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I t’s my pleasure to present the first issue of TIME FOR 
 POLSKA magazine. The publication targets opinion lead-
ers, diplomats and business representatives worldwide. Its 
goal is to present success stories of companies with Polish 

DNA that bring value to the world. 
Poland has many successful international stories in dozens of 

fields, yet they remain unrecognized abroad. To win this fierce bat-
tle for global recognition, not only do the Polish companies need 
to play on the same team, but they need to try to score in the same 
goal. Polish entrepreneurs, institutions and business organizations 
need to engage in the process of building Poland’s image abroad to-
gether. The power of each individual story is a drop in the ocean 
when analyzed in the global context, compared to all those stories 
presented together. 

Poland’s external image is far from Poles’ aspirations and often is 
based on the historical stereotypes from the past century. The busi-
ness community can and must play a significant role in the process 
of building a country’s positive reputation, as Polish entrepreneurs 
are Poland’s best ambassadors worldwide. They are well-educated, 
hardworking, flexible and passionate, with the vision and determi-
nation to achieve success. These qualities, together with an injec-
tion of vigor and creativity, especially from the younger generation, 
produce a winning recipe for the success of Poland’s global image. 

The case studies we present in this issue of TIME FOR POLSKA 
leave no doubt that the above description fits Polish entrepreneurs 
perfectly. There are many Polish companies presented in this mag-
azine, founded in the 1990s after the fall of communism. They have 
achieved global success and become leaders in their sectors. They 
prove that anything is possible. Their leaders offer lessons on en-
trepreneurship for the generation that is now entering the global 
market with fresh ideas, without any complexes and with a big ap-
petite for success. Many foreigners admit that in Western Europe, 
the current generation inherited its success, and is not as motivat-
ed as their predecessors. Poles are! It really is time for Polska. �

Poland has many 
successful international 

stories in dozens of 
fields, yet they remain 
unrecognized abroad. 

Sylwia 
Ziemacka
Editor-in-Chief

SUPPORTING POLISH
ENTREPRENEURS
WORLDWIDE

„RZECZPOSPOLITA” HAS ALWAYS BEEN 
CLOSE TO POLISH ENTREPRENEURS. 
WE PROVIDE INFORMATION ON GLOBAL 
AND DOMESTIC BUSINESS OPPORTUNITIES. 
WE PUBLISH SPECIAL REPORTS
 AND RANKINGS ON  AND RANKINGS ON POLISH BRANDS, 
EXPORTERS AND INVESTORS WHICH 
COMPETE ON GLOBAL MARKETS. 

WE LOOK FORWARD TO MORE AND MORE 
INTERNATIONAL SUCCESS STORIES 
OF POLISH COMPANIES ABROAD. 



6

T he Polish economy needs a strong development incen-
tive. The state cannot be only a guardian and only a con-
troller. It should also be a guide and a partner. This is the 
essence of our Responsible Development Plan, which is 

now being incorporated by our government. 
Support for foreign expansion of Polish companies is one of the 

five key pillars of the plan. This includes redefinition and reorganiza-
tion of the current model of economic diplomacy, coherent approach 
to financial policy and strengthening our nation brand Polska.  

The new export policy will provide support of public admin-
istration in the development of companies on the perspective 
markets, especially in Asia and Africa. They are harder and more 
demanding than the EU markets, but create new business oppor-
tunities for Polish entrepreneurs. The active role of the state is to 
reduce the investment risk for Polish exporters and investors.

We want to influence the increase of the export scale and invest-
ment activity of companies abroad. It is important to  stimulate  
Polish investment abroad and maintain a high growth rate of  
exports, while improving its level of innovation. This means the 
 involvement of Polish companies to develop advanced forms of 
cooperation, e.g. in the research and development sector and  
increase exports of high-tech goods.

We have no doubts that the competitiveness of the Polish econo-
my depends mainly on investment in innovation. It is innovation that 
will drive not only technological but primarily social changes. There-
fore an innovative economy becomes Poland’s strategic goal. We 
want Polish products to become valuable and sought-after on global 
markets. This is the reason for setting up the Council for Innovation. 

We want to be an investor rather than just spending the money. We 
want to be a real influencer on innovative projects rather than just an 
accountant. Our main focus is small and medium-sized enterprises, 
which have the greatest potential for the development of internation-
al activities as they shape their vision of development themselves and 
have a high adaptability to changing market conditions.

Also, we believe that innovations arise not only in large en-
terprises. Often the most revolutionary solutions are invented  
in small companies but big ones can benefit from those inventions. 
That’s why we are developing acceleration programs and we are re-
constructing the existing model of economic diplomacy to be able 
to use the maximum of existing infrastructure and the potential 
of talented and successful people hungry to strengthen the Polish 
economy and our image abroad.

Poles have proved that entrepreneurship is a part of our DNA 
many times. Now, thanks to the proper cooperation between the 
government, business and science, I’m sure that this national fea-
ture will be recognized and appreciated by the whole world and it 
will make all of us proud. �

Radosław 
Domagalski-
Łabędzki
Undersecretary 
of State,  
Ministry  
of Economic 
Development

It is innovation that will drive 
not only technological 

but primarily social changes. 
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T he establishment of the Polish Development Fund is  
a strategic part of the implementation of the Respon-
sible Development Plan. Our goal is to provide opera-
tional tools for policy development, increase Poland’s 

investment and economic potential within a single platform and 
develop tools for entrepreneurs, governments and customers.

Personally I am pleased that we have been entrusted with the 
mission to develop Polish innovation. PFR Ventures will invest al-
most 3 billion zlotys (700 million euros) in the StartInPoland pro-
gram developed by the Ministry of Development together with the 
Council for Innovation to support Polish startups. PFR created the 
largest platform in the Central and Eastern European region for 
equity investments in innovative companies at an early stage of de-
velopment. For the first time, activities in the field of equity instru-
ments have been consolidated and will be realized by the Polish 
Development Fund. 

Our goal is to build an ecosystem to support the creation and de-
velopment of new innovative companies and technologies as well 
as strengthen the willingness to cooperate in creating innovations. 
We want to stimulate the culture of innovation in Polish enterpris-
es by building competencies among entrepreneurs in the dimen-
sion of innovation management, building portfolios of innovation, 
introducing modern management standards and models and ex-
panding internationally. 

T he turnover of exports from Poland increased in Au-
gust 2016 by 8 percent y/y and reached 13,750 million 
euro (according to the Polish National Bank). For years 
Polish exporters have been competing more and more 

boldly in foreign markets, offering not only a favorable price, but 
also new solutions that generate added value for customers and cli-
ents. Our home business is not afraid to travel long distances and 
Polish products can already be found in the most remote corners of 
the world. Such destinations as Africa and China are on the map of 
the strategic business goals of many Polish entrepreneurs.

We appreciate the efforts of our Polish companies. We believe 
that the government must be a strong partner for entrepreneurs. 
Under the program, Go To Brand, Polish exporters can count on 
PARP support in the international promotion of brand products. 
The agency’s offer is targeted toward micro, small and medi-
um-sized enterprises that operate in industries with high compet-
itive potential. The program has supported various types of indus-
tries--medical equipment, healthcare services, cosmetics, IT/ICT, 
yachts and boats, furniture and national specialty food. 

These are soft actions, not expressed in the volumes of assets, 
investments and loans but they are equally important, though dif-
ficult to measure. The whole economy has a huge shortage of skills 
in the area of governance, risk taking. Because of this, we want to 
support business development and create tools for entrepreneurs 
to acquire their knowledge. We intend to support the creation  
of several accelerators.  

Another important element is the fact that the companies will 
receive assistance not only in the phase of incubation and accelera-
tion, but also at the stage of further development and international 
expansion. The creation of PFR Ventures opened new opportuni-
ties for innovative business ventures. This is the best proof that we 
believe in the potential and talent of young entrepreneurs and that 
we want to be their partner in acquiring global markets. 

We are confident that our significant commitment will translate 
into visible effects on a global scale and Poland will become one  
of the leading innovative countries in the world. �

Our goal is to build an ecosystem to support 
the creation and development of new 

innovative companies

Eliza Kruczkowska
 Innovation 
Development 
Director, Polish 
Development Fund
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T he turnover of exports from Poland increased in Au-
gust 2016 by 8 percent y/y and reached 13,750 million 
euro (according to the Polish National Bank). For years 
Polish exporters have been competing more and more 

boldly in foreign markets, offering not only a favorable price, but 
also new solutions that generate added value for customers and cli-
ents. Our home business is not afraid to travel long distances and 
Polish products can already be found in the most remote corners of 
the world. Such destinations as Africa and China are on the map of 
the strategic business goals of many Polish entrepreneurs.

We appreciate the efforts of our Polish companies. We  believe 
that the government must be a strong partner for entrepreneurs. 
Under the program, Go To Brand, Polish exporters can count 
on PARP support in the international promotion of brand prod-
ucts. The agency’s offer is targeted toward micro, small and  
medium-sized enterprises that operate in industries with high 
competitive potential. The program has supported various types 
of industries–medical equipment, healthcare services, cosmetics, 
IT/ICT, yachts and boats, furniture and national specialty food. 

PARP finances the participation in foreign fairs, seminars, eco-
nomic missions, congresses or conferences. Funding can be used, 
among others, for rent, construction and operation of the stand, ad-
visory service, training for international cooperation and other ex-
penses directly related to participation in trade fairs and missions. 

We focus mainly on non-European markets, which have been 
defined within the framework of trade promotion programs as pro-
spective markets. The measure of success for projects under this 
measure is to obtain business contacts that will enable enterprises 
to increase revenue as a result of new trade agreements.

We are convinced that Polish entrepreneurs offer solutions 
that follow the expectations of our rapidly developing world. Our 
programs help exporters to reach potential foreign business part-
ners in more effective ways. In my opinion,  Poland’s global success  
is only a matter of time. �

Global success is only a matter of time.

Marcin Szyguła
Vice President of 
the Polish Agency 
for Enterprise 
Development 
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As the leading Central Eastern Europe economy and 
the most attractive destination for investments in the 
region and in the whole Europe, Poland is the most 
reliable partner and the magnet for global business. 

In the turbulent times of Brexit, creating the best environment 
for  business development – no matter the country its origins –  
is one of the strategic aims of the Polish Information and Foreign 
Investment Agency (PAIiIZ).

Under the governmental Plan for the Responsible Develop-
ment, PAIiIZ is focusing to provide the top quality service to both: 
foreign, most innovative companies that are interested in imple-
menting their business in Poland as well as for Polish technologi-
cally advanced companies and start-ups that are entering global 
markets as foreign investors and exporters. We know it well that 
supporting good business brings high added value to Polish econ-
omy and good quality jobs for Polish citizens. 

And in fact our strategy to attract major investments occurs to 
be successful. When the global inflow of FDI is decreasing by 10%, 
Poland reports the increase of investment interest by 10%. PAIiIZ 
is proud to have the share in this success. On average, 15-20% of for-
eign direct investment that come to Poland are serviced by PAIiIZ 
that is said to be one of the most effective member in World Associ-
ation of Investment and Promotion Agencies. Just during the last 
twelve months, PAIiIZ has successfully completed 60 investment 
projects. Not only do they bring €1,2 bn of capital to Poland, but 
they will generate good jobs for over 11,000 Polish professionals, 
engineers and scientists.  

The recent investment projects that the Agency has been sup-
ported show it the best. Only recently, PAIiIZ has completed the 
implementation of Mercedes’ investment, €500m - worth new 
engine plant in Jawor. The Agency has few more reasons to cele-
brate our success this month. Just a few days ago we had a pleas-
ure to announce the investment decision of Toyota, that will spend 
at least €650m to establish a production line of three engines in 
Poland. Toyota’s decision almost coincided with the opening of 
Volkswagen’s Crafter factory in Września near Poznań. This is one 
of the biggest investment of this automotive giant in Europe. The 
total value of the project of building the VW factory and equipping  
it with production line is estimated at PLN 3,3 bn. 

Mercedes, Toyota and VW – those three projects run by leading 
global players are the  evidence that Poland has become one of the 
largest car and car parts producer in Europe. The country has al-
so become location for implementing research and development 

processes not only for automotive but also for other highly ad-
vanced industrial companies as aviation branch of Rolls Royce that  
is combining production with R&D activity in Poland. The other is 
LG Chem cooperating with automotive sector that also has just en-
tered the country with PAIiIZ assistance to establish innovations 
in Poland. Our country is also increasingly attractive for business 
service sector (BSS) - the fasted developing area of Polish economy 
and at the same time the leading sector serviced by PAIiIZ. Almost 
200,000 people works for BSS in Poland, providing advance ser-
vices as accounting, programming or software development. The 
sector is essential in terms of new jobs creation. Every new job for 
BSS professional brings over 2 ones in subcontractors. 

Now it is time for Polish companies to play in global league as 
investors and major exporters.   PAIiIZ was one of the first public 
institutions that noticed the interest in global expansion of Polish 
companies. The Agency invited them to “the school of Polish for-
eign investors”, offering them the full service consultancy as it pre-
viously did to foreign companies investing in Poland. The Agency 
has been also equipping Polish companies with tools and knowl-
edge essential to conquered the new markets. Distant locations on 
emerging markets of Africa and Asia and South America are very 
challenging to start a business. Due to that the Agency has already 
provide assistance under governmental programmes as Go Africa 
and Go China. Currently, PAIiIZ is developing the complex pro-ex-
port project of establishing 70 trade offices all over the world, that 
will support Polish companies in their way towards new destina-
tions. They have been designed to embrace Polish entrepreneurs 
with a “safety bubble” and open the necessary, business doors by 
simplifying contacts with new markets and with its distinctive 
business culture. 

The growing maturity of Polish economy shapes the business 
landscape of Poland and defines the role of how PAIiIZ assistants 
companies. We are excited about new challenges and the Agency’s 
growing involvement in the support for great Polish companies that 
soon may become national champions and major foreign players. 
We are also sure that Polish competitive advantages as highly skilled 
staff, size of internal market, well-tailored public aid, good assis-
tance offered by PAIiIZ and the reputation of Poland as a safe haven, 
will make investors come to Poland to establish more number of ad-
vanced processes. That those factors may attract global players that 
are looking for new business opportunities after Brexit. �

Now it is time for Polish companies  
to play in global league as investors  

and major exporters.

Tomasz Pisula
President of Polish 
Information and 
Foreign Investment 
Agency
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LPP is one of the fastest growing clothing 
companies in Central and Eastern Europe. 
The company has operated in Poland and 
abroad for over 20 years and manages the 
fashion brands RESERVED, Cropp, House, 
MOHITO, SiNSAY and Tallinder. With 
1,686 stores in 18 countries across three 
continents, the Gdansk-based international 
retail company continues to expand rapidly 
and compete in a competitive market. 

CEO Marek Piechocki co-founded the 
clothing company Mistral with Jerzy Lu-
bianiec in 1991, subsequently renaming it 
LPP for Lubianiec, Piechocki and Partners. 
The two graduated from Gdańsk University 
of Technology and launched the company 
at a time when an open market was finally 
available in Poland and starting a business 
was possible. Piechocki has served as 
CEO since 2000 and was awarded The 
Best-Performing CEO by Harvard Business  
Review in 2013.  

LPP flagship brand,  RESERVED, offers 
stylish and affordable clothing and accesso-
ries for women, men and children. With near-
ly 450 stores located worldwide, the brand 
turns runway styles into practical streetwear. 
Inspired by global trends, designers create di-
verse looks which transform basic to classic. 
For courageous customers, the brand deliv-
ers on-trend pieces. From simple staples to 
sophisticated statement pieces, RESERVED 
provides a selection of lines to accommodate 
every taste and personal style. Since its estab-
lishment in 1999, the company has been repre-
sented by international models such as Cara 
Delevingne, Julia Stegner, Frida Gustavsson. 
Recently, model Jerry Hall and her daughters 
Lizzy and Georgia-May Jagger appeared in the  
firm’s campaign.

The company’s second brand, Cropp, 
offers casual streetwear for fearless, inde-
pendent teenagers who are willing to be 
positively provocative and controversial. 
House brand also provides casual attire for 
teenagers, but the style is more urban, with 
folk and vintage elements to attract students 
and young adults just starting out and living 
in the city. The street-chic clothing is intend-
ed for those who want to play with fashion 
and express their individuality. For young 
women starting a career, MOHITO provides 
comfortable and elegant business attire. The 
brand is geared toward confident women 
who want smart and fashionable feminine 
clothing. SiNSAY offers casual everyday 
clothing and party outfits for teenage girls. 

LPP’s 500 design department employ-
ees create 30,000 types of clothing pieces 
each year. LPP’s designers are plucked 
from Polish art schools in Gdańsk, Warsaw, 
Poznań, Kraków and Łódź. The compa-
ny organizes designing workshops for art 
school students to train young Polish de-
signers about the clothing industry. 

Out of 100 companies worldwide, LPP 
was listed number 31 in the Most Innova-
tive Growth Companies ranking for 2015 
by Forbes Magazine and continues to re-
ceive local and international recognition 
in retail and business categories. Since 
2001, LPP has been listed on the Warsaw 
Stock Exchange and due to its continued 
growth, it advanced from a mid-cap compa-
ny to a WIG20 blue-chip and attracts Polish 
and international investors. With stores 
now located in Egypt, Russia, Kuwait and 
across Central and Eastern Europe, LPP 
aims to become the top fashion retailer  
in the world. �

Two male college 
graduates launched 
a clothing company 
in Poland 25 years 
ago and succeeded 
in creating a fashion 
empire.

Out of 100 
companies 
worldwide, 
LPP was listed 
number 31 
in the Most 
Innovative 
Growth 
Companies 
ranking for 
2015 by Forbes 
Magazine.

WITH 1,640 STORES 
IN 18 COUNTRIES 
ACROSS THREE 
CONTINENTS,
THE GDANSK-BASED 
INTERNATIONAL 
RETAIL COMPANY 
CONTINUES TO 
EXPAND RAPIDLY.

LPP

Polish fashion company 
expands globally 
to 18 countries



LANĈERTO is a premium formal menswear 
brand that specializes in comfortable, ready-
to-wear men’s suits, shirts, coats and jackets. 
With 40 showrooms in 32 cities throughout 
Poland and an online store, this leading 
men’s attire brand in Poland is looking to 
continue its expansion internationally. 

In 2008, founders Tomasz Ciąpała, 
Mariusz Jończy and Tomasz Gorkiewicz 
launched the brand. They started with five 
stores, but the business quickly began to 
grow. The company opened or restored eight 
stores in 2016 alone, including one located in 
the Galeria Echo shopping center in Kielce. 
They plan to open between 20 and 30 more 
stores in Poland. Last year, the firm built a 
warehouse to support its online store and 
the growing bricks-and-mortar chain. The 
4,000 square meter complex contains con-
veyor and heating systems. 

After working with men’s fashion, the 
three decided to design and produce mens-
wear in Poland. CEO Ciąpała said most de-
signers don’t wear suits every day—they wear 
casual clothes. As men who were used to 
wearing business suits, they knew they need-
ed to break from the traditional methods 
to provide comfort and a better fit. Ciąpała 
said the team studied how Poles dressed and 
concluded more sizes need to be available. 
That’s why LANĈERTO offers in-between 

sizes to provide a better fit without altera-
tions. Normally, menswear brands have 26 
sizes. LANĈERTO has 52. Also, suits do not 
have to be purchased together—the jacket 
and pants can be bought separately. For men 
who frequently go to the gym or are thin, 
finding a suit that fits can be challenging. The 
company continues to improve its garments 
to guarantee a perfect fit. From the start, the 
firm aimed to employ people who would im-
prove shoppers’ experience and ensure they 
find the perfect fit. “We hire for attitude but 
train for skills,” said Ciąpała. 

In addition to formal suits, LANĈER-
TO released a semi-formal line of unlined 
cotton jackets, suede light shoes, and chi-
no pants for informal occasions. Ciąpała 
said the company is proud to sew all of 
its garments in Poland, with over 200 in-
house tailors and import the best fabrics 
from Britain and Italy. Inspired by a travel 
theme, the dominant colors in the collec-
tions are white, navy blue and orange. 

The company has participated in special 
projects, such as developing a discreet VIP 
bulletproof vest. LANĈERTO teamed up 
with the Institute of Security Technologies 
to create what looks like a simple suit vest on 
the outside but can contain bulletproof in-
serts. The custom-made vest is intended for 
security officers, executives or diplomatic se-
curity. The vest is fastened with Velcro straps 
and can protect against 9 mm Parabellum 
FMJ bullets with a lead core with a weight of 
8g and impact velocity of 358+15 m/s. �

LANĈERTO

Three men with experience  
in the fashion industry founded 

a made-in-Poland menswear brand 
that quickly spread throughout  

major cities in the country.

Menswear 
brand 

opens 40th 
showroom 
in Poland

CEO TOMASZ CIĄPAŁA SAID THE 
BRAND AIMS TO BREAK MENSWEAR 
TRADITIONS AND PROVIDE A MORE 
COMFORTABLE FIT.

TIME FOR POLSKA

Ciąpała said 
the company is 

proud to sew all 
of its garments 
in Poland, with 

over 200 
in-house tailors 

and imports 
the best fabrics 

from Britain 
and Italy.
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KAZAR is an award-winning Polish foot-
wear and accessory brand for men and 
women. It offers avant-garde products 
that are designed in cooperation with 
leading stylists, designers and trendset-
ters to create its prestigious collections. 
In over 20 years since its launch, Kazar 
has built a brand that sets trends, dictates 
ambitious styles and has received awards 
for its design and dynamic development. 
With a focus on international expansion, 
the leader among Polish footwear brands 
is entering markets in the United Arab  
Emirates, Hungary, Latvia have several 
more in their pipeline. Kazar products are 
sold in 53 stores in Poland and online.

The company was founded in 1990 as  
a wholesale distributor of Italian shoes. 
When Arthur Kazienko became the sole 
owner, he changed its strategy to focus on 
building a high-quality fashion brand and 
opened stores in major Polish cities. Kazar 
began offering footwear, handbags and brief-
cases and in 2000, its flagship store opened 
in the Galeria Mokotów shopping center 
in Warsaw. After continuing to open shops 
throughout Poland, the brand’s shoes made 
their runway debut appearance in 2008 dur-
ing the fashion show for the designer duo Pa-
procki & Brzozowski. In 2010, Kazar shoes 
were featured in Polish designer Ewa Min-

ge’s fashion show during New York Fashion 
Week, appeared on the catwalks of Fashion 
Philosophy Fashion Week Poland and were 
worn during Teresa Rosati’s show in Los An-
geles at the Beverly Hills Fashion Festival. 
In the following years, Kazar proceeded to 
open stores throughout Poland until 2013 
when it successfully implemented its fran-
chisee system in Romania. The first Kazar 
store opened in Bucharest and was met with 
phenomenal interest. Two years later, Kazar 
opened its next overseas branch in Abu Dha-
bi, followed by additional stores in Buda-
pest, Dubai and Riga, Latvia. In 2016, Kazar 
opened a second store in Budapest—this one 

with a totally revamped setting. It is the first 
store designed according to a concept char-
acterized by its combination of exclusivity,  
modernity and exceptional quality.

 Aside from its reputation as a trendset-
ter, the shopping experience is also vital 
for Kazar customers, and stores convey  
a sense of luxury and exclusivity. Kazar de-
veloped its new omnichannel model where 
customers have in-store and online pur-
chasing options. Kazar also plan to expand 
its  online sales, offering wider and easier  
access to the brand.

The autumn/winter 2016/2017 collec-
tion for women includes leather boots, 

booties, wellington boots, wallets, scarves, 
leather handbags and belts. For men, the 
latest Kazar collection includes formal 
shoes, sneakers, runners, boots, belts, wal-
lets and other accessories. The brand’s 
pieces are intended to complement the  
active lifestyles of its customers and create 
a strong, unique fashion statement. Using 
high-quality materials and modern designs 
with attention to detail, each item bears  
the “Kazar” name. 

The company has won numerous pres-
tigious awards that demonstrate its suc-
cess. Kazar has been awarded the title of 
Business Gazelle (2008-2010, 2012) by Puls 
Biznesu, won the Service Quality Emblem, 
won the Forbes Diamonds three times, and 
was recognized by Superbrands in 2013. 
In 2016, the company received the award 
for “Commercial Network of the Year” 
and “Consumer Quality Leader” which 
confirms the brand’s rapid and strategic 
development. The company has also won 
the title of Fashion Retailer of the Year in 
the CEE Retail Real Estate Awards three 
years in a row—an award only given to the 
best companies operating in the retail 
market in Central and Eastern Europe. Ka-
zar was also a finalist in the World Retail 
Awards for the category “Growth Market  
Retailer of the Year.” �

Kazar

Polish leader designs 
footwear that transition 
from catwalk to sidewalk
A business venture that 
started with one shop 
in Poland transformed 
into a franchise that 
is expanding to retail 
markets in CEE and 
beyond.

KAZAR WAS 
FOUNDED IN 
POLAND IN 1990 
AND CONTINUES TO 
PRODUCE STYLISH 
FOOTWEAR.

THE FALL/
WINTER 2016/2017 
COLLECTION 
FEATURES NEW TOP
HANDLE LEATHER 
HANDBAGS.

In 2016, Kazar opened 
new stores with a 
revamped setting that 
combines a sense of 
exclusivity, modernity 
and exceptional quality. 
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Pink, the website includes suggestions on 
how to wear it and pair it with other pieces 
customers may already own. The versatile 
apparel ensures buyers can mix and match 
to create a fresh, inspiring look each time.    

At RISK, the only thing more important 
than the clothing are the real people who 
wear them. Non-professional models wear 
the collections for photo shoots and the 
clothes are designed to ensure a perfect 
fit for any body type. By keeping curves 
in mind, when women buy the clothes 
online, they fit so great, the company has  
very few returns.  

What also distinguishes RISK from oth-
er fashion labels is the company’s ability to 
communicate with customers and listen to 
what they want. Whether it’s suggestions 
to add buttons, pockets or a hood, the RISK 
team assesses customer input and will even 
pull a collection and release it again after 
the changes are made. To ensure the best 
quality, RISK works with local craftspeople 

to find materials for their clothes, from the 
softest fabrics to hand-dyed buttons.   

RISK’s pieces have been featured in 
fashion magazines including Vogue, Elle, 
Harper’s Bazaar, Glamour, and InStyle. The  
label continues to acquire global recogni-
tion for its pop-up shops, fashion shows 
and art exhibits. One of the label’s collec-
tions that has received a lot of international  
attention is RISK OY, which features cloth-
ing and accessories with Jewish motifs. 

Rather than concentrate on trends, 
Samecka said RISK focuses on cut, 
comfort and femininity. She added,  
“I want people to feel like the best version  
of themselves.” �

RISK MADE IN WARSAW is a semi-premi-
um fashion label and as the name indicates, 
the clothes are designed in Warsaw and 
produced in Poland. Founded by Antonina 
Samecka and Klara Kowtun in 2011, the 
company creates well-tailored, comforta-
ble clothing for women, men and children. 

After working at InStyle for six years, 
Samecka was familiar with the fashion in-
dustry and realized there is a staple item 
in everyone’s closet: a grey sweatshirt. She 
knew women wanted to look feminine, but 
for many, their favorite clothes were sweats. 
She decided to create mega-comfortable, 
figure-flattering clothes women can feel 
great in. Samecka left InStyle to start RISK 
with tailor and stylist Kowtun and Dorothy 
Sajewicz joined the team.

There is one RISK shop at the moment, 
but pieces are sold in stores throughout  
Europe and online. The label aims to ac-
commodate online shoppers to ensure 
those who don’t have access to a shop but 
like the style can still purchase the latest 
collection. 

Although the fit is always great, each 
piece is not one-size-fits-all styles. RISK 
releases four to six collections a year and 
the clothes come in various styles, from 
glam-rock to hippie to elegant. When RISK 
presents a new collection, such as Powder 

Risk Made in Warsaw

Two women tackled 
the age-old problem 
of beauty is pain 
and created a fashion 
label that helps people 
feel and look good 
every day.

Company designs  
figure-flattering, comfortable 

clothes for real people

RISK INTRODUCED 
IT’S NEWEST 
COLLECTION: 
POWDER PINK, 
WHICH INCLUDES 
ULTRA FEMININE 
AND CHIC PIECES.

By keeping curves in mind, when 
women buy the clothes online, 

they fit so great, the company has 
very few returns.  
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LE PETIT TROU is a lingerie brand that was 
founded by stylist Zuzanna Kuczynska. Af-
ter spending years in the fashion world, she 
wanted a brand to call her own. Since Le 
Petit Trou was launched in 2013, the desire 
for her iconic panties has spread to shops in 
Paris, Tokyo and New York.  

Inspired by all things French, Kuczyn-
ska sought a brand name that would be 
funny and provocative—hence the name Le 
Petit Trou, which translates to “The Little 
Hole.” She said, “For the French it’s quite 
controversial but when they see the brand, 
they laugh—and that’s the reaction I want.” 

After working as a stylist at fashion mag-
azines Viva and Elle, Kuczynska recognized 
a void in the market for a lingerie brand that 
is both luxurious and comfortable. Unin-
terested in designing boudoir lingerie, she 
wanted to create everyday pieces that wom-
en can feel good in. Together with her now 
fiancé, the two worked toward launching 
Le Petit Trou. The brand’s signature items 
are the transparent briefs and panties with 

a circular cutout on the buttocks. The un-
expected “Petit Trou” manages to leave 
much to the imagination while still being 
seductive and sexy. Kuczynska designs 
the pieces herself and originally intended 
to only design panties with a hole in them, 
but she quickly learned women liked to 
buy sets. The collection also includes tulle 
bralettes, net fabric bodysuits and silk ki-
monos. The firm recently introduced scent-
ed candles and plans to offer moisturizing  
scented body oils.  

Several elements of the brand differen-
tiate Le Petit Trou from others. For one, all 
pieces are made in Poland using imported 
fabrics. The entire collection is only available 
in black and a black transparent material. 
Rather than professional bra sizes, bralettes 
are sold in small, medium and large. The sol-
id black box the pieces are wrapped in adds 
an extra touch of elegance and luxury. 

Despite producing collections in on-
ly one color, Kuczynska’s designs are far 
from undistinguishable. Large bows, 

laced up ribbons and unexpected cutouts 
adorn the panties. Bralettes are decorat-
ed with patterns of dots or stars. To stand 
out from other brands, the collections use 
less lace and more edgy fabrics like net 
and transparent. 

Kuczynska said she and her fiancé work 
well together because he has a critical eye, 
a good idea of proportions and notices as-
pects of the brand she may have overlooked 
otherwise. Although he regularly provides 
feedback on her designs, Kuczynska holds 
true to her vision for the brand and the 
women who wear it. She said, “I show mod-
els how I would like to be shown and not 
through the male perspective. I hate how 
other brands show oversexualized women; 
I approach it more naturally. I want to show 
how we really are and how we see each oth-
er—not how men want to see us.”

Le Petit Trou lingerie is currently only 
available in select boutiques and online but 
Kuczynska said she would like to open her 
own shop in the near future. �

Le Petit Trou

A simple idea for a lingerie line 
transformed into a luxury brand sold 

exclusively in boutiques in major 
fashion meccas worldwide.

THE BRAND’S ICONIC “LITTLE 
HOLE” IS THE MOST TALKED 
ABOUT FEATURE IN EVERY 
COLLECTION.

Fashion 
magazine 

stylist designs 
provocative 

everyday 
lingerie 

THE LE PETIT TROU 
COLLECTION ALSO
OFFERS BLACK 
BODYSUITS, 
BRALETTES 
AND SILK KIMONOS.

“For the French it’s 
quite controversial 
but when they see 
the brand, they 
laugh—and that’s the 
reaction I want,” said 
Kuczynska. 
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CHIC SMART CLOTHES is a children’s 
clothing line that leaves room for growth 
and imagination. The new brand gained 
global recognition even before it was avail-
able in stores or online. A team of women 
aimed to design a versatile collection that 
would inspire and excite children. 

The company was founded in 2013 by 
Anna Słomowicz, who teamed up with 
designer Monika Bajerska and technolo-
gist Wioletta Kamer-Wieczorek. Bajerska  
became friends with Słomowicz after de-
signing her wedding dress and always 
thought about creating children’s clothes. 
So together with Kamer-Wieczorek, the 
three started their own line. 

Their idea was simple: let children 
play with clothes and teach them how to 
dress themselves. They also wanted to 
make it possible for parents to participate 
in this routine activity in a new, fun way 
that evokes creativity and imagination.  
Clothes suddenly become a favorite toy 

in which the child can play with mixing, 
matching, zipping and popping.

CHIC is all about clothes that perform 
multiple functions. From reversible jackets 
to detachable details, a child’s look can be 
transformed in seconds. Without having 
to change his or her outfit, a child can go 
from elegant to casual just by removing the 
collar and cuffs. The brand’s most talked 
about item is the “5 in 1” coat that can be  
reversed and adjusted to create five com-
pletely different styles. Many pieces are 
unisex, which adds versatility and can be 
reused by younger brothers and sisters. 

As every parent knows, children grow 
quickly, which is why CHIC designed 
clothes that will grow with the child and 
can accommodate two standard child sizes. 
Pant legs can be pulled down and elongated 
so they can be worn longer. As a girl grows, 
a dress can be transformed into a sweater 
just by pulling up zippers and adjusting the 
sleeves. By adding poppers, many pieces 

can be altered and manipulated to provide 
a better fit or create a new look.   

Each piece of CHIC Smart Clothes is  
designed by Bajerska and produced in Po-
land. Materials are imported from Italy, Por-
tugal and Germany, and the company prides  
itself on only using ecological, natural fib-
ers such as cotton, wool and cashmere, 
which are obtained according to fair trade  
agreements. 

By designing clothes that children 
can experiment with to create surprising 
and unexpected combinations, CHIC is 
convinced it will awaken their ingenuity 
and strengthen their problem-solving skills 
at an early age. While adults tend to limit 
themselves, children have a fresh imagina-
tion that enables them to wear the clothes 
in ways the designers didn’t even consider.

The brand’s motto is “Let the children 
change the world, not only clothes!” and 
Agnieszka Sawicz, the company’s creative 
brand manager, said CHIC wants to “partic-
ipate in the upbringing of future geniuses 
and invest in the intellectual development 
of children, so that they can do things to 
change our future for the better.” �

Chic Smart Clothes

A clothing company 
awakens a child’s 
imagination and 
promotes individual 
creativity by designing 
pieces that have 
endless possibilities and 
combinations.

POPPERS ON 
SLEEVES AND 
COLLARS ALLOW 
FOR QUICK AND EASY 
ALTERATIONS TO 
PROVIDE A BETTER 
FIT OR TO CHANGE 
THE STYLE.

Team of women 
designs innovative 
children’s clothes 
that promote 
creativity

THE BRAND’S BESTSELLING  
“5-IN-1” COAT CAN BE  
WORN IN AT LEAST FIVE 
DIFFERENT WAYS. 

Clothes suddenly become a 
favorite toy in which the child 
can play with mixing, matching, 
zipping and popping.

3130



TIME FOR POLSKA

CHYLAK is a Polish handbag brand  
founded by designer Zofia Chylak. Her 
high-quality Italian leather bags and ac-
cessories are sold exclusively in 10 shops in 
Europe, Israel and Taiwan. This year’s col-
lection features python-embossed and croc-
odile-embossed leather pieces. The limit-
ed-edition bags are manufactured in Poland, 
with great attention to detail. Each item has 
its own series number hand-stamped in 
gold. Chylak won the 2015 Polish Elle Style 
Award for “Brand of the Year.”

As a University of Warsaw student, 
Chylak didn’t dream about becoming a 
fashion designer; her original plan was to 
study art history, gain an educational back-
ground and become a cinematographer. 
She turned to study fashion in her fourth 
year at university—specifically, fashion 
from the 15th and 16th centuries, which 
she found inspiring and admirable. Upon 
graduation, she headed to New York City to 
work as an apprentice at the design depart-
ment at Proenza Schouler. Despite having 
sewing experience, she was an art history 
student who had to learn how to keep up 
with the fast-pace fashion capital of the 
world. She was offered a job in the city, but 
she wanted to create her own brand and it 
was clear to her that to be successful, she 
needed to go back to Poland where the mar-
ket is less saturated. She started designing 
made-to-measure dresses and clothes until 
she decided to exclusively make handbags 
and accessories in 2014.

As someone who usually wears only 
black herself, Chylak designed a simple all 
black collection made from imported gen-
uine Italian leather until she discovered 

the limitless options that are possible using 
python-embossed and crocodile-embossed 
leather. This season she introduced grey  
python-embossed leather handbags, 
clutches, wallets, pouches and computer 
cases in addition to all black python-em-
bossed leather and all black crocodile-em-
bossed pieces. The bestseller is the small 
bucket bag, a smaller version of the big 
bucket bag that was added to the collec-
tion at the last minute. Chylak said, “It’s not 
something I thought was going to work. I 
never know which bag the clients will like 
the most.” All the pieces in her collection 
are both elegant and practical, because 
Chylak designed them for everyday and 
special occasions.

Chylak said she is proud of her Polish 
brand and it’s important to her that all the 
pieces in her collection are produced in Po-
land. “In the 1990s, Polish brands would 
call leather products by an Italian name 
because there was this idea that if it was 

made outside of Poland, it was better. Now 
is a time that I don’t feel embarrassed to 
say it’s made in Poland,” said Chylak. She  
wanted her bags to be for Polish women and  
designed them strategically to be afforda-
ble by creating patterns that are not com-
plicated for production—keeping costs low 
without losing quality. In the future, she 
says she may design two lines: one that is 
affordable and stylish and one that is more 
expensive and intricate. �

Chylak

A Polish designer’s 
elegant handbags 
are proudly “made in 
Poland.” 

Handbag designer sells 
leather creations in 

boutiques worldwide

CHYLAK’S SMALL 
BLACK LEATHER
BUCKET BAG BECAME 
A BEST-SELLER.

Chylak won the 2015 Polish Elle 
Style Award for ‘Brand of the Year.’
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INGLOT is a manufacturer and retailer of 
color cosmetics for the face, eyes, lips, and 
nails as well as skin care products. Found-
ed in 1983, the company has opened nearly 
640 boutique stores, stands and retail loca-
tions in 80 countries. INGLOT participates 
in international cosmetics trade shows and 
fashion events worldwide. Recently, the 
brand partnered with designers of six fash-
ion shows during New York Fashion Week 
in September 2016. Products come in over 
1,500 colors; there are 400 shades of nail 
polish. INGLOT has been the official make-
up sponsor of 15 Broadway musicals in New 
York City, from “The Lion King,” to “The 
Phantom of the Opera,” “Mamma Mia!”  
and now “Chicago.”

The company’s founder, Wojciech  
Inglot, graduated from Jagiellonian Uni-
versity in Kraków and worked for a phar-
maceutical company. As communism be-
gan to fall, the chemist purchased his own 
equipment and started a chemical com-
pany in 1983. Shortly after this, his sister 
Elizabeth joined the company.. After a trip 
to New York, Inglot realized the cosmetics 
industry was thriving and returned to Po-
land with the desire to fill a gap in the Pol-
ish market. In 1985, he began by selling nail 
polish. This turned out to be a major hit in 
a country with a limited number of such 

products available. He then released basic 
lipsticks and eyeshadows. In the new mar-
ket economy, Inglot decided to stop selling 
products in pharmacies and supermar-
kets, but instead opened up independent 
stands in shopping centers. This ensured 
a full range of products could be displayed. 
Without paying margins to retailers, Inglot 
could afford to lower prices while maintain-
ing the highest quality.

Inglot’s younger brother, Zbigniew, 
took over the company with his sister Eliz-
abeth after the founder’s passing in 2013. 
Zbigniew was a nuclear physicist who also 
studied at Jagiellonian University. Once 
the demanding discipline caused a strain 
on his family, he decided to return to his 
hometown and became chairman of the 
board at INGLOT while teaching at local 
universities. As CEO, Zbigniew is now re-
sponsible for finance and investment while 
Elizabeth oversees the laboratories and  
new products. 

The first INGLOT kiosk was opened in 
Wrocław, Poland in 2001. INGLOT began 
expanding internationally in 2006 after 
opening its first franchise store in Mon-
treal, Canada. Since then, it has become  
available around the globe and has entered 
the department store market. Its products 
are sold in Macy’s in the U.S., Edgars in 

South Africa, as well as Falabella in Chile, 
Peru and Colombia, and Douglas in Europe. 
This year, stores will open on Oxford Street 
in London and at Grand Canal Shoppes at 
The Venetian Hotel in Las Vegas.

The brand continually works with 
world-renowned makeup artists and color 
consultants to develop high-quality prod-
ucts. INGLOT offers the Freedom System, 
which allows users to mix and match their 
favorite products on a personalized, re-
usable, eco-friendly makeup palette. The 
magnetic palettes can accommodate up 
to 40 products for the face, eyes and lips, 
with a huge number of combination pos-
sibilities. The palettes can be refilled with  
new products.

Another popular product is the O2M 
Breathable Nail Enamel that allows oxygen 
and water permeability for healthier nails. 
Normally used for contact lenses, the high-
ly advanced polymer also helps spread the 
varnish while reducing film tightness.

All INGLOT cosmetics are produced 
in the European Union and 95 percent are 
manufactured in the company’s state-of-
the-art facilities in the city of Przemyśl. 
INGLOT is GMP (Good Manufacturing 
Practice) certified, to ensure the highest 
standards in production, control, storage 
and shipment of products. �

INGLOT

When cosmetics were scarcely available in 
communist Poland, a chemist decided to 

manufacture products and distribute them 
domestically. Some 33 years later, his cosmetics can 

be found on every continent.

ALL OF INGLOT 
COSMETICS ARE 
PRODUCED IN THE 
EUROPEAN UNION 
AND 95 PERCENT ARE 
MANUFACTURED 
IN THE COMPANY’S 
FACILITY IN POLAND. 

INGLOT has 
been the official 
makeup sponsor 
of 15 Broadway 
musicals in 
New York City, 
from “The 
Lion King,” to 
“The Phantom 
of the Opera,” 
“Mamma 
Mia!” and now 
“Chicago.”

Polish company  
with global brand  

awareness in the world  
of beauty
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HEELOK is worn on the outside of the 
shoe to protect the heel. The EUIPO-certi-
fied design is safe to use while driving and 
prevents the heel from being scuffed and 
dirtied, while also protecting the floor mat 
from being punctured. 

Created by longtime friends Anna An-
draszek and Beata Soltys, HEELOK is the 
first product released by their company, 
Soul Sisters. The product was concep-
tualized and produced in 2016 and the 
two hope to continue to produce sim-
ple, everyday solutions. Andraszek said 
the women came up with the idea after 
casually talking about the problem one 
evening. As car drivers, they were con-
stantly ruining their heels from rubbing 
them on the mat while using the pedals. 
The friction and dirt on the mat caused 
scuff marks and damage. 

The product consists of three parts: the 
shoe protector, heel clasp and ankle clasp. 
The heel is placed into the pocket at the bot-
tom and the wide protector runs up along 
the heel. The heel clasp can be adjusted 
based on the height of the heel. The strap 
is wrapped around the ankle and fastened. 
The clasp can be adjusted to provide a firm 
fit and ensure the product will not come 
undone, limit mobility or get tangled on the 
car’s carpet. Since it is entirely made of sil-

icon, HEELOK is comfortable to wear and  
is easy to clean. 

Women have tried to protect their fa-
vorite heels by changing into flats before 
driving, but shoes with complicated zip-
pers and buckles can make the process a 
hassle—especially in the tight confines of 
a car. The women who created HEELOK 
kept this struggle in mind when designing 
their product. “From the beginning we 
wanted it to be easy,” said Andraszek. 

HEELOK is currently only sold online 
and is available with clasps in three colors: 
pink, green and blue. Each set comes in a 
black carrying bag to keep in the car. It can 

be used for both covered and uncovered 
heels. The women said they would like to de-
velop a universal version in the future that 
could also be used with wedges and flats. 

What started as an idea discussed over 
wine, became a practical solution for wom-
en to protect their shoes. During the day, 
the women at Soul Sisters have their own 
separate careers; promoting and improv-
ing the HEELOK product is their passion, 
something they work on in their free time. 
“Many women just accept the idea that they 
have to ruin their shoes in the car, unaware 
that there is a solution to their problem - 
HEELOK,” said Andraszek. �

HEELOK

Two friends were tired of spending money on shoes 
only to see their beloved heels get scuffed, torn and 

ruined after driving their cars, so they decided to 
find a solution.

Shoe lovers develop 
a product to protect heels 

from being scuffed 
while driving

THE SILICON COVER 
IS SLIPPED ONTO 
THE HEEL AND THE 
BAND IS WRAPPED 
AROUND THE ANKLE 
AND CLASPED TO 
PROVIDE SAFETY 
AND COMFORT 
WHILE DRIVING.  

“Many women just accept 
the idea that they have 
to ruin their shoes in the 
car, unaware that there 
is a solution to their 
problem - HEELOK,”  
said Andraszek.
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MOKATE GROUP produces and exports 
brands of coffee, tea, cocoa, chocolate 
drinks, creamers and other instant bever-
ages. Since it was founded in 1927, the family 
business has opened two production plants 
in Poland and a coffee factory in the Czech 
Republic. Exports account for 60 percent 
of the company’s total sales and products 
are sold in over 60 countries in Central and 
Eastern Europe, Asia and Africa. In the past 
two years, Mokate was named “Leader of 
Polish Export” by the Association of Polish 
Exporters and its products have received 
numerous awards in industry competitions.

Mokate Group focuses on innovation 
and technology, as well as expanding pro-
duction. One of the brands, Loyd, offers a 
wide selection of premium teas from the 
black, fruit and herbal varieties. Minutka 
is one of the most popular black tea brands. 
Caffeterria Mokate has a rich assortment of 
coffee products from cappuccino to lattes. 
A separate business within the Mokate 
Group, Mokate Ingredients, deals with 
sales of ingredients for the food industry 
and supplies creamers for beverages, foam-
ing agents, toppings, drink mixes and vend-
ing products. 

CEO Adam Mokrysz belongs to his fam-
ily’s fourth generation at Mokate. After 

earning a doctorate in economics from the 
University of London and studying at IMD 
in Lausanne, he was a Mokate board mem-
ber responsible for international develop-
ment. His family is heavily involved in the 
group’s management. His parents, Teresa 
and Kazimierz Mokrysz, are members of 
the supervisory board, their daughter is 
the head of marketing and Adam’s wife  
overseas development of new products. 

Teresa Mokrysz drove the company  
toward success and was widely recognized 
by the business community. In 2000, she 
was named “The Most Entrepreneurial 
Woman in the World” by the International 
Association of Women Entrepreneurs and 
in 2004, the Polish president presented her 
with the Gold Cross of Merit and the Presi-
dent’s Business Prize.

The history of Mokate dates back to 
1900, when Józef Mokrysz opened a colo-
nial shop in a town located in what is now 
Czech Republic. After opening a concrete 
batching plant, the family business con-
tinued to expand for the next three gen-
erations. In 1990, the owner’s grandson, 
Kazimierz Mokrysz, took over with his wife 
Teresa and they changed the company’s 
name from Mokrysz to Mokate by incor-
porating both of their names (MOkrysz- 

KAzimierz-TEresa). Teresa changed the 
company’s line of business by introducing 
the production of coffee creamers.

Mokate then launched a brand of instant 
cappuccino which dominated the Polish 
market in 1994. Following its success over 
the years, larger plants were built, com-
plete with modern production facilities 
and warehouses. Mokate continued to 
export internationally and added instant 
coffee, hot chocolate and tea brands to its 
production. In 2009, Mokate created a fully 
integrated group of nine companies, with 
six locations outside of Poland. For years, 
their strategy for international markets has 
been based on four pillars: product inno-
vation, diversity of offer, building synergy 
in the product segments of B2B and B2C, 
and creating a sales network of local staff in 
every country. �

Mokate

For generations, this family coffee and tea business 
has been maintaining age-old traditions while also 

developing new and innovative beverages  
and products.

Family business 
becomes Polish 

leader in tea 
and coffee  

exports to CEE 

MOKATE PLANT IN 
USTRON. HERE THE
INTERNATIONAL 
EXPANSION OF  
THE COMPANY 
BEGAN.

MOKATE HAS BEEN 
A FAMILY BUSINESS 
FOR GENERATIONS.
PICTURED IS TERESA 
MOKRYSZ, OWNER OF 
MOKATE WITH HER
CHILDREN SYLWIA 
AND ADAM.

Mokate 
created a fully 
integrated 
group of nine 
companies 
with six 
locations 
outside of 
Poland.
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FIBARO is a manufacturer of connected 
hardware and software for the home—from 
advanced wireless solutions to smart home 
systems. FIBARO systems can control not 
only lighting and temperature, but also 
blinds, awnings, gates, alarms and moni-
toring systems. All devices connected to 
the system are controlled and managed 
using a computer, tablet or smartphone. 
Products are developed and produced in 
Poznań, Poland and are sold in more than 
100 countries. Established in 2010, the 
company has become a major competitor 
in the industry with its more affordable and  
easy-to-install solutions.

With more than 20 years of experience 
in the IT industry, CEO Maciej Fiedler 
founded the company and is actively en-
gaged in the design, production and sale 
of FIBARO systems. As a passionate elec-
tronics enthusiast, Fiedler worked in IT 
for many years and founded a company 
that specialized in providing wireless in-
ternet. In 2009, he began to search for an 
optimal solution for automated buildings 
and how to install them. He analyzed var-
ious systems on the market, but none of 
them met his requirements. He started by 
selecting the optimum technology for the 
system. With non-invasive installation and 
extensive integration capabilities in mind, 

he decided to use Z-Wave technology—the 
fastest growing transmission control pro-
tocol in the industry. Together with a group 
of graduates from the Poznań University of 
Technology, Fiedler developed the world’s 
shortest runtimes for on/off switches, dim-
mers and blind controllers. In addition, 
they developed sensors for temperature, 
smoke and flooding to control the home en-
vironment and detect problems. 

Today, FIBARO’s product portfolio con-
sists of 16 devices that are sold all over the 
world, including most European Union 
countries, Australia, Brazil, China, New Zea-
land and the United States. Labeled “Made 
in Poland,” the company aims to “think glob-
ally, act locally.” The company’s patented 
products simplify controlling household 
appliances, lighting and devices. Fibaro 
System’s installation process is non-invasive 
and does not require running meters of ca-
bles throughout the home. Using Z-Wave 
technology, the system can be controlled 

using virtually any mobile device and will in-
form the homeowner about the status of the 
home environment or any incidents. With 
window and door sensors, if a window is left 
open, the thermostat will automatically turn 
off the heat—lowering heating costs and sav-
ing energy. For those who don’t remember if 
they turned off the iron, the technology ena-
bles them to turn off the iron from anywhere 
in the world using a smartphone. Swipe Ges-
ture Controller is a device that gives users 
unlimited control of multiple home devices 
using hand movements like up or down, 
right or left and circles to turn on the lights, 
open the curtains and control other devices.

FIBARO has been widely recognized 
for its products and inventions. For its 
motion sensor, the company received the 
2015 CES Innovation Award in the United 
States. FIBARO has also received IF De-
sign awards, Good Design awards, and the 
CEDIA Manufacturers’ Excellence Award. 
FIBARO also participates in internation-
al fairs such as CEDIA, CES, CEBIT and 
MWC to expand their knowledge in terms 
of the Internet of Things and technological  
advancements. �

FIBARO 

Innovative tech company 
offers intelligent home 
system and advanced 
solutions

Within six years, 
FIBARO has become 
one of the leading 
global brands in  
the smart home  
system segment.

FIBARO SYSTEM 
ALLOWS 
HOMEOWNERS  
TO REMOTELY
CONTROL 
APPLIANCES USING 
A MOBILE DEVICE. 

THE COMPANY’S 
PATENTED 
PRODUCTS SIMPLIFY 
CONTROLLING 
HOUSEHOLD 
APPLIANCES, 
LIGHTING  
AND DEVICES.

FIBARO’S PRODUCT 
PORTFOLIO 
CONSISTS OF  
16 DEVICES THAT 
ARE SOLD ALL  
OVER THE WORLD.

FIBARO 
received the 
Innovation 
Award for its 
motion sensor 
at the 2015 CES 
Awards in the 
U.S.
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DAKO has developed a reputation for 
innovation, quality and workmanship as a 
manufacturer of a wide range of high-per-
formance PVC, wood, aluminum and steel 
products that meet global clients’ needs. 
The company continues to expand into 
new markets and its windows, doors, roll-
er blinds and garage doors are exported to 
more than 20 countries in Europe, the Mid-
dle East, Asia and North America. 

Combining components in a highly ef-
ficient operation requires cutting-edge 
machines. DAKO joinery is produced in a 
technological park which is one of the most 
innovative facilities of its kind. The pre-
cise, numerically controlled woodworking, 
milling, welding machines and saws ensure 
DAKO’s products are built to the highest 
standard. The company also has its own 
testing laboratory, powder paint shop and 
profile edge banding shop, ensuring full 
control over product quality.

DAKO had two production halls with a 
total area of 20,000 sqm, but in 2016 the 
company began to expand its infrastruc-
ture to accommodate an expanded range of 
products and increased sales.

To ensure the highest production stand-
ards, DAKO undergoes assessment, control 
and certification procedures. IFT Rosen-
heim, a well-regarded European research 
center, has certified DAKO products as com-
pliant with the highest European standards.

DAKO provides its clients with PVC, wood-
en and aluminum products available in many 
different colors and designs. DAKO windows 
are optionally equipped with thermal, ener-
gy-saving and acoustic insulation as well as 
anti-burglary protection. Apart from the in-
sulation and protection against the cold that 
are available in standard doors, DAKO doors 
offer many options such as a fingerprint read-
er. DAKO also produces roller blinds and 
garage doors with a variety of optional equip-
ment, including automatic controls.

DAKO’s HarmonyLine comprises win-
dows, doors, garage doors and roller blinds 
with a common design that emphasizes 
the individual character of a building. The 
company has also launched DAKO Smart 
Home – a system enabling programming 
and operation of any electric motor-driven 
equipment installed at home with a remote 
control, smartphone, tablet or computer. 

DAKO is heavily involved in marketing 
activities and big sports events in Europe. 
The brand was present at Wembley Sta-
dium during Ligue 1 handball matches 
and during Olympic qualifications for 
volleyball. However, as Jerzy Studziński, 
the chairman of DAKO board emphasiz-
es, a huge step was taken at the beginning 
of 2016 when DAKO became the official 
premium partner of Borussia Möncheng-
ladbach: “Sports give us this unique op-
portunity to convey the most important 
DAKO values to the European market. 
Stability, dynamic development, interna-
tional scope of action and the fact that DA-
KO offers the highest quality are reflected 
in important sporting events. We invest 
in the emotions that give us measurable,  
effective benefits.” �

DAKO

With the development of cutting-edge technology 
and clients’ expectations, 

DAKO has been providing its clients with 
high-quality windows, doors, garage doors 

and roller blinds since 1994. 

DAKO has been 
creating a vision 

of the perfect 
house for 

over 20 years
DAKO PRODUCES 
PVC, WOODEN 
AND ALUMINUM 
PRODUCTS IN 
VARIOUS COLORS 
AND DESIGNS.

IFT Rosenheim, 
a well-regarded 
European 
research center, 
has certified 
DAKO products 
as compliant 
with the highest 
European 
standards.
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FAKRO is a manufacturer and international 
distributor of roof windows. The company 
is one of the fastest growing in the industry. 
It sells its products in 50 countries and has 
about a 15 percent share of the global mar-
ket. Exports account for 70 percent of FAK-
RO Group sales. It operates 12 production 
companies and 16 distribution companies 
located in Europe, Asia and the Americas. 
FAKRO produced the first roof windows 
in the market to be TUV certified. In 2016, 
FAKRO won the Red Dot Design Award for 
its innovative flat roof windows.  

Founded in 1991, the small family com-
pany has evolved into an international cor-
poration. Twenty-five years ago, in Nowy 
Sącz, a city located near the Polish Tatra 
Mountains, founder Ryszard Florek began 
manufacturing roof windows. But before 
he started FAKRO, he raised the startup 
funds by first establishing a woodworking 
plant in his family town, Tymbark. Once he 
was able to prepare and professionally pro-

outwards to create access to the balcony 
opening. The company has also been sell-
ing attic stairs for several years and is one 
of the leading manufacturers in the inter-
national market.

Regardless of style or design, all FAK-
RO windows are equipped with FAKRO’s 
topSafe® system to provide effective protec-
tion against potential intruders. To provide 
a high level of safety, the external glass is 
tougher , while hinge and lock reinforce-
ments prevent the panel from being forced 
open if someone were to apply pressure 
with his or her foot. 

FAKRO relies on innovation, which is 
why it opened its own research and devel-
opment center where more than 100 engi-
neers design  new products. The company 
holds more than 140 patent applications 
and the company has developed new tech-
nology that has changed the roof-window 
industry. With a focus on ecology, energy ef-
ficiency and the intelligent home, engineers 

develop windows and accessories that are 
durable, safe and functional. 

FAKRO participates in international 
trade shows and continues to earn rec-
ognition domestically and abroad. Most 
notably, in 2011, President Bronisław Ko-
morowski presented the company with the 
Economic Prize of the President of Poland 
in the “Presence in the Global Market”  
category. �

FAKRO

The largest roof window manufacturer  
in Poland is becoming one of the most renowned 
producers in the world. It all began in Nowy Sącz  
in the early 1990s.

duce roof windows, his business took off. 
Today, FAKRO is one of the world’s leading 
producers of roof windows. 

Florek takes great interest in Poland’s 
economic development. He established the 
Think about the Future Foundation to pro-
mote “knowledge and understanding of the 
economy and free market mechanisms.” 

The company specializes in manufac-
turing wooden and aluminum-clad plastic 
roof windows as well as blinds, shutters, in-
stallation accessories, solar collectors and a 
wide range of other products. FAKRO roof 
windows are especially designed to illumi-
nate the room appropriately within the loft 
space. The frame allows for the influx of 
natural light while withstanding harsh con-
ditions and can be controlled manually or 
automatically. 

In addition to standard roof windows, 
FAKRO designed a window that opens 
onto a balcony. The upper top hung sash 
opens upwards while the lower sash tilts 

Polish 
manufacturer 
is a worldwide 
leader in the 
roof-window 
market

FAKRO WINDOWS 
ILLUMINATE 
LOFT SPACES AND 
PROVIDE A MODERN 
LOOK WITH ITS 
INNOVATIVE 
DESIGNS. 

FAKRO produced the 
first roof windows in 
the market to be TUV 
certified. 
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JEZIERSKI COMPANY is one of the leading 
manufacturers and distributors of premi-
um-class windows, with more than 30 years 
of experience in the industry. The com-
pany’s business strategy is based on three 
areas: business-to-business investments, 
development of a network of dealers that 
offer products to private customers, and 
exports—which now comprise almost 60 
percent of company revenues. Jezierski 
products are available in Ireland, Italy, Ger-
many and Australia.

“Years of experience combined with in-
novative and unconventional thinking are 
our advantages. We use the skills and prac-
tices developed in the company for years 
and improve them with new skills and solu-
tions, not necessarily coming directly from 
the joinery industry,” said Marek Grzegorz 
Sadek, owner of Jezierski.

Jezierski has built its competitive posi-
tion in the market with teamwork and care 
in selecting partners. “Innovation, continu-

ous technological development and invest-
ing in the workforce are the most important 
elements of Jezierski’s new strategy,” said 
Kamil Dąbrowski, director of operations. 
Company officials admit that it is often trad-
ers and sales representatives who inspire 
the company to develop new solutions. Jez-
ierski’s flagship product—the Ultra Passive 
window, is the best example.

The Ultra Passive window performs 
well in terms of thermal insulation and 
safety thanks to the Schüco 7-chamber 
system and the world’s first weldable Eth-
ylene Propylene Diene Monomer (EPDM) 
gaskets, which are extremely resistant to 
deformation. The seals provide maximum 
protection against wind, rain and noise. 
The windows meet the requirements of 
the German Institute for Window Tech-
nology IFT Rosenheim in the field of  
passive construction.

Jezierski’s factory is located near 
Kielce, in central-eastern Poland. Produc-

tion is fully automated, which guarantees 
high quality. For the corner window Jez-
ierski has been awarded with the “Dia-
mond in Joinery” during the 2015 Warsaw  
Build exposition.

In addition to PVC windows, the com-
pany offers a portfolio of sliding doors and 
accessories. The company offers a five-
year warranty on its products and works 
with the best components suppliers in the 
industry, including Schüco, Winkhaus, 
Saint-Gobain Glass, Glass Effect, Swisspac-
er and Hoppe. The company offers more  
than 40 colors.

In Jezierski’s development strategy, cus-
tomer service plays as significant a role as 
product quality. Premium product custom-
ers follow market trends, are well aware of 
the technical issues and have broad mar-
ket knowledge. This is an important factor 
both in the process of building a dealer 
network in Poland and finding suitable 
business partners abroad. Jezierski calls 

its foreign associates “ambassadors,” since 
they need to know not only about the com-
pany’s offer and adapt it to local conditions, 
but they must also share the brand’s values.

B2B investments also play a significant 
role in Jezierski’s business development 
strategy. The company is not only prepared 
to deliver the products, but also to provide 
installation services. Jezierski windows 
are used in office buildings, hotels, sports 
facilities and hospitals. Jezierski is the only 
company in Poland that offers inter-blinds. 
Blinds sealed in an airtight package shaft do 
not get dirty, so they are ideal for buildings 
with stringent sanitary conditions, such as 
medical facilities. �

Jezierski

Jezierski has been one  
of the leading window manufacturers  

and distributors in Poland  
for more than 30 years.

Windows 
manufacturer 

offers high-quality 
products

for demanding 
clients

Jezierski’s 
windows 
meet the 
requirements 
of the German 
Institute 
for Window 
Technology 
IFT Rosenheim 
in the field 
of passive 
construction.

KAMIL DĄBROWSKI, 
DIRECTOR OF 
OPERATIONS

INNOVATION 
2016/2017 – 
ULTRAPASSIVE.
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ŚNIEŻKA is a paint and varnish company 
that owns many of the leading brands on 
the Polish, Ukrainian, Belarusian and Mol-
dovan markets. The company has over 30 
years of experience and is currently one 
of the leaders in the industry in Poland in 
terms of quantity and value. Since paint 
production began in 1984, Śnieżka has 
opened five production facilities in Poland, 
Ukraine and Belarus. 

Śnieżka also owns the brands Magnat, 
Vidaron, Foveo-Tech, Beston and Proxi-
mal. Aside from being one of the only paint 
companies listed on the Warsaw Stock Ex-
change, Śnieżka is also the only company in 
the sector controlled by Polish capital. 

Piotr Mikrut has been the chairman of 
the management board at Śnieżka since 
2004. After graduating from AGH Univer-
sity of Science and Technology in Krakow, 
he worked at Śnieżka for a few years but 
then left and became CEO at 2M—a com-
pany that imports and distributes paints in 

the U.S. He later returned to Śnieżka and as 
CEO, was nominated for the Ernst & Young 
Entrepreneur of the Year award in 2009.

The company produces a range of paints 
and varnishes and specializes in emulsion 
paints, oil, solvent paints and putty sub-
stances. Additionally, the company pro-
vides customer assistance with selecting 
and applying products. 

In order to create innovative products, 
Śnieżka’s state-of-the-art research and 
development center helps the firm stay 
ahead of competitors and respond to mar-
ket demands. With an emphasis on inno-
vation, research and development enables 
the company to improve recipes and intro-
duce new products. 

Recently, the company’s “Śnieżka,” 
“Magnat” and “Vidaron” brands were rec-
ognized by the international organization 
Superbrands and the company regular-
ly participates in competitions outside  
of Poland. 

Śnieżka has valued community involve-
ment for decades and the company created 
the foundation “Your Opportunity” to aid 
hundreds of people and fund cultural activ-
ities, as well as the competition “Colourful 
Fields” to build sports facilities. For over 
10 years Śnieżka has been refurbishing 
and decorating children’s wards all over 
Poland. The program, “Children’s World 
in Color” aims to convert regular hospital 
rooms and corridors into colorful fairytale 
lands to provide comfort and distractions 
from treatments for the children. The pro-
gram has helped remodel 24 children’s 
wards in Poland since its inception. 

The company’s goal is to become the 
leader of the decorative paints sector in 
Central and Eastern Europe. With a par-
ticular focus on markets in Poland, Ukraine 
and Belarus, the company aims to boost 
sales by building and remodelling partner-
ship stores and improving its products us-
ing modern technology. �

Snieżka

Decorative 
paint  
company 
aims to take 
the lead in 
CEE market

ŚNIEŻKA ALSO 
OWNS THE BRANDS: 
MAGNAT, VIDARON, 
FOVEO-TECH,
BESTON AND 
PROXIMAL.

 The only paint company in the business  
sector controlled by Polish capital owns  
a research and development center to stay  
ahead of the competition. 

THE COMPANY PRODUCES  
PAINTS, VARNISHES  
AND PUTTY SUBSTANCES.

The company 
has over 30 
years of  the 
experience and 
is one of the 
leaders in the 
Polish industry  
in terms of 
quantity  
and value.

TIME FOR POLSKA
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REGALIA produces furniture and floors 
from recycled wood, bricks and metal. 
Handmade pieces are built by local crafts-
men using materials recovered from build-
ings destined for demolition. Stylistically, 
Regalia produces furniture according to 
traditional designs, where simplicity and 
nature create a unique, authentic effect. In 
addition to made-to-order furniture, Re-
galia also crafts interior elements such as 
tops, window sills, frames and doors using 
wood that is between 80 and 200 years old.

The company’s creations are built on the 
belief that “old is beautiful” and emphasize 
the importance of preserving forests by 
repurposing wood. Wojciech Sobieraski 
never intended to start a big business, but 
after launching Regalia in 2007, his furni-
ture company gained popularity through 
word of mouth. Now he is filling orders for 
restaurants, hotels and shops around Po-
land and abroad.

Regalia offers a unique “Unicorn” col-
lection, featuring one-of-a-kind furniture 
from coffee tables to consoles made using 
old wood, as well as repurposed iron and 
metal from railroads, sewing machines and 
wheels. Since the pieces are only composed 
of salvaged antique materials, no two are 
alike. One of these “unicorns” can be found 
at Thaisty Restaurant in Warsaw. The base 

of the solid wood table is an 80-year-old 
cast-iron agricultural machine. Another ex-
ample is an oak table combined with orig-
inal old metal parts and wheels that were 
carefully cleaned by hand.

The company offers pieces for every 
room in the home, from tables and bench-
es, libraries and shelves, to beds and side ta-
bles. On request, Regalia also designs prac-
tical interior elements such as stairs, frames 
for mirrors of paintings, wooden beams for 
ceilings, and kitchen tabletops. Regalia also 
obtains original bricks from the Warmia 
and Mazury region, which are then cleaned 
and can be used for walls, fences, fireplac-
es and other purposes. Regalia is the only 
furniture company in Poland that only uses 
recycled metal found in junkyards, demoli-
tion sites, barns and warehouses.

The story of Regalia began a year before 
its launch, when Sobieraski purchased a 
150-year-old house in Warmia, Poland. It 
was his dream home—located in the hills, 
surrounded by a forest, with a porch and 
brick walls. Unfortunately, the house was 
crumbling and needed to be dismantled 
and rebuilt. During reconstruction, any 
materials such as wood, tiles or bricks 
that were salvaged from the demolition 
were reused. However, not enough mate-
rials were saved to finish the rebuilding. 

Fortunately, he discovered excess build-
ing materials in his neighbor’s yard and 
found additional bricks, stones and planks 
from old residential buildings, barns and 
warehouses. By building his own home,  
Sobieraski learned how to identify the ori-
gin and quality of old bricks, tiles and wood, 
and also gained experience in naturally pu-
rifying and conserving such materials. Once 
the project was finished, he built on his phi-
losophy for using old, authentic materials  
by establishing Regalia.

From design and acquisition of ma-
terials, to production and completion, 
every step is undertaken by a local crafts-
man to ensure the customer receives a 
handmade, quality product, rather than 
something mass-produced. Regalia’s fur-
niture and designs are crafted in a small 
production facility and various stages 
of production are assigned to a specif-
ic, specialized craftsman. Materials are 
obtained manually from buildings set 
to be demolished to preserve as much of 
the wood and brick as possible. Regalia 
prides itself on reusing old materials, 
rather than freshly-cut wood, so as not to 
contribute to deforestation. Regalia does 
not use aging techniques on new wood—
that would go against their beliefs about 
using recycled materials. �

Regalia

After rebuilding his 
own house using 
recycled materials, one 
homeowner decided to 
prove “old is beautiful” 
by starting a furniture 
company that gives 
wood and bricks  
new life.

 Local craftsman  
creates furniture  

from recycled wood,  
brick and metal

LOCAL CRAFTSMEN 
USE OLD WOOD 
AND RECYCLED  
MATERIALS 
TO CREATE AN 
AUTHENTIC, 
RUSTIC LOOK.

Regalia crafts 
interior 
elements such 
as tables, chairs, 
window sills, 
frames and 
doors using 
recycled wood 
that is between 
80 and 200 
years old.
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VZÓR is a furniture company that produc-
es and sells armchairs based on the designs 
of Roman Modzelewski. Nearly 60 years 
after he designed the first fiberglass arm-
chair in Poland, his creations are being 
produced and sold throughout the country 
and abroad. Jakub Sobiepanek, a graduate 
of the Industrial Design department at the 
Academy of Fine Arts in Warsaw, founded 
the company in 2012 with his brother-in-
law Michał Woch. 

Sobiepanek came across Modzelewski’s 
designs in college when he wrote his Mas-
ter’s thesis on Polish industrial designs and 
the use of contemporary technology and 
materials. Fascinated with Modzelewski’s 
creations, Sobiepanek managed to buy the 
license to reproduce the armchairs and 
named the company “Vzór,” which is a more 
universal version of the Polish word “wzór,” 
which can be roughly translated as  “design.”  

Modzelewski was born in Lithuania 
in 1912 and was a painter, designer and 
teacher. He graduated from the Academy 
of Fine Arts in Warsaw and was a profes-
sor at the Łodz Academy of Fine Arts. He 
experimented with cubism, geometry and 
texture in his paintings and then began 
designing furniture in the 1950s. First he 
made chairs out of plywood and then he 
worked with plastic. Modzelewski’s paint-

ings and designs can be found in museums 
including the Museum of Art in Łodz, the 
National Museum in Warsaw and the Victo-
ria and Albert Museum in London. He died  
in Łodz in 1997. 

Each armchair model is named using 
Modzelewski’s initials and the year he de-
signed it. His most popular chair, RM58, 
was made of fiberglass—a first for Poland 
and the world. This was the only model 
that was produced in a small scale during 
his lifetime. Today, the chair is made of 
polyethylene and is available in classic high 
gloss or in a matt finish. 

Both RM58 models are created using a 
new technique called “rotational mould-
ing.” An aluminium form is filled with a 
sand-like powder in the desired color and it 
rotates while it bakes. As the powder melts, 
it sticks to the inside walls of the form. 
Once the object cools, it’s taken out of the 
form and is sanded and polished. Legs are 
screwed onto the finished product. Vzór 

was one of the first furniture companies in 
Poland to use this method. 

In addition to the iconic RM58, Vzór will 
begin to sell an armchair made of plywood, 
which won second place in the individu-
al furniture category at Warsaw’s Second 
All-Poland Exhibition of Interior Design, 
in 1957. The chair will also be available in a 
polycarbonate version. RM57 is the only up-
holstered armchair Modzelewski designed 
and will also be available for sale. 

In 2013, Vzór was awarded in the furni-
ture category at the World Interiors News 
Annual Awards in London. That same 
year, the RM58 armchair was awarded at 
the Łódź Design Festival as a “Must Have.”  
Resellers are found throughout Poland 
in major cities including Warsaw, Łódź, 
Poznań and Kraków. Sobiepanek said the 
company will primarily focus on producing 
armchairs that have already been shipped 
to clients as far away as South Korea and 
the Middle East. �

Vzor

In the late 1950s, a Polish artist 
designed a series of armchairs, but 
only a few were actually produced. 
That is, until 2012 when an art school 
graduate decided to start a company 
and bring the creations back to life. 

THE FIRST RM58 
ARMCHAIR ROMAN 
MODZELEWSKI 
DESIGNED WAS MADE 
OF FIBERGLASS.

Furniture company 
revitalizes artist’s  
armchair designs

IN ADDITION TO 
THE TRADITIONAL 
POLYETHYLENE 
CHAIRS, PLYWOOD
ARMCHAIRS WILL 
ALSO BE AVAILABLE 
SOON.

Each armchair 
model is 
named using 
Modzelewski’s 
initials and 
the year he 
designed it. 
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“NOTI is a good brand for young people 
who have already shopped at IKEA and 
want something more unique, durable and 
ambitious,” said marketing specialist Na-
talia Sochacka. In addition to individual 
clients, which make up 25 percent of their 
sales, NOTI furnishes hotels, restaurants, 
offices, health-care facilities, retail chain 
stores and malls.

As one of the only furniture compa-
nies with a team of top Polish designers, 
collections are diverse but always sim-
ple, multifunctional, comfortable and 
durable. The award-winning artists have  
curated exhibitions, lectured at Polish and  
international universities and now work 
closely with NOTI to create original pieces 
of furniture. They are fully involved with the  
production process. Peter Kuchciński, 
Tom Rygalik, Krystian Kowalski and Doro-
thy Koziara are just a few of the designers 
who create furniture for the brand and 
won many awards.  

Once a designer presents a preliminary 
drawing, a technical drawing is created 
and materials are selected. A prototype 
is built, which allows designers to refine, 
improve and test the products, which 
are all made with wood or metal. Seats, 
backrests and armrests are Polyethylene 
and are produced using the rotational  
molding  method. 

Textiles are designed with functionality 
and durability in mind. What distinguishes 
NOTI from other furniture brands in the 
market is the upholstery fabric. Materials, 
including natural Italian leather, are im-
ported from suppliers including Kvadrat, 
Svensson, Gabriel and Camira to ensure de-
signs are unique and durable. 

In search of fresh ideas and new tech-
nological solutions, NOTI connects with 
young designers by organizing workshops 
and contests at the University of Arts in 
Poznań. Winners have a chance to see their 
designs implemented. 

In 2016, NOTI won its third Red Dot 
Award, this time for the TULLI armchair 
designed by Tomek Rygalik in the catego-
ry: Product Design Living Room and Bed-
rooms. Participants from 57 countries en-
tered over 5,200 products in the category 
and only the best received the quality seal 
from the international Red Dot jury, which 
was composed of 41 experts. With its recent 
success abroad, NOTI aims to expand ex-
ports to England, Ireland, Switzerland and 
other European countries. �

NOTI

After already leading 
an office furniture 

business, one expert 
brought together top 

designers to create 
elegant, durable pieces 

that would stand  
the test of time. 

NOTI is a furniture company that designs 
and manufactures pieces for homes, of-
fices and public interiors. The Polish firm 
offers modern collections that include 
sofas, beds, armchairs, chairs and tables. 
Using the finest materials and contempo-
rary textiles, NOTI creates durable, unique 
products that are displayed in show-
rooms in Poland, Belgium, Germany, the  
Netherlands and Sweden. 

With over 30 years of experience in 
the industry, CEO Ryszard Balcerkiew-
icz launched NOTI in 2005 after already 
owning office furniture company Balma.  
Balcerkiewicz realized there were no 
brands on the market that presented col-
lections in which office furniture was 
paired with soft furniture such as sofas and 
armchairs. He resigned as CEO of Balma to 
pursue this project and partnered with Jer-
zy Langier and Tomasz Augustyniak. Peter 
Kuchciński designed the first set for the 
newly established furniture brand. 

“NOTI is a good brand for 
young people who have 
already shopped at IKEA 
and want something 
more unique, durable 
and ambitious.”

Award-winning Polish 
furniture company finds  

international success

NOTI FURNITURE 
AND COLLECTIONS 
ARE DESIGNED BY 
AWARD-WINNING 
POLISH ARTISTS. 
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MALWINA KONOPACKA is a designer, illus-
trator and graphic artist based in Warsaw, 
but her art is not merely displayed in galler-
ies and published in magazines. Her limit-
ed-edition vase collections are three-dimen-
sional works intended to serve a purpose in 
addition to being eloquent decorative pieces. 

Konopacka was always surrounded by 
art and she found it fascinating from an early 
age as her father was an art historian. After 
studying design and art history in Warsaw, 
Konopacka ventured across the border to 
Berlin where she studied illustration. In-
spired by the simplicity and freedom of ex-
pression found in German designs, Konopac-
ka began creating illustrations based on her 
own artistic decisions. She realized that art-
ists have a huge amount of freedom to create, 
as long as they do so with conviction. To devel-
op her own style, she combined the art of sim-
ple design that she learned in Warsaw with 
her own interpretations, embellishments  
and illustrations. 

After college, Konopacka returned to War-
saw and worked as an illustrator. Her work 

has been featured in magazines such as Elle, 
Machina, Podróże, Gaga, Architektura, and 
Przekrój. She regularly contributes to pub-
lications including Dwutygodnik, Kikimora, 
and Zwykłe Życie. She has also worked with 
publishing houses Lampa and Iskra Boża. 
Her work has been displayed at exhibitions in 
Poland, Milan, London, New York and Tokyo.

Konopacka put aside creating illustra-
tions for publications to focus on her other 
projects, one of which is an annual calendar, 
as well as a book she plans to illustrate next 
year. However, for the past two years, she has 
been designing decorative vases. 

She made a simple vase in a college pot-
tery class, but a few years later she came up 
with the idea of painting a colorful design 
on it. Since then, she has developed a line of 
unique and modern hand-painted ceram-
ic vases. Her two collections, “Cobalt” and 
“Jungle,” are part of the OKO, or “Eye” series. 

The creation of one vase is a multistep  
process that requires time and precision.  
Following traditional methods, plaster 
is poured into a mold and left to harden 

for two days. The formed mass is then 
smoothed, cleaned and placed in a kiln. 
Once the paint and designs are applied to 
the vase, it is glazed and fired in the kiln 
again. Although the process is time-con-
suming and laborious, Konopacka said she 
likes it, because nothing can be sped up or 
bypassed. For hundreds of years, the pro-
cess has looked the same.   

One of the distinguishing characteristics 
of Konopacka’s collections are the depres-
sions in the vases’ surface. First seen in the 
OKO collection, in which eyes are painted 
in the recesses, the curved indents create 
an unpredictable, unique design element.  
Distortions in the vases are either painted or 
left blank depending on the design. 

Konopacka aims to continue to design 
new, thought-provoking collections for the 
OKO series and plans to participate in col-
laborations, exhibitions and publications all 
over the world. �

Malwina Konopacka 

Artist Malwina Konopacka turned a forgotten 
pottery class project into a successful line of 
modern home décor.

Established 
illustrator switches 
from paper to 
ceramics 

One of the distinguishing characteristics 
of Konopacka’s collections are the 
depressions in the vases’ surface.

KONOPACKA’S 
JUNGLE 
COLLECTION 
CONSISTS OF 
20 INDIVIDUAL 
LEAF-MOTIF VASES–
PALMS, BANANA 
TREE, CACTI, AND 
SOME ABSTRACT 
PATTERNS. 
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ELEPHANT is a startup company that  
designs safety solutions. Its first product, 
Elephant Door, is the first smart door alarm 
intended for apartments. Although the de-
vice won’t hit the market until November 
2016, it has already gained interest interna-
tionally. After winning six startup competi-
tions abroad, the company partnered with 
Microsoft to perfect the technology; the 
product is highly anticipated.  

Millions of people live in apartments, 
yet satisfactory security systems for this 
type of dwelling can be hard to come by. 
CEO and founder Radek Pallach realized 
this after a friend recounted a break-in at 

her apartment. Pallach, who is CEO of K&Y 
Innovation Agency with experience in busi-
ness and technology, decided to form a task 
force dedicated to developing a product 
that would protect apartments. 

While traditional alarm systems are 
costly and require complicated installa-
tion, Elephant Door costs as much as six 
times less and can be mounted in minutes 
without any tools. A magnetic attachment 
is affixed to the apartment door and the 
alarm is attached by a magnetic plate. The 
alarm can be disarmed when not in use, and 
stored or packed up when tenants move. 

Elephant developed a technology called 

Smart Warning System. Using sensors and 
algorithms, the device can detect and deci-
pher if there is a threat. An accelerometer 
detects vibrations and a gyroscope detects 
motion. The device is programed to distin-
guish break-in attempts from actual break-
ins. When a threat is detected, the 110-dec-
ibel alarm sounds and a notification is sent 
to the owners’ smartphone through the El-
ephant mobile app. The app also allows us-
ers to activate or deactivate the alarm, pro-
vides useful advice on how to proceed if a 
break-in occurs and can send notifications 
to family, friends or neighbors if the user 
chooses to add their contact information. 

Pallach said the idea behind the “ele-
phant” company identity came from the 
animal’s intelligent, caring nature and the 
belief that elephants bring good luck. He 
said that he hopes the alarm will be set off 
by an actual break-in, but if it does happen, 
the burglar will hopefully be discouraged 
from entering the home. He hopes people 
will rely on their neighbors to call the po-
lice or investigate if the alarm sounds and 
the tenant is not home.   

Elephant presented its product to com-
panies such as Google in Silicon Valley 
and at Stanford University. Although the 
launch will begin in Poland, the company 
has already received orders from San Fran-
cisco to Tokyo. Pallach said creating a sim-
ple, effective affordable device will allow 
more people in the world to live worry-free. 
“Times are strange and there’s a lack of 
solutions,” said Pallach. “People don’t feel 
safe. Elephant is trying to help regular peo-
ple with a super useful device.” �

Elephant

Startup company partners 
with Microsoft to produce 
first smart alarm for 
apartments After a friend’s apartment was 

broken into, this company’s team 
designed a device to keep people 
and their belongings safe no matter 
where they live. 

THE DEVICE CAN 
BE CONTROLLED 
USING A MOBILE 
APPLICATION OR 
REMOTE.

USING SENSORS 
AND ALGORITHMS, 
ELEPHANT DOOR 
CAN DETECT AND 
DECIPHER IF THERE 
IS A THREAT. IF ONE 
IS IDENTIFIED, THE 
ALARM WILL SOUND. 

While 
traditional 
alarm systems 
are costly 
and require 
complicated 
installation, 
Elephant Door 
costs as much 
as six times 
less and can 
be mounted in 
minutes without 
touching any 
tools.
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THE ADAMED GROUP is a pharmaceu-
tical and biotechnology company that 
manufactures and distributes products 
worldwide. With a portfolio consisting of 
over 250 products sold in nearly 60 coun-
tries, the company is one of the 10 largest 
pharmaceutical companies operating in 
Poland. Over the last 16 years, Adamed has 
invested 225 million euros in research and  
development and holds  94 pharmaceuti-
cal patents. 

The company’s strong position is built 
on an innovative approach shared not only 
by the management board but also 1,600 
employees. More than 150 scientists from 
leading Polish academic centers collabo-
rate with the Adamed Group in the search 
for effective therapies. 

Adamed produces medications that 
focus on 14 therapeutic areas, including: 
allergology and pulmonology, angiology, 
antibiotics treatment, diabetology, gastro-
enterology, gynaecology, cardiology, pain-

killers, neurology, ophthalmology, demen-
tia medication, psychiatry, rheumatology 
and urology. Adamed operates one of the 
first biotechnological and bio-fermentation 
lines in Poland, its own genetically mod-
ified organisms (GMO) lab and a panel of 
cancerous cell lines which was designed by 
the American National Cancer Institute to 
research cancer-fighting particles. 

Adamed was established in 1986 by Dr. 
Marian Adamkiewicz, who opened the 
company’s first manufacturing plant. In the 
early 2000s, Adamed was granted the EU’s 
Good Manufacturing Practices (GMP) cer-
tificate, which allowed the company to ex-
port pharmaceuticals throughout Europe. 

The Adamed Group was founded in 
2010 after Adamed acquired Polfa Pabian-
ice and Agropharm (now called Adamed 
Consumer Healthcare). After years of re-
search, Adamed began the ONCOTRAIL 
project in 2015 to perform the initial phase 
of clinical trials for an anti-cancer mol-

ecule. This year, Adamed opened an ad-
vanced research and development center 
to further improve the medicines currently 
available on the market and research new 
therapies and solutions for oncology and 
central nervous system diseases. 

Maciej Adamkiewicz is a certified sur-
geon and has been the company’s President 
of the Board since 2000. He is a member of 
the International Urogynecological Associ-
ation and the Polish Meno and Adropause 
Association. He has been published in Polish 
and international medical journals, includ-
ing the International Uroginecology Jour-
nal. Adamkiewicz was awarded the Cross of 
Merit by the President of Poland. His wife, 
the medical doctor, Małgorzata Adamkiew-
icz Ph.D., is the CEO of Adamed Group and 
the vice president of Adamed Pharma. She 
has been working at the company since it 
was founded and is responsible for the R&D 
department and researching new drugs. She 
too was awarded the Cross of Merit. 

Over the years, Adamed received nu-
merous awards for its research and posi-
tion on the market. In 2008, Adamed was 
named “Most Innovative Company in Po-
land” by the Institute of Economics of the 
Polish Academy of Sciences as well as “Most 
Innovative Company in the Healthcare Sec-
tor” and in 2009, was recognized for receiv-
ing the highest number of patents in that 
year. The company was listed as “Business 
Leader” of the pharmaceutical industry by 
Forbes Magazine in its “Business Leaders 
2009” ranking. The Adamed Group was 
named the “Market Innovation Leader” 
and won both the “Reliable in Business 

Award” as well as the “WPROST Innova-
tor Award” in 2012. Most notably, Adamed 
was nominated for the Economic Award of 
the Republic of Poland in the “Innovation” 
category—the only Polish pharmaceutical 
company to be nominated. 

Thanks to its achievements, Adamed is 
Poland’s ambassador worldwide proving 
high skills, experience and talent of Polish 
scientists.  Additionally, the Adamed Group 
Foundation creates educational programs 
aimed at young talented students. �

The Adamed Group

Polish pharmaceutical 
and biotech company 
meets the challenges 
of modern medicine

With over 30 years of experience 
of developing pharmaceuticals, 
this company is using cutting-edge 
technology and research to tackle 
chronic illnesses. 

ADAMED GROUP’S 
R&D CENTER IS
LOCATED AT ITS 
HEADQUARTERS IN
WARSAW, POLAND.

Adamed has 
invested 225 
million euro 
 in research and 
development 
and holds 
more than 94 
pharmaceutical 
patents. 
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MEDIVIO is a certified teleconsultation 
platform which allows patients to consult 
with doctors audio-visually, order prescrip-
tions, view electronic medical records and 
other services using an application on a 
smartphone, tablet or computer. Doctors 
can virtually examine and diagnose pa-
tients during personally designated work 
hours and have the opportunity to provide 
health services from anywhere. Since the 
platform increases the availability of doc-
tors for patients, it could potentially change 
the European healthcare system. In Octo-
ber, the company was invited to present 
its solution to the European Commission, 
including members of the Committee on 
Industry, Research and Energy, and the 
Committee on Environment, Public Health 
and Food Safety.

Medivio was developed in cooperation 
with Silvermedia, a leader in telemedical 
IT solutions in Poland, and the Adamed 
Group, a Polish pharmaceutical and bio-

tech company. Silvermedia creates tools to 
manage medical processes and its projects 
combine academic research and medical 
practice with specialists in the computer 
science and biomedical engineering fields. 
The company develops applications that 
focus on data collection and processing 
and over the past 14 years, Silvermedia has 
designed several telemedical solutions. Sil-
vermedia won the Polish Innovation Award 
in 2015 in the “Innovative Company” cate-
gory for Medivio. 

Adamed Group was established over 30 
years ago; it manufactures and exports 250 
patented products to 60 countries. The 
company conducts its own research and 
development activities, while also partner-
ing with leading universities and research 
institutes worldwide.

With Medivio, a doctor is always with-
in reach for patients with chronic illness-
es. The service offers platforms for three 
specialties: Cardiology, for those with 

problems such as cardiac arrhythmias, 
hypertension or a history of heart trouble; 
diabetology for those with diabetes, gesta-
tional diabetes, hypoglycemia or hypergly-
cemia; and psychiatry. 

A premium subscription to Medivio in-
cludes a comprehensive set of benefits and 
services. Rather than making a trip to the 
doctor’s office, patients have access to ex-
pert advice through video chat or a phone 
call. Users can schedule an appointment 
for a teleconsultation or physical visit and 
can also order and manage prescriptions 
within the Medivio application. As an add-
ed feature, patients can use external meas-
urement devices available in Medivio’s  
online store to relay vital information to 
their doctors, such as blood pressure, glu-
cose levels or their blood’s oxygen satura-
tion. Medivio allows patients to have con-
stant access to their own medical records 
and, as a certified medical device class 2A 
(ISO 13485), medical data is guaranteed to 

be securely stored. With consistent moni-
toring, supervision and medication man-
agement, people with chronic illnesses will 
receive the treatment they need, resulting 
in fewer trips to traditional healthcare 
centers and fewer hospitalizations. 

For doctors, Medivio provides full flex-
ibility in determining work hours and lo-
cation, as well as extra income. By using  
Medivio, doctors gain quick access to pa-
tient files, can easily share records with spe-
cialists and view results. Medivio offers an 
educational center for doctors to help them  
get started. �

Medivio

Certified 
telemedical 
consultation 
service remotely 
connects patients 
and doctors

A Polish telemedical clinic has the potential to 
revolutionize the European healthcare system by 
providing virtual consultations with doctors from 
anywhere in the world. 

MEDIVIO’S MOBILE 
APPLICATION 
ALLOWS DOCTORS 
TO MANAGE 
HEALTH RECORDS, 
SCHEDULE 
APPOINTMENTS  
AND CONTACT
THEIR PATIENTS.

With Medivio, a doctor 
is always within reach 
for patients with chronic 
illnesses.

6766



TIME FOR POLSKA

DOCPLANNER is an online booking plat-
form for healthcare appointments and 
a clinic management software provider. 
Patients can easily find and book appoint-
ments with local healthcare providers  
online and medical professionals can man-
age their profiles by responding to reviews 
submitted by patients. Based in Poland, 
with offices in Warsaw, Barcelona, Istan-
bul and Rome, the company has more than 
250 employees and is used by doctors and 
patients in over 30 countries. This makes 
DocPlanner Europe’s biggest booking plat-
form. Every month, more than 17 million 
patients visit DocPlanner where they can 
search through a list of over five  million 
medical professionals. The cloud-based 
software provider is the market leader in Po-
land, as well as Italy, Turkey, Spain, Brazil,  
Mexico and Argentina. 

Private healthcare providers—which 
include individual doctors, dentists, di-
eticians, psychologists and other health-

care professionals in small and large clin-
ics—use the comprehensive platform to 
manage their patients and improve the 
functioning of their clinic. Professionals 
create an online calendar which allows pa-
tients to select the location, date and time 
of their visit. DocPlanner improves clinic 
administration by providing a personal 
tele-assistant for incoming calls and by 
sending automatic appointment remind-
ers to patients. Patients can book a visit 
online in minutes, read and write reviews 
about professionals, receive confirma-
tion and reminder text messages and keep 
track of their appointments by creating 
a free account. More than 1 million visits 
have already been booked on the platform. 
DocPlanner also allows visitors to post a 
medical question and receive an answer 
from an expert for free.

In 2016, DocPlanner raised $20 million 
in Series C funding led by Target Glob-
al, as well as ENERN Investments and 

EBRD--raising its total funding to $34 mil-
lion, the largest amount ever raised by a  
Polish company from venture capital funds. 
The company is also on its way to becom-
ing the world’s biggest online healthcare 
booking platform after merging with its 
Spanish-based competitor, Doctoralia.com  
this past June. 

“We have the ambition to become the 
clear number-one global online platform 
for healthcare. The focus now is on build-
ing a stronger global presence—bolstering 
positions in key markets: Poland, Italy, Tur-
key, Spain, Brazil and Mexico. The presence 
and usefulness of healthcare platforms is 
gradually being recognized by doctors and 
patients in a growing number of countries,” 
said Mariusz Gralewski, founder and CEO 
of DocPlanner. “In our key markets we are 
actively growing the supply of doctor cal-
endars available to patients online and are 
focusing on delivering a top-quality experi-
ence for both sets of users.”

Gralewski founded DocPlanner in 2012 
after acquiring the Polish domain ZnanyL-
ekarz.pl—a service that allowed patients to 
rate and review doctors. He redesigned the 
website and added the appointment book-
ing functionality. Through a combination 
of acquisitions and organic expansion, he 
has built DocPlanner into one of the big-
gest global players in the online healthcare 
booking sector. Previously, while studying 
computer science at the Technical Univer-
sity of Warsaw, he cofounded the Polish 
professional networking site GoldenLine. 
As an entrepreneur with a deep interest in 
technology, he is an advisor to and investor 
in companies such as Positionly, Brainly, 
Typeform and Preply. �

DocPlanner 

A fast-growing online appointment booking 
platform is dominating the European market after 

a major fundraising effort and big acquisitions.
CEO MARIUSZ GRALEWSKI FOUNDED 
DOCPLANNER IN 2010 AND AIMS  
TO BE THE NUMBER ONE ONLINE 
HEALTHCARE PLATFORM.

DocPlanner 
connects healthcare 

professionals and 
patients through an 

online platform

DOCPLANNER IS ONE OF THE BIGGEST 
PLAYERS IN THE ONLINE HEALTHCARE 
BOOKING SECTOR AND CONTINUES TO 
EXPAND ITS SERVICES WORLDWIDE.

The fast-growing 
company raised $34 
million in funding—
the largest amount 
ever raised by a Polish 
company from venture 
capital funds.
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BRASTER is the only company in the world 
that has developed a proven method for the 
manufacturing of liquid crystal matrices 
used for breast cancer detection. A team of 
Polish researchers has developed a medi-
cal thermographic testing device used for 
imaging and recording temperature dis-
tribution in the breasts. The temperature 
anomalies may be a sign of a developing  
malignant tumor. With this effective, 
non-invasive tool, women can screen their 
breasts in the comfort of their own home. 
The company’s key technologies are pro-
tected internationally by patents in 45 
countries, all European Union member 
states, as well as Australia, Brazil, Canada, 
China, India, Russia and the United States.

According to the American Cancer  
Society, a case of breast cancer is diagnosed 
every 19 seconds. It is the most common 
type of cancer in women. Even women who 
have no family history of breast cancer or 
a genetic predisposition should perform  
regular screenings. With BRASTER, the 
examination is completely painless and 
non-invasive. The whole procedure is very 
easy to perform and takes only about 15 min-
utes. Screenings should be done month-
ly, in addition to regular mammography 
and ultrasound examinations performed  
by a  professional.

To simplify the self-examination pro-
cess, BRASTER created a mobile applica-
tion that guides users through the screen-
ing steps and allows them to view their 
results, which are based on automatic, algo-
rithm-generated interpretations of thermo-
graphic images. If users have any doubts, 
qualified experts are available to answer 
questions and provide advice.

A group of researchers led by Henryk 
Jaremek, Ph.D., began to develop the de-
vice in 2007. They cooperated closely with 
engineers from the Military University 
of Technology and doctors from the Mili-
tary Institute of Medicine in Poland. Once 
BRASTER was established as a compa-
ny in 2008, clinical trials of the medical  
device began. 

CEO Marcin Halicki, who is the cofound-
er and president of the Polish Association 
of Healthcare Employers within the Em-
ployers of Poland, joined BRASTER in 2014 
and under his leadership and change in 
strategy, within just 2 years BRASTER de-
veloped a finished product: it is already on 
the market in Poland.

BRASTER’s researchers developed a 
solution called liquid-crystal contact ther-
mography, in which they applied the liq-
uid crystal compounds to picture thermal 
changes that occur in the body when tum-

ors form. Since cancer cells show a higher 
metabolism rate than other cells, they form 
areas of increased temperature which can 
be recorded by the BRASTER device. The 
patented system then interprets the images. 

BRASTER has received a number of 
awards, such as the Golden Laurel of In-
novation from the Polish Federation of 
 Engineering Associations, Market Leader 
of Innovation awarded by the Gazeta Praw-
na daily, and distinction in the competi-
tion “Polish Product of the Future” organ-
ized by the Polish Agency for Enterprise  
Development. �

BRASTER

Polish scientists have 
developed the first 
patented device that 
enables women to 
perform regular self-
examinations at home 
and detect early stages 
of breast cancer.

Scientists develop 
revolutionary 
self-examination 
device to detect 
breast cancer

BRASTER has received  
a number of awards such  
as the Golden Laurel  
of Innovation presented  
by the Polish Federation  
of Engineering Associations.

HENRYK JAREMEK, 
PH.D. LED A TEAM OF 
RESEARCHERS WHO 
DEVELOPED THE 
DEVICE.  
 
 

THE EASY-TO-USE 
MEDICAL DEVICE
ALLOWS WOMEN  
TO PERFORM 
REGULAR 
SCREENINGS
AT HOME.

PRESIDENT 
MARCIN HALICKI’S 
STRATEGY CHANGE 
RESULTED IN A 
MARKET-READY 
PRODUCT WITHIN 
TWO YEARS.
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NANOSANGUIS is a company that is devel-
oping the world’s first safe and effective red 
blood cell substitute at the Laboratory of 
Biomedical Engineering. The project was 
started by a team of Ph.D. candidates at the 
Warsaw University of Technology who were 
researching oxygen therapeutics. Consid-
ering the donor blood deficit will reach 3 
million units of blood by 2030, NanoSan-
guis’ artificial blood supply could cover this 
shortage and save lives. With funding from 
investors, NanoSanguis launched into cre-
ating a substitute for human blood for use 
in transfusions. The company took part in 
the “Start-ups in the Palace” event and pre-
sented its project to the President of Poland  
Andrzej Duda. The firm was nominated for 
the 2016 Central European Startup Awards 
in the category “Best Social Impact Startup.”

 The company was created by biotech-
nologist Agata Stefanek and Professor 
Tomasz Ciach at the Warsaw University 
of Technology. CEO Stefanek researched 
synthetic blood as part of her doctoral dis-
sertation at WUT and her results were so 
good that she decided to continue her work 
by starting NanoSanguis. She specializes 
in tissue engineering, cell encapsulation 
and designing artificial organs. Professor 
Ciach has over 20 years of experience in the 
industry and 20 patents. A nanotechnology 

expert and professor of chemical and pro-
cess engineering at WUT, he is the author 
of over 50 publications and is a consultant 
for numerous major medical and research 
companies. In 2015, NanoSanguis received 
investment funds from Start Venture 
Poland and Giza Polish Ventures, which 
helped them launch the company and con-
tinue working on the project.

NanoSanguis focuses on developing red 
blood cell substitutes, synthetic oxygen 
carriers, oxygen therapeutics and biotech-
nology. The aim of the project is to refine 
and commercialize the transportation of 
oxygen to all cells in the body—a task that is 
carried out by red blood cells. The compa-
ny’s substitute for red blood cells is based 
on a synthetic substance that can carry and 
release oxygen. 

This artificial oxygen carrier is not 
assigned to the blood group, making it  
versatile and can be administered to any 
patient. The blood is prepared under sterile 
conditions, which means it does not need to 
undergo testing for diseases such as HIV 
and hepatitis C. Donor blood transfusions 
save countless lives, but 1.3 million pints of 
donated blood goes bad every year. Unlike 
natural blood, which has a 40-day shelf 
life, artificial blood can be stored for a long 
time—even for one year. Transfusions of  

artificial blood do not violate the princi-
ples of religions that are opposed to natural 
blood transfers.

The scientists at NanoSanguis em-
phasize that their synthetic blood is not 
intended to replace natural blood, but to 
help the rest of the blood until new cells are 
produced. In cases of major blood loss, the 
volume is typically made up using dextran 
solution or saline, but sometimes that is not 
enough to allow normal oxygen transport. 
That is why NanoSanguis’ artificial blood is 
so valuable. NanoSanguis’ innovation can 
also be used for the perfusion and trans-
port of organs for transplant. Many trans-
plants end with organ failure because of the 
non-physiological transport conditions; 
however, applying oxygen therapy to organ 
transport systems can help regenerate the 
organ before the transplant. �

NanoSanguis

A biotechnologist’s doctoral research led  
to the creation of a company dedicated to
developing commercialized artificial blood.

Artificial blood 
developed by

Polish researchers 
has potential to 

save countless lives

NanoSanguis 
took part in the 
event “Start-ups 
in the Palace” 
and presented 
its project 
to the President 
of Poland 
Andrzej Duda.

CEO AGATA 
 STEFANEK’S DOC-
TORAL RESEARCH 
ON SYNTHETIC 
BLOOD LED TO  
THE CREATION  
OF THE COMPANY  
NANOSANGUIS.
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ASSECO has developed technologically 
advanced software solutions for all key 
sectors of the economy for more than 25 
years. It provides software and IT services 
to more than half of the banks in Poland, 
many of the largest Polish firms in the en-
ergy, telecommunications, financial and 
healthcare sectors, and it is the main play-
er in the public administration segment. It 
is also the largest IT company listed on the 
Warsaw Stock Exchange, with a market 
capitalization exceeding 1 billion euro. In 
2015 Asseco Group was ranked the sixth 
largest software vendor in Europe in the 
Truffle 100 ranking.

Asseco Poland leads Asseco Group, a fed-
eration of companies in more than 50 coun-
tries, with nearly 21,000 employees. Part of 
its strategy is M&A activity. The company 
has completed more than 60 mergers and 
acquisitions over the past decade, enabling 
it to expand rapidly into international mar-
kets. With a presence in most European 
countries, Israel, Japan, the United States 
and Canada, the company continues to grow. 

Adam Góral, CEO and co-founder of 
Asseco, said, “The essence of develop-
ment through acquisitions is not only geo-
graphic expansion, but also increasing the 
sectoral competence of the entire Asseco 
Group. Appearing in a new country, we 
draw on the knowledge and practices of  
local professionals.”

Góral graduated from the Kraków Uni-
versity of Economics, where he majored 
in economic cybernetics and IT. He then 
earned a doctorate in economics. After 
lecturing at Maria Skłodowska-Curie Uni-
versity in Rzeszów, Góral was involved with 
the Polish-American Project of Creating 
Entrepreneurship Institutes in Poland. He 
co-founded Asseco in Rzeszów in 1991. As 
CEO, he’s responsible for Asseco Group’s 
development and strategy. Góral’s career 
in computer science started with projects 

computerizing administrative functions 
for the banking sector. In the mid-1990s, 
each branch of a given bank tended to have 
its own system. His solution was to stand-
ardize account charts. 

With a focus on emerging markets, As-
seco has acquired companies in Russia, 
Georgia and Kazakhstan, among others. 
According to its international development 
strategy, Africa is one of the company’s key 
markets. Asseco has already signed the big-
gest contract ever for a Polish IT company 
in Africa – to computerize Ethiopia’s energy 
sector. Last year it also acquired a company 
that provides software solutions for banks 
in Angola, Mozambique and Cape Verde. 

Asseco Group invests in R&D and in 
new, innovative solutions. In 2015 alone 
it allocated 136 million złoty in Poland 
and 508 million złoty in the whole Group. 
Asseco was recognized by the European 
Commission in its 2014 EU Industrial R&D 
Investment Scoreboard. Out of the four 
Polish companies in the listing, Asseco was 
ranked the highest. Asseco also cooperates 
with various universities, including the 
Rzeszów University of Technology and the 
University of Information Technology and 
Management to offer lessons, internships 
and projects. The company is also one of 
the founders of the Podkarpacki Business 
Club, one of the most active business organ-
izations in Poland. It brings together more 
than 600 companies. �

Asseco

Thanks to the high-
level products and 
through M&A activity, 
Asseco has become the 
biggest software house 
in Poland and one of 
the largest in Europe.

Largest Polish 
technology company 
continues to 
expand globally

Asseco has developed 
software solutions 
for more than 25 years.

ADAM GÓRAL, CEO 
AND COFOUNDER 
OF ASSECO.
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BATIM is an international transportation 
and freight forwarding company that de-
livers orders to European Union countries. 
Nearly 70 percent of the company’s revenue 
is generated by activity outside of Poland—a 
large part is generated just by transport 
to the United Kingdom. For over 20 years, 
BATIM has been expanding its destinations 
and now employs more than 530 drivers. 
The company has transformed into a large 
company operating in the European mar-
ket and today successfully competes with 
major transport firms from Germany, Bel-
gium and England. To maintain its strong 
position, the company owns a fleet of state-
of-the-art tractor units and semitrailers 
from makers Scania, Mercedes, Krone and 
Kögel and continues to increase its number 
of vehicles on the roads. 

BATIM has been making an impact on 
foreign and domestic markets, and holds 
numerous titles, from “The Best Employer 
of the Year in Nowy Sącz District” award-
ed by the Nowy Sącz District Employment 
Agency in 2014, to being recognized by 
Forbes Magazine in “2015 Forbes’s Dia-
monds” in the Małopolska Province. The 
company has also been nominated by Er-
nst & Young and Puls Biznesu as “one of the 
most dynamically developing companies,” 
Procter & Gamble award, Gillette award 
and was recognized at the Nowy Sącz Busi-
ness Gala as the most buoyant company on 
the transportation market.

The transportation company was founded 
by Barbara Edelmuller-Généraux and Janusz 
Rembilasa in 1995. The company started with 
just two trucks that primarily transported 

shipments to Germany and Italy. In 1998, the 
company added the UK as a destination—a 
major breakthrough for the young firm.  
Since then, the UK has become its leading 
market. From a small partnership with 
just a few drivers and employees, to today’s 
award-winning transportation service com-
pany, BATIM has remained a family business. 

As president of BATIM, Edelmul-
ler-Généraux is responsible for the market 
of international transport services and 
manages one of the biggest Polish family 
businesses in the industry. She gained ex-
perience in the field growing up by learning 
from her parents who started their own 
transport company. In the years after she 
founded the company, several more tractor 
units were purchased. BATIM continued to 
grow and attained high places in domestic 

rankings. In 2015, the company celebrat-
ed its 20th anniversary and constructed a 
three-story office building in Stary Sącz. 

In addition to the founders’ knowledge 
of the industry and UK markets, BATIM  
attributes its success to the quality of its ser-
vices, modern vehicles that meet the EURO 
6 standard and the superior fleet manage-
ment systems. BATIM manages a fleet of 
over 350 cars and its Scania and Mercedes 
tractors meet the highest technical en-
vironmental and quality requirements. 
Additionally, the company participates in 
ecological projects that aim to reduce CO2 
emissions. With their telematics devic-
es, the company’s cars are well-suited for 
transporting dangerous goods. BATIM also 
provides ferry booking services, such as for 
trips between the UK and the continent. �

BATIM

Experienced 
woman launches 

successful 
international 

transport company

A business that started with just two 
trucks has evolved into a dominant 
international transportation company 
with established routes to UK 
and EU countries. 

BATIM HAS A FLEET 
OF OVER 400 CARS.

For over 20 
years, BATIM 
has been 
expanding its 
destinations 
and now 
employs 
more than 
530 drivers.
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KRUK, founded in Poland, is the largest re-
ceivables management company in Central 
Europe. Founded in 1998, the company op-
erates in Poland, Czech Republic, Germa-
ny, Italy, Romania, Slovakia and Spain with 
plans to expand throughout Europe. At the 
end of 2015, KRUK managed 3.3 million 
cases and purchased 86 debt portfolios.

The receivables management compa-
ny offers a range of services, such as debt 
purchasing and offering outsourcing for 
business  partners in collection processes. 
Most of the company’s revenue comes from 
purchasing and collecting overdue con-

sumer debt portfolios, as well as contingen-
cy receivables collection. KRUK focuses 
on pursuing the claims of financial, institu-
tional and corporate clients. In addition to 
managing the receivables of banks, credit 
intermediaries, insurance companies and 
leasing companies, KRUK also works with 
fixed-line and mobile telephone operators, 
cable TV providers, digital platform pro-
viders, utilities and fast-moving consumer 
goods companies. 

KRUK wasn’t a receivables management 
company when it was first founded. Piotr 
Krupa and his business partner Wojciech 

Kuźnicki started their own publishing 
house in Wrocław. They named the busi-
ness  KRUK (Raven). After writing books 
with comments on legal changes, various 
companies began to approach the two in 
search of advice for dealing with customers 
who failed to pay their instalments. Rather 
than just counselling, the young law gradu-
ates decided to take matters into their own 
hands and started their own receivables 
management company. 

In 2008, Krupa and his associates devel-
oped a pro-settlement strategy to alleviate 
the stress of falling into debt. By under-
standing that debt can pile up due to job 
loss, illness or poor calculation of ability to 
pay bills, KRUK’s approach is to distribute 
debt in instalments matched to the needs of 
the indebted people – KRUK’s clients. This 
creates a “win-win” for both the creditor 
and the person in debt. 

Suitable repayment proposals and be-
ing supportive are major components of 

KRUK discovered a way to build 
lasting relations with its clients by 
providing debt repayment relief. 

PIOTR KRUPA, CEO 
& FOUNDER OF KRUK GROUP.

5 YEARS ON WARSAW STOCK EXCHANGE

A leader of Central 
European receivables 
management market 
spreads its wings

KRUK

KRUK’s business model. In addition to  
offering plans for debt repayment in instal-
ments, the company also calculates man-
ageable rates and provides individualized 
counselling by phone, online and in person. 

The company says the key to its success 
is treating people with dignity and respect 
to help them out of a difficult situation rath-
er than judging them for struggling with fi-
nancial problems. To help clients overcome 
their debt, KRUK first aims to eliminate the 
stigma associated with receivables man-
agement companies. They open a dialogue 
by providing advice on budgets, calculating 
instalments and renegotiate agreements if 

KRUK PRIDES ITSELF ON PERSONAL 
RELATIONS WITH CLIENTS. A WIDE 
RANGE OF FIELD ADVISORS CONTRIBUTES 
TO BUSINESS DEVELOPMENT.

Suitable 
repayment 
proposals and 
being supportive 
are major 
components of 
KRUK’s business 
model.

changes occur in the client’s life. Dedicated 
to educating about  budgeting and over-
coming debt, KRUK initiated Day Without 
Debt to encourage people to examine their 
household finances, manage a budget and 
focus on repaying their debt. 

KRUK is the leader in three debt mar-
ket segments—unsecured consumer debt, 
mortgage-backed debt and corporate debt. 
The company has been quoted on the War-
saw Stock Exchange since 2011. 

After the company expanded to Germa-
ny, Spain and Italy, Krupa said “Based on 
the experiences in our founding country 
Poland, the core of our business approach 

is amicable settlement, as well as respect 
and sensitivity for the consumers. Being 
the market leader in Central Europe, we 
aim to lead this attractive market as well.” �
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CURRENCY ONE provides online currency 
exchange services to more than 400,000 us-
ers, making it one of the biggest companies in 
the Polish market. The company’s two web-
sites, Walutomat.pl and Internetowykantor.
pl, ensure quick, secure, convenient trans-
actions without having to physically go to 
the bank or exchange office to exchange 
foreign currency and transfer funds into an 
account. Every month, Currency One users 
exchange tens of millions of euros, dollars, 
British pounds, Swiss francs and other cur-
rencies. The company accounts for 50 per-
cent of the revenue of the Polish online cur-
rency exchange market.

Cofounder Michał Czekalski launched 
Internetowykantor.pl in 2010 after he was 
about to leave for his honeymoon and was 
searching for an exchange office that offered 
the best rate for foreign currency. Frustrat-
ed with the high prices, he wondered why 
there weren’t any online services in Poland. 
With a degree from the Poznań University 
of Economics, Czekalski teamed up with 
his cousin, Łukasz Olek, who worked at 
the Poznań University of Technology as a 
researcher. In 2013, Internetowykantor.
pl merged with Walutomat.pl, a currency 
peer-to-peer platform, to form Currency 
One—the biggest online currency exchange 
company in Poland.  

With Internetowykantor.pl, users make 
bank transfers in more than 20 different 
foreign currencies. The website works 
with more than 15 Polish banks and accepts 
transfers from 40 countries including the 
United Kingdom, Germany and Switzer-
land. Exchange rates are updated every 
few seconds and transactions are carried 
out with more favorable rates than the ones 
available through banks and traditional ex-
change bureaus.

Thomasz Dudziak launched Walutomat.
pl in 2009 – it was the first website in Po-
land allowing  users to exchange currencies 
in a peer-to-peer marketplace. Users cre-
ate a profile and list the currency they are 
interested in buying or selling. Once users 
mutually agree on an exchange rate, they  
make a deal. 

In addition to more favorable rates and no 
hidden fees, Currency One ensures conven-
ience and security. The founders were wea-
ry of carrying large sums of money in their 
pockets to go to the bank or exchange bu-
reau for fear of losing it or trying to locate a 
reliable exchange office in a foreign country. 
“Today, you have to utilize technology,” said 
Dawid Gałat, Currency One’s spokesperson. 
“If you have a smartphone, you can exchange 
money and transfer it right into your ac-
count. This is the power of the internet.”

Inc.com ranked Currency One 436th out 
of 5,000 European enterprises for its fast 
growth and innovativeness. In 2014, the 
firm won the “Poznan Enterprise Leader” 
contest in the small business category. The 
competition was organized by Poznań City 
Hall and the Poznań District Office. That 
same year, the company won the Deloitte 
Technology Fast 50 CE 2014 ranking as 
the fastest-growing technology company 
in Central Europe. The company wants to 
focus on the Polish market at the moment, 
but is open to expanding abroad.  �

Currency One

Stemming from a personal need for money abroad, 
two cousins developed an online service to simplify 

the currency exchange process.

Company digitalizes 
foreign currency  

exchange in Poland 

COUSINS MICHAŁ 
CZEKALSKI 
AND ŁUKASZ 
OLEK FOUNDED 
CURRENCY ONE 
AND RUN TWO 
ONLINE CURRENCY 
EXCHANGE 
WEBSITES. 

The company 
accounts for 
50 percent of 
the revenue 
of the Polish 
online currency 
exchange 
market.
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VOICEPIN.COM is a voice biometrics com-
pany that has developed software for voice 
authentication for any application. Found-
ed in 2011, VoicePIN.com’s software replac-
es traditional passwords and pin numbers 
with natural voice commands. Its SaaS 
technology has been used by corporate cus-
tomers from ING to Alior Bank and made 
it to the top 10 at the TechCrunch Disrupt 
competition in San Francisco last year. The 
Polish company, based in Kraków, is fo-
cusing on global development by building 
a chain of partners on several continents. 
In 2016, VoicePIN.com opened a branch 
 in Silicon Valley. 

The technology enables voice recog-
nition to be used for verification, access  
control, fraud detection and other security 
protection solutions. It can be implement-
ed on mobile apps and at call centers, help-
lines, websites and anywhere password–
protected information exists. No automatic 
speech recognition software or hardware is  

needed, so installation is fast and the soft-
ware is easy to use.  

CEO Łukasz Dyląg graduated from AGH 
University of Science and Technology with 
a focus in electronics and telecommunica-
tions. He then worked on contact center im-
plementations at big European companies. 
In 2011, he launched VoicePIN.com, which 
at first was just a typical software compa-
ny. However, after a few years of research 
and development, its specialists refined the 
complex technology and the company was 
able to commercialize the sale of a voice bi-
ometrics system.

As the latest tool in biometric technology 
and speech recognition for data protection, 
users can log on conveniently without need-
ing to remember pins and passwords. Natu-
ral voice commands minimize the risk of cy-
berattacks and personal data theft because 
the human voice is as unique as a fingerprint. 
Each voice is carefully analyzed through 
VoicePIN.com’s cutting-edge technology. 

Users register a “voiceprint” which is stored 
in the form of mathematical models. Each 
time the user attempts to access protected 
information, the command is compared to 
registered voiceprints and the software ver-
ifies whether the voiceprint belongs to the 
user who registered it. Since individuals are 
identified by voice, the technology is a safer 
and less complicated alternative to tradi-
tional authentication methods. 

VoicePIN.com’s software, called Voice 
PIN, can be used to log in to a web-based 
system, authorize transactions, reset pass-
words and perform many other security 
functions. The tool is currently being used 
in the financial sector, insurance industry 
and telecommunications. Businesses can 
subscribe to VoicePIN.com as a service and 
enhance their customers’ user experience 
by providing hands-free authentication. 
API integration is simple, does not require 
an installation process and can be used on 
multiple channels. 

No biometrics tool can provide 100 per-
cent safety, but according to the company, 
Voice PIN is 98 to 99 percent effective. Pass-
words, pins and security answers can be 
obtained by unauthorized users, but voice 
biometrics systems are effective at detect-
ing attempted fraud and provide a higher 
level of security than methods such as SMS  
authorization. �

 

Voice PIN 

Voice 
recognition 
tool 
eliminates 
need to 
remember 
passwordsA Polish software producer has 

invented a tool enabling users  
to log in and verify their identity 
using only their voice.

ABOVE:  
A USER’S VOICE  
IS AS UNIQUE AS  
A FINGERPRINT 
WHICH MAKES IT A 
SAFER ALTERNATIVE 
TO TRADITIONAL 
IDENTIFICATION 
METHODS. 
 
LEFT:  
ŁUKASZ DYLĄG,  
CEO AND FOUNDER 
OF VOICEPIN.COM

Voice PIN can 
be used to log 
in to a web-
based system, 
authorize 
transactions, 
reset passwords 
and perform 
many other 
security 
functions.
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PLATIGE IMAGE is an award-winning 
visual effects, post-production and ani-
mation company based in Warsaw. With  
a multicultural workforce of 300 directors, 
art directors, graphic designers and pro-
ducers, the team has released more than 
3,000 projects internationally. Platige is 
one of the top five studios in Europe that 
specializes in video game trailers.

 Best known for its cinematic work, 
Platige Image cooperates with top brands 
such as Ubisoft (“Watch Dogs 2”), Micro-
soft (“Halo 5: Guardians”), CD Project RED 
(“The Witcher” series) and Crytek (“Ryse: 
Son of Rome. Legend of Damocles”).  

The company also creates commercials for 
top brands such as Coca-Cola, Nike, Micro-
soft, Pepsi, Fiat, McDonald’s and Kellogg’s. 
With its own production house, motion 
capture studio and top-of-the-line equip-
ment, Platige Image can produce content 
from concept to final product.

Founders Piotr Sikora and Jarek Sawko 
started the company 19 years ago as two col-
lege students who saved up enough money 
to buy computers and create graphics—an 
art relatively new to post-communist Po-
land. After strictly producing commercials 
to advertise an influx of foreign products 
in the 1990s, the company expanded into 
the film industry, creating animated shorts 
such as the Oscar-nominated “The Cathe-
dral” and special visual effects for feature 
films including Lars von Trier’s “Melancho-
lia” and “Antichrist.” In recent years, the 
studio has produced a number of animated 
shorts that have won numerous awards.  
 

Platige Image 

Warsaw is the home to one of the most advanced 
and competitive film studios 

in the region. 

PLATIGE IMAGE 
CREATES TRAILERS 
FOR VIDEO GAMES 
SUCH AS “THE 
WITCHER” SERIES.

THE PRODUCTION 
HOUSE INCLUDES 
A MOTION CAPTURE 
STUDIO.

Pioneering film 
studio attracts 

clients worldwide

The most well-known features include “The 
Cathedral,” “Fallen Art” and “Paths of Hate.” 

Platige Image works with businesses 
from around the globe—from the Mid-
dle East, Asia and even the United States. 
Considering 50 percent of its work is  
exported, the company’s mission is to de-
liver high-quality, innovative and original  
content to clients all over the world. 

The company uses all of the latest  
technology and also strives to make the pro-
duction process enjoyable for the client. 

From experimenting with virtual reality 
to 360-degree company Christmas cards, 
Platige Image stays ahead of trends and 
aims to produce innovative, interactive 
material to provide viewers with an excep-
tional experience. One such endeavor is the 
3D Live Theater. First showcased in 2011 
during an onstage performance of “Polita,” 
the 3D Live Theater involves projecting 
three-dimensional scenes and images from 
backstage onto a screen. Audience mem-
bers put on special glasses to see 3D images 
of anything from flying spaceships to dark 
foreboding forests. The technology makes 
actors’ interactions with the set and scen-
ery far more realistic. 

Additional special projects include  
a three-dimensional reconstruction of the 

Polish painting “Battle of Grunwald,” as 
well as a 3D animation of the destruction of 
Warsaw during World War II for the War-
saw Rising Museum. 

One of the company’s most well-known 
directors, Tomek Bagiński, has been with 
Platige Image nearly since its inception. 
From being nominated for an Oscar and 
an Emmy to winning a BAFTA Award, his 
work has received local and international 
recognition. 

Platige Image’s global recognition con-
tinues to rise as it produces higher quality 
content. The company has won over 200 
awards in Poland and abroad, and its most 
notable distinctions include the BAFTA, 
SIGGRAPH, LIA awards and nominations 
for Oscar and VES awards.  �

Platige Image can 
produce content from 
concept to final product.

“WITCHER 3” VIDEO 
GAME TRAILER.

“SUPER CITY” VIDEO 
GAME TRAILER.
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BRAINLY is a multinational education-
al technology company with offices in 
Kraków and New York City. Available in 
35 countries, Brainly is the world’s largest 
social learning community. It is intended 
to help middle-school and high-school stu-
dents solve problems and learn from each 
other. With nearly 8,000 questions being 
asked per hour and 100,000 questions be-
ing answered per day, a team of more than 
1,000 moderators manage the website and 
mobile app, which bring together 60 mil-
lion unique users monthly.

Brainly was launched in 2009 as a way 
to make learning and collaborating online 
as engaging, effective and rewarding as 
the educational discussions that happen in 
the classroom as well as informal settings. 
Since then, the platform has become a com-
munity that encourages students to help 
each other answer questions about school 
assignments, discussions or to just learn 
about a subject they’re interested in. By 
answering questions of other students, us-
ers gain points that they can cash in to post 
more questions of their own. Brainly allows 
students to answer math, science, history 
and other subject-related questions. As 
students answer more and more questions, 
they can rise up the ranks from “Beginner” 
to “Genius.” To ensure students are receiv-

ing only the best, most accurate informa-
tion, top students act as moderators.

To build an even stronger online learn-
ing hub for students, in 2016 Brainly 
acquired the leading U.S. peer-to-peer 
learning platform, OpenStudy, which 
was named one of the 10 Most Innovative 
Companies in Education by Fast Compa-
ny. Together, the platforms will encourage 
academic exploration by offering students 
a comprehensive, collaborative online 
learning tool available. “With the acqui-
sition of OpenStudy, Brainly has created 
the best peer-to-peer platform for students 
to follow their curiosity and gain a deeper 

understanding of a wide variety of subjects 
along their academic journey,” said Brainly 
CEO Michał Borkowski.

Brainly is backed by Point Nine Cap-
ital, General Catalyst, Runa Capital and 
Learn Capital and in 2016, the company 
announced a $15 million Series B funding 
round led by Naspers—one of the largest 
technology investors in the world. This 
brings the total funding raised to $27 mil-
lion and will accelerate Brainly’s growth 
and international expansion. The new in-
vestment will also be used to focus on the 
U.S. market and enhance the technolo-
gies on the current platform, as well as to  

provide a more exciting, educational 
and personalized learning experience  
for students.  

“We continue to believe that peer-to-
peer learning is the most effective way 
to increase curiosity, build confidence 
and engage with other like-minded stu-
dents around the world. Nobody knows 
everything, but everybody knows some-
thing,” said Borkowski. “Thanks to our fan-
tastic investors, Brainly has the opportuni-
ty to further expand on this vision within 
the United States, while continuing to ex-
plore other international markets in Asia, 
Europe and South America.” �

Brainly

A Polish online peer-to-peer  
learning platform developed  
an interactive educational tool.

Brainly empowers 
students to share 
their knowledge 
and learn from 
each other

BRAINLY’S TEAM 
OPERATES IN 
OFFICES IN KRAKOW 
AND NEW YORK CITY.

TIME FOR POLSKA

To build an even 
stronger online 
learning hub 
for students,  
in 2016 Brainly 
acquired 
the leading 
U.S. peer-to-
peer learning 
platform, 
OpenStudy. 

BRAINLY IS THE 
WORLD’S LARGEST
SOCIAL LEARNING 
COMMUNITY.
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SOCIAL WIFI is an analytics and market-
ing tool that allows business owners to 
identify their clients and be able to inter-
act with them. When guests log in to an 
establishment’s free WiFi, they are pre-
sented with promotions, surveys and are 
asked for feedback about their experience. 
Social WiFi is being used in 20 countries, 
including Germany, Saudi Arabia and the 
United States.  

Founder Artur Racicki first tested the 
concept at his digital marketing agency by 
asking employees to connect to the wireless 
network by logging in through Facebook 
when they arrived at work. He presented 
the idea at the Internet Beta conference in 
Poland in 2012 and convinced an investor to 
finance expansion. A year later, Social WiFi 
was established as a company. 

The CEO considers Social WiFi to be 
“smart” WiFi. The company changed reg-
ular, nonfunctional WiFi into an analyzing 
and marketing tool that can increase a busi-
ness’s profits. Without replacing hardware, 
Social WiFi provides a configurator and 
the user plugs it into the existing router. 
In larger establishments, such as stadiums 
and hotels, which have infrastructure for 
WiFi, the configurator is connected to the 
controller and transforms access points in 
Social Wifi points. 

The business owner logs onto a Social 
WiFi Dashboard to access the database 
where client demographics, statistics 
and charts showing the number of logins 
throughout the day can be viewed. The 
owner can also send personalized mes-
sages, coupons and surveys to customers. 
After the customer leaves, they are asked 
to rate the service and provide additional 
feedback. The ratings then appear on the 
owner’s dashboard. 

Larger businesses are beginning to 
use Social WiFi in Poland. These include 
Sphinx Restaurants, one of the largest 
casual dining franchises in Europe, as well 
as 77 Sushi, the biggest sushi chain in Po-
land. Abroad, the tool is being used in Mc-
Donald’s in New Caledonia, Subway in Nor-
way and Dunkin Donuts in Germany. Social 
WiFi has also become popular in Kenya, 
Romania, and Russia.  �

Social WiFi

A Polish digital marketing agency 
transformed regular free wireless 
internet access into an information 
gathering and communication tool 
for businesses. 

Agency transforms 
 free WiFi into a digital 
marketing tool 

When guests visit a location where Social 
WiFi is available, they can connect to the 
wireless network by logging in through a so-
cial network such as Facebook, Twitter or In-
stagram, or they can log in using an e-mail ad-
dress. The user is redirected to the business’s 
Facebook page and has access to the internet. 

Once the guest is online, Social WiFi identi-
fies the client based on information gathered 
from social media profiles such as gender, age, 
interests. Allowing clients to provide direct 
feedback and give star ratings opens a new 
communication channel between the busi-
ness and the customer.  

“A small business looks at it this way: I’m 
already giving customers free WiFi; I’m not 
getting anything back for it. But if I use this 
tool, I can still offer WiFi, but now I can ask if 
customers are happy, what they like and how 
to adjust my service. And I can also send in-
formation about events,” said Racicki.

The company changed 
regular, nonfunctional 
WiFi into an analyzing 
and marketing tool 
that can increase 
a business’s profits.

CEO ARTUR RACICKI 
FIRST TESTED HIS 
IDEA FOR “SMART” 
WIFI AT HIS OWN 
DIGITAL MARKETING 
AGENCY. 
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SHER.LY provides a subscription-based 
data-syncing and collaboration service for 
businesses to safely exchange files. With-
in an organization, users have access to all 
versions of the files and can access them 
anywhere. Guests can download, view and 
edit content shared by users. 

Creators Marek Ciesla and Blazej Mar-
ciniak established the company in 2013. 
Their idea for Sher.ly stemmed from a 
need to protect files and open a safe line of 
communication between employees within 
organizations and business partners. Un-
like other file-sharing services, they didn’t 
want to send links to grant access, deal with 
limited storage and storing data in a public 
cloud. Their solution was Sher.ly—a safe 
platform for users to share and sync data 
while protecting their privacy. 

Sher.ly works like a cloud, but the data 
stays within the user’s own storage system 
and is synced through a secure, invite-only 
network on demand. Once the organization 
is established, users can create projects 
and invite coworkers to collaborate and ac-
cess unlimited files from anywhere in the 
world. Acting as a virtual drive, the data is 
safely shared without sending files to an 
external server; only authorized users can 
view them. Access can be revoked at any 
time. Other data services use a public cloud 
and files must be uploaded or created on it. 
Extra space can be expensive and sending 
large files takes time—during which con-
fidential information could be viewed by 
someone other than the intended recipient. 

Due to metadata synchronization, files 
are visible immediately and users can ac-

cess the data by project type, device, file 
name, size or date of modification. Config-
uring Smart Metadata Sync will synchro-
nize files on all devices—making files ac-
cessible when and where users need them. 
With a subscription, a business only pays 
for active users in the projects. Guests can 
view the files for free. Since subscribers 
use their own device and network, Sher.ly 
does not charge for data storage or impose 
a transfer limit.

In addition to file sharing, Sher.ly can be 
used as a digital asset management tool and 
can improve communication in the virtual 
workplace by including collaboration his-
tory and the ability to chat with coworkers, 
partners and clients. However, users can 
use Sher.ly for more than sharing internal 
projects for business; they can share pri-

vate files such as photos and videos with 
friends and family, or use it as a personal 
account for storing confidential files. 

The company also offers Sherlybox, a 
private cloud with unlimited storage ca-
pacity that transmits data to selected users. 
To ensure files are safely stored, a connec-
tion is established between the PC sharer 
files and the authorized person’s device.  
Sherlybox allows users to access the da-
ta even after their computers are shut 
off. The device, with its modern design, 
is equipped with a 2TB hard disk, WiFi, 
USB port, HDMI port and audio output. 
Over 1,000 users around the world have  
purchased the device. �

Sher.ly

Service provides quick 
and safe way to sync data 
and protect files 

 Weary of uploading 
confidential company 
documents to 
external servers, 
two businessmen 
created a secure 
alternative to 
cloud-based file sharing 
websites.

SHERLYBOX SAFELY 
STORES DATA ON A 
PRIVATE CLOUD AND 
IS EQUIPPED WITH A 
2TB HARD DISK AND 
WIFI. 

Acting as a 
virtual drive, 
the data is safely 
shared without 
sending files 
to an external 
server; only 
authorized 
users can  
view them.
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MONSTER & DEVICES is a technology com-
pany that creates software based on depth 
and image analysis. The company is best 
known for Touch Anywhere, a program 
that uses complex 3D algorithms to convert 
a wall into a touch screen using a computer, 
depth sensor and projector. 

Marcin Kowcz founded the company in 
2013 with his friend Mateusz Semegen—a 
programmer who studied depth and image 
analysis, and Mark Jakubowski, their first 
investor. After working abroad in Germa-
ny at an energy company, Kowcz realized 
touchscreen technology was worth pursu-
ing and developing. The company’s lab is 
located at the University of Zielona Góra, 
and they have hired computer science grad-
uates as developers.  

The program requires a depth sensor 
such as Microsoft Kinect or Orbbec Astra 
PRO, a PC with Windows 8 or Windows 
10 and a projector. The touchscreen is 100 
inches but can be adjusted based on the cli-
ent’s specific needs. 

To activate the interactive screen, the 
user must install the Touch Anywhere soft-
ware on the computer and set up the pro-
jector. Once the user starts the program 
and presses the calibration button, Touch 
Anywhere can be used with any computer 

application. The depth sensor interacts 
with the computer by recognizing the us-
er’s hand position and gestures

Touch Anywhere is already being used at 
the Kepler Science Center in Zielona Góra, 
in one of the local schools and at a compa-
ny in Warsaw. The product can be used as 
interactive advertising in shopping centers, 
for educational purposes in schools and 
museums, to give professional presenta-
tions or to play video games. The company 
has participated in community activities by 
organizing stands at the “Night of Robots” 
hosted by the Industrial Research Institute 
for Automation and Measurements and 
during Children’s Day in the prime minis-
ter’s office gardens. 

The program has been on the market for 
a year but the company continues to work 
on improving the touch screen’s exactness. 
Monster & Devices was awarded Academic 
Innovation Leader of Poland 2014 and was 
nominated for The Park Eagles in 2015. The 
company aims to be a leader in the global 
market of depth sensors and touch screens. 

Kowcz said he would like to see Touch 
Anywhere being used in schools. His com-
pany’s solution is much less expensive 
than the multimedia boards currently  
on the market.  

The company is currently working on 
developing a second technology involving 
gesture recognition. Kowcz said, “Imagine 
walking into your home and turning on the 
lights with a hand gesture, opening a draw-
er with a hand motion or closing the blinds 
with one hand movement.” 

Monster & Devices has already imple-
mented a device that opens and closes cup-
boards using hand gestures at one Warsaw 
company. For this system, Monster & Devic-
es was awarded Academic Leader of Inno-
vation at the Academic Entrepreneurship 
Competition, held by the Wrocław Univer-
sity of Technology, in 2014. �

A high-tech company created a computer program 
that is an affordable alternative to a standard 
multimedia board and transforms a wall into  

a 100-inch touch screen.

Kowcz said 
he would like 
to see Touch 
Anywhere being 
used in schools.

Monster & Devices

Technology company creates 
program that converts any 

wall into a touch screen

TOUCH ANYWHERE 
HAS BEEN 
IMPLEMENTED 
AT A COMPANY IN 
WARSAW AND THE 
KEPLER SCIENCE 
CENTER IN  
ZIELONA GORA.
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carry on their father’s interests, they are 
looking for new businesses. “My ambition 
is to create a Polish brand that would be 
recognized worldwide,” said CEO Sebastian 
Kulczyk. The company has already started 
implementing this vision by selling its stake 
in SABMiller, when it was globally taken 
over by Ab InBev. 

According to the new strategy, KI will 
seek medium-size companies in the area 
of   new technologies that have a good track 
record, growing product base and are ef-
fectively managed.  Their development 
can speed up thanks to the strong financial 

support and business know-how. With in-
ternational reach and experience, KI will 
effectively drive these new partners in 
global operations. 

The company’s new investment portfo-
lio will consist of various types of assets, 
including companies from the CEE region 
with high growth potential that can be-
come market leaders. One of these compa-
nies is CIECH, the leading chemical group 
in Europe. KI is a majority shareholder in 
the company, which is among the 50 largest 
business organizations in Poland. KI plans 
to transform the company into one of the 

world’s most competitive chemical groups. 
In 2016, CIECH became the first Polish 
company listed on the Warsaw and Frank-
furt stock exchanges at the same time.           

KI is also a majority shareholder of  
Polenergia—Poland’s first privately-owned, 
public energy group with a regional scope 
formed as a result of the consolidation of 
the assets of Polenergia Holding and Polish 
Energy Partners in 2014. Run by a team of 
international experts, Polenergia Group 
is a leader in the renewable energy market 
and also operates in the field of energy trad-
ing and generation from modern conven-
tional sources.

In the infrastructure sector, KI carries 
out various projects throughout Poland. 
It 2012, it initiated the PLN 9 billion A2 
project to build Poland’s first private mo-
torway along the Polish-German border, 

which was the largest concession-based in-
vestment project in Poland carried out via 
public-private partnership.

The company has also been a long-term 
investor in the exploration and produc-
tion of oil, natural gas, iron ore and coal. A 
group of companies carries out over 100 
projects in 30 countries on four continents. 
The rapidly changing geopolitical situation 
has affected the global economy in recent 
years, including the plunge in oil and gas 
market, but the family business’s competi-
tive advantage is its flexible decision-mak-
ing and ability to respond effectively  
to those changes.  

In the consumer goods sector, KI cre-
ated Poland’s largest automotive group. It 
imports and sells Skoda, Volkswagen, Audi, 
Porsche and Bentley cars. The group has 
sold more than a million cars over the last 

20 years—making it the unquestionable 
leader of the Polish market. For a dozen 
years, KI was the largest private investor in 
the leading brewing group SAB Miller. 

KI is also known for its social engage-
ment. Dominika Kulczyk, the chairperson 
of the supervisory board, oversees the cor-
porate responsibility policies and interna-
tional relations. As an active philanthro-
pist, she cofounded and is the president of 
the Kulczyk Foundation, which supports 
volunteer efforts in developing countries, 
and is one of the pillars of the family busi-
ness. �

KULCZYK INVESTMENTS is a private fam-
ily investment house and the first Polish 
company to expand into more than 30 coun-
tries on four continents. As a long-term 
investor, headquartered in Luxembourg, 
KI adds value to all its ventures in strate-
gic sectors such as chemicals, technology, 
energy and infrastructure. Its strong inter-
national position was established under the 
leadership of Jan Kulczyk, who developed a 
business empire based on a diverse asset 
portfolio and international relationships. 

Over the years, Kulczyk was active in the 
implementation of projects with an above 
average rate of return and built partner-
ships with major influential businesses. 
Kulczyk was also responsible for a num-
ber of important projects such as creating 
Poland’s largest automotive group as well 
as the country’s first private highway that 
was built six months before the deadline. 
Additionally, he developed one of the most 
efficient breweries in the world, started Po-
land’s first private energy group and was 
engaged in creating the first GSM telecom-
munication company in Poland. 

After Jan Kulczyk passed away last year, 
his children Dominika and Sebastian Kul-
czyk took over the responsibility of driv-
ing the company. Not only do they want to  

Kulczyk Investments

Internationally recognized  
investment company with  
the strongest business portfolio  
in Poland is ready to engage  
in new enterprises and take  
on global projects. 

Third generation of Kulczyk 
family expands its global 
activities looking into  
the future 

DOMINIKA KULCZYK, 
THE CHAIRPERSON 
OF THE SUPERVISO-
RY BOARD AT KI,  
IS ALSO THE FOUND-
ER AND PRESIDENT 
OF KULCZYK FOUN-
DATION. FOR  
YEARS SHE HAS   
BEEN ENGAGING  
IN CHARITY WORK,  
PARTICULARLY  
DEVELOPMENT  
AID PROJECTS.

SEBASTIAN 
KULCZYK, KULCZYK 
INVESTMENTS 
CEO IS PERCEIVED 
AS THE LEADER 
OF YOUNG POLISH 
ENTREPRENEURS.

Kulczyk Investments was 
founded by Jan Kulczyk, 
PhD. in 1991—the only 
Polish entrepreneur to 
have operated globally 
at that time and who 
played an active role 
in Poland’s economic 
transformation. 
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ARRINERA is a Warsaw Stock Excha- 
nge-listed automotive industry company 
that designs and builds race and sports 
cars for worldwide use. The company de-
cided to build the first Polish high-perfor-
mance vehicle ever.

The company was founded by CEO 
Łukasz Tomkiewicz, a car enthusiast, 
and his brother Marek Tomkiewicz, who 
worked in the financial industry. Once the 
two had funding, they started their first pro-
ject in 2008 and created their first proof-of-
concept car three years later. The design 
of the company’s first car, the Arrinera 
Hussarya, was presented in 2012, followed 
by the first concept prototype in 2014. The 
racing version, Arrinera Hussarya GT, was  
revealed to the world for the first time in 
2016 at Autosport International in Birming-
ham. In the same year, it was the first Polish 
car to be invited to the Goodwood Festival 
of Speed. Polish automotive journalist Pi-
otr Frankowski drove the car up the famous 
Goodwood hillclimb in the Supercar class, 
with the Polish brand running as an equal 
of such established stalwarts as Ferrari, 
McLaren, Pagani and Lamborghini.

Arrinera claims that their creations are 
“supercars”—defined as cars that combine 
performance, beauty, style, grace and even 

sometimes brutality, according to the com-
pany’s vice president, Piotr Gniadek. He 
added that a supercar should elicit particu-
lar emotions from those who see it: the car’s 
curves, angles and sounds should come 
through as a work of art. According to Gnia-
dek, anyone who has seen Arrinera’s cars in 
person would say they do just that.

Under the hood of Arrinera’s sleek GT-
class racecars are V8 engines with more 
than 420 horsepower, sequential Hew-
land gearboxes and Öhlins shock absorb-
ers. The braking system contains discs 
with a 380 mm diameter and six-piston 
Alcon monobloc calipers. In 2017, the 
company plans to present the Arrinera 
Hussarya GT in a road-legal trackday ver-
sion, so the car can be driven to and from 
the racetrack. The firm can deliver the car 
anywhere in the world and plans to create 
a mobile service team to perform basic  
maintenance and repairs. 

In cooperation with the Warsaw Univer-
sity of Technology, Arrinera has developed 
active aerodynamics for the car. It has three 
prototypes thus far. The first prototype 
helped engineers to gather basic informa-
tion about the settings and perfect the car’s 
form and functionality. The second test 
car—an attempt to build a street car—was 
presented in Poznań. After a series of devel-
opments, the company decided to focus on 
building racecars. Arrinera Hussarya GT is 
the third prototype that the firm designed. 

From the cars’ names to their design, Ar-
rinera wanted to incorporate Poland’s his-
tory to show that the country has a lot of po-
tential. Gniadek said, “We want to remind 
those who have forgotten and to show those 
who don’t know, that Poles contributed to 
the development of Europe in a big way.” �

Arrinera

Two brothers with a passion for 
automobiles built a company that 
designs cars ready for the racetrack.

Brothers launch 
automotive company 
and build high-speed 
supercars

The cars have been tested by British driver 
Anthony Reid, who has worked for brands 
such as Porsche and Ferrari.

ARRINERA RACECARS HAVE V8 ENGINES 
WITH MORE THAN 420 HORSEPOWER. 
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FIBRAIN is a manufacturer of fiber optic 
telecommunications systems and solu-
tions. While the company has been around 
since 1993, the brand was founded in 2004. 
FIBRAIN operates four factories in Poland 
and exports products to over 40 countries 
on five continents—Europe, North Ameri-
ca, South America, Africa and Asia. Due to 
its strategies for rapid growth and tactical 
development, the company employs more 
than 500 people. It has opened branches 
throughout Poland, as well as one in Mexi-
co and sales offices in Norway, England and 
Uruguay. Using modern equipment and 
highly qualified staff, FIBRAIN is one of the 
only manufacturers in Poland that produc-
es specialized optic devices used in fiber-
to-the-home (FTTH) systems, CWDM and 
DWDM networks. 

On average, FIBRAIN churns out 4,000 
km of fiber optic cables per month. The 
company produces fiber solutions, plas-
tic enclosures, microelectronics, cop-
per-structured systems, and FTTx systems 
for homes, offices, businesses and cities.  
FIBRAIN produces all of the components 
for connectivity, from optical connectors 
for singlemode and multimode applica-
tions, to cable bundles, fanouts, patch pan-

els and customer outlets. It is one of the first  
Polish manufacturers to produce power 
couplers and WDM couplers using FBT 
technology. In addition to its extensive list of  
accessories and equipment, FIBRAIN also 
produces customized products.

The company offers a number of systems 
and solutions in its portfolio, including FI-
BRAINDATA, which is a structured copper 
cabling system; FIBRAIN LogiWire, which 
integrates structured cabling and other 
media; MetroJet, a microduct solution; as 
well as a full range of passive optical devices 
for telecommunications. 

FIBRAIN started designing and manu-
facturing fiber-to-the-home FTTH systems 
long before they were popular in Europe. 
The company offers a broad selection of 
infrastructure systems for outdoor and in-
door access. All of the FIBRAIN systems are 
complete, fully self-contained and include 
the required mounting and connecting 
accessories or installation tools. To guar-
antee high quality, FIBRAIN uses auto-
matic stripers, lasers, polishing machines 
and the most technologically advanced  
equipment in its factories.

Producing top-of-the-line products is 
one of FIBRAIN’s number-one priorities. 

That is why it invested in a research and de-
velopment center to design new solutions 
in areas such as photonics—multi-core  
fibers, or application of organics in tele-
communications. In its main laboratories, 
it is researching fiber photonics and or-
ganic microelectronics, measuring fibers 
and modifying glass surfaces. In addition, 
FIBRAIN has been designing and creating  
a national and international network. 

As for the multi-core fibers project,  
FIBRAIN has been cooperating with an-
other company with extensive experience 
in R&D – InPhoTech. FIBRAIN specialists 
also partner with top Polish and Europe-
an centers and universities, including the 
Marie Curie-Skłodowska University in Lu-
blin or the Military University of Technol-
ogy in Warsaw. 

To help customers understand new 
technologies and installation procedures, 
the company launched FIBRAIN Academy. 
A series of professional training courses 
cover copper and fiber optics installation 
techniques, optical DWDM transmission, 
GPON networks, microduct technology, 
passive optical devices for telecommuni-
cation, network design and a wide range  
of other topics. �

FIBRAIN

A Polish telecommunications systems manufacturer 
has been revolutionizing the fiber-optics market 

and challenging international competitors.

Polish supplier 
designs products for 

telecommunications systems 
around the globe

On average, 
FIBRAIN 
produces 4,000 
km of fiber 
optic cables 
per month.
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GENICORE produces devices to make com-
posite materials. The company’s sintering 
technology produces a range of materials 
that can be used to manufacture metal and 
composite machinery, surgical equipment, 
as well as construction and stone drilling 
among other things. Its devices have al-
ready been used in Japan, and multiple pro-
jects are pending in Europe and Asia. 

With a doctorate in materials science 
and engineering, president and CEO Mar-
cin Rosiński came up with the concept 
for GeniCore as a student at the Warsaw 
University of Technology. He founded the 
company in 2012 with his college friend 
Damian Mątewski, after working in the 
fields of sintering techniques and technol-
ogy development, as well as conducting  
academic research.

Mątewski was inspired by the engineer-
ing company his father worked for, so he 
finished his graduate studies at Warsaw 

University of Technology and attended 
the Warsaw School of Economics. With 
experience in business and management, 
he partnered with Rosiński to establish  
the company. 

GeniCore developed a sintering ma-
chine, which holds 12 international patents. 
The machines are tailor-made for each 
customer’s needs. They work with appli-
cations for manufacturing materials for 
various industries, including automotive,  
construction, road maintenance and met-
als. GeniCore offers two devices: Pulse Plas-
ma Compaction (PPC), and Upgraded Field 
Assisted Sintering Technology (U-FAST). 

The technologies compact powders  
of pure metals, metal alloys, as well as ce-
ramic and metal composites. During the 
sintering process, the powder is heated by 
short, electrical pulses. The company says 
its devices are more energy efficient than  
its competitors’.

“We want to give our customers more 
possibilities to use better materials,” said 
Mątewski. The company’s devices control 
the heat and pressure needed to sinter the 
materials. The process begins by pouring 
powder into a graphite mold. The cham-
ber is closed and the heat source—a puls-
ing electric current—is turned on. Once 
enough energy and heat is applied, the pow-
der is compressed and becomes solid. 

To ensure the technology will work for 
the client’s application, GeniCore offers a 
feasibility study. Additionally, clients re-
ceive a trial batch to test the materials that 
will be used for the application. 

The company is also working on devel-
oping the composite diamond enhanced  
cemented carbide (DEC) which is im-
pact-resistant and is extremely hard. “DEC 
is a very innovative material that isn’t 
available on the commercial market,” said 
Mątewski. He said the firm’s goal is to pro-
duce this material in factories in Poland. 

The potential for sales of this product 
are huge – up to 2 billion euros, according 
to the company. However, the R&D and scal-
ing require continuous capital investment. 
Thanks to European Union funding, the 
company has managed to make progress in 
the technology’s development – but capital 
outlays are still needed.

GeniCore is working with the Polish 
Space Agency to find ways to increase its 
chances of participating in European Space 
Agency initiatives. The PSA provides as-
sistance in preparing applications for ESA 
projects. The program targets enterprises 
that have created innovations for the space 
industry, developing new products and ma-
terials to enter the space market. �

GeniCore

EPERIAM AUT EICID 
QUI OFFIC TOTAQUE

Warsaw University of 
Technology graduates invent 
technologies that enhance 
the sintering process  

Engineers in Warsaw 
have developed 
sintering machines that 
will produce composite 
materials to be used 
in multiple industries 
around the world. 

CEO MARCIN ROSIŃSKI, FOUNDER OF 
GENICORE RECEIVING INNOWATION AWARD 
FROM JADWIGA EMILEWICZ, DEPUTY 
MINISTER OF DEVELOPMENT

GENICORE DEVICES 
HAVE ALREADY BEEN 
USED IN JAPAN AND 
MULTIPLE PROJECTS 
ARE PENDING IN 
EUROPE AND ASIA. 

DEC is a very 
innovative 
material that 
isn’t available on 
the commercial 
market.
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ROPCZYCE is a manufacturer of basic and 
non basic refractory materials that make es-
sential parts for furnaces and devices oper-
ated at high temperatures. With more than 
40 patents, the company produces products 
for several sectors that operate high-tem-
perature processes, such as steel metallur-
gy, non-ferrous metallurgy, the cement and 
lime industry, the glass-making industry and 
foundry. The company has been listed on the 
Warsaw Stock Exchange since 1997 and con-
tinues to expand its range of products and 
services to its more than 250 global clients 
in 40 countries. More than half of the com-
pany’s total products are exported. In 2016, 
ROPCZYCE received the European Medal for 
its “Monolithic vault of electric arc furnace.”

The history of the company dates to 
the early 1970s when the first plant was 
constructed. Production began in 1975. 
President of the Management Board Józef 
Siwiec has been involved with ROPCZYCE 
since starting as a technologist in 1979 and 
moving up the ranks to his current position 
in 2000. Siwiec graduated from the Gli-
wice Vocational Technical High School for 
Ceramics and the Department of Materials 
Science and Ceramics at the AGH Univer-
sity of Science and Technology in Kraków. 
He completed postgraduate studies in ther-
mal engineering.  

provides engineering and technical advice, 
refractory operation monitoring, main-
tenance and ceramic repairs, recycling, 
equipment servicing and training in the 
field of utization of refractory materials.

For its innovative products, ROPCZYCE 
has received many awards over the years. 
In 2015, it won the Podkarpacka Econom-
ic Award in the Best Products category, as 
well as the European Medal. The company 
also won the gold medal at the Interna-
tional Salon of Inventions and Innovative 
Technologies “Archimedes 2015” for “New 
solutions in the field of zirconia ceramics 
for continuous casting.” �

ROPCZYCE

Since production started more than 
40 years ago, ROPCZYCE has been 
using the most advanced technology 
to design and manufacture 
refractory materials.

The ROPCZYCE Capital Group was cre-
ated in 2001 and is comprised of two divi-
sions: ceramics and services. The ceramic 
division focuses on production and sales of 
refractory materials, while the services di-
vision works with manufacturers of refrac-
tory materials and metallurgical works. 
To diversify the company’s product offer 
and produce innovative construction and 
material solutions for customers around 
the world, ROPCZYCE conducts its own re-
search and development activities.

The company produces burned shaped 
refractories that are fired at temperatures 
of up to 1,800°C with ceramic bonds, un-
burned shaped refractories and unshaped 
refractories that perform specific functions 
in furnace installations. It also makes special 
refractories that include gas-purging shapes 
and sets, RH snorkels, tapping sets for ther-
mal vessels, monolithic roofs for electric arc 
furnaces and reinforced large-size elements 
for Maerz Kiln monolithic pillars.

ROPCZYCE provides customers with 
technical advice in selecting refractory ce-
ramics and installation supervision, as well 
as servicing before and after installation. In 
addition to designing and manufacturing 
products connected with refractory ceram-
ics, ROPCZYCE offers several services to 
meet clients’ needs. Moreover, the company 

ROPCZYCE continues 
to expand its range of 
products and services 
for more than 250 global 
clients in 40 countries. 

BICERAMIC 
METERING  
NOZZLES.

ROBOTS FOR 
AUTOMATICAL 
MEASUREMENTS 
OF DENSITY 
DISTRIBUTION OF 
THE SEMI-PRODUCTS 
AND THE FINAL 
PRODUCTS.

Refractory material 
producer exports more 
than half of total 
production abroad
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ADVANCED GRAPHENE PRODUCTS (AGP) 
is a producer and supplier of large-area 
graphene—High Strength Metallurgical 
Graphene (HSMG®). The nanotechnology 
endeavor was founded in 2012 as a spin-
off company from the Łódź University of 
Technology. In partnership with the Insti-
tute of Materials Science and Engineering, 
the company has developed a new method 
to produce graphene through growth on 
liquid metal. HSGM graphene is suitable 
for a variety of applications such as elec-
tronics, biomedical materials, the space  
industry, aviation, the automotive indus-
try, and many others. Based on the use of 
a liquid metal matrix, Advanced Graphene 
Products has acquired a United States pat-
ent for HSMG production;the European 
Union patent has already been verified. 

Due to its mechanical and electrical 
qualities, graphene is becoming a highly 
sought-after material. It is made of carbon 
atoms connected hexagonally in a honey-
comb-like shape. The flat structure is one 
atom thick and is therefore considered a 
two-dimensional material. AGP aims to sell 
HSMG all over the world. Manufactured 
with its own patented method of graphene 
growth, the company is working on plac-
ing their product in large-scale industries.  
 

The company’s production method is fully 
scalable and in one month can manufac-
ture dozens of square meters of graphene 
for use in any industrial or commercial 
graphene application.  

This new type of graphene is much 
stronger and more durable than chemical 
vapor deposition (CVD) graphene. This 
means it can be produced in larger quanti-
ties in a short time. CVD is the most popu-
lar production method, used by Samsung 
and Graphenea, but HSMG is more than 
three times tougher than CVD graphene. 
HSMG can be manufactured on an indus-
trial scale and is available in a variety of siz-
es. AGP is able to produce large quantities 
of HSMG sheets while maintaining efficien-
cy and affordability. In addition to applica-
tions in energy, medicine, electronics and 
fabrics, MSMG is being used for hydrogen 
containers, water filtration, OLED screens 
and electrodes. 

Since launching its online store, AGP 
sales continue to increase. The store offers 
monolayer and multilayer HSMG in vari-
ous sizes and clients can also place custom 
orders. Graphene can be manufactured in 
many forms: powdered, solutions, flakes and 
sheets. All are designed for specific applica-
tions. Sheets are the best form to work with 

because they are the most natural form of 
graphene. However, because of its 2D specifi-
cation, it’s also the most difficult form to pro-
duce. AGP also produces plates designed for 
research on graphene’s electrical proper- 
ties, contact and electrode application, as 
well as graphene preparation for electri-
cal research.  The company’s distribution 
network includes Europe, Asia and the 
United States. and it has plans to further  
expand its reach. 

This year, the company moved its head-
quarters to a new research laboratory in the 
Science and Technology Park University of 
Zielona Góra LTD. In addition to conducting 
research in its own facility, AGP collaborates 
with research centers and R&D departments 
around the world. It is also a member of the 
graphene consortium, which includes the 
Łódź University of Technology, the Military 
University of Technology and the Polish Ar-
maments Group. �

Advanced Graphene Products 

Graphene manufacturer 
produces stronger alternative 
to CVD on larger scale
A venture that started at a Polish 
university turned into a company  
that developed an innovative  
method to mass-produce a new  
type of graphene. 

PROF. PIOTR 
KULA IS ONE OF 
THE COMPANY’S 
FOUNDERS.

HSMG CAN BE 
PRODUCED IN 
LARGER QUANTITIES  
IN A SHORTER TIME 
THAN CVD.

This new type of 
graphene is much 
stronger and more 
durable than chemical 
vapor deposition 
(CVD) graphene used 
by producers like 
Samsung. 
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POLLIGHT is an independent advisor that 
provides lighting solutions and conducts 
research to develop new products. LED 
specialists analyze a client’s current in-
frastructure on-site and then design and 
install initial or newer lighting systems. 
Pollight recently helped architects design 
lighting systems for Galeria Młociny—a 
225,000 square meter retail and enter-
tainment complex in one of Warsaw’s 
prime locations. Most notably, its spe-
cialists are experimenting with artificial 
full-spectrum lighting.   

Pollight has partnered with Ideaflex, a 
technology company in Kraków to devel-
op an advanced light at an affordable price. 
CEO of Pollight Krzysztof Warzeszkiewicz 
said, “People are spending more time in-
doors in offices, shopping malls and have 
fewer opportunities to have natural light. We 
are working on a solution to deliver sunlight 
inside buildings.” He said the company has 
found a cost-efficient way to make this tech-
nology available for everybody, but needs to 
do more technical research before entering 
the global market. “The idea of delivering 
sunlight is becoming increasingly popular 
and a lot of people are interested in develop-
ing this concept,” Warzeszkiewicz added.

Ideaflex CEO Aleksander Gruca, who 
brought the idea to Pollight said, “Today’s 
technology presents new opportunities 
and we are ready to face a very old prob-
lem—how to harness sunlight and make it 
affordable, fully controlled and usable.”

Founded in 2013, the consulting firm 
focuses on helping its clients choose the 
best available solutions in the market. The  
company has completed projects for ware-
houses, streets and parking lots, office 
buildings, and sports facilities in Poland 
and in other countries such as Canada, the 
Czech Republic, Israel, Norway, Slovakia 
and the United States. LED lights consume 
less electricity than traditional lights and 
last for 15 years. By converting to LED, 
business owners will save energy, improve 
lighting parameters, reduce maintenance 
costs and typically achieve a return on their 
investment in less than three years. 

Before starting the company, cofound-
ers Warzeszkiewicz, Piotr Dymek, Ernest 
Kargol and Wojciech Foroncewicz moni-
tored the lighting market and noticed a rise 
in LED use. Suddenly, LED became availa-
ble for everyone who wanted to save money 
and be more environmentally friendly. LED 
was beginning to replace old-fashioned 
lightbulbs, which were more complicated 
and diverse. Warzeszkiewicz said many 
customers wanted to use LED lighting in 
their facilities but were a confused when it 
came to choosing the right lighting system. 

At Pollight, specialists perform detailed 
tests to achieve the best lighting results at 
the right price. “We are not just choosing 
the best solution available— it must also be 
cost-optimal,” said Warzeszkiewicz. “The 
market is very complex and there are near-
ly 1,500 lighting producers in Poland.That 
is why we decided to go into this market. Po-

land is very strong in the lighting business 
and companies are exporting a lot of prod-
ucts to Eastern and Western Europe, so we 
are quite comfortable working with Polish 
companies, but not only.”

The Solution Design team is respon-
sible for adhering to a client’s specific 
requirements while installing efficient 
lighting. They provide a technical and eco-
nomic analysis of existing lighting systems 
to measure energy consumption and light 
parameters, design a new lighting solution 
based on their analysis, present an econom-
ic model of the project and also deliver and 
install the new lighting system. Pollight 
also prepares a financial analysis for each 
investment, including possible financing 
options. They look at the client’s capabil-
ities and specific needs, as well as the cur-
rent market situation, to search for an ideal 
financial solution. �

Pollight

Lighting experts team up 
with IT company 
to develop innovative 
lighting technology  
A Polish team of specialists help facility owners navigate the 
world of LED and are in the process of developing an inexpensive, 
breakthrough alternative to natural sun 
lighting indoors.

POLLIGHT WORKED 
WITH ARCHITECTS 
TO DESIGN THE 
INTERIOR LIGHTING 
FOR GALERIA 
MŁOCINY WHICH 
WILL OPEN IN 
WARSAW IN 2017.

“People are spending more  
time indoors... We are  
working on a solution  
to deliver sunlight inside 
buildings.”

ERNETS KARGOL, 
PIOTR DYMEK 
I KRZYSZTOF 
WARZESZKIEWICZ 
COFOUNDED 
POLLIGHT IN 2013.
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ELMODIS is an Industrial Internet of 
Things (IoT) company that has created an 
integrated hardware and software solution 
that helps improve the efficiency of elec-
tric-powered industrial machines. A team 
of engineers developed a method that al-
lows machine manufacturers and end users 
to remotely monitor performance of their 
products by measuring the current and 
voltage flowing to and from the electric en-
gines that power those machines. Elmodis’ 
patented technology, based on thorough 
research and development, can be used in 
industries such as manufacturing, energy, 
mining, and oil and gas.

The company was founded by engineers 
with more than 15 years of experience 
working for European industrial custom-
ers in the areas of machine monitoring,  
predictive maintenance and energy efficien-
cy. CEO and cofounder Artur Hanc holds  
a doctorate in mechatronics from AGH 
Technical University in Kraków.Some of 
his work, along with in-house research, was 
implemented into Elmodis technology.

Industrial machines tend to operate in 
suboptimal conditions, which can negative-
ly affect their performance and durability, 
as well as increase energy consumption 
and maintenance costs. That is why Elm-
odis developed a diagnostics device that 
monitors machine efficiency. The Elm-
odis end-to-end Industrial IoT solution 
consists of measuring devices, edge com-
puting and device management software,  
a communication layer, cloud storage and 
analytics. Thanks to this, Elmodis can de-
tect malfunctions and notify clients about 
their possible consequences long before 
they cause serious problems like a break in 
production. The company has developed 
customized solutions for a variety of the 
most common industrial machines, includ-
ing pumps, compressors, industrial fans, 
cranes, conveyors and transmission lines. 
Using information collected by Elmodis, 
the clients can lower repair and mainte-
nance costs and ultimately improve their 
products and processes.

Elmodis

Polish engineers developed a tool that gives 
the industry the ability to monitor performance 

of industrial machines in order to maximize 
their productivity and decrease 

energy consumption.

Elmodis offers  
Internet-of-Things solution 

for machine monitoring

Using the Elmodis Plug & Play diag-
nostics devices, the machine’s operating  
parameters are extracted by reading and 
processing electric current and voltage. 
The resulting key performance indicators 
(KPI) are then sent to the a client dash-
board in Microsoft Azure Cloud, which 
means they can be viewed online with a web 
browser or a mobile application. Although 
they are not required, manufacturers may 
also integrate third-party vibration or tem-
perature sensors to add additional data 
that is processed using Elmodis Advanced 
Edge Computing technology.

Current machine monitoring systems 
are based on vibration and temperature 
measurements and often provide inaccu-
rate results, even if expensive sensors are 
installed in the machine. Because of the 
high cost, only a small percentage of ma-
chines have them installed. Even for those 
that do, such sensors cannot measure  
a machine’s operating performance, de-
tect installation-related problems or give 
information about energy usage. The 
Elmodis system, however, can calculate 
over 100 key operating parameters of 
any machine, providing more accurate  
diagnostics.

Elmodis systems have been used across 
various industries. For example, a German/
American auto parts producer uses the sys-
tem to monitor high-pressure pumps that 
deburr machined parts to ensure they are 
working properly and predict potential 
problems. After additional analysis by the 
Elmodis system, the producer discovered 
ways to increase productivity and save as 
much as 40 percent on electricity costs. An-
other customer, a manufacturer of industri-
al fans, used the Elmodis system to monitor 
fan imbalance and misalignment, as well as 
to check the run time, operating point, and 
the machinery’s energy efficiency.  �

THEIR PATENTED 
TECHNOLOGY IS
BASED ON YEARS OF 
R&D AND EXPERI-
ENCE IN DELIVERING 
PRODUCTS TO  
INTERNATIONAL 
INDUSTRIAL  
CUSTOMERS.

ELMODIS HARDWARE 
ENABLES MANU-
FACTURERS TO 
REMOTELY MONITOR 
PERFORMANCE OF 
THEIR PRODUCTS  
IN REAL TIME.
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CREOTECH INSTRUMENTS manufactures 
and supplies precise measuring instru-
ments for research institutes around the 
world and carries out projects related to 
the study and exploration of outer space. 
Products based on the company’s own tech-
nological solutions and patents have been 
used by the European Organization for Nu-
clear Research, the Institute for Heavy Ion 
Research and the German Electron Syn-
chrotron DESY in Hamburg, among others. 

President of CreoTech, Grzegorz Brona, 
co-founded the company with two friends 
in 2008. As a child, he loved science fiction 
books and dreamed of working in the space 
industry. He started his career as a phys-
icist at CERN, where he was responsible 
for the radiation detectors’ software and 
management of the research team at the 
Large Hadron Collider. Brona lectures in 
the physics department at the University 
of Warsaw and has been a member of the 
Polish Space Agency since 2015, after being 
nominated by the prime minister.

CreoTech has four departments: scien-
tific instruments, industrial equipment, 
contract electronics, and space industry. 
The company launched into the latter with 
the development of the K20 “Pi of the Sky” 
camera telescope, which is designed to 
search the cosmos for gamma ray bursts. 

Center in Warsaw, CreoTech is producing 
a coronagraph control box which will be 
used on the ESA’s PROBA 3 project—the 
world’s first precision formation flying  
mission. It is set to launch in 2018 and the 
control box will research the sun’s corona. 

In an effort to bring the space sector to 
Poland, CreoTech developed the EO Cloud 
project, which is a data repository based 
in Poland to collect, store and analyze in-
formation transmitted by ESA satellites. A 
centralized EO Cloud will improve acces-
sibility to data which is otherwise stored in 
various centers around the world. 

The company’s headquarters is located 
just south of Warsaw, in Piaseczno. Creo-
Tech works with students and graduates 
from the Warsaw University of Technol-
ogy, the University of Warsaw and the 
Space Research Center. In 2014, CreoTech 
Instruments received funding from the  
Polish government. �

CreoTech

One of the fastest-growing Polish 
companies in the space sector 
participates in projects conducted by 
the European Space Agency.

Research instrument 
manufacturer becomes 
growing player in space 
industry 

The camera allows scientists to observe the 
brightest flash in the gamma ray spectrum.

The company is certified by the Euro-
pean Space Agency (ESA) to assemble elec-
tronics for space flights—making it the only 
Polish company to have passed the ESA’s 
strict requirements for component assem-
bly. CreoTech’s cleanroom features a double 
air lock, air filters and mandatory protective 
suits to prevent dust from contaminating 
the equipment. With facilities for mechan-
ical prototyping and serial production,  
electronics are assembled in compliance 
with the highest international standards.

Since the completion of the “Pi of the 
Sky” project, the company has also con-
structed cameras for the wide-view NE-
OSTEL telescope and developed a power 
converter module for the CaSSIS stereo im-
ager for the joint Russo-European ExoMars  
mission to Mars. 

In partnership with the Space Research 

CreoTech is certified by the 
European Space Agency (ESA) 
to assemble electronics for space 
flights—making it the only Polish 
company to have passed  
the ESA’s strict requirements 
for component assembly.

GRZEGORZ BRONA 
FOUNDED CREOTECH 
WITH GRZEGORZ 
KASPROWICZ AND 
PAWEŁ KASPROWICZ
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FLYTECH UAV is an aerospace compa-
ny that develops professional unmanned 
aerial systems used for technical purposes. 
The team consists of aircraft engineers, pi-
lots and specialists, with its headquarters 
in Kraków, Poland. Last year, FlyTech UAV 
won Microentrepreur of the Year in the 
Young Business category and the Bronze 
Laurel of Innovation Award. The company 
is the leader in the Polish market in terms 
of drone production. It is also building a 
global distribution network. The compa-
ny’s systems are designed for use in various 
industries including geodesy, agriculture, 
forestry, environmental protection, power 
engineering, as well as search and rescue. 

Unmanned systems can be used in var-
ious industries that rely on aerial visuali-
zation, photogrammetry or teledetection. 
FlyTech UAV has developed drones with a 
range of possible applications that enable 
the use of different sensors, control sys-
tems, as well as the ability to process and 
analyze data. FlyTech’s devices have been 
tested by scientific institutions and trade 
partners to ensure the drone systems are 
ready for the civilian market. The compa-
ny works with individual and institutional 
clients, universities, energy companies 
and rescuers from the Mountain Volunteer 
Search and Rescue organization.

CEO Michał Wojas graduated from the 
Rzeszów University of Technology, where 
he studied aircraft engines and piloting. 
Together with a group of students, he be-
gan to engage in international aviation com-
petitions. After the team won first place 
at the European Aviation Conference in 
Madrid for its innovative drone, Wojas and 
his friends received job offers from various 
companies. Instead, they decided to return 
to Poland and start their own business.

FlyTech’s products are highly technical-
ly sophisticated, with specially designed 
airframes and mechanical structures. 
Since the company operates in markets 
such as photogrammetry, agriculture and 
inspection of energy networks, they re-
quire a longer flight duration and adequate 
capacity. Unmanned aerial systems have 
many advantages, one of them being low 
operating costs. They do not require any 
energy other than from a chargeable bat-
tery, comparable to that of a computer. The 

equipment costs much less than a manned 
aircraft and learning how to operate it is 
much simpler. 

To enable users to control the drones, 
FlyTech developed software called Mis-
sion Manager—also known as Ground 
Station Control—which is designed to be  
compatible with all of FlyTech’s systems. 
The software leads the operator through 
the mission preparation process within the 
scope of geodesy, agriculture, energetics 
and observation. Mission Manager allows 
users to plan the mission and provides in-
formation about the flight status, such as 
location, battery status, flight modes and 
other key parameters.

In its line of products, FlyTech offers 
three devices: BIRDIE, FENIX and GRYF. 
The multifunctional unmanned system 
BIRDIE contains optical sensors, has a low 
starting weight can be conveniently trans-
ported and is ideal for aerial photography. 
The advanced deck control system is easy 

to use and does not require special knowl-
edge or experience to operate. FENIX 
contains precise measuring and optical 
systems to ensure operations are effective 
and can carry out photogrammetry and 
inspections of energy infrastructure, while 
the GRYF is designed for a variety of appli-
cations and can be operated in otherwise 
hard-to-reach places—making it an ideal 
tool used in industries such as geodesy, 
construction, rescue and energy. All of the 
systems are capable of creating orthopho-
tomaps, digital terrain models or define  
a vegetation index. �

FlyTech UAV

A passion for aviation inspired 
FlyTech CEO Michał Wojas 

to launch his own drone company.  

Drone manufacturer holds
leading position on Polish

UAV system market

FlyTech works with individual 
clients, universities, energy 
companies and rescuers from  
the Mountain Volunteer Search 
and Rescue organization.

FLYTECH’S DEVIC-
ES  CAN PROVIDE 
AERIAL VISUALIZA-
TION, PHOTOGRAM-
METRY AND  
TELEDETECTION.

FLYTECH PRODUCES 
THREE TYPES OF
DRONES: GRYF, 
FENIX AND BIRDIE.
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REALITY GAMES is a Kraków-based gam-
ing studio that develops mobile games 
based on live, real world data. Founded 
in 2014, the studio employs more than 20 
specialists and its technology has been  
recognized by IBM and Google Starter 
Program, which granted them $200,000 
worth of server resources. So far, Reality 
Games has developed three mobile games 
that have already received millions of down-
loads and in 2016, the studio won a People’s 
Choice Award at the Game Connection  
Development Awards.

The studio was founded in Poland by 
Zbigniew Woźnowski, Peter Sas, Sebastian 
Lagemann, Michał Łagodzic and James 
Shrager. CEO Woźnowski has more than 
12 years of experience in online advertising 
and over 10 years in real estate experience. 
In addition to launching mobile apps and 
working at Reality Games, Woźnowski is 
the programming director of Promotion of 
Poland 2020 of the Kosciuszko Institute.

According to Reality Games, big data 
is an underutilized resource for enter-
tainment content, which is why the studio 
developed a Big Data Game Machine that 
simplifies game development for external 
companies and makes it efficient and cost 
effective. With no need to artificially create 
content, companies can launch their games 
quicker. In addition to the gaming engine 
used in its own games, the studio plans to 
power an open application programming 
interface (API) which will make the process 
easier for developers by aggregating APIs 
from different sources, giving them more 
functionalities to use in their games.

The company’s technicians create ad-
dictive games by developing a concept and 
combining it with real live data. This new 
genre of mobile entertainment gives the 
studio a competitive edge in the global mar-
ket. The studio has released three mobile 
app games: Landlord Real Estate Tycoon, 
Weather Challenge and Speculate Social 
Media Stock Market.  

Its first app, Landlord, is a real-world 
property game that allows users to virtual-
ly buy venues they visit in real life and earn 
rent as people check in at those properties. 
Powered by Four Square, the app is a mo-
bile version of the Monopoly board game. 
By using this familiar concept, the game is 
easily understood by players and has a uni-
versal appeal. The nostalgic component is 
geared toward players in their 20s and 30s 
who played the game as children. Within 
18 months of the app’s launch, over one 
million players had downloaded Landlord. 
Now, that number is three million.

Reality Games also developed Weath-
er Challenge, which is powered by The 
Weather Channel. Once the app is available 
for download this year, users will be able 
to predict weather forecasts and compete 
with celebrity T.V. weather presenters from 
more than 40 countries, as well as with oth-
er players. Users earn points when their 
predictions are correct. Weather Challenge 
won a Startup Weekend Audience Award 
at a competition led by Google for Entre-
preneurs. Also in 2016, players will be able 
to download Speculate: Social Media Stock 
Market which is powered by Twitter and 
Facebook. In the game, brands are available 
on a virtual stock market where valuations 
are based on real-life engagement on the 
various social networks. � 

Reality Games

With millions of app downloads already, 
Reality Games is generating revenue and continues 
to grow in the world of mobile video games.

THE GAMING 
STUDIO IS LOCATED 
IN KRAKOW AND 
EMPLOYS OVER 20 
TECH SPECIALISTS.

THE MONOPOLY-
STYLE GAME 
ALLOWS USERS 
TO VIRTUALLY 
PURCHASE REAL-
WORLD BUILDINGS.

CEO ZBIGNIEW 
WOZNOWSKI HAS 
OVER 12 YEARS 
OF EXPERIENCE 
IN ONLINE 
ADVERTISING.

Polish video game 
developers build big 
data game engine  

Over one million players downloaded 
Landlord within 18 months of the app’s 
launch. That number has now reached 
three million.
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ADDICTED TO MUSIC BETTERMAKER 
 designs and creates electronic hardware for 
recording, post production and mastering 
studios. Founded in 2010, the Bettermaker 
brand’s products are already available in 30 
countries and are used by top music produc-
ers and audio engineers in the world. 

Dissatisfied with the products already 
available on the market, music producer 
Marek Walaszek decided to design devices 
to fit his needs. With the help of a mainte-
nance engineer, Walaszek built devices he 
could use in the studio. The first products 
were introduced five years ago in Frank-
furt and he immediately got orders for  
devices to be used all over Europe, because 
as it turns out, other producers thought  
the way Walaszek did. 

ATM Bettermaker currently offers eight 
100 percent handmade devices based on 
the innovative technology they developed. 
Their line of equalizers offers a pure analog 
signal path with the control possibilities of 

a Digital Audio Workstation plugin to cre-
ate a digital workflow with the ability to 
save presets and automation all while main-
taining the classic analog sound. 

The brand’s products have been used 
by major producers in the music industry. 
From Grammy-winning mix engineer Dave 
Pensado, who worked with artists such as 
Beyoncé, Mariah Carey and Justin Timber-
lake, to Greg Wells, who worked with Adele, 
Katy Perry and OneRepublic, producers 
and engineers have used Bettermaker de-
vices to create chart-topping hits. 

As they continue to acquire new markets 
and find new dealers, Bettermaker aims to 
create more products that break innovative 
barriers in the field. The brand has already 
managed to win awards and be nominated 
three times for the NAMM TEC Awards in Los 
Angeles, which are the “Oscars” of the profes-
sional audio and sound recording industry. 

Bettermaker’s founder, Walaszek, was 
interested in music production from an 
early age and dreamed of having his own 
studio. With his own space in the ATM 
Studio, Walaszek offers professional audio 
mixing services in which he masters tracks 
for record labels, independent artists and 
advertising agencies. Sending tracks and 
receiving final mixes is done exclusively on-

line, which allows for a global client base. 
When he’s not in the studio or managing 

Bettermaker, Walaszek also aims to give 
back to the community by leading work-
shops and providing lectures to college stu-
dents interested in the music industry. Ed-
ucation is important to Walaszek, because 
when he started out in 1996, there was a 
lack of practical knowledge on the topic in 
Poland –he had to find it abroad. “I want 
to go out to young people who aspire to be 
music producers and show them how to do 
things live rather than teach theory. That’s 
the difference between a lecturer and me,” 
said Walaszek. �

Addicted to Music 
Bettermaker

When the industry lacked the studio 
equipment he wanted, a music 
producer decided to make his own. 
Five years later, he’s selling devices 
to the biggest producers. 

Award-winning 
music producers 
choose handmade 
Polish sound 
equipment

BETTERMAKER 
DEVICES ARE 
HANDMADE BY 
TECHNICIANS 
IN A WORKSHOP 
LOCATED IN THE 
SAME BUILDING 
THAT HOUSES 
MAREK WALASZEK’S 
STUDIO.

WITH THE C502V 
UNIT, PRESETS CAN 
BE RECALLED WITH 
ONE TOUCH.

THE C502V 3-IN-1 
COMPRESSOR HAS 
THREE MODES OF 
COMPRESSION.

As they continue 
to acquire 
new markets 
and find 
new dealers, 
Bettermaker 
aims to create 
more products 
that break 
innovative 
barriers in 
the field.
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BIN-E is an automatic waste-sorting device 
with material recognition and compres-
sion capabilities. Since the bin identifies an  
object and segregates according to its com-
ponents, recycling is effortless. Contents 
are flattened so bins have to be emptied less 
frequently—saving the company money on 
waste removal. 

Co-founder Marcin Łotysz conceived the 
idea for a smart bin after constantly having 
to instruct coworkers at the office how to 
manually segregate their recyclables. “It 
seems so simple, because you put plastic in 
the plastic bin, paper into paper and glass 
into glass,” said Łotysz. “But every day, 
someone was running around with a plastic 
yogurt cup or some other package asking 
where to put it.” 

After realizing people truly have a prob-
lem deciphering where to toss recycla-
bles, Łotysz worked with Jakub Luboński 
toward designing a solution. For a year 
and a half, the company’s team has been 
perfecting the product’s technology and  
preparing for its official launch. Bin-e is on-
ly available for pre-order and will be on the  
market in 2017. 

When an object is placed into Bin-e, 
sensors determine if it is composed of pa-
per, plastic, glass or organic material, and 
the object is tossed into the corresponding 

Łotysz said the company’s name de-
rives from the English word for garbage 
can “bin” and “e” for electronic, ecological, 
environment and efficient. Its name is also 
a reference to Pixar’s cartoon character 
WALL-E—a robot that cleans up the Earth’s 
garbage. The bin’s sleek, white, rounded 
exterior and simple design gives recycling a 
new, modern look. 

To raise funds and awareness, Bin-e has 
competed in competitions for startup com-
panies. The company won the Sizzle Award 
at Hardware.co in Berlin—the prize includ-
ed funding and support from Schleicher 
Electronic Engineering Company. Bin-e 
was also awarded in the “Internet of Things 
Bootcamp for a Creative & Innovative Start-
ups,” at Infoshare 2016.

Although it plans to market Bin-e mainly 
toward offices, the company would eventu-
ally like to see the device used in homes and 
public spaces. �

Bin-e

The world’s first intelligent waste bin identifies, 
segregates and compresses materials—making 
recycling effortless and cost effective for office 

buildings and businesses.

THE BIN’S SLEEK 
WHITE DESIGN 
GIVES RECYCLING 
CONTAINERS A 
MODERN UPDATE.

Polish engineers 
design 

self-segregating 
recycling bin

compartment and compressed. To aid with 
product recognition, Bin-e is connected 
to a database on the internet. Once a com-
partment is full, Bin-e sends a notification 
to a waste-removal company. Bin-e does not 
provide removal services—the office’s man-
agement determines which existing waste 
removal company it would like to use. The 
segregation and compression make the pro-
cess simple and clean.

Łotysz’s team found that offices typical-
ly have weak segregation systems, causing 
them to pay more for trash removal. Bin-e 
could help them save money. According to 
the company, the bins need to be emptied 
eight times less frequently because of the 
waste compression system. This can save a 
company as much as 3 euro per square me-
ter of office space per year. 

According to the 
company, the bins need 
to be emptied eight times 
less frequently because 
of the waste compression 
system. This can save  
a company as much as  
3 euro per square meter 
of office space per year.

CEO JAKUB 
LUBOŃSKI 
PARTNERED WITH 
MARCIN ŁOTYSZ 
TO DEVELOP AND 
REALIZE THE IDEA.
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KONTAKT.IO is the world’s number-one 
beacon provider for small, medium-sized 
and large businesses. Over 17,000 custom-
ers in more than 120 countries have bene-
fited from Beacon Infrastructure, which 
includes hardware, software, services and 
expertise. Kontakt.io was founded with the 
goal of helping the visually impaired navi-
gate public spaces. Today, headquartered 
in Kraków with offices in Berlin, Guadalaja-
ra and New York, it helps businesses enter 
the world of the “Internet of Things” (IoT).

In 2013, Szymon Niemczura, Rafał Jan-
icki, Tomasz Kołek and Tomasz Koźmiński 
developed a proximity solution that would 
help the visually impaired enjoy museum 
tours. After discovering the potential of a 
Bluetooth proximity device, they decided 
to start their own company. CEO Niemczu-
ra graduated from National Louis Univer-
sity with a degree in business and finance 
management. Under his leadership and 
with his enthusiasm for IoT, Kontakt.io has 
become one of the world’s leading smart 
hardware providers.

A year after its launch, Kontakt.io raised 
$2 million in an investment round backed 
by Sunstone Capital—a top European ven-
ture capital firm. With these funds, the 
company entered the emerging “beacosys-
tem” by shipping thousands of customized 

beacons worldwide with the shortest lead 
times in the industry. In 2016, Kontakt.
io received $5 million in a Series B round 
led by Credo Ventures, which enabled the 
newly rebranded company to enrich and di-
versify its hardware and software product 
lineup, as well as expand teams worldwide. 
Today, there are more than 90 employees 
on the Kontakt.io team.   

Kontakt.io has developed several differ-
ent types of beacon hardware, as well as 
robust beacon software to help its clients 
build, deploy and scale up their proximity 
solutions. When Google launched the Ed-
dystone Bluetooth technology in 2015, Kon-
takt.io was one of the few companies that 
was involved in the project and developed 
the first beacons with Eddystone support. 
One year later, Kontakt.io released four 
new products that represent a new gen-
eration in how the industry uses beacons. 
Among recently introduced hardware is 
the thinnest complete Bluetooth Smart de-

vice in the world (Card Beacon), the most 
advanced beacon hardware (Beacon Pro 
and Gateway), which combined with Loca-
tion Engine (a new software tool) not only 
provides the ability to monitor the move-
ment and status of beacons in real time but 
also to cause a few actions based on loca-
tion, all— without a smartphone.

As the most prominent IoT technology, 
proximity can make any item smart and 
context-aware—creating a personalized ex-
perience and gathering data about the real 
world. A beacon is a small Bluetooth radio 
transmitter which acts like a lighthouse 
by transmitting signals that other devic-
es can detect. Once a nearby smart device 
detects the signal via Bluetooth Smart™, 
the signal tells the smart device its location 
by giving its ID number, which is then sent 
to the cloud server. To respond, the server 
first checks what action is assigned to that 
ID number. With this technology, a smart 
device, such as a smartphone, can perform 

various actions, including updating a map 
with a user’s location, opening locks, even 
changing the music as someone walks 
around the house.

Companies worldwide take advantage 
of beacons to engage with customers in 
new ways to increase sales. By using prox-
imity, the multinational retailer Carrefour 
gained 600 percent more app users. When 
shoppers entered the store, they were no-
tified of coupons and suggested products. 
A Volkswagen dealer in Moscow installed 
beacons in its showrooms so that when 
customers approach a model, they receive 
information through a beacon-enabled app 
about its price, specifications and avail-
able colors. In the U.S., the Philadelphia 
Museum of Art launched an “A is for Art 
Museum” app that helps visitors navigate 
the exhibits. Beacons triggered additional 
information and real-world games. �

Kontakt.io

Companies and brands worldwide 
are taking advantage of Kontakt.io’s 
IoT technology to reach and engage 
with customers in new,  
real-world ways.

Kontakt.io becomes
one of the world’s
leading smart
hardware providers

With over 500,000 
beacons shipped, 
Kontakt.io has  
the most beacon  
use cases 
implemented  
in the world.

CEO SZYMON 
NIEMCZURA HAS 
BEEN WITH THE 
COMPANY SINCE
ITS LAUNCH IN 2013.

A BEACON IS A SMALL 
BLUETOOTH RADIO 
TRANSMITTER 
WHICH SENDS SIG-
NALS SMART DEVIC-
ES CAN DETECT.

KONTAKT.IO IS AN 
IOT TECHNOLOGY 
COMPANY WITH 
OFFICES IN EUROPE,
THE UNITED STATES 
AND MEXICO.
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A
Adamed Group
Sebastian Gromek
Head of Foreign Licencing
PHON E: +48 22 732 77 23
E-M A I L: sebastian.gromek 
@adamed.com.pl
adamed.com.pl

Advanced Graphene Products
Piotr Przybysławski
Project Manager
PHON E: + 48 506 19 30 78
E-M A I L:  p.przybyslawski 
@agp-corp.com
advancedgrapheneproducts.com

Asseco
PHON E: +48 17 888 55 55
E-M A I L:  info@asseco.pl
asseco.com.pl

B
Batim
PHON E: +48 18 446 12 29
E-mail:  barbara@batim.pl
batim.pl

Better Maker 
Marek Walaszek
CEO
PHON E: +48 604 649 220
E-M A I L: info@bettermaker.eu
bettermaker.eu

Bin-e 
Jakub Luboński
Business Department
PHON E: +48 661 111 105
E-M A I L: kuba@bine.world
bine.world

Brainly 
Jakub Piwnik
Communications Manager
PHON E:   + 48 502 397 556
E-M A I L: jakub.piwnik@brainly.com 
Brainly.com 

Braster S.A. 
PHON E: +48 22 295 03 50
E-M A I L: biuro@braster.eu
braster.eu

C
Chic Smart Clothes 
Anna Dajewska-Patucha
Sales Representative
PHON E: +48 730 717 084
E-M A I L: ad.patucha 
@chicsmartclothes.eu
chicsmartclothes.com

Chylak
E-M A I L: info@chylak.com 
chylak.com

CreoTech
Krzysztof Mysławski 
Sales Director
PHON E: +48  798 079 989
E-M A I L: krzysztof.myslakowski 
@creaotech.pl
creotech.pl

Currency One 
PHON E: +48 61 250 45 65
E-M A I L: kontakt@walutomat.pl 
E-M A I L: biuro@internetowykantor.pl
currency-one.com

D
DAKO
Alicja Biedunkiewicz
New Market Development Director
Phone:  +48 607 411 924
E-M A I L: time4dako@dako.eu
dako.eu 

Doc Planner
Iwona Dziedzic-Gawryś
PR Manager
PHON E: + 48 606 962 293
E-M A I L: iwona.dziedzic-gawrys 
@docplanner.com
docplanner.com

E
Elephant 
Radek Pallach
Founder & CEO
Phone: +48 600 428 784
E-M A I L: radek@myelephant.co
myelephant.co

Elmodis
Adam Komarnicki
Chief Operating Officer
PHON E:+48 698 697 267
E-M A I L: elmodis@elmodis.com
elmodis.com

F
Fakro
PHON E:+48 18 444 0 444
E-M A I L: fakro@fakro.pl
fakro.pl

FIBARO 
Joanna Ossowska-Rodziewicz
Director of Operations
PHON E: +48 509 618 257
E-M A I L: j.ossowska@fibargroup.com
fibaro.com

Fibrain
PHON E: +48 17 86 60 830
E-M A I L: rzeszow@fibrain.pl
fibrain.pl

Companies Index



NOTI
PHON E: +48 61 89 66 480
E-M A I L: biuro@noti.pl 
noti.pl/en 

P
Platige Image 
PHON E:+48 22 844 64 74
E-M A I L: info@platige.com
platige.com

Pollight 
Piotr Dymek
Business Development Director
PHON E: + 48 608 045 936  
E-M A I L: dymek@pollight.pl
pollight.pl

R
Reality Games Ltd
Zbigniew John Woznowski 
CEO & Co-founder
PHON E: +48 786 818 348
E-M A I L: zbig 
@wearerealitygames.com 
wearerealitygames.com

Regalia 
Wojciech Sobierański
Founder & CEO
PHON E: +48 603 065 025
E-M A I L: biuro@regalia.eu
regalia.eu

RISK 
Izabela Makowska 
Business Development Manager 
PHON E: +48 668 285 737
E-M A I L: iza@riskmadeinwarsaw.com
riskmadeinwarsaw.com

Ropczyce  
PHON E: +48 17 2229 222
E-M A I L: sekretariat@ropczyce.com.pl
ropczyce.com.pl

S
Sher.Ly 
Błażej Marciniak
Founder & CEO
E-M A I L: blazej@sher.ly
Sher.ly

Social WiFi
Karol Nowalski 
Partner Channel Manager
PHON E: +48 505 095 864
E-M A I L: karol.nowalski 
@socialwifi.com
socialwifi.com

Śnieżka 
Aleksandra Małozięć
Corporate Communications 
Specialist
PHON E: +48 14 680 54 83
E .M A I L: aleksandra.maloziec 
@sniezka.com
sniezka.pl

V
VoicePIN.com 
Łukasz Dyląg
CEO & Founder
PHON E (PL): +48 665 002 989
PHON E (US): +1 415 316 5348
E-M A I L: lukasz.dylag@voicepin.com
VoicePIN.com

Vzor 
Michał Woch
Founder & CEO
PHON E: + 48 691 712 626
E-M A I L: michal@vzor.pl
vzor.com

 FlyTechUVA 
Łukasz Chwistek
Sales Manager
PHON E: +48 690 446 591
E-M A I L: sales@flytechuav.com
flytechuav.com

G
GeniCore
Damian Mątewski
Co-founder  
PHON E: +48 506329231
E-M A I L: damian.matewski 
@genicore.pl
genicore.pl

H
HeelOK
Anna Andraszek 
PHON E: +48 780 073 033
E-M A I L: heelok@heelok.pl 
heelok.pl

I
Inglot
PHON E: +48 16 678 02 10
E-M A I L: contact@inglot.pl
Inglot.pl

J
Jezierski
Kamil Dąbrowski 
Director of Operations 
PHON E: +48 506 178 004
E-M A I L: kamild@jezierski.com.pl
jezierski.com.pl

K
Kazar
Sebastian Lenard
International Expansion Manager
PHON E: +48665 550 093
E-M A I L: slenard@kazar.com
kazar.com.pl

Kontakt.IO
PHON E (PL): +48 123 793 445
E-M A I L: kontakt@kontakt.io
PHON E (US): +1 (866) 566 82 58
E-M A I L: northam@kontakt.io
kontakt.io

Kruk SA
Anna Lipiec
Marketing & PR Director
PHON E: + 48 661 301 166
E-M A I L: Anna.lipiec@kruksa.pl
pl.kruk.eu

Kulczyk Investments
PHON E (LU X E M BOU RG):  
+352  27 20 30 20
E-M A I L:  
recepcja@kulczykinvestments.com
kulczykinvestments.com 

L
Lancerto  
PHON E: +48 17 225 03 12
E-M A I L: office@lancerto.com
lancerto.com

Le Petit Trou
E-M A I L: office@le-petit-trou.com 
le-petit-trou.com

LPP 
Marta Chlewicka
Spokesperson 
PHON E: + 48 58 76 96 900
E-M A I L: Marta.Chlewicka 
@lppsa.com 
lppsa.com 

Malwina Konopacka
Designer
PHON E: +48 502 278 957
E-M A I L: malwinakonopacka 
@gmail.com
malwinakonopacka.com

M
Medivio 
Mariusz Czerwiński
Board Member at Silvermedia
PHON E: + 48 511 347 682
E-M A I L: mariusz.czerwinski 
@medivio.pl
medivio.pl

Mokate
PHON E: +48 33 854 91 00
E-M A I L: eksport@mokate.com.pl
mokate.com.pl

Monster & Devices 
Marcin Kowcz
CEO & Co-founder
PHON E: +48 787 5 11 058
E-M A I L: marcin.kowcz 
@monsterdev.pl
monsterdev.pl

N
Nano Sanguis
Kamil Kopeć
COO
PHON E: + 48 790 829 799
E-M A I L: k.kopec@nanosanguis.com
nanosanguis.com



www.ethos-warsaw.com

www.ksprop.com
+48 22 522 33 55

Developer & Investor

ethos@savills.pl
+48 22 222 4000

Office Leasing Agent Retail Leasing Agent

ethos.leasing@bnpparibas.com
+48 22 653 44 81



www.dako.eutime4dako@dako.eu

Every day in the whole world thousands of people 
check DAKO products in the most demanding test: 

in daily use laboratory

Time for DAKO...

Since 1994 DAKO has been a 
producer of high quality PVC, wood 
and aluminium joinery. The company 
continuously expands its range of 
products and adjusts to the changing 
requirements of the clients.

Taking advantage of cutting-edge 
technology and the best components, 
DAKO ensures high precision of 
product manufacturing.

DAKO success is measured by milions 
of sold windows, doors, garage doors 
and roller blinds and a large group of 
satisfied clients from all over the world.

22 years  
of experience

> 645 
employees

25 000 m2 
technological park

50% foreign  
markets  

production

WINDOWS |  ROLLER BLINDS | DOORS | GARAGE DOORS


