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Disclaimer

A| ´ °³X´X«ºJº ­« Ǝº|X ż;³X´X«ºJº ­«ŽƏ ÇJ´ °³X°J³XT MÉ 2;; ? Ǝº|X ż$­ª°J«ÉŽƏ Ç º| J TÄX NJ³XŸ ?º ӃӃŵ  º ªJÉ N­«ºJ « NX³ºJ «inconsistencies 

or omissions. The Presentation does not contain a complete or thorough financial analysis of the Company and does not presentits 

standing or prospects in a comprehensive or in-depth manner. Therefore, anyone who intends to make an investment decision with respect 

to the Company should rely on the information disclosed in the official reports of the Company, published in accordance with the laws 

applicable to the Company. This Presentation was prepared for information purposes only and does not constitute an offer to buy or to sell 

any financial instruments. 

A|X ;³X´X«ºJº ­« ªJÉ N­«ºJ « ƛZ­³ÇJ³TƈӃ­­¦ «z ´ºJºXªX«º´ƛŸ ,­ÇXÆX³ŵ ´ÄN| ´ºJºXªX«º´ NJ««­º MX º³XJºXT J´ J´´Ä³J«NX´ ­³ °³­¤XNtions of 

any expected future results of the Company. Any statements concerning expectations of future financial results cannot be understood as 

guarantees that any such results will actually be achieved in future. The expectations of the Management Board are based on their current 

knowledge and depend on many factors due to which the actual results achieved by the Company may differ materially from the results 

°³X´X«ºXT  « º| ´ T­NÄªX«ºŸ 5J«É ­Z º|­´X ZJNº­³´ J³X MXÉ­«T º|X JÇJ³X«X´´ J«T N­«º³­Ӄ ­Z º|X $­ª°J«É ­³ º|X $­ª°J«ÉŻ´ JM Ӄ ºy to 

foresee them. 

Neither the Company, nor its directors, officers, advisors, nor representatives of any such persons are liable on account of any reason 

resulting from any use of this Presentation. Additionally, no information contained in this Presentation constitutes any representation or 

warranty of the Company, its officers or directors, advisors or representatives of any of the above persons. The Presentationand the 

Z­³ÇJ³TƈӃ­­¦ «z ´ºJºXªX«º´ ´°XJ¦ ­«ӃÉ J´ Jº º|X TJºX ­Z º| ´ ;³X´X«ºJº ­«Ÿ A|X´X ªJÉ «­º MX  «T NJº ÆX ­Z ³X´ÄӃº´ ­³ TXÆXӃ­°ªents in future 

periods. The Company does not undertake any obligation to review, to confirm or to release publicly any revisions to any forwardƈӃ­­¦ «z

statements to reflect events that occur or circumstances that arise after the date of this Presentation. 
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Changes in fiscalyears

2017 and 
2018

2019/20 
(13M)

2018/19 
and 

2019/20 

2020/21

calendar years equal to fiscal years, 
audited numbers

13-month-long fiscal year, from 
January 1, 2019 to January 31, 2020, 
audited numbers

12-month-long fiscal years, created 
for the purpose of comparison, 
starting from February 1 of respective 
years, unaudited numbers

12-month-long fiscal year, from 
February 1, 2020 until January 31, 
2021
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Year affected by COVID -19

mid-March 
2020

beginning 
of February 

2020

beginning 
of May 
2020

end of 
June
2020

end of 
August
2020

beginning 
of 

November 
2020

end of 
November 

2020

Growing 
uncertainty, 

concerns regarding 
supply chainand 

falling sales 
dynamics

Acceleration
of e-commerce 
development

Shopping malls 
closed in majority 

of countries, in 
which LPP has 

traditional stores
(first lockdown )

Negotiations with 
shopping malls 

related to rental 
agreements

Restructuring 
in Germany

Opening of 
shopping malls on 
selected markets

Deterioration 
of situation in 
October, from 
October 24, 

Poland in the red 
zone

Shopping malls
in Poland closed 

between 
November, 
6 and 27

(second lockdown)

Return to 
operations in 

shopping centers, 
high online
dynamics

end of 
December 

2020

Restrictions return 
at the end of 
December, 

shopping malls in 
Poland closed
throughout 

January
(third lockdown )

end of 
March
2021

Restrictions return 
in Poland in the 
second half of 

March
(fourth lockdown)

beginning
of 

May 2021

Restrictions are 
gradually lifted at 
the beginning of 
May 2021 along 

with rising 
vaccination 

numbers
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Overview
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One of the largest clothing retailer s on WSE

OFF-LINE

57%
FREE-FLOAT

PLN 14.2bn 
MARKET CAP

MSCI POLAND
MEMBER

ON-LINE LPP GROUP

1,856
stores

25
countries

28.4%
of revenues

30 
countries

PLN 7.8bn
revenues

38
countries

Data as of 31.01.2021
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Źwith varied but modern store concepts
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Portfolio of 5 mainstream brands

6­ºXŷ ´Äª ­Z M³J«T´Ż ´º­³X´ J«T ZӃ­­³´°JNX T­X´ «­º X²ÄJӃ z³­Ä° ZӃ­­³´°JNX J´ ­« º­° ÇX |JT ǏŸӅths m2 of outlets at the end of 2020/21.

KEY BRAND
FEATURES

Anchor brand with broad 
customer base

Streetwear brand influenced
by contemporary culture and 

music
An optimistic fashion brand

Comfort and elegance for 
business and informal 

meetings

Clothes for every day 
inspirations and original party 

outfits

WE FOCUS ON MAINSTREAM-PRICED BRANDS

AVERAGE STORE SIZE 1,533 m2 450 m2 442 m2 414 m2 760 m2

# STORES/
FLOORSPACE 2020/21

440
674.7 ths m2

369
166.1 ths m2

332
146.8 ths m2

278
115.2 ths m2

434
329.8 ths m2

COUNTRIES/ 
REGIONS PRESENT

CEE, SEE, Baltic, CIS, WE, ME
CEE, SEE, Baltic, CIS, WE 

(Finland)
CEE, SEE, Baltic, CIS, WE 

(Finland)
CEE, SEE, Baltic, CIS, WE 

(Finland) 
CEE, Baltic, CIS, SEE, WE 

(Finland)

YEAROF LAUNCH 1998 2004
2001 

(at LPPsince 4Q08)
2008 

(at LPP since 4Q08)
2013

TARGET CUSTOMERS Women, men, children
Teenagers 

(boysand girls)
Teenagers

(boys and girls)
Young women

Women, men, teenagers, 
children
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1,856 stores on 3 continents

31.01.2021 Number of stores YoY

LPP GROUP 1,856 + 110

Reserved 440 - 14

Cropp 369 + 9  

House 332 + 14

Mohito 278 - 5

Sinsay 434 + 110

Outlets 3 - 4

online + offline online offline

+& ⁫?1
Á2;;Ż´headquarters
ÁDesign centre of Reserved, 

Cropp, Sinsay brands
ÁBack-office

WARSAW
ÁReserved design centre

CRACOW
ÁDesign centre for House 

and Mohito brands

DHAKA, BANGLADESH
ÁLocal office

SHANGHAI, CHINA
ÁLocal office

32 

20 

23 

394

113

866

19 

87
60

33 
30 78

26

1
2

2

1

26

1

15

3

9

5 

6

4
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Operations in six geographic regions

COUNTRIES
PRESENTOFFLINE

Poland, Czech 
Republic, Hungary, 

Slovakia

Lithuania, Latvia, 
Estonia

Bulgaria, Romania, 
Croatia, Serbia, 
Slovenia, B&H

Russia, Ukraine, 
Belarus, Kazakhstan

Germany, UK, Finland
Egypt, Kuwait, Qatar, 

UAE, Israel

MATURITY DEVELOPING EARLY STAGE

CEE BALTIC SEE CIS WE ME

# COUNTRIES 
PRESENT

4 3 6 4 3 5

BRANDS
Reserved, Cropp,

House, Mohito , Sinsay
Reserved, Cropp,

House, Mohito , Sinsay
Reserved, Cropp,

House, Mohito , Sinsay
Reserved, Cropp,

House, Mohito , Sinsay

Reserved 
(all countries), Cropp, 
House, Mohito , Sinsay

(4 brands in Finland 
only) 

Reserved

# STORES 2020/21 1,046 75 175 526 25 9

TYPE OF STORES
Own (majority),

franchise
Own Own Own Own Franchise

FLOORSPACE 
2020/21

712.3 ths m2 62.0 ths m2 169.7 ths m2 426.1 ths m2 55.5 ths m2 9.9 ths m2

DEVELOPMENT
STAGE
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A lean customer focused business model

Time of implementation from design to stores: up to 30 days for the most fashionable items.The rest of the collection is manufactured in approx. 90-100 days.

CUSTOMERSDESIGN PRODUCTION LOGISTICS STORES

38
countries offline 

and online

233m
clothing items sold 

annually

5
different brands

300+ 
designers

91%
goods sourced                

from Asia

1,100+
suppliers

253 ths m2 
of warehousing space

23 m
e-commerce orders 

handled

1,856
stores

3 continents
Europe, Asia, Africa
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Eyeing the international giants

LEADER ON THE DOMESTIC  RETAIL MARKET AMBITIONS TO BE AMONG THE INTERNATIONAL LEADERS

REVENUES (PLN m) REVENUES (EUR m)

Note: data for LPP for 2020/2 1, for CCC for 13-month-long fiscal year, while for other companies 
for comparable fiscal years. Values calculated at average exchange rates for the period.  
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Investment case
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Investment case

1

2

3

5

4

DYNAMIC FLOORSPACE DEVELOPMENT

25% YoY floorspace growth targeted for 2021/22

DEVELOPING OMNICHANNEL

Double-digit e-commerce revenue growth in 
2021/22

EFFICIENT BUSINESS MODEL

Lean and cost cautious business model

A RESPONSIBLE COMPANY 

2020-2025 Sustainable Development Strategy 
with ambitious targets

RETURN TO DIVIDEND PAYMENTS

PLN 834m to be paid in dividends from 2020/21
earningsdue to strong financial standing
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Dynamic floorspace 
development

25% YOY FLOORSPACE GROWTH 
TARGETED FOR 2021/2 2
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1,000.6
1,091.3

1,246.9 1,230.9

1,435.4

2017 2018 2019 I.2020 I.2021

ÁDynamic floorspace growth in the past resulted from: (1) enlarging stores of all brands and (2) entering new countries.

ÁContinuation of dynamic floorspace growths in 2021/2 2 Ɖ25% YoY. 

ÁReasons behind further floorspace growth: (1) stronger entry to smaller towns, also via retail parks, (2)opportunity to develop value-for -money 

segment, (3) emphasis on omnichannel, of which traditional network is an important part.

ÁAt the end of 2021/2 2 Reserved traditional stores should be present in 26 countries. 

2020/21

19

Acceleration of floorspace growth

ths m2 I.2021 I.2022 YoY

LPP GROUP 1,435.4 1,801.3 25%

Poland 566.9 637.4 12%

Europe 426.1 600.1 41%

CIS 432.6 553.7 28%

ME 9.9 10.0 2%

FLOORSPACE GROWTH TARGETS FLOORSPACE TARGETS BY REGIONS

(ths m2)

+7% 
2017 -20 CAGR

+16.6% 
YoY



1Q21/22

20

Faster offline growth in 
smaller brands

Fast online expansion 
boosted by omnichannel,

selective offline 
development, shopping 

malls, big cities 

Fast offline growth: retail parks 
and smaller towns. online expansion 

boosted by omnichannel 

2021/22 
floorspace 

growth YoY
+6% +6% +15% +18% +81%

ONLINE OFFLINE
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Reserved
44%

Cropp
13%

House
11%

Mohito
9%

Sinsay
22%

Other
1%

ÁReserved remains our key and anchor brand. We continue to develop other brands to minimise fashion risk and benefit from economies of scale.

ÁA|X °³ ­³ ºÉ  « «XÇ ªJ³¦Xº´Ż XÈ°J«´ ­«  ´ z ÆX«to Reservedbrand (CIS, SEE, Western Europe, Middle East).

Á In upcoming quarters, development will be focused on younger brands: Cropp, House, Sinsay. The latter brand value-for -money segment offers 

significant upside potential. 

2020/21

21

Reserved remains our most important brand

PLN m 2017 2018 2018/19 2019/20 2020/21

LPP GROUP 7,029 8,047 8,756 9,222 7,848

Reserved 3,160 3,578 3,881 4,370 3,467

Cropp 1,064 1,120 1,206 1,289 972

House 805 920 993 1,135 875

Mohito 829 782 846 987 708

Sinsay 610 789 851 1,282 1,738

E-commerce 361 712 802 0 0

Other 201 146 178 159 88

GROUP REVENUES BY BRANDS GROUP REVENUES BY BRANDS

(PLN m)

Change in data presentation, from 2019/20 e-commerce is included in the 
brand revenues.
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ÁEntry to new countries with all five brands continues to be a means of our floorspace development.

Á In 2017, we entered 3 new markets: Belarus (with franchise stores, in 2020/2 1 changed to own stores), Serbia and the UK (both markets with 

own stores).

Á In 2018, we entered 3 new countries: Kazakhstan (own stores), Israel (franchise stores, first opened in August 2018) and Slovenia (own stores).

Á In 2019, we opened our first own stores in Bosnia & Hercegovina, while we entered Finland in 2H19.

Á In 2021/22 , we plan to enter Northern Macedonia (entry delayed due to COVID-19).

2020/21

22

New countries broaden our offline presence

EXPANSION BY COUNTRIES

13 
countries

17 
countries

18 
countries

20 
countries

23 
countries

11 
countries

25 
countries

+ Croatia

+ Germany

+ Egypt

+ Qatar

+ Kuwait

+ S. Arabia + ZEA

+ Serbia

+ UK

- S. Arabia

+ Belarus

+ Israel

+ Slovenia

+ Kazakhstan

+ B&H

+ Finland

the end 
2013

the end 
2014

the end 
2015

the end 
2016

the end 
2017

the end 
2018

the end 
2021/22

26
countries

+ Northern
Macedonia

the end 
2019/20
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2017 2018 2018/19 2019/20 2020/21

CEE Baltic SEE CIS WE ME

Á CEE: these are mature countries for us. We will focus on network quality and omnichannel implementation. Floorspace growth prospects are 

still visible, mostly in the value-for -money segment. SEE countries offer much greater growth potential than the Baltic countries.

Á CIS: we see long-term potential in each of four countries present, though the largest in Russia. We changed the form of our presence in Belarus 

from franchise to company-owned stores. 

Á WE: we await BEP in Germany after restructuring and in the UK, yet are optimistic on Finland. ME: similar to the WE is an early stage region

for us, though we develop it with our franchise partner . We see potential in Israel.

2020/21

23

New countries fuel revenue growth

GROUP REVENUES BY REGIONS GROUP REVENUES BY REGIONS

(PLN m)

PLN m 2017 2018 2018/19 2019/20 2020/21

LPP GROUP 7,029 8,047 8,756 9,222 7,848

CEE 4,572 5,115 5,562 5,403 4,280

Baltic 295 358 388 417 402

SEE 317 463 513 762 851

CIS 1,542 1,770 1,924 2,199 1,929

WE 279 320 345 410 370

ME 24 22 24 30 17

7,029

8,047
8,756

9,222
7,848
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Developing omnichannel DOUBLE-DIGIT E-COMMERCE 
REVENUE GROWTH IN 2021/22
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Dynamic online sales 
growth to continue

Ásome PLN 2.8bn e-commerce 
revenues,

Ádouble-digit YoY online revenue
growth ,

Árevenue growth supported by 
infrastructure and logistics 
processes improved during 
COVID-19.

2021/22 TARGET:

ONLINE SALES (PLN MLN)

64.8 79.3
173.1

360.8

712.1

1,080.8

2,229.3

2,800+

2014 2015 2016 2017 2018 2019/20 2020/21 2021/22
CELTARGET
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30 
countries 

online

07.2014 10.2015 02.2016 12.2016 09.2017 2018

05.2015 11.2015 03.2016 04.2017 10.2017 2019

GERMANY

online store

SLOVAKIA

online store

POLAND

online store

CZECH REP.,

HUNGARY, ROMANIA, 

SLOVAKIA, GERMANY

online store

UK

online store

RUSSIA (CROPP), 
5 ME COUNTRIES (RESERVED 

VIA FRANCHISE PARTNER)

online store

UKRAINE, CROATIA
online stores

PAN EUROPEAN 
online store

RUSSIA

online store

LITHUANIA, LATVIA,

ESTONIA

online store

HUNGARY

online store

ROMANIA

online store

CZECH REPUBLIC

online store

2020

2020

ISRAEL

online via a franchise partner

SLOVENIA

online store

2011

POLAND

online store
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Development by own 
e-stores
GOALS BEHIND THE LAUNCH OF PAN-EUROPEAN 

E-STORE:

Á online sales growth,

Á learning the tastes of Western European customers, 

Á identification of potential new markets for traditional 

stores. 

Another step towards 
realisation of our goal: 

omnichannel.

3 largest markets 
(by revenues): Italy, Austria, 

France.

DEVELOPMENT THROUGH OWN E-STORES GIVES US:

Á direct access to retail customers,

Á control over inventory and pricing policy,

Á stability (no intermediaries, continuation 

of contact ).
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RFID to support 
omnichannel

2020/21

28

Achieving full 
integrity in the 

supply chain and 
some 3% sales

increase.

RFID 
implementation 

in Reserved 
brand.

Achieving first 
benefits in 
Reserved.

Online purchases
delivered from 

stores.

3%
revenue increase

>99%
product availability

60%
faster receipt of 

goods

13 pp.
goods availability 
improvement for 

customers

70%
faster registration of 

cash register 
operations

>99%
stock accuracy

RFID - greater return 
on electronic tag 

design than we have
assumed.

2019 2020 2022+
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Omnichannel 
Ɖthe key 
to retail 
of the future

ONLINE
Own e-stores 

of all 
5 brands

TARGET: 
obtaining new 

customers
OFFLINE

Brick &
mortar stores 
of all 5 brands

TARGET: 
floorspace 

growth

OMNICHANNEL
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Omnichannel organisation

PRODUCT

Á consistent product communication regardless of channel used, 

Á consistent product presentation regardless of the channel, 

Á focus on online advertising.

SALES

Ámerging of online and offline sales departments,

Á customer service process supported by RFID,

Á customers having access to product , regardless of the form of purchase.

LOGISTICS

Á inventory available for both online and offline , 

Á integration of logistics systems of both channels, as a result, 

Á as a result, flexibility in goods management.
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Efficient business model LEAN AND COST-CAUTIOUS BUSINESS 
MODEL

3
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ÁLFLsshow the strength of our collections across our brands in our traditional stores. LFLs are supported by RFiD introduction: faster delivery 

receipt, faster transfer of product from storage to sales room (already in place at Reserved).COVID-19 period was responsible for LFLs falls.

ÁLevel of sales/ m2 at brands is influenced by the size of their stores. Reserved has the largest stores and thus records lower sales/ m2 than 

the younger and brands with smaller stores. 

ÁDifference between sales/ m2 in Poland and abroad narrowed in 2017-20/21 due to stronger recognition of younger brands abroad, more 

favourable FX trends and introduction of a new replenishment system abroad. Level of sales/ m2 in 2020/21 depends on different impact and 

approach to lockdowns in variousN­Ä«º³ X´  « Ç| N| 2;;Ż´ º³JT º ­«JӃ ´º­³X´ J³X °³X´X«º.

2020/21

32

LFLs and revenues/m2 affected by COVID -19

PLN m 2017 2018 2018/19
2019/20

(13M)
2020/21

LPP GROUP 628 662 657 671 500

Poland 654 693 692 697 528

Export 593 619 617 639 487

Reserved 514 527 525 500 441

Cropp 732 729 723 717 517

House 639 689 684 715 535

Mohito 696 620 619 631 523

Sinsay 690 719 709 728 615

LFLS (LOCAL CURRENCIES) AVERAGE MONTHLY REVENUES/ M2

10.1%
7.2% 7.8%

3.6%

-38.0%

2017 2018 2018/19 2019/20 (13M) 2020/21
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Gross profit margin on high levels

FXƉsome 90% of purchases are
made in the Far East and 

indexed to US$. Appreciation of 
zloty to US$ decreasescosts of 

purchases from Asia. 

Inventory management policy Ɖ
current inventory management 
policy is aimed at selling goods 

to a maximum extent in stores to 
avoid the costs of their return 
and transport to post -season 

warehouse.

Meeting customer expectations 
Ɖwe have introduced far 

reaching changes within our 
design departments so as to 
better meet the NÄ´º­ªX³´Ż
expectations. We have also 
managed to introduce more 
casual and more eco-friendly 

clothing since the start 
of the pandemics.

KEY FACTORS INFLUENCING GROSS PROFIT MARGIN

% Gross profit margin 2017 2018 2018/19 2019/20 2020/21

LPP GROUP 53.0% 54.7% 52.9% 53.6% 52.0%

In 2020/2 1, COVID-19 pandemics and resultant stronger YoY sell-offs sizeably impacted the gross profit margin. 

Cost of freight Ɖhistorically cost 
of freight had a minor impact on 

our gross profit margin. 
However, we are now noticing 
very strong growth in costs of 
freight and the availability of 

freight. We thus expect these to 
affect gross profit margin from 

2H21/22 .
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ÁSome70% of our SG&A costs are fixed, which implies a high operating leverage. 

ÁAlmost 60% of SG&A costs are linked to foreign currencies Ą PLN appreciation is favourable for EBIT(IAS17). 

ÁStable SG&A/ m2 over 2017-19/20 Ą optimisation of costs of stores and headquarters.

ÁFall in SG&A/ m2 in 2020/21 due to actions taken to maintain our cost cautiousnessduring COVID-19 pandemics: further rental renegotiation 

and benefiting from anti -crisis packages introduced by various states, headcount reductions and benefiting from state support in terms of 

salaries, RFiD introduction, constant work on automation of processes, especially in the logistics field.

2020/21
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High operating leverage business

AVERAGE MONTHLY SG&A COSTS/ M2 SG&A COSTS (IAS17)

(PLN, from 2019/20 IFRS16)

Variable 
costs
31%

Fixed 
costs
69%

HQs
30%

Costs of 
stores
70%

PLN 
costs
43%

FX costs
57%

Note: SG&A relations based on group 2020/21 data. 

280 291 287 289
247

2017 2018 2018/19 2019/20 2020/21



1Q21/22

2021/22 targets:

Á A new model of customer behavior after COVID-19.

Á Changesin economy and purchasing power of 

customers.

Á Strong US$ and EUR exchange rates, weak RUB.

Á Rising transport costs and delivery difficulties 

(limited supply of ships). 
Challenges

Targets

Opportunities

Á Continuation of double -digit floorspace growth .

Á Dynamic online growth.

Á Double-digit YoY revenue growth.

Á YoY operating margin improvement.

Á Safe liquidity position.

Á Successfulcollections of all brands - favorable 

price-to-quality ratio .

Á Further e-commerce development on new 

markets.

Á Using RFID to support omnichannel growth .

35
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Return to dividend payments
PLN 834M DIVIDENDS TO BE PAID 
FROM 2020/21 EARNINGS DUE TO 
STRONG FINANCIAL STANDING
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Positive FCFF despite 
pandemics

FCFF GENERATION

PLN m 2017 2018 2018/19 2019/20 2020/21

FCFF 405 204 438 749 441

NOPAT 452 528 474 628 79

D&A 293 349 427 1,018 1,073

Capex -442 -799 -932 -945 -825

NWC 101 125 469 48 113

STRONGAND POSITIVE 2017 Ɖ2020/21 FCFF
(FREE CASH FLOW TO FIRM) EVEN DESPITE 
PANDEMICS.

Data for 2019/20 and 2020/21 under IFRS16, other under IAS17.

NOPAT

Á Positive NOPAT despite pandemics.

Á Sizeable online growth due to efficient logistics.

Á Cost reductions were necessary due to lockdowns of traditional 

stores.

CAPEX & D&A

Á We commit capex to be able to grow, both offline and online. 

Á Offline development was withheld during the first phases of 

pandemics. Acceleration since 2H20/21 due to opportunities visible 

especially in the value-for-money segment.

Á Logistics capex to streamline online operations.

NWC

Á We have achieved our target of matching liabilities to the level of 

inventory .

Á We use supply chain financing for our suppliers.

Á We search for the optimal inventory/ m2 level .
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Á Inventory is an important part of net working capital. Despite COVID -19 LPP did not have excessive and obsolete inventory. 

ÁLiabilities are a source of inventory financing. Supplier financing programme utilization at PLN 1,572m at the end of 2020/21 . Lengthening of 

payment terms for suppliers.

ÁDespite COVID-19, LPP maintained a safe net cash situation under IAS17. Additionally , PLN 0.95bn cash in: money market funds (PLN 0.45bn) 

and restricted cash deposits (PLN 0.5bn), not recognised in net debt calculations at the end of 2020/21 . 

2020/21
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Safe net cash situation

INVENTORY NET DEBT

(PLN m, IAS17)

1,475 1,590

1,210

1,921
2,074

1,489 1,474

1,138

1,572 1,455

0

300

600

900

1,200

1,500

1,800

0

500

1,000

1,500

2,000

2,500

2017 2018 2018/19 2019/20 2020/21

Inventory (PLN m) Inventory/ m2 (PLN)

-316

-753
-841 -789

-272

2017 2018 2018/19 2019/20 2020/21
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Return to dividend 
payments

58 60 66 73 110

834

2014 2015 2016 2017 2018 2019/20 2020/21

DIVIDENDS 

(PLN m)

Dividends under the year from which they were paid.

Return to dividend payments after one year since suspension of 
payments (suspension due to COVID-19 impact):

Ácovering net loss from profits in upcoming years
Ápayment of a dividend in the amount of PLN 450 per share by 

transferring funds from retained earnings. 

The General Shareholder Meetingset the dividend day (i.e. the date 
on which the list of shareholders entitled to dividend is determined) 
on July 6, 2021 and the payment of dividends in two equal tranches 
(PLN 225 per share): the first tranche on July 20, 2021, and
the second tranche on October 6, 2021. 

The goal is to pay dividend s in two tranches per
year on a regular basis. 

Reasons for paying dividends: 
Álow interest on deposits,
Ánegative cash cycle thanks to supply chain 

financing,
Ápandemic proven business model. G
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A responsible company
2020-2025 SUSTAINABLE 
DEVELOPMENT STRATEGY WITH 
AMBITIOUS TARGETS
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Sustainable development strategy 2020-2025

//4 strategic pillars

// 2025

ECO AWARE Ɖ
PRODUCT AND PRODUCTION

CHEMICAL SAFETY 
IN PRODUCTION

PACKAGING AWARE Ɖ
PLASTIC UNDER CONTROL

SUSTAINABLE DEVELOPMENT IN HQs 
AND SALES NETWORK

50% of Reserved garmentsin Eco 
Aware collection.

CO2 reduction by 15%.

Full compliance with ZDHC 
standards(Zero Discharge of 

Hazardous Chemicals).

100% of plastic 
in packaging suitable 
for re-use, recyclable 

or biodegradable.

100% of stores covered by Eco 
Aware STORES programme.

Continuation of production audits, social and employee -oriented actions.
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We focus on 
material 
sustainability
topics

Á Code of Conduct for suppliers Ɖ
sourcing only from those suppliers 
who have signed it,

Á JÄT º´ N­«TÄNºXT MÉ 2;;Ż´ Xª°Ӄ­ÉXX´
and SGS,

Á diverse employees and senior 
management

Human rights

Á 19% of collections are EcoAware,

Á inclusion of climate risks (transition 
and physical ones) into decision 
making at the board level,

Á 2.2% reduction in GHG emissions 
in tonnes of CO2e per item sold

Climate & environment
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We continued 
to help during 
COVID-19

115
employees sewing masks 

27.2 ths
masks sewn by 2;;Ż´

employees

1M
purchased masks worth 

PLN 5.4M

105 ths pieces of clothing 
Donated to 136 organisations 

in 2020. 

100
computers for children in 

orphanages

#LPPpomaga
Record high support action in 
2;;Ż´ | ´º­³ÉŸ FX z³J«ºXT ­ÆX³

300 of medical facilities and 
other entities in -kind and 
financial support worth 

PLN 6.9m.

In 2020/21, o verall PLN 9m 
donated to over 500 NGOs, 

medical and non-medical 
institutions as well as 

foundations.

PLN 353 ths
Worth of support for local 
community and projects 

counteracting social exclusion 
granted by LPPFoundation.
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We are rated in ESG topics

WE REPORT USING INTERNATIONAL STANDARDS 
AND FRAMEWORKS

WE ARE RATED IN ESGINDICES

NFRD

WIG ESG MSCI


