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i In the top three Nordic digital commerce platforms
i Scalable business model with 95% recurring revenues

i Trading~30% bel ow peers o0nl38x21¢

Diversified customer base with very low churn

Litium is a software company that sells its cloud-based platform for digital
commerce, Litium On Demand, through a scalable model where recurring
revenues account for 95% of annual net sales. The company has
established itself as a top-three player in the middle segment of the market in
the Nordics, where customers face an initial investment of SEK 0.5m-3.0m.
Litiumds broad customer base is ¢
B2C operators, where no single customer accounts for more than 10% of
annual net sales and customer churn has amounted to 2-3% since 2012.

We esti mad2re 0ARR G88®R of
Litium has three stated targets f
(ARR) by at least 30% per year, achieving profitability (if it makes sense for

the companyds sharehol der s), aMNodlic
market. Lookingat t he companyds past perf
a CAGR of 4018,% damd 6wes bel i eve t he

well within reach. We estimate that ARR will grow by a CAGR of 38.8% in
0182 1e, f ucemnereadgairing maeket share in Sweden. That lays
the foundation for faster-than-historical growth, along with Litium expanding
toonenon-Nor di ¢ market. We forecast t
our estimates indicate an EBIT margin of 10.7%, driven by the scalability of
the companyds business model

Stock trading ~30% below peers, implied value SEK 11-27
Based on our estimates, Litium is trading approximately 30% below the
medi an 621e EV/EBIT of our key pe
highest peer multiplesf or 6 2 1 e ,implee pride rangd of BE#K 13-19
per share. Our DCF valuation indicates a fair price range of SEK 11-27 per
share, where we apply a WACC of 13.5% and set the terminal period to
2031e. The key risks to our estimates include an inability to raise further
funding before reaching positive cash flow, management changes, and a
failure to expand geographically.
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Q3 report: 08 Nov

SEKm 2017 2018 2019e 2020e 2021e
Sales 24 32 44 61 83
EBITDA 2 1 -5 5 17
EBITDA margin (%) 8.3 2.9 -12.3 7.7 21.0
EBIT adj -4 -5 -13 -3 9
EBIT adj margin (%) -15.3 -16.9 -29.6 -5.6 10.7
Pretax profit -4 -6 -13 -3 9
EPS rep -0.58 -0.56 -1.33 -0.41 0.70
EPS adj -0.58 -0.56 -1.33 -0.41 0.70
Sales growth (%) 27.3 33.7 39.0 38.7 36.0
EPS growth (%) 22.2 3.0 -136.9 69.4 272.2

Source: ABG Sundal Collier, Company data
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Litium OMX STHPI
im 3m 12m
Absolute (%) -28.1  -30.0 29.1
OMX STH PI (%) 2.9 1.7 1.8
Source: FactSet
2019 2020e 2021e
P/E (X) -10.0 -32.5 18.9
P/E adj (x) -10.0 -32.5 18.9
P/BVPS (x) 3.58 2.41 2.13
EV/EBITDA (X) -23.6 24.6 6.7
EV/EBIT adj () 9.8 -33.9 13.3
EV/sales (x) 2.90 1.90 1.42
ROE adj (%) -30.5 -8.8 12.0
Dividend yield (%) 0 0 0
FCF yield (%) -13.2 7.8 -1.2
Net IB debt/EBITDA 0.5 -3.1 -0.7

Please refer to important disclosures at the end of this report
This research product is commissioned and paid for by the company covered in this report. As such, this report is deemed to
constitute an acceptable minor non-monetary benefit (i.e. not investment research) as defined in MiFID II.



Opportunities

We believe that Litium is well positioned to further solidify
its position as a top-three provider of digital commerce
platforms in the middle-market segment in the Nordics.
Litiumbés digital commerce p
been developed over several years and offers an attractive
value proposition for customers. Litium operates in the fast-
growing global digital commerce market, which is forecast
to grow with a CAGR of 9.3% 2017-2023, driven by the
structural digitalisation of society and retailer business
models. Litium wants to establish itself on one non-Nordic
market by 2021, which we believe will fuel further growth.

Annual recurring revenues, SEKm
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Risks

The long-term risks include financial risk, dependency on
key partners, and increased competition. Litium is not
currently generating positive cash flows, and additional
capital will likely need to be raised. In addition, there is a
risk that the company will not be able to reach its target of
generating a profit in 2021. Litium is dependent on its
implementation partners, which are responsible for driving
sales of Litium on Demand, and are a key part of Litium&
business model. The software business is highly
competitive, with a changeable landscape, which might
require Litium to increase R&D investments in order to
keep the digital commerce platform viable and up-to-date.

Net sales, SEKm

35

30

20
15
10
5
0

2015 2016 2017 2018
H Sales

Source: ABG Sundal Collier, Company data

Company description

Litium is primarily a software provider, which has claimed a
top-three spot in the Nordic market for digital commerce
platforms. The company offers its Litium On Demand
solution through a cloud-based model. The market for
digital commerce is growing strongly, driven by the
digitalisation of business models, and a shift from physical
to digital storefronts that is forcing B2B and B2C
corporations to adapt to the new landscape.

ABGSundalCollier



Summary

The Litium of today is primarily a software provider, which has claimed a top-

three spot in the Nordic market for digital commerce platforms, where the

company offers its Litium On Demand solution through a cloud-based model.
Litiumds busi ness mo dwithgroveth nmainky trivgn by magnera b | €
like Knowit and Cloudnine. Recurring revenues now constitute 95% of net sales.

The customer base is diverse, with approximately 250 clients, and no single

customer accounts for more than 10% of sales. Customer churn has been low, at

2-3% since 2012.

Forecasts

We estimate that Litium will grow its annual recurring revenue (ARR) to SEK 85.2m

in1e, which wil!l corr espo e The gravth @R o f
driven by Litiumbs e xNordiomsarkein(e-doromeiEalr opean r
penetration in the European retail sector was 9% in 2017), and by growth in

Swedish e-commerce in the consumer and durable goods sector.

On our estimates, Litium will be able to achieve its financial target of reaching

prof i t abiwefotegastanrEBI® atga: of 10.7% for that year. In the long

term, we believe that Litium will be able to reach an EBIT margin of 20-25%. The

mar gin expansion wil/ be fuell ed by thei ti ur
company gaining market share in the middle-market segment (its main competitors

Episerver and Magento are looking to other segments).

Furthermore we note that one of Litiumbs
an average EBIT margin of 18.6% in 2000-2017. The medi an ©621e EBI T
Li t i uted&ey pders @amounts to 24.8%, according to FactSet consensus.

Forecasts, (SEKm)

Q3'19e 4 2019e

ARR 235 26.0 27.7 319 33.8 38.0 41.0 45.1 0.0 152 217 319 45.1 63.1 85.2
Recurring revenues 6.4 6.1 6.8 9.3 9.1 9.7 9.9 134 8.7 145 196 28.6 421 58.2 79.2
Non-recurring revenues 08 10 0.7 0.8 0.4 0.5 05 0.7 8.4 4.1 42 32 21 31 42
Net Sales 7.2 71 75 101 95 101 105 141 171 187 238 318 44.2 61.3 83.4
Other income 13 11 0.9 14 1.0 11 1.0 10 37 4.2 42 4.7 4.1 4.0 4.0
Whereof capitalized R&D 12 11 1.0 14 1.0 11 10 1.0 37 42 41 48 4.1 4.0 4.0
Whereof other operating income/expense 0.0 0.0 -0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.1 -0.1 0.0 0.0 0.0
Total operating income 8.4 8.2 8.4 115 105 113 115 151 20.8 229 28.0 36.5 48.3 65.3 87.4
Opex -7.8 -8.2 -8.1 -11.4 -11.4 -14.2 -14.0 -14.1 -154 -218 -260 -356 -53.8 -60.6 -69.9
Of which
Other external expenses -4.1 -39 -39 -5.3 -5.7 -7.1 -7.0 -7.0 -6.2 -9.9 -120  -17.2 -26.9 -30.9 -35.8
Personnel expenses -3.7 -4.4 -4.1 -6.2 -5.7 -71 -7.0 -7.0 -9.2 -119  -140 -184 -26.9 -29.7 -34.1
Other operating expenses 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
EBITDA 0.6 0.0 0.3 0.0 -0.9 -2.9 -2.6 1.0 5.4 11 20 0.9 -5.4 4.7 17.5
D&A -1.6 -1.6 -16 -1.6 -1.8 -1.9 -2.0 -2.0 -5.9 -5.7 -5.6 -6.3 -7.6 -8.2 -8.6
EBIT -1.0 -1.6 -12 -1.6 -2.7 -4.8 -4.5 -1.0 -0.5 -4.5 -3.6 -5.4 -13.1 -3.4 8.9
Non-recurring items 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Net financials -0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0 -1.2 -0.4 -0.2 -0.2 -0.1 0.0 0.0
EBT -1.0 -1.7 -12 -1.6 -2.8 -4.8 -4.5 -1.0 -1.7 -4.9 -3.8 -5.5 -13.1 -3.4 8.9
Taxes 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 -0.6 -2.0
Tax rate 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 17.1%  22.0%
Net profit -1.0 -1.7 -1.2 -1.6 -2.8 -4.8 -4.5 -1.0 -1.7 -4.9 -3.8 -5.5 -13.1 -4.0 6.9
EPS basic (SEK -0.10 -017 -013 -0.17 -0.28 -0.49 -0.46 -0.10 0.00 -0.75 -0.58  -0.56 -1.33 -0.41 0.70
ARRYy-0-y 36.2% 35.7% 38.7% 47.0% | 43.6% 46.0%  48.0% 41.6% 0.0% 0.0% 42.6% 47.0% | 41.6% 39.9% 35.0%
Net sales y-o-y 27.3% 26.6% 40.3% 39.2% | 326% 43.2%  40.0% 40.0% 47% 9.0% 27.3% 33.7% | 39.0% 38.7%  36.0%
EBITDA y-0-y 21.8% -29.0% -36.2% -99.5% |-249.0% 6153.9% -840.5% 20943.8% 24.3% -79.6% 77.6% -53.2%|-690.4% -187.1% 269.9%
EBIT y-0-y 6.5% 10.4% 40.8% 278.0%| 186.4% 197.2% 274.6% -39.2% -71.9% 805.2% -19.7% 47.6% | 142.6% -73.7% -358.7%
Net profit y-o-y 81% 9.8% 359% 253.1%| 172.4% 190.4% 268.7% -40.2% -42.0% 185.6% -22.2% 44.8% | 136.9% -69.4% -272.2%
EPS y-0- -27.6% -26.4% -9.0% 136.5%] 172.4% 190.4% 268.7% -40.2% 0.0%  0.0% -22.2% -3.0% | 136.9% -69.4% -272.2%
EBITDA margin 86% -07% 46% 00% | -96% -29.1% -24.4% 7.1% 31.6% 59% 83% 29% |-123% 7.7% 21.0%
EBIT margin -13.3% -22.9% -16.2% -15.9% | -28.7% -47.5% -43.4% -6.9% -2.9% -24.3% -15.3% -16.9%| -29.6% -5.6% 10.7%
Net margin -14.2% -23.5% -16.5% -16.2% | -29.2% -47.7% -43.4% -6.9% -10.1% -26.4% -16.1% -17.4%| -29.7% -6.6% 8.3%

Source: ABG Sundal Collier, company data
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The e-commerce market

According to Statista, the global e-commerce market is expected to grow from USD
1,678bn in 2017 to USD 2,854bn in 2023, implying a CAGR of 9.3% for the period.

In Sweden, the market has been growing at a CAGR of around 18% since 2005,

and is expected to maintain this rapid growth in 2019, reaching SEK 88bn. This

growth exceeds the overall retail market growth; henceforth, online stores are taking
mar ket share from the fiofflined segment

Gl obal growth expected ©15% growth projected i1
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Source: ABG Sundal Collier, Statista eCommerce outlook (2019) Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)

Furthermore, several segments of the durable goods market (such as Clothes &
Shoes, Building Materials and Sports & Leisure) are approaching an inflection point
in terms of market penetration. Historically, looking at electronics and books, we find
that e-commerce grew by 13-16% in each of six years after reaching 15% of the
total.

Estimates by the Swedish Trade Federation suggest that e-commerce in the
durable goods market will grow by a CAGR of 11.4-17.4% for 2017-2025, claiming a
market share of 31.2-46.1%, corresponding to SEK 186bn-275bn.*

E-commerce growth following 15% penetration E-commerce market share of durable goods
of segment segments 2018
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Source: ABG Sundal Collier, Swedish Trade Federation, company data Source: ABG Sundal Collier, Swedish Trade Federation, company data

The market for consumer goods in Sweden has seen very low e-commerce
penetration, with online sales comprising only 1.4% of total sales in 2017,
corresponding to SEK 4.6bn out of SEK 333bn.

! Swedish Trade Federation: The digital trade transformation 2018

2 October 2019 ABGSundalCollier 4
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Valuation
On our estimates, Litium is trading at approximately 30% below the median

EV/ EBIT of its key peers i n médadpeer mitiplesu si n ¢

for ©621e, impliedgprice rangesof SEK 13-19 per share. In addition, our
DCF valuation indicates a valuation range of SEK 11-27 per share. Lastly, we note
that recent acquisitions of Magento, Episerver and Demandware have been
completed on relatively high revenue multiples, ranging from 11.2x to 17.8x;
however, we choose not to base a valuation range on these transactions.

Risks

We have identified several risks to Litium. Given the recent changes in management
(Liti u+weédnsCEO Hemrik Lundin and its CFO Daniel Drambo have both left
the company), there is a risk that the
same levels of growth or make a good fit for the company. Furthermore, there is a
financial risk to Litium, where the company is not generating a profit of positive cash
flow, and as such, we estimate that Litium will need to implement a new share issue
in 620e, thuefnd ng profitable in 621le.

ABGSundalCollier 5
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Litium in a nutshell

Litium was originally founded in 1998 focusing on digital solutions through both
consultancy work and software development. In 2008, the company decided to
focus mainly on digital commerce solutions, and in 2012, the consultancy part of
the business was divested in order to transition the core business towards e-
commerce software. Litium implemented an IPO on Spotlight Stock Market in
2016 together with a new share issue of approximately SEK 24m, through which
the company established its brand and product within the Nordics. Today, Litium
is one of the top three providers of digital commerce platforms in the middle
market segment in the Nordics, and has increased annual recurring revenues by
a CAGR of 44.8% from 2016 to 2018.

Digital commerce platform: Litium On Demand

Cloud-based digital commerce platform

At the core of Li t ibassdddgitalcdnimerceiplatigrmiwkichi t s ¢ |
provides B2B and B2C customers with an online storefront that allows for a fast
time-to-market, while being highly customisable through the addition of modules
provided by Litiumés technol ogy partners |

The cloud-based platform offers much lower start-up costs than those that are
generally associated with setting up a digital platform through a traditional licensing
structure, as customers only pay a regular monthly fee. Litium, in turn, is
responsible for the maintenance and development of the platform, leaving the
customers time to focus on their core business.

Lit i u-ooinmeree platform
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Source: ABG Sundal Collier, company data

2 October 2019 ABGSundalCollier 6



Business model

Litium offers small and mid-sized corporations its cloud-based digital commerce

platform, Litium On Demand, which can be customized with specific modules (like a
payment solution from Klarna) via Litiumbs
regarding the technology partners follow in the next pages).

As such, following the divestment of its consultancy business in 2013, the Litium of
today is purely a software business. The business model is scalable, as new sales
do not increase direct costs/cost of goods sold noticeably. New sales are driven by
Litium and byimpldmentatoo pagrer {iké €olumbus), which
assists new customers in the implementation and support of Litium On Demand.

The actual agreement and monthly fee structure is, however, entered into between
Litium and the end customer. As such, Litium is in close contact with the customers
in order to receive feedback and develop the platform accordingly.

Business model

Adds modules

Litium

Source: ABG Sundal Collier, company data

As wi || be explained bel ow, Litiumds montt
fees increase with the amount of activity generated by the platform. As such, mid-

sized and large corporations can fluidly grow their business with Litium On Demand

while avoiding the large investment associated with developing an digital commerce
platformin-house. Through Litiumds technol ogy paé
access to top of the line modules like payment solutions, SEO, price comparison

and marketing automation.

2 October 2019 ABGSundalCollier 7



Litium

Revenue model

Litium On Demandds revenue model is built
recurring revenues amount to approximately 95% of total sales, where the

remaining 5% refers to consultancy work and training of the implementation

partners.

Quarterly net sales and % recurring revenue (SEKm)
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Source: ABG Sundal Collier, company data
Litium On Demanddés fee strucamonthlypres set ufr
determined fee, as to avoid licensing fees. The fee structure offers an attractive
value proposition to small and mid-sized businesses, where the fee is based on
three different activity parametersh in rel

customers can grow from a turnover in millions of SEK to billions of SEK using the
same solution from Litium.

Litiumbs fee structure

Activity on digital commerce platform

Enterprise

Monthly recurring revenue

Source: ABG Sundal Collier, company data
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Litium

Implementation partners

At the core of Litiumds business model i s
The ecosystem consists of IT consultants, e-commerce specialists and digital
communication specialists.

Litium signed its first implementation partner in 2013 when it sold the consultancy
part of the business. Since then, the ecosystem has expanded to exceed 25
partners, and Litium constantly aims to expand the ecosystem with competent
partners. By choosing this specific business model, Litium can achieve scalable
growth while employing a streamlined organisation.

The partners in the ecosystem handle part of the sales and all of the implementation

of Litiumés platform. As such, it is of cr
exhibit a high degree of professionalism and competency. Therefore, the

implementation partners are chosen with great care.

To facilitate this, Litium has developed a training programme that certifies the
partners, and itbés currently estimated t he
platform.

The model also creates a high degree of financial incentive for the implementation
partners, as they are able to charge the customer for the hours associated with
implementing the platform. Litium, on the other hand, grows sales by entering into a
agreement that provides monthly recurring revenues.

Bel ow i s an overview of some of Litiumds i

Selected implementation partners

LITIUM
IMPLEMENTATION

PARTNERS

Source: ABG Sundal Collier, company data
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Litium

Technology partners

Litium does not develop specific modules for its digital commerce platform in-house

as this would create long lead times and would likely lower profitability as different
customers would request different modules. Instead, the platform can be
customizedaccor di ng to a customerds specificati
Litiumbés technology partners.

We argue that this is a very strong point
be costly and timely to develop specific modules in-house, especially since a

partner that is focused on one specific area of digital commerce can probably offer a
superior module in the first place. Furthermore, keeping up with innovations within

each module niche would likely prove very challenging for Litium.

If, forinsta n c e, one of Litiumds customers reque:
process payment through KIlarna, Litiumds i
attach Klarnadés solution as a modul e.

Litium and its technology partners then share revenues through a revenue sharing
agreement.

Bel ow i s an overview of some of Litiumdbds t

Selected technology partners

Search & Marketing
Review automation

LITIUM
TECHNOLOGY
PARTNERS

Comparison Conversion

Source: ABG Sundal Collier, company data

2 October 2019 ABGSundalCollier 10



Litium

Litium On Demand features: Commerce, PIM & CMS

Litium On Demand offers several built-in features that together create the backbone
of its digital commerce platform: the Comr
I nformati on Management (APIMO), and the Cc

Litium On Demand overview

End-customer
B2C and B2B
d
T Digital Commerce Platform
E.g. Klarna

PRODUCT COMMERCE CONTENT

PIM OMS CMS

ON DEMAND
Cloud

Source: ABG Sundal Collier, company data

Commerce (OMS)

Litiumds Commerce modul e manages the whol ¢
promotions, adding items to the cart, payments, shipping and sending the order to

the merchants ERP system for fulfilment. It has proven to be scalable, with

customers handling more than 10,000 orders per day under heavy loads.

Customers can use any payment solution, ei
such as Klarna, orcustomer-s peci fi ¢ payment solutions us
The same goes for shipping and transport administration with built-in support for

Unifaun and other technology partners.

The strongest feature of the Commerce mod.!
can target price promotions to different audiences on different channels (web site,

app etc.) in real-time and can be personalised using behavioural campaigns

(showing different promotions depending on how the user acts on the website),

order history and more.

Product Information Management (PIM)

One of the most important aspects of maintaining and operating an e-commerce
platform is how the actual products on the platform are presented. Each product
needs to have its own picture along with an informative product description and
specification. Furthermore, the products needs to be categorised and presented in
an eye-catching manner.

With Litium On Demand this procedure is operated through an internal PIM system
(Product Information Management), which is designed to handle and convert large
amounts of product data into a presentable format. Once data have been
transformed accordingly, the data need to be transferred to the right channels. The
end-result is a striking presentation of the product within the e-commerce platform
that the customer can easily comprehend.

2 October 2019
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Litium

Product Information Management (PIM) flowchart

=3 PIM SYSTEM '

Source: ABG Sundal Collier, company data

@

Content Management System (CMS)

Once customers use the PIM system and transform their raw product data into a
presentable format, the product presentations need to be published in the various
channels 1 digital commerce platforms, mobile apps and physical storefronts 1 used
to drive sales; this is achieved through a Content Management System (CMS).

Litium On Demandés integrated CMS all ows t
available channels, either in the same format, or customised according to the

specific channel. For instance, a user might choose to publish a new product

through only one specific mobile application, or on one specific screen in a physical

store.

A complete CMS allows the user to achieve this without any previous coding
knowledge through a user-friendly interface.

Litium On Demand Content Management System

Dashboard ~ Websites  Products  Sales  Customers  Media

Home page

Source: ABG Sundal Collier, company data
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Litium

Litium Accelerator: accelerates customer time to market
The | aunch of customersd digital platf or ms
Accelerator.

Litium Accelerator enables B2C and B2B operators to establish a digital commerce
platform fast and efficiently, by providing all the basic functionality without having to
start from scratch. As such, Litium Accelerator allows for a faster time to market, by
lowering implementation costs and setting out best practices for establishing a
digital commerce platform.

All digital commerce platforms need components like product presentation (with

filters, checkout, customer registration and a mobile version). Litium Accelerator
provides these features as a package, and
for every new project. The solution does allow for customisation in terms of

functionality and design, however.

Litium Accelerator overview

Digital Commerce Platform

Litium Accelerator

Cloud Digital Marketing

Connectivity

Source: ABG Sundal Collier, company data

2 October 2019 ABGSundalCollier 13



2 October 2019

End-Market

When Litium decided to divest its consultancy department in 2013, the company
obtained a more thought-out and standardised platform. This made it easier to
highlight and akndof custoniers.tAteereldasing therctoad
service solution ALiIti ummdaket-epesmatook farther n
form. Back then, Litium had already decided that it primarily wanted to work with
companies in the mid-market segment. Litium has exposure towards both B2B and
B2C companies. Their primary focus is wholesalers and manufacturing companies
within the B2B sector, and retailers as well as digital commerce specialists within

the B2C sector.

Litium covers both the B2B and the B2C markets

B2B Companies B2C Companies

Low > High
Digital Maturity

Source: ABG Sundal Collier, company data

Today, Litium has a customer base of more than 250 companies ranging from B2B
companies with low digital maturity, to B2C companies that specialise in online
retailing, meaning that they have a very high digital maturity. However, as

menti oned above, significant for all of

size-wise located in the middle-market segment. Some of the customers are listed
in the table below.

Litium focuses on both B2B & B2C in the mid-market segment

B2B B2C
FM Matsson Tingstad Lindex Nordicfeel.se
CTEK Postnord Life Jollyroom.se
Hafa Luna Teknikmagasinet Bemz

Source: ABG Sundal Collier, company data

We view the fact that Litium targets both B2B and B2C operators as a strength for
the company in terms of its establishment of best practices, because Litium can
convert its experiences in both sectors to a stronger offering as a whole.

ABGSundalCollier 14
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Financial targets
In conjunction with the new share issue in 2018, Litium has established several
targets for 2021

1 To grow ARR organically by at least 30% annually.
1 To be profitable.

1 To become the leader in the Nordics for its chosen market segment, and
establish operations in at least one market outside of the Nordics.

We think that Litiumés financial targets

ARR by 47%, and the strong growth has continued in Q1 and Q2 2019.

Furthermore, on our estimates, Litium should reach an EBIT margin of 10.7% in

621le. We al so believe that Li t i 20m5%wavdr |

time, which is in line with the main competitors and key listed peers.

Financial developments
2016: New share issue and listing on Spotlight Stock Market
In 2016, Litium implemented a new share issue in conjunction with its listing on

Spotlight Stock Market. In total, 2,400,00 new shares were issued at a price of SEK

10 per share, bringing the issue amount to SEK 24m. In addition, investors were
granted one warrant for every four shares subscribed free of charge, bringing the
total amount of issued warrants to 600,000, which could grant the company an
additional SEK 9m.

The new share issue was oversubscribed by approximately 20%; Litium was
granted 880 new shareholders along with net proceeds of SEK 21m.

2018: directed share issues through Pepins Group
In 2018, Litium successfully implemented two directed share issues via Pepins of
3,250,000 shares at SEK 10 per share.

The first issue was directed to Aktia Asset Management and Fredrik Osterberg, who

subscribed for SEK 5m and SEK 3.5m, respectively.

The second directed share issue was aimed at existing and new shareholders, with

a total issue amount of SEK 24m. Existing owners entered into subscription

commitments of SEK 8.7m, while Silfverlok Invest AB and Fedelta Finance entered

into guarantor agreements for SEK 5m and SEK 4.3m, respectively.

As such, in total, the share issues granted proceeds of SEK 32.5m before issuing
costs of SEK 1.8m and guarantor fees of SEK 0.6m.

ABGSundalCollier
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History

Litium is a company that started out as a mix between a consultancy and a software
company more than 20 years ago. After several years of developing software with
no specific niche, the company decided to streamline its operations and focus on
developingadi gi t al commerce platform. This
standardised platform in 2008. The success of the platform eventually lead to Litium
divesting its consultancy business, in order to focus fully on its digital commerce
platform.

Since then, Litium has been able to focus fully on developing its platform and
software service. The company quickly realised that it was difficult to implement the
software without substantial knowledge, and began to establish a framework to help
its customers with implementation, and allow for a faster time to market.
Consequently, Litium has been able to significantly expand its customer base.

In 2016, Litium was listed on Spotlight Stock Market to be able to finance further
growth and enter new markets, primarily in the other Nordic countries.

Litiumds history unti/l | POé
START STORES CLOUD IPO
Four friends’ projects that are The company's first plug-and- The first cloud service “Litium Litium is listed on Spotlight
maore than an internet trend play online store is built On Demand” is introduced Stock Market

INTEGRATION CHANGE FUNDING
Litium launched its first Partner iStone acquires the Capital is raised to

standardized e-commerce consultancy business, support new
platform making Litium a pure product investments in the

company platform

Source: ABG Sundal Collier, company data

After the listing, focus has turned towards further developing the platform and
maintaining the customer base. Even if the customer list has not been growing as
strongly as before, revenue has been growing steadily, indicating that the company has
been able to either increase prices or the order value with its existing customer base.

éand the time after the I PO until
IPO Knowit wgn
Litium is listed on Spotlight Knowit becomes one of Litium 7 is launched in
Stock Market Litium's implementation October 2018
partners

“R” “gr
Litium 5 is launched during Litium 6 is launched in
the Accelerate event February 2018

Source: ABG Sundal Collier, company data
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Market overview

Litium is riding on the back of structural trends, with retail shopping behaviour
changing from bricks and mortar to online. This has forced B2C and B2B
operators to adapt, and offer a streamlined and easy-to-use digital storefront.

The e-commerce market

According to Statista, the global e-commerce market is expected to grow from USD
1,678bn in 2017 to USD 2,854bn in 2023, implying a CAGR of 9.3% for the period.
With the Electronics & Media segment already possessing a relatively strong online
market share, we instead see future market growth above the double digits seen in
segments such as Food & Personal Care, Furniture and Toys, Hobby & DIY. In
Sweden, the market has been growing at a CAGR of around 18% since 2005 and is
expected to maintain this rapid growth during 2019, at around 15%. This metric
exceeds the overall retail market growth; henceforth, online storefronts are taking
mar ket share from the fAofflined segment.

Gl obal growth expected #©€15% gr owt h p®%weder, (SElbd) i I

USD bn
A&l
y I I
(/)

Q N U D » o A D
N '\ N N \ N N N N o
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3000 GR: 9@ 3% 14%

N

88
2500 12%
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2000

. 8%
1500 - .

6%
1000

|
4%

18

9
o%lll
H O A D
Q" O &
WQ'LQQ

0
2017 2018 2019 2020 2021 2022 2023
= ashion Electronics & Media v
Food & Personal Care === Furniture & Appliances

Toys, Hobby & DIY e Total revenue growth
Source: ABG Sundal Collier, Statista eCommerce outlook (2019) Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)

During 2018, offline storefronts experienced negative growth and for the first time in
Swedish history, online growth was not only larger than offline, but actually gained
some market share from offline business. We estimate this to be a trend shift that is
not just a coincidence, but instead something that is here to stay. This suggests that
the market for e-commerce is projected to outperform the retail market.

Wehave seen a trend in cégoing from physical stz

10% 100%

9%
8% 80%
7% 60%
6%
5% 40%
4% 20%
3%

-20%

2%
1%

0%
2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

2015 2016 2017 2018

Online retail sales growth market share
® E-commerce market share of total retail sales m Offline retail sales growth market share

Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)  Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)
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Low penetration of consumer goods market provides source of growth
The Swedish consumer goods sector exhibits a very low penetration in terms of e-

commerce, where offline sales still comprise an overwhelming part of the total
market (98%). Sweden thus remains behind the U.K., for example, where online

sales comprise 7-8% of the total consumer goods market.

Looking at food and groceries specifically, around 15% of Swedes have purchased
these goods online, which is at the same level that the U.K. was in 2010.2

Percentage of population ordered groceries online
35.0%

30.0%
25.0%
20.0%
15.0%
15.0%
10.0%
5.0%
0.0%

2008 2009 2010 2011 2012 2013 2014 2015 2016
= Sweden UK

Source: ABG Sundal Collier, Swedish Trade Federation, company data

29.0%

15.0%

2017

On an aggregated level, online sales of consumer goods amounted to SEK 4.6bn in

2017, corresponding to a market share of 1.4% of the total SEK 333bn Swedish

consumer goods market.

Going forward, the Swedish Trade Federation estimates that online sales will gain
market share, driven by the needs of consumer goods providers to further capitalise

on established networkso f st oref ronts by -anfi-d @Irli eg
services. The following tables highlight two different growth scenarios outlined by

the Swedish Trade Federation.

Scenario 1

E-commerce growth scenarios for consumer goods, (SEKbn)

1.0%
0.3%
22.3%

1.0%
-0.2%

(SEKbn) E IR E ) Market share
Consumer goods market 333 360

of which offline 328 98.5% 337 93.6%

of w hich online 4.6 1.4% 23 6.4%
Scenario 2
(SEKbn) Market share Market share
Consumer goods market 333 360

of w hich offline 328 98.5% 322 89.4%

of w hich online 4.6 1.4% 39 10.8%

Source: ABG Sundal Collier, Swedish Trade Federation, company data

2 Swedish Trade Federation: The digital trade transformation 2018.
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Several segments of the durable goods market at inflection point
E-commerce of durable goods has seen a much higher market penetration
compared with consumer goods, and Sweden is as the forefront in several
segments compared to other European countries (the electronics and books
segment, for instance, has an especially high degree of online sales).

Looking at the historic growth of these segments, an inflection point seems to be
reached when 15% of sales are online. For example, the online sales part of the
books segment grew by an average of 16% in each of the following six years after it
had captured 15% of the total segment. The online part of the electronics segment
grew by 13% in each of the following six years.®

E-commerce growth following 15% penetration of segment
45.0%

39.0%
40.0%
35.0%

30.0% 27.5%
25.0%
20.0%
15.0%
10.0%
5.0%

0.0%
Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7

Books Electronics

Source: ABG Sundal Collier, Swedish Trade Federation, company data

Interestingly, the durable goods sector as a whole, along with several segments, is
approaching the inflection point where 15% of the sector/segment is comprised of
online sales.

E-commerce market share of durable goods segments 2018

Books 27.5%
Clothes & Shoes 16.0%
Electronics 29.0%
Sports & Leisure L0
Furniture & Decoration [eR%!

Building materials A%

\' I

Durable goods sector [EEEREZ

0.0% 20.0% 40.0% 60.0% 80.0% 100.0%
= Online = Offline

Source: ABG Sundal Collier, Swedish Trade Federation, company data

3 Swedish Trade Federation: The digital trade transformation 2018.
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The Swedish Trade Federation has constructed two scenarios for e-commerce
growth within the durable goods market, which are highlighted in the tables below.

E-commerce growth scenarios for durable goods, (SEKbn)

Scenario 1

(SEKbn) Market share 2025 Market share

Durable goods market 447 596 3.7%
of w hich offline 372 83.2% 410 68.8% 1.2%
of which Sw edish online 63 14.1% 137 23.0% 10.2%
of which Foreign online 13 3.5% 49 8.2% 18.0%

Combined online 76 17.0% 186 31.2% 11.8%

Scenario 2

(SEKbn) Market share Market share

Durable goods market 447 596 3.7%
of w hich offline 372 83.2% 321 53.9% -1.8%
of w hich Sw edish online 63 14.1% 172 28.9% 13.4%
of which Foreign online 13 3.5% 103 17.3% 29.5%

Combined online 76 17.0% | 275 46.1% | 17.4%

Source: ABG Sundal Collier, Swedish Trade Federation, company data

Combining Swedish and foreign e-commerce in the Swedish durable goods sector,
the scenarios suggests that its market share will increase from 17.0% to 31.2-
46.1%, for scenario 1 and 2 respectively. This would suggest a combined CAGR of
11.8-17.4% for 2017-2025, respectively.

As such, we note that by looking at the forecasted growth of e-commerce within
both the consumer goods and durable goods markets, we might actually see higher
than historic growth for the e-commerce market as a whole, despite the fact that it
has grown by a CAGR of 18.0% in 2005-2018.

Finally, we would like to note that e-commerce penetration in Europe as a whole
remains low, which bodes well for Litium if it can successfully expand to
geographical markets outside of the Nordics. For instance, e-commerce sales as a
share of retail trade in Europe were only 8.8% in 2017.# The graph below highlights
this metric for select European countries.

E-commerce penetration remain low in the European retail trade
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14% 18 40
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Source: ABG Sundal Collier, Statista, company data

4 Statista: Retail e-commerce sales as share of retail trade in selected countries 2014t02017.
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Consumer aspects of e-commerce

As stated above, we have found that the e-commerce market is growing fast.

However, several things are necessary for each actor to be able to keep up with this

market growth. The most important piece of the puzzle for consumers is the actual

webpage of the online storefront. This means that companies need to build an

attract i ve site that satisfies their customer

Even after a customer has navigated to a digital storefront, it must fulfil the
customers feeds, in order to facilitate sales. Here, customers classify several
different attributes as high priority. Good product information, well thought-through
site navigation and an extensive search tool are considered the top three. A

conspicuous identification is that the feec
considered fi mportanto by 11 %ouithecha@®i®, whi
customer preference. One observation we Wwc

importance of having a smartphone-adjusted site. Since evidence points towards
smartphones being used in an increasing amount of transactions, having a
smartphone-adjusted site will probably be more important going forward.

Below are the main reasons considered when éand what actually dri v
choosing an online webslwebshopischosen
Good product information - I 9 6%
Easy to navigate | EEEEE 93%

Extensive product supply [ I NEEEE c5o
) Clear company information | N 3o

Clear information about returns [ N 5300

Google/Search engines 71%

Recognised company [N 76
No registration [ NG o

Customer reviews available [ NNGINGGNGNEGEGNGN 0
Offline store visits _ 45% .- - --" T T T e 1
Smartphone adjusted webshop | NN 09 "

Webshop is certified | N N RN <o
Customer service [N 0%

Comparison sites 62%

Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)  Source: ABG Sundal Collier, Postnord (2019), HUI Research (2019)

The smartphone importance that we believe in is further emphasised by looking at
the mobile sales share of the total revenue development in the graph below. In
2018, 17% of worldwide merchants saw that mobile phones stood for >50% of total
sales and only 14% had <5% sales stemming from mobiles channels. We believe
that this number is even higher in Sweden and Scandinavia. This is due to that
Sweden is number one, and Scandinavia carries three out of the top five places
when measuring mobile share of retail e-commerce sales transactions per country.

Worl dwi de mobile sales #¥and a snapshot oftoutiyl$8

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

Sweden I G 00
Norway 57%
United Kingdom 55%
Japan 55%
Denmark I 5 10,
Germany 50%
Finland 49%
Australia 46%
Switzerland 43%

Brazil 43%

0% France 39%
2013 2014 2015 2016 2017 2018 Poland 33%

m More than 50% ¥ 40-50% 30-40% u20-30% Canada 33%
0,
10-20% "5.10% W Less than 5% Russia 30%

Source: ABG Sundal Collier, Kount (2018) Source: ABG Sundal Collier, Criteo (2018)
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The same kind of pattern exists in the B2B sector. First, the customers are using the
internet to make buying decisions regardless of industry. A mere 89% use the
internet in their research projects. This number has been set for a while; however,
we notice that the change in platforms from computers to smartphones has recently
intensified. In 2015, mobile usage for conducting research was up by 91% from just
two years earlier.® Second, the B2B customers are looking for customised solutions.
Furthermore, research shows, which aligns with the majority of B2Cs, that 65% of
B2B customers demand a more streamlined process and improved navigation
towards the actual deal close.®

Third, a recent survey conducted by the e-commerce company, BigCommerce,
showed that ~40% of B2B retailers believes that their online B2B sales will grow by
more than 25% in 2019. The underlying drivers in order to reach this growth rate
stem from factors such as eased navigation, extensive product information, and
enhanced personalisation, as well as mobile platform compatibilities.

Online sales growth exp#®and the underlying dri\

0% I 0% easy to navigate site ||| D 0
payment options | NN /s
Bulk ordering _ 44%
Custom quotes _ 40%
Product information _ 38%
Account personalisation _ 30%
>100% [ 6% Mobile purchasing | [ A NN 25

125 [ <0
26-50% [N >

51-75% | 7%
76-100% [ 5%

Source: ABG Sundal Collier, BigCommerce (2018) Source: ABG Sundal Collier, BigCommerce (2018)

5 Think with Google: The changing face of B2B marketing.
5 MeKinsey:-Do-you-really-understand-how-your-business-customers-buy?
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Competitive landscape

Litium considers its main competitors to be Magento and Episerver, which also
target the middle-market segment in an end-market that is usually divided into
four different categories depending on investment size: large, mid, small and mini
companies. Litium currently seeks to solidify its position within the middle-
market segment in the Nordics, in order to become the clear market leader, as
opposed to being one of the top three competitors.

In total, the Nordic market is comprised of 10-15 actors targeting different parts of

the end-market. These actors are a mix of large suppliers that offer their services on

an international scal e, as wel | as small er
differ in several ways; for example, their products are offered according to different

business models and apply different delivery options.

Three different kinds of service offerings by 1
Service Fee structure Source Code Support and Warranties
License License Fee Closed Offered as an extra service
Open Source Free Open No support/Warranties
SAAS/Cloud Monthly fee Included in the fee

Source: ABG Sundal Collier, company data

The market is still considered quite young, and therefore the different competitors

are still solidifying their positions within their chosen end-market segment. Initially,

solutions were often tailor-made according to customer specifications, which led to
high-costs associated with implementation and long lead-times. However, as the

markets matured, plug-n-p| ay pl atforms began emerging.
base form, for example, is designed to fit all potential customers, but can be
customized by attaching modul es developed
Klarna, Payex and DIBS.

I n the end, the customerb6s needs and requi
opt for, and, as such, the initial investment size varies. As mentioned, Litium and its

peers are active within different end-market-segments. These can be divided into

three different groups according to requir
initial invest ment size exceeding SEK 3. 0r
SEK05-3. Om, ASmall 6 with an i niOthin,al anm ch vieMdit mie
with an initial investment size of SEK 0.0-0.1m. Due to barriers-of-entry, the

competition is greatest within the Small and Mini segments.

Competitive landscape

Company Segment Investment Size

Large > SEK 3m

Middle market SEK 0.5-3m

Small SEK 0.1-0.5m

Mini SEK 0-0.1m

Source: ABG Sundal Collier, company data
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As is evident in the illustration above, Litium is mainly active within the middle-

market customer company segment, along with its main competitors Episerver and
Magent o. The company 6 smaketsegmentare sowly leing he s
churned out, in order to give way to more lucrative contracts in the middle-market

segment.

As such, Litium is working on solidifying its position within this segment in order to
become the clear market leader in the Nordics, where it currently claims a spot in
the top-3. Litium does not currently harbour any aspirations of venturing into the
other market segments. Once this is achieved, Litium will seek to expand its
operations into continental Europe.

Growth and profitability comparison

In the table below, we compare net sales, growth, EBIT and EBIT margin across
Litiumbés competitors with available data i
segment of the market.

The small and middle market segments are fragmented in the Nordics, as is evident
in the table below, which leaves the possibility of M&A activity for Litium.

While viewing the table below, keep in mind that Litium sold its consultancy
business in 2013, and fully focused efforts on its digital commerce platform in 2014,
which is when the first version of its cloud service Litium On Demand was released.

Financial overview of Litium and competitors (SEKm)

Financial overview

Litium 2011 2012 2013
Net sales 44.6 44.7 193 39.0 24.0 16.4 171 187 238 318
y-0-y growth 02%  -56.8%  1021%  -385%  -3L8% 47% 90%  273%  337%
EBIT -4.5 -4.5 <71 -10.9 14 -18 -05 -4.5 -36 -5.4
EBIT margin -101% -10.1% _ -368% __ -27.9% 58%  -10.9% 2.9%  24.3% _ -153% -16.9%
Episerver
Net sales 1420 1930 2210 2480 2800 2800 353.0 308.0 484.0 586.0
y-0-y growth 35.9% 17.6% 9.3% 12.9% 3.2% 22.1% 12.7% 21.6% 21.1%
EBIT 246 36.4 61.6 54.4 427 30.6 51.0 45.4 473 157.1
EBIT margin 17.3% 18.9% 27.1% 21.9% 15.3% 10.6% 14.4% 11.4% 9.8% 26.8%

Storm Commerce

Net sales 8.3 8.7 9.5 10.0 222 19.6 20.0 185 232 246
y-0-y growth 4.8% 9.2% 5.3% 122.0% -11.7% 2.0% -7.5% 25.4% 6.0%
EBIT 0.4 -1.0 -1.0 12 55 20 11 -31 -7.0 -8.2
EBIT margin 4.8% -11.5% -10.5% 12.0% 24.8% 10.2% 5.5% -16.8% -30.2% -33.3%

Jetshop

Net sales 286 319 373 42.9 57.0 614 67.2 69.2 70.7 770
y-0-y growth 11.5% 16.9% 15.0% 32.9% 7.7% 9.4% 3.0% 2.2% 8.9%
EBIT 1.9 28 46 6.4 52 6.8 12 6.2 53 12
EBIT margin 6.6% 8.8% 12.3% 14.9% 9.1% -11.1% 1.8% 9.0% 7.5% 1.6%

DynamicWeb

Net sales 36.8 344 319 356 433 432
y-0-y growth -6.6% 7.2% 11.6% 21.4% -0.3%
EBIT 17 -16 11 32 49 -39

EBIT margin 4.7% -4.5% -3.5% 9.1% 11.2% -9.1%

Panagora

Net sales 110 15.0 20.1 19.2 179 226 277 337 36.8
y-0-y growth 36.4% 34.0% -4.5% -6.8% 26.3% 22.6% 21.7% 9.2%
EBIT 11 15 22 0.2 22 26 2.0 0.2 34
EBIT margin 10.0% 10.0% 10.9% 1.0% 12.3% 11.5% 7.2% 0.6% 9.2%
Viskan
Net sales 17.1 17.1 20.0 23.0 256 29.1 32,9 317 37.3 420
y-0-y growth 0.0% 17.0% 15.0% 11.3% 13.7% 13.1% -3.6% 17.7% 12.6%
EBIT 0.3 10 18 22 0.0 0.8 09 04 37 46

EBIT margin 1.8% 5.8% 9.0% 9.6% 0.1% 2.7% 2.7% 1.3% 9.9% 11.0%

Net sales 81 121 168 208 215 234 286 322 383 452
y-0-y growth 49.4% 38.8% 23.8% 3.4% 8.8% 22.2% 12.6% 18.9% 18.0%
EBIT 28 50 5.9 7.2 62 78 91 102 119 156
EBIT margin 34.6% 41.3% 35.1% 34.6% 28.8% 33.3% 31.8% 31.7% 31.1% 34.5%
Shopify*
Net sales 237 50.3 102.8 204.7 389.3 673.3 1073.2
y-0-y growth 112.2% 104.4% 99.1% 90.2% 73.0% 59.4%
EBIT 28 56 229 -188 -36.7 52,6 -87.8
EBIT margin -11.8% -11.1% -22.3% -9.2% -9.4% -7.8% -8.2%

“Figures for Shopify in USDM

Source: ABG Sundal Collier, FactSet, Annual reports, company data
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Forecasts

Revenues

Litiumds stated financial target for 2021
(AARRO) by at |l east 30% per year. |t shoul
Litium wild/ be able to achieve higher grov

bylookihg at Q1/ Q2619 the company seems well
growth above 40%. As such, we estimate ARR growth 0f 41.6-3 5. 0 %-0@21 *e

Annual recurring revedhlue @IBKMAGR,

120.0
100.0
85.2
80.0 +41.2%
63.1
60.0
45.1
40.0 31.9
21.7
N = .
2016 2017 2018 2019 2020e 2021e
= ARR

Source: ABG Sundal Collier, company data

When it comes to net sales, Litium has achieved a CAGR of 18% in 2014-2018,
reachingatotaly-ooy gr owt h rate of 303217e% iwe 2f00lr8e.c aF
CAGR of 37.9%, with recurring revenues comprising approximately 95% of net

sales. Recurring revenues arise fromLi t i um On Demandds mont hl
while the remaining 5% of net sales refers to consultancy work and training of the
implementation partners.

Net sales compositionandy-o-y gr o wtéh2,1 ed 1(4S E Km)

90.0 83.4 [ 50.0%
80.0
- 40.0%
70.0 513
60.0
- 30.0%
50.0 442
40.0
31.8 L 20.0%
30.0 23.8
16.4 17.1 18.7
200 - 10.0%
“m m Wl
0.0 — T E— T e S T 0.0%
2014 2015 2016 2017 2018 2019 2020e 2021e
== Recurring revenue Non-recurring y-0-y growth

Source: ABG Sundal Collier, company data
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Operating costs

Looking ahead for Litium, we expect operational costs to increase in absolute
values, as Litium is seeking to establish itself as the clear market leader within the
Nordic region. This will mean going head to head with Magento and Episerver,
which, in our view, will most likely require higher opex going forward.

Furthermore, Litium aims to establish itself within one market outside of the Nordics

by 621e. This is | i kel largdrpersdaneel base, mlang with e d
highermar keti ng expenses in order to establ
implementation partners.
Operational expenses breadakXidewhSEKMK
80.0 - 140.0%
69.9
70.0 - 120.0%
60.6
60.0
538 - 100.0%
50.0
- 80.0%
40.0 35.6
- 60.0%
30.0 26.0
218
- 40.0%
200 | 164 15.4 0
10‘0 . I | 20.0%
0.0 - - . - 0.0%
2014 2015 2016 2017 2018 2019e  2020e  202le

EEE Other external

Personnel costs

Other operating === Opex % of sales

Source: ABG Sundal Collier, company data

Given the abovement i oned finarscial gamget of reachimgo n g
profitability in 621le, we estimate that
SEK 69.9m in 621le. However, we estimate
decrease from 111.9% in 618e to 83. 8% i
Otherexternale x pense621é&1@dSEKIPPersonnel -62%8es(S&Kt)
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mm Other extemnal % of sales = Personnel costs % of sales
Source: ABG Sundal Collier, company data Source: ABG Sundal Collier, company data
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Profitability

As mentioned above, Litium seeks to become profitablei n 621e, a target
believe to be reasonabl e giscaablebudness c ompany
model, and ambitions of geographical expansion.

Looking at profitability on an EBITDA level, we estimate that Litium will reach a

positive EBITDA margin o f 7.7% in 620e, and shoul d ex
Looking at our peer group, we find that our peers display a forecast median EBITDA
marginof25.1-25. 26 % f6®2rleglBecording to Fact Set ¢

EBI TDA and EBI TDA2 Inmr (g3 BKm)6 1 4

20.0 s [ 350%
- 30.0%
15.0
- 25.0%
10.0 [ 200%
- 15.0%

5.4
4.7
4.4 10.0%

5.0 -
2.0
. T 0.9 " - 5.0%
| - m-

0.0
2014 2015 2016 2017 2018 I 2020e  2021e | 0-0%
- 5.0%
50 0%
5.4 - -10.0%
-10.0 L .15.0%
S R TDA EBITDA margin

Source: ABG Sundal Collier, company data

In terms of profitability on an EBIT level, we forecast that Litium will reach an EBIT
margin of 10.7%. Long term, we believe that Litium will reach an EBIT margin of 20-
25%, driven by the scalability of the business model. It would also be in line with the
profitability displayed by Episerver, but also by the EBIT margins displayed by our
peer group, where FactSet consensus estimate a median EBIT margin of 13.7%-
24.1%ford9% -6 2 1 e .

EBIT and EBI T6 2nhe g SEK @)L 4

10.0 89 - 15.0%
L 10.0%
5.0 L 5.0%
L 0.0%
00 Y B -50%
2014 215 . m 2021e
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45
54
L -20.0%
-10.0 - -25.0%
h.‘ F -30.0%
-15.0 131 L .35.0%
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Source: ABG Sundal Collier, company data
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Quarterly forecast breakdown

Quarterly oveQ4dleow (QSLEOK M)

Quarterly overview (SEKm) Q2'17 Q3'17 Q2'19 Q3'19% Q4'19%
ARR 12.2 134 143 15.2 17.3 19.2 20.0 21.7 235 26.0 27.7 31.9 33.8 38.0 41.0 45.1
Recurring revenues 35 3.9 34 3.8 5.0 4.6 4.6 53 6.4 6.1 6.8 9.3 9.1 9.7 9.9 134
Non-recurring revenues 0.7 0.5 0.6 24 0.7 1.0 0.7 19 0.8 1.0 0.7 0.8 0.4 0.5 0.5 0.7
Net Sales 4.2 4.4 3.9 6.2 5.6 5.6 53 7.2 7.2 71 75 10.1 9.5 10.1 10.5 14.1
Other income 11 11 0.7 13 13 1.0 0.8 11 13 1.1 0.9 1.4 1.0 11 1.0 1.0
Whereof capitalized R&D 11 11 0.7 13 1.2 1.0 0.8 11 1.2 1.1 1.0 1.4 1.0 11 1.0 1.0
Whereof other operating income 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 -0.1 0.0 0.0 0.0 0.0 0.0
Total operating income 52 55 4.7 75 6.9 6.6 6.2 8.4 8.4 8.2 8.4 115 10.5 11.3 115 15.1
Opex -4.9 -5.3 -4.8 -6.8 -6.4 -6.6 -5.6 -7.4 -7.8 -8.2 -8.1 -11.4 -11.4 -14.2 -14.0 -14.1
Of w hich
Other external expenses -2.2 -21 -2.3 -3.3 -2.8 -3.0 -2.6 -35 -4.1 -3.9 -3.9 -5.3 -5.7 -7.1 -7.0 -7.0
Personnel expenses -2.6 -3.1 -2.6 -35 -3.6 -3.6 -3.0 -3.8 -3.7 -4.4 -4.1 -6.2 -5.7 -7.1 -7.0 -7.0
Other operating expenses 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
EBITDA 0.4 0.2 -0.2 0.7 0.5 -0.1 0.5 1.0 0.6 0.0 0.3 0.0 -0.9 -2.9 -2.6 1.0
D&A -1.4 -15 -1.4 -1.4 -1.4 -1.4 -1.4 -1.4 -1.6 -1.6 -1.6 -1.6 -1.8 -1.9 -2.0 -2.0
EBIT -1.0 -1.2 -1.6 -0.7 -0.9 -15 -0.9 -0.4 -1.0 -1.6 -1.2 -1.6 -2.7 -4.8 -4.5 -1.0
Non-recurring items 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Net financials -0.2 -0.2 -0.1 0.1 0.0 0.0 0.0 0.0 -0.1 0.0 0.0 0.0 0.0 0.0 0.0 0.0
EBT -1.2 -1.4 -1.6 -0.7 -0.9 -1.5 -0.9 -05 -1.0 -1.7 -1.2 -1.6 -2.8 -4.8 -4.5 -1.0
Taxes 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Tax rate 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0% 0.0%
Net profit -1.2 -1.4 -1.6 -0.7 -0.9 -1.5 -0.9 -05 -1.0 -1.7 -1.2 -1.6 -2.8 -4.8 -4.5 -1.0
EPS basic (SEK) -0.18 -0.21 -0.25 -0.10 -0.14 -0.23 -0.14 -0.07 -0.10 -0.17 -0.13 -0.17 -0.28 -0.49 -0.46 -0.10
ARRY-0-y 41.5% 43.1% 39.9% 42.6% 36.2% 35.7% 38.7% 47.0% 43.6%  46.0%  48.0% 41.6%
Net sales y-o-y 9.7% -8.8% 2.9% 31.4% 35.3% 28.0% 35.8% 16.2% 27.3% 26.6% 40.3% 39.2% 32.6% 43.2%  40.0% 40.0%
EBITDA y-0-y -36.0% -88.6% -115.4% -63.1% 29.3% -130.2% -423.6%  48.5% 21.8% -29.0% -36.2% -99.5% |-249.0% 6153.9% -840.5% 20943.8%
EBIT y-0-y 12.3% -381.6%  302.3% -336.3% -7.9% 18.2% -45.4%  -43.6% 6.5% 10.4% 40.8% 278.0% | 186.4% 197.2% 274.6% -39.2%
Net profit y-o-y 2.8% -1253.9% 137.2% -14027.1%| -20.9% 7.8% -44.3%  -33.4% 8.1% 9.8% 35.9% 253.1% | 172.4% 190.4% 268.7% -40.2%
EPS y-0-y -20.9% 7.8% -44.3%  -33.4% | -27.6% -26.4% -9.0% 136.5% | 172.4% 190.4% 268.7% -40.2%
Q3'16
EBITDA margin 9.4% 5.0% -4.3% 10.7% 8.9% -1.2% 10.2% 13.6% 8.6% -0.7% 4.6% 0.0% -9.6% -29.1% -24.4% 7.1%
EBIT margin -23.3%  -28.4% -40.3% -12.1% -15.9%  -26.3% -16.2% -5.8% -13.3% -22.9% -16.2% -15.9% | -28.7% -47.5% -43.4% -6.9%
Net margin -28.6%  -32.2% -41.6% -11.1% -16.7%  -27.1% -17.0% -6.4% -14.2% -23.5% -16.5% -16.2% | -29.2% -47.7% -43.4% -6.9%

Source: ABG Sundal Collier, company data
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Annual overview (SEKm)

Annual forecast breakdown

Annualover vi edw2 1 ed 1(4SE Km)

2014
ARR 0.0
Recurring revenues 0.0
Non-recurring revenues 0.0
Net Sales 16.4
Other income 4.4
Whereof capitalized R&D 4.4
Whereof other operating income/expense 0.0
Total operating income 20.8
Opex -16.4
Of w hich
Other external expenses -6.4
Personnel expenses -10.0
Other operating expenses 0.0
EBITDA 4.4
D&A -6.1
EBIT -1.8
Non-recurring items 0.0
Net financials -1.2
EBT -3.0
Taxes 0.0
Tax rate 0.0%
Net profit -3.0
EPS basic (SEK)
Growth 2014
ARRYy-0-y
Net sales y-o0-y
EBITDA y-0-y
EBIT y-0-y
Net profit y-o-y
EPS y-0-y
Margins 2014
EBITDA margin 26.6%
EBIT margin -10.9%
Net margin -18.2%
Other metrics 2014
ND/EBITDA
NWC/Sales
ROE
ROIC
ROCE
FCF yield

Source: ABG Sundal Collier, company data
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2015
0.0

8.7
8.4
17.1

3.7
3.7
0.0
20.8

-15.4

-6.2
-9.2
0.0

2015

4.7%
24.3%
-71.9%
-42.0%

2015
31.6%
-2.9%

-10.1%

2015

ABGSundalCollier

2016
15.2

145
4.1
18.7

4.2
4.2
0.0
22.9

-21.8

-9.9
-11.9
0.0

-5.7

-4.5

-4.9

0.0
0.0%

-0.75
2016

9.0%
-79.6%
805.2%
185.6%

2016
5.9%
-24.3%
-26.4%
2016
-5.8x
-12.1%
-32.7%
-41.4%
-25.5%
-5.9%

2017
21.7

19.6
4.2
23.8

4.2
4.1
0.1
28.0

-26.0

-12.0
-14.0
0.0

-5.6

-3.6

-3.8

0.0
0.0%

-0.58
2017
42.6%
27.3%
77.6%
-19.7%
-22.2%
-22.2%
2017
8.3%
-15.3%
-16.1%
2017
-1.2x
-16.6%
-13.7%
-16.3%
-11.2%
-8.8%

2018
31.9

28.6
3.2
318

4.7

4.8
-0.1
36.5

-35.6

-17.2
-18.4
0.0

-0.56
2018
47.0%
33.7%
-53.2%
47.6%
44.8%
-3.0%
2018
2.9%
-16.9%
-17.4%
2018
-21.8x
-10.8%
-14.7%
-20.7%
-13.2%
-11.0%

2019e
45.1

42.1
21
44.2

4.1
4.1
0.0
48.3

-53.8

-26.9
-26.9
0.0

-13.1

0.0
0.0%

-13.1

-1.33
2019
41.6%
39.0%

-690.4%
142.6%
136.9%
136.9%

2019

-12.3%
-29.6%
-29.7%
2019e

0.5x

-13.0%
-30.5%
-42.0%
-28.8%
-13.2%

2020e
63.1

58.2
3.1
61.3

4.0
4.0
0.0
65.3

-60.6

-30.9
-29.7
0.0

-3.4

-0.6
17.1%

-4.0

-0.41
2020e
39.9%
38.7%

-187.1%
-73.7%
-69.4%
-69.4%

2020e

7.7%
-5.6%
-6.6%
2020e

-3.1x

-13.0%
-8.8%
-11.1%
-7.3%
-7.8%

2021e
85.2

79.2
4.2
83.4

4.0
4.0
0.0
87.4

-69.9

-35.8
-34.1
0.0

8.9

-2.0
22.0%

6.9

0.70
2021e
35.0%
36.0%

269.9%
-358.7%
-272.2%
-272.2%

2021e
21.0%
10.7%
8.3%
2021e
-0.7x
-13.0%
12.0%
15.9%
15.0%
-1.2%
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Balance sheet

Litiumbébs bal ance sheet mainly consists
R&D associated with the development of the e-commerce platform. As Litium

reports according to K3, it has chosen to amortise the capitalized R&D over a
seven-year period. Furthermore, we notice that Litium has negative net working
capital, thanks to Litiumés streamlined
continue.

Litium also has a low amount of interest bearing debt, which on 30 June 2019
totalled SEK 2.25m; it consisted of a loan of long-term debt of SEK 1.25m and
short-term debt of SEK 1.0m. The loan was entered into before Litium underwent its
transition to a software company in 2013 in order to supplement the balance sheet
and working capital, and has since been amortised every year. We estimate that
this will result in net interest bearing debtof SEK-5. 2m f or ©619e.

Balance sheet (SEKm)

(SEKm) 2017 2018 2019e 2020e 2021e
Goodw il 0.0 0.0 0.0 0.0 0.0 0.0
Intangible assets 24.2 26.7 32.0 38.1 45.8 56.4
Tangible assets 0.1 0.2 0.5 0.9 15 2.3
Financial assets 0.1 0.1 0.1 0.1 0.1 0.1
Total fixed assets 24.4 27.0 32.6 39.1 47.4 58.9
Non-cash current assets 55 6.3 8.8 9.7 12.4 15.9
Cash & cash equivalents 11.9 5.7 22.4 4.8 16.0 14.1
Total current assets 17.4 12.0 31.2 14.4 28.4 30.1
Total assets 41.8 39.0 63.8 53.5 75.9 88.9
Shareholders equity 30.1 25.9 49.5 36.6 54.4 61.3
Minority 0.0 0.0 0.0 0.0 0.0 0.0
Interest bearing debt 5.6 35 25 2.0 16 1.3
Current liabilities 6.2 9.6 11.7 15.0 19.9 26.3
Total liabilities 11.7 131 14.2 16.9 21.5 27.6
Total liabilities & equity 41.8 39.0 63.8 53.5 75.9 89.0

Source: ABG Sundal Collier, company data
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Cash flow

Going forward, we expect a modest increase iInR&D s pendi ng, as Liti
commerce platform is already fully developed and functional, but investment will

need to continue in order to keep the platform up-to-date and viable. As such, we

expect intangible capex to decrease from 31% to 23% of netsal es 012 1&1 8

Even though we estimate rapid sales growth in our forecast period, and that Litium
reaches profitability in 621le, we believe
flow for the forecast period. As such, we estimate that Litium will need to implement

a share issue in order to finance further operations, before the company reaches
positive cash flow. Thus, we have includec
along with transaction costs of SEK 3.2m. This will leave Litium with a cash and

cash equivalent position of SEK 16.9m at t
estimates.

Cash flow st@2Eene(nSEKIM)6

(SEKm) 2016 2017 2018 2019e 2020e 2021e
EBT -4.9 -4.1 -5.5 -13.1 -3.4 8.9
Adjustment for non-cash items 5.7 5.6 6.3 7.6 8.2 8.6
Paid taxes -0.1 0.1 0.1 0.0 -0.6 -2.0
Cash flow before changes inwc 0.6 15 0.9 -5.5 4.1 15.5
Change in w orking capital -0.5 2.6 -0.4 23 2.2 2.9
Operating cash flow 0.1 4.1 0.5 -3.2 6.4 18.4
Intangible capex -6.3 -8.1 -11.5 -13.7 -15.9 -19.2
Tangible capex 0.0 -0.2 -0.3 -0.4 -0.6 -0.8
Total capex -6.3 -8.3 -11.9 -14.1 -16.6 -20.0
Free cash flow -6.1 -4.2 -11.4 -17.3 -10.2 -1.6
Share issue 20.7 0.0 325 0.0 25.0 0.0
Transaction costs -3.2 0.0 -3.4 0.0 -3.2 0.0
Warrants sold 0.0 0.0 0.0 0.3 0.0 0.0
Amortization of loan -3.1 -2.1 -1.0 -0.6 -0.3 -0.3
Cash flow from financing 14.3 -2.1 28.1 -0.3 215 -0.3
Net cash flow 8.1 -6.2 16.7 -17.6 11.3 -1.9
Opening cash 3.8 11.9 5.7 22.4 4.8 16.0
FX and other 0.0 0.0 0.0 0.0 0.0 0.0
Closing cash 11.9 5.7 22.4 4.8 16.0 141

Source: ABG Sundal Collier, company data
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Valuation

On our estimates, Litium is trading at approximately 30% below the median

EV/ EBI'T of its key peers on 0621le. By wutili
mul tiples for inpliekpricewangefoi SE 13dl@per share. In

addition, our DCF valuation indicates a valuation range of SEK 11-27 per share.

Lastly, we note that recent acquisitions of Magento, Episerver and Demandware

have been completed on relatively high revenue multiples, ranging from 11.2x-

17.8x; however, we choose not to base a valuation range on these transactions.

Relative valuation

In order to identify relevant peers for Litium, we have focused on listed corporations
in the Nordics which provide cloud-based software solutions for their clients, and
where the business model is focused on recurring revenues. As such, we have
identified a group of 10 key peers for Litium:

Upsales Technology: Upsales develops, markets, and sells cloud-based software,
software as a service for customer relationship management, marketing automation,
and analysis. Its customers are business-to-business companies and the primary
target group is small and medium-sized enterprises.

Lime Technologies: Lime Technologies is one of the leading CRM suppliers in the
Nordics, where it is the only vendor covering the full CRM value chain from

devel opment t o s up prowthtis.maiflydavenchy risipgesCRM 6 s ¢
adoption, shift to SaaS and GDPR compliance.

Sinch: Sinch offers a cloud communications platform that can reach mobile phones
through mobile messaging or voice & video calling. The platform handles 25bn API
transactions per year and the company works with mobile operators all around the
world.

FormPipe: FormPipe is an IT company, active in the ECM (Enterprise Content
Management) segment. The company develops and sells products that structure
the information flow for companies, municipalities and organisations. Its customers
are mainly in the public sector, but the company also designs its products for use in
the private sector. FormPipe offers ECM in four different areas: Case and Document
Management, Customer Communications Management, Grant Management and
Structured Data Archiving.

Admicom: Admicom is a Finnish provider of cloud-based ERP solutions for
construction, building services engineering and manufacturing companies and a
comprehensive partner in software and accounting services.

Fortnox: Fortnox develops and sells software in the administration segment for
small and medium-sized enterprises. The company offers software for bookkeeping,
CRM, archiving, invoicing, orders, time reports, web shops and client management.
Through its cloud-based solution, customers can access the software and their data
from any place at any time.
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Addnode: Addnode engages in the acquisition, operation, and development of
companies that supply software and digital services. It operates through the
following segments: Design Management, Product Lifecycle Management, Process
Management, and Central. The Design Management segment trades information
technology solutions for design, project management, and property management.

Vitec Software: Vitec's business idea is to acquire and develop market-leading,
vertical software companies in niche markets. These are normally restricted to

certain geographies as the software can be hard to sell in some areas. The
business strategy is a combination of making use of the M&A arbitrage from buying
unlisted companies, rationalisation and maximisation of current business, as well as
geographical and market diversification.

IAR Systems: IAR is involved in the development of software solutions. It

specializes in data management, development, security, and technical supports to
industrial automation, medical devices, consumer electronics, telecommunications,
and automotive products.

Micro Systemation: MSAB is the global leader in forensic technology for mobile
device examination, with offices in Europe and in the US, as well as a network of
distributors across the globe. Its XRY software is used by investigators to retrieve
information, such as pictures, SMS, call history and contact lists.

Valuation and operational performance overview across peer group

Mcap P/E (x) EV/EBIT (x) EV/EBITDA (x) EBIT-margin (%) EBITDA-margin (%) EV/Sales (x) ROE (%) CAGR'18-'21e

(SEKm) 2019e 2020e 2021e 2019e 2020e 2021e2019e 2020e 202le {2019e 2020e 2021e |2019e 2020e 2021e {2019e 2020e 2021le |2019e 2020e 202le | Sales EBIT
Upsales Technology 398 69.7 55.1 339 93.3 36.7 223 | 339 245 17.0 54 10.5 339 149 158 174 5.0 3.9 29 254 246 28.8 na. na.
Lime Technologies 1,586 348 270 235 32.8 246 19.8 | 20.0 161 135§ 174 192 23514 285 294 305} 57 4.7 4.1 700 613 554 | 16.8 30.5
Sinch 8,137 26.4 221 18.6 27.1 205 158 | 17.8 145 11.8 6.6 74 186 { 10.1 104 10.8 1.8 15 1.3 16.3 16.9 17.1 15.6 32.0
FormPipe 1,212 311 25.6 222 224 185 15.9 | 13.3 11.8 104 § 129 14.6 222 | 217 230 241 29 2.7 25 9.3 11.0 121 2.6 9.5
Admicom 2,686 46.5 36.4 28.9 35.2 27.0 324 253 420 412 289 | 456 439 452 148 111 374 391 40.1 29.8 35.6
Fortnox 9,877 75.3 585 455 57.1 43.6 331 | 481 378 295 § 319 33.2 455 | 379 383 396 ;182 145 117 { 471 398 36.2 28.1 39.1
Addnode 5,298 370 29.1 267 231 205 19.0 | 12.7 122 116 7.0 7.4 26.7 | 127 123 122 | 16 15 1.4 102 122 124 6.9 9.9
Vitec Software 4,495 36.9 343 319 28.7 26.0 240 | 144 143 136 | 145 149 319 289 271 271} 4.2 3.9 37 16.3 156 15.0 8.9 145
IAR Systems 3,196 36.4 26.6 229 26.0 195 16.6 | 20.0 14.8 122 | 284 315 229 | 37.0 415 440 7.4 6.1 5.4 152 19.1 20.1 15.0 174
Micro Systemation 641 119.7 20.9 13.6 63.9 14.9 9.4 29.3 11.6 7.9 31 11.0 13.6 6.7 142 179 2.0 16 1.4 8.3 42.8 50.1 12.2 26.2
Peer average 3,753 51.4 33.6 26.8 41.0 252 195 | 24.2 18.3 14.2 | 169 19.1 268 | 244 256 269 6.4 5.2 3.8 256 282 28.7 15.1 239
Peer median 2,941 37.0 28.0 25.1 30.8 225 19.0 | 20.0 14.7 12.2 | 137 14.8 251 | 251 251 256 4.6 3.9 29 16.3 219 245 15.0 26.2
Litium (ABGSCe) 131 -10.0 -325 189 -9.8 -33.9 133 | -236 246 6.7 {-296 -5.6 107 { -123 7.7 210} 29 1.9 14 }|-305 -88 120 379 -2182
VS peer average -119% -197% -29% §-124% -235% -32% {-198% 35% -52% {-275% -129% -60% {-150% -70% -22% }-54% -63% -63% {-219% -131% -58% | 151% -1015%
vs peer median -127% -216% -25% ;-132% -250% -30% |-218% 68% -45% {-316% -138% -58% {-149% -69% -18% | -37% -51% -52% {-287% -140% -51% | 153% -933%
Implied share price* 14 13 17 19
*2021e estimates discounted by WACC of 13.5%
Source: ABG Sundal Collier (for Litium), FactSet consensus, company data

Based on our 621l1le esti mat e $2%-25% belowitm i
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peers based on the peer median of applicable multiples show in the table above. By
using the peer median of applicable multiples for 2021e, we find an implied share

price range of SEK 13-19 per share.
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DCF valuation

Our discounted cash flow valuation indicates a share price range of SEK 11-27, as
highlighted by the sensitivity tables below. Our DCF valuation is based on the
following assumptions:

WACC and DCF assumptions, (%)

WACC assumptions

DCF assumptions

Equity CAGR/avg. '18-21e

Rf rate 2.6% Sales 37.9%
Market risk premium 6.7% EBIT -218.2%
Equity beta 1.50 EBIT margin -10.4%
Company specific risk premium 4.0% WACC 13.5%
CAPM 16.7%

Net debt CAGR/ avg. '21le-3le

Cost of net debt 3.0% Sales 16.3%
Debt/equity ratio 28.0% EBIT 27.2%
Tax rate 22.0% EBIT margin 19.1%
WACC 13.5% WACC 13.5%
Source: ABG Sundal Collier, company data

Below is a more detailed view of our estimates, bothinourd et ai | ed p-eri

621e, but also for our e&3ITe.pol ated ti
DCF analysis (SEKm)
Extrapolated

Litium AB 2016 2017 2018 2019e 2020e 2021e 2022e 2023e 2024e 2025e 2026e 2027e 2028e 2029 2030e 2031e
Sales 19 24 32 44 61 83 110 138 168 201 238 273 306 337 360 378
y-0-y % 9.0% 27.3% 33.7% 39.0% 38.7% 36.0% 32.0% 25.0% 22.0% 20.0% 18.0% 15.0% 12.0% 10.0% 7.0% 5.0%
EBIT -5 -4 -5 -13 -3 9 13 20 28 36 48 59 67 79 90 98
EBIT margin -243%  -15.3% -16.9%  -29.6% -5.6% 10.7% 12.0% 14.5% 16.5% 18.0% 20.0% 21.5% 22.0% 23.5% 25.0% 26.0%
Taxes on EBIT 0 0 0 0 -1 -2 -3 -4 -6 -8 -10 -13 -15 -17 -20 -22
Effective tax rate 0.0% 0.0% 0.0% 0.0% 17.1% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0% 22.0%
NOPLAT -5 -4 -5 -13 -4 7 10 16 22 28 37 46 53 62 70 77
Add: Depreciation & amortisation -6 -6 -6 -8 -8 -9 -11 -14 -17 -21 -25 -29 -33 -36 -39 -42
D&A/ sales -30.3%  -23.6% -19.8% -17.3% -13.3% -10.3% -10.0% -10.1% -102% -10.3% -10.5% -10.6% -10.7% -10.8% -10.9% -11.0%
Net w orking capital -2 -4 -3 -6 -8 -11 -14 -18 -22 -26 -31 -36 -40 -44 -47 -49
NWC / sales -121%  -16.6% -10.8% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0% -13.0%
Less: Chng. NWC 0 2 -1 2 2 3 3 4 4 4 5 5 4 4 3 2
Less: Capital expenditure -6 -8 -12 -14 -17 -20 -25 -30 -34 -38 -40 -41 -43 -44 -43 -42
Capex / sales -335%  -34.8% 37.3% -32.0% -27.0% -24.0% -23.0% -22.0% -20.0% -19.0% -17.0% -15.0% -14.0% -13.0% -12.0% -11.0%
Free cash flow -5 -5 -11 -17 -10 -2 -1 3 9 15 26 38 47 58 69 79
FCF margin -27.5%  -19.4% -36.0% -39.0% -16.6% -1.9% -0.5% 2.0% 5.4% 7.5% 11.1% 14.1% 15.3% 17.3% 19.3% 20.9%
Invested capital 22 34 53 72 95 121 153 194 241 295 356 421 493 569 648 729
ROIC -17%  -13.0% -12.4%  -20.9% -4.8% 6.4% 7.5% 9.0% 9.9% 10.5% 11.4% 11.8% 11.5% 11.6% 11.5% 11.1%
WACC 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5% 13.5%
Residual ROIC -26.5% -25.9% -34.4% -18.3% -7.1% -6.0% -4.6% -3.6% -3.0% -2.1% -1.7% -2.0% -1.9% -2.0% -2.4%
EV/EBIT adj. -13.7 -52.0 20.1 135 8.9 6.4 4.9 3.8 3.0 27 23 2.0 18
Discounted FCF -15 -8 -1 0 1 4 6 10 12 13 14 15 15

Source: ABG Sundal Collier, company data

Fair value creation (SEKm)

Fair value calculation Per share Terminal value

Terminal grow th 2.0%
PV (Extrapolated) 91 9 RONIC 13.5%
PV (CV) 111 11 NOPLAT t+1 78
EV 178 18 Continuing value 579
(-) Net debt '19e -2 0
Equity value 180 18
No of shares, mn 9.8

Source: ABG Sundal Collier, company data

Share price based on WACC & terminal growth Share price based on WACC & EBIT margin

DCF sensitivity

WACC DCF sensitivity WACC

analysis 115%  125%  135%  145%  155%  16.5% analysis 115%  125%  135%  145% 155%  16.5%

o = 26.0% 18 16 13 12

= g 26.5% 19 16 14 12

= E 27.0% 19 16 14 12

5 = 27.5% 19 16 14 12

- w 28.0% 19 17 14 12
Source: ABG Sundal Collier, company data Source: ABG Sundal Collier, company data
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Reasoning behind our growth and profitability assumptions
Our assumed sales CAGR of 16.3% in our extrapolated DCF period might seem
high at first glance. We would like to highlight again, however, that we believe the
digital commerce market in Sweden will see even higher growth than we have seen
in the past. This is due to several segments in the durable goods market hitting an
inflection point in terms of e-commerce, which should fuel further growth.

Moreover, digital commerce penetration remains low in Europe, which provides
growth opportunities for Litium, which seeks to expand to at least one non-Nordic
market by 2021. Lastly, Litium is focused solely on the middle-market segment of
the digital commerce market (its competitors Episerver and Magento are engaged in
other segments as well). This should enable Litium to gain market share.

In terms of profitability, our extrapolated DCF period o f eé&82e2assumes that

Litium will reach an average EBIT margin of 19.1%. This is based on the scalability

of Litiumbés business model, where sales ar
implementation partners (Knowit & Cloudnine etc.). As such, Litium does not need

to aggressively expand its headcount to achieve growth, althought he company 0
personnel base will have to expand slightly in conjunction with geographical

expansion to new markets.

Lastly, we would liket o of fer an overview of Episerve
where the company was able to achieve a sales CAGR of 22.5% in 2000-2017,

whil e maintaining an average EBIT margin c
highlighted in the graph below.

Episerver net sales, growth CAGR and EBIT margin (SEKm)
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Source: ABG Sundal Collier, FactSet, Annual reports, company data
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Price of recent transactions

There has been considerable M&A activity within the e-commerce cloud solutions

space, ranging from large to small transactions. However, most notable and

relevant in this case are Adobdédnsignbcqui sit
Venture Partnersd acquisiti&n anfd Bpmil seesrfvoer
acquisition of Demandware in 2016°. We have decided not to use the transaction

multiples as a basis for establishing a valuation of Litium, as the chosen

transactions involve much larger corporations than Litium. Nonetheless, we would

like to highlight the transactions and valuation multiplesthatLi t i umés | ar ge
have warranted.

Adobeds acquisition of Magento

On 21 May 2018, Adobe announced that it was acquiring Magento for USD 1.68bn.

The transaction provided Adobe wcomntercea mi s ¢
platform suitable for both B2B and B2C customers of varying size.

In conjunction with the announcement, Adobe stated that Magento had achieved
sales of approximately USD 150m in 2017, meaning that the valuation of USD
1.68bn corresponds to a revenue multiple of approximately 11.2x%°,

I nsight Venture Partnersdé acquisition of
On 6 September 2018, Episerver announced that it had reached an agreement to

be acquired by Insight Venture Partners in a transaction that valued Episerver at

USD 1.16bn. Insight Venture Partners is a New York-based global private equity

firm that focuses on investments in the technology sector.

Transaction multiples for the acquisition were not announced; however, looking at
Epi serveros reported r &waldindicatethanthed 17 of SE
valuation of USD 1.16bn corresponds to a revenue multiple of approximately 17.8x.

Sal esforceds acquisition of Demandwar e

On 1 June 2016, Salesforce announced a tender offer of USD 75 per share for all

outstanding shares of Demandware, which provides a cloud-based e-commerce

platform to small and large businesses. The offer granted Demandware a valuation

of USD 2.8bn, of rather a 50% premium co0myg
USD 1.87bn based the close of trade the day before.

Transaction multiples were not announced, but since Demandware was a listed
corporation at the time, we know that it generated sales of USD 237m in 2015, and
thus the valuation of USD 2.8bn suggests a revenue multiple of 11.8x.

" Techcrunch: Adobe to acquire Magento for $1.68B

8 Episerver: Insight Venture Partners Invests in Episerver

® Techcrunch: Salesforce buys Demandware for $2.8B, taking a big step into e-commerce
0 EY: Software M&A overview 2018

1 FactSet
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Risks

Changes in management

There have been severalchanges to Litiumdéds senior mana
below for specifics), which mean that Litium is losing two long-term members of the
organi sation who no doubt have been integr
record since the launch of Litium On Demand in 2014.

New CFO to assume responsibilities in November 2019

On 19 July 2019, it was announced that Lit
the company. Daniel has been active within Litium since 2012; he assumed the role

as CFO in December 2015, and had played an integral part in converting the

company from a consultancy business to a software-driven scalable business

model. Daniel will leave his role as CFO during September 2019.

Consequently, the board of Litium has recruited Monika Pers as new CFO of Litium.

She has over 10 yearsd6 experience as CFO ¢
from Procurias Capital Investors, but also from family offices. Monika will assume

her role as CFO in November 2019.

During this transition, Sebastian Ahlskog will act as interim CFO until Monika has
assumed her new responsibilities. Sebastian has previously acted as an advisor to
Litium.

CEO Henrik Lundin leaves the company

On 2 September 2019, it was announced that
leaving the company. Lundin had been a part of Litium since 2004, and assumed

the role as CEO in 2016.

The current head of strategic partners, Peder Holmberg, will assume the role of
interim CEO. Lundin will continue his work as CEO for another three months,
however, in order to ensure a smooth transition.

Patrik Settlin recruited as new CEO

On 12 September 2019 Litiumds ithasard of dir
successfully recruited Patrik Settlin as the new CEO. Patrik has previously held

management positions within Komplett Group, and has also been the CEO for

CDON.com, but has most recently worked as a Chief Product Officer within Visma

Spcs.

Settlin will assume his new duties as CEO of Litium on 10 February 2020.
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Increased competition

One of the main risks for the software business is increased competition. With a
rather modest need for capital as well as labour, the barriers to entry can be
considered low. Even though Litium has capitalised a large amount in development
costs for its platform, the product itself is not very capital intensive. Therefore, we
see possibilities for competitors to enhance their positions, which in turn will have a
negative impact on Litium.

Further mor e, we see a risk that Litiumobs

Litium carries expertise within the area, but the product is not unique and most of
the potential customers must therefore be persuaded that insourcing is less cost-
effective than using Litium.

Dependency on customers, partners and personnel

Litium has customers in almost every sector. However, its primary customers are
active within the retail sector, which is considered a cyclical industry. This implies
that overall GDP has an impact on the customers, which in turn might affect Litium.
Obviously, diversification between the customers can be seen as helpful to address
this challenge. The company serves approximately 250 customers, representing a
large and diversified customer base. However, the vast majority of its customers are
based in Sweden and hence are exposed to the GDP development in Sweden. In
addition, the growth in the number of customers has declined since the IPO in 2016.
This is partly due to customers in the small-market segment being churned out in
favour of larger contracts.

In 2013, the company divested the consultancy part of the business, and began to
focus on developing and selling the actual platform product. Today, the

i mpl ement ation of Litiumés product i s
Columbus. Moreover, Litium outsources the cloud part of its solution, primarily to
Cloudnine. This means that the company is specific and niched, but also that it is
exposed to the development of its partners. If Cloudnine or Knowit are experiencing
setbacks in growth or profitability, this might affect the performance of Litium.

The R&D is, as previously mentioned, capitalised on the balance sheet. Given that
the actual number of employees working with developing the product is low, we
assume that each person carries a significant amount of knowledge about the
product. This means that if one or more of the employees decides to leave the
company, Litium might suffer from brain drain, where employees take their
knowl edge to Litiumbs competitors.

Financial risks

The company has set a financial goal to be profitable in 2021. However, by
reviewing the available quarterly and annual figures, Litium has not been profitable

since the IPO. Further,around 12-1 5% of t he companyb6s tot al

capitalised R&D. Even if top-line growth is strong, there is still a need to prove that
the company can create and sustain healthy margins.

By looking in to the balance sheet, it is important to emphasise that the total value of
intangibles amount to roughly SEK 34m, which is equal to about 58% of the total
assets. Even if it does not seem like Litium will have to do any write-downs of
intangibles except for those already planned, there is certainly a potential risk with
having 58% of the balance sheet in R&D.
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Appendix: Management

Below pleasefindanover view of Litiumds Board of Di
Management. It is important to emphasise that even if many of the persons are
new to their positions, most of them have a long history within the company.

Litiumbébs Board of Directors

Board of Directors

President of the board Johan Rutgersson Swedish 2019 2010 CEO at Briox. CEO at Prognosia 49,706 0.7 0.5%

Management positions within Google

)0,
Sweden and Procter & Gamble g 0e BE

Member of the board David Stahlberg Swedish N/A N/A

President of the Board at Dynamic

Member of the board Lars Karlsson Swedish 2006 2006 Code, Millnet and Briox

438,926 6.6 4.5%

CEO at Litium 2010-2016.
Member of the board Christian Rosendahl Swedish N/A 2010 Management positions at Iptor 148,472 2.2 1.5%
Supply Chain Systems

Director for ICA's Management

)0/
Consultants 0 0.0 0.0%

Member of the board Marie Holmquist Swedish N/A N/A

Founder of cloud company Medius.

Member of the board Mikael Lindblom Swedish N/A N/A CFO at IFS Sweden

510,175 7.6 5.2%

Source: ABG Sundal Collier, company data

Litiumbs Executive Management

Executive Management

Management roles in the Financial

CEO Henrik Lundin Swedish 2016 2004
sector

168,030 2.5 1.7%

Management roles in the Financial

CFO Daniel Drambo Swedish 2016 2012
sector

101,718 1.5 1.0%

CEO at Litium 2010-2016.

Busi Devel t L ' "
usiness evelopmen Christian Rosendahl Swedish 2016 2010 Management positions at Iptor 148,472 2.2 1.5%

Executi
xecutive Supply Chain Systems
M itions in the IT
cMo AsaLundborg Ling  Swedish 2015 2010 a”agemems’;zfgr'ons Lot 13,140 0.2 0.1%
Sales Exective Fredrik Hrdlicka Swedish 2016 g | SEIES el e DR 10,000 0.1 0.1%
experience
Clo Daniel Hultgren Swedish N/A 2011 Background within Sales and IT 28,161 0.4 0.3%
Product Manager Executive  Ludvg Block Swedish 2016 2007 B recuct 21,000 03 0.2%

Development

Source: ABG Sundal Collier, company data
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Appendix: Shareholders

Long-term majority owners, 81% free float

Litiumds sharehol der b atermn majmsity shareholderat ed by
FastPartner AB, but also by institutional investors like Aktia Asset Management and

Fredrik Osterberg. Litium currently has a free float of 81%, and foreign ownership as

of 30 June 2019 stood at 10%, according to data from Holdings.

Ten largest owners of Litium shares

Owner No. of shares % Value (SEKm)
FastPartner AB 1,897,717 19.3% 28.4
Avanza Pension 603,599 6.1% 9.0
Mikael Lindblom 510,175 5.2% 7.6
Aktia Asset Management 500,000 5.1% 7.5
Fredrik Svederman 490,000 5.0% 7.3
Lars Karlsson 438,926 4.5% 6.6
Tagehus Holding AB 420,032 4.3% 6.3
Fredrik Osterberg 350,000 3.6% 5.2
Sw edbank Forsakring 322,397 3.3% 4.8
Nordnet Pensionsforsékring 312,279 3.2% 4.7

Source: ABG Sundal Collier, company data

Insider ownership in Litium

Owner No. of shares % Value (SEKm) Position
Mikael Lindblom 510,175 5.2% 7.6 Member of the board
Lars Karlsson 438,926 4.5% 6.6 Member of the board
Henrik Lundin 168,030 1.7% 2.5 CEO
Christian Rosendahl 148,472 1.5% 2.2 Member of the board
Johan Rutgersson 49,706 0.5% 0.7  President of the board

Source: ABG Sundal Collier, company data
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Appendix: Acronymns

Definitions
The world of digital commerce is riddled with acronyms. Below is a glossary to some
of the phrases used in this report.

Digital Commerce: Digital commerce refers to the overarching infrastructure of e-
commerce, including analytics from search engines, social platforms and mobile
apps.

E-commerce: E-commerce refers to the buying and selling of goods and services,
or the transmitting of funds or data, over an electronic network, primarily the
internet.

API: An APl is a set of protocols, specifications or instructions allowing two software
applications to interact and exchange data.

B2B: B2B is referred to as exchange of products and services between two
businesses.

B2C: B2C refers to a business or transaction that is conducted directly between a
company and consumers.

Churn: Churn is the percentage of customers or subscribers who cut ties with the
company or from the services in a given period.

CMS: CMS is a back-end solution developed to control the content of the website,
which is the front-end.

CRM: CRM refers to a practice that helps an organisation to manage and analyse

customer s i nt er a custoneenlite-cycld, to onprgvie custdmert h e
relationships in order to achieve business goals.

PIM: PIM refers to a set of processes used to evaluate, identify, store, manage and
distribute data or information.

SEO: SEO refers to marketing that focuses on getting traffic from organic search
results on search engines.
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Litium

Sales 7 7 7 10 10 10 10 14
COGS 0 0 0 0 0 0 0 0
Gross profit 7 7 7 10 10 10 10 14
Other operating items -7 -7 -7 -10 -10 -13 -13 -13
EBITDA 1 -0 0 0 -1 -3 -3 1
Depreciation and amortisation -2 -2 -2 -2 -2 -2 -2 -2
EBITA -1 -2 -1 -2 -3 -5 -5 -1
EO items 0 0 0 0 0 0 0 0
Impairment and PPA amortisation 0 0 0 0 0 0 0 0
EBIT -1 -2 -1 -2 -3 -5 -5 -1
Net financial items -0 -0 -0 -0 -0 -0 0 0
Pretax profit -1 -2 -1 -2 -3 -5 -5 -1
Tax 0 0 0 0 0 0 0 0
Net profit -1 -2 -1 -2 -3 -5 -5 -1
Minority interest 0 0 0 0 0 0 0 0
Net profit discontinued 0 0 0 0 0 0 0 0
Net profit to shareholders -1 -2 -1 -2 -3 -5 -5 -1
EPS 0 0 0 0 0 0 0 0
EPS Adj 0 0 0 0 0 0 0 0
Total extraordinary items after tax 0 0 0 0 0 0 0 0
Tax rate (%) 0 0 0 0 0 0 0 0
Gross margin (%) 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
EBITDA margin (%) 8.6 -0.7 4.6 0.0 -9.6 -29.1 -24.4 7.1
EBITA margin (%) -13.3 -22.9 -16.2 -15.9 -28.7 -47.5 -43.4 -6.9
EBIT margin (%) -13.3 -22.9 -16.2 -15.9 -28.7 -47.5 -43.4 -6.9
Pretax margin (%) -14.2 -23.5 -16.5 -16.2 -29.2 -47.7 -43.4 -6.9
Net margin (%) -14.2 -23.5 -16.5 -16.2 -29.2 -47.7 -43.4 -6.9
Growth rates Y/Y Q12018 Q22018 Q32018 Q42018) Q12019 Q22019 Q32019 Q4 2019%
Sales growth (%) 27.3 26.6 40.3 39.2 32.6 43.2 40.0 40.0
EBITDA growth (%) 21.8 +chg -36.2 -99.5 -chg -chg -chg 20,943.8
EBIT growth (%) -chg -chg -chg -chg -chg -chg -chg +chg
Net profit growth (%) -chg -chg -chg -chg -chg -chg -chg +chg
EPS growth (%) -chg -chg -chg -chg -chg -chg -chg +chg
Adj earnings numbers Q12018 Q2 2018 Q32018 Q4 2018 Q1 2019 Q22019 Q32019e Q42019
EBITDA Adj 1 -0 0 0 -1 -3 -3 1
EBITDA Adj margin (%) 8.6 -0.7 4.6 0.0 9.6 -29.1 -24.4 7.1
EBITA Adj -1 -2 -1 -2 -3 -5 -5 -1
EBITA Adj margin (%) -13.3 -22.9 -16.2 -15.9 -28.7 -47.5 -43.4 -6.9
EBIT Adj -1 -2 -1 -2 -3 -5 -5 -1
EBIT Adj margin (%) -13.3 -22.9 -16.2 -15.9 -28.7 -47.5 -43.4 -6.9
Pretax profit Adj -1 -2 -1 -2 -3 -5 -5 -1
Net profit Adj -1 -2 -1 -2 -3 -5 -5 -1
Net profit to shareholders Adj -1 -2 -1 -2 -3 -5 -5 -1
Net Adj margin (%) -14.2 -23.5 -16.5 -16.2 -29.2 -47.7 -43.4 -6.9

Source: ABG Sundal Collier, Company data
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Litium

Sales 0 0 0 0 19 24 32 44 61 83
COGS 0 0 0 0 0 0 0 0 0 0
Gross profit 0 0 0 0 19 24 32 44 61 83
Other operating items 0 0 0 0 -18 -22 -31 -50 -57 -66
EBITDA 0 0 0 0 1 2 1 -5 5 17
Depreciation and amortisation 0 0 0 0 -6 -6 -6 -8 -8 -9
Of which leasing depreciation 0 0 0 0 0 0 0 0 0 0
EBITA 0 0 0 0 -5 -4 -5 -13 -3 9
EO items 0 0 0 0 0 0 0 0 0 0
Impairment and PPA amortisation 0 0 0 0 0 0 0 0 0 0
EBIT 0 0 0 0 -5 -4 -5 -13 -3 9
Net financial items 0 0 0 0 -0 -0 -0 -0 0 0
Pretax profit 0 0 0 0 -5 -4 -6 -13 -3 9
Tax 0 0 0 0 0 0 0 0 -1 -2
Net profit 0 0 0 0 -5 -4 -6 -13 -4 7
Minority interest 0 0 0 0 0 0 0 0 0 0
Net profit discontinued 0 0 0 0 0 0 0 0 0 0
Net profit to shareholders 0 0 0 0 -5 -4 -6 -13 -4 7
EPS 0 0 0 0 -0.75 -0.58 -0.56 -1.33 -0.41 0.70
EPS Adj 0 0 0 0 -0.75 -0.58 -0.56 -1.33 -0.41 0.70
Total extraordinary items after tax 0 0 0 0 0 0 0 0 0 0
Leasing payments 0 0 0 0 0 0 0 0 0 0
Tax rate (%) ns ns ns ns 0 0 0 0 17.1 22.0
Gross margin (%) nm nm nm nm 100.0 100.0 100.0 100.0 100.0 100.0
EBITDA margin (%) nm nm nm nm 5.9 8.3 2.9 -12.3 7.7 21.0
EBITA margin (%) nm nm nm nm -24.3 -15.3 -16.9 -29.6 -5.6 10.7
EBIT margin (%) nm nm nm nm -24.3 -15.3 -16.9 -29.6 -5.6 10.7
Pretax margin (%) nm nm nm nm -26.4 -16.1 -17.4 -29.7 -5.6 10.7
Net margin (%) nm nm nm nm -26.4 -16.1 -17.4 -29.7 -6.6 8.3
Growth rates Y/Y 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
Sales growth (%) na na na na na 27.3 33.7 39.0 38.7 36.0
EBITDA growth (%) na na na na high 77.6 -63.2 -690.4 187.1 269.9
EBIT growth (%) na na na na high 19.7 -47.6 -142.6 73.7 358.7
Net profit growth (%) na na na na high 22.2 -44.8 -136.9 69.4 272.2
EPS growth (%) na na na na high 22.2 3.0 -136.9 69.4 272.2
Profitability 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
ROE (%) nm nm nm nm -32.7 -13.7 -14.7 -30.5 -8.8 12.0
ROE Adj (%) nm nm nm nm -32.7 -13.7 -14.7 -30.5 -8.8 12.0
ROCE (%) nm nm nm nm -25.5 -11.2 -13.2 -28.8 -7.3 15.0
ROCE Adj(%) nm nm nm nm -25.5 -11.2 -13.2 -28.8 -7.3 15.0
ROIC (%) na na na na -41.4 -16.3 -20.7 -42.0 -11.1 15.9
ROIC Adj (%) na na na na -41.4 -16.3 -20.7 -42.0 -11.1 15.9
Adj earnings numbers 2012 2013 2014 2015 2016 2017 2018 2019%e 2020e 2021e
EBITDA Adj 0 0 0 0 1 2 1 -5 5 17
EBITDA Adj margin (%) nm nm nm nm 5.9 8.3 2.9 -12.3 7.7 21.0
EBITDA lease Adj 0 0 0 0 1 2 1 -5 5 17
EBITDA lease Adj margin (%) nm nm nm nm 5.9 8.3 2.9 -12.3 7.7 21.0
EBITA Adj 0 0 0 0 -5 -4 -5 -13 -3 9
EBITA Adj margin (%) nm nm nm nm -24.3 -15.3 -16.9 -29.6 -5.6 10.7
EBIT Adj 0 0 0 0 -5 -4 -5 -13 -3 9
EBIT Adj margin (%) nm nm nm nm -24.3 -15.3 -16.9 -29.6 -5.6 10.7
Pretax profit Adj 0 0 0 0 -5 -4 -6 -13 -3 9
Net profit Adj 0 0 0 0 -5 -4 -6 -13 -4 7
Net profit to shareholders Adj 0 0 0 0 -5 -4 -6 -13 -4 7
Net Adj margin (%) nm nm nm nm -26.4 -16.1 -17.4 -29.7 -6.6 8.3

Source: ABG Sundal Collier, Company data
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Litium

EBITDA 0 0 0 0 1 2 1 -5 5 17
Net financial items 0 0 0 0 -0 -0 -0 -0 0 0
Paid tax 0 0 0 0 0 0 0 0 -1 -2
Non-cash items 0 0 0 0 0 0 0 0 0 0
Cash flow before change in WC 0 0 0 0 1 2 1 -5 4 16
Change in WC 0 0 0 0 2 2 -1 2 2 3
Operating cash flow 0 0 0 0 3 3 0 -3 6 18
CAPEX tangible fixed assets 0 0 0 0 0 -0 -0 -0 -1 -1
CAPEX intangible fixed assets 0 0 0 0 -6 -8 -12 -14 -16 -19
Acquisitions and disposals 0 0 0 0 0 0 0 0 0 0
Free cash flow 0 0 0 0 -3 -5 -12 -17 -10 -2
Dividend paid 0 0 0 0 0 0 0 0 0 0
Share issues and buybacks 0 0 0 0 21 0 33 0 25 0
Other non cash items 0 0 0 0 -12 -0 -4 0 -3 -0
Decrease in net IB debt 0 0 0 0 6 -4 18 -17 12 -2
Goodwill 0 0 0 0 0 0 0 0 0 0
Other intangible assets 0 0 0 0 24 27 32 38 46 56
Tangible fixed assets 0 0 0 0 0 0 0 1 1 2
Right-of-use asset 0 0 0 0 0 0 0 0 0 0
Total other fixed assets 0 0 0 0 0 0 0 0 0 0
Fixed assets 0 0 0 0 24 27 33 39 47 59
Inventories 0 0 0 0 0 0 0 0 0 0
Receivables 0 0 0 0 3 4 6 7 10 13
Other current assets 0 0 0 0 2 2 3 3 3 3
Cash and liquid assets 0 0 0 0 12 6 22 5 16 14
Total assets 0 0 0 0 42 39 64 54 76 89
Shareholders equity 0 0 0 0 30 26 50 37 54 61
Minority 0 0 0 0 0 0 0 0 0 0
Total equity 0 0 0 0 30 26 50 37 54 61
Long-term debt 0 0 0 0 3 3 2 1 1 0
Pension debt 0 0 0 0 0 0 0 0 0 0
Convertible debt 0 0 0 0 0 0 0 0 0 0
Leasing liability 0 0 0 0 0 0 0 0 0 0
Total other long-term liabilities 0 0 0 0 0 0 0 0 0 0
Short-term debt 0 0 0 0 3 1 1 1 1 1
Accounts payable 0 0 0 0 1 3 3 4 6 8
Other current liabilities 0 0 0 0 5 7 8 11 14 19
Total liabilities and equity 0 0 0 0 42 39 64 54 76 89
Net IB debt 0 0 0 0 -6 -2 -20 -3 -15 -13
Net IB debt excl. pension debt 0 0 0 0 -6 -2 -20 -3 -15 -13
Net IB debt excl. leasing 0 0 0 0 -6 -2 -20 -3 -15 -13
Capital invested 0 0 0 0 22 23 29 33 39 48
Working capital 0 0 0 0 -2 -4 -3 -6 -8 -11
EV breakdown 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
Market cap. diluted (m) na na na na 52 61 89 131 131 131
Net IB debt Adj 0 0 0 0 -6 -2 -20 -3 -15 -13
Market value of minority 0 0 0 0 0 0 0 0 0 0
Reversal of shares and participations 0 0 0 0 0 0 0 0 0 0
Reversal of conv. debt assumed equity 0 0 0 0 0 0 0 0 0 0
EV na na na na 45 59 69 128 116 118
Capital efficiency 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
Total assets turnover (%) nm nm nm nm 89.5 58.9 61.9 75.4 94.8 101.2
Working capital/sales (%) nm nm nm nm -6.1 -13.1 -11.6 -10.4 -11.2 -11.3
Financial risk and debt service 2012 2013 2014 2015 2016 2017 2018 2019%e 2020e 2021e
Net debt/equity nm nm nm nm -0.21 -0.09 -0.40 -0.08 -0.27 -0.21
Net debt/market cap na na na na -0.12 -0.04 -0.19 -0.02 -0.11 -0.10
Equity ratio (%) nm nm nm nm 72.0 66.6 7.7 68.4 71.7 69.0
Net IB debt adj./equity nm nm nm nm -0.21 -0.09 -0.40 -0.08 -0.27 -0.21
Current ratio nm nm nm nm 2.01 1.14 2.45 0.90 1.36 1.10
EBITDA/net interest na na na na 2.93 10.94 5.81 -80.16 high high
Net IB debt/EBITDA nm nm nm nm -5.84 -1.17 -21.80 0.54 -3.08 -0.74
Net IB debt/EBITDA lease Adj nm nm nm nm -5.84 -1.17 -21.80 0.54 -3.08 -0.74
Interest cover nm nm nm nm -11.98 -20.01 -33.06 | -154.35 nm nm

Source: ABG Sundal Collier, Company data
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Shares outstanding ad;. 0 0 0 0 7 7 10 10 10 10
Fully diluted shares Adj 0 0 0 0 7 7 10 10 10 10
EPS 0 0 0 0 -0.75 -0.58 -0.56 -1.33 -0.41 0.70
Dividend per share Adj 0 0 0 0 0 0 0 0 0 0
EPS Adj 0 0 0 0 -0.75 -0.58 -0.56 -1.33 -0.41 0.70
BVPS 0 0 0 0 4.56 3.93 5.03 3.72 5.53 6.23
BVPS Adj 0 0 0 0 0.89 -0.11 1.78 -0.15 0.87 0.50
Net IB debt / share na na na na -1.0 -0.3 -2.0 -0.3 -1.5 -1.3
Share price na na na na 7.85 9.30 9.00 13.30 13.30 13.30
Market cap. (m) na na na na 52 61 89 131 131 131
Valuation 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
P/E na na na na -10.5 -16.0 -16.0 -10.0 -32.5 18.9
EV/sales na na na na 2.42 2.48 2.16 2.90 1.90 1.42
EV/EBITDA na na na na 40.9 30.0 74.6 -23.6 24.6 6.7
EV/EBITA na na na na -10.0 -16.2 -12.7 -9.8 -33.9 13.3
EV/EBIT na na na na -10.0 -16.2 -12.7 -9.8 -33.9 13.3
Dividend yield (%) na na na na 0 0 0 0 0 0
FCF yield (%) na na na na -6.3 -7.8 -13.1 -13.2 -7.8 -1.2
P/BVPS na na na na 1.72 2.36 1.79 3.58 2.41 2.13
P/BVPS Adj na na na na 8.80 -81.94 5.05 -91.23 15.25 26.56
P/E Adj na na na na -10.5 -16.0 -16.0 -10.0 -32.5 18.9
EV/EBITDA Adj na na na na 40.9 30.0 74.6 -23.6 24.6 6.7
EV/EBITA Adj na na na na -10.0 -16.2 -12.7 -9.8 -33.9 13.3
EV/EBIT Adj na na na na -10.0 -16.2 -12.7 -9.8 -33.9 13.3
EV/cap. employed na na na na 1.3 2.0 1.3 3.3 2.1 1.9
Investment ratios 2012 2013 2014 2015 2016 2017 2018 2019 2020e 2021e
Capex/sales nm nm nm nm 33.5 34.8 37.3 32.0 27.0 24.0
Capex/depreciation nm nm nm nm 110.6 147.3 188.1 185.1 202.8 232.7
Capex tangibles/tangible fixed assets nm nm nm nm 0 98.7 72.8 50.0 40.9 35.8
Capex intangibles/definite intangibles nm nm nm nm 25.8 30.3 36.1 36.0 34.8 34.0
Depreciation on intangibles/definite inta nm nm nm nm 23.4 21.0 19.7 20.1 17.8 15.2
Depreciation on tangibles/tangibles nm nm nm nm 0 0 0 0 0 0

Source: ABG Sundal Collier, Company data
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Analyst certification

I/IWe, Jesper Birch-Jensen, the author(s) of this report, certify that not withstanding the existence of any such potential conflicts of interests
referred to below, the views expressed in this report accurately reflect my/our personal view about the companies and securities covered in this
report.

Analyst valuation methods

ABG Sundal Collier analysts may publish valuation ranges for stocks covered under Company Sponsored Research. These valuation ranges
rely on various valuation methods. One of the most frequently used methods is the valuation of a company by calculation of that company's
discounted cash flow (DCF). Another valuation method is the analysis of a company's return on capital employed relative to its cost of capital.
Finally, the analysts may analyse various valuation multiples (e.g. the P/E multiples and the EV/EBITDA multiples) relative to global industry
peers. In special cases, particularly for property companies and investment companies, the ratio of price to net asset value is considered.
Valuation ranges may be changed when earnings and cash flow forecasts are changed. They may also be changed when the underlying value
of a company's assets changes (in the cases of investment companies, property companies or insurance companies) or when factors
impacting the required rate of return change.

Important Company Specific Disclosure
The following disclosures relate to the relationship between ABG Sundal Collier and its affiliates and the companies covered by ABG Sundal
Collier referred to in this research report.

Unless disclosed in this section, ABG Sundal Collier has no required regulatory disclosures to make in relation to an ownership position for the
analyst(s) and members of the analyst's household, ownership by ABG Sundal Collier, ownership in ABG Sundal Collier by the company(ies) to
whom the report(s) refer(s) to, market making, managed or co-managed public offerings, compensation for provision of certain services,
directorship of the analyst, or a member of the analyst's household, or in relation to any contractual obligations to the issuance of this research
report.

ABG Sundal Collier has undertaken a contractual obligation to issue this report and receives predetermined compensation from the company
covered in this report. A redacted version of this research report has been sent to Litium for the purposes of checking its factual content only.
Any changes made have been based on factual input received.

ABG Sundal Collier is not aware of any other actual, material conflicts of interest of the analyst or ABG Sundal Collier of which the analyst
knows or has reason to know at the time of the publication of this report.

Production of report: 02/10/2019 06:53 CET.
All prices are as of market close on 30 September, 2019 unless otherwise noted.

Disclaimer

This document has been prepared by ABG Sundal Collier which is the marketing name referring to all or any of ABG Sundal Collier ASA, ABG
Sundal Collier AB or ABG Sundal Collier Partners LLP and any of their affiliated or associated companies and their directors, officers,
representatives and employees.

This research product is commissioned and paid for by the company covered in this report. As such, this report is deemed to constitute an
acceptable minor non-monetary benefit (i.e. not investment research) as defined in MiFID II.

This research product has not been prepared in accordance with legal requirements designed to promote the independence of investment research
and is not subject to any prohibition on dealing ahead of the dissemination.

This report is provided solely for the information and use of professional investors, who are expected to make their own investment decisions
without undue reliance on this report. The information contained herein does not apply to, and should not be relied upon by, retail clients. This
report is for distribution only under such circumstances as may be permitted by applicable law. Research reports prepared by ABG Sundal Collier
are for information purposes only. ABG Sundal Collier accepts no liability whatsoever for any losses arising from any use of this report or its
contents. This report is not to be used or considered as an offer to sell, or a solicitation of an offer to buy. The information herein has been obtained
from, and any opinions herein are based upon, sources believed reliable, but ABG Sundal Collier makes no representation as to its accuracy or
completeness and it should not be relied upon as such. All opinions and estimates herein reflect the judgment of ABG Sundal Collier on the date
of this report and are subject to change without notice. Past performance is not indicative of future results.

This research report does not, and does not attempt to contain everything material that there is to be said about Litium.

The compensation of our research analysts is determined exclusively by research management and senior management, but not including
investment banking management. Compensation is not based on specific investment banking revenues, however, it is determined from the
profitability of the ABG Sundal Collier Group, which includes earnings from investment banking operations and other business. Investors should
assume that ABG Sundal Collier is seeking or will seek investment banking or other business relationships with the companies in this report. The
research analyst(s) responsible for the preparation of this report may interact with trading desk and sales personnel and other departments for the
purpose of gathering, synthesizing and interpreting market information. From time to time, ABG Sundal Collier and its affiliates and any
shareholders, directors, officers or employees thereof may () have a position in, or otherwise be interested in, any securities directly or indirectly
connected to the subject of this report, or (I) perform investment banking or other services for, or solicit investment banking or other services
from, a company mentioned in this report. ABG Sundal Collier relies on information barriers to control the flow of information contained in one or
more areas of ABG Sundal Collier, into other areas, units, groups or affiliates of ABG Sundal Collier.

Norway: ABG Sundal Collier ASA is regulated by the Financial Supervisory Authority of Norway (Finanstilsynet); Sweden: ABG Sundal Collier AB
is regulated by the Swedish Financial Supervisory Authority (Finansinspektionen); UK: This report is a communication made, or approved for
communication in the UK, by ABG Sundal Collier Partners LLP, authorised and regulated by the Financial Conduct Authority in the conduct of its
business. US: This report is being distributed in the United States in accordance with FINRA Rule 1050(f)(3)(B) by ABG Sundal Collier Inc., a
FINRA member which accepts responsibility for its content. Research analysts are not registered/qualified as research analysts with FINRA or the
NYSE, and are not associated persons of ABG Sundal Collier Inc. and therefore not subject to FINRA Rule 2241, the research analyst conflict
rul es. Research reports distributed in the U. S fiaedender Rute 45a-6 ef the Seoulited y f or
Exchange Act of 1934. Each U.S major institutional investor that receives a copy of this research report by its acceptance represents that it agrees
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it will not distribute this research report to any other person. Any U.S. major institutional investor receiving this report who wishes to effect
transactions in any securities referred to herein should contact ABG Sundal Collier Inc., not its affiliates. Further information on the securities
referred to herein may be obtained from ABG Sundal Collier Inc., on request.

Singapore: This report is distributed in Singapore by ABG Sundal Collier Pte Ltd, which is not licensed under the Financial Advisers Act (Chapter
110 of Singapore). In Singapore, this report may only be distributed to institutional investors as defined in Section 4A(1)(c) of the Securities and
Futures Act (Chapter 289 of Singapore) (fiSFAO0O), and should not be

This report may not be reproduced, distributed or published by any recipient for any purpose whatsoever without the prior written express
permission of ABG Sundal Collier.

Additional information available upon request. If reference is made in this report to other companies and ABG Sundal Collier provides
research coverage for those companies details regarding disclosures may be found on our website www.abgsc.com.

© Copyright 2019 ABG Sundal Collier ASA
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