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O YETBEPTOM

COIIMAJIBHOM OTYETE
MMBOBAPEHHOY OTPACIIH

ABOUT THE FOURTH
SOCIAL REPORT

OF THE BREWING INDUSTRY

CouranbHBIM OTYET KOMIIAHUM NMHUBOBA-
PEeHHOM OTpaciu ABIAETCSA YHUKAIbHBIM JOKY-
MEHTOM, MIPEeACTaBJIAIONINM Pe3yaIbTaThl pabo-
THI HE OZIHOM KOMIIaHUHY, a LieJIOM UHAYCTPUH,
MO3BOJIAET NIPOBECTU OI[EHKY JefATeIbHOCTHU
KOMIIAaHMM C MO3UIUH CcOIMaJbHOM OTBET-
CTBEHHOCTU U TPOUHGOPMUPOBATh 06 3TOM
rocyzapcTBo u obiectBo. CpeZii OCHOBHBIX
TIPUOPUTETOB MUBOBapEHHBIX KOMIIAHUH — KO-
HOMHMYECKAas CTaOMIbLHOCTD, IOCTOSHHOE BHH-
MaHUe K Ka4eCTBY IPOAYKLIMUU U CTpeMJIeHle
K pasHo0bpasuio, co3JaHre IPUBIEKATENbHBIX
COIIMATIBHBIX U PO eCCUOHATBHBIX YCIOBUMU
[Uis pabOTHUKOB, CHUKEHVE HETaTUBHBIX BO3-
JleVICTBUI Ha OKPYKAIOLIYI0 cpe/ly U, KOHEUHO,
OKa3aHUe MTOMOIIY GOIBIIOMY KOJTMYECTBY Op-
ra”Hu3alyil U IpoeKTOB, KOTOpble HY>KHBI JKU-
TesiaM Poccum.

B Poccuu moka TOJbKO IUBOBapeHHBbIE
KOMIIaHWU Ty6JIUKYIOT KOHCOJUANPOBAHHBIE
JaHHBIE O TOM, KaKUM 006pa3oM OHM TIPUMEHsI-
IOT IIPUHIIUIIBI OTBETCTBEHHOM /IeJI0BOM MpakK-
TUKU U KaKUX PEe3yIbTaTOB JOCTUTAIOT. YUUTHI-
Basd reorpadpuveckuii pasmax (IpeAnpusTUS
Y4aCTHUKOB OTYeTa PACIOJIOXKEHBI BO BCEX
pervoHax Poccum) u cymecTBeHHBIE pasiu-

The Social Report of brewing com-
panies is a unique document that does
not just present business results for a cer-
tain company; its focus is on the industry
in general. The report provides an oppor-
tunity to analyze brewing companies’ ac-
tivity related to social responsibility mes-
saging and to inform state bodies and the
community on such initiatives. The brew-
ing companies’ priorities include main-
taining economic sustainability, ensuring
close quality management and diversity
of products, providing attractive social
and professional conditions for employ-
ees, reducing negative environmental im-
pacts and — most importantly — support-
ing a large number of organizations and
projects for which the Russian people
have a need.

In Russia only brewing companies
publish consolidated information on how
they apply responsible business prac-
tices and what results they achieve. Tak-
ing into account the geographical scope
(contributing companies are located in
all Russian regions) and major differ-
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Yy B pa3Mepax MPOU3BOACTBA (OT KPYIHBIX
Zl0 MaJbIX), IPOIeCcC OTYETHOCTU IIpe/CTaBIIA-
eT coboli HempocTyio 3ajavyy. Tem He MeHee
Giaroziapsi akKTUBHOMY Y4aCTHUIO KOMIIaHUH,
IIOHMMAaHHMIO BaXHOCTH JHajIora ¢ 00LIeCTBOM
KavyeCcTBO IpeAcTaBaeHs NHOPMAIUH TIOoCTe-
TIeHHO YJIy4IlIaeTcs, B OTYeTaX MOSABIAIOTCA HO-
BBIE TIOKa3aTeJu.

Ha cerofHAIIHUN JeHb OMyOJUKOBAHO
yKe Tpu oT4yeTa. Bce oHU BkJItO4YeHH B Ha-
[IMOHAJBHBIN PETUCTP KOPIIOPATUBHEIX HEDU-
HaHCOBBIX 0TYeTOB Poccuiickoro cor3sa mpo-
MBIIUIEHHUKOB U IpeAanpuHuMateneii (PCIIIT)
1 oy b6InKoBaHbl Ha caiiTe Coro3a pOCCUHCKUX
nuBoBapoB (CPII).

[TepBBIil OTYET MPEJCTABIAN PETPOCIEK-
TUBHBIY aHaM3 COCTOSHUS OTPACIU 3a IEPUOZ,
2000-2004 rozoB, BTOpPOU U TPETUI OBUIHU IIO-
CTPOEHHI 10 TeMaTU4YeCKOMY IIPUHIIUILY.

Otyet 3a 2007 roz nmpogomxaeT MeETO-
JAUYeCKUN MOAXOZ, KOTOPBIM UCIIOIb30BaJICA
B IIpebIAyIIYe Tepruobl OTIETHOCTU: KJItoUe-
BbI€ aKI[€HTHI Ha celi pas c/ielaHbl Ha obecreye-
HUU KayecTBa MIPOAYKIIUY, YTO ABJISAETCA OCHO-
BOIIOJIaTaoINel 3azadeil MI0OBIX KOMIIAHUM,
paboTaroniux B MUIIEBOM OTPACIU, U BKJIaZe
NIMBOBApOB B pPa3BUTHE CMEXHBIX OTpacyel.

ences in production capacity (from small
to large-scale), the reporting process is
challenging. However, due to the compa-
nies’ active contribution and understand-
ing the importance of an active dialogue
with the community, quality of submitted
data is improving, and new parameters
appear in reports.

As of today, three reports have al-
ready been published; all three have
been included into the National Regis-
ter of corporative non-financial reports
of the Russian Union of Manufacturers
and Entrepreneurs and have been posted
on the Union of Russian Brewers (URB)
web-site.

The first report gives a retrospective
analysis of the brewing sector during the
period 2000-2004, while the second and
the third are thematically organized.

The 2007 report follows the meth-
odology of the previous reports: the main
focus in the current report is product
quality, which is the fundamental task of
any company in the food production sec-
tor, as well as the contribution of brewers
to the development of allied industries.
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OTnuuuTenbHas 0COOEHHOCTb YETBEPTO-
r'o oT4yeTa COCTOMT B TOM, YTO B HEM BIIEpPBEHIE
IpejcTaBleHbl HEKOTOPble KOHCOIUJUPOBaH-
Hble JaHHBbIEe II0 9KOJIOTUYECKUM pe3yJabTaTaM
JeITeIbHOCTY KOMITaHUHN. YIUTEIBasA BCe BO3-
pacTampllee BHUMaHue K 3KOJOTUU B MUPE,
MIMBOBAphl HAMEPEHH! U B OYyZAyILIEM YZAENATh
BHUMAaHUe 3TOU TeMe, IIOCTeIIeHHO pacIIupss
CIIEKTP 5KOJIOTMYeCcKUX MoKasarenel U mpej-
CTaBJIAA JaHHbIE B JUHAMUKe.

Haxkonen, B coIuajJbHOM 4YacTu oTde-
Ta MOAPOGHO OcBelleHbl mporpamMmbl CPII
Y IMBOBAapeHHBIX KOMIIAHWY, HallpaBleHHbIe
Ha pOpMHUpOBaHNE OTBETCTBEHHOT'O OTpebiie-
HUSA NUBAa, U 6JIarOTBOPUTEIbHBIE TIPOEKTHI.

B nmoaroroske otuera 3a 2007 roz npuHs-
iy ydactve 18 KoMIaHUM, IIpeACTaBIA0MINX
50 NMpoU3BOACTBEHHBIX ILTOWaZOK oT Kanu-
HuHrpaza a0 I0xuo-Caxanracka. COBOKyIIHadA
Z0JI1 yYaCTHUKOB OTYeTa Ha PhIHKEe IIPOU3BOJ-
CTBa N1Ba cocTasiAeT okoo 90 %. 3a mpolues-
mui ¢ MOMeHTa U3ZlaHuA MOCIeZHero oTiera
r'o/l CyllleCTBEHHBIX U3MEeHEHUH B AeATeNbHO-
CTY KOMITaHUH He npou3soto. KosuteKTUBHBIH
IIOPTpPeT YyYacTHUKOB OTYeTa IIpeJCTaBIeH
Ha WUIICTpauuax 1-2.

A distinctive aspect of this report is
the attempt to present some consolidated
data on the companies’ ecological initia-
tives. Taking into account the growing
interest in ecological matters worldwide,
brewers will pay more attention to this is-
sue and cover more ecological indicators
which show data development.

Finally, the section on social initia-
tives focuses on the charitable projects
and programs URB and brewing com-
panies initiated to promote responsible
beer consumption.

The report’s contributors include
18 companies with 50 production units
from Kaliningrad to Yuzhno-Sakhalinsk
and represent 90 % of the brewing mar-
ket. There has been no significant change
in the companies’ business activity dur-
ing the year after the previous report was
issued. Figures 1 and 2 show the general
profile of contributor companies

Hnn. 1. IIpon3BoACTBO MUBAa KOMIAHUAMMU — YyYacTHUL,aMu oryera B 2007 r., MIAH paan

(MCTOYHUK: faHHbIE KOMIAHWU)

Fig. 1. Beer production by report participants in 2007, mln. dkl (sourc nies’ data)

Bcero B 2007 roay npousseaeHo 1160 mnH pan
Total in 2007 produced 1160 mln. dkl

1044
[ yyacTHUKuK oTveTa
report contributors

116
I fpyrve yYacTHUKM pblHKA
other market participants
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Mnn. 2. XapakTepucIuka yYacCTHUKOB OTYETA IO YUCIIEHHOCTU PabOTHUKOB
Fig. 2. Contributing companies by number of employees

48%
[ 50-300 yen.
50-300 ppl

17%
B 301-500 yen.
301-500 ppl

6%
I 501-1000 yen.
501-1000 ppl

17%
I 1001-5000 ven.
1001-5000 ppl

12%
[ 6onee 5000 yen.
over 5000 ppl

061ee KonnuecTso
KOMITaHUN

Total number

of companies
0611e€e KONUYECTBO
paborHuKoOB

Total number

of employees
061mee KonnuecTso
NMUBOBapeH

Total number

of breweries

Jlona yyacTHUKOB
0TYeTa Ha PLIHKE MUBA O
Share of the report
participants 0

in the beer market
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VYACTHUKH COITMAJIBHOI'0 OTYETA

REPORT PARTICIPANTS
@ Kanununrpap
Kaliningrad
CaHkT-MeTepbypr
Saint-Petersburg
@ Apocnasns
Yaroslavl
MBaHoBO @ CuixtoiBrap
Kt @ et Ivanovo ktyvkar .
Klin . MockBa 0AO «IuBoBapeHHbIi 3380
Moscow . HI/I)KHI/IVI HOBrOpOﬂ cbIKTbIBI.(apCKVIM»
000 «CABMunnep PYC» Kanyra @ Nijniy Novgorod 0JSC «Pivovarenny Zavod
SABMiller RUS, LLCKalliga @ Tyna  HosoueGokcapek Syktyvkarsky»
Kypck @ Tula Novocheboksarsk
Ll CapaHck
@ Boporexc  <TTET @ Vxerck
Voronezh Tjevsk
dAO «Tam6punyc»
Pocros-Ha-[oHy @D Bonxckuin @ @ Kysheux o Iéa3aH|> 03SC «Gambrinus»
Rostov-na-donu Voljskiy Kuzneck dzan @ Nepmsb
. 0AO Busur Perm’
\F?MCKk. Kambiwnt @ 0JSC Vizit
eys Kamyshin Camapa
3A0 «I'Ipuasosct_(an BaBapus» 0AO «KamblwuHnUenpom» .SamaEa . YJ aa
CJSC Priazovskaia Bavaria 03SC Kamyshinpishcheprom . ExaTepuHGypr
Hosopocgmﬁcx. Crepnutamak @ Ekaterinburg
Novorossiysk @ Crasponons Sterlitamak
bl sems
] 0AO «CraBpononbCcKuit @ Yensnbunck
NUBOBapeHHbIi 3aBOA Cgglyabinsk . K:
» raH
Hosotpouuk @ P
g urgan
2;1‘155":::\:‘:)9021253), d NovotrmtcLL 0A09«3aypanbcxue HanUTKU»
o 03SC Zauralskie Napitki
@ Maxaukana
Mahachkala @ Onmck
000 «MaxauKanuHcKuit Omsk HoBocubupck
NUBOBapeHHbIi 3aBOA Novosibirsk
«Mopt-MeTpoBCK» '
Makhachkalinsky Brewery BapHayn
Barnaul

Port Petrovsky, LLC

«IlIuxaH» MoNyYWI AUIUIOM NOGEANTENA TOPOACKOTO SKOHOMM-
JeCKOro COPeBHOBAHMA «IIPOU3BOACTBO MUIEBLIX POAYKTOBY
Shikhan Company won the City Business Contest in Food
Production nomination

Ha Kanyxckom 3aBoge 000 «CABMunnep PYC» ycraHosneHa
COBpEMEHHas, BEICOKOTEXHOJIOTWYHAS U BO MHOT'OM YHWUKaJbHas
ans Poccum oumuCTHAA CUCTEMA, CIIPOEKTUPOBAHHASA CIIELUANILHO
114 3aBoga B Kanyre ¢ yyeToM 0co6eHHOCTE TPOU3BOACTBA

A modern technologically intensive purifying facility has been
installed at the Kaluga plant (SABMiller RUS, LLC), which is
unique for Russia and was specifically designed for the plant
and adjusted to local production

Ha «AMyp-niuBO» 3amylieH MIPOEKT [0 YYEeHUYECKUM [LOrOBOPaM
C LleNblo B IIOC/IEAYIOWEM IPUHUMATD Ha PabOTy MEPCIIEKTUBHBIX
PabOTHWKOB B IIPOU3BOACTBEHHEIE NIOAPA3AENEHUA
Student mechanics are employed on an apprenticeship contract
basis. In the future, the most promising workers will be

6 employed full time at different production units

0AO «BbapHaynbckuit
NMBOBapeHHbIN 3aBOA»

0JSC Barnaulsky Pivovarenny
Zavod(Barnaul Brewery)

Kommanma «3aypanbckue HamUTKNY» U3MeHUA TIONUTUKY TTPO-
ZIAX TOTOBOV IPOAYKLUY, Tlepelia Ha PaboTy ¢ MPeANpPUATUAMU
PO3HWUYHOW TOPTOBAW; OTKPLUIA NPEZCTABUTENLCTBO B OAHOM U3
paitoxoB Kypranckoit o6nactu

Zauralskie Napitki Company has changed its policy of
merchandizing finished products. It began to work with
retailers and opened a branch office in the Kugransk region

B nexabpe 2007 roaa pyKoBOACTBO 3aBOAA « CHLIKTBIBKAPCKUMNY»
TIPUHAIO pPelleHne co3aaTh 6narorBoputenshsiit Gonp «Muno-
Cepave» Ans peannsaluuv MporpamMMm MOMOLM HYXAAWUMCA
wurenam Komun

In December 2007, the management of Syktyvkarsky
Brewery decided to open the charitable Foundation
Miloserdie to implement social programs aimed at assisting
low income people in Komi Republic

K 2007 r. komnanusa CAH MnBeB yTpownna npou3BojCTBEHHbIE
MOIHOCTY IO CONOAY

By 2007 SUN InBev malt beer productive capacity has grown
threefold

™
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OMCK
omsk
AO «ToMCKOe NUBOY»

000 «06beanHeHHbIe TMBOBapHU XeMHEKEH

Heineken Breweries LLC

. «lnBoBapHs XeitHekeH» (CaHkT-MeTepbypr)

Heineken Brewery Saint-Petersburg

. «[lnBoBapeHHbIii 3aBog uM. CTenaHa PasunHa»

(CankT-MNeTepbypr)
Stepan Razin Brewery

. «Amyp-luBo» (Xabaposck)
AMUR-PIVO (Khabarovsk)

. MBoBapeHHas komnanua «Bonrax» (HuxHuit Hosropog)

Volga Brewery (N. Novgorod)
. «KMBH Wuxan» (Crepautamak)
Shikhan Brewery (Sterlitamak)

. «Cnbupckas MueoBapHsa XeiiekeH» (HoBoc6upck)

Heineken Brewery Siberia (Novosibirsk)
. «Marpax» (ExkatepuH6ypr)
Patra Brewery (Ekaterinburg)

. «lnBoBapHa XeitHekeH baikany (Mpkytck)

Heineken Brewery Baikal (Irkutsk)
. «Komnanus MUT» (KanuxuHrpap)
Ivan Taranov Brewery Kaliningrad
10. «MUT» (HoBoTpouLik)
Ivan Taranov Brewery Novotroitsk

0AO «MuBoBapeHHasa KoMnaHua “banTuka”»

0JSC Baltika Brewery

. 3aBog «bantuka — Caukt-MNeTtepbypr»
Factory Baltika — St Petersburg

. 3aBop «bantuka — BeHa» (CaHkT-leTepbypr)

Factory Baltika — Vena (St. Petersburg)
. ®unuan «bantuka — PoctoB»
Subsidiary Baltika — Rostov
. Ounnan «bantuka — Tyna»
Subsidiary Baltika — Tula
. ®unuan «bantuka — Camapa»
Subsidiary Baltika — Samara
. Gunnan «bantuka — Xabaposck»

JSC «Tomskoe Pivo» ( ] Subsidiary Baltika — Khabarovsk
KpacHospck . ®unuan «bantuka — Mukpa»
Krasnoyarsk Subsidiary Baltika — Pikra
. Ounnan «bantuka — Apocnasnb»
Subsidiary Baltika — Yaroslavl
. ®unuan «bantuka — BopoHex»
Mﬁﬁﬂgt Subsidiary Baltika — Voronezh
AHrapck P 10. Gunuan «bantuka — YenabuHck»
Angarsk Subsidiary Baltika — Chelyabinsk

[ ] 11.0ununan «bantuka — HoBocnbupck»
Subsidiary Baltika — Novosibirsk

BapHaynbCKUM MUB3aBOAOM COBMeCTHO ¢ Anraiickum HUU
CebCKOT0 X03A1icTBa 6bI1a paspaboTaHa mporpaMma Io Bepa-
LIMBAHUIO HOBLIX COPTOB TUBOBAPEHHOI'O AUMEHS

Barnaulsky Brewery together with Altai Agricultural Research
Institute implemented a project involving the development and
selection of new malting barley varieties

«BanTuka» 3akymuia y arpoxo3aitcTs 150 THIC. TOHH AYMEHS,
4TO Ha 87,5 % BbIlIe 06bEMOB 3aKymok 2006 T.

Baltika purchased 150,000 tons of barley from farms, which
exceeds the 2006 harvest by 87.5%

000 «Kommanua ITUT» 3aBepuInio mpouecc MHTErpanumm 3a-
BOZia B «00beAMHeHHEE MUBOBAPHU XeHEKEH» U IIEPECTPOIKI
paboTH B COOTBETCTBUU C KOPIIOPATUBHLIMU CTaHAAPTAMMN

Ivan Taranov Brewery Kaliningrad, LLC joined Heineken
Breweries LLC and modified its work processes in compliance
with corporate standards

0AO «CAH UnbeB»
0JSC SUN InBev

. KnuHcknii nponssoactserHblit komnnekc OAO «CAH UHBeB»
Klin Production Site of 0JSC «SUN InBev»
. Bonxckuit pununan 0AO «CAH NnbBe»
Volzhsky Branch of 0JSC «SUN InBev»
. Omckuit dunuan 0AO «CAH UHbes»
Omsk Branch of 0JSC «SUN InBev»
. Mepmcknit dunnan 0AO «CAH Nnbes»
Perm Branch of 0JSC «SUN InBev»
. CapaHckuit punuan 0AO «CAH NHbes»
Saransk Branch of 0JSC «SUN InBev»
. Nanosckuit dunnan 0AO «CAH NHbes»
Ivanovo Branch of 0JSC «SUN InBev»
. Kypckuit dpunuan 0AO «CAH NnbBes»
Kursk Branch of 0JSC «SUN InBev»
. HoBoue6okcapckuii hunuan 0AO «CAH NHBeB»
Novocheboksarsk Branch of 0JSC «SUN InBev»
. Cankr-Metepbyprckuit dunuan 0A0 «CAH Nnbes»

0JSC Interbir (the Tinkoff Brewery)
10. AHrapckuit punuan 0AO «CAH NHbes»
Angarsk Branch of 0JSC «SUN InBev»

«Ipynna komnawuii IPEC B Poccun»
«EFES Group of companies in Russia»

. 3A0 «lnBoBapHsa Mocksa-3dec»
«Moscow-Efes Brewery», CISC (Moscow)

. OAO «M0 KB-Conoposnusox» (KasaHb)

JSC «BU KV-Solodovbeer» (Kazan)

. 000 «KB-Cn6MunsKomnanusy» (Hosocnbupck)
«KV-SibPivKompania» LLC (Novosibirsk)

. PoctoBckuit dunuan «MusosapHs Mockea-Idec»
Rostov Branch of «Moscow-Efes Brewery», CISC
(Rostov-on-Don)

. OAO «AmcTap» (Yda)

JSC «<AMSTAR» (Ufa)

XabapoBck o
Khahdfovsk H0xHo-CaxanuHck
Yuzhno-Sakhalinsk
KopcakoBckuit 3aBop,
nuBa u HanuTKoB «CeBepHas 3Be3ga»
CJISC Korsakov Beer and Drinks Plant
«Severnaya Zvezda» (Northern Star)

Bnagmeoctok
Vladivostok Y
0AO «Bnapnuso»

0JSC Vladpivo

Kommanus «IlaTpa» ynocroeHa [loyeTHOro AnIIOMA Iry6epHATO-
pa CBepAnoBcKoit 0671acTy 32 6ONBLLIO BKIAZ B 3KOHOMUYECKOE
Pa3BUTUe pernoHa

Patra Company was awarded with an Honorary Diploma from
Sverdlovsk Region Governor for its contribution to regional
economic development

B kommaHuu «IInHO» MpUHAT HOBLI KonneKTuBHEL foroBop Ha
2007-2009 rr.

Pino Company adopted a new collective agreement for
2007-2009
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OCHOBHBIE HAITPABJIEHUA
PABOTBI CPII B 2007 IOl

GENERAL GUIDELINES

IN THE ACTIVITIES OF THE UNION
OF RUSSIAN BREWERS IN 2007

VII Bcepoccuiickas koHgpepeHuus npousgodumesneii nugo-6e3anko2oabHoil npodyKuuu
KoHuenuusa 2ocydapcmeeHHOll ank020/16HOLl noAUmMuKu
TexHuueckoe pezynupogaHue NU8o8aAPeHHOL ompacau
B3aumodeiicmeue ¢ 06uiecmeeHHbIMU U CMENCHBLMU OP2AHU3AUUSIMU
MexcdynapooHoe compyoHu4ecmeo
7th Russian Convention of Alcohol-Free Beer Manufactures
Federal Alcohol Policy

Industrial regulation of brewing sector

Partnerships with social and allied organizations

International Partnership

OcCHOBHBIE HalpaB/JI€HUA A€ATEIbBHOCTU Co-

103a B 2007 rogy BKJIIOYaIU:

JanbHellllee pa3BUTHE MHCTHUTYTa CaMo-
PEryJIupoBaHusA ITUBOBAPEHHON OTpacIy —
BHeceHUe n3MeHeHUI B Kozjekc yectu poc-
CHUICKHUX TUBOBAPOB;

pa3paboTKy ¥ peasu3alnuio IporpaMm
KOPIOPAaTUBHOU COIIMAJbHON OTBETCT-
BEHHOCTY;

YKpeIUIeHHEe OTHOLIEHUI C TOCYyZAapCTBEH-
HBIMU ¥ 00IleCTBEHHBIMU UHCTUTYTaMU;
MPOZBIKEHVE U/JIEU MIPUHATUA KOHIEIIINH
rOCyZapCTBEHHOHN aJIKOTOJIBHOM TTOJIUTHKY;
Pa3paboTKy U MPHUHATHE OTPACIEBBIX HOP-
MaTUBHBIX JOKYMEHTOB;

pa3BUTHE TIpollecca KOHCOJIUAAIUU NpeJ-
CTaBUTEJNEN OTPaC/IU B paMKax mpodeccuo-
HaJBHOTO COOOIECTBA.

In 2007, the Union’s main initia-

tives included:

Further development of indus-
try self-regulation = introduced
amendments to the Russian Brew-
ers’ Code of Honour;
Development and implementation
of programs promoting corpora-
tive social responsibility;

Building partnerships with govern-
mental and social institutions;
Development and introduction of
regulations within the sector;
Promoting companies’ con-
solidation through professional
communities.
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B 2007 rozy cocTosinoch HATH 3acefaHuit
PYKOBOZAILIEro opraHa opranusanuu — Cose-
ta Cor3a, Ha KOTOPBIX 06CYKaINCh BOIPOCHL,
CBA3aHHBIE C TEKYLIIUMHU 3aZadaMHu PasBUTHUA
NMBOBApPEHHOW OTpaciu, pa3dpabaThIBajuCh
U yTBepXKJaJIWCh HOpPMaTHBHBIE JOKYMEHTHI
U 1wiaHel pabotel Cor03a, yTBEPKAAIUCH HOBBIE
Harpazpl, IpeJCTaB/IAINCh K HarpaXxAeHuIo JIy4d-
1I1e KOMIIaHUY U CIIelaauCcThl OTPACIH.

B oTueTHOM rozy TakXe IIpofoJpKantach
JeATenbHOCTh koMuccuii Coro3a — Komuccuu
mo pabote ¢ obmectBeHHOCThIO 1 CMU, Ko-
MMCCHM IO B3aMMOZJEMUCTBUIO C OpraHaMu Io-
CyZapcTBeHHOM BiacTu, Komuccuu 1o sTuke,
Harpaznoii Komuccuu, a Takke Paboueii rpym-
Bl II0 TEXHUYECKOMY peryJIupoBaHHIO U Pa-
604Yeli TPYIIEL IO UCCAELOBAHUIO PhIHKA Taphl
U yTIaKOBKH.

VII Bcepoccuickaa koHpepeHuuAa
MPOU3BOAUTENEN NTNBO-6€3a1KOT0/IbHOW
MPOAYKLUUN

[71aBHBIM COOGBITMEM OTYETHOTO T'0Jia CTAJIO
npoBezenue VII Bcepoccuiickoil KoHGepeHIIUU
IIPOM3BOJUTENIEN TMBO-6€3aTKOr0IbHOM IPOAYK-
IIMH, KOTOopas cocTosuiack 5—6 anpesna 2007 roza.
B pamkax koH¢epeHnnu nporwio O6uiee cobpa-
Hue wieHoB CPII. Ero yuacTHUKU MOJBEINU UTO-

In 2007 five meetings of the
Union’s governing body, the Union
Board, were held. The main focus was
on current tasks related to brewing in-
dustry development, presenting and
approving regulations and Union ac-
tion plans, nominating the best compa-
nies and professionals for awards, and
approving new awards.

In the reporting period, the Com-
missions continued their work within
the Union — the Commission for Public
and Mass Media Outreach, the Com-
mission for Partnership with State Au-
thorities, the Commission for Ethics,
the Awards Commission as well as the
working group on industrial regulation
and the working group on packaging
and container market research.

7th Russian Convention of Non-
Alcoholic Beer Manufactures

The 7th Russian Convention of
Non-Alcoholic Beer Manufacturers
on April 5-6, 2007 was the most sig-
nificant event in the reporting year. As
part of the convention, a General Meet-
ing of URB members was held to report
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ru pabotsl Corosa 3a 2006 rog. OHU OTMETUIU
ycIemHyo paboty B chepe mpeAoTBpalleHUa
NIpOoZa)ku NMBa HECOBEPIIEHHOJIETHUM U COLIU-
aJbHOM OTYETHOCTH, a TaK)XXe BBICOKO OLIEHUIU
pe3ynbTaThl B3anMozelicTBua Coro3a ¢ pesepans-
HBIMHU OpraHaMU roCyZapCTBEHHOM BJIACTH B pas-
JINYHBIX acleKTaX MOJIUTUKU U 3aKOHOJAaTellb-
CTBa, 3aTparuBaloOIINX pa3BUTHE UHAYCTPUH.

Ba)XHBIM UTOrOM COOGPAHUA CTAJO OIpeje-
JIeHVe TNepCIeKTUBHBIX HallpaBleHU! JedaTesb-
Hoctu Cor3a Ha 2007-2009 rogel, a Takxe
BHeceHHe n3MeHeHU# B YcraB Coro3a u Kogekc
YeCTU POCCUMCKUX MMBOBAPOB.

6 anpesna 2007 roga B MockBe IpoOLLIO
BTopoe Bcepoccuiickoe coBemjanue «KoHien-
LIS B3aUMO/IECTBUA BiIacTu u 6usHeca. Pa3Bu-
THe COLIMaJbHO-29KOHOMHUYECKOr'0 MapTHepCTBa
B IMBOBApeHHOU OTpaciu», OpraHU30BaHHOE
CPII coBMecTHO ¢ MUHUCTEPCTBOM CEJIbCKOTO
xo3aiictBa P® npu nogzaepkke Poccutickoro co-
103a IPOMBIIUIEHHUKOB U NpeANpUHUMAaTeel,
Toproso-npomeinuieHHo# nanatel PO u Komu-
TeTa ['ocyzapcTtBeHHoM Jlymbl PO no arpapHbIM
BompocaM. CoBeljaHre ObLIO MOCBAIIEHO 3aKO-
HOZATEeJIbHBIM, dKOHOMUYECKUM U COLIMaJIbHBIM
acmeKTaM MmapTHepcTBa. ViTorom ero paboTsl
CTaJIO IPUHATHE Pe30JIOLUU, B KOTOPOH OTMe-
Yyajach HEOOXOAMMOCTh pa3pabOTKU U peau-
3alUy IleJIeBBIX IIpOrpaMM IO pa3BUTHUIO OT-
pacieBoil ChIpbeBOI 6a3bl, CO3JaHUA YCIOBUH
JJ11 NTHBECTULIMOHHOU JeAaTelbHOCTH B Poccuu
Y OCBEWAJICA PAZ APYTUX aKTyaJIbHBIX IPOGIEM
OTpacyu.

KoHuenuua rocyaapcrseHHOMN
anKoOronbHOU MONUTUKU

Ha mpoTsskeHuU HecKombKux jieT Coto3 poc-
CHUICKUX [TMBOBAapPOB IMTOCIEJ0BATENBHO HOAED-
JKUBAeT HZel0 pa3paboTKY KOHIENIINH rocyzAap-
CTBEHHOU aJIKOTOJIbHOU MONMUTHKKU. OCHOBHAsA
MO3UIUsA, C KOTOPOU BBICTYIAeT COOOIIECTBO
[IPOU3BOJUTENEN TMBOBAPEHHOM IPOAYKLIUH, —
HeobXoAUMOCTH /11 Poccuy MOCTENIEHHOTO TIepe-
XO0/Ia OT «CEBEPHOT0» TUIIA IIOTPEOJIEHMS C JOMH-
HUPOBAHHUEM KDEITKUX aJIKOTOJIbHBIX HAITUTKOB
K «I0)KHOMY», B KOTOPOM IpeobaZaloT HATy-
paJIbHOE BUHO U MUBO. TaKoW IOZAX0Z OCHOBBIBA-
€TCsA Ha IMO3UTHUBHOM OIIBITE psAZa CTpaH, KOTO-
pBIE CTAJIKUBAINUCH C AHAJIOTUYHOM COIMATIbHOM
npobisemoii (Hanpumep, B CkaHAWHABUH U Boc-

the results of the Union’s activity in
2006. The participants pointed out suc-
cessful work in preventing beer sales to
minors, social reporting, and building
partnerships with the Federal govern-
ment to work on different aspects of
politics and legislation pertaining to in-
dustry development.

The most important outcomes of
the meeting were outlining priorities
for 2007-2009 and introducing amend-
ments to the Union’s By-Laws and the
Russian Brewers’ Code of Honour.

On April 6, 2007 the Second All-
Russia Meeting «Concepts of Build-
ing partnerships between Government
and Business. Promoting social and
economic partnerships in the brewing
industry» was held by URB and the
Russian Ministry of Agriculture, and
was supported by the Russian Union
of Manufacturers and Entrepreneurs
and the Russian State Duma Commit-
tee on agricultural matters. The meet-
ing covered regulatory, economic and
social aspects of the partnership. The
meeting adopted a resolution, which
points out the importance of develop-
ment and implementation of special
programs aimed at expanding the raw
materials base and setting conditions
for investments in Russia. Other issues
crucial for the industry were discussed.

Federal Alcohol Policy

For several years, the Union of
Russian Brewers Union has consistent-
ly supported the idea of developing a
state alcohol policy. The key concept is
a gradual change from «northern» con-
sumption where hard alcohol drinks
dominate to the «southern» consump-
tion with emphasis on wine and beer.
Such approach is based on the posi-
tive experience of some countries that
faced this social problem (Scandinavia,
Eastern Europe). The issue of chang-
ing the nature of alcohol consumption
has been raised in the course of discus-
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TouyHO! EBpomne). MI3MeHeHUe CTPYKTYpHI IOTpe-
GJIeHUS aJKOTOJIbHBIX HAITUTKOB HEOJHOKPATHO
CTAaHOBUJIOCH I[eHTPaJbHOU TEMOMW AUCKYCCUM
¢ yuactueMm npegcraButeneir CPII u rocyzap-
CTBEHHBIX OPr'aHOB.

11 maa 2007 roza uieHsl Coro3a Hampa-
Bwiu [Ipe3uzenty PP obpaieHrie, B KOTOPOM
MIoZYepKUBaIH, UYTO B MOCAeSHUE ToAbl B Poc-
CUM HaMEeTUIKCh II0Ka ellle OYeHb HebOOJbIINe,
HO TIO3UTHBHbBIE TEH/IEHIIUN B TIOTPeOIeHUN aj-
KOT'OJIbHBIX HAIIMTKOB, YTO CO3JaeT OOHAaZeKMU-
BaIOMIYI0 OCHOBY /I YIy4IlIeHUs COLMaJIbHOMI
00CcTaHOBKHU B o61ecTBe. B cBasu ¢ atum Coro3
TIPEAJIOKII BO30OHOBUTH AeATETHHOCTb Pabo-
yeii rpynsl ocyzapctBeHHoro CoBeTa, KOTOpas
3aHMMaJiach pa3paboOTKOM KOHIEIINY TOCyAap-
CTBEHHOM aJIKOT'OJTbHOM MOJTHUTHKU.

JTOT Xe BOINpPOC NMOJHUMAJICA U B XOZe
«KPYIJIOTO CTOJIa» «3aKOHOZaTeJlbHbIE IIPO-
671eMBl TIPOTUBOJAENUCTBUS aJKOTOJU3ANUU
HaceJeHUs KaK Yrpo3bl HallMOHaJbHOU 6e3-
onacHoctu Poccum», npoBeseHHOro 13 HoA-
6psa 2007 rogza Komuretrom locysapcTBeHHOM
Jymbl 1m0 6e3omacHOCTH. B pesonioiiuu, mpu-
HATOW y4yaCcTHUKaMU AUCKYCCHUHM, OTMevaeTcH,
YTO KOHI[ENIVs ToCy/JapCTBEHHON aJIKOTONbHON

sions between URB and governmental
authorities.

On May 11, 2007, members of the
Union sent an address to the Russian
President. The address notes that in
recent years there has been a moderate
but positive trend in alcohol consump-
tion which can work towards improv-
ing the social situation in the country.
Therefore, the Union suggested that
the State Council Workgroup should
resume activity to develop a state alco-
hol policy.

This issue was also raised during
the round table discussion Legislative
issues of the Population. Alcohol Addic-
tion as a Threat to the national safety of
Russia held on November 12, 2007 by
the State Duma Committee on National
Security. The adopted resolution points
out that a state alcohol policy should
consider interests of all market players,
the social and demographic situation
and historical traditions.

11
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MOJIMTUKY JOJIKHA pa3pabaThIBaThbCA C yYETOM
WHTEPECOB BCEX YIACTHUKOB PBIHKA, COLIMATBHO-
JeMorpadpUuIecKod CUTyallud U UCTOPUYECKUX
TpasUIui.

TexHuYecKoe perynupoBaHue
NMUBOBapEeHHOW OTPaCIn

TexHu4yeckoe peryiupoBaHue! (cTaHzap-
TH3aI[Us) — ellle OAHO HalpaBjieHHe paboTHI,
koTopomy Col03 yzensieT ocoboe BHUMaHUE
Ha NPOTKEeHUU MocaeaHux jeT. Oxugaercs,
YTO OT IPUHATHUA CTAaHZAPTOB U UX rapMOHU3a-
IIUY C MEXAYHAPOAHBIMU JOKYMEHTaMH B 06J1a-
CTU CTaHAApTU3aLUU BBIMTPAIOT IIpekJe BCero
MOTpe6UTENH, T. K. UX OCHOBY COCTAaBJISIOT ITOBHI-
IIeHHbIE TPe6OBaHUA K YIaCTHUKAM PhIHKA B Ya-
cTu obeclieyeHUs KauyecTBa MPOAYKIUU U MPO-
1iecca ee IMPOU3BO/ICTBA.

B pamkax paboThI 10 9TOMY HalpaBIeHUIO
18 urona 2007 roga cocTosiaoch 3acegaHue Pa-
6oueii rpymnmnbl Co03a POCCUMCKUX ITMBOBApPOB
110 TEXHUYECKOMY PEeryJINpOBaHUI0, HA KOTOPOM
OGBUI PACCMOTPEH IIPOEKT HAIIMOHAJbHOTO CTaH-
fapra «I[luBoBapeHHas NMpPoAyKIUA. TepMUHBI
u ompezeneHusd». O6cykaeHe TMPeATOKEeHUN
K IIPOEKTY CTaHZapTa IIPOIUIO B X0/ie 3aceZlaHusA
TexHUYeCcKoro KOMUTeTa I10 CTaHAAPTU3aLUU 25
ceHTsA6ps 2007 roza.

B3auMopencTeue ¢ 06111eCTBEHHLIMU
U CME@XHLIMU OpraHu3aluAMU

B 2007 roay CPII npozomKul B3auMoZen-
cTBUe ¢ TOproBO-IPOMBILIIJIEHHOU IajaTou
P®, PoccuiickuM COI030M IIPOMBIIIIEHHUKOB
U NpejAllpyHUMareneii, Acconuanuei orpacie-
BBIX c01030B AITK «<ACCAT'POC» u fipyrumMu opra-
HU3aLUAMH, Ybd AEeATeIbHOCTb B TOU WIN WHOU
Mepe CBA3aHa ¢ IMBOBAapPeHHOU OTpaciblo. Tak,
Ha «KPYIJIOM cTojie» «[loTpeOUTENbCKUM PBhI-
HOK: NPOUM3BOACTBEHHBIM U OO6IIEeCTBEHHBIN
KOHTpOJIb», KOTOPHIM cocTosicad B PocToBe-Ha-
Jony 2 HosA6ps 2007 roga (opranusarop — [loz-

! TeXHUYECKOE PETYIUPOBAHUE — ITO IeJieHalPpaBIeHHOE U3MeHe-
HU€e apaMeTPOB IIPOIIeCCOB U 06BHEKTOB P IIOMOIIU TEXHUIECKUX
cpezacTB. TeXHUYECKUI CTaHAAPT — XapaKTEPUCTUKU TOBapa M IIpo-
1IECCOB €r0 TPOU3BO/CTBA, COOJIOZeHE KOTOPHIX 0053aTeIbHO IS
TIPOU3BOAUTENEH.

Industrial Regulation of
Brewing Sector

One more activity that the Union
has paid special attention to in recent
years is promoting industrial regula-
tion! (standardization). It is believed
that adopting standards and bringing
them in line with international stan-
dards will benefit consumers, as they
are based on enhanced requirements
for market players, namely ensuring
the quality of products and production
processes.

In the context of this activity, on
July 18, 2007 a meeting of the Union’s
working group on industrial regulation
was held. At the meeting, a draft ver-
sion of the national standard «Brew-
ery products. Terms and Definitions»
was reviewed. Suggestions related to
the draft project were discussed at the
meeting of the Technical Committee
on Standardization on September 25,
2007.

Partnerships with Social and
Allied Organizations

In 2007, URB was working in close
partnership with the Chamber of Com-
merce of the Russian Federation, the
Russian Union of Manufacturers and
Entrepreneurs, the Association of Sec-
tor Alliances of the Agricultural Indus-
try, and other organizations which are
involved in activity interrelated with
the brewing sector. Thus, at the round
table discussion «Consumer market:
industrial and social control» held in
Rostov-on-Don on November 2, 2007
(launched by the Russian Chamber of
Commerce Subcommittee on develop-
ment of the non-alcoholic beer market)
the product quality issue was raised,

! Industrial regulation is a targeted change in process
indicators and objectives by technical means. The tech-
nical standard presents characteristic features of goods
and processes and production required to be followed
by manufacturers.
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komureT TIIIT P® mo pa3BuTHIO pBIHKA NMHUBO-
6€3aJKOTObHON MPOAYKINU), 0OCYXKAAMUCh
KauecTBO MPOAYKIMHU U MOAXOABI, KOTOPBIE IIPU-
MEHSAIOT KOMIIAHUU JJIsI €ro IMMOCTOSHHOIO I10-
BBIIIEHUA. YYaCTHUKU OTMETUIN BKJIAJ, MpeJ-
MPUATUN MUBOBAapeHHON OTpaciu B pa3BUTHE
CTaHZAAPTOB ¥ KOHTPOJIA KayecTBa BHIITycKaeMoM
MPOAYKIUU. BBUIO pelreHo IPoJOIKUTh OTKPHI-
TBHIX AWayior 10 BCEM BOIpOCaM NMMBOBApEHHOMN
UHAYCTPUH, CBA3aHHBIM C Pa3IMYHBIMU aclleKTa-
MU MeHe>KMeHTa KayecTBa.

CoBmectHO ¢ TIIIT P® u PCIIII 6bu1 Takxke
TIPOBe/IeH «KPYIJbIHM cToM» «CollnanbHas OTBET-
CTBEHHOCTb IIMBOBAapeHHON UHAYCTpuU: PemyTa-
nusa. BsaumogeiicTBue. PasButue».

MexpayHapoaHoe COTPYAHUYECTBO

B 2007 roay Coro3 npogospxaa pasBUBaTh
MeXJyHapoJHble CBA3M C KoJuleraMu, B 4acT-
HOCTH, ¢ MUPOBBEIM IMBOBapE€HHBIM aJIbSIHCOM
(Worldwide Brewing Alliance)?, 4wieHOM KOTO-
poro CPII aBnserca ¢ gexkabpsa 2006 roza. Hau-
60siee 3HaYMMBIH TpoeKT AnbsaHca B 2007 rogy
npezAcTaBwI 06IIecTBEHHOCTH 0630p 570 colu-
aJbHBIX IPOrPAMM U WHULIMATHUB B 00J1aCTU CO-
LIMaJIbHO OTBETCTBEHHOW IPAaKTUKH, KOTOPBIE
NIPOBOAAT NIPOU3BOAUTENN NHBA B 47 CTpaHax
mupa. CPII IpuHAI aKTUBHOE y4acTHe B IIPOEK-
Te, IIPeZoCTaBUB UHPOPMAIHIO O IIPOrpaMMax
Y MEepONPUATHAX POCCUMCKUX KOMIIaHUH. Takum
00pa3oM, OTeYEeCTBEHHBIN OIIBIT OBUI BIIEPBHIE
IpeJCTaBieH B HanboJiee TIOJIHOM BH/E Ha MeX-
AYHapOJHOM YPOBHE, YTO CIHOCOOCTBYET HOBBHI-
MIEHUIO NTPeCTHKa POCCUNCKUX KOMIIaHUM.

2 MupoBO# MMBOBapeHHbIH aybsHC 6bUT OcHOBaH B 2003 rozy acco-
IMalUAMU MpousBoAuTenell nusa Apcrpanuu, CIIIA, HoBoit 3enaH-
aun, Kanazpl, a Takxke ob6beauHeHreM nuBoBapoB Eponsl. Ha ce-
TOZIHSI CyMMapHast [oJisl YWIeHOB AJIbsIHCA HA MHPOBOM DBIHKE IIHMBa
cocrasseT 60%. OCHOBHas LIeb €ro AesTeTbHOCTU — peaar3arusi
TporpaMM, HalpaBJeHHbIX Ha MHTErPaIUIo NIPOU3BOAUTENEN TUBa
B COLMaJbHbIE MPOIECCHI, 3aTPAarkBalolie MMBOBAPEHHYIO WUH/Y-
CTPHIO B Pa3JWYHBIX CTPAaHaX MUpa.

and measures to improve product qual-
ity which different companies have
taken were discussed. The participants
praised the contribution of brewing
companies to shaping standards and
ensuring product quality. It was decid-
ed to maintain an open dialogue on all
aspects of quality management in the
brewing sector.

Together with the Russian Cham-
ber of Commerce and the Russian
Union of Manufacturers and Entre-
preneurs, the round table discussion
«Social responsibility of brewing com-
panies: Public image. Partnerships. De-
velopment» was organized.

International Partnership

In 2007 the Union maintained in-
ternational partnerships with brewing
organizations, e. g. Worldwide Brew-
ing Alliance?, which the URB joined in
December 2006. In 2007 the Alliance
introduced 570 social programs and
social responsibility initiatives which
were implemented in 47 countries
among the worldwide community. URB
actively participated in the project and
provided information on programs and
events of Russian companies. There-
fore, for the first time local experience
was fully presented internationally,
which will help to boost the Russian
companies’ image.

2 Worldwide Brewing Alliance was founded in 2003 by
brewing associations of Australia, USA, New Zealand,
Canada and The Brewers of Europe Association. As of
today, the total share of all the Alliance members on the
international market is 60 %. The mission of the Alli-
ance is to implement programs aimed at engaging brew-
ing companies into social processes relating to brewing
sector worldwide.

13
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PA3BMTHE OTPACIIY B 2007 TOJIV:
OCHOBHBIE TEHAEHIINN

A PE3YJIBTATEI

DEVELOPMENT OF THE INDUSTRY IN 2007:

BASIC TENDENCIES
AND RESULTS

Bomnpeku nporsosam, IpeAcKasblBaBIIUM CIIa/,
CIIpoca Ha IpOAYKLMI0 NUBOBapos, 2007 roz crasl
OZIHUM M3 CaMBIX YCIIELTHbIX /JI OTPAC/IH: POCT 00'b-
eMa IIPOMU3BOJCTBA COCTAaBUI ITOYTH 16 %. DTO BHI-
Besio PoccHio Ha TpeThe MECTO B MHpPE IO 06 beMaM
npousBozcTsa nocie Kuraa u CIIA.

[lnBOBapeHMe BXOAUT CETOAHA B JECATKY KpYII-
HeWIINX OTpacjiell OTe4eCTBeHHOW IIPOMBIILIEH-
HOCTH: B 00IleM 06beMe IIPOMBIIIIEHHOTO IIPOU3-
BOZCTBA OHO 3aHuUMaeT 2,9%, a B obueM obbeMe
MIPOM3BO/CTBA MUIIEBON MHAYCTpUM — nopszaka 30 %.

EcTh HeckosbKo GAKTOPOB, OIpeZeIAIINX
CTOJIb YCTOMYMBBIM POCT; Haubosiee AeHCTBEHHBIM
13 HUX — aKTUBHOE OOHOBJIEHHE PHIHKA, KOTOpOE
IIPOMCXOAUT IIpeX/ie BCero 3a CYeT MOABJIEeHUs HO-
BBIX COPTOB ITMBa. ExxerogHo Ha Nojkax MarasvHOB
MIOABJISIOTCA HOBBIE CBET/IBIE U TEMHBIE COpTa, QIIb-
TPOBaHHOE U HEWIBTPOBAHHOE, 6E3aIKOrOIbHOE
Y IIMBO C TIOHW>KEHHBIM COZiep>KaHueM alKoroJ.

CerogHs NMoTpeOUTENb MOXET BbIOpATh HAIM-
TOK Ha JIl060i1 BKyC U cutyauuto. Haubosee auHa-
MMYHO pa3BUBaeTCs JULIEH3MOHHBIN CETMEHT (MeX-
AyHapozAHble OpeH/bl, pa3jIuBaeMble Ha 3aBOJAx
B Poccun) 6iarogaps pacTyleMy UHTEPECY CO CTO-
POHBI IOTpeOUTENEN U OOMIMPHBIM UHBECTULIHAM
KOMIIaHUH B IPOM3BOJCTBO, KOTOPBIE CAeaau 3TOT
NIpOIIecC BO3MOXKHBIM.

Despite the predicted a slow-
down in demand for beer products,
2007 was one of the most successful
years for the sector: production grew
by 16 %, which made Russia the
world’s third largest beer producer
after China and the USA.

The brewing industry is one of
the top-ten largest Russian industries.
Breweries account for 2.9 % of total
national industrial output value, and
30 % in the total output of the food
production industry.

This sustainable growth is driven
by several factors, the most influen-
tial being market renewal due to new
beer brands. Every year, new light
and dark, filtered and non-filtered,
non-alcoholic and low alcohol beer
brands are sold by retailers.

Today consumers have many op-
tions depending on personal prefer-
ences and situations. Licensed product
(international brands bottled /canned
at Russian plants) is the fastest grow-
ing segment due to consumer interest
and large investments into production.
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Hnn. 3. PocT poccuintckoro poiHKa nusa (ncrouHuk: CPII)

Fig. 3. Beer Market Sales Growth (Source: URB)
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e «Poccutickuil polHOK NUBA — 0OUH U3 CAMBLX
KOHKYpPeHmHblx 6 mupe. JlocmamouHo nocmo-
mpems HA NOJIKU MA2A3UHO8 8 Jil6om 20pode
cmpanst. Taxoe konuvecmeo 6peHd08 HA O0OHOIL
noJike Mano 8 kKakoil cmpaHe MOYCHO 6CMpemums.
U no memnam o6HOBNEHUS IMUX NOJAOK pOC-
cuiickuil pslHOK modice He 3Haem cebe pasHwvLx — 00
20 %. Ha 3anade ob6Ho8eHUe npoucxodum 3Ha4u-
menbHO MedieHHee».
AnmoH Apmewmbes,
ITpedcedamens Cosema Coroza
poccuiickux nugosapos, IIpeaudenm OAO «IIueo-
eapenHasa komnanua «banmuka»

Ow The Russian beer market is one
of the most competitive markets
in the world. One should have a
look at store racks. Such a variety
of brands on one rack cannot be
seen in any other country. The re-
newal rate of product is also un-
precedented — 20 %. In Western
countries this rate is considerably
lower.
Anton Artemyev. Chairman of the
Union of Russian Brewers Board
0OJSC Baltika Brewery, President

Unn. 4. KonuuecTrso HOBLIX COPTOB MUBA, MPOU3BEAEHHLIX YYACTHUKAMMU OTYETA, LIT.
Fig. 4. Number of new beer brands produced by report contributors, pcs

2007 rop I 38
2006 rog I 43
2005 ro/ [ 39

Hnn. 5. lonu 1,eHOBLIX CETMEHTOB IO 06beMy (MCTOUHUK: «Bu3Hec aHanuTuKa»,

TapupoBaHHOE NMUBO)

Fig. 5. Share of price segments on volume (a source of the «Business analyst», the packed beer)

47,3% 23,6% 17,4% 11,4% 0,3%
2007 ron

48,6% 23,4% 18,1% 9,6% 0,3%
2006 rop

m VIMnoptHebIi
Import

m JINUEH3NOHHBIN
By leesence

m MpemuanbHbIv
Premium

m CpepHeueHoBOM
Medium

- [leweBbli 1 3KOHOMUYHBIN
Cheep, economic
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Hnn. 6. lona akyu3a oT IPOU3BOACTBA MUBOBApPEeHHON MPOAYVKLUU B KATEeTOPUU

«Hanutku», 2007 r.

Fig. 6. Excise tax withheld on beer products, «Drinks» group

JpyruM MO3UTHUBHBIM (GAKTOPOM CTaJ POCT
SKCIOpPTa: MHOTUE BeAyllire KOMIIaHUY pacUIvpUIn
CIIMCOK CTPaH, B KOTOPbIE IIOCTAaBJIAETC POCCUIICKOe
nuBo. CerozfiHA oTeuyecTBeHHas IPOAYKIIUA IIPO/aeT-
ca B 52 cTpaHax Mupa, Bkiawvaa 'epmanuto, CIIIA,
Nspawnb, Benukobpuranuio, Opaunuio, Kuraii,
UpaHn u fpyrye cTpaHHI.

CrabuiIbHbIE TIOKa3aTeNu SKOHOMHYECKOTO
pocTa cAenanu oTpacab HaZeXHBIM MCTOYHUKOM
MTOTIOJTHEHUSI OIO/KETa CTPaHbI: COOMPAEMOCTh Ha-

24%

I [lonA nuBHOroO akuusa

Beer excise tax

76%

[Jons B kateropuu «[pon3BoacTBO
HanuTkoB» (6e3 nuea)

Share in Drinks Production group
(without beer)

Growth of exports was anoth-
er positive trend; a lot of leading
companies were exporting beer to
a larger number of countries. To-
day national beer is exported to 52
countries, including Germany, the
USA, Israel, the UK, France, China,
Iran, etc.

Due to sustainable economic
growth, the brewery sector provides

Unn. 7. Pacipepenenue Aonu akyu3a oT NPOU3BOACTBA MUBOBAPEHHOW MPOAYKLUK

mo okpyram P®

Fig. 7. Excise tax withheld on beer products, by Russian Federation districts

8%

L0 — LleHTpanbHbli eaepanbHbIii OKpyr
Central Federal District

12%

C300 — CeBepo-3anaaHblit hefiepanbHbIi OKpyYr
Northwestern Federal District

12%

H®0 — HOxHbIN hepnepanbHbIi OKpyr

Southern Federal District

9%
N®0 — MpuBonKcKUit hepepanbHblii OKpyr
Privolzhsky Federal District

29%

Y®O0 — Ypanbckuit hefepanbHblii OKpyr
Uralsky Federal District

14%

CHO — Cubupckuit henepanbHblii OKpyr
Siberian Federal District

16%

0®0 — [anbHeBOCTOUHbIV eaepanbHblii OKpyr
Far-Estern Federal District
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Unn. 8. CTpyKTypa HanoroBbIX BLIMAT MUBOBAPEHHLIX KOMIMAHUK (UCTOYHUK: fAHHbIE

KOMIaHUi)

Fig. 8. Distribution of taxes paid by brewing companies (Source: companies’ information)

JIOTOB C NIpeANpPUATUN NMHUBOBApPeHHON OTpaciIu
cocTaBiaeT 99,8 %. [To ZaHHBIM POCCUICKOTrO Kas-
HauyelcTBa, NPOM3BOAUTENN IINBA Yy[ep>KUBAIOT
JIUAUPYIOIIYE MTO3UIUH B MUIIEBON U IepepabaThl-
Barolllell MIPOMBIIUIEHHOCTH U IO yIIaTe akliu3a:
Tak, B 2007 rogy obmias cymMMa aKIIM3HBIX BBIILIAT
cocTaBwiIa 22 MIpA pyo.

CyMMa HaJIoroB, BBHIIJIAYEHHBIX B OIO/’KETHI
PasHBIX YPOBHE! KOMIIaHUAMY IMBOBapeHHOH OT-
paciu, coctaBuia 89 Mipz py6Jeii, U3 KOTOPHIX
60JIee TIOJIOBUHBI TIEPEYUCIEHBl B PETHOHAIbHbBIE
GIOKETHI.

Ces«IlusosapeHHble npednpusmus, HAXO-
dawuecs Ha meppumopuu Pocmoeckoil 06-
aacmu («bBanmuka» u 3PEC Poccus), eHocam
cyulecmeeHHblil 8kaa0 8 pa3gumue pezuoHd.
ITo umozam 2007 200a Ml oicudaem HANO20BbLX
nocmynneHuil 8 6100xem obaacmu Ha ypoeHe
1 map0 100 mnan py6aneii. Kpome mozo, 0ns Hautezo
pezuoHa nueoeapeHHbvle KOMNAHUU — MO HOBble
pabouue mecma, 8blCOKUIL YPOBEHb 3APNIAMbL
noddepicka cnopmueHsLx kay6oe, demckux u Jie-
YeOHbLX yUpencOeHUL.
Eezenuil Illenenes,
3amecmumens IIpedcedamens
3akoHodamenvHoz20 cobpaHus Pocmoackoil
obaacmu

63%
pervoHanbHble GoaXKeThbl
regional budgets

36%

B depepanbHblil GloaxeT

Federal budget

1%

I MecTHble 61oaKeThbl

local budgets

a reliable source of budget replen-
ishment; tax collections from brew-
ing companies were up 99.8 %.
According to the Russian Treasury,
beer producers are leading the food
production and processing indus-
try in paying excise tax collections;
thus, in 2007, 22 billion RUR of ex-
cise taxes were paid.

The amount of taxes paid by
brewing companies towards dif-
ferent budgets was 89 billion RUR;
more than half of this amount was
allocated to regional budgets.

CesBrewing companies in the
Rostov region (Baltika and EFES
Russia) make a significant con-
tribution to the region’s economy.
After closing 2007 financial year,
we are expecting 1.1 billion RUR
to be paid to the regional budget.
Moreover, brewing companies
provide new job opportunities,
high salaries, sport facilities as
well as health care facilities and
facilities for children.
Evgevy Shepelev
Rostov Region Legislative As-
sembly, Chairman
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BKJIAJL OTPACIIH
B PASBBUTHUE

JKOHOMWKHU CTPAHBI

CONTRIBUTION OF THE BREWING COMPANIES

TO THE DEVELOPMENT
OF THE ECONOMY OF COUNTRY

Ponob nueoeapeunoﬁ ompacau 8 passumuu CenbCK0o20 xo3siicmea

Zlpyeue ompacau

Contribution of brewing industry to the development of agriculture

Other Sectors

[luBoBapeHHbIe KOMIIAHMUU CBA3aHBI I[eN0Y-
KO IIOCTaBOK C pAZOM CMEXHBIX OTpacyel, KOTo-
pble HapaluBalT IIPOM3BOACTBO [0 Mepe pocTa
CIIpoca Ha WX MPOAYKIUIO CO CTOPOHBI IIMBOBAPOB
(cMm. wt. 9.1).

[TuBoBapeHHasa oTpacib co3zgaeT go 600
THICY PAabOYMX MECT B Pa3IUYHBIX OTPACIAX
OKOHOMMKHU:

1 nuBoBap = 10 pa6o4yux MecT B 9KOHOMUKE

Ponb nuBoBapeHHON OTpacnu
B Pa3BUTUMU CE€NbCKOTO X03ANCTBA

O6beM HCIIOIBb30BAaHHOTO IMTMBOBapPEHHBIMHU
KOMIIaHUAMHU COJIOAA POCCUICKOIO IPOM3BOACTBA
B 2007 roay coctaBui 1477 ThIC. TOHH.

Brewing companies are con-
nected with a number of allied sectors
within a supply chain. Production of
such allied sectors grows, as brewer’s
demand for their products increases.

Up to 600,000 jobs in various
economic sectors are created within
brewing

1 brewing professional = 10 jobs
in the economy

Contribution of brewing
industry to the development
of agriculture

In 2007 brewing companies con-
sumed 1,477 thousand tons of malt
barley produced in Russia. The total
volume of investments by contribut-



4| Contribution of the Brewing companies to the development of the economy of country

Hnn. 9.1. [lonAa 3aKynoxK, cOBepuIaeMbix IMBOBapaMu

(ncrounuxk: CPII)

Fig. 9.1. Share of the purchases made by beermakers (Source: URB)

T 70% 0 60%
0TeYeCTBEHHOro CTeKNoTaphl
conoga 60% of glass
70% of national containers
malt-barley

T 30% T 40%
npoyue npoyue
other other

O6muii 06beM UHBECTUIUN B CEBCKOE XO-
3AMCTBO KOMIIAHUHN — YYACTHUI] OTYeTa — OKOJIO
530 mutH py6.

Cerogns 6osee 70 % CBIPbs, UCIIONb3YEMOTO
poccuiickuMH ITMBOBapaMH, BeIpalleHo B Poccuu,
XOT4 ellle JIET IATh Ha3a/ NoKasaTenu ObLIH IIps-
MO IIPOTHBOIIOJIOXKHBIMHU.

Ces«OmpadHo ommemums, umo 6asa poc-

cuiickoil nueHoil ompacau — 3mo omeue-

cmeeHHOe Npou3e00cmeon, Komopoe 0CHO8AHO

Ha npodykmax pOcCCUIiCKO20 CenbCK0Z0 XO-

3aiicmea, umo cozdaem cepbe3Hblil CMUMY
0ss1 pazeumusi nocjiedHezo».

Baadumup I'yces,

Ilepestii 3amecmumens IIpedcedamens Ko-

mumema Cosema Pedepauyuu

Nno IKOHOMUYECKOll NoJumuKe,

npednpuHUMamenbCcmey

u cobcmeeHHOCMU

CTUMy/IUPOBaHUE COJIOZOBEHHOTO MPOU3-
BOZICTBA CO CTOPOHHI IIMBOBAPOB CJIYKUT BECOMOM
MIO/IEP’KKO TOCYAapCTBEHHON MPOrpaMMBI pas-

T 70%
aNIOMUHUEBbIX
6aHOK
70% of aluminum
cans

T 30%
npoyune
other

ing companies in the agricultural sec-
tor was 530 million RUR.

Today over 70 % of raw materials
used by Russian brewers are grown in
Russia, while about 5 years ago this
indicator was substantially lower.

Oe>The encouraging tendency is
that the Russian brewing industry
relies on local production for raw
base material development, which
stimulates growth in the agricul-
tural sector.
Vladimir Gusev
Federal Council Committee for
economic policies, enterprising and
property,
Chairman’s First Deputy

Stimulating malt manufactur-
ing by brewers provides important
support for the federal program of
agricultural development which is
aimed at:
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Hnn. 9.2. CpaBHUTENbHAA XapaKTEPUCTUKA MOTPe6HOCTU U haKTUYeCcKoro
UCIONb30BaHUA MUBOBAPEeHHOTO conoaa B 2001-2007 rr., Teic.TOHH. (ucToyHuk: CPII)
Fig. 9.2. Comparison of demand in malt barley and malt barley used, kt (2001-2007) (Source: URB)

2001 “5,51020

2002 “ 1125

2003 r%&g 1210

2004 m 1340
2005

160
2006 1271

I MoTpebHOCTb
B NMMBOBApeHHOM CONofe
Malt barley needed
in production

[ Mpoun3BoacTeo
conopa B PO
Malt barley used
de facto

1790
2007 1477

BUTHUSA CEIbCKOTO X03AMCTBA, KOTOPAs MpecieayeT
TPU OCHOBHBIE II€JIM Ha TEKYIIee [IATWIETHE:

1. YcroiturnBoe pa3BUTHE CETbCKUX TEPPUTOPHH,
pacumpeHue chepbl 3aHATOCTHU U MTOBHIIIEHHE
YPOBHS *KU3HH CEBCKOTO HACETIEHUS.

2. YCKOpeHHO€e pa3BUTHE MPUOPUTETHBIX IIOA-
OoTpacijiell CeJIbCKOTO XO3fAMCTBA C ILENbIO
MMIIOPTO3aMelleHNUs.

3. CoxpaHeHHE U BOCIIPOU3BOACTBO UCIIOIb3Yye-
MBIX B CEJIbCKOM XO3SMCTBE 3€MeJIbHBIX U Y-
TMX IPUPOAHBIX PECYPCOB.

Kak moxasbpIBaloT AaHHbIE, IpeAOCTaBlIeHHbIE
y4acTHHKaMHU OTYeTa, BCe TPU ILiesH JAefCTBUTENb-
HO JOCTH>KMMBI B paMKaX peajn3yeMbIX CerofHs
IIPOEKTOB. 3a MOC/IeZHYE TOAbI Hanboiee KpyIHbIe
WHBECTUIIMOHHBIE IIPOEKThl POCCUHCKUX MUBOBA-
POB OBUIM CBS3aHBI C KAaIUTAJIbHBIM CTPOUTENb-
CTBOM: 6bUIO MOCTPOoeHO 10 COJIOZOBEH ¢ 06Ul
IIPOU3BOAUTENBHOCTHIO 60jiee 1 MJIH TOHH B TOf,
MHOTHeE CeIbX03NPeJIPUATHA BOCCTAHOBIEHHI. [1u1-
BOBApeHHBIN AYMeHb IIOTEHIIMAIbHO MOKHO BbI-
palmuBaTh B 25 peruoHax, 14 u3 HUX IIOKa3bIBAIOT
cTabuIbHOE pasBUTHE MTPOU3BOACTBA. OCHOBHEIM
PEervMoHOM BhIpall¥MBaHUA IMBOBApPEHHOI'O g4YMe-
HA B Poccuu saBnsaercs LleHTpaabHO-YepHO3eMHBIN
patioH (Haubosiee KaueCTBEHHOE 3€pPHO IIPOU3BO-
aat Jlunenkast, Kypckas u BopoHexckas obmacTti).
fluMeHb TaxKe IMMHUPOKO paclpocTpaHeH B Kanu-
HUHTPaZACKON 06J1acTH, HEKOTOPHIX paiioHax [lo-
BOJDKbs, FOxHOM Cubupu u 1ora Poccuu. Cepbes-
HBIM pOCT IIPOM3BOACTBA AUMEHA B IOCaefHee

1. Sustainable development of
rural regions, providing wider
employment opportunities and
better living conditions for rural
populations;

2. Faster development of priority
agricultural subsectors to substi-
tute import;

3. Preservation and restora-
tion of land and other natural
resources.

According to data provided by
contributing companies, all of these
goals could be accomplished within
the projects that are currently be-
ing implemented. During recent
years, capita | development projects
were the largest investment projects
for Russian brewing companies; 10
malt houses with production capac-
ity of over 1 million tons per year
were built, and most farms were re-
constructed. Potentially, 25 regions
could grow malting barley, 14 of
which demonstrate stable produc-
tion development. The main region
to grow malting barley is the Central-
Chernozemny region (Lipetsk, Kursk
and Voronezh regions grow high
quality barley). Barley is also widely
grown in the Kaliningrad region,
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Hnn. 10. MoTpe6nenne poccUnCcKoro conoaa cocraBnaer mouru 70 % or morpebHoCTH

OTpacnu B 3TOW KyAbType, MAH TOHH (ncToyHukK: CPII)

Fig. 10. Consumption of local malt barley makes up almost 70 % of the industry demand,

mln.ton. (Source: URB)

I 1,25
[ 0,35

BpeMda oTMedeH B Mopzaosuu, bamkupuu, Pasas-
ckoit, CapaToBckol U VIPKyTCKO# 061acTAX.

Ces«Ilpouszgodumenu nuea 8HOCAM cyuie-

CmeeHHblll 8K1A0 8 passumie AzpONpPoOMbLll-

JIeHH020 Komnekca Hauleil cmpaHsl. Psd kom-

naxuil egeau cobcmeeHHble CONLO00BEHHDbLE

3a800bl 8 PA3AUYHBIX PE2UOHAX, YIMO NO380AUILO0

noumu Ha dée mpemu NOOHAMb ypoaeHb obecne-

yeHHOCMU npednpusmuii omeuecmeeHHbLM CO-
N000M».

B. I. Kaitiwes,

Jupexmop denapmamenma

nuuesoil, nepepabamslearouseii

npombluLIeHHOCMU U Kavecmed

npodykuyuu MuHucmepcmea

cenbckozo xo3siicmea PO

Exce200HO0 MoutHocmu azponpoekma
kKomnaHuu «barmuka» ygeauvuearomces
Ha 15-20 %.

e, B 2007 200y 6osee 50 azponpomblULIEHHbLX
xo3siicms, compyoHuuarouwiux ¢ «<banmuxoii», co-
6panu 6osee 150 molcsiu MOHH NUBOBAPEHHOZO
AumeHss, umo noumu Ha 90 % npeeviuiaem pe-
3ynemam 2006 z200a.

Komnanua akmueno compydHuuaem c
ceavxo3npouzgodumenamu ILlenmpansHo-
YepHoszemHo20 pezuoHa 8 Tynwckoii, Bopo-
Hexcckoll, Jluneukoii, Kypckoii, IlenseHnckoll,
Psazamnckoii, Tamboeckoil u dpyzux obnacmsx. B
2007 200y 6bL10 NnpuHAMO peuleHlue O pacuiu-
PeHUU azponpoexma u Ha4aie e2o peanu3ayuul 8
YensnbuHckoil obaacmu.

I MoTpebneHue
Consumption

[0 PasHuua mexay
noTpebHOCTAMM B conoae
1 notpebneHnem
Demand in malt
barley and barley
consumed compared

some regions in Povolzhye, South-
ern Siberia and the South of Russia.
Recently the regions of Mordoviya,
Bashkiria, Saratov and Irkutsk have
demonstrated growth in malting bar-
ley production.

e Brewing companies contribute
greatly to agricultural development.
A number of companies opened
their own malt houses in different
regions. As a result, the companies’
supply of local malting barley has
increased by almost two-thirds.
V. G. Kayshey,
RF Ministry of Agriculture
Head of Department for food pro-
duction, processing industry and
product quality

Baltika’s Agricultural Project
Capacity Increases by 15-20 %
Annually.

CesIn 2007, 50 farms working to-
gether with Baltika harvested over
150,000 tons of malting barley, an
increase of 90 % compared to 2006.

The company works in a
close partnership with farms in
Central-Chernozemny, Tula, Penza,
Voronezh, Lipetsk, Kursk, Ryazan,
Tambov and other regions. In 2007
a decision was made to expand
the agricultural project into the
Chelyabinsk region.
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Hnn. 11. IluHaMuKa Npou3BoACTBa CONOAA B CPABHEHUU CO CIIPOCOM U UMITOPTOM

(MCTOYHUK: faHHbIE KOMIAHUM), ThIC. TOHH

Fig. 11. Malt production trends compared to demand and import, kt (Source: companies’

information)
2100 _ KT
1700 _| Demand
1300 |
MOLLHOCTH
Capacity
900 _|
umMnopT
500 _| Import
100 ! ! | | |
2003 2004 2005 2006 2007

B pamkax npoexma no 6sulpaujil8aAHUIO
SAUMEHS 8 UeHMPANbHbIX pezuoHax Poccuu 6bLn
omkpbim co10008eHHbLil 3a800 Ha 6a3e uruana
«Banmuka-Apocnaens». Admunucmpauyuu Apoc-
naeckoll o6aacmu u KOMNAHus 002080PLLIUCHL
paseueams coémMecmHble UHBECNUUUOHHbLE
npoexmsl. B «<Banmuke» cuumarom, 4mo cojioo,
npouseedeHHblil 8 Ipocnasne us omboOpPHbLX
CeMAH AUMEHS, CMOYCem COCMAasUmMb Cepbe3Hy1o
KOHKYPEHUUI0 e8PONelicCKUM U MUPO8bLM AHA-
J102aM.

B 2007 200y komnanusa «CAH Hubes» 3a-
KYnuia y azponpomsluljleHHbLX X03silicme-
NapmHepos no 8blpauiu8aHU0 NUE08APEHHO20
aumeHs 6osee 400 mulcsi4 MOHH NUBOBAPEHHO20
Aumens. B nacmosauwee epems komnaHus
«CAH HnBee» nosHocmulo obecnevuugaem npo-
u3godcmeeHHble nompebHOCMU CO0008EHHBIX
MouHocmell 8 Poccuu 3a cuem omeuecmeeHHO20
NuUE08apeHHO20 TUMEHSL.

B 2007 200y «ITugoeaphs XelinekeH Baiikan»
yeeauuuna MowHocmu co6¢cmeeHHoz0 3epHonepe-
pabamosiearouiezo komniekca c 12 000 do 20 000
MOHH 8200.

Within the project for growing
barley in central regions of Russia,
a malt house was launched in the
Baltika-Yaroslavl branch. The
Yaroslavl local government and
Baltika agreed to work on bilateral
investment projects. Baltika experts
believe that malt from selected barley
grown in the Yaroslavl region could
be very competitive with European
and global products.

In 2007, SUN InBevy Company
purchased over 400,000 tons of
malting barley from its partner
farms. As of today, SUN InBev fully
satisfies its malting production
demand with local malting barley.

In 2007 Heineken Baikal Brewery
increased its grain processing unit
capacity from 12,000 tons/year to
20,000 tons/year.
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Jlo6aBneHHaA CTOMMOCTb Ha KaXKAOM 3Tare Pa3BUTUA CLIPbEBOW 6a3bl
Added value at each stage to raw-material base development

TPOM3BOJICTBO
MTMBOBAPEHHOI'0 AYMEHA XPAHEHUE MMBOBAPEHHOTO TYMEHA
PRODUCTION OF STORAGE OF BARLEY

MALT BARLEY

MMPOMU3BOJICTBO CEMAH

SEED PRODUCTION
TMMPOM3BOJACTBO COJIOTA
MALT PRODUCTION
COPT
CROP VARIETY =
.
'; F‘h
COPTOMCIIBITAHUE TMTPOM3BO/ICTBO THBA
STRAIN TESTING L J BEER PRODUCTION

In addition to malting units,
brewing companies launch other in-
vestment projects:

1. Training farmers in new ap-

[ToMHMO CTPOUTENBCTBA COJIOZOBEH MHBE-
CTULIMOHHBIE TPOEKTHI MMBOBAPEHHBIX KOMITAHUM
BKJIIOYAIOT TAK)KE U APYTYe HalpaBIeHUs:

1. O6byuyeHue paGOTHUKOB arpompeAIpUATHI

HOBBIM ITIOAXOZaM K CEJeKI[UH, BhIpalluBa-
HUIO U XpaHEHUIO 3epeH SUMEeHs.

. KpeautoBanue arponpeanpuATHi, B TOM
YHUcle 3aKyIIKUA CeJbCKOXO3AMCTBEHHOU TeX-
HUKH U TOCEBHOTO MaTepuaa.

. ToBapHBIe KpPeAUTHl — arpoOIpeANpUITUIM
MIPEeIOCTABJISIIOTCS CeMeHa SJTUTHBIX COPTOB.

. ITomotp X035HCTBaM B BHIpAIlBAHUU AIME-
Hs BBICOKOTO KauecTBa (3KCIepruMeHTalbHbIE
JEeIAHKN).

KpynHble KOMIOAaHUU IPUAEPKUBAIOTCA OCO-

proaches to selecting, growing and
storing barley;

2. Issuing credits for farms; pur-
chasing agricultural equipment and
quality grain seeds;

3. Assisting farms which grow
high quality barley (experimental
plots).

Large companies adopted a spe-
cial pricing policy for partner farms;
average yield is taken into account

and bonuses are awarded for extra
amounts of quality grain.

6011 IIeHOBO IOJIUTHUKYU JJIs arponpeJnpUsaTHUi-
MapTHEPOB: YYUTHIBAETCS CPEJHAA YPOXKANHOCTD,
IIPEZOCTABIIAIOTCS GOHYCHI 3a BHIPAIlEHHOE CBBIIIE
IUIaHa Ka4eCTBEHHOE 3€PHO.
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Apyrue orpacaun

[TuBOBapeHHas OTPaC/b — IOTPEOUTENb TOBA-
POB U yCJIyT, KOTOPBIE IIPOU3BOJAT JPYTHE OTPac-
sii. OCHOBHBIMHY CPeZIY HUX SBJISTIOTCA:
® [IPOM3BOZCTBO YIIAKOBKH;
® TPaHCHOPT.

YnakoBka. [Io faHHBIM KOMIIaHUM — y4acT-
HUIl OT4eTa, CerofHA 3aKylaeTcad HeCKOJbKO
BU/IOB YIIaKOBKHU JJIA pO3JMBa IIKUBA: IOJIUITH-
sneHoBas npogyknua (II9TD), crexknsaHHaa Tapa
U aloMyHYeBas 6aHka. Tak, B 2007 rogy nuBoBa-
PeHHBbIe KOMIIaHUU — yYaCTHUIIBI OTYeTa 3aKyIu-
JI Y OT€YeCTBEHHEBIX TPOM3BOJUTENIEN Tapkl 6osiee
8,5 mipg 6yThUTOK, 3,5 MupgmiT. 19 T-ynakoBKu
Y cBbIle 3,3 MJIPZ LIT. A TFOMUHUEBBIX GaHOK!.

Tpancnopt. [InBo epeBo3UTCA B OCHOBHOM
Ha aBTOMOOWJIBHOM U KeJIE3HOZOPOKHOM TPaHC-
nopTe. KpynHble KOMIIaHUM BlaZeloT 3HAYNUTE b-
HBIM aBTONApKOM U Ja’ke COOCTBEHHBIMU JKeJle3-
HOZOPOXXKHBIMU BaroHaMHU — TaK TOJIBKO Y YeThIpex
KPYIHBIX KoMnaHuil («BanaTuka», «O6besuHEH-
Hble [luBoBapHu XeliHeKeH», [pymmsl Efes B Poc-

! O06beM CTEKJSTHHOM GYTHUIKY U aJroMUHUEBOM Ganku 0,5 J1, 06beM
II3T-ynakoBku 1,5 1.

Other Sectors

The brewing sector consumes
products and services provided by
other sectors:

* Packaging;
* Transportation.

Packaging According to infor-
mation provided by contributing
companies, several kinds of packag-
ing material are bought: polyethylene
and glass containers, and aluminum
cans. Thus, in 2007, these companies
purchased over 8.5 billion bottles, 3.5
billion polyethylene containers, and
over 3.3 billion aluminum cans.!

Transportation Beer is mainly
transported by trucks or railroad.
Large companies have big vehicle
parks and even own rail cars. Thus,
three large companies — Baltika, Hei-
neken Breweries LLC, Efes Group
in Russia and SABMiller RUS - own

! 0.51. aluminum cans and bottles, 1.5 l. polyethylene
containers
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cuu u «CABMuiep PYC») nopszaka 2000 BaroHos,
ocTalbHble NOJab3yIOTCA yeayramMmu OAO «PXK/»
U APYrux MOCTaBUIUKOB. EC/Y IIPUHATH CTOUMOCTD
YHUBEPCAJIBHOI'O KPHITOIO BaroHa OT€YeCTBEHHOI'O
[IPOU3BOZCTBA B cpeZiHeM paBHOH oT 60 g0 70 THIC.
€BPO, 06BEM YK€ CAeTaHHbIX KPYITHBIMU KOMITaHUS-
MU 3aKyIIOK BarOHOB 3a I10C/IeZfHHAE CEMb JIET MOKHO
OLIeHUTh Ha ypoBHe 110-120 MiH eBpo.

2,000 rail cars. Other companies
use services provided by OJSC RZD
(Russian Railways) and other car-
riers. If an average covered rail car
made in Russia costs 60,000-70,000
euro, the total cost of rail cars
bought by large brewing companies
within the last 7 years would be ap-
proximately 110-120 million euro.
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5 KAYECTBO
[IPOAVRIINN

Obecneyerue KOHMPOASL KA4ecmea 6 meveHue 8cezo0 nNpouecca NpouseooCcmed, XpaHeHust
U mpaHcnopmupoexku npodykuuu

Ynpaenerue kauecmeom 6 nuU808APEHHOLL ompacau

MoodepHuszayus npouzgodcmsea

O6yueHue u noevlilieHUe KeanUuPuKayuu nepcoHard

dopmblL, MeEMOObL U MEXAHUZMbL KOMMYHUKAUUU C NOMpebumensimu

O6ecrmeyeHune KOHTPONA KavyecTBa
B TeYeHUe BCero mpouecca
NMPOU3BOACTBA, XPAaHEHUA

U TPAHCIIOPTUPOBKU NMPOAYKUUN

3aboTsAch 0 mMOTpebuTeNe, THBOBAPEHHEIE
KOMITaHUU OCYUIECTBJ/IAIOT KOHTPOJIb Ha KaXKZ0M
aTame YXKU3HEHHOTO I[UKJIa CBOeH MPOAYKIINM,
YTO B UTOTe 0BecreyrnBaeT BHICOKOE KaueCcTBO
1 6€3011aCHOCTb FOTOBOT'O HAITUTKA.
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Hnn. 12. KoHTpOoAb KavecTBa HA CTAAUAX KU3HEHHOT0 L1UKJla MPOU3BOACTBA MUBA
Fig. 12. Quality control at all stages of beer production cycle

KonTtponb
KauecTBa ChIpbs
W MaTepuanos
Raw product
and materials
quality control

CobniofeHne TeXHONOTUN
Following technological
requirements

KonTpons caturaproro
COCTOAHUA 060PYAOBAHUA
W Tapsl

Control over sanitary
conditions of equipment

Cobnionenue
TEMIIePaTypHOTro
PeXuMa, IpaBul
mepeMeleHus
IIPOAYKUMU U ID.
Following
temperature
requirements, rules
of handling etc.

Cobnionenue
TeMIepaTypHOro
PEeXUMa, CPOKOB
TIEpPEBO3KY,

W Op. Tpe6oBaHuit
Following temperature
requirements, delivery
deadlines and other
requirements

HopbiHOYHAA cTaaua
Premarket stage

and packaging
IIpoussoacrso XpaHeHue TpancmopTuposka
Production Storage Transportation

Ha HavanpHOM 3Tame KOMIAHUU yAess-
10T BHUMaHK€E KauyeCTBY IIOCTAaBJIIEMOTO ChIPbS
U IpyTUX MaTepuaios. [Ipu pabore ¢ moCTaBLIM-
KaMU IIPOBOJAUTCA 06IasA OIleHKa OpraHU3aliu
(BkJIIOYAs IPOBEZEHUE ayJUTOB), paccMaTpH-
BaIOTCA 06pa3Lbl ChIPhSA, YIUTHIBAETCA HATUIUE
ceptudukaToB kauecTtBa. OleHKa ChIPbS 4aCTO
IpoBOZAUTCA Ha 6ase yabopaTopuii MUBOBapeH-
HBIX NPEANPUATHI, HEKOTOPbIE KOMIIAHUU BbI-
3BIBAIOT NPE/CTABUTENEN TOCTABIUKOB I CO-
BMECTHOW IIPUEMKH ITOCTABJIsIEMBIX MaTepUAIOB
U CHIPbSA C IIeJIbI0 TPOBEPKU KavyecTBA WIU OCY-
ILIECTBJIAIOT BBIE3[HOW KOHTPOJb.

MHorue KOMIIaHUU BeAYT PaboOTy C YTBEPXK-
JE€HHBIMU MOCTaBIIMKAMHU, KOTOPBIE MPOXOAAT
€XEKBapTaJbHYIO 6a/UIbHYIO OLleHKY. HoBble
MaTepHasbl U IOCTaBIIMKYU, KaK IIPAaBIJIO, IIPO-
XoZAT 6oJiee TIIATENbHYIO MPOLEAYPY IPOBEPKHU
WM TECTUPOBAHUA.

e Komnanua «[IHHO» paccmampueaem
UCmMopur NoCMaswuka, 8KJAIUAWYIO CU-
cmemy kpumepuee u nokasamesneii: a) ka-
Y4ecmeo Cblpbsi 8 MOMEHM NpuemMKuU Ha cKaade
3aeoda; 0) kauecmeo npodykuyuu npu nepe-
pabomke; 8) cmabunbHOCMb 8X00H020 KOH-
mpoas kauecmea; 2) cobarodeHue zpaduxa
nocmaeku; 0) noaHoma u coomeemcmaue
mpe6osaHusm 3ago0a conpogodumeabHoil UH-
dopmauuu ¢ kawdoili napmueii; e) noaHoma
U JIOSLTbHOCMb NOCMABWUKA K 8KJIIOUEHHbLM
8 KOHmMpaxkm mpebo8aHuUAM, 0COGEHHO No Ka-

At the first stage, the companies
ensure the quality of raw product and
other materials. When working with
suppliers, a complete evaluation of the
supplier company is performed (includ-
ing auditing); samples of raw products
are evaluated, and quality compliance
certificates are checked. Raw products
are often analyzed in laboratory fa-
cilities of brewing factories. Supplier
representatives are invited to these
facilities to conduct a joint final qual-
ity inspection of raw products and
materials, or a visiting inspection is
performed.

Many companies work with ap-
proved suppliers, which undergo a
scoring assessment every quarter.
New materials and suppliers are usu-
ally subject to more stringent checks or
testing.

e, PINO Company analyses a sup-
plier’s history according to the fol-
lowing criteria and indicators: a)
quality of the raw product during
the acceptance inspection at the pro-
duction storage facility; b} product
quality at the processing stage; c) con-
sistency of incoming quality control;
d) following a delivery schedule; e)
compliance with the company’s re-
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yecmay; J) onepamueHoOCMs peakuuu Ha npe-
meH3uu U 3PPekmueHOCMb NPUHUMAEMBLX
Mep; 3) cnocobHocmMb nocmasuwiuka GyHKyuUo-
HUPOBAMDb 8 YCI08USX HeCMKOIl KOHKYPeHUULU.

CesB komnanuu «CABMuanep PYC» pea-
auzyemca IIpoepamma nocmpoeHus nap-
MHepCKUX OMHOUWleHUll ¢ nocmasujukamu
(Supplier Partner Program). Llenu npozpamvmbl
€O8epuleHCMe068aMms ynpasieHue Ka1ecmeom
nocmaseasiemoil npodykuuu 6e3 npogedeHus
8X00H020 KOHMPOJAS, A makie pa3susams
napmuepckue u 0ogepumesbHble OMHOULEHUS
¢ nocmaswukamu. Ileped 3axkaroueHuem 00-
2080pa NpoeoodsAMcsa OueHKa U ammecmauyus
nocmasuwjuka — ayoum no co2adco8aHHOLL
Mmemolduke. Akkpedumauus nocmasujuka
npoeooumcs no yCmaHoeeHHoil npouedype
o1 obecneueHUst yBepeHHOCMU 8 MOM, MO
nocmaswuk npouszgooum mamepuan 8 cOom-
gemcmeui ¢ mpe608aAHUAMU KOMNAHULL.

Ha Bcex cTazuax NMpoM3BO/CTBA CHEIHAIN-
CTBHl KOMIIQaHUU MTPOBOJAT AETyCTALUIO IIPOAYK-
MY, QU3NKO-XUMUYECKUH U MUKPOOHOIOTHYE-
CKUI KOHTPOJIb.

loToBasA NMpoAYKIUA HNPOXOAUT IIPOBEP-
Ky Ha COOTBETCTBHE IIPUHATHIM B KOMIIQHUAX
U yTBEPXKAEHHBIM 3aKOHOZATEIbHO IOKasaTe-
JIAM KadecTBa. CBapeHHOe NUBO, KaK IIPaBUIO,

Wn. 13. CTPYKTYPA CUCTEMBI VIIPABJIEHUA KAYECTBOM IPOAVKIIUU

IneMeHTbI CUCTEMBI YNIPABNEHUA KaueCTBOM NPOAYKLUM Nlona KoMnNaHUM, UCNONb3Y-
IOLUX YKA3aHHbIE NOAXOAbI

CepTuduKauns cMCTeMbl YNPaBNEHUA NO POCCUINCKUM CTaHAApTaM (CUCTEMA MEHEXKMEHTA 28%
kauectsa [OCT P MCO 90001-2001; cucTeMa MEHELKMEHTA 6€30NACHOCTU NUILEBLIX NPO-
pykToB [OCT P UCO 22000-2007)

CepTudukauus cuctemMbl ynpaBneHus no MexayHapoaHbiM ctaHpaptam (IS0 9001:2000, ISO 34%
14001:2004)

CooTBeTCTBUE MEXAYHAPO[HBIM CUCTeMaM KayecTsa (Hanpumep, HACCP) 17% *
lporpammbl 06y4eHUs nepcoHana B 06nacTv obecneyeHns KayecTsa HanuUTKa, ynpasneHns 72%
KayecTBOM

06MeH onbITOM € 3apy6eXHbIMU KOMMNAHUAMY 40%
Bbikyn/dpaHyait3uHr TeXHONOTUi1 NPON3BOACTBA ONPEAENeHHbIX COPTOB NUBa/NPOU3BOA- 17% *
CTBO MO JIULEH3UU

TexHONOTrMYECKUI KOHTPONb COCTOSAHUA 060PYAOBAHUS 100%
YyacTue B MeXAyHapOAHbIX BbICTaBKax 61%
Onpocbl notpebutenei 89 %
[eHb kayecTBa 1 KoMnaHus

HpuMeanue: 3HaK * 03HAYaeT, YTO DJIeMEHT CUCTEMbI KauyecTBa HCIIOJB3YETCA TOJBKO KPYIIHBIMU KOMIIAaHUAMU.
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OIIEHMBAIOT JETyCTaTOPhI, IIPOBOAUTCA 06s3a-
TeJIbHOE TECTHPOBAHME Ha COZEP)KaHUE B HEM
oInpe/ie/IeHHBIX KOMITIOHEHTOB.

[Ipyu TpaHCIOPTUPOBKE U XpaHEHWH ITMBA
COOGJIIOAIOTCS YCIIOBUSA, Kacaloliyuecs TeMIepa-
TYPHOTO pEeXUMa, CPOKOB IIEPEBO3KH, 3aLTUTHI
OT IIOTIa/IaHUsA COJTHEYHBIX JIydell, IIaBHOTO I1e-
peMeleHys TPOAYKIUY U TIp.

VrnpaBneHue KauecrsoM
B MUBOBApPeHHOW OTPacnu

BesomnacHocTh NHIEBHIX IPOAYKTOB Ha BCEX
JTarnax IIpPOM3BO/CTBA fABJAETCA BakHelel 3a-
Jadeli nuieBoit orpacau. CyiecTByeT 60JbIIoe
KOJIMYeCTBO HOPMAaTUBHBIX IOKyMEHTOB Ha MeX-
rocyZapcTBEHHOM, rOCyapCTBEHHOM U OTpaciie-
BOM YPOBHE, BBIIIOJTHEHHE KOTOPHIX 00513aT€IbHO
Zui ipousBoguTeneii. OAHAKO cerofiHA HeJoCTa-
TOYHO TOJIBKO BBINIOJTHEHUS TeXHUYECKUX CTaH-
ZapToB. [Inf IOBBIIIEHNS JIOBEPUA CO CTOPOHBI
[IOTpeOUTENeH U MapTHEPOB KOMIIAHUY BHEAPS-
IOT CUCTEMBl U COBPeMeHHbIEe MeTOAbI yIIpaBJe-
HUS KadecTBOM (Haubosiee 4acTO MUBOBapeH-
HBIMU KOMIIAHUSMU HCIIOJAb3yeTcA CTaHAapT
ISO 9001:2000 wru pycuduIpoBaHHbIHN aHaIoT
P V1CO 9001:2001), paspabaTbBalOT BHyTpPEH-
HUEe KOpIIOpaTUBHbIE TPeOOBaHUsA, 063aTeIbHEIE
JJI BBITIOJIHEHUA pabOTHUKAMK M apTHEPAMU.

Specific requirements concerning
temperature regimes, shipment dead-
lines, sun protection and gentle han-
dling are followed during transporta-
tion and storage.

Quality Management in
Brewing Industry

Safety of food products at all pro-
duction stages is one of the priorities
in the food production sector. Brew-
ers must comply with a large number
of international, national and internal
sector regulations. However, today it
is not enough to follow technological
standards. To establish trust in rela-
tionships with consumers and partners,
companies adopt modern methods of
quality management (ISO 9001-2000
or its Russian version R ISO 9001-2001
are most frequently employed by brew-
ing companies), and introduce internal
corporate requirements to be followed
by employees and partners. Each stan-
dard contains a set of mandatory re-
quirements (Fig 10), and as a result,
companies must introduce changes
into their management systems.

Fig. 13. STRUCTURE OF PRODUCT QUALITY MANAGEMENT SYSTEM

Product Quality Management Elements

% of Companies which
adopted the given element

Certification of management systems according to Russian standards (quality management 28 %
system GOST R ISO 9001-2001; food safety management systems GOST R ISO 22000-2007)

Certification of the system according to international standards (IS0 9001:2000, ISO 34 %
14001:2004)

Compliance with international quality management systems (e. g. HACCP) 17 % *
Employee training programs on ensuring beverage quality and quality management 72 %
Exchange of experience with international companies 40 %
Purchasing/franchising of production technologies of certain brands/ producing under 17 % e
license

Technological control of equipment 100 %
Participation in international exhibitions 61 %
Consumer surveys 89 %
Quality day 1 company

Symbol ¢ means that an element of quality management is used by large companies only
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Unn. 14, IpoueHT KOMMaHUN, MpomreAuInx cepTuduUKaLuno Mo MeXAYHapOAHLIM

cTaHpapram, %

Fig. 14. Percentage of companies, which were certified according to international standards, %

I 35
[ 24
[ 18

Kaxaplli U3 CTaHZApPTOB IpPEABABISIET K KOM-
[IaHUU KOMIUIEKC TpeboBaHU, 0013aTeNbHbBIX
ZJ1s1 BeIONTHeHus (Wil 13), 4To B CBOIO 04Yepesb
TpebyeT OT KOMIIaHUU BHOCHUTH KOPPEKTUBBHI
BO BHYTPEHHUE CHCTEMBI yIIPaBIEHUS.
Peasnzanys 1eneii B 06JaCTH Ka4€eCTBa Ipo-
JYKIIUH JOCTUTAETCS B PE3YJIbTaTE:
® HENpEePHIBHOTO KOHTPOJIA AUHAMHUKU Kaye-
CTBa MPOAYKIUU;
® [OBBIIIEHUS IEPCOHANBHON OTBETCTBEH-
HOCTH B 00JIacTU KayecTBa PYKOBOJUTE-
Jlel BCeX YPOBHEHN U KaXXJoTo paboTHUKA
Ha CBoeM paboueM MecTe;
® opraHu3anyy IOCTOSHHOTO MOHUTOPUHTA,
KOPPEKTUPYIOIINX U IPeAYNPERIAIINX
JEeNCTBU, HAallpaBJIeHHBIX HA MTOCTOSHHOE
MOBBINIIEHNE KaYeCTBA IPOAYKIIHH.

Ycwnivs KOMIAHUM OLleHeHBI MeXAyHapo/-
HBIMHU 3KCIIepTaMu — 6osiee 60 % y4aCTHUKOB OT-
YeTa UMEIOT Harpazjel, IOJTy4YeHHbIE HA MEXK/Y-
HapOJHBIX BBICTABKAX 3a Ka4eCTBO U BBICOKHE
IOTPEOUTENBCKUE CBOMCTBA IIPOAYKIIHH.

e B «0O6BeduHeHHble hugosapHu XeliHekeH»
8600smMcsL eUHble CMAHOAPMbL KOHMPOS CbIPbS
u npodykuuu. Tax, Ha 000 «Komnanus ITUT»
8X00HOIl KOHMPOJb OCyUlecmesisiemess 8 cOom-
eemcmeuu ¢ Memodukoil cucmemsl Kauecmea
0/l 02-05, ocHnosvleasacsy Ha npunHuyunax HACCP
u ISO. B pamkax 8x00H020 KOHMPOJISL NPOBO-
Jumcs npuemka colpsvs U MAmMepuanos coziacHo
ymeepxcdenHHomy «IlepeuHio cvlpbs u mame-
puanos». Tpe6osaHus Kk Kai0oMy HaUMEHOBAHUIO
Cblpbs U MAMepuanos ompajiceHsl 8 ymaeepic-
deHHbLx cheyudukayusx u cmanoapmax «HeiQ.
Hecoomeemcmeayroujue colpbe U Mamepuaibl u3o-
JUpyomes u 6pakyromest.

[ IS0 9001
IS0 9001

[ IS0 22000
IS0 22000

[ HASSP
HASSP

Quality management objectives
are achieved by

* Continuous control over product
quality development;

* Promoting personal responsibility
in quality issues among managers
of all levels and each employee;

* On-going monitoring, plus correc-
tive and preventive actions at all
levels and by all employees.

The work of brewing companies
has been recognized by international
experts — over 60 % of report con-
tributors have received awards at in-
ternational exhibitions for product
quality and outstanding consumer
properties.

CesHeineken Breweries LLC is in-
troducing unified standards of raw
materials and product control.
Thus, at Ivan Taranov Brewery Ka-
liningrad, LLC, incoming control is
performed according to HACCP and
ISO principles. As part of incoming
control, acceptance inspection of
raw products and materials is per-
formed according to the approved
«List of raw products and materials».
Requirements for each raw product
and material item are set forth by
approved specifications and HeiQ
standards. Raw products and mate-
rials that do not qualify are isolated
and rejected.
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VnpaBneHuecKkue

OcHOBHbIE
6u3Hec-npoueccst

BcromorarenbHbie

6u3Hec-mponeccst

Supporting

Management

Key processes

ITonutuka B 0611aCTU KauecTsa

Quality policy

1C0 9001-2000 XACCI

IS0 9001-2000 HACCP
OTBETCTBEHHOCTb PYKOBOLCTBA MeHepKMeHT pecypcoB

Management responsibility Resource management

VYmpasnexue goxymeHTaumen
Document management Hiring and training

Ananus cucTeMst KauecTsa

3akoHoparenscTBo PO

RF legislation

W3mepeHne, aHanu3 n yayguieHue
Measurement, analysis,
improvement

Ha6op u noaroroeka mepcoxHana Ananu3 pannsbix Data analysis

Koppektupytomme n

VrpaBneHue HeCOOBETCTBYIOLEN  MpeAyNpexpanlmne AeicTBus

Quality management system analysis npopykuueit Nonconforming Corrective and preventive actions

product management
BuyTpennue ayaurs Internal audits

ViipaBeHue U3MepUTENbHEIMU ITPUOOpamMu
Measuring device management

%] =

E 1. MapkeTunr Marketing é -%

i'E:’ 2. [Inanuposanue mpounssoacTea Production planning 2 &

= 'g 3. 3akymku Purchasing é ’E E

S % & 4. TIpoussopcTBo mpoaykuuu Production E E o
Z 2y 5. Kontpons kauecrsa mpopykuuu Product quality control e g
\§ \’g 5 6. Xpanenue u gocraska Storage and delivery §c E‘ *g
é E é 7. TIlpopaxu v obcnyxuBanme morpedurenent Sales and customer service > FE o

VYmpaBnenue nadpacTpykTypon,
TeXHUYECKOe 06CnyKUBaHUe 060pyn0BaHUA

Management of infrastructure,
equipment maintenance and repair

e Cucmema meHeddcMeHMA kavecmeda Kom-
nanuu «Amyp-Ilueo» paspabomauna, eHedpeHa u
noddepycusaemcs 8 padbouem coOCMoOSAHUU 8 CO-
omeemcmeuu ¢ mpebogaHusmu cmandoapma
TI'OCT P HCO 9001-2001. ITorumuka ynpasaeHus
Kauecmeom ocHogaHa Ha yukae PDCA:
«Plan (nnanuposatue) — Do (ocywiecmee-
Hue) — Check (nposepka) — Act (deiicmeue)».
B pamkax kamcd020 u3 Npouyeccos ux uc-
nonHumenu obecneuusarom:
® gulbOop Kpumepues pe3ynbMAMUBHOC-
mu npouecca u mMemooo8 ezo ocyuiecm-
8JIeHUSL;
® Hanu4ue pecypcos u uHgopmauuu, Heoo-
X00UMbLx 011 N0AdePHCKU Npouecca U e2o
MOHUMOpUH2a;
® MOHUMOpUHZ, U3MepeHUe U aHAIU3 Npo-
uecca;
® peanusayuio mep, He06x00uUMbLx 01 00-
CMUXeHUsl 3aN1aHUPOBAHHO20 pe3yabma-
ma u NOCMOSIHHO20 YAy4uUleHUSsL.

e The quality management system
of Amur-Pivo Company is designed,
implement ed and maintained in
compliance with requirements spec-
ified in GOST R ISO 9001-2001. The
quality management policy is based
on the PDCA cycle:

«Plan — Do — Check — Act».

Within each process, actors
ensure:

* Selection of process effectiveness
criteria, and opportunities to
achieve this effectiveness;

* Availability of resources and in-
formation to maintain and mon-
itor a process;

* Monitoring, measuring and anal-
ysis of a process;

* Implementation of actions to
achieve all desired results and
continual improvement.

31



32

MexayHapoAHbIe CTAHAAPTHI KAYECTBA, MPUMEHAEeMbIe B IMBOBAPEHHOW OTpacnu

ISO 9000

ISO 15161:2001 -

PykoBozCTBO 10 IpHMeHe-
Huto ISO 9001:2000 B u-
11eBOM ITPOMBIIIUIEHHOCTHU

ISO 22000

HACCP

(Hazard Analysis

and Critical Control
Points) —

aHaJIM3 OIlacHOCTeH

U KpUTHUYIECKHE KOHTPOJIb-
HBIE TOYKHU

Tpe6oBanusa. Crangaptel cepuu VICO 9000 mpeabABaAmT TpebOBaHUA
K cHCcTeMaM yIpaB/leHuA KadyeCcTBOM U He KacaloTcAd TEXHUYeCKHUX XapakTe-
PUCTHK IPOAYKIIMH U TEXHUYECKUX TPe6OBAHMIA K IIPOLIECCY TPOU3BOACTBA.
OnucaHue. [71aBHadA 3aZadya CUCTEMBI MeHeP>KMeHTa KauyecTBa — He KOHTPO-
JINPOBaTh KaXAyI0 eAUHUIy IPOAYKIMH, a IIOMOYb BBICTPOUTDH CUCTEMHBIN
MOZAX0J, 00eCIeynBaOINI Ka4eCTBO MPOAYKIUY U YCIYT C YYETOM OXKHU7A-
HU ToTpebuTeseli (3aKa3urnKoB).

Tpe6oBanusa. CTaHAapT IpeAJiaraeT Crnocob IMOCTPOEHHUS CUCTEMBI, UHTE-
rpupytoeii mogenu ISO 9001:2000 u HACCP.

Onucanue. HazHaueHue JOKyMEHTa — II0Ka3aTh, KaK OXKUJAHUSA IOTPeOu-
Teslel, Kacaromyecs: 6€30IacHOCTH MHUIIEBIX TPOAYKTOB, MOTYT ObITH y4uTe-
HBI IIpY pa3paboTKe CUCTeMbI MeHeKMeHTa 1o ISO 9001.

Tpe6oBauuda. ISO 22000 paspaboTaH chelnaabHO KaK CTaHZAPT MeHe-

JKMEHTA IUIEBOM 6e30MacHOCTH U COAEPKUT TpeOOBaHMSA:

® K cucTeMe ynpasieHUsa (cTaHzapT ocHoBaH Ha ISO 9001:2000, yTo mo-
3BoJisgeT 3G EKTUBHO BHEAPATH 00€ CUCTEMBI MEHEPKMEHTA) ;

® K aHanM3y puckoB (peanusarsa meToga HACCP B mosHOM 06beMe, TTI03BOJISAIO-
11as yIIpaB/IATh NUIEeBBIMU PUCKAMU U CHIKATh UX /IO JOITyCTUMOT'O YPOBHA);

® k 6a30BOI1 IporpaMMe NIPOU3BOJCTBEHHBIX MEPOIIPUATUM (CAaHUTaPHO-
TUTHEeHUYeCKUe MEPOTIPUATHA, MPOLeLyPhl PEMOHTa M MOHMKHU 060py0-
BaHWUsA, TECT-KOHTPOJIb U T. [.).

Cranzaprt TpebyeT OT OpraHu13alyy 3apaHee MHGOPMUPOBATh 3aUHTEPECOBAH-

HbIe CTOPOHBI O KJII0YEBBIX BOIIPOCAX, CBA3aHHBIX C IPOM3BOZCTBOM IIPOAYKIIH,

C 11eJIbI0 TIOHUMaHWUA UX ITOTpeGHOCTEN U IPeAYIIPEKIEHN Pa3HOIIACHIA.

Pa3paboTka, pyHKIMOHUPOBAHUE U AKTyaJHU3alUs CHUCTEM IIPOUCXOAUT

C y4eToM OOIIero MeHe/XKMEHTa B OpraHU3alnu.

OnmcaHue. [1epBbIii MeXAyHapOAHBIM CTaHAApT, HA OCHOBAHUU KOTOPOTO

MOJKHO BHE/IPATDb U CEPTUGUIIMPOBATH CUCTEMY MEHE/)KMEHTa 6e3011acHo-

CTH IUIIEBOM IPOAYKIINH.

[MpeAnpuATHA pO3HUYHOM TOPrOBIU U 0QUIMAIbHbEIE OpraHbl MOTYT paccMa-

TPUBaTh 3TOT CTAaHZAPT KaK JMIEH3HUIO Ha OCYyIeCTBIeHHE JeATeJIbHOCTH.

Tpe6oBauus. B ocHoBe Meroanku HACCP JeXUT ceMb MPUHIIUIIOB,

BKJIIOYa:

® BbIABJIEHHE TOTEHIINATBHBIX PHCKOB U OIIACHBIX GaKTOPOB, CBA3AHHBIX C ITPO-
W3BOZCTBOM IUINIEBBIX IIPOAYKTOB Ha BCEX CTaAWAX )KU3HEHHOIO LIMKJIA;

® ompezeneHue kputudeckux Touek (KTK) Anqa nmpeAoTBpaleHusa WK CBe-

JleHUs K MUHUMYMY BEPOSTHOCTH BO37IeMCTBUA ONIaCHBIX paKTOPOB;

oIlpeZiesieHre KpUTUYeCKUX IpeZenoB And kaxgon KTK;

ycTaHoBJIeHUe cucTeMbl MoHUTOpUHra KKT;

yCTaHOBJIEHHE KOPPEKTUPYIOIIUX e CTBUM;

pa3paboTKy MpoLeAYp IPOBEPKHU, KOTOPHIE AAIOT BO3MOXKHOCTD y/IOCTO-

BepUThcs B 9pHeKTUBHOCTHU AeHCTBUM;

® yCcTaHOBJIEHHE MPoIeAyp poBepku 3ddekTuBHOCTH crcTeMbl HACCP.

Omucanne. Ha cerogusamtmii 1enb HACCP mpusHaHa BO BceM MHpe KakK Haubo-

nee 3ddeKTHBHAA METOAVKA obecriedeHNs 6e30I1aCHOCTH MUIIEBBIX TPOAYKTOB.

Cucrema HACCP 6pita paspaboTaHa BceMupHO# opraHusaliieil 3qpaBooX-

paHeHusa u MexayHapozaHoii opranusanueir OOH 1o celbckoMy XO3UCTBY

Y TIPOJIOBOJIBCTBHIO.
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The international quality standards applied in brewing industry

ISO 9000

ISO 15161:2001 -
Guidelines on the
application of ISO
9001:2000 for the food
and drink industry

ISO 22000

HACCP (Hazard
Analysis and Critical
Control Points)

Requirements. ISO 9000 standards set forth requirements for quality
management systems and do not cover technical parameters of products or
technical requirements for production processes.

Description. The main objective of a quality management system is not
to control each product item but to design a systematic approach that will
help ensure product and service quality to meet customer expectations.

Requirements. The standard covers systems to which both ISO 9001:2000
and HACCP are applied.

Description. The document is designed to demonstrate how consumer
expectations related to food safety could be taken into account in a quality
management system created according to ISO 9001 requirements.

Requirements. ISO 22000 was designed as a food safety standard and

includes requirements for:

® management system (the standard is based on ISO 9001:2000, which
helps apply both quality management systems);

® risk analysis (application of HACCP in full, which helps manage food
risks and reduce risks to an acceptable level);

® key production action program (sanitary and hygienic, equipment
cleaning and repair, test control, etc.). The standard requires that
companies inform all involved parties on key issues related to production
in order to understand their demand and to prevent disagreement.

Development, maintenance and upgrading of systems is made in context of

the general management system in the company.

Description. The first international standard, which could be a basis for

implementation and certification of food quality and safety management

systems.

Retailers and authorities could take this standard as a permit.

Requirements. HACCP is based on 7 principles, including:

* identification of potential hazards and risk factors in food production at
all stages of product life cycles;

¢ identification of critical control points (CCP) to prevent or limit the

impact of potential hazards and risk factors;

establishment of critical limits for each CCP;

establishment of systems for CCP monitoring;

corrective actions;

designing control procedures to ensure effectiveness of actions;

establishment of procedures to test HACCP system effectiveness

Description. As of today, HACCP is acknowledged worldwide as the most

effective system of ensuring food safety.

HACCP was developed by World Health Organization and Food and

Agriculture Organization of UNO.
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Cw>B komnanuu «CABMunnep PYC» nped-
npusmus pabomarm 8 coomeemcmaeuu co
cmandapmamu npouzeodcmea Mupogozo
Knacca (World Class Manufacturing), 20e
8ce KJt0OUeBble OU3HEC NPOUECCHL BLICMPOEHbL
8 eJUHYI0 MeXHOJ02UYeCKYl0 UenouKky U Ha-
npaeseHsl Ha 8HedpeHUe NepedoB8blX NPAKMLUK.
Ha npednpusamusax Odeiicmeytom mexcoyHa-
POOHble caHAapmbL ynpasJieHus Ka1ecmeom
npouszgodcmeda, 8HympeHHUe CMaHOApmuL NO
CAHUMAPHOMY COCMOSIHUIO nodpa3sdeseHuil,
060pydosaHuto, TUUHOII ZUu2lileHe COMPYOHUKOS,
cucmema no onepamueHOMY peuleHul Npo-
uzeodcmeeHHblx npobaem (Solving Problems
Practice), a makce npozpammst nuiiegoil bes-
ONACHOCMU U 9K0J102UYeCK020 MeHeONCMeHmd.

MopepHusanua Npon3BoACTBA

[ToBhINIeHUA KayecTBa MPOAYKILIUYU yJaeTcs
JOCTUTaTh 61arofapsA COBEPIIEHCTBOBAHUIO CH-
CTeM yIpaBjieHUs, a TaKXKe 3a cueT MOZepHU3a-
uuy mpou3BozcTBa. B 2007 rogy 1014 KOMIIAHUH,
KOTOpBIE B TOM WM UHOU CTEIEeHU MPOJOIKIIN
yJIydlIaTh TEXHUYECKOEe U TEXHOJOIMYecKoe Co-
CTOSHUE TIPEANPUATHH, cocTaBmwia 94 %.

OCHOBHBIM HallpaBJeHHEM MOJepHHu3a-
MY B GOJIBIIMHCTBE KOMIIAHUM CTaja 3aKymKa
U YCTaHOBKa HOBOTO 060PYI0BaHUA, C TIOMOIIBIO
KOTOPOTO MOBHIIIAeTCA KOHTPOJIb KauecTBa Mpo-
AYKIMH, YIy4IIaeTcs SKOJoThudecKass 06CTaHOB-
Ka Ha OpeANpUATHUAX U IPpUeramliux TEPPUTO-
PUAX, YBETMUYUBAIOTCA 06'beMBI IPOU3BO/CTBA.

e SABMiller RUS breweries operate
according to World Class Manufac-
turing Standards, where all major
business processes are linked in one
technological process and aimed at
constant innovation development
and introduction. At the breweries set
international quality management
standards, internal sanitary and hy-
gienic standards for equipment to
be kept at and employees to comply
with, Solving Problems Practice as
well as programmes of food security
and ecology management.

Production Process Upgrades

Product quality can be improved
through improvement of management
systems as well as through upgrad-
ing production. In 2007, 94 % of com-
panies initiated improvements of the
technical and technological condition
of their production facilities.

Upgrading in the majority of com-
panies was accomplished through
purchasing and installing new equip-
ment. This equipment helps improve
product quality and the environmen-
tal condition in and around produc-
tion facilities, and to increase produc-
tion volumes.

Hnn. 15. CTraryc MopepHU3anun NPou3BOACTBA B KOMIIAHUAX — YYACTHULAX 0TYETA
Fig. 15. Stage of production upgrades for companies contributing to this report

56%

B npuobpeTteHne o6opyaoBaHus

equipment purchasing

33%

I cTpouTenbCTBO

development

11%

I peKoHCTpyKLUUA

rennovation



5| Quality of the products

es>B 2006-2007 22. pa3spabomaH u eHe-
opsiemcsi HOBbLIL UHBECMUUUOHHbLI npoexm
«Bmopoii sman mexHu4eckoz20 nepesoopyyceHUs.
OAO «Cmaeponoasckuil Nu8oeapeHHbLil 3a8005.

B pamkax peanusauuu npoekma ocy-
ulecmeJsieHsbl CmMpoumenbCmeo HO8020 8d-
PO4HO020 Uexa, HO8020 omadesieHUs1 HpoNceHUs
u dobpaxncusanus nuea (6aoxk LJKT), 3akynka
U MOHMAxMc H08020 060pydoeaHuss damckoil
dupmot Xonvepuexa u Hemeukoil upmut Xyn-
NMAHH; yg8eau4eHd MOUSHOCMb Uexd po3a1usd
nueda 6 cmekya00ymuUIKy; pacuupeHsl CKaadbl
20moeoil npodyKuuu.

Kpynuele komnanuu B 2007 rogy npozgos-
JKWIU WIY 3aBEPIIMIN PAbOTHI IT0 CTPOUTENBCTBY
HOBBIX 3aBO/IOB WIH LI€XOB/OTAeIeHUN U CKJIaj-
CKUX IIOMeIlleHnH, KOTOpble COOTBETCTBYIOT HaH-
60Jiee COBpEMEHHBIM TPeOOBAHUAM.

CesB 2007 200y uHeecmuuyuu KomMnaHuu
«Banmuka» npegsicunu 262 MIH e8po: GvLIU
ympoeHsl MOoujHOcmu 3aeoda KOMnaHuu
8 Camape (c 2 do 6,5 maH 21 nuea 8 200), npo-
donNanocs cmpoumenbcmeo HO8020 3aeo0a
8 Hosocubupcke npoekmHoil MOUSHOCMbIO
4,5 MaH 21 8 200, 6bLIO NPUHAMO peuleHUe
00 ydsoeHuu mouiHocmelii 3agoda 8 BopoHedce
K ce30Hy 2008 200a.

PexoHcTpykuua npogosxaerca B 11 %
KOMIIaHUM: Ipollecc KacaeTcs KakK NHBOBa-
PEHHOI'0 IIPOM3BOACTBA, TaK U BOJOOYMCTHBIX
COOpPY)KeHUH.

O6yuyeHune n MoBLILIEHUE
KBanudukauuu mepcoHana

[Ipodeccronanmuam paboTHUKOB, 6e3ymnped-
HOe BJaJleHre COBPEMEHHBIMU TeXHOJOTUAMU
U TpolleccaMy — elle OAMH (aKTOp, KOTOPBIA
UMeeT pelllaioliee 3HaYeHUEe B IMpoijecce obe-
crieyeHusaA kavectBa. O HaaWUYUU NIporpamMm
0o6yueHUs TMepcoHasa B 06JaCTU yIIpaBIeHUS
Ka4ecTBOM HaIUTKa coobiarT 6omee 80 % mnu-
BOBapEHHBIX KOMIIAHUM — yYacTHHI] OTYETA.
Brarogaps pazHoobpasuio BHYTPEHHUX U BHEIII-
HUX TPEHUHTOBBIX K 0OYYAIOUIUX MPOTPAMM CO-
TPYZHUKH KOMIIAHUH UMEIOT BO3MOXXHOCTh CBO-
€BpEMEHHO TOTyYaTh HEOOXOAUMBIE UM 3HAHUS,
MOAZIEP>KUBATh Y Pa3BUBATh MTpodeccroHaIbHbBIE

e In 2006-2007, a new investment
project Stage II of technical re-
equipment of OJSC Stavropol Brewery
was designed and is currently being
implemented.

A new brewing shop along with
fermentation and end-fermentation
sections have been built; Danish
equipment by Holvrieka and German
equipment by Hyppmann were
purchased and mounted; production
capacity of the plant for glass bottling
was increased; and storage facilities
for end product have been enlarged.

In 2007, large companies contin-
ued or finished developing new plants,
shops and warehouses, which meet the
most advanced requirements.

CesIn 2007 Baltika invested over
262 million euro: annual production
capacity of the Samara branch in-
creased threefold (from 2 million
gallons to 6.5 million gallons p. a.);
a new production facility with annual
capacity of 4.5 million gallons in
Novosibirsk was being built, and
a decision was made to double the
production capacity of the Voronezh
plant by 2008.

11 % of companies continued ren-
ovating both brewing production and
water purification facilities.

Training and Professional
Development

Employee knowledge and ex-
pertise in advanced technologies
and processes are also crucial in en-
suring product quality. Over 80 %
of contributing companies reported
professional development programs
for beverage quality management.
Due to diversified internal and ex-
ternal training programs, employees
timely obtain knowledge they need,
keep active and develop profes-
sional skills, and also keep updated
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HaBBIKH, a TAK)Xe OBITh B KypCe MOCTIeHUX U3Me-
HEHWH B pa3IMYHbIX 00J1aCTAX MUBOBapPEHUS.
®dopMbl 06yUEHUS BKIIOYAIOT:
® y4yacTuhe B CEMHUHApax Mo OOYYEeHUIO CUCTe-
MaM MeHeIKMeHTa KadecTBa Ha perysap-
HOM OCHOBE;
® obyyeHHe B 3apyOEKHBIX CIIEIAATU3UPO-
BaHHBIX 3aBeJleHUSIX B pa3HBIX CTPaHax
Mupa (B OCHOBHOM — KPYIHBIX I[eHTpax
NIMBOBapeHUsl);
® CTaXUPOBKU Ha MPEATPUATHUAX 3apyOex-
HBIX TIaPTHEPOB,;
® o06yueHUeE B POCCUUCKUX CIEeIUaIN3NPOBaH-
HBIX [IEHTpax U By3ax;
® KOpIIOpaTUBHBIE TPEHUHTU U IIPOTPAMMEI
obyJyeHusI.

Hampumep, I'pynna kommanuii Efes B Poc-
CUM IIPOBOJUT JleTyCTAllMOHHEIN TpeHUHT «Flavor
Active», exxerogHoe oby4eHre COTPYAHUKOB IIPO-
M3BOZACTBEHHOI'O OTZENA B 6EPIMHCKOM UHCTUTY-
Te nuBOoBapeHUA VLB, a Takke nepuoauyeckue
CTXKMPOBKHU Ha IpeAnpuATuax ['pynnsl B pas-
HBIX cTpaHax mupa. B I'pynne Taxke fgeficTByeT
BHyTpHUKOpIHopaTHBHas nporpamma Efes Quality
Circles (Kpy»xku KauectBa Efes).

«banrTuka» HCIOJb3yeT BO3MOXKHOCTH
KOMITaHUH-aKI[MOHEPOB, CpeJy KOTOPHIX, Ha-
npuMmep, AkajzeMusaA MapKeTHHTra, AkajeMus
JIOTUCTHUKHU, a Takxke CkaHAMHaBCKad LIKOJA
NIMBOBapEHUS.

[luBoBapeHHBIH 3aB0J «CHIKTBIBKAPCKUI»
IPOBOAUT OOy4eHHEe COTPYAHUKOB B MOCKOB-
CKOM HCCJIeZloBaTeNIbCKOM LieHTpe N1Ba 1 HallUT-
koB (MUL] XXI Bek) u CaHKT-IIeTepOyprcKom mH-
CTUTYTe YIIpaBJIeHUs U MUIIEBBIX TEXHOJIOTUH.

(I)OprI, MeTOoAbl U MEXAHU3MBI
KOMMYHUKaLUu c norpeﬁwrenamu

Hanuuue crcTEMBI IOCTOSHHOTO OOIIEeHUs
c moTpebuTeneM c Ieab0 UHGOPMUPOBAHUS
O CBOHCTBAaXx MPOAYKIUY U BBHIABJIEHUA CTEIIEHU
WX yJOBJIETBOPEHHOCTU SIBJIAETCS TapaHTHEN
TOT'0, YTO KOMIIAHUU CBOEBPEMEHHO MOTYT pea-
TUPOBAaTh B TeX CIydyasx, Korza TpebyroTcs ole-
paTUBHBIE AEUCTBU 110 YIYYLIIEHUIO CUTYaI[UH.

[lmBoBapeHHblE KOMIIAHUU HCIIOIb3YIOT
pasauvHble CIO0CO6B THGOPMHUPOBAHUA TOTPE-
6uTesneli 0 Ka4yecTBe CBOEH MPOAYKIIUU.

on recent changes in different aspects
of brewing.

Training is conducted in the fol-
lowing forms:

* periodic seminars on quality man-
agement systems;

* training at specialized centers
worldwide (mainly in large brew-
ing centers);

* in-service training in international
partner companies;

* training in specialized Russian
centers and universities;

* corporate training and educational
programs.

Thus, Efes Group in Russia orga-
nizes beer taster training, Flavor Ac-
tive, annual training of production em-
ployees at the VLB Institute of Brewing
in Berlin, as well as regular in-service
training worldwide. The Group also
implemented a corporate program Efes
Quality Circles.

Baltika resorts to resources of
its shareholders, including the Acad-
emy of Marketing, Academy of Lo-
gistics and Scandinavian School of
Brewing.

Syktyvkar Brewery organizes
employee training at the Moscow Re-
search Center of Beer and Beverages
(MRC XXI Century) and St. Peters-
burg Institute of Food Technology
Management.

Forms, Methods and Tools of
Consumer Communications

An on-going system of communi-
cations aimed at informing consumers
on product characteristics and assess-
ing customer satisfaction will guar-
antee that companies react promptly
in situations when improvement is
required.

Brewing companies use different
channels to inform their consumers on
product quality
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MCIO/Ib3YEMBIE KOMIAHMAMHU KAHATBI
KOMMYHMKAIIMH C IOTPEBUTENAMH

I10 BONPOCY KAYECTBA MIPONVKI[HH
(ML 16.)

FIG. 16 COMMUNICATION CHANNELS
EMPLOYED BY COMPANIES

TO INFORM CONSUMERS

ON PRODUCT QUALITY

61% Peknama (ponuku, 61% Advertising
neyaTHble Matepuansl) (commercials, printed)

61% CMW (cTatby, 61% Mass media (articles,
KoHdepeHuum) conferences)

50 % Mpomo-akuuu, spMapky, 50 % Promotional campaigns,
tectuBanu fairs, festivals

44% WHdopmauua 44.% Label and package
Ha 3TUKeTKe, yNaKoBKe messaging

39% Cant 39% Web-site
39% JKCKypCUU 1 feryctaumm 39% Excursions, sampling
22% MepuyeHaansmnHr 22% Merchandizing
17% [opAyas nuHuA 17 % Hot lines
17% Katanoru, cnpaBoyHuky, 17 % Catalogues, reference
CoUManbHble OTYETHI materials

6% CeMmuHapel 6% Seminars
6% MoyToBbIE pacchinkn 6% Direct mail

[TomuMo 06s3aTenbHON HHOOPMALIUU O CO-
cTaBe IIPOAYKLIUY, perlaMeHTUPyeMOoU 3aKOHO-
JaTenbcTBOM PO, mpezocTapisgeMble moTpebure-
JIIO CBEZIEHUs HOCAT pasHOOOpAa3HBIN XapaKTep.
Tak, «bapHay/nbCcKUii MMBOBapeHHBIN 3aBOA» UH-
dopmMupyet notpebuTena o mpoliecce, 0CobeH-
HOCTAX IPOM3BO/CTBA/IPUTOTOBIEHUS IIUBA,
BUJax IKUBa U T. 1. B cTparerun «Biaanuso» 3a-
JIOXKEH NMPUHIUI eANHOro NHGOPMAIOHHOTO
110J1s1, GOpMUPYIOIIEro KOMIUIEKC BCeX CBeleHUH
110 BBITyCKaeMOM IpPOAYKINU, KOTOPBIe MOTYT
HWHTEPECOBATh IOTPeOUTETEH.

Jlna obpaTHOH CBSA3U C MOTPeOUTENAMU
U ydeTa UX MOXKeJaHUH [0 KauyecTBY NTUBA KOM-
MIaHUU OTPACIIU:

® IIpeAOCTaBIIAIOT TeledOHBI TOPSINX JINHUH;
® OTKPHIBAIOT CIlel[HaJbHbIe pasZiesbl Ha caii-

Tax, CO3/Ial0T CAlTEI II0 COpPTaM IIHBa;

®* ny6IUKYIOT KOHTAaKTHYI0 WHGOpPMALHIO
Ha 3TUKeTKaX;

® IIPOBOZAT peryaspHBIe ONPOCH U UCCIEeN0-
BaHUA;

® OpraHu3ylOT WHTepHET-GOPYMEI, pa3ind-
Hble KOHpEPEeHI[MU U «KPYTIJIble CTOJIBI»
B CMU;

® NIPOBOJAAT 3KCKYPCHUU II0 IIPOU3BOJCTBEH-

HBIM IlexaM IpeAlpUATHH U Jerycra-

I[MY1, BO BpeMA KOTOPHIX IOCETUTENIU MO-

TyT HOJYYUTh OTBET Ha JIOOH BOIPOC

Together with mandatory in-
gredient information required by RF
legislation, consumers receive other
information. Thus, Barnaul Brewery
communicates information on the
process and specific features of beer
production, types of beer, etc. Vlad-
pivo adopted a strategy based on the
principle of an integrated information
field, which covers all product infor-
mation that might be of interest to the
consumer.

To receive feedback from con-
sumers and to consider their sugges-
tions related to beer quality, brewing
companies

* provide hotline phone numbers;

* add special sections to web-sites,
create web-sites on each beer
brand;

* print brief information on labels;

* regularly conduct surveys and
research;

e open Internet forums, organize
conferences and round table dis-
cussions; and

* organize samplings and excur-
sions in factories, during which
visitors can ask questions and
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Y KOHCYJIBTAllI0 10 06pasiaM HpPOAYKIVH.
Tonbko Ha 3aBogax «bartrku» B 2007 rozy mo-
6b1BasM Gosee 60 ThICAY YenoBeK. BobIuH-
CTBO 3KCKYPCHIi B KOMIIAaHUH HOCAT 06pa3oBa-
TeJIbHBIN XapaKTep.

® B COOCTBEHHBIX TOPIOBBIX CETAX Ha CIEIH-
aJbHO 0OOPYZOBAHHBIX JJIS MOKyIaTenei
cTeHZax mybinKyercs nHGOpMAIUa O CBOM-
CTBaX NPOAYKIWH.

e B cmpameeuu komnanuu «Baadnueo» 3a-
Jl0JceH NPUHUUN NOCMOAHHOL pabomst ¢ no-
mpebumesiem no npedocmasieHuUI0 emy mak-
CUMANbHO NOJAHOU UHPOpMauuu ceepx mex
HOPpMAMUE08, KOMopbsle pe2namMeHmupyromcs
3axoHodamenbcmeom PP. B pezynsapHvlx om-
Kpblmbslx omuemax, pasdmeuwyaemvix 6 CMHU,
KomnaHusi uHgopmupyem nompebumeneil
0 pacuwupeHuu accopmumeHma 8uliyckaemoil
npodykuuu u 8stxo0e HOBUHOK, YJLyHlleHUU Ka-
yecmea, usmeHeHUU fopmamos ynakoexu, 3a-
nycke Ho8oil iuHuu u op.

O¢beKTUBHBIM UHCTPYMEHTOM KOMMYHU-
KAy C IOTpebUuTeneM ABIAIOTCA HCCIEL0Ba-
HUA IO OLleHKe CTEeNeHU yZJOBJIETBOPEHHOCTU
poAyKIuel norpebutensimu. [lpumepHo 77 %
NIMBOBAapeHHbIX KOMIIAaHUHN — Y4acTHUI] OTUYETA
PETY/ISIPHO IPOBOJSAT NOZOOHbIE MCCIeOBAHUS,
110 pe3y/bTaTaM KOTOPBIX IPUHUMAIOTCA pelle-
HUA O paclIMpeHUH WIK COKpallleHUuH IIPOU3BOJ-
CTBa Pa3/JMYHBIX COPTOB, BHOCATCA M3MEHEHUA
BO BKYCOBBIE KayecTBa HalMTKa. Pe3ynbTaThbl
OIIPOCOB IIOKa3bIBAIOT, YTO CTeIlleHb yAOBJET-
BOPEHHOCTU POCCHUMCKHUX NOTpebuTeNell muBa
ZIOCTaTOYHO BBICOKA: Y MaJsIbIX KOMIIaHUY IIOKa-
3aTesb Kosebsercs ot 60 10 70 %, y KPYIHBIX —
oT 75 10 85 %. ITuBOBaphl He TONBKO YYUTHIBAIOT
MOXKEeJIaHUA TIOTpebuTeNei, HO U COOOLIAIT UM
0 CBOUX /IeiICTBHAX B OTBET Ha BBICKa3aHHEIE pe-
KOMEeHZalluy, 3aIlIpOChl ¥ IIPETeH3UH.

e Ha npomsiiceHuu MHOZUX Jiem 8 KOMNAHUU
«CAH HnBes» pabomaem becniamnas 2opa4as
JUHUAL 01 nompebumeneil, mene@doHHbLI
HOMep KOMOPpOil yka3aH Ha kaxc0oil GymuoLike
nuea, npou3eodumozo komnauueii. Kpyeno-
CYmou4Ho u 6e3 8bLX00HbIX ONepamopsL AUHUU
20moebl NPUHAMb 3860HOK U3 Nt060IL Mmouku
Poccuu. B komnanuu «CAH Hubes» cmpe-
Msames K momy, 4mobst kaxucdwtii abonenm
2opsvell MUHUU NOAYUUN UcCHepNblearowuil

get advice on product samples.
In 2007, almost 60,000 people
visited the plants of Baltika Com-
pany alone. Most excursions
organized by the company are
instructional.

* product information is posted for
customers on special stands in re-
tailer chains owned by companies

e Vladpivo Company’s strategy
includes continual communication
with consumers to provide them with
exhaustive information, not just the
information specified by the RF legis-
lation. Through regular open reports
in the mass media, the company in-
forms consumers on expanding its
product line and introducing new
brands, improving product quality
and changing packages, launching
new lines, etc.

Assessment of customer satisfac-
tion with the product is an effective
communication tool. About 77 % of
contributor companies conduct such
evaluations and use the results for de-
cision making related to expanding or
reducing production of certain beer
brands and changing beer taste charac-
teristics. Survey results show that the
satisfaction level of Russian consumers
is quite high: 60 % to 70 % for small
companies and 75 % to 80 % for large
companies. Brewers do not only take
into account consumer requests, they
also inform consumers on actions taken
in response to these requests, inquiries
and complaints.

CesFor a long time, a toll-free
hotline has been operating in SUN
InBev Company. The number is fea-
tured on every bottle. Operators
take phone calls from all Russian
locations 24 hours a day including
weekends. SUN InBev wants to make
sure that every caller receives an
exhaustive answer and day by day
improves the line performance.
The Company organizes regular
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omeem, excedHe8HO yyuuidas pabomy AUHUL.
PezynsapHo komnanus «CAH Hnbee» npogodum
cneuuanbHble MpeHUH2U 0Jisl ONepamopos, co-
gepuleHcmaeyem cucmemy o6pabomku 360HK08,
06HOo81Isem U donoiHsem uH@Gopmauito o npo-
Jdykmax.

e 3A0 «I[TUHO» ocyuiecmenisiem o6pamuyro
c8513b ¢ nompe6umensamu uepe3s zazemy «Hoeas
nompebumensckas zazema.

H3zdanue ob6sa819em mecau 3A0 «I[THHO»,
8 meueHUe KOMOP0O20 nompebumenu 3adarom
UHmMepecyujue Ux 80NPOCHL cneyualucmam
npednpusmus. B konue kaxcdoii Hedeau mecaua
8 HoMepe nybaukyromes Haubosee uacmo 3ada-
8aeMble 80NPOCHL U OMBEMbL HA HUX.

e Hepexce 00Ho20 pasza e mecsiy, 8 CMU ny6au-
Kytomes cmamsu 0 npodykuuu OAO «ITusoea-
peHHblil 3a800 «CblKMbleKapcKuil», UHMepeslo
2eHepanbHOZO dupekmopa, npogodsamcs Ouc-
KYCCUOHHDbLE «<KPY2Jible CINOJbl», 20pAYUE TUHULL
8udeo- U UHMepHem-KoH@epeHuUU.

CesJlompebumenu «CABMusiep PYC», 06-
pamueuiuecsi 8 KOMNAHUIO NO meaedoHy,
UMem 803MONCHOCMb C8A3AMbCS C 0MoeioM
no ynpaenieHur kadecmeom. Bce 360HKU pe-
2ucmpupyromcs, cobupaemcsi noaAHAsL UH-
dopmauyusn 0na uccnedo8aHusl 803HUKULEZO
eonpoca, komopas 3amem nepedaemcsi cneyu-
anucmy no mopzogomy kauecmsy. OH 8 c8010
ouepedsv npoeodum psad O0O0NOJHUMENbHBLX
pabom no c6opy uHdopmauuu u gdopmy-
aupyem pexkomeHdauuu 0Jil NPUHSAMUA 0ATb-
Hetllwux peuteHuil.

trainings for operators, improves
the call processing system, and up-
grades and expands on product in-
formation.

e, CJSC PINO receives consumer
feedback through Novaya Potrebitel-
skaya Gazeta (New Consumer Paper).

The paper announces a month
for CJSC PINO; during this month
consumers ask the company’s experts
questions. At the end of each week
of the month, the most frequently
asked questions are published with
answers.

Ceu At least once a month, the mass
media publishes articles on Syktyvkar
Brewery, interviews with the Director
General. Round table discussions,
hotlines, video and Internet confer-
ences are organized.

e Consumers who call SABMiller
RUS have an opportunity to talk to
the quality department. All calls are
registered, exhaustive information is
collected in order to research a given
question, and finally the information
goes to a quality expert. This expert
collects more information and pre-
pares recommendations for further
decisions.
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9KOJIOTMYECKHE
[IPOTPAMMBI

ECOLOGICAL
PROGRAMS

YlettweHue Kauecmeda CrmoYHbLX 800 U IKOHOMUS 800bl

Ilepepabomka u ymunusayus omxo008
CHuxceHUe 8bL6pocos 8 ammocdepy
Zpyzue akonozuueckue npoexkmat

Improving Sewage Waters Quality and Preserving Power

Processing and Recycling of Wastes
Reduction of Emissions into the Atmosphere
Other ecological projects

OTBeTCTBEHHBIN NOAX0/, K IPOU3BOJCTBY
nuBa IpejnoJjaraeT COXpaHeHHue YHUCTOThI
OKpy:xkamlei cpeasl. B 2007 roay nuBoBa-
peHHble KOMIIaHUM — y9aCTHHUIIBI OTYeTa UH-
BECTHPOBAIU B OXpaHy OKpYy»arolleii cpebl
6oJjiee YeTBEPTH MIJUIHApJA pyoJIeii.

B nocneanue roasl B MUpe Bce yallle 3BydyaT
TPEBOKHbIE NIPOTHO3BI OTHOCUTENBHO COCTOSHUSA
OKDY’KaIOIIel CpeZibl, 0OCYKAI0TCA TaKUe SKOIOTH-
YyecKue Mpo6JIeMbl, KaK M3MeHEeHHe KIMMara, pas-
pyIIeHNe 030HOBOTO CJIosl aTMocdepEl, cokparieHue
IIPUPOJHBIX PECYPCOB, 3arpsA3HeHNe [T0YBHI U BOJoe-
MOB, YTHIM3al1A OTXOZ0B U Jp. OTH BOIIPOCHL BOJ-
HYIOT [IpaBUTEIbCTBA, HUHBECTOPOB, HEIIpaBUTEb-
CTBEHHBbIE OpraHU3alluy, XKUTeJel pasHBIX CTpaH.

Responsible beer production
implies maintaining a clean envi-
ronment. In 2007, contributing com-
panies invested over 0.25 million RUR
in environmental protection.

In recent years, alarming environ-
mental forecasts have been made. Eco-
logical issues such as climate change,
destruction of the ozone layer, reduc-
tion of natural resources, soil and
water pollution, and waste recycling
are being discussed. These issues con-
cern governments, investors and non-
governmental institutions globally.
Therefore, activities aimed at reducing
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B 5TOM KOHTEKCTE AeATENbHOCTD II0 CHIKEHHIO
HETaTUBHOT'O BO3JEUCTBHS HA OKPYKAIOIIYIO Cpesy
CTAaHOBUTCS Ba)KHOM COCTaBJIAIOIIEN COLMANbHON
OTBETCTBEHHOCTH COBpeMeHHOTO 6usHeca. Ceroz-
HsS MHOTME KOMIIAaHUK OCO3HAIOT, YTO MHBECTUIN
B DKOJIOTHIO He TOJBKO He MPOTHBOpeYaT GusHec-
3a/1a4aM, HO ¥ IOMOTA0T JaTbHENIIIEMY Pa3BUTHIO.

Ceas«Mencdy IKOHOMUKOU u 3koJozuell

He 00JKCHO OblMb npomueopeyus. JKoaozus

KaK eaxcHelluuil KOMNOHEeHM Ka4ecmed HCU3HU

noka e Poccuu HedooueHeHa, HO 8 Gauxcatiuiue

2006l cumyauus 6ydem mensamswcs. Bydyuiee

3a busHecom, ueil npuHyun — GepexcHoe OMHo-
ueHUe K IKOocUCeMe KaK 00OHOMY U3 Pecypco8».

AnmoH Apmembes,

ITpedcedamens Cosema Coroza

poccuiickux nugoeapos,

IIpesudenm OAO «ITusosapeHHas

komnaHua «barmuka»

JleATenbHOCTh IO CHM)KEHUIO HeraTHBHBIX
3KO0JIOTUYECKHX BO3EeNCTBUM yYaCTHHUKOB OTYe-
Ta COOTBETCTBYET MUPOBBIM TE€HJAEHIIUAM: IIPO-
rpaMMBbl 1 MEPOIPUATUA MIPOBOAWINUCH A J0-
CTIDKEHUSA CIIeAyIOUIUX Lieei:

Boszgyx

® CHIKeHUE BEHIOPOCOB B aTMOCheEpY;
Boga

® yay4llleHVe KayecTBa CTOUYHBIX BOZ;

® 3KOHOMMS BOJHI;

OTx0zbI

® yTWIM3allUs OTXO/OB;
DHeprus
® SKOHOMUS 3JIEKTPO3HEPTUU;
®dusnyeckre Bo3AeHCTBUA
® CHIDKEHUe YPOBHA IIyMa;
3emsd
® opraHusanusA CaHUTAPHO-3AIIUTHBIX 30H
TIpeAnpUATHHN.

e Ha npednpusimusix komnarnuu «CAH HnBee»
nocnedo8amenvbHO 8HedpseMcsl U yCnewHo pea-
Ju3yemcs npou3eodcmeeHHAss npozpauvma,
HANpABNeHHAs. HA CHUXCeHlUe 8blOPOco8 yaie-
KUC020 2a3a 8 ammocdhepy.

Ynquenue KayecCTBad CTOUYHbIX BOJ,
U 3KOHOMUA BOAbI

B 2007 ropay nuBoBapeHHbIE KOMIIaHUU
HCIoab30Baau 6ojiee 31 435 ThicAY M3 BOJBI.

harmful effects on the environment
are becoming an important element of
social responsibility for contemporary
business. Many companies understand
that investing into ecological activities
does not contradict business objectives,
but promotes development.

O «There should not be any contra-
diction between economic and ecological
matters. The ecological condition, as an
important element of life quality, is still
underestimated in Russia. However in
the nearest future, the situation will be
changing. The future is with businesses
which rely on the principle of careful pres-
ervation of ecosystems as a resource.»
Anton Artemyev
Chairman of the Union of Russian
Brewers Board
0OJSC Baltika Brewery, President

Activities carried out to reduce
negative ecological impact are in line
with global tendencies. Programs and
activities were aimed at:

Ambient Air

* reduction of atmospheric wastes;

Water

e improving quality of sewage
water;

* preservation of water;
Wastes

* waste recycling;
Power

 conservation of electric power;
Physical impacts

e reduction of the noise level,
Land

* establishment of protected sani-
tary areas.

e, SUN InBev plants are gradually
implementing an industrial program
aimed at reducing carbon dioxide
emissions.

Improving Sewage Waters
Quality and Preserving Power

In 2007, brewing companies con-
sumed over 31.4 million tons of water.



6 | Ikonoruyeckme nporpamMmbol

42

Hnn. 17. KonuuecTBo NporpaMM y4aCTHUKOB OTYETA, HANPABJIeHHbIX HA CHUXEHUEe

HEeraTUBHBLIX 3KOJIOTUYECKUX BO37EeNCTBUN, LIT.

Fig. 17. Number of programs implemented by contributing companies which are aimed at

reducing negative ecological impacts, pcs

. 1
I 1
I 2
I 4
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1 NBOBapeHHBIX KOMIIaHUW MCIIOIb30Ba-
HMe BOJBI ABJIAETCA OAHUM U3 OCHOBHBIX BU/IOB
BO3/IeliCTBUA Ha OKpYXamwlIlyo cpezy. [TosTomy
NMBOBapbl MHOI'O BHUMAaHHUA yJeNAI0T IOBBI-
IIEeHUIO CTeIIeHW OYMCTKU CTOYHBIX BOJ, B pAZe
KOMIIaHU} IPUHUMAIOTCA IIPOrpaMMBI 110 OIITHU-
MM3all{ MCII0Jb30BaHUA TUTb€BOX BOABI.

B 2007 romy MepslI 110 yIy4IlIeHUIO KayecTBa
CTOYHBIX BOJ, B OCHOBHOM BKJIIOYaJIA CTPOUTEJIb-
CTBO U PEKOHCTPYKIIMIO OYUCTHBIX CUCTEM U COOPY-
JKEHUH, a TAKXKe MOJIEPHU3AINIO 000PyZOBaHUS.

e Ha Kanyscckom 3asode «CABMunep PYC»
6bL1aycmaHoe1eHa co8PeMeHHAs BbICOKOMEXHO-
JI02UYHASL U 80 MHO2OM YHUKANbHASA 051 Poccuu
oyucmHas cucmema, CNpoeKmMupoeaHHasa
CneuuansHo ¢ yyemom ocobeHHocmell nugo-
sapeHHoz20 npouzgodcmea. OHa ucnoasdyem
dge cmyneHu 6U0102u4eCcKOll OUUCMKL 800bL —
aHa3pobHy10 ouuCmKYy, NPpU KOMOopoil 3azps3-
HAOWUe eeulecmea nepepabameslearomces
MUKDPOOp2aHU3MAMU, U AIPOOHYI0, 8 x00e KO-
mopoil npoucxodum HacsluleHue 800bl KUCI0-
podom. B Hacmosiuiee 8pems gedymcesi pabomut
No YcO8epUIeHCME068AHUIO CUCITEMbL OHUCTTIHBLX
coopyxceHUll: HA pe3ep8yapblL cucmMeMbl HAHO-
CUIMCA HOB0E, CAMOE COBPEMEHHOE NIACMUKOB0€e

CHUXKeHWe ypoBHSA Wwyma
Reduction of the noise level

JHeproadpeKTUBHOCTb
Energy efficiency

OpraHu3auma caHUTapHO-3aLWMUTHBIX 30H
Establishing protected sanitary areas

JKOHOMUSA BOAbI
Water preservation

YnyyleHune KayecTBa CTOYHBIX BOA
Improving quality of sewage water

CHuXeHue BbI6GpoCOB B aTMochepy
Reduction of atmospheric wastes

YTunusauus oTxonoB
Waste recycling

Water consumption is one of the
major environmental impacts of brew-
ing companies. Therefore, brewers pay
a lot of attention to improving sewage
purification systems. Some companies
design programs aimed at effective
consumption of drinking water.

In 2007 measures for improving
sewage quality included development
and renovation of purifying facilities
and upgrading equipment.

Ces>A modern technologically in-
tensive purifying facility has been
installed at the Kaluga plant of
SABMiller RUS, LLC. This system is
unique for Russia and was specifi-
cally designed for Kaluga plant and
adjusted to the local production. It
has 2 stages of biological water pu-
rification: 1) during anaerobic pu-
rification, contaminating agents are
processed by microorganisms, and
2) during the aerobic stage, water is
oxygenated. At present, purifying fa-
cilities are being upgraded. Tanks are
being covered with a new advanced
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nokpuimue Bolted Lining, komopoe obecnevum
60s1ee aphekmueHyro 3auiumy pe3epeyapos cu-
cmembL om kKoppo3uu 6emoHa. B pesynbmame
eMKOCMU OYUCMHBIX COOpYlceHUll 6ydym
Ha doJizue 200bl 3ACMPAX0B8AHLL OM pA3PYWIL-
meJibHOZ0 8030elicmeus KOppo3uu.

B psage xoMnaHuii MpeAnpuHUMAIOTCA Mephl
10 YBEJTUYEHUIO0 06EMOB ITOBTOPHO UCIIO/Ib3Ye-
Mo Bogbl. Tak, KoMIauus «banTuka» 1006u1ach
TIOBBIIIIEHHUS 3TOI'0 MoKa3aTessa 10 98 %.

2007 roz cras mokasaTeJabHBIM, T. K. HEKO-
TOpbIe KOMIIAHWH — YYACTHUIIbI OTYETA AOOUINCH
3HAYUTEJIbHBIX YCIEX0B B 5KOHOMUU BOJBL. Bozo-
cbeperaroliiast MOJUTHKA 0OyCIOBIeHa KaK BHEII-
HUMU S5KOHOMUYECKUMU GAaKTOPAMHU, B YaCTHOCTH
yBenuYeHrueM TapudoB Ha BOAY U CTOUMOCTBIO
PaCXOJHBbIX MaTepHaIoB IO ee OUUCTKE, TaK U IO-
HUMaHUEM OTBETCTBEHHOCTHU Iepes OOIECTBOM.
Hanmpumep, nuBoBapeHHBIN 3aBoj «IlaTpa»
(000 «O6beauHenHbIE [TMBOBapHU XeHHEKEH)
COKpaTHJI TOTpebIeHre BOAbI Ha 25 % 10 cpaBHe-
HUIO C MIPeABIAYIAM T'O/JIOM.

e «B koHue 90-x 20008 Ha 00uH aump 6bul-
nyckaemoil npodyKuuu y Hac yxoouno nopsaoka
15-16 numpoe 800bL — 3Mo cpedHuil ypo8eHbs
ons poccuiickKux NUe08aApeHHbIX KOMNAHULL.
Teneps godonompebieHue y HAC HA YPOBHe
Jyuuiux egponetickux npeonpusmuii. Hanpumep,
8 AH2/IUU HA 0OUH IUMP 8blNycKAeMOil npOJyKuUU
yOenvHoe nompebieHue 800bl cocmasJisem
3,5-3,8 nrumpa, y Hac — 4,5-5 rumpoe».
Huxonaii I'egeiinep,
3amecmumens [eHepanvbHO20
dupexmopa no kavecmaey u cHabxjceHuro
komnanuu «Tomckoe nueo»

plastic coating, Bolted Lining, which
more effectively protects tanks from
rusting for a long period.

A number of companies are taking
measures to increase volumes of recy-
cled water. In Baltika Company 98 % of
water is recycled.

The year of 2007 saw great
achievements, since some contributing
companies demonstrated considerable
success in water preservation. Water
preservation policies are influenced by
both external economic factors, includ-
ing higher water tariffs and the cost of
water purification supplies, and under-
standing the essence of social respon-
sibility. Thus, Patra Brewery Heineken
Breweries LLC reduced its water con-
sumption by 25 % in comparison with
the previous year.

Ces«In the late 90s, we were using
15-16 liters of water to produce 1
liter of product, which was typical for
Russian breweries. Today our water
consumption is at the same level as
in the best European breweries. Thus,
in the UK 3.5-3.8 liters of water are
used per liter of product, while we use
4.5-5.0 liters.»
Nikolai Geveyler,
Tomsk Pivo (Tomsk Beer)
Director General Deputy for Quality
and Procurement
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IlepepaboTKa 1 yTunu3sauua oTXon0s

OCHOBHBIE MEPOIIPUATHUA IO YTUIHU3ALTUU
OTXOA0B BKJIIOYAJIX CTPOUTENHbCTBO HOBBIX ILJIO-
IMaAoK JJid BpEMEHHOI'O XpaHEHUA OTXOJ0B, 3a-
KYIIKM HOBOTI'O OﬁOpy,Z[OBaHI/IH U BHEAPEHHNE HO-
BBIX TEXHOJIOTHH.

s Komnanusa «Bradnueo» Havana ucnos3o-
8aHue MexaHu4eckKozo npecca 05l npeccosKu
niacmukogsix 6ymeLiok ¢ nocaedyrouieil ne-
pedaueil niacmuka KaK 8MmMoOpuUYHOZO Cblpbs
011 npou3800cmeda NIACMMAacco8blx u3denuil.
B komnanuu «Ilueosapusa XeilHekeH
Baiikan» (000 «O6seduHenHble [TusosapHu
XeiinekeH») eHedpsiemcs npoekm «bezomxodHoe
npednpusimue»: pazpabomana kaaccupuxkayus
omxo0008, 8 coomeemcmaeul ¢ KOmopoii pyko-
godumenv Kax0020 CMpyKmypHozo nodpas-
JdesnieHust onpedesisiem nepedeHsb 0mMxo0008 U Ha-
3Hauaem omeemcmeeHH020 3a OP2AHU3AUUI0
oGpauweHus ¢ HUMU 8Hympu nodpasdeieHusl.

Psii KOMIaHUI OCTaBJAET ITUBHYIO JpOOU-
HY CeIbCKUM X03fificTBaM — okosio 50 % y4acT-
HUKOB OTYETa MCIONb3YIOT TaKOH CIIOCO6 yTH-
JIM3allY 3TOr0 BHUJA OTXOZOB. Tak, TOJBKO TPU
NMBOBapeHHbBIE KOMIIAHUU, KOTOPBIE BXOJAT
B cocTaB I'pynmnsl XeliHeKeH, epeAann >KUBOT-
HOBOZYECKUM X03AkcTBaM 0Koso 50 TBIC. T Zpo-
6uHbI. HeKoTOpble KOMITaHUM, HampuMep «baJ-
THUKa», DKCIIOPTUPYIOT CyXyIO IPaHy/IMPOBaHHYIO
ApobuHy 3a pybex — B PUHIAHANIO U DCTOHHUIO.
[TuBHas gpobuHa, ob6pasymolnasica IpU Bapke
cycia, — mpeKpacHas o6aBKa B KOpMa /JJIs JKU-
BOTHBIX, a TIOCJIE TEPepabOTKH OHA CTAHOBUTCS
ellle ¥ M0JIe3HBIM MUHEPAIbHBIM Y100peHrEM.

Biarozapa npesnpuHUMaeMbIM YCUIUAM
cUTyalus C yTUIW3alMed U HCIOJb30BaHHEM
OTXOZOB yny4dmiaerca. Tak, komMnanusa «baiTu-
Ka» UCIIOIb3YeT U 06e3BpeXuBaetr 95 % 0TX0/0B,
U ik S % nojjiexar 3aXOpOHEHUI0.

CHukeHune BbI6pOCOB B aTMochepy

MepomnpuaTyus B OCHOBHOM BKJIIOYAJIH MO-
JlepHU3aLNI0 060PY0BaHUA U TEXHOIOTUN. Tak,
bwnnan «bantuka-fIpociaBiab» 3a CYET OCHAIIle-
HUS HOBOH COJIOJOBHU HOBEHIIMMU CUCTEMaMU
¢ 93¢ EeKTUBHOCTHIO OYUCTKU 99 % CHU3WI BHI-
6pOCHI 3ePHOBOY IBUIU Ha 45 T II0 CPaBHEHUIO

Processing and Recycling of
Wastes

Development of areas for tempo-

rary waste storage, purchasing new
equipment and implementing new
technologies were among main waste
recycling activities.
e Bladpivo Company launched
a mechanical mill to press plastic
bottles; the plastic is then used as a
secondary material for producing
plastic items.

Heineken Brewery Baikal (Hei-
neken Breweries LLC) is implementing
a Waste Free Project: a waste classifi-
cation has been developed by which
the head of a production business-unit
specifies a group of wastes and assigns
a person responsible for processing
these wastes.

Some companies supply farms
with spent grains; about 50 % of con-
tributing companies use this method
of waste recycling. Thus, just 3 brew-
eries from Heineken group alone gave
50,000 tons of waste grains to cattle
farms. Some companies (e. g. Baltika)
export dry granulated waste grains (to
Finland and Estonia). Brewer’s waste
grains are a very good additive for
cattle feed, and after processing, such
waste grains become a nourishing min-
eral fertilizer.

Due to all efforts, the waste recy-
cling situation is improving. Thus, Bal-
tika Company recycles and processes
95 % of wastes and only 5 % are dis-
posed of.

Reduction of Emissions into the
Atmosphere

Related activities mostly included
upgrading equipment and technology.
Thus, due to the most advanced purifi-
cation systems with 99 % effectiveness
at a new malt house, Baltika Yaroslavl
branch reduced grain dust emission by
45 tons compared with 2006. Baltika
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¢ 2006 1. dwinan «banTrka-XabapoBCK» 3a CUET
0TKa3a OT XOJIOAWIbHON MaIUHBI COKPATUI IIPU-
MeHeHHe O30HOpa3pyLIAIIUX X0JI0JUIbHBIX
are’ToB. «BiasnuBo» BBeJO B 3KCILTyaTalHIo
YCTaHOBKY IIO YJIaBIMBAHUIO YITIEKUCIIOTO Iasa,
o6pasyroIierocs npyu 6poXXeHUY ITUBa, KOTOPBII
HCIIONIb3yeTCsl MTOBTOPHO B TEXHOJOI'MYECKOM
Ipoliecce.

IIpyrue 3KonornyecKue MpoeKThl

KpOMe A€ATEJIbHOCTHU IIO MHWHHMMU3A-
ouun CcOOCTBEHHOTO HETaTHBHOI'O BOBAEﬁCTBHH
Ha npupoay MMBOBAPEHHbIE KOMIIAHWUU IIPUHU-
MaroT aKTUBHOE y49aCTHUE B 3KOJIOTNYECKUX IIPO-
€KTaX, HE CBA3aHHbIX HAIIpAMYIO C IIPOU3BOJ-
CTBOM ITHBa.

e Quauan «banmuka-Xabapoeck» co-
emecmHo ¢ HHcmunymom 800HbIX U IKOS02U-
yeckux npobaem /IBO PAH u MYII «<BodokaHnan»
NPUHAN yuacmue 8 peanu3ayuu 20poocKoil
npozpammsl no ymuausayuu ocadkos 20-
POOCKUX OYUCMHbBLX COOPYHCEHUIL C UCNONb30-
8aHueMm buoaxmueamopa Ha 0cHo8e 0mxo008
nueoeapeHusi, cnocobcmeyrwUx yCKOPeHHOMY
DA3/10JCeHUI0 pacmumenbHblX U Opyzux opaa-
HUYecKUX 0CMamKos.

«Ilusosapusa XeiinexkeHn Baiikan» (000
«06BeduHenHble [TusosapHu XeiliHekeH») co-
emecmHo ¢ poHdom «Bospoxcderue 3emnu Cu-
6upckoii», admuHucmpauuamu Upkymckoil
o6nacmu u OnbXOHCKO020 paiioHa peanu3osana
akonozuueckuil npoekm «YJucmeole b6epeza
Baiikana» Ha 6aiikansckom ocmpoge OJibXOoH.
IIpoexm HanpaeneH HA obecneueHue IKOJO-
2uyeckoil cmabursHOCMuU meppumopuu, pas-
sumue cucmemsl c6opa meeposix ObLMOBHLX
0mx0008, NoebsluleHle IK0102UHeCKOoll omaem-
cmeeHHocmu mypucmos. Komnanus npogu-
HAHCUPOBANA YCMAHOBKY MYCOPHbIX KOHMell-
Hepoe, YHUUModieHlUe C8AIKU HA meppumopuu
ocmposa, 861803 cOOPAHHOZ0 Mycopd.

Khabarovsk stopped using a cooler,
which helped reduce the usage of cool-
ing agents that damage the ozone lay-
er. Vladpivo put into service a capture
facility for carbon dioxide emitted dur-
ing fermentation. This carbon dioxide
is reused in production processes.

Other ecological projects

Together with reduction of their
own negative environmental effects,
brewing companies actively participate
in ecological projects which are not re-
lated to beer production.

CesBaltika Khabarovsk, together
with the Institute of Water and Eco-
logical Problems, the Far-Eastern
Branch of Russian Academy of Science
and the municipal unitary enterprise
Vodokanal, participated in a local
program to recycle residue from pu-
rifying facilities with the help of a
biological agent from brewing wastes
that catalyzes the decay of plant and
other organic residue.

Heineken Brewery Baikal (Hei-
neken Breweries LLC) in a part-
nership with the Rebirth of Siberian
Land Foundation, the Irkutsk local
government and the Olhonsk regional
municipality, has implemented an
ecological project, Four Baikal Banks,
on Baikal Island Olhon. The project is
aimed at ensuring ecological stability
of the territory, developing a system
of solid household waste collection,
and promoting responsible tourist
behavior. The company invested in
garbage containers, the destruction
of a waste disposal site on the island,
and pick up of collected garbage.
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®OPMUPOBAHUE KVIIBTVPEI
1 OTBETCTBEHHOTO OTHOLIEHUA

K IIOTPEBJIEHHUIO IITUBA

FORMATION OF THE CULTURE
AND RESPONSIBLE ATTITUDE

TO BEER CONSUMPTION

OmeemcmeeHHOe nompe6neHue u Kyismypa nompeGJleHwI nusa

IIpoepamma «Ilocne 18»

/Jpyeue npoexmut

Responsible Consumption and Drinking Culture
Program Over 18

Other Projects

BaXKHOI cOoCTaBIAOIIEH COIMATbHON OTBET-
CTBEHHOCTH ITMBOBapeHHBIX KOMIIAHUN HapALy
C UX eATETbHOCTHIO 0 06eCcevyeHUI0 S3KOHOMU-
yecKkoi 3pPeKTUBHOCTH, KaueCcTBa MPOAYKLUU
U 9KOJIOTUYECKOH 6e30I1acHOCTH IPOU3BOACTBA
ABJAETCSA AEeATEeNbHOCTh MO (GOPMHUPOBAHUIO
KYJIBTYPHl YMEPEHHOT'O U OTBETCTBEHHOTO IIOTpe-
6seHusA nuBa. Pa6oTa B 3TOM HaIpaBIeHUH OT-
HocUTCA K npuoputeraM Coro3a POCCUHCKUX IH-
BOBapoB. TaKylo IO3UINIO PA3AealoT BeAyllne
KOMIIaHWU ¥ acCoIlMaliy NMUBOBAapOB B MHUPE.
[Tomutuka Coro3a B OTHOIIEHUH OTBETCTBEHHOTO
moTpebIeHys TNBa BKIIOYAET Pa3BUTHE MEXaHU3-
MOB CaMODETYJIMPOBaHUsA, HallpaBJIeHHBIX B TOM
Yycjle Ha MpUMeHEHHEe OTBETCTBEHHBIX MapKe-
THUHTOBBIX KOMMYHUKAIWH, ¥ pealnu3yeT COLUab-
HO 3HaYUMBIE IPOTPAMMBI.

Activity aimed at promoting mod-
erate and responsible beer consump-
tion is an important element of social
responsibility for brewers together
with ensuring economic effectiveness,
product quality, and ecological safety
of production. This activity is among
the priorities of the Union of Russian
Brewers. Brewer associations world-
wide share this opinion. The Union’s
responsible consumption policy in-
cludes self-regulating mechanisms
for adopting responsible marketing
communications and implementing
socially significant programs.
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OTBeTCcTBEHHOE MOTpebNeHue n KynbTypa
norpe6neHusa nusa

Kozmekc yecTu poccUMCKUX NHUBOBapoOB
KaK OCHOBHOUM MHCTPYMEHT CaMOperyJIupOoBaHUs
OTpac/v BKJIIOYAeT PsAZl caMoorpaHudeHui. B yuc-
Jie 6a30BBIX MPUHIIUIIOB U CTAHAAPTOB AEJ0BOM
3TUKHU, KOTOPBIMU PYKOBOZCTBYIOTCA WwieHbl Co-
1032 poccUiickux NUBOBapoB, Kogekc yTBepxkja-
eT OTBETCTBEHHYIO PeKJIaMHYI0 KOMMYHUKAIIUIO
Y pPa3BUTHE KyJIBTYPHI IIOTPebIeHU.

B 2007 rozy Coset CPII BHec B Kogekc paz
MOIIPaBOK, KacaloUUXcs BOIPOCOB OTHOIIEHUH
C TIOTPeOUTENAMH, PeKJaMbl U TIPOJBUKEHUST
Nn1Ba Ha peIHKe. B yacTHOCTH, KOMIIAaHUM, ITPUCO-
eauHUBINKECT K KoZieKcy, rapaHTUPYIOT 06IIeCTBY
He obpalllaThCs B CBOEH peKaMe K JIUIaM, YIIpaB-
JITIONIUM TPAaHCIIOPTHBIMU CpeJCTBaMU, bepeMeH-
HBIM >XeHIIIHAM U HeCOBepUIeHHOJIeTHUM.

CBOIO IO3UIIHIO IO BOIIPOCAM OTBETCTBEHHOI'O
OTHOIIEHUS K MUBY KOMIIAaHUY OTPAKAIOT B CIIEIU-
aJIbHBIX BHYTPEHHUX JIOKYMEHTaX, AOMOTHAOIINX
U JieTaIu3UPyIoINX noaoxeHus Kogekca yecTu.

e AnkozonbHas noaumuka 000 «06sedu-
HeHHble [TusosapHu XeliHekeH», 8 HACMHOCMU,
onucsleaem u peziameHmupyem 80NnpocslL yno-
mpebneHUs anko20/1, Npaswia nogedeHus co-
MpYOHUKO8 68 OMHOUIeHUU AJIKO020JIbHbIX HAa-
numxos. IIpoepavma ons nepconana cool@work
adpecosaHa 6cem cCOMpPYOHUKAM KOMNAHUU,
ee ueyib — N08bICUMBb 0C8e00MIEHHOCMb U codell-
cmeoeams GopMUPOBAHUIO 0MEEeMCMEeHHO20
OmHouweHus Kk ankozonro. Kpome mozo, Ha nped-
npuamusix pacnpocmpausiomcs uHg@opma-
UuoHHble Mamepuanst (6ykaemsl, AUCMOBKL)
06 omeemcmeeHHOM nompebieHUU AIKO205,
0 Hedonycmumocmu ynompeo6/ieHuss nuea Heco-
8epuleHHOleMHUMU, 00 onacHoCcMu ynpaeaeHust
asmomobuniem 8 Hempe3gom coOCMosHUU U m. 0.

O IIpednpuamus «CABMuniep PYC» pykoeoo-
cmeyromcesi AK0z01bHbIM MaHugecmom, ompa-
HCAOUUM KOHCOUOUPOBAHHDBLIL N00x00 I'pynnsl
K 8onpocam omeemcmeeHH0z0 nompebaeHus
ankozoas. CoznacHo maHugecmy npednpusmus
cmpemsamcs npusueams nompebumensim om-
8emcmeeHHOe OMHOULleHUe K nugy, 8edym npo-
cgemumensckyro pabomy o Hedonycmumocmu
ynompebaeHus nuea HecogepuleHHOIeMHUMU
U ynpaejieHus demomobunem 8 coCmosHuu
ANK020/1bHOZ0 ONbsHEHUS, NOOWPSOm uccie-

Responsible Consumption and
Drinking Culture

The Russian Brewers’ Code of
Honour, as the key self-regulating in-
strument of the industry, has a num-
ber of restrictions. Among the basic
principles and ethical standards gov-
erning the activity of the Union of Rus-
sian Brewers member companies, the
Code includes responsible advertising
and drinking culture promotion.

In 2007 the URB Board intro-
duced a number of amendments to the
Code concerning relationships with
consumers, advertising, and market
promotion of beer. Thus, companies,
which accepted the Code, agreed not
to target drivers, pregnant women
and minors in their advertising.

Special internal documents,
which expand on the Code, reflect
companies’ attitude towards respon-
sible beer consumption issues.

e Thus, the alcohol policy of Hei-
neken Breweries LLC sets forth al-
cohol consumption restrictions, and
rules of behavior related to alcoholic
drinks. The Cool@work program
is addressed to all employees and
is aimed at improving awareness
and promoting responsible alcohol
consumption. Besides, information
materials (booklets, flyers) on re-
sponsible alcohol consumption,
facts about unacceptable beer con-
sumption by minors, the danger of
drunk driving, etc. are distributed
by companies.

e SABMiller RUS production units
work in compliance with an Al-
cohol Manifesto, which reflects the
Group’s consolidated approach to
responsible alcohol consumption.
In compliance with the Manifesto,
the plants promote responsible beer-
related behavior, present facts about
unacceptable beer consumption
by minors and drunk driving, en-
courage research projects on the
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dosamesnbckle Npoekmslt 8 obracmu NpuvuH
u nocnedcmaeuil upe3mepHo20 nompeoaeHuUs an-
K020 U m. 0.

AnkozonbHblil maHugecm onpedensiem
Kodexc kommepueckoil KOMMYHUKAUUU, UeaAbIO
KOmMopozo sensiemcs onpedeyieHue PYKO80-
0AWUX NPUHUUNO8 011 KOMMePUYECKUX KOMMY-
HUKauuii no 60NPOCaM ANK0ZOIbHbIX HANUMKOS.
Cob6arderue Kodekca o6s3amenbHO HA 8cex
amanax dessmeabHOCMU KOMNAHUIL U KOHMPO-
JUpyemcst 6HympeHHUMU Hab6at00amenbHbiMU
xomumemamu. ITod kommepueckumu KomMmy-
HUKAUUAMU NOHUMAEMCSA 8¢S 0estmeabHOCMb,
HanpaeyieHHAsl HA nNpodsuxceHue NpooyKuuu
u npueJieyeHue nompedumeneii.

Komnanus «CABMunanep PYC» ydensiem
oco60e HUMAaHUe 06yUeHUI0 c8OUX COMPYOHUKOB.
Jlna Hux 6bL1 nposedeH oOpazosamestbHblil ce-
MuHap «OmeemcmaeeHHOe OMHOULeHUe K Nompe-
6J1eHUI0 AN1K020J151», OP2AHU30B8AHHbLIL COBMECITIHO
€ BHEWHUMU dKCNepmamu U NPAKMuKyrowumu
cneyuanucmamul.

«0b6BeduHeHHble NuBo8apHU XeliHeKeH» Npu-
cmynuaa K peanu3ayuu nNpopammsl, HaNpae-
JleHHOll Ha hopmuposaHue y pabomHUKO8 pa-
UUOHANBLHOZ0 8321104 HA NUBO U KY/IbNMYPY €20
nompebnenusi. Ha nepgom amane npozpammet
ony6iuKko8aH KOpNOpamueHslil KaneHddps
«[Tueo: mugul u peanbHocms». OcHOBHAS 3adaua
KaneHdaps — npedcmasums 06seKMuU8HY10 UH-
dopmauuio o xapakmepucmukax npodykma.

reasons and consequences of ex-
cessive alcohol consumption, etc.

The Alcohol Manifesto sets the
basis for the Commercial Communi-
cation Code stating the key principles
for communicating alcohol related
issues. Compliance with the Code is
mandatory in all stages of the com-
pany’s activity and is controlled by
supervisory committees. Commercial
communication is an activity aimed
at promoting products and attracting
consumers.

SABMiller Company pays special
attention to employee training. An
instructional seminar Responsible
alcohol related behavior was de-
veloped with external experts and
professionals.

Heineken Breweries LLC is
implementing a program targeted
at promoting a critical perception
of beer and the drinking culture
among the employees. At the first
stage of the project, a corporate cal-
endar Beer: Myths and Reality was
published. The calendar presented
objective information on features of
the beverage.
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IIporpamma «Ilocne 18»

B 2007 rogy CPII peann3oBas BTOPOU arTam
nporpammel «[Tocie 18», HampaBaeHHOW Ha orpa-
HUYeHHe JOCTylla HeCOBepIIeHHOJIeTHUX K Mpo-
AYKIIUY NTMBOBAapeHHBIX KOMIIaHUM. B mpoekTe
y4acTByIOT yke okos0 80 % unenos CPII. Pa3pa-
6oTaHHbIH N0 nHUIIMaTHBe Coro3a 3HaK «[Ipogaxka
NYBa HECOBEPIIEHHOJIETHUM 3allpelieHa» YIeHbl
OopraHu3alli{ B TedYeHHe roZa pacIpoCTpaHAIN
Ha CTHUKepax B TOPrOBBIX TOYKaX, UCIIOJIb30BaIN
B TeJIEBU3MOHHOM U HapyXKHOU pekjaMe, ofexze
IIpoMoIlepcoHassa U Ha ApPYyTUX peKJIaMOHOCHUTe-
nax. [Iporpamma «Ilocine 18» mpegycmaTrpuBaeT
Tak)Ke PerylfapHyI0 IPOBepPKy TOPrOBBIX TOYEK:
B CJIyyae HapyIIeHUH TpaBuI IPOAAXKYU TUBa KOM-
MIaHWM MOTYT M3BIMaTh CBOIO MPOAYKLHUIO C IIPU-
JIABKOB Mara3uHoB-HapyuuTenei.

[IpeanpuATUa NUBOBapeHHON oTpaciu
B 2007 Tozy peasn30oBaH LeJIbIH psAJ Cllelraib-
HBIX IIPOEKTOB [0 pPacIpPOCTPaHEHUIO KYJIbTYPhI
LIMBJIN30BAHHOT'O MTOTPeOIeHUs.

[TpocBeTtuTenbekue nmporpaMmel B 2007 rogy
OCYIeCTBANA [T0JIOBUHA YYaCTHUKOB OTYeTa.
OpHOI M3 caMbIX MCIOJb3yeMBIX GpopM IpocBe-
TUTETbCKOM pabOoThl CTATH 3KCKYPCHH Ha MHUBO-
BapeHHbIe 3aBOAbl U Jerycranuu — B 2007 rogy
UX PeryjasapHO IPOBOJWIM, HallpuMep, KOMIIaHUU
«Bantuka», «O6besrHeHHble [ITuBOBapHU XeliHe-
KeH», «BusuTt», ['pynna kommanuti Efes B Poccuu

U IpyTHeE.

Program Over 18

In 2007, URB implemented the
second stage of the program Over
18, aimed at restricting the access of
minors to beer products. About 80 %
of URB members are engaged in the
program. Stickers with the Selling
Beer to Minors slogan initiated by the
Union were distributed by member
companies at retail stores. The slogan
is used in commercials, street adver-
tisements, on promotional clothing,
etc. The program Over 18 includes
regular retail stores inspections. In
the event sale regulations are broken,
companies may recall their products
from stores violating the rules.

In 2007, brewing companies
implemented a number of special-
ized projects on promoting drinking
culture.

Half of all contributing compa-
nies were executed informational
programs. Excursions and samplings
at breweries were the most popu-
lar forms of informational work — in
2007 they were regularly organized
by Baltika, Heineken Breweries LLC,
Visit, EFES Group in Russia and
others.
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B TeueHue roza KOMNaHUU MPOZAOJKAIU pa-
60TaTh CO CpeACTBAMHU MacCoBOM MHbOPMAaINH,
MpeoCTaBaAA MaTepuanbl Aad gegepasbHOU
U perMoHa/JIbHOU IeYaTH, Cllelaanu3vpOoBaHHbBIX
U3AaHUH, MyOJINKOBaIN CTaTbU TI0 BOIIPOCAM OT-
BETCTBEHHOTO MOTPEOIEHUS B KOPIIOPATUBHBIX
raseTrax, KOTOpble pacIpoCTpaHAITCA cpeJu Ha-
cesneHusd. «banTuka» MpuBeKaa MpeJcTaBuTenen
CMU, obmiecTBEHHBIX OpraHU3anuil U BiacTei
K pacmpocTpaHeHuio cTukepoB «[locie 18» u peii-
ZlaM TI0 TOPTOBBIM TOYKaM.

Pa3paboTka colraJbHON peKIaMbl, KOTOpas
He 3aMyrUBaeT MOTPeOUTeNs, a peAiaraeT eMmy
JIOCTOBEPHYI0 MHPOPMALIMIO O BO3MOXKHBIX IIO-
CJIeICTBUAX 3JI0YNOTPEBIEHUS alKOTOJIEM, YXKeE
Ha MPOTSXKEHUU HECKOIbKUX JIeT SBJAeTCI OJHOU
M3 BaXKHEHNIIINX COCTaB/IAIONINX COIMANbHOM aK-
THUBHOCTH KOMITaHUM — wieHoB CPIT.

O Ina komnanuu «CAH Hnbes» akuus «Ilocae
18» saensiemcea no02udecKUM NPOOOINHEHUEM CO-
UUAIBHOLL NOUMUKU, HANPABJEHHOIl HA Npo-
nazaxidy omeemcmeeHH020 nompebaeHus nuea
U ozpaHuueHue 00cmyna HecogepuleHHOJNeMHUX
K nueosapeHHoll npodykuuu. B komnanuu
xomsam, umo6sL aImom 3HAK cman 01 écex
83pocibLx Jito0ell, 8KIIOUAS NP00A8U08 U podu-
meneii, npedynpexcoeHueM O MOM, MO NUBO
He npedHA3HAYeHO Ol AUl, He 0OCMUWUX CO-
8epuleHHOoIemusl.

HumeepuposaHHasa couuanvHas pe-
KJAamMHaa kamnarus «He neii 3a pynem!» cmap-
moeana 8 mae 2007 zoda. Ee Hauano 6vL10 npu-
ypoueHo k Hedene 6e3onacHocmu 00OpO#CHO20
dsuxceHusa. 3adaua pekJaamMHoll kKamMnaHuu —
3acmasums arodell He cadumaucs 3d pyiab 8 CO-
cmosiHuu onssAHeHus. HeganHo, no kakomy
nogody vl NPUHUMAAU ANKO20Jb, 8ANCHO,
umo nocnedcmeusi 6yoym HeoG6pamumsl, 20-
sopum pekaama.

CouuanvbHyt0 pekaamy, HANPABJLEeHHYIO
npomue 6e3omeemcmeeHH020 nompebaeHUs an-
Kkozons, «CAH Hnbee» npodsuzaem c 2004 zoda.
Ha menesudeHuu mpancaupyromcs poauxu
«[Toxcanyiicma, He cadumecs 3a py/ib NbAHbLMU»
c yvacmuem manvvuka, nobsieasuwezo 6 JTII
Nno 8uHe NbAHO020 8o0umens, u «Pewaii cezo0Hs!
3aempa 6ydem no3dHo» — npo nodpocmka
C IUUOM CnuUBULe20Cs CMapuxa.

B 2007 200y amu ycunus noayvunu npu-
3HaHUe NPodeccUOHANbHOZ0 PEKAAMHOZO CO-
obuwecmea: meegu3uOHHbLIL PONUK PEeKAAMHOL

During the reporting year, com-
panies continued to work in partner-
ships with mass media. They provided
materials for federal and local papers,
specialized titles, and published arti-
cles on responsible alcohol consump-
tion in corporate papers which were
distributed to the public. Baltika in-
volved mass media, public organiza-
tions and authorities in distributing
«OVER 18» stickers and inspecting
retail stores.

Infomercials, which do not fright-
en consumers but present truthful in-
formation on possible consequences of
excessive alcohol consumption, have
been the key social activity conducted
by URB members for several years.

CesFor SUN InBev Company, the
«Over 18» project is a logical ad-
dition to its social policy aimed at
promoting responsible beer con-
sumption and restrictions on beer
for minors. The company wants a
sign with a message for adults, in-
cluding sales assistants and parents,
warning that the product is not
suitable for underage individuals.

The integrated infomercial
project «Do not drink and drive!» was
launched in May 2007. It started on
the Week of Safety on the Road. The
main objective of the campaign is
to make people think before driving
under the influence of alcohol. It
does not matter on what occasion
we drink. What matters is that the
consequences are irreversible, says
the infomercial.

Since 2004, SUN InBev Company
has been employing its infomercial
against irresponsible alcohol
consumption. Its infomercial Please,
do not drive while drunk! is played on
TV featuring a boy who has become
a victim in an accident caused by a
drunk driver. Another infomercial
Think today! Tomorrow it will be
late! is about a teenager with the face
of an old drunkard.
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NbAHCTBO 3A PYJIEM

PAHO WJIN NO3AHO.

@
i

“He neite 3a pynem”

kamnaHuu «ITesstHcmeo 3a pynem yobusaem. Paxo
wnu no3oHo. Becezda!», paspabomatHstii no uHu-
uuamuee «CAH HuBea», nobedwn 8 HOMUHauuu
«lapmonus omnoweHuil» Ha VII Mockosckom de-
cmueaJie COUUANbHOLL PeKAAMbL.

Cobutozas TpeboBanus Kogekca yectu poc-
CUMCKUX MMBOBapOB, KOMIaHUU — WwieHb CPII
B KOMMepUYeCKUX peKJIaMHBIX MaTepruaaax pas-
MelIarT 3HaK «IIpofa)ka NuBa HeCOBEpPLIEHHO-
JIETHUM 3alnpelleHa» U NpeAynpexaloT O Bpe-
Je upe3MepHoOro norpebienus. Kpome Toro,
pexjaMupys IMBO, HEKOTOpPble IPOU3BOAUTENN
HCIOJIB3YIOT 00paskl, OPUEHTUPYIONINE 3PUTEIA
Ha noTpebseHNe NHBa B 6apax M pecTopaHax.
Takoll TaKTUKHU PacIpOCTPaHEHUA KYJIbTypPhl
notrpebyeHUs NpUJepXKUBAETCA, HAIPUMED,
I'pynnma kommanuii Efes B Poccuu, ZAOMOMHAS
3MOIIMOHAJbHOE BO3/elCTBUEe peKJIaMHBIX Ma-
TepHUaJoB ClelUalbHBIMU MEpONPUATHUAMU
B CETU TOCTUHUYHOTO U PECTOPaHHOr0 Ou3Heca
HoReCa.

In 2007 these efforts were recog-
nized by advertising professionals: a
TV infomercial Drunk driving kills.
Sooner or later. Always! initiated
by SUN InBev won an award at the
7th Moscow Festival of Social Adver-
tising in the Harmony of relation-
ships category.

In compliance with the Russian
Brewers’ Code of Honour, URB mem-
bers use the Selling beer to minors
is prohibited sign in all of their ad-
vertising materials and warn about
the harmful consequences of alco-
hol abuse. Besides advertising beer,
some beer manufacturers feature im-
ages suggesting that beer should be
drunk at bars and restaurants. This
strategy of promoting drinking cul-
ture is used by EFES Group in Rus-
sia, which enhances the emotional
impact from advertising materials by
special events at the Horace restau-
rant and hotel chain.
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Jpyrue mpoexTbt

KynbTypa noTpebieHus I1Ba — 3TO HE TOJIBKO
pasyMHBIe caMOOTpaHHWYeHUs B KOJHWYeCTBE Ha-
IIMTKa, HO ¥ COOTBETCTBYOIIAsA 06CTaHOBKA (He-
60JIBIION pecTopaH, YIOTHBIN 6ap, 1eTHee Kade
U T. [.), yMeHUe pa3bupaTbcs B COPTAxX MUBA, CIIO-
COGHOCTH OIIEHUTH PA3HUILy BKYCOB U Ka4eCTBO
obcryxuBaHus. O60pyzoBaHNEe MeCT AJIA MOTpe-
6JIeHUS TUBA ABJISAETCSA JIOTUYHBIM NPOAOJIKEHU-
€M YCWINH, HallpaBJIeHHbIX Ha pacIpocTpaHeHue
KyJIBTYpPHI TOTpe6ieHus nuBa. B 2007 rogy 6osee
80 % KoMIaHW — y4aCcTHUI] OTYeTa MPOAoIKaIn
3Ty paboTy: OTKphIBaau GUPMEHHbIE Mara3uHbl,
kade, 3aKyCOUYHbIe U T. [., @ TaKXKe CTPEMUIHICH
MIOBBICUTH KYJIBTYPY OOCITy>KUBaHUA.

Cw>«CAH HubBes» peeynsspHo nposodum
KoHKypc «Koponw posnusa», 8 komopom npu-
Humalrm yuacmue 6apmeHst U odpuyuaHmel,
pabomarowue 8 6apax, 20e pasmeuseHo o6opy-
dosaHue no po3nuey nuea mopzogoii mapku «Cu-
6upckasn kopoHa» u3 kezo8. KonkypcHnoe jxcropu
oueHusdaem He MOJAbKO 8addeHUe MeXHUKOIL
Hanuea u nodauu nued, HO U 3HAHUE NPABUL
akcniyamauuu o60pyo0oeaHus no posnusy,
a makjce accopmumeHma u ocobeHHocmeil
nuea «Cubupckasa kopoHa». B 2007 200y 8 om-
60poYHOM Mype KOHKYpCA NPUHSAU yudcmue
190 nap 6apmenoe u oduyuanmos us Poccuu
U cmpaH GauxcHezo 3apy6excobsi.

Ha meppumopuu Ho80poccuiicko2o nue-
3aesoda «[ITMHO» yice HeckobKo Jiem delicmeayem
pecmopan «Cmapaa nugosapHa «Hoeopocc».
Excemecsiuno 8 Hem npoxodsm cobpanus Kny6a
arobumeneii nuea. Bcrmynumo 6 Kity6 moxcem
N10601l NOKJAOHHUK HOB0pPOCCUlICKOZO nued,
npuuem He moabko u3z Hogopoccuiicka —y kiyba
ecmbs CmpaHuya Ha UHMepHem-caiime KOMNAaHUU
«[IHHO» ¢ deiicmaytowgum gopymom. B 2007 200y
Kny6 06%edunan 6onee mvlcavu 4eno8ex — amo
a0du pasHozo eo3pacma, npodeccuii, obpasa
JCU3HU, KOMOPble NH00sM Xopoulee nU8o U npeo-
noyumarm nume ezo 8 NU8HoM Gape u pe-
cmopate.

KomnaHnus npuciywiueaemcs k noycenaaHusm
U npednoxceHusM Jirobumesneii HO8OPOCCUiiCK020
nuea. CobcmeeHHo, cama udes co3daHus kiyba
npuHadnexcana nepeviM NOCMOSAHHBIM Noce-
mumensam «Cmapoil nugoeapHu». B kiybe om-
Meuaromest npa3odHUKU, 8 MOM YUCe «ompdc-
Jegvle» — Hanpumep, /leHs nugosapa.

Other Projects

Beer drinking culture is not just
about imposing reasonable self-limits,
it presupposes drinking at a suitable
place (a small restaurant, cosy bar,
summer cafeteria, etc), knowledge of
brands, ability to distinguish different
tastes and appreciate service. Arrang-
ing places for drinking beer is another
logical step to promote the culture
of drinking beer. In 2007 over 80 %
of contributing companies continued
this work; they were opening outlet
stores, cafeterias, diners, etc., and
were trying to improve service.

e, SUN InBev regularly organizes
a King of Filling Glasses contest for
bartenders and waiters working in
bars with Sibirskaya Korona ma-
chines for pouring beer from kegs.
A panel board assesses not only the
skill related to filling and serving,
but also awareness of the product
line and special features of Sibir-
skaya Korona beer. In 2007, 190
bartenders and waiters from Russia
and abroad participated in the qual-
ifying run of the contest.

Forseveralyears, the Old Brewery
NOVOROSS has been operating on
the premises of Novorossiysk Brewery
PINO. It hosts annual meetings of
the Beer Lovers Club. Any lover of
Novorossiysk beer, not necessarily
from Novorossiysk, can join the Club.
The Club has a web-page with an
active forum on PINO’s web-site and
had over 1,000 members in 2007.
They are people from different age
groups, professions and life styles,
but they all like good beer and prefer
to drink it at a bar or a restaurant.

The company considers requests
and advice from Novorossiysk beer
lovers. The idea of starting the club
belongs to first customers of Old
Brewery. The Club celebrates events,
including «professional» recognitions
such as the Brewer’s Day.
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[TpoBezeHNe Mpa3fHUKOB, KOHIEPTOB, de-
cTUBajel, KOHKYpPCOB, y4yacTHe B BBICTaBKax,
ApMapKax, Ipa3fHUYHBIX LIECTBUAX U ApPyrue
bOopMBI TIOMYIAPU3aUU KYJIbTYPHI IOTPEOIEHUA
NMBa U IpONAaraHAbl YMEPEHHOTO IOTpeO6IeHns
MpaKTUKYOT Oosee 70 % KOMIIAaHUN — y4aCTHHI]
oTyera. KpynHble KOMIIaHUU NPOBOAAT IIpasf-
HUKM B paMKax KOpIIOpPaTUBHBIX IIporpaMm. Tak,
«banTrka» B paMkax nporpammesl «bantuka — Poc-
cuu!» B 2007 rogy nposeina B 15 ropogax Poccuu
60siee 20 TOPOACKUX MPa3ZHUKOB, BKIIOYAIOIUX
pasBieKaTeJbHYI0 U CIOPTUBHYIO IIpOrpaMMy.
Ha mocTosHHOI OCHOBe IIPOBOJAT aKIUU U He-
6onpimive npeanpusaTua. Hanpumep, «IIpuasos-
ckas baBapus» eXXeroHo OpraHusyeT ropojcKoi
decTrBab MUBA.

CoszaHue My3eeB ITMBa — ellle OJHO Halpas-
JleHre paboThl MMBOBAPEHHBIX KOMIAHUI B 00-
JIACTU paclpOCTPaHeHUA U Pa3BUTUA TPaAUNUN
KyJIBTYPHOTO NoTpebieHus nuBa. B 2007 rozy my-
3eu nuBa co3ganu «[luBoBapHa MockBa-DDEC»,
[MuBoBapeHHHI! 3aBO/ «ChIKTBIBKAPCKUI», KOMIIa-
HUU «3aypaslbCKie HallUTKU» U «ToOMCKOoe IIMBO».

70 % of contributing companies
organize celebrations, concerts, festi-
vals, and contests; participate in ex-
hibitions, fairs, and holiday parades;
and use other forms of promoting
drinking culture and moderate alco-
hol consumption. Large companies
organize celebrations within their
corporate programs. Thus, in 2007
within its program Baltika to Russial,
Baltika hosted over 20 celebrations in
15 Russian cities and towns with sport
and entertainment activities. Cam-
paigns and small events are regularly
organized. Thus, Priazovsk Bavaria
hosts an annual local beer festival.

Museums of beer also promote
the traditions of beer drinking cul-
ture. In 2007 Moscow-EFES Brewery,
Syktyvkar Brewery, Zauralskie Napit-
ki (Zauralsk Beverages) and Toms-
koe Pivo (Tomsk Beer) opened beer
museums.
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BJIATOTBOPHUTEJIbHBIE
COIIMANIBHBIE MMPOTPAMMBL

BENEFICENT

SOCIAL PROGRAMS

Bzaumodeiicmeue ¢ HeKoMmmeplieCcKuUMUu opzaHu3auuamu
OcHogHble HanpaseJieHus 6Jlazom60pumeﬂbuoii desmenbHOCMU KOMNAHULL — yuacmHuy

omuema
Partnerships with non-profit organizations

Key Charity Activities Carried out by Contributor Companies

Jlo6pOBONBHBIN BKJIaZ KOMIIAHUM ITMBO-
BapeHHOU OTpaciy B OOIIEeCTBEHHOE Pa3BUTHE
B 2007 roxy npeBbicu 300 MiuH py6iieii: cpef-
CTBa OBUIM HaIlpaBJIeHbl HA PeaJn3aluio JOJIro-
CPOYHBIX IIPOTPaMM COLIMa/JIbHBIX UHBECTUILIUH,
OTZEbHBIX 6IaTOTBOPUTENBHBIX TPOEKTOB, OKa-
3aHUe MPSIMOM MOMOINY HyXZAamouuMcs. B 06-
el CJI0KHOCTU IIOMOIIb ITOJIyYWIN OKOJIo 650
OpraHu3alui U yupexxJeHuN.

KpynHble koMnanuu GopMyaupyoT IIPUH-
LIUITBI, OOBbeANHAIONINE OTAENbHBIE 0JIar0oTBO-
pUTeNbHBIE NIPOEKTHI, IPUHUMAIOT NOJUTUKY
B o6siacTy 61arOTBOPUTENBHOM U CIOHCOPCKOM
JeaTenbHOCTH. Ba30Bble IPUHIIUITEL 61arOTBOPH-
TeJbHOU [1eATeNbHOCTU «balTUKu», HallpuMep,
npeZjIosaraoT [IpeJocTaBleHre IOMOIY HYyX-
JAIOLMMCA HaNpAMYIO U II0Z FapaHTHUX MECTHBIX
BjaacTed. [IpUHIUIEI 3aKpeIieHbl B IPUHATOU
B 2006 rozy mOIUTHKE B 06JacTH 6IaroTBOPH-
TEJIbHOCTU M KOPIIOPAaTHMBHOI'O CIIOHCOPCTBA.
B cooTBeTCTBMHU C IPUHIUANIAMY COLMATbHOM OT-
BeTcTBeHHocTU KommnaHuu «CAH ubes» ee co-

In 2007 brewing companies do-
nated over 300 million RUR for social
development initiatives. The contribu-
tions were used to finance long-term
social investment programs and some
charitable projects, and provide assis-
tance to needy people. Over 650 orga-
nizations received assistance.

Large companies state principles
underlying individual charity projects
and adopt charity and sponsorship pro-
grams. The key principle of Baltika’s
charity is providing assistance directly
to needy people under guarantee of
local authorities. The principles were
stated in the Charity and Corporate
Sponsorship Policy adopted in 2006.
In compliance with social responsi-
bility principles stated by SUN InBeyv,
the company’s social investments are
aimed at supporting positive changes
in Russian society. At the same time,
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IIMaJTbHble WHBECTUILIUU CTUMY/IUPYIOT U 3aKpe-
IUIAIOT MO3UTUBHBIE U3MEHEHHUA B POCCHUICKOM
006IIeCTBE, IPU 3TOM DTUYECKUN KOJEKC KOMIIa-
HUM yCTaHaBIMBaeT OrPaHUYEHUA — UCKIIOYaeT
drHaHCUPOBAHNE WIN CIIOHCOPCKYIO MOAAepK-
Ky IPOEKTOB BOEHU3WPOBAHHBIX OpPraHU3aluH,
arpeccuBHBIX BHUJOB CIOpPTa M arpecCUBHOU
KYyJIBTYPBI, IIPOEKTHI 110 PEAOVINTALIUY JIUL], 3710-
YIIOTPEOJISAIONINX ATKOTOJIEM.

BremHue conpanbHble IPOrpaMMBb] IMBOBA-
peHHbIX KoMIaHuii B 2007 rofy oCyIleCcTBIAINCh
B OCHOBHOM B (opMe COIMaNbHOTO IIapTHep-
cTBa. He cTpemsACh k 3aMeleHUI0 COLMAaIbHBIX
byHKLIMI rocyapcTBeHHBIX OPTaHOB, KOMIIaHUN
NoAJAepKUBaIM WHUIIMATUBBL BjlacTell peruo-
HaJIbHOT'O M MECTHOI'0 YPOBHEHN, MyHUIUIIaJb-
HBble yYpeX/[eHUA, MaJOMMYIINX, y4acTBOBaIU
B IIPOBEZIEHUY T'OPOJCKUX ITPa3JHUKOB U T. J.

CTpemsch o6ecrieqyuTh CTaOUIBHOCTh OKa-
3pIBaeMOM OJIATOTBOPUTENbHOMN MOAAEPIKKU,
KOMIIaHUM BBHIOMpAIT Haubosee afeKBaTHHIE
MeXaHW3MBbI OPraHU3aly 3TOH /1eATeIbHOCTH.

&> 0AO «ITugosapeHHblil 3a800 «CblKMblE-
kapckuii» 8 2007 200y NPUHSLIO peuleHuUe c030amb
6n1azomeopumensHblii oHd «Munocepdue»
o GuHAHCUPOBAHUA NPOPAMM NOMOWLU HYHC-
darowumcsa scumensim Pecnyonuxu Komu.

the company’s Ethical Code sets forth
certain limitations; the company does
not support paramilitary organizations,
aggressive sports and culture, or reha-
bilitation projects for individuals with
alcohol addiction.

In 2007, external social programs
of brewing companies were mainly or-
ganized as social partnerships. Without
trying to perform social functions of
state authorities, brewing companies
were supporting initiatives launched
by regional and local authorities. They
also provided assistance to municipal
organizations, low income individuals,
helped to organize local celebrations,
etc.

To ensure that charitable activity
is conducted on a regular basis, compa-
nies choose the most effective forms of
organizing this activity.

OeoIn 2007 Syktyvkar Brewery de-
cided to establish Charitable Foun-
dation Miloserdie to support pro-
grams aimed at providing assistance
to needy groups among the Komi Re-
public population.
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B3auMopeicTBUE C HEKOMMEPYECKUMMU
OpraHU3aUUAMMU

[TpodeccroHanbHEIN apTHEP 110 peann3a-
MU 6JarOTBOPUTEIBHBIX IIPOTPAMM U OTZAEJb-
HBIX KOPIIOPATHMBHBIX IIPOEKTOB MOXeT Cylie-
CTBEHHO IIOBBICUThb UX Pe3y/lbTaTUBHOCTb. Bce
Yalle KOMIIAaHUM BBIOMPAIOT B KaYeCTBE TAaKUX
[IapTHEPOB HEKOMMEpPUYECKHE U 00IeCTBEHHBIE
OpraHU3alluy, KOTOPhIe BBICTYNAIOT B POJIM IO-
CPEJHUKOB U MOMOralwT pa3paboTaTh U OCy-
LIECTBUTb OPUTHMHAJIbHBIE U BOCTPEOOBAHHbBIE
nporpaMmel. B 2007 rogy c o61iecTBEHHBIMU OP-
raHuzanuaMu U GoHzamMu paboranau 6osee mo-
JIOBMHBI KOMITAHUH — y9aCTHUI] OTYeTa.

Ceo«Ifueosapusa XeiiHekeH» 8 2. CaHkm-
Ilemepbypze compyoHuuaem c 6aazomeo-
pumensHoim gondom United Way Moscow —
npedcmasumenscmeom kpynHeilueil
MmencOynHapooHoil opzanudayuu United Way
International, komopas 8 pa3Hslx cMpaHax
cobupaem kopnopamueHsle U YdCMHble NO-
JdCepmeosaHuss HA peanusayuio MeCmHbLX
6nazomeopumensvhsix npoepaum. UWM Ha-
npaensem cpedcmeda poccuiickux jepmaeosa-
mesieill HA ocyujecmeJieHuUe NPOeKMmo8 8 noo-
depxcky demeti-cupom, NONCUNbLX, UHBANUO08,
6e300mHbLX, OexceHues u Opyzux He3auju-
WeHHbLX Kamezopuil cumesetl.

«Komnanusa ITUT» e 2. Kanununepade cu-
cmemamuyecku noddepicusaem pezluoHANbHYIO
obuwecmeeHHyto opzarHusauuto «IIlauc», nomo-
2arowyto unsanudam, Kanunumnepadckuii o6-
JlacmHoil cogem eemepaHo8 80lHbL, 80eHHOIL
cyncbsl u mpyda, omodeneHue poccuiickozo
Kpacnozo Kpecma.

ITueosapenHas komnaHus «Bonza»
8 HuxHnem Hoezopode compyOHuuaem c pe-
2UOHANbHOLL 06uwecmeeHHOll opzaHusauueil
demeii u monodexcu «BepAc», npu noddepicke
komnanuu 8 2007 200y, 8 uacmHocmu, om-
KkpbLics nepestil 8 Huixcezopodckoil obnacmu
KOHCY/IbMamueHo-0udzHocmu4eckuil ueHmp
011 demelii ¢ 02paHUYEHHBIMU 803MONCHOCMAMU
«Ilepevle cmyneHu».

e «Amyp-ITueo» nomozaem Xabaposckoii
opzaHusauuu Bcepoccuiickozo o6wecmea
cnensix u Kpaegomy 6iazomeopumensHOMY
$oHdy akmueHo20 pazeumus u uHmezpayuu
demeii-unHeanudos.

Partnerships with non-profit
organizations

A professional partner helping to
implement charity programs and indi-
vidual corporate projects may consider-
ably increase the effectiveness of such
projects. More often, brewing compa-
nies choose non-profit and non-govern-
mental organizations as partners which
act as ‘intermediaries’ to help develop
and implement original programs that
will be in demand. In 2007 more than
a half of contributor companies worked
in partnerships with non-governmental
organizations and foundations.

Ces>Heineken Brewery in St. -Pe-
tersburg has partnerships with charity
foundation United Way Moscow
(UWM), a branch office for one of the
largest international organizations,
United Way International, which col-
lects corporate and personal dona-
tions worldwide to implement charity
programs locally. UWM allocates
funds contributed by Russian donors
to support orphans, seniors, disabled
people, the homeless, refugees and
other socially vulnerable groups.

Ivan Taranov Brewery Kaliningrad
supportstheregionalnon-governmental
organization Chance, which provides
assistance to the disabled, as well as
the Kaliningrad Regional Counsel
of Veterans of wars, military service
and honored retired workers, and the
Russian branch of Red Cross.

Volga Brewery in Nizhny Novgorod
established partnerships with the
regional non-governmental youth
organization VerAs. In 2007, the
first in Nizhny Novgorod consulting
and diagnostic center for disabled
children, First Steps, was opened with
the Company’s support.

CssAmur-Pivo supports the
Khabarovsk branch of the All-Russia
Association of people with Visual Im-
pairments, and the regional Charity
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B 2004 200y Hosopoccuiickum ucmopu-
ueckuM o6wecmeom GbLIa yupexcdeHa npemust
umenu Huxonas Huxonaeeuua Paeeckozo-
maaduwiezo. IIpemusn Paegckozo0 YHUKANbHA.
B dessamu HOMUHAUUAX NpeMUU OMmmeuaomes
2paxcdaHe zopoda, 8Heculue CyuieCmeeHHbLil
8Kknad 8 COXpaHeHUe U NpeyMHONICeHUe
UCMOPUKO-KYbIMYPHO20 HACAedUsl 20poda.
B cocmas xucropu HomuHayuii u 60abUL020
ucropu npemuu 8xo0am 6osee cemudecsamu u3-
8eCmHbLX 8 20pode 0buecmeeHHbLX desimenell
u meopueckux pabomuuxos. IlpemuanvHutil
$ond gopmupyemcsa u3 cpedcme noneuumeeil.
CywecmaeeHHblil 8K1a0 8 NpemuanbHblili HoHO
gHocum 3A0 «IIHHO».

OcHOBHbIE HaNlpaBleHUA
671aroTBOPUTENbLHON AEATENIbHOCTYU
KOMITAaHUU — YYACTHUL] OTYETA

BraroycTpoiicTBO TeppUTOpHIL.
B 2007 rosmy xoMmaHUU IPOAO/XHUIN OCY-
IIECTBJATH IIPOEKTHI MO 6JIAaroyCTPOINCTBY
Y ITOBBINIEHUI0 KOMGOPTHOCTH rOPO/IOB, B KOTO-
PBIX pabOTaIOT UX NPEJIPUATHUA.

Foundation of development and in-
clusion of disabled children.

In 2004, the Novorossiysk
Historical Association established the
unique N. N. Raevsky, Jr. Prize. Nine
nominations are established to honor
city people, who made an important
contribution to preserving and adding
to the historical and cultural heritage
of the city. Over 70 prominent city
public figures and artistic personalities
are on nomination panels and the
grand jury. The prize fund is formed
through trustee donations. CJSC PINO
makes a significant contribution to the
prize fund.

Key Charity Activities Carried
out by Contributor Companies

Territory improvemen. In 2007,
companies continued to improve ter-
ritories and the level of comfort in the
cities these companies are located in.

Mnn. 18. HanpaeneHua cOLManabHbIX UHBECTULUN U 671aTOTBOPUTENILHON ITOMOLLU

Fig. 18. Social investment and charity areas
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Ows>«CABMunnep PYC» nocmpouna 8 HO80M
MukpopaiioHe Kanysu demckyro naowadky
niowadsto 800 keadpamuslx Mempos. Omo
Hacmoswuil demckuil 20p000K — CNOPMUBHO-
U2POBOLL KOMNIEKC, HA KOMOPOM elcedHe8HO
Mozym uzpams 00 250 demeil. [Inowadka 06o-
pyodosaHa u 0ns mansvluteil, u das demeii no-
cmapuie u coomeemcmaeyem camblM CMpo2um
mpebosaHusam 6ezonacHocmu — cneyudanibHoe
NnokKpslmue no3eo0jisiem CHU3UMb PUCK MPABM.

CTUMynUpys pa3BUTHE MECTHBIX MHUIMA-
TUB, KoMnIaHuu B 2007 rozy poBOAWIN KOHKYP-
CBI TPOEKTOB IO 61ar0yCTPOHCTBY TEPPUTOPUH —
Ha JIy4IINH JBOP, Jy4IIUH MoAbe3s, 00pasoBoe
cozepKaHue JoMa U T. . Kak IpaBuio, KOHKYP-
CBI TPOBOZAMINCH COBMECTHO C OpPraHU3alUAMHU
CHCTEMBI JKWINITHO-KOMMYHaIBHOTO XO3SIHCTBa,
mobegUTeN MTOydaayu obopyZoBaHue Aasd 6a-
TOYCTPOKCTBA ZIBOPA WM JA€HEXXHbIE IPEMUU.

TpaguIIIOHHO B TeYEeHUE o/l IIPOBOAMINCH
aKIMU 10 yOOpKe U 03eJIEHEHUIO TEPPUTOPUIA.
PacnipocTpaHeHHBIN TOAX0Z K OPraHU3aLUU Ta-
KUX aKIWi — NpoBeeHne cyO60THUKOB C y4a-
CTHEM COTPYZHUKOB IMBOBAaPEHHBIX KOMITAHMI.
Hanpuwmep, B KpacHosipcke B paMKaX TpaZULIU-
OHHOTO TOPOZCKOI'O OCEHHETO /ByXMECIYHUKA
«3a YHUCTBIN ropoj, 4ucTyio CHUOUph» Mpolwia
JKoJIorhyecKas aknusa «banTuka — 3a 4uCThII
ropo/i»: COTPYAHUKYU ruirana KOMIAHUU IPU-
BOZAWIH B MOPSAAOK ropoAckoi mapk. Kommanus
TaKXKe [oAJepKaa SKOJIOTUIECKYI0 aKIUIO «u-
cTeIil HoBoCcOUpCK», B paMKax KOTOPOH paboT-
HUKYU pumana KOMIAHUY y6Upaliu TopoACKoi
IapK BMeCTe C aKTUBUCTAMU TEPPUTOPUATHHBIX
OO6II[ECTBEHHBIX COBETOB.

e Komnanus «CAH Hnbee» Ha npomsiceHuU
pada nem peanuzyem 00J20CPOUHYIO COUU-
ansvHyto npozpavmy «Ham 30ecs wcumsv», cmap-
moseasuLyto gecHoil 2002 200a, koz0a cpasy
8 HeCcKONbKUX 20podax compydHUKU nposenu
cy66omuuxu. IlokazamenbHo, Umo K yuacm-
Hukam 6blcmpo npucoeduHuIUCL U Opyaue
Fumenu, om wWKOJAbHUKOE 00 NEeHCUOHEPO8 —
8ce, KMo HepasHoOyuleH K WU3HU POOHOZ0
2opoda. Hnuuyuamuea «CAH HuBee» nomozna
um 06seduHumsca padu obweii uenu. Bckope
makue cy660mHuKU cmaiu mpaouyUoHHbLMU
0 20podo8 npucymcmeuss Guauaios Kom-
nanuu. Compyonuxu «CAH Hubes» u scumenu
emecme HagodAmM nopsdok U uucmomy

Ow SABMiller RUS built a playground
of over 800 sq. m. in a new area of
Kaluga. It is a real play set — a sport
and entertainment complex — where
up to 250 children can play every
day. The playground is equipped for
both younger and older children, and
satisfies the most strict safety require-
ments. Special flooring helps reduce
the risk of injures.

To stimulate local initiatives, in
2007 brewing companies organized
contests for territory improvement
projects (best yard, best entrance area,
model building, etc). As a rule, the con-
tests were organized jointly with util-
ity services and winners received cash
prizes and tools to improve their yards.

Traditionally, cleaning and land-
scaping campaigns were carried out.
Such campaigns are usually organized
as voluntary weekend work, and brew-
ing companies participated in them.
Thus, in Krasnoyarsk, an ecological
campaign Baltika — for the clean city
was carried out within a two month-
long fall campaign For the Clean City
and Clean Siberia. Employees of the
Krasnoyarsk branch cleaned the city
park. The Company also supported the
ecological campaign Clean Novosibirsk,
where its employees cleaned the city
park together with members of local
non-governmental councils.

CesFor several years, SUN InBev
Company has been implementing a
long term social program «We will
have to live here». The program was
launched in the spring of 2002, when
the company’s employees participated
in voluntary weekend campaigns in
several cities. Other city residents,
from school students to the retired,
who were not indifferent to life in
their native city, joined them. This
initiative of SUN InBev helped them
join their efforts to achieve a common
goal. Some time after, such initia-
tives became common for the cities
where the company has its branches.
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HA YAUUAX, 8 NAPKAX U CK8epax, Ha 20pO0CKUX
nascax. baazoycmpoiicmeo 2opoda npodo-
ycaemcsi KpyaJiblil 200: 1leMOM 8 pamMKax npo-
epammot «Ham 3decv mcume» nposodumcs
o3esleHeHUe 20p0008, paszbuearomcs Hoavle
KJIyMObL U UBeMHUKU, HA Mece 6ecX03HbLX Ny-
cmulpeil co3daomes napku, 8bLCANCUBAIOMCS
aunosevle u Gepe3osvle anieu; 8 TromeHu 6vL1a
omkpbsima Hoe8dsi 30Ha omadvixa Ha Oepezy
o3epa, 8 Capamncke co3daH «AInoHckuil cad», Ko-
mopolil 6bIcMpo CMA JIH06UMbLM MECINOM NPO-
2ynok u ceudauuii zopoxcan. B Ilepmu «CAH
Hubes» nomozna 80cCMaHo8UMb YHUKAIbHbLIL
ckeep XIX sexa — eMy 8epHYU NEPBOHAUATbHDBLIL
eud. Ewe odun ucmopuueckuii cad-memopuan
6bL1 pekoHcmpyupoeaH 8 Omcke.

OceHb — 8peMs KOHKYpca «/Iyuuiuil dgop».
Hazpadoii nobedumensam cayncum nosieaeHue
HOBBIX UZPOBLIX 080POBLIX NIOWAOOK, MUHU-
cmaduoHos. OmadenbHble NPU3bL JOCMAOMCS
«Macmepam Hucmomat» — JIyuuum 080PHUKAM
2opoda. A kozda npuxodum 3uma, npu noo-
depxcke «CAH Hnbes» omkpovlearomes oouse-
docmynHble KAMKU, YIUUbBL YKPAUWLAIOMCS 2Up-
NAHOAMU U OZHAMU, 3AIU2AEMCS 02POMHAS
HOB0200HAA eaKaA U ycmpauedaemcs npaso-
HUYHBLI cantom.

Employees of SUN InBev and city
dwellers clean streets, parks and city
beaches together. City improvement
campaigns are carried out all year
round: in summer time as part of the
We will have to live here program, city
landscaping is done, lawns and flower
beds are made, parks are developed
on unused land, and linden and birch
paths are made. A new recreation area
was developed on a lake in Tyumen
and a Japanese garden was made in
Saransk. The garden soon became a fa-
vorite place for walks and rendezvous.
SUN InBev helped to renovate a unique
19th century park in Perm which had
its original landscape restored. An-
other historical memorial garden was
renovated in Omsk.

The Best Yard contest is usually
organized in the fall. New playgrounds
and small stadiums are built for
winners. Special prizes go to the best
street cleaners — Experts of Cleanness.
In winter time, SUN InBev helps to
open public skating rinks, to decorate
streets with lights, to light up the New
Year Tree and to fire fireworks.
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IToMompe conuaJbHO He3alUIeHHbIM
JKUTeNIM. B o0uiell CI0XKHOCTU IOALEPXKKY
Hy>XKJaoUuMcsa B TOR win UHOHN dopMe oKa3bl-
BaioT 6osiee 80 % KOMITAHWI — YIaCTHHUIL OTYETA.

YacTo KOMIaHMM IIpefOoCTaBAAIOT IIO-
MOIIb B paMKax COTpPyJHHUYecTBa C rocyzap-
CTBEHHBIMU M MYHUIIUNAJbHBIMU CIyXOaMu:
BBIZIEJISIIOT CPEJCTBA HA NPOAYKTOBBEIE HaOOPHI
[JIs1 MaJIOUMYIIUX, 6JarOTBOPUTEIbHBIX CTO-
JIOBBIX, Ha NOAAPKU K IpasfAHUKaM JJd JeTed
13 MaysoobeceYeHHbIX ceMell, UHBAJTUAOB, Be-
TepaHOB Bennkoii OTeyecTBEHHOU BOUHBI U T. .
Hamnpumep, ko JJHIO IOKWIOTO YeoBeKa KoMIIa-
HuA «banTuka» COBMECTHO ¢ aAMUHUCTpanyuei
Briboprckoro paitoHa JIeHUHIpaJCcKoii 061acTu
IpoBeja akKIWIo I MaJOUMYLIUX IIeHCHOHe-
poB: 20 THIC. XKUTeJIel paiioHa, IIEHCUU KOTOPBIX
cocTaBsAoT MeHee 2800 py6ielt, OMTyIHIN «BU-
TaMUHHBIE HAOOPHI» — 1Mo 10 KT OBoIIel. YuacTre
KOMIIAaHWM B aKLIMM He OIrPaHUYMWIOCh 3aKyIIKOU
NIPOAYKTOB — B TeYeHHEe HeCKOJbKUX JHEeH Co-
TPYAHUKU «BaaTuKy» 6€3B03ME3ZHO TOMOTAIN
B yOOpKe ypokas, oToope, GpacoBKe U IIOTPy3Ke
oBoleii. «<Kommnanusa [TWUT» B r. Kanununrpage
(000 «O6beauteHHbie [TMBOBapHY XelHEKEH»)
B paMKaX COTPYAHHUYECTBA C O6JIACTHBIM YIIPaB-

Assistance to socially unprotect-
ed groups. Over 80 % of contributing
companies provide different kinds of
assistance to the needy.

The companies often offer assis-
tance in partnerships with state and
municipal authorities by providing
funds to buy food packages for low
income people and for charitable din-
ers; and buying presents for children
from low income families, disabled
people, Great Patriotic War veterans,
etc. Thus, Baltika and the Vyborsky
district administration of Leningrad re-
gion organized a campaign to support
low income retirees: 20,000 retired
people with income of less than 2,800
RUR received «vitamin packages» — 10
kg of vegetables. The Company did not
just purchase food, for several days the
Company’s employees volunteered in
gathering the harvest, picking, packag-
ing and loading. Ivan Taranov Brewery
Kaliningrad (Heineken Breweries LLC)
provides direct assistance to relatives of
police officers killed in the line of duty,
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JIeHVMEeM BHYTPEHHUX JieJl OKa3bIBaeT aJlpecHYIo
IIOMOIIb POACTBEHHUKAM MWWIMIIMOHEPOB, IO-
TUOIINX TIPU HUCIIOJHEHUU CITy)KeOHBIX 065g3aH-
HocTel. Komnanusa «KaMBIIWHIUIIEIPOM» yKe
HECKOJIbKO JIeT IIOMOTaeT yJyacTHUKaM Bennkoi
OTe4yecTBEHHOUM BOWHEI, BJOBaM MOTHOLINX
1 yMepIIUX BeTepaHoB.

IToMmolup ydpexAeHusaM AJA CUPOT U Ae-
Tell, ocTaBIINXCA 6e3 IMoIeYeHusl POJUTEIE.
JlBe TpeTu KOMIIaHWM — yJacTHHI] OT4YeTa IIpesjo-
CTaBJIAIOT NOAZEPKKY AETCKAM AOMaM U LIKOJIaM-
HMHTepHaTaM. Kak nmpaBuio, KOMIIaHUN OKas3blBa-
I0T UM MaTepUa/bHYI0 IIOMOIb U PEMOHTHUPYIOT
TIoOMelleHusA — B COOTBETCTBUHU C CAMBIMU OCTPHI-
MU MOTPEOHOCTAMH yYPEXAEHUN CUPOTCKOTO
THIIa, MHOTHE U3 KOTOPHIX PabOTaIOT B YCIOBH-
AX HeAocTaTKa GuHAHCUpoBaHUA. Hanmpumep,
«bantuka» B 2007 rogy nposesia KaluTalbHBIN
PeMOHT B JieTckoM gome N25 f71s1 fieTeld ¢ OTKIIO-
HEHHUAMU B YMCTBEHHOM Da3BUTHUU I. IlylikuHa
u fetckoM gome N2 8 Briboprckoro pationa. Kom-
na"usa «Amyp-IlnBo» OTpeMOHTHpOBaIa XUJIbIE
KOMHATHI IIKOJIbI-MHTepHaTa N°7 I HecJbla-
IMUX U cIaboBUAAmMX geTeil. CTaBpOIOIbCKII
MIMB3aBOZ, IOMOT'aeT IKojie-uHTepHaTy N2 36, Ha-
IIpaBJisAd Ha ee CYeT YacThb CPEACTB C KXo ITpo-
JAHHOM OYTBHUIKM 6€3aJIKOTOJIbHON IPOAYKLIUH.
B HEKOTOpPEIX Cllydasax KOMIIAHUU IIPEJOCTaB/IAI0T
TaxKe 060pyZ0BaHUE AJIA JETCKUX YIPEKAECHUH —
Mebeb, OPITEXHUKY U T. [I.

IMogaepxka MeAMIUHCKUX yIpexKAeHUH.
JlBe TpeTu KOMIIaHUM — yYacTHUL] OTYeTa Bbl/ie-
JISIIOT CPeJCTBa Ha MOA/EPIKKY OOJIbHUL], MeZu-
IMHCKUX LIeHTPOB, IpodunakTopreB. KpymHble
KOMITaHUHU Hanpaswiud B 2007 rogy sHaYUTEJb-
HBble CYMMBI Ha TeXHUYEeCKOe OCHallleHue U pe-
KOHCTPYKLIUIO YupexAeHUH cdephl 37paBooxpa-
HeHud. B vactHocty, «CAH VHbeB» 3akynuia
JAWarHOCTUYeCKoe 060pyoBanue A KimHckon
rOpoJCKOH OGOJBHUIBI, BBIZEIUIA CPEACTBA
Ha PeKOHCTPYKIINIO KOHCY/IbTaTUBHOU IOJTUKIIN-
HUKU Kypckoil 061acTHOM KIMHUYECKOH 6OJh-
HUIBL. «[IMBOBapH: XeliHeKeH» probpesia Heoo-
X0AMMOe 060pyZoBaHUe A 60IbHULBI CBITOTO
BenukomyueHuka ['eoprus.

CBOHM MPOEKTH B MOAAEPKKY ydpexze-
HUH 3/paBooXpaHeHus «banTuka» nmpoBoguia
B paMKax COZeWCTBUA B peajusalluy HaLLO-
HaJIbHOI'O IIpPOEKTa «340pOoBbe». biarogaps mo-
Momu komnanuu B 2007 rofy OTKpbUICA HOBBIU
ormepaloHHsbIt 6;10k HUU feTcKoit opToneanu
uM. I I. TypHepa, OTpeMOHTHUPOBaHa IIOJU-

within a partnership initiative with
regional Internal Affairs. For several
years, Kamyshinpishcheprom Company
has been helping widows of war veter-
ans and widows of war victims.

Assistance to centers for orphans
and children whose parents lost cus-
tody. Two-thirds of contributing com-
panies provide assistance to child cen-
ters for orphans and children, whose
parents lost custody. Usually companies
make donations and renovate prem-
ises to satisfy the needs of such centers,
many of which lack financial support.
Thus, Baltika renovated Center #5 for
mentally impaired children in Pushkin,
and Center #4 of the Vyborsk district.
Amur-Pivo renovated residential facili-
ties of the residential and educational
School #7 for children with visual and
hearing impairments. Stavropol Brew-
ery supports the residential and educa-
tional School #36 allocating to its ac-
count a certain share of proceeds from
every bottle of non-alcoholic products
sold. Companies also provide furniture,
computer equipment, etc. for children’s
institutions.

Providing support for health
centers. Two-thirds of contributing
companies allocate funds to support
hospitals, medical centers and health
resorts. In 2007, large companies do-
nated considerable funding to equip
and renovate health centers. Thus,
SUN InBev purchased medical diagnos-
tic equipment for Klin City Hospital and
donated funds to renovate the walk-in
clinic of Kursk Regional Hospital. Hei-
neken Brewery purchased necessary
equipment for St. George the Martyr
Hospital.

Baltika provided support for health
centers in the context of the National
Program Zdorovie. In 2007, due to the
Company’s support, a new surgery unit
was opened at the Research institute
of the Children Orthopedics Hospital
named after G. I. Turner. Walk-in Clinic
#63 in the St. -Petersburg Vyborg Dis-
trict was renovated. Baltika also do-
nated to the Tula Children Cardiologic
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kauHUKa N263 Briboprckoro patioHa . CaHKT-
[eTepbypra. Takke «banTuka» MOAAepKUBaja
JIeTCKUM KapAuoiorudeckuii canaropuii B Tyie,
KJIMHUYECKYIo O0JbHUILY B BopoHexe, IIeHTp pe-
abwinuTanuy 60JBbHBIX aJTKOTOIN3MOM «/loM Ha-
Zexzbl Ha Tope» B JIEHUHTPa/ICKOM 06JIaCTH.

IMoaaep:kka 06pa30BaTeJbHBIX yUpekK-
AeHui. Kaxxzasa BTopas KOMIIaHUA — y9acTHHUIA
otyeTa B 2007 roAy Bhlensia CpeAcTBa Ha 67a-
TOTBOPUTEJIbHBIE TPOrPaMMBI B obsacTu obpa-
3oBaHuA. KoMnaHuy npozomkaoT nedcrBoBaTh
HaJ, IIKOJIaMM, TeXHUKyMaMU, NOAJAeP>KUBaTh
HeKOMMepuecKre o06pa3oBaTeNbHble IPOEKTHI,
HalpaB/leHHble Ha IIOJAepXKKy TaJIaHTJIMBOM MO-
JIOZEXKY Y TIOMOILb B CO3HATEIILHOM BEIOOpE TIPO-
deccuu. bapHay/nbcKUi TUB3aBOJ, TOAEPKUBAET
006II[eCTBEHHO-TIEJarOTUYeCKOe ABIKeHHe «Oa-
PEHHBIN yYUTeIb — OflapEHHBIA Y4eHUK», KOTOpOoe
TOTOBUT TAJAaHTIMUBBIX JeTel K y4acTHIO B OJIUM-
nuazax, KoHepeHIHAX, KOHKypcax, IIPOBOAUT
KOHCY/IBTALIUU JJI poAnTesied U yuuTesnel. «[luso-
BapHa MockBa-OPEC», Bxogmasn B ['pymiry kommna-
uwii Efes B Poccuu, momoraer MOCKOBCKOMY CTy-
JEeHYeCKOMYy LIeHTPY — TOPOACKOM OpraHU3aluHy,
KOTOpas 3aHWMaeTcs pasBUTHEM COLMAIbHOU
Y TBOPYECKOW aKTUBHOCTH MOJIOZIEKU, OKa3bIBaeT
cozieiicTBue B IIpodeccUOHaNbHON OpHeHTaluu
U TpyZoycTpoiicTBe. «banTrka» B 2007 rozy BHI-
mycTwia cOOpHUK «UTO Je1aTh BBIIYCKHUKY?>»,
aZipecoOBaHHBIM CAHKT-NEeTEPOYPICKUM CTapiile-
KJIaCCHMKAaM, BhIOMparomuM 6yzyyto mpodec-
CHIO: M3JjaHMe BKJIIO4aeT MHpopMauuio o jes-
TEeJbHOCTU INPEANPUATHH Topoja, Hauboiee
BOCTPeOOBAHHBIX CIEIUATBHOCTAX, TOPOACKUX
06pa3oBaTeNbHBIX TPOrpaMMax, TPYZAOBBIX OTps-
JlaxX Y CTyZleHYeCKoH Gup:xe.

IMoazepskka GUKYIBTYPBI U ciopTa. [Ipo-
mmarasza 370poBoro obpasa XKU3HH, MOAAEPXK-
Ka MaccoBOTO U NIpodeccuoHaNIbHOIO CIOpTa
OTHOCATCA K YWCJIy IPUOPUTETHBIX HallpaBe-
HUM BHEIIHUX COLMAJIbHBIX IIPOrpaMM NMBOBa-
PeHHBIX koMIlaHuM. ColnanbHble MHBECTUIIUU
B aTOl cdepe ocymecTBAOT ouTH 90 % KOM-
na"ui — yyactHul otyera. OHU GUHAHCUPYIOT
CTPOUTENbCTBO CIOPTUBHBIX ILIOWAZ0K, BO3-
BeJleHHe U PeMOHT CIOPTHUBHBIX COOPYKE€HUH,
IpoBeJieHNe JIOOUTENbCKUX COPEBHOBAHUM,
IIOMOraloT AETCKUM CeKLUAM U CIIOPTUBHBIM
dbenepanuam. [ogasisAtolnee GOJBIIMHCTBO MU-
BOBapEeHHBbIX KOMIIAHU T'OTOBO PaCUIMPUTD 3TY
JeATebHOCTD 32 CUET MACIITAOHBIX CIOHCOPCKUX
NIPOEKTOB, OAHAKO He MOIYT IIOMTU Ha 3TOT LIar

Health Resort, Voronezh hospital, and
the rehabilitation center Dom Nade-
zhdy na Gore (House of Hope on the
Mountain) for people suffering from
alcohol addiction in the Leningrad
Region.

Supporting education In 2007,
half of contributing companies donated
to educational charity programs. Com-
panies continue to provide sponsorship
for schools and technical colleges, and
support non-profit educational projects
aimed at assisting talented youth and
supporting conscious career choices.
Barnaul Brewery supports non-govern-
mental Teaching Association Talented
Teacher — Talented Student, which
provides coaching for talented students
who participate in contests, confer-
ences, etc. and provides consulting ser-
vices for parents and teachers. Moskva-
EFES Brewery (Efes group in Russia)
supports the Moscow Student Center,
a city organization that develops social
and creative potential of youths and
provides career services. In 2007, Bal-
tika published What should a second-
ary school graduate student do, a
booklet for St. -Petersburg high-school
students looking for career opportuni-
ties. The booklet covers information on
city companies, high-demand profes-
sions, city educational programs, work-
er teams and the student employment
service.

Supporting sports and sport ac-
tivities. Promoting healthy lifestyles,
and supporting public and professional
sports are the key priorities within ex-
ternal social programs implemented
by brewing companies. Almost 90 %
of contributing companies make social
investments. They donate to the devel-
opment and renovation of sport fields
and facilities, organize amateur com-
petitions and support children’s athlet-
ic classes and sport associations. Most
companies are ready to broaden this
activity through large-scale sponsor-
ship programs. However they cannot
implement these projects because of
limitations set forth by Russian adver-
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B CHJIy OIrpaHMYeHUl, BBeJeHHHX B 2004 roay
B pOCCHIiCKOe 3aKOHOZATEeNIbCTBO O peKJaMe.
B teuenue 2007 roga Cooo3 pOCCUUCKUX MUBO-
BapoB o6pamainca B [ocygapcTBeHHy0 Jymy
P®, B Komuccuto CoBeta Pezepanuu mno geaam
MOJIOZEeXU U cropTy U PezsepasbHOe areHTCTBO
o GU3NYECKOU KyIbType U cropty PP ¢ mpocs-
60l MHUIMUPOBATH OTMEHY OTpaHUYEHUH
Ha CIIOHCOPCKYIO AeATeNbHOCTD, T. K. IOAAepKKa
CIIOPTUBHBIX KOMaHZ, 0COOEHHO JTIOOUTEThCKUX,
TPaAUIIMOHHO OBLIA Ba)XKHOU COCTaBIAMOIIEH
6JIaTOTBOPUTENBHBIX U CITOHCOPCKUX IIPOrPaMM
NUBOBapoB. HekoTophle KOMIIaHUU peanusyioT
KOMILIEKCHBIE JOITOCPOYHBIE ITPOrPaMMEBI MTOJ-
Jlep>KKU CIopTa.

Cws BapHaynsckuil nue3asod noddepxcusaem
Kpaegyro dedepauuro mxakeaHdo, 8 CeKUUIX
komopoil 3aHumairomca 6onee 500 demeii.
ITIo0 nampoHnaxmcem 3aeoda Op2aHU308aH
demckuil gymoobHbLIL K1y6, 8 KOMOPOM 3aHU-
Mmaromest okonto 200 demeil pazHozo 8o3pacma.
Komnanus eoccmaHosuna ¢ymoéonsvHbtil
cmaouoH, ompeMoHmMuUpoeand cnopmasan
ons 3aHamuil ©HbIx cnopmcmeHos. Ilocmo-
SHHYI0 Nomouwb 3aeoda noJjyuarom demckuil
xokkeliHbtil k1y6 «Momop», 6opuosckuil Kyo,
ceKuus 3UMHez20 KapmuHad.

Bo emopom no uucneHHocmu z2opoode
IMenzenckoii o6racmu Kysneuke 0o dekabps
2007 200a He 6bL10 OP2AHU308AHHBIX MeCMm KY-
naxus. Hodeto 8038edeHUS KYyNATbHU NPEOSONCUN
HacmosimensIlapackesuHCK02Z0XPAMA-UACOBHL,
a 6nazodaps codeiicmeuro OAO «Busum» amy
udero ydanocs ocyuecmeums. UcmouHuk pac-
NoJI0X%eH NPAMO nod delicmeyrouwiumM Xpamom-
uacoeHell, U 80001l U3 Hez20 8cez0d NOJIb30BAIUCH
MecmHble Jcumenu, HO N0OX00 K UCMOYHUKY
6oL He oueHb y0o6eH. Teneps 8b1X00 UCMOYHUKA
U KYNAbHsL pACnoJioyceHbl n00 00HOLL Kpblueil.
Kynanvhsa cdenana 8 uckoHHO pycckux mpa-
Jduyusix e sude cpy608020 domuxa. Co30aHsL 8ce
ycnoeus 0 LUBUNU308AHHOZ20 NONbL308AHUSL
u 800011, U Kyneublo.

tising legislation in 2004. In 2007 the
Russian Brewers Union addressed the
RF State Duma, the Federation Council
Youth Committee and Federal Agency
for Physical Education and Sport to
propose lifting limitations on spon-
sorship activity. Sponsoring amateur
sport teams, in the first place, has al-
ways been an important part of charity
and sponsorship programs by brewing
companies. Some companies are imple-
menting long-term complex sport sup-
port programs.

CesBarnaul Brewery supports the
regional Taekwondo association with
over 500 children. The Company ini-
tiated a soccer club for children with
about 200 members. The Company
renovated a soccer field and a gym for
classes. The youth hockey club Motor,
a wrestling club and a carting team
all receive the company’s financial
support.

Until December 2007, there were
no public bathhouses in Kuznetsk,
the second largest town in the Penza
Region. The guardian of Paraksevinsk
Chapel suggested that a bathhouse be
built, and OJSC Visit donated funds
for its development. A spring is located
right under the Chapel, and its water
has always been used by local people.
However the access to the spring was
inconvenient. Today the spring orifice
and the bathhouse are together under
one roof. The bathhouse is built as
a lumber house according to Old
Russian traditions. Everything is done
to make the use of the spring and the
bath convenient.
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BHYTPEHHAA

COIMANIbHAS MOJIUTHKA

DOMESTIC

SOCIAL POLICY

Onnama mpyda
CouuansHslil nakem
Kadposas noaumuxa
Kopnopamuenas kyavmypa
Employee Compensations
Social Benefits

HR Policy

Corporate Culture

B 2007 rozy xoMIaHuu pasBUBaIu BHYTPEH-
HUE COIIMa/IbHbIE TIPOTPAaMMBI, J0OUBAsICh MTOBBI-
LIeHWA COLMAaJbHON 3alllUIeHHOCTH IIepcoHata
U npodeccHoHaNbHOIO YCUIeHN KOMaH/BI CO-
TPyZAHUKOB. Ha MHOIUX IpeAnpuATUAX B 3TOU
pabore ydacTBoBaiK IpodCOI03HEIE OPraHU3a-
LIMY, COBETHI TPYAOBBIX KOJUIEKTUBOB.

CouuaabHble IPOrpaMMbl OXBaThIBAIOT LIU-
POKMIA CIIEKTP BOIIPOCOB, BKJIIOYAs OXpaHy U 6e3-
OIIaCHOCTb TPYZa, Ka4eCTBEHHOe MeJULIMHCKOe
o6CITyKUBaHUe, OPraHU3ALNIO IUTAHU IS TIep-
COHaJIa, OTAbIXA [JIA COTPYHUKOB U WIEHOB UX Ce-
Meli, BO3MOXKHOCTH IIPOdECCUOHANBHOTO U JINY-
HOCTHOTO POCTa, IIOOLIPeHE 30pOBOro 06pasa
’KW3HY, BblJie/IeHe MaTepualbHOU IOMOIIH, ITOJ-
JEeP>KKy IIeHCHOHEPOB-BeTEPaHOB IIPOU3BOACTBA
U T.Z. OTU Mepbl HallpaBjleHbl Ha KOMILIEKCHOe

In 2007 companies were develop-
ing internal social programs, trying to
provide adequate social protection for
employees and build a stronger team of
professionals. Trade unions and labor
committees of many companies joined
these efforts.

Social programs cover a large
number of issues, including occupa-
tional safety, quality health service,
providing meals for employees, recre-
ation for employees and their families,
opportunities for professional and per-
sonal growth, encouraging healthy life-
style, providing sponsorship, support-
ing honored retired workers, etc. These
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yay4dnieHue COa/JIbHOI'O U IICHUXOJIOTNYECKOTO
KiIMMaTa B TPyAOBBIX KOJUIEKTHUBaX.

Onnara Tpyaa

YpoBeHb 3apIulaT Ha NPeANpUATUAX IIUBO-
BapeHHOU OTpac/iy AOCTAaTOYHO BBICOK: COTPYA-
HUKH MMBOBAPEHHBIX KOMIIaHUI 3apabaThIBalOT
Ha 10-50% OGobliie, YeM pabOTHUKU APYTHX
oTpac/ieil NuleBOM NPOMBIILIEHHOCTH. B TO ke
BpeMsA PAZ KOMIIaHWM — 4wieHoB Coo3a poccui-
CKMX IUBOBapoB B 2007 rozy monuIX Ha yBEJIU-
yeHMe 3apIvlaT. [IpakTukyeTca Takxe perysisap-
Has BbIIIaTa OOHYCOB, HAIIPUMED, IIOOI[PEHHE
3a KayecTBeHHYI U 3pPeKTHUBHYI paboTy.
KpynHble KOMIIAHUU OTCIEKUBAIOT CUTYalUIO
Ha pBIHKE TpyZa, IPUHUMAIOT y4acTHe B Hccie-
JIOBAaHUAX YPOBHA 3apabOTKOB, MPOBOJAUMBIX
He3aBUCHMBIMU OPTraHU3aUMsIMU, U TaKUM 00-
Pa3oM KOHTPOJUPYIOT KOHKYPEHTOCIIOCOOHOCTh
npeAJiaraeMbIX 3apIUiaT. DTO IIO3BOJIAET, C O4HOU
CTOPOHEI, 06€eCIeYnBaTh JOCTORHOE BO3HAIPAXK-
JeH1e IIepCOHaIa, C JPyrol — IpUBIeKaTh HOBBIX
BBICOKOKBaTMPUIMPOBAHHBIX CIIEI[AIICTOB.

Hampuwmep, xomnanus «banTuka» IpoBOSUT
MOHMTOPHHI COCTOSHHUA PBIHKA TPyZa U B COOT-
BETCTBUHU C IIOJYyYE€HHBIMU De3yJbTaTaMH exe-
roZiHO yBesJuuuBaeT 3apiiaTel. Kpome Toro,
B 2007 ropy «banTuka» mposBesa €XerofHyo
OLIEHKY ZeTeJbHOCTU NepcoHana (oAWH U3 ca-
MBIX COBPEMEHHBIX MHCTPYMEHTOB B cdepe yrpas-
JIeHUsI IEPCOHAJIOM, IIO3BOJAIIIHNI cob6paTh
nHOpMaKIo 0 pe3ynbTaTax paboThl U yPOBHE
PpasBUTHA KOMIIETEHIIMN KaXX[Oro COTPyAHUKA,
OILIeHUTh KaIpOBBIY IOTeHLIMaI KOMIIaHUW) U BBI-
IUIaTWIA COTPYAHUKAM T'OZI0BOM OGOHYC, CTaBLIMI
CYIILeCTBEHHOM COCTaBJIAIOLed KOMIIeHCAallMOH-
Horo nakerta. «[IluBoBapHA XeliHekeH» B CaHKT-
I[Terepbypre B 2007 rofy MOBBICHIIA 3apIUIaTy CO-
TPYAHUKOB B cpeZHeM Ha 11 %, BBea 60HYCHYIO
[IPOrpaMMy COTPYZHHKOB OTZAeNa obecrneyeHus
Y IUIaHUPOBAaHUA, pacliypuia Kpyr y4acTHH-
KOB IIPOTrPaMMBl «YIIpaBjeHue JeATeIbHOCThIO,
110 UTOraM KOTOPOM JieHeXXHble IPeMUH BhIILIA-
YMBAIOTCA PYKOBOAUTEIAM MOZpas/ie/IeHUH.

CouuanbHbIN MaKeT

Bo MHOTHMX KOMIaHUAX HHBOBapeHHOﬁ OT-
pacin COI.II/IaJII:HHﬁ IIaKeT IIPEBBIIIAET YPDOBEHDb

efforts are aimed at improving social
and psychological conditions.

Employee Compensations

The salary level in the brewing
sector is rather high: employees in
brewing industry are paid 10-50 %
more than employees in other sectors
of the food industry. Moreover, in 2007
a number of URB members increased
salaries. Bonuses are also regularly
paid for effective performance. Large
companies follow labor market ten-
dencies and participate in research on
compensation levels, thus managing
competitiveness of their salaries. This
practice, on the one hand, helps to of-
fer adequate compensation, while on
the other hand, attracts new highly
qualified professionals.

Thus, Baltika regularly conducts
labor market monitoring and based on
the results, annually increases salaries.
Moreover, in 2007, Baltika performed
employee assessments (an advanced
HR tool which helps obtain results of
employee personal performance and
levels of competence, as well as to
evaluate personnel potential) and paid
year-end bonuses, which made up the
largest part of employee compensa-
tions. In 2007, Heineken Brewery in St.
-Petersburg increased salaries by 11 %
on average, introduced a bonus sys-
tem in the Planning and Procurement
Department, and brought new partici-
pants to the Activity Management Pro-
gram, which provides opportunities
to pay bonuses to department heads
based on performance.

Social Benefits

Many brewing companies provide
more social benefits than are set forth
by the RF Labor Code. In 2007, compa-
nies continued to increase the number
of benefits and types of financial assis-
tance for employees.
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rapaHTHM, yCTaHOBIEHHBIN TPyJOBEIM KOAEKCOM
P®. B 2007 rogy koMInaHUM IpOJOJLKaINA PacIly-
PATH IIepedeHb JIbIOT ¥ MaTepraJbHOM TOMOIIU
JJ1A TIepcoHaJIa.

B counanbpHble MakeThl, KOTOPBIMU I10JIb3Y-
I0TCA pabOTHUKY MMBOBAPEHHBIX MIPEATIPUATUMN,
BXOJIUIT, B YaCTHOCTHU, OeCIUIaTHOE WU JIbIOTHOE
IMTaHue, OeCIUIaTHBIN IIPoe3y K MeCTy paboTHL.
Kommanuy, koMIIeHCUPYIOlLye Pacxojpl Ha IIU-
TaHue U npoe3a, B 2007 rogy yBeIudnuInd pasMe-
PBI KOMIIEHCAIWH.

CoTpyAHUKaM IIPeAOCTaBIAIOTCA CIeL0eX-
Ja U cpeZCcTBa MHAVBUAYalbHOMN 3aLIUTHI BBICO-
Koro kavyectBa. Hampumep, «[latpa» (OO0 «O6B-
eAnHeHHbIe [lTuBoBapHU XeliHekeH») B 2007 rogy
IepecMoTpesia CTaHAAPThI O6EeCIeYeHNs CIell-
OZieXK/I0Y — OHA cTasa 6oJsiee NPaKTUYHOMN U TUTH-
eHUYHOMU, KoMnaHusa «Amyp-IluBo», «<KoMmmanus
[TNT» B KanuHUHTpaZie U HEKOTOpBIE JpYyTrHe IIPo-
BeJIU Te€HZEephI AJIA IOCTABIIUKOB CIEI[0[eKbI.

B cooTBeTCTBUM C 3aKOHOZAATEIbCTBOM CO-
TPYAHUKHU IIPOXOJAT OecIulaTHble MEJUIIMHCKUE
OCMOTPHI, HEKOTOPble KOMIIaHUU IIPEeJ0CTABIIAIOT
BO3MOXKHOCTbD ITOJI[yYUTh KOHCY/IbTallUX Bpadei-
CIIELINAJINCTOB, Ha MIPEJIPUATHAX 060PYAYIOTCA
MeZULIMHCKYE KabuHeThl. [IpogonkaeTcs pa3Bu-
THEe IPOrpaMM J0OPOBOJIBHOTO MEAUIIUHCKOTO
cTtpaxoBaHuA (JMC): KOMIIaHUU yBEeIUYUBAIOT
JOJII0 COTPYAHUKOB, OXBauyeHHBIX IIporpaMma-
mu JIMC, BKJIIOYAOT B HUX CTOMaTOJIOTHYEeCKHEe
YCJIyTH, BO3MOXXHOCTD 3aCTpaxoBaTh II0 KOPIIO-
PaTHUBHBIM 1JeHaM PO/CTBEHHUKOB U T. . COTpya-
HUKH HEKOTOPBIX KOMITaHUM, Hanpumep, «baitu-
KW», TIOJIB3YIOTCA yCIayraMu Io nporpamme JJMC
6ecruaTHO. B pszie cirydaeB KOMIIAaHUM peaIn3y-
IOT CHeluaIbHbIEe IPOTPAMMBI B 06JIaCTH OXpa-
HBI 37I0pOBbA IlepcoOHala. B paMkax Takoi Ipo-
rpaMMBl, HanpuMep, B «[luBoBapHe XeliHeKeH»
B CaHkT-IleTepbypre, Bce 6epeMeHHbIE COTPY/-
HUIIBI IPEIPUATHA IPUKPEIUIEHH] K POAJOMaM.

[To uToram arTectanuu paboyux MecT
B 2007 rogy Ha nesnoM paze npegnpuatuii OO0
«O6beautennbie [TuBoBapuu XetiHekeH» («ITu-
BoBapHs XeliHekeH» B CaHKT-IleTepbypre, «KoMm-
nanuda [INT» B Kanununrpage u «I11T» B Ho-
BoTpoulke, «IluBoBapHa XeiiHekeH Baiikain»)
BBeJIM KOMIIEHCAllUU 3a BpeJHbIe YCIOBUA TPY/a,
B YaCTHOCTH, JOIIOJHUTEIbHbIE BHIUIATH U J0-
TIOJIHUTEJIbHBIE JHU OTIIYCKa, BblIaya MOJIOKA.

Kpynueie komnanum («bantuka», I'pynna
komnaHuil Efes B Poccuu) BKJIIOYAIOT B CBOU
colIaKeThl CTpaxoBaHUe >KU3HU, CTpaXxoBaHUe

Social benefits for employees in-
clude free or partially reimbursed
meals and free transportation to work.
Companies providing transportation or
meal benefits increased their compen-
sation in 2007.

Employees are provided with high
quality work clothing and personal
protection. Thus, in 2007, Patra Brew-
ery (Heineken Breweries LLC). Cloth-
ing has become more practical and
hygienic. Amur Pivo and Ivan Taranov
Brewery Kaliningrad and some other
companies organized competitive bid-
ding for work clothing suppliers.

In compliance with RF legislation,
employees undergo a free medical ex-
amination, and some companies pro-
vide opportunities for their employees
to consult medical professionals. Doc-
tor offices operate in plants.

Companies develop their Vol-
untary Medical Insurance Programs
(VMI): more employees are covered
by VMI, dental services are introduced
into the program, and opportunities to
cover relatives with VMI at corporate
prices are provided. Some companies’
employees join such program for free
(Baltika). Companies also implement
special programs aimed at employee
health protection. At Heineken Brew-
ery in St. -Petersburg, for example, all
pregnant employees are registered at
certain maternity clinics under such
programs.

In 2007, after employee workplace
evaluations, a number of plants of Hei-
neken Breweries LLC (Ivan Taranov
Brewery Kaliningrad, Ivan Taranov
Brewery Novotroitsk, Heineken Brew-
ery Baikal) introduced compensation
for hazard work conditions — additional
compensations, longer vacations, and
free milk.

Large companies (Baltika, Efes
Group in Russia) offer life insurance,
work-related accident insurance, and
general incident insurance.

SABMiller RUS in Kaluga does not
only offer good social benefits, but also
corporate vehicles, VMI Programs and
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OT HeCYacTHOro cjIydas, IPOU3olIeJIIero Ha pa-
604eM MecCTe WM 3a ero IpeseiaMu.

Ha 3aBoge «CABMwuiep PYC» B Kanyre Bcem
COTpyZHUKAaM IIOMHMO XOpoIlIero KoMIleHcalu-
OHHOI'O ITaKeTa MpeJoCTaBIsAeTCs BO3MOXKHOCTb
II0JIb30BAaTbCA KOPIIOPAaTUBHBIM TPaHCIOPTOM U
yCJIyraMy IporpaMMbl I06POBOJIBHOTO MEUIINH-
CKOro cTpaxoBaHMA. Ha nmpousBozcTBe BMecTe OT-
MeuaroT He TOJIbKO TpaJULIMOHHBIE IIPa3fiHUKY,
Takue kak HoBwei rog, 8 MapTa, Ho, HanmpuMmep,
U JleHb ceMbHU.

COTpYZHUKM IHMBOBAapeHHBIX KOMIaHUU
B 2007 rogy mosiydyaan MaTepHUaJIbHYO IIOMOIIb
B CBA3M C I00WIEsIMY, 6paKOCOYeTaHUEM, POXKJE-
HUEM JieTell, BBIXOJOM Ha MEHCHI0, norpebeHu-
€M OJIM3KUX POACTBEHHUKOB, YTPATON JUYHOTO
MMYIIECTBA B pe3y/bTaTe [I0¥Kapa, orpabieHus
U T.J., TAXKEJIBIMU 3a60eBaHUAMU PabOTHUKA
WINA YIEHOB €ro CeMbH, yBOJIbHEHHEM Ha IIeH-
CHIO, HECYACTHBIM CIy4yaeM WU Ype3BblYaliHOU
cuTyauued u T.A. PAa koMIaHUM DPaKTUKYIOT
JIOTIOJTHUTEIbHBIE BHIILIATHI IO GOJIbHUYHBIM JIH-
cTaM, I10 KOMaHAWPOBOYHBIM pacxojaM, IIpH Iie-
peBoZie Ha paboTy B APYTO TOPO/J, a TAK)Ke MpeJ-
JlaraloT COTpPyZHUKaM BO3MOXXHOCTB JIbI'OTHOI'O
CTpaxoBaHUs UMYILIECTBA U GECIPOIIEHTHOrO 3a-
liMa. PaGoTHMKAM BBIJENAIOTCA MYTEBKU Ha OT-
JBIX, B HEKOTOPBIX C/Iydasax — C OIUIaTOM Ipoe3-
Jia K MeCTy OTZbIXa, IPeA0CTaBIAITCA IIyTeBKU
JJI1 OTApIXa M CAaHATOPHO-KyPOPTHOTO JieYeHUA
Jgetell. TpaJULIMOHHBIMU A1 MHOTUX IIpeANpU-
SATHI OCTAIOTCA HOBOTOJHUE TOJAaPKU U GUIETHI
Ha «eJKW» JJI AeTell COTPYJHUKOB, NOAAPKU
s paboTHUKOB K 8 Mapra, 23 deBpansi. Kom-
NIaHUU OKa3bIBAIOT MOJAAEPXKKY IIeHCHOHepaM-
BeTepaHaM IpeJIpUATHUH: OHM IMOJIy4aloT Ma-
TepUaJbHYIO IIOMOIIb K NIpa3fHUKaM, IyTeBKU
B CAaHATOPHUU C YACTUYHOMN OILUIATOU CTOMMOCTU
u T. 4. Hanpumep, koMnanus «[aMOpUHYC» BbI-
JessdeT BeTepaHaM IloMollb Kk MexzayHapoAHo-
My AHIO IIOXKWIBIX JIIOAeH, ydacTHUKaM Bennkon
OTevyecTBEHHOM BOMHEI — K0 JIHI0 ITobeanl, «Ka-
MBIITMHIIUILENIPOM>» II0 BO3MOKHOCTHU BBIZIeNIAeT
CpeJCTBa Ha peMOHT KBapTUp BeTepPaHOB.

Kapposasa monuruka

B 2007 rogy xoMIIaHMH NUBOBapeHHOU
OTpacjy peaau30oBalu LeJablld pAJ IPOEKTOB,
HalpaBJeHHBIX KaK Ha IIpUBJedyeHue HOBO-
ro IepcoHajna, Tak U Ha CO3JaHHuE YCJIOBUU

free meals at the company’s cafeteria.
The company’s employees organize
corporate celebrations on traditional
holidays (New Year, Women’s Day) and
other occasions (e. g. Family Day).

In 2007, brewing company employ-
ees received financial support for an-
niversaries, wedding days, childbirth,
retirement days, funerals of a relative,
property loss in fire or robbery, seri-
ous illnesses of an employee or his/her
family member, resignation due to re-
tirement age, accident/incident, emer-
gency cases, etc. Some companies pay
out extra compensation on sick leaves,
business traveling expenses, and trans-
fers to a different city. They also offer
benefits on property insurance and
interest-free loans. Employees receive
vacation packages (sometimes ticket
costs are reimbursed), packages for
children’s health and recreation resorts.
Traditionally, many companies buy
New Year presents and offer tickets to
New Year events for children. They also
buy presents for Women’s Day and Feb-
ruary 23rd. Companies support hon-
ored ex-employees who retired. They
receive financial support on holidays,
packages for health and recreation re-
sorts (tickets are partially reimbursed),
etc. Thus, Gambrinus Company pro-
vides financial support for veterans on
International Seniors’ Day and for the
Great Patriotic War veterans on Vic-
tory day. Kamyshinpishcheprom offers
financial support for veterans to reno-
vate their apartments.

HR Policy

In 2007, brewing companies imple-
mented a number of projects aimed at
attracting new workers and providing
opportunities for professional and ca-
reer development. Professional devel-
opment policy, which builds employee
motivation, competence and social sta-
tus, is an important factor helping to
increase production efficiency, and is

67
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A71s1 TpodeCcCUOHATBPHOTO COBEPIIEHCTBOBAHNUSA
1 BO3MOXKHOCTEeM KapbepHOrO poCTa COTPYA-
HUKOB. [TonuTHKa pasBUTHUA KaJpOBBIX pecyp-
COB, IOBBHINIAIONIAA MOTHUBAIUIO COTPYAHUKOB,
WX KOMIIETEHTHOCTb M COIJMaJbHBIN CTAaTyC,
ocTaeTcs BaXHBIM (GaKTOPOM IIOBBHIIMIEHU 3¢-
$EKTUBHOCTY IIPOM3BOACTBA U OZHUM K3 KJItOUe-
BBIX KOMIIOHEHTOB COLIMAJbHOXY OTBETCTBEHHO-
CTU KOMITaHUU.

[TporpaMMBbl IO NPUBJIEYEHUIO MOJIOABIX
CIeMaIrCTOB OCYIIeCTBIAINCh Ha IPeJIIPUATH-
AX IMBOBAapeHHOM oTpaciu B pa3HHIX QopMax,
npeAycMaTpuBas MoA60p MepCrIeKTUBHBIX Ka-
ZPOB Ha yIIpaBJIeHYeCKYI0 1 IIPOU3BO/JCTBEHHYIO
JearenbHocTb. Hanpumep, «CAH Vubes» peanu-
30Bajia cpa3y HECKOJbKO IPOEKTOB TaKOr'o poja.
Ha nocTosHHOU OCHOBE B KOMIIAaHWUM AENCTByeT
nporpamMma Ajs COTpyAHUKOB «IIpuBesn KoJuie-
I'y — HOIy4YHu OGOHYC»; B paMKaX IIpOrpaMmsl «Mo-
JIOZIO} IMBOBApP» BHIITYCKHUKU BY30B OCBAaUBaIOT
CIlellMaJbHOCTh TMBOBapa Ha 3aBozax «CAH Un-
BeB», cpaBmNx KBalUGUKALNOHHBIN dK3aMeH
mocsie oOy4yeHus KOMIIAaHUS IpUIJIAIIaeT Ha I10-
CTOSIHHYIO paboTy; [ MOJIOABIX YIpPaBJIEH-
LleB IIpeJyCMOTpeHa Iporpamma «MeHemxep-
cTa)kep»; AJid CTYLEeHTOB CTapLIMX KypCOB
IIPOBOAMTCS GU3Hec-urpa u T. . [Iporpamma cra-
JKMPOBOK /IJI1 BBIITYCKHUKOB By30B B 2007 rozmy
BHeJZpsjlachk Ha nuB3aBoge «[laTpa». [na cTa-
’KepoB IIPOM3BOACTBEHHOr0 oTzAena «KoMmnaHua
[INT» B KajimHUHIpaze peaausoBaja IPOEKT,
YYaCTHUKU KOTOPOTO MOJyYHUTH ONBIT PaboThI
Ha BceX NoJpasfieleHuAX NuBoBapHu. Kommna-
Hus «AMyp-IluBo» 3amycTuia NpoeKT 1o Habo-
Py YYEHUKOB OIIepaTOPOB: 110 UCTEUYEeHUHU CpoKa
JeUCTBUA YIeHUYEeCKOro ZoroBopa caMble Iep-
CIeKTHBHbIE COTPYAHUKHU IPUHUMAIOTCA Ha pa-
60Ty B IPOU3BOACTBEHHBIE MTOJPA3/IETIEHHUS.

[Iporpamma «3Be3gbl banTuku» Hauese-
Ha Ha IIpUBJIeYeHNe BBITYCKHUKOB U CTYAEHTOB
cTapmux KypcoB By30B CaHKkT-IleTepbypra. 1lenb
IIporpaMMbl: 00eCIeYUTh KOMIAHUIO MOJIOZBI-
MM, NIepCIIeKTUBHBIMU KaZlpaMHU, KOTOpPble MOXKHO
«BBIPACTUTDh» BHyTpU KoMIaHuu. CyTb porpam-
MBbI: B BEIOpaHHBIX By3aX IIPOBOJATCS FOCTEBBIE
JIEKIUU-TIpe3eHTaluy, UHGOPMHUPYIOIIKe O IIpo-
rpamMmMe OIUIaYMBaeMbIX CTAKUPOBOK. 1o pesysb-
TaTaM IPOBEJEHNS IIPOrPaMMBI OTOMPAIOTCS CTY-
JIeHTBI, KOTOPBIE OYAyT y4acTBOBATh B KOHKYPCE
Ha IPOXOXZeHHe CTAKUPOBKU B YeThIPEX AUpeK-
MAX KoMIaHuu: MHopMaIioHHbIE TEXHOJIOTUH,
Jloructuka, Texunueckas aupekuua, MapKeTHUHT.

also one of the key components of com-
panies’ social responsibility.

Brewing companies implemented
different types of programs developed
to attract young professionals. Such
programs are designed to select prom-
ising candidates for management posi-
tions or production worker positions.
Thus, SUN InBev Company implement-
ed several programs. There is an on-go-
ing program for employees Bring a co-
worker — get a bonus! Young Brewing
Professional is designed for university
alumni who get training at SUN InBev
breweries. The Intern Manager Pro-
gram is designed for young manag-
ers — university senior students partici-
pate in business-games, etc. Internship
programs were implemented at Patra
Brewery. Ivan Taranov Brewery Kalin-
ingrad designed a program for interns
of the production unit, who work in all
business units of the Brewery. Amur-
Pivo is hiring student mechanics; upon
the end date of the apprenticeship, the
most promising workers are employed
full time in different production units.

The program Stars of Baltika is
aimed at attracting university alumni
and university senior students (St. -Pe-
tersburg universities). The program
objective is to employ young promising
workers who are able to develop their
careers within the company. The com-
pany selects universities at which pre-
sentations are given to provide infor-
mation about compensated internships.
Based on resume analysis, students are
selected to participate in further se-
lection to intern positions in the com-
pany’s four departments: IT, Logistics,
Engineering and Marketing.

Internal programs for personnel
development, implemented by brewing
companies in 2007, were aimed at pro-
fessional growth of production work-
ers and management. The also focused
on building team work skills, involving
employees in development of internal
corporate standards, etc. Thus, Heinek-
en Brewery in St. Petersburg has de-
signed a number of training programs
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BuyTpeHHue nmporpaMMbl pa3BUTHUA Iiep-
CoHajla, peaJu30BaHHBIe NIHBOBApPEHHBIMU
koMnaHusaMu B 2007 rogy, 6bLIM pacCYUTaHBI
Ha [TpodeCCHOHAIBbHOE COBEPIIeHCTBOBaHUE IIPO-
M3BOJCTBEHHOTO U YIIpaBJIeHYeCKOro IlepcoHaia,
pacIpocTpaHeHle HaBBIKOB KOMaHZIHOM paboThI,
BOBJIeUeHUE COTPYAHUKOB B pOpMUpOBaHIE BHY-
TPEHHUX KOPIIOPAaTUBHBIX CTaHAAPTOB U T.A. Tax,
«IluBoBapHs XeliHekeH» B CaHKT-IleTepbypre
paspaboTasia LeNblil P TPEHUHTOB I MeHe/-
JKepOB U KJIIOUEBBIX CIIe[UaJNCTOB. TpPeHUHIU
HanpasJeHbl Ha pa3BUTHE ylpaBJIeHYecKUX Ha-
BBIKOB, HaBBIKOB IVIAHWUPOBAHUA, YIIpaBIeHUA
BpPEMEHEM M T. . B umiciie HOBBIX TporpaMM obyde-
HUS U pa3BuTUA «I1atpbl» — «TPM! 151 TpOMBIIII-
JIEHHOM TPYIIIEI IIepCOHaIa» U LIUKJI yIIpaBlIeH4e-
CKWUX TPEHUHIOB /I INHEHBIX MeHe/PKePOB.

«CABMuutep PYC» Takke 60sbliioe 3Have-
HUe yzeaseT MpopecCHOHATbHOMY Pa3BUTUIO
U pocTy coTpyAHUKOB. Hampumep, kopropa-
TUBHaA nporpamma «Cra)kep» IpefoCTaBiIaAeT
BO3MOXXHOCTb KapbepHOI'O POCTa KaK MOJIOABIM
COTPYZHUMKaM KOMIIaHWU, TaK U BBIIIYCKHU-
KaMm By30B. KaHauzaTsl IporpaMMBsl IPOXOAAT
KOHKYPCHBIH 0T6Op, 3aTeM oOydeHHe Ha IpOo-
HU3BOZCTBE U BBINOJHAIT 3aZlaHue MO MpPOeK-
Ty yCOBEepIIeHCTBOBAHUA IIPOM3BOJCTBEHHOI'O
000py/ZIOBaHUA U TEXHOJIOTMYECKOTO IIpoliecca.
I[To nuToram npoekTa CTa)kephbl, IOKa3aBlLIue Jyd-
1IMe pe3yJabTaThl, MOIy4YaloT MpeJJioKeHne 3a-
HATD KJII0YEBYIO ITO3ULIUIO Ha IIPOU3BOACTBE.

Bce GoJiblliee BHUMaHU€e KOMIAHUU YZeJs-
10T Pa3BUTHIO KOMMYHUKALUI Cpesiu COTPyJHU-
KOB, PacIpoCTpPaHEHUIO KOPIIOPaTUBHBIX MoOZe-
Jeil noBeseHuda. Hanpumep, B «ToMckoM nuBe»
B 2007 roay npoiesn ceMuHap «PopMupoBaHue
U yTBepXKJeHue IIpaBUJI [ieIOBOM 3TUKU BO BHY-
TPEHHEM yCTaBe IpeJIpUATHUA», 10 UToraM Ko-
TOpOro 6BUI pa3paboTaH MPOEKT KozgeKca BHY-
TPUKOPIIOPaTUBHOI'O IIOBEJeHU, NTpeZCTaBIeHbI
MO/IEJIN TIOBEZIEHUS C KJIMEHTaMHU, pa3paboTaHbl
ONTUMaJIbHblEe IIPOTPaMMBbl NIOBeZeHUA B KOH-
GIMKTHBIX cCUTYanuax U T. 1. Kommanusa «bartuka»
peann3oBaia NPOEKT BOBJIEUYEHUA COTPYSHUKOB
B IIpoOIlecC BHyTpeHHero obOydeHus. [IpoexT, Ha-
[IpaBJIeHHbIN Ha GOPMHUPOBAHUE KYJIbTYPHI 00-
MeHa 3HaHWsAMH, a TakKe Ha COo3ZlaHue yCJIOBUH,
KOTOpBIE NO3BOJIAT COTPYJHUKAM MaKCHUMaJIbHO
PAacCKpHITh CBOM IOTEHLHAJ, MMOIy4YusI NIPeMUI0

1 TPM - Total Productive Maintenance, IpOou3BOACTBEHHBII U TEXHO-
JIOTUYECKHH CTaHAapT paboThl ¢ 060PYAOBAHUEM.

for managers and key specialists. The
programs help to build managerial,
planning, time management and oth-
er skills. Patra’s newest training and
development programs include TPM!
for production workers and a series of
training programs for line managers.

SABMiller RUS also pays a lot of
attention to professional growth and
employee development. Thus, the cor-
porate program Intern provides career
development opportunities for young
employees and alumni. Candidates
go through a selection procedure, af-
ter which successful candidates are
trained in the company and have to ful-
fill a project task on improving equip-
ment or a technological process. Based
on results of the project task, interns
who demonstrated the best outcomes
receive a job offer for a key position in
the production unit.

Companies are paying more atten-
tion to building communication among
employees and promoting corporate
behavior. In 2007, Tomsk Pivo orga-
nized a seminar Developing and Ap-
proving Business Ethics Rules in the
Company’s By-Laws. Based on results
of the seminar, the Code of Corporate
behavior was shaped, customer com-
munication models were built, effective
programs of behavior in conflict situa-
tions were developed, etc. Baltika im-
plemented a project aimed at involving
employees in internal training. A proj-
ect developed to create a knowledge
exchange culture and to provide con-
ditions for employees to demonstrate
their full potential received the HR-
Brand of 2007 award in the category
FMCG: food products and beverages.

! TPM Total Productive Maintenance, production and
technological standard of working with equipment

69
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«HR-Bpeng T'oga 2007» B HoMuHanuu «FMCG:
[IpoAyKTEl NUTaHUA, HATIUTKU».

KopnoparusHaa kynbrypa

Co00111eCTBO POCCUMCKUX TMTHUBOBAPEHHBIX
KOMITaHUl 00beJUHSIOT TaKXKe BHICOKHE TPebo-
BaHUA K MPOPeCCHOHATN3MY MMBOBAPOB, K BKJIA-
Ay KaXXJ0T0 COTPyAHUKA B 3pPEKTUBHOCTD OT-
JleTbHBIX MPeANpPUATUN U OTpacid B IIeJIOM.
Co103 pOCCUIMCKUX MUBOBAPOB MOOIIPAET U CTU-
MyJNUpYeT 3TOT Ipoljecc. ExxeroiHo IpoBOAUTCS
Bcepoccuiickas KoHepeHIUA TPOU3BOAUTENEH
MTUBO-6€3aIKOTOIbHOM TIPOAYKIIMY, Ha KOTOPO
obcyxaatoTcsa oblre TEHAEHIIUA U MPOGIeMBbI
B pa3BUTHUU OTpPACIH, KOMIAHUU IpesACTaBIA-
0T pe3yJIbTaThl CBOel paboThl B TeUeHHE TOAA.
Ha exerosHol TOp>XeCTBEHHOU IlepeMOHUU
CPII marpaxzaer Jy4IluX CIeUaInuCcTOB U JIyY-
mye ONpeAnpuAaTus oTpaciau. Ha mepemoHUu
2007 roza moMHMO BBICIIEHM OOIIEeCOI03HOM Ha-
rpazsl «JHTapHada 3Be3za», opAeHa «3a 3aciayru
B Pa3BUTUM MMBOBApPEHHOMN OTpaciu» U MeJanu
«JIyqmuii crierfaaucT MMBOBapEHHOM OTpacin»
BIIepBblE BPYYa/INCh ellle /Be Harpazbl. 3BaHue
«[lo4yeTHBIN paGOTHUK MMBOBapeHHO oTpac-
JIA» TIpHUCBaVBaeTCs COTPYAHUKAM ITHBOBapeH-
HBIX KOMITaHUM, HETIPEPBIBHO IIPOPabOTaBIINM
B OTpaciu He MeHee 15 JieT, 3a BKJIaZ B pas-
BUTHE OTPAC/IM, CO3/laHUe U BHeJApeHUe HOBOH
TEXHUKU U TEXHOJIOTUM, yCIEeIIHyI0 Hay4yHYIO
JlesITeJIbHOCTh, PalliOHaIN3aTOPCKUE pelleHus
U U3006peTeHusI, IPEeAJIOKEHUS 0 TTOBBIIIEHUIO
3QPeKTUBHOCTH OpraHU3aLUU MMPOU3BOJACTBA
U yIydllleHWIo KadecTBa NMpoAyKuuu u T.z. Ilo-
JeTHasa rpamMmoTa Coo3a poCcCUiiCKIX MPOU3BO-
AuTeseil MUBO-0e3aJKOTOJbHOM MPOAYKIIUU
SABJISIETCS MOOIPEHNEM 3a 3aCIyru B obJacTu
MBOBapeHus, b6e3ynpevyHoe 1 3¢GeKTUBHOE HC-
IIOJHEHHE JO/DKHOCTHBHIX obg3aHHocTel. Emne
oZfiHa exxerogHas uHuUIMaTHBa Col03a pPOCCUU-
CKUX NMBOBAapoOB, HalpaBJieHHasdA Ha pa3BUTUE
KOPIIOPAaTUBHOU KYJAbTYPHl U YKpeIIeHHe KOM-
MYHUKAIM¥ BHYTPU OTPacCiy, — KOHKYpC Ha JIy4-
Ilee KOpIiopaTUBHOE U37IaHUE.

B 2007 rogy KoMIaHuX aKTUBHO BHE/PANN
HOBBIE U COBEPIIEHCTBOBAJHU /€N CTBYIOIIUE CU-
CTEMBI CTUMY/IUPOBAHUSA pabOTHUKOB, TOOIIpe-
HUA JOCTUXKEHUM Y pa3BUTUA UHUIMATUBBL. DTU
Mephl IPUHUMAJINCh Ha OCHOBAHUU OIleHKU pa-
6OTBI COTPYAHUKOB: OT aTTECTAI[MU KBaTUUKa-

Corporate Culture

The community of Russian brew-
ers sets high requirements for the pro-
fessional level of brewing specialists
and the contribution of every employee
to the performance of individual com-
panies and the industry as a whole.
The Union of Russian Brewers encour-
ages and stimulates this process. An
All-Russia conference of Non-Alcoholic
beverage manufacturers is organized
annually. General trends and issues
within the industry are discussed at
the conference, and companies report
year-end results of their activities. URB
gives awards to the best professionals
and companies of the industry at the
annual ceremony. During the 2007
ceremony, in addition to the Union’s
highest traditional award Amber Star,
order For Achievements in Develop-
ing Brewing Industry, and medal Best
Brewing Sector Specialist, two new
awards were given for the first time.
The title Honored Brewing Industry
Employee is given to those who have
worked in the industry for 15 years
straight for their contribution to the
development of the industry, for devel-
oping and putting new equipment or
technologies into service, for produc-
tive research work, for technical in-
novations and inventions, for improv-
ing production efficiency and product
quality, etc. The Certificate of Honor
of the Union of Russian Non-Alco-
holic Beer Manufacturers is an award
to honor achievements in the brewing
industry, and responsible and effective
performance at workplace. The Best
Corporate publication is another one
of URB’s initiatives aimed at promoting
corporate culture and improving com-
munications within the sector.

In 2007, companies introduced
new systems or improved existing sys-
tems for motivating employees, and
encouraging their achievements and
initiatives. Motivational tools were ap-
plied based on employee assessment
results (from knowledge assessment
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IIMOHHBIX 3HAaHWUH 0 BHEJPEHUA KOMIUIEKCHOU
TEXHOJIOTMHU acceccMeHT-IeHTpa. PopMel 1moo-
IIPEHVS COTPYAHUKOB ObLTH perylaMEHTHUPOBaHbI
CrienaJbHBIMUA BHYTPEHHUMHU JJOKYMEHTaMHU.

B 2007 rogy koMnaHuu TpagyuLIMOHHO IIPO-
BOZAWIN KOPIIOpAaTUBHBIE IIPA3JHUKHU U CIIOPTUB-
Hble COPEBHOBAHMUA JJIf1 COTPYAHUKOB U 4IEHOB
ux ceMeil. 9 uioHs, B JleHb MMBOBapa, Ha MHOTUX
NpejIpUATHAX OTPAC/IU NPOLUIN HarpakAeHus
JIyYIINX CIIelMaJlCcTOB, YeCTBOBAaHUA BeTepa-
HOB. «[IMBOBapH: XeliHekeH» B CaHKT-[leTebypre
B 2007 rozy mposesia KOpIIOPaTUBHBIN IIpa3fHUK
«Heineken — HanmUTOK 6OrOB» U €XKETOAHYIO KOH-
depennuio «3Be3spl XeliHeKeH», HA KOTOPOH
HarpakJajuch Jy4lrie pabOTHUKY, BPYYaIUCh
[IPU3BI COTPYAHUKAM, IIPOPAbOTABIINM B KOMIIA-
Huu 6osee 10 ser.

3aboTACh O 3J0POBbE COTPYAHUKOB, MHU-
BOBapeHHbIe NpeANpPUATUA CO3LAI0T YCJIO0BHUA
AJid 3aHATUN CIIOPTOM M aKTHUBHOTO OTZbIXa
paboTHUKOB. [IporpaMMbl B HOAAEPIKKY 37,0-
poBoro o6pasa XM3HHM IOMOTAIT COTPYA-
HUKaM IMBOBAapeHHBIX KOMIAHUM CHUMAaTh
9MOIIMOHAJbHO-IICUX0JOTUYECKOEe HaIlpsxe-
HHe, a TaKXXe IO3BOJIAIOT pabOTHUKAM MOYYB-
CTBOBAaTh ce6s KOMaHZAOH, CIIOCOOCTBYIOT (HOp-
MUPOBAaHUIO €JUHOI0 KOPIOPaTUBHOIO JyXa.
KpynHble KOMIOAaHUM CTPOST COOCTBEHHBIE
CIIOPTHMBHO-030POBUTE/IbHbBIE KOMILJIEKCHI, BBI-
JeJIAI0T CpeJCTBa Ha 060pyZOBaHUE TpeHaKep-
HBIX 3aJI0B Ha NpeJIpUATUAX U T. 7. Hanpuwmep,
«bantuka» B 2007 rogy Ha KOpIOpaTUBHOH 6a3e
oTZAbIXa B mocesnke «MosozexxHoe» KypopTHo-
ro paiiona Caskt-IleTepbypra oTKpbLIa HOBBIH
CIOPTHBHO-03/J0POBUTENbHBIN IIeHTp ¢ bac-
ceilHOM, JByM: CIOpT3ajaMH, CAyHOH U CTO-
JIOBOM, OCHacTW/Ia CayHOH U TpeHaXepHBIM 3a-
JIOM CIIOPTHMBHO-03J0POBUTEIBHBIN KOMILIEKC
B Camape, obopyzsoBasa TpeHaXKEpPHBIM 3aJ
Ha 3aBoge «BanTuka-Bena». Hebosbinve mpes-
NIpUATHA KOMIIEHCUPYIOT pacXobl COTPYAHUKOB
Ha moceljeHe 6acceifHOB, CIIOPTUBHEIX KIIyOOB,
duTHeC-1IeHTPOB U T.J. HekoTopble KOMIIAHUY
PasBUBAIOT IIPOTPaMMBbl KOPIIOPATUBHOTO CIIOP-
Ta, IPOBOAAT COPEBHOBAHUA U CIIOPTHUBHBIE
npasagHuku. Hanpumep, I'pynna xoMnaHuu
Efes B Poccuu opraHu3oBaja TyPHUP 110 MUHU-
byTbOITy MEXAYy KOMaHAaMU CBOUX 3aBO/IOB.

to introduction of assessment-center
methods).

Forms of employee motiva-
tion are regulated by special internal
documents.

In 2007, companies traditionally
organized corporate events and sport
competitions for employees and their
families. On June 9, Brewer’s Day, many
companies held awards ceremonies
at which the best professionals were
awarded and veterans were honored. In
2007, Heineken Brewery in St. Peters-
burg organized a corporate holiday Hei-
neken is a Drink of Gods and the an-
nual conference Stars of Heineken, at
which the best employees were awarded
and those who worked for the company
for over 10 years received prizes.

Being concerned about employees’
health, brewing companies provide em-
ployees with opportunities to take up
sports and recreational activities. Pro-
grams aimed at promoting healthy life-
styles help employees reduce emotional
and psychological strain and promotes
team and corporative spirit building.
Large companies develop their own
sport and recreational facilities, and
allocate funds for equipping exercise
rooms on plant premises. Thus, in 2007,
Baltika opened a new sport and recre-
ation center with a swim pool, 2 gymes,
a sauna and a cafeteria in Molodyozh-
noe, a rural area of the St. Petersburg
Kurortny District. The company built
a sauna and an exercise room in the
Samara sport and recreation complex
and bought sport equipment for an ex-
ercise room at the Baltika-Vena plant.
Small companies reimburse employ-
ee costs for visiting swimming pools,
sport clubs, fitness centers, etc. Some
companies implement corporate sport
programs by holding competitions and
sport holidays. Thus, Efes Group in
Russia organized a mini-soccer tourna-
ment for teams from its plants.
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HATPAJIBI
U OTIMYHUA

AWARDS

AND DECORATIONS

Bxiaz xoMIIaHMN IMBOBapeHHOU OTpaciu
B 00OIEeCTBEHHOE pa3BUTHE HEOZHOKPATHO OT-
MeYaJICs TOCYAapCTBOM U GU3HEC-COOOIIECTBOM.
B 2007 rozy ABe TpeTV KOMIIaHUU — yYaCTHUI]
oT4eTa ObUIM HArpaXKAEHBI MEJAIAMH, AUIUIOMA-
MU, 61ar0ZlapCTBEHHBIMY [TUCbMaMU, IPaMOTaMHU
Y IpEMUAMU 3a JOCTIDKEHUA B PasIMYHbIX COLIU-
aJbHO 3HAYMMBIX 00JIacCTAX AeATeNbHOCTH. Tak,
OJWHHAJIaTh KOMIIAaHUM OTMeYeHBl 3a BKJIAZ
B OKOHOMUYECKOe pPa3BUTHE U IPOU3BOJCTBEHHEIE
yCIlexy, ceMb — 3a BKJIaJ, B COLMAJIbHOE pa3BUTHE,
YeThIpe — 3a 3KOJOTUYECKyIo 3PpPeKTUBHOCTD
U obecrieyeHre 6€30MaCHOCTH IIPOU3BOACTBA.

B 2007 roay nmuBoBapeHHBIE KOMIIaHUU
OBLIM OTMEYEHBl CAEeAYIOUMMH HarpajaMu
U OTINYUAMMU.

1. B o6sacTH 5KOHOMHUYECKOI U MIPOU3-
BO/ICTBEHHO 3¢ P eKTUBHOCTH:

¢ 3a KauecTBO IPOAYKLINY;

® 3a BKJIaJ B 9KOHOMUYECKOE Pa3BUTHE;

® 3a BHeZpeHME IIPOTPEeCCUBHBIX TEXHOJIOIUH
Y NHHOBAIIMOHHBIX PEIleHUH;

® 3a pasBuUTHE arpolpOMBIIUIEHHOTO KOMII-
JIeKca;

Brewing companies traditionally
enjoy the recognition of the business
community and government bodies.
In 2007, two-thirds of contributing
companies received medals, diplomas,
letters of appreciation, certificates of
honour and prizes for achievements in
social initiatives. Thus, 11 companies
received recognition for contributions
to economic development and pro-
duction achievements, 7 for contribu-
tions to social development, and 4 for
ecological efficiency and production
safety.

In 2007 brewing companies re-
ceived the following awards:
1. Economic and production
efficiency:
* For product quality;
* For contributions to economic
development;
* For introducing advanced technol-
ogies and innovations;
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Hnn. 19. KonuuecTrBo Harpap, MONYYEHHLIX KOMIIAHUAMU — YYaCTHULAMU O0TYETA

B 061]18CTBEHHO 3HaYUMbIX 06nacTax AEATEeNbHOCTU

Fig. 19. Number of awards received by contributing companies in important public and

social spheres.

—— 25

9
9

® 3a aKTUBHOE y4yacTHe B Pa3BUTHH NIPEJIIPU-
HUMAaTeJIbCTBA;

® Jlydlllee IpefNpUATHE;

® Jlydqmuii HaJOTOIUIATENbINIK;

® JIydImuii SKCIIOpTep.

2. B ob6gactu coumanabHOil 3¢ Pex-
THUBHOCTH:

® 3a BKJaJ B COI[MAJIbHOE MAapPTHEPCTBO;

® 3a cozzaHue 6e30IacHBIX yCAOBUU TpyZa
Y OTCYTCTBHE IIPOM3BOJCTBEHHOI'O TPaBMa-
TH3Ma;

® BJarotBopurenb Ce30Ha;

®* OpraHusanusa BBICOKOW COLMAIbHOU
3¢ deKTUBHOCTHU.

3. B o6s1acTH 3KOJIOTHH M IPOU3BOACTBEH-
HOM 6e30I1aCHOCTH:

® 3a BBICOKONPOQECCUOHANBHYIO OpraHMU3a-
I[1I0 paboTEl B 06J1aCTH IpaskJaHCKOM 060-
POHBI U 3AIIUTH HACEJIEHUs U TEPPUTOPUI
OT Ype3BBIYalHBIX CUTYalNH;

* DkoJlugep:

®* Camasa 61aroycTpoeHHas TEPPUTOPHUS
oduca.

[0 3KoHOMMKa U NPOM3BOACTBO

Economic Development
and Production

CoumanbHoe pa3BuTue
Social Development

[ 3konorus u 6e30macHOCTb

npon3BoACTBa
Ecology and Production
Safety

For development of agricultural;
For active contributions to private
enterprise;

Best company;

Best taxpayer;

Best exporter.

2. Social efficiency:

For contributions to social
partnerships;

For occupational safety and zero
work-related accidents indicators;
Donor of the season;

Enterprise of high social
efficiency.

3. Ecology and production safety:
For highly professional organiza-
tion of civil defense and protection
of the population and territories in
case of emergency;

EcoLeader:

The best developed office.

Over half of all awards and rec-

ognitions were received from federal
and regional ministries and agencies,
as well as municipalities. About a third
awards were received from business
associations and partners. Brewing
companies also have won awards from
non-profit organizations and the aca-
demic community.

Bosee moysoBUHEBI Bcex Harpaa u OTINYMH
KOMIIaHWUH IIOJYYWIN OT (l)eﬂepaf[beIX " peruo-
HaJIbHbIX MUHUCTEPCTB X1 BEAOMCTB, a TaKXKeE 006-
JIAaCTHBIX 1 MYHUIIUIIAJIbHBIX al[MI/IHI/ICTpaHI/Iﬁ,
OKOJIO TPpE€TU Harpaza — OT 6H3HEC-COO6H.[eCTBa
U IIapTHEPOB. B akTHBe KOMITaHUM eCcTb TaKXKe
Harpazpl, IIOJIy4Y€HHbIE OT HEKOMMEPYECKUX OpP-
raHU3aIul U aKkaJeMUIeCKOoro COOﬁI.HeCTBa.
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NMHOPOPMAILINA

Ob VYACTHUKAX
COLIMAJILHOTO OTYETA

CONTRIBUTOR
CONTACTS

OAO «IIuBoBapeHHas KOMIIaHUA «balTUKa».
Tox o6pasoBanwms — 1990.

[IpousBojcTBEHHAA MOIIHOCTD — 450 MJIH fail.
OcHoBHBIE 6peHZbI — «BanTHKa», «ApceHasb-
Hoe», «Carlsberg», «Kronenbourg 1664»,
«Tuborg», «<HeBckoe», «IpmuBo».
PervioHasnbHble OpeHABI — «Jl0H», «YpanTbCKUii
Macrep».

Appec: 194292, 1. CaukT-IleTep6ypr, 6-i1 Bepx-
HUU Tep., A. 3.

Crpanwura B lHTepHeTe — www. baltika. ru

OAO «bapHay/IbCKHMI TNBOBapeHHBIHI
3aBOJ».

Tog o6pazoBanms — 1882.

[TponsBozcTBEHHAA MOIIHOCTD — 7 MJIH JaJl.
OcHOBHbIe 6peHzBI — «KUTryneBckoe», «31aTo-
ropbe», «Bopcun».

Azpec: 656922, Antaiickuii kpai, bapnayi,
yi. TpakToBad, 4. 35.

CrpaHuna B VIHTepHeTe — Www. vorsin. ru

OAO «Busur».
Toz ob6pa3oBanus — 1949.
[IponsBoACcTBEeHHAA MOIIHOCTD — 2,1 MJIH Jal.

OJSC Baltika Brewery

Founded: 1990

Production capacity: 450 million decilitres
Main brands: Baltika, Arsenalnoe,
Carlsberg, Fosters, Kronenbourg 1664,
Tuborg, Nevskoe, Yarpivo; local brands:
Don, Uralsky Master

Address: 3, 6th Verkhny Pereulok, St Pe-
tersburg, 194292

Website: www. baltika. ru

0JSC Barnaulsky Brewery

Founded: 1882

Production capacity: 7.0 million
decilitres

Main brands: Zhigulevskoe, Zlatogorie,
Vorsin

Address: 35 Traktovaia Str., Barnaul, Al-
tai Territory, 656922

Website: www. vorsin. ru

0JSC Vizit

Founded: 1949

Production capacity: 2.1 million
decilitres
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OcHOBHBIE 6peHBI — «BU3UT», «PedeKc», MUH.
Boga «Hazexa», «ByTypIUHCKUM POTHUK>.
Agnpec: 442530, Tlen3eHckas o6i1., T. Ky3Helk,
yi1. OpIKOHUKNA3E, . 92.

OAO «BiaammmBo».

T'om o6paszoBanus — 1981.

[TpousBoACTBEHHAA MOLIHOCTE — 4,7 MJIH AaJl.
OcHoBHBIE 6peHABl — «Phillaph [IpUMOPHS»,
«CtygeHoe», «Kurynesckoe», «BiasnuBo».
Agpec: 690054, r. BraguBocTok, yi. 2-a lloc-
cetinag, 4. 1A.

OAO «'amMGpuUHYyC».

Tom o6pasoBanus — 1972.

[Tpou3BoACTBEHHAA MOIIHOCTD — 1,6 MJIH Aail.
OcHoBHBIe 6GpeHAB — «[aMbpuHyc», «IloTa-
mely», «VKeBcKoe», «AdpoauTa», «boapoes,
«bpaBoe», «Kurynesckoe».

Agnpec: 426053, r. VIxeBcK,

yi. CanroToBCKasd, 4. 77.

OAO «3aypanbcKue HallUTKU».

Tog obpaszoBanus — 1913.

[IponsBoAcTBeHHAaA MOIIHOCTE — 1,4 MJIH fal.
OcHoBHBIE 6peHAbI — «KypraHckoe», «3H», MUH.
BoZa «CBexecThb», «Kypranckasn».

Agpec: 640020, r. Kypras, yi. ['oppkoro, a. 3.

OAO «KaMBILIMHIUILIEIIPOM>».

T'om o6paszoBanus — 1861.

[TpousBogcTBEHHAA MOLIHOCTE — 0,5 MJIH fat.
OcHOBHO 6peH/] — «KaMBIIIUHCKOE».

Appec: 403882, Bonrorpazckas obnactb, T. Ka-
MBIIIUH, yi. CoBeTckad, 4. 27

3A0 «KopcakoBCKHil 3aBO/, TMBa U HAIIUT-
KOB «CeBepHad 3Be3/a».

T'ox o6pasoBanus — 1997.

[IponsBozacTBeHHAaa MOLIHOCTE — 0,247 MJIH Aail.
OcHoBHBIe 6peHAB — «OXOTCKOe ocoboe»,
«OX0TCKO€e TpaZAuLIMOHHOE», «OXO0TCKOe IIpe-
MHYM», «OXOTCKOE JIETKOe».

Azxpec: 693000, CaxanuHckas 06JacThb,
r. IOxno-CaxanuHck, yn. CaxanuHckad, 113.
Crpanuna B lHTepHeTe —

www. korsakovskaya. ru

Main brands: Vizit, Refleks, Nadezhda
mineral water, Buturlinsky Rodnik
Address: 92 Ordzhonikidze St., Kuznetsk,
Penza Region, 442530

0JSC Vladpivo

Founded: 1981

Production capacity: 4.7 million decilitres
Main brands: Rytsar Primoria, Studenoe,
Zhigulevskoe, Vladpivo

Address: 1a, 2nd Shosseinaya Str., Vladi-
vostok, 690054

0JSC Gambrinus

Founded: 1972

Production capacity: 1.6 million decilitres
Main brands: Gambrinus, Potapych,
Izhevskoe, Afrodita, Bodroe, Bravoe,
Zhigulevskoe

Address: 77 Saliutovskaia Str., Izhevsk,
426053

0JSC Zauralskie Napitki

Founded: 1913

Production capacity: 1.4 million decilitres
Main brands: beers — Kurganskoe, ZN;
mineral water — Svezhest, Kurganskaia
Address: 3 M. Gorky Str., Kurgan, 640020

0JSC Kamyshinpishcheprom

Founded: 1861

Production capacity: 0.5 million decilitres
Main Brands: Kamyshinskoe

Address: 27 Sovetskaia St., Kamyshin,
Volgograd Region, 403882

CJSC Korsakovsky Brewery and Soft
Drinks Plant Severnaya Zvezda
Founded: 1997

Production capacity: 247 thousand
deciliters

Main Brands: Okhotskoe Osoboe, Ok-
hotskoe Traditsionnoe, Okhotskoe Pre-
mium, Okhotskoe Lyogkoe

Address: 113 Sakhalinskaya St., Yuzhno-
Sakhalinsk, Sakhalin Region, 693000,
Website: www. korsakovskaya. ru
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000 «MaxaukaJTHMHCKWI NUBOBapEHHBIN 3a-
Bo/, «IlopT-IleTpoBCcKuii».

T'og o6pasoBanust — 2006.

[IpousBoacTBeHHaA MoUHOCTD — 0,076 MIH
JaJl.

OcHoBHOW 6penz — «[TopT-IleTpoBcKoe».
Agnpec: 367010, Pecniy6sinka JlarectaH, r. Ma-
xaukaia, np. A. CynraHa, p-H [ICK.

000 «O6beanHeHHBIE [IMBOBapHU
XellHeKeH».

Tog obpasoBanust — 2002.

[TponsBozcTBeHHadA MOIIHOCTE — 200 MJIH fail.
OcHoBHbIe 6peHABl — «Heineken», «Amstel»,
«Zlaty Bazant», «Buckler», «Edelweiss»,
«Gosser», «<BUD», «Guinness Foreign Extra
Stout», «boukapes», «I[I1T», «OxoTa», «Tpu
MeJBess .

Azpec: 196105, r. Cankr-Iletepbypr, yi. Tenb-
MaHa, A. 24.

Crpanuna B lHTepHeTe —

www. heineken. com

3A0 «ITMHO».

Tox o6pasoBanus — 1973.

[IponsBoACcTBEHHAA MOIIHOCTE — 2,2 MJIH AaJl.
OcHoBHBIe OpaHAB — «HoBOpoccuiickoe»,
«HoBopoce».

Agppec: 353920, KpacHogapckuii kpa, r. Ho-
BOPOCCHUICK, y/1. KyHuKOBa, A. 45.

Crpanuna B lHTepHeTe:

WWW. NOVOross-pino. ru

3AO «IIpuasosckaa baBapua».

Tox obpaszoBanms — 1861.

[IponsBozcTBeHHadA MOIIHOCTE — 0,9 MIIH Aai.
OcHOBHbIE OpeHBI — «A30BCKOE», «BOCTOPI»,
«KemuyxunHa IlpnasoBea», «Kurynesckoe»,
«/BaH [Noaay6HbI», «KOHKypeHT», «Kyausap»,
«JlerengapHoe», «MOCKOBCKOE».

Anpec: 356680, KpacHozapckuii kpai, I. Eiick,
yi. JlenvHa, f. 22.

Makhachkalinsky Brewery Port
Petrovsky, LLC

Founded: 2006

Porduction capacity: 76 thousand decilitres
Main brands: Port Petrovskoe

Address: DSK District, A. Sultana Lane,
Makhachkala, Republic of Dagestan,
367010

Heineken Breweries, LLC

Founded: 2002

Production capacity: 200 million
decilitres

Main brands: Heineken, Amstel, Zlaty
Bazant, Buckler, Edelweiss, Gosser, BUD,
Guinness Foreign Extra Stout, Bochkarev,
PIT, Okhota, Tri Medvedya.

Address: 24 Telman St, St Petersburg,
196105

Website: www. heineken. com

CJSC PINO

Founded: 1973

Production capacity: 2.2 million
decilitres

Main Brands: Novorosiyskoe, Novoross
Address: 45 Kunikova Str., Novorossiisk,
Krasnodar Territory, 353920

Website: www. novoross-pino. ru

CJSC Priazovskaia Bavaria

Founded: 1861

Production capacity: 0.9 million decalitres
Main brands: Azovskoe, Vostorg, Zhem-
chuzhina Priazovia, Zhigulevskoe, Ivan
Poddubny, Konkurent, Kudiiar, Legend-
arnoe, Moskovskoe

Address: 22 Lenina Str., Yeysk, Krasnodar
Region, 356680
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000 «CABMwuiep PYC».

T'om o6pasoBanms — 1998.

[TpousBoACTBEHHAA MOIIHOCTD — 60 MJIH JaJ.
OcHOBHBIE OpeHABH — «3o0y0Tasg bouka»r,
«Pilsner Urquel», «Miller Genuine Draft»,
«Velkopopovicky Kozel», «Redd’s», «Peroni
Nastro Azzurro», «Holsten», «Tpu BoraTeips».
Anpec: 127006, r. MockBa, ya. Manasa /imu-
TPOBKa, A. 20.

Crpanuna B lHTepHeTe —

www. sabmillerrus. ru

OAO «CAH Nubes».

Tom o6pasoBanms — 1999.

[TpousBoACcTBEHHAsA MOUTHOCTD — 216 MJIH faJ.
OcHoBHbIe 6peHAB — «Stella Artois®»,
«Brahma®», «Beck’s®», «Hoegaarden®»,
«Staropramen®», «KiuHckoe®», «Cubupckas
KopoHa®», «TUHBKODD», «T», «TomcTAK®»,
«BomxaHUH®», «[Iukyp®», «[IpeMmbep®»,
«Pudeii®», «[IlepMmckoe rybepHcKoe®», «Uep-
HUTOBCKOE®», «Tamnep®», «Poranb®».
Azpec: 121614, r. Mocksa, ya. Kpeinarckas,
4. 17, cp. A.

Crpanuua B MIHTepHeTe — www. suninbev. ru

OAO «CTaBpOIIOJbCKMU NHUBOBAapEeHHBIN
3aBOJ».

T'ox o6paszoBanus — 1888.

[IpousBoACTBEHHAA MOLIHOCTD — 2,1 MJIH Jajl.
OcHoBHBIE 6peH/IBI — «['yOepHCKOe», «30I0TOM
KOJIOC», «AHTOH ['py6u».

Anpec: 355012, r. CraBpornoJb, yia. Criapraka,
a. 19.

Crpanuna B llHTepHeTe —

www. stavropolpivo. ru

OAO «IIuBOBapeHHBIH 3aBOJ, «CBIKTBIB-
KapCKH».

Tox o6paszoBanmsa — 1993.

[IponsBoacTBeHHadA MOIIHOCTE — 0,9 MIIH Aai.
OcHoBHBIe 6peHbI: «CHIKTHIBKAPCKOE», «[[UBKO».
Appec: 167983, Pecrybnuka Komu, r. CBIKTBIB-
kap, OKTAOpbCKUIA TIp., A. 123.

Crpanuna B lHTepHeTe —

www. syktyvkarpivo. ru

SABMiller RUS, LLC

Founded: 1998

Production capacity: 60 million deciliters
Main Brands: Zolotaya Bochka,» Pil-
sner Urquel «,» Miller Genuine Draft»,»
Velkopopovicky Kozel «,» Redd’s «,»
Peroni Nastro Azzurro «,» Holsten «, Tri
Bogatyrya

Address: 20 Malaya Dimitrovka, Moscow,
127006

Website www. sabmillerrus. ru

0OJSC SUN InBev

Founded: 1999

Production capacity: 216 million
decilitres

Main brands: Stella Artois®, Brahma®,
Beck’s®, Hoegaarden®, Staropramen®,
Klinskoe®, Sibirskaia Korona®, Tolstiak®,
T, Tinkoff, Volzhanin®, Pikur®, Pre-
mier®, Rifei®, Permskoe Gubernskoe®,
Chernigovskoe®, Taller®, Rogan®.
Address: 17A Krylatskaia Str., Moscow,
121614

Website: www. suninbev. ru

0OJSC Stavropolsky Pivovarennyi
Zavod

Founded: 1888

Production capacity: 2.1 million
decilitres

Main brands: Gubernskoe, Zolotoi Kolos,
Anton Grubi

Address: 19 Spartaka Str., Stavropol,
355012

Website: www. stavropolpivo. ru

0JSC Syktyvkarsky Brewery

Founded: 1993

Production capacity: 0.9 million
decilitres

Main brand: Syktyvkarskoe, PivKo
Address: 123 Oktiabrsky Lane, Syktyvkar,
Komi Republic, 167983

Website: www. syktyvkarpivo. ru

77



11 | MUHchopmauuma 06 yHacTHUKAX COLUANBLHOMO OTYETa

78

OAO «Tomckoe mUBO».

Toz ob6pa3oBanus — 1884.

[IponsBozcTBeHHAA MOIIHOCTD — 20 MJIH Jal.
OcHOBHbIe O6peHzbI — «BosIbIIIoe TUBO», «Kprorep».
Azpec: 634028, r. Tomck, yn. MOCKOBCKUI
Tpaxkr, a. 46.

Crpanuna B MHTepHeTe — www.tomskbeer.ru

I'pynna komnanuii Efes B Poccun.

Tox o6pasoBanusa — 1999.

[IponsBozcTBeHHadA MOIIHOCTE — 200 MJIH fajl.
OcHoBHbIE 6peHAbI — «Ddec», «CTaphlii MeJb-
HUK», «AMcTepzaM Hasurartop», «CoOKOJI»,
«benbiii Measeab», «baBapus», «3maTonpa-
MeH», «Sol», «KpacHbIli BocTok», «ConoZ0B»,
«Ak Bapc», «<boremckoe», «Green Beer», «Ep-
mrcToe», «[lomaei HokayT».

Azpec: 113546, r. MockBa, yi. Ilogoabckux
KypcaHTOB, IIpom3oHa buproneso, z. 28-A.
Crpanuna B llHTepHeTe —

www.efesrussia.ru

0JSC Tomskoe Pivo

Founded: 1884

Production capacity: 20 million decilitres
Main brands: Bolshoe Pivo, Kriuger
Address: 46 Moskovsky Trakt Str., Tomsk
Website: www.tomskbeer.ru

EFES Group of companies in Russia
Founded: 1999

Production capacity: 200 million decilitres
Main brands: Fees, Stary Melnik. Am-
sterdam Navigator, Sokol, Bely Medved,
Bavaria, Zlatopramen, SOL, Krasny
Vostok, Solodov, Ak Bars, Bogemskoe,
Green Beer, Ershistoe, Polny Nokaut
Address: 28A Promzona Biriulevo, Po-
dolskikh Kursantov Str., Moscow, 113546
Website: www.efesrussia.ru
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AHKeTa uuTaTensa

YBa)kaemble yuTaTem!

BaiteMy BHUMaHUIO GBLI MpeJCTaBIEH YeTBEPTHIM COIMAMbHBINA OTYET ITMBOBAapEeHHOU oTpacau. Ham
Ba)XHO 3HATh Balle MHeHUe 0 HeM. OT3BIBH U IPeJJIOXKEHUA IOMOTYT HaM YIy4IIUTh KAa4eCTBO OTYET-
HOCTH. MBI OyZieM Tpr3HaTENbHBI, €CJIU BBl OTBETHTE HA BOIIPOCH! HAIIIEH aHKETHI.

IoXanyncra, yYKaXKuTe, K KaKo rpynie 3auHTEPECOBAHHLIX CTOPOH Bbl OTHOCUTECH:
CompyOHux nusosapeHHol KOMNaHUU

Jenosotll napmHep nusosapeHHOU KOMNaHuu

AxyuoHep

HHsecmop

ITompebumens

IIpedcmasumens edepanbHbix 0p2aHos 20cy0apcmseHHol sracmu
Ilpedcmasumens pe2uoHanbHLIX 0P2aHO8 20CydapcmseHHol sracmu
IIpedcmasumens 6usHec-accoyuayuu

IIpeocmasumens HekomMMepUuecKol op2aHu3ayuu

IIpedcmasumens CMHU

Jkcnepm

Apyeoe

ooooooooooon

Hoxanyncra, oLeHUTe OTYET MO CeAVIOLUM KPUTEPUAM:
CyuecTBeHHOCTb U 3HAUUMOCTb [TPEZi0CTABJIEHHOW HPOPMaLUmn

O Omauuno 0O Xopowo [ Yoosnemsopumensto [ HeydosnemsopumenbHo
JloCcTOBEPHOCTb U 06BEKTUBHOCTD

O Omauuno 0O Xopowo [ Yoosnemsopumensvo [ HeydosnemsopumenbHo
[Tonxora undopmauumn

O Omauuno O Xopowo [ YoosnemsopumensHo [ HeydosnemsopumenbHo
CTpPyKTypa U CTWUIb U3N0XKEHUA

O Omauuno 0O Xopowo [ Yoosnemsopumensto [ HeydosnemsopumenbHo
Odopmnenue oryeTa

O Omauuno O Xopowo [ Yoosnemsopumenvto [ HeydosnemsopumensHo

Moxanyncra, OTMETbTE pa3fenbl, KOTOPbIE MOKa3aAUCh BaM Haubonee UHTEPECHLIMU:
0 uemsepmomM coyuanbHOM omyeme NUBOBAPEHHOLU ompaciu

OcHosHble HanpasneHus pabomsl CPII 8 2007 200y

Paszsumue ompacnu 8 2007 200y: 0CHOBHblE MeHOEHYUU U pe3yAbmamsl

Bxnad ompacnu 8 pazsumue 3KOHOMUKU CMPAHDbI

Kauecmso npodyxyuu

JIxonoeuvecKue npoepammbl

dopmuposaHue Kyabmypsl U OMBEMCMBEHHO20 OMHOWEHUA K nompebieHul nusa
EnazomsopumensHble coyuanbHble NpO2PAMMbl

BHympeHHAA coyuanbHaa noaumuKa

Ooooooood

Ha Bam B3rnaj, Kakue TeMbl HE06X0AUMO BKIIOUUTbL B MATLIN COLUANbHBLIN OTUYET MUBOBA-
PpeHHoOM oTpacnu?

Banin xoMMeHTapuu

Bosbiioe criacu6o!
3anoTHEeHHYIO aHKeTy MOXHO OTIPaBUTh IO azgpecy: 119021 r. Mockaa, yi. Pocconumo, 7, oduc 408.
Ten./daxc (499) 245-50-01; 245-71-54; 246-05-67, e-mail: info@beerunion.ru
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Questionnaire of the reader

Dear Reader!
You have read the Fourth Brewing Industry Social Report. Your opinion is very important to us.
Comments and suggestions will help us improve reporting. We shall be grateful, if you agree to fill out our
questionnaire

Please, indicate the group of interested parties you belong to:
Brewery employee

Business partner of a brewing company
Shareholder

Investor

Consumer

Federal authorities

Regional authorities

Business association

Non-profit organization

Mass media

Expert

Other.

Oo0oOoooooooono

Please, provide your opinion of the report:
Relevance and importance of information

[0 Excellent [ Good [ Satisfactory [ Unsatisfactory
Reliability and objectiveness

[0 Excellent [ Good [ Satisfactory [ Unsatisfactory
Exhaustive information

[0 Excellent [ Good [ Satisfactory [ Unsatisfactory
Outline and style

[0 Excellent [ Good [ Satisfactory [ Unsatisfactory
Text presentation

[0 Excellent [ Good [ Satisfactory [ Unsatisfactory

Please, indicate which sections of the report you found most interesting:
About the Fourth social report of the Brewing industry

General guidelines in the activities of the Union of Russian Brewers in 2007
Development of the industry in 2007: basic tendencies and results

Contribution of the Brewing companies to the development of the economy of country
Quality of the products

Ecological programs

Formation of the culture and responsible attitude to beer consumption

Beneficent social Programs

Domestic social policy

Oooooooooag

What aspects should be included in the fifth brewing industry social report?

Comments

We appreciate your help!
Please mail completed questionnaires to the following address: 408 office, 7, Rossolimo street, Moscow,
Russia, 119021. Tel. /fax (499) 245-50-01; 245-71-54, 246-05-67, e-mail: info@beerunion.ru





