ie. reduced 

from ~$15/subscriber to ~$1/subscriber). The magnitude of these cost savings cannot be 

overstated – while the lower costs also allow FZO to provide its services into parts of the market 

that would not have otherwise been commercially viable (ie. certain telcos). 

The Linewize platform and 

service covers user 

authentication, content 

filtering, network appliances, 

telecom services, BYOD 

support, network access 

management and a suite of 

classroom tools 

Netsweeper is a leading 

global provider of enterprise 

internet filtering services  
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In addition to service-delivery costs, the company is now embarking on a ~$4m 

operating expense reduction program. In having proven that its products are commercially 

viable, FZO is accelerating its efforts to achieve cash flow breakeven by targeting annualised 

cash cost savings of ~$4m through reductions in the company’s overheads and costs of sale. 

These reductions are already underway and we expect to see meaningfully lower operating 

expenses beyond the middle of this year. Key cost savings are outlined below and summarised 

within Figure 11: 

▪ Staff redundancies. We believe substantially all of the existing cost savings to date have 

come from headcount reductions. In addition, we believe a further ~$850k will be removed 

from the business in CY19. 
 

▪ Board and executive compensation. FZO’s Board, senior executives and some 

consultants have agreed to convert ~$550k in annual cash compensation to remuneration 

in shares. While this is a cash-cost reduction, it of course has an economic cost attached 

to it and will continue to be run through the company’s P&L. 
 

▪ Overheads and marketing. Major cost savings through this line item will consist of 

marketing (~$300k), travel (~$240k), recruiting (~$180k) and other general overhead 

expenses, such as systems and technology (~$100k). 
 

▪ Costs of service. Additional savings will come from costs of service and hosting 

expenses, we estimate these will contribute the bulk of the remaining ~$700k in forecast 

annual savings. 
 

▪ One-off restructuring expense. As a result of the cost-saving initiatives outlined above, 

FZO will incur a one-time restructuring charge of $350k in 3Q19. 

 

Figure 11: Timeline of Operational Cost Savings 

 

 

 

  

  

Cost-out Program FY19 FY20 Total

Headcount Reductions 1,100                                   850                                      1,950                                   

Board & Exec Cash Comp --> Shares 275                                      275                                      550                                      

Marketing 78                                         234                                      312                                      

Travel 240                                      240                                      

Recruiting 180                                      180                                      

General Overheads 100                                      100                                      

Service Agreement Ends 28                                         140                                      168                                      

Hosting 500                                      500                                      

Total 1,901                                   2,099                                   4,000                                   
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7. Expansion in the US 
 

 

A brief history of FZO in the US. With the purchase of Sonar/MyNet in late-2016, FZO entered 

the US market with a 47 schools in the state of West Virginia, before rapidly expanding its 

footprint to a total of 133 schools within a very short space of time. However, following its initial 

success the company’s growth in the US remained stagnant for ~18 months. While optically 

this does not look good, the pause in growth was a conscious decision on the company’s part, 

viewing its existing Sonar solution as suboptimal when compared to the Linewize platform that 

it subsequently acquired in 2017 – much of the past ~18 months has been spent integrating 

the Linewize technology into its product ecosystem – this has now been largely completed, with 

the company launching a new look go-to-market strategy in July 2018.  

 

Already the difference in trajectory is clear, with the first signs of growth in over two years 

demonstrated in 2Q. We now expect growth in the US to finally materialise and become the 

single largest growth driver for the company moving forward. Key achievements in the six 

months since re-launching its offer in the US include:  
 

▪ Ross Young, previously of market leader iBoss, was appointed to lead FZO’s US team; 

▪ 13 new schools were onboarded; 

▪ New contracts of ~A$140k were also signed; 

▪ Contract wins came against key competitors Lightspeed and iBoss; 

▪ A further ~$2m opportunity pipeline has been developed – with a ~50% conversion rate 

targeted; and 

▪ 4 value-added resellers have been signed, to further assist in marketing the company’s 

product. 
 

The market opportunity in the US dwarfs that of Australia and New Zealand… The US 

education sector is ten times the size of the market in Australia. There are approximately ~70k 

public schools across the country, spread over 14k individual districts (the go-to-market 

strategy in the US will have FZO approaching districts directly, rather than individual schools, 

as is often the case in Australia and New Zealand). In addition to the public school sector – 

which FZO will target initially – there are a further ~30k private schools, which could ultimately 

be served by FZO as they are in Australia and New Zealand. As the US education sector is ten 

times the size of Australia’s, continued success in the region will be transformative for FZO’s 

business. 

 

…And differences in classroom technology use also make the US a more-attractive 

place to do business, in our view. In addition to sheer market size, key differences in the 

way devices are used in the classroom and the ways in which they are paid for and managed, 

make the US a more natural market-fit for FZO’s suite of products in our view.  
 

▪ Devices are typically provided by schools, rather than parents. In contrast to ANZ 

markets, where kids bring their own devices to class for instructional use, the US system 

is primarily a 1:1 device market – with the school system purchasing more than 20 million 

devices annually on behalf of students. We suggest that the provision of devices by 

schools rather than parents places an even greater emphasis on cyber safety 

infrastructure, given the primary responsibility rests with teachers and the school – rather 

than parents, as is typical in Australia and New Zealand. 
 

▪ Content filtering is a mandatory requirement. The US education sector is governed by 

strict legislation with respect to providing internet access in schools. In particular, it is a 

requirement that any child’s internet access, when provided by a US institution, is subject 

to basic filtering. This legislative requirement creates a market for companies like FZO, 

where schools must choose the best provider based on features/price as compared to 

markets like Australia, where filtering is not a legislative requirement. 
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▪ The market for service providers remains relatively fragmented. Encouragingly, the 

market for cyber security providers in the US remains relatively fragmented, with a wide 

breadth of key players including Lightspeed Systems, iBoss, Securely, Go Guardian and 

Content Keeper. And despite being a relatively new entrant to the space, Family Zone has 

proven its ability to win competitive tenders against a number of these more-mature 

companies.  

 

The US business model is highly scalable. FZO currently employs 3.5 full-time employees 

to conduct all sales activity and manage existing relationships with the 146 schools across the 

US. However, looking at peers in the space, it is clear the US education business model is 

highly scalable – to levels that far exceed anything FZO could hope to achieve in local markets.  

▪ Peer comparisons. Lightspeed and iBoss, the two largest players in the US education 

market, currently serve ~20%-25% of the market (ie. ~20-25k schools) with an employee 

base of ~80 full-time employees. This equates to ~250-300 schools/FTE - far above ANZ 

comparables. On these metrics, we suggest FZO could grow ~140-170x on ~20x its 

current staffing levels; clearly the incremental margins on new business will be extremely 

high. 
 

▪ How are these relative differences in scale possible? We believe most of the difference 

comes down to the structure of the education system in the USA, where school districts 

have independent decision-making authority and regulatory requirements to employ 

filtering technology.  

 

Early signs suggest the company’s new go-to-market strategy is working. Family Zone 

has adopted a focused and proven sales strategy that aligns with the buying behaviours of 

USA school districts. This strategy relies heavily on a Proof of Concept approach – a process 

in which FZO has developed a clear competitive edge given the acquisition of Linewize in 2017. 

The company’s roll-out approach is three-pronged, with the key stages including: 

 

▪ Step 1. Utilise existing school budgets to get a foot in the door with its filtering platform 

(School Manager); 
 

▪ Step 2. Once inside the school, cross-promote the company’s in-classroom tools to school 

teachers and admin; and 
 

▪ Step 3. Promote the company’s School Community platform, which will ultimately lead to 

take-up of Family Packs by schools and parents (we model a conservative ~5% 

penetration vs 20%+ in Aus). 

Early signs suggest the company’s new go-to-market strategy is working, given the significant 

success already witnessed since its launch in July 2018. 
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8. The wholesale opportunity 

FZO’s wholesale business consists of three main verticals: 

▪ Telcos. The Family Zone APN, which is essentially a filtering service embedded within a mobile 

network, and 
 

▪ FZ ONE. A state of the art mobile phone device that comes with FZO software already 

embedded within the hardware and operating system. 
 

▪ Woolworths. The recently announced expansion of its relationship with Woolworths, will see 

FZO made available to the company’s ~400k customers and ~155k employees.  

Size of the opportunity in Telcos. Many telcos across the world have tried and continue to offer 

internet security type products to consumers. However, adoption rates of such offerings are low. 

This is in large part because network filters operate in the network only. For example, users can 

bypass network filters by simply connecting to a different network, eg. WiFi hotspot. However, 

through its ecosystem model and breadth of technology, FZ is able to support filtering at the telco 

level with the greater FZO suite of products – this offers parents the ability to apply the same settings 

at home, on a device or at school - we believe this combination is world-first and has the potential 

to change the game for telecommunications content filtering and child safety. As a result, we expect 

the telecommunications channel to prove a meaningful driver of growth over coming years and 

model its contribution to group revenues moving from ~2% in FY18 to ~15-20% longer-term.  

Due to the mechanics of wholesale customer acquisition, this segment is also expected to become 

the largest contributor to FZO subscription growth; although users will come on at lower ARPU than 

in other channels. The two figures immediately below demonstrate the rapid uplift we expect to see 

in wholesale revenues and subscriber numbers over coming years. 

 

Figure 12: Growth in Wholesale Revenues and Subscriber Numbers 

 

Our assumptions are extremely conservative – although, the opportunity in wholesale 

markets could prove to be enormous. FZO’s telco partners already represent an addressable 

market of ~100m children and service a total of more-than 1 billion customers. This is clearly an 

enormous opportunity for the company, and while we only expect it to account for ~15-20% of group 

revenues long-term, we have made a conscious effort to be overly conservative with our 

assumptions given the relative immaturity of the business line – for example, we only assume 

penetration amongst children of ~0.2%-0.6% by FY21 – clearly if FZO’s products manage to make 

material inroads at one, or all, of its telco partners, the growth could be enormous. 
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Major contract wins to date. While the telecommunications model has only recently become a 

commercial reality, the company has already had a number of significant wins in competitive 

evaluations against the world’s leading internet service providers. In particular, the company has 

won contracts with some of the largest telcos on earth, with major deals to date including. 

▪ Bharti Airtel – free to the customer, paid service to FZ. Bharti Airtel is India’s second largest 

telco, with ~400m customers and a ~33% market share. Amongst its customer base, it is 

estimated to have 27m children. At this stage, Bharti and FZ have signed a Letter of Intent, 

where Bharti Airtel will offer FZ bundled into its consumer post-paid mobile plan options, 

alongside global heavyweights, such as Netflix and Amazon Prime. 
 

▪ Vodafone India. Vodafone is India’s largest mobile network provider, with over 430m 

subscribers and a 45% market share, with ~40m of those subscribers believed to be children. 

The company has agreed to resell Family Zone’s services across its prepaid and postpaid 

segments, including a plan to sell FZO as both a fee-based value-added service as well as part 

of a paid service bundle in strategic segments. Clearly, the opportunity to embed FZO within 

the wider Vodafone group globally is an additional opportunity, for which we make no 

assumptions at this stage.  
 

▪ Telkomsel Indonesia. Telkomsel is currently the only wholesale client actively signing up 

customers on FZ’s behalf, with ~30k subscribers onboarded within the first quarter of operation. 

However, pending the imminent rollout of Insights, Telkomsel has paused its marketing efforts 

ahead of a product relaunch under the banner of Telkomsel Protect. Telkomsel is a 65/35 JV 

between Telkom, the largest telecommunications operator in Indonesia and SingTel, Asia’s 

leading communications group. Currently the company has 178m customers, of which we 

believe ~14m are children (ie. FZ’s addressable market). 
 

▪ Others. FZ has also signed agreements in some form with Maxis (2m children), PLDT (1.5m) 

and Smart (8m). A number of these telcos are working with the company to bundle the FZ 

Insights service (ie free to customers) into their premium service model. 
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9. What is the appropriate multiple? 
 

We believe the best method for valuing FZO at this stage in its life-cycle (ie. rapid growth, lack 

of profitability) is via a P/Sales multiple, with reference to comparable peers. 

 

▪ Peer group average P/Sales ratio = 11.4x. The below figure highlights P/Sales ratios 

across a broad range of fast-growing internet and tech peers listed on the ASX (trailing 12-

months). As we expect FZO revenues to meaningfully increase again in FY19 (and to grow 

by ~100% in FY20E), we believe our proposed 7x multiple is appropriate on a forward-

looking basis. At the current share price of $0.20, the market is implying ~3x. 
 

▪ Forecast upside of 115%. Our price target of $0.43 represents upside of 115% from the 

most recent closing price of $0.20. 
 

While it could be argued the chosen peer group represents a subset of relatively more-

established companies (ie. average market cap ~$2.5bn), we believe any infancy on FZO’s 

part is more-than offset by its rapid growth relative those peers listed (below). 

 

Figure 13: FZO’s Valuation Relative Peers 

 

 

10. Long-term valuation framework 

As a mature company, we would expect FZO to trade in-line with established industrial peers 

at ~10x EV/EBITDA and/or ~15x earnings. While long-term forecasts are highly hypothetical at 

this stage, we have used our FY24 estimates to create a framework to think through FZO’s 

potential as a longer-term shareholder. The below table assumes SNS achieves growth in-line 

with our forecasts, which would deliver a ~37% return CAGR through FY23. 

 

 

BW Est. Multiple Valuation

FY24E EBITDA 14,883 10x 148,833

FY24E NPAT 10,133 15x 152,001

Average 150,417

Current Market Cap 31,000

Return (x) 4.9

5-year CAGR 37%
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11. Products 
 

The Family Zone ecosystem comprises a number of products which aim to control cyber 

safety wherever a child is; whether this happens to be at home, at school or abroad. Below 

we provide a brief description on each of the company’s key products and services. 

 
 

Consumer  

 

▪ Mobile Zone (kids). Family Zone’s app is installed on a child’s smartphone, computer, 

tablet or Chromebook for total protection when they’re out and about. The application 

enforces filtering when children are not on a safe network, while also providing more-

sophisticated features such as allowing parents to disable certain phone features (ie. the 

camera) and restriction of in-app purchases. 
 

▪ Family Zone Box (kids). A home network access point (a router) which plugs into existing 

networks and connects to the internet. The box itself has no impact on home internet 

speeds and can manage access rules and schedule play, school, study and sleep times 

for all family devices.  
 

▪ Family Zone Web Portal and Zone Manager App (parents). These are the user 

interfaces used by parents to access their Family Zone account and account settings 

across the family.  
 

 

Education  

 

▪ Family Zone School Manager. School Manager is FZO’s best practice tool for schools, 

permitting them to manage students, filter internet usage and manage digital citizenship 

programs. School Manager is FZO’s iteration of its acquired Linewize technology. 
 

▪ Family Zone Classroom. An application used by teachers that allows them to view the 

activity that is occurring on each students device (in real time) and subsequently control 

application use. 
 

▪ Family Zone Appliance. The physical filtering device that is plugged into a school’s 

network. The appliance is installed to monitor traffic and enforce policies set in School 

Manager and Classroom. 
 

▪ School Community. A web application that allows schools to invite parents to engage 

with the schools cyber safety programs. This also acts as the school’s pastoral care 

function and allows them to see what parents have signed up for. 
 

▪ Family Zone Device Manager. A product for schools to manage all school-owned 

devices. This product works if a school opts to use “supervise mode”, which removes a 

child’s ability to delete the FZ app from their device and gives more power to those 

monitoring activity. 
 

▪ Cyber experts. A key differentiating features of the FZ service, cyber expects allows you 

to select from a dedicated team of academics, educators, psychologists and even former 

cyber detectives – who provide suggested features and controls for child. 

 

Wholesale 

 

▪ Family Zone APN. The company’s filtering platform for mobile networks.  
 

▪ FZ One. FZ ONE is an Android phone, built to suit the needs and desires of parents, 

schools and children. The device runs on Android 8 or Oreo operating systems and comes 

with Family Zone safety controls embedded within its. The FZ One costs $199 and includes 

a 12-month subscription to Family Zone, although the company plans to remove this 

subscription bundle soon, instead offering the free Insights tool as the default bundle. 
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12. Key personnel 
 

 

▪ Tim Levy (Managing Director). Tim Levy is a telecommunications and technology 

entrepreneur who is the founder of Vodafone’s largest Australian retail partner (Mo’s 

Mobiles). He was also CEO/COO of Optus reseller, B Digital Limited. He also held a 

management consulting role at Arthur Andersons (in technology and change projects). Mr 

Levy is a Chartered Accountant, and studied at the University of Western Australia. 

 

▪ Crispin Swan (Executive Director – Sales). Crispin Swan has had extensive sales 

executive and general manager experience in several global companies. He was most 

recently Vice President of Sales in Asia Pacific at Mavenir, and has also held executive 

and manager positions at Airwide Solutions, Sema, and Cisco Systems.  

 

▪ Ben Trigger (Vice President – Technology Applications). Ben Trigger has had 

technology consultancy experience, and is based in Perth, Western Australia. He is the 

founder of Living Networks, which is an aged-care telecommunications operator. He was 

also previously a Director of Ultimatum and also the CEO of Netlink Group.  

 

▪ Paul Robinson (Vice President – Technology Services). Mr. Robinson is an 

experienced technology consultant, and business operator based in Perth, Western 

Australia. He is the co-founder and owner of Permeance Technologies a specialist provider 

of information technology to enterprises and public educational providers in Australia. Mr. 

Robinson is responsible for information technology services and partner deployments. 

 

▪ David Dunstan, (Vice President – Marketing). David has a background in executive level 

marketing roles in a number of prominent International and Australian organisations. Most 

recently he was Marketing Director at Expedia, managing the Stayz and HomeAway travel 

brands across Australia and New Zealand, and prior to this headed up brand and product 

marketing for NAB's online offshoot UBank. David holds a Bachelor of Science and a 

Masters in Marketing from The University of Western Australia. 

 

▪ Sam Price (Executive Manager – Development and Engineering). Sam Price has 

experience in software and technology roles across the globe. He recently managed 

software engineering at Groupon and he has an honours degree in computer science at 

the University of Western Australia. 
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Disclaimer 

This research was prepared for wholesale investors only as defined by section 708 of the Corporations Act. This report was 

prepared as a private communication to clients and was not intended for public circulation or publication or for the use of any 

third party, without the approval of BW Equities Pty Ltd (BW Equities). While this report is based on information from sources 

which BW Equities considers reliable, its accuracy and completeness cannot be guaranteed. Any opinions expressed reflect 

BW Equities judgment at this date and are subject to change. BW Equities has no obligation to provide revised assessments 

in the event of changed circumstances.   

BW Equities, its directors and employees do not accept any liability for the results of any actions taken or not taken on the 

basis of information in this report, or for any negligent misstatements, errors or omissions. This report is made without 

consideration of any specific client’s investment objectives, financial situation or needs. Those acting upon such information 

do so entirely at their own risk. This report does not constitute an offer or invitation to purchase any securities and should not 

be relied upon in connection with any contract or commitment whatsoever.  

DISCLOSURE OF INTEREST  

BW Equities and/or its affiliated companies may make markets in the securities discussed. Further, BW Equities and/or its 

affiliated companies and/or their employees from time to time may hold shares, options, rights and/or warrants on any issue 

included in this report and may, as principal or agent, sell such securities. BW Equities has done business with the company 

covered in this report, more specifically has been involved in capital raising and has earned corporate advisory fees from the 

Company. 

The Directors of BW Equities advise that they and persons associated with them have an interest in the above securities and 

that they may earn brokerage, commissions, fees and other benefits and advantages, whether pecuniary or not and whether 

direct or indirect, in connection with the making of a recommendation or a dealing by a client in these securities, and which 

may reasonably be expected to be capable of having an influence in the making of any recommendation, and that some or all 

of our Authorised Representatives may be remunerated wholly or partly by way of commission.  

ANALYST DISCLOSURE  

I, Lindsay Bettiol, certify that the views expressed in this report accurately reflect my personal views about the company and 

no part of my compensation was, is or will be directly or indirectly related to the specific recommendations or views expressed 

in this report.  

The analyst(s) responsible for preparing this research report received compensation based on several factors including BW's 

total revenues, a portion of which are generated by corporate advisory activities. 

BW Equities Pty Ltd ABN 66 146 642 462 AFS Licence No. 389353 
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