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INNOVATIONS IN technology are designed 
to be used for “good,” the reality is that 
criminals have discovered that digital 
technology can also be used to exploit new 
areas of opportunity. 

Crimes involving drug and human 
trafficking, organized crime syndicates, 
and domestic and international terrorism 
are growing areas of concern. 

The complexities surrounding 
cryptocurrencies and the way that 
criminal organizations are using crypto to 
hide illicit gains is another area criminals 
are exploiting, and digital devices are a key 
enabler. In fact, digital devices are turning 
up in cases so frequently (Cellebrite's 2022 
Industry Trends Survey found that in the 
last year cell phones appeared as a major 
source of evidence in almost every case) 
that it appears technology is impacting the 
very nature of crime at almost every turn. 

And while the precipitous increase in 
device use and digital evidence is alone 
a major concern, this is only part of the 
problem agencies are facing. 
 

Where Crime and  
Technology Collide
All of these influences bring us to an 
interesting intersection. Crime is on 
the rise, so the number of cases law 
enforcement is investigating is growing. 

Cases today are also far more complex. 
At the same time, law enforcement staff 
numbers are decreasing as some officers 
move to the private sector and retirements 
take their toll. Criminals are also becoming 
far more tech-savvy, leaving many agencies 
to play catch-up as they try to retrain 
existing officers or recruit new ones with 
stronger technical skills.

Public scrutiny has also made the 
average officer’s job more challenging. 
Widely publicized actions made by a 
few bad cops may cause some officers to 
question whether protecting the public is 
something they still want to do. 

Rather than be at the center of the next 
Twitter firestorm, some jurisdictions may be  
questioning whether less direct involvement  
is a better approach, opening the door  
for criminals who feel they can press their 
advantage when police take a more passive 
stance. Other personnel are simply leaving 
the police force for jobs in the private 
sector, leaving agencies to wrestle with how 
to do more with less. 
 

Forced Choices  
Threaten Public Safety
All of these pressures are forcing 
investigative teams to make “forced 
choices” as they are compelled to triage 
cases to decide what their highest 
priorities are. This, in turn, is causing a 
widening “public safety gap” that makes 
protecting citizens and improving 
community relationships more difficult 
than ever before.   

The impact on agencies is plain to see:

•     Clearance rates  are down.

•     The skills gap between agency staff and 
tech-savvy criminals continues to widen.

•     Increased workloads heaped on fewer 
officers are causing burnout and driving 
attrition rates.

All of this is having a negative impact 
on public trust and confidence in police 
departments. And that trend is growing.

To close the public safety gap and regain 
critical trust, agencies must evolve to 
meet the times. This is a multi-step 
process that centers on two key focus 
areas that managers must act on to turn 
this situation around: modernize the 
investigative workflow and transform 
the investigative culture within their 
departments to enable investigators to 
stay ahead of tech-savvy criminals. 

As technology advances, investigations 
must also evolve, or risk sacrificing public 
safety in the future.

Let’s dive a little deeper into what’s 
actually driving this need for change, 
the critical capabilities agencies need to 
meet their challenges, and how working 
in partnership with the right mission 
partner can help. 
 

Why Investigations Are 
Getting Harder
A number of factors are making 
investigations more difficult to manage. 
The scale and complexity of cases fed by 

the rise and rapid adoption of 
digital technology is one driver. 
Criminals are using the latest 
technology to commit far more 
sophisticated crimes, including 
crimes against children, drug 
and human trafficking, financial 
crimes, and acts of violence. 
And they are using tech 
advances like encryption to hide 
their illicit acts.

At the same time, the volume 
of digital evidence is exploding. 
Cases often now involve 
multiple devices (sometimes 
dozens), and with each 
upgrade, the amount  
of data each device can contain 
grows. This creates an ever-
growing mountain of data that 
is coming from a variety of 
devices, including phones and 
wearables, videos, the Internet, 
photos, apps, cloud sources, 
and more.

Reviewing all of this data to find 
leads and make connections 
is extremely complicated 
because even the simplest cases 
can involve multiple suspects 
and devices. Moreover, one 
case may be connected to 
other cases that are being 
investigated. Finding the 
connection between these 
cases and suspects is critical for 
expanding investigations and 
potentially disrupting an even 
broader network of criminals 
and activities. Yet many 
agencies lack the tools and 
skilled personnel to do so.

As the level of encryption to 
protect user information becomes more 
formidable, accessing data, a necessary 
step in launching investigations, is 
becoming increasingly difficult. Finally, 
managing the influx of  data to ensure 
the digital chain of evidence is secured 
and data is admissible in court adds yet 
another layer of complexity.

All of these influences are creating a 
potential minefield for every stakeholder 
across the investigative workflow, and a 
disaster for agency managers when cases 
collapse because key data sources either go 
missing or are mishandled, making digital 
evidence inadmissible in court.

To avoid these problems, agencies must 
reassess what capabilities are needed to 
modernize their investigative process and 
protect the digital chain of evidence, then 
make the necessary investments to retool 
their workflow. 
 

Modernizing  
the Workflow
Rather than looking at one-off solutions 
that may put a Band-Aid on a single 
problem, agency managers need to look 
holistically across the entire workflow to 
increase the efficiency and effectiveness 
of investigations. Ideally, what’s needed is a 

process and platform that tracks  
the evidence from data collection to  
the courtroom. 
 
A TOTAL SOLUTION 

Cellebrite has developed an innovative 
architecture and approach for modernizing 
investigative workflows that starts with its 
Digital Intelligence (DI) platform. Beyond 
simply collecting data, this platform 
provides a complete, end-to-end solution 
that streamlines the investigative process 
and aligns key stakeholders across  
the agency.

  THE 
WIDENING 
PUBLIC 
SAFETY GAP

A decline in 
resources  
and a rise in 
key metrics 
are causing 
the public 
safety gap  
to widen.
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BY MEIR AVIDAN

Policing’s
Digital Future
The Future 
of Law 
Enforcement 
and Protecting 
Communities 
Rests on 
Modernizing 
Digital 
Workflows

With research from Cellebrite's 2022 Industry 
Trends Survey showing that most crimes contain 

digital evidence or have a digital component, 
the technical roles of skilled digital personnel on 

investigative teams are evolving and will soon surpass 
roles requiring non-digital skills.
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PLUS: 2022 Industry Trends Survey    The Future of Policing

 MODERNIZING  
 THE INVESTIGATIVE 
 WORKFLOW   

Law enforcement 
agencies must modernize 
their technology and 
culture or public safety  
will remain at risk.

CELLEBRITE INVESTIGATIVE TECHNOLOGY MAGAZINE: Tel Aviv, Israel (current employer)

This project was produced with my team over the second quarter of 2022 whilst in my new role as Art Director. Here I art directed and assisted to produce this first of its 
kind magazine produced by the company for distribution at global events.
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Comprehensive Digital Intelligence 
Services Designed to Meet Your 
Agency’s Needs

Cellebrite Services focuses on maximizing the value of Cellebrite Digital 
Intelligence Solutions within your agency’s ecosystem. Our customer-
centric services portfolio is designed to support you every step of your 
Digital Intelligence journey to optimize your technological implementation 
and organizational capabilities. Take advantage of our global network of 
former law enforcement practitioners and digital intelligence experts, highly 
experienced customer support teams, and award-winning training that can be 
customized for your agency.
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CELLEBRITE DIGITAL POLICING 2025 GLOBAL MAIL-OUT: Tel Aviv, Israel (current employer)

For this project, I had to create 3 documents and a folder for the Digital Policing 2025 campaign. After the content was approved, we created a branded design 
scheme for the package. The package was then translated to 4 languages.
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CELLEBRITE PRODUCT CATALOGUE: Tel Aviv, Israel (current employer)

For this project, I had to create 3 documents and a folder for the Digital Policing 2025 campaign. After the content was approved, we created a branded design 
scheme for the package. The package was then translated to 4 languages.
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Fol lowing our capital raising of $4,011,000, the 
company has invested in a number of pr ior i t ies to 
expand sales of proper ty l istings and services to 
our customers. These have included:

• Signif icant improvement to the web site user 
experience by rebui lding the user inter face, 
expanding site functional i ty and increasing site 
per formance.

• The introduction of three new packages at $895, 
$995, $1295 result ing in an enhanced choice 
for our vendors. The dif ferent pr ice points 
have enabled vendors to choose the level of 
suppor t and marketing activ i ty they require from 
buyMyplace. Sales of these new packages have 
increased average revenue per l isting by 20 per 
cent over the pr ior corresponding per iod.

• A test marketing TV campaign in Queensland 
and Western Austral ia, which was later rol led 
out national ly and has underpinned the growth 

in traf f ic to our website, customer enquir ies 
and the signif icant increase in l isting sales and 
revenue.

• Expanding our onl ine marketing activ i ty, most 
especial ly in SEM, SEO, Social Media and 
Re-targeting.  Our ranking on major keywords 
has increased dramatical ly, contr ibuting to the 
27 per cent increase in unique visitors to our 
website from our l isting unti l 30 June, compared 
to pr ior corresponding per iod.

• Increasing staf f as a result of the huge 
increase in enquir ies (up 220 per cent on 
pr ior corresponding per iod). We increased our 
professional sales team and expanded our 
customer suppor t staf f, al l of whom continue 
to be managed by our Head of Operations, 
Stephenie Pul is-Cassar, a seven year veteran of 
buyMyplace.

• The appointment of Jason Gregory as Head 

I  am del ighted to share the 
Company’s f i rst Annual Repor t, 
since i t successful ly completed 
the acquisi t ion of BuyMyHome Pty 
Ltd and re-l ist ing on the Austral ian 
Stock Exchange on 15 March, 2016. 
buyMyplace has rapidly become 
Austral ia’s leading commission 
free, onl ine real estate company. 
Austral ian proper ty owners save an 
average of over $19,000 by sel l ing 
their own proper ties using a range of 
marketing packages and ser vices.

of Product and Strategic Par tnerships, leading the 
continued improvement in our web site as wel l as 
scoping and implementing relationships with strategic 
par tners and devising go-to-market strategies.  Jason 
has previously held similar roles at SEEK and Hitwise.

• Relocation to larger premises in St Ki lda to 
accommodate the expanded team as wel l as provide 
for future expansion due to the company’s encouraging 
growth trajectory.

• Strategic par tnership agreements with AFG, Austral ia’s 
leading mor tgage and insurance aggregator and 
Movinghub, a company providing uti l i ty connection 
services enabl ing our customers to switch their 
services to their new address quickly and simply.  
These new products and Services wi l l be rol led out in 
September.

• Signif icant increase in awareness since l isting through 
proactive SEO, SEM and other marketing campaigns.  
The Executive team was also del ighted with the 
increase in Publ ic Relations and media coverage 
through the per iod including coverage on Seven and 
Nine news, Sky Business Real Estate, Today Extra, 
Austral ian Financial Review, Sydney Morning Herald, 
The Age and numerous other publ ications.

As a consequence of the proactive expansion campaign 
from al l areas of the business, the company has achieved 
signif icant growth. Whilst revenue increased 18 per 
cent in the quar ter ending 31 March, predominantly 
dr iven by the implementation of new packages and the 
test marketing campaign in QLD and WA, the results 
in quar ter ending 30 June have been much more 
signif icant. The company achieved revenue growth of 
44 per cent on pr ior quar ter and a total of 47 per cent 
growth since the ASX Listing in March, compared to pr ior 
corresponding per iod. Total l ist ings grew 26 per cent in 
the same per iod.

Notably, the company achieved a 67 per cent increase 

in revenue in the quar ter ending 30 June, compared to 
pr ior corresponding per iod. As this was the f irst quar ter 
combining a national marketing campaign in both onl ine 
and of f l ine media accompanied by a much improved 
web site, we bel ieve this quar ter is a better indicator of 
current growth trajectory.

Total L istings grew 38 per cent in the June quar ter over 
pr ior corresponding per iod with the var iance in volume 
and revenue growth highl ighting the dramatic increase in 
average revenue per l isting, as a result of the three new 
packages. This also generated an 87 per cent growth in 
gross prof i t in the June quar ter over pr ior corresponding 
per iod. This is a commendable achievement from the 
team in the per iod commencing just two weeks af ter the 
ASX Listing.

The company was also pleased to announce that 
over 3,000 Austral ian proper ty owners have sold their 
proper ty v ia buyMyplace, generating around $1.5 bi l l ion 
in proper ty sales.

I am pleased to repor t the Executive team has been able 
to del iver on the commitments we made to investors 
through the capital raising and ASX l isting process.

Looking forward, the Group is planning fur ther expansion 
through strategic par tnerships, as wel l as enhanced 
product of fer ings, to grow the business at a similar 
trajectory to what i t has experienced since re-admission 
on the ASX in March. The company is also consider ing 
select complementary acquisit ions.

Paul Heath
Chief Executive Of f icer

buyMyplace.com.au Limited
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CEO MESSAGE

Since l ist ing on the ASX on 15th March 2016, our team has focused on dr iv ing increased revenue v ia 
targeted onl ine and direct response marketing campaigns plus increasing the average revenue per 
l ist ing v ia new packages and serv ices.

Our team launched three new packages in January 2016, on the commencement of a Televis ion 
test marketing campaign in Queensland and Western Austral ia.  The new packages, pr iced at $895, 
$995 and $1,295 and provided an expanded suite of serv ices to our customers, such as professional 
photography, professional negotiat ion, feature l ist ings and more recently, professional copywrit ing, 
whi lst dr iv ing addit ional gross prof i t and adver t is ing ef f ic iency.

UVs up 57%, Listings up 38%, Revenue up 67%
The combined impact of a national rol l out of both the TV campaign plus an expanded onl ine marketing 
campaign in Q4 created a 57% increase in unique v is i tors to the web site, 38% increase in proper ty 
l ist ings and 67% increase in Revenue on pr ior corresponding per iod (PCP).

The outcome in 4th Quar ter has been an encouraging indicator of future per formance based on the 
desire of an increasing number of Austral ians to reap the f inancial rewards of sel l ing their proper ty 
themselves as wel l as our abi l i ty to bet ter equip our customers to get the best pr ice, whi le saving 
thousands in real estate commissions and fees.

Our aim is to provide a complete suite of services to suppor t vendors 
through the sale of their home does not stop here. This is just the 
beginning with plans for greater expansion of services in the coming year.

UNIQUE VISITORS1

125,000 
Q4 up 57% on PCP
Q4 up 37% on Q3
Total Since Listing up 27% on PCP

While the marketing campaigns drove increased 
traf f ic to the web si te, a number of new site 
developments were introduced from January to 
June to improve the look and feel of our s i te as 
wel l as improve the user exper ience on their way 
to sel l ing their proper ty themselves.

PROPERTY LISTINGS

Q4 up 38% on PCP
Q4 up 23% on Q3
Total Since Listing up 26% on PCP
Much of our in i t ia l investment in marketing 
contr ibuted to establ ishing awareness of 
the Commission Free category as wel l as 
establ ishing buyMyplace as the leading brand in 
this category.  Whi le awareness increased, so 
did our proper ty l ist ings, recording a 38% jump 
in volume on pr ior corresponding per iod.UVs up 
61%, List ings up 38%, Revenue up 67%

REVENUE

$379,000
Q4 up 67% on PCP
Q4 up 44% on Q3
Total Since Listing up 47% on PCP
Revenue soared 67% in Q4 on pr ior 
corresponding per iod as a consequence of the 
impact of both increased volume as wel l as 
growth in average revenue per l ist ing.

REVENUE PER LISTING

Q4 up 21% on PCP
Q4 up 18% on Q3
Total Since Listing up 17% on PCP
Average Revenue per L ist ing grew 21% in Q4 
contr ibuting to the increased revenue as we 
expanded volume at higher pr ice points by 
rol l ing out new packages with an expanded 
suite of serv ices to our customers.

GROSS PROFIT

$249,000
Q4 up 87% on PCP
Q4 up 26% on Q3
Total Since Listing up 54% on PCP

Gross Prof i t grew 87% on increased revenue, 
proving we can expand volume and revenues 
at higher pr ice points, whi lst maintaining gross 
margins. Gross Prof i t grew faster than revenue 
growth due to the impact of addit ional serv ices 
bundled into the higher pr iced packages.

PERFORMANCE SINCE
ASX LISTING

1Based on daily unique visitors.
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Matthew Driscoll, B.A., Grad. Dip Edu., Grad Dip App Fin., SF FIN, 
GAICD, MSAA(Non-Executive Chairman – appointed 28 February 2011)

Mr Dr iscol l has a Bachelor of Ar ts Degree, a Graduate Diploma in Education 
and a Graduate Diploma of Appl ied Finance. In addit ion, Matthew is a Master of 
the Stockbrokers Association of Austral ia, a Graduate member of the Insti tute 
of Company Directors and a Senior Fel low of the Financial Serv ices Insti tute of 
Australasia. Matthew has strong networks and signi f icant exper ience across 

several industr ies, including onl ine technologies, f inancial serv ices, f intech, proper ty and resources. 
With over 30 years’ exper ience in the f inancial serv ices industr y, Matthew’s exper tise l ies in investment 
and capita l markets including analysis and evaluation of investment oppor tunit ies, transaction analysis, 
f inancial model l ing, debt structur ing, asset and equity valuation and due di l igence. Matthew has worked 
with numerous companies nur tur ing them from smal l enterpr ises to successful l isted businesses.

Matthew was a founding director of K i l lara Resources Ltd, and is a member of the Audit & Risk 
Commit tee.

Dur ing the past three years, Matthew has served as a director of another l isted company, ILH Group Ltd 
(appointed 1/10/14; resigned 4/9/15).

Peter Butterss
(Non-Executive Director – appointed 29 February 2016) 

Mr Butterss is an entrepreneur with exper ience commercial is ing and growing both 
disruptive and tradit ional businesses. He has successful ly guided businesses in 
discipl ines such as Information Technology, Recruitment, Proper ty and Business 
Transformation. He began his involvement with buyMyplace in 2008 as the CEO 
and guided the company through the ini t ia l star t-up phase. Most recently Mr 
Butterss has presided over his fami ly group of companies within the Proper ty and 

Human Capita l Management sectors.  In addit ion, Peter was a founding member of an IT-recruitment 
f i rm ult imately known as Ambit Group Pty Ltd, which was sold to ASX-l isted Peoplebank Limited for 
$100 mi l l ion in December 2007.

Cameron Fisher, AVLE (VAL), AREI(Executive 
Director – appointed 29 February 2016)

Mr Fisher was previously the managing director of BuyMyHome Pty Ltd, and 
is highly qual i f ied in his profession. He was previously a director of some of 
Austral ia’s leading real estate companies, including Bennison Mackinnon and 
Talbot Birner Mor ley (TBM) af ter commencing his f i rst real estate business when he 
was 26 years of age. He is a ful ly Accredited Auctioneer with over 5,000 successful 

auctions under his belt; and advisor to leading insti tut ions, developers, accountancy practices and
law f i rms.

Mr Fisher is a lso the managing director of Changing Places Real Estate Consultants Pty Ltd, a ful l 
serv ice f lat fee real estate agency. He has for a long t ime bel ieved agents fees to be too high hence 
his f lat fee serv ice, and as such his think ing and phi losophies are very much in l ine with those of 
buyMyplace.
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D IRECTORS’ 
REPORT

DIRECTORS’ REPORT

buyMyplace has always had a high per formance culture with 
staf f empowered to identi f y improvements and consistently 
exceed customer expectations.
Our team is cr i t ical to the success of our business. Whi le we pr ide ourselves on our leading technology 
and disruptor status, we are careful to balance customer care needs of our vendors into every thing we 
do. Our team del ivers on that.

Since l ist ing, we have expanded our team to add senior resources in Product & Strategic Par tnerships 
as wel l as growing our team of Pr ivate Proper ty Sales Special ists, who are instrumental in helping 
customers to choose the r ight package for their needs and budget. We have also invested in expanding 
our customer care team who assist our vendors throughout the sale process and implemented new 
systems and processes.

In l ine with our team expansion, we have also moved our corporate of f ices to new premises in St K i lda. 

The workplace culture at buyMyplace has always been a high per formance environment with staf f 
empowered to identi f y improvements and consistently exceed customer expectation.

As the business grows, we wi l l fur ther expand our team to ensure we are always del iver ing best-
practice solutions and winning results for vendors and shareholders al ike.
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OUR PEOPLE

OUR PEOPLE

BUY MY PLACE | Sydney, Australia 

This was an annual report project whilst working as chief designer for a large national real estate company in Australia. My role in the specific project, was art director 
and designer for 2 consecutive years. For the second year I was also the photographer. I produced much of the company’s printed collateral and marketing materials, 
including, brochures, folders, flyers and social banners.
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CELLEBRITE SKO 2024: Athens, Greece (current employer)

This year our SKO theme was: “Cellebrite Accelerated”. The event was at the Intercontinental hotel in Athens. I conceptualised the visual theme, and art directed the 
design, coordinainge the production of all necessary assets. The assets produced included, large format wall banners, invitations, social media banners, menus, signs, 
lighting, bar and podium design, video screens, cushions and much more.



Events

CELLEBRITE SKO 2023: Jerusalem, Israel (current employer)

As Art Director, I produced the design and concept for the event theme: “Challenge - Modernize - Subscribe”. The event went over 3 days, at the David Intercontinental 
hotel in Jerusalem, Creating the visual theme of a rocket that was reaching for the stars. The star, being our company emblem. The task meant design and coordination 
as well as overseeing production of all necessary assets. The assets produced included, large format wall banners, invitations, social media banners, menus, signs, 
lighting, bar and podium design, and much more.

WELCOME

SKO23Cocktail_invite_A5.indd   2SKO23Cocktail_invite_A5.indd   2 04/01/2023   8:4304/01/2023   8:43

Old City, Modern Times.
Get Ready To Talk

And Mix!

TIME & PLACE:
19:30, Hotel Terrace

DRESS CODE:
Casual 
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CELLEBRITE SKO 2020: Tel Aviv, Israel (current employer)

As senior designer, I produced the design and concept for the event theme: “We are Digital Intelligence”. The event went over 3 days, at the Intercontinental hotel in Tel 
Aviv. I was given the task to come up with the visual theme, and design and coordinate production of all necessary assets. The assets produced included, large format 
wall banners, invitations, social media banners, menus, signs, lighting, bar and podium design, and much more.
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CELLEBRITE GLOBAL EVENT DESIGN: Tel Aviv, Israel (current employer)

In my role as senior designer and art director at Cellebrite I have been responsible for their global trade-shows and events. This involves me adapting the event 
messaging and design, to current branding, and creating booths that are clean, communicative and that pop. My philosophy here is minimal messaging, bold colours 
and graphics that utilise our brand elements.
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Solution Overview | Cellebrite Premium 
www.cellebrite.com

Digital Investigations Begin Here: Gain Lawful 
Access to iOS and High-End Android Devices 
It’s a common challenge - locked devices and encryption barriers pose serious hurdles for digital 
investigations. 
When examiners and lab technicians experience delayed access to mobile data, it often results in extended 
investigation times, added costs, and lower clearance rates. As devices become smarter and acquire more 
protective features, including complex locks and built-in encryption mechanisms, collecting data from 
market-leading iOS and Android devices requires the cutting-edge technology.

Cellebrite Premium is a mobile device data collection solution that enables the recovery of passcodes to 
unlock devices on the latest and most used operating systems including many of the newest iOS versions 
and high-end Android devices. 

Along with consent and permission-based verification features, Cellebrite Premium empowers users 
to bypass locks and easily perform a physical or full file system extraction. Premium’s data collection 
capabilities go beyond logical extractions to provide investigative teams with access to highly protected areas 
within mobile devices such as iOS Keychains and secure folders. 

Premium’s easy-to-use and advanced access capabilities reveal third-party application data, stored 
passwords and tokens, chat conversations, location data, email attachments, and system logs. To overcome 
digitally sophisticated criminals and other case-dependent variables, Premium gives access to all-inclusive 
or selective extraction data sets, including deleted content, that commonly uncover incriminating digital 
evidence. 

Cellebrite Premium has played a key role in providing investigative teams worldwide with ethical access to a 
wide variety of devices involved in some of the most challenging, high-profile cases. 

Jumpstart your investigations with Premium’s quick and easy data collection and review processes offered 
with cost-effective options that can fit varying needs. Premium is the only advanced access solution that can 
position agencies and organizations at the forefront of a completely integrated digital intelligence journey.

Premium.

Q & A Sheet For
Internal Use 

Guardian.
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Cellebrite Training | Training Wallet  
www.cellebrite.com

Cellebrite Training Wallet
Cellebrite Training is pleased to offer our Training Wallet, a flexible way for our partners in Law Enforcement and Federal 
agencies to budget for and access our training courses each year. The Training Wallet allows you and your agency to 
purchase training credits and use them based on the value of each course, providing greater flexibility in course selection. 

We offer various course formats, including In-Person, Virtual, and Self-Paced Training, each with different credit 
thresholds. For example, a 1-day In-Person/Virtual course consumes 9 credits per learning day, while a Self-Paced 
consumes 8 credits per learning day. Courses can range from 1 – 5 days in duration. 

The Training Wallet empowers you to build a course budget, mix and match training styles, and enroll in public courses. 
Credits can be purchased and managed in the My.Cellebrite Community Portal under the “Training” tab. The wallet can be 
owned by the organization, with the ability to manage credit balances and access reports on token usage. 

Key Features/Requirements of Training Wallet
• Wallet contains credits unique to each organization, replenishable or “refueled”.

• Option to purchase one wallet for the entire organization or multiple wallets for different departments.

• Management of balances through Cellebrite’s MyCommunity portal.

• Offerings are priced based on credit numbers, with In-Person/Virtual set at $900 per day (3-day course = 27 credits) 
and Self-Paced set at $800 per day (3-day course = 24 credits).

• Each credit costs $100, with In-Person/Virtual courses requiring 9 credits per day and Self-Paced courses requiring 8 
credits per day.

• Each wallet will have a wallet owner responsible for managing credits.

• Reports on used and unused tokens, including student and course details.

• Initial minimum payment into the wallet is $15,000, with increments of $7,500 for additions.

• Wallet renewal requires a minimum balance of $15,000.

Guardian.

LEARN MORE:
cellebrite.com/guardian

faster case resolution
Accelerate time-to-evidence

cost efficiencies
Allocate resources effectively

streamlined solution
Reduce backlogs & resolve cases - faster

evidence lost
Secure, compliant & defensible solution

*Numbers based on responses from mid-sized US agency, 2023 

> Print Product Documents > Magazine Print Product Advertisement

> New Product Logos and App Icons

> Social and digital banners
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CELLEBRITE RE-BRAND 2023: Tel Aviv, Israel (current employer)

During the course of 2022-23 I initiated a re-brand of our current products and overall look and feel, in order to simplify the visual identity and create a more 
sophisticated and  timeless visual identity. This included the visual styling of all our product names, our app icons, and all collateral as well as a new pattern of pixels, 
which told a story illustrating the one piece of digital evidence. 



Branding

CELLEBRITE INTERNAL TEAM MIXED SUB BRANDS: Tel Aviv, Israel (current employer)

Here is a selection of logos that were created for internal teams such as HR and / or product sub brands. Logos were created followed by different pieces of colllateral 
depending on the need. The collateral pieces, ranged from emails and social posts, to t-shirts and postcards or hang or rollups.



Thank You

www.ben-jacob.com

http://www.ben-jacob.com
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