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Disclaimer

IMPORTANT LEGAL NOTICE

This

 

presentation

 

does

 

not

 

constitute

 

or

 

form part

 

of, and should

 

not

 

be

 

construed

 

as, an offer

 

or

 

invitation

 

to subscribe

 

for, 
underwrite

 

or

 

otherwise

 

acquire, any

 

securities

 

of SMA Solar Technology AG (the

 

"Company") or

 

any

 

present

 

or

 

future

 

subsidiary

 

of 
the

 

Company (together

 

with

 

the

 

Company, the

 

"SMA Group") nor

 

should

 

it

 

or

 

any

 

part

 

of it

 

form the

 

basis

 

of, or

 

be

 

relied

 

upon

 

in 
connection

 

with, any

 

contract

 

to purchase

 

or

 

subscribe

 

for

 

any

 

securities

 

in the

 

Company or

 

any

 

member

 

of the

 

SMA Group or

 
commitment

 

whatsoever.

All information

 

contained

 

herein has been

 

carefully

 

prepared. Nevertheless, we

 

do not

 

guarantee

 

its

 

accuracy

 

or

 

completeness

 

and 
nothing

 

herein shall

 

be

 

construed

 

to be

 

a representation

 

of such guarantee.

The

 

information

 

contained

 

in this

 

presentation

 

is

 

subject

 

to amendment, revision

 

and updating. Certain

 

statements

 

contained

 

in this

 
presentation

 

may

 

be

 

statements

 

of future

 

expectations

 

and other

 

forward-looking

 

statements

 

that

 

are

 

based

 

on the

 

management's

 
current

 

views

 

and assumptions

 

and involve

 

known

 

and unknown

 

risks

 

and uncertainties. Actual

 

results, performance

 

or

 

events

 

may

 
differ

 

materially

 

from

 

those

 

in such statements

 

as a result

 

of, among

 

others, factors, changing

 

business

 

or

 

other

 

market

 

conditions

 

and 
the

 

prospects

 

for

 

growth anticipated

 

by

 

the

 

management

 

of the

 

Company. These and other

 

factors

 

could

 

adversely

 

affect

 

the

 
outcome

 

and financial

 

effects

 

of the

 

plans

 

and events

 

described

 

herein. The

 

Company does

 

not

 

undertake

 

any

 

obligation

 

to update 
or

 

revise

 

any

 

forward-looking

 

statements, whether

 

as a result

 

of new

 

information, future

 

events

 

or

 

otherwise. You

 

should

 

not

 

place

 
undue

 

reliance

 

on forward-looking

 

statements

 

which

 

speak

 

only

 

as of the

 

date of this

 

presentation.

This

 

presentation

 

is

 

for

 

information

 

purposes

 

only

 

and may

 

not

 

be

 

further

 

distributed

 

or

 

passed

 

on to any

 

party which

 

is

 

not

 

the

 
addressee

 

of this

 

presentation. No part

 

of this

 

presentation

 

must

 

be

 

copied, reproduced

 

or

 

cited

 

by

 

the

 

addressees

 

hereof

 

other

 

than

 
for

 

the

 

purpose

 

for

 

which

 

it

 

has been

 

provided

 

to the

 

addressee.

This

 

document

 

is

 

not

 

an offer

 

of securities

 

for

 

sale

 

in the

 

United States

 

of America. Securities

 

may

 

not

 

be

 
offered

 

or

 

sold

 

in the

 

United States

 

of America absent registration

 

or

 

an exemption

 

from

 

registration

 

under

 
the

 

U.S. Securities

 

Act

 

of 1933, as amended.
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1. Highlights
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SMA is one of the best positioned companies in the solar sector

>

 
Sales increased to 247 m€

 

in first six months and are in line with upper range of 

guidance1)

>

 
792 MW sold inverter power in a highly competitive market environment

>

 
EBIT-margin climbed to 14.2%

>

 
New inverter factory with 3-4 GW annual capacity runs successfully and expansion of 

US-Produktion2)

 

is on track

SMA expects sales from 680 to 730 m€ and an EBIT-margin of 18 to 20 % 
in 2009

1. Highlights     |     2. Market     |     3. Financials   |

 

4. Strategy 

(1

 

)

 

SMA’s

 

guidance for (May 2009) for first six months has been 230 –

 

250 m€
(2

 

)

 

Capacity at first stage < 1 GW; CapEx

 

5 m€; Approx. 100 employees in 2010
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SMA –
 

Offering a comprehensive inverter product range 
and serving all market segments

Inverters are high-tech products – Every PV-System requires an inverter

Off-grid

Thin-Film 
module

Crystalline 
moduleFrom  1 kW

To > 1 MW

On-grid

Back-up
Concentrator 
module

All PV applications All power ranges All module types

New

 
Micro-inverter 

< 1 kW

1. Highlights     |     2. Market     |     3. Financials   |

 

4. Strategy 



6

2. Market
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SMA expects a growth in world demand in 2009

Markets

Germany 

Spain

USA

Italy

France

Korea

Rest of World

Total

China has only announced pilot projects so far

Market size

2008 in MW(1)

c. 2,200

c. 2,000

400

200

200

200

550

5,750

Estimated 

Segmentation in 2008(1)

Residential(2)

 

Commercial(3)

 

Industrial(4)

Estimated Market 

Growth Rate 2009

(1

 

)

 

BSW estimate 2/2009: Total market size = 5,750 MW; SMA estimate on distribution by region and application 
(2

 

)

 

PV-systems up to 30 kW; 3) PV-system from 30 kW –

 

500 kW; 4) PV-system >500 kW 
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US-market
 

is
 

mainly
 

driven
 

by
 

Renewable
 

Portfolio Standards

Solar water heating eligible

State Goal

☼ PA:

 

18%**

 

by 2020

☼ NJ: 22.5% by 2021

CT: 23% by 2020

MA: 15% by 2020 +
1% annual increase

(Class I Renewables) WI

 

:
 

requirement varies by 
utility; 10% by 2015 goal

IA: 105 MW

MN: 25% by 2025

 

(Xcel: 30% by 2020)

TX: 5,880 MW by 2015

☼ AZ: 15% by 2025

CA:

 

20% by 2010

☼ * NV: 20% by 2015

State RPS

☼ Minimum solar or customer-sited RE requirement
* Increased credit for solar or customer-sited RE
**Includes separate tier of non-renewable “alternative”

 

energy resources 

HI: 20% by 2020

RI: 16% by 2020

☼

 

CO: 20% by 2020

 

(IOUs)*10% by 2020 (co-ops & large munis

 

)

☼ NY: 24% by 2013

MT: 15% by 2015

IL: 25% by 2025

VT: (1) RE meets any 
increase in retail sales 
by 2012; (2) 20% by 
2017*WA:

 

15% by 2020

☼ MD: 20% by 2022

☼

 

NH:

 

23.8% in 2025

OR: 25% by 2025 (large utilities5% -

 

10% by 2025 (smaller utilities)

MO: 11% by 2020

☼

 

*DE: 20% by 2019

☼ NM: 20% by 2020

 

(

☼

 

NC: 12.5% by 2021

 

(IOUs)

10% by 2018 (co-ops & munis)

ND: 10% by 2015

SD: 10% by 2015

*UT: 20% by 2025

☼

 

OH: 25%** by 2025

Source:  DSIRE, October 2008  www.dsireusa.org
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Another
 

driving
 

force of the
 

US-market
 

is
 

the
 

cost
 

of energy

1. Highlights

 

|     2. Market

 

|     3.

 

Financials    |

 

4. Strategy
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The Solar-Inverter market has high market entry barriers

We strive to outperform the market with our flexible production, complete 
product range and world-wide presence

1.  Serve the right market

 
(powersize; region; application)

2.  Provide customer benefits

 
(e.g. high efficiency, easy installation, outstanding

 
reliability and safety)

3.  Help customers with prompt service

 
(e.g. local hotline, on-site service, exchange service, 
no questions asked warranty)

4.  Serve customers with passion

 
(e.g. dedicated sales force, training, clubs)

5.  Deliver in short period

 
(e.g. meet demands in highly volatile environment)

1. Highlights
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|     3.
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4. Strategy



11

3. Financials
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Q2 sales
 

contributed
 

65% to total sales
 

in first
 

six
 

months
 

due
 

to 
pick-up

 
in global demand

42.3% 46.7% 43.1%

Numbers in million EUR

International
Sales

1. Highlights
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|     3. Financials

 

|
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Medium Power Solutions remains driver of SMA’s
 

business 
performance 

Ex
te

rn
al

 S
al

es
 (

€m
)

H
ig

hl
ig

ht
s

Medium Power 
Solutions (MPS)

Railway Technology Electronics Manufacturing

To
ta

l S
al

es
(1

)

(€
m

)

High Power 
Solutions (HPS)

>

 

Share of Sunny Mini Central 
inverters

 

increased

 

to 35% of 
sales

>

 

Top sellers were the Sunny 
Boy 5000TL and 4000TL as 
well as the Sunny Mini 
Central 10000TL and 
11000TL

>

 

Germany accounted for  57% 
of MPS sales

>

 

Demand

 

for

 

Sunny Central 
inverters

 

doubled

 

from

 

Q1 to 
Q2

>

 

Top sellers

 

were

 

Sunny 
Central 630HE, 560HE and 
500HE

>

 

Germany remains

 

most

 

important

 

market

237.8 231.1 55.0 22.7 11.9 10.5 65.7 63.1

(1

 

)

 

Incl. internal sales

Photovoltaics

 

Technology

>

 

Outsourcing

 

significantly

 

reduced
>

 

Internal

 

supplier

 

for

 

MPS-

 

Segment

>

 

Sales are

 

driven

 

by

 

2 long-

 

term

 

projects

 

for

 

the

 

modernization

 

of railway

 

coaches
>

 

Solid order backlog

 

assures

 

capacity

 

utilization

 

for

 

more

 

than

 

1 year

 

ahead
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COGS are mainly driven by changes in the
 

product mix

Selling expenses

 

(€m and as % of sales)

R&D expenses (€m and as % of sales) G&A expenses (€m and as % of sales)

COGS (€m and as % of sales)

1. Highlights

 

|     2. Market
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|
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SMA quickly
 

returned
 

to a higher
 

profitability
 

level

H1 2008 H1 2009

+EM is

 

internal

 

supplier

 

for

 

MPS

EBIT and EBIT-margin

 

SMA Group

Medium Power

 

Solutions
High Power

 

Solutions
Railway

 

Technology
Electronics

 

Manufacturing

1. Highlights
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Strong cash position secures SMA’s
 

financial flexibility

Increase in fixed assets is mainly due to new production in Kassel

Assets

Σ

 

457.6 m€

Intangible assets 2%

Fixed assets 26%

Other non-current assets 1%

Inventories 20%

Trade and other receivables 11% 

Other current assets 1%

Cash and cash equivalents 39%

Equity 59%

Provisions 5%

Other non-current liabilities 4%

Trade payables 8%

Other current liabilities 8%

Financial liabilities < 1%

Shareholders’

 

Equity + Liabilities

Σ

 

457.6 m€

Non-current financial liabilities 4%

Provisions 3%

Other Financial liabilities 6%
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Net Working Capital ratio within target corridor 16 –
 

18%

Net Working Capital1)

1)

 

Working Capital = Inventory + Accounts Receivable –

 

Accounts Payable
2)

 

Last 12 month

Inventories

Acc. Rec.

as % of LTM2) sales

in million

 

€
2008 30/06/2009

Acc. Receivables

Acc. Payable

11.4%

11.4% 17.0%

1. Highlights
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|
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4. Strategy
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SMA will pursue its successful strategy

Technology leadership
5 –

 

6 new products per year

Flexibility

 
Enables to optimize NWC ratio and to deliver 
within only 2-3 weeks

Low capital intensity and high profits
High Return on Capital Employed

Dedicated global sales and service team

 
Best positioned in future growth markets

All markets, all power ranges, 
all module technologies

SMA is best positioned to increase 
its market share 

in 2009

1. Highlights

 

|     2. Market

 

|     3. Financials    |

 

4. Strategy
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Visit our IR website http://www.ir.sma.de

>

 
Financial Calender

>
 

November 13, 2009:

 

Publication of Quarterly Financial Report 
(Jan.-Sept. 2009)1) 

>
 

November 19-20, 2009:

 

10th Forum Solarpraxis, Berlin

>

 
Investor Relations Contact:

Pierre-Pascal Urbon

 

(Chief Financial Officer)

Anna Raudszus

 

(Investor Relations)

Phone: +49 –

 

561 –

 

9522 –

 

2222

Fax: +49 –

 

561 –

 

9522 –

 

2223

E-Mail: ir@sma.de

(1

 

)

 

Strict quiet period two weeks before the analyst call
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