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C2H Foreword

Dear customers,
investors, employees
and friends

It is an honour for me to present
the C2H investment group’s annual
report. Our investments are primarily
directed toward the fashion industry,
more specifically to the development
of the Pietro Filipi and KARA brands
directly owned by our company.
2018 was the first full year that Pietro
Filipi spent under the ownership
of C2H. The year not only marked
25 years of successful business,
but also provided a taste of
upcoming changes, with strategic
improvements planned for both the
fashion collection and retail stores.
The company’s 2018 turnover reached
EUR 19 million, with an 8% year-onyear increase. Online sales doubled to
EUR 2 million. Improvements to store
layouts and visuals, as well as effective
marketing, resulted in a 3% increase in
the number of visits and proportionate
growth in the customer base.

foreword

C2H’s fashion portfolio was enlarged
to include KARA Trutnov, a traditional
producer of leather and fur apparel
and accessories. We acquired
KARA in May 2018 and immediately
embarked on a journey to improve
operations and set a smart and
clearly defined strategy. The launch
of an e-shop and the first marketing

campaign were two quick wins that
helped to make up for the loss of the
first six months of the year. In 2018
KARA Trutnov reached turnover of
EUR 14.5 million. As with Pietro Filipi,
we are working on improving the
efficiency and appeal of KARA’s retail
network and on building lean retail
and internal processes.
The holding ended the year with
a planned loss, while individual stores
reported an EBITDA margin amounting
to 20% of turnover. The overall red
result of the company is related
to strategic investments into its
development – i.e. new technologies,
product development, marketing
and streamlining of retail processes
and logistics. In order to break even,
we have to keep investing in stock
inventories and grow the sales
network. The C2H group is also
expanding its fashion holding via
representation of global brands on
selected markets. In June 2019 we
partnered with the Etam lingerie brand
to become its exclusive distributor in
the Czech Republic and Slovakia.
These acquisitions make C2H the
largest fashion group in Central
Europe. The size and strength of
the retail group have allowed us to

start leveraging business synergies
such as the reinforcement of our
our negotiating position vis-a-vis
shopping centre operators, and
increased power in dealings with
suppliers. This is especially important
in today’s global fashion market,
dominated by trends such as
continuous growth of online sales,
multi-channel selling, turbulent
mergers and acquisitions and
a need for constant growth.
The growth of the C2H fashion
holding confirms these trends.
The group’s online sales are booming,
while brick-and-mortar stores
constitute to grow at a steady pace.
There is a lot of interesting work
ahead of C2H, and we approach this
work with enormous responsibility
for the companies and brands we
manage, and with respect and
humility towards our investors.
Thank you very much for taking the
time to read these lines and for your
cooperation in 2018. I look forward to
working with you further.
Michal Micka
Owner and Chairman of C2H
Company, CEO of Pietro Filipi and
KARA Trutnov Companies
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C2H About the Company

C2H is an investment company
that invests in the fashion industry,
real estate and technology
companies.
INVESTMENT PHILOSOPHY
We invest primarily in high quality
people. When selecting investment
projects, it is this quality above all that
guides our decisions.
We focus on investments in the
fashion industry and on the growth
and development of companies
where we have a controlling stake
and which we manage.
The effectiveness of the investment
is key, mainly in the context of
expansion into foreign markets and
the organic growth of the companies
we own. This is combined with
acquisitions of businesses where
we can add value – such as that
which we add to Pietro Filipi and
KARA – i.e. technology innovation,
retail optimisation and expansion
opportunities.

The C2H group and its companies
moved to Prague’s Karlín district.

about the company

Our acquisitions may also be aimed
at gaining a powerful position in
a new market.

WHY DO WE INVEST IN
THE FASHION INDUSTRY?
The main reason is that we see
potential in the rapidly changing
world that is affected by new
technologies. It is in the size of
the fashion segment that we find
potential (according to euromonitor.
com, in 2018 the fashion industry
had a turnover of USD 1,786 billion,
putting it in second place among
retail segments). Our main goal is to
develop medium-priced brands with
a good price-value relationship. This
category scores the fastest growth
globally. We follow the ability of the
brands to scale their business in
global terms.

C2H RETAIL HOLDING
The fashion portfolio of the C2H
group as part of C2H Retail Holding
includes the Pietro Filipi and KARA
Trutnov fashion companies. In 2019
C2H became the distributor of the
Etam brand for the Czech Republic
and Slovakia. As a result, it now ranks
among the largest Central European
fashion groups.
C2H intends to ensure its sustainable
growth by means of continuing
consolidation of clothing brands,
expansion of the branch network
and the use of the synergistic effect
of central management and the
group’s size.
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OTHER ACTIVITIES OF C2H
C2H IMMOVABLES
We analyse interesting opportunities
to purchase property where we are
able to sell the stakes with gains of
over 15% per annum. At the moment
we focus primarily on the residential
market in Prague.

C2H VENTURES
In C2H Ventures we seek innovative
companies and start-ups with
expansion potential that have the
ability to considerably increase their
revenues and profitability over the
next 2–3 years. In the past we invested
in various technology companies
without targeting a particular
segment. Following our purchase of
fashion companies, our technology
orientation has shifted towards
retail and the tools with which to
increase its effectiveness. We look for
opportunities related to our primary
line of business. Our experience
allows better evaluation of risks and
validation of the benefits of the given
technology solution.
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C2H About the Company

HISTORY OF C2H RETAIL
HOLDING
1955
Establishment of the KARA Trutnov
company

1993
Establishment of the Pietro Filipi
company

2017
Michal Micka establishes the C2H
investment company and purchases
Pietro Filipi

2018
C2H incorporates KARA Trutnov
company into its fashion portfolio

2019
C2H becomes the exclusive
distributor of Etam lingerie in
the Czech Republic and Slovakia

about the company

C2H Retail Holding ranks among
the largest fashion groups in
Central Europe.
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C2H Company Structure

C2H PE SPV Alfa
a.s.

Papiromat
s.r.o.

C2H Equity a.s.

C2H Retail
Holding s.r.o.

MICHAL MICKA

pietro filipi
holding a.s.

C2H PE SPV Beta
s.r.o.
(ZETAM Europe
s.r.o.)

company structure

KARA Trutnov
a.s.
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C2H Company Vision and Management

We can have a good time
together with our customers
as well as employees

MICHAL MICKA
CEO, Owner

COMPANY VISION

C2H CORPORATE CULTURE

• A team of enthusiastic and
responsible professionals with
international experience.
• Focus on results.
• Emphasis on staff development.
• Work-life balance.

Just as we invest in quality people and
their ideas and companies, we invest
in our own employees. We seek to
ensure a comfortable and inspiring
work environment and to provide

our staff with optimal conditions for
their growth. It is of major importance
to us that our employees are happy
and enjoy a good work-life balance.
This, we believe, is a prerequisite
for quality work. Results are the key
for us.

KLARA KNOTOVA
Manager for
International Expansion

JIRI VICENIK
Real Estate
Division Partner

formerly Lasvit

formerly Reality Scan,
Hyperinzerce

PETR PODOLA
Investment Director

JAROSLAV SODOMKA
Marketing Director

formerly EY, O2, KPMG

JAN ZIPSER
HR Director

formerly Tchibo, Škoda

LADISLAV PSTROS
Retail Director

formerly Ekospol

formerly Pietro Filipi

New facilities provide a comfortable
and inspiring work environment for
our employees

PAVEL BEDNAR
CFO, COO

formerly Ekospol, PPF

company vision

management

STEPAN PARA
Product Director

formerly Etam, Lacoste,
Agnès B.

014

015

C2H Optimisation

We optimise activities across
the holding companies in order
to boost their cost effectiveness
and development.
PRODUCT
1 We optimise sourcing, choosing
more suitable suppliers in terms
of quality, price and flexibility.
The aim is to enhance product
price-performance ratio.
2 We have restructured the design
team and put well-known designer
Monika Drápalová in charge. We also
cooperate with other top designers
such as Ivana Mentlová.
3 Our product is one with a higher
value added. This is why we limit
special discount offers.
4 We reduce and stabilise the
number of patterns, which has an
impact on e-commerce in terms of
reducing e-shop returns.
5 We optimise the range of clothing
materials and opt for natural fabrics
in combination with suitable mixed
fabrics. We educate customers in
proper product use for optimal effect.

MARKETING AND
E-COMMERCE
1 We create content relevant for
individual brands and their target
groups.
2 We communicate the content
via various channels such as social
networks, e-shop, display, outdoor,
print, TV and through a combination
of these, so as to achieve our
marketing goals as efficiently as
possible.
3 We interconnect via online
and offline channels while strongly
focusing on comfort and speed for
the customer.
4 We implement new technologies
for better visualisation and
personalisation of communication
with customers.

optimisation

5 We create a single e-commerce
platform for all existing and new
brands.
6 We analyse data about customer
behaviour within various channels
and, subsequently, optimise the
processes to increase the conversion
rate.
7 We use the experience and
know-how of international marketing
agencies (e.g. Publicis).
8 Through effective marketing we
contribute to enhancing retail KPIs.
9 We redesign brand logos.
10    With the help of business
intelligence tools, we collect and
evaluate data on customer behaviour.
The aim is to optimise the cost of
acquiring customers and to increase
their lifetime value.

RETAIL
1 We respond to the trend
of reducing the floor area and
increasing revenues per m2, which
results in higher retail margins for
individual stores.
2 We implement new store
concepts corresponding to the DNA
of individual brands.
3 We modernise our sales points
by supplying them with tablets,
projectors, new mirrors, etc.
4 We use pop-up store concepts
in testing new markets or new
opportunities on local markets.
5 We analyse customer behaviour
in stores.
6 We increase the quality of
customer service.

7 We enhance transfers of
inventories between stores according
to demand.
8 We optimise the number of
employees in the retail network and
increase their average remuneration.
This boosts the personnel costs
effectiveness.
9 We motivate employees, among
other things by means of special,
flexible pay components.
10 We have reduced staff turnover
rate from 50% to 10% per month.
11      We invest in staff development in
the form of both internal and external
trainings.

OPERATIONS
1 We automate systems assessing
return on investment and prioritising
business benefits.
2 We implement software for more
efficient process management –
Warehouse Management System,
ERP, CRM.
3 We use modern business
intelligence instruments providing
100% overview of retail operations.
4 We implement tools for the
assessment and optimisation of
decision-making processes.
5 We increase the efficiency of
purchasing processes with savings of
up to 30%.
6 We moved warehouses to suitable
facilities.
7 We hired key managers with
international experience.
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  C2H Key Indicators

+216

employees

EUR

EUR

17.66

32.51
million

410

194

million

Year 2017
Year 2017

Year 2018

TURNOVER INCREASE*

* Revenues from goods sold

INCREASE IN NUMBER OF GROUP’S EMPLOYEES

+140,041
customers

EUR

−EUR

Year 2018

0.73

2.11

million

Year 2017

Year 2018

million

132,510

Year 2017

EBITDA INCREASE

key indicators

INCREASE IN NUMBER OF INSTORE CUSTOMERS

272,551

Year 2018
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  C2H Key Indicators and Financial Statements

C2H RETAIL HOLDING — Consolidated Profit and Loss Statement
in thousands of EUR

2017

167

77

32,515

17,664

−23,670

−15,238

Personnel expenses

−7,919

−4,431

Depreciation and amortization

−1,010

−721

97

103

Other operating expenses

−309

−144

OPERATING PROFIT/LOSS (+/−)

−129

−2,690

Profit/loss from financial operations (+/−)

−577

−45

PROFIT/LOSS BEFORE TAXES (+/−)

−706

−2,735

−94

−76

−800

−2,811

Sales of services

+42

Sales of goods

stores

Cost of sales

78

36

2018

Other operating income

Year 2017

Year 2018

INCREASE IN NUMBER OF OWN STORES

Income tax
PROFIT/LOSS AFTER TAX (+/−)

+14.13
EUR million

8.65

Year 2017

22.75

Year 2018

DEVELOPMENT OF ASSETS (IN MILLIONS OF EUR)

financial statements
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C2H RETAIL HOLDING — Consolidated Balance Sheet
in thousands of EUR

021

  C2H Financial Statements

C2H RETAIL HOLDING — Consolidated Profit and Loss Statement — management view
As at 31. 12. 2018

As at 31. 12. 2017

TOTAL ASSETS

22,782

8,656

Sales of goods – retail

29,776

FIXED ASSETS

8,843

2,704

Cost of goods sold – retail

−11,485

95

35

4,396

2,027

Gross margin in %

Long-term financial assets

1,483

1,000

Rental expenses – shopping centres

−6,293

Consolidated difference

2,947

−310

Personnel expenses – shopping centres

−5,243

−78

−48

CURRENT ASSETS

13,402

5,728

Retail EBITDA

Inventories

10,089

4,771

Retail EBITDA in %

Accounts receivable

1,839

714

Sales of goods – e-commerce + wholesale

2,739

Cash and cash equivalents

1,474

243

Cost of goods sold – e-commerce + wholesale

−1,417

537

224

Marketing

−1,413

22,782

8,656

HQ Costs

−5,102

646

−1,344

EBITDA

22,086

10,000

Depreciation and amortization

−862

52

84

EBIT

−129

22,034

9,916

Financial income

Long-term liabilities

8,760

3,858

Financial costs

−710

Short-term liabilities

13,274

6,058

PROFIT/LOSS BEFORE TAX (+/−)

−706

50

—

Intangible fixed assets
Tangible fixed assets

Securities and shares in equivalence

ACCRUALS
LIABILITIES AND EQUITY
SHAREHOLDERS’ EQUITY
LIABILITIES
Provisions
Accounts payable

ACCRUALS

in thousands EUR

GROSS MARGIN

OTHER RETAIL COSTS

Income tax
PROFIT/LOSS AFTER TAX (+/−)

2018

18,291
61%

−826
5,929
20%

736

133

−94
−800

022

pietro filipi
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C2H Pietro Filipi

ABOUT PIETRO FILIPI

C2H BUYOUT

SALES GROWTH

Pietro Filipi is a Czech fashion brand
founded in 1993. Its portfolio includes
both women’s and men’s fashion
collections, designed and made
by a team of Czech and foreign
designers.

In November 2017 Pietro Filipi was
bought by investor Michal Micka and
his C2H group. Michal Micka acts as
CEO of Pietro Filipi.

2018 saw a year-on-year increase
in sales by 8% to EUR 19 million.
The conversion rate – i.e. the ratio
of customers to visitors went up by
6% to 8.4%. The average price rose
by 3% to 97 EUR.
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Pietro Filipi Brand Proposition

Pietro Filipi’s apparel
is elegant, timeless, high quality
and for various occasions.

We focus on customers with active
lifestyles and aesthetic sensitivity who
travel a lot and seek a balance that
allows them to live a happy life. As a
brand we wish to assist them in caring
for their appearance so that they feel
confident, authentic and appropriate
on every occasion.

We design in the Czech Republic,
aiming to create timeless products
and to honour global trends as well
as the local context. We cooperate
with top fashion designers. Our
clothing is manufactured using the
finest Italian fabrics and is produced
in small amounts and limited editions,
focusing on high quality.
Our goal is to achieve a sense of
simple and fresh aesthetics with
a strong emphasis on detail and
functionality of individual pieces so
as to ensure modern women and
men their comfort. Meticulous work

on detail, well thought-out patterns
and the use of good-quality fabrics
constitute our key concepts.
We educate our customer about the
appropriateness and functionality of
the materials and provide advice on
creating outfits for various occasions.
We show the customer that they can
dress with elegance even for less
formal events.
We make sure that the price matches
the quality. We focus on top quality
customer service in all channels,
tailor-made for the needs of each
customer.

brand proposition
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Pietro Filipi operates 27 own
stores in the Czech Republic
and Slovakia, 6 stores in the Baltic
region and franchise stores
in Belarus and Russia.
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Pietro Filipi Retail Network and Key Indicators

Decrease in retail
personnel turnover
from 50% to 10%

Conversion rate
increase by
6% to 8.4%
2
2

E-commerce
revenue increase
by 51% to
EUR 2 million

Revenue
increase
by 8 %

Average price
increase
by 3% to EUR 97

Decrease
in number of
patterns
by 35%

• Russia
• Latvia

4

Men’s collection
sales increase
by 27%

• Lithuania

2

23

• Belarus

• Czech Republic

4

retail network

Number of
visitors increase
by 3% to
1,274,000 people

• Slovakia

key indicators

Decrease in rate
of discount by
6 percentage points
to 13%

028

In 2018 the Pietro Filip brand
celebrated 25 years of existence.
As part of the campaign to mark
this milestone we again addressed
our long-term brand ambassador,
one of the most famous Czech
actresses, Ana Geislerova.
We have brought the MADE IN
CZECHOSLOVAKIA mark into
play again.

25 years of the brand
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Pietro Filipi 25 Years of the Brand

030
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Pietro Filipi Modernisation of Brand Communication

Pietro Filipi ran a campaign with
models in three age categories

Tomáš and Ester Berdych, the Czech tennis player
and his wife, were the main faces of the Pietro Filipi
spring/summer 2019 collection

modernisation of
brand communication

Pietro Filipi has modernised its e-shop
and strengthened online communication
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PIETRO FILIPI — Profit and Loss Statement
in thousands EUR
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Pietro Filipi Financial Statements

PIETRO FILIPI — Balance Sheet
2018

in thousands EUR

2018

Sales of goods

19,040

Fixed assets

2,431

Cost of goods sold

−6,690

Inventories

6,563

GROSS MARGIN

12,350

Accounts receivable

793

Cash and cash equivalents

449

Other assets

353

Gross margin in %
Services and material consumption
Personnel expenses
Other operating income

65%
−7,431
−4,901
87

TOTAL ASSETS

10,589

Shareholder equity (including shareholder loans)

5,348

Other operating expense

−369

Accounts payable

3,849

EBITDA

−264

Bank loans

1,392

Depreciation and amortization

−504

Other liabilities

EBIT

−768

LIABILITIES AND EQUITY

Financial income
Financial costs
PROFIT BEFORE TAX
Income tax
PROFIT AFTER TAX

financial statements
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−344
−1,075
—
−1,075

—
10,589
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C2H KARA

ABOUT KARA

C2H BUYOUT

KARA focuses on the manufacture
of leather and fur clothing for
women and men, as well as leather
accessories.

In May 2018 KARA Trutnov,
the traditional Czech fashion
manufacturer, became part of
the C2H group. 2018 was therefore
a time of taking over the company
and setting the strategy aimed at
the refreshing and renaissance of
the brand and the retail network.

The company has been operating
on the Czech and Slovak markets
for over 70 years, and specialises in
genuine leather products. Fur coats
and jackets with fur components are
also part of the winter season range.

kara

In autumn the company’s own e-shop
was launched for the Czech and
Slovak markets. The overall sales for
2018 were EUR 13.4 million.
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A traditional Czech brand
with over 70 years of history,
specialising in leather clothing
and outerwear.
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KARA Brand Proposition and Retail Network

The KARA company operates
a retail network of 45 own stores
in the Czech Republic and Slovakia
with the KARA and Galex brands.

We have the widest range of leather
clothing on the Czech and Slovak
markets, and loyal customers. Our
narrow specialisation means we are
strongly focused on product quality
at a very affordable price.
Our goal is to refresh the brand
and attract younger customers.
Cooperation with top fashion
designers helps us in this pursuit.
We focus on customers who
appreciate quality of material and
design, comfort, timelessness,
tradition and sustainability.
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• Czech Republic

9

brand proposition

retail network

• Slovakia

038

KARA TRUTNOV — Profit and Loss Statement
in thousands EUR
Sales of goods
Cost of goods sold
GROSS MARGIN
Gross margin in %
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KARA Financial Statements

KARA TRUTNOV — Balance Sheet
2018

in thousands EUR

2018

13,475

Fixed assets

2,219

−5,646

Inventories

3,526

7,829
58%

Accounts receivable

1,261

Cash and cash equivalents

1,023

Services and material consumption

−3,921

Other assets

184

Personnel expenses

−3,018

TOTAL ASSETS

8,213

Other operating income

194

Shareholder equity (including shareholder loans)

1,598

Other operating expenses

−86

Accounts payable

1,250

EBITDA

998

Bank loans

5,316

Depreciation and amortization
EBIT
Financial income
Financial costs
PROFIT BEFORE TAX

−359
639
97
−302
434

Income tax

−81

PROFIT AFTER TAX

353

financial statements

Other liabilities
LIABILITIES AND EQUITY

50
8,214

040

C2H Retail Holding is also an
exclusive distributor of selected
global brands. In early 2019 an
affiliation agreement on exclusive
distribution in the Czech Republic
and Slovakia was signed with
French lingerie producer Etam.
Eight stores are planned
to open in 2019.

etam
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C2H Etam
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Contact Details
info@c2h.cz
+420 246 086 300
www.c2h.cz

Contact Address
C2H Retail Holding
Nile House, Karolinská 654/2
186 00 Praha 8

