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Xplora Technologies
A stock to watch

 Leading provider of smartwatches for children

 Geographic expansion to drive 32% CAGR in ’21-25e

 Fair value range of NOK 14-28/share

~750k smartwatches sold and 124k mobile subscribers
Xplora is a leading provider of children’s smartwatches and has sold 
more than 750k watches since its inception in 2016. The watches enable 
parents to keep in contact their children and are restricted to only 
showing child-friendly content. In addition, Xplora also receives recurring 
subscription revenues from the sale of its own Mobile subscriptions and 
value-added software applications. In Q1’22 it had 124k mobile 
subscribers and recurring revenues was ~25% of its revenues. It has 
established a strong market position with 17% total market penetration in 
Norway and close to 6% for the Nordics overall.

We forecast 32% sales and a 65% EBITA CAGR until 2025e
In 2022, Xplora has signed several new distribution agreements, among 
others with EE in the UK and Wal-Mart/Target (online) in the US. It will 
also launch its mobile subscription in the US, UK and France during the 
year. We forecast this to contribute to a 32% sales CAGR from ’21 to 
‘25e. For 2022, we forecast sales of NOK 554m, up 28% y-o-y, which 
leaves some upside to the company’s guidance of +50%. The reason for 
our cautious estimate is that we see a risk of reduced consumer 
electronics demand. From 2023e, however, we expect sales growth to 
accelerate again, driven by a significantly expanded distribution network. 
In the longer term, we expect Xplora to leverage its IoT platform to 
expand its product portfolio to new types of connected devices, markets 
which are expected to grow by 100-200% until 2026.

Initiating coverage with a fair value range of NOK 14-28
Xplora is currently trading at 1.0x ‘22e EV/sales and 2.2x gross profit. 
This is ~30% and ~60% below the median of our peer group, 
respectively. Our DCF gives a fair value range of NOK 20-28 per share. 
Based on this, we initiate coverage with a fair value range of NOK 14-28. 
In our view, the key (short-term) downside risk is reduced demand for 
consumer electronics due to lower macroeconomic growth.

Reason: Initiating coverage
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Analyst(s): oystein.lodgaard@abgsc.no, +47 22 01 60 26
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NOKm 2019 2020 2021e 2022e 2023e
Sales 61 200 431 554 782
EBITDA -45 -11 19 19 48
EBITDA margin (%) -73.5 -5.5 4.4 3.4 6.2
EBIT adj -46 -13 -15 -33 -10
EBIT adj margin (%) -75.9 -6.6 -3.4 -5.9 -1.2
Pretax profit -51 -9 -14 -33 -10
EPS rep 0 0 -0.36 -0.71 -0.19
EPS adj 0 0 0.34 0.35 0.88

Sales growth (%) na 228.1 115.2 28.5 41.1
EPS growth (%) na na high -99.4 73.3

Source: ABG Sundal Collier, Company data

Share price (NOK) 06/06/2022 15.0
Fair value range (per share) 14-28

IT, Norway
XPLRA.OL/XPLRA NO

MCap (NOKm) 597
MCap (EURm) 59
Net debt (EURm) -11

No. of shares (m) 39.8
Free float (%) 100
Av. daily volume (k) 9

Next event Q2 report: 17 Aug
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1m 3m 12m
Absolute (%) 1.2 -10.9 -65.8
Source: FactSet

2021e 2022e 2023e
P/E (x) -42.0 -21.1 -79.1
P/E adj (x) 44.4 42.9 17.0
P/BVPS (x) 1.49 1.60 1.63
EV/EBITDA (x) 25.4 31.4 12.0
EV/EBIT adj (x) -33.5 -17.9 -60.0
EV/sales (x) 1.13 1.05 0.74
ROE adj (%) 5.1 3.6 9.5
Dividend yield (%) 0 0 0
FCF yield (%) -19.6 -14.3 0.6
Lease adj. FCF yld (%) -19.6 -14.3 0.6
Net IB debt/EBITDA -5.7 -0.7 -0.3
Lease adj. ND/EBITDA -5.7 -0.7 -0.3
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Annual sales and adj. EBIT marginNOKm

Source: ABG Sundal Collier, Company data

Quarterly sales and adj. EBIT margin

Source: ABG Sundal Collier, Company data

            
     

            

Lease adj. net debt and ND/EBITDA

Source: ABG Sundal Collier, Company data

     j

Company description
Xplora is a leading provider of children’s smartwatches. As
of Q1’22 it had sold more than 750k watches since it was
founded in 2016. The watches enable parents to keep in
contact with their kids but are restricted to only showing
child-friendly content. Xplora also receives recurring
subscription revenues from the sale of its own mobile
subscriptions and value-added software applications. In
Q1’22 it had 124k mobile subscribers and recurring
revenues was ~25% of its revenues. Xplora has
established a strong market position, with 17% total market
penetration in Norway and close to 6% for the Nordics
overall.

Risks
User preferences change over time, and there is a risk that
Xplora will not be able to adapt its offering to meet
changing preferences. With low barriers to entry there are
few obstacles to shield Xplora’s product proposition from
being replicated. This could lead to a loss in market share.
The company’s churn is 2.5%/month. If Xplora fails to
replace the loss in customers, its ARR base would
decrease and thus reduce stability in revenue flow.
Moreover, Xplora has a large digital platform and could
thus be subject to hacking: children could gain access to
unsuitable sites and applications, which would damage the
company’s reputation.
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Summary
Xplora is a leading Nordic provider and developer of smartwatches for kids. 
Since its inception in 2016, it has sold more than 750,000 watches. In 2021, the 
company had revenues of NOK 430m, which corresponds to an impressive 
CAGR of 188% since 2018. Xplora is currently present in 22 markets and has a 
rapidly growing global footprint. The company is generating revenues from 
three sources: 1) Smartwatches, 2) Software Applications, and 3) Connectivity 
Services. As of now, the sale of smartwatches is the largest contributor to 
revenue, but a constant focus on improving its software applications and 
acquiring new subscribers, drives an increasing base of recurring revenues. 

Ensuring a safe introduction to the digital world
Xplora is the leading European provider of smartwatches for kids and has sold more 
than 750,000 smartwatches since its inception in 2016. Its watches are tailor-made 
to the needs of kids and their parents. The smartwatch has a phone so parents can 
contact their kids and vice versa, and a pedometer so that kids can track and be 
rewarded for their physical activity. It also has various safety features, including 
GPS tracking, restricted access, content filters, etc., in addition to maintaining high 
privacy standards ensuring safe usage for the children.

A product portfolio solving global health problems among children
Recent years have shown a rapid increase in children’s screentime, which is a 
growing concern for parents. Research concludes that the direct consequences of 
increased screentime include increased obesity, disrupted emotional and behaviour 
development, and slower language development1. While parents seek to decrease 
children’s screentime, Xplora has made it its mission to offer a broad product 
portfolio that makes physical activity fun and rewards children for being active.

Market leader in the Nordics and Germany
Xplora is the clear market leader in Norway, where 17% of all kids between 4 and 
10 have an Xplora watch with an active Xplora subscription. The corresponding 
figures in Sweden and Finland are 4% and 3%, respectively. It has also established 
a leading position in the German market through its distribution partnership with 
Deutsche Telekom.

An addressable market of 45 million children
Xplora’s target market is smartwatches for children aged between four and 10 years 
old, which in total equals an estimated addressable market of 45m children (see 
page 12 for more on this). In its current core markets (Nordics, Germany, UK, Spain 
and the US) we estimate a NOK 13bn addressable market for devices and a NOK 
26.5bn addressable market for mobile subscriptions.

Higher margins and reduced volatility from recurring subscription revenues 
~25% of Xplora’s revenues come from mobile subscriptions. At the end of Q1’22, it 
had 124k mobile subscribers across the Nordic countries, an increase of 55% y-o-y. 
In addition to its mobile subscriptions, Xplora also has a portfolio of value-added 
software applications that stimulate kids to be more active. We expect Xplora to 
begin generating additional recurring revenues from its applications as well, by 
bundling applications with mobile subscriptions.

1 The Negative Effects of Screen Time for Adults and Children - Blog - Valleywise Health

https://blog.valleywisehealth.org/negative-effect-of-screen-time-adults-children/
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New markets to unlock significant growth potential
Xplora has recently signed a number of new distribution agreements, among others 
with the telecom operator EE, in the UK as well as both Wal-Mart and Target for 
online distribution in the US. So far in 2022, it has already announced that it will also 
launch its own mobile subscriptions in the US, UK and France during the year.

Long-term potential to expand into new product categories
Long-term, we expect Xplora to be more than just a kids smartwatch company. By 
leveraging its IoT Platform, we see potential for Xplora to introduce new wearable 
categories such as smartwatches for seniors, or asset-tracking devices for items, 
pets, etc. This would expand the addressable market significantly, while also 
enabling the company to continue growing its recurring revenue base through the 
sale of cellular subscriptions. The smartwatch market is expected to more than 
double from ~100m devices in 2021 to 210m in 20262, while the asset-tracking 
market is forecast to almost triple to 350m devices in 2026.

Lower demand for consumer electronics is the key short-term risk
In the short term, we see the key risk to the investment case as being reduced 
demand for consumer electronics due to lower disposable income on the back of 
lower macroeconomic growth, higher interest rates and higher energy prices. 
Although, the demand for children’s smartwatches is characterised by long-term 
structural growth trends, we still think that demand could be impacted by lower 
macro growth. Long-term, the biggest risk factor that we see is increased 
competition, both from new entrants or large consumer electronics companies.

We forecast a 32% sales CAGR and a 65% EBITA CAGR until ‘25e
In 2022, we forecast sales of smartwatches to grow by 19% y-o-y to 470k units, 
while we expect subscription revenues to grow by 41% organically to NOK 158m. 
This gives a 2022 revenue estimate of NOK 554m, which would correspond to a 
growth of 28% y-o-y. This compares to the company’s guidance for growth of more 
than 50% y-o-y, which would give revenues of NOK 650m or more. Over our 
forecast, we estimate a sales CAGR of 32% until 2025e, which in turn drives a 65% 
EBITA CAGR. In our base case estimates, we forecast Xplora to be cash flow 
break-even from 2023e onwards.

Initiate coverage with a fair value range of NOK 14-28 per share 
For 2022e, Xplora is now trading at 1.0x EV/sales and 2.2x gross profit. This is 
~30% and ~60% below the median of our peer group, respectively. Our DCF returns 
a fair value range of NOK 20-28 per share. 

2 Bluetooth SIG 2022 Market Update, ABI Research

Overview of key estimates

Source: ABG Sundal Collier, company data

NOKm
Key estimates Q1'22 Q2'22e Q3'22e Q4'22e 2019 2020 2021 2022e 2023e 2024e 2025e
Revenues 74 103 148 229 61 200 431 554 782 1,013 1,299
Revenue growth (y-o-y) 37% 11% 37% 30% 0% 228% 115% 28% 41% 29% 28%

Gross Profit 41 50 65 96 4 60 196 251 349 461 598
Gross Margin 55% 48% 44% 42% 6% 30% 45% 45% 45% 46% 46%

EBITDA -3 -6 1 26 -45 -11 19 19 48 71 121
EBITDA margin -4% -6% 1% 12% -74% -5% 4% 3% 6% 7% 9%

EBITA -4 -8 -2 23 -46 -13 13 10 33 52 97

Free cash flow 14 -41 -57 19 0 -34 -40 -65 3 12 25
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Xplora at a Glance
Xplora is a leading provider of children’s smartwatches and was founded with 
the mission of giving children a safe introduction to the digital world. Most of 
its revenues are currently from the sale of devices, but the company has a 
strong focus on building up its ARR base. The company had revenues of NOK 
431m in 2021. Since 2018 the company has grown at a CAGR of 188% from 
NOK 18m to NOK 431m. Xplora has had several parentships with well-known 
market players, which has contributed to new developments and product 
improvements. 

A leading player in Smartwatches for kids
Xplora was founded in 2016 and has since grown significantly to become a market 
leader in children’s smartwatches.

Since its inception it has sold more than 750,000 watches in 22 countries and built 
up a recurring revenue base from more than 124,000 mobile subscribers.

Xplora by the numbers 

Source: ABG Sundal Collier, Xplora

Strategic partnerships with large global brands

Source: ABG Sundal Collier, Xplora

750,000 
watches sold

7x 
LTV/CAC

112 
employees

124,000 
subscribers

NOK 431m 
revenues

22 
markets

Xplora is a leading player of smartwatches for kids, tailor-made to fit 
the needs of children and their parents

Source: Xplora Technologies
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Additional revenue from mobile subscriptions and applications 
Xplora’s business model consists of three product categories (smartwatches, 
connectivity, and applications). The first is the sale of smartwatches, which gives 
Xplora a one-time revenue contribution. The second revenue source is the sale of 
mobile subscriptions. To use the watch as a phone, the customer needs to 
subscribe to a mobile subscription from either Xplora or another telecom operator. 
By offering mobile subscriptions, Xplora builds a base of recurring revenues. Lastly, 
Xplora has developed a range of proprietary software applications that reward kids 
for physical activity. This is also a source of recurring revenues for the company.

Going forward, Xplora will begin to bundle its mobile subscriptions with different sets 
of applications. The bundles will have different prices depending on the amount of 
applications/content included in the package. Xplora’s applications can also be 
bundled together with a mobile subscription from another telecom operator. This 
means that Xplora can earn recurring revenues from customers even when the 
watch is not sold with a mobile subscription from Xplora.

Xplora’s products can be divided into three different categories 

Source: ABG Sundal Collier, Xplora. *Xplora has communicated a +50% gross margin for its mobile subscriptions, but we think +70% could be 
achievable long-term.

Xplora’s new pricing model will bundle mobile subscriptions with 
Xplora’s proprietary applications

Source: Xplora Technologies

Smartwatches Mobile subscriptions Applications

ASP/ARPU

Gross margin

Sales channels

Product 
description

Illustration

+80%

Retail, Online, & Telco

+30%

NOK 800-900

Retail & Online Retail, Online, & Telco

+70%

NOK 90-100 per month Unknown

Kids smartwatches
securing safe digital 

onboarding

Cellular subscriptions that
enable parents and kids to 
communicate in a safe way

Safe and fun applications that
make physical acitivity more 

attractive

Categories
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Norway and Germany are the company’s two largest markets, respectively 
contributing to 38% and 41% of group revenues in 2021. The company has 
managed to accomplish an impressive CAGR of 188% from 2018 to 2021. For 
2022, the company is guiding for revenue growth of at least 50%, which would 
mean revenues of ~NOK 650m or more.

Xplora has achieved an impressive CAGR of 
188% since 2018

Source: ABG Sundal Collier, Xplora

Norway and Germany account for ~80% of 
group revenues

Source: ABG Sundal Collier, Xplora

75% of revenues come from the sale of devices, but the company is currently 
heavily focusing on building up its recurring revenue base. From 2018 to 2021, 
Xplora’s ARR has grown at a CAGR of 85%, mostly driven by strong growth in the 
number of mobile subscriptions. Going forward, we expect a higher contribution 
from the company’s proprietary applications as well.

ARR CAGR of 85% from 2018 to 2021

Source: ABG Sundal Collier, Xplora

Devices account for ~75% of revenues

Source: ABG Sundal Collier, Xplora

High LTV/CAC due to ~75% lower CAC than other telcos
Xplora has a low customer acquisition cost (CAC) compared to other telecom 
operators. Xplora’s CAC varies from NOK 200/subscriber to NOK 500/subscriber, 
depending on the country. This compares to a typical CAC for a Nordic operator that 
sell subscriptions for smartphones of NOK 1,000-2,000/subscriber. This means that 
Xplora’s CAC is only ~25% of that of other mobile operators. The low CAC has 
resulted in a very good LTV/CAC for Xplora of 5x in 2020 and 7x in 2021, according 
to the company’s own calculations. The high LTV/CAC means that it is very 
profitable to invest in acquiring new customers.
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Xplora’s CAC is only 25% of the average for the 
Nordic operators…

© 

Source: ABG Sundal Collier, Xplora Technologies, company data

… which leads to a superior LTV/CAC despite 
higher churn

Source: ABG Sundal Collier, Xplora Technologies

In our view, Xplora’s low CAC is likely due to the fact that the children’s 
smartwatches product category is still relatively immature, meaning that competition 
is much lower. In most cases, there will only be one or a few options available to 
choose from in the store. As Xplora’s mobile subscription often is the default option 
available, most parents will likely opt to go with Xplora. Also, as these are first-time 
purchases, the child does not already have a registered number or an established 
customer relationship with an operator.
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Market analysis
Filling an important unmet need in the market
Offering products to ensure a safe introduction to the digital world
In our view, Xplora solves an important need in the market. For a parent to lose 
sight of their child in a crowded place or to be unable to locate their child after they 
have been out playing is a terrifying experience. This is the fundamental need that 
Xplora helps solve: to be able to get in touch with your children when you cannot 
find each other. Also, it enables the child to contact their parents at any time if there 
is something they need help with. The age of smartphones has made us 
accustomed to stay be able to get in touch with anyone at all times. Naturally, 
parents now also expect to be able to contact their own children, in the same way 
they expect to be able to contact others.

Smartphones can obviously address these needs as well, but they also include 
many features that are not safe or suitable for children, such as open internet 
browsing that includes access to violent and/or pornographic material, as well as the 
ability to contact and be contacted by strangers.

Xplora’s smartwatch is a child’s first digital device and is meant to ensure children a 
safe digital introduction. The watches give parents the opportunity to have full 
control over their child’s applications and viewed content, while being able to 
contact and track their children at any time. The watches also limit access to 
applications and online browsing to prohibit children from witnessing damaging 
content (i.e. violence, risk-taking behaviour, sexual content, substance use, etc.). 

Although the watches offer connectivity services, they block all unknown numbers, 
meaning that only devices that have been authorised by a parent are allowed to 
interact with the child. Additional features such as school mode minimise the 
distractions the watch can cause during school. Another advantage of the 
smartwatch is that it is fastened to a child’s arm, making it harder for the child to 
lose it during play.

Xplora’s smartwatch and features

Source: ABG Sundal Collier, Xplora 
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In a 2019 consumer survey performed by Telling Insight on 800 parents in the 
German market, 47% said that the right age for children to get a smartphone was 
between the ages of 7 and 11, while 47% responded that the appropriate age was 
after their kids had turned 12. In our view, this supports the hypothesis that many 
parents are not comfortable with giving kids their own smartphone at a young age. 
When asked whether they would consider buying their kids a smartwatch that could 
be used as a phone in the next year, 76% responded that they were either very 
likely or somewhat likely to buy one.

Half of all German parents think that a child 
should not get a smartphone until age 12

Source: ABG Sundal Collier, Xplora Technologies, Telling Insights. 
Survey of 800 parents in Germany.

76% of German parents says they are somewhat 
or very likely to buy a smartwatch for their kids

Source: ABG Sundal Collier, Xplora Technologies, Telling Insights. 
Survey of 800 parents in Germany.

Better balance between screen time and physical activity
Another key element of Xplora’s value proposition to parents is that it aims to give 
children a better balance between screen time and physical activity. This is done by 
encouraging activity through gamification features and applications. Gamification 
features include stimuli that contribute to making daily activity fun and motivating. 
The key component in Xplora’s gamification features is that children collect points 
for being physically active. Xplora’s applications include fun, outdoor games and 
activities, with the included pedometer tracking the number of steps the kids take. 
The kids are rewarded with one Xplora Coin for every 1,000 steps they take. The 
coins can be used to participate in auctions, improve their avatar or exchange coins 
for gifts and gadgets through Xplora’s GoPlay application.
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GoPlay services can be bought with Xplora Coins

Source: ABG Sundal Collier, Xplora
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Children’s screen time is on the rise
Concerns about children’s screen time has grown in recent years3, and a study from 
2017 shows that an average 8–12-year-old consumes approx. five hours of screen 
media per day4. This is a ~50% increase in only 10 years. We have also found a 
number of other studies from different countries that show a similar result. Children 
spend a lot of time looking at screens and there has been a significant increase in 
the past couple of decades. This development has been worsened by the outbreak 
of COVID-19. A UK survey revealed that nearly two-thirds of parents think their 
children have become less physically active since the start of the pandemic5.  

Rapid increase in internet consumption for 5-15 
year olds…

Source: ABG Sundal Collier, BBC6

59% of UK parents think their kids have become 
less physically active since the pandemic 

Source: ABG Sundal Collier, EE, Opinion Matters Survey (1,002 
parents with children in primary school age surveyed

The same result was confirmed by a recent Canadian study, which showed that only 
~5% of children met combined movement behaviour guidelines during the 
pandemic, in addition to having higher screen time and less time spent outside7. In a 
UK survey by Opinion Matters, most UK parents said they wanted to support 
children with popular physical activities to reduce screentime8. According to the 
same study, ~60% of UK parents said they would feel more comfortable with their 
children being physically active if they had a smartwatch to keep in touch. In our 
view, Xplora is directly addressing this significant and growing problem.

~60% of UK parents would be more comfortable 
with their children being physically active if they 
had a smartwatch

Source: ABG Sundal Collier, EE, Opinion Matters Survey (1,002 
parents with children in primary school age surveyed)

~5% of Canadian children did not meet 
movement behaviour guidelines during the 
COVID-19 pandemic

Source: ABG Sundal Collier, International Journal of Behavioral 
Nutrition and Physical Activity (see footnote 5)

3 Association of Trajectory and Covariates of Children’s Screen Media Time | Media and Youth | JAMA 
Pediatrics | JAMA Network
4 2019-census-8-to-18-full-report-updated.pdf (commonsensemedia.org)
5 EE to offer the Xplora X5 Play children’s smartwatch 
6 https://www.bbc.com/news/health-47026834
7 https://ijbnpa.biomedcentral.com/articles/10.1186/s12966-020-00987-8
8 EE to offer the Xplora X5 Play children’s smartwatch
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https://jamanetwork.com/journals/jamapediatrics/fullarticle/2755656?guestAccessKey=7efc2069-d6e3-41b9-94ae-920053ee288f&utm_source=For_The_Media&utm_medium=referral&utm_campaign=ftm_links&utm_content=tfl&utm_term=112519
https://jamanetwork.com/journals/jamapediatrics/fullarticle/2755656?guestAccessKey=7efc2069-d6e3-41b9-94ae-920053ee288f&utm_source=For_The_Media&utm_medium=referral&utm_campaign=ftm_links&utm_content=tfl&utm_term=112519
https://www.commonsensemedia.org/sites/default/files/research/report/2019-census-8-to-18-full-report-updated.pdf
https://newsroom.ee.co.uk/ee-to-offer-the-xplora-x5-play-childrens-smartwatch-as-research-reveals-nearly-two-thirds-of-uk-parents-believe-their-children-have-become-less-active-since-the-pandemic/
https://ijbnpa.biomedcentral.com/articles/10.1186/s12966-020-00987-8
https://newsroom.ee.co.uk/ee-to-offer-the-xplora-x5-play-childrens-smartwatch-as-research-reveals-nearly-two-thirds-of-uk-parents-believe-their-children-have-become-less-active-since-the-pandemic/
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Addressable market
~45 million children between 4 and 10 in current core markets
In total there are more than 16 million children between the ages of four and ten in 
what we deem to be Xplora’s core European markets today. We define this as the 
Nordic countries as well as the UK, Germany and Spain, with the largest markets 
outside the Nordics. There are 5.7 million children between 4 and 10 In the UK, 5.4 
million in Germany and 3.1 million in Spain. This compares to 2.1 million in the 
Nordics. The market opportunity in the US is even larger, with over 28 million 
children.

There are over 16m children between four and 
ten in Xplora’s core European markets

Source: ABG Sundal Collier, UN. Statistics for 2020.

… and over 28m children in the same age group 
in the US

Source: ABG Sundal Collier, UN. Statistics for 2020.

However, it is also important to keep in mind that although the number of children 
are higher outside the Nordics, the digital penetration rate is lower, so the adoption 
rates for smartwatches are likely to be lower.

NOK 12.8bn addressable market for device sales in current core markets
We estimate the addressable market for Xplora’s smartwatches is NOK 12.8bn in 
Xplora’s current core markets. This estimate is based on the number of children 
between the ages of 4 and 10 (see above). We assume that each device has an 
average lifetime of 3 years, meaning there is a potential to sell 14.9 million devices 
each year. Lastly, we assume an average selling price (ASP) of NOK 858 per 
device, which is in line with Xplora’s ASP in 2021. This is not the retail price, but the 
net revenue that Xplora receives per device sold.

We estimate a potential to sell 14.9m devices 
annually in Xplora’s current core markets

Source: ABG Sundal Collier

… which gives a total addressable market value 
of NOK 12.8bn

Source: ABG Sundal Collier
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Below, we show a detailed breakdown of our estimate for each country and the 
assumptions behind our market estimate.

Market for mobile subscriptions worth NOK 26.5bn
The market for recurring mobile subscriptions is even larger than the market for 
devices. We estimate the market for mobile subscriptions for children’s 
smartwatches is worth NOK 53bn. However, it is important to note that Xplora aims 
to have roughly 50% of its sales through the Telco channel, where the Telco will 
want to sell its own mobile subscription instead of Xplora’s subscription. Therefore, 
we estimate the addressable market for Xplora at NOK 26.5bn. This estimate is 
based on an ARPU of NOK 99/month and a 100% penetration rate among kids 
between the age of four and ten.

Market for mobile subscriptions estimated to be 
worth NOK 26.5bn

Source: ABG Sundal Collier

… of which the US makes up the largest share, 
with 63% of the market

Source: ABG Sundal Collier

Below, we show a detailed breakdown of our estimate for each country and the 
assumptions behind our market estimate.
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Addressable market for children’s smartwatches – detailed breakdown

Source: ABG Sundal Collier, company data

Addressable market - Device sales

Nordics Population 4-10y ('000) Device lifetime (y) Units sold annually ('000) ASP (NOK) Adressable market (m)
Norway 437 3 146 858 125
Sweden 830 3 277 858 237
Finland 419 3 140 858 120
Denmark 427 3 142 858 122
Iceland 31 3 10 858 9
Nordics 2,145 3 715 858 613

Europe excl. Nordics Population 4-10y ('000) Device lifetime (y) Units sold annually ASP (NOK) Adressable market
Germany 5,396 3 1,799 858 1,543
United Kingdom 5,696 3 1,899 858 1,629
Spain 3,142 3 1,047 858 899
Core European markets 14,234 3 4,745 858 4,071

North America Population 4-10y ('000) Device lifetime (y) Units sold annually ASP (NOK) Adressable market
US 28,198 3 9,399 858 8,065
Total North America 28,198 3 9,399 858 8,065

Total core markets Population 4-10y ('000) Device lifetime (y) Units sold annually ASP (NOK) Adressable market
Nordics 2,145 3 715 858 613
Core European markets 14,234 3 4,745 858 4,071
US 28,198 3 9,399 858 8,065
Total core markets 44,577 3 14,859 858 12,749
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In the estimates above, we have not made any assumptions about the potential 
adoption rates. This market estimate only says what the market value would be if all 
children between the ages of 4 and 10 had a smartwatch. This is of course not a 
realistic assumption both because of differences in the parents financial situation as 
well as different views among parents on children’s use of technology.

We also argue that the adoption rate is also not likely to be flat across the age 
group, but more likely to have a distribution that more resembles that of a normal 
distribution, but perhaps with fatter tails. The reason is that we expect some parents 
to wait until their kids are older than four to buy their kids their first smartwatch. 
Also, we expect some kids to move over to their first smartphone before the age of 
ten. As a result, we expect the adoption rate to be highest at the middle of the age 
distribution.

17% penetration in Norway indicate big long-term potential
After being present for five years in the Norwegian market, Xplora has been able to 
achieve an impressive 17% market penetration rate, according to the company. This 
means that of all children between the ages four and 10 in Norway 17% use an 
Xplora smartwatch9. Xplora had several advantages with the timing of its launch in 
the Norwegian market, where it was an early mover at the same time as new 
regulation meant that several competitors had to withdraw their products from the 
market. In addition, the adoption rates for new technology tend to be very high in 
Norway in general. This means that the 17% penetration rate may not be achievable 
in all markets, but we think it does show that there is significant upside potential to 
the company’s current penetration rates across different markets, which are 
substantially lower.

9 Norwegain Xplora subscribers divided by the number of children between 4 and 10 in Norway.

Addressable market for mobile subscriptions – detailed breakdown

Source: ABG Sundal Collier, UN

Addressable market - mobile subscriptions

Nordics Population 4-10y ('000) ARPU (NOK/month) Total market Adressable Adressable market
Norway 437 99 519 50% 260
Sweden 830 99 986 50% 493
Finland 419 99 498 50% 249
Denmark 427 99 507 50% 253
Iceland 31 99 37 50% 19
Nordics 2,145 99 2,548 50% 1,274

Europe excl. Nordics Population 4-10y ('000) Total market
Germany 5,396 99 6,411 50% 3,205
United Kingdom 5,696 99 6,767 50% 3,383
Spain 3,142 99 3,733 50% 1,866
Core European markets 14,234 99 16,910 50% 8,455

North America Population 4-10y ('000) Total market
US 28,198 99 33,500 50% 16,750
Total North America 28,198 99 33,500 50% 16,750

Total core markets Population 4-10y ('000) Total market
Nordics 2,145 99 2,548 50% 1,274
Core European markets 14,234 99 16,910 50% 8,455
US 28,198 99 33,500 50% 16,750
Total core markets 44,577 99 52,957 50% 26,479
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Product and technology
Smartwatches for children 
Xplora’s physical product portfolio mainly consists of smartwatches. Since 2016, it 
has sold ~700,000 smartwatches. The company’s product portfolio consists of three 
different models. It has two watches with telephone capabilities, the X5 Play and the 
XGO2. In addition, it also provides an activity tracker without connectivity services, 
which is called the XMOVE. Apart from the watches, the company also offers 
accessories such as wristbands, screen protectors, and power banks, but this is a 
small part of Xplora’s revenues.

In 2021, Xplora sold ~400k smartwatches, a ~5x 
increase from 2019

 

Source: ABG Sundal Collier, Xplora

Using the Xplora parent app, parents can track 
their kids and administer the smartwatch

 

Source: ABG Sundal Collier, Xplora

Xplora X5 Play and XGO2: Most sold products 
Xplora 3S was Xplora’s first smartwatch that accessed telephone services and had 
great success as an affordable and robust smartwatch for children. Xplora 3S has 
now been replaced with the XGO2 and X5 Play. X5 Play was released in 2020 as a 
premium replacement for the Xplora 3S. Meanwhile, Xplora XGO2 was released in 
2021 as an “entry level model”, i.e. it is a lower-priced model than the X5 Play, but 
still has many of the same features and applications.
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In addition, Xplora offers XMOVE, which is an activity tracker that does not have 
connectivity services but offers access to the same features as X5 Play and XGO2. 
This gives Xplora access to the part of the market for those who do not need a 
phone, but just want an activity tracker.

Certain features available in all the watches
Overall, Xplora X5 Play and XGO2 offer several of the same features. Both watches 
have the optimal features of a phone without access to browsing the internet or 
social media. All three watches have GPS location tracking that displays children’s 
locations on the parent’s Xplora app. In addition, the watches have school-mode to 
disable interactive features in class to avoid any disruption in school hours. All 
watches also feature a pedometer, allowing children to collect Xplora Coins during 
physical activity.

Next generation smartwatches to be launched in 2022
In 2022, Xplora will launch the next generation of its of its smartwatches with the X6, 
XGO3 and X6 Pro models. The X6 replaces the premium X5 Play model and the 
XGO3 will replace the entry-level model XGO2. The X6 Pro is a completely new 
product for the high-end category and extends the company’s range of 
smartwatches with telephone capabilities from two to three models. The X6 Pro 
comes with some premium features such as a high-resolution AMOLED screen.

Xplora offers three different smartwatch models
V  

Source: ABG Sundal Collier, Xplora

~USD 170 ~USD 120 ~USD 60

Smartwatches Activity tracker
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Mobile subscriptions 
Increasing market penetration by offering its own mobile subscription 
In 2021, Xplora acquired Xplora Mobile Holding as an initiative to increase its share 
of value creation and develop a base of recurring revenues. Xplora now offers its 
own mobile subscription that can be purchased together with the watch when you 
buy it online or through a retailer. All the subscriptions include usage of calls, 
messages and data traffic. The price ranges from NOK 109/month for 12 month 
upfront payment to NOK 119/month for monthly invoicing. Xplora has stated that it 
targets +50% gross margin on its connectivity services. But, we estimate that the 
company should be able to achieve a gross margin above 70% over time.

Xplora has 123k subscribers of which 60% are 
from Norway …

Source: ABG Sundal Collier, Xplora

We estimate gross margins above 70% for 
Xplora’s connectivity services

Source: ABG Sundal Collier

At the end of 2021, Xplora had approx. 123,000 subscribers, marking a y-o-y growth 
of 61% from 77,000 subscribers at the end of 2020. Currently, Xplora operates as a 
mobile service provider in Norway, Finland, Sweden, Denmark and UK, with a 
penetration of close to 6% in the Nordic markets combined and 17% in Norway. 
Norway accounts for 60% of total subscribers. In the second half of 2022, Xplora will 
launch its mobile subscriptions also in France and the US.

Value-added software applications
Software applications to encourage physical activity
In our view, a key factor that differentiates Xplora’s product from its competitors is 
its provision of value-added services such as Xplora GoPlay. By including value-
added software applications in its offering, Xplora ensures that its watches offer 
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some key features that other watches do not have. In addition, this helps build up a 
base of recurring revenues for the company.

Xplora GoPlay
Xplora’s GoPlay service is an application platform that includes different campaigns 
and events that encourage children towards more physical activity. To motivate the 
children to be more active, they are rewarded with one Xplora coin for every 1,000 
steps they take. These coins can be used at the Xplora Arcade, or to bid for toys or 
other physical items in the GoPlay Store. In the Arcade, children can buy different 
minigames for the price of one Xplora coin. The core content on the platform 
consists of campaigns that Xplora has developed in corporation with international 
partners such as Sony Playstation, Disney, Netflix, Paramount and UNICEF. In 
addition to Xplora coins, other gamification elements that motivate the children 
include leaderboards, team play, tournaments, mini games and badge collection.

Over time, we expect Xplora to introduce a freemium model, where some of the 
content on the platform will be made available to all users, while some will be 
reserved for customers who pay for access to Xplora’s applications.

Below, we show some examples of GoPlay campaigns.

Benfica campaign motivates young football fans to be active
In 2021, Xplora announced it had entered a three-year partnership with Portuguese 
football club Benfica (>50 million fans). The partnership has thus far collaborated on 
“The Benfica Football Campaign”, which gives participants the opportunity towin 
Benfica prizes. To increase your ranking in the competition, you must be actively 
walking. With 1,000 steps equalling one football token, the more tokens you 
manage to collect, the higher you will be on the leaderboard. In addition, the 
campaign partners launched a Benfica Edition smartwatch.

Gamification through Tom and Jerry, and Roblox
Xplora has also announced campaigns with Warner Bros and Roblox. This is part of 
its strategy to integrate games with the GoPlay activity platform. In 2021, it created 
a Tom & Jerry the Movie virtual pinball game. To play the game, kids needed to 
purchase access using Xplora coins. As usual, users needed to walk 1,000 steps to 
receive each coin. In a similar fashion, Xplora will extend its digital world in 2022 
through gamification in partnership with Roblox (>50 million daily active users).

In the GoPlay Store kids can bid for games, 
Lego sets and other toys using Xplora coins…

Source: Xplora Technologies

… or they can use Xplora coins to buy access to 
minigames at Xplora Arcade

Source: Xplora Technologies
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Earn Xplora coins to get access to fun 
minigames

Source: ABG Sundal Collier, company data

Leaderboards also incentivise children to be 
active (Benfica Campaign)

Source: ABG Sundal Collier, company data

Launching Xplora Pay to give children a saving account parents can control
Xplora recently launched Xplora Pay, a digital savings account and payment 
solution that give parents full control over the child’s spending and pocket money. 
Xplora Pay makes it possible for parents to give children a weekly allowance by 
deciding a specific amount on the Xplora parent app that is paid at a specified date. 
The key rationale behind Xplora Pay is to give parents full control of their children’s 
spending. In addition, Xplora Pay allows children to learn why and how to save 
money, as well as creating awareness of their own spending. Accessing their own 
bank account provides children with a glimpse into how banks and savings work 
and gives them a place to save their allowance or money received on their birthday.

Xplora Pay teaches children the value of money and saving

Source: Xplora Technologies
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Service packs that bundles connectivity and value-added services 
Going forward, Xplora will refine its pricing strategy to merge its already existing 
connectivity offering with its software applications such as GoPlay and Arcade and 
Pay. The intention is to bundle different selections of applications in three service 
packs at different price points. How this will eventually be is not completely decided 
yet, but below we show an example that the company has presented of how it may 
package the different applications. When the service packs are launched, Xplora 
intends to offer some sort of free trial period, for example two months, to get new 
customers to test the products.

Xplora’s applications can also be bundled together with a mobile subscription from 
another telecom operator. This means that Xplora can earn recurring revenues from 
customers even when the watch is not sold with a mobile subscription from Xplora. 

Ambitious 2022 roadmap for new applications
Xplora has an ambitious roadmap for its application portfolio in 2022. The focus 
comes as part of Xplora’s new strategy, where the company will change from 
counting on two or three major new software services to offering a broad portfolio 
with a variety of content. As part of this, Xplora plans to deliver several new 
services/applications throughout 2022, such as building your own avatar, virtual pet, 
and Amazon Alexa. 

The applications will also improve the foundation for Xplora’s soon-to-be-launched 
service packs. In addition to developing its own service innovations, Xplora wants to 
have more collaborations to broaden its software portfolio. Having partnerships with 
key brands and IP’s within entertainment is one of the key factors that differentiate 
the company from its competitors, and we therefore think it is very positive that 
Xplora continues to focus on the strategy of attracting such partnerships.

Soon launching three service packs in various price ranges and 
content

Source: Xplora Technologies
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2022 roadmap for new software applications…

Source: Xplora
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Go-to-market strategy 
Xplora has three distribution channels
Three distribution channels: Online, Retail & Telecom
Xplora has three distribution channels that generate product revenues for the 
company: Online, Retail and Telecom. Telecom is the company’s biggest channel 
and the company expects it to generate ~50% of all device sales on average over 
time. The revenues generated by telecoms are mainly from the sale of devices and 
less from services. The reason is that the telecom operators wants to bundle 
Xplora’s smartwatches with their own mobile subscriptions. On the other hand, 
Xplora still aim to sell their value-added applications also through the telecom 
channel. In its two other channels however, Online and Retail, Xplora can drive 
sales from devices as well as their own mobile subscriptions. In total, the company 
expects these two channels to account for ~50% of device sales on average.

Online and retail sales generate most recurring service revenues 
In most cases, Xplora’s smartwatches are sold with a mobile subscription. The 
default option is that all sales through retailers are bundled with an Xplora mobile 
subscription, but the customers always have the freedom to choose a mobile 
subscription from a competitors if they would prefer. Today, 97% of all online and 
retail sales in the Nordics are bundled with an Xplora mobile subscription. All of the 
company’s Nordic retailers currently offer Xplora’s smartwatches together with an 
Xplora mobile subscription.

Telcom’s are an important distribution channel of Xplora’s smartwatches
In most cases sales through telecom operators would only give the company a one-
time revenue, but it is an important distribution channel for sale of devices. 
However, the recently announced distribution agreement with Finnish Telco DNA, 
also included a revenue sharing mechanism, which enables Xplora to also generate 
recurring revenues from the telco channel. However, albeit likely a smaller sum than 
it would have received if it was an Xplora subscription. Xplora also hopes to be able 
to sell its value-added applications through telecom operators and thereby also 
generate recurring revenues from this. We argue that it is advantageous for telecom 
operators to enter agreements with Xplora as this enables them to build customer 
relationships with new customers at a very young age and at a low customer 

Distributed through three sales channels….

  

Source: ABG Sundal Collier, Xplora
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acquisition cost. If it is able to extend these customer relationships after the kids 
move over to their first smartphone, the lifetime value (LTV) could be very high.

Strong and growing distribution network with ~80 partners in 22 markets
Xplora exited 2021 with 80 retail and distribution partners spread across 22 different 
markets in Europe and North America. Below, we show an overview of some of the 
key partners in different markets.

Tried and proven go-to-market strategy
A five-step process to enter new markets 
Xplora has established a five step go-to-market strategy to follow when it enters 
new markets. The strategy is slightly time-consuming but gives the company an 
advantage to map market demand, competitors, and limit costs related to 
unforeseen events (i.e., less successful expansion).

Overview of some key distribution partners in some of Xplora’s core markets

 

Source: ABG Sundal Collier, Xplora

Xplora’s go-to-market strategy

Source: ABG Sundal Collier, Xplora Technologies
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1) The first phase of the process comprises planning, technical preparation, and 
approaching influencers and other partners for the initial introduction. 

2) During the second phase, Xplora launches its products online to get market 
feedback and adjust its offering and communication to the market and its 
consumers. The online launch usually last between 4 and 6 months, but there 
have been delays and longer processes during COVID, according to the 
company. 

3) After collecting market feedback and adapting to new circumstances, Xplora 
adds retailers, rolls out products, and increase its marketing. 

4) The fourth step includes attracting its first major telecom deal. Telecom 
homologation processes are thorough, and usually occur over 6-9 months. 

5) The company then focuses on growth through mass marketing and a broad roll-
out (step 5). 

The company says this process has proven quite successful, giving it the 
opportunity to adjust its offering to different markets and consumers. Currently, it is 
only Norway that has made significant progress within the fifth step of the process, 
while Germany is now at the beginning of the fifth step. Meanwhile, Xplora has just 
entered step four in the UK with the signing of EE (see more below). In France, 
Canada, the Czech Republic, Poland, Italy, Croatia and the US, Xplora is only 
present through online channels as of 2021. we expect it to also launch physically in 
some of these markets over time, in line with the company’s go-to-market strategy. 

Major milestone in the UK with EE agreement
Distributed in 500 retail outlets & online channels in the UK 
In February 2022, Xplora signed a partnership with EE, part of BT´s Consumer 
Business unit. In the press release, EE highlighted that the reason for partnering 
with Xplora is that it sees value in Xplora motivating children to be active. It 
referenced a recent survey that revealed that two-thirds of UK parents feel their 
children have become less active since COVID began10. EE is the largest mobile 
communications company in the UK and has more than 26 million subscribers. This 
is a major milestone for Xplora and guarantees that EE will distribute the Xplora 

10 EE to offer the Xplora X5 Play children’s smartwatch

Xplora’s market presence by channel and stage

Source: Xplora 

https://newsroom.ee.co.uk/ee-to-offer-the-xplora-x5-play-childrens-smartwatch-as-research-reveals-nearly-two-thirds-of-uk-parents-believe-their-children-have-become-less-active-since-the-pandemic/
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X5P through 500 retail outlets and online channels nationwide. The watches sold 
through EE are bundled with an EE subscription plan.

Nearly six million children in the UK
The addressable market for Xplora in the UK is nearly six million children. Xplora 
was introduced to the UK market 3 years ago through retail and online channels. As 
a result of the pandemic, Xplora’s expansion has faced multiple delays, according to 
the company. The distribution through EE is an important advancement in Xplora´s 
go-to-market strategy and brings Xplora to step four in its expansion to the UK.

Securing the top spot in EE’s online shop
When you visit the smartwatch category within EE’s online shop, the Xplora logo is 
presented at the top along with Apple and Samsung, the two global leaders in 
consumer electronics. The fact that EE has given Xplora this premium spot on its 
webshop is a very good sign, in our view. First, it shows that this is an important 
agreement for EE as well, and that EE is putting a lot of focus on its distribution of 
the Xplora watches. Secondly, with a spot like this, Xplora should definitely begin to 
see sales from the EE webshop.

Another factor supporting our view that the EE partnership could drive significant 
sales for Xplora is that the watches are sold with a very affordable payment plan. 
Parents can purchase a mobile subscription for only GBP 12/month and get the 
watch for free.

Xplora’s brand and products are promoted at the top of EE’s webshop for smartwatches

Source: EE

Affordable payment watch plans indicate large growth potential

Source: ABG Sundal Collier, EE
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Launching own connectivity services in the UK 
In April 2022, Xplora announced a partner wholesale agreement with IQ Mobile Ltd, 
a UK Mobile Virtual Network. The agreement allows Xplora to launch connectivity 
services in the UK and enables it to build up a recurring revenue stream also in the 
UK market. This marks the UK as the first market, outside the Nordics, in which 
Xplora has become a mobile service provider. This service is now live and 
customers can choose an Xplora subscription when they buy a watch online or 
through a retailer in the UK.

Xplora’s competitors are also distributed by several large telecom operators
The market for smartwatches is competitive, with several well-established market 
players. Although Xplora is the only children’s smartwatch that is distributed on EE’s 
channels, it has several competitors in the UK market. Spacetalk is one of Xplora’s 
biggest competitors and is, similar to Xplora, distributed by one of the four largest 
telecom operators in the UK.

Next stop: the US
Expansion in the US is a key focus area for 2022
A key focus area for Xplora in 2022 is to establish itself in the large North American 
market. The company is currently in the second phase of its expansion in the US, 
and it says it is building on the momentum from markets going back to normal after 
the pandemic. The company initiated its first online launch in the US by launching 
Xplora X5 Play on Amazon. Although the expansion is still in an early phase, we 
believe the company is taking the appropriate steps to lay the foundation for a larger 
market presence in the US.

Online sales launched in three retail chains, incl. Walmart and Target
In April 22, Xplora announced an online distribution agreement with Walmart. The 
agreement is for the distribution of the X5 Play, XGO2, and XMOVE digitally on 
Walmart.com. Walmart is one of the world’s largest retailers and has approx. 100 
million monthly visitors on its website. Before signing this agreement, Xplora’s 
products were only available through Xplora’s own webstore and Amazon, so this 
agreement has the potential to significantly increase Xplora’s distribution in the US. 
In the longer term, it is also possible that Xplora would be included in Walmart’s 
physical stores if it proves successful on the online store.

In our view, it is a difficult to analyse how impactful this partnership is likely to be. 
On the one hand, Walmart is a very large retailer that could drive substantial volume 
growth. On the other hand, there are many different providers of kids smartwatches 
and it is therefore difficult to say whether consumers will choose an Xplora watch 
over a competitor. In our view, the listing on Walmart alone is not likely to be 
enough; the firm also needs to do targeted marketing towards US parents to capture 
a large share of this market. On the other hand, if it is able to capture just a small 
share of this market, it could still be a meaningful revenue contributor given the size 
of the US market.

On 23 May 2022, Xplora announced that online sales through target.com were live. 
This is another milestone agreement for the company in the US. As with Walmart, 
there are also other kids smartwatch brands available on Target’s webshop, but 
there are fewer models displayed there and it is therefore easier for consumers to 
identify Xplora’s watches, in our view.

In May 2022, Xplora also announced that it had received its first order for delivery of 
smartwatches to a major US consumer electronics retail chain. The retailer will list 
the full range of Xplora’s smartwatches in its online store. Xplora also recently 
established an office in New York and says it will continue to actively pursue 
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broader distribution in the US market. Combined, these three agreements should 
begin to meaningfully contribute to the company’s revenue growth already in 2022. 
If it is able to combine these listings with some smart and targeted marketing efforts, 
we think that Xplora could be set for a good start in the US market.

Connectivity offering to be launched in the US in H2’22
In the second half of 2022, Xplora will launch its connectivity services in the US. 
This will enable customers that purchase an Xplora smartwatch through Xplora’s 
own webshop or a retailer to bundle this with an Xplora SIM card.

Next step is to launch connectivity services in Germany 
Xplora has already established a solid market position in the German market and  
Germany accounted for 41% of group revenues in ‘21. Xplora has a well-
established collaboration with German telecommunications company Deutsche 
Telekom, which distributes Xplora’s smartwatches in the German market. Deutsche 
Telekom is the largest telecommunication provider in Germany, with more than 500 
stores and is an important partner for Xplora in the German market. Xplora has not 
yet launched its own mobile subscription in Germany, so there are currently no 
recurring revenues generated from the German market. However, due to Germany 
being an important market for Xplora, we expect the company to launch its 
connectivity services there in the near future.

Germany is Xplora’s largest market and a likely to be among the next 
countries where Xplora launches its connectivity services

Source: ABG Sundal Collier, Xplora
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Competitive landscape

Smartwatches with and without telephone capabilities 
Although it is still a relatively young market, several players have already 
established positions. In order to make an apples-to-apples comparison, we divide 
the market in two: smartwatches with and without telephone capabilities. The 
reason is that we think these are two very different customer use cases, and that 
parents who are looking for a watch with telephone capabilities will not consider a 
product lacking this feature, and vice versa. Xplora’s main focus area is 
smartwatches with telephone capabilities and we therefore view the players in this 
market as its most relevant competitors.

Several suppliers of activity trackers without telephone services 
The market for activity trackers without telephone capabilities in general have lower 
prices compares smartwatches with telephone capabilities. The market seems to be 
quite competitive with several established players. Most of the watches offer 
learning games and cameras to entertain children and make learning a fun activity. 
As this is a different niche than Xplora’s core market segment, we do not view these 
products as important competitors for Xplora.

Activity trackers without telephone capabilities

Source: ABG Sundal Collier, Fitbit, Garmin. Vtech, Playzoom

Company

Products

GPS

Battery life

Applications

Robust/High quality

Pedometer

Fitbit Garmin 

Class Mode

SafeZones

Price

5 days

USD 70

FITBIT ACE 2 Garmin Vivofit Jr. 3

No charging

USD 105

Activity trackers without telephone capabilities

Vtech

kidizoom dx2

1-3 days

USD 70

Playzoom

USD 30

Playzoom

48h
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Xplora has a strong product that can match the best of its competitors
As seen below, there are several competing providers of smartwatches with 
telephone capabilities. However, Xplora’s watches stand out as among the best in 
terms of physical attributes, with long battery life, Class Mode, SafeZones and 
music streaming. Class Mode is an application that limits features during school 
hours, allowing children to focus and not get distracted by the watch. Meanwhile, 
SafeZone is a feature that permits parents to establish zones where the child can 
move freely. The feature allows parents to get an alert on the Xplora app when the 
child enters and leaves the determined SafeZone. The X5 Play does, however, lack 
the possibility to make video calls, which some competitors have. 

In our view, a key feature that distinguishes Xplora from its competitors are its 
proprietary value-added applications. In our view, this is a key differentiator that is 
only going to become more important as Xplora continues to develop its application 
portfolio (read more in the product and technology chapter).

In terms of pricing, the X5 Play is priced in line with the Vodafone Neo and the 
TickTalk 4, but is more expensive than the Spacetalk Adventurer and the 
PTHTECUS 4G. Xplora also offers its entry-level XGO2 model, however, which it 
sells for USD 120, in line with the most reasonably priced models. In other words, 
Xplora’s prices appear more than competitive compared to other watches.

Apple Watch: A competitor, but an expensive one
Same functionalities as Xplora, but higher price and not tailored to children
There is no doubt that the Apple watch also could be a competitor to Xplora. Apple 
is a leading technology company, and its smartwatches are one of the most sold in 
the world. The Apple and Xplora watches are quite similar in terms of core 
functionality as they both offer location and GPS availability, exercise challenges, 
games, phone, content & privacy restrictions, etc. However, the biggest difference 

The Xplora X5 Play compared to other smartwatches for kids (with telephone capabilities)

 

Source: ABG Sundal Collier, Xplora, Spacetalk, PTHETCHUS, Easymaxx, Vodafone, Ticktalk
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Waterproof (IP67)

Pedometer

Xplora

Class Mode

SafeZones

Price

Streaming music

36h

USD 170

24-48h

USD 100

40h

USD 32

Easymaxx kids PTHTECHUS 4GX5 PLAY Spacetalk Adventurer

36h

USD 120

Spacetalk PTHTECHUS EASYmaxx

Neo

Vodafone

USD 150

24h

Ticktalk

TickTalk 4 

62h

USD 190
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between the two products is that the Apple Watch is not specifically made as a 
children’s watch and therefore has a much broader spectre of functionality, while the 
Xplora Watch is tailor-made to be suitable for a child. 

Apple Watch is twice as expensive as an Xplora watch
The disadvantage of using the Apple Watch as a smartwatch for kids is that since it 
was made for adults, you are paying for a lot of additional functionality that that the 
child will never use. The Apple Watch is significantly more expensive than Xplora. 
An Apple Watch with phone functionality has a price range of USD 300-500 per 
watch. For comparison, Xplora’s watches have a retail price of USD 150-200. For 
most consumer groups, we argue that the Apple Watch is likely to be too expensive 
and the Xplora Watch is likely to offer much more value for money. However, some 
consumer will likely always choose Apple simply for the brand value.

Apple Watch needs to be manually configured to be child-friendly
We argue that Xplora has some advantages over the Apple Watch because it 
delivers a product that is tailor-made for children. This compares to the Apple 
Watch, where the parents need to manually configure the product to safeguard the 
use of the device. The parents need to manually limit screen time, block explicit 
content, set-up restrictions, schooltime and communication (e.g., who the family 
member can contact).

Making the Apple Watch child-friendly is possible to do and not that difficult, but the 
process requires multiple steps and may be time-consuming. Most of the 
configurations that need to be made are available under the same tag in Settings. 
As a result, we think it should be manageable for most parents, also those that are 
less technically adept. Secondly, Apple offers an easy step-by-step guide that helps 
parents set the restrictions they want to have for their child. One of the features that 
can be installed on the Apple Watch to make it more child-friendly is a special web 
browser that is designed to only display child-friendly content. 

For some parents, the uncertainty of whether they can correctly configure the 
product may hold them back from choosing the Apple Watch, in our view. Hence, for 
many it will likely be more convenient to choose Xplora over Apple. 

Quick overview of Apple vs. Xplora 

Source: ABG Sundal Collier, Apple, Xplora

APPLE WATCH SE

18h battery life

USD 400

Manual configuration

36h battery life

USD 200

A final product

Xplora X5 PLAY
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Multiple steps to configure an Apple Watch to be child-friendly

Source: ABG Sundal Collier, Apple 

1.

2.

3.

4.

5.

6.

Content & Privacy Restrictions

Prevent iTunes & App Store purchases

Prevent explicit content & web content

Restrict Game Center

Set up Sceentime (Schooltime, Downtime, App Limits, etc.)

Set up trusted contacts
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More than meets the eye
Until now, Xplora’s focus has been on children’s smartwatches as well as 
associated software applications and connectivity services. In the longer term, 
though, we see potential for the company to expand its offering beyond this niche to 
include products for other segments.

Potential to apply tech platform to new products
Xplora has developed it own proprietary software platform, which is the foundation 
for its children’s smartwatches. We also see potential for this technology platform to 
be used as the basis to create other products.

Potential to expand in the wearables category
Examples of such new products could be wearables for other consumer groups. 
One idea would be to create general adult smartwatches. The global market for 
Bluetooth-enabled smartwatches is expected to more than double over the coming 
years, from ~100m devices sold in 2021 to 210m devices sold in 2026. This is a 
highly competitive category, however, meaning that Xplora would likely need to 
invest heavily in sales and marketing to build a significant market position.

The sale of smartwatches are expected to 
double from ’2021 to 2026…

Source: ABG Sundal Collier, Bluetooth SIG 2022 Market Update, ABI 
Research

... while fitness trackers (activity trackers) are 
expected to see more moderate growth

Source: ABG Sundal Collier, Bluetooth SIG 2022 Market Update, ABI 
Research

It is even more likely, in our view, that Xplora will continue is successful strategy of 
selecting specific niches where it can differentiate itself by creating a product tailor-
made to the needs of that specific customer group (as it has done with kids 
smartwatches). One example of such a niche market could be wearables 
specifically tailored to the needs of elderly or people with disabilities. Creating a 
product for these customer groups requires the same focus as creating a 
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smartwatch for kids. These customer groups do not necessarily need products with 
a wide variety of features, but rather one that is very good at a few core features, 
i.e. communicating with family/friends and monitoring specific health indicators.

A key advantage for Xplora, in our view, is that it can leverage its brand as a safe 
provider of children’s smartwatches in other niches. If a person already trusts Xplora 
to keep track of their kids, for example, it is likely that they would also trust Xplora to 
watch over their elderly parents.  over

… or into consumer asset-tracking devices
Consumer asset-tracking devices such as Tile or Apple Airtag is a relatively new 
category, but one that is seeing significant growth. A growing number of consumers 
are attaching Bluetooth tags to personal items such as keys, wallets and purses so 
as to help them find lost or misplaced items. This is still a relatively young category 
with plenty of room to grow in the coming years. On top of this, the global 
semiconductor shortage has also held back growth over the last year. In our view, 
there are two factors that make consumer asset-tracking an interesting product 
category for Xplora. First, much of the key technology is similar to what Xplora 
already does today (a precise location tracker is one of the key features of its 
smartwatches). Second, consumer asset-tracking devices represent a 
complementary product category to Xplora’s smartwatches, meaning that they could 
be bundled with smartwatches or upsold to both existing and new customers.

By 2026, ABI Research forecasted that annual shipments of Bluetooth-enabled 
asset-tracking devices will grow to 350m, up from 128m in 2021. Of this, ABI 
Research expects consumer asset-tracking devices to account for 40%, or 140m 
devices.

Shipments of Bluetooth-enabled asset trackers 
expected to increase almost three-fold by 2026

Source: ABG Sundal Collier, Bluetooth SIG 2022 Market Update, ABI 
Research

… of which 140m devices will be consumer 
asset trackers

Source: ABG Sundal Collier, Bluetooth SIG 2022 Market Update, ABI 
Research

Another niche area that Xplora could expand into would be trackers for pets. This is 
an area that  would likely resonate with consumers’ perception of the Xplora brand, 
in our view. After all, customers that trust Xplora to watch over their children would 
likely feel similarly about their pets. A pet tracker could leverage Xplora’s existing 
precise location tracker technology, and as with a consumer asset tracking device, 
Xplora could leverage its existing customer base and sell the pet tracker to its 
existing smartwatch customers as well as new customers. For all the reasons 
above, we think that Xplora also has the potential to do well in pet tracking. 
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Following the customer in their next chapter
Introducing the children also to their first smartphone
One limitation of Xplora’s current business model is that it loses its customers as 
soon as they (i.e. children) are old enough to get their first smartphone. As such, 
there is a limitation to the lifetime value of each customer relationship. Going 
forward, we think that Xplora will look for new products that enable it to retain users 
as they age and e.g. become old enough to buy their first smartphone.

For example, Xplora has begun to sell selected iPhone and Samsung phones on its 
webshop. These are it bundles with Xplora mobile subscription, and the customer 
also gets a free XMOVE activity tracker as a part of the package. With this initiative, 
Xplora can extend the lifetime of relationships with customer also after the child 
moves on to their first smartphone. Through the activity tracker, the child can still 
access Xplora’s GoPlay activity platform and participate in GoPlay campaigns. In 
addition, children who previously had an Xplora smartwatch can transfer their 
collected Xplora Coins to the new activity tracker.

Accelerate the strategy of increasing LTV/CAC
We argue that Xplora has a competitive advantage with its aim to bundle an Xplora 
mobile subscription together with its smartwatches. The strategy contributes to 
acquiring customers with a high lifetime value (LTV), as Xplora’s mobile subscription 
can be transferred to a smartphone when it is time to give children their first 
smartphone. This could create strong customer relationships. With this in mind, we 
expect that Xplora’s strategy will decrease Xplora’s CAC (customer acquisition 
cost). Hence, Xplora can accomplish a potentially high LTV/CAC.

 Third-party licensing – a fourth revenue stream
Opening up its application ecosystem to other companies
As a fourth revenue stream, the company is exploring its opportunities for third-party 
licensing of its software services. The intention is for Xplora to enter partnerships 
with companies outside Xplora’s smartwatch reach. This will allow other companies 

Bundling  an Xplora subscription with smartphones enables Xplora to capture a larger share of 
the lifetime value of the customer

Source: ABG Sundal Collier, Xplora Technologies

NOK 2,490 + Xplora subscription

Samsung A22 5G + XMOVE Samsung Galaxy XCover 5 + XMOVE

NOK 3,499 + Xplora subscription
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to leverage Xplora’s software platform. With this, Xplora would be able to reach an 
even larger number of consumers with its software services and thereby further 
expand its recurring revenue base.

Xplora aims to open up its software application portfolio to other wearables 
producers. This could, for example, mean that other producers of wearables could 
license the GoPlay service on a Software-as-a-Service (SaaS) model. It could also 
mean that the user base could be extended to include friends and family members 
of kids using Xplora smartwatches.

2021 marked Xplora’s first third-party software integration
In Q1’21, Xplora completed its first pilot project with 360 Kids Guard, a Chinese 
smartwatch company, that allowed more than 60,000 users to connect with Xplora’s 
GoPlay service. This marks the beginning of Xplora’s aim to enter third-party 
licensing with global partners and will likely contribute to increase the company’s 
recurring revenues. 
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Estimates

We forecast a 32% revenue CAGR until 2025e
We forecast sales of smartwatches to grow by 19% y-o-y in 2022e to 470k units. 
This compares to 395k watches sold and growth of 83% y-o-y in 2021. The reasons 
that we expect growth in device sales to be lower in 2022e than in 2021 is because 
of a) reduced consumer sentiment for consumer electronics, which we think will put 
pressure on demand growth in 2022e, and b) a much higher base, which means 
that it is difficult to achieve the same y-o-y growth. Xplora has already reported 
Q1’22, which showed an 18% decline in device sales to 51k units. Going into the 
second half of the year, however, we expect growth to pick up, driven by the fact 
that Xplora has expanded its distribution network significantly, especially with the 
EE agreement in UK and several online distribution agreements in the US (including 
those with Walmart and Target). For H2’22e, we forecast a 32% growth in device 
sales compared to H2’22e. Like all consumer electronics, sales of smartwatch 
exhibit great seasonal variations, with Q4 being the seasonally strongest quarter.

We forecast watch sales to grow by 19% in 
2022e and at a 27% CAGR until 2025e

Source: ABG Sundal Collier, Xplora Technologies

Sale of smartwatches have significant seasonal 
variations with Q4 being the strongest quarter

Source: ABG Sundal Collier, Xplora Technologies

It usually takes some time from when a new distribution agreement is signed until 
the company begins to see the full effect in terms of sales. Hence, we think that the 
aforementioned distribution agreements will likely not contribute with full effect until 
2023. This means that as we go into 2023, growth is likely to accelerate on both thef 
full effect of the new distribution agreements as well as easy comps compared to 
2022. We therefore forecast 36% growth in device sales in 2023e. In total, we 
forecast device sales to grow at a CAGR of 27% until 2025e.

We assume that 22% of all devices sold result in a (gross) new subscriber to 
Xplora’s mobile subscriptions. This is in line with the average of 2020 and 2021. As 
a result, we forecast the number of mobile subscribers outgrowing device sales in 
2022e with 45% y-o-y growth to 178k subscribers. In total, we forecast the number 
of mobile subscribers to grow at a 38% CAGR until 2025e.
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We assume that 22% of all watch sales are 
converted into a new mobile subscriber

Source: ABG Sundal Collier, Xplora Technologies

We forecast the number of mobile subscribers 
to grow at a 38% CAGR until 2025e

Source: ABG Sundal Collier, Xplora Technologies

We forecast 2022e sales of NOK 554m, which would correspond to y-o-y growth of 
28% from NOK 431m in 2021. This compares to the company’s guidance of more 
than 50% y-o-y, which would correspond to revenues of NOK 650m or more. In 
other words, there is significant upside potential to our estimates if the company is 
able to deliver on its own guidance. In total, we forecast revenues to grow at a 
CAGR of 32% from 2021 to 2025e.

We forecast revenues to grow at a CAGR of 32% 
from 2021 to 2025e

Source: ABG Sundal Collier, Xplora Technologies

We forecast 28% growth y-o-y for ‘22e, which 
compares to the company’s guidance of +50%

Source: ABG Sundal Collier, Xplora Technologies
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We forecast a 45% gross margin in ’22-‘23e
Xplora has two different product areas with different gross margins. For devices, 
Xplora targets a gross margin of 30%, while we estimate that it has a gross margin 
of over 70% within service revenues (mobile subscriptions and value-added 
software applications). Xplora acquired the mobile subscription business in 
Q2’2021. As a result, the gross margin profile of the business changed. So for 
forecasting purposes, it is therefore most relevant to focus on the gross margin that 
Xplora has achieved since Q2’21 – 48%.

We forecast a 45% gross margin in ’22-‘23e, 
down from 48% last 12 months

Source: ABG Sundal Collier, Xplora Technologies

… which gives a 32% gross profit CAGR until 
2025e

Source: ABG Sundal Collier, Xplora Technologies
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Key assumptions
Device sale Q1'22 Q2'22e Q3'22e Q4'22e 2019 2020 2021 2022e 2023e 2024e 2025e
Devices sold ('000) 51 85 125 209 74 216 395 470 638 804 1,012
Growth, y-o-y -18% 7% 41% 27% 192% 83% 19% 36% 26% 26%
Unit growth, y-o-y ('000) -11 6 36 44 142 179 75 168 166 209

ASP (NOK/watch) 782 790 855 871 785 884 860 843 863 863 863
ASP change, y-o-y -5% -9% -2% 1% 13% -3% -2% 2% 0% 0%

Revenue from device sales 40 67 107 182 58 191 340 396 550 693 874
Device revenue growth (y-o-y) -22% -2% 38% 28% 229% 78% 17% 39% 26% 26%

Mobile subscriptions Q1'22 Q2'22e Q3'22e Q4'22e 2019 2020 2021 2022e 2023e 2024e 2025e
Gross subscriber growth ('000) 11 21 33 33 24 50 74 98 138 177 227
New subscribers/unit sold 23% 25% 26% 16% 32% 23% 19% 21% 22% 22% 22%

Churn ('000) -10 -10 -11 -13 -8 -16 -28 -43 -63 -88 -117
Churn (%) -8% -8% -8% -8% -42% -44% -37% -35% -36% -35% -34%

Net subscriber growth 2 11 22 20 16 35 46 55 74 89 110
Net subscriber growth (p-o-p) 1% 9% 16% 13% 79% 99% 60% 45% 42% 35% 32%

Subscribers ('000) 124 136 158 178 35 77 123 178 252 341 451
Growth, y-o-y 55% 44% 43% 45% 77% 119% 60% 45% 42% 35% 32%

ARPU (NOK/month) 91 93 93 93 96 92 93 93 93

Recurring revenues 34 36 41 47 2 5 91 158 232 319 425
Recurring revenue growth y-o-y 50% 35% 39% 127% 1668% 74% 47% 38% 33%

Recurring revenue share 45% 35% 28% 20% 0% 3% 21% 28% 30% 32% 33%

ARR 135 152 176 198 134 198 282 381 503
ARR growth (y-o-y) 34% 48% 48% 42% 35% 32%
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For ‘22-‘23e, we forecast a 45% gross margin rising to 46% in ‘24-‘25. This is lower 
than the 48% gross margin that Xplora has achieved in the last 12 months. We 
assume a slightly lower gross margin going forward because we assess that the 
realised margin on smartwatch sales has been higher than the company’s target of 
30%. In future, however, we fear that higher component prices may lower this 
margin back to the targeted 30%. Also, since the company’s ambition is to have a 
30% gross margin and not more, we think Xplora will prioritise discounts to retailers 
in new markets to stimulate sales over an above-target gross margin. With this 
assumption, we forecast a gross profit CAGR that is in line with the estimated 
revenue CAGR of 32% until 2025e.

We forecast a 65% EBITA CAGR from 2021 to 2025e 
We estimate a 28% opex CAGR from 2021 to 2025e
We expect the company to continue to invest in its organisation, both to accelerate 
the growth in existing smartwatch business, but also to expand its product portfolio 
in the longer term. We assume that the company will hire roughly 50 new people 
each year, corresponding to a 46% annual growth in the number of employees from 
2021 to 2023e. The increase in personnel expenses is the main driver behind our 
expectation of a 28% opex CAGR from 2021 to 2025e.

We forecast the number of employees to grow at 
a 46% CAGR from 2021 to 2023e

Source: ABG Sundal Collier, Xplora Technologies

… and be the main contributor to a 28% opex 
CAGR until 2025e

Source: ABG Sundal Collier, Xplora Technologies

A key element in other opex is external marketing spend, which is something the 
company can adjust on relatively short notice. This means that if demand is reduced 
and returns on marketing spend retreat, we would expect the company to reduce its 
marketing spend. As our revenue forecast for 2022 is below the company’s 
guidance, we forecast lower opex growth than we would have if we assumed that 
the company would meet its revenue guidance. This means that if the company 
achieves its sales guidance, we also expect marketing spend to be higher than we 
have assumed in our estimates.

Revenue growth and scalability will drive a 65% EBITA CAGR until 2025e
We forecast EBITDA to grow at a 59% CAGR until 2025e. However, a better metric 
for investors to focus on is EBITA (EBITDA minus depreciations not related to 
previous acquisitions), which we expect to grow at a 65% CAGR until 2025e and 
reach NOK 97m in 2025e.
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We forecast a 59% EBITDA CAGR

Source: ABG Sundal Collier, company data

… and 65% EBITA CAGR until 2025e

Source: ABG Sundal Collier, company data

Below, we show our full profit and loss estimates as well as historic financials.

We expect Xplora to be break-even in terms of cash flow 2023e onwards. On our 
estimates, the company is fully funded to achieve the growth that we forecast over 
the coming years. Whether the company will require additional funding, however, 
will to some degree depend on how hard it wants to hit the accelerator to reach its 
growth ambitions.
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Profit and loss estimates

Source: ABG Sundal Collier, company data

NOKm
Profit and loss Q1'22 Q2'22e Q3'22e Q4'22e 2019 2020 2021 2022e 2023e 2024e 2025e
Sale of watches 40 67 107 182 58 191 340 396 550 693 874
Recurring service revenues 34 36 41 47 2 10 92 158 232 319 425
Revenues 74 103 148 229 61 200 431 554 782 1,013 1,299
Revenue growth (y-o-y) 37% 11% 37% 30% 0% 228% 115% 28% 41% 29% 28%

Cost of goods sold -33 -53 -83 -133 -57 -141 -235 -303 -433 -552 -701
Gross Profit 41 50 65 96 4 60 196 251 349 461 598
Gross Margin 55% 48% 44% 42% 6% 30% 45% 45% 45% 46% 46%

Personell expenses -15 -23 -29 -32 -9 -27 -72 -100 -151 -207 -268
Other opex -29 -32 -35 -37 -40 -43 -104 -133 -150 -183 -209
EBITDA -3 -6 1 26 -45 -11 19 19 48 71 121
EBITDA margin -4% -6% 1% 12% -74% -5% 4% 3% 6% 7% 9%

Ordinary D&A -2 -2 -2 -3 -1 -2 -6 -9 -15 -19 -24
EBITA -4 -8 -2 23 -46 -13 13 10 33 52 97
EBITA margin -6% -8% -1% 10% -76% -7% 3% 2% 4% 5% 7%

PPA/Goodwill amortizations -10 -11 -11 -11 0 0 -28 -42 -43 -43 -23
EBIT -15 -18 -12 13 -46 -13 -15 -33 -10 9 74
EBIT Margin -20% -18% -8% 6% -76% -7% -3% -6% -1% 1% 6%

Net Financial Items -1 0 0 0 -5 5 0 -1 0 0 0
Pre-tax profit -15 -18 -12 13 -51 -9 -14 -33 -10 9 74
Tax 1 4 3 -3 0 0 0 5 2 -2 -16
Net profit -14 -14 -10 10 -51 -9 -14 -28 -8 7 58

Nr. of shares (period end) 40 40 40 40 40
Options outstanding 0 0 0 0 0
Fully diluted 40 40 40 40 40

EPS reported -0.36 -0.71 -0.19 0.18 1.46
EPS (fully diluted) -0.36 -0.71 -0.19 0.18 1.46
EPS adjusted 0.34 0.35 0.88 1.25 2.03
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Xplora has tended to bind working capital as it builds inventory in tandem with 
growth, and has a lead time on account receivables from customers. However, we 
expect the negative working effect to be smaller in ‘23/’24e than in ‘21/’22. The 
reason is that Xplora has built up significant component inventories to be able to 
achieve revenue growth despite the difficult supply chain situation. At some point, 
we expect these supply chain difficulties to improve, which should mean that Xplora 
can achieve growth without having to continue to increase its inventories at the 
same rate. Secondly, if the share of revenues from mobile subscriptions were to 
increase that would also have a positive effect on working capital. The reason is that 
~60% of all mobile subscriptions are pre-paid (either 12- or 6-months upfront).

Balance sheet estimates

Source: ABG Sundal Collier, company data

Cash flow estimates

Source: ABG Sundal Collier, company data

NOKm
Balance sheet Q1'22 Q2'22e Q3'22e Q4'22e 2020 2021 2022e 2023e 2024e 2025e
Intangible assets 247 242 238 233 7 249 233 200 171 165
Tangible assets 1 1 1 1 0 1 1 1 0 0
Other long-term receivables 0 4 7 4 0 0 4 6 4 -12
Right of use assets 0 0 0 0 0 0 0 0 0 0
Non-current assets 248 247 245 239 7 250 239 207 175 153

Inventory 78 66 119 96 24 82 96 91 86 101
Receivables 55 99 107 135 43 104 135 175 224 285
Cash 133 93 35 54 118 140 54 58 70 94
Current assets 266 258 261 286 185 326 286 324 380 481
Total assets 514 505 507 525 192 577 525 531 555 634

Equity 388 373 364 374 128 401 374 366 373 432
Long-term debt 41 41 41 41 25 30 41 41 41 41
Other non-current liabilities 0 0 0 0 0 0 0 0 0 0
Trade payables 23 28 39 47 20 36 47 61 78 99
Other current liabilities 63 63 63 63 20 110 63 63 63 63
IFRS16 leasing liabilities 0 0 0 0 0 0 0 0 0 0
Total equity and liabilities 514 505 507 525 192 577 525 531 555 634

Net debt (NOKm) Q1'22 Q2'22e Q3'22e Q4'22e 2020 2021 2022e 2023e 2024e 2025e
Interest bearing debt 41 41 41 41 25 30 41 41 41 41
Cash 133 93 35 54 118 140 54 58 70 94
Net debt (net cash) -92 -51 6 -13 -93 -110 -13 -16 -28 -53

NOKm
Cash flow Q1'22 Q2'22e Q3'22e Q4'22e 2019 2020 2021 2022e 2023e 2024e 2025e
Result before taxes -15 -18 -12 13 0 -25 -18 -33 -10 9 74
Paid tax 0 0 0 0 0 0 0 0 0 0 0
Share-based compensation 0 0 0 0 0 0 0 0 0 0 0
D&A 12 13 13 14 0 1 35 51 58 62 47
Changes in provisions 0 0 0 0 0 0 0 0 0 0 0
Change in Working Capital 25 -27 -49 2 0 -7 -45 -50 -21 -27 -55
Cash Flow From Operations 22 -33 -49 28 0 -31 -28 -32 28 44 66

Acquisitions -20 0 0 0 0 0 -77 -20 0 0 0
Capitalized assets -7 -8 -9 -10 0 -3 -12 -33 -25 -32 -41
Cash Flow Investing Activities -27 -8 -9 -10 0 -3 -89 -53 -25 -32 -41

Free cash flow -6 -41 -57 19 0 -34 -117 -85 3 12 25
Free cash flow excl. M&A 14 -41 -57 19 0 -34 -40 -65 3 12 25

Change in debt -1 0 0 0 0 21 -9 -1 0 0 0
New shares issued 0 0 0 0 0 95 147 0 0 0 0
Dividends 0 0 0 0 0 0 0 0 0 0 0
Cash Flow Financing Activities -1 0 0 0 0 116 139 -1 0 0 0

Cash at beginning of period 140 133 93 35 0 0 82 104 18 22 34
Net change in cash -6 -41 -57 19 0 82 22 -86 3 12 25
FX effect on cash 0 0 0 0 0 0 0 0 0 0 0
Cash at end of period 134 93 35 54 0 82 104 18 22 34 59
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Valuation

DCF valuation points to NOK 20-28/share
Our discounted cash flow (DCF) valuation returns a fair value range of NOK 20-
28/share for Xplora. We have assumed the following in our DCF valuation:

 ABGSC estimates for 2022e-2025e

 Annual growth of 5-15% for 2026e-2030e

 EBITDA margin of 10% for 2026e-2030e

 Weighted average tax rate of 22%

 Capex grows with sales after 2025e

 Long-term terminal sales growth of 2.5%

 A weighted average cost of capital (WACC) of 8.0%

Implied share price for different assumptions of 
terminal growth and WACC

Source: ABG Sundal Collier

Implied EV for different assumptions of WACC 
and the growth rate from 2025 to 2030

 

Source: ABG Sundal Collier
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Source: ABG Sundal Collier

DCF model
ABGSC estimates Extrapolated Terminal value

NOKm 2022 2023 2024 2025 2026 2027 2028 2029 2030 NOKm 2030 2031

Revenues 554 782 1,013 1,299 1,428 1,571 1,728 1,901 2,091 Revenues 2,091 2,144
Sales growth 28% 41% 29% 28% 10% 10% 10% 10% 10% Sales growth 10% 2.5%

EBITDA 19 48 71 121 129 141 156 171 188 EBITDA 188 193
EBITDA margin 3% 6% 7% 9% 9% 9% 9% 9% 9% EBITDA margin 9% 9%

D&A -42 -43 -43 -23 -25 -27 -30 -33 -37 D&A -37 -37
EBIT -24 6 28 98 104 114 125 138 152 EBIT 152 155
Net financials -1 0 0 0 0 0 0 0 0 Net financials 0 0
Pre-tax profit -24 6 28 98 104 114 125 138 152 Pre-tax profit 152 155
Taxes paid 0 0 0 0 -23 -25 -28 -30 -33 Taxes paid -33 -34
D&A 42 43 43 23 25 27 30 33 37 D&A 37 37
Ch. in working capital -50 -21 -27 -55 -22 -24 -26 -29 -32 Ch. in working capital -32 -8
Operating cash flow -32 28 44 66 84 93 102 112 123 Operating cash flow 123 151
Capex -33 -25 -32 -41 -45 -50 -55 -60 -66 Capex -66 -68
Free cash flow -65 3 12 25 39 43 47 52 57 Free cash flow 57 83

Discounted free cash flow -65 3 10 20 29 29 30 30 31 Terminal value 1,513

Low Mid High Assumptions
Annual growth '26e-'30e 5% 10% 15% Growth rate ('26-'30e) 10%
Implied value per share 20 24 28 EBITDA margin post'25e 9%

Tax rate 22%
Terminal growth 2.5%
WACC 8.0%
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60% below peers on EV/gross profit
It is difficult to find a good direct peer to Xplora. However, by looking at a set of 
Nordic Hardware companies, at least we can idea of how Nordic investors value 
hardware companies. A focus on pure hardware companies would likely undervalue 
Xplora’s scalable and recurring service business. Hence, we have included a couple 
of companies that also include some recurring service revenues in their product 
portfolios, such as Airthings and Zaptec. That said, thehigher recurring revenue 
share for Xplora vs. peers should all else equal point to a higher valuation for 
Xplora. 

Although Xplora is profitable on EBITDA, it is not cash flow positive, which all else 
equal should warrant a discount compared to Zaptec, which is profitable. This is 
also evident from the table below, where we can see that Zaptec is trading at a 
premium to other non-profitable companies such as Airthings.

Xplora is currently trading 30% below the median of peers on 2022e EV/sales. 
However, due to differences in the companies’ gross margins, it is more relevant to 
focus on EV/gross profit, in our view. On EV/gross profit, Xplora is now trading 60% 
below the median of peers and a 30% below Fractal Gaming.

Peer valuation

Source: ABG Sundal Collier for Xplora. Factset consensus for peers

EV / sales EV / gross profit EV / EBITDA Sales growth EBITDA margin
2022e 2023e 2024e 2022e 2023e 2024e 2022e 2023e 2024e 2022e 2023e 2024e

Hardware companies
Airthings 1.5x 1.3x 1.1x n.a. n.a. n.a. n.a. n.a. 54x 38% 36% 23%
Fractal Gaming 1.2x 1.0x 0.9x 3.3x 2.7x 2.3x 9x 7x 5x 24% 19% 12%
Zaptec 3.3x 2.2x 1.7x 8.7x 5.5x 3.8x 19x 12x 9x 74% 42% 23%
Average 2.0x 1.5x 1.2x 6.0x 4.1x 3.1x 14.3x 9.2x 22.8x 47% 32% 19%
Median 1.5x 1.3x 1.1x 6.0x 4.1x 3.1x 14.3x 9.2x 8.8x 45% 34% 23%

Xplora 1.0x 0.7x 0.5x 2.2x 1.6x 1.2x 30.1x 11.5x 7.7x 28% 41% 29%
Discount/premium -31% -44% -53% -63% -61% -61% 110% 25% -13%

Implied share price 28 30 32 38 36 36 7 12 41
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Risks

R&D risks  
Xplora is constantly looking to develop new products. R&D failure may occur and 
could turn out badly for the company. 

Competition intensity and product replication 
The market has several international competitors. With low barriers to entry there 
are few hindrances that shield Xplora’s product proposition from being replicated. 
This could lead to loss in market share, reduced revenues, loss of personnel, etc. 

Churn risk 
The company’s churn is 2.5%/month. If Xplora fails to replace the loss in customers, 
its ARR base would decrease and thus reduce stability in revenue flow. 

M&A risks
Xplora is looking for inorganic growth opportunities to expand in existing markets or 
enter new geographical areas. It might not be able to acquire companies at 
attractive valuations, which could stall or hinder further growth.. With M&A comes 
integration risks, which all else equal are often higher in new geographic areas. 

Currency risk
Xplora operates in several countries and is subject to currency risk relative to its 
functional currency (NOK). Foreign currency effects may occur. 

Security scandals/“hacking” 
Xplora has a large digital platform and could thus be subject to hacking. If so, 
children could get access to unsuitable sites, applications, etc., which could damage 
the company’s reputation (PR). 

Loss of key personnel 
Xplora is a young company with approx. 90 employees. A loss of key personnel 
could harm the development of the company materially. 

Not keeping up with users in terms of creating an attractive product 
User preferences change over time, and there is a risk that Xplora will not be able to 
adapt its offering to meet changing preferences. This could result in lower 
engagement among children to use the smartwatches, which in turn could lead to 
lower-than-anticipated revenue growth.  
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Appendix

High LTV/CAC
Xplora has a low customer acquisition cost (CAC) compared to other telecom 
operators. On average, Xplora has a customer acquisition cost between NOK 200 
and NOK 500/subscriber, depending on country. Note that “traditional” mobile 
operator in the Nordics that sell subscriptions for smartphones typically have a CAC 
somewhere in the range of NOK 1,000-2,000/subscriber. This means that Xplora’s 
CAC is only 25% of that of other mobile operators. The low CAC has resulted in a 
very good LTV/CAC for Xplora of 5x in 2020 and 7x in 2021, according to the 
company’s own calculations. The high LTV/CAC means that it is very profitable to 
invest in acquiring new customers.

Xplora’s CAC is only 25% of the average for the 
Nordic operators…

©

Source: ABG Sundal Collier, Xplora Technologies, company data

… which leads to a superior LTV/CAC despite 
higher churn

Source: ABG Sundal Collier, Xplora Technologies

In our view, the reason for Xplora’s low CAC is likely because the kid’s 
smartwatches product category is still relatively young and immature. This means 
that there is much lower competition than in the smartphone category. In most 
cases, there will only be one or a few options available to choose from in the store. 
As Xplora’s mobile subscription often is the default option available, this means that 
for most parents it will be easier just to pick this option. Also, as these are first-time 
purchases, the kids do not already have a registered number or an established 
customer relationship with an operator.
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High churn vs. peers fully explained by customer segment
In 2021, Xplora had subscriber churn of 28%. This was fairly in line with the churn of 
26% in 2020. Our group of other Nordic telecom operators (see below) saw churn of 
18-25%, but comparing Xplora’s churn to that of other telcos is not an apples-to-
apples comparison. A key reason for the churn in Xplora is that customers become 
too old for the product. According to our analysis, this explains why the churn is 
higher for Xplora than for other telecom operators. If we adjust for this, Xplora’s 
churn is actually lower than for other telcos, which is natural, in our view, due to 
lower competition in the market for kid’s smartwatches.

Churn of selected Nordic telecom players

Source: ABG Sundal Collier, Telia, Elisa, Ice Group

Xplora’s has an annual churn of 26-28%

Source: ABG Sundal Collier, Xplora Technologies

We do not know the actual age distribution for Xplora’s customers, but according to 
both the company and our own market research, it is natural to assume some kind 
of normal distribution with fat tails. The reason is simple: some parents may think 
that a four- or five-year old is too young for a smartwatch, while some kids may get 
their first smartphone when they are nine or ten years old. As a result, the majority 
of Xplora’s customer base is likely to be concentrated around the mid-point of the 
target group, i.e. 6-8 years old. 

To simplify the exercise, we assume that all customers will have bought their first 
Xplora watch by the age of 7. As stated above, we do not know the exact age 
distribution for Xplora’s customers, but we have assumed that the distribution has a 
triangular shape, but with slightly fatter tails on the right side of the distribution. In 
the chart on the right, we show how this age distribution would translate to the 
lifetime development of each customer cohort (kids born in the same year). This 
would mean that 9% of all kids have received their first smartwatch at the age of 5, 
26% have done so by the age of five, etc. From the age of eight, the customer 
cohort begins to churn as the first kids advance from an Xplora watch to their first 
smartphone.
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Distribution of customers by age (ABGSC 
estimate)

Source: ABG Sundal Collier

Assumed lifetime development of an average 
customer cohort (ABGSC estimate)

Source: ABG Sundal Collier

Below, we show the implications that the distribution above would have on churn. 
On the left side, we show how many customers churn at different ages while on the 
right we show how this would impact the total churn rate compared to the entire 
customer base. As can be seen below, the effect of ageing customers alone should 
lead to a 16% annual churn. This means that if we adjust for the effect of ageing, 
the rest of the churn was only 12% in 2021.

Share of customers that churn at different 
ages…

Source: ABG Sundal Collier

… and the impact on total churn

Source: ABG Sundal Collier
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Company history
The company was founded in 2016 by Sten Kirkbak in Oslo, Norway, with the 
intention of giving children a safe introduction to the digital worldand encouraging a 
better balance between children’s screen time and physical activity. Since 2016, the 
company has grown into becoming a leading Norwegian market player and has 
established offices in eight countries. Xplora is headquartered in Oslo and currently 
has 90 employees.

The company has made two acquisitions: the acquisition of Tinitell (a Swedish 
competitor) in 2018 and Xplora Mobile Holding AS in 2021. In addition, the company 
has made multiple partnership agreements with large and well-known market 
players (e.g., Disney, Paramount Pictures, & Sony). The partnership with Sony is 
one of the company’s most important milestones. Sony contacted Xplora due to 
parents worry about children’s high screen time. Sony wanted to confront the 
problem and together with Xplora it came up with a solution that secured a better 
balance between children’s physical activity and screen time. The new service 
included a system where children got rewarded in Sony’s videogames if they 
maintained a high level of physical activity. The partnership had great success for 
both companies and made the foundation for Xplora Coins, a system where children 
collect points by being physically active that can then be used in various 
applications. 

Company timeline

Source: ABG Sundal Collier, Xplora
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Management and BoD

Management

Source: ABG Sundal Collier, Xplora

Board of Directors 

Source: ABG Sundal Collier, Xplora

Name Position Experience

Sten Kirkbak Chief Executive Officer

Sten Kirkbak has more than 22 years of extensive experience from the telecommunications and technology sectors, 
holding both executive positions and as a founder of multiple start-ups. Prior to Xplora, Sten was the founder and chief 
creative officer of FiLIP Technologies and CEO of Black Moose Brand Agency. Additionally, he has held various roles at 
KPNQwest and Telenor Telehuset. Sten holds multiple patents in the technology and wearable space as well as PR and 
marketing awards for launching technology products in Europe and US.

Mikael Clement Chief Financial Officer
Mikael Clement has 25 years of experience from the investment banking and investment industries as a highly ranked 
analyst and investment director from DNB, Pareto Securities, Hagströmer & Qviberg / HQ Norden and Arne Blystad AS. 
He has broad experience from strategic advisory at board level and as Director at the online retailer Fjellsport Group AS. 

Sanghyo Kim Chief Technology Officer

Sanghyo Kim has more than of 25 years of experience from the telecommunications and value-added service industry 
holding several roles within sales, business development and product marketing. Prior to joining Xplora as CTO, 
Sanghyo served as an independent business development consultant, head of business development and product 
marketing after various senior roles at RealNetworks. 

Kjetil Fennefoss SVP Device and Connectivity

Kjetil Fennefoss has been with Xplora since 2017, first as Managing Director for Xplora Mobile AS. He has previously 
worked internationally as a Group Director with Millicom in Dubai, Group Director in VEON in The Netherlands and as a 
Vice President for Telenor in various markets. Kjetil has also served as a Managing Director for Ingram Micro, Telenor 
Telehuset, MobilDatakjeden and United Distribution Business in Thailand. He holds a MSc (Siviløkonom) from University 
of Mannheim, Germany and Executive Management Program from London School of Business and Finance. 

Jason Pyne SVP Platform and Services

Joining Xplora in 2022 following a career in media and technology, Jason has more than 30 years experience working in 
media, advertising, digital marketing, and technology, working for and with some of the largest regional and national 
newspaper organisations worldwide. Holding various senior and leadership positions, he has been instrumental in the 
development of brand products as well as audience and market growth. Originally from a design background, Jason has 
evolved through his many experiences to gain end to end business management functions. 

Kristin Hellebust Chief Commercial Officer

Kristin Hellebust has extensive experience within the media- & entertainment industry as well as with technology 
management. She is the co-founder and CEO of Nordisk Film Shortcut with prior equivalent experience from Storm 
Studios. Furthermore, Kristin has has practised as a lawyer. Kristin has also served as board member for multiple private 
as well as publicly listed companies, including Hunter Group ASA. 

Name Position Experience

Tore Engebgretsen Chairperson

Tore Engebretsen is the ow ner of Passesta AS, an investment company w ith focus on technology-oriented 
investments. He is previously founder and CEO of VMetro ASA, an OSE listed technology company, and 
previously served as chairman of Nordic Semiconductor ASA, also listed on the OSE. Tore ow ns 13.7% of the 
companys shares indirectly through Passesta AS. 

Bjørn C. Eide Board Member

Bjørn Christian Eide has more than 20 years of experience from finance, operations and accounting, in addition 
to funding, f inancing and M&A, from a number of international positions in Microsoft, Fast Search and Transfer. 
Bjørn is currently VP Finance at Cognite AS in Oslo and serves as a board member of the investment companies 
ESMAR AS and Racce AS. Eide has 2.1% of the company's shares. 

Torkil Munkhaugen Board Member
Torkil Munkhagen has extensive experience from the IT service sector and has held positions w ithin IT 
operations as w ell as strategic and operational support. In addition to being founder and CEO of Apex IT AS he is 
running the daily operations of his family’s investment f irm S.Munkhaugen, and ow ns 4.6% of Xplora`s shares. 

Ingvild E. Leisner Board Member
Ingrid Elvira Leisner has extensive board experience from a number of companies listed on the Oslo Stock 
Exchange. Leisner w as elected to the board of Xplora in 2021. She is an independent board member, and have 
no shares in Xplora.

Kari Bech-Moen Board Member

Kari Bech-Moen has more than 15 years of management experience from tech start-ups to corporate executive 
positions. She has in recent years w orked as Executive VP, Head of People at DNB, and has 12 years of 
experience from Telenor w ith various positions including SVP Head of Group Units Support, Project Director, and 
VP People Management, Group P&O. She w as the CEO and founder of FamWeek. She w as elected to the board 
of Xplora in 2021. She is an independent board member, and have no shares in Xplora. 

Harald Fr. Ulltveit-Moe Board Member

Harald Fr. Ulltveit-Moe is an investor and medical doctor and specialist in ophthalmology. He is the founder and 
managing director of Øyelegeklinikken AS, a specialist eye clinic based in Trondheim, Norw ay. His investment 
f irm Harmonium Invest mainly invests in health, sports, esports and technology related companies, including 
Vitalis Helse, Teksport, Become Legends, Ntention and Numascale. He ow ns 4.2% of the company's shares. 
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Source: ABG Sundal Collier, Company data

Income Statement (NOKm) Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022 Q2 2022e Q3 2022e Q4 2022e
Sales 54 93 108 176 74 103 148 229
COGS -35 -54 -55 -92 -33 -53 -83 -133
Gross profit 19 39 53 84 41 50 65 96
Other operating items -30 -38 -53 -55 -44 -56 -64 -69
EBITDA -11 1 0 29 -3 -6 1 26
Depreciation and amortisation -1 -1 -1 -2 -2 -2 -2 -3
EBITA -12 0 -1 27 -4 -8 -2 23
EO items 0 0 0 0 0 0 0 0
Impairment and PPA amortisation 0 -14 -8 -9 -10 -11 -11 -11
EBIT -12 -13 -10 18 -15 -18 -12 13
Net financial items -2 0 1 0 -1 0 0 0
Pretax profit -14 -13 -9 18 -15 -18 -12 13
Tax 0 0 0 0 1 4 3 -3
Net profit -14 -13 -9 18 -14 -14 -10 10
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 -14 -13 -9 18 -14 -14 -10 10
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 6.6 22.0 22.0 22.0
Gross margin (%) 35.3 42.4 49.2 47.7 55.4 48.2 43.8 41.8
EBITDA margin (%) -20.2 1.1 0.1 16.2 -3.9 -5.6 0.5 11.5
EBITA margin (%) -21.5 0.4 -1.2 15.3 -6.0 -7.5 -1.2 10.2
EBIT margin (%) -21.5 -14.2 -9.1 10.3 -19.8 -17.8 -8.4 5.6
Pretax margin (%) -25.3 -14.1 -8.6 10.3 -20.6 -17.8 -8.4 5.6
Net margin (%) -25.3 -14.1 -8.6 10.3 -19.2 -13.9 -6.5 4.4
Growth rates Y/Y Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022 Q2 2022e Q3 2022e Q4 2022e
Sales growth (%) 149.2 279.3 134.9 68.9 37.1 10.9 37.0 30.1
EBITDA growth (%) -chg +chg +chg 1,428.8 +chg -chg 608.7 -7.4
EBIT growth (%) -chg -chg -chg 1,320.0 -chg -chg -chg -29.7
Net profit growth (%) -chg -chg -chg +chg -chg -chg -chg -45.3
EPS growth (%) -chg -chg -chg +chg -chg -chg -chg -45.3
Adj earnings numbers Q1 2021 Q2 2021 Q3 2021 Q4 2021 Q1 2022 Q2 2022e Q3 2022e Q4 2022e
EBITDA Adj -11 1 0 29 -3 -6 1 26
EBITDA Adj margin (%) -20.2 1.1 0.1 16.2 -3.9 -5.6 0.5 11.5
EBITA Adj -12 0 -1 27 -4 -8 -2 23
EBITA Adj margin (%) -21.5 0.4 -1.2 15.3 -6.0 -7.5 -1.2 10.2
EBIT Adj -12 -13 -10 18 -15 -18 -12 13
EBIT Adj margin (%) -21.5 -14.2 -9.1 10.3 -19.8 -17.8 -8.4 5.6
Pretax profit Adj -14 1 -1 27 -5 -8 -2 23
Net profit Adj -14 1 -1 27 -4 -4 1 21
Net profit to shareholders Adj -14 1 -1 27 -4 -4 1 21
Net Adj margin (%) -25.3 0.6 -0.7 15.3 -5.4 -3.6 0.7 9.0
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Source: ABG Sundal Collier, Company data

Income Statement (NOKm) na na na na na 2019 2020 2021e 2022e 2023e
Sales na na na na na 61 200 431 554 782
COGS na na na na na -57 -141 -235 -303 -433
Gross profit na na na na na 4 60 196 251 349
Other operating items na na na na na -49 -71 -177 -233 -301
EBITDA na na na na na -45 -11 19 19 48
Depreciation and amortisation na na na na na -1 -2 -6 -9 -15
Of which leasing depreciation na na na na na 0 0 0 0 0
EBITA na na na na na -46 -13 13 10 33
EO items na na na na na 0 0 0 0 0
Impairment and PPA amortisation na na na na na 0 0 -28 -42 -43
EBIT na na na na na -46 -13 -15 -33 -10
Net financial items na na na na na -5 5 0 -1 0
Pretax profit na na na na na -51 -9 -14 -33 -10
Tax na na na na na 0 0 0 5 2
Net profit na na na na na -51 -9 -14 -28 -8
Minority interest na na na na na 0 0 0 0 0
Net profit discontinued na na na na na 0 0 0 0 0
Net profit to shareholders na na na na na -51 -9 -14 -28 -8
EPS na na na na na 0 0 -0.36 -0.71 -0.19
EPS Adj na na na na na 0 0 0.34 0.35 0.88
Total extraordinary items after tax na na na na na 0 0 0 0 0
Leasing payments na na na na na 0 0 0 0 0
Tax rate (%) na na na na na 0 0 0 14.9 22.0
Gross margin (%) na na na na na 6.0 29.9 45.4 45.4 44.6
EBITDA margin (%) na na na na na -73.5 -5.5 4.4 3.4 6.2
EBITA margin (%) na na na na na -75.9 -6.6 3.0 1.7 4.2
EBIT margin (%) na na na na na -75.9 -6.6 -3.4 -5.9 -1.2
Pretax margin (%) na na na na na -83.7 -4.3 -3.3 -6.0 -1.2
Net margin (%) na na na na na -83.7 -4.3 -3.3 -5.1 -1.0
Growth rates Y/Y na na na na na 2019 2020 2021e 2022e 2023e
Sales growth (%) na na na na na na 228.1 115.2 28.5 41.1
EBITDA growth (%) na na na na na na 75.6 275.1 -3.1 160.7
EBIT growth (%) na na na na na na 71.6 -10.5 -124.8 70.4
Net profit growth (%) na na na na na na 83.2 -64.8 -99.4 73.3
EPS growth (%) na na na na na na na high -99.4 73.3
Profitability na na na na na 2019 2020 2021e 2022e 2023e
ROE (%) na na na na na na -13.5 -5.4 -7.3 -2.0
ROE Adj (%) na na na na na na -13.5 5.1 3.6 9.5
ROCE (%) na na na na na na -11.3 -4.9 -7.9 -2.4
ROCE Adj(%) na na na na na na -11.3 4.6 2.1 8.0
ROIC (%) na na na na na na -75.5 -8.9 -8.5 -2.1
ROIC Adj (%) na na na na na na -75.5 -8.9 -8.5 -2.1
Adj earnings numbers na na na na na 2019 2020 2021e 2022e 2023e
EBITDA Adj na na na na na -45 -11 19 19 48
EBITDA Adj margin (%) na na na na na -73.5 -5.5 4.4 3.4 6.2
EBITDA lease Adj na na na na na -45 -11 19 19 48
EBITDA lease Adj margin (%) na na na na na -73.5 -5.5 4.4 3.4 6.2
EBITA Adj na na na na na -46 -13 13 10 33
EBITA Adj margin (%) na na na na na -75.9 -6.6 3.0 1.7 4.2
EBIT Adj na na na na na -46 -13 -15 -33 -10
EBIT Adj margin (%) na na na na na -75.9 -6.6 -3.4 -5.9 -1.2
Pretax profit Adj na na na na na -51 -9 13 9 33
Net profit Adj na na na na na -51 -9 13 14 35
Net profit to shareholders Adj na na na na na -51 -9 13 14 35
Net Adj margin (%) na na na na na -83.7 -4.3 3.1 2.5 4.5
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Source: ABG Sundal Collier, Company data

Cash Flow Statement (NOKm) na na na na na 2019 2020 2021e 2022e 2023e
EBITDA na na na na na -45 -11 19 19 48
Net financial items na na na na na -5 5 0 -1 0
Paid tax na na na na na 0 0 0 0 0
Non-cash items na na na na na 0 -18 0 0 0
Cash flow before change in WC na na na na na -50 -24 20 18 48
Change in WC na na na na na 50 -7 -47 -50 -21
Operating cash flow na na na na na 0 -31 -28 -32 28
CAPEX tangible fixed assets na na na na na 0 0 0 0 0
CAPEX intangible fixed assets na na na na na 0 -3 -12 -33 -25
Acquisitions and disposals na na na na na 0 0 -77 -20 0
Free cash flow na na na na na 0 -34 -117 -85 3
Dividend paid na na na na na 0 0 0 0 0
Share issues and buybacks na na na na na 0 95 147 0 0
Lease liability amortisation na na na na na 0 0 0 0 0
Other non cash items na na na na na 0 13 -104 36 0
Balance Sheet (NOKm) na na na na na 2019 2020 2021e 2022e 2023e
Goodwill na na na na na 0 0 170 152 129
Other intangible assets na na na na na 0 7 79 82 71
Tangible fixed assets na na na na na 0 0 1 1 1
Right-of-use asset na na na na na 0 0 0 0 0
Total other fixed assets na na na na na 0 0 0 4 6
Fixed assets na na na na na 0 7 250 239 207
Inventories na na na na na 0 24 82 96 91
Receivables na na na na na 0 43 104 135 175
Other current assets na na na na na 0 0 0 0 0
Cash and liquid assets na na na na na 0 118 140 54 58
Total assets na na na na na 0 192 577 525 531
Shareholders equity na na na na na 0 128 401 374 366
Minority na na na na na 0 0 0 0 0
Total equity na na na na na 0 128 401 374 366
Long-term debt na na na na na 0 25 30 41 41
Pension debt na na na na na 0 0 0 0 0
Convertible debt na na na na na 0 0 0 0 0
Leasing liability na na na na na 0 0 0 0 0
Total other long-term liabilities na na na na na 0 0 0 0 0
Short-term debt na na na na na 0 0 0 0 0
Accounts payable na na na na na 0 20 36 47 61
Other current liabilities na na na na na 0 20 110 63 63
Total liabilities and equity na na na na na 0 192 577 525 531
Net IB debt na na na na na 0 -93 -110 -13 -16
Net IB debt excl. pension debt na na na na na 0 -93 -110 -13 -16
Net IB debt excl. leasing na na na na na 0 -93 -110 -13 -16
Capital invested na na na na na 0 35 291 361 350
Working capital na na na na na 0 28 40 122 143
EV breakdown na na na na na 2019 2020 2021e 2022e 2023e
Market cap. diluted (m) na na na na na na 0 597 597 597
Net IB debt Adj na na na na na 0 -93 -110 -13 -16
Market value of minority na na na na na 0 0 0 0 0
Reversal of shares and participations na na na na na 0 0 0 0 0
Reversal of conv. debt assumed equity na na na na na 0 0 0 0 0
EV na na na na na na -93 487 584 580
Capital efficiency na na na na na 2019 2020 2021e 2022e 2023e
Total assets turnover (%) na na na na na na 208.3 112.2 100.6 148.2
Working capital/sales (%) na na na na na na 6.9 7.9 14.7 16.9
Financial risk and debt service na na na na na 2019 2020 2021e 2022e 2023e
Net debt/equity na na na na na nm -0.73 -0.27 -0.03 -0.04
Net debt/market cap na na na na na na nm -0.07 -0.02 -0.03
Equity ratio (%) na na na na na nm 66.5 69.6 71.2 69.0
Net IB debt adj./equity na na na na na nm -0.73 -0.27 -0.03 -0.04
Current ratio na na na na na nm 4.70 2.23 2.61 2.62
EBITDA/net interest na na na na na high high high high high
Net IB debt/EBITDA na na na na na 0 8.52 -5.73 -0.70 -0.34
Net IB debt/EBITDA lease Adj na na na na na 0 8.52 -5.73 -0.70 -0.34
Interest cover na na na na na nm nm nm nm nm
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Valuation and Ratios (NOKm) na na na na na 2019 2020 2021e 2022e 2023e
Shares outstanding adj. na na na na na 0 0 40 40 40
Fully diluted shares Adj na na na na na 0 0 40 40 40
EPS na na na na na 0 0 -0.36 -0.71 -0.19
Dividend per share Adj na na na na na nm nm 0 0 0
EPS Adj na na na na na 0 0 0.34 0.35 0.88
BVPS na na na na na 0 0 10.08 9.39 9.20
BVPS Adj na na na na na 0 0 5.81 5.58 5.96
Net IB debt / share na na na na na na na -2.8 -0.3 -0.4
Share price na na na na na na 23.00 15.00 15.00 15.00
Market cap. (m) na na na na na na na 597 597 597
Valuation na na na na na 2019 2020 2021e 2022e 2023e
P/E na na na na na na nm -42.0 -21.1 -79.1
EV/sales na na na na na na -0.46 1.13 1.05 0.74
EV/EBITDA na na na na na na 8.5 25.4 31.4 12.0
EV/EBITA na na na na na na 7.1 37.2 61.3 17.6
EV/EBIT na na na na na na 7.1 -33.5 -17.9 -60.0
Dividend yield (%) na na na na na na nm 0 0 0
FCF yield (%) na na na na na na 0 -19.6 -14.3 0.6
Lease adj. FCF yield (%) na na na na na na nm -19.6 -14.3 0.6
P/BVPS na na na na na na nm 1.49 1.60 1.63
P/BVPS Adj na na na na na na nm 2.58 2.69 2.52
P/E Adj na na na na na na nm 44.4 42.9 17.0
EV/EBITDA Adj na na na na na na 8.5 25.4 31.4 12.0
EV/EBITA Adj na na na na na na 7.1 37.2 61.3 17.6
EV/EBIT Adj na na na na na na 7.1 -33.5 -17.9 -60.0
EV/cap. employed na na na na na na -0.6 1.1 1.4 1.4
Investment ratios na na na na na 2019 2020 2021e 2022e 2023e
Capex/sales na na na na na 0 1.7 2.8 6.0 3.1
Capex/depreciation na na na na na 0 156.9 199.1 370.0 158.9
Capex tangibles/tangible fixed assets na na na na na nm 0 0 0 0
Capex intangibles/definite intangibles na na na na na nm nm nm nm nm
Depreciation on intangibles/definite intangibles na na na na na nm nm nm nm nm
Depreciation on tangibles/tangibles na na na na na nm 0 0 0 0
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	Summary
	Xplora is a leading Nordic provider and developer of smartwatches for kids. Since its inception in 2016, it has sold more than 750,000 watches. In 2021, the company had revenues of NOK 430m, which corresponds to an impressive CAGR of 188% since 2018. Xplora is currently present in 22 markets and has a rapidly growing global footprint. The company is generating revenues from three sources: 1) Smartwatches, 2) Software Applications, and 3) Connectivity Services. As of now, the sale of smartwatches is the largest contributor to revenue, but a constant focus on improving its software applications and acquiring new subscribers, drives an increasing base of recurring revenues.
	Ensuring a safe introduction to the digital world
	A product portfolio solving global health problems among children
	Market leader in the Nordics and Germany
	An addressable market of 45 million children
	Higher margins and reduced volatility from recurring subscription revenues
	New markets to unlock significant growth potential
	Long-term potential to expand into new product categories
	Lower demand for consumer electronics is the key short-term risk
	We forecast a 32% sales CAGR and a 65% EBITA CAGR until ‘25e
	Initiate coverage with a fair value range of NOK 14-28 per share

	Xplora at a Glance
	Xplora is a leading provider of children’s smartwatches and was founded with the mission of giving children a safe introduction to the digital world. Most of its revenues are currently from the sale of devices, but the company has a strong focus on building up its ARR base. The company had revenues of NOK 431m in 2021. Since 2018 the company has grown at a CAGR of 188% from NOK 18m to NOK 431m. Xplora has had several parentships with well-known market players, which has contributed to new developments and product improvements.
	A leading player in Smartwatches for kids
	Additional revenue from mobile subscriptions and applications
	High LTV/CAC due to ~75% lower CAC than other telcos

	Market analysis
	Filling an important unmet need in the market
	Offering products to ensure a safe introduction to the digital world

	Better balance between screen time and physical activity
	Children’s screen time is on the rise

	Addressable market
	~45 million children between 4 and 10 in current core markets
	NOK 12.8bn addressable market for device sales in current core markets
	Market for mobile subscriptions worth NOK 26.5bn
	17% penetration in Norway indicate big long-term potential


	Product and technology
	Smartwatches for children
	Xplora X5 Play and XGO2: Most sold products
	Certain features available in all the watches
	Next generation smartwatches to be launched in 2022

	Mobile subscriptions
	Increasing market penetration by offering its own mobile subscription

	Value-added software applications
	Software applications to encourage physical activity
	Xplora GoPlay
	Benfica campaign motivates young football fans to be active
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