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Trout & Partners

rﬂ dBHbI |7| BOI pOC Pioneers in Positioning

Bonpoc He B ToM, no4emy noTpedutenn A0/KHbI MOKynaTh Yy Bac.
Bonpoc B TOM, No4emMy OHU JOJKHbI MOKYNaTb Y BaC BMECTO TOro, YTOObI
NoKynaTh Yy KOHKYPEHTOB.

| =
” T <

[pans yachl, COXPaHSIoLLE HEMPEB30NACHHbIN KpynHeuLIas
LIEHHOCTb CKBO3b BPEMS] consumer experience coupansHas ceTb

JTrogm BbibnpatoT BMW, Rolex, Apple n Facebook He nOTOMy YTO OHW B LIESTOM
NIyyLUe, a NoTOMY YTO OHWM HE3aMEHVIMbI B CBOUX Ka4eCTBax.
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Trout & Partners

OSULNOHUNPOBaAHWE HarnpaBedeT cTparternto Pioneers in Positioning

CTparternyeckoe no3numMoHpoOBaHe NogpasyMeBaeT obpaTHbI noaxon,
K CTpaTErm4eckomy niaHnMpoOBaHUIO. ...

... OH Ha4YVHAETCHA C ONPENENIEHNS YEM BbIrOHEE BCETO CTaTb
B roJj1oBe NoTpebuTtens, ¢ y4eTOM PECYPCOB, aMOULINN, YXKE 3aHATbLIX
KOHUEMUMIA 1 OpYyrmx dakTopos. [ NnLlb 3aTEM PELLEHNS, KaK HY»XXHO
OBOHOBUTbH CBOW MPOLYKTbI 1 MPOLECCHI, YTOObl COOTBETCTBOBATD.

© Trout & Partners, 2019 6



Trout & Partners

Kak ctatb HeE3aMeHNMbIM R positioning

KoHkypeHTHasa Ctparerns [103nUpmoHNMPOBaHUS
(Competitive Positioning Strategy)

CPS - 3710 cuctema, Kotopas No3BOSISET a/TTOPUTMNYECKN pa3pabaTtbiBaTb
SO MPEKTMBHbIE CTPATEMMIM BbIrOOHOW A dEpPEHLIMALINM
N MHTErPUPOBAaTbL X B OU3HEC.
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Trout & Partners

Competitive Positioning Strategy BBSE-"< i Positioning

KonkypeHTHasa Ctpaterua [osvupoHmnpoBaHng (CPS)

CKJIOHUTb NOTPEBUTENEN NOKYMNAaTh BaLLW MPOOYKThI
BMECTO MPOOYKTOB KOHKYPEHTOB

C MNMOMOLLIO (DOPMUPOBAHUS
BbIFOOHOIO OT/INYMNA B CO3HAHUW MOTPEDUTENS

4epes CEPUID NBMEHEH
NPOOYKTOB, MAPKETUHIa
n br3Heca
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Trout & Partners

Pioneers in Positioning

Competitive Positioning Strategy

[1O3VLMOHMPOBAHKE, KOMMYHVKaLUW 1 PYHKLUMOHAa IbHbIE CTPaTernm

Moes nosnumoHmnpoBaHus

[lokazaTesbctBa KntouyeBoe oTnnyne Bbiroab!
DyHKUMOHaNbHbIE CTpaTermm ~ LEeHHOCTb KoMMyHMKaUMOHHbIe cTpaTterum
— NOSANIbHOCTb
IHHOBaLMN 1 9PIHEKTUBHOCTL - pekomeHOaLuun KOMMYHMKaLMOHHBbIE 3D dEKTHI

MNO3VLOHN-
pOBaHMe

OnbIT noTpebrieHns B CO3HaHWM OnbIT KOMMYHUKaLWN
noTpebuTens

© Trout & Partners, 2019 9



: Trout & Partners
C PS N avi g ator Pioneers in Positioning

CerogHs pagpabdarbiBaTb 1 BHEOPATb CTpaTerm Hago MOJIHUEHOCHO.

CPS Navigator - 370 10, ¢ MOMOLLbIO KOTOPOro Mbl co3gaem CPS
MaKCMaU1bHO ObICTPO U MOONMULVDYEM €€ B PEXUME PeasIbHOrO BPEMEHN.

N . [NetOu(putForm ‘Warmap -azonss VNM Evolution Extension ROA ROB ROC ROD R1 R2 R3 R4 R5 RG‘
Tell me more CPS Navigator 1.0

Difference

Target League

Hi-ife
Glam / Fashion

jving

National and Patriotic
Charity / Patronage
Art and Culture

. . Cinematography
Directions: Design en Croatiiy
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
‘Social Connections
Relaxation / Pleasures

Take Consumer Profile R5 of Category Consumers per every League and find out where you are from their Aggregated Consumer Category Perception ROB1 (of each league).

[TL.2] If you are steadily established brand of a certain league, do not change it.

>> If you have an established brand but you strongly believe you should move to another league,
go to Option “Moving established brand to another league”.

i gz:i:::s?rx\duﬁimnce
[TL.3] If you are borderline of two leagues: hoars gc;n:g(iciw
lenge 0ing out
- If you have a product of between-league quality but lack marcom resources, you better go to lower league Exsamint Nighile/ lubbing
ipremacy

~ Contrary, If you have a lot of marcom resources to build premium brand, go to higher league mm
[TL.B] >> In case you have an initial idea to create the brand which will introduce a product to a new league, go to “Modifying the product to a new league” Option.
[TL.H] Otherwise, if you're a new brand with a known type of product, you have @ [ = [ Wrap || Stretch | | Frame |e——— ﬂ

a choice: consider your resources (R2) for matching the TS requirements for certain league (ROC2) and decide

TL1 4] |stepBack, | Ok | [%)[ Load || save | PDF |

| || || PORTFOLIO [T s
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CPS Navi g ator Trout & Partners

Pioneers in Positioning

VIHCTPYKUM

CPS Navigator cooep>x1t eayiHbI YHBEPCasTbHbI BapUATVIBHbIV
aJTTOPUTM MOCTPOEHUSA U YMNPaBNIEHNS CTPaTErNMeEN PasbuTbIn
Ha 500+ aTOMaPHbIX MHCTPYKLIN

(isificions] rei me more CPS Navigator 1.0

Target League

Directions:

Take Consumer Profile R5 of Category Consumers per every League and find out where you are from their Aggregated Consumer Category Perception ROB1 (of each league).

[TL.2] If you are steadily established brand of a certain league, do not change it.

>> If you have an established brand but you strongly believe you should move to another league,
go to Option "Moving established brand to another league”.

[TL.3] If you are borderline of two leagues:
- If you have a product of between-league quality but lack marcom resources, you better go to lower league
- Contrary, If you have a lot of marcom resources to build premium brand, go to higher league

[TL.B] >> In case you have an initial idea to create the brand which will introduce a product to a new league, go to “Modifying the product to a new league” Option.

[TL.H] Otherwise, if you're a new brand with a known type of product, you have
a choice: consider your resources (R2) for matching the TS requirements for certain league (ROC2) and decide

© Trout & Partners, 2019 11



Trout & Partners

Pioneers in Positioning

CPS Navigator

CucTema yyeTta OJaHHbIX

B cncteme npucyTCTBYET UCHEPMbIBAKOLLMN KNACCUMUKATOP BCEX OaHHbIX,
KOTOPbIE MOIYT MOTPEDBOBATLCA MNPV POPMUPOBAHNN CTPATEMI.

RO - ArpervpoBaHHble AaHHble rpynnel notpeéutenen
A - JlnyHoCTb NOTpebuTenA
B - BocnpuATue KaTteropuum
1 - PacnpeneneHuwe 6peHaoB no nuram
- BoeHHaA KapTta cerMeHToB
- Craryc kaTteropum
- KaTteropuiiHble TpeHAapl
- Y3HaBaeMocTb 6peHaoB
- CemMaHTU4eCcKuWin auddepeHunan
- OMOUMOHanNbHbIA auddepeHuman
- CoumoKynbTYpHbI anddepeHumnan
- KayecTBeHHbI aHanna 6peHpoBs
10 - Cuna audhdepeHumaumm

R1 - 3/M1/N 6penpos
1 - Ucnonb3osaHue (% OT NoNb-nei)
2 - KoHBepcuRA (ucn/aHaHue)
3 - JloAnbHOCTL
4 - OTKa3/oTTOK

R2 - Pecypebl
1 - MHbpacTpykTypa
2 - ®uHaHcoBble
3 - KnueHTtckan 6asa
4 - Yenoseyeckue pecypcbl
5 - CeA3un / OTHOWeEHMA

OCO~NOTO DhWN

© Trout & Partners, 2019

C - MNpeanoyTeHuA noTpebutenen
1 - BaxxHocTb atpubyToB
2 - Taiibn CTeikn NpoayKToB
3 - 3MOUMOHANbHbIE MOTUBALMMN
D - NoTpebuTtenbckoe noseneHne
- YacToTa nokynok
- BoBne4yeHHoCTb
- KoHTekcT notpebneHua
- MpwvHumMn BbIGOpa
- YpoBeHb noTpebneHuA

s wOnN =

6 - basa 3HaHWi (TexHONoruia)

R3 - HepaBHWe warv KOHKYPeHTOB
1 - BoeHHble cTpaTerum
2 - dudbepeHuupyowme naeu
3 - bpeHa-KoOMMyHUKaumn

R4 - Putein-Ayaut

R5 - MNopTpeT noTpebuTtenA
no cermMeHTam
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CPS Navigator

Trout & Partners

Pioneers in Positioning

Kencol, NprMepbl U CrpaBOYHNKIA

KOHTEKCTHbIE CMpaBOYHUKI Codep»XaT OeTallbHble OnnCaHUg
MOLENEN, TEOPUN N UCMOSIb3YEMbIX OMNPELENEHN C MPUMEPAMU.

[«]»] 10115

11. Blue Segment is a segment which has only one player - the
one who created such a new product that consumer is unable to
classify it to the name of any common available and usable
alternative. Blue segments are always perfect. They are also
always contextual segments since all new things have better
chances to raise from the contexts (they usually do not match
existing things Table Stakes if presented as alternatives: even if
they do, there are still special care requirements or higher price
or a learning curve, - so in fact they don't). If there are any
generics in the Blue segment (which obviously lead at the
moment of blue segment creation), they should be discarded -
the Blue Segment should still be always treated as perfect.

perfect

Category (detached segme

pe

Contextual 1

which dogsn? look ke anything
consumers could use instead o
This makes them see it as
a new separate blue segment.

You created a revolutionary product
which

Parent Segment

Altemative win tmer

Default A :

' Segment LY generics —
Possible Possible Possible
alternative alternative altemative

BLUE if either:

« No alternatives relevant/available for TA in the bounds of league and
geography

- TA cannot classify the product to the same name as relevant/available
alternatives (because it looks/leels very different)

[illustration ]

LNm Output Form  Warmap Brand Aura  8Zones VNM Evolution Extension . .ROB ROC R2 R3 |

Y

© Trout & Partners, 2019

le Output Form  Warmap Brand Aura 8Zones VNM  Evolution =Extension . -RUB ROC R2 RSJ

Since a default segment takes vast majority of its parent segment's sales, all its brands also appear in that parent.

So there will be no brand which is there in the default segment but not in its parent.

For the purpose of being intuitive, Default Segments are not drawn on warmap and all their and their

are moved directly to their parents. This leads to the parent segment may have its own default assortment additionally to the assortments
of its subsegments and so the total assortment of that segment not being equal to the sum of subsegments.

Sportswear

~ Brand 2

r Brand 1

efault

Normally, and should never be sisters. Under any given segment, all subsegments were supposed to be
either contextual or alternative. However, if there's a Default segment in the structure it gets merged with its parent leading to his subsegments
ascend to the higher lever and get mixed with other segments.

Category Category
Default Alternative Alternative-1 Context-1 Context-2 Alternative-1
Context-1 Context-2

[ essential |

[«»] 515
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: Trout & Partners
C PS N avi g ator Pioneers in Positioning

[ padryeckme Moaenu

[lononHuTenbHO K pedybturpytollen popme CPS Navigator gaet
BO3MO>XHOCTb MOJIb30BATESIKO 3arOJIHATL rpaduyeckme Moaev, KOTopble B
Harg94HoV oopMe BU3YaN3NPYIOT MPUHATbIE PELLIEHUS.

{Net Output Form | warmap [BFaRGIAURA) 8Zones VNM  Evolution | Extension ROA ROB ROC ROD R1 R2 R3 R4 R5 R6 | {Net Output Form | Warmap | Brand Aura [BZ0M88] VNM | Evolution | Extension | ROA | ROB ROC ROD R1 R2 R3 R4 RS R |

Client Territory
Difference

Benefits Credentials
(value) (RTB)

Lif Client Relations MarCom Sales & Distribution

Hi-Life

Glam / Fashion
Family

Easy Livin

National and Patriotic
Charity / Patronage
Art and Culture
Cinematography

oman
Gourmet
Style and Snobbism

Products and Offers Priciny

Process and Operations HR, Corporate Culture Investments, M&A

Entertainment
Delight
Devotion
Aggression
Challenge
Excitement
Supremacy
Confidence
Clarity

Going out
Nightlife / Clubbing

Company Territory

@ [+ ) - Wrap || Stretch | | Frame \—[,—E || + - Wrap || Stretch | | Frame \—[ﬂ
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: Trout & Partners
C PS N avl g atO r Pioneers in Positioning

PeXXnM MHTEPaKTUBHOM KHUM

B pexxume “nHTepakTMBHOW KHUMA® Kaxkdas MHCTPYKLMSA PaCKPbIBAETCS
B HECKOJIbKO ab3aLleB TEKCTA, COOEP KALLMX OMNUCaHUE JIOMMK CUCTEMB,
ee npaBuJ, a TakXKe MNOACHEHVS, MPUMEPLI 1 OP. B “KH>KHOM” dhopMarTe.

(nstructions [Felime more) GPS Navigator 1.0

Welcome to the Competitive Positioning Strategy development system!

CPS is a qualitative consumer choice management strategy.

It tells what you should do to incline the consumer choice from competition to your brand. And how to
manage and increase this inclination over time up to a point where you become the natural, the default consumer's choice is your category.

Traditional business strategies treat this inclination as something totally defined by the invisible hand
and being either the function of the marketing investments of the brand, or just a constant which brand has completely no control of.

However, the theories behind CPS decoded the principles which rule the consumer perception hence market distribution across the competing brands hence financial results of those brands.
CPS enables you to exploit those principles to the largest possible extent allowed by the combination of competitive environment, available resources and consumer mind presets.

The result of CPS implementation provides the impact to your company's financial indicators proportional to the change of consumer choice inclination
towards your brand. The latter may be predicted quantitatively based on accumulated statistics for various types of strategies implemented at various markets.

This system will guide you through the develpment of Competitive Positioning Strategy for your brand. Fasten your seatbelt. Press OK to begin.

© Trout & Partners, 2019 15



Trout & Partners

CPS B petansax: urtorosasa copma QIR < i Positioning

Pesynbtupytolasd dopma CPS Navigator

1. Basosas nHhopmMaLms no saLLemMy dpeHay R I —

| ] | -

CTpaTeFI/IFI aCCOpTI/IMeHTHOVI NOJINTUKA IR I —

CTpaTeFI/IFI NO3NUMNOHNPOBAHNA e

KOHCTaHTbI nnatopmbl bpeHaa —E— —

[TpaBuna BHeOpeHna B PYHKLMN KOMMaHN NSNS S S—

W lew Wi Oy Low
| l [ " ‘ ' JOSTONNG VLN
o T T

[lonTrka MaPKETUNHIOBbIX KOMMyHI/IKaLI,I/II7I — ¥

I L1

CTpaTeFI/IFI 2BOJ1HOUNN TMTO3NUNOHNPOOBaAHNA

© N o O B~

CTpaTeFI/IFI PacCLLUNPEHNA aCCOPTUMEHTA = : — . T "],‘
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CPS Navigator

JInuensunsa CPS Navigator

Trout & Partners

Pioneers in Positioning

MbI MOXXeM NpefoCTaBWTb CBOVIM K/IMEHTaM JINLIEH3MIO Ha
[1O CPS Navigator no oKoH4YaH1M KOHTPpakTa no paspadoTtke CPS.

TaknM 06pa3oM cTpaTernyeckye creuyasincTbl 3aKa3dmka
CMOTYT CaMOCTOATE/IbHO COMPOBOXKOATb U OOHOBMATL CTPATEMMIO.

© Trout & Partners, 2019

2) For established or

Ef et [P I P
TL | 2Bt s| tme | | e
T ||

- New Loague dea

5P O - gy ompea? ot
’ o g o ot g

1) Warmap, 2) Assortment

1)1 MS not defined

2)1tMS defined, TA=CP
I created now segment

4) Modify: - back to seg; - leader of alt,
~No rsr to compee and meet TS7

L g o
MS O e e

for new deas if ot —— [ o

5) Update TA ——————— [——

WS ol lmduslnalb»ﬂgs
> >

. 1) Plaorm

2)Exsing Creds;) Bancis

3)Based o

It o o porecaacking

>> If croated context bridge

T
1) Seg g | [y or
sl

=

combining benefis (crowdsourced)

o o R
.
PC e «

> introducing 1o another league (new brand)-

Flanking with
Virual

Segment

‘Sogment instead

of Flanking.

~unabie tofind due 1o mixed prefs? spit brands

>> umbrela + subbrands
| 4) Buildup Creds,

BP

 Bansreas
Ol e T
B S £ LoaguaTaoe taes
o s IM 5 G S
o B Comsams & Conco v
B Swis ) G o
& o

General

>> Il created new segment—

9) Summary

> Option of devaluing
other' aftioutes

1) Conditons for moving l

> for industry bridges

1) Build PM
> Spliting Pt

2) Builg TSM Positoning s
3 o el 3) Climbing
4) Chock VNM spi, add POCs St 3 S

5) Switching Segments

5) Envich POCS with factors
6) Forced change.

1) Conditon forextending
2) Cross:segment extensions
~Reasons 1o extond

Options and Calls

It shows the structure of each Section, Options it carries
hoosing segment Extonsion stratogy and where they are called from.
landatory extensions on fecycle matrx

Explicit arow from the Option shows where to o after.

T 5) Finalize 6) Mossage

eptpoioning Ty By claut, o 10 Tost part o 1 same Soction and cary on.
- strategy for added segment + "+" means return to where the Option was called from.
 foposton artme gar over) Doublo-ramed apons InvoNe reatng exa brands o

> Sample sogment-extension sirategy.
instructions.
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Trout & Partners

3 HaMEHNTas L'.MTaTa Pioneers in Positioning

“You must give your customer a reason
to buy from you instead of your competitors.

[f you don’t offer that reason,
you'd better offer a very good price”

Jack Trout

© Trout & Partners, 2019 18



