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CEPVA MEXOYHAPOOHbIX CEMUHAPOB

H)XXEK TPAYT

10 okTAbPA 2006, MappuoTT paHg Otenb, MockBa

Mo Bawum MHOro4McneHHbIM npocb6am ogHOAHEBHbIW MacTep-Knacc:

Ctpaterua Cneuunanusauuu B Poccuu

[laHHaA cTpaTerMA MOXeT NOTEeHLHaNbHO CTaTb 04eHb BaXKHOM gnA POCCMUCKHUX KOMMaHWH. [hxek
TpayT 6yaeT geTanbHo 06cyXpaaTh aTy TeMY C HCMONb30BaHHEM LieNIoro pAAA Kak yAa4HbIX, Tak U He
0Y4eHb YAa4HbIX NPUMEPOB, 3aMMCTBOBaHHbIX UM HENOCPeACTBEHHO W3 POCCHICKOH NPAKTHKH.

CrioHcop:

"NESPRESSO.
www.leadersinmoscow.com




Bocnonb3yWTecb CKWAKaAMH MpH
KOpropaTUBHOM GPOHUPOBaHWUH —
C3KOHOMbTe A0 20 %!

In 2006 the Leaders in Moscow team brought a group of the
finest, most diverse and accomplished speakers to Russia.
More than 1000 delegates have attended The Leadership
Series. Our meetings offer a rare opportunity to listen, to learn
from and be inspired by some of the world’s highest achievers.

LEADERS IN MOSCOW
AMOEPbI B MOCKBE

B 2006 rogy komaHpa «Jlugepel B MockBe» npedcTasuna B Cepuu
MeXOyHapoaHbIX CEMUHAPOB Lienylo Nneaay BbiAAIoOLLMXCA TMAEPOB MAPOBOrO
6u3Heca. YyaCTHUKaMKM LyKna MeponpusTiiA NO YNpaBfeHuio U NMOepcTBy
ctamu  6onee 1000 u4enosek, MOMYyUMBLUMX PEOKY0 BO3MOXHOCTb
BOOXHOBNAIOLLEr0 OOLLEHUA C MYULIAMM U3 NYYLLKX.

«OYeHb LieHHoe obLLeHne u uHpopMaLus 411 TEX, KTO LeUCTBUTEbHO 3aMHTEPECOBAH B
YCreLHOM yrpaBneHnn koMmnaHuen.» puHa 3opuHa, IBS
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“Extremely valuable. Gives a lot of thoughts and energy! Helps to drive business further.”

Sergey Popov, 000 Wrigley

The Leadership Series events are an ideal meeting place for the
domestic and international business communities from across all
industry sectors. Make sure you take advantage of the outstanding
networking opportunities.

For special discounts and benefits for group booking
discounts contact Ekaterina Panasevich on +44 20 7017
7437, email: kathia.panasevich@leadersinmoscow.com

Cepusi CeMWHapoB 3TO  MECTO BCTPEYM YYaCTHUKOB MEXLyHapogHOro
coobuiectsa, MpencTBATENEN BCEX CEKTOPOB 3KOHOMMKM. Ha 3Tux
MeponpuaTUax y Bac ecTb BenukonenHas BO3MOXHOCTb 3aBA3aTh EnoBble
KOHTaKTbl. YTO6bI MONY4YUTE MHCOPMALIMIO O KOPNOPaTUBHBLIX CKMAKaX,
noxany#cTa, o6palyaiteck k EkatepuHe MaHaceBuy no Ten: +44 20 7017
7437 vnu anekTpoHHOH noyTe: kathia.panasevich@leadersinmoscow.com

The world-known Nespresso company, one of the fastest growing
business units of Nestle Group, has developed a unique integrated system
combining an elegant and compact coffee machine, superior quality
ground coffee in a unique capsule design, created to prepare ideal coffee,
and personalized service in the Nespresso Club.

With Nespresso machines, making of espresso is a pure pleasure: just
select one capsule of the vast range of 12 Grand Crus and get precisely
the coffee you prefer, with sour or bitter notes, strong or decaffeinated. In
the middle of 2004 Nespresso Professional entered Russian market, providing offices of the
major world companies, prestigious hotels and restaurants with stylish and reliable coffee-
machines and high-quality Grand Cru coffee varieties.In addition, Nespresso offers coffee
connoisseurs an opportunity to plunge into the espresso world. Nespresso Boutiques operate
in all major cities across the world. The exclusive Nespresso Boutique at Novinsky Passazh
shopping center (31 Novinsky Blvd., Moscow) features all key components of the Nespresso
system: high style and advanced technologies, personalized customer service and perfection
in every last detail. For more detailed information about Nestle Nespresso S.A. please refer
to our web-site: http://www.nespresso.com/ru;  Nespresso  Professional —
WWW.NESPressopro.ru

The International Leadership Series sponsored hy:

N
"NESPRESSO.

BcemmpHo n3secTHas komnanua Nespresso, Bxoasiuas B 'pynny Nestle, paspabotana
YHUKaNbHYIO KOMMNEKCHYIO CUCTEMY, B KOTOPYIO BXOAAT BneraHTHas W komnakTHas
Kothe-MalLnHa, NpefiHasHaueHHas [Ns NPUroTOBNEHUS MOeanbHOro KOde — OTINYHOTO
0T M1060ro ApYroro, CyLECTBYIOLIEro B HACTOALLEe BPEMS, MOOTHIA KOhe HauBbICLLEro
Kau4ecTBa B YHUKaNbHbIX Kancynax 1 nepcoHan1anposanHsii cepeic B Knybe Nespresso.
K 2004 ropy komnaus Nespresso Bbillfia Ha OCHOBHbIE PbIHKM M Ha AaHHbIA MOMEHT
npencTasneHa 6onee Yem B TPUBLATM CTPaHax. HeT HUYEro NpusTHeE M npoLLe, Yem
MPUroTOBUTL 3CMPecco Ha kodie-malumHe Nespresso: BbiGpaB HyXHYio kancyny K3
6oraToro accopTMmeHTa, BKtovaroLero 12 Grand Cru, MOXHO NPUrOTOBUTL MMEHHO TOT
Kodhe, KOTOpbI Bbl MpeanoynTaeTe - ¢ KUCIMHKOM MnW ropunHKoi, bonee kpenkuit unu 6e3 kodenHa. B
cepeauHe 2004 rona Ha poCCHIACKOM pbiHKe MOsBMnAck nMpodyeccuoranbHas MMHMA Nespresso, Nespresso
Professional, koTopas nocTaBnAeT CTUMbHbIE U HafeXHble KOde-MaLLMHbI W BbICOKOKA4ECTBEHHbIA KOte B
Kancynax B O(UCHI KPYMHEMLMX KOMMAHWM, MPECTUXHble OTeNM M pectopaHsl. Bytuku Nespresso
npe/cTaBeHbl BO MHOTUX CTpaHax M1pa, YTO NPefoCTaBNAET [OMONHUTENbHYIO BOIMOXHOCTb MPHOBLUMTLCSA
K Mupy Nespresso. B akckniosuerom 6yTike Nespresso, pacnonoxerHom B T[L| «HosuHckuin Maccax»
(Mockaa, HosuHckui bynbeap, 31) 06beauHAOLIEM BCe ANeMEHTbI CUCTEMbI, Bac NPUATHO YAMBUT CTUNBHBIA
[U3alH, COBPEMEHHbIE TEXHOMOMMM, MHAMBUOYANbHbIA NOAXOM K KaXHOMY KIMEHTY M COBEPLUEHCTBO B
menbyanlnx getansx. bonee nogpobHyto MHopmauuio o komnaxum Nestle Nespresso S.A. MOXHO HailTH Ha
cawtax: http://www.nespresso.com/ru; Nespresso Professional — www.nespressopro.ru
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Crtparterua Cneyuanusayuu B Poccuu AVEPbI B MOCKBE

B ocHoBy cemuHapa nonoxeHa Hoas KHura TpayT o cTpaterud. Llenb
CeMMHapa: nokas3aTb AMpeKTopam, 4YTO Takoe MO HacToALlemy Xopollas
cTparerus. B xone cBOEro BiMTenbHOro CTpaHCTBUA No MUpy 6usHeca [xek
TpayT HeogHOKpaTHO yBexaancs B TOM, 4TO YCrEX He OCHOBAH Ha NPaBUbHBIX
nogAX, OTHOLIEHUM, WHCTPYMEHTaX, PONEBOM MOLENW WAM OpraHuU3aLuu.
Ycnex 0CHOBaH Ha npaeunbHON cTpateru. [laHHbIi ceMuHap BKtoyaeT B cebs
creaytoLme yacTu:

e CrtpaTerna — B BOCMPUATHU. OTa YacCTb NOCBALLEHA MH(OpPMaLMK O
NO3MLMOHMPOBAHMM W MpUHUMNAX paboTbl cosHaHuA. CyllecTByeT nsATh
CBOWCTB CO3HaHWA, KOTOpble HEOOXOZMMO MOHWMATb M YYWTHIBATH!
CO3HaHWE OrpaHWYeHHO, CO3HaHWe He TepnuT MyTaHWLbl, CO3HaHWE
YA3BMMO, CO3HAHME WHEPTHO W CO3HAHWE CKMOHHO K moTepe
KOHLIEHTpaLK.

e Crpaterna - B pgudhcepeHunauun. CyliectyeT MHOro croco6os
auddepeHumnposath ceba. CyTb B TOM, YTOObI BbIOpaTh OAUH U3 HUX U
HEYKOCHUTENbHO ero npuoepxusaTbea. [nA Havana HyXHO MOHATH
pasHULly MeXgay cnoraHom 1 guddepeHumaumen. Hanbonee nonynspHble
IuddhepeHLMpyIOLMe CTpaTery OCHOBaHbI Ha: CBOWCTBAX, MpoLecce
CO3[aHuA, N1OepcTBe, NEpPBEHCTBE, MHHOBALMAX 1 HACNEAWM.

e CTpaTerdA — B KOHKYPEHLMH. OTa 4acCTb MOCBALLEHA KOHKYPEHLMM U
CO3[aHMI0 NpaBUNLHOM KOHKYPEHTHOW cTpaTeruu. CornacHo nogxomy Ha
«none  OuWTBbl»  BemyTCA  YeTblipe TMna  60eBbiX  AENCTBUM:
OboponuTtensHble, HactynatenbHble, Mo3nuMoHHbIE M [MapTuU3aHckue.
Kaxgbii U3 3TWX TUMOB OEMCTBUI OCHOBAH Ha MPWHLMNAX, KOTOPbIE W
MOACKaXYT BaM, kak NobeauTb CBOMX KOHKYPEHTOB.

e Crtpaterua — B cneyuanu3almu. Jlyywe 6biTb NyylnM B YEM-TO OBHOM,
YeM cepenHsakoM BO BceM. Cneuuanu3aums - MOLLHEMLIMIA MHCTPYMEHT.
Cneumnanusauns TpebyeT 3HAYUTENBHOM KOHLEHTPaUMM M FOTOBHOCTY
«gymatb N0 Menkomy» 4tobbl cTaTb «KpynHbIM». CTpemneHue K pocTy
MOXET ObITb 30€eCh NPO6NeEMON.

e CrpaTerua — B npocToTe. Benmkue cTpaTernyeckue Moem yknaablsaioTcs
B HECKOMbKO €N0B. CnoxHocTb — Bpar. Mpoctota — Ceatoi paank. YTtobk
ObITb MPOCTLIM HYXHO U3beraTb COXHOCTH. [TPOTUBOAAME OT COXHOCTH
— bnaropasymue. K coxaneHuio, MHOrme OUPEKTopa YacTeHbko 3abbiBaioT
3axBaTuTb €ro ¢ cobon Ha pabory.

e CTpaTerusa — B NMGEPCTBE. 3a BaMy He MOMAYT, Moka He BymyT 3HaTb,
Kyaa Bbl MX BefeTe. CHbHble NMAEpbI CTOST BO rnase. XopoLero nuaepa
OTNNYatoT: FVIGKOCTI::, CMEJI0CTb, 3HaHWA U yaava.

e Crpaterua — B peanbHOCTH. Mbl XuBem B apy 60mbLUMX Npobiem
bonbluMx 6paHAOB, a BCe MOTOMY, YTO Y HWUX HET MpaBUNbHON
ctpaterun. OHU UrHOPUPYIOT PIHOYHYIO PEANIBHOCTL M FOPLKO 3a 3TO
pacnnaunsatotcs. OfHUM 13 Hanbonee apamaTUUHbIX M BONE3HEHHBIX
nposanos ctan pacnag AT&T. /A camoe MHTEpeCHOe B TOM, YTO 3TOrO,
Ha camoM fene, He JOMKHO Oblfo NPOM30NTH.

e CrtpaTerua cneuuanqsayuMn B PoccHM - OaHHas 4acTb MOXeT
NOTEHUMAaNbHO CTaTb OYEHb BaXHOW ANA POCCUICKMX KOMMaHMiA.
[xek TpayT OyaeT getanbHO 06CyXgaTth 3Ty TEMY C UCMONb30BaHUEM
Lenoro psaga kak yAauHblX, Tak M He OYeHb YAAaYHbIX MPUMEPOB,
3aMCTBOBaHHbIX MM HEMOCPEACTBEHHO U3 POCCUIACKOM NPaKTUKA.

[anHblit cemuHap Bobpan B cebs Bce camoe nydwlee u3 10 KHUr [xeka
TpayTa 4 €ero MHOrOneTHero onbita B 06macTi GU3HEC-KOHCANTMHrA,
KOTOpbIM OH Yepnan, obLasck C 3NUTOM AENOBOr0 MUpa BO BCEX Yromkax
nnaHeTbl. OTO WCTOPUA [OArOro CTPaHCTBUA MO Mupy 6u3Heca,
W3NOXEHHas B KOHLEHTPUPOBAHHOA (hOpMe OJHOBHEBHOrO MacTep-
Knacca.

10 okTAGPA 2006

08.30 Peructpaums 1 koge

09.30 CECCIUA NEPBAA
Bonpocbi 1 oTBETHI

11.00 MepepsiB Ha Kothe

11.30 CECCHA BTOPAA
Bonpock! 1 oTBETHI

12.45 O6ep

14.00 CECCUA TPETbA
Bonpocbi 1 oTBETHI

15.20 Kodpe-6peiik

15.40 CECCHA YETBEPTAA
Bonpoce! u oTBETHI

17.00 3akpbITHe MacTep-Knacca

CHHXPOHHLIK nepeBod 6yaeT npegocTaBneH Ha aHINMUUCKOM M PYCCKOM
A3blKax B Te4eHWe MacTep-Knacca




O O)KEKE TPAYTE

[xek TpayT — 3HaMEHUTBLIA aBTOP PAAa KNaccu4eckux TpyLoB B 0bnactv
MapKeTUHra, M3faHHbIX Ha MHOMUX f3blkax Mupa: [103MLMOHMPOBaHHE:
butsa 3a CosHaHne, MapkeTnHroBble BoiiHel, bonbLume [pobremb

bonbiumx bpaHpos: bonesHeHHble Ypoku, Bbigenuch umm Ympu!,
BonwebHas Jlamna busHecmena, 22 HenpenoxHeix 3akoHa MapkeTunra,
1 ero nocnegHee TBopexue, Tpayt o Ctparermu.

TpayT ABNAETCA NPE3MOEHTOM KOHCANTMHIOBOTO areHTcTBa TpayT u
MapTHepsl, o WTab-kBapTMpoit B KOHHEKTHKYTe. Cpeamn ero KNueHTOoB
AT&T, IBM, Southwest Airlines, Merck, Procter & Gamble 1 MHorve gpyrue.
OpnvH 13 ero nocnepHux knueHtoB — locoenaptameHt CLUA — ero o

Mo3suuuoHuposaHue U Hosoe Mo3nyroHHpoBaHH1e

Csoeit onybnukoBaHHo# B 1981 rogy KHurow «[103uLMOHMPOBaHME>,
Tenepb cuTarowencs Kknaccukod, [hxek TpayT (BMecTe C COaBTOPOM
Anom Pai3om) HaBcerga M3MeHun B3rnAgbl Ha  COCTaBfieHue
MapKeTUHroBOW cTpaTerii. KHura ycTaHaBnMBaeT Npasuna MapkeTvHra B
OTHOLLEHUW BAMAHWSA HA YMbl peasibHbIX M NOTEHLMaNbHbIX KNMEHTOB. Bee
MapKEeTUHIroBbIe BOWHbI B KOHEYHOM MTOre BefyTcA 3a ymbl U cepfiula
nokynatenen. Mo3ununoHMpoBanme BkntouaeT B cebs He06X0AMMOCTb BbiTh
nepBebiM, 1306peTaTb HOBbIE KaTEropu, W3MEHATb HamnpaBneHue
KOHKYPEHTHOM 60pbObl, MOAYEPKMBAET — BaXHOCTb MMEHM, MapKM,
OMpaBOaHHOCTb XEPTB M HE0OXOAMMOCTb B (DOKYCMPOBAHMM YCUIWA.
«Hosoe M03uLMoHMpOBaHME» - STO MPOJOMKEHUE NEPBO KHUMM, KOTOPOE
eLe rnybxe packpbiBaeT, NOQHATLIE B HEW TEMbI.

MapKeTHHroBbIe BOWHbI

OTa KHMra Ha MpakTuke MOLTBEPXAaeT TEOpUI0 O TOM, YTO YCrellHas
TaKTUKa BOMMKHA ONpPenensTh CTpaTeruio.

bonbwune 6GpeHpbl - 6Gonbwue npobnembl. YUMTEChb Ha HYXHX
owmrbKax

ViccnegoBanne owWOOK, CHENAHHbIX aMEPUKAHCKUMW TUraHTamu,
uoonamu 6usHeca: Xerox, AT&T, Levi's u pgpyrumu. B khure
aHaNM3NUpyIOTCH TPYAHOCTH, UCMbITAHHBIE STUMM KOPMOPaLMAMM, a TakkKe
NYTW WX PeLLEHMA.
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MPOKOHCYNbTMPOBAN Ha NPEIMET TOro, Kak 6bl NOMyYLLe «MpoaaTh» AMepHKy.

Byayun ogHuUM 13 Hanbonee BNMATENBHBIX CTPATErOB B 06N1ACTU MapKeTHHra,
TpayT ABNAETCA aBTOPOM KOHLEenuuu «[o3nLMoHNpoBaHmus» U paga apyrux
BaXHbIX KOHLenumMiA peiHouHOW cTpaternn. Obnagas 6onee yem 40 netHum
OMbITOM B PeKname 1 MapkeTuHre, TpayT — rNaBHbli KOHCYNbTaHT KPYMHELLMX
MWPOBLIX KOMMaHWiA U rnobanbHas KOHCanTUHroBas BEATENbHOCTL CTana Ans
HEro WMCTOYHMKOM MOAMMHHOTO 3HaHMA B 06MacTh CambiX PasHo0BpasHbIX
MapKeTUHroBbIX CLeHapueB. MexpyHaponHoe npusHaHue TpayT cHuckan B
KayecTBe KOHCyNbTaHTa, NUCaTens, Cnukepa 1 rnaBHoro apenta nepeno.biX
MapKeTUHIOBbIX CTpaTErui.

OuchdepeHuupyicA unu ymupai! BenkuBaHWe B 3noxy YOUICTBEHHOH
KOHKYPEHL{MH1

B )XecToKux ycrnoBuax KOHKYPEeHTHOM 60pbObI edCTBYEeT NpaBuio — eciu y
TOBApa HeT HW O[HOrO 3NeMeHTa OTNIMUMA, TO ero LieHa JOMKHA ObiTb 0YeHb
HW3koW. [xek TpayT onucbiBaeT cnocobbl BbleNneHns Ballen npogykumn u3
pafa KOHKYPUPYIOLLMX TOBapOB. B KHUre npusefeHbl KOHKPETHbIe MpUMEpb
YCNELLHOrO BbIAENEHNS B KOHKYPEHTHOM 6opbbe coBpaHHbIe Mo BCeMy MUpY.

Cuvna NMPOCTOThI. PyKOBOp.CTBO Mo ycneLwHbIm 6M3HEC-CTpaTerHF|M

Bce rennansHoe npocto! To, YTO 3TO YTBEPXAEHUE KacaeTcs He TONbKO
BEMKMX HAYYHBIX OTKPLITUA, HO U chepbl Bu3Heca, YOeanTENbHO [OKa3bIBaT
[xek TpayT u CTiB PuBKUH B CBOE HOBO paboTe «Cuna npocToThl». ABTOPSI
CMOTNIM pa300bpaTbCa U «ynpoCTUTb» Takue acnekTbl, Kak nMOepcTeo M
yNpaBneHne NepcoHanoM, LieHoobpa3oBaH1e U MapKeTUHN. B kaxaom cnyvae
OHM CTPEMATCA JOUTW [0 CYTH, 40 NOHUMAHUA UCTUHHOrO NOMOXEHMA BELLEN.

TpayT o cTpaTeruu

B cBoeit nocnegHed kHure [xek TpayT paccMaTpuBaeT CeMb OCHOBHbIX
MPUHLMMOB, KOTOPbIE (POPMUPYIOT YCMELUHYIO CTPATErMIO, U YUUT YHUKAbHBIM
meTodam auddepeHUmMaumy Ballero npofpykta B ymax nokynatenei. OH
TaKXe nokassiBaeT Hanbonee ycneLwHsle NpUMEPL! POPMUPOBAHUS CTpaTerum
B COBPEMEHHbIX KomnaHuax. Ocoboe BHMMaHWe OH yAenseT aHanuay
MbILLNIEHWA  MOKYNaTens, pPeno3uLMOHUPOBAHUIO, MONE3HLIM  MpUeMam,
KOTOPbIM OH Hayu4Mnca 3a CBOIO COPOKANeTHIO paboTy B MapKeTUHre

Y3HaTb 0 TOM, Kak Bawuia KoMnaHUA MOXET cTaTb 06nagaTenem CNOHCOPCKOro nakeTa
«[OCTENPUUMCTBO» - KOTOPbIA JaeT YHUKaNbHYK BO3MOXHOCTb NPUINacuTb Baluux cambix BaXKHbIX
KNUEHTOB GecnnaTHO NPUHATL Y4acTHe B MacTep-Knacce, noXxanyucra, obpawjantecb K PpaHKy
Nasutyy no Ten: +44 20 7017 7433 7433 unu an. noyte: Frank.Dewitz@leadersinmoscow.com




Specialization Strategy in Russia

This seminar will be based on Jack Trout’s new book Trout on Strategy.
The objective of this seminar is to give business executives a better sense
of what good strategy is all about. What Jack has learned over and over
again in his long journey through the business world is that success isn’t
about having the right people, the right attitude, the right tools, the right
role models or the right organization. It’s all about having the right
strategy. The seminar will be broken into the following sections and
tailored for the event.

Strategy is all about perceptions. This section covers information
on “Positioning” and how the mind works. There are five
psychological considerations to be understood: Minds are limited,
Minds hate confusion, Minds are insecure, Minds don’t change and
Minds can lose focus.

Strategy is all about being different. There are many ways to
differentiate yourself. The trick is to select one and make that your
focus. First you must learn the difference between slogans and
differences. The most popular differentiating strategies are: attribute,
how it's made, leadership, being first, being the latest and heritage.

Strategy is all about competition. This part of the presentation
deals with competition and how to develop the right competitive
strategy. This approach divides the battlefield into four basic types of
war: Defensive, Offensive, Flanking and Guerilla. Each type of warfare
has its set of guiding principles that tell you how to deal with your
competitors.

Strategy is all about specialization. Being outstanding at one thing
is far better than being just good at many things. The specialist has
powerful tools. Specialization requires focus and a willingness to
think small as a way of getting bigger. The desire for “growth” can be
a problem.

Strategy is all about simplicity. Big strategic ideas come in small
words. Complexity is the enemy. Simplicity is the holy grail. To be
simple, you must avoid complexity. The antidote for complex ideas is
common sense. Unfortunately, many executives don’t bring their
common sense to work.

Strategy is all about leadership. No one will follow you if they do
not know where they are going. Strong leaders lead the charge. The
characteristics of a good leader are: mental courage, flexibility,
boldness, knowledge and luck.

Strategy is all about reality. We have seen an era where many big

LEADERS IN MOSCOW
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brands are in big trouble because they did not have the right
strategy. They ignore the reality of the marketplace and learn
some painful lessons the hard way. Nothing was as big and
painful as the demise of AT&T. What'’s especially interesting is that
things did not have to turn out the way they did.

e Specialisation Strategy in Russia. This session will be both
interesting and important for many Russian companies. Jack
Trout will discuss his strategy ideas for Russia in detail using
many Russian examples both good and bad.

This book and seminar comprise the best advice from Jack
Trout’s ten books and consulting with business people in every
corner of the world. It’s a short course on what he’s learned about
strategy in his long journey through the business world.

10th October 2006

8.30 Registration and refreshments
9.30 SESSION ONE

Questions and Answers

11.00 Coffee break

11.30 SESSION TWO
Questions and Answers

12.45 Lunch

14.00 SESSION THREE
Questions and Answers

15.20 Afternoon Break

15.40 SESSION FOUR
Questions and Answers

17.00 End of Master Class

Visit www.leadersinmoscow.com
for master-class updates and to hook online




ABOUT JACK TROUT

Jack Trout is the acclaimed author of many marketing classics
published in many languages: Positioning: The Battle for Your Mind,
Marketing Warfare,The 22 Immutable Laws of Marketing,
Differentiate or Die, Big Brands. Big Trouble, A Genie’s Wisdom, and
his latest, Trout on Strategy.

He is president of Trout & Partners Ltd. an international marketing
consultancy based in Connecticut. He has consulted for such
companies as AT&T, IBM, Southwest Airlines, Merck, Procter &
Gamble and many others. Recently, he consulted with the State
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Positioning and The New Positioning

With his 1981 classic, Positioning, Jack Trout (along with co-author Al
Reis) forever changed the way marketing strategy is done. The book
lays out the rules of marketing in terms of dealing with the minds of
your customers and prospects. The mind is the ultimate battleground
in all marketing wars. Positioning deals with the importance of being
first, starting new categories, repositioning the competition, the
importance of the name and the need to sacrifice and focus your
efforts. “The New Positioning” is based on the sequel Trout’s first
positioning book and takes this body of work to a higher level.

Marketing Warfare
This is the “process” presentation that develops the thesis that
successful tactics should drive strategy.

Differentiate or Die
In our Killer competitive economy, if you don’t have a point of

LEADERS IN MOSCOW
AMOEPbI B MOCKBE

Department on how to better sell America.

Recognized as one of the world’s foremost marketing strategists, Trout is
the originator of Positioning and other important concepts in marketing
strategy. He has over 40 years of experience in advertising and
marketing, and became a boardroom advisor to some of the world’s
largest corporations and his worldwide consulting work gives him first-
hand experience in a wide range of marketing scenarios. Jack Trout has
gained an international reputation as a consultant, writer, speaker, and
proponent of leading-edge marketing strategies.

difference, you better have a very low price. Jack Trout details ways you
can separate yourself from competition. To illustrate how it's done, the
book draws on case studies from successful businesses all over the
world.

Big Brands. Big Trouble.

A look at the lessons learned from the mistakes of many of America’s
former icons: Xerox, AT&T, Levi’s and others. It reviews both mistakes and
what should have been done to avoid trouble.

Trout on Strategy

In his latest book, Jack Trout looks at the seven basic principles behind
what good strategy is all about and teaches unique ways to differentiate
your product or service in the mind of the customer and shows the best
examples of strategy in today’s marketplace. His focus is on how the
mind works, repositioning as an antidote for change, and tricks of the
trade learned during a career that has spanned over 35 years.

If you are interested in taking advantage of a corporate hospitality package at this prestigious
event - where you can not only entertain your clients in style but also offer them something
of value for themselves and their organisation, then please contact Frank Dewitz for
more details on +44 20 7017 7433 or email: Frank.Dewitz@leadersinmoscow.com






