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Yearkaemvie uvumamenu!

T00 HAa3a0 HAWA KOMNAHUA HAMANA PeANU3ALUIO
npopaMMbl COUUANLHOT OMHEMHOCTU — HOBOT KaK
024 HAc, max u 019 poccuiickoii 00uecmeeHHoil
JKUBHU 8 UeAOM NPaKmuKuy 63aumooeiicmsus
O6usHeca u obuecmesa. Mut cuumaem, umo
npedcmasumensm OusHeca Heoocmamo*Ho
PYK0800CB06AMbCS UCKAIOHUTHEALHO UHMepecamu
ceoux axyuorepos. Ce200Ha 1100a9 KOMNAHUS
00/KHA YHUMBIBANL COYUANLHO-IKOHOMUMECKILE
uHmMepecyl 1 NOMpedHOCHU CIPAHbL, 8 KOMOpPOli
OHA pabomaem.

«bpumuw Amepuxan Tobaxxo Poccua» nawara
6010 0eIMEeALHOCT HA POCCUTICKOM pbiHKe 60aee
Oecamu aem Ha3a0. Mol Hapacmuau npou3so0ctso
8bICOKOKAYECIBEHHOI NPOOYKUUU, CO30AAU HOBbLE
paboyue mecma, exe200H0 nepevucagem
8 20cy0apcmeerHbLil Or00Kkem MUAAUapObL pyoaeti
6 6u0e HAN0206 U NOWAUH.

Bce amu 20061 Mol 6HOCUM NOCUNBHDBLIL 6KAA0
8 XKU3Hb poccuticko2o obuiecmea, 0Ka3vleas
1000epXxKY COUUANLHO SHAUUMBIM NPoeKMAam
6 o0aacmu 00pa30eanua, KyAbmypbvl, OXpamsl
oxpyokarouseti cpedvt, 6AA20MEOPUIMEALHOCTIU.

B mo xe spemsa Mol noHumaem, 4mo
mpebosanus, npedvasAIeMble COBPeMEHHbIM
o0ujecmeom K OuUsHecy, 6 nepsyro ouepeos
KPYNHOMY, NOCMOSHHO pacmym. Dmo 0cobeHHOo
aKmyarbHo 0A8 Hauieil KOMNAHUU, NOCKOAbKY Mbl
npou3eo00UM NpooyKUL10, NpeocasAouLy0o
onpedeseH blil puck 0A4 300p06bs nompeodumens.
Mut cuumaem, umo 044 Mo2o, UmoobL
CO0MEemCmeosans MuM mpedosanum, Ham
Heo0X00UMO 8ecti OMKpbImbLil U HecmHbLil Ouanoe
c 00uyecmsom, ¢ mem 4mobbL YyHUMbLeams MHeHUs
U noxeaaHus e2o npedcmasumencii 6 ceoeii
0eqamenvHOCm.

Havunag npouecc couuanrvHoli omuemnocmiu,
Mbl XOPOUL0 NOHUMAAU, HIMO HAM NpPeoctnoum

Dear readers!

A year ago we embarked upon the process of social
reporting — a new approach to cooperation between
business and society. This is a new practice both for
our company and for Russian social life as a whole.
We believe that companies should not be guided
exclusively by the interests of their shareholders but
should also take into account the social and econo-
mic interests and needs of the country in which they
operate.

Our company entered the Russian market more
than ten years ago. We have increased local produc-
tion and created new jobs, and every year we trans-
fer billions of roubles in taxes and duties to the state
budget.

Throughout these years we have been contribut-
ing towards the development of Russian society by
supporting socially important projects in the areas
of education, culture, environment protection and
charity.

At the same time we recognise that today’s
expectations of companies, especially large ones, are
constantly rising. This is particularly true of our
company since we manufacture products associated
with health risks for the consumer. To meet those

CIMOAKHYMbCA € HeMANBIMU MPYOHOCTHAMU,
BbI36AHHBIMU, NPexOe 6ce20, 0npedereHHbIM
HedosepueM poccuiickoeo obujecmea k 3moti Ho6oil,
TMOALKO HAOUpaouieii 000pomvL UHULUATIUGE.

Tem He menee MblL MmBepo0 HAMEPeHbL NPOO00IKANL
KOHCHPYKMUGHYI0 OUCKYCCUIO 110 601POCAM,
CBA3AHHBIM C HAUell 0eIMeAbHOCTbI0, NOCIOAHHO
pacuiupas Kpye Hawux cobeceOHUuKos.

Hxra «BAT Poccua» npoepamma coyuarsHotl
OmMUeMHOCMU — He Pa306as aKyus, He 0aHb Mooe U
He PR-kamnanusa. Ona cmara 0aa HAc HOpMANbHOT
npaxmuxoli eedenus ousHeca. Mot o4eHb cepbe3Ho
nooxooum x amoii npoepamme. Mui pyxosoocmsy-
emca 00uenpUsHAHHLLMU MEKOYHAPOOHBIMU
cmanHoapmamu 6 00Aacmu COUUANbHOLL OMUemHo-
cmu, Hauty pabomy oueHusaen He3asucUMblil
ayoumop. Muenus, evickasaHHble YUacHUKaMU
1epeoeo IMana Npoepammbsl, Yxe okasaru pearbHoe
BAUAHUE HA M0, KAK Mbl Op2AHU3YEM CE010 padomty
8 coyUaNvHoll cpepe.

Ce200H4a 5 X0y NPeoroKUMb 6auiemy
sHumanuio nepsviii CoyuarvHulil omuem
«bpumuw Amepuxan Tobaxxo Poccus». B Hem
pAaccKazvleaemca o mom, umo Mol Y3Hau 8 xole
0UAN0206 C NpedCmABUMeAaMU 00ULeCnBeHHOCHIU
U Kaxue 0093amenvcmea Mol NPUHIAU. Mo HA
nepsuill onbii, U Mbl NOHUMACM, YO HAUL OMHen
He uoeanreH. Mul HAXOOUMCS 8 CAMOM HAYANE
nymu u meepoo HamepeHvl NPOOOAKAMb COBEPUICH-
CMB08aMy C6010 CUCTEMY 63AUMO0eiicEus
¢ obuiecmsom.

Al uckperne HA0eIOCL, HIMO HAWL OMTHENT 6bI306€M
Y 8ac uHmepec u 6bl CO2NACUMECH NPUHAMD YHacmue
8 CACOYIOULUX IMANAX NPORPAMMbL COUUANBHOIL
omuemuocmu «bAT Poccua». Mol ¢ unmepecom
BbICAYMACM BAULY MOUKY 3peHUs 0 Haulell
0esmeAbHOCTU U 6AULY OUEHKY 31020 ormyema.

Ham ouenv saxHo sauie mHeHue.

Mapx Koboen,
Ynpasaarouguii oupexmop
«bpumuw Amepuxan Tobaxxo Poccusa»

expectations we need to engage in an open and
transparent dialogue with society in order to take
into account the views and recommendations of its
representatives.

When we were starting the social reporting
process we knew that there would be barriers to
overcome, which were mainly due to the lack of trust
of the Russian public to this new and, consequently,
unknown initiative. Nevertheless, we intend to
carry on a constructive dialogue on the issues relat-
ed to our business, inviting more and more stake-
holders to join.

We do not view social reporting as a one-time
project or PR-campaign. It has become a normal
day-to-day business practice for us. We approach
this dialogue very seriously. We are guided by
recognised international social reporting standards,
and our work is assessed by an independent auditor.
The views expressed by stakeholders during the first
round of social reporting have already influenced
our social activities.

Today I would like to present you the first Social
Report of British American Tobacco Russia. This
document describes what we have learned during
the stakeholder dialogue and what commitments we
have made for the future. This is our first experience
and we realise that this report is not perfect. We are
at the start of a long journey, and we will strive to
improve the way we interact with society.

I hope that upon reading this report you will
agree to take part in the next cycle of BAT Russia’s
social reporting process. We will be interested to
hear your views about the company and this report.
We value your opinion.

Mark Cobben,
- Managing Director
British American Tobacco Russia



[TPOT'PAMMA COLIMAABHOM

OTUYETHOCTU

MPOTPAMMA COLIMATIBHOM OTHETHOCTU

SOCIAL REPORTING PROCESS

YTO TAKOE COLIUA/ZIbHASAl OTHETHOCTb?

CouuanbHas OTY4ETHOCTb — 3TO HOBbIW NOAX0A K
npobnemMe counanbHOM OTBETCTBEHHOCTN BM3Heca
nepea, o6LEeCTBOM.

B ocHoBe 3TOro noaxoaa - BHeApeHve B
noBceAHEBHYIO MPAKTUKY KOMMAaHUWN CUCTEMBI
MOCTOAHHOrO Ananora ee pykoBoACTBa

C NpeAcTaBUTENAIMMN O6LLECTBEHHOCTY —
creiikxonaepamu*. CTeiikxonaepoM KoMNaHuUm
MOXeT 6bITb 1060e (hr3nveckoe AN LpUanYecKoe
NLO, KOTOPOE UMeeT OTHOLLEHMNE K AesTe/IbHOCTU
KoMnaHuu (Hanpumep, NoTpebuTeNn, NOCTaBLLUKN,
opraHbl roCyJapCTBEHHOW BAacTu, obLiecTBeHHble
opraHusaumm).

MpepacTaBuTenn KoMnaHMM NPOBOAAT CO
cTelikxonAepammn KOHCyAbTal M B NPUCYTCTBUM
TpeTbei CTOPOHLI — MOAEepaTopa* — Mo Bonpocam,
CBS3aHHbIM C pa3/IN4HbIMKU acnekTamm
feaTeNbHOCTM KoMnaHuK. o utoram 3Tmx BCTpeY
KOMMNaHUs COCTaB/AET OTYET, KOTOPbIN
yTBEPXAAeTCAa He3aBUCMMbIM ayANTOpPOM. TekcT
oT4eTa U pe3y/bTaTbl ayAnUTa KOMMNaHWA
npefocTaBseT A4/19 0O3HaKOM/IEHNSA y4acTHUKaM
Avanora u LWNpoKo o6LLLeCTBEHHOCTH.

AN YHEro HY>XHA COUUA/NIbHASA
OTYETHOCTb?

BHegpeHne npakTukmn coumansbHOM OTHETHOCTH
no3BosieT KOMMNaHU:

® NMPOBOANTB CO CTENKXONAEPaMU OTKPbITOE
N KOHCTPYKTVMBHOE 06CYXAEHME aKTyabHbIX
BOMPOCOB, KacaloLLMXCs esATe/IbHOCTU KOMMaHUK
W OTPaC/Iv B LiEJIOM;

® y3HaTb U NOHATb TOYKY 3PEHUS y4aCTHUKOB
Ananora; B Tex cly4asx, Koraa 3To BO3MOXHO,
BblpaboTaTb COBMECTHblE peLleHns n
NPeAnpPUHATbL KOHKPETHbIE LWarn, HanpasieHHble
Ha BbINOJIHEHME Pa3yMHbIX peKkOMeHAaLui
CTENKXONAEPOB;

Social Reporting Process

WHAT IS SOCIAL REPORTING?

Social reporting is a new approach towards corpo-
rate social responsibility.

Central to this approach is the introduction of a reg-
ular dialogue between the management of the com-
pany and its stakeholders* into daily business
practice. A stakeholder is any person or organisation
that is related to the company activities (e.g. con-
sumers, suppliers, state bodies, NGOs).

The company, in the presence of a third party
representative - moderator*, - consults with stake-
holders on the issues related to various aspects of
the company’s activity and prepares a report on the
basis of those consultations which is then audited
by an independent verifier. The contents of the
report together with the results of the audit are pre-
sented to the dialogue participants and the general
public.

® MPOAEMOHCTPUPOBATb CTENKXOAEPaM, HYTO
KOMMaHUs BeAET CBOIO KOMMEPYECKYHO
[lesTe/IbHOCTb B COOTBETCTBUM C TpebOBaHUAMM,
KOTOpble NPeAbABSET K HEN COBPEMEHHOE
061LLecTBO, B TOM YMC/Ie NPUHMMas Ha cebs
[OMO/IHUTE/IbHbIE COLMANIbHO 3HAYUMblE
obs3aTeNnbCTBa.

MEXAYHAPOAHbINA CTAHAAPT AA1000

Mporpamma coumanbHon otyeTHOCTU «BAT Poccmsa»
BHeApSAETCA Ha OCHOBe MeXAyHapOoAHOro
Cranpapra AA1000*. 3T0T cTaHaapr,
pa3paboTtaHHbili B 1999 rogy UHcTutyTOM NO
npo6semMam counanbHO-3TUYeCKowm
OTBETCTBEHHOCTM, ONUCbIBAET BCE OCHOBHbIE 3Tanbl
1 NPUHLNMbI OCYLLLECTBIEHNS NPOrPamMMmbl
CoLMaNbHON OTHETHOCTU.

C mopenbio npumeHeHuns Crangapta AA1000
Bbl MOXKETe 03HaKOMUTbLCA Ha CTp. 42-45.

MonHbIV TEKCT CTaHAaPTa Ha aHIJIUACKOM A3blKe

ony6si1koBaH Ha Beb-canite MHCTUTYTa —
www.accountability.org.uk.

* Cm. pazoen «Tepmunvt u onpedererud» Ha cnp. 58-59.

WHAT ARE THE OBJECTIVES
OF SOCIAL REPORTING?

The social reporting programme enables
the company:

e to involve stakeholders in a constructive and open
dialogue on issues related to the company and
industry as a whole;

e to listen carefully and understand the stakehol-
ders’ views and on the basis of this, wherever pos-
sible, develop solutions and take appropriate steps
to follow their reasonable recommendations;

e to demonstrate to stakeholders that the company
operates in line with the expectations of modern
society, e.g. by assuming additional social obliga-
tions.

AA1000 INTERNATIONAL STANDARD

While implementing the social reporting process,
BAT Russia follows the well-proven international
AA1000 Standard*. This standard, established in
1999 by the Institute of Social and Ethnical
Accountability, covers the main stages and the key
principles of the social reporting process.

You can read about the AA1000 process model
on pages 42-45.

The full text of AA1000 Standard is available on the
web-site of the Institute www.accountability.org.uk.

* See the section Terms and Definitions on pages 58-59.
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NMPOTPAMMA COUNANBHOWN OTHETHOCTU

SOCIAL REPORTING PROCESS

HE3ABUCUMAA AYAUTOPCKASA NMPOBEPKA
NMPOLLECCA COLLMA/IBHON OTYETHOCTHU

Ha npoTsxxeHnn Bcex 3T1anos coLmanibHON
OTYETHOCTU He3aBUCUMMbI ayAUTOP NPOBOAUT
oLeHKy cooTBeTcTBMA Npouecca CtaHgapty AAT000,
a Tak>ke nposepseT 4O0CTOBEPHOCTb MHOPMaLUK,
copepxalerica B Tekcte CoumanbHOro oT4yeTa.

[na HabnogeHNs 3a NPoOLLECCOM COLMaNbHOM
otyeTHOCTU «BAT Poccmsa» 6bina npusieyeHa
koMnaHus «bropo Beputac Pycb» — poccuiickoe
noapaspeneHuve BeayLen MexayHapoaHON
KOMMaHWK, oKasblBaloLLel ycyru B cdepe
He3aBucumon Bepudukaumm (ayamta), - «bropo
Beputac» (Bureau Veritas).

MNudopmaums, coaepxallasnca B JaHHOM OTYeTe,
[LOCTOBEPHOCTb KOTOPOW 6bl1a NOATBEPXAEHA
koMnaHuen «bropo Beputac Pycb» B xoae
ayAMTOPCKON MPOBEPKM, BblAeNeHa ClefyoLnm
o6pasom:

Mpouecc: faHHas nHdopmaumns
[eCTBUTENbHO NOyYeHa B XOAe
onMncbiBaemMoro npotiecca, a cam npotecc
cooteetctBoBan CraHgapty AAT000.

basoBble faHHbIe: NpuBeAeHHble PaKTbl MK
3adB/lIeHNS NMOATBEPXKAEHbI C MOMOLLbIO 3anpoca
VAN NHOWM ayAUTOPCKON METOANKU.

Lindposbie aaHHbIE: NOATBEPXAEHA
TOYHOCTb U/WIN UCTOYHWK LU POBbIX AaHHBIX.

AHann3 MHEHUN, BbiCKa3aHHbIX KOMNaHWen «bputni
AmepukaH To6akko Poccusa», He BXOAWA B 3a4a4u
ayauTa.

Omuem «bropo Bepumac Pyco»
no umozam ayduma ony6aukoeaH Ha cmp. 34—41.

INDEPENDENT VERIFICATION OF THE SOCIAL
REPORTING PROCESS

An independent auditor evaluates the conformity of
the social reporting process to the AA1000 Standard
at every stage and verifies the information included

in the text of the Social Report.

Bureau Veritas Rus, a Russian subsidiary of Bureau
Veritas, an international leader in independent
auditing, was chosen to monitor BAT Russia’s social
reporting process.

Throughout this report Bureau Veritas Rus indicates
where it has verified the content using three verifica-
tion symbols:

Process: Information has been checked for
accuracy and is derived using a verified AAT000
process.

Base Data: The facts stated or claims made
have been confirmed by enquiry or other audit
technique.

Numerical: Numerical data has been checked
for accuracy and/or source.

Expressions of opinion held by British American
Tobacco Russia are not within the scope of
verification.

The Verification Statement
by Bureau Veritas Rus is available on pages 34-41.

BUREAU
VERITAS

KAKOBbI OCHOBHBIE STAITBI
INPOIPAMMBI COLIMAABHOM
OTYETHOCTH?

1. Onpedeaenue kpyea yuacmuuxos ouaroea
(cmeiikxoadepoe).

2. Mpuzarawenue cmeiixxordepos k ouarozy*.

3. Iposedenue ecmpey co cmetixxordepamu.
B x00e scmpeuy ¢ yuacmHuxamu ouaroea
(cmetixxordepamu) o6cyxoarmcs 60npoceL,
npedcmasagrougue e3aumnbiii unmepec. Cmeiix-
X010epbl 0a10m pekoMeHOayuU 6 OMHOULeHUU
MeKYuUx U NOMeHUUANLHBIX COUUANBHO OPU-
EHMUPOBAHHBLX NPORPAMM KOMNAHUU.

=~

Dopmyruposanue 06a3amenrvcme KOMNAHUU.
Pyrosodcmeo komnanuu anarusupyem nocmy-
nusuiue peKkoMeHOayuY U 8vlpabamvleaent céoto
no3uLuto no xkaxooil npobaeme. Bee obocHosan-
Hble U pearbHo OCYULeCMBUMbLE NPEON0KEHUS
BKAIOUAIONCA 8 NAAH Oelicmeuil KoMNanuy no
Pearu3auUU COUUANLHO OPUCHIMUPOBAHHBLX
npoepamm. OOHOBPeMEHHO 0NpedeaTIoncs Kpu-
mepuu (cnocobbL/ghopmvt) U CPOKU 8bINOAHEHUS
3ANNAHUPOBAHHDBLX OeticTnBuil.

5. Ymeepxoenue nrana deiicmeuil.
Iposooamcs nosmopHeie 6cmpeyi co
cmelikxoadepamu, Ha KomopwbLx obcyokoaemca,
KOppeKmupyemcs U coeaAacosvleaemcs paspado-
MaxHbLl naan deticmeuil.

6. Pearuzayua naana oeticmeuil.
Komnarusa svinoangem s3amuie Ha cebq 0043a-
MeAbC8a 6 YCMAHOBACHHbLE NAAHOM CPOKU.
Hesasucumviii ayoumop nposepsem coomeem-
crmeue pearu308aHHbLX NPoPAMM YCIMAHOBAEH-
HbIM Kpumepusm.

7. IIod2omoexa CouuarvHoz20 omuemad.
Komnanusa nybaurxyem Coyuarvruiii omuem,
Komopulil pacnpocmpandaemcs cpeou
YHACMHUKOS 0UAN02A U WUPOKOTE
o0uiecmeeHHOC.

* Cm. pazoen «Tepmunvt u onpederenus» Ha cmp. 58-59.

WHAT ARE THE MAIN STAGES OF SOCIAL
REPORTING PROCESS?

1. Dialogue participants (stakeholders) are
identified.

2. Stakeholders are invited to participate
in a dialogue*.

3. Meetings with stakeholders are held.
During the meetings issues of mutual interests
are discussed. Stakeholders give recommenda-
tions regarding current and potential socially
oriented programmes of the company.

4. Commitments are formulated.
Stakeholder suggestions are analysed by the
company’s management team who then formu-
late the company’s position on each group of
issues raised. All reasonable and feasible sugges-
tions are included in the company’s action plan
of social programmes’ implementation.
Implementation timing and indicators are set.

5. The action plan is approved.
Stakeholders are invited to meet with the com-
pany representatives again; the action plan is
discussed, revised and agreed upon.

6. The action plan is implemented.
The company fulfills its commitments within
the agreed time-lines. The compliance of the
implemented programmes with the set indica-
tors is verified by an independent auditor.

7. The Social Report is prepared.
The Social Report is published and distributed
among the dialogue participants and the wider
community.

* See the section Terms and Definitions on pages 58-59.
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O KOMNAHUWN «bPUTUNLL AMEPUKAH TOBAKKO POCCUS»

ABOUT BRITISH AMERICAN TOBACCO RUSSIA

O KOMITAHMM «bPUTNII
AMEPMKAH TOBAKKO POCCMSI»

«bputnw Amepukan Tobakko Poccus» («BAT Poc-
cus») sABNseTca otaeneHnemM «bputnw Amepukan
Tobakko», BTOPOW NO BENNYMHE MEXAYHAaPOAHON
Taba4yHOW KOMNaHMM C r106anbHON AoNel pblHKa
csbilwe 15%.

«bpuTtnw Amepukan Tobakko» MMeeT CUIbHbIe
no3nLmMm Bo BCEM MUpPe U nanpyeT 6osiee Yem
B 50 cTpaHax. ExerogHo Ha ee 84 pabpukax
BbinyckaeTca cebie 800 mapa. curapet. Kpome
TOro, KOMMNaHuA — KPynHeNLwmnii B Mmpe
npovssoauTesb Taba4yHOro AncTa.

B Poccun «bputnw Amepurkar To6akko» BnepBble
OTKpblNa CBOe npeAcTaBUTeNnbCTBO B 1991 roay.

B 1994 roay komnaHusa npnobpena KOHTPOJIbHbIE
nakeTtbl akumii «CapaToBckol TabavHon habpukm»
n pnarmMaHa poccuiickon TabayHom
NPOMBILLUNEHHOCTN — MOCKOBCKOW pabpuku «JBA».
O6a npeanpuATUA N3BECTHbI CBOMMM BoraTbiMu
TpaauLUMAMU U KBaANPULMPOBaHHbLIM NePCOHaIOM.
Kpome Toro, npu npuHATAM peLleHmns o
coTpyaHuyectse ¢ pabpukoi «JBA» BaxHyt0 posib
Cbirpano TO 06CTOATENLCTBO, YTO el NPUHAANEXNT
OAHOMMEHHas poccuiickas Toprosas Mapka curapet
c 6oraTeiiLuein ncropuei.

B 1999 roay npowusowio cimsiHMe KoMnaHum
«PotmaHc MHTepH3WHA» ¢ «bputnw Amepukax
Tobakko», u «<bAT Poccusi» ctana Bragenbuem
TOJIbKO 4TO NOCTPOeHHOoM habpukn «PoTmMaHC-
HeBo». Ceitvac pabprka HOCUT Ha3BaHWe
«BAT-ClM6».

Momunmo Tpex pabpuk, B coctas «bputuniu
AmepukaH Tobakko Poccusi» BxoauT

3A0 «MexayHapoaHble yCIyr No MapKeTUHIy
Tabaka», KOTOpPOe Bk/IloHaeT B cebs Bce
Hernpoun3BOACTBEHHbIE NOApPa3Ae/eHNs KOMMNaHUN.
Bcero B «bAT Poccusa» cerogHs paboTtaeT okosio
3000 yenosek.

3a Bpems cBoei paboTbl Ha POCCUINCKOM PbiHKe
KOMNaHUs co3fana LefoCTHY0 MHDPaCTPYKTYpY,
obecneynBaroLLyto ee yCreLlHyIo AedaTe/IbHOCTb

Ha BCEV TEpPUTOPUN CTPaHbI. 3aKynku
060py0BaHNA, CbiPbs Y KOMMIEKTYIOLWLNX U34eNNI

About British American
Tobacco Russia

British American Tobacco Russia (BAT Russia)

is a part of British American Tobacco, the world’s
second largest quoted tobacco group, with a global
market share of over 15 per cent.

British American Tobacco holds strong positions
around the world and has leadership in more than
50 markets. Annually, more than 800 billion ciga-
rettes are produced at its 84 factories. In addition, the
company is the world’s largest tobacco leaf producer.

British American Tobacco first opened its representa-
tive office in Russia in 1991.

In 1994, British American Tobacco acquired control-
ling interest in the Saratov Tobacco Factory and the
flagship of the Russian tobacco industry - the YAVA
factory in Moscow. Both factories are famous for
their rich traditions and highly qualified personnel.
Also the benchmark in making the decision to co-
operate with the YAVA factory was the fact that the
enterprise had in possession the Yava cigarette
brand, one of the oldest in Russia.

In 1999, after the merger with Rothmans
International, British American Tobacco Russia
became the owner of the newly built Rothmans-
Nevo. Today the factory bears the name BAT-SPb.

Apart from the three factories, the structure of
British American Tobacco Russia includes

CJSC “International Tobacco Marketing Services”
(CJSC “ITMS™). This division unites all the compa-
ny’s functions with the exception of production.
BAT Russia currently employs about 3000 people.

Over the time of its operation on the Russian
market, British American Tobacco has created an
integral infrastructure that ensures its successful
activities throughout the country. The purchasing
of raw materials, equipment and spare parts is
centralised. The company has also introduced an
integrated quality control system at all stages

OCYLLeCTB/IAIOTCS LLEHTPaAn30BaHHO, BBeAeHa
e/InHas CMCTeMa OLEHKWN Ka4YecTBa Ha BCex 3Tanax
NpoW3BO/ACTBa, CO34aHa MHTErpUpoBaHHas cuctema
MapKeTUHIa 1 AucTpunbyLmu.

CeropaHs «bAT Poccus» — oanH U3 nngepos
poccuiickoro TabayHoro poiHka. C 1996 no 2001 rog,
KOMMaHWs yBenyinna ob6bembl Mpoaax Ha
TeppuTOpUN CTpaHbl 6osee YeM B Ba C NONOBUHOM
pa3a. CyMMapHbIi 06bem nHBeCcTULNI «bputn
AmepukaH Tobakko» B Poccnm k koHuy 2001 roga
coctasua 350 MaH. Jonnapos.

of cigarette manufacturing and created an integral
system of marketing and distribution.

Today, BAT Russia is one of the leaders of the
Russian tobacco market. From 1996 to 2001, the
company’s sales volumes in Russia have increased
by more than 2.5 times. By the end of 2001, the total
amount of investments in British American Tobacco
in Russia reached USD 350 million.

«bPUTHII AMEPUKAH TOBAKKO POCCHAI»: OCHOBHBIE ®AKTEHI U LIVIPPbI

Hauano deamenrvrocmu 8 Poccuu
Ob6wvem unsecmuyuti (i kornyy 2001 e.)
Lenmpanvnuiii ogpuc

Dabpuru

Topeosvie npedcmasumescmea
Koaunecmeo compyonuxos

OcHosHble mapku

Obwem npooaxc (2001 e.)

Pocm o6wvema npooax ¢ 1996 no 2001 e.
Iepeuucaenua e 6100xem (2001 e.)

1991 e.
350 man. doan. CIIIA
Mocksa

«BAT-fea» (Mocxkea), «BAT-CI16» (Canxm-Ilemepbype),

«BAT-CTd» (Capamos)
6bonee 70 20podos
3000 uenosex

Vogque, Kent, Lucky Strike, Pall Mall, flea 30r0mas

47 mapo. wm. cueapem
160%
5,3 mapo. pybaeii

BRITISH AMERICAN TOBACCO RUSSIA: KEY FACTS AND FIGURES

Start of operations in Russia
Total investments (as of 2001)
Headquarters

Factories

Trade representatives

Number of employees

Drive brands

Sales volume (2001)

Sales growth between 1996 and 2001
Payments to the state budget (2001)

1991
350 mln USD
Moscow

BAT-Yava (Moscow), BAT-SPb (St. Petersburg),
BAT-STF (Saratov)

more than 70 cities

3000 people

Vogue, Kent, Lucky Strike, Pall Mall, Yava Gold
47 bln sticks

160%

5.3 bln rouble
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NMPOTPAMMA COUNANBHOWN OTHETHOCTU
«BPUTULL AMEPMKAH TOBAKKO POCCUS»

SOCIAL REPORTING

[TPOTPAMMA COLIMMAABHOM
OTUYETHOCTU «bPUTUIIT AMEPVMIKAH
TOBAKKO POCCHMI»

IN BRITISH AMERICAN TOBACCO RUSSIA

10

B 2001 roay komnanusa «bAT Poccus» Havyana
BHeApeHue NporpamMmbl COLMaNbHON OTYETHOCTU.

CoyuanrvHaa omuemuocms — 2100a16HAS
uHuyuamuea «bpumuus Amepuxan Tobaxxo».

B 2001-2002 22., nomumo «BAT Poccua», 8 Heii
NPUHANY Yuacmue noopasoereHus KoMnanuu

6 Ascmparuu, Apeenmune, bpasuauu, Benepuu,
Tepmanuu, Tonxornee, Sumbabse, Maratizuu,
CLIA, Yeanoe, IlIpu-Aanxe, KOAP, a maioxe
wmab-xeapmupa «bpumuw Amepuxar Tobakko»
6 /\ondone. B caedyroujem 200y KoauHecmeo
cmpan-y4acmuuy, 6yoem pacuiupeto.

B «BAT Poccus» 6b1n o6pa3oBaH Komuter no
coLMasibHOM OTYETHOCTM, B COCTaB KOTOPOro BOLLUIA
npeacTaByTeNN BbICLLEro PYKOBOACTBAa KOMMaHUN.

Onpepensas cocTtas CTENKXONAEPOB A1 NPOBeAEHNS
nepBoOro Lukaa nporpaMmbl COLMaIbHON
OTHETHOCTUN, PYKOBOACTBO «bputna AmepukaH
Tobakko Poccus» ctpeMmnnoch caenatb ero
MaKCMMasibHO penpe3eHTaTUBHbIM, YTOObI MOY4YNTb
Haubosee NosHoe NpeAcTaB/ieHne 06 OTHOLLEHNN
poccuiickoro obLuecTsa kK KOMNaHUM U

0 TOM, KaKue acrnekTbl ee AesTe/IbHOCTU, BO3MOXHO,
Hy>XAaatTcs B koppekTuposke. K gnanory 6binm
npurnalleHbl NpeacTaBUTeNN OpraHoB BAacTu

N KOHTPOIMPYIOLLMX CTPYKTYP, MEANLIMHCKMNX

1 o6LeCcTBEHHbIX OpraHm3auunin. Bcrpeun

CO CTelKkxonaepamun NPoBOANANCL NPU
nocpeAHNYecTBe 1 COAENCTBUN HE3aBUCMMOTO
Mogaeparopa.

Ha nepBoM 3Tane guanora npeacraBuTenm
KOMMaHWM TONbKO BbIC/IyLUMBAIM MHEHUE
CTeKXONAepOB, He AaBas Kakux-1M60o COOCTBEHHbIX
OLLEHOK UX BblCKa3blBaHUsM. BcTpeun npoBoananck
OTAE/IbHO C KaXAblM YH4aCTHUKOM MporpamMmmbi.
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Social Reporting
in British American
Tobacco Russia ®

In 2001, British American Tobacco Russia began
implementing the social reporting process.

The social reporting process was launched by
British American Tobacco globally. In 2001-2002,
apart from BAT Russia, the following branches of
the company joined this project: Argentina,
Australia, Brazil, Germany, Hungary, Hong Kong,
Malaysia, South Africa, Sri Lanka, Uganda, the
USA and Zimbabwe, as well as British American
Tobacco p.l.c. Next year, more companies will
participate.

The Social Reporting Steering Committee was
formed in BAT Russia, which includes representatives
of the company’s top management.

When identifying the circle of stakeholders for the
first cycle of social reporting, the company sought to
make it as representative as possible in order to get
a broad spectrum of views of Russian society on the
company as a whole as well as on the aspects of the
company’s activities that possibly need to be revised.
Representatives of the governmental and regulatory
bodies, medical circles and public organisations
were invited to take part in the dialogue, which was
conducted with the assistance of an independent
moderator.

At the first stage of the dialogue, the company’s rep-
resentatives simply listened to the stakeholders’
views without expressing any assessments of their
own. Meetings with each of the participants were
held separately.

B xoze Ananora 6bin BbISIBNEH PsiJ, OCHOBHbIX
npo6ieMm, peLleHnIo KOTOPbIX, MO MHEHWIO
CTeliKXONAepOB, KOMMNaHUS JOJIXHa YAeanTb 0ocoboe
BHUMaHUe. B nx uncie okasanuce:

¢ UncdopmupoBaHue noTtpe6ureneit *

e Pa3zpa6GoTka u BHeApPeHUE NPOAYKLUM,
KOTOpas npeAcTaBasieT MEHbIUUA PUCK ANA
3/0POBbs KyPWIbLLUKOB

© OTBETCTBEHHOCTD 3a ONJIaTy MeAULMHCKUNX
Pacxopo0B, CBA3AHHbIX C NOCNEACTBUAMM
KypeHus

e NMonuTuka KOMNaHUM B 061aCTU MapKeTUHTa
TaGauHbIX N3gennn

¢ Mpo6nema npeAoTBpalLEeHUA KYPEHUA
cpeaun HeCOBepPLIEHHOJIETHUX

o leaTeNnbHOCTb KOMNaHUU B o6nacTun
61aroTBOPUTENILHOCTU U COLUANIBHOTO
napTHepcrBa

KomuTeT no coumnanbHol otyeTHOCTU «BAT Poccusa»
paccMoTpen BOMpoChl U MoXenaHus, BblCka3aHHble
y4acTHMKamu B Xxo4e NepBOro 3tana aguvasnora,

1 pa3paboTan nporpaMMy, Hanpas/EHHYIO Ha UX
pelueHue.

Mocne 3Toro cocrosnacb NOBTOpPHas AUCKyCCUS,

Ha KOTOPY!0 6blIM NPUTNALLEHbI Te Xe Y4aCTHUKN
Ananora. Ha Heli o6cyxaanack nporpamma,
npeaioxeHHas pykosogcrsoM «bAT Poccusa» no
uToram BCTpeY €O CTelkxongepamu, a Takxe 6bu1n
onpejeneHbl CPOKMN ee peannsaLmm u MHAUKaTopbl
BbIMOJIHEHMS. |

* Cm. pazoen «Tepmunvt u onpedererud» Ha cnp. 58-59.

As a result of the first round of dialogue sessions, the
following key areas were identified:

e Consumer Information*

e Development and Introduction of
Potentially Lower Risk Products

e Responsibility for the Health Costs of
Smoking

e BAT Russia’s Tobacco Marketing Policy
e Youth Smoking Prevention

e Company Activities in the Areas of Charity
and Social Partnership

BAT Russia’s Social Reporting Steering Committee
reviewed the feedback on these issues and the com-
ments that were voiced by stakeholders during the
first stage of the dialogue and developed a plan to
address these issues.

After that, a second session was conducted and
those stakeholders who participated in the previous
sessions were invited to take part. This time the pro-
gramme that BAT Russia proposed on the basis of
the first dialogue sessions was discussed and recon-
sidered, and deadlines, as well as performance indi-
cators, were determined._|

* See the section Terms and Definitions on pages 58-59.
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MHOOPMUPOBAHUE NOTPEBUTENEN

Mpob6nema nHpopmmpoBaHns noTpebutenein
oKkasasiaCb OZHOW U3 CaMbIX aKTyasbHbIX [/151
yH4aCTHUKOB guasora. 1o ux MHeHuto, KoMNaHUn
Heob6x0AMMO Kak MOXHO 60/1ee NosIHO U B
[0CTynHoW chopme MHpopMMpoBaTb NoTpedbuTenei
0 CcoAepXaHUU B ibIMe cUrapeT CMOoJibl U HUKOTUHA,
a Takxe akLeHTUPOBaTb UX BHUMaHWe Ha

npeaynpexaeHnn MuH3apasa o Bpee KypeHus npu

pekname csoen npoaykumu. Mo3muns, BbickasaHHas
PAAOM CTeNKX0NAepoB, MOXET ObiTb
cchopmMynmpoBaHa cneayowmm o6pa3om:

«Hapno o6s3atebHO co06LaTh

KyPWAbLLMKY O PUCKE, KOTOPOMY OH

noapepraetcs, noTpe6asas

TabayHyto npoaykumio. NpuHmmatb |

WU HE NPUHUMaATb K CBEAEHUNIO 3Ty | i
MHOPMaLWIo, KypUIbLLMK AOMKEH |
pewaTb CaM»J

«bputnw Amepukan Tobakko Poc-
CUsi» MPOU3BOAUT NPOAYKLMIO,
notpe6aeHne KOTOPOW NPUHOCUT

KomnaHus He BeaeT nponaraHay

KypeHus; ee 3aja4va - npegnaratb

NPoAYKLMIO BbICOKOTO Ka4yecTBa B3pOC/IbIM
KypuWabLLMKaM, KOTopble yxke caenann CBol Bbi6op
B NONb3y KypeHus. CurapeTbl — neranbHblli NPOAYKT,
n «bAT Poccus» cuntaeT, 4To NOTpebUTEeNU AOMKHBI
MMeTb BO3MOXHOCTb NoJly4aTb MHGOPMaLUIo O TON
nNpoAyKLNKN, KOTOPYIO OHWU NOKYyNatoT,

a NPou3BOAMUTENN — NPeAOCTaBNATb UM

3Ty MHopMauumio.

B 10 e Bpema «bputnws AMepukaH Tobakko»
OTKPbITO NPU3HAET, 4TO KypeHue CONPSXKEHO

C peasibHbIM PUCKOM BO3HUKHOBEHUS CEPbe3HbIX
3aboneBaHN 1 YTO 419 MHOTUX Jiloael 6pocnTb
KYPUTb MOXeT 6bITb OCTaTOYHO CJIOXKHO.

O BO3MOXHbIX HEraTUBHbIX MOCNEACTBUAX KypeHUs
roBoOpAT, rNMaBHbIM 06pa3oM, cTaTUCTUYeCKne
NCCej0BaHNs, KOTOpPble JOKa3blBatoT, YTO
KYPUAbLLNKKN C 6ONbLUNM CTaxeM B 60/bLuel

JOAOTAA

HFE AT

YAOBONBLCTBUE MWIJINOHAM NIOAEN. | sAleny Saordhine
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Key Issues Raised by
Dialogue Participants

CONSUMER INFORMATION

@ Consumer information turned out to be one of
the key issues raised during the dialogue with stake-
holders. The company was advised to pay more
attention to informing consumers about the tar and
nicotine content in tobacco smoke and draw their
attention to health warnings of the Ministry of
Health in advertisements
of BAT Russia’s products.
The position of some of
the participating stake-
holders could be formu-
lated in the following
way: “Itis necessary to
inform consumers about
the risks of smoking. To
take or not to take this
information into account
is for the smoker to
decide.” |

British American Tobacco Russia manufactures
products that bring pleasure to millions of smokers.
The company’s business is not about persuading
people to smoke; it is about offering high-quality
products to adults who have already taken the deci-
sion to smoke. Tobacco is a legal product and it is
the belief of the company that consumers should be
able to receive information about the product they
buy and that manufacturers should be able to pro-
vide them with this information.

At the same time, British American Tobacco has long
acknowledged that smoking is associated with a real
risk of contracting a number of serious diseases and
that for many people smoking is difficult to quit.

The smoking-related risks are primarily defined by
statistical research that demonstrates that groups of
lifetime smokers have a higher incidence of certain

cTeneHu NoJBepxeHbl PUCKY BO3HUKHOBEHUS
HeKoTOpbIX 3a601eBaHUi, YeM Hekypsumne. OfHako
CTaTMCTUKA He B CU1ax NpejckasaTb, YTO OxuaaeTt

B OyAyLLEeM KaX/A0ro KOHKPETHOro YesoBeka,

1 HayKoOM elle He yCTaHOBNEHO, MOYeMy OAHMU
KypPUIbLLMKM NpuobpeTatoT TO AN MHoe
3abosieBaHMe, CBA3aHHOE C KypeHueM, a pyrue HeT.

Mockonbky NnotTpe6aeHne TabayHbIX U3aeNn
npeacTaBaseT onpeae/eHHbli PUCK ANA 340POBbS
KypWbLLUMKa, KOMMNaHUA CHUTaAET, 4TO BbIGOP —
KypWUTb AN HE KyPUTb — AO/KEH AeNnaTb TO/IbKO
B3pOC/Ibli1 YenoBek, NH(HPOPMUPOBAHHBIN O
BO3MOXHbIX HEraTUBHbIX NOC/IEACTBUAX CBOErO
Bbl6Opa B NONb3Yy KypeHus. Ha kaxaom nayke
curapeT, nponsBoanMbIX «bputuw AMepukan
Tobakko», pa3MelLaeTcs NpeynpexaeHne o Bpese
KypeHus. B Poccum HoBble TekCTbI
npeaynpeauTebHbIX Hagnucen, Kotopble
o6s3aTesbHbl K NpuMeHeHuto ¢ 2003 roaa,
pa3pabaTbiBanncb MUHUCTEPCTBOM

3/ paBoOOXpaHeHns NpK yyacTum TabavHbix
KOMMaHui, B TOM Yncie «bputnin Amepukax
Tobakko Poccus».

KoMnaHus Takxke BbICTynaeT 3a To, 4TOObl Ha Na4ku
HaHocunacb MHpopMaLums 06 ypoBHe cogepkaHns
CMObl U HUKOTWHA B AbiMe curapeT. g nsmepenus
3Tux nokasartenen B POCCMN NCNonb3yeTca
ctaHpapTHas metoguka FOCT/ISO. 9Tn nokasaTtenu
He MOryT MCNo/b30BaTbCA A1 onpeaeneHns TOYHOro
KO/MYeCTBa CMOJIbl M HUKOTMHA, MoNajatoLero

B OpraHn3M KOHKPETHOro KypubLLuka, NOTOMY 4TO
BCE JII0AN KypAT no-pa3Homy. OgHako «BAT Poccusa»
CymMTaeT, 4To CyllecTBOBaHWNEe eAUHOM
06LLenpUHATON METOANKN AAaeT BO3MOXHOCTb
rocyAapcTBeHHbIM PeryMpyoLmnM opraHam
CpaBHMBaTb pa3Hble Mapku TabayHbIx U3aenuni

1 knaccmurumpoBaTtb X B 3aBUCUMOCTM OT
coflepxaHuns CMOJIbl U HUKOTUHA, a pasmellieHne
3TON MHOPMaLMKN Ha NPOAYKLUN NOMOraeT
notpebuTento Aenatb CBOM BbIGOP B MO/b3y TOW UK
MHOW MapKu.

types of diseases than non-smokers. However, statis-
tics are unable to predict what will happen to an
individual in the future and science is still unable to
determine why some smokers develop smoking-
related diseases and some do not.

Since smoking is associated with risks, the company
believes that the choice to smoke is one exclusively
for adults who are informed about the possible
negative consequences of smoking. Each cigarette
pack produced by British American Tobacco carries
a health warning. In Russia, the texts of new health
warnings, which are compulsory from 2003, were
developed by the Ministry of Health with the
involvement of tobacco companies including

British American Tobacco Russia.

British American Tobacco believes that information
about tar and nicotine deliveries must be placed on
tobacco packs. In Russia, methods approved by the
State Standard (GOST) and the International
Organisation for Standardisation (ISO) are used to
measure such deliveries. These methods were never
intended to measure precisely the amounts of those
substances taken in by an individual smoker
because smoking practices vary. However, the com-
pany believes that the utilisation of a unified
method enables state regulatory bodies to compare
brands with one another in terms of tar and nicotine

WTORING Bnd neaitl
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«BAT Poccns» nepeoit B cTpaHe Havasna NPUBOAUTL
JlaHHble 06 ypOBHe coAepaHWs CMOJbl U HUKOTUHA
B AblMe CUrapeT Kak Ha cCamoi nayke, Tak n

B pekname, rae ncnosb3yetcs nsobpaxeHune
CUrapeTHOM Nayku, XoTs 3T0 U He TpebyeTcs
AEeNCTBYIOLLNM POCCUICKMM 3aKOHOAaTeNbCTBOM.

Komnanusa 6ydem cmpemumsca y6edums
dpyaux y4acmHuKos maba4yHozo poIHKa
nocnedosams csoemy npumepy. |

Ha naykax curapet «bputnw Amepukat Tobakko
Poccus» Takxke ykasbiBaeTca agpec, o KOTopomy
notpebuTenn MoryT o6paTtuTbCs CO CBOUMU
»anobamu, Bonpocamu n npegnoxeHnamu. Kpome
TOro, Ha caliTe kKoMnaHum — www.batrussia.ru -

B pa3sgaene «Toprosble Mapku» NoTpebutean MoryTt
Noay4mnTb KpPaTKyto MHOPMaLMIO 0 NPOAYKL MK
«BAT Poccus», a B pasgene «MpuHumnnbl» -
MO3HaKOMMUTbLCS C TOYKOW 3pEeHMS KOMMNaHUKU Mo
BOMpPOCaM KypeHU s U 340POBbSA.

KomnaHus Hamepexa npodosxxams pabomy
no obecnevyexnuro nompebumeneli u o6wecmsa
8 yesioM uHghopmayueti o puckax 0,11 300po8bA,
CBA3AHHbIX C KypeHueM, U 0 MoM, KaK MOXXHO
6pocums Kypums. B yacmrocmu, 8 Ha4yane
2003 200a «bAT Poccus» naanupyem o6Ho-
sums csoli seb-calim — www.batrussia.ru.
Ha caiime 6ydem omkpbim cneyuanbHbil pas-
den dns nompebumeneli, codepxxauuti, NOMUMo
uHgopmayuu o so3delicmsuu KypeHua Ha 300-
posbe 4esi08eKa, 3/1IeKMpPOHHbIE CCbIIKU HA
He3asucumble MeOUYUHCKUe UCMOYHUKU
(caiimoi), Ha Komopeix ny6AUKylOMcA Mamepu-
azbl N0 3moli memamuKe u pekomeHoayuu
0 MOM, KaK MOXXHO 6pocums Kypums.

B 2003 209y komnaHueli 6ydem ony61uKo8ax
u pacnpocmpateH cpedu cmelikxon0epos
6yKnem, nocsAu,eHHbIl BONpocam KypeHus
u 30oposba. B 2002 200y makoii 6yknem —
«KypeHue u 30oposse. PeanbHbili npozpecc
8 peanbHOM Mupe» — 6bi1 8bInyujeH 013
compyodHukos «BAT Poccusa». |
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yield and to establish a ranking system based on tar
and nicotine ranges. Placing this information on
products helps consumers to choose one brand over
others.

BAT Russia became the first tobacco company in
Russia which started printing tar and nicotine levels
on cigarette packs as well as on advertising visuals
where a cigarette pack is depicted, despite the fact
that it not required by the current legislation.

The company will aim to persuade other tobac-
co market participants to follow this
example.J

British American Tobacco Russia’s cigarette packs also
bear a contact address where consumers can direct
their complaints, questions and suggestions. Besides,
the company’s web - site www.batrussia.ru - con-
tains brief information on BAT Russia products (sec-
tion “Brands”) and on the company’s view on smok-
ing and health (section “Principles”).

British American Tobacco Russia intends to con-
tinue providing consumers and the public with
information on health risks associated with
smoking and on how to quit smoking.
Specifically, BAT Russia plans to update its
web-site www.batrussia.ru in the beginning
of 2003. The company will design a consumer
section, which will include information on
smoking and health as well as links to inde-
pendent medical sites containing relevant
materials and advice on how to quit smoking.

In 2003, BAT Russia will release and distribute
among its stakeholders a booklet dedicated
to smoking and health issues. A similar booklet
called “Smoking and Health: Real Progress
in the Real World” was published in 2002 for
BAT Russia’s employees.J

PA3PABOTKA U BHEAPEHUE NPOAYKLIUMN,
KOTOPASl NPEACTABJSIET MEHbLUWUMN PUCK
ANd 340POBbAl KYPUWIbLLUKOB

@ Mo MHEHUIO HEKOTOPbIX yHaCTHUKOB Auasora,
3aj,a4ya CHWUXXEHUs CTeNneHn prcka As 34,0POBbS
KypuabLinka TpebyeT 0cob60ro BHUMaHuUs Co
CTOPOHBI OTPAC/N. |

C Toukm 3peHnsa «bputuin AmepukaH Tob6akko
Poccus», BbI6Op B3pOC/IOro Yenoseka B N0/b3y
KypeHUs, cAeNaHHbI 0CO3HAHHO U C yHeTOM
MOHMMaHUA CBA3aHHOIO C 3TUM pUCKa A/ CBOEro
3/10pPOBbS, AOCTOMH He 60/blUel KPUTUKN, YeM
060N APYroW XKM3HEeHHbIN BbIGOP B3POCIOro
yeno.eka.

Mpu 3ToM «BAT Poccus» pasgensier 03a604eHHOCTb
OpraHoB 34paBOOXpPaHeHs N0 NOBOAY HeraTMBHOroO
BO3/eNCTBUA KYpEHUS Ha 340POBbe KypPU/bLLMKa

1 CYMTaeT, YTO yCreLlHOoM paboTe MO CHUXEHWIO
pucka, CBA3aHHOrO C KypeHneM, MOXeT
CNoco6CTBOBaTb OTKPLITLIN AManor Mexay
npeacTaBuTeNs MM Taba4yHON NPOMBILLIEHHOCTY,
rocyAapcTBeHHbIMU OpraHamu, B TOM 4ncie
opraHamu 3JpaBooXpaHeHus, a TaKkxe BCeMM
APYTMMU 3aMHTEpPeCOBaHHbIMY CTOPOHaMMU.

Pa3paboTka 1 Npon3BOACTBO curapet c 6bonee
HU3KWUM cofep>KaHUeM CMOJbl B AbiMe —
€JMHCTBEHHbIM Ha CeroAHALLHUIA AeHb cNocob
MoauurKaummn NpoayKLMm, KOTopblii Obl1 0406peH
1 NoAAEePXKMBAETCSA NPaBUTeIbCTBaMM U OpraHamm
3paBOOXPaHeHMNs Kak NoTeHUMa bHbI cnocob
caenatb kypeHue «b6osee 6e30nacHbiM». TeM He
MeHee, U 3TOT NoAXO0J Bbl3bIBAaET CEroAHS
pa3sHornacus.

DEVELOPMENT AND INTRODUCTION OF
POTENTIALLY LOWER RISK PRODUCTS

According to some stakeholders, the issue
of reducing the health risks of smoking requires
a special attention of the tobacco industry. |

British American Tobacco Russia believes that an
informed adult’s decision to enjoy the pleasures of
smoking, while at the same time balancing those
pleasures against the risks, is no more subject to
criticism than many other lifestyle choices an adult
makes.

However, BAT Russia shares the concern of public
healthcare bodies about the impact of smoking on
health, and believes the key to rapid progress is to
create a climate of genuine co-operation between
the tobacco industry, state bodies, including public
health agencies, and other interested parties.

To date, the development of lower tar products is
the only product modification that has been
approved and supported by governments and
medical bodies as having the potential to make
smoking “less risky”. However even this approach
has proved controversial.
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MHorue cneumanmncTbl B 061acTy 34paBOOXpPaHeHNs,
BEPOSTHO, COMNIacUINCh Bbl C YTBEPXKAEHUEM, YTO

3a CYeT 3HAa4YNTE/IbHOTO CHUXEHWS COAePX)KaHUs
CMOJIbl B ibIME CUTFapeT, B TOM Yncie 6narogaps
BHeApPeHWIO DUIBTPOB Y MPUMEHEHWIO APYTUX
WHHOBALIMOHHbBIX METO/0B, Ha PbIHOK CTasia
nocTynaTtb NPoAyKums, KoTopas npeacTaBaser
MeHbLUNIA PUCK AJ151 3[,0POBbS KyPW/IbLLUKOB, YeM
curapetbl 6e3 puabTpa C BbICOKUM COAEPXKAHUEM
CMObI.

OpHako BONpoc 0 TOM, AeNCTBUTE/IBHO /N
npeasiaraeMble CEroAHs Ha pbiHKe cMrapeThbl

C GUNBTPOM C NMOHMXEHHBIM COAEPXKAHMEM CMO/bI
B AbiMe «60/1ee 6e30nacHbl», YeM COBPEMEHHbIE
«MOSIHOBKYCHble» curapeTbl C pUAbTPOM, Bbi3blBaeT
onpefeneHHble pasHornacus.

KomnaHus He 6epeTcs yTBepxXaaTb, YTO NPOAYKLUs
C MOHWXXEHHBIM COAepPXaHNeM CMOJIbl MeHee onacHa
A/151 3,0POBbS KypPW/bLLMKa, MOCKOJ/IbKY Hay4HO
060CHOBaHHbIX [OKa3aTe/IbCTB 3TOTO HeT,

1 BO3JeNCTBUE KypeHUs Ha 340POBbE KaX/A0ro
KOHKPETHOro noTpebuTens UHANBUAYaIbHO.

Nostomy «bpuTtnt AmMepukaH Tobakko» BOT yxe
MHOrO NeT NoAAepXnBaeT HayyYHble NCCeA0BaHus,
HanpaB/eHHble Ha BbiICHEHME BUONOrMYeCcKMX
MexaHWU3MOB, KOTOPble CBA3bIBAIOT KypeHue

C BO3HMKHOBEHMEM HEKOTOPbIX 3a60/1eBaHNNA.
PesynbTaThl TakMx ncciegoBaHUn MOTyT
Ncnonb3oBaTbCs Npu pa3paboTke NpoAyKUUK

€ noTeHUManbLHo 6onee HU3KNM YPOBHEM prcKa
AN 34,0POBbA KYPU/bLLNKOB.

«bpuTtnw Amepukan Tobakko» Bblaenser
3Ha4uTeNbHble CPeACTBa Ha pa3paboTky TabayHOWM
npoaykumu, kotopas Morna 6bl NpeacTaBATb
MEHbLLUMNIA PUCK AN 340POBbSA U NPU 3TOM
nonb3oBanacb 66l NOTPEOGUTENBCKUM CMPOCOM.
3T0 OAHO U3 NPUOPUTETHBIX HaMpaB/eHNn paboTbl
KOMMaHuK.

® Basosvle dannvle Ipouecc @ Llugpposvie dannvie

Base Data Process Numerical

Many health experts would probably agree that by
substantially lowering tar through the introduction
of filters and other innovations, products have been
brought to market that were over time “less risky” in
some respects than high tar unfiltered cigarettes.

However, there is disagreement as to whether cur-
rent low-tar filter cigarettes are “less risky” than cur-
rent full flavour filter products.

The company does not make health claims for lower
tar products as it cannot be conclusively demon-
strated that for any particular individual lower tar is
less risky than higher tar.

For many years British American Tobacco has sup-
ported relevant research to understand the biologi-
cal mechanisms that link smoking with some
diseases in order to bring about future changes to
cigarette design and to aid efforts to produce ciga-
rettes with lower associated risks.

British American Tobacco financially supports the
development of products which may offer reduced
risks, and so could possibly be regarded as “safer”
and which consumers would also find acceptable.
The company views the development of such
products as a priority.

CeroaHsa koMnaHuen BefyTca nccnefoBaHus no
ClefyoWwmMM HanpaB/eHnaMm:

® flanbHeliwas pa3paboTka CMrapeT C 04eHb HU3KUM
coAepXaHneM CMOJibl, KOTOPbIe YAO0B/IETBOPSIIN
6bl BKycaM notpebutenei;

® pa3paboTka CUrapeT C NOHWKEHHbIM CoAepXKaHNeM
CMOIbl, B KOTOPbIX CHUXKEHO cofepskaHue
OTA€/IbHbIX KOMMOHEHTOB AbIMa;

® pa3paboTka HOBOW NPOAYKLNK, B KOTOPOI ByaeT
CyLeCTBEHHO U3MeHEH cocTaB Taba4yHOro JbiMa.

[Jaxe ecnn «bpuTtnw AmepukaHn Tobakko» 6yaet
yBepeHa B TOM, 4TO T€ U/IN UHble pa3paboTaHHbIe elo
curapetbl «<MeHee OonacHbl» A9 340POBbA

Ky PUIbLLMKOB, TO Npexae 4eM coobLatb 06 3TOM
notpebuTensmM, komnaHus cHavana éyaer
o6pallaTbCs 3a NOATBEPXKAEHVEM Pe3y/bTaToB
CBOMIX MCC/IEA0BAHUI K HE3aBUCUMBIM UCTOYHUKAM —
MeAMLMHCKUM U Hay4HbIM OpraHu3aunsM 1 opraHam
rocyjlapCTBEHHOTO Pery/iMpoBaHus.

@ «BAT Poccus» 06a3yemcs pe2ynapHo
uHgopmuposams obujecmseHHocms o xode
u 3adayax uccnedosanuli 8 061acMu CHUXEHUSA
PUCKOB 0/14 300p08bA KYpUJIbULUKOS,
ocywecmsnaemMoix «bpumuw AmepukaH
To6akko», 8 yacmHocmu, pasmewas Ha ceoem
ge6-caiime — www.batrussia.ru —
nepesedeHHble HA PYCCKUll A3bIK mamepuassi
no daHHol npobemamuKe, Komopbie
ny6nuKylomca Ha YeHMpaabHoOM
KopnopamugHom seb-calime «bpumuuw
AmepuraH To6aKKo» — www.bat.com._|

British American Tobacco’s current research pipeline
includes:

o further development of very low tar cigarettes that
are acceptable to consumers;

e development of lower tar cigarettes that have cer-
tain smoke constituents reduced;

e novel designs that significantly change the compo-
sition of smoke.

Even though the company may believe that one of
its products is potentially “less risky”, it will seek
endorsement from an independent regulatory,
medical or scientific body before making any claims
about it to consumers.

BAT Russia will provide stakeholders with infor-
mation about the progress and objectives of
research in this field by British American
Tobacco on a regular basis. In particular,
the texts on this topic published on British
American Tobacco corporate web-site
www.bat.com will be translated into Russian
and made available on BAT Russia web-site
www.batrussia.ru._|
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OTBETCTBEHHOCTb 3A OMJATY
MEANMUMNHCKUX PACX0A40B, CBA3AHHDbIX
CNOCNIEACTBUAMMU KYPEHUA

Mo MHEHUIO HEKOTOPbIX YyHaCTHUKOB Auasora,
TabayHble KOMMAaHUU A0/KHbI OTYUCIATL HEKOTOPYIO
A0/110 CBOEN NPUBBINY Ha HYXAbl 34PaBOOXPaHEHNS,
4TOObI TaKMM 06Pa30M HaCTUHHO KOMNEHCUPOBATb
MeAVLMHCKUE PacxoAbl, CBS3aHHbIe C NOCIeACTBUS-

MW KypeHust. |

B cooTBeTCTBUM C 3aKOHOAATENLCTBOM POCCUIMCKOM
Desepaumnn kK Taba4yHOW NPOAYKLUN NPUMEHSETCS 0CO-
6bIi pexunm HanoroobnoxeHus. C kaxa0n Navykun Bbl-
MyLLEHHbIX U NPOJAAHHBIX CUrapeT NPOU3BOANTENN NNa-
TAT B 610/KET aKLIM3 — KOCBEHHbIN Hanor Ha onpeje-
NleHHble BU/bl TOBAPOB, BK/OYAEMBIN B UX LIEHY U B3U-
MaeMblIi C Lie/1bio NOMOJIHEHMSA FOCyAapPCTBEHHOM Kas-
Hbl. ExeroaHo pasmep akuusa ysennymnsaetcs, u «bpum-
MW AmepukaH Tobakko Poccusi» noaaep>kunBaet ero
yBe/IYeHune, Npu yC10BUM, YTO OHO SKOHOMUYECKN
060CHOBaHHO, Kak Toro Tpebyet Hanorosbli kogekc
Poccuiickoii Peaepaumm, 1 BBOAUTCA nocTeneHHo. Tak,
B 2002 rogy 6611 NpuHAT PeaepanbHblii 3akoH «O BHe-
CEHUWN U3MEHEHW 1 JOMOIHEHNI B HacCTb BTOpyto Ha-
JIOroBoro kogekca Poccuiickoin PenepaLnm», COrnacHo
KOTOPOMY yBennyeHune CTaBok akLmM3a Ha TabayHble n3-
[enuns coctaBuT B cpeaHemM okono 70%. Mo Bcen Bepo-
ATHOCTW, pa3mep akum3a 6yJeT 1 Aablie HeyKI0HHO
yBeNYMBaTLCA MO Mepe PocTa JOXOL0B HaceNneHms.

Mo poccuiickoMy 3akoHOAaTENbCTBY Ha/l0MOBbIE OT-
YMNC/IEHUS He MOTYT 6biTb yBA3aHbl C KOHKPETHLIMU
pacxogamu 6togxeTa; CTaTby 3aTpaT U 06beMbI Bbl-
Aensemblx CpeACTB ONpeensatoTca 3akoHoJaTens mMm
npu hopmmpoBaHnn 6roaxeTa Ha ovepeaHon pu-
HaHCOBbIN roA. besycnosHo, ogHOM N3 NnpuopuTeT-
HbIX PaCcXOAHbIX CTaTell rocyAapcTBeHHOro 6toxeTa
[OJI)KHO IBNATLCA 34 paBOOXPaHeHNe.

«BAT Poccus» 06a3yemcs peaynapHo npedoc-
masaams cmelikxosdepam uHgopmayuro o Ha-
l02ax U Opy2ux omyucaeHusax, ynaiaqyusaembix
KomnaHueli 8 6100xembl pasHbix yposHeli.

B yacmxocmu, 3ma uHgpopmayus 6ydem paszme-
wjamsca Ha KopnopamusHoM seb-caiime
www.batrussia.ru. |

@ Basosvle 0anmble

Ipouecc Lugpposvie dannvie
Base Data @ @

Process Numerical

RESPONSIBILITY FOR THE HEALTH
COSTS OF SMOKING

Some dialogue participants expressed the opin-
ion that tobacco companies should transfer a part

of their profit to the needs of health protection funds
to partially cover medical expenses related to the
consequences of smoking. |

The current legislation of the Russian Federation pro-
vides for special tax treatment of tobacco products.
From each pack of cigarettes, produced and sold,
tobacco manufacturers pay an excise tax - an indi-
rect tax imposed on certain goods and included in
their price, which is collected in order to increase
budget revenues. Annually, the excise tax increases
and British American Tobacco Russia supports such
increases on the condition that they are economical-
ly sound, as requested by the Tax Code of the RF,
and introduced gradually. In 2002, the Federal Law
“On Amendments to Part Two of the Tax Code of the
RF” was adopted. According to the law, tobacco
excise rates will be increased by around 70 percent
on average. It is very likely that the excise rate will
continue to grow along with the per capita income.

According to the Russian legislation, taxes paid to
the state budget must not be earmarked for specific
budget expenditures. The latter are defined by the
legislators when the state budget is formed for the
next fiscal year. Certainly, public health protection
should be one of the top priority budget items.

British American Tobacco Russia assumes an
obligation to provide stakeholders regularly
with information on taxes and duties paid by
the company to budgets of different levels.
Particularly, this information will be published
on the corporate web-site Www.batrussia.ru.J

MOJINTUKA KOMINNAHUMU B OBJIACTU
MAPKETUHIA TABAYHbIX U3AENUNA

Ha BcTpevax co cTelikxongepamMu akTMBHO
06CyXAanmMcb BONPOChI, CBA3aHHbIE C NOHATEM
«OTBETCTBEHHbI MaPKETUHI», B TOM Yncne
NPUMEHNTENIBHO K NMPaKTUKe komnaHuu «bputui
AmepukaH Tobakko Poccus». |

3ajava MapKeTMHIOBOM AeATEIbHOCTU

«BAT Poccms» 3akntoqaeTcs B NPOABMXEHNN CBOUX
TOProBbIX Mapok, NoAAep>Ke K HAM JI08/IbHOCTU
B3POC/bIX KYPW/IbLLMKOB U NPUB/IEYEHUN BHUMAHUSA
Tex noTpebuTenen, KOTopble NOKa NpeanoYuTaloT
MapKW KOHKYpeHTOB. [1py 3TOM KOMNaHus He
CTPEMUTCA HaBA3blBaTb JIOAAM

BAT RUSSIA’S TOBACCO
MARKETING POLICY

Issues related to the concept of responsible
marketing and how it corresponds with BAT Russia’s
marketing practices were actively discussed during
dialogues with stakeholders. |

BAT Russia’s marketing is about promoting its
brands, retaining the brand loyalty of its adult con-
sumers and attracting those consumers who for vari-
ous reasons prefer brands of its competitors. The
company is not persuading people to smoke.
Cigarettes are a long-established and mature prod-
uct that is well-known to consumers.

CaMm NpoLecc KypeHus: curapeTbl —
3TO NPOAYKT, KOTOPbIN yXe JaBHO
CyLL,eCTBYET Ha PbIHKE 1 XOPOLUIO
M3BeCTeH noTpebutensm.

KomnaHus TBepao ybexaeHa, 4to
AeATeNbHOCTb MO NPOABUXEHWNIO
M ANCTpnbYyuUmnn TabayHbIx nae-
NN He Ao/KHa 6bITb HanpaBaeHa
Ha HecoBeplueHHoNeTHMX. OHa
[0/KHa 6bITb aApecoBaHa UCKIo-
YUTENbHO B3POC/IbIM KYPUbLLN-
KaM, 0CBeJOM/IEHHbIM O BO3MOX-
HbIX HEeraTMBHbIX NOCIeACTBUAX
KypeHUs AN CBOero 340pO0BbA.
Mpwu 3TOM 33 NnoTpebutensmm
[O/1)KHO 6bITb COXpaHeHO NpaBo

@

HahxapakTep

=" MMH3OPAB NPEAYMPEXKAAET:
KYPEHWE OMACHO ANA BALEFD 3A,0POBLA

British American Tobacco Russia
strongly believes that tobacco
should never be marketed to
minors. It should only be market-
ed to adult smokers who under-
stand a possible negative impact
of smoking on their health. At the
same time, adults who have cho-
sen to smoke should have the
right to receive information about
what they buy and manufacturers
should have the right to provide
them with this information.

IOMOTAR
BAT Russia carries out its market-
ing activities in compliance with
local legislation, regulations and

Ha nonyvexuve nHgopmaumm o
npuobpeTaemMon NpoayKLmu, a 3a
NPOUn3BOANTENSMU — NPABO Ha NpeAoCTaBleHNe
37Ol UHpopMaumu.

«bputnw Amepukan Tobakko Poccusi» ocyLuecTBs-
€T CBOIO MapKeTMHIOBYIO eATe/IbHOCTb, CO6/10Aas
BCe 3aKOHbl, HOPMaTMBHbIE aKTbl 1 JOOPOBOJIbHbIE
cornalwleHuns B 3Tol cepe.

Peknama ta6auHbIX nsgenuii

B nocnegHee Bpems uensiii paa npeacrasutenei
POCCUINCKON 0BLLECTBEHHOCTU BblpaXkaeT CBOKO
03a604eHHOCTb MO NMOBOAY BECbMa aKTUBHOW
peknambl curaper.

voluntary codes in this area.

Tobacco Advertising
Active tobacco advertising has lately grown into an
issue of public concern in Russia.

Nevertheless, during the dialogue the majority
of stakeholders did not voice negative opinion in
regard to tobacco advertising as a whole and even
touched upon its benefits. One of the dialogue par-
ticipants pointed out: “The actual process of smok-
ing should not be advertised, but manufacturers
should be given an opportunity to advertise their
brands. Tobacco advertising has the potential to
change the demand structure.”

SINVdIDILYVd INDOTVIA A9 A3SIVY SINSSI AN
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Tem He MeHee B NpoLecce Agnanora
60NbLUMHCTBO Y4aCTHUKOB He BblCKa3blBain
HeraTMBHOrO OTHOLLIEHMS k TabayHON pekname

B LIe/IOM, a MHOTAa Aaxe oTMeYanu ee
noaoxuTenbHble CTOPOHbLI. Kak ckasan oaunH n3s
crenkxonaepos: «Henb3a gonyckatb pekaambl
KypeHus, 04HaKO MPOU3BOANTENMN AOXKHbI UMETb
BO3MOXHOCTb pek/laMupoBaTb CBOM TOProBble
Mapku. Peknama TabayHbIx N34 MOXET
NMOMeHSATb CTPYKTypy NOTpe6aeHUs».

BmecTe c TeM 6b110 OTMEYEHO, 4TO, HECMOTpPA

Ha TpaAMLMOHHO JOCTaTO4HO TEPNMMOe OTHOLLEHNE
K KypeHuto B Poccum, o6LiecTBeHHOE MHEHNne
HacTpPoeHO MeHee 6/1aroCkIOHHO MO OTHOLLEHUIO

K KYPALWUM XeHLMHaM. [1o MHeHUIo HeKoTopbIX
Yy4aCTHUKOB Ananora, UCnosib30BaHMe XXEHCKMX
06pa3oB B pek/laMe MOXeT CNocob6CTBOBaTb POCTY
4yMcia KypALLMX XEHLLWH, MO3TOMY Takas pekaama
AOJKHA MOCTENEHHO COKPaLLaThbCs. |

KomnaHus cuutaert, 4To yBe4eHne NpoLeHTa
EHLLMH, KOTopble AeNnatoT CBON BbIGOP B NOJb3y
KypeHWs, He CBA3aHO C MapPKETUHIOBOM
[leATe/IbHOCTbIO, B TOM YMC/1e OPUEHTUPOBAHHOM
Ha >XEHCKYI0 ayanToputo. Takow pocT, kak npaBuo,
Hab/0aeTca B Tex CTpaHax, rae Bce 60/blue
XeHLLMH camun obecneynsatoT cebs MaTepuanbHO 1
AaKTUBHO CTPEMATCS K paBHOMPAaBUIO C My>XYUHAMU.

B uenom, creikxonaepsbl BbiCka3ann MHEHUE,
410 «bpuTNL AMepukaH Tobakko Poccus» AomkHa
XecCTye, 4eM 3TO NPeAyCMOTPEHO AeNCTBY LM
3aKOHO/JAaTe/IbCTBOM, NOAXOAUTL K MCMOAb30BaHUIO
06pa3oB pU3MYeCKNX UL, B pekiaMe n ybexaaTb
Apyrve TabayHble KOMMaHWM NOCTynaTh Tak Xe. |

DPepepanbHbiM 3akoHOM «O pekiame» yCTaHOB/EH
PS4 orpaHUYeHNn Ha peknamy TabadHblX U34enuni,
B 4aCTHOCTU, BBE/Jl€H 3aMNpeT Ha UCMOoJib30BaHue
06pa3oB pu3Myecknx nL, Monoxe 35 neT, a Takxe
Ha AieMOHCTpaLMIo npoLecca KypeHus B pekiame.

® Basosvle dannvle @ Ipouecc @ Llugpposvie oannvie

Base Data Process Numerical

Along with this, some stakeholders mentioned that,
despite the traditionally tolerant attitude to smoking
in Russia, the social attitude towards female smokers
is less favourable. These stakeholders also believe
that the use of women as models in advertising
could possibly contribute to higher smoking inci-
dence amongst women. They think such advertising
should be gradually reduced. |

British American Tobacco believes that growing
smoking incidence among women has no direct link
with marketing activities, including those targeted
at female audiences. An increase in the number of
women smokers is typically observed in those coun-
tries where the percentage of progressive independ-
ent-minded working women is on the rise.

On the whole, stakeholders expressed the opin-
ion that British American Tobacco Russia should

be stricter than is required by the current legislation
in how it uses images of people in advertising, and
persuade other tobacco companies to follow this

example. |

MHWH3APAB NPEAYNP

EMAAET: =
KYPEHWE ONACHO ONA BALUErO 3A0POBLA

B Hactoswee Bpems B [ocypapcrseHHON Ayme
obcyxaaloTca nonpasBky K yka3aHHOMY 3aKOHY,
Hanpas/ieHHble Ha Aa/ibHelillee orpaHuYeHmne
TabayHol peknambl. «bputnt AmMepukaH Tobakko
Poccus», Hapsay ¢ Apyrumu npoussoanTeNsmMu,
aKTUBHO y4acTByeT B Ux 06cyxaeHun. o MHeHuIO
«BAT Poccusa», ecnn o6LLECTBO cHUTAET
Heo6Xx0AMMbIM BBeJleHNe OrpaHUyYeHniA Ha
HeKkoTOopble BUAbI peknaMbl, TO OHU JO/IXKHbI
BBOAWTLCA NO3TaMHO, B TeYEHME HECKOJIbKMX NeT.
Mpu 3TOM A0/MKHa BbITb COXpaHeHa BO3MOXHOCTb
npoBefeHUs peKlaMHbIX MepPONpUATUIA B MecTax
npoun3BoACTBa M 06opoTa TabayHblx U3LeNNIA.

Moaaepxka AOOGPOBONbLHLIX Mep
caMmoperynimpoBaHus

Hapsaay c cobnogeHvem TpeboBaHuUi
3aKOHOAATeNIbCTBa KOMMNaHWUs B TeHeHUEe MHOTUX JIeT
PYKOBOZCTBOBaNAaCh PALOM BHYTPEHHUX KOAEKCOB

1 NpaBui MapKeTUHIOBOW AeATeNIbHOCTU, UMEIOLLIMX
OrPaHNYNTENbHbIN XapaKkTep.

B ceHTa6pe 2001 roaa «bputnw Amepukan
Tob6akko» M HECKOJIbKO APYTnX KPYNHENLLINX
Taba4yHbIX KOMNAaHWI NOANNCAAN eAUHble
«MexaynapoaHble cTaHapTbl MapKeTUHIa
TabGauHbIx usgenuii»* (ganee «CtaHgapTbl»),
KOTOpble yCTaHaB/MBaIOT NepeyeHb OrpaHUyYeHNi
B 06/1aCTU MapKeTUHIOBOW AeATe/IbHOCTU BO BCEM
MVpe No BCEM acnekTaM — OT NeYaTHOW, HapyXXHOM
M 371eKTPOHHON peknambl 4O MEPOMPUATUI NO
CTUMY/IMPOBaAHUIO CObITA, PekIaMbl Ha ynakoBke
M CMOHCOPCKOW [1eATe/IbHOCTH.

lnaBHas uenb CTaHAapPTOB — He AONYCTUTb, YTOObI
Kakue-nnbo BMAbl AeATENbHOCTU MO NPOABUXEHWNIO
N AncTpnbyunn TabayHol Npoaykummn 6buiam
HanpaB/eHbl Ha HeCOBepLUEeHHONETHUX. Tak,

B CTaHAapTax 4eTKO OroBapuBaeTcs, YTo peknama
He A0/KHa ObITb MPUB/IEKaTENbHON ANs L,
mMonoxe 18 neT n He Ao/IKHaA coaepXaTb
YTBEPXAEHWNI O TOM, YTO KypeHue crnocobcTByeT
CNOPTUBHOMY, OOLLECTBEHHOMY, CEKCyallbHOMY MU
npodeccnoHanbHOMy ycnexy.

* Cm. paszoer «Tepmunvt u onpederernud» Ha cmp. 58-59.

The Federal Law “On Advertising” introduced

a number of restrictions on tobacco advertising
including a ban on using images of people under 35,
as well as on the depiction of the process of smoking
in advertising.

Currently, the State Duma is discussing amendments
to the law “On Advertising” aimed at further restrict-
ing the tobacco advertising. BAT Russia, along with
other manufacturers, is taking an active part in the
discussions. British American Tobacco Russia
believes that if the society considers it necessary to
introduce restrictions for certain types of advertise-
ment, then the restrictions should be imposed grad-
ually, over several years. At the same time, advertis-
ing activities at manufacturing sites and points-of-
sale should be allowed.

Support of Voluntary Self-Regulating
Measures

While abiding by all law requirements the company
for many years has been following a number of
internal marketing codes and regulations of restric-
tive character.

In September 2001, British American Tobacco and
several other major tobacco companies launched the
unified International Tobacco Products
Marketing Standards* (hereafter referred to as
“the Standards”), which put forward a number of
restrictions on all aspects of marketing activity
world-wide - from print, outdoor and electronic
advertising to promotional events, advertising on
packaging and sponsorship.

Central to the Standards is to ensure that no tobacco
marketing and distribution activity is directed at,

or particularly appeals to minors. For example, the
Standards make it absolutely clear that marketing
activities should not appeal to persons under

18 or suggest that smoking enhances sporting,
social, sexual or professional success.

* See the section Terms and Definitions on pages 58-59.
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CraHaapTbl CO3anM OCHOBY ANs 6onee XecTkoro

1 YHUBEPCANbHOMO NOAX0Aa K MapKeTUHTy TabayvHbIxX
n3aenunii, 4yem TpeboBaHUs AeNCTBYIOLLEro
3aKoHoZaTebCTBa N 06POBOJIbHBIX KOAEKCOB psja
CTpaH, B ToM 4yncne u Poccun. «bputnin AmepukaH
Tobakko Poccus» BblpaXkaeT roTOBHOCTb
COTPYAHUYaTb C rocylapCTBEHHBIMY OpraHaMum
Lie/1blo BK/TIOYEHWUS COOTBETCTBYIOLLUX MNOOXEHUI
CraHAapTOB B POCCUINCKOE 3aKOHOAATE/IbCTBO U
BblpaboTKWN cornalleHuii, obecrnevmBaioLLmx Nx

3¢ dekTMBHOE BHeapeHue. EcTecTBEHHO, TaMm, rae
TpeboBaHWs 3aKOHOAATe/IbCTBA K MaPKETUHTY
TabayHbIX U34eNNIA CTPOXKE, YEM NPeayCMOTPEHO
CraHpaptamu, komnaHus 6yaet cobnoaaTb Bce
[leCTBYIOLLME 3aKOHbl M OTPaHUYeHMs.

MonHbIN TekcT «<MexayHapoaHbIX CTaHAapTOB
MapKeTuHra TabayHblx U3AeNuii» YnTaiTe Ha cTp. 46-57.

B coomsemcmsuu ¢ pekomeHdayuamu
yyacmuukos duanoza «bAT Poccua» HamepeHa
8 danbHeliweM ewe muiamesibHee c/1edUms
3a cobnodeHuem 6yKBbI U dyxa NOJIOXKeHUL
3akoHna «0 pexname» u Cmandapmos,
8 MoMm Yucse u 3a mem, 4mobsi 8 peKname
ucnonb308anucs o6passi nuy cmapwe 35 nem,
4Ybe nosederue coomsemcmsyem Cmuiio KU3HU
JNr0deli 3mozo s8o3pacma.

@ B I kgapmane 2003 200a KomnaHus o6azyemca
paspabomams u NPUHAMb BHYMPeEHHU
«Kodexc omsemcmseHHo20 MapkemuH2a»,
YmoYHAWUl U KOHKpemu3upyrouwuu
nonoxeHua CmaHdapmos npumeHuUmenbHo
K desamenbHocmu KomnaHuu 8 Poccuu.

«BAT Poccus» nnaHupyem pe2ynapHo
3HaKoMums cmelKxoi10epos ¢ NpUHAMbIMU
8 KOMNAGHUU npasuiamu U NPpaAKMuKouU sedeHus
omsemcmseHHO20 MapKkemuHad. B yacmuocmu,
makas uHgopmayus 6ydem pamewyamscs Ha
8e6-calime KoMnaHuu — www.batrussia.ru._|

® Basosvle dannvle @ Ipouecc @ Llugpposvie danmvie

Base Data Process Numerical

Standards established a basis for implementing

an acceptable and universal approach to tobacco
products marketing, which in many cases is more
restrictive than the requirements of voluntary codes
and the legislation currently in force in many coun-
tries including Russia. British American Tobacco
Russia expresses its willingness to cooperate with
regulatory bodies aiming to include relevant provi-
sions of the Standards in the Russian legislation and
to develop agreements ensuring their effective local
implementation. Certainly, in cases when provisions
of the Russian legislation are more restrictive than
the provisions of the Marketing Standards, the com-
pany will adhere to the Russian legislation.

You can find the full text of International Tobacco
Products Marketing Standards on pages 46-57.

Following stakeholders’ recommendations,
BAT Russia is committed in future to observing
the Standards and the law in both their letter
and intent even more rigorously. In particular,
the company will make sure that natural
persons whose images are used in advertising
are above 35 years old and the visuals are in
line with the public view of the lifestyle and
behaviour of people of this age.

The company assumes an obligation to work
out and adopt an Internal Code of Responsible
Marketing in the first quarter of 2003, which
will adapt provisions of the Standards to the
specifics of the company’s business in Russia.

BAT Russia is committed to informing stake-
holders on a regular basis about the rules and
practices of responsible marketing pursued by
the company. Particularly, this information
will be published on the corporate web-site
www.batrussia.ru. |

NMPEAOTBPALLEHUE KYPEHUA CPEAUN
HECOBEPLUEHHOJIETHUX

@ Kak oTMeyann yyactHuku gumanora, B Poccun
KypeHue cpefi HeCOBEpPLUEHHONETHNX — Takas xe
ocTpas coumnanbHas npobaemMa, kak U BO MHOTMX
ApYTUX CTpaHax Mupa. |

«bpuTtnw AMepukan Tobakko» TBepAo
npuaepxnBaeTca NPUHLMNA, YTO AeTU KYpUTb He
[0/MKHbI. KypeHue — co3HaTeNlbHbIN BbIGOP
B3pOC/I0rO YesloBeka, OCBeJOM/IEHHOIO O puUcKax
Ans ero 340poBbs. Bo Bcem Mupe koMnaHus Begert
aKTUBHYIO [leATe/IbHOCTb N0 NpeAoTBPaLLeHNIO
KypeHUs cpeaun HeCoBepLUEHHONETHUX U CTPEMUTCA
K COTPYZAHMYeCTBY N0 3TOMY BOMNPOCY C APYrMMM
npeacraBuTeNnsiMum TabavyHon MHAYCTPUM, a Takxe
C rocyjapCTBEHHbIMU 1 O6LLLeCTBEHHBIMM
opraHusauusamu.

CoBMeCTHO € ApYrMU MeXayHapOAHbIMU
Taba4yHbIMU KOMNaHUaMU «bputnw Amepukan
Tobakko» hrHaHCUPYeET 1 NoaAepP>KNBAET CBbILLE
130 nporpamMm no nNpeAoTBPaLLEHMIO NOAPOCTKOBOro
KypeHus 6onee yem B 70 cTpaHax Mupa.

HekoTopsble ntoan n opraHnsauumn ckenTnyecku
OTHOCATCA K y4acTUto TabayHbIX KOMMaHWM

B Nporpammax no 6opb6e ¢ NoApPOCTKOBbIM
KypeHuem. B To xe Bpems ycunmsa «bputui
AmepukaH To6akko» HepeKo BCTpeyatoT
noaAepXKy U MOHUMaHWe, 1 KOMNaHUIo NPOCAT
aKTUBM3MpoOBaTb paboTy B 3TOM 0bnacTu.

KomnaHus nopaepxxmBaeT NPUHATME 3aKOHOB,
yCTaHaB/INBAIOLLMX BO3PACTHbIe OrpaHMYeHns Ha
npogaaxy TabayHblx U34ennii n BBeAeHMe LWTPadHbIX
CaHKL M NO OTHOLLEHMIO K PO3HUYHBIM TOProBLam,
HapyLlaloLLMM 3TK 3aKoHbl. B cooTBeTcTBUM

c rnobanbHo NonnTUkon «bputnt AMepukan
Tobakko» MapKeTUHroBas AesaTe/lbHOCTb KOMMaHUM
HanpaBneHa UCKIYUTENBHO Ha WL, AOCTUTLLIMX
18 net (ecnm MecTHbIM 3aKOHOAaTe/IbCTBOM He
npeaycmMoTtpeHa 60/ee BblCOKas BO3pacTHas
njaaHka).

YOUTH SMOKING PREVENTION

As our stakeholders stated, youth smoking
is an acute social problem in Russia, like in many
other countries of the world. |

British American Tobacco strongly believes that
children should not smoke. Smoking is an informed
choice of adults who are aware of the health risks.
Throughout the world the company runs large-scale
youth smoking prevention campaigns and seeks to
cooperate with other representatives of the tobacco
industry, state authorities and NGOs.

In cooperation with other international tobacco
companies, British American Tobacco finances
and supports over 130 youth smoking prevention
programmes in more than 70 countries.

Some people and organisations are sceptical of the
tobacco industry’s involvement in efforts against
youth smoking. Others, however, welcome British
American Tobacco’s efforts and ask the company to
enhance them.

The company fully supports laws and regulations

on a minimum age for buying tobacco products

and penalties for retailers who break the law. British
American Tobacco’s

-"_ policy world-wide

is not to market its
NPOJAXA

products to anyone

TABAYHBIX under the age of

- 18 (or over 18 if the
V3nEn legal smoking age is
ALAM higher in a particular
Nno 18 NET country).
SANPELLIEHA
SAKOHOM!
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Mo3UTMBHBIX CABUTOB B pelleHnn npobaemsl Kype-
HWUA Cpean HeCcoBepLLEHHONETHUX MOXHO 406UTbCA
TO/IbKO NyTemM 06beAMHEHUS YCUANIA BCEX 3anHTepe-
COBaHHbIX CTOPOH, MO3TOMY KOMMNaHUA CTPEMUTCA
npuBeKaTb K y4acTUIO B 3TOW AeATeIbHOCTU LUNPO-
KWW KpyT CMeunanncros, npenojgasartenei, poaure-
nen, npeacraBuTeNein rocyAapCTBEHHbIX OPraHOB 1
06LLeCcTBEHHbIX OpraHu3aumii. Tak, B Poccun
60/1bLLIMHCTBO MHULMATUB B 3TOI obnactn «bputni
AmMepukaH Tob6akko» OCyLLeCTB/ISET B COTPYAHNYECT-
Be c O6uecTBeHHbIM COBEeTOM No npo6neme
NoAPOCTKOBOIO KypeHu s *.

Positive results in solving the problem of underage
smoking can only be achieved by uniting the efforts
of all stakeholders. That is why the company seeks
the involvement of experts, teachers, parents, gov-
ernments and non-governmental organisations to
help reduce youth smoking. In Russia, for example,
British American Tobacco implements most of its ini-
tiatives in this field in cooperation with the Public
Council on the Problem of Underage
Smoking*.

v

370 3AKOH!

|

Komnaxusa HamepeHa KaK HanpaAMyio, max
u yepe3 06wecmseHHbIli Cosem no npobneme
nodpocmKoB80o20 KypeHusa npuzaawiams
K compydHu4yecmsy pykosodumesnel MeOUYUH-
CKUx u 06pa3zosamenbHbix yupexcoeHul
u opzaHos 2ocydapcmseHHOU 81acmu, 8 mom
qucne MUHUCmepcms 30pasooxpaHeHus
u obpasosaHusa Poccuiickoli Pedepayuu,
C yenbto pazpabomku 3¢pgheKmuBHbIX Mep
no 6opbbe c KypeHuem cpedu HecosepuieHHO-
IIeIHHLIX._l

@ Basosvie OarHble
Base Data

@ Ipouecc @ Llugpposvie oarmvie

Process Numerical

The company intends, both directly and through
the Public Council on the Problem of Underage
Smoking, to invite heads of educational and
medical institutions and governmental bodies,
including the RF Ministries of Health and
Education, to unite efforts in order to find effi-
cient solutions for tackling underage smoking.J

[JesatenbHocTb «bpuTtnt AMepukaH Tobakko
Poccus» no npeaoTBpalLeHnto NoApPOCTKOBOro
KypeHUs HanpaB/ieHa Ha JOCTUXeHWe ABYX
OCHOBHbIX Liefiel: y6eauTb AeTei He KypuUTb

1 He gonyckaTb NpoJaxu TabavyHblx n3genuni
HecoBepLUEHHOETHNM.

Mpu noaaepxke ObwectseHHoro Coseta no
npo6sieMe NOAPOCTKOBOrO KypeHUs u
MuHucTepcTBa o6pasoBaHus PP 6biia paspaboTaHa
ob6pa3oBaTenbHas nporpaMma «Moii Bbi6op».

Ee uenb - pa3BuTb y AeTeln ymeHne caMOCTOATENbHO
MbICIUTb U NPUHUMAaTL peLLeHuns, He nepeknajbliBas
OTBETCTBEHHOCTM Ha Apyrux. [lporpamma npotuna
anpo6auuio 1 B HacTosLLee Bpems yCrneLHo
BHeAPAETCA — MPU y4acTUmM NCUXO/I0rOB, yUUTeNen,
XYPHa/NCTOB, MEMKOB — B LUKO/AX AeCATKOB
POCCUIACKNX PETMOHOB.

B 1999 roay B Poccun 6bina paspaboTtaHa u
BHeApeHa NnporpamMma no npeaoTspalleHunto
npojaxu Taba4Hbix N34enii HecoBepLUEeHHOeT-
HUM. B HacTosLLIee Bpems B HEW yHaCTBYIOT CBbILLIe
50 000 npeanpusaTuin Toproenu 6onee Yem B

100 poccuninckmx ropogax. B Havane 2002 ropa 37a
MHUUMaTUBa NOy4Ynna noaaepxky rocyaapcrsa —
6bl1 BBEAEH 3aKOHOAATe/IbHbIV 3anpeT Ha NpoJaxy
curapert amuam mosoxe 18 ner.

@ B pamMkax nporpamMmbl Mo npefoTBpaLleHnto
npoAaxu Taba4HbIx N34eNA HECOBEPLUEHHONETHUM
Toprosble npeacrasutenn «bAT Poccus», a Takxe
APYTUX KpynHbIX TabayHblx KOMMNaHUI BeayT paboTy
C PO3HMYHBIMM NpoAasLamm, ybexaas nx
OTBETCTBEHHO NOAXOAMUTb K 3TOl Npobneme,
ciegoBatb TpeboBaHMio PegepanbHOro 3akoHa
«O6 orpaHnyeHUN kypeHus Tabaka» 1 He NpoAaBaTb
curapeTtsl inuam monoxe 18 ner.

Mpu 3ToM NpogasLamM oka3bliBaeTcs HeobxoaMMas
meTozMyeckast n MH(OPMaLMOHHas NOAAEPXKKA. |

* Ca. pasoer «Tepmunvt u onpederenus» Ha cnp. 58-59.

The company sees youth smoking prevention pro-
grammes as having two primary objectives: prevent-
ing children from obtaining tobacco products and
discouraging children from wanting to smoke.

With the support of the Public Council on the
Problem of Underage Smoking and the RF Ministry
of Education the educational programme

“My Choice” for schoolchildren was developed.
The purpose of the programme is to develop in
children the ability to think independently and
make decisions without transferring one’s own
responsibility onto others. The programme has been
tested and is now successfully implemented in
schools of dozens of Russian regions with psycholo-
gists, teachers, journalists, and doctors participat-

ing.

In 1999, a programme to prevent sales of tobacco
products to minors was developed and launched in
Russia. Currently, over 50,000 retail outlets in more
than 100 Russian cities are taking part in it. In the
beginning of 2002, this initiative was supported

by the State: a legal ban on the sale of tobacco
products to children under 18 was introduced.

@ Within the framework of the retail access pro-
gramme, trade representatives of BAT Russia and
other leading tobacco companies work with retailers
and persuade them to approach the tobacco trade
in a responsible manner, to follow the requirement
of the Federal Law “On Restricting Tobacco
Smoking” and not to sell cigarettes to minors.
Necessary procedural and information support is
provided to the retailers. |

TABAYHAHA

MHAYCTPMHA

NMPOTHUB TIOAPOCTKOBOIO KYPEHWA

* See the section Terms and Definitions on pages 58-59.
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KomnaHusa HamepeHa aKMUBHO U HA NNAHOBOLI
ocHose npodosmxame pabomy no
npedomspaujeHuto npodaxx mabayHsix uzdenuli
HecosepuieHHONIemHUM.

Kpome mozo, HayuHas ¢ 2003 20da, Ha
ne4YamHsix peKIAMHbIX Mamepuanax,
HAPYXXHbIX PeKAAMHbIX HOCUMEeNaxX u
cuzapemHsix naykax 6ydem pasmeusamscs
npedynpexdeHue: «llpodax<a HecosepuieHHoO-
JlemHuM 3anpeujeHa»; a npu nposedeHuu
PeKIaMHbIx aKyuli Ha odexde nepcoxana,
y4yacmsyowezo 8 3mux meponpuamusx, 6ydem
npucymcmsosams 3Ha40K ¢ mekcmom: «Hawa
aKyusA — MoJIbKO 0114 cosepuleHHONemHux
KYpUunbuuKos». |

KoMnaHus Havana Mcnoib3oBath BbilleyKa3aHHble
npesynpexaeHns Npu npoeBeAeHN MHOMMX
MapKeTUHroBbix meponpuatuii ewe 8 2002 rogy.

«BAT Poccusa» HamepeHa u 8 dansHeliwem
aKmusHo nododep>xusams npo2pammsi,
HanpasnexHble Ha npedomspauieHue KypeHus
cpedu HecosepuieHHO/IeMHUX, 8 MOM qucse
ocywecmssemsie yepes 06ujecmseHHbIl
Cosem no npobneme nodpocmKoB80O20 KypeHus.
HayuHaa ¢ 2002 200a, koMnaxnus o6a3yemcs
npedocmasnams cmelikxondepam omyem
o csoeli deamenbHocmu 8 3moli o6nacmu 3a
ucmexuwuti nepuod, 8 YyacmHocmu,
nocpedcmsom nybnukayuu coomsemcm-
BylOUjUX Mamepuanos Ha ceoem seb-catime
www.batrussia.ru. |

@ Basosvie 0anmble

Ipouecc Llugpposvie oaHHbie
Base Data @ @

Process Numerical

BAT Russia will continue its active efforts
aimed at preventing tobacco sales to minors on
a regular basis.

In addition, starting from 2003, BAT Russia’s
print and outdoor advertisements as well as
cigarette packs will bear the warning: “Sales to
persons under 18 prohibited.” The staff
involved in promo actions will carry the sign:
“Our activity is for adult smokers only."_|

The above warnings have been extensively used
during the company’s marketing activities
starting 2002.

In future, BAT Russia intends to continue its
active support of the programmes aimed at
youth smoking prevention including those
implemented through the Public Council on the
Problem of Underage Smoking. From 2002, the
company commits itself to reporting to stake-
holders on its activities in this area every year,
particularly by publishing relevant information
on the corporate web-site www.batrussia.ru.J

O6wiecTBeHHbIN
Cogert no Mpo6neme
MoapocrkoBoro
Kypenus

AEATE/IbBHOCTb KOMMAHUU B OBJIACTU
BJIATOTBOPUTE/IbHOCTU U COLLUAJIBHOTO
MAPTHEPCTBA

@ Y4yacTHUKM granora oTMeTUAN, 4To «bpntu
AmepukaH Tobakko Poccms» BHOCUT CyLLLEeCTBEHHbIN
BK/aj, B 1e/10 BO3POXAEHUS B CTpaHe Tpaauuni
MeLeHaTCTBa U 6J1aI'OTBOpVITeJ1bHOCTVIJ

KoMnaHus okasblBaeT akTUBHYIO NOAAEPXKKY paay
COLManbHO 3Ha4MMbIX MPOrpaMM U MHMLMATUB B
06/1aCcTV KyNbTYpbl, UCKYCCTBa, 06pa3oBaHus,
oxpaHbl okpyxatowel cpeabl. «<bAT Poccnsa» cumtaer
CMOHCOPCKYIO 1 61aroTBOPUTENIbHYIO AeATeNbHOCTb
CBOWM J0NTOM nepej poCCUACKUM 06LLECTBOM.

@ «bputniw Amepukan Tobakko Poccnsi» — ynen

CoseTta nonevyunTenen n OAMH N3 KPyMHENLnNX
cnoHcopos [ocyaapcTBeHHOM TpeTbsAKOBCKOM
ranepen B Mockse. B Te4eHne HeCKONbKMX SieT
KOMMaHWA BKaAblBaeT 3HaYNTe/IbHble CPeCTBa
B TexXHUYeckoe ocHallleHune [anepen,
B OpraHM3aLMio BbICTaBOK, a Takxe nomMoraet
npnobpectn paboTbl N3BECTHbIX POCCUNCKNX
xmponucues XIX — XX BEKOB /151 NOCTOSHHOMN
3KCMO3MLMKN My3es.

KomnaHwus Takxke BxoauT B MexayHapoaHoe
o6uectBo «/lpy3bs Pycckoro Mysesi» B CaHKT-
MeTep6ypre. 3a nocneaHMe HECKOJbKO NleT,
6narogaps noaaepxke «bAT Poccusi», B My3see 6bln
OpraHu3oBaH Lie/blil pAj, KPYMHbIX BbICTaBOK
POCCMIACKNX XyJOXKHWUKOB. | B HacTosLee Bpems
naet hrHaHCMPOBaHMe NPoekTa, NOCBALLEHHOrO
300-netHemy tobuneto CaHkr-lMNetepbypra, -
nepeABUXHON BbICTaBKM PYCCKOro UCKYCCTBa
XVIII-XX BeKOB U3 KOM/IEKL MU My3es; BbiCTaBKa
6yAeT nokasaHa B HECKO/IbKMX POCCUINCKUX ropoAax,
B TOM Yuncie n B Mockse.

@ «bputnin Amepukan Tob6akko Poccus» —
reHepanbHbIn cnoHcop CapaToBCKOro
Akasemunyeckoro TeaTtpa onepbl 1 6aneta
n exxerogHoro Co6MHOBCKOro My3blKa/lbHOrO
dectnsans B Caparose.

COMPANY ACTIVITIES IN THE AREAS OF CHARI-
TY AND SOCIAL PARTNERSHIP

The stakeholders acknowledged the important
role British American Tobacco Russia has played in
reviving traditions of national sponsorship and

charity. |

The company actively supports a number of impor-
tant social initiatives including cultural, art, educa-
tional and environmental programmes. BAT Russia
considers participation in such initiatives to be its
social duty.

@ The company is a member of the Board of
Trustees and one of the major sponsors of the State
Tretyakov Gallery in Moscow. Year after year, in the
framework of its long-term sponsorship programme,
British American Tobacco Russia has been making
considerable investments in technical equipment and
exhibition activities of the gallery. For the gallery’s
permanent exhibition the company aids in purchas-
ing paintings by famous Russian artists of the 19th
and 20th centuries.

BAT Russia is a member of the International Society
«Friends of the Russian Museum» in St. Petersburg.
For the past several years, owing to the support

of BAT Russia, the museum has organised a number
of large-scale exhibitions of Russian artists. | At pre-
sent, BAT Russia is financing a project in commemo-
ration of the 300th anniversary of St. Petersburg -

a travelling exhibition of Russian art of the 18-20th
centuries from the museum’s collection. The exhibi-

tion will tour a number of Russian cities, including
Moscow.
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KoMnaHus cotpyaHuyaer c pagom
61aroTBOPUTE/IbHBIX OPraHun3aLni,
Takux Kak oHa «B3risg B 6yay-
wee», Kny6 akTuBHOM peabunuta-
uumn nHsannaos «MKAP», perno-
Ha/ibHas obLlecTBeHHas opraHusa-
unsa «bnarorsoputenbHoe obLiectso
"Mapus"» n gpyrue. «<bAT Poccus»
OCyLLeCTB/ISET NPOrpamMMy okasaHus
61aroTBOPUTE/IbHON MOMOLLM PO-
AVBHOMY JOMY U AeTCKOMY cagy

B CapaToBe, AeTCKMM AOMaM B Mo-
cenke TomuanHo Mockosckoi o6na-
ctv u B [lpMopcKOM panoHe
CaHkT-lNeTepbypra, npuobpetas
NS 3TUX yupexaeHuii mebenb, 060-
pyAoBaHue, oexay, KHUIW, UrpyLu-

@ British American Tobacco Russia

is the general sponsor of the Saratov
Opera and Ballet House and of the
annual Sobinov Music Festival in
Saratov.

BAT Russia cooperates with a num-
ber of charity organisations. Among
them are the Insight into the Future
charity fund, the Club of Active
Rehabilitation of Invalids IKAR and
the regional public organisation
Charity Society Maria. The company
supports a maternity hospital and a
kindergarten in Saratov, orphanages
in Tomilino, Moscow Region and the

KW, KOMMNbIOTEPHYIO TEXHUKY.

B Capatose «bputnw AmepukaH Tobakko Poccus»
y4yacTByeT B nporpamme «MHTEpHET — B LLKOJIbI»,

B pamKax KOTOpoW nomoraeT o6opyAoBaTh
KOMMbIOTEPHOWM TEXHNKOWM MECTHbIE LUKOJIbI, & TakXe
LeHTp peabunutauun geTer-MHBaANAOB U
CapaToBCKWUIA roCyAapCTBEHHbIN YHUBEPCUTET.

«BAT Poccms» npuHMMaeTt yyactue B paje npupoao-
OXpaHHbIX MporpaMM B Tex ropojax, rae pacnonaoxe-
Hbl ee pabpukun. B MNpumopckom palioHe CaHkT-IMe-
Tepbypra Npu nogaep>xke KOMNaHNUN NPOBOAATCA
Takne meponpusaTtus, kak Hegens okpysxatowen
cpesbl, [lHn fepeBbe v Apyrue. | KomnaHus okasa-
Na NOMOLLb B CO3JaHNN 3KONOro-y4ebHOro LeHTpa
«lOHTONOBCKWIA», B MOATOTOBKE M U3AaHUU UHDOP-
MaLMOHHO-aHaINTUYeCKoro 0630pa 3K00rM4eckom
06CTaHOBKM 1 3KON0r0-KpaeBeA4eCcKoro atnaca
Mpumopckoro patioHa CaHkT-lMeTepbypra.

@) B CapaTtoBe kOMMNaHUs B TE4EHNE HECKOIbKMX
JleT OKa3blBaeT MOMOLLb 06LLEeropoAckol nporpamme
no o4YnCTKe 1 060pyA0BaHUIO NCTOYHNKOB «PoaHMKM
CapartoBa» U aKTUBHO MOAAEPXKMBAET MEPONPUATUSA
Mo 03e/IeHEeHNIO ropoja. |

® Basosvle dannvle Ipouecc @ Llugpposvie oannvie
Base Data Process Numerical

Primorsky District of St Petersburg,
purchasing for them furniture, equipment, clothes,
books, toys and computer equipment.

In Saratov the company participates in the pro-
gramme Internet for Schools, helping local schools
to equip classrooms with computers and providing
computers for the Rehabilitation Centre for Disabled
Children and the Saratov State University.

BAT Russia participates in a number of local environ-
mental programmes in those cities where the facto-
ries of the company operate. Ecological programmes
such as Environment Protection Week and Tree Days
are carried out in the Primorsky District of

St. Petersburg. | The company has rendered assis-
tance in the opening of the Yuntolovsky ecological
training centre, in the preparation and publishing of
the informational and analytical report on the eco-
logical situation in the Primorsky District of

St. Petersburg as well as of an ecological and histori-
cal atlas of the district.

@ In Saratov, for a number of years now the com-
pany cooperates with the city authorities in imple-
menting the programme Springs of Saratov, whose
aim is to purify and equip water springs. It also
actively supports greenery planting programmes. |

HekoTopble y4acTHUKM AManora oTMETUAN, H4TO
«bputnw Amepukan Tobakko Poccusi» okasbiBaeT
prHaHCcoByt0 NoasepxKy 60/bLLMM NPOeKTam
B KPYMHbIX ropofax Poccumn, HO 0CBeJOMIEHHOCTb
obLectBa 06 y4acTUN KOMMAaHUN B 3TUX NPoeKTax
ele HegocTaTo4Ha, nockonbky CMU B cBOMX
ny6ankaunax peako ynoMmHatloT O CoHcopax.
Crelikxongepamu 6bi710 Takxe BbICKa3aHO MHeHWe
0 TOM, 4TO KOMMaHWA A0/KHA NPeJoCTaBAATb
BO3MOXHOCTb Y4aCTBOBaTb B OCYLL,ECTB/IEHUM
61aroTBOPUTE/IbHbIX NPOrpaMM 60/bLLeMY
KO/IMYEeCTBY /lI0AeN, HaNnpuUMep, y4nTbiBas nx
MHeHWe NpU NPUHATUMN PeLLeHns o pacnpeaeneHnm
BblJe/IeHHbIX Ha 3TW Lenn cpeacTB. C TOYKM 3peHns
CTelKX0NAepoB, 3TO N03BOANI0 Obl KOMMAHMM
yaenatb 60/blle BHUMaHMUA OKa3aHUIO NOMOLLN
[eTCKUM fomMaM, Knybam un cekumsam, obbekTam
Ky/NbTypbl U UCKYCCTBa, MPUYEM He TO/IbKO B
KPYMHbIX ropoAax, HO 1 B permoHax Poccun. B xoge
0oAHoOW 13 6eceq 6b110 oTMeYeHO: «OTCyTCTBME
CKOOPANHUPOBaHHbIX 61aroTBOPUTENbHbBIX
NPOEKTOB — 3TO M/10X0. JleHbrn cerogHsa ecrb ToAbKO
B MockBe, a Hy>HO pa3BMBaTb PerMoHasbHble
NpoeKTbl N He 608TbCA 60siee aKTUBHO MOMOraTb
AETCKUM yUpexAeHUAM>».

«Bbpumuw Amepukat To6akko Poccuss»
npoaxanusupyem c800 NPAKMUKY ydacmus
8 COUUA/IbHO OpUEHMUPOBAHHbIX NPOEKMAax
u 8 meyeHue I kegapmana 2003 200a
npedcmasum cmelikxondepam o6HOBEHHYO
nonumuky 8 3moli o6aacmu, a makxe omdem
0 csoell coyuanbHoli deasmenbHocmu 3a
npowedwuii 208. Imu dokymMeHmsiI 6yoym
pasmewieHsl Ha 8e6-calime — www.batrussia.ru.

Kpome mozo, Komnarusa paccmompum
BO3MOXXHOCMb OKA3AHUA NOMOWU, 8 MOM Yuc/ie
¢uHaHcosol, pady mMedUYUHCKUX yYpex<oeHul
cmpansl. |

During the dialogue, a number of stakeholders
pointed out that British American Tobacco Russia is
a sponsor of big projects in major Russian cities.
Nevertheless, there is not enough awareness in soci-
ety about this, since mass media avoid mentioning
sponsors in their reports. Stakeholders also believe
that the company should provide the opportunity to
participate in charity programmes to more represen-
tatives of the public. According to stakeholders,
such cooperation would allow the company to give
more support to orphanages, clubs, cultural and
arts centres - not only in big Russian cities, but in
the regions as well. One of the stakeholders said
during the dialogue: “It is no good when charity
projects are not coordinated. Today money can only
be found in Moscow, and there is a need to develop
regional projects as well, and not be afraid to pro-
vide more active support to children’s organisa-
tions”.

British American Tobacco Russia will reconsider
its approach to participation in social projects,
and in the first quarter of 2003 will present to
stakeholders a revised policy and a report of its
social activities for the past year. This docu-
ment will also be made available on the com-
pany’s web-site www.batrussia.ru.

In addition, the option of providing support —
including financial aid — to a number of
Russian medical institutions will be

considered._|
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Hauwnnas ¢ 2001 roga, nporpamMmma CcoLmabHOWN
OTYETHOCTM ABNSETCA YaCTblO NOBCEAHEBHOM
Aenosoi npaktuku «bAT Poccusax». Tenepb ananor
C npeAcCTaBUTENSIMU POCCUINCKOro obLecTBa 6yaeT
BECTUCb KOMMaHMEN Ha NOCTOSIHHOWM OCHOBE,

C npuBeYeHneM Bce 60Jiee LUIMPOKOro Kpyra
cobecelHUKOB.

B HacToswee Bpems «bputnw AmepukaH To6akko
Poccusa» peanusyet cnepytowme o6sa3aTeNbCTBa,
NpuHATbIe NO pe3y/ibTaTaM NepBOro 3Tana
COLMaNbHOWM OTYETHOCTU:

MH®OPMUPOBAHUE NOTPEBUTENEN

e KoMnaHua 6yaeT cTtpeMutbes yoeanTb Apyrnx
y4YacTHUKOB Taba4yHOro pbiHKa NOC/Ie0BaTh ee
npuMepy 1 Ha4yaTb NPUBOAUTb AaHHble 06 ypOBHe
cofepXaHus CMOJIbl U HUKOTWHA B AbIME CuUrapet
Ha naykax 1 Ha peksiiame, rAe UCMo/b3yeTcs
n3o6paxeHne navkm.

o «bAT Poccusa» 6yaet npogomkatb paboTy no
obecneyeHnto noTpebuTenein n obLiecTBa B LLE1OM
nHpopMaumein o puckax aAns 340POBbS,
CBSAA3aHHbIX C KypeHMEM, 1 O TOM, KaK MOXHO
6pocuTb KypuTb. B yactHocTu, B Havane 2003 ropa
KOMMaHWsi OGHOBUT CBOI Be6-CalT -
www.batrussia.ru. Ha caite 6yaet oTkpbIT
cneumanbHbI pasaen ans notpebutenen,
coaepxalmnii UHpopmMaLmio O BO3AENCTBUM
KypeHM1s Ha 340pOBbe YesoBeka, a Takxke
3/1eKTPOHHbIE CCbUIKM Ha He3aBUCUMble
MeAMLMHCKNE UCTOYHUKM (CaliTbl), Ha KOTOPbIX
ny6AMKyOTCS MaTepuanbl NO 3TON TeMaTuke
N pekoMeHJaumm o TOM, Kak MOXHO 6poCcuTb
KypUTb.

B 2003 rogy «BAT Poccusi» ony6ankyeT un
pacnpocTpaHnT Cpean CTekxonaepoBs 6ykeT,
MOCBSALLEHHbIN BONMPOCaM KYPEHUS 1 3,0POBbS.

Action Plan Based on the
Results of the First Stage
of Social Reporting ®

® Basosvle dannvle @ Ipouecc Llugpposvie oannvie

Base Data Process Numerical

Since 2001, the social reporting programme has
become a part of BAT Russia’s day-to-day practice.
From now on the company will be engaged in a dia-
logue with society on a permanent basis and strive
to involve more and more stakeholders in further
sessions.

At present, British American Tobacco Russia is fulfill-
ing the following commitments it assumed during
the first cycle of social reporting:

CONSUMER INFORMATION

e The company will aim to persuade other tobacco
market participants to follow its example and to
start printing tar and nicotine levels on cigarette
packs as well as on advertising visuals where
a cigarette pack is depicted.

e British American Tobacco Russia intends to con-
tinue providing consumers and the public with
information on health risks associated with smok-
ing and on how to quit smoking. Specifically,

BAT Russia plans to update its web-site
www.batrussia.ru in the beginning of 2003. The
company will design a consumer section, which
will include information on smoking and health as
well as links to independent medical sites contain-
ing relevant materials and advice on how to quit
smoking.

In 2003, BAT Russia will release and distribute
among its stakeholders a booklet dedicated to
smoking and health issues.

PA3PABOTKA U BHEAPEHUE NPOAYKLIUMN,
KOTOPAS NPEACTABASET MEHbLUUMN PUCK
ANd 340POBbAl KYPU/IbLLUKOB

o KomnaHusa 06s3yeTcs perynsipHo MHopMnpoBsaTb
06LLeCTBEHHOCTb O XOZ4€e U 3aAadax UcCiefoBaHUiM
B 0671aCTV CHUXEHWUS PUCKOB AJ151 3[l0POBbS
KYPW/IBLLMKOB, OCYLLLECTB/ISEMbIX «bpUTHLL
AmepukaH Tobakko». Ha Beb-caite «bAT Poccus»
- www.batrussia.ru - 6yayT pasmMeLiaTtbcs
nepeBeAeHHble Ha PYCCKUI A3bIK MaTepualbl No
JaHHol npobnemMaTtuke, KoTopble Ny6ANKYOTCS
Ha LeHTpabHOM KOPrNoOpPaTUBHOM Beb-caiiTe
«bpuTtnw Amepukan Tobakko» - www.bat.com.

OTBETCTBEHHOCTb 3A OMNATY
MEAULUNHCKUX PACX0A0B, CBA3AHHbIX
CMNOCNEACTBUAMMU KYPEHUA

® «bAT Poccusa» 06s3yeTtca perynspHo
npefoCTaBAATb CTENKXOAAepam JaHHble O Hanorax
N ApYrux OTYUCIEHUSAX, YNIadnBaeMbix
KOMnaHuel B 6104)KeTbl pa3sHbiX YPOBHEN.
B yactHocTH, 3Ta MHOpMauus byaert
ny6anMKoBaTbCA Ha KOpnopaTUBHOM Beb-caiTe —
www.batrussia.ru.

MOJINTUKA KOMINNAHUU B OBJIACTU
MAPKETUHIA TABAYHbIX U3AE/VUNA

® B 6yayuiem «bAT Poccus» HamepeHa elue
npuctaibHee cneauTb 3a cobntogeHnemM 6yKkBbl
n gyxa nonoxennii PegepanbHOro 3akoHa
«O pekname» n «MexayHapoaHbIx CTaHAapPTOB
MapKeTuHra TabaydHblx U34eNNit», B TOM Yncie n
3a TeM, 4TOObI B pek/lame UCMNo/b30Banncb o6pasbl
vy ctapue 35 neT, 4be NoBeAeHVE COOTBETCTBYET
CTUJIIO XW3HW NlloAel 3Toro Bo3pacra.

® B | kBapTtane 2003 roaa koMnaHusa 06s3yeTcs
pa3paboTaTb U NPUHATb BHYTPeHHWI «Koaekc
OTBETCTBEHHOIO MAapPKeTUHIa», yTOYHAIOLLMIA
N KOHKPETU3NPYIOLLMIA NONOXKEHWNS
«MexayHapoAHbix CTaHAapPTOB MapKeTUHra
TabayHbIX U34eNNi» NPUMEHUTENIbHO
K AeATesIbHOCTM KoMnaHuu B Poccun.

DEVELOPMENT AND INTRODUCTION
OF LOWER RISK PRODUCTS

e The company will regularly provide stakeholders
with information about the progress and objecties
of research in this field conducted by British
American Tobacco. Particularly, the texts on this
topic published on BAT corporate web-site
www.bat.com will be translated into Russian and
made available on BAT Russia web-site
www.batrussia.ru.

RESPONSIBILITY OF TOBACCO COMPANIES
FOR THE HEALTH COSTS OF SMOKING

e BAT Russia assumes an obligation to provide
stakeholders regularly with information on taxes
and duties paid by the company to budgets of
different levels. Particularly, this information will
be published on the corporate web-site
www.batrussia.ru.

TOBACCO MARKETING POLICY

® BAT Russia is committed in future to observing
even more rigorously the Federal Law “On
Advertising” and the International Tobacco
Products Marketing Standards both in their letter
and intent. In particular, the company will make
sure that natural persons whose images are used
in advertising are above 35 years old and the visu-
als are in line with the public view of the lifestyle
and behaviour of people of this age.

e The company assumes an obligation to work out
and adopt an Internal Code of Responsible
Marketing in the first quarter of 2003, which will
adapt provisions of the Standards to the specifics
of the company’s business in Russia.
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® «BAT Poccms» nnaHnpyeT peryiispHoO 3HakKOMUTb
CTeKXONAEePOB C NPUHATLIMU B KOMMAHUMN
npasuaaMm U NPakTUKON BeeHUs
OTBETCTBEHHOrO MapkeTuHra. B yactHoctu, ¢ aTon
nHpopMaumein MoxHO byaeT 03HaKOMUTLCS Ha
Be6-calite kOMNaHum - www.batrussia.ru.

NMPOBJIEMA MPEAOTBPALLEHUA KYPEHUA
CPEAU HECOBEPLUEHHOJIETHUX

e KoMnaHusi HaMepeHa HanpsMyto 1 Yepe3
O6LectBeHHbI CoBeT no npobaeme
MOAPOCTKOBOIrO KypeHus npuriaaTh K
COTPYAHWYECTBY PyKOBOAUTENEN MEANLIMHCKNX
1 06pa3oBaTe/IbHbIX YYPEXAEHUI N OpraHoB
rocyZlapCTBeHHOW BNacTu, B TOM 4ncie
MWHUCTEPCTB 3 paBOOXpaHeHus 1 o6pa3oBaHus
Poccuiickoli Pepepaumu, C Lenbio pa3paboTku
3 ekTUBHBIX Mep o 6opbbe C KypeHneM cpeamn
HeCcoBepLUEHHONETHUX.

«BAT Poccus» 6yaeT akTUBHO U Ha NJ1aHOBOW
OCHOBe NpPoAo/KaTb PaboTy MO NpeAoTBPaLLEHNIO
npogax TabayHblx U3AeNnii HeCcoBepLIEHHONETHUM.

HaunHas c 2003 roga, Ha neYaTHbIX PeK/TaMHbIX
MaTepuanax, HapyXHbIX peklaMHbIX HOCUTENAX

W CUrapeTHbIX Navykax C NpoAyKLme KoMnaHum
6yaeT pasmelyaTtbcs NnpeaynpexaeHune: «Mpoaaxa
HecoBepLUeHHONETHMM 3anpeLleHa»; a npu
NpoBeAeHNM peknaMHbIX akL1ii Ha ogexae
nepcoHasna, y4acTByoLLLEro B 3TUX MEPONPUATUSAX,
6yaeT NpUCyTCTBOBATb 3HA4YOK C TeKCToM: «Halua
aKLMA — TONBbKO /15 COBEPLUEHHONETHUX

KY PUNbLUNKOB».

«BAT Poccna» HamepeHa v B fa/ibHelLeM
aKTUBHO MOAJEPXMBaTb NPOrpammsl,
HanpaB/eHHble Ha NpeJoTBpalleHne KypeHus
cpeau HecoBepLUEHHONETHUX, B TOM Yncie
ocyluectBisemble Yyepes Ob6LiectBeHHbI CoBeT
no npo6semMe NoAPOCTKOBOro KypeHus. HaunHas
¢ 2002 ropa, koMnaHuna 0653yeTcs NpeAoCTaBIATb
CTeNKX0NAepaM exeroAHblii OTHET O CBOEN
[ledTeNIbHOCTU B 3TOM 061acTu, B YaCTHOCTH,
pa3mMellas ero Ha Beb-cavite www.batrussia.ru.

BAT Russia is committed to informing the stake-
holders on a regular basis about the rules and
practices of responsible marketing pursued by the
company. Particularly, this information will be
published on the corporate web-site
www.batrussia.ru.

YOUTH SMOKING PREVENTION

The company intends, both directly and through
the Public Council on the Problem of Underage
Smoking, to invite heads of educational and
medical institutions and governmental bodies,
including the RF Ministries of Health and
Education, to unite efforts in order to find efficient
solutions for tackling underage smoking.

BAT Russia will continue its active efforts aimed at
preventing tobacco sales to minors on a regular
basis.

Starting from 2003, BAT Russia’s print and
outdoor advertisements as well as cigarette packs
will bear the warning: “Sales to persons under

18 prohibited.” The staff involved in promo
actions will carry the sign: “Our activity is for adult
smokers only.”

In future, BAT Russia intends to continue its active
support of the programmes aimed at youth smok-
ing prevention including those implemented
through the Public Council on the Problem of
Underage Smoking. Starting from 2002, the com-
pany commits itself to reporting to the stakehol-
ders on its activities in this area every year, parti-
cularly by publishing relevant information on the
corporate web-site www.batrussia.ru.

AEATE/IbHOCTb KOMMAHUU B OBJIACTU
BJIATOTBOPUTE/IbHOCTU U COLLUAJIBHOTO
MAPTHEPCTBA

e KomnaHus npoaHaansnpyet cBOIO NpakTUKy
y4acTus B couManbHO OPUEHTUPOBAHHbIX
npoektax u B TeqeHue | ksaptana 2003 roga
npeacTaBUT CTeikxonaepam 06HOBEHHYO
NOAUTUKY B 3TOM 061acTH, a Takxke OTHET O CBOEW
coumanbHON AeATeNbHOCTM 3a NPOLUEeALNIA FoA,.
B yacTHOCTM, 3TV AOKYMeHTbI 6yAyT pa3MeLLeHbl
Ha Be6-caiiTe - www.batrussia.ru.

® «BAT Poccms» paccMOTPUT BO3MOXHOCTb OKa3aHUs
MoMoLLM, B TOM Yucine dUHaHCOBOW, paay
MEIMLIMHCKMX YHPEXAEHUI CTPaHbI. |

COMPANY ACTIVITIES IN THE AREAS
OF CHARITY AND SOCIAL PARTNERSHIP

® British American Tobacco Russia will reconsider its
approach to the participation in social projects
and within the first quarter of 2003 will present to

the stakeholders a revised policy and a report of its

social activities for the past year. These documents
will also be made available on the company’s
web-site www.batrussia.ru.

® BAT Russia will consider the option of providing
support - including financial aid - to a number
of Russian medical institutions. |
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OPULIMAABHBIV OTUET
«bIOPO BEPUTAC PYCb» no umoeam ayouma
npouecca coyuarvoil omuemuocmu «bAT POCCH»

3AO «btopo Beputac Pycb» (panee «bropo
Beputac») ourumanbHo 3adBag€eT, YTO HAaCTOALL MM
OTYET COAEPXUT HE3aBUCUMYIO OLIEHKY TpeTbel
CTOPOHBI.

«btopo Beputac Pycb» He MeeT HMKakux
3HaYNMBbIX KOMMEPYECKNX MHTEPECOB B
AeatenbHocTu «bputnwn Amepukan Tobakko
Poccusi» («<bAT Poccusi»), 3a UCKIIOYEHNEM
NpefoCTaB/IeHHbIX ayAUTOPCKUX YCAYT.

1. BBEAEHME. 3AAYUN AYAUTA

B nepwmog c 2001 no 2002 rog, «biopo Beputac» 6bin
NPOoBeAEeH TLaTe/IbHbIA 1 BCECTOPOHHWUI aHa/In3
npouecca coLnanbHOM OTHETHOCTU KOMMNaHUK
«bputnw AmepukaH Tobakko Poccus».

AyAMT NpoBOANICA B CNEAYIOLUX LEeNAX:

® YcTaHOBNEHMe CTeNeHN COOTBETCTBMSA NpoLecca
CcoLUManbHOM OTHETHOCTU, BHEAPSEMOrO
KomnaHwel, Tpe6oBaHuam CtaHaapta AA1000;

e [oaTBepxaeHMe JOCTOBEPHOCTU MHDOPMaL MK,
npeacrasneHHol B CoumanbHOM oT4yeTe, 1
TOYHOCTU OTpaxeHus ydyactna «bAT Poccns»

B 3TOM npovecce.

B xone paboTbl no gaHHOMY npoekTy «blopo
Bepwutac» He BCTPETUIIO HUKAKUX OFPaHNYeHNI COo
cTtopoHbl «<BAT Poccns».

Official Report of Bureau
Veritas Rus on the Verification
of BAT Russia’s

Social Reporting Process

CJSC «Bureau Veritas Rus» (Bureau Veritas) officially
declares that the present report based upon the
results of verification expresses an independent
evaluation.

Bureau Veritas has no other significant commercial

interests in the activities of British American Tobacco

Russia (BAT Russia) than the rendering of services
for verification and audit.

1. INTRODUCTION AND AREA OF SCOPE

During the period from 2001 up to 2002 Bureau
Veritas conducted a thorough and comprehensive
analysis of British American Tobacco Russia

(BAT Russia) social reporting process.

The purpose of the verification was as follows:
e To carry out current analysis of the compliance
of the social reporting process introduction and
implementation according to the requirements
of AA1000 Standard.

e To verify the reliability of information provided in
the Social Report and the accuracy of BAT Russia
activity reflection in this process.

Bureau Veritas has not been constrained by
BAT Russia in its coverage of the process.

2. METO4

Mpu npoBeaeHWM ayanTa Mbl UCNO/Ib30BaIN PSS,
o6LenpuHATEIX MeToANK. Cpean HUX — MpoBepKa
3anucel U AOKYMEHTOB, BHyTPEHHWE U BHELLIHMWE
3anpockl, NOATBEPXAEHVE aleKBaTHOCTM
MNCTOYHUKOB MHOopMauuun n caMoii nHpopmMaumm,
HernocpeACcTBEHHOE Hab/loAeHMe 3a ANaNoroM U1 3a
APYTVIMU KIIOYEBBIMY d/1IEMEHTaMU npoLiecca.

Y4unTbiBasA BaXKHOCTb MHEHUS CTEMKXO/IAEPOB, K

MOMEHTY HanucaHus oTYeTa NPOBepPsIOLLas CTOPOHa

npuHANa y4actve B AByX BCTpevax npescraButenei
«BAT Poccms» n cTeiikxonaepos C Lenbio OLEeHKN
CBO60/bI BbIpaXXeHUs MHEHUI, KaYecTBa ANCKYCCUU,
a Takxke peakuuMu npeactaBuUTeNel KOMNaHUW Ha
BOMPOCHI, 3aTPOHYTble UX cobeceJHMKaMu B X0Ae
Awnanora.

[ns oueHKM COOTBETCTBUSA NpoLEecca CoLMabHOM
oTt4yeTHoCTN «BAT Poccusa» Crangapty AAT1000 mbl
NPUMEHSANN NHCTPYMEHT Ka4eCTBEHHOM OLLEHKM
VeriSEAAR®. DTOT MHCTPYMEHT OCHOBaH Ha MOJIHOM
1 TOYHOW MHTepnpeTauun Tpe6oBaHuii CtaHaapTa
AA1000. Kpome Toro, 6bis1a MCNOIb30BaHa
Ka4yeCTBeHHas OLleHKa COOTBETCTBUSA OTAE/bHbIX
stanos npouecca CraHaapty AA1000.

Haw noaxop k npoBeseHMIO HE3aBUCMMOrO ayauTa
OCHOBbIBA/ICA Ha CTPEM/IEHUW OKa3aTb KOMMaHMM
«BAT Poccns» cogencrene npu BHeApPEHUN
npotiecca coumanbHOM OTHETHOCTU NyTem
BbINO/HEHWS PEryaSpHbIX NPOBEPOK N MHpOPMU-
poBaHWA NpeAcTaBUTeNIE KOMMaHMK

0 pesynbTaTax 3Tux nposepok. PopManbHO 3TOT
npoLiecc 3ak/1to4ancs B npeaocTaBaeHnn

«BAT Poccusi» yCTHbIX M MUCbMEHHbBIX
pekomeHAaumnii N0 KOPPEKTUPOBKE AENCTBUN

C LeNblo UX MPUBEEHNS B COOTBETCTBUE

C kntoyeBbIMU TpeboBaHuaMu CraHgapta AAT000.

2. METHOD

To verify the compliance of information, we used
several widely accepted audit methods. Among
them are the verification of records, documents,
internal and external inquiries, the confirmation of
sources and information adequacy, actual monitor-
ing of the dialogue and other key elements of the
process.

Taking into consideration the importance of the
stakeholders’ opinion, up to the present moment
the verifying party participated in two of the sepa-
rate dialogue sessions held between BAT Russia
and its selected stakeholders in order to evaluate

if opinions were expressed freely, the quality of the
discussion, and how stakeholders’ concerns were
responded to by BAT Russia.

To verify the compliance of the social reporting
process with the AAT000 Standard, we applied the
qualitative evaluation instrument VeriSEAAR®. The
instrument is based on a complete and precise inter-
pretation of AA1000 Standard requirements;
besides, the qualitative evaluation of the process
separate stages compliance with AA1000 was used.

The philosophy of our approach from the point of
view of audit and process confirmation by a third
independent party, comprised an attempt to render
assurance to BAT Russia in social reporting process
by carrying out regular verifications and providing
feedback based upon the results of the audit.
Formally, it was reflected in providing BAT Russia
with verbal and written recommendations for
improvement against key requirements of AA1000.
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3. AHA/IN3 U MHEHME

3.1. MHEHME

B koMnaHun «bAT Poccusi» 6611 chopmMumpoBaH
KomMuTeT no coulmanbHOM OTYETHOCTU, B 3a4a4un
KOTOpOro BXOAWT NPOBeJeHMe TeKyLLero aHaan3a
3(pHeKTUBHOCTU K/tOHEBbLIX NOKa3aTesnen

N KpUTEpMEB NpoLiecca, a Takke BHeJpeHune

B OpraHu3aLmn NpoL,eccoB y4eTa 1 OTYETHOCTU B
coumanbHon obnactu. Mpeanonaraercs, YTo B xoA4e
pa3BuTKA NpoLiecca NpakTM4yeckne acnekTbl 3TON
AeaTenbHocTu 6yayT nepesaHbl [pynne
BHyTpeHHero ayauTa. K MOMeHTy cocTaBieHuns
oT4yeTa «bAT Poccus» ncnbitbiBasia HeKOTOpbIE
TPYAHOCTM KakK NpW NpUrialleHnn CTeiikxonaepos
K y4acTuio B Ananore, Tak U HeMOCPeACTBEHHO

B NpoLiecce Auanora co cTeikxongepamu,
NMPVHABLUMMW JaHHOE nNpurnalleHme. 370,

B HEKOTOPOW CTeMneHu, OrpaHNYnI0 BO3SMOXKHOCTU
BCECTOPOHHEro o6cyxaeHns aeatenbHocTu «bAT
Poccusax». Tem He MeHee KOMMaHUS NPUAOXKKAa BCE
BO3MOXHbl€ yCUANA 414 TOro, 4To6bI caenaTb
npouecc MakCMManbHO penpe3eHTaTUBHbLIM, OJHaKO
HaMepeHHOe CyXeHMne Kpyra CTelKxonaepos
HeCKOJIbKO OrpaHN4n/Io CTeMNeHb XelaemMoro oxsaTa
3a AaHHbIV Nepuroa.

He3HaunTenbHbIN NHTEPEC CTENKXONAEPOB K
y4acTuio B Ananore, BEPOSATHO, Bbi3BaH HEAOCTaTKOM
foBepus k TabayHOM UHAYCTPUN, a TaKkXKe TeM, 4TO

B J1a3ax CTEMKXONA4ePOB NPOLECC COLMaIbHOM
OTYETHOCTU ABNSETCA HOBLIM U HEXapaKTepPHbIM
WHCTPYMEHTOM A1 TeKyLlel NPpakTUKn POCCUMNCKOro
6usHeca.

3. ANALYSIS AND OPINION

3.1. OPINION

BAT Russia has organised a Steering Committee with
the purpose to carry out current analysis in regards
to the effectiveness of key performance
indicators/criteria and also to examine the introduc-
tion of accountability and reporting processes in the
organization. It is assumed that while the process
develops, all practical aspects of this activity will be
transferred to the company internal audit group. Up
to the reporting stage, BAT Russia has faced some
difficulties in inviting stakeholders to participate and
also during the dialogue with the stakeholders who
attended. This has limited to a certain degree the
possibility of a comprehensive discussion of

BAT Russia activity. BAT Russia has tried to do all in
its power to make the process most representative,
however, intentionally narrowed circle of stakehol-
ders has somewhat limited the desired scope of co-
verage for this period. We expect to see a more com-
prehensive stakeholder list used in the next cycle.

The lack of interest to engage may derive from a lack
of trust in the tobacco industry and a perception by
stakeholders that the Social Reporting process is a
new and unusual mechanism for current Russian
business practices.

B T0 e Bpems Mbl y40B/E€TBOPEHbI TEM, YTO

«BAT Poccusi», nocpeactsom nposeaeHUs opuLm-
a/bHbIX ANANOroB, BHEC/1a BECOMbIN BK1aj B CO3ja-
HWe cpeapl, 61aronPUATHON AN NOHUMaHUA U
peLleHns BOMPOCOB, akTyasbHbIX 415 BCEX
y4aCTHUKOB Ananora. B nocneaytowmnx uuknax mol
xoTenu 6bl yBnaeTb B CoLnanbHOM oT4eTe
[OMNO/IHUTENbHbIE — Ka4YeCTBEHHbIE U U3MepUMBble —
rokasarte/u, BK/llo4as BpeMeHHble paMKu
06s3aTenbcTB, Kak Toro Tpebyet CraHgapt AA1000.

Mbl yBepeHbl, 4TO MHOPMaL M, NpeacTaBNeHHas
B CoumanbHOM OTYETE, ABNAETCSH HAaAEXHOM N YTO
BepudULMpoBaHHas MHOPMaL M He COAEPXKUT
owmnboK UK He aBnseTcsd Heo6bekTUBHOM. OHa
M3/10XeHa B ACHOM N JOCTyNHOW hopMe n faeT
CTeikxonaepamM BO3MOXHOCTb JlyyLlie NOHATb
coumasnbHble N 3TUYECKME BONPOChI, KOTOPbIE CTOAT
nepep «bAT Poccns» kak nepes komnaHven,
cTpemsLLencs 6biTb COLMaNbHO OTBETCTBEHHOM.
[MockonbKy HacTOALMIA OTHETHBIN NEPUOA ABASETCA
nepBbIM, TO CPaBHEHMWE C NpeablayLLMn
nepvoaaMm HEBO3MOXHO.

HecMoTps Ha TO, 4TO Ha MOMEHT ony6/IMKOBaHUA
oT4yeTa «bAT Poccus» ewe He npoluia BeCb LMK/
OTYETHOCTM (T.€. BbIMOJIHEHME B3ATbIX Ha cebs B
xopae [lnanora-2 06sa3aTeNbCTB), B LLe/IOM NpoLecc
coumanbHOM OTYETHOCTU KOMMAaHUN COOTBETCTBYET
Tpe6oBaHuam CraHgapta AA1000, koTopble
PacnpoCTPaHAOTCSA Ha yKe BbINOJIHEHHbIE 3Tarnbl.

However, we are satisfied that by conducting official
dialogues BAT Russia has contributed to the creation
of favorable environment for understanding and
solving the concerns of participating parties. During
the next rounds we would like to see additional
qualitative and measurable indicators in the report
including a timeframe for obligations and improve-
ment as required by the AAT000 Standard.

We are confident that the information presented

in the Social Report is reliable and that verified infor-
mation is free from error or bias. It is presented in

a clear and comprehensive manner for the stakehol-
ders who seek to better understand social and ethi-
cal issues that BAT Russia is facing as a company
working towards social responsibility. Since this is
the first reporting period, no comparison to the pre-
vious reporting periods can be made.

Although BAT Russia, has not completed the full
accounting and reporting cycle by the time of publi-
cation of the report (i.e. Dialogue 2 commitments
implementation), it is broadly in alignment with
those AAT1000 process steps completed to date.
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3.2. COOTBETCTBUE CTAHAAPTY AA1000

Ha HuxenpuBeaeHHbIx rpadprkax npeacras/ieHbl
NoJly4eHHbI€ MPU MOMOLLWN MHCTPYMEHTa
KayecTBeHHoOM oLeHku VeriSEAAR® pesynbTathl
oueHku cooTeeTcTBuA ctaHaapTy AAT000 npouecca
couuasbHOM OTHETHOCTU MO TPEM 3Tanam u
[BeHaAuaT KOMMOHEHTaMm.

C mopenbio npumeHeHuns Crangapta AA1000 BblI
MOXeTe 03HaKOMUTLCA Ha CTp. 42-45.

3.2. AA1000 ALIGNMENT

The VeriSEAAR® compliance scores for the three
stages and for the 12 component AA1000 process
steps are given in the following diagrams.

You can read about AA1000 process model on
pages 42-45.

[TosTamHOE Ka4ecTBO IIpolecca
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MoarotoBka k Ananory

OCHOBBIBasiCb Ha HE3aBMCMMOM UCCIeA0BaHUN
3aUHTEepPeCcOBaHHbIX CTOPOH U Ha COBCTBEHHOM
npeaBapuUTe/IbHON knaccudurKkaLmmn CTENKX0NAEPOB,
«BAT Poccusa» obpaTtnnach 3a cogenicTemem k
He3aBMCUMOMY KOHCYy/IbTaHTy. N3yuns
npeaocTaBieHHy0 nHdopmaLlmio n nposeas
He3aBUCUMYIO OLleHKY NMOTEHLMAbHO
3aMHTEPECOBaHHbIX CTOPOH, KOHCYIbTaHT
cchopMumpoBan CNNCOK CTENKXONLEPOB AN
npurnaweHns K agmanory. Tako noaxoa okasasncs
AENCTBEHHBIM, U Te CTEMKXOAEPbI, KOTOPbIE MO
KakKUM-1160 NPUYMHAM OTKIOHWIU UIWN HE CMOTIN
NPWHATb NEPBOE NpurialleHune, 6biam
BMOC/I€ACTBAN MPUTIaLleHbl MOBTOPHO.

MpuvirnawexHbIM CTeikxonaepam 6bi1a NpefocTaBieHa
COOTBETCTBYOLLIAs MH(OPMAaLMS, B TOM YT O Lienax
NpOrpaMmMbl COLIMasIbHOM OTYETHOCTU U UX POJIN.

Consultation

Pre-dialogue

Based on independent examination of parties con-
cerned and taking into consideration its own hypo-
thetical classification of stakeholders, BAT Russia
requested assistance from an independent consult-
ant. After having examined the information provid-
ed and having evaluated independently potentially
interested parties, the consultant formed a list of
stakeholders to be invited to the dialogue.

BAT Russia’s approach was effective and those
stakeholders, who for some reason rejected the first
invitation or were unable to accept it, were
re-invited.

The invited stakeholders were provided with certain
appropriate information and were informed of the
process objectives and their own role.
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Awanor

Bblin npoBeseHbl MHAMBUAYabHbIE BCTPEYM CO
cTeikxonaepaMu, B OCHOBHOM — NpeacTaBUTENsIMU
MUHUCTEPCTB, BKAOYAasi MUHUCTEPCTBA
3ApaBooxpaHeHus, pruHaHCOB, TpyAa U
coumanbHOro pa3BUTUS.

[Junckyccnsa nposoaunack 6e3 kaknx-nmbo
OrpaHUYEHUI, U y4aCTHUKaM NpejJiaraaochb
NoAHMMATb ANs 06CYy>XXAEHUS Nobble 3Ha4YMMble
[151 HUX BONPOCHI.

XoTs MHOTMe OTBETbl Ha BOMPOChI, MOCTaB/NE€HHbIe
cTenkxonaepamu, BkatoyeHHble «bAT Poccns»

B CounanbHbIN OTYET, ABNAIOTCA CKOpee
NepcnekTUBHLIMW 3asiBNEHUSMU, YEM MIaHOM
[EeNCTBUIN, Ha 3TOM pPaHHEM 3Tane mbl
YAOB/IETBOPEHbI TEM, YTO B OTYETe NpeACTaB/eHbl
o6s3aTebCTBa No pa3paboTke AENCTBUI B
cnepylowem ot4eTHoM nepunoge. «bAT Poccus»
npoLuia 3Tan «BblCYyLIMBAHWUSA» BbIOPaHHbIX
CTEMKXONAEPOB, N OXNAAETCS, YTO B C1IeAyIOLLEM
LuK/Ie KOMNaHUA NPUMEHUT 60/1ee LMPOKUIA
noaxoA K NpoBeAeHUIo Ananora.

Mocne pananora

«BAT Poccusa» onpegenuna n paspabotana
onpejeneHHble MHANKATOPbI U XapakTepUCTUKN
no TemaM, pacCCMOTPEHHbIM B XO/e [1MajioroB.
«BAT Poccmsa» npuHsana Ha ce6s 0653aTeIbCTBO
B O6yayLiemM 6onee akTMBHO paboTaTb Haj,
npvBAeYeHMEM CTENKXO/4ePOB U BMecTe

CO CTelKkxon4epamMn BO BpeMs BTOPOro LiMKIa
OT4eTHOCTU pa3paboTaTb JONOJAHUTENbHbIE
nokasaTesiv U Lesu.

Dialogue

Separate dialogue sessions were held with selected
stakeholders, which included representatives pre-
dominantly from government ministries, including
medical, financial, labour and social categories.

Discussion was held without any limitations and the
participants were asked to raise for discussion any
issues significant to them.

Despite the fact that many responses included by
BAT Russia Social Report are more of perspective
declarations than planned actions, at this early stage
we are satisfied that the commitment is present to
further work out actions during the next reporting
cycle. BAT Russia has undergone a ‘listening” period
with its selected stakeholders and it is expected that
a wider scope will be applied during the next cycle.

Post-dialogue

BAT Russia has defined and worked out certain indi-
cators and characteristics of the areas covered dur-
ing the dialogues. BAT Russia has committed to
moving forward with a wider and more diverse
means of stakeholder engagement, and to develop
further indicators and targets with stakeholders dur-
ing the second reporting cycle.

3.3. KOMMEHTAPUU
no NOCJIEAYIOLLUM LUATAM

Hapsgy ¢ npunumnamun Crangapta AA1000

KO BTOPOMY LIMKJTy COLiMasbHON OTYETHOCTM
«BAT Poccmsa» npuHsana Ha cebs cnenyowme
omumanbHble 0653aTeNbCTBA:

® POAEMOHCTPUPOBaATH BOB/IeYeHe Gosiee
LUIMPOKOTO CMEKTpa CTENKXONAEPOB, eC/n
KOMMaHWs HamepeHa CTUMYMPOBaTh A0BEpUE
K MporpamMme v pas3BuBaTh €€;

® pa3paboTaTb ONOJHUTENbHbIE MOKa3aTenun
3¢pHeKTUBHOCTM NPU aKTUBHOM y4acTum
CTeNKX0NAepOB;

® NIPYIMEHSATb OMbIT U 3HAHWS, MOJTyYEHHbIE B XOA€
MepBOro 3Tana, B UHTEpecax pa3BuUTUS 1
MOCTOSIHHOTO YNy4LUEHWNS NpoLecca;

® pa3BMBaTb CUCTEMY BHYTPEHHErO ayAuTa, KoTopas
Morna 6bl obecrnevnTb NPoBeeHEe He3aBUCUMOW
OLLeHKM NPaKTUYeCKMX aCrnekToB peasv3aLum n
pa3BUTUSA NpoLecca;

® peas30BaTb MEXaHU3M MOCTOSAHHOIO
COBEpLUEHCTBOBAHUS, YTO BJIEYET 3a CO601
pa3BUTNE MHANKATOPOB UCMOHEHWS, YCTELLHYHO
peanun3aLuio MPorpaMMbl, €e aHaan3 u
noc/iesyoLLy0 OTHETHOCTb.

3A0 «bropo Bepumac Pycb»,
utoHb 2002 200a

3.3. FUTURE CONSIDERATIONS

In addition to AA1000 principles, BAT Russia has
taken over the following official obligations for the
second round of Reporting:

e to demonstrate involvement of a wider spectrum
of stakeholders if the Company is to create trust
and expand the process further;

e to develop additional effectiveness indicators with
the active participation of stakeholders;

e to apply experience and knowledge accumulated
during the first stage in the interests of the
development and continuous improvement of the
process;

e to further develop internal audit system capable
to conduct independent evaluation of practical
aspects of process implementation and develop-
ment;

e to implement continuous improvement: entailing
development of performance indicators, achieve-
ment programme, analysis and reporting.

CJSC “Bureau Veritas Rus”,
June 2002

BUREAU
VERITAS

ININILVYLIS NOILVYDIHIYIA ,SNY SYLIYIA NVIUNG,

41

«9QDAd DV.LMNdIF OdOI9> 1IhL1O UIGHIUVYUTINDO



IIpunrosxenue I

OcCHOBHBI€ 3Tallbl IIpoLecca COIMAaAbHON
oryeTHOCTH: TpeboBaHMs1 Crangapra AA1000

MPUNOXEHWE I. OCHOBHbIE 3TAMMbI MPOLECCA COLNAJIBHON

OTYETHOCTWU: TPEBOBAHUNA CTAHAAPTA AA1000

APPENDIX I. MAIN STAGES OF SOCIAL REPORTING PROCESS:

REQUIREMENTS OF AAT000 STANDARD

42

NAAHUPOBAHUE

K1. OnpeaeneHue o6a3arenbcTs

M ynpaB/ieH4eCcKuX npoueayp
OpraHusaums 6epeT Ha ce6s 0643aTeNbCTBO
NMPOBOAUTL COLMAIbHYIO OTHETHOCTb CBOEN
[esTeNIbHOCTM, NoABEPraTh NPOLECC OTYETHOCTU
He3aBUCMMOMY ayuTy U OTYUTbLIBATLCS O
pe3y/ibTaTax 3TOro ayAuTa, NpvB/ekas Ha BCex
3Tanax 3Toro npouecca CTenkxonAepos.
OpraHu3aLuus NCnosb3yeT crelmanbHble
npoueaypsbl, o6ecrneynBatoLLme BOBeYeHe
CTeNKx0NAepoB B NpoLecc.

K2. Upentupmnkaymna crekxonpgepos
OpraHusaums onpeaenser Kpyr CTENKX0AepoB U
[laeT xapakTepucTuKy CBOMM B3aMMOOTHOLLIEHUNAM
C KaxZ0 rpynnow CTenkxonaepos.

K3. Onpeaenenne/nepecMmorp LLeHHOCTEH
OpraHu3auus onpegensieT an nepecmaTpusaet
CyLLecTBYIOLLME eIV U LLIeHHOCTUW, KOTOPbIMU OHa
PYKOBOZCTBY€ETCS B CBOEI AesTeIbHOCTU.

OTYETHOCTDb

K4. Upentudmnkaumsa aktyanbHbIX BONPOCOB
C nomoLLblo CTENKXO/ILEPOB OpraHn3auuns
onpeaenseT KPyr akTyalbHblX BONPOCOB, CBA3aHHbIX
C couManbHbIMUK acnekTaMu ee JeaTe/IbHOCTU.

K5. Onpepenenve pamok npouecca

C npuBeYyeHneM CTeNKX0NAePOB OpraHmM3aums
onpejenseT paMKu TekyLLero npowecca, a UMeHHo:
reorpacduyeckyto 30Hy oxBaTa, y4acTsytoLine
noapasgeneHns KOMNaHum, TeMbl A1 06CyAeHMs.
OpraHusaums onpegenser BpeMeHHble paMKu
TeKyLLero LMKaa coumaabHOi OTHETHOCTU, MeTObl
n MacwTab ayamTa, cCaMoro ayamtopa, C TeM 4Tobbl
rapaHTMpOBaTb BCEM CTENKXOAEePaM BbICOKUA
Ka4yeCTBEHHbIN YpOBeHb npoLecca.

K6. YcranoBneHue nHankaTopos

Mpw yqacTun creiikxonaepos opraHnsauns
yCTaHaBAMBaET coLMasbHble MHANKATOPbI,
KOTOpble ONpeAensaioT, B Kakol CTeneHu
npakTnyeckas AesTenbHOCTb opraHm3aunm

Appendix 1

Main Stages

of Social Reporting
Process: Requirements
of AA1000 Standard

PLANNING

P1. Establish commitment and governance
procedures

The organisation commits itself to the process of
social accounting, auditing and reporting, and to
the role of stakeholders within this process.

It defines governance procedures to ensure the
inclusion of stakeholders in the process.

P2. Identify stakeholders
The organisation identifies its stakeholders and cha-
racterises its relationship with each group of them.

P3. Define/review values
The organisation defines or reviews its current
mission and values.

ACCOUNTING

P4. Identify issues

The organisation identifies issues through engage-
ment with its stakeholders regarding its activities
and social performance.

P5. Determine process scope

The organisation determines, based on engagement
with its stakeholders, the scope of the current
process in terms of the stakeholders, geographical
locations, operating units and issues to be or issues
in future cycles. It identifies the timing of the current
cycle. The organisation also identifies the audit
method(s), the audit scope, and the auditor(s) to
provide a high level of quality assurance to all its
stakeholders.

COOTHOCUTCS C ee LIeHHOCTIMU U LensimMu; C
LEHHOCTAMM N OXUAAHUAMU CTENKXONAEPOB,
BbISIB/IEHHBIMW B NPOLECCe KOHCY/bTal Ml C KaxaoMn
rpynnov CTenkxonaepos; C HOpMamMu un
oXUnAaHMAMK obLuecTBa B 60/1ee LMPOKOM NJiaHe.

K7. C6op undopmayum

OpraHusaumsa cobupaeT MHPOpPMaLUIo O CBOeN
[esaTeNbHOCTU, OPUEHTUPYACh Ha YCTaHOB/IEHHbIe
nHamkatopbl. OpraHusaums BossiekaeT
CTelikxonAepoB B npouecc pa3paboTku MeTo40B
c6opa nHdopmaLmn, NCNOAb30BaHNE KOTOPbIX
no3BoANO 6bl CTEKXONAepaM Bblpa3uTb CBOU
0XWAaHWSA U PpeKOMeHAaLMN MakCMMasibHO HeTko
1 MOJHO.

K8. Avanus uncdopmayum, noctaHoBKa Lenen
M pa3pa6oTka n/laHa yCOBepLIeHCTBOBaHUA
CBOEe! AeATe/IbHOCTU

Ha ocHoBaHuKn cobpaHHoi nHdopmavmm

opraHusauus:

a) oLeHMBaeT COOTBETCTBME CBOEW AeaTe/lbHOCTU
paHee yCTaHOBJ/IEHHbIM LIEHHOCTAM, LieNsm
1 3ajadam;

6) no pe3ynbTaTaM 3TOM OLLEHKM, a Takxke
KOHCy/IbTaLMI CO CTenkxonaepamm
pa3pabaTbiBaeT Uau nepecmaTpuBaet Leam
1 3aga4m Ha 6yayLiee C Lefbio
yCOBEepLUEHCTBOBaHUNS CBOEN AeATeIbHOCTU.

NMOAroToBKA OTHETA
U NPOBEAEHUE AYAUTA

K9. MoaroroBka oTtyera

Opranusaums rotosut CoumanbHbI OTHET B
NUCbMEHHOWN WK YCTHOW (hopMe Mo pesysibTaTaM
npoBeAeHHOro unkna pabot. OT4eT AICHO n
HenpeaB3AaTO 06BbACHAET X0 NpoLiecca u
[AeMOHCTPUpPYeT, B KaKoW CTeneHn npakTnyeckas
AeaTeNbHOCTb OpraHM3aLnm oTBevaer ee
LleHHOCTAM, LenaMm 1 3ajadam, B TOM 4ncie B
061aCTn couManbHOM OTBETCTBEHHOCTU.
OpraHusaums MHPOPMUPYET CTENKXONLEPOB O TOM,
KaKoro nporpecca el yaanocb AOCTUYb N0
CpaBHEHMIO C NpeAbIAYLLIMMW LMKAaMW COLManbHOM
OTYETHOCTU, a Tak>Ke MO CPaBHEHWIO C MPU3HAHHbBIMU
nuaepamu B 3T0 061aCTH, eC/In TaKOBble UMETCA.

P6. Identify indicators

The organisation identifies social indicators through
engagement with its stakeholders. The indicators
reflect the organisation’s performance in relation to:
its values and objectives; the values and aspirations
of its stakeholders, as determined through a process
of consultation with each group of them; and wider
societal norms and expectations.

P7. Collect information

The organisation collects information about its per-
formance in respect of the identified indicators.

The organisation engages with stakeholders in the
design of the collection methods, which allow stake-
holders to accurately and fully express their aspira-
tions and needs.

P8. Analyse information, set targets and

develop improvement plan

From the information collected, the organisation:

a) Evaluates its performance against values, objec-
tives and targets previously set.

b) Uses this evaluation and engagement with stake-
holders to develop or revise objectives and tar-
gets for the future, with a focus on improving
performance.

AUDITING AND REPORTING

P9. Prepare report(s)

The organisation prepares a Social Report (written
or verbal communication) or reports relating to the
process undertaken in a specified period. The
report(s) clearly and without bias explains the
process and demonstrates how the organisation’s
performance relates to its values, objectives and tar-
gets. It includes information about its performance
measured against its key social performance targets.
The organisation provides comparative information
for previous period(s) to help stakeholders under-
stand the current performance in the context of
prior period trends and in the context of external
benchmarks, if available.
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K10. Ayautopckuii otuer

Ha Bcex 3Tanax nnaHMpoBaHUA 1 BHeAPeHNS
npouecca coLmanbHOl OTHETHOCTM OpraHu3auns
obecneynBaeT HEO6XOANMYIO MOAAEPIKKY
He3aBMCUMOMY ayAUTOPY NPU OCYLLECTBIEHNN
MpoBepKM Kak caMoro npotecca, Tak n
nHdbopMaumm, coaepxalleinica B TekcTe
CouunanbHoro ot4yeta.

K11. PacnpocTtpaHeHue oT4yeta u c6op
KOMMEeHTapueB

OpraHusaums npefocTaBaseT BCeM rpynnam
cTeikxonaepos MHopMaLmio 0 JaHHOM npotiecce,
a TakXXe O CBOeN coLmasibHOM AesTeIbHOCTU.
Crenkxongepam npefocTaBaseTcs BO3MOXHOCTb
03HaKOMUTbCA ¢ TekcToM CouuanbHOro oT4eTa n
C 3aK/1l04€HMEeM He3aBMCMMOro ayauTopa.
OpraHusaumsa akTMBHO cobupaet KOMMeHTapum
CTeNKXONAEPOB C Le/blo Aa/lbHENLLEero pa3snTns
npotecca.

BHEAPEHUE COLUA/IbHOW OTYETHOCTU B
NMOBCEAHEBHYIO MPAKTUKY OPTAHU3ALUN

K12. Paspa6otka u BHegpeHue npoueayp
OpraHusaums BHegpseT npoLeaypbl, Heo6xoaMMble
ANA panbHenwen peaansaunm nporpamMmsl
couManbHoOM OTYETHOCTU U BbINOHEHUS
nocras/ieHHbIx 3aga4y. Mpoueaypbl obecneymnsatot
cobtofeHne B NOBCeJHEBHOW AeaTelbHOCTU
LLleHHOCTel opraHusaLuu, ynpasaeHue c6opom n
[OKYMeHTUpOBaHWeM HeobxoanMoi nHdopmaumm,
npoBefeHne BHyTpPeHHero ayanTa/nepecmotpa
npouecca coLnanbHON OTHETHOCTU.

P10. Audit report(s)

The organisation arranges and supports the external
audit of the process, including the Social Report.
Support is provided to the auditor throughout the
planning and accounting processes as appropriate.

P11. Communicate report(s)

and obtain feedback

The organisation communicates information on the
process and the social performance of the organisa-
tion to all stakeholder groups. This includes making
accessible to all stakeholder groups the Social
Report(s) together with the independent audit opi-
nion(s). The organisation actively seeks feedback
from its stakeholder groups in order to further
develop its process.

EMBEDDING

P12. Establish and embed systems

The organisation establishes systems to support the
process, and the on-going achievement of its objec-
tives and targets in line with its values. Systems
include those to implement and maintain values, to
manage the collection and documentation of infor-
mation and to perform the internal audit/review of
the process.
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e CTOpOHbI, NoANMCaBLUMECS MOA AaHHBIMK
CranpgapTtamu («Y4acTHUKU»), MOATBEPXKAAIOT
CBOe cornacue C Tem, YTo MapKeTUHT Taba4Hou
NPOAYKUMM AO/KEH OCYLLLECTBAATLCA
OTBETCTBEHHO U 4TO HEO6X0AUMO NPUHMMATb
pa3yMHble Mepbl /19 TOro, 4TO6bl NPOABUXEHME
1 ancTpmbyums TabayHol NpoayKUUn:

- 6bIM HanpaB/ieHbl Ha B3POC/blx MOTpebuTtenen,
a He Ha MoJ10JeXb,

— COOTBETCTBOBA/IM MPUHLMNY OCO3HAHHOrO BbiGOpa
B3pOC/I0rO YenoBeka.

e [laHHble CTaHAapPTbl AO/IXKHbI CO61t04aTbCs Kak Mo
dopme, Tak 1 NO CyLLeCTBy.

® [ognuceiBasch Nog AaHHbIMK CTaHgapTamum,
Y4acTHUKM Npu3biBaloT:

- BCeX, KTO 3aHMMaeTCs NPOn3BOACTBOM
N MapKeTUHrom Taba4yHol NpoayKunm,
NPUCOEANHUTBLCS K JAHHOMY COT/1alleHnto
B KayecTBe ero Y4acTHUKOB;

- BCe ApYyrue opraHu3aumm, cBsizaHHble
C MPOM3BOACTBOM, NpoAaxeln, ANCTpubyLmnen
N MapKeTUHrom Taba4yHol NpoayKuum,
PYKOBOACTBOBATHLCSA B CBOEW A€ATE/IbHOCTU
AaHHbIMK CTaHAapTamu.

® B cBOel aeateNbHOCTM YHACTHUKN HE AOMKHbI
PYyKOBOACTBOBATHCA MEHEE OrPaHNYUTEbHBIMU
NPUHUUNaMM NO CPaBHEHUIO C JaHHbIMU
CraHgapTamu, 3a UCKJTIOYEHUEM Tex Cyvaes,
Korga 3To TpebyeTcs 3aKOHOM. 3aKOHOAAaTe/IbCTBO
unn o6poBoJIbHbIE cornalleHus, Tpebytome
cobnoaeHns 6onee KeCTKMX NPUHLMNOB Mo
CcpaBHeHMIo ¢ AaHHbIMW CTaHaapTamu, 6yayT
UMeTb NPUOPUTETHOE NPaBo.

® Y4acTHUKM 0653Y10TCA BKJIIOYUTD AaHHbIE
CraHaapThbl B CBOWM BHYTPMKOPMOPATUBHbIE
KOAEKChl 1 MPOoLefypbl, PErynpytoLme nx
[leATeNbHOCTb.

® Y4acTHUKKN HaMepeHbl BbICTyMnaTb 3a BK/lO4YEHUE

fAaHHbix CTaHAapTOB B NO/IHOM O6beME B MECTHOe
3aKOHO/aTeNbCTBO.

*HeoghunuarvHulii nepesod ¢ aHeAutickoeo a3vika.

Appendix 11
International
Tobacco Products
Marketing Standards

e The parties subscribing to these Standards
(“the Participants”) wish to record their belief that
tobacco products should be marketed in a respon-
sible manner and that reasonable measures
should be taken to ensure that the promotion and
distribution of tobacco products is:

- directed at adult smokers and not at youth, and

- consistent with the principle of informed adult
choice.

e These Standards should be observed in both their
letter and intent.

e |n subscribing to these Standards, the Participants
wish to encourage:

- all others who manufacture or market tobacco
products to join them as Participants; and

- all others who are associated with the manufac-
ture, sale, distribution or marketing of tobacco
products to embrace the principles of these
Standards.

e The practices of the Participants should not be less
restrictive than these Standards unless required by
law, but any more restrictive legal requirement or
voluntary undertaking shall take precedence over
these Standards.

e The Participants should incorporate these
Standards into their own internal codes.

e The Participants intend to support the comprehen-
sive incorporation of these Standards into national
laws.

e [lanHble CTaHAapThbl He PeryanpyoT OTHOLIEHMWS
Mexay Y4acTHUKamu 1 ux nocrasLmkamu,
ANCTPUBBLIOTOPaMK 1 APYrMMU TOProBbIMU
napTHepamu, 04HaKo HaMepeHUs BCex NapTHEPOB
YyacTHMKOB cobtoAaTh 3TU NPUHLMNLI B
OTHOLLUEHUAX C NOTPebUTENAMU BCAYECKN
noaJepxuBatoTcs.

® Y4yacTHUKIN 0653yI0TCs NpeAnpUHUMaTh pasyMHble
Mepbl, Hanpas/ieHHble NPOTUB UCNOJIb30BaHUS
TPETbUMU NMLAMU HAUMEHOBaAHWIA TOPTOBbIX
MapoK 1 IOroTMNOB, MPUHAaANEXaLLNX
Y4acTHMKaM, OCyLLLeCTB/ISEMOTO C HapyLUeHeM
AaHHbix CTaHZapTOoB.

e lanHble CTaHAapThl He Npec/ieayoT Lenm
3anpeTunTb UCMO/Ib30BaHNE Kaknx-1M6o TOBapHbIX
3HaKOB B KayeCTBe HaMMeHOBaHWUI TOProBbixX
MapoK UK UX yKa3aHWe Ha ynaKoBKe.

Kaxablil YyacTHuK 06a3yeTca o6ecnevmTb NosHOe
COOTBETCTBME CBOW AeATe/IbHOCTU C JaHHbIMU
CraHaapTamu kak MOXHO cKopee, HO, B Jlo60M
cy4ae, He no3gHee yeM yepes 12 mecaues nocie
noanucaHuns gaHHeix CtaHAapTOB, UK, eCn
[elicTByIOLIMEe JOrOBOPHbIE 06513aTeNbCTBa MeLlatoT
YyacTHuky obecneuntb cobnogeHne CtaHaapToB

B 6onee paHHMe CPOKU, TO He no3aHee 31 gekabps
2002 roaa, npv yCioBKuK, 4To cobNtoAeHME AaHHbIX
CraHaapToB He MPOTMBOPEYUT COOTBETCTBYIOLLLEMY
3akoHoaatenbcTBy. Cpoku BBEAEHMSA B AeCTBME
CraHaapToB B 06/1aCTV CNIOHCOPCKON eATeNbHOCTH
yCTaHOBJIeHbl Ha CTp. 55-56.

e These Standards do not apply to the relationship
between Participants and their suppliers, distribu-
tors or other trade partners, although those parties
are encouraged to comply with the Standards in
any dealings they have with consumers.

e The Participants shall take reasonable measures
to prevent third parties from using their tobacco
product brand names or logos in a manner which
violates these Standards.

e These Standards are not intended to prohibit the
use of any trademarks as brand names or on pack-

aging.

A Participant shall comply with these Standards as
quickly as possible, and in any event no later than

12 months from the date that it subscribes to the
Standards or, where existing contractual provisions
prevent earlier compliance, in any event by
December 31, 2002, provided in all cases compli-
ance is not in breach of relevant laws. The timetable
for compliance with the Sponsorship Standards is set
out on pages 55-56.
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ONMPEAENEHNA

AaHHble CTaHAapThI.

TepmuH

B3pocnibii YenoBek

Peknama

PeknamHoe meponpusatue

CnoHcopcTBo

TabayHasa npoayKLuus

Monogaexb
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Hwe NprMBOANTCA CMUCOK OCHOBHBIX TEPMUHOB, KOTOPbIE MOMOTYT MPaBU/IbHO TPakTOBaThb

OnpedeneHue

JNnuo, pocturwee 18-neTHero Bo3pacrta, 3a UCK/IIOYEHNEM Tex CTpaH, rae
3aKOHOAaTeIbCTBOM 160 J06POBOJ/IbHBIMU COTNaLLEHUAMM, B KOTOPble
BCTYNWAM Y4acTHUKK, NpedycMaTpuBaeTcs 601ee BbICOKOe BO3pacTHOe
orpaHuyeHue, gonyckatoLee NpoAaxy AaHHOMY UL, a Takxke NOKyrKy,
XpaHeHue u noTpebneHre JaHHbIM TMLOM TabavyHoM npoaykumn. B Takom
C/lyqae TEPMUH «B3POC/IbIA YeI0BEK» OTHOCUTCS K INLLY, AOCTUTLLEMY
BO3pacTa, NpesyCMOTPEHHOr0 3aKOHOAATeNbCTBOM, JIM6O0 yKa3aHHbIMU
[06POBO/IbHBIMU COrNALUEHUSMU.

o601 BUA KOMMYHUKATUBHOW AeATeNIbHOCTM, OCYLLEeCTBASsEMON
Y4acTHMKOM 60 OT ero UMeHW, CNoCcoBCTBYIOLLIEN TOMY, YTOObI
noTpebutens oTaan NpeanoYTeHne To AN MHOW Mapke TabayHoM
NpoayKunu.

Meponpuatue/suna aesaTenbHoOCTH, opraHnsoBaHHoe Y4acTHUKOM 1160 ot
€ro MMeHW C Lie/iblo MPOABUKEHNSA Ha PbIHKE TON UAN MHOWN MapKu
Taba4yHOW NpoAyKLUUKN, OpraHn3aLms KOTOPoro 6bina 6bl HEBO3MOXHOW
6e3 okasaHUA NOAAEPXKKN YHaCTHUKOM MO0 TPETbUMU IULLAMU OT UMEHM
YuactHuka.

No6014 B3HOC CO CTOPOHbI OPraHn3aLnm Uam 4acTHOro LA B NoJb3y
TpeTbeli CTOPOHbI Ha MPOBeAEHNe MepoNpUATUS, MOALEPX)KaHNEe KOMaHAb
NN OCyLLIeCTBIeHNEe KaKo-1nb0 AesTeNbHOCTM C Lie/iblo MPOABUXEHUS Ha
pblHKE TO UM MHOWM MapKu Taba4yHOW NPoAyKLMM, MPU TOM, 4TO 3TO
MeponpuAaTUe COCTOAN0Ch, KOMaHAa CyLLLeCTBOBasa, a AedTe/IbHOCTb
ocyLecTisnach 6bl HE3aBUCMMO OT AAHHOIO B3HOCA.

Mpoun3BeaeHHbIE MPOMBILLIEHHBIM CMOCO60M CUrapeThl, CUrapsbl,
curapunnbl, Tpy60UHbIN Tabak, KypuUTenbHbI Tabak, NPeccoBaHHbIN Tabak,

roTOBbIN A219 NCNOIb30BaHUA B CUTAaPETHbIX Tn/ib3ax.

Nnua, He NnoanajatoLLme Nozj onpeaeneHre «B3POC/IOro YenoBeKas.

DEFINITIONS

The following definitions are provided to assist in the interpretation of these Standards.

Term

Adult

Advertisement

Promotional event

Sponsorship

Tobacco products

Youth

Explanation

A person who is at least 18 years old, except where legal requirements or
voluntary undertakings entered into by the Participants specify a higher
minimum age for the lawful sale, purchase, possession or consumption of
tobacco products, in which case the term “adult” means a person of at
least that minimum age.

Any communication by or on behalf of a Participant to consumers which
has the aim of encouraging them to select one brand of tobacco products
over another.

An event or activity organised by or on behalf of a Participant with the aim
of promoting a brand of tobacco product, which event or activity would
not occur but for the support given to it by or on behalf of the Participant.

Any public or private contribution to a third party in relation to an event,
team or activity made with the aim of promoting a brand of tobacco prod-
uct, which event, team or activity would still exist or occur without such
contribution.

Manufactured cigarettes, cigars, cigarillos, pipe tobacco, fine cut tobacco,
and pre-formed tobacco rolls.

Any person who is not an adult. The term also includes the plural.
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CTAHAAPTDI
no COAEPXXAHUIO PEKJ/IAMbDI

Huxecnepaytolme ctanaapTbl Mo cogepxxaHuio
pek/lamMmbl OTHOCATCA KO BCe KOMMYHUKaTUBHOM
[eATeNIbHOCTU, OCYLLIECTBASEMON YYaCTHUKOM Un
OT ero MMeHu, obpaLLeHHON K NoTpebuTento u
HanpaB/IeHHOWN Ha TO, 4TO6bl NOTpebuTens oTaan
npeanoyTeHve TOM Uin MHOM Mapke curapet. Ha
HeKoTopble BUAbI KOMMYHUKaTUBHOW AeATeIbHOCTH,
CBSi3aHHble CO CMOHCOPCTBOM, PacnpoCTpaHATCA
ocobble TpeboBaHUs, U3N0XEHHbIE Ha CTp. 55-56.

Pexknama He AOJIXKHa:

® 6bITb NpUBIEKaTeIbHON 415 U 06paLlaTbCs Heno-
CpeACTBEHHO K MOJIOAEXM;

® 11CM0/1b30BaTb 06pa3bl 3HAMEHUTOCTEN, NOb3y1o-
LLMXCA NOMYAAPHOCTBIO Y MOJIOAEXM, AN cofep-
XaTb 0406peHne, NPAMOe NAN KOCBEHHOE, CO CTO-
POHbI Taknx 3HaMeHUTOCTel;

® 1cnosib3oBaTb 06pasbl HPUINYECKUX UL, MOSOXKE
WK BbIFNAAALWNX MOoXe 25 neT;

® co3/1aBaTb BreyaT/leHne, YTO KypeHue CnocobCTByeT:
- AOCTMXKEHMIO CMOPTMBHOTO ycnexa,
- pOCTy NONyAAPHOCTY,
- AOCTMXEHWIO NpodeccMoHanbHOro ycnexa,
- AOCTMXKEHMIO CeKCyanbHOro ycnexa;

® co3/aBaTb BrevaTt/ieHne, 4TO 60/bLUNHCTBO Ntojel
ABNAOTCA KYyPUbLLMKAMMU.

Mocne noanucaHma gavHbix CTaHAAPTOB Y4YaCTHUKM

0653yt0TCA CONPOBOX/AaTb BCO BHOBb Ny6/IMKyeMYt0

N pacnpocTpaHseMyto pekiamy, Bkitovas o6HOB-

NEHHYI0 BEPCUIO WM 3aMeHY Yyxe CyLLeCTBYyloLLel

pekiaMbl, 4eTKO PasIMYNMbIM NpeaynpexaeHnem

0 BpeJe KypeHus, 3a UCK/TIoYeHNEM:

® pek/laMHbIX MaTepUanoB, NpeaHasHa4YeHHbIX AN
MecCT Npojaxu, ecin NioLlaab, oTBejeHHas Ans
pekiambl, MeHbLue 250 kBagpaTHbIX CAHTUMETPOB;

® MaTepwuasnos, koTopble AM60 camm no cebe, MM60
npv MX HAMEPEeHHOM MCMO/Ib30BaHNN COBMECTHO
C ApYrMMU peknaMHbIMU MaTepuanamun 3aHMMatoT
naowajb MeHee 25 KkBapaTHbIX CAHTUMETPOB
M pa3mellieHbl B Ka4ecTBe MepYaHAan3nHroBbIX
mMaTepuanos, im

® MaTepuasnoBs, UCMOJIb3yeMbIX BO BpeMS
NpoBefeHNs CMOHCOPCKMUX MePONpPUATUIA UK
CBA3aHHbIX C HUMK, A0 1 aekabps 2006 rosa.

CONTENT STANDARDS

The following Content Standards are intended to
cover all communications by or on behalf of a
Participant to consumers which have the aim of
encouraging them to select one brand of tobacco
products over another. Certain communications
associated with sponsorship activities are subject to
separate requirements set out in pages 55-56.

No advertisement shall:

e be aimed at or particularly appeal to youth;

e feature a celebrity or contain an endorsement,
implied or express, by a celebrity, depict any person
under or appearing to be under 25 years of age;

e suggest that any of the following is enhanced
by smoking:

- sporting or athletic success,
- popularity,
- professional success, or
- sexual success, or
e suggest that most people are smokers.

All new advertisements published or disseminated
after subscription to these Standards, including
renewals and replacements of existing advertise-
ments, shall contain a clearly visible health warning
except those which:

e appear on point of sale material the advertising
display area of which is smaller than 250 square
centimetres,

e are, either individually or in deliberate combina-
tion with other advertisements, smaller than
25 square centimetres and are placed on promo-
tional merchandise, or

e until December 1, 2006 are used at and connected
with sponsored activities.

CTAHAAPTbI UCIMOJIb3OBAHUA
PEK/JIAMHbIX CPEACTB

MeuyaTHble U3gaHNA

PeknamMa B neyaTHbIX M3gaHUAX MOXET pa3MeLLaTbCs

TO/IbKO B TOM C/lyYae, eI UMEeIoTCA OCTaTOYHble

OCHOBaAHWSA Nnojaaratb, 4TO:

® 110 KpaiHen mepe 75% yuntatenen JaHHOTO
n3gaHus — B3pOoC/ible, a Takxke

® KO/INYECTBO MOJIOAEXMN, KOTOpas YnTaeT 3TO
n3aaHue, coctaBnset MmeHee 10% Bcen Mosioaexun
CTpaHbl, B KOTOPOW pacnpoCcTpaHAeTCs AaHHOe
usgaHue.

He ponyckaeTcs pa3mMellieHne pekaaMbl Ha yrnakoBke
AN 06/10XKKe XypHana, raseTbl AN NOJ06HOro
neyaTHOro U3AaHus, NpejHa3Ha4eHHOro ANns
npoyTeHUs noTpebutensmu.

YY4acTHWNKM 06513yt0TCs NpeANnpUHMMAaTL PasyMHble

Mepbl /151 NPeAOTBPaLLEHUs pa3MeLLLeHUs pekaamMbl
B MeyYaTHbIX U3AaHUAX PSAOM C MaTepuanamu, KOTo-
pble MOTyT Bbl3blBaTb OCOObIV MHTEPEC Y MOJIOAEXMN.

Hapyxhan peknama u pexksiaMHble LNTbI

He ponyckaetcs pasmelleHne peknambl Ha

peKkaaMHbIX LLMTax, CTeHax 34aHuiA, OCTaHOBKax Uan

CTaHLMAX 06LLeCTBEHHOro TpaHCcnopTa, KoTopble:

® pacnosioxeHbl B pagmyce 100 MeTpoB OT y4e6HbIX
3aBe/leHni, nocellaeMblx NPENMyLLIECTBEHHO
MOJOAEXbIO, NN

® MpeBbILWAOT 35 KBagpaTHbIX METPOB NO
CyMMapHOMy pa3mepy kak UHAMBUAYabHO, Tak
W B HAMEPEHHOM COYeTaHuUn C Apyroi NoAo6HOM
pekiamon.

Kuno

PacnpoctpaHeHne peknambl B KWHO pa3pellaeTcs
TO/IbKO B TOM Cly4ae, eI ecTb A0CTaTO4YHO
OCHOBaHWI nosaraTb, Y4TO NO KpaliHeln mepe 75%
ayauTopun — B3pocnble.

TenesnpeHve n pagno

He ponyckaeTtca pacnpocTpaHeHne pekaambl Ha

TeNeBUAEHUM U PaAMNO, 3a UCK/IIOHEHMEM C/lyYaeB

1 NpW YCI0BUMK, HTO:

® OCTYN K KaHany Wiu nporpamMMme, rae
pa3mMellaeTcs peknama, NpeaocTaBaseTcs TeM

MEDIA USAGE STANDARDS

Print

No advertisement shall be placed in any printed

publication unless there is a reasonable basis upon

which to believe that:

e at least 75% of the readers of such publication are
adults, and

e the number of youth who read it constitute less
than 10% of all youth in the country of circulation.

No advertisement shall be placed on the packaging
or outside cover of a magazine, newspaper or simi-
lar printed publication intended to be read by con-
sumers.

Reasonable measures shall be taken to ensure that
no advertisement is placed in printed publications
adjacent to material that particularly appeals to
youth.

Outdoor and Billboard

No advertisements shall be placed on any billboard,

wall mural or transport stop or station which:

e is located closer than 100 metres from any point of
the perimeter of a school attended predominantly
by youth, or

e either individually, or in deliberate combination
with other such advertisements, exceeds
35 square metres in total size.

Cinema

No advertisement shall be displayed in a cinema
unless there is a reasonable basis upon which to
believe that at least 75% of the audience are adults.

Television or Radio

No advertisement shall be placed on television or

radio unless and until:

e each person seeking access to the channel or pro-
gramme on which such advertisement is placed
provides verification that he or she is an adult, and

e the broadcast is restricted to countries where such
advertisements are not prohibited by law.
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JMLaMm, KOTopble MOTYT MOATBEPAUTL, YTO OHU
SABNISOTCS B3POC/IbIMU.

® Tesne- U paguoBeLLaHe OrPaHUYeHO TOJIbKO TEMU
CcTpaHaMmu, rae noao6Has pekiaMa He 3anpeLyeHa
3aKOHOM.

UntepHer

He nonyckaetcs pacnpoctpaHeHue pekiamsl

B MIHTepHeTe, 3a nckIl0YeHneM ciiy4aes v nNpu

yCn0BUM, YTO:

® [0CTyn Kk Be6-caliTy, rae pasmelLaeTca pekiama,
npeAoCTaBaseTCs TONbKO TEM NLaM, KOTopble
MOryT NOATBEPANTb, HTO OHU ABAAIOTCA B3POC/IbIMU;

® [10CTyN K Be6-CaiTy orpaHUYeH TobKo TeMu CTpa-
Hamu, rae Takas pekaama He 3anpelleHa 3aKOHOM.

Bupeo-, ayano- n KOMNbIOTEPHaA NPOAYKLNA
He ponyckaeTtcs pacnpocTpaHeHue pekaambl Ha
BMAEO- U ayAnoKacceTax, KOMNakT-gnckax,

U1 poBbIX BUAeOAMCKax N NOACOHbIX MHpopMaLn-
OHHbIX HOCUTENSX, 38 UCK/TIDYEHNEM TeX CIyHaeB,
Korza NPUHATbI pasyMHble Mepbl 415 TOro, 4TOObI
A0CTyn 6bl1 OrpaHNYeH TONbKO B3POC/ION
ayanTopuen.

Bo n3bexaHune pasHoYTEHWNI, YHaCTHUKM MOTYT
pacnpocTpaHsaTb BUAEO- U ayAnoKacceTbl, KOMMaKT-
AVCKUY, UM pPOBble BUAEOANCKM U NOA06HbIE
MHOPMaLMOHHbIE HOCUTENN TOBLKO NPU YCI0BUM,
4TO MX coaepxKaHue, 06/10XKa, ynakoska n cnocob
pacnpocTpaHeHus He NpoTUBOpeYaT AaHHbIM
CraHpapTaMm.

PasmeweHve npoaykuum

He ponyckaetcs HanpaMyto unm Yepes TpeTbux L,

onnaymBath pasmelleHne TabayHoN NpoayKLMY,

peknamMbl Taba4HOM NPOAYKLMM, a Takxke

MaTepuanos C Ha3BaHWeM TOProBbIX MapoK

Taba4yHoW NpoAyKLUKN B COAepPXKaHUN:

® KUHOPWNBMOB,

® Te/IeBU3MOHHbIX MPOrpaMm,

® TeaTpasibHbIX MOCTAHOBOK U TeaTpaan3oBaHHbIX
npeacraBaeHUn,

® KOHLIEPTOB 1 KOHLIEPTHbIX 3anuncen,

® KOMMepYecknx 1AbMOB U BUAEO,

® BUAEOUrP

® AN Apyrov NoAo6HON NPoAyKUUK,
npeAHasHa4YeHHOWM ANS LUMPOKOW ayaNTOpUN.

Internet:

No advertisement shall be placed on the Internet

unless and until:

e each person seeking access to the Internet site on
which such advertisement is placed provides veri-
fication that he or she is an adult, and

® access is restricted to those countries where such
advertisements are not prohibited by law.

Video, Audio and Computer

No electronic advertisement shall be incorporated
within any video or audio cassette, compact disk,
digital video disk or similar medium unless reason-
able measures have been taken to ensure that the
intended recipients of the item are adults.

For the avoidance of doubt, Participants may distri-
bute video or audio cassettes, compact disks, digital
video disks and similar media provided that the con-
tents, cover, packaging and means of distribution
comply with these Standards.

Product Placement

There shall be no direct or indirect payment or con-

tribution for the placement of tobacco products,

advertisements or items bearing tobacco brand

names, within the body of any:

e motion picture,

e television programme,

e theatrical production or other live performance,

e live or recorded performance of music,

e commercial film or video,

e video game, or

e any similar medium

e where such medium is intended for the general
public.

CTAHZAAPTbI B OTHOLUEHUU
CTUMYJIMPOBAHUA CBbITA U MPOBEAEHUSA
MEPOMNMPUATUNA

Bce BuAabI AesTenbHOCTU U MHDOpMaLus,

CBSI3aHHblE C:

® NPeAJ/IOKEHUSAMU C LieJbI0 CTUMY/IMPOBaHUS
cbbiTa;

® MePONPUATUAMU C Le/IbI0 CTUMYJIMPOBaHUS
cbbiTa;

® V3AennAMHU ANs CTUMY/IMPOBaHWs CObITa

® 1an 6ecnnaTtHbIM pacnpocTpaHeHeM 06pa3LoB
(camnavHrom)

AO/MKHBI cOOTBETCTBOBaTh CTaHAapTaM no

coAepXaHuio pekiambl.

MpeanoxeHns c uenbio CTMMY/IMPOBaHNA cObITa
MpeanoxeHns U NporpamMmsl C LieJ1bio
CTUMYIMPOBaHNA CObITa ONpe/eeHHbIX TOProBbIX
MapoK, KOTOPbI€ YKa3bIBalOTCA Ha yNakoBke,
pa3meLLatoTcs B MecTax PO3HUYHOW TOProB/u,
pacnpoCcTpaHsoTCA Mo NoYTe WK C MOMOLLbIO
APYTVX CPEACTB CBSA3M, AO/DKHBI HAaNpPaBasTbCs
TOJIBKO B3POU/IbIM JIIOASM U, €N UHOE He
npeaycMOTPEHO 3aKOHOAATEIbCTBOM, TOJIbKO

Ky pALLNUM.

Heobxoanmo npeanpuHuMaTth pasymHble Mepbl A8
obecneyeHus Toro, 4To6bl MonoAeXb U (eC/IN UHOE
He NpeAyCcMOTPEHO 3aKOHOAATeIbCTBOM)
HekypsLMe He 6blIn BKIOYEHbI B CMUCKU NPSAMON
paccbiikn. K yqactuio B nporpaMmmax npeasioxeHnin
no CTMMyAMpoBaHuio cObiTa NpeacTaBUTeNN
LMPOKNX CJI0EB HAaceneHus A0/IKHbI NpUBAeKaTbCs
TO/IbKO NPW YC/I0BUWN NOATBEPXAEHUS MU CBOETO
BO3pacta un (ecin MHoe He NpPeayCcMOTPEHO
3aKOHOAAaTe/IbCTBOM) TOFO, YTO OHU SBASIOTCS

Ky pUAbLUMKaMK.

B Tex cnyvasx, korga npeanoxeHue, HarnpasaeHHoe
Ha CTUMy/AnpoBaHue cbbiTa, AonyckaeT
COMpPOBOX/EHMNE B3POCI0ro KypALLEero y4acTHuKa
APYTMMUW IMLLAMUN Ha MEPOMNPUATUN UAN aKL K,
NPOBOANMbBIMUN TPETbEN CTOPOHOM, 3TU INLA TaKxXe
[O/IKHBI 6bITb B3POC/IbIMU.

PROMOTION AND EVENT STANDARDS

All activities and communications concerned with:
e promotional offers,

e promotional events,

e promotional items, or

e sampling,

shall comply with the Content Standards.

Promotional Offers

Promotional offers and programs for specific brands
which appear on the package, at the point of retail
sale, by mail or through other communications shall
be directed only to adults and, unless prohibited by
law, only to smokers.

Reasonable measures shall be taken to ensure that
youth and (unless prohibited by law) non-smokers
are excluded from direct mailing lists.

Participation in promotional offers by the general
public will be conditional upon evidence of age eli-
gibility and (unless prohibited by law) confirmation
of smoker status.

Where promotional offers permit an adult smoker to
be accompanied by other persons at a third party
event or in an activity, such other persons shall be
adults.
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Meponpuatusa, nposoauMble C LLe1bio
CTUMyNUpPOBaHUA cObiTa

Kaxapli1 Y4acTHUK gonkeH obecneyntb Takue ycio-
BUS NPOBEAEHUS MEPONPUATUIA C Lie/Iblo CTUMYTU-
poBaHus cObiTa, MPU KOTOPbIX Ha AaHHblE MePONpPU-
ATUS AOMYCKAKOTCA TONbKO B3POC/ble 0N,

Uspenusa ana cTUMYAIMpPoOBaHUA cObiTa

Hukakas peknama He o/KHa pasMeLlaTbcs Ha:

® 13eNusix, KOTopble NPeJiaraloTcs rnaBHbIM
06pa3omM MOJIOAEXMN WAV NpeaHasHayeHbl 415
MCNo/Ib30BaHUS I1aBHbIM 06Pa3oM MOJIOAEXbIO;

® nakeTax A1 MoKynok.

Hukakas peknama pa3mepoM 6onee 25 kBagpaTHbIX
CaHTUMETPOB Kak MHAWBUIYabHO, Tak U B
3aBeJOMOM COYETaHUWN C APYroi peknamon, He
[0/KHa pasMeLLaTbcsa Ha Kakux 6bl TO HU 6bI10
nspenusax (3a UCKI0YeHNeEM U3genun,
HernocpeACTBEHHO CBA3aHHbIX C KYpeHneM),
noanexalinx Npojaxe v pacnpocTpaHeHUIO cpean
LLUIMPOKNX CI0EB HaceeHUs UK Npejaaraemblx UM
WHbIM CNOCOBOM.

o601t npeameT oaexabl, NpeanaraeMblin ns
npoAaxwu Uan pacnpocTpaHeHns Y4acTHUKOM Uan
TPeTbe CTOPOHOW OT ero UMeHU, JO/MKEH
npeasiaratbCs TOJIbKO B pa3Mepax A1 B3POC/blX.

becnnatHoe pacnpocTpaHeHue

o6pa3LoB (COMIMJIMHT)

Heob6xoanMo BCceMU pa3yMHbIMU Mepamu

obecneynTb, YTOObI:

® 06pa3ubl TabayHbIX U34eNNI He npeafarainco
MOJIOAEXMN WIN HEKYPALLUM;

® 06pa3ubl Npeanaraancb ToJNbKO Ha
N30/IMPOBaHHbIX NaOLLaAKax, AOCTYN Ha KOTopble
OTKPBIT TOJIbKO AJ1 B3POC/bIX;

® Inua, NPAMO UAN KOCBEHHO NpUB/eKaeMble
YyacTHMKamMu gas pacnpocTpaHeHus obpasuos
TabayHbIX N34 AN AN5 NPOBeAeHUS
MepOnpUATUIA C LeNblo CTUMYIMPOBaHNSA CObITa:

- 66111 B BO3pacTe He mosioxe 21 roga n

- NpoBepsAAM BO3PacT, a Takxe (ec/n nHoe He

npeaycMOTPEHO 3aKOHOAATeIbCTBOM) SBNSAOTCSA N

KypuW/bLUMKaMM MLa, KOTOPbIM NpeajiaratoTcs

06pasubl 1 419 KOTOPbIX NPOBOAATCS MEPONPUATUSA

C Le/Iblo CTUMY/INPOBaHWA CObITa;

Promotional Events
Each Participant shall ensure that only adults are
allowed access to promotional events.

Promotional Items

No advertisements shall be placed on:

e items where those particular items are marketed
to, or intended to be used predominantly by
youth, or

e shopping bags.

No advertisement larger than 25 square centimetres
- either on its own or in deliberate combination
with other advertisements - shall be placed on any
items (other than on items with a smoking-related
function) which are to be sold, distributed or
offered to the general public.

Any item of clothing which is offered for sale or dis-
tribution by or on behalf of a Participant shall only
be offered in adult sizes.

Sampling

Reasonable measures shall be taken to ensure that:

e sample tobacco products are not offered to youth
or to non-smokers,

e samples are only offered in a segregated area
access to which is restricted to adults,

e personnel employed directly or indirectly by
Participants to offer sample tobacco products or
to conduct promotional activities:

- are at least 21 years of age, and

- verify the age and (unless prohibited by law)
smoker status of those to whom the samples and
promotions are offered, and

e unsolicited tobacco product samples are not dis-
tributed, either directly or through a third party,
by mail.

® 06pa3ubl TabayHbIX U34eNNIA, He 3aKa3aHHble
notpebuTenem, He pacnpOCTPaHSINCH NO NOYTE,
6yAb TO MPSMO UM Yepes TPETbUX NTNL, MO
MHUUMaTMBE Y4acTHUKa.

CTAHAAPTbI CMOHCOPCKOMN AEATE/IbHOCTU

CnoHcopckue MmeponpuaTun

He ponyckaeTcs cnoHcopcTBo:

® MEpPONpPUATUIA N akLM NOA Ha3BaHNEM MapKu
Taba4yHoOW NPoAyKLUKN, eC/IN HET pasyMHbIX
OCHOBaHWI nosaratb, 4TO BCe LA,
COpeBHYyIOLLMECH WK UHBIM 06pa3om
NpYHMMaloLLMe akTUBHOE y4acTue B CMOHCOPCKMUX
MepPONpPUATUAX UK aKLUAX, ABASIOTCA
B3pOC/bIMU;

® KOMaH/ Waun 1L, Noj Ha3BaHMeM Mapku TabadHol
NpoAyKunn, ecn He BCe AnLa, ABasoLwmnecs
06bEKTOM CMOHCOPCKOW NoAAEPXKN YHaCTHUKOB,
ABNIAOTCA B3POC/IbIMU.

C 1 pekabps 2006 r. He fonyckaeTcs CMOHCOPCTBO

No6bIX MEPONPUATUIA, ecn:

® HeT JOCTaTO4HbIX OCHOBaHWUI NonaraTb, 4TO Kak
MUHUMYM 75% 3puTeneir, NpuCyTCTBYIOLLNX Ha
CMOHCOPCKOM MEpPONPUATUMN UK aKLMK, ABNSIOTCA
B3pOC/bIMU;

® HeT JOCTaTO4YHbIX OCHOBaHWUI NonaraTb, 4TO
CMOHCOPCKOe MeponpusaTMe UK akumsa He 6yayT
0Cc060 NpuBJIeKaTeIbHbIMU 4151 MOIOAEXM;

® Y4acTHUK Npeanonaraer, YTO OCBelleHne
CMOHCOPCKOrO MEPONPUATAS UK aKLMN MOXET
BbIITW 3@ paMKN HOBOCTHOTO COOOLLLEHNS B Tesle-
unu paguonepegaye uim B utepHete, ecin
Takoe OCBelleHNe He COOTBETCTBYET HaCTOALLUM
CranpgapTtam;

® ycrexu B OCHOBHOI 06/1aCTn JeAaTeNbHOCTH,
CBSI3aHHOW CO CNOHCOPCTBOM, TpebytoT 0cobo
m3myeckor NoAroToBKN OT KOro-1mbo u3
COOTBETCTBYIOLLEN BO3PACTHOWM rpynnbl ny,
NPVHMMAaIOLLNX y4acTue B CNOHCUPYEMOM
MeponpuATUN.

SPONSORSHIP STANDARDS

Sponsored Events

No sponsorship shall be provided for:

® an event or activity which bears a tobacco product
brand name, unless there is a reasonable basis
upon which to believe that all persons who com-
pete, or who otherwise take an active part, in the
sponsored events or activities are adults, or

e a team or an individual which bears a tobacco
product brand name, unless all persons sponsored
by Participants are adults.

As from December 1, 2006, no sponsorship shall be

provided unless:

e there is a reasonable basis upon which to believe
that attendance at the sponsored event or activity
will comprise no less than 75% adults, and

e there is a reasonable basis upon which to believe
that the sponsored event or activity will not be of
particular appeal to youth, and

e the Participant does not anticipate that the spon-
sored event or activity will receive exposure, other
than as a news item, on television or radio or the
Internet, unless such exposure complies with
these Standards, and

e success in the principal activity associated with
the sponsorship does not require above-average
physical fitness for someone of the age group
of those taking part.

SAYVANVLS DNILIIYVIN

S15NA0™Yd ODDVIOL TVNOILYNYILNI ‘11 XIANIddVY

55

WNUATEN XIGHRVYIVL VIHULINIVIN

19LdVITHVLD JIGHTOdVHATKIN "Il INHIXKOL UL




MPUNOXEHWUE 1l. MEXXAYHAPOAHbBIE CTAHAAPTbI

MAPKETUHTA TABAYHbIX U3AENNN

APPENDIX II. INTERNATIONAL TOBACCO PRODUCTS

MARKETING STANDARDS

56

Pa3melieHue peksaMbl BO BpeMs NpoBeAeHUs
CNOHCOPCKUX MEPONPUATUMA

Bce nnua, KOTOpbIM paspeLlleHo HOCUTb NpeAMETbI
W ofexay C peklaMoid, 1oroTunamMm uiam
Ha3BaHMSMUW Mapok Taba4yHOl NPOAYyKLUM BO Bpems
npoBeAeHUst CIOHCOPCKUX MEPOMPUATUI UK
aKLWiA, JOMKHBI 6bITb B3POC/IbIMU.

Bce BMAbl peknamMbl, CBA3aHHOWM CO CMOHCOPCTBOM

WIKn ABASIOLLEeNCA AONOTHEHNEM K HEMY, AO/KHbI

COOTBETCTBOBATb TPe6OBaHUAM, NPeayCMOTPEHHbIM

HacToawmmm CraHgapTtamu. lNepeyncieHHble HMxe

No/I0XeHNs He 6yayT BK/IOYeHbl B HacTosLLMe

Cranpaptbl BnAoTb Ao 1 agekabpsa 2006 r.:

® yKasaHue JIOroTUMNoB B MecTax NpoBeAeHUs
CMOHCOPCKMX MEPONPUATUIA;

® 3nM3oMyeckas TpaHIALMSA CNOHCOPCKMX
MepOonpuATUA No TeNeBUAEHUIO U Pajuo;

® HaHeceHWe TeM WM UHbIM CMOCO60M TOBapPHbIX
3HaKOB WM NOTOTUNOB Ha bU3Myeckme mua,
y4acTByloLLMe B CMOHCOPCKUX MEPONPUATUSAX, NN
Ha o6opyaoBaHMe, NCMO/Ib3yeMoe BO BPeMs UX
nposefeHus.

CTAHAAPTDbI K YIIAKOBKE, PEAJIU3ALIUN
n ANCTPUBYLUN

He ponyckaetcsa peanunsauus n anctpmbyuus
curapert cpeam notpebuTtesei B nadkax,
copepxalmnx meHee 10 WITyk curaper.

He ponyckaetcs peanusauus n anctpmubyuus cpeam
notpebuTenei KypuTesbHOro Tabaka B ynakoske
Becom meHee 10 rpamMmoB.

He ponyckaeTcs pa3MelleHne MaTepranos s
NOALEP>XKKM U MHAs CTUMYALMS NOLWTYYHOM
NpoAaxu curaper.

Ha Bce nayku curapet u Ha Bce pabpuryHble
ynakoBKM Apyrux BUAOB Taba4yHOW NpoAyKLUn
AO/DKHO 6bITb HAHECEHO HETKO pas/inymMmoe
npeaynpexaeHune o Bpese KypeHus.

Sponsorship Advertising

All individuals authorised to bear tobacco product
advertisements, logos or brand names at sponsored
events or activities shall be adults.

All forms of advertising associated with or ancillary
to sponsorship shall comply with the provisions of
these Standards. The following are excluded from
these Standards until December 1, 2006:
® on-site signage at sponsored events,
e incidental television and radio broadcasts of spon-
sored events,
e applications of trade marks or logos to people
or equipment participating in sponsored events.

PACKAGING, SALES AND DISTRIBUTION
STANDARDS

Cigarettes shall not be sold or distributed to con-

sumers in packages containing fewer than ten sticks.

Fine cut tobacco shall not be sold or distributed to
consumers in pouches smaller than 10 grams.

No incentive or materials shall be provided to sup-
port the sale of cigarettes in single sticks.

All cigarette packs and all primary packaging for
other tobacco products shall carry a clearly visible
health warning.

All cartons and bundles offered for sale duty-free
shall carry a clearly visible health warning.

Reasonable measures shall be taken to prevent
youth having access to cigarettes in vending
machines.

Ha Bce 610kv U yNnakoBKW, NpegHa3HayYeHHble A1
NpPoAaxu B CETU MarasuHoB 6eCrnoLw/IMHHOW TOProB-
2N, AOIXHO BbITb HAHECEHO YETKO pas3/IninmMoe npe-
AynpexaeHune o Bpese KypeHust.

Heo6x0AMMO NPUHATL pa3yMHble Mepbl, HarnpasJieH-
Hble Ha NpefoTBPaLLeHV e AOCTyNa MOTOAEXM K
MoKyrnKe curapet 4epes TOProsble aBToMaThl.

NMPEAOTBPALLEHUE AO0CTYNA MOJIOAEXNA
K CUTAPETAM U MUHUMAJIbHbBIE
BO3PACTHbIE OTPAHUYEHUA

AocTtyn monoaexu

YYacTHUKM JO/XKHBI BECTV NOCTOSIHHYIO paboTy

B COTPYAHMYECTBe C OpraHamMu rocyapcTBeHHOM
BJ1aCTW, MapTHepamMn 1 ApyrMmMum 3amHTepeco-
BaHHbIMW CTOPOHaMW, HarnpaBAeHHY0 Ha
npeaoTBpalleHne JOCTyna MoaoAexmu k TabayHom
npoaykunn. Kpome T0ro, Y4aCTHMKKN AOKHbBI
obecneynTb 3 HeKTUBHOCTb Mep MO NpeaoTBpaLLe-
HWIO AOCTyNa MOI0AEXN K Taba4yHOWN NpoayKLMN.

MuHuManbHble BO3pacTHble OrpaHNYeHuUn
YYacTHUKM TBEPAO HamepeHbl 06ecneynTb BBeAeHMe
B CWJIy U cobtoeHMe Ha NpakTUKe MUHUMaNbHbIX
BO3PaCTHbIX OFPaHUY€HNN B OTHOLLEHNM 3aKOHHOMN
nNpoAaxu AN NOoKynku Taba4yHon NPoAyKLMMN BO
BCex CTpaHax, rie OCyLLecTBSeTCa peaansaLnsa ux
TabayHOM NPOAYKLUMN. YHaCTHUKN NOAAEPXKMUBALOT
Mepbl, OCyLLeCTB/SIeMble COOTBETCTBYOLLMMMU
opraHamu BnacTu, Npoussoautensimu TabaqHomn
npoAyKLUn, ANCTpnbbloTOpamMmn 1 NpojasLaMu
pO3HUYHOW TOproeau, obecneynsaroLme

3 pekTMBHOE COBNtOAEHNE TAKNX OFPaHUYEHWNIA.

Hacmosiwue CmaHAapmel nodnucaHsl
8 ceHmsibpe 2001 2000 KOMNAHUSIMU:
«bpumuw AmepukaH To6akko»,
«/rcanan Tobakko IHMepHIWH»,
«@Punun Moppuc lhmepH3WH»

YOUTH ACCESS AND MINIMUM
AGE RESTRICTIONS

Youth Access

The Participants shall make sustained efforts, in
co-operation with governments and other regulatory
agencies, customers and others to prevent youth
having access to tobacco products. They shall also
seek ways in which to reinforce and give effect to
measures that will prevent youth having access to
tobacco products.

Minimum Age Restrictions

The Participants are committed to the enactment
and enforcement of minimum age restrictions for the
lawful sale or purchase of tobacco products in every
country in which their tobacco products are sold.
The Participants support efforts by appropriate
authorities, manufacturers of tobacco products, dis-
tributors and retailers to ensure the effective enforce-
ment of such restrictions.

Signed in September 2001 by:
British American Tobacco,
Philip Morris International,
Japan Tobacco International
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Awnanor

BcTpeun coTpyAHNKOB KOMMAHUU U CTENKXO/ILEPOB,
Ha KOTOPbIX NOC/IeHNE BbICKa3blBalOT CBOU
noxenaHus No yny4lleHuto AeaTeIbHOCTH
KOMMNaHuK B coumnanbHon cepe.

MNHdopmmposaHue notpebutenei
MpeaocraBneHve 3Ha4MMon MHpOpPMaLUmM o
TabayHbIX N34eINAX U KYPEeHUM, KOTopas noMoraet
B3pOC/IbIM NOTPE6UTENAM Ae/laTb OCO3HAHHbIN
BbIGOP.

MexayHapoaHble CTaHAaPTbl MapkeTUHra TabayHblx
nagenumn

Moapo6Hoe onvcaHne NPUHLMUMOB OCyLLIECTBEHNS
MapKeTUHIOBOW AeATe/IbHOCTU B YacTu
NCMNoJIb30BaHUA NeYaTHOWN pekaaMHON NPoAyKLMK,
Hapy>XHOW peknambl, 3/1eKTPOHHbIX CPeACTB B
pekiaMHbIX Liensx, ynakoBku, a Takxe NpoBeaeHns
peKIaMHbIX 1 CMOHCOPCKNX MEPONPUATUI. bblin
noanuncaHbl kKoMnaHuen «bputnn Amepukax
Tobakko» 1 pAAOM APYTUX MeXAYHapPOAHbIX
KomnaHui B ceHTs6pe 2001 roaa.

Mogepatop

He3aBuncnmoe cdusmnyeckoe nan opmanyeckoe
N0, OKasblBalolliee COAeNCTBME B OpraHu3aLmm

1 nposeAeHun ananora. Beictynaet B ponu
nocpegHuka Mexay KoOMnaHuen n cTenkxongepamm.

O6uwecrBeHHbI CoBeT No npobieme
NoApPOCTKOBOrO KypeHus

HedopmanbHoe 06beagnHeHMe, YneHbl KOTOPOro

B pamMkax cBoel NpodeccnoHaNbHON AesTeNbHOCTH
N B CUY CBOUX AO/DKHOCTHBIX 06A3aHHOCTEN UMetoT
BO3MOXHOCTb CMOCOBCTBOBATb CHUXEHWIO YPOBHS
noApOCTKOBOro KypeHus B Poccnn. Opranmnsauns
o6pa3oBaHa B mae 2000 roga. B 4ncno ocHoBatenem
BX0AAT: N3paTtenbckunini AOM «340pOBbe»,
HauunonanbHas Toprosasa Accoumaums, Coto3
XypHanucros, Peknamubii Coset Poccum, psag
KOMMNaHW TabayHoOM MHAYCTPUN.

Appendix 111
Terms and Definitions

AA1000 Standard

An international accountability standard set by the
Institute of Social and Ethical Accountability
(www.accountability.org.uk) - an international
organisation contributing towards the development
of corporate business and the training of professio-
nals in the area of social and ethical accountability
and reporting.

Consumer Information
Providing meaningful information about cigarettes
and smoking to help adults make informed choices.

Dialogue

Discussion between representatives of the company
and its stakeholders, where the latter express their
views on how the company can improve its per-
formance in social sphere.

International Tobacco Products Marketing
Standards (ITPMS)

Detailed guidance on all aspects of tobacco market-
ing, from print, billboards and electronic media to
promotional events, packaging and sponsorship.
ITPMS were signed by British American Tobacco and
a number of other major tobacco companies in
September 2001.

Moderator

An independent individual or company engaged to
facilitate a dialogue for an organisation and its
stakeholders. Acts as a mediator between the
involved parties.

Pa3ymHoe perynnposaHue Taba4Hol oTpaciu
HopmaTtunBHble akTbl N0 rocyjapCTBEHHOMY
KOHTPOJ1t0 NPOM3BOACTBA, MapKeTUHIa 1
notpe6aeHns TabayHbIX U3eNNA, OCHOBaHHbIE
Ha B3BeLLEeHHOM NoAxo/je KO BCeM acnektaM
AeaTeNbHOCTM Taba4yHOWM MHAYCTPUM U Ha
npoAyMaHHOM aHa/iM3e BCeEX BO3MOXHbIX
noc/IeACTBUI NPUHUMAEMbIX PELLEHUA.

CounanbHas aeaTe/lbHOCTb KOMMaHUK
HekoMMepyeckas fesTenbHOCTb KOMMaHUW,

B 4aCTHOCTM, B 061aCTN 61aroTBOPUTENbHOCTH,
noafepXKkn KynbTypbl U 06pa3oBaHUs, OXpaHbl
OKpYy>KaloLLen cpeapl.

Crangapt AA1000

MexayHapoaHbIli CTaHAapPT CoLUanbHOM
OTYETHOCTU, pa3paboTaHHbIi NHCTUTYTOM No
npo6semMam couManbHO-3TUYECKOW
oTtBeTcTBeHHOCTU (Institute of Social and Ethical
Accountability - www.accountability.org.uk) -
MexXAyHapOAHOWM opraHu3aLmein, cnocobCTaytoLLei
pa3BUTUIO KOpNopaTUBHOrO 613Heca U NOAroToBke
npodeccnoHanbHbIx KagpoB B 061aCTu coLManbHO-
3TMYeCKOI OTBETCTBEHHOCTU M OTHETHOCTMU.

Crerikxongepbl

dursmyeckune n lOpUANYeECcKMe anLa, KOTopble
OKas3blBaloT B/IMSIHWE Ha TO, Kak KOMMaHus
OCYLLIECTB/ISIET CBOIO AeATeNIbHOCTb, IM6O Ha
KOTOpble BANSET AeATe/IbHOCTb KOMMNaHWW.

Public Council on the Problem of Underage Smoking
An informal association, whose members, within the
framework of their professional occupation, have
the opportunity to contribute towards the reduction
of underage smoking in Russia. The Council was
formed in May 2000. Its founders include: Zdorovye
publishing house, National Trade Association, Union
of Journalists, Russian Advertising Council, as well as
a number of tobacco companies.

Sensible Regulation

Regulatory acts to control manufacturing, marketing
and consumption of cigarettes by the government
that are based on the balanced approach to all
aspects of tobacco industry activity and thorough
analysis of possible consequences of those acts.

Social Performance

Non-financial performance of a company, particular-
ly in the areas of charity, support of culture, educa-
tion and environment.

Stakeholder

Person/organisation that either has an impact on
the way the company does business or is impact-
ed/affected by the way the company conducts its
business.
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KOHTAKTHAfl UH®OPMALIUA

Bbl nosHakoMuamncs ¢ nepsbim CoumanbHbIM
oT4yeToM «bpuTnw AmepukaH Tobakko Poccus».

B panbHenweM KOMNaHWA HaMepeHa Ha
MOCTOAHHOW OCHOBE NPUAEPXKNBATLCA MPAKTUKN
nyéankaumMm nogo6HbIX OTHETOB, YTOObI
NHpopMMpoBaTb 06LLECTBEHHOCTb O CBOEW
[eaTe/lbHOCTU B coumanbHol cepe. «bAT Poccusi»
CTPEMUTCA pacLLNpPATb KPYT CTEKXOAepOB,
npvBaeKaeMblx K Ananory, ¢ Tem 4Tobbl Hanbonee
MOJIHO 1 aZieKBaTHO BbIABAATb HanpaB/ieHuns
[ledaTeNIbHOCTU, KOTOpble, MO MHEHUIO 06LLIeCTBa,
TpebytoT 0cO60ro BHMUMaHMUSA CO CTOPOHbI KOMMaHUK.
«bputnw Amepukan Tobakko Poccus» rotosa
BHMMaTe/IbHO BbIC/yLLaTb U NPUHATL K CBeAeHUI0
Ballle MHeHWe Kak 0 nporpaMmMe coumanbHOM
OTYETHOCTU B LIeJIOM, Tak U O TeMax, KOTopble
cneposano 6bl pacCMOTPETL B pamMKax 3TOro
npoekta B 6yayLiem.

Ecan BbI XOTWUTE NOAYYUTb AONONHUTE/IbHBIE KOMUM
CoumanbHoro ot4yeta «bAT Poccus», 3aaatb
BOMPOCHI AW cienaTb CBOM COOCTBEHHbIE
KOMMeHTapuun o NporpamMmme coLunanbHOM
OTYETHOCTU, NoXanyicTa, obpaLlanTecb No agpecy:

«bpumuw Amepukar Tobakko Poccusi»
125040 Mockea, Poccus

3-a ynuya fAmckozo noas, 9

Tenecpon: +7 (095) 974-0555

dbakc:  +7(095) 745-8039

E-mail: info@batrussia.ru

Bonee noapobHyto MHopMaLmIo O fedaTeslbHOCTH
«bputnw AmepukaH Tobakko Poccusi» Bbl MOxeTe
HalTW Ha KOpnopaTMBHOM Be6-caliTe KOMMaHUN:
www.batrussia.ru.

CONTACT INFORMATION

You have read the first Social Report of British
American Tobacco Russia. In future, BAT Russia
plans to release such reports on a regular basis to
inform society about its performance. BAT Russia
would like to enlarge the circle of dialogue partici-
pants in order to clarify what areas of its activity
require the most attention, as perceived by the soci-
ety. The company welcomes further discussions,
which will help improve the quality of its existing
programmes and define new directions for social
reporting activities.

If you would like to receive extra copies of the Social
Report, ask questions or make comments regarding
the social reporting programme please contact:

British American Tobacco Russia
9, 3rd Yamskogo Polya Str.,
125040, Moscow, Russia
Telephone: +7 (095) 974-0555
Fax: +7 (095) 745-8039

Email: info@batrussia.ru

To find out more about British American Tobacco
Russia please visit the company’s web-site:
www.batrussia.ru.
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