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OTKpbiBag cyeT
«MNOKO0JIeHUIO BHYKOB»

BcTrynutensHoe cnoso Bnagucnasa bypAapl

B sToMm roxy Hamer Komnanuu RedHead Family
Corporation MCIIOMHUIIOCH 25 JIET. ITO 6BUIO OUEHB
BaskKHOe cobpiTHe it KoMnaHuu. Y s MeHs JIMYHO.
OTJIMYHBIH OIIBIT — IIEPESXKUTD BCe BUABI PEBOJIIOLIMH,
UHOIALUN, 5 IPe3UIeHTOB, HeCKOIbKO BU/IOB BaJIIOT,
IIOCTOSIHHYIO CMeHY 3aKOHOB M UTPOKOB Ha PhIHKE,

C IIOCTOSTHHO BO3pacTalolller KOHKypeHIIHell, pa3Hble
O0QHCHI U Taske HeCKOJIBKO Ha3BaHU M, Bce Hamu
PYKOBOIMTEH BBICIIErO, CPEHEro U I1060ro Jpyroro
3BeHa — 3TO JIIOAM, KOTOPhIE yKe CMOIJIM BHECTH BKJIaZ,.
Cranu yacTbio KOMIIaHHMHY U UCTOPHUU. K gaske Te, KTO
HHKeM HHUKOIZA He PyKOBOAMII, TO’Ke CMOIJIM IIPHBHECTH

YTO-TO OYeHb BaKHOe U 0cobeHHOe B paboTy KoMITaHHH.

I[TpasmHOBaHMe I06MIes] ITPOLLIO MACIITA6HO, HO U I10-CeMeHHOMY . COTPYAHUKHU
NpUAYMAIH U HIIMKAPHO UCIIONHU/IN [IeCHIO-TUMH, KOTOPYIO MBI, KaK B Kapaoke,

BCe BMeCTe I1eJIM Ha Halllel BCTpede, BbUio MHOTO TEIUTBIX MOMEHTOB, M, KOHEUHO ke,
BCIIOMHUJIM TeX, KOIO y>Ke HeT C HAMH, U TeX, KTO CZle/1a/l BAKHBIM BK/IAJ 3a 25 JIeT.
Xouy cKa3aTh Cr1acubo BceM COTPYAHHKAM — JeHCTBYIOIIMM U OBIBIIKMM (YacTO C/IBIIIAI,
YTO He ObIBaeT OBIBIIMX «PeAXeMOBLIEB»), BCEM HAIIKMM IIOCTABIIMKAM, YTO TepIIeIH

Hac BO BpeMeHa HeCTabM/IBHOCTH, U HalIMM KiimeHTaM, KOTOpble POC/IH BMecTe C HaMH.

25 JIeT Ha3az s 3abupast U3 poAioMa CBoero repeeHua JumMy. M 3To cTano IjIst MeHs
HayajioM Bcero! M 6u3Heca, ¥ ceMeMHOrO OIIbITA, U JaskKe CMbIC/IA B KM3HHU. A 3a IeHb JI0
25-11 TOAOBILKHEI STOH JATHI 51 JeP>Kajl B pyKaxX ero MaJeHbKYIO KOITHIO — MOEro BHYKA.

KoHeuHo, 6BITh pOAUTENIEM OUeHb BOJTHUTENIbHO. Ho IToBepbTe, 6bITH AeyIIKON
BOJIHUTEJIBHO BABOLIHE. IIOTOMY UTO ThI yMaellb Tellepb 1 O CBOUX JIETSX, U 0 CBOeM
BHYyKe! TeIlepp, KOIa CYeT TPeTbeMy II0KOJIEHHIO B HallleM CeMeHHOM OH3Hece OTKpBHIT,
MBI OCO3HaeM He TOJIBKO PaZiOCTh, HO U ellle 60JIbIIYI0 OTBETCTBEHHOCTb.
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T'eHeTHKU FOBOPAT, YTO
OTBETCTBEHHOCTSH 3a I10J1 pebeHKa
JIeKUT Ha 0TIe. B MoeM cirydae
MO OTelL] TOYHO B3sUI Ha cebs
OTBETCTBEHHOCTH He TOJIBKO 32 MOH
riost! I'1aBHOe, YTO IIPUBMJI MHe I1aIla —
3T0 10603HATEIBHOCTE. MHe Bceraa
BCe MHTEPECHO, U s BCer/a 3a7jaBaj
MHO3KEeCTBO BOIIPOCOB, Ha KOTOpBIE,
KaK BBl [IOHUMaeTe, Y MOEro oTIa
Bcerza 6bUIH OTBETEHI, B IIpefieiax
ONHOM MHUHYTBI, MAKCHMYM :).

9To OHOBPeMEeHHO U 6/1aroc/ioBeHue,

U [IPOKJISITHE — POAUTHCS B CeMbe

re’usi.C OfHOH CTOPOHBI, Th

[IOHMMaellb, YTO HUKOIAA He CTaHellb '
TaKHUM 3Ke, C APYyTrOx — CTaHAAPThL

TIOHSATHI TaK BBICOKO, YTO OCTATHCS
Heobpa30BaHHBIM M be3eTbHUKOM hﬂ—.
y Tebsl HeT HUKaKUX IaHCOB. U erme -
eCTh IIPeUMYIeCTBO IOHMMAHHUS
HaC/IeIHUKOB, KOTOPBIM IIPEJCTOUT
BBINTH U3 TEHHU.

Korma-to rosiBiieHuMe JJTUMBI Ha CBET
IIOJIOKHJIO HAa4daJlo «EBPOIIPOAYKTY».
Ceriuac HaM O4YeHb HHTePeCcHO byzmet
Hab/oaTh 32 TeEM, UTO IIPHHECET
3TOMY MHUDY Jleo.

HAALEIOCD, 4H4TO AETU MOJ1OAbIX COTPYAHUKOB

REDHEAD FAMILY CORPORATION, K" BHYKU TEX,

KTO TPYAUTCA B KOMMNMAHWWU Y)XXE HE NMEPBOE AECATUJNIETUE,
OTKPOIOT U PEAJIU3YIOT MHOTO HOBbIX UAEW AN CBOErO
OT/INYHOIO bYAYLWEIO. A Mbl BYAEM UX MOAAEPXWUBATD,
KAK U BCETAA




Starting ‘The Generation of
G ran dSO nS' Vladislav Burda’s Foreword

This year, our Company RedHead Family Corporation
celebrated its 25th anniversary. This was a very important
event for our Company. As well as for me personally.

To survive all kinds of revolutions, inflation, 5 presidents,
several types of currency, a constant change of laws

and market players, constantly increasing competition,
different offices, and even several names — all this

is a great experience. All our top managers, middle
managers, and any other managers are people who have
already been able to make their contribution and be part
of the Company and history. And even those who never
had management experience were also able to contribute
something very important and special to the activity of
the Company.

This was a large scale but still a family anniversary
celebration. The staff came up with and gorgeously
performed the song-anthem, which we, like in karaoke,
all sang together at our meeting. There were many warm

WS | : moments, and, of course, we remembered those who
were no longer with us and those who had made an
important contribution over 25 years. | want to thank all current and former employees (I often
heard that there are no former “Redheads”), all our suppliers who were with us during times of
instability, and our customers who grew up with us.

25 years ago | took my firstborn Dima from maternity hospital. And this became the beginning
of everything for me!

The business, the family experience and even the sense of life. And one day before
the 25th anniversary of this date | held in my hands his little copy — my grandson.

For sure, to be a parent is very exciting. But believe me, to be a grandfather is exciting as twice.
Because now you think about both your children and your grandson. Now, when the account
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of the third generation is open,
we realize not only joy but even
greater responsibility.

Geneticists say that the
responsibility for the child's
gender is on the father. In my
case my father surely took the
responsibility not only for my
gender. Curiosity is the main
thing that my dad inculcated to
me. | am always interested in
everything and | always asked
plenty of questions to which, as
you see, my father always had
answers within one minute as
maximum.

This is the blessing and the curse
at the same time — to be born
into the genius’s family. On one
hand, you understand that you
will never become alike. On the
other hand, the standards are
raised so high that you have no
chance to remain uneducated

or a loafer. And there is an
advantage of understanding the heirs that are to come out of the shadow.

" 4 nokoaeHus cembui: Jeo, imumpuii, Baaducaas u Bopuc Bypda
: S = —
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Once upon a time the appearance of Dima into this world set the start to "Antoshka”.
Now it will be interesting for us to observe what Leo will bring to this world.

| HOPE THAT CHILDREN OF THE YOUNG REDHEAD FAMILY
CORPORATION EMPLOYEES' AND THE GRANDCHILDREN OF
THOSE WHO HAVE BEEN WORKING IN THE COMPANY ALREADY
FOR MORE THAN THE FIRST DECADE WILL COME UP WITH AND
REALIZE A LOT OF NEW IDEAS FOR THEIR EXCELLENT FUTURE.
AND WE WILL SUPPORT THEM AS ALWAYS
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HEAD FAMILY CORFORATION
™ 25:-NIETUEN
R\COTEVAHVKE THERDI W roCTY KOMNAHUMU
™ CopPA mcb PErv MOPS L_\Q‘ETHEM KJIVBE
\ NRTAH T ARY BIOECCE, YTOBbI MOABECTY |

S | TOTUPA ETEEPTb BEKA U 3AJIOXUTD
’ JTOCHIT H

C IIOTHBIM [TPaBOM XO3sIHA ITPa3JHHUKA
Brnagucnas Bypaa yaepskyBaa BHUMaHHe
FOCTel, PacCKa3bIBasi HICTOPUU U3
IIPOLLIOTO, [e/IsICh BOCIIOMHUHAHUSIMU

Y OTMeuasi BaKHbIe BeXU U
3MOLKOHA/IbHbIE IeTa/Ih CJI0KHOTO

Y1 MHOTOTPAaHHOIO ITyTH, KOTOPBIH

OH ITpoIIesI BMeCTe C O0JIBIIHCTBOM
IIPUCYTCTBOBABIIMX. FICKpeHHee 1
TeIlJioe BHUMaHHe ocHoBaTesst RedHead
II0YYBCTBOBAJIH BCe, KTO OBLI PSIIOM

B 3TOT IIPeKpacHBIM, I10-JIeTHEMY TeIl/IbIH
OCeHHMH Beyep.

Super party
for Super Family

ON SEPTEMBER 6TH REDHEAD
FAMILY CORPORATION
OFFICIALLY CELEBRATED ITS
25TH ANNIVERSARY. EMPLOYEES,
PARTNERS AND GUESTS OF

THE COMPANY GATHERED ON
THE SEASHORE IN THE SUMMER
CLUB "MANTRA", ODESSA,

TO SUMMARIZE THE WORK OF

A QUARTER OF A CENTURY AND LAY
THE PROMISE FOR THE FUTURE.

With the full right of the host of the event,
Vladislav Burda was holding guests’ attention
by telling stories from the past, sharing
memories and pointing out important
elements and emotional details of a difficult
and multifaceted way that he made with
most of the present people. Everyone who was
nearby during this beautiful, warm autumn
evening felt the sincere and warm attention
of the Founder of RedHead.

Colorful photo zones and photo booth
#RedHead25 were additional spotlights for
attracting the participants of the event.

All those present at the celebration are an
incredible Super Family, whose members
are current employees of the Company or
at some moment of time have made their
great contribution to the development of the
Corporation. Therefore, the wall with the
employees’ photos assembled in the format
“Me 25 years ago and today” was especially
popular as a real family album.
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SRLE
EM CTARs

Kpacoutble $0oTO30HEI ¥ POTOCTEHT
#RedHead25 GpL1p JOITOTHUTEIBHBIMH
LIEHTPAMHU [IPUTSKEHUSI BHUMAHUS

Y4aCTHUKOB BCTpeuH. Bce cobpaBIunecs
Ha [Ipa3sgIHUKe — 3TO HeBePOSITHas
CymepCeMbsl, 4IeHBI KOTOPOM SBJISIOTCS
JeHCTBYIOIMMHU COTPYAHHUKAMU

RedHead 25-YEAR CHALLENGE IR 5o

#RedHead25

Kommnianuu unu B cBoe BpeMs CoenaIn

OoJIBILION BKIA[ B pa3BUTHe Kopriopaluu.

ITosTOoMYy cTeHa ¢ poTorpadpusMu
COTPYOHHUKOB, cOOpaHHas B opmarte
«5l — 25 71eT Ha3az U CerogHs»,
I10/Th30Ba/IaCh 0CODOK IIOIY/ISIPHOCTBIO
KaK HACTOSIIIIMI CeMeMHBIN aJIbOOM.

=

TEPOMCKOE MMA
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Kaskapiil u3 uneHoB CyrepCeMbU
HaJle/leH KOJIOCCA/IBHOM
PaboTocriocobHOCThIO, ITOTPSICAIOIIUM
CBepX-ApysKkeniobreM U Iopaskaromier
B3aMMOBBIpY4KoLi! Ha BcTpeye
«CyIleprepoeB» rOCTH IIPUMEHHUIH
CBOU CBEPXCIIOCOOHOCTHU U
IIOIIPAaKTHKOBA/IKCh B YMEHHUHU
IIpe/iCKa3bIBaTh OyayIiee.

Yro ket RedHead Family Corporation
poBHO uepes 5 j1eT? CKOIBKO OTKPOeTCs
MarasuHoB? Kakue nepcreKTHBEL XKIYT
KOMIIaHHI0? KapTOUKKU-IIPOrHO3bL

3arevaTasy B ClIel[HaTbHBIH «Tybyc
BpeMeHM», KOTOPBIH 3aHSJ CBOe MeCTO
B My3ee KoMIaHUU U 6yJeT OTKPBIT
yepes 5JIeT Ha MEePOIIPUATHH yKe

B UeCTh 30-71eTUS KopIiopaluH.

12
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Jlapuca Myodpax, FBN Ukraine,
TambaHa Bypda, Invogue Fashion Group,
Smup Xprosuu, Atlantic Brands

Each member of the Super Family is
endowed with tremendous efficiency,
amazing super-friendliness and
amazing mutual assistance! At the
meeting of “super heroes”, the guests
used their super power and practiced
their ability to predict the future. What
awaits RedHead Family Corporation
in exactly 5 years? How many stores
will be opened? What prospects await
the Company? The forecast cards were
sealed in a special “time tube”, which
took its place in the Company and will
be opened in 5 years at the event in
honor of the 30th anniversary of the
Corporation.

Many warm words were heard from
long-time Partners of RedHead Family
Corporation and friends of Vladislav Burda
this evening. Owners of A. C. Haase
Albrecht and Christine Haase have
expressed gratitude for enduring friendship
and warm relations under the conditions

of development and crisis. Co-owners of
Vostok Bank, Vadim and Liya Morokhovskiy
became an example of the bank’s great
integration with the Ukrainian business.
And Vadim Morokhovskiy recalled that

the friendship between him and Vladislav
Burda had passed from their fathers, who
were playing together in the legendary
television game “What? Where? When?".

Co-CEO of FBN Ukraine Larisa Mudrak
spoke about the influence of the
Corporation and FBN Ukraine, created at
the initiative of Vladislav Burda, on local
business and the support of

13
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E

K Abbpexm u Kpucmuna Xaase auuno no3opasuau RedHead Family Corporation
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B 3TOT Beyep I1PO3ByUYasI0 HEMAJIO TeIl/IbIX
CJIOB OT IaBHUX ITapTHepoB RedHead
Family Corporation u gpyser Bragucnasa
Bypaer. CobctBenHUKH A. C. Haase
AnpbpexT 1 KprcTrHa Xaase BBIPA3HIIU
c110Ba 671aroapHOCTH 33 MHOTOJIETHIOIO

,E[DV)K6V W TeIlJIble OTHOINEHH A B YCJIOBUAX
Pa3BUTHS M Kpu3uca. CoBlasieNblibl 6aHKa
«BocTok» BaguMm u JIist MOPOXOBCKHE
CTaJIK IPHUMePOM 6OJIBIION MHTErpalliy
6aHKa C yKpaMHCKHUM 613HecoM. A Bagum
BHKTOpPOBHY BCIIOMHUJI, UTO APYKOa
MeXAy HUM U BragucinaBom Bypaoon
Iepellia OT UX OTLOB, KOTOPbIe UTPA/IK
BMeCTe B JIeTreH/IapHOI Tejleurpe «4To?

T'me? Korma?Zy».

asen OsuuHHUKo8, Kiddisvi

family-owned companies, and Mark
Kestelboym, Strategic Director of KNSKA
agency, noted the development of the
Company in branding and identity.

The Guest of Honor of the celebration
was Emir Khrkovich, Atlantic Brands
CEO, who became an ideological
inspiration and teacher for the young
Europroduct Company, when in 1996 he
shipped a batch of juices worth $50,000
without prepayment, being at that time
a representative of Kolinska and Fructal on
the territory of the whole CIS. He became
the first major partner of Europroduct
and the “godfather” of the distribution
of the Company, and subsequently
facilitated the opening of the Honorary
Consulate of Slovenia in Odessa, thus
making this wonderful country closer to
other entrepreneurs from Ukraine. In his
speech at the festival, Emir recalled his
first experience with Vladislav Burda and
expressed his joy for his involvement in
the formation and development of our
Company.

“Over the years of your existence, you
have built up an excellent reputation;
you are known and respected. You bring
so much joy to children and parents of
Ukraine! We look forward to further
cooperation between our companies.
May good luck always be with you! ”,
with such warm wishes from the Head
of Nordic Hamburg Valery Pushchin,
the Strakhov gymnasts were invited on
stage.
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Onbea Kancras u Mapk Kecmf:/lbﬁoazvi, ynpaeAmow,e napmuepsl KNSKA,

Tamvaxa u Baaducaas Bypda c cetHosbamu Pornernom u Tumogeem, |
]

Badum Opaos, CEO «AHmoWKa», ’ .
Ceemaana Escmpamosa, dupekmop busHec-toHuma «Cmapmu Gemuat»

O Bnusinuu Kopropanuu u FBN Ukraine,
CO3/IaHHOM 110 MHULIMATHBe Biaguciasa
Bypasl, Ha oTe4eCTBeHHBIN OH3HEC U

0 IoAJepsKKe CeMeLHBIX KOMIIaHHU I
pacckasana Co-CEO FBN Ukraine Jlapuca
Mygpak, a cTpaTeruyeckuy JUPeKTOp
areHTcTBa KNSKA Mapxk Kectensborim
OTMETHJI pa3BUTHe KoOMIIaHUU

B 6peHIUHTe U alIeHTHKe.

ITovyeTHBIH rOCTb Ipa3gHUKA —
TeHePaJIbHBIM U PEKTOP KOMIIAHUH
«ATJIAaHTUK bpeHac» IMUp
XPKOBHY, KOTOPBIH CTaJl UAeHHBIM
BIOXHOBHTeJIEM K YUUTeIeM IS

MOJIOZIOM KOMIIaHU U «EBPOIIPOAYKTY,
KOI'Jia B 1996 TOAly OTTPYy3HJI IIAPTHIO

COKOB CTOMMOCTBIO $50 THICSIY Oe3
IIpefoIIaThl, OyIydH B TO BpeMst
npesncraBuTesneM KomnaHui Kolinska
u Fructal Ha TeppuTopuu Bcero CHI.

OH CTaJI epBbIM KPYIIHBIM IIaPTHEPOM

Dmup Xprosuy
[Emir Khrkovich
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«EBpOHpO,E[YKTa» )58 «KpéCTHLIM OTLIOM»
IOHCTPUOBIOIMIOHHOTO HAITPABIeHHUS
KoMmmiaHuH, a BIIOCIEACTBUU
CI10CO6CTBOBAJT OTKPBITHIO IIOYETHOTO
KoHCcynbcTBa CioBeHUH B Onecce, CAeias,
TaKUM 06pa3oM, 9Ty 3aMedaTe/lbHYI0
CTpaHy brKe AJIS APYTUX
[peAIlpUHUMAaTeNer U3 YKPauHEl. IMHUD
B CBOEM BBICTYIIJIEHUH Ha ITPA3THUKE

BCIIOMHMJI [I€PBBIH OIBIT PAOOTHI C
BragucnaBoM BypAor M BEIPAa3U/I pafocTh
33 CBOKO [TPHUYACTHOCTD K CTAHOBJIEHU IO U
Pa3BUTHUIO Halller KOMITaHHUH .

«3a rofipl CyIeCTBOBAHUS Y BaC
CJIO>KUJIACh OTJIMYHAS perryTalus,

BaC 3HAIOT M YBaKAIOT. BBI CTOIBKO
PaOCTH IIPUHOCHUTE JEeTSIM U
ponutensm Ykpauusl! Mbl HageeMcs
Ha JaJIbHelIIee COTPYLHHUYeCTBO
MeXAy HallKMH KOMIIaHHSMH. HYCTB
ymada Bcerza byzmer ¢ Bamu!» — ¢
TaKUMH TeIlJIBIMH I1O3KeJTaHUSIMH OT
pyKoBogutes «Hopauk Fambypr»
Banepusd IlymyHa Ha CLIeHY ITpa3gHUKaA
OBIIM ITPUIJIAIIEHBI IJIs1 BBICTYIIEHHUS
TUMHACTBI CTPaxOBHI.

Ha npoTsokeHUHU Bevuepa y4acTHHUKAM
CylepBedYepHUHKH IIPefCTOsII0 OTBETUTD

Ha BOIIPochl 0 KOMIIaHUH U ITPOSIBUTD
3HaHHe ee UCTOPHUU. CKONBKO YHUKAIBHBIX
dopM mromepoB? [104eTHBIM KOHCYIOM
KaKoH CTpaHBI sIB/IsieTcsl Bragucias
Bypna? COTpyIHHKH [eTHUINCh
BOCIIOMHHAHUSIMU, KAaKOH U3 JHEH,
npoBefeHHbIX MU B RedHead Family
Corporation, oKa3auics CAMBIM HeOOBITHBIM
U 3alIOMHHAOIIKUMCA. SIpKUM PHHATIOM

Throughout the evening, the participants
of the super party had to answer questions
about the Company and show knowledge
of the facts of its history. How many
unique shapes of lumers are there? What
country’s honorary consul Vladislav Burda
is? Employees also shared their memories
about the most unusual and memorable
day in RedHead Family Corporation.

The unifying song of RedHead Family
Corporation and a delicious cake became
the bright ending of the celebration!

The contest “Soul of RedHead Family
Corporation” was the demonstration of
warm relations in the Company. Each
guest of the evening had to hug the one
who was nearby at that time, and then the
one who was hugged, hugged someone
else. Thus, love, warmth and trust were
transferred from one person to another!
“The soul of the Company” — these

words were often repeated about the Vice
President of RedHead Family Corporation
Nina Galina during a significant meeting.
She stood at the origins of the creation of
Europroduct and always believed in the
great future of the Company, took care

of employees, partners and customers,
created an atmosphere of trust, warmth
and sincerity around herself. The guests
of the evening have honored her memory
with a moment of silence.

People and teams who had made a special
contribution to the development of the
Company were given special awards of
the Super heroes, or RedHead Family
Corporation Awards.
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cTana obbepuHsIONmas ecHs RedHead I[TIposiBlIeHHeM TeIlIbIX OTHOIIEeHHUH
Family Corporation 1 BKyCHBI! TOPT! B KOMIIaHMH CTajl KOHKYPC «Jlyma
RedHead Family Corporation». Kaskmomy
13 TOCTeN Beuepa IPeCTosI0 OOHATh

TOI'0, KTO B 3TOT MOMEHT OKa3aJICsi psiaoM,

a 3aTeM TOT, KOro OOHSUIU, OOHUMAaJI

KOTr0-TO ere. Takum 06pa3om 1060Bb,

TeIlJIO K JoBepHe IiepedaBa/IkMCh OT OAHOI'O

YyeJIoBeKa K Ipyromy!

«Jly1ra KOMIIaHHH» — BO BpeMs
3HaMeHaTe/IbHOU BCTPeYH 3TH C/I0BA
YacTo OBOPHJIM O BHIle-TIPe3HIeHTe
RedHead Family Corporation Hune
TFanuHoM. HuHa BraJuMHPOBHA CTOS/IA
y UCTOKOB CO34aHUs «EBPOIIpoayKTa»

U BCer/ia Bepra B BelllKoe bymyiiee
KommaHuH, 3a00THIACk O COTPyIHUKAX,
[apTHepax ¥ KIHeHTax, Co3JaBajia
BOKPYT cebst aTMocdepy moBepHs, Tella U
KMCKPEHHOCTH. ['0CTH Beyepa IOYTH/IH ee

[IaMATh MUHYTOM MOJTYaHHUS.

“He bvigaem bbisuiux «pedxedosuesn!”: Muxaua KonvimuH, Hukoaaii Tayxos, FOpuil ITbixmuH,

apuca Buxpetko, Anekcandp Cmpyk, Imumpuii Pacckasos, Tambana ITempeHKo
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CYMNEPBEYEPUHKA ANd CYMEPCEMbWN

NIOAENA U KOMAHAbI, KOTOPbIE BHECJ/IN OCOBbIN
BKJIAA B PA3BUTUE KOMMNMAHUN, OTMETUNIN
B3TOT AEHb CNNEUUAJIbDHBIMU HATPALAMMU
«CYNMEPrEPOEB», UJINW REDHEAD FAMILY
CORPORATION AWARDS.

REDHEAD FAMILY CORPORATION AWARDS NMOJIY4HUIIN:

. Hocurens rmyb0oKMX MHCANTOB U YeTIOBEK
bigdata, nmeromui pyHAAMeHTaNTbHbIE 3HAHUS
BCel PO3HULIBI — KOMMepYeCcKU L T PEeKTOp
CeTH «AHTOIIKa» [pUropui CaBenud.

. JIy4IIUH T7IaBHBIE OyXTanTep 3a BCIO HCTOPHIO
KoMITaHUU — PYKOBOIHUTEIb CTY>KOBI
6yxrantepuu RedHead Family Corporation
TaTbsiHa AJIeKCEeHKO.

. CepBuc-nenu RedHead Family Corporation —
BeJ LU CIIeI[HATHCT OT/e/Ia CHabKeHUsI
RedHead Family Corporation )KaHHa JIorBrHa.

. 32 IpaBUJIPHO IIOCYKMTAHHBIE U PHI K

IIOCTaB/JIE€HHBIN Ha HY>KHBIE PesIbChl YUeT,
KOTOPBIe IIOMOTI/IN BEIBECTH JHUCTPHUOBIOIIHIO
M3 KpU3KCa — Ha4aJbHUK QUHAHCOBOIO
otmena «CMmaptu ®eMuIn» JIromMuia
CarmokHUKOBA.

. «Kpenkuit opemek» RedHead Family

Corporation — Ha4a/JIbHHUK CTy>KObI
KOpIIopaTHBHOM 6e3omacHocTy RedHead
Family Corporation Muxar KoIbITHH.

20 RedHead Ne15 / 2019
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6. CymeprepoH, 4ej0BeK repOu4ecKoM BOIH —

OpoJaBel-KOHCYAbTaHT TPIl «Mera-AHTOIIKa»
P y

(Omecca) MpuHa TKad.

7. Hale>KHBIN ITOMOITHUK 613Heca —
JernapraMeHT JIorucTuKU RedHead Family
Corporation U ero JUpeKTOp AJleKcei
KumeHko.

8. CaMasi MHOTOYHC/IeHHas ceMbs B RedHead
Family Corporation u sipkuii mpumep
HMHTerpaliy «AHTOIIKH» U «CMapTH
®eMUTH» — YIIPABISIONIAS MAaTa3HHOM

Camas MHO204UCACHHAS
cembs 8 RedHead Family

«AHTOImKa»-TTNJI® (Onecca) Hameskna
Yr>KUKOBa, yrpasisgmomas TPII «Mera-
AnTomKa» (Ozmecca) TatbsiHa CIMPUHA,

AU PEKTOP I10 IIpofaskaM IOskHoro u
LleHTpa/IbHOrO peruoHoOB «CMapTH PeMHTH»
IOpuii [TapxoMUyK U MeHeKep 10 Pa3BUTHIO
6penzioB «CMapTu PeMun» FOnus [TapxoMUyK.

. 3a BHeJlpeHHe MHHOBaLUH B IT U 3aIycK

canTa U MHTepHeT-Mara3uHa «AHTOIIKa» —
skc-IT-gupexrop RedHead Family Corporation
VBaH JIo60B.
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CYMNEPBEYEPUHKA ANd CYMEPCEMbWN

10. 33 u/leaIbHOE BOILIOIIEHHe KeHCKOM
MYZPOCTH 1 GHHAHCOBOM JIOTUKH — 3KC-
duHaHcoBrIN gupekTop RedHead Family
Corporation JIlapuca BuxpeHKo.

11. 3a BOILIOLleHHe [IePBOL HUeH Mara3fHa
«AHTOIIKa» («AHTOIIKa»-By30BCKUH ),
KOTOPBIH IOTY4HJ/ICS HACTOIBKO XOPOII, YTO
BBIPOC B HAIIMOHA/IbHYIO CeTh, — NUPEKTOP
IerapTaMeHTa PO3HUYHOM TOProB/IH
IOkHOTO perrnoHa Asnia 'ecansb.

12,

13.

3a npeBpalneHHe IpodecCHOHATBHOM KOMAH/IbI
B HACTOSAIIYIO CEMBI0 — KOMaH/Ia XapbKOBCKOI'0
peruoHa «CMapTyu PeMUIN» U JUPEKTOP 110
IpofaskaM BoCTOUHOr0 U 3amafiHOro PeruoHoB
«CMaptu Pemunin» TaThsaHa JIaHED.

3a coxpaHeHHMe TPaAULIMK, Ha3BaHUS U aKe
dpecok 13 IpOIIIOro, MHTeTPUPOBAaHHBIX

B 613Hec 6yayIero — marasuH «CKa3Ka»
(KueB) u ero yrpasisiomas CBeTlIaHa
Yymaxkosa.

Tamoeana Jlanoep

14. 3a 10 1eT KoMopTa U y10Ta — «COTHEYHBIH

ropoz» ¥ KOMaH/Aa JlellapTaMeHTa
HeJBIDKHMOCTH . MH>KeHep I10 OpraHHu3aliu
3KCIUIyaTallMH U peMoHTa CBeT/IaHa
AbyIaeBa, pyKOBOIUTEIb OTAEIA
3KCIUIYaTAlMH JellapTaMeHTa HeIBUSKKMOCTH
Muxaun AHIPYCSK, 3aMeCTUTeTb HadaJIbHUKA
OT[es1a 3KCIUTyaTalluK «AHTOIIKa» Bamum
3aMapaeB, 3aMeCTHUTe/Ib PyKOBOOUTEIS OTAesa
3KCIUTyaTalliH JellapTaMeHTa HeIBIDKKMOCTH
AHaTonui BoeBUIKO.

15.

16.

AnbMa-MaTtep 6yaymux MaMm YKpauHbl —
IlIkona 6y,uymux MaM «AHTONIKa» U
PYKOBOIUTENb ITeAUATPHUYECKOM CITY>KOBI
«AHTOIIKa» MpyrHa S1yH.

3a co3maHHe ayTeHTUYHOr0 JIOTOTHIIA
RedHead Family Corporation u 3a pokzaeHue
JIIOMEpOB, YHUKAJIbHBIX JKUTeNIel
«AHTOLIKH» — CTPATeTHYeCKU I JUPEKTOP,
YIIPaB/ISIOUIMH NapTHep areHTcTBa KNSKA
Mapk Kecrensborim.
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CYMNEPBEYEPUHKA ANd CYMEPCEMbWN

Ceemaara Yymarosa

17. IeHHBIN BOOXHOBUTENb U YUUTE/b 151
MOJIOZIOH OUCTPUOBIOLINY — reHepaTbHBII
JUPEKTOP KOMITAaHUHU «ATIAHTHK bpeHic»
OMup XpKOBUY.

18. 3a MHOTOJIETHIOO APY>KOYy U caMble TeIlble
OTHOILIeHUs — cobcTBeHHUKHU A. C. Haase
Anpbpext u KpuctrHa Xaazse.

19.

20

3a MHOrojIeTHee IIapTHePCTBO U CaMoe
6I>ICTpoe KpeoUTOBaHHE — COBJIae/IbIIbI
6aHKa «BocTok» Bagum u J1us MopoxoBcKHe.

. 3a co3paHme TPeH/a Ha IeTCKYIO

Mony B YKpauHe, 33 PEBOIIOLIMOHHYIO
TpaHchopMalrio 6yTHKoBoro 613Heca

U Kateropud Fashion B «AHTOIIKe» —
coyupenutens Invogue Fashion Group
TatbsiHa Bypzaa u CEO Invogue Fashion Group
TaTteaHa Kapiosa.

21

22,

. 32 yCIenIHyI0 KOOPAMHALIUIO U Pa3BUTHe

FBN Ukraine u nomorp 61M3HecaM —
Co-CEO FBN Ukraine Jlapuca Myagpaxk u
VICIIOTTHUTeNbHBIN gupekTop FBN Ukraine
Brnagumup JoMaHHH.

3a 3¢ppexTUBHEIE pellleHHs B HeCTaHJapPTHAIX
CUTyallUsX — JUPeKTOp 613Hec-IOHUTA
«CMmaptu emunu» CBeTaHa EBcTpaToBa.

23.

24.

3a ycIiemrHoe BHIIIOTHeHMe MUCCUH OBITh
MHTErpaTopoM /i BceX B KOMIaHUH

U 3a ee nipegenaMu — CEO «AHTOIIKa»
BaguMm OproB.

3a 25 J1eT CO3UAAHUSA U
IpeJnpUHHUMATE/IbCTBA, 3a YHUKAJIbHbIE
JlJISL CTPaHBL IIPOeKThl — ocHoBaTe b B CEO
RedHead Family Corporation Bnagucias

Bypnaa.
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MokoneHue RedHead:
KaK AeTCcKue ToBapbl U3MEHUNN
YXU3Hb poauTesie u Masnblillen

¥
t-"

RedHead Generatlon

- - -
||f :u. 1

-‘ x5

Cenyac HeNnpmBbIYHO
AyMaTb, 4TO KOrga-To

B HalleW XXN3HU He 6bIJ10
cneuuannsnpoBaHHbIX
AeTCKNUX MarasuHoB,

CMecu AN KopMieHus
MN1afieHL,EeB He OT/INYaNuUCh
pasHoob6pasunem, a geTckas
opexpaa — ApKoCTbio

M Ka4eCTBOM TKaHeWn. CKO/IbKO
HOBbIX FPaHen B OTHOLUEHMS
MeXAay poauTensimn u
AeTbMU BHEC/IN JOCTYNHble
AeTCKue ToBapbl, MOXXHO
NOHATb U3 Hawero Gnabma,
CO34,aHHOro no cayyaro
25-netusa RedHead Family
Corporation. BocnoMmnHaHus
M NPOrHO3bl OCHOBaTenNs
KomnaHun BnagucnaBa
bypAbl 3pech YepepytoTcs

C MHEHUSIMX aHaJINTUKOB
3a Kagpom.

3TOT GHIbM OB IIOKA3aH FOCTAM
106M1eTHOTrO COOpPaHMs B Hauajle OCeHU
2019 roga. Ho paccyskneHus 0 poiu
RedHead Family Corporation B pa3BuTHH
[ICHXOJIOTHH LIeJIOT0 ITOKOJIeHH S
3aC/Ty>KUBAIOT TOro, 4To6bI 06 3TOM
y3HaJI0 ropaszo 6oblile JIofeH.

RedHead
Generation:
how goods
for children
have changed
the lives

of parents

and kids

Now it's unusual to think that once in our life
there were no specialized children's stores,
there was no variety of infant formulas, the
children’s clothes were not characterized by
bright and quality fabrics. Our film created
for the occasion of the 25th anniversary of
RedHead Family Corporation reveals how
affordable children's goods had opened up
the new facets in the relationship between
parents and children. The memories and
forecasts of Vladislav Burda, the Company's
founder, are mixed here with the opinions of
analysts behind the scenes.

This film was shown to the guests of the
anniversary meeting at the beginning of
fall, 2019. But discussions about the role

of RedHead Family Corporation in the
development of the psychology of an entire
generation deserve much wider target
audience.

27



MOKOJTIEHWVE REDHEAD: KAK AETCKME TOBAPbI UISMEHWAN XN3Hb POAUTENEN 1 MANBILIEN

25 J1eT Ha3az Jitobast yKpauHCKasl CeMbs C
MaJeHbKHUMH JeTbMHU BBILJIsSIIeNIa IIPUMePHO
TaK: BCe CTUPAIH IIeJIeHKH, ITIaJHIH, CTOSIU B
ouepensix 3a OLeKIO0M, KOISICKaMU, Mebesnblo,
HUTPYIIKaMU. YCTaBaIH, PafOBAJIUCh, He CIaNH,

Bnagucnas

Bypaa -
PaCcCKa3blBaeT, |ufrs

%

- TR AR e
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BblpaCTUTb

CBOUX AeTen: g 2i

n BOCNUTATb

— B 1994 200y y mens poduacs cotn JJuma. ITomumo
Mmo2o, 4mo 3mo padocrmHoe cobblmue, OHO Hecem

3a coboil onpedeaeHHyt0 0maemcmeeHHOCb U
obasameabcmea. Mama JJumsl nonpocuaa mes
Halimu 049 He20 KauecmaeHHoe 0emckoe nUMatrue.

S nowen 8 eJUHCMBEHHbLI Ma2a3uH, Komopbilil

bbia mozda docmynen, — «Pymatble wyeuku». Imo
bbla kaaccudeckuii 0bpasey, cosemckozo bpIHIUHza
60-x 20008. Ha noAouke mexs sxdaau mpu 6aHouku
180 UAU 200 2pamm. Imo ce200HA npoussodumens
npedocmasasem makoii 3amedamenbHolii npodykm nod
mop208oii mapkoii «dydo-Yado» 8 cynepcospemerHoli
ynakoske, Ho pabule 3mo bblaa baxKa ¢ kAaccu4eckoil
skecmaHoil KpblwKoil. Tozda & nocmompen Ha 3mom
«cosemcKuil MapremuH2» U 8CMOMHUA KOHMEKCT,

8 KOMOPOM 5L HAXOXKYCb.

YMUISUIMCD, PabOTau 1 BOCIIUTBIBAIH JeTek.
Ho B 0i1H IPeKPaCHBIH IeHb OHOMY MOJIOZOMY
OTILy HaJ[0€JIO CTOSITh B OUepelsiX U Ha KyXHe,

Y OH IIpHBe3 M3-32 TPAaHULIBI IeTCKOe TUTAHHe

IIUIS1 CBOero IIepBeHIIa.

B 1991 20dy YkpauHa obpeaa ceoto He3asucumocme.
JItodu xomeAu 8blexamp U3 CmpaHbl, 4mobbl y3Hamb,
4mo HoB0e npodaemcs uAu npoussodumcs 8 3mom
mupe. Mol nowAu mem ke nymem, moAbKo Mbl He
IMUPUPOBAAU, A HAYAAU BCE CAMOE UHMepecHoe
npuso3ums 8 Yrpauty. Takum 0bpasom 8 1994

200y 803HUKAG KomMnaHua «Eeponpodykm», a eue
epe3 mpu 200a, 8 1997-M, bbla 0MKpbLM nepabll
Maza3ut «Aumouwika». Yides u KoHuenuusa 3mozo
Ma2a3uHa 3akA4AAACk 8 moM, 4mobbl docmasume
KAK MO3KHO 6oAbule y0080ALCMBUA MAMAM U nAnam
8 8ocnuMmauu ceoux demeti u CKOHUEHMpPUPOBAMb
8 00HO(I MOUKe BCe CAMOE UHMepecHoe, 1Mo
npedaazaem muposoli npoussodumens 0emckux
mosapos.
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25 years earlier this is how a typical
Ukrainian family with small children looked
like: everyone was washing baby linen, doing
the ironing, lining up in “Children’s Diary
Kitchen” and for clothes, prams, furniture
and toys. They were getting tired, happy,

were not able to sleep, were thrilled, worked
and brought up their children.

But one day, one young father got tired of
standing in lines and in the kitchen and he
brought baby food for his firstborn from abroad.

Vladislav Burda tells how he founded a company that helps thousands

of parents raise their children:

In 1994 my son Dima was born. Apart from
the fact that this is a very happy event, it's
also a certain responsibility and commitment.
Dima’s mother asked me to find high-quality
baby food for him. Of course, | went to the
store. To the only store which was available
back then. This store was called “Blushing
cheeks”. It was a classical example of the
Soviet Union branding of the 6os. Three 180
or 200 g cans were waiting for me on a shelf.
Today they produce a nice product under

the trademark “Chudo-Chado”, in a trendy
wrapping called “pouch”, but it used to be a
jar with a rusty lid. And | had a look at all this
Soviet marketing and recollected the context
around me.

In 1991 Ukraine became an independent
country. People wanted to leave the country
to find out what new is being sold or
manufactured in the world. Basically, we
went the same way. We didn't emigrate
though, but we started bringing the most
interesting things to Ukraine. As a result,
after three years of Independence in 1994
a company “Europroduct” was founded,
and in just two years, in 1997, the first shop
“Antoshka” was opened. The main idea

of this store was to please mothers and
parents in the upbringing of their children
and to focus on all the most interesting
baby stuff produced by an international
manufacturer in one store.
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MNepBooTKpbiBaTENN

EcTb Bewn, KOTOpbie USMEHUAN MUP CUNbHee, YeM NHTepHeT. Hanpumep,
n3obpeTeHUe nbljlecoca Uau CTUpasibHOM MaLWnHbl. BbiITOBble NMPpUGOPHI
BbICBO60AN/IN CTOJIbKO BPEMEHMU, YTO USMEHUIN MUPOBYIO SKOHOMMUKY.

[ona paboTaloWwmx >XeHLWUH OT HECKOJIbKMX MPOLLEHTOB Bblpoc/ia A0 80%!
M3meHunnca 6bIT, cMcTeMa 06pasoBaHus, Ky/ibTypa U MHOTO 4Yero Apyroro.
Bonpoc B TOM, Npu 4eM 34eCb NOATFY3HUKU? BOIbLUMHCTBO /II0AEeN CYUTAET, YTo
rnaBHass GyHKLUMNS NOATY3HUKOB — BMUTbIBATb XXUAKOCTb.

dopmanbHo Bce Tak. Ho, Ha caMoM pgene, rnaBHOE, YTO AAOT NOATY3HUKU U
Apyrvue coBpeMeHHble CpeACcTBa TMMrueHbl — 3TO BO3MOXHOCTU. Bo3MoXHOCTHU
60/1blIe BpeMeHN NPOBOAUTb CO CBOUMU AeTbMU, 6€33a60THO uUrpas,
paaysacb MaTEPUHCTBY, BO3MOXHOCTb yAeNsATb BpeMsi ce6e, CBOMM 3aHATUAM,
Kapbepe. B «40noArysHMKOBYIO» 3MOXY OAHO NepeneseHaHne paBHAIOCh Yacy
CTUPKM NJIIOC ABa Yaca CYLWKU U noavaca rnaxku. Cenyac HeonbITHbIM Nana
cnpaBnseTcs C 3TUM MeHee, YeM 32 MUHYTY. Bce 3T CKOPOCTU U peKopAbl —
nuuwb apkas o6epTka abcosnOTHO HOBOro peHoMeHa. 3a 25 /ieT B YKpauHe
BbIPOCJIO LieJloe NOoKOoJIeHWe NoAen, AeTCTBO U POAUTENbCKUIA OMNbIT KOTOPbIX
cpopMUpoBanu CoBEpLIEHHO UHOW ME@HTA/IMTET U HOBblE OTHOLIEHUS MeXAay
HAMWU — [eTbMU U POAUTENSIMM.
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Discoverers

Some things have changed the world more than the internet. For example,
the invention of the vacuum cleaner or the washing machine. Household
devices gave so much free time that they have changed the global economy.
The percentage of women employed grew from a few percent to 80%! The
way of life, education system, culture, and many other things have changed
since then. The question is what has that to do with diapers? Most people
think that the main function of diapers is to absorb liquid. Technically, it's
true. But in reality, the main thing that diapers and other hygiene products
give is an opportunity. An opportunity to spend more time with your
children playing carelessly, enjoying motherhood and a chance to look out
for yourself, your activities and career.

Everything is obvious, in a “before-diapers” era one swaddling was equal to
an hour of washing, plus two hours of drying and half an hour of ironing.
Now, an inexperienced father can deal with it in less than a minute. But

all these records and speeds are just a bright wrapping of a brand new
phenomenon. Over the past 25 years, a whole generation of people grew up
in Ukraine, whose childhood and their parents’ experience formed a totally
different mentality and new relations between parents and children.
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— JIA2 Ha4aAa HAM HYKHO BblAo pasobpambca
80 8cem MH02006pa3uu demckozo
numaus. Oby4adace camu, mbl 06y4anu
Hawez2o0 nompebumeas. Mol 8blacHuUAU,
Umo cywecmeytom 3ameHumeau 2pydH020
MOAOKA € HAYAAA KU3HL, € 6 MecALes, ¢
200a. Mol y3HaAu, 0 MoM, 4mo 3ameHumenu
bbieatom 0bbluHble U CreyuaAu3uposaxHole,
2unoaanepeetHsle U coesble. B daabHeliwem
npou3sodumeau nowAu euse 2ayfske U Ha4aAu
npou3eodump KAWL, KOMOpble 0MO02aK0Mm
demkam ayquie cnamp. O0HA U3 cAMbIX
bonbuiLx 20A08HbLX boAell podumeneil, 3mo
Ko2da demu He cnam no Houam. 1 8 Hawell
' ( cemobe moske mak blAo.

N ITocAe mozo Kak Mol pasobpaauce
€ Ka4ecmeeHHblM DemcKuM nUmanuem,

—

-t

AL

Mbl d0ASKHbL BblAU 0becnequmb 8bix00
npodykma :). I Ha4uHaAU Mbl, eCnecmeerHo,
co cmandapmublx nodzy3Hukos “Pampers”,
“Huggies”, “Libero”, Ho uymb no3dHee Hawiu
nokynameAau nonpocuAU, a Mosxem Au Mol
cdeAamb 4mo-mo meHee cmaHdapmHoe

u umo-mo boaee usbickaHHoe. K okasanocs,
1Mo camble YMoH4eHHble npou3sodumenu
nodzy3HuUK08 — 310 AnoHYbl. Komopble
npedAoKUAL HAM C8OU MOp208ble MApPKU
“Coon”, “Merties”, “Moony”. Y, kak 06bl4Ho,
nokynameAu 80CAPUHAAL IMO HA Ypa u
CMaAu NOKynAmb 04eHb AKMUBHO ANOHCKUE

nod2y3HUKU.

HmeHHo noazyzl-lut(u 30A03KUAU OCHOBY HaWell
6y0yu1,eﬁ Kamezopuu, Komopyw mbl Ha3bieaem
«Tu2ueHan».

DANI3yloTs 3000y —
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First of all we had to be up to speed on the
variety of baby food. By educating ourselves,
we trained our customers. We figured out
that there are breast milk substitutes from
the beginning of life, from 6 months and
1year. We found out that there are regular
and specialized, hypoallergenic and soya
meal substitutes. Later the manufacturers
went further and started producing porridge
which helps babies to sleep better. As | said
before, not only baby food industry but also
baby stuff industry are designed to improve
and increase pleasure from parenthood and
decrease parents’ headache. One of the
biggest parents’ headaches is that babies
don't sleep at night. We had the same in our
family.

When we had dealt with a high quality

baby food, we had to arrange the output

of a product :). And of course we started

with standard diapers "Pampers”, “Huggies”,

“Libero”, but a bit later our customers

asked us to create something less standard

and more exquisite. It turned out that the

most excuisite diapers manufacturers are

Japanese. Who suggested us their brands

such as “Goon”, “Merries”, “Moony”. And as

usual customers liked it and started buying

Japanese diapers very intensively. @

\ m
Particularly diapers laid the foundation for 7
our future section, category which we call
“Hygiene”.
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HeB03MOXHO nocTpouTb Tesla, He n3o6peTs, KaKk MUHUMYM, koneca. EcTb
BelLW, KOTOpble SBASKOTCSA BEPLUMHOW 3BOJIIOLLMY, LLAT 32 WAroM jenarouen
BO3MOXHbIM TO, YTO AaXe He NPUXOAWJIO B roJIoBYy paHbLe. MyTb MHOXecTBa
He60/bLINX Y/IYYLLEHU B UTOre NPUBOAUT K TOMY, YTO POXAalTCA HOBble
uaeun, Kotopble, B CBOI o4yepeab, 3aMyCcKaloT HOBble UHAYCTPUMU U OTKPbIBAKOT

HOBbI€ PbIHKW.

— To4uHo maxk ke, KAK ¢ nos8AeHUeM KoAeca
CMAA0 B03MOKHbLM NOSBAEHUE MPACChL,
umobbl asmomobuau mozau bbicmpo
nepemew,amocs. TO4HO MAK 5Ke ¢ nosBAeHUEM
docmynHo20 demcko20 NUMAHUS, 8 Mom

qucAe cneyuausUposaHHo2o, akceccyapos, 8
ocoberrocmu usobpemenus “Avent”, komopoe
103801540 MAMe CUesKUBAMb 2pyIHOe MOAOKO
8 CreyuanbHble KOHMelHepbl, CleyuabHbIx
CKAQOHBIX KOAACOK, KOMOpble MOKHO
ocmasAamb 8 pyuHoil kaadu camoema, cmano
B803MO3KHbLM MyMmelecmaosams ¢ pebeHKkom
no ecemy mupy. Euie 00uH 3nemeHm - 3mo
asmomobuAbHble Kpecad, Komopble N0AHOCIIbH
1n0380AUAU N104y8CMB08AMb Ceba U mame, U
pebenky 8 bezonacHocmu.

— B Kakoli-mo moMeHm apemMeHU Mbl
NOHSIAU, UMO MOXKemM 6AUSIMb U HA MODY.
«AHmMouwkKa» cmoz cmamb MOOHbIM 0ASl
€80e20 noKynameas.

JlAS 3M020 HAM CAMUM NPULLAOCH 04eHb
CUABHO USMEHUMbCS U CMAMb MOOHbLMU.
Cdeaamb KopHep UmaAbaHcKoll 0dexkdbl
“BluKids”, kopHep ucnackoli demckoii 06ysu
“Pablosky ”. «Anmowika» co3dan yenvtii
meamp demckoii modbl. [lemu compyoHuKos
yHUAUCH NPOX0dKe, KeCMURYAALLUL,
maHuyam. OHu HadesaAu camble MOOHbLe
geuwu U3 «AHMOWKLU» — maxum obpazom

Mbl popmuposanu mody yrpauHues.
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It is impossible to build Tesla without inventing, at least the wheels.
There are things, which are at the top of evolution, step by step making
things which haven't even come to mind before, possible.

The way of many small improvements finally leads to the creation of new
ideas, which knock on new industries and open new markets.

Just with the appearance of a wheel, the
appearance of highways became possible,
because cars could move fast, the same is
with the appearance of baby food, including
specialized food accessories, the latest
“Avent” invention, which helped a mother
to pump out breast milk in specialized
breast milk containers and travel with

a child all around the world. Special folding
baby carriages, which you can leave near
an airstair and continue your trip. Actually,
one element — automobile chairs, to

give the complete safety to a mother and

a child.

At a certain point, we understood that we
can influence fashion. “Antoshka” managed
to become fashionable for its customers.
We had to change a lot and become
fashionable. To create a “BluKids" corner of
Italian clothes, to create “Pablosky” corner.
“Antoshka” has created the theater of
children’s fashion. Our employees’ children
learned how to walk on a catwalk, learned
gesticulation and dancing. They put on the
most fashionable clothes from “Antoshka”
this is the way we formed Ukrainians’
fashion.
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HoBbI BUTOK KOCMUYECKOW rOHKU — BOT K YeMy npuBena remmmpumnkaums
beTcTBa Ha 3anage! PasHoo6pasme u AO0CTYNHOCTb UTP U UTpYLUEK C PaHHEero
OeTcTBa — 3TO cBoeob6pa3Hoe okHO OBepTOHA, KOTOpOe C BO3pacToM
TpaHchopMmupyeT geTckue ¢paHTasMm Bo B3pocC/ibie ambuuun. lenaet
BO3MOXHbIM HEBEPOSATHbIE NpoeKTbl! 25 JlIeT Hasapj, HaxoAscb B YKpauHe,
OCHOBaTe/In A,eTCKOW Koprnopauuu YyBCTBOBa/I cebg nepBOOTKpbiBaTEIIMU
MHOXeCTBa NPOCTbIX BeLen, KOTopble CNyCTS rofbl CTAaHYT COBEPLUEHHO
06bIAEHHbIMU 415 MUIZINOHOB poauTesien N UX AeTen.

— B cosemckue 8pemeHa U 8 nepable 2006

8 YkpauHe 6b110 04eHb mano uzpyuiex. Bo-
nepevix, y HaceaeHus bblo maao cpedcms,
80-8IMOPbIX, CAMU U2PYIWKU PU3UUECKU

bblau HedocmynHbl dAs ykpauHues. OdHoll

U3 CAMBLX NONYASPHBIX U2PYULEK 8 1110 BpemSs
6bla kybUK Pybuka. BcnomHume, ckoAbKO
8peMeHL, CKOAbKO 4AC08 Mbl MPAMUAU, 4mobbl
NoAy4UMb 3Ny B0KOEAEHHYH KOMOUHALULO.
Ha camom dene uzpyuiku o4eHb 8askHbL, U

OHU CUABHO BAUSION HA pa3sUrmLe HAule20
8006paskenus. U kmo bbl Moz nodymamp —
dae uacmHble amepukaHcKue KOpRopayuL
HAYAAU KOHKYpuposamb mesxdy coboll

8 pakemocmpoeruu. OHU HA4AAU 0MNpPABASMb

N /
.

‘

pakembl Ha dpyaue nAaxembl. Mo cmano
«zelimueHOsKkepom» 80 BCex UHAYCMpuUsX,
nomomy 4mo menepb HedoCMAMmo4Ho
4eAoseky npocmo npedaoskums pabomy. JIrodu
cmaau Xxomemb delicmaumeAbHo 2A06aAbHOL
6oAbuoil muccuu. Y «AHmowka» 8blbpan

8 kadecmeae 3moii 2400aAbHOL 60AbULOL MUCCUU
yseAuueHue ydosoAbCMBUA 0 podurmeAbcmaa
U yMeHbieHUe 60AU 0Mm CKYKU. «AHMOWKA»
cmaa npocmpancmaom ¢ara. C nepabix

3Ke Aefm C80e20 Cyuiecrnao8anus mo bblao
mecmo, Kyda MOKHO NPUiimu u NOAy4UMb
ydosoabcmaLe om mMo20, KAK Mmbl nposoduulb
8pems co c8ouMu dembmu.
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A new loop in a space race - that's what the gamification of childhood in
the West has led to! The variety and accessibility of games and toys from
early childhood - is a kind of Overton window, which with aging transforms
childhood fantasies into adult's ambitions. This is what makes incredible
projects possible! But 25 years ago, being in Ukraine, founders of the
children's Corporation felt like discoverers of a variety of simple things,
which years later will become absolutely ordinary for millions of children

and parents.

In Soviet times and in the early years, there
were very few toys in Ukraine. Firstly, the
population had little money. Secondly, toys
weren't physically accessible for Ukrainians.
At that time the most popular toy was Rubik’s
cube. Just remember how much time we spent
to get the desirable combination. Actually, the
toys are very important and they have a great
influence and develop imagination. Who would
have thought that two private companies
would start competing in rocket building.

They started launching rockets to other
planets. It has become a “game-changer” in all
industries, because now you cannot only offer
a job to a person. People started to strive for
a really global mission. And “Antoshka” chose
its global mission: to increase pleasure from
parenthood and reduce pain from boredom.
“Antoshka” has become a country of fun.

From the very first years, it was a place where
you can come and find enjoyment in how you
spend time with your children.

®
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He npaBaa nn, coepeMeHHble getu — gpyrue?

MM NnpnayMbiBalOT Ha3BaHUS — «KPUCTA/UIbl», «UTPEKN» U «3ETbi», 06 BACHAIOT
MX NMosIB/IeHUE HaCcTyIJieHneM 3noxu Bogones n BAMsiHneM ragxertos. EcTb

M Apyras npu4nHa, KOTOpPYH C/I0XKHO 3aMeTUTb, KaK Mbl He 3aMe4YyaeM BO3AyX,
KOTOPbIM AbILKUM, — HACTOJ/IbKO OH HEOTAE/IMM OT Hawen cpeabl. U 3T0...
NoAry3HMUKU, CpenCcTBa yxoaa v TMrMeHbl, BeCb CNEKTP A,eTCKOro NMTaHus,
0o4eXAbl U UTpyLLEK, CTaBLLUMN HEOTHbEM/IEMOMN YaCTbIO HaLLEeW XXU3HU!

M cenyac mbl NpepcTaBUM A0Ka3aTeNbCTBA TOro, Kak MMEHHO NMosiBUI0Chb

3TO HOBOE NOKOJIeHUe AeTen n pOIJ,VITEﬂEI;I, KOTOPbIX Mbl Ha3biBaeMmM

«MokoneHne RedHead»!

Isn't it true that modern children are different?

They have given names — crystals, generations Y and Z. They explain their
appearance with the beginning of the era of Aquarius and the influence of
devices. So, there is a different reason, a reason that is difficult to notice,
same we don’t notice the air which we breathe because it is a part of our
environment. And... yes, these are diapers, hygiene and care products,

the full range of baby food, clothes and toys. They became usual, integral
parts of our life! And now we will give the evidence of how exactly the new
generation of children and parents, whom we call RedHead generation

appeared.
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Kak RedHead usmeHun peten?

» CoBpeMeHHBIe IeTH UCIIBITHIBAIOT
MeHblIle CTpecca, CBSI3aHHOTO C
Heymo6CTBaMU «IOIIOATY3HHUKOBOM»
3II0XU U IIPOYUX 1eDULIUTOB
IIPOILIOro, X 3TOT CTPecC He BIUSET
Ha GopMHpOBaHUE UX IUUYHOCTEH.

MeHbllle cTpecca y CaMHUX AeTer

0T QU3MUECKOro AUCKOMbOpTa 1
MaJIOTIOIBMKHOCTH B MJTa/ieH4YecTBe.
A 6oiblile cBOOOIBI OBUKEHUS —
3HA4YMT, paHHee 3HAaKOMCTBO

C OKPY>KAIOLIMM MHUPOM U Dobliie
CBOGOJIBI B €T0 UCC/IeIOBAHHH.

Boneie BpeMeHH I IIPOTYJIOK, UI'P
U IIpOYHX aKTI/IBHOCTEI;I, YTO CHJIBHO
BIHSIET Ha CKOPOCTb PA3BUTHA.

CoBpeMeHHBIe JIeTH ropasjio bonee
HACTPOeHBI Ha AOCTHKeHHe TUYHOM
YCIIEIIHOCTH, 6y/b TO MIKOIBHOE
0bpa3oBaHHe HJIM CAMOPa3BUTHE —
3TO CBSI3aHO C TeM, YTO Y HUX B INYHOK

HUCTOPUU OBLIIO MeHbIIIe HBITOBBIX
npobiem u 6osblue cBOOOLIEI.

Maeimu 6osee pa3BUTHIE, IIOTOMY

YTO I0JIy4aloT ropaso bonblie
MHPOPMALIMHU, YeM X POAUTENH.
OmsiTh 5Ke 13-3a TOTO, YTO Y HUX 6osIbIIIe
cBOOOIBI ¥ BpeMeHH 3Ty HHPOPMAILIHUI0
[IO/Ty4arth.

CoBpeMeHHBIe [IeTH HEeTePIIHMbI

K HaCH/IHIO, B TOM YHCIe U 6raromapst
JIerKOCTH OBITa B PAaHHEM BO3pacTe

U OTCYTCTBHIO CKOBAHHOCTH [BHSKEHU I
B ellle 6o/lee paHHEM BO3pacTe.
[To3ToMy OHU 6oJlee IIO3UTHBHBIE,
ypaBHOBeIlIeHHbIe, MHOT03a/IauHble

1 O4eHb MOOHUIBHBIE.

THU JeTH MeHblIle IIPUBSI3aHbI

K MaTepHaIbHbIM LIeHHOCTSM,
IIOCKOJIbKY OHHM HUKOTZA B CBOEH SKH3HHU
He CTAJIKHUBAJIHCh C IePUIIMTOM BelleH,
ellbl MJIK UTPYyILIeK.

How has RedHead changed kids?

« Modern children experience less stress
connected with inconveniences from the
“before diaper” era and eras of different
consumer shortages from the past,
and this stress doesn't influence their
personality formation.

* Modern children have less stress from
physical discomfort and immobility
in infanthood. And the freedom of
movement they have is equal to an earlier
acquaintance with the world and more
freedom for its exploration.

» More time for walks, games and different
activities, that have a great impact on the
rate of development.

e Modern children are more tuned for
achieving personal success either in
school education or self-education, this is

because they had less domestic problems
and more freedom in their lives.

* Modern children are more developed
because they get much more information
than their parents did. Again because they
have more freedom and time to get this
information.

* Modern children are intolerant of
violence, thanks to the lightness of
daily routine at an early age and the
absence of constrained movements in
an earlier age. That's why they are more
positive, smooth tempered, multitask
and mobile.

* These children are ideas-focused and less
bound to items of value because they have
never experienced a lack of clothes, food
or toys in their lives.

RedHead Ne15 / 2019
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Kak RedHead usmeHun pogutenen?

» PonuTeny U meTu roxkoneHus RedHead * OIMH eIUHCTBEHHBIN GaKTOp —
CBSI3aHBI APYT C IPYTOM COBEPIIEHHO «I1eJIEHKU-TIOATY3HUKH» — MeHSIeT
WHBIM OIIBITOM, B OTJIMYHE OT BCe, BBICBOOOKIAst MAaCCy BpeMeHH
IIOKOJIEHU S [TeJIeHOK U leQULIUTa. U SMOLIMOHAJIBHBIX CHJI. DTO 3HAYUT
MeHblIe cTpecca U IpobeM B IepUor, 6obIIIe BpeMeHH [IJI51 CHACThS
PaHHEero POAUTENIbCTBA AU Hosblle MaTepHUHCTBA, 60/IbIIIe ITIO3UTHBHOTO
[10JIO>KUTEIbHBIX SMOLIMOHAIBHBIX OIIBITA, MEHbIIIe POSHUTEIBCKOIO
CBSI3€H U CO3[Ia/IH HOBOE ITOKOJIeHH e cTpecca.

ponMTesel 1 IeTeu.
« PopuTenu mpoBoAsT 60/IbIIIe IPHUSTHOTO

» HoBbIM GOpPMAT OTHOIIEHUE MEXAY 1 6e33a60THOTO BpeMeHH C IeTbMH,
IeTbMHU U POAUTENSIMU ClleNas y HUX eCTb OoJIbIlle BpeMeHH 11 cebsi 1
poauTeNell MeHTAIbHO OJIHKe K CBOMM CBOEro Pa3BUTHS.

IeTSM B KasKIOM Bo3pacTe. B ux
OTHOIIEeHUSX bosbIe «ppeHIIn», HeM
«CTaporo-Lobporo» maTepHIN3Ma.

How has RedHead changed parents?

* RedHead generation of parents « Just one fact “baby linen - diapers”
and children are bound together by changes everything, giving a lot of
a completely different experience, time and emotional strength. This
unlike the generation of baby linen and means that there is more time for
deficit. Fewer problems and stress in enjoying motherhood, more positive
the early parenthood period has given experience and less stress among
more positive emotional bonds and parents.
created the new generation of parents
and children. « Parents spend more time with their

children in a relaxed and easygoing

« The new form of communication way, they have more time for
between parents and children, thanks themselves and their development.

to which parents are mentally close to
their children at each age. They have
more friendly relationships as opposed
to the good old paternalism.
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BcTpeyaem nokoseHme RedHead 2.0

BO3MOXHO, CaMbli [/1aBHbIA UTOr 25 f1eT paboTbl Bcex Noaen B KomnaHum RedHead

B TOM, YTO OHU Aa/IM MUIZTUOHAM YKpauHLEeB TbiCA4YM YaCoOB ceMenHOoro Tenna, paaocTu

M AOCTUXEeHUN. Mbl HaBcerga UsMeHU/IM MHOrOBeKOBOW YKaA, AeTCTBA B HalLEeN CTpaHe,

cAeniaB ero Jierye n oCMbIC/IeHHEN, noaapus noaamM spems! Bpema ansa OTHOLUEHUN, BpemMs

ANS UTPbl, BpeMs A5 pa3BUTUS.

Bce, 4TO Mbl glenanamn, — 3To 3aboTUNCL O TOM, YTO6bI caenaTb AeTCTBO 6e33a60THbLIM!

MoTOMY YTO MMEHHO TaKUM AeTCTBO U A0/I)KHO 6bITb.

— Bce 3o cmano 803M03KHbLM NOMOMY, 40
mbl co3daau u passusaau RedHead. Ho He
MM0AbKO HOBbLE B03MOKHOCIIU BO3HURAU

8 pe3yAbmaime 3Mo20 passumus, Mol maxsxe
co3daau Hosoe nokoaeHue RedHead. Tenepob
neped Hamu cmoum cAedyrouiuil 81308,
nomomy 4mo no npasunam cemeliHozo busHeca
NnoKoAeHue cMeHsemca pas 8 25 Aem. M som 25
Aem npowno, u cezo0Hs poskdaemca nokoAeHue
RedHead 2.0. Ymo 3mo 3a 3a2adouHsle

Adu — “RedHead 2.0”7 Hy, 80-nepsbix,

amo bydym atodu, Komopbte bydym skumep
HAaMHO020 doAbule, Hem Mbl, MO3Ker bblimb

120, 150 uAu daske 200 Aem. Imo bydym atodu,

y KOMOopbIX, 803MOKHO, Bydym nossAsmbcs
KaKUe-Mo UCKYCCMBeHHble 0p2aHbl, Mo

bydym ardu, y komopbix bydym 20pa3do ayuuie
coeduHeHbl HellpoHbl 20A08HO20 M032d, OHU
bydym HamHo20 Ay4ie QUOKUMAAU3UPOBAHBL.
OHu bydym meHbuie YuMAamb, HO NpU 3Mom
6oAbuie 3Hamb, y HUX Bydem oueHb bbicmpblil
docmyn k uHdpopmayuu u ouers boabasn
B03MO3KHOCMb UCN0Ab308AMb ee HauboAee
payuoHanbHbim cnocobom. Kakum obpaszom
MO3KHO pewumb 8bi308bl RedHead 2.07
Omaem Ha 3mom sonpoc mbl bydem ysce
noAy4amp HenocpedcmeeHHO 0 NOKOAeHUS
RedHead. TTokoaerue RedHead doaskHo
bydem omeemumb Ha 3MomM 861308, U 018
3MM020 803MO3KHO eMy NpUIeMCsa U3MeHUMb
npodykmel, ycayeu u Hawty cems. Umax,
scmpedaem nokonerue RedHead 2.0!

Welcome RedHead 2.0 generation

Perhaps the most important result of 25 years of the activity of all the people in

RedHead Company is that we all gave thousands of hours of family warmth, joy and

achievements to millions of Ukrainians. We have changed a centuries-long way of

childhood in our country for good, making it easier and more reasonable by giving people

the time! The time for relationships, the time for games, the time for development.

Everything we did was taking care of how to make a careless childhood.

Because that is how it should be!

It all became possible because we have
created and were developing RedHead, but
not only new opportunities appeared as a
result of this development, we have also
created a new generation of RedHead.
Now we have a new challenge because
according to the rules of a family business,
the generation changes every 25 years. And
now as 25 have passed the new RedHead
2.0 generation is born. Who are these
people who will be RedHead 2.0?

Well, first of all, these will be people who
will live much longer than we do, maybe
120, 150 or perhaps even 200 years. These

will be people who will probably have
some artificial organs, their neurons will
be connected much better and they will be
digitalized much better than we are. They
will read less but know more, they will
have very fast access to the information
and great opportunities to use it most
rationally. How can the RedHead 2.0
challenge be solved? We would get the
answer directly from RedHead. RedHead
generation will have to give an answer

to this challenge and perhaps they will
have to change products, services, and
our chain. Let's meet the RedHead 2.0
generation!
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IN APRIL 2019, THE TRADITIONAL

’, _ REDHEAD FAMILY CORPORATION
gt 3 *’J - ' ANNUAL MEETING WAS HELD.
~ N . ‘_,.f”'”‘ —_—— MANAGEMENT AND KEY EMPLOYEES
p . __x*‘?_, ——— GATHERED IN ONE ROOM TO DISCUSS
- > _.,x"‘ﬁ. P ety o THE COMPANY'S ACHIEVEMENTS
r o ” = OVER THE PAST YEAR. 2018 TURNED
’ - - OUT TO BE EVENTFUL, AND HARD
’ - WORK PRECEDED A POWERFUL LEAP

[ FORWARD

”~
MHJ
, y = '
# e ”/2 Changes have also been made in the

structure of the Company: the Dream Team
” - _ has been updated, Vadim Orlov has become
the new CEO of "Antoshka”, and Svetlana

. —— f Evstratova has become the new Head of
the Distribution Business Unit.
The mission and values of the Company
were revised and updated, which allowed
the launch of Smart Head information

platform, development and introdution of
a new motivation system in businesses,

Ka H H Z 5 — n ETM H B AMPEJIE 2019 TOAA MPOLWIIO updating service standards in stores, Dnepr
TPAANLMNOHHOE UTOTOBOE COBPAHUE and Kharkov regions management merge

%
5\

- - REDHEAD FAMILY CORPORATION. aiming at optimizacion. Successful updates,
MEHEAXMEHT U KJTIOYEBbBIE COTPYAHUKU which were adopted in stores “Antoshka”
Re d H e a d Fa m llg co rp 0 rat lo n COBPAJ/IUCb B OAHOM 3AJIE, YHTOBbI (this is the introduction of new service
oBCYANTb AOCTUXEHUNA KOMIMAHUN standards, and new logistics solutions)
3A MPOLWIbIN FOA. 2018-11 OKA3AJICS allowed the chain to confirm the title of

HACbBIWEHHbIM, U MOLWWHOMY PbIBKY BMNEPEA the best children's stores and receive the
MPEALWLECTBOBAJIA YCEPOHASA PABOTA “"Consumer Choice 2018" Award.



KAHYH 25-TETWA REDHEAD FAMILY CORPORATION

n__f_i_u'n,.ym

ITpou30IIN U3MeHeHUs U

B CTPYKType KOMIIAaHUH: 0OHOB/IeHa
KoMaHga Dream Team, HoBbiM CEO
«AHTOMKa» cTa1 BAIUM OPJIOB,

a CBET/IAHA EBCTPATOBA cTana
HOBBIM PYKOBOAHTeNeM OH3HeC-IOHHTA
OUCTPUOBIOIIUH .

ITepecMOTpeHHI U 06HOBIEHBI MUCCHS

u lleHHOoCTH KOMIIaHUHU, UTO B CBOIO
ouepeqb [I03BOJIMJIO 3aI1yCTUTh
MHOOPMAIIMOHHYIO IIATGopMy Smart
Head, pa3paboTaTh 1 BBECTH HOBYIO
CHCTeMy MOTHBALIMU B 613Hecax,
0OHOBUTH CTAHAAPTHI 0OCTY>KUBAHUS

B MarasuHax, a TakKe C LIeJIbI0
ONTUMHU3ALUU 06 beTUHUTB yIIPaBIeHHe
JHempoBCKUM U XapbKOBCKHUM

eel

peruoHaMu. YCIenrHsle 0GHOBIEHHUS,
KOTOpBIe ITPOU30ILIH B TOM YHCIIe

B Mara3uHax «AHTOIIKa» (a 3T0 —

Y BHeZIpeHHe HOBBIX CTAHAAPTOB
06C/y>KMBaHHS, U HOBBIE JIOTHCTHYECKHE
pelleHHs) IO3BOIMIIH CETH B OUepeHON
pas3 IOATBEPAUTD 3BAHHe TyYIIHX
TeTCKUX MarasuHOB U IIOJIyYUTh HAarpagy
«Bp160p moTpebuTenem - 2018».

B stom rogy RedHead Family Corporation
OTMeYaeT 25-JIeTHe CO JHS OCHOBaHHUS.
Kax ckazanu Befyive cobpaHus —
Ha4da/IbHUK OTAesa KaapoB EJIEHA
ITIAXHHII 1 U PeKTOop M0 IIPOAaKaM
HenTtpanbHoro 1 IO;KHOro peruoHa
Smarty Family FOput ITAPXOMYYK —
Cpeay COTPYAHUKOB KOMITaHUH eCTh
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Te, KTO elle Jaske He POAUJICS B O ee OCHOBAHHMSI,
HO y>Ke IIPUHEC OLYTHUMYIO I10J1b3y Kopriopanuyu.
HHTepeCHBIM QaKT: U3 IPUCYTCTBOBABUIMX Ha UTOTOBOM
cobpaHMU COTPYSHHKOB IIPUMePHO [107I0BHHA paboTaeT
B KomniaHuu 6osiee 10 7eT. BO3MOXKHO, [109TOMY
RedHead Family Corporation siBisieTcst OIHUM K3 CaMBIX
YCIIeIIHbIX UTPOKOB Ha PhIHKe YKPAUHBEI.

— Kasxdblii 200 npoxodum c onpedeaeHHbIM ycropeHuem, U 2018-ii
614 04eHb HACIULEHHBIM, — CKA3aJI, OTKPbIBast cobpaHue,
ocHoBatenb U CEO RedHead Family Corporation
Bnanucnas BypPaA. — 3a 3mo spemsa mot 06Ho8uUAU
Komaudy pykosodumeneil, BHedpuau KOPROPAMUBHYH KyAbIMYpYy
3a60mbl. YaeHbl moell cembl OblAU B0BAeHeHb 8 BU3HeC.

Bce 3mu nepemetbt 8blauAUCH 8 docmuskeHus kaxkdozo busHec-
toHuma. Tak ducmpubsbtoyus docmuzaa pekopdHoii npubslau
6aazodapsa pocmy npodask. Toaurom K 060t0dHoMY pa3sumuio
nocayskuAa cutepeus meskdy ducmpubstoyuetl u po3Hueil.
Ycnexoe dobuauch u 8 denapmamerme HedsusKUMOCTIL —
pemoHmupytomcs 0onoAHUMeAbHble naoujadu nod cdauy,

Ha Komopble yske npemendytom apendamopbt. Ceiivac

8 denapmametme HedsuRUMOCMU POKYC CMeLLLeH

Ha AudozeHepayuto u AUOMeHedKMeHM.

This year, RedHead is celebrating its

25th anniversary. According to the
meeting hosts — the Head of the RedHead
Family Corporation personnel department
Elena Pakhnits and the Sales Director

of the Central and Southern regions of
Smarty Family Yurii Parkhomchuk —
among the Company's employees there
are those who have not even been born

in the year of its foundation, but have
already brought remarkable benefits to
the Corporation. An interesting fact is that
about half of the employees who were
present at the Annual meeting have been
working in the Company for more than

10 years. Perhaps that is why RedHead
Family Corporation is one of the most
successful players at the Ukrainian market.

“Each year passes with a certain acceleration,
and 2018 was very eventful”, said VLADISLAV
BURDA, Founder and CEO of RedHead
Family Corporation, during the meeting
opening.

“During this time, we updated the team of
leaders, introduced the corporate culture.
My family members were involved in the
business. All these changes resulted in the
achievement of each business unit. Thus,
distribution achieved record-breaking
profits due to sales growth. The impetus
for mutual development was the synergy
between distribution and retail. Success was
also achieved in real estate department —
additional areas for rent are being repaired,
which are already claimed by tenants. Now
in real estate department, the focus is on
lead generation and lead management.”




KAHYH 25-TETWA REDHEAD FAMILY CORPORATION

CamMbIM SIPKUM BII€YaT/I€eHUSM IIPOLIJIOro

roja, 1o MHeHHIO Bnaauciasa Bypasl,
CTaJia CeCCH I10 II€PEOCMEBIC/IEHH IO
MMCCHH U KyJIbTypbl KOMIIaHHH, KOTOpas
06beJUHMIIA COTPYAHUKOB B IPY>KHYIO
KOMaHJy. [oBops 0 Ir/106aIbHBIX ITAHAX,
CEO RedHead mpuBen B mpumep
HJIe0JIOTHI0 KMTaKCKOTO IIPAaBUTEIbCTBA,
JHUEPHI KOTOPOro IJIAHMPOBAJIM CHavasia
«HaKOPMMTb» CTPaHy, a I10C/Ie 3aHAThCI
BOIIPOCAMM SKOJIOTHH.

— Cmpaty oHu y>ke Hakopmuau: Kumaii —
camoe boeamoe 2ocydapcmao. Tenepb
3alimymcs npobaemamu 8030yxa, —

paccykmaet Brnanucias bopucoBud. —
ITpumepHo makske npoucxodum u 8 Hauiell
KomnaHuu: kakoe-mo spems mbl y4UAUCH
C030aHUI0 CAMOCITOAMEAbHBIX U YO UBbIX
bu3Hecos, a menepb 3aiimemca «3koA02Ueil»,
8 Haulem caydae — urmezpayueil.

JIoka/IbHOMU 3aiavell PyKOBOACTBO
Kopriopaliyiy BUAUT IIOTallleHie B
CKOPOM BpeMeHH KPeJUTOB. A fajee
IUIAHUPYeTCs BHeAPeHUe «yMHBIX»
WHBEeCTHULIHL, KOITIA PYKOBOAUTEIH
KaKII0ro 613HeC-I0HUTA CAMOCTOSITETIBHO
OymyT pelIaTh, KyJa HAIIPaB/ISATh
CpencTBa.
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NMPUMEPHO
NMOJTIOBNHA
YYACTHNKOB
COBPAHWNA PABOTAET
B KOMMAHWUWU BOJIEE
10 JIET.

BO3MOXXHO,
nosToMY

REDHEAD FAMILY
CORPORATION
ABNAETCA OAHUM U3
CAMDIX YCMELHbIX
UITPOKOB HA PbIHKE
YKPAUHDI

51



KAHYH 25-TETWUA REDHEAD FAMILY CORPORATION

Bpy4yeHue BbiCclen Harpaabl KomnaHum
no utoram 2018 ropga

CamMmou Top>XeCTBEHHOM YacTblo UTOrOBOro co6paHus, Kak Bceraa, iBnsieTcs
HarpaxaeHue “top of the best”, ny4wunx nrogen Komnannm, NposiBUBLLNX CBOU
BblAaroLmecs kayectsa U 06UBLLUMXCS SKCTPAOPAUHAPHbIX JIMYHbIX pe3y/ibTaToB
B CBOeun paboTe, KOTOpble NOB/IUS/IN HA YKperJieHne penyTauum U pbIHOYHbIX
nosunuun Kopnopauuu B uenom. Boiclune Harpagbl no TpaguLmMm IMYHO BpyyaeT
ocHoBaTtenb n CEO RedHead Family Corporation BnagucnaB bypaa

CeeT/1aHa KnbIWKaHb, Bpa4-KOHCYIbTaHT, Omecca

3a HebbIBaJIOE TPHU3HAHME OyAyIINX poLUTeek!

3a BoBJIeUeHHe CaMOro 60IBIIOro KoJMIM4YecTBa Oy AyIIHX [IaIl B IPeAPOIOBYIO
IIOATOTOBKY ceMbk! 33 OKa3aHHe YHHUKaJIbHOM ITOMOIIU [TI€PUHATATIBHOIO
IICHXO0JIOTA B JOPOZOBOM IIOATOTOBKe 6epeMeHHBIX!

3a UCKPeHHOCTb M MHIMBU/YaJIbHYIO paboTy ¢ Kask1ok 6epeMeHHOM!

Svetlana Klyshkan, Medical Consultant, Odessa
For unprecedented recognition of future parents! For involving the largest number
of future dads in prenatal preparation for the family! For rendering unique
assistance of the perinatal psychologist in prenatal preparation for pregnant!
For sincerity and individual work with each woman in pregnancy !

MpwuHa JIax, 6peHn-meHemKep KaTerOpHH «THIHeHa», Omecca

3a OTIMYHOEe YMeHHe yIIPaB/IATh HUPPaMH U TopTdheeM 6peH/I0B!

3a mocTiskeHMs 6peHIoB Avent, Maltex, Baby-Nova — mepeBbinoniHeHe Bcex
KII0YeBbIX II0Ka3aTesieH 3a rof!

3a TUYIHBIN BKIAJ, B 3aIlyCK ITpoekTa One Blade, KoTOpBIH y>ke 3a IIepBbIe

4 Mecsi1ia paboTel prHec KoMIIaHUU CyIieppe3ybTaT 10 BaJIOBOM IPUObLIH!

3a MyApoe HaCTaBHHY€CTBO B KO/IJ/IEKTHBE M YMEHHE C/IBIIIATD mo,ueﬁ!

Irina Lyah, Brand Manager, Hygiene, Odessa

For excellent ability to manage numbers and portfolio of brands! For the
achievements of the brands Avent, Maltex, Baby-Nova — exceeding all key indicators
for the year! For the personal contribution to the launch of the One Blade project,
which for the first 4 months of operation has brought the Company a super result in
gross profit! For wise mentoring of the team and the ability to hear people!
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Presentation of the Company's Highest Award
for the results of 2018

The most solemn part of the Annual Meeting, as always, is the awarding of “Top

of the Best”, really the best people of the Company. They have displayed their
outstanding qualities and achieved extraordinary personal results as part of

their work. They have contributed to strengthening the reputation and market
position of the Corporation as a whole. Highest awards, according to tradition, are
personally presented by Vladislav Burda, the Founder, and CEO of the Company

AHHa Myannewm, PYKOBOOHTE/Ib I'PYIIIIBI I10 YIIPAB/JIE€HHIO aCCOPTHMEHTOM
KaTeropuH «IIutanue», Ogecca

3a IPUPOCT I10 IIPHOBUIH B KATETOPHUH Ha 17% I10 OTHOLIEHHIO K IIPOIITIOMY ToZy!

3a JOCTHIKeHHe CAaMOr'o BBICOKOTO YPOBHS Map>KMHAIBHOCTH 3a BCe TOABL B KATETOPHUH

«JeTcKoe IIUTaHue»! 3a pasBUTHe GOKYCHBIX IPYIIII «be3rnoTeHoBas IIPOAYKIIHSI»

U «OpraHuveckas MpoayKUHI» U X POCT Ha 50% H 44% K IIPOIIIOMY TOAY

COOTBeTCTBeHHO! 3a peHOMeHa/IbHYIO IIPOJaKy IPyIIEl «HoBOroJHMe IOAAPKU» U ee

IIPHUPOCT Ha 46% K IIpoIIIoMy roay! 3a ydinyro sKCIIepTU3y B CBOeH KaTeropuu!

Anna Muallem, Category Head, Baby Food,Odessa

For profit growth in the category of 17% compared to last year! For achieving the highest
level of margin for all years in Baby Food category! For the development of “Cluten-Free
Products” and “Organic Products” focus groups and their growth of 50% and 44% by last year
respectively! For the phenomenal sales of the “Christmas gifts” group and its growth by 46%
compared to last year! For the best expertise in her category!

TaTbssHa MiBaHeHKO, HayabHHK OTHena 1o pabore
C K/II0YeBbIMH KIIHEHTaMH, XapbKOB

3a CMeJIOCTb ¥ TOTOBHOCTD IIPHUHSTh Ha Cebsi pyKOBOJCTBO XapbKOBCKUM QHIIHAIOM r -
U Iofiflep>KaHue ero Ha YPOBHe OJHOTO K3 JIyUILIHX I10 pe3y/bTaTaM! 3a YHUKaIbHO |

OBICTPBII U 3KOHOMHUYHBI I1epee3]] B HOBBIE OPHC B peKOpAHbIe CPOKU — 17 AHemH! <‘

3a MHAUBUYA/IbHBIH ITOAXOM K K&KAOMY COTPYIHUKY, KPEaTUBHOCTb U CIIOCOOHOCTD

-

CO3/1aBaTh CBesKUe Umen!

Tatiana Ivanenko, Head of Sales Specialists in the VIP channel, Kharkov

For the courage and willingness to take over the management of the Kharkov branch and

the ability to maintain it at one of the best results! For a uniquely fast and efficient move to

a new office in the shortest time frame - 17 days! For an individual approach to each employee,
creativity and the ability to generate fresh ideas!
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KAHYH 25-JTETWUA RED FAMILY CORPORATION

Bpy4eHue Bbiclien Harpapbl KomnaHuum
no urtoram 2018 roga

AHppen Kecb, pykoBoaHTe b TPyIIIIbI TOPrOBBIX IIPeACTaBUTENEMH, IHenp
3a yMeHHe ITPOTHO3HMPOBAaTh paboTy KOMAHABI K BIOXHOBIISATE ee Ha paboTy U cTrabuipHOe
BBIIIOJIHEHHE ITJIaHOB!

3a caMbIil MUHUMAa/IBHBIN IT0Ka3aTess I1[13//13 cpenu ¢uananios!

3a IpUPOCT HOBBIX KIIHMEHTOB Ha 20% K IIPOILJIOMY romy!

3a mpodeccHOHAIN3M PYKOBOLUTES M MeHeKepa I10 IIPoAaskaM B OLHOM JuIie!
3a peasbHOE BOIUIONIEHHE HAIlles KOPIIOPATHBHOM KYJIbTYpHI 3a60Ta B SKH3HB!

Andrey Kes, Head of Sales Representatives Group, Dnepr

For the ability to predict the work of the team and inspire people to work!
For the stable execution of plans! For the most minimal overdue receivables/account
receivable among the affiliates!

For a 20% increase of the new customers vs. last year! For the professionalism of the Head and
Sales Manager in one person! For the real embodiment of our corporate Care culture into life!

i Qo

AHHa bebelwKo, meHemKep 110 06yueHHIO H pa3BUTHIO, Ofecca

3a To, YTO BO3IJIaBHJIA U YIy4IlK/Ia ITPoLiecc obyueHHs IIpe/icTaBHUTe/Iel BCexX
KaTeropuH HalIMMHU II0CTaBIKMKaMu! 3a ycIleIHoe pyKOBOACTBO IIPOEKTOM
«CTaHAAPTHL 06CTY>KHBAHMUS 2018», KOTOPBIM I10 IIPaBy MOKHO FOPAUTHCS!

3a OTJIMYHYIO IIO3UTHBHYIO AMHAMHUKY YI0BI€TBOPEHHOCTH 00ydeHHeM Cpenu
YIPAB/ISIONIMX MarasuHaMHU (OT «1» B aIlpesie 10 «4.3» B HOsI6pe 2018 rofa CormacHo
BHYTPeHHEeMY OIpocy)! 3a SHeprUYHBIH Start up IIPOeKTOB, KOTOPbIe CTATH

HACTOSIIIMM BBI30BOM: «HallMOHa/IbHBIE SKCIIePThI» U «MepueH/IaN3HUHT KaTerOpUU
fashion»! 3a HeBepOSTHBIN JPaKB U BEPY B «AHTOLIKY»!

Anna Bebeshko, Training and Development Manager, Odessa

For having led and improved the training of representatives of all categories by our
suppliers! For the successful management of the 2018 Service Standards project, which
we can be proud of! For the excellent positive dynamics of satisfaction mark of the
Management Stores with training (from “1” in April to “4.3” grade in November 2018
according to an internal survey)! For energetic start up of the projects that have become
areal challenge: “National Experts” and “Merchandising Fashion Category”! For the
incredible drive and faith in “Antoshka”!

Head Ne15 / 2019

Presentation of the Company's Highest Award
for the results of 2018

Onbra KocTHOK, HadyanpHHK OT/Ie/1a JIOTHCTHKH perHoHa, Kues
3a OT/IMYHYIO ONITHUMH3ALMI0 apeH/I0BAHHOM IUIOIAAH B KHeBe U KaueCTBeHHYIO
OpraHM3alMIo Iepeessia opucal 3a mpeobpa3oBaHUs Ha CKIafie, KOTOPhIe [T03BOIKIH

He TOJIbKO HapaCTUTh IUIONa/lb XPaHEHH S B 500 IaJIJIeTO-MeCT, HO M OKa3bIBaTh BHEIIHHE
JIOTHCTHYecKkHe ycryru! 3a To, UTo KMeBCKMH CKIaj, Telleph IKep I10 TOTUCTHYeCKUM
noxofam! 3a To, YUTO BCe 3TH ITPOLIECCH] peaTH30BBIBAIIMCE Ha pOHEe IIPHUPOCTa 06eMOB
Mpofiak KMeBCKOro prirasal 3a mocTOSSHHO BO3PACTAIOIY0 IMIEPCKYIO TO3ULIHIO!

Olga Kostyuk, Head of Logistics Department of the Region, Kiev

For excellent optimization of rented space in Kiev and qualitative organization of

the office relocation! For transformations in the warehouse, which allowed not only
to increase the storage area of 500 pallet position but also to provide external logistics
services! For the fact that a warehouse in Kiev is now a leader in logistics revenues!
For the fact that all these processes were implemented against the backdrop of

the increase in sales of the Kiev branch! For constantly increasing leadership position!

Uropb MNATUKOB, HHKReHep-TporpaMMHuct, Omecca

3a obecrieueHue becriepeboriHoM paboTel cepBrca ERP Navision B yc/10BHSIX
MUTPaLlMH Ha HOBoe obopymoBaHue! 3a peann3aliuio IpoeKTa HOBOIO
rporpaMMHoro obecriedeHus a1st KITK ToproBoil KoMaH/Ab!! 3a TpodeccoHaTbHBIN
3THUKET, 3TA/IOHHYIO YBAKUTEIBHOCTD IIPH 00CY>KAEHHSIX CAMBIX CTIOSKHBIX ITIPOEKTOB!
3a yMeHHMe ITpeBHUIETh PUCKHU U CBOeBPeMEeHHOCTD IIPHUHSTHS BEPHBIX pelleHHH!
3a HEyTOMHMOCTb U IIPHMep OTBETCTBEHHOTI'O II0AX0/a K ferny!

Igor Pyatikov, Software Engineer, Odessa
For the uninterrupted operation of ERP Navision service in the context of migration

to new equipment! For the implementation of the project of new software for the tablet
sales team! For professional etiquette, standard respect when discussing the most
complex projects! For the ability to anticipate the risks and timeliness of making the right
decisions! For tirelessness and an example of a responsible approach to business!




KAHYH 25-TETWUA REDHEAD FAMILY CORPORATION

Bpy4yeHue BbiCclen Harpaabl KomnaHum Presentation of the Company's Highest Award
no utoram 2018 roaga for the results of 2018
Jinnunsa babwuy, pykoBoguTeNb rPyIIIbI ClIELHATHCTOB pabote AmuTpun Kasmmup, pykoBoauTens IpynIibl M0 YIPaBIeHHIO GU3HECOM KaTETOPHH
€ KITI0YeBBIMH K/THeHTaMH, Ofecca «HIpylIKa», Ogecca

3a ycremHoe pa3BUTHe GapMKaHala Ha IIPOTSKeHUH HECKOTbKUX JIeT U 0CObeHHO 3a mpodeccHOHAIBbHOE YIIpaB/IeHHe KaTerOpHer «UIrpyIiKa»! 3a yHUKaIbHOe

IIPHUPOCT IIPOAK B HEM Ha 40% I10 OTHOILEHUIO K IIPOIIIOMY rofy! 3a pocT BaIoBOk 6asaHCHpOBaHHEe HHTepecoB PO3HUIIBI U JAUCTPUOBIOLIMH U YCIIELIHOE YepeJOBaHHe IBYX
MapsKH 2-TO YPOBHS Ha 30% I10 OTHOLIEHHUIO K IIPOIITIOMY rofy! 3a BociMTaHHe
CHJIBHBIX MeHePKepPoB B KOMaH/e! 3a caMOOTBep>KeHHOCTb,

J11000Bb K Ieny v KomMmmoaHuu!

IIAIIOK PYKOBOIUTEISI HA OJHOM 4esioBeKe! 3a obecriedeHre CHHepruy MeXXAy 6Hu3HecaMu
KoMmaHuu! 3a BRIpaBHUBAaHHMe KOMMePUeCKHUX OTHOIIEHHH C «AHTOILIKOM» U yMeHbILIeHHe
o6beMa MapTHUH 3aKyIIOK, UTO ylydInaeT pabounit KamuTtaa KomnaHuu! 3a mepeBhIIIoOTHEHHe
6ro/KeTa OTTPY30K Ha 41%, 3a IlepeBBIIIONIHeHHe 6ro/keTa Back-Mmapsku Ha 12%! 3a

Lilia Babich, Head of Sales Specialists in VIP channel, Odessa HeoTpa3uMoe 0bastHHe U «UTPOBOK IIOAXO/» K Koyteram!
For the successful development of the pharmaceutical channel for several years and
especially the sales growth in it by 40% compared to the last year! For the growth

of the gross margin of the second level by 30% compared to the last year! For educating

strong managers in the team! For dedication, devotion to the Company!

Dmitry Kazimir, Category Head, Toys, Odessa
ﬁ For professional management of the Toys category! For the unique balancing of
® BE Retail and Distribution interests! For providing synergy between the Company's
Businesses! For aligning commercial relations with “Antoshka” and reducing the
\ volume of procurement lots, which improves the working capital of the Company!
‘ . ; For overspending of the shipment budget by 41%, for exceeding the budget of the
TaTbsaHa KoBaJIMK, Ha4Ya/IbHHK cKIaga, Opecca - Back margin by 12%! For the irresistible charm and “game approach” to colleagues!
3a repoOMYecKyI0 CTOMKOCTh, COUeTaeMylo C 0basHHeM U KeHCTBEHHOCTHIO!
3a CHJIBI JOCTOMHO BBIAEPSKATH CJIOKHBIN U HACBIIIIEHHBIH FOJI: YXOZ, «AHTOLIKH» OT

JIOTUCTHYeCKOro O6C)'IY)KI/IBaHI/IH Ha IEeHTPaJIbHOM CKJIaZie ¥ BO3BpallleHHe O6paTHO, CBeTnaHa ‘-I\IMaKQBa VIIPAB/ISIONIAS MATA3HHOM Kaska HoBar. KHeB
0 « »,

3a JIy4IIMH CepPBUCHBIM ITOJXO/ 1 JIyYIIHK pe3y/bTaT I10 IIPOeKTy «TalHBIH

IIOKyIIaTesb» (6 MecsiLieB - 6os1ee 9o 6an1oB)! 3a caMyo CTabUIBPHYIO KOMaH/Y

Mara3’Ha U CaMBblil HU3KUI II0Ka3aTeslb I10 TeKy4eCTH KaZpoB!  \
3a >Ke/laHMe CJe/1aTh MU IIpeKpacHbIM! 33 HeyeMHYIO )KM3HEHHYI0 S3Hepruio!

3a BOCIIpUSITHE ayAUTOPHUH KaK «CaMasi ayTeHTU4YHas yIIpaB/siomas

IIepPeCcTPOMKY JIOTUCTUKH pacipenenuTensHoro nenTpa (PL) Smarty Family,
BOCCO3/IaHUe CKJIA[CKOT0 KOJUTeKTHBA! 32 OITUMH3ALHIO0 CKIA/ICKUX IIOIAe
opmecckoro PLI! 3a opranu3anuio oby4deHuUs U 3amyck IT-06HOBIeHUH Ha cKiIaze!
3a yBepeHHBIN U OITUMUCTUYHBI B3I/ B Oymymiee!

Tatiana Kovalik, Head of Warehouse, Odessa 5
O T i MAEaSHHOMy K0T OPHIA HOCTONH O C BITEC AR K/IHeHTOB U SIPKO BUEH
For forces worthy to withstand a complex and busy year: the departure ' % SERERy e L el

of “Antoshka” from logistic services at the central warehouse and »
return, reorganization of the logistics of Smarty Family Distribution
Center, the restoration of the warehouse team! For optimization of
warehouse space of Odessa Distribution Center! For organizing training ' \
and launching IT updates in stock! For a confident and optimistic look

into the future!

- m
t,:"’.‘.\_" / Svetlana Chumakova, “Kazka Nova” Store Manager, Kiev
For the best service approach and the best result in the Mystery Shopper project
(6 months — more than 9o points)! For the most stable store team and the lowest
turnover rate! For the desire to make the world beautiful! For the immense vital energy!
For the perception of the audience “The Most Authentic Store Manager”, which is
constantly heard from Customers and is visible at the Retail Awards Nomination!
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B 2019 roay RedHead Family Corporation oTMe4aeT cBoe 25-neTue, 1 3T0 OT/IMYHBINA
noBoA, 33AYMaThCs 0 cneaytowmx 25 rogax Komnanuu, o 6yayiiem ee coTpyaHUKOB
n KnueHTtos. [ns AeMOHCTPaLUK H3 TP3AULIMOHHOM UTOFOBOM cobpaHum bbin
co3p,3H hunbM, B KoTopoM nuaepbl Kopnopauwn Rogennnmcs CBOMMU B3rNsAaMu
Ha NepcneKkTUBY Pa3BUTUA Halwero busHeca-v o6uecTea B LenoM. Kakercs, Bnepsbie
33 MHOrO N1eT peyb NepBbix AuL KoMRaHMK W3 He 0 cAY4MBIIMXCS COBLITUSX,

a o npeacToawux. Cbemku hunbMa npoxoAuam He B KabuHeTax, a B cneunanbHo
othopMneHHoM cTyaum, ¢ AobaBneHHbIMKM Npu MoHTaXke 3D-3dhthekTamm

ﬂ.*"‘/

'ﬁ"”‘"

/'?"

TakoM noAxop 0Ka3asce

He COBCeM TPaAULIMOHHBIM,

a atMocthepa hunbma, HanoTHeHHas
thyTYpMCTUHECKUMM KAPTUHAMH,
LMTaTaMM NUcaTenen-thaHTacToB
U NpeACcKa3aHMAMU COBpeMEeHHbIX
y4eHbIX ¥ MUPOBbIX NMAEpoB
6usHeca, 33,5313 onpepeneHHbI
BEKTOP MbIC/1eM 1 OTHOLWEHUS

K NoBCceHEBHOM A,eATe IbHOCTH
KaX>X/A,0ro 13 COTPYAHUKOB

KomMnaHum.

Bupenue nuaepos RedHead
Family Corporation, ocHoBaHHOe
H3 COBpPEMEHHbIX PbIHOYHbIX,
KYbTYPHbIX U TEXHOIOrUYeCKUX
TpeHaax, hopmupyet
YBJiIeKaTebHbiY U aMOULIMO3HBIN
NPOrHo3, KOTOPbIA Tenepb MoOryT
OLIeHUTb He TO/IbKO Y4aCTHUKKU
cobpaHus — 3putenu unbma,
HO M YUTaTe I KOPNOPaTUBHOIO

n3naHu{

Vision of
the future:
what should

a Company
look like
tomorrow?

In 2019 RedHead Family
Corporation celebrates its

25th anniversary. It serves as

a great reason to think about what
would next 25 years look like in

terms of its Clients and employees.

A special film was created for
the Annual Company Meeting,
where leaders of the company
shared their vision on perspective
development of our business and
society overall. It seems that for
the first time for many years we
spoke about the future, not the
past. Filming took place outside
the office in a specially designed
studio with 3D effects added
during video assembling.

— —
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BUOAEHWE BYAYUWETO: KAKOW BblTb KOMMNAHWW 3ABTPA?

— 25 Aem HA3ad MHe bblAo 22 2004, U
cmpoums Kakue-Aubo npozHo3st belao
cnoxkHo. Tozda 9 u npedcmasume He Moz,
umo busHec bydem cyujecmeosamp max
doAz0, a KU3Hb MO3Kem bblmb makolii
0AUHHOIL U HANOAHEHHOUI pa3HoobpasHbIMU
cobbIMuAMU, — PACCKA3BIBAET OCHOBATEITb
1 CEO RedHead Family Corporation
Bnanucnas Bypaa. — BesycaosHo, mup,
8 KOMOPOM Mbl 5KuBeM, UsmeHUACS. Ho Mbl
3ameqaem Mo, MoAbKo 8398 dee KpaiiHue
MOYKU 31M020 0mpe3ka. Mol He 0bpawaem
BHUMAHUA HA U3MEHEHUA 8 108cedHesHOLl
SKU3HLL, HO OHU POLCX00SM eskedHe8HO.
Bydywiee Hacmynaem Kaskblii deHb.

3a 25 Aem Hawa kU3Hb cmaaa yugposoli,
MYAbMURAHAALHOLL, UAU OMHUKAHAABHOLL.
Kmo bb1 mo2 noayMamb 81994-M, KAKYIO
pesoAtLLII0 COBEpUILM IAEKMPOHHAS
nouma K KOHUY 1990-X UAU N0S8AEHUE
coULAAbHbIX Cetell 8 KoHLe 2000-x? Celiuac
y3Ke HeB03MO3KHO NPedcmasumb C80H SKU3Hb
be3 amux seweil. Mol 8e30e d0AKHbI UMemMb
€80l «0MNe4amoK», NPUCyMmcmaosams

8 ouupposaHHom Bude 8 Kaxdom KaHae
KOMMYHURAUUU.

JlAs ueAoseKa BaskKHO, KAKOLL cAed oH ocmasum
8 ku3Hu. Hawa Muccus 8 mom, 4umobbt
pacmums demeil 300p08bIMU, YMHBIMU U
MoOHbIMU. deaabHas KombuHauus daa
HacAedus, Komopoe Mbl 0CMasAsem, — Mo
K020a 8awiu demu nepecekaMcs ¢ 8auum
deaom. MHozue compyodHURU yske umerom
cuacmoe pabomams co ceoumu demomul.

B 3mom 200y K HUM npucoeduHUACs u .

Baaducaas Bypda E

Kopnopauus RedHead siBnseTcs Kno4eBbIM areHTOM
BNUSIHUSA Ha Hawe Byayuwee Yyrke NOTOMY, YTO ee MUCCUA —
o6ecneyeHune 6naronony4Horo AeTCTBa U Pa3BUTUS AeTeN:

HacTosAwmx Xxutenen byaywero.

Ho kak cnporHo3upoBaTth pa3sutue camoin Komnanum?
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Bo Bcex caMbIX BJIMSATEIbHBIX OPraHH3aIIMsIX [IPOIIIOTO
M HACTOSIIIIEr0 BCerja CyIIeCcTBOBaJI IITAT CIIeLINa/INCTOB
o opcariTaM U MOIEIMPOBAHIIO Oy IyIIHX

CUTYAILIMH U IIPOLeCCOB. ITO GYyHIAMEHTAILHBIN PO

OeATe/IbHOCTH, BQQEKTI/IBHEUI IIPpAKTH KA, KOTOpAas

IIO3BOJISIET BRICTPAHBATH I‘)'[V6OKI/I€ ACCOILIMAaTHBHEIE,

CMBICJ/IOBEBIE psiAbl KU IIPUXOAHTH K O4YeHb IeHHbIM

BBIBOAAM. AKTUBHOE BU3SUOHUPOBaHHE — BaKHEHM UM

37IeMeHT CTPATerHYeCcKOro YIIpaBaeHUs. BO3MOXKHO,
3TO eI HCTBEHHBIN CI10c0b co3MaBaTh paboTarolue

cLieHapuu byaymero.

Toprosiis — OJKH U3 [I€PBbIX IPOLIECCOB COLIMATU3aLIHH.
B npuHIlMIIe, BCIO Hallly HCTOPHIO MOKHO
paccMaTpHBaTh Kak depely CMeHSIOMUX APYT Ipyra
OTpebUTeNbCKUX KyIbTyp. TOT, KTO IIpelyrafaer
dopMupoBaHLe HOBOK KY/IbTYPhI IIOTPebIeHUS U
IIOATOTOBUTCS K Hel, OyzieT nuaepoM B byayIeM.

— S dymato, umo mbl yske HAXOOUMCS Ha nopoze
mexHoAo2u4eckoll pesoaryuu, — carutaeT CEO «AHTOIIKHU»
Banum OrioB. — Mb! 8udum, 4mo KomnaHuu nepexodsm
8 UHmepHem u ckopocmp docmasku bydem umemb 00HO u3
8a’kHellwUX 3Ha4eHull. Amazon yxke docmasAsem mosapbl
dporamu! Yeepen, nawa Komnanus ece 6oabuie cmarem
Nn02py3KRAMbCA 8 BUPMYAALHBLI MUP, U 8 HEM MAK3Ke HY3KHO
nomozamp nokynameaam. Yxe ecmo 8 paspabomkax
ycmpoiicmea, Komopble nepedatom MakmuAbHble OULYUleHUS.

This approach was untraditional and film
atmosphere was filled with futuristic
pictures, quotes of fantasy writers and
predictions of contemporary scientists and
world business leaders. This has set out

a certain vector of thought and attitude
towards daily activities of every employee
of the Company. Vision of RedHead Family
Corporation leaders based on modern,
cultural and technological trends forms
fascinating and ambitious forecast which
can now be evaluated not only by members
of the Annual Meeting, but also by readers
of the corporate magazine.

“25 years ago, | was 22 and it was difficult to
make any forecasts. At that time, | was not
able to imagine that business would last this
long, and life could be so long and filled with
different events”, says Founder and CEO

of RedHead Family Corporation Vladislav
Burda. “Without a doubt, a world in which we
live has changed. However, we notice it only
when we look at two furthest points of the
way. We do not pay attention to changes in
everyday life; however, they happen on every
day. Future is coming every day.

For 25 years our life has become digital,
multi and omni channel. Who would have
thought back in 1994, what a revolution
would be done by e-mail by the end of
1990's or who would have predicted creation
of social networks by the end of 2000's.
Now It is impossible to imagine life without
these things. We have to have our digital
“footprint” everywhere and be part of digital
communication in every channel.
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BagyM OpiioB FOBOPHT, YTO B 6y/1ymeM
06011 pUTeHIep LOJIKeH 3HATDH CBOETO
KJIMEHTA JIy4Ille, YeM 3HAOT ero
POOCTBEHHUKH . yTaJbIBATh II0BeIeHHE

U IIpemiarath pemreHus. C pa3sBUTHEM
OHJIAMH-TITIATGOPM y KIIEHTOB OyIeT Bce
MeHbIIIe HeoOX0IUMOCTH sl [IOCeIIeH U
dusnyeckux marasuHoB. OQHAKO
TeXHOJIOTMH He UMEIOT JYIIK, OHU

He IIOCTPOSIT OTHOILIEeHMS C KIMeHTOM,
II03TOMY 3aJavya COTPYSHHUKOB —
co3aBaTh B MarasMHax Ty aTMocdepy

U IIPOCTPAHCTBO, B KOTOPOEe XOYeTCs
BO3BpaIllaThCs.

— B bydywem 2panb meskdy oHAailH u opaaiiH
npodaskamu compemcs, ¢ MouKuU 3peHus
KAUeHma 3moli 2paHu yxke Hem. ITo3amomy
Hawa 3ada4a Homep 0duH — obecnequms
MH020KAHAALHOCIb, — TOBOPUT
KOMMEPUYECKHH JUPEKTOP AellapTaMeHTa
posuuiel FPUTOPUE CABEIHY.

33,343 COTPYAHMKOB —
C03,/,3BaTb B Mara3suHax

Ty atMocdepy

M NPOCTP3HCTBO, B KOTOpOE
X04eTCcs BO3BPALLATLCS
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3

By Ceemaata Escmpamosa

CKOPOCTb U3MeHeHHUH B MHPe pacTeT, U 3TO OTKIHKaeTCsI
B KOMIIaHUH. Hampumep, 6peH/I, KOTOPHIN paHee

VMeJl He3Ha4YHTeIbHYIO I0/II0 B ITPOJlakax, 3a OUH

roz, oboIes THUAEPOB U II0OKII peKOpABI 110 060poTYy.

ITO0 SIPKO AEMOHCTPUPYET TOT GaKT, UTO B OyayInem

He OyZleT yCTOSIBIIMXCS THUEPOB, a Y HeOOIbIINX
KOMITAaHHUH IIOSIBSITCSL HOBblE BO3MOSKHOCTH. JIUPEKTOP
6u3Hec-foHUTA Smarty Family CBETTIAHA EBCTPATOBA
TOBOPHUT, uTO B EBpoIle 1 AMepHKe AUCTPUOBIOLIHS KaK
6r3Hec HcyesaeT, IepeHUMas QYHKIIUU JIOTHCTUKHU.

— EcAu mbl 3acHem Ha cekyHOy — HAC 0mbpocum Ha 10 Aem
Ha3ad. Mbl doAsKHbL BHEOPAMb U3MEHeHUS, — CIUTAET
pYKOBOILI/ITEJ'Ib JII/ICTPI/I6I>IOLII/IOHHOI‘O HaHPaBHEHI/IH. —
Hauwe 6ydyuiee — 3mo 100% cuHepeus ¢ «AHMOWKOL».

Smu busHecel Mmozym pazsusams opyz dpyza. mo 8b1308
308mpauiHe2o JHA.

Hawe 6yaywee —
370 100% cuHeprus
C «AHTOWKON».

3710 BbI3OB 33BTpJaWIHEro AHNA

®

It is important for a person, which footprint
he or she will leave in life. Our Mission is to
raise children healthy, smart and fashionable.
Ideal combination for heritage, which we can
leave, is when your children intersect with
your business. Many employees are already
happy to work with their children in the same
company. This year, | was lucky to join them.”

RedHead Family Corporation is a key
influence agent for future because its
mission is to ensure well-being of childhood
and development of children: true residents
of the future. But how to predict the
development of the Company itself?

All most influential organizations of the past
and present have in-house specialists with
foresights and modeling future situations
and processes. This is a fundamental
activity and an effective practice, which
allows to build deep associative and
semantic patterns, and come to a highly
valuable conclusion. Active visioning —

a highly important element of strategic
management. Possibly, it is the only way
to create working scenarios of the future.

Trade — one of the first processes of
socialization. In general, we could view

all our history as a pattern of changes in
consumption cultures. Those who will be
able to better foresee formation of a new
consumption culture and prepare for it, will
be leaders in the future.

“| think, that we are on the door step of
technological revolution”, says CEO of
Antoshka VADIM ORLOV.
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Anexcandp Kprok X

(s

Bynyliee MaTepUaIbHbIX OTHOILIEHHUH
bHHAHCOBBIM JUPEKTOP KOPIIOPALIUU
ANEKCAHOP KPIOK BUIUT

B aBTOMAaTH3alHMH U CTAHAAPTH3dAIHUH
y‘-IETHbIX CUCTEeM:

— S cmompen 6bl 8 CMOPOHY HACMPOLIKU
83AUMOKOHMPOAS U UUPPOB020 CO2AACOBAHUS.
Takue 3AeKmpoHHble UHHOBALUU BYdym
MUHUMU3UPOBAMb OUUBKU U3-30
4eA08e4eck020 pakmopa, N0sbICAM CKOPOCMb U
IppexmusHocmy pabomsl. B bydywiem aydum
cmozym nposodums yske He PUHAHCUCTBL,

aIT-cneuuaaucmest. Um npe&cmoum
nposepsaMmb U3sAHbL CAMOLL CUCMeMbl,
a He daHHbIX, Kormopble myoa 86004
PpuHarcucmol.

Ymobbl Komnaus cmozaa ydepskame
cmabuAbHbLil npupocm — nopadka 15%

8 200, Mbl 00AKHbL BHEOPAMb UHHOBAUUL,
0MKpPbLLIBAMb HOBbLE PLIHKU U bbb
YCMoGiHUBbIMU K BHEUHUM U3MEHEHUAM.
T'aasHoe 8 busHece — 3mo bbimb 2ubKUMU,
banarcuposame meskdy HeonpedeAeHHOCMAMU
YKpauHCKUX peaauil u cmompems anepeo.
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"We see that companies are transferring their
business to the internet and speed of delivery
will become of the utmost importance. Amazon
is already delivering by drones! | am confident
that our Company will become more and more
digitalized and there we will be a need to assist
our customers. There are already developments
of the digital gadgets that allow to experience
tactile touch of the product while purchasing
online.”

Vadim Orlov says, that in future any retailer
will have to know their client better than his
or her relatives know them. That is to foresee
their behavior and to offer suitable solutions.

With developments of
online platforms clients
will have less necessity
for physical attendance
of the stores. However,
technologies do not have
a soul, they will not build
relationships with clients,
therefore it’s a3 main task
of employees to create
such atmosphere in the
stores, where clients

would want to come back

“In the future, border between online and offline
will be erased. From customers’ point of view, it
already does not exist. That is why our number
one task — to ensure we are multichannel
company”, says Commercial Director of Retail
Department GRIGORY SAVELICH.

Rate of change in the world is growing and it
is seen in the Company as well. For example,
brand, that used to have minor share in sales,
has broken sales records and surpassed leading
brands in turnover, all in a period of just one
year. This clearly demonstrates the fact, that
there will be no settled leaders in the future and
small companies will have new development
opportunities. SVETLANA EVSTRATOVA, Head
of the Distribution Business Unit, says that
distribution as a business disappears in Europe
and in the Untied States as it actually becomes
a logistics business.

“If we fall asleep even for a second — we will be
thrown 10 years back. We have to implement
changes”, says Svetlana. “Our future is 100%
synergy with “Antoshka”. These two businesses
can develop each other and this is our challenge
of tomorrow.”

ALEKSANDR KRIUK, Financial Director of
Corporation, sees future of materialistic
financial relationships in atomization for
accounting systems: “I would look into the
direction of setting and mutual control and
digital coordination. Such electronic innovations
will minimize human mistakes, and increase
speed and efficiency in the future. In future
audits will be conducted by IT specialists, not
financial experts in the future. They will have
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B03M0>KHO, Y MHOIMX Y/IbTP3aCcOBpeMEeHHbIX TeXHONI0rUM ecTb
NoTeHUMan B UHAYCTPUU CO3L3HUSA UrpyLIeK?

Takowu ruranT, Kak FisherPrice, y>xe aHoHcupoBan cBoe HaMmepeHue
B CO3/4,3HMU NPUHLMNUANBHO HOBbIX UFPOBbIX TBOPYECKMX CUCTEM,
rae, Hanpumep, pUCYHOK pebeHka MoskeT BbiTb NepecynTaH

B 3D-MoAenb 1 pacneyaTaH B BUAE HaCTOSLEN UrpyLIKK

Ho 3D-anHTepe, cTosuieM B ero >ke KoMHaTe

— Jlemu ace boAbule Uu2parom 8 KOMNbHMepHble
U2pbl, HO npu 3mMom cmpadaem Au4Hoe
0bujeHUe,— TOBOPUT PyKOBOAUTEIIH
Gr3Heca I10 YIIPaBIeHHUIO KaTerOpHeH
«urpyumka» IMutPuil Kasumup. —
Mol 00A3KHbL NPUBHOCUMb 8 0ermcmBo
GoAblue ecmecmBeHH020 06WeHUSL — U2pbl
04 akmueHo20 omdbixa, MBopHecmao

8 kaaccudeckom sapuanme. Hawa 3adaua
8 bydywem — cbanarcuposamp npodasu
oAaiiH U OHAALIH, COXpaHUmb 06pa3 cemu
«AHMOWKA» KAK NPOCMpPaHCMBa 0Af Uzpel.

s1ysepeH, 4mo Hauia KOMAaHAA COBMeCHbLMU
ycuauamu bydem deaame 6oAbuue, uem mpebyem
pems.
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Anekcell KutueHko

IKCIIepPTHl CYUTAIOT, YTO II0SIBJIeHH e
TeXHOJIOTUH JO0II0THEHHOM PeabHOCTH
MOKeT IlepeBepHYThb BeCh PhIHOK
37IeKTPOHHOrO0 puTelina. Hampumep,
y>Ke ceruac MOKHO IPUMepPUTh
IIOHPaBUBILKeCS] KPOCCOBKH,, He BBIXOZIS
13 oMa. [IJIsl 3TOro CTOUT BCero JTHIIb
HaBeCTH Ha HOTY KaMepy cMapTdoHa.

JIorucTyuKa — OTpacib, BO3MOKHO,

caMast BOCIIPUUMYHBAS K HHHOBALIMSIM

U TEXHOJIOTUSIM. Ha ceromHAIHUN

nenb 1 Google, 1 Amazon y>ke Bcepbe3
paboTaloT HaJ BOIUIOIIEHUEM HUeH
IIOJIHOCTBIO POOOTHU3HUPOBAHHOMU JOCTABKHU
TOBApPOB IIPSIMO K IBEPSIM IIOKyIIaTeIeH.
JIOTHCTHKA CTa/la UTPATh KJIIOYEBYIO

POJIb B TOPrOBJIe CeTOHSIIIHET0 JHS

U B 6yayineM TpeboBaHMUS K Hek1 6ymyT
JIMIIB BO3PacTaTh. [0BOPS 0 JOCTaBKe
TOBapa, MOXKHO 3aMeTHTb, YTO OJHOH

13 TeXHOJIOTHH, KOTOPas y>Ke CTYIUTCS B
IBEPb, SIBJISIETCS 3/IeKTPOTPAHCIIOPT.
JIUPEeKTOp 110 TOrUcTHKe AJTEKCEN
KHIIEHKO oTMeYaeT, 4TO BeChb CKIaIKOM
ABTOIIAPK Y>Ke KMeeT 37IeKTPOIIOrPy3UHKHU
1 371eKTpolITabenepsl, KOTOPbIE
II03BOJISIIOT 00XOOUTHCS be3 roproye-
CMa304YHbIX MATEPHUAIOB.

to check drawbacks of the system, but not the
data itself, which is being entered by financial
specialists. In order for the Company to have

a sustainable growth of about 15% annually,

we have to implement innovations, open new
markets and be stable to the external changes.
Most important in business is to be flexible, to
keep balance of indefinites of Ukrainian realities
and look ahead.”

Many ultra-modern technologies have
potential for creating toys. Such giant, as
Fisher Price, has already announced the
intention to create completely new play
and creative systems, where for example,
a drawing of a child could be printed on
a 3D printer in a form of a real toy.

“Children play computer games more and
more, however personal communication
suffers”, says Category Manager of Toys,
DMITRY KAzZIMIR. “We have to introduce
more real-life communication to the
childhood — games for active rest, creative
classical games. Our task in the future —
to balance online and offline sales, and save
“Antoshka” as a place where kids could play.
| am sure that our team will be doing even
more than what is required by time.”

Experts believe that creation of an
augmented reality technology could turn the
whole electronic retail market upside down.
For instance, already now we could try on
sneakers that we like without leaving your
home. In order to do this you should only
point camera of your mobile phone to your
foot.
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JlOCTaTOYHO B3IJISIHYTh Ha
dyTypHCTHUeCKKE KAaPTHHEI
XYO’KHUKOB, YTOOBI yBUIETh —

UL oM 6ymy1Iero siBIseTCs BUL,
ropoza. CerogHst KOMMepYecKast
HEe/IBUKUMOCTb [1€PEOCMBIC/IBAET
cebs. [IUpeKTOp JerapTaMeHTa
HenBWKHUMocTU JIMUTPHH ByPOoA
3asBJIsIeT, 4To yke bosee 50% moxona

OT apeH/Ibl HeIBUSKMMOCTH IIOCTYIIaeT
OT BHEIIHUX apeHAATOPOB, KOTOPbIE
He CBsi3aHBI ¢ 6bu3Hecamu RedHead
Family Corporation. Y B 6yaymem 3ta
TeHJIeHIUs 6yIeT IPOJO/IKAThCS.

Mbi nnaHupyem

B byAaywem caenatb HevTo

6onbluee, yem 6U3Hec-

LIeHTP: NPOCTPAHCTBO,

KoTopoe byner paboTatb

KPYriocyToyHo, rae byayr

npoBoAUTbLCA 06yyeHne

U pa3NnyHbIe BCTPeYU

i) ?
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— Hawu maza3uHbl U cKAAObL

0NMUMU3UPOBAAUCD, UM Mmenepb He
mpebytomca makue boabuiue naowadu,

Kak panbuie. CellMac HAWA A0UCMIUKA
3aHUMAeM 0K0AO 30% Meppumopuu ckaados,
ocmanbHoe Mbl omdaem 8 apeHdy, —
oTMedaeT JIMHTPUH BYPOA. — PalioH,
2de Haxodumca Haw bu3Hec-ueHmp Ha yAuue
BoskeHKo, akmusHo passusaemca. IToamomy
Mbl PUHAAU pelietue nepesodums ckaadcKue
nomeueHus 8 oucHole. Mol naaHupyem
npusAekams cmpameau4ecku UHmMepecHblx
napmuepos, a 8 bydywem cdenams Heumo
bonbuiee, uem bu3Hec-ueHmp: IPOCMpaHcmao,
Komopoe bydem pabomamp Kpy2A0cymouHo,
20e bydym nposodumbcs oby4enue u
pasAudHble scmpedu.

Logistics is perhaps the industry most
susceptible to innovation and technology.
Today, both Google and Amazon are already
seriously working on implementation of the
idea of a fully robotic delivery of goods directly
to the doors of customers. Logistics began to
play a key role in today's trade and in future
requirements for it will only increase. Speaking
about delivery of goods, one can notice

that one of the technologies that is already
knocking on the door is electric transport
ALEKSEY KISHENKO, Logistics Director, notes
that the entire warehouse fleet already has
electric forklifts and that it can work without
fuels and lubricants.

It is enough to take a look at futuristic
works of the painters, in order to see that
face of the future is a city view. Today
commercial real estate is rethinking itself.
DMITRY BURDA, Real Estate Head, states
that more than 50% of real estate revenue
comes from external tenants which are
not connected to the business of RedHead
Family Corporation. In future this trend is
expected to continue.

More than 50% of real

estate revenue comes from
external tenants which are not
connected to the business of

RedHead Family Corporation

“Our stores and warehouses have optimized and
they don't require such big areas for rent as they
did in the past. Currently our logistics occupies
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Co BpemMeHeM B 613Hec NPMXOAAT He TONbKO

HOBble TeXHonoruu. Euwe 1 HoBble 3HaHUS, HOBbIE

I'IPOCI)ECCMVI, HOBble KOMNeTeHUuuUUn, HoBble J1lo Au.

HR — oTpacnb, KoTopas B NpSMOM CMbICNe

onpepenset 6yayiee KOMNaHUK.

HR-nupekrop RedHead Family
Corporation AHTENA IloaavyBHAS,
paccyknas rmpo bymyiire Gopmsl paboTs
CJIIOJIbMH, 03By4YHBaeT TPH BapHaHTa
Pa3BUTHSI COOBITHI.

HepBbeI — 3TO COOTHOIIIeHHE I[IepCOHAa/Ia
U KAIIUTATH3alIUH KOMIIAHHH . 3Ty Haero
IIporiaraHAMpoOBaJI B TEUEHHE 20 JIET

Anzena IToddybHas
IAngela Poddubnaya

rnaBa General Electric [Ikex Yamu.

ITo OKOHYAHUU OIpefie/IeHHOTO0 IlepHoaa
OH OLIeHUBAJI COTPYAHHUKOB. Te, KTO
Mo/Iy4as caMble BBICOKHE OLIEHKH,

IIIJIX Ha IOBBIIIEHHE, a COTPYAHUKOB

C HU3KHMHU pe3y/lbTaTaMU YBOIBHSIIH,
IIPU TOM, YTO Ha PBIHKe TaKHe
CITeLIMJIKCTBI MOT/IN HaXOOUThCS

Ha xopotem c4yety. Pors HR
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B TaKOI KOMITAaHUH — YBeTHYeHHe
KaIlUTAIU3aLUK COTPYSHUKOB. BTopoit
CLIeHapHU I TOBOPUT O IIPUHI[HIIE
XOJIaKpaTHH, KOIJa YIIPABIeHYeCKyIo
HepapxUIo 3aMeHSI0T KOMaH/Ibl
CIIEIIUAIUCTOB, KOTOPbIX HR-MeHeskep
OpTraHM3yeT [yIs pelleHHs Ollpe/ie/IeHHBIX
3a/a4. U TpeTHi BApHAHT MaKCHMAJIBHO
6mu3ok g RedHead Family
Corporation: oH IUKTYeT COLIUATBHYIO0
OTBETCTBEHHOCTh KOMITAHHH.

— Dmom sapuaxm passumus busxeca
cmpoumcs Ha nompebHocmax Atodell.

Jas Hac oH onmumanbHelil. B amom cayvae
poab HR — nomozamb cAyuiams u cAbliiame
Atodeil, — roBOpUT AHresa. — Mol 8epHyAU
8 KOpNopamuUBHYyH COCMABASIOULYI0 NPUHLLN
3060mblL, a menepb cmapaemcs noMo2amb
COMpYOHUKRAM pa3sUsAab HABLIKU U
Xapakmepucmuku, Heobxodumvle 0as
pabomot bydyuie20: yposeHb IMOUUOHAALHOZ0
UHMeANeKMA, B03MOKHOCMb daNMuposambcs
K NOCMOAHHbIM U3MEHEHUAM, YposeHb
KU3HEHHOL 3HepauULl, 4 MAK3Ke yposeHb
ArobsLL, Komopoli 4eAo8eK 20108 nodeAumbCs
(3mnamus). O0Hum u3 pakmopos ycnexa
KOMNAHUU ABASeMCs KoMaHoa, Komopoil «He
8ce pasHo».

Jliodu, y komopeix boaum dywa 3a obuiee deno,
AU, Komopble datom caoe 8pems U IHep2Lt0
KOMAAHULL.

Anrena ITognybHast yBepeHa, 4TO

IasKe eCTH UCKYCCTBEHHBIN HHTEJUIEKT
IepeTsiHeT Ha cebs 4acTh «4e/I0BeYeCcKOM»
paboTsl, To pobOTHI TOYHO He 0TOepyT

y Hac TBOPYECKUH aCIeKT.

about 30% of the warehouse space, the rest is
being rented out”, says DMITRY BURDA. “Areq,
where our business center is located, on Bozhenko
street, is actively developing. That is why we made
a decision to transform warehouse utilities into
the office space. We plan to attract strategically
interesting partners, and create something more
than a business center in the future: we want to
create space which will work 24/7 where different
meetings and education programs will take place.”

Over time, not only

new technologies come

into business. Also new
knowledge, new professions,
new competencies,

new people.

HR is an industry that
literally determines the future

of a company

ANGELA PODDUBNAYA, HR Director of
RedHead Family Corporation, while discussing
future forms of working with people, explains
three potential scenarios.

The first is the ratio of personnel and
company capitalization. This idea has been
advocated for 20 years by General Electric
CEOQ, Jack Welch. At the end of a certain
period, he evaluated employees. Those who
received the highest marks were promoted,
employees with poor results were fired
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— Kopnopauus RedHead npoxxuaa 25 aem, —
HOABOOUT UTOTH BIIAOUCIAB byroAa. —
Ymo bbl MHe XomeAoCh CKA3aMb 8 Ka4ecmae
Hanymcmaus Ha cAedyousue 25 Aem?

B mupe cyuiecmayerm MH020 KOMNAHULL,

HO Mbl BcmpemuAuch 30eck. Bcem Ham
HYSKHO NOHUMAMb, Ym0 0AS COBMECIMHO20
npodoAskenus Hawu muccul doAXKHbL
cosnadames. BasxkHo omeemumb Ha 80MPOCHL:
KITIO 8bL U HeM 3aHUMAeMeCh?

Muccus RedHead Family Corporation —
npedocmasAas Ay ulue mosapbl U ycayau,
nomozame podumeAasm pacmums demeil
3doposblmu, yMHbLMU U MOOHbLMU!

OdHo3HauHo KomnaHus bydem pacmu, Ho
y>Ke He Mak crmpemurmenbHo, Kak 8 nepeom
nokoAexuu. ITocmeneHHblil pocm u yoepskaHue
cmabuabHbx no3uyuil — 3mo 3adaua das
8I110p020 N0K0AEHUA COBCMBEHHUKOB, KOMOpoe
yske npuwao 8 RedHead Family Corporation.
Hauw naaH Ha 25 Aem — 8bipacmu 8 7-10 pas,

u 3mo bydem opaanuuHo.

Xouy nobaazodapume kaxkdozo 3a mom nyme,
KOIMOpbLEl Mbl NPOULAU 8 MeveHUe 25 e,

3a 8kAad Kasxkdo20 8 Mo deusKeHLe.

U ¢ boabuium ydosoabcmauem npodoaKato
e20 8mecme ¢ 8amu.

Muccusa RedHead Family Corporation —

npeaocTaBnaa nyviunve ToBapbl U Yycnyru,
noMOraTb poauTensaMm PpaCTuUTb Aeteun

3A0pOBbiMH, YMHBIMU U MOJJ,HbIMVI!
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despite the fact that professionalism of such
specialists could have been on the average
level at the market. The role of HR in such

a company is to increase the capitalization
of employees.

The second scenario speaks of the principle
of holacracy, when the managerial hierarchy
is replaced by teams of specialists, whom HR

manager organizes to solve certain problems.

And the third option is as close as possible to
RedHead Family Corporation: it dictates the
social responsibility of companies.

“This option for business development is based
on the needs of the people. For us it is optimal.
In this case, the role of HR is to help listen

to and hear people”, Angela says. “We have
returned the principle of care as the corporate
cultural component, and now we are trying

to help employees develop the skills and
characteristics necessary for the work of the
future: the level of emotional intelligence, the
ability to adapt to constant changes, the level
of vital energy, as well as the level of love that
a person is willing to share (empathy). One

of the success factors of a company is a team
that cares. People who care, people who give
their time and energy to the company.”

The mission of RedHead Family Corporation
is to provide parents with the best products
and services to help them grow their children

Angela Poddubnaya is sure that even if
artificial intelligence takes over part of the
“human” work, then robots for sure will not
take creative aspect away from us.

“RedHead Corporation has lived for 25 years,”

summarizes VLADISLAV BURDA. "What
would | like to say as parting words for the
next 25 years? There are many companies

in the world, but we met here. We all need
to understand that in order to continue
together, our missions must coincide. It is
important to answer the questions: who are
you and what are you doing?

The Company will definitely grow, but not
as fast as in the first generation. Gradual
growth and maintaining a stable position
is the task for the second generation

of owners, which has already come to
RedHead Family Corporation. Our plan for
25 years is to grow 7-10 times, and it will be
organic.

I would like to thank everyone for the path
that we have traveled over 25 years, for
everyone's contribution to this movement.
And with great pleasure | continue this
journey with you.”

healthy, smart and fashionable!
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Mony4yeHne NO3NTUBHbBIX SMOLUA BMECTe
C OT/INYHbIM NPOAYKTOM — B pUutenne
3TO KAo4YeBOoM pakTop, NnobyxaaroLWwum
KJIMeHTa NpUXOAMUTDb Halle 1 NoKynaTtb
6onbwe. Co3gaHMe OTHOLIEHUN, a He
NpoCTO Npoaaxa — camoe CUJIbHoe
NnpeuMyLLecTBO KOMNaHUN-putTenaepa

B COBpeMeHHOM Mupe. MoXXHO NOBTOPUTH
NpOAYKT, 1OKALUIO, SKCTEepbep U
WHTepbep MarasnHa. HenoBTOpUMbIM
NnpeuMyLLecTBOM cernvyac MoXeT 6biTb
TOJIbKO UCKJHOYUTE/IbHO BbICOKUN
ypoBeHb cepBuca ansa Knuenra.

Bricokoe KayecTBO CepBHCa — HOBBIH CTaHAAPT, I10
KOTOPOMY KJIHE€HTBI CyJsT O ITPOAABLIE K €I'0 IIPOAYKTE.
JTa upges jieria B OCHOBY HBMEHQHHﬂ, KOTOpBhBIE
IIPpOHCXOOAT B «AHTOIIIKE» B 2019 Y HAITpABJIEHBI OHHU B
CTOpOHY 60sIbIIIero CIIy>KeHH S JIIOASIM .

ITogxomoB K OPMHUPOBAHHUIO CePBHCAa MHOXKECTBO.

B «AHTOIIKe» BbIOpaK GyHAAMEHTaTbHbIN BApUaHT,
KOT[ia LIeHHOCTh CepBHCa IOHHMMAIOT U YYBCTBYIOT

He TOJIbKO IIOKYyIIaTeJIl, HO U CAMU COTPYAHUKH.

Jns KinrveHTa 110X04 B Mara3rvH Oo3HayaeT He TOJIbKO
[IOKYIIKY TOBapa, HO U IIOTPYy>KeHHe B aTMocdepy,

Service Vision:
We Turn Care
for Children Into
Pleasure

A key factor in retail,
encouraging customers to
come more often and buy
more is getting positive
emotions along with an
excellent product. Creating
relationships, not just selling,
is the strongest advantage

of a retailer in the modern
world. Product, location,
exterior and interior of the
store can be copied. Now
only the highest class client
service can be a unique
advantage. High quality
service is the new standard
by which customers judge the
seller and his or her product.
These ideas formed the basis
of the changes that are taking
place at Antoshka in 2019 and
they are focused on a greater
client service.

There are many approaches to the
formation of service. “Antoshka” chose the
fundamental option, when the value of
the service is understood and felt not only
by customers, but also by the employees
themselves.
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f

[lA pa3pabomku H08020

cepsuc-sudenus Badum Opaos 'S
cobpaa 2pynny 8 cocmase
25 CMeyUaAUuCmos U3 pasHblx
nodpasdeaenuii Komnanuu

BO3MOXKHOCTB BBIOpATh U3 IIHPOKOIO
ACCOPTHMEHTA TOBAPp, IIOIYyIHUTDb

He TOJIBKO ITPodpeCcCHOHANIBHYI0
KOHCYJIBTALIMIO, HO U HHTepeCcHOoe

U HCKpeHHee obmieHMe. B To Bpems
KaK /151 COTPYAHHUKA KOMIIAHUH
OTJIMYHBIH CEPBUC — 3TO GAKTOP
YIOBIETBOPEHHOCTH : KOHCY/IPTAaHT,
obcnyskuBasi KIueHTa, paf MOTYYUTh
6J1arofapHOCTD U IIO3UTHBHEIE
SMOLIHH.

Pa3pabaThiBaTh HOBOE CEPBHC-BUIEHIE
Hadayiu BecHOM. CEO «AHTOIIIKa»
Bagum OpJsioB cobpasl TPYIIIY U3 Pa3HBIX

noapasgeneHns Kommanuu. B Hee
BOIIJIM YIIPaBJISIONIHE, ITPOAABIIbI-

KOHCY/IbTAHTBI U MEeHeKephbl KAaTeCOPUH

MAara3vHOB, TUPEKTOPA PETUOHOB,
PYKOBOIAMTEIU OTEI0B: KOMMEDPYECKOro,
MapKeTUHIa, UHTepHeT-MarasvHa,

HR, IT u gpyrux. B utore 25 yejioBexk

dopmMynrpoBany 6ONBLIYIO CEPBHCHYIO
MU0 «AHTOIIKU» C yYaCTHeM
[IPUI/IANIEHHOT0 KOHCY/IbTaHTa
AHacTacuu BlIagplYUHCKOM, KOTOpast
HECKOJIBKO JIeT Ha3a/J| [IoMorasa
CO3IaBaTh CEpPBUC-BUIEHKE KOMaH e
Invogue Fashion Group.

AHacracys BnagpluMHCKad 12 JIeT
3aHHMMAaeTCs BOIIPOCAMHU CepBHCa

B YKpalHe, OHa eJUHCTBeHHBII
cepTUGHIIMPOBAHHBIL KOHCYIbTAHT
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I10 cepBHCY B BocTouHou EBporie. fIBiseTcd IapTHEPOM
kommanuu The Dijulius Group (CILIA), cpenu KIHEHTOB
KkoTopot Starbucks, Lexus, Domino's Pizza, Hallmark u
Opyrue. AHACTacHs CIMTaeT, 4To 6e3 cepBHca MOTYT cebe
I103BOJIUTH OOXOMUTHCS TOIBKO MOHOIIOTMCTHL Ha PBIHKe,
OCTaJIBHBIM KPaMHe BasKHO ITOJTYYHUTh KOHKYPEeHTHOe
IIPeMMYIIeCTBO. [I03TOMY CBOEE MHUCCHEH OHa BUIUT
PEeBOJTIOIHIO CePBHCA B YKpPaHHe, KOTOpast MeHseT
KOMITAaHUH U3HYTPH IIOCPEACTBOM BHYTPEHHETr0 CepBHCa
IJ151 CBOMX COTPYAHHKOB.

JIBa IHS SKCIIePT IIpopaboTasia ¢ CepBUCHON KOMAaHIOK
«AHTOIIKK», pa3dbupas, KaKye KMeHHO K/IHeHThI
[I0CeIIAI0T AeTCKHe Mara3svHbl, KAKOBBL Y HUX
O>KUAHUS U IOTPe6HOCTH, yeM Hala KoMIaHMs MOXKET
OBITH M I1OJIe3Ha M KaKYI0 eHHOCTD [IPeJIOCTaB/IsgeT.

For a Customer, going to the store means

not only purchasing the goods, but also

dipping in the atmosphere, the opportunity
to choose from a wide range of goods,
getting not only professional advice, but also
interesting and sincere communication.

While for an employee of the Company,
excellent service is a factor of satisfaction: a
consultant, serving a Client, is glad to receive
gratitude and positive emotions.

Development of a new service vision
began in spring. CEO of “Antoshka” Vadim
Orlov has set up a group from different
departments of the Company. It included

Managers, Store Assistants and Store
Category Managers, Regional Directors
Heads of the Departments: Commercial,

Marketing, e-store, HR, IT and others. As
the result, 25 people have formulated a

great service idea for "Antoshka” with the
participation of Anastasia Vladychinskaya,
an invited consultant, who helped to create
service vision for the Invogue Fashion Group
team several years ago.

Anastasia Vladychinskaya has been dealing
with service issues in Ukraine for 12 years,
she is the only certified service consultant
in Eastern Europe. She is a partner of The
Dijulius Group company (USA), among
their clients are Starbucks, Lexus, Domino's
Pizza, Hallmark and others. Anastasia
believes that only monopolists in the
market can afford to work without service,
for the rest it is extremely important to get
a competitive advantage. Therefore, she
sees her mission as revolution of service
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— Paboma bblaa 04eHb HACHLLUEHHOL,

Mbl 8bl0UpanU HANpasBAeHUe pa3sumus
«AHmowiku» 8 cepslce. B umoze blAo
cpopmyauposato cepsuc-gudetue
«Ipespawaem 3abomy o demsax

8 ydosoabcmaue». B anpene cocmosnack
npe3eHmauus 3moii 60AbuL0l cepsuUcHOil
udeu 045 8cex compyoHUK08 pO3HULbL, —
PaccKasbIBaeT MEHEeKEP 10 00y YeHHI0
U Pa3BUTHIO,  TAKKE PYKOBOAUTETb
pabouert IPyIIIIbI 10 BHEAPEHUIO CEPBHCA
AHHA BEBEIIKO. — Cepsuc-sudenue

CEPBUC-BUOEHWE: MPEBPALLAEM 3ABOTY O AETAX B YAOBO/IbCTBUE

- KdK HaCTOHH_lI/II;I BOJIIJ_IE6HI/IK, MeHseT

OIIBIT, SMOIIMH M BIleYaT/IEHH S
POOHTEIIA ]

- [IOMOTaeT B3POC/IOMY IIOJIYYUTh HOBBIH,

CaMBI IPUSITHBIH OIIBIT 3a60ThI 0 CBOEM

pebeHKe;

- [leyiaeT Bce, YTOObI POAUTENIN U JIeTH
YyYBCTBOBaJIH cebs1 KoMPOPTHO,
MX OTHOIIIeHU S CTAHOBHJIKCE ellle
TEeIIBIMH, HeSKHBIMH M IIPUHOCH/IH

2

N

in Ukraine, which is changing companies
from the inside through internal service for
its employees.

The expert had been working with the
“Antoshka” service team, analyzing exactly
which customers go to children's stores,
what are their expectations and needs,
how our company can be useful to them
and what value they provide.

“The work was very intense, we chose the

direction of service development of “Antoshka”.
As a result, the service vision “We turn care for

«AHMOWKU» — M0 BHYMPEHHAS LeHHOCMHAS UM Y[I0BOJIBCTBHE.
udes 0 mom, Kak Kasedvlii compyoHUK HA cBoeM

-

pabouem mecme cMosKem yAy4UILIMb KA4ECMB0
pabomest c Kauenmom.

Bo dpa3se «IIpeBpaiiaeM 3ab0Ty 0 AETAX

B YOOBOJIBCTBH €» 3aK/IIOYeHd Haes O TOM,

YTO KaSKIBINM COTPYAHUK «AHTOIIKH

Jlanee cepBHCHOL KOMaH/Ie IIPefICTOSIIO0
Pas/ioKUTh CePBUC-BUEHHE Ha CaMble
IIPOCTBIE COCTABJISIOIILE, KOTOPBIe OyAyT
He TOJIbKO ITIOHSTHBI, HO U C JIETKOCThIO
IIPUMEHMMBI KasKIbIM COTPYAHUKOM
KoMITaHUHU B eXKeIHeBHOI paboTe.

CHavana onpepeansiuco C 3 KJiro4yeBbiMU COCTaBNAOWNMU —
cTOoJinaMum cepBucC-BnaeHuNA:

1 = OCHOBa OCHOB:

MpoBepeHHbIN

2. OTHOLWeHus
C KINEHTOM:

3. WOW-cepBuUc:

byab «XXMBbIM»
N UCKPEHHUM

Y3Han o KnuneHrTe,
MUCNo/b3yn 3HAHUSA
W YAUBAAN

M OPUTNHA/IbHbIN MposBnan
TOoBap paaywue
K KQXXA0MY
Kom¢opTHOe KnueHTty
n 6esonacHoe
NpOCTPaHCTBO Momoran,
a He Nnpopasam
JKcnepTusa
COTPYAHUNKOB Byab
NPOAKTUBHbIM
NMoHaTHasn
KOHCybTaLUs

Bom Heckonbko 3ameyamenbHbix WOW-npumepoe
0MAUYHO20 06CAYXKUBAHUS 8 «AHMOLWKAX»:

Mbl y3Hanu, 4To y pe6eHKa Hawero NocTossHHOro
KJ/INeHTA fieHb PoXAeHus. B TOT AeHb y Hac

Kak pas paboTtan aHMMaTop B KOocTioMe YesioBeka-
nayka. Mbl nonpocuau aHumaTopa nosapasuTtb
C AHEM POXAEeHUS Hally UMEeHUHHULY.

JeBouyka 6bls1a B BOCTOPre, 4YTo O ee fiHe
POXAEHUS 3HAeT TaKoMn

3HaMeHMUTbIX cyneprepow,

a Mama AeBOoYKM 6b11a

NMpUATHO yauBJeHa! i ‘
(«AHmowka—Cumu-Taupoeo»,

2. Odecca)

'w]
1
'
1,1

A

children into pleasure” was formulated. In April,
presentation of this great service idea for all retail
employees was made,” says ANNA BEBESHKO,
Training and Development Manager, as well

as the Head of the working group for service
vision implementation.

rvice vision of "Antoshka” is an internal

val le i how h empl
his/her workpl nimprove th li
work with a Client.”

The main idea of the phrase "We Turn Care
for Children Into Pleasure” is that every
employee at "Antoshka”:

e is like a real wizard, changes the
experience, emotions and impressions of
a parent.

« helps an adult get a new, the most
enjoyable experience of caring for his or
her child.

« does everything to make parents and
children feel comfortable, to make their
relationships even warmer, tender and
something that brings pleasure.

RedHead Ne15 / 2019
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Ecnu Bbl He CMOT/IM NPUITU B «<AHTOLLIKY»,

TO «AHTOLUKa» NPUAET K Bam! Tak Noay4YnIochb

€ ogHOM M3 yueHuy LLIKobl 6yaymx Mam

«AHTOLIKa», KOTOpas A0J/KHA 6bl/1a CcTaTh yXe
BbIMYCKHULLEN, HO MaJbill POAWJICS HEMHOXEYKO
pPaHblle — Haw Bpa4-KOHCY/IbTaHT FaBpuitok UBaH
MuxannoBuY, y3HaB 3Ty PafloCTHYIO HOBOCTb,
npuilesn K poXeHuLe c NoAapKaMu OT «AHTOLUKU»
1 aunomMom LLKo/bl MaM. CHacT/IMBYIO MaMy
nepenoJiHA/IN 3MOL UM — OHa no6naroaapuna
MBaHa MuxanioBuya 1 106MMbIA MarasuH

(«AHmouwkan, 2. bpoeapbi)

Tak>Xe KOMaHAa pa3paboTana CBOA, HeTKUX NpaBUi-peKoMeHaauunn,
4YTO Mbl B «AHTOLWWKe» aenaem BCEMQA v yero mbl He genaem HUKOI4A

BCEIrgA

Mo340poBaTLCA NEPBLIM, YbIOASACH
VicnpaBasitb cCUTyauuo

Bce BHMMaHKe Ha KnveHTa
[OBOPUTD, YTO Mbl MOXXEM CAeNATb

Cpenatb npoueaypy
MaKCMMasibHO HeBUAMMOW Ans KaveHTa

BbITb «yTOYKOWN»

Haw ctangapt — «Bayly, «Cyneply,
«OYeHb XOpOoLLO»

MNMpoBecTn, nokasaTb JINYHO
JInyHoe obueHne He Npu KnueHTe

bepem OTBETCTBEHHOCTL Ha Cebs,
[a>Ke ec/Iv 3TO He Halla BUHA

HUKOIraA

He BcTpeTuTb KnveHTta

O6BUHATL KnneHTa

OnepaumoHHasl paboTa BaxkHee KnneHTa
[OBOPUTb «HEeT», «He 3Hao»

1117117

CcblnaTbCa Ha NpaBuaa 1 Npoueaypbl,
He 0 BbACHASA KX

< [lokasbiBaTb HEraTMBHbLIE 3MOLLUM
W pasgpaxeHue
<> [lpyHUMaTb OTBET «HOPMasIbHO»
< HanpaBnaTtb >xectamu
< OObLeHne Ha NnYHbIe TeMbl Npy KnneHTe
<> KputmkoBaTtb Koaner, KomnaHuio,

KOHKYPEHTOB 111 ONpaBAbiBaTbCA

8o RedHead Ne15 / 2019

Mama xoTesia KynuTb CBOeMn f04Mepy MaJIeHbKYHO
KYKOJIKY, KOTOPYIO AileBO4Ke A0J1)XHa 6bln1a
npuHecTU «3yb6Has ¢pes» nocsie Nnoxoaa B
MOJINKJINHUKY, HO HUKaK He MOor/ia BCMOMHUTD,
KaKasi MMeHHO NMoHpaBwu/iacb A04epU BO Bpems
OJHOrO0 U3 NoceleHMA Hallero MarasmHa.
MpopaaseL,-KOHCYNbTAHT Onsa buayH npeanoxuna
NMO3BOHUTb A 0MEpU OT UMEeHM 3y6HOM pen n
YTOYHUTDb, KaKasi e HpaBUTCS KYKJ1a, YTO6bl

He ownbuTbCca. Mama nogxsaTuna 3Ty uaero

M cKasasa, Ha KaKoW HOMep HY>XHO MNO3BOHUTb.
Mocne 3BOHKa «3y6HOM pen» AeBOHKA
nepesBoHM/Ia MaMe U B BOCcTopre

pacckasasa e o npousoluejLuem,

3aBepuB, YTO OHa Tenepb

Bcerga v

CyAOBOJ/IbCTBUEM

éyaper neYnTb

3y6Ku.
(«“AHmouwka»,

2. PogHo)

The next step for service team was to
resolve service vision into the simplest
components, which would not only
be understandable, but also easily
applied by each employee of the
Company in their daily work.

First, we came up with 3 key
components — pillars of service
vision:
1. The Basics:
Verified and original item
Comfortable and safe space
Expertise of employees
Clear consultancy
2. Customer Relations:
Show hospitality to each Client
Help, do not sell
Be proactive
3. Wow-service
Be "dynamic” and sincere.
Find out the information about
a Client, use the knowledge and
impress

The next step is the implementation
of each component of the service
vision into the daily work of each

and every employee. In order to do
this, 15-minute meetings are held

in all departments and stores every
morning and the employees discuss
service vision at these meetings.
Colleagues express their ideas on how
to turn care for children into pleasure,
as well as share their experience
about the situations in client service
and their solutions.
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CriefyIoIKH 3Tall— UMITIEMeHTAIHs KaKI0To
KOMIIOHEHTa CePBUC-BU/IEHHUS B eXKeTHEBHYIO
PaboTy KasKIOro COTpyIHUKA. [IJIsl 5TOr0 KaKAbIH
JIeHb BO BCeX OTHeIaX U MarasvHax IPOXOIsT

yTpeHHHUE 15-MUHYTHBIE BCTPEUH, Ha KOTOPHIX

COTPYIHUKHU 0OCYKIAIOT CepBUC-BUIeHUe, Koieru

BBICKA3bIBAIOT CBOU H/I€H, KAK IIpeBpallaTh

33.60Ty O IeTAX B YOOBOJ/IBCTBHE, d TAKOKE AEIATCA
OIIBITOM, y KOI'O KaKHe CUTyalllH B O6CJIy)KI/IBaHI/II/I
BO3HHKa/IHN U KaK OHU HX pellajid.

— 3adaua ympeHHeli 8cmpedu — NOCMOAHHO
HANOMUHAMb COMpYyOHUKAM 0 cepslce,
pacckassleams Ha NPOCMbIX NPUMepaAXx, KAK MOKHO
cdeaamp onblm Kauernma 8 «AHMowke» camplm
noAoskumeAbHblM. Mbl Xomum dams kaskdomy
NnoHUMaHue, Kak Gopmuposamb oMHouleHus

¢ Kauenmom, u npusums pebamam npusbiuky boims
N0-HACMOAWEeMY CePBUCHbIMU, — ITPOLOJIKAET
AHHA BEBEIIKO. — A euje 3mo npekpacHas
803MO3KHOCMb 018 pyK0B80JUMeAs NOX8AAUMb CBOUX
compyoHukos 3a WOW-cepsuc u ycabluame ux
NpeoAosKeHUS, YImo MOKHO yAy4wumb. ITocae kaskdoll
gcmpequ pykosoodLUMmeAb 3an0AHSem KopomKuil
om4em, 20e ommevaem Ay4uiue udeu u cumyayuu,
Kkozda compydruky ydanocs npes3olimu oxkudaHUA
nokynameas. Takux WOW-ucmopuil y>ke Habpaaoch
Ha ueayro «KHuzy Cepsuca», Komopy mbl nAGHUpYeM
gblnycmumy 8 bausaiiuiee 8pems.

VHULIMATUBLI C TAKUX BCTPeY ysKe peaTn3yTCs
Ha IIpaKkTHKe. Hampumep, cTelIaxy B
MaraslHax pa3MecTH/IH TaKUM 06pa3om, YToObI
KnreHTaM 6b110 yIobHee IPOXOAUTD MEKAY
HHMMH, a TOBAp C BEPXHUX I10JIOK IIePeCTaBU/IU
HIDKe, YTOObI ITOKYyIIaTe b 1I060r0 pocTa MOT
IOCTaTh HY>KHYI0 KOPOOKY. [IIs1 ITPOJaBLIOB-
KOHCY/IBTAaHTOB CJIeJIaJIH IIIMAPTajIKy 0 TOM,

KaK JIy4llle [IOCTYIATh B CJIydae OTCYTCTBUS

HY>KHOI0 K/IMeHTy ToBapa B MarasuHe.

B HR paspaboranu CKPUIIT BOIIPOCOB JI/IsI
cobeceloBaHH I Ha BBISIBJIeHHE CEPBUCHOCTH
Y KIMeHTOPHEeHTUPOBAHHOCTH KaHAHIATA.
W, KoHeYHO, CAMBIM BasKHBIM PE3y/IbTATOM

3THX BCTpeY CTAHOBHTCSI M3MEHEeHHe I10aX0ad

K CepBHUCY U 6ojiee BHUMATEeIbHOE OTHOLICHHE

COTPYAHHKOB K Ki1MeHTaM.

B okTs6pe HavasICs CIeAYOIUH 3Tall
BHe/IpeHUS — cepTHHUKalKs. Bce cOTpyAHUKHU
«AHTOIIKH» B MaraspHax 1 opHcax IpouUIx
TeCTUpOBaHHUe Ha 3HaHHe 1 IOHUMaHHe CepBHUC-
BUJIeHHS, T10 pe3y/abTaTaM KOTOPOIO BCe, KTO
CIIPaBUJICA C 33[JlaHHeM, [0Iy4aT cepTHUKATHI
ambacaziopoB cepBUC-BUIEHUS.

— Pesoatoyus cepsuca 8 «AHmouwike» npodoaskaemcs.
Bnepedu y Hac popmuposaHue cepsucHoil KyAbmypbl
s3aumodelicmsus ¢ Kauenmom, usmereHue npoueccos,
KOIMOopble NOM02ym yAy4uUmb onblm Kauenma

8 «AHMOLIKe» U, KOHEUHO, pA3BUMUE CUAbHBIX,
ycmoii4usblx KOMaHd Ma2a3uUH08, 8 KOMOpPbLX

Kaskoblli compyoHUK npespawaem 3abomy o demax

8 ydogonbcmaue! — roBopuT AHHa.

A
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“The task of the morning
meeting is to constantly
remind employees about
the service, giving simple
examples how to make
the Client’s experience

at “Antoshka” the most
positive. We want to give
everyone an understanding
of how to build relationships
with a Client, and instill

a habit to provide true
service,” continues Anna
Bebeshko. “And this is
also a great opportunity
for the leader to praise the
employees for the WOW
service and hear their
suggestions about the things
which can be improved.
After each meeting, the
manager fills out a short
report, where he or she
makes notes of the best
ideas and situations where
an employee managed

to exceed customer
expectations. In the nearest
future we are planning to
release a “Service Book”,
because we have already
gathered a lot of WOW
stories.”

Initiatives from such
meetings are already being
implemented in practice.
For example, shelves in
stores were placed in such

a way that it was more
convenient for customers
to pass between them, and
the goods from the upper
shelves were rearranged to
the lower ones, so that a
buyer of any height would

be able to get the right box.

We made a ‘cheat sheet’ for
Store Assistants on how to
actin a situation when the
necessary item for a Client
is not available in store.

HR has developed a script
for recruiting interviews

to identify the candidate’s
service and customer focus.
And, of course, the most

important resul h

meetings is the change in
h roach rvi n
mor ntiv i

he empl wards th

customers.

In October, the next phase
of implementation -
certification began. All the
employees of "Antoshka”,
in stores and offices

were tested for knowing
and understanding the
service vision, as a result
everyone who completed
the task successfully
received certificates of the
Ambassadors of Service
Vision.

Here is one of great WOW
examples of an excellent
service at “Antoshka”:

A Mom wanted to buy
her daughter a small
doll, which the tooth
fairy had to bring to the
girl after going to the
dentist, but couldn’t
remember what kind

of doll her daughter
liked during one of the
visits to the store. Sales
assistant Olga Bidun
offered the Client to call
her daughter on behalf
of the tooth fairy and
specify what kind of
doll she likes, so as not
to make a mistake. The
Mom picked up this idea
and said which number
to call. After the tooth
fairy’s call the girl called
her mother back and
enthusiastically told
her about what had
happened, assuring her
that now she would
always and with
pleasure treat

her teeth.
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«AHmowka»-«BoaHa», Odecca

MarasuH «CYBOPOBCKUWN»
nepeexan

MarasuH «CyBOPOBCKHI» — B YHCJIe IIePBBIX «AHTOILIEK»
B Opecce. OH OTKPBLICA B 1998-M, ClIeIOM I10CTIe
IIepBeHIIA CeTH — «By30BCKOro». 3a 20 JIeT B pUTenIe
MHOIroe H3MeHHJIOCh, BO3MOXKHO, II03TOMY B ITIOMCKe
Jy4lIero BaphaHTa «CyBOPOBCKHI» Ilepee3sKal
HeCKOJ/IbKO pa3. JIokanus B HoBoM TLI «BosHa» cTajia
IISITBIM MECTOM «IIPOIIMCKH» MarasvHa. JJMpeKkTop 110
olmepauMaM U pa3BUTHIO iBaH UHMBKHH OTMeYaeT, 4YTo
HeoOXOAMMOCTb OUepeIHOrO0 IIepee3ia Ha3pena u3-3a
TeXHHYeCKOT0 COCTOSIHHS TOPTrOBOI0 LIeHTPa, B KOTOPOM
HaxoOuICcsa MarasuH. KpoMe Toro, mpeacTosio [IPOBeCTH
peEMOJIeNUHT U pefiu3aliH [IOMeIleHUS.

HIO6OHBITHO, YTO HOBBIF Maras3uH HaXOOHTCA BCEro

B 200 M€TpPax OT IIPpe>XHEro MmecTra, OAHAKO KnueHTsl,
" CaMH IIPOAaBIIBI CPa3y OTMETHUJ/IN Ka4YeCTBEHHbIE
H3MeHeHH.

Ivan Chyvkin:
expanding
the chain

of stores

The chain of “Antoshka” stores
is increasing. Last year the
management of RedHead
Family Corporation paused the
opening of new stores, however
in the first half of 2019 the
situation changed: one store
in Odessa moved to another
location, and two new ones

in Kiev and Lvov opened their
doors for customers.

The store “SUVOROVSKIY”
has moved

The “"Suvorovskiy” store is one of the first
“Antoshka” stores in Odessa. It opened

up its doors in 1998, after "Vuzovskiy”, the
first store of the chain. For 20 years many
things have changed, probably that is why
in search of better option “Suvorovskiy” was
moving several times. The new shopping
center “Volna” has became the fifth home
for the store. lvan Chyvkin, Operations and
Development Director states that the need
for the new move was predefined by the
technical condition of the shopping center,
where the store was located. Besides, the
remodelling and redesign of the spaces
had to be executed.
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— Bo spemena moeii pabomst 8 McDonald’s moskHo 6bla0
CpasHUMb, HACKOAbKO KOMGOpMHee HAX00UMbCA 8 pecropaHe
nocae pemonma — ¢ 6oaee cospemeHHbIM Ju3aiiHOM,
ydobcmaom. Jltodu 6oAbuie Momusuposarbl, 8edb KAk

U3BECMHO — NPOCMpPAHCMB0 onpedeAsienm CO3HAHUE, — TOBOPUT
HBAH YHBKHH. — Budum, 4mo makske noA0KUMeAbHo
ompeazuposaau u Kauenmot «Anmowku». Hosblil Maza3un

8 TLL «BoaHa» bbicmpo 8bluied HA YposeHb npodask npeskHeil
AOKAUUL U Y3Ke N0KA3blBAerN 3HAYUMEAbHbII poci.

ITo m/I0IaAX Maras3yH Ioc/e Iepeesfa XOTh U CTasl

9YyTh MeHbIIIe (560 KB. M), HO 611aroapst ONTHMH3aI[ MU
ITPOCTPAHCTBO OKa3asock 6ojiee YIOTHBIM, B HEM HAIIJIOCh
MeCTO H [J11 HOBOM J,eTCKOM IIapHKMaXepCKOH.

RedHead Ne15 / 2019

NbBoBCcKUM «CMNAPTAK»

«Anmouwika» 8 TLI «Cnapmak», /Ibsos

15 MapTa Bo JIbBOBe OTKPBIJICSI HOBBIE TOPrOBBIK
LeHTp «Craprak». CpeiH IepBbIX apeHAATOPOB CBOU
nBepu pacraxHynu Comfy, «AkBapenb», «CHUIIBIIO»,
«Criopt Jlarid», «My/IbTHIIIEKC» U, KOHEUHO

Ke, «AHTOIIKa». KOMIIJIEKC UMeeT CIIOPTUBHYIO
HaIIpaBJIeHHOCTbh — TaM IIOCTOSTHHO IIPOBOASITCS
pas3HUHBbIe CIIOPTHBHBIE MEPOIIPUSITUS, a BO BTOPOH
oyepeny OTKPOIOT JIENOBYIO apeHy.

HoBBIN «AHTOILIKA» (750 KB. M) PACIIONIOKHJICS HA
BTOPOM 3Ta’ke TOProBOro LleHTpa. B marasuHe
IIpeZICTaB/IeHbI BCe KaTeTOpHH ToBapoB: fashion,
IeTCKoe IMTAaHUe, TUTHeHa, UTPYyIIKa, Mebers,

a TakoKe feTCKas MapuKMaxepcKas. Mara3uH I0BOJIBHO
HeCTAaH/IaPTHHIN — BBIIIOJIHEH B GopMe 6yKBBI

«T», a TaKKe UMeeT BBICOTY IIOTOIKOB 5-6 METPOB.

B «AHTOIIKe» BIIePBble IIOCTABU/IH OTETbHBIN

cKIaz AJist 06yBU BOIM3KM TOProBOro 3aja, 4Toosl
COTpyAHUKaM 6bL10 yoo6He! 06C/Iy>KIBaTh IIOKYIIATEIS.
Takske B TOPrOBOM IIPOCTPAHCTBE OT/E/IbHbIE KATETOPUH
TOBApOB BbI/I€JIEHBI C [IOMOIIbIO OCBEIIeHHUS .

Interesting to say that the new store is
only 200 meters away from the previous
location, however the Clients and the
shop assistants have noticed at once the
qualitative changes.

“When | was a McDonald's employee it
was possible to compare how comfortable
you feel at the restaurant after the
refurbishment — with more modern

design and comfort. The people are

more motivated, as the truth is, — space
determines consciousness”, says IVAN
CHYVKIN. “We see that "Antoshka” Clients
have reacted in the same way. New “Volna”
store has quickly reached the sales level

of the previous location and is already
demonstrating the considerable increase.”

The store after the move has become

a bit smaller (560 sq. m), but due to
optimization, the spaces appeared to be
more cosy, and the place for the new
children’s hairdresser’'s was found as well.

Lvov’'s “SPARTAK"

On March, 15th a new trade center
“Spartak” opened up in Lvov. Among

the first tenants there were: "Comfy”,
“Akvarel”, “Silpo”, “Sport Life", “Multiplex”
and "Antoshka” of course. The complex
has sports focus — various sports events
are constantly taking place there and
the ice arena will be opened there in the

second round of openings.
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«PO>KIACsI» HOBBIM «AHTOIIKa» B HEIIPOCTBIX
yCII0BUSIX. TOProBBIM LIeHTP He yCIIeBaJIH 3alyCTUTh
K CPOKY, II03TOMY TOBap IIPUXOAUIOCh HOCUTH 6e3
TUPTOB U MOABEMHHUKOB. A 3a IeHb 10 OTKPBITHS

Ha I1apy 4acoB IIpoIaJia 3J1eKTpo3Heprus. Kasanoce
6b1, 4TO paboTa mo/KHA 6BLIA OCTAHOBUTHCS, OAHAKO
COTPYAHHKH COPUEHTHUPOBA/IKICh — BK/IIOUHJIH
doHapukH Ha TejePoHAX, M PaCK/IaJKa IPOAYKIIMHU
IIPOJOJIKUIACE.

RedHead Ne15 / 2019

— Ta ammocpepa u ycepdue compydHuKos, Kormopele 1 ysudea,
dopozozo cmoum, — cuutaer MBaH UMBKHUH.

OTUM /IeTOM elle ABa MarasmHa
«AHTOLUKa» 06penin HOBble N0KaLUMU.
LLeHTpanbHbIN MarasmH cetu

BO J/IbBOBe rnepeexan B TOProBbi LEHTP

«PokconaHa» u Tenepb

3aHMMaeT 1100 KB. M, @ MarasuH

B Y)Xropoze niowazbio 900 KB.M
ob6pen nokauuio B LEeHTpe ropopa
Ha newexoaHou yauue

KueB: «T'YTJIUBEP» n HoBbin «<cAHTOLLUKA»

TpeTbUM MarasuHOM, KOTOPBIK OTKPBIIH

B TeUEHHe I10/TYTO/A, CTAJT «AHTOILIKa» B CTOTHYHOM
TL «T'ynuBep». ITOT TOPTOBIM LIEHTP, HAXOASIIHEIICS
BO3JIe CTafiioHA «OMUMIIMICKUE» U [IBOpIia CIIOPTa,
SIBJISIETCSI OHUM M3 CAaMBIX [TOCelllaeMBbIX B YKpaHHe.
YeTBepThIH 3TaK KOMILIEKCA BMelllaeT MarasuHbl U
pas3IHYHBIe 3aBefeHHs U1 IeTer.

«Anmouika» 8 TII «I'yaausep», Kues
L -

A T

The new "Antoshka” (750 sq. m) is located
on the second floor of the shopping
center. The store has all categories of
goods presented: fashion, baby food,
hygiene, toys, furniture and also children’s
hairdresser. The shop is rather non-
standard as it has a T-shape and the
ceilings are 5-6 meters high. For the first
time a separate shoe storage is situated
near the trading area for employees to
serve the customers more conveniently.
Also, some categories of goods are
highlighted with the help of lighting.

The new “Antoshka” was coming to life in
difficult conditions. The shopping center
was not ready to be opened on time,
therefore the goods had to be carried
without elevators and hoists. And one day
before the opening electricity was cut off.
The work should have stopped however
the employees found the way out —
switched on the torches on the mobile
phones and continued to display goods.

In summer two more
“Antoshka” stores obtained
new location. The central
store of the chain in Lvov
moved to “Roksolana”
shopping center and now

occupies the area of 1100 sq. m
and the shop in Uzhgorod

of 900 sq. m obtained its
location in the center of the
city in a pedestrian street
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— B mopzosom yeHmpe Haxodamca d080AbHO
CUAbHble 0nepamopsbl, HO Mbl 20Mo8bL K
KOHKYpeHuuu, — roBopuT MBaH YUBKUH. —
JlAf Hac 3mo c8oeobpa3Hblil 661308, NOCKOAbKY
npedcmonno sHUMameAbHo npodymame
accopmumenm 04 3mo20 Mazasuna

U 8bldeAumb cuAbHble CMopoHsl. JIA Hauell
KoMaHObL — 31M0 d0N0AHUMEAbHbIIL 0NbiM

U ysepeHHOCMb 8 ycnewHocmu npoekma.

Ha KOMITIaKTHOH IUIOLIAH (520 KB. M)
IIpeJCTaB/IeHbI OfiekAa U 00yBb,
IeTCKoe ITUTaHHe, TUTHeHa U UTPYIIKA.
OT MebeNu U yCTyT PelIkIH 0TKa3aThCs
13-3a OTPAaHHUYEHHOI0 IPOCTPAHCTBA.

TeHpaeHUUU

JMpexTop I10 OIepaliusiM U Pa3sBUTHIO
KOHCTaTHPYeT, YTO Mara3suH

B TII «'y/yiBep» — He [ociefHee
OTKPBITHE B 3TOM rofly. Ceruac B CTafilU
aKTUBHOTO 0OCY>KIIEHUS YCIOBUE
HaXOMATCS IIPeAJIOKeHU s U OT IPYTUX
IMapTHEpoB. Kpome Toro, ysKke ecTh
TOTOBOPEHHOCTH I10 TPeM HOBBIM 06BeKTaM
B KM€BCKOM PeruoHe Ha KOHeLl 2019 rofa.

— B koHue mapma mbl ¢ Komandoil
pezuoHaAbHbIX JUpeKmopos nocemuau
sbicmasky «Pumeiin kcno 2019». Bmecme
Mbl 0UeHUAU 06BeKMbL, KOMopble ysKke
CMPOAMCA UAUL elye NPOeRMUPYIOMCS.

Hac 6biau padbt udems — npuzaauiau K
napmuxepcmey, — pacckasbiBaet UBaH. —
Padyem, 4mo npedaoskeHuil no OmMKpbLmuUL
HOBbIX MA2a3uH08 docrmamouHo. Ecmb
Xopouiue 8apuarmel 8 XmeabHuukom, PosHo,
Kpusom Poze, ITasnozpade. O0HaKo Mbl

8 nepayto ouepedb paccmampusaem Kues.
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Kiev: “GULLIVER"
and new “ANTOSHKA"

“Antoshka” in Gulliver shopping center

in the capital has become the third store
which was opened within the first 6
months of the year. This shopping center
situated near the Olympiyskiy Stadium and
the Palace of Sports is one of the highest
traffic in Ukraine. The fourth floor of the
complex has shops and various places for
children.

“Strong players are present in the shopping
center but we are ready for competition”,

Ivan Chyvkin says. “This is a certain challenge
for us, as we had to think over the assortment
for this store carefully and mark out the
strengths. For our team this is an additional
experience and confidence in success of the
project.”

Clothes and footwear, baby food, hygiene
and toys are presented on the compact
area of 520 sq. m. We have decided to
decline furniture and services because

of the limited space.

Tendences

The Operations and Development
Director states that the store in the
“Gulliver” shopping center is not the last
opening this year. The suggestions

from other partners are also under
considerations. Besides there are already
agreements on three new objects in Kiev
for the end of 2019.

“At the end of March the team of regional
managers and | visited the “Retail Expo 2019”
exhibition. Together we have evaluated

the sites which are under construction or

are still designed. We were welcomed and
invited to partnership”, lvan says. “We are
glad that there are enough proposals to

open new stores. There are good options in
Khmelnitskiy, Rovno, Krivoy Rog, Pavlograd.
However Kiev is our priority.”
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COBPEMEHHASA ANCTPUBbIOLUUSA CNEAYET HOBbIM PbIHOYHbIM
NPABUJIAM: PUTEANEPDBI CO3AAIOT CBOU JIOTUCTUYECKUE LLEHTPbI,
CUCTEMA ABTO3AKA30B 3AMELAET TOPIFOBbIX MPEACTABUTEJIEN,
ANCTPUBbIOTOPOB BbITECHAIOT U3 LLEMOYKU PEAJIUZALNUN TOBAPA,
A npoAavYKLUUA HA NOJNKE BCE YALLE BAMEHAETCA COBCTBEHHbBIMU
TOPrOBbIMU MAPKAMMW TOPIrOBbIX CETEN. KJIACCUYECKUE
ANCTPUBbIOTOPbI YMUPAIOT.

AN TOTro YTObbl OCTATbCA B UTPE U BbIUTPATb, YHACTHUKAM PbIHKA
HEOBXOAUMA TPAHCO®OPMALNA CUCTEMDbI MPOAAX. AUCTPUBbIOTOPY
HEOBXOANUMO CO34ABATb COBCTBEHHbBIE TOPIFrOBbIE MAPKMN!

— PaHbuie Mbl 8bICMYNAAU 8 pOAU UCKAKULIMEAbHO Npodasya.
OdHaro HedasHo neped HAMU BO3HUKAL HOBbLE UeALL:

co3daHue 98H020 HemamepuabHo20 akmusa Komnanuu,
camocmosmenbHoe ynpasAexue MAPKUHAABHOCMbIO NPodyKma
uadanmauyus busHeca K coBpemMeHHbLM MmeHOeHUUAM, —
rosoput CEPTEM BACHJIBEB, nupeKTop JernapTaMeHTa
3aKyIIOK U IIPOJBH KeHHUS IIPOAYKIUH «CMapTH
®emutn». — Mbl HauaAu passusams cobcmaeHHblil 6peHd,
npudem He dA9 mMpaouLUOHHOL po3HULbL, a HULe8bLLl bpeHd
044 creyuaAu3upoBaHHo20 ceamenma, Komopulii umeem
nepcnekmusy pocma. Mol umeem K0A0CCANbHBLE 0AS pbiHKA
YKpauHol onblm 1o KOMNAEKCHOMY pa3sumuto bpeHoos ¢ HyAs:
Bebi, «H3HHu», Biibchen, NUK, Baby-Nova, Hame, Tolo u dp.
Y Hac 049 3mo20 ecmb Heobxodumble pecypcbl: MAPRemuHe,
Kamez0puiiHblii MeHedskmeHm, omadea npodask, PUHAHCO8 U
A02UCMUKLU.

HasBaHue 6peH/ia BBIOPAIK U3 IIPeIOKEeHHU I
COTPYAHHUKOB «CMmapTu PeMuin». [IpoBenu KOHKYPC,
KasKJIBIH [TPeJJIOSKIII IT0 HECKOIBKO BAPUAHTOB, BbIOpanu
TOII-3 Ha3BaHMs — B UTOre I106en «CMapTHUK».

Janee BO3HUK BOIIPOC — C KAKOI'0 TOBapa HauaThb!

B 3TOM ITOMOIIM HCCIeIOBAHUS PhIHKA. [loTpebuTens
CerofiHsi HaCTpoeH 6ojee ONITUMUCTHUYHO 10 CPAaBHEHHUIO
C IpeABIAYIIMMH FOAAMU, U KaK CIeICTBHUE, PaCTeT
crrpoc, peiHOK FMCG BOCCTaHABIHBAETCS B 06beMe,
YKPaMHCKHI IT0TpebHTe/b CTPEMHUTCS K HOBOMY,
IIeHOBOM CerMeHT «medium+» JeMOHCTPHPYeT POCT.

— PbIHOK CHEK08 pacmen Ha 6% 8 200 8 HAMYpaAbHOM
B8bIPASKEHUL U 15-24% 8 0eHesKHOM BblpaAsKeHUL, a mpeHd
3dopo8020 nuMarusA no8blulderm cApoc HA CHeKuU HAMYpPaAbHO20
npoucxoxkdexus u be3 dobasok, — rmpoporkaet Ceprei
BacuibeB. — BamoHuuku Ha HamypaabHoll ocHose — Hauboaee
duHamuuHas kamezopus cHekos. Cozaacto danHbim Inova
Market Insights, 3a nocaedHue 5 aem ux doas yseauuuaac boaee,
uem 8 2 pasa — ¢ 8% 00 18%. Mbl pewuAu 80cnoAb308aMbCA
Imum mpendom u cmapmosanu ¢ 6amoH4LKO8.

Own

distribution
brand

MODERN DISTRIBUTION FOLLOWS
NEW MARKET RULES: RETAILERS
CREATE THEIR OWN LOGISTICS
CENTERS, AN AUTOMATIC DELIVERY
REWARDS SYSTEM REPLACES SALES
REPRESENTATIVES, DISTRIBUTORS
ARE FORCED OUT OF THE PRODUCT
SALES CHAIN, AND PRODUCTS ON
THE SHELF ARE INCREASINGLY
REPLACED BY STORE BRANDS

OF RETAIL NETWORKS. CLASSIC
DISTRIBUTORS ARE DYING. IN
ORDER TO STAY IN THE GAME AND
WIN, MARKET PARTICIPANTS NEED
A TRANSFORMATION OF THE SALES
SYSTEM. DISTRIBUTORS NEED TO
CREATE THEIR OWN BRANDS!

“We used to serve as a seller. However, recently
the new goals have appeared — the creation

of an explicit intangible asset of the Company,
independent management of product margins
and adaptation of the business to modern
trends,” says SERGEY VASILIEV, Purchasing and
Promotion Director of “Smarty Family”. —"We
began to develop our own brand, and not for
traditional retail, but a niche brand for a specialized
segment that has a growth potential. We have
tremendous experience for the Ukrainian market
in the integrated development of brands from
scratch: Bebi, Nanny, Biibchen, NUK, Baby-Nova,
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COBCTBEHHDbLIN BPEHA ANCTPUBYUL UMW

B utore 65110 3aITyIIeHO ITDOK3BOACTBO
HAaTypaJbHBIX TOBBIX

6aTOHYMKOB «CMAPTHUK» IS JeTer
OT 3-X J1eT, IIPOAYKT COCTOUT TOJIBKO
13 HaTypaJIbHBIX UHTPeHE€HTOB,

6e3 nobaBneHUs caxapa, KOHCEPBAHTOB
U riaoTeHa. OCHOBHBIE I/IHFPE/II/IEHTI)I
OATOHYHMKOB — CyIIEHbIe SITOJBI K
GPYKTBI, KOHLIEHTPATHI COKOB.

B KoHIIe HMIOHS OblIa TPOU3BeeHa
IepBasi MapTHs — I10 10 SIIIHUKOB
Ka3KZIOTO BKYCa (2400 BATOHUYMKOB

B KOKIOM SIITHKe): 516710K0, YepHast
CMOpOIMHA, a6PUKOC, MHUKC-TPOITHK
U QPYKTOBBIN MUKC.

Jlupekmop denapmamerma 3aKkynok
u npodsuskenus npodykuyuu «Cmapmu
Demuau» Cepzeil Bacuaves

1.:-.*.-!1 DpyKkToBHA GaTOHUMK
=MD i
i :l' -\M =i Ges NoAABSHHE WYNDY Bip 3-= ponie BE3 rMGTEHY

s -
N @ LT GECTRVE GETTT YOPHA CMOPOMHA

CMAPTIK

.-U‘— {f}lim. AOAaBAHHN UyRpy ﬂrﬂ-m 3-x ponis EE! rAmTEHY

94 RedHead Ne15 / 2019

ACCOQTI/IMEHT IIDOAYKTOB IIO/ TOQI‘OBOI;I

MapKOI;I «CM&HTI/IK» IIDOAOJIKAT
ACITHUPATE B CJIeAVIONIEM IO,

II1aHHPYETCd BBIII HaT BbHBIX
TOBBIX YMIICOB U KOHPeET, YKke

BelyTCs paboThl HAJl CO3aHHEM
YIIAaKOBKH, PeLielITypPhl U BbI6opa
MOAPAOYHKA.

Hame, Tolo, etc. We have the necessary resources for
this: marketing, category management, sales, finance and
logistics”.

The brand name was chosen from the suggestions of the
employees of "Smarty Family”. We held a contest, each
suggested several options, then we chose the TOP-3
names — in the end, “Smartik” won. Then the question
arose — what product to start with? Market research
helped with this. In comparison with the previous years a
consumer today is more optimistic and as a result demand
is growing, the FMCG market is recovering in volume,

the Ukrainian consumer is striving for a new one, the
“medium +" price segment is showing growth.

“The snack market is growing at 6% per year in physical
terms and 15-24% in monetary terms, and the trend of
healthy eating increases the demand for natural snacks
without additives, continues Sergey Vasiliev. — Natural
bars is the most dynamic category of snacks. According to
Inova Market Insights, over the past 5 years, their share has
more than doubled — from 8% to 18%. We decided to take
advantage of this trend and started with bars."

As a result, the pr. ion of "Smartik” natural fruit bar
was launched for children from 3 years old. The product
consists only of the natural ingredients, does not contain
sugar, preservatives or gluten. The main ingredients of the
bars are dried berries and fruits, juice concentrates. At the
end of June, the first batch was produced — 10 boxes of
each taste (2400 bars in each box): apple, blackcurrant,
apricot, tropic mix and fruit mix.

The range of products under the trademark “"Smartik” will

continue expanding next year. The production of natural
fruit chips and sweets is planned. Work is already being
carried out on the creation of packaging, recipes and
choosing a contractor.
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CtpaTernyeckas ceccus
Smarty Family: Ha nyTu

K 0buen
Lenu

KOMAHAA SMARTY FAMILY NOBbIBAJIA
HA OTKPbITOW CTPATETMYECKOM
CECCUUN, KOTOPYIO NPOBEJ KOV\Y,
BU3HEC-TPEHEP, ABTOP NMPOEKTA
«CYACTbE B AEATEJIbHOCTU»
OUAUNM FY3EHIOK

B Mapre KoMaHza Smarty Family mo6siBana B Kuese

Ha OTKPBITOM CTpPaTerM4YecKOH CecCHU, KOTOPYIO

IIpoBe Koy4, 613Hec-TpeHep, aBTOP IIPoeKTa

«C4yacTbe B fiesTenbHoCTH» Oununi ['y3eHiok. Cpenu
KOPIIOPaTUBHBIX KJIMeHTOB Koyua — General Electric,
Unilever, Johnson&Johnson, Beeline, Cardif BNP
Paribas Group 1 MHorue fpyrue. UIHIII yBepeH:
4eJI0BeK HauMHaeT [,eHCTBOBATh CBePXIIPOAYKTHBHO,
KOTJIa 3apsKaeTCsi SHEPruer oT cBoek paboTsl. OH
YTBEPKAAET, UTO CHACThE U YCIIeX HaXOHATCSA PSALOM.
I[TpocTo HeO6XOMUMO HayIHUThCSI TPAHCPOPMHUPOBATH
BBI30BbI II0BCETHEBHOCTH B BO3MOXKHOCTH M I101y4aTh
IIPH 5TOM 3apsifi SHepTUH . QUJIHIIII IIOCTPOUJI CBOK
METOJ, Ha TEOPHH, UTO CYACThe HAXOAUTCS KMEHHO B
LieJleyCTpeM/IeHHOM U cba/laHCHPOBAaHHOM ITpaKTHKe. Ero
IIporpaMMa I103TaIIHO PacKpbIBaeT IIPOoLiecC paboThl Haf,
3QPEeKTHUBHOCTHIO IIPEAIIPULTHS, [IOHATHO U JOXOIUYHBO
Pa3bACHAET, KaK K 4YTO Je/1aTh Ha KOHKPETHOM 3TaIlle.

YEJIOBEK HAYUHAET OLENCTBOBATbD
CBEPXNMPOAYKTUBHO, KOIroA 3APSAXAETCS
SHEPIMEW OT CBOEW PABOTDbI

VHUIIMAaTOPOM Y4aCTHsI KOMaH[bl B MEPOIIPUSTHH
6r11a frpeKTOp 6M3Hec-IoHKUTA Smarty Family
CBeraHa EBcTpaTtoBa. O6y4daThCss HOBBIM CTPATETHsIM
OTIIPAaBU/IMCh [TOPSIIKA NECSITH PYKOBOLHUTENEH
IoApasaeneHu . Ilepes HUMU CTOsUIA 3a/1ada —
IIOBBICUTh UHTETPATUBHYIO K KOMaHIHYIO paboty

IUIsL OCTYDKEHU S 00IIel Iiefu.

TpeHUHT IIPOXoAU/ B GopMaTe IPYIIIOBOrO KOyUHHIA —
KaKIBIH YUaCTHUK IIPOPabaTeIBajI CBOM MPOEKT IO,
PYKOBOZCTBOM CIIHKepa U B IUCKYCCHUU C IPYTHMU
TOCTSIMU UBEHTA.

— Mbl € KoAde2amu petuALL, 4mo 0AS HAC 2AABHOLL LieAbHo
a8nsemcs svinonxetue naaua no Cash flow (naax dsuskenus
deHeskHbix cpedcme npednpusmus, yuumoleatousuli ece

&
Smarty Family
strategic session:
on the way to the
common goal

In March, the Smarty Family team
participated in an open strategic session

in Kiev, which was held by Philip Guzeniuk,
the coach, business trainer, author of the
project “Happiness in Activity”. His corporate
clients include General Electrics, Unilever,
Johnsong&Johnson, Beeline, Cardif BNP
Paribas Group and many others. Philip is
sure: a person begins to act overproductive
when he or she gets the energy from his

or her work. He claims that happiness and
success are near. You just need to learn how
to transform the challenges of everyday life
into opportunities, and at the same time
receive a charge of energy. Philip has built
his method on the theory that happiness

is precisely in purposeful and balanced
practice. His program gradually reveals the
process of working on the efficiency of an
enterprise, clearly and intelligibly explaining
how and what to do at a specific stage.

The initiator of the team'’s participation

in the event was Svetlana Evstratova,

the Director of Smarty Family. About ten
managers of divisions went to learn new
strategies. They had a goal: to increase the
integrative work and teamwork to achieve
a common goal. The training was held in a
group coaching format — each participant
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CTPATETMYECKASA CECCUSA: HA NMYTUM K OBLLEN LEW

-

TPEHUHT NPOXOAWN/T B POPMATE
reynnoBoro KOY4YmMHrA —
KAXAbIN YYACTHUK
NMPOPABATbIBAJI CBOM MNPOEKT
noa pPYKOBoACTBOM CMUKEPA
nBANCKYCCUN C APYTUMMU
roctisMu1m UBEHTA

O

mOre ... . mOre moOre ... . mOre mOre -, [=
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nocmynaexus deHeskHbIx cpedcme u naamesu).
Had 3moil memoil Mol U pabomaau, —
PaccKa3sbIBaeT AUPEKTOP 10 IIPOAAKAM
LIeHTPAIBHOTO U I0’KHOI'0 PErHOHA
Smarty Family FOpu# [IAPXOMYYK. —
TToAe3HbLM UHCMPYMEHMOM 0KA3AAACh
npopabomka 60npocos ¢ pasHbiX MoUeK 3peHus.
MHozue y4acmHUKU packpblAUCh, CRAOMUAUCH
8 KOMaHAy u 3aHAAUCk deaom. Kaskabiil
npopabamoleaa mo, 4em MoKemm noMo4b

8 peaausayuu ueau. JIAs ee 80nAoWeHUS KAK pa3
HY>KHO nAe4o KoaAez, 0buiee 83aumodelicmaue,
UHmezpayus pasHulx omdenos u noddepska.

CTpaTernveckas CecCHs COCTOSI/Ia U3 TAKHUX
OCHOBHBIX 9TaIlOB, KaK «HaMepeHHue» —
IIOMCK OCHOBBI JIJISI MOCTHKEHU S

LleJIH, OlIpefie/ieHHe CUIbHBIX CTOPOH,
«yIlpaBjleHHe COIIPOTHB/IeHHeM» — KOI1a
CTPaxy M COMHEHMUS IIpeBPaIIaloTCs

B SHeprHIO Ji/Isl CTapTa IIPoeKTa.

Ilanee ciiemoBaia «CIIMBKA LIeI€H» —
obbeJUHEHUe CTPATErNH KOMITAaHUH U
SKeJIaHMS COTPYOHHUKOB. M B 3aKI04eHHe
OIIpefiesIsiICs «IVIaH AeKMCTBHU.

— Cmpykmypa u gpopmam meponpusmus
cnocobcmeosaau 3¢dekmusHoii pabome

Haweil komaHobl. Mbl dasaau obpamuyto

c8A3b no 0bcy>rdaemubim sonpocam, a makse
npopabamolsau kKomandHyt pabomy, —
obbsicHsteT I0puii [TapxomMuyK. — B umoze
Mbl demanbHo npopabomanu ambuLLo3Hy0
ueAb — 8blnoanume brdskem no Cash flow,
MUHUMAAbHO UHBECMUPOBAB 8 NPUPOCIT
pabouezo Kanumaaa, u 8 mo ke spemsa —
0693ameAbHO 8bL10AHUMb Btod>Kkem no npubslau.
IIpodymanu sapuarmel u yske pabomaem Had ux
peaausauueti.

®

worked through his project under the guidance of
the speaker and in discussion with other guests
of the event.

“My colleagues and | decided that the main goal
for us is to fulfill the Cash flow plan (the cash flow
plan of the company, which takes into account all
cash inflows and payments). We have been working
on this topic,” says YURII PARKHOMCHUK, Sales
Director of the Central and Southern Region

of Smarty Family. “A useful tool was the study

of issues from different points of view. Many
participants opened up, rallied in a team and got
down to business. Each participant has worked
through how he or she can help in the realization
of the goal. To implement it, one just need the help
of the colleagues, common interaction, integration
of different departments and support.”

The strategic session consisted of such major
stages as "“intention” — finding the basis for
achieving the goal, identifying strengths,
managing resistance — when fears and doubts
are turned into energy to start a project. Then
followed the “stitching of goals” — combination
of the company’s strategy and the desires of the
employees. And in conclusion, an action plan was
determined.

“The structure and format of the event contributed
to the effective work of our team. We gave
feedback on the issues discussed, and also worked
through teamwork”, explains Yurii Parkhomchuk.
“As a result, we have worked out in detail an
ambitious goal — to fulfill the cash flow budget,
minimally investing in increase of working capital,
and at the same time, being sure to fulfill the profit
budget. We have thought over the options and are
already working on their implementation.”
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BABVNOVA

Part of your family

KAK U CTAPbIX APY3EN, AABHUX
MAPTHEPOB LLEHAT OCOBEHHO.

K TOMY XE EC/IN COTPYAHUYECTBO
AJNTCA YXXE 25 NIET

TaxuMm naptHepoM 11t RedHead c mepBoro ropa
CyIIeCTBOBAaHM S KOPIIOPALIMH SB/IAETCS HeMellKas
KoMmaHus Novatex ¢ TOproBor MapKor Baby-

Nova. IIpogykiius Baby-Nova — 3To akceccyapsl

IJ151 KOpMJIeHUS (OYTBIIIOUKH,, COCKH, TIOMJIBHUKH,
TapeJIouKH ) U 711 YX0Za 32 pebeHKOM (IeTcKue
MaHHKIODHbIe HOKHUYKH, PACYECOUKH, TEPMOMETPEL
IJ151 BAHHBI).

HoBeprie Ha ppIHKE YKPAWHBI IIPOM3BOIUTE/Ib 3aCITY KT
cpasy — mpoaykuus Baby-Nova u3roraBiuBaeTcs

B 'epMaHHM 13 BRICOKOKAUYECTBEHHBIX MaTePHAJIOB.
ToBapbl IPOXOAAT CTPOTMH KOHTPOJIb Ha COOTBETCTBHE
OCHOBHBIM MEKIYHAPOIHBIM CTAHAAPTAM KayuecTBa.
Baby-Nova 3KkcriopTHpyeTcsi BO MHOTHe CTpaHbI EBPOIIHI,
Asuu, CeBepHON AMepHKH, Ha BI>KHUI BocTOK

1 B Kutan. Ha ceroqHsIIHKMY IeHb 3Ta TOProBasi MapKa
3aBoeBaJla MUPOBOe [TPU3HaHHUe O1arofapst He3MeHHO
BBICOKOMY YPOBHIO KayeCTBa M HaJ|@KHOCTH.

YTo6BI YBETMUUTB [TPOIASKH HEMELIKOK TOPTroBO MapKHU
Y IIPUCYTCTBHE HA PIHKe YKPAUHBL, /ISl COTPYLHUKOB
HaIlpaBJIeHUsI JUCTPUObIOLINY ObLIa OPraHH30BaHA
CIlel[MajibHas MOTHUBAL[MOHHAS IPOrpaMMa.

Trip

to the caring
manufacturer
Baby-Nova

LIKE OLD FRIENDS, OLD
PARTNERS ARE ESPECIALLY
APPRECIATED. IN ADDITION,
IF THE COOPERATION BEGAN
FROM THE FIRST YEAR AND
LASTS FOR THE PAST 25 YEARS

This is a distribution partner — the
German company Novatex with the
Baby-Nova trademark. Baby-Nova
products are accessories for feeding
(bottles, nipples, drinking bowls, plates,
etc.) and for child care (baby nail
scissors, combs, bath thermometers,
etc.).

The manufacturer earned the trust in
the Ukrainian market immediately —
the Baby-Nova products are made in
Germany from high-quality, specially
designed materials. Goods are subject
to strict control for compliance with key
international quality standards. Baby
Nova is exported to many countries in
Europe, Asia, North America, the Middle
East and China. Today, this brand has
gained worldwide recognition due to
the consistently high level of quality and
reliability.
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To increase sales of the German brand
and its presence in the Ukrainian
market, a special motivational program
was organized.

“The goal for distribution was common,
all regions worked on the implementation
of the result. Therefore, if one branch did
not cope with the plan, then the help was
substituted form the other,” — ALENA
MALAIA, the Head of Hygiene Category
explains.

According to the results of the
motivation program, a trip to Germany
took place in May. 11 distribution

—Ileab 0a4 6ucmpu6bwuuu cmosana obuias, sce pezuoHbl managers went to production of the
pabomaau Ha 8binoAHeHue pe3yAbmama. ITosmomy ecAu 00uH supplier, with whom the very first
d)u/lua/l He cnpasAaACca c NAQHOM, MO nAe40 nodcmasasa contract in the category of hygiene
dpy20ii, — MOSICHSIET PYKOBOIMTEb IPYIIIIbI MEHEIKEPOB was signed back in 1994.
I10 pa3BUTHIO OPeHI0B KaTeropyuu «rUrueHa» AJTIEHA
MaAnas. The united team visited two old
German towns — Pattensen
B UTOTE MO PE3YJ/IbTATAM and Wernigerode, where the
MOTUBALMOHHOMW NPOrPAMMbBI B MAE manufacturer’s plants are located.
OTOrorogA CoOCTosiJlIACb NOE34KA For Wernigerode, with a population
B FEPMAHMUIO. of 35 thousand people, the children's
goods factory is a town-forming
11 PYKOBOOUTENEN OUCTPUBbIOLUM enterprise. The town also became
OTNPABUJINCb HA NPOU3BOACTBO famous in 1978 when the Soviet film
K TOCTABLWUKY, C KOTOPbIM BblJ “That Munchausen” appeared on the
3AKJIIOYEH CAMbIA MEPBbIN KOHTPAKT screen. Town Hall and the castle were
B KATEFTOPUU «TUTUEHA» — B JAJIEKOM involved in the filming of movies.
1994 roay.
“The trip was very intense and
JIpy>KHBII KOJJIEKTUB I106bIBAI B BYX CTAPUHHBIX interesting. We were shown how the
HeMeLIKUX ropofax IlaTreHseHe u BepHurepoge, rae products are made from the moment
HaXOMSTCS 3aBOABI IIpor3BoauTeIs. [ BepHUrepone the raw materials are received — up
C HaceseHHEeM B 35 000 HeloBek pabprka 1o to the packaging of finished goods
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BU3NT K 3BABOTIMBOMY NPON3IBOAUTENIO

W3TOTOB/IEHUIO IETCKUX TOBAPOB SABJISETCS
Ipazo06pasyonM MIpeIpUsTHEM.
Taxske ropop CTa1 M3BeCTHHIM B 1978 TOAY,
KOI'/Ia BBIIIE/ Ha 3KPaH COBETCKUH QHIIbM
«ToT caMblii MIOHXTray3eH». PaTylna U
3aMOK OBITH 3a1eHICTBOBAHEI B CheMKax
KHUHOJIEHTHI.

— IToe3dka bbiAa 04eHb HACILEHHO

u uHmepecroii. Ham nokasaau, kax
U320MmosAfemca npooyKUUs: ¢ MOMeHma
NnoAy4eHUS Cblpbs — 00 YNAKOBKL 201M0OBbLX
1M08ap08 HA 0M2py3Ky, — PACCKA3BIBAET
HpruHA JIax, 6peHn-meHemkep Baby-
Nova. — MHe 3anomuuaca npouecc
npoussodcmaa nycmoiuiex. Jobonbimo
bbia0 HabADamb, KAK OHU ORpALLUBAIOMCS,
KaK npodykuua Gopmupyemca u 20mosumcs
K omnpaske. Ham cdenaau nepcoHaabHole
NYCMbIUKL HA CeLUAAbHOM CMaHKe, 20e
MO3KHO KOppekmuposams napamempol

mosapa nod uHdusudyaabHole 3anpocsl
mam. Ha namame mbl y8e3Au nycmbluiky
¢ pomozpacueil Hawieli 2pynnbl — nodapok
NpUHUMAKUel CIMOPOHbI.

Bcrpeya B ['epMaHUH IIPOIILIA B OYeHb
Terion obcTaHOBKe. B aspormopry
Jleleralyio 13 YKpauHbl BCTpeyaiu
PYXOBOAUTE/b TPYIIIIBL PHIHKOB

Cackua byir 1 omMH K3 COBIa/e/IbLIEB
KoMIiaHuu Jlotap IITpykmarnep.
IIpebrpIBaHMe B TOCTSIX OBLIO OUEHB
KOMQOPTHBIM: YyBCTBOBaJ1aCh CeMeHHas
TeroTa u 3abota. B oprice KoMIaHUHU
B IIaTTeH3eHe BTOPOL COB/IafesIer]
ApmuH LITpykMariep pacckasas ob
HCTOPHUH CO3[aHMs OpeH/ia 1 Pa3Hble
3abaBHbIe HCTOPUHU, CBSI3aHHbBIE

¢ BBIOOpPOM Ha3BaHHUS KOMIIAHUU

U CHMBOJIa TOPrOBOX MapKHu Baby-

Nova — coBbl. KpoMe mocelieHus oprca
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Y 3aBOJIOB I10 ITIPOU3BO/ICTBY OBUIH
OpPraHU30BaHBI 0Y€Hb UHTEPECHBIE
3KCKYPCHH — Ha MeCTHYIO IIMBOBApPHIO,
B CEMEHHYI0 pe3HeHLIHIO0 CeMbHU
IITonsbepr, 3aMoOK BepHurepoze.

B mocnenuui Bedep Jlotap IITpykMariep
IIPUIJIACHII BCeX K cebe ;oMo
Ha CeMeMHYIO BeUepHUHKY, IZe
ITO3HAKOMMIJI CO CBOEM KeHOM U IeTbMH.

970 6BI/Ta OYeHb TeIIasi U BIOXHOBISIONIAS
mmoeszika. Bce y4acTHHUKH O4YeHb
[IPOHUKINCh AaTMOChepOi U CeMeNHBIM
nyxoM 6peHza Baby-Nova.

P.S. B 2019 200y 6pend Baby-Nova sxdym Goabuiue
nepemeHbl. 3nAGHUPOBAH 3ANYCK H0B020 OU3ALHA
8ce20 AccopmumeHma npodykuu.

Hoevle ugema, Hosble popmbi!

Topz08as Komanoa c Hemepnexuem xxdem
HOBUHKU U 201080 K HO8bIM c8epuieHusMm!

for shipment,” IRINA LYAKH, Baby-Nova brand
manager says. ‘I remember the process of producing
pacifiers. It was curious to observe how they

are painted, how the products are formed and
prepared for shipment. We made personal pacifiers
on a special machine, where you can adjust the
parameters of the goods for individual requests

of mothers. As a souvenir, the hosts presented a
pacifier with a photo of our group.”

The meeting in Germany was held in a very warm
atmosphere. At the airport, the delegation from
Ukraine was met by Lothar Struckmeier, one of
the Co-Owners of the company and Saskia Busch,
the Head of the Market Group. Visit was very
comfortable, because family warmth and care
were felt. At the company's office in Pattensen,
Armin Struckmeier, the second Co-Owner spoke
about the history of the brand’s creation and
various funny stories related to the choice of the
company'’s name and the symbol of Baby-Nova,
the owl. In addition to visiting the office and
manufacturing plants, very interesting excursions
were organized to the local brewery, to the family
residence of the Stolberg family, Wernigerode
Castle. During last night Lothar Struckmeier invited
everyone to his home for a family party, where we
met his wife and children.

It was a very warm and inspirational trip.

All participants were very imbued with

the atmosphere and family spirit of the brand
Baby-Nova.

P.S. Big changes are awaiting Baby-Nova in 2019.

The launch of a new design of the entire product range
is planned. New colors, new shapes! The trading team
is looking forward to new products and is ready for
new achievements!




16 MHTEpHET-MapKeTo10roe

RedHead Family
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BecHou 16 coTpyaHukoB KomnaHuu
Y/Iy4LWININ CBOU HaBbIKW B 061aCTU
MHTepHeT-MapKeTUHra v coumanbHbIX
ceten, nponas obyyeHune

B KOMNbloTepHoU wkoe Hillel.
MpepcTaBuTenu Smarty Family us
oTaena 3akyrnok v npoaBuXeHUs
KaTeropum «rurmeHan» n «nutaHue»
ABa C NOJIOBMHOM MecsLa 06y4yanuco
UHTEpHeT-NpoABUXEHUIO.

Mo npolwecTBUM 3TOro BpeMeHu
Konneru akTUBHO BHeApSIOT
nojslyyeHHble 3HaHUS B paboTe

c 6peHaOM

— Ce200HA couuanbHble cemu o4eHb 2AYH0K0 NPOHUKAL

8 Hawle 0buiecmeo, no3momy 00UH U3 BASKHEHWLX
UHCMpyMmeHmos npodsuskeHus bpendos — 3mo SMM, —
TOBOPHT JUPEKTOP JellapTaMeHTa 3aKyIIOK U
IIPOABIDKEHUS TPOAYKIMH Smarty Family CEPrEH
BACHIBEB. — CouyuanbHble cemu u nouckosble
cucmembl S8ASOMCA 3GPeKmuUBHbLM UHCMPYMEHITIOM
das npodsuskeHus mosapos. BaskHo pasobpambca,
KaKue bblearm UHCMpyMeHMbl, KAK MOKHO 0UeHUMb

ux 3ppexmusHocmb.

Cemyac oueHb AMHAMHUYHO PA3BHBA€TCSA HHTEPHET-
MAapKeTHUHT, 1 6I/I3HECY HeO6XO,E[I/IMO HCIIO/Ib30BaTh
3TOT KaHAaJI CBA3H C KIMEHTOM.

16

RedHead
Family
Corporation
Internet
Marketers

This spring, 16 of our employees
improved their skills in Internet
Marketing and Social Networks by
studying at the Hillel Computer School.
The representatives of Smarty Family,
the department of procurement

and promotion of Hygiene and Food
categories, have been studying the
online promotion for two and a half
months. After these opportunities, our
colleagues are actively implementing their
knowledge in their work with a brand.

“Social networks have penetrated our
society to the very core, so SMM is now one
of the most important promotional tools

for any brand,” Sergey Vasiliev, Purchasing
and Promotion Director of "Smarty
Family" says. “Social networks and search
engines are an effective tool for promoting
products. It is important to understand
what these tools are and how to evaluate
their effectiveness.”

Internet marketing is developing very

dynamically and our business needs to
use this medium of communication with  @g ®»
our clients. -
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— 51 dasHo XomeAa nonacmo Ha nodobHble Kypcbl, HO CAOKHO
cosmewjamo makoe 0by4enue ¢ pabouum pagukom, —
pacckasbiBaeT 6peHn-MeHemkep AIMHA CHHHIIBIHA. —
S nodana udeto ceoum koanezam u pykosodcmay. Moto udeto
NpUHAAU, U Mbl KOMAHAOII dpYSKHO cMO2AU npoiimu 00yueHLe.
Yepe3s IHmepHem M03KHO He M0AbKo npodasams, HO npusAekamy
gHUMAHLUE K c60emy bpeHdy, 3080e8b18aIMb cepola U A0ANbHOCMb
Hawiux Kauenmos. 5 noHAAa, 4mo UMEHHO 8 IMom HanpasAeHuU
HAM HY>KHO dsuzambcs. Ho, K coskaneHuto, 3Hanuil 0as
IppexmusHoii pabombl bvino HedocmamouHo. Tenepb 8 cmaaa
4yB8CcMme0samb cebs ysepeHHee, N0OMOMY YMo NOHUMAL,

nouemy 3a MHoil «bezaemm» ma uAU UHAA peRAAMA, KAK MU
UHCmpymeHmol pabomatom.

Yepes3 NHTepHET MOXHO He TOJIbKOo
npopasaTb, HO NpuUBAeKaTb BHUMaHMe
K cBoeMy 6peHpy, 3aBoeBbIBaTb cepAaua
M N0SAAZIbHOCTb HaLLUUX KJINEHTOB

AnuHa 1o6aBuIa, 4TO B IIKOJIE €M1 TOHPABUIICS
MHIUBUYATbHBIN IIOAXOM,. 3aHATHS ObITH
TI03HABATE€/IbHBIMH U ITPOXOAUWJIHM HAa OAHOM ObIXaHHH.
Jlaske 110CTIe OKOHYAHH S KYPCOB IIPeriofiaBaTeNn
IIPOZIOJIKAIOT O6INATHCS C YUeHHUKAMHU: CIIEIST

3a ux paboToM U JAIOT COBETHI.

— ST Hay4uAack nPoOBUKEHLID 8 COUCEMAX, NOAYHUAA 3HAHUSA
06 UHCMpyMeHmax, Komopble MOKHO UCM0Ab308AMb 0AS
npodsuskeHus bpexda uepes iHmeprem. IToayueHHble 3HAHUS
6ydy akmusHo npumensmo 8 ceoell pabome. ITocae 0byueHus
9 cmaaa eecmu cmparudku bperda Hame 8 Facebook u
Instagram, — pe3romupyet Anusa. — Ha docmuznymom
He nAGHUpYI ocmaxasAusamoca!

“I've wanted to get into these courses
for a long time, but it is difficult to
combine such training with the work
schedule,” ALINA SINITSYNA, Brand
Manager, says. ‘I shared my idea with
my colleagues and management. The
idea was supported, so we decided

to do the training together with the
team. The Internet is not only limited
to selling, but it also draws attention
to your brand while winning the hearts
and loyalty of our Customers. | realized
that this is the direction we had to
move. Unfortunately, knowing how

to work effectively was not enough.
Now I'm feeling more confident because
| understand why a certain ad seems to
be following me everywhere | look, and
how these tools work in general.”

Alina added that she really liked the
individual approach at this school.
Classes were informative and
never boring. Even after the end of
the course, teachers continued to
communicate with students - they
monitored their work and gave
additional advice.

“I learned how to use social networks to
promote the brand and gained invaluable
knowledge about the tools that are

used for online promotion. The acquired
knowledge will be implemented in my
work. After training, | began running
Hame brand page on Facebook and
Instagram, and | don't plan on stopping!”

Alina Sinitsyna resumed. .
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PbIHOK MOCTOAHHO
BUAOU3SMEHSAETCA, 3TO

OAET TOJZIHOK A1 PA3BUTUA
MEPYEHAAMN3UHTA.

PACTET YPOBEHD
B/IATOCOCTOSAHUA HACEJIEHUA,
NMNOTPEBUTEJIN CTPEMATCA

K MUHUMU3ALUWNU BPEAA

OoT NPOAYKUUN, YBEJINHUHUBAETCHA

TEMM XXU3HU NOKYNATEJIEN.

Jl7151 coBepIIeHCTBOBAHM S O13HeC-IIPOLIeCCOB B OTAeNIe
npogax «CMapTH PeMHIIK» HAYa/IH [IPUMEHATh
ABTOMaTH3aLMIO y4eTa IeUCTBUH MepUYeH/Ial3epoB,
KOTOpBIe PaboTaloT «B ITOJISX». [IJI 3TOro Ha CMapTPOHBI
COTPYAHHKOB yCTAHOBMIIH CIeliHanbHoe I10, KoTopoe
ITOMOIJIO aBTOMATH3HPOBATh OTYETHOCTb.

— Mol cmompum Ha meHdeHuUU U3MeHeHUs puiika. Cemu
YKPYNHAOMCA, «Coe0atom» MeAKue moUKu, cemesoll pumedia
passusaemcs 8ce duHamuuHee. I1pu 3mom Aodu meHbule
3adeiicmaosaHsl 8 npueme mosapos, 0opmaeHuUL 30KA308,
noumu ecs dokymeHmayus nepexooun 8 3AeKmpoHHbiil

d)opMam — Ha Kaxkdom 3mane npoucxoaum asmomamusauus.

B 3mom KoHmeKcme mMbl pewiuAu KOCHymbcs gonpoca pabombl
mepuerdalizepos, — rooput OPHH ITAPXOMUYK,

IO PEKTOP I10 IIpoJaskaM LleHTpanpHOTO U KOSKHOTO
peruoHoB. — I[Ipoepamma das mepuendali3uHza no3goasem
He MoAbKo ynpasaams pabomoil mepuendalizepos, HO U

. &
Report tn
a smart phone

THE MARKET IS CONSTANTLY
CHANGING. THIS GIVES AN
IMPULSE TO THE DEVELOPMENT
OF MERCHANDISING. THE

LEVEL OF WELL-BEING OF THE
POPULATION IS GROWING,
CONSUMERS ARE STRIVING

TO MINIMIZE HARM FROM
PRODUCTS, THE PACE OF LIFE OF
BUYERS IS INCREASING.

In order to improve business processes

in the sales department of “Smarty
Family”, they began to apply automation
of accounting for the actions of
merchandisers who work “in the fields”.
For this purpose, special software was
installed on employees' smart phones,
which helped automate reporting forms.

“We are looking at the market trends
changes. Chains are enlarging, “eating up”
small points, retail chains are developing
more and more dynamically. At the same
time, people are less involved in receiving
goods, placing orders, almost all of the
documentation goes into electronic format
— automation occurs at every stage. In view
of this we decided to touch upon a question
of the work of merchandisers,” YURII
PARKHOMCHUK, Sales Director for
the Central and Southern regions says.
— The program for merchandising allows a
distributor not only to manage the work of
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OTYET B CMAPT®OHE

3 pekmusHo ucnoab3osamb NoAyHeHHY0
uHgopmauuto «c noaeii». Hosoe
npozpammroe obecnedeHue — 3Mmo He mMoAbKo
$pomoomuem no Haau4uto mosapa Ha

NnoAKe, HO U NOCMAHOBKA 3a0a4 8 OHAALIH-
pesxume, paboma c mampuu,amu mosapos

8 cemax (kakoii mosap 8 kakoil cemu
npedcmasaet), cHAMuUe 0cmamkos, cbop
UHPOpMAYUU 10 KOHKYPEHMAM, Cpe3 UeH U
MHoz0e dpyzoe. Mbl 8uduM 8 3mom npoekme
00UH U3 UHCMpPYMEeHM08 JOCMUSKeHUS
cmpamezuueckux ueaell Komnanuu.

B deBpasie HAYANTHCh IIOUCKHU
MOAPSAYMKA, KOTOPBIF MOT 6Bl
Ka4eCTBEeHHO BBIIIOJTHUTH HAITy
3amavy. B Mae 6pU1a IIOATOTOB/IEHA
6a3a, KOTOPYIO B Ja/IbHEHIIeM

IOpuii Ilapxomuyk, dupekmop no npodaskam
LlenmpanbHo20 u KOkH020 peauoHos

3QJI03KHJIM B IIPOTPAMMY: MapIIPyTh
MepueHak3epoB, aCCOPTHMEHT,
MapKeTHHIOBble aKTUBHOCTH, MaTPHIIbL
1o ceTsM. U B oKTs16pe Bo Bcex duIHanax
3aIyCTHU/IM Iporpammy. Ceryac
IIPOUCXOOUT MIPOLeCC HAIA)KMBAHHUS
MapIIpPyTOB, a y>Ke K KOHILy rofia B
IVIaHAX CHe/laTh ITepBble BEIBOIHI,

Cpefy HUX— OLIeHUTh U3MeHeHHe
COOTHOIIEHHS PACXOJ0B K MapsKe
dunnanos.

Kpome Toro, HaJIM4re MPOorpaMMHOLQ
obecreyeHUs IIoMoraeT B CUCTeMe

MOTHBAIIMH COTPYAHHUKOB. PaHblIe
MepueHJaK3epsl Ionydaau 60HYC OT
BBHIIIOJIHEHUS OTTPY30K KII0YeBbIM
KIHeHTaM ¢unnana. IIpu sToM, ecnu
duran He BBIMONHSI IIJIAH, TO BCe
MepueHan3epsl, 06CIysKHUBAIOLIHe
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pa3Hble TOUKH,
JHIIANTKCh OoHYycCa.
YUUTBIBAJICS TOJIBKO
0B1IHIT 3a4eT, U YeI0BeK
He MOT IIOBJIMATH Ha BeCh
06BeM.

— C nomoubto npozpammol
Mbl XOMUM nepecmompers
MOmuUsauU makum
0bpasom, umobbl kaskObL(
compydHuk omdeaa
Mepuendaii3uHza moz
BAUAMDb HA NEPCOHANbHbLL
pe3yAbmam u Ha c8ou boHycel,
nAaHupyem ycmaHosums
KPI, Ha komopvble

4eA08eK CMO3Kerm 8AUSMb
HANPAMYH, —TOBOPHUT
IOpuii ITapxoMuyK.

Bonbenias 3agaya

Ha C/lelyoMun

oLl — CHOenaTh OTHeIl
MepueHAN3HHTa ellle
OIHUM IIOJpa3aeIeHHueM,
IIPUHOCAIIMM JOXOIBI
KommnaHuu.

B 2020-M I1aHUpYeTCA
peanusanusg IpoeKTa
I10 IIpPeJoCTaB/IeHHIO
yCIIyT MepueHJau3uHTa
OPyTUM KOMIIAHH M.

merchandisers, but also to use
the received information “from
the fields” effectively.

The new software is not only

a photo report on the availability
of goods on the shelf, but also
setting online tasks, working
with product matrices in chains
(which goods are presented

in which chain), removing
balances, collecting information
on competitors, pricing and a lot
more. In this project we see

one of the tools to achieve the
strategic goals of the Company.

In February, the search of
a contractor who can fulfill
our task in terms of quality
began.

In May, a base was prepared,
which was subsequently
laid down in the program:
merchandiser routes,
assortment, marketing
activities, matrices for
networks. And in October,

a program was launched in
all branches. Now the process
of establishing routes is
underway, and by the end of
the year we are planning to
draw the first conclusions,
among them — to assess

the change in the ratio of
expenses to the margin of
branches.

On top of all that, the
availability of software helps
with employees’ motivation

systems. Previously,
merchandisers received

bonuses from deliveries

to key branch customers.
Moreover, if the branch did
not reach the target, then
all merchandisers serving
different points lost their
bonuses. Only the overall
classification was taken into
account, and a person could
not affect the entire volume.

“With the help of the program,
we want to revise the motivation
so that every employee of the
merchandising department can
influence the personal result

and their bonuses, we plan to
establish KPI that a person

can directly influence,” Yurii
Parkhomchuk says.

The big task for the next
year is to make another
department out of the
merchandising department
that brings revenue to

the Company. In 2020, it

is planned to implement

a project to provide
merchandising services to
other companies.

®
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enapTaMeHT
He ABU)KUMOCTH:

KYpc
Ha ohUCHbIe
nomMeLieHuns

CEroaoHA ®YHKLUUU AENAPTAMEHTA
HEABWXWUMOCTU REDHEAD FAMILY
CORPORATION PACINPOCTPAHSAIOTCA
HA TPU PETMOHA: KUEB, OAECCY

n XAPbKOB. NPU 3TOM HAUBOIJIEE
NMEPCNEKTUBHbLIM ABNAETCA
IOXKHAA NMAJIbMUPA.

AOAJIEE NO 3HAYUMOCTU UAET XAPbKOB,

A B CTOJIMLE KOPMNOPAL WA BNALEET
ABYMSA 3JAHUAMMU, B KOTOPbDIX
HAXOAATCA MATFA3UHbI «<AHTOLUIKA?»

1
R;ﬁead Nel5 / 2o1gl /

i B/

K cepenyiHe 2019 rofia KJIMeHTAMHU JlellapTaMeHTa
CTaIH MOPSAKA 40 KPYITHBIX U HeOOIbIINX
KOMITaHHUH, KOTOPble B COBOKYITHOCTH apeHYIOT

52 465 KB, M. OTHUM H3 SIBHBIX IOCTHOKEHU I
KOMaH/BI C Hauajla rofia sIB/seTCs yBeluueHue
IJIOLafiet 1o cAady. Tak, B XapbKOBCKOM U
071ecCKOM 3[aHMSIX aKTUBHO PeMOHTUPYIOTCS
OJIBaJIbHBIE ITIOMEIIeHUSsI, [IOMAAbI0 180 U 500 KB. M,
KOTOpBIe ITYCTOBAIK C MOMEHTa ITpHuobpeTeHUs —
Ha IIPOTSIKeHHUH 10 sieT. Oba rmofBaa yske CAaHBI, 110
HX apeH e IO IIKCAHbl COOTBETCTBYIOIIHE JOI0BOPA.

B ozecckoM LieHTpe Ha BoskeHKo, IJIOMaab KOTOPOro
COCTaBIISIET 26 000 KB. M, ITPOJIOIKAIOTCS pAbOTHI

I10 II€PEBOJY CKIA/I0B B OPHCHI, TOBeSl KOTHYECTBO
MOC/IeIHUX [0 75%. OCTaBIIMecs 7 000 KB. M OyayT
3aJIeFICTBOBAHBI 1107 CKIaAbI. IToc/e Toro Kak
3aKOHYATCS KallUTalIbHble pabOTHL B [T0BAIAX,

KOMaH/Ia IellapTaMeHTa COCPeIOTOUYUT BHUMAaHIe
Ha TPeX3TasKHOM KOpITyce B ILIOLIAIbIO 2000 KB. M,
IIe IVIAaHUPYeT Pa3MeCTUTb OPHCHI.

Odecckuii 0uCcHblLi ieHmp Ha yA. BoskeHKo
| T =
BOdessa office center on Bozhenko str.§

Real Estate ©
Department: course
for office space

Currently the functions of the Real Estate
Department of RedHead Family Corporation
cover three regions: Kiev, Odessa and Kharkov.
The most promising region is South Palmyra,
Kharkov is next on the list, and finally the
Corporation has two buildings in the capital with
Antoshka stores.

By mid-2019, the department gained about 40 new
tenants, who in total rented 52,465 sq. m. One of
the strongest achievements of the team as of the
beginning of the year is an increase in the rent area.
In the Kharkov and Odessa buildings, basements
with an area of 180 and 500 sg. m, which have been
empty since the acquisition date, have been actively
repaired over the past 10 years. Both basements
have already been rented out and the corresponding
agreements have been signed for their lease.

In the Odessa building in Bozhenko Street, which
has an area of 26,000 sq. m, work continues

on the transformation of warehouses into

offices, bringing the number of the latter to

75%. The remaining 7,000 sq. m will be used for
warehouses. After the major renovations in the
basements are finished, the team will focus on the
three-story building B with an area of 2,000 sq. m,
where they plan to place offices.

In the Kharkov building with an area of

8,500 sq. m, which was used as retail space for
“Mega Antoshka”, is also on track for conversion
into office space. A store will remain on the
first floor, and the second to the fifth floors
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B XapbKOBCKOM 3[aHHUH IIOLA/IBIO

8500 KB. M, KOTOpPOE KCII0/Ib30Ba/IOCh
I10/1 TOPTOBYIO IeATeIbHOCTE «Mera-
AHTOIIKH», TAKKe IePKaT KypC Ha
repernpopuIKMpoBaHKe B OPUCHBIE
nomemeHys. Ha mepsom ataxe
OCTaHeTCs MarasvH, a Co BTOPOIo I10
IIATHIM 3TAKHU 3aMMYT OQHCHL. B 3panum
HeJlaBHO 6bl71a MOJlepHU3KMPOBaHa
CHCTeMa y4eTa KOMMYHAaIbHBIX YCITyT.
ApeH/IaTOpHI y>Ke OLIeHHUJIH IIPO3PaYHOCTh
ydeTa, KOTOPYI0 0becrieqmIn OT/e/IbHbIe
CYETUYMKH CHCTEM 3CKaJaTopPOB, TUTOB,
BeHTHJISILMH U KOHAUIIMOHUPOBAHHUS.

— B bydywiem mbl cMOMpUM 8 CIMOPOHY
AAbMePHAMUBHbIX UCMOYHUKOB 3AeKMpo-

U menAo3HepauL, — FOBOPUT AHPEKTOP
IemapTaMeHTa He[BIKMMOCTH RedHead
Family Corporation IMHUTPHH ByPA. —
Tax 8 XapbKose paccmampusaemcs
B803MOKHOCMb YCMAHOBKL COAHEHHbIX
KoAAeKmopoe 045 Hazpesa 800bl. Ho nockoAbky
3MOM U CX03KUE NPOeKMbl UMM OAUHHYH
0Kynaemocmb, makue HOB0BBEOHUS
naaHupytomcs 6 00A20cpo4Holi nepcnexmuse,
paccuumel8aem ux 3anycmume 4epes 5-10 Aem.

[Imumputl Bypda
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CamMo 3maHue «Mera-AHTOIIKM»
HaXOAUTCS B «CHUTUKOHOBOM
JonrHe» XapbKoBa — MecCTe,
[IpUBJIeKaTeIbHOM 1yis IT-
KOMIIaHUH. HeaBHO IepBBIH
wineHT u3 digital-cexTopa ysxe
CTaJl apeH/,ATOPOM JlellapTaMeHTa
HesBIKUMOCTH RedHead Family
Corporation.

— IT-cekmop npedcmasasem

6oAbwioli uHmepec 0AS U2POK08 pbIHKA
KoMMepHecKoll Hed8usKRUMOCHIU,
NOCKOAbKY YHACMTHUKLU 3020 Ou3Heca
bonee nnameskecnocobHbl, 4em mopzosbie
KoMNaHuu, — obbpsICcHsIeT [IMUTPUH.

Ha posmto IT-KOMIaHUM IPUXOIUTCS
IIOPSIIKA 40% COEJIOK I10 apeHe
OQHCHBIX TIOMEIeHHI, a 06beM
apeHI0BaHHBIX IJIOIIAIe N
KOJ1e6JIeTCS OT 300 KB, M

10 HECKOJIBKHX ThICS Y.

— Dmu komnaHuu npedsasasom
8blcoKue mpebosanus

K UH3KeHepHbLM cucmemam 30aHull —
KOHOUUUOHUPOBAHUI, BEHMUASUULL,
0CBEUEHUI U IHEP2OCHABKEHU I, —
TOBOPHT I7IaBa fIellapTaMeHTa. —
3auacmyto 8 20Mosblx 30aHUAX
KOMMYHURALUU He CO0mBemcmaytomn
makum mpebosanuam u Heobxoduma
adanmayus UMeroWUXCcs UHKeHepHbIX
cucmem. Ho moAbKo He 8 Haulem
cayvae — 8 «Meza-AHmouike»
YCMAHO0BAEHO COBPEMeHHOE
obopydosaHue ¢ bonbuum
NnomeHuUanom.

will be occupied by offices. The building's utilities system has
recently received an upgrade. Tenants are already aware of the
transparency of the accounting, which is ensured by individual
meters of the escalator systems, elevators, ventilation, and air
conditioning.

“In future, we are looking at using alternative sources of electrical and
heat energy,” says DMITRY BURDA, Head of the Real Estate
Department at RedHead Family Corporation. “Thus, in Kharkov,
the possibility of installing solar panels to heat water is being
considered. But as this and other similar projects have a long payback
period, such innovations are planned in the long term. We plan to
launch the implementation in about 5-10 years.”

The Mega Antoshka building itself is located in the Silicon Valley of
Kharkov, in a place that is very attractive to IT companies. Recently,
the first client from the digital sector has become a tenant of the
Real Estate Department of RedHead Family Corporation.

“The IT sector is of great interest for players in the commercial real
estate market, since the participants in this business are more solvent
than traders,” explains Dmitry.

IT companies account for about 40% of office space rental and the
volume of leased space ranges from 300 sq. m to several thousand.

“These companies place high demand on building engineering and
utility systems — air conditioning, ventilation, lighting, and power
supply,” says the head of the department. “Quite often even
furnished buildings do not meet such requirements and upgrades
are necessary. But not in our case — “Mega Antoshka” has modern
equipment with a lot of potential”.

ABOUT THE TEAM
Currently 43 people work in the Real Estate Department of
RedHead Family Corporation. Now there is an update of
junior technical staff. In addition, we've hired an employee
esponsible for the CRM system, whose focus is on working
ith existing tenants and finding new partners
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Daniel:
K3K BbIpaCTUTb OHbIX Mo aenen

CETb AJETCKUX MATA3UHOB DANIEL KIDS BOUTIQUE NPOAOJIXKAET YAUBJIATD
IOHbIX MOAHUKOB YKPAUHDI. B 3TOM roly BO BCEX TPEX TOPOAX,

roE NPEACTABJIEHDI MATA3UHDI — A 3TO KUEB, O4ECCA U XAPbKOB, NMPOLWJIN
SAPKUE ®OTOCECCUUN, CTUJIbHDBIE MOKA3bl W HE3BABbIBAEMbBIE MEPONMPUATUA.

IOHbIE KJIMEHTbI BbIXOAWJIN HA MOANUYM JUNIOR FASHION WEEK,
YVYACTBOBAIJIU B KPACUBDBIX ®POTOCECCUAX A1 XKYPHAJIOB
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MonacTb B rnsiHew,

ByTtuku Daniel — 3To ofHU U3 KPYIIHEHIIHX

B YKpauHe Mara3uHoOB MOJHOM IeTCKOH OJeXIbI,
OpPHEHTHPOBAHHBIX Ha CAMBII B3bICKATEIbHbII

U TpeboBaTeIbHBIH BKyC. IMeHa qU3aiHepoB-
[Ipe/ICTAaBUTE/Iel JOMOB MO/, YbU KOJIJIEKIIUH
IpefCTaBIeHbl B OYTHKAX, H3BECTHBL BO BCEM MUpe.
9to D&G, Armani, Moschino, Monnalisa, Baby
Dior, Fendi, Givenchy, KENZO, Stella McCartney u
npyrue. OTU 6peH/Ib He HY>KOAIOTCS B peKIaMe, OHU
IaBHO ysKe yTBepAuIU cebsi B MHpe MOAbBI U BCeraa
ACCOLMUPYIOTCS C OIIPe/ie/IeHHBIM YPOBHEM SKH3HU.

— Mol no npasy 20pdumcs. 8blcodaiiuium yposHem
0bcayskuBaHUS, UCKPeHHe UeHUM Kaskd020 Kauenma u deaaem
ace, 4mobbl OHU MO2AU 0MBeMmUMb HAM 83AUMHOCTIbIO, —
roBopsitT B Daniel. — Mol y8epeHbl, 4mo xopouwiuil 8kyc
Heobxodumo passusams ¢ demcmea. Cmapaemcs npenodxecmu
ace camoe Ay4utee u3 mupa demckoii Modbl.

Daniel:
how to raise

young models

THE NETWORK OF
CHILDREN'S STORES

DANIEL KIDS BOUTIQUE

CONTINUES TO AMAZE
YOUNG FASHIONISTAS
OF UKRAINE. THIS
YEAR IN ALL THREE
CITIES WHERE STORES
ARE REPRESENTED,
AND THESE ARE

KIEV, ODESSA AND
KHARKOV, BRIGHT
PHOTO SESSIONS,
STYLISH SHOWS AND
UNFORGETTABLE
EVENTS TOOK PLACE.
YOUNG CLIENTS WENT
TO THE PODIUM OF
THE JUNIOR FASHION
WEEK, PARTICIPATED
IN BEAUTIFUL

PHOTO SHOOTS FOR
MAGAZINES.
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DANIEL:

KAK BbIPACTUTb FOHbLIX MOLENEW

HMIMeHHO I103TOMY KOMIIaHHS JapUT
CBOMM KJIKEHTaM BO3MOXXHOCTbD
IIOIIACTh Ha CTPAHHIILI IVISTHII@BBIX
SKyPHaJIOB JeTCKOM MOJBI. PYKOBOJCTBO
CeTH Maras’HuHOB COTPySHUYAET

C BeAyIIMMH HUIIEBBIMHY M30aHHUAMU
Kuesa, Opeccel ¥ XapbKoBa. EsxkerogHo
COBMECTHBIMH YCHUIHSIMH pelakKUHH U
OyTHKOB IIPOBOJUTCS OKOJIO 20 ChbeMOK,

Daniel Kids Boutique.

[IpuMepsisi Hapsiobl U3 [IOCTeJHHUX
KOJUIEKLIMH, 3KCIIEPUMEHTHUPYS
c obpaszaMu, AeTUIIKU 0bpeTaroT

MO,IIEJ'IBHBII:I OIIBIT, 4 ITOC/IE II0JIYy49alOoT

sApKue CI)OTO , KOTOpbI€ K TOMY >Ke
HCIIO/IB3YIOTCA B )KYPHaJ/IdX.

B KOTOPBIX YUACTBYIOT IOHbI€ KIMEHThI

Get into the glossy
magazine

Daniel boutiques are one of

the largest Ukrainian fashion
children's clothing stores

focused on the most exigent and
demanding tastes. The names of
designers-representatives of the
Fashion House, whose collections
are presented in boutiques,

are known throughout the

world. These are D&G, Armani,
Moschino, Monnalisa, Baby Dior,
Fendi, Givenchy, KENZO, Stella
McCartney and others. These
brands do not need advertising,
they have long established
themselves in the fashion world
and are always associated with a
certain standard of living.

“We are rightfully proud of the highest
level of service, sincerely appreciate
each client and are doing everything

so that they can reciprocate,” they say
in Daniel. “We are sure that good

taste must be developed from childhood.

Trying to present all the best from the
world of children's fashion.”

That is why the company gives

its customers the opportunity

to get on the pages of glossy
children's fashion magazines.

The management of the chain
stores cooperates with leading
niche issues in Kiev, Odessa and
Kharkov. Each year, together with
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DANIEL: KAK BbIPACTUTbL KOHbLIX MOAENEN

IOHbIe
Moaenu
Ha noguyme

Cr1oco6HOCTH BBIPAXKATh
BHYTPeHHHUI MU Uepe3
BHEIIHUMN 06IUK — 3TO
TaJIaHT, KOTOPBIK CTOUT
Pa3BHUBATh C PAHHUX

neT. bpeHgoBas neTcKas
OZIe>K/AA IIOMOSKET Pa3BUTh
y pebeHKa 4yBCTBO

CTHIISI, KOTOPOe CTaHeT
«BHU3HUTHOU KapTOYKOM»

B €ro JaJIbHeH e
SKU3HHU. [IJ14 3TOro
MeHemkMeHT Daniel Kids
Boutique opraHHM30BBIBAET
IIOKAa3Bl Be[YIIHX MAapOK
B paMKax Junior Fashion
Week.

BPEHAOBAS
LETCKASl OOEX[OA
MOMOXET PA3BUTD
Y PEBEHKA YYBCTBO
CTUNA, KOTOPOE
CTAHET «<BUSUTHOM
KAPTOYKOMN»

B EFO OANIbHENLWLEN

XU3HU

MONMA]

PEAL

¥ wiy
e

the editors and boutiques, about
20 shootings are held, in which
young customers of Daniel Kids
Boutique participate. Trying on
outfits from the latest collections,
experimenting with images, the
kids gain a model experience, and
after that they get vivid photos,
which are also used in magazines.

Young models
on the catwalk

The ability to express the inner
world through the external
appearance is a talent that should
be developed from an early age.
Brand children's clothing will help
develop the very sense of style that
will become a “calling card” in his
future life. To do this, Daniel Kids
Boutique management organizes
fashion shows of leading brands
as part of the Junior Fashion
Week. The main goal of the event
is to support children's fashion
and the desire to give talented
children the opportunity to
express themselves, motivate
them to work on themselves, to
feel that they can achieve great
success in life, making efforts and
having support from relatives and
friends.

As part of the spring Junior
Fashion Week 2019, a team of
children's boutiques organized
shows of four brands: Daniel,
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DANIEL: KAK BbIPACTUTbL KOHbLIX MOAENEN

['aBHas 1je/1b MePOIIPUSITHS —
TIOIY/ISIPH 311 IeTCKOKM MOJbI

Y JKeJlaHHe JJaThb BO3MOKHOCTb
TaJIAHT/IMBBIM JIeTSIM ITPOSIBUTB Ce6sl,
MOTHBHPOBATh UX paboTaTh HaJ co60H,
IIOYYBCTBOBAThb, YTO OHH MOTYT JOCTHYb
OTPOMHOTO yCIleXa B KM3HH, [TpUaras
K 9TOMY YCHIMS U MesI ITOAIEPKKY OT
O/IM3KHX U OKPY>KaIOIIHX.

B pamkax BeceHHel Junior Fashion
Week-2019 ycHIHSIMH KOMaHIbI
IeTCKUX 6yTHKOB OBUIM OPraHHU30BaHBI

IIO0Ka3sl YeTeIpex 6peHoB: Daniel,

Monnalisa, Armani, a Tarke il Gufo.
Bcero B MepONIpUSITUY IIPHUHSUTH yUacTHe
IOpsIAKa 100 fieTel, a rmokas il Gufo

1 BOBCe COpBaJI HebGbIBaIble OBALIMH,
IIOCKO/IBKY BMeCTe C MaJIbIIIaMH 110
MOAMyMY IIPOLUIHCh KX MaMbl. [IoMHMO
Iedrie MabIIIH MOITIH cenaTbh OTOo
CO 3Be3IaMHU TeJIeBUIeHHUS, IOCKOIbKY

B [TI0Ka3aX TaKKe y4acTBOBaIH

Onpra ®periMyT, I'puropui PellleTHHUK,
TuMyp MUPOIIHMYEHKO, MaprIcs
Topober;, Mapust OpioBa U IpyTHe.
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AOBOJIbHbIE KJIMEHTDbI ELLE PA3 YBEAWUJINCD,
YTO CETb AETCKUX BYTUKOB DANIEL -

3TO HACTOSALWEE KOPOJIEBCTBO MO/bl,

roe LAPAT NIOBOBb K AETAM U CTPEMJIEHUE
HAMNOJIHUTb UX XXN3Hb KPACOTOM U
PALOCTDbIO.

BbIBUPAWUTE JIYYLUEE!

YEM KPACUBEE OAEXAA, TEM APYE
U NOJNIHEE YAOBOJIbCTBUE OT XXU3HW!

Monnalisa, Armani, as well as

il Gufo. In total, about 100 children
took part in the event, and the

il Gufo show completely bursted
out with unprecedented ovations
because mothers walked along the
catwalk with their kids. In addition
to the catwalk, the kids could

take photos with television stars,
such as Olga Freimut, Grigory
Reshetnik, Timur Miroshnichenko,
Marysya Corobets and Maria Orlova
and others who participated in the
shows.

SATISFIED CUSTOMERS
WERE ONCE AGAIN
CONVINCED THAT THE
NETWORK OF CHILDREN'S
BOUTIQUES DANIEL IS A
REAL KINGDOM OF FASHION,
WHERE LOVE FOR CHILDREN
AND THE DESIRE TO FILL
THEIR LIVES WITH BEAUTY
AND JOY REIGN.

CHOOSE THE BEST!

THE MORE BEAUTIFUL
THE CLOTHES ARE,
THE BRIGHTER THE

PLEASURE OF LIFE IS!
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CoTpynHHYeCTBO Iypy 6u3Heca u kopropauuu RedHead Re d H e a d
Ha4aJI0Ch OKOJIO 15 JIeT Ha3af, Korja Mixak Afusec 6501 Fa m ilg co rp 0 ra tio n

RedHead Family

C 0 r p 0 ra t .lo n ! | I COBCeEM He H3BeCTeH B YKpaI/IHE.

B roctax
TRZITVETE)
Apuseca

B ANPEJIE

KOMAHAA PO3HULDbI
NMOCETUJNA

OTKPbBITYIO JIEKLLUNIO
OAHOrIro U3 1y4ywux
BU3HEC-KOHCYJ/IbTAHTOB
MWUPA, CMELUUNAJINCTA

B OBJIACTU YNIPABJIEHUA
BU3HEC-MPOLLECCAMMU
MUXAKA AAN3ECA

B RedHead Family Corporation (Torga ere Vi\s i-ts I o h d k Ad iZES

«EBPOITPOAYKT») IIEPBBIMH BHEIPHIIK €T0 METOLHUKY
yIIpaB/ieHHUs 613Hec-IIpoLieccaMi, a TakKe ITOMOITIH
MacTepy 3asiBUTb 0 cebe B HaIlleH CTpaHe, OTKPHIB

TeM CAaMBIM eMY ITyTb /ISl PA6OTHI C yKPAMHCKUMHU
KoMmnaHusiMu. HegaBHo mexxay RedHead Family
Corporation 1 AfiM3ecoM IIPOM301Ie/T HOBBIM KOHTAKT —
o uHuIaTuBe CEO «AHTOIIKU» Baguma OpiioBa
TOII-MeHeIXMeHT KoMITaHU U mmoceTu1 B KreBe eKIUI0
H1xaka, a TakKe pa3obpaIu 110 ero MeTOIHKe MyTH
Pa3BUTHS KOMIIAHUH.

«MeHSaTbCs 6biCcTpee, YeM NepemMeHbI»

duocodud U TOUKH 3peHHd MIiixaka Aguseca
MOTYT OT/IMYAThCS OT IPUBBIYHBIX HAM YCTaHOBOK,
OJIHAKO B 3TOM U LIEHHOCTb €r0 METOAUKH . Mactep
CYHUTAET, UTO YCIIeX IIPOMIOPLIMOHATIEH «00BeMY»
JII06BU B HAlller KU3HU. EC/IM MBI HAaXOOHUMCS B
I06BH, IMITATUU — MOSB/ISIETCS 3Heprus. «Hackoabko
CUALHO 8bL AtobuUme c80t0 pabomy, cBOUX KALEHMO8,

csoil npodykm? — cripamuBaet oH. — Ecau Awbsu
docmamouHo — 8bl bydeme cuacmaussl u mM0oA00bL, CKOALKO
661 8am Hu bbiao em. JIbo8b — 3Mo sbicuiee npossAeHue
CUHepeuu U uHmezpavuu. B bydyuem uckyccmeeHHsll
UHMeAAeKI CMO3Kem BblN0AHUMb Atobyto pabomy Ayuiue
uenoseka. OOHAKO UHMeAAeK M He CMO3Kkem «pabomanb
cepduem». Bydywiee 30 memu, Kmo omuocumcs c cepduem K
pabome. TTo3momy o4eHb 803MO3KHO, 4MO peliatouLe poau
OKAKYMCA 30 SKeHUUHAMUY .

OZMH U3 IVIABHBIX [TOCBUIOB AZlH3eca Kacascst
u3MeHeHU M. «CKOpoCHb UsMeHeHuUil pacimem HesudaHHbLMU
memnamu, — CIMTaeT OH. — BaskHo meHambcs bbicmpee,

In April, the Retail team attended

an open lecture by Ichak Adizes, one of
the best business consultants in the
world and a specialist in business process
management.

The partnership between the business
guru and RedHead Family Corporation
began about 15 years ago, when Ichak
Adizes was still an unfamiliar name in
Ukraine. At RedHead Family Corporation
(then still Europroduct), his methodology
was for the first time implemented into
business process management which
also helped spread the word about the
master, opening the way for him to
work with other Ukrainian companies.
Recently, RedHead Family Corporation
rekindled their relationship with

Adizes. At the initiative of Vadim Orlov,
CEO of Antoshka, the Company's top
management attended Ichak's lecture

in Kiev and then with the help of his
methodology put together the Company's
development plan.

“Change faster than the changes”

Ichak Adizes' philosophy and points of
view may be different from our usual
attitudes, but this is also the value of his
methodology. The master believes that
success is proportional to the amount
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dem npoucxodam nepemetol. Boime
HOB8AMOPOM, C030A8AMb MU U3MEHEHUS.
MHozue boamca npuHUMamMb peweHus u3-3a
UX CAOSKHOCIILL U PUCKA U peiarom Hu4e2o

He deAamb. Mup HACMOAbKO OUHAMUYEH,

OH Kak HECyLLI,LlﬂCﬂ MUMO CMOAUYHBLLL JIRcnpecc.

Om sauwe20 pewieHus CMoAMb HA Mecme,
JKcnpecc He cHusum ckopocmo. Ipu 3mom
HedocmamouHo npocmo NPUHAMb peuteHue.
E20 HY>KHO UHMe2puposany, sHedpume.
Kak npunams udeaaboe pewierue?

Kak unmeepuposamsp usmeHeHus udeanbHo?
Hukax. >Kusoii ueaosek He moskem bbitb
udeanbHbim»

'lgI(OJ'HI- |

MI11XaKk TOBOPHUT O TOM, UTO
BOBJIEYEHHOCTb, obI1ue Leln U
MIPUYACTHOCTD K OO/IBIIUM IIPOeKTaM
MOTHBUPYIOT 60/Iblile, UeM JeHbIH.
Eciu roBOpUTBH 06 SHEPIUH, TO JIEKTOP
CYMTaeT, YTO OHa 6e3rpaHUYHa.

«EcAu 0mHoOUIeHUA 8 CEMbe XOpOLULIE — Y HAC

ecmb 3Hepeus, Umobsl BAUAMb HA mup. Ycnex

udem usHympu Hapysy, a He Haobopom, —
OTMeYaeT OH. — A CHacibe — He MyHKM
Ha3HaueHus, a nymo. He nepecmasaiime
UCKAMb M0, 4Mo OeAdem 8ac c1aCmAUBbIMLL
TTomuume, sku3Hb — 3mo 0dHo boAabuLoe
uccaedosaHue».

Dr. Ichak Kalderon Adizes is one of the
world's unrivaled business consultants

==

dizes is a research consultant for the

=13

BS Executive MBA and MBA EBDA programs

O yem ewe rosopuna Uuxak Aausec

* YT06bI yNpaB/SiTb KOMMNAHUSAMU HY>XXHO
Hay4YUTbCA BUAETD «J1ecC 3a AepeBbAMMU»
(T.e. MeTb BUAEHUE 60/1bLLON KAPTUHbI
npoucxopasiuero)

* MonuTuka 6yaeT Bceraa HaxoauTbes Hag
6usHecom. He psifoM, He Ha ero CTOpoHe,
aHapg

* He paspensaiTe ynpaBiaeHue ceMbei
1 6M3HECOM. DTO OYEHb CXOXMe NPOeKTbl

* MepBbI1 3aKOH KaK CTaTb YCMeLwHbIM —
6bITb Ye/I0BeYHbIM

e CuN1a KOMaHAbl — B NPOTUBOMOJIO)KHOCTSX.
Co3panTe KOMaHAY U3 pa3HbIX 04EeN.
KakoBa posnb npaepa B 3TUX YC/I0BUSAX?
MHTerpauuns nsmeHeHun. OH 6obLUON
nasnew, Bawen pykKu, ero pojib — 06begnHATb
BCe na/ibLibl B Kya1aK

* Mbl XXx1BeM B 06L1,eCTBE, KOTOPbIM
ynpasnsieT uHpopmauus. KomnaHuu
C MHOrOMWA/IMapAHbIMU 060poTaMu
He B/IaAeoT HU4eM, Kpome nHpopmaLumn.
Mpumep ToMy — Uber n Airbnb. Google
3HaeT Npo Hac U Halln NpMUBbIYKK BCe. BVAET
ycneuieH He TOT, KTO ycepaHee paboTaer,
a TOT, KTO yMHee

* He Tepsan rmbkoctn. r°M6kocTb —
3TO MOJIOAOCTb

of love in our lives. If we are in love,
energy in the form of empathy appears.
“How much do you love your job, your
clients, your product?” he asks. "If there
is enough love, you will feel young and
happy no matter how old you are. Love

is the highest manifestation of synergy
and integration. In future, Al will be able
to perform any task better than a person.
However, Al cannot 'work from the heart.
The future is for those who work with
passion. Therefore, it is very possible
that women will have the more decisive
positions.”

One of Adizes' main messages was about
change. “The rate of change is growing at
an unprecedented pace,” he believes. "It is
important to change faster than changes
occur. To be an innovator, to create

these changes. Many are afraid to make
decisions because of their complexity

and the potential risks involved, and
decide not to do anything. The world is

so dynamic, it is like a high speed train
rushing past us. Even if you choose to
stand still, the train will not slow down.

It is not enough just to make a decision, it
needs to be integrated and implemented.
How to make the perfect decision?

How to integrate changes perfectly? It's
impossible. A living person cannot be
perfect.”

Ichak says that involvement and
common goals in large projects are

a bigger motivation than just money.
If talking about energy, the lecturer
believes that it has no limits. “If family

28 RedHead Ne15 / 2019
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* NEFTEHAA MEHEAMMEHTY

243 «TOYKMN YAy4LUEHUS»

B peBpasie 2019 roma KoMaHIa
pYyKoBOAMTENEH «AHTOIIKH»

[IpOBeJIa CHHJAT (CHHEPreTUYecKyo
OPraHM3al[MOHHYIO JUATHOCTHKY)
KoMIIaHHU 10 METOI0/IOTU M AflH3eca.
B TeueHUe ABYX NHeL 21-22 peBpast
MeHePKMEHT CPOPMYIHPOBaI

243 «TOYKH YAy4YLIeHH» . MOMEHTHI,
HaJ| KOTOPBIMH CTOUT [10paboTarts,
KaCaIOTCS Pa3IMYHBIX ACIIEKTOB PaboThl —
B3aHMO/IEHCTBHA C K/IMeHTOM, TOBapa,
COTPYIHHUKOB, JIOTUCTUKH, OTHOLIEHHUH
C ITOCTABIIHMKAMH, JOKYMeHTo0bopoTa
H Ipyroro.

PyKoBOAMTETH 00beIUHUTH «TOYKU
YIy4IlleHHsI» B 90 CMBIC/IOBBIX PYIIII,
KOTOpBIe IIPefCTOUT ITpopaboTaTh

B TeYeHHe roga. Yke chopMUpPOBaIH
KOMaHJy, KoTopasi cobrpaeTcst
eKeMeCsSTYHO U BEIOKpaeT OTBETCTBEHHBIX,
a TaxoKe Te 3ala4M, KOTOPBIM IIPeACTOUT
yIeTUTh BHUMaHMe B TeUeHHe 3TUX

nesiTeIbHOCTD. 3a
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30 nHen. Tak, OHOM U3 IIEPBBIX «TOYEK»
B «AHTOIIIKe» OKa3a1ach CJIOSKHOCTh
UOeHTUOUIIMPOBATH KIIMEHTA I10 HOMEpPY
TenepoHa — B CJIydae OTCYTCTBHS KapThI
JIOSUIBHOCTH ITPH pacyéTe Ha Kacce.

C ampesst 3Ty pobeMy yIaguiu.

B meHemkMmeHTe RedHead Family
Corporation yBepeHBI, YTO y3Ke K KOHILY
rojia peleHre MUHUMYM 80% «TOYeK»
II03BOJIMT CAenaTh pabory KoMImaHuu
6osee 3bbEKTHUBHOM,

I S a W e N
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More thoughts from Ichak Adizes

* In order to manage a company you
need to learn to see the “forest behind
the trees” (that is, to have a vision of
the Big Picture of what is happening).

« Politics will always be above the
business. Not besides, not aside, but
above.

« Do not separate family management
and business management. These
are very similar projects.

* The first law of how to become
successful says: be human.

* A team's strength comes from the
opposites. Create a team of different
people. What is the leader's role in
these conditions? Integration of
change. He is the thumb of your
hand, his role is to unite all the
fingers into a fist.

» We live in a society governed by
information. Companies with multi-
billion dollar turnover do not own
anything except information. Uber
and Airbnb are great examples of this.
Google knows all about us and our
habits. The more successful individual
is not one who works harder, but
rather the one who is smarter.

« Do not lose flexibility. Flexibility
is youth.

relationships are good, we have the energy to influence the

world. Success comes from the inside and spreads to the

outside, not the other way around,” he notes. "And happiness
is not a destination, but a path. Do not stop looking for what
makes you happy. Remember, life is one big experiment.”

hich have been translated into 26 languages

243 "points of improvement”

In February 2019, Antoshka's managers conducted Syndag
(Synergistic Organizational Diagnosis) according to Adizes'
methodology. During the two day period of February
21-22, management formulated 243 development areas

or “potential improvement points” of the Company. The
things that need to be worked on relate to various aspects
of work — interaction with the customers, products,
employees, logistics, business relationships, relations with
suppliers, workflow, and more.

Managers have compelled potential improvement points
into 9o semantic groups to be worked on during the year.

A team has already been formed that has monthly meetings
and selects those areas that will need special attention
during the next 30 days. So, one of the first “points” in
Antoshka was the difficulty of identifying a customer by their
phone number in the absence of a loyalty card at checkout.
This problem was solved in April.

The management of RedHead Family Corporation is
confident that by the end of the year, solutions for 80% of
potential improvement points will improve the effectiveness
of the Company.
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NccnepnoBsaHue
npuBep>KeHHOCTU

U3MEPEHUWE U OLLEHKA BAXHDbI A4 NIOBOro
BU3HECA. B COEPE HR TAKOBOW SABJISAETCSA

OUEHKA MNMPUBEPXEHHOCTU COTPYAHUKOB, \
MOKA3DbIBAIOLWLASA, YTO AYMAET U AEJIAET
KOMMAHUSA 4151 CBOUX NIIOAEN,
N KAK OHU PEATUPYIOT B OTBET

CoBpeMeHHas MeToauKa

HHupekc Net Promoter Score SIBIsIeTCSI OTHOCUTEIbHO
MOJIOZION MEeTOJUKOM OLleHKH yCIIeIIHOCTH BeleHH s
6r3Heca. COTpyIHUKAM IIpeJJIaraioT OLleHUTb UX
TOTOBHOCTb peKOMeH/10BaTh KOMITAaHHUIO CBOUM
3HAKOMBIM U POACTBEHHHUKAM, HAXOOSIIKMMCS B [IOKMCKe
paboTel. OcObeHHOCTHIO METOUKY SIBIISETCS TO, YTO
pabOTHUKAM IPeJIaraloT OLLeHUTb, HACKOJIbKO OHHU
yBepeHBI B paboTomaTene, YTOOBI «IIOCTABUTH Ha KOH»
CBOIO pemyTaIlyIo B I71a3aX TeX, Ybe MHeHMe )1 HUX
BasKHO. 3a IIOCJIeTHHeE 15 JIeT AAHHBIK MeTof, Iprobpern
MHPOBYIO U3BeCTHOCTD, €TI0 B3s/IM Ha BOOPY>KeHHe TaKHe
KOMIIaHHH, KaK American Express, Procter & Gamble,
Amazon, Apple, Philips, Sony. Iyns RedHead Family
Corporation HcclejoBaHMe IIpoBesa Befyliast KOMIIAHHUS
B cdepe yIIpaBJIeHYeCKOro KOHCAJITUHIA B YKparuHe —
Jansen Capital Management, KoTopasi, K TOMY ke,
BxonuT B FBN Ukraine.

boee Toro, Biragucinae bypaa pemrrn
IJ1yOUTHCS B aHA/IM3 H KOPPEKIIHIO

METOOKMKHK, YTOOLI Ce/IaTh ee 0oJjiee

YHUBEPCA/IbHOM [J151 BHEIPpEHHU S B IpyrHe

br3Hechl — 4jieHoB FBN.

<

OnHa 13 6/1MKaMIIMX 33/1a4 — TPaHCHOPMUPOBATh
HCC/IefloBaHUe B eJUHBIN GopMaT, YTOOBI pe3yIbTaThl
MO>KHO OBLIO CPAaBHHBATh MEK/Y Pa3HBIMU
KOMIIAaHHSMH BHYTPH FBN.

B RedHead Family Corporation uccinemoBanus eNPS

y>Ke IIPOXOAMIIH B 2013 U 2016 rofax. OfHAKO B 3TOT pa3
KOHIIEIIIINIO U3MEeHMIN — CMeHH/Iach U $OpMyTHPOBKA
BOIIPOCOB, U IIPOLIECC BOBJIEYEHHUSI COTPYLHUKOB B OIIPOC.

— Mbt usmepuau undekc bperoa pabomodameas — pedb udem
0 npusepsKeHHoCMU compyoHLKo8, ux ydosAemeopeHHOCMU
u kompopme 8 pabome, — o6bsicHsieT HR-IHpeKTOp

&
eNPS study

Measurement and evaluation are important
for any business. In HR, this is the assessment
of employee commitment which shows what
the Company is doing for its people and how
they react in response.

Modern methodology

The Net Promoter Score is a relatively new
method for assessing the success of a business.
Employees are asked to rate their willingness
to recommend a company to their friends

or relatives who are looking for work. The
peculiarity of the technique is that employees
are offered to assess how confident they are

in their employer and test their reputation.
Over the past 15 years, this method has gained
worldwide recognition and has been adopted
by such companies as American Express,
Procter & Gamble, Amazon, Apple, Philips,

and Sony. For RedHead Family Corporation,
the study was conducted by Jansen Capital
Management, a leading Ukrainian management
consulting firm which also happens to be part
of FBN Ukraine. Moreover, Vladislav Burda
decided to delve into the methodology in order
to make it more universal, after which it could
be implemented into other businesses — other
members of the Association. An important
priority is to transform the study into a single
format so that the results could be compared
between different companies.

eNPS studies have already been conducted in
2013 and 2016 in RedHead Family Corporation,
however, this time the concept is different.
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HR-dupekmop Anzena IToddybHas

AHTrENA [TognysHAS. — B pesyasmame
uccaedosarus compyoHUKU YCAOBHO
pasdeastomca Ha mpu kamezopuu. ITepsvie —
MO «KPUMUKL», OHU MOy Bblib
HedosoAbHbL pabomoli komnauu. [lanee
cAedyem Kamez0pus «Hellmpanos», Komopble
8 UueAom y00eAemaopeHbl KoMNAHuell U 20108kl
8 cAyae maKeA020 nepuoda «3amsHymb
nosca». U nocAedHas kamezopus — 3mo
«fpomoymepol», KOMopble ABALOMCA
ambaccadopamu komnauuu u bydym
nonyaspusuposamp bpend pabomodamens.
Celiuac mbl 2080pum 06 uccaedosaHuu
npueepsKeHHOCMU — BOCAPUSMUL 111020, 4ITI0
compydHuky daem komnanus. Ho 8 bydywem
XOMUM MAK>Ke OUeHUMb, HACKOAbKO 4eA08eK
raadvieaemcs 8 pabomy co c8oeil CMOpoHbL.

Bbicokas BOBJ/1Ie4HeHHOCTb

Bcero K ompocy IpUI/IaCH/IN 1616
COTPYAHUKOB. [IJIs 3aII0JTHEHHS aHKEeThI
HY>KHO 6BL/IO ITIOTPAaTUTD OAHY MUHYTY.
IToM¥MO IpeIOKeHHS OLIeHUTh

BEPOSITHOCTS (I10 IIKaJIe OT O [0 10),

C KOTOPOK COTPYAHHKH KOMIIAaHUU
nopekoMeHzoBanu 661 RedHead Family
Corporation Apy3bsiM, HaXOAS U MCS

B IIOMCKe PaboThl, UM BAHABAIIE

. IJIs1 Ka4eCTBEHHOI'0
aHa/IK3a pe3yabTaToB Pa3paboTumku
cIoenanu pa3dUBKY IO IISITH PerHOHAM,
JeTaIM3allHIo 110 QYHKIIUAM, YPOBHIO
MeHeI>KMeHTa, HallpaBIeHHIO U CTaXy
pabotsl. PAaDOTHHKH, Y KOTOPBIX €CTh
JOCTYII K 371eKTPOHHOMU I104Te, I0Ty4YaIn
CCBIIKY Ha OIIPOC Ha 3JIeKTPOHHYIO
II04Ty, a TeM, y Koro Het, HR-
MeHe[>Kepbl B perHOoHax I1peJoCTaB/IsIn
BO3MOYKHOCTD 3aII0JIHHUTh aHKETY Ha
CBOMX HOYTOYKax.

Kpome Toro, moAapsAYrKH [IOBBICUIH
yPOBeHb KOHQUAEHIIUATBHOCTH, YTO
ABJISIETCS OYeHBb Ba>KHBIM B IIPOBeNeHUHU
HCCIeIOBAaHUS (PYKOBOAUTENIH
[10/Ty4Ya/Ik UHIAMBUIYaIbHbIE CCHUIKH
JJ1s 3aII0/THEHM S aHKET CBOUX
MOAYHHEHHBIX 6€3 3IeKTPOHHBIX
azipecoB. 3aMTH IO CChIIKE MOKHO 6bI/I0
TOJIBKO OJIMH pa3, 4YTo obecrieurBao
KOHQUIeHLIMATBHOCTB). Branucias
bopucoBuu bypaa TMYHO HAIIHCAJI
IIMCHMO C 3aBepPeHHeM TOI0, YTO
PYKOBOACTBO KOMITAaHHH XOYeT YC/IbIIIATh
IIosKeTIaHHUSI OT KOJUIer U paboTaeT Haf
TeM, YTOOBI CTATh OAHUM U3 JIYIIINX
paboromaTeneil Ha peIHKe.
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— Iepevbili nokasameAb, KOMOpbLLl

Hac nopadosa — 31mo KOAUHECmMeo
B808/e4EHHbIX COMPYIHUKO8, Ym0 A8AAemcs
docmamouHo 3HA4UMbLM Kpumepuem
uccaedosaHus, — oTMedaeT AHrena
[opmy6Has. — II0cKOAbKY KOAU4ECTB0
K0AAe2, KOMOpble MOA4AIM, MOKem 0080AbHO
«2POMKO» HAMEKHYMb MeHEeOKMEHMY 0
coomeemcmayrouux npudunax. Hanpumep,
YeA0BeK MOKer He 8epUMib 8 KaKuUe-

M0 U3MEHEHU, CUUMAMb, Yo K e20

2040y He npucaywaomea. Y Hac maxux
compydHUK08 0KA3aA0Ck HEMHO020. Y poBeHb

puacus cocaou S EEESEOORR

Ec/iy roBOpUTD 0 KaUeCTBeHHBIX
IOKAa3aTeNsAX, TO MAaKCHUMaJIbHBIM UHIEKC
eNPS nmpomeMoHCTpHUpoBa JIbBOB, Aajiee
cnenyet XapbKoB, a 32 HUM Opecca. Eciu
CYAUTH I10 flellapTaMeHTaM, TO TIUAUPYeT
MapKeTHHTI, fJajee — po3HULA. C TOUKHU
3peHUsI CTaKa — Hauboriee J0sIbHOE
OTHOLIEHHE ¥ TeX COTPYAHUKOB, KOTOPEIE
paboTatoT B KOMIAaHUU OT 3 [0 5 JIeT.

ITocre rony4eHus pe3y1bTaToB

IIPOIIUIH BCTPEUH B KKIOM U3 OH3Hec-
HaIlpaB/IeHUH, I7le MeHe)KMeHT
paspaboTas m1aH KOHKPETHBIX AeHCTBUMI
I10 y/Iy4IleHUIO IPUBEeP>KeHHOCTH
COTPYIHUKOB.

* Ocenbio 2019 200a HameueH ewe 00uUH
onpoc eNPS

®

The questions themselves, along with the involvement of
employees in the survey, have changed.

“We measured the brand index of the employer — it is about
commitment of the employees, their satisfaction and comfort in
their work,” explains the HR Director, ANGELA PODDUBNAYA.
“Employees are divided into three categories. The first are
“critics”, they may be dissatisfied with their jobs. This is followed
by the category of “neutrals”, who are generally satisfied with
the Company and are ready to roll with the punches in the event
of a difficult period. The final category is called “promoters”,
these are ambassadors of the Company, they will popularize
their employer's brand. Now we are talking about the study

of the commitment — the perception of what the employee
gets from the Company. In future we would also like to check
how much a person is committed to his or her work.”

High involvement

A total of 1616 employees were invited to participate in the
survey. One minute was required from the participants

to fill in the questionnaire. In addition to the question

"How likely are you on a scale from o to 10 to recommend
RedHead Family Corporation as a potential employer to

a friend who is looking for a job?” Employees were asked
the following questions: “What do you like the most about
the Company?” and "What do you like the least about the
Company?”. The responses to these questions are the most
valuable for this research. For a qualitative analysis of the
results, the consultants split them into five regions, functions,
level of management, direction, and work experience.
Employees who have access to e-mail received a link to the
survey by e-mail, and regional HR managers in regions filled
out a form on their laptops for those who did not.

In addition, the consultants increased the level of
confidentiality, which is very important for this study
(managers received individual links for the forms of their
subordinates without email addresses. The link could only be
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O6y4as coTpyaAHUKOB
B 2018-M roay B «AHTOLLKE»
nepecMoTpenu CTaHAApTbI
o6cnyxxusaHus. CHavana
MHULMATUBHAA rpynna
o6HoBMAa NpaBuaa paboTbl

c KnuneHtamum, nocne yero

BO BCe pervoHbl nepeganu
COOTBeTCTBYHOLLME
MaTepua’ibl, U USMEHEHMUS
Ha4vyanu BHeApSATb. A YTO6bI
npo¢deccnoHasibHbIN YPOBEHb
NpoAaBLLOB MOCTOSIHHO
Bo3pacTtan, B KomnaHuu
NpoBOASAT CUCTEMaTUYecKoe
obyyeHue.

— Bce, mo Kacaemcs yayvuweHus
HAebIK08 U KoMmnemeHyuLi

8 «AHmouiKe», nepexooum

8 KOHCMpYKMmueHoe pycno, —
roBOpUT MeHepaXep No
06y4eHuUIo U pasBUTUIO
AHHa bebeluko. — Mbi
cmapaemcsi o6ecne4ump
MAKCUMAAbHYIO NOAb3Y U
omau4Hoe Kayecmeo cepeuca
Kauenmam e «AHmouwkax». .

MCCNEOOBAHWE MPUBEPXEHHOCTMU

Ecau paHbuie mbi peazuposanu

Ha oby4eHue, kKomopoe npednazan
nocmaswuk, mo celivdac yawe
cnpawusaem y pykosodumeneti
MaAz2a3uHos, Kakas uHgpopmauus
6ydem nonesHa npodasuam,

u opueHmupyemcsi Ha 06pamHyo
cessb.

Tak>Xe Havya/IM Ucnosib3oBaTb
¢dopmaT BMAELO OHNAWNH-
3aHATUN, KOrAa CneLmanmcTbl
3anuCbIBalOT YPOK U
BbIK/1aAbIBAOT B 06LLMIA
AocTyn. BecHon npoBenu
HECKO0J/1bKO YCneLlHbIX
COBMECTHbIX 06y4eHun

C NoCTaBLIMKAMMU: B anpene
pYKOBOAMUTENN KaTeropuun
Fashion Cepren ®eauwunH

1 XaHHa YuTtak cobpanu
npoAaBsLOB U3 PerMoOHOB

B Oaecce n npoeenu
npeseHTaLn TOBapoB
OCHOBHbIX TOProBbIX MapoK-
B meponpuaTum NnpuHan
y4acTtue npeacraBsuTesb

AHHa Bebeuwko, meredskep no

00y4eHU U pa3sumuto nepcoHana

WUTa/IbIHCKOW 06YBHOM

Mapku Geox. B mae npolusio
oby4yeHue no me6enu — nepep,
30 NpoAaBLaMMU BbICTYNW
npeacraBuTenNb KJl04eBOro
nocrasLmka mebenu

13 Utanum Pali. AKTUBHO
NoAKYATCSA K 06y4eHUto
3KCnepTbl KATEropun.

Tak HaLMOHa/bHbINA 3KCMEpPT NO
[EeTCKOMY MUTaHUIO U TUTUeHe
Mapusa siHoBckas nposena
TPEHUHIU «MCKpeHHUI cepBUC
B MPOAAXax», a HALLMOHA/IbHbIN
3KcnepT No me6enum Anekcen
[A3to6a 3anucan Hecko1bKo
o6y4aromnx poJInkoB fno
OJHOM U3 CAMbIX CJIOXKHbIX
TOBApPHbIX rpynn —
aBToOKpecaam.

“8 «AHmMowKe» npodonkaemcs
npoyecc cucmemamusayuu
nodxodoe K oby4eHuro
COmpyOHUKO8.
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Training the staff

In 2018, Antoshka revised its service standards.

At first, the initiative group updated the rules for
working with Clients, then they transferred relevant
materials to all regions and began implementing
changes. In order for our sales people to be
constantly improving, we have begun conducting
systematic training.

“Everything related to enhancing the skills of Antoshka
employees is moving in a positive direction,” Anna
Bebeshko, Training and Development Manager says.
“We try to give the maximum benefit to our customers
through our employees. If before we only paid attention
to the training offered by our suppliers, now we ask

the Store Managers what information can be useful to
the sales people.”

We've also started using online video class formats,
where experts record a lesson and share it at the
Company communication platform. In spring, we
held several successful joint training sessions with
suppliers: in April Sergey Fedishin and Zhanna Chitak,
the managers of the Fashion category, presented
some of the main brands and explained some of their
different features to employees from the Odessa
region. The event was attended by a representative
of the Italian shoe brand Geox. In May, they received
training on furniture — a presentation was given

by a representative of Pali, a key furniture supplier
from Italy, to 30 salespeople. Different category
experts are also beginning to participate. Maria
Yanovskaya, a National Expert on Baby Food and
Hygiene, conducted a training session on “Sincere
Sales Service”. Alexey Dzyuba, a National Expert on
Furniture, recorded several training videos on one of
the most difficult topics — car seats.

* Process of systematization in personal education is
in progress at “Antoshka”.

clicked once, which ensured confidentiality).
Vladislav Burda personally wrote a letter
assuring that the Company's management
wants to hear suggestions from the
employees and is working to become one of
the best employers in the market.

“The first indicator that pleased us was
the number of participants, which is a very
important research criteria,” notes Angela
Poddubna. “Since the number of employees
who are silent can be quite a loud hint to
the management about low commitment.
For example, a person may not be
optimistic about any changes because he
or she thinks his or her voice isn't heard.
We have only few cases like this. The level
of participation was 84.2% - this is one
of the highest rates in Ukraine in terms
of employees’ involvement in such
studies.”

Speaking of quality indicators, Lvov
showed the highest eNPS index, followed
by Kharkov, followed by Odessa. As to the
departments and not taking into account
the Dream Team, Marketing was on top,
then Retail, and then Discovery team. From
the point of view of the number of years
within the Company — employees who
have been with us for 3 to 5 years seem

to have the most loyal attitude.

After receiving the results, meetings were
held in each of the business sectors in which
management developed an action plan to
improve employee commitment.

*In autumn 2019 a new eNPS study will
be organized.
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Run4Fun:

Everybody run!

Everyone finds something of his
own in running: for someone it is
leisure and rest, for the other — an
anti-stress moment, for the third —
the achievement of the result, and
for the fourth — the opportunity to
be in good physical shape. Everyone
finds his own motivation, which
encourages to run. In the RedHead
Family Corporation such a motive
was formulated in 2016 when the
first corporate Run for Fun was
held. For the fourth year already,
tradition has been maintained and
at the beginning of summer, the
Company organizes a sports day
for its employees in Odessa, Kiev,
Kharkov, Dnepr and Lvov!

This time, the Odessa Marathon
symbolically was held on
Children's Day — June 1. The event
brought together more than
200 people — the participants
of the races, their children and

a support group gathered in
Shevchenko Park. Employees
of the Redhead Family
Corporation and Invogue
Fashion Croup in branded
white T-shirts were preparing
to conquer the distance. First,
they carried out a dynamic
warm-up for the athletes, and
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RUN4FUN: BETAIKOT BCE!

B RedHead Family Corporation Takom
MOTHB CHOPMYJIMPOBAIU B 2016-M,

KOTIZa IIpoIlle/ TepBbIH KOPIIOPATUBHBIN
3aber Run For Fun. Y>ke 4eTBepThbIN

ron B KoMIIaHHMHU IIOAAEP>KUBaeTCI
TpajuLiks, U B Hayaje jieTa
OpPraHM30BBIBACTCS [JIS1 COTPYAHMKOB

B Opecce, Kuese, XapbKkoBe U JIbBOBe
CIIOPTUBHBIH [eHb!

B 3TOT pas omecckui MapadoH
CHMBOJIMYHO BBIIAJI Ha JleHb 3all[UThHI
JleTell — 1 UIOHS. Mepornpusitue
06bequHMIIO 60JIee 200 YeI0BeK —
YYaCTHUKH 3a6eroB, UX AeTH U TPyIIIa
MOIIeP>KKU COOPATHCH B ITapKe

IlleByeHKo. CorpynHuku Redhead
Family Corporation u Invogue Fashion
Group B prpMeHHBIX 6erbIX QyTOOIKAX
TOTOBHMJIMCh ITOKOPATD AUCTAHIIHIO.
CrepBa 1 CIOPTCMEHOB IIPOBe/It
OVHAMHUYHYIO PAa3MHUHKY, a I10C/Ie Jalu
CTapT CAMbIM IOHBIM y4acTHHUKaM 3abera.
3apsaaUBIIKCE SHEPTHEH OT JeTel,
3cTadeTy MPOAOJIKUIU B3pocible. CaMbIM
Bece/IbIM MOMEHTOM CTa/Ik CeMeHHBbIe
3aberu, B 3TOT pa3 BBIJE/IU/ILCH [IBE
KOMaH/Ibl: «BarHepsiTa» — KallUTaH
AHHa BarHep cobpana B KOMaH[y 8 CBOUX
POIHBIX M 6/IHM3KHX, a 33 «3D-Family»
BBICTYIIM/IM BaaguMup v CBeT/IaHa
JlOMaHKHBI CO CBOUMHU JBOMHSIIIKAMH.
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— ITocae mapagoHa noHuMAeULb, Ym0 Herm HUYe20
HeB03MO3KH020, NPOCIIO He HY5KHO c0AB8AMbCA, — CIUTAIOT
y4acTHUKH 3a6era. — IIpasdy 2080pam, 4mo sKu3Hy —
Mo KAk Mapa@oH. A 00HO U3 CAMbIX APKUX BredamAeHUil —
noddepskka koanez.

B 3TOT pas BIlepBble 32 BpeMs IIPoBefieHUs Run

For Fun KpoMe TPagHIIMOHHOM JUCTAHIIUH [0 2-X
KHJIOMETPOB Obl1a BO3MOXKHOCTb ITOIIPOOOBATH CBOU
CHJTBL B CIIPUHTOBBIX 3a6erax Ha 200 MeTPOoB. BO3MOKHO
II03TOMY KOJIMUeCTBO yYaCTHUKOB CTa/I0 PEeKOPAHBIM.
TpagULIMOHHO SKeHIIUHBI ObUIU B 60/IBIIMHCTBE, CBOK
CHMJIBI Ha TUCTAHLIMHU IIPOJEMOHCTPUPOBA/IH 39 MY;KUKH,

72 IeBYIIKHU U 51 pebeHOoK.

after that they gave a start
to the youngest participants
of the race. Charged with
energy from children — the
adults followed the relay.
The funniest moment was
the family run, this time

two teams stood out:
“Vagneriata” — Captain Anna
Vagner gathered her native
8 people into the team of
her relatives and friends,

and "3-D Family” by Vladimir
and Svetlana Domanina
participated with their twins.

“After the marathon, you
understand that nothing is
impossible, you just don't have to
give up,” the runners say.

“The truth is that life is like a
marathon. And one of the most
vivid impressions is the support
of colleagues.”

This time, for the first time
during the Run for Fun, in
addition to the traditional
distance of up to 2 kilometers
there was an opportunity

to try one's hand at sprint
races of 200 meters. Perhaps
that is why the number of
participants was record-
breaking. Traditionally, women
were in the majority: 39 men,
51 children and 72 women
demonstrated their strength at
a distance.
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RUN4FUN: BETAIKOT BCE!

B uTOre MpHU3epsl MONTYYHUIN MefalH, BnaguciiAB borHcoBHUY BYPA.
JUIUIOMBI U ITIOJAPKH OT OPTaHU3aTOPOB. OH NONpHBETCTBOBaI COOPABIIHXCH,
OTBeTCTBeHHBIM 3a HAaCTPOEHHe ToCTek a rocsie nobaarogapui Ux 3a ydyacTue:

Run For Fun TpaguIIMOHHO BBICTYIIHII

— 3ab6oTa 0 coTpyaHUKaAX — O0A4HA U3 OCHOB paboTbl Hawwen
KomMmnaHun. Beab 6M3HeC — 3TO B NepByI0 o4epenb N04N.
Yem 60s1€€ OHU MOTUBUPOBAHbDI U CHACT/IUBLI, TEM 340pOBee
aTMocdepa B KONI/IeKTUBE U yCrneLwHee KOMNaHus!
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MPU3EPDI 3ABETA
! CIPHHT 200 M, >KEHIIHHBbI
1 MecTo - 3e/IeHCKas MapuHa.
Invogue (38,3 ¢)
2 MecCTO - JlaH4YeHKO AHACTaCHSI.
RedHead Family Corporation (40,9 c)
3 MecTo - CaBenbeBa EneHa. Invogue (41,3 C)
CHPHHT 200 M, My>KYHHBI
1 MecTo - BoprHCcku HuKomam.
RedHead Family Corporation (30,6 c)
2 MecTo - JlaxHOB IOpHuH.
RedHead Family Corporation (31,0 c)
3 MecTo - JIaniTeB JIMUTPHUH.
RedHead Family Corporation (31,2 c)
3aber 1800 M, JKEHIIUHBI
1 MecTo - ’)KyKoBcKasi BaneHus. Invogue (7,56 MKH)
2 MecTo - BepceHeBa AfeHa.
RedHead Family Corporation (8,03 MuH)
3 MecTo - Onudep AHacTacus.
RedHead Family Corporation (8,15 MUH)
3aber 1800 M, My>K4YHHBI

1 MecTO - BBIYKOB MaKCHM.

RedHead Family Corporation (6,48 MuH)
2 MecCTo - Bepemiak Bagum.

RedHead Family Corporation (6,54 MUH)
3 MecTo - COpOKOXKepZeB AJleKCeu.

RedHead Family Corporation (6,55 MUH)

As a result, the winners received
medals, diplomas and gifts from

the organizers. Vladislav Burda was
traditionally responsible for the mood
of the Run For Fun guests. He greeted
the audience, and after thanked them
for their participation:

- Caring for employees

is one of the foundations
of the work of our
Company. After

all, business means
people first of all. The
healthier they are
physically, the more
motivated and happier
they are, the healthier
the atmosphere

in the team is, and

the more successful the

Company is!
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« BsanMHaa nopaep)KKa
cobcTBeHHNKOB U pasBUTHe
CeMeidHoro busHeca B YKpam-le

B smom 200y FBIN

ommemuaAa 10-1e

O KAno4vesbiX MOMEHTT

Ha 6u3Hec cemel-y4dc

0 npeumyuiecmeax cem
KomnaHull N0 cCpasHeHUo
dpyaumu, u, KOHe4YHo, 020
Komopble noceujarom ykpau
cobcmeeHHUKU cemeliH020 61I8H
0N usy4yeHus u obmeHa onelmom =
6 3mou 0630pHOU cmambe:

nng 4yero

co3gaBajsach
FBN Ukraine? =

B 2009 ropy Bnap,wcnaB ‘./4,)‘
BbICTYNUAN I/IHMLI,I/IaTOPOM ne
yypeauTtenem Accou,uau,un
BaagesnibLeB CeMenHbIX
KOMMNaHUM YKpanHbI.
Accoumnauusa I'Ipe,D,CTaBnHET
cobomn yKpauHckoe
NpeACTaBUTENbCTBO
MeXAYHAapoAHOM OpraHusaunm
Family Business Network
(FBN), ocHoBaHHOM B 1989 rop,
B FBN yyacTsyeT 6onee

4 000 CeMeNHbIX KOMNAHUN
M3 65 CTpaH Mupa

fag

— FBN Ukraine co3dasaaace kak
accoyuauyus ocHogameAeil cemeliHbx
KoMNnaHuii, — BCIIOMHHaeT Biagucias
Bopucosuu. — Kozda mbl, ocHosamea,
2080puUM 0 CO30aHUL U pa3BUMuL, Mbl
8000ywesAeHbl, HO K020a pedb 3axodum o
nepedaue, nossAatomcs mpyoHocmu. Bo-
nepebix, 3momy Huzde He yuam, Hem ocoboil
mexHoAozuu nepedaqu. Bo-smopblx, ecau
3Ma MexHoA02USA U PONUCbIBAEMCS, OHA He
gceeda cpabamolgaem, nockoAbKy 30ech ace
undusudyanbHo das kaskdoli cembuL.

ITo ybesxnenuio BnanuciaBa bypasl,
ceMeHHBIN 6H3HeC — PyHIAMEHT
IJ1s1 JOJITOCPOYHOM IePCIIeKTH BB
6usHeca U nyumasi opMa pasBUTHS
B3aHMOOTHOLIEHU B CEMbe.
ObbenrHeHHe ceMbU BOKPYT OH3HeC-
HMHTepecoB — HaKboslee BHITOJHAS
dopma MHBEeCTULIUE COBCTBEHHOTO
HMHTeJIeKTa U TaJIAaHTOB. CPaBHUB
ceMerHble KOMIIAHU U, KOTOpbIe
YIIPaBIISIOTCS CYyIIpyTaMHU, CO

BCEMH OCTa/IbHBIMHU, YHUBEPCUTET
BOKKOHU BBISICHHII, UTO [1€pBBIe
OIlepesKaloT BTOPBIX ITPAKTHYECKU

I10 BCceM ITapaMeTpaM: I10 BO3BpaTy
Ha COOCTBEeHHBIN KaITUTa/l, HU3KOMY
YPOBHIO [IOITOBOM HAaTPy3KH,
JTUKBUIHOCTH.

CeMenHbIN 6U3HeC —
PyHpaMeHT

ONS [ONTrOCPOYHOM
nepcnekTuebl 6U3Heca

M nyywas ¢opma pasBuTuUA
B3aMMOOTHOLUEHUN B CEMbe

Mutual support of @

the owners and the
development of family
business in Ukraine

This year FBN Ukraine
celebrated its 10th anniversary.
The key points of influence

on the business of families of
participants, the advantages of
family companies compared to
others, and, of course the cities
visited by the Ukrainian owners
of the family business in order
to study and share experience,
are covered by this review article.

What was FBN Ukraine
created for?

In 2009, VLADISLAV BURDA was the initiator
and Founder of the Association of owners of
family companies in Ukraine. The Association
is the Ukrainian representative office of the
international organization Family Business
Network (FBN), founded in 1989. FBN has
over 4,000 family-owned companies from

65 countries.

— FBN Ukraine was created as an association
of founders of family companies, says Vladislav
Borisovich. — When we, the founders, talk
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— I'nasroe npeumyiiecmso cemedino2o
busHeca — 8 udenmuuHocmu, Komopas
ces3aHa c mem, 4mo mbl deaaem. Bee 3Hatom,
umo, Hanpumep, 1 — 3Mo «AHMOWKA»,

a Bauecnas Kaumos u Baadumup
ITonepewHiok — «Hosas nouma». Kozda
busHec paspacmaemcs, KoAU4ecmao busHec-
I0HUMOB yBeAudusaemcs, alideHmuKoll
CMAH0BUMCA CeMbS, — TOBOPUT OCHOBATEJIb
RedHead Family Corporation. —

Ecau cpasHumb, Kak dymaem mel,
ocHosameAu, u kak dymarom Hawiu demu —
Hacaednuku (NextGen), cmaHem o4esudHo,

-
Rl
: - ge, =
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pedcmasumenu NextCen pacckasbleaton o ceoux =
A03kHOCMAX U nobedax / : !
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4mo MoA0domy NOKOAEHUIO HYKHO 8pems 045
exosxdenus 8 komnauut. Jjaa NextGen HyskHO
8blpabomamb ceot alideHmuKy.

MMeHHO Nno3TOMY BO
Bpems nuseHtos FBN
Ukraine npoxoaut
ANCKYCCUOHHAasN naHesb
NextGen, Bo BpeMs
KOTOpOM npeactaBuTenm
BTOpPOro nokKoJjieHus
CO6CTBEHHUKOB
pacckasbiBaloT

O C/I0XKHOCTSAX, Nperpapax
M no6epax Ha nyTu
BXOXAeHuns B 6usHec,
OCHOBAHHbIN UX
poanTensaMu.

HecMoTps Ha pasHble Lie/H,
COBEpILeHHO pa3Hble KOMIIAHHUU

1 pasHble IIOAXOABI K CTA’KHPOBKe,
YYaCTHHUKH AUCKYCCHH OTMEYaloT,

YTO Ilepe[] BXOKAeHHEeM B CeMeNHBIN
6r3Hec He06XOIUMO OTKPOBEHHO
IIPOrOBOPUTH COBMECTHBIE OXKUAAHHUS C
CobCTBeHHHUKOM-pPOANTeNeM, He 60sIThCs
IIPUHUMATh HeCTaHJAPTHBIe, CMeJIble
pelLleHMUs, 3aBOeBbIBATh ABTOPUTET
Cpeny MeHe/IsKepPOB KaueCTBeHHbIM
pe3y/IbTaTOM CBOETO Tpy.a.

about creation and development, we are
inspired, but when it comes to handover,
difficulties appear. Firstly, this is not taught
anywhere, there is no special handover
technology. Secondly, if this technology is
created, it does not always work, because
everything is individual for each family here.

According to Vladislav Burda, family business
is the foundation for a long-term business
perspective and the best form of developing
family relationships. Family gathering around
business interests is the most profitable form
of investing your own intelligence and talents.

Bocconi University compared the companies
which are run by spouses to all the others and
found out that the former ones are ahead of
the others in all respects: return on equity,
low debt burden, and liquidity.

The main advantage of a family business is the
presence of the identity related to what we

do. Everyone knows that, for example, | am
“Antoshka”, and Vyacheslav Klimov and Vladimir
Popereshnyuk are “Novaya Pochta”. When
business grows, the number of business units
increases, the family becomes the identity, says
the Founder of RedHead Family Corporation.
If you compare how we, the founders, think and
how our children — heirs (NextGen) think, it
will become obvious that the young generation
needs time to enter the company. NextGen
needs to work out its identity.

That is why the NextGen discussion panel
is held during the FBN Ukraine events,
during which representatives of the
second generation of owners talk about




B3AVIMHASA NOAAEPYKKA COBCTBEHHWMKOB 1 PA3BUTUE CEMEMHOIO BU3HECA B YKPAMHE

Kak npowen 10-u rog FBN Ukraine

the difficulties, obstacles and victories on the
way to entering the business founded by their

TpanuLoHHBIN GopMaT paboTel INToTamnoBbIX-KoLapHbIX, Blafie/lbLeB parents.

AccoLMalliU BKIIOYaeT B cebst deTrIpe KPYIIHOH CeTH 300MapKeTOB,

BCTPeYH YKPAUHCKUX COOCTBEHHUKOB Ha OTKpOoBeHHIMHU NextGen 0 BXOXKIAEHUU Despite different goals, completely different
[IPOTSDKeHUM Iofia. B 2019 rony repBeIM B CEMEeMHBIH 6U3HeC, apT-AHATI0TaMH companies and different approaches to
MecToM cbopa cTan XapbKoB, Kyaa C IIpeiCTAaBUTEeISIMU TBOPYECKOH internships, the participants of the discussion
IIpHUeXasy 40 BlafesblieB CeMeHHbIX 3JIMThI, BUSUTOM B XapbKOBCKYIO note that before entering the family business,
KOMIIaHHMM . IBeHT 3aIIOMHHUJICS IIKOJTy aPXUTEKTYPhI, BOPKIIIOIIAMH, it is necessary to be frank and open about
BIIEYAT/ISAONEH 3KCKYPCHEel Ha 3aBOJ, MacTep-KJIacCaMH 1, KOHEYHO JKe, joint expectations with the owner-parent,
Kopropauunu UBC Group, TeIibiM FaCTPOHOMUYECKMMHU OTKPBITUSIMHU U not to be afraid to make out-of-box solutions
IIPHEeMOM IJIABHOI'O XOCTa — CeMbH 3aK/IIOYUTEIBbHBIM KYJIMHAPHEBIM ILOY. and bold decisions, to gain credibility among

managers with the high-quality result of their
work.

What was
the 1oth year
of FBN Ukraine like?

'apxumexmypbt O'AEZ Jlpo3dos
1 One2 MuxatineHko /

L

The traditional work format of the
Association includes four meetings of
Ukrainian owners throughout the year. In
2019, Kharkov became the first gathering
place, where 40 owners of family companies
arrived. The event was best remembered
for an impressive tour to the UBC Group
factory, the warm welcoming of the main
host — the Potapov-Kosharny family,
owners of a large pet shop chain, NextGen
revelations about joining the family

business, art dialogs with representatives of
the creative elite, a visit to Kharkov School
of Architecture, workshops, master classes
and, of course, gastronomic discoveries and
the final culinary show.
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JleTHuit uBeHT FBN Ukraine
IIpoLIe I1of, 3HaKOM OZleccKoro
MEeKIYHAPOLHOIO KUHOQECTUBAJIA.

Ha 33-11 BcTpede, KOTOpasi COCTOS/IACh

B utone B Opmecce, cobpanock bosee

70 IIpefiCTaBUTe/IEl CeMerHOro br3Heca.
YYaCTHUKH II03HAaKOMHUIIHCH C CeMbeHt
6aHKkMpa BagrmMa MopoxoBCKOTO,
yIyOH/IHCh B IIPO6IEMBI BBITOPAHHUSI

B 6u3Hece ¢ mpodeccopom [Isro3epom
ACTpaxaHOM, IIOCETH/IH HOBBIH
KuHoTeaTp Multiplex cembu
TpodrmeHKo u mooburanucek c CEO
KOMIIaHHHY BuTasnem ITrcapeHKo,
06CynuIM TOHKOCTH BIUSIHUS
ponuTesnei co CBITOCIaBOM
Bakapuykom, ysHanu y NextGen,

KaK IIpoIlljIa CTAKKPOBKa B CEMEMHOM
6r3Hece, IIPOIUIH 110 OIeCCKOMY
XyIOXKeCTBeHHOMY MY3€eI0 C XyJOKHHUKOM
AnexkcanzapoM PorTOYpIoM U IPUHSIIH
ydacTHe B MepoIpUsTUAX OfeccKoro
MeKIYHAPOLAHOIO KUHOGEeCTHUBAJIS.
Briepssle B uctopuu FBN Ukraine Ha
3TOM MBeHTe MOSIBUINCH 061agaTenu

JIeHTO4YeK KPACHOTO IIBeTa: UX BPYUH/IH
NowGen — teM 13 NextGen, KOTOpble
y’Ke aKTHBHO BOLIIH B CEMEeNHBIN
bu3Hec.

FBN Ukraine summer event was marked by
the Odessa International Film Festival.

At the 33rd meeting, which took place in
Odessa in July, more than 70 representatives
of the family business gathered. The
participants got acquainted with the family
of banker Vadim Morokhovskiy, delved into
the problems of burnout in business with
Professor Joseph Astrachan, visited the new
Multiplex cinema which belongs to the
Trofimenko family and talked with Vitaly
Pisarenko, CEO of the company, discussed the
intricacies of the influence of parents with
Svyatoslav Vakarchuk, they got to know how
NextGen internship in the family business
went, walked through Odessa Art Museum
with the artist Alexander Roytburd and took
part in the events of the Odessa International
Film Festival. For the first time in the history
of FBN Ukraine, owners of red ribbons
appeared at this event: they were presented
to NowGen — those from NextGen who
were already actively involved in the family
business.

47 participants from Ukraine came to the
34th event of FBN Ukraine, which was held
in late September in picturesque Italian
Tuscany. The guests were hosted by the
Vittoria, grand daughter of the legendary
Salvatore Ferragamo — and Dario Voltattorni,
the Executive Director of the Italian Family
Business Association (AIDAF). During the
visit to the headquarters of the Salvatore
Ferragamo brand of premium Italian
shoes, the participants of the meeting got
acquainted with the rich history of the
company, which has more than 9o years.
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Ha 34-11 uBedT FBN Ukraine,

KOTOPBIH IIPOILET B KOHIIEe CEHTSOPs

B >KHBOITHCHOM UTa/IbSIHCKOHN

TockaHe, ITpUeXa/IH 47 Y4aCTHUKOB U3
YKpauHEL. [0CTer NIPUHKMa/Ia BHy4Ka
nereggapHoro CanbpBasope Pepparamo —
BUTTOPHS U UCIIOTHUTETBHBIN JUPEKTOP
Acconpalivy ceMerHoro 6r3Heca
Hranuu (AIDAF) lapro BonTaTopHH.

Bo BpeMsi BU3HTa B ITab-KBapTUPY
6peHa IpeMUAIBHON UTATbSHCKOHN
obyBu Salvatore Ferragamo y4acTHHUKH
BCTPEeYH IT03HAKOMHU/IHCH C boraTomn
HCTOpH el KOMIIaHHUH, KOTopast
HaCUMUTHIBaeT bostee 9o j1eT.

Then Andrea Bartolozzi, representative of
the second generation of Vetreria Etrusca
business, and his brother told how the family
managed to turn a small manufactory into a
large-scale manufacturer of exclusive glass
containers, tableware and decor.

Then the participents met with the Piero
Yakomoni and Barbara Bertochchi family —

the founders of the brand of luxury children's
clothing Monnalisa, which is now sold in 60
countries of the world (the Burda family are
their representative in Ukraine). The finale of the
Italian adventure was remembered for the rally
on the Fiat 5oo retro cars and the opportunity
to "hunt" for real truffles in the forest.

The power of family
support

One of the most prominent guests of

the event in Odessa was SVYATOSLAV
VAKARCHUK, the frontman of “Okean Elzy",
the member of a political party “Golos”,
musician, Honored Artist of Ukraine. He
sincerely talked about his relationship with
his father, career choice, leadership, family
relations and the future of Ukraine.

“I'had a problem with the cult of my father.
When you have a successful, famous father,

it is very difficult for you to perceive him
somehow differently than on a pedestal”, says
the musician. “At 32, he was a young professor,
quickly became the Head of the Department of
theoretical physics. Then he got into politics,
and in 1979 he became a Deputy of the Supreme
Soviet of the RSFSR. Since my father was
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Janee npefcTaBUTeNb BTOPOTO an authority for me, | decided to become a
rokoseHus busHeca Vetreria Etrusca physicist. However, at some point | realized that
AHpnpea BapTonounu c 6paTom | want to be a musician. I felt with all the fibers
pacckasanu, Kak ceMbe yAan1och of my soul that my dad will not get on board
13 HebOo/IBIION MaHY)aKTyphI with it. However, he never said anything against,
[IPEeBPATUTHCS B MacIITabHOro but | saw that he was very disappointed.”
IIPOK3BOAUTES SKCKIIO3UBHOK
CTeK/ISHHOM TapEhI, IIOCY/BL U IeKOpa. Vakarchuk senior was not attending his son’s
concerts for the first seven years. He explained
ITocre BCTpeTHIHCE C ceMbel I1bepo this by superstitions and by the fact that he
sIkoMOHH U Bapbapsl Beprouun — did not want to “spoil karma”. And in 2002, he
OCHOBaTeIsIMH OpeH/1a TIOKCOBOHM first came to the concert of “Okean Elzy".
IeTcKo¥ omeskabl Monnalisa, koTopas
i . IIpoJaeTCs ceryac B 60 CTpaHax MHpa "After the show, he came up to me with tears,
A 1 ' § ] (B YKpauHe ee IIpe[iCTaBUTENIEM hugged me and admitted that he was very
Baaducnas u Tambaxa Bypoa c cembell ocHosameneli bpeHda modHoL . .
sSIBJIsIeTCs ceMbsi Bypra). excited. We became close friends and nevermore

demcroii odexdst Monnalisa /

had a barrier in communication,” says Svyatoslav.

Cos L i ®PHUHAI UTATBSIHCKOIO IIPUKIIOYeHHUS
3aIIOMHMJICS aBTOIIpoberoM Ha JOSEPH ASTRACHAN, a Professor at
peTpoaBTOMOOHMIBUMKaX Fiat 500 Kennesaw University, USA, a leading specialist
U BO3MOXKHOCTBIO «II0OXOTHThCSI» B JIeCy in family business, and a member of the
Ha HaCTosIIHe TPodesu. external Board of Directors of RedHead Family

Corporation, spoke about the importance of
family relations in business.

"According to the research, at least 2/3 of
workers in the United States claim that they
constantly experience emotional burnout. For
burnout, it doesn’t matter how passionate

you are about your business, how you treat
employees, whether you avoid risks, how big
your financial pillow is,” says Joseph Astrahan.
“The only thing that really matters is whether
your family really supports your business ideas.
If the family does not support you, the likelihood
of burnout increases incredibly. If your family
requires too much of you or does not appreciate
what you are doing, you are at risk for more
than just disappointment.”
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Cuna ceMeMHOM NoAaaepXKKu

OpHuM 13 Haubosee IPKUX FOCTEH
0[1eCCKOTO MBEHTA ObLI THep IPYIIIIEL
«OKeaH J/1b3bI» U IapTHH «['0710C»,
MY3BIKaHT, 3aC/y>KeHHBIN apTHUCT
YkpauHsl CBATOCIIAB BAKAPYYK.

OH HCKpeHHe paccKa3al 06 OTHOLIEHHUSIX
c oTLIOM, BEIGOpE IpodeccH,
TUIepCTBe, CeMEeMHBIX OTHOLIEHUIX

u 6yaymemM YKpauHBI.

Cessmocnas Bakapuyk, dpoHmmen 2pynnbl «OKeaH Ib3bl», 8bicmynua Ha odecckom usenme FBN Ukraine

— Y mens bblaa npobaema Kyabma omua.
Kozda y sac ycnewiHbLil, ussecrmHblil omeu,
8aM 04eHb CAOKHO B0CNPUHUMAMb 20 KAK-T0
UHaue, Yem Ha nbedecmane, — paccy>kfaet
MY3BIKAHT. — B 32 2004 0H 6611 Mmon0dbim
npopeccopom, bbicmpo cmaa 3a8edyrousum
kapedpoii meopemuueckoli pusuku. 3amem
nonas 8 0AUMUKY, a 81979 200y cmaa
denymamom BC PCOCP.
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Mockonbky oTew, 6611 A9 MeHs
ABTOPUTETOM, Sl pelunna cTaTb
$dun3nkom. OgHaKko B KaKkom-To
MOMEHT MOHSJI, YTO XO4y 6bITb
MY3blKaHTOM. Sl YyBCTBOBAaJI
BCceMu ¢mbpamm cesoen ayuin,
4YTO Nana 3To He BOCMPUHMMAEeT.
OJAHaKo OH HY pa3sy He cKas3as
HUYero NpoTUB, HO S BUAEJ, YTO

OH rny60Ko pa3oyapoBaH.

BakapuyK-CTapIIMH He XOLHI

Ha KOHLIEPTHI ChIHA [IePBbIe CeMb JIeT.
OOGBSICHSI 3TO CYeBEPHOCTBIO U TeM, UTO
He X0YeT «IIOPTUTh KapMy». A B 2002 TOIy
BIIEPBEIE IIpHexas Ha KOHLepT «OKeaHa
DJIb3BI».

— ITocae 8bicmynAeHuUs OH CO cAe3amu
nodouien, 06HAA MeHA U NPUSHAACS, YIMO OH
ysAedeH. Mol cmaau 6auskumu dpy3pamu u
HuKoz2da boabuie He uyscmeosaau bapbepa

8 06ueHuUL, — paccKkasbiBaeT CBSTOC/IAB.

Emotional support of the family gives the
comfort that can reduce the reaction to stress
in other situations.

“It is important to have family members
understand why you need support. That

is why family gatherings, meetings, advice

are important — any communication format in
which family members can understand what you
do at work. You should not be a quiet hero who
does all the work by himselfor herself and does
not allow anyone to understand how difficult
itis. It is equally important sometimes to held
a board meeting and a family meeting at the
same time.”

Board as a guarantor
of a stable company
growth

In reviews of current issues of family-owned
companies, the President of FBN Ukraine
often talks about the difficulties which
accompany the handover of business from
founders to their heirs.

At one of the meetings, Vladislav Burda
talked more specifically about the cases of
Yahoo, Uniliver and Rio Tinto, stating two
“sustainability rules” of a family business:

the necessity to be guided by best practices,
including public companies, and the presence
of a inevitable “protector” for a family
business in the form board of directors (or
“board”).
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O BasKHOCTH CEMEHHBIX OTHOIIIeHUH
B 6r3Hece roBOpuII Ipodeccop
YuuepcuteTa KeHHeco (CIIA),
BeyIIHUI CIIeLIHMAIKCT II0 BOIIPOCAM
ceMeriHoOro 6K3Heca, WieH BHEIIHero
coBeTa aupekTopoB RedHead Family
Corporation [I)xo3ed AcTpaxaH.

— CoznacHo uccaedosanusm, He meHee

2/3 pabomHuckos 8 CILIA ymeepskdatom,
4IMo NeperUsalom IMOUUOHAAbHOE
8bl20paHUE NOCMOAHHO. [IAA 8bl20paHUs
He UMeerm 3HA4eHUS, HACKOALKO CMPACIHO

8bl 0MHOCUMECH K C80eMY DeAy, KaK
omHocumeco K pabomuuram, usbezaeme

AU PUCKO8, HACKOABKO BeAUKA 8ALUA
PuHnaHcosas nodywika, — roBopuT JIxko3ed
ActpaxaH. — EduHcmaenHoe, umo umeern
peaAbHoe 3HaueHue — eilicmauUMmeAbHO AU
sawia cembs noddepskusaem sauiu busHec-
udeu. Ecau cembs He noddepskusaem sac,
8EpPOAMHOCIIb BbI20PAHUA B03pACTIALM
HesepoamHo. Ecau sawa cembs mpebyem om
8aC CAUWKOM MHO20 UAL HE LeHUI MO, 4mo
8bl deaaere, 8am 2po3um Heurmo boabuiee,
HeM npocmo pasouaposaHue.
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OMoLuMOoHaNbHas
nopAep>xka ceMbu paet
TOT KOMPOPT, KOTOPbIN
No3BOJISET YMEHbLIUTDb
peakLuio Ha cTpecc

B APYrux CUTyaumax

— BaskHo, 4mobbl uAeHbl ceMbU OHUMAAU,
3a4em 8am Hy>kHa noddepskka. imenHo
Nn03Momy 8askHbl cemeliHble BCmpeUu,
cobpaHus, cosembt — Atboil popmam
0buieHUS, 8 KOMOPOM HAeHbL CeMbl CMO2YM
NOHAMb, YeM 8bl 3aHUMAeMeCh HA pabome.
He cmoum 6bimb muxum 2epoem, Komopbiii
acto pabomy deaaem cam u Hukomy He daem
803MOKHOCMU NOHSMb, HACKOALKO 31M0
cnoxkHo. He meree 8askHo uHozda nposodump
cosewaHue cosema OUpekmopos U cemeliHyto
acmpeqy 00H0BPEMEHHO.

| Dpogeccop .

JIko3e Acmpaxa,
YHusepcumem
KenHeco (CIIIA)

“Once | asked my Harvard teacher a question:
“What is the difference between a company
with a board and a company without a board?”
He replied that a company without a board
would never become institutional. In fact, no
matter what size it is, from the point of view of
professionalism, it remains a small store,” says
Vladislav Burda. — “If you make a professional
board, like a public company, and at the same
time have the freedom to make decisions, like
a family company, you can achieve greater
results on the basis of this combination.”

The first board that was built inside FBN
Ukraine is the board of the agricultural
company “Barkom”. The company
management says that 3 years after launching
the board, many indicators grew due to

the calm and friendly communication within
the family. Moreover, the conflicts went away
with the appearance of the Board of Directors,
which sorts out difficult situations.

“Why is an external Board of Directors good
for the company? Its availability systematizes
management efforts, forms a framework for
management, CEO and owner,” says MAXIM
BAKHMATOV, the member of the Board of
Directors of Multiplex Holding.

“The frame contributes to the growth of the
project. If it is not there, the rigidity of the
financial structure is lost; the organization
cannot develop in a sustainable way.

The fact that the owner of the company and

a member of his family are members of the
board does not slow down the development
of the company, but rather shows the owner's
interest in the unbiased view of the business.
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bopAa Kak rapaHT

CTabunbHOro pocta KOMMNaHUn

B 0630pax aKkTya/lbHBIX IIpobieM
CeMeMHBIX KOMIIAaHUH Mpe3ueHT FBN
Ukraine 4acTo roBOPUT O TPYAHOCTSIX,
COITPOBOKIAIONIMX MTepexof br3Heca
OT OCHOBaTeJIeHt K HacJIeJHHUKaM.

Ha onHom u3 BcTped Bnagucnas Bypaa
IOIpO6HO OCTAHOBHIICS HA KeHcax
koMIaHui Yahoo, Uniliver u Rio Tinto,
cdopMyIHPOBaB [1Ba «IIpaBHIa
YCTOMYHMBOCTH» CeMeHRHoro br3Heca:
HeoOX0AMMOCTb PYKOBOZACTBOBAThCSI

JyYLIMMH IIPAaKTUKAMH, B TOM YHCIIe
Hu HY6]'II/I‘{HBIX KOMHaHHfI, H Ha/In4yHe
y ceMeHHoOro 613Heca 06s53aTebHOTO
«IIpeOXpaHHUTeNIsI» B BHE COBETA
IOUPEKTOPOB (M «6opzaar). Bee 6onblie
CeMeHMHBIX KOMIIaHUH CO3[aI0T COBETHI
C y4acTHeM He3aBHCHMBIX TUPEKTOPOB
Y HAYMHAIOT aKTUBHO HCIIOIb30BaTh
3TOT yIIpaB/leHYeCKUH HHCTPYMEHT IS
POCTa 1 KOHTpOJIsI bH3Heca.
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— OdHaskdvt 8 30daa sonpoc caoemy
npenodasameato uz Tapsapda: «Yem
omaudaemca komnaus c bopdom om
komnauu 6e3 bopda?» OH omaemua, 4mo
Komnaxus be3 bopda Hukozda He cmarem
UHCMumyyuoHaAbHoll. ITo cymu, Kakozo

661 OHa He bblAa pasmepa, ¢ MOUKU 3peHus
npoQeccuoHau3ma oHa ocmaemcsa MeAkol
Aa804Koll, — TOBOPUT Braaucnas Bypaa. —
Ecau 8bl cdenaeme npodeccuoHanbHblii 6opd,
KaK y ny6AuMHOl KOMNAHUL, U npU IMom
bydeme umemsp 80600y npuHamusa peuteHu,
Kak cemetinas Komnauus, Ha 6ase Imoll
KombuHauuu cmoskeme dobumsca 6oabLue2o
pesyabmama.

IlepBBIi1 60p/, KOTOPBIH OBLI IOCTPOEH
BHYTpU FBN Ukraine, — 6opx
CeJIbCKOXO03SIFICTBEHHOM KOMITAaHUH
«bapkoM». PyKOBOZACTBO OTMeYaeT, 4TO
Yyepe3 TPH rofa Iocie 3amycka 6opaa
MHOTHe I10Ka3aTe/IH B3/IeTe/Id BBepX
HMeHHO 6/1arofapsi ClIoKOMHOMY 1
IpykenrobHoMY 0bIIeHHIO BHYTPH
ceMbH. [IprueM KOHGIHKTHI yILTH

C IIOSIB/IeHHEeM COBeTa IUPeKTOPOB,
KOTOPBIN Pa3pyIHBaET CJIOKHbIE
CUTyalllH.

KomnaHusa
6e3 6oppa
HUKOrga He cTaHeT

MHCTUTYLLMOHA/IbHOW

The Owner made an absolutely
sound decision to create

a supervisory board, having
considered how capable he is of
letting go some management
stuff. This requires a certain
courage: being constantly
immersed in the affairs of the
company, it is psychologically
difficult to follow the advice of
outside observers. But for the
benefit of stability, the company
should work on itself and trust
the supervisory board. For
independent Board of Directors
members, this is also a priceless
entrepreneurial and human

experience.

“This autumn it will be a year since we, the
members of the board, have been helping
Multiplex cinema chain to develop.” —
continues Bakhmatov. — During the fourth
meeting since the creation of the board, it
became clear how we are doing. You can see
the progress in the organization and planning
of the company. From board to board session,
the owner is convinced that a reqular report to
the Board of Directors has a beneficial effect
on the company, new impulses for development
appear.”
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— ITouemy sHewHuil coserm dupekmopos —

3mo xopowio 0s Komnanuu? E2o Haauuue
cucmemamu3supyem ynpasneH4eckue ycuaus,
popmupyem pamxy das pyrosodcmea, CEO

U cobcmeeHHUKa, — cartaeT Makcum
BaxMaroB, ujleH coBeTa AUPeKTOPOB
Multiplex Holding. — Pamka cnocobcmayem
pocmy npoekma. Ecau ee Hem, mepsaemca
3KecrmKocmb PUHAHCOBOLL CMPYKMYpbL,
OpeaHu3ayus He Mosxem cmabuabHo

B3AUMMHASA NOALEPXKKA COGCTBEHHWMKOB M PA3BUTWE CEMEMHOTO BU3HECA B YKPAMHE

passusambcs. To, 4mo cobcmaeHHUK KOMNAHUL
U 4AeH e20 Cembl S8AA0MCS YaeHamu bopda, He
MOpMO3UM passumue Komnaxuu, a Haobopom,
N0KA3bl8AEI 3AUHMEPecOBAHHOCb
cobcmeeHHUKa 8 Henpeds3amom 832nsde Ha
6usHec. CobcmaeHHUK npuHAA ABCoAMHO
30pasoe pewuerue co30armb HAbAOAMeAbHbIL
coser, npedsapumenbHo 06dymas, HACKOALKO
crocoben «omnycmume» o ceba me uAu UHble
ynpasneH4eckue setu.

B Odecce yKpauHckue cobcmeeHHUKU scmpemuauch

c CEO komnaruu Multiplex Bumaauem ITucapeHko

3aecb TpebyeTcs
onpepenieHHOEe MYXXeCTBO:
6yAy4M NOCTOSAHHO C r0JIOBOM
NOrpy>XeHHbIM B gena
KOMMaHWUN, NCUXONIOTNYECKU
CJI0OXKHO c/iefoBaTb cOBeTaM
CTOPOHHUX HabaopaTenen.
Ho pagu ctabunbHoOCTU

KOMMNaHuu cTouT nopaboTtaTtb
Hap, co60M N NPOHUKHYTbCSA
AoBepueM K HabaogaTtesbHOMY
coBeTy. 1N He3aBUCUMDbIX
4Y/1IeHOB COBeTa AUPEKTOPOB

3TO ToXe 6ecLeHHbIN
npeanpuHNMATENbCKUN

M YesioBe4YeCKUM ONbIT.

RedHead Ne15 / 2019

— OceHbto bydem 200, KAK Mbl, HAeHbl

opda, nomozaem cemu KUHOMeampos
Multiplex paszsusambcs, — IIPOROIKAET
Baxmaros. — Bo 8pems uemasepmoii scmpeuu
€ MoMeHma co30aHus cosema, cmano 8udHo,
4mo y Hac noaydaemca. Budex npozpecc

8 0p2aHU3ALUU U NAGHUPOBAHUL pabombl
komnaxuu. Om 6opda k 6opdy cobcmeeHHUK
ybeskdaemcs, umo peeyAapHblli omuem neped
cosermom dupexmopos 6Aa20meopHo 8AUSem
HA KOMNAHUI0, NOSABASIOMCA HOBbLE UMY AbCL
K pasumuto.

Kaxxabii U3 YieHoB coBeTa
Multiplex Holding kypupyet

cBO€e HanpaBJieHUe.

Bo3rnasisieT 60pa Bnagucnas
Bypaa, ocHoBatens u CEO RedHead
Family Corporation. Bcem, 4To
CBsI3aHO c HabopoM U obydueHHEeM
COTPYAHHKOB, 3aHHMMaeTcsa OKcaHa
CeMeHIOK, coocHOoBaTenbHHUIIA U CEO
KOMIIAHHH I10 PAa3BUTHUIO INJEePCTBA
Changers. PekoMeHIaLIUH I10
GHUHAHCOBOMY ayIHUTYy U BeIeHHUIO
byXraJTepuu OTCIeKHUBaET
Anexcangp ITouKyH, yIpaBasoOIHHN
IMapTHep ayAUTOPCKOM K
KOHCa/ITUHTOBOH KOMIIAaHHUHU

Baker Tilly Ukraine. Bragucnas
YeyeTKHH, CO3aTe/b U COBIaesier]
Rozetka.ua, comeficTByeT pa3BUTHIO
LK PPOBEIX PellleHUH 1 HaIlPaB/IeHHIO0
e-commerce. B 6opze COCTOSIT TakKe
cobcTBeHHUK KOMITAaHUU Branumup
TpopuMeHKO U ero no4b KceHus
TpopuMeHKO.

Each member of the Multiplex Holding Board
supervises his or her own direction. The board
is headed by Vladislav Burda, the Founder

and Owner of RedHead Family Corporation.
Everything related to the recruitment and
training of employees is handled by Oksana
Semenyuk, co-founder and CEO of "Changers”
leadership development company. The
recommendations on financial audit and
bookkeeping are monitored by Oleksandr
Pochkun, Managing Partner of the audit

and consulting company Baker Tilly Ukraine.
Vladislav Chechetkin, Creator and Co-Owner
of Rozetka.ua, contributes to the development
of digital solutions and the direction of
e-commerce. The Owner of the company
Vladimir Trofimenko and his daughter Ksenia
Trofimenko are also on the board.

Research data from FBN International from
65 participating countries from Germany

to Bolivia, from Finland to Ukraine, prove
that a family business is more durable. And
this happens for a number of factors. For
example, family-owned companies have tight
control over the use of resources and lower
staff turnover, and strategic thinking is in
their DNA. General statistics says that 30%
of family businesses are handled over to the
second generation, and 13% to the third.

By the way, Ukraine is still
the only country in the
post-Soviet space that has

an FBN branch.
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[laHHble uccnedosaHuli FBN
International u3 65 cmpaH-
ydyacmHuy, om l'epmaHuu 0o
Boausuu, om ®uHASSHOUU 00
YKpauHbl, 00Kasblearom, ymo
cemeliHblli 6u3Hec donzose4Hee.
M npoucxodum 3mo no ueanomy
psody ¢akmopoe. Hanpumep, 6
cemeliHbIX KOMNAHUSX XXecmKull
KOHMPpPOAb UCNONb308AHUS
pecypcoe u HuXke meky4ecmo
Kadpoe, a cmpamezau4veckoe

MbllAEHUe 3aA0XKEeHO 8 UX
AHK. Obwas cmamucmuka
ymeep>xdaem, 4mo 30%
cemeliHbix 6u3Hecoe nepedarom
8Mmopomy nokoneHuto, a 13% —
mpempemy.

Kcmamu, YkpauHa —
no-npe)xHemy eOUHCMGEEHHAsl
CmpdaHa Ha hocmcoeemckom
npocmpaHcmee, kKomopas umeem

omoeneHue FBN.

FBN Ukraine — 3To0:

» 60/1ee 50 ceMenHbIX
KOMMaHumn

* 18 pasaInyHbIX 6BMU3Heca

* 35 UBEHTOB 3a 10 /1IeT

* 9 IYH4LINX KHUT
no cemMemHoMmy 6usHecy
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[ToMHMO 3HAaKOMCTBA C yKPAaHUHCKHUMU
KOMOaHUsAMHU, wieHsl FBN Ukraine
[I0CEIIAI0T HHOCTPAHHBIE CEMeHHbIe
6r3HecH!, 1 pa3 B o BEIOKpast Ays
BH3KTA OTZEIbHYIO eBPOIIEICKYIO
CTpaHy.

3a 10 JIeT AeATelbHOCTU ACCOLIMALluU
ee y4aCTHHUKHU I103HAKOMUJIHUCh

c 6osree yeM 100 ceMeMHBIMHU
KOMIIaHHSMH, [IPOBeJIU 35 UBEHTOB,
OTKPBUIH COOCTBEHHOE H3aTe/IbCTBO:
IepeBe/leHO U M3/1aHO0 9 KHUT 110
TOHKOCTSIM yIIPaB/IeHHs CeMeHHON
KOMIIaHHel, a C 2017 T0JIa BBIXOJUT
SKypHaI «CeMeHHBIN bu3HeC».

B mekabpe 2019 rofia COCTOMTCS

IIepBasi LIePeMOHH S HarpaskaeHH s
Family Business Award, Ha KoTopo¥
OymeT ompeneneHa Jy4Inas ceMeHHast
KOMITaHHMSI YKPaHHEI [IPH COIEHCTBHH
HEe3aBHCHMOT0 MeSKIyHaPOLHOT0 SKIOPH.
MO3KHO CMeJIO YTBep>KIATh — 10 JIeT
pabotel FBN Ukraine nMeIoT LOCTONHBIE
pe3yJIbTaT, KOTOPBII OLIeHHIH JeCSITKU
pyKoBo#uTesel 613Heca.

CTQPT T
ey pic LY
# Businegs "1’!"-'"
} Awards P& |
% Ukraine

FBN Ukraine has over
50 family-owned companies

from 18 business areas.

In addition to acquaintance with Ukrainian
companies, members of FBN Ukraine visit
foreign family businesses, choosing a European
country for a visit once a year.

Over the 10 years of the work
of Association, its participants
got acquainted with more
than 100 family companies,
held 35 events, opened their
own publishing house: g books
on the intricacies of managing
a family company were
translated and published, and
since 2017 the Family Business
magazine has been published.
In December 2019, the first Family Business
Award ceremony will be held, at which the best
family company of Ukraine will be determined
with the assistance of an independent
international jury. It can be safely stated that
10 years of work of FBN Ukraine have a decent

result, which was evaluated by dozens of
business leaders.
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