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An MBA
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Conventional or breakthrough. Standard or innovative. Present or future. For those bold enough to appreciate the 
difference,  the MBA programme at the Moscow School of Management SKOLKOVO, offers an entirely new and 
different approach to business education. SKOLKOVO MBA students spend more than 80% of their time out of 

the classroom, where they'll experience the programme  'hands-on'. We're mentoring a new breed of leader 
today, one who's better prepared for the challenges of the future.

Work alongside a unique and otherwise inaccessible circle of preeminent
professionals who are shaping tomorrow today, at SKOLKOVO.
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Dear 
reaDers,

Traditionally we dedicate our pages to education, enterprise, the school 
and the events happening in it. However, when talking about projects, 
achievements and trends, we often forget the most important issue. Behind 
all of this are people who, with their characters, principles and experience, 
shape the environment and create a unique community.

In September, the Moscow School of Management SKOLKOVO celebrated its 
fifth anniversary. This marked an important milestone, and the first conclusions 

about the project have been made. Above all, however, the school’s results have 
been made possible by people: by our founders, partners, colleagues, friends, 
students and graduates developing start-ups.

As such, we are dedicating this new issue of our magazine to people. Welcome to 
SKOLKOVO Go Inside with a human face!

EnjOy rEAdInG!

P u B l i s h e R // SKoLKoVo 

e d i t o R  i n  a  c h e f // Ksenia Korneeva 
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In December, 
a real, eight-
metre Christmas 
tree provided by 
russia’s Federal 
Forestry agency 
was planted on the 
Campus. We look 
forward to it taking 
root!

Twitter’s media 
coverage index 

shows that as 
of end 2011, 

sKOLKOVO was 
in second place, 

after Harvard

On september 20, the new executive 
MBa class began. With 44 participants, 
it has become the largest in 
sKOLKOVO’s history, as well as the  
most “russian” in terms of nationality

The Campus 
is a platform for 
discussing crucial 
entrepreneurial 
issues. each 
month, the 
open meetings 
of sKOLKOVO 
entrepreneurs’ 
Club attract over 
100 people from 
different russian 
cities

To decorate the 
school building 
for the fifth 
anniversary, 
araik Galstyan’s 
floral studio used 
more than 20,000 
flowers

8м

600

44EMBA

On December 
10, a public rally 
calling “for fair 
elections” took 
place in Moscow. 
That day, the 
Campus was 
decorated with 
a 600-metre white 
ribbon

Facts'n'figures
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The idea of creating a leading business school in russia emerged long ago. However, it seemed real only to a few. Building 
a world-class business school in Moscow is as difficult as opening the Bolshoi Theatre outside the capital!

nevertheless, a group of people who believed in the project came together and made the impossible come true. Among the 
first partners were Leonid Mikhelson, Mikhail Kusnirovich, Andrei rappoport, Valentin Zavadnikov and Alexander Abramov.

From the outset, the school was meant to be dIFFErEnT in every respect.

Five years have passed, and the time of creating a “material” and intellectual infrastructure is now behind. Today, SKOLKOVO 
is an established international forum for communication among the intellectual elite; it is a meeting point for entrepreneurs 
from all over the world. An important milestone has been reached, and it is now time for SKOLKOVO to make another step, 
towards creating an “entrepreneurial ecosystem”. SKOLKOVO tomorrow means contacts, opportunities, people, horizons, 
and events!

SKOLKOVO
Space

ruBEn VArdAnIAn:

“THE SKOLKOVO 
BuSInESS ScHOOL 
IS An ExAMpLE OF 
AcHIEVInG THE 
IMpOSSIBLE.  
nOBOdy BELIEVEd In 
Our prOjEcT.”
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VLAdIMIr puTIn AT THE cErEMOny OF THE FIrST STOnE FOundATIOn, 2006

EMBA-1 GrAduATIOn pArTy

MBA FIrST cLASS, 2009

EMBA-1 cLASSES

SKOLKOVO’S THIrd AnnIVErSAry

dMITry MEdVEdEV AT THE cErEMOny OF THE FIrST STOnE FOundATIOn, 2006

EMBA FIrST cLASS

SKOLKOVO
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pIcnIc On cAMpuS, SuMMEr 2011

MOVE TO cAMpuS, junE 2010 MBA-2 STudEnTS

MBA-2 STudEnTS

LEE KuAn yEW And GErMAn GrAF, SKOLKOVO AnnIVErSAry, SEpTEMBEr 2009
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EMBA-2 STudEnTS’ rALLy, KHABArOVSK, juLy 2011 KruZEnSHTErn 2010

prOGrAMME “LEAdErSHIp dnA MTS”

TATIAnA TArASOVA’S WOrKSHOp ExEcuTIVE EducATIOn cOrpOrATE prOGrAMME
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TATIAnA TArASOVA And MIKHAIL KuSnIrOVIcH, SEpTEMBEr 17, 2011

EMBA STudEnTS AT SKOLKOVO’S FIFTH AnnIVErSAry AjAy BAnGA, prESIdEnT And cEO OF MASTErcArd

FLOWEr cOMpOSITIOnS By ArAIK GALSTyAn, SEpTEMBEr 17, 2011

On 17 september 2011, the Moscow 
school of Management sKOLKOVO 
celebrated its fifth anniversary and 2,000 
guests took part.

The day was a great opportunity for old 
friends to meet again and it also made a 
positive impression on those who were 
new to sKOLKOVO. We can now move 
forward confidently. as the famous quote 
goes, “There is nothing more powerful 
than an idea whose time has come”.
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ELIZABETH SAdOVA, AcAdEMIc dIrEcTOr OF ExEcuTIVE EducATIOn prOGrAMME, SKOLKOVO BuSInESS ScHOOL AnTOn SArAyKIn, MBA-1 GrAduATE

dIpLOMAS prESEnTATIOn TO EMBA-2 STudEnTS AndrEI FurSEnKO, MInISTEr OF EducATIOn And ScIEncE

OpEn dOOrS dAy,  
SEpTEMBEr 17, 2011
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MArIA FOMInA And ELInA MAnnurOVA GrAnT ALAVErdyAn And ELIZA FISHErMAn

MBA-2 GrAduATIOn pArTy, dEcEMBEr 16, 2011

In December, an important event took place at 
sKOLKOVO, the presentation of diplomas and the MBa-2 
graduation party. On December 16, despite rainy weather 
and huge traffic jams ahead of New Year, students and 
their guests gathered in the singapore auditorium where, 
18 months ago, Lee Kuan Yew, First Prime Minister of 
singapore, presented their student IDs to them.

Long months of studying, sleepless nights, examinations, 
projects and trips are now behind! Meanwhile, 
sKOLKOVO has 32 more graduates.
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EKATErInA InOZEMTSEVA And GEOrGy BELOTSErKOVSKy LEVAn nAZArOV

MBA-2 GrAduATES

GOr nAKHApETyAn, TrOIKA dIALOG AnnA SHAyKHuTdInOVA



 

                Real
hotBed 
 of innovations

how skolkovo helPs  
coMPanies to BecoMe innovative
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   Prerequisites  

Innovations have been hotly debated for several years now. 
There is no doubt that they are needed to enhance the ef-
ficiency of russian companies and the country as a whole. 
At the same time: several questions remain unanswered: 
what kind of innovations do individual companies and sec-
tors need, where can they be found, and how should they 
be managed?

consider those who are responsible for innovation at com-
panies. “At the most advanced firms, they are directors of 
strategy; in other cases, they have migrated from IT. There 
are also some surprises, such as directors of security and 
finance”, says Marina Karban, head of the department for 
open programmes at SKOLKOVO.

A year ago, the Ministry of Economic development instruct-
ed 47 companies with state ownership to submit plans for in-
novative development as a priority. Only a few knew where 
to begin, and the ministry wanted to see actual plans and 
not just vague ideas. SKOLKOVO was the one that lent a 
helping hand.

One way or another, issues of implementing change, cre-
ativity and the role of r&d feature in all of the school’s pro-
grammes. The idea for a programme dedicated to inno-
vations arose only during a meeting between SKOLKOVO 
dean Andrei Volkov and deputy Economic development 
Minister Oleg Fomichev.

The participants in the first programme, which consisted of 
two five-day modules in March and April 2011, were peo-
ple responsible for innovation development programmes 
at leading state companies. The ministry helped to gather 
them together.

In late October, the sKOLKOVO r&D Directors’ Club met 
for the first time. Its creation was a logical consequence of 
the “Forming an Innovation Development Programme for 
state Corporations” course, which began last March at 
the initiative of the Ministry of economic Development and 
with the support of ernst & Young.
The second programme starts in March, and top man-
agers responsible for r&D at private companies will take 
part. Pavel Luksha, professor of professional practice at 
sKOLKOVO and one of the programme’s authors, with 
almost 10 years of involvement in innovations, said: “The 
course is aimed at those who can think outside the box, 
have an entrepreneurial spirit, and are able to think strate-
gically. We take leaders and give them information about 
the approaches, tools, and methods needed for innova-
tion projects.”

pAVEL LuKSHA,  
prOFESSOr OF prAcTIcE,  

SKOLKOVO BuSInESS ScHOOL

                Real
hotBed 
 of innovations
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  what is taught, and dispensing with stereotypes   

For some state companies, it was hard to understand that 
their competitiveness depends directly on innovativeness. 
There, the traditional SKOLKOVO approach of practical 
study was applied. For much of the modules, participants 
worked on the plans for their companies’ innovative de-
velopment. Some groups dedicated to sectors were even 
formed, which helped to save the time spent on the same 
challenges.

The programme comprised several blocks. The expertise 
part featured cases presented by senior executives from 
Western companies. These included Sergei Kravchenko, 
president of Boeing in russia and the cIS; dietrich Moeller, 
president of Siemens in russia and central Asia; james 

Laurence Balsillie, head of rIM (which makes BlackBerry 
products); Vadim Shvetsov, cEO of Sollers; petr Schedro-
vitsky, deputy cEO of rosatom; Emerson Milenski, vice-
president of technology and innovation at TnK-Bp; and 
Owen camp, former head of Hp in russia and the cIS.

Their accounts surprised the audience. ultimately, the main 
issue that emerged was not how much should be spent on 
r&d, but how much market share can be secured through 
innovation. “Western executives do not consider innovation 
to be a process that is separate from the rest of business,” 
says Karban. “They think about how they could surprise the 
market, what they should look like in 2050. r&d helps to cre-
ate markets that do not yet exist, build the future, and pre-
dict demand.”

The programme demonstrated that r&d is closely con-
nected with marketing. To create a technology alone is not 
enough: it should be attractively packaged and user in-
teraction is important as well as design. For example, Ap-
ple products have revolutionised the smart-phone market, 
while there were articles about touch screens in “Science 
and Life” in the 1980s.

The toolkit needed was provided via the theoretical part 
of the modules. For instance, SKOLKOVO professor Moty 
cristal, professional negotiator and cEO of consultancy 

nest, spoke about how a system for managing the unfore-
seen should be built, how to integrate r&d in business 
processes, and how to communicate with employees and 
management correctly in order to be an efficient leader of 
change.

Group work completed the picture. Having divided into 
groups, participants analysed their companies’ plans and 
made suggestions about their development and changes. 
As ministry officials were involved, this provided valuable 
insight into simultaneously handling two challenges: under-
standing how different approaches can be applied at a com-
pany and communicating with officials. during the second 
module, those responsible for innovation met Arkady dvork-
ovich, adviser to the russian president, while Fomichev him-
self examined the results of the group work.

  Programme maximum   

What are innovations? While participants had some idea 
from the SKOLKOVO concept, their studies changed the an-
swer to this seemingly easy question completely.

Innovations are not only breakthrough technologies; even 
minor changes often have a serious effect. Some compa-
nies at that stage of development focus on product innova-
tion; others on increasing efficiency or changing the man-
agement model.

participants gained a clear understanding about how tech-
nology cannot exist separately from marketing: one should 
know for whom it is intended and how to sell it. presentation 
is as important for producers of smart phones as it is for air 
carrier and oil companies. At the end of the day, a golf field 
near a French spaceport in the tropics is still influencing the 
choice of the launch location.

Today, the collocation “open innovations” is heard increas-
ingly often. In russia, according to Luksha, the situation 
has matured enough for large companies to create “eco-
systems” around themselves, small innovation endeavours 
catering to the needs of corporations. Such ecosystems 
exist around Microsoft, cisco and other large technological 
companies, and they may appear around pipe or aircraft 

r&d dIrEcTOrS’ MEETInG, OcTOBEr 2011
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producers. “We would like our programme to contribute to 
this,” says Luksha.

   service club   

So what is next? The programme revealed that r&d direc-
tors have many common problems. Within their companies, 
they are agents of change who are often given a hostile re-
ception. They do not have their own teams and the manage-
ment does not always support their authority.

What matters for them is sharing experience, exchanging 
so-called development maps, and creating an equal posi-
tion regarding state policy. This is what led to the creation 
of the club by the Ministry of Economic development and 

the Institute of Innovation Management at the Higher School 
of Economics, along with support from Ernst & young. “not 
only representatives of the state companies involved, but 
also people responsible for innovations in private organi-
sations have joined the club,” says Luksha. “now there are 
around 300 participants.”

Key matters are discussed at club meetings. How 
should the work with small innovation endeavours be 
developed? How should r&d expenses be treat-
ed for accounting purposes? How should foreign 
technological platforms be used if an enterprise 
is subject to state secrecy laws? How should 
employees be involved in innovation? How 
should the performance of innovations be 
evaluated? What percentage of revenue 
should be spent on innovations? If an is-
sue requires dialogue with an official, 
working groups involving ministry repre-
sentatives are created.

While there are many questions still to 
be discussed, programme participants 
are starting to understand innovations 
more clearly. This is the most impor-
tant factor, as innovations create add-
ed value for a company. 

IGOr AGAMIrZyAn, cEO OF rVc, OjSc ALExEI pOnOMArEV, dEpuTy MInISTEr OF EducATIOn And ScIEncE

SKOLKOVO RECOMMENDS

Alexander osterwalder, Yves Pigneur 
Business Model generation: a handbook for 
visionaries, game changers, and challengers

this book offers an original concept 
for analysing, creating and perfecting 
business models like those in use by 
the world’s largest companies, such as 
google, iBM and ericsson. the authors 
propose a simple and understandable 

way of visually presenting the basic elements that influence 
the success of any organisation.
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EfficiEnt
D ia lo gu e

Research, dialogue between government and business, consulting: these are the 
three pillars of the unique model of the SKOLKOVO business school Energy Centre, 
which has been in operation since July 2011. We spoke with Grigory Vigon, director at 

the centre, about the goals, tasks and first results of the centre’s work, as well as the 
prospects for working with other SKOLKOVO departments.

grigory Vigon 
director of the skolkovo business school energy centre 

grigory has over 15 years of experience in the oil and gas sector. Before skolkovo, from 2008, he head-
ed the economics and finance department at the Ministry of natural Resources. in 2006-08, he was senior 

economist at tnk-BP Management. he also spent five years at the institute of financial Research.
grigory graduated with honours from the Moscow institute of Physics and technology and holds a doctorate 

in economics.

RESuME
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EfficiEnt
Why did a need for the centre arise and Why Was it 
created exactly on the basis of sKolKoVo?

Our mission is to create a professional platform for dis-
cussing issues that are important for russia’s fuel and 
energy complex and to devise a well balanced govern-
ment policy in this area. Both the state and business were 
interested in creating a platform that facilitates frank dia-
logue without any restrictive corporate and institution-
al frames and results in more efficient decisions. As that 
dialogue can be productive only if the organisers adhere 
to the principle of neutrality and strive to make decisions 
appropriate for all parties involved, the Moscow School 
of Management SKOLKOVO was chosen. In addition, its 
founders are individuals and companies that are not pri-
marily connected with the fuel and energy complex. As 
such, the school is independent of the target stakeholders. 

What adVantages are there for sKolKoVo itself?

First, there is reputation. We set ourselves an ambitious 
goal, to become the leading energy centre in russia, and 
our success on the way to this will benefit the school. In 
addition, the school now has its own centre of excellence 
for a sector, which will help to improve its educational pro-
grammes and products for clients in the fuel and energy 
complex. Our employees have already started to work 
with other SKOLKOVO departments on corporate educa-
tion programmes. Specialist knowledge about the indus-
try will help us to add dedicated content to the Executive 
Education programmes and adapt the educational process 
to oil and gas companies’ needs. The latest example of this 
is our work to create one-day courses for LuKoil employees

haVe you already seen the first results of the centre’s 
WorK?

While the centre was created only half a year ago, it has 
already delivered some substantial results. These relate to 
both the main areas of focus – consultancy and organising 
dialogue between the authorities and companies in the in-
dustry – and a complementary one, research. contracts for 
numerous consulting projects have already been signed. 
As for working with state bodies, a contract with the Ministry 
of natural resources has been won and agreements with 
the Ministry of Energy and the Ministry of Finance are being 
prepared. We are working on an oil and gas taxation sys-
tem. We also intend to conclude contracts with the world’s 
leading experts in the industry to conduct joint research of 
global oil and gas markets. We are working actively to cre-
ate a strong, competent framework that will enable russian 
consulting and research organisations to compete with in-
ternational ones.

on 11 november 2011, the international energy 
agency and the skolkovo business school energy 
centre gave Russia’s first world energy outlook 2011 
presentation, which was open to the media and a wide 
range of experts. on this occasion, the iea research 
concerned Russia’s energy future.

iea experts believe that Russia needs to focus on 
the rising demand for gas, where the country has the 
most to gain. Russia’s greatest tasks will be to ensure 
investment in a new generation of more expensive oil 
and gas fields and to increase energy efficiency. while 
the country remains a major supplier of fossil fuels to 
traditional markets in europe, exports to the chinese 
and asia-Pacific markets are increasing.

has the centre become a fully fledged part of the school?

The centre is an independent unit within the school and has 
a clear development strategy, concept and financial indi-
cators. Its goals and missions are closely intertwined with 
those of the school. While the integration process is obvi-
ously not yet complete, progress is rapid. Our employees 
are already part of the SKOLKOVO team. They are moti-
vated people with excellent qualifications, reputations and 
experience in oil and gas companies, consultancies and 
state bodies. I am certain that our team will achieve the 
objectives set by the founders and contribute significantly 
to the school’s overall results. 
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The beginning of Araik Galstyan’s ca-
reer was quite blurred. If you have 
just uS$100 in your pocket and need 
more than half to rent a room, the offer 
of work as a simple florist in Moscow 
undoubtedly sounds risky. Howev-
er, having moved to Moscow in 2002, 
Galstyan was not daunted by potential 
financial difficulty. 

After just six months, it was clear that 
the gamble had paid off. At the flow-
er shop where Galstyan was working, 
a separate project, Avangard Studio, 
was established, and he focused on 
clients who refused to deal with an-
yone else. A couple of months lat-
er, the issue of expanding the studio 
arose, and someone who would su-
pervise the increasing flow of orders 
was needed. Step by step, Galsty-
an’s team was expanding, making 
Avangard Studio a competitor of the 
endeavour that had created it. 

unsurprisingly, the management de-
cided that the project no longer fitted 
in the frame of the initial scenario. The 
studio was closed and Galstyan was 
fired without explanation. However, 
as he was reachable on the Avangard 
Studio phone number, Galstyan unex-
pectedly had the opportunity to con-
tinue working with his clients privately, 
so he started his own business.

Today, Araik owns three flower bou-
tiques in the centre of Moscow. Large 
russian and international corpora-
tions cooperate with his company reg-
ularly, ordering flowers for key events. 
Galstyan is a regular participant in 
contests, championships and exhibi-
tions of professional floral design. 

Having successfully built his own busi-
ness, Galstyan strives to contribute to 
the development of the flower indus-
try. While he has no plans to open new 
boutiques, he would definitely like to 
share his experience with current and 

18    / GO INSIDE / people, ideas / 

saY IT WITH
What can you buy in a flower shop? Roses, tulips, gerberas, lillies, orchids: the list is 
endless. But is that really everything? As a master in the field, designer florist Araik 
Galstyan is someone who can answer this question



to be unemotional and bottom-line; 
their strengths are the ability to think 
rationally, to calculate possible sce-
narios several steps in advance and 
to seize opportunities that may multi-
ply their income. 

That makes Galstyan’s approach to 
business even more interesting. The 
driving force of his enterprise is the 
idea, the concept that happened to 
be in demand on the market and for 
which consumers are ready to pay a 
high price. So, a starting point for an 
individual business can be not only the 
desire to benefit from implementing a 
project, but a reasonable wish to turn 
an idea into reality. In other words, set-
ting all prejudices aside, it is worth in-
vesting energy and time in your dream. 
Galstyan believe that in this case, per-
sonal characteristics are of the highest 
significance: “Everything depends on 
the person. you should always focus 
on success, be devoted to your busi-
ness, believe in yourself and be ready 
to dive into work!”

Everyone knows someone whose 
smile or laugh has an effect and 
around whom it is just impossible to 
stay serious. Good ideas can have an 
effect as well. And like-minded peo-
ple encountered among consumers 
may help to turn your own idea into 
a successful business project! What 
could be better than the opportunity to 
spend time on work that you love and 
generates money? 

future colleagues. His new project is 
the Moscow International School of 
Floristic design, which opened on the 
SKOLKOVO campus this year. Its aim 
is to train designer florists to be effi-
cient managers as well and apply their 
knowledge to developing the industry. 
The school was happy to welcome stu-
dents who had passed the initial inter-
view and were ready to work serious-
ly under the guidance of the world’s 
best florists.

Galstyan’s experience could be just 
another “success story”, when cir-
cumstances contribute to business 
development if not to a special ap-
proach to enterprise. “I do not strive to 
earn as much as possible,” says Gal-
styan. “I like working with flowers, thus 
I do not think about money. I need this 
work in my life, which is why there are 
visible results.”

Most people start their own business 
to earn more than a wage. The core 
aim of any enterprise is ultimately to 
maximise profit. And the search for 
a business idea essentially comes 
down finding something that is cru-
cially new – a technology, a product 
or a service, a problem solution – will 
make a large profit and may help to 
beat competitors. Whether it is good 
or bad, entrepreneurs are considered 
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THE ArT TO Turn EVEryTHInG 
upSIdE dOWn, TO FIGurE OuT 
rEAL InTEnTIOnS, TO SET EyES On 
THE cOnTEnT HIddEn BEHInd THE 
ExTErnAL cOVEr, TO FEEL A BLuFF And 
TO puT rIGHT EMpHASES – ALL OF THIS 
IS THE MASTEry OF nEGOTIATIOnS!
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TALKS

Moty Cristal 
Professor of Professional Practice in 
negotiation dynamics, skolkovo business 
school

following an illustrious career as one of israel's 
leading negotiation experts, Moty cristal 
established nest consulting to bring a unique 
systemic approach to the world of negotiation 
and the benefit of his experience and success 
to the private sector. Prior to founding nest, 
cristal held several key positions in israeli 
negotiation teams, including as deputy head of 
the negotiation Management centre at former 
israeli Prime Minister ehud Barak's office, 
where he played a part in both the camp david 
and taba summits.

following the outbreak of violence in 
september 2000, he was responsible for 
all preparatory work, scenario planning and 
crisis management analysis, before famously 
leading the negotiation at the church of the 
nativity crisis in Bethlehem in 2002.

Moty cristal and his nest team are in charge 
of all civilian crisis management at the office of 
israeli Prime Minister ehud olmert.

RESuMEgo inside sKolKoVo: a professional negotiator is 
a rather rare occupation.  
can one be born a negotiator or can one 
learn hoW to do it?
moty cristal: There is that famous open-
ing phrase, “when I was a kid, my father al-
ways told me…” Well, my father never told 
me anything; he was just not a talker. How-
ever, when I was invited to a pilot course at 
the age of 18, he said, “Son, don’t go there. 
you don’t like machines, you are interest-
ed in people”. Half a year later, I dropped 
out from that course and chose artillery. For 
me, the task of managing those tough, even 
rude, people serving in artillery was much 
more attractive than grasping the technical 
idiosyncrasies of aircraft. So, while people 
are undoubtedly not born negotiators, cer-
tain qualities like a love for communication 
and desire to interact can help. I person-
ally did not choose the occupation; it has 
chosen me. In general, I can teach a per-
son definite negotiation methods, how to 
plan their construction and technique. But 
I cannot teach how to a love communica-
tion. If you do not possess it, if you cannot 
feel people and reach out to them, if you 
do not have the patience and will to spend 
time on others, you would be better letting 
others negotiate.

“If you did not prepare beforehand, consider that to be your loss,” repeats 
Moty Cristal, famous negotiator and professor at the Moscow school of 
Management sKOLKOVO, to the overcrowded hall during his lectures.  
For this interview, we meet in a cafe. He appears at the table right on time, 
smiling and exuding total confidence as always. 
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so, to become a good negotiator, first you should loVe 
and feel people and second…
mc: To be a good negotiator, you should 
be a woman and preferably a pretty one 
[laughs]. To be serious, the qualities need-
ed are naturally found more in women than 
men, although a negotiator has to possess 
them. They are the ability to maintain mo-
mentum, listen to your interlocutor, and per-
ceive and send non-verbal signals. At that, 
you should be flexible: ready for changes 
in your own attitude to the situation and in 
the situation itself.

you are lecturing not only at sKolKoVo, but also at 
other World uniVersities and business 
schools. are there any differences in 
approaches to teaching?
mc: Imagine that you are a chef who has 
flour, eggs and water, meaning that you 
can make bread, pizza or spaghetti. The 
same goes for me: my toolkit is always simi-
lar, but I apply it differently every time. Each 
new programme at SKOLKOVO and oth-
er places where I lecture are created in a 
new way. At SKOLKOVO, I always ask a 
programme director what difficulties future 
listeners might have. One company may 
have problems with foreign negotiations; 
another cannot agree within itself; the third 
cannot cope with its suppliers; the fourth 
has no understanding how to deal with rep-
resentatives of different governments. As 
a result, I strive to teach each client how to 
handle his particular problems.

 Whom is it more difficult to teach: young people 
or adults?
mc: I teach only young people, those who 
have no experience in negotiating, no un-
derstanding of how to make it work. The 
only thing that I can do for adult clients is to 
formalise and structure the knowledge and 
experience they have. There was one case 
when after the lecture, a man came to me 
and said, “I have been doing everything al-
most the way that you have just explained, 
but I did not know what it was called and did 
not understand to frame it”. Admittedly, the 
understanding that a negotiator is a spe-
cialist occupation of high importance in any 
large corporation would not do any harm. I 
try to instil this in russian clients.

SKOLKOVO RECOMMENDS 

gavin Kennedy. kennedy on negotiation.

gavin kennedy, one of the most respected 
authorities on negotiation and the author of 
world bestseller everything is negotiable, 
presents a comprehensive guide to 
negotiations in any situation. he critically 
analyses the most popular negotiation 
practices, helping readers to take on board 
the most efficient ones.



are there any differences in lecturing depending on the 
occupation?
mc: There are huge ones. Only just before, I 
lectured representatives of the Hr depart-
ment of a large international company. One 
of the tasks was to agree with a colleague 
how to split €100. Most of the participants 
usually agree to give away €30-51. How-
ever, on this occasion, everyone suggest-
ed giving away much more than €50. The 
point is that Hr specialists are used to ne-
gotiating that way: for money, they expect 
to buy relationships and loyalty.

are there any common problems among russian 
clients?
mc: In russian society, men dominate, yet 
the participation of women in business, 
and especially negotiations, is highly sig-
nificant. I keep telling top managers that 
entering into negotiations without a wom-
an is like going to war without arms. Women 
notice and take into account more factors: 
they pay more attention to relationships 
than to facts and figures. In negotiations, 
all of these factors may be critical.

hoW do you see sKolKoVo in the future and your role 
in it?
mc: At present, there is only the uS ap-
proach to negotiations on the market for 
professional negotiators. This is not the 
way that it should be, as negotiations are 
conducted differently worldwide and sys-
tems of values vary. Whereas time is mon-
ey in the uS, relationships are money in 
russia. If personal relationships with the 
second party have not been built in russia, 
no one focuses on the time issue. Mean-
while, in the uS, you have a product and a 
bank letter confirming ability to repay, and 
that is enough. Hence it is essential that 
each country has its own school of negoti-
ations. SKOLKOVO could become a cen-
tre for negotiations in russia.

tell us about some funny situations in your lectures?
mc: I recently lectured in a class that had 
the same proportion of young and elder-
ly people. I split them into two groups by 
age and gave each a task. The elderly ones 
could not cope with that task and I seriously 
criticised them, almost like schoolchildren. 
About an hour later, I left the building to go 
to the airport and saw how all of the peo-
ple who had received bad marks were get-
ting into the newest black BMWs. Within the 
school, they are just students, while in the 

outer world they are people who manage 
vast sums of money.

hoW is it possible to earn the respect of such people?
mc: In my occupation, money is the least 
that my clients could lose in negotiations. I 
often have to negotiate for far more impor-
tant issues, such as a truce, rejection of mil-
itary action, and people’s lives. My clients 
are aware of this, so they respect me and 
listen attentively.

perhaps being a good negotiator is useful not only at 
WorK, but also in real life. for instance, 
it often helps to reach a compromise 
in a family…
mc:  On the contrary! I often quarrel with my 
wife. When we are together, I am no more a 
negotiator and she is not the woman that is 
so important in negotiations. To say that a 
professional negotiator cannot quarrel with 
his family is like saying that a doctor has no 
right to catch a cold.

the last question: did you prepare for our interVieW?
mc: Of course: I thought about what I would 
order for dinner! 
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How could russia and China create 
endless issues for multinational 

corporations?

Less than 20 years ago, the very notion of choice in russia 
and china seemed somewhat luxurious. A few flavours of 
chewing gum and juice were almost everything that was on 
offer. Multinational corporations arrived, hungry at the pros-
pect of demand and lack of competition. Their view is well 
illustrated by the famous quote by jack Welch, former cEO 
of General Electric:

“If GE’s strategy of investment in china is wrong, it repre-
sents a loss of a billion dollars, perhaps a couple of billion 

dollars. If it is right, it is the future of this 
company for the next century.”

As we now know, the strategy proved 
not only correct but also extreme-
ly profitable. This is why companies 
quickly learned how to operate amid 
corruption and political and econom-
ic instability, which was worth it. How-
ever, they were not counting on both 
countries to develop rapidly both eco-
nomically and socially. The SKOLK-
OVO Institute for Emerging Market 
Studies (SIEMS) published unique re-
search in which it explored the rea-
sons for public crises at multination-
al companies operating in china and 
russia and possible solutions. 

unexpected, unusual and actively 
debated in the media, a public crisis 
arises mainly when a company is ac-
cused of jeopardising consumer inter-
ests. The researchers found that while 

the number of such occurrences was close to zero in 2000, 
companies in russia alone were experiencing 15-17 such 
events a year by 2011. It is no longer possible to turn a blind 
eye to crisis, and there is no way of knowing which spark 
can cause a fire. For example, in case of the oil spill in the 
Bohai Gulf in china, problems began for conocophillips af-
ter a tiny accusation appeared on a blog. It cost the com-
pany uS$7 million a day.

The SIEMS researchers have determined what companies 
in russia suffer from most regarding consumers. According 
to them, the five most frequent focal points of crises involve 
cars, drink and tobacco brands, household goods and oil 
processing. They account for 70% of all incidents.

There are many reasons for public crises, which are most-
ly related to consumer protection. In china, the number of 
such cases has been rising at an average of 180% a year 
since 2000. In 28% of such instances in china and 37% in 
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Victimizer, Victim Or 
What: UnraVeLing 
the mULtinatiOnaL 
cOrpOratiOn’S pUbLic 
criSiS in china and 
rUSSia
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russia, they have led to state or legal sanctions in the form of 
fines, divestment or suspension of activity, as well as caused 
major damage to reputation. At the same time, companies 
are not always guilty of the accusations made. In 44% of cas-
es where companies were accused of harmful substances 
being in their products, it was found that the charges were 
exaggerated. Examples include diox-
ane and methanol in shower gel, tri-
closan in toothpaste, fluorescent whit-
ening agents in napkins and food con-
tainers, acrylamide in French fries and 
fluoropolymer in frying pans. 

“Loose government supervision limits 
the capacity to block flawed products 
from entering the market,” according 
to the SIEMS researchers. “consum-
ers, therefore, have little trust in com-
panies and supervisory agencies and 
tend to overact to unconfirmed infor-
mation about product problems. As a 
result, crises often result from the lack 
of social trust and transparency in the company’s commu-
nication rather than genuine unethical behaviour.” Only 19% 
of state inspections in china confirmed the presence of pro-
hibited additives. However, such scandals not only affect-
ed the reputation of companies; in 25% of cases, firms with-
drew products and reduced sales.

Another common reason for public crises is so-called “cul-
tural discrimination”, which accounts for around 12% of cas-
es. In this instance, it is impossible to foresee where the crisis 
will break out. For example, eight years after Starbucks be-
gan operating in the Forbidden city, the authorities demand-
ed that it be closed in july 2007. This incident began with a 
blog posted by a TV presenter, who claimed that Starbucks’ 

presence in the Forbidden city was eroding chinese cul-
ture. In december 2004, the State Administration of radio, 
Film and Television banned a nike TV commercial, claiming 
that it caused extensive discontent among chinese viewers 
and hence had violated a regulation requiring commercials 
to uphold the nation’s dignity and traditional culture. In the 

commercial, an nBA star challenged 
and beat stone lions, a Kung Fu mas-
ter, flying Apsaras and a dragon sym-
bolising chinese culture. What nike in-
terpreted as promoting a brave and 
fearless attitude became an insult to 
the chinese audience.

A similar situation occurred in rus-
sia. In january 2008, coca-cola with-
drew a street advertisement that dis-
pleased Orthodox christians in nizhny 
novgorod region. In the advertise-
ment, inverted crosses and Ortho-
dox churches were placed in a coca-
cola bottle, attracting criticism that it 

amounted to American desecration of russian holy sites. 
coca-cola argued that the commercial was intended to 
symbolise the preservation of russia’s cultural heritage.

However, those companies cannot be called “victims” of 
russian and chinese consumers. Many firms have been 
caught applying double standards more than once. cus-
tomers have questioned why Abbott Laboratories did not re-
call problematic milk powder in china while it did in the uS, or 
why Wal-Mart sold genetically modified food in china while 
promising back in 2005 that it would not sell any in the uK.

And what should companies do to avoid a public backlash? 
While the advice of the SIEMS analysts may seem banal, 

cOcA-cOLA OuTdOOr AdVErTISEMEnT In nIZHnIy nOVGOrOd rEGIOn
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3I.IntroductIon /

Multinational corporations (MNC) have made respectable efforts to build lo-

cal institutions and to improve the local business environment in developing 

countries. In recent years, however, the Chinese and Russian media have 

enthusiastically disclosed and condemned foreign MNCs. A large number 

of stakeholder accusations have become a public crisis. A public crisis re-

fers to an unexpected, non-routine, and media-exposed 

event in which affected stakeholders (e.g., community 

members, employees or customers) charge that a com-

pany has compromised their interests. A wave of ac-

cusations has covered a wide range of issues, such as 

marketing fraud, product quality flaws, environmental 

pollution and abusive labor practices. A public crisis 

can harm MNCs reputationally and financially. The re-

cent Wal-Mart China crisis provides a case in point. Since Wal-Mart entered 

Chongqing City in 2006, it has been penalized 21 times by the local Indus-

trial and Commercial Administration. On October 9th, Wal-Mart received the 

largest ever penalty in Chongqing—2.69 million RMB (416 thousands USD). 

One week later, the China CEO stepped down. MNCs in Russia encoun-

tered a rising wave of attacks as well. In November 2006, a Russian woman 

won a one-year lawsuit against Coca-Cola at the Khimki City Court. She 

charged that her gastritis was exacerbated after drinking Coca-Cola for 

years. Lawyers noted the case to be the first Russian court decision to pun-

ish a large MNC for a customer protection issue. Many now expect a rise in 

similar lawsuits in Russia. Indeed, the MNC public crisis in China and Russia 

has increased during the past decade. Figure 1 shows the number of public 
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no one has devised anything more straightforward and ac-
curate. “Minimising the risk of public crisis in a transitional 
economy requires both keeping to a high-level global stand-
ard in operations and a highly-engaged rather than cost-
driven localisation,” they say. relationships with tradition-
ally interested parties like state institutions, workers, trade 
unions, suppliers, the local media and internet users should 
be consolidated as well. Finally, “companies must transform 
from victims of regulation deficiencies to change makers”.

“An important lesson in multination corporation public cri-
ses is that one does not have to be a bad apple to get pun-
ished,” the SIEMS analysts say. Sometimes the innocent are 
also punished. However, it is important to remember that 
customers in emerging markets are becoming highly alert 
to messages related to product and service quality. SIEMS 
economists advise that becoming involved in the process 
to improve regulations and standards in emerging markets 
should be treated as a strategy. The winners will be those 
who pursue a strategy that focuses on the future status of the 
market, which is what the customer expects and responds 
to, rather than what the customer could afford or what the 
currently weak regulatory system will allow today. 

WAL-MArT SOLd GEnETIcALLy MOdIFIEd FOOd In cHInA

rESEArcH OF EMErGInG 

MArKETS HAS BEEn 

cArrIEd OuT By SKOLKOVO 

In pArTnErSHIp WITH 

ErnST & yOunG

SKOLKOVO RECOMMENDS 

Clotaire rapaille  
the culture code: an ingenious way to understand 
why People around the world live  
and Buy as they do

Perception of any object, occurrence 
or notion is linked to a person’s earliest 
impressions and is stored in the depths of the 
brain, in the part responsible for survival. the 
study of cultural codes has led psychologist 
clotaire Rapaille to the world of business, 
where his knowledge has been of immense 
practical use.
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7II. the top accused mncs In chIna and russIa  /

Table 1 lists industries ranked by the number of crisis incidents. Fast con-

sumer goods providers in areas of food service, household products, bever-

ages, computer equipment and supermarkets represent the top five public 

crisis spots in China. They account for 67% of all incidents that have taken 

place in the past ten years. In Russia, automobile companies, beverage and 

tobacco companies, household product producers and petroleum refining 

companies are the top five crisis locations, making up 70% of all incidents. 

Table 1 also gives the largest accusation target in each industry, measured 

by the number of incidents a company has encountered since 2000. In both 

China and Russia, Procter & Gamble, McDonald’s, Coca-Cola, and Motorola 

are the top targets of stakeholder’s attacks in their respective industries.  

tabLe 1. tOp accUSed indUStrieS and mncS in china and rUSSia, 2000-2011
Top Crisis Industriesa in China Top Accusation Targets in the 

Industryb in China
Top Crisis Industriesa in Russia Top Accusation Targets in the 

Industryb in Russia

Food services McDonald’s Motor Vehicles and Parts Ford

household and personal 
products

Procter & Gamble Beverages Coca-Cola

beverages Coca-Cola Tobacco Philip Morris International

computer, office equip-
ment

Apple Household and Personal 
Products

Procter & Gamble

General merchandisers Wal-Mart Petroleum refining Exxon Mobil

Food consumer products H.J. Heinz, Kraft Foods Network and Other Communi-
cation Equipment

Motorola

pharmaceuticals Johnson & Johnson Pharmaceuticals Eli Lilly, Pfizer

apparel Nike Construction and Farm Ma-
chinery

Deere

chemicals DuPont Food Consumer Products PepsiCo

Internet services and 
retailing

Google Food Services McDonald

computer software Microsoft Metals Alcoa

network and other com-
munications equipment

Motorola Miscellaneous Mattel

mail, package, and 
Freight delivery

FedEx

petroleum refining ConocoPhillips

note: a: ranked by the number of crisis incidents b: the mnc that encountered the most crisis incidents in the industry

research november, 2011

11III.What the crIsIs Was about: not necessarIly For bad apples /

Government relations dominate the MNC public crisis areas in Rus-

sia. Government-centered crises have increased at an average rate of 30% 

per year. Compared to China, American MNCs in Russia are significantly 

more likely to encounter such crises. Thirty-three percent of the accusations 

point to government-related bribery. These companies’ corruption scandals 

in Russia were largely set off by the US government. This August, the U.S. 

Justice Department accused Deere & Co., the largest agricultural equip-

ment manufacturer in the world, of paying bribes to Russian officials to obtain 

contracts. One year ago, the U.S. Congress Helsinki Commission opened 

an investigation on the involvement of Philip Morris’ Russian distributors in 

the corrupt behavior of Russian government officials. Another 33% of ac-

cusations relate to tax evasion. In 2011, the Russian government charged 

Ford with understating taxes. The same accusation was directed at Procter & 

Gamble in 2007. In the Ford case, the Leningrad region’s prosecutor’s office 

disagreed with the local government over a tax benefit to the company and 

wanted the company to return the money it underpaid. In the latter case, the 

Federal Tax Service in Moscow charged Procter & Gamble of miscalculating 

royalty costs as operation expenses and thus understating the tax base. Both 

companies firmly denied the accusations and won their cases. Compared to 

China, corrupt official requests or controversial tax agency claims are more 

explicitly driving the MNC’s public crises. Finally, a similar proportion of pub-

lic crises in China and Russia can be attributed to the MNC’s abusive or 

unsatisfactory labor practices, environmental pollution, or conflicts with local 

companies, such as business partners, suppliers or dealers. 

tabLe 2. pUbLic criSiS areaS in china and rUSSia, 2000-2011a

　 Freq. in China Freq. in Russia Significance Level 
of the Freq. Diff.b

Annual Growth Rate 
in China

Annual Growth Rate 
in Russia

customer rela-
tions (product 
and service)

69% 33% P<0.001 180% 40%

cultural/national 
discrimination

12% 3% No significant dif-
ference

30% 0

Government 
relations

7% 33% P<0.001 0 30%

local company 
relations (part-
ners, suppliers, 
dealers)

7% 13% No significant dif-
ference

0 0

employee rela-
tions

6% 13% No significant dif-
ference

10% 0

environment 4% 10% No significant dif-
ference

30% 10%

a: note that one crisis incident can belong to more than one category. e.g., a case of cultural discrimination can also concern customer benefits. b: two sample t-test, n for 
china=112, n for russia=30
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15Iv. hoW the crIsIs started: a rIsInG netWork oF accusers In chIna and russIa /

tions in China started and spread in cyberspace. Internet-based crises have 

increased at an annual rate of 40%. Meanwhile, strikes on the streets as a 

means of complaining has occurred more often in Russia than in China. This 

finding is no surprise considering that the weak labor union system in China 

makes it difficult for workers to organize themselves. Also, the government 

would not encourage strike-like rallies that may arouse social disturbance. 

The above findings clearly show the increasing importance of media 

and customers in China and the government in Russia as the source of pres-

sure on MNCs. We shall distinguish between when an accusation started and 

when this problem turned into a public crisis. The citizen blog and the BBS 

manifest their importance in both stages, particularly in the second stage. 

The ConocoPhillips oil spill crisis provides a strong example. As early as June 

4th this year, the State Bureau of Oceanic Administration in China received 

a report from the company saying that it found a small amount of oil slick 

around an oil well platform. On the 17th, an ocean surveillance ship reported 

to the administration that it found a large amount of oil spilling at another 

platform. However, the event was not brought to the public’s attention until 

an employee of China National Offshore Oil Corporation (CNOOC), the Chi-

nese partner of ConocoPhillips, posted a note on the MicroBlog (the Chinese 

version of Twitter) on the 21st. This one sentence note revealed that the Bo-

hai Bay oil field had been spilling for two days. Immediately after this Tweet, 

several domestic media agencies tried to contact CNOOC but in vain. On 

the 29th, a newspaper reported the event based on its own investigation. On 

July 1st, CNOOC provided its first official response, which started unveiling 

an unprecedented marine ecological disaster in China. This crisis is costing 

ConocoPhillips about seven million USD per day and is leading to lawsuits 

for compensation of more than 20 million USD. The State Council Standing 

Committee now may slow down oil exploration projects in Bohai Bay that 

amount to more than 20 billion USD. While the Chinese government attaches 

great importance to social stability, civil blogs and media can trigger great 

protest against the unethical behavior of MNCs.

tabLe 4. channeL Of accUSerS’ appeaLS in china and rUSSia, 2000-2011
　 Freq. in China Freq. in Russia Significance Level of the 

Freq. Diff.a

Annual Growth 
Rate in China

Annual Growth 
Rate in Russia

media 60% 0 P<0.001 140% 0

Government 17% 20% No significant difference 40% 0

lawsuits 13% 67% P<0.001 10% 80%

Internet (blog/bbs) 10% 0 P<0.1 40% 0

strikes 0 10% P<0.001 0 0

InGo 0 3% No significant difference 0 0

a: two sample t-test, n for china=112, n for russia=30
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The school is five years old already, and I have been ac-
tively involved from the outset, among the 
founders. We initially set ourselves chal-
lenges that were ambitious and interesting, 
and while we are not rejecting them today, 
we would like to specify the objectives. For 
instance, we wanted to create one of the 
best schools in the world. But does “best” 
mean; what criteria are important here? Is it 
the average salary three years after gradu-
ation or something else? now, we are seri-
ously reconsidering who, what and, above 
all, why we teach.

SKOLKOVO is not intended for the mass market. Howev-
er, if someone in a rural community has ex-
ceptional talent, great potential and an ex-
tremely high IQ, but cannot afford €60,000 
for an education, we would like to see that 
person among our students.

I landed in Moscow in 1991, after reading an advertise-
ment in Komsomolskaya pravda, in which 
Mikhail Fridman announced to the whole 
country that he was seeking someone with 
extensive experience in banking. I did not 
have any experience, but everything went 
well. For me, Mikhail Fridman is an exam-
ple of a fantastic leader: he is open, bot-
tom-line, consistent, and never arrogant. 

For more than 11 years, I worked on Anatoly chubais’ team, 
being the first to arrive and the last to leave 
at uES. Before that, I was at yuKOS and 
Alfa Bank. My speciality is creating teams, 
setting strategic goals, and managing 
projects.

“i don’t liKE
thE Word



Go Inside interviewed andrei rappoport, president of the Moscow school of 
Management sKOLKOVO. after confessing to us that he is not yet used to ruben 
Vardanian’s office, he spoke about himself, the most serious decisions in his life 
and how he sees sKOLKOVO’s role in the country.

‘managEr’”
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It is important not to become separated from reality, which 
is difficult for anyone, especially a top man-
ager. Failure to grasp reality can have dam-
aging consequences for a person and a 
company. Speaking about expenses, a 
constant upgrade is of great significance 
for a company. It is difficult when other 
companies operate differently, as it is hard 
to retain talents. That is why a crisis can be a 
positive event as everyone has to optimize.

Managers have to grasp the technologies of the business 
that they run. To make correct manageri-
al decisions, you have to understand what 
specialists are saying. If you are not an au-
thority and do not ask the right question, 
no one will tell you anything. upon joining 
yuKOS, I had to learn whether it was pos-
sible to cut various expenses without af-
fecting the production process. I had to un-
derstand the terminology and learn about 
Schlumberger fracturing, improving shelf 
production rates and overhauling oil wells. 
Then, after moving to work with Anatoly 
chubais, he and I were learning again. For 
two years, a professor from the Moscow 
Energy Institute visited us to explain the 
theory: everything from thermal turbines 
and the structure of coal stations to sup-
ply networks.

Managers are often younger than the people they work with. 
If it were possible to exactly identify the 
means needed to win authority with your 
opponent, it would be clear what students 
should be taught.

One of the most important skills for someone who would like 
to be a manager is communicating in the 
right language for the environment. Only 
then can communication be established 
and goals implemented. Managers of any 
level, even at a small endeavour, often find 
themselves on the border of different cul-
tures: they need to communicate with offi-
cials, competitors, consumers and all kinds 
of employees. To some extent, this requires 
integrating different environments in your 
head and is based on knowledge; mostly, 
however, it is based on general culture, in-
tellect and experience.

In the mid-20s, maybe only a few people have solid ex-
perience of adapting in various environ-
ments. Striving for exposure to different 
social and cultural trends is easy and ex-
tremely interesting. As part of the mentor 
programme at SKOLKOVO, you can visit 

Alexei Mordashov or Alexander Abramov 
at their metals plants. At present, we are 
organising an excursion to the raspads-
kaya mine.

Management is a science as accurate as mathematics. It 
has definitive laws. At the company level, 
such decisions are needed to reach a par-
ticular index. At the country level, however, 
this will not work: as there are only politi-
cians who like to play games. If I were pres-
ident, firstly, I would introduce the following 
bill. But would everyone become happy in 
case the “be happy” bill was introduced?

The most serious problem in the country is incompetency. 
doctors are not taught medicine and engi-
neers are not taught engineering. reforms 
are undoubtedly needed; there are no par-
ticular solutions for problems.

Only political and economic competitiveness can pull the 
country out of the trap in which it has land-
ed. If competitiveness exists, local prob-
lems will be solved by efficient people and 
society will exercise definite control.

Whatever the difficulties, smart people always triumph. 
Apart from being educated, you need to be 
strong. This raises the question, do people 
who can make it alone need SKOLKOVO? 
What should we do to become unexpenda-
ble? We have already decided to transform 
the studying process. ultimately, not eve-
ryone can abandon life for 12 months. We 
have decided to focus on marketing and 
two to three-month programmes might be 
devised as well.

AT THE End, KOrOLyOV TOOK 
A pIEcE OF pApEr And WrOTE, 
“THE MOOn IS HArd”. HE dId 
nOT KnOW THIS ExAcTLy: 
HE juST MAdE A dEcISIOn 
And WAS prEpArEd TO TAKE 
rESpOnSIBILITy FOr IT.
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Many heads of large corporations do not have an MBA de-
gree. If people have graduated from Whar-
ton or from chicago Booth School of Busi-
ness, for example, you can be sure that a 
business plan drafted by them will be based 
exactly on the elements that you need.

Two companies from the same sector and with similar busi-
ness processes can have a different cor-
porate culture. That is determined by a 
manager’s personality and disseminated 
by others. Apple was a different compa-
ny under Steve jobs than it is under Arthur 
Levinson. We focus on preparing manag-
ers who bring their spirit to companies. 

Even given similar working processes, each moment can 
demand different managerial decisions. 
We need to prepare efficient managers 
who can make the right decision in different 

circumstances, people who can take 
responsibility, handle challenges 
and achieve positive results.

For me, the essence of management is sum-
marised in a single phrase by 
Sergei Korolyov, who was 
a renowned manager. 
As scientists were work-
ing to land a craft on the 
Moon, some of them 
were convinced that 
three metres of cos-
mic dust and high 
wheels were need-
ed. Another group 
of equally emi-
nent scientists in-
sisted that the so-
lar winds blow the 
dust away. The 
debate ran for al-
most a year. The 
final meeting last-
ed for six hours and 
passions ran high. 
At the end, Koroly-
ov took a piece of pa-
per and wrote, “The 
Moon is hard”. He did 
not know this exactly: he 
just made a decision and 
was prepared to take re-
sponsibility for it. Besides, 
the Moon appeared to actu-
ally be hard. 

IF IT WErE pOSSIBLE TO ExAcTLy 
IdEnTIFy THE MEAnS nEEdEd 
TO WIn AuTHOrITy WITH yOur 
OppOnEnT, IT WOuLd BE cLEAr 
WHAT STudEnTS SHOuLd BE 
TAuGHT.
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Woman.
tEam. BusinEss. sociEty.  
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Ekaterina Petelina, 
member of the executive 
management committee 
at vtB, visiting expert at 

a women association meeting on november 1, 
2011

i am in favour of increasing the proportion of women on 
management teams, because it is good for both them 
and companies themselves. Many surveys prove this.

a board of directors has several core tasks: to ensure 
that all shareholders’ interests are observed, to devise 
a well-tailored strategy, and to control the effective 
management of a company. in accordance with these 
tasks, teams are selected primarily on the basis of 
professional skills, regardless of gender. in my view, 
quotas contradict the idea of equal rights.

for instance, as a director of one of vtB’s largest 
subsidiaries, it is much more pleasant for me to know 
that i have been chosen not because i am a woman, 
but because i am a professional in my area and able to 
handle tasks efficiently. other members of the board 
understand that as well. had i been appointed because 
of a “female quota”, i would not be sure that my opinion 
would receive such respect and attention. 

in my view, women have far fewer problems with so-
called business discrimination in Russia than in western 
europe. i believe that this is connected mainly with 
historical and cultural peculiarities. in many countries like 
the netherlands, germany and the uk, full-time positions 
for women can be more of an exception, while the 
situation is different in Russia. in the soviet union, full-
time work for women was the norm: it was considered 
infrastructure that contributes to the existence of working 
women. at the same time, in Russia, the proportion of 
women in management is undeniably far less as that 
of men. 

women and men represent different styles of 
management, and the presence of these is a certain 
advantage for a company. support for women should 
be part of corporate culture with the clear approval of 
the management. for example, i believe that it would be 
useful to hold dedicated seminars and training sessions 
for women, which would enable them to exchange ideas 
and work on their weak points.

every year, the term “businesswoman” is 
gaining more traction in the public mind: 
women are found increasingly often in 
managerial positions at large companies, 
while in business schools there are more 
and more female students. However, is 
it really easy for a woman to exist in the 
world of business, where male laws have 
long prevailed? 

The search for answers and pos-
sible solutions has led representa-
tives of the SKOLKOVO community 
to create a special club, the Women’s 
Association.

The club has several tasks. The first 
is to develop education with a female 
bias. At present, women and men are 
taught similarly; MBA programmes are 
devised without a thought for the idi-
osyncrasies of the sexes. ultimately, 
these can be crucial and help to 
achieve the objectives set.

“Women are naturally more con-
servative and are less given to 
risks,” says Tatyana Olifirova, 
SKOLKOVO Executive MBA gradu-
ate, cEO of renaissance Investment 
Management and supporter of the 
Women’s Association. “We also pick 
up on nuances and details that can 
bypass men. In fact, we have lots of 
unique qualities. now, the time has 
come to use them in our competitive 
position.”

The question remaining on the club’s 
agenda is how this will be handled. 
Will there be specialist training along-
side the core educational programme 
or separate workshops for women?

Another issue is promoting and sup-
porting female executives. The Women’s Association 
is working on a bill under which men and women will be 
equally represented on the boards of directors at public 
companies.

The global community began to express concerns about 
gender exclusion in business long ago. In many Western 
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countries, the issue has been formalised within frameworks 
or corporate codes that have a more advisory function. In 
addition, legislative quotas already operate in at least four 
European countries: norway, Spain, Iceland and Finland. 
While regulations and sanctions differ, the point is that the 
state has confirmed the need for legislative measures. 

dag Melgaard, vice president of public relations at 
norwegian company Telenor, confirmed that since 2003, 
legislation has been in place stipulating that 40% of di-
rectorships at public companies must be held by women. 
Telenor adheres to this.

To what extent are such steps needed in russia? do wom-
en face harassment in business here? Is it true that female 
managers create alertness?

In 2011, pWc and specialists from the Association of 
Managers surveyed Hr directors at 80 russian and for-
eign companies about career opportunities for women in 
business. The results show that the share of female cEOs, 
presidents and chairwomen of boards of directors actually 
rose by 4-5% over the year. According to Hr directors, 
the main issues impeding a female’s career are insufficient 
ambition (84%), lack of communication skills (83%) and 
professional knowledge (64%). A minority of respondents 
also mentioned gender discrimination and less physical 
endurance.

“The existence of discrimination is not the issue, says 
Tatyana Olifirova. “Our point is that each person has rights 
on paper, but when it comes to the implementation of a 
single right, we have to acknowledge that opportunities for 
men and women are not always equal.”

The Women’s Association are seeking supporters for the 
draft bill and has ambitious objectives. “If everything goes 
the way that it should, we will have a tailor-made social net-
work,” Tatyana says. “Are we therefore changing nature’s 
way? I suppose that this is an issue of internal harmony and 
the honest understanding that you can do something bet-
ter. It is not about emancipation; it is just a professional and 
bottom-line approach.” 

WHEn IT cOMES TO THE 
IMpLEMEnTATIOn OF A 
SInGLE rIGHT, WE HAVE 
TO AcKnOWLEdGE THAT 
OppOrTunITIES FOr MEn And 
WOMEn ArE nOT ALWAyS EQuAL

ALEnA SHcHuLKInA And SVETLAnA KHErSH

Valeria Pavlukovskaya  
director of executive MBa, skolkovo business school

valeria Pavlukovskaya joined the skolkovo team in January 2012. Before that, she was 
responsible for the executive MBa programme at iMd, a leading international degree for executives 
and entrepreneurs with modules in switzerland, india, china and the us. valeria also holds an MBa 
from iMd.

RESuME
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Based on a publication by Forbes Woman of 
November 2011 

the world’s top business schools that work actively 
on leadership programmes for women acknowledge 
the significance of the female audience. there are 
already short-term courses (three to five days) at iMd 
(switzerland), the kellogg school of Management (us), 
cieBs (china) and ie Business school Madrid (spain), 
among others. they are dedicated to developing 
self-confidence: they help women to become more 
successful leaders, socialise, maintain useful contacts, 
and ensure the correct balance between family and 
career. 

according to research by Mckinsey dedicated to 
gender diversity (“woman Matter: gender diversity, 
a corporate Performance driver”), companies with 
more women in their management teams have greater 
organisational efficiency and higher financial indexes 
than those with similar business models but fewer 
female managers.

to analyse the phenomenon of women in business and 
understand how to apply their potential efficiently, iMd 
regularly organises seminars, educational programmes 
and discussion forums dedicated to the topic. so 
pressing is the issue that a dedicated seminar, “female 
leaders”, has been part of the educational programme 
since 2011. discussions about the matter are also 
popular among iMd’s full-time MBa students.

skolkovo is now considering integrating the topic into 
its eMBa programme.
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Helen Edwards  
head of the 
skolkovo library 
Project

Before coming to skolkovo helen was head of information services at 
london Business school where she worked with business students for over 20 
years. she was President of the european Business schools' librarians' group 
from 2005 to 2008 and has written and lectured widely about business school 
libraries in usa and europe. in october 2009 she was made an honorary 
fellow of the chartered institute of library and information Professionals for her 
services to international business librarianship.

RESuME

walter isaacson 
steve Jobs  
Simon & Schuster, 2011.

this is the exhaustive biography 
of the man who revolutionized 

three 
technologies- 
personal 
computers, 
phones and 
tablets – and 
three types 
of content – 

music, animated films and digital 
publishing. Based on interviews 
with Jobs himself, staff at apple 
plus many others who knew him 
in a personal or work capacity, 
isaacson describes the man 
who connected creativity with 
technology to create iconic 
products. new insights include 
Jobs' rage at the android phone 
which he believed copied the 
iphone's patented technology, 
stating that he didn't care if he 
had to use apple's entire bank 
balance of 40 billion usd to 
defeat it.  the books also reveals 
Jobs dismissive attitude to Bill 
gates who, Jobs said, never 
invented anything.

Richard Brandt 
one click 
Viking, 2011.

amazon has a very simple 
business model: buy now with 

one click. 
this book 
describes how 
Bezos became 
the world's 
largest internet 
retailer.  Bezos's 
approach to 

money was to "get big fast", 
grow the company at the 
expense of short term profitability.  
moving beyond books to 
consumer electronics and many 
other products, Bezos then 
transformed his business again 
with the Kindle, "a better form of 
book" and  saw further potential 
for capitalizing on his assets by 
exploiting his computing capacity 
with amazon web services.

david kirkpatrick
the facebook effect
Virgin, 2011.

this book was written by a 
reporter with inside access to 

Facebook's 
founders and 
key executives 
including 
Zuckerberg 
himself. it 
describes 
the story of 

Facebook from its origins in 
a harvard dorm to its current 
dominant role on the internet. 
the book also looks at the 
political impact of Facebook 
from elections, to revolutions to 
riots. accounting for its success, 
Kirkpatrick believes that continual 
product enhancement has so 
far kept Facebook ahead of its 
competitors. it is this popularity 
and the ease with which other 
applications can integrate with 
it, which are giving Facebook its 
two key assets: the data about its 
many millions of users worldwide 
and the "social graph" which 
shows how they are connected to 
each other.

Paul allen 
idea man 
portfolio penquin, 2011.

paul allen begins his ventures 
with the question "what should 

exist but 
doesn't yet?"  
he describes 
his teenage 
friendship with 
Bill gates, 
their mutual 
fascination 

with computer chips and their 
inspiration  to start microsoft.  
their early strategy was to 
price their personal computer 
operating system software so low 
that it wouldn't make sense for 
hardware companies to develop 
their own variants, especially as 
this would delay their entry into 
the fast growing market.  But 
it was the critical deal with iBm 
which ultimately led to microsoft's 
huge success and the immense 
wealth of its founders.  this book 
goes into the firsthand detail – 
the technology, the business 
decisions, the personalities –  
of how it happened.

what to Read ?
Few would dispute that exploiting the potential of information technology and the internet 
has led to some of the greatest businesses of our time: Amazon, Apple, Google, Facebook 
and Microsoft. these books describe the entrepreneurs behind these businesses, their 
driving passions and beliefs, their radically new approaches to business, their acquisitions 
and diversifications and the experience of working at these companies.  they tell also 
of the challenges, lawsuits, competition, bad press and personality clashes, and the 
impact of these companies on the business environment and society as a whole
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