KoHKypeHTHaa CTtpaTerus
[To3nuUmMoHnpoBaHuS




Trout & Partners

- TO TaKOe r|03|/| L|,|/|OH|/|pOBaH|/| g Pioneers in Positioning

[NosnumoHnpoBaHue - 3To AoKa3aHHOE KIHYEBOE OTNINYNE
BaLLEero NpoayKTa OT KOHKYPEHTOB, CBA3aHHOE B CO3HAHWM
noTpebuTenein ¢ o4eBUAHbIMI BbirOJaMMW.

|_|O3VILI,VIOHI/IpOBaHVIe - 9TO MNMPUHNHa NoKynartb y BaC BMECTO
KOHKYPEHTOB.

© Trout & Partners, 2016 Case in point: BMW=drive, Apple=C.Exp., Facebook=Largest, Rolex=Timeless Prestige
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O TaKoe |-|03|/|L|||/|OH|/|pOBaHV| Pioneers in Positioning

[lpocTOE npaBuno

Ecnun Bbl HUYEM HE OTNINYAETECD,
XOpPOLO 6bl CHU3UTb LIEHBI.

N paBaTb nobonblue pexkambl.
Bpsa v oT 3Toro nosButcs npubbisib,

HO KPYnHbIK ON3HeC Bcerga MOXXHO
KOMY-HMOyOb npoaatb. :)

© Trout & Partners, 2016



Trout & Partners

O TaKOe |_|O3|/|L|||/|OH|/|pOBaHV| Pioneers in Positioning

3ayeM Hy>KHa KOHUeNnuud, NoCTpOeHHas BOKPYr O4HOro
npeunmyLlecTasa?

» MecTo B co3HaHuu notpebutens vs Brand Awareness
»  Credibility

» Despite the strategy most creative is still about Brand
Awareness alone

© Trout & Partners, 2016 4



OBada apa 1 cTapas Teopus bl

>

+ cornacoBaHHble positive reviews

v

+ paumoHanusaums

v

+ LUndpoBas peBontoLuns 1 Bo3pacTatoLlas npo3padyHocTb

4

+ ycuneHne KoHkypeHuum (B2C != B vs C)

v

- YHUBEpPCanbHOCTb PeECYpPCOB (B TOM Yncne (pruHaHCOBbIX)
» - cTpaTerus B guHamuke (OTBETHbIE OEVNCTBUS)
» - M&A 1 BbIxoOpbl

4

- BbpeHabl 6onblUe YeM NPOAYKThI (extensions)

© Trout & Partners, 2016 5
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a K |-| OCTpO VIT b C VI CTe M y Pioneers in Positioning

TakTuka OuKTyeT cTpaTeruto unm HaobopoT?

Hanpasnesme Hanpaenesme
CTDATErMA KOMNAHNH TAKTHSECENX YTHITN A

YOMNGHAN

TakTuka -> Pokyc -> KoHuenuusa -> Ctparerus

© Trout & Partners, 2016 6



Trout & Partners

a K |-| OCTpO VIT b C VI CTe M y Pioneers in Positioning

» npoknatne Case Studies

» MopgennpoBaHue ycrnewHoro nosegeHusa

» MOYEMY HUKTO HE MOXKET cchopMynMpoBaThb
NO3NLNOHNPOBaHNE BU3HEC-TUFaHTOB

© Trout & Partners, 2016 Case in point: Ford, Twitter, Facebook, WhatsApp,Volvo 7



Trout & Partners

Pioneers in Positioning

© Trout & Partners, 2016 8
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\ CT p aTe r I/I VI Pioneers in Positioning

O cTpaTterumn

S dekTrBHAA cTpareruns - 3To Bcerga
KOHKYpeHTHasa cTpaTerus

© Trout & Partners, 2016



Trout & Partners
Pioneers in Positioning

Y10 Takoe KOHKYPEHTHasA CcTparernd I'IO3I/ILI,VIOHI/IpOBaHI/IFI?

Competitive Positioning Strategy - aTo cTpaTerns nameHeHus,
BHEOPEHUSA, PENHXXEHNPUHIra BU3HEeca Ha Ka)k[oM YPOBHE 1 B
Kaokaon OyHKUNN C LEeNbIO NPenoCcTaBUTb MNOTPEBUTENIO ACHYIO
NpUYMHY NOKynaTb MPOAYKTbl Bawlero 6peHaa BMECTO
KOHKYPUPYHOLLIMX.

© Trout & Partners, 2016 10



OCTaB CUCTEMDI

Trout & Partners

Pioneers in Positioning

20 mopgenen n Teopun

1) Leagues 4

8) Positioning Assembly [}
4) Warfare Strategy

13) Brand Evolution A

2) Table Stakes @

6) Category State & Evo ||}
3) Positioning Triangle

7) Segment Warmap ‘

18) 8 Zones |}

19) Brand Aura @

© Trout & Partners, 2016

15) Bridges

5) Positioning Matrix

14) Major/Minor Categories
16) Minesweeper

11) Breaking Point

12) Parasite Attributes

10) Attribute Weights

9) Nine Nodes
17) Marcom VNM

20) PPP Concept

PO H DGO OO

11
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O CTa B C VI CTe M bl Pioneers in Positioning

10 aTanos

Consumer Research Steps Other Research

Category Consumers

Consumer Surveys

League 1 League 2 Warfare Strategy
Consumers Consumers
o
9O Positioning Concept
]
Consumer Surveys P Competitive Resources
(a] Brand Platform
o
Segment 1 Segment 2 ; g
NonTA A Implementation g
MarCom Policy %
)

Positioning Evolution

Extension Strategy

4. Advance

© Trout & Partners, 2016



Trout & Partners

Pioneers in Positioning

© Trout & Partners, 2016 13
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eO p VIH }-I VI r Pioneers in Positioning

Each product category has its own leagues structure, some include just one league, some have many.
But here's a typical structure valid for most developed categories. To help you to get a grip of it.

g 1. Price to justify total value (not consumer value / quality)
< 2. The higher segment - the better quality
= Brand11 _~
Brand8 culture,
- \egaC\]
Brand9 y
Brand10_ -~ ibutes)
E prand value (@t —
Brand4 L ahons 1
8P e, duct qua\\ Y
Brand5 oS~ pro
Brand6 - :
Brand7_ -

luxu
Brand1 Y
Brand2
Brand3
value
economy Leagues are formed by perception of brands price levels price

© Trout & Partners, 2016



eopua Jinr

Trout & Partners

Pioneers in Positioning

Bbicias Rolls Royce, Maybach, Mercedes = uena/
Bentley KayecTBO
NMepBan BMW, Audi, Lexus, Jaguar Mercedes = safe choice
Btopan Mexco, LOMOTa’ Popa, Mercedes = npecTunx
NnccaH

Big 4

Martell, Rémy Martin,
Courvoisier and Hennessy

Renault - KOHbAK Ha Ka)XXabin
OEHb

MepBan

© Trout & Partners, 2016

PernoHanbHble KOHbAKU

Renault - Bbi6op 3HaTOKOB




Trout & Partners

— .rl I/I)I(a I7I |.|J VI I7I tre n d O n Pioneers in Positioning

1. [leMokpaTtmnsauma npemmanbHbIX NPOOYyKTOB

2. bpeHanpoBaHue yHKLUMOHANbLHbLIX MPOOYKTOB

© Trout & Partners, 2016 16



OpKa |'|03|/|L|.I/IOHI/IpOBaH|/|;| Trout & Partners

Pioneers in Positioning

Warfare 'Strategy

* Mind Presets
Level — »Platform '

+ :

Benefits / Credentials '
|

4
: Company's Activity 7
Market Seg\mfnt || ————— i Differentiating Idea
S o - | =
RN _ . |. jPositioning Concept
League — 5 positioning Concept - - - - »Positioning Message” =~

-
P
-
-
-
-

Target Audience

Product Classification

Positioning Concept is what we would like to have in the mind of consumer.
Differentiating Idea is a part of the Positioning Concept indicating in what way we are different from Competition.

Positioning Message is a message to put to consumer's mind, which once inside and combined with existing presents
and our visible activities will turn to the Positioning Concept.

© Trout & Partners, 2016
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- Oe H H aﬂ Ka pTa Ce rM e HTO B Pioneers in Positioning

Segment
Parent Sistors Subsegment
Segment Segment
Parent Subsogment
Segment Segment

© Trout & Partners, 2016 18



DOEHHAaA KapTa CermMeHTOB

Trout & Partners

Pioneers in Positioning

> Segment

/|—>Assortment
4

- Brand
A

Competitve
Positioning Strategy

© Trout & Partners, 2016

5
L>Assortmen’[

19
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- Oe H H aﬂ Ka pTa Ce rM e HTO B Pioneers in Positioning

Online
- Google
- Apple
Web Porials Senvices Social Networks Media Content Software Devices
- Google - Google - Google - Google YouTube - Apple‘ - Apple @
- Yahoo - Dropbgx - Facebook - Vimeo - Google - Google Nexus

- e - Apple ® - - Apple iTunes ® - Microsoft - Microsoft
- Microsoft -

© Trout & Partners, 2016 20



B0EHHasa KapTa CEerMeHTOB bl

—» Assortment

. A
3 7 "
Consumer Proflet—— ,  Segment = 0
= = Table Stakes
Target Audience «—— Brand r—i ¢
L3 A$sortment < - - New Assortment
1 ' = A
! I
otherwise : 9 :
|
Competitve v = |
Positioning Strategy New Product- - - — = — = — — — = '

1) Competitive Positioning Strategy is developed for the brand
2) A brand is positioned at the certain segment
3) Each contextual segment has its consumer profile which has the role of target audience (TA) for brands positioned in this segment
4) A segment has its product assortment which is the sum of assortments of its own and its subsegments' (if any)
5) A brand has also its product assortment which is represented by its branded versions of products constituting the assortment
6) Brand's product assortment defines which segment it is positioned at: brands assortment should fits within segment's assortment
(except for any minor production) and at the same time products comprising brand's assortment has to account for larger share
of cumulative sales of all brands in the segment.
7) Each product of the assortment has its table stakes defined by consumer (with products coming from alternative subsegments always having
table stakes equal to parental contextual segment's product they derived from)
8) Brand's versions of the products has to fit those respective table stakes
9) If for any reason (e.g. brand strategy, resources) some of brand's versions do not fit their respective TS,
these version are declared as the other, new-to-market products, thus the assortment of the brand changes
10) Any change of the assortment may lead the brand to change its segment, become split to multiple segments or create a segment of its own

© Trout & Partners, 2016



Trout & Partners

DOEHHAaA KapTa CermMeHTOB

3
Consumer Profile«—— ,  Segment

3
Target Audience«——— Brand

Pioneers in Positioning

Assortment
T

Table Stakes

510

A

Competitve
Positioning Strategy

© Trout & Partners, 2016

LAésoiment “__ p-New Assortment
| 9 A
|
otherwise : 9

\ 9

22
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= Oe H H aﬂ Ka pTa Ce rM e HTO B Pioneers in Positioning

Category (detached segment)

Context 1 Context 2

Alternative 1 Alternative 2

© Trout & Partners, 2016 23



Trout & Partners

= Oe H H aﬂ Ka pTa Ce rM e HTO B Pioneers in Positioning

Vacuum Cleaners Vacuum Cleaners
Vacuum Cleaners
Washing :
Default VCs Washing VCs
TV v W
LCD PLASMA [szTa\‘/’)” PLASMA PLASMA

© Trout & Partners, 2016 24



DOEHHAaA KapTa CermMeHTOB

Category
Default Alternative Alternative-1
Context-1 Context-2
Sportswear
[ Brand 1
Professional
Default (alternative)
- Brand 1 - Brand 1
- Brand 2 - Brand 3

© Trout & Partners, 2016

Category

Context-1 Context-2

Sportswear

- Brand 1
- Brand 2

Professional
(alternative)

- Brand 1
- Brand 3

Trout & Partners

Pioneers in Positioning

Alternative-1

25



Trout & Partners

Pioneers in Positioning

© Trout & Partners, 2016 26



BOEHHble cTpaTerum

Trout & Partners

Pioneers in Positioning

STRATEGY

Defending

Attacking

Rebellion

Flanking

ESSENCE

Defend and Progress

Reposition the leader

Exploit specialist's
advantage

Present an attractive
alternative

WHERE APPLIES

Executed by leader of a
perfect contextual segment

Executed by a brand with
resources second to leader
in a perfect segment

Executed by a leading
specialist in a dependent
segment

Executed otherwise

IMPLEMENTATION
PILLARS

Match all competitors move
and attack yourself

Find a mainstream attribute
where leader has a
weakness and take its
ownership

Offer more relevant
products, better
assortment, manifest
unmatchable expertise and
deeper involvement

Take ownership of an
alternative attribute and
built the brand around it

© Trout & Partners, 2016



dTpua no3nuymoHmMpoBaHNA

Trout & Partners

Pioneers in Positioning

Defending Attacking Rebellu?n Flanking
o (exploit (present an
(defend and | (reposition the iali .
rogress) leader) specialists attractl_ve
P advantage) alternative)
Natural Choice, Involved Alternative
Choice Majority's Hot Choice - o
) Choice Choice
Choice
Innovations, More Derivation /
Industr Authencity, being latest, rofessional in Heritage (from
y pioneer *** developing the P t someone known
industry € area for something)
Full line, lots of | , Mainstream | More relevant | o o\ orisin
C o Attribute/Quality | products, better SUrprising
ategory options - we quality of the
: (measurable as assortment
have it all oy product
more or less) | within segment
Size and scale Advanced, Vertical .
. : ) Different,
T of business, more effective, Integration, . .
echnology ingenious
proven measurable better supply
. technology
technology advantage chain control

© Trout & Partners, 2016
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Pioneers in Positioning

© Trout & Partners, 2016 29
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- eerﬂ bH VI K |-| 03 I/I L'll/l O H VI pO B o ‘ Pioneers in Positioning

Current Perception
Clearness

Difference

Table Stakes " Feasibility
i competition . —
Category Perception Benefits Credentials | Protectability
_ One Step Rule Obviousity
Market Size

© Trout & Partners, 2016 7Case in point: Skylink, Banks, Sberbank, Forbes, Bugatti, BMW
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O3VI L|,|/|OH|/|pOBaH Vle VI 6peH|D| Pioneers in Positioning

UpeAa nosumumoHnpoBaHuA

HOKa3aTeanTBa KnroyeBoe otnnyme BblFOﬂbI
PyHKLMOHaNbHbIe CTpaTeruu BpeHAWHT
OnepaunoHHast a(pPeKTUBHOCTb IMoumoHanbHasi LenoCcTHOCTb
BonnoweHue
no3uLMOHUpPOBaHUA
BusHec-akTUBHOCTH CosHaHue noTpeburens KoMmmyHukauum

© Trout & Partners, 2016 31
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.rl aT¢ O p M a 6 p e H ,D,a Pioneers in Positioning

Hi-Life

Glam / Fashion
Family

Easy Living

National and Patriotic
Benefits | Credentials 22‘:% /(;Zﬁtl:?: e
(value) (RTB) Cinematography
Design and Creativity
Romance

Gourmet

Style and Snobbism
Holisticism / Spirituality
Urbanism

Health and Wellness
Beauty and Care
Sports and Physiques
Extreme Sports
Specific kind of sport
Naturalism

Nature Protection

Difference BRAND AURA

Sociocultural

Emotional

Positioning

ID &
Style

Message

Entertainment

Delight Social Connections
Devotion Relaxation / Pleasures
Aggression Platform Sex and Sexuality
Challenge Business and Finance
Excitement Tech and Electronics
Racing and Motors
EUBIEIEEY Domesticity
Confidence Going out
Clarity Nightlife / Clubbing

© Trout & Partners, 2016
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Pioneers in Positioning

© Trout & Partners, 2016 33



OHbIl BOMN10LWEeHA

Trout & Partners

Pioneers in Positioning

Segment
Table Stakes

League
Table Stakes

Category
State

Level of
Positioning
Concept

3)

2) Defender Attacker Flanker Specialist
Client Territory
Client Relations 42\ MarCom Sales & Distribution

2.2

O

Rroducts pnd Offers

S

@

- — — e — — — ——_———

/i-bjicing

S

Benefits
(value)

Credentials
(RTB)

3.1

Pracegs angl Operatiaqs

HR, Qorporate Culture
11

Investments, M&A

O

\_/

Company Territory

© Trout & Partners, 2016

SO0

7)

Sociocultural

Emotional

Positioning

ID&
Style

Message

Platform
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= O I-I .rl O LLl,e H I/I e : 3 P Pioneers in Positioning

Prosperings Poors

Brand

Professionals

© Trout & Partners, 2016 Case in point: Apple, Starbucks



OpKa |'|03|/|L|.I/IOHI/IpOBaH|/|;| Trout & Partners

Pioneers in Positioning

Warfare 'Strategy

* Mind Presets
Level — »Platform '

+ :

Benefits / Credentials '
|

4
: Company's Activity 7
Market Seg\mfnt || ————— i Differentiating Idea
S o - | =
RN _ . |. jPositioning Concept
League — 5 positioning Concept - - - - »Positioning Message” =~

-
P
-
-
-
-

Target Audience

Product Classification

Positioning Concept is what we would like to have in the mind of consumer.
Differentiating Idea is a part of the Positioning Concept indicating in what way we are different from Competition.

Positioning Message is a message to put to consumer's mind, which once inside and combined with existing presents
and our visible activities will turn to the Positioning Concept.

© Trout & Partners, 2016
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Pioneers in Positioning

© Trout & Partners, 2016 37



Trout & Partners

O M MyH I/I Ka L'| I/I VI 6 pe H,D,a Pioneers in Positioning

Non-Verbal Creative Factors Verbal Creative Factors
~— . <
Emotional Field Positioning Message
~ -
Style Table Stakes Messages

Sociocultural Platforms
|
Presence

Media Factors

© Trout & Partners, 2016
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OMMYHMKaU,V”A 6peH|D|a: VNM Pioneers in Positioning

"""""""" Presence
e N f
: TSM PM ; :
[ o ] Sociocultural
// Emotional
Positioning
------------------------------------------------------------------------------------- (&
____________________________________ Style
------------------------- O R Concept
Platform
AN A s
5 : Sociocultural Platforms
R ——

© Trout & Partners, 2016 39
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© Trout & Partners, 2016 40



B0/1H0LMA MO3NLIMOHNPOBAaH

Trout & Partners

Pioneers in Positioning

Perfect Segment

Defending Attacking Flanking
- (present an
(defend and (reposition the .
rogress) leader) attractive
prog alternative)
. Natural Choice/ . Alternative
Choice Majority's Choice Hot Choice Choice
Innovations, Derivation /
Industr Authencity, being latest, Heritage (from
v pioneer ***, developing the | someone known for
industry something)
Full line, lots of Mainstream New surprisin
\ne, Attribute/Quality Surprising
Category options - we quality of the
. (measurable as
have it all product
more or less)
Size and scale of Advancec_i, more Different,
; effective, . .
Technology business, proven ingenious
technolo measurable technolo
&4 advantage oy

larger share,
requires more g

resources

smaller share,

requires less
resources

extending market,
increasing costs

:

easier to prove,
less costs

Dependent Segment

Rebellion (exploit
specialists
advantage)

Flanking (present
an attractive
alternative)

Choice

Involved Choice

Alternative Choice

Industry

More professional
in the area

Derivation / Heritage
(from someone known
for something)

Category

More relevant
products, better
assortment within
segment

New surprising
quality of the
product

Technology

Vertical Integration,
better supply chain
control

Different, ingenious
technology

larger share,

requires more

resources

smaller share,
requires less
resources

In a dependent segment, there are no attackers. Specialists obviously do not have resources from their operations comparable to multisegment leaders.
Attracting additional resources for an open fight with giants isn't usually worth it. Instead leading specialists use Rebellion strategy to convert multiseg's clients by
involving them deeper into category. Smaller players execute flanking strategy to become leading specialists. Attacking leading specialists with Attacking Strategy
is also senseless. Attacking strategy is about massive presence and attention of consumers which is not possible to reach with large resourceful multisegs

being dominant.

© Trout & Partners, 2016

extending market,
increasing costs

:

easier to prove,
less costs

Case in point: FB, Google



Popmyna pacLUMpeHns bl

Extension formula: (brand power + relevant expertise) * (home category rank / target category rank).

1) First important thing is brand power. You get one point for basic brand power and one extra point if it's above the breaking point.
2) Second is having relevant expertise. If you did tires you may be competent to make rubber carpets but not houses.
3) Third are ranks of the categories.

(0+1)*2/1=2 - any player of major category has a strong chance to enter sister minor category (1 is 50/50 chance).
(1+0)*1/1=1 - if you have some brand power but no expertise and categories are equal in rank you risk seriously.
(2+1)*1/2=1,5 - if you have your brand power above breaking point, you have good chance at entering related major
category (really adorable TV series celebrity succeeds at a-class movie). Below breaking point - the chance is only 33%.
(2+0)*1/1=2 - if you're truly adorable and well positioned brand, you're most likely succeed in any far category of equal rank. But beware,
you will have to fit this extension to a new single-minded positioning later on.

© Trout & Partners, 2016 Case in point: Porche, Mobiles vs Online
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FIELD
: Sport
Consumer Retail P
Clubs
Offline Online Training Children
. . - Sport
Retail Retail Facility Club
T — L3
Pi p S S-bridge
ing ong Ping pong offline retail
opens ping-pong sport club,
Ball/Racket Lawn Tennis using "ping-pong" as a bridge

Z Games

O

— I -

< L

2

— | Sports Soccer

<

O A | Ping-pong offline retail In this exam initi ]

. ple, we have initially a leading

E Ball Games Volleyball S SRR AT R offline shop "everything for ping-

D @ Splcl’rt'ShOP S?'S Ereak pong" (leading specialist, Rebel) who
will not work for them lakes various category extension moves.
in a proper way, though,
because ping pong

5 is a "minor" sport).

© Trout & Partners, 2016 Case in point: AOL, Porsche



