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OMXS 30 Adverty

The dawn of a new era in Advertysing 
Redeye initiates coverage of Adverty with a positive stance. Adverty is an advertising 

technology company that enables developers to monetize games with easily integrated 

and seamless ads in virtual game worlds. The market for in-game advertising is ripe for 

the taking, and we think Adverty is positioned to do just that, which is not reflected in the 

share price. We think Q1 2021 and the launch of a new ad format will be the start of a 

transformative period for Adverty as sales will start to materialize. We forecast 

exceptional sales growth starting in 2021. 

Low hanging fruit 

Over 2.7 billion people play games today, comparable to the number of social media users 

globally, which currently stands at roughly 3.6 billion. However, what is not comparable is 

that the gaming market only attracts around USD 6b of the global advertising dollars, 

whereas ad spending in social media is estimated at USD 99b. This discrepancy represents 

a huge opportunity for Adverty as it ascends towards this glass ceiling. 

 

Launch of a new ad format 

The most significant catalyst we see is the launch of a completely new and innovative ad 

format, the In-Menu ad format. This new ad format is interactive and is performance-

based, which we think will attract advertisers more than the current ad format, In-Play, in 

the short term, and the combination of both formats makes the complete offering superior. 

In-Menu has the potential to open the advertiser’s eyes to the gaming market and drive 

material sales growth for Adverty. No competitor on the market has a similar ad solution to 

the In-Menu format. We believe this will elevate Adverty’s sales from 2021 and onward. 

 

+30% upside potential in our base case 

Redeye forecasts sales to reach an inflection point in 2021E, amounting to SEK 6.5m, a 

growth of +700%. We expect sales in 2022E to reach SEK 22m, continuing the trend with a 

growth of 238%. We believe Adverty can leverage its pole position, and scalable business 

model in order to become the market leader within this new marketing vertical. We are 

cautiously optimistic in our base case which is SEK 12 per share, but our more optimistic 

bull case is SEK 28 per share. 
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Investment case 
The largest entertainment industry in the world 

The in-game advertising market is untapped. Gaming is a massive market, with nearly 2.7 

billion people worldwide playing games today, representing over a third of the world’s 

population.  

It is only a matter of time before advertisers start looking at the gaming space more 

seriously, which is now the world’s largest form of entertainment. But still, it only attracts 5 

percent of the advertising dollars that social media does, even though the audience size of 

gaming makes up 75 percent of the audience size of social media. Mobile gaming is the 

largest gaming segment today and is forecasted to grow faster than the gaming market 

overall, and hence is a market that Adverty focuses on. 

There is a new advertising sheriff in town  

Adverty’s seamless and non-intrusive ad formats, In-Play and In-Menu, offer advertisers a 

way to reach specific demographics in brand-safe and immersive environments. Traditional 

advertising formats can cause frustrations with the player base and deter them from a game. 

It can also harm the brand advertised if people start to associate them in a negative context 

and are also easily avoided using ad blockers. 

This new approach to advertising results in a win, win, win. Good for the gamer, for the brand, 

and for the advertiser. 

First mover advantage 

Adverty is leading the charge when it comes to in-game advertising. It has built its own 

proprietary technology platform. Adverty is building strong relationships with publishers, 

Supply-Side Platform (SSPs) companies, Demand-Side Platforms (DSPs), and companies on 

the technical front. The inclusion of its Unity Software Development Kit (SDK) in Unity’s Asset 

Store is an excellent example of this, leading to significant competitive advantages in the long 

run. It is the first and leading provider of seamless and programmatic in-game ad solutions. 

The In-Menu ad format that will be launching in Q1 2021 at the latest is a product offering 

that is unique to Adverty and further strengthens our view that it is a first mover. 

Scaling up 

Adverty is adding more and more games to its portfolio, and it already has a significant reach 

with over 8 to 13 million DAU across all the games in its network. The company’s technology 

platform has been developed over the years and can support many ads being processed for 

the business to scale up. The integration in SuperAwesome can start generating revenues as 

soon as the game’s portfolio includes suitable kid-friendly titles. Adverty’s business model is 

scalable, and that is reflected in our sales forecast. 

Reaching the unreachables 

Millennials and Generation Z spend less time on traditional media outlets and more time on 

their phones. Especially in-app, which accounts for 90 percent of internet time on 

smartphones. Mobile advertising is on the rise because of this trend. It is already outpacing 

desktop advertising as the premiere medium, based on global advertising spend, with over 55 

percent of all ad dollars going to mobile advertising. This will be a driver for attracting 

advertisers to the in-game advertising market. 
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Catalysts 
Significant deals 

Adverty has already implemented its ads in some of the most popular mobile titles and has a 

significant ad reach. Which hopefully will lead to more and more games and advertisers 

following suit. It is currently running multiple advertising campaigns with several large and 

well-known brands in the United States, the United Kingdom, Poland, and Sweden.  

The ad campaigns are spread between mid September and the end of November and are 

smaller trials with a budget of under SEK 100 thousand. Among the advertisers are Lyft, 

Subway, Bayer Consumer Health, Warner Music, Storck, and Activision. The future revenue 

potential is significant if these trials prove successful and lead to recurring marketing 

campaigns. Our forecast assumes that several well-known brands extend their ad campaigns 

into 2021 and activate marketing campaigns within the In-Menu ad format, which was 

indicated in the Q3 report. 

Accelerated market growth due to corona 

The COVID-19 pandemic fueled the mobile gaming market. The growth was already high but 

has only accelerated due to COVID-19. Indeed, advertisers are following this development as 

advertisers follow the eyeballs of consumers. Games now make up 72% of all app store 

spend, according to App Annie, and games accounted for 40 percent of total app downloads 

in H1 2020, up from 37 percent in 2019, according to Sensor Tower. 

The winds of change 

The winds of change within the advertising markets are blowing in the gaming market’s 

direction and specifically towards in-game marketing. Advertisers are forced to look at other 

ways to reach consumers in a world where people spend less time in the real world and more 

time in virtual worlds. 

Wendys’s marketing campaign within Fortnite is an excellent example of this, where it blurred 

the lines between advertising and entertainment by integrating into the game. Burger King ran 

a similar ad campaign by sponsoring a football team in FIFA, to great effect. Advertisers are 

noticing gaming. We think the market is at an inflection point. 

In-Menu - a gateway to in-game advertising 

Adverty announced its new advertising format in September 2020 called In-Menu, which 

expands its current portfolio of ad formats. The In-Menu format is performance-based, in 

contrast to In-Play, which is purely brand awareness.  

The launch is an essential development for Adverty, as in-game marketing still is trying to 

make ground, and performance-based marketing is a good way for advertisers to quickly 

realize the potential for this new medium since the outcome of the ad campaign is tangible. 

Advertisers are also more used to performance-based marketing within the programmatic 

advertising space. By running a trial campaign and analyzing the data, an advertiser can tell 

whether an ad campaign was successful or not. The new format is expected to launch before 

the end of Q1 2021, and we think it will lead to significant sales boost from then on, which is 

reflected in our forecasts. 

  

https://www.thedrum.com/news/2019/11/28/how-wendy-s-and-vmlyr-reached-the-adblock-generation-smashing-freezers-fortnite
https://www.bbc.com/sport/football/54279530
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Counter-thesis 
In-game advertising not taking off 

In-game advertising is a market that is in its cradle. Even though the games market attracts 

growing attention, especially among the younger generations, there is no guarantee that 

advertising dollars will flow into the in-game advertising market. And even if it does, there are 

other ways to monetize in-app than in-game advertising. There is a lot of supply, but what if 

there is no demand from advertisers. The ad fill rate is very low today, even though it has a 

vast inventory reach. Adverty would have to adapt in such a case, and it would have to revise 

its business model and offer ad inventories to other industries or in a different format. Our 

bear case considers such a scenario. 

Increased competition 

Other in-game advertising companies with an advertising technology platform may start 

focusing on the mobile games market. Adverty’s major competitors support mobile 

platforms, but they do not focus on the mobile gaming market today. This might change 

since the mobile gaming market represents such a huge opportunity, and Adverty’s 

competitors already have the technology platform to compete. Other advertising technology 

companies with well-developed technology platforms and publisher agreements can also 

start focusing on in-game advertising. Large companies like Facebook, Google, and Unity 

may even enter the market if the demand increases. Adverty must leverage its first-mover 

advantage and translate that into long-lasting competitive advantages. We think there is a 

high likelihood that it can achieve this. 

Additional equity issuance 

The company has raised cash several times in the past, and the company has quite a 

significant burn rate when considering net cash from operating and investing activities. 

Upcoming equity capital raises are not out of the question if the company’s efforts do not 

start generating material sales. The company has carried out share issues two times since 

going public, and the dilution has been quite significant both times. According to our forecast, 

the cash will be depleted by the end of 2022, and the company will have to take on a small 

amount of debt or raise additional cash before reaching profitability. 

A downturn in the economy 

Advertising is one of the first costs that companies cut when the economic outlook is dire, 

which was quite evident during the COVID-19 outbreak in Mars 2020. Companies relying on 

advertising income, like Facebook and Google, took a beating as their shares saw declines of 

over 30 percent. The advertising market is not recession-proof, and during the recession in 

2008, ad spending saw a reduction of over 27 percent across all channels. The most 

significant risk with this is not that the market will shrink but rather that advertisers will stick 

to what they know and not look at other venues, like the in-game advertising market. 
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H1’20 Review 
Adverty was riding on momentum before COVID-19 hit. Net sales increased to SEK 312k 

(29k), growing 976 percent year-on-year in Q1 2020. Sales in Q2 decreased to SEK 82k (105k), 

a decrease of 22 percent compared to the same period in 2019. Overall sales in H1’20 

amounted to SEK 394k (134k), growing 194 percent compared to the previous year. But sales 

came to a halting stop during the second quarter, due to several advertising campaigns being 

postponed. The company was unsure when it would get activated in the future. 

The outlook is much better now, as many uncertainties have vanished. There are concrete 

plans for a vaccine, and economic stimulus from the world’s central banks has certainly 

helped ease the situation. Companies are accelerating again, and the advertising market 

should benefit. The pandemic represented a short-term headwind for the company, but we 

think it will prove to be a long-term tailwind with the boost to mobile gaming.  

The company has hired several employees during the first half of the year, focusing on 

strengthening its sales. Getting advertisers to discover in-game advertising and Adverty’s 

inventories is a high priority for the company as everything else is in place. We think this is a 

step in the right direction.  

 

Q3’20 Review 
Adverty released its Q3 earnings report on November 20, 2020, and sales growth is back on 

track, and ad campaigns might be extended to Q2 2021 by several large brands. This is 

excellent news as the In-Menu ad format has not even been released yet. Added functions to 

BrainImpression to increase viewability is another positive development during the quarter. It 

seems that the positive development we see in the underlying economy is also reflected in 

Adverty’s report. The share price has appreciated north of 70% since the report. We think it 

has to do with the In-Menu ad format launch in Q1 2021 coming closer, which is the primary 

catalyst, and that several well-known brands are activating marketing campaigns. 

Net sales increased to SEK 102k (42k), growing 143 percent year-on-year, and EBIT 

amounted to SEK -3110k. The CEO Niklas Bakos notes that they are receiving a lot of interest 

in their in-game platform from the middle of September and onward. Several new advertisers 

have activated campaigns, even though the ad market was challenging at the beginning of 

Q3. The trial campaigns with Subway, Warner Music, Storck, Activision, Lyft, and Bayer 

Consumer Health have generated roughly SEK 300k in revenues, and they have received 

positive feedback from the advertisers. 

Warner Music, Storck, and GLTCH, an advertising agency in the UK that advertises popular 

games like Valorant and Cyberpunk 2077, will continue to run advertising campaigns until the 

end of the year. Adverty is currently discussing advertising campaigns spanning until Q2 

2021, with current and new advertisers, with significantly larger budgets than previously. 

Activision’s advertising campaign for Call of Duty: Black Ops Cold War is active from the 

middle of November. Redeye views this as very positive. The feedback from these well-known 

brands has been positive, and several of them are extending their marketing campaigns. The 

In-Menu ad format has not even been released yet, and we think this will lead to the most 

significant sales increase. Seeing these positive developments without In-Menu being live is 

encouraging. 
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Adverty has continued to develop its technology to increase viewability and thus the value of 

its traffic. The latest addition is called LazyLoad, which heightens the probability that an ad 

will be seen. Together with its patented viewability measurement BrainImpression, this 

should give advertisers performance and the statistics they want. Adverty claims it is the only 

company with this type of technology 

Another significant development during Q3 was that Adverty finalized its integration with the 

digital advertising platform Smaato. Adverty also appointed Singapore-based The Scale 

Factory to drive its commercialization phase in the APAC-region. Adverty has no revenues 

from Asia today, but it is a massive market for mobile gaming.  

 

Company profile 
Adverty is an advertising technology company founded in 2017 in Stockholm, Sweden. With 

offices in Stockholm, London, Ukraine, and New York, and is a small company with 19 

employees. All the development of the technology platform is being done in Ukraine. It is 

currently a small company, with a market cap of roughly SEK 138m as of December 8, 2020. 

Adverty’s sales are almost nonexistent today, but we believe sales will start to materialize in 

2021. 

Adverty describes themselves as the first and leading providers of seamless, programmatic 

in-game ad solutions and has created an innovative display advertising technology platform 

built for games that connect advertisers, agencies, and game developers to help brands 

reach consumers. The platform offers unique in-game ad inventories at scale and allows 

publishers and game developers to monetize their games with non-intrusive, easy-to-

integrate ads. Adverty’s approach to in-game advertising is new and revolutionary, and it is 

paving the way for immersive in-game advertising.  

The company has several big games in its customers’ portfolio, with a total reach of between 

8 and 13 million Daily Active Users (DAU). 

 

 

Historical highlights

Year Comment

2016 The idea behind Adverty is born in Stockholm by Niklas Bakos and Niclas 

Kjellgren

2017 Adverty AB is founded in Stockholm by Niklas Bakos and Niclas Kjellgren

Launched the world's first programmatic platform for automated ads, 

focusing mainly on the AR and VR markets. Adverty partnered with some 

high-profile brands like Coca-Cola, Rovio Entertainment and William Hill.

2018 Stock is listed on the Nordic Growth Market stock exchange, Nordic SME, 

under the ticker ADVT.

2018 Incorporated the support for programmatically traded ads in the technology 

platform, according to the OpenRTB and IAB display advertising standards.

Signed several deals with programmatic platforms on the sell-side. 

PubMatic, Rubicon Project, Bidswtich etc.

Launch of Adverty's Unity SDK and the company starts to focus on the 

mobile games market instead of AR and VR.

2019 Adverty launches In-Play in Subway Surfers and Critical Ops.

Preferential rights issue raising SEK 37.5m, dilution of 24%, only 77% of 

the rights issue was covered.

2020 Adverty enters partnership with Unity Technologies to place Unity SDK in 

the Unity Asset Store.

Enters into agreement and completes integration with SuperAwesome.

Completes integration with Smaato, a Digital Advertising Technology 

Platform focusing on mobile games and applications. 

Adverty is rewarded US patent for BrainImpression.

Source: Redeye Research
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Management, Board, and Ownership 
Adverty has recently hired several experienced salespeople on both the sell-side and the buy-

side. The company has developed its platform over the years, and the focus in the future will 

lie on creating partnerships with large brands and advertisers. The CEO and founder Niklas 

Bakos have a lot of experience in both the mobile gaming industry and the advertising 

industry. He owns a considerable amount of shares in the company, and we deem that he is 

highly motivated to make Adverty a success story as he also is the founder. 

The CEO and founder Niklas Bakos has over 17 years of relevant experience in both the 

mobile gaming industry and the advertising industry. Having previously held roles like sales 

and marketing director at Glu mobile, manager of the mobile game’s unit in the Nordics at 

Namco Bandai, and head of sales and marketing at Telcogames. Niklas has a lot of 

experience in the mobile games industry, both when it comes to sales and marketing, but 

also when it comes to publishing. Adverty works closely with both marketing companies and 

publishers, so we view this as a positive. Niklas owns a considerable number of shares in the 

company, more accurately, 15.3 percent. The current management team has significant 

experience in the advertising and mobile game monetization industries.  

Adverty has hired a lot of experienced people in 2020. Several of them have over 20 years of 

experience in the advertising industry and working in huge global companies, like Unity and 

CBS Interactive, for instance. We think that the company is well equipped to execute its game 

plan. A lack of a dedicated CFO is a little bit worrisome. But it has a CFO that works as a 

consultant for them, and it plans to hire a new CFO before the end of Q1 2021. 

Adverty recently hired Johanna Nymberg, who recently was a Senior Publisher growth 

manager at AdColony, one of the largest mobile advertising platforms globally. She will work 

alongside Niklas Wallgren and Christian Atack to create strong partnerships with game 

developers. Adverty defines this role as Business Developer, and it essentially is sales on the 

sell-side of the company. 

Adverty has recently focused on expanding its sales organization. Tobias Knutsson is leading 

the sales team, and the company has hired several senior salespeople in both London and 

New York. We see this as a very positive development as everything missing in the in-game 

marketing puzzle is the buyers on the demand side. 

A large part of the team was appointed quite recently, and even though they have vast 

experience, they are somewhat unproven in this context. Apart from the CEO, they do not own 

any shares in the company, which we would have liked to see. 
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The board of directors has a lot of experience as entrepreneurs within the tech industry and 

navigating the capital markets. Two of the board members also own a substantial number of 

shares. 

Management team and key figures

Name Position Since Ownership Experience

Niklas Bakos CEO, founder 

and board member

2017 15.33% Born in 1978. Niklas has a master's degree in Media 

Technology from the University of Linköping. He has been 

active in the mobile games and ad-tech industry for the past 

17 years at leading companies such as Glu Mobile, Namnco 

Bandai and StartApp. Niklas also acts as an advisor for Apple 

awarded games studio About Fun and Swedish studio 

Corncrow Games.

Tobias Knutsson Chief Commercial 

Officer

2020 - Born in 1977. Tobias Knutssonas has vast experience from 

the digital media sector. Most recently as the CEO at 

Strossle - a company specializing in native and content 

advertising. Prior to that, in addition to running his own digital 

sales and marketing business, he held leadership roles 

within the Schibsted Group, where he remained for 7 years. 

Where he was awarded the title Sales Performance of The 

Year.

Calle Sténson Director of Client 

Technology

2017 - Joined Adverty in 2017 after finishing his masters degree in 

Media Technology from the Royal Institute of Technolog. He 

has significant experience in AR and VR development, Calle 

is responsible for the Adverty technology platform.

Arthur Gavkalyuk Director of Server 

Technology

2017 - Joined in 2017 and is responsible for the adtech backend 

technology at Adverty. Has experience in bulding servers for 

startup companies and working with support of established 

enterprise solutions.

Staffan Sandell Director of Product 2019 - Joined Adverty in late 2019 as Head of Programmatic and 

has a lot of experience and knowledge from the DSP and 

SSP sector, as he worked as a programmatic trader at 

Amnet. Staffan has a bachelor's degree in computer science 

and has launched countless programmatic campaigns for Nicola Halpin Senior Director of 

Sales

2020 - Nicola has worked within the advertising industry for over 20 

years and has worked for large corporations like Carat, 

Taptica, CBS Interactive & The Weather Channel. 

Christian Atack Senior Director of 

Business 

Development

2020 - Christian has 20 years of experience within the mobile game 

monetization space and has worked for Jamba, 

Monstermob, Digital Turbine, Unity & Mintegral.

Source: Holdings, Redeye Research
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Skin in the game 

Management and the board of director’s incentives are aligned with the shareholders, which 

Redeye views as positive. The CEO owns 15.3 percent of the company, and board member 

Niclas Kjellgren owns 17.4 percent through Recibir Invest AB. Former board member Pontus 

Dahlström owns 5.3 percent of the company through Louer Invest AB. The total number of 

shares was increased to 20.38 million because of the share issue during Q4 2020, and the 

ownership is calculated based on that. 

 

 
 

  

Board of Directors

Name Position Since Ownership Experience

Joachim Roos Chairman 2019 0.1% Born in 1960. Joachim has close to 30 years of 

experience from leading positions and as an entrepenuer 

in tech startups in various sectors. Joachim is co-founder 

of the video streaming company Edgeware 

(NASDAQ:OMX), where he was the CEO for 13 years. 

Har a lot of experience in raising capital from the 

international VC community. He holds a M. Sc. in 

Computer Science from Lund and a Licentiate of Science 

in Computer Engineering from Lund.

Jonas Söderqvist Board Member 2020 - Born 1968. Jonas has worked within the media landscape 

for over 20 years and has managed people for over 15 

years. Jonas has held positions within MTG, Smartclip, 

Specific Media, YuMe, Mediakompaniet, Sellbranch, MTV 

and Pubmatic. He has worked in the programmatic space 

since 2016.

Niclas Kjellgren

Recibir Invest AB

Board Member 

and 

founder

2017 17.4% Born in 1978. Niclas has an academy background from 

the Royal Institute of Technology. He has founded and 

operated multiple consultancy companies in the Swedish 

tech-hub Kista. Niclas is a financial Co-founder of 

Adverty.

Niclas Bakos Board Member 2017 15.3% Born in 1978. Niklas has a master's degree in Media 

Technology from the University of Linköping. He has been 

active in the mobile games and ad-tech industry for the 

past 17 years at leading companies such as Glu Mobile, 

Namnco Bandai and StartApp. Niklas also acts as an 

advisor for Apple awarded games studio About Fun and 

Swedish studio Corncrow Games.

Source: Holdings, Redeye Research

Major Shareholders

# Owner No. of shares Capital

1 Recibir Invest AB 3 552 697 17.44%

2 Niklas Bakos 3 123 401 15.33%

3 Avanza Pension 1 813 512 8.90%

4 Nordnet Pensionsförsäkring 1 221 715 6.00%

5 Louer Invest AB 1 082 996 5.31%

6 Tobias Sandås 578 260 2.84%

Total: 55.81%

Source: Holdings, Redeye Research
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The Stock 
Adverty’s shares were listed on the NGM Nordic SME market on November 29, 2018. Adverty 

undertook a share issue in connection with the listing, raising SEK 11m, valuing the company 

at roughly SEK 90.95m post-money. The stock had a bumpy ride initially, trading well below 

the offering price of SEK 7.5. The stock traded at around SEK 3 during the first three months, 

and several people from management and the board of directors acquired shares the day 

after the listing. The CEO, CFO (at the time, it was Pontus Dahlström), the chairman of the 

board, and one board member increased their ownership with 30 thousand shares each. 

 

 
 

Adverty’s share price appreciated heavily the following six months, during the period February 

2019 to August 2019, when the stock price topped out at SEK 23, on August 9, 2020. An 

increase of roughly 650 percent. Since then, though, the share price has slowly declined and 

has traded between SEK 4 and SEK 7 during 2020. 

The reason for the appreciation was most likely the news that Adverty entered a partnership 

with the popular eSports mobile game Critical Ops in August 2019, which at the time had 

attracted over 70 million players. There was also news regarding its integration with Supply-

Side Platform (SSP) provider BidSwitch. Adverty was activating programmatic advertising 

campaigns with Coca-Cola, Red Bull, Lenovo, and Asus through Demand-Side Platform (DSP) 

partner Admixer. 

The share price failed to maintain elevated levels. We think it has to do with the lack of 

significant revenues, following the announcements of the ad campaigns mentioned above. 

The share price has rebounded over 70 percent following the Q3 earnings release on 

November 20. We think sales growth combined with additional advertising campaigns from 

well-known brands, right before the primary catalyst that is the launch of In-Menu, can be the 

start of a change in investor sentiment regarding Adverty. We are of the opinion that the 

market will start believing in the equity story if the In-Menu launch can show a material boost 

to sales growth.  

Adverty's share price (SEK)

Source: Bloomberg and Redeye Research
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One thing to note is that the average trading volume is very low, and thus the share price 

action should be taken with a grain of salt. As price action necessarily does not reflect 

underlying fundamentals, making the share price very unreliable. 

 

Directed share issue and stock option programs 

Adverty announced a directed share issue on October 27, 2020, raising SEK 20.25m before 

transaction costs. A stock option program was also announced, and if all the options are 

exercised would lead to an additional SEK 10m raised. The price was set through an 

accelerated book-building process, and the share issue led to a dilution of 22 percent. There 

will be a further dilution of roughly 9 percent if all the options are exercised in the future. It 

has not been announced which investors took part in the share issue. 

The 2020/2021 stock options entitle the holders to acquire shares in Adverty for a price of 

SEK 5. We view the absence of a discount as something positive. The dilution was quite 

significant, but the company should have enough cash - roughly SEK 22m - for important 

upcoming product launches, which should see the company start generating considerable 

revenues from 2021 and onward. According to our estimates, the cash will just about last 

until it starts to become profitable in 2023. According to our base case financials, it will need 

to take a small loan or raise roughly SEK 5-7m. 

 

Market - the low hanging fruit 

The gaming market 
Gaming is the most extensive form of entertainment today, and over 2.7 billion people play 

some type of game today. It is bigger than the TV, Film, and Music industries independently. 

In fact, it is larger than the Film and Music industry combined. The gaming market is 

expected to grow by about an 8 percent CAGR between 2020-2023, according to Newzoo. 
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The total market is predicted to surpass USD 159b in 2020, a 9.3 percent year-on-year 

increase, and is eventually expected to exceed USD 200 billion at the end of 2023.  

 

Video game live streaming 

Another important factor when talking about the gaming market is how many people watch 

live video game streamers. The largest platform, Twitch, has seen a significant boost in 

concurrent viewers due to the pandemic, which reached a peak of 2.3 million during Q2 in 

2020. That is almost a doubling from the same period last year of 1.27 million viewers. 

YouTube Gaming experienced the same type of growth where concurrent viewers reached 

750 thousand during Q3 2020 compared to 320 thousand in Q3 2019, according to Statista. 

Of course, all of this is good news for in-game advertising as gaming as a medium is 

reaching farther than just individuals playing in their living room.  

 

Mobile gaming 
Mobile games (including both smartphone and tablet) revenues are forecasted to account for 

49 percent of the global gaming market, with revenues of USD 77 billion, according to 

Newzoo, and the mobile gaming market is estimated to grow faster than the gaming market 

overall, at around 13 percent CAGR between 2020-2025.  

The mobile gaming industry has seen accelerated growth due to COVID-19. Mobile games 

revenue grew 21 percent year-on-year in H1 2020, according to Sensor Tower. Downloads 

increased 44 percent year-on-year in Q2 2020. These numbers do not include revenues from 

third-party Android stores in China and other regions. Games now make up 72% of all app 

store spend, according to App Annie, and games accounted for 40 percent of total app 

downloads in H1 2020, up from 37 percent in 2019, according to Sensor Tower. 

Time spent on mobile outpaced the time spent on TV in 2019. The trend is expected to 

continue, and 91 percent of the time spent on mobile devices is spent in-app, according to 

eMarketer and, games are some of the most engaging mobile app categories.  

 

The VR market 
Virtual Reality (VR) is growing at a rapid pace. The market was valued at USD 11.56 billion in 

2019 and is expected to grow at a 30.2% CAGR between 2020 and 2027, according to 

grandviewresearch.com. 

VR hardware is becoming cheaper and better. Oculus Quest 2 was preordered five times as 

much as the original, according to Mark Zuckerberg of Facebook. Hardware penetration rate 

will lead to more content being created, which leads to more hardware being sold, a positive 

spiral. Triple-A games like Half-Life: Alyx, which was very long-awaited, help drive sales. More 

and more Triple-A studios are turning their attention to VR-games. 

The VR market is becoming more mainstream every day as more game developers turn their 

focus towards it. Ubisoft has announced it is developing VR titles in the Splinter Cell and 

Assassin’s Creed universe. More Triple-A titles are sure to come in the future.  
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Reaching the unreachables 
According to Newzoo, there are roughly 2.7 billion gamers worldwide today, and the biggest 

demographics, Generation Z and millennials, are proving increasingly hard to reach via 

traditional advertising venues. This is expected to rise to 3 billion by 2023. Forty-five percent 

are female, and 35 percent of the gamers are between 21 and 35 of age. 

The younger generations, Generation Z and millennials, are replacing social networks with 

games as their go-to digital destination to meet and socialize with friends, and a sharp 

decrease in watching television, listening to the radio, and reading newspapers, etc., has been 

observed.  

This shift in behavior, among other reasons, is driving Facebook, Google, and Amazon, and 

other tech companies to enter the gaming space. This is evident by the launch of Cloud 

Gaming Services like Google Stadia, Amazon Luna, and Facebook Gaming. 

COVID-19 has only accelerated the growth of gaming as it led many consumers to seek 

alternative ways to socialize. Social media disrupted traditional media a decade ago, and 

gaming is disrupting social media today. Gaming is a more interactive and immersive 

experience compared to the experience in social media apps, according to Newzoo. 

Generation Z is defined as the generation of people born in the late 1990s and early 2000s. 

This generation is more concerned with online privacy. According to GlobalWebIndex, fifty-

one percent of Gen Z used an ad blocker, 38 percent used a VPN or Proxy Server, 50 percent 

deleted cookies, and 62 percent used a private browsing window. Compared to global web 

users of all ages, where 47 percent use ad blockers. 

People are using their phones more and more, generation Z, particularly, and mobile phones 

are surpassing any other media. On average, an adult in the U.S. spends 3 hours and 6 

minutes per day on their mobile devices, and apps account for over 90 percent of the time 

spent on smartphones, according to eMarketer. 

The habits of generation Z are even more telling, with an average of 4 hours and 11 minutes 

spent on mobile per day, outpacing PC, Laptop, and both linear and streamed TV, according 

to GlobalWebIndex.  

 

Digital advertising 
Statista expects the total market for digital ad spending to grow to $356 billion in 2020 and is 

forecasted to grow with a CAGR of around 6.5 percent between 2019-2024. Search and 

social media advertising are the biggest segments representing 45 percent and 28 percent, 

respectively, and banner advertising stands for 15 percent of global digital advertising 

spending. 

 

Brand marketing and performance-based marketing 

There are two categories of digital marketing, brand marketing and performance marketing. 

Brand marketing is used to build brand awareness, influencing the consumer to gravitate 

towards a particular brand. Get the customer to buy Nike shoes the next time they are 

shopping for footwear. Brand marketing can be viewed as traditional product placement 

marketing, the likes of billboards, posters, static banners, and television commercials. 
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On the other hand, performance-based advertising is a form of advertising in which the 

purchaser of the ad space only pays when there is a measurable result. These ads typically 

have an element of call to action (CTA) And include the following pricing models: 

 

• Cost-per-mille (CPM) is a model that charges the customer for each impression, 

that is when an ad has been viewed. Mille is Latin for thousands, and the CPM cost 

is for every thousand views. 

 

• Cost-per-click (CPC) charges the purchaser for each click on an advertisement.  

 

• Cost-per-lead (CPL) only charges the purchaser when a customer performs a 

desired action. It could be purchasing something or signing up for something, 

irrespective of the number of clicks and impressions. 

 

Mobile advertising spending 
Mobile ad spending is forecasted to make up 55 percent of global digital ad spending in 2020 

and is predicted to grow to 62 percent in 2024, according to Statista. 

Mobile advertising is dominating in the U.S. and China. Mobile advertising only stood for 39 

percent of digital advertising spend in Europe in 2019. Compared to 62 percent in China and 

58 percent in the U.S, in-app advertising is gaining market share over mobile web advertising. 

It is expected to grow with a CAGR of 19.4% between 2019 and 2025, reaching USD 226b, a 

positive development for Adverty. 

 

Programmatic advertising 
Programmatic ads are dominating the advertising space, and this trend is only forecasted to 

continue. Programmatic advertising is the process of automated buying and selling of ad 

inventory in real-time using a software platform, rather than buying the ads directly from a 

publisher.  

The platform enables programmatic buying and selling by using sophisticated machines and 

algorithms to purchase and sell ad inventories in real-time. The transaction is completed 

within about 100 milliseconds. Programmatic advertising reduces the need for human 

involvement as it enables brands or ad agencies to buy ad impressions via a complex 

ecosystem. 

The traditional or offline advertising market is riddled with inefficiencies as the buying and 

selling of ad inventories is a manual process between buyers (advertising agencies) and 

sellers (publishers). There is a lot of paperwork, negotiation, and administrative work involved, 

making the process time-consuming and expensive.  

Statista estimates that 81 percent of global digital ad spending is distributed via 

programmatic advertising. This is forecasted to increase to 82 percent in 2024, and 

programmatic display advertising spending is estimated to grow to USD 126b in 2020. 

Programmatic advertising is predicted to grow faster than the digital advertising market 

overall. 
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Programmatic advertising is employed by companies active within the Advertising 

Technology (AdTech) space. It aims to replace human negotiations with machine learning 

and AI-optimization, driving efficiency and transparency for advertisers and publishers. 

The illustration below explains the process. It is easiest to view this from right to left. It starts 

with a consumer visiting a website or an app. The publisher ad server announces via the 

Supple-Side Platform (SSP) that ad space is available for purchase - this is called an ad 

request - to the ad exchange and sends information regarding the user to the Demand-Side 

Platform (DSP).  

 

 
 

The DSP communicates to advertisers via an ad server that there is available ad space 

directed at the type of consumer they are trying to reach and the current bid price. Advertisers 

then place bids on the most attractive ads through a DSP, and the highest bidder wins the ad 

inventory. The ad request has thus been filled. 

Advertisers use the DPSs to help reach their target audience, while publishers use the SSPs to 

sell ad space on ad exchanges. The publisher can provide details about the user, for instance, 

search history. Advertisers can then decide if they want to bid on that specific impression and 

how much to bid for it. This Real-Time Bidding (RTB) process takes place in a matter of 

milliseconds.  

Hence, programmatic is much more scalable than direct bookings and enables advertisers to 

reach their target audience at a lower cost. Programmatic advertising also benefits from real-

time advertising statistics, where the advertisers can see the number of impressions, 

conversions, and useful user data. Ad campaign data can also be provided, showing how 

specific keywords or different advertising campaigns are performing. 

 

  

The programmatic advertising process

Source: Statista & Redeye Research
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Business overview 
Adverty is in the business of placing brands into virtual worlds and helping them reach an 

enormous under-monetized market, consisting of nearly 3 billion people. A big part of this 

audience is an unreachable audience, Generation Z. They spend more time on their phones, 

especially in-app, and less on tv and web browsing and traditional media outlets. And 

sometimes, the only way to reach them is via the mobile phone, as that is where they spend 

most of their time, especially in-app. 

More and more people are also using ad blockers, and the prevalence of ad blockers is even 

higher among Generation Z. The benefit of Adverty’s ad inventory is that they cannot be 

avoided through an ad blocker.  

Adverty’s ad inventories are standardized and follow IAB standards, which is essential since 

advertising agencies buy ad spaces programmatically from DSP-platforms. Programmatic 

ads need to be standardized so that the ads can be sold and implemented in the publisher’s 

game instantaneously, without the need for customization, which requires human 

intervention. Adverty provides two different ad offerings via its platform, In-Play ads, and soon 

the In-Menu ads. 

 

The technology platform 
Adverty has developed its own proprietary technology platform, a cloud-based ad server 

running on Amazon Web Services (AWS). Adverty will soon integrate its Unity Software 

Development Kit (SDK) in Unity’s Asset Store, enabling publishers and developers easy 

access to activate seamless in-game ads directly through their development environment.  

The technology platform communicates directly with the programmatic pipeline and with the 

game developers and publishers, making sure that the ads are running smoothly and 

delivering real-time metrics on viewability, for instance. the number of impressions generated, 

unique users reached per day, average in-view-time per impression, hours of total view per 

day and campaign cost per minute. 

 

  
 

Ads are either sold through the programmatic pipeline or via direct bookings through Adverty. 
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Direct bookings require human intervention and negotiations and are thus not as scalable as 

programmatic sales. Adverty has improved its platform during 2020 to better adapt its ad 

inventories to fit the programmatic marketplace for the sales process to become fully 

automatic. This is key as it enables scalability through selling ad inventories automatically 

and globally. 

Adverty reaches roughly 95 percent of all the DSPs through its SSP network. The SSPs take 

approximately 15 to 20 percent of the ad revenues. And the DPSs adds a fee on top of the 

sale price. For instance, the purchase of an ad that would cost USD 100 would be sold on the 

DSP-platform for 105 as they add a fee on top of the selling price. The SSP would then take 

15-20 dollars leaving 80 dollars for Adverty and the publisher. Adverty’s revenue share with 

the publisher is generally between 30 to 50 percent of the revenues going to Adverty. 

Depending on the customer, of course. Bigger and more popular titles could lead to a lower 

revenue share for Adverty. Adverty charges its advertisers based on the CPM model, which 

charges the customer per thousand impressions or views. The average CPM price it charges 

in the EU and the US is USD 5-6, and the average CPM price in LATAM is USD 3. 

The infrastructure behind the technology platform is tried and tested, as Adverty’s portfolio of 

games has delivered hundreds of millions of ad requests through partner SSPs such as 

PubMatic and Smaato, into leading DSPs like The Trade Desk, Google DV360, Xandr, 

MediaMath, and Adform. And it has stress-tested the platform, delivering over 40 million ads 

at 100% fillrate within two weeks in one of the most popular mobile games in the world. 

The onboarding process for a publisher takes no longer than 30 minutes and is painless, 

thanks to the lightweight Unity SDK. Programmatic ads require an internet connection, but 

Adverty has made it possible to display ads in a sufficient manner when the internet 

connection is lost for short periods of time. 

 

Integration in SuperAwesome 

Adverty recently (August 2020) partnered with SuperAwesome - which recently was acquired 

by Epic Games - a platform provider that enables advertisers to safely engage kids digitally. 

Adverty is integrated into the platform and can accept bookings through them. 

SuperAwesome’s target audience is kids under the age of 16 and follows COPPA and GDPR-K 

compliances.  

It is the only ad platform built for the global ad industry targeting kids specifically. The 

platform does not collect personal data to customize ads to the consumer but rather use 

contextual targeting. Therefore, it is very important that ads that are sold through 

SuperAwesome are placed in a contextually brand-safe and kid-safe environment. 

This represents an opportunity for Adverty to monetize its kid’s audience in a brand-safe and 

consumer-safe way, as Adverty’s game portfolio of kids-friendly games continues to grow. It 

is important for brands appealing to kids to not be placed in a contextually wrong 

environment, and it is, of course, very important to protect kids against inappropriate brands, 

for instance, alcohol brands. Lastly, it is also very important for the game developers and 

publishers of kid-friendly games to not present ads that are inappropriate as that can cause a 

lot of upset and bad will for the game. The regulations are quite strict when marketing 

against kids, and it is vital to have a trusted partner to monetize this audience appropriately 

and complying with the laws. 

What makes this partnership extra interesting is that Epic Games, developer of Fortnite, 

acquired SuperAwesome. They have huge muscles behind them, and the company has 

access to a massive pipeline of publishers through Epic Games Store. It does not hurt that 
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they own one of the most popular games globally, which happens to be kid-friendly. Adverty 

expects the partnership to generate substantial revenues from 2021 and onwards as more 

kids-friendly games with the appropriate age gating enter Adverty’s portfolio. 

 

BrainImpression 

Adverty has developed its own proprietary technology for determining ad viewability that uses 

scene info and ad placements in the user’s field-of-view to evaluate if an ad is viewable or not. 

It has a patent-pending for this technology that is called BrainImpression. The data can be 

extracted, and the publishers and advertisers can get real-time data on how many 

impressions the ad has received and how long consumers view ads. This is possible, thanks 

to Adverty’s Unity SDK. It has filed two patents for this technology in 2017 and a third patent 

in 2018, related to the technology. 

Adverty was granted a US patent for BrainImpression in November 2020. The patent was 

filed when the company focused on AR and VR gaming platforms. Since then, it has shifted 

its focus to the mobile games market. The patent that was granted covers head-mounted 

displays, such as VR headsets, Augmented Reality headsets, and smart glasses. However, 

Adverty has filed a US patent for other displays such as mobile phones, tablets, and TV 

screens, utilizing the same initial application date of March 2017. 

Adverty recently added more functions to its BrainImpression technology, to increase the 

viewability, called LazyLoad. Adverty explained this function briefly in the Q3 2020 report. The 

function enables ad requests to only be sent out if the ad placement is close to what is 

presented on screen. The probability of the ad being viewed increases, and thus the ad 

inventory becomes more attractive. Adverty is completely alone in offering this function when 

it comes to the in-game advertising market. But similar, less advanced technology is used for 

ads on websites today. 

 

IAB certificates and standards 

The Interactive Advertising Bureau (IAB) is an advertising business organization aiming to 

develop global solutions and advance the digital advertising industry worldwide. IAB does this 

through developing industry standards, conducting research, and providing legal support for 

the online advertising industry. Over 650 leading media companies, brands, and technology 

firms are members of IAB. IAB global consists of 48 international licensee organizations. 

Adverty was awarded the IAB UK’s Gold Standard Certification in December 2018 and was 

the first immersive ad tech company to receive it. Adverty also received the IAB Sweden’s 

Gold Standard Certification in April 2020, being the first ad tech company in Sweden to 

receive it. 

Receiving these certificates is important since it is a stamp of approval, validating its 

technology and commitment to brand-safe advertising. IAB is a large and international 

organization, and most advertisers find it very important when considering buying ads from 

different providers. 

IAB also develops standards that the online digital advertising market follows. All Adverty ad 

formats are based on the IAB standard sizes. 
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SDK integration 

The Adverty SDK for Unity is a plug-in for app developers that enables drag-and-drop of ad 

surfaces into virtual environments, making for a quick and easy onboarding process for game 

developers that only takes a couple of minutes.  

It is critical that the SDK-integration is painless and that the file size is small. Applications 

over specific file sizes (200MB for iOS but can now be overridden, no restriction on Android) 

require a Wi-Fi connection to download them. Publishers want to avoid this. Adverty’s SDK is 

very lightweight, and it has been proven through numerous integrations that it is, in fact, 

painless. 

Adverty’s SDK only supports Unity today, but that is the low hanging fruit since Unity has over 

a 50 percent market share within the mobile games market. Unity also has a market share of 

over 60 percent in Augmented Reality (AR) and VR content. Thus, publishers that want to 

advertise through Adverty can only do so if they have developed their game using Unity’s 

engine. Adverty’s Unity SDK is soon to be included in Unity’s Asset Store, which is positive 

since developers can access Adverty’s advertisement technology directly in the environment 

they develop their games in. 

 

In-Play ads 
In-Play ads are placed seamlessly into virtual worlds, and they do not require any interaction 

from the player or any call-to-action, making them unobtrusive. In-Play ads help brands reach 

their target audience in a context where it makes sense for the brand, building brand 

awareness. Think of it as billboards or posters placed in virtual worlds that also can keep 

track of how viewable they are and how many times they have been viewed, and how long 

people have viewed them. 

 

 

It is comparable to out-of-home advertising but with metrics on viewability, making it a 

powerful advertising tool. Traditional out-of-home ads are losing their value. People are 

spending more time on their phones, especially the younger generations. They are not paying 

as much attention to the outside world as previous generations. 
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How do you reach a consumer that walks past a billboard or poster while staring at their 

phone? It is impossible to tell how many people have viewed the billboard or poster and how 

long they have looked at it. But the In-Play ads that Adverty provides can do precisely that. 

Context is crucial for In-Play ads. It does not make much sense to have a KFC ad in a 

medieval game, for instance. The user experience is negatively impacted for apparent 

reasons, and it can sometimes negatively impact the brand. In-Play ads are sold both 

programmatically and through direct bookings. 

The benefit of this ad format is that players cannot avoid them through an ad blocker, they 

are non-intrusive, and they act as a great synergy to performance-based ads that require a 

call to action. 

We think that a picture is worth more than a thousand words, so a video must be worth more 

than a million words. View this video to see an Activision ad for the game Call of Duty: Black 

Ops Cold War in the game Critical Ops Mobile. 

 

In-Menu ads 
The In-Menu ad format is an entirely new brand advertising format invented by Adverty. It 

enables contextually relevant standardized IAB display banner ads to be displayed in between 

the gameplay, integrated at the game design level. Like the In-Play ad format, this too is 

seamless and non-intrusive compared to traditional in-app ad formats, but with the added 

benefit of In-Menu being performance-based. 

 

In-Menu ad units are placed seamlessly into game menus, making them non-intrusive as the 

ads are blended in with the User Interface (UI). The User Experience (UX) is not negatively 

affected compared to traditional in-app ads, which tends to disrupt the user experience. The 

ad format is standardized and follows IAB standard display banner formats, which is vital so 

that the ad inventories can be sold programmatically on DSP-platforms. It enables 

advertisers to buy ad inventories via the programmatic pipeline, just as normal, to get 

exposure to the unexplored media channel that is mobile gaming. See an example of a KFC 

ad in the picture below. 

 

 

https://www.youtube.com/watch?v=W_XyBXm8nDY


dsfdsf  REDEYE Equity Research   Adverty  14 December 2020 
 
 

22 
 

 

The ads have an element of call to action and offer rewards for the players if they click it and 

view it, and Adverty gets paid for each impression or view. Adverty has developed a 

technology allowing the user to stay within the app after having clicked the ad. 

The advantage of these ads is that ad blockers cannot block them, and they do not disrupt 

the user experience and that they are performance-based. It is easy for advertisers to judge 

the success of a marketing campaign by analyzing the data, compared to brand marketing 

campaigns. 

We think the launch of the In-Menu ad format is an important catalyst for the company. The 

format will make it easier for advertisers to trial in-game advertising. It can act as a gateway 

for further ad campaigns and lead to upselling of the In-Play advertising format, and vice 

versa. In-Menu ads combine elements of brand marketing and call to action and are 

interactive. Performance-based ads are the most common form of programmatic advertising 

today. Adverty has figured out a way to move traditional programmatic ads from the web to 

in-game. The company expects very high growth in this segment as its inventories can be 

programmatically sold through DPSs as Trade Desk, Verizon Media, MediaMath, Google 

DV3560, and other actors that are being used by advertising agencies. 

Adverty thinks that In-Play and In-Menu lead to a scenario where 1+1=3, and we share this 

view. In-Play ads offer advertisers a way to build brand awareness among a specific userbase 

during play sessions. At the same time, In-Menu enables the user to interact with ads in 

between play sessions. Interactions are more likely to happen if a user has been exposed to a 

brand beforehand. View this video to see an example of the In-Menu ad format. 

 

  

https://www.youtube.com/watch?v=n6gFgiF7VIo
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Case study 
Adverty ran a marketing campaign in the Nordics during the summer of 2019. The ad 

campaign ran for two weeks in one of the world’s most popular games (a game with over 2.7 

billion downloads). The campaign reached 350 000+ unique users every day and generated 

5.8 million viewable impressions.  

The ad campaign consisted of In-Play ads, and Adverty delivered over 40 million ads. We view 

this as a very positive development as it acted as a stress test for Adverty’s platform, 

showing that it can handle a large number of players. More importantly, it showed that the 

game did not experience any differences in retention rates. The game did not receive negative 

reviews, and the players did not report any negative feedback. The inflow of new players did 

not get affected either.  

 

Brand study 
Dentsu Data Labs, together with Adverty, performed a brand study testing In-Play display 

advertising in February 2020 using 301 participants to evaluate the perceived experience of 

seamless in-game ads and its effects on the user experience. Viewability and awareness 

were high, between 78 and 84 percent, and a high brand recall of 78%. Meaning that 84 

percent noticed that they had seen ads within the game, and 78 percent of them could recall 

what brand they saw. Fifty percent of the participants preferred the non-intrusive ads, 

compared to 30 percent who preferred banner ads. 

Over 65 percent of the participants reported no negative impact at all on the user experience. 

Seventeen percent said that the ad had a positive effect. Compared to banner ads on the 

web, where only 13 percent could say the same. 

It is not possible to circumvent In-Play ads using ad-blocking technology today. All of this 

results in a win-win-win. Better for the developers, the advertisers, and gamers. Only 9 percent 

of the participants were willing to pay for games to avoid ads, while 43 percent were willing to 

accept ads to get games for free. 
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Games portfolio 
Adverty’s portfolio of games and publishers have a reach of roughly 8 to 13 million DAU and 

+25m MAU, and this reach generates roughly 500 million ad requests per month, but the fill 

rate is low since the demand is not there yet. An ad request is when a user is exposed to ad 

space in the game or application. A request for an ad to be displayed is sent to the ad server. 

Every time a user sees the ad space, an ad request is sent to the server. Fill rate refers to how 

many of the advertisement requests are purchased or filled.  

 

Talking Tom Gold Run 

The biggest game in Adverty’s current portfolio is Talking Tom Gold Run, which is developed 

and published by Outfit7. The Talking Tom franchise now consists of 23 different apps and 

games, which have seen over 13 billion downloads across the whole family of apps. It is a 

huge franchise.  

 

Talking Tom Gold Run is an endless runner game that is very popular and has 4 million 

reviews on Google Play and 400k reviews on the App Store, and the game has roughly 6-7 

million DAU, according to AppTopia. 

 

Critical Ops 

Critical Ops is a multiplayer FPS game developed and published by Critical Force, which has 

been downloaded over 80 million times since its inception. The game has 500k DAU and 5m 

MAU and has achieved this organically, according to the CEO of Critical Force. 

 

  

Shadowgun War Games 

A multiplayer FPS game that was released in February 2020 by Madfinger Games, that has 

been downloaded over 2 million times. Adverty is not currently live with its solution in the 

game since Madfinger Games has had some technical issues with the game. Adverty is 

planning to go live in the near future, when Madfinger Games has solved all the technical 

issues with the game. None of the technical issues are related to Adverty. 

 

Other games 

Adverty has other games in its portfolio, and they currently have 21 titles in its portfolio, 

spread between 11 publishers. They have one AR game and a few VR-titles in its portfolio, but 

these are not markets that Adverty is focusing on. 
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Opportunity 

Ready Player One 
Advertisers go where the eyeballs are. It is not only about the players but also the viewership 

of games. Twitch, YouTube Gaming, and eSports help the expansion of virtual worlds. 

Googling the term metaverse will yield several definitions. According to Wikipedia, the 

definition is a collective virtual shared space, created by the convergence of virtually 

enhanced physical reality and physically persistent virtual space, including the sum of all 

virtual worlds, augmented reality, and the internet. 

AR and VR help create more immersive worlds, which opens up for more in-game advertising. 

VR is poised to grow much faster than the gaming market overall, driven by VR hardware’s 

rising adoption, more and better content, and 5G. VR and AR are not a focus market for 

Adverty today, but the shift in advertiser behavior will benefit them 

Virtual worlds are becoming more expansive and realistic, and the pandemic has only 

accelerated this trend. The critical takeaway is that games and other virtual worlds can 

become more than a game. Fortnite has evolved into a platform where people socialize, go to 

concerts, or just spend time with their friends. 

Fortnite is just an example of one of many popular virtual worlds, and according to Statista, 

the game has over 350 million registered players. This has, of course, caught the attention of 

brands and advertisers. 

The band Weezer had its own island in the game in 2019. It resembled its own Weezer-

themed amusement park, and four songs from the band’s latest album were heard playing at 

various points on the island. 

10.7 million people attended the marshmello concert in Fortnite. Events like this should drive 

in-game advertising. A billboard placed in a digital world is much more scalable than in the 

real world. More than 12 million people attended the Travis Scott concert in Fortnite. Digital 

worlds are becoming more and more expansive and immersive, making Adverty’s product 

offering more attractive. 

Instead of implementing intrusive ads within the game, the American fast-food chain Wendy’s 

took a different approach. Fortnite implemented a game mode called Food Fight, and 

Wendy’s became a part of the game story rather than to advertise within the game. 

 

The status quo 
In-application advertising is the fastest growing form of mobile advertising. In-app ads appear 

within the app experience. For example, a video might appear when opening an application. It 

is usual for mobile games to have in-app ads where they appear after a level is completed, 

right before starting the next level or when the player runs out of lives. These ads are intrusive 

as the player has to pause their gaming experience to watch an ad that might be up to 30 

seconds long. 

The users tolerate these ads since the apps are either free, or watching the ads can lead to 

rewards. It is usual for these ads to include a call to action (CTA), where the user is asked to 

download another app or some other activity. Below are some examples of the most 

common ad formats today: 
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• Banners that sit at the top or bottom of the screen while in the app. They can appear 

intrusive and may annoy users by taking up screen real estate and leading to 

accidental clicks that redirect the user away from the app. A lot of studies point to 

that most of the clicks on banner ads are accidental. 

 

• Native Ads are the least intrusive ad format, and they are designed to match the 

environment where they are placed. An example might be an Instagram ad that 

looks like a normal Instagram post and thus blends in with the rest of the feed, or a 

promoted tweet on Twitter. 

 

• Interstitial Ads are interactive full-screen ads that cover the whole interface of the 

host app, and they normally appear between content at natural transition points or 

breaks. For instance, after completing a game level. This type of ad normally calls 

for some kind of action, either clicking the ad to get to the ad’s destination or closing 

the ad to return to the game or app. They appear in different formats, both as static 

images and videos, and tend to have higher click-through rates than other formats. 

 

• Autoplay videos that run for anything between 10 to 30 seconds, and they can 

appear right when starting an application or in between levels. These ads can 

appear as native ads or interstitial ads. They have a higher click-through rate. 

However, they are quite intrusive, and many users find them annoying. 

 

• Offer Wall Ads are ads that offer incentives for the user in the form of in-game 

currency, in-game lives, or other content. They might require the user to watch a 

video or download another app. This ad format normally generates higher click-

through rates as users can gain something from them, and they appear less 

intrusive since it is a choice for the user. This ad format is normally on a different 

page in the app, and the drawback to that is that they do not get as many 

impressions as interstitial or banner ads. 

 

A large part of online advertising spend is attributed to social media advertisement, which is 

expected to reach USD 99b by the end of 2020, making up 28 percent of the total online 

advertising spend. However, consumer privacy trends are making it harder for companies like 

Facebook and Google to customize their ads to users. The General Data Protection 

Regulation (GDPR) legislation in the EU can restrict how companies can access user data.  

Apple recently added a feature to its latest operating system update, iOS 14, requiring apps to 

get permission from users before collecting its data and giving the user an opt-in rather than 

an opt-out. This caused a lot of distress among publishers, and Facebook even warned - in a 

press release - that it might significantly impact publishers’ revenues.  

Less user data means less effective ad targeting, and this trend might work in favor of 

companies like Adverty. As ads then become more contextually based. Meaning, instead of 

reaching certain demographics anywhere on the web because of user data, it will shift 

towards going where the targeted audience spends their time. In-app advertising should see 

a boost from this, and mobile games are the most popular app category. The shift in 

marketing from the web and social media to in-app and the increased focus on gaming are 

tailwinds for Adverty. 
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The in-game advertising market 
There are widespread estimates for the In-Game Advertising (IGA) market. IGA is expected to 

grow at a CAGR of 20 percent between 2020-2024, according to TechNavio. An increase from 

roughly USD 10 billion in 2020 to USD 21 billion in 2024. OMD Sweden estimates that roughly 

USD 5 billion is spent on IGA globally, and finally, ReportLinker estimates the market at USD 

3.2 billion. 

Assuming that the size of the global IGA market is an average of the estimates above would 

indicate a market size of roughly USD 6 billion, which only represents 1.6 percent of the global 

digital advertising market, 4.7 percent of the global programmatic advertising spend, and 6 

percent of the global social media advertising spend in 2020. 

 

The discrepancy 
Statista estimates that around 3.6 billion people are active on social media platforms today 

and that ad spending on social media platforms is expected to reach USD 99 billion in 2020. 

There were an estimated 2.7 billion gamers around the world in 2020. That is 75 percent of 

the social media userbase. But the gaming market only attracts 5% of the ad spending on 

social media platforms. This imbalance represents a huge opportunity for companies like 

Adverty. The company’s total addressable market is the global programmatic display 

advertising market, which is estimated at USD 126b in 2020. There is plenty of room for 

competition, and the opportunity is very large. 
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Competition 
Bidstack 

Founded in 2015, Bidstack is a provider of native in-game advertising that is dynamic and 

automated. Bidstack focuses primarily on console and pc games and has developed its own 

technology platform with programmatic support. Bidstack is a publicly-traded company listed 

on the AIM London Stock Exchange (LSE:BIDS) and was listed on the exchange in September 

2018. It has support for the mobile platform, but it is not a focus area for them. 

 

The business model is similar to Adverty’s, but Bidstack is focusing mainly on console and 

PC games and the sports and racing genres. Bidstack recently announced some partnerships 

with mobile game developers focusing on sports games. Some of its partners include high-

profile game developers like Codemasters and Sega. And its ads have been featured in 

Football Manager, Dirt, and GRID. Bidstack has grown its employees from 17 to 49 

employees between December 2018 and December 2019 and has an estimated 80+ 

employees to date, according to LinkedIn. Bidstack has no viewability technology. 

 

 
 

Anzu 

Anzu was founded in 2017 in Israel and is an in-game advertising platform offering real-time 

ads in IAB-recognized formats in a brand-safe environment through its programmatically 

powered platform. Anzu has roughly 40 employees. Anzu has raised a total of USD 8m in 

funding to date. Anzu has several partners, including high-profile companies like Ubisoft. 

Anzu is focusing on the P.C., console, and mobile markets. Anzu has a patent filed for 

viewability technology, like Adverty’s BrainImpression technology. 

 

Anzu has had four rounds of funding and has raised USD 8m in total to date. Its latest capital 

raise was in August 2019, where it raised USD 6.5m, valuing the company at USD 13.51m 

post-money, according to Pitchbook. 

 

Adverty and Bidstack share price

Source: Bloomberg and Redeye Research
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Admix 

Admix was founded in 2017 in the United Kingdom. It is primarily focusing on the VR, AR, and 

mobile markets. It has raised a total of USD 10.6m to date. Admix has roughly 40 employees. 

No viewability technology patent, but the platform has programmatic support. 

 

Admix has also had four rounds of funding and has raised USD 12.11m in total, where it 

raised USD 8.5m in its latest funding round in April 2020. However, the valuation was 

unknown at that time. According to Pitchbook, its latest known valuation was during its seed 

funding in June 2019, where Admix raised USD 0.5m, valuing the company at USD 7.14 post-

money.  

 

We think it is safe to assume that Admix at least are worth over USD 15.5m post-money, after 

its latest funding round 

 

Frameplay 

Frameplay was founded in 2018 and is based out of San Fransisco, and is a small and up and 

comer within the IGA space, focusing on PC, console, and mobile. It focuses on what it calls 

intrinsic in-game advertising, which means that it only offers ad formats similar to the In-Play 

format that Adverty has. Frameplay does not have any performance-based solutions to date. 

Frameplay has SDK’s for both Unity and Unreal. The company recently partnered with SSP 

Magnite (previously Rubicon). The company has between 15 and 20 employees. 

 

AdInMo 

Founded in 2017 in Scotland, AdInMo focuses on the mobile games market, and it has a 

Unity SDK. AdInMo only offers brand awareness advertising and no performance-based ads. 

The company employs 15 people and has raised a total of USD 500k to date. 

 

Competition is healthy 

Overall, the competition surrounding the mobile games market is small, and considering the 

size of the total market, there is more than enough room for several competitors. It might 

even be a good thing, considering that the in-game advertising market has not taken off yet. 

The competition is working on educating the advertising markets of the benefits, as is 

Adverty. 

 

 
 

The valuation of Adverty is lower than some of its competitors. This discrepancy makes little 

sense in our view, especially when considering that Adverty is a publicly-traded company, and 

Anzu and Admix are not. Bidstack, which is a publicly-traded company, trades at quite a 

significant premium over Adverty based on the market capitalization. 

Comparison table

Adverty Bidstack Anzu.io Admix

Focus platforms Mobile PC, Console PC, Console, Mobile VR, Mobile

Engine support Unity Unreal and Unity Unreal and Unity Unreal and Unity

Programmatic support Yes Yes Yes Yes

Inventory reach (DAU) 8-13 million Est. 100+ thousand Est. 3-8 million Est. 20+ thousand

Viewability technology Patent filed 2017 No Patent filed 2018 No

Employees 20+ Est. 60-90 Est. 40+ Est. 25-40+

Total funding (last round) USD 6.2m (Q3'20) USD 19.4m (Q2'20) USD 8m (Q4'19) USD 12.1m (Q2'20)

Valuation USD 21m (NGM:ADVT) USD 29m (LSE:BIDS) USD 13.5m Est. USD 16-25m

Source: Redeye Research
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Adverty has a bigger games portfolio than its competitors and reaches far more Daily Active 

Users (DAU), and it has accomplished this with fewer employees. The DAU figures are rough 

estimates and have been generated by using data from Steam, Sensor Tower, and AppTopia. 

 

Financial and estimates 
Adverty has focused on developing the technology platform and creating strong relationships 

with game publishers until now. Adverty has not generated significant sales, but that is about 

to change since its focus has shifted to the demand-side now that it has the technology in 

place. 

Below we provide historical financials and our future financial prognosis for the company. 

Detailed financials and cash flow estimates can be found on page 33. 

 

Topline growth in focus 
We expect the company to focus on topline growth during the initial period. Redeye forecast 

that the company achieves profitability in 2023 and reach sales of SEK 63m. Our sales 

estimates represent a CAGR of 329% between 2020 and 2023E. This seems like a very 

aggressive growth rate at face value, but we think the growth is reasonable considering that 

the growth is from very low revenue levels.  

 
 

Net sales increased by 307% year-on-year in 2019. Sales during the first nine months in 2020 

increased by 181% compared to the same period the previous year. This was during a year 

with a lot of challenges, especially for the advertising market., showing that the underlying 

sales growth supports our forecasts, even with the absence of the main catalyst, the In-Menu 

ad format, that will launch in Q1 2021 at the latest. 

Adverty: Net sales & EBIT '19-'23e, SEKm

Source: Redeye Research
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We expect the launch of the In-Menu ad format to drive material sales growth from 2021 and 

onward. The graph below outlines the sales forecast in our bear, base, and bull scenarios. 

What really drives the different scenarios is just the level of adoption from the demand-side 

(brands and advertisers). 

 

 

The sales growth is also very reasonable when considering that Adverty’s portfolio already 

generates roughly 500 million ad requests per month, and the CPM is between USD 4-6. Sales 

of SEK 63m in 2023E represents a 24 percent fill rate of 500 million ad requests per month 

with an average CPM of USD 5. We find this very reasonable, considering that Adverty 

probably will expand its ad reach by 2023E. One can also consider the global programmatic 

advertising market, a gigantic market at USD 126b, and compared to that, Adverty’s sales are 

a drop in the sea. 

 

  

Adverty: Sales forecast '20e-'23e, SEKm

Source: Redeye Research
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Costs 
Adverty has spent a lot of time and money developing its technology platform. Many costs 

have already been taken, and the platform is ready for increased demand. Because of this, we 

do not forecast costs rising at the same rate as sales during the initial periods. 

 
 

Cost of Goods Sold (CoGS) is a variable cost that will increase as sales increases. Adverty 

receives 30 to 50 percent of the net sales, and the rest is shared with the publishers. We, 

therefore, estimate a CoGS of 65 percent on average. The business is still highly scalable, 

even though the gross margin is on the lower end. Adverty has accomplished a lot with a very 

small team, and the technology platform can handle a large number of ads. 

The company has already ramped up the number of salespeople on both the sell-side and the 

buy-side. We do not expect the personnel cost to increase materially from this point on. 

Adverty capitalizes its R&D rather than expensing it. The cost is capitalized and then 

recognized on the balance sheet as intangible assets and is amortized over time. The 

platform will have to be maintained, but we do not forecast that this will increase at the same 

rate that sales do. 

 

  

Adverty: Cost forecast '20e-'23e, SEKm

Source: Redeye Research
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Detailed financial forecasts 

The table below outlines our detailed financial forecast for our base case between 2020E to 

2023E. We are cautiously optimistic since this is an unproven company in an unproven 

market. We estimate that sales will reach SEK 175m by 2025E. 

 

 

 

Financial position 
Adverty has a strong cash position after the recent share issue that was executed during Q4 

2020. We estimate that the company will have roughly SEK 22m in cash in Q4. Adverty 

currently have a comfortable financial position, but it may need to raise cash depending on 

how long it takes for them to reach significant sales and profitability. We expect that the 

company can achieve this in our base case, without the need for raising additional funds. Net 

cash flows from operating activities and investing activities amount to approximately SEK -

27m during 2021 and 2022. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Adverty: Profit & Loss, base case, '19-'23e 

SEKm 2019 Q1'20 Q2'20 Q3'20 Q4'20e 2020e 2021e 2022e 2023e

Net sales 0.2       0.3      0.1      0.1      0.3      0.8     6.5     22.0   63.0   

Capitalized costs 1.4       0.5      0.3      0.1      0.4      1.3     1.7     2.2     2.7     

Other income 0.4       0.0      0.1      0.1      0.1      0.2     0.2     0.4     0.5     

Total income 2.0       0.8      0.5      0.2      0.7      2.3     8.4     24.6   66.2   

CoGS (1.6)      (0.6)     (1.0)     (0.5)     (0.6)     (2.5)    (5.5)    (16.0)  (43.0)  

Other external costs (5.9)      (1.4)     (1.6)     (0.9)     (1.8)     (5.7)    (5.9)    (5.9)    (7.3)    

Personell costs (5.4)      (2.2)     (1.8)     (2.0)     (1.9)     (7.9)    (8.8)    (9.3)    (9.9)    

Other opex costs (0.1)      (0.1)     (0.0)     (0.0)     (0.0)     (0.1)    (0.1)    (0.4)    (1.0)    

Total OPEX (12.9)    (4.2)     (4.4)     (3.3)     (4.3)     (16.2)  (20.3)  (31.6)  (61.2)  

EBITDA (10.9)    (3.4)     (4.0)     (3.1)     (3.5)     (13.9)  (11.9)  (7.0)    5.0     

D&A (0.2)      (0.0)     (0.0)     (0.0)     (0.1)     (0.2)    (1.4)    (2.0)    (2.7)    

EBIT (11.1)    (3.4)     (4.0)     (3.1)     (3.6)     (14.1)  (13.3)  (9.0)    2.3     

Net financials (1.1)      -      -      -      -      0.0     0.0     0.0     0.0     

EBT (12.2)    (3.4)     (4.0)     (3.1)     (3.6)     (14.1)  (13.3)  (9.0)    2.3     

Tax -       -      -      -      -      -     -     -     (0.5)    

Net income (12.2)    (3.4)     (4.0)     (3.1)     (3.6)     (14.1)  (13.3)  (9.0)    1.8     

Source: Redeye Research
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Valuation 

Peer valuation 
It is difficult to find any publicly traded peers that have the same business model as Adverty. Magnite is one of the 

largest sell-side platforms in the world, and The Trade Desk is the largest demand-side platform in the world. They 

are very large companies that are much more mature than Adverty and Bidstack. That said, The Trade Desk is still 

trading at lofty EV/sales multiples. Magnite is not growing at the same rate as Trade Desk but still enjoys a high 

single-digit EV/sales multiple. 

 

 

 

Bidstack is the closest peer to Adverty. They share business models and are roughly of the same size. Adverty has a 

larger inventory reach and has bigger games in its portfolio of games/publishers. Bidstack has lower EV/sales 

multiples in 2020E and 2021E because the sales forecast for Bidstack is higher than Adverty’s. We expect sales to 

ramp up in 2022 and 2023, and there are no analyst estimates for Bidstack during those years.  

 

We view this as a positive as it shows that other analysts also believe that the in-game advertising market will take 

off in the near future. Redeye thinks that Adverty has a higher potential than Bidstack, based on its larger inventory 

reach and focus on the mobile games market, a larger market, while still having a lower market capitalization. 

Redeye forecast that Adverty’s EV to sales ratio to reach seven by 2022E and three by 2023E. 

We use a WACC of 12% across all our scenarios. Adverty is dependent on scale for its margins to improve. That is 

the main reason for the different EBIT-margins across our three different scenarios. Adverty has quite a low gross 

margin (30-35%) and therefore needs a lot of revenue to scale. 

 

 

  

Peer valuation

Sales CAGR

Company EV (MSEK) 2020E 2021E 19-21E 2020E 2021E

Mobile

The Trade Desk 342 661 50.0x 37.0x 22% 30% 31%

Magnite Inc 17 601 9.3x 7.7x 24% 16% 19%

Bidstack 171 10.0x 1.7x 679% -452% -75%

Median 17 601 10.0x 7.7x 24% 16% 19%

Adverty 176 76.5x 21.0x 570% -604% -142%

Source: Bloomberg & Redeye Research

EV/Sales
EBITDA 

margin
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Fair Value Range 
We use a WACC of 12% across all our scenarios. Adverty is dependent on scale for its margins to improve. That is 

the main reason for the different EBIT-margins across our three different scenarios. Adverty has quite a low gross 

margin (30-35%) and therefore needs a lot of revenue to scale. 

Bear Case 0 SEK Base Case 12 SEK Bull Case 28 SEK 
Adverty is not able to scale revenues 
to achieve critical mass. This is 
mainly due to the lack of demand 
from advertisers. Sales are growing 
but not at a rate that leads to 
shareholder value. Despite this, the 
company keeps investing in its tech 
platform in the hopes that demand 
will take off.   

 

The company manages to reach 
profitability in 2027, but it is too little 
too late.    

 

Sales ’23: SEK 41m  
Sales CAGR ’23-’33: 12%  
Terminal growth: 2%  
Avg. EBIT-m ’23-’33: -2%  
Terminal EBIT-m: 5% 

 

Being a first-mover in a large market 
with strong tailwinds benefits 
Adverty, and the company enjoys 
high sales growth due to the launch 
of the In-Menu ad format. In-game 
advertising is becoming increasingly 
popular, and a lot of advertisers are 
buying ad inventories through 
programmatic platforms.   
 
Both the In-Menu and the In-Play ad 
formats support one another in a 
symbiotic way. It has formed strong 
partnerships with some of the 
largest game developers and 
publishers on the market, and the 
demand for these ad inventories are 
high.   
 
The company manages to reach 
profitability in 2023.  

 
Sales ’23: SEK 66m  
Sales CAGR ’23-’33: 18%  
Terminal growth: 2%  
Avg. EBIT-m ’23-’33: 15%  
Terminal EBIT-m: 15% 

 

In-game advertising is all the rage 
and has really taken off. Advertisers 
scramble to reach the younger 
generation that has become 
increasingly more elusive. Adverty 
has emerged as the premier ad tech 
company focusing on mobile games 
within the in-game advertising 
space.   
 
It has partnered with some of the 
world’s biggest game publishers, 
and the demand for its ad 
inventories is very high. The 
partnerships are strong and form a 
competitive advantage for Adverty.   
 
The company becomes profitable in 
2023.  
 
Sales ’23: SEK 92m  
Sales CAGR ’23-’33: 22%  
Terminal growth: 2%  
Avg. EBIT-m ’23-’33: 20%  
Terminal EBIT-m: 18% 
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Summary Redeye Rating 
The rating consists of three valuation keys, each constituting an overall assessment of several factors that are rated 

on a scale of 0 to 1 points. The maximum score for a valuation key is 5 points. 

 

People: 3 

The CEO has a lot of experience from both the advertising industry and the mobile gaming industry, we think he is 

highly committed as he founded the company and he should be incentivized as he owns 15% of Adverty. We would 

like to see more inside ownership from the rest of the employees though. A large part of the team are newly 

appointed and unproven in this constellation which makes us a bit tentative. 

 

Business: 3 

Adverty is a first mover that has proven that its technology works, but Redeye still wants to see revenues scale 

before we upgrade our rating. The market has not taken off yet and we want to see the company prove its worth. 

 

Financials: 2 

The company is basically at a pre-revenue stage today and is far from profitability which lowers the rating. The fact 

that they have a variable cost means that they need to scale revenues quite a lot before becoming profitable. We 

cannot give credit for future accomplishments and we therefore have a low rating based on the company’s history. 
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PROFITABILITY 2019 2020E 2021E 2022E 
ROE 0% 0% 0% 0% 
ROCE -114% -63% -43% -25% 
ROIC -282% -158% -86% -40% 
EBITDA margin -5906% -1808% -183% -32% 
EBIT margin -5906% -1808% -205% -41% 
Net margin -5906% -1808% -164% -33% 

 

Please comment on the changes in Rating factors…… 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

INCOME STATEMENT 2019 2020E 2021E 2022E 
Net sales 0 1 7 22 
Total operating costs -11 -15 -18 -29 
EBITDA -11 -14 -12 -7 
Depreciation 0 0 0 0 
Amortization 0 0 -1 -2 
Impairment charges 0 0 0 0 
EBIT -11 -14 -13 -9 
Share in profits 0 0 0 0 
Net financial items 0 0 0 0 
Exchange rate dif. 0 0 0 0 
Pre-tax profit -11 -14 -13 -9 
Tax 0 0 3 2 
Net earnings -11 -14 -11 -7 

 

 

BALANCE SHEET 2019 2020E 2021E 2022E 
Assets     
Current assets     
Cash in banks 1 20 

 
0 0 

Receivables 0 0 0 0 
Inventories 0 0 0 0 
Other current assets 1 1 1 3 
Current assets 1 20 3 3 
Fixed assets     
Tangible assets 0 0 0 0 
Associated comp. 0 0 0 0 
Investments 0 0 0 0 
Goodwill 0 0 0 0 
Cap. exp. for dev. 0 0 0 0 
O intangible rights 8 14 20 26 

 O non-current assets 0 0 0 0 
Total fixed assets 7 14 20 26 
Deferred tax assets 0 0 0 0 
Total (assets) 10 34 23 30 
Liabilities     
Current liabilities     
Short-term debt 0 0 0 9 
Accounts payable 2 1 2 5 
O current liabilities 0 0 0 0 
Current liabilities 1 1 2 5 
Long-term debt 8 0 0 0 
O long-term liabilities 0 0 0 0 
Convertibles 0 0 0 0 
Total Liabilities 11 

 
2 4 20 

 Deferred tax liab 0 0 0 0 
Provisions 0 0 0 0 
Shareholders' equity -2 32 20 10 
Minority interest (BS) 0 0 0 0 
Minority & equity 0 0 0 0 
Total liab & SE 10 34 23 30 

 

 
FREE CASH FLOW 2019 2020E 2021E 2022E 
Net sales 0 1 7 22 
Total operating costs -11 -15 -18 -29 
Depreciations total 0 0 -1 -2 
EBIT -11 -14 -13 -9 
Taxes on EBIT 0 0 0 0 
NOPLAT -11 -14 -13 -9 
Depreciation 0 0 1 2 
Gross cash flow -11 -14 -12 -7 
Change in WC 0 0 -1 -3 
Gross CAPEX -5 -6 -7 -5 
Free cash flow -16 -21 -20 -15 

 
CAPITAL STRUCTURE 2019 2020E 2021E 2022E 
Equity ratio -16% -4% -42% -39% 
Debt/equity ratio -732% -

2,389% 
-322% -325% 

Net debt 10 17 35 48 
Capital employed 9 16 22 28 
Capital turnover rate 0.0 0.0 0.2 0.4 

 
GROWTH 2019 2020E 2021E 2022E 
Sales growth 4,575% 318% 731% 238% 
EPS growth (adj) 0% -24% -25% -32% 

 

DATA PER SHARE 2019 2020E 2021E 2022E 
EPS -0.91 -0.69 -0.52 -0.35 
EPS adj -0.91 -0.69 -0.52 -0.35 
Dividend 0.00 0.00 0.00 0.00 
Net debt 0.86 0.84 1.70 2.34 
Total shares 12.13 20.38 20.38 20.38 

 
VALUATION 2019 2020E 2021E 2022E 
EV 10.5 198.4 216.0 229.0 
P/E 0.0 -12.8 -17.0 -25.2 
P/E diluted 0.0 -12.8 -17.0 -25.2 
P/Sales 0.0 231.9 27.9 8.2 
EV/Sales 56.0 253.7 33.2 10.4 
EV/EBITDA -0.9 -14.0 -18.1 -32.5 
EV/EBIT -0.9 -14.0 -16.2 -25.4 
P/BV 0.0 -117.5 -14.9 -9.4 

 

SHARE INFORMATION   
Reuters code  ADVT 
List  Nordic SME 
Share price  8.9 
Total shares, million  20.4 
Market Cap, MSEK  181.3 
   
MANAGEMENT & BOARD   
CEO  Niklas Bakos 
Chairman  Joachim Roos 
   
ANALYSTS  Redeye AB 
Danesh Zare  Mäster Samuelsgatan 42, 10tr 
danesh.zare@redeye.se  111 57 Stockholm 
   
Tomas Otterbeck   
tomas.otterbeck@redeye.se   

 

SHARE PERFORMANCE  GROWTH/YEAR 18/20E 
1 month 110.9 % Net sales 1,298.2 % 
3 month 61.8 % Operating profit adj 0.0 % 
12 month -12.8 % EPS, just 0.0 % 
Since start of the year -5.3 % 

 SHAREHOLDER STRUCTURE % CAPITAL VOTES 
Niclas Kjellgren 22.4 % 22.4 % 
Niklas Bakos 19.7 % 19.7 % 
Avanza Pension 10.2 % 10.2 % 
Pontus Dahlström med familj 6.8 % 6.8 % 
Nordnet Pensionsförsäkring 3.8 % 3.8 % 
Nordic XR Startups Oy 3.2 % 3.2 % 
Mats Helge Kullstedt 1.4 % 1.4 % 
Håkan Åberg 1.3 % 1.3 % 
Johan Thorell 1.0 % 1.0 % 
Adam Hemming 1.0 % 1.0 % 

 

DCF VALUATION  CASH FLOW, MSEK  
WACC (%) 12.0 % NPV FCF (2020-2021) -19 
  NPV FCF (2022-2028) 61 
  NPV FCF (2029-) 194 
  Non-operating assets 20 
  Interest-bearing debt 0 
  Fair value estimate MSEK 256 

 Assumptions 2020-2026 (%)   
Average sales growth 115 % Fair value e. per share, SEK 12 
EBIT margin -111 % Share price, SEK 8.9 
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Redeye Rating and Background Definitions 
Company Quality 

Company Quality is based on a set of quality checks across three categories; PEOPLE, BUSINESS, FINANCE. These 

are the building blocks that enable a company to deliver sustained operational outperformance and attractive long-

term earnings growth. 

 

Each category is grouped into multiple sub-categories assessed by five checks. These are based on widely 

accepted and tested investment criteria and used by demonstrably successful investors and investment firms. Each 

sub-category may also include a complementary check that provides additional information to assist with 

investment decision-making. 

 

If a check is successful, it is assigned a score of one point; the total successful checks are added to give a score for 

each sub-category. The overall score for a category is the average of all sub-category scores, based on a scale that 

ranges from 0 to 5 rounded up to the nearest whole number. The overall score for each category is then used to 

generate the size of the bar in the Company Quality graphic. 

 

People 

At the end of the day, people drive profits. Not numbers. Understanding the motivations of people behind a business 

is a significant part of understanding the long-term drive of the company. It all comes down to doing business with 

people you trust, or at least avoiding dealing with people of questionable character. 

The People rating is based on quantitative scores in seven categories:  

• Passion, Execution, Capital Allocation, Communication, Compensation, Ownership, and Board. 

 

Business 

If you don’t understand the competitive environment and don’t have a clear sense of how the business will engage 

customers, create value and consistently deliver that value at a profit, you won’t succeed as an investor. Knowing 

the business model inside out will provide you some level of certainty and reduce the risk when you buy a stock. 

The Business rating is based on quantitative scores grouped into five sub-categories:  

• Business Scalability, Market Structure, Value Proposition, Economic Moat, and Operational Risks. 

 

Financials 

Investing is part art, part science. Financial ratios make up most of the science. Ratios are used to evaluate the 

financial soundness of a business. Also, these ratios are key factors that will impact a company’s financial 

performance and valuation. However, you only need a few to determine whether a company is financially strong or 

weak. 

The Financial rating is based on quantitative scores that are grouped into five separate categories:  

• Earnings Power, Profit Margin, Growth Rate, Financial Health, and Earnings Quality.
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Disclaimer 
Important information  
Redeye AB ("Redeye" or "the Company") is a specialist financial advisory boutique that focuses on small and mid-cap growth companies in the Nordic 
region. We focus on the technology and life science sectors. We provide services within Corporate Broking, Corporate Finance, equity research and 
investor relations. Our strengths are our award-winning research department, experienced advisers, a unique investor network, and the powerful 
distribution channel redeye.se. Redeye was founded in 1999 and since 2007 has been subject to the supervision of the Swedish Financial 
Supervisory Authority. 
Redeye is licensed to; receive and transmit orders in financial instruments, provide investment advice to clients regarding financial instruments, 
prepare and disseminate financial analyses/recommendations for trading in financial instruments, execute orders in financial instruments on behalf 
of clients, place financial instruments without position taking, provide corporate advice and services within mergers and acquisition, provide services 
in conjunction with the provision of guarantees regarding financial instruments and to operate as a Certified Advisory business (ancillary 
authorization). 
 
Limitation of liability  
This document was prepared for information purposes for general distribution and is not intended to be advisory. The information contained in this 
analysis is based on sources deemed reliable by Redeye. However, Redeye cannot guarantee the accuracy of the information. The forward-looking 
information in the analysis is based on subjective assessments about the future, which constitutes a factor of uncertainty. Redeye cannot guarantee 
that forecasts and forward-looking statements will materialize. Investors shall conduct all investment decisions independently. This analysis is 
intended to be one of a number of tools that can be used in making an investment decision. All investors are therefore encouraged to supplement 
this information with additional relevant data and to consult a financial advisor prior to an investment decision. Accordingly, Redeye accepts no 
liability for any loss or damage resulting from the use of this analysis. 
 
Potential conflict of interest  
Redeye’s research department is regulated by operational and administrative rules established to avoid conflicts of interest and to ensure the 
objectivity and independence of its analysts. The following applies: 

• For companies that are the subject of Redeye’s research analysis, the applicable rules include those established by the Swedish Financial 
Supervisory Authority pertaining to investment recommendations and the handling of conflicts of interest. Furthermore, Redeye employees 
are not allowed to trade in financial instruments of the company in question, from the date Redeye publishes its analysis plus one trading 
day after this date. 

• An analyst may not engage in corporate finance transactions without the express approval of management and may not receive any 
remuneration directly linked to such transactions. 

• Redeye may carry out an analysis upon commission or in exchange for payment from the company that is the subject of the analysis, or 
from an underwriting institution in conjunction with a merger and acquisition (M&A) deal, new share issue or a public listing. Readers of 
these reports should assume that Redeye may have received or will receive remuneration from the company/companies cited in the report 
for the performance of financial advisory services. Such remuneration is of a predetermined amount and is not dependent on the content of 
the analysis.  

 
Redeye’s research coverage 
Redeye’s research analyses consist of case-based analyses, which imply that the frequency of the analytical reports may vary over time. Unless 
otherwise expressly stated in the report, the analysis is updated when considered necessary by the research department, for example in the event of 
significant changes in market conditions or events related to the issuer/the financial instrument. 
 
Recommendation structure 
Redeye does not issue any investment recommendations for fundamental analysis. However, Redeye has developed a proprietary analysis and rating 
model, Redeye Rating, in which each company is analyzed and evaluated. This analysis aims to provide an independent assessment of the company 
in question, its opportunities, risks, etc. The purpose is to provide an objective and professional set of data for owners and investors to use in their 
decision-making.  
 
 
Redeye Rating (2020-12-14) 
 

Duplication and distribution 
This document may not be duplicated, reproduced or copied for purposes other than personal use. The document may not be distributed to physical 
or legal entities that are citizens of or domiciled in any country in which such distribution is prohibited according to applicable laws or other 
regulations. 
Copyright Redeye AB. 

 
 
 
 
 
 
 

Rating People Business Financials 

5p 19 15 3 
 
 3p - 4p 109 90 38 
 
 0p - 2p 5 28 92 
 
 Company N 133 133 133 
 
 

CONFLICT OF INTERESTS 

Danesh Zare owns shares in the company : No 
Tomas Otterbeck owns shares in the company : Yes 
Redeye performs/have performed services for the Company and receives/have 
received compensation from the Company in connection with this. 


