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Instead of Preface
- Говорите по-русски, - крикнул Орленок. – Я не знаю и половины всех этих длинных слов, а главное, что и вы их не понимаете!

Владимир Набоков

“Аня в Стране Чудес”

“Speak English!” said the Eagled. “I don’t know the meaning of half those long words, and, what’s more, I don’t believe you do either!”

Lewis Carroll
Alice’s Adventure in Wonderland 

Дикость, подлость и невежество не уважает прошедшего, 
пресмыкаясь пред одним только настоящим.

А. С. Пушкин, 1830 г.

Wildness, meanness and ignorance do not respect the past,
cringing only before the presence. [image: image30.png]MO C




A. S. Pushkin, 1830

Introduction

The present work is written by me in the context of the program Marketing Award, organized by the Bayer Corporation, and is not a business plan, but in my opinion, a business plan is not exactly a public document, but many parts of the work are taken from our business plan. Probably, it is a trying to understand our position in the world of business, people and events. In the 24th of February 1993 I upheld a thesis and in October I started to work in the Septa organization, which is Aya-Plus Ltd now, as a director, and still working there. Degrading as a specialist, I would like to believe that I am progressing as a manager and a specialist in marketing.
This work is a report by A. G. Shcherbinin on the done work from November 1993 up to August 2007. Perhaps, what had been done for 14 years is not completely useless because in one way or another it is connected with different people from different countries who influenced my development, and I want to thank these people. They are:

U. M. Plotnikova, V. V. Nartov (from Moscow, Russia)
V. I. Koshnikovich, A. F. Vitchenko (from Novosibirsk, Russia)

S. M. Filippova, V. N. Erofeev (from Novocheboksarsk, Russia)

Andre Devoise-Lambert (France) 
Dipl.-Jng. A. Kratochwil (Austria)

I. Kubish, P. Sherer (Switzerland)

G. A. Shuan, F. J. Marx (Germany) 
John Castell (England, UK)

Especially, I would like to thank the members of the firm Helen Poddubnaya for the good job and original discoveries and Denis Shcherbinin for the qualified and creative translation.
In this rubric there are the events that happened with real companies on the plant protection products market. The names of the companies are not given here because such events could happen with any organization that is why they are presented as mythic creatures - Monsters.

 

And here there are my personal conclusions, observations and generalizations that you do not have to take very much to heart - take care of your heart.

       [image: image2.jpg]


        It means sadness because the translation cannot reproduce the original sense.
Об этом мире слишком много лгут,

Об этой жизни ходит много басен,

Но все же этот мир прекрасен,

И этой жизнью все – таки живут….

А. Штейгер «Это жизнь»

People lie much about this world,

There are a lot of fables about this life,

But anyway, this world is beautiful,

Nevertheless, in this life we live. [image: image3.jpg]



Steiger, It Is Life

Part 1. The Plant Protection Products Market in Russia
By the 17th of August 2007 in Russia there had been registered 509 pesticides and agrochemicals a half of which is a trade mark of 10 organizations.

Table 1. The largest organizations that have registered 

the plant protection products in Russia

	Company
	Country
	Products

Quantity
	Description

	Syngenta
	Switzerland
	38
	The original products that have been created by the organizations and that are covered by patents.

	Bayer
	Germany
	31
	

	BASF
	Germany
	23
	

	Cheminova
	Denmark
	16
	

	DuPont
	USA
	10
	

	JSC August Inc
	Russia
	44
	Mainly, the analogues of the original products which patent terms are expired (20 years).

	CJSC Schyolkovo Agrochim
	Russia
	25
	

	Alsiko Agroprom Ltd
	Russia
	31
	

	Agrorus Publishing House Ltd
	Russia
	26
	

	The Group of Companies Siberian Agrarian Holding
	Russia
	15
	


A lot of foreign companies from the whole world work with the products, covered by patents, for Russia, and the raw materials are delivered to the Russian factories and companies with the registered products in a direct way. The foreign companies realize the plant protection products through the departments, created according to the Russian laws, and rarely through dealers, at the recommended price for the ultimate consumer.

The dealer’s margin (from 9 to 28%) is the difference between the recommended price for the ultimate consumer and the producer’s price for dealer. The prices for dealers differ according to the supplier’s price policy. The infringing merchandise can give a profit from 100% and higher.

The Russian companies that produce the plant protection products (JSC August,   Inc; The Group of Companies Siberian Agrarian Holding; Alsiko Agroprom, Ltd;  CJSC Schyolkovo Agrochim; Agrorus Publishing House, Ltd) can offer more  profitable conditions (high discounts, financial rewards for individuals (recoil),  long indulgences (from one to two years)) than the companies that are not producers (dealers).
5% discount for the company-dealer is a loss of 15-50% of profit. Mostly, those companies that appreciate discounts do not completely use the potential from the durable action of the product. Such consumers will go away from the dealer if somebody else gives 8% discount; just one index is compared here. The losses are not recoverable and do not give the proper effect.

Чтобы найти себя надо знать приметы.

Б. Крутиер

To find yourself you need to know the signs. [image: image4.jpg]



B. Krutier    
Part 2. The Place of Aya-Plus Ltd on the Plant Protection Products Market 

Aya-Plus Ltd is a dynamically developing team of professionals on the plant protection products market in Siberia. Three candidates of agricultural science, one candidate of biological science, the highly qualified agronomists in the field of plant protection and specialists in the field of agriculture, selection, seed-growing, mechanization and electrification work there.
The Aya-Plus Ltd employees are sure that only a healthy plant can give us and the nature that potential which has been worked out by the years of evolution and labor of many people. Our aim is to protect a plant from diseases, pest and weeds, and to allow to it to develop for the welfare of the Earth observing the ecological balance.
The values system is a competence in the questions of the crops protection from pest, diseases and weeds for the benefit of each our consumer and to lower the negative influence on the environment; to be honest with our clients and colleagues, and to do our work well. All the necessary actions for the further result should be timely and based on the high professionalism of each employee of the company.

The Aya-Plus Ltd aim is to become the most competent company that serves the farmers of Siberia, solving the questions about the plant protection from pest, diseases and weeds.

The Aya-Plus Ltd tasks to succeed in its aims: 
1. To work with the suppliers of the best plant protection products and technologies.

2.  To learn the novelties in the field of the plant growing, agriculture and plant protection.
3. To raise a qualification of the Aya-Plus Ltd employees in the field of the plant protection (Ph.D. theses are a normal for us).
4. To cooperate with the leading scientists of Siberia, Russia and the whole world in the field of the corps and harvest preservation.

5. To form the image of the competent and honest person among our consumers.

6. To work in the whole territory of Siberia.

7. To find new possibilities to satisfy the consumers who are not satisfied with the present goods and technologies.

8. To keep an eye on the market changes.

9. To be on the top of the growing demand and to form this demand.   
Певец Давид был ростом мал,

Но повалил же Голиафа.

А. С. Пушкин
The singer David was a short person,

but won Galiaf. [image: image5.jpg]



A. S. Pushkin

Part 3. Competition on the plant protection products market in Siberia
The plant protection market is highly competitive. The Aya-Plus Ltd competitors can be divided into three strategic groups:

3.1. The first strategic group is the Russian companies, that work with their own plant protection products, and their dealers:

- JSC August, Inc (Moscow)
- The Group of Companies Siberian Agrarian Holding (Novosibirsk)

- CJSC Schyolkovo Agrochim (Moscow)

- Alsiko Agroprom, Ltd (Moscow)

- Agrorus Publishing House, Ltd (Ryazan)

These companies produce the plant protection products and have high barriers to enter the business and leave it. The presence of the production, good profit and the debugged system of distribution.

3.2. The second strategic group is the Bayer distributors. The Bayer CropScience is the leading producer of the plant protection products that realizes its production in the territory of Siberia (Bayer is the main supplier of the plant protection products for Aya-Plus Ltd (35-40%)).

3.2.1. The companies that work in one region of Siberia:

- JSC Irtishskoe (Omsk)

- Agrochimservis Ltd (Omsk)
- JSC Altaiagrochimiya (Barnaul)

- Kardinal Ltd (Kemerovo)

- Krasnoyarskselhozchimsnab Ltd (Krasnoyarsk)

3.2.2. The companies that work more than in one region of Siberia:

- Planta Ltd (Tyumen, Omsk, Barnaul, Novosibirsk) 

- Sibagrochimservis Ltd (Tyumen, Omsk, Irkutsk)

- Aviachim Ltd (Barnaul, Novosibirsk, Kemerovo)

- Airomir Ltd (Barnaul, Novosibirsk, Kemerovo)

3.3.3. The companies that are in other regions of Russia but have an interest in Siberia:

- Partner Ltd (Nizhni Novgorod)

- New Technologies Ltd (Moscow)

3.3. The third strategic group is the companies that offer new technologies in the plant growing:

- Agrosoyuz (Ukraine)

According to the level of amount the Aya-Plus Ltd competitors can be divided into three groups:

3.4. The main competitors. The direct competition on all the markets where Aya-Plus Ltd is or is going to be.

· Planta Ltd (Tyumen) – www.planta-company.ru
· JSC August (Moscow) – www.firm-augest.ru 

· The Group of Companies Siberian Agrarian Holding – www.saho.ru
The main competitor here is JSC August. A broad spectrum, good system of advancement and the marketing accompaniment – the consumers’ trips, massed advertising, newspaper The Field of August, services in the use of the plant protection products (seed treatment and crops cultivation). They also offer the extra products from the missing groups (from DuPont): Caribu and Granstar. The preparations prices are comparable with the leading producers’ prices.

3.5. The top-priority competitors

a) The interregional ones. They work more than in one region and are developing fast.

- CJSC Schyolkovo Agrochim (Moscow)

- Sibagrochimservis Ltd (Omsk)

- Aviachim Ltd (Barnaul)

b) The regional ones. They are very strong players in their regions.
- JSC Irtishskoe (Omsk)

- Krasnoyarskselhozchimsnab Ltd (Krasnoyarsk)

- JSC Altaiagrochimiya (Barnaul)

- Agrochimservis Ltd (Omsk)
c) Dark horses – the indefinite perspectives of the further development in Siberia.

- Airomir Ltd (Barnaul)
- Partner Ltd (Nizhni Novgorod)

- New Technologies Ltd (Moscow)

3.6. The indirect competitors. They are the companies that offer the new technologies the plant growing distorting the information about the significance of the plant protection block for their expensive products (equipment) advancement – Agrosoyuz and others.
У нас готово для продажи

Все, что угодно населенью,

А если вдуматься, то даже

И жар сердечный, к сожаленью.

И. Губерман «Гарики»
For sale we have everything

That people want

And even an ardour, unfortunately.[image: image6.jpg]



I. Guberman, Gariki
Part 4. Clients – the Consumers of the Plant Protection Products and Services
At first glance it seems that with more clients the bigger is the market portion, and more successful is business. Practically it is not like this. The consumers are not a ruck. There are a lot of methods of the market segmentation where we can determine different groups of consumers. We divide the consumers by means of the following factors:

· Requirement in our goods and services;

· Desire for cooperation;

· Decency in their engagements meeting.
According to these factors, it is possible to determine the following groups of consumers (as we understand them):
· Hares. They run from one seller to another, buy the products for a long period on credit, then hide and change their color.

· Agrarian Diplomat. He is calm and says in details about his business, plans and events. For him we are just an episode. When it is time to pay, he says again in details about his business, concerns and plans. In this situation you feel that your request to pay is not appropriate.
· Cool Dudes. They are investors, the people who came from another business. They are rich and well known, and have a complicated system the decisions making. You deal with one people, and everything seems to be fine, but you go for the payment to other ones. Then you just understand that they are cool only in pulling the wool over your eyes.
· Lonely Wolf. He is a businessman, a farmer. He has created everything by himself, and nothing happens without him. The result is unpredictable.
· Tender Calf. He forces out his competitors on the market, takes the most valuable things from each of them (mostly as prepayment for the future work) and can buy from the both sellers who then may be left empty-handed.
· Weigher. He is a consumer who compares a lot nonprofessionally looking for a profit from buying something, but not from the effect of the product use.
· Man of His Word. You can meet him in any category of the people who have a land: from a farmer, having 100-200 hectares, to a manager of some corporation. He keeps his word, and its breaking is the worst punishment for him. He is honest and asks the same from the seller (honesty, competence and timeliness). He knows why he buys the goods and knows when and how he will pay for them.
· Cool Administrator. Nothing happens without him, he is well informed. Any seller’s mistake (professionalism, logistics or effectiveness) becomes known to him. He can criticize you. Praise? For what? It is just business.

Perhaps, it is difficult to consider everybody, but such a list gives an idea about a choice that must be made by each player on the agrarian field.
· If you give goods to the Hare, Diplomat or Cool Dude without payment, the life will become more interested…

· The Tender Calf can make a maximum profit and be unsatisfied anyway.
· The Weigher will find the cheapest goods on the market. Just for Weighers the companies show the lowest rate of application in price lists, which is the cheapest way of the crops treatment. Definitely, it will draw his attention, being invited on the specially prepared demonstrative crops. He takes the goods – he saves money! He is glad! He will not understand you if you tell him the truth, show the right dosage or suggest another more economical decision.
· The Lonely Wolf or Cool Administrator may be rude. You are not the first one. 

Once upon a time one monster - Monster From The Bank of Rhine (MBR) met his congener far from his native land. MBR was very glad and started to respect him more than others. He was proud of this friendship, but did not know that the congener did not respect the customs of the native land and had become a lonely wolf being far from others, and showed the base ingratitude to MBR. Maybe, MBR had forgotten the proverb: der Zwerg bleibt immer der Zwerg, und stünd er auch auf dem höchsten Berg.
What is a law on the bank of Rhine may not be even an axiom on the bank of Irtish. Remember on which bank you are and behave according to it.

- Man of Your Word! Where are you?!!! We are looking for you!!!
- Cool Administrator – you are strict but fair…

  

Once upon a time one very cool monster - Monster of the End of Summer (MES) decided to prove to one cool administrator from the bank of Ob that he a famous doctor. MES was the first one who came to the cool administrator to save his sick crops by his personal potion, but it did not help to the plants. The cool administrator became sad and started to call MES, who did not answer (maybe he was afraid of busy (cool people are always busy)). The cool administrator became angry with MES and did not want to see him, despite MES’ letters, newspapers and promises about prosperity. 
    It is important to be cool in your actions but not just in words.
Some time the sellers of the plant protection products and consumers live like on the different planets, but then they meet each other. Such meetings are not accidental. We have tried to find this regularity (Table 2).

Table 2. The Grouping of Consumers According to a Period of the Decisions Making about the Plant Protection Products Buying (by A. G. Shcherbinin, 2007)
	Group of Consumers
	Group Characteristics
	Aim of Visit
	Type of Consumer Corresponding to This Group

	Winter Paratroopers (2-5%)
	The smallest group of consumers. They start thinking about the crops protection since January-February.
	Goods-service
	Man of His Word
Cool Administrator

	Early Bird (10-15%)
	They start investigating the market in advance, compare, consider and think.
	Goods-service
	Man of His Word

Cool Administrator
Cool Dudes

Tender Calf

Lonely Wolf

	Make haste slowly (60-75%)
	They come in the beginning of the sale season and have time to make choice.
	Goods-service
or

goods
	Weigher
Tender Calf

Lonely Wolf
Cool Dudes

Agrarian Diplomat

	Wanderer (10-15%)
	They have visited all sellers, but do not have any decision. Lack of time. A choice is needed. 
	Goods
	Weigher

Hare
Tender Calf

Lonely Wolf
Agrarian Diplomat

	Fire Fighter who overslept (about 5%)
	They are the last who come, look preoccupied and ask to help to the dying crops.
	Goods
	Hare
Tender Calf

Lonely Wolf

Cool Dudes
Agrarian Diplomat


According to table 2 it is clear that the main consumers group is that we tenderly call Make haste slowly. They come in the beginning of the sale season.
Thinking logically, if the consumer features of the goods value are high, the consumer must be less sensitive to the suggested goods price (Table 3).
Table 3. The Goods Consumer and Price Correlation

	Goods/Price Correlation
	Description

	
	The goods price is lower than its consumer features. The goods are of the high quality with the skilful enclosure. Its use is qualitative and timely. The effect is excellent. The consumer is satisfied.

	
	The goods consumer features correspond to its price. The consumer is satisfied.

	
	The goods consumer features are lower than the price – falsification, ill-timed or not skilful use, lack of skilful enclosure. The consumer becomes angry with the seller and goods.


We love our consumers, and that is why we gave such tender names to them. So we know when they will come and why, and we are ready to meet them.

Here we deal not with the strict logics but it the truth of the life that is given to us by our consumers - all of them are different, that is why there a lot of criteria of the goods choice. Our algorithm of the characteristics of the clients types (the plant protection products consumers) is the following (Table 4):

We have determined where our place is, who our helpers (suppliers) are, who our consumers are, what they want from us and how they behave. Now it is time to understand how we should work on such a complicated market in order not to make suppliers angry, to be protected from competitors, to satisfy our consumers and get a profit. A strategy is needed, and we have it (Table 4).

Table 4. The Plant Protection Products Consumers in Siberia
(by A. G. Shcherbinin, 2007)

	Consumer Type
	Consumer Potential
	Choice Criterion
	Explanation

	Hare
	Goods
	
	The price is not important. The goods interest him more, but in a hurry to pay.

	Agrarian Diplomat
	
	
	The both aspects (goods and price) are interesting for him. Usually he looks for a needed product for a project or to solve a problem, bargaining but not actively.  

	Weigher


	
	
	Price is the main criteria. He can use the information from the doubtful providers. Quality is on the last place. He looks for profit at vary beginning.

	Lonely Wolf
	Goods + Service
	
	Everything depends on the person’s type. He understands that price and quality are interconnected. He can be interested in service or minimal price.

	Cool Dudes
	
	
	The multistage method of the decision making. The work goes in two levels: technological and administrative ones. It is needed to unite them, which is difficult.

	Tender Calf
	(Goods + Goods)

Service
	[image: image7.jpg]



	He needs the best goods and services at the lowest price. You do your best to keep the price on the sufficient level and make him appreciate the service. If it does not work, it is better to leave.

	Man of His Word
	
	
	He makes his choice according to his experience. He trusts you (so be careful), being honest and reliable.

	Cool Administrator
	
	
	The choice is constant. To change a business partner is not a betrayal. It is needed to fit him and offer everything to solve a problem and something more. 


По высоте, толщине и характеру кладки стены

 вы можете судить о серьезности намерений ее строителя.

 И. Бродский, ” Путешествие в Стамбул”, 1985 

Seeing the height, masonry and thickness of the wall,
you can judge about the seriousness of  the builder’s intentions. [image: image8.jpg]



I. Brodsky, Trip to Istanbul, 1985    
Part 5. The Aya-Plus Ltd Marketing System - the diversity strategy – the unique goods and services offer to a group of the devoted consumers. For this strategy the following is needed:

1. High quality of goods

2. Special offer (goods + goods)

3. Service in time
4. The devoted consumers group forming (goods + goods + service)
5. The qualified personnel that can fulfill items 1-4

Explanations to the marketing strategy 

For the diversification strategy the following is important:

-The goods quality. It provides cooperation with the leaders in the plant protection products supply: Bayer, Syngenta, DuPont, Cheminova, BASF and others. These companies are the absolute leaders. They create and produce the goods by themselves using their own know-how that is not accessible for the Russian producers of the second echelon (JSC August, CJSC Schyolkovo Agrochim, Alsiko Agroprom Ltd and The Group of Companies Siberian Agrarian Holding).
The presence of the famous products of the leading world companies in          terms   of the diversification strategy is not accidental but natural. Working with the companies that supply the original products (Bayer, Syngenta, DuPont, Cheminova, BASF and others), it is important to remember that they see their final consumers not in distributors, who take all risks, but in farmers. Usually their marketing programs do not promote the products promotion by distributors. The suggested plans of the joint use of products of one company is not always an ideal way to solve a problem for a farmer. The marketing programs, directed to the contact with the final consumer, are aimed to limit that distributor’s influence that they have being in direct contact with consumers.
That is why if a distributor promotes the producer’s product according to his plan (or just shows that he agrees with it), he gets the maximal support from the company.

  

Once upon a time there were two monsters. One of them was big and famous; another one was small and not so famous. They decided to try their luck in the east. The first monster (let’s call him Ural-Siberian Monster (USM)) went to the east slowly, without rush. The second one (let’s call him Alphabetic Monster (AM)) set out cheerfully with nothing to care about. Then our travelers met the north servants of the outstanding foreign country in the east. Maybe USM knew some secret because he was met with kindness, and nobody paid attention on AM. AM just did not know the secret: when you become strong and rich and stop being noisy, you will be met with kindness; so grow up, little AM!  
-The unique proposals making. Having a number of the leading world companies’ products, we look for different ways of their interaction, usually, individually for each consumer.

 -Service. The algorithm of our service is simple and reliable at the same time – the problem determination, its discussion, a search for decisions, the problem solving, and the result discussion. The circle closed up, and we and consumers are inside of it but not competitors.
-The devoted consumers are formed by means of giving them the unique decisions based on the personnel professionalism and the goods high quality. The clever method Good + Goods + Service can be named as a good cocktail, for example, Margarita, but any bad mixture people can call slops. We respect our customers, and Margarita is not beyond their wildest dreams.
 - The qualified personnel. Only professionals can choose the needed goods, create the unique proposals from the available goods, distinguish a problem and solve it with a profit for the consumer and company. The main aim for each employee and manager is the professionalism growth.

Жизнь – сумма мелких движений.

И. Бродский
Life is a set of short movements.
I. Brodsky
Part 6. The Aya-Plus Marketing Activities
Aya-Plus Ltd has goods of high quality and the specialists who can the unique proposals from the available goods and render services of such proposals realization. It is a direct way to form the devoted consumers. It is reached by means of a number of the marketing activities (Table 5).
Table 5. The Marketing Activities That Help to Reach The Company’s Aims
	Activity Index
	Activity Name

	A
	1. The individual contacts with the plant protection products, equipment and technologies producers.

2. The producers’ seminars outside Siberia.

3. The corporative newspaper Aya-Plus Ltd.
4. The program Under The Roof of Your Home 
5. The employees scientific works – the thesis writing

	B
	1. The published advertising together with the plant protection products producers
2. The regional exhibitions after the third year of work.

	AB
	1. The field days together with the plant protection products producers.
2. The regional exhibitions after the beginning of working in a new region.

3. The company’s website creation and development.

	ABC
	1. The writing of the professional literature and its publishing.
2. The program VIP Client.
3. The seminars organization and participation.

4. The exhibitions in new regions after 1-2 years of being on the market.

5. The business lines combining (components for sprayers, equipment, etc.).

6. The individual work with clients.


The indexes show that the marketing activity is directed to:

· The accumulation of the employees’ knowledge (A),

· The new clients attraction (B),

· The keeping of the present clients (C).

We estimate the effectiveness of the marketing activities (EMA) by the following formula:

EMA= (А ≈ а) x (В ≈ в) x (С ≈ с),
This formula shows the activity influence on the personnel knowledge accumulation (Aa), the new clients attraction (Bb) and The keeping of the clients (Cc).

А – excellent, it will work…

а – What is the most interesting in this presentation? I think it is a break.

В – I was lucky to come. I learned a lot of new things and met a lot of interesting people.
в – Next time  I will not come here in any circumstances.
C – What time is it? The sunrise is soon. Don’t you like a sunrise? Please, tell me more. So if we take not 700 but 500 ml of Puma Super and mix it with… Don’t worry, I’ll see you home, we wake the driver up. No, we won’t wake your husband up…

c - It leaves much to be desired. Stay at the door and be attentive. Somebody has escaped. Well, he forgot his cap, so he’ll come back… I think he won’t…   

Later we will explain the essence of some marketing activities used by Aya-Plus Ltd in 2007 because the table gives just their names. So we start.

Вот думал-думал, чего же ему не хватает?
 А потом осенило, али сказать стукнуло: книжек!

Т. Толстая «Кысь»
I tried to understand what he needed.

Then it dawned upon me – books. [image: image9.jpg]



T. Tolstaya, Kys
The professional literature (index ABC)

The first swallow was a reference book The Weeds of Crops in West Siberia prepared by the Aya-Plus employees (A. U. Reshetnyak, O. I. Pavlova, A. F. Zakharov and E. S. Sanarov) according to their own experience. All the pictures in the book are original. We have received 8 responses about the book from Byelorussia and Russia. In Barnaul it was awarded by the certificate of the first degree. The same certificate was given to JSC August that is our main competitor. Hereby managers make a faith in themselves stronger and feel their advantage which is professionalism in the field of plant protection. The book had been used during the whole year 2007 on the traditional markets and where we are not going to work in the nearest future. It was as a business card and advertising material on new markets (Krasnoyarsk Territory and Tyumen region).
In the future we are going to publish new reference books about the crops pest and supplement The Weeds of Crops in Siberia.

И, Боже вас сохрани, - не читайте до обеда советских газет!

Гм… Да ведь других же  нет.

Вот  никаких и не читайте.

М. А. Булгаков «Собачье сердце»

- And do not read the Soviet newspapers before dinner.

- But there are no other ones.

- So do not read any. [image: image10.jpg]



M. Bulgakov, Dog’s Heart

 The corporative newspaper (index A) is published in the Internet and in a hard-copy form by the Aya-Plus employees.
The newspaper aim is to unite the employees, develop an esprit de corps and to let the employees from all 4 offices learn about the main events in the company.
The corporative newspaper is a corporative life of the company available for all our employees in the real time format. When the events are discussed, the business issues are also included (exchange of opinions). 
Величие всякого ремесла, быть может, прежде всего в том и состоит, что оно объединяет людей: ибо ничего нет в мире драгоценнее уз, соединяющих человека с человеком.

Антуан де Сент-Экзюпери  

 «Планета людей»
Probably, the importance of each trade is to unite people because there is 

nothing more precious than the ties uniting people with each other. [image: image11.jpg]


  

Antoine de Saint Exupéry, The People’s Planet
The Priority Partner program (index ABC)
The program has its own history. In has existed for several years and unite the Aya–Plus priority consumers. The program includes:
· The professional and marketing literature distribution (the agronomic leaf),

· The twenty-four-hour free consultations by our specialists,

· The yearly meeting organization in order to summarize the results, determine new aims and grant the VIP-clients cards.

The program is oriented to keep the present consumers. We will not give the details of it here. The program works. There were some mistakes in it and we are correcting them. It is a good marketing tool (as the club 1876, but it work, and I am still not in it…).
перегорит смородина

заговорит рябина

там  где мы вместе родина

там где мы врозь чужбина

В.  Павлова «Письма в соседнюю комнату»

The currants will burn out

The rowan tree will start speaking

The homeland is where we are together

The strange land is where we are apart[image: image12.jpg]



V. Pavlova, Letter to the Next Room 

The program Under the Roof of Your Home (index A)
It was created in 2007. The aim is to enrich the Aya-Plus employees’ knowledge by means of communication with employees of other departments (the knowledge exchange, the acquaintance of consumers making, the working problems and methods learning). In the network of the first phase of the program (July-August 2007) our five managers had spent some time not in their offices. 
E. M. Gromova (Krasnoyarsk) was in Novosibirsk; visited the Aya-Plus warehouse, the BASF demonstration center, the educational farm Tulinskoe, and the Bayer seminar in the Iskitim region, the Novosibirsk oblast; and worked as an accountant with the company lawyer specialized in the contracts making. O. I. Pavlova and U. V. Ruleva showed her the diseases in the grain crops in the Novosibirsk and Ordynskoe regions, the Novosibirsk oblast. In Barnaul together with E. S. Sanarov she visited the production crops areas in a number of farms of the region and made the acquaintance of V. V. Saraikin who is one of the Aya-Plus consumers in the Altai region. E. M. Gromova is a young employee of the company office in Krasnoyarsk. Because there is not any proposal about cooperation from Bayer, she studied the effect of their products in other regions. The effect is excellent.
E. N. Poddubnaya (Novosibirsk) worked in Krasnoyarsk sharing her experience that she got working for five years in the company.
V. M. Sutkovaya (Omsk) worked in Barnaul and Novosibirsk. There she studied the fields of those crops that are badly presented in the Omsk region. She appreciated the Sanarov’s way of working.

T. A. Moskvitina (Barnaul) worked in Omsk. There she visited some farms and met the leading managers and scientists. She appreciated that her opinion makes sense.
In the final day of the program Under the Roof of Your Home all the participants described their impressions (we have them, they can be read and used for the further work). Then during the boat trip with a supervisor S. G. Shcherbinina the participants shared their impressions about the visiting of the other rooms of their home Aya-Plus, so it was a constructive and open conversation. I consider it the first phase and wait for the prolonged effect from the program: it is possible to learn something from colleagues, ask for help or an advice, and if you know how something can be, you can make the same.
Должна же я стерпеть двух – трех гусениц,

 если хочу познакомиться с бабочками.

Антуан де Сент-Экзюпери

«Маленький принц»
I must bear two-three caterpillars

if I want to meet a butterfly. [image: image13.jpg]



Antoine de Saint Exupéry, The Little Prince
Exhibitions (indexes B, AB, and ABC)
Every year the company Aya-Plus Ltd has participated in different exhibitions since its foundation. We have got 2 little gold medals and diplomas. Nowadays the plant protection products producers participate in such exhibitions rarely making their dealers do it. The pleasant exception was the participation of all the Bayer regional employees in an exhibition with Aya-Plus Ltd. In October 2006 Aya-Plus Ltd participated in an exhibition in Barnaul, where we won the first degree diploma together with JSC August (our main competitor). The first award was taken by Syngenta, which is our partner in the Altai region and other ones. Also, we organized a presentation of the book The Weeds of Crops in West Siberia and a seminar with our first consumers. The result is great: new consumers and 400% of sales in 2007.
 
Exhibitions are the most important marketing tools if you start working in new regions (index AB) and after one-two years of working there (index ABC). After the third year of working on the market the effect is lower (index B) and then it is not useful at all.

Возьми на радость из моих ладоней

Немного солнца и немного меда,

Как нам велели пчелы Персефоны

О. Мандельштам, 1920
Take from my palms

A bit of sun and honey,
As were told be the Persephone's bees[image: image14.jpg]



O. Mandelstam, 1920
The field days with producers (index AB)

For companies they are the image programs, and for us - a communication with the new and present consumers who have already taken their choice. Before the new season we will correct mistakes, and some thing will be forgotten. We are mobile – we will come later and solve the appeared problems using the results of the field days together with other companies (Bayer and DuPont).

Раскрашенная в цветà зари собака

Лает в спину прохожего цвета ночи.

И. Бродский, 1990
The dog of all colors of sunset

is barking at the man’s back of the color of night. [image: image15.jpg]



I. Brodsky, 1990
The advertising together with producers (index B)

The good cooperation with the companies DuPont, BASF, Syngenta and Bayer helps in advertising very much.

The self-advertisement only was in a magazine The Plant Protection and Quarantine (№2, 2007) where it was said about our reference book The Weeds of Crops in West Siberia.  
- Что ж нового? «Ей Богу, ничего».

- Эй, не хитри: ты, верно, что-то знаешь.

А. С. Пушкин  «Любопытный»
-What is new? Nothing.

-Do not be sly. You must know something. [image: image16.jpg]



A. S. Pushkin, Curious
Все мы, святые и воры,

Из алтаря и острога,

Все мы – смешные актеры,

В театре Господа Бога.

Н. Гумилев «Театр»

We are all saints and thieves
From an altar and gaol.

We are all funny actors
In the theatre of God. [image: image17.jpg]



N. Gumilev, Theatre

The seminars participation (indexes A, ABC):
· As spectators (index A) in order to enrich the Aya-Plus employees’ knowledge:

· The Bayer seminars in the Russian Research Institute of Phytopathology. It is useful, modern and professionally.
· The BASF demonstration centers in Kaliningrad, Belgorod and Belorussia. It is interesting and informatively.
· As participants (index ABC): the individual seminars or together with dealers. The Aya-Plus employees are speakers there:

· The presentation of the reference book The Weeds of Crops in West Siberia for dealers (U. A. Reshetnyak)

· The presentation with Bayer (K. Kalakutsky, U. Ruleva)
· The seminar-presentation devoted to the opening of the BASF agrotechnological center (A. F. Zakharov, O. I. Pavlova and U. V. Ruleva).

· The educational seminar for agronomists leaded under the aegis of the administrative territorial educations.

Когда вулканы аккуратно чистишь, 

они горят ровно и тихо, без всяких извержений.

Антуан де Сент-Экзюпери  «Маленький принц»

When volcanoes are cleaned properly,

They burn smoothly and quietly and do not erupt. [image: image18.jpg]


 

Antoine de Saint Exupéry, The Little Prince
The Individual Work With Consumers (index ABC)

It is a main part of the work. We look for problems, solve them, analyze the results, and determine new aims…

The work is based on the individual communication with each consumer by each manager of Aya-Plus Ltd. The employees’ general feature is the professional, honest and timely. The working details are confidential.

Seeing is believing
Proverb
The website (index ABC)


Welcome!                               www.aya-plus.ru
Захватите с собой

Молока котенку,

Земляники лесной,

Зонтик и гребенку…

На луне голубой

Я сварю Вам жженку.

О.  Мандельштам
Take with you

The milk for a kitten,
Wild strawberry,

Umbrella and comb…

I’ll make you porridge. [image: image19.jpg]



O. Mandelstam
The business lines combining (index ABC)

For the qualitative use of the plant protection products the qualitative equipment is needed, but in most cases farms do not have it. We have supplied the components for sprayers for ten years (pumps, pressure regulators, filters and nozzles).

Together with agronomists and foremen of the farms engineering services we prepare the demands and supply the qualitative components. For example, the Draft Bitte nozzles can be used when the winter is 10 m/sec (usually not more than 5 m/sec) which is important for the steppe and forest-steppe regions near rivers and other water bodies. The preparation loss becomes lower, and the results become better. The price/effect correlation is great. For example, the pesticides loss during the field treatment the pesticides loss is 10-15% (windage), working with fungicides the cost of treatment of one hectare is 450 rubles (10% - 45 rubles). During the treatment of 1000 hectares the loss is 45000 rubles, and the preparation effect is lower. The cost of one sprayer is two-three thousand rubles. In 2007 to make the work more professional we hired an engineer-electrician A. A. Vasilenko (Krasnoyarsk) who is charged with the components and equipment distribution in all regions where Aya-Plus Ltd is presented. 
To make the seeds treatment by protectants better we use the possibility of the treatment equipment supply. This work is done together with other companies-suppliers: Bayer, BASF and Syngenta. However, in 2007 the quality of the Bayer supplied equipment (PS – 20 – 2 pieces) was very low and without any support. So it looks as nonsense: good preparations and bad equipment.
Идем туда, где разные науки,
И ремесло – шашлык и чебуреки,

Где вывеска, изображая брюки,

Дает понятье нам о человеке.

О. Мандельштам, 1919
We go to that place where there are different sciences

And a trade - shish kebabs and chebureks,

And where the sign with trousers
Means a human. [image: image20.jpg]



O. Mandelstam, 1919
The individual contacts the plant protection products, equipment and technologies producers (index A)
This activity helps to get new information about products, equipment and technologies of the future, estimate them and have an opportunity to react adequately:

· The participation of A. F. Zakharov in the No-Till conference in Dnepropetrovsk, Ukraine;
· The participation of A. G. Shcherbinin in the Bayer distribution conference in Germany;
· The participation of A. U. Reshetnyak in the No-Till conference in Astana, Kazakhstan.
The participation in such activities by the Aya-Plus employees helps to understand those potential threats that go from indirect competitors and the advantages of working with the original products suppliers.

Ученье свет, а не ученье тьма.

Русская народная пословица

Knowledge is light and ignorance is darkness
Russian proverb

Нынче Бенедикт чувствовал себя умным и богатым. 

Потому и богатым, что умным.

Т. Толстая «Кысь»

Now Benedict felt that he was clever and rich,
And rich because clever. [image: image21.jpg]



T. Tolstaya, Kys
The Aya-Plus employees’ scientific work in 2007 (index A)

In the 21st of February 2007 E. N. Poddubnaya defended a thesis. The theme of the thesis is The Development of the Methods of the Apple Seedworms Control in the Forest-Steppe Territory of Baraba.
A. F. Zhkharov, A. A. Vasilenko, E. S. Sanarov and T. A. Moskvitina are close to defending theses.

E. M. Gromova and U. V. Ruleva are at the beginning of their theses.

The Aya-Plus employees’ scientific work corresponds to the company’s aim: to become the most competent and in the field of the plant protection from diseases, pest and weeds in Siberia and use our experience and information in order to save the farmers’ crops of Siberia.
We have the skilled specialists in the field of plant protection:
· Phytopathologist O. I. Pavlova

· Herbologist A. U. Reshetnyak

· Entomologist E. N. Poddubnaya

This fact helps to solve problems professionally and make us known as a competent team in the field of plant protection from diseases, pest and weeds in Siberia.

Быть может, в мире все иначе,

Быть может, мир совсем другой,

И все вокруг не больше значит,

Чем бред, воображенный мной.

И. Чиннов    «Монолог»
Everything may be different in the world,

The world may be completely another one,

And everything around means not more

Than my delirium. [image: image22.jpg]



I. Chinnov, Monologue
Conclusion
The main part of this work is finished, and I tried to show you the familiar place, and I hope you will agree that they are wonderful because only there a lonely wolf does not awake fear harm a hare or tender cal, the agrarian diplomat does not spend their time with a weigher on the market to sell several cool dudes to a man of his word or cool administrator. Nothing bad happens if a fire fighter is late. I give you my personages and hope that you will meat them with pleasure as your old friends.
I will not give you the competitors – they are mine. I have a lot of them, but they are not the most important competitors. The most important competitor, for example, is:
- not. Well, it may sound not terrifyingly. And if it is NOT? Does it sound frightfully? No? Maybe the following sounds more frightful: August, Planta, Siberian Agrarian Holding… They go forward, and the drumming is heard around, but they will not go far – just up to the circle that we create together with the satisfied consumers. The circle is a stronghold and armor. This armor consists of the following:

Professionalism + qualitative goods + qualitative services + consumers’ satisfaction  
Well, I have given you the ingredients, but will not give you the proportions (traditionally there should be a secret).
The frightful thing is not a drumming but the size of not-NOT-NOT and its possible inclusion into our corporative culture:


  

It is a bomb that can blow up any circle. So the skilful sapper is needed to extract a detonator, which is a laborious and long process. 

The professionalism, timeliness and honesty of each employee of the company form the consumer’s positive attitude to our products and services.
Professionalism is to find the consumers’ problems in time that other companies cannot do. Then we create an algorithm of the problems solving and the consumers’ support.

Timeliness is an opportunity to be ready to any problem appearance before others. The product and service musty be given to a consumer in time. 

Honesty is a right to express your opinion. The Aya-Plus employees cannot be dismissed if they express their point of view. The consumer has a right to know the truth about:

· His/her problem,

· The goods, prices and services of the company,

· The limits of our possibilities.

Any member of the team does not have a right:

· To promise anything that is impossible to do,
· To misrepresent information,

· To lie.

Honesty is a connection between us and consumers. Lie can break this connection.

Our main competitor is inside of us (ignorance), and we have a medicine for it – professionalism and honesty.

The employees’ professionalism helps to get the loyal consumers. The consumer who knows high standards of services must be an inconvenient consumer for other companies on the market. He asks not about a product or its price but a way to solve a problem. 
Professionalism is a key from the circle, and while we have it, others cannot get inside of it. Professionalism is an armor created by the consumers’ satisfaction. The development of professionalism is a prolongation of this armor existence, and it is an aim of each employee of the company.


Once upon a time Ural-Siberian Monster (USM) decided to enlarge his territory and went to the bank of Irtish. Then he started to invite people to join his squad. A lot of people came to see him and take their chance. There was one student from the local seminary. All his wealth was a sack with books that was taken by the guard at the entrance. USM asked him if he had a horse, and the student started to speak about books, stars and different philosophers, but was interrupted. USM did not take him into his squad. 


If all your wealth is in a sack, look for those who need your knowledge but not your horse.

Даже если праправнуки переходят в лагерь

 противников охоты, они часто хранят 

воспоминания о том, что их предки были 

большими свирепыми животными.

Р. Коннифф, «Естественная история богатых»
Even if the great grandsons join the enemy camp,
they often keep the memories that their ancestries were

big fierce animals. [image: image23.jpg]



Richard Conniff, The Natural History of the Rich: a Field Guide
Afterword for the specialist in marketing
I have missed some information because of this document format, and here I will add some issues.
All specialists in marketing I divide into two groups: romantics and bores.
For bores it is important to demonstrate all the numbers, facts, correlations, regressions…

Romantics are vulnerable and exquisite. For them digressions may be more important than the essence.

I want to add my thoughts for the both groups.

   Любой профессор – экономист расскажет, 

что цель делового общения – четкая передача информации. 

Именно поэтому профессора  редко преуспевают в бизнесе.

С. Адамс «Принцип Дилберта»

Any professor of economics will tell you

that the aim of the business talk is the direct information transmission.

That is why they are not good in business. [image: image24.jpg]



S. Adams, Dilbert’s Principle
Afterword for Bores
Let us start with the formula of the effectiveness of the marketing activities (EMA) determination was presented in general.
EMA= (А ≈ а) x (В ≈ в) x (С ≈ с)
If we estimate the Aya-Plus marketing activities in 2007 (table 5), we will see the following:

 EMA=5А+2В+3А+3В+6А+6В+6С=14А11В6С
These data say that the main Aya-Plus marketing activities in 2007 were the following: to enrich the employees’ knowledge (14A), to share their knowledge (11B); but the keeping of the present clients was weak (6C). Indeed, the importance of the marketing activities is ambiguous, that is why it is better to use the coefficient from one to ten.
In our case (table 5) they are the following:

A = from 1 to 4 (the accumulation of the employees’ knowledge),

B = from 5 to 7 (the new clients attraction),

C = from 8 to 10 (the keeping of the present clients).

If we add these data to the formula, we will see the following:

EMA = 14А411В76С10=56А77В60С 
If we add the real coefficients to the activities, the figures before the letters A, B and C will be changed and show the real effectiveness of the marketing activities at the particular moment. 

Надежды маленький оркестрик…

Б. Окуджава
The little orchestra of hope…[image: image25.jpg]



B. Akudzhava

Afterword for Romantics
We are in a theatre. Several seconds are left before the start. The conductor is standing with his back to us, and we are not waiting when he will turn to us and ask or say something. Who are his interlocutors now? Maybe they are Ferents Liszt, or Felix Mendelssohn, or Gustav Mahler, or Ferucco Buzoni, or Claude Debussy, or Peter Tchaikovsky. 
The conductor is not standing with his back to us but with his face to them. His eyes are fixed on the orchestra, and his thoughts are far away. He manages the musical instruments, unites this group and leads their way in his interpretation of the played composition.

The conductor’s talent makes us forget that he is standing with his back to us, but makes us listen to the music. 
The essence of the Aya-Plus Ltd marketing activities is easy to understand.


A – The orchestra rehearsal (the accumulation of the employees’ knowledge)


   B – The play of the composition in front of spectators (the sharing of the    knowledge)

   C – The finishing of the play and the spectators’ reaction (the keeping of the present clients)
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If you meet a consumer face to face from one to several times a year, it is important what you have done during the period between meetings, what you have prepared for him and what you can propose to him in the future.

12.09.07, being between the stations Poveletskaya and Novokuznetskaya in the subway car, my mobile phone was stolen. You will say that this information should be in the part for bores (date, place, etc.), and they also have an answer to it: any accident is naturally determined. Yes, it is the right part. I am a romantic too. One of the pickpockets was the conductor’s prototype – the manager. He was staring at me staying very close and making me nervous. The second one checked my bag and pockets. There was a manuscript of this work in the bag, and he did not take it. So M. A. Bulgakov was right: manuscripts are still not valuable.

    
The essence is not in your position relative to the consumer. The results of your activities, that people will get, are really important. They can be different: the Tchaikovsky’s libretto, Mozart’s divertissement, Bach’s fugue, Vivaldi’s concert, Schubert’s impromptu, Chopin’s mazurka, or the Atomic bombings of Hiroshima and Nagasaki.
 Ценность любого продукта или услуги  - это возможность удовлетворить приоритеты потребителя.  

А.Сливоцки, Д.Моррис, Б.Андельман, "Зона прибыли" 

The value of any product or service
is a possibility to satisfy the consumer’s priorities.
A. Slywotzky, D.J. Morrison, B. Andelman, The Profit Zonе 
P.S.  In the 5th of February during the summation and the Marketing Award diplomas presentation in the conference of the Bayer distributors from Russia, Kazakhstan and Byelorussia in the Ritz Carlton hotel (Istanbul, Turkey) nothing was said about Aya-Plus Ltd and our marketing strategy.
In the same day far from the comfortable The Ritz Carlton hotel the following happened:

· One of the Aya-Plus managers A. Vasilenko was enriching his knowledge in the 
National Institute of Plant Protection (St. Petersburg - Pushkin).
· The Aya-Plus specialists A. U. Reshetnyak, E. N. Poddubnaya and U. V. Ruleva were negotiating with the general director of one of the largest agricultural enterprises in Russia. Together with the skilled employees there was a young colleague Evgeny Uslamin. He was studying the corporative culture, esprit de corps and the main tool witch is the individual work with consumers. Colleague is a person upon whom you can rely in case of need. The trustworthy person is a sure card. Our proposals were interesting for the enterprise director, so the unvalued marketing strategy works…


One of the postulates of the Japanese samurais’ code Busido says the following: if your resolution is high, the results will not disappoint you if you expected this result. We are not samurais, but the most important thing for us is the consumers’ satisfaction and their opinion. Other things are nothing. 
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