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Kama - zavedena znacka kvalitnich ceskych plete-
nych wrobkd ma po 11 letech na mistnim trhu jiz
sve pevne misto. Za uspéchem této rodinné firmy

stoji wtrvalost a promyslena ochota riskovat.

PRIBEHU SELFMADEMANLU, ktefi zacinali v obyvaku a dnes jejich
firmy dosahuji milionovych obrat, je v Ceské republice fada. Ostatné
mnohé svétoveé znacky maji podobnou historii a ekonomické ucebnice
jsou jich plné. Mozna se mezi né v budoucnu zaradi i jedna nenapadna
pletarska spolecnost z Prahy, ktera vyrabi zbozi pro volny ¢as - pokryvky
hlavy a svetry.

Kama znamena spojeni pocatkl jmen Katerina a Mahulena, zen, kterée
za vznikem znacky stoji. Jesté pred rokem 1989, kdy soukromé podnikani
neexistovalo, si obé sestry pri materské do-
volené privydeélavaly pletenim cepic a svetru
na domacich pletacich strojich. Jifi Simice,
manzel Kateriny, ktery pracoval ve
sportovnim managementu, nabidl jejich
vyrobky znamym a kolegum. Zbozi se libilo,
zajem se zvysoval a zvlasté po revoluci
nastal velky boom, protoze trh byl hladovy.
“Byly doby, kdy jsme se doma brodili po kole-
na v ¢epicich,” vzpomina Jifi Pertl, manzel
Mahuleny. Zaroven vsak pribyvala konkurence
- vyrabét pletené zbozi na domacich strojich
byla snadno realizovatelna cinnost.

V roce 1991 se Kama prezentovala na
1. sportovnim veletrhu. Zajem, ktery ji zde
provazel, znamenal zlom v dosavadni ¢inno-
sti. Rodinna rada slozena ze sester a jejich

292 zalozili spolec¢nost s rucenim
ym, ”Lah si uvér a zakoupili prvni
ci stroj podle nejnovéjsich trendl. Za tfi roky dalsi a pak
citz vyroby se postupné zvedala z 20 000 vyrobkd rocéné

ice nez 300 000. Umérné tomu rostl i obrat z par set tisic
1 35 millionu KE. V letodnim roce Kama hodla postavit vyrobni
hzlu nz okraji Prahy - dosud se totiz vyroba realizuje v nekolika dilnach po
Praze 7, kde firma sidli, i mimo Prahu.
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Jifi @ Mahulena Pertlovi, Katefina a Jiiti Simicovi

After 11 years, Kama, a high quality, Czech knitwear
brand, holds a solid position on the local market.
This family company's success is built on persever-

ance and a well-reasoned willingness to take risks.

THERE ARE MANY such self-made men in the Czech Republic who
started out in their living rooms and now own firms with millions in sales
each year. Many global brands have similar histories, and economics text
books are filled with such accounts. Perhaps this inconspicuous Prague
maker of knit leisure wear, hats, and sweaters will one day be included
among them.

Kama is a truncated combination of
the names Katerina and Mahulena, the
two women who created the brand.
Even before 1989, when there was no
such thing as a private business, the two
sisters supplemented their incomes while
on maternity leave by knitting hats and
sweaters at home. Jifi Simice, Katefina's
husband, who worked in sports manage-
ment, offered their products to col-
leagues and acquaintances. People liked
the goods, interest arew, and a great
boom occurred right after the revolu-
tion, as there was a scarcity of merchan-
dise. “There were times when we were
up to our knees in hats at home,” remi-
nisces Jifi Pertl, Mahulena’s husband. But
there were ever more competitors,
because knitting machines made it easy
to produce knitwear at home.

In 1991, Kama had a booth at the first sports trade fair. The interest
it drew brought about another breakthrough in the company's activities.
A family council made up of the sisters and their husbands decided to
industrialize production. In 1992, they founded a limited liability company,
took out a loan, and bought their first state-of-the-art knitting machine.
They bought their second machine three years later, and another soon
followed. Production capacity rose gradually from 20,000 items per year
to the current 300,000 plus. Sales rose proportionally - from a few hun-



Selsky rozum

Fakt, Ze je spolecnost od pocatku rodinna, ovliviiuje nejen urcitou
neformalnost pracovniho procesu, ale téz pristup k rozvoji firmy.
“Vsechno, co tady délame, vznika svym zpusobem intuitivné. Vsichni jsme
vzdélanim a puvodem z uplné jinych oboru, takze se u¢ime za pochodu,”
tvrdi Pertl, puvodnim povolanim muzikant. “Je to intuice a tymova prace.
Pro nas je naprosto prirozene selskym rozumem chapat, ze je po nasem
zbozi urcita poptavka a ze je velmi silna, a tak prosté vyrabime a snazime
se, aby to bylo kvalitni, spickové zbozi.” Jifi Simice ¢astecné zmirnuje
Pertlova slova — mnohé se naucili a dnes neni jejich podnikani uz tolik
intuitivni, i kdyz pry stale ve firmé nenajdete byznys plan na pét let
dopredu.

Pomoci “selskeho rozumu” postupovali i pfi financovani. “Nikdy jsme
nesli do preuvérovani,” fika Simice, ktery se ve firmé zabyva ekono-
mickymi zalezitostmi. “Chtéli jsme délat firmu, ktera bude existovat par
let, nikoliv jen mésicu.” Pocatkem 90. let si spolecnost vzala dohromady
=ri avery na celkovou ¢astku okolo 3,5 milionu K¢, ktery cerpali postupné
. orubshu péti let podle toho, jak se naplioval predpoklad rastu obratu,
=« Tomu jesté leasing na velkeé stroje. Vse se jim podarilo splatit v roce
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dred thousand to today's CZK 35 million. This year, Kama plans to build a
production facility on the outskirts of Prague. Currently, manufacture is
confined to several workshops in Prague 7, where the firm has its head-
quarters, as well as outside of Prague.

Common sense

The fact that it has been a family company since its beginning
affects not only a certain informality in the work process, but also the
firm'’s approach to development. "Everything we do, we do intuitively. We
are all educated and used to work in entirely different fields, so we've
learned on the job,” says Pertl, who was originally a musician. “Intuition
and teamwork. To us, it is just common sense that there is demand for
our goods, very strong demand indeed. So we just produce what we try
to ensure are top quality goods.” Jifi Simice takes a bit off the edge of
Pertl's words — he says they've already learned a lot, and their business is
no longer based so strongly on intuition, although they have no business
plan for the next five years.

They also take care of their financing by using common sense. “We've
never gotten ourselves overly indebted,” says Simice, who is charged with

ama?
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1998. Dnes si firma bere dalsi ivér 12 milionu K¢ na vystavbu vyrobni haly.
Postupné, v zavislosti na tom, jak ptjdou obchody, pak chce i prikupovat
dalsi stroje a zvysovat tak kapacitu, ktera je pro ni momentainé jedinym
limitem. “Nedavno jsme museli odmitnout zakazku na 50 000 kusu ¢epic,”

s nelibosti piiznava Simice, “prosté jsme je neméli kde vyrobit.”

Primy prodej

Svou vyrobni kapacitu ma Kama ostatné vzdy dopredu rozplano-
vanou, protoze v oboru textilni vyroby se bézné vyrabi na zakladé objed-
navek. Jen minimum zbozi jde na sklad. “Nemame zadné velkoobchodni
pirekupniky. Ceska republika je pro takovy systém velmi mala. My proda-
vame rovnou prodejctim, kterych mame asi 500 aktivnich,” rika Pertl. Pro
firmu to znamena, ze ma predem jasnou predstavu o tom, co a kdy musi
vyrobit a s jakym vydélkem muze pocitat. Tedy v idealnim pripadé, coz
znamena, ze obchodnici by si méli na jarnich veletrzich nebo v katalozich

V SOUCASNE dobé Kama vyrabi
90 typt drobnych vyrobkd, jako jsou
Gepice, Celenky, §aly, masky a kukly,
a 20 typu sportovnich svetrd v nor-
ském stylu. Vzory jsou plvodn a je-
jich autorkou je Mahulena Pertlova,
jedna z majitelek a zakladatelek
spolecnosti. Kazdy rok je kolekce
obmeériovana podle nejnovéjsich
madnich trendd. Kromé klasicky
pleteného zboZzi ze smésovych prizi
tvori asi tietinu produktt obleceni

do skupin podle typl
jenni nodeni po

ifky pro bézecké
ke podSivkove pulovery
a vesly pro golf, klasickeé lyZarské
éepice, snowboardingové modely
a vyrobky do extrémnich podminek.
Postupné se kli¢ovym bodem

-

- Unikatni zbozi * Unique products

KAMA CURRENTLY produces 90
types of small products, such as
hats, headbands, scarfs, masks, and
hoods, as well as 20 types of
Norwegian-style sweaters. The pat-
terns are original creations of
Mahulena Pertlové, one of the com-
pany's owners and founders. The
collection is new each year, and fol-
lows the latest fashion trends.
Besides classic knitwear made of
mixed yarns, roughly one third of the
products are made of synthetic
fleece. Products are divided into
groups according to occasion: daily
wear, light accessories for runners,
lined pullovers and vests for golf, ski
hats, snowboarding clothing, and
products for extreme conditions.

High quality became the key to
their products. This is why the
German firm W. L. Gore &
Associates GmbH noticed Kama
and granted it a license to sew the
linings. “This firm has granted licens-
es to only four producers in the
Czech Republic. And we are the
only knitwear producer to hold one,”
Pertl says with pride.

jejich vyrobku stala kvalita. Diky
tomu si Kamy vsimla némecka firma
W. L. Gore & Associates GmbH, kte-
ré jim propujcila licenci na $iti pod-
Sivkoviny. “Po celém svété tato firma
propujcuje licence vytipovanym
wyrobetim. V piipadé CR to byly jen
Clyfi firmy. A v ablasti pletarské jsme
jedini, kteff ji maji,” fika hrdé Pertl.
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the firm's economic matters. “We wanted to set up a company that
would last for years, not just months.” At the beginning of the 1990s,
the company took out three loans totalling about CZK 3.5 million, on
which it drew gradually over five years as expected sales increases were
realized, while acquiring some large machines on leasing. They managed
to pay everything back by 1998. The firm is now taking out an additional
loan for CZK 12 million to build its production hall. Cradually, depending on
how sales go, they want to buy more machines, thereby increasing their
capacity, which is currently the sole limiting factor on their firm.
“Recently, we had to turn down an order for 50,000 hats - we simply had
nowhere to make them,” Simice admits with regret.

Direct sales

Kama always has its production capaci-
ties planned, since textiles are always pro-
duced on the basis of orders. Only a mini-
mum of goods goes into inventory. “We
don’'t have any wholesale middlemen. The
Czech Republic is too small for such a sys-
tem. We deliver the goods directly to
about 500 merchants,” Pertl says. This
means that the firm has a clear idea in
advance of what it has to produce and
when it has to produce it, as well as how
much money it can count on. So in an ideal
situation, merchants order goods either at
the spring trade fairs or through catalogs
for the coming fall/winter season. But with Czech merchants, the situa-
tion is a bit different. "Merchants here aren't strong enough - they don‘'t
know if they’ll go bankrupt in a month or two or not. They don't know
how to order goods in advance,” Simice explains, adding that when the
first snows fall the warehouse is inundated with phone calls as merchants
hectically place orders.

Fifty percent of Kama's production is exported, and Pertl says that
contacts with foreign vendors are a breath of fresh air, as they place
binding orders in a timely fashion. Kama exports to 30 countries, mainly
in Europe, but also to Japan, Australia, the US, and Canada, and it has its
own exclusive representatives in most of these countries. As Pertl says,
Kama is already a well-established brand in Europe, where local producers
are starting to take it seriously as a competitor. The firm has almost no
competition on its home turf - sportswear producers either don't use as
high quality materials and technologies, or those that do focus on other
lines. “| have yet to see a Czech firm that can breathe down our necks.
And what we are doing doesn’t seem to me to be the stuff of rocket
science,” Pertl concludes. =

® narrowly specialized goods that
differ from the competition’s

® heavy emphasis on product quality

® (izce specializované zbozi, které
se li§i od konkurence

e velky duraz na kvalitu vyrobki

® gradual expansion of production
based on sales increases

® targeted advertising and building a
“comfortable goods for leisure
time” image

® postupné rozsifovani vyroby
v zavislosti na rustu obratu

e cilena reklama a budovani image
“pohodového” zbozi pro
volny ¢as



vybrat a objednat zbozi na nadchazejici sezonu pod-
zim/zima. S ¢eskymi obchodniky je to viak trosku
jinak. “U nas obchodnici nejsou dostatecné silni, nevédi
jestli za dva mésice nezkrachuji. Neuméji objednavat
dopredu,” vysvétluje Simice a dodava, Ze s prvnimi
pliskanicemi zacne v jejich velkoobchodé naval a tele-
fony se rozdrnci, jak obchodnici zaénou horeéné
objednavat.

Padesat procent vyroby Kamy jde na vyvoz a styk
se zahranicnimi obchodniky je podle Pertla balzamem
na dusi, jelikoz ti objednavaji véas a zavazné. Kama
vyvazi do 30 statu predevsim v Evropg, ale i do Japonska, Australie,
Ameriky a Kanady, pricemz ve vétsiné z nich ma sva vyhradni zastoupeni.
Podle Pertla je jiz Kama v Evropé uznavanou znackou a tamni vyrohgi ji
zacinaji vnimat jako vaznou konkurenci. Na domaci pudé firma vsak temér
zadnou konkurenci nema — vyrobci sportovniho obleceni bud nevyuzivaji
stejné kvalitni materialy a technologie, a naopak ti, co je maji, se zame-
fuji na jiny sortiment. “Stale budu vyhlizet v Cesku firmu, ktera nam
zacne Slapat na paty. A pfitom nam to, co délame, nepripada pfilis
slozite,” uzavira Pertl. m
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 Presny cil » Precise target

NA REKLAMU vydava Kama asi jen
2-3 % ze svého 35milionového
obratu, podstatné vaak je, ze je
velmi cilena. "Zaméfujeme s na
vékové neohrani¢enou skupinu lidr
ktefi maji vztah k prirodé a jsou
ochotni a schopni investovat do kva-
Pertl, ktery si reklamu vzal na sva
bedra. Zakladem reklamni strategie
je tedy tiskova reklama ve speciali-
zovanych ¢asopisech jako je napfi-
klad Ski magazin, Outdoor, Montana
a jiné sportovni ¢asopisy. Druhym
bodem je konkrétni podpora
sportovnich tymd a akei. Napfiklad
jiz tradicné je Kama partnerem zna-
mé Jizerské padesatky a sponzorem
sportovniho gymnézia v Jablonci
nad Nisou. Kama ma téZ webové

stranky www.kama.cz, které obsahuji

nejen informace pro obchodni part-
nery, ale rizné zajimavosti, jez pi-
tahnou Ctenare. Poslednim neméné
dilezitym kaminkem v mozaice pre-
zentace firmy je zpUsob prodeje.
“Prodejce, ktefi chtéji prodavat nase
zboZi, si provéfujeme, a oni jsou
Casto velmi prekvapeni, Ze se jich
ptame na podrobnosti o jejich pro-
dejné,” fika Pertl. "Hlidame si prestiz
znacky, chceme, aby se zboZi pro-
davalo tam, kde chceme.” V béz-
nych konfekénich obchodech vyrob-
ky Kamy proto nenajdete — 90 %
odbératell tvori sportovni obchody.

KAMA SPENDS just 2-3% of its
CZK 35 million in sales on advertis-
ing. but it is very narrowly targeted.
“We focus on an age-unlimited
at relates well to nature and
ng and ab‘n to invest in high
0 ys Jifi Penl who is

zines l ke Skis
Montana, and others. Th
lowed by specific suppor
teams and events. For 2x

()

ner of the Jizerska padesatka (a fifty-
mile ski run in the Jizerske moun-
tains) and a sponsor of a sports high
school in Jablonec nad Nisou.

Kama's web site, www.kama.cz,
contains not only information for its
business partners, but also points of
interest to readers. The last but not
least important tile in the mosaic of
the way the firm presents itself is its
sales method. "We check on the
vendors who want to sell our goods,
and they are often surprised when
we ask them for details on their
stores," Pertl says. "We are waltching
over the brand's prestige, and we
want our goods to be sold in stores
that are acceptable to us.” So you
won't find Kama products in ordinary
textile shops — 90% of the vendors
are sports shops.
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