
Innovative Business Transfer
Models for SMEs in the BSR
(INBETS BSR)

4. Train the Trainer Presentations

• General schedule
• Corporate Competitiveness
• Governance Strategies
• Innovation Management
• Business transfer
• Labour market
• Business Transfer Motivation
• Corporate Transitions
• Case Study



Train-the-Trainer Seminar
Training as an Entrepreneur

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania
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Presentations

Vytautas Magnus University
https://www.youtube.com/watch?�me_continue=1&v=ST3Kv_7R3d4
https://www.youtube.com/watch?�me_con�nue=84&v=IAlt2SRa254

And some facts about Lithuania
https://www.youtube.com/watch?v=8KRjb5hL2Lk
h�ps://www.youtube.com/watch?v=WH9mTk1mxkI
h�ps://www.youtube.com/watch?v=RPO4tbV4UHk
https://www.youtube.com/watch?v=8ri6Bmuciac
https://www.youtube.com/watch?v=L_AGOlsphpE
h�ps://www.youtube.com/watch?v=9Yxwjy4pvsM
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Day 1
Time Event
08:00 - 08:45 Welcome and Introduction.

Presentation of the participants.
Overview of the programme of the 1st day

08:45 – 13:00 Training

13:00 - 14:00 Lunch

14:00 - 18:00 Training

18:00 - 19:00 Free time

19:00 – 22:00 Joint dinner and international exchange of experiences
Meeting point - ARTIS Centrum Hotel Lobby, walk to the restaurant
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Day 2
Time Event
08:00 - 12:15 Overview of the programme of the 2nd day

Training

12:15 - 13:15 Lunch

13:15 - 14:45 Training



DAY 1
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Day 1
Time Event
08:00 - 08:45 Welcome and Introduction.

Presentation of the participants.
Overview of the programme of the 1st day

08:45 – 13:00 Training

13:00 - 14:00 Lunch

14:00 - 18:00 Training

18:00 - 19:00 Free time

19:00 – 22:00 Joint dinner and international exchange of experiences
Meeting point - ARTIS Centrum Hotel Lobby, walk to the restaurant



DETERMINING CORPORATE COMPETITIVENESS

Train-the-Trainer Seminar

Mr.Nerius Jasinavičius
Founder “TOC sprendimai”

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Coffee break

10:15 – 10:30



DEVELOPING CORPORATE GOVERNMENT
STRATEGIES

Train-the-Trainer Seminar

Mr.Nerius Jasinavičius
Founder “TOC sprendimai”

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Lunch

12:00 – 13:00



INNOVATION MANAGEMENT – KNOW-WHY
AND KNOW-HOW

Train-the-Trainer Seminar

Dr. Kasty�s Gečas
Innova�on Expert

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Coffee break

14:30 - 14:45



BASIC COMPUTER SKILLS, BOOKKEEPING
USING COMMERCIAL SOFTWARE

Train-the-Trainer Seminar

Ms. Kirsten Jensen
IBC

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



PREPARING, COMPLETING, EVALUATING
START-UP, TAKEOVER ACTIVITIES

Train-the-Trainer Seminar

Audrius Zabotka
VMU

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Dinner

19:00



DAY 2
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Day 2
Time Event
08:00 - 12:15 Overview of the programme of the 2nd day

Training

12:15 - 13:15 Lunch

13:15 - 15:45 Training



LABOUR MARKET 2020-2050: CHALANGES
AND TRENDS

Train-the-Trainer Seminar

Ms.Laura Duksaitė-Iškauskienė
Partner at Master Class LT

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



GROWING BUSINESS SUCCESSORS.
WITH SPARKLES IN THEIR EYES, PLEASE!

Train-the-Trainer Seminar

Mr.Balys Narbutas, Communica�on Consultant
at Fabula Hill+Knowlton Strategies

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Coffee break

10:15 – 10:30



GROWING BUSINESS SUCCESSORS.
WITH SPARKLES IN THEIR EYES, PLEASE!

Train-the-Trainer Seminar

Mr.Balys Narbutas, Communica�on Consultant
at Fabula Hill+Knowlton Strategies

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



TOOLS FOR CORPORATE TRANSITION

Train-the-Trainer Seminar

Mr.Karolis Pocius
M&A Professional

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Lunch

12:15 – 13:15



TOOLS FOR CORPORATE TRANSITION

Train-the-Trainer Seminar

Mr.Karolis Pocius
M&A Professional

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



FAREWELL COFFEE &
EXCHANGE OF EXPERIENCE



INBETS BSR

Thank you!
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MODULE A1

DETERMININGCORPORATE
COMPETITIVENESS

Nerius Jasinavicius
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Nerius Jasinavicius

�Founder of TOCsprendimai
�Boardmember of Achema Group
�Consultant for unique clients
�Certified TOC and LEAN expert
�Certified M anagement Consultant
�Author of “From Workplace to Business.
The beginning”

https://amzn.to/2PSAsoh
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Agenda

1. Corporate goal system
2. What does determine value of the company
3. Creating long-term competitiveness

a) Market analysis
b) SWOT

4. Corporate culture
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What is thegoal of the company ?

now as well as in the future
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Necessary conditions

�Satisfiedemployees
�Satisfiedenvironment
�Clients
�Suppliers
�Society
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Return on Investment
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Growth of theCompany
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Corporate goal system

Mission
and Vision
Strategic
Goals

Objectives

Tactics and Tasks
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Danger of local measurements
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Agenda

1. Corporate goal system
2. What does determine value of the company
3. Creating long-term competitiveness

a) Market analysis
b) SWOT

4. Corporate culture
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Value of thecompany

�BusinessValuation - a general process of determining the
economic value of a whole business or company unit. Business
valuation can be used to determine the fair value of a business
for a variety of reasons, including sale value, establishing
partner ownership, taxation, and even divorce proceedings.

But in reality
�Company’sValue – amount of money Buyer is ready to pay for
the company
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Methods of Valuation

�Market Capitalization – is calculated by multiplying the company’s share price by
its total number of sharesoutstanding

�Times Revenue Method – a stream of revenues generated over a certain period
of time is applied to a multiplier which depends on the industry and economic
environment.

�Earnings Multiplier (P/E ratio) Method – a profit generated over a certain period
of time is applied to a multiplier.

�Discounted Cash Flow (DCF)M ethod – based on projections of future cash
flows, which are adjusted to get the current market value of the company.

�Book Value – the value of shareholders’ equity of a business as shown on the
balance sheet statement.

�Liquidation Value – the net cash that a business will receive if its assetswere
liquidated and liabilities were paid off today.
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Readiness of the company for sale (or transfer)

�Financial transparency
�Accounting
�Personal expenses

�Non-dependence of the company
�Non-dependence on owner’s participation
�Non-dependence on any single factor
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3 Pillars of Value

�Net Profit (or EBITDA)
�Stability and Growth of Salesand Profit
�(In)dependence of the company
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Key success factors

Employees

Tools Management
systems
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Agenda

1. Corporate goal system
2. What does determine value of the company
3. Creating long-term competitiveness

a) Market analysis
b) SWOT

4. Corporate culture
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Ever-flourishing company

�Forthe Company to become ever-flourishing its Throughput
must grow (and continue to grow) much faster than Operating
Expenses.

�Exhaustingthe Company 's resources and/or taking too high
risks severely endangers the chance of becoming ever-
flourishing.
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Ever-flourishing company

Tactics
�Company has to build a decisive competitive edge and the
capabilities to capitalize on it, on big enough markets without
exhausting the Company's resources (sustain) and without
taking real risks.
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Decisive CompetitiveEdge

The way to have a decisive competitive edge is
to satisfy a client’s significant need to an
extent that no significant competitor can.

Building a decisive competitive edge is not easy;
building the capabilities to capitalize on it is not lessdifficult.
But, sustaining these two elements is the real challenge.
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Decisive CompetitiveEdge
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Examples of DCE

�Cost Leadership
�Reliability / Operational excellence
�Technological / patent
�Brand
�Focuson niche market
�Value Offer
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Agenda

1. Corporate goal system
2. What does determine value of the company
3. Creating long-term competitiveness

a) Market analysis
b) SWOT

4. Corporate culture
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Culture is how organizations ‘do things’
Robbie Katanga
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Corporate culture

The values and behaviors that contribute to the unique social
and psychological environment of an organization.

1. the ways the organization conducts its business, treats its
employees, customers, and the wider community,

2. the extent to which freedom is allowed in decisionmaking,
developing new ideas, and personal expression,

3. how power and information flow through its hierarchy,and
4. how committed employees are towards collective objectives.
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Corporate culture
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Cultural fit
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Questions
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MODULE A2

DEVELOPINGCORPORATE
GOVERNANCE STRATEGIES

Nerius Jasinavicius
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Agenda

�Long-term perspective and daily control
�Vision, Mission and objectives
�Operating figures and performance indicator systems
�Costs and revenues management and control

�Core processes of the company
�Sales and marketing
�Production
�Supply / Procurement
�Projects

�Finance management
�Cash-flow
�Planning of investments, financial and liquidity planning
�Types of financing (including alternative)
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What is thegoal of the company ?

now as well as in the future
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Return on Investment
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Growth of theCompany
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Core organizational dilemma

Focus on
stability

M aintain
stability

Successful
organization

Focus on
growth

Ensure
growth
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Why do weneed ?

If one does not know to which port one is
sailing, no wind is favourable.

Lucius Annaeus Seneca
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Whydowe need Vision?

Companieswith written Vision:

30%
Bigger

25%
Higher

Shareholders’
Value

50%
Faster
Growth
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Vision Statement

A vision statement describes the
organization as it would appear in a
future successfulstate. When developing
a vision statement, try to answer this
question: If the organization were to
achieve all of its strategic goals, what
would it look like 10 years from now?
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Mission Statement

A mission statement explains the company’s reason for
existence. It describes the company what it does and its overall
intention. The mission statement supports the vision and serves
to communicate purpose and direction to employees, customers,

vendors and other stakeholders.
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Misijų pavyzdžiai

At IKEAour vision is to create a better everyday life for the many people. Our business idea
supports this vision by offering a wide range of well-designed, functional home furnishing
products at prices so low that as many people as possible will be able to afford them.

Apple designsMacs, the best personal computers in the world, along with OSX, iLife, iWork
and professional software. Apple leads the digital music revolution with its iPods and iTunes
online store. Apple has reinvented the mobile phone with its revolutionary iPhone and App
store, and is defining the future of mobile media and computing deviceswith iPad.
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Objectives

The specific objectives are focused on achieving that Vision.
Objectives refer to specific measurable results for the initiative's
broad goals. An organization's objectives generally lay out how

much of what will be accomplishedby when.
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Operating figures and performance indicator systems
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Why dowe needmeasurementsand indicators?
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�Performance measurement is the process of collecting,
analyzingand/or reporting information regarding the
performance of an individual, group, organization, system or
component.

�Aperformance indicator or key performance indicator (KPI) is
a type of performance measurement. KPIsevaluate the success
of an organization or of a particular activity (such as projects,
programs, products and other initiatives) in which it engages.
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Example: KPI fromISO 22400-2:2014
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Costs and revenuesmanagementand control

�P/L
�Operational Budget

�Income / Sale
�TVC
�Operating Expenses
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How todo the budgeting?

�Start from the end (How much profit?)
�Operating Expenses
�How much Throughput is needed?

�What Throughput is generated by each product/service/project?
�What should be product mix?
�What could affect Throughtput?

�Sales
�Do we have enough production capacity?
�Do we have enough sales capacity, opportunities, market?
�Do we have enough inventory/supply?
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Core processes of thecompany

�Salesand marketing
�Production
�Supply / Procurement
�Projects



www.toc.lt | www.amver.lt | www.verslomitai.lt | www.versloakademija.lt

Typical processes in company

Leads

Production /
projectsSales Preparation for

production
RM, components



www.toc.lt | www.amver.lt | www.verslomitai.lt | www.versloakademija.lt

Finance management

�Cash-flow
�Planningof investments, financial and liquidity planning
�Typesof financing (including alternative)
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Cash-flow management

�Not making profit kills company slowly – like a cancer. Lack of
cash kills company instantly – like a heart attack.

�Cashflow management is the process of tracking how much
money is coming into and going out of your business

�Themost important rule in business –
DROOM – Don’t run out of money
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Cash flowmanagement

+

- OE

-
TVC

Residual

Sales

I
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Rules of cash flowmanagement

1. Manage a cash flow budget
2. Maintain a cash reserve
3. Be realistic with your salesvolume estimates
4. Focus on your invoices
5. Keep a tight rein on your spending
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Planning of investments,financial and liquidityplanning
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Planning of investments,financial and liquidityplanning

�Liquidity planning means nothing less than ensuring that a
company remains solvent at all times for the foreseeable
future. Liquidity planning also gives an overview of how much
free liquidity can be managed in the short, medium, and long
term.
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Types of financing (includingalternative)

�Bank loans
�Business lines of credit / overdrafts
�Equipment loans / leasing
�Invoice factoring
�Supplier/customer financing
�Alternative

�Crowdfunding
�Grants
�Mezzanine lenders
�Private equity
�Sweat Equity
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Questions



Train-the-Trainer Seminar
Innova�on Management – Know-why and Know-how

Dr Kasty�s Gečas, Innovation Expert

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania
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CONTENTS

Innova�on Management – Know-why and Know-how

• Part 1. Innova�ve Company Development
• What innova�on is
• Why it’s important
• How innova�on

• Part 2. Discussion: How to Sustain Innova�on
while Transferring Business
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What innovation is

Innova�on Management – Know-why and Know-how
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Innovation?

Innova�on Management – Know-why and Know-how

Double use:

Innovation (as a result) ~ novelty

Innovation (as a process) ~ brings novelty

Innovation has its origin from the word
"inovacyon"used in mid-France already in XV century
, that means “renewal”, renovation, update, etc. In
English, we may find “innovation” ir “novation”; in

Russian – “инновация” ir “нововведение”.
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Innovation – knowledge perspective
Train-the-Trainer Seminar. Innovation Management – Know-why and Know-how

KNOWLEDGE
IDEAS

EDUCATION
RESEARCH
SCIENCE

(INVESTMENTS)

NEW
PRODUCT

S
OR

SERVICES
(PROFIT)

IF SCIENCE IS THE
TRANSFORMATION OF
MONEY INTO
KNOWLEDGE,
INNOVATION IS THE
TRANSFORMATION OF
KNOWLEDGE INTO
MONEY

EUREKA
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Innovation – novelty perspective

Innova�on Management – Know-why and Know-how

Innovation happens when an invention is commercialized in a way of
manufacturing or it causes significant improvement

Innovation includes generation of new ideas and their implementation,
giving the market new products or services, and/or renewed processes.
Innovation leads to both the national economic and employment growth,

and to profit growth of a company

Innovation is a functional, essential, cutting-edge novelty that focuses
on replacement of old by something new
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Innovation – formal (statistical)
perspective

Innova�on Management – Know-why and Know-how

An innovation is a new or improved product or process (or combination thereof)
that differs significantly from the unit’s previous products or processes and that has
been made available to potential users (product) or brought into use by the unit
(process).
Innovation activities include all developmental, financial and commercial activities
undertaken by a firm that are intended to result in an innovation for the firm.
A business innovation is a new or improved product or business process (or
combination thereof) that differs significantly form the firm’s previous products or
business processes and has been introduced on the market or brought into use by
the firm.
An innovative firm is the firm that has at least one innovation in the orbservation
period (typically, 1-3 years.)

Oslo Manual - 2018; OECD/Eurostat
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Innovation – business perspective
• Innova�on is related to a process

• connec�ng
• knowledge and technology with the exploita�on of market
opportuni�es for
• new or
• improved products, services and business processes

• compared to those already available on the
common market,

• and encompassing a certain degree of risk.

Community Framework for State Aid for Research and Development and Innova�on, EC Staff Paper, Preliminary
Dra�, 20/4/2006

Innova�on Management – Know-why and Know-how
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Two sides of the ‘entrepreneurship’ coin

Innova�on Management – Know-why and Know-how

Innovation is a mindset. It is the mindset how to do business
in a new way!

Innovation in business =

(New) knowledge + Commercial application
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Why it‘s important

Innova�on Management – Know-why and Know-how
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Two competitiveness drivers
Innova�on Management – Know-why and Know-how

“…the business enterprise has
two–and only two–basic
func�ons: marke�ng and
innova�on. Marke�ng and
innova�on produce results;
all the rest are costs. ”

Peter Drucker
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Why it’s important – macro-level
According to United Kingdom Dept. Trade and Industry:

Innova�on Management – Know-why and Know-how

• Innova�on reduces waste and environmental damage
• Innova�on creates growth, increases produc�vity, and
economic wealth (avoids stagna�on)

• Innova�on provides better goods and services at a cheaper
price – higher standard of living

• More interes�ng work for employees
• Old strategies get replicated and, consequently, margins get
squeezed

• Survival!
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Why it’s important – company level

Innova�on Management – Know-why and Know-how

• Value innova�on!
• An innova�on can increase profits on the value side
(customers value an innova�on enough to pay more
for it)…

• ...or the cost side (the company produces a product
offering in a more efficient way).

• Either way, value is created for the firm and the
consumer.
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How innova�on

Innova�on Management – Know-why and Know-how
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Innovation is needed – but it’s not easy

Innova�on Management – Know-why and Know-how

• Innova�on is not a natural process in our culture –
imita�on and adapta�on are.

• Risk-taking and change-making are not praised
values in our socie�es – stability is.

• Open compe��on and entrepreneurship are not
(yet) assets in our economies – protec�onism and
well-establishment (s�ll) are.
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Innovation iceberg

Innova�on Management – Know-why and Know-how

“Visible” innova�on projects

External
knowledge/idea
sources

Partnerships and
external support

Core
competence&
knowledge
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Obstacles to innovation

Innova�on Management – Know-why and Know-how

0%

5%

10%

15%

20%

25%

30%

Industry Servises In total

Lack of own financial
resources
Too high level of costs

Market is dominated by well-
known companies
Lack of external financial
resources
Low demand for new products

Lack of qualified personel

Difficulties in finding partners

Lack of market information

Lack of technology information

Source: Development of Innovation Activities, Dept. Statistics Lithuania
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Innovation management – the object of
management discipline

Innova�on Management – Know-why and Know-how

On the other hand, it is crosscutting – it embraces the
areas as diverse as

• strategy planning,
• organizational management, incl. marketing
• production management, incl. product development
• financial management,
• personnel management,
• technology management,
• logistics and distribution management,
• …etc.
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Innovation management – five activities

Innova�on Management – Know-why and Know-how

1.Establishing and maintaining a business environment that values
innova�on or stronger performance.

2.Crea�ng a corporate structure where innova�on is the top
priority.

3.Developing a company strategy that encourages realis�c
innova�ons that will prove successful in the market.

4.Figuring out where to find innova�ve ideas and how to
implement them once they are found.

5.Pursuing innova�ve ideas with full company support and
resources.
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Changing things – innovation
classification by content

Innova�on Management – Know-why and Know-how

Product

Technological

New end-products - capital goods (e.g.machinery),
consumer goods, material or intellectual products,
etc.), creation of production and use

New technologies (production methods) -
development and application of various activities

Social/nontec
hnological

New economic, managerial, organizational and
other structures and forms of development and
implementation of various activities incl. design

Complex Synthesis of product, technological and social
innovations
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Innovation classification by level/scale of
implementation - (what is new for...)

Innova�on Management – Know-why and Know-how

Person

Company, organisation

Economy sector

Country/state (region)

Ecosystem

World
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Why crea�vity

Innova�on Management – Know-why and Know-how
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BTW, innovation is brought by people

Innova�on Management – Know-why and Know-how

• Innova�on is a prac�ce, amindset and a set of skills…
• Innova�on is a team ac�vity and ability of an
organisa�on

• determined by innova�on leadership and the
collec�ve innova�ve capacity of the team members
and the people they collaborate with.

• Innova�on is not a rou�ne, it is made by targeted
projects
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Creativity => innovative activity

Innova�on Management – Know-why and Know-how

Competence
Skills in
creative
thinking

Motivation

Creativity



25Innova�on Management – Know-why and Know-how
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What’s the difference between tigers?

Innova�on Management – Know-why and Know-how
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HR: roles in the innovation process

Innova�on Management – Know-why and Know-how

• Innova�on benefits from a diversity and
experimenta�on, and also leadership

• Processual roles:
• Idea generators – crea�vity, exper�se
• Champions – coordina�on, project management, etc.
• Shapers
• Gatekeepers – informa�on, analysis, resources, cri�cs
• Coaching

• Sponsoring - resources
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Three Innovation Strategies

Innova�on Management – Know-why and Know-how
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Innovation is for “everyone” and
“everywhere”, isn’t it?

Innova�on Management – Know-why and Know-how

Moving FROM...
• Top down decisions
• Li�le tolerance to ambiguity
• Short-term opera�onal focus
• Worry in (re)making mistakes
• Work within ‘own’ func�ons/�ght
rein on resource alloca�on

• Inside-out focus – current
pla�orms/products, then client
needs

• We have a lot of ‘good ideas’

Moving TO...
• Co-crea�on of programs&ini�a�ves
• Pa�ence for messiness, risk,
uncertainty

• Longer term promise
• Emphasis on learning
• Move freely/part-�me mind share
• Outside-in focus – value innova�on,
user needs, brand promise, new
technology

• Focused - por�olio approach
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Innovative enterprises – key aspects

Innova�on Management – Know-why and Know-how

• New/extra added value – the compe��veness
driver

• New products/new processes

• Non-technological innova�on
• Management, marke�ng, logis�cs,

distribu�on, design, etc.

• Exploita�on of knowledge
• Internal assets
• Partnership/networking

• Team work, collec�ve thinking, crea�vity

• Risk-taking, tolerance

• Struggling resistance

• Innova�on management

Innova�on culture

Innova�on management

Innova�on capacity
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Discussion.
How to sustain
innovation in
business

Innova�on Management – Know-why and Know-how
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Innovation Activity in Business – Key Driving Factors

Innova�on Management – Know-why and Know-how

Concepts

• Processes
• Change
• Risk
• Produc�ve knowledge

• Cultural environment
• Market

• Trigger
• Commercial success

Features

• Innova�on capacity & management
• Novel�es - New products & new processes
• Mi�ga�on capacity and favourable financing
• Access to knowledge and technology and
knowledge transfer

• Innova�on culture
• Market challenges

• Access & partnerships
• Value for Clients
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Questions/topics for discussion

Innova�on Management – Know-why and Know-how

1. Ac�ons to preserve innova�on ac�vi�es during transfer
2. How and who ini�ates change(s)?
3. Do we accept the risks of change?
4. Can we put knowledge as assets on a balance sheet?
5. Can we be innova�ve in our (na�onal, regional, local)

environment?
6. “Innovators do not sa�sfy market needs, they create

them”
7. Success in market - fruits of temporary monopoly

(because of innova�on)



INBETS BSR

Thank you!

… innova�on does not wait

Good luck in
transferring business
innova�on



Preparing, completing, evaluating start-up,
takeoveractivities
Train-the-Trainer Seminar

AudriusZabotka,Project ContentCoordinator,
VMU,PP12

INBETSBSRProject Seminar,6-7May2019Vilnius, Lithuania
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You just do not seethe things frommy
side?
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MAIN MODULESOFENTREPRENEURSHIP
TRAINING CURRICULA

1. Determiningcorporate competitiveness;
2. Developingcorporate governmentstrategies;
3. Innovationmanagement;
4. Basic computer skills, bookkeeping using commercial

software;
5. Preparing, completing and evaluating start-up and takeover

activities;
6. Human resources management & vocational education

knowledge.
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5. PREPARING,COMPLETINGAND EVALUATING
START-UP AND TAKEOVERACTIVITIES
(sub-modules)

1. PREPARING, COMPLETING AND EVALUATING START-UP AND TAKEOVER
ACTIVITIES;

2. ORGANISATION;
3. CORPORATESUCCESSION;
4. ENTREPRENEURSHIP/COMPANY START-UP;
5. THERELIABLEDETERMINATIONOFTHEPURCHASEPRICEOFTHECOMPANY

TOBETRANSFERRED;
6. FINANCINGOFBUSINESSTRANSFERMODELS;
7. BUSINESSTRANSFERMODELS;
8. MATCHMAKING BETWEENTRANSFERORANDTRANSFEREE;
9. TRANSFEROFKNOWLEDGE.
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Model for the structureandsequenceof
the training andcoachingprogram

Month from… Assessment Individual
-until … Plans

Determining
corporate

competitiveness

Developing
corporate
government
strategies

Innovation
Management

module

BasicComputer
skills,

bookkeeping
usingcommercial

software

Preparing,
completingand
evaluating
start-upand
takeover
activities

Human
Resources

Management
andvocational

training

Examination Coaching&
Consultations

1

2

3

4

5

6

7

8

9
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START-UP AND TAKEOVERACTIVITIES
Discussion

What criteria characterize the
successfulbusinesstransfer?
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START-UP AND TAKEOVERACTIVITIES
Discussion

Can the business take-over happen
successfully without external
consultancies?

Why(Y/N)?
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START-UP AND TAKEOVERACTIVITIES
Discussion

How to increase demand for business
transfer?



INBETSBSR

Well done!

Thankyou!

















































Growing Business
Successors.
With sparkles in their
eyes, please!



�©VRP Hill+Knowlton Strategies2

„This will never happen to us..“



�©Fabula Hill+Knowlton Strategies

A simple fact manyof us tend to ignore



35%of Fortune 500
companies are familyowned
businesses.

More than30%of all family-
ownedbusinesses makethe
transition into the second
generation.

12%will still be viable into the
thirdgeneration.

Only 3%of all family
businesses operatingat the
fourth-generationlevel and
beyond.
https://www.familybusinesscenter.com/resources/family-
business-facts/ 4

Photo byVance OsterhoutonUnsplash



Photo by Vladimiras Ivanovas,“Verslo žinios“
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OtisW. Baskin,Ph. D.,
The FamilyBusiness
ConsultingGroup

"Ifthis is such a crucial elementof
good business planning that it requires
the attentionof the boards of the
world's largest companies, it is no less
importantfor a small privately owned
business where the 'bench' usually
isn't verydeep. Yet, it is quite possibly
the last thingmostowner-managers
want to face."



SELL

PASS OWNERSHIP
AND

MANAGEMENT

RETAIN
OWNERSHIP, NOT
MANAGEMENT

Photo byMarc Schäfer onUnsplash



Process VS
Event

Skills VS Clone

Communication
VS Silence

Photo byNicole Bengiveno/TheNew York Times



.

ANTICIPATE your
needs
GROW yourleaders
ASSESS their
performance
PREPARE potential
successors
GET GOING!

Photo bySamuelZeller onUnsplash



�©Fabula Hill+Knowlton Strategies11Source: https://hbr.org/2004/12/how-to-grow-great-leaders
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But there’s a problem sometimes…

12
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I’mnot asking you to eat fish…

“Architecture was mydream,but father
slammed his fist to table:Imuststudy
management!He was really concerned
thatmeandmybrother follow his
footsteps. And Ican’t say, that I’mangry
about it,not at all. When you are 16, it’s
hard to figure out,whatyouwant in life”.

“Iused to say: father, how can you
imaginemeworking for you since Idon’t
even like fish? And he replied:I’mnot
asking you toeat fish, you need to sell it!”

Dainius Matijošaitis, brandmanager,
„Vičiūnai“.

http://www.technologijos.lt/n/zmoniu_pasaulis/kaip_mes_gyvename/S-21853/straipsnis/Lietuvisku-verslo-imperiju-paveldetojai?l=2&p=1
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ChairmanJohn Willard "Bill"MarriottJr. andCEO Arne Sorenson,.Photo by
Forbes.com

„My son John devoted his heartand soul
to learning the business. If I’d followed
my own heart, Iprobably would have
chosen John as mysuccessor...“



Photo by IanSchneider onUnsplash



�©Fabula Hill+Knowlton Strategies

МOTIVATION
I s t he re a be t te r reason to row fas te r?
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JuliausKalinsko/15min.lt nuotr./Petras Masiulis
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Our Typical Reaction to Change

25
Kübler-Ross, Change Curve (1969)

BN1



Sl ide 25

BN 1 Balys Narbutas, 4/29/2019
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Implications for growing a leader?

1. Set clear goals.
2. Provide constant feedback.
3. Help him or her believe that the goal

is achievable

31
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In practice

1. Design a new car
2. Create a movie worthy of an Oscar
3. F ly humans to M ars
4. Stop cl imate change
5. Cure cancer
6 . You N ame I t…

34
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Implications for growing a leader?

1. Set clear goals.
2. Provide constant feedback.
3. H elp him or her bel ieve that the goal is

achievable.
4. Convey meaning.

35
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Becausemeaning is what the future leaders seek

36Photo by M ikito Tateisi on Unsplash

89% define successas having a positive
impact upon society and others

63% share the view that too many
businesses avoid taking a stand

67% said that business successdepend on
developing a set of soft skills – most
importantly problem-solving,
communication, decision-making and
leadership skills.

Source:https://www.sbs.ox.ac.uk/news/future-leaders-
motivated-sense-purpose-according-new-oxford-said-survey
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The rest of people too...

37Source:https://www.pwc.com/gx/en/services/people-organisation/workforce-of-the-future/workforce-of-future-appendix.pdf
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M eaning and motivation: a matter of values

38

Personal
values

Organizational
values

Job satisfaction

Performance
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Focuson what matters

Pursu ing your dreams wi l l he lp you avo id
d is t rac t ing temptat ions and enable you to focus
on the subjects that mean the most to you.

Find a passion that inspi res you to achieve
greatness.Fo l low i t and run wi th i t , push ing out
any obstac lesand dist ract ions that impede you
from reaching your goal . Keep your eye on the
pr ize! I t ’s easy to succumb to temptat ion when
your energy is not complete ly focused.

Pharmaceut ica ls and drug development are my
abundant sourcesof insp i ra t ion . I imp lore you
to go out and d iscover your own.

40

JonathanGilinski, serial entrepreneur,
executivedirector ofCapsCanada,and

founderof Capsuline

Source: https://articles.theoracles.com/11-ways-to-stay-motivated-according-to-highly-successful-
business-people-b350e92a36a
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Accountab i l i t y
Accuracy
Achievement
Adventurousness
A l t ru i sm
Amb i t i o n
Assertiveness
Balance
Being the best
Belong ing
Boldness
Calmness
Carefulness
Chal lenge
Cheerfulness
Clear-mindedness
Comm i tmen t
Commun i t y
Compassion
Compet i t iveness
Consistency
Conten tment
Con t inuous
Imp rovemen t
Con t r i bu t i on
Cont ro l
Cooperat ion
Correctness
Courtesy

Creat iv i ty
Cur ios i ty
Decisiveness
Democrat icness
Dependab i l i t y
De te rm ina t ion
Devoutness
Di l igence
Disc ip l ine
Discret ion
Divers i ty
Dynamism
Economy
Effect iveness
Eff ic iency
Elegance
Empa thy
En joymen t
Enthusiasm
Equal i tyExcel lence
Exc i tement
Exper t ise
Exp lo ra t ion
Expressiveness
Fairness
Fai th
Fami ly-or ientedness
F ide l i t y
Fi tness

Fluency
Focus
Freedom
Fun
Generosi ty
Goodness
Grace
Grow th
Happ iness
Hard W ork
Hea l th
Help ing Society
Ho l iness
Hones ty
Hono r
H um i l i t y
Independence
Ingenu i t y
I n ne r Ha rmony
Inquis i t iveness
Ins ight fu lness
In te l l igence
Inte l lectua l Status
I n t u i t i o n
Joy
Just ice
Leadership
Legacy
Love

Loya l ty
M aking a di fference
M astery
M erit
Obedience
Openness
Order
Or ig ina l i t y
Patr io t ism
Perfect ion
Piety
Posi t iv i ty
Pract ical i ty
Preparedness
Professional ism
Prudence
Qual i ty -or ien ta t ion
Rel iab i l i ty
Resourcefulness
Restra int
Resul ts-or iented
Rigor
Secur i ty
Self-actual izat ion
Sel f -contro l
Selflessness
Self-rel iance
Sensi t iv i ty
Sereni ty

Service
Shrewdness
S imp l i c i t y
Soundness
Speed
Spontanei ty
Stabi l i ty
Strategic
Strength
St ruc tu re
Success
Suppor t
Teamwork
Temperance
Thankfu lness
Thoroughness
Thought fu lness
Timel iness
Tolerance
Trad i t iona l i sm
Trus twor th iness
Tru th -seek ing
Understanding
U niqueness
Uni ty
U sefulness
Vis ion
Vi ta l i t y
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Photo by Selma Rizvićon Unsplash
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Group discussion

44
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W hat are your stor ies and
exper iences?What mot ivated you
to come where you are today? This

hal l? Your profess ion?

45
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How wou ld you even s ta r t a
conversat ion about successionwith

a business owner?

46
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W ho should assume responsib i l i ty
for educat ion of fu ture bus iness

leaders in the company?

47
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In your op in ion and exper ience:
what works and what doesn ’ t work
when t ry ing to mot iva te someone to

become and/ or do someth ing?

48
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W hat process, tools and methods
would you suggest for a company to
grow its future leaders?H ow could

you help?

49
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W hat would your group suggest to
increase general SM E’s awareness
and readiness to delve into the

successionmatter?

50
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Train-the-Trainer Seminar
Tools for Corporate Transi�on

Karolis Pocius, Corporate Finance and M&A Professional

INBETS BSR Project Seminar, 6-7 May 2019 Vilnius, Lithuania



Topics for today

I. Corporate M&A Market

II. Condi�ons for the deal to happen

Case analysis: Milkman & Co

III. Transac�on process

IV. Why transfers fail

2



I.1 Corporate M&Amarket ac�vity 2015 - 2018

3

Source: vz.lt, FAA

M&ATransac�onsover 0.1million EUR (2017)



I.2 M&A Transac�on by Purpose of Investment (2017)
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0 5 10 15 20 25

Market entry (M)

Consolida�on ( C)

Diversifica�on (incl. financial/funds)

Disposals (DISP)

Ver�cal integra�on (V)
Data: 2017 /
Source: FAA
(finansai.lt)
own analysis

Legend

Ver�cal integra�on Companies acquiring to integrate towards the clients (downstream) or
resources (upstream)

Disposals Corporate spin-offs, sales of subsidiaries

Diversification Acquisi�ons in slightly or not related business segments, including acquisi�ons
by financial ins�tutions, funds

Consolidation Acquirers consolidating their posi�ons in the market

Market entry Acquiring core businesses in foreign geography for the first �me



I.3 M&A Transac�ons by Transfer Model (2017)
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Source: FAA (finansai.lt) data; own analysis

0 5 10 15 20 25 30 35

Financial to Corporate

Corporate to Private

Corporate to Financial

Corporate to Corporate

Private to Corporate

Legend

Private to Corporate: Private owners selling to companies or groups
Financial: Private owners selling to funds
Private: Private owners selling to private owners

Corporate to Corporate: Corporates selling to corporate investors
Private: Corpora�ons selling to private owners
Financial: Corporates selling to funds

Financial to Corporate: Funds selling to corporates
Financial: Funds selling to funds

Management buy-out/in Sort of transfer to private owners - managers, usually with an aid from financial
investors or creditors.
* Buy-out happens when exis�ng managers buy out other shareholders;
* Buy-in happens when shares are sold to outside team ofmanagers

Data: 2017 /
Source: FAA
(finansai.lt)
data; own
analysis



II. Condi�ons for the Deal to Happen
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Alignment of
Goals
Sellers
Buyers
Creditors
Regulators
Management
Company

Availability of
Funding

Own funds
Borrowed funds

Coinvestors
Vendors

Balance sheet
Dona�ons

Taxes

Terms
Deal price

Payment structure
Legal condi�ons

Obligations by the par�es
Shareholders agreement
Management contracts



II.1 Alignment of Goals
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Stakeholders May want to achieve:
Sellers • Higher exit price

• Faster payment schedule
• Less post- deal obliga�ons

• Or, retention of their legacy
• Dispropor�onate return vs. inac�ve

shareholders

Buyers • Smaller entry price
• Slower payment schedule
• Risk reducing covenants

• No burdening takeover condi�ons
• Motivated management

Managers • Security of their positions
• Remunera�on for the achieved exit
• Acceptable reputation of the new owners

• Forward – looking compensa�on scheme
• Smaller financial burden
• Clear/balanced strategic and financial goals

Emplyees/
Company

• Job security
• No addi�onal workload without

compensa�on
• Sustainable strategy and goals

• Acceptable reputation of the owners
• Clear transi�on plan and implementa�on
• Union rights and influence reten�on

Regulators • No abnormal concentra�on
• No reputa�onal hazards

• Work place retention
• No environmental or social hazards
• No State security hazards

Creditors • No reputa�onal risks • Sustainable servicing plan



II.2 Availability of Funding
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Financing Typical Sources:

Own funds
(Equity)

• Buyer‘s own readily available funds
• Buyer‘s ability to issue new equity and use

proceeds to finance the deal

• Buyer‘s ability to pay in its own shares
• Buyer‘s ability to issue new debt

independently from the target Company

Borrowed
funds
(Leverage)

• Possibility to increase leverage of the
Company and repay debt from opera�onal
cash flow or asset sell-out

Vendor loan
and earn-out

• Possibility to borrow from the seller, i.e.
pay the price over �me

• Possibility to acquire shares gradually, i.e.
using forward pricing formula, call op�ons,
etc.

Balance Sheet • Possibility to raise financing from the
Company by selling out unnecessary
assets, subsidiaries or opera�ons, or
transforming its working capital

• Possibility to explore quick synnergies, i.e.
selling redundant Buyer‘s assets

Subsidies and
Dona�ons

• Posibility to apply for State support, either
in form of cash, guarantees or cheap
credit, tax holiday etc.



II.3 Deal Terms and Condi�ons
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Terms Comments
Transac�on
price

• Can be determined as a constant or as a
changing amount depending on closing
mechanism

• Can be based on past, or �ed to future
performance

• Can include listed stock price fluctuation
reducing or increasingmechanisms

• Forms as a result of balance between different
stakeholder interests, rather than by a
mathematical exercise!

• As a result, can change drama�cally over the
course of negotia�ons and later

• Represents JUST ONE of the terms among many
important for each transac�on!

Payment
structure and
terms

• Can include cash, stock, bond, asset swap and
other paymentmeans

• Can be paid in full at closing, paid over several
years

• If skillfully applied, can be used to balance
several conflic�ng goals and agendas

Legal condi�ons • Form essential risk mi�ga�onmechanism
between buyer and seller

• Serve as a basis for post – deal liability,
representa�ons and warran�es by the seller

• Although largely depend on local laws, can be
in a major way supplemented by mutual
agreement of the par�es

Management
contract

• Can be negotiated as a package to the deal
• Increases deal transparency and fairness to

both the management and the buyer

• Can, however, appear an undue obstacle if
management takes aggressive posi�on

Shareholder
agreement

• Governs joint shareholding, management and
exit beyond the by-laws

• Allows implementa�on of deferred payment,
op�on and buy-back structures



Prepara�o
n

• Running a sale ready company
• Making a sale decision

Execu�on

• Appoin�ng the right transac�on team
• Gathering interest and negotia�ng with the parties
• Taking organizational inventory

Follow-up

• Making a plan ahead of the transac�on closing
• Cri�cal – appointment of the transition team from Day 1
after closing

Integra�o
n

• Starts during the execu�on
• Requires flexibility in �ming and shape of the integra�on
• Planning ahead for the resources

III. Transac�on process [total �me: 3-5 years]

10



Prepara�on

1. Running a sale ready company
• Clear management structure and filled key posi�ons
• 1-3 year budgets, 3-5 year strategic high- level plan
• High quality of accoun�ng, audit and management repor�ng
• Compensa�on and remunera�on agreements are adequate,

transparent and can sustain ownership change
• High level of business decision “hygiene” and adherence to legal

requirements
• Company is sufficiently and sustainably invested in tools, plant,

property and equipment
• Company is running on sufficient (but efficient) level of working

capital
• Company is free of excessive assets, non – opera�onal items and

non – performing business lines
• Company is free of non – balance obliga�ons and liabili�es, third –

party guarantees etc.

2. Making a transfer decision

Execu�on

Follow-up

Integra�on

III.1 Prepara�on [�me: 1-3 years]
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Prepara�on

1. Appointing the right transaction team
• Internal team: CEO, CFO, accountant, legal, owner/board

representa�ve
• External team: M&A advisors, legal counsel, technical advisors,

auditors
2. Gathering interest and negotiating with the parties

• Properly designed and implemented sale procedure
• Simultaneous nego�a�ons will all admitted par�es
• Transparent interests, conflict management and interest alignment

3. Taking organiza�onal inventory (Due Diligence)
• Collec�ng and reviewing companies files and documents
• Checking for the problems, but also taking notes for the future
• Involvement of themanagement team in target analysis and

decision support
• Ensuring that gathered knowledge stays after the external team

contracts expire
• Dra� the integra�on plan thesis

Follow-up

Integra�on

III.2 Execu�on [�me: 6-12 months]

12

Execu�on



1. Appointment of the transi�on team from Day 1 a�er closing
• Top management posi�ons and plan of interim

oversight/shadowing
• Members of the Board from Day 1
• Recommended – transi�on team must include transac�on team

members

2. Making a plan ahead of the transaction closing
• Cri�cal client reten�on plan with names of responsible staff
• Financial control (second signature?)
• Communica�ons plan

3. Critical tasks
• Manage through the ownership/top management transi�on
• Prepare detailed integra�on plan based on the situa�on at hand

and improved ini�al thesis

Execu�on

Integra�on

III.3 Follow – up [�me: 3-6 months]
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Follow-up

Prepara�on



1. Highly dependent on the situation:
• corporate merger /
• management buy-in or buy-out /
• Fund investment

2. Well prepared integration plan entails a detailed plan for 6-24 months:
• Clearly iden�fies sponsors and implementors
• Defines need and alloca�on of resources
• Draws from the ini�al planning and Due Diligence results, but is

shaped to the situa�on found in reality
• Sets specific goals, quan�fiable results
• Provides schedule for managing the process and tracking results

3. Ends with realistic assessment of achieved results – having at least 80%
of the goals achieved provides for a sufficient milestone „to end
integra�on and start opera�on“

Execu�on

Follow-up

III.4 Integra�on [�me: 1-2 years]

14

Integra�on

Prepara�on



IV. Why mergers, takeovers fail?
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Unrealis�c expecta�ons
• Several of the stakeholders have unrealis�c expecta�ons and power to „stop the show“
There has to be rigorous discussion between the power holders to agree on the
parameters OR the procedures to reach the agreement

Poor prepara�on and/or execu�on
• Lack of power- sponsors, commitment, resistance to change or too ambi�ous, overly eager
stakeholders o�en fail to secure efficient transac�on
Preparation has to become mainstream agenda, and implementation has to have proper
team and resources

Failure to plan the transi�on and appoint leaders
• Massive value destruc�on can happen immediately after the transac�on

It is imperative to have a quick fix plan from Day 1

Under or over planned integra�on
• Under planned integra�on usually lacks schedule, resources and commitment
• Over planned integra�on is too stubborn to accommodate real situa�ons

It is important to plan and be flexible at the same time
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Milkman & Co
CaseDescription (1)
Mr. MilkmanSenior(MS)is inhislate70-iesconsideringtransfer of theownershipinhis40yearsagocreatedbusiness,Milkman&
Co(ticker-MKMC)whereheis aChairmanof theBoard,havingtransferredexecutivepowerstohis sonfromthefirst marriage,Mr.
Milkman Junior(MJ).Theyboth control part of the sharesthoughaJV“MilkmanFamilyFund”, but essentialownershipcontrol over
theCompanyis inMS’shands.After leavingthedailymanagement,MShasexploredhisother interests, includingacquisitionof
resort estatesandactivities asapatronof the local churchcommunity.All theseendeavorsalongwithgrowing3children fromthe
secondfamily consumessignificant financial resourceswhichhecannot ignore.Forexample,newchurchprojectwill consumeat
least5million, andhis resort estateprojectsanother10million EURduringnextcoupleof years.

Thechoice isnoteasy,asthereare seriousconsiderations forandagainstanydecision thathewould take.Althoughthebusinessis
in steadyandslightlygrowingstate,it hasoutgrowndomesticmarketsandis strugglingtobuild asustainableexport activity.
Althoughlargeonthe local scale,it is nomatchfor theEuropeanorworld-widecorporations,whichoutsellMKMCbythe factor of
10-50times.Forexample,their longtermpartner andrecent10%shareholderFonterra Cooperatie hasasalesrevenueofAUS20
billion, withanEITif 0.9billion for the last year.At the sametime,MKMCbenchmarkratios arelaggingbehindthe industry
averages,asmuchlargecompetitors exploreeconomyof scaleeffects unachievablefor relatively smalloperation. Asaresult, some
of the influential institutional shareholdersarepushingto look for astrategicsaleopportunitieswhichmaybringsignificant
operational synergiesandpayasignificantpremiumover today’sunimpressivevaluation.

Hisadvisorsfromregional investmentbankagreethat theCompanyissomewhatundervalued in themarketandstrongly
encouragehimto launchafull scaletradesaleofCompany’scontrolling stockof shares.Theyargue,that anyof thewilling parties
shouldhaveachancetooffer their termsfor theCompany,whichwill assurethatneither of thepotential investorswill beunduly
marginalizedandthesalewill bringbestprice offer for the sellingparties.Althoughquite rationproposal,Mr. Milkmanishesitating
to takeit asitwill definitely involvehiscompany,familyandcurrent businesspartnersin aseveralmonthroller-coasterwithan
unknownoutcomeandresults.



Milkman & Co
CaseDescription (2)
Mr. MilkmanSenioristherefore facingseveraloptions:

1. Sellhissharesto hissonfromhisfirst marriage,Mr. Milkman Junior (MJ).MJ, nowin hislate 50,provedto beacapablemanagerbeinga
CEOof theCompanyfor adecadenow.Heenjoysrespect fromhis teamofmanagersandemployeesandwouldbeasecureoption for the
Companyto continue in its current pace.Hehoweverdoesnotpossessignificant individual wealthandcouldbring to the tableabout10
million ofhisowncash,raisedbymortgaginghisprivate real estateholdings.Hisbankersuggested,that theycould safely increase thedebt
of theCompanyat least x2.5fromthecurrent levelwith theCompanybeingable to service it, howeverhigherdebtwould result into
additional financialrisk.

2. Negotiate further gradualsaleto Fonterra, which in thebeginningwasquite enthusiastic aboutthe cooperationandfurther involvement.By
now,however, their focus issomewhatredirected astheyfacedsignificant regulatory challengesin the local dairymarket,burdenedby
excessiveregulation andcontact interventions bytheGovernmenttrying to regulateeachandeveryaspectofmilksourcingandpricing for
the rawmaterial. If interested, theywouldbepayingadiscounted5-6xEBITDAvaluationandobviouslyhasno financingconstrains for
relatively smalltransaction.

3. Accept unofficial bid offer fromthelargeinstitutional investor Investco,whichhasrecently assemblednewPEfund to invest into several
export- orientedbusinesses.MSsuspected,that suchoffer wouldonlymeana temporaryownership,whichwill mostprobablymeanfurther
consolidation andmergertransactionswhile tryingtobuild anational championout of 3-4equally positionedcompanies.Question is,
whether suchplanwouldbeapprovedbytheantitrust authorities, andif not,what fatewould theCompanyassumein thenextroundof the
ownership change.Although their financial muscleisup to50mEURper transaction, theyusuallyuseCompany’sbalancesheet toputon
additional debt.Ontheother hand,MSconsiders their current offer atmarketvaluationalow–balledone.

4. Thereareseveral otherpotential suitors, involvingmajorcompetitor StarsandLegends,whichwasalong termrival andoneof the least
desirable acquirersof thebusinessfromtheemotional point of view.At thesametimeMr. Milkmanacknowledged,that acombination
couldbringbothbusinessesto anextlevel, allowingmoreefficient operationandmoreexportpower. Their overthedinner backof the
envelopcalculation showedabout5mEURofannual synergiestobebroughtbythemerger.S&Lhasafinancial spearof10million EURand
ability toborrowadditional 20million.At the sametime,S&Lwouldachieveimmediatelistingbyacombinationwith listedMKMC andsee
anadditional equity issueof 20million EURto finance the transactionasaseriousoption.



Milkman & Co
About the Company
Itis themostefficient dairyproducerin the regionandadairyleader in thecountryin termsof thequantityof processed
milkandcheeseproduction. Thecompany’ssalesarewidespreadcoveringtheexport toboth EastandWestmarkets,as
well aswide rangeof freshdairyproductsdesignedfor the local marketandneighborhoodmarkets.

Over2/3of theCompany’sproduction isexported.Cheeseis themainexportproduct.TheCompanyisoneof the largest
andmostfamouscheeseproducersin the CentralandEasternEurope.Itproducesmorethan30thousandtonsof
fermentedcheeseperyear.Thereareover1500employeesin thegroup.

Shareholderinformation Ownership interest (%)
Mr. MilkmanSenior 46,54%
Mr. Milkman Family (50/50SeniorandJunior) 24.84%
FonterraCoöperatie 10%
INVESTCO 5.44%
Shareholders smaller than5% 13.18%



Milkman & Co
About the Company–Financials

Incomestatement
SalesRevenue (mEUR) 226.19 196.50 249.25 249.46 230.65
Growth (%) 15.1 -21.2 -0.1 8.2 15.8
Net Pofit (mEUR) 10.45 3.89 -0.384 9.49 8.46
EBITDA 19.17 11.92 6.50 18.50 17.50

Balancesheet (mEUR)
Fixed Asstes 60.62 56.32 44.97 54.83 48.20
Current Assets 81.78 98.28 90.49 94.87 83.39
Equity 122.06 115.63 98.34 99.74 90.87
Liabilities 20.34 38.97 37.12 49.95 40.72

Source:www.traders.lt
Employees 1577 1643 1665 1720 1688

Per shareanalytics 2018 2017 2016 2015 2014
Shareprice (EUR) 1.77 1.42 1.38 1.59 1.40
Capitalisation (mEUR) 63.48 50.93 49.49 57.03 50.21
EPS:Earnings per Share(EUR) 0.290 0.110 -0.012 0.264 0.235
P/E:Price/Earning 6.07 13.08 - 6.01 5.94

P/BV:Price to Book 0.52 0.44 0.50 0.57 0.55

Net profitability (%) 4.6 2.0 -0.1 3.8 3.7

ROA:Return onAssets (%) 7.3 2.8 -0.3 6.6 6.3

ROE:Return onEquity (%) 8.9 3.8 -0.4 10.0 9.7
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