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May 18, 2022 

 

Dear Partners and Friends, 

 

Our partnership recorded a loss of -1.3% net of all fees, expenses, and allocations for the quarter ending 

March 31, 2022. Over the same period, the S&P 500 recorded a loss of -4.6% including dividends. 

 

 
 

The below table highlights the partnership’s key portfolio composition metrics as of March 31, 2022: 
 

 
 
The first quarter of 2022 was defined by volatility for the major market indices. The confluence of rising 

interest rates, quantitative tightening forecasts, the Russia-Ukraine war, and inflation dominated headlines 

and provoked fear. Despite the S&P 5003 declining by as much as -13.5% amidst the volatility, the index 

rebounded to finish the quarter with a loss of -4.6%. Our partnership sustained a smaller loss than the index. 

 

Although one quarter is short in the context of the average correction or bear market, I would like to 

commend our limited partners for their patience and long-term outlook during this ongoing bout of 

downside volatility. Over the past several months, not one of our partners fretted. In fact, a number of our 

limited partners, some of whom are accomplished investment managers, re-expressed their commitment 

and shared words of encouragement during the recent lows, which I deeply appreciated. 

 

I don’t know how long the current downturn will continue, and I certainly don’t know when the next one 

will occur. But, what I do know is, having high-quality partners is essential during times of crisis to remain 

invested and to take advantage of buying opportunities. While I have so far made an effort to admit only 

high-quality partners to our partnership, the full credit goes to them for understanding and believing in the 

long-term orientation of our investment approach. 

Period1 Partnership Returns1,2 S&P 500 Returns1,3

Q3 2021 9.6% (0.9%)

Q4 2021 13.5% 11.0%

2021 24.6% 10.0% 

Q1 2022 (1.3%) (4.6%)

Inception to Date 23.1% 5.0%

1   So hra  P eak Capita l P artners  LP  launched 7/22/2021; res ults  fo r the  P artners hip and S&P  500 Index fo r Q3 2021 are  pres ented fro m tha t da te  fo rth.

2  Returns  a re  pres ented o n an unaudited bas is  fo r a  theo re tica l Limited P artner ne t o f expens es , 1% management fee , and 15% perfo rmance  a llo ca tio n.

3  S&P  500 Index re turns  inc lude  dividends  re inves ted. P leas e  refer to  the  dis c la imer a t the  end o f this  le tte r regarding co mparis o n to  indices .

Number of Holdings: 10    Weighted Average Market Cap4: $2.0B 

Top 5 Holdings Concentration: 64.4%    Investments ex-U.S.5: 93.9%

Key Portfolio Composition Metrics1

4  Calcula ted as  the  s um o f each po rtfo lio  ho lding’s  market capita liza tio n in USD multiplied by its  co rres po nding po rtfo lio  weight. Excludes  cas h.

5  Meas ured as  the  percentage  o f po rtfo lio  as s e ts , excluding cas h, inves ted in co mpanies  with primary o peratio ns  co nducted o uts ide  o f the  U.S.
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Trip to Poland 

 

In March, I traveled to Poland to conduct primary research on two of our partnership’s holdings. 

 

Headlines about the Russia-Ukraine conflict have taken a back seat in recent weeks, but at the time, war 

sentiment was still high in both the U.S. and Poland. It was heartbreaking to witness Ukrainian refugees 

dwelling in tents and train stations across Poland’s cities, and it was uplifting to see the Polish people 

express strong support for their Ukrainian neighbors. By and large, Poles appeared resilient and undeterred. 

Thankfully, it seems that recent momentum has shifted in favor of Ukraine and NATO, and the risk of the 

conflict spilling over into Poland, I suspect, has now become minimal. 

 

The trip proved to be not only worthwhile but invaluable from a research perspective. While there, I spent 

my time conducting boots-on-the-ground 

diligence including store visits, customer site trips, 

warehouse tours, and management meetings at 

company headquarters. These activities yielded 

valuable data points which increased my levels of 

conviction for both of our holdings there. Even 

better, these data points led to conclusions that 

were either not obvious or frankly not possible for 

me to have formed without kicking the tires out 

there. 

 

I say “even better,” because I believe that the lower 

the accessibility of key data points for a given 

company, the more assured the few investors who 

do manage to discover them can be that these key 

data points will present them with an authentic 

informational edge. During my company visits, it 

became clear that not many other U.S. investors in 

some of these companies have made the trip to 

Poland. In one instance, a company CEO told me 

that I was the first U.S. investor to ever visit their 

headquarters, which was surprising to learn given the company’s market capitalization and duration of 

being a public company. In another instance, a company executive told me they only get about one U.S. 

investor visitor per year. 

 

These anecdotes reinforced to me the notion that lack of field research is often included in the pervasive 

under-following of many small, international companies, which presents opportunity for investors like us. 

For those willing to kick the tires where others aren’t, the value of the resulting data points should be more 

likely to be significant, and should occasionally lead to a high-conviction variant view. Learning that I was 

the first U.S. investor to ever visit a company was an exciting moment, because it suggested to me that this 

opportunity could exist simply because few others are looking. I continue to believe that finding compelling 

opportunities that are seemingly unknown to the investment community, under a sound investment 

framework, will be a durable competitive advantage for our partnership.

 

 

Dino Polska S.A. Headquarters in Krotoszyn, Poland 

Pictured, in order from left to right: 

Grzegorz Uraziński, Director of Investor Relations at Dino Polska 

Jonathan Cukierwar, Principal of the GP at Sohra Peak Capital Partners 

Johannes Arnold, Investment Partner at Nordstern Capital 

Michał Krauze, Chief Financial Officer at Dino Polska 



 
 

 

 

______________________________ 

(6) Source: Dino Polska S.A., public filings. 

(7) Source: World Bank, Data Commons Place Explorer. 

(8) Source: Numbeo, Purchasing Power Index by Country 2020. 
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New Discussion of a Portfolio Holding 

 

In my most recent letter to partners, I mentioned my intention to continue discussing our portfolio holdings 

in the spirit of transparency to our limited partners and interested readers. I have accordingly taken the 

opportunity to use this letter to discuss one of our holdings, a company I studied during my trip to Poland, 

Dino Polska S.A. (DNP.WA). It is my hope that by sharing my thesis, limited partners and interested readers 

can gain a better understanding of my thought process and investment approach. 

 

 

Dino Polska S.A. (DNP.WA) 

 

One of our Poland-domiciled holdings is Dino Polska S.A. (“Dino”), a grocery chain that operates 

exclusively in Poland. Dino has a market cap of approximately USD $6 billion which makes it the largest 

market cap company among our portfolio holdings by a decent margin. Despite this, in our view, it still 

presents an attractive long-term investment opportunity, perhaps because of its listing on the fairly 

neglected Warsaw Stock Exchange and relative anonymity outside of Poland.  

 

For reasons I will elaborate upon below, I believe Dino is a highly durable, gem of a business with exciting, 

predictable long-term prospects. To date, Dino has delivered strong results. Since 2014, the year of Dino’s 

earliest available financials, Dino has compounded 

its earnings per share at a +43% CAGR. It earns 

returns on invested capital of over 20%, regularly 

generates double-digit like-for-like sales growth, and 

continues to grow organically at high rates.6  

 

Before discussing Dino further, I would like to point 

out to readers that a more complete, PowerPoint 

format of Sohra Peak’s thesis on Dino Polska is 

available here for your viewing. 

 

Background on the Polish Grocery Landscape 

 

The history of the modern grocery ecosystem in Poland, like much of the country’s private enterprise, dates 

back to 1990 when communism fell in favor of the modern republic. Poland’s introduction to capitalism 

was so recent that much of the product innovation and rising standards of living we have experienced in the 

U.S. over the past century were in many respects starting from scratch in Poland in 1990. Poland has since 

thrived, growing GDP per capita from a mere USD $1,731 in 1990 to USD $15,695 in 2019, a +7.9% 

CAGR. This was one of the fastest national GDP per capita growth rates globally during that period.7 For 

this reason, most of today’s Polish grocery giants either entered Poland or were founded during the 1990s. 

 

Despite these improving economic conditions, the average Pole today still experiences a limited standard 

of living. Measured in terms of purchasing power parity, the average Pole’s standard of living is 54% that 

of the average American’s.8 As a result, we believe most Poles engage in limited discretionary spending 

and are price conscious when shopping for consumer goods, including groceries.

(Source: Photo taken by Jonathan A. Cukierwar in Reguły, Poland) 

https://bf9436d9-3e06-4e22-bbf4-9c87456898e3.usrfiles.com/ugd/bf9436_528d4abacc484d2c92ca22ad9facd215.pdf


 
 

 

 

______________________________ 

(9) Source: GUS, Population, size, and structure and vital statistics in Poland by territorial division in 2020. 

(10) Source: GUS, Statistical Yearbook of the Republic of Poland. 

(11) Source: Estimates, thoughts, opinions, and research of Sohra Peak Partnership LLC. 

(12) Source: Roland Berger, The Polish Grocery Retail Market in 2010-2020. 
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Another important item to note about Poland is how stable its demography has been over the past 30 years. 

Since 1990, Poland’s population of ~38 million people has remained almost unchanged.9 Of these ~38 

million people, approximately 80% lives outside of large cities in rural and suburban areas, a proportion 

which has also remained almost unchanged over the past three decades. Of that 80%, about 40% lives in 

rural areas defined by small populations and low density populations grids, and the other 40% lives in small- 

and medium-sized towns and in urban outskirts with populations under 200,000.9 The remaining 20% of 

the population lives inside large cities.10 

 

The grocery experience in urban vs. rural Poland differs in several key ways. Compared to small-town 

grocery stores, city grocery stores have a lower standardization of store formats because of unique retail 

rental space layouts, higher grocery prices by ~30% because of higher rent and wage costs, and higher 

frequencies of affluent, non-staple food products.11 Of these differences, the last point is worth highlighting. 

City residents are on average less price sensitive than their less wealthy small-town peers and as a result 

are more likely to buy more expensive goods such as hot, ready-made meals or organic SKUs at premium 

prices.11 Small-town inhabitants, on the other hand, we gather are more price sensitive and more likely to 

stick to a consistent basket of grocery staples.11 Grocers adjust their assortments by geography accordingly. 

 

There are seven major categories of grocery stores in Poland: hypermarkets, large supermarkets, proximity 

supermarkets, discounters, convenience stores, soft franchises, and “traditional” mom and pops. These 

grocers differentiate from one another through store format size, breadth of grocery offering, price point, 

proximity to customer, and decision to franchise. To define the less obvious categories, “proximity 

supermarkets” are defined by their small format stores and full assortment, and “discounters” are defined 

by their everyday low prices and near-full assortment.12 

 

For over a decade now, small format grocery chains in Poland have been plundering market share from 

large format grocery chains, including hypermarkets and large supermarkets, and especially from mom and 

pop stores.12 The total number of grocery stores in 

Poland has declined from 166,000 in 2010 to 

about 100,000 today, we estimate almost entirely 

at the expense of these market share losers.11,12 

 

Why has this shift been occurring? In the case of 

mom and pops, it seems they simply can’t 

compete with modern grocery chains’ nicer 

stores, lower prices, and better assortments.11 In 

the case of large format grocers, it appears that 

consumers are increasingly opting for a more 

convenient grocery experience in lieu of traveling 

farther distances to centralized, large format 

stores. A small format store can operate profitably 

within a lower catchment area, or a population size within a given proximity to the store, than a large format 

store can. This means that, while a large format store relies upon drawing large swaths of people to its 

central location, a small format operator can open more, smaller stores located closer to the same customers.

12 

 



 
 

 

 

______________________________ 

(13) Source: SW Research, Market and Opinion Research Agency. 

(14) Source: Enterprise Investors, Enterprise Investors exits Dino. 

(15) Source: Reuters, Poland's Dino sets final IPO price for institutions at 34.5 zlotys/share. 
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It appears Poles are placing more value on the latter experience. Tesco, a large supermarket and Poland’s 

third-largest grocer by sales back in 2015, exited the Polish grocery market entirely in 2020 as a 

“consequence of these trends [towards smaller stores and simpler product ranges],” according to Tesco.13 

Carrefour, a multi-national retail giant with a heavy hypermarket and large supermarket footprint in Poland, 

has invested heavily in renovating its supermarkets and developing smaller local franchises under the 

Carrefour Express brand, of which it now has over 700.13 Consumers today appear less interested in the 

remarkable breadth of product assortment offered by hypermarkets and large supermarkets, and more 

interested in the convenience offered by smaller format grocers. 

 

Introduction to Dino 

 

Dino Polska was founded in 1999 by Chairman Tomasz Biernacki when he was 26 years old.6 Dino is a 

proximity supermarket chain with small format ~400 m2 (~4,300 ft2) stores that offer a full grocery 

assortment. Unique to proximity supermarkets, Dino also benchmarks its prices to “discounter” grocery 

chains, which by definition means Dino offers the lowest grocery prices in Poland along with discounters.6 

 

In 2010, with 111 stores under operation, founder Mr. Biernacki sought outside capital to accelerate Dino’s 

expansion and to pivot its store strategy from renting retail outlets to purchasing land plots, constructing 

their own stores from scratch, and standardizing their store formats to be close to identical. Mr. Biernacki 

issued a 49% stake of Dino to private equity firm Enterprise Investors in exchange for 200 million złoty.14 

Following this deal, under this new blueprint for store expansion, Dino expanded its store count from 111 

to 628 at the end of 2016.6 

 

In early 2017, Enterprise Investors sought to exit its position. The two parties concluded that an IPO would 

be the most feasible solution. In April 2017, Dino listed on the Warsaw Stock Exchange at 34.5 złoty per 

share, with all shares listed directly from Enterprise Investors.15 Mr. Biernacki retains a 51% ownership 

stake and is active in running Dino. Today, Dino operates 1,880 stores, or a near 17x increase since 2010.6 

 

Dino has been Poland’s fastest growing 

grocery chain of any kind over the past 

decade.11 This growth has been 100% organic 

and highly profitable, too. Since 2014, not only 

have sales grown at a +30.2% CAGR, but 

increases in profitability and efficiency have 

been seen across the board through revenue per 

store, gross margin, operating margin, and 

ROIC.6 This consistent, profitable growth is 

rooted in Dino’s strong store-level economics. 

We estimate that a Dino store built today will 

earn a lifetime pre-tax IRR of 20.5%.11  

 

In an illustration of Dino’s shareholder value 

creation to date, $1 invested in Dino Polska in 

2010 would be worth $70 today.11
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Breaking down Dino’s Business Model 

 

Dino’s grocery strategy is tailored to serve the 80% of Poland’s population living in rural and suburban 

Poland.6 So far, Dino’s approach to groceries has been a resounding success. The chain has not had to close 

any company owned-stores since 2007, we believe because of an impeccable track record of strong, 

consistent performance across its store base.6,11 

 

Dino has integrated what we find to be five key elements that together have created their unique, winning 

business model. We break these key elements down below. 

 

Element #1 – Owning and Constructing ~100% of its New Stores: Since 2010, Dino has purchased 

the real estate plots for and built ~100% of its new stores, which we believe none of its competitors 

do or come close to doing.6,11 Every Dino store is built by construction company Krot-Invest which 

was founded by Mr. Biernacki for the sole purpose of building Dino’s stores.6 We believe this 

collaboration brings significant speed and quality benefits to the store construction process. Today, 

we estimate that Dino owns ~95% of its stores and rents ~5%, the latter of which we believe are 

legacy pre-2010 stores that Dino opened before it had the capital to begin building its own stores 

and while it was still refining its business model.11 

 

Every new store is close to 100% standardized.6 They are each ~400 m2 in size, carry identical SKU 

categories, and are arranged similarly, which we believe make Dino’s stores the most standardized 

among all Polish grocery chains.6,11 As a result, we believe that this exceptionally high level of 

store standardization allows Dino to predict store-level revenues and profits with a higher degree 

of accuracy than any competitor.11 We find this to be a tremendous advantage, because having the 

highest level of store performance predictability among competitors should maximize Dino’s 

efficiency, speed up expansion, and free up time to focus on other important matters.11 

 

In addition to the strategic advantages of owning and constructing stores, we also believe it is less 

expensive and a financial advantage for Dino to own its stores rather than lease. We have compared 

the lifetime costs of the two scenarios: one being buying a land plot, constructing a store, and 

incurring ongoing maintenance costs, and the other being the annual costs of leasing retail space. 

Our breakeven analysis concludes that after 9 years of operation, it is more logical on an NPV basis 

for Dino to build and own a store than to perpetually lease the retail space for one.11  

 

While this suggests building and owning should be an easy decision to make, it likely isn’t for most 

retailers, including Dino’s competitors who we think overwhelmingly lease their stores. This is 

likely because upfront capital considerations can be hefty and most retailers are likely unable to 

predict store performance as well as Dino can.11 Without predictable performance, retail stores may 

occasionally underperform expectations and merit closure long before 9 years. For this reason, we 

view Dino’s consistent ability to own and construct its stores as a sustainable financial advantage.11 

 

Element #2 – Full Assortment of Grocery Staples: Dino’s grocery assortment covers 90-100% of 

the average small-town Pole’s grocery needs.6 Dino offers 5,000 SKUs in its stores, of which 85-

90% are grocery products and 10-15% are non-food products.6 In the company’s words, Dino offers 

“mainly basic food products,” or a strong focus on grocery staples.6 This assortment caters towards 

the average small-town consumer, who we believe is less likely than the typical city shopper to 



 
 

 

 

______________________________ 

(16) Source: ITE Food & Drink, Breaking down the Polish meat sector. 

(17) Source: Grębowiec, The role of quality in consumer purchasing decisions on the example of the meat and sausage market. 
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deviate from grocery staples towards more adventurous SKUs.11 The typical Dino customer spends 

~10 minutes inside the store, knows more or less exactly what they need, and where to find it.6,11

Most small format, convenient grocery alternatives to Dino, particularly convenience stores, lack a 

full assortment offering of grocery staples. During my store visits in Poland, I found that 

convenience stores, soft franchises, and mom and pops consistently lacked a significant number of 

basic grocery staples.11 

 

Element #3 – Lowest Priced Groceries in Poland: Dino’s groceries are always the lowest priced, or 

in a tie for the lowest priced, available locally to the customer because of Dino’s price-benchmark 

policy. A key element of management’s strategy is to benchmark the prices of 500 of Dino’s top-

selling grocery SKUs to prices offered by discounter grocery chains, whose main value proposition 

is to offer the cheapest groceries among all Polish grocery chains.6  

 

There is an important nuance to understand about Dino’s benchmarking-to-discounters pricing 

strategy across all of its grocery categories. Dino does not match prices for specific SKUs, because 

the majority of discounters’ products are either multi-national brands, where discounters receive 

large trade discounts Dino can’t match, or private label brands, which are by definition exclusive.11  

 

Rather, Dino’s solution has been to offer customers regional brands of similar quality at equal or 

lower prices to the discounters’ products. This has been a winning solution because Dino’s target 

customer cares more about quality at a low price than multi-national branding at a high price, which 

is evidencable, leading them to be quite content with Dino’s offering.11 

 

One hypothesis point I sought to confirm or disconfirm during my trip was Dino’s claim of these 

low, benchmarked grocery prices. To do this, I conducted like-for-like price comparisons in 38 

grocery stores belonging to 12 grocery chains across a 7-item basket of grocery staples. My findings 

confirmed that Dino offered the lowest average prices, followed by discounters. Also notably, 

Dino’s prices were on average much cheaper than Dino’s proximity supermarket competitors.11 

 

Element #4 – Fresh Traditional Meat Counter: Each Dino store is equipped with a fresh meat 

counter as part of its full assortment grocery offering. Meat is a longstanding staple of the Polish 

diet. 27% of Poles consume meat daily and 44% consume meat several times per week.16 

Discounters, Dino’s main category of competition, do not have fresh meat counters. Instead, they 

sell packaged meat, which Polish studies have indicated is perceived to be of poorer quality.17 

 

Dino’s fresh meat counter offering is aided meaningfully by the company’s 100% ownership of 

vertically integrated meat processing plant Agro-Rydzyna.6 Mr. Biernacki’s family happened to be 

early pioneers in Poland’s private meat processing industry, which we believe gave Mr. Biernacki 

exposure and knowledge to the industry which happened to be relevant and beneficial to Dino.11 

We take it that Dino’s full control over its stores’ fresh meat supply likely gives Dino advantages 

of higher coordination efficiency and higher margins on its fresh meat due to lower spoilage rates.11 

 

Element #5 – Low Store Catchment Area of 2,500 Inhabitants: Dino’s small 400 m2 store format 

allows its stores to achieve their results under minimum catchment areas of 2,500 people living 



 
 

 

 

______________________________ 

(18) Source: CBRE Group, Frequency of Grocery Shopping in Poland in 2021. 

(19) Source: Domesticity, Your Giant American Refrigerator Is Making You Fat And Poor. 

(20) Source: Wilshire Refrigeration, Why Europeans Have Smaller Refrigerators. 
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within a 2 km radius.6 Discounters, in contrast, typically have formats of >1,000 m2 and require 

catchment areas of 10,000-30,000 people, often over catchment distances of 10+ km.11 

 

Aside from convenience, Dino’s stores and discounters’ stores otherwise share a similar value 

proposition. This includes offering the cheapest grocery prices locally which no other competitors 

can claim, and offering full assortments of groceries which convenient stores, mom and pops, and 

soft franchisees do not.11 

 

However, discounters fail to match Dino’s low catchment area, which allows Dino to open its stores 

meaningfully closer to their target consumers than any other full assortment grocery stores.11 This 

differentiator of convenience we believe lies at the crux of Dino’s competitive moat.  

 

We believe that these key elements to Dino’s business model will allow the business to sustain its 

dominance in small-town Poland and to further expand its chain for years to come. 

 

Why Dino will Continue to Win 

 

Dino Polska should continue to prosper because of strong structural protection from its competition. This 

structural protection we find is predicated upon Dino’s winning proposition in the three paramount criteria 

that matter to the typical grocery consumer: price, selection, and convenience.11  

 

I have already established why we 

believe Dino meets the criteria of 

price and selection as good as or better 

than any grocer in small-town Poland. 

I will now also establish why we 

believe Dino offers much better 

convenience than any other full 

assortment grocer, and why it should 

be difficult for new or existing players 

to challenge Dino’s status as the only 

small-town grocer to win on price, 

selection, and convenience. 

 

To fully appreciate why convenience is so important to the average Polish grocery shopper, and how the 

nature of grocery shopping in Poland is different than that in America, a few items should be shared. 

 

First, Poles make grocery trips with high frequency. 95% of Poles shop for groceries at least once per week, 

79% of Poles shop for groceries at least 2-3 times per week, and 37% of Poles shop for groceries “every 

day or almost every day.”18 This high frequency of grocery trips suggests people prefer grocery stores that 

are within close proximity to their homes.

 

Second, the typical Pole has a refrigerator that we gather is physically too small to hold several weeks’ 

worth of food. In contrast to the average American’s refrigerator, the world’s largest at around 17.5 cubic 

Grocery Format Price Convenience Full Assortment Selection Fresh Meat Counter

✔️ ✔️ ✔️ ✔️

Convenience Stores ❌ ✔️ ❌ ❌

Discounters ✔️ ❌ ✔️ ❌

✔️ ✔️ ✔️ ❌

Proximity Supermarkets (ex-Dino) ❌ ✔️ ✔️ ✔️

Soft Franchise ❌ ✔️ ❌ ✔️

Large Supermarkets ❌ ❌ ✔️ ●

Hypermarkets ✔️ ❌ ✔️ ✔️

"Traditional" Mom and Pops ❌ ✔️ ❌ ●

(Source: Research and Estimates of Sohra Peak Partnership LLC) 



 
 

 

 

______________________________ 

(21) Source: Eurostat, Size of Housing. 

(22) Source: Bloomberg, 9 Reasons the U.S. Ended Up So Much More Car-Dependent Than Europe. 

(23) Source: Institute of the Built Environment and Spatial Policy, Spatial Dimension of Transport Exclusion Related to 

Statutory Trade Restriction—The Use of ITS Tools in Studies of Sustainable Urban Development. 

(24) Source: Wiadomości Handlowe, Biedronka – skąd się bierze siła marki tej sieci? 
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feet, the average European’s refrigerator is only around 10.0 cubic feet.19,20 The average Pole’s refrigerator 

we estimate is smaller than the average European’s. This we believe is because among the 27 European 

Union countries, Poland is among the least affluent and has the third-most crowded living conditions with 

an average of 1.2 rooms per person per household.21 Unlike in America, in Poland, the typical person cannot 

do three weeks’ worth of bulk shopping at their Costco equivalent because household space is scarcer. 

Frequent grocery trips seem to be more of a necessity than simply a habit. 

 

Third and lastly, Europeans are much more likely than Americans to complete short-distance trips by foot 

or bicycle than by driving, which we certainly believe applies to Poland.22 This difference in transportation 

preference appears to be rooted in a handful of reasons including a cultural tradition of walking and cycling 

in European countries and a high personal gasoline cost:income ratio per mile driven for Poles. 22 During 

my trip, the price of gasoline at a gas station outside of Wrocław translated to USD $5.80/gallon. As if that 

weren’t expensive enough, normalizing that price using the purchasing power parity difference between the 

U.S. and Poland would translate to the equivalent of Americans paying USD $10.74/gallon for gasoline.8 

At these prices, it is easy for us to see why Polish citizens living paycheck-to-paycheck might choose to 

walk the 10 minutes to their nearby grocery store instead of driving. The average Dino basket size is 

approximately 50 zł or USD $11 which suggests many baskets are light enough to carry.11 

 

As a further clue on the extent to which Poles are willing to walk to obtain groceries, an academic paper 

published by the Polish Institute of the Built Environment and Spatial Policy shares data which indicates to 

us that the longest length a rural or suburban Pole is willing to walk to obtain groceries is on average up to 

2.3 km or 27 minutes.23 This suggests to us that for retail stores which are located within 2.3 km of a 

consumer, such as Dino’s which are built to serve consumers living within a 2 km radius, the distance is on 

average a walkable and convenient one. 

 

Taking these three items above into account, it is easy for us to see why a convenient, full assortment 

grocery store is valuable to the average consumer that makes frequent trips and doesn’t mind walking.  

 

Based on our research, we believe that each Dino store’s minimum catchment area of 2,500 people and 

catchment distance of 2 km are the lowest among all of its full assortment competitors. The reason Dino’s 

competitors have higher or far higher catchment areas and distances than Dino is mainly because of their 

larger format stores which require higher sales volumes across larger populations to achieve satisfactory 

profits.11 Most discounter stores are over 1,000 m2 in size, large supermarkets can be up to 2,500 m2, and 

hypermarkets are typically over 2,500 m2.11,12 This means that, for any given town, assuming a large enough 

population, any of these competitors may operate profitably, but we find they are much more limited than 

Dino in store count.11 We also find that they are incentivized to pick a centralized area because of their 

limited store count, which may be convenient for those consumers who happen to live near the center of 

town, but are not the most convenient option for the majority of inhabitants.11 

 

An additional factor that increases competitors’ catchment areas and distances is their high brand 

recognition relative to Dino.24 Unlike Dino, who spends only ~0.2% of revenues on advertising, competitors 

typically advertise much more heavily and have higher brand recognition, which we believe in turn allows 
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these grocers to draw customers from farther distances, in some cases from 10-20+ km.6,11 Although 

increased catchment distance is generally a benefit, in this case it reduces a store’s ability to open new 

stores within close proximity without cannibalizing the existing location(s).11 

 

What ends up happening in many towns across Poland is that many Dino’s competitors have a presence 

with 1 or 2 stores, all near the center of town, while Dino might have 5-10 stores scattered evenly throughout 

town and thus within close proximity to many more of the town’s inhabitants. In our view, this is absolutely 

critical to Dino’s competitive moat. These theoretical 5-10 stores often make Dino the most convenient full 

assortment grocer for many more of the town’s customers than any other single competitor or even multiple 

competitors combined. Not to mention, Dino matches or beats all competitors on prices, which only 

increases its appeal to the average consumer.  

 

To illustrate this point, we use Krotoszyn, Poland as a case study, a rural town in western Poland and home 

to Dino Polska’s headquarters. In our view, Krotoszyn serves as the single best case study source because 

it represents Dino’s most mature geography, or in other words what we think the remainder of Poland can 

look like in 10+ years at full chain maturity. Krotoszyn’s population is 29,109 and has an area of 22.5 km2.  

 

 
 (Source: Google Maps) 

 

The collection of images of Krotoszyn above depicts Dino’s store footprint in the top-center image, and the 

store footprints of its main full assortment competitors in the other images. Whereas Dino has 11 stores, its 

competitors Kaufland, Lidl, Netto, and Aldi each have 1 store, and Biedronka has 3 stores. It is also apparent 

that Dino’s stores are distributed fairly evenly throughout the town, while its competitors’ stores are located 

more centrally. Each Dino store serves an average cluster of 2,646 people. We believe it is fair to conclude 

that the average inhabitant is closer to a Dino store than they are to any given competitor grocery store.11 
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This same concept of lower catchment area, higher quantity of stores is how we believe Dino easily wins 

market share when entering new towns as well, as hypothetically illustrated above.11 When Dino enters a 

new town, because its competitors are relatively limited in store count and more likely to be centrally 

situated, a new Dino store that opens in a decentralized location can immediately become the most 

conveniently located full assortment option for up to a few thousand people.11 

 

This is also how Dino enjoys what we find to be modern-format monopolies in truly rural areas.11 If the 

population size and density of a rural area are both low enough, Dino is occasionally the only modern-

format, full assortment grocer that can operate an economically viable store.11 Competitors are also less 

likely to find adaptable retail space for rent in rural areas, compounding Dino’s advantage.11 

 

Examining Dino’s competitive relationship with Biedronka is a topic worthy of extended discussion, but 

because of the need for brevity, I will summarize my thoughts on the subject. Biedronka, a 3,250 store 

discounter chain, is Dino’s most able competitor in our view and Dino’s only competitor that operates a 

portion of its stores in a small-format that are similar in size to Dino’s.11 While some argue that Dino’s 

future could be jeopardized by an influx of competition, we assert that this narrative is false, because for 

many years now Dino’s stores have existed within close proximity to Biedronka’s stores. At the time of 

Dino’s IPO in 2017, 67% of Dino stores were located within 5 km of a Biedronka store, which has only 

increased and which has not caused any visible slowdown in Dino’s sales per store, margins, or ROICs.6 

 

Dino also possesses several key structural advantages over Biedronka in our view which should protect 

Dino’s competitive standing over time.11 These include a grocery assortment more curated to small-town 

Poland, an easier time finding smaller land plots, and cannibalization risk for Biedronka.11 Dino has faced 

strong small-format competition through Biedronka for some time now, and has still excelled in spite of it 

with a reportedly 0% store closure rate.6 Furthermore, we believe Dino and its discounter peers will continue 

plundering market share from their inferior competition, which we estimate to possess 47.5% of Poland’s 

USD ~$60B total addressable grocery market, long before they might ever spar with each other.11 

 

New entrants would be seriously disadvantaged, in our view, if they were to attempt to replicate Dino’s 

business model. Barriers to entry we find include high capital requirements, prohibitive time requirements, 

necessity to purchase land plots and construct stores, standardizing the entire store network, overcoming 

margin disadvantages due to lower bargaining power with suppliers, relative lack of experience in the Polish 

grocery industry, vertical integration with a meat processing plant, and penetrating consumer mind share 

already won by Dino.11

 

A final core tenet to our confidence in Dino going forward is what we believe to be its team of proven, 

aligned, long-term oriented executives. Dino’s top management team is championed by founder, Chairman, 

and 51% owner Tomasz Biernacki, and complemented by two long-tenured executives who have been with 

Dino since its early days in 2002.6 Management has assembled an envious track record over the past 8 

years, having compounded earnings per share at a +43% CAGR or an increase of 12.2x. During that span, 

Dino spent an average of 96% of annual operating cash flows towards opening new stores and other growth-

oriented capital expenditures, with zero dividends issued or equity raised along the way.6 In our view, 

capital has been allocated so efficiently that we are not sure it could have been spent a dime better. 

 

We also find many of management’s everyday business decisions, such as choosing to own stores despite 

their 9-year NPV breakeven period, continuing to price-match discounters despite inflation, and reinvesting 

all capital towards chain expansion at high rates of return instead of returning capital to shareholders, to be 
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(25) Source: InPost, Find a Parcel Locker, Parcel Locker KOO01G. 
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evidence of a long-term oriented executive team more concerned with maximizing long-term profits than 

short-term profits. At 48 years old, Mr. Biernacki still has a long implied runway ahead of him to continue 

compounding Dino’s intrinsic value per share. 

 

Expanding Eastward in a Large Total Addressable Market 

 

Dino’s expansion began in 1999 with its early stores and first distribution center in Krotoszyn, western 

Poland. Ever since, Dino has expanded outward from this epicenter, with a current count of 1,880 stores 

and 7 distribution centers spread mainly throughout western and central Poland.6 We believe all of rural 

and suburban Poland is of similar expansion quality to Dino because its expansion so far has occurred near 

existing stores and DCs to maximize efficiency and because Dino has proven a terrific store performance 

record across a full spectrum of competitive and demographic landscapes.11 

 

 
 

We estimate Dino’s long-term domestic store count potential to be 11,502 or 6.1x its current footprint and 

a long-term revenue TAM of 90.0B zł or 6.7x its 2021 revenues of 13.4B zł.11 In addition to domestic 

expansion, we believe international expansion may eventually occur in several neighboring countries whose 

grocery and economic conditions are similar to Poland’s.11 Dino is also beginning to rent parking lot space 

to InPost, a parcel locker service similar to Amazon Locker, which could eventually become a material 

ancillary profit stream.25

 

Valuation 

 

We believe Dino’s shares have room to appreciate considerably over a 5-7 year horizon. At its recent closing 

price of 292.00 zł/share, Dino’s shares trade at a FY21 trailing P/E ratio of 36x and at a FY21 trailing 

“Mature State Owner’s Earnings” ratio of 28x.6,11We expect Dino’s profits will grow at a compounded 

annual rate of ~25% over the next 5-7 years.11 

 

Owner’s Earnings is our estimate of true profits, which in this case adjusts headline depreciation expense 

to reflect true store maintenance costs, and “Mature State” is our estimate of Owner’s Earnings assuming 

all stores were already operating at a mature revenue state. Each Dino store takes roughly 3 years to reach 

maturity.6 Given Dino’s excellent track record of owned-stores reaching maturity and far beyond, we have 

confidence that its immature stores will mature and we view this metric as the company’s true earnings 

power.18  

 

A full discussion of potential risks and Sohra Peak’s perception of these risks to the Dino thesis can be 

found in the more complete version of our thesis linked earlier in this letter.
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Additional Remarks 

 

Earlier, I did mention that Poland is home to two of our partnership’s holdings. As excited as I am about 

Dino Polska, I am arguably even more excited about our other holding, a business which trades at a single 

digit EPS multiple and has been growing profits for years at strong double-digit rates for years. I expect to 

disclose and share our thoughts on this holding in due time, along with more of Sohra Peak’s holdings.  

 

In the meantime, I hope that the content contained in this letter and others have so far been adequate in 

keeping you informed with our partnership’s affairs and my approach to investing. 

 

 

Closing Thoughts 

 

Thank you for taking an interest in my latest letter. I am excited about our partnership’s future. 

 

If you wish to learn more about the partnership or are interested in becoming a limited partner, please feel 

free to reach out to me by phone or email. Our partnership welcomes introductions to new investors who 

are aligned with our philosophy and with our long-term approach. Accredited Investors interested in 

receiving future partnership letters can also register on our website at www.sohrapeakcapital.com/contact. 

 

I appreciate the trust you have placed in me to invest your hard-earned capital, as I presently have the 

significant majority of my wealth invested right alongside you. I look forward to writing to you again next 

quarter. 

 

Most Sincerely, 
 

 
 

Jonathan A. Cukierwar, CFA 

Manager of Sohra Peak Partnership LLC, the General Partner of Sohra Peak Capital Partners LP 
 

 

 

http://www.sohrapeakcapital.com/contact


 
 

 

 

 

 

14 

Disclaimer 

 

This report is based on the views and opinions of Jonathan A. Cukierwar, which are subject to change at any time 

without notice. The information contained in this report is intended for informational purposes only and is qualified 

in its entirety by the more detailed information contained in the Sohra Peak Capital Partners LP offering memorandum 

(the “Offering Memorandum”). This report is not an offer to sell or a solicitation of an offer to purchase any investment 

product, which can only be made by the Offering Memorandum. An investment in the Partnership involves significant 

investment considerations and risks which are described in the Offering Memorandum. The material presented herein, 

which is provided for the exclusive use of the person who has been authorized to receive it, is for your private 

information and shall not be used by the recipient except in connection with its investment in the Partnership. Sohra 

Peak Partnership LLC is soliciting no action based upon it. It is based upon information which we consider reliable, 

but neither Sohra Peak Partnership LLC nor any of its managers or employees represents that it is accurate or complete, 

and it should not be relied upon as such. Performance information presented herein is historic and should not be taken 

as any indication of future performance. Among other things, growth of assets under management of Sohra Peak 

Capital Partners LP may adversely affect its investment performance. Also, future investments will be made under 

different economic conditions and may be made in different securities using different investment strategies. The 

comparison of the Partnership's performance to a single market index is imperfect because the Partnership's portfolio 

may include the use of margin trading and other leverage and is not as diversified as the Standard and Poor's 500 Index 

or other indices. Due to the differences between the Partnership's investment strategy and the methodology used to 

compute most indices, we caution potential investors that no indices are directly comparable to the results of the 

Partnership. Statements made herein that are not attributed to a third-party source reflect the views, beliefs and 

opinions of Sohra Peak Partnership LLC and should not be taken as factual statements. 
 

 

 


