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Baltika today

ÅBaltika Group is a rapidly growing 

fashion retailer in the Baltic States, 

Central and Eastern Europe

- four retail concepts

- seven retail markets

- 128 stores and 24,000 m2 sales area

- vertically integrated business model

ÅThe company aims to be the leading 

specialist fashion retailer in Central 

and Eastern Europe

ÅThe Group employs 2,000 people

ÅSince 1997 listed on OMX Tallinn 

Stock Exchange

Baltikaôs retail markets

CEE region
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RETAIL CONCEPTS
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Brand positioning
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55%

31%

9%

3%

2%

Retail sales by concept, 2007

Other

+29% yoy

+14% yoy

+41% yoy
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ÅFast fashion brand for men and women with 

a unique handwriting and well-focused 

quality range

ÅTarget group: 25-35 years; average income

ÅStores in Estonia, Latvia, Lithuania, Ukraine, 

Russia, Poland, the Czech Republic

ÅStore format: 350-600 square metres

Åwww.montonfashion.com

Sales development
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ÅInternational brand offering contemporary 
stylish apparel for men and women for feeling 
good in the office and after 5 p.m. and also 
comfortable fashion clothes for their children

ÅTarget group: 35 years, a person with family, 
children 2-10 years; average income

ÅStores in Estonia, Latvia, Lithuania, Ukraine, 
Russia and Poland

ÅStore format: 200-350 square metres

Åwww.mosaic-fashion.com

Sales development

9.9

15.4

19.9

0

5

10

15

20

25

2005 2006 2007

E
U

R
 m

ln

9.9

15.4

19.9

0

5

10

15

20

25

2005 2006 2007

E
U

R
 m

ln

9.9

15.4

19.9

0

5

10

15

20

25

2005 2006 2007

E
U

R
 m

ln

9.9

15.4

19.9

0

5

10

15

20

25

2005 2006 2007

E
U

R
 m

ln



8

ÅPrestigious lifestyle brand for men, offering 

stylish, classic and high-quality clothing and 

personal service

ÅTarget group: 30-40 years; higher income

ÅStores in Estonia, Latvia, Lithuania and

Ukraine

ÅStore format: 100-130 square metres

Åwww.baltman.eu

Sales development
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ÅDesigner fashion brand for ladies 

allowing the customer to express her 

own individuality and complement her 

lifestyle

ÅAcquired by Baltika in September 2006 

in order to enter premium fashion 

market for ladies

ÅTarget group: 25-35 years; higher 

income

ÅStores in Estonia and Lithuania

ÅSales in 2007 EUR 1.6 million

Åwww.ivonikkolo.com
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Retail network (31 December 2007)

Monton Mosaic Baltman Nikkolo Other Total m2

Estonia 6 11 5 4 4 30 4,000

Latvia 6 7 3 16 3,507

Lithuania 11 11 6 2 30 5,239

Ukraine 11 10 1 22 4,208

Russia 12 11 1 24 5,793

Poland 3 2 5 1,047

Czech 1 1 496

Total 50 52 16 6 4 128 24,290



11

OVERVIEW 2007
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Å24 openings

Å+24% space growth (net)

ÅTotal investments EUR 6.6mln, incl. retail system EUR 4.5mln

31.12.2007 31.12.2006 +/-

Total stores 128 112 14%

Sales area, m2 24,290 19,594 24%

Stores and sales area
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New market: the Czech Republic

ÅEntrance with Monton

ÅFlagship store opening in Prague 

in Q4 2007
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Monton

ÅMonton 5 years old: successful international concept

ÅLaunch of Jean brand Spiced M

ÅLaunch of footwear
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Mosaic

ÅLaunch of childrenswear

ÅLotte by Mosaic
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Ivo Nikkolo

ÅNew shop concept

ÅEntrance to Lithuania
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New factory

ÅNew sewing factory in Q4 2007

ÅBaltikaôsproduction and logistics complex finished



18

FINANCIAL REVIEW
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Key figures in 2007

EUR ó000 31.12.07 31.12.06 +/-

Net sales 73,596 57,487 28%

Gross profit 40,691 31,353 30%

Operating profit 4,126 6,221 -34%

Net profit 2,606 5,584 -53%

Gross margin 55.3% 54.5%

Operating margin 5.6% 10.8%

Net margin 3.5% 9.7%

Number of stores 128 112 14%

Sales area (m2) 24,290 19,594 24%

Inventory turnover 5.30 5.38 -1%

ROE 13.1% 35.9%

ROA 6.5% 18.3%
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Sales development in 2007

Average sales area (m2) 50%

Sales per m2 -10%

Like-for-like sales 3%

Retail sales 34%

Wholesale -4%

Total sales 28%

Sales by segment Sales growth breakdown
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Sales by business segment

EUR mln 2007 2006 +/-

Retail 63.1 47.1 34.1%

Wholesale 9.3 9.6 -3.9%

Subcontracting 0.9 0 n/a

Other 0.3 0.8 -59.1%

Total 73.6 57.5 28.0%
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Sales by region

EUR mln 2007 2006 +/- % sales

Baltics 43.9 34.7 27% 59%

Eastern Europe 25.6 19.4 32% 35%

Central Europe 2.1 2.2 -6% 3%

Other 2.0 1.2 70% 3%

Total 73.6 57.5 28% 100%
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Retail sales by market

EUR mln 2007 2006 +/- % sales

Estonia 15.8 12.9 23% 25%

Lithuania 14.8 11.4 30% 23%

Russia 11.1 5.6 100% 18%

Ukraine 10.0 8.2 22% 16%

Latvia 9.3 6.8 37% 15%

Poland 1.9 2.2 -14% 3%

Czech Republic 0.2 0 - 0%

Total 63.1 47.1 34% 100%
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Profitability

Gross margin ROE
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Inventory management

Inventory turnover ratio*

*Net sales/Average inventories (12-month trailing figures)
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Financial position

ÅTotal borrowings as of the end of 2007 at EUR 11.8 million

ÅYoy increase in debt level as a result of expansion

Quarterly net debt and net gearing
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OUTLOOK 2008
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Sales and stores

Å H1 2008: Improving sales efficiency and streamlining store portfolio

- Open and close around 5-6 stores

- Retail revenue growth 10-12%

- Wholesale revenues decline 15-20%

Å H2 2008: Restoring growth

- Open 14-18 stores

- Retail revenue growth 20-25%

- Wholesale revenues flat yoy

Å Revenue target for 2008: EUR 83mln, +13% yoy

Å Year end number of stores & sales area: 140-145 & 28,000 m2

Å Preparations to enter new markets in Central and Eastern Europe
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Profitability

Å Strong gross margin in 2006 (54.5%) and 2007 (55.3%). 

Å Focus on improving the margin in 2008, however, input prices 

rising as a result of an increase in raw materials prices and 

logistics expenses.

Å Return on equity target (30%) can not be achieved in core 

business (due to slower than expected development in H2 2007 

and H1 2008).
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Investments

Å New stores

Å Real estate development: phase I of Baltikaôsbusiness centre
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Real estate development

Å Development of city centre property at Veerenni 24, Tallinn. 

Å Phase I - completed in May 2009

Å Factory building transformed into a business centre

Å 10,000 m2 of office, commercial and service space

Å Baltikaôshead office and retail premises: 4,500 m2

Å Income earned in connection with an increase in the value of the 

property



32

2006-2008 STRATEGY REVIEW


