


Disclaimer

Thispresentation(theάtǊŜǎŜƴǘŀǘƛƻƴέύwaspreparedby LPPSA(theά/ƻƳǇŀƴȅέύwith a due care. Still, it maycontain
certain inconsistenciesor omissions. ThePresentationdoesnot containa completeor thoroughfinancialanalysisof
the Companyand does not present its standingor prospectsin a comprehensiveor in-depth manner. Therefore,
anyonewho intends to makean investmentdecisionwith respectto the Companyshouldrely on the information
disclosedin the officialreportsof the Company,publishedin accordancewith the lawsapplicableto the Company. This
Presentationwas prepared for information purposesonly and does not constitute an offer to buy or to sell any
financialinstruments.

The Presentationmay contain ϥŦƻǊǿŀǊŘπƭƻƻƪƛƴƎstatements'. However, such statements cannot be treated as
assurancesor projectionsof anyexpectedfuture resultsof the Company. Anystatementsconcerningexpectationsof
future financialresultscannotbe understoodasguaranteesthat anysuchresultswill actuallybe achievedin future.
Theexpectationsof the ManagementBoardarebasedon their currentknowledgeanddependon manyfactorsdueto
whichthe actualresultsachievedby the Companymaydiffer materiallyfrom the resultspresentedin this document.
Many of those factorsare beyondthe awarenessand control of the Companyor the /ƻƳǇŀƴȅΩǎability to foresee
them.

Neitherthe Company,nor its directors,officers,advisors,nor representativesof anysuchpersonsareliableon account
of anyreasonresultingfrom anyuseof this Presentation. Additionally,no informationcontainedin this Presentation
constitutesanyrepresentationor warrantyof the Company,its officersor directors,advisorsor representativesof any
of the above persons. The Presentationand the ŦƻǊǿŀǊŘπƭƻƻƪƛƴƎstatementsspeakonly as at the date of this
Presentation. Thesemay not be indicativeof results or developmentsin future periods. The Companydoes not
undertakeanyobligationto review,to confirmor to releasepubliclyanyrevisionsto anyŦƻǊǿŀǊŘπƭƻƻƪƛƴƎstatementsto
reflecteventsthat occuror circumstancesthat ariseafter the dateof thisPresentation.
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OVERVIEW



The largest clothing retailer on the WSE  

5

16 
MARKETS

1,594
STORES

c. PLN 5 bn
REVENUES

c. PLN 12 bn
MARKET CAP

MSCI POLAND
WIG 20 MEMBER

69%
FREE FLOAT



5 brandsand number6 on the way
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Launch1Q16
NEW BRAND
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1,594 stores on 3 continents 

1 1
1

EGYPT

KUWAIT

QATAR

1

Numberof stores 30.06.2015

LPP GROUP 1,594

RESERVED 429

Cropp 382

House 330

MOHITO 268

SiNSAY 150

Outlets 35

N u m b e r o f  [ttΩǎs t o r e s



A lean retail-oriented business model
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P R O D U C T I O ND E S I G N L O G I S T I C S C U S T O M E RS T O R E

200 employees in 
designing 
department

30,000 types of 
clothing items
annually

> 500 suppliers

90% goods 
sourced from 
Asia

2 logisticscenters

> 1 million 
products sent 
every dayin high 
season

c.1,600 stores

16 markets

on-line store in 3 
countries

470 million 
visitors annually

70 millions items 
of clothing sold 
annually

6  T O  9  M O N T H S  P R O D U C T I O N  L E A D  T I M E
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Eyeingthe international giants
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Leader domestically Challenging international players

Note: Data based on 2014or equivalentannualrevenues. 
Valuescalculated at average exchange rates for the period.  

Revenues(PLN m)
selected companies 

Revenues(EUR m)
selected companies 

104

142
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265

443

507

1,397

2,009

4,769

0 1,000 2,000 3,000 4,000 5,000

Bytom

Solar
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Gino Rossi

Vistula Group

Redan

H&M PL

CCC

LPP
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INVESTMENT THESIS



Investment thesis
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New brands& new markets
development

Dynamic e-commerce growth

Efficient business model 

Free cash flow generation, sustaining
dividend payments

Experienced executiveswith long-
term vision 

15%annual floorspacegrowth targeted in 

the medium-term

CEO for over 20  years

1

2 

3 

4 

5 

24%YoY growth in 1H15; 

2 newmarketsin 2015

C.25%ROE

C.PLN690m paid in dividends so far



Growingnumber of brands
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K E Y  B R A N D
F E A T U R E S

Fast fashion   
brand with broad 
customer base.

Casual streetwear 
brandofferingalso 
internationallabels.

Urbanfashion brand 
with folk and 

vintage elements.

Comfort and 
elegance for 
business and 

informal meetings.

Clothes for every 
day inspirations   

and original party 
outfits.

High quality clothing
for more 

demanding 
customers.

T A R G E T  
C U S T O M E R S

Women,men, 
children.

Teenagers 
(boysand girls).

Teenagers
(boys and girls).

Young women. Teenagers
(girls only).

Men and women.

Y E A R O F  
L A U N C H

1999 2004 2001 
(at LPPsince 4Q08)

2008 
(at LPP since 4Q08)

2013 Planned launch: 
1Q16

C O U N T R I E S /  
R E G I O N S  
P R E S E N T

CEE, SEE,        
Baltic, CIS, 

Germany, ME

CEE, SEE, Baltic, CISCEE(excl. Hungary), 
SEE, Baltic, CIS

CEE, SEE, Baltic, CIS Poland, Czech 
Republic, Baltic,    

CIS

Expansion to start in 
Poland

#  S T O R E S
F L O O R S P A C E
2 Q 1 5

429
416.3k m2

382
111.5k m2

330
96.7k m2

268
89.1k m2

150
52.4k m2

0
Target: 30 stores in 

Poland

A V E R A G E  
S T O R E  S I Z E  

970 m2 292 m2 293 m2 332 m2 349 m2 350 m2

N E W  B R A N D

M A I N S T R E A MP R I C E  TA G U P- M A R K E T
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Each brand is targeted at a different 
customer base
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[ttΩǎ ōǊŀƴŘǎΥ f l o o rs p a c e  v e rs u s  p r i c e  t a g

Price tag (average
PLN per item)

NEW BRAND
Launch1Q16

Note: Average price per piece of clothing and average store sizebased on 1H15 data.

RESERVED

MOHITO

SiNSAY

Cropp
House 

/  /

300

Scale of the bubble = 
floorspace

Aveargestore 
size(m2)



0

1,000

2,000

3,000

4,000

5,000

2011 2012 2013 2014 1H15

RESERVED Cropp House MOHITO SiNSAY Other

Diversification by brands to continue

Á Lǘ ƛǎ [ttΩǎ ǎǘǊŀǘŜƎȅ ǘƻ ŎƻƴǘƛƴǳŜ ǘƻ ŘƛǾŜǊǎƛŦȅ ǊŜǾŜƴǳŜǎ ōȅ ŀŘŘƛƴƎ ƴŜǿ ōǊŀƴŘǎto minimisefashion risk.

Á The dependence on the key fast fashion mainstream RESERVED brand should continue to diminish.

Á It is the intention to launch all five brandsin all countries presentin the medium-term.

Á ¢ƘŜ ǇǊƛƻǊƛǘȅ ƛƴ ƴŜǿ ƳŀǊƪŜǘǎΩ ŜȄǇŀƴǎƛƻƴ ƛǎ ƎƛǾŜƴ to RESERVED brand(Germany, Middle East). 
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PLNm 2011 2012 2013 2014 1H15

LPP GROUP 2,493 3,224 4,116 4,769 2,294

RESERVED 1,368 1,714 2,074 2,311 1,120

Cropp 447 580 687 771 338

House 378 437 546 634 287

MOHITO 104 259 456 523 260

SiNSAY 0 0 74 225 141

Other 196 233 279 306 148

G ro u p  re v e n u e s  b y  b ra n d sG ro u p  re v e n u e s  b y  b ra n d s

55%

49%

PLN m

49%
53%

50%



International growth opportunities
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C E E B A L T I C S E E C I S W E M E

COUNTRIES PRESENT
Poland, Czech 

Republic, Hungary, 
Slovakia

Lithuania, Latvia, 
Estonia

Bulgaria, Romania, 
Croatia

Russia, Ukraine Germany
Egypt, Kuwait,

Qatar

# COUNTRIES 
PRESENT

4 3 3 2 1 3

BRANDS
RESERVED, Cropp,
House, MOHITO, 

SiNSAY

RESERVED, Cropp,
House, MOHITO, 

SiNSAY

RESERVED, Cropp,
House, MOHITO, 

SiNSAY

RESERVED, Cropp,
House, MOHITO, 

SiNSAY
RESERVED RESERVED

# STORES 1,135 70 45 334 7 3

TYPE OFSTORES
Own(majority),

franchise
Own Own

Own(majority),
franchise

Own Franchise

FLOORSPACE 508.6k m2 36.5k m2 32.1k m2 183.2k m2 14.1k m2 3.9k m2

M AT U R I T Y D E V E L O P I N G E A R LY  S TA G ED E V E L O P M E N T
S T A G E



-8%

-6%

-4%

-2%

0%

2%

4%

6%

-10 0 10 20 30 40 50 60

Entry into high growth potential markets
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G ro w t h  p o t e n t i a l  o f  c o u n t r i e s  d e v e l o p e d

GDP growth 
(2014, real)

GDP/capita (thsUS$, 
current prices, 2014)

Scale of the bubble = population (m inhabitants)

Germany

Kuwait

Ukraine

Russia

Croatia

Romania

Bulgaria

Egypt

Qatar

100

/  /

Source: World Bank data. 



Diversification by countries to continue
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PLNm 2011 2012 2013 2014 1H15

LPP GROUP 2,493 3,224 4,116 4,769 2,294

CEE 1,973 2,382 2,927 3,414 1,631

Baltic 120 162 186 200 97

SEE 40 42 52 65 49

CIS 359 638 952 1,076 488

WE 0 0 0 15 29

G ro u p  re v e n u e s  b yre g i o n sG ro u p  re v e n u e s  b y  re g i o n s
PLN m

Á Dependency on Poland should continue to diminish in upcoming years.

Á Maturity has been reached in Czech Republic, but Slovakia and Hungary still offer growth potential.

Á Development potential in SEE: (1) only 3 countries entered, (2) all 5 brands only in Romania.

Á Target: 30 own stores in Germany in 3 years and 30 franchise stores in Middle East in 6 years.

74% 69% 66% 65% 64%

50%

55%

60%

65%

70%

75%

0

1,000

2,000

3,000

4,000

5,000

6,000

2011 2012 2013 2014 1H15

CEE Baltic SEE CIS WE Poland % revenues



343.5
434.0

588.6

722.5

844.0

970.6

0

200

400
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800

1,000

1,200

2011 2012 2013 2014 2015 2016

Medium-term target: 15% p.a. 
floorspace growth
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F l o o rs p a c e  g ro w t hta rg e t s
( t h s m 2 )

2 01 5  f l o o rs p a c e
b y  re g i o n s

thsm2 2014 2015 YoY

LPP GROUP 722.5 844.0 16.8%

Poland 413.6 466.0 12.7%

EU 128.6 182.0 41.5%

CIS 180.3 190.5 5.6%

ME 0.0 5.5 N/M

+28% 2011-14 
CAGR

+17%

+15%

Á In 2015 we plan to grow floorspaceby 16.8% YoY.

Á Slowdown in CIS expansion should be partially offset by development in Germany and Middle East.

Á We believe that in the medium-term we can maintain c.15% p.a. floorspacegrowth. 

Á From 2016 floorspacedynamics should be supported by the new sixth brand and launch of franchise 
stores in Belarus and Kazakhstan.



Dynamic e-commerce development
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Á We believe on-line sales in Poland should converge to the European average.

Á As our customers increasingly often shop on-line we invest in high quality internet stores for all our 
brands (in Poland 86% of women internet users buy clothes on-line).

Á !ƭƭ р [ttΩǎ ōǊŀƴŘǎ ƘŀǾŜ ǘƘŜƛǊ ƻǿƴ ƛƴǘŜǊƴŜǘ ǎǘƻǊŜǎ ƛƴ tƻƭŀƴŘΦ 

Á [ttΩǎ ƴŜǿ ƛƴǘŜƎǊŀǘŜŘ ƻƴ-line sales platform is scalable onto the new markets.  

L P P  e-c o m m e r c e  re v e n u e s

PLN m

15.2%

11.6%

8.4%

3.3%

0%

4%

8%

12%

16%

UK Germany Europe
average

Poland

O n- l i n e  s a l e s  i n  E u ro p e  
( %  m k t  s h a r e  i n  r e t a i l  2 0 1 5 )

Source: Center for Retail Research. 

3.5 4.1 6.0

26.7

64.8

35.4

0.0%

0.3%

0.6%

0.9%

1.2%

1.5%

0

15

30

45

60

75

2010 2011 2012 2013 2014 1H15

E-commerce revenues % of group sales



We follow our customers

20

No. 1single brand e-store in fashion category 
(Rzeczpospolita daily dated 14.04.2015)

1.2 million unique users per month

23 million page views per month

365thousand customers

www.RESERVED.com operates also in Germany
and Czech Republic 

Launch in Slovakia(3Q15) and in Hungary(4Q15)

re s e r ve d . co m

i n  Po l a n d



We constantly improve business model
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C O L L E C T I O N S

Contractinginternational stars

F LO O R S PA C E     

I N C R E A S I N G  
AT T R A C T I V N E S S

A C T I O N S  TA K E N  I N  2 0 1 5

New collections at RESERVED:
ÁBE ACTIVE - sport collection
ÁConcept Limited Collection- moderndesign 

for city dwellers.For women only
ÁModern Line- for fashion followers

ÁGeorgia May Jagger (face of RESERVED AW14/15, 
SS15) created a  star collection for RESERVED 
AW15/16

ÁBrooklyn Beckham (RESERVED SS15)
ÁAnjaRubik (star collection for MOHITO AW14/15)
ÁZuzannaBijoch(face of MOHITO AW15/16)

ÁRefurbishment of stores of all brands
ÁNew stores in top quality locations
ÁNew flagships in Germany

XXXXXX

A D V E R T I S I N G



Poland records highest sales/m2
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Re v e n u e s/  m 2  m o n t h l y

PLN 2011 2012 2013 2014 1H15

LPP GROUP 610 675 664 589 504

Poland 651 702 691 647 568

Foreignoperations 520 621 616 503 421

RESERVED 566 628 617 547 467

Cropp 651 756 725 647 531

House 633 654 652 612 525

MOHITO 733 843 759 583 506

SiNSAY - - 670 584 501

Á Sales/m2 in Poland were on average c.15% higherin 2011-14 thanon foreign markets. 

Á The differencewidend in 1H15due to depreciation of ruble and hryvniato PLN. 

Á For all brands sales/m2 in Poland remain higher than abroad due to superior brand recognition.

-20% -11% -11% -22% -26%

-30%

-20%

-10%

0%

0

200

400

600

800

2011 2012 2013 2014 1H15

Poland Foreign operations Discount foreign to PL

Re v e n u e s/  m 2  m o n t h l y



Gross profit margin remains high 
despite the FX impact
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R e t a i l  p r i c e  s p l i t
P L N  1 2 3

Gross profit: 
PLN 59

Transport: PLN 1

Customs: PLN 2

Suppliers: PLN 38

VAT: PLN 23

G ro s s  p ro f i t  m a rg i n  d e v e l o p m e n t

Gross profit margin 2011 2012 2013 2014 1H15

LPP GROUP 57.1% 56.7% 58.5% 58.6% 53.0%

Gross profit margin contraction in 1H15 relates to: in 20% 
US$ appreciation and in 80% to mid-season sales.

As we do not plan excessive sell-offsin 2H15 gross margin 
should be higher than 1H15 (ceteris paribus PLN/US$). 

Taxes: PLN 2

Financial costs: 
PLN 3

SG&A: PLN 46

Net profit: PLN 8

Factors affecting  gross profit margin: 

Á FX - c. 90% of purchases made in the Far East and indexed 
to US$. Depreciation of zloty to US$ increases costs of 
purchases from Asia. FX exposureisnot hedged.

Á Consumer demand- the retail industry aims to transfer 
any increased costs of purchase onto the final consumer. 

Á Termswith suppliers- we pursuemost attractive offers. 



High operating leverage business

Á 75% of our SG&A costs are fixed, which implies a high operating leverage. 

Á 60% of SG&A costs are linked to foreign currencies Ą zloty appreciation is favourable for EBIT. 

Á Fall in SG&A/m2 Ą optimisationof costs of stores and headquarters.

Á Lower costs of stores/m2 Ą lower rentals, HR costs and other costs of stores.

24

S G & A  c o s t sE B I T/ m 2  
( P L N ,  m o n t h l y)

Variable 
costs

25%

Fixed 
costs
75%

HQ
19%

Costs of 
stores

81%

PLN 
costs

40%

FX 
costs

60%

2014 2014 2014

367 403 405

356

273

276 300 296

274 233
200

300

400

500

2011 2012 2013 2014 1H15

Gross profit on sales/m2 SG&A costs/m2



High ROE levelsshould continue
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High grossmargin
and cost discipline 

[ttΩǎhigh ROE cont r ibu tors

Adj. ROE
REVENUES

ASSETS

ADJ. NET INCOME

REVENUES

Lean business model 
remains intact.

ASSETS

EQUITY

NET INCOME 
PROFITABILITY

OPERATING 
EFFICIENCY

FINANCIAL 
LEVERAGE

A lean
business model

Moderate usage 
of debt

NImargin AssetTurnover Equity Multiplier ROE

2011 10.8% 1.5 1.8 29.6%

2012 10.9% 1.7 1.8 33.4%

2013 10.5% 1.7 1.8 32.0%

2014 7.9% 1.6 1.9 23.9%

24%

Note: 2014 net incomeadjustedfor tax asset. 



We generate free cash flow Χ
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F C F F  g e n e ra t i o n 2 0 1 4  F C F F  b r i d g e
( P L N  m )

PLN m 2011 2012 2013 2014

FCFF 100 178 19 154

NOPAT 279 379 509 638

D&A 95 109 148 194

Capex -129 -288 -542 -551

NWC -145 -22 -96 -127

0

150

300

450

600

750

900

EBIT 2014 Tax D&A Capex NWC FCFF 2014

Á In the lastfour years, we generated positive FCFF (free cash flow to firm). 

Á We continue to focus on FCFF:

Á NOPAT: ongoingcost optimisation(rentals renegotiation, search for best suppliers).

Á NWC: focuson maintaining target inventory/m2, lead time between 6 to 9 months.

Á Capex: withholdingCIS expansion and focus on fits-outs.



Χ and cash despiteNWC drag

Á Our business generates cash, even though inventory puts a pressure on cash cycle.

Á We aim to keep inventories close to target level of PLN1,500/m2.

Á Liabilitiescycle depends on the Far East purchases(goodsordered 3-4 monthsin advance of shipment). 

Á High EBITDA conversion into cash flow proves thequality of our results. 
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C a s h  g e n e ra t i o n
( P L N  m )

N W C / m 2  v s  c a s h c yc l e
PLN/m2 days

250
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57% 54% 70% 73% 38% 72 66 60 70 74

333 300 277 245 248

1,731
1,511 1,368

1,355 1,507
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Safe net debt levelΧ
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N e t  d e b t v s  n e t  de b t / E B I T DA N e t  d e b t v s  c a p ex
( P L N  m )(x)PLN m

Á Despite growing capex (organic only) net debt/EBITDA ratio remained at a safelevel.

Á Core business cash generation allows for net debt/EBITDA being below 2.5x. 

Á Fit-outs are now demanded while expanding abroad, which should lower the overall cashoutflow.

95 109
148 194

106129

288

542 551

229

0

250

500

750

2011 2012 2013 2014 1H15

D&A Capex Net debt

-117 -159 -149 -184 -156
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204 61

174
378
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0.0
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-400

-200

0

200

400

600

800

1,000

2011 2012 2013 2014 1H15

Cash and equivalents Long-term debt

Short-term debt Net debt/ EBITDA

0.4 0.0 0.3 0.5 0.8 173 27 209 399 583



D i v i d e n d p a i d v s  F C F F
( P L N  m )

50.0

76.9 77.4
85.1

93.6

32.0

0

50

100

150

2010 2011 2012 2013 2014 2015

Χ allowsto pay dividend
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Di v i d e n d p e r  s h a re

Note: DPSshown under year paid.

+17% 
2010-14 CAGR

Á LPP has a history of dividend payments (first in 2010 from 2009 earnings).

Á Lǘ ƛǎ ǘƘŜ ƛƴǘŜƴǘƛƻƴ ƻŦ [ttΩǎ ƳŀƴŀƎŜƳŜƴǘ ǘƻ ŎƻƴǘƛƴǳŜ ŘƛǾƛŘŜƴŘ ǇŀȅƳŜƴǘǎ ƛƴ ŦǳǘǳǊŜΦ

Á Fall in 2015 DPS results from uncertain situation on the CIS market.

Á Current dividend day is 3 September while payment day is 24 September. 

135 140
154

170

100
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19

154

0

50

100

150

200

2011 2012 2013 2014

Dividend FCFF



Experiencedand deliverableexecutives
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Á 1991 Jerzy Lubianiec(55) and Marek Piechocki  (54) form 
Mistral ŎƻƳǇŀƴȅ ό[ttΩǎ ǇǊŜŘŜŎŜǎǎƻǊύΦ

Á Each of the founders has over 20 years of experience in 
the retail business. 

Á Both founders still control the business with 30% of equity 
and 60% of votes. 

Á ¢ƘŜȅ ŀǊŜ ǎǘƛƭƭ ŀŎǘƛǾŜƭȅ ƛƴǾƻƭǾŜŘ ƛƴ [ttΩǎ ƻǇŜǊŀǘƛƻƴǎΣ ǿƛǘƘ 
Marek Piechockibeing the CEO and Jerzy Lubianiec
holding the post of Chairman of Supervisory Board.

Á Current management board members are long-standing 
employees, at LPP at least since 2008.

Á SinceIPO, top-ranked management for the quality of 
investorrelationsin domestic surveysamonginvestment 
professionals. 

Most effective CEO by Harvard 
Business Review (2013)

No 1 IR by Parkiet(2014) 

No 1 at ranking Stock Company of 
the Year by Puls Biznesu (2014, 

2012, 2011)

The most dynamically growing 
company in Pomerania regionby 

Forbes (2014)

R E C E NT  AWA R D S
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1
High quality Company 
gradually overcoming 
short-term 
turbulences.

2
Stock benefiting from 
increased liquidity and 
recognition from 
WIG20 and MSCI 
Poland membership.

3
Company actively 
pursuing international 
expansion. 
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K E Y  B R A N D
F E AT U R E S

Fastfashion brand with 
broad customer base

TA R G E T  
C U S T O M E R S

Women,men, children

Y E A RO F  
L A U N C H

1998

#  S T O R E S 429

#  M A R K E T S 16

S T O R E  S I Z E  970 m2

A D V E R T I S I N G
International stars: 
Georgia May Jagger, 
Brooklyn Beckham



199 217 233 235 232

105
127

153
190 197

2011 2012 2013 2014 1H15

Stores PL Stores EX
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R e v e n u e s
( P L N m)

S t o r e s

Keydata 2011 2012 2013 2014 1H15

Revenues(PLN m) 1,368.4 1,714.1 2,073.8 2,311.3 1,119.7

No. of stores 304 344 386 425 429

Storesize(m2) 697 733 835 917 970

Floorspace (eop, m2) 212.0 252.3 322.3 389.7 416.3

Sales/m2 monthly 566 628 617 547 467

% of floorspace in PL 65% 62% 59% 54% 53%

YoY growth 2011 2012 2013 2014 1H15

Revenues(PLN m) 25% 25% 21% 11% 6%

No. of stores 6% 13% 12% 10% 5%

Storesize(m2) 2% 5% 14% 10% 11%

Floorspace (eop, m2) 7% 19% 28% 21% 16%

Sales/m2 monthly 13% 11% -2% -11% -11%

% of floorspace in PL -2ppt -3ppt -3ppt -5ppt -4ppt

1,368

1,714

2,074
2,311

1,120

2011 2012 2013 2014 1H15
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K E Y  B R A N D
F E AT U R E S

Casualstreetwear brand,
offeringinternational 

labels

TA R G E T  
C U S T O M E R S

Teenagers
(boysand girls)

Y E A RO F  
L A U N C H

2004

#  S T O R E S 382

#  M A R K E T S 12

S T O R E  S I Z E  292 m2

A D V E R T I S I N G
Partner of artistsand 

street artevents


