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Our purpose

To give people their time back from 

grocery shopping.

Our mission

Radically improve the grocery 

experience through technology, 

speed and customer focus.

Our vision

To be the digital infrastructure for food 

retail in Europe and beyond.
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A Letter from Our Founder

Dear shareholders, colleagues and partners,


Annual reports are necessarily backward-looking. Businesses are not. This 

report covers the twelve months that ended on 30 April 2026. That timing 

matters, because Rohlik today is in a materially different position from the one 

suggested by looking only at the accumulated loss for the year.


FY2025 was the year in which we proved that Rohlik can combine 

exceptional growth with rapidly improving economics. Revenue reached 

€1,479.7 million, an increase of 32.8%. Gross profit grew faster still, rising by 

36.1% to €517.3 million, and gross margin expanded to 35.0%. We did not buy 

growth by weakening the underlying quality of the business. Every market 

grew. Revenue increased by 26.0% in the Czech Republic, 42.9% in Germany, 

35.3% in Hungary, 67.0% in Austria and 41.3% in Romania. This was broad-

based growth across both our established and developing markets.


The more important change happened underneath that growth. Our 

operating loss before share-based payments narrowed by 48.9%. Operating 

cash flow improved by €40.5 million, moving from negative €27.8 million to 

positive €12.7 million. The reported net loss of €66.1 million is real, and we take 

responsibility for it. But it is the accumulation of twelve months during which 

the economics of the business were changing rapidly. Contribution per order 

improved in every quarter of the year. The loss reflects where we began the 

year, not the economics with which we finished it.


From December 2025, Adjusted EBITDA was positive every month through 

the end of the year. The new financial year has continued in the same 

direction, and we have moved quickly to reinforce our foundations: shortly 

after the year end, our shareholders injected €50 million of new equity. 

Sustained profitability is not yet complete work. We will not confuse 

momentum with arrival. Germany must still reach stable cash generation, and 

achieving net profit remains our objective for the current financial year.

But the inflection is structural. We have reached the scale at which 

incremental growth increasingly covers our fixed cost base. Automation and 

AI are improving productivity. Route density is lowering delivery costs. We 

have become more disciplined about capital, postponing projects whose 

returns are too distant and concentrating resources where they create 

measurable customer and financial value.


Our purpose has not changed: to give people their time back from 

grocery shopping. We believe customers should not have to choose 

between speed and quality, convenience and a complete basket, or 

technology and human care. What has changed is the scale of our ambition. 

The technology created to make Rohlik work now handles more than 22 

million orders a year across five markets, peaking above two million orders in 

a single month. Through Veloq, we are turning that technology into a platform 

for grocers around the world.


Since the end of the financial year, the European Investment Bank has 

provided an additional €30 million of scale-up financing for Veloq, bringing its 

total support for Rohlik to €120 million. Veloq has also entered a global 

partnership with Sereact, combining our grocery operating system and 

automation capabilities with advanced AI-powered robotics for customers in 

Europe and the United States. Rohlik's retail businesses remain the engine and 

the proving ground. Veloq allows what we have built and tested across 

millions of real customer orders to become infrastructure for the wider food 

retail industry.


None of this would be possible without our colleagues. From fulfilment 

centres and delivery routes to commercial teams, customer care and 

engineering, thousands of people have built the progress described in this 

report. I also want to thank our suppliers, farmers, partners and investors, and 

above all our customers, for their continued trust.

When we started Rohlik twelve years ago, the ambition was to make 

grocery shopping fundamentally better. Today, we are a €1.48 billion business 

operating across five countries, generating positive operating cash flow, 

exiting the year with positive Adjusted EBITDA and taking our technology to 

the global market.


The full-year accounts show how far we travelled. Our current performance 

shows where we have arrived. The next chapter is about converting this 

position into sustained profitability and lasting value.

Tomáš Čupr
Founder and Group CEO
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FY2025 at a Glance

Revenue

€1,479.7m (+32.8%)

FY2025 at a Glance

Revenue grew 32.8% to €1,479.7 million, gross profit grew faster still, and operating cash flow turned 
positive for the first time. Adjusted EBITDA turned positive in December 2025 and remained positive 
in every month through the year end. The Group's capital position has been further bolstered 
following the year end by an equity injection of €50 million alongside an additional €30 million 
from European Investment Bank financing.

€517.3m (+36.1%)Gross profit

35.0% (+0.9pp)Gross margin

€23.2m, improved from -€20.0m Adjusted EBITDA

+€12.7m, from €(27.8)mOperating cash flow

Post-year-end capital 
strengthening and funding  €80m (€50m equity, €30m EIB)
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REVENUE

1,479.7m (+32.8%)

Active customers *

1.4m (+29.1%)

First-time users

548,000 (+28.0%)

Fulfilment productivity

130+ units per hour in the Group's leading 
automated site in April 2026

Route efficiency

13+ orders per route in our densest cities

Perfect orders

90% of orders delivered complete, 
on time and error-free

 *Active customers are unique customers ordering during the year; 
a perfect order is delivered complete, on time and without errors.
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The year's milestones

After the year end

Shareholders inject €50 million of new 

equity. The European Investment Bank 

commits an additional €30 million of scale-

up financing for Veloq, taking its total 

support for the Group to €120 million. 

Veloq enters a global partnership with 

Sereact, adding AI-powered robotic 

picking to its platform offer.

November 2025

Kifli opens a second Hungarian 

fulfilment centre in Biatorbágy equipped 

with AutoStore picking and expedition. 

This represents the first automated e-

grocery facility in Hungary and is the 

fastest launch to date in the Group's 

history.

June 2025

Veloq launches as a standalone 

subsidiary, licensing the Group's 

technology and operating platform 

to grocers worldwide. The Group 

draws the final €30 million tranche 

of its €90 million European 

Investment Bank facility.

September 2025

Knuspr joined the Markant 

purchasing organisation, 

strengthening procurement 

conditions and supplier terms 

while reducing operational 

complexity.

February 2026

Sezamo in Romania records 

its first contribution-positive 

month, the last of the Group's 

five markets to cross that 

threshold.

April 2025

Xtra, the Group’s reimagined loyalty 

programme, launches across all markets. 

Paid membership grows from doubles; 

members shop 2.5 times more ofthen than 

non-members. The partner business 

expanded with Knuspr on Wolt 

launching in all German cities alongside 

Knuspr on Amazon.

October 2025

The Vienna fulfilment centre begins 

operating robotic picking arms and the 

world's first AutoStore-based automated 

expedition (consolidation and route 

preparation processes), retrofitted without 

interrupting daily operations. Veloq and 

AutoStore announce an end-to-end 

technology partnership.

December 2025

The Group delivers more than two 

million orders in a single month for 

the first time, including 114,000 

orders on 23 December. Adjusted 

EBITDA turns positive and stays 

positive in every month through 

financial year end.

AUGUST 2025

Robotic picking arms go 

live in Berlin, the first 

deployment in the Group, 

under partnership with 

sereact.ai.

During the year

Maia, the Group's AI shopping 

assistant, rolls out to Xtra 

members across all markets 

by September.
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Financial 
Review

Revenue grew 32.8% while operating costs before share-based payments 
grew 22.3%, and that gap is the financial story of the year: the Group's fixed 
cost base, technology platform and automated fulfilment network are now 
spread over materially higher volume. Operating cash flow turned positive. 
The sections below cover the income statement, revenue composition, 
alternative performance measures, events after the year end and the outlook.

We proved the economics last year in the Czech Republic. This year 
we scaled them across the Group. Adjusted EBITDA turned positive, 
operating cash flow turned positive, and every market improved its 
contribution while revenue grew 33%

Jiří Machala
Group CFO

Financial Review

Income statement

EUR millions FY2025 FY2024 Change

1,479.7 1,114.4 +32.8%Revenue

(962.4) (734.4) +31.0%Cost of sales

517.3 380.0 +36.1%Gross profit

Operating costs and other 
operating income, net, before 
share-based payments

Operating loss before share-based 
payments

Share-based payments

(555.0) (453.8) +22.3%

(37.7) (73.8) 48.9% improvement

(0.3) (0.6)  

(20.1) (15.2)  Net finance costs and other items

(58.1) (89.6) 35.2% improvementLoss before tax

(8.0) (4.7)  Income tax

(66.1) (94.3) 29.9% improvementLoss for the year
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Revenue: What Drove the Growth

Order volume rose 29.5% to 22.7 million, with average order value broadly stable at € 68.0 including 

VAT. Growth was broad-based: every market grew by at least 26%, led by Austria (+67.0%) and 

Germany (+42.9%).

Revenue by region

EUR millions FY2025 FY2024

849.3 674.3Czech Republic

310.7 217.5Germany

187.4 138.5Hungary

87.5 52.4Austria

44.8 31.7Romania

1,479.7 1,114.4Total

Total Growth +32.8%

Businesses outside the Czech Republic now account for 43% of Group revenue (FY2024: 40%), 

a measure of how far the Group's internationalization has progressed.

Financial Review

Germany

+42.9%

21%

Austria

+67.0%

6%

Czech Republic

+26.0%

57%

Romania

+41.3%

3%

Hungary

+35.3%

13%
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Revenue by Streams

Retail sales of groceries, drugstore and household products remain the overwhelming majority of our 

revenue. Two younger streams are scaling faster than the core: Xtra membership fees reached €10.9 

million (FY2024: €6.5 million), and other service revenue — principally advertising, trade marketing and 

retail media sold to brand partners — reached €38.0 million, up 66.7% (FY2024: €22.8 million). Both 

streams carry high incremental margin and deepen the Group's relationships with customers and 

suppliers respectively.

Gross Margin

Gross margin expanded 0.9 percentage points to 35.0%. The improvement came from better buying 

terms — including the first benefits of the Markant partnership in Germany — assortment and category 

mix, growth of the Group's own private-label ranges, and the scale effect of higher volume on fixed 

sourcing costs. Gross profit of €517.3 million grew faster than revenue, evidence that growth is not being 

bought with margin.

Operating Costs and the Path to Profitability

Operating costs grew 22.3%, some 10 percentage points slower than revenue. Three drivers of operating 

leverage stand out:

Fulfilment productivity rose 10.3% year on year, with the Group's leading automated sites now 

exceeding 150 units per hour.

Route density improved further, with more than 13 orders per route in the Group's densest cities.

Customer acquisition cost fell 40.2% per first-time user, as loyalty, brand strength 

and AI-driven marketing replaced paid acquisition spend.

Financial Review

Tax

The tax charge of €8.0 million arises despite a consolidated pre-tax loss because the Group's profitable 

operations — principally in the Czech Republic — are taxed locally, while tax losses elsewhere are not yet 

recognised as deferred tax assets.
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FY2023

FY2024

FY2025

€ millions

87.5

ROMANIA

44.8

AUSTRIA

Financial Review

187.4

hungary

310.7

germany

849.3

czech republic
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Alternative 
performance 
measures

The Group uses Adjusted EBITDA alongside IFRS measures to track underlying 
operating performance. Adjusted EBITDA is defined as operating loss for the 
year before share-based payments plus depreciation and amortization.

The trajectory through the year is more informative than the full-year figure. 
Adjusted EBITDA was negative in the first half, turned positive in the second 
half, and from December 2025 was positive in every month through the 
fiscal year end. The Group therefore entered FY2026 with a positive 
underlying earnings run-rate, the result of operating leverage rather than one-
off effects.

Alternative performance measures

Operating loss for 
the year before 
share-based payments

FY2025

(€37.7m)

FY2024

(€73.8m)

Add back: depreciation 
and amortisation

FY2025

€60.9m

FY2024

€53.8m

Adjusted EBITDA

FY2025

€23.2m

FY2024

(€20.0m)
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Alternative performance measures

Capital-Light Investment Model

The Group's investment model is deliberately capital-light: automated fulfilment 

capacity is delivered predominantly through leases (right-of-use assets of €188.6 

million at year-end, up 47.8%, including the Biatorbágy fulfilment centre and the 

Vienna automated expedition), while capital expenditure on owned assets fell  

17% to €25.4 million.

Events beyond the Fiscal Year End

In the weeks following 30 April 2026, the Group completed a set of measures that 

materially strengthened its capital and liquidity position: shareholders injected €50 

million of new equity, and the European Investment Bank committed an additional 

€30 million of scale-up financing for Veloq, taking its cumulative support for the 

Group to €120 million. Veloq also entered a global partnership with Sereact.

Outlook for FY2026

The Group enters FY2026 with a positive underlying earnings run-rate and 

a strengthened capital position. Management's objectives for the year are specific: 

sustained Adjusted EBITDA profitability across the year, net-income break-even 

during the second half, positive free cash flow for the full year, and continued 

progress of the German business toward break-even. Growth is expected to 

remain strong across all five markets, supported by new fulfilment capacity, 

continued automation and the scaling of Veloq from launch phase to its first 

commercial partnerships. The Group does not publish detailed financial guidance.
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Strategy and 
Business Model

Who We Are

We, Rohlik Group, are the European technology leader in e-grocery. Founded in 

Prague in 2014, we serve customers around nine major agglomerations in five 

countries: Prague, Brno and Ostrava (Rohlik.cz), Munich, Frankfurt and Berlin 

(Knuspr.de), Vienna (Gurkerl.at), Budapest (Kifli.hu) and Bucharest (Sezamo.ro).

Strategy and Business  Model

Our Proposition: One Order Replaces Six Shopping Trips

One Rohlik order replaces six separate shopping trips: the supermarket, the farmers' market, 

the bakery, the local deli, the drugstore and the pharmacy. That is the purpose made practical — 

giving people their time back — and it works as we simultaneously deliver on our four promises:

Delivery in as little as one hour from booking.fast.

Never early, never late: 97% of our deliveries arrive on time. 

Delivery windows are as narrow as 15 minutes.
precise.

More than 20,000 items covering the full weekly shopping, 

with product availability of 94%.
Complete.

Customers do not need a backup plan. About 90% of our orders 

are perfect: delivered complete, on time and without errors.
Reliable.

Prices stay in line with brick-and-mortar competition, with a low minimum order value and modest delivery 

fees rather than convenience premiums. Customers notice the difference: the Group's net promoter 

score exceeds 80, more than three times the grocery industry average.
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Strategy and Business Model

Integration is what makes our four 
promises compatible

Rohlik Group owns its model end to end: direct relationships with farmers, 

butchers, bakers and artisan producers; fully owned stock of ultra-fresh product; 

proprietary fulfilment and last-mile logistics; and every layer of technology built in-

house. Integration also produces a structurally differentiated assortment: a majority 

of the range is either unique or differentiated product not found in mainstream 

supermarkets, ultra-fresh categories represent a far higher share of sales than in 

traditional retail, and entry-price essentials are covered so that quality does not 

exclude value.

Our Market Opportunity

The opportunity is early and large. Structural trends reinforce the shift: digital-

native generations forming households, AI-personalized shopping experiences, 

and the normalization of subscription and delivery models. Online penetration of 

grocery remains in the single digits across the Group's markets, the lowest of any 

major e-commerce category, while penetration in leading international markets 

demonstrates where the curve leads. The online grocery market across the 

Group's five countries is estimated at roughly €13 billion today and roughly €55 

billion at mature penetration levels, with Germany alone expected to become 

a €50 to 60 billion online grocery market over time (company estimates based 

on public sources).
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Strategy and Business Model

1 A winning model.

2 A proven, replicable recipe.

3 Technology at heart.

4 High barriers to entry.

5 Customers who stay.

Best-in-class assortment, obsessive customer service and fair 

pricing, combined in a way neither traditional retailers nor 

rapid-delivery players replicate.

The Czech business demonstrates the destination: sustained 

country-level profitability at scale. FY2025 showed the same 

pattern repeating market by market, including in high-

labour-cost Germany.

Every layer built in-house — from warehouse robotics 

orchestration to demand prediction to the customer app — 

now also monetized externally through Veloq.

Customer knowledge accumulated over a decade, brand 

loyalty, operational excellence, scarce 

e-grocery talent, proprietary technology and the capital 

intensity of replicating an automated five-country network.

A net promoter score above 80; strong Xtra members 

customer cohorts with significantly higher frequency and 

stronger loyalty; and reliability that makes Rohlik the 

household default rather than one option among many.
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Group History

2015
Launches its own delivery fleet, warehouse and 

logistics; expands to Brno; reaches 1,000 orders 

per day by year-end.
2016

Moves to a larger Prague warehouse and builds 

out its own last-mile fleet to 200 couriers; 

reaches 2,000 orders per day.
2014 Rohlik.cz is founded in Prague.

2019 Launches Rohlik Chef and the “OTOČ OBAL” 

returnable-packaging scheme; introduces Apple 

Pay; enters its first international market with 

Kifli.hu in Hungary. Breaks 10,000 orders per day.

2018 The Czech business reaches positive EBITDA for 

the first time; partnership with BENU drugstores; 

continued warehouse expansion in Brno.
2017

Celebrates its millionth order, launches its own 

mobile app, launches cooperation with Marks & 

Spencer, and revenue passes CZK 2bn.

2021 Raises over €290m from investors and attains 

unicorn status; expands to Germany as 

Knuspr.de; launches reusable bags with 80% 

lower environmental impact; announces plans to 

enter Romania under Sezamo.

2022 Knuspr.de opens a second German site in 

Frankfurt; raises a further €220m; launches 

AutoStore-based automated storage and 

retrieval in Munich; launches the UBOMI 

private-label coffee brand.

2020 Rohlik Group established as the parent 

company; launches its first private label and the 

Rohlik Premium loyalty club; expands to Austria 

as Gurkerl.at. Breaks 20,000 orders per day.

2025

Veloq launched as a standalone subsidiary in 

June 2025, licensing Rohlik's technology 

platform to third-party grocers. Adjusted 

EBITDA turns positive at group level for the first 

time.

2023 Expands private-label portfolio (Yutto, Kitchin, 

PAUU); rolls out warehouse robotics automation 

across markets; acquires Bringmeister in 

Germany; launches Ostrava fulfilment center.

2024
€160m growth funding round led by the EBRD. 

New fully automated Vienna fulfilment center 

opens.
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AI and Automation

Our Veloq Fulfilment Solution brings together people, automation, and data into one 

intelligent operating platform. It's what enables us to scale with precision while 

consistently delivering industry-leading service.

Erwin Brunner
CEO Retail

Technology is not a department at Rohlik; it is the operating model. Veloq’s technology - Group's proprietary 

platform, orchestrates people, robots and inventory in real time across 12 fulfilment centers, predicting 

demand so accurately that food waste runs roughly four times lower than in a typical supermarket.

AI across the Customer Journey

AI assists the customer at every step. Personalized suggestions anticipate regular purchases at the 

moment of ordering. Vision systems inspect product quality before it reaches the bag. Autonomous 

mobile robots and robotic picking arms assemble orders. Loading algorithms maximize every van, routes 

are re-optimized in real time on the road, and after delivery an AI-powered assistant handles customer 

care. During FY2025 this journey gained a front door: Maia, the Group's AI shopping assistant, rolled out 

to Xtra members across all markets, building baskets and managing orders conversationally.

AI  and Automation

FY2025: A Step Change in Fulfilment Automation

FY2025 was the strongest year yet for fulfilment automation:

August 2025

Robotic picking arms began production operation in Berlin.

October 2025

Vienna became the first site in the world to operate AutoStore-based automated 

expedition, retrofitted into a live operation.

31  October 2025

Biatorbágy opened as Hungary's first automated e-grocery fulfilment centre.

The Group's direction is toward highly automated fulfilment from goods-in to van loading; 

productivity rose 10.3% year on year at group level, and the leading automated sites now 

exceed 130 units per hour.

R&D Investment

The Group invests substantially in research and development — principally the continued development 

of ARCOS, automation integration and AI applications; development costs of €16.5 million were 

capitalized in FY2025. This investment now serves a second purpose: it is the product Veloq sells.
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Veloq:
Turning Our Technology 
into Global Infrastructure

The grocery industry needs one operating system that runs from fulfilment to the last 

mile, purpose-built for same-day, full-basket delivery. Veloq is that system: a decade 

of research, development and operating experience, proven on millions of our own 

orders, now offered to a €10 trillion global grocery market.

Tomáš Čupr
Group CEO

Veloq, launched as a standalone subsidiary in June 2025, licenses the technology and operating know-how 

behind Rohlik's retail businesses to grocers worldwide. The suite covers the three layers of online grocery: 

fulfilment-center software and automation design, last-mile routing and dispatch, and a grocery-native 

e-commerce layer — delivered with the industry expertise of a decade of profitable e-grocery operation.

An Operator's Proposition

Veloq's platform is battle-tested across the Group's own fulfilment centers and millions of live customer 

orders. It is sold through an end-to-end process: industry consultation, fulfilment-center design and 

automation build-up, the modular software suite, and ongoing operational support with committed 

performance KPIs.

Veloq

From Cost Centre to Revenue Stream

For Rohlik Group, Veloq converts a cost center into a future revenue stream: the R&D that keeps the retail 

business ahead now also builds the product. FY2025 was Veloq's proving year; converting engagement 

into contracted partnerships is the objective for FY2026. After the year end, the European Investment 

Bank provided an additional €30 million of scale-up financing for Veloq, bringing its total support for 

Rohlik to €120 million.

Strategic Partnerships

Two partnerships anchor the model:

October 2025: Veloq and AutoStore, the global leader in cube-storage automation, announced 

an end-to-end partnership combining AutoStore hardware with Veloq's grocery operating software.

After the year end: Veloq entered a global partnership with Sereact, adding AI-powered robotic 

picking to the platform offer for customers in Europe and the United States.

Veloq began US business development in September 2025 and is in dialogue with more than 50 retailers 

across Europe and North America.
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Customers 
and Xtra
The relaunch of the Group's loyalty program as Xtra in April 2025 was the year's 

most significant commercial initiative. Xtra replaced the legacy premium clubs 

with one program across all five markets: delivery benefits, 10% off private-label 

and organic ranges, and member pricing, for a monthly fee.

Results

Amount of paid members more than doubled.

Members shop 2.5x more often per month than regular customers.

Alongside Xtra

First-time users grew 28.0% to 548,203 while customer acquisition costs fell 

40.2%, the combined effect of brand strength, word of mouth and AI-driven 

marketing efficiency.

Service quality held at scale

90% of orders delivered perfect, 97% on time, including the Christmas peak 

of 114,000 orders delivered in a single day.
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FY2025 Business 
Review by Market

Each of the Group's five markets is served by a locally rooted brand 

running on the same technology and fulfilment platform. All five grew 

revenue by at least 26% in FY2025, and all five improved their 

underlying economics. The established markets, led by the Czech 

Republic, generate the profits and cash that fund the Group's 

developing markets, and each developing market passed 

a profitability milestone during the year. Operational metrics 

in this section are drawn from internal management reporting.
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Czech Republic

Rohlik.cz, the Group's founding business, delivered a remarkable year for a market leader 
of its maturity: growth accelerated on an already dominant position, with more than one 
million orders delivered per month across Prague, Brno, Ostrava and surrounding regions. 
Rohlik.cz is the Group's earnings engine; its consistent country-level profitability funds 
investment across the Group. Growth was powered by Xtra membership, assortment 
breadth of more than 20,000 products spanning local bakers, butchers and small 
producers alongside national brands and private labels, and delivery precision which 
has become the market's reference standard.

Revenue €849.3m (+26.0%)
57% of group revenue

FY2025 Business Review by Market

Warehouses
Prague

Warehouse
brno

Warehouse
Ostrava
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Germany
Germany, the Group's largest addressable market, was FY2025's proof point that 

the Rohlik model transfers. Knuspr grew 42.9% across Munich, Frankfurt and Berlin 

while substantially reducing its losses. Three developments defined the year:

Automation: Robotic picking arms went live in Berlin in August 2025, and 

Berlin subsequently set the Group's fulfilment productivity record, now 

above 150 units per hour.

Buying power: Membership of the Markant alliance, agreed in August 

2025, gave Knuspr purchasing terms comparable to established German 

retailers and lifted commercial margin from the autumn.

Reach: Alongside its own channels, Knuspr serves customers through 

marketplace partnerships with Amazon and Wolt in all three regions where 

the company operates.

Knuspr's assortment of more than 16,000 items includes the Marks & Spencer 

range, exclusive to Knuspr in Germany.

Revenue €310.7m, +42.9%
21% of group revenue

FY2025  Business  Review  by  Market

Warehouse
Frankfurt am Main

Warehouse
Munich

Warehouse
berlin

Online grocery in Germany is 

still in its early days. We intend 

to define what great looks like 

bringing unmatched quality, 

speed, and reliability to 

customers across the country.

Tomáš  Čupr
Group CEO

Annual Report - Rohlik Group 21



Hungary
Kifli combined strong growth with country-level profitability in a market where 

food price regulation compressed grocery margins across the sector. The year's 

defining event was the 31 October 2025 opening of the second fulfilment centre in 

Biatorbágy: the fastest launch in the Group's history and the first automated e-

grocery facility in Hungary, running AutoStore picking and expedition from day 

one. The new site reached 5,000 daily orders within eight weeks, removing the 

capacity constraint that had limited growth around Budapest and setting up 

Hungary's next phase of expansion.

Revenue €187.4m, +35.3%
13% of group revenue

FY2025 Business Review by Market

Warehouse
budapest 1

Warehouse
budapest 2
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Austria
Gurkerl was the Group's fastest-growing market in FY2025 and its automation 

showcase. In October 2025, the Vienna fulfilment center began operating the 

world's first AutoStore-based automated expedition — a retrofit completed while 

the site continued serving customers daily. Combined with robotic picking, Vienna 

now runs among the highest productivity levels in the Group, and route density in 

the city delivers the Group's best last-mile efficiency. Gurkerl reached contribution 

break-even in December 2025 while growing at 67%, demonstrating that speed 

and economics are not a trade-off at city density. The assortment of more than 

16,000 articles includes Austria's largest online Alnatura range and the Marks & 

Spencer range, exclusive to Gurkerl in Austria.

Revenue €87.5m, +67.0%
6% of group revenue

FY2025 Business Review by Market

Warehouse
vienna
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Romania
Sezamo, the Group's youngest market, moved decisively toward sustainability in 

FY2025. Growth of 41.3% in Bucharest came alongside sharply improved 

economics: marketing efficiency improved materially, and in February 2026 

Sezamo recorded its first contribution-positive month, making it the fifth of five 

markets to cross that threshold. The business serves Bucharest from a dedicated 

10,000 m² fulfilment centre in CTPark Bucharest North, with an assortment centred 

on fresh regional produce, meat, fish, dairy and bakery alongside international 

brands and the Group's private labels.

Revenue €44.8m, +41.3%
3% of group revenue

FY2025 Business Review by Market

Warehouse
bucharest
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People 
and Culture

At Rohlik, culture is not a 'nice-to-have', it is a strategic advantage. It guides 

how we make decisions, collaborate and empower every individual to 

deliver impact.

Karel Foltýn
Group CPO

Rohlik is built by people whose work most customers never see: pickers and 

couriers who keep the four promises of the proposition every day, engineers who 

build the platform, and commercial, care and country teams who make five markets 

feel local. The organization became more productive as it grew: order volume rose 

29.5% while the team grew far more slowly, the compounding effect of automation, 

AI-supported workflows and better tools in every function.
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3 Always challenge 
the status quo 4 Think big and think 

like an owner1 Amaze the customer 2 Move quickly

The customer sits at the center of 

every decision; the goal is to be ten 

times better than traditional grocery 

shopping, not just marginally better.

Speed beats perfection; reversible 

decisions are made fast and 

without lengthy approval 

processes.

Colleagues act with the ambition 

and accountability of owners, 

taking bold, well-considered risks.

Both continuous improvement and 

bold innovation are valued equally.

6 Deliver results 
and have an impact 7 Be curious 

and dive deep 9 Be radically open 
and transparent8 Keep learning

The focus is on measurable 

outcomes rather than activity.

As a technology company, 

decisions are grounded in data; 

leaders stay close to the details.

Relentless experimentation is 

encouraged; failed experiments are 

valued as sources of learning.

Information and feedback are 

shared openly, prioritising speed 

and honesty over comfort.

People and Culture

Our Culture: 

Ten principles guide how the Group hires, 

makes decisions and measures performance.

5 Hire and develop 
the best

Every hire raises the bar; leaders 

bring in people who exceed them 

in some meaningful dimension and 

invest deliberately in their growth.

Have fun and create 
a great place to 
work

10

A competitive, high-energy team 

culture, built on diverse 

perspectives, underpins how the 

Group works together.
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The Year in People

The Group also applied its own technology to how it hires and grows people. 

AI-assisted recruitment shortened time-to-hire while raising consistency of 

assessment, a structured 30-day onboarding program gets new colleagues 

productive in their first month, and an internal AI assistant gives every employee 

direct access to company knowledge and routine services. Leadership 

development concentrated on the operating model introduced during the year, 

with clear ownership and accountability at every level.

The Group embraces diversity across nationalities, backgrounds and 

perspectives, and is investing in the people's infrastructure: a unified job 

architecture, one source of truth for people data, and consistent policy 

and approval frameworks across all five countries.
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Management Board

Tomáš Čupr
Founder and Group Chief 

Executive Officer

Erwin Brunner
CEO Group Retail

Jiří Machala
Group Chief Financial Officer

Karel Foltýn
Group Chief People Officer

Michal Kecera
Group Chief Technology 

Officer

Country Leadership

Miroslava Vopatová
Country Lead, Czech Republic

Richard A. Harris Jr.
Country Lead, DACH

Dániel Szabó
Country Lead, Hungary

Michael Kaiser
Country Lead, Romania
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Declaration on 
sustainibility

for the year ended 30 April 2026

all amounts in EUR millions except when otherwise indicated



About This Part

ABOUT THIS REPORT

This Declaration on Sustainability has been prepared voluntarily by Rohlik Group a.s. , as part of the 

Annual Report for FY25,  and does not constitute a mandatory sustainability statement under applicable 

accounting legislation. 



The Declaration has been prepared on a consolidated basis and covers Rohlik Group a.s. and its 

subsidiaries as stated in the financial report. Rohlik Group a.s. is a joint-stock company incorporated and 

domiciled in the Czech Republic; the group also includes other legal forms. Our principal activity is online 

retail (NACE code 47.91).

The Declaration has been prepared with reference to the Voluntary Sustainability Reporting Standard for 

SMEs (VSME) issued by EFRAG, Option B (Basic and Comprehensive Modules). Not all disclosures 

provided for under the VSME standard have been included; certain information has been omitted where 

considered classified or commercially sensitive. For information about our people, please see the 

previous chapter People and Culture. We currently hold no sustainability-related certifications or labels.
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Our Approach 
to Sustainability

Our goal is simple: make the sustainable choice the easy choice, 

every time you order.

Sustainability has been part of Rohlik Group's story from the beginning. As an online grocery business, 

we sit close to two things that matter enormously for the planet — food and transportation — and we 

take that responsibility seriously.

Our Approach to Sustainability

Rethinking how we deliver.

Our delivery fleet is one of our biggest levers for change. Our ambition is a fleet that runs on zero or low 

emissions — electric vehicles for city deliveries and cleaner fuel alternatives for longer regional routes. 

We have grown our share of electric and CNG vehicles to 65%, and we are testing new options including 

renewable diesel and battery-swapping technology provided by BattSwap. With swapping, electric 

delivery vans can be back on the road within three minutes, minimizing downtime while supporting zero-

emission delivery capacity. We meticulously plan every delivery route for maximum efficiency.

Working closely with our suppliers.

The biggest part of our environmental footprint happens before products reach our warehouses — in 

how suppliers grow, produce and transport food. We are building closer relationships with suppliers: 

mapping potential risks, encouraging more of them to pursue recognized certifications for sustainable, 

ethical farming. Where we identify serious problems, we will not work with that supplier. By the end of 

this year, we had over 1,370 organic certified suppliers.
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Tackling food waste.

We waste roughly four times less food than a typical supermarket, thanks to data-driven ordering that 

closely matches what we buy to what customers need. Products nearing their best-before date get a 

second chance at a discount through our "Save the Food" range, and whatever we cannot sell, we 

donate to food banks. We have also pioneered something new in Europe: an entire product range made 

from "upcycled" ingredients — food that would otherwise be thrown away, transformed into new items. 

This year, we offered more than 300 different types of upcycled goods, from food to drinks to cosmetics.

Rethinking packaging.

We are moving away from single-use plastic wherever we can — from compostable, plant-based bags 

for delicate items like bakery goods, to reusable delivery bags that customers simply hand back for reuse 

on their next order. Over 60% of all orders were delivered in reusable bags last year. We are now 

extending the same reuse-and-refill approach to rice, nuts, dairy and cleaning products.

Supporting families and seniors.

Our Baby Club is a free program for parents expecting a child or with children under 12, offering 

discounts, free delivery slots and cashback rewards — it has grown to almost 400,000 members across all 

five markets. Our Senior Club gives free membership and shopping benefits to customers aged 65+ and 

holders of disability cards — it supports around 40,000 members, concentrated mainly in the Czech 

Republic and Hungary.

Caring for our people.

In 2025, we took a close look at how we support colleagues — from health and safety to recruitment, 

training and employee feedback — so that everyone working across our offices and fulfilment centers 

feels treated fairly and works in a safe environment.

Our Approach to Sustainability

Doing things the right way.

Zero tolerance for corruption or unethical behavior, clear policies on fair competition and data 

protection, and a firm stance against discrimination. We are investing heavily in customer data security, 

with rigorous security audits and training. In December 2025, we obtained ISO 27001 certification — the 

leading international standard for Information Security Management Systems.

Accountability
The most senior level accountable for implementing sustainability transition initiatives is the Board. 

Individual topics are owned at executive level: energy and climate by the Group CFO and Group COO, 

fleet and pollution by the Group COO, and workforce topics by the Group CPO.
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Policies at a Glance

Sustainability issue Practices / policies / initiatives in place?

Climate change

Pollution

Water and marine resources

Biodiversity and ecosystems

Circular economy

Own workforce

Workers in the value chain

Affected communities

Consumers and end-users

Business conduct

No (initiatives in place, not formalized)

No (initiatives in place, not formalized)

No

No (initiatives in place, not formalized)

No (initiatives in place, not formalized)

Yes

Yes

No (initiatives in place, not formalized)

Yes

Yes

Our Approach  to  Sustainability

Revenue: What Drove the Growth

Order volume rose 29.5% to 22.7 million, with average order value broadly stable at € 68.0 including VAT. 

Growth was broad-based: every market grew by at least 26%, led by Austria (+67.0%) and Germany 

(+42.9%). Xtra membership, launched in April 2025, contributed materially to frequency: members place 

3.5 orders per month on average and accounted for 64% of group orders by year-end.

Revenue by region

EUR millions FY2025 FY2024

849.3 674.3Czech  Republic

310.7 217.5Germany

187.3 138.4Hungary

87.5 52.4Austria

44.8 31.7Romania

1,479.7 1,114.4Total

Total Growth +32.8%

The businesses outside the Czech Republic now account for 43% of Group revenue (FY2024: 40%), a 

measure of how far the Group's internationalization has progressed.
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What We Are Doing — and What Comes Next

Topic

Climate change

What we are doing today

Rethinking how our warehouses use energy. In six fulfilment centres we are already 
using renewable energy.

Vans going electric or CNG. Testing cleaner fuels like HVO and swappable batteries. 
Eco-slots let customers choose delivery times shared with neighbours, putting fewer 
vans on the road.

We know that a stable water supply is essential to the farms and producers we work 
with, and we factor this into supply-chain risk thinking.

We check where products come from — including whether sourcing puts pressure 
on forests or natural land. We are mapping our sites to understand which sit near 
protected nature areas.

Reusable bags delivered at no extra cost; refill and reuse containers; upcycling range 
with Transfoodmission; unsold food goes to food banks; partnership with local zoos 
for food no longer fit for human consumption.

Revamped onboarding bootcamp (247 new joiners, 4.8/5 satisfaction), Buddy 
Program, targeted leadership development for high-potential talent and Operations 
staff (above 4.3/5 satisfaction), inclusive group-wide events, grassroots AI upskilling 
through peer-led "AI Coffee Chats."

What comes next

Aiming for greater energy efficiency and a switch to renewables. For FY26 we plan to 
begin ISO 50001 certification for energy management.

Keep modernising our fleet.Pollution

Water and marine resources We are still early here and will share more as we develop concrete practices.

Biodiversity and ecosystems Increasing organic product ranges and supporting farmers in responsible practices.

Circular economy Rolling out upcycling across all markets. Working with suppliers to raise the share of 
sustainably packaged products. Testing new materials including grass and cornstarch. 
In FY26 we aim to close the reporting gap on waste management.

Scaling programs in FY26 — expanding leadership development, rolling out new 
training modules, turning grassroots AI learning into a structured Group-wide 
strategy.

Own workforce
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Environment

1. Energy and Climate
Food and transport are the two areas where an online grocer touches the climate most. Our biggest 
levers are the energy our fulfilment centers use, the fuel our delivery fleet burns, and the footprint 
of the products we buy and sell.

Environment

Energy consumption by electricity and fuel

Renewable (MWh) Non-renewable (MWh) Total (MWh)

12,253 12,926 25,179Electricity

4,582 4,582Fuels*

12,253 17,508 29,761Total

*excludes vehicle fuel

Greenhouse gas emissions

FY25 (tCO₂e)Emissions category

20,968Scope 1 — direct emissions from sources we own or control

11,920Scope 2 — purchased electricity, heat and cooling (location-based)

9,717Scope 2 — purchased electricity, heat and cooling (market-based)

0.0000022 tCO₂e/EURGHG intensity (Scope 1 + 2 location-based per € turnover)
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Scope 3 — emissions in our value chain

Scope 3 category

1. Purchased goods and services

2. Capital goods

3. Fuel- and energy-related activities

4. Upstream transportation and distribution

5. Waste generated in operations

6. Business travel

7. Employee commuting

8. Upstream leased assets

9. Downstream transportation and distribution

10. Processing of sold products

11. Use of sold products

12. End-of-life treatment of sold products

13. Downstream leased assets

14. Franchises

15. Investments

Total Scope 3

FY25 (tCO₂e)

362 771

Not applicable - reported in category 1

2 114

22 703

Not reported — data not available

129

Not reported — data not available

103

21 203

Not applicable

Not applicable

112

2 719

Not applicable

Not applicable

411 854

Environment

Climate targets and transition planning

We have not yet set formal greenhouse gas reduction targets and do not yet have 
an official climate transition plan. Our practical decarbonisation work is well 
underway — fleet electrification, energy-efficient warehousing, renewable energy 
at selected facilities, and the planned energy-management measures in FY26 — 
and formalising targets on top of this work is a priority for the coming period.

Climate-related risks

We have not yet completed a structured assessment of climate-related hazards 
and transition events that could create risks for our business.
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2. Pollution
We are not required by local laws or national regulations to report emissions of pollutants, nor do we 

report such emissions under an environmental management system. This disclosure is therefore not 

applicable for FY25.

3. Nature and Biodiversity
We have mapped our sites across the five countries where we operate against biodiversity-sensitive 

areas, using the European Environment Agency's Natura 2000 viewer. Based on this assessment, we have 

identified no sites located in or near biodiversity-sensitive areas.

4. Water
As a grocery business, our own water use is modest — mainly cleaning, food handling and sanitation in 

our fulfilment centers and production sites — but water matters greatly to the farms and producers in our 

supply chain, and we factor water availability into how we assess supply-chain risk. As of now, we do not 

collect structured water consumption data across our facilities.

Environment

5. Circular Economy and Waste
We are committed to implementing circularity practices along our value chain.

Less food waste. Data-driven ordering keeps spoilage very low — around 0.6%, well below a 

typical supermarket.

Save the Food. Products nearing their best-by date are sold at a discount instead of thrown away.

Upcycled products. Together with our partner Transfoodmission, we turn food by-products and 

leftovers into new items — food, drinks, even cosmetics. We are the first grocery retailer in Europe 

to offer a dedicated range like this, and it expanded across all our markets in 2025.

Food banks. Anything we can no longer sell or upcycle goes to people who need it. For food no 

longer fit for human consumption, we partner with local zoos.

Reusable delivery bags. We were the first online grocery retailer to deliver in reusable bags 

made from recycled PET bottles at no extra cost. Customers simply return them with the next 

order.

Refillable containers. For items like rice, nuts and dairy, customers can return containers to be 

refilled.

Compostable bags. Used where freshness matters most, made from plant-based material that 

breaks down naturally.

Waste generated: We generated no hazardous or radioactive waste in FY25 (0 tonnes).

Material flows: Our operations involve significant material flows — packaging and materials use, 

warehousing utilities and services, courier and fleet-based distribution, and the physical 

movement of goods. Quantified mass-flow data for our key materials is not yet available; we are 

establishing a data-collection process.
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Human Rights
We hold ourselves to clear standards on human rights across our own operations.

In place

Yes

Yes

Yes

Yes

Yes

Yes

Yes

Policy

Human rights policy

Anti-child labour policy

Policy explicitly addressing forced 
or compulsory labour

Anti-human trafficking policy

Equal opportunity and non-discrimination 
policy

Workplace accident prevention policy

Grievance / complaints handling mechanism 
for employee matters

In FY25 we had no confirmed incidents of child labor, forced labor, human 

trafficking or discrimination in our own workforce (0 reported discrimination 

incidents), no other confirmed severe human rights incidents, and no confirmed 

severe human rights incidents involving workers in our value chain, affected 

communities, or consumers and end-users.
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Governance and 
Business Conduct
Trust is the foundation of a business that people invite into their homes. We maintain zero tolerance for 
corruption and unethical behavior, and in FY25 we had zero convictions and zero fines (€0) for violations 
of anti-corruption and anti-bribery laws.

Revenues from sensitive sectors

Sector Revenue (€)

0Controversial weapons

0Tobacco cultivation and production

0Coal

0Oil

0GaS

0Fossil fuel sector (total)

0Chemical production

We are not excluded from the EU Paris-aligned Benchmarks.

Governance and Business Conduct

Notes on the carbon calculation methodology

Our greenhouse gas inventory follows the GHG Protocol Corporate Accounting and Reporting Standard, 
consolidated on an operational control basis: emissions from facilities and vehicles where Rohlik Group 
directs energy-related decisions are reported under Scope 1 and 2, while emissions occurring in our 
value chain — from suppliers, logistics partners, and product use — are reported under Scope 3.

Where direct (metered) consumption data was available, it was used directly. Where landlords or 
partners could not provide metered data, we applied area-based or degree-day-adjusted allocation 
methods, consistent with GHG Protocol guidance for shared or multi-tenant facilities. Purchased goods 
and services (Scope 3, Category 1) were calculated using a spend-based approach with category- and 
country-specific emission factors. Scope 2 emissions are reported using both the location-based method 
(grid-average emission factors) and the market-based method (reflecting contractual instruments such as 
Guarantees of Origin, where applicable).

Given the reliance on estimation methods for a portion of our energy and Scope 3 data, our GHG figures 
should be read as a best-available estimate rather than a fully metered, audit-assured inventory. We are 
working to improve data quality — particularly around fleet fuel consumption, downstream 
transportation, and supplier-level primary data — ahead of future reporting cycles.
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Consolidated 
Financial 
Statements

for the year ended 30 April 2026 in 
accordance with the IFRS Accounting 

standards as adopted by the European Union

all amounts in EUR millions except when otherwise indicated












































