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Presentation title, Date © CREALOGIX 4 

crealogix.com/ 
report-en 

About us 
The CREALOGIX Group is an 
independent Swiss software house 
and the Swiss market leader for  
Digital Banking.  
The shares of CREALOGIX Holding AG 
(CLXN) are traded on the SIX Swiss 
Exchange.  

Our focus 
CREALOGIX develops and 

implements innovative fintech 
solutions for the digital bank of 

tomorrow. The focus is placed on 
changed customer needs for 

mobility, security, personalised 
advice and education within a 

comprehensive user experience.  

Our locations 
Switzerland 
Germany 
Austria 

United Kingdom 
Singapore 

Facts 
Founded in 1996  

350 Employees 
CHF 50 million Sales 

CHF 100 million Market Cap 
  

Shareholders 
70% Founders & Management 

30% Free Float 
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Comprehensive expertise in Digital Banking 
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Online and 
Mobile Security 

Mobile Banking 

Online Banking 

Digital Payment 

Digital Learning 

User Experience Engineering 

Portal 
Platform 

Interactive 
Digital 

Advisory 

SME SaaS Banking 

Multibank 
API 
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Our references 
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BMW Group 
Financial Services 

Switzerland International 

https://www.postfinance.ch/FinancePortal/handle/evtMain.do
http://www.swissbanking.org/home.htm
http://www.zurich.de/


CREALOGIX international presence 
Switzerland United Kingdom Singapore Austria Germany 
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10 
10 

Equity ratio 

55% 

 

CHF49.3million 

Revenue 

61% 

Product share 
of CREALOGIX revenue 

354 
Employees 

Internationalisation 

International share of sales 
outside of Switzerland 

+32% 

crealogix.com/ 
report-en 
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Highlights 

Expenditures R&D 

Expenditures in R&D and differentiation of 
CREALOGIX products 

+153% 



2014/2015 – The year of increased expenditures in R&D 

11 

Development of income statement 

in million CHF 
Sales EBITDA 

in million CHF 

 Sales sligthly lower with 49.3 million (50.1 last year)  

 Without the substantial drop of EUR/CHF exchange 
rate sales would be at 50.0 million. 

 EBITDA represents the further increased expenditures 
in the new product platform and in the sales 
organisation – no capitalisation of R&D costs. 

 EBIT is at CHF -13.4 million 

Revenue 

CHF 49.3 million 

EBITDA 
CHF -10.6 million 
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Our efforts for new products have more than doubled 
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Development of income statement 

Expenditures R&D 

 More than 20% of our capacity goes to 
new products. 
 

 Person-years include contributions of 
our near- and off-shore resources. 

+153% 

Expenditures 
R&D 

0

10

20

30

40

50

60

70

80

11/12 12/13 13/14 14/15

+153% 

person-years 



Cash went to R&D projects and acquisition 
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Development of Cash Flow 
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The cash was spent for the operating business (development of the new product 
platform, ramp-up of sales organisation), for the acquistion of MBA Systems in UK 
and the dividend. 

 
Consolidated profit 

FY 14/15 
–10.3 

FY 13/14 
–1.5 

Net cash flow form operating activities  
Cash flow from investing activities 

–4.7 
–4.9 

5.3 
–6.0 

Free cash flow 
Cash flow from financing activities 

–9.6 
–1.5 

–0.7 
–1.6 

Net change in cash and cash equivalents –11.1 –2.4 



 
Solid balance sheet 
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 Equity ratio is strong. Future R&D expenditures can be financed from own resources. 

 No bank loan in the company. 

 Intangible assets include goodwill of 8.7 million CHF. We have changed the 
accounting policy to show this position in a more transparent way.    

55% 
Equity ratio 

in mio. CHF 30.06.2015 30.06.2014

Cash, cash equivalents, securities 13.1                 24.3                 

Other current assets 15.1                 16.0                 

Current assets 28.2            40.3            

Financial Assets, Investments in Associates 3.3                   4.1                   

Property, plant and equipment 1.9                   1.8                   

Intangible fixed assets 9.8                   4.1                   

thereof Goodwill 8.7                   3.2                   

Other non-current assets 5.4                   4.7                   

Non-current assets 20.4            14.9            

Assets 48.6            55.1            

Current liabilities 19.2            15.4            

Non-current liabilities 2.7              1.4              

Shareholders' equity 26.7            38.4            

Liabilit ies and shareholders' equity 48.6            55.1            

Equity ratio (in  %) 54.9 69.7



CREALOGIX on its international growth path 
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International Schweiz International Switzerland

FY 12/13 FY 13/14 

21% 27% 

International Schweiz

FY 14/15 

32% 

Share of international sales has increased to 32%. 



#DigitalBanking Hub 
 
 
 
 
Richard Dratva, Group CSO 



Banks have to think in new scenarios to cope with digitalisation 
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Sources: thedrum.com; credit-suisse.com; JPMC annual report, 2015 



Banks risk to be «unbundled» in the future 
Banks therefore have to orchestrate their own digital ecosystem 
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  ? 

Source: www.cbinsights.com , 2015 Source: Deutsche Bank Research, 2015 



Why a Hub? 

PRODUCTION 

HUB 

POINTS OF SALES 

CONSUMERS 

Source: www.sustainableamerica.org/blog/what-is-a-food-hub 
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Why a Hub? 
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Client 
advisors 

Client 
Self-Service 

Com- 
munities 

 
 
 
    
          

        Bank services 

Inter- 
mediaries 

The bank’s omni-channel view 

PRODUCTION 

HUB 

POINTS OF SALES 

CONSUMERS 

Digital Banking Portal 



Why a Hub? 

Client 
Advisor / Partner 

      Bank Services 
Fintechs 3rd party / lifestyle 

The client’s view of the bank 

API 
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PRODUCTION 

HUB 

POINTS OF SALES 

CONSUMERS 

Digital 
Banking 

Hub 



The evolution towards the CREALOGIX Digital Banking Hub 
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Digital 
Banking 
Portal 

Digital 
Banking 

Suite 

Single 
purpose 
banking 
app/tool 

Functional 
Capabilities 

Orchestration 
Capabilities 

Digital 
Banking 

Hub 

Advantages 
for the client: 
 
 all-in-one, 
 personalised, 
 seamless, 
 secure banking 

experience 

Advantages 
for the bank: 
 
 Enriched and personalised 

offers  = higher use of 
banking services 

 More new clients 
 Increased cross-selling 
 Lower risks thanks to 

comprehensive client view 
 Flexible business model 

innovation 
 Lower costs due to fully 

digitised cooperations 
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The CREALOGIX Digital Banking Hub enables digital transformation 
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Rich, interactive 
content experiences 
for increased client 
engagement and 

collaboration 

Multilayered and open 
architecture with 
outstanding user 

experience across all 
devices and channels 

Broad spectrum of 
 new digital services - 

available fast and 
secure in convenient 

modules 

API based seamless 
integration of offers 

enabling new business 
setups and revenue 

models 

 

New Interactions 

New Technology 

New Functionality 

New Reach 

Client Centric Digital Experience 

Clear Differentiation 
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Outlook 

The trend is our friend 
 

Bruno Richle, Group CEO 

 



Window of opportunity: 
CREALOGIX accelerating investments 
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TRANSFORM 
Phase 1 

from 2010 to 2013/14 
RAMP UP 

Phase 2 

FY 2014/15 
LEVERAGE 

Phase 3 

from FY 2015/16 onwards 

1 Focusing and 
gaining  

international 
awareness 

 2 3 Building up 
international  

execution power 
 

Growth 
and 

profitability 
 

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 



Window of opportunity: 
CREALOGIX accelerating investments 
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 Further heavy 
investments & 
resource allocations 
 

 No revenue growth 
 

 Further drop in 
profitability 

International partner 
network 

Full product scalability 

International  
organisation and delivery 

Further product integra-
tion & enhancements 

2 Building up 
international  

execution power 
 

RAMP UP 
Phase 2 

FY 2014/15 
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Important fundamentals 
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RAMP UP 
Phase 2 

FY 2014/15 

2 Building up 
international  

execution power 
 

New Platform Is Ready 
The investment program  

has been completed on schedule 

Financial Power 
CREALOGIX’s solid equity situation 

allows to absorb the high investments 

Investments 100% on P&L 
Investment in the double-digit millions 
range is charged entirely to the income 

statement and is not capitalised 

Investments Peak 
The culmination of the current 

investment program has been reached 



Window of opportunity: 
CREALOGIX accelerating investments 
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Mid-term targets: 

Product 
revenues 

International 
revenues 

>20% 

>70% 

Double digit 
revenue growth 

>50% 

 Backing growth 
with strategic 
acquisitions 
 

 Return to 
profitability 3 Growth 

and 
profitability 

 

LEVERAGE 
Phase 3 

from FY 2015/16 onwards 
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Running Business 

 Expenditures for R&D 
on normal level 

 Benefits from 
platform scalability  

 Further shift of work 
to near-/off-shore 

 Lower costs 
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 
Higher revenue 

with existing 
customers 

 New modules for 
existing customers 

 Revenue with 
change requests on 
the level of former 
years 

 

 No further 
ramp-up costs 

 Fading costs for 
building up inter-
national set-up 

 Reduction of 
freelancers used 
for ramp-up 

New Business 

 New projects with 
national and 
international 
customers based 
on the new 
platform 
 

 
Additional 

revenue with 
new customers 

The path back to positive EBITDA in 2015/16 

First step in phase  



Digital overtakes regulation in banking 
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Frequency of Google Search Terms “Financial Regulation” 

and “Fintech”; Google-Trends-Index.  
Source: NZZ, 25.9.2015 

The rush to implement new digital technologies has 

overtaken regulatory worries as the highest priority for 

global banking executives. 
Source: Economist Intelligence Unit, 2015 

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 

Google search for «Fintech» 

Outlook 



Unique window of opportunity for CREALOGIX 
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 Digitalisation will double bank IT 

spending in the next 4 years according 

to Gartner analysts. 
 

 CREALOGIX has seized the opportunity 

to become an international Fintech 

company of the next generation. 
 

 CREALOGIX therefore has engaged the 

next phase of it’s corporate development 

and has invested heavily. 
 

 CREALOGIX currently operates in start-up 

mode. 

 

Digital 
Banking 



Contact 

CREALOGIX Holding AG 

Investor Relations 

Baslerstrasse 60 

Postfach 

8048 Zurich 

Switzerland 

 

+41 58 404 80 00 

ir@crealogix.com  

www.crealogix.com  
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