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2014/2015 Annual Results Facts CREALOG:X

CREALOGIX at a glance Founded in 1996

350 Employees
CHF 50 million Sales
CHF 100 million Market Cap

Shareholders
70% Founders & Management
30% Free Float

e i
#i: crealogix.com/
report-en

Our focus

CREALOGIX develops and

Our locations

About us

Switzerland implements innovative fintech
The CREALOGIX Group is an Germany solutions for the digital bank of
independent Swiss software house Austria tomorrow. The focus is placed on
and the Swiss market leader for United Kingdom changed customer needs for
Digital Banking. Singapore mobility, security, personalised

The shares of CREALOGIX Holding AG
(CLXN) are traded on the SIX Swiss
Exchange.

advice and education within a
comprehensive user experience.



CREALOGi)(-x
Comprehensive expertise in Digital Banking

Online Banking

Mobile Banking x

— . YOUR | I
ks L=2 ——
Online and : v=_cm T R : :

Mobile Security / :

SME SaaS Banking

Multibank
API

Interactive
Digital
Advisory
Digital Payment

Ci=e B F ") Setearning

Portal =
Platform

User Experience Engineering
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Our references

Switzerland

€ttt BSI BT
Kantonalbank [
Basler iircher Basellandschaftliche

Zii
Kantonalbank Kantonalbank Kantonalbank

fair banking

CREDITSUISSE
@?l%UBS

MIGROSBANK

Thurgauer
]UIIUS Bal' @ Kantonalbank
Luzerner
Kantonalbank PostFinance

ATE l-".-ll -

*SwissBanking

=
73]
8
=4
Z
e
=

St.Galler

RAIFFEISEN @ Kantonalbank

SWISSBANKERS HYPOSWISS
Z)

W&Bank

Prepaid Services

{-Baloise Bank SoBa  ZURICH'
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J. SAFRA SARASIN "%s

CREALOG iX-x

International
@ SOCIETE TN IZ B Doutche
m cEnERALE DB Raitancac
Banque & Assur
Sy
M & 5NPPARIBAS MKG
™ - AR ANCE e B A N K

Mercedes-Benz Bank ﬁ

BMW Group
Financial Services @

-2l CORTAL CONSORS
L2 BNP PARIBAS

4> BayernlB

Raiffeisen Bank

International ’) Bayem Labo HF é‘ B ANK

GLS Bank -
2o
ARAB BANK das ma mi BCI
3:3: ]Jmm Br ca |\L\ & Sons .Tr(llan

4}» mediterraneanbank ‘) capital markets . PEEL HUNT
Think Ahead. Bank Ahead.

JMFinng\(,'u
\ medirect @Tilney NG

MyTreasury

Tr insform Tomorrow


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

K

sq CRE ;
CREALOGIX international presence %
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CREALOGIX Group @Cf

Proud to be recogmzed as No 83 in the top 100 fintech companies
list 2015

flntech

FO RWA R D AMERICAN BANKER BAI

CREALOG:

CREALOGIX Group
Proud to announce: We made it into the Top 100 companies
2015 by Financial Insights

%FINTEC
NKINGS

IDC Financial Insights

CREALOGIX Group
5 hottest new trends in — nice mention of in the
category “personalised video”

CREALOGIX Group
Congrats! Our client received the “Most Innovative

Digital Offering” by Private Banker International
in Singapore
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Highlights

671%

Product share

of CREALOGIX revenue

Expenditures R&D

+153%

Expenditures in R&D and differentiation of
CREALOGIX products

#8 crealogix.com/

report-en

Equity ratio

55%

Revenue

«49.3..

CREALOG ix*

354

Employees

Internationalisation

+32%

International share of sales
outside of Switzerland




Development of income statement

CREALOGiX-x

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

Sales

in million CHF

60
50
CHF 49 . 3 million 40
30
20
10

Revenue

12/13 13/14 14/15

= 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.

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

EBITDA

(o 1 O . 6 million

5.0

-5.0

-10.0

-15.0

EBITDA

in million CHF

-

12/13 13/14

= 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

11



Development of income statement CREALOGiX*
Our efforts for new products have more than doubled

I I D)
70
- Expenditures R&D

+153% -

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

30 . . .
= Person-years include contributions of
20 our near- and off-shore resources.
10
0 . . .

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

person-years

Expenditures 40
R&D

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 12



Development of Cash Flow

Cash went to R&D projects and acquisition

FY 14/15
Consolidated profit -10.3
Net cash flow form operating activities -4.7
Cash flow from investing activities -4.9
Free cash flow -9.6
Cash flow from financing activities -1.5

Net change in cash and cash equivalents -11.1

FY 13/14
-1.5

53
-6.0

-0.7
-1.6

-2.4

CREALOGi)(-x

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.

2014/2015 Annual Results, 29 September 2015 © CREALOGIX
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CREALOGi)(-x
Solid balance sheet

in_mio. CHF 30.06.2015 30.06.2014
Cash, cash equivalents, securities 243
Other current assets 16.0
Current assets 28.2 40.3
5 5 % Financial Assets, Investments in Associates 3.3 4.1
Property, plant and equipment 1.9 1.8
E - . Intangible fixed assets 9.8 4.1
q u Ity ratlo 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 ﬂ
Liabilities and shareholders' equity 48.6 55.1
Equity ratio (in %) 54.9 69.7

»  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. 14



CREALOGEX*
CREALOGIX on its international growth path

FY 12/13 FY 13/14 FY 14/15

B International m Switzerland

Share of international sales has increased to 32%.

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 15
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CREALOGIX*
Banks have to think in new scenarios to cope with digitalisation

17 JUNE 2015 - 5:21PM | POSTED BY NATALIE MORTIMER

Lloyds Bank digital transformation
chief- ‘we are in danger of just
becoming the plumbing’

12100000 LLOYDSBANKRA

Banks are in danger of “just becoming the plumbing”
if they don't work out their new role in the financial
eco-system as the storm of payment innovations
continues to rain down on the industry, according to
Lloyds Bank head of digital transformation Terry
Cordeiro.

; credit-suisse.com; JPMC annual report, 2015

Fintech is probably more about construction than disruption

The banking sector should look to Silicon Valley and client-
focused companies as inspiration for deep change, says Urs
P - Rohner, chairman of Credit Suisse.

Published: 18052015

« Banking
FinTech Startups Can Make Banking

Stronger CREDIT SUISSE

) ¥R

Dear Fellow Shareholders,

JPMORGAN CHASE & CoO.

Jamie Dimon,
Chairmanand
(Chief Executive Officer

Silicon Valley is coming. There are hundreds
of startups with a lot of brains and money
working on various alternatives to tradi-
tional banking.
We are going to
work hard to make our services as seam-

less and competitive as theirs. And we also
are completely comfortable with partnering
where it makes sense.



CREALOGEX*

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

Insurance
| e

MYEBANK

Digital Banking Ecosystem

@Welcorﬂe back, Tom!
My Persanal Barnk

Send money overseas in a
few clicks

It's secure, quick and easy. See just how much we
could save you.

........

Lendlnvest ~ auxmoney ransterhiise
HSBC <> A # lendstar’ 2MeerEe

" HSEC Unted Kingdom = [

1 Tuer
wongai T e — ='CB INSIGHTS,, "=

Every husmess has 1ls own story

'@ different business b nts to suit different needs.

Discover products and services for your banking needs o Get in touch

T s qumy Thm aviar By oo con
Communsy omer * Finsnca & Cremcarszs  Paymares TPVIed v i e A e

Call us on 0800 731 8904 @

i BILLPAY
i st i sppsimment
“ fleximize ‘:.‘CT.',ID: T weneses s Pesdeis Ro ;J:nwollmlon OCARDLESS

Htreeben: Y PAYMILL Qi Do T 2o P oot O Bank s Gl Oseiom, Dot
Iwoca capiota @ Ebury @ Lydia BFjusp mpayleveno

Source: www.cbinsights.com , 2015 Source: Deutsche Bank Research, 2015 18
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Why a Hub?

------
-----
ooooo
-----
.....
.....

PRODUCTION

POINTS OF SALES i

..........

......
-----
..........

CONSUMERS

19

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

The bank's omni-channel view

000
PRODUCTION 6@60

YU¥ Bank services

Digital Banking Portal
POINTS OF SALES I I I I I I I

0006606000

CONSUMERS Inter- Client Client Com-

mediaries advisors Self-Service munities

20
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Why a Hub?

The client's view of the bank

Fintechs 3rd party / lifestyle

PRODUCTION

Digital
Banking
Hub

POINTS OF SALES

CONSUMERS &
Client

Advisor / Partner 21
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The evolution towards the CREALOGIX Digital Banking Hub

Functional
Capabilities

Digital .

: Digital

Banking Banking
Suite Hub

Single

purpose
banking
app/tool

Digital
Banking
Portal

N
T

Orchestration
Capabilities

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

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

22



CREALOGEX-x
The CREALOGIX Digital Banking Hub enables digital transformation

Client Centric Digital Experience

Digital
Banking

uoijeaouu| uado

Clear Differentiation

23



The trend is o
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Bruno Richle, Group CEG
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Window of opportunity:

CREALOGIX accelerating investments

Phase 1

TRANSFORM
from 2010 to 2013/14

Phase 2

RAMP UP
FY 2014/15

C REALOGEX-x

Phase 3

LEVERAGE
from FY 2015/16 onwards

Focusing and
gaining

international
awareness

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

Building up
international

execution power

\%

Growth
and
profitability

25



Window of opportunity:
CREALOGIX accelerating investments

Phase 2

RAMP UP
FY 2014/15

CREALOG i)(*

International
organisation and delivery

Building up International partner
international network

execution power

Full product scalability

Further product integra-
tion & enhancements

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

v

= Further heavy
investments &
resource allocations

= No revenue growth

= Further drop in
profitability

26



Important fundamentals

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

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

CREALOGi)(-x

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

27



C REALOGIX*

Window of opportunity:
CREALOGIX accelerating investments

Phase 3

LEVERAGE
from FY 2015/16 onwards

N
7

Mid-term targets:

Double digit 520% _
Growth revenue growth ” - Bacrllqng growth
with strategic
and acquisitions
profitability Product o >70%
revenues « Return to
profitability

International
‘ >50%
revenues

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 28



First step in phase .

C REALOGEX-x

The path back to positive EBITDA in 2015/16

Running Business

Higher revenue

with existing
customers

» Expenditures for R&D * New modules for
on normal level existing customers

» Benefits from » Revenue with
platform scalability change requests on

» Further shift of work the level of former
to near-/off-shore years

2014/2015 Annual Results, 29 September 2015 © CREALOGIX

New Business

Additional

No further :
revenue with

ramp-up costs

new customers

= New projects with
national and
international

Fading costs for
building up inter-
national set-up
Reduction of customers based
freelancers used on the new

for ramp-up platform

29



Outlook

CREALO(.'.iX-x

Digital overtakes regulation in banking

Google search for «Fintech»

M Financial Regulation ™ Fintech

100
0 | f
60
0 /
20
ol |

2007 2008 2009 2010 201 2012 2013

Frequency of Google Search Terms “Financial Regulation”

and “Fintech"; Google-Trends-Index.
Source: NZZ, 25.9.2015
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2014

2015

Digital overtakes regulation as top
priority for global banks

10 March 2015 | 6942 views | 0 &

The rush to implement new digital technologies has
overtaken regulatory worries as the highest priority for
global banking executives.

Source: Economist Intelligence Unit, 2015

30
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Unique window of opportunity for CREALOGIX

= 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.

2014/2015 Annual Results, 29 September 2015 © CREALOGIX 31



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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