1 Yy N
\ L 1
P AT

<

e

SOCIAL REPORT
ON BREWING INDUSTRY STATUS

COUMAIIbHBIN OTHET

NMMBOBAPEHHOW OTPACIIN

2000 — 2004



CouuanbHbIli OTYET NUBOBAPEHHOMW OTPACU

Social Report on Brewing Industry Status

KoHuenuus coumanbHom oTBETCTBEHHOCTH
KOMMNAHUMA NMMBOBAPEHHOW OTpaACIn

O noprotoske fLAHHOrO OTHYETA

Cotos Poceuitckumx MNusosapos

Kogekc yectn Poceuiickux Musosapos

2 MNueosapeHHas oTpacnb B Poccun u mupe
Kpartkas ncropuyeckas cnpaska
CrpyKTypa poccmitckoro pbiHka nuea
PernonanbHbii npodunb
Bknap koMnaHWii nMBoBapeHHOM oTpacu
B SKOHOMMKY PErMOHOB
MusoBapeHue B Mupe

3 lNpounseopcTBO NMBOBAPEHHOM NPOAYKLUU
Mpouecc nusosapeHus
TexHonoruueckoe obopynosaHue
Coipbe
Passutue CONNIOAOBEHHOIO NPOM3BOACTBA
CucteMa B3AUMOOTHOLLEHMIM C NOCTABLWWHMKAMHN
Passutne cmexHbix Oqucneﬁ
YI'IPOBJ'leHMe KA4eCcTBOM MpoAyKUMHU
Skonoruyeckue meponpuatua

4 CoumnanbHAs NOAUTUKA
NUBOBAPEHHbIX KOMMAHUI
OxpaHa u 6esonacHocTb Tpyaa
OI'IHOTG prﬂ,ﬂ N CUCTEMDI CTMMYHMPOBOHMH
paboTHuKoB
ObyueHne nepcoHana

5 3akoHopartenbHoe perynuposaHue
NMBOBAPEHHOMN OTPACAU

6 Mueo u obwecto
Passutie kynbTypbl notpebnenus nusa
OTBeTCTBeHHbIﬁ MOPKeTMHI’ n peKHOMHGﬂ
0eqaTenbHOCTb
CI'IOHCOpCTBO nu 6HGFOTBOPMTeHbHOCTb

7 Undopmauus o uneHax
Coto3a Poccuiickux Nusoeapos

1 Social Responsibility Concept
in Brewing Industry
Report Preparation
Union of Russian Brewers
Russian Brewers’ Code of Honor

2 Brewing Industry in Russia and in the World
Historical Review
Beer Market Structure in Russia
Regional Profile
Brewing Industry Contribution to Regional Economies
Brewing in the World

3 Brewing Production
Process of Brewing
Manufacturing Equipment
Raw Material for Brewing
Development of Malting
System of Interrelations with Suppliers
Development of Related Branches
Production Quality Management
Ecological Activities

4 Social Policy of Brewing Companies

Industrial Safety
Remuneration of Labor and Incentive Scheme
Training

Legislative Control of Brewing

6 Beer and Society
Development of Beer Consumption Culture
Responsible Marketing and Promotion
Sponsorship and Charity

7 Information about Members
of the Union of Russian Brewers




KoHuenuuns counanbHo oTBETCTBEHHOCTH
KOMMNAHMX NMBOBAPEHHOMU OTPACU

Social Responsibility Concept

in Brewing Industry

O NOoArotoBKE JAHHOTO
OTHETA

MuBoBapeHue npeacrasnser coboi ceropHs
OflHY M3 MPeyCneBalolMX OTPACNEN POCCHA-
CKOW SKOHOMMKM. TaKOW pesynbTaT cTan crep-
CTBMEM HOBbIX IKOHOMMYECKMX OTHOLLIEHMM
M YCHAMIA MUBOBAPEHHBIX KOMMAHMIA, KOTOPbIM
YAQNOCh 30 KOPOTKMIA NEPUOL, BPEMEHM AOCTUYbL
BLICOKOTO YPOBHSI KOHKYPEHTOCNOCOBHOCTH.

Cpean coBpeMeHHbIX TEHOEHUMIM, XApaKTep-
HBIX [/19 POMBILLITIEHHOrO CEKTOPA, 0COBEHHO
TOM €ro 4acT, KOTopas HEMOCPEACTBEHHO CBsi-
30HA € NOTPebuTENsIMM, BCe Borbluee pacnpo-
CTPAHEHME MONYHAIOT KOHLEMNLUMU COLMAbHO
OTBETCTBEHHOTO BeaeHus busHeca. Poccuiickme
NUBOBAPbLI MPUAEPXMBAIOTCS NO3ULMM, COMNAC-
HO KOTOPOW COLMANbHAS OTBETCTBEHHOCTb €CTh
¢$opMa MaPTHEPCTBA, CBA3AHHAA C OCHOBHOM
AESTENLHOCTLIO KOMMAHMI, KOTOPAs NPeAnona-
raeT He TONbKO BbINOMHEHME HANIOTOBbIX 06s3a-
TENbCTB, HO TAKXE BbIMYCK BbICOKOKAYECTBEH-
HOM NPOAYKUMM W PA3BMTME  KYNbTYpbl
notpebnenus nusa 8 Poccun. DnemerHtom co-
LMONbHOM OTBETCTBEHHOCTM SIBNSIETC TAKXE
yyactue B XM3HM oblecTBa — noamepxXKa
CropTa M TYPM3MA, 30PABOOXPAHEHMS, NPOMNa-
rOHAQ 340POBOrO 06PA3A XM3HM, NPOBEAEHME
06pa30BATENbLHBIX M KYTIBTYPHbBIX MTPOTPAMM.

[laHHbIM OTYeT — nepBasi NOMBITKA NPEACTABUTL
KONNEKTUBHbINM MOPTPET KOMMNAHUM NMUBOBAPEH-
HOW OTPAC/M M MX BKNOAA B SKOHOMMYeckoe
1 couManbHoe paseuTHe CTpakbl. B otuete npen-
craBneHbl MHGopmaLms 1 GakTbl O AEATENBHOCTH
KomnaHui B ocHosHom 3a 2000-2004 rogpl
1 Haubonee cywecTBeHHble GaKTbl U COBLITUS
2005 ropa, a takxe uHdpopmauus 3a 2005 rog,
B TOM CIly4de, eCiM OHa sBnseTcs bonee 3HAYM-
MOM, yem cooTeeTcTByloWwe AaHHble 30 2004
rog. [Nepepn oT4eTOM He CTaBMNACH 304040 Npes-
CTOBUTb NOAPOBHbIA QHANM3 AEeSTENLHOCTU BCEX
KOMMOHUIA — B HEM 30PUKCUPOBAHBI NULLL HOM-
6onee obwe TEHAEHUMU B PA3BUTMM OTPACHM.
NpuBeneHHble B TEKCTE OTYETA NPUMEPBI OTPA-
XaT Haubornee xApaKTepHble MOKA3ATENM
1 pesynbtatbl. OT4ET NOArOTOBAEH C OPUEHTALM-
€1 HO MeXAYHOPOAHbIE CTAHAAPTbI OTYETHOCTH.

REPORT PREPARATION

In the result of economic relations and brew-
ing companies’ efforts, brewing has achieved
high level of competitiveness to become the
one of the prospering industries of the Russian
economy.

Ideas of social responsibility of business have
been widely spread among contemporary
tendencies of the industrial sector, especially
those related with consumers. Russian brewers
are adhering to the position of social responsi-
bility which is a form of partnership related
with main activity of company that assumes
performance of tax liability as well as output
of high-quality production and development
of beer consumption culture in Russia.
Encouragement of sport and tourism activities,
health protection and performance of educa-
tional and cultural programs is also the ele-
ment of social responsibility.

Present report is the first attempt to represent an
overall picture of brewing companies and their
contribution to economic and social develop-
ment of the country. Report represents facts and
figures of the companies’ activities mostly dur-
ing 2000-2004, but also in 2005, if being
more essential than data for the year 2004.
The objective of the report is to highlight the
general trends of the industry’s development
rather than to present detailed analysis of all
companies’ activities and reflect the most typi-
cal indices and results. Report is prepared with
partial adherence to the principles of interna-
tional reporting standards.
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KOMMAHMM MMBOBAPEHHOWM OTPACIIN

COKO3 POCCUMCKMX
NMMBOBAPOB

lNoaroToBKy COLMANBHOTO OTYETA NMBOBAPEHHOM
otpacu koopauHupyet Colos poCCUICKHX Npo-
13BOaMTENeN NMBOGE3ANKOTONbHOM NPOZYKLM .
O 6bin cospan 15 centabps 1999 ropa Ha Bee-
poccuickoit (yupeamntensHoi) koHdepeHumy,
B KOTOPOM Yy4yactsoBanu npeactasutenn 66
npepnpusituin otpacam na 52 pervoros Poccum.
Ceropns 6onee 85% poccuitckoro nuea Beimy-
ckaetcs Komnanusmm — uneHamu Cotosa.

Mepen HoBOM opraHusaumeit CTosn Lenbii psa
pasHonnaxosbix 3agay. Cotos copeicteyer
CTUMYTIMPYIOLLEH COLMANBHOM, NPABOBOWM M bu-
HOHCOBO-3KOHOMMYECKOM MONUTUKE TOCYAap-
cTBa B 061ACTM NPOM3BOACTBA M cObITA NMBQ,
yuyacTtsyeT B pOPMUPOBAHNM HOPMATUBHO-NPA-
BOBOM 603bl, BAArONPUSTHOM AAS PA3BUTHS
otpacnu. ObbeauHss He TOMLKO KPYMHEMRLIMX
npefcTaBuTeneit POCCUICKOro NMBOBAPEHHOTO
PbIHKG, HO M pervoHanbHble npeanpusits, Coto3s
30LWMLLAET MHTEPECH! MATbIX M CPEAHMX MUBOBA-
peHHbIX 3aBOAOB. 3ALUMTA MHTEPECOB OTeye-
CTBEHHBIX MPOU3BOAMTENEN BO B3AMMOOTHOLLE-
HUSX CO CTPAHAMM BIIUXHETO W AANBHETO
3apybexbsi B BONPOCAX PerynmMpoBaHus pos-
HWMYHBIX MPOJAX M OXPAHbI MPOMBILLIEHHOMN COB-
CTBEHHOCTM HQ TEPPUTOPUM CTPAH — MMMOpTe-
POB MMBA TAKXE BXOAST B 304041 O6beaMHEHMS.
Bmecre ¢ stum Colos BefieT 6oblLyto NPOCBETH-
TENbCKYI0 U MHOOPMALMOHHYIO AEATENbHOCTb
yepes nybaukauum Ha caite (www.beeru-
nion.ru) u cneumansHbie usganms. C MomeHTa
ceoero cosaanus Coto3 cTan aBTOPUTETHOM Op-
TAGHM3AUMEN, €ro MO3UTUBHYIO POSb MPU3HAIOT
NPEeACTABMUTENN TOCYAAPCTBEHHBIX, Npodeccro-
HANbHBIX M OBLLECTBEHHbIX OPTAHM3ALMA.

KOLEKC YECTM POCCUMCKMX
NMMBOBAPOB

BaxHbim Hanpaenennem pabotel Colosa sens-
eTCs PACMPOCTPAHEHWE MPABMI STUYHOTO BeE-
AeHus BusHeca u pa3paboTka MEXAHM3MOB
CAMOpErynMpoBaHus oTpacnu, 6e3 KoTopbx

' Nanee B otyeTe ucnonbsyetcs Hassanne Coios Poc-

cuickmx Mmsosapos.

UNION OF RUSSIAN BREWERS

Preparation of social report of brewing industry
is coordinated by Russian Union of Beer and
Nonalcoholic Producers'. It was founded in
September 15, 1999 during All-Russia foun-
dation Conference which was attended by of
66 companies from 52 regions all over Russia.
Now more than 85% of Russian beer is pro-
duced by companies-members of the Union.

New organization had many tasks. Union is
cooperating on incitement of social, legal and
financial policies of State in spheres of beer
production and distribution, organization of
regulatory and legal framework favorable for
industry development. Joining large and small
representatives of the Russian brewing market
and regional plants, Association protects rights
of small and medium brewing plants as well as
foreign producers’ rights protection in interre-
lations with CIS and foreign countries, regula-
tion of retail and protection of industrial pro-
perty in the territory of beer-importers coun-
tries. Union is also performing educational and
informational activities via its site www.beerun-
ion.ru and special publications. Since it was
created, Union became trustworthy agency; its
role is acknowledged by state, professional
and public organizations.

RUSSIAN BREWERS'
CODE OF HONOR

Distribution of business ethic rules and deve-
lopment of mechanism of self-regulation of in-
dustry is the important direction of work of
the Union. Publication of the first social report

! Further in the report the term "the Union of Russian

Brewers" is used.

LMBMUM3OBAHHBINM PLIHOK HeBO3MoxeH. [logro-
TOBKO MepBOro COLMANBLHOTO OTYETA MMBOBA-
PEHHbIX KOMMAHWI CBMAETENLCTBYET O TOM, YTO
npeanpusitus — dneHbl Colosa pasgensior Ty
TOYKY 3PEHMsI U CTPEMSTCS K TAPMOHMYHbBIM OT-
HOLWEHMAM MexXy B13HECOM 1 OBLLECTBOM.

Haunbonee sHaunTeNbHbIN WAT B PA3BUTAM MEXQ-
HM3MOB COMOPETYIMPOBAHMS Obl  CAENAH
8 2003 ropy, korga 6bin npuHst Kogekc yectw
POCCHIACKMX MMBOBAPOB. STO YHMKAMbHbIA ANst
COBPEMEHHOTO POCCUIACKOTO BU3HECA AOKYMEHT,
B KOTOPOM MPOU3BOAMTENMU MMBA OBAIYIOTCS MPK-
AEPXMBATLCS MPUHLMMNOB YECTHOM KOHKYpPEHLMM
M YBOXEHMsi NOTPEBUTENS, CTPEMMTLCA MOCTOSIH-
HO MOBbLILIATL KAYECTBO NpoAyKumu. [1puHsTHe
Kopekca yect ctano Bknagom nMBoBapoB B pas-
BMTME POCCUICKOM AenoBoi KynbTypsl. Hapsigy
¢ uneHamu Colo3a LOKYMEHT MOANMCANM 1 KOM-
NAHWM, B HErO HE BXOASLIME.

Kogekc npepcrasnsiet coboi comatuetue o npa-
BMNIOX NPOPECCUOHANBHOM [EATENBHOCTU 1 CTAH-
AApTAX JENOBOM STHKM B MMBOBAPEHHOM OTPACM
CBEPX HOPM, YCTOHOBMIEHHBIX 3QKOHOAATENb-
cteom PP. MHorne Bonpocsl, cBs3aHHble ¢ pa-
3BUTMEM KOMMYHWKALMIA MEXAY NPOU3BOAUTENS-
MM 1 noTpebutenamu, no mHermio unexoe Cotosa
Poceuiickmx MieoBapoB, AOMXKHbI perynMpoBaTb-
s BHYTPM NpodeccroHanbHoro coobLyectea.

B cessu ¢ atum Kopekc vectn npegnonaraet He
TONBKO KOHCONMAALMIO OTPACAM HA OcHoBE AO6-
POBOMLHO MPUHSATLIX MPABMII, HO M KOHTPOSTb 30 UX
ucnonHeHuem. [ns 3Toro B pamKax AesiTenbHOCTH
Cotosa cospaHbl Komutet no atuke u Oucupnnm-
HapHas komucens. B pabote Komuteta no suke
YHOCTBYIOT TONBKO NPEACTABMTENN OBLLECTBEHHO-
CTH, KOTOpbIE B Clly4de HAPYLUEHMH BLIPABATLIBA-
IOT COOTBETCTBYIOLLME PEKOMEHAALMM M PELLEHMS.
Pewwenuns Komurera Hanpaensiotes 8 Oucumnnm-
HOPHYIO KOMMCCHIO, KOTOPAsi MOXET MPUMEHMTH
K HapywuTensm Kogekca camble cypoBbie mepbl
BO3AEMCTBMSA, BNNOTL A0 mckmioueHus u3 Cotosa.

Ha MMsToi Becepoceuiickoit koHdpepeHumu npo-
nsBoamuTenen nNMBobe3anKoronbHOM NPOAykK-
umu, kotopast coctosinacs B Havane 2005 roga
6b11M npuHsTel nonpasku k Kogekcy, ycraxa-
BAMBAIOLME ANSi NMBOBAPOB PAMKM Aaxe 6o-
nee XecCTKMe, 4YeM NpefycMaTpuBaeT Aei-
CTBYIOLLEE 3AKOHOAATENLCTBO.

of brewing companies certifies that enterpris-
es — members of the Association, share this
point of view and strive for harmonic relations
between business and society.

The most significant step in development of
mechanism of self-regulation was made in 2003
when Russian Brewers’ Code of Honor was es-
tablished. This is a unique business document for
Russia which provides for the obligation of the
beer producers to abide by the principles of fair
competition, respect for consumers, and strive for
constant improvement of production quality.
Adoption of the Code of Honor became a con-
tribution of brewers to the development of busi-
ness culture in Russia. Along with companies,
members of the Union, it was signed by non-
member companies.

The Code represents an agreement on rules of
professional activities and standards of busi-
ness ethics in brewing in addition to those gov-
erned by the RF law. From the Union members’
point of view, many of the questions related to
communications between producers and con-
sumers should be regulated within professional
community.

Due to this, the Code of Honor assumes con-
solidation of industry based on voluntarily ac-
cepted rules as well as control of their fulfill-
ment. Ethic Committee and Disciplinary
Committee were founded within the Union.
Only public members work in Ethic Committee
who worked out appropriate recommenda-
tions and decisions in case of violations.
Decisions of the Ethic Committee are forward-
ed to the Discipline Committee which may use
the most severe measures up to expulsion from
the Union.

Amendments to the Code establishing the more
severe limits as compared to the Russian legis-
lation in power were accepted during the V
All-Russia Conference of Beer and Non-
Alcoholic Producers.

The Code finds application in interrelations
with representatives of other professional asso-
ciations and unions. In 2004 the Association of
Russian Brewers and the Association of
Communication Agencies of Russia signed an
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KOMMAHMM MMBOBAPEHHOWM OTPACIIN

Kopekc Haxoput npumMeHeHue npu BbLICTPAM-
BAHMM CUCTEMbI B3AMMOOTHOLIEHWHA C Npeg-
CTABUTENSIMM APYTUX NPODECCHOHANbBHBIX CO-
obuwects. B 2004 ropy 6bino nopnucaHo
CornaweHne o couMANbHOM NapTHepcTee
B 06nactu peknamsl nusa mexay Coosom
Poccuitckux [Musoeapos u Accoumaumeit
KommyHunkaumorHbix Arentcts Poccuu: Bnep-
Bble NMPEACTABUTENU ABYX OTpPACHei [OroBo-
PUIUCb O COMOOTrPAHMYEHUsX B 0BNAcTU Npo-
M3BOACTBA M PACMPOCTPOHEHUS PEKIAMbI
nuBa.

Kogmekc pernameHtupyet u perynupyet cre-
pytowme cdepbl NPoPECCHOHANBHON AeSTENb-
HOCTM MUBOBAPOB M CBOMCTBA BbIMYCKAEMO
NPOAYKUMM:

nPOMN3BOACTBO N KAYECTBO
nepoaykumm

Ucxops ns toro, uto notpeburens gonxex
nonyyars 6e3onacHyio Ans 3A0poBbs U Ka-
YeCTBEHHYIO NPoAyKuLMIO, Mbl 06a3yemcs
NPOU3BOANTL U MOCTABATL HA PLIHOK BbICO-
KOKayecTBEHHOE NMBO, oTBevyalLiee Tpe-
60BaHUSM rocyAapCTBEHHBIX CTAHAAPTOB
U COHUTAPHBIX HOPM.

OTHOLLEHUE C MNOTPEBUTEJIAMU

MpusHaeas 3a notpeburenem npaso 6biTh
HenpogeccMoHanoM, Mbl HUKOTAA He BOC-
MOb3yeMcsi ero HEKOMMNETEHTHOCTbIO ANs
BBEeAEHMs B 3a6nyxaeHne Ui ylemneHms
€ero MHTepecos.

PEKJTAMA U NMPOABUXKEHUE HA PbIHKE

Mesi rapaHTupyeM, uto B Halwei pekname He
AonycKkaeTcs HenocpeacTBeHHoe obpalye-
HUe K nuuam monoxe 18 net; He nposoauTca
MpSMAas 3aBUCMMOCTb Mexay noTpebneHvem
MMBA U NOBBILLIEHUEM COLMANBHOrO CTaTyca
YenoBeKda, d TaKXe yPOBHEM €ro ¢pusmndecko-
ro WIN YMCTBEHHOrO PA3BUTUS; NCMONb3YeTCs
npeaynpexpeHne o BO3MOXHOM Bpeae 340~
pPOBbIO YenloBeKA BCAEACTBUE YPE3MEPHOTO
notpebneHns nuea cnepyioliero cogepxa-
Hus «YpesmepHoe ynorpebneHue nusa mo-
xet BpeanTs Bawwemy 3goposbioy.

agreement on social partnership: that was the
first time when the representatives of two indus-
tries agreed on self-restrictions in the area of
beer advertising.

The Code regulates the following spheres of
professional activities of brewers and proper-
ties of production:

MANUFACTURING AND QUALITY OF
PRODUCTION

Based on the assumption that the consum-
er should obtain safe and quality product
we pledge to produce and supply high-
quality beer, satisfying demands of State
and sanitary standards.

RELATIONS WITH CONSUMERS

Considering consumers’ amateurism we
will never use their incompetence for de-
ception or infringement of their interests.

ADVERTISING AND DISTRIBUTION IN THE
MARKET

We guarantee that we will not address ad-
vertisiments directly to those younger than
18 and will not stress direct relation be-
tween beer consumption and social status
of a person as well as his physical or men-
tal abilities. We warn about possible health
damage caused by excessive beer con-
sumption by the following notification:
“Excessive beer consumption may dam-
age your health”.

CMMOHCOPCTBO M1 MELIEHATCTBO

Me1 HamepeHbI coaelicTBOBATL NOBbILLIEHUIO
61arococTosHMA HALel CTPAHbI, y4acTBO-
BATb B COLUMASIbHOM PA3BUTUU PETMOHOB HA
ocHoBe f06pOCOBECTHONM yNnATbLI HANOrOB,
a TakXe BO3POXAATL TPAAMLUN POCCUIA-
CKOro MeLeHaTcTBa U UCMNob30BATh UMElo-
LMecs y Hac BO3MOXHOCTM U CPEACTBA Ans
okasaHusa appecHoi nomowm. Beictynas
B KayecTBe CMOHCOPOB, Mbl CO3HAEM CBOIO
OTBETCTBEHHOCTb Nnepes obLLecTBOM.

KOPMOPATUBHASA AEATEJZIbBHOCTb
N OTHOLLEHNSA C KOHKYPEHTAMU

Ms1 HamepeHsI cnocobcTBoBATH MNOBBILLEHNIO
NPEeCTUXAa OTPAC/U B LIESIOM, YCTAHOBIIEHUNIO
YECTHOM KOHKYPEHLMU U LUBUIN3OBAHHBIX
OTHOLIEHUI MeXAY yHYACTHUKAMMU PbIHKA.
Ms1 0653yemca He ucnonb3osate Hecosep-
LUEHCTBO 30KOHOAATENLCTBA B KOHKYPEHT-
Houi 6opbbe. B Bonpocax, He nognexawymx
PerynupoBaHmnio poccuiickuM 3AKOHOAA-
TenbcTBoM, Mbl Gyaem cnegosars obwenpu-
HSATBIM 3TUYECKMM HOPMAM M MOAAraTbes Ha
3APABBIN CMBIC HE3ABUCUMBIX APBUTPOB.

[MTommmo Kopekca 4ect BoO MHOTMX KOMIAHUSX
NPUHSATE COBCTBEHHBIE STUYECKME KOAEKCHI MK
CTOHAAPTHI, KOTOPblE PErNAMEHTUPYIOT BHY-
TPEHHME NPOLECCH YNPABAEHMs, XApPaKTep
B3OMMOOTHOLWEHUI C NOTPEBUTENSIMK, perno-
HOMbHBIMW AMAEPAMM, NOCTABLUMKAMM.

[MepBbii coLManbHbIM OTYET UAIOCTPUPYET, KAK Mk-
BOBAPEHHbIE KOMNAHWM NpuMensioT Kogeke yectu
HQ NPAKTUKE M KAKME MPUHLMMBI COLUMANbHOM OT-
BETCTBEHHOCTM MCMONb3YIOT B CBOEH AEATENLHOCTA.

B.C.Tywesa, ynen dkcneptHoii rpynnsl Ko-
muteta Toproso-npomsiLIeHHONM NanaTsl
P® no genosoii atuke: «MpuHstne Kogekca
YECTN POCCUICKMX NMBOBAPOB — 3TO CObBbI-
TUe, KOTOPOE BbIXOAMUT 30 PAMKU MEXOT-
pacnesoro meponpusatis. 1o BKIAh B pd-
3BUTHE HOBOW PYCCKOM KynbTypbl»’.

? [lonXHOCTM UMTUPYEMBIX FOCYAAPCTBEHHBIX M Oble-

CTBEHHbIX ,ueﬂTeneﬁ, YH€eHbIX, pyKoaonMTeneﬁ npea-
ﬂpMﬂTHlji M T. O. YKA3AHbl HO MOMEHT C06bITMﬂ, O KOTO-

POM UOET peyb B OT4ETE, €CIM He YKA3AHO MHOoe.

SPONSORSHIP AND WELFARE

We intend to contribute to increase of
prosperity of our country, collaborate in
social development of regions based on
tax payment and revival of traditions of
Russian welfare and use of our facilities
and abilities in targeted assistance. Acting
as sponsors we admit our responsibility in
front of society.

CORPORATE ACTIVITY AND RELATIONSHIP
WITH COMPETITORS

We are going to increase the prestige of
the industry, establish fair competition and
civilized relationship between competitors.
We are obliged not to use imperfection of
law in competition. We are going to follow
ethic norms in regulation of questions be-
yond the Russian legislation.

Besides of the Code of Honor, many compa-
nies accept their own ethic codes and stand-
ards that regulate interior processes of man-
agement, character of relationships with
consumers, dealers and suppliers.

The first social report demonstrates practical use
of the Code of Honor by brewing companies
and what principles of social responsibility they
use in their activities.

V.S.Tusheva, member of Expert group of
the Chamber of Commerce and Industry of
the RF: “Acceptance of the Code of Honor
of the Russian Brewers is an event beyond
interindustry arrangement. This is a contri-
bution to development of new Russian cul-
ture”?.

2 Positions of state and public persons, scientists, man-

agers and others are given for the moment of the event

spoken about in the report, unless otherwise indicated.
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NMueosapeHHas otpacnb B Poccnu n munpe

Brewing Industry in Russia and in the World

3a nocnegHue pecstb net nusoeapeHue B Poc-
CWM NPOLLNO MyTb OT CAMO OTCTANION OTPACHM
B NMULLEBO 1 NepepabaThIBAIOLLEN MPOMBILL-
NIEHHOCTM IO OFHOM M3 Hanbonee PasBUTbIX MH-
BycTpui skoHomuku. CerogHsi nMBoBApeHHas
otpacns — 310 250 npepnpusTUiA, Ha KOTOPbIX
pabotaiot 6onee 50 Thic. yenosek. 3a nocnen-
Hue rofpl 06K 0bbeM MHBECTULMIA B OTPACb
cocrasun 6onee 2,5 mnpa ponnapoe CLLA.

Poceuitcknit pbiHOK MMBA — OfMH M3 CAMBIX
KPYMHBIX M MePCreKTUBHbIX. 3a NocnefHue ro-
Abl MO NOKA3ATENSIM MPOM3BOACTBA OH CTA Msi-
ToimM B Mupe. B 2004 rogy npegnpusitus nuso-
BApeHHOM oTpacnu npowussenu 842,4 maw
AeKanuTpoB (aan®); nosuTMBHAA AMHAMMKA
pOCTa PbIHKA MOATBEPXAAETCS AOCTATOMHO
CTABUABHBIMM NOKA3ATENSMM HA NPOTSIXEHNUM
NOCNEAHUX MATU TET.

1O.I. Megnseges, lNepsbiii 3amecturens lNpeg-
ceaarens Komurera locynapcreenHoi dymei
M0 5KOHOMNYECKOW MOSNTUKE, NPEeANPUHUMA-
TENbCTBY U TypU3My: «3d KOPOTKMIA Nepuon
BPeMeHU MUBOBAPBLI CAENANN OYEHb MHOTO,
co3fanu NPaKTU4eckn HOBOE MPOU3BOACTBO,
ceiyac BbIMyCKAIOT KAYECTBEHHbIN NPOAYKT,
KOTOPbII BIOJIHE KOHKYPEHTOCMOCOBEH.

B Poccum nprcyTcTBYIOT MHOTUE KPYMHbIE MEX-
AyHOPOAHbIE KOMNAHWK: ckaHanHasckui Baltic
Beverages Holding (BBH), matckuit Carlsberg
Breweries A/S, InBev co wrta6-keaptupoit
8 benbrun, oxHo-adpukarckuin SABMiller,
ronnanackuin Heineken, 6putanckuin Scottish &
Newcastle, Typeukas EFES Beverage Group.
3apybexHble KOMNAHUM — KPYMHEMLIME WUHBE-
CTOpbl MUMBOBAPEHHOM oTpaciu. 3a nepuop
2000 — 2004 ropos nHeectvupmm BBH B passu-
TME POCCHICKOrO MPOM3BOACTBA COCTABMIM
854 mnH espo, InBev — 1,02 mnpg ponnapos,
SABMuiller — okono 200 munnuoroe gonnapos
CLUA, Heineken — 82,6 mn+ ponnapos. Uhee-
CTULMM KOMNaHUK «Ddec» B PA3BUTUE POCCHIM-
cKoro npoussofcTsa coctasunm 6onee 100 mun-
NIMOHOB AOMNAPOB. MexayHapoaHbIE KOMMAHMM,

* 1 pexkanutp (gan) = 10 autpam (n).

Brewing has developed from the most back-
ward industry in food-processing production to
one of the most highly-developed industries of
economy for the last 10 years. Today brewing
contains 250 plants, on which more than 50
thousand people are working. For the last
years volume of investments is more than 2, 5
billion dollars.

Russian market is one of the largest and per-
spective. It became the fifth in the world by
production indices. In 2004 brewing compa-
nies had produced 842,4 millions of deciliters
(dal®); positive market dynamic is proved by
stable indices for the last 5 years.

Yu.V.Medvedev, Deputy Chairman of State
Duma Committee on economy, entrepre-
neurship and tourism: “For the short period
of time brewers had practically created
new production and are producing quali-
tative, rather competitive product”.

Many foreign companies are present in the
Russian market: Scandinavian Baltic Beverages
Holding (BBH), Danish Carlsberg Breweries
A/S, InBev with headquarters in Belgium,
South-African SABMiller, Dutch Heineken,
British Scottish & Newcastle. Foreign compa-
nies are the largest investors of brewing. For the
period from 2000 to 2004 investments of BBH
into development of Russian production were
as to 854 millions of euro, InBev — as to 1,02
billions of USD, SABMiller — about 200 mil-
lions of USD, Heineken — 82,6 millions of
USD. International companies with experience
of work in various countries have brought high-
professional management systems, market strat-
egies and contemporary approaches to distri-
bution into Russian practice.

Russian producers also use the best expertise
obtained during the activity of their enterprises
and develop production by their own invest-
ments. Thus, investments of CJSC “Moscovskiy
Pivo-Bezalkogolniy Kombinat “Ochakovo”

* 1 deciliter (dal) = 10 liters (I).
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B POCCHM N MUPE

obnagatowe onbIToM paboTsl B pa3HbIX CTPa-
HAX, NPUBHECM B POCCHICKYIO MPAKTUKY BbICOKO-
NPOgECcCHOHANbHBIE CUCTEMbI MEHEAXMEHTA,
rPAMOTHbIE MOPKETUHIOBLIE CTPATEMMM, COBpE-
MEHHBIE NOAXOAbI K AUCTPHUBYLMM.

OreyecTBEHHbIE MPOU3BOAMTENM TAKKE MCMONb-
3YIOT JIYHLUMI OMBIT, NPUOBPETEHHBIA 30 Bpemst
CYLLECTBOBAHMS CBOMX MPEANPHUSTHIA, U Pa3BU-
BOIOT MPOW3BOACTBO 30 CYET COBCTBEHHBIX WMH-
sectuumi. Tak, uusectnummn 3AO «MockoBckmii
nueo-6e3ankoronbHeii KombuHat «Ouakoso»
B CTPOMTENbCTBO CBOMX PErMOHANbHBIX Nped-
npwmsitui npesbicnn 350 mnH gonnapos CLLA.

Mo yposHio notpebnenuns nusa Poccus 3amu-
maet 16-e mecto B mpe (okono 60 nutpos Ha
yenoseka). TeM He MeHee MeXAyHAPOAHbIE
1 OTEYECTBEHHbIE SKCMEPTbI MPU3HAIOT, YTO MO-
TEHLMAN POCCMMCKOTO PhIHKA ELUE LANEKO He
MCYEpPNaH, ONTUMUCTUYECKME MIAHBI MHOTHE
BeAyLUME MEXAYHAPOLHBIE KOMMAHMM CBS3bIBA-
1oT umerHo ¢ Poccueit. Tak, OAO «CAH Uu-
Tepbpio» (Bxoant B InBev ) no pesynbtatam
2004 ropa o6bSIBUNO O 3HAYUTENBHOM pPoOCTe
NPOM3BOACTBA, B MEPBYIO O4Yepedb 34 CHeT
pocta obvema npogax Ha 33% B Poceum.

[ons umnoptHoro nuea B Poccuun B HacTosiwee
BpeMsi coctasnsieT nopsiaka 2,5% u He npepcra-
BNISIET KOHKYPEHLMM NKBY OTeyecTBeHHOMy. B ceoto
ouepesb KCNOPT POCCHIICKOrO MMBA MOCTOSHHO
pacret. B 2000 rogy skcnopt nuea coctasun 2,4
mnH gan, 8 2002 rogy — 5,5 mnv gan, a 8 2003
rofly yBenuumncs noytv B gsa pasa. Cambie kpy-
nHble No obbemam noctasku uayT B cTpanbl CHI,
B OBLUEN CNOXHOCTH POCCHICKOE MMBO SKCMOPTH-
pyetcs B 38 ctpaH M1pa, B Tom uncne 8 CLLA, Us-
paunb, Benukobputanmio, Ppanumio, Kutai,
MpaH. M paxe Ha Takyto nuBHyto cTpaHy, kak lep-
MOHM$1, CETOAHS NPUXOAMTCS NMOPAAKA 3% SKcnop-
TQ POCCUHCKOrO MMBA. YXE CEAYaC MOXHO
€KA3QTh, YTO POCCHIACKME NMUBOBAPLI MPOYHO 3CHM-
MQIOT [OCTOMHOE MECTO B MUPOBOM MMBOBAPEHMM.

KPATKAA MCTOPHUYECKASA
CIPABKA

B 80-x rogax npoLsoro Beka oTe4ecTBEHHOE
NMBOBAPEHME HOXOAMNOCH MPUMEPHO B TAKOM
Xe COCTOSIHWM, KAK M ApYr1e OTPACHM MULLEBOM

(Moscow Beer and Non-alcoholic plant

“Ochakovo”) in building of their regional en-
terprises exceeded 350 millions of USD.

Russia ranked 16th in the world of beer con-
sumption (about 60 liters per person). But inter-
national and Russian experts admit that Russian
market's is not saturated and optimistic plans of
foreign companies are connected with Russian
market. Thus, “SUN Interbrew” JSC (branch of
InBev) following the results of 2004 announced
significant increase of production due to in-
crease of sales volume to 33% in Russia.

Foreign beer’s share in Russia is about 2,5%
being compared to Russian beer. At the same
time the export of Russian beer is increasing.
Export of beer in 2000 is 2,4 millions of dal,
in 2002 - 5,5 millions of dal, and in 2003 in-
creased two times. The largest volumes are ex-
ported to CIS countries. In general beer is ex-
ported to 38 countries, including USA, Israel,
Great Britain, France, China, Iran, and even
Germany (about 3%). Therefore, Russian
brewers have stable position in the world
brewing.

HISTORICAL REVIEW

Brewing in eighties was at the same condition
as other industries of food production. The
range of goods had only a dozen of names

npoMmbINeHHoCTU. B accoptmerTe ¢urypu-
POBQIM HECKONBKO AECSTKOB HA3BAHMIA, HO MO-
TpebUTeNM WyTUNK: ECTb TONBKO ABA COPTA HA-
MUTKQ — «MKUBO €CTb» U «nuea HeT». B 1985
rogy 8 Cosetckom Cotose nponssogunocs 350
MIH gan nuBa B rog, yaenbHas pons Pocewit-
ckoit Pefepaumnmn cocTasnsing nonosuHy ob-
wecotosHoin*. KpymnHble 3aBoabl MMBOBAPEHHOI
npomsiwnerHoctn CCCP Haxoaunucs B Moc-
kse, Jlennnrpage, Topskom, Kyitbeiwese, Ho-
Bocubupcke. Camblit MOLLHBIA MUBOBAPEHHIN
3aeog M. bagaesa, Haxopswmitcs B Mockee,
npoussogmn 13,5 MnH gan B roa.

CepbesHblit yaap no oTpacnu HaHeCHa aHTUan-
koronbHas kamnanus 1985 roga. Mnantaumu
XMENsi U SYMEHS COKPATUIMCH HA TPETb, CTPOU-
TENbCTBO HOBbIX 30BOAOB — 3AKOHCEPBUPOBA-
HO, PO30OPBAH KOHTPAKT ¢ Yexocnosakueit Ha
NOCTABKM NMMBOBAPEHHOTO 0bopyaosaHms. B ne-
pvog ¢ 1985 no 1987 rop ocraHosneHs 22 3a-
BOAQ, HO HEKOTOPLIX MPEANPUATUAX AEMOHTUPO-
BAHO obopymoBaHME, ApYyrMe MONHOCTbIO
NepeopHUEHTUPOBAHLI HO BbIMYCK APYroW npo-
pykumu. B utore k Havany 90-x npowmssoacTeo
nuea cokpatunock go 180 mnH pekanutpos®
B rofi. B 370 Bpemsi Ha POCCUIACKMIA PbIHOK HOYM-
HOET MoCTyNATb MMMNOPTHOE MWUBO, €ro Nonynsp-
HOCTb BBICTPO pacTeT, u k cepeante 90-x rogos
ero pons gocturaet nopsiaka 30%.

CYObBA MNMMBA B POCCUN ¢

Mueo Ha Pycu Hayanu npoussoanTte Ha 3d-
pe poccuiickoi rocyaapcTBeHHocTu. Spo-
cnas Mygapeiii, nspekas ceoe 3HaOMeHUTOe
M npu ciyyae yacro untupyemoe «Becenne
Pycu ectb nutne», umen B Ay B TomM yncne
u nuso. lNpu Metpe | HameTnncs sHayntennb-
HbIA TexHonornyecknii npopsis. OgHako
passuTHe oTpacau caepXuBaaocL MOHomMo-
JIneVi rocyaapcTBa HA NPON3BOACTBO U MPO-
Aaxy ankoronsHow npoaykumumn. B XVIII se-
ke npu Exarepune Il nuso ans cob6crseHHbIX
HYXA MOXHO 6bino npounssoguts 6ecno-
LWIMHHO, HO MPOAAXA NUBA MO-NPEXHEMY

* Uctounnk: bonbwas cosetckas SHUMKNnonegus.

®> Uctounmk: Cotos Poceuitckmx Mieosapos.

¢ Ucnonbaosanbl matepuans hitp://www.beermarket.ru/.

and consumers were joking: “We have two
names of drinks— “there is beer” and “there is
no beer”. Soviet Union produced 350 mil-
lions of dal of beer in 1985; specific share of
the Russian Federation was a half of All-
Union’s*. Large brewing plants were located
in Moscow, Leningrad, Gorkiy, Kuibyshev
and Novosibirsk. The largest plant in
Moscow named after Badaev, produced
13,5 millions of dal per year.

Anti-alcoholic campaign in 1985 seriously
damaged the industry. Plantations of hop and
barley reduced to third, building of new plants
has temporarily been closed down, an agree-
ment with Czechoslovakia on brewing equip-
ment supply was terminated. From 1985 to
1987 22 plants were closed down, some of
them became producing non-alcoholic pro-
duction. As a result, by the beginning of 9oth
beer production reduced to 180 millions deci-
liters® per year. At that time foreign beer ap-
peared in the market. lts popularity grew and
by the middle of 90t its share was as 30%.

BEER IN RUSSIA®

Brewing appeared in the dawn of Russian
statehood. Yaroslav the Wise, saying “Joy
in Russia is Drinking” meant drinking beer,
too. There was technological breakthrough
at the time of Peter the Great. But develop-
ment of industry was restrained by state
monopoly on production and selling of al-
coholic products. In XVIII century at the
time of Ekaterina Il beer could be produced
duty-free for personal needs, but it was
sold only in the public houses. During peri-
od of Alexander I, in 1805 selling of beer
was separated from selling of wine and is

“ Source: Big Soviet Encyclopedia.

® Source: the Union of Russian Brewers.

¢ With the use of http://www.beermarket.ru/.
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B POCCHM N MUPE

6bina paspeleHa ToAbKO B MUTEMHLIX [O-
max. lNpu Anekcangpe I, 8 1805 rogy, nus-
Has npopaxa 6bina oTaeneHa ot BUHHOM
M paspeleHa Takxe B Tpaktupax. [uso
BbICLLEro COPTA U MopTep NPOAABANUCL HA
BBIHOC B 0CO6bIX MOPTEPHBIX NABKAX,
YYPEXAEHHBIX B rOPOAAX.

Mocne 1880 roaa, B cBg3u ¢ yBENnMyeHneM ak-
uu3a, obbem nuBoBapeHus ymeHsiumncs. Ot-
4acTn ckasanack U y3ocTb pbiHka cbbira. Mu-
BO noTpebnsnn B OCHOBHOM rOpoOXaHe
n paboune ¢pabpuk B cenbckor MeCTHOCTH.
Kpecrbane xe npegnounranu nokynars soa-
Ky. Beapo Bogku crouno 5 py6., Beapo nu-
Ba — 1 py6., 4to B nepecyere Ha rpagyc an-
KOroJisi COCTABIANO COOTBETCTBEHHO 12,5 1 25
koneek. Kak otmedanu cospemeHHunkm, B 6bi-
TOBbLIX YCNOBUSIX TOTRALIHErO KPEeCTbSHCTBA
KOJINYECTBO QUIKOroJisi LLEHWI0Ch BbiLLE BCETO.

B Hauane XX Beka B Poccun passepHynack
GHTUANIKOronbHAS KAMNAHUS, Npeaycma-
TPUBAIOLLAS B TOM YUCE M BBEAEHME Mep
AN OrpPAaHMYEHMs MPOACXUA MUBA, XOTS
MHOrue cneumnanucrel, Hao6opoT, AoKassl-
BOJIU €ro None3HOCTb MO CPABHEHUIO C BOA-
kon. Yaap no 3aBOACKOMY MUBOBAPEHMUIO
6611 HaHeceH ¢ Beegennem B 1914 rogy cy-
XOro 3aKOHQ, B Pe3ynbTaTe REeNCTBUS KOTO-
poro 6buIM 3aKPbLITbI KAK BUHHbIE, TAK
U NUBHbIE NABKU. TO NPUBENO K PA3BUTUIO
CaMOroHOBAPEHMS U ANKOroAN3aummn Hace-
neHus.

CTPYKTYPA POCCMMCKOTO
PbIHKA MBA

B nepsoi nonosnHe 90-x rogos akTMBHO CO3-
AAlOTCs M pasBuBaioTcs Hoeble komnanuu. Kak
NPABMNO, OHW HauuHatoT pabotats Ha 6ase
6bIBLUMX 30BOAOB, KAK CMELMANU3UMPOBAHHBIX,
Tak M MHoronpodunbHeix. C 1997 roga 8 nu-
BOBAPEHMM HOMETUIICS MOABEM, M AAXE KPUIUC
1998 roaa cepbe3Ho He OTpa3MCs HA OTPa-
cnnM — BONBLIMHCTBO KOMNAHMIA BbICTPO npeo-
[onenu ero NOcneacTsus bnaropgaps CTpyKTyp-
HbIM U3MEHEHMSIM.

K sToMy BpemeHM B OCHOBHOM 3QBEPLIMIOCH
PopMUpOBAHKE HAMBOMEE KPYMHBIX YYOCTHUKOB

permitted in taverns. Beer of high quality
and porter were sold in special porter
shops founded in towns

After 1880 as a result of excise increase,
volume of brewing reduced. Beer was
consumed generally by town citizens and
plants workers in villages. Farmers pre-
ferred vodka. Bucket of vodka cost 5 ru-
bles, and beer - 1 ruble, that after re-cal-
culation by alcohol degree was 12,5 and
25 kop. As contemporaries noted, in life
conditions quality of alcohol was appreci-
ated by the farmer more than all.

In the beginning of XX century State Duma
and the mass media launched an anti-al-
coholic campaign, striving for introduction
of measures for selling of beer limits al-
though many specialists proved its profit
in comparison with vodka. In 1914 by in-
troduction of “dry” law wine and beer
shops were closed. It brought to develop-
ing of home-brewing and alcoholization
of population.

BEER MARKET STRUCTURE
IN RUSSIAN

New companies were founded and actively
developed in the first half of 9oth. They began
working on the basis of old plants, both special-
ized and multi-profiled. Brewing increased
since 1997 and even crisis of 1998 did not se-
riously damage the industry. Many of the com-
panies overcome it due to the structural chan-
ges in industry.

By that time formation of the largest competi-
tors that produce now more that 80% of beer
in the brewing market had finished. But
the market is still very mobile: prosperous

MMBOBAPEHHOTO PbIHKA, KOTOPLIE CErOAHs MPo-
nssogsT nopsaka 80% nuea. Mpu sTom pbiHOK
MO-NPEXHEMY OCTAETCS OYEHb MOABMXKHBIM: yC-
neLHble perMoHasbHble KOMNAHUK npuobpeta-
I0TCS KPYMHBIMM XONAMHIOMM, MOSIBASIIOTCS HOBblE
KOMMAHKUM, KOTOpbIe, Npu BaaronpusTHOM pas-
BUTUM SKOHOMMYECKOM CUTYALMM, MOTYT AMHA-
MMYHO PA3BMBATLCS M B BYAYLLEM COCTABMTL KOH-
KYPEHLMIO CETOAHSILIHMM YHOCTHUKAM PbIHKA.

I.B.Kynuk, lNpencenarens Komurera locy-
AapcreeHHoi Qymel P® no arpapHbiM Bo-
npocam: «[lnsoBapeHHas oTpacnb 3a Ko-
POTKMIT CPOK CMOFAA He TONbKO BO3POAMUTD
OTEe4YeCTBEHHOE MUBOBAPEHUE, HO U 3HAYM-
TEeNbHO MPEB30WTN yPOBEHb MPON3BOACTBA
MUBA, KOTOPbBINA Mbl UMENIN B JTy4LUUE rofbl.
Ortpacnb cerofHs No cBoeMy TEXHNYECKOMY
OCHALLEHUNIO, MO KAYECTBY NPOAYKLMN NoA-
HAIACb HA YPOBEHb €BPOMENCKUX rocy-
AAPCTB, UMEIOLMNX HEMOXUE TPAAULUMN
B MUBOBAPEHNMNY.

JiuanpytoLwme nosmumm Ha POCCUIACKOM pPbiHKe
nuea sanmmaer Baltic Beverages Holding, koto-
pbirt no uroram 2004 ropa umen gonio 8 34, 2%
B 06beMHOM BbipaxeHun. KpynHeriwmm aktueom
BBH sensetrcs OAO «[nBoBapeHHas KoMNaHMs
«banka»’, B cocTaB KOTOPOM BXOAT NsiTb 30BO-
pos, pacrionoxerHbix 8 Cankr-lNetepbypre, Ty-
ne, Pocrose-Ha-[ony, Camape, Xabaposcke.
[ons peiHka komnanmn «bantuka» 8 2004 ropy
coctaensana 22,1%. BBH takxe snageer akums-
mu Tpynnsl komnanmit «dpnmeo» (OAO «Sdpnu-
Bo», I. pocnasns 1 OAO «[lus3sasoan Bopo-
Hexckui», . Boponex), OAO «Bena»
(r. Cankr-Metepbypr), OAO «3onotoi Ypan»
(r. Yensburnck)®, OAO «[Mukpa» (r. KpacHospek).

OAO «CAH Unrepbpio» (SUN Interbrew) —
BTOPOM MO BENMYMHE MUBOBAPEHHBIA XONAMHT.
Ero pons Ha poccuiickom peiike B 2004 ropy
cocrasuna 15,6%. «CAH Mutepbpio» Bxoant

” Bonee nogpobHble AAHHBIE O KOMMNAHMSIX MMBOBAPEH-
HO/ oTpacnu npeactaeneHsl B pasaene «MHbopmaums
o uneHax Cotosa Poceuitckmx Musosapoe» Ha cTp. 87.
¢ B nacroswee spems OAO «BEHA» skniouaet B cebs
sasopp 8 Cankr-letepbypre u 8 Yensburcke, OAO
«3onotoit Ypan» ¢ 3 mas 2005 roaa npekpatin ceoe

CyLLIeCTBOBOHME KAK topUaNHECKOEe JILLO.

companies are bought by large holdings. New
companies evolved can dynamically develop
and be competitive in contemporary market on
conditions that the economic situation is fa-
vourable.

G.V.Kulik, Chairman of the State Duma
Committee on Agrarian Affairs: “Brewing
for the short period was able not only revive
Russian brewery but also outstrip brewing
quality that we had in better years. Industry
that had rose to European quadlity by its
technique”.

Baltic Beverages Holding has leading position in
the Russian market of beer. It had share of 34,2%
in volume terms following the results of 2004.
The largest asset of BBH is OJSC “Baltika”’
(Baltika Brewing Plant) which includes 5 plants
located in St. Petersburg, Tula, Rostov-on-Don,
Samara, and Khabarovsk. Market share of “Bal-
tika” in 2004 was 22,1%. BBH also possess
shares of “Yarpivo” Group (OJSC “Yarpivo”,
Yaroslavl, and “Pivzavod Voronezhskiy” JSC,
Voronezh), OJSC “Vena” (St. Petersburg), OJSC
“Zolotoi Ural” (Chelyabinsk)®, OJSC “Pikra”
(Krasnoyarsk).

OJSC “SUN Interbrew” is the second largest
brewing holding. Its market share in 2004 was
15,6%. “SUN Interbrew” is entering InBev,
which appeared in the result of strategic

7 Detailed information on brewing companies is repre-

sented in the Section “Information on members of the
Union of Russian Brewers”, page 87.

® Currently “Vena” ownes breweries in St-Petesburg and
Chelyabinsk; “Zolotoi Ural/Golden Urals” ended its func-
tioning as a legal person since May 3, 2005.
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B POCCHM N MUPE

B coctas komnauu InBev, koTtopas nossunacs
B pPe3ynbTaTe CTPATErMYECKOro QMlbSHCA MEXAY
6enbrurckum xonguurom Interbrew n 6pasmns-
ckoi komnaHueit AmBev. B Poccum Ha koHel,
2004 ropa xonauHry NpUHAANEXANo BOCEMb
NUBOBAPEHHBIX MPEANPUATUH, PACMONOXEHHBIX
8 ropoaax Bomxckuit (Bonrorpaackas obnacts),
Omck, Knun, Meanoso, Kypck, Mepmsb, Ca-
patck 1 Hoeouebokcapek (Yysatums).

Axtvebl [pynnsl komnanuin «XeiiHeker» (Heine-
ken ) B Pocenm 8 2004 roay cocrasnsnn OOO
«MusosapHs Xeinreker» (r. Cankr-lNetepbypr),
OOO «Bonra» (r. Huxnuit Hosropog), OAO
«nxan» (r. Crepauramak, Bawkupus), OO0
«Cobon-bup» (r. Hosocnbupck). Jons Ha pbiH-
ke [pynnbl KOMNAHMIA «XeiHHeKeH» MO UTOraM
2004 ropa coctaeuna 8,5%.

OAO «[ueosapenHoe obveanHeHne «Kpac-
Hblll Boctok — ConopoBnueo» npepcraeneHo
OByms nuBoBapeHHbiMu 3asogamu: OAO
«Kpachbiit Boctok — Conogosnuso» (r. Ka-
3aHb) M CHMBMPCKOM MMBOBAPEHHOM KOMMAHM-
eit (r. Hosocnbupck) — HoBbIM NpeanpusTHeMm,
noctpoerHsim B 2004 rogy. [lons komnaxuu no
utoram 2004 roga pasHsnace 6,7%.

B coctas 3AO «Mockosckuit nMeo-6esanko-
ronbHeli KoMBUHAT «OuakoBO» BXOAMT TpM
LEeACTBYIOWMX  30BOAA,  PACMONOXEHHbIX
8 Mockee, KpacHogape v lNexse, a Takxe op-
HO CTposiLLeecs NpeanpusaT1e B TloMeHU. Takxe
«O4yakoBO» BNAAEET ABYMS CONOLOBEHHBIMMU
komnnekcamu B Jluneukon u benropopackoit
obnacTsix. Bce cBou 3aBopbl koMnaHus cTpomt
«C Hynsa». Ha poccuiickom peiHke nuea gons
komnauum 3a 2004 rog coctasuna 6,2%.

3A0 «lueosapHs Mocksa-Ddec» exoaut
B COCTAB MexXayHapopHoro koHuepHa Efes Be-
verage Group, OCHOBHbIM OKLMOHEPOM MMBO-
BAPHM ABNSETCS ronnanackas komnawnus Efes
Breweries International N.V,, cosganHas B8 Am-
crepgame koHuepHom EBG. «[Musosaphs Moc-
KBa-Odec» BLIWAG HA POCCHHACKMIA PbIHOK
8 1999 roay, Ha gonto Poccun npuxoputes 60-
nee 70% onepaumonHoit npubsinu Efes Brewe-
ries International. B Poccun «3dec» snageer
Tpems 3asopamn — B Mockse, Poctose-Ha-[o-
Hy 1 Yde. Y kOMNaHWM ecTb COBCTBEHHBIN CO-
FIOOBEHHBI  KOMMIEKS, PACMONOXEHHbIN

alliance between Belgian holding Interbrew
and Brazilian company AmBev. In Russia at
the end of 2004 it owned 8 brewing plants,
located in Volzhskiy (Volgograd region),
Omsk, Klin, Ivanovo, Kursk, Perm, Saransk
and Novocheboksarsk (Chuvashiya).

Heineken Group assefs in Russia in 2004 were
LLC “Pivovarnya Heineken” (Heineken Brewe-
ry), (St. Petrsburg), LLC “Volga” (Nizhniy Nov-
gorod), OJSC “Shikhan” (Sterlitamak, Bashki-
ria), “Sobol-Bir” Ltd (Novosibirsk). Heineken's
market share by the results of 2004 was 8,5%.

OJSC “Krasniy Vostok-Solodovpivo” (Brewing
plant Krasniy Vostok — Solodovpivo) is repre-
sented by 2 plants: “Solodovpivo — Krasniy
Vostok” (Kazan) and Siberian Brewing
Company (Novosibirsk) —new plant, build in
2004. Company share following the results of
2004 was 6,7%.

CJSC “Ochakovo” (Moscow Beer and Non-
alcoholic Plant “Ochakovo”) includes 3 acting
plants, located in Moscow, Krasnodar, and
Penza and one that is under construction in Ty-
umen, as well as malting complexes in Lipet-
skaya and Belgorodskaya regions. All plants
are built from the beginning. Its market share in
2004 was 6,2%.

CJSC “Pivovarnya Moscow-Efes” is a part of
international Efes Beverage Group whose
main shareholder is Dutch company Efes
Breweries International N.V. established in
Amsterdam by EBG. Efes came to Russian mar-
ket in 1999. More than 70% of operational
profit of Efes Breweries International is attribut-
ed to Efes Moscow. Efes in Russia owns 3
plants in Moscow, Rostov-on-Don and Ufa. It
has its own malt facility located in Moscow.
Company share on the Russian market as of
2004 was 6,1%.

HQ TEPPUTOPUM MOCKOBCKOTro 3asoaa. [ons
KOMMOHMM HO POCCHIACKOM pbiHKE NMMBA 30
2004 rop coctaeuna 6,1%.

SABMiller, opun m3s kpynHewwwmx MupoBbIx xon-
AVMHIOB C BGonee YeM CTONETHEN UCTOPUE, BbilLEN
Ha poccuiickui poiHok B 1998 ropy u npepcra-
neH B Poccumn npon3BoacTBEHHbIM noapasaene-
Hem OOO «Kanysxckas nrBoBapeHHas Kommna-
HWS» M MAPKETUHrO-COLITOBOM OpraHMsaupeit
OOO «TpascMapk». B 2004 ropy mons komna-
HWW HA POCCHICKOM pbiHKe coctasuna 4,3%.

JuHammnka pocTa BeayLMx KOMNAHWIM NpeacTa-
gneHa Ha uni. 1. Kak BuaHo M3 Tabnumupl, Temns
pocTa 6biAM LOCTATOYHO YCTOMUMBBIMM (30 YeTbi-
pe ropa 06beMbl NPOM3BOACTBA YBEAMYMANCH MM~
HUMYM B B, MOKCMMYM — B NsiTb 1 Gonee pas).

SABMiller, one of the largest international hold-
ings with more than 100 years of experience,
appeared in the Russian market in 1988 and
was represented by production branch LLC
“Kaluzhsk Pivovarennaya Kompaniya” (Kalu-
ga Brewing Company) and market-sales agen-
cy “Trans-Mark” CJSC. In 2004 company's
share in the Russian market was 4,3%.

Growth of leading companies is represented
on Fig.1. As we can see, growth rates were
rather stable (volume of production increased
minimum — twice as much within 4 years, max-
imum — in 5 and more times).

[MHaMKMKa pa3BUTHS KPYMHBIX KOMMAHMMA (no 06bEMY BbIMYLUEHHOM npO,D,yKLIMVI)/

Growth of large companies (by volume of production)

mnn aan® / min. dal®
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1 pexanutp (aan) = 10 autpam (n).

1/ Fig. 1

? 1 deciliter (dal) = 10 liters (I).
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B POCCHM N MUPE

PervonanbHble nMBOBApPEHHbIE KOMMNAHMM,
He BXOASLME B COCTAB KPYMHBIX XONAWHIOB,
PO3BMBANIMC CBOMMM CUIIAMM MITM C MOMOLLBIO
MeCTHbIX MHBECTOpOB. B pesynbTate HekoTo-
PbIM KOMMOHUSM YAGNOCh COBEPLUINTE 3AMET-
HbI PHIBOK B PA3BUTMM, APYrME PA3BMBANKCH
mepneHHee (CM. una. 2 Ha NPUMepPe HEKOTOPbIX
komnanuit). B uenom 3a nepuoa ¢ 2000 no
2004 rog KOMNAHWK CpeaHero pasmepa Noka-
305K pocT 06bEMOB MPOM3BOACTBA B CPEAHEM
He 6ornee YeM B ABG PA3Q, NO OTAESbHBIM KOM-
NaHWsSM — B TpU 1 Bonee pas.

Ha 6onbwuHcTBe perMoHanbHbiX KOMMAHMIA
NeXana 3HAYUTENbHAS COLMANBHAS HATPY3Ka,
OTHYACTM [OCTABLUASICS MO HACAEACTBY OT CO-
BETCKMX BPEMEH, OTYACTM OBYCNOBNEHHAs
AeiCTBYIOWMM 3aKOHOAATENbCTBOM. Hanpu-
Mep, B CEBEPHbIX M MPUPABHEHHBIX K HUM
PAMOHAX KOMMAHKM MAATST BCE COXPAHMBLUME-
csi B TPYAOBOM 3QKOHOAQTENLCTBE HALBABKM
K COUMANbHbLIM BbIMIATAM, Y4TO YBENUYMBAET
cebecToMMOCTb MECTHOM MPOAYKLMM.

Regional brewing companies being not a part
of the large holdings were developing on their
own or with help of local investors. As a result,
some companies performed spurt in deve-
lopment while others were developing slowly
(see Fig.2 to compare examples of some com-
panies). In general for the period from 2000 to
2004 medium-sized companies showed in-
crease in volume of production on average no
more than 2 times, some of the companies —
three and more times.

Maijority of regional companies had high so-
cial burden remained partially from Soviet
times and partially conditioned by the present
legislation. For example, in northern regions
companies pay additional social benefits that
increase the cost of local products.

Companies of small brewing business went
harder than others. Competitiveness with
production of larger companies added to the
common problems of this segment (difficult

JMHAMMKG Pa3BMTUS CPEAHNX KOMNAHMH (M0 06bEMY BbIMYLUEHHOMN NpoayKumMM)/

Growth of medium companies (by volume of production)

mnu aan / min. dal

Kon-so cotpyamukos, 2004 r. /

12 [ Number of employees, 2004
10 IZ e 626
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2 [ 270*
0 ‘ ‘ ‘ * Baty - no coctosiHmio Ha 01.08.2005 . /
2000 2001 2002 2003 2004  Vyatich-dataon01.08.2005
Mukpa / Pikra
s LLUnxan / Shikhan
e Tomckoe n1eo / Tomsk Pivo
s [atpa / Patra
Batuu / Vyatich

Mctounnk: ankble komnanmit / Sources: Companies' data

Wnn. 2 / Fig. 2

Komnanusm manoro nusosapeHHoro 6usHeca
npuwnock TpyaHee scero. K craHgapTHbiM npo-
6nemMam 3Toro cermeHTa (3aTpyAHeHHbI fOCTyn
K KPEAUTAM, OTCYTCTBME OBOPOTHLIX CPEACTB HA
MOAEPHM3ALMIO NPOU3BOACTBA, HE[OCTATOYHAS
OCHALLEHHOCTb GBTOTPAHCMOPTOM W AOPOTrO-
BM3HA TPOHCMOPTHBIX YCAYr, BbICOKAS CTOM-
MOCTb Pean13aumn NPOAyKLMK Yepes KpynHble
TOProBLIE CETH, BbICOKAS COLMASbLHAS HArpy3-
ka) BobaBnANACh TAKKE KOHKYPEHLMs C Npo-
AyKumeit 6onee KpynHbIx KOMNaHuit. B pesynb-
TaTe pocT HeBOoMbLWKMX KOMNAHMIA 3a ABA FOAQ
e npesbiwan 10-15% (cm. uan. 3 Ha npumepe
HEKOTOPbIX KOMNAHWA).

TeM He MeHee, HECMOTPS HO 3HAYUTENbHYIO
o PpepeHUMaumio BHYTPU NUBOBAPEHHOTO
CeKTopa, B LENOM OTPAC/b POCA ONEPexato-
WMMM MO CPABHEHMIO C APYTMMK OTPACNSIMMU
TEMNAMM.

access to credits, lack of working capital for
production equipment upgrade, lack of
transportation assets, high cost of realization
and high social burden). This resulted in
growth of the medium companies not ex-
ceeding 10-15% within 2 years (see Figure
3 for the example of some companies).

However, in spite of significant differentiation
within brewing sector, industry in general was
developing by outstripping growth rate in com-
parison to other industries.

JMHaM1Ka pasenTHs KOMNaHMt manoro 6usHeca (Mo 06bEMy BINyLLEHHON NpoayKumMM)/

Dynamic of development of companies of small-scale business (by volume of production)

mnn aan / min. dal
1,0 [

0,8

Kon-so cotpyammkos, 2004 r. /
Number of employees, 2004

0,7 ‘
2002 2003

2004

MunycuHckmit nueosapentsiit sasog / Minusinsk Pivovarenniy Zavod (Minusinsk Brewing Plant)

m— [ IMBOBapeHHbIit 3asog Jlbickoeckuit / Pivovarenniy zavod Lyskovsky (Lyskovsky Brewing Plant)

Mcrounmk: JanHblie komnanmii / Sources: Companies' data

Mnn. 3 / Fig. 3
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B POCCHM N MUPE

B,MHCIMMKO Pa3BUTHA I'IMBOBOpeHHOI:I MPOMBILLNEHHOCTU U NMULLLEBOM M HepepG6GTb|BOIOUJ,e;I npo-
MbILWNEHHOCTU B LEJSIOM NO O6beMy BbII'IyIJ.I,eHHOlji npoaykumn

Growth of brewing industry and food and processing industry by volume of production

foa ‘ 1999 ‘ 2000 ‘ 2001 ‘ 2002 ‘ 2003 ‘ 2004

MpownssoacTso nuea (B mnH aan)’® / 451.9

Beer production (mln. dal)™

Poct npoussoacTea nuea, 8 %'' / +33

Beer production growth, %'

Poct nuwesoit u nepepabatsisatoLuent

npomsineHHoctu, B %'% / +3,6

Food and processing industry
growth, %"

Wnn. 4. / Fig. 4.

PETMIOHAJNbHBIV MPO®UITb

Paseutie nuBoBapEHHO oTpacau no peruo-
Ham Poceuitckon Pepepaunn nmeet psig oco-
6eHHocTei. Mo pesynstatam 2004 ropa’®,
nepsoe MecTo no obbeMy NPOM3BOACTBA NKBA
3aHumaeT LleHTpanbHbli deaepanbHbiit okpyr
(LUPO), noutn easoe npesbiwas Gauxaniumi
no nokasartensm Cesepo-3anagHsin PO.

Jiupepom UentpansHoro @O sensetcs Mocksa
(rae paboTaloT HeckonbKO KPYMHbIX KOMAAHMIT),
3a Heto cnepytot Apocnasckas, Tynsckas u Ka-
nyxckasi obnacTH, B KAOXAOM M3 KOTOPbIX Npes-
CTABNEHbI KPYMHbIE M CPESHUE MUBOBAPEHHbIE
NPOW3BOACTBEHHbIE NpeanpusTha («Ipnuso,
«bantka — Tyna» n «Kanyxckas nusosapen-
HOst KOMNQAHKS» COOTBETCTBEHHO). MpK 3ToM No
COOTHOLLEHHUIO MPOM3BOACTBA M NOTpebneHus

'® Uctounmk: Cotos Poceuitcknx Misosapos.

" Uctounmk: Cotos Poceuitcknx Misosapos.

2 cTouHnk panHbix 3a 1999-2003 rr: gpoknag B.Kai-
weBa, pykoBoauTens [lenapTaMeHTa nuuieBoM, nepe-
PaBGATLIBAIOLLEN MPOMBILUIEHHOCTM W AETCKOTO MUTAHMS
Munncrepctsa censckoro xossitctea PO Ha Beepoc-
cuitckom  cosewarnn  «CounanbHo-3KOHOMUYECKOE
3HA4YEHWe PasBUTUs NuBoBApeHHoi oTpacin. Kowuen-
uMsi B3aMMOAEMCTBMS BuaHeca u Brnactu», Mockea,
mapt 2004 ropa.

Mcrounnk panmbix 3a 2004 r.: PepepansHas cnyxba
rOCYAAPCTBEHHON CTATUCTUKM.

"* Mcrounmk: Cotos Poceuitcknx Musosapos.

5545 6363 7025 757,3 8424

+22,7 +14,7 +10/4 +7,8 +12

+14,4 +8,4 +6,5 +5,1 +4

REGIONAL PROFILE

Development of brewing industry in Russia has
got some peculiarities. Following the results of
2004", Central Federal District ranked the 1st
by volume of production, exceeding twice as
much the North-Western Federal District
ranked the 2nd,

Moscow is the leader of the Central Federal
District (with several large companies working
there), then Yaroslavl, Kaluga and Tula oblasts
with large and medium brewing enterprises
(“Yarpivo”, “Baltika-Tula” and “Kaluga
Brewing Company”). At the same time com-
paring production and consumption, Moscow
shows additional demand in product - follow-
ing the results of 2003 consumption exceeded
production to 10 min. dal. On the contrary,

1% Source: the Union of Russian Brewers.

' Source: the Union of Russian Brewers.

'2 Information of period from 1999 to 2003: report of
V.G.Kaishev, Chief of Food, Processing and Infant Food
Departament at the Ministry of Agriculture of RF during
All-Russia meeting “Social and Economic Value of
Development of Brewing Industry. Concept of
Interrelations of Business and Government”, Moscow,
March, 2004.

Source of data for 2004: Federal Statistic Service.

'* Source: the Union of Russian Brewers.

Mocksa BeMOHCTPUPYET AOMONHUTENbHYIO NO-
TpebHocTb B npoaykTe: no pesynsratam 2003
roga notpebnexne noutv Ha 10 mnH gan npe-
Bblwano npowussopctso. Hanpotue, Kanyx-
ckasl, Apocnasckas u Tynbckas obnacti ssns-
I0TCS «OOHOPOMMY», MPOM3BOAS 3HAYUTENBHO
Bonbluee KONMYECTBO HAMWUTKA, YEM ero notpe-
6nsieTcs B COBCTBEHHBIX PETMOHAX — MX MPO-
AYKUMS MOCTOBASAETCS HA CTOMMYHBIA U Pero-
HQOMbHBIE PbIHKM.

B Cesepo-3anagHom PO HecOMHEHHBIM K-
nepom sensetcs Cankr-lNetepbypr, 3Hauu-
TeNbHO OMepexas BCe oCTaNbHble obnactu
okpyra. bnaropaps yetbipem kpynHbiM 3aBO-
AAM 3pecb narotosnsietcs nopsgka 20% scero
poccuiickoro nusa. HeyamsutensHo, uto npo-
M3BOACTBO HAMWTKA MOYTM B 3 pa3d NpeBbia-
eT notpebneHue, u NpeacTaBneHHble 34ech
KOMMAHWUM MPEUMYLLECTBEHHO OPUEHTUPOBA-
Hbl HO PETrMOHANBHBIE PBIHKU.

Tpetbe mecto 3anmumaet [Mpusomxckun PO.
3neck nuampyet Pecnybnuka Tatapcran, sasoe
npesbiwasi o6bembl NPou3BoAcTBa B Pecnybnu-
ke bawkoprocTtaH M noytM Ha nopspok —
Mepmekyto u Camapckyto obnactu.

AKTMBHO PA3BMBAETCS NPOU3BOACTBO Nuead B Cu-
6upckom PO (yeTBepTOE MECTO), B OCHOBHOM
8 Omckoit u Tomckoit obnactax, KpacHosip-
CKOM Kpae.

HanMeHbLLee KONMYECTBO HAMMTKA NPOU3BOAST
HanbHeBocTouHbIM M Ypanbckuii beneparnbHble
okpyra. Mo MHeHMIO 3KcnepToB, 3TO Nepcnek-
TUBHBIE PbIHKM, B KOTOPbIX NPU 61aronpusTHbIX
ycnoBusix 6yneT nporUcXoaunTb POCT NMBOBAPEH-
HOTO MPOM3BOACTBA B BrKaiLEM Byayluem.

BKITAL KOMMAHMM
MMBOBAPEHHOWM OTPACIIN
B SKOHOMMKY PETMOHOB

Pe3ynbTaTMBHOCTE MUBOBAPEHHBIX KOMMAHMIA
OKO3bIBAET CYLLECTBEHHOE BAMSIHUE HO COCTOSI-
HUe perroHanbHbIx GlogxeTos. o yposHio Ha-
FIOrOBbLIX MOCTYNNEHWH PSA MUBOBAPEHHBIX
KOMMAHUI SBASIOTCS «BI0AKETO0BPA3YIOLMMMY.
Mopsanok COBOKYMHBIX HAMOrOBbIX MATEXEN 3d
nocnegHue 5 net, nocrynuslme B BlopkeThl OT

Kaluga, Yaroslavl and Tula oblasts were “don-
ors”, producing more brew than was con-
sumed - their production was delivered to
Moscow and regional markets.

In the North-Western Federal District the lead-
er is Saint Petersburg, outstripping all other re-
gions. Four large plants produced about 20%
of all Russian beer. No wonder that produc-
tion of brew exceeds consumption 3 times
which make the plants be oriented on region-
al markets.

Third place is occupied by Volga Federal
District. The leader here is Tatarstan, exceeding
volumes of production two times as compared
to Bashkortostan, and ten and more times —
Perm and Samara regions.

Beer production is actively developing in the
Siberian Federal District (fourth position), par-
ticularly in Omsk and Tomsk oblasts and the
Krasnoyarsk Territory.

The least amount of beer is produced in the
Far-Eastern and the Ural Federal Districts.
According to the experts, these are perspective
markets which will develop at favorable condi-
tions in the nearest future.

BREWING INDUSTRY
CONTRIBUTION TO REGIONAL
ECONOMIES

Effectiveness of brewing companies relates re-
gional budgets. Some of brewing companies
are major tax payers. Tax payments to the re-
gional budgets for the last 5 years from each
large company of national level were from 6
to 15 billion rubles, large company of the re-
gional level — 3-4 billion rubles. Medium
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B POCCHMM M MUPE

KAXAO0M KPYMHOM KOMMOHMM HOLMOHASNBHOTO
ypoBHs, coctasnsiet ot 6 go 15 mnpg py6., kpyn-
HOM KOMMNAHMM pervoHansHoro macwraba —
3-4 mnpg py6. Hanorossblie nnatexu cpeaHux
KOMNaHUM coctaensioT nopsaka 50 miH py6,
a anst Manbix — ot 2 o 5 mnx py6.'

A.B.lopaees, MUHUCTP cenbcKOro Xo3siicTed
P® (Ha oTkpbiTMM conoposeHHOro 3aBoaa
«Bbantuka» 8 Tyne): «[luBoBapenne — camas
AVHAMUYHO PA3BMBAIOLLAACA OTPAC/L, ypO-
BEHb KOTOPOIi onepexaer obuyee passutme
akoHoMuku net Ha 50. dto oTpacnb — Hecy-
LWas «30N0Tbie AALA» U ABAAIOLASCS MOLL-
HEWLUMM MyCKOBbIM MEXAHU3MOM PA3BUTUS
CEeIbCKOro XOo3siCTBa.

MpennpuaTs NMBOBAPEHHOM OTPACAM OTHO-
CHTCS K YnCny HaMbonee AUCLUMIMHUPOBAHHBIX
Hanoronnatensuwukos. o utoram 2004 ropa
OTPACHbIO YNAAYEHO B BIOAXETb BCEX YPOBHEN
nopsagka 50 mnpg py6neit. Ctonb BbiCOKMIA
YpOBEHb HONOrOBLIX MOCTYMNEHUN SBRAETCS
NPSIMbIM CNEeACcTBUEM BbICTPLIX TEMMOB SKOHO-
MMYECKOTO PA3BUTUS OTPACIM U OTCYTCTBMSA Te-
HEBOrO CEKTOPA MPOM3BOACTBA M PECNMU3ALMM
NPOAYKLMH.

MMBOBAPEHHAS OTPAC/L OKA3LIBAET CTUMYM-
pyloliee BO3AEHCTBME HO PA3BUTUE CMEXHBIX
OTPACHEN: MALIMHOCTPOEHMS, CENbCKOTO X038t
CTBA, pecTopaHHoro 613Heca, NPOM3BOACTBA
TOPbI M YNOKOBKM M T.4. DKOHOMMUYECKMI 3ddekT
MHBECTULIMOHHBIX MPOTPAMM AOCTATOYHO BbICOK:
NOMMMO YBENIUYEHUS MPOM3BOACTBA B ONpefe-
NIEHHBIX BMAAX MPOMBILLIEHHOCTH, KAXA0E pa-
6ouee MeCTO B MMBOBAPEHWM CO3LAET O [ECHTH
PABOUMX MECT B CMEXHBIX OTPACHSIX.

A.H.XanipynnnH, 3amecrutens lpepcena-
tens Komurera locyaapcrsenHoii [lymel PO
no arpapHsIM Bonpocam (Ha 4-ii Bcepoc-
curicko KoOHpepeHUUM npoussogutTenei
nusobesankoronbHoi npoaykumm): «Ce-
rogHs nueosapeHHas otpacie Poccun as-
NfeTca He TONbKO GNArMaHoOM passuTUS Nn-
LWeBOM OTPAC/AM, HO M JIOKOMOTUBOM
pa3BUTMA CENbCKOro XO3SMCTBA M nepepda-
6arbiBaioOLLEN MPOMBILLAEHHOCTNY.

“ O606LeHHbIe AAHHbIE KOMMAHMIA.

o FOCCHACKIE MIBORAROE

companies paid about 50 million rubles and
small - from 2 to 5 million rubles.™

A.V.Gordeev, Minister of Agriculture of RF
(during grand opening of malting plant
“Baltika” in Tula): “Brewing is the most dy-
namically developing industry, with its level
outstripping total economic development for
50 years. This is the industry that lays gold-
en eggs and is the powerful starting mecha-
nism of development of agriculture”.

Brewing companies are the most disciplined tax-
payers. Following the results of 2004, industry
paid to budgets of all levels about 50 billion of
rubles. Such a high rate of tax revenues is the
consequence of fast growth of industry and ab-
sence of “shade” production and realization.

Brewing incites development of allied industries:
machinery construction, agriculture, restaurant
business, production of packaging, etc. Economic
effect is high: besides of increase of production in
certain industries, each work place in brewing
business provides up to 10 work places in allied
industries.

A.N.Khairullin, Depurty-Chairman of State
Duma Committee on Agrarian Affairs (at
the 4th All-Russia Conference of Producers
of Beer and Non-alcoholic Production):

'* Generalized data of companies.

MHorue komnanmm (HesaBMCMMO OT Mx pasme-
pa) MMetoT Harpagsl M 3BAHMS, KOTOPbIMM pe-
TMOHANbHbIE BNIACTU M BEAOMCTBA OTMETMIM MX
BKJIO[, B PA3BUTME SKOHOMWKM pervoHos. Tak,
komnanmu «Batuu» 8 2003 roay npucsoeHo
3BaHue «Jlupep 6usHeca lNosonxbs» B HOMM-
Haumn «Camoe AMHAMMYHO pasBMBAIOLLEECS
NPEAnPUATME» 3Q BbICOKME PE3yNbTATh MPOMU3-
BOACTBEHHOMW AESTENbHOCTM M 3HAYMTENbHBIN
BKIO[ B PA3BUTME dKOHOMMKM [TprBonxckoro
dbenepansHoro okpyra. «JTbickoBCckuit NMB3a-
BOZ» YAOCTOEH NOYeTHOM rpamotsl [ybepHaTo-
pa Huxeropoackoit obnactn «3a 6onbLoit
BKJIQJ B pasBuTMe npowmssopctea Huxeropopg-
ckom obnactn» (2000 rog). «Jpnuso» exeroa-
Ho ¢ 2000 ropa HArpaxaaeTcs MOYETHLIMMU AM-
naoMamu o6nacTHOrO M ropPOACKOro KOHKYpCa
«Jlydiume npeanpuaTUs 1 OPraHUsaLmmn» B pas-
AUYHBIX HOMMHaumMsx («Jlyywui Hanoronna-
TENbLUMK», «30 BHICOKYIO COLMASIbHYIO OKTMB-
HocTb» M ap.). 3asop «Ddec-Amctap» cran B
2005 roay naypeatom koHkypca «Jlyuwee
npomsiwneHHoe npeanpuatne Yor». Komna-
Hun «BeHa» agmuumcTpaumen ropoga npuceo-
eHo 3Banue «Jlyuqwwuit HanoronnaTtenbwmk
Catkr-lNetepbypra» 8 2004 rogy. 3AO MIBK
«OyakoBO» 30 BKIAA B PA3BATUE SKOHOMMKM
Benropoackoi obnacti HarpaxgeHo opaeHoM
«3a 3acnyrv nepep 3emneit benropoackoit».

KpynHble perroHanbHble KOMNAHUM MOTYT y4a-

CTBOBATL M B BAXHbIX ANl TOPOAQ MU PErMOHA
MHPPACTPYKTYPHBIX NPOEKTAX, CnocobCTByto-
LUMX MOBBLILIEHMIO 3KOHOMMYECKOTO NoTeHuMana

“Today brewing in Russia is not only the
flag-officer in development of food-pro-
duction industry but also is a locomotive of
agricultural and processing industry”.

Many companies (regardless their size), were
awarded by regional authorities and depart-
ments for their contribution to regional econo-
mic development. Thus, “Vyatich” in 2003
was titled as “Leader in Business in Volga
Region” in nomination “The most Dynamically
Developing Enterprise” for high results of pro-
duction and significant contribution to econo-
mic development in Volga Region. “Lyskovsky
Brewing Plant” was awarded with the Letter of
Award of Nizhni Novgorod region’s governor
“For Contribution to Production Development
in Nizhni Novgorod Region” (2000). “Yarpivo”
annularly beginning from 2000 is awarded by
honorary diploma in regional and town com-
petitions “Best Enterprises and Agencies” in
various nominations (“Best Tax-Payer”, “For
High Social Activity”, etc.). “Efes-Amstar”
plant has won the title “The best industrial busi-
ness in Ufa”. “Vena” is titled by town adminis-
tration as “Best Tax-Payer of St. Petersburg” in
2004. “Ochakovo” is awarded by order “For
Service to Belgorod Region” for contribution to
development of regional economy.

Large regional companies normally participate
in important infrastructure projects which in-
crease economic potential of the regions. Thus,
“Yarpivo” possesses a leading role in building
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B POCCHM N MUPE

Tepputopuu. Tak, «Apnusy» npuHagnexana ee-
AyLLQsi POSib B CTPOMTENBCTBE ABTOAOPOMH Spo-
cnasns — Koctpoma. @Punnan «Ouakoso»
8 NeH3e dUHAHCHpPYeT pasBuTHE FOPOACKMX BO-
AOMPOBOAHBIX M KAHAMM3ALMOHHbBIX COOPYXe-
HMM, O TOKXe CTPOMTENbCTBO MOACTAHLMM NSt
YNyULIEHUS SHEProCHABXEeHUs paioHa TepHOoB-
Ka, rae PacnosioxeHo npeanpusTHe.

NMMBOBAPEHME B MAPE

B MMpOBOM NMBOBAPEHMM NPOUCXOAST nepe-
MEHbI, C KOTOPbIMK MPOU3BOZMTENSIM MUBA €lLLe
HE NMPUXOAMIOCH CTANIKMBATLCS. TaK CYMTAIOT
MEHE[XEPbl BbICLIETO 3BEHA MHOTMX 3apybex-
HbiX KoMnaHui. KonnmuectBo KoMnaHuit B cek-
TOpE SKOHOMMWKM COKPALLAETCS — MAET OMHA-
MMYHBIA  MPOLECC YKPYMHEHUS QKTMBOB,
paclumpsieTcs reorpadus NPOM3BOACTBA U NPO-
pax. B 2003 ropy Ha gecstb BepyLyx NMBOBA-
peHHbIX KOMMAHUIA npuxoaunocs okono 45%
obwux npogax nusa B mupe. «nobanusaums
HALLEM MHOYCTPUM HEY3HOBAEMO M3MEHSIET Ha-
Ly XM3Hb. YCNOBMS, B KOTOPBIX PABOTAIOT KOM-
NAHUM CETOfHS, PAAMKANbHBIM OB6PA3OM OTNIN-
4alOTC OT TeX, YTO CYLECTBOBANW BCErO
HECKObKO NeT Hazaa», — rosoput A.byw, npe-
3MOEHT OMEPUKAHCKOM MMBOBAPEHHOM KOMMA-
Hum Anheuser-Busch, Inc.

M3 o4eBMAHbIX TEHAEGHLUMIA YHACTHUKM PbIHKA
oTMeuatoT cnegyolwpme. Obbem npogax nusa
B Mupe npoponxaet pactn. OcHOBHOM npu-
POCT CBSI3QH C yBenu4eHuem notpebnerus
B cTpaHax A3naTtcko-TUXOOKEAHCKOro perno-
Ha. B Kutae, kyna aktMBHO npuxomsT MHBECTH-
LM, OBbEM PbIHKA YK€ MPEBBICKI AMEPUKAH-
CKMI, pOHEe CYMTABLIMMCS KPYMHENWMM.
[pyrMm 6bICTPO PA3BUBAIOLWMMCS PETMOHOM
asnsetcs Boctounas Eepona, ocobenHo Ye-
Xusi, KoTopas 6narogaps MCTOPUYECKUM Tpa-
OMUMAM SBNSETCS MPU3HAHHBIM JIMAEPOM MO Mo-
TpebneHMIO MUBA HA AyLUy HACENEHMs.

Eue oaHa otmeuaemas TeHaeHUMs — M3MeHe-
HUSI B CTPYKType NOTPeBUTENbCKMX npegnoyte-
Hui. B CLUA notpebnenue nuea Ha opHoro
OMepMKAHLA Napaet, npuyem notpebutenn
BLIGMPAIOT MAPKM C MOHMKEHHBIM COAEPXAHN-
eMm ankorons 1 yrnesofos. To xe camoe npomc-
xoamT n B EBpone. Mckniouenne cocrasnsior,

the road Yaroslavl — Kostroma. Penza Branch
of “Ochakovo” finances development of the
city water-supply and sewage system as well
as building of substation for improvement of
energy supply of the region Ternovka, where
enterprise is located.

BREWING IN THE WORLD

World brewing business undergoes the chan-
ges which beer producers have never faced.
This is the opinion of top management of many
foreign companies. Number of companies in
the sector is reducing — there is dynamical
process of assets consolidation, geography of
productions and sales is expanding. In 2003
there were 45% of total sales in the world per
ten leading brewing companies. “Globaliza-
tion of our industry is changing our life.
Working conditions are different from those ex-
isting just some years ago”, says A.Bush,
President of the American Brewing Company
Anheuser-Busch, Inc.

Obvious trends observed by the market players
are the following. Volume of sales in the world
is continuing to grow. The growth is connected
with increase of consumption in the countries of
Asian and Pacific region. In China, where in-
vestments are entering actively, volume of mar-
ket has exceeded American that was consid-
ered the largest one. Another rapidly
developing region is Western Europe, especial-
ly Czech Republic that is the historically recog-
nized leader of beer consumption country.

One more trend represents the change in con-
sumer’s preferences. In the USA beer con-
sumption per capita is decreasing, consumers
choose brands with low alcohol and hydro
carbonates content. The same situation is in
Europe. Exceptions to this are countries where
beer consumption is part of a culture and life-
style — Germany and Czech Republic.

Brewing companies pay more attention not on-
ly to quality and selection of products but also
to packing and sales culture and management.
One of the tendencies among the leading

NoXanyi, Wb CTPAHbI, B KOTOPbIX NOTpe-
6neHne NMBA ABRSETCS HEOTbEMIEMOM 4a-
CTbIO KyNbTYpbl M 06pa3a %u3Hn — lepmanms
n Yexus.

MuBoBapeHHble KOMNAHWMK yaensatoT Gonblue
BHUMOHMS HE TOJIbKO KAYECTBY M QCCOPTH-
MEHTY NPOAYKLMM, HO MU YNAKOBKE, KyNbType
M OpraHmMsauum npofax. besycnosHoit TeH-
AeHUMEN cpeam BefyLMX KOMMNAHUIA SBnseTcs
BefeHne BU3HeCa C NO3MUMIA COLMANbHOM OT-
BETCTBEHHOCTM.

C koHua 90-x rogos Poccusi no yposHio npoms-
BOACTBA MMBA MOJHSNACH C BOCLMOTO HA NATOE
MecCTO B MUpe W MocnefHue TpM road yaepXu-
Baet 31y nosuwmio'’. Mpu 3ToM, kak oTmedatoT
skcnepthl, Y Pocecun ectb peanbHbie WaHchbl
BbIMTI HQ TPETbE MECTO B MMPE W NEPBOE MECTO
8 Espone, yuntbiBas ToT dakT, Yto npoayKums
POCCUMCKMX NPOU3BOAUTENEN COOTBETCTBYET
eBponeMckMM cTaHgaptam kadectsa. Kpome
TOro, POCT POCCMMCKOrO MPOM3BOACTBA MMUBA
M PA3BUTUE KymbTypbl €ro notpebnerus, otme-
Yaemble BO MHOTMX EBPOMENCKMX CTPAHAX,
OKQ3bIBAIOT MO3MTMBHOE BO3AENCTBUE HA
MMMUIX CTPAHBI 30 py6exom.

Sln Becensl, lNpesugeHt EBponeiickoi nu-
BoBapeHHou KoneBeHuun: «B3rnag EBponei
Ha Poccuio B cBs3n ¢ pa3sutnem nusosa-
PEHHOI OoTpaCAN U HAYAIOM U3MEHEHUs
TPAAULMI noTpebneHns ankorons B NOJib-
3y nuea cran 6onee nosutusHeiMm. CtpaHa
ceryac 6onee U3BECTHA, KAK CTPAHA CTAH-
AdapTHoro nusoBapeHus. Mamensercsa, ta-
kUM obpasom, n nmuax Poccum, nmmnax
poccusaH B eBpONENCKOM CO3HOHUM KAK
Tpe3Belowen cTpaHbl. 3HAYUT, € HALIEN
TOUYKM 3pEHMUS, Y BAC BCE BOMKHO 6bITh HOP-
MasSIBHO».

'*B 2004 rogy nepsoe mecTto saHuman Kutait, BTopoe —

CLUA, tpetbe — lepmanus, yetseptoe — bpasunus.

companies is running business from the pro-

spective of social responsibility.

At the end of 90 Russia rose from the 8! to
the 5th place in the world beer production and
has been keeping this position for the last 3
years."”. According to the experts, Russia has
real chance to climb 3d place in the world and
the first place in Europe considering the fact
that production of Russian producers meets
European standards of quality. Besides, growth
of production of beer and development of its
consumption culture has positive influence on
the country image abroad.

Yan Vesely, President of European Brewing
Convention: “European view on Russia be-
came positive since development of brew-
ing industry and change of traditions of al-
cohol consumption. Russia’s image and
image of Russians is changing in European
view to sobering country. So from this point
of view, everything will go all right”.

' In 2004 the first place was occupied by China, sec-

ond — by USA, third — by Germany, and fourth — by

Brazil.
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«MbI 06s3yemcs:

— BHeApATb U NOAAEPXMBATL HA Npeanpu-
ATUAX NepefoBble TEXHONIOMU N MUPOBOM
OnbIT NMBOBAPEHUS;

— He BOoMnycKaTb UCMOJIb30BAHUA HU3KOKA-
4eCTBEHHOrO Chipbs... AAXE eciv oHo Byaer
COOTBETCTBOBATL HOPMAM FOCYAUPCTBEHHO-
ro cTaHAApPTA;

— He gonycKaTb B XoAe NpOU3BOACTBA Ha-
pyWeHUii, BANAIOWMX HA COXPAHHOCTb
OKpY>XXaloLLeN Cpeab».

U3 Kogekca yectn
POCCUIACKMX MMBOBAPOB

Urpas cyuiectseHHyto posnb B sKoHomuke Poc-
CMM, NMBOBAPEHHAS OTPACTb OPUEHTUPOBAHA
HO pelleHMe COBPEMEHHBIX 3aaY, CTOSLIMX Mne-
pen, CTPAHOM, K KOTOPbIM OTHOCMUTCS He TOMbKO
POCT BHYTPEHHEro BAIOBOTO NPOAYKTA, HO M Bbl-
NycK KOHKYPEHTOCMOCOBHOM, MAKCUMANbHO
YAOBNETBOPSIOLWEN NOTPEBUTENS NPOAYKLMM.
Takoit nogxog obecneynBaeT BOZMOXHOCTM s
BbixoAa Poccum Ha MexayHApoaHble PbIHKM.

Bonpocam kauecTsa BbinyckaeMoi npoayKumu
poCCHIACKME MMBOBAPHI YAENSIOT 3HAYUTENbHOE
BHMMGOHME, HE TONbKO BbIMOJHSIS 30KOHOAATESb-
Hble TPeBOBAHMS, HO M MPUHMMAS AOMOA-
HUTENbHbIE KOPMOPATUBHbIE OBS3ATENbLCTBA,
3asiBieHHble B Kogekce YecTn poccuitckux nu-
BOBOPOB.

anMeHeHMe npuHUMNoB obecneyeHns Bbico-
KOro Kka4yecrtsa npoaykumMm Kacaetca npaktmye-
CKM BCEX 3TANOB NPOM3BOACTBA HAMWUTKA, MO-
3TOMY B AAHHOM OTYeTEe NPEeaACTABNIEHA KpATKASA
MHd)OpMOLIMﬂ O npouecce nNMBOBAPEHNA U TEX
yCMJ‘IMﬁ, KOTOpble NpMIAratoT KOMNAHUK ansa
BLINOMHEHMS CBOMX 0BA3ATENLCTB.

MPOLECC NMMBOBAPEHIA

Mpouecc n1BoBApeEHMs BKIOYAET HECKOMbKO
stanos. CHayana conop CMELMBAIOT C BOLAOMH,
Nosy4as CAXAPMCTYIO XMAKOCTb — cycro. 3a-
TEM Cyc/io BOPST BMECTE€ C QPOMATHbIM

“We are obliged to:

- introduce and maintain advanced tech-
nologies and world experience of brew-
ing;

— not use of low-quality raw material even
if it meets the state standards;

- not permit failures during production
pocess that effect environmental safety.”

From the “Code of Honor
of Russian Brewers”

Playing significant role in the economy of
Russia, brewing is oriented on solving contem-
porary tasks of the country. Such as growth of
GDP and production of competitive product.
This approach ensures that Russia expands to
the world market.

Russian brewers pay great attention to quality
of products, fulfilling legislative requirements
and corporate commitments following the
“Code of Honor of Russian brewers”.

Principles of providing high quality of products
are applied during all stages of brew produc-
tion, so this report represents brief information
on process of brewing and efforts made by
companies to fulfill their commitments.

PROCESS OF BREWING

Process of brewing includes several stages. At
first, malt is mixed with water to get sugary
liquid — wort. Then wort is boiling with fla-
vored hop. After boiling wort is chilled,
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xmeneM. [Nocne kunsyeruns CyC/IO OXNIaXAAtoT,
C6pG)KMBCHOT APOXXAMU, M OHO MnocTynaet
B 6pOJJMJ1bHOG oTgeneHue.

C6poxeHHOe NMBO — 3TO €lUe He FOTOBbINM HaMK-
TOK, 3TO TAK HO3bIBOEMOE Monogoe («3eneHoe»)
nueo. YTobbl NOAYYMTL BKYCOBbIE KAYECTBA FOTO-
BOrO NPOAYKTA, MOOAOE MUBO NEPEKAYUBAIOT
13 BPOANILHOrO OTAENEHMS B NArepHLIE EMKO-
ctv (Tanku) 1 Tam BbiaepxmeaioT. [Npy 3Tom nMBO
OCBETNSETCS, HACHILLAETCS YINEKUCIOTON, NpHo-
6peTaeT BKYC M APOMAT, CBOMCTBEHHbINA COPTY.

fermented with yeast and it is sent to fermen-
tation room.

Fermented beer is not ready product yet, but so
called young (“green”) beer. It should be kept
in large capacities (tanks) after fermentation
room to get gustatory sense of ready product.
During this process beer is brightening, car-
bonated, flavored peculiar to sort. If beer is not
destined for immediate consumption it is pas-
teurized before bottling.

CxeMma npouecca NMBoBapeHHs
Brewing Process Chart

BapouHblii uex

Brewhouse

3aropHbii YaH |
Mash Tun |

essmmsmse cONOA,/ malt

<t 5O,/ Walter

3aropHbii yaH |l

'

Ecnu nuBo He npeaHasHa4YEHO Ans HemeaneHHo- Contemporary technologies of brewing allow '

ro ynotpebneHus, [O PO3NMBA OHO NofBepraeT- getting beer which may be preserved for some

sl nacTepuaaLmMmn — 3To obLEeNpPUHATLIA cnocob months without being pasteurized. (For exam- Dunstp-daH

NPOANEHMS CPOKA XPAHEHMS MMBA. ple, beer “Ochakovo” has expiration date for Filter Tank C6opHH cycna

CoBpeMeHHble TEXHOMOMM MMBOBAPEHMS MO3BO-
NS0T MOAYYATb MUBO, KOTOPOE MOXKET XPAHMTLCS
Heckonbko mecsues 6es nacrepusaumn. Hanpu-
Mep, HenactepusosaHHoe mmeo «OuakoBo»
MMEET CPOK XpaHeHus 5 mecsiLies. 310 BOCTUra-
eTcst 30 CHET 0COBbIX TEXHONOMMI UILTPALMM.

[oToBOE NWMBO PUALTPYIOT M PA3NMBAIOT HA AB-
TOMATUYECKMX NUHMAX posnuea. Pasnutoe
B BYTBINKM MAM ANIOMUHKEBbIE BAHKM NMBO MO-
CTyNaeT Ha CKNOA roTOBOM NPOAyKLMM, a 30-
TeM — B TOprosble Touku (cm. unn. 5).

B nuBo Hukorga He go6aBasiOT CNMPT — B STOM
HET HeOBXOAMMOCTU: OH OBpasyeTcs B pesynb-

5 months). It is achieved by specific technolo-
gies of filtration.

Ready beer is filtrated and poured out on the
filling lines. Then bottled or poured out into alu-
minum jars, it is brought to finished-products
storage area and then - to shops.

There is a myth that strength of beer is achieved
by adding alcohol in it, but these are only ru-
mors. Alcohol content in beer depends on con-
centration of extract in the wort, time and tem-
perature of fermentation and additional
fermentation.

Wort Collector

Cycnosapoublit koten

Wort Boiler

Xmenesble 6aukm
Hop Containers

Aspauus cycna + [loauposka apoxxen
Wort Aeration + Wort Pitching

UMHMH.EI.pO-KOHM‘leCKMe TAHKHA

Cylindrical conical tanks

OceetneHue nuea

Oxnapgurens
Cooler

Bupnyn
Whirlpool
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| L apoxokn/yeast —
0O,

TaTe ecrectBeHHoro 6poxenus cycna. Copep- Beer Clarification

XaHue CcnupTa B NMBE 3ABMCUT OT KOHLEHTPATA CDManp

3KCTPAKTA B Cycfie, BPEMEHM M TEMNEPATYpbI
BpOXeHHUs U [OBPAXMBAHMS.

TEXHOJIOTMYECKOE
OBOPYOOBAHUE

OcHoBHble 3Tanbl NPOM3BOACTBA NMMBA HA NPO-
TAKEHMM BEKOB OCTABANMCb HEM3MEHHBIMM.
OapHako 3a npouweawne AecsTb neT Konoc-
CQnbHO M3MEHMNCS YPOBEHb TEXHONOMMYECKO-
roO OCHALWEHUS POCCUICKMX MUBOBAPEHHBIX
npeanpusituit. CoBpemeHHble SKOHOMMYECKHE
pe3ynbTaThl, AEMOHCTPUPYEMbIE KOMMAHUAMM
OTPAC/M, CTANM BO3MOXHbI Briarofaps Bnoxe-
HMIO 3HQYMTENbHBIX CPEACTB, KOTOPble MpuBe-
AU K NPAKTUYECKU MONHOM MOJEPHM3ALMM
NPOM3BOACTBA.

MANUFACTURING EQUIPMENT

Stages of production remained unchangeable
for a long time. However for the recent ten
years technological equipment has been
greatly changed. Contemporary economic re-
sults are possible because of investments that
resulted in full modernization of production.

Buildings of many Soviet brewing plants
were builtin 19th century. In 60-5s-80s of the
last century they were partly re-built, equip-
ment was changed to more advanced, but

Filtration

Saturation

Man. 5/Fig. 5

Kap6onusauus

CBopHMKM GpUNbTPOBAHHOTO NUBA
Filtered Beer Collector

Macrepusaums
Pasteurization
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300HUS MHOTMX COBETCKMX NMUB3ABOAOBR Bbiny
noctpoetsl ewe B XIX Beke, HO NPOTAXEHNUM
60-80-x ronoB OHM, KOHEYHO, MEPECTPAnBa-
nmck, a 06opynoBAHME MOCTENEHHO 3AMEHS-
nock Ha Bonee CoBPeMEHHOE, OfHAKO TEeMMbl
PEKOHCTPYKUMK Bbinn [aneko He BbiCTPbIMU.
Psg onepaumit no npoussoacTey HanWUTKa Npo-
M3BOJMICS BPYYHYIO, MPUYEM MEXAHM3ALMS He
NPUBENA K NOMHOMY MUCYE3HOBEHMIO PYYHOTO
Tpyaa. MowHoctn nponssoacTea 6bimn orpa-
HMYEHbI HEe TONMbKO KONMYECTBOM MMEIOLLMXCS
NPOM3BOACTBEHHBIX JIMHUM, HO M CPOKOM CIyX-
661 060pyAOBAHMS (KONMUECTBO ycTapeBLei
TEXHMKM 6bINO 3HAYMTENbHBIM). B Takux ycno-
BMSIX HOYMHONM paboTaTh MHOTUE POCCUICKME
NMUMBOBAPEHHbIE 3ABOAbI M MONOAbIE MUBOBA-
peHHble KOMMAHUM.

N3 UCToPit KOMIMAHUN
«TAMBPUHYCb» (M)KEBCK)

K koHuy 60-x rogos 3asog npeacrasnsn co-
601 eanHbI KOMMNIEKC, COCTOSLLMIA U3 HEC-
Konbkux 3aaHuii. B BapouHom uyexe 6bu1o
ycraHoBneHo Asa Kotna no 1,5 tonHsl. [jpo-
6unka 6bI1a NONYMEXAHU3NPOBAHHOIA: 3a-
CbINKA CONOAA, XMess, caxapda, SYMEHHON
MyKu npoussogunack BpyyHyto. bpoaunne-
HOe oTAesnleHne HaXOAUNOCh HUXKE YPOBHSA
3aBOACKOro npynAq, No3ToMy B BECEHHee
BpPEeMsl BOAA €ro 3aTananeana, Bogy npuxo-
ANNOCb OTKAYUBATH PYYHBIMM HOCOCAMM.

Ho 1965 ropa oxnaxaeHue cycna npoms-
BoAUAN NbAOM. 3MMOIi U3 NPYAA HACOCOM
3aKauymBanu Boay A0 TEX Nop, NoKd BOAd,
3acTeiBas, He 3AMoJIHANAG MOMelyeHNe [0
notonka. Jlerom kononu nen, rpysunn Ha
nowaae NAM Ha pyKax Hocunu B 6poannb-
Hoe otaenenue. B 1965 rogy npuctpounu
K BAPOYHOMY LieXy KOMIMPECCOPHYIO, U Jief,
6onbLe He 3arotasausanm.

Posnue nusa 8 100—150-nutpossie ay6o-
Bble M GyKoBble 6OYKM MPOU3BOANICS BPYY-
Hylo wnaHroM. Paznusanu, xpanu, koraa
ocspet neHa, n po6asnsnnN NUBO BHOBb.
Bce roppi cywecteosanmns 6oukosoro nusa
MyyeHneM Ans nMBosapos 6b110 U3BnEKaTb
npobku us 6ouek. IToT Npouecc BbIrns-
Aen tak. bouka umena pea otsepcrus.
B 6okoBoe otBepcTre Hago 6bino cMOTpETS,

reconstruction rates were far from rapid.
Some of operations during production were
done manually, at that mechanization did
not bring complete disappearance of manu-
al labor. Production capacity was limited by
number of production lines and service of
equipment (number of old equipment was
significant). These were conditions when
many Russian brewing plants and young
brewing companies started working.

FROM HISTORY OF “GAMBRINUS”
COMPANY (IZHEVSK)

By the end of 1960 the plant was a uni-
fied complex consisted of several build-
ings. In the boiler room 2 boilers were in-
stalled with capacity of 1,5 tons. Crusher
was half-mechanized: malt, hop, sugar
and barley flour were backing manually.
Fermentation room was lower than
plant’s pond so it was flooded in springs
and the workers had to dewater it manu-
ally by pumps.

Before 1965 the wort was chilled by ice. In
winters, water from pond was flowing till it
reached the ceiling. In summers ice was
cleft and brought to fermentation room. In
1965 compressing room was built and ice
was no more prepared in advance.

Beer bottling into oak and beechen bar-
rels of 100—150 I. was performed manu-
ally by hose. Bottled, waited till foam set-
tled and bottled again. All these years
brewers suffered from removal of corks.
Barrel had two holes. One should look in-
to this hole to determine where the cork is.
Then using metal pin with sharpened end
crushed the cork. Parts of crushed cork
were washed away from barrel by water.

During bottling clean bottle was replaced
to filling head (it was called “camomile”),

uTo6bI OnpeaenuTs, rae HaxopuTcs Npob-
KA. 3aTeM TOHKUM MEeTQMIMYECKUM LUTbI-
PEeM, 300CTPEHHBIM HO KOHLE, PA3MENLYUTD
3Ty npobky. Yactn nsmenbuyeHHon npobku
BbIMBIBASIN M3 6OYKM BOZOM.

B npouecce posnusa nusa uncryio GyTbinky
nepeMmeLLann K pasnamBoYHON ronoske (ee
HA3BIBAIN «POMALLKA»), MPEACTABASIOLLYIO
Heckonbko Tpy6OK, Mo KOTOPbIM NOAABA-
noce nuso. Paboune BpyuHyio Hanpasnsnmn
TPY6Ky B 6yTbIIKY, HANOAHEHHYIO BYTHINKY
CHUMAAN € NUHUM M cTaBunm Ha cron. Ha-
nee 6yTbiKa nepemewandacs K yKynopy:
pabouuii 6pan npobky B nafoHb, NofHoO-
CUN K rONIOBKE € MArHNTOM, YCTGHABAMBAN
6yTbIIKYy MOA ronOBKOM, HAXMUMAA HA ne-
Aanb, 6yTeIIKa nogHUManacs, npobka 3ak-
pennsnace.

Ucrounux: http://www.gambrinus-izh.ru

Mpouecc MoAepPHU3ALMM KPYMHBIX 30BOAOB
Havancs B 90-e rogbl. Ha npeanpusituax
YCTGHOBIMBANOCL HOBEMIIEE MMNOPTHOE
06opynOBAHME, HE OTIMYAIOLEECS OT TOrO,
KOTOPOE MCMOMb3YIOT KPYMHEMIIME KOMNAHUN
Mupa. Hosoe obopyposaHue nossonuno
3HAYMTENBHO MEXAHM3UPOBATL MPOLLECC NPO-
M3BOACTBA: TAM, FA€ PAHblue BblIM 3AHATHI
pecaTkn paboTHMKOB, Tenepb ¢ GonbLMMM
06bEMAMM BLINOMHSEMbIX PABGOT CNPABASIOT-
csi HecKonbko 4Yenosek. MallWHbl, NosBKB-
WMecs Ha NPeAnpUsSTUSX, B OTAEMbHbIX Cy-
4yasx He wumenu ananoros B Poccuu,
Hanpumep, obopyaoBaHMe ANsi YCTAHOBKM
npobku ¢ konbuoM. Ha kpynHeiwmx 3aBoaax
6bIM 30KYNIEHbl MPOM3BOLCTBEHHBIE KOM-
NAEKCbl, KOIMYECTBO KOTOPLIX B MUPE MCUM-
CnseTcs efnHULAMM.

Mueo Havanu cOpaxueaTtb B APYrMX eMKO-
CTAX — HOBbIE TAHKW cTanu Gonblue No pasme-
PAM, KOHTPONb 3Q TEMMNEPATYPOi OCYLLECT-
BASETCS B HWMX C MOMOLLbIO KOMMbOTEPA
1 NOAAEPXMBAETCS HA ONPEAENEHHOM YPOBHE
Ansi Kaxgoro copta nuea. B coepemerHom nu-
BOBAPEHHOM 0BOPYAOBAHMM UCMONb3YIOTCS
HOBblE BMAblI MOKPbITUI, obecneunBatowme He
TOJMbKO YMCTOTY MPOLECCA, HO U COXPAHEHME
BKYCOBBbIX KOYECTB, O TAKXE BO3MOXHOCTb MO-
Ny4QTb HAMMUTKM C HOBBIMM, TOHKUMM BKYCO-
mu. OTcyTcTBME OTe4eCTBEHHbIX OBPA3LOB

that looked like some pipes which filled
bottles with beer. Workers manually direct-
ed pipe into the bottle, filled bottle was re-
moved from the line and put on the table.
Then the bottle was directed to capping:
worker took the metal cork-cap in his
palm, carried to the head with magnet, put
the bottle under the head, push the pedal,
the bottle was up-lifted and metal cork-cap
was fixed.

Source: hitp://www.gambrinus-izh.ru

Process of modernization of large plants be-
gan in 90-ties. Plants installed new foreign
equipment that does not differ from the one
used by the largest companies of the world. It
allowed mechanizing the process in which tens
of workers were involved before. Machines,
appeared in plants, had no analogs in Russia,
for example, facility for ring-cap installation.
Large plants had bought production complex-
es, that are very small in number in the world.

They started fermenting beer in other tanks;
new tanks have become bigger in size, the in-
side temperature is controlled by PC and main-
tained at a specified level for each kind of
beer. Modern brewing equipment has new
types of coating which provide not only the pu-
rity of the process but also taste preservation as
well as the possibility of making brew of new
delicate flavor. Lack of Russian brewing equip-
ment is caused by the fact the Russian engi-
neers have not yet managed to achieve the
necessary quality.

Old storage facilities were reconstructed and
new were built in order to meet the increased
volume of production and modern require-
ments for the produce storage. Elevators for
storing barley and malt have been reconstruct-
ed. New warehouses for the materials used in
the brewing process allowed reduction of the
manufacturing costs.

Systems of water treatment, filtration and beer
filling line have been also modified greatly.
Construction of brew-houses has always start-
ed with search of perfect quality spring. Water
used for beer making must be soft, content of wet
salt and heavy elements salts must not exceed
the fixed index. Thus, water is processed in
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NMMBOBAPEHHOIo O6OPYJJ.OBOH|49I CBA30HO B TOM
4yuncrne 1 C TeM, 4TO NoKa pOCCMﬁCKMM MAaWHnHO-
CTpouTenam He ynaertca [oCTu4b HeO6XO.DMMO-
ro Kayectea.

AKTUBHO NepPeCTPaMBANUCE M BBOAMIMCh B CTPOM
HOBbLIE 3[IHMS PA3MMYHBIX LIEXOB M CKAaACKMe
NOMELLEHMS, PACCYATAHHBIE HA 3HAYMTENBHOE
yBenuuyeHune obbEMOB NPOM3BOACTBA U COBpE-
MEHHble TPEBOBAHMS K XPAHEHUIO MPOAYKLMM.
MNepeobopynoBanmch 31eBATOPLI ANisi XPAHEHMS
siuMeHst u conona. Hosble cknapbl 4ns Matepuma-
OB, UCMOMb3yeMbIX B MMBOBAPEHHOM NpoLiecce,
M rOTOBOW NPOAYKLMM NO3BOMSANM CHUXATL M3-
AEePXKM KOMMAHMA.

CepbesHble MBMEHEHMS KOCHYIMCb TAKXE CH-
CTEM BOAOMNOArOTOBKM, GUALTPALMM U JIMHUHA
po3nuea Hanutka. CTpouTenbCTBO MUMBOBAPEH
BCErAa HAYMHANOCh C MOMCKA UCTOYHUKOB BO-
abl 6esynpedHoro kavectsa. Boga ana nuea
LOMXHA BbiTb MSTKOM, COAEpXaHWe conem
KQmbLMSI, MATHUS M CONEMN TSXKENbIX SNEMEHTOB
He [OJIXHO MPEeBbILLATL ONPEefeNeHHOro noka-
3arens. [loaToMy nepes MCnonb3oBAHUMEM BO-
AA NPOXOAMT cneuuansHylo obpaboTky, Lenb
KOTOPOM — He TOMbKO YAANWUTb MOCTOPOHHUE
npumecH 1 cbanaHCMpoBATL COCTAB, HO U COX-
POHMTb BKYC BOfAbl, YTO HAMPSIMYIO BAMSIET HA
BKYCOBble kayecTsa byaywero Hanutka. Heko-
Topble 30BOAblI YMATYAIOT BOAY MO Creuuans-
HOM TEXHOMOTUM.

MpakTuyeckn Bce 3aBOABI (HE3ABUCUMO OT
pasmepa) 06HOBUAKM MMHKK PO3AMBA NMBA. bbi-
N BBELEHbl B CTPOM JIMHMM, MO3BONSIOLME
NPOM3BOANTL PO3NMB B HOBLIE BUAbI TAPbI:
B anomuHuesbie 6avkun, kern u [3T-tapy
(cm. Huxe pasgen «Ynakoska»). OcobeHHo-
CTbIO HOBbIX JIMHMI SBASETCA TO, YTO NpU
HEOBXOAMMOCTH MPOU3BOAUTENBHOCTb HEKOTO-
PbIX U3 HUX MOXET BbITb YBENMYEHA NYTEM MO-
AepHu3aumn 6e3 3aKynku AOMONHUTENbHBIX
moHocTei. HoBble MHMM posnuBa Takxe no-
3BONSIOT COXPUHUTb BBICOKOE KOYECTBO HAMM-
TKA, T.K. UCKNIOYAIOT NONAAAHME BO3AYXA B TA-
py (HanAMuMe BO3AyXa MOXET CHABHO U3MEHUTL
BKYC MWBA NPU €0 XpaHeHMH).

B PAamMKax nporpamMm MoaepHM3aumm Ha 3aBoaax
BHEAPAIMCb MHHOBALIMOHHbIE TEXHONIOTMM U3roTo-
BNI€HMA HAMNWUTKA, KOTOPbIE Tpe6osam4 M HOBOro

a special way before use; aim of the process-
ing is not only elimination of adulterants and
balance of the composition but it also preserves
the taste of water, which significantly influences
the flavor of future brew. Some plants make wa-
ter softer by using a special technology.

Practically all the brewer plants (irrespective
their size) have updated their beer filling lines.
New lines, which let fill beer in new package,
such as, aluminum cans, kegs and PET packing
(see Section “Packing”) have been put into op-
eration. A possibility to increase in productivity
through upgrade without purchasing addition-
al facilities is a special feature of the new lines.
New lines also let preserve high quality of a
drink as they prevent air penetration into the
package (air can change beer flavor greatly
when is stored).

In the scope of modernization programs inno-
vation technologies for drink brewing have
been implemented. These technologies re-
quired new equipment. Companies that started
making non-alcoholic beer were the first to
face it (previously there was neither brewing
technology nor proper equipment). Various
methods are used for manufacturing such beer
and modern membrane technology is one of
the most difficult and expensive.

During dialysis membranes in the form of
fibers with a very small wall thickness
(10-25 micron), which have micro voids,
are used. Beer is forced through them
evenly under small pressure while water
flows around them in a reverse direction.
Diameter of the micro voids is chosen in
such a way that they pass through only
fine molecules of ethyl alcohol. Thus, alco-
hol leave the drink and all the rest compo-
nents of beer are kept. Alcohol is eliminat-
ed at low temperature (not higher than
6°C) and in contrast to other methods the
flavor of beer is not spoiled. This method is
much more expensive than others but it
shows the best result.

New technologies are also implemented for mak-
ing traditional beer. For instance, Heineken
Group has changed fermentation technology
with appliance of innovation solutions and

obopynosaHus. [pexae Bcero s1o KOCHYNoch
TEX KOMNQHWH, KOTOPbIE HAYANK BbINyCKATh Ge3-
QnKOronbHoe MMBO (PaHbLLE HE CyLLECTBOBANO
HM TEXHONOIMM MPOU3BOACTBA HAMMTKA, HU COOT-
BeTcTBylowWwero obopynosarus). Ona npuroto-
BAIEHMSI TAKOTO NMUBA UCMOMb3YIOT PA3IMYHBIE ME-
TOAbI, OAMH M3 CAMBIX CIOXHBIX U BOPOMMX M3
HUX — COBPEMEHHAS MEMBPAHHASH TEXHONOTMS.

Mpu nonyuyenun 6esankoronbHoro nuea uc-
nonb3yloTcs MeMbpaHbl B BUAE BOJIOKOH
€ OYeHb MasIO¥ ToALWMHOM cTeHOK (10-25 mu-
KpoHoB), obnagaiowme mukponopamu. Mu-
BO PUBHOMEPHO NMPOAABINBAETCS CKBO3b HUX
nop HebonbLWNM AABAEHNEM, B TO BPEMS KOK
sBofa obrekaer ux B o6parHom Hanpasne-
Hun. [lnametp mukponop nogobpaH Tak, 4ro
OHU MPOMYCKAIOT TONBKO MENKNE MOAEKYbl
atunosoro cnupta. Takum obpasom, cnnpt
YXOAMT U3 HANUTKA, O BCE OCTASIbHbIE KOMIO-
HEHTbI NMBa ocraioTcs Ha mecre. Cnupt yaa-
nseTcs npu HU3KOM Temnepartype (He Bbiwe
6°C), Tak uTo B OTIMUME OT APYTUX METOHZOB
BKYC HANUTKA He cTpagaert. 3rot cnocob 3Ha-
YMTENBbHO [OPOXE APYrUX, HO AAET HAWUITYY-
LUMIA pe3ysbTar.

BHeppsitoTcs TaKXe HOBbIE TEXHONOMUM B MPO-
M3BOACTBO TPAAMLMOHHOIO NMBA. Tak, KOMNa-
HUs «XeMHeKeH» M3MEHWUNa TexHonorum 6po-
XEHUS C MPUMEHEHMEM MHHOBALMOHHBIX
pewenuit, a Kanyxckasi nMBoBapeHHAs KOM-
MAHWS HAYONA MPUMEHSTb CMELMUANbHYIO TEX-
HOMOTUIO BAPKM MUBA HA OTKPLITOM OFHE Ans
NpPOM3BOACTBA nuueH3noHHoro nuea Pilsner
Urquell.

O6ecneyeHne YUCTOTb NPOM3BOACTBA — OLGHO
M3 OCHOBHbIX TPEBOBAHMMA, NPEAbIBAAEMbIX
K MPOM3BOACTBY MULLEBLIX MPOAYKTOB BO BCEM
mupe. CerogHsi Ha 30BOAAX MUBOBAPEHHBIX
KOMMNAHMI B BONbWMHCTBE NPOU3BOACTBEH-
HbIX LMKIOB MPUMEHSETCS CMCTEMA KOMMbIO-
TEPHOrO YNPABAEHMS, NMPOLECC MPOUCXOAUT
B CTEPMIIbHbIX YCINOBMUSIX U TECTUPYETCS HA
KAXAOM 3TAME C MOMOLUbIO SIEKTPOHUKM.
MpoMbiBka mcnonbsyemoro obopynoBaHmus
NPOM3BOAMTCS OBTOMATMYECKM, MpUYEM Afs
KAXAOM €AMHMLbI NPefyCMOTPEHA UHAMBMAY-
anbHAs MPOrpPAMMA, KOTOpPAs YHYWUTLIBAET ee
reoMeTpuyeckMe PasMepbl M CTEMEHb 3arpsis-
HEHHOCTMU.

Kaluga brewing company has started apply-
ing a special technology of beer brewing at

open flame for manufacture of licensed Pilsner
Urquell beer.

Production cleanliness is one of the important
requirements to food manufacturing all over
the world. Nowadays most of the production
cycles at the plants of brewing companies are
PC controlled; the process is carried out under
uncontaminated conditions and tested at each
stage electronically. Washing of the equipment
is automatic, each unit having a separate pro-
gram, which considers its geometric dimen-
sions and fouling factor.

The microbiological control is of a great impor-
tance at all phases of production. Specialists of
companies’ laboratories make everyday tests
for quality standard and safety compliance of
barley, malt, water, brewer’s yeast, wort as
well as accessory materials.

As a result of modernization programs the
output capacity of the plants has been in-
creased in several times and companies start-
ed manufacturing various quality products,
including licensed brands. New equipment
also solves the problems of resources’ econo-
mization and makes the production ecologi-
cally cleaner. Sound investments have been
made in the programs and in a number of
cases investors’ contribution to Russian econ-
omy has been appreciated at the government
level. For example, in 2001 at “Best Investor
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Ocoboe 3HayeHWe NpuaaeTcs MUKPOBUONoru-
4ECKOMY KOHTPOJIIO HO BCEX CTAAMSIX MPOU3BOA-
crea. Cneupanuctsl NabopaTopuin KOMNAHMMA
eXeAHEeBHO B 3KCNpecc-pexmnme BefyT NpoBep-
Ky HO COOTBETCTBME CTAHAAPTAM M Tpebosa-
HUSIM KQYeCTBA M BE30NACHOCTU SYMEHSI, COmNo-
AQ, BOAbI, MUBHBIX APOXXKENH, Cycrd, roToBOro
M1BA, A TOKXE BCMOMOraTeNbHbIX MATEPUASIOB.

B pesynsTare nporpamm MoaepHM3aLpmm npoms-
BO[MTENBHOCTb 3ABOAOB YBENMYMNACH B HEC-
KOSIbKO Pa3, KOMMOHWK CTAAM BbIMYCKATb Kaye-
CTBEHHYIO 1 PA3HOOBPA3HYIO NPOAYKLMIO, B TOM
YMCrIe NMLEH3MOHHBIE BUabl nuBa. Hosoe obopy-
[OBGHME MO3BONSET TAKKE PeWwaTtb 3apayu
pecypcocbepexetus U obecneyeHus SKonorm-
4ecKoM YncToTh Npouecca. [porpammsl notpe-
6OBANM OYEHb 3HAYUTENBHBIX MHBECTULMH, B Psi-
A€ CIy4aeB BK/AZA MHBECTOPOB B SKOHOMMKY
Poccuu 6bin oueHeH 1 Ha ypoBHe rocyaapCTBEH-
How Bnactu. Tak, 8 2001 rogy komnanus «Benax»
30 OCYLLECTBIEHNE MHBECTULIMOHHOTO MPOEKTA
No PA3BMTMIO MPOM3BOACTBA BbINA HArPAXAEHA
LMMIIOMOM BTOPOM CTeMeHn Ha KoHkypce «Jlyuy-
LKA MHBECTOP rOAA», OPFraHU3OBAHHOM Anmu-
nuctpaupeit Cankr-lMetepbypra.

CbIPbE

[MaBHBLIMKM BMAGMM Cbipbsi AJ1s MPOM3BOACTBA
N1BA SIBASIOTCS BOAQ, XMeflb, COMOA M MUBHbIE
APOXKM.

B apeBHOCTM NuBO Bapunu no pasHou pe-
uentype. LLymepsbi ucnonssosanu mep, Ko-
puLy, apOMATHbIE TPABbI, EMMMTAHE — TMUH,
UMBUPL, AHUC, MUPT, MOXOKEBENBHUK, APEB-
Hue repmaHLsl — Ay6osyio kopy. B XV-XVI
BEKAX MPOU3BOAWAMN NUBO € nevebHbIMU
CBOWCTBAOMMU: PO3OBOE, MOJILIHHOE, LUAnPei-
HOE, pO3MAPUHOBOE, MEAOBOE U Ap.

B XV-XVI Bekax Bo MHornx ropogax Espo-
fbl BO3HMKQIOT LLeXU NMBOBAPOB — AOXOA-
HOW n yBakaemor npogeccun. B ato Bpems
npeAnpUHMMAIOTCS NOMBITKU PErIaMeHTU-
poBaTk NPOU3BOACTBO KAYECTBEHHOrO MUBA.
Hanpumep, B HiopHb6epre cneumanbHbim
aktoM 6bin1o npeanucaHo ynortpebnsts
TO/IbKO SIYMEHb, A MLUEHULM, POXb U OBEC
66111 3anpeLLeHsl.

of the Year” contest, organized by the admin-

istration of St.-Petersburg, “Vena” was
awarded by the Second Grade Diploma for
realization of the investment project in pro-
duction development.

RAW MATERIAL FOR BREWING

Main types of raw material for brewing are
water, hop, malt and brewing yeast.

In ancient times beer was brewed in ac-
cordance with different receipts. Shumerian
used honey, cinnamon, aromatic herbs;
Egyptians used caraway, ginger, anise,
myrtle and juniper; ancient Germans used
oak bark. In XV-XVI centuries brewed
beer has medical properties, namely: rose,
absinth, sage, rosemary, honey, etc.

In XV-XV centuries there appeared brew-
er’s workshops in many cities of Europe.
At that time brewer was a profitable and
respected profession. During that period
of time it was made an attempt to regulate
the production of high-quality beer. For
example, in Nierenberg a special act was
adopted that stated that allowed to use
barley only. Wheat, rye and oats were

forbidden.

B basapun B 1516 ropgy 6bin npuHsT
«30KOH O YMCTOTE», HE AOMYCKABLUMIA YO~
TpebneHns B nusosapeHumn 4Hero-nubo,
KPOME S4YMEHS, XMens, APOXOKEN N BOAbI.

MpoussoacTBo conopa — Npouecc, OT KOTOPO-
rO BO MHOTOM 30BMCMT KOYeCTBO ByayLiero num-
Ba. Kaxpapiit Bug conopa (ceetnbiit, kapamens-
HbIl, MNWEHUYHLIA M T.A4.) npupaet nuey
cneunmyeckni Bkyc v uset. [na nponssoa-
CTBA COMNOAA UCMONb3YIOT OCOBbIE COPTA NUBO-
BAPEHHOTO suMeHs. B pernoHax TpaanumoHHo-
ro MMBOBAPEHMS IYMEHD — NPOAYKT AAIUTENLHOM
cenekumu, CEMEHHOM IYMEHb SIBSIETCS LOPO-
rOCTOSILLM TOBAPOM.

Bonpeku pacnpocTtpaHeHHOMy MHEHMIO XMelb
HE YCMIMBOET «XMENbHbIe» KA4ecTBa MWBA,
a npuaaet emy ocobbiil rOpbKMit BKYC M apo-
MaT M, KpOME TOro, cnocobCTByeT COXPAHHO-
¢t HanuTka. Pamblue ang nueosapeH sakyna-
nmcb 0BbIYHO ABA COPTA XMens: bonee LeHHbIN,
ANS <JIArepHbIX» COPTOB, MPEAHA3HAYEHHbIX
AN XPAHEHMs, U NOCPEACTBEHHbIN — ANs NUBA
6bIcTpOro notpebnetus.

B nonyronosom oruete ToBapuuecrsa «bo-
remus» (Hosropog) sa 1925 rop coxpaun-
nace peuentypa — cocTaB U KOANYECTBO
MCXOAHOrO Cbipbs Afs MPON3BOACTBA MUBA:
HO OAHO BEAPO NMUBA B CPEAHEM PACXOA[O-
Banoce conony — 2,6 kr, xmens — 0,066
kr. o 1914 ropa pacxop cbipbs 6611 MeHb-
we, NOTOMy 4TO OHO 6bLIO Nyulwero Kaye-
CTBA: M XMéeJlb, U conoa, n AYMeHb bbin 3a-
rPAHUYHbIE, BbICLUErO COPTA, O BCE BUABI
OTEYECTBEHHOrO CbiPbs MO KAYECTBY 3HAYM-
TENIbHO YCTYNann UMMOPTHOMY.

Ha npotsixeHun Bcen WUCTOPUM NUBOBApPEHMS
8 Poccum npumeHsnn kak MMNOpPTHOE, TaK M OTe-
yecTBeHHoe chipbe. Bonpoc o ToMm, Hackonbko
OTEYECTBEHHOS MPOMBILUNEHHOCTE  CNOCOBHA
YAOBNETBOPHUTL NOTPEBHOCTM OTPACAH, OKTyaneH
u cerogs. B pashbie rogsl PP sakynana s ctpa-
Hax pansHero 3apybexbs 6onee 60% conoga.
Moxoxas KAPTUHA CROXMAACH U B OTHOLIEHMWM
xmens. Ero sakynku coctasnsior go 90%.

npeMMYI.IJ.eCTBCI MMMOOPTHOIO CbipbA NOKA O4e-
BMAHbI: OHO KA4YeCTBEHHEe, T. K. BbIPALLUEHO C UC-
MONb30BAHNEM CENEKUNOHHBIX COPTOB U XECTKUX

In 1516 in Bavaria “Law about Purity”
was passed where it was forbidden to use
anything in brewing but barley, hop, yeast
and water.

Production of malt is a process, which consid-
erably impacts the quality of future beer. Each
kind of malt (light, caramel, wheat, etc.) gives
beer a specific flavor and color. Special kinds
of brewer’s barley are used for production of
malt. Malt is the product of continuous selec-
tion in the regions of traditional brewing and
seed barley is expensive.

Regardless of a wide-spread opinion, hop
does not increase “hop” qualities of beer but it
gives beer a special bitter taste and flavor as
well as contributes to brew’s safety. Some time
ago two kinds of hop were purchased for
brewer-houses: more valuable for “lager”
brands, meant for storing and ordinary used
for beer of quick consumption.

Semiannual report of “Bogemiya” (Nov-
gorod) for 1925 showed a receipt with a
list of ingredients and their quantity for
beer making: per one pail of beer it was
used 2.6kg of malt and 0.066kg of hop. Till
1914 the consumption of raw material was
less as it was of better quality. Hop, malt
and barley were of first class imported and
the quality of domestic raw material was
worse.

In the course of the whole brewing history in
Russia both foreign and domestic raw materi-
als have been used in the production. The
question concerning the capacity of domestic
industry to meet the demands of brewing pro-
duction is still important. Russian Federation
has purchased more than 60% of malt
abroad. The same goes for the hop equaling
up to 90%.

Advantages of imported raw materials are ob-
vious: they are of higher quality being cultivat-
ed with the use of selection sorts and strict land
technologies and they are stored better. For
many manufactures it is a key argument. For
example, imported malt keeps 75% of “Vyat-
ich” purchasers and “Pikra” the part of import-
ed raw material is 60%. Brewers preferring
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MABOBAPEHHOM

npOOYKUMM

QArpoTEXHONOTWI, M nyywe xpanutes. M pns
MHOTUX NPOU3BOAMTENEN TO PELIAOLWMIA apry-
MmeHT. Hanpumep, B 3akynkax komnaumu «Bs-
TMY» MMNOPTHBIM conog cocrasnsetr /5%,
B8 komnauun «[lukpa» pons MMNopTHOro
cbipbst — 60%. MNueosapsl, npeanounTatoLme
CbIpbE MMMOPTHBIX MPOU3BOAMTENEHN, TOBOPST,
YTO B YCIIOBMSIX BbICOKOW KOHKYPEHLMM yCrex
BO3MOXEH TOJbKO Npyu 6e3ynpeyHom KavecTse
NPOAyKLUMHM, TPEBYIOLLEM NyHLLIErO ChIPbS.

Ho nonoxwurenbHbie caBUrn B OTEYECTBEHHOM
NPOW3BOACTBE ChiPbsi BCE XE ECTb: KAYECTBEH-
Hble MOKA3ATeNM POCCMIACKOrO CONOAA MOCTe-
NEHHO CTAHOBSATCS JyYlle, M CTOUT OH AelueBne
umnoptHoro. [peactasuten nMBoBAPEHHOI
OTPACAM NOACYUTANM, YTO NEPEXOL, HA POCCHIA-
CKMit CONOA MO3BONMT CHU3UTL CebecToMMOCTb
npoaykumn He MeHee dem Ha 10%. Mostomy
HEKOTOPbIE MPEAMNPHUSTUS HAYANM YBENUYMBATL
BOMIO POCCHIACKOTO Chipbsi, MAPAIENLHO Bbl-
CTPAMBAR CUCTEMY KOHTPOJIS 30 Er0 KAYECTBOM
1 TpeboBAHMIT K MOCTABLUMKAM. PernoHanbHbe
KOMMAHWK, ocobeHHO Manoro 6usHeca, opu-
EHTUPYIOTC B OCHOBHOM HO OTEYECTBEHHbBIX
npousBoaMTENei conoad. 3TO OTHACTMU BbIHYX-
AeHHas no3uums (Mcnonb3osaxue Gonee fopo-
roro Cbipbsi NOBLILIAET CebECTOMMOCTb NPOAYK-
un), opHaKO HagexHas cuctema Beibopa
NOCTABLMKA MO3BONSET M36EXATh PUCKOB MO-
Ny4EHUs1 HEKAYECTBEHHOTO ChIpbS.

MMI‘IOpT NUBOBAPEHHOro conoaa

Brewer's malt import
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raw material of foreign manufactures say that
under high competition it is possible to be suc-
cessful only having a top-quality product,
which requires the best raw materials.

However, there are certain positive shifts in
production of the Russian raw materials: quali-
ty of the malt is improving gradually being
cheaper than the foreign one. Representatives
of brewing industry have calculated that use of
Russian malt will allow reduction of the product
cost by 10% minimum. Thus, some plants start-
ed increasing the part of Russian raw materials
in their production and at the same time they
make a quality control system and set require-
ments for the suppliers. Regional companies,
especially small businesses use domestic malt
mostly. Partially, they are forced to do it (use of
more expensive raw material increase the
product cost), but reliable mechanism of sup-
plier selection mitigates the risk to receive a
poor quality product.

1995 2000 2001

2002 2003
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PA3BNTUE COJNNOJOBEHHOTIO
MPOMN3BOOCTBA

B coBpeMeHHbIX yCnoBMsIX MMBOBAPLI CTAPAIOT-
€Sl CTUMYJIMPOBATL POCT OTEYECTBEHHOTO MPO-
M3BOACTBA CONIOAA Yepe3 KPYMHble MHBECTU-
LMOHHblIE MpPOrpammbl. Bepyuine kKommnanmu
peanu3ayioT NPOEeKTh N0 PA3BUTUIO COBCTBEH-
HOW CbipbeBOM BA3bl, KOTOPbIE KACAOTCS KAK
ArpoOTEXHONOMMI, TAK U BBOAA B CTPOM MOLLHO-
CTel MO NMPOU3BOACTBY MCMOMb3YEMbIX B MPO-
Llecce NMBOBAPEHMS NPOAYKTOB.

Mo panubim Cotosa Poceurckux MNusosapos,
BCETO POCCUICKOMY MMBOBAPEHMIO HO AAHHOM
sTane Heobxoanmo nopsgka 1,4 MnH TOHH
conopa B rog. [ns ero nonyueHusi noHago6buT-
ca 1,7 MIH TOoHH a4MeHs. Takum obpasom,
ANsi MOSIHOLEHHOTO MMMOPTO3AMELLEHMS MUBO-
BAPEHHOM MPOMBILIEHHOCTU HEOBXOAUMO He
meHee 10 CTAHAAPTHBIX COMOJOBEH, MOLLHOCTL
Kaxkgow m3 kotopbix coctaenana 61 100 Tbic.
ToHH B rog. Ha s1o Tpebyetcs He menee 300
MITH BOSNIAPOB MHBECTULMOHHBIX PECYPCOB.

Mp1Mep paseuTHs NPOM3BOACTBA CONOAA HAYA-
fM NOJABATbL KPYMHbIE MMBOBAPEHHbIE KOMMA-
Hun. B 2000 ropy komnanus «bantuka» emecre

NpouseoacTeo nneoBapeHHoro sumens B Poccum

Manufacture of malt barley in Russia
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DEVELOPMENT OF MALTING

Under modern conditions brewers do their best
to stimulate the growth of domestic manufac-
ture of malt by means of large-scale investment
programs. Leading companies develop their
own raw material facilities, which relates both
land technologies and putting into operation
facilities for manufacturing products used in
brewing.

According to the Union of Russian Brewers the
industry needs about 1.4 million tons of malt
per year. There are 1.7 million tons of barley
are needed to get it. So, to replace imported
products in brewing industry with domestic
ones it is necessary to have minimum 10 stand-
ard malt-houses with a capacity 100 thousand
tons per year each. For this purpose it is neces-
sary to invest 300 million USD.

Big brewing companies show an example of
malt production development. In 2000 “Balti-
ca” together with French Suffle Group opened
a malt-house, called “Suffle— St.-Petersburg”.
The cost of the project was 50 million USD. In
four years the company opened one more
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¢ ¢panuysckoit rpynnoi «Cybdne» otkpbina
conoposerHbli 3asog «Cyddne-Cankr-lNetep-
6ypr». Croumocts npoekrta coctaeuna 50 M
ponnapos. Yepes yeTbipe roaa KOMMNAHMS OT-
kpbina B Tyne elue OAMH CONOAOBEHHBIM 3aBOA,
mouwHocTbio 105 Thic. TOHH conopa B rog.

[IByMsi TOKMMM Xe COBPEMEHHBIMM CONOAOBHS-
MM C QHONOTMYHBIM O6bEMOM NPOM3BOACTBA CO-
n1040, NOCTPOEHHbIMM C Hynst B Jlnnewkon u ben-
ropoackon obnactax, snageer 3AO MIBK
«OuyakoBo». ConofoBHN OCHALLEHBI COMBIM CO-
BPEMEHHbBIM 0BOPYLOBAHUEM, NMPOU3BOAMMBIN
COsOp, MOJHOCTBIO COOTBETCTBYET €BPOMENCKMM
cranpapTtam. CrnefyeT oTMETUTb, Y4TO paHee Ha
tepputopum Geiswero CCCP crpomnmck cono-
[OBHU MOLLHOCTBIO MOPSAKA 25 ThiC. TOHH.

KomnnekcHyto nporpammy, BKIIOYAIOLLYIO MO-
AEPHU3ALMIO M MOCTPOMKY HOBbIX COMOAOBEH
M PA3BMUTME CENBCKOXO3SNCTBEHHOMO CEKTOPA,
peanuayet komnanus «CAH Uutepbpio» cos-
MmecTHO ¢ komnaHuei Rusmalt. B Mopgaosuu
HAYATO CTPOUTENLCTBO COMOLOBHM MOLLHOCTbIO
125 teic. ToHH. Ha pecnybnmkaHckom yposHe
paspaboraHa nporpamma «[TMBoBapeHHbIM
IYMEHbY, YUACTHUKAMM KOoTopoit cTtaHyT 150
XO39MCTB M [EBATb SNEBATOPOB PeCnybanKM.
Arpotombl «CAH Mutepbpio» nomoryt nm Bbi-
POLMBATHL yYlMe COPTA MMUBOBAPEHHOTO siy-
MeHS$I, MCMOMb3Yst MEXAYHAPOLHbINA OMbIT.

CobCTBEHHBIMU CONOAOBHSIMM BIIGAEIOT KOMMA-
Hun «Kpacheiit Boctok», «Bena» 8 Yensbun-
cke, «Butase», «Idec», «uxan», «dpnuso»
M Op., HO B OCHOBHOM Ansi obecrneveHus cob-
CTBEHHBbIX NOTpe6bHOCTEM.

MoTpebHOCT NMBOBAPEHHOM OTPACU B Cbipbe
CMOCOBCTBYIOT TOMY, YTO KOMMAHMM APYIHX CeK-
TOPOB MPUHUMAIOT MHBECTULMOHHbIE MPOrPAM-
Mbl CENbCKOXO39MCTBEHHOrO 3HAYeHus. Tak,
KPYMHBbIA MHBECTULMOHHbBIA MPOEKT Peanusyet
6aHK «AsaHrapa», snoxusimit okono 100 miu
[ONNAPOB B CTPOWTENBCTBO TPEX CONOAOBEH
B8 Mockosckoit, Boporexckoit u Opnosckoit
obnactax obuern mowHoctbio 300 ThiC. TOHH.

[NoBbileHMe KA4eCTBA MMBOBAPEHHOTO IUMEHS —
OAHQ M3 KIIOYEBbIX 30404 MMBOBAPEHHO OTPA-
cnn. Tak, m3 cobpantoro 8 2002 rogy ypoxas
K NEPBOMY KIACCY B COOTBETCTBMM C POCCHIICKUM

malt-house in Tula with capacity of 105 thou-
sand tons per year.

“"Ochakovo” owns two modern malt-houses
with the same capacity of malt production.
They were constructed in Lipetsk and Belgo-
rod regions. The malt-houses are equipped
with state-of the-art equipment to produce
malt at the European standards. It is necessa-
ry to note that in the former USSR malt-houses
had capacity of about 25 thousand tons per
year.

“SUN Interbrew” together with Rusmalt is im-
plementing a complex program, which in-
cludes modernization, construction of new
malt-houses and development of agricultural
sector. Construction of malt-house of 125
thousand tons capacity was started in
Mordovia. At the republic level it was devel-
oped a program, “Brewer’s Barley” and its
participants will be 150 farms and nine eleva-
tors of the republic. Agronomists of “SUN
Interbrew” will help them to grow the best
sorts of brewer’s barley using the best interna-
tional practices.

“Krasny Vostok”, “Vena” in Chelyabinsk, “Vi-
tyaz”, “Efes”, “Shihan”, “Yarpivo” and others
own malt-houses but they use them for their
own needs mostly.

Brewing industry’s needs in raw material make
companies working in other sectors develop
investment programs of agricultural purpose.
For example, big investment project is realized
by Avangard Bank, which invested about 100
million USD in construction of three malt-hous-
es of total capacity of 300 thousand tons in
Moscow, Voronezh and Orlov regions.

Improvement of brewer’s barley quality is one
of the key tasks for brewing industry. For in-
stance, from the crop gathered in 2002 less
than 30% was given the first class in compli-
ance with Russian standards and only the tenth
part met the Western standards. State pro-
grams introduced in the sphere of brewer’s
barley production provide for some measures
to increase the crop volume as well as its qual-
ity. Brewers also make some attempts in this di-
rection. In particular, “Ochakovo” has worked

[OCTom 6bino otHeceHo menee 30%, a 3anag-
HbIM TPEBOBAHMAM OTBEYANA JMWbL AECATAs
yactb. [TprHUMaEMble rOCYAAPCTBEHHbIE NPO-
rPAMMBI B 0BNACTH NPOM3BOACTBA MUBOBAPEHHO-
O IYMEHS NPeanonaraloT psg Mep, HaNpPasieH-
HbIX KOK HO yBenuyenne obbema ero cbopa, Tak
M HO JOCTMXEHME COOTBETCTBYIOLLErO KAYECTBA.
OnpepenerHbie WArKM B 3TOM HANPABIEHWN Ae-
IQIOT M CaMM NMBOBAPSI. B yacTHocTH, KoMnaHus
«OuakoBo» pa3paboTana MHBECTULMOHHYIO
NPOrpamMMy, B POMKAX KOTOPOM MPefoCTaBnseT
MECTHbIM XO3SMCTBAM CENIEKLMOHHbIM NOCEBHOM
matepuan (Hemeukui sumens copta Skarlett)
U ynobpeHus, OTCNexXMBaeT ka4yecTeo paboTt
1 KOHEYHOTO MPOAYKTA, O OCEHBIO BbIKYMAET si4-
MeHb Mo PUKCHPOBAHHBIM LieHaM. CoBMeCTHble
yCHnusi MMBOBAPOB M FOCYAAPCTBA HA YCNOBMSIX
4ACTHO-FOCYAAPCTBEHHOTO NAPTHEPCTBA MOMO-
ryT peLwuTb 3aaady BbicTpee 1 kayecTBeHHee.

CUCTEMA B3AMMOOTHOLLEHMM
C MOCTABLLMKAMM

B ycnoeusx BbICOKOKOHKYPEHTHOMO PbIHKA KOM-
NAHMK CTPEMSITCS K CEANAHCMPOBAHHOM MOUTH-
Ke, MO3BONAIOLLEN BbIMOMHSTL 3QAAYM CHUXEHUS
M3aepXeK M NPefoTBPALIEHUS PUCKOB, CBS3AH-
HBIX C MPMHUMOEMbIMK B 3TOM 0BnacTu pelue-
HusiMM. B oTpacnu, rae pbiHOYHbIE NO3MLMM NPO-
M3BOAMTENS OYEHb 3CBMCMMBI OT MMMAXA
TOProBOM MAPKM, ONTUMM3ALMS HE OMXHA MATH
B ylwepb kavectsy npogykumn. OpHrUM n3 Bax-
HbIX S/IEMEHTOB YNPABNEHUS KAYECTBOM SBNsieT-
st BLICTPAMBAHME 3bbEKTUBHOM CUCTEMBI B3a-
MMOOTHOLLIEHMUI C MOCTABLUMKOMM, OCHOBAHHOM
HQ YETKMX KPUTEPUAX M NpuHUMnax. Heobxopu-
MOCTb TOKOM CMCTEMbI AMKTYeTCs TaKXe M Xa-
POKTEPOM MCMOMb3yEMOro COBPEMEHHOTO 060-
PYOOBAHMS,  NPEANONAraloWero  XecTkylo
cneunPpUKALMIO Cbipbsi.

MexayHapogHble KOMNAHUM MMEIOT efuHble
(ans Bcex noapasgeneunit, paboTalowmx
B PA3HbIX CTPAHAX) KOPNOPATMBHBIE CTAHAAP-
Tbl KOYECTBA HA BCE WMCMOJNIb3YEeMOE B MPOMU3-
BOACTBE Chipbe M maTepuanbl. OTeuecTseHHblE
KOMMOHMK perMoHansHoro macwraba pyko-
BOACTBYIOTCS MPUHSTbIMM OTPACTEBbIMU CTOH-
AAPTAMM, GHANM3OM CNIOXMBLUMXCS OTHOLLEHMA
C NAPTHEPAMM M MOCTENEHHO BbIPABATLIBAIOT
COBCTBEHHbIE MPUHLMIIbI 1 MOAXOAbI.

out an investment program which provide the
local agricultural business the selective seed
grain (“Skarlett” German barley) and fertili-
zers, and control the processes. In autumn
company purchases barley at fixed prices.
Joints efforts of brewers and government on
terms of private and governmental partnership
will help to solve the problem quicker and in a
better way.

SYSTEM OF INTERRELATIONS
WITH SUPPLIERS

Under the conditions of high competition in the
market companies are anxious for balanced
policy, which reduce costs and prevent risks as-
sociated with decisions made in this sphere. In
the industry, where market position of a manu-
facturer depends on the image of a trademark,
optimization should not be at the expense of
product quality. One of the important elements
of quality control is a creation of an effective sys-
tem of relationship with suppliers based on clear
criteria and principles. Such a system is necessa-
ry because of the modern equipment, which is
supposed to use specification of raw material.

International companies have common (for all
branches working in different countries) corpo-
rative quality standards for all raw materials
used in the production. Domestic companies fol-
low the branch standards, analyse the relation-
ships with partners and they gradually develop
their own principles and approach.

The most important criterion, from the point of view
of brewers, is the stable quality of raw materials. At
the same time companies do not make a distinc-
tion between domestic and foreign suppliers, they
make the same demand from both of them and
competition is based on “price-quality” principle.



Haunbonee BaxHbim KpUTEPMEM NMBOBAPDLI CHU-
TalT cTabUABHOCTL KAYecTa Cbipbs U NoCTA-
BS€MbIX MATEPUANOB. I'Ipm 3TOM KOMNAHUHU
B OCHOBHOM He€ AeNndaioT pasnnyina mexay oTte-
H4ECTBEHHbIMN U UMMNOPTHLIMKU NOCTABLUMKAMU —
Tpe6OBOHMS| npenbaBnaloTCa €gmHble U KOHKY-
peHuns NponucxoamtT NO COOTHOLWIEHMUIO «Le-
HAQ — KA4YeCTBO».

CoTpyAHU4ECTBO € NOCTABLUMKAMM BOMbLIMH-
CTBO MMBOBAPEHHBIX KOMMAHMIA HAYMHAIOT Nocne
TWATENbHOM NPOBEPKM MOTEHLMANBHOTO NapT-
Hepa. KoMnaHuu npoBepsitoT, eCTBUTENbHO Nk
MOCTABLUMK CNOCOBEH COOTBETCTBOBATL MPELJIO-
XeHHbIM CTOHAAPTAM. M3yuaeTcs onbIT ero pa-
6OTbl HO PbIHKE, METOLbI UCTIBITAHMA MPOJYKLMH,
HANMYME CUCTEMBI KOHTPONS KayecTed, obbem
NPOM3BOACTBA, OT3bIBbI KNMEHTOB. BoamoxeH
n Gonee mMybOKMI AyaMT NPOM3BOACTBA. TaKxe
NPUHUMAIOTCS BO BHUMOHWE TAKUE KPUTEPUM,
KaK cTporoe cobmiofeHne COrMAacoBAHHbIX CPO-
KOB MOCTABOK, BO3MOXHOCTb TEXHWYECKOM nop-
AEPXKM CO CTOPOHBI MOCTABLUMKOB, HANMYME CH-
cTeMbl pabOThI C PEKNAMALWSMA U T. 4.

Haunbonbwee sHMMaHUe yaenaerca cucreme
nuweBsom 6e3onacHocTH Cblpbs M MATEPMANOB!
He AonyCcKaeTcq UCnob3oBaHUe BELLEeCTB 1 Ma-
Tepnanos, a TakKxe Hanu4yue JJ,eCI)eKTOB, KOTO-
pbl€ MOTYT NPAMO UM KOCBEHHO HAHECTU BpEen
300pPOBbLIO HEeNoBEKA.

Ot naptHepos TpebyeTtcs cobnogeHne Kop-
NOPATMBHLIX CTAHAGPTOB KAYECTBA, MPUYEM
KOMMAHWSA MOXET NPEeAbsBASTb K CbIPblO AAXE
6onee xectkue TpebOBAHMS, YEM DTO Npeayc-
MOTPEHO B OPMULMANbHBIX HOPMATHUBHbIX JOKY-
MeHTaxX (TaKo# Noaxod NPaKTUKyeTcs, Hanpu-
mep, B komnannn «Tomckoe nueo»). B page
cny4Yaes NPABMIA B3OMMOOTHOLIEHWH C MoO-
CTABLUMKAMM PUKCUPYIOTCS B MOAMMUCHIBAEMbIX
JOrOBOPAX O MOCTABKAX. 14K, MOCTABLUMKM
[pynnbl KoMnawuin «XenHekeH» ans 6psHAOB
Heineken, Guinness Foreign Extra Stout gon-
XHbl BbITb 0OBPEHBI KOPNOPATUBHBIM OTAE-
NOM KayecTsa.

MNpeanarasi noTeHUMAsNbHBIM MAPTHEPAM CTOMb
XECTKME NPUBUIIA UrPbl, HEKOTOPbIE KOMMAHMUM
B TO X€ BPEMS MOMOTrailoT MM B PA3BUTMM
COBCTBEHHBIX CMCTEM YMPABNEHWUS KAYECT-
BOM. TaKOM MOAXOA MPUMEHsIET, Hanpumep,

Most of brewing companies start cooperation

with suppliers after intensive checking of a po-
tential partner. Companies check whether a
supplier is able to comply with the offered
standards. They study their experience in the
market, methods of product testing, quality
control system, production volume and clients’
comments. A more profound audit is possible.
Much attention is paid to such criteria as strict
delivery, technical support, reclamation sys-
tem, etc.

Great attention is paid to the safety control of
raw materials, i.e. it is not allowed to use sub-
stances and materials having defects, which
may harm consumers’ health directly or indi-
rectly.

The partners are required to follow corporate
quality standards, moreover, they should be
ready to meet even stronger demand than it is
covered by the official normative documents.
(Such an approach is put into practice, for
example in “Tomskoe Pivo”.) In a number of
cases rules of relationships with suppliers are
fixed in signed supply agreements. For exam-
ple, the corporate quality department of Hei-
neken Group must approve suppliers for
Heineken and Guinness Foreign Extra Stout

brands.

Offering such strict “game rules” to potential
partners some companies help them to devel-
op their own quality control systems. Thus,

«CAH Untepbpio» — Bonee Tpex net HA3a4
6bina 3anyLeHa NporpamMma obecneyerms Ka-
yectsa noctasok (Supplier Quality Assuran-
ce), KOTOPAs BOAXHA BbING COKPATUTE PA3PLIB
MEXAY MHOCTPOHHBIMU M POCCUMHCKMMMU MO-
CTOBLUMKAMM.

PA3BUTUE CMEXHbIX OTPACJIEM

Paseueasi ceolo otpacnb, nMBOBAPLI MOryT
UrPaTh CyLLECTBEHHYIO PONb U s APYTUX cer-
MEHTOB poccuickoi skoHomukm. [Npexae Bcero
3TO OTHOCHTCS K CEJIbCKOMY XO3SICTBY, GKTYQslb-
HOCTb pasBKTHs KoToporo ans Poccmn Geccriop-
Ha. Bo MHomMx cTpaHax MMpa MMBOBApPEHME siB-
NSeTCs NIOKOMOTMBOM PA3BMTUS CeNbCKOTo
XO039MCTBA. DTO KACAETCS HE TOJMbKO MPSMOro
BO3[EMCTBUS, KOrAA CTPYKTypa noTpebnsiemoro
cbipbsi CNOCOBCTBYET BO3AENBIBAHMIO ONpefe-
NIEHHBIX CEMbCKOXO3SMCTBEHHbIX KynbTyp. Tak,
NYYLWMM 1S TMBOBAPEHHOTO SYMEHs npepLle-
CTBEHHWMKOM B ceBOOBOPOTE SBMSIETCS O3MMAst
MWEeHULA, MMEIOLLAS MOBbILIEHHOE COAePXAaHUe
KrenKkoBMHbI. M3 Tako nweHuupl nonyyaetcs
BLICOKOKQYECTBEHHBIM XN1E6 M MAKAPOHI.

Ortxoppl NMBOBAPEHMS — APOBMHA — MOTyT 3¢-
$EKTMBHO MCMOMb30BATLCS B KMBOTHOBOACTBE,
MOBbILIAS HOAOM MOJIOKA M MPMBEC KPYMHOTO Po-
ratoro ckota. [puyem 3TOT BMA COTPYAHMYECTBA
B3QMMOBLITOAEH [ MPEeAnpusiTMit obenx oTpa-
Creit — NMMBOBAPbI CHAMAIOT Npobremy yTinu3aa-
LMK OTXOAOB, KMBOTHOBO/bI MOMYYAIOT MPAKTH-
4ecku GecnaTHbIN BbICOKOMPOAYKTUBHbIM KOPM.

Koonepauusi mexay nMBOBAPEHHbIMU U Cefb-
CKOXO3SACTBEHHBIMM KOMMOHUSAMKM CMOCOBCT-
BYeT CO3AAHMIO PEeHTABENbHbIX CenbXxo3npes-
NPUSITUIA U BEPTUKAIBHO MHTETPUPOBAHHBIX XOJI-
autros. [NpeueneHTsl B pOCCUICKOM NPAKTHKE
yxe ectb. Hanpumep, komnanus «Kpachbiit Boc-
Tok» B 2003 rogy obbsiBuna o sanycke npoekTta
no cospanmio nepebix B Poccun meradepm. Ero
obuwas croumocts — 2,3 mnpa pybnei. «Kpac-
HbI BocTok» B3sn Ha 6anaHc 29 oTcTaowmx
xo3sicts Pecnybnukm Tatapcran u Hawan cTpo-
MTENbCTBO MSTU XMBOTHOBOLYECKMX KOMMIEKCOB
muposoro yposHsi. [TpoekT npegycmatpusaet
NEepPEeOCHALLEHNE MALIMHHO-TPAKTOPHOTO Mnap-
KQ, BOCCTAHOBJIEHME MIOJOPOAMS MOYB, 3AKYMKY

“SUN Interbrew” about three years ago start-
ed Supplier Quality Assurance Program which
had to reduce the difference between foreign
and Russian suppliers’ products.

DEVELOPMENT
OF RELATED BRANCHES

Developing their own industry brewers can
play an essential role for other segments of
Russian economy. First of all, it relates to agri-
culture, which development is vital for Russia.
In many countries brewing is a driving force of
agriculture development. It concerns not only
the direct influence when the structure of the
consumed raw material facilitates growing of
crops. So, the best fore crop for brewer’s bar-
ley is winter wheat, which has a high content of
fibrin. High-quality bread and pasta are made
from such wheat.

Brewing waste, brewer’s grain, can be effect-
ively used in animal agriculture increasing
milk yield and weight gain of cattle.
Moreover, such collaboration is mutually
profitable for both industries, namely: brew-
ers solve the problem of waste utilization and
graziers receive high-yield food, which is
practically free.

Cooperation between brewing and agricultural
industries contributes to creation of profitable
agricultural enterprises and vertically integrat-
ed holdings. There are some practical exam-
ples in Russia. Thus, in 2003 “Krasny Vostok”
declared about the project in creation of first
mega farms in Russia. The total value of the
project is 2.3 billion Rubles. “Krasny Vostok”
accommodated put 29 weak farms of Tatarstan
and started construction of five animal produc-
tion units of the world level. The project pro-
vides re-equipment of machinery and tractor
forces, recultivation, seed purchase, etc. Such
solutions help not only to extricate agriculture
from depression but they also increase living
standards in rural areas.

Another trend of domestic industry, which accom-
panies brewing development, is manufacture



cemsiH u T. A. TakMe pelleHMs MOMOraoT He
TONbKO BbIBECTM M3 3ACTOS CebCKOEe XO3§M-
CTBO, HO M MOAHSATb YPOBEHb XM3HMU B CENbCKMX
paioHaX.

[pyrMM HanpaBneHWeM OTeYeCTBEHHOW Mpo-
MbILLSIEHHOCTH, KOTOPOE COMYTCTBYET PA3BMU-
TMIO MTUBOBAPEHMUS, SIBASIETCS NPOU3BOACTBO TA-
pbl M ynakoeku. Ecnu B eBponerckux ctpaHax
okono 50% scero nuea Bhinueaetcs B Gapax
M PecTopaHax, MPUYEM MMEHHO B PO3NMB,
10 B Poccun nueo ropasgo yawe nbloT goma
unu Ha ynuue. B posnue B ctpane npopaetcs
nopsaka 8%, octanbHoe — TAPUPOBAHHOE Mi-
Bo. Jo cepeamtbl 90-x rogos 8 Poccumn npaktu-
4eCKM MOSHOCTbIO OTCYTCTBOBASM MPOMbILLNEH-
Hble BMAbI YNOKOBKM MUBA, 30 MCKIIOYEHMEM
CTEKNSHHOM BYTbINkK. bypHbIM pocT ynakosou-
HbiX Mpon3soacTs 90-x rofos npuHec poccuit-
CKMM NOTpebuTEensiM NMBA MHOFO HOBMHOK,
a npou3soauTensm Tapbl — Gonbwme obbembl
30KA30B U HEOBXOAUMMOCTb OCBAMBATL HOBbIE
1 COBPEMEHHbIE BMAbI YMAKOBKM.

CeropgHs NMBOBAPEHHbIE KOMMAHUM MCMONb3YIOT
HECKOJ/IbKO TMMOB YNAKOBOK, MNP STOM MOXHO
KOHCTATMPOBATb, YTO 3AKYNAETCs TAPA, NPOM3-
BEAEHHAS B OCHOBHOM OTEYECTBEHHbIMM KOMMA-
HusimM. [To-npexxHeMy WMPOKo pacnpocTpaHe-
HO CTeKNoTapa — ByThiIKM EMKOCTBIO HE TONBKO
0,5, Ho 1 0,33 nutpa. beictpoe pacnpoctpate-
HWME MONYYMNa MeTannuyeckas 6aHka — oHa
nerye ByTbinkW, He 6bETCS, XOPOLIO AEPXMT
BHyTpeHHee fasneHue. Kern ucnonbsytores ans
6apoe 1 kade, 604oHKM (Hanpumep, Ha 5 au-
TPOB) yAOGHbI Anst 6OALLLMX KOMAAHMHA M AUKHM-
koB. Ho Bce pekopasl nonynspHoctn nobuna
M3T® — nnactmkosas GyTeinka. Bnepsbie pas-
JIMBATb MMBO B 3Ty YNAKOBKY HAYQNA KOMMAHMS
«Ouakoso» B 1996 rogy, v ceruac nnactuko-
BOS TAPA MPAKTUYECKM He YCTynaeT mo nomny-
NAPHOCTM CTEKMSIHHBIM BYTbINKAM.

PasHoobpasie ynakoBku — 3HOK BHUMAHMS
npousBoaMTeNnei K nokynarensm nved. Hosble
BMAbl YNAKOBKM TAKXe MO3BONSIOT NPEAoCcTa-
BNsSiTb NoTpebutenio Gonee nonHyio MHpopma-
umio o npogykre. Kpome Toro, oHu sKonoruy-
Hbl — MoAAaloTCs nepepaboTke u MoryT BbiTh
ncnonb3osaHbl BTopuyHo. Npaeaa, noka e Poc-
CMM  MHOYCTPUS NepepaboTKM BTOPUHHOTO
Cblpbsi He MMeeT AOMXHOro passuTus. Pewenne

of packing materials. If in European countries
about 50% of all beer are consumed mostly as
draught beer, in Russia most often people drink
beer at home or in the street. Draught beer is
about 8% in the country and all the rest is kept
by tarred beer. There were no industrial kinds
of packing in Russia until the mid 1990-s, ex-
cluding glass bottles. Rapid growth of packing
industry in 1990-s gave Russian beer consum-
ers lots of product innovation and as for pack-
ing manufactures they had big order volumes
and started developing new contemporary

types of packing.

Today brewing companies use several types of
packing and it is possible to state that compa-
nies purchase the packing manufactured most-
ly by domestic companies. Glass packing is
still widely spread, especially bottles of 0.5]
and 0.33l. Metal can has become widely
spread as it is lighter than a bottle, unbreaka-
ble and it keeps internal pressure well. Kegs
are used for bars and cafes, and barrels (e.g.
for 5 liters) are suitable for parties and picnics.
Plastic bottles hold all the records of populari-
ty. It was “Ochakovo”, which started to bottle
beer in such packing in 1996. Today plastic
packing is as much popular as glass bottles.

Manufactures appreciate consumers of beer
and offer them a great variety of packing. New
types of packing give consumers more detailed
information about the product and, besides,
they are environmentally friendly, and can be
recycled and used for the second time. But
frankly speaking, industry of secondary raw
material recycling is not well developed in
Russia for the time being. Solving such a

LOHHOrO BOMPOCA OTHOCMTCH K OfAHOMY W3
NepCneKkTMBHbIX HAMPABAEHUA COBMECTHOM
LesTEeNbHOCTU rOCYAAPCTBA, MMBOBAPEHHbIX
KOMMOHWUMA M CMEXHbIX OTPACNEN.

YMPABJIEHME KAHECTBOM
nPOOYKUMNM

KayecTso 1 6GesonacHocTs — cambie BaXHble
YCNOBMS MPOM3BOACTBA MULLEBLIX MPOLYKTOB.
CylecTByeT psf, CTAHAAPTOB M MHMLMATMB KOK
0653aTenbHbIX, TaK 1 AOBPOBONLHLIX, KOTOPLIE
NOMOTQIOT NPOU3BOAUTENSIM [OBUTLCS rAPaH-
TUPOBAHHOM 6E30MACHOCTU MPOM3BOAUMBIX
NPOAYKTOB MUTAHMS, A NOTpebuTensm — npuo-
BpEeCTH yBEPEHHOCTb B TOM, YTO MX 34OPOBbIO
He Byget HaHeceH ylwepb.

MexayHapogaHsle cTaHgapTsl aBAsOTCS Opra-
HMYECKOM YACTbIO eMHOM CUCTEMbI yrpaBie-
HUS B BOMbLWMHCTBE KPYMHbIX KoMnaHui. Cu-
crema ynpasnetus prckamn HACCP'® wmpoko
ucnonbsyetcs B nuwesor otpacnu. CornacHo
npurumunam HACCP Ha Bcex cragmsx nepepa-
60TKM NPOAYKLMM HEOBXOAMMO BbISBNSITL BCE
BO3MOXHbIE PUCKM (MMKpoBUOnornyeckue, xu-
mudeckue, dusmyeckme), paspaborats cucte-
My YNpABAIEHWsS MMM U NPedynpexXaeHus Hera-
TmBHbIX nocneactemnii. B 2001 roay 8 Poccum
6bI1 MPUHST POCCUICKMIM CTAHAAPT, MCMOSb-
sytowmi npurumnsl HACCP. PacnpoctpaHen-
HOWM 1 OBLLENPUHSTON SBASETCS CEPUs CTAH-
naptos ISO u mx poceuitckme aHanoru.

KpynHble nuBoBapeHHble 3aBOABI, KAK NPABK-
no, umetoT cepTMdMKATbl COOTBETCTBUS HEC-
KONbKMM (KaK 3anagHbIM, TOK M POCCUIACKMM)
CTAHAAPTAM; HA MX OCHOBe paspabaTbiBatoTcs
BHYTPEHHWE KOopnopaTtueHbie TpebosaHMs
u/UAn cneunanbHbie LOKYMEHTb (MOAWTUKM),
KOTOpble AOBOAST 4O CBEAEHMS BCEX COTPYAHM-
koB. [1pu sToM, Hanpumep, B komnaxmu «CAH
MuTepbpio» cyliecTeyeT Npasmno, COrNacHo
KOTOPOMY «eCnu Npu HONOXEHUU CTAHAAPTOB
BHYTPEHHEro 30KOHOAATENbCTBA CTPAHbI U BHY-
TpeHHux TpebosaHwii InBev kakue-to u3
TpeboBaHuit He cosnaaatoT, To Beibop BCer-

'® AHONM3 ONACHOCTEN M KPUTUHECKHUE KOHTPOINbHbIE

TOYKM.

problem is one of the advanced trends of mutu-
al collaboration between government, brew-
ing companies and related industries.

PRODUCTION QUALITY
SUPERVISING

Quality and safety are the most important re-
quirements for food production. There are a
number of standards and initiatives, both ob-
ligatory and voluntary ones, which help the
manufactures to reach guaranteed safety of the
manufactured food and as for consumers, they

are sure that theses products are not harmful
for their health.

International standards are an integral part of
an essential management systems in many
large companies. HACCP'® system is widely
used in food production industry. In accordance
with the principles of HACCP, it is necessary to
reveal all possible risks (microbiological, chem-
ical and physical) at all phases of product proc-
essing, work out management system and neg-
ative consequences prevention. In 2001 a
Russian standard, based on the principles of
HACCP, was accepted in Russia. ISO standards
and their Russian analogues are widely spread
and generally accepted.

Large brewing plants, as a rule, have several cer-
tificate of conformity (both Western and Russian

' Hazard Analysis and Critical Control Point.



A0 M OOHO3HAYHO AenaeTcs B CTOpoHy bonee
XECTKOro CTAaHAAPTA». TaKOM MOAXOA BbINO-
HSieT OCHOBHYIO Liefib — NPEAOCTABUTL NOTPe-
BUTeNIo MOKCMMYM TOPAHTHI KA4YecTBa U Be-
30MACHOCTM NPOAYKTA.

BHeapeHue cucTeM ympaBneHus Ka4yecTBOM
TpebyeT pecypcoB M BpemeHW, Mo3TOMy Ha
npeanpuaTMsX paspabaTbiBAOTCS  Lenesble
NPOrPaMMbI BHEAPEHMSI CUCTEM YNPABIEHMS
1 MOATOTOBKM K cepTudukaumu. B Tom cnyyae,
€Cnu NPOUCXOAUT OBbeanHEHWE KOMMAHMA,
B KOTOPbIX CMCTEMbl YMPABNEHUS KA4YECTBOM
MMEIOT OTIYMS, MPUHUMOIOTCS CMELMANbHbIE
NPOrPaMMbl (B TOM YMCAe MHBECTMLMOHHbIE),
NnOMOralLMe BbIPOBHSTL MOMOXeEHME. Tak,
B KOMNAHWK «3onoToi Ypan» B npouecce obbe-
IMHeHUs C Komnanuel «BeHa» Gbino BblgeneHo
3 MnH gonn., YTobbl NPOMTH cepTUdUKALMIO HA
cootsetctene crangapty 1SO («Bena» obnapa-
et Takum ceptdmkatom ¢ 2000 roaa).

Cpegntue 1 manbie Npeanpusitus B OCHOBHOM
CepTUOULMPYIOT CBOIO MPOAYKLMIO MO POCCHIA-
CKMM CTOHAAPTAM.

B cywecrteylowen MexayHapoaHOM NpakTuke
NPOABMXEHNE JOBPOBONLHBIX STUYECKMX M MPO-
beccroHanbHbIX CTAHAAPTOB OCYLLECTBASIOT 06-
LLECTBEHHbBIE U CAMOpPEryNIMpyeMbie OTpacneBbie
opranusaumn. B Poccun takoi opranmsaumeit
asnsetcs Cotos Poceuitckmx Musosapos, a pob-
POBOJIbHBIM CTAHAAPTOM MOXHO CYMTATH MPHH-
umnel, 3adukeupoearHbie B Kogekce yect B o1-
HOLWeHMM KayecTsa npopykuun. Hekotopsie
POCCHIACKME MUBOBAPEHHBIE KOMNAHWM NpUCOe-
OMHUIMUCE TAKXE K eBPOMEMCKMM MHULMATUBAM.
Hanpumep, komnanms «bantuka» sensetcs une-
Hom Esponeitckoro Ponpa ynpasnenus kaue-
cteom (EFQM)"” — obiectseHHoi opranmaa-
UMM, YNEHAMM KOTOPOM SBRSIOTCS Beaylime
YACTHbIE M FOCYAAPCTBEHHbIE KOMNaHuK Espo-
nbl, paboTalowme B pasanyHbIX CEKTOPAX NPO-
mbllwneHHocTu. Ee sapava — paseutie cuctem
YNPOBNEHWs KOYECTBOM M OTBETCTBEHHOMO OTHO-
LEeHMs! K BbINYCKAEMOM NpogyKumu. YneHsl opra-
HU3ALMM MMEIOT BO3MOXHOCTb PErynsipHO obme-
HMBATLCS OMBLITOM M 3HOKOMMTLCS C Haubonee
MHTEPECHBIMKU BOCTVXXEHUSIMM CBOUX KOJET.

"7 Cm. http://www.efgm.org.

standards); internal corporate requirements
and/or special documents (policies) are
worked out on their base, all the members of
the staff are informed about them. For this pur-
pose, for example, there is a rule in “SUN
Interbrew” in accordance with which “if ap-
plied standards of internal legislation of the
country do not correspond to the internal re-
quirements of InBev, in this case the stricter
standard is chosen”. The main purpose of such
an approach is to give a consumer maximum
guaranteed quality and product safety.

Implementation of a management system takes
time and money and in this connection compa-
nies work out target programs for management
system application and preparation for certifica-
tion. In case of companies consolidation where
quality management systems are different, there
applied special programs (including investment
ones), which help to smooth the situation. For ex-
ample, in “Zolotoi Ural” during the process of
consolidation with “Vena” it was allocated 3
min. USD for certifying for ISO standards compli-
ance (“Vena” has such a certificate since 2000).

Small and medium-sized enterprises certify
their products in compliance with Russian
standards mostly.

Promotion of voluntary ethical professional
standards is made by public and self-control
industry organizations in different countries. In
Russia it is the Union of Russian Brewers and its
principles, fixed in the Code of Honor for
product quality, can be regarded as a volun-
tary standard. Some Russian brewing compa-
nies also follow European initiative. For exam-
ple, “Baltica” is a member of European Fund
of Quality Management (EFQM)", a public
organization, which members are leading pri-
vate and state companies of Europe, operating
in various sectors of industry. Its task is to devel-
op quality management systems and responsi-
ble behaviour for the manufactured product.
Members of the organization exchange their
experience and learn the most interesting
achievements of their colleagues.

"7 Please, see: http://www.efgm.org.

SKOJIOTMHECKME MEPOTIPUATING

MpousBoacTso NMBA HE OTHOCMTCS K PA3PALY
BPEAHbIX M HE OKA3bIBAET CYLLECTBEHHOIO He-
FATUBHOTO BO3AEMCTBMUS HO OKPYXAIOLLYIO Cpe-
ny. TeM He MeHee NMMBOBAPEHHbIE KOMMAHWM
PACCMATPUBAIOT BOMPOCH YNPABAEHMS SKOMO-
TMYECKMMM OCMEKTAMM LEeNTENbHOCTU M BO3-
AeACTBMSIMM HO OKpYXalollylo cpefy B Mo-
CTOsIHHOM pexwume. KpynHble KOMMNAHMK, Takue
kak «bantukay, «BeHa», umetoT nporpammHbie
AOKYMEHTbI (MonMTUKM), B KOTOPBIX OTPAXAIOT-
cst 0bLLMe NPUHLMMbI SKONOTUYECKOTO MEHEX-
MEHTQ 1 OCHOBHble 0bsi3aTenscTBa B 06nACTH
skonorun. B komnanmu «Tomckoe nuso» BHe-
APEHA CUCTEMA SKOMOTMYECKOrO MEHEAXMEH-
Ta, B pa3paboTke KOTOPOM MPUHUMANK y4a-
cTve cneumanuctel U3 Benukobpuranun. Pag
KOMMOHMI MPUHUMAET CreumasnbHble npo-
FPAMMbI, HOMPOBIEHHbIE HO CHUXEHME He-
6naronpusTHbIX BO3AEHCTBMI M COKPALLEHME
oTtxopos. Tak, B komnauun «[latpa» ocy-
LECTBASETCS HECKOJbKO MPOrpaMM Mo ynpa-
BJIEHMIO KQKAbIM M3 OCHOBHbIX BUOOB BO3LEM-
CTBWIA Ha oOKpyxawoowylo cpeay (Bbb6pocs
B BO34yX, COpOChI B BOAHbIE MCTOMHMKM, TBEP-
asbie otxoabl). Kaxabii us sasogoe «Ouako-
BO» MMeeT nacnopt 6e30nacHOCTH, B KOTO-
POM MPEeACTABAEHbl AAHHBIE MO MWTOrAM
5KONIOTMHECKMX MPOBEPOK BOAbI, BO3AYXA,
NOYB, PAAMALMOHHOIO POHA, A TAKXKE OTXO-
AOB MPOM3BOACTBA. DTO OTKPbITHIE [LOKYMEH-
Tbl, AOCTYMHbIE AN O3HAKOMMEHMS! BCEM 30-
MHTEPECOBAHHLIM MLAM. «MuHYyCHHCKMIA
NUB3CABOA» PEryNsipHO MPOBOAMT 3KONOrMYe-
CKMe 3KCMepTM3bl MPOU3BOACTEA.

Hesasucumo ot pasmepa KOMMNAHMM, 3HAUM-
TeNbHbIE CPEACTBA HAMPABASIOTCS HA PEKOH-
CTPYKLMIO MU CTPOMUTENBCTBO HOBBIX OYMCTHBIX
coopyxeHuit. Hanpumep, komnatus «Apnmso»
MHBECTMpPOBANA Nnopsaaka 12 MiH gons. B cTpo-
MTENbCTBO OYUCTHBIX COOPYXEHMI eBpomnei-
ckoro ypoeHs. B pesynbrare Boaa, npoueauas
MOJMHBINA LMK OYUCTKM, OTBEHAET TPEGOBAHMSIM
KQ4YeCTBA PbIBOXO3SACTBEHHbIX BOfOEMOB. [1o-
cfle BBOAA MOLLHOCTEN B SKCMIYATALMIO CHSTA
HArPy3Ka HA FrOPOACKME OYMCTHbIE COOpPYXe-
HMSI, KOTOPblE HE PACCYMTAHBI HA NepepaboTKy
NPOM3BOACTBEHHBIX CTOKOB.

ECOLOGICAL ACTIVITIES

Beer brewing is not environmentally detrimen-
tal and it does not affect the environment in a
negative way. However, brewing companies
constantly examine the questions related to ec-
ological and environmental management.
Large companies, such as “Baltica” and “Ve-
na”, have corporate documents (policies)
where general principles of environmental
management and primary obligations in the
ecology sphere are stated. In “Tomskoe Pivo”
there is an environmental management system,
which was developed with the assistance of
specialists from Great Britain. Some companies
realize special programs aimed to decrease
the unfavorable environmental effects and
waste reduction. Thus, in “Patra” there are
several management programs for each main
environmental effects (atmospheric emission,
water discharge and solid wastes). Each
“Ochakovo” plant has a safety passport that
contains data on water, air, soil, radiation
background and waste products. These docu-
ments are open and stakeholders may famil-
iarize themselves with the data. “Minusinsky
Brewing Plant” makes environmental inspec-
tions of the production regularly.

Irrespective the company size, considerable
amounts are spent on reconstruction and con-
struction of new pollution control facilities.
“Yarpivo”, for example, invested about 12
million USD for the construction of pollution
control facilities of a European standard. As a
result, water, passed through the full purifica-
tion cycle, meets the quality of fishery waters.
After putting it into operation the load onto the
city pollution control facilities which are not
suitable for waste recycle became much less.



KomnaHuu nusosapeHHoi oTpacan umetoT
6oratele TpaguuMm B 06AACTM yNpaBREHMs
nepcoHanom 1 opraxusaummn Tpyaa. o mepe
pa3BuTMS oTpacnu paboTa HA MMB3ABOAAX
CTaHOBMAACH BCe Bonee NpMBAEKATENLHOM, K-
TMBHO OTKPbLIBANUCL HOBbie paboune MmecTa.
Tak, no utoram yetsipex net (c 2000 no 2004)
B KOMNAHMK «Ddec» KoNMuecTso HoBbIX pabo-
YUX MECT COCTABMIO NOYTH TPH YETBEPTH OT 06-
WeN YNCAEHHOCTM PABOTHWUKOB KOMMGHMM
(1470 n3 2061), 8 [pynne komnanuit «XeitHe-
keH» — noutn 50% (943 mus 1800), & komna-
Hn «[Mukpa» — okono 30% (197 uz 626).

Bce npennpustus nMBoBapeHHOM oTpaciu Bbi-
NONHSIOT TPeBOBAHMS POCCUICKOTO 30KOHOAA-
TENbCTBA B 0BAACTU OXPaHbI M HE30MACHOCTH
tpyna. CotpyaHMKM 30BOAOB PEryNsipHO MPOXO-
AST 0By4eHme KaK Ha paboUYMx MECTAX, TAK M MO-
celast CNeLManbHO OPTraHM30BAHHBIE 3AHSTHS.

TPYAOBbIE OTHOLLUEHUS
HA NMMBOBAPEHHOM 3ABO/LE
«BOTEMWS» (HOBIOPO/)

(20-e rogbl XX Beka)

Pabota 3aBopa 6bina nogumHeHa onpepe-
NeHHbIM MPABUAAM BHYTPEHHEro pacno-
paaka. MpogomxurenbHocts pabouero AHs
He Morna npesbiwarb 8 4acos, Ans y6opkmn
MQLLUNH, CTAHKOB N MHCTPYMEHTOB pabounm
npepocrasnanock 15 MUHYT A0 OKOHYAHUS
paborel. Beakas pabora, kak nHaneuay-
anbHas, TAK U CAENbHAS U NOBPEMEHHAS,
npounssoaMnacs pabouynMm cornacHo Bpy-
yaemMbiM UM HapagaM. Pabounii 6bin 06s-
3aH BbIMOMHATL PABOTy MO yCTAHOBAEHHBIM
pacueHkam. Otkas ot paboTsl He pony-
cKasncs aaxe B TOM cyyae, ecnu pabounii
He cornaceH ¢ pacueHkoi. B atom cnyuae
eMy npepocTasnanock npaso obxanosars
Aevictens aammuHuctpaumn. Beskas pabora
nNpUHMMAanack NMBOBAPOM, KOTOPbIN Aenan
OoTMeTKy B Hapsaae. 3a npesbileHue pabo-
YMM JonycTMMOro npoueHTa 6paka Ha He-
ro Morno 6bITb HANIOXEHO B3bICKAHME.
Ynnara sapabotka npoussoaunacs B cpo-
KN COrNacHO KONNEKTUBHOMY [OroBopy.

Brewing companies have rich traditions in hu-
man resource management and work organi-
zation. As the industry was developing, jobs at
the brewing plant became more attractive,
companies actively created work places. From
2000 till 2004 new jobs at “Efes” were s of
the total staffing (1470 out of 2061); at Hei-
neken Group - almost 50% (943 out of
1800); at “Pikra” — about 30% (197 out of
626).

All brewing companies follow occupational
safety and health acts of Russian Federation.
Staff of the plants is constantly trained at their
work places and they also attend special train-
ing sessions.

WORK RELATIONSHIP
IN “BOGEMIYA” BREWING PLANT
(NOVGOROD)

(1920-s of XX century)

The work of the plant was organized in ac-
cordance with rules of internal regula-
tions. The duration of a working day could
not exceed 8 hours, workers had 15 mi-
nutes before the end of work to clean ma-
chinery and tools. Every work, i.e. individ-
val, work by task and time-work, was
executed by workers in accordance with a
job order. A worker must execute the
work in accordance with a tariff. It was not
allowed to refuse from the work execution
even if a worker did not agree with the
tariff. In such a case he had a right to ap-
peal against the administration actions.
The brewer accepted every work, making
note in a worker’s job order. In case a
worker exceeded the permissible defect
percentage, he could be imposed a penal-
ty. Salary was paid during the period in
accordance with the collective agreement.
The quantity of the worked days and
hours was indicated in the time sheets,



COUMATIBHAA MOJIMTUKA
MMAMBOBAPEHHbBIX KOMMAHUMA

Konunuecrso otpaboraHHbix gHeit n yacos
oTMeyanoch B TabeNbHbIX ANCTKAX, BbiBE-
WMBAEMBIX AN MPOBEepKU pabouyumm
B Mactepcknx. CneunanbHo cocrasyieH-
Hbili Tabenb B3bICKAHWI — BbIFOBOPOB,
npeaynpexaeHnin n yBoibHeHUN — fgeun-
CTBOBQJ1 PU HAPYLEHUN NPABUA BHYTPEH-
Hero pacrnopsaKa: «3a Hesbixoa Ha pabory
6e3 yBaXuTEenbHOM MPUYMHBI, 3a MPEKPA-
uieHne paboTel, 3a CAMOBOJIbHYIO OTIIYUKY
WUAN XOXAEHUE NO APYTNM OTAENIEHUAM,
30 nosBieHMe HA TeppUTOpUU 3aBOAA
B HETPE3BOM BUAE, 3a PACNUTHE CIUPTHBIX
HAMUTKOB, 3d yCTPOWCTBO Urp B pabouee
BpeMs, 3a 6paHb 1 WyM».

Ucrounuk: cait OAO «ekax,
www.deka.gera.nov.ru

OXPAHA N BESOMACHOCTb
TPYOA

CoBpeMeHHas NONUTMKA KOMMAHMIA B OTHOLUE-
HMM NEPCOHANA HAMPABMEHA, C OAHOM CTOPO-
Hbl, HO obecneyeHne 6e30nNacHoCcTU paboTHM-
KOB M CO3A0HMe AOCTOMHbIX YCNOBUIA TPYAQ,
C APYroM — Ha MOBbILEHWE KOPNOPATUBHOIO
LlyXa M OTBETCTBEHHOCTM, MOTOMY YTO B MMLLeE-
BOM OTPACSM KAXAbIA COTPYAHUK BHOCMT CBOM
BK/IOA, B KAYECTBO KOHEYHOW MpoayKumu. Hes-
TenbHOCTb B 061aCTH OXpaHbl M 6e30MacHOCTH
TPYAQ CTPOMUTCS B COOTBETCTBUM C AEMICTBYIO-
UMM POCCUMCKMM 30KOHOAATENbCTBOM, B CRy-
4yae MeXAyHAPOAHbIX KOMMNAHUIA MPUMEHSIIOTCS
TAKXE NYYLMI OTEYECTBEHHBIM U 3apyBeXHbIM
OMbIT U MEXAYHAPOLHble CTAHAAPTLI, HANPU-

mep, OHSAS™.

OcHoBHble NpUHLMALI M 0BA3aTENbCTBA PabO-
TopaTens 3abHUKCMPOBAHbI BO BHYTPEHHWX KOp-
nopaTHBHBIX AOKyMeHTax. B komnawmax «ban-
TMKa», «XeiiHekeH», «BeHa» (cm. npumep)
NPWHSTE CNELManbHbIE NOAMTHKM, B KOMMOHMM
«pnuBo» peicTeyeT HaBOp Lenesbx Npo-
rPAMM MO OXpaHe TPYAd, HA JIbICKOBCKOM Mu-
BOBAPEHHOM 30BOfE OXpaHe W 6e30nacHoCTH
TPYAQ OTBEAEHO NepBOCTENEHHOE MECTO B KON-
nekTMeHOM poroeope. lMpuUMeHsioTcs pasnuy-

'® Occupational Health and Safety Assessment Series.

which were put up in the workshops for
checking. Specially made time sheet of
punishment and reprimand, notice and dis-
charge was used when violating the rules
of internal regulations: “absence with no
good reason, disruption of work, unau-
thorized absence or walking in other de-
partments, coming to the territory of the
plant drunk and disorderly, drinking alco-
hol, playing games during working time,
scolding and making noise”.

Source: site of “Deka”, Inc.
www.deka.gera.nov.ru

INDUSTRIAL SAFETY

On the one hand, the contemporary corporate
human resource policies provides workers with
safety and decent working conditions, and, on
the other hand, it increases corporate spirit
and responsibility, because in the food industry
each employee contributes to the quality of the
end product. Activity in the sphere of occupa-
tional safety and health is organized in ac-
cordance with applicable Russian legislation
but foreign companies also use the best native
and foreign experience and international
standards, e.g. OHSAS'™.

The employer’s primary principles and obliga-
tions are stated in the internal corporate docu-
ments. In “Baltica”, “Heineken” and “Vena”
(see the example) there are special policies,
“Yarpivo” has a set of target programs in occu-
pational safety and health and in “Lyskovsky
Brewing Plant” occupational safety and health
keeps the key position in the collective agree-
ment. They use various forms of public control
with interest of employees in occupational
safety and health activities and increase of
production culture and discipline level.

'® Occupational Health and Safety Assessment Series.

Hble GOpPMbl OBLLECTBEHHOTO KOHTPONS C MpH-
Blie4yeHMeM pabOTHMKOB K yHACTHIO B MEpPOTpPH-
ATUSIX MO OXPAHE TPYAA U MOBLILEHUIO YPOBHS
NPOM3BOACTBEHHOM KYNbTYPbl M AUCLMMIMHBI.

«MOJIMTUKA OAO «BEHA» B OBJIACTU
OXPAHbI TPYJJA U MTPOMBILLIIIEHHOM
BE3OIMNACHOCTA .

OCHOBHBIE OBSI3ATEJIbCTBA
KOMIMAHUU:

— Jobusatecas nocnegosatesibHOro He-
NPEepPbLIBHOrO yNy4lleHUs XAPAaKTepUCTUK
U nokasarenen BO3AENCTBUS OMACHbIX
M BpeaHbIX pAKTOPOB HA NepcoHasn B pe-
3ynbTaTe OCYLLECTBASSEMOM MNPOU3BOA-
CTBEHHOU BEeSaTeNnbHOCTU.

— Oe6ecneunsars cobnogeHne Tpebosa-
HUIN PpepepanbHOro N MeCTHOro 3aKOHoAa-
TENbCTBA, MEXAYHAPOAHLIX COFAALIEHWNH,
oTpacneBbix U KOPHOPATUBHBIX HOPMATUB-
HbIX TPEBOBAHMI, PErNAMEHTUPYIOLNX Aes-
TENIbHOCTb KOMMAHUM B 061aCTU NPOMBILL-
neHHoi 6e3onacHOCTH, OXpPaHbl TPyAd
M 380pOBbS NepcoHana.

— Tpebosars oT NoApPSIAYUKOB, BERYLUMX
pabotbl ans OAO «BeHa», npumeHeHus
TeX e CTAHAAPTOB M HOPM B obnactu npo-
MBILLSIEHHOW M 3Konorm4yeckoi besonacHo-
CTH, OXPaHbI TPYAQ U 340POBbs, KOTOPbIE

MPUHATbI B KOMNAHUW.

“POLICY OF OJSC “VENA”

IN THE SPHERE OF OCCUPATIONAL
SAFETY AND HEALTH”.

COMPANY’S PRIMARY OBLIGATIONS:

— Improve characteristics and values of
dangerous and harmful factors influencing
the staff during the production activity.

— Follow the requirements of Federal and
local legislation, international agreements,
industrial and corporate regulations,
which regulate the company’s activity in
the sphere of industrial safety, staff occu-
pational safety and health.

— Demand of suppliers, executing works
for OJSC “Vena” to use the same standards
and norms in the sphere of industrial and
environmental safety, occupational safety
and health, as applied in the company.

— Interest all the staff of OJSC “Vena” in
active work for industrial safety as well as
occupational safety and health and in con-
nection with this take proper measures for
staff motivation and training.

SOCIAL POLICY

OF BREWING COMPANIES



COUMATIBHAA MOJIMTUKA
MMAMBOBAPEHHbBIX KOMMAHUMA

— [lpuenekare Becb nepcoHan OAO «Be-
Ha» K aKTMBHOMY y4actuio B pabotax no
npoMeineHHon 6e3onacHocT1, oxpaHe
TpyAa u 3g0poses. B 3Tnx yensx ocyuye-
CTBUTb COOTBETCTBYIOLME MEPDLI CTUMYNU-
poBaHUs U NoBbILIEHNUE KBanupukaumum co-
TPYAHUKOB KOMMAHUM.

— MMpu HeobxoanMocTn ocyLiecTBAsTb ne-
puoamnyeckoe nHpopMUpOBAHME BCEX 3d-
MHTEPEeCOBAHHbLIX CTOPOH (ob6wecTBeH-
HOCTb, OPraHbl MCMONHUTENILHOW BAACTU
n ap.) o gearensHocT KoMnaHum B obna-
CTU NpoMbILLEeHHOI 6e30MacHOCT U OX-
paHbl TPyAQ.

— Tpebosars or Bcero nepcoHana OAO «Be-
Ha» ocyulecTssTb paboTbl B COOTBETCTBUM
C AEVCTBYIOLMMM MPABUIAMM U HOPMAMM TEX-
HUKM 6e30MacHOCTH, OXPaHbl TPYAA U OKPY-
Xalouen cpeabl, KaK rocyaapcTBeHHbIX, TaK
1 BHYTPEHHNX KOPMOPATUBHBIX AKTOB.

Cpeamn OCHOBHbIX METOROB, KOTOPbIE KOMNA-
HUM NPUMeHsIOT ans obecneveHns Gesonac-
HbIX YCNIOBMIM TPYAQ, ABASIOTCS ATTECTALMS Pa-
6ouMX MecT, CBOEBpPEeMeHHOe NpoBefeHue
PEeMOHTA 060PYAOBAHMS, KOHTPOSIb 30 COCTOS-
HMEM MNPOM3BOACTBEHHO-BOLITOBLIX YCIOBUIA
TPYAQ (KOHTPOAb OCBELEHHOCTH, 3aNbINEHHO-
CTH, WYMQ, BEHTUAALMOHHON CUCTEMbI B pabo-
unx soHax). MpoeogsTcs perynspHble npodunak-
TMYECKME OCMOTPbI PABOTHUKOB B MEAMLIMHCKMX
KABUHETAX, PYHKLUMOHMPYIOLMX HA 3aBogax. Pa-
60THUKOB OBECneynBaIoT CNELMANLHON OfeXaoM
1 0BYyBbIO, CPEACTBAMM KONNEKTUBHOM M MHAMBM-
LYQNbHOM 3ALUMTEl, HEOBXOAUMBIMMU NevebHo-
npodunakTnyeckumn cpeacteamu. lpepocra-
BASAOTCS KOMMEHCAUMM M NbroThl 30 paborTl
C TSKENbIMK, BPEAHBIMM 1 OMACHBIMU YCIOBHSIMM
TpyAa. PaboTHMKAOM, NOCTPAJABIUIMM OT Hec-
YACTHBIX CITy4OEB HO NPOM3BOACTBE MM MONY-
YMBWKM npodeccuoHanbHoe 3abonesaHue,
a TAKXE YEHAM MX CeMel OKa3bIBaeTCs MaTe-
pyanbHas nomolb. Begetcs noctosiHHoe obyue-
HWe PabOTHMKOB Be30nacHbIM METOAAM pabor.
Takue NpaBMAa NPUMEHSIOT KAK HA KPYMHBIX 30-
BOAGX, TAK M HO MQbIX NPEanpHUsTUsX.

KoMnaH1u NocTosiHHO COBEPLUEHCTBYIOT CUCTe-
My obecnedenus 6esonacHoctn Tpyaa. MNpuksi-
10 0bsi3aTenbHOE NPOBEAEHME PACCIEAOBAHMM

— If necessary, from time to time inform all
interested parties (society, executive au-
thorities, etc.) about the company’s activity
in the sphere of industrial safety and occu-
pational safety and health.

— Demand of all the staff of OJSC “Vena”
to execute works in accordance with cur-
rent regulations of safety conditions, oc-
cupational safety and health, environ-
mental safety of both state and local
corporative acts.

The main methods, applied by the companies
for occupational safety and health, are assess-
ment of working places, equipment timely re-
pair, control of production and domestic work-
ing conditions (control of lighting, dust content,
noise, and ventilation system in the working ar-
eas). Preventive inspections of the staff are car-
ried in medical rooms, made at the plants. The
employees are supplied with special clothes
and footwear, means of collective and individ-
val protection as well as necessary medical
and preventive remedies. The employees are
paid compensations and benefits for working
under hard, dangerous and unhealthy condi-
tions. The employees, who suffered from acci-
dents during production or got industrial dis-
eases, as well as the members of their families,
are provided with moneyed assistance. The
employees are constantly being taught to safe
methods of work. Both large and small compa-
nies have such regulations.

BCEX MPOUCLLIECTBMIA, ABAPUIA U MHUMAEHTOB HA
NPOM3BOACTBE, NOJSTyYEHHbIE JAHHBIE QHANU3M-
pyloTCs, M NO Pe3y/nbTATAM MPOBOASTCS Cre-
LMQNbHBIE MEPOMPUATUS MO YCTPAHEHMIO WX
MPUYMH.

PykoBoputenu npeanpusituii NPUMHAMAIOT TaK-
Xe Mepbl, HAMPOBIEHHbIE HA MOMYASPU3ALMIO
6esonacHoctu Tpyna. Hanpumep, Ha MIBK
«Ou4akoBO» perynapHoO NPOBOAMTCS KOHKYPC
«Jly4wui no npocdeccum, B yCnosmsix KOTOPO-
ro ocoboe BHUMAHME YAENSETCS MMEHHO 3HA-
HMIO OCHOB TEXHWKM BE30MACHOCTM U MX MC-
NOMb30OBAHMIO HA MPAKTHUKE.

YpoBeHb pacxofoB HA MEPONPUATMS MO OXPAHE
Tpyaa 1 obecredenmio Ge3onacHoCTH paboTHu-
KOB CBUOETENLCTBYET O TOM, HTO MPeanpUaTHUs
OTPAC/AM OTHOCSTCS K AQHHBIM BOMPOCAM OT-
BetcTBeHHO. [laxe B HeBOMbLWMX KOMMAHUSX,
Takux kak JlbickoBckuit nuesasog, Munycut-
CKMM MUB3ABOL MIM KOMNAHWs «Buauts,
3aTpaThl HO OXPaHy u BesonacHoCTb TPyAa,
cocrasnss 8 2001 rogy nopsaka 600-800 Tsic.
py6., 3a TPM NOCNEHNX FOAA BO3POCN BABOE.

ONMJIATA TPYOA U CUCTEMBI
CTUMYITMPOBAHMA
PABOTHMKOB

DKOHOMMYECKME YCMEXU MUBOBAPEHHBIX KOM-
NAHMIM SBASIOTCS 3ANOrOM He TOMbKO KOpPropa-
TMBHOTO YCTOM4YMBOrO PA3BMTHS, HO M HAMPS-
MYIO BIMSIOT HA YpOBEHb 6NArOCOCTOSIHMS
PabOTHMKOB M uneHoB Mx cemel. Ha mHormx
NMB3ABOAAX YPOBEHb 3apABOTHOM NaAThl Npe-
BbILIOET QHAJIOTMYHBIE MOKA3ATENU B APYIMX
OTPACASIX MUILEBON MPOMBILLIEHHOCTH HA
10-50% (e 3aeucumoctn ot pernona). Cpen-
Hsis onnata Tpyaa no otpacnu 8 2004 rogy
cocraeuna 17 Tbic. pybneit, no permoHam stot
nokasatenb BAPbUPYETCs. AHANOMUYHbIA NO-
Ka3aTesb B KPYMHbIX KOMMAHMAX NMBO cylue-
CTBEHHO MPEBLILIAET CPEAHEOTPACNEBOM, NN~
60 He3HA4MTEeNbHO OT Hero OTIMYaeTCs.
MpakTyecku He OTCTAIOT MO YPOBHIO OMAATHI
TPYAQ M KPYMHbIE PErMOHASbHBIE KOMMAHUM.
OTHOCHTENBHO HEBLICOKME MOKA3ATENM MO Ma-
fbIM 30BOAAM OBBACHSIOTCS MX SKOHOMMYE-
CKMM COCTOSHMEM, HO TEM HE MEHEee He sBNsi-
IOTCS MUHUMOIBHBIMK B PEMMOHAX.

Companies improve their occupational safety
and health system constantly. There is an oblig-
atory investigation of all accidents happened
at work. All the data is analyzed and special
measures for reasons elimination are taken in
accordance with the results of the analysis.

Managers of the plants take measures for pop-
ularization of occupational safety and health.
For instance, “Ochakovo” holds competition,
“Best in Profession”, and much attention is paid
to the basic knowledge of safety measures as
well as its use.

The level of expenses for occupational safety
and health is the evidence of the fact that the
companies regard such issues very seriously.
Even in small companies, such as “Lyskovsky
Brewing Plant”, “Minusinsky Brewing Plant” or
“Vizit", the expenses for occupational safety
and health purposes were about 600-800
thousand Rubles in 2001 and for the last three
years they have been increased twice.

REMUNERATION OF LABOR
AND INCENTIVE SCHEME

Economic success of brewing companies is a
guarantee for corporative stable development
and it has a direct influence on the well-being
standard of their employees as well as their
families. In many brewing plants the salary lev-
el is 10-50% higher than the similar values in
other industries of food production (depending
on the region). In 2004 the average salary in
this industry was 17 000 Rubles and this figure
varies in the regions. In large companies the
same value either exceeds the average indus-
try value considerably or its difference is light.
By the level of salary large regional companies
are not behind. Relatively small values in small
plants can be explained by their economical
state but, nevertheless, these values are not
minimum in the regions.

Some companies offer incentive bonus systems
when employees are paid bonus for realization
of certain projects or fulfillment of specific targets.

SOCIAL POLICY

OF BREWING COMPANIES



PSILI, KOMNAHUM MCNOJb3YIOT NOOLWPUTENbHbIE
6OHyCHbIe CUCTEMBI, KOrAa COTPYAHMKK nony-
H4AOT NPpeMMn No peannsaumm onpeneneHHbx
NPOEKTOB WU BbIMONIHEHNA KOHKPETHbIX 3aady.

Ha 6onbwmnHcTBE NpeanpusTMit NMBOBAPEH-
HOM OTPACAM COXPOHSIOTCS TPAAWLMMK CO-
uManbHoi noagepxku. MNpuyem 3to moxer
KACATbCS HE TONbKO COBCTBEHHBIX PABOTHM-
KOB, HO W XMTenei ropoad, B KOTOpom pabo-
Taet npeanpustue. Tak, JlbickoBckuit nue3a-
BOA nonyunn 61arofapcTBeHHOe MUCbMO
Orpenenus MNeHcnonHoro poHaa no Huxero-
pOACKoMn 0bnact 3a GONbLIOH BKIGL B PA3BUTHE
M COBEPLIEHCTBOBAHME COLMANBHOM 3ALLUMTHI
Hacenenus. CornacHo porosopy ¢ Len-
TPOM 3QHATOCTU O COBMECTHOM [EATENBHOCTH
No KBOTMPOBAHMIO PABOYUX MecT Ans TPyAo-
cnocobHbIX MHBANUAOB, OAMHOKMX MU MHOFO-
LETHbIX MaTepen 2% OT CMMCOYHOro COCTABA
npeanpuaTMe MPefoCTABUIO MMEHHO 3TUM
rpynnam Hacenexus.

KoMnaHWM oka3bIBAlOT COTPYAHUKAM pasiuyHbIe
BMOb MATEPUABHOM MOMOLUM MO CEMENHbIM
M NIUYHBIM NOBOMOM: JOMONHMTENbHbLIE BbINAATI
K OTMyCKAM, NOCOBMs B CBA3M C POXAEHWEM pe-
6eHka, BCTynneHus B Bpak, HA NeYeHue U T. 4.
MHorue npeanpusTHs OpraHK3yoT ans paboTHK-
KOB M MX A€Tei OTAbIX B MAHCMOHATAX M LETCKMX
0300POBMUTENbHbLIX NArepsix. M3 HOBbIX TeHAEHLMMA
cnegyet OTMETUTb BHEAPEHME B HEKOTOPbIX KOM-
naHusx Gonee CoBPEMEHHbIX METOAOB COLMArb-
HOM NOAJEPXKKM, B YOCTHOCTH, NEPEXOA HA Aone-
BOE Y4aCTWe B OniaTe NyTeBoK B AOMO OTAbIXA
u nancuonatsl (ot 30 go 70% crommoctu nyTe-
BOK BHOCAT camu pabothukw). MpakTtukyetcs go-
CTABKA PABOTHUKOB K MECTy paboTbl, NbroTHOE
nnn 6ecnnatHoe nutanue. Ha kpynHeix npeanpu-
ATHSIX 0BECNeYnBaETCS CTPAXOBOE MEAMLIMHCKOE
obcnyxueanme (AMC). «MusosapHs Mockea-
Ddec» NpesocTapnsSer BOZMOXHOCTb CBOUM CO-
TPYAHUKAM NOMyumTb 6ECNPOLEHTHYIO CCyay.

PabotHukam cospatotcs ycnosus ans oTabixa
v 3aHaTUi cnoptom. Pabotogarenu npuobpeta-
IOT AN1Si COTPYAHMKOB QBOHEMEHTbI B CMIOPTHE-
Hble Kny6bl, cekumu, 6GacceiHbl, CO3aAOT
KOPMOPATMBHbIE CMOPTUBHbIE KOMOHABI, Y4d-
CTBYIOLUME B FOPOACKMX COPEBHOBAHMAX (Takue
KOMQHZbI CYLLECTBYIOT B KOMNAHWM «Buants). Pery-
NAPHO MPOBOASATCS KOPMOPATUBHBIE CMIOPTUBHbIE

Most companies of brewing industry still keep
the traditions of social welfare. Moreover it
may concern not only the employees of a com-
pany but also the inhabitants of the city where
the company operates. For instance, “Lys-
kovsky Brewing Plant” has received the Letter
of Thanks from the Pension Fund department of
Nizhny Novgorod region for important contri-
bution to the development and improvement of
population social protection. According to the
contract of mutual cooperation  with
Employment Center the company is ready to
give 2% of payroll work places to handi-
capped people able to work, unwed mothers
and mothers having many children.

Companies provide their employees with vari-
ous kinds of money assistance for personal
and family reasons, namely: wage and salary
supplements for vacations, child support, mar-
riage, medical treatment, etc. Many compa-
nies provide their employees and children with
the rest in health centers and children’s camps.
It is necessary to mention that some companies
practice more modern methods of money as-
sistance, such as sharing the price of vouchers
for health centers and children’s camps (30%
to 70% of the price is paid by the employee).
Transportation of the employees to the place of
work as well as free lunch is also put into prac-
tice. In large companies medical insurance is
provided. “Efes-Moscow Brewery” offers its
employees an opportunity to take advantage
of free-interest loans.

Sport and recreation facilities are provided for
the employees. Employers buy subscription to
sport clubs and swimming-pools for their em-
ployees, they create corporative teams which
participate in the city competitions (there are
such teams in “Vizit"). There are corporative
sport holidays and trips to sport recreation ar-
eas. Some companies own health improving
complexes for the staff (e.g. “Baltica”), holi-
day homes (“Ochakovo” constructed a holi-
day home at its own means) or gyms (e.g.
“Lyskovsky Brewing Plant”). Companies’ poli-
cy for these “non-specialized assets” is differ-
ent. In some case construction of own health
improving complex is more profitable than
granting vouchers. In other companies man-
agement believe that it is necessary to follow

NPA3JHUKH, Bble3[bl HA CMOPTUBHbIE 6A3bl OTAbI-
xa. Hekotopele komnawuu pacnonaraiot cob-
CTBEHHbIMW O3[0POBMTENbHBIMKU KOMMIEKCAMM
ans nepcoHana (kak, Hanpumep, «bantuka»),
aomamu otapixa (y «O4akoso» [OM OTABIXA NO-
CTPEeH Ha COBCTBEHHbIE CPEACTBA) MM CNOPTHB-
HbIMM 30710MM, KaK JTbICKOBCKMI NMMBOBAPEHHbIN
3aBof. [10AMTUKA KOMMGHMIA B OTHOLLIEHMM STUX
«HEMPOPUIbHBIX OKTUBOB» pPasnnyHa. B otaens-
HBIX CIy4asiX CTPOMTENBLCTBO COBCTBEHHOTO 03+
AOPOBUTENBHOTO KOMMIEKCA OKA3bIBAETCS KO-
HOMMYECKM BLIFOJHEE, 4YeM MOCTOsIHHOE
AOTMpOBaHMe nyTeBok. B apyrx — pykosoga-
CTBO CYMTAET HEOBXOAMMBIM MPUAEPXKMBATLCS
Bosee XeCTKOro Kypca Ha UCrMoMb3OBAHWE YC-
nyr opraxHusaumit, pabotatoux B cdepe opra-
HU3AUMK OTABIXQ.

KopnopatisHbie npasaHMkm M KOHKYpPCbI — eLle
opHa pobpasi Tpaanums, nossonsiolas pabort-
HMKOM MOYYBCTBOBATL NPUYACTHOCTb K 0bLiemy
neny. Tak, B komnawun «BeHa» nposogutcs
MeXpPernoHasbHbIiM KOHKYPC NpeacTaBuTenei
pabounx npodeccuit «Ypanbckuin macreps,
a Takxe «[leHb MOXMIOro Yenoseka.

Yeunus koMnaHuit He ocTaloTcs 6e3 BHUMAHMS

CO CTOPOHbI, HAMPUMepP, NPOGCOIO3HBIX Opra-
Husaumit. Tak, komnanms «Mukpa» 8 2002 roay
6bina HarpaxaeHa Beimnenom KpacHosipekoro
ropofckoro komutetra npodceotosa AlK
«3a CO3AAHME COLMANbHBIX YCTOBMI TPYAOY.

more strict policy for the services rendered by

the organizations providing rest facilities.

Corporate holidays and contests is one more
good tradition, which lets the employees feel
their belonging to the business. For instance, in
“Vena” there is an inter-regional contest of rep-
resentatives of working professions, called
“Ural Master”, and “Day of a Middle-Aged
Person”.

Attempts of the companies cannot be set aside
by trade unions, for example. In 2002 “For
creation of social labor conditions” “Pikra”
was awarded with the pennant of Krasnoyarsk
Municipal Committee of Trade Union.



COUMAJTIBHAA MOJIMTUKA

MMAMBOBAPEHHbBIX KOMMAHUMA

OBYYEHME MEPCOHANA

CepbesHoe BHMMOHME KOMMNAHMM YOENSIOT BO-
NPOCAM PA3BMTUS NEPCOHANd, MOCKOMbKY HA
COBPEMEHHOM MPOU3BOACTBE BONbLIOE 3HAYE-
HME MMEeeT ypoBeHb NPOdEeCCMOHANLHOM Nofa-
roTOBKM paBOTHUKOB M MX yMeHue paboTarts Ha

BbICOKOABTOMATU3NPOBAHHOM 060py,D,OBGHl4|4.

Komnanuu nopnepxusaiot u noowpsitot crpe-
MIIEHME COTPYAHMKOB K NPOdECCUOHANBHOMY
pocTy u oby4eHuio, NPefoCTaBss PA3nyHbIe
BO3MOXHOCTM MPOXOXAEHMs y4ebbl 1 TPEHMH-
roe. MHTeHcuBHOCTL 0ByuyeHus nepcoHana
KOMMQHWI1 MOCTOSIHHO BO3PACTAET, B MPOrpaM-
MOX M TPEHMHIax y4acTsyeT Bce Gonblue co-
TpyaHukos. Tak, B komnanmu «[Tukpa» satpare
Ha oBy4YeHue Ha OQHOrO COTPYAHMKA BO3POCIM
¢ 3,5 toic. py6. 8 2001 rogy no 3,9 Thic. py6.
B8 2004, 8 komnanun «CAH Untepbpio» Ha
obyueHne coTpyaHMKoB Tpatntcs 3% ot poHaa
onnatkl TPYAA, HA KAXAOrO COTPYAHMKA B rof,
npuxoputcs okono 40 yacoe obyueHus.

Mpennpusitus cospaioT cobCTBEHHbIE MPOrPaM-
Mbl M TPEHUHIM B 0BNACTH NTPOPECCUOHANBHOTO
obyueHHs, nepeobyyeHms, MOBLILIEHMS KBANM-
buKaumn, npoBoasT obyyalolme KOHCYIbTA-
LMK M CTOXMPOBKM creupanuctos. Hanpumep,
B komnanuax «bantuka» u «Bena» paboraior
PETMOHAbHLIE TPEHUHI-MEHEAXepbI, KOTOpbIe
30HMMAIOTCS BCECTOPOHHEN MOATOTOBKOM TOP-
roporo nepcoHana. B stux xe komnauusx,
a takxe B «CAH Mutepbpio» pabortatot kop-
NOpaTHBHbIE LeHTpbl 0by4eHns. B komnammm

TRAINING

Companies pay much attention to the staff de-
velopment because the level of workers’ train-
ing and their ability to work with automated
equipment is very important in the production
today.

Companies support and stimulate the interests
of employees for professional improvement
and education providing various opportunities
for studies and trainings. The activity of staff
training is constantly rising and more and more
employees participate in the programs and
trainings. For example, in “Pikra” expenses for
training per one employee have been in-
creased from 3,5 thousand rubles in 2001 to
3,9 thousand rubles in 2004; “SUN
Interbrew” spends 3% from the Labor
Remuneration Fund for training of the staff and
each employee has about 40 hours of training
per year.

Companies create their own programs and
trainings in the sphere of professional educa-
tion, re-education and professional develop-
ment; they organize train consultations and
trainee periods for specialists. For example,
“Baltica” and “Vena” have regional training
managers who teach commercial staff. In these
companies as well as in “SUN Interbrew”
there are corporative education centers. In
“Tomskoe Pivo” the representatives of the firms
supplying equipment train the workers and
specialists of the plant in groups. “Ochakovo”
education centers have programs of profes-
sional development for both working staff and
commercial staff. Moreover, all plants and re-
gional representations of the company have
single education standards which observance
is controlled by the personnel of the education
center. In “Yarpivo” there is a staff rotation sys-
tem which helps to use labor force effectively
and provides the employees with more pro-
found knowledge.

“Vena” employees may attend an original
course, “Brewing for Nonbrewers”, which has
not direct relation to their main activity but
help them understand all the tasks solved by
the company and learn about the full produc-
tion cycle.

«Tomckoe nueo» npeactasuTen GbupMm, nocra-
BASIOWMX O0BOPYAOBAHME, MOCTOSHHO BepyT
rpynnosoe obyyeHune paboynx M crneuuanu-
ctos 3aeopa. B Yue6Hom uentpe «Oyakoso»
pa3paboTaHbl MPOrPAMMbI MOBbILIEHUS KBAM-
PMKALMM KOK ANsi COTPYAHMKOB MPOW3BOACTBA,
TaK M Ans Toprosoro nepconana. lNpuyem Ha
BCEX 30BOAAX M B PETMOHASbHbIX MPEACTABU-
TENbCTBAX KOMNAHWKM BHEAPEHbI eauHble yyeb-
Hble CTAHAAPTHI, cobniopeHne KOTopbIX oTcne-
XMBOETCS COTPYAHMKaMM YuebHoro ueHTpa.
B komnanuun «dpnueo» npumensetcs potaums
nepcoHana ¢ uenbio 6onee PALUMOHANLHOTO
Mcnonb3osaHus pabouei cubl U npuobpete-
HUS PABOTHUKAMM YIyBAEHHbIX 3HAHMHA.

PabotHuku «BeHbl» MoryT npoiTi opuriHars-
Hbilt Kypc «[TMBOBApEHME Ans HenuBOBAPOBY,
KOTOPbIM He CBSI3OH HEMOCPEACTBEHHO C UX OC-
HOBHOM AesTeNbHOCTbIO, HO MOMOXET MM Mo-
HSITb BECb CMEKTP 3aAAY, CTOSLUMX Nepen npep-
NPUSTUEM, M NO3HOKOMMTBLCS C MOSHBIM LMKIIOM
NPOM3BOACTBA NMPOAYKLMM.

Komnanuu paspabartbisaioT nporpammel noa-
FOTOBKM MOJOZbIX CMELMAnUCTOB Ansi paborTs
HO MPOM3BOACTBE. DTH NPOTPAMMbI MOTYT Mpe-
AYCMATPpUBATL MOWUCK M NPAKTUYECKYIO MOAro-
TOBKY Haubonee nepcnekTUBHbLIX CTYLEHTOB
(kak Ha «Bewe») unu craxuposku cneunanu-
CTOB, COCTUBASIOLMX KOAPOBLIM pe3eps npep-
npustus (Kak y «dpnuneas).

Hapsiny ¢ BHyTpeHHUMM obyyaowmmm npo-
rPAMMOMM PACMPOCTPAHEHA M BO3MOXHOCTb
NPOXOXAEHUs y4ebbl B CMELMANU3UPOBAHHBIX
yuebHbix 3aBefeHuax. Tak, TexHonorn psaa
KOMMAHMIt eXerofHO MOBbLIWAIOT KBAAMDMKA-
umio Ha 6ase CKAOHAMHABCKOM LWIKOMbI MMBOBA-
petusi. C nepedHem nporpamm obyueHus Ha
npuMMepe HEKOTOPbIX MMBOBAPEHHbBIX KOMMNA-
HUI 3HAKOMMT mnn. 8.

Companies develop programs for training

young specialists to work in production sphere.
These programs may include a search and a
practical training of the most promising stu-
dents (as it is organized in “Vena”) or a trainee
period of the specialists being in the compa-
ny’s reserved personnel (e.g. “Yarpivo”).

Along with internal education programs it is al-
so possible to study in specialized education
establishments. For example, every year pro-
duction engineers of some companies raise
their skill level on the basis of Scandinavian
brewing school. You may see the list of educa-
tion programs illustrated by the example of
some brewing companies in fig. 8.

SOCIAL POLICY

OF BREWING COMPANIES
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Bupabl 06yueHus Ha npeanpuUsTMAX NMMBOBAPEHHOI OTpACH

Komnanus

3apy6bexHbie
ob6pasosarenbHbie

O6weobpasosarens-

Hble KYpPChl

yupexaeHus

MNpodeccnoHanbHblie
1 cneuvanbHbie Kypcbl

Kypcbl nosbiweHus
KBanMuKaumm

Mporpammel ans HOBbIX
pabotHukos

KopnopartueHsie nporpammsl
1 Kypcbl

OAO o MpodeccuoHanbhbie o/ © AHMIMIACKUI S13bIK * MexayHapogHasi ¢ IOpucnpyaeHums * BeepeHue 8 fonxHocts » CraHaapTHble NPOrpPaMMe
«MueosapeHHas NPOrpPAMMBI * MHdopmaupmoHHble duHaHcoBas » ®unancosas * TexHuka 6ezonacHocTi 06yuenus BBH (nornctuka,
KOMMaHUs NUBOBAPEHMSI: TEXHONOTUM OTYETHOCTb 1 ByXranTepckas OTYETHOCTL M OXPAHA TPyAad NPOW3BOACTBO, MPOACXM U T. 4.)
«bantukax - «CkaHanHaBckas » byxrantepckuit yuet * PenrxeHmpuHr busHec- * Kypcbl BHYTpeHHMX ayamTopos
wkona «» MporHosuposaHue npoLeccos no cucreme kavecrsa MCO
NUBOBAPEHMSI» npoaax  TpeHuHr ans TpeHepos 9001:2000
(Oanus) * lNnannposarue » BuotexHonorus nuwesbix » KopnopartveHas atuka
— «CkaHaMHaBCKMM 1 BIOIXETUPOBAHME npoayKToBs * DddektnsHoe menosoe
NUBOBAPEHHBIM » TexHonorus npopax » TamoxeHHoe odopmneHme obLeHne C KIMEHTaMM
KOHCQNTUHI» » busHec-nnanmposanme BHELIHETOPIOBbIX CAENOK * Haeeikn nposepeHms
(Weeups) * Mawunmer * ABTOMATM3MPOBAHHbIE npeseHTaumni
- «LlenTp TexHonorui norpysumka MHPOPMALIMOHHO- * Bkyco-apomatmyeckue
YNpaBneHus» M3MEPMTENbHBIE CUCTEMBI yyeTa KOMMOHEHTHI MKBa
(Curranyp) ¢ TexHONOMMM MAPKETUHIOBBIX
* «Kypc ans nccnegoBaHmim
NUBOBAPOB»
(Tepmarms)
» KoHcynstaumm
NO TEXHAYECKOMY
06CnyXMBAHMIO
ra30TypPOMHHBIX
arperaros
(LW eeiuapms)
* [Mporpamma
No MAPKETUHTY
(Anrams)
OAO «CAH * YyebHble nporpammel o/ ¢ AHMIMIACKUI sI3bIK » ®uHaHcosoe » CneunannanpoBaHHbie * Kypc HoBoro cotpyaHuka » OCHOBbI TEXHMKM MPOACXK
UnTtepbpio» no NMBOBAPEHMIO » KomnbtotepHsle ynpaBnexue nporpammsl ans cneupanucroe  © MiBosapeHue pns 1 MEPYEHAAN3MHIA

(Tepmanms, Kanaaa, Kypcsi
Benbrus) o DuHaHcl gns
MexayHapogHas HEpUHAHCHCTOB
Axagemus «Stella * DddekTnBHAR
Artois» (Benbrus) npeseHTaums
* DddektnBHas
KOMMYyHMKaLMs

o TalMm-meHegXMeHT

* Jlornctuka

* MapketuHr

* MNpownssopcreo

* MHpopmaupmorHas
noAfepxKka

HEMMBOBAPOB
© 3HOKOMCTBO C 3aBOAAMM

» EDO-aHanus

* YnpasneHue CTPyKTypHbIM
noapasaeneHmem

» KoyuuHr — HacTasHuyecTBo
NOAYUHEHHBIX

» Paseutie HaBbIKOB KOMAHAHOM
paborTsi

* Jlupepcreo

* CuUTyaumoHHOe pyKOBOACTBO

* DppeKTMBHAS NPe3eHTALMS

* D deKTHBHbIE NEperoBops!

* DdpdeKTMBHAA KOMMYHMKALMS

 Tam-MeHenXMeHT

Wnn. 8.
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Bupabl 06yueHus Ha npeanpuUsTMAX NMMBOBAPEHHOI OTpACH

Komnanus

3apy6bexHbie

ob6pasosarenbHbie

yupexaeHus

MBA O6weobpazosarens-

Hble KypPChl

MNpodeccnoHanbHblie
1 cneuvanbHbie Kypcbl

Kypcbl nosbiweHus Mporpammel ans HOBbIX

keanudukauum paboTHukos

KopnopartueHsie nporpammsl
1 Kypcbl

OAO «Bena» «CkaHanHasckas o AHIIMIACKUIA 23bIK * MexayHapogHasi * ABanTaUMOHHBIM Kypc * Jlornctmka
LIKONA NMUBOBAPEHHS» (Bkniouas obyderne duHaHcoBas * Bcrpeun ¢ cotpyaHukamm * MpowussopcTeo
(Oawus) 3a pybexom) OTYETHOCTb 3aBopa « Mpoaaxu v ap.
* DppeKTMBHOE PYKOBOACTBO
* DuHaHCh Ans HepUHAHCUCTOB
* DddekTMBHAA Npe3eHTaums
* DddekTnBHbIE NEPEroBOpSI
lpynna * MpodeccuoranbHbie o AHMIMACKHI 93bIK * [Mporpamma » [Opuanyeckne cemunHapsl
«XenHekeH» NPOrPAMMbI: » KomnbiotepHble HONOrOBbIX » Ob6pasosatenbHas NPoOrpamMma
8 Poccum - «YHupepcuret KypCbl NOBEPEHHBIX ONst AeNAPTAMEHTA CBsI3e
XelHekeH», » ObyueHne C 0bLEeCTBEHHOCTbLIO
(Tonnanams) HQ NpUCBOEHME » CneurannanpoBaHHbie
- «BcemupHas BOAMTESNLCKOM cemuHapsl ans naboparopuu
Axapemus kareropmu » CemuHapsl anst
MuBoBapeHmsi» » KeanudukaunonHslie NPOM3BOACTBEHHOTO
(CLUA, Tepmarms) Byxrantepckue Kypchbl AenapTameHTa, oTaena
- «Muctutyt MO YNPABNEHNIO NEPCOHANOM
NMBOBAPEHMS 1 GMHAHCOBOTO [ENAPTAMEHTA
8 BareHwredare»
(Tepmarms)
«3A0 * «Kypc ans o AHIIUACKNI A3bIK, * MexayHapogHasi » CeMMHapb! Ansi COTPYAHUKOB * OpueHTauMOHHas Nporpamma @ TPEHMHT Mo NPOAAXAM
«MueosapHs nMBOBAPOB TYPELKMH S3bIK nporpamma ans TEXHUYECKOTO AENAPTAMEHTA ANt HOBLIX COTPYAHMKOB * MpodeccronansHbii
Mockea-2dec» HQ PYCCKOM 13blKe» » KomnblotepHbie 6yxrantepos (ACCA) » CemuHapsl/koHbepeHumm ans aaMUHKCTPATOp
(Tepmarms) Kypcbl * busnec-cumynsiums COTPYAHMKOB IOPHUOMYECKOTO » Hasbikn nposepeHms
* «Ynpaenenue MARKSTRAT [enapTaMeHTa, Mo CBS3SM npe3eHTALMM
opraxusaumuet» (Crokronbmckas C 0BLECTBEHHOCTBIO, O TAKXE » Hopmuposanue Tpyaa
(Cnosenus) LLikona skoHoMMKHM) oTAENa No ynpasneHuio

Mporpammsl 0Byu4eHmst
«lMpodeccroHanbHoM
accoumaumm

MO KOMMEHCALMSM,
BoHycam

M BO3HArPOXAEHMSIMY
(CLUA, Kanapaa)
CucTeMHbIN noaxop,

B YNpaBAeHun cbbirom
Obyuetne

Ha BOAUTENS!
norpysunka

NnepCcoHANoOMm, NPOAAX U T. A.
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Bupabl 06yueHus Ha npeanpuUsTMAX NMMBOBAPEHHOI OTpACH

komnanuum MKOC
© AKTyanbHble BONPOChI

XMMUYECKOro pexunma
NapoBbIX KOTNOB

HA3HAYEHMs! » Onepartop — cnecapb
1 nepepacyeta NYHKTQ 3anpaBKku
neHcuit 6annoros ¢ CO,
* MapkeTuHrossie 1 OMMUAKOM
KOMMYHMKALMM » Cnecapb no pemoHTy
1 0BCNyXMBAHMIO
ra3oBoro
060pPYAOBAHMS, CHCTEM
rasonotpebneHus

M BbINOJIHEHMSA
ra3oonacHbIX p060T

NPoAAxH 1 Ap.)

Wnn. 8.

g3 o8
§ j(—— Komnahus 3apy6exHbie MBA O6weobpazosarens- [podeccroHanbHbie Kypcbl nosbiwexus Mporpammsl ans HoBbIX KopnopartueHsie nporpammsl § %
5 g obpasosarenbHble Hble KypPCbl 1 cneumanbHbie KypCbl KBanuukaumm paboTHukos 1 KypCbl 2 s
= 9 yupexaeHus 8 8
< x R0
= f OAO «IMukpax» » «CkaHpmHasckast * MndpopmaumoHHsie * YnpasneHue » CeMMHAPBI NO TEXHONOTUAM » Kypcel BHYTpeHHWX ayanTopos %
5( 5 wkona TEXHONOTUM 30aKyNKamM MOPKETUHIOBLIX MCCNEAOBAHMIA, no cucreme kavecrsa MCO W
X % NUBOBAPEHMS» o DUHAHCOBLIM AHANK3 CO3[AHMIO U MPOABUXEHMIO 9001:2000 g
g 8 (Aakms) * Yuer zatpar 6paHAOB, pekname » Kypcor «Jloructuka 6
O §  TpéxmomynbHbii ¢ lMnaunposanme » CemmnHapebl N0 GUHAHCOBOM npeanpusTusi», «Ynpasnexue
C yray6reHHbIM Kypc: 1 BloXETUPOBAHME 1 ByXranTepcKoit OTYETHOCTH, M IMOEepPCTBO»
«TexHonorus » KomnnekcHoe MeXayHOAPOAHbIM CTAHAAPTAM
NPOM3BOACTBA NMBA» ynpaBnieHue feHbramm
(«CxamamHasckmit
MMBOBAPEHHBIN
KOHCQNTUHI»
(Weeuws)
» Kypc «Bkycosas
naHenb» —
obyueHne ocHoBaM
Aerycraumu
HAMWUTKOB
» Kpatkuit kypc
«lunBoBapeHmne
AN HEMUBOBAPOBY
(«CkanamHaeckas
wkona
NUBOBAPEHMS»
(Oanus)
OAO «Slpnueo»  «CkanpmHasckast o Jenosoit anrnuitckui  » Bopgutens o J3bik genoeoro obuweHms * Kypc apantaumnu k pabote * Mporpamma ans Cnyx6bl
LIKONA MMBOBAPEHMS» A3bIK NOrpy34MKa — rpysunK  Kypcsi ins MeHemxepos HQ NPEANPUITAM HOBbIX npogax «Apnueo»
(Oanmsa) * DpdektnsHOE * MawwHuct ammmrayHo- no npopaxe COTPYAHMKOB * LLkona 6usneca
pelueHue 3aaay XONOAMIbHBIX * MpodeccuoranbHbi noaxos, » ObyueHne B obnactu  Mporpamma «O6wuit
MNP OMBILLNEHHO YCTAHOBOK K MPOAAXAM 6e30nacHoCTH MEHEIXMEHT»
ABTOMATU3ALMM * Annapatunk » OcHoBHble ynpasneHyeckme » KopnopartusHele nporpammel
C MCrONb30BAHNEM XMMBOLLOOUUCTKM KOMNETEHTHOCTH MEHEAXEPOB 0byueHust Ha saBopax BBH
obopyaoBaHms Mo BEAEHUIO BOAHO- CpeaHero 3BeHa (nornctuka, nponssopctso,
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Variety of training in brewing industry

Company Foreign
education
establishments

0JSC “Baltica * Professional pro-
Brewing grams:
Company” - The Scandinavian
School of Brewing
(Denmark)
- Nordiska
Bryggerikonsulting
AB (Sweden)
- Center for
Management
Technology
(Singapore)
o Education Course
for Brewers in
Russian (Germany)
» Consultations
in maintenance
of gas-turbine units

General
education
courses

v * English Cources
* Information
Technologies

Professional and

special courses

* International Financial
Report

 Book-keeping courses

« Sales Anticipation

* Planning and
Budgeting

* Marketing Solutions

* Loader Operator

« Business Planning

Extension courses Programs for

new employees

o Jurisprudence « Post Introduction Course
« Financial and Accountant » Occupational Safety and
Report Health
« Reengineering of Business
Process
* Training for Trainers
» Food Product Biotechnology
« Customs Legislation for Foreign
Trade Deals
 Automated Information
Measuring Control Systems
* Marketing Research
Technologies

Corporative programs
and courses

 BBH standard learning pro-
grams (logistics, production,
sales, etc.)

» Courses for internal auditors
according to 1ISO 9001:2000
Quality System

» Corporative Ethics

o Effective Business
Communications with Clients.

o Skills of Presentation Making

» Flavouring and Aromatic
Ingredients of Beer

(Switzerland).
* Marketing (Great
Britain)
0JSC “Sun * Educational pro-  * English Cources » Financial Management * Specialized programs * New Employee Course » Fundamentals of Sales and
Interbrew” gram in brewing » PC courses « Logistics « Brewing for Non-brewers Merchandising
(Germany, Canada, « Finances * Marketing * Acquaintance with plants » EDO Analyses
Belgium) for Non- Financiers « Production * Management of an

o International
Academy “Stella
Artois” (Belgium)

o Effective Presentation

o Effective
Communication

» Time Management

o Information Support

Organization Departments.
» Coaching — People Training
« Team Building
o Leadership
« Situation Management
o Effective Presentation
o Effective Negotiations
o Effective Communication
» Time Management

0JSC “Vena” o The Scandinavian
School of Brewing
(Denmark)

 * English Cources,
including study
abroad

o International Financial
Report

» Adaptation course, meetings

with employees of a plant

* Logistics,

o Production

» Sales

o Effective Management

» Finances for Non-financiers
o Effective Presentation

o Effective Negotiations

Fig. 8
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Variety of training in brewing industry

Company Foreign
education
establishments

Heineken Group  « Professional pro- v
in Russia grams:
- Heineken
University
(Holland)

- World Brewing
Academy (USA,
Germany)

— Brewery Institutes
of the Technical
University in
Weihenstephan
(Germany)

General
education
courses

« English Cources
» PC courses

Professional and

special courses

o Program for Tax
Solicitors

o For loader driving -
training for the driving
category

 Accountant Qualifying
Courses

Extension courses Programs for
new employees

« Juridical seminars

* Education program
for PR departments

« Specialized seminars
or the lab

« Seminars for the Production
Department, Human Resource
Department and Financial
Department

Corporative programs
and courses

CJSC “Moskva-  « Education Course for ~_~
Efes Brewery” Brewers in Russian
(Germany)
« Organizational
Management
(Slovenia)

 English Cources
o Turkish Cources
» PC Cources

o International Accountant
Program (ACCA)

* MARKSTRAT Business
Simulation (Stokholm
Business School)

* Learning programs of the
Professional Association
on Compensations,
Bonuses and Recognition
(USA, Canada)

« Seminars for the Technical
Department

» Seminars/ Conferences for
Legal Department,
PublicRelations department,
Human Resource Department,
Sales Managemnet Department

» New Employee Course

« Training on sales management
» "Professional Administrator”

o Skills of Presentation Making

» Norm Fixing

0JSC “Pikra” « The Scandinavian
School of Brewing
(Denmark)

» Profound course
consisting of three
modules: “Technology
of Brewing”

(The Nordic Brewery
consulting Ltd.,
Sweden)

» Course “Flavouring
Panel” — teaching
to the fundamentals
of drink tasting

* Brief course “Brewing
for Non-brewers”
(The Scandinavian
School of Brewing,
Denmark)

» Seminars in IT

« Purchase management

« Financial analysis

« Expenditures
calculation

* Planning and
budgeting

» Complex management
of money

» Seminars in marketing research
technologies, brand making
and promotion, advertising

 Seminars in financial and
accountant report, international
standards

« Courses for internal auditors
according to 1ISO 9001:2000
quality system

= Courses “Logistics of the

Company”, “Management and
Leadership”

Fig. 8
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Variety of training in brewing industry

$3 o a
B j(—— Company Foreign Generadl Professional and Extension courses Programs for Corporative programs o) <Z(
é - education education special courses new employees and courses = %
8 g establishments courses g 8
< x %)
5T 0JSC “Yarpivo”  « The Scandinavian * Business English * Loader Operator « Business Aquantance » New Employee Course « Learning Programs for Sales =
5 5 School of Brewing, o Effective Solutions » Operator of Ammonia- « Cources for sales managers « Safety Cources Depatment “Yarpivo - Business E
% bre (Denmark) on Industrial Refrigerating Utilities o Professional Methods of Sales School 2005” &
o) 8 Automation with » Operator-Toolmaker of * Basic Managment » General Management (in the 6
O = the use of IKOS nyHKT 3anpasku of Competencies for Middle process)
= equipment ballons with CO, and Managers « Corporate learning programs at
 Actual Aspects ammonia BBH plants (logistics, produc-
of Fixing and » Toolmaker for repair tion, sales, etc.)
Re-Calculation and maintance of gas
of Pensions equipment, gas-con-
* Marketing suming systems and
Communications execution of gas dan-

gerous work

Fig. 8




3akoHoparenbHoe perynmMpoBaHue

NMMBOBAPEHHOMU OTPpACIU

Legislative Control of Brewing

B sakoHopatensctee PP 3a nocnepHue yets-
pe roaa nNpou3oLWn CyLLeCTBEHHbIE U3MEHE-
HWS, KOCHYBLUMECS TOAKXE M NMUBOBAPEHHOM
otpacnu. Mpepcrasutenu penosoro coobue-
CTBA, KAK MPABWMIO, CTPEMSTCS OKTMBHO Yy4a-
CTBOBATH B OBCYXAEHMU 3AKOHOMPOEKTOB ANst
TOro, 4Tobbl NPUHUMAEMbIE 3AKOHbI BbinK pe-
3yNbTATOM NPOPECCHOHANBHBIX U B3BELIEHHbIX
peLIeHUH.

KoHctpyktueHoe B3anmopeiicTeme ¢ rocyaap-
cTBEeHHbIMM opraHamu enactu Poceuitckoit Pe-
AEepaumm B 3TOM chepe ABASETCS OGHUM U3 Aeiit-
CTBEHHBIX MEXQHWU3MOB MO 3ALUMTE OTPACIEBbIX
nHtepecos. MNpeacrasurenn Cotosa Poceuin-
ckux [MBOBAPOB perynspHO MPUHUMAIOT y4a-
CThe B 30CefaHusX NPOodUIbHbIX Paboumx
TPYNN M 3KCMEepPTHbIX KOMUMCCHM, CYLLECTBYIO-
WKMX B CTPYKTYpE OPraHOB rOCYAAPCTBEHHOM
BNACTH, B TOM yncne npu Agmmuunctpaumm Mpe-
supenta PO, 8 Cosete Pegepaumm, locynap-
cteenHoit yme, Munncrepctee censckoro xo-
3s1cTBA, MuHMCTEpPCTBE NPOMBILLNIEHHOCTH
u sHepretukn, PefgepanbHOM AHTUMOHOMOb-
Hoi cnyx6e u apyrux. Colos sBnsieTcs YneHom
Toproso-npomsiwneHHoM nanatel PP.

Cotos TakxXe OPraHM3yeT «Kpyrible CTOMbI»,
KOHpEPEHUMM M COBELLAHMS A NPeacTaBuTe-
nei oTPaciM M 30KOHOAATENbHOM BracT. Me-
porpusiTusi Takoro GopMaTa no3ssonsoT bonee
MOSIHO NPEACTABUTL 3HAYEHME NMUBOBAPEHHOM

oTpacnu ans skoHomukn Poccun. YrukanbHoi

For the last four year there have been made
considerable changes in the RF legislation con-
cerning the brewing industry. As a rule, busi-
ness representatives take part in the discussions
of draft laws in order to consider professional
and deliberate decisions.

Constructive cooperation with the government
of Russian Federation in this sphere is one of
the effective mechanisms for the industry inter-
ests protection. Representatives of the Union of
Russian Brewers take part in the meetings of
profile working groups and expert commis-
sions, being a part of the governmental struc-
ture, including Administration of RF President,
Federation Council, State Duma, Ministry of
Agriculture, Ministry of Industry and Power
Engineering, Federal Antimonopoly Service,
etc. The Union is a member of RF Chamber of
Commerce.

The Union organizes round-table discussions,
conferences and meetings for representatives
of the industry and legislative authorities. Such
activities give the opportunity to picture the im-
portance of the brewing industry for Russian
economy in a more detailed way. The unique
form of cooperation is Internet-conferences,
held at the site of the Union of Russian Brewers.
Deputies of State and Moscow Duma, scien-
tists, representatives of public and international
organizations participated in the conferences;
they answered numerous questions concern-
ing, first of all, the problems of the brewing in-
dustry and its state, including legislation proc-
ess for the brewing.

Legislation regulation for brewing is being
made and, thus, it is ambiguous; federal laws
in drafts were the topics for critical public and
professional discussions more than once. For
the reporting period several aspects of the leg-
islative regulation have been discussed and the
made decisions influenced the economic de-
velopment of the industry.

Proposals to use the legal regulations, valid for
production and turnover of strong drinks, for the
production and turnover of brewing product
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MMBOBAPEHHOWM OTPACTIN

dopmoit B3aumopeicTsus aBnsiioTcs MHTepHeT-
KoHdepeHuMH, opranmsyemsle Ha caitte Coto-
3a Poceuitckmnx lMusoeapoe. B koHdpepeHumsx,
B YACTHOCTM, MPUHUMANK yuactme aenytatel [o-
cypapcteeHHoi [ymbl, Mockosckoit ropog-
ckor [lymbl, gesitenu Hayku, npeactaeureny ob-
LECTBEHHBIX M MEXAYHAPOAHBIX OPTraHU3ALIMHA,
KOTOpbIE AABAM OTBETb HO MHOTOUYMUCIIEHHbIE
BOMPOCHI, CBA3AHHbIE MPeXAe BCero ¢ cocTos-
HMEM M NPOBIEMAMM NMBOBAPEHHON OTPACHH,
B TOM YMCIe M C TeKyLIMM 3aKOHOAATENbHbIM
NPOLECCOM B OTHOLLEHWM MUBOBAPEHMS.

3akoHofaTenbHOE PErYNMPOBAHME MMBOBAPEH-
HOM OTPACHM HAXOAMTCS B CTAAMM CTAHOBNIEHMS
M NOKA HOCMT HEOIHO3HAYHBIA XAPAKTEP; HEO-
LHOKPATHO defepasnbHble 30KOHOMPOEKT! CTa-
HOBMAINCb TEMAMM [J1Si OCTPbIX OBLLECTBEHHbIX
1 NPOPECCUOHAMbHBIX AUCKYCCUIA. 3a OTYETHbIN
NepMof COCTONOCh OBCYXAEHUE HECKOMbKMX
ACMEeKTOB 30KOHOAATENbHOIO PEryNIMPOBAHMS,
peLeHns MO KOTOPBIM BAMSANM HA SKOHOMMYE-
CKOe pasBuTME NPeanpusTUin OTPaCHU.

K Takoro popaa TeMam oTHOCATCS NPeanoxXeHus
PACNPOCTPAHNTL HA MPOU3BOACTBO M 06opOT
NMBOBAPEHHON NPOAYKLMM NPABOBbLIE HOPMbI,
AeNCTBYIOWME B HACTOSLEE BPEMs B OTHOLLE-
HWW NPOM3BOACTBA M 06OPOTA KPEMKOTO AKO-
ronsi. 3anoXeHHbIe B 30KOHOMPOEKTAX, NPeA-
cTaBneHHbix pspom cybbvektos Pepepaumnm,
HOPMbI MPOTMBOPEYMAN CIIOXMBLUEHCS SKOHO-
MMYECKOM CUTYALMM M MEXAYHOPORHOM NPaK-
TMke. B paseuThix cTpaHax Mupa rocypap-
CTBEHHAS MOAWTUKA OPWMEHTMPOBAHA HA
CTUMynupoBaHMe noTpebneHns cnaboanko-
rofbLHOM NpoAyKUMK (B nepeyto odyepeps NMBa
1 BUHQA) BMECTO HAMMTKOB C BLICOKMM COAEPXQ-
Huem ankorons. B pesynstate nposepeHHbIx
KOHCYNbTALMIA MEXAY MMBOBAPAMM W 3AKOHO-
AQTENSAMM STH 3AKOHOAATENbHbIE MHULMATMBBI
6bIMM OTKNOHeHbl. B pamkax KoHcynbTaumi
0603HAYUNACE HEOBXOAUMOCTb MPUHATHS Crie-
LMQnbHBIX 30KOHOAATENbHEIX OKTOB, ONpeae-
nAOWMX CTATYC CNaboankoroabHOM NpoayK-
wi. B Hacroswee spems Cotos yuacteyert
8 paspabotke npoekta P3 «O cneunansHom
TEXHMYECKOM PErnameHTe HA MUBOBAPEHHYIO
NPOAYKLMIO 1 €€ NPOU3BOLACTBOY, MPUHSTHE KO-
TOPOro CO3AACT NPEANOCHINKM ANs AQNbHeMNIe-
ro GOPMMPOBAHMS HOPMATUBHO-NPABOBOMN 6a-
3bl IMBOBAPEHHOMN OTPACAM.

can be referred to such topics. Norms, stated in

the laws in draft, which were submitted by
some Federation agents, contradicted the ex-
isting economical situation as well as the inter-
national practice. In developed countries the
policy of the state stimulates consumption of
low alcohol products (most of all beer and
wine) instead of strong drinks. As a result of
consultations between brewers and legislators
these legislative initiatives have been rejected.
In the scope of consultations it was revealed
the necessity of special legislative acts, which
will define the status of low alcohol produce.
Now the Union takes part in the development
of the federal law in draft, called “About
Special Technical Limits for Brewing Produce
and lts Production”, which will create the con-
ditions for further development of normative
and legal base of brewing industry.

Another primary aspect of the Union’s work is
the discussion of customs tariff regulation. The
very important issue of reducing the customs
tariffs for the imported brewing equipment, not
manufactured in Russia, has been examined
for more than two years. As it was mentioned
in the chapter “Brewing Process” total produc-
tion modernization has become the guarantee
of the companies’ success. Brewing industry is
still much dependent on import: it is imported
up to 80%. But only large companies having
considerable circulating assets and opportuni-
ties for investments are able to make it. Many
small and medium brewing plants use out-of-
date equipment, which is necessary to replace.
High tariffs for imported brewing equipment

IpyrMm npuopuTeTHbiM HanpasneHnem pabo-
1o Cotosa sBnsercs yyactme B ob6CyxaeHMM
TAOMOXEHHO-TAPUPHOTO perynposaxus. bo-
nee [ByX C MONOBMHOM NET AJIMIOCh PACCMO-
TpeHue KparHe aKTYanbHOro Afisl MUBOBAPEHMS
BOMPOCA O CHUKEHMM CTABOK MOLWIMH HA BBO-
3UMOE MUBOBAPEHHOE 0BOPYAOBAHME, AHANO-
M KoToporo He npouseogstcs 8 Poccun. Kak
otmeuanocs B rase «[pouecc nMBoBapeHms»,
3010TOM YCrexa NpPeanpuUsTHit SBUNACh MOSHAS
MofepHuaauums npoussoacTea. [sosaperne
no-npexHeMmy sBASETCS OLHOM W3 Hanbonee
MMMNOPTO3ABUCMMBIX OTPACNEN POCCHHCKOM
skoHomuku: o 80% obopynosaHms 3aBo3UTCS
ns-3a pybexa. OgHAKo TAKOM TexHonornye-
CKMI PbIBOK Bbifl BO3MOXEH IWLLb A/isl KPYTHBIX
NPEAnPUATUIA, UMEIOLLMX 3HAYMTENbHbIE 060-
POTHBIE MNM MHBECTULMOHHBIE CpeacTaa. bonb-
WMHCTBO MQASbIX U CPEAHMX MUB3ABOAOB BCE
ele paboTaloT Ha ycTapeslwem obopyposa-
HUM, koTopoe TpebyeT 3ameHsl. Buicokne no-
LWAMHBL HO MMMOPT NUBOBAPEHHOTO 06opyRo-
BAHMS DAKTUYECKM NMLLAIOT MX BO3MOXHOCTH
paseutus. B otBeT Ha MHorouncneHHsie obpa-
wetns Coto3a, B KOTOPbIX BbiNa NPEACTABAEHA
APryMEHTUPOBAHHAS NO3MULMS NPEACTABUTENEN
NUBOBAPEHHOM OTPAC/M MO STOMY BOMPOCY,
8 ¢pespane 2004 roga TAOMOXEHHbIE MOLWMHBI
6b1m cHukeHbl ¢ 10% no 5% Ha oTaenbHble BU-
Abl 06OPYAOBAHMS.

OpHUM M3 KiTtouEeBbIX PAKTOPOB PA3BMUTHS JtO-
60/t OTpaCHM ABASETCS FOCYAAPCTBEHHAS HANMO-
roBast MOAMTMKA. [ MMBOBAPEHMS 3HAUUMBIM
BOMPOCOM SIBASIETCS OKUM3HAS MOJMTUKA, T. K.
NPUHAMOEMbIE 30KOHOAATENbHbIE PELLEHMS
MOTYT OKA3blBATb KAK CTUMYNMpPYlOLLEe, TaK
1 TopMoassilee BosaencTame Ha otpacib. CHu-
xeHue ctaeku akumsa B 1996 roay (c 40% po
15%) cnocobcTBOBANO QKTUBHOMY POCTY M-
BOBAPEHHOTO NPOM3BOACTBA (cM. rasy «Mueo-
BapeHHas oTpacnb B Poccumnx»). C 1997 roaa
NOPSKOK OKLM30OBIOXEHMS NPETEPNEN U3Me-
HeHue — bbina ycTaHoBneHa cneunduyeckas
CTABKA GKLM3A HA MKMBO, O TAKXE MPUHSTO Mo-
NIOXEHME B OTHOLLEHWMM BCEX MOAAKLM3HbIX TO-
BOPOB O €XErofHOM MHAEKCALMM CTABOK QKL=
30B HO MPOTHO3MPYEMbIit YPOBEHb MHBASLMM.
Ho paHHoe nonoxeHue B OTHOLEHMM NMBOBA-
PEHHOM OTPAC/M, K COXANEHMIO, BbIMNOSHSANOCH
e Bcerga. Tak, B 2002 rogy akums 6bin nosbi-
weH Ha 25% npu ypoeHe uHbasumn 15%.

4 g
I N

deprive them from further development. In
February 2004 customs tariffs were reduced
from 10% to 5% for certain kinds of equipment
as a response to numerous appeals of the
Union with a well-reasoned position of the
brewing representatives concerning this issue.

One of the key factors of any industry develop-
ment is the state tax policy. Excise policy is very
important for the brewing as the decisions
made in a legislation sphere may have either
stimulating or restricting effect onto the industry.
Reduction of excise rate in 1996 (from 40% to
15%) contributed to the active development of
brewing (see “Brewing Industry in Russia”
chapter). Since 1997 the excise taxation has
been changed, namely; it was a specified ex-
cise rate for beer as well as it was accepted the
Regulation for all the goods under excise,
which stated the annual indexing of the excise
rates by the predicted inflation level. But unfor-
tunately, this regulation regarding the brewing
has not been always executed. For example, in
2002 excise was increased by 25% at inflation
level of 15%. At the moment excise taxation pri-
or to inflation level is still valid. But some ques-
tions concerning the excise regulation have
been solved in accordance with the internation-
al practice. For instance, in 2001 due to con-
structive cooperation between the Union of
Russian Brewers and State Federal Authorities it
was set a “zero” excise rate for near beer (be-
fore that general excise rate was applied for it).

The most considerable changes have been
made in the sphere of advertising regulations
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MMBOBAPEHHOWM OTPACTIN

Moka onepexatoluee Mo OTHOLIEHUIO K YPOB-
HIO MHPAALMM AKLM3O0OBIOKEHME COXPAHSET-
csi. OfHOKO 4aCTb BOMPOCOB, CBS3AHHBIX C
perynMpoBaHMeM aKLM3OB, BbiNa peLleHa B co-
OTBETCTBUM C MEXAYHAPOAHOM NPAKTHKONM. Tak,
8 2001 rogy 6naropapsi KOHCTPYKTUBHOMY
s3anmopenctemio Cotosa Pocenitckmx Musosa-
pos c deaepanbHLIMM OPraHAMM roCyaap-
CTBEHHOM BNACTM BbiNA yCTAHOBNEHA HyneBast
CTABKA AKLM3a Ha BesankoronsHoe nuBo (A0
5TOrO HO HETO PACMPOCTPaHANAch obLas cTaB-
Ka akumsa).

Hanbonee cepbesHble M3meHeHWs nponso-
wnu B 06nacTU PeryMpoBaHUs PeKNambl M-
BA M BBEAEHMS OTPAHMYEHMM HA PO3HMYHbIE
npoaaxu Hanutka. B centabpe 2004 ropa
sctynun B cuny P3 «O BHeceHWM M3MeHeHwH
B cT. 16 @3 «O pekname», KOTOPbIA COgepPXMUT
psf, OrPAHMYEHMIA peknambl nuea. Tak, cornac-
HO BHECEHHbIM M3MEHEHMsIM, KOTOPbIe SIBASIIOT-
Csl OOHWMMM M3 CAMBIX KECTKMX MO CPUBHEHMIO
C 30KOHOAATENbHLIMM YCIOBUSMU B APYrUX
CTPOHAX, 3AMPELLEHO UCMONb30BATL B PEKIA-
Me 06pasbl NIOAEN M XMBOTHBIX, B TOM YMCre
M OHUMOLMOHHbIE nepcoHaxwu. Peknama He
LOMXHA PACMPOCTPAHATLCS HA TeNeBUAEHNM
c 7.00 po 22.00 4acoB MeCTHOro BpeMeHHM.
Takxe 3anpelleHd pPeknama B KynbTypHbIX
M CMIOPTMBHBIX YYpEXAEHMAX. TAKOro poaa Mus-
MEHEHMS BAUSIIOT HE TOJIbKO HA OCHOBHOM 6M3-
HEeC KOMMOHMI MUBOBAPEHHOM OTpPACAH,
HO M HO CIOXMBLUMECS UCTOPUYECKM HOPMbI
CMOHCOPCKOW NOAAEPXKM KyIbTYPHBIX M Cop-
TUBHBIX MPOEKTOB.

BseneHne orpaHuyennit Ha peknamy u pac-
NPOCTPAHEHWE MUBA HE SIBASETCS HOBOM MHM-
LMATUBOM — NOAOBHOrO POAA PeLLEHMs MPUHK-
manucs B uctopmm Poccin HeopHokpatHo (cm.
rnasy «[lusosaperHas otpacns B Poccun
M B MMpe»), TakxXe CylecTByeT OBWMPHbI
OMbIT PETYNIMPOBAHMS STUX BOMPOCOB B PA3BU-
TbIX CTPAHOX MMpd. B yactHocTH, mexayHa-
POAHbIN OMbIT CBUAETENLCTBYET: Hanbonee
5bbEKTUBHBIMM SIBASIOTCS MEXAHM3MbI COMO-
perynupoBaHmsi.

HeCMOTpﬂ HQA XECTKOCTb NPUHATLIX OrpaHn4ye-
HMIZ, KOMNAHWK OoTpearnpoeasnm HA HUX AO-
CTOFiHO, ele pa3 aokasas, 4TO NMBOBAPEH-
HOa UHAYCTpUA aBnaeTca 3GKOHOI'IOCJ1yLIJH0171.

and limitation of beer retail. In September,
2004 the federal law “About Amendments to
Article 16 of “Advertising” Federal Law” came

into effect. This law contains a number of limi-
tations for beer advertising. For example, in
accordance with the amendments, which are
stricter in comparison with the legislative provi-
sions of other countries, it is forbidden to use
images of people and animals, including ani-
mation characters in advertising. The advertis-
ing should not be broadcast from 22.00 p.m.
till 7.00 a.m. of local time, the advertising is al-
so forbidden in cultural and sport establish-
ments. Such kind of amendments influences not
only the main business of brewing companies
but also sponsorship of cultural and sport pro-
jects, which has its own history.

Implementation of the limitations for advertis-
ing and beer distribution is not something new;
Russia has some examples of the similar deci-
sion in its history (see “Brewing Industry All
Over the World and In Russia” chapter) and
developed countries have great experience of
regulating such issues. In particular, interna-
tional experience confirms that self-regulation
mechanisms are the most effective.

Despite strict limitations the companies reacted
with dignity having confirmed once again that
brewing industry is law-abiding. It has become
possible due to the constructive cooperation
between the Union of Russian Brewers and
Federal Antimonopoly Service in the part of
recommendations development for the appli-
cation of the law. But at the same time legisla-
tion still has some vexed or not finally settled

Bo MHorom ato crano BosmoxHbim 6narogaps
KOHCTPYKTHBHOMY B3aumopeitcteuio Cotosa
Poceuitckmx Musosapos u PepepansbHoit ak-
TUMOHOMOMBLHOM CNYyX6bl B 4ACTU BbIPABOTKM
pPEeKOMEHAALUMI MO MPAKTUYECKOMY NPABO-
NpUMMeHeHuIo 3akoHa. Bmecte ¢ Tem psag
CMOPHBIX UM He A0 KOHLA YPerynmMpoBaHHbIX
BOMPOCOB, MMEIOWMXC B 3aKOHe, Tpebyet
AQNbHENILEN COBMECTHOM paboTbl C 3AKOHO-
AATENSMM M HAA3OPHBIMA OPraHAMM MO WX
YCTPAHEHMIO.

Elwe onHOM 3HAYUMMOM TeMoit Ans pa3BUTHS
NUBOBAPEHHOM OTPACNM SBASETCS 3QKOHOAA-
TeNbHOE PEryiMpoBAHME PO3HUYHOM NMPOAA-
X1 u notpebnenuns nusa. B anpene 2004
roga 8 locynapcrsenHoit lyme B xope obue-
cTBeHHbIX cnywanui npoekta P3 «O cne-
LUMANbHOM TEXHMYECKOM pEerfnameHTe Ha
NMUMBOBAPEHHYIO MPOAYKLMIO U ee NPOM3BOA-
ctBo» Col03 BBICTYMUI C MHMLMATMBOM O 30-
npeTe PO3HWUYHOM MPOAAXM NMUBA HECOBEP-
weHHoneTHnM. BbiseaHo 3710 6bino TeM,
4TO MMBOBAPEHHOE COOBLECTBO CYMTANO
HEOBXOAMMBIM YNOPSAZO4UTb MPOAAXY M MO-
TpebneHnMe NUBA HECOBEPLIEHHONETHUMM.
Bcnen 3a atum lTocypapcteenHas Oyma npu-
CTYynMAa K POACCMOTPEHMIO QAHANOTMYHOTO
npoekta pefepansHoro 3akoHa. B pesynbra-
Te 6bil NPUHAT 30KOH, YCTAHQABAWBAIOLMA
3anpeT HA NPOAAXY MMBA HECOBEPLIEHHO-
NETHUM W ero notpebreHne HECOBEPLIEHHO-
NETHUMM B OBLLECTBEHHBIX MECTAX.

Coto3 Poceuitcknx [uBoBapos HamepeH yae-
NsSiTh Cepbe3HOE BHUMOHME PA3BMTUIO 30KOHO-
TBOPYECKOTO NpoLecca u B byayLiem.

questions requiring mutual collaboration with

the legislators and supervision authorities for
their elimination.

One more important point for brewing develop-
ment is legislative regulation of beer retail and
consumption. In April, 2004 in State Duma dur-
ing public audition of the federal law in drafts
“About Special Technical Limits for Brewing
Produce and lts Production” the Union offered
to forbid selling beer to teen-agers. The reason
for it was that brewing community believed that
it was necessary to regulate sale of beer to
teen-agers as well as its consumption. Right aft-
er that State Duma started examining the similar
federal law in drafts. As a result the law, forbid-
ding selling beer to teen-agers and beer drink-
ing in public places, has been passed.

The Union of Russian Brewers has an intention
to pay serious attention to the development of
law making process in future.
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NMueo n obwecteo

Beer and Society

«B uensx passutus KynbTypbl notpebnenns
nMBa B HALEN CTpaHe Mbl 06a3yemcs npo-
NaraHAMPOBATL U NOMYNSPU3NPOBATL UAEIO
OTBETCTBEHHOrO NoTpebneHns NMBA KAk Ya-
CTN 340pOBOro o6pasa Xn3HM».

U3 Kopekca yectn
POCCUIICKNX NMBOBAPOB

PA3BATUE KYJ1bTYPbI
MNOTPEBJIEHUA TTMBA

Mpobnema uneunusoeaHHOro notpebneHus
NUBA He MOXET He BECNOKOUTL MMBOBAPEHHbIE
komnanuu. B Poceun ona craHosutes ocoben-
HO QKTYQSIbHOM, NOCKOSbKY POCT noTpebieHus
HAMUTKa BbI3LIBAET OnaceHus B obuiecTse.
Mexgy TeMm, Kak MOKa3bIBAET CTATMCTMKA,
8 Poccuu yxe Hauwanu nposensitbes TeHgeHLMM,
XapakTepHble ans eBponeickux ctpat. Poc-
cuitckue noTpebuTen Bce Yale OTKA3bIBAIOT-
Csl OT KPEMKMX CMUPTHBIX HAMMUTKOB B MOMb3Y
BMHA M nuBa. M ecnu paHblue 3Ta TeHAeHUMs
Hanbonee spko nposensnacs B Mockse
n Cankr-lNetepbypre, To ceivac oHa gowna
u po pervoros. B 2004 rogy cpeaHectatuctu-
Yeckui poccusiHmH Boinua nopsiaka 60 nutpos

«To develop beer drinking culture in our
country we undertake to propagandize
and popularize the idea of liable beer
drinking as a part of healthy life».

From the «Code of Honor
of Russian Brewers»

DEVELOPMENT OF BEER
CONSUMPTION CULTURE

The problem of civilized beer drinking makes the
brewing companies anxious. In Russia this prob-
lem has become especially important because
the society is worried for the growth of brew
consumption. In accordance with the statistics in
Russia there appeared tendencies, which are
typical for European countries. Russian consum-
ers prefer wine and beer rather than strong
drinks. If some time ago this tendency was typi-
cal for Moscow and St.-Petersburg, now it has
also spread in the regions. In 2004 average sta-
tistical Russian drank about 60 | of beer what is
2.5 higher than in 1998. (Inhabitants of St.-
Petersburg (about 95 I) and Moscow (75 1) are
much closer to Europe by beer consumption.

CprKTprI npoAaX ankKorosibHbIX HAMUTKOB 1 MMBA HACENEHUIO

Structure of strong drinks and beer sale to the population

mnn aan/ millions USD

[ Boaka u nukepo-sopounblie napenus / Vodka and alcoholic drinks

Buna / Wine

Konbsikn / Cognac
[ Wamnaxckoe / Champagne
I Mueo / Beer

Mcrounmk: Cotos Poceuitckmx Musoeapos / Source: Union of Russian Brewers

Mnn. 9 / Fig. 9
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nuBa, 4TO NoytM B 2,5 pasa Gonble, Yem
8 1998 roay. (Bamxe Bcex no yposHio notpe-
6neHuns nuea k Espone npubansuancs xutenn
Canir-lNetepbypra (okono 95 nutpos) n Moc-
kBbl (0kono 75 nutpos.)

OaHMM 13 OCHOBHbIX GAKTOPOB PA3BMTHS KySlb-
Typbl NoTpebneHus NUMBA ABASETCS BOCMMUTA-
TENbHAS M MPOCBETUTENbCKAS paboTa cpean
HACENeHMs,, 1 MpexXae BCero B CPEAE MOTeH-
LpanbHbIX NoTpebuteneit Hanutka.

«[UTb YMEPEHHO — 3HAYMT NKUTb, HE MPUUMHSS
BPEAA CBOEMY 3[0POBbIO, MUTb B PAMKAX, YCTA-
HOBMIEHHLIX OBLWECTBOM, He 306bIBAS O CBOMX
0B6A3AHHOCTSX Nepen Cembeit v ApY3bsMmu», —
TAK cHOPMYUMPOBAHA MO3ULYMS MUBOBAPEHHbIX
KOMMQHWIA B OTHOLIEHUM TOTO, YTO CYMTATH OT-
BETCTBEHHbIM noTpebnennem nuea. BnusHue
noTpebneHus NMBA HA OPraHW3M 4Yenoseka
ABNSETCA NPEOMETOM M3YYEHMS U OUCKYCCHIA
He TONbKO MPEeACcTAaBUTENEN MUBOBAPEHMUS,
HO WM MEAULMHbI, HOYKHM, OBLLECTBEHHOCTH.

MpoBeneHHble B Pa3HbIX CTPAHAX MCCAEAOBA-
Hus nokasanu'’, 4To ymepeHHoe ynotpebne-
HWME MUBA — OKONO O[HOM KPYXKM B A€Hb — MO-
XeT BbiTb nonesHbIM ans opranunama. dencrene
HaNUTKa 0ByCNOBAEHO COAEPXAHWEM B HEM
PO3AMYHBIX XMMUYECKMX BELLECTB.

C Tex nop KAk NoAU CTAnN BApUTbL MUBO,
OHM HaXOAWIN B HEM BCE HOBbl€ U HOBbIE
uenebHsle covictea. B cpepgHmne seka nuso
NpPeAnnCcbLIBANOCh AN U3rHAHUSA KAMHEN U3
noyek v gnsa nedeHns ncrowenms. YN cerop-
HSl U3BECTHbI LeNNTeNbHbIE CBOWCTBA Lue-
noyHoro [ne3eHckoro nusa: Bpa4yn nog-
TBEPXAAIOT, 4YTO 3TO NUBO pdaspyliaer
KAOMHU B NOYKAX.

Musom pactmpann yromneHHble Horn no-
cne ganbHei goporu. B XVI seke sHameHn-
o1l [Mapayensc neunn 6onesHn nedeHm

' B rnaBe MCnonb3oBAHbI CBEAEHMS, COAEPXALLMecs
8 6potuiope «O nosnbse yMepeHHoOro noTpebnens n1eas,
M3naHHOM AccoumaLpert MMBOBAPEHHbIX KomnaHuit Espo-
nbi 8 2002 r. (pycckoe n3aaHue NoaroToBAEHO MO MHMLMA-

TMBe 1 npy coaeicTeum komnakmnn «CAH Untepbpio»).

One of the main factors of development
of beer drinking culture is education of the
population especially the potential consumers

of the drink.

“Moderate drinking is drinking, which is not
harmful for health, it is within the limits, set by
the society..., it is necessary not to forget about
the obligations in the face of a family and
friends” that is the position of brewing compa-
nies concerning liable consumption of beer.
Influence of beer onto the human organism is
being studied and discussed not only by the
representatives of brewery but also by medi-
cine, science and people.

Researches, made in different countries,
showed '? that moderate drinking of beer, i.e.
about one glass per day; can be useful for the
organism. The effect of a drink depends on the
content of various chemical substances.

Ever since they began to brew beer, peo-
ple found new remedies in this product
over and over again. In the mid centuries,
beer was considered to take out kidney
stones and cure of atrophy. Today, the cur-
ative effect of alkaline Plzen (Pilsen) beer is
widely known. Thus, doctors confirm than
this sort of beer destroys kidney stones.

Exhausted after a long walk, people used
to chafe sore feet with beer. In the six-
teenth century, the famous Paracelsus al-
ways treated liver by fern beer, and cured
of illnesses of respiratory tract with sage
beer. Beer was used in the mid-century
cosmetology for the rejuvenating of skin.
Workers of mid-century breweries rarely
suffered from devastating cholera epidem-
ics in Europe.

Beverage Tasting Institute of Munich pro-
vided results of scientific research, proving

'* The information used in the chapter is taken from
“About Use of Beer Moderate Drinking”, edited by the
Association of Brewing Companies of Europe in 2002.
(Russian edition is prepared under the initiative and with

the support of “SUN Interbrew”).

NanopoTHMKOBbLIM NMBOM, a 3aboneBaHus
AbIXATENbHBIX MyTe — NUBOM U3 wandes.
Muso ncnonesoBanocs B cpeaHeBeKoBoOM
KOCMETOJIOTMWN JAJI OMOJIOXKEHUSA KOXM.
OnycrownteneHble 3nuAeMUN Xonepbl
8 EBpone pepko 3arparmsann paboTHnKos
CcpenHeBEKOBbIX MUBOBAPEH.

MioHxeHcKMIn MHCTUTYT NMBA HAOY4YHO AOKa-
3a71, YTO OAMH NTP HEPUABTPOBAHHOTO NN~
Ba B 10 pas nonesHee, 4eM oANH NUTP Mo-
noka. Muso y ckananHasos — o¢puumanbHo
paspeLueHHbIN MEAUKAMMN AHTULENPECCAHT.

U3 knuru Jlaspenosoii I'.B.
«lMuBso n 3g0poBbe»

M1BO — eaMHCTBEHHbIM HAMUTOK, COAEPXALLMIMA
XMefb, KOTOPbIX GKTUBU3UPYET BbILENEHUE XKENy-
[OYHOTO COKO M MOAGBASIET HEXeNaTeNbHOe BO3-
AencTteue ankorons B nuee. [lepewepwue us
XMens B MUBO AKTUBHbIE BELLECTBA OKA3bIBAKOT
ycnokausaiolee 1 boneytonsiowlee gencreue,
TOPMO3SIT POCT M pasMHoxeHne baktepuit. C co-
FIOAOM B MWBO NOMNAAAIOT yrnesodsl, Hbenkosble
COEAMHEHUS, MUHEPAbHbIE BELLECTBA, MMKPO-
3MEMEHTbI U BUTAMMHbI, PpeHONoBbIE CoeamHe-
HUS, KOTOpbIE YNABAMBAIOT B Tene cBobonHbie
PAAMKAIbl M MPENATCTBYIOT PA3BUTUIO PAKOBbIX
knetok. C 3TOM TOUKM 3peHus N1BO, 0COBEHHO
HeUNLTPOBAHHOE, TAK XE MO3UTUBHO BAMSET
HQO OPraHW3aMm, Kak u KpacHoe BuHo. bnaropaps
HU3KOMY COAEPXAHMIO KAMbLMS M BLICOKOMY CO-
AEPXAHMIO MATHUS TUBO MOXET UrPATh BAXHYIO
POk B NPEAOTBPALLEHMM OBPA3OBAHUSA KAMHEN
B noykax®. B HacToswee Bpems naet usyyerne
ceoitcTe BesankoronsHoro nuea. [onyyeHHsie
HO AGHHbBIA MOMEHT PE3ynbTaThl NOKA3bIBAIOT,
4TO 6NAroTBOPHbLIN 3hdEKT NPUCYLL U STOMY
COPTY HAMUTKA.

B.KnemeHT, MMHUCTP 3KOHOMUKM 1 TPyAA
lepmannu: «Mnueo obnapaer Hacronbko no-
Ne3HbIMU NS 3[0POBbsi KAYECTBAMMU, HTO
ero cnefyeT NpoAaBATh B ANTEKAX CTPAHBI».

A. A. Maranu¢, pykosogutenb KAMHUKMN Ncu-

XOJIorn4yeckon apanTaumm, NCUXMaTp-HapKo-
nor: «[TMBo — 0f4HOBPEMEHHO 1 ANKOrOsbHbINA

? Uctounnk: Jlasperosa I. B. «[nso u spoposbes.

that one liter of non-filtered beer is 10
times better for health, than one liter of
milk. Beer for Scandinavians is an anti-de-
pressant, officially approved by physi-
cians.

Abstract from the book “Beer and
health”, by G.V.Lavrenova

Beer is the only drink to contain hop extract. It
boosts gastric secretion and suppresses ad-
verse action of beer alcohol. Passing through
hop extract to beer, slowing down growth and
generation of bacteria, active substances act
as sedatives and pain killers. Malt brings into
beer the following: carbohydrates, albuminous
compounds, mineral substances, micro ele-
ments and vitamins, phenolic compounds,
which trap out free radicals in the body and
prevent development of malignant cells. From
this point of view, beer, especially non-filtered
beer, impacts the organism in the same positive
way, as red wine. Thanks to low content of cal-
cium and high content of magnesium, beer
may play an important role in prevention of
formation of calculi in kidneys®. At present,
surveys of behavior of non-alcoholic beer are
carried out. Results of the surveys, which al-
ready have been received, show that this type
of drink also works positively.

V.Klement, Minister of Economics and
Labor, Germany: “Beer is an especially
wholesome product for human health, so
it should be on the market in the country’s
drugstores”.

A.A. Magalif, Head of clinics of psycho-
logical adaptation, psychiatrist, substance
abuse professional: “At the same time,
beer is an alcohol-containing product, and
an alimentary product. It contains a lot of
substances, which are beneceptors, in
case of reasonable consumption”.

A.V.Nemtsov, Head of department,
Scientific Research Institute of Psychiatrics,
Ministry of Health, Russian Federation: “If
our people switch to beer consumption,

2 Source: Lavrenovw G.V. Beer and Health.
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HANUTOK, U NPoAyKT nutaxus. B Hem cogep-
)KMTCS MHOTO BELLECTB, KOTOPbIE B PA3YMHbIX
A030X MOJIe3HbI A1 OPTraHU3MA».

A.B.Hemuos, pykosoauten» otaena HUU
nenxuarpum Munsgpasa P®: «lMepexog Ha-
ceneHns Ha notpebneHue NMBA, NIMEHEHNe
CTPYKTypbl NOTPe6neHns, KynbTypbl NoTpe-
6n1eHNs TONBKO O3A0POBUT HALLY CTPAHY».

DopmupoBaHme KynbTypbl NoTpebneHus Hanu-
TKQ — [JJIMTENbHbIA NPOLECC, Pe3yNbTAT KOTOPO-
IO 3ABUCMT OT YCUIMIM PA3NMYHBIX rpynn obLe-
CTBA, KOMMAHMWM, FTOCYAAPCTBA M CAMMX NIOAEN.
B Poccuu ceropHs HeT cnoxuslueitcs Tpagmumm
notpebneHnsl NMBA B OTIMYME OT 3AMALHBIX
CTPAH, NO3TOMY €€ HYXHO CO3[aBATh, CYUMTAIOT
NMBOBAPLI, HO HE C MOMOLLLIO 3ANpPeTos,
a BOBPOBOMBHLIMU MHULMATUBAMM U UHTEPEC-
HbIMW ANsi noTpebuTenen METORAMM.

OcosHasas ceoi Bknag B 310t npouecc, Co-
03 Poccuiicknx MNiusosapos 1 nueosapeHHbie
KOMMQHUM BeLYT QKTUBHYIO MHGOPMALMOH-
HYIO 1 NPOCBETUTENLCKYIO fesTensHocTs. Hec-
MOTPS HO «AEMOKPATUYHOCTb» HAMUTKA, Y He-
ro 6orartas ucropus u Tpagmumn. Ecam mx
3HATb, NOTPEBNEHME MMBA MOXET CTATb HE Me-
HEe apMCTOKPATUYHBIM, Yem noTpebreHne
LWAMMAHCKOro Min poporux BuH. Ha caitax
MHOTUX KOMMAHWI NyBrnKyloTCs cneunanb-
Hble CTPAHMLbI, HO KOTOPbIX PACCKA3bIBAETCS
06 UCTOPMM M CBOMCTBAX HAMMTKA, COYeTae-
MOCTU C PA3NMYHBIMM MULLEBBIMUA NTPOAYKTAMM.
HekoTopbie npeanpusatusi oTKPbIIM HA CBOMX
TEPPMTOPMAX My3eW MUBA — STO BU3YQNU3M-
poBAHHAs POPMaA MpHobLieHns noTpebutens
HE TONbKO K MPOLECCY NPOM3BOACTBA HAMM-
TKAQ, HO M K MUCTOPWUM CBOEro rOPOAd MM
obnactt. MHorMe KOMMAHMM OPTraHMU3YIOT K-
CKYPCMM HQ 30BOAbI, MPEAOCTABASS BO3MOX-
HOCTb JIIOASM CBOMMM FA3AMM YBUAETb, KAK
BOPMTCS MMBO, M BXMBYIO MOOBLLATLCS C MUBO-
BOAPAMMK.

Mo mHmumatuee Corosa Poceuitckmx MNusosa-
POB yuYpexaeH HOBbIM NpasgHuK — [eHb nueo-
BAPA, KOTOPLIM €XErofHo OTMEYaeTCs BO BTO-
pyto cy660Ty uioHs. B 3ToT meHb uectsyioT
PABOTHUKOB MMBOBAPEHUS, KOTOPLIE JOCTOMHbI
HE MEHBLIEro YBAXEHMs, YeM NpeacTaBuTenu
ApYrvx npopeccui.

and the structure and the culture of con-
sumption will change, it will only restore
the health of people in this country”.

Formation of culture of consumption of a drink
is a long process, and the result of this process
depends on efforts of various society groups,
the state and people themselves. In difference
from Western countries, beer consumption tra-
dition in Russia is not fully formed. According to
brewers, such a tradition should be created,
but not based on prohibitions, but with help of
voluntary initiatives and consumer-oriented
methods.

Understanding its input in the above-men-
tioned process, the Union of Russian Brewers
and breweries are leading a dynamic informa-
tional and educational activity. The drink has a
rich history and traditions, despite the fact that
it is known as “democratic”. If we are aware of
the history and traditions, beer consumption
may become even more aristocratic, than con-
sumption of champagne or expensive wines.
Numerous corporate web sites contain special
pages which are on the history and peculiari-
ties of this drink, its compatibility with various
alimentary products. Some breweries opened
beer museums on their premises. Not only it is
a visualized form of consumer attraction to the
process of beer production, but also it boosts
interest in the history of people’s native town or
oblast. Many companies arrange brewery
tours, providing people with a possibility of
seeing how beer is brewed and live communi-
cation with brewers.

At the initiative of the Union of Russian
Brewers, a new holiday — Brewer’s Day — was
affirmed. This holiday is annually celebrated
on the second Saturday of June. Brewers are
honored on that day, because they deserve as
much appreciation as professionals of other
spheres.

Beer holidays and festivals have become tradi-
tional events in Russia. The “Pikra” was the first
to hold “The beer day” in 1995, and now cel-
ebrating in many towns of this country became
a tradition. The tradition of beer festivals was
transmitted to Russia from countries where
brewing is a deep-seated tradition. For dozens

Mpasarnkm 1 bectusanm nuea (3Ty Tpaguumio
Hauana komnanus «[ukpax, koTopas Biepable
nposena «LeHb nueax» B 1995 roay) cranm yxe
TPAAMLMOHHBIMU MeponpusiTusmu B Poccuu
M MPOXOAST BO MHOMX ropogax crpaHsl. [us-
Hble pectuBanu B Poceuio npuwnu ns crpan
C UCTOPUYECKMMM TPAMLMAMU MMBOBAPEHUS —
OHM [EeCsTKM M COTHM neT nposogatcs B [epma-
Huu, Yexmu, BenukobputaHumm u B ppyrux
CTPAHAX MMPA M CTANM HO CETOAHALWHWA LEeHb
baKTUYECKM MACLITABHBIMKM HALMOHAbHBIMM
06LeCTBEHHBIMU MEPOMPUSTUIMM, OCHOBHOM
307,a4ei KOTOPbIX ABASETCS CONMKEHMUE TIOAEN,
YKpenieH1e B MX CO3HOHMM 0bpa3a nMBA Kak
HAMWUTKA, CO3AAHHOTO s obLLeHus.

MuBoBapEHHBIE KOMMNAHMM CNOCOBCTBYIOT pa-
3BMUTMIO CMELMANbHbIX MUTEMHbIX 3aBeAeHWUN
(pectopaHos 1 kade), npuyuas notpebutene
K KPACKMBOM M KyJbTYPHOM OBCTAHOBKE, OTCYT-
cTBMiO Mycopa. B kavecTBe coBMeCTHbIX Mpoek-
TOB MO PA3BUTMIO CETH NOJOBHLIX 30BEAEHUH,
KOMMAHUM PEAnM3YIOT CreuuanbHbie NPOorpam-
Mbl. «CAH Untepbpio», Hanpumep, nposoaut
Ha 6ase ceoero YyebHoro ueHTpa obyueHne
6apPMEHOB NPABMIAM HANUBA NUBA.

Psin KoMnaHWit nspaeT npocsetmTensckue Byke-
Thl, B KOTOPbIX HAPSdy C PACCKA3AMM O MOMb3e
M CBOMCTBAX MMBA COREPXXATCS! NPedynpeXaeHms
O NOCNEACTBMSIX Er0 HEYMEPEHHOro notpebne-
HWS: MHPOPMMPOBAHHBINA NOTPEGUTENL AOMKEH
HECTM OTBETCTBEHHOCTb 30 CBOE AAbHEMLLEE MO~
BefeHre cam. Tak, [pynna komnaxum «XeiHekeH»
onybnukosana BykneTsl «AnKoross U 340pOBbE»,
«PykoBOACTBO MO MPMHLMNGM KOMMYHUKATMBHOM
noautukm koHuepHa Heineken», «AnkoronbHas
nonutuka koHuepHa Heineken». «CAH Untep-
6pto» BeinycTina nepesog, 6powtopsl «O nonbse

yMepeHHoro notpebnenums nuea». Komnawus

and hundreds of years, these events have been
held in Germany, Czech Republic, Great
Britain and other countries. In fact, these festivi-

ties have presently become national social
events, and their key task is to make people
close and fix in their minds the image of beer as
a drink for companionship.

Breweries promote development of special
drinking houses (restaurants and cafes), mak-
ing consumers accustomed to attractive and
civilized atmosphere, lack of rubbish all
around. Beer producers jointly implement spe-
cial programs on the development of chain of
such establishments. For instance, “SUN
Interbrew” arranges training for barmen on the
basis of its beer academy training center. Thus,
they teach barmen to tap.

A number of companies publish educational
leaflets, in which they tell that beer is whole-
some for human health, list beer characteristics
and advise of consequences of unreasonable
consumption. Thus, being informed, consumers
must be responsible for their future behavior.
For example, Heineken Group issued leaflets
named “Alcohol and Health”, “Key directions
to principles of communications policy of
Heineken”, “Heineken Alcohol Policy State-
ment”. “SUN Interbrew” issued the translation
of a leaflet “Benefits of moderate consump-
tion”. “Ochakovo” issued a leaflet “Nine
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«QOuakoBo» mapana byknet «9 BaxHbIX NPABMI,
cobntofieHne KOTOPbIX MOMOXET PA3BUBATL KyJlb-
Typy noTpebneHus HamMTKa.

OpHruHanbHBIM NTPUMEPOM MPOCBETUTENLCKOM
pPabOTLl MOXET CIY>XMTb NAPTHEPCKMI NPOEKT
«BeHbl» ¢ KOxHO-Ypanbcknm rocyaapcTBeHHbIM
YHMBEPCMTETOM, KOTOPbLIA NpefycMaTpusaeT
nocne npoBefeHMs NEKUMIA MO MEHELXKMEHTY
M APYTMM y4ebBHbIM TEeMaM, KOTOpble BegyT
NPeLCTABMTENM KOMMNAHWMM, 0BCyXaeHMe BO-
NPOCOB KynbTypbl NOTpebneHus nuea.

OgHa u3 nocneghunx uunumatue Corosa Poc-
cuitcknx MNueoBapos — opraHnsaums 1 npose-
nenune Bcepoccuitckoro koHkypca XypHanu-
cto «[1MBO U 0bLwecTBOY», Lenb KOTOPOro —
cnocobcTeoBaTH NPOdECCMOHANBHOMY OCBE-
LUEHMIO B NPECCe TEM, CBA3AHHBIX C NPOU3BOS-
CTBOM M noTpebneHnem nuea.

OTBETCTBEHHbI MAPKETUHT
N PEKITAMHASA OEATESTIBHOCTb

B obnactn otBeTCTBEHHOrO BEAEHUA MAPKETHH-
ra U PEKNAMHOMN AesTeNbHOCTU 0coboe Mecto
Takxe ygensietcs monogexu. Komnanuu pas-
AensioT No3MUMIO O TOM, YTOBLI He MCMOoMb3o-
BATb B pekname MonopexHsie obpasbl U He
CBSA3bIBATL YNOTPEBIeHUe HAMUTKA C yCrnexom
B KM3HM, Q TAKXE HE PA3MELLATb PEKNAMY Psi-
AOM CO LUKOMOMM, AETCKUMM CAAOMM, MrPOBbI-
Mu nnowagakamu. Kpome toro, «CAH Uhrep-
6pto», HaNPUMEp, 3aNpeLLaeT UCNoNb3oBATH
JIOrOTHMbI CBOMX BP3HAOB B MATEPUANAX, NPea-
HO3HAYEHHBIX ANS MOAPOCTKOB, U HE UCMONb3Y-
€T B PEKIAMHbIX PONIMKAX My3biky, 06pasbl
M CMMBOSbI, KOTOPbIE MOTYT OKA3ATLCS MPMTS-
ratenbHbiMM gns monogexu. SABMiller ve po-
nyckaeT obpalieHne B pekname K Hecosep-
LIEHHONETHUM U UCMONb3OBAHME M306PaXeHHs
HECOBEPLUEHHONETHUX JINL,.

Mpeacrasuteny NMBOBAPEHHOM OTPACHM He
TOMbKO MOAAEPXMBAAM 3AMNPET HA MPOAAXY
N1BA HECOBEPLIEHHONETHUM, HO M MPUHUMANH
cobCTBEHHbIE  KOPMOPATMBHbIE MPABMAQ,
OrPAHMYUBAIOLLME BO3AEHCTBME PEKNAMHBIX
MOTEPUANIOB U MAPKETUHIOBLIX AKLUMA HA
HecosepleHHoneTHnx. Hanpumep, «CAH
Mutepbpio» n «Kanyxckas nusosapeHHas

Important Rules”, stating that the compliance
with the described rules will help develop beer
consumption culture.

Partnership project of “Vena” with South Urals
State University may serve as an original ex-
ample of educational work. This project envis-
ages discussion of issues of beer consumption
culture after each lecture on management and
other educational topics, held by representa-
tives of the company.

One of the latest initiatives of the Union of
Russian Brewers targets arrangement and
holding of the All-Russia Journalist Contest
“Beer and society”. The goal of this contest is
to promote professional coverage in press of
topics, related to beer production and con-
sumption.

RESPONSIBLE MARKETING
AND PROMOTION

Young people deserve special attention, when
we are talking about responsible management
of advertising activities and marketing commu-
nications. The companies share the same feel-
ing that youth images should not be used in
advertising and a drink should not be related
to success in life, and also not to place adver-
tising near schools, kindergartens, play-
grounds. In addition, “SUN Interbrew” pro-
hibits to use the logos of its brands in
materials, supposed to be for teenagers and
does not involve in its commercials music, ima-
ges and symbols, which may turn out to be at-
tractive for youngsters. SABMiller would not
permit appeal to persons under age in com-
mercials, as well as usage of images of per-
sons under age.

Not only representatives of the brewing indus-
try supported the ban on beer sales to persons
under age, but also accepted their own corpo-
rate rules, limiting the impact of promotional
materials and marketing actions on persons
under age. For instance, “SUN Interbrew” and
“Kaluzhskaya pivovarennaya kompaniya”
/Kaluga Brewery/ do not sponsor and do not
exercise beer promotion at the events, where

KOMMAHUS» HE CMIOHCUPYIOT U HEe OCYLLECTBAS-
0T NPOABUXEHME MUBA HA MEPONPHUATUAX,
BOMbWMHCTBO YYACTHUKOB KOTOPbIX COCTABASI-
et monoaexb o 18 ner. SABMiller, «Bena»
u Konuepr Heineken He gonyckatot Hecosep-
LEHHONETHUX MOCETUTENEN HA CBOW JIOKAMb-
Hble M MeXAYHOpPOAHbIE CANTbI KOMMOHMMA
u cairtel 6panpos. Konuepr Heineken, kpome
TOro, BEAEeT NOCTOsHHbIE AManoru ¢ obuwe-
CTBEHHOCTbIO, O MPEAnpPUaTMS, BXoAsALMeE
B €ro COCTOB, NMPUAEPKMBAIOTCS KOPMOPATHB-
HOW QNKOrOfbHOM MOSIUTMKH.

Muorne komnanun ocobo obpawatoT BHMMA-
Hue B paboTe CO CBOMMM OMNEPAMM HA HEOBXO-
AMMOCTb COBNIOAEHMS 30KOHA B OTHOLLEHUM pe-
QnM3aLMKM NPOAYKLMM HECOBEPLUEHHONETHUM.
Coto3 Poceniickunx Musosapoe paspabatbiaer
CcreupanbHbIi 3HOK, KOTOPLIM ByaeT pasmeLLaTb-
Csl B MECTAX NMPOAAXM M B PeKname u npegy-
NPexaath O 3anpere NPOAAXM MUBA FPAXAA-
Ham, He gocturiumm 18-neTHero Bospacra.

PacnpoctpaneHHoit npakT1kon siasieTcst npo-
BEe[leHWE LieNeBbiX MPOrpamMMm M akumid, agpe-
COBQAHHbBIX MOMOAEXW M HAMPABAEHHBIX HA
nponaraxgy 3gopoeoro obpasa xusu. Poc-
CUIACKME KOMMOHMMU HE SIBASIOTCS MCKIIOYEHM-
em. Tak, Kanyxckas nMsoBapeHHas KoMnaHus
coBmecTHo ¢ PoOHAOM MONOLEXHOM MHULMA-
Bbl «JTlobomup» nposena nofobHyo aKumio
y cebs B ropoge. «Ddec» paspaboTtan Kom-
NAEKCHYIO NPOrPAMMY OKTUBHOM NPOdUAaKTH-
KM HOPKOMGOHMM M OBLLEro 03A0POBNEHMS MO-
noAeXu «AnbTepHATUBA», B PAMKAX KOTOPOH,
B YACTHOCTM, BbInM NokasaHsl 18 Tenesnsmnon-
HbIX POJIMKOB COLMANBHON PEKIAMBI «3Be3abl
CNopTa» C y4aCTUEM BeAyLMX CMOPTCMEHOB
CTPGHSI.

OpHako Monoaexs — He eMHCTBEHHAS LieneBast
rpynna CoLMAnbHO OTBETCTBEHHOTO MAPKETUHIA
KOMMaHWK. Pag uHmMumatve Hanpaenex Ha npe-
AOTBPALLEHWE BOXAEHMsS aBTOMOGMNS nocrne
ynotpebneHus ankorons, notpebnexus nusa
6epeMeHHbIMM XXEHLUMHOAMM, IIOAbMM, CTPOAAIO-
LMMM HEKOTOPBIMM 3060N1EBAHMAMM, M NPEACTA-
BMTENSIMM APYrMX TPYNN prcKa. Tak, KOMNaHuert
«CAH MHTepbpto» Bbin NOaroTosneH Buaeopo-
vk «He capuce nbsiHbIM 30 pynb», KOTOPBIN Ae-
MoHcTpuposancs 8 2004 rogy Ha deneparnbHbix
M PErvoHanbHbIX TENEKAHANAX.

persons before 18 years of age make the larg-
er part of the participants. SABMiller, “Vena”
and Heineken Group do not let persons under
age to visit their local and international web-
sites of companies, as well as websites on
brands. Besides, on a permanent basis,
Heineken Group conducts dialogues with
stakeholders, and its breweries adhere to the
corporate alcohol policy.

Speaking about work with dealers, a number
of companies pay special attention to necessi-
ty of compliance with the law with relation to
the sales of their products to persons under
age. The Union of Russian Brewers is currently
working on the development of a special sign,
which will be placed in points of sales and ap-
pear in advertising, notifying of the ban on
beer sales to citizens, who have not reached
the age of 18.

A widely-known practice is holding of goal-ori-
ented programs and actions, addressed to
young people and directed at propaganda of
the healthy lifestyle. Russian companies are not
an exception to the rule. Thus, jointly with the
Youth Initiative Fund “Lubomir”, “Kaluzhskaya
pivovarennaya kompaniya” /Kaluga Brewery/
held a similar promotion action in their town.
“Efes” worked out a comprehensive program of
active prevention of drug addiction and overall
improvement of young people health. This pro-
gram is called “Alternativa”. In particular, 19 TV
social commercials called “Sport Stars” with
leading sportsmen of the country as participants,
were demonstrated within the framework of this
program.

Meanwhile, young people are not the only one
target audience of socially responsible market-
ing of companies. A series of initiatives is aimed
at “drunken” driving prevention, consumption
of alcohol by pregnant women, people, suffer-
ing of some chronic diseases, and representa-
tives of other “groups at risk”. Thus, “SUN
Interbrew” prepared a video commercial
“Don’t drive when you are drunk”. In 2004, it
was on federal and regional TV channels.

The ethical component of advertising activity
is controlled by corporate internal docu-
ments. Besides an anti-alcohol manifest,
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ST14eckas COCTABMSIOLLAs PEKIIAMHOM AesTenb-
HOCTM KOMMOHUI PErynnpyeTcs BHyTPEHHUMM
pokymeHTamu. Kanyxckoi nMBoBapeHHON KOM-
NaHWeNi, NOMMMO QHTMAIKOrOLHOTO MAHUde-
CTa, NPOMNAraHAMPYIOLWEro OTBETCTBEHHOE
ynotpebnenue nuea, nputst Kogekc kommep-
4eCKOW KOMMYHMKALMM, ONPEAENsioLmMi OCHOB-
Hble MpuHUMNBEL peknamsl Hanutka. Kopekc
LOMOHSIET BCE YCTAHOBJIEHHbIE 30KOHOM Tpebo-
BOHMS M UCXOZMUT M3 Toro, 4to nobas popma
KOMMEPYECKON KOMMYHMKaLWK (peknama) aon-
XHQ OTBEYATh MPUHUMMIAM AOBPOCOBECTHOM
KOHKYPEHUMM U AOCTOMHOM [eNOBOM STUKM.
B «CAH Untepbpio» pykoBogCTBYIOTCS NPUHLM-
namu: Bce GOPMbI NPOABMXEHMS 6p3HLOB
LOMXKHbI BbITb 30KOHHBI, JOCTOBEPHbI M COOTBET-
CTBOBATh TPebOBAHMSIM MOPANM M STUKM.
Ha MunycuHckom nuB3aBoge cYMTaloT: MCMosb-
30BOHME YYXMX MOEM M 3HOKOB HECOBMECTUMO
C COLMASIbHO OTBETCTBEHHbIM MOBEAEHMEM.

CMOHCOPCTBO
N BITATOTBOPUTESTBHOCTb

MpakThyeckn Bce KOMMAHMKM OTPACM BLIAENSIOT
CPEACTBA HA CoLpanbHble, KySbTyPHbIE M CrOp-
TeHble npoektbl. B 2004 rogy obuwwe sarpare
NMBOBAPOB HA CMOHCOPCTBO M MELEHATCTBO —
cocraeunu nopsaka 50 maH gonnapos. Obbem
CPenCTB, KOTOPbIE BKNAABIBAET B NOJO6GHbIE NPo-
FPOMMbI KAXAAS KOMMAHMS, B 3ABMCMMOCTM

oT macwtabos npouseoacTea  konebnetcs

which advocates responsible consumption of
beer, “Kaluzhskaya pivovarennaya kompani-
ya” /Kaluga Brewery/ adopted a Commer-
cial Communications Code, which determines
the basic principles of beer advertising. The
Code adds to all the requirements, established
by the law, proceeding from the fact that any
form of commercial communications (advertis-
ing) should comply with principles of fair com-
petition and well-deserved, appropriate busi-
ness ethics. “SUN Interbrew” follow these
principles: all forms of brand promotion should
be legal, authentic and comply with moral and
ethical requirements. Minusinsk brewery pro-
fessionals consider that usage of borrowed
ideas and symbols are not compatible with so-
cially responsible behavior.

SPONSORSHIP AND CHARITY

Practically all companies of the industry allo-
cate means on social, cultural and sports pro-
jects. In 2004, total costs of brewers on spon-
sorship and charity accounted for 50 million
dollars. Depending on the production capaci-
ty, amounts, which are invested by each com-
pany in such programs, vary from dozens

thousand rubles to millions of dollars.

B npeaenax oT HEeCKOJIbKMX AECATKOB ThiCAY PY-
6nei A0 HECKOJIbKMX MUIINTMOHOB A0NNAPOB.

Mtorve koMnaHWUK CTpemsTCs YiTH OT paccMo-
TPEHMSI XAOTMYECKM MOCTYMAIOWMX 3AMNPOCOB HA
oKa3aHMe nomou, GOPMYNMPYs MPUHLMMLI
CMOHCOPCKO# M BaroTBOpUTENbHON fesTENbHO-
ct1. B kopriopatuBHbIX AOKYMEHTAX Onpeaensitor-
sl IPMOPHTETBI M OTPAHUYEHMS, O TAKXKE MOPSAOK
NPenoCcTaBneHMs NOMOLLM (MPUMEPOM TAKOTO
noaxonaa siensiercst «[lonuTtika Beicliero pykoeog-
CTBA KOMMAHMK B 0BIACTH CMOHCOPCKOM 1 Braro-
TeopuTensHon aestensHoctn OAO «Tukpas).

Mopnepxka obpaszosaHms

Mtorue nuBoBapeHHble KOMNAHWM NOAAEPXM-
BAIOT y4ebHblE 3ABEEHMs, OKA3bIBASi PA3HOCTO-
POHHIOIO MOMOLL — OT OPFaHU3ALMM MPA3AHK-
KOB A0 pUMHAHCMPOBAHMS 06PA30BATENbHBIX
NPOEKTOB W nokynku obopygposanus. [pume-
POM MAPTHEPCKOrO COTPYAHMHECTBA TAKOTO PO-
aa ssnsetcs npoekt OAO «fpnueo» n Bopo-
HEXXCKOM TEXHONOrMYECKOM aKAAEMMM.

MomoLLs NMBOBAPEHHbIX NMPEANPUITUIA MOXET
BbITb CBA3AHA C AESTENbHOCTHIO KOMMAHMM,
KOTAQ OHA MPUHUMAET HQ CTAXWUPOBKY BbIMYCK-
HMKOB BY30B M CTY[EHTOB, MONY4QIOLMX
onpegeneHHble CNELMANbHOCTH, MM PUHAH-
cupyeT TemaTnyecku bnuskue yuebHbie Kypchbl
(Hanpumep, «bantuka» dunaHcuposana oby-
yeHue rpynnsl ctypeHtos Camapckoro rocy-
AAPCTBEHHOrO TEXHMYECKOro yHMBEpCHUTETA
no nporpamme «lexHonorns GpoamnbHbIX
NPOU3BOACTE M BUHOLENMSA» — CEMYAC HEKOTO-
pble BbiyCKHMKM By3a paboTtaloT Ha 3aBofe
«bantuka-Camapa»). MHorue nusosapeHHsie
KOMMOHMU MPEAOCTABNSIOT CTYAEHTAM MMEH-
Hble cTunengmn. Ho B GonblumHcTBe cnyyaes
61aroTBOPUTENbHAS MOMOLb HE CBA3AHA
C OCHOBHO/ [ESTENbHOCTbIO MPEnnpUITUM.
Tak, «CAH MHtepbpio» BhicTynuna renepans-
HbIM CMOHCOPOM npoekTa B obnactu obyuye-
HUS MEHEOXMEHTY PYKOBOAMUTENEN POCCUM-
CKUX NPEAnpUATUMA.

nVIBOBCIpeHHbIe KOMNAHWKU noAaaepXMBAOT
OEeTCKMe AoMA, NOMOraloT WKOJAM, OETCKMUM
cangam. TOK, KoMnaHus «ToMckoe NUBO» MoJ-
HOCTbIO OCHACTMNQ BCE€ LWKONbI KMPOBCKOFO

Formulating principles of sponsorship and
charity activity, many companies tend to
avoid consideration of chaotically coming re-
quests of financial aid provision. Priorities and
limitations, as well as order of aid provision,
are formulated in corporate documents. “The
policy of top management of the company
with relation to sponsorship and charity activi-
ty, “Pikra”, may serve as an example of such
documents.

Education Support

Many breweries support educational estab-
lishments, rendering various types of aid, from
arrangement of holidays to financing of edu-
cational projects and purchase of equipment.
A project of “Yarpivo” and Voronezh Tech-
nology Academy may serve as an example of
such partnership cooperation.

Assistance of breweries may be related to the
activity of companies, which welcome gradu-
ates and students, who are studying to become
professionals in specific fields, or finances train-
ing courses, which are thematically close. Thus,
“Baltika” financed training of a group of stu-
dents of Samara State Technical University on
the program “Technology of fermentation and
wine-making”. Now some of the university
graduates work at the brewery “Baltika-
Samara”. Many breweries grant endowed
scholarships. Meanwhile, in most of the cases
charity is not related to the basic activity of
breweries. Thus, “SUN Interbrew” acted as a
general sponsor of the project on education in

management for leaders of Russian enterprises.
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paroHa r. TOMCKO COBPEMEHHBIMKU KOMMbIOTEP-
HbIMM KJTACCAMM.

Mopaepkka Hay4YHbIX MEPOMPUSTHIT — elle of-
HO HaMpaeneHue GNAroTBOPUTENLHON AesTENb-
Hoctu nusosapos. Hanpumep, OAO «Spnuso»
OKA3Q/I0 MOMOLLb B MOATOTOBKE M MPOBEAEHMM
XX MexayHapogHoro koHrpecca «MHdpekumm
M anNeprm HOCa».

MNomolub B coupanbHoi cepe

[leTn-cupoTbl, MHBANUABI, BETEPAHBI, XHUTEMM
CeMbCKMX POMOHOB, MANOMMYLLME, MHOTOAET-
Hble cembM, BorbHbIE TyBepKyNe30M, OHKONO-
rMYECKUMM 3060NEBAHUAMM, MHPULMPOBAHHbIE
BY — 310 maneko He MoHbIM CNMCOK Moyya-
Tenen aapecHoi BIaroTBOPUTENLHOM MOMOLLM
MUBOBAPEHHBIX KOMMAHMIA.

MHorve KoMnaHWUKM perynsipHO MomoratT
LEHTPAM COLMANBHOM NOMOLM, BONBHUALAM,
LeTCKMM [OMAM, AOMAM npecTapernbix, 6na-
rOTBOPMTESNbHbIM CTONOBLIM M APYTMM Opra-
HU3ALMAM W ydpexaeHnsm (Takylo nomolub
npepocTaBnstoT KoMnanuu «bantukar, «Xeit-
HekeH», «dpnuso», «Munkpa», «Tomckoe nu-
Bo», JIbICKOBCKMM MMBOBAPEHHLIA 30BOA
u ap.). «O4yakoBo» dUHAHCUMPYeT HOBOrOA-
HUE M POXAECTBEHCKME MPA3LHUKM ANs fe-
Ten-cupoT u aeter-uusanmupos. Kombunat
um. Crenana Pasuna ocywectenser 6naro-
TBOpMUTENbHYIO nporpammy «llomouwb — no
agpecy», B XOofie KOTOPOM COUMAfbHbIE
yuYpexneHus nony4aior Heobxoaumoe obo-
pyaosanue. Kanyxckasi nMBOBApPEHHAs KOM-
NAaHWA AAMTENbHOE BPEMSl OKA3bIBAET MOA-

LEpXKy AEeTCKOMY CAHATOPWIO Ansi 60nbHbIX

Breweries support orphan asylums, help
schools, preschool institutions. Thus, “Tomskoye
pivo” fully equipped all schools of the town of
Tomsk with modern computer classes.

Support of scientific events is another direction
of charity activity of brewers. Thus, “Yarpivo”
rendered assistance in the arrangement and
holding of the 20 International Congress
“Nose Infections and allergies”.

Help in Social Sphere

Brewers help kids-orphans, disabled per-
sons, veterans, inhabitants of rural districts,
poor people, large families, people with tu-
berculosis or cancer, people with HIV (hu-
man immunodeficiency virus), and these are
not the only ones to receive charity assist-
ance from the first.

On a regular basis, many companies help cen-
ters of social aid, hospitals, orphan houses,
homes for elderly people, charity cantinas and
other organizations and establishments (such
help is rendered by the following companies:
“Baltika”, Heineken Group, “Yarpivo”, “Pikra”,
“Tomskoye pivo”, “Lyskovsky Brewing Plant”
/Lyskovsky Brewery/, and others...) “Ochakovo”
finances New Year and Christmas parties for or-
phan kids and kids with restricted mobility. Plant
named after Stepan Razin implements a charity
program “Help at a certain address”. This pro-
gram includes provision of necessary equipment
to social establishments. For a long time,
Kaluzhskaya pivovarennaya kompania has
been rendering help to children’s health resort,
providing medical services for children with tu-
berculosis in Kaluzhskaya oblast, restructuring of
the building and purchasing medical equipment.

Public organizations more often become partners
to breweries, and they are entitled with the task of
arrangement of summer vacations, purchasing of
clothes for poor people, and implementation of
other projects. “Pivovarnya Moskva-Efes” partici-
pates in the charity program of Center of Ronald
MacDonald for children with restricted mobility,
Heineken Group cooperates with an international
organization “United Way”.

Ty6epkynesom B Kanyxckoit obnactu, ocy-
LWEeCTBAS PEKOHCTPYKLUMIO 30AHMSA U 3AKYMKY
MeAMLMHCKOTO 060pPYyAOBAHMS.

MapTHepoB Mo oCyLECTBAGHUIO COLMANbHBIX
NPOrpPAMM NMUMBOBAPEHHbIE KOMMAHMK BCE Yalle
HOXOAAT Cpefn OBLLECTBEHHBIX OPraHWU3ALMI,
KOTOPbIM [OBEPSIOT OPraHU3ALMIO NETHEro OT-
AbIXQ, MOKYMKy ofexasl ans manoobecneyeH-
HbiX 1 Apyrue npoekTtbl. Komnawus «[usosapHs
Mocksa-Idec» yyacteyet B GnarotsopuTensb-
Hoi nporpamme Lentpa P.Makgonansaca ans
AeTell C OrPUHMYEHHBIMM BO3MOXHOCTAMM,
KOMMaHUsi «XeHHEKEH» COTPYAHMYAET C MeXAY-
HapoaHoi oprauaaumeit «United Way».

Nopnepxka KynbTypbl

YupexaeHusi KynbTypbl TPAAULMOHHO SBASHOTCS
06beKTAMM NOAAEPKKA POCCUACKMX KOMMA-
HWA, M MMBOBAPbI HE SIBNSIOTCS UCKIIIOYEHUEM.
CnekTp KymnbTypHbIX MPOEKTOB LIMPOK: y4pex-
AEHME eXeroaHsIX NPemuit Ans apTUCTOB (Kom-
navus «<bantuka» B8 Cankr-MNetepbypre, «fp-
nueo» B Sipocnasne, «Mukpa» 8 KpacHospcke),
npuobpeTeHue Ans My3ees HOBbIX SKCMOHATOB
(komnarua «CAH Mutepbpio» 8 Kauny), no-
KYNKQ KOMMbIOTEPOB AN AETCKMX LEHTPOB
u 6ubnuotek («CAH Mutepbpio» B Kypcke),
KOHKYPChI 15l MOIOfbIX TASIGHTOB.

Camast pacnpoctpareHHas ¢bopma — CroHCop-
ckas nogaepxka dectuanen. 1o MOryT BbiTb
aKLMK pasHoro macwtaba M Camoin pasHoi
CTUAKUCTHKM: HECTUBANM ABTOPCKOM NecHH, de-
cmeans «Maxidrom», MexayHapogHbiit onep-
HbIM decTuBanb, STHOPECTUBANL PUHHO-YrOp-
CKMX Hapopos, decTBanb GOPMATHOTO KUHO
u 7. A. Komnanuu sacto seicTynatot cnocopa-
MM KOHLLEPTOB U FOPOACKMX MPA3LHUKOB, TAKUX
kak [eHb ropopa, [eHb Monogexy.

Nopnepxka cnopta

Pacxoxee npepactasnenune o ToMm, 4to cnopt
1 MUBO HECOBMECTMMbI, B OTHOLLEHWM NMBA SIBHO
HECNpaBe/INBO: TEeHEPAsbHbIMA CMOHCOPAMM
BObLIMHCTBA CIOPTUBHLIX heaepaLMit ABAIOTCS
KpynHEeMLWMe NpOU3BOAMTENM MUBOBAPEHHOM
npoaykumu. Mocne BcTynnexus B cuny nonpasok

Support of Culture

Cultural establishments are traditionally objects
of support by Russian companies, and brewers
are not an exception to this rule. The spectrum
of cultural project is wide enough: award es-
tablishment for actors (by “Baltika” in
St.Petersburg, “Yarpivo” in Yaroslavl, “Pikra”
in Krasnoyarsk), acquisition of new exhibit
items for museums (by “SUN Interbrew” in
Klin), purchasing computers for children’s cen-
ters and libraries (“SUN Interbrew” in Kursk),
contests for young talents.

The widely distributed form is sponsors’ sup-
port of festivals. These may be actions of var-
ious scopes and various stylistics, as festivals
of author’s songs, festival “Maxidrom”,
International Opera Festival, ethnic festival of
Finnish and Ugric peoples, festival of intellec-
tual cinema, etc. Breweries often act as spon-
sors of concerts and city festivities, as Day of
the City, Youth Day.

Sports Support

Itis a home truth that sports and beer are incom-
patible, and this conventional wisdom is not fair
to beer. Thus, largest producers of beer act as
general sponsors of most of sports federations.
When amendments to the advertising law came
into force and these amendments excluded
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K 30KOHY O PEKIIaME, KOTOPbIE MUCKIIIOMUIN BO3-
MOXHOCTb CMIOHCOPCTBA CO CTOPOHbI MMBOBAPEH-
HbIX MPEANPUSTHIA BOMBLLMHCTBA CNOPTUBHBIX CO-
PEBHOBAHMM, PAf KOMMAHMA MPOAOIXMAN MX
NoAAEepPXMBATL, HO yXe B KadecTse brnarotsopu-
Tenen — Tak, «<bantuka» nogaepxueaet Hemnuo-
Hat Poccun no dyt6ony 2005 ropa, «Apnu-
Bo» — DK «LnHHmk». OBbekTom nomoLum
OKA3bIBAIOTCS M NIOBUTENBCKME KOMAHAbI, O TAK-
Xe CMOPTUBHbIE KOMAHAbI MHBANMAOB M BeTEpa-
Ho.. Komnanus «O4akoBo» cnoHcupyeT copes-
HOBQHMS CpeaM IOHMOPOB, OPraHWU3yeMble
B FOPOAAX, T PACMONOXEHb! 30BOAb! XONAMHIA.
MonymapadoH Ha npusel nuea «Makapuit»
(MbickoBCKMit NMB3ABOA) ABNSETCS HOCTOSLUMM
cobbiTem B macwtabax Huxeropoackoit obna-
ctn. Mommnmo crioHcopckoit nomou npodec-
CHMOHANbHBIM KOMAHAOM, PA3BMBAIOTCS AETCKME
CMOPTUBHbIE WKOMLI, 0BYCTPAMBAKOTCS rOPOf-
CKMe CMOPTMBHbIE MIOLIAAKM.

MNonnepxka 30pABOOXPAHEHMS

Poceuitckas cuctema 3ppaBooxpaHenms, Gesy-
CNOBHO, HYXAAETCs B GUHAHCOBOM MOAAEPXKKE.
[ns npeactasuTenei NMBOBAPEHHOM OTpACH
3TO OYEBMAHO, M OHM NOKYNAIOT ANs GoNbHML, Me-
OMUMHCKMX LEHTPOB, CTAHLMM CKOPOW MOMOLLM
poporocrosiiee MegMuMHckoe obopynosaHme,
pPacxopHble MaTepuarbl, OprrexHuky. MHorue
NPEANpPHSTUS MTOMOTIOT MEAMLMHCKMUM YYpexXae-
HUAM HO MOCTOSIHHOM ocHoBe. Hanpumep, kom-
nauus «Apnueo» npuobpetaet goporocrosiee
YHUKQIbHOE MeauUMHCKOe 0BOopYAOBAHME afls
06nacTHOM BOMbHULLI M PSAA APYTMX MEeaULMH-
ckux yupexaermnin dpocnaeckon obnactn. OAO
«ToMcKOE NMBO» EXEroaHo NPefoCTaBnseT $u-
HOHCOBYIO NMOMOLLL OBNACTHOM KIMHUYECKOM
6onbH1Le M fByM ropoackunm. Komnanmm Takxe
cormawaioTes GUHAHCMPOBATL NYBAUKALMM HOM-
6onee aKTYQsbHbIX C MX TOYKW 3PEHMUS MEAMLMH-
CKMX UCCNEeSOBAHMMA.

Skonorus

OrtBeTcTBEHHOE OTHOLIEHWE K OKPYyXaiolei
cpene — bonee wupokoe noHsTHe, Yem obecre-
YeHMe 3KONOrM4eckoi 6e3onacHoCTH npous-
BOACTBA. [103TOMY KOMNAHMKM YyHACTBYIOT B $U-
HAOHCUPOBAHMM MPUPOACOXPAHHBIX MPOEKTOB

a possibility of sponsorship from part of brewer-
ies of most of sports competitions, a number of
companies continued to support them, but al-
ready as charitable giving. Thus, “Baltika” pro-
vides support to the Russian Soccer
Championship of 2005, “Yarpivo” — to football
club “Shinnik”. Amateur teams are also helped,
as well as sports teams of disabled persons and
seniors. “Ochakovo” supports junior competi-
tions, arranged in those towns, where the brew-
eries of this holding are located. Semi-marathon
for prizes of “Makariy” beer (“Lyskovsky
Brewing Plant”) is a real event within the scope
of Nizhegorodskaya oblast. Besides sponsors’
help to professional teams, children’s sports
schools are developed and city playgrounds
are constructed.

Support of Public Health Service

Without doubt, Russian system of public health
service needs financial support. It is evident for
representatives of brewing industry, and they
buy medical equipment, consumables, office
appliances for hospitals, medical centers, and
ambulance stations. A lot of breweries render
aid to medical establishments on a permanent
basis. For instance, “Yarpivo” acquires unique,
expensive medical equipment for the Regional
hospital and a number of other medical estab-
lishments of Yaroslavskaya oblast. OJSC “Tom-
skoye Pivo” annually renders financial assist-
ance to the regional clinical hospital and two
city hospitals. The companies also agree to fi-
nance publications of results of medical re-
search, which are the most actual, to their way
of thinking.

Ecology

Responsible attitude to environment is a wider
notion than provision of ecological safety of
production. That is why breweries participate in
the financing of nature protection projects of in-
ternational and Russian non-governmental or-

MeXAyHAPOAHbIX M POCCUMIACKMX HEMPOBMUTESb-
cTBEHHbIX opraHusaumit (Hanpumep, «CAH Mu-
Tepbpio», 3asoppl «[MT» asastotcs Kopnopa-
TMBHBIMM YneHamu BcemmpHoro ¢oHaa amkon
npupogsl, «CAH Mutepbpio» nogaepxmeaet
Takke BceMmpHbIM colo3 oxpaHbl AMKOM npupo-
abl). «Ddec» cnoHcUpyeT NPUPOAOOXPAHHbIE
meponpusts  OblectBa  BOCCTAHOBREHMS
n oxpansl npupogsl KOxHoro okpyra Mocksei.
3anoBefHMKM TaKXe He ocTatoTcs 6e3 BHUMA-
HUS KOMMCHWA.

He orpaHnuneasice $pUHAHCOBOM MOMOLLbIO
NpodbecCHOHANbHEIM SKOOTAM, KOMMAHUM
camu paspabaTeiBAIOT M CBOMMM CHIIAMM NPO-
BOAAT GKLUMM, HAMPOBEHHbIE HA ynyylleHue
5KONIOrMYeCcKoi OBCTAHOBKM B rOPOAaX. Tak,
cotpyaHukn Boporexckoro nusoeapeHHoro
3ABOAA HECKONBKO pa3 ybupanu nec B ropoga-
CKOM 30HE OTAIXA, PA3MECTMIU B FOPOAE Thi-
csivy KopMyLek ans ntuu. Ha kpynHeix npea-
NPUSTUSIX TAKME OKLMM CTOHOBATCS Y4ACTbIO
AOJNTOCPOUHBIX SKONOrMYECKMX MPOrPaAMM.
Tak, 8 «CAH Wutepbpio» npuHsta gonro-
cpouHas counansHas nporpamma «Ham 3gecsb
XMTb», B PAMKAX KOTOPOM B KAXAbIA U3 ce30-
HOB rofid B ropofaX MPUCYTCTBMS 3ABOAOB
KOMMNAHWK MPOBOASATCS MEPONPUSTUS No Bna-
royCTPpOWCTBY [BOPOB, MAPKOB, FOPOACKMX
TEPPMUTOPUIA, CTPOSTCS AeTCKUE CMOPTUBHbIE
NAOLLAAKM.

ganizations (for instance, “SUN Interbrew”,

“PIT" breweries are corporate members of the
World Wildlife Fund, “SUN Interbrew” sup-
ports also the International Union of Wildlife
Protection). “Efes” sponsors nature protection
events of the Society of Nature Restoration and
protection of the South district of Moscow.
Wildlife natural reserves are not neglected by
breweries as well.

Breweries do not limit their activities to financial
assistance to ecologists. Thus, breweries develop
and by their own means implement actions, di-
rected at improvement of ecological situation in
towns. Thus, employees of the Voronezh brewery
cleaned the forest in the city recreational areq,
and located a thousand feedboxes for birds in
the city. Such actions become part of long term
ecological programs, organized by large brew-
eries. Thus, “SUN Interbrew” accepted a long-
term social program “We are to live here”, and
within the framework of this program, every sea-
son, in the cities, where “SUN Interbrew” brew-
eries are located, they hold events on improve-
ment of yards, parks and city territories,
children’s playgrounds are also constructed.
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OO0 «Apouucn.

l[op obpasosanus — 1992.

MpouseoactserHas mowHocts — 0,04 mnH. gan.
OcHosHble 6paHabl — «YepHbiit 6apoH»,
«3onotoit Beper», «YkpanHckoey,
«AMypckoe».

Appec: 682640, Xabaposckuit kpai,

r. AMypck, np.Mupa, a. 47.

OAO «ApkTHKnUEOY.
lop obpasosanus — 1952.

MpouseoacteeHHas MowHocTs — 1,6 MaH. gan.

OcHosHble 6paHasl — «Knacenyeckoe»,
«bopei», «Momopckoe», «Konyc», «[pymanTs.
Agppec: 184360, Mypmarckasi 06, . Kona,
yn. 3asogackas, 4.1-a.

OAO «bapaesckuii nMBoBApeHHbIN 3aBoaY.
lon obpasosanua — 1875.

MpoussoacTeenHas mowHocts — 10 MaH. gan.

OcHosHble 6paHasl — «Xuryneesckoe»,
«Mockoeckoe», «KyTtysosckoe», «[soiHoe
30n0TOEY.

Appec: 121248, r. Mockea,

Kytysosckuit np-, a.12.

Crpanuua & Muteprete — www.badaevo.ru

OAO «[MueosapeHHas komnanus «banTuka.
l[op obpasosanus — 1990.

MpowussoacteeHHas mowwHocte — 230 MaH. gan.

OcHogHble 6paHasl — «bantukay,
«Apcenansroe», «Carlsberg», «Foster’s»,
«[MapHac», «Meposoe», «doH», «Camapa»,
«AB», «JlennHrpaackoe», «Xurynéeckoes.
Appec: 194292, r. Cankr-letepbypr, 6-i
BepxHnuit nep., a. 3.

Crpanuua & Muteprete — www.baltika.ru

OO0 «bparckuit nBoBaApPeHHbIH 3aBOAY.
l[op obpasosanus — 1968.

MpouseopcTBeHHAs MOWHOCTL — 2,6 MIH. Aan.

OcHogHble 6pangs — «bpatckoe»,
«lNagyHckue noporu», «Crubupckui
BnactenuH», «pmapka nnocy, «Crubupsks,
«CmupHos 1 K».

Agppec: 665717, Upkytckas obnacts,

r. bparck-17, yn. KommyHansras, a.13.
Crpanuua 8 MutepHete —
http://cci.bratsk.net.ru/gelios

LLC “Adonis”.

Year of founding: 1992.

Production capacity: 0,04 million decaliters.
Key brands: “Chyorny baron” /Black
baron/, “Zolotoy bereg” /golden coast/,
“Ukrainskoye”, “Amurskoye”.

Address: #47, prospect Mira, Amursk,
Khabarovsky krai, Russia, 682640.

OJSC “Arktikpivo”.

Year of founding: 1952.

Production capacity: 1.6 million decaliters.
Key brands: “Klassicheskoye” /classic/,
“Borei”, “Pomorskoye”, “Kolus”, “Grumant”.
Address: #1 a, ul.Zavodskaya, Kola,

Murmanskaya oblast, Russia, 184360.

OJSC “Badayevsky Pivovarenny Zavod”.
Year of founding: 1875.

Production capacity: 10 million decaliters.
Key brands: “Zhigulevskoye”,
“Moskovskoye”, “Kutuzovskoye”,

“Dvoinoye Zolotoye”.

Address: #12, Kutuzovsky prospect, Moscow,
Russia, 121248.

Web-page: www.badaevo.ru

OJSC “Pivovarennaya Kompaniya Baltika”.
Year of founding: 1990.

Production capacity: 230 million decaliters.
Key brands” “Baltika”, “Arsenalnoye”,
“Carlsberg”, “Foster’s”, “Parnas”,
“Medovoye”, “Don”, “Parnas”,
“Medovoye”, “Don”, “Samara”, “DV”,
“Leningradskoye”, “Zhigulevskoye”.
Address: #3, 6th Verkhny Per., St.Petersburg,
Russia, 194292.

Web-page: www.baltika.ru

LLC “Bratsky Pivovarenny Zavod”.

Year of founding: 1968.

Production capacity: 2.6 million decaliters.
Key brands: “Bratskoye”, “Padunskiye poro-
gi”, "Sibirsky vlastelin”, “Yarmarka plus”,
“Sibiryak”, “Smirnov | K.”.

Address: #13, ul.Kommunalnaya, Bratsk-17,
Irkutskaya oblast, Russia, 665717.

Web-page: http://cci.bratsk.net.ru/gelios/



OAO «bynrapnueo».
[op obpasosanusa — 1981.

MpouseopcteeHHas MowHoOCTb — 4,6 MAH. gan.

OcHoBHble BPaHALI — «SYMEHHBIN KONOC»,
«Enkun-nanku», «3arka mos», «bapxatHoe»,
«YenHuHckoe», «bynrapckoe», «Mcerckoes,
«lonunad», «bapon».

Appec: 423810, Pecnybaunka Tatapcran,

r. HabepexHsie HYennsl, Mpomsora A-2.

Crpanuua 8 MHteprete — www.bulgarpivo.ru

OAO «BeHan».

[on, ocHoBaHMS 3aeopa — 1872.
MpoussoacTBeHHas MOWHOCTL — 52 MAH. fan.
OcHosHble 6paHabl — «Hesckoex, «Tpuymd»,
«KpoHeepk besankoronbHoe», «Ypanbckui
mactep», «Hensburckoe», «Tpu Tonctakan,
«Tuborg», «Hukonamn Cunebpioxodd,
«Kronenbourg 1664».

Appec: 193171, . Cankr-lMetepbypr,

yn. Papdoposckas, a.1;

Crpanmua 8 MutepHete — www.vena.ru;

OAOQ «Busur».

[on obpasosanua — 1949,
MpoK3BOACTBEHHAS MOLWHOCTE — 2 MIAH. Aan.
OcHogHble 6panapl — «Buant», «CepebpsHbiit
Bek», «Pednekc.

Anpec: 442530, MNenseHckas obn.,

r. Kysneuk, yn.Opaxonukuase, a. 92.

OAO «[ueosapeHHas komnaHus «Butaabs.
[on obpasosanus — 1984.

MpouseBoacTBEHHAS MOWHOCTL — 7,2 MAH. Aan.

OcHosHble 6paHabl — «Kurynéesckoe»,
«YnbsHosckoe», «VIP», «JHTapHoe».

Agpec: 432035, r. YnbsHosek, np-T [as, 8.95.
Crpanuua 8 MHTepHete — www.vityaz-beer.ru

OAO «Bnaanmupckas NMBOBApHSI».

[op obpasosanusa — 1975.
Mpou3BOACTBEHHAS MOLWHOCT — 2 MIAH. Aan.
OcHogHble 6panasl — «Bnagummnpckoe»,
«Dasoput npemunym», «Benunkoe kpenkoe».
Agpec: 600033, r. Bnagumup,

yn. Xnebosasoackas, a.16.

OJSC “Bulgarpivo”.

Year of founding: 1981.

Production capacity: 4.6 million decaliters.
Key brands: “Yachmenny kolos”, “Yolki-
palki”, “Zaika moya”, “Barkhatnoye”,
“Chelninskoye”, “Bulgarskoye”, “Isetskoye”,
“Goliaf”, “Baron”.

Address: Promzona A-2, Naberezhnye
Chelny, Republic of Tatarstan, Russia,
423810.

Web-page: www.bulgarpivo.ru

0OJSC “Vena".

Year of founding: 1872.

Production capacity: 52 million decaliters.
Key brands: “Nevskoye”, “Triumph”,
“Kronverk Bezalkogolnoye”, “Uralsky
Master”, “Chelyabinskoye”, “Tri tolstyaka”,
“Tuborg”, “Nicholay Sinebrukhoff”,
«Kronenbourg 1664».

Address: #1, Farforovskaya ul., St.Petersburg,
Russia, 193171.

Web-page: www.vena.ru

OJSC “Visit".

Year of founding: 1949.

Production capacity: 2 million decaliters.
Key brands: “Visit”, “Serebryany vek”,
“Reflex”.

Address: #92, ul.Ordzhonikidze, Kuznetsk,
Penzenskaya oblast, Russia, 442530.

OJSC “Pivovarennaya Kompaniya Vityaz”.
Year of founding: 1984.

Production capacity: 7.2 million decaliters.
Key brands: “Zhigulevskoye”,
“Ulyanovskoye”, “VIP”, “Yantarnoye”.
Address: #95, prospect Gaya, Ulyanovsk,
Russia, 432035.

Web-page: www.vityaz-beer.ru

OJSC "Vladimirskaya Pivovanya".

Year of founding: 1975.

Production capacity: 2 million decaliters.
Key brands: “Vladimirskoye”, “Favorit
Premium”, “Velikoye Krepkoye”.
Address: #16, ul.Khlebozavodskaya,
Vladimir, Russia.

OOO «lNuBoBapeHHas komnakus «Bonrax».
l[on obpasosarus — 1959.
MpounseoacteenHas mowHocts — 10,1 MaH gan.
OcHosHble 6paHabl — «Pycnu», «Okckoe».
Appec: 603956, r. HuxHuin Hosropog,
yn.BoportsiHckoro, a.3.

OAO «BopkyTuHcKkuit nMB3aBoa».
l[op obpasosanus — 1969.

MpouseopcTeeHHas MowHOCTb — 1,2 MH. gan.

OcHogHble 6pangsl — «[ycapckoe,
«TumaHckoe», «67 napannenb,
«Boprawopckoe 0buneiHoe»,
«3anonspHoe», «BopkytuHckoe».
Agpec: 169900, r. BopkyTa,

yn. Mpomuuayctpum, a. 3-a.

OAO «Bsatuu».
lon obpasosanua — 1903.

MpousBoacTBEHHAS MOLWHOCTL — 2,2 MIH. Aan.

OcHosHble 6paHabl — «Bstckoe», «Bsatuux,
«Kapn Otro LLneinep».

Appec: 610027, r. Kupos, yn. Brioxepa, 8.63.

3AO «lenenmxukckmnin».
l[op obpasosanus — 1970.

MpouseoacteerHas mowHocTs — 0,4 MaH. gan.

OcHogHoit 6paHa — «HepHomopckoes.
Appec: 353460, KpacHogapckuit kpai,
r. fenengxwk, yn. JlyHasapckoro, 4. 6.

OO0 «Kanyxckas nMBoBapeHHast
KOMMOHMSI».
[op obpasosanus — 1998.

MpoussoacTeeHHas mowHocTs — 48 MnH. gan.

OcHosHble 6paHabl — «3onotas bouka», «Tpu
Boratbipsi», «Pilsner Urquel», «Miller Genuine
Draft», «Velkopopovicky Kozel», «Holsten»,
«Reddls».

Appec: 248009, r. Kanyra, [pabuesckoe
wocce, a. 7 1;

LLC “Pivovarennaya Kompaniya Volga®“.
Year of founding: 1959.

Production capacity: 10.1 million decaliters.
Key brands: “Rusich”, “Okskoye”.

Address: #3, ul.Vorotynskogo, Nizhny
Novgorod, Russia, 603956.

OJSC “Vorkutinsky Pivzavod”.

Year of founding: 1969.

Production capacity: 1.2 million decaliters.
Key brands: “Gusarskoye”, “Timanskoye”,
"67 parallel”, “Vorgashorskoye
Yubileynoye”, “Zapolyarnoye”,
“Vorkutinskoye”.

Address: #3-a, ul.Promindustrii, Vorkuta,
Russia, 169200.

OJSC “Vyatich”.

Year of founding: 1903.

Production capacity: 2.2 million decaliters.
Key brands: “Vyatskoye”, “Vyatich”, “Karl
Otto Schneider”.

Address: #63, ul. Blukhnera, Kirov, 610027.

CJSC “Gelendzhiksky”.

Year of founding: 1970.

Production capacity: 0.4 million decaliters.
Key brand: “Chernomorskoye”.

Address: #6, ul.Lunacharskogo, Krasnodarsky
krai, Russia, 353460.

LLC “Kaluzhskaya Pivovarennaya
Kompaniya” //Kaluga Brewery/ .

Year of founding: 1998.

Production capacity: 48 million decaliters.

Key brands: “Zolotaya Botchka”, “Tri Bogatyrya”,
“Pilsner Urquel”, “Miller Genuine Draft”,
“Velkopopovicky Kozel”, “Holsten”, “Redd’s".
Address: #71, Grabtsevskoye shausse, Kaluga,
Russia, 248009.

Web-page — www.sabmiller.com;

www.transmark.ru

Crpanuusl B Unteprete — www.sabmiller.com;

www.transmark.ru

OO0 «Kombunat um. Crenana PasuHas.
l[op obpasosanus — 1795.

MpoussoacteeHHas mowHocts — 21 MAH. gan.

OcHosHble 6paHasl — «Crenan Pasuh»,
«Kanunkurby, «MapTtosckoe».

Appec: 198035, r. Cankr-lMetepbypr,
yn. Crenana PasuHa, a.9.

Crpanuua 8 MutepHete — www.razin.ru

LLC “Kombinat im. Stepana Razina”

Year of founding: 1795.

Production capacity: 21 million decaliters.
Key brands: “Stepan Razin”, “Kalinkin”,
“Martovskoye”.

Address: #9, ul. Stepana Razina,
St.Petersburg, Russia, 198035.
Web-page: www.razin.ru



OAO «[NueosapenHoe obbepuHeHNe
«KpacHbiii Boctok-Conoposnmeo».
[on obpasosanus — 1892.

MpowussoacTeeHHas mowHocte — 135 maH. gan.

OcHosHble 6paHabl — «Kpachbiit Boctok»,
«Yewckuin Crangapr», «Conopos»,
«Cubupus».

Appec: 420054, TarapcraH, r. KasaHb,

yn. Tuxopeukas, a.5.

Crpanuua 8 MHtepHete — www.krvostok.ru

3AO0 «Jluneuknueon.

[on obpasosanus — 1977.
Mpou3BOACTBEHHAS MOLWHOCTE — 4 MAH. Aan.
OcHosHble 6paHabl — «Xurynesckoe»,
«Juneukoe», «[pusitenb», «OMutpry».
Agpec: 398032, r. Jluneuk, YuusepcanbHbii
np-a, a.11.

3AO «lMusoBapeHHbI 3aBog, JTbICKOBCKMIA».
lop obpasosanua — 1860.
MpouseopcTeeHHas molwHocTs — 1 MH. gan.
OcHosHot 6paHp — «Makapui».

Appec: 606210, Huxeropoackast 06,

r. JTeickoBo, yn. MuuypuHa, 4.25.

OAO «[ueosapeHHbiit 3aBog, «Maiikonckuit».
lon obpasosanua — 1882.

MpouseopcteeHHas mowHocTs — 1,1 MaH. gan.

OcHosHble 6paHasl — «Maitkonckoes,
«Csetnoe», «43d», «Hapt», «JTioke»,
«ObunenHoe».

Agppec: 385000, Pecnybnumka Agsires,
r. Maiikon, yn. Torons, 4.2.

OOO «MUHYCHHCKMI MMBOBAPEHHBIN 3ABOAY.
[on obpasosanua — 1896.

MpouseopcteeHHas mowHocTs — 1,1 MaH. gan.

OcHosHble 6paHabl — «XKurynesckoe»,
«Cubupuapa», «[dsoHoe sonotoe»,
«Pasrynsit», «CasHckoe».

Agppec: 662608, KpacHosipckuit kpai,
r. Munycunck, yn. Jlenuna, 4.38.

OAO XaneunuHbii saeog «Hanbumkckuin.

[on obpasosanusa — 1925.

MpowssoacteerHas mowHocts — 0,74 MiH. gan.
OcHosHoit 6parHg — «Tepek.

Agppec: 360000, Kabapau+o-bankapus,

r. Hanbuuk, yn. 3asoackas, A.6.

OJSC “Pivovarennoye Obyedineniye Krasny
Vostok - Solodovpivo”.

Year of founding: 1892.

Production capacity: 135 million decaliters.
Key brands: “Krasny Vostok”, “Cheshsky
Standard”, “Solodov”, Sibiria”.

Address: #5, ul.Tikhoretskaya, Kazan,
Tatarstan, Russia, 420054.

Web-page: www.krvostok.ru

CJSC “Lipetskpivo”.

Year of founding: 1977.

Production capacity: 4 million decaliters.
Key brands: “Zhigulevskoye”, “Lipetskoye”,
“Priyatel”, “Dmitrich”.

Address: #11, Universalnly proezd, Lipetsk,
Russia, 398032.

CJSC “Pivovarenny Zavod Lyskovsky”.
Year of founding:1860.

Production capacity: 1 million decaliters.
Key brand: “Makary”.

Address: #25, ul.Michurina, Lyskovo,
Nizhegorodskaya obl., Russia, 606210.

OJSC “Pivovarenny Zavod Maikopski”
/Maikop Brewery/.

Year of founding: 1882.

Production capacity: 1.1 million decaliters.
Key brands: “Maikopskoye”, “Svetloye”,
“Chaf”, “Nart”, “Lux”, “Yubileynoye”.
Address: #2, ul.Gogolya, Kaikop, Republic of
Adygeya, Russia, 385000.

LLC “Minusinsky Pivovarenny Zavod”.
Year of founding: 1896.

Production capacity: 1.1 million decaliters.
Key brands: “Zhigulevskoye”, “Sibiriada”,
“Dvoynoye Zolotoye”, “Razgulyai”,
“Sayanskoye”.

Address: #38, ul.Lenina, Minusinsk,
Krasnoyarski krai, Russia, 662608.

OJSC “Khalvichny Zavod Nalchiksky”.
Year of founding: 1925.

Production capacity: 0.74 million decaliters.
Key brand: “Terek”.

Address: #6, ul. Zavodskaya, Nalchik,
Kabardino-Balkariya, Russia, 360000.

3AO «HorunHckuit nMBOBApEHHbIA 3aBOAY.
lon obpasosarms — 1897.

MpouseopcteerHas mowHocts — O, 1 MaH. gan.

OcHogHble 6panasl — «boropoackoe nueo»,
«Xurynesckoe», «banamyT», «Mockoeckoe,
«XaMOBHUYECKOEY.

Appec: 142400, Mockosckas obnacts,

r. Horuucek, yn. Boapywheix JecantHukos, 4. 10.
Crpanuua 8 MutepHete —
WWW.pivo.noginsk.ru

OAO «OcTaHKUHCKMI MMBOBAPEHHbIN 3ABOAY.
l[op obpasosanus — 1949.
MpounsBoacTBEHHAS MOLLHOCT — 7 MIH. fan.
OcHogHble 6panapl — «OcTaHKMHCKOEY,
«XKurynesckoe», «Mockosckoe».

Appec: 127322, r. Mocksa, OropogHbiit np-a,
0.20.

Crpanuua 8 MutepHete — www.opz.ru

3A0 «Mockoeckuit TMBO-6e3aNKOroNbHbIN
KoMbMHaT «Ouakoso».
l[op obpasosanus — 1978.

MpownssoacTeeHHas mowHocTe — 115 MaH. gan.

OcHosHble 6paHabl — «O4akoBo», «I4MEHHBbIM
konoc», «Xurynesckoe», «[Tpusonkckoe»,
«Altstein».

Appec: 121471, r. Mocksa, yn. PabuHoeas,
o.44.

Crpanmua & MHtepHete — www.ochakovo.ru

OAO «Marpa».

l[op obpasosanus — 1989.
MpoussoacTeeHHas MowHoCTb — 12 MAH. gan.
OcHosHble 6panabl — «[Matpax, «Crpeneuy,
«Puxckoe», «Xurynesckoe.

Appec: 620016, r. Ekatepunbypr,

yn. Mpegensras, a. 57.

Crpanuua 8 MutepHete — www.patra.ru

OAO «[Mukpan.

lop obpasosanusa — 1991.

MpouseoacteerHas MowHocTs — 19,3 mnH. gan.
OcHosHble 6paHabl — «Kyneyeckoe»,
«Jlerenpa».

Appec: 660079, r. KpacHospck, yn. 60 net
Ockra6ps, a. 90.

Crpanuua & MutepHete — www.pikra.com

CJSC “Noginsky Pivovarenny Zavod”.

Year of founding: 1897.

Production capacity: 0.1 million decaliters.
Key brands” “Bogorodskoye pivo”,
“Zhigulevskoye”, “Balamut”, “Moskovskoye”,
“Khamovnicheskoye”.

Address: #10, ul.Vozduzhnykh Desantnikoyv,
Noginsk, Moskovskaya oblast, Russia,
142400.

Web-page: www.pivo.noginsk.ru

OJSC “Ostankinsky Pivovarenny Zavod”
/Ostankino Brewery/.

Year of founding: 1949.

Production capacity: 7 million decaliters.
Key brands: “Ostankinskoye”,
“Zhigulevskoye”, “Moskovskoye”.

Address: #20, Ogorodny proezd, Moscow,
127322.

Web-page: www.opz.ru

CJSC “Moskovsky Pivo-Bezalkogolny
Kombinat Ochakovo”.

Year of founding: 1978.

Production capacity: 115 million decaliters.
Key brands: “Ochakovo”, “Yachmenny
kolos”, “Zhigulevskoye”, “Privolzhskoye”,
“Altstein”.

Address: #44, ul.Ryabinovaya, Moscow,
121471.

Web-page: www.ochakovo.ru

OJSC “Patra”.

Year of founding: 1989.

Production capacity: 12 million decaliters.
Key brands: “Patra”, “Strelets”, “Rizhskoye”,
“Zhigulevskoye”.

Address: #57, ul.Predelnaya, Yekaterinburg,
620016.

Web-page: www.patra.ru

OJSC “Pikra”.

Year of founding: 1991.

Production capacity: 19.3 million decaliters.
Key brands: “Kupecheskoye”, “Legenda”.
Address: #90, ul.60 Let Oktyabrya,
Krasnoyarsk, Russia, 660079.

Web-page: www.pikra.com



3AO «MuHo».

[on obpasosanusa — 1973.

MpouseBoacTBEHHAS MOLHOCTE — 2,2 MIH. Aan.
OcHogHble 6panapl — «Hosopoceuiickoe»,
«Hosopocey.

Anpec: 353920, KpacHogapckuit kpait,

r. Hosopoceuitck, yn. Kynukosa, a.45.

OOO «[MUT UnTepHeiiwenn».

[on obpasosanus — 1992,
MpoussoacTteeHHas MowHOCTb — 48 mnH. aan.
OcHosHble 6paHabl — «Tpu Measeps»,
«[loktop Ousens», «Red Bull», «Goesser»,
«[MNT», «Amyp Muso», «Octmapks.

Agpec: 123007, r. Mockea, Xopoluesckoe
wocce, 4. 32-a.

Crpanmua B MutepHete — www.taranov.ru

OO0 «lMomop-nmBso».

[on obpasosanusa — 2003.

MpowseoacteerHas mowHocts — 0,15 mnH. gan.
OcHosHoit 6paHg — «bobpodd».

Agpec: 163061, r. ApxaHrenbck,

np. Tpouukuit, a. 52, odp. 1001.

3AO «lMNpuasosckasi Basapus».

[on obpasosanusa — 1861.
MpouseopcteeHHas mowHocTs — 0,9 MaH. gan.
OcHosHble 6paHabl — «Asosckoe», «Boctopr,
«XKemuyxuHa Mprazosbs», «Xurynesckoe»,
«MBan MopaybHbiny», «KonkyperT», «Kyaunsp»,
«JlerenpapHoe», «Mockosckoe,
«MNpe3unpertckoer, «CnassHckoe,
«fO6unemHoe», «3nait Hawwmx».

Anpec: 356680, KpacHogapckuit kpait,

r. Edtck, yn. Jlenunna, a.22.

OAO «CAH WHrepbpio».
[on obpasosanusa — 1999.

MpowussoacteeHHas mowHocte — 130 mMaH. gan.

OcHogHble 6pangpl — «Stella Artois®,
«Brahma®», «Beck’s®», «Hoegaarden®»,
«Staropramen®s», «Knunckoe®», «Cubupckas
kopoHa®», «Tonctak®s, «Bomkanuu®s,
«Mukyp®», «Mpembep®, «Pruden®s,
«Mepmckoe rybepHckoe®, «HepHurosckoe®s,
«Tannep®», «Poramb®».

Agpec: 121614, r. Mockea, yn. Kpbinarckas,
a. 17, ctp. A.

CrpaHuua 8 MHtepHeTe —
www.suninterbrew.ru

CJSC “Pino”".

Year of founding: 1973.

Production capacity: 2.2 million decaliters.
Key brands: “Novorossiiskoye”, “Novoross”,
“Gol".

Address: #45, ul Kunikova, Novorossiisk,
Krasnodarsky krai, Russia, 353920.

LLC “PIT International”.

Year of founding: 1992.

Production capacity: 48 million decaliters.
Key brands: “Tri Medvedya”, “Doctor Disel”,
“Red Bull”, “Goesser”, “PIT”, “Amur Pivo”,
"Octmapk”.

Address: #32a, Khoroshevskoye shaussee,
Moscow, Russia, 123007.

Web-page: www.taranov.ru

LLC “Pomor-pivo”.

Year of founding: 2003.

Production capacity: 0.15 million decaliters.
Key brand: “Bobroff”.

Address: Office 1001, #52, Pr.Troitsky,
Arkhangelsk, Russia, 163061.

CJSC “Priazovskaya Bavaria”.

Year of founding: 1861.

Production capacity: 0.9 million decaliters.
Key brands: “Azovskoye”, “Vostorg”,
“Zhemchuzhina Priazovya”, “Zhigulevskoye”,
“lvan Poddubny”, “Konkurent”, “Kudiyar”,
“Legendarnoye”, “Moskovskoye”,
“Presidentskoye”, “Slavyanskoye”,
“Yubileynoye”, “Znai Nashikh”.

Address: #22, ul.Lenina, Eisk, Krasnodarsky
krai, Russia, 356680.

OJSC “SUN Interbrew”.

Year of founding: 1999.

Production capacity: 130 million decaliters.
Key brands: “Stella Artois®”, “Brahma®”,
“Beck’s®”, “Hoegaarden®”, “Staropramen®”,
“Klinskoye®”, “Sibirskaya Korona ©,
“Tolstyak®”, “Volzhanin®”, “Pikur®”,
“Premier®”, “Rifey®”, “Permskoye
Gubernskoye ®”, “Chernigovskoye®”,
“Taller®”, “Rogan®”.

Address: Building A, #17, ul. Krylatskayaq,
Moscow, 121614,

Web-page: www.suninterbrew.ru

3AO «Cesepoypanbckuii MMB3ABOAY.
lon obpasosanua — 1952.

MpouseopcteerHas mowHocTs — 0,2 MaH. gan.

OcHoeHble 6panas — «Cesepoypansckoe,
«Barpon», «CepebpsiHbiit MepuanaH,
«Boctopr», «Agmupanteiickoe», «kcnpeccs,
«Xurynesckoe».

Appec: 624480, Ceepanosckas obn.,

r. Cesepoypansck, yn. byaentoro, . 21-6.

OAO «CnassHka».
l[op obpasosanus — 1972.

MpowuseopcteerHas mowHocTs — 0,6 MaH. gan.

OcHogHoit 6pana — «MexaypedeHckoe».
Appec: 652882, Kemeposckas o6,
r. Mexaypeuenck, np-1 Crpouteneit, a. 44.

OOO «Cubupckas nusosapHsi XeiHeKeH».
lop obpasosanms — 2003.
MpoussoacteenHas mowHocts — 10 MaH. gan.
OcHosHble 6paHasl — «Xurynesckoe» ,
«Oxota», «<boykapes», «Pycuu».

Appec: 630119, r. Hosocubupck,

yn. MNetyxoea, a. 79/2.

OAO «[uBoBapeHHbI 3aBOA
«ChbIKTbIBKAPCKMiA».
lop obpasosanus — 1993.

MpouseopcteerHas mowHocTs — 0,9 MaH. gan.

OctosHot 6parHag — «[usKo».
Agppec: 167983, Pecnybnka KOMU,
r. Coiktbiskap, Okrsibpbekuit np., a. 123.

OAO «Tomckoe nueo».

l[op obpasosarms — 1884.
MpoussoacTeeHHas MowHOCTL — 12 MAH. gan.
OcHosHble bpaHabl — «bornblioe nueo», «Kproreps.
Appec: 634028, r. Tomck, yn. Mockosckuit
Tpakr, A.46.

Crpanmua & MHtepHete — www.tomskbeer.ru

3AO «Yctb-Mnumckuit nMBoBapeHHbIH 3aBoA».

lop obpasosanus — 1991.

MpoussoacteenHas mowHocts — 1,5 maH. gan.

OcHosHble 6paHabl — «OXOTHUYbEY,
«[Mpaxckoe», «XMenbHoe», «/ NUMBOBAPOB»,
«Xurynesckoe», «C nerkum napom», «Kusisb»,
«KomnaHerckoe».

Agppec: 666671, Upkytckas 0bn, r.YcTb-
Mnumck, yn.bparckas, a.21, a/a 235.
Crpanuua B MHtepHete — www.siberian-beer.ru

CJSC “Severouralsky Pivzavod”.

Year of founding: 1952.

Production capacity: 0.2 million decaliters.
Key brands: “Severouralskoye”, “Vagron”,
“Serebryany meridian”, “Vostorg”,
“Admiralteiskoye”, “Express”,
“Zhigulevskoye”.

Address: #21-b, ul.Budennogo, Severouralsk,
Sverdlovskaya obl., Russia, 624480.

OJSC “Slavyanka”.

Year of founding: 1972.

Production capacity: 0.6 million decaliters.
Key brand: “Mezhdurechenskoye”.

Address: #44, prospect Stroiteley,
Mezhdurechensk, Kemerovskaya obl., Russia,
652882.

LLC “Sibirskaya Pivovarnya Heineken”.
Year of founding: 2003.

Production capacity: 10 million decaliters.
Key brands: “Zhigulevskoye”, “Okhota”,
“Bochkarev”, “Rusich”.

Address: #79/2, ul.Petukhova, Novosibirsk,
Russia, 630119.

OJSC “Pivovarenny Zavod Syktyvkarsky”.
Year of founding: 1993.

Production capacity: 0.9 million decaliters.
Key brand: “PivKo".

Address: #123, Oktyabrski pr., Syktyvkar,
Republic of KOMI, Russia, 167983.

OJSC “Tomskoye Pivo”.

Year of founding: 1884.

Production capacity: 12 million decaliters.
Key brands: “Bolshoye pivo”, “Kruger”.
Address: #46, ul.Moskovsky trakt, Tomsk,
Russia, 634028.

Web-page: www.tomskbeer.ru

CJSC “Ust-llimsky Pivovarenny Zavod”.
Year of founding: 1991.

Production capacity: 1.5 million decaliters.
Key brands: “Okhotnichye”, “Prazhskoye”,
“Khmelnoye”, “7 pivovarov”,
“Zhigulevskoye”, “S legkim parom”,
“Knyaz”, “Kompaneiskoye”.

Address: A/s 235, #21, ul Bratskaya,
Ust-llimsk, Russia, 666671.

Web-page: www.siberian-beer.ru
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3AO «[Muesasop XapbixeHcKuM».

[on obpasosanus — 1960.
MpouseopctseHHas mowHocts — 0,5 MaH. gan.
OcHosHoM 6paHp — «XagbiXeHckoe.

Appec: 352671, KpacHopapckuit kpait,
ANEPOHCKMI p-H, . XOAbIXEHCK,

yn. Mpomsicnosas, A.20.

OOO «lNuBoBapHs XeiHekeH».

[on obpasosanua — 1999,
MpowussoacTeeHHas mowHocTs — 41 mnH. gan.
OcHosHble 6panabl — «Heineken»,
«Bboukapes», «Oxota», «Buckler», «Guinness
Foreign Extra Stout», «Draught Guinness and
Kilkennys».

Agppec: 196105, . Cankr-letepbypr,

yn. Tenbmana, a. 24.

Crpanuua 8 MHtepHete — www.heineken.com

3AO «“utnHCKME KiIouM».

[on obpasosanus — 1977.
Mpon3eoacTBEHHASA MOLWHOCTL — 5 MAH. gan.
OcHogHoit 6pang — «Kntouu».

Agpec: 672020, r. Yura-20,

yn. MNpombiwnexxas, 4.7.

Crpanuua 8 MntepHete — www.kluchi.su

OAO «LUunxan».

[on obpasosanua — 1984,

MpowseoacteerHas mowHocTs — 15,5 mnH. gan.
OcHogHble 6paHapl — «Pykckoes,
«Mockoeckoe», «Xurynésckoe»,
«Crepnutamakckoe», «LUuxan», «Conanas
npuctatby, «Ipeanpentckoes, «Cegon Ypan»,
«bepxomyT».

Appec: 453109, Pecnybnunka bawkoproctaH,
r. Crepnutamak, yn. Hoeas, £.39.

3AO0 «[Mueosaphs Mockea-Sdec.

[on obpasosanus — 1999.

MpounssoacTBeHHas MOWHOCTE — 77 MAH. Aan.
OcHogHble 6paHap — «Ddec MuncHeps,
«Crapbit Menbhuk», «Bapuraiiteps,
«Cokon», «benbit Mengenb»,

«3natonpamen», «Amcrepaam Hasuratop».
Appec: 113546, r. Mockea, yn. MNogonbekmx
kypcaHTos, [pom3sona bupioneso, 1.28-A.
Crpanmua 8 Mnteprete — www.efespilsener.ru

CJSC “Pivzavod Khadyzhensky”.

Year of founding: 1960.

Production capacity: 0.5 million decaliters.
Key brand: “Khadyzhenskoye”.

Address: #20, ul.Promyslovaya,
Khadyzhensk, Apsheronsky raion,
Krasnodarsky krai, Russia, 352671.

LLC “Pivovarnya Heineken”.

Year of founding: 1999.

Production capacity: 41 million decaliters.
Key brands: “Heineken”, “Botchkarev”,
“Okhota”, “Buckler”, “Guinness Foreign Extra
Stout”, “Draught Guinness and Kilkenny”.
Address: #24, ul.Telmana, St.Petersburg,
Russia, 196105.

Web-page — www.heineken.com

CJSC “Chitinskiye Kluchi”.

Year of founding: 1977.

Production capacity: 5 million decaliters.
Key brand: “Kluchi”.

Address: #7, ul.Promyshlennaya, Chita-20,
672020.

Web-page: www.kluchi.su

OJSC “Shikhan”.

Year of founding: 1984.

Production capacity: 15.5 million decaliters.
Key brands: “Rizhskoye”, “Moskovskoye”,
“Zhigulevskoye”, “Sterlitamakskoye”,
“Shikhan”, “Solyanaya pristan”,
“Presidentskoye”, “Sedoi Ural”, “Berhomut”.
Address: #39, ul.Novaya, Sterlitamak,
Bashkortostan, Russia, 453109.

CJSC “Pivovarnya Moskva Efes”.

Year of founding: 1999.

Production capacity: 7 million decaliters.
Key brands: “Efes Pilsener”, “Stary Melnik”,
“Warsteiner”, “Sokol”, “Bely Medved”,
“Zlatopramen”, “Amsterdam Navigator”.
Address: #28 A, Promzona Birulevo,
ul.Podolsikh Kursantov, Moscow, 113546.

Web-page: www.efespilsener.ru

OAO «Slpnueon.

l[op obpasosanus — 1974.

MpouseoacteerHas MowHocTs — 61,2 mnH. gan.
OcHogHble 6paHabl — «Apnnso», «Bonray,
«CnaeHoe», «<MpnaHackoe kpacHoe».

Appec: 150030, r. Apocnasns,

yn. Moxapckoro, A.63.

Crpanunua B MHTepHete — www.yarpivo.ru

OT3biBbl M OTKIMKM HO OTHET MOXHO
Hanpaeuts B Colos Poceuickmnx MNueosapos
no agpecy:

119021, r. Mockea, yn. Pocconnmo, a.7, op 408,
Ten/dake: (095) 245-50-01, 246-05-67,

aapec anekTpoHHoM noutsl: info@beerunion.ru

OJSC “Yarpivo”.

Year of founding: 1974.

Production capacity: 61.2 million decaliters.
Key brands: “Yapivo”, “Volga”, “Slavnoye”,
“Irlandskoe krasnoe”.

Address: #63, ul.Pozharskogo, Yaroslavl,
150030.

Web-page: www.yarpivo.ru

Opinions and responses can be directed

into the Union of Russian Brewers

to the address:

Rossolimo str., 7, of. 408, Moscow, 119021
Phone/fax: +7-095-245-50-04/246-05-67
E-mail: info@beerunion.ru
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