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Komnanusa Heineken pa6otaet Ha poccuincKom pbiHKe ¢ heBpans
2002 r., korpa KoHuepH Heineken N.V. npuo6pen nepeblit
3aBo B P® — 000 «BpaBo UHTepHewHn» B CaHKT-MeTepbypre
(c 1 mapta 2003 ropa — 000 «luBoBapHaA XeifHeKeH»).

No3xe k KomnaHuu npucoegMHMNKCD ele AeBATb POCCUIMCKUX
npeanpuaTuit. B 2009 r. ABe NnMBOBapHM Gbinn nepeKBannpuLm-
POBaHbI B LLEHTPbI AUCTPUOYLUU.

bpeHp Heineken, Ha3BaHHbIi B 4eCTb ceMbyu OCHOBaTesen
KoHuepHa — Heineken, MOXHO HaliTM NpaKTMYeCKM B N11060i
cTpaHe Mupa. bpeHp ABnsAeTcA caMbiM NPUOLUILHBLIM B MUPOBOM
Knacce npemuym. Bcero Ha npegnpuatuax Komnanum Heineken
B Poccuu npoussoauTtca nmeo 28 mapok.

OnepauuoHHble komnaHuu Heineken no Bcemy Mupy cnepyior
NpUHLMNAM YCTOYUBOro Pa3BUTMA GU3HECA HA AONTOCPOYHON
OCHOBe. 3TU NPUHLUNbI 6A3UPYIOTCA HA TPEX OCHOBHbIX
ueHHocTAx KomnaHum: ctpemneHune K KauecTBy, OTBETCTBEHHOE
notpe6netue npoaykuuu Komnanum, 6epexHoe oTHoweHue

K OKpYKalolLei cpefie U yBaXKeHe NHTepecoB 06LLecTBa, B KOTO-
pom Mbi XXuBem u paboraem. C 2010 r. Komnanua Heineken

B Poccum npuHuMaet yyactue B MeXXAYHapoOAHON Nporpamme
KoHuepHa Brewing a Better Future («Bapum nuso — co3zpaem
GyayLuee») no ycroifunBomy pasBuTuio 6usHeca. B kauectse
JONrOCPOYHOM Liei 3TON KOMNIEKCHOW MHULMaTUBbI KomnaHua
Heineken onpepenuna poctuxkeHue craryca camoro «3eneHoro»,
TO eCTb CaMOro COLMaNbHO OTBETCTBEHHOr0, NPOM3BOAUTENA
nusa B mupe K 2020 .
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BcTynuresibHOE C/I0BO

Bapum muBo - co3zgaem
ovaviuee. Ilpucoeaunsiirecn!

lMpepnaraem Bawemy BHUMaHMIO BTOPOi OTYET N0 yCTOMYMBOMY Pa3BUTHIO
Komnanuu Heineken B Poccuu. 3peck npepcTaBneHsl pesynbtatsl paboTel
B 2010 ., @ TaK}Ke HalM niaHbl Ha ByAyLmMid nepuog,.

HecmoTps Ha Bce TpyAHOCTY, nepexuTble Hamu B 2010 ., Mbl He OTCTYNUN
OT CBOWX N/IAHOB MO peanun3al MHHOBALMOHHOM KOPMopaTUBHOW CTpa-
Teruu ycTolMuMBOro pa3BnTHsA C NoMoLLbio mporpammbl Brewing a Better
Future («Bapum nuBo — co3paem Gyaylueey). PaccuntaHHas Ha npepcTo-
Allne AecATb 1eT, OHa Gbina pa3paboTaHa U BHE[PAETCA B KOMMNAHUAX
KoHuepHa Heineken ueHTpanusosaHHo no Bcemy mupy. Crpaterus npe-
AYCMaTpMBAET MaKCMMaJIbHOE COKPaLLeHNe HeraTUBHOTO BIUAHNA NPOU3-
BOACTBEHHOII fieATenbHocTM KoMnaHuy Ha oKpyxKatollyio cpepy

C OAHOBPEMEHHBIM Y/yYLEHNEM YCII0BUI XU3HE[eATENbHOCTU COTPYAHN-
KoB 1 06wecTBa. Jloau, nnaHeTa, NpubbIIL — TaKOBbI HALIM FNaBHbIE NPU-
OpUTETHI, KaK U MPUOPUTETHI KX 40i1 COLMANBHO OTBETCTBEHHOI

KOMMNaHnu B HalWu OHKU.

Ycnexu mexgyHapogHoro KoHuepHa Heineken N.V. B gonrocpoyHom c6a-
JIAHCMPOBAHHOM Pa3BUTUM CBOETO GU3HECa 3a CYET HenpepbIBHbIX MHHOBA-
Lnit noay4nnn npusHaHue Bo Bcem mupe. B ceHTabpe npownoro roga
peBONOLMOHHaA MHMLMaTMBA KoHLepHa B 061acTi obecneyeHns 1 nnaHu-
poBaHUA YCTONYMBOrO NPOU3BOACTBEHHOTO NpoLecca B Cbeppa-JleoHe
Oblna oTMeyeHa Harpagoi «Muposoii busHec n Passutuey, npucyxaae-
moii Mporpammoit Passutus O0H. Takike G110 NOATBEPKAEHO YNEHCTBO
KoHuepHa B npecTumxHoM cnucke komnanuit FTSE4Good. B koHue 2010 T.
O00H npurnacuna KoHuepH cTaTb MHayrypaLuyoHHbIM Y€HOM rpymnmbl
Global Compact LEAD, cocTosLeit U3 npesnpuaTuii-nuaepos B 061acTy
YCTOYMBOrO Pa3BUTHA, CTABALLMX HOBbIE BbICOKWE MNAHKM 15 APYTUX

KOMNaHW.

0AHaKo NOMUMO NPUHATIA aMOULMO3HBIX Lieneit n onpefeneHns 0CHOB-

Hbix nokasateneit apdekTuHocTu (KPIs) Ham ocTaeTcs caenats elye MHoO-
roe. Mbl npekpacHo NoHMMaeM, YTo /15 NpeBpaLleHns Halwelt hunocodun
B peasibHble AeiCTBUSA Mbl JOMKHbI CAENATb NPUHLMMLI cTpaTerun Brewing

C yBaxeHuem,

Moc Ban aep Bypr
Butie-nipesnaeHT

a Better Future («<Bapum nuBo — co3paem byayliee») HeoTbemaeMoi Yac-
Tbio Halwero 6usHeca. [lpyrumu cnoBamu, 3TM NPUHLMUMbI LOMKHBI BOATH

B Halll KOPMOPATMBHbI TeHETUYECKUIT KO, U3MEHUTb HaLly MEHTaNbHOCTb,
TO, KaK lyMaem v noctynaem.

BoBnieyeHue B 3TOT npoLiecc Bcex 3aMHTepeCoBaHHbIX CTOPOH U NapTHEpOB,
C KOTOPbIMM Mbl paboTaeM, ABNAETCA COBEPLIEHHO ECTECTBEHHBIM LIATOM.
Nx B3rnapbl Ha TO, KaK Mbl NPOABUraeMcs BNepes 1 rae noka Hefopabatsi-
BaeM, OKa3ain HaM HeOLLeHUMYI0 MOMOLLb NP ONpeAeneHnm Hallero
HOBOro N0AX0Aa K yCTON4MBOMY pa3BuTuio. IMeHHO pacTylyee B3aumo-
AeCTBMe C HALWNMW 1eI0BbIMM NapTHEepaMy, HenpaBUTeIbCTBEHHbIMI Opra-
HWU3auWAMK, NOTPEOUTENAMM U COTPYAHNKAMM, @ TaKKe perynsapHas
o6paTHas CBA3b C HUMU NO3BOJIAIOT HAM YCMELWHO NPOLBUraThCA BEPEe.
Mbl xoTM no6narofapuTh BCeX BaC 3a TO, YTO Bbl MOLWJIM MO 3TOMY MyTH
BMeCTe C HaMU, U HafieeMcsl Ha o6Lme ycnexy B NpeAcToAlLMe AecATb neT
Halel COBMECTHOI paboThl.

Kak npo3payHblii 1 coManbHO OTBETCTBEHHbII OU3HEC, Mbl CTPEMUMCS MaK-
CMManbHO MOHO MHHOPMUPOBATL CBOMX COTPYAHUKOB U WMPOKYIO 00Le-
CTBEHHOCTb O CBOMX [LOCTUKEHUSAX B 061aCTW YCTOIYNBOrO pa3suTus. Bot
noyemy Mbl FTOPAUMCS BO3MOXHOCTbIO NpefCcTaBnUTb BTOPoi OTYeT no ycToii-
umusoMy pa3suTuio KomnaHuu Heineken B Poccuu, KoTopblii pacckasbiBaeT

0 pe3ynbTaTtax Hawein gesTenbHocTu B 2010 1. M uensx Ha 6ankaiime rogbl.
Yeunus, npegnpuHumaemsle Haweit Komnanueit B Poccuu, 3gecb MOXHO
VBUAETb B 06LLEMUPOBOM KOHTEKCTE, CPABHMB WX C NOJOOHBIMY MHUALMATU-
BamMu nogpasgeneHuit Heineken B gpyrux cTpaHax u nony4ns 06beKTUBHYIO
rn06anbHyYI0 KapTUHY.

YcToitunBoe pa3BuTe — HOBOe NoHATUE B Poccun. YuuTbiBas HefoCTaToK
COOTBETCTBYIOLLEl 1E/I0BOI MPAKTUKN 1 HU3KYIO OCBEAOMIEHHOCTb 06LLe-
€TBa, 06MEeH NnepeAoBbIM OMbITOM 3[1eCh YPE3BbIYANHO BaxeH. Mbl UCKpeHHe
Hapeemcs, 4to otyeT KomnaHuu Heineken B Poccuu okaxeTcs nonesHbim
ANA TeX U3 BaC, KTO TaKKe He BUAUT HUKaKNUX MPOTUBOPEYNIA MEX LY NHTE-
pecamu 613Heca, 3a60Toil 0 NIAAX U 3aLWMUTOI NPUPOALI. Mbl 1 HaLWK KO-
nerv bynem pagpl ycablwath N0Oble BaLM 3aMeyaHns, OTBETUTD Ha Jlobble
BaLUM BOMPOCHI 1 OKA3aTb BaM JI0OYI0 MOCUIIbHYIO MOMOLLb.

o CbI/IHaHCOBbIM BOITpOCaM

dumutap Anekcues

[IpesuaeHTt

Oruer 06 ycToiuns v KoMmmaunm
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«[MuBoBapHs XeiiHeKeH», CaHKT-TNeTepbypr

«Cubupckas MueosapHs XeltHeKeHy», HoBocubUpcK
n «Komnanua MUT», Kanunuurpag

Komutet 3koHoMM4ecKoro -
pasBMTMA, NPOMBILINEHHOM Hf
NOJIMTUKU U TOProBJIN COB-
mecTtHo ¢ fopoackum Komu-
TeToM npochcoro3a
pa6orHukoe ANK P® Harpa-
avn punnan «lMusosapHa
XeitHeKeH» pMNNOMOM

3a CTpaTeruio pa3sBuTuA

1 BHeJ\peH1e COBPEMEHHbIX
TexHonorui. B 2010 r.

Ha unuane «MusoBapHa
XeitHeKeH» Hayanocb BHEA-
peHue 6onee 20 MHBECTULMU-
OHHbIX MPOEKTOB,
6ONbIIKMHCTBO, U3 KOTOPBIX
HanpasNeHo Ha MOJEepHU3a-
LMI0 CyLiecTBYIOLEro 060-
PYAOBaHUA, ONTUMMN3ALMUIO
TEXHONOrMYECKUX NpoLec-
COB, CHMXKEHUE NPOU3BOA-
CTBEHHbIX U3Ji€PIKEK,

a TaKKe nosbiweHue 6e30-
NacHOCTM, OXPaHY OKpY>Kato-
e cpepbl U 3KONOruu.
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C ToproBbIMM NapTHepamm i
npeanpuATUIA 3aKI0YEHbI

Coraamenmne

«CornaweHus o NPUHATUM
RONONHUTENbHbIX Mep

N0 KOHTPOJIIO COGNI0OAEHUA =
33aKOHOAATeNbHOr0 3anpeTa
Ha NPoAaXy NMBA HecoBep-
WeHHONeTHUMY. Jluua
mnaawe 18 net HUKorpa

He paccmatpusanucb Komna-
Hueit Heineken B KayecTse s
uenesou ayautopum. Mopnu-
CaHue COrnaweHui rapaHTm-
pyeT NnpuBepXKeHHOCTb
napTHepoB NpeAnpuATUA
BbICOKUM NPUHLMNAM COLMU-
aNbHO OTBETCTBEHHOM MeX-
AYHapOAHON KOpRopauuu.

B 2010 r. ucnonHunocb
100 net co AHA OCHOBaHUA
nuBoBapHu «KomnaHus
NUT», koTopas 6b11a nocT-
poeHa B 1910 r. noa Ha3Ba-
Huem Koénigsberg Brauerei in
Dewau. Takxe pununan
noJiy4Yun BbICIIYIO HAarpaay
Cot03a poccUiiCKMX NUBOBa-
poB «3a pa3BuTue NUBO-
JIKOrONIbHOW 0TPac/yn

«MuBoBapHs XeliHekeH baikan», UpkyTck

«MNatpay, EkatepuH6ypr

«AMYP-MUBO, XabapoBck

CoTpyAHUKM NPUHANM Y4ACTHE B LUMPOKO U3BECT-
HOM 06pa30BaTeNIbHOM 3KOJIOrMYECKOM NPoeKTe
npeanpuaTua «Yucroie 6epera baitkanay. B pam-
Kax MeponpuATHiA COTPYAHUKN NPU3bIBANIU MECT-
HbIX JXUTeNew U rocTen perMoHa y4acTBoBaTh

B nporpamme no c6opy mycopa Ha Capaiickom
nnsxe (ocTpoB 0NbX0H), a TaKkxe UH(OPMUPO-
BaJIM UX 0 HE06X0AUMOCTU GepeXKHOro OTHOLEHUA
K OKpY)KaloLueil cpefie BO BpeMsA 0TAbIXa

Ha npupoge.

«Bonray, Huxknuit HoBropopg

Mpeanpuatne opepxano
no6eay B ropoACKOM KOH-
Kypce «Moii ropop, — mo#
AOM» B HOMUHaLuM «Jlyu-
LIAA TEPPUTOPMA NPOMBbILL-
JIEHHOT0 NPeANpUATUAY.

B kauecTBe npeumyLiecTBa
YUYUTLIBANIUCD TaKue ak-
TOpbI, KaK YpoBeHb 6n1aroyc-
TPOWCTBA TEPPUTOPUH, ee
03eJIeHeHus, CAaHMTapHOro
COCTOAHUA U T. fi.

th

AMITAOM

B aeHb ropopa COTPYAHUKU NPUHANK
yyYacTue B NpasgHUYHOM LUECTBUM, NPO-
AEMOHCTPUPOBAB ropoXKaHaM 1 rocTam
XabapoBcKa npumep COBpeMeHHOro
TeXHUYECKOro OCHALLEHMUs, NPOAYKLMIO
BbICOKOT0 KaueCTBa U CMJIOYEHHOCTb
CBOEro Ko/leKTuBa. lllecteue gonon-
HWJI0 CNNUCOK 3aBOACKUX MEpPONpUATUIA,
npuypoYeHHbIx K 50-neTHemy ro6uneio
NpeanpUATUA: TOPIKECTBEHHOE OTKPbI-
THe HOBbIX CUJIOCOB, HarpaXKAeHne
NOYeTHbIX COTPYAHUKOB 3aBOAA,

a TaK3Ke OTKPbITUE BbICTAaBKU UCTOPU-
YECKUX 3KCMOHATOB U T. .

"

«Cnbupckas MueosapHs XeitHekeHy», HoBocubUpCK

NHBeCTULMOHHDIN CoBeT Npu ry6epHa-
Tope Huxeropoackoit o6nactu npu-
CBOMJI NPOEKTY «PeKOHCTpYKuMA
nMBOBapeHHoro 3aBoaa «Bonra» cra-
TYC «NPUOPUTETHOrO MHBECTULIMOHHOTO
npoekTa Hueropoackoii o6nactu».
Mpu paccMoTpeHNM 3aABOK YYUTLIBANCA
YPOBEHb 3KOHOMUYECKOM 3(hheKTHB-
HOCTH, GIOAYKETHOW 1 COLUANBHON
cTabunbHocTy.

3anyck B pa6oTy yHUKanbHOIA 3Heproc6eperato-
weit KotenbHou. KoTenbHasa HOBOro NoKoneHus,
CKOHCTPYMPOBAHHAA N0 NOCNEAHUM TEXHUYECKUM
TeHAEHUUAM, NO3BONAET CYLIECTBEHHO COKPaTUTD
norpe6seHue rasa, u, Kak cneacTeme, BbI6PoCcoB
€0, B atMocchepy. Kpome Toro, ycoBepiueHCTBO-
BaHHaA cMCTeMa BOLONOArOTOBKU U Gonee
3ch(heKTMBHAA cMcTeMa NOBTOPHOrO MCMOJ1b30Ba-
HUA BOAbI 3HAYUTENILHO COKPATUIN €€ PAcXop

Ha npeanpuAaTUM.




«BapuMm nuBo —
co3faeM byayiee»:

Ha NYTHU K YCTONYMBOMY pPa3BUTHIO
Ou3Heca

3eJieHblii — LBeT COLUa/IbHOM OTBETCTBEHHOCTH OH3Heca

Cei4ac yKe NPAKTUYECKU HUKTO B MUPE Cepbe3HO He 0CMapuBaeT rmbenbHOCTb NOCNEACTBUI HEKOHTPOIMPYEMOro
3KOHOMWYECKOro pa3sBUTMSA, NPUHOCALLErO B JKepTBY AONrOCPOYHbIE MHTEPECHI YENI0BEYEeCTBa B NOroOHe 3a Hemep-
neHHoW BbIrofoii. Mo6anbHoe notensneHue, NPOMbILINIEHHOE 3arPA3HEHME OKPYKAIOLWe Cpeabl, UCTOLLEHUE Npu-
POAHBIX PeCypCoB, HEAOCTAaTOK NPeCcHon BoAbl, 6eHOCTb 1 06LIeCTBEHHOe HEPAaBEeHCTBO BCe B 6oblueil CTeneHu
YrPOXKaloT CaMoMy CYLECTBOBAHMIO HALLEN LUUBMAU3ALUM, U ee Gyayluee B NOJSIHOW Mepe 3aBUCUT OT TOro, KaK Mbl
CNPaBUMCA C 3TUMU BbI30BaMU B NPEACTOALLME rofbl.

MuBOBapeHHas NPOMBIWIEHHOCTb TaKXKe CTaJIKUBAETCA CO CBOMMM crneunduyeckumu npobnemamu, KotTopble e
Heo6Xx0AMMO NMOCTOAHHO pewaTtb. B Mx uncne — PUCK 310ynoTpe6AeHNUA aNKOroNeM HaWMUMKU NOTpebUTenaMu U Ta
ponib, KOTOPYIO UrpaeT Hala NPOAYKLUMA B XKU3HM o6wecTsa. Mpyu noTpe6neHnn B ymMepeHHbIX f03aX NUBO ABNAETCA
YacTblo 340pOBOro 06pasa XuU3HHM, TPagUUMeil, YXoaaLLei rY6OKMMU KOPHAMU B YeNIOBEYECKYI0 UCTOPUIO U KYNb-
Typy. OAHAKO NUBO TaKXKe MOXKET 0Ka3aTb HEraTUBHO BJINSIHME, €C/IU OHO YNOTPe6NAeTCA B Ype3MepHOM KonndecTee
1 B HENOAXOAALLMX ANSA ITOrO CUTYALUAX.

CEDIIY
nMUBO —
co3aeM
oyaywee!

CaMbIi «3eneHbIn»
npou3BoauTeNb NMBA
B MUpe

Ynyuwarb

YPOBEHb HEeraTMBHbIX
nocneacTeumn
ReATeNbHOCTH
Komnanuu
ANA OKpYKaloLwen
cpeabl

«3eneHbin» | «3eneHaa»
nuBOBap KoMMepuus

B anpene 2010 r. KomnaHus Heineken npeacTasuna obuwecTBeHHOCTH
CBOI0 HOBYIO cTpateruto Brewing a Better Future («Bapum nuso —
co3paem Oypylueey). ITa KOMMIEKCHAs BceobbeMoLWas nporpamma
YCTOWYMBOrO Pa3BUTUs Halero 6U3Heca OTpaXkaeT BUAEHME TOrO, KaKOoro
OyAVLLEro Mbl [LOCTOMHbI M KakK Ham ciefyeT ero co3aaeath. Peannsayus
cTpaTeruu no3BoauT Hawei KomnaHum coBMECTUTL CTPEMIIEHNE OCTa-
BaTbCs CUNbHBIM U (GUHAHCOBO YCNELWHbIM GU3HECOM C TO KOHCTPYKTUB-
HOI1 POJIbto, KOTOPYIO Mbl XOTUM UFPaTh B KM3HM 00LLECTBa.

DonrocpoyHas uenb Heineken — cTaTh CaMbIM «3€/1€HBIMY, TO €CTb CaMbIM
COLMabHO OTBETCTBEHHbIM, TPOU3BOAUTENEM NBA B MUPE. [l Hac 3TO
03HAYaeT NPUHATUE MIAHOB U MHBECTULMOHHBIX 00A3aTENLCTB HA AOTUE
roAbl Biepes Kak B 061aCT 0XpaHbl OKPYKaloLWei cpesbl, TaK U B KU3HM
00LeCTBa 1 HALWKX COTPYAHUKOB, a TaK3Ke B Chepe COTPYLHMYECTBA

C HalMMW NAPTHEpPaMU U efMHOMbILWNeHHUKaMK. 0TCloAa CiepyoT Tpu
TNaBHbIX NTPUOPUTETA, CHOPMYSIMPOBAHHBIX B CTPATETMU YCTOMYMBOTO pas-
BuTUA Heineken:

¢ CHMXKaTb YpOBEHb HEraTMBHbIX NOC/IEACTBUIA
npou3BOACTBEHHOM AeaTenbHocTu KomnaHum
ANA OKpyXKaloleil cpeabl;

® Ynyywath yCN0BuUA PaboThbl M XKU3HEAEATENLHOCTH
COTPYAHMKOB 1 061LeCTBa;

* VKpennsTb NONOKUTENbHYIO POSib NUBA B 06LecTBe.

OTTanKMBaACb OT 3TUX NPUOPUTETHDIX 3afa4, Mbl CO3AANU
23 KOHKpeTHble NPUKNaAHble NPOrpaMmbl, CrpynnMpoBas
ux B 6 B3aMMOCBA3aHHbIX CTPaTerMYeCcKuUx Hanpaee-
HUIN, KOTOpPbIE MOMOTYT HaM peanu3oBaTh HALWKW UAeU

Ha NpaKTuKe.

Oruer 06 yCTOﬁ‘—[VlBOM pPa3sBuUTUN Kommnanmm



«3esIeHbli» MMBOBapP

«3eneHblif» NUBOBAP, NEPBOE M3 LWECTU CTpaTErMYecKUX HanpasneHui, chopMUPOBAHO s BHEAPEHNUS GoNee YCTOMYMBBIX
1 c6aNaHCMpOBaHHbIX METOA0B NPOU3BOACTBA, CHUXKEHUA PAcXxoAa ANEKTPUUYECKON U TEMNOBOI SHEPrUM U BOJbI, NOBLILIEHMS
3 (heKTUBHOCTM UCMOMb30BaHMS PECYPCOB B HALLMX MPON3BOACTBEHHBIX MPOLECcax. B ero ocHoBe fiexar Tpu nporpammei:

1. «3enenoe» npon3soAacTBO: [1po- aNnbTepHATUBHBIMU UCTOYHMKAMM, TAKUMK 3YI0T TEXHONOTUM MO YNaBAUBAHUIO
rpaMma HalieneHa Ha noBbllleHue KaK 3Heprus BeTpa U CosHLa, buomacca, AVOKCUAR YINepoaa B MPOMbILIEHHbBIX
3HeproaeKTUBHOCTH, CHUXKEHNE reoTepmasbHble U TMAPOUCTOYHUKN. BbIOpPOCAX.

VPOBHS YINEPOAHbIX BbIOPOCOB

W yMeHblUEHWe NoTpebeHNs BOAb B HacTosLee BpeMA MPUPOAHbLIN U CKNU- 2. «3eneHbli» cknaf: [porpamma npe-
Ha MMBOBAPEHHbBIX NPeNpUATUAX. YEeHHbI HeTAHOM ras, KOTopble ABNSA- AYCMaTpUBaET NPUHATHE M1aHa

Y)Ke cerogHs HeKoTopble toTCs 60Nee IKONIOTUYECKN YNCTBIMU Mo COKpALLEeHMI0 3HepronoTpebieHns
n3 140 3aBogos Heineken B mupe BMZAMM TONNBA, 06ecneynBaioT 61% Ha CKNafCKMX NpeanpuaTUAX U JpYrux
COOTBETCTBYIOT CTPOrMM HOPMaM 00Lero sHepronoTpedNeHUs NPeanpuUATU  NPOU3BOLCTBEHHBIX 00bEKTAX, He BOB-
3t dekTUBHOCTM, NpUHATEIM Komna- Heineken, roptoyee u fu3enbHoe Ton- NleyeHHbIX B MPOLeCC NMBOBAPEHMSA.
Huelt. Vix panbHeitiwemy pacnpoctpa- — 11BO — elue 38%, a BO306HOB/sIEMble B 2011 r. mbl cO34aAMM KapTy 3Hepro-
HEeHMIO KaK B HOBbIX MpOeKTax, TaK ncToyHukM (bromacca u 6uoras, nonyyae-  noTpebaeHNUs 415 HALKX 30aHUT

Y NPY PEKOHCTPYKLMM CYLLECTBYIO- Mble Ha HaL1X BOLOOYMCTHbIX COOPYXKe- 1 NMOMELLEHWNI, 4TO MOMOXET U3MEPUTb
LMX MOLLHOCTEN, cnocobcTByeT HUAX) — okono 1%. KomnaHus 3aTpaTtbl 1 onpefenuTb 3afadqu
AKTUBHbII 0OMEH NMepefjoBbIM OMbITOM — He UCMOJIb3YET IHEPTHI0, MONYYaEMYIO MO UX COKPALLEHNIO, TEM CaMbiM CHUXas
B PaMKax KOpPNopaTWUBHOI CUCTEMBI 3a CYeT CKMUraHus yms. HeraTuBHbIE IKONOrn4YecKne nocnes-

ynpasneHus 3HaHnamMu. Haumnas
€ 2002 r. obujee notpebneqne sHep-  Cuenbio ymeHblweHns suibpocos CO,

CTBUA HaLleh feaTeNbHOCTH.

ruv npeanpuaTuamm KoHuepHa 58 3aBogoB Heineken 3apeiicTBytoT TexHo- 3. «3eneHblity oduc: Kak 1 B ciyyae
Heineken cHusunocs Ha 17%, npe- NIOTUKW, MEHee 3aBUCALLME OT YIepOAHON CO CKnagamu, sHepronoTtpebneHue
XJle BCero 3a CYeT yCnelHbixX pe3ysib-  COCTaBasolei, 26 NpON3BOACTBEHHbIX B ohucax OyfeT cokpalaTbes ¢ NoMo-
TaToB HalWMX NBOBapeH B LieHTpans  efuMHUL, NepeKIoUYUANCh HA UCNOJ1b30Ba- LWbtO MPUHATUA NNAHA SKOHOMUM

HOM 1 BocTouHoi EBpone. KomnaHusa — Hue MeHee 3arpA3HAIOLMX BULOB TOMINBA,  3HEprosarpart.

TaKxe uccnenyer BO3MOXHOCTM 20 3aBopoB B EBpone yyacTByioT B cUC-

3aMeHbl UCKOMaeMblX BUA0B TONJIMBA TeMe Toprosnun Bbl6pOC3MM, a [Ba UcCnonb-

® CHUXKeHUe YAeNbHOro NoTpe6neHns sHeprum (TennoBoi U 3nekTpuyeckoit) Ao 166 MIx/rn, unu Ha 2,4%
OTHOCUTENbHO YpoBHA 2009 r.

® VnyywieHue noKasarenen yaenbLHOro pacxoaa TensioBou aHeprum ao 87,6 Mx/rn, unu Ha 1,6%
OTHOCUTENbHO YpoBHA 2009 r.

® VYnyywieHue noKasarenen yaenbHoro pacxoaa anekrpoaHeprum 8,7 kBreu/rn, unu Ha 3,6% oTHOCMTENbHO
ypoBHsa 2009 r.

* CHmkeHne 06beMOB BbIGPOCOB NapHMKOBBLIX ra3os Ao 9,3 Kr sksusanenTa C0,/rn, unu Ha 5,5%
OTHOCUTENbHO YpoBHA 2009 r.

¢ CHMKEHUe yaeNnbHOro noTpe6aeHns BoAbl B npolecce NpoOU3BOACTBA U YNAKOBKM NUBA, a TaKXKe ANns
OYMCTKM NPOM3BOACTBEHHbIX MOLLHOCTEN A0 4,5 rn (NMBa, cMApa, NPOXNaAUTENbHbIX HANMUTKOB U NUTLEBOM
BOAbI), Uny Ha 6,3% oTHOCUTENbHO ypoBHA 2009 r.

Co6ntoneHne NpUpPOA0OXPaHHbIX Tpe6OBaHMIA

B 2010 r. Ha npepnpuaTuax KoHuepHa 6b1a0 3aperucTpupoBaHo 67 NpoucCILECTBUIA, NOTEHLMUANLHO CNOCOOHBIX HAHECTH
Bpep, 3A0POBbI0 NI0AeN, UMYLLECTBY UM MECTHOW 3KocucTeme. OK0J10 NOIOBMHbI U3 06LLEro YnCa NPoMCLIECTBUI

0Ob1J10 CBA3AHO C KAYECTBOM CTOYHBIX BOJ, NpeAesbHble 3HAYEHNA ONacHbIX BELWECTB B KOTOPbIX HE COOTBETCTBOBAIU
3aKoHopaTenbHbIM HopMaM. MATL NpepnNpuATHIA 3annatunm wrpadel Ha o6wyio cymmy 190000 eBpo (AnA CpaBHeHUS,

B 2009 r. cymma wrpados coctaBuna 357000 eBpo). Konuuecto cyyaeB, CBA3aHHbLIX C HAPYILIEHUAMU NPOU3BOACTBEH-
HOI 6e30MacHOCTU 1 NPUBOAALLMX K HEFraTUBHBIM NOC/IACTBUAM 33 NPeAenaMmu MecTa BOSHUKHOBEHUSA, COKPATMIIOCh
€ 7582009 r. 5o 30 B 2010 r. (NoNnoBMHA U3 HUX GbIN1a CBA3AHA C LIYMOM).

«3eieHan» KOMMepILuua

CornacHo 3KcnepTHbIM OLEeHKaM, 0kono 70% yrnepofHOro ciefa Halen NpoLyKLMM MPUXOANUTCA HA HENPOU3BOACTBEHHbIE MPO-
Lecchl. s TOro 4To6bl COKPaTUTL BHIOPOCH! YIepoa No BCeli TOBAPHOI Lieny, OT 3aBoja A0 NoTpebuTens, GbiNo pelleHo cocpe-
AOTOYMTb YCUIIUS HA TPEX OCHOBHbIX 06/1aCTsAX: YNAKOBKA, OXNaXAeHWe U AUCTPUOYLMA. B 3TOM CBA3M Hamu Bbinn 3anyLeHbl
CnepyioLye NporpamMmbi:

4. Pa3paboTka 6a30Boii Mofienu ydeTa 6. «3e/ieHbley 0XNaXaaloLue CUCTEMbI: 7. «3eneHas» guctpubyuus: Liensio
yrnepogHoro cnepa: B 2010 r. KoH- lporpamma cTaBuUT CBOEMN LieNbI0 CHUXKe- MPOrpammbl ABNAETCS CHUKEHNE
uepH Heineken npoponxun cosep- Hue 3HepronoTpebnexus B obopynosaHnm  Bbibpocos CO, 3a cyeT ynyulieHns ceTu
LIeHCTBOBATb METOA0JIOTUIO pacyeTa ANA PO37MBa U OXNAXAEHUA NWBA. ITO AUCTPUOYLIMM HaLLEeN NPOAYKLMY,
06Lero abcoNOTHOTO Cefia AMOKCMAA  OyeT JOCTUTaTbCsA 3a CYET yBEUYEHUs 1CNONb30BaHUsA NepefoBoro 060pyao-
yrnepoja B KaX ol cTpaHe, YTo nos- 3HeproahdeKTUBHOCTH 060PYAOBaHMS, BaHWA U CKNAACKMUX TEXHONOTUI, ONTH-
BOJIAIET ONepaLmMoHHbIM nofpasfaene- V/yyLIeHnsa ero Ten10U300ALMN U UCNOb-  MU3ALMUM MOrPY304HO-PA3rPY304HbIX
HUAM HA HALMOHANLHBIX PbIHKAX 30BaHus 6osiee COBEPLIEHHbIX OXaxaaln-  onepaumit. Kputepuu yctoitumnsoro
OTCNeXMBATh CBOIO IPHEKTUBHOCTb wux peareHTos. Llenb Heineken — pa3BUTUs CTAHOBATCSA YacTbto Tpebo-
B MOCTOAHHOM pexume. [laHHbIA UHC- K 2020 r. cokpaTuTh Ha 50% Bbi6pockl CO,  BaHMil, NpeabABAAGMBIX K TOrUCTMYEC-
TPYMEHT bl onpobosaH B Bennko6- HaWWMn xonoannbHUKamu. KomnaHus KMM KOMNAHWUAM, NPejoCTaBASAIOLLNM
putanuu, ®panuuu, Utanum v Hupep- O[IHOM 13 NepBbIX B MMBOBAPEHHOIA Ham TpaHcnopTHble ycayru. Heineken
naHpax 1 6yaeT 3anylueH BO BCEX oTpac/u B3sna Ha cebs 0653aTebCTBO NoALEepXMBaeT pa3BuUThe KOHLEeNLum
€BpONeNCcKUX NOAPA3eNIeHUsAX B TeYe-  MepeiTy K UCNONb30BaHMIO TONbKo 3kono-  SmartWay B EBpone, koTopas Obina
Hue 2011 r. rmyecku 6e30nacHbIX X0NOLUIbHUKOB, pa3paboTaHa C Lesiblo MOHUTOPUHIA
ncnonb3ytoLmx sHeprocbeperaiolime Tex- W ny6aMKaLMUKM AaHHbIX MO YIIepos-
5. «3enenas» ynakoska: C uenbto Honoruu (CBETOAMOAHOE OCBELLEHNE, HOMy C/lefly rpy30BOro aBTOTPaHC-
YMEHbLUEHNA HaLIEero YrNepoaHoro «YMHYIO» CUCTeMY YNpaBieHUs 3N1eKTPo- nopta. [py3ooTnpasuteny, B ToM
clefia Obina NpUHATa HOBAs MOJMTHMKA 3Hepruen v 3konoruyecku 6esonacHole uncne Heineken, cmoryT ucnons3osatb
B 06/71aCT1 YNAKOBOYHbIX MATEPUANOB, OXNaX[atLLLe BeLEeCTBa Ha OCHOBE yrie- 3Ty MHbOPMaLuMio Ans 3aKynok bonee
HamnpasJ/ieHHAs Ha CHUKEHME UX BeCa, BOAOPOZ0B), 4TO Ha 35-50% cokpallaet 3Hepro3heKTUBHBIX YCAYT,
COKpaLLEeHWe UCMONb3YEMOTO KOJIMYEC-  UX NOTpebneHne aNeKTpo3Heprum. Hauu- B TO BPEMA KaK CaMu TPaHCMOPTHble
TBa U CTUMYNUPOBaHMWE UX nepepa- Has ¢ 2010 r. 100% Bcex HOBbIX X0J10- KoMnaHuu 6yayT 3HaTb PEUTUHT Apyr
OOTKM B KOHLLE XKM3HEHHOTO LMKNa. OUbHBIX YCTAHOBOK, NPUXOAALLNX ApYra, COCTaBJIeHHbI Ha OCHOBE 00b-
TpeboBaHuUs B paMKax HOBOI NOMMTUKM  HA 3aMeHy BbIBOLMMBIM U3 YNOTPE6AEHUs,  €MOB UX YIEPOLHbIX BbIGPOCOB,
GyayT ycTaHoeneHbl B 2011 r. u dop- [LOJ1XXHbI COOTBETCTBOBATb 3TUM 1 06MEHUBATLCS NepeaoBbIMU TEXHO-

MabHO CTAaHYT YaCTbIO HALIMNX NPOU3- CTaHpapTaMm. JIOTUAMK MeXay coOOM.
BOJCTBEHHbIX CTaHAapToB B 2012 1.

¢ Heineken nHuumupoBan paspaboTky «3eneHbix» (3KONOrMyecKU 6e30nacHbIX) annaparoB ANA OXNAKAEHUA
Pa3NMBHOro NUBA, KOTOpble Obl OTBEYANU HALIMM BbICOKUM CTaHAApTaM 3HeproadeKTuBHOCTU. OHM
6yayT onpo6oBaHbl B TeyeHne 2011 r. u nonaayT Ha pbiHOK B 2012 r. lpepnonaraemas 3KOHOMMA
3N1eKTPO3HEPruM B 3TUX YCTPOIMCTBAX OTHOCUTENILHO TEX, YTO UCMOJb3YIOTCA ceifyac (M3 pacyeTa BbI6pOCOB

€02), npeBbicuT 35%.

¢ Heineken ctan ogHoM U3 nepBbix NMBOBaPEHHbIX KOMNAHUIMA, B3ABLUNX HA ce65 06A3aTeNIbCTBO NepeiTy
K NOBCEMECTHOMY UCMO0J1b30BaHUIO 3KONIOTUYECKU YUCTbIX XOJI0ANIbHUKOB NocneaHero nokoneHua. Okono
130000 xonoaMALHUKOB 6bINM NPUOBPETEHbI HALLMMU NPeANPUATUAMU BO BCceM Mupe B 2010 T.

¢ bbina paspa6ortaHa mopenb yrnepoaHoro cnepa Ans yyeta ebiopocos C02 B chepe auctpubyuum,
KOTOpas NOMOraeT HalMM MeHeAXKepam IOTUCTMKMN BO BCEM MUPE NPOU3BOAUTL UX 3aMepbl U BbIABNATb
BO3MOXHOCTM MO UX COKPALLEHMIO. 3anyCK MOAENM Ha HALUMUX NPeANPUATUAX NNaHMpyeTca Havatb B 2011 .

Oruer 06 yCTO]?I‘f[HBOM pPa3sBuTUN Kommnanmm



BosJjieueHre coTpyaJHUKOB

Ecnu Mbl X0TUM, YTOGbI HALLM COTPYAHUKM UCKPEHHE NOARepMBanu uHuLmMatuesl Heineken B o6nacty ycroitunsoro passutus, Komna-
HWst JOMMKHA CO CBOEM CTOPOHbI 0becneynTs 6e3onacHoe paboyee MECTO, OTBEYalOLee CTaHAAPTHbIM TPEBOBAHMAM, BCeM HALWNUM paboT-
HWUKaM 1 NapTHEepaM, 3aHATbIM B MPOU3BOACTBE, JIOTUCTUKE U Apyrux 06nactsx. [oBblweHWe NPOM3BOACTBEHHOI Ge30nacHoCTU

1 0XpaHa 3,0p0OBbs NEPCOHaNa, COOMNIOAEHNE NPAB COTPYAHUKOB, PACLUMPEHUE UX YYaCTUS B M3HWU KOMNaHWW v opraHusauus o6paso-
BaTe/IbHbIX KypCOB — BOT OCHOBHbIE NPUOPUTETHI NPOTPAMM, COCTABSOLMX 3TOT BJI0K.

8. besonacHoCTb TpyAa 1 0XpaHa 340po-
BbsA: B 2010 r. Ha npepnpustusx Heineken
BO BCEM MUpe Npoun3oLWwo 14 HecyacTHbIX
CNY4aeB CO CMEPTeSbHbIM UCXOAO0M,

B KOTOPbIX MOrUG/IM WECTb HALWMX COTPYA-
HWKOB, WeCTb PabOTHUKOB HAWMX NOAPSA-
HbIX OpraHu3auuii 1 [Boe npeacTaBuTe-
Neit CTOPOHHMX opraHu3auuii. Jinws oBa
M3 3TUX HECYACTHBIX C/IyYaeB NPOU3OLN
Ha NPOM3BOJCTBE, B TO BPEMS KaK YeTbipe
6blnn pesynstatom [ATM, a ewe yeTbipe
Oblnu CBA3aHbI ¢ orpabnexusamu (B Mek-
cuke). Crpemsack obecneynTb abCONOTHYIO
6e30nacHoCcTb Ha paboyem MecTe

L5 BCEX HALUMX COTPYAHMKOB, KOHLEepH
Heineken pa3pa6otan rno6ansHyio nonu-
TUKY N0 3alLuTe 3[0POBbSA U 0becneye-
HWto 6e30MacHOCTYM Ha NPOU3BOLCTBE
(Occupational Health and Safety Policy),
KoTopas AOMKHA ObITb peann3oBaHa

B TedyeHune 2011 r. OHa cofepKuT efuHble
CTaHAapThl, PacNpPOCTPaHAET CYLLECTBYIO-
Lyt NPAKTUKY C NPOU3BOACTBEHHO
o6nacTu Ha apyrue cepbl, BBOLUT MUHU-
MasbHble TpeboBaHUA A5 NOAPAAYMKOB,
VNyYLWAeT TPEHUHT U PErUCTPALIMIO BCEX

MPOUCLIECTBUI N HECYACTHBIX CJlyYaes,
a TaKKe fienaeT 0cobblii aKLeHT Ha cob-
ntofieHnn TpeboBaHuii 6esonacHoCTy

B KOprnopaTuBHOM npoekTe «06wee
ynpasneHune 3PeKTUBHOCTbIO NPOU3-
soactea» (TPM).

9. CobntoaeHne npas COTPYAHUKOB

Y NPUHLMNOB AeN0oBoW 3TUKK: [poBeseH-
Hblii He[JaBHO aHanu3 B 061acTH Npas
COTPYAHMKOB BbISIBUJ CYLLECTBEHHbIE
npo6esibl, YTO MPUBENO K CO3[aHMI0 0bLLe-
KoprnopaTuBHoii [onUTUKKM NpaB coTpya-
HWUKOB 1 00LLeYeNoBeYeCcKUX NpaB
(Employees’ & Human Rights Policy).
Mocne cBoero npuHaTua B 2011 r. oHa
OyzeT cnoco6CcTBOBaTL CO3AAHMIO Cpefpbl,
B KOTOPOW NpaBa COTPYLHUKOB NOJIHO-
CTbt0 COBNIOAAIOTCS, @ UX TaNAHTbI U CMO-
COGHOCTY BbISBASIOTCS, NPU3HAOTCS

1 Bo3Harpaxpaiotcs. YacTuyHomy pepak-
TUpoBaHuio noaBeprcs Kogekc fenosoro
NoBefleHMUs C aKLEHTOM Ha BHELLpeHMe
MPUHLMNOB AeN0BO 3TUKM B KOpnopa-
TUBHyI0 KynbTypy Heineken nytem npose-
[EHWSA TPEHVHTOB W ayauTa, peanusaLmum

MonuTnkn MHGOPMMPOBAHKSA O HapyLLe-
HUAX U CO3AaHNA CETW JOBEPEHHBIX Npef-
CTaBuUTeNeil Ha NPeAnpUATUAX.

10. BoBneyeHue coTpyAHUKOB 1 06paso-
BaTeJibHble Nporpammsl: [11s T0ro 4tobbl
YCTONYMBOE Pa3BUTHE CTANIO HEOTbEMIIE-
MOV YaCTbIO Halei exkeHeBHO paboThl,
KomnaHusa pa3BsuBaeT BHyTpeHHWE

1 BHELHWe KaHasbl KOMMYHUKALMW 1 Npo-
BOLMT MHOTOYMCNIEHHbIE MEPONPUATHA,
no3BONAIOLME COTPYAHMKAM, 3aHATBIM

B MPOW3BOACTBE, NOTUCTUKE U APYrUX
006N1aCcTAX aKTUBHO U 3aMHTEPECOBAHHO
y4acTBOBATb KaK B XW3HW CBOEro peru-
OHa, TaK Y B pelLeHnH rnobanbHbiX npo-
6nem. 3anyck nporpammsl Brewing

a Better Future («Bapum nuBo — co3paem
Oyayleey) B 2010 r. WMPOKO ocBelyancs
Kak BHyTpu KomnaHuu, Tak v ans BHe-
LWHelt ayANTOpUK, C NCMOAb30BaHNEM
BM[€OMaTepnanos, cTaten 1 cneumanb-
HbIX MEpoNpuATUIA. Mbl TaKkxKe Hayanu
paboTy Haj CO3[aHNEM B UHTEPHETE BUp-
TyanbHON AKagemumn yCToM4YMBOro
pasBuTHA.

® be3onacHOCTb TPyAA NPOAOIIXKANA PacTh: KOJIMYECTBO HECYACTHBIX CJly4aeB Ha NPOU3BO/ACTBE COKPaTMIIOCh
¢ 1,8 Ha 100 wratHbIx coTpyAHUKOB B 2009-om o 1,6 B 2010 .

® YpoBeHb ONACHOCTM HECYACTHbIX CNYYaeB MOHU3UACA C 54 AHel B oTnycKe no 601e3HM Ha 100 WTaTHbIX
coTpyaHukoB B 2009-om po 46 pHeit B 2010 T.

* K koHuy 2010 r. 75% Hawwmx KOMNAHUI NPeAOCTaBUNM COOTBETCTBYIOLME AaHHbIE N0 6e30MacHOCTM TpyAa
1 OXpaHe 3A0POBbA AJIA PErucTpaLum B LLeHTpanbHOW UHhopmayuoHHoin cucteme Heineken. Tem He meHee,
Heo6x0AUMO NPoAoNKaTb PaboTaTh HAA YIyULIEHUEM KAueCTBa U NOJIHOTbI 3TOM UHGOpMaLUK.

B pamkax Monutukn uHpopMmMpoBaHusa 0 HapyLIeHUAX 6b110 NoNyyeHo 194 curHana oT COTPYAHUKOB.
U3 Hux: 16% OTHOCMAUCH K cchepe MOLEHHNYECTBa, 5% Kacannucb KOH(PNUKTA MHTepPecoB 1 79% 6blin
CBA3aHbI C HapyLWeHUeM BHyTpeHHUX npaBun KomnaHum. Okono 79% Bcex pacciief0BaHHbIX CJly4aeB Gbinu
NOATBEPXKAEHbI.

HecuacTHble cnyyau npu pa6oTe ¢ ynakoBOYHbIMM Matepuanammu

UccnepoBaHue Ha HaWWKX NPeANnpPUATMAX BO BCeM Mupe, npoBeaeHHoe B 2010 r., noka3ano, 4to okoso 60% Bcex HecuacCTHbIX
CNyYaeB NPOUCXOAMT B YNAKOBOUHbIX Liexax. BoNbLWMHCTBO 13 3TUX NponCLIecTBUIN — Nope3bl 0T Pa3bUTOro CTeKNa, N0ITOMy
6bin0 HanpeHo npocToe 1 3dhheKTUBHOE peLeHne — UCNOJNIb30BaHUE NePUaToK, 3aLMILAILMX PYKU OT NOPEe30B.
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3aboTa o0 /moaax U OKpvyKarollei cpeae

BHumarenbHoe 1 3a60TIMBOE OTHOLWEHME K 06LLECTBY BCeraa Bbi10 YacTbio KOPNOPaTUBHOI KynkTypsl Heineken u Hawero cnocoGa
BECTU GU3HEC, Byfib TO MECTHBIE 3aKYMKM CbIPbs, YCTONYMBOE PA3BUTUE CENLCKOTO XO3AMCTBA, YyYLIEeHNE 30PABOOXPAHEHNS 1 NOBbILLIE-
HWe YPOBHS M3HM HALIMX COTPYAHMKOB. BMeCTO Toro 4to6bl M306peTaTh BpeMeHHbIE NafiNaTUBHLIE MEPBI, Mbl CTPEMIMCS IPOU3BECTH
LOJITOCPOYHBIE MONOKUTESbHbBIE U3MEHEHUS 33 CYET peanu3aLmm Psiaa KOHKPETHLIX MPOrpamMM:

11. MeCTHble UCTOYHUKM ChIpbA: 3aKymnKa
MaKCKUManbHO BO3MOXHbIX 06bEMOB Cbipbs
Y MeCTHbIX NPOM3BOAUTENEI CMOCOBCTBYET
Pa3BUTMIO PETMOHOB, B KOTOPbIX paboTatoT
HaWW NpeAnpuUATUA, OAHOBPEMEHHO C 3TUM
COKpaLLas HallW TPAHCMNOPTHbLIE PACXOAb

V1 YTNepoAHbIi cnep Halwnx ToBapos. Mna-
Hupyetcs, 4To K 2020 r. B A puke Hamu
GyaeT 3akynatbcs 4o 60% Cbipbs y MECT-
HbIX MPOU3BOAUTENEN.

12. YcTOoM4YMBOE pa3BUTHE CETbCKOXO3ANC-
TBEHHOTO NPOU3BOACTBA: Halwm npo-
rpaMMbl YCTOMYMBOrO Pa3BUTUA CENbCKOTO
X03ACTBa HaLeNeHbl Ha obecneyeHue
HafeXHbIX NOCTABOK BbICOKOKAYECTBEH-
HOTO AYMEHS, XMeNA U ABIOK, BbIpaLLEeH-
HbIX 6€3 CONYTCTBYIOLLErO UCTOLLEHUSA
noys. Heineken cnepyet mexayHapoaHbIM
HOpMaTMBaM B 06]1aCTU CeNbCKOro X03siic-
TBa, pa3pabatbiBas ¥ BHeAPAs NoKa3aTe/u
YCTONYMBOrO CENbCKOXO3ANCTBEHHOIO
NPOW3BOACTBA ANA OLEHKM COOTBETCTBUA
paboThl MOCTABLLMKOB HALIMM KOpNopa-
TWBHbIM cTaHfapTam. Komnavus ctana
4NIeHOM MeX[yHapoaHO NnathopMbl
nuweBbIx nponssoamuTeneii Sustainable
Agriculture Initiative

(SAI), uneHbl KoTOpOI 06MEHMBAIOTCA
nepefoBbIM OMbITOM W MPOBOAAT UCCNEN0-
BaHWsA B 06/1aCTU YCTONYMBOTO CENbCKOXO-
3ACTBEHHOr0 NPOU3BOLCTBA.

13. KopnopatuBHble coLmanbHble MHBeC-
Tuumm: NMoppasgeneHus Heineken nxec-
TUPYIOT K010 1% cBOEN onepauyoHHOM
npubbIK, B NepecyeTe Ha YPoBHE rpynbl,
B MECTHble MHUUMaTuebl. B 2011 r. Gyaet
BBe[leHa CTaH4apTM3MPOBaHHAA CUCTEMA
yyeTa 3TUX MHBECTULWIA, YTO AACT HaM
Jyullee npeactasneHue o6 ahdekTms-
HOCTM HalUMX OEeNCTBUIN 1 MO3BOAUT
Jlyylle CKOHLEHTPUPOBATb CBOW YCUNUA.

14. 3ppaBooxpaHeHue:: K 2020 r. komna-
Hus Heineken nnaHupyeT npefocTaButhb
AOCTYN K OCHOBHOMY Habopy MeANLMHC-
kux yenyr ans 100% cBoux cOTpyAHUKOB
W YNEHOB KX CeMell BHE 3aBUCUMOCTU

OT UX MeCTa NPOXKMBAHUA U PabOThI.
OCHOBHblE MeaMLMHCK1E yCyTH

ANs pabOTHWUKOB W YNEHOB X CeMeit 0CTa-
I0TCS HE[LOCTYMHBIMW HA MHOTUX PbIHKAX
pa3BMBAIOLWMXCA CTPaH, NPaBUTENbCTBA
KOTOPbIX He yAenatoT cepe 34paBooXpa-
HEeHWA [OCTAaTOYHOTO BHUMAHUS.

[ins peweHus 310l Npo6ieMbl NMBOBAPHU
Heineken B Acdpuke v Ha HEKOTOPbIX Apy-
FUX pbIHKaX TPaMULMOHHO OpraHU30BbI-
Ba/IM CBOM COOGCTBEHHbBIE KIIMHUKMU.

B 2010 r. 6611 pa3paboTaH eAnHbIi Kopno-
paTUBHbIN CTAHAAPT MEAULIUHCKUX YCIIYT,
KOTOPbIit OyAET NPUMEHATLCS BCEMU One-
paumMoHHbIMU KomnaHuamu Heineken,
yyacTBytolMMK B nporpamme Brewing

a Better Future («Bapum nuBo — co3gaem
Oynylieey).

15. OueHKa 3KOHOMUYECKOro 1 CoLManb-
HOro BO3fieicTBMA: YTobbI Nyylle npef-
CTaBUTb cebe To BNUSAHME, KOTOPOE Halla
AeATeNbHOCTb OKa3blBAET HA CUTYALMIO
Ha TOM MM UHOM Pa3BKBAIOLLEMCS PbIHKE,
Heineken npoBoauT OLEHKY ee 3KOHOMU-
YecKux NOCNeACTBUIA. ITO LaeT BO3MOX-
HOCTb M3MEPUTb Hall BKIAA B pa3BuUTue
MHOTUX CTPaH W MOHATb, KaK Mbl MOXEM
VAYUILIUTL COBCTBEHHYIO pe3ybTaTUB-
HocTb. K 2020 r. Mbl n1aHMpyeM cocTa-
BWTb ieTa/lbHOE ONKCaHNe 3KOHOMM-
YeCKOro BO3eCTBUSA Hawwero 6usHeca
Ha BCEX Pa3BMBAIOLMXCA PbIHKAX.

¢ OnepauuoHHble noapasaeneHua Heineken okasanu nopaepkky 6onee 10000 hepmepoB, C KOTOPLIMU OHU

COTPYAHUYAIOT BO BCEM MUpe.

C KOpﬂOpaTMBHbIe WHBECTUL U B MECTHbIE 06I.I.I,ECTBEHHbIe VMHULMATUBbI cOCTaBunmn 15 mnH €Bpo

B IeHEIKHOM BbIpaXKeHUn U 6onee 8 MNH eBpO B BMAE CTOMMOCTU NPOAYKTOB 1 YCAYT.

* KoHuepH Heineken paspa6oran meTogonoruio, Ha Kotopoi ocHoBaHa MASSA (Malting Assessment
System for Sustainable Agriculture — Cuctema oueHKU CONOXKEHUA ANA YCTOMYNBOrO PasBUTUA
CeNbCKOX03ANCTBEHHOr0 NPOM3BOACTBA), AJIA COOPA AAHHBIX U NOKa3aTenei No YyCToOMYMBbLIM TEXHONOrUAM
Nnpov3BOACTBA CMAPA U NUBA NO BCeil LienoyKe, HAYMHAA C BbIPALWMBAHUA M 06pabOTKM 260K,

AYMEHA U Xmena.

¢ 06beMbl MeCTHbIX 3dKYNOK CbipbA YBEJIUYUIIUCD.




OTBeTcTBeHHOe noTpebieHue

K coxaneHuto, HeKOTOpbIe NlOLM 3N10YNOTPEBASIOT ANKOTONbHBIMU NPOJYKTAMU, HAHOCA Bpes cebe UMK OKpyXKatoLmM. 310 cepb-
€3Has 1 CNIoXKHas coumnanbHas npobnema, kotopyio Heineken nbitaetcs pewars ¢ NOMOLLb0 MHPOPMALMOHHBIX KAaMNAHMUIA,
MCMOAb30BAHNA CAMOPEryMPYIOLLNX MEXaHU3MOB B OTPAC/Y, COTPYAHMYECTBA C NPaBUTENbCTBEHHBIMKY OpraHamu 1 oTpacie-
BbIMUM NApPTHEpPaMu Npu paspaboTke 3 heKTUBHOTO 3aKOHOAaTeNbCTBA. CTpaterus Brewing a Better Future («Bapum nuso —
co3paem Oyayluee») npepaaraeT WUPOKMit HAGOP Mep MO NOOLLPEHMIO OTBETCTBEHHOTO NOTPEBAEHUS aNKOros, 06beANHEHHBIX

B HECKOJIbKO MPOrpamm:

16. lpofBuxeHNe NPUHLMNOB OTBET-
CTBEHHOr0 NoTpebaeHus ¢ UCnosb3o-
BaHuem bpeHpa Heineken®: Kak camblii
MeXyHaAPOHbIi NMBHO OpeHs
Heineken® akTMBHO NpU3bIBAET CBOMUX
notpebuTenei cnefgoBatb NpUHLMNAM
OTBETCTBEHHOIO NOTPebeHUs.

B 2010 r. Gbina 3anyileHa KamnaHus
Enjoy Heineken Responsibly («Hacrax-
Oatica nusom Heineken® omsemc-
mseHHO»). B pamKax 3Toit kKamnaHuu ee
JIOFOTUN U UHTEPHET-aApec pa3mella-
JIUCb Ha Bcex ynakoBKax Heineken,
peanu3yeMmbix Ha BCEX HALIUX PbIHKAX.
[leBu3 v aTpubyThl KAMNaHUM TaKKe
LEMOHCTPUPOBANUCh (B TOM Yncne

Npu TPAHCAALUK) HA BEAYILMUX MUPO-
BbIX CIOPTUBHbIX MEPONPUATUAX, TAKUX
Kak matym Jiuru yemnmoHos UEFA

1 MaTum per6um Ha kybok Heineken,

B UCMOJIb30BAHMM YMAKOBKM, 3STUKETOK,
MUBHBIX KPYXKEK 1 UHTEPHET-CANTOB

ANs UHhOPMUPOBaHUs NoTpebuTenei;

B UCKJIIOYNTENIbHBIX CIyYasx B NpeKpalie-
HUM NPOJAX TEX TOBAPOB, KOTOPLIMM
noTpeGuTeNy GbiNn CKIOHHLI 3710yNO0T-
pebnatb. K 2015 r. Bce Halm GpeHapl
[OMKHBI COZIEPXKATb Ha CBOEH yNaKoBKe
npeaynpexaeHue o HeobxoaMMocT

X OTBETCTBEHHOTO yNoTpebaeHus,
COCTAaBJIEHHOE C Y4ETOM HALMOHANbHbIX
KY/IbTYPHbIX 0COBEHHOCTEN.

18. Mporpammbl Ans 6apHO-pecTopaHHOro
CeKTopa M po3HUYHOM Toproeau: KoHuepH
Heineken nopaepuBaeT cBoUx NnapTHe-
pOB B 6apHO-PECTOPAHHOM 1 PO3HUYHOM
CEKTOpax, OpraHmM3ya TPEHNHITU U COCTaB-
naa peKkomeHpauun no sonpocam npose-
OEHNA PEKNTAMHbLIX N MAPKETUHIOBbIX KaM-

cutyauuu. Heineken Takxe nooupser
TOYKM NPOAAXKM Pa3IMBHOO NKBa
OpraH130BbIBaTb COOTBETCTBYKOLLME
TPEHWUHIU /11 CBOEro NepcoHana.

19. Cool@Work: MbI cnepum 3a Tem,
4TOObI HaLIM COBCTBEHHbIE COTPYA-
HUKM MOJIHOCTbIO 0CO3HABAN BaX-
HOCTb OTBETCTBEHHOIO NOTpebeHNs
aJIKOroniA 1 CBOM 00A3aHHOCTYU B OTHO-
LEeHWM TOFO NPOAYKTA, KOTOPbIK OHM
NPOM3BOAAT, PEKNAMUPYIOT U NPO-
AaloT. ITa Nporpamma TaKkKe nomoraet
MeHe)KepaM KOMMNaHWM peLaTth npo-
61eMbl 310ynoTpebIeHNs ankoronem
HaLIUMK COTPYAHUKAMM.

20. [pasuna 0TBETCTBEHHOW KOMMEp-
YecKoi KoMMyHUKauum: B pononte-
HWe K CyLLecTBYIOWMM 06yYaloWUM

CTpaTernqecxne InapTHepCcTBa

B 00/1aCTH OTBETCTBEHHOrO INoTped/ieHus

3noynotpe6ieHue ankoronem paspyLuaeT XU3HM JIoAei 1 NoapbIBaeT Haw GusHec. Npou3BOAMTENN aNIKOTONS, NPABUTENLCTBA,
MEeAMLMHCKME OpraHu3aLmm, NPaBoOXPAHUTESIbHbIE OPraHbl, POAUTENU U NPEnofaBaTen JOMKHbI 0ObEAUHNTL CBOU YCUNUs

ANs PEeLUeHMUS TaKMX CIIOXKHbIX COLMANBHBIX U KYABTYPHBIX MPoGeM, KaK 3anou, BOXAeHWEe aBTOMOBUIS B HETPE3BOM COCTOSIHUY,
ynoTpebeHe HeULEH3UPOBAHHOMO ankorons u T. 4. Heineken nHBeCTMpYET MHOO BpEMEHMU, EHer 1 3HaHMI CBOUX COTPYAHMU-
KOB B MPOrpamMMmbl CTpaTernyeckoro napTHepCTBa, CTPeMsiCb MaKCMMabHO COKpaTUTb 3/10ynoTpebieHu1e anKoronem Bo BCex CTpa-

Hax, rae npucytcTeyeT Komnanus.

21. MNapTHepcTBa C y4aCTHUKAMK
oTpacau v opraHamu Bnactu: Mbl pabo-
TaeM COBMECTHO C NAapTHepamu

W3 Hallel OTPACc/M U rocynapCTBeH-
HbIMW OPraHaMy Hafj peLleHnem npo-
6nem 3n10ynoTpebaeHns ankoronem
npu yNpaBieHnn TPAHCMOPTHbIMU
CpefCcTBaMu, UCMOJIb30BAHUSA HENULIEH-
3UPOBAHHOMN aNIKOrOJIbHOM NPOLYKLMK,
co3paHus ycnosuin 3chheKTUBHOIO
CaMOyNpaB/ieHUst OTPACTbIO U T. A.

22. MapTHepcTBa C HEMpaBUTeNbCTBEH-
HbIMU 1 CTOPOHHMUMU OPraHM3aLuamMu:
Heineken saBnsetca ogHuUM

3 YNeHoB-0CHOBaTenen EBponenckoro
(hopyma no Bonpocam ankorons u 34opo-
Bbsi (European Forum on Alcohol and

Health), B pamkax koToporo eBponeiickue

OopraHusaynm O6Cy)-KD,a}OT, CpaBHMBAKOT

1 BbIOMPAIOT Hanbosee AeNCTBEHHbIE NOf-

X0[ibl K peLleHunto Npobnem, CBA3aHHbIX

c ynoTpe6neHuem ankorons. Mbl Takxe
NPUHMMAEM aKTUBHeliLWee yyacTue B aes-
TENbHOCTU OpraHu3aumum «fmobansHoe
NpoTUBOAENCTBUE 3710yNOTPEBNEHNIO
ankoronemy (Global Actions on Harmful
Drinking), B pamkax KoTopoi npefcTaBu-
TENU OTPAC/N PeLaroT 3T Npobiemsl

C UCNOb30BaHMEM KaK MEXAYHAPOAHbIX,

TaK U MeCTHbIX MHULMaTKB B 17 cTpa-
Hax 1 B pernoHe Kapu6ckoro mopsi.
[nax pencrteuin Ha 2010-2012 rr.
[enaet ynop Ha 6opb0Oy ¢ ynotpeod-
NIEHVEM HeNIULLEH3UPOBAHHOM aNKo-
roJIbHOM NPOAYKLMHM, HA BONPOCHI
camoynpaBfieHns 0TPAC/N U Npo-
6nembl 3n10ynoTpebaeHns ankoronem
npwu BOXAEHWUM aBTOMOOMAS.

K 2015 r. Ha Bcex pbiHKaX, rae pabo-
TalT komnaHuu Heineken, Heobxo-
AMMO OpraHu30BaTh 3P QeKTUBHbIE
MapTHEPCTBA [/ PeLleHuns nofob-
HbIX Npobnem.

NpeacTaBneHHble Bbille NPOrpamMmmbl NO3BOJIAT HAM OTC/IEKMBATb CBOM yCNexu B 06/1aCTU YCTOMYMBOro pasBUTUA
B 6/nxKaiilume ropbl. YTo6bl MMETb BO3MOXKHOCTb 06bEKTUBHO OLLEHMBATb HALUW AOCTUIKEHUSA, Mbl OByAeM MCnonb3o-
BaTb TaKOW MeX/AYHapOAHO NPU3HAHHBIA MHCTPYMeHT, Kak SAM Dow Jones Sustainability Index (peiTuHr ycroitun-
Boro pa3sutua SAM Dow Jones). ExxeroaHbiin HenpeAB3ATLIA U NPUCTANbHBIN B3rNAA Ha YCNeXu U HeyAauu NOMOXKeT
HaM NpUCNoCcobUTb HALL NOAXOA K GbICTPO MEHAIOLMMCA YCJIOBMAM COBPEMEHHOI0 MMPa B NPeACTosALLMe AeCATb JIeT.

naHuit, o6 feHNS 3aKOHOAATEbHBIX

TpeboBaHMit No MUHUMANbLHOMY BO3PACTy
nokynaTesnei ankoross, 0Tkasa HaLIMX NPOM3BOACTBEHHbIX U peKnam-
OT UCMO/Ib30BAHUS JIMYHOTO AaBTOTPAHC- HbIX MAPTHepOB OyAEeT NpoBefeH cre-
nopTa Npy ynoTpebaeHnM ankorons U T. . LMabHbI MUNOTHBIA CEMUHAP, NOCBS-

a TaKke Ha My3blKasibHbIX KOHLEpTax,
NPOXOASALLMX MPU CNOHCOPCKOMN nof-
nepxke Heineken.

maTepuanam Ha KopnopaTUBHOM
nHTepHeT-caiTe B 2011 r. AN BCex

17. [poABMXKeHe OTBETCTBEHHOTO

noTpebeHns C UCNONb30BaHNEM ApyY-
rux 6peHgoB.: Mofo6HbIN nofxos Obi
TaKXKe NPUMEHEH K MapPKETUHTY U Mpo-
LaXam Apyrux Hawmx 6peHa0s —

B peKsiame 1 pa3paboTKe NPOAYKLMHK,
B TOM 4uciie c1aboankorosibHbIX 1 6e3-
aNIKOrOJIbHbIX COPTOB N1BA;

B 2010r.:

MporpamMmbl No 06CYKUBAHUIO KITUEHTOB,
pa3paboTaHHble 415 6apoB 1 pecTopaHos,
MOMOTatT UX COTPYAHMUKAM HAy4UTLCA
OTBETCTBEHHO NPOJAaBaTh U NOAABATH
aNKoroJsib, ONpeaensTb CTENEHb ONbsHE-
HUS KJIMEHTOB, Pa3peLlaTb KOHIUKTHbIE

LL|EHHbIA OTBETCTBEHHOM
KOMMEpYeCKOoi KOMMyHUKaLMK.

K 2012 r. yepe3 nogoGHble ceMuHapbI
BOMKHbI nponTn 100% coTpyaHMKOB
KOMMEpYeCKUX 1 MapKeTUHrOBbIX NOA-
pasgeneHuit Heineken.

PeitTuHr ycroitunsoro passutus SAM Dow Jones 2010

061ecTBeHHbI

Oryer 06 ycToiursoM pa3sutun Komranum

IKOHOMUYECKUI




Bapum muBo —

co3faeM bvyayiiee:

Komnanuss Heineken B Poccuu

loa Ha3ap Heineken B Poccuu nepBoii cpeau NUBOBapeHHbIX KOMMaHMIA CTpaHbl ony6auKoBana «0TYeT No ycTomyuBoMmy pasBu-
10 3a 2009 r.». Tenepb NpULLINO BpemMsa NOABECTM UTOMU Hawen peatenbHoctu B 2010 .

«3esiIeHbli» MMBOBapP

I deKTUBHOE UCNOb30BaHNE PECYPCOB, BHEAPEHME HOBEMLNX TEXHONOMUIA C Le/bio IKOHOMUM NEKTPOIHEPT M NPU OCBELLEHUN
MOMELLEHI U BOAbI MPU OXNAXKAEHUM NPOAYKLMM, YBENNYEHUE 40U BO30OHOBSAEMbIX MCTOYHUKOB B HalleM 3HeprobanaHce — 3Tu
Mepbl NpKU3BaHbl OfLHOBPEMEHHO MUHUMMW3MPOBATL OTPULLATE/IbHbIE IKOJOMMYECKME NOCNEACTBUA Hallel AeATeNbHOCTU U 0becneynTsb
HaM 3HauYUTENbHYIO IKOHOMUYECKYIO Bbirofy. [loCTUrHYThle Ha CerogHAWHNIA AeHb pe3yibTaThl JAIOT HAM MOBOA 418 ONTUMU3MA: HAuK-
Has ¢ 2006 r. yfensHoe noTpebaeHne S3HePrum HaWMMIU KOMMNAHUAMU YIKe COKPATMOCh Ha BrieyaTnsioume 29%!

«KoHueHTpupysacb Ha (PUHAHCOBbIX acneKTax GusHeca, Mbl
He [0MKHbI 3a6bIBaTb 0 6e30NMACHOCTH, OKPYXKaloLLei
cpene, niopAx u Kauectee. M0OCTOAHHO BbICOKOE KaYeCTBO
HaWMX NPOAYKTOB, YAyuYLIeHWe YCNOBUIA TpyAa
COTPYAHMKOB, NOBbIWEHNe 6€30NacHOCTH HALIMNX
NPOU3BOACTBEHHbIX NPOLECCOB HE MEHEe BaXKHbl,

yeM JOCTMXKEeHMe npubbinu. U 6narogaps nporpamme TPM
Mbl MOXXEM OTC/IeXMBATb BCe (haKTopbl, Tpedyiowue
HaLero BHUMaHUAY.

PoHanbp JlykacceH
Buue-npe3snaeHT no obecneyeHuio 1 NIaHMpOBaHMIO NPOU3BOACTBA

«3esieHOe» NPOU3BO/ICTBO

B npowiom rogy nuBoBapeHHbie 3aBoabl Komnanuu Heineken
B Poccum npopeMoHCTpUpoBanu npeKkpacHble pesybrarbl

N0 COKPALLEHNIO PACcX0AA BOAbI, @ TAKXKE NPOJOJIKUAN YIy4-
WaTh CBOM NOKa3aTenu B 0651acTu 3Hepro3eKTMBHOCTH.

MpoeKT no 3koHOoMUM Tennosoi 3Heprun, CaHkT-MeTepbypr

B 2010 r. nepeg komaHgon TPM Ha cdunuane «lnBoBapHa
XeiiHeKeH» Oblna NocTaBAeHa 3afia4a CHU3UTb NOTEPH

B 3HEProKOMN/IeKce NpeAnpuATUs, KOTOpbIe COCTaBAANN
6,5 MaH M. [1ns pelweHns npobaembl 6b1 NpUMEHEH
NPUHLMIN NATUILATOBOrO MapLUpyTa COKPALLEHNA 3HEProno-
Tepb, 3aN10XeHHbI B nporpamme TPM: 1. noHuMaHue Teky-
el cUTyaumm; 2. BOCCTaHOB/EHWE 6a30BOT0 COCTOAHMUS;
3. onpepeneHue ¥ ONTUMMU3ALMA YCI0BUI IKCNTyaTaLmUm
000pYAOBaHMS; 4. OTC/IEXKMBAHWE PE3YNLTATOB U UCCENO0-
BaHWe OTKJIOHEHWIA; 5. onpejesnieHne CTaHAapToB W Nogae-
pXaHue JOCTUFHYTbIX pe3yNbTaTos.

B pe3ynbrare aHanu3a cMTyaLum Ha NMBOBapHE Obliv NOC-
TaBneHel cnepylowye tenu: nosbicutb KN kotna Ha 3%,
COKpaTUTb PacXoA napa Ha geaspatop Ha 30% 3a cuet
1CNONb30BAHWA TeMNa OT NPOAYBOK KOT/IOB, COKPATUTh
noTepu Ha u3onaumio Ha 50% M yMeHbIINTb TEKYLME
noTepyu Ha NPOAYBKM KOT/IOB NMyTEM YCTAaHOBKM CUCTEMbI
Tennoo6bMeHHUKOB. bbiio ycTaHOBEHO Ba TEMI00OMEH-
HUKa: NepBbIi A1 NOAOrPEBa BO3AYXa, MOAABAEMOrO

B KOTeN; BTOPON [i/1f NOAOrPEBa XONOAHOI BOAbI C LeNbio
BOCMOJIHEHWS NOTEPb KOHAEHCATa, BO3BPaLLAeMoro € Npo-
M3BOACTBA. YTEUKM U HEKAYECTBEHHAN U30NALMS OblIU YCT-
paHeHsbl, 4TO MPUBENO K IMKBUAALMM NOTEPb NPU Nepepaye
TENIOBON SHEPTUH.

CrenaH Kouyp, rnasHelit 3HepreTuk dunuana «MneosapHs
XenHeKeH»: «B pe3ynbrate BHEAPEHUSA ITUX TEXHONOTUYEC-
kux pewenuii KMJ kotna Bbipocio ¢ 80% A0 83%, a obuwas
3KOHOMUA OT COKPALLEHNS IHEPTrONOTEPL COCTABMA OKONO
200000 py6neii (noutr 5000 eBpo) B MecsL,. KoHTposib

3a KM/ kotna u Temnepartypoii NPOAYBOK NPOLOIKAETCSA

B €XKECYTOYHOM peXunme».

Oryer 06 yeTounBoM pa3putum Kommanmm

VaenbHoe noTpe6seHne TeNN0BOM SHEPIUM Ha MMBOBAPHAX
cokpatunochk ¢ 128,4 Mx/rn B 2009 r. go 114,4 MIx/rn

B 2010 r., npaKTUYeCKM JOCTUrHYB 3aniaHUpPOBAHHOrO NoKasa-
Tens B 112 Mk /rn. 31a undpa, 0AHAKO, NO-NPeXHeMy 3Hauu-
TeNbHO NpeBbIlaeT cpefHee 3HayeHune no rpynne Heineken,
KoTopoe cocTasnisieT 87,6 MIx/rn. NusosapHu B HxHem Hos-
ropoge, Ekatepunbypre u HoBocubupcke obecneunny 0CHOBHOI
00bEM IKOHOMMM 3a CYET YCTAHOBKM Gonee aHeproathdekTus-
HOrO KOTE/IbHOTO 000pYA0BaHUA. Ha Apyrux NMBOBapHAX yaeb-
HOe noTpebneHne TEN0BOI SHEPTUM BO3POC/IO BCIEACTBUE CHU-
3UBLLMXCSA 0ObEMOB NPOKU3BOACTBA. [TPOMEXYTOUHBIN NnaH

Mo 3TOMy nokasaresto Ha 2013 r. ycTaHOBNEH Ha ypOBHE

97 MIx/rn.

VpenbHoe noTpe6neHue TennoBoil 3HEprum 3aBoAamm

no NPon3BOACTBY NUBA, NPOXNAAUTENbHBIX HAMUTKOB, CUApa
1 NUTbEBOMN BOAbI

MJ/rn nuBa + NnpoxnaauTesibHbIX HANUTKOB + CUAPa +
NUTbEeBOMN BOAbI

2013 —— 7

2012 I — 99

2011 101

2

2009 I 1284
2008 I 132,5

. B AENCTBUTENBHOCTU . COrnacHo nnany

YnenbHoe noTpebaeHue TeNNOBON 3HEPTUM HA CONIOLOBEHHBIX
3aBopax B MpkyTcke u Crepantamake cnerka CHU3MNOCh —

€ 3272 M1x/ToHHy B 2009 1. 1o 3260 M /ToHHy B 2010 T.,
4TO HUXE, YeM cpefHee 3HaueHue no Heineken, paBHoe

2268 M[)x/ToHHy. CTOMT OTMETUTb, YTO TEXHUYECKUI YPOBEHD
CO/I0[0BEHHbIX 3aBOAOB B PocCuM HAMHOrO HUXe NpeanpuUATUi
B [pyrux ctpaHax Heineken.




3anyck B paboTy 3HeprocbeperatoLeil KoTenbHOM,
HoBocu6upck

Bonee 128 mnH py6neit 66110 MHBECTUPOBAHO B YHUKANb-
Hoe 3Heproc6eperaiollee 060pyLoBaHUE KOTENBHOIA
«Cnbupckoit NMuBoBapHM XelHEKeHY, YTO NO3BONNIO

B TPY pa3a COKPaTUTb 3aTpaThbl HA UCMOJb30BaHKe Tenna.
[pu 3TOM JOCTUTHYTHI NPefiesibHO HU3KME 3HAYEHUS
BbIGPOCOB NPOAYKTOB ropeHus. YposeHb amuccuu NO,
NO, 0,, CO,  CO cokpalueH B TpexkpaTHom pasmepe. bna-
rofaps UCnosib30BaHWIO HOBEWLINX aBTOMATUYECKNX
ropenok RIELLO 1 KOHCTPYKLMAM KOTNOB NPU3HAHHOTO
mupoBoro sugepa LOOS UL-S co BCTPOEHHbIMM 3KOHOMali-
3epamu OCTUraeTca ONTUMAsIbHOE UCMOJb30BAHWE TOM-
JNBa U cBbilwe 95% Ko3duLMeHTa NoNe3HOro AeACTBUA.
Kpome Toro, ycoBeplueHCTBOBaHHAsA CUCTEMA BOAOMOLTO-
TOBKM 1 6osiee 3h(heKTUBHAs CUCTEMA MOBTOPHOTO
MCMOJ/Ib30BaHNA BOAbI B HECKOJILKO JECATKOB pa3 COKpa-
TWIN ee Pacxof Ha Npou3BOACTBO Napa.

C60p 1 BTOPMUHOE UCMOJIb30BAHME KOHAEHCATa N03BO-
NieT 3KOHOMUTb 6onee 50 M3 BOAbI B CYTKY, @ Ha ero
nogorpes pacxogyetcs Ha 70% MeHblue Tenj0BOMN 3Hep-
K, 4eM Ha NPorpeB BOfbl, MOY4YAEMON 13 rOPOJCKUX
cucTeM BogocHabxeHus. [onHoe ucnob3oBaHue guana-
30Ha peryJMpoBaH1a ropenoyHbIX YCTPONCTB CHUXKAeT
4acTOTY BKJIOYEHWUI U OXNAXKAEHWUA KOT/IOB, YTO YBENYM-
BAeT JOJITOBEYHOCTb 060PYA0BAHMSA BCEIl KOTENbHOM

W CHUXXAEeT 3aTpaThl Ha TEXHUYECKOE 06CNYKUBAHME.

Bnagucnas lyces, Oupextop dunuana «Cubupckas Mueo-
BapHsA XeliHekeH»: «3anyck B paboTy 3Heprocbeperato-
el KoTeNbHO AaeT HaM YHUKa/bHYI0 BO3MOXHOCTb
BHECTY CYLLEeCTBEHHBI BK/IAL B COXPaHEHWe NPUPOLAHBIX
pecypcoB ais GyayLiux nokoneHui, obecneunsas jocTa-
TOYHO MOLYHbBIN MOTEHLMAN 3KOHOMUYECKOrO pa3BUTUA

B 0651acTU. HoBas KOTe/bHAA NpeanpuATUA NO3BONAET
noALepKM1BaTb 3KOHOMUYHbIN 3HeprobanaHc u b dek-
TWBHO MCMO/b30BaTb UCTOYHUKI IHEPTUM, MUHUMU3UPYS
HeraTuBHOE BO3AENCTBME HA OKPYXKAIOLLYIO CPeay».

VYaenbHoe noTpe6neHne 3NIeKTPOIHEPrUM NpeNpPUSTUAMY
Heineken B Poccuu cHusunock ¢ 11,7 kBtey/rn 8 2009 r.

£0 11,1 kBteu/rn B 2010 1., 0CTaBasCb NpY 3TOM BbILUE 3aMaaHM-
poBaHHOro ypoBHs B 10,6 kKBT®4/r1 1 Tem 6onee Bhille CpefHero
3HaueHus no Heineken B 8,7 kBTeu/r. MuBoBapHs B CaHKT-INe-
Tepoypre CIKOHOMMUIIA 3HAYUTESIbHBIE 06BEMBI 3IEKTPUYECTBA
3a CYeT 3aMeHbl CTapoil U Mano3dheKTUBHOI ra3oBoii TYpOUHbI.
Pap meHee KpynHbIX TEXHONOrMYECKUX YNYULIEHUIA TPOU3OLLES

1 Ha oCTaNbHble NMBOBapHsX. OfHAKO CHU3MBLUNECS 0OBEMD
Npon3BOACTBA Ha 3aBOfax B Xabaposcke, HoBocubupcke u Crep-
JMTaMake NpuBenu K pocTy yAeNbHOro noTpebneHns anexkTpo-
3Hepruun. MnaHupyetcs, 4to K 2013 1. ero ypoBeHb COCTAaBUT

9,9 kBteu/rn.

VaenbHoe noTpe6neHne 31eKTpoIHeprum 3aBofamu

no Npou3BOACTBY NUBA, NPOXNAAUTENbHBIX HAMUTKOB, CUAPA
1 NMUTbEBOM BOAbI

KBTeu/rn nuBa + NpoxnaguTenbHbIX HANMUTKOB + CUAPa +
NUTbEeBOM BOAbI

2013 ——,9
2012 [ 101
2011 I 10,4

10,6
2010 11

2009 | 11,7
2008 I 11,4

. B 1€ACTBUTENILHOCTK . COrnacHo nnaHy

YnenbHoe noTpebieHne TENI0BON IHEPTUM HA CONIOAOBEHHbIX
3aBofgax B MpkyTcke u CTepantamake yMEHbLUIOChH

co 192 kBTey/ToHHy B 2009 . no 177 kBT®4/TOHHY B 2010 T.,
Npofo/Kas NpU 3TOM 0CTABATbCSA Bbille, YEM CPEAHEE 3HAUEHNe
no Heineken, cocTtaBuBluee 128 kKBT®Y/TOHHY.

06uiee yaenbHoe 3HepronoTpe6ieHne N1BoBapeHHbIX 3aBOLOB
KomnaHuu cHusmnocs ¢ 233,6 MIAx/rn B 2009 T.

0o 213,9 MIx/rn 8 2010 r., NpUOGAN3MUBLIKCE K 3amnnaHUPOBaH-
HoMy noka3satesio B 207 MIx/rn, Ho BCe elle 3HaYUTeNbHO
OTCTaBas OT CpefHero 3HauyeHus no Heineken B 166 MIx/ra.

K 2013 r. ynenbHoe notpebneHue 3Heprum Ha 3aBogax Heineken
B Poccum fomkHo coctaBuTb 186 M /rn.

06uiee yaenbHoe 3HepronoTpebsieHne 3aBoAaMu Mo npo-
M3BOACTBY NMBA, NPOXNAAUTENbHbIX HAMUTKOB, CUAPA

1 NMUTbEBOM BOAbI

MJxx/rn nuBa + NpoxnaguTenbHbIX HAMUTKOB + CUAPA +
NUTbEeBOM BOAbI

20713 | — 1857

2012 I 189,6

2011 e 195,0
207,2

2 e —Ts

2009

B AENCTBUTENbHOCTM corniacHo nnaHy

Oryer 06 ycToitunBoM pa3putun Kommanmm

[pOEKT N0 3KOHOMMUM 3M1EKTPOIHEPrM, XabapoBCK

B okTa6pe 2010 r. Ha nuBoBapHe B XabapoBcKe Hayancs
MPOEKT N0 3KOHOMWM 3NEKTPO3HEPruM Npy IKCMTyaTaLmum
BO3[yLIHbIX KOMNpeccopoB. He noTpeboBaBLnii NpakTH-
YeCKM HUKAKUX UHBECTULMIA, OH OblN peann3oBaH nyTem
npuUBEEHNSA BCEI CUCTEMBI BO3AYXOCHAOXEHUS Ha npej-
npUATUM B 6a30BOE COCTOSHWE W ONPEeAeNeHs Uaeab-
HbIX YCNIOBUIA NOTPEBNEHUS 3NEKTPOIHEPrUM BO3LYLL-
HbIMM KOMNPECCOpPaMm1 B COOTBETCTBUM C MPUHLMMOM
MATULIArOBOro MapLUpyTa COKPaLyeHUs 3HepronoTepsb
(nporpamma TPM). bbinu ycTaHoBAEHbI CTPOrUE NpaBuna
MOA3YM BO3AYXa, YTO COKPATUNO IHEPro3aTparthl 1 yBenu-
YKIN0 CPOK CITYXObl KOMNPECCOPOB.

B pe3ynbrate B nepBble Ba MecsLa NoTpebneHne IneKT-
puyecTBa cHM3UNOCh B cpeaHeM Ha 10000 kBT/u B MecsL,
a B fanbHeiiwem go 15000 kBT/uy B MecAL. YaenbHbii
NoKa3aTtesib CTOMMOCTU 3JIEKTPOIHEPTUM CHU3UNCS

¢ 0,76 kBt4/rn po 0,58 kBT4/rn (Mpn NNaHoBOM ypoBHe
0,5 kBt4/rn). CokpalleHue 3HepronoTpebneHms yMeHb-
LMN0 BbIOPOCHI NPOAYKTOB FrOPEeHUs MasyTa, yrs 1 rasa,
a rogoBas 3KOHOMMUA AN NPeANpUATUSA COCTaBua
267600 py6neit (6onee 6000 eBpo).

[Oenuc Ynbes, TPM meHepxep: «Kpome ynyyleHus
(hMHAHCOBbLIX MOKA3aTeNel 1 Pe3y/LTaToB MO 3HEPTONoT-
pebneHuio NPoeKT 0becneynn HanaxusaHue Gonee Tec-
HOTO B3aUMOAENCTBUA MEX LY Pa3fMuHbIMU Noapa3aene-
HWUSMU NUBOBAPHM U CTa NPEKPACHbIM MPUMEPOM

ANs apyrux komaHg TPMy».



VYaenbHoe noTpe6neHne BoAbI HALIVMU NMBOBAPEHHbIMI 33BO-
[aMU CHU3UOCh C 4,57 r1/rn npoaykuum B 2009 T. go 4,05 rmi/rn
B 2010 r., 47O NyyLUE 3anNaHMPOBAHHOIO HaMU YPOBHA

B 4,25 11/Tn 1 Tem 6onee cpefHero nokasartens no Heineken

B 4,53 /. ITOT ycnex ABUACA pe3yNbTaToM BHELPEHUS
3aMKHYTOW CMCTeMbl BOB0060POTA, YCTAHOBKM CYETYMKOB NOT-
pebaeHUs BoAbl M HOBBIX YMAaKOBOUHBIX IMHMUIA C YAYULLIEHHbIMM
BOAOCOEperaloWmmMm XapakTepUCTUKAMM Ha HALLIMX MUBOBAPEH-
HbIx npeanpuaTusx B CaHkT-MNeTepbypre, HuxHem Hosropoge,
Xabaposcke u pkyTcke. MuBoBapHs «Matpa» B Ekatepunbypre
[OCTUMNA OT/IMYHBIX Pe3ybTaTOB MO NPOEKTY BTOPUYHOTO
1CNOJIb30BAHNA BOJbI, OCTABLLENCA NOC/E OXNAXAEHNA Cycna,

B MPOM3BOACTBEHHbBIX LiensX. Mbl yBEPEeHb!, YTO CMOXEM JOCTUYb
YpOBHA B 3,6 rn/rn k 2013 .

VaenbHoe notpe6seHue Bofbl 3aBOAAMU N0 NPOU3BOACTBY
NUBa, NPOXJIaAUTENIbHbIX HANMUTKOB, CMAPA U NUTbEBOM BOJAbI
1 BOAbl/TN NUBA + NPOXNAAUTEJIbHBIX HAMUTKOB + CMAPA +
NUTbLEBOW BOAbI

2013 I 3,63
2012 s
2011 I 382

4,25

2009 I 4,57
2008 | — 4,97

. B IENCTBUTENLHOCTU . COrnacHo nJjiaHy

YnenbHoe notpebaeHue BoAbl Ha CONOLOBEHHbIX 3aBOAAX

B MpkyTcke n Crepnntamake cokpatunocs ¢ 8,5M*/TOHHY

B 2009 r. o 6,0 m3/ToHHY B 2010 r. 3aBop, B CTepauTamake noka-
3a/1 BblgaloWwuecs pesynbratel, 4OOUBLIMCH COKpaLLeHUs Ha 23%.
OpHako 3TV MoKasaTenu Bce elye OCTalOTCA Bbllle CPeAHero
VPOBHS N0 CONOA0BEHHBIM 3aBoAaM Heineken B 4,1 M?/ToHHY.

HecmoTps Ha To, 4To B Poccum CpaBHUTE/IbHO HEMHOTO 30H,
UCNbITbIBAIOWMX AEDULUT NPECHOI BOAbI, U HU B OFHOMN U3 HUX
HeT NpeAnpuATUI Haweil KoMnaHuu, Mbl BCE Je [OMKHbI NPOLOJ-
)KaTb COKPALLATh PACXOA BOAbI NPY NPOMU3BOACTBE NUBA U yAe-
NATb 60/bLIOE BHAMAHME PeLeHNto NPOBIeM, CBA3AHHBIX C ee
MPOMbILIEHHBIM UCMOJIb30BaHWEM Ha 3aBofax Heineken B Poc-
cuu. Hawm npegnpuaTms cucTeMaTUYecku OTCIEKMBAIOT KONU-
4eCTBO U Ka4eCTBO NoTpebasemMoit Bodbl U He3aMeaUTeNbHO
NPUHUMAIOT MEPbI MO JIMKBUAALMM NOCAEACTBUIM, BOSHUKAIOLMX
npu HenpeLHaMepeHHOM HapyLIEHUU 3KONOTUYECKUX HOPM.

C uenbio u36exarb KOHGIUKTOB C APYrMMU BOJOMOJIb30BA-
TeNAIMU B 30He Hallero Bof03abopa Mbl NPOBOAMM NMOJIUTUKY
aKTUBHOr0 B3aUMOAEMCTBUSA C OCHOBHbIMU 3aUHTEPECOBaH-
HbIMU CTOPOHaMM (MeCTHbIE JXUTENN U UX NPeACTaBUTENbCTBA,
OpraHbl roCyAapCTBEHHON BIACTU U HENPABUTEIbCTBEHHbIE
OpraHu3aumu, a TaKKe Apyrue KpynHble BOAONOJIb30BaTENM

B pervoHe) W BHUMATENIbHO YYNTbIBaEM HOPMATUBHbIE

U LieHOoBble U3MeHeHnsa (Hanpumep, B Tapudax Ha Boay,
nuMUTax Bopo3abopa, HopmMaTuBax no c6pocy 3arpAsHALWMX
BeLYeCTB, CTaHAAPTHbIX Tapudax.

B Poccum 100% mucnonb3yemon HalWMMu NpeanpuaTu-
AIMU BOAbI NOCTABNAGTCA rOCYAaPCTBEHHbIMU Npeanpu-
ATUAMU, KOTOPbIE TaKKe OTBETCTBEHHbI 3a YTBEPXKAeHue
NUMUTOB BOA03a00pa ANA KAXKA0M M3 HALLMX NMBOBA-
peH. B To ke Bpemsa, Bo BceM MUpe NoTpebHOCTU KoMna-
Hum Heineken B Boae Ha 54% YAOBNETBOPAIOTCA 3a cYeT
HalMX COOCTBEHHbIX KOJIOALEB FPYHTOBbLIX BOA,

Ha 34% — 3a cYyeT N0CTaBOK MYHULUNANbHBIMU Npef-
NpUATUAMM U HA 12% — nyTem 3360pa U3 OTKPbITbIX
NoBepPXHOCTHbIX BOAOEMOB.

«3eseHbI» CKJ1a
U «3eJIeHbIi» oduc

K 2013 r. Mbl N1aHMPyeM 3aKOHYUTb COCTaBNEHME MOJHOFO Nepe-
YH5 HaLLMX SHEPTETUYECKMX U BOLHbIX NOTPEOHOCTEl

KaK [/1 NPOM3BOACTBEHHbIX HYX [, TaK 1 B MOMELLEHUAX CKNa[0B
1 ohucos.

B 2009 r. Bce coTpyaHuKu npeanpuaTua «luBoBapHa XelHeKeH»
B CaHkT-eTepbypre npuHsanM yyactue B akuuu «lpocTas 3KoHO-
MU#», NPU3BAHHON HAMOMHUTL O HEOOXOAMMOCTH PALLMOHANILHOTO
noTpeb6ieHNs 3Hepropecypcos 1 Boakl B oduce. Bo BcemmpHbiii
[eHb 3alMTbl OKPYXKaloLLen cpefbl, 5 UoHA, COTPYAHUKM OTAena
Nno OXpaHe TPYAa, 300POBbA U OKPYXalollen Cpefbl U 0TAena

Mo CBA35M C 0OLLECTBEHHOCTbIO MOCETUN BCE NOAPA3LeeHUs
NpeAnpuUATHsA, YTOOLI NPOBECTU Gecefibl CO CNeLManucTamm

Ha MecTax U pa3MecTUTb MaKaTbl, HAMOMUHALLME O HEOOXOLU-
MOCTU BbIK/IIO4ATb CBET, KOMMNbIOTEP, KOHAULMOHED U 3NeKTPY-
Yeckue npubopbl B KOHLLE paboyero AHs. Takxe Hafl paKOBUHAMM
OblIM pa3MelLeHbl 3HAKU-HAKNENKM MO paLyoHa bHOMY UCTOSb-
30BaHMIO BOLbI.

B 2010 r. npoeKT 6bi1 peann3oBaH Ha Bcex npeanpuatuax Kom-
naHWK, BbI3BaB XXWBON MHTEPEC CPeAM COTPYAHUKOB K NOUCKY
pa3inYHbIX CNOCO6OB paLuoHaNLHOro NoTpebieHns aHeprope-
cypcos v Bofpl B otuce. B 2011 r. nnaHupyetcs pa3paboTka
MHTEPaKTUBHOIO MHCTPYMEHTA N0 Pa3BUTUIO NPOEKTa.

«3esieHas» KOMMepLUS

«YCcTaHOBKa X0JI04MNIbHUKOB HOBOFO NOKOJIEHUA
no3sonut Komnanum sBaBoe yMeHbLWUTL 06bEM
yrepoAHbIX BbIOPOCOB X00AUNbHBIMU
ycTaHoBKamu K 2020 r., BbiBeaAa ee B nuaepbl
0Tpacnu no COKPALLEHUIO NAPHMKOBbIX Fa30B.
DlecATUNETHWIA XONOAUNBHUK B CPEAHEM
noTpe6nser B ABa pa3a 6onblue 3Heprum,

yeM HOBbIN».

Bopwnc Munyuwes
[lupexTop no npogaxam 1 AUCTpUbYLIUM

-

OTtyet GONCTONGBOM ﬂ:ﬁaﬁ'{‘ n Kommatmi

L=

Mporpammbl, BXOAALLME B 3TOT OJI0K, CTABAT CBOE Lie/blo 3HAUU-
TeNIbHOE COKpaLLeHue YrNepoAHbIX BbIOPOCOB B pacyeTe

Ha reKTOIMTP NPOAYKLIMM NPU €€ YNaKoBKe, OXaX AeHUM

n pucTpuoyumumn. K 2013 r. niaHMpyeTcs CoKpaTUTb SHeprosar-
patbl B CUCTEMAX OXNaXAeHUs Ha 15%, NpuHATL 3KosIornyecKune
cTaHgapThl 3 HEKTUBHOCTY B 061aCTH AUCTPUOY LM

KaK s Hallei COOCTBEHHOM IOTUCTUKM, TaK U ANS HAWIUX MO~
PAAYUKOB, CHU3UTL BEC YNAKOBKMU 1 YBEJIMYUTD JOJIIO €€ NPOoun3-
BOZICTBA 13 IKOMOrMYECKM Ge30MacHbIX MaTEPUAOB, @ TaKXKe
paccMoTpeTb BO3MOXHOCTb NEPepPaboTKM NAACTUKOBBIX
OyThIOK.

PaspaboTka 6a3oBoii moge/m
yyeTa yrjiepoaHoro cjeaa

ba3osas mofenb yyeTa yraepofHoro ciefa, Kotopas AOKHA
ObITb pa3paboTaHa k 2012 r., N03BOJUT HAaM NEPECMOTPETb HALLX
NPOW3BOACTBEHHbIE TEXHOOMMUU U JIOTUCTUYECKNE CXEMbI, 3aMe-
HAs ycTapeBLune 6onee 3 dHEKTUBHBIMU U IKONOTUYECKM 6e30-
MacHbIMU. ITW yNyylleHUs OyAYT B KOHEYHOM CYETE pacnpocTpa-
HEeHbl 1 HA AeATeNbHOCTb HALUX NOCTABLYMKOB U NOLPAAYMKOB.

B 2010 r. 06umit 06bem NpaMbIX 1 Henpsambix BbiGpocos CO,
npeanpuatuamu Heineken Russia octancs HenameHHbIM

Ha ypoeHe 11,3 kr CO,/rn, npeBbiCMB CpefHuiA noKasaTesb

no koHuepHy Heineken, kotopeiii coctasun 9,3 kr CO,/rn.

C wesnbto COKpATUTL NOTPEBIEHME TONMBA U YIIEPOAHbIE
BbIGPOCHI HalwK NBOBapHHU B EkaTepuHOypre u MpkyTcke usme-
HUNM MapLLPYTbl CIELOBAHWA BUIOYHBIX NOTPY34MKOB MO TEPPU-
TOpUM NpefnNpUATUIA, B TO BpEMA Kak 3aBogbl B HikHem Hosro-
pope u CTepiuTamake 3aMeHUNM 0060PYAOBAHUE B KOTENbHbIX

Ha 6o/iee COBpEMEHHOE.

Mpambie n Henpamsle BbIGpockI CO, 3aBoAaMU NO NPOU3BOA-
CTBY NUBA, NPOXNAAUTENbHBIX HANMUTKOB, CUAPA U NUTHEBOM
BOABI

kr CO,/rn nMBa + NpoXNaaUTeNbHbIX HAMUTKOB + CUAPA +
NUTbEBOIA BOABI

2013 I— 3,63
2072 —
2011 —— 3,82

B AENCTBUTEIbHOCTH COrIacHo nyiaHy



«[lnA ycnewHomn peann3auum niaHoB No COKpa-
LEeHIo BbIGPOCOB Yr/IEKNUCIIOro rasa B atmocthepy
A0 ypoBHA 6,4 kr CO,/rn Ha BCex NMBOBAPHAX
KoHuepHa k 2020 r. Komnanua Heineken B Poccuu
npucTynuaa K pa3paboTke co6cTBeHHON 6a30B0i
MoAenu y4yeta yrnepoaHoro cneaa. ITo HoBas
NPaKTMKA KaK ANA CTPaHbl, TaK U ANA POCCUACKOro
PbIHKA NUBA, NO3TOMY Y HAC NOABAAETCA OYepeHOM
VHUKaNbHbIN WAHC CTaTb NEPBbIMMY.

Oner bokos
MeHepxep no noructuke

JHepreTyeckum 6anaHc
Komnanuu Heineken B Poccuu

CxuKeHHbIN He(TAHOI ras, MPUPOAHbIN ra3 1 nponaH
MOKPbIBAIOT NPsiMble NOTPEOGHOCTU NPeNpUATHIA
Heineken B Poccuu B 3Hepruu Ha 92,2%, B T0 BpeMms

Kak ocTasLumnecs 7,8% noKpbIBAOTCA 33 CYET UCMOJb30-
BaHWSA XUAKWUX BULOB TOMMBA (BM3€Ns, roproyero,
ra3oins, KepocuHa). buoras, nonyyaembii B pesynsrate
006paboTKM CTOYHBIX BOJ, HE UCMOJIb3yeTCsl BOBCE.

3a uckntoueHuem 3aBoga B ExkatepuHbypre, rae TpaHc-
MOpTHbIE CPeACTBa PabOTAKOT HA MPUPOAHOM rase, BCe
nepeBo3ku KoMnaHum Takxe 0CyLecTBAAIOTCA 3a cYeT
XUOKUX BULOB TONMBA. Mepexod oT HUX K ra30BOMY
TONIUBY NPY BbIPAOOTKE TENIOBOI SHEPrUM U K 3NEKTPH-
4eCTBY B 061aCTU IOTUCTUKM OblN Obl XOPOLIUM CMOCOBOM
elle 6onee COKPATUTL 06BEMBI HALLWX YIIEPOLHBIX
BbIGPOCOB.

Buabl ucnosibsyemoro Tonnvea
Pacyet 8 M1k no Buay Tonausa

g

M 123080 BUIbI TOMNBA (CXKUKEHHbIN HedTAHOM ra3, NPUPOLHbIN ra3, NponaH)
M Xugkve Bugs Tonausa (Bm3ensb, ropioyee, rasoitsb, KEPOCHH)

M buomacca

Buoras

«3esieHbIe» VUINaKOBOYHbIE MaTepHaJ/Ibl

VaenbHoe Npon3BOACTBO HenepepaboTaHHbIX NPOMbILINIEH-
HbIX 0TXOA0B Ha npeanpuaTuax KomnaHuu Heineken B Poccuu
Bblpocso ¢ 1,05kr/rn 8 2009 1. go 1,59 kr/rn 8 2010 r., 4to 6onee
YeM B TPU pa3a Bbille 3anaHNPOBAHHOTO YPOBHA 0,45 Kr/m

¥ MOYTK B ABA pa3a NpeBbIlWAeT CPeHNI NoKasaTenb

no Heineken B 0,84 kr/rn. B npoweawwem roay 06bem 0TXOf0B
MPOU3BOACTBA YBEANYMACA HA BCEX HALUMX MUBOBAPHSIX,

B TO BPEMS KaK KOJIMYECTBO NepepabaTbiBaeMblx OTXOA0B COKpa-
Tunoch. C yyeTom 3TUX TEHAEHLMIA nnaH Ha 2013 1. Bbl yCTaHOB-
NeH B 1,27 Kr/rn, 4To no-npexHemy 6YAEeT NPeBbIWaTh YPOBEHD,
BOCTUrHYTbIA Hamu B 2009 T.

VaenbHoe Npou3BOACTBO HenepepaboTaHHbIX NPOMbILLJIEH-
HbIX OTX0/10B 3aBOZAAaMM NO NPOM3BOACTBY NUBA, NPOXNIAAU-
TeJIbHbIX HAMUTKOB, CUAPA U NUTLEBOMN BOAbI

Kr/rn nUBa + NpoxNnajuTesibHbIX HANUTKOB + CUAPA + NUTbE-
BOW BOJbl

2013 I 27
2072 I 1,32
2011 I 138

0,45
2010 v

2009 [ 1,05
2008 N 1,17

B & peiicTBuTenbHOCTH B cornacHo nnany

OTyacTu 3Ta HeraTMBHas AMHAMUKA MOXKET ObiTb 0ObSCHEHA TEM,
YTO HAa POCCUIICKOM PbIHKE, K COXAIEHMIO, OTCYTCTBYET CUCTEMA
cbopa v nepepaboTKU CTEKNSHHBIX, MIACTUKOBLIX U aNlOMUHUE-
BbIX OTXO[0B. B 3TNX yC/I0BUAX HALM 3aBOAbI NPEANPUHUMAIOT
coOCTBEHHbIE Mepbl Mo c6opy 1 NepepaboTKe 0TXO40B YNaKOBOY-
HbIX MaTepMaNoB TaM, FAe 3TO BO3MOXHO. TaK, y)Ke B TeueHue
HECKOJIbKUX IeT 60/1bLWMHCTBO 3aBogoB KomnaHuu Heineken

B Poccum 3aHMMaloTcs c6OpoM 1 COPTUPOBKOW MIACTUKOBBIX,
OYMaKHbIX M KAPTOHHbIX OTXOA0B, KOTOPbLIE OHUM 3aTEM MPOAAIOT
CNeLmanu3MpoBaHHbIM NPEANPUATUAM ANs NepepaboTKu.

Oryer 06 ycTorurBoM pa3sutun Komraxnum

Psan uHuLmaTuB 6bIn npeasioxeH Colo30M pOCCUMCKMX NUBOBA-
POB, HaNpUMep, UCMOJIb30BaTb HEKOTOPbIE TUMbI GYThINOK

KaK BO3BPATHYIO Tapy, COOMpas UX CUIaMU CTOPOHHUX OpraHu3a-
LLMiA, KOTOPbIE 3aTEM NPOLABA/N Obl UX NMMBOBAPEHHbLIM 3aBOAAM.
[lons Bo3BpaTHbIX GYTHINOK, 0AHAKO, PE3KO COKPALLAETCS B CBA3M
C BBEZIEHNEM OTKPYUMBAIOLLENCS KPBILLKYM, KOTOPas HE N03BOAET
MOBTOPHO 1CMOJIb30BaTh OYThIIKK. CTEKNSIHHbIE OTXOABI, N0YyYa-
€Mble Ha MMBOBAPHSAX, COOMPAIOTCA OTAE/ILHO M NPOAAIOTCA CTe-
KONIbHbLIM 3aBOf,aM KaK 00il.

KomnaHus nwet MHHOBALMOHHbIE peLleHns As MPOM3BOACTBA
HOBbIX BUJ0B YNAKOBKM C UCTO/Ib30BaHUEM NepepaboTaHHbIX

1 3KOIOTUYECKM Be3onacHbix MaTepuanos. brarogaps MecTHbIM
MHULMATMBAM MO COKPALLEHNIO PACXOA0B Ha BCEX NMPEANPUATUAX
Heineken B Poccuu B 2010 r. Ham yaanoch 3Ha4YUTENIbHO MOHM-
3UTb Pacxofbl Ha TPAHCMOPT U 3HEPro3aTpathl A4S YNaKOBOYHbIX
MaTepuanoB. ITM NPOEKThI BKAKOYANM Pa3paboTKy 0b6aeryeHHbIX
CTEeKJAHHbIX OYTbIOK, COKpALLeH1e pa3MepoB 3TUKETOK

U UX UCMOJIb30BAHMUS Ha rOPJIbILIKAX HEKOTOPbIX TUMOB OYTHIIOK,
CHUXEHWE NJIOTHOCTU NIACTUKOBOW YNAKOBKM, YTO MPUBOANT

K 3HAUMUTENIbHOW 3KOHOMUM YNIAKOBOYHbIX MAaTEPUAIOB, MPOU3-
BOJCTBO KOTOPbIX TPeOYeT 60bLINX IHEpro3aTpaT. Takxe
CYILECTBEHHbIN BKIa B NJ1aH MO COKPALLEHMIO 3aTPAT BHOCUT
nepexop ¢ popmata AenoBbIX NOE3A0K Ha hopmat
BULEOKOH(EPEHLiA.

Takum o6pasom, B 2010 r. skoHomMust KomnaHuu no pacxopam
Ha paboTy C yNakoBKOM cocTasuia nouti 38 miH pyo.

e
E




«3eneHbie» oxJlazKaalolle CUCTEeMbl «3eneHas» qUCTPUOYLUS BoR/leueHte COTPYIHHKOB

HauuHas c anpens 2010 r. KomnaHus, B COOTBETCTBUM C NOAUTUKOI yCTONYMBOrO pa3sutus Heineken, 3akynaet nckio4nTebHO «X0TA Mbl JOCTUINIU 3HAYUTENIbHBIX ycnexos
«3€J/1eHbIE» XONOAMIbHUKM 1 OXNIAXKAAILME CUCTEMDI, OTBEYAIOLME CTPOrUM HOPMaM 3HEPro3hEeKTUBHOCTM U UCMOJb3YIOLLNe Yr106bI YMEHbLUUTDb o6bem yrnepoaHbix
B KauecTBe OXNIaauTeNs AMOKCUA Yraeposa BMeCTO (PpeoHa, KOTOPbIN OTPULLATENbHO BAUAET Ha OKpyKatolyto cpedy. B 2010 r. Kom- Bbl6p0COB B npouecce Hallen feATeNbHOCTH, B CO34dHUAN aTMOCd)epbl TBOpYeCTBa U MHHOBALUHA,
naHusa Heineken B Poccuu 3akynuna 9041 xonopnabHUKoB, 100% 13 KOTOPbIX MCMONB30BANN 3KONOTMYECKM Ge30MacHbIi TN OXNaX- KomnaHus Heineken B Poccum npeanpuHana
[3I0WEro peareHTa, UMesi CUCTeMY YNpaBeHUs SHEPronoTpebaeHem U CBETOANOAHOE OCBeLeHNe. 3TO 06HOBNEHME NapKa X010~ cnepylowue mepbli: B 3TOI 0651aCcTK OCTaeTcA eLie MHoro pa60TbI.

AWNbHOTO 060PYA0BAHIUA MO3BOMNUT HAM CIKOHOMUTL K 2013 1. 15% 3Hepruu, UCnonb3yemoi A OXNaXKAEHUs HaLerd NPOAYKLMUY.

* MoBbiweHue Ko3(hhnLUMEHTa UCNONB30BAHMA Kak noka3an 2010 Heineken Russia Climate Survey,

TPaHCNOPTHbIX CPEACTB: XOTA pa3pelleHHasn
Harpy3ka aBTomo6uneit Komnanuu cocraBnsaer He BCe Halu1 COTPYAHUKU AYMAIOT, YTO NpUHATUE
20 TOHH, Mbl NPOAOJIKANM NOBbILATL 06bEM

BHeapeHue «3eneHbIxy» TeXHONOrun B CUCTEME OXNAXKAEHUA nepeBo3UMOI NPOAYKLMU B reKTOIMTPax 3a cyet MMM MHHOBALMOHHbIX peLueHuii B paboTte

MCNoJIb30BaHWA 06NeryeHHoM Tapbl;
noouwpserca KomnaHuei. Y Hac ecTb yeTkoe

- @ : 3a nocnepHue HeCKONbKO NIET TEXHOOMMMU OXNIAXKAEHWUSA NWUBA WArHYNM AaNEKO Bnepes. ® YnyyweHHoe KOMOUHUPOBaHME rpy30B
H OxnaxpgeHne — ofuH U3 TUNUYHbIX 418 OTPAC/IM NPOLECCOB, U 33 NOC/IEAHNE HECKOJIBbKO B OTNpPaBJIAEMbIX NAPTUAX: 6nar0n.apﬂ NOHUMAHUeE, KaKaA cq)epa B pa601e C nepcoHaiom
H_HJ o JIeT TEXHOJIOTUA 3HAUYUTENIbHO NpoABUHYNack. Hawa KomnaHus moxet yBennuntb 3cdek- YBEJIUYEHUIO J0/IM TOBAPOB B NJIAaCTUKOBOM
= TUBHOCTb PaboThl, MCMOJb3Ys IHEProCcOEperarLLMe TEXHOIOMMU OXNAXAEHUA: Ha pbiHKe Tape B NapTUU TaKXKe BK0YaUCh peKnaMHble Tpe6yeT ynyyLieHus, u mbl, 663yCJIOBHo, vaensaem
ceifyac ecTb X0N0AMIbHUKM, KOTOPbIe NCNOMb3YIOT HA 20% MeHbLUEe SHepruu, Yem CTaHLap- Marepuansbl, NpeaHa3HauYeHHble A1 NYHKTOB

npopax, 6e3 Kakoro-n1160 CoKpaleHus 3TOMy 0C060€e BHUMaHWe».
06bemMoB nepeBo3MMOii NPOAYKLMY;

THble MOZenu.

Kazblit BHOBb YCTaHABNMBAEMbIA HAMU XONOLUNbHUK JOJKEH YAOBNETBOPATH HALIMM
HOBbIM TPEOOBAHUAM — peareHTbl AOMKHbI ObITb IKONOTMYHBIMM U NOTPEOATL MEHbLIE
3Hepruu.

Mapusa bapykosa

¢ CoKpaleHne NopoXKHero npo6era n 06paTHbIX [MpeKTop no nepcoHany
pemncoB: KOJIMYECTBO NOPOXKHMX PeitcoB 6b110

YMEHbLUEHO 33 CYET NeperoBopoB C NapTHepamu

¥ BO3Bparta Tapbl;

?IE*?"“

Komnanus Heineken B Poccuu n3yuuna poccuiickuii pbiHOK Ha NpeaMeT Hanuuus cooT-

- BETCTBYIOLLMX TEXHONOTUIA U 3aKJTI04YMNa AOTOBOPbI HA MOCTABKY XONOAWIILHOTO 060PYAO-

e — BaHWS HOBOTO MOKOJIEHUSA C ABYMS KOMMAHWUAMM, 3aHUMAIOLLMMU BEAYLIME NO3ULUM
I Ha PbIHKE OX/AXAAKLUMX TEXHONOrMIA HoBOrO nokoneHus, — UBC u Frigoglass.

s
- -d"'?:_

* [loBbIWweHne TONIUBHON IKOHOMUYHOCTH
Halero cO6CTBEHHOro adBTOMAapPKa: Mbl
YCTaHOBWJIN CTAHAAPTHI N0 pacxoay TonJiuBa
anAa aBTOMOGMNE U HAYaNIN OTCNIeKUBATD

pe3ynbratbl Ha exxemecAYHOI OCHOBE;

Wrops lMonos, cTaplwmit cneunanuct no 3akynkam: «Komnanus Heineken B Poccum nepsoii
Hayana MaclTabHoe BHeAPEHUE «3eNIeHbIX» OXAXAAWMX cucTeM U B 2010 KOMYECTBO
NPUOOPETEHHBIX «3€/EHBIX» X0JOANILHUKOB cOCTaBuI0 90%. B aanbHeliem BHOBb 3aKy-
naemoe xonogunbHoe obopynosaHue bynet Ha 100% «3eneHbiMy». Ero oTanume ot cTaH-
AAPTHBIX MOfeNeil 3aK1I04aETCA B TOM, YTO B Ka4eCTBe X/1alareHTOB UCMONb3YeTCs yre-
BOZLOPOA, KOTOPbII HAHOCUT MeHbLUNI Ylep6 oKpyKatoLeit cpeae (B YaCTHOCTH
030HOBOMY CJ1010 3e€M/I1) NPU YTUIU3ALMMY, @ TAKIKE NO3BOJSET COKPATUTb YPOBEHb 3HEP-
ronoTpebneHus Ha 25% No CPaBHEHMIO CO CTAHAAPTHLIM 000PYAOBAHUEM.

® PerynapHoe u3mepeHue faBNEHUA B LUNHAX:
BOAUTENIM NEPUOANYECKU NPOXOAAT
He06X0AUMbII UHCTPYKTAXK;

¢ VYnyyuieHne TONJIMBHON 3KOHOMUYHOCTY
aBTONAPKa HaLMX TPAHCNOPTHbIX NOAPAAYUKOB;

CHUKeHMe TPaHCMOPTHbIX Tapu(OB: Mbl NPOCUM
NOCTaBLYMKOB TPAHCMNOPTHBIX YC/IYF COKPATUTD
pacxop ToniuBa (LeHa 3a KOTopoe COCTaBnsAeT
Ao 30% Tapuda);

ExxeqHeBHbIif BbIGOp Hanbosee oNTUManbHOro
13 BO3MOXHbIX BUAOB TPAHCNOPTA AJIA OTNPABKY
NPOAYKLUWU C KaXKA0N NMBOBAPHHU: B CJIy4ae,
KOrfa CTOMMOCTb NepeBO3KN OAMHAKOBA

KaK aBTOMOOMNIEM, TaK U1 N0 JKeNe3Hoil gopore,
npeanoyTeHe OTAAETCA KeNe3HoM aopore.

i N = - —— =il !
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B TeueHue 6amKaiflumMx Tpex neT Mbl Gyaem npoaomKarh
paboTarb Haj COKpalLeHneM 06beMOB HALLIMX YrepoOAHbIX
BbIGPOCOB NPY TPAHCMOPTUPOBKE U AUCTPUBYLMM HaLLei
npoayKuum, yBenuuuBas Aoio nepepaboTaHHbIX MaTepranos
M COKpaLyas o6wwuit BeC ynaKkoBKu.
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KomnaHus Heineken B Poccuu ctpemutcs co3aath 6esonacHble

YCI0BUSA paboTbl ANsi BCEX COTPYAHUKOB, MOJHOCTbIO UHDOPMU-

poBaTh 1X 06 MX NPodeCccHoHaNbHBIX MPaBax U 0653aHHOCTAX

M MOTMBMPOBATL K y4aCTUIO B peasin3allu MECTHbIX U Fﬂ06aﬂb-

HbIX MPOEKTOB, KOTOPbl€ COOTBETCTBYIOT HALUIMM KOPNOPATUBHbLIM
LEeHHOCTAM.

«Co3paHue Ge3onacHbIx YCNOBUIA TPYAA ANIA HALLIKUX
COTPYAHWKOB U BCEX HAlUUX NapTHEPOB B NPOU3BOAC-
TBE U NOTUCTUKe ABAAeTCA npuoputetom Ana Heineken
Russia. Bce onepauuoHHble NpeanpuUATUA AOJIKHDI

B 06A3aTeNIbHOM NopAAKe NPOBECTU TPEHUHTU ANA BCEX
CBOMX COTPYAHUKOB MO NpaBuiaM 0XpaHbl TPyAA

1 34,0POBbA U 3aLLMTbI OKPYIKAIOLLEN Cpeabl».

Anekcanpp XutpoB
MeHemxep no oxpaHe Tpyaa, 3A0POBbS
1 OKpyXatoLLen cpenpl

OxpaHa Tpvyaa ¥ 3A0POBbsH

Bnarogaps nocTofHHOMY aKLEHTY Ha CO3AaHNUK 6e30MmacHbIX
YCJI0BWUIt paboTkl A1si CBOMX COTPYAHMKOB U napTHepos, Komna-
Hus Heineken B Poccuu Bbilwna B ingepsbl B 061aCTH OXpaHbl
TPYAA C OfHUM U3 CaMblX HU3KUX YPOBHEN NPOU3BOLCTBEHHOIO
TpaBMaT13Ma CpPeAm BCeX onepaLmMoHHbIX KoMnaHuii KoHuepHa

B Mupe. B 2010 r., KaKk 1 B npefpbiaywem 2009 r., Ha HalWWX 3aBO-
Aax NPoM30LLNO WeCTb Cepbe3HbIX HeCYaCTHbIX cy4yaes. OfHaKo
B CBA3M C TEM, YTO NPOM3BOACTBEHHbIN LWTAT B NPOLLAOM FOAY
COKpaTunca Ha 32%, ypoBeHb NPOU3BOACTBEHHOrO TPaBMaTU3Ma
BbIPOC € 0,2 HecyacTHbIX csiy4aeB Ha 100 WTaTHbIX COTPYAHUKOB
B 2009 . 5o 0,3 B 2010 r. 3T0, OAHAKO, MPOLOMKAET OCTABATHCSA
B HECKOJIbKO pa3 HUXe, YeM CPefiHWiA NoKa3aTesb No rpynne,
coctasuslKi B 2010 1. 1,6 HecyacTHbIX cnyyaes Ha 100 WTATHbLIX
COTPYAHMKOB. 3a NOCAeAHNE rOfbl Mbl CHU3WNN YPOBEHb HeCYac-
THBIX C/ly4aeB Ha NPON3BOACTBE 3a cyeT BHeppeHus TPM Safety
Pillar n cuctemsl ynpaBneHus 6e30nacHOCTbIO Ha MPOU3BOACTBE.

Yacrora HecyacTHbIX Cyyaes
cny4an/100 wraTHbIX COTPYAHNKOB

2002 1,2
2010 N 0,3
2009 NN 0.2

2008 N 0,6

B s peiicteuTensHoCTH M o nnany

Cepbe3HOCTb HeCYACTHbIX CyyaeB ocTanach B 2010 r. Hen3meH-
HOI1 Ha ypoBHe 21 noTepsiHHOro paboyero AHA Ha 100 WTaTHbIX
COTPYAHMKOB, YTO DOJIee YeM BLBOE HUXE CPEHEr0 3HAYEHUSA
Mo rpynmne, COCTABMBLIETO 46 MOTEPAHHBIX paboumnx fHei

Ha 100 coTpyaHMKOB.

Cepbe3HOCTb HEeCHaCTHbIX Cy4aeB
noTepsAHHbIX pabouux aHeii/100 cOTPYAHUKOB

2072 [ 39
2010 N 21,0

2009 I 20,6

2008 N 18,4

M s feiicTBUTENBHOCTH I no nnany

06ecneyeHne 6e30MacHOCTM YCIOBHUIA PabOTbl CEPbE3HO MOJKPENIIEHO TEM, YTO MPUHLMMbI OXPaHbl TPYAA BKIIOYEHbBI B TPOEKT
061wero ynpasneHus 3ddekTUBHOCTbIO Npon3soacTea (TPM) B kauecTBe 04HOM U3 €ro 0CHOBHbIX YacTeil. [NaBHble 3aauu, CTo-

notaena obecrieyeHns n nnaHNpoBaHUA Npon3BoaCcTBa.

Alne nepen KomnaHuei, — 3T0 CHUeHue YPOBHA NMPON3BOACTBEHHOIO TPABMATU3Ma A0 HYJIA, CO3[0aHKE 6e3aBapM|7|H0|7| pa6o-
yei cpenbl U MaKCMMaJibHOE COKpaleHne pUCKa osisa 340poBbA COTPYAHUKOB B CBA3U C UCNOJIb3OBAHMEM ONMACHbLIX BELWECTB

B MPOU3BOACTBE. Hap nx peweHnem COBMeCTHO pa6OTaIOT OTAEJIbl MO KOPNOPATUBHLIM OTHOLWIEHUAM, Cﬂy)K6bI nepcoHana u nna-
HOBO-NPOU3BOACTBEHHbIE NOAPA3AENEHUA. CTaHD,aprI 6e30nacHoCTH BHE[PAKTCA NO BCEN FIpOVI3BOﬂ,CTBEHHO-IIOFVICTVIHeCKOVI

uenn n B 6yﬂ,yUJ,EM 6yp,yT pacnpoCTpaHeHbl TAKXe Ha HENPOU3BOACTBEHHbIE c¢>epb|. CoBmecTHO C OTAEeJIOM OXpaHbl TpyAa, 340~
poBbA U Opr)KaiOLU,eVI cpenbl Hag UX peweHnem pa60TamT OTAEbl NO KOPNOPATUBHBLIM OTHOLWEHUAM, Cﬂy)K6bI nepcoHana

Cobsnoenue npas COTPYAHUKOB
Y NPUHIIUIIOB [1e/IOBOM 3THKHU

Onnata Tpyaa HaWMX WTaTHbIX COTPYAHUKOB (BKKOYas N0Co6MUs
1 NbTOTbI) 06ECMEYNBAET UM U UYIEHAM UX CEMEN aleKBaTHbII
YPOBEHb KU3HN.

Komnanus Heineken B Poccuu cneaut 3a Tem, YToObl COTPYAHUKM
paboTanu CBEPXYpPOYHO NULb B C/ly4Yae KpaiHei Heo6X0AUMOCTY
1 He Gonee 12 yacos B Heento Ha yenoseka. CBepxypoyHas
paboTa Bcerfa oniaynBaeTcs no nosblweHHoMy Tapudy. Cotpya-
HUKM HEe MOTYT perynsipHo pabotats Gonee 48 YacoB B HefEN!o,

1 33 KaX[ble CEMb AHEel HenpepblBHOM paboTbl OHM NoyYatoT
MpaBO Ha JONOJHUTENbHbIN BEIXOAHOMN AEHb.

MpefocTaBaseMble COTPYAHUKAM JIbrOThl BKJTIOYAIOT B Cebsl CTpa-
XOBaHMe XU3HW, MEAULMHCKYIO CTPAXOBKY, CTPaxoBaHue

OT HECYaCTHOrO CJlyyas 1 60e3HU, OTMYCK MO GEPEMEHHOCTY

1 yxopy 3a pe6eHKoM, akLuu KomnaHum B COGCTBEHHOCTb.
CoTpyAHMKM NOJIYYaOT NEHCUOHHbIE BbINAATHI HA YPOBHE, COOT-
BETCTBYIOLEM YCJOBUAM MECTHOTO PbIHKA TPyAa.

Okoo 33% paboTHukos Komnanuu Heineken B Poccuun nognu-
CaJiM KONNEeKTUBHbI TPy#OBOM forosop. [peactaButensckmue
OpraHv3sauuu Halwmx paboTHUKOB NpusHatoTcs Komnaxueil

6€3 KaKoM-N1B0o AUCKPUMUHALUM, U PABOTHUKM UMEIOT NMPaBO
CTaTb YNieHaMu Nto6oro NpotheccMoHanbHOro Co3a No CBoeMy
Bbl6OPY. [Mpy 3TOM fMANOr aAMUHUCTPALIMM C TPYAOBbIM KOJINEK-
TUBOM NPOUCXOLMUT BHE 3aBUCUMOCTU OT TOTrO, CYLLEeCTByeT

Ha NpeanpuUATUM UX 0MLMANBHBIA OPraH UK HeT, TaK

Kak MeHem»XMeHT KomnaHuu paccmaTpuBaeT COTPYLHUKOB

B KauyeCTBe CBOMX OCHOBHbIX 1e/10BbIX NapTHepoB. [peacTasu-
TeNIn TPYAOBbIX KOIIEKTUBOB MMEIOT BO3MOXHOCTb Y4aCTBOBATb
B MHCNEKTUPOBaHMUM 6€30MaCHOCTM TPYAA U OXpaHbl 300POBbS,
a TaKxKe B paccnefoBaHMM NOTEHLMANbHBIX HECYACTHbIX Cly4Yaes.
Y COTPYAHMKOB €CTb MPABO 0TKA3aTbCsl OT BbINOJHEHUS PabOTbI
6e3 cobnoaeHns Hagnexalyx yCnoBus Tpyaa, B TO BpeMs

KaK KOHTPOJIb CO CTOPOHbl MEHEAXKMEHTA 33 MCNO0JIb30BAHNEM
3alyMTHOMN Cneuoaexabl CTaHOBUTCA BCe bosiee CTPOruM.

Hawa KOpnopaTtuBHAsA NOJIMTUKA 3anpelaet AUCKPUMUHALUIO

B HaliMe Ha pa60Ty uonnare Tpyaa Ha OCHOBE BO3PACTHbIX, reH-
OEPHbIX, PENUTNO3HbIX, HALNOHAJIbHbIX U OPYTNX pa3J'Il/ILIl/II7I.
MecTHble ,D,OBGPEHHbIe NpeacCTaBUTENIN Ha NPeANnpUATUAX o6yqa-
I0TCA METOOMNKE NpeceyvyeHna ﬂpOﬂBﬂeHVIVI OUCKPUMUHaLU MWK,

arpeccuu v npeciejoBaHins, a COTPYAHNKM 3HAIOT, YTO OHM
BCeraa MoryT 06paTuTbes K ceoemy [loBepeHHOMyY npeacTasu-
Teso € Kanoboit.

MeHcuoHHbIe BbinnaThbl Heineken

Heineken umeet gonryto nctopuio 3a60tsl 06 MHTEpECax
CBOWX COTPYAHMKOB BO BCEM MUpe. bonee Beka ToMy Hasag,
B 1909 r., 6bU1 NOANMUCAH NEpPBbI KONNEKTUBHBIA JOrOBOP
C paboTHMKamu nuBoBapHu B Potteppame, a B 1923 6bin
CO3[aH NepBblii NEHCUOHHbIN HOHE, B1s COTPYAHMKOB.

yTO X0TEeNU 6Gbl NPOAOMKATL TPYAUTLCA B KoMnaHuu.

CornacHo nposefeHHomy B 2010 r. onpocy Hawwux cotpyaHukos (Heineken Russia Climate Survey 2010), 72% 13 Hux
OTKPbITO NPU3HAIOTCA, 4To paboTa B KomnaHum Heineken Bbi3biBaeT y HUX YYBCTBO ropAaocTu, a 79% rosopsr,

BoB/ieuenre coTpyaHHUKOB
M obyualolMe NPorpaMMbl

KomnaHus paspabatbiBaeT 06pa3oBaTesibHble MPOrpaMMbl

AN BOBJIEYEHUS COTPYAHUKOB B PEanu3aLmio CTpaTerum ycTom-
YMBOTO Pa3BUTUS, leN1as 0COObIi yNop Ha YKPenieHue CUCTEMbI
6e3onacHocTu Tpyaa. B 2011 r. 6ynyT paspaboTaHbl 0byyatoLLme
TPEHUHTY OIS COTPYLHUKOB C BbICOKUM U CPEAHUM YPOBHEM NpPO-
W3BOACTBEHHOTO pUCKa. TaK)e 3aniaHUpPOBaHbI creluabHble
TPEHWUHTY, HANPaB/IEHHbIE HA NOBbILEHUE OCBEAOMIEHHOCTH

0 MpUHLMNax 6€30MacHOCTU Ha LOPOrax.

B 2010 r. 6onee 3500 cotpyaHukos Heineken B Poccuu
npownu yepe3 105000 4acoB 06y4eHUSA, 4TO NO3BOJINIIO
3anonHuTb 40% OTKPbIBAIOLWMXCA BaKAHCUIA 33 CYET CyLLecT-
BYIOLLMX KaApOB.

B KomnaHuu npuHAT efuHbIi NoAX04 K npodeccuoHanbHoMy
00yYEHUIO U PA3BUTUIO COTPYAHUKOB, KOTOPbII OCHOBAH Ha NOHU-
MaHUM TOTO, KaKWe 3HaHWSA, YMEHNSA U IUAEPCKUE KOMNETEHLMM
UM TPeOyIoTCA, YTOObI YCMELHO BLINOJHATL CBOIO paboTy. C 3Toit
Lie/blo B Pa3fINyHbIX nofpasaeneHnsx KomnaHum 6bina Hayata
paboTa no BbipaboTKe TPe6GOBaHMI K NPotheccMoHaNbHbIM 3Ha-
HWSAM 1 HaBbIKaM COTPYAHUKOB B Tpex 06nacTsx: «Jlugepckue
KOMNeTeHLMUNY, «PYHKLMOHANIbHOE MACTEPCTBOY, «3HaHWe 6U3-
Hecay. 3TW Tpeb6OBaHMsA CTaHYT OCHOBO AN NOLOOPA U OLEHKM
nepcoHana C Lenblo NPUHATUA KafpPOBbIX YNIPaBAEHYECKMX peLle-
HWIA, @ TaKXKe /151 NOBbILEHUs YPOBHs 00YyYEHUS U Pa3BUTUSA
COTPYAHUKOB.

[ins pykoBoguTeneit — 3T0 NporpamMmbl Pa3BUTUS TULEPCKUX
KOMMETEHLMIA U yNpaBeHYeCKUX HABbIKOB, A TAK)Ke NPOrpamMMbl
pa3BuTUs hYHKLMOHANbHBIX KOMNETEHUMIA. [Ins cneyuanmc-
TOB — 3TO, B MEPBYI0 04epefib, NPOrpamMmbl pasBuTUs hyHKLMO-
HasbHbIX HaBbIKOB. C 37O Lenbio B KoMnaHuu Gbin OTKPLIT KOp-
nopaTuBHbIA UHTEPHET-yHUBepcuTeT (e-learning University),

B KOTOPOM pa3pabaTbiBalOTCs CNeLuanbHble NPOrpamMb

ANs COTPYAHUKOB Pas3nunyHbix GyHKumMi (PuHaHcoBas Akagemus,
Akapemus oTgena obecneyeHns U NNaHMpOBaHUs NPOU3BOJC-
TBa), @ TaK)Xe Liesblil psf, TPOrpamMm no passUTUIO INGEPCKUX
KayecTs.

Bonbloe KonnyecTBo cnewmnanbHbIX TPEHMPOBOYHbIX KYPCOB

B KoMnaHuu 6b110 cO3AaHO0 /151 06yYEHNs U Pa3BUTUS COTPYLHM-
KOB oTfena npogax. Mx uenb — noaroToBnUTb NepcoHan,
obnagaoLuit BceMu He0bX0AMMbIMU HABbIKAMU U 3HAHUSMU

Ans 3D HEKTUBHBIX NPOAANK, A TAKIKE PYKOBOAUTENEN, COCOOHbIX
BbINOJIHATL PONb HACTABHUKOB MO OTHOLIEHUIO K CBOUM
COTPYAHMUKAM.

B 06yueHum HenocpeCTBEHHO Ha MMBOBAPHAX NPUOPUTET OTAA-
€TCA NPOrpaMmMam no TEXHOOTUAM NMUBOBAPEHMS, 06ecneyeHuio
KauyecTBa NpofyKLMK, a Takxe nporpammam TPM (O6Lee ynpas-
NeHune 3 PeKTUBHOCTbIO NPOM3BOACTBA), Lieib KOTOPbIX — nepe-
LaTb PYKOBOAMUTENAM NPOU3BOACTBA U IOTUCTUKN UHCTPYMEHTbI
ans 3chheKTUBHOrO ynpaBneHns NpoM3BOACTBOM U HOPMUPOBA-
HUS KYNbTYPbI HYNIEBbIX NOTEPb. HeManoBaxHyio posib B 06yye-
HUM PabOTHUKOB B Chepe NPOU3BOACTBA U IOTUCTUKU UTPatoT




3aboTa o noasx

U OKpV:2Kalollueu cpeje

NHBecTupys B coumanbHble NPOEKTbl M pa3BuBas Nporpammb
YCTONYMBbIX NOCTABOK CE/bCKOXO3AMCTBEHHOIO ChIpbs OT MECT-
Hbix npousBopuTeneit, Komnanus Heineken B Poccun ctpemutcs
YNYYLWNTb IKOHOMMKY U 3KOJIOTUI0 OKPYIKAIOLWMUX PETUOHOB,
MOBbICUTL COOCTBEHHYIO 3 (EKTUBHOCTD, 06eCcneunTh chanaH-
CMPOBaHHOE pPa3BUTME CeNIbCKOTO XO3ANCTBA Ha MHOTME rofpl
Bnepes, COKPaTUTb BbIGPOCH YIIEKUCIOro rasa

npu TPAHCMOPTUPOBKE.

«Kak 1 Bce onepaunoHHble nogpasgeneHus
KoHuepHa, Komnanusa Heineken B Poccun
pa3spabarbiBaeT NporpaMmmMbl No o6ecneyeHuto
YCTOMYUBOrO Pa3sBUTUA CUCTEMBI NOCTABOK CbIPbA,
YTO NO3BOJIUT NOBbICUTb IKOHOMUYECKYIO

3¢ (heKTUBHOCTb, CNOCOOCTBOBATL
c6anaHCMpOBaHHOMY Pa3BUTUIO CENIbCKOTO
X03AIMCTBA M COKPATUTb BbIOPOCHI YrNeKMcnoro
rasa npu TPaHCMOPTUPOBKEY.

Hatanbs lNyrayeHko
MeHepep no cHabXeHUto

KopnopaTuBHbie coljpa/ibHbIe
MHBECTHULIUU

Mpeanpuatua Komnanuu Heineken B Poccun okasbiatoT
NOALEPKKY MasOUMYyLUM CEMbAM, UHBANNAAM, @ TAKKe BeTepa-
HaM BOWHbI, 06eCneynBaloT GUHAHCOBYIO MOMOLLb MECTHBIM LIKO-
nam-uHTepHaTaM. Peann3yeTcs COTPYAHNYECTBO C MECTHbLIMK
otaeneHuamu MexpyHapogHoro KpacHoro Kpecra. ®uHancupo-
BaHWe TaKNX KyNbTYPHbIX MPOEKTOB, KaK HANpUMep, eXerofHbii
GectuBanb «My3bikanbHblil IpmuTax» B CaHkT-MeTepbypre,
npefcTasaseT ana KoMnaHWmM yHUKanbHY0 BO3MOXHOCTb NPUHM-
MaTb y4acTue B Pa3BUTUM KYLTYPHOTO 06pa3oBaHMs HaLLero
obuectsa. K 2012 r. nnaHupyeTcs BBECTU perynspHblid ayaut
KOPNopaTUBHbIX COLMANBHBIX MHBECTULMOHHBIX MPOEKTOB.

I'Ipoumoe Ha KOHYUKaxX naJjibLeB

Co3paHue 3T0ro NpoeKTa CTaNno BO3MOXKHbIM C NOABJIEHUEM
B IpMuUTaXKe (DOHAOXPAHUNULLA, B KOTOPOE Nnepeexanyu
NecATKM TbicAY apxeonoruyeckmx choHaos. Ha perynapHbix
3aHATMAX, NPOBOANMbIX NPO(eCCMOHaNbHLIMU apXxeoso-
ramu, pebsTa 3HaKOMATCA C APEBHEN UCTOPUEl YeNOBEKa,
BbICTYNas B POJIU UCC/Ief0BaTeNel apxeoormyeckux
marepuanos.

Oruer 06 yCTOﬁ‘{MBOM Pa3sBUTUN Kommnanmm

436 peTeil U3 LWUKON-UHTEPHATOB AJIA CNenbIX U CNa-
6oBuaAwmx geten CaHkT-MeTep6ypra nocewanu

B 2010 r. LMKN 3aHATUIA B apXe0JIOTMYECKOM Knacce,
opraHu3oBaHHOM l[ocyAacTBEHHbIM My3eeM «IPMUTANK.
3anyuweHHas B 2005 r. npu nomowu Komnanuu Heineken
VHUKa/bHasA TPexXJIeTHAA NPorpamMmma 3HaKOMUT fieTei

C AecATKaMM TbICAY My3€iHbIX 3IKCMOHATOB M PapuTETOB,
KOMUIN apXxeosiorM4yecKux NaMATHUKOB, KOTOPbIE MOYKHO
«YBUAETb PyKamMn», NPUKOCHYBLUUCH K HUM. 23 anpens
2010 r. B PecTaBpauMoHHO-XpaHUTENIbCKOM LieHTpe
«CTapas pepeBHA» COCTOANCA YKe TPETUiA Mo cYeTy
BbINYCKHOW Be4yep AnA 32 BbINYCKHMKOB, HA KOTOPOM
pe6aTa nenu NecHu, YNTanm CTUXU 1 TaHLEBaIU.

21 mas 2010 r. BbINYCKHUKM No6biBanu B CTapoit
Jlapore, rae pe6ATa nogHMMaNUCh Ha CONKM, 3aX0AUNM

B CTAPMHHYI0 PYCCKYI0 KPEeNnoCTb, MO3HAKOMUNUCH

C apxeo0JIoruyecKomn IKCNo3uLuels B My3ee n noceTunu
HACTOALLUM apXeoJIoruYecKunin packon. B KoHue aHA
KaXKAbli Y4aCTHMK NOE3KN Hanucan nmcbMo JOMOWA,
CaMOCTOATENIbHO HaKJIeWJ1 Ha HEro NoYTOBYI0 MapKy

M ONYCTUN €ro B NOYTOBbIN ALMK — OKA3aN0Ch, YTO MHO-
rve pebaTta genanu 3To Bnepeble.




Yucrble 6epera bankana: «YcToitumBoe passutne
6u3Heca — Tema JOCTaTO4HO
HOBasA, NOPO1 MaNONOHATHaA

B Hallei CTpaHe, XOTA

B NOC/IeAHee BpeMa CUTyauus
Hayana MeHATbCA C BbICTYN-
nenuamu Mpesugenta PO,
pacTyLuero KoaM4ecTBa mare-
pWanoB B Ne4atu 1 Ha TeNleBu-
AeHuu. Hawa Komnanua opHoi
U3 HEMHOTUX Ha POCCUMCKOM
pbiHKe copmynupoBana
CTpaTeruyecKuii Noaxon

K YCTOWYMBOMY PasBUTUIO

B CBOEi NPOV3BOACTBEHHOM
DeATeNbHOCTN, KOTOPbIN BKIO-
yaeT B ce6s o6pasoBarTenbHbie
nporpammbl ANs COTPYAHNKOBY.

pa3Butue 06pa303areanoro JKO0JIornyecKoro npoeKTa

AHacracua ManbiruHa
PervoHanbHbI MeHekep

B 2010 r. cotpyaHuku npeanpuaTus «lnBoapHsa XeitHekeH bankan» npuHanm Mo CBA35M C 00LECTBEHHOCTbIO

y4acTue B 0YEPEAHOM 3Tane peanusalmm 3KoNorMYeckoro npoekTa «4uctele

6epera baiikana» Ha octpose OnbxoH. MpoekT «YucToie 6epera baiikanay pea-

JIN3YeTCA YIKE HA NPOTSXKEHUN YETHIPEX JIET, U €0 FaBHO 3ajayel ABnseTCs

pa3BUTHE OTBETCTBEHHOIO OTHOLUEHUS K OKpPY)KaloLeil cpefe U popMupoBaHmue

3KONIOTMYECKOW KYIbTYpbI cpeau xutenen u roctei Mpkytcka u Mpkytckon

obnacTu. B aBrycte 6onee 30 cOTpyAHWUKOB NMBOBAPHM CTau BOJIOHTEPAMM NPO-

rpammbl No y6opKe TBepAbIX 0TX0f0B Ha CapaiickoM NAsixKe, — OfHOM U3 CaMbIX

KpPacuBbIX U MONYSAPHbLIX MECT OTAbIXa HA 0CcTpoBe O/IbXOH a TakXe UHopMUpPO-

BaHMIO TYPUCTOB U MECTHOTO HACeNeHNs 0 HEOBXOAUMOCTU COBNOAEHUS NPABUN

3KONIOrMYeCKo OTBETCTBEHHOCTU BO BpeMA OTAbIxa Ha baiikane.

3a npowepwme YeTbipe roaa Obina co3aaHa MHPaCcTpPyKTypa no 06opoTy TBEp-
AbIX ObITOBbIX OTXOAO0B U MHOPMUPOBAHMIO 06LLECTBEHHOCTU O HEOOXOAMMOCTH
OTBETCTBEHHOO OTHOLIEHMS K COXPaHEHWIO NEPBO3AAHHOI NMPUPOALI NObepexbs
caMmoro ry6oKoro 1 YMcToro o3epa B Mupe. pynnbl 3KONOrMYECKOro NaTpyns
PacnpocTpaHsAIoT cpeaun TYpUCTOB GpoLLopL 06 yHUKaNbHOI npupoae OnbxoHa,
a TaKKe pa3fatoT nepyaTku v Melku ana cbopa mycopa. B atom cesoHe paclum-
peHa TeppuUTOpus peanu3aumumn npoekta — ot ocTposa OnbXoH A0 Nobepexbs
Manoro mops. Takxe npegnpuaT1e y4acTByeT B PEKOHCTPYKLIUN STHOKYNLTYP-
HOro Napka «bypxaH», KOTOPbIA PACNON0XKEH PAKOM CO 3HAMEHUTON CKaON
LlamaHka, BU3MTHOM KapToukoil ocTpoBa OnbxoH. B coTpyaHuyecTse ¢ «Mpubaii-
KaJIbCKMM HaLMOHANbHbIM NAPKOM» Mbl YCTaHABAMBAEM UH(DOPMALMOHHBIE WUTI
C ONMUCAHNEM YHUKANIbHBIX MPUPOSHbIX MECT, SHAEMUYHBIX PACTEHUI U UBOTHbIX,
3aHeceHHbIX B KpacHyto KHUTY, M NpaBuaaMu npebbiBaHNsA HA TaKUX
TeppuTOpUsX.

Esrenuit ®egopos, OupekTop unuana «MusosapHs XeltHekeH baitkany: «lMpo-
eKT «YucTble Gepera baiikana» — npumep peanusaumu NpUHLMNOB YCTOMYMBOrO
pa3BUTUA Hallel KoMNaHuUK. 3a YeTbipe rofa NpoekTa Gblna NpogenaHa OrpoMHas
pabota. Mbl HageeMcs, YTO TYPUCTBI, MOJy4as LOMOJHUTENbHYIO MHGOPMALMIO,
OyayT 6onee b6epexHo OTHOCUTLCA K OKpYyIKaloLleil cpeae.

3aKynKu MEeCTHOI'O ChIpbsi
M YCTOMYHMBOE pa3BUTHE
CeJ/IbCKOX03MICTBEHHOI'O
MPOM3BOACTBA

ABNSIOTCS COBEPLIEHHO HOBOM NpobnemaTtnkoi B Poc-
cuu. Moaxopn Heineken K MeCTHBIM 3aKynKaM 3akntoya-
€TCS B Pa3BUTUM TECHOTO COTPYAHUYECTBA C MECTHbIMU
MOCTaBLLMKAMU U NPOU3BOAUTENAMM s 06ecneyeHus
CTabWbHbBIX MOCTABOK ChbIPbs U3 PErMoHa B He06XoM-
MbIX KOJIMYECTBAX, TPEOYEMOro KauecTBa, N0 CNpaBeam-
BbIM 1 060CHOBAHHBIM LieHaM.

B Poccuu 38% Bcex 3akynok KomnaHuu (B CTOMMOCTHOM
BbIPaXKE€HMM) NPOU3BOAMUTCA HA HALMOHAIbHOM PbIHKE.
Poccuiickue nocTaBku cocTaBnsioT 82% 06beMOB COO0-
A0BOTO0 iYMeHs, 99% 06beMOB caxapHOro cMpona,

100% puca n 100% Bcex ocTasibHbIX BULOB Cbipbs,
ucnonb3yemblx B Halwem nponssopcTee. OAHAKO B TaKoM
CTpaHe, Kak Poccua, npoctuparoleinca Ha aeBaTtb 4aco-
BbIX N0ACOB (A0 pedhopMmbl anpens 2011 r. ux HacumuTbIBa-
JI0Cb OAMHHAALATB), HALMOHANbHbIE 3aKYMKM Cbipbs

He ABNIAIOTCA aleKBaTHbIM pelleHnemM npobnembl. Ml
LOJMKHBI Pa3BUBATb MPOrPaMMbl YCTONYMBLIX NOCTABOK
CbIPbsi OT IOKAJIbHbIX PEr1OHaNbHbLIX MPOU3BOAMUTEN N,
4YTO NO3BOJIUT MOBbICUTH MPOU3BOAUTENBHOCTD, CMOCOOC-
TBOBATb YCTONYMBOMY PA3BUTUIO CEJILCKOrO XO3ANCTBA

1 cokpatuThb BbIGpoCkl CO, Npu TpaHCNOpTMPOBKe.

B KayecTBe MexaHM3Ma peann3auum 3TUX NpUHLMNOB
6Obina pa3paboTaHa CUCTEMA OLLEHKU CONOXKEHUA

B YCTOMYUBOM CENbCKOX03AMCTBEHHOM NPOU3BOACTBE
(MASSA). B TeyeHue 6amKaiilumx Tpex JIeT naaHUpyeTcs
BHepUTb CTaHAAPTbI AN OLEHKW NPOM3BOACTBEHHbBIX
MpOLLEeCCOB U NPOAYKLMUM MECTHbIX NPOVU3BOAUTENEN,

Ha 0CHOBE KOTOPbIX K 2015 T. ByLYT NPUHATEI peruoHab-
Hble MaHbl N0 06beMaM MECTHbIX 3aKYMOK Cbipbs. Bax-
HyI0 POJib B 3TOM NPOLLECCE ChIrpaeT BHeapeHne 06HOB-
neHHoro Kopgekca noctaBlumka. B atoii cBA3m cnepyet
OTMETUTb, YTO U3 176 MECTHbIX NPOU3BOAUTENEN, C KOTO-
pbiMu coTpyaHuyaeT Komnanus Heineken B Poccuu,

Ha KoHel, 2010 r. 94% nofTBEpAUAN COOTBETCTBUE NPU-
Humnam Kopekca noctasumka Heineken. Ceityac paspa-
6aTbIBAOTCA NPOLEAYPbI N0 KOHTPOJI0 COOTBETCTBHUSA
Kopekcy 1 nepeyeHb puCKOB, C MOMOLLbIO KOTOPOTO
MOHO OYLEeT BbISBATH NOCTABLLMKOB 1 MaTepuansbl,

He COOTBeTCTBYtoLMe TpeboBaHuaM Koaekca.

Ortuer 06 yCTO]?‘I"[MBOM Pa3sBUTUN Kowmnanmm

OTBeTcTBEeHHOE noTpebieHue

Heineken sBnseTca MUPOBBLIM NMAEPOM B 061aCTH NPOABUKEHUSA
OTBETCTBEHHOro noTpe6neHus. MonHocTblo pasaenss obuiecTeeH-
HYI0 06eCnOKOEHHOCTb M0 NoBOAY 310yNoTPe6aeHus anKorosnem, Mbi
6ecnpecraHHo nieM HoBbIe 1 y6eauTenbHbIe Crnocobbl ero npeso-
TBpaLYeHUs 3a CYET CTPOroro co6oaeHUs 3anpeTa Ha NPOAAKY NUBA
HeCOBepIIEHHONeTHUM, UH(OPMUPOBAHUA NOTpe6uTenen o noTeH-
LManbHbIX NOCNeACTBMAX 6e30TBETCTBEHHOrO NOTpe6aeHus, 60pbobI
C BOXJEHUEeM B HETPe3BOM COCTOSHWUU 1 ApYruMU npobaemamu,
CBA3aHHBIMMU C Ype3MepHbIM U 6e30TBETCTBEHHbIM ynoTpe6neHnem
CUPTHBIX HANUTKOB.

IlpaBuia oTBeTCTBEHHOM
KOMMeEepPUYeCKo¥ KOMMYHHUKALIUM

B cBOMX MapKeTUHrOBbIX, PEKNAMHbIX U CMOHCOPCKMX KOMMYHUKALUAX
KomnaHus Heineken B Poccuu pykoBOACTBYETCS Kak CTPOrUM HaLMo-
HaJIbHbIM 3aKOHOLATE/ILCTBOM, TaK U KOPNOPATUBHLIMY NPaBUIAMM
OTBETCTBEHHOMN KOMMepyeckon kommyHukauuu. K 2013 r. Bce cotpya-
HWUKMW OT[E/I0B MAPKETMHra 1 NPOAAX AOMKHbI NPOATH 00yYeHne B pam-
Kax CneLmann3npoBaHHOr0 CEMMHAPA, YTO6bI HAYYMTLCS MOHUMAT

¥ MCMOJb30BaTh AaHHbIE NPaBuIa B CBOeN pabote.

INponBHikeHHe OTBETCTBEHHOr O
norped/ieHHs C UCIO0J/Ib30BaHHeM
openna Heineken®

Ha atuketkax 100% Bcex GyTbinok 1 6aHok Heineken, npogaBaembix

B Poccuu, Tenepb neyatatotcs npusbi «Hacnaxpaiica nueom Heineken
OTBETCTBEHHO» U CCbUIKA HA CMEeLWaNbHbIN MHTEPHET-CaNT, NponaraHav-
pyloLnit OTBETCTBEHHOE NoTpebneHne. B 2011 r. 3TOT cloraH JoMmKeH
ObITb BK/IOYEH BO BCE BUbI HALLEH KOMMEPYECKON KOMMYHMKaLMN.

l'lpoaBmKeHne OTBEeTCTBEHHOIo
l'lOTpBG)'leHl/lﬂ C MCITI0Ib30BaHHUEM

APYrux bpenaos

€ 2010 . KomnaHus Heineken B Poccuu fobpoBosibHO pa3meluaet

Ha 3TUKETKax CBOeN NPOAYKLMKU NpeAynpeanTeNbHYI0 HAAMUCL O Bpeae
Ype3mMepHOro ynoTpebieHNs N1Ba, a TakXKe 3HAaUYOK «18+» ¢ Hdopma-
LiMeil 0 TOM, YTO MPOJAXa NUBA HECOBEPLIEHHONETHNM 3anpelLleHa.

K 2013 r. fo/mKHbI ObITb aKTUBMPOBAHbI MH(OPMALMOHHbIE KaMNAHWH
Mo OTBETCTBEHHOMY NOTpebneHuto ¢ 6peHgoM «0xoTay, a TakxkKe ¢ peru-
OHanbHbIMU 6peHpamu KomnaHuu.



«Pa3penss onaceHus o6LWECTBEHHOCTU MO NOBOAY
Hanuuua Nnpo6nembl 310ynoTpedaeHns ankoronem,
Mbl NpeANiaraemM CBOM COOCTBEHHbIE PeLleHuns no ee
NpeaoTBpPaLLEHHIO C UCMOJIb30BaHNUEM 06YYaIOLLUX
Nporpamm ANsA COTPYAHUKOB, NPOMOAKLMIA

AJIAl KIMEHTOB, KOHTPONA COGNIOAEHUA 3anpeTa

Ha NPoAaXKy NUBA HECOBEPLUIEHHONETHUM

1 BOXXJileHUA B HeTpe3BoM Buae. Heineken cuutaer
CBOMM 0JIrOM MOJIHOCTbIO UH(POPMUPOBATbL
notpebuteneit 0 BO3MOXKHbIX NOCNEACTBUAX
0e30TBETCTBEHHOr0 YyNoTpe6eHns ankorona».

borycnas buwos
[lnpexTop no mMapKeTuHry

Ha ynuubi ropoaa Bbiwen «3eneHbln NATpyby

«3eneHblv NATPYJIby, UHTEPAKTUBHbIN MHCTPYMEHT
NOBbIEHNA 0CBeAOMJIEHHOCTM 06LeCTBa 0 HOpMaXx
OTBETCTBEHHOr0 NOTpe6ieHNA U Heo6X0AUMOCTH
GepeXkeHOro OTHOLEHWE K OKpYXKaloLLeil cpeae, Obin
BnepBble peanu3oBaH B 2010 r. Ha PecTuBane KBaca

1 nuBa B CaHkr-Metep6ypre. Wlectb MOGUABHBIX rpynn
13 YeTblpex YesioBeK nepesBMranuch No TeppMTopumn

1 C/leaunm 3a TeM, YTo6bl NMBO He NPOAABANOCH HECO-
BepLUEHHONETHUM U He YNoTpe6ANoch MMM, a B3pocCsbie
NUAU YMEpEHHO, He HapyLLas NpaB1Na NoOBeAEeHus

B 00LUeCTBEHHBIX MeCTax 1 C061I0AaA YNCTOTY U NOPAAOK.
MonyTHO «3eneHbii NaTpynb» coo6wan roctam gecru-
BaJIfA 0 NPOBOAUMbIX B PamMKax (ecTMBans po3birpbILiax
1 MeponpuUATUAX.

«3eneHblit NaTpysiby nomoraet chOPMUPOBATL KYNLTYPY
OTBETCTBEHHOro NOTPe6IeHMsA NUBA U YBAXKEHME K OKpY-
YaloLen Hac cpefe Ha OCHOBE C/IeAYIOLMX NPUHLMNOB:
«MuBO — HANUTOK ANA COBEpPLUEHHOJIETHUXY,
«YnoTpe6nait NMBO 0TBETCTBEHHOY», KAJIKOr0Jb
U BOXXaeHue HeCoBMeCTUMbI», «Yucrtbin

ropoj, — OCHOBA KyNbTYPHOr0 OTAbIXa». Ponb
NpoOBOAHUKOB UAEN NPOEKTA BbINOJIHAIOT NAaTpyJibHblE,
AeCTBYIOLUE COTJIACHO CNeLuanbHOo pa3paboTaHHOMyY
KopeKcy y4acTHUKa ABUKEHUA «3eNeHblv NaTpyiby.

B psAAbl aKTUBUCTOB ABUKEHUA BKJIIOYAIOTCA COTPYAHUKM
KomnaHuu 1 roctu ropoACKux NpasgHMKOB

1 MeponpuUATUil.

B 2011 r. «3eneHbiv NaTpy/iby HAYHET NyTELIECTBOBATH
no CTpaHe, OpraHU3ya MepONpUATUA BO BCEX rOpoAax,
rpe npepcrasneHa KomnaHua Heineken B Poccuu.

INporpammsl aisa 6apHo-
pecTopaHHOro ceKropa
U PO3HUYHOM TOProBJIH

CoBMECTHbIMW yCUAUAMU C NPeSNpUATUAMU PO3HUYHO TOPrOB/M
1 6apHO-pecTopaHHOro CEKTOpa B npefcToslyve Tpu roga Kom-
naHus Heineken B Poccuu 3anycTuT psig nporpamm, nponaraHam-
PYIOLLMX NPUHLMNLI OTBETCTBEHHOTO MOTPEBIEHUS C UCTIONb30-
BaHueM GpeHpa Heineken® u apyrux 6peHpoB, ¢ Lenbio 06yyeHus
HaLMX NOLPAAYMKOB MPUHLMIAM OTBETCTBEHHOW KOMMEPYECKOIA
KOMMYHMKAL{MM U KOHTPOS 3a UX COOMIOIEHNEM.

Oryer 06 ycToiursoM pa3sutuv Komraxnum

Cool@work

Haww coTpyaHuKM BOMKHBI NOAABATh MPUMEP OTBETCTBEHHOIO
notpebneHns Hawum noTpedutensm 1 obuectsy. Kopnopatus-
Has ankorosbHas nonutuka Komnaxum Heineken B Poccuu,
L0BOAMMAs [JO BHEWHEN 1 BHYTPEHHEN ayauTopuu, 3anpellaet
COTPYAHMKAM yNOTPEeBNATL aNKOro/ib Ha paboyem MecTe

Y COLEePXKUT NOAPOOHBIE HOPMbI M MPABUIA MO MOBOAY AOCTYN-
HOCTU aJIKOTONIbHOW NPOAYKUMM ANisi COTPYAHMKOB. B 2010 .,
KaK 1 B NpefblayLLMe rofibl, pabOTHUKM OTAENOB MPOAANK Pery-
NAIPHO YYaCTBOBA/IM B TPEHWHTAX MO 3TUM TeMaM. Mbl byziem oka-
3blBaTb MOMOLLb HAWMM NOAPSAYMKAM B pa3paboTKe NAaHoOB npe-
ceyeHns ynoTpebneHus anKorois Ha paboyem mecTe.




CrpaTernveckue napTHepCcTBa

B 00/1aCTH OTBETCTBEHHOro norped, ieHus

KomnaHus Heineken B Poccum NPUHUMAET CaMO€ aKTUBHOE y4acTune B qJOpMVIpOBaHI/IVI KYNbTypbl
OTBETCTBEHHOrIo I'IOTpe6ﬂEHl/lﬂ, pa60Taﬂ COBMECTHO C nNapTHeEpaMn no oTpacan, opraHamMmu BaacTu,
TOProBbIMU NpPeANpPUATUAMHU, HOTp86VITeﬂHMVI n O6UJ,€CTB€HHbIMl/I opraHusaumamu. Hawa noBecTka
[OHA B obnactu NPoABMIKEHUA OTBETCTBEHHOIO NOBEAEHUA FIOTpe6l/ITeﬂel7l dJIKOrons BKJl0O4aeT
HECKOJIbKO OCHOBHbIX TEM: BOXXAEHNE B COCTOAHNN aZIKOT0JIbHOTO OﬂbﬂHEHMﬂ,yﬂOTpe6ﬂ6HMEM aJIKo-
rosisi HeCOBEPWEHHONETHUMU, 3dKOHOA4ATEJIbHbIE HOPMbI MO NpoAadKe aNIKOroNbHOM npogyxkumu.

«CrpaTernyeckue napTHepCTBa — 3TO Halle COTPYAHMYECTBO C KONeramu
no Gu3Hecy, oTpacneBbIMU COKO3aMM1, POCCUMCKUMMU FOCCTPYKTYpamMu

B PeruoHax, rae mbl paéoraem. Muorue npoekrbl, kotopbie Heineken
OCyLLeCTBNAET Ha rN06aNbHOM YPOBHE C MEXAYHAPOAHBIMU OPraHU3aLMAMM,
OyAyT BHEAPATLCA U HA POCCUIICKOM PbIHKe ANA 3(h(heKTUBHOrO, rPamMoTHOrO
U aKTUBHOTO NPOABUXKEHMA OTBETCTBEHHOrO NOTpe6neHus».

AHHa MenelwnHa
[vpeKkTop no KOPNOpaTUBHbLIM OTHOLIEHUAM
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Heineken nopaepxwsaet akTuBHebIN guanor ¢ BO3 v ee pervo-
HaJIbHBIMU OTAENEHUAMU N0 NpoGieMam 3/10ynoTpebaeHns anko-
ronem. B cotpypHuyectse ¢ MexnyHapOAHbIM LLEEHTPOM aIKO-
ronbHoi nonutukm (ICAP) Komnanus Heineken B Poccun Havana
afanTauumio K yClIoBUAM POCCUICKOTO pbiHKa nporpamMmel BO3
«InobanbHas cTpaTerus no yMeHbLUEHWIO 310yNoTpe6eHNs
ankoronemy. B Poccum ocCHOBHBIM HanpaBieHUEM AeATesIbHOCTY
B paMKax 3Toil Nporpammbl 6b110 BbIOPAHO NpeAoTBpaLLeH e

BOXAEHNA B COCTOAHUN aJIKOr0OJIbHOIO OMNMbAHEHUA.

1 3a cebs oTBeYal0
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«fl 33 cebs 0TBEYAI0» — 3TO YHUKANbHAS NPOrpaMma nep-
BUYHOWM NPOMUNAKTUKM yNOTPe6NeHUs aNKorons HecoBep-
LWEHHONETHUMM 1 (POPMUPOBAHUS Y MOAPOCTKOB OTBETC-
TBEHHOTO OTHOLIEHUA K MPUHATUIO CAMOCTOATENbHBIX
peLeHui.

B 2010 r. Komnaus Heineken B Poccumn coBmecTHO

¢ CaHKT-eTepbyprcKMM HCTUTYTOM NCUXOTEPANUU KOH-
CYNbTUPOBaHUA «[apMOHMAY» peanu3oBana NUAOTHBIA Npo-
ekt B Wwkone N2643 MockoBcKoro paioHa
CaHkT-lNeTepbypra.

Mcuxonoramu MHCTUTYTa GbiNa paspaboTaHa MeToanYec-
Kas 0Opa3oBaTtesibHas NPOrpaMma, Ha OCHOBE KOTOPOM
NPOBOAMANCE TPEHUHTU ANA WKONbHUKOB. ogpocTKam
13-17 net nomoranu B GOPMUPOBAHMMN aKTUBHOM XU3HEH-
HOJ NO3WULMM W LIEHHOCTEN, BK/IOYAIOLMX OTBETCTBEHHOE
OTHOLLEHWE K CBOEMY 340p0Bbto. [cuxo0ru, counanbHble
nejaroru U yuutens o0y4anuch HaBblkaM 3eKTUBHOIO
npodeccuoHanbHOro 00LWeHUs U B3aUMOAEHCTBUS C NOA-
POCTKaMU 1 UX CEMbAMM, NOBbILWANN CBOIO KBaAM(UKaLMIO
B 061aCTM NCUXOTEPANEBTUYECKOTO KOHCYIbTUPOBAHNUSA
Mo BOMpOCaM 3/10ynoTpebneHus ankoronem. Pogutensm
LeTeil NpefoCTaBAANMUCH NCUXONOTNYECKME KOHCYNbTALUN
¥ NOMOLLb B MOCTPOEHUN U COXPAHEHUU LOBEPUTENBHBIX
OTHOLUEHWIA C LETbMU, YMEHUM Pa3roBapuUBaTh C HUMH

Ha CJIOXHbIE TEMbI.

KnioueBas 3agaua nporpammbl 3aK/104aeTcs B pa3paboTke
MeTOAMKM Mo paboTe B WKONe HaA NPobBnemMoi 3n10ynoTpe6-
neHus ankoronem. MpoyHas cxema B3aUMOfEeNCTBUA «6u3-
HeC — HEeKOMMepYecKas opraHu3alus — BnacTuy» obecne-
YMBaET Pa3BUTUE NPOEKTA HA [OJIFOCPOUHOI OCHOBE.

B 2011 r. nnaHupyeTcs paciMpeHne NpoeKTa Ha HeCKOJbKO
LwKon.

Oryer 06 ycToitunBoM pa3putun Kommanmm

CTpvyKkTypa yripaB/ieHus
M BCIIOMoOrareJibHble
MHCTPYMEHTbI

C uenbro NONHOCTLIO BKIOYMTb HALLM NPUOPUTETHI YCTONYMBOTO
pasBUTUS B EXXEAHEBHYIO MPaKTUKY BeaeHus 6usHeca B Komna-
Huu Heineken B Poccum 6bin cchopmmupoBaH KomuTeT no yctonum-
BOMY Pa3BUTUIO, B KOTOPbIW BOLIM AUPEKTOPA MO HanpasJe-
HUAM. Ha cBoMx exxeKBapTasbHbIX 3acefilaHusAX oH byaeT
perynsapHo OLEeHWBaTb XO4 peanu3aLuy cTpaternm OTHOCUTENBHO
NPOMEXYTOUHbIX LieIel, NOCTaBAeHHbIX No 2013 1. 3T uenu
6bl1M cchopMyNMPOBaHbI CreLmanbHoi pabodei rpynnoit

Mo YCTOMYMBOMY Pa3BUTMIO, COCTABNEHHON U3 NpeacTaBuTenen
KOMMepYeCcKoro otaesna, 0taena obecneyeHns 1 niaHMpoBaHus
NPOM3BOACTBA, CNYXObl NnepcoHana, GUHAHCOBOro M OTAENA KOop-
MOPaTUBHbIX OTHOLEHU. Bonpockl yCTONYMBOrO pa3BuUTUS pery-
NAPHO 0OCYKAAIOTCA Ha PEryasApHbIX BCTPEYAX PYKOBOASALLETO
coctaea Komnaxuu.

B BbINONIHEHUM HAWMX 33434 U JOCTUKEHUMU JONTOCPOYHBIX
ueneit hyHAAMEHTANIbHYIO POJib JOMKHbI CbIrpaTh BCMIOMOrATESlb-
Hbl€ MHCTPYMEHTbI: MOTUBALMOHHbIE MPOrPaMMbl /151 BbICLIErO
PYKOBOACTBA, NPO3payHas OTYETHOCTb, PETYAAPHbI BHYTPEHHUN
Y BHELHWUI ayuT, yBEPEHHOE YNpaB/ieHne NpoLeccamm, BHepe-
Hue o6HoBNeHHoro KogeKca nocTaBLy/Ka, a TaKKe nociefoBa-
Te/bHasi KOMMYHUKALMOHHASA MOJUTUKA U LUMPOKOE MPUBJIEYEHNE
MapTHEPOB M3 YMCIIa BCEX 3aMHTEPECOBAHHbIX JIUL, U OpraHu3a-
uuii. Kaxxgoe nogpaspeneHne noayymT 0CHOBHbIE NMOKA3aTeu
3¢ HEKTUBHOCTH, HA OCHOBE KOTOPbIX OYAYT OLLEHWBATHCS €70
yCnexu 1 Heyfiaum B 061acT1 yCTONYMBOTO Pa3BUTUS.

Kopekc noctaBLmKa

B 2009 r. Kopekc nocrasimka Heineken noaseprca
BaXKHbIM U3MeHeHuAM. lloMMMo pefakTMpoBaHUA
cTarei, NOCBALLEHHbIX e/I0BOM1 3TUKE, NOBEAECHUIO

B 6M3Hece U npaBam 4Yenoseka, B Kogekc 6b11u BKIIO-
YeHbl NONI0}KEHUA O 3aluTe NPUPOALI, KOMMYHUKa-
LYMOHHOW NONUTUKE U COONIIOAEHUM KOPMOPATUBHbIX
npuHuyunoB Heineken HawwMmu nocraBwmKamu.

B yacTHocTH, NocTaBIMKaM Tenepb npepnaraeTca
MWHVMMMU3MPOBaTb HEraTMBHOE BO3/ieiCTBME npodhec-
CUOHANbLHOW AEATENIbHOCTU Ha OKPYKaIoLLyio cpeay

1 Pa3BMBaTb IKOJIOrMYECKU 6e30nacHble TeXHONOrUU.
Y10 0C06EHHO BaXKHO, OHU B CBOIO OYepefb TaKKe
BOJIKHBI KOHTPONMPOBATL COGNI0AEHNE OCHOBHBIX
HopM 1 Tpe6oBaHuii Kopekca nx co6CcTBEHHbIMU NOC-
TaBLYMKaMM. ITO B 3HAYMTENbHOW CTENEHMN pacLImMpAeT
ctepy BnuaHuA ctparermu Brewing a Better Future
(«Bapum nuBo — co3aaem byayiiee») Bo BCem Mupe.

Okono 450 rnaBHbIX CTPaTeruYecKux
nocraBwukos Heineken, y KoTopbix

Hawa KomnaHusa 3akynaet 601bLWMHCTBO
He06X0AUMOro el Cbipbs U 060pYAOBaAHUA,
noareepauam B 2010 r. cobniopeHue

UMUK NPUHLMNOB 06HOBNEeHHOro Kopekca.
OkoHuyatenbHo Kogekc ponxeH 6bITh
npusHaH Bcemu noctaswuxkammu Heineken
B 2011r.




«... UI3meHeHuUe CTPYKTYpbI ﬂOTpEGJ’IﬂEMbIX adJIKOroJibHbIX HANUTKOB B N0J1b3y NUBA NO3UTUBHbLIM o6pa30M BaAnAeT

Ha aJIKoroNibHyI0 CUTYaLuio, NOKasaTenu 30poBbA U NPOAOIKUTENbHOCTU YXU3HU HaceNneHua».
CaHKT-leTepbyprcKuin Hay4HO-UCCNE0BaTENIbCKUIN NCUXOHEBPONOrMYECKUM MHCTUTYT uM. B. M. BexTepeBa

Ana BOMPOCOB U KOMMEHTapueB:

® AHHa MenewunHa

http://bekhterev.spb.ru/content/43/res_alco_report.pdf

Poccuinckunii peiHOK nuBsa

B 2010 r. no gaHHbIM PoccTaTta B Poccun MHAEKC NpOM3BOAC-
TBa NMBOBAPEHHOMN OTPAC/U ONYCTUCA KO OTMETKMN 94,1%

K ypoBHI0 2009 r., yTo N0 NpeABapUTeNIbHON OLeHKe COCTaB-
nsaet 1021 mnH gon. Takum 06pa3om, yxKe BTOPOIi rog,
HabnopaeTca cepbe3Hoe COKpaLieHue 06 eMoB NPOU3BOAC-
TBa nuBa. Mpu 3ToM cnap oTueTHOro roAa oKasanca 6onee
3HauuTeNbHbIM, 4em B 2009 r., Koraa 06bem NpoM3BoACTBa
coctaBun 95,2% k yposHio 2008 r. bonee Toro, TpexkpaTtHoe
yBenn4eHue aKLM3a He CNOCO6CTBOBANO NPEOAONEHUIO KpU-
3UCHOW IKOHOMMYECKOW CUTYyaL MK B OTpaciu.

100% HaTypanbHblit NPOAYKT

Vike Gonee cemMu TbICAY JIET NIOAW BAPAT U NbIOT HAMUTOK

13 COJI0AA, APOXIKEN, XMENA U BOAbI, KOTOPbIi HAa3bIBAETCA
nueom. MepBoe «NUBO», KaK BbIACHWUIM apxeonoru, 6b1no
nony4eHo CNY4anHo: AYMEHb 3apbiBay B rOPLIKaX B 3eMJII0,
4T06bI 3epHa NPOPOCIH, a KOTAA B FOPLIKK CJIy4aiiHO nona-
Aana Bopa, BHYTPU 06pa3oBbIBaNach «CoN0A0BAA» CMECD,
KoTopas HaunHana 6poAnTb BCIEACTBME KOHTAKTA C cofep-
Malwmmucsa B BO3Ayxe NPUPOAHBLIMU APOXKKamu. B pesynb-
TaTe NOJIy4Mnoch NpocTeiilliee NMBO.

CeroaHA TexHoNoOrMA Npou3BOACTBa NUBA YLUNA AANEKO Bne-
pep OT 3apblBaHUA rOPLLKOB C 3ePHOM B 3eMJ1I0, a Konuye-
CTBO copToB npesbiwaeT 20 TbicaY. Ho 0CHOBHbIMU
MHrpeAMeHTaMn NUBA NO-NpeXXHeMy 0CTalOTCA CONOA, XMeb,
APOMOKU U BOAA.

Conop, T. €. NPOPOLLEHHOE U BbICYIIEHHOE 38PHO Pa3NIUYHBIX
3NaKOB, rNaBHbIM 06Pa30M AYMEHA — 3TO FNABHbII MaTe-
pvan B NUBOBapeHUM, OT KOTOPOro 3aBUCAT LYBET, APOMaT

U BKYC NUBa.

bnarofapsa XxMeio — BbIOLEMYCA MHOFONIETHEMY PACTEHUIO
U3 cemMeiCcTBa KOHOMJeBbIX — NUBO NPHoOGpeTaeT NPUATHYIO
ropeyb passIMyHOi MHTEHCUBHOCTM U OTTEHKOB. XMenb
TaKKe o6sapaeT 6aKTepuUUAHBIMKU CBOMCTBaMU. B nuBOBa-
peHum ucnonb3syercsa 6onee 100 BUAOB xMens.

JpOXOKM, T.e. MUKPOOPraHU3Mbl, IpUMeHAeMbIe AnA copa-
JUBAHNA NUBHOTO CYCNa, AENATCA Ha ABE rPyNNbl — BEPXO0-
BOrO M HM30BOrO 6POXKEHMA, KaXKAAA N3 KOTOPbIX COAECPIKUT
HECKOJ/IbKO pac (luTamMmoB) ApO . 3HaMeHUTbIN COpPT | |
«Heineken A-yeast» Gbin co3aaH B 1886 r. AoKTOpOM InnOT
M CTepa) 1 A0 CUX NOP MCNOJIb3YeTCsA
ANA B :aHeineken.

| ANeHMe 30H NOBBIIEHHOTO PUCKA U BLIPABOTKY YeTKMX

JivpeKTop no KOpNOpaTUBHLIM OTHOLUEHMAM

anna.meleshina@heineken.com
+7 (812) 3268585 (7227)

Bukrop MMartko
Buue-npe3npeHT

Iu3aiH n neyarb: Silamandarina

i

HakoHewl, Hau6onblKit 06bEM Cpeay BCeX UHIPEAUEHTOB
nuBa 3aHMMaeT BoAa. B HanuTke ee copepianue coctaBnaer
90-95%.

B nuBo HUKOrAa He fo6aensatoT cnupt. Kpenoctsb nuea,
AOCTUraemas B NPoLecce eCTeCTBEHHOro GpoXKeHUs, COCTaB-
nAeT B CPeAHEM OKOJO 4,5% 06beMHOro coaepaHus
cnupta. 04HaKo HeKOTOpbie COPTA UMEIOT 6oJiee BLICOKYI0
UAU HU3KYIO KPenocTb.

CTporuit KOHTPONb KayecTBa

KomnaHua Heineken aBnaerca KpynHeiwmm nUBoBapeHHbIM
npoussoacTeom B EBpone u TpeTbum B Mupe. Haww npea-
NPUATHA BbINyCKaloT 6onee 200 MeXKAYHAPOAHDIX, permo-
HaNbHbIX, MECTHbIX U CNELUanbHbIX COPTOB NUBA,

28 u3 KoTopbix npousBoautcsa B Poccun. Kauecteo u 6e3o-
NacHOCTb NPOAYKUUM 06eCneynBaioTCcs NOCTOAHHBIM KOHTPO-
neM Npou3BOACTBEHHBIX MPOLECCOB Ha HAWWMX NPeANPUATUAX
C NOMOLLbIO CUCTEMbI MEXAYHAPOAHbBIX cTaHAaapToB IS0 9000
(ynpaBnenue kayectBom) 1 ISO 22000 (ynpaBneHue 6e3o-
NacHoCTbIo), a TaKxe cuctemoit XACCII.

XACCN (B aHrnumckoit TpaHckpunuun HACCP — Hazard
Analysis and Critical Control Points) o3HauaeT aHanus puc-
KOB M KOHTPOJIb B Ba)XKHEWLIMX 06nacTax NpoU3BOACTBa.
Cuctema XACCI noapasymeBaeT aHaNuU3 KaXKA0uM onepawum
TEXHONIOrMYECKOro NpoLecca, BbiaBieHue hakTopoB, KOTO-
pbie MOryT NOBJIMATH HA 6€30NMacHOCTb NPOAYKTA ANA 340PO-
Bbs noTpebutenei (Hanpmmep, 0CTaTKU MOIOLLMX CPEACTB
nocsne MbiTbA 060pYAOBaHNSA), OLEHKY CTeneHu pucKa, onpe-
7 BO3HUKHOBEHMA ONacHOCTU. Bce pa6or-
HH 3( napckux noapasaenehuit Kom-
ark, 4TO MOX(ET yrpoma‘:?-
UYHBIX 3Ta'na;;lx nopyueHH }( M

{144
i\

Omuem HaneuamaH Ha 6yMaee,

¢ EkarepuHa lypoBa
MeHep)xep No KOPNOPAaTUBHOW COLMANIBHON OTBETCTBEHHOCTH

1 yCTOWYUBOMY pa3BuTUIO Gu3Heca

ekaterina.gurova@heineken.com
+7 (812) 3268585 (7277)

U3parenn: Otaen kopnopartuBHbix oTHoweHu KomnaHum Heineken B Poccum
MnaBHbIN pepakTop: EkatepuHa lyposa

npuaoquoﬁ gJisi GMOPUYHO20 UCNOJIb30OGAHUSI.

www.heinekenrussia.ru
www.enjovheinekenresponsibly.com




Heineken Russia

Sustainability Report

2010

Brewing_ a Better Future |

2010 e 2020

Governance, Senior management incentives,
Reparting B transparency, Supplier Code,




Contents

01 Foreword
02 Milestones

04 Brewing a Better Future:
On Sustainable Development Path

Heineken Russia

Kaliningrad
St.Petersburg

Nizhny Novgorod
Ekaterinburg

Sterlitamak Khabarovsk

Novosibirsk Irkutsk

Heineken Russia entered the Russian beer market in February
2002 when Heineken N. V. acquired the first brewery in

St. Petersburg — Bravo International LLC (since March 1,
2003 — Heineken Brewery LLC). Nine more breweries were
acquired later on. In 2009 two breweries were turned into
distribution centres.

The Heineken brand, that bears the founder’s family name —
Heineken — is available in almost every country on the globe
and is the world’s most valuable international premium beer
brand. In total Heineken Russia breweries produce beer of 28
brands.

Heineken intends to maintain its long-term commitment

to the overall sustainability of the company worldwide.

The company’s approach towards sustainability is built on
Heineken'’s three core values — Passion for Quality, the
Responsible Enjoyment of our Brands and a Respect for
People, the Environment and the Society in which we live and
work. Since 2010 Heineken Russia has taken part in Brewing
a Better Future sustainability programme of Heineken
International. The integrated and long-term ambition on the
agenda is to become an even greener company by 2020.

Additional information is available on
www.heinekenrussia.ru

Foreword

Brewing a Better Future.
Join us!

We're pleased to welcome you to this 2010 Heineken Russia
Sustainability Report which will brief you on the progress we
made in sustainable development last year and update you
on our plans for the future.

Despite all the difficulties experienced in 2010, we never
flinched from launching our huge new strategy of sustainable
development Brewing a Better Future. Devised and coordi-
nated globally across all Heineken fully and majority owned
companies, it is about how we will build our business in the
next decade. It is about minimizing our environmental
impact and maximizing our contribution to neighbouring
communities and society. It is about People, Planet and
Profit — key priorities for any socially responsible company
nowadays.

Heineken’s track record in securing long-term development
benefits through constant innovation received recognition
at the world level. Last September groundbreaking sustaina-
ble supply chain initiative of Heineken N.V. in Sierra Leone
won a World Business and Development Award from the
United Nations Development Programme, and our continued
membership of FTSE4Good was confirmed. At the end of 2010
Heineken N.V. was also invited by the United Nations to
become an inaugural member of Global Compact LEAD, a
group of enterprises leading in sustainable development that
are asked to set new, higher benchmarks for sustainability.

Setting ambitious goals and defining KPIs, however, is only
part of the job to be done. We realise that in order to trans-
late our philosophy into actions we need to embed our

Yours sincerely,

Jos van der Burg

Sustaiability Report 2010

CFO Heineken Russia

Dimitar Alexiev
CEO Heineken Russia

Brewing a Better Future approach into our business processes. In
other words: it must become part of our corporate DNA, transform-
ing our mentality and changing the way we think and behave.

And it is only natural that we would engage in this process our
stakeholders. Their views on how we are progressing and what we
can do better have been invaluable for devising our new approach
towards sustainability. It is through greater co-operation with our
business partners, NGOs, consumers and employees, and regular
feedback from them, that we can successfully advance along this
road. We thank you all for taking this journey with us and look for-
ward to what we will accomplish together during this decade.

As a transparent and responsible business we strive to keep our
people and the public well informed about our achievements in the
sustainability area. That’s why we are proud to present this second
Heineken Russia Sustainability Report which outlines our activi-
ties and achievements in 2010 and sets out our goals for the next
several years. You will see our efforts in Russia in a global context,
against the background of similar initiatives Heineken undertakes
elsewhere, which will give you a better idea of where the world
stands on this issue right now.

Sustainable development is a novel notion in Russia. Given lack of
business experience and public concern about it, sharing expertise
and best practice is crucially important. We hope that this report
may be useful to those of you who also believe that doing busi-
ness, caring for people and protecting nature are not in contradic-
tion with each other. Please do not hesitate to contact us with any
comments or queries, our team and we will always be happy to hear
from you and to help you in any way we can.
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Heineken Brewery, Saint-Petersburg

Heineken Brewery Siberia, Novosibirsk &

Company PIT, Kaliningrad

Heineken Brewery was
awarded for its successful
business development strat-
egy and implementing
state-of-the-art production
technologies by the munici-
pal government’s Committee
for Economy, Industry and
Commerce and the St.
Petersburg trade union of
agricultural workers. In
2010 Heineken Brewery
launched over 20 invest-
ment projects, mostly aimed
at upgrading the company’s
equipment, improving the
production processes,
reducing operational
expenses, enhancing safety,
protecting the environment
and introducing green
technologies.
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Agreements with trade part-
ners on prevention of beer
sales to the minors were
signed. People under 18
have never been recognized
as target audience for
Heineken Russia. The agree-
ments guarantee our part-
ners’ commitment to the key
principles of the corporate
social responsibility.

2010 is also a year of 100
years anniversary of
Company PIT brewery
founded in 1910 as
Konigsberg Brauerei in
Dewau. The brewery also
got Amber Star, the highest
Award of the Union of
Russian Brewers, for con-
tributing to the develop-
ment of Russia’s brewing
and non-alcoholic beverage
industry.

Coraamenmne

Heineken Brewery Baikal, Irkutsk

Patra Brewery, Ekaterinburg

AMUR-PIVO, Khabarovsk

Employees took part in the widely-known brew-
ery environmental initiative ‘Clean Shores of the
Baikal Lake’ promoting solid domestic wastes
treatment programme on Sarayskii beach (the
Olkhon island) and informing tourists and local
people on necessity of respect for environment

while camping.

Volga Brewery, Nizhny Novgorod

The brewery won the contest ‘My city is
my home” in the nomination ‘The best
territory of an industrial enterprise’.
Land improvement, planting trees and
bushes, sanitary condition and other
criteria were considered.

AMUIIAOM

RATPEMINETEN

KLTEKTHD

L]

4 R
o mpm—
T T TR

117 Fwy

Employees took part in the
annual city day parade giv-
ing citizens and guests an
overview of brewery high-
tech equipment, best-qual-
ity product and close-knit
team of brewing experts.
City parade accompanied
internal events in the
framework of 50 years anni-
versary of the brewery, such
as new silo completion
unveiling, employee award
ceremony and opening of
the brewery historical exhi-
bition etc.

Heineken Brewery Siberia, Novosibirsk

The Governor investment committee of
the Nizhegorodskaya oblast ranked the
project ‘Reconstruction of Volga
Brewery’ with the status ‘prioritized
investment project of the
Nizhegorodskaya oblast’. Economic
efficiency, budget and social stability
were considered.

Sustainability Report 2010

as well.

Launch of unique energy efficient boiler house.
Up-to-date boiler house built according to the
latest technological trends allows to significantly
reduce natural gas consumption that results in
reduction of CO, emissions. Besides, improved
water treatment plant and efficient dry return
system guarantee water consumption reduction




Brewing a Better Future:

On Sustainable Development Path

A Green, Responsible Vision

Itis no longer seriously disputed that unsustainable economic development, pursuing short-term gains at

the expense of long-term benefits, is the greatest challenge humanity is facing now. Global warming, Heineken's long-term ambition is to be the world’s greenest brewer.
industrial pollution, resources depletion, water scarcity, poverty and social unbalance pose a growing Being green o us is synanymous with making a long-term commit-
threat to our civilization. How we deal with these problems in the coming years will truly decide our fate e e e L

‘ P 9y y ‘ and partnerships. Hence, the three strategic imperatives in our sus-
Brewing industry has also some specific challenges which it must constantly address, such as potential tainable development strategy are:

alcohol abuse and the role our products play in the life of society. Enjoyed in moderation, beer can be a
part of healthy lifestyle with deep roots in human culture; however, it can also be a destructive force when
consumed excessively or inappropriately.

In April 2010, Heineken proudly unveiled Brewing a Better Future, a comprehensive and integrated development strategy for the
next decade which presents our vision of a more sustainable world. Its implementation will allow our business to balance the need
for long-term viability and financial success with the constructive role we strive to play in society.

Moving on from these main priorities to some
more concrete actions, we have grouped 23 work
programmes into six inter-related strategic initiatives

Brewing that will enable us to realise our goals.

a Better Future

To be
the World’s Greenest Brewer

Empower

Continuously
improve the
environmental
impact of our
brands and business

Green Green
Brewer Commerce

Governance, Senior management incentives,
Reporting & transparency, Supplier Code,
Communication & engagement

Sustainability Report 2010



Green Brewer

Green Brewer, the first of the six key initiatives, was designed to embrace more sustainable ways of
producing and consuming, cut down on power and water consumption and make all our operations
resource efficient. It is built around three programmes:

1. Green Production: It is aimed at
energy efficiency improvements,
carbon emission reductions and
water consumption reductions in
breweries. Today several of Heineken
140 breweries around the world meet
stringent global targets mentioned
above sharing best practices through
our knowledge management system
for use in future designs and renova-
tions. Since 2002 total energy con-
sumption across Heineken
businesses has already been reduced
by 17%, with breweries in Central
and Eastern Europe being some of
the main contributors to this trend.
Heineken is also investigating how
to replace fossil fuels with energy
from renewable sources — wind and
solar, biomass, geothermal and
hydropower.

Currently more environmentally
friendly natural gas and LPG
account for 61% of Heineken
direct energy consumption, fuel oil
and diesel — 38%, and renewable
fuels (biomass and biogas from our
wastewater treatment plants) —
nearly 1%. No coal-generated
energy is used.

To reduce and manage (O,
emissions, 58 plants employ less
carbon intensive technologies, 26
units switched to less carbon
intensive fuels, 20 European plants
participate in the emission trading
scheme, and 2 use carbon
sequestration technologies.

2. Green Warehouse: The programme
envisages the adoption of an energy

savings plan for warehouses and other
non-brewing production sites. In 2011
we will map the energy consumption of

our buildings and, by measuring and
setting reduction targets, decrease
their negative impact on the
environment.

3. Green Office: Just as with ware-
houses, an energy savings plan will be
used for making our offices more cli-
mate neutral.

¢ Reduction in specific energy consumption (combined thermal and electrical) to 166 Mj/hl, 2.4%

down on 2009

¢ Improvement of specific thermal energy consumption to 87.6 MJ/hl, 1.6% down on 2009

¢ Improvement of specific electricity consumption to 8.7 kWh/hl, 3.6% down on 2009

* Reduction in greenhouse gas emissions to 9.3 kg C0,-eq/hl, 5.5% down on 2009

¢ Reduction in specific water consumption, used for brewing, packaging and cleaning, to 4.5 hl

(per hl of beer, cider, soft drinks and water), 6.3% down on 2009.

Environmental compliance

In 2010, 67 accidents were recorded with the potential to cause harm to human life, property or the ecosystem. About
half of the accidents are related to the quality of effluent, which exceeded the legal limits. Five production units paid
EUR 190,000 worth of fines for environmentally related cases (EUR357,000 in 2009). The number of complaints

(half of them related to noise).

related to environmental or industrial safety accidents with off-site effects decreased from 75 in 2009 to 30 in 2010

Green Commerce

Some 70% of our products’ carbon footprint is estimated to originate outside the brewing process. In
order to reduce it throughout the value chain Heineken decided to focus on three key areas: packaging,
cooling and distribution. The following programmes have been put in place:

4. Baseline Carbon Footprint Model: In
2010, Heineken further developed the
methodology for calculating the total
absolute CO, footprint per country,
enabling our operating companies in
national markets to monitor their per-
formance on a consistent basis. The
tool has been tested in the UK, France,
Italy and the Netherlands and will be
rolled out to all European Opcos in
2011.

5. Green Packaging: To cut down on
our carbon footprint, Heineken's new
packaging policy focuses on reducing
the weight and quantity of materials
used and on stimulating recycling at
end of life. The requirements for the
new policy will be implemented across
the business in 2011 and formally
introduced in 2012.

6. Green Cooling: The programme looks at
reducing energy consumption of draught
beer systems, off-premise fridges and
beer tender appliances by improving
energy use, cooling agents and isolation.
Heineken ambition is to achieve a 50%
reduction in CO, emissions from its
fridges by 2020. The company is among
the first brewers to commit to the global
introduction of eco-friendly fridges
which use energy-saving technologies
(LED lighting, a smart energy manage-
ment system and environmentally
friendly hydrocarbon refrigerants) and
consume between 35 and 50% less
energy. Starting 2010, 100% of all
replacement fridges must be based on
green technology.

7. Green Distribution: The programme
goalis to secure CO, emissions reduction

through improved distribution net-
work, better equipment, optimized
loading operations and enhanced
warehousing technologies.
Sustainability criteria become part
of our procurement process for
transportation services. Heineken
has been supporting the develop-
ment of the SmartWay concept in
Europe designed to monitor and
report the carbon footprint of road
transport. Shippers, like Heineken,
will use this information to procure
more energy efficient transportation
services, while transportation com-
panies will benefit from carbon effi-
ciency scoring and sharing of best
practices.

¢ Heineken initiated the development of ‘green’ draught beer coolers that would meet its
stringent efficiency standards. They will be piloted in 2011 and introduced to the market in
2012, with estimated energy savings of over 35% in CO, reduction.

* Heineken was amongst the first brewers to globally commit to the latest generation of
environmentally friendly fridges. Approximately 130,000 fridges were sourced by it globally in

2010.

¢ A carbon footprint model for distribution operations was designed to help logistics managers
around the world to measure, report and identify CO, improvement opportunities. Rollout of
the model to our businesses will start in 2011.

Sustainability Report 2010




Engaging Employees

In order to ensure wholehearted support of our employees behind our sustainability agenda, Heineken needs to
provide a fair, safe, secure working environment for all our employees and partners across the supply chain,
enhancing staff Health and Safety, enforcing employee Rights and Integrity, promoting Engagement and

Education.

8. Health & Safety: 2010 saw 14 fatal
accidents throughout Heineken business
in which six employees, six contractors
and two other external collaborators lost
their lives. Only two of the fatalities were
the result of production accidents
though, while four were caused by traffic
accidents and four more were related to
robberies (in Mexico). Driven by its vision
of accident and incident-free work envi-
ronment, Heineken developed an
enhanced global Occupational Health and
Safety (OHS) Policy to be implemented in
2011. The Policy introduces a global
standard on Health & Safety, expands
current OHS activities from production to
all functions, introduces minimum

requirements for contractors, improves
training and registration of all incidents
and accidents, and reinforces the Safety
Pillar within our Total Productive
Management (TPM) Programme.

9. Rights & Integrity: A gap analysis in
the area of employees’ rights was carried
out and a global Employees’ & Human
Rights Policy was drafted. When rolled
outin 2011, it will contribute to an envi-
ronment in which employees’ rights are
respected and their talents recognised,
developed and rewarded. The Code of
Business Conduct was partly revised, with
a focus on embedding integrity in
Heineken corporate culture through

training, audits, whistleblowing proce-
dures and network of Trusted
Representatives.

10. Employee Engagement & Education:
In order to make sustainability an inte-
gral part of our day-to-day work, we are
investing in communication and activi-
ties that enable our people to actively
and genuinely participate in the life of
their local community and the global
community. The 2010 launch of Brewing
a Better Future was promoted extensively
to our internal and external audiences
through videos, articles and dedicated
events. We also began to work on an
online Sustainability Academy.

¢ Accident frequency for production employees decreased from 1.8 accidents per 100 FTEs in 2009
to 1.6 per 100 FTEs in 2010.

¢ Accident severity decreased from 54 lost calendar days per 100 FTEs in 2009 to 46 lost days in

2010.

¢ By the end of 2010, 75% of our companies recorded the relevant health and safety data in our
central reporting system. The quality and scope of this data, however, remains to be improved.

¢ Under the Whistleblowing Procedure 194 reports were received. Of these, 16% concerned fraud,
5% conflict of interest and 79% breaches of internal company policy. Around 79% of all cases
investigated proved to be substantiated.

Accidents in packaging

In 2010, a global accident survey was conducted, revealing that approximately 60% of accidents occur in the packaging
department. The majority of these accidents are cuts from broken glass bottles, so a very simple yet efficient remedial prac-
tice was the introduction of a cut-proof glove.

Heineken Cares

From local sourcing to sustainable agriculture, to improving healthcare and living conditions for our
people — caring has always been part of our culture and the way we run our business. Rather than providing
temporary relief, we aim to enable permanent, positive change through a number of specific programmes:

11. Local Sourcing: Sourcing raw materi-
als locally as much as possible empowers
the communities in which we operate, at
the same time reducing our transport
costs and carbon footprint. In Africa, by
2020 we aim to source 60% of our raw
materials locally.

12. Sustainable Agriculture: Our sustain-
able agriculture programmes aim to
secure a steady supply of quality barley,
hops and apples produced without
depleting the soil on which they are
grown. Heineken follows international
agricultural standards, developing and
implementing indicators for sustainable
agriculture to measure the compliance of
suppliers against our standards. The com-
pany joined the Sustainable Agriculture
Initiative (SAI), a platform of

international food producers which
exchanges best practices and conducts
research in the area of sustainable
agriculture.

13. Corporate Social Investment:
Heineken operating companies invest
approximately 1% of their operating
profit, on group level, in local communi-
ties. As of 2011 a standardised way of
capturing all these investments will come
into use to give us a better insight into
the impact and value of our activities
and to better focus our future efforts.

14. Healthcare: By 2020, Heineken aims
to provide access to basic healthcare to
100% of its employees and their depend-
ents, no matter where they live and work.
Basic healthcare for employees and their

dependents in many developing markets,
where governments do not provide suffi-
cient healthcare, has always been a prob-
lem. Traditionally, Heineken breweries in
African and other markets have had their
own clinics to bridge the gap. In 2010 a
uniform Heineken Healthcare Standard
was finalized which will apply to all our
Operating Companies participating in
BaBF.

15. Economic and Social Impact
Assessment: To better track the impact
that our operations have in a market,
Heineken conducts Economic Impact
Assessments enabling it to measure its
contribution to developing countries and
pinpoint ways to increase it. By 2020 we
plan to map the economic impact of our
business on all developing markets.

* Heineken supported some 10,000 farmers and their families globally.

¢ Corporate investments in local communities totalled EUR15 million in cash and over EUR8

million in product value.

* Heineken developed the methodology that underpin MASSA (Malting Assessment System for
Sustainable Agriculture) to collect data on sustainability indicators for the apple to cider, barley
to beer and hops to beer chains.

¢ The amount of locally sourced crops increased.




Responsible Consumption

It is unfortunate that a minority of people abuse alcohol and harm themselves or others. This is a serious,
complex social problem which Heineken has been addressing through awareness raising campaigns,
self-regulation and working with governments and partners on effective legislative measures. Brewing a
Better Future includes a comprehensive strategy to continuously encourage responsible alcohol
consumption through a number of programmes:

16. Responsible Consumption through
Heineken®: As the world’s most inter-
national beer brand, Heineken® plays a
role in encouraging people to enjoy it
responsibly through its marketing and
sales activities. In 2010, we promoted
responsible consumption programme
Enjoy Heineken® Responsibly (EHR)
through placing its logo and weblink
on all Heineken packaging in all mar-
kets, displaying it during Heineken
UEFA Champions League (UCL) broad-
cast sponsorships around UCL matches,
introducing EHR advertising boardings
at Heineken Cup rugby matches,
endorsing responsible consumption in
Heineken sponsored music events, etc.

17. Responsible Consumption through

other brands: A similar approach has
been completely integrated into the

In 2010:

way we market and sell other brands —
from advertising to product develop-
ment, from packaging to online
information, from information on labels
to information on beer cups, from devel-
oping the low and non-alcohol beer cate-
gories to, in one case, withdrawing a
product found to be at higher risk of
abuse by consumers. By 2015 all our
brands will display a culturally relevant
responsible consumption message.

18. HoReCa & Retail Programme:
Heineken supports its on-trade and off-
trade partners with staff training and
guidelines for promotional activities, age
enforcement, alternative transport etc.
Alcohol server training programmes teach
employees how to serve and sell alcohol
responsibly, identify levels of intoxica-
tion, handle difficult situations.

Heineken also encourages on-premise
outlets to offer training to servers.

19. Cool@Work: We ensure that our
own employees understand the
importance of responsible consump-
tion and their obligations in relation
to the beers they brew, market and
sell. This programme also helps man-
agers deal with staff drinking
problems.

20. Rules on Responsible Commercial
Communication (RCC): In addition to
the existing on-line learning tool, a
specifically designed RCC workshop
for all of our businesses and agency
partners will go on trialin 2011. By
2012 it will be delivered to 100% of
Heineken commerce and marketing
employees.

Partnerships for Progress

Alcohol abuse damages lives and undermines our business. Alcohol producers, governments, healthcare
organisations, law enforcement agencies, parents and educators need to tackle jointly such complex
social and cultural problems as drink driving, binge drinking and illegal alcohol. Heineken invests time,
money and its staff expertise in Partnerships for Progress to combat alcohol abuse in all our markets.

21. Partnerships with the industry &
governments: We work together with
the industry & governments to address
issues of drink driving, effective self-
regulation, non-commercial alcohol,
etc.

22. Partnerships with NGOs/Third
Parties: Heineken is a founding member

of the European Forum on Alcohol and
Health, in which European organisations
debate, compare approaches and act to
tackle alcohol-related harm. We are also
one of the driving forces behind the
Global Actions on Harmful Drinking, an
industry platform which tackles harmful
drinking through a combination of global
and local actions in 17 countries and the

Caribbean. The agenda for
2010-2012 focuses on non-commer-
cial alcohol, self-regulation and
drink driving. By 2015, 100% of
Heineken markets must have a via-
ble partnership focused on these
goals.

This grouping of activities is the basis of our sustainability reporting in the years to come. To ensure a solid
reference point for our actions and achievements, we will measure our progress on this journey through
the SAM Dow Jones Sustainability Index. We will also review our progress each year and, as the world and
we change over the coming decade, we will be prepared to adjust our approach.

SAM DJSI 2010
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Brewing a Better Future:

Green production

Heineken Russia

Last year Heineken Russia plants have done very well in Specific thermal energy consumption at the breweries has
efficient water management and showed good results in been reduced from 128.4 MJ/hlin 2009 to 114.4 MJ/hlin 2010,
improving their energy efficiency. almost meeting the target of 112 MJ/hl set for last year. This is,

however, far above the Heineken average of 87.6 MJ/hl. The

breweries in Nizhny Novgorod, Ekaterinburg and Novosibirsk
TPM’s Energy Reduction Route Used to Cut Down achieved the bulk of the savings via the installation of a more
Heat Consumption at the St Petershurg Brewery energy-efficient boiler house. At the other breweries specific
thermal energy consumption was up due to the lower produc-
tion volume. The intermediary target for thermal energy con-
sumption by 2013 has been set at 97 MJ/hl.

Having been the first brewer in Russia to publish a Sustainability Report in 2009, Heineken Russia is now assessing its
achievements in the area of sustainable development in 2010.

Green Brewer

Efficient use of resources, introduction of energy and water efficient lighting and cooling technologies, increasing the share of
renewable sources in our energy balance — these measures are intended both to minimise negative environmental impact and
achieve considerable economic benefits. And if the past is any guide to the future, we will definitely reach the targets set before us:
since 2006 our specific total energy consumption has already improved by impressive 29%!

Specific thermal energy consumption breweries, soft drinks,
cider and water plants
Mj/hl beer + soft drink + cider + water

2013 — 7
2012 I — 99
2011 I 101
112
2

2009 I 1284

«Being focused on the financial part

of the business, we should not forget

2008 I 132,5
M actual M target

about safety, environment, people

and our products, of course.

Consistency in product quality,
improving our working conditions, or
making our operations safer are as
essential as getting our profit figures
right. And by using TPM we look at
everything that requires attention».

Ronald Lucassen
Supply chain director Heineken Russia

In 2010 the TPM team at Heineken Brewery was tasked
with cutting down the company’s energy losses which
totalled 6.5 mln MJ. The Energy Reduction Route within
TPM program was used which included five consecutive
steps: 1. understanding current situation; 2. restoring
basic conditions; 3. defining and implementing best con-
ditions; 4. monitoring results and investigating devia-
tions; 5. defining standards to maintain results.

After taking stock of the situation a number of objectives
were set by the TPM team: raising the boiler efficiency by
3%; reducing steam consumption of the deaerator by
30% through better utilization of heat from the boilers’
blow down; eliminating losses caused by leaks and bad
insulation by 50%; and reducing current energy use for
the boilers” blow down by installing a system of heat
exchangers. Two heat exchangers were mounted: one to
warm up the air pumped into the boiler, the other to warm
up cold water in order to make up for the losses of con-
densate returned from the production cycle. Leaks were
repaired and losses in thermal energy transmission
stopped.

Stepan Kotsur, Utilities manager Heineken Brewery:
«Technological improvements raised the boiler efficiency
from 80% to 83%, while eliminating energy losses saved
the company nearly 5000 EUR a month. Control over cop-
per efficiency and blow down temperature is effectuated
daily».
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Thermal energy consumption at the Irkutsk and Sterlitamak
malting plants has slightly decreased from 3,272 MJ/ton in
2009 to 3,260 MJ/ton in 2010, above the Heineken average of
2,268 MJ/ton. Here it is worth mentioning that technical level
of malting plants in Russia is much lower than of those in other
countries of Heineken.




Energy Efficient Boiler House Put into Service
at the Novosibirsk Brewery

Over 3 mln EUR were invested in unique energy efficient
equipment for the boiler house at Heineken Brewery
Siberia, leading to a threefold reduction in thermal
energy consumption. What is more, the brewery reached
bottom level of combustion products emissions. NO, NO ,
0,, €0, and CO emissions were decreased threefold.

New generation automatic burners manufactured by
RIELLO and boiler constructions with built-in econo-
mizer of acknowledged world leader LOOS UL-S ensure
balanced fuel consumption and over 95% of efficiency.
Besides, improved water conditioning techniques and
more efficient water recycling system have decreased
water consumption for steam production by several
dozen times.

Collecting and recycling secondary condensate saves
over 50 m? of water daily, and warming it up will require
70% less heat power than warming up the water from the
municipal water supply system. Usage of whole range of
burners’ regulation system cuts switch-on and cooling
frequency, which prolongs operating life of equipment in
the boiler house and cuts costs on maintenance support.

Vladislav Gusev, Director Heineken Brewery Siberia:
«Having launched unique energy efficient boiler house
in Novosibirsk today we have an opportunity to contrib-
ute significantly to nature resources protection for
future generations thus providing the region with quite
a potential for economic development. The new boiler
house helps maintain an efficient energy balance and
use energy resources more productively, while reducing
negative environmental impact from brewing
productiony.

Specific electricity consumption for Heineken Russia
decreased from 11.7 kWh/hlin 2009 to 11.1 kWh/hlin 2010, still
above the target of 10.6 kWh/hl and even more above the
Heineken average of 8.7 kWh/hl. St. Petersburg brewery saved a
large amount of electricity by decommissioning an energy-inef-
ficient gas turbine. Other breweries had also seen some small
improvements. However, lower production volumes in
Khabarovsk, Novosibirsk and Sterlitamak were responsible for
increased specific electricity consumption. By 2013 we aim to
reach the target of 9.9 kWh/hl.

Specific electricity consumption breweries, soft drinks cider
and water plants
kWh/hl beer + soft drink + cider + water

2013 I 9,9
2012 I 101
2011 I 10,4

10,6
2010 11

2009 | 11,7
2008 I, 11,4

B actual M target

Electricity consumption at the Irkutsk and Sterlitamak malting
plants has decreased quite significantly, from 192 kWh/ton in
2009 to 177 kWh/ton in 2010, but was still higher than the
Heineken average of 128 kWh/ton.

Total specific energy consumption was down from 233.6
MJ/hlin 2009 to 213.9 MJ/hlin 2010, close to the target of 207
MJ/hl but above the Heineken average of 166 kWh/hl. The 2013
target was set by Heineken Russia at 186 kWh/hl.

Specific total energy consumption breweries, soft drinks,
cider and water plants
Mj/hl beer + soft drink + cider + water

2013 I 185, 7

2072 I 189,6

2011 I 195,0
gy
2009 I 2336
2008 | 35,0

M actual M target
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Power Saving Project in Khabarovsk

In 2010 the brewery in Khabarovsk launched a new
project aimed at reducing the amount of electrical
energy used by air compressors. Realized with practically
zero investments, the project followed the five steps of
the Energy Reduction Route within TPM program, restor-
ing the plant’s air supply system in its basic state and
defining ideal conditions for air compressors’ electricity
consumption. Introducing strict rules for air supply
reduced energy consumption and extended the compres-
sors’ service life.

As a result monthly electricity consumption decreased
on average by 10000 kWth during the first two months,
and on average by 15000 kWth a month during subse-
quent months. Specific electricity value went down from
0.76 kWth/hl to 0.58 kWth/hl (against the target of 0.5
kWth/hl). While lower energy consumption led to
reduced carbon footprint, the project also yielded
annual savings in excess of 6000 EUR.

Denis Ulev, TPM manager: «Besides energy consumption
and financial savings one of spin-off effects of a project
was a closer and more efficient cooperation between
different departments which ensued. The projectis a
useful best practices example to follow by other TPM
teams.»




Our total specific water consumption was down from 4.57
hl/hlin 2009 to 4.05 hl/hlin 2010, better than the target of
4.25 hl/hland even more so the Heineken average of 4.53 hl/hl.
This is the result of improvements made at St. Petersburg,
Nizhny Novgorod, Khabarovsk and Irkutsk breweries through
installing waste water recycling systems, water meters and new
water efficient packaging lines. Patra brewery in Ekaterinburg
reached great results in the project on efficient water consump-
tion through secondary production usage of extra hot water left
after cooling wort. We are well on track to reach the target of
3.6 hl/hl by 2013.

Specific water consumption breweries, soft drinks, cider and
water plants
hl water/hl beer + soft drink + cider + water

2013 T 3,63
2012
2011 I 3,82

4,25

2009 [ 457
2008 | — 97

M actual Etarget

The water consumption of the Irkutsk and Sterlitamak malting
plants has decreased from 8.5 m3/ton in 2009 to 6.0 m3/ton in
2010, with a spectacular 23% improvement achieved by the
Sterlitamak team. This is still worse than the Heineken average
of 4.1 m*/ton.

Although there are comparatively few water stressed areas in
Russia, and none where Heineken Russia operates, we still need
to significantly reduce the amount of water used for brewing,
and carefully manage water-related risks. We systematically
track and monitor available quantity and quality of water at
local operations level and take swift measures to remedy unfor-
tunate situations when our plants are in breach of environmen-
tal standards.

To avoid stakeholder conflicts in water shed of operations
we pursue active engagement with key stakeholders (local
communities, NGO’s government bodies and other large
water users in the same water shed) and take into account
regulatory changes and changes in pricing structure (e.g.
water tariffs, withdrawal restrictions, discharge standards
and standard tariffs).

While in Russia 100% of water we use is
supplied by state water enterprises, which also
approve water use limits for individual
breweries, globally Heineken depends on its
own groundwater wells for 54% of all its water
needs. The rest comes from municipal water
companies (34%) and surface water sources
(12%).

Green warehouse and Green office

A complete inventory of energy & water consumption for pro-
duction facilities, warehouse and office buildings is set to be
completed by 2012.

In 2009 all employees at Heineken Brewery in St. Petersburg
were engaged in a campaign called ‘Simple Saving’ encouraging
energy and water efficient consumption in the office. On World
Environment Day, 5 June, employees of Safety, health and envi-
ronment department and Communications department visited
all their colleagues at workplaces to announce the campaign
and display posters reminding people to switch off lights, com-
puters, air conditioners and electrical appliances at the end of
the working day. There were also stickers attached near wash-
basins to remind people of efficient water consumption. Also
statistics demonstrating the hourly electrical cost and the
water that is wasted by leaving a tap running were distributed.

In 2010 the campaign was implemented in all Heineken Russia
breweries provoking keen interest of efficient ways of energy

and water consumption among employees. The target for 2011
is to work out an interactive engagement tool on the topic.

Green Commerce

«The shift to the new generation
fridges will halve the amount of our
carbon emissions into the atmosphere
produced by the cooling equipment by
2020, making us the industry leader in
greenhouse gases reductions. A 10-year
old fridge uses on average twice as
much energy as a modern oney.

Boris Milushev
Sales director
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Green Commerce initiative was launched to achieve a signifi-
cant reduction in the total carbon load per hectoliter of beer in
packaging, cooling and distribution. The goals for the next
three years include energy reduction by 15% in cooling against
index, green distribution efficiency standards defined for
owned and outsourced operations, wider use of green and
lighter packaging materials, possible recycling of plastic
bottles.

Baseline Carbon Footprint
Model

The Baseline Carbon Footprint Model, which is scheduled to be
implemented by 2012, will enable us to reassess our production
and distribution practices opting for the most efficient and
environmentally friendly technologies and logistical schemes.
These improvements will be ultimately expanded to the activi-
ties of our suppliers and sub-contractors.

In 2010, total direct and indirect CO, emissions by Heineken
Russia remained stable at 11.3 kgC0,/hl, above the Heineken
average of 9.3 kgC0,/hL. To cut down on fuel consumption and
increase their carbon efficiency, our breweries in Ekaterinburg

and Irkutsk changed the fork lift routes, while Nizhny Novgorod
and Sterlitamak upgraded their boiler houses.

Direct and indirect C0, emission breweries, soft drinks, cider
and water plants
kg C0,/hl beer + soft drink + cider + water

2013 EEE——3,63
2072 — s
2011 —— 3,82

20710 | 4,05
2009 | I— 4,57
2008 | — 4,97



«Having quite an ambition to consistently reduce
€0, emissions to 6.4 kg CO,/hl throughout all

our breweries in the world by 2020 we here in
Heineken Russia are at the crucial stage to create
our own baseline carbon footprint model. This is
novel for both the country and the Russian beer
market, so, we have another great chance to be the
firsty».

Oleg Bokov
Logistics manager

Heineken Russia energy balance

LPG, natural gas and propane account for
92.2% of all Heineken Russia’s direct energy
consumption, the remaining 7.8% covered by
liquid fuels (diesel, fuel oil, gasoil, kerosine).
No biogas from waste water processing is
available. Except for Ekaterinburg where
natural gas is used for transportation, all
logistics is also based on the use of liquid
fuels. Switching from them to gaseous fuels for
thermal energy, and to electricity for logistics
would be a good way to reduce our carbon
emissions.

Types of fuel used
Calculation of Mj per type of fuel

g

Gaseous fuels (LPG, natural gas, propane)
Liquid fuels (diesel, fuel oil, gasoil, kerosine)
Biomass

Biogas

Green Packaging

Specific non-recycled industrial waste production by
Heineken Russia was up from 1.05 kg/hlin 2009 to 1.59 kg/hlin
2010, significantly above the target of 0.45 kg/hl and the
Heineken average of 0.84 kg/hl. All our breweries increased
waste production and recycled less materials in 2010. Taking
stock of these developments, the target for 2013 has been set at
1.27 kg/hl, above our own performance in 2009.

Specific non-recycled industrial waste production breweries,
soft drinks, cider and water plants
kg/hl beer + soft drink + cider + water

2013 E— 27
2012 —— 32
2011 I 138

0,45
2010 159

2009 N 1,05
2008 N 1,17

Mactual M target
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This may be partly explained by the regrettable absence of
waste collection and recycling system for glass, plastic (PET)
and aluminum packaging materials in the Russian market. Our
plants therefore take individual actions to increase waste pack-
aging collection and recycling whenever possible. For several
years already most of Heineken Russia plants have been collect-
ing, sorting out and selling plastic, paper and cardboard waste
to specialized processing companies for recycling.

A number of initiatives have been launched via the Union of
Russian Brewers: some bottles are used as returnable bottles,
being collected by third parties and sold back to the breweries.
The share of returnable bottles, however, is declining sharply
due to introduction of Twist-off crowns which prevents bottles
from being re-used. Glass waste originated in the breweries is
collected separately and sold to glass plants as cutlet.

The Company seeks innovative solutions to produce new pack-
aging out of recyclable and ecologically friendly materials.
Thanks to local cost-saving initiatives across Heineken Russia,
in 2010 we managed to significantly cut down on energy and
transportation costs for packaging materials. These projects
included designing lighter glass bottles, reducing the labels
size, stopping the use of labels on the necks of certain bottles,
reducing the density of plastic packaging products, saving us a
lot of packaging materials the production of which is very
energy intensive. Switching from travelling to video-conferenc-
ing also contributed significantly into our cost-saving action
plan. Thus in 2010 Heineken Russia savings in packaging
amounted up to almost 40 mln RUR.




Green Cooling

As part of its policy, since early 2010 the Company has been purchasing only green fridges, which meet stringent energy efficiency
standards and use carbon dioxide for cooling instead of environmentally harmful freon. In 2010 Heineken Russia sourced 9041
fridges, all of them equipped with eco friendly type of refrigerant, energy management system and LED. This will allow us to achieve
savings of power used for cooling our products by 15% by 2013.

Getting green

Refrigeration is one aspect of cooling that is not unique to our industry and there
have been significant advances in technology in this area over the last few years.
Our Company can really improve our efficiency by using more energy efficient cool-
ing technology — there are new fridges on the market that are at least 20% more
efficient than a standard model.

Every new fridge we install, either as a new installation or a replacement, must meet
our new, more efficient specification — more environmentally-friendly refrigerants
that require less energy.

Heineken Russia has analyzed the Russian market to find the opportunities to meet
our demand for the relevant technologies. The work done resulted in agreements
with two leading suppliers of the best-in-class fridges — UBC and Frigoglass.

Igor Popov, Purchasing Senior Specialist: «Heineken Russia is the first to implement
green cooling on a large-scale basis, and now purchasing of green fridges is very
well on track in our company: the share of newly purchased green fridges is 90% in
2010. The cooling equipment to be purchased in future will be 100% green. The
refrigerants used in such fridges are CO, or hydrocarbon (depending on the model)
that are more environmentally-friendly and do not negatively impact the ozone
screen and provide up to 25% energy saving».

Green Distribution

To reduce carbon footprint of its .
distribution activities, Heineken Russia:

¢ Improved vehicle loading utilization:
Heineken Russia is legally limited to 20
tones fulfillment but we constantly increase
tracks' fulfillment measured in hectoliters
of our products through the use of light-
weighted bottles,

¢ Improved loading mix: loading more PETs
and load POSM with no decrease of finished
goods' fulfillment

¢ Reduced empty mileage and return trips: we
decrease the number of empty runs through
negotiations and packaging returns

¢ Improved fuel efficiency of own fleet: we
set standards on fuel consumption of fleet
and drivers and monitor the results on a
monthly basis

¢ Monitored tyre pressure regularly: we
provide necessary instructions to drivers.

¢ Improved fuel efficiency of outsourced
fleet.

¢ Reduced transportation tariffs: We ask
companies providing transportation services
to us to decrease fuel consumption (which
accounts for up to 30% of tariff).

¢ Chose the best available transport mode for
products delivery at each brewery on a daily
basis: we choose railway in case both road
and railway services are available at similar
prices.

Engaging Employees

«Although we have done a lot to produce a
creative and innovative environment for
our employees, much more remains to be
done. As 2010 Heineken Russia Climate
Survey revealed, not all employees of our
staff believe that they are encouraged by
the Company to take initiative and find
out-of-the-box solutions. So, we have a
clear understanding of the area for
improvement and of course already working
on ity.

Maria Barukova
Human Resources director

Over the coming three years we will continue to reduce our
carbon emissions in product transportation and distribution,
increasing the share of recycled materials in our packaging
and reducing the weight of packaging materials.
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Heineken Russia strives to create a safe and secure workplace
for all our employees who should be fully aware of their rights
and obligations and would routinely engage in activities sup-
porting communities.

«Creating safe working environment for our employees
and all partners across the supply chain is a priority for
Heineken Russia. All OpCos must absolutely provide
training to all their employees on the rules and poli-
cies in the area of occupational health and safety and
environment protection».

Aleksander Khitrov
SHE manager

Health & Safety

In 2010 six serious work-related accidents occured at our
plants, the number was unchanged from the year before.
However due to a decrease in total production workforce by
32%, accident frequency grew from 0.2 cases/100 FTE to 0.3
cases/100 FTE in 2010. For a few previous years we had reduced
accident frequency implementing TPM Safety Pillar and Safety
management. Thanks to its constant focus on creating safe
working environment for employees and all partners across the
supply chain, Heineken Russia has become a safety leader enjoy-
ing some of the lowest job accident rates among the operational
companies of the Group worldwide. Heineken Russia accident
frequency is still significantly lower than the Heineken Group
average of 1.6 cases/100 FTE in 2010.

Accident frequency
cases/100 FTE for all sites

2002 — 1,2
2010 N 0,3
2009 NN 0.2

2008 I 0,6

M actual [ target
Heineken average in 2010: 1,6 cases/100 FTE

The accident severity in 2010 was stable at 21 lost days/100
FTE in 2010, more than twice as low as the Heineken Group aver-
age of 46 lost days/100 FTE.

Accident severity
lost calendar days/100 FTE for all sites

2012 I — 39
2010 N 21,0
2009 N 20,6

2008 N 18 4
M actual M target
Heineken average in 2010: 46 lost calendar days/100 FTE

Safe working environment has been significantly improved
thanks to the introduction of the Safety Pillar within the TPM
project. Its main objective is to achieve zero accidents at work,
creating safe working conditions and minimising the health
risks from harmful or dangerous substances used in production.
Corporate Relations, HR and Supply Chain functions work jointly
to promote our safety standards throughout the supply chain
and distribution, with strict targets to be set for non-produc-
ion areas as well.

Rights & Integrity

The level of remuneration on a full time level (including bene-
fits) ensures an adequate standard of living for our employees
and their families.

We ensure that overtime work does not exceed 12 hours per
employee per week and is only demanded in exceptional and
short-term business circumstances. It is always compensated at
a premium rate. We do not, on a regular basis, employ our staff
in excess of a maximum of 48 hours per week and provide at
least one day off for every seven-day period.

Benefits provided to employees include life insurance, health
care, disability/invalidity coverage, maternity/paternity leave,
stock ownership. We pay a ‘competitive core retirement contri-
bution’ for our employees.

Almost 33% of Heineken Russia employees are covered by our
collective labour agreement. We have objective criteria for the
recognition of employee representation and all employees are
free to join a union of their choice. We actively communicate
with employees, regardless of whether there is an official
employee representation or not, acknowledging them as an
important stakeholder to the business. Worker representatives
take partin health and safety inspections, audits and accident
investigations. Employees have the right to refuse unsafe work,
while management control over compliance with rules on the
use of protective equipment is getting stricter.

Our employment policies are not discriminatory with regard to
people’s age, sex, religion, origin etc. or making a difference on
discriminatory grounds (e. g. level of salaries). Our localTrusted
Representatives are trained on how to deal with discrimination
and harassment issues, and employees are aware that they can
approach the Trusted Representative with complaints.

Heineken retirement benefits

Heineken has a long global record of corporate
social responsibility. Over a century ago, in 1909

the Company signed its first collective labour
agreement with the workers of the Rotterdam
Brewery, and in 1923 an employee pension fund
was set up.
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Employee Engagement &
Education

Heineken develops and implements educational initiatives for
its employees in the framework of its sustainability agenda,
with a special focus on safety enhancement. Training modules
for employees in high and medium safety risk functions were
rolled out in 2011. Special training courses dedicated to road
safety are scheduled to enhance safety of our transport workers.

In 2010, over 3,500 of Heineken Russia employees went
through almost 105000 hours of training which enabled the
company to fill 40% of new job openings with existing staff
members.

A new uniform policy on personnel training and professional
development has been adopted by the Company, informed by
our understanding of what knowledge, skills, leadership quali-
ties and competencies are needed by employees to be able to do
their job successfully. To this end different functions have
embarked on projects of defining staff professional knowledge
and skills required in three key areas: leadership qualities, func-
tional competence and business expertise. These requirements
will become the basis for selecting and evaluating potential
candidates among current staff to fill future vacancies, and will
also be used in training to enhance employees job efficiency.
For managers, these could be programmes aimed at developing
leadership qualities and managerial skills as well as functional
expertise, while for specialists, functional competencies would
be the prime focus. To facilitate staff members in achieving
personal development goals, the Company set up a corporate
e-learning University which proposes educational programmes
both in specialist areas (Financial Academy, Supply chain
Academy) and leadership enhancement.

A wide range of training programmes are oriented towards our
sales staff intending to provide them with necessary skills and
knowledge for realizing efficient sales policies and, in case of
managers, to enable them to coach members of their team.
Educational programmes at individual breweries are mostly
focused on brewing technologies, ensuring product safety and
TPM, and aim to provide production and logistics leaders with
tools for building efficient supply chain management and
enforcing a zero loss culture. Safety also ranks high on the edu-
cational agenda for production and logistics functions staff.

According to the 2010 Heineken Russia Climate Survey, 72%
of our people openly admit they are proud to be employed by
Heineken and 79% say they would like to continue to work
for the Company.




Heineken Cares

Through our corporate social investments and developing pro- Corporate Social Investments
grammes of sustainable local supply of raw materials we strive

to maximize our economic and environmental impact on local

life, raise efficiency, ensure well-balanced and long-term agri- Heineken Russia breweries help low-income families, disabled
culture development, reduce CO, emissions during and handicapped people, as well as WW2 veterans. Financing is
transportation. provided to combat local orphanage. Cooperation with the

The Past at Your Fingertips

Throughout 2010, 436 kids from specialized boarding
schools for blind and visually impaired children in St.
Petersburg attended archaeological classes organized

«Like other Operational companies of
Heineken International, Heineken Russia
has been developing programmes of
sustainable local supply of raw materials

which will allow us to raise efficiency,

ensure sustainable agriculture development

and reduce CO, emissions during

transportation».

Natalia Pugachenko
Purchasing director

International Red Cross Society ensures financial contributions
to local branches of the organization. Supporting cultural
projects like annual International Festival Musical Hermitage in
Saint Petersburg is an outstanding opportunity for Heineken
Russia to take part in shaping art culture of the society. By 2012
we plan to conduct regular audits of our social investments.

This project was brought to life back in 2005 after a new
Hermitage storage facility was built for tens of thousands
of the Museum'’s exhibits. Using them as illustrations,
professional archaeologists depict the mankind’s ancient
history to the kids who try to imagine themselves true
archaeology researchers.
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for them by the State Hermitage Museum. Launched

in 2005 with the support from Heineken Russia, this
unique three-year course presents tens of thousands of
the Hermitage exhibits, both rare original artefacts and
their quality copies, to children with eyesight handicap
who could touch and examine them. On 23 April 2010 a
third Graduation Ceremony was hosted by the Hermitage
Restoration and Conservation Centre Old Village for 32
students who had completed their three-year course,
with songs, dances and poetry recital featured on the
event’s programme.

On 21 May 2010 the latest course graduates went to the
city of Staraya Ladoga where they walked along nearby
hills, visited an ancient Russian fortress, examined
archaeological exhibits in a local Museum and paid a
visit to a genuine archaeological dig. Before leaving
Staraya Ladoga each tour participant wrote a letter
home, put a stamp on it and put it in the mail — as it
turned out, this was the first such experience for many
of the kids.




Educational environmental project

‘Clean Shores of Baikal’ is expanding

In 2010 volunteers from Heineken Brewery Baikal contin-
ued to take part in campaigns and actions to support the
programme 'Clean Shores of Baikal'. Launched four years
ago, the project aims at developing an attitude of respon-
sibility and care for nature and promoting ecological cul-
ture among the residents and guests of the city of Irkutsk

and the surrounding region.

«Sustainability is a new, sometimes vague notion
for people in Russia, although recently it's been
getting more attention in the President’s public
statements and a growing number of TV and

press materials. Heineken has been among few
companies in the Russian market to develop

a strategic business approach towards sustain-
ability which includes educational initiatives for
its employees».

Anastasia Malygina
Regional PR manager, Irkutsk

Responsible Consumption

Local Sourcing and Sustainable
Agriculture

are a totally new area for Heineken Russia. Heineken approach
to local sourcing means close cooperation with local suppliers
and producers to ensure sustainable local supply of raw
materials, in the right quantity and quality and at a fair and
reasonable price.

In Russia, 38% of our total procurement costs are spent within
the country. Russian supplies account for 82% (by value) of
malted barley, 99% of sugar syrup, 100% of rice and 100% of all
other raw materials used in our production chain. However, in a
country like Russia spanning nine time zones (11 before April
2011), national sourcing is not good enough and we should
really make an effort to develop programmes of sustainable
local supply of raw materials which will allow us to raise effi-
ciency, ensure sustainable agriculture development and reduce
C0, emissions during transportation.

In doing so we should make good use of a recently developed
Malting Assessment System for Sustainable Agriculture
(MASSA). Over the next three years we will put in place stand-

Heineken is the global leader in promoting responsible alco-
hol consumption. We constantly seek innovative and convinc-
ing ways to prevent it, proposing solutions for enforcing ban
on underage beer sales, informing consumers about potential
consequences of irresponsible alcohol consumption, fight-
ing drink driving, binge drinking and other alcohol-related
problems.

Rules on Responsible Commercial
Communication

In its marketing communications, including advertising, promo-
tion and sponsorship, Heineken Russia is guided both by the
strict national standards and legislation on beer advertising
and by Heineken Rules on Responsible Commercial
Communication. All members of the marketing and sales teams
are scheduled to be trained to understand and comply with the
Heineken Rules on Responsible Commercial Communication.
Thus by 2013 a specific workshop should be delivered to 100%
of commerce and marketing employees. All new employees and
agencies should have been trained on commercial discipline.

In August more than 30 employees of Heineken Brewery
Baikal were promoting solid domestic wastes treatment
programme on Sarayskii beach — one of the most beauti-
ful and popular resort areas on the Olkhon island inform-

ards for assessing production processes and materials of local . .

supplies, based on which regional targets for local sourcing will Responsnble Consumptlon through
be adopted by 2015. Implementing a renewed Supplier Code will Heineken®

play an important role in this process. It is worth mentioning in

ing tourists and local people on necessity to follow
ecological responsibility rules while camping on the
Baikal Lake.

this respect that out of 176 local suppliers working with
Heineken Russia, 94% have confirmed acceptance of Heineken
Supplier Code by the end of 2010. Currently a compliance moni-
toring procedure and a risk matrix are being developed that will

100% of Heineken bottles and cans sold in Russia now have the
message Enjoy Heineken Responsibly (EHR) with a link to the
dedicated website on the back label. The message will be inte-
grated into all consumer communication in 2011.

As the result of the 4-years project the infrastructure for help to identify suppliers and materials at risk of
solid domestic wastes treatment was built and the com- non-compliance.
munity was informed on necessity of responsible attitude

towards unique nature of the deepest and the cleanest

lake in the world. The project was expanded from Olkhon

island to the shores of Maloye Sea. First of all it is the

activity of ecological patrol, which is providing tourists

with informative booklets about the unique nature of

Olkhon, as well as gloves and bags for garbage collection.

The brewery also participated in reconstruction of the

ethno-cultural park ‘Burkhan’ that is located near the

famous Shamanka Rock, the symbol of the Olkhon island.

In collaboration with Pribaikalskii National Park the

brewery set information boards describing natural sites,

endemic plants and animals from the Red Book, stating

the behavior rules in such places.

Responsible consumption through
other brands

As of 2010 Heineken Russia applies voluntarily information
warning about harm of the excessive consumption of beer on
beer labels. By 2013 Okhota Responsible Consumption pro-
gramme and evaluated responsible consumption programmes
for regional brands should be activated.

Evgeny Fedorov, Director Heineken Brewery Baikal: ‘Baikal
Clean Shores’ project is a bright example of maintaining
sustainable approach of our company. Over 4 years a great

amount of work has been done. We hope that additional
information will help tourists treat the nature with great
care».
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«Sharing public concerns about alcohol
abuse, we propose our own solutions to
prevent it through educational programmes
for our employees, promo actions for our
customers, enforcing the ban on selling
beer to minors and on driving under the
influence of alcohol. Heineken is committed
to fully inform consumers about potential
consequences of irresponsible alcohol
consumption».

Boguslaw Biszof
Marketing director

Green Patrol beats the streets

Green Patrol, an integrated campaign aimed at raising
public awareness of responsible consumption and
responsible environmental behavior, was organized for
the first time during the 2010 Beer and Kvass Festival
in St. Petersburg. Six mobile teams, four-strong each,
patrolled the Festival area to ensure that beer was not
sold to minors or drunk by them, and that adults drank
it in moderation without indulging in violent behaviour
or littering the streets. Green Patrol activists also
informed the guests about the events and contests on
the Festival’s programme.

The idea behind the Green Patrol initiative is to help cus-
tomers develop a culture of responsible beer consump-
tion and genuine respect for environment, informed by
the following principles: Beer is for adults only!
Enjoy beer responsibly! Don't drink and drive!
Clean city streets welcome you to have rest
with care! The project activists, who are recruited
among both Heineken Brewery staff and the city events’
visitors, strive to propagate these ideas, guided by a
special Green Patrol Code.

In 2011 Green Patrol will be travelling all across Russia
holding events in all cities where Heineken Russia
operates.

HoReCa & Retail Program

Joining efforts with its off trade and on trade partners, during
the next three years Heineken Russia will be launching pro-
grammes in the HoReCa and retail sectors to promote principles
of responsible alcohol consumption through Heineken® and
other brands, teaching and enforcing rules on Responsible
Commercial Communication to our contractors.

Sustainability Report 2010

Cool@work

We believe it is very important that our employees set a good
example to customers and the general public. Heineken Russia
corporate Alcohol Policy, promoted through media communica-
tion and intranet, forbids employees to drink alcohol while at
work and contains detailed rules and regulations on the availa-
bility of alcoholic drinks at the workplace. In 2010, as in previ-
ous years, sales staff received regular training on the subject.
We will also help our subcontractors to devise an action plan to
tackle the problem of alcohol abuse by employees while at work.




Partnerships for Progress

Heineken Russia tries to prevent alcohol abuse and promote
responsible consumption working in concert with industry part-
ners, governments, retail, police, judiciary, consumers and NGOs.
We have responsibility activities in partnership which address
several key themes: drink driving, underage alcohol abuse, legal
purchasing.

«Partnerships for Progress are our common
projects with business colleagues, trade
associations, state authorities and NGOs in
the regions where we are present. Many
projects on responsible consumption are
created as we consider alcohol abuse

problem crucial for Russia.

Anna Meleshina
Corporate relations director

Heineken International maintains an active dialogue with the
WHO and its regional dvisions on preventing alcohol abuse. In
cooperation with the International Center for Alcohol Policies
(ICAP) Heineken Russia started to adapt to the Russian market
the WHO programme Global Strategy to Reduce Harmful Use of
Alcohol. Its key focus in Russia is on the prevention of driving
under the influence of alcohol.

I'm responsible for my own actions

‘I'm responsible for my own actions”is a unique program
aiming at preventing underage drinking and fostering
responsible attitude towards decision making among
teenagers.

In 2010 Heineken Russia along with the St. Petersburg
Institute for Psychological Therapy and Counselling
Harmony realised a pilot project in St. Petersburg
Secondary School N2643.

Having created a methodological educational program,
psychologists of the Institute provided trainings for
teenagers on responsible consumption. During the
courses the 13-17 year-olds were helped to cultivate a set
of long-term positive life values and personal goals.
Skilled psychologists, social workers and teachers of the
school went through a training course in efficient profes-
sional communication and interaction with teenagers
and their families on the issue. Parents in their turn were
taught to build trust in relationship with their children
and to raise difficult subjects with them.

The overall target of the project is to create a methodol-
ogy to professionally address issues related to alcohol
abuse at school. Well-balanced partnership scheme ‘busi-
ness — NGO — city authorities’ guarantees long-term
perspective of the project.

And in 2011 Heineken Russia is going to expand the
project to several schools.
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Governing Structure and Enablers

To drive our new agenda, a Sustainable Development Committee
was set up comprising senior functional managers who discuss
progress at their quarterly meetings. A special Working Group
on Sustainable Development, with representatives from the
Supply Chain, Commerce, HR, Control & Accounting and
Corporate Relations, was also created to work out a detailed
three-year plan with intermediary goals for 2013 against which
BaBF progress will be measured. BaBF issues are also regularly
on the agenda of the Management Team.

Integrating our plans within the business will be helped by a
number of enabling instruments, such as senior management
incentives, reporting & transparency, regular external and inter-
nal audits, robust governance, renewed Supplier Code and more
consistent communication and stakeholder engagement. Each
department will get a set of their own key performance indica-
tors based on which it will have to report and assess its suc-
cesses and failures in these areas.

Supplier Code

In 2010, Heineken made several substantial
changes to its Supplier Code. Besides updating the
part about integrity, business conduct and human
rights, it now includes sections on the environment,
communication and compliance by our suppliers.
For example, suppliers are now asked to minimise
their own impact on the environment and to develop
environmentally friendly technologies. Crucially,
they also need to ensure that their own suppliers
live by key elements of the code. This significantly
increases the influence of Brewing a Better Future
on communities worldwide.

Some 450 of Heineken’s key strategic
suppliers, who account for the majority of
the Company’s purchase spend, confirmed
compliance with the new code in 2010.
Heineken expects to complete the roll out
of the new Supplier Code among its total
supplier base in 2011.



«... a shift in consumer preferences from strong alcohol to beer helps prevent alcohol
abuse, improve people’s health and increase their life expectancy».

St. Petersburg Bekhterev Psycho-Neurological Research Institute
http://bekhterev.spb.ru/content/43/res_alco_report.pdf

Russian beer market

According to Rosstat, in 2010 index of beer production
decreased to 94,1% compared to 2009. Thus it is already
the second year of significant drop in production that we
face. It is worth mentioning that the drop turned out to be
even more serious that it was in 2009 with 95,2% of pro-
duction volume compared to 2008. What is more, tripling of
the beer excise duty followed by consequent price increase
didn’t help in overcoming economic crisis.

However it is the history and age-long traditions that speak
on behalf of beer.

100% natural

For over seven thousand years now people have been brew-
ing and drinking a beverage made of malt, yeast, hops and
water which is called beer. The first ‘beer’, as archaeologists
have discovered, was made almost by accident: barley in
clay pots was buried in the ground to make seeds sprout, so
when water happened to penetrate into a pot and the malt
inside came in contact with natural yeast in the air, the pot
contents started to ferment. Thus a very primitive beer was
first made.

Today’s brewing technologies have greatly evolved since the
times when pots with barley were buried in the ground, and
people are able to enjoy over 20,000 beers of different kind
in the world. However, malt, hops, yeast and water remain
key ingredients for all of them.

Malt, or dry sprouted grains, mainly barley, is the key mate-
rial in brewing which gives beer its colour, smell and taste.

Hops, female flowers of a small genus of flowering plants
belonging to the Cannabaceae family, are used to add to
beer a nice, slightly bitter flavour of various intensity and
shades. Hops also have bactericidal properties. Brewers use
over 100 types of hops.

Yeast — microorganisms used to ferment wort — are
divided into two groups, according to their top or bottom
fermentation in brewing. Each of these two groups contains
several yeast cultures. The famous Heineken A-yeast cul-
ture was created in 1886 by Do
Paster, and ls ust for brewinX "neken still now.

es up 90-95% of beer, the biggest share

r Eliot, a student of Louis |

Viktor Pyatko
Vice president

Importantly, alcohol is never added to beer. Through fer-
mentation beer naturally attains on average 4.5% strong in
terms of alcohol volume content. However, strength varies
greatly from brand to brand.

Stringent quality control

Heineken is the biggest brewer in Europe and the third larg-
est beer producer worldwide. Our companies make over 200
global, regional, local and special beer brands and varia-
tions, 28 of them in Russia. Maintaining the highest stand-
ards of quality and safety of our products is achieved
through constant control throughout all production stages
and processes with the help of international standards ISO
9000 (quality management) and ISO 22000 (safety manage-
ment), as well as our own HACCP system.

HACCP (Hazard Analysis and Critical Control Points) is about
analyzing risks and exercising control over crucially impor-
tant production areas. It puts under scrutiny each and every
operation within the supply chain, determines potential
hazards for product safety and customer health (i. e. deter-
gent residues in the equipment after cleaning), assesses the
hazards, defines areas of elevated risk and proposes a plan
of actions in case of danger. All Heineken workers in ﬁ)duc-
unctions must know what potential
reats for prodt ;%y exist at different stages of opera-
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