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At the beginning of September the 

fourth SKOLKOVO MBA class opened 

its doors, and October and November 

saw the launch of EMBA-8 and 9. 

The latter, incidentally, has the larg-

est intake of students in the history of 

the SKOLKOVO Executive MBA pro-

gramme. The second SKOLKOVO 

Startup Academy class also began in 

the autumn – a two-month multi-mod-

ular course for those seeking to start 

their own businesses or to accelerate 

a current startup project with a view to 

finding seed financing.  

In this way, SKOLKOVO business 

school is foremost in responding to 

market demands, always keeping a 

couple of steps ahead.

Dear friends,

As you know SKOLKOVO business 

school is a platform where progres-

sive people come together in search 

of new opportunities, useful acquaint-

ances, effective cooperation and fresh 

ideas. We have entered the new aca-

demic year full of energy and enthusi-

asm, keen to progress our training of 

management professionals in Russia.

Throughout this academic year, the 

Moscow School of Management 

SKOLKOVO will continue to strength-

en its position in the existing areas 

of its expertise and also reach for 

new horizons. An excellent example 

of this is the “New Higher Education 

Leaders” programme designed by the 

SKOLKOVO Education Development 

Centre, by request of the Ministry of 

Education and Science of the Russian 

Federation. For the first time in the 

post-Soviet history of higher educa-

tion institutions, ‘top managers’ will be 

gathered together to exchange experi-

ence and formulate strategic develop-

ment projects.

The Executive Education department 

has launched some major new inte-

grated projects. These include the first 

programme dedicated to the high-

ways industry for Avtodor, approved 

by the Russian Ministry of Transport; 

the “Global Leaders” programme for 

ROSATOM; a programme for LUKOIL 

Overseas and many others. By training 

representatives of these companies, 

SKOLKOVO is making a serious contri-

bution to the development of Russia’s 

key industries.  

B
est regards,

A
ndrei V

olkov, D
ean  

of the M
oscow

 S
chool of M

anagem
ent S

K
o

LK
o

V
o

Dear friends,

For six years now the Moscow School 

of Management SKOLKOVO has 

worked tirelessly to develop and pro-

mote our country’s fledgling business 

education arena. When our enormous 

and highly ambitious project was just 

getting off the ground, we could lay 

claim to setting a precedent simply by 

its inception and uniqueness. Today, 

however, we are continuing to work 

hard to retain our leadership positions 

and to maintain the high standard of 

our educational products. 

Our challenge now is to move for-

ward, to follow the path that will trans-

form our school into a real intellectu-

al hub. We strive continuously to be 

the centre of expertise, the place to 

come for those intent on investing in 

Russia, building their businesses here 

and/or in other emerging markets and 

for those who are ready to grow pro-

fessionally and determine the future of 

this country and the world. 

In the immediate future, SKOLKOVO 

is intent on strengthening its existing 

educational programmes and on ex-

panding the number of intellectual 

products that it has on offer, in quick 

response to the demands of contem-

porary society. We believe that our ex-

pertise in the management sphere has 

great significance for all key industries, 

state as well as commercial; hence we 

are planning considerable expansion 

in that direction. 

Every day, more and more people 

come to SKOLKOVO determined to 

change their lives for the better. The 

number of our students, alumni and 

corporate programme attendees is 

rising, adding to our confidence in 

the fact that we are doing things right 

and inspiring us onwards towards new 

accomplishments. Their projects and 

personal achievements are reasons to 

be proud and act as starting points for 

general further development.

Yours faithfully,

A
ndrey R

appoport, P
resident  

of the M
oscow

 S
chool of M

anagem
ent S

K
o

LK
o

V
o
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Here is a story about a pessimist and an optimist. 

A shoe company once sent two agents to Africa at the same time. After a while 
it received two telegrams – one from each of them. The first one said, “There’s 
nothing to do here, we can’t sell shoes – nobody wears them”. The other said, 
“Opportunities here are limitless, the market is immense – everybody still goes 
barefoot!” In that amusing tale, there is only the grain of a joke, though, as 
situations like that are a dime a dozen in real life. Just last month Starbucks 
announced its entry onto the Indian market – in a country where people have 
been drinking tea for thousands of years, Starbucks has seen a bottomless 
market for coffee. In other words, opportunities are out there, we just have to 
see them.   

This issue is dedicated to those who interpret reality their own way. It’s about 
people who can see opportunity where others only see obstacles, and about 
those who are not afraid to build castles on naked ground. It’s also for those 
who are inspired and can inspire others. Don’t be afraid to look around and see 
things differently. As Oscar Wilde put it, “We are all in the gutter, but some of us 
are looking at the stars”. 

                  Tatyana gulina

In aggregate, 
participants spent 
230 minutes 
in complete 
darkness during 
the “Touching the 
dark” workshop 
held at the 
SKOLKOVO  
Open Day

In October, 
5 teams of 
students, graduates 
and employees took 
part in the traditional 
SKOLKOVO 
Executive MBA 
Football Cup

17 business projects of 
SKOLKOVO MBA, Executive MBA and 

Startup Academy graduates were 
exhibited at the Project Fair, held at 

SKOLKOVO’s 6th anniversary

Currently, the LUKOIL Overseas leadership 
development programme is SKOLKOVO 

Executive Education’s longest  
corporate programme,  

lasting for more than 50 days

Students of the 
fourth SKOLKOVO 

MBA class represent 
11 countries of 

the world: France, 
the Netherlands, 

Uzbekistan, South 
Africa, USA, Ukraine, 

Armenia, Georgia and 
Russia

At the beginning of 
November, the number 
of the Moscow School 

of Management 
SKOLKOVO’s followers 

on Facebook exceeded 
10 000
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The fourth SKOLKOVO MBA class was launched in Septem-
ber. There are 26 students, half of whom are internation-
al students from the Netherlands, Finland, France, 
Latvia, Uzbekistan, Armenia, South Africa and 
other countries. How did they find out about 
the SKOLKOVO business school? How did 
they enroll? What motivated their move 
to Russia? We put these questions to 
SKOLKOVO MBA sales managers 
Ekaterina Vechkanova and Anna 
Nekrasova, as well as to the stu-
dents themselves who came from 
abroad.

attractive and interesting for me than America or Europe,” 
says the South African. “After I read about the SKOLKOVO 
business school on the Internet, I understood that this was 
my chance. Fortunately, I was able to talk to SKOLKOVO 
consultants and get to know more about the advantag-
es and specifics of the school. Deciding to make the trip 
was no easy matter. I was worried about the 
language barrier and cultural difference, 
but I know I made the right choice.” In 
Mgabhi’s opinion, the SKOLKOVO MBA 
programme helps him understand the 
principles of working in developing 
countries and he values the opportu-
nity to take part in real projects. His goal 
is to go back to his homeland, one of the 
suburbs of Johannesburg and launch a start-
up that will help raise the standard of living of his fellow 
countrymen.

Open lectures, master classes and meetings with students 
and alumni prove other useful tools in the search for new 
SKOLKOVO MBA entrants. As a rule these meetings are 
informal. For example, during the modules in India and the 
USA, current MBA students often meet for dinner potential 
candidates thinking about entering the SKOLKOVO MBA 
programme, to tell them about the school, share insights 
and give them a fuller picture of the everyday reality of Rus-
sia and Russian culture.

“SKOLKOVO is a unique business school,” American 
Edward Newman agrees with his fellow student Gurvan 
Dersel. “This is the only place where you are 
taught how to create your own business 
and that’s what makes the SKOLKOVO 
business school different from all 
the others. Everywhere else focuses 
on developing the wide spectrum of 
managerial skills which are invaluable 
if you want to build your career in a cor-
poration. We, SKOLKOVO MBA students, 
however, want to realise our own business 
ideas and that’s where the main principle of the SKOLKOVO 
programme comes in – learning-by-doing.”

Indeed, the unique character of the SKOLKOVO MBA pro-
gramme is attracting students from all over the world. By 
getting onto the programme students know they will gain the 
unique knowledge and skills that will help them to change 
the world and make it just that little bit better. 

To move to another country is no easy decision to make. 
As well as the usual need to get used to new surround-
ings, students from abroad have to acclimatise psy-
chologically as well. But why don’t these hurdles scare 
the foreign students who are increasingly joining the 
ranks of SKOLKOVO MBA students? They are com-
ing to Russia from all over the world, looking for a 
unique experience and ready to take a giant leap to-
wards fulfilling their dream.

“Foreign students choose the SKOLKOVO business 
school for a number of reasons,” says 

Gurvan Dersel, an MBA-4 student 
from France. “Firstly, the course 
differs from the standard Ameri-
can or European concept in that it 
is geared towards the development 
of entrepreneurial talent and towards 

the specificities of the emerging markets. 
Secondly, foreigners who come to Russia 

have a clear objective. They want to work here, 
open their business here and make their ideas reality here. Fur-
thermore SKOLKOVO is the only business school in Moscow that 
has an MBA programme in English”. Incidentally, Gurvan was excel-
lently prepared for the programme. He came to Moscow two months 
before it began to learn Russian, familiarise himself with the environment 
and psychologically to get to grips with Russian mentality. 

The SKOLKOVO MBA admission 
process is on-going throughout the 
year. The search for suitable candi-
dates is conducted in every possible 
way: school representatives take part 
in various fairs and exhibitions; they 
hold one-on-one meetings, informa-
tion sessions on Campus and organ-
ise webinars, where they answer po-
tential applicants’ questions online in 
real time. Anyone interested in an MBA programme can 
enter an interactive online space and utilise special chat 
rooms set up by educational establishments to talk with 
their advisors directly. It was by this means that SKOLKOVO 
managers met Gautam Dutta from India and also Jim Smith, 
who, before enrolling at SKOLKOVO, had gained manage-
rial experience working as a homeroom teacher in schools 
in the USA and Honduras.

Advanced high-tech methods are still only growing 
in popularity, though. The majority of applicants 

come either by way of one-on-one meetings 
or via special events. Every search begins 

with the definition of strategic trends. In 
other words, programme managers 

closely monitor the world’s mac-
roeconomic situation in order to 

determine which markets are 
showing steady economic 

growth and consequently 
where people with entre-
preneurial talent are the 
most active.

A perfect example 
is Mgabhi Mlongo, 
an MBA-4 student 
from South Africa. 
SKOLKOVO business 
school specialists 
have been study-
ing South Africa for 
a while now. It is a 
fast-growing market; 
consequently there 
are numbers of peo-

ple there that fit the 
SKOLKOVO MBA ‘profile’ 

perfectly: decisive, ready 
to take risks and eager to 

change the world around 
them. SKOLKOVO consult-

ants went to South Africa and 
organised a series of meetings 

with potential candidates – Mgabhi 
was one of them.

“I always wanted to conquer new hori-
zons, and the emerging markets were more 

SKOLKOVO MBA FOREIGNERS WHO COME TO RUSSIA HAVE 
A CLEAR OBJECTIVE. THEy WANT TO WORK 
HERE, OpEN THEIR BUSINESS HERE AND 
MAKE THEIR IDEAS REALITy HERE.
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“Have you seen the Ameri-
can action film  “300” – 300 
referring to the 300 Spar-
tans? Well, this is a simi-
lar tale, only the Spartans 
in this case are deans of 
Russian universities. There 
were 300 and now, after a 
highly competitive selec-
tion procedure for admis-
sion onto the programme, 
only just over 100 remain. 
Their fate is sealed and 
they are destined for suc-
cess,” says Alexey Gu-
sev, Director of Public Sec-
tor Programmes at the 
SKOLKOVO Education De-
velopment Centre, when 
describing the participants 
of the “New Higher Educa-
tion Leaders” programme.

ON THE HIGHEST LEVEL

What is so special about the pro-
gramme? Why are top managers of 
leading Russian universities so inter-
ested in it? And why did Dmitry Medve-
dev himself, Chair of the SKOLKOVO 
Advisory Board, say that, “The project 
to train 100 state university deans is 
very important for the school”?

“The programme will have a system-
wide effect. It’s not just about edu-
cation, it’s an attempt to change the 
mindset of university managers,” says 
Alexey Gusev. “We know how to de-
velop an entrepreneurial, business way 
of thinking. It’s time to use the experi-
ence we’ve gained on the corporate 
programmes and put it into the non-
commercial sector”.

The “New Higher Education Leaders” 
programme is similar to the Executive 
Education programme in format: 8 five-
day modules, group work, modera tors 
and the best industry experts and 

professors. The participants’ 
main objective is not only to 
attend lectures, but to devel-
op concrete projects which 
will become pilot platforms 
for change within the educa-
tion system. Representatives 
of different universities will 
come together in teams to 
work on areas approved by 
Dmitry Livanov, Minister of Education 
and Science of the Russian Federa-
tion. This approach will help stimulate 
inter-university cooperation and have 
a multiplicative effect on certain high-
er education sectors. “For example,” 
says Alexey Gusev, “The framework 
of the programme will facilitate the 
development of an industry education 
cluster model for the construction of 

aircraft, the effect of which will be felt 
not only by one given university, 
but by a whole constellation of 
strong engineering universities 
and even by the industry itself.” 
Moreover, there’s no doubt that 
a lot of really interesting strate-

gic projects will emerge as the 
result of the programme, at the 

end of which participants will have 
to defend their theses before heads of 

the Ministry of Education and Science 
of the Russian Federation.

participation in the “New Higher Edu-
cation Leaders” programme is free, 
however competition for places was 
stiff, with three people to any one 
place. More than 300 top-manage-
ment representatives from 170 higher 
professional educational establish-
ments submitted applications. The 
SKOLKOVO business school com-
mission selected candidates whose 
applications best satisfied the require-
ments and format of the programme. 
The criteria were determined in ad-
vance: managerial experience, being 
able to speak good English and prior 
involvement in scientific and innova-
tional projects. The candidates were 
also asked to prepare a presentation 
explaining their own position on one of 
15 topics relating to the development 
of higher education today.

Advantage was given to candidates 
who already had not only academ-
ic, but also project management 

experience, and also to those who 
could demonstrate experience work-
ing in business or other fields unre-
lated to education. “This radical ap-
proach to selection is designed to 
reflect one of SKOLKOVO business 
school’s main principles with regard to 
higher education,” explains Alexey Gu-
sev. “Universities need to interact with 
the real economy. Without 
external stimuli to boost 
development they 
will remain isolated 
and consequently 
the decline of the 
whole system will 
be inevitable.”

Investment is made 
into the mutual coope-
ration of business and 
universities from the very 
first module of the programme. Nu-
merous business experts are eager 
to cooperate with universities, for ex-
ample Alexander Abramov, Founder 
of EVRAZ Group; Mikhail pogosyan, 
president of the United Aircraft Cor-
poration and Kamil Isaev, Head of 
Research at Intel. Enio Omae, a rep-
resentative of foreign business and 
top manager at Education First, ex-
Research and Development director 
at Apple and one of the world’s lead-
ing experts in the implementation of 
new technologies in educational pro-
ducts, proved one of the most exciting 
speakers.

This business-mentality focused ap-
proach and the attention paid to 
new technologies and project work 
will prove an integral part of the pro-
gramme as a whole. This is namely 
why the  “New Higher Education Lead-
ers” programme will become an ex-
perimental platform for the implemen-
tation of bold ideas as part of higher 
education system reforms. 

WITHOUT ExTERNAL STIMULI 
TO BOOST DEVELOpMENT 
UNIVERSITIES WILL REMAIN 
ISOLATED AND CONSEqUENTLy 
THE DECLINE OF THE WHOLE 
SySTEM WILL BE INEVITABLE

100
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CAREER  
CROSSROADS

Only a year ago, Alexander Svinin, a graduate of the first 
SKOLKOVO Startup Academy class, was pursuing a career 
in HR – searching and recruiting staff for large Russian 
and international companies. However in March, brimming 
with new ideas and having gathered a team of like-minded 
people around him, Alexander dramatically changed his 
professional life and became the co-founder and CEO of 
the company Smart Start. 

Smart Start is an application for social networks and mobile 
platforms that enables students and young specialists 
to search effectively for a job and for employers to find 
perspective employees. The rules of the game are simple. 
On the one side, applicants install the Smart Start application 
onto their social network or smart phones, and Smart Start 
employees then produce their resumes, based on the 
information provided on the user page and notify users of 
vacancies corresponding to their profiles. On the other side, 
employers register on the Smart Start website and within 
four hours a Smart Start moderator approves their entries, 
allowing them access to an administrative panel and the 
opportunity to publish vacancies, follow users’ responses 
etc. After the representatives of both sides have successfully 
completed the registration procedure, they are left to their 
own devices to edit information about themselves, view and 
offer new vacancies, agree interviews etc. 

What is the secret of Smart Start’s success, and how 
can it fight the long established market leaders such as 
HeadHunter and Superjob? The answer to that is, like 
everything ingenious, really simple – it focuses on a single 
audience. Smart Start provides the solution to a real 
problem faced by HR departments of 
large corporations. Alexander Svinin 
explains that recruiters critically lack 
information resource. The reason for 
this is the “searchlight” phenomenon, 
whereby human nature chooses the 
path of the least resistance. Recruiters 
are no exception and they search 
for potential candidates on internal 
databases or job search websites, in 
other words, wherever the spotlight is 
shining. Meanwhile the candidates they are looking for may 
be in “shadow”. The question is how to reach them? In the 
databases of the largest HR portal there are only about 
400 000 resumes of young specialists. However almost 
all students are active users of social networks and they 
represent a direct path to sought after candidates.

Having compared the facts, Alexander found not only a 
tool with which to solve existing problems, but a successful 
business idea as well. The Smart Start application will not 
help just anyone from 18 to 60 find a job, but the probability 
that a young specialist will find a suitable vacancy through 
it is really high. In practice, Smart Start is a meeting point 
for people who are interested in each other. Today the 
application has 23 000 VKontakte users and 300 company-
employers. And that’s just the beginning!

In January 2013, a second version of the application will be 
launched, which will be able to provide even more useful 
real life opportunities. Firstly, the application interface will 
change: Smart Start employees will form vacancy boards 
similar to traditional news sections on social networks to 
make it even easier to use. Secondly, a consulting element 
will be introduced. The Centre for Humanist Technologies, 
a partner of Smart Start, will provide an application for 
vocational guidance tests that are designed to help students 
decide on the direction of their future careers and provide a 
more accurate selection of vacancies for individual users. 
Thirdly, there will be the option to accept recommendations 
from other application users, in other words, a kind of 
personal rating amongst employers. Finally, students will be 
able to get an objective picture of the vacancies available 
in the specific areas they are interested in, to assess 
their career development and growth opportunities both 
today and in the future and to build their own professional 
trajectory, from intern to employee. Smart Start will also, no 
doubt, appear on other platforms as well, which will serve 
no fewer users than the existing service does on VKontakte. 
These will include mobile platforms and Facebook, whose 
users, unlike with the Russian equivalent, are interested in 
receiving serious information on their social network. 

Alexander’s story is a great example of how no one should 
be afraid to start from scratch and dramatically change his 
or her life. After all, often the only obstacle that stands in 
our way is ourselves! 

In Russia there are about 7 000 000 students.  
More than 6 600 000 students are users of the social 
network VKontakte. An ordinary Internet user spends  
500 minutes a month on social networking, and 23 000 
of the most forward-thinking young people in Russia know 
how to distribute their time cleverly, dedicating at least 
10 minutes of the monthly norm to the VKontakte Smart 
Start application

SMART START pROVIDES THE SOLUTION TO 
A REAL pROBLEM FACED By HR DEpARTMENTS 
OF LARGE CORpORATIONS
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CARDS
ON THE TABLE!

development of Square on the American continent closely. 
The current need for this service for Russian entrepreneurs 
and customers was irrefutable, hence in 2011 Nikolai made 
the decision to launch a similar project in Russia. For 
several months Nikolai actively conducted market research, 
conferred with experts and recruited a team so that he was 
fully prepared to launch his own very first business project. 
As a result, 2can became the first mobile payment project 
to be certified by the international payment system Visa, 
since it fully met its numerous security requirements, and 
was officially launched in September 2012.  

The 2can team has set itself a seriously ambitious task – to 
grow the use of mobile payment apps and popularise the 
use of bankcards as a payment method in Russia. Nikolai’s 
business concept would, however, seem set for success, 
since the number of entrepreneurs in Russia interested in 
mobile payment technology is relatively widespread. Firstly, 
2can’s clients are small and mid-scale businesses which 
hold no great interest for banks due to their generally small 
turnover, but which nonetheless want to provide their clients 
with a means to pay for their services without reliance on 
cash. The second segment includes enterprises which do 
not have static points of sale, for instance, courier delivery 
services or “field” specialists, such as Internet setup 
engineers, air-conditioning unit repair mechanics, etc.

Considering the ever-increasing penetration of smart phones 
in our lives, the 2can project is offering a rational solution to 
a problem that is currently resonating throughout society. 
The project team is already receiving multiple daily enquiries 
from entrepreneurs planning the long-term development of 
their businesses and who are seeking to reach a new level 
in client relationship management and expand their target 
audience reach by means of mobile payment methods. 

The first bankcard came into being in the 1950s, yet it didn’t 
ignite the rumblings of revolution, not in Russia at least.  
The majority of Russians have continued to carry a wallet 
stuffed full of cash – after all, how else are you going to pay 
for a taxi or buy flowers from a street vendor?  
Nikolai Zhmurenko, a graduate of the first SKOLKOVO 
Startup Academy class and founder of the 2can project,  
is seeking to resolve that problem

More than 220 million bankcards have been issued in 
Russia to date – a figure higher than the country’s current 
population, and the number of bankcards per individual 
already stands on a par with Europe. However, to quote 
Mark Twain, “There are three kinds of lies – lies, damned 
lies and statistics”. The average card carrying statistic per 
individual takes into account neither the concentration of 
‘plastic’ regionally, nor the number of cards each person 
possesses. The potential of bankcards is also being 
overlooked. 2011 annual results demonstrate that 87% 
of turnover generated from the use of bankcards derives 
from ATM cash withdrawals and only 13% comes from 
purchasing goods and services. In other words people 
who have payroll cards use them primarily to withdraw the 
maximum they can and then live on the cash as before. 

There is a logical explanation for this. Firstly, habit – the 
stereotyped belief that money is something tangible – 
notes or coins in wallets or pockets. Secondly, and more 
importantly, despite the growth in the number of cards being 
issued in Russia, the number of places where bankcards 
are accepted as a form of payment remains incredibly 
low. Let’s go back to the figures. If Russia has managed 
to catch up with Europe in terms of the number of cards 
everyone has, then it is still severely lagging behind when 
it comes to the proliferation of places where these cards 
can actually be used. While in Europe, 
depending on the country, there are 
from 21 000 to 23 000 bankcard 
terminals per million people, in Russia 
the same number of customers are 
served by a mere 3 700. Moreover, 
these are concentrated in large cities 
and chain stores, so in order to avoid 
embarrassing situations where only 
cash is accepted, people tend to go 
to ATMs and withdraw money. In taxis, 
small shops and for courier services 
people still need be prepared to pay 
in the traditional way. 

A sensible solution to this problem can be found in the 
mobile payment technology being introduced and promoted 
in Russia by the 2can project team, under the guidance 
of Nikolai Zhmurenko. 2can is a special service for smart 
phones that can be activated by way of a small device 
that can be connected to them. The combination of these 
three elements – a smart phone, the application and the 
device – can transform a telephone into a pay point for 
bankcards, and, consequently allows entrepreneurs an 
alternative means of accepting customer payments, other 
than by insisting on cash. 

The success of a foreign initiative inspired Nikolai to create 
a similar Russian service. In 2010, Jack Dorsey, founder 
of Twitter, launched the Square project in the USA, based 
on the growing number of entrepreneurs using smart 
phones for the good of their own businesses: basically the 
mobile acquiring service. Nikolai Zhmurenko followed the 

CONSIDERING THE EVER-INCREASING 
pENETRATION OF SMART pHONES IN OUR LIVES, 
THE 2CAN pROJECT IS OFFERING A RATIONAL 
SOLUTION TO A pROBLEM THAT IS CURRENTLy 
RESONATING THROUGHOUT SOCIETy
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Marketing professor Colin Egan has told  
GOINSIDE about wonders of observation 
and consequences of right naming

A  
BEAUTIFUL

MIND

COLIN  
EGAN
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etc. Red Bull sponsors the guy who will make the 
highest free fall jump from space. Now Red Bull 
has 4 bln sales volume. 4 bln from meeting a truck 
driver in Thailand. And it all came from observation. 
 Another example: sometimes it’s important 
to have insights of things that the customers maybe 
don’t think they want. For example ipad or iphone. 
Nokia was very-very sleepy when Apple came. The 
rest is history. Steve Jobs said that it is not good 
to do market research because people don’t have 
the vision to see what we can see.

So the example of Steve JobS proveS that the reSearch 
doeSn’t mean a thing.

colin egan:  No, it doesn’t. It proves that marketing 
research is trickier. The customers are not good in 
expressing their desire that they didn’t experience. 
Sony, for example, with the Walkman. They said 
that if we listened to the market research that we 
had, we wouldn’t have launched that. The idea 
has been rejected by customers, but observations 
of what youngsters are doing with those ghetto 
blasters, big tape recorders, allowed the company 
to make a step ahead. The customer doesn’t 
always know he has a need, but the supplier has 
to create it. At the same time there are surprises for 
companies. Take the  ipad example. Apple were 
surprised how quickly it took off as a business 
thing. They have created it for consumer markets 
which are their natural territory. And they were 
quick to respond by development the applications 
for business.

Which three maJor thingS do you Want to teach your 
StudentS?

colin egan:  Allow me to name four. First is market 
analysis. And it is really how to understand the 
external business environment – political, social, 
economic, cultural, etc. you look for the changes. 
Some are pretty predictable. For example there is 
an aging population in Western Europe, and there 
is young population in South-East Asia. Japan is 
going to decline in population. These demographic 
things are very easy to project. We all know that 
there will be an imbalance between boys and girls 
in China because of one child policy. Some things 
are less predictable. For example, technology 
breakthroughs. But we have methods for that too. 
So those would be two categories: market analysis 
and methodology. Then we have customers' 
insights: how and why they behave and the way 
they do when they make decisions; segmentation 
analysis – sometimes you need to organize groups 
of customers who behave similar but different to 
other groups. And the fourth thing is marketing 
management. And that is the decisions that we 
take, product decisions, creation, development, 
production, launch, management, pricing 
decisions, promotion decisions, sales decisions, 

communications, distribution. If you see those 
parts as a continuum you start with what’s going 
on in the outside world and it eventually affects the 
decisions that you take. And your task is to reduce 
the chance of failure or increase the likelihood 
of success. It is a science, and if you follow it 
properly, you will succeed. procter & Gamble has 
been doing that for 130 years and getting it right 
time again and again.

Would you Say that iS becauSe of the globalization 
the buying behaviour in the WeSt and in the eaSt iS 
becoming the Same?

colin egan:  There are things that are the same 
everywhere. For example, MTV music channel. 
Trust me I’ve traveled to many countries: 
the presentation of the channel is the same 
everywhere. The luxury goods segment is the 
same. T.G.I. Friday’s is the same. If you look at 
Russian brands that have done particularly well 
abroad not surprisingly they’ve been with products 
Russia is famous for. I mean high-end vodka, 
bears, Kalashnikov. Take Mars for example, 

two of its products: Snickers and 
Starburst. 10 years ago they had 

global packaging harmonization 
strategy. In the UK Snickers 

used to be called Marathon. 
And despite al l  local 
protests they’ve changed 
it. procter & Gamble did 
the same with brands 
like Tide, Ariel and Dove 
because they think it 
gives them access to 
global media channels.

 So I wouldn’t say that 
the buying behaviour is 

the same, but the brands 
have a certain tendency to 

become international.

What doeS apple brand Say?
colin egan:  Apple brand says worldwide, 

“Designed in California”. And then they have in 
smallest possible letters “Made in China”. It’s 
young, fun and trendy. Throughout the case 
[Apple vs Samsung] even the judge recently 
said, “Nothing is as cool as Apple”. They’ve 
been like that from the start. There is a concept 
called the network effect. One of the reasons so 
many people buy Apple is because they have the 
most applications. One of the reasons why the 
developers write the most apps is because Apple 
has the biggest number of subscribers. It’s like 
Facebook. Facebook is absolutely not the best 
social network inside, and significant number of 
people go there just because their friends are 
there.

do you like teaching at Skolkovo?
colin egan:  yes, I do very much. I teach at a 
number of big high-end universities. I think Warwick 
and Erasmus would be the best comparison for 
your school. When I started teaching at Warwick 
90 % of the class would have been British and now 
the British students represent only 10 %.

can you recall any funny or intereSting caSe from 
your teaching here?

colin egan:  I gave a group a choice of two [cases]: 
one could be an assessment of your own business 
using marketing frameworks and the other was a 
traditional business school case study. Normally 
MBA students try to avoid work. But one of the 
participants did them both, which is not easy! We 
thought it was a failure of communication, but he 
said he was happy to do both! 

do you approach yourSelf aS a profeSSor or a practitioner? 
colin egan:  Before I did my own MBA in 1987 
I actually owned my own small business in the 
UK. In 1990 I moved to one of the top business 
schools in the UK, Warwick University, and in 
1994 I became a full-time professor. Since then 
I’ve taken a leave of absence on few occasions 
to work on education programmes with large 
companies like Bp, philips, and IBM. With IBM 
we created an in-house marketing university. 
With Bp we did the marketing-sales academy. 
And I advised on educational components – 
competences, frameworks, diplomas. I’ve always 
had this academic perspective but I worked within 
these big international companies. So I’d say I have 
both components in me.

iS marketing more of an art or a Set of ruleS?
colin egan:  Well, a general perception from people 
who never studied the subject is that marketing is 
all about advertising. But actually if you look at the 
genesis of marketing as a subject, its roots are in 
social sciences. It’s origins were first in economics. 
The subject didn’t really exist as a formal discipline 
until the 60s. Then psychologists came in – and a 
subject exploring consumer behaviour appeared. 
And then in the early 70s some big input from 
sociologists was made: they have studied group 
behaviour. Today in this discipline we have many 
people with background in geography, where 
they study distribution theory, location theory, 
demographics, globalization. So actually Marketing 
as a subject that has deep roots in social sciences. 
 No matter what company you think of, 
ask yourself: does it have customers? Are they 
demanding? Does it have competition for those 
customers? So when you say that marketing is 
an art, the closest you come to that is in creative 
department of advertising agencies. And even in 
advertising agencies they have processes, key 
account management processes, they have project 
management processes, they have pR-processes 
etc.

can you give uS Some exampleS hoW marketing WorkS?
colin egan:  It’s all about observing right things 
and making right decisions. If you take Red Bull, 
this began with Unilever director taking holidays in 
Thailand. He observed that truck drivers would take 
cheap packaged herbal drink to avoid sleeping 
when they drive. He came back and launched Red 
Bull. He started from ski resorts, because people 
wanted to ski for 12 hours and party for 9 hours. 
The energy drink segment was created. Meanwhile 
Coca Cola didn’t see the opportunity at all. And 
this guy started making it internationally, he found 
partners, pushed it through channels, found people 
who were buying that. He focused worldwide on 
adventurous activities like aerobatics, Formula One 
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Leonid Melamed, 

Founding partner of the SKOLKOVO business school, 
talks about business in the USSR and in Russia,  
about his first salary and the problems  
he has with his hobbies  

YOU CAN  
NEVER KNOw 
ENOUGH



When did you realiSe for the firSt 
time that you Were a buSineSSman? 

At the Ural polytechnic Institute, 
where I was studying, they had con-
struction groups. As a freshman I 
managed to sign up to one of them, 
although usually they didn’t accept 
first-year students. After a couple 
of years, having done my military 
service, I ended up in Novosibirsk. 
There, construction teams were only 
employed over the summer. At that 
time, the USSR was suffering from a 
workforce deficit, and of course, that 
was felt most acutely in the lesser- 
qualified professions, particularly in 
construction. So I transformed build-
ing into a normal year-round activity. 

did you manage to earn much?  
hoW did you Spend your money?

From my very first pay packet I gave 
my parents a cool radio, one of the 
early short-wave ones. It was ex-
tremely expensive. I don’t remember 
exactly how much though. 

after the graduation, didn’t you 
have your oWn cooperative to buy 
or inStall computerS?

I got a job in a design-engineering 
office. The work pattern was like 
this: an industrial plant would book 
researchers to some or other de-
velopment and we would not only 
design, but also produce equipment 
as one-offs. At one point, the oppor-
tunity arose to process orders from 
businesses more independently and 
we started making money from that. 
However, as what we were doing 
was neither commercial nor interme-
diary, it didn’t prove that profitable. 
Then we realised that there was a 
huge demand for greater random-
access memory storage for IBMs. 
That sounds funny now, of course. 
But back then, a unit a bit larger 
than a modern computer allowed for 
memory expansion of 40 kilobytes. 
That was in 1987 or 1988. Our co-
operative was one of the first in the 
Kalininsky district of Novosibirsk 
and after a while it was the only one. 
Coops disbanded really quickly back 
then. 

WaS it buSineSS for the Sake of 
buSineSS or an attempt to Save 
money for Something? 

Compared to the salaries of plant 
engineers, I had quite a high income. 
Whereas before I was living with my 
family in a Soviet-style hostel, as 
soon as the cooperative was formed 
I was able to rent a flat. We ate in 
coop canteens, that was expensive 
enough, and although it was impos-
sible to earn enough money to buy 
a car, we made sufficient income to 
pay rent, buy decent clothes and for 
food. 

What goalS did you have back then? 
What future did you enviSage?

Well, I think the goal was to have 
the whole world in my pocket. What 
other objectives do people have at 
that age? We all were really enthu-
siastic: we would make something 
of ourselves and there was no need 
to make stupid compromises. you 
don’t want useless bosses ruling it 
over you – show your entrepreneurial 
spirit. “The iron curtain” fell and the 
euphoria of freedom was boundless.

Why did the cooperative cloSe?

A coop is not a great business 
model. It’s a collective enterprise 
where everyone has a vote, regard-
less of what he or she brings to 
the table. Just imagine if Korolev’s 
space programme were a coopera-
tive. Mr. Korolev comes and says, 
“Guys, we built a great rocket, and 
we’ve made quite a profit from it, 
but now we need a new one. 
Admittedly, it’s extremely 
risky, it might never fly, so 
we may have to tighten 
our belts a bit. But 
let’s vote”. And there 
sits Korolev, alone, 
with ten cleaning 
ladies opposite him. 
question – how 

You don’t want 
useless bosses 
ruling it over You  
– show Your 
entrepreneurial 
spirit

LEONID MELAMED, CEO OF KOMpOZIT, HC

SERGEy SOByANIN AND LEONID MELAMED AT THE LAUNCH OF A NEW KOMpOZIT, HC pRODUCTION AREA

are they going to vote? For money 
in their pockets, or for the future? A 
cooperative model will survive only in 
a business that requires a large num-
ber of people with similar abilities. 
And that’s rare. 

hoW elSe have you earned money? 

As entrepreneurship dawned, there 
were a number of funny instances. 
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SERGEy SOByANIN AND LEONID MELAMED AT THE LAUNCH OF A NEW KOMpOZIT, HC pRODUCTION AREA

I WOULD LIKE THE 
NExT pRESIDENT 
OF RUSSIA TO 
BE A SKOLKOVO 
GRADUATE

Imagine the situation – I already 
have two children, but we’re living in 
a rented flat. It’s still the USSR and 
people have been waiting in line for 
20 years to get a place to live. And 
then a commodity exchange opens 
in Novosibirsk. Now we, all entre-
preneurs, are already bored with 
devices, so we decide to trade on 
the exchange and head to the bank 
for a loan. As I recall, a share cost 
100 thousand rubles – a consider-
able amount of money back then, 
not a whole car, maybe, but half 
of one certainly. By then I did have 
a car though – a twenty year old 
‘Kopeika’ – a gift from my parents. 
So we go to the bank and that in 
itself was hysterical. Sberbank was 
giving loans to entrepreneurs. Apart 
from a business plan – a rough list 
of thoughts about how we were go-
ing to repay the money, we were 
required to provide a written expla-
nation of how our business would 
benefit the region in which we were 
registered and what good it would 
do the city and even the country as 
a whole! We wrote that there would 
be a gigantic benefit and got the 
100 thousand. At that point none 
of us knew what pledges or securi-
ties were, we just went and bought 
shares on the exchange. My friend 
and I just went there without any 
idea how it worked. It was sited 
over two floors: on the first there 
was a small hall, on the second – 
a balcony. Downstairs there was 
a wholesale section, and upstairs 
– retail. The exchange sold every-
thing. On the first floor there was a 
really long list of several thousand 
positions, where each business in-
dicated its commodities. It just so 
happened that on the second floor 
we met someone who said: “I need 
reinforced steel. It’s on the list, so 
I’m going to sign a deal and buy 
some”. We went downstairs to the 
wholesale section and noticed that 
there was reinforced steel on offer 
there as well, but the price was a lot 
cheaper. So we went back upstairs 
and said: “We can get you your re-
inforced steel, sign a contract with 
us”. With the difference from that 
deal I bought a three-room flat at 
that very same exchange.

today entrepreneurShip iS taught – 
hoW to foSter a Spirit of initiative. 
What you’ve Said though Would 
SuggeSt that people are JuSt born 
entrepreneurS.

I am 100% convinced of that. That’s 
why at the SKOLKOVO business 
school we don’t teach non-entrepre-
neurs how to become entrepreneurs. 
We simply take people who already 
have that entrepreneurial spirit and 
give them the necessary tools to 
bring it to life in the most effective 
way possible. 

hoW do you knoW Whether a perSon 
haS an entrepreneurial Spirit 
or not? 

Only by what he or she does. you 
can tell initiative through tests, but 
entrepreneurship is a much wider 
notion than initiative. If a person is 
programmed in that way, it’ll become 
obvious. The most important thing is 
to listen to yourself. And why do you 
think it’s some kind of taboo concept 
that entrepreneurs are born to it?

don’t you think that a mindSet like 
that iS limiting in termS of the 
people Who might otherWiSe go to 
Skolkovo?

a talented person and the stupid 
ones will get where they’re going by 
themselves.

Which qualitieS doeS an entrepre-
neur need, and Which a manager? 

An entrepreneur needs a number of 
qualities and to lack one of them, he 
or she won’t be an entrepreneur in 
the full sense of the word. 

all the founding partnerS of the 
Skolkovo buSineSS School are 
entrepreneurS…

yes, and outstanding ones. All ex-
cept me. I ended up here because 
of friendship. 

all theSe entrepreneurS, born in 
the Soviet union, have got together 
and created a School to teach 
entrepreneurShip. Why did you 
decide to help young people? 

I have a reason that doesn’t have 
anything at all to do with charity. 
But initially I’d like to answer why 
people like us have got together. 
Firstly, we know that you can never 
know enough. We didn’t get it in 
our time and for us that meant un-
necessary bumped heads and lots 

of wasted time, time we could have 
used to do more and to go further. 
That’s why the fact that we became 
entrepreneurs without the prere-
quisite knowledge is not a thing to 
be proud of, but rather a cause for 
regret. But what about my interest 
in the school? Firstly, I want great 
managers in my team who have en-
trepreneurial spirit. I want them to 
have studied at a good school, have 
gained knowledge and then to come 
to me to drive the business forward. 
Secondly, I would like the next presi-
dent of Russia to be a SKOLKOVO 
graduate. 

What hobbieS do you have? 

I rollerblade. I’ve covered more than 
1600 km this season. In Moscow 
there are practically no decent 
tracks for racing. The two I found I 
improved myself – by painting the 
manholes with fluorescence paint. 

hoW did you come to roller-blade?

My kids were roller-skating one day 
and as I watched them I felt envi-
ous. I bought my blades somewhere 
abroad. I put them on on a court 
enclosed with a net, and off I went, 
clinging to the side…

We teach not only entrepreneurs, but 
managers as well. There’s always a 
grey area. Moreover, I don’t believe 
that a company packed entirely with 
entrepreneurs can exist for any great 
length of time. A company must 
have a certain number of entrepre-
neurs, but all of them will eventually 
leave and managers with entrepre-
neurial spirit should take their places. 
The question is whether we should 
teach all these people together. The 
founding partners discussed that 
and certain measures have already 
been taken to individualise educa-
tion. For instance, we’ve introduced 
the CEO school, Startup Academy. 
Maybe some day we’ll divide the 
programme into an MBA for entre-
preneurs and an MBA for managers. 
Returning back to what we were say-
ing though, I believe that we find en-
trepreneurs and teach them to apply 
their talents effectively, which is, inci-
dentally, a factor in production. If, in 
the post-industrial period, econom-
ics referred to three factors of pro-
duction – labour, land and capital, 
nowadays, a fourth and incredibly 
important factor is entrepreneurial 
talent. Now it’s even being looked 
at in a broader sense – as creative 
talent. That’s what we’re trying to 
develop. you know the saying – help 

the founding partnerS have Said 
that they often find buSineSS 
partnerS through their SportS. 
haS that ever happened to you? 

It’s hard to recruit partners at high 
speed!

What characteriSticS are you 
looking for in people  
to Work With? 

If I employ a person in a top posi-
tion, I consider my own weaknesses, 
knowing that they need to be com-
pensated for. That’s why I interview 
everyone I take on. 

What advice Would you give 
to young entrepreneurS? 

Entrepreneurship is an art, so advice 
should never be given. Our job is to 
show an entrepreneur a palette and 
teach him/her how to use the paints. 
Everyone should create his or her 
own masterpiece with the paints and 
technique that they choose. 
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At the end of October 
the Moscow School 

of Management 
SKOLKOVO  

opened its doors  
to a new Executive 

Education integrated 
modular programme 

designed especially  
for employees of the 

State Company  
Russian Highways – 
a company striving  

to fight one of two  
eternal Russian problems

Having received a theoretical ground-
ing on a particular topic and hav-
ing heard from inspirational visiting 
speakers, programme participants 
got straight to real work in their very 
first course module. The participants 

were divided into six groups and 
given project areas to progress 

throughout their studies. The 
range of projects is unbelie-
vably wide: from managing 
Avtodor’s toll highway net-
work to conceiving the design 
of a new main “Moscow-Ural” 

motorway; from high-speed toll 
highways in metropolitan cities 

to planning the positioning of the 
State Company “Russian High-
ways”, and so on. 

For the Moscow School  of 
Management SKOLKOVO, the 
programme “Managing major 
public highways projects” is 
also a new experience and 
a reason to be proud. This is 
the first time that the Executive 
Education team has designed 
a course for employees of 
the highways industry, a fact 
which bears witness to the 
ever-increasing expansion 
of SKOLKOVO business 
school’s pool of experts 
specialising in a wide range 
of industries and business 
fields, and thus strengthen-
ing its position in business 
education. Moreover, 
given Avtodor’s role as a 
central player in Russian 
civil engineering and 
industry development, 
the opportunity to edu-
cate its specialists is, 
at the same time, both 
a great honour and a 
huge responsibility for 
the SKOLKOVO busi-

ness school. Undoubtedly, the 
professional growth of Avtodor’s em-
ployees is a vital component for the 
company’s development as a whole. 
Having changed their approach to 
the setting of strategic objectives and 
how to realise them, Avtodor will be in 
a position to take road construction in 
Russia to a brand new level. 

It’s no secret that modernisation of 
Russia’s highways is a challenge to 
which the state must rise in earnest, 
since the problem lies both with the 
quality of the road surfaces, as with 
the insufficient number of roads. The 
State Company “Avtodor” is faced 
with serious strategic goals, which 
include the creation of a major new 
network of federal motorways, attract-
ing private capital investment and 
ensuring additional income from the 
use of highway property. Obviously, in 
order for that to happen, not only will 
enough material resources, the latest 
technologies and sufficient finances 
be necessary, but also highly-quali-
fied specialists, individuals capable of 
successfully organising the processes 
and managing the implementation of 
the projects that are of paramount 
importance to the country. 

They say that in order to change the 
world, one has to start with oneself. 
Avtodor came to the Moscow School 
of Management SKOLKOVO to ac-
complish just that – to bring about a 
significant change in its own mindset 
before commencing the long-awaited 
revolution in road construction.

With the challenges that face the in-
dustry both today and in the future 
clearly in mind, Avtodor is planning 
to set up a project team capable not 
only of transforming the company’s 
development strategy into a real plan 

of action, but which is also ready to 
take responsibility for the implemen-
tation of that plan. “The highways 
industry is too traditional, too stiff, 
with unfortunately no specialists of 
the new generation. However in or-
der to meet the objectives set by the 
state – the construction of roads with 
minimal impact on state budget and 
maximum private capital investment 
– we have to meet the requirements 
set by investors today. That means 
we have to think in a certain way, 
analyse existing problems, find op-
timal solutions and effectively imple-
ment them. I have no idea where we 
can learn to do this better than at the 
SKOLKOVO business school”, says 
Ekaterina Tyzykhova, Head of Human 
Resources at Avtodor.

Having enlisted the support of the 
Russian Ministry of Transport, the 
SKOLKOVO Executive Education 
team designed an integrated modular 
programme especially for employees 

of the State Company Russian High-
ways, entitled “Managing major public 
highways projects”. This programme 
is designed to help participants form a 
strategic business vision and acquire 
modern management know-how. On 
the course, they will be faced with a 
journey commencing with working on 
mistakes and ending in brainstorm-
ing. They will analyse the company’s 
current position, indentify new market 
opportunities and define the most ef-
fective forms of exploiting these still 
further.

For six months, programme partici-
pants will dedicate one week a month 
to drilling down into the basics and 
peculiarities of the art of change man-
agement and will take a small step 
towards complete modernisation of 
both the company and the industry as 
a whole. Each module covers a spe-
cific range of topics, which will pro-
vide the tools necessary to complete 
the tasks set out by the company’s 
management. Thus, having begun in 
October by looking at the challenges 
of highways management, the partici-
pants moved on to managing innova-
tion. This will be followed by focusing 
on aspects of internal cooperation 
and finally, once the participants have 
studied project management, they will 
reach the homestretch in April 2013, 
when they will be discussing how best 
to organise the project implementa-
tion phase. 

The structure of each module includes 
several methodological components 
that make the SKOLKOVO business 
school programmes so unique. pro-
fessors from leading international 
business schools utilise traditional 
academic blocks to present an over-
view of the key theoretical concepts 
relevant to the topics of the course. 
In turn these are reiterated by innova-
tive teaching methods. Each of those 
modern educational ap proaches is 
geared at enhancing the deve-
lopment of one or other 
o f  the  competences 
needed for the future for-
mulation of real projects. 
In this way simulations and 
business games contribute 
to the programme’s interac-
tive element and enable the 
participants to take a step 
back and really look at their 
company from an outsider’s 
point of view. “Deep dive”, 
in other words, the detailed 
study of business cases with 
practicing experts who were 
actually involved, provides the 
opportunity to analyse, and in 
the future implement in practice, 
the valuable experience gained 
from successful economic mod-
els. Group project work contri-
butes to a better understanding 
of each individual’s role and that 
of the team in order to achieve the 
desired result. In addition, the in-
terim defence of on-going projects 
and the final presentation of them 
allows the company’s top manage-
ment to assess the results of the 
programme and to implement the 
ideas into their immediate everyday 
business. 

From the very beginning of the pro-
gramme, participants have the op-
portunity to evaluate the effectiveness 
of SKOLKOVO Executive Education’s 
complex approach. The first training 
programme module – “Highway man-
agement” was run by Martin Snaith 
from the University of Birmingham’s 
School of Civil Engineering. In addi-
tion, a whole host of experienced spe-
cialists gave lectures within the frame-
work of the first module, including 

Maxim Sokolov, Russian Minister of 
Transport; Innokentiy Ivanov, partner 
and Fedor Teselkin, Senior Lawyer 
at Freshfields Bruckhaus Deringer; 
Mikhail Blinkin, Di-
rector of the 
Institute of 
Transport 
Eco-
nom-
ics 
and 

Transport 
policy Studies; professor Josep 

Acebillo, professor at the Academy 
of Architecture (Mendrisio, Switzer-
land); yevgeny Mikhailov, First De-
puty Head of Moscow’s Department 
of Transport and Road Infrastructure 
Development.

Мартин Снейт
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According to Wikipedia, 
46 types of miles existed in 
XVIII century Europe, each 
differing from one another 

for purely subjective 
reasons by a particular 

number of metres.  
On a rainy Saturday 
morning in October, 

another mile was added to 
that impressive list  

– the SKOLKOVO mile.

wITHIN 
A MILE 

OUR 
GRASP

A MILE, TAKEN FROM THE LATIN TERM ’MILLE 
pASSUUM’ TO DENOTE A THOUSAND pACES 
(WHERE EACH pACE OR STRIDE WAS TWO 
STEpS), WAS A MEASURE OF DISTANCE 
INTRODUCED IN ROME.

A MILE, TAKEN FROM THE LATIN TERM ’MILLE 
pASSUUM’ TO DENOTE A THOUSAND pACES 
(WHERE EACH pACE OR STRIDE WAS TWO 
STEpS), WAS A MEASURE OF DISTANCE 
INTRODUCED IN ROME.
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On 6 October, the first ever 
SKOLKOVO Mile race took place on 
the Moscow School of Management 
SKOLKOVO Campus. 38 students, 
graduates, partners and employees 
of the school took part, cheered on 
enthusiastically by their supporters. 

The idea was the brainchild 
of Andrei Volkov, Dean of the 
SKOLKOVO business school, and 
yuri Belonoschenko, a SKOLKOVO 
EMBA-7 student, whilst they were 
on board the Kruzenshtern, where 
students and alumni of the EMBA 
programme usually begin their 
academic year. The 880 nautical 
miles from Gdynia to Bremerhaven 
and the daily fitness sprints, run 
on the deck of this sailing vessel, 
proved the inspiration behind 
SKOLKOVO’s new racing tradition. 

There’s no doubt that the 
SKOLKOVO Mile race will only gain 
momentum. The organisers hope 
that soon they will be handing out 
not two- but three digit numbers at 
the registration desk and we’ll be 
seeing more and more Skolkovites 
jogging in the morning. As yuri 
Belonoschenko put it, “Once upon a 
time the New york marathon began 
with just 127 participants, now it has 
more than 40 000. We began with 
only four times fewer people than the 
most famous running event in the 
world”. 

The SKOLKOVO Mile race is a way 
to promote a healthier lifestyle and 
to engage people in sport who has 
perhaps not been active enough. 
And despite the banal way it might 
sound, sport is the best way to 
keep our bodies fit and toned in the 
conditions of constant stress that 
modern life in a big city can induce. 

The organisers took preparations for 
the school’s very first race extremely 
seriously. As yuri Belonoschenko 
explained, the distance was of 
paramount importance. It should be 
far enough to be interesting from a 
sporting perspective, yet not so far 
that it became beyond the reach 
of anyone wanting to take part. 
Having looked at all the numbers 
somehow associated with the history 
of the school, yuri realised that 
SKOLKOVO was founded in 2006 – 
a figure that met both requirements. 
2 km is not that far, but nonetheless 
quite a serious distance. To run 2 
km requires a calculated choice of 
speed and a sensible distribution 
of energy, a fact that would attract 
experienced sportsmen and women, 
yet at the same time, it’s not so 
far that less experienced runners 
wouldn’t make it successfully to 
the finish line. So, without further 
ado, a distance of 2006 metres was 
declared the SKOLKOVO Mile and it 
only remained to find a suitable track 
on which to run it. 

The search started out on the 
principle “from the periphery to the 
centre”, until it became obvious that 
the SKOLKOVO Campus filled all 
the criteria necessary to organise 
the race, and moreover, that the 
Campus itself formed a focus for the 
SKOLKOVO community’s members. 
The route was estimated by eye, 
then measured for accuracy using a 
GpS-sensor on a bicycle. The results 
matched the chosen number almost 
perfectly, with the sensor showing 
2100 metres, a distance that could 
easily be shortened to the desired 
2006 metres by cutting out a hairpin 
bend. At the SKOLKOVO business 
school, we believe that coincidences 
are rarely coincidences, so 
there was no point looking for 
an alternative and the track was 
approved. 

The day started appropriately with 
a warm-up led by Leonid Shvetsov, 
the national marathon record holder 
and winner of five international 
marathons. He conducted a short 
master class on natural running and 
demonstrated a modern running 
technique. Andrei Volkov, Dean of 
the Moscow School of Management 
SKOLKOVO, then proudly declared 
the beginning of a new business 
school tradition, called for fair play, 
wished everyone good luck and an 
enjoyable race and joined all those 
geared up for new records and 
personal victories on the starting 
line. people could either walk or 
run the SKOLKOVO Mile and each 
participant had made up his or her 
own mind as to the specific goal they 
had set themselves. 

Despite the rain, the track bore 
witness to a tough battle for victory. 
yuri Butsaev, an EMBA-8 student 
and professional hockey player, 
was the first to cover the distance 
in 7 minutes 21 seconds, having 
outrun his classmate Vladimir 
Voloshin, a competitor in the famous 
triathlon competition ‘Ironman’ 
by only 4 seconds. In total 20 

medals were awarded in various 
categories, including a nomination 
for best costume, presented by Gor 
Nakhapetyan, Managing director 
of Sberbank CIB and SKOLKOVO 
business school Founding partner. 
Everyone crossed the finish line with 
smiles on their faces and heads 
held high - they had all achieved 
personal victories over space and 
time and witnessed the birth of a 
new, fun tradition. “Today wasn’t 
about competitors jostling on the 
starting line, but people inspired by 
a great idea. The significance of 
events like these for the school can’t 
be overestimated,” commented yuri 
Butsaev. 
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SPEAKERS EXPERTS
The Moscow School of Management SKOLKOVO 

expresses great gratitude to its visiting  
speakers and experts

KIRILL ANDRoSoV, 
Member of the Board, Altera Investment fund, PhD

TATIANA TARASoVA, 
figure skating coach

SERgEI NEDoRoSLEV,  
Chairman of the Board of Directors,  
Managing company “Kaskol” 

RIcK DEVENuTI,  
President, Information Intelligence group  
EMC Corporation

IRINA PRoKhoRoVA, 
Chief editor “new literature observer”

NIcK LEESoN, 
former trader, Barrings bank 

ALExANDER VoLoShIN,  
Chairman, The Board of Directors, OJSC uralkali, 
Member of the SKOLKOVO business school 
Coordination Board 

ANDREI MoVchAN, 
CEO, Third rome

RIchARD REED, 
Co-founder, Innocent Drinks
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in the modern World, it iS nigh on impoSSible to keep 
track of technical progreSS – neW productS are being 
releaSed all the time. but Where are electronicS 
headed and What technical innovationS are around the 
corner?

The majority of manufacturers update their core lines once 
a year; however the difference between a product of one 
generation and the next is not that significant. Only by com-
paring models three or four years apart can we see a radi-
cal difference. 

If we’re talking about trends in product development over 
the next decade, then from a technical perspective, we’re 
looking at the continued miniaturisation of compo-
nents and, respectively, an increase in how 
many there will be in the same place. 
Electronics will continue to develop ac-
cording to Moore’s law, which states 
that the number of transistors on 
integrated circuits doubles ap-
proximately every two years. Of 
course, in time, it won’t be pos-
sible to make silicon chips any 
smaller and we’ll have to find 
new ways to develop, for in-
stance, by a move to molecular 
electronics. 

The future of consumer electron-
ics lies in the improvement of inter-
active mechanisms able to recognise 
the human voice, facial expressions and 
gestures etc and which have the ability to 
individually study the habits of their ‘master’…
Technology like this is already being developed: for in-
stance, the latest generation smart phones can recognise 
voice commands; new TVs can be controlled not only with 
the usual remote devices, but also with a wave of the hand 
etc. Recently Google released the Google Now smart 
phone technology, which adjusts to the habits of its owner 
and tries to provide them with the information that they may 
need at a given point in time.  

What Will SamSung be offering in 2020? What unique 
developmentS iS it getting ready to launch onto the 
market today?

It’s difficult to talk about 2020 – it’s such a long way off. At 
the moment we’re working in any sphere that we believe to 
have potential, so most likely we’ll have something to ex-
cite consumers in 8-years time as well. At the moment we 
don’t know what that will be exactly, just as, for example, 
in 2004 nobody knew that in just under a decade’s time, 
tablet computers would be such a huge and fast-growing 
segment of the market. 

Uniqueness is all about appearance – unique solutions 
are beautiful, striking and highly talked about in the media. 

However, they are usually not particularly practical. And 
uniqueness has its price. For example, it’s already pos-
sible to produce a TV with a transparent screen that has 
caused quite a stir amongst consumers. We’ve shown a 
prototype of an interactive window at several exhibitions, 
but why launch it onto the market? Nobody would use it as 
an ordinary window because it’s so expensive, has poor 
transparency and is currently unstable in terms of falling 
temperatures and ultraviolet light. As a television, it’s also 
got its drawbacks – the picture on an ordinary TV set is bet-
ter and you can’t see the wall behind it.

We are trying to produce equipment that will make every-
day life and work better, easier and more interesting – fun 

devices that will be used daily. For instance, at the 
beginning of 2012 we brought out the thin-

nest notebook in the world – the new se-
ries 9 notebook which is only 12.9 mm 

thick. However, the challenge fac-
ing our designers was not only to 
produce a thin notebook, but a 
notebook which would none-
theless be robust, with a good 
battery life, quiet cooling sys-
tem and an easy to use key-
board. Had we chosen not to 
go with these additional criteria, 
we would most likely have been 

able to produce a notebook that 
everyone would have raved about 

in terms of thickness – 9 mm, 8 mm 
even, but it would have been noisy, 

awkward to use and would only have 
had 2-hours worth of battery power before 

it needed recharging. Would it have excited the 
media? Absolutely. Would it be unique? Sure. But would 
our customers have needed it? No. The key question for 
us is what advantage does a device have for its users in 
their everyday lives? 

Which invention in the Sphere of electronicS Will bring 
about the next Scientific – technical revolution?

probably, a new type of integrated electronics. We already 
know that the possibilities for modern silicon electronics are 
limited and we’ve outlined the alternatives. The research 
being conducted in this area is really vast: carbon nano-
tubes, silicon nanoconductors, molecular electronics, DNA-
electronics, grapheme electronics. All these are still very 
much in the early development phase, so it’d be premature 
to talk about which will win at this stage.

Something we haven’t even mentioned yet could well be 
the revolution we’ve been talking about – technological 
breakthroughs happen that suddenly. That’s why it’s cru-
cial not to limit the way we think and not to focus solely on 
one given direction, but to think and act broadly. A direction 
that seems to lead nowhere today may well provide the way 
forward tomorrow and vice versa. SO
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SVETLANA SOROKINA, JOURNALIST

INSpIRATION DAy, SEpTEMBER 15, 2012 

IGOR SHUVALOV, FIRST DEpUTy pRIME MINISTER OF  
THE RUSSIAN FEDERATION

INSpIRATION DAy, SEpTEMBER 15, 2012 SAND SHOW

NOUBAR AFEyAN AND ANDREI MOVCHAN

MASTER-CLASS “THAT’S My WAy OF SEEING IT” 

INSpIRATION DAy, SEpTEMBER 15, 2012

RUBEN VARDANIAN, CO-HEAD OF SBERBANK CIBANDREI VOLKOV, DEAN OF THE SKOLKOVO BUSINESS SCHOOL

RUBEN MONAKHOV, ARTIST 

On 15 September, the 
Moscow School of 
Management SKOLKOVO 
celebrated its sixth 
birthday. Founding 
partners, students, 
graduates, friends and 
other guests came to 
congratulate the school. 
A full programme of 
celebration was designed 
around the theme 
“SKOLKOVO Inspiration 
Day” where everybody 
could discover for 
themselves something 
exciting and new.

The atmosphere at 
SKOLKOVO’s sixth 
anniversary was convivial  
- a great opportunity for old 
friends to come together 
again and the perfect 
time for newcomers to 
form a lasting and positive 
impression of the school.
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GOR NAKHApETyAN, FOUNDING pARTNER OF THE SKOLKOVO BUSINESS SCHOOL, AND EVGENy LARIONOV,  
EMBA-3 GRADUATE

МВа-2 GRADUATES 

STUDENT pROJECTS FAIR INSpIRATION DAy, SEpTEMBER 15, 2012 INSpIRATION DAy,  
SEpTEMBER 15, 2012 

MBA-4 STUDENTS

RUBEN VARDANyAN, NOUBAR AFEyAN AND GOR NAKHApETyAN

ANDREy RAppOpORT  AND JOHN V. FARACI

INSpIRATION DAy, SEpTEMBER 15, 2012 INSpIRATION DAy, SEpTEMBER 
15, 2012 

MOTy CRISTAL, pROFESSOR OF pROFESSIONAL pRACTICE IN NEGOTIATION DyNAMICS, SKOLKOVO BUSINESS SCHOOL IGOR SHUVALOV AND ANDREy RAppOpORT

HERBERT HENZLER, CHAIRMAN OF THE STRATEGIC ADVISORy BOARD OF CREDIT SUISSE GERMANy

SKOLKOVO MBA-4 CLASS
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On 6 October, SKOLKOVO opened its Campus doors for an Open Day, otherwise 
entitled “The Day of Knowledge. The of Day of “SKOlnik”. At the beginning of the new 
academic year, the SKOLKOVO business school invites its participants, friends and 
associates to hear its latest news and this year was no exception, since a full and 
informative programme awaited guests that autumn Saturday.
Highlights of the day included master classes from Vanessa Seyman, Gor Nakhapetyan, 
Tatiana Tarasova, Tatiana Scherban, Dr. Pehong Chen, Sergey Nedoroslev and Andrei 
Movchan. Interactive workshops also proved popular amongst the guests - students, 
graduates, professors and programme associates, such as “Touching the dark” from 
the “Dialogues in the dark” project, Brain Lab and the SKOLKOVO test drive zone. More 
than 1000 guests attended SKOLKOVO’s “Day of Knowledge” and we are quite sure that 
we will be seeing them again on the Campus very soon.

SKOLKOVO OpEN DAy, OCTOBER 6, 2012 IRINA pROKHOROVA, EDITOR-IN-CHIEF OF THE «NEW LITERARy OBSERVER» 
pUBLISHING HOUSE

ANDREI VOLKOV, DEAN OF THE SKOLKOVO BUSINESS SCHOOL

SKOLKOVO TEST-DRIVE ZONE 

TATIANA TARASOVA, , CONSULTANT OF THE RUSSIAN OLyMpIC NATIONAL FIGURE SKATING TEAM

SERGEI NEDOROSLEV AND ANDREI MOVCHAN 

SKOLKOVO TEST-DRIVE ZONE 

TATyANA SCHERBAN, TOp HR CONSULTANT 

SKOLKOVO TEST-DRIVE ZONE 

VANESSA SEyMAN, pROFESSIONAL NEGOTIATOR GOR NAKHApETyAN, MANAGING DIRECTOR OF 
SBERBANK CIB

DR. pEHONG CHEN, CHAIRMAN, pRESIDENT AND CEO OF BROADVISION, INC. 

SKOLKOVO OpEN DAy, OCTOBER 6, 2012 SyLVIA ANN HEWLETT, FOUNDING pRESIDENT OF 
THE CENTER FOR TALENT INNOVATION 
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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.

Soren Kaplan
Leapfrogging: harness the 
power of surprise for business 
breakthroughs
BK, 2012.

This book focuses on the inter-
nal mindset and the power of sur-
prises, both welcome and un-
welcome, to achieve business 

breakthroughs. 
whereas many 
businesses un-
dertake exten-
sive research 
to try to find the 
next big thing, 
the starting point 
should be what 

the business already knows, 
about itself, its customers and 
most importantly anything unex-
pected in the market. Research 
shows that an open mindset 
helps people challenge their as-
sumptions. Failures need to be 
viewed as stepping stones on a 
larger path to success. The au-
thor presents the leapfrogging 
life cycle to depict the ups and 
downs of creating breakthroughs, 
supported by case studies from 
companies such as PepsiCo and 
Four Seasons Hotels, and find-
ings from academic research 
studies.

Michael J Silverstein,  
Abhek Singhi,  
Carol Liao and David Michael
The $10 trillion prize: 
captivating the newly affluent in 
China and India
Harvard Business Review press, 2012.

There will be nearly one billion 
middle-class consumers - 320 

million house-
holds - in China 
and India by 
2020. They are 
demanding 
“more, better, 
now” for them-
selves and their 
families. This 

book looks at the rise of these 
new consumer markets and how 
they are segmented. It discusses 
preferences, from the success of 
Oreo cookies in the Chinese mar-
ket to the popularity of the luxu-
ry Gucci brand.  The book also 
contains advice for businesses 
planning to expand into these 
markets. Tips include a focus on 
creating value, more features for 
less money; focussing key staff 
on these new opportunities, and 
formulating a specific strategy for 
each market.

Paul Ormerod
Positive linking: how networks 
can revolutionise the world
Faber and Faber 2012.

Network effects, the fact that a 
person can, and often does, de-
cide to change his preferences 
simply on the basis of what others 
do, pervade the modern world. 

while tradition-
al economic in-
centives such as 
cheaper prices 
still have impact, 
there are many 
examples where 
incentives have 
been swamped 

by network effects leading to un-
intended consequences. The au-
thor reviews economic theory 
from the vantage point of network 
effects with examples from poli-
tics, financial markets and busi-
ness. The book discusses viral 
networking strategies of market-
ing departments who attempt to 
leverage networks. However evi-
dence shows that we have much 
less control over network effects 
than we would like to think.

Antony K. Tjan, richard J. 
Harrington and Tsun-yan Hsieh
Hearts, smarts, guts and 
luck: what it takes to be an 
entrepreneur and build a great 
business
Harvard Business School publishing, 2012.

while many of his 900 classmates 
at Harvard Business School saw 

the potential of 
the internet in 
the late nineties, 
this book’s au-
thor Tony Tjan 
was one of only 
10 students to 
actually start an 
internet busi-

ness while on the programme. 
This book describes a framework 
by which people can develop the 
self awareness to assess their 
own entrepreneurial profile. The 
authors believe that identifying 
which personality traits drive you 
and your decisions is the most 
important thing you can do to en-
hance your business leadership. 
while passion, intelligence and 
resilience are well known quali-
ties of entrepreneurs, these au-
thors believes that the fourth el-
ement luck is also something 
which can be cultivated by hu-
mility, optimism and openness to 
new things.

helen Edwards  
Head of the 
SKOLKOVO 
Library Project

This selection of books is on the theme 
of making the most of opportunity in 
conditions of uncertainty. They cover the 
new consumer markets in China and 
India; a new approach to innovation; 
how to harness entrepreneurial talent 
within oneself; and how to capitalize 
on the positive linking aspects of our 
modern, networked world

What to read?
RESUME




