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äÓÏÔ‡ÌËfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl»

Á‡‚Â¯ËÎ‡ ÔÓıÓ‰Ë‚¯ËÈ ‚ 2002–2003 „Ó‰‡ı

‚ÚÓÓÈ ˆËÍÎ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË. äÓÏÔ‡ÌËfl

Ó‰ÌÓÈ ËÁ ÔÂ‚˚ı ‚ êÓÒÒËË Ì‡˜‡Î‡ ‰Ë‡ÎÓ„

Ò Ó·˘ÂÒÚ‚ÓÏ ‚ ÙÓÏÂ Â„ÛÎflÌ˚ı ‚ÒÚÂ˜

ÛÍÓ‚Ó‰ÒÚ‚‡ ÍÓÏÔ‡ÌËË Ë ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘Â-

ÒÚ‚ÂÌÌÓÒÚË, ÚÓ ÂÒÚ¸ ÙËÁË˜ÂÒÍËı Ë ˛Ë‰Ë˜ÂÒÍËı

ÎËˆ, ÍÓÚÓ˚Â ÎË·Ó ‚ÎËfl˛Ú Ì‡ ÚÓ, Í‡Í ÍÓÏÔ‡ÌËfl

ÓÒÛ˘ÂÒÚ‚ÎflÂÚ Ò‚Ó˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸, ÎË·Ó

ËÒÔ˚Ú˚‚‡˛Ú ÂÂ ‚ÎËflÌËÂ. ñÂÎ¸ ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË – ÔÓÏÓ˜¸ ÍÓÏÔ‡ÌËË

ÎÛ˜¯Â ÔÂ‰ÒÚ‡‚ËÚ¸, Í‡ÍËÂ ‡ÒÔÂÍÚ˚ ÂÂ

‰ÂflÚÂÎ¸ÌÓÒÚË ‚ÓÎÌÛ˛Ú ‡ÁÎË˜Ì˚Â „ÛÔÔ˚

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ‡ Ú‡ÍÊÂ

ÒÙÓÏÛÎËÓ‚‡Ú¸ Ë ÓÒÛ˘ÂÒÚ‚ËÚ¸ Ô‡ÍÚË˜ÂÒÍËÂ

‰ÂÈÒÚ‚Ëfl ‚ ÓÚ‚ÂÚ Ì‡ ‚˚ÒÍ‡Á‡ÌÌ˚Â Ó·˘ÂÒÚ‚ÂÌÌ˚Â

ÓÊË‰‡ÌËfl.

«ÅÄí êÓÒÒËfl» ‚Â‰ÂÚ ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË ÒÓ ëÚ‡Ì‰‡ÚÓÏ ÄÄ1000,

‡Á‡·ÓÚ‡ÌÌ˚Ï ÏÂÊ‰ÛÌ‡Ó‰Ì˚Ï àÌÒÚËÚÛÚÓÏ

ÔÓ ÒÓˆË‡Î¸ÌÓ-˝ÚË˜ÂÒÍÓÈ ÓÚ˜ÂÚÌÓÒÚË ‚ 1999 „Ó‰Û

Ë ËÒÔÓÎ¸ÁÛÂÏ˚Ï ÍÓÏÏÂ˜ÂÒÍËÏË Ë Ó·˘ÂÒÚ‚ÂÌ-

Ì˚ÏË Ó„‡ÌËÁ‡ˆËflÏË ‚ ˆÂÎflı ÍÓÌÚÓÎfl

Ë ÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡ÌËfl Ò‚ÓÂÈ ÒÓˆË‡Î¸ÌÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË. ëÓÓÚ‚ÂÚÒÚ‚ËÂ ‰‡ÌÌÓÏÛ ÒÚ‡Ì‰‡ÚÛ

ÔÓ‰Ú‚ÂÊ‰ÂÌÓ «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸», ÓÚ‰ÂÎÂÌËÂÏ

„ÛÔÔ˚ ÍÓÏÔ‡ÌËÈ «Å˛Ó ÇÂËÚ‡Ò».

Ç ‰Ë‡ÎÓ„‡ı ‚ÚÓÓ„Ó ˆËÍÎ‡ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ÔËÌflÎË Û˜‡ÒÚËÂ ÓÍÓÎÓ 70 ÔÂ‰ÒÚ‡-

‚ËÚÂÎÂÈ ‡ÁÎË˜Ì˚ı ÏËÌËÒÚÂÒÚ‚ Ë ‚Â‰ÓÏÒÚ‚,

Ó„‡ÌËÁ‡ˆËÈ Á‰‡‚ÓÓı‡ÌÂÌËfl, Ó·˘ÂÒÚ‚ÂÌÌ˚ı

Ó·˙Â‰ËÌÂÌËÈ Ë ÒÂ‰ÒÚ‚ Ï‡ÒÒÓ‚ÓÈ ËÌÙÓÏ‡ˆËË

ËÁ åÓÒÍ‚˚, ë‡‡ÚÓ‚‡ Ë ë‡ÌÍÚ-èÂÚÂ·Û„‡ –

ÚÂı „ÓÓ‰Ó‚, „‰Â ‡ÒÔÓÎÓÊÂÌ˚ Ù‡·ËÍË

ÍÓÏÔ‡ÌËË: «ÅÄí-ü‚‡», «ÅÄí-ëíî»

Ë «ÅÄí-ëè·».

Краткий обзор

British American Tobacco Russia has completed

its second cycle of social reporting, which took

place in 2002–2003. Our company was among the

first organisanions in Russia to start a dialogue with

society in the form of regular meetings of the

company’s management with our stakeholders,

i.e. any persons or organisations on whom the

company’s business impacts or whose actions

impact upon it. The aim of the social reporting

process is to enable the company to achieve a better

understanding of stakeholders’ concerns related to

the company’s activities, and also to find and apply

practical solutions that meet societal expectations

expressed in the dialogue.

BAT Russia’s social reporting process complies with

the AA1000 Standard developed by the Institute of

Social and Ethical AccountAbility in 1999 and

employed by commercial and public organisations

to control and improve their social performance.

The compliance of the social reporting process to

the AA1000 Standard has been verified by Bureau

Veritas Rus, a part of the Bureau Veritas network.

Participants of the second cycle of company’s social

reporting encompassed almost seventy representa-

tives of governmental bodies, public health organisa-

tions, NGOs, and mass media from Moscow,

Saratov and St.-Petersburg, i.e. the cities where

BAT Russia’s factories – BAT-Yava, BAT-SPb and

BAT-STF – are located.

Executive Summary
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ì˜‡ÒÚÌËÍË ‚ÒÚÂ˜ ‚˚ÒÍ‡Á‡ÎË Ò‚ÓË ÓÊË‰‡ÌËfl,

Í‡Ò‡˛˘ËÂÒfl ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË ‚ Ú‡ÍËı

Ó·Î‡ÒÚflı, Í‡Í ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

Ë ÔÂ‰ÓÒÚ‡‚ÎÂÌËÂ ËÌÙÓÏ‡ˆËË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË,

ËÌÙÓÏËÓ‚‡ÌËÂ ÔÓÚÂ·ËÚÂÎÂÈ, Ï‡ÍÂÚËÌ„

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, ÔÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl

ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı, ÒÔÓÌÒÓÒÚ‚Ó

Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚ¸, Óı‡Ì‡ ÚÛ‰‡ Ì‡

Ù‡·ËÍ‡ı ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl», Á‡˘ËÚ‡

ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚ Ë ÓÚÌÓ¯ÂÌËfl Ò ÏÂÒÚÌ˚Ï

ÒÓÓ·˘ÂÒÚ‚ÓÏ, Í‡˜ÂÒÚ‚Ó ÔÓ‰ÛÍˆËË, ÒÓˆË‡Î¸Ì‡fl

ÂÍÎ‡Ï‡ Ë ÔÓÔÛÎflËÁ‡ˆËfl Á‰ÓÓ‚Ó„Ó Ó·‡Á‡

ÊËÁÌË, ‚ÓÔÓÒ˚ ÍÛÂÌËfl Ë Á‰ÓÓ‚¸fl, ‡ Ú‡ÍÊÂ

„ÓÒÛ‰‡ÒÚ‚ÂÌÌÓÂ Â„ÛÎËÓ‚‡ÌËÂ Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË.

Ç ıÓ‰Â ‰Ë‡ÎÓ„Ó‚ ‚ÚÓÓ„Ó ˆËÍÎ‡ ÍÓÏÔ‡ÌËfl

«ÅÄí êÓÒÒËfl» ÓÚ˜ËÚ‡Î‡Ò¸ Ó ‚˚ÔÓÎÌÂÌËË

Ó·flÁ‡ÚÂÎ¸ÒÚ‚, ÔËÌflÚ˚ı ‚ ıÓ‰Â ÔÂ‚Ó„Ó ˆËÍÎ‡,

Ë ‚ÁflÎ‡ Ì‡ ÒÂ·fl 18 ÌÓ‚˚ı Ó·flÁ‡ÚÂÎ¸ÒÚ‚,

ÓÚÌÓÒfl˘ËıÒfl Í ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË.

á‡‚Â¯ÂÌËÂÏ ‚ÚÓÓ„Ó ˆËÍÎ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË fl‚ÎflÂÚÒfl ÔÛ·ÎËÍ‡ˆËfl ëÓˆË‡Î¸ÌÓ„Ó

ÓÚ˜ÂÚ‡ 2002–2003. Ö„Ó Á‡‰‡˜‡ – ‰‡Ú¸ ˜ËÚ‡ÚÂÎflÏ

ÔÂ‰ÒÚ‡‚ÎÂÌËÂ Ó ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

(„Î‡‚‡ I), ÔÓˆÂÒÒÂ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

(„Î‡‚‡ II), Í‡ÚÍÓ ËÌÙÓÏËÓ‚‡Ú¸ Ó ÔÂ‰˚‰Û˘ÂÏ

ˆËÍÎÂ ÓÚ˜ÂÚÌÓÒÚË ÍÓÏÔ‡ÌËË („Î‡‚‡ III),

ËÁÎÓÊËÚ¸ ‚ÓÔÓÒ˚, ÔÓÒÚ‡‚ÎÂÌÌ˚Â Û˜‡ÒÚÌËÍ‡ÏË

‰Ë‡ÎÓ„Ó‚ ‚ÚÓÓ„Ó ˆËÍÎ‡, ‡ Ú‡ÍÊÂ ÓÚ‚ÂÚ˚

Ë Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ ÍÓÏÔ‡ÌËË („Î‡‚‡ IV).

éÙËˆË‡Î¸Ì˚È ÓÚ˜ÂÚ «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸»

‰‡Ì ‚ „Î‡‚Â V.

ùÎÂÍÚÓÌÌ‡fl ‚ÂÒËfl ëÓˆË‡Î¸ÌÓ„Ó

ÓÚ˜ÂÚ‡ 2002–2003 ÓÔÛ·ÎËÍÓ‚‡Ì‡

Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ ‚Â·-Ò‡ÈÚÂ www.batrussia.ru.

The dialogue participants expressed their

expectations of the company’s performance

regarding the social reporting process and providing

information to the general public; providing infor-

mation to consumers; marketing of tobacco prod-

ucts; youth smoking prevention; sponsorship and

charity; safety conditions at BAT Russia’s factories;

environmental protection and local community rela-

tions; product quality; social advertising and promo-

tion of a healthy lifestyle; smoking and health

issues; and state regulation of the tobacco industry.

In the course of the dialogues of the second cycle,

BAT Russia reported on its progress towards

commitments assumed by the company during the

first cycle, and took on 18 new commitments relat-

ed to the company’s activities.

The Social Report 2002–2003 is a conclusion

to the second cycle of the social reporting process.

Its aim is to provide readers with information about

BAT Russia (Chapter I), help them to better under-

stand the social reporting process (Chapter II), give

brief information on the previous cycle of compa-

ny’s reporting (Chapter III), set out issues raised by

the dialogue participants during the second cycle,

and also give an account of the company’s respons-

es and commitments (Chapter IV). Official Report

of Bureau Veritas Rus is placed in Chapter V.

The electronic version of the Social Report

2002–2003 is published on the corporate website

www.batrussia.ru.





«Бритиш Американ Тобакко Россия»

British American Tobacco Russia

Глава I

Chapter I

Обращение Джона Тэйлора,
Управляющего директора «БАТ Россия»

О компании «БАТ Россия»

Принципы ведения бизнеса 
Группы компаний «Бритиш Американ Тобакко»

Foreword by John Taylor, 
Managing Director of BAT Russia

About BAT Russia

British American Tobacco Group 
Statement of Business Principles
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ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ 2002–2003 ÓÚ‡Ê‡ÂÚ ÂÁÛÎ¸Ú‡Ú˚

‚ÚÓÓ„Ó ˆËÍÎ‡ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

ÍÓÏÔ‡ÌËË «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl». ç‡¯‡

ÍÓÏÔ‡ÌËfl Ì‡˜‡Î‡ ˝ÚÓÚ ÔÓˆÂÒÒ ‰‚‡ „Ó‰‡ Ì‡Á‡‰, ‚ ÍÓÌˆÂ

2001 „Ó‰‡ Ì‡fl‰Û Ò ‰Û„ËÏË ÔÓ‰‡Á‰ÂÎÂÌËflÏË ÉÛÔÔ˚

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ‚ 13 ÒÚ‡Ì‡ı. Ç êÓÒÒËË

Ï˚ ÒÚ‡ÎË Ó‰ÌÓÈ ËÁ ÔÂ‚˚ı ÍÓÏÔ‡ÌËÈ, ‚˚ÒÚÛÔË‚¯Ëı

Ò ‰‡ÌÌÓÈ ËÌËˆË‡ÚË‚ÓÈ.

èèèèÓÓÓÓ˜̃̃̃ÂÂÂÂÏÏÏÏÛÛÛÛ ÏÏÏÏ˚̊̊̊ ‚‚‚‚ÂÂÂÂ‰‰‰‰ÂÂÂÂÏÏÏÏ ÔÔÔÔÓÓÓÓˆ̂̂̂ÂÂÂÂÒÒÒÒÒÒÒÒ ÒÒÒÒÓÓÓÓˆ̂̂̂ËËËË‡‡‡‡ÎÎÎÎ¸̧̧̧ÌÌÌÌÓÓÓÓÈÈÈÈ ÓÓÓÓÚÚÚÚ˜̃̃̃ÂÂÂÂÚÚÚÚÌÌÌÌÓÓÓÓÒÒÒÒÚÚÚÚËËËË????

«ÅÄí êÓÒÒËfl» ÒÚÂÏËÚÒfl ÒÚ‡Ú¸ ÎË‰ÂÓÏ ÓÒÒËÈÒÍÓ„Ó

Ú‡·‡˜ÌÓ„Ó ˚ÌÍ‡ – ÛÒÔÂ¯ÌÓÈ, ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÈ

Ë ÛÒÚÓÈ˜Ë‚Ó ‡Á‚Ë‚‡˛˘ÂÈÒfl ÍÓÏÔ‡ÌËÂÈ. ÑÎfl ‰ÓÒÚËÊÂ-

ÌËfl ˝ÚÓÈ ˆÂÎË Ì‡Ï ÌÂÓ·ıÓ‰ËÏÓ ·˚Ú¸ ‚ ÍÛÒÂ ‡ÁÎË˜Ì˚ı

Ó·˘ÂÒÚ‚ÂÌÌ˚ı ÓÊË‰‡ÌËÈ, ÁÌ‡Ú¸ ‰ÓÎ„ÓÒÓ˜Ì˚Â ËÌÚÂÂÒ˚

Í‡Í ÒÚ‡Ì˚ ‚ ˆÂÎÓÏ, Ú‡Í Ë Â„ËÓÌÓ‚, ‚ ÍÓÚÓ˚ı Ï˚

‡·ÓÚ‡ÂÏ, ‡ Ú‡ÍÊÂ Û˜ËÚ˚‚‡Ú¸ ˝ÚË ‡ÁÌÓÓ·‡ÁÌ˚Â

Ë ÔÓÓÈ ÔÓÚË‚ÓÂ˜Ë‚˚Â ÓÊË‰‡ÌËfl

‚ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË.

This Social Report reflects the second cycle of the social

reporting process of British American Tobacco Russia.

Our company started this process two years ago, at the end

of 2001, together with 13 other companies of the British

American Tobacco Group. In Russia, we were one of the

first companies to report to society in this manner.

WWWWhhhhyyyy ddddoooo wwwweeee ccccoooonnnndddduuuucccctttt tttthhhheeee ssssoooocccciiiiaaaallll rrrreeeeppppoooorrrrttttiiiinnnngggg pppprrrroooocccceeeessssssss????

BAT Russia is a commercial enterprise, seeking leadership

of the national tobacco market and aspiring to be

a successful, socially responsible and sustainable business.

This means to be aware of a wide range of societal expecta-

tions and long term interests of the community and the

country in which the company operates, and to absorb and

balance the diverse and sometimes conflicting expectations of

stakeholders.

The social reporting process gives us an opportunity

to listen to representatives of the Russian society, and to

respond to them both in words and actions, and to embed

the principles of Corporate Social Responsibility (CSR)

in all our activities.

BAT Russia conducts its activities according to three

Business Principles: Mutual Benefit, Responsible Product

Stewardship and Good Corporate Conduct. These principles

serve to all companies of the British American Tobacco

Group as guidance in responsible decision-making.

WWWWhhhhaaaatttt ddddiiiidddd wwwweeee lllleeeeaaaarrrrnnnn aaaannnndddd aaaaccccccccoooommmmpppplllliiiisssshhhh dddduuuurrrriiiinnnngggg tttthhhheeee sssseeeeccccoooonnnndddd ccccyyyycccclllleeee

ooooffff ssssoooocccciiiiaaaallll rrrreeeeppppoooorrrrttttiiiinnnngggg????

Firstly, we successfully and on schedule fulfilled

commitments made during the first cycle of social reporting

in 2001 and 2002. Secondly, we made certain progress in

the development of our social reporting process: its

geographic scope was extended, the number of the dialogue

participants was increased, and the scope of issues was

expanded.

Уважаемые читатели!

Dear readers,
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èÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ÔÂ‰ÓÒÚ‡‚ÎflÂÚ Ì‡Ï

‚ÓÁÏÓÊÌÓÒÚ¸ ÛÁÌ‡‚‡Ú¸ Ó ÒÛ˘ÂÒÚ‚Û˛˘Ëı Ó·˘ÂÒÚ‚ÂÌÌ˚ı

ÓÊË‰‡ÌËflı Ë ÓÚ‚Â˜‡Ú¸ Ì‡ ÌËı, ÔË˜ÂÏ ÌÂ ÚÓÎ¸ÍÓ

ÒÎÓ‚ÓÏ, ÌÓ Ë ‰ÂÎÓÏ, Ë ‚ÌÂ‰flÚ¸ ÔËÌˆËÔ˚ ÍÓÔÓ‡ÚË‚-

ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË (äëé) ‚ Ì‡¯Û

ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛ Ô‡ÍÚËÍÛ.

«ÅÄí êÓÒÒËfl» ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl ÚÂÏfl ÔËÌˆËÔ‡ÏË

‚Â‰ÂÌËfl ·ËÁÌÂÒ‡: ÔËÌˆËÔÓÏ ‚Á‡ËÏÌÓÈ ‚˚„Ó‰˚,

ÔËÌˆËÔÓÏ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó ÛÔ‡‚ÎÂÌËfl ÔÓ‰ÛÍˆËÂÈ Ë

ÔËÌˆËÔÓÏ ‰Ó·ÓÔÓfl‰Ó˜ÌÓ„Ó ÍÓÔÓ‡ÚË‚ÌÓ„Ó ÔÓ‚Â‰ÂÌËfl.

ÇÏÂÒÚÂ ÓÌË ÒÎÛÊ‡Ú ÓÒÌÓ‚ÓÈ ÔËÌflÚËfl Â¯ÂÌËÈ ‰Îfl ‚ÒÂı

ÍÓÏÔ‡ÌËÈ ÉÛÔÔ˚ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ».

óóóóÚÚÚÚÓÓÓÓ ÏÏÏÏ˚̊̊̊ ÛÛÛÛÁÁÁÁÌÌÌÌ‡‡‡‡ÎÎÎÎËËËË ËËËË ÒÒÒÒ‰‰‰‰ÂÂÂÂÎÎÎÎ‡‡‡‡ÎÎÎÎËËËË ‚‚‚‚ ııııÓÓÓÓ‰‰‰‰ÂÂÂÂ ‚‚‚‚ÚÚÚÚÓÓÓÓÓÓÓÓ„„„„ÓÓÓÓ ˆ̂̂̂ËËËËÍÍÍÍÎÎÎÎ‡‡‡‡

ÒÒÒÒÓÓÓÓˆ̂̂̂ËËËË‡‡‡‡ÎÎÎÎ¸̧̧̧ÌÌÌÌÓÓÓÓÈÈÈÈ ÓÓÓÓÚÚÚÚ˜̃̃̃ÂÂÂÂÚÚÚÚÌÌÌÌÓÓÓÓÒÒÒÒÚÚÚÚËËËË????

ÇÓ-ÔÂ‚˚ı, Ï˚ ÛÒÔÂ¯ÌÓ Ë Ò‚ÓÂ‚ÂÏÂÌÌÓ ‚˚ÔÓÎÌËÎË

Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡, ÔËÌflÚ˚Â ÍÓÏÔ‡ÌËÂÈ ‚ 2001 Ë 2002 „Ó‰‡ı.

ÇÓ-‚ÚÓ˚ı, Ï˚ ÌÂÔÂ˚‚ÌÓ ‡·ÓÚ‡ÎË Ì‡‰ ÛÎÛ˜¯ÂÌËÂÏ

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Ë ‰Ó·ËÎËÒ¸ ‚ ˝ÚÓÏ

ÓÔÂ‰ÂÎÂÌÌ˚ı ÛÒÔÂıÓ‚: ‡Ò¯ËËÎË „ÂÓ„‡ÙË˛ ‰Ë‡ÎÓ„Ó‚,

ÔË‚ÎÂÍÎË ·ÓÎ¸¯ÂÂ ˜ËÒÎÓ Û˜‡ÒÚÌËÍÓ‚ Ë Ó·ÒÛ‰ËÎË

ÌÓ‚˚Â ÚÂÏ˚.

ÑË‡ÎÓ„Ë ÔÓÒÂÚËÎË ÓÍÓÎÓ 70 ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌ-

ÌÓÒÚË ËÁ åÓÒÍ‚˚, ë‡‡ÚÓ‚‡ Ë ë‡ÌÍÚ-èÂÚÂ·Û„‡ –

„ÓÓ‰Ó‚, „‰Â ‡ÒÔÓÎÓÊÂÌ˚ Ù‡·ËÍË ÍÓÏÔ‡ÌËË. å˚

·Î‡„Ó‰‡Ì˚ ‚ÒÂÏ, ÍÚÓ ÔËÌflÎ ÔË„Î‡¯ÂÌËÂ ÔÓÒÂÚËÚ¸

‚ÒÚÂ˜Ë Ë ÔÓ‰ÂÎËÚ¸Òfl Ò‚ÓËÏ ÏÌÂÌËÂÏ Ë ÓÊË‰‡ÌËflÏË.

íÓ˜ÌÂÂ ÔÂ‰ÒÚ‡‚Îflfl, ˜ÚÓ ÓÊË‰‡ÂÚÒfl ÓÚ «ÅÄí êÓÒÒËfl»

Í‡Í ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÈ Ú‡·‡˜ÌÓÈ ÍÓÏÔ‡ÌËË, Ï˚ ÒÏÓÊÂÏ

·ÓÎÂÂ ÛÒÔÂ¯ÌÓ Â¯‡Ú¸ ÔÓÒÚ‡‚ÎÂÌÌ˚Â Á‡‰‡˜Ë.

ääää‡‡‡‡ÍÍÍÍÓÓÓÓ‚‚‚‚˚̊̊̊ ÌÌÌÌ‡‡‡‡¯̄̄̄ËËËË ÔÔÔÔÎÎÎÎ‡‡‡‡ÌÌÌÌ˚̊̊̊ ÌÌÌÌ‡‡‡‡ ····ÛÛÛÛ‰‰‰‰ÛÛÛÛ˘̆̆̆ÂÂÂÂÂÂÂÂ????

Ç 2005 „Ó‰Û Ï˚ Á‡ÍÓÌ˜ËÏ ‚˚ÔÓÎÌÂÌËÂ Ó·flÁ‡ÚÂÎ¸ÒÚ‚,

ÔËÌflÚ˚ı Ì‡ÏË ‚ ıÓ‰Â ‚ÚÓÓ„Ó ˆËÍÎ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË.

ëÂÈ˜‡Ò Ï˚ ‚Â‰ÂÏ ÔÓ‰„ÓÚÓ‚ÍÛ Í ÚÂÚ¸ÂÏÛ ˆËÍÎÛ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ÍÓÚÓ˚È Ì‡˜ÌÂÚÒfl ‚ 2004 „Ó‰Û.

å˚ ÒÚÂÏËÏÒfl Í ˝ÙÙÂÍÚË‚ÌÓÏÛ Ó·ÏÂÌÛ ÏÌÂÌËflÏË

ÒÓ ‚ÒÂÏË Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ÏË ÒÚÓÓÌ‡ÏË – Ë Û˜‡ÒÚÌËÍ‡-

ÏË ‰Ë‡ÎÓ„Ó‚, Ë ÚÂÏË, ÍÚÓ ÔÓÍ‡ ÌÂ ‚Ó‚ÎÂ˜ÂÌ ‚ ‰ËÒÍÛÒÒË˛.

ëÂ‰ÒÚ‚‡ ÍÓÏÏÛÌËÍ‡ˆËË ‡ÁÎË˜Ì˚: ÍÓÔÓ‡ÚË‚Ì˚Â

ËÁ‰‡ÌËfl Ë ÌÂÔÓÒÂ‰ÒÚ‚ÂÌÌÓÂ Ó·˘ÂÌËÂ. èÓ˝ÚÓÏÛ

ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ – ÌÂ ÚÓÎ¸ÍÓ ÌÂÓ·ıÓ‰ËÏÓÂ Á‡‚Â¯ÂÌËÂ

„Ó‰Ë˜ÌÓ„Ó ˆËÍÎ‡, ÌÓ Ë ÔË„Î‡¯ÂÌËÂ Í ‡Á„Ó‚ÓÛ.

å˚ ·Û‰ÂÏ ‡‰˚ ÛÁÌ‡Ú¸ Ç‡¯Â ÏÌÂÌËÂ.

ÑÊÓÌ í˝ÈÎÓ,

ìÔ‡‚Îfl˛˘ËÈ ‰ËÂÍÚÓ

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl»

Around 70 stakeholders from Moscow, Saratov and

St.-Petersburg – the cities where BAT Russia has production

sites – took part in the dialogue sessions in 2002 and 2003.

We would like to thank all those who participated in the

dialogues and voiced their opinions and expectations during

the dialogue sessions. Now we better understand what is

expected of BAT Russia as a responsible tobacco company,

and therefore, we are better placed to deliver upon

the objectives set.

WWWWhhhhaaaatttt aaaarrrreeee oooouuuurrrr ppppllllaaaannnnssss ffffoooorrrr tttthhhheeee ffffuuuuttttuuuurrrreeee????

Between now and the year 2005, we shall fulfil the commit-

ments made during the second cycle.

We are preparing for the third cycle of social reporting that

will start in 2004.

We seek to improve, both through the corporate media and

personal communication, our dialogue with stakeholders,

whether currently involved in the social reporting sessions

or not. This is why this Social Report is not only a neces-

sary conclusion of the annual cycle of the social reporting

but also an invitation to the dialogue. We very much

welcome your feedback.

John Taylor

Managing Director

British American Tobacco Russia
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«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» ‚ıÓ‰ËÚ

‚ ÉÛÔÔÛ ÍÓÏÔ‡ÌËÈ «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ», ÏÂÊ‰ÛÌ‡Ó‰ÌÓ„Ó Ú‡·‡˜ÌÓ„Ó ·ËÁÌÂÒ‡

Ò Ò‡ÏÓÈ ¯ËÓÍÓÈ „ÂÓ„‡ÙËÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË,

‡·ÓÚ‡˛˘Â„Ó Ì‡ 180 ˚ÌÍ‡ı Ë ‚Ó ‚ÒÂı Ó·Î‡ÒÚflı

Ú‡·‡˜ÌÓÈ ÓÚ‡ÒÎË – ÓÚ ‚˚‡˘Ë‚‡ÌËfl Ú‡·‡˜ÌÓ„Ó

ÎËÒÚ‡ ‰Ó ‰ËÒÚË·ÛˆËË „ÓÚÓ‚ÓÈ ÔÓ‰ÛÍˆËË.

äÓÏÔ‡ÌËfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ·˚Î‡

ÓÒÌÓ‚‡Ì‡ ‚ 1902 „Ó‰Û Ë Ò ÚÂı ÔÓ Á‡‚ÓÂ‚‡Î‡

ÂÔÛÚ‡ˆË˛ ÔÓËÁ‚Ó‰ËÚÂÎfl ‚˚ÒÓÍÓÍ‡˜ÂÒÚ‚ÂÌÌÓÈ

ÔÓ‰ÛÍˆËË, ÓÚ‚Â˜‡˛˘ÂÈ ‡ÁÌÓÓ·‡ÁÌ˚Ï

Á‡ÔÓÒ‡Ï ÔÓÚÂ·ËÚÂÎÂÈ. Ç 2002 „Ó‰Û ÂÂ ‰ÓÎfl

ÏËÓ‚Ó„Ó ˚ÌÍ‡ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÒÓÒÚ‡‚ËÎ‡

14,6%. äÓÏÔ‡ÌËË ÔËÌ‡‰ÎÂÊËÚ 85 Ù‡·ËÍ

‚ 66 ÒÚ‡Ì‡ı, 300 ÏÂÊ‰ÛÌ‡Ó‰Ì˚ı Ë ÏÂÒÚÌ˚ı

Ï‡ÓÍ. ÅÓÎÂÂ 85 000 ˜ÂÎÓ‚ÂÍ ÔÓ ‚ÒÂÏÛ ÏËÛ

‡·ÓÚ‡˛Ú ‚ ‡ÁÎË˜Ì˚ı ÍÓÏÔ‡ÌËflı ÉÛÔÔ˚.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ÒÚÂÏËÚÒfl ÒÚ‡Ú¸

ÎË‰ÂÓÏ ÏËÓ‚ÓÈ Ú‡·‡˜ÌÓÈ ËÌ‰ÛÒÚËË

‚ ÍÓÎË˜ÂÒÚ‚ÂÌÌÓÏ Ë ‚ Í‡˜ÂÒÚ‚ÂÌÌÓÏ ÓÚÌÓ¯ÂÌËË.

èÂ‚ÓÂ ÓÁÌ‡˜‡ÂÚ Ì‡Ë·ÓÎ¸¯ËÂ Ó·˙ÂÏ˚ ÔÓ‰‡Ê,

ÓÒÚ ÔË·˚Î¸ÌÓÒÚË Ë ‰ÓıÓ‰Ó‚ ‡ÍˆËÓÌÂÓ‚.

ÇÚÓÓÂ ÚÂ·ÛÂÚ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó ÔÓ‰ıÓ‰‡ Í ‚ÓÔÓ-

Ò‡Ï, ‚˚Á˚‚‡˛˘ËÏ ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ ‚ Ó·˘ÂÒÚ‚Â,

Ë ‚ÌËÏ‡ÚÂÎ¸ÌÓ„Ó ÓÚÌÓ¯ÂÌËfl Í ‰ÓÎ„ÓÒÓ˜Ì˚Ï

ËÌÚÂÂÒ‡Ï ÒÚ‡Ì, ‚ ÍÓÚÓ˚ı ‡·ÓÚ‡˛Ú ÍÓÏÔ‡ÌËË

ÉÛÔÔ˚ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ».

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ì‡˜‡Î‡ ‡·ÓÚ‡Ú¸

Ì‡ ÓÒÒËÈÒÍÓÏ ˚ÌÍÂ ‚ 1991 „Ó‰Û, ‡ ‚ 1994

ÔËÓ·ÂÎ‡ ÍÓÌÚÓÎ¸Ì˚Â Ô‡ÍÂÚ˚ ‡ÍˆËÈ ‰‚Ûı

‚Â‰Û˘Ëı ÓÒÒËÈÒÍËı Ú‡·‡˜Ì˚ı Ù‡·ËÍ ‚ åÓÒÍ‚Â

Ë ë‡‡ÚÓ‚Â (ÒÂÈ˜‡Ò éÄé «ÅÄí-ü‚‡» Ë éÄé

«ÅÄí-ëíî» ÒÓÓÚ‚ÂÚÒÚ‚ÂÌÌÓ). èÓÒÎÂ ÒÎËflÌËfl

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ò «êÓÚÏ‡ÌÒ

àÌÚÂÌ˝¯ÌÎ» ‚ 1999 „Ó‰Û ‚ ÒÓÒÚ‡‚ «ÅÄí

êÓÒÒËfl» ‚Ó¯Î‡ Ó‰Ì‡ ËÁ Ì‡Ë·ÓÎÂÂ ÒÓ‚ÂÏÂÌÌ˚ı

Ú‡·‡˜Ì˚ı Ù‡·ËÍ êÓÒÒËË, ÔÓÎÛ˜Ë‚¯‡fl ‚

‰‡Î¸ÌÂÈ¯ÂÏ Ì‡Á‚‡ÌËÂ áÄé «ÅÄí-ëè·» (ë‡ÌÍÚ-

èÂÚÂ·Û„). í‡ÍÊÂ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ

êÓÒÒËfl» ‚ÍÎ˛˜‡ÂÚ áÄé «åÂÊ‰ÛÌ‡Ó‰Ì˚Â ÛÒÎÛ„Ë

ÔÓ Ï‡ÍÂÚËÌ„Û Ú‡·‡Í‡», Ó·˙Â‰ËÌfl˛˘ÂÂ ‚ÒÂ

ÌÂÔÓËÁ‚Ó‰ÒÚ‚ÂÌÌ˚Â ÔÓ‰‡Á‰ÂÎÂÌËfl ÍÓÏÔ‡ÌËË.

British American Tobacco Russia is a part of British

American Tobacco, the world’s most international

tobacco group, working in 180 markets and almost

all areas of the tobacco business – from leaf

growing to finished products distribution.

Established in 1902, the company has built an

international reputation for producing high quality

products able to meet the diverse tastes of

consumers. In 2002, its global market share equals

14.6%. British American Tobacco owns 85 factories

in 66 countries, and has 300 international and local

brands in its portfolio. The Group employs over

85,000 people around the world.

British American Tobacco seeks to achieve leader-

ship of the international tobacco industry both in

a quantitative and qualitative sense. Quantitative

criteria mean volume, increasing profitability and

shareholder value, while qualitative ones imply

a responsible approach to all issues of societal

concern and long term interests of the countries

where the company operates.

In 1991, British American Tobacco entered the

Russian market and in 1994 acquired controlling

interest in two leading national tobacco factories,

now OJSC BAT-Yava (Moscow) and

OJSC BAT-STF (Saratov). In 1999, through merger

with Rothmans International, British American

Tobacco became the owner of one of the most

advanced tobacco factories in the country, now

CJSC BAT-SPb (St.-Petersburg). The structure

of British American Tobacco Russia also includes

CJSC ‘International Tobacco Marketing Services’,

which comprises all the company’s functions except

manufacturing.

О компании «БАТ Россия»

About BAT Russia
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From the very beginning, the company was deter-

mined to employ and promote the best practices in

the fields of production, employment and corporate

social responsibility. Today, British American

Tobacco Russia is one of the leaders of the national

tobacco market and the fastest growing tobacco

company in the country. Its trade operations cover

all regions of Russia.

«БРИТИШ АМЕРИКАН ТОБАККО РОССИЯ»: ОСНОВНЫЕ ФАКТЫ И ЦИФРЫ

Начало деятельности в России 1991 г.

Объем инвестиций (к концу 2002 г.) более 400 млн. долл. США

Центральный офис Москва

Фабрики «БАТ-Ява» (Москва), «БАТ-СПб» (Санкт-Петербург),

«БАТ-СТФ» (Саратов)

Торговые представительства около 100 городов

Количество сотрудников более 3000 человек

Ведущие марки Kent, Vogue, Pall Mall, Ява Золотая

Объем продаж (2002 г.) более 50 млрд. шт. сигарет

Налоги и сборы, уплаченные в бюджеты разных уровней (2002 г.) 7,1 млрд. рублей

ë Ò‡ÏÓ„Ó Ì‡˜‡Î‡ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËfl

«ÅÄí êÓÒÒËfl» ÔÓÒÚ‡‚ËÎ‡ ˆÂÎ¸˛ ‚ÌÂ‰ËÚ¸ ‚ Ò‚Ó˛

ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛ Ô‡ÍÚËÍÛ ÎÛ˜¯ËÈ ÓÔ˚Ú,

ÒÛ˘ÂÒÚ‚Û˛˘ËÈ ‚ ÒÙÂÂ ÔÓËÁ‚Ó‰ÒÚ‚‡, ‡·ÓÚ˚

Ò ÔÂÒÓÌ‡ÎÓÏ Ë ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË. äÓÏÔ‡ÌËfl fl‚ÎflÂÚÒfl Ó‰ÌËÏ

ËÁ ÎË‰ÂÓ‚ ÓÒÒËÈÒÍÓ„Ó Ú‡·‡˜ÌÓ„Ó ˚ÌÍ‡,

‡ Ú‡ÍÊÂ Ì‡Ë·ÓÎÂÂ ·˚ÒÚÓ ‡Á‚Ë‚‡˛˘ÂÈÒfl

Ú‡·‡˜ÌÓÈ ÍÓÏÔ‡ÌËÂÈ ÒÚ‡Ì˚. íÓ„Ó‚˚Â

ÔÂ‰ÒÚ‡‚ËÚÂÎË «ÅÄí êÓÒÒËfl» ‡·ÓÚ‡˛Ú ‚Ó ‚ÒÂı

Â„ËÓÌ‡ı êÓÒÒËË.

BRITISH AMERICAN TOBACCO RUSSIA: KEY FACTS AND FIGURES

Start of activities in Russia 1991

Total investments (as of 2002) more than 400 mln USD

Headquarters Moscow

Factories BAT-Yava (Moscow), BAT-SPb (St.-Petersburg),

BAT-STF (Saratov)

Trade representatives around 100 cities

Number of employees more than 3000 people

Drive brands Kent, Vogue, Pall Mall, Yava Gold

Sales volume (2002) more than 50 bn sticks

Taxes and duties paid to the state budgets of different levels (2002) 7.1 bn roubles
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éÒÌÓ‚ÌÓÈ Á‡‰‡˜ÂÈ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ»

Í‡Í ÍÓÏÏÂ˜ÂÒÍÓÈ Ó„‡ÌËÁ‡ˆËË fl‚ÎflÂÚÒfl

Ó·ÂÒÔÂ˜ÂÌËÂ ÒÚ‡·ËÎ¸ÌÓ„Ó ‰ÓıÓ‰‡ ‡ÍˆËÓÌÂÓ‚

Ì‡ ‰ÓÎ„ÓÒÓ˜ÌÓÈ ÓÒÌÓ‚Â ÔÛÚÂÏ Û‰Ó‚ÎÂÚ‚ÓÂÌËfl

ÔÓÚÂ·ËÚÂÎ¸ÒÍËı ÔÂ‰ÔÓ˜ÚÂÌËÈ ‚ ÓÚÌÓ¯ÂÌËË

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË ‚˚ÒÓÍÓ„Ó Í‡˜ÂÒÚ‚‡. Ç ÚÓ ÊÂ

‚ÂÏfl ‰Îfl ÛÒÚÓÈ˜Ë‚Ó„Ó ‡Á‚ËÚËfl ·ËÁÌÂÒ‡ Ï˚

‰ÓÎÊÌ˚ Û˜ËÚ˚‚‡Ú¸ ‚ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ·ÓÎÂÂ

¯ËÓÍËÈ ÒÔÂÍÚ ÓÊË‰‡ÌËÈ Ó·˘ÂÒÚ‚‡.

ÉÎÓ·‡ÎËÁ‡ˆËfl ˝ÍÓÌÓÏËÍË ÒÔÓÒÓ·ÒÚ‚ÛÂÚ

ÛÒÔÂ¯ÌÓÏÛ ‡Á‚ËÚË˛ ÏÂÊ‰ÛÌ‡Ó‰Ì˚ı ÍÓÏÔ‡ÌËÈ.

ÇÏÂÒÚÂ Ò ˝ÚËÏ Ó·˘ÂÒÚ‚Ó ÔÂ‰˙fl‚ÎflÂÚ Í Ì‡Ï

‚ÓÁ‡ÒÚ‡˛˘ËÂ ÚÂ·Ó‚‡ÌËfl ‚ ÚÓÏ, ˜ÚÓ Í‡Ò‡ÂÚÒfl

ÔÓÁ‡˜ÌÓÒÚË ·ËÁÌÂÒ‡ Ë ÌÓÏ ÍÓÔÓ‡ÚË‚ÌÓ„Ó

ÔÓ‚Â‰ÂÌËfl, ÍÓÚÓ˚Â ‚ ÔÓ¯ÎÓÏ, ‚ÓÁÏÓÊÌÓ,

ÔËÌËÏ‡ÎËÒ¸ Ì‡ ‚ÂÛ.

Ç ÒÓ‚ÂÏÂÌÌÓÏ ÏËÂ Í ÍÛÔÌ˚Ï Ë ÛÒÔÂ¯Ì˚Ï

ÍÓÔÓ‡ˆËflÏ ˜‡ÒÚÓ ÓÚÌÓÒflÚÒfl Ò ÓÔÂ‰ÂÎÂÌÌ˚Ï

ÌÂ‰Ó‚ÂËÂÏ. í‡ÍËÂ ÍÓÏÔ‡ÌËË ÏÓ„ÛÚ ‚ÓÒÔËÌË-

Ï‡Ú¸Òfl Í‡Í ‚ÎËflÚÂÎ¸Ì˚Â Ë ÔË ˝ÚÓÏ ÛÍÓ‚Ó‰ÒÚ-

‚Û˛˘ËÂÒfl ËÒÍÎ˛˜ËÚÂÎ¸ÌÓ ÒÓ·ÒÚ‚ÂÌÌ˚ÏË

ËÌÚÂÂÒ‡ÏË. ÅÛ‰Û˜Ë Ú‡·‡˜Ì˚Ï ·ËÁÌÂÒÓÏ, Ï˚

ÒÚ‡ÎÍË‚‡ÂÏÒfl Ò Ú‡ÍËÏ ÓÚÌÓ¯ÂÌËÂÏ ˜‡˘Â, ˜ÂÏ

‰Û„ËÂ. íÛ‰ÌÓÒÚ¸ Á‡ÍÎ˛˜‡ÂÚÒfl Ú‡ÍÊÂ ‚ ÚÓÏ, ˜ÚÓ

ÚÂ·Ó‚‡ÌËfl Ó·˘ÂÒÚ‚‡ ÔÓ ÓÚÌÓ¯ÂÌË˛ Í ÍÛÔÌ˚Ï

ÍÓÏÔ‡ÌËflÏ ÌÂÓ‰ËÌ‡ÍÓ‚˚ ‚ ‡ÁÌ˚ı ÒÚ‡Ì‡ı

Ë ˜‡ÒÚÓ ÔÓÚË‚ÓÂ˜‡Ú ‰Û„ ‰Û„Û.

Ç ‡ÏÍ‡ı Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡, ÔËÌflÚÓ„Ó Ì‡ ÒÂ·fl

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ Ô.Î.Ò.» ‚ ıÓ‰Â ÔÓ-

ˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ‚ 2001–2002 „Ó‰‡ı,

·˚ÎË ‡Á‡·ÓÚ‡Ì˚ èËÌˆËÔ˚ ‚Â‰ÂÌËfl ·ËÁÌÂÒ‡.

Ç Ëı ÔÓ‰„ÓÚÓ‚ÍÂ ÔËÌflÎË Û˜‡ÒÚËÂ Í‡Í ÒÓÚÛ‰-

ÌËÍË «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ», Ú‡Í

Ë ÔÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

èËÌˆËÔ˚ ‚Â‰ÂÌËfl ·ËÁÌÂÒ‡ Ë éÒÌÓ‚Ì˚Â

ì·ÂÊ‰ÂÌËfl ÎÂÊ‡Ú ‚ ÓÒÌÓ‚Â ÍÓÔÓ‡ÚË‚ÌÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» Í‡Í ÏÂÊ‰ÛÌ‡Ó‰ÌÓÈ ÍÓÔÓ‡ˆËË Ë ÔË

˝ÚÓÏ ÓÚ‡Ê‡˛Ú ÒÔÂˆËÙËÍÛ ‡·ÓÚ˚ ‚ Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË.

British American Tobacco is a commercial enter-

prise, and our primary role is to build long term

shareholder value by meeting consumers’ prefer-

ences for high-quality tobacco products. However,

we believe that by absorbing and balancing a wider

range of expectations, we are best placed to

continue building a sustainable tobacco business.

Like other multinational enterprises benefiting from

economic globalisation, we also face increasing

demands to be more transparent and to demonstrate

high standards of corporate conduct that might in

the past have been taken on trust.

In today’s rapidly changing world, large and suc-

cessful businesses can be perceived as powerful and

self-interested and can face barriers to trust. As a

tobacco business, we can face more than others.

In addressing these, a further challenge is that major

enterprises like ours often encounter varying and at

times conflicting stakeholder expectations in differ-

ent countries and cultures.

To help meet these challenges, and following a

commitment in the first British American Tobacco

p.l.c. Social Report 2001–2002, we have developed

this Statement of Business Principles in consultation

with managers from our businesses, as well as with

external stakeholders.

The Business Principles and Core Beliefs cover the

key issues that we believe underpin Corporate Social

Responsibility (CSR) for a multinational business

and, particularly, for the unique characteristics

of a tobacco business.

Принципы ведения бизнеса Группы компаний
«Бритиш Американ Тобакко»

British American Tobacco
Group Statement 
of Business Principles
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å˚ ‡Á‡·ÓÚ‡ÎË ÚË èËÌˆËÔ‡ ‚Â‰ÂÌËfl

·ËÁÌÂÒ‡: èèèèËËËËÌÌÌÌˆ̂̂̂ËËËËÔÔÔÔ ‚‚‚‚ÁÁÁÁ‡‡‡‡ËËËËÏÏÏÏÌÌÌÌÓÓÓÓÈÈÈÈ ‚‚‚‚˚̊̊̊„„„„ÓÓÓÓ‰‰‰‰˚̊̊̊, èèèèËËËËÌÌÌÌˆ̂̂̂ËËËËÔÔÔÔ

ÓÓÓÓÚÚÚÚ‚‚‚‚ÂÂÂÂÚÚÚÚÒÒÒÒÚÚÚÚ‚‚‚‚ÂÂÂÂÌÌÌÌÌÌÌÌÓÓÓÓ„„„„ÓÓÓÓ ÛÛÛÛÔÔÔÔ‡‡‡‡‚‚‚‚ÎÎÎÎÂÂÂÂÌÌÌÌËËËËflflflfl ÔÔÔÔÓÓÓÓ‰‰‰‰ÛÛÛÛÍÍÍÍˆ̂̂̂ËËËËÂÂÂÂÈÈÈÈ Ë èèèèËËËËÌÌÌÌˆ̂̂̂ËËËËÔÔÔÔ

‰‰‰‰ÓÓÓÓ····ÓÓÓÓÔÔÔÔÓÓÓÓflflflfl‰‰‰‰ÓÓÓÓ˜̃̃̃ÌÌÌÌÓÓÓÓ„„„„ÓÓÓÓ ÍÍÍÍÓÓÓÓÔÔÔÔÓÓÓÓ‡‡‡‡ÚÚÚÚËËËË‚‚‚‚ÌÌÌÌÓÓÓÓ„„„„ÓÓÓÓ ÔÔÔÔÓÓÓÓ‚‚‚‚ÂÂÂÂ‰‰‰‰ÂÂÂÂÌÌÌÌËËËËflflflfl.

ä‡Ê‰˚È èËÌˆËÔ ÔÓ‰ÍÂÔÎfl˛Ú ÌÂÒÍÓÎ¸ÍÓ

éÒÌÓ‚Ì˚ı ì·ÂÊ‰ÂÌËÈ, ÍÓÚÓ˚Â ÔÓÁ‚ÓÎfl˛Ú

‡Á˙flÒÌËÚ¸ Â„Ó ÒÏ˚ÒÎ. ÇÏÂÒÚÂ èËÌˆËÔ˚

Ë ì·ÂÊ‰ÂÌËfl ÙÓÏËÛ˛Ú ·‡ÁÛ ‰Îfl

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó ‚Â‰ÂÌËfl Ì‡¯Â„Ó ·ËÁÌÂÒ‡.

èËÌˆËÔ˚ Ë ì·ÂÊ‰ÂÌËfl, ‡ Ú‡ÍÊÂ ÔÓˆÂÒÒ

Ëı ‡Á‡·ÓÚÍË ÔÓÎÌÓÒÚ¸˛ ÒÓÓÚ‚ÂÚÒÚ‚Û˛Ú

˜ÂÚ˚ÂÏ éÒÌÓ‚ÓÔÓÎ‡„‡˛˘ËÏ ÔËÌˆËÔ‡Ï

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ», ÍÓÚÓ˚Â

‚˚‡Ê‡˛Ú ÍÓÔÓ‡ÚË‚ÌÛ˛ ÍÛÎ¸ÚÛÛ Ì‡¯ÂÈ

ÍÓÏÔ‡ÌËË: ëëëëËËËËÎÎÎÎ‡‡‡‡ ‚‚‚‚ ‡‡‡‡ÁÁÁÁÌÌÌÌÓÓÓÓÓÓÓÓ····‡‡‡‡ÁÁÁÁËËËËËËËË,,,, ééééÚÚÚÚÍÍÍÍ˚̊̊̊ÚÚÚÚÓÓÓÓÒÒÒÒÚÚÚÚ¸̧̧̧,,,,

ëëëë‚‚‚‚ÓÓÓÓ····ÓÓÓÓ‰‰‰‰‡‡‡‡ ˜̃̃̃ÂÂÂÂÂÂÂÂÁÁÁÁ ÓÓÓÓÚÚÚÚ‚‚‚‚ÂÂÂÂÚÚÚÚÒÒÒÒÚÚÚÚ‚‚‚‚ÂÂÂÂÌÌÌÌÌÌÌÌÓÓÓÓÒÒÒÒÚÚÚÚ¸̧̧̧,,,,

ÑÑÑÑÛÛÛÛıııı ÔÔÔÔÂÂÂÂ‰‰‰‰ÔÔÔÔËËËËÌÌÌÌËËËËÏÏÏÏ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚‡‡‡‡.

ПРИНЦИП ВЗАИМНОЙ ВЫГОДЫ

èËÌˆËÔ ‚Á‡ËÏÌÓÈ ‚˚„Ó‰˚ ÎÂÊËÚ ‚ ÓÒÌÓ‚Â

Ì‡¯Ëı ÓÚÌÓ¯ÂÌËÈ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. ç‡¯ÂÈ „Î‡‚ÌÓÈ ˆÂÎ¸˛ fl‚ÎflÂÚÒfl

Ó·ÂÒÔÂ˜ÂÌËÂ ÒÚ‡·ËÎ¸ÌÓ„Ó ‰ÓıÓ‰‡ ‡ÍˆËÓÌÂÓ‚ Ì‡

‰ÓÎ„ÓÒÓ˜ÌÓÈ ÓÒÌÓ‚Â. ÑÎfl ÚÓ„Ó ˜ÚÓ·˚ ÛÒÔÂ¯ÌÓ

‚˚ÔÓÎÌËÚ¸ ˝ÚÛ Á‡‰‡˜Û, Ì‡Ï ÌÂÓ·ıÓ‰ËÏÓ

Û˜ËÚ˚‚‡Ú¸ ËÌÚÂÂÒ˚ ‚ÒÂı, ÍÚÓ Ú‡Í ËÎË ËÌ‡˜Â

Ò‚flÁ‡Ì Ò Ì‡¯ËÏ ·ËÁÌÂÒÓÏ.

Основные Убеждения

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË Ó·ÂÒÔÂ˜Ë‚‡Ú¸

ÒÚ‡·ËÎ¸Ì˚È ‰ÓıÓ‰ Ì‡¯Ëı ‡ÍˆËÓÌÂÓ‚

Ì‡ ‰ÓÎ„ÓÒÓ˜ÌÓÈ ÓÒÌÓ‚Â.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ‚ÂÒÚË

ÍÓÌÒÚÛÍÚË‚Ì˚È ‰Ë‡ÎÓ„ ÒÓ ‚ÒÂÏË, ÍÚÓ Ú‡Í

ËÎË ËÌ‡˜Â Ò‚flÁ‡Ì Ò Ì‡¯ËÏ ·ËÁÌÂÒÓÏ.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ÒÓÁ‰‡‚‡Ú¸

Ú‚Ó˜ÂÒÍÛ˛ ‡ÚÏÓÒÙÂÛ ‰Îfl ‚ÒÂı Ì‡¯Ëı

ÒÓÚÛ‰ÌËÍÓ‚.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ÒÔÓÒÓ·ÒÚ‚Ó‚‡Ú¸

‡Á‚ËÚË˛ ÒÚ‡Ì˚ Ë Ó·˘ÂÒÚ‚‡, ‚ ÍÓÚÓ˚ı Ï˚

‡·ÓÚ‡ÂÏ.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Ó Ò

Ì‡¯ÂÈ ÍÓÏÔ‡ÌËÂÈ ‰ÓÎÊÌÓ ·˚Ú¸ ‚˚„Ó‰Ì˚Ï ‰Îfl

Ì‡¯Ëı ÔÓÒÚ‡‚˘ËÍÓ‚ Ë ‰Û„Ëı ‰ÂÎÓ‚˚ı

Ô‡ÚÌÂÓ‚.

There are three Business Principles, MMMMuuuuttttuuuuaaaallll BBBBeeeennnneeeeffffiiiitttt,

RRRReeeessssppppoooonnnnssssiiiibbbblllleeee PPPPrrrroooodddduuuucccctttt SSSStttteeeewwwwaaaarrrrddddsssshhhhiiiipppp and GGGGoooooooodddd

CCCCoooorrrrppppoooorrrraaaatttteeee CCCCoooonnnndddduuuucccctttt, each of which is supported by

a number of Core beliefs, which explain what we

think the Principle means in more detail. Together,

these form the basis on which we expect our busi-

nesses to be run in terms of responsibility.

Both the Business Principles and Core Beliefs and

the way they have been developed are consistent

with the four Guiding Principles of British

American Tobacco, which collectively express the

culture of the Group: SSSSttttrrrreeeennnnggggtttthhhh ffffrrrroooommmm DDDDiiiivvvveeeerrrrssssiiiittttyyyy;;;;

OOOOppppeeeennnn MMMMiiiinnnnddddeeeedddd;;;; FFFFrrrreeeeeeeeddddoooommmm tttthhhhrrrroooouuuugggghhhh RRRReeeessssppppoooonnnnssssiiiibbbbiiiilllliiiittttyyyy;;;;

and EEEEnnnntttteeeerrrrpppprrrriiiissssiiiinnnngggg SSSSppppiiiirrrriiiitttt....

MUTUAL BENEFIT

The principle of Mutual Benefit is the basis on

which the company builds its relationships with

stakeholders. British American Tobacco is primarily

in business to build long term shareholder value and

the company believes that the best way to do this is

to seek to understand and take account of the needs

of all its stakeholders.

Core Beliefs

We believe in creating long term shareholder value.

We believe in engaging constructively with our

stakeholders.

We believe in creating inspiring working environ-

ments for our people.

We believe in adding value to the communities

in which we operate.

We believe that suppliers and other business

partners should have the opportunity to benefit

from their relationship with us.
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ПРИНЦИП ОТВЕТСТВЕННОГО УПРАВЛЕНИЯ

ПРОДУКЦИЕЙ 

èËÌˆËÔ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó ÛÔ‡‚ÎÂÌËfl

ÔÓ‰ÛÍˆËÂÈ ÎÂÊËÚ ‚ ÓÒÌÓ‚Â ÚÓ„Ó, Í‡ÍËÏ Ó·‡ÁÓÏ

Ï˚ Û‰Ó‚ÎÂÚ‚ÓflÂÏ ÔÓÚÂ·ËÚÂÎ¸ÒÍËÈ ÒÔÓÒ

Ì‡ ÎÂ„‡Î¸Ì˚È ÔÓ‰ÛÍÚ, ÍÓÚÓ˚È fl‚ÎflÂÚÒfl Ó‰ÌÓÈ

ËÁ ÔË˜ËÌ ÒÂ¸ÂÁÌ˚ı Á‡·ÓÎÂ‚‡ÌËÈ. ê‡Á‡·ÓÚÍ‡,

ÔÓËÁ‚Ó‰ÒÚ‚Ó Ë Ï‡ÍÂÚËÌ„ Ú‡ÍÓÈ ÔÓ‰ÛÍˆËË

‰ÓÎÊÌ˚ ÓÒÛ˘ÂÒÚ‚ÎflÚ¸Òfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ.

å˚ ÒÚÂÏËÏÒfl ‡Á‡·ÓÚ‡Ú¸ ÍÓÏÏÂ˜ÂÒÍË

ÛÒÔÂ¯ÌÛ˛ Ú‡·‡˜ÌÛ˛ ÔÓ‰ÛÍˆË˛, ÍÓÚÓ‡fl

ÒÓ ‚ÂÏÂÌÂÏ ·Û‰ÂÚ ÔËÁÌ‡Ì‡ Ì‡Û˜Ì˚Ï

ÒÓÓ·˘ÂÒÚ‚ÓÏ Ë „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË

Í‡Í ÔÂ‰ÒÚ‡‚Îfl˛˘‡fl ÒÛ˘ÂÒÚ‚ÂÌÌÓ ÏÂÌ¸¯ËÈ

ËÒÍ ‰Îfl Á‰ÓÓ‚¸fl.

Основные Убеждения

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ÔÂ‰ÓÒÚ‡‚ÎflÚ¸

flÒÌÛ˛ Ë ÚÓ˜ÌÛ˛ ËÌÙÓÏ‡ˆË˛ Ó ËÒÍ‡ı,

Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ‡·ÓÚ‡Ú¸ Ì‡‰

ÒÌËÊÂÌËÂÏ ËÒÍÓ‚ ‰Îfl Á‰ÓÓ‚¸fl Ë ‚ ÚÓ ÊÂ ‚ÂÏfl

Û‚‡Ê‡Ú¸ Ô‡‚Ó ‚ÁÓÒÎ˚ı Î˛‰ÂÈ, ÓÒ‚Â‰ÓÏÎÂÌÌ˚ı

Ó ËÒÍ‡ı, ‚˚·Ë‡Ú¸ ÚÛ ËÎË ËÌÛ˛ ÔÓ‰ÛÍˆË˛.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ÁÌ‡˜ËÏ‡fl ËÌÙÓÏ‡ˆËfl

Ó Ì‡¯ÂÈ ÔÓ‰ÛÍˆËË ‰ÓÎÊÌ‡ ·˚Ú¸ ÔÓ-ÔÂÊÌÂÏÛ

‰ÓÒÚÛÔÌÓÈ.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÂ

ÌÂ ‰ÓÎÊÌ˚ ÔÓÚÂ·ÎflÚ¸ Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ Ï‡ÍÂÚËÌ„ Ì‡¯ÂÈ

ÔÓ‰ÛÍˆËË ‰ÓÎÊÂÌ ÓÒÛ˘ÂÒÚ‚ÎflÚ¸Òfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ

Ë ·˚Ú¸ Ì‡Ô‡‚ÎÂÌ ÚÓÎ¸ÍÓ Ì‡ ‚ÁÓÒÎ˚ı

ÔÓÚÂ·ËÚÂÎÂÈ.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ Ú‡·‡˜Ì‡fl ÔÓ‰ÛÍˆËfl

ÔÓ‰ÎÂÊËÚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ÂÏÛ Ì‡ÎÓ„ÓÓ·ÎÓÊÂÌË˛,

‡ ÌÂÁ‡ÍÓÌÌ‡fl ÚÓ„Ó‚Îfl ‰ÓÎÊÌ‡ ËÒÍÓÂÌflÚ¸Òfl.

RESPONSIBLE PRODUCT STEWARDSHIP

The principle of Responsible Product Stewardship

is the basis on which the company meets consumer

demand for a legal product that is a cause of serious

diseases. Therefore, these products and brands

should be developed, manufactured and marketed

in a responsible manner. The company also aspires

to develop tobacco products with critical mass

appeal that will, over time, be recognised by scien-

tific and regulatory authorities as posing substantial-

ly reduced risks to health.

Core Beliefs

We believe in the provision of accurate, clear health

messages about the risks of tobacco consumption.

We believe the health impact of tobacco consump-

tion should be reduced whilst respecting the right of

informed adults to choose the products they prefer.

We believe that relevant and meaningful information

about our products should continue to be available.

We believe that underage people should not con-

sume tobacco products.

We believe that our brands and products should

be marketed responsibly and directed at adult con-

sumers.

We believe in the appropriate taxation of tobacco

products and the elimination of illicit trade.

Принципы ведения бизнеса Группы компаний
«Бритиш Американ Тобакко»

British American Tobacco
Group Statement 
of Business Principles
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å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ Â„ÛÎËÓ‚‡ÌËÂ

Ú‡·‡˜ÌÓÈ ÓÚ‡ÒÎË ‰ÓÎÊÌÓ Û˜ËÚ˚‚‡Ú¸ ËÌÚÂÂÒ˚

‚ÒÂı ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚‡, ‚ÍÎ˛˜‡fl

ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË Ë ÔÂ‰ÒÚ‡‚Ë-

ÚÂÎÂÈ Ú‡·‡˜ÌÓÈ ËÌ‰ÛÒÚËË.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ‚ÓÔÓÒ˚, Ò‚flÁ‡ÌÌ˚Â

Ò ÍÛÂÌËÂÏ ‚ Ó·˘ÂÒÚ‚ÂÌÌ˚ı ÏÂÒÚ‡ı, ‰ÓÎÊÌ˚

Â¯‡Ú¸Òfl Ò Û˜ÂÚÓÏ ËÌÚÂÂÒÓ‚ Ë ÍÛËÎ¸˘ËÍÓ‚,

Ë ÌÂÍÛfl˘Ëı.

ПРИНЦИП ДОБРОПОРЯДОЧНОГО

КОРПОРАТИВНОГО ПОВЕДЕНИЯ

èËÌˆËÔ ‰Ó·ÓÔÓfl‰Ó˜ÌÓ„Ó ÍÓÔÓ‡ÚË‚ÌÓ„Ó

ÔÓ‚Â‰ÂÌËfl ‰ÓÎÊÂÌ ÎÂÊ‡Ú¸ ‚ ÓÒÌÓ‚Â ‰ÂflÚÂÎ¸ÌÓÒÚË

Í‡Ê‰ÓÈ ÍÓÏÔ‡ÌËË. ìÒÔÂı ‚ ·ËÁÌÂÒÂ ‰Îfl Ì‡Ò

ÌÂÓÚ‰ÂÎËÏ ÓÚ Ó·flÁ‡ÌÌÓÒÚË ·˚Ú¸ ÔÓfl‰Ó˜Ì˚ÏË

Ë ÒÓ·Î˛‰‡Ú¸ ‚˚ÒÓÍËÂ ÒÚ‡Ì‰‡Ú˚ ÔÓ‚Â‰ÂÌËfl

‚Ó ‚ÒÂÏ, ˜ÚÓ Í‡Ò‡ÂÚÒfl Ì‡¯Â„Ó ·ËÁÌÂÒ‡. å˚

ÌÂ ‰ÓÎÊÌ˚ ÓÚÒÚÛÔ‡Ú¸ ÓÚ ˝ÚËı ÒÚ‡Ì‰‡ÚÓ‚ ‡‰Ë

‰ÓÒÚËÊÂÌËfl ÍÓÏÏÂ˜ÂÒÍËı ÂÁÛÎ¸Ú‡ÚÓ‚.

Основные Убеждения

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Ú¸

‚˚ÒÓÍËÏ ÒÚ‡Ì‰‡Ú‡Ï ÔÓ‚Â‰ÂÌËfl Ë ÔÓfl‰Ó˜ÌÓÒÚË.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ‚˚ÒÓÍËÂ ÒÚ‡Ì‰‡Ú˚

ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË

‰ÓÎÊÌ˚ ÔÓÎÛ˜ËÚ¸ ‡ÒÔÓÒÚ‡ÌÂÌËÂ ÒÂ‰Ë

ÍÓÏÔ‡ÌËÈ Ú‡·‡˜ÌÓÈ ÓÚ‡ÒÎË.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÌÂÓ·ıÓ‰ËÏÓÒÚË Û‚‡ÊÂÌËfl

ÙÛÌ‰‡ÏÂÌÚ‡Î¸Ì˚ı Ô‡‚ Ë Ò‚Ó·Ó‰ ˜ÂÎÓ‚ÂÍ‡.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ ÏÌÂÌËÂ Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË ‰ÓÎÊÌÓ ÔËÌËÏ‡Ú¸Òfl ‚Ó ‚ÌËÏ‡ÌËÂ ÔË

‚˚‡·ÓÚÍÂ Á‡ÍÓÌÓ‰‡ÚÂÎ¸Ì˚ı Â¯ÂÌËÈ, ÍÓÚÓ˚Â

ÂÂ Á‡Ú‡„Ë‚‡˛Ú.

å˚ Û·ÂÊ‰ÂÌ˚ ‚ ÚÓÏ, ˜ÚÓ Ì‡¯‡ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

‰ÓÎÊÌ‡ ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Ú¸ ÏÂÊ‰ÛÌ‡Ó‰Ì˚Ï

ÒÚ‡Ì‰‡Ú‡Ï ‚ Ó·Î‡ÒÚË Óı‡Ì˚ ÓÍÛÊ‡˛˘ÂÈ

ÒÂ‰˚.

We believe in regulation that balances the interests

of all sections of society, including tobacco con-

sumers and the tobacco industry.

We believe that public smoking should be

approached in a way that balances the interests

of smokers and non-smokers.

GOOD CORPORATE CONDUCT

The principle of Good Corporate Conduct is the

basis on which all the businesses should be

managed. Business success brings with it an obliga-

tion for high standards of behaviour and integrity in

everything the company does and wherever it oper-

ates. These standards should not be compromised

for the sake of results.

Core Beliefs

We believe our businesses should uphold high stan-

dards of behaviour and integrity.

We believe that high standards of corporate social

responsibility should be promoted within the

tobacco industry.

We believe that universally recognised fundamental

human rights should be respected.

We believe the tobacco industry should have a voice

in the formation of government policies affecting it.

We believe in achieving world class standards of

environmental performance.
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ñÂÎ¸ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË –

ÔÓÏÓ˜¸ ÍÓÏÔ‡ÌËË ËÌÚÂ„ËÓ‚‡Ú¸ ÔËÌˆËÔ˚

ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË

‚ Ò‚Ó˛ ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛ ‰ÂÎÓ‚Û˛ Ô‡ÍÚËÍÛ

Ë ‰ÂÈÒÚ‚Ó‚‡Ú¸ ‚ ÒÓ„Î‡ÒËË Ò ÒÓ‚ÂÏÂÌÌ˚ÏË ÓÊË-

‰‡ÌËflÏË Ó·˘ÂÒÚ‚‡ Ë ‰ÓÎ„ÓÒÓ˜Ì˚ÏË ËÌÚÂÂÒ‡ÏË

‡Á‚ËÚËfl ÒÚ‡Ì˚, ‚ ÍÓÚÓÓÈ ÓÌ‡ ‡·ÓÚ‡ÂÚ.

èÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ÔÓÁ‚ÓÎflÂÚ

ÍÓÏÏÂ˜ÂÒÍËÏ Ó„‡ÌËÁ‡ˆËflÏ ‰ÂÈÒÚ‚Ó‚‡Ú¸ ·ÓÎÂÂ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ Ë ÒÚ‡Ú¸ ·ÓÎÂÂ ÔÓÁ‡˜Ì˚ÏË ‰Îfl

Ó·˘ÂÒÚ‚‡, ‡ Ú‡ÍÊÂ ÛÒÔÂ¯ÌÂÂ ‡‰‡ÔÚËÓ‚‡Ú¸Òfl

Í ÔÓÒÚÓflÌÌÓ ËÁÏÂÌfl˛˘ÂÈÒfl ÒÂ‰Â.

Ç ÓÒÌÓ‚Â ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË –

ÔÓ‚Ó‰ËÏ˚Â Ì‡ ÂÊÂ„Ó‰ÌÓÈ ÓÒÌÓ‚Â ˆËÍÎ˚

Â„ÛÎflÌ˚ı ‚ÒÚÂ˜ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ ÍÓÏÔ‡ÌËË

Ë ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ÚÓ ÂÒÚ¸

ÙËÁË˜ÂÒÍËı Ë ˛Ë‰Ë˜ÂÒÍËı ÎËˆ, ÍÓÚÓ˚Â ÎË·Ó

‚ÎËfl˛Ú Ì‡ ÚÓ, Í‡Í ÍÓÏÔ‡ÌËfl ÓÒÛ˘ÂÒÚ‚ÎflÂÚ Ò‚Ó˛

‰ÂflÚÂÎ¸ÌÓÒÚ¸, ÎË·Ó ËÒÔ˚Ú˚‚‡˛Ú ÂÂ ‚ÎËflÌËÂ
1111
.

Ç ˜ËÒÎÓ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„‡ ‚ıÓ‰flÚ ÔÂ‰ÒÚ‡‚Ë-

ÚÂÎË Ó„‡ÌÓ‚ „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓÈ ‚Î‡ÒÚË,

Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó„‡ÌËÁ‡ˆËÈ, ÏÂ‰ËˆËÌÒÍËı

Ë Ó·‡ÁÓ‚‡ÚÂÎ¸Ì˚ı Û˜ÂÊ‰ÂÌËÈ.

The aim of the social reporting process is to

enable a company to embed principles of Corporate

Social Responsibility in its daily practice and to act

in line with expectations of modern society and

long term interests of the country where the compa-

ny operates. The social reporting process assists a

commercial organisation in achieving wider

accountability and transparency as well as better

adapting to a changing environment.

At the core of the social reporting process is a con-

tinuous stakeholder dialogue – annual cycles of reg-

ular meetings attended by the company’s senior

managers and stakeholders, i.e. any persons or

organisations on whom the company’s business

impacts or whose actions impact upon it.

Governmental bodies, regulators, non-governmental

organisations, local communities, medical and

educational institutions are among the company’s

stakeholders.

äÓÏÔ‡ÌËfl ‚Â‰ÂÚ ‰Ë‡ÎÓ„ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ˜ÚÓ·˚ Â¯ËÚ¸ ÒÎÂ‰Û˛˘ËÂ

Á‡‰‡˜Ë:

•èË‚ÎÂ˜¸ ‚ÒÂ Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚Â ÒÚÓÓÌ˚

Í Û˜‡ÒÚË˛ ‚ ‰ËÒÍÛÒÒËË Ë ÒÓÁ‰‡Ú¸ ÛÒÎÓ‚Ëfl

‰Îfl ÓÚÍ˚ÚÓ„Ó Ó·ÏÂÌ‡ ÏÌÂÌËflÏË;

•ìÁÌ‡Ú¸ Ó· ÓÊË‰‡ÌËflı ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ‡ Ú‡ÍÊÂ Ó· ÓÒÌÓ‚Ì˚ı

‚ÓÎÌÛ˛˘Ëı Ëı ÔÓ·ÎÂÏ‡ı;

•èÂ‰ÓÒÚ‡‚ËÚ¸ – Í‡Í ‚ ÒÎÓ‚ÂÒÌÓÈ ÙÓÏÂ,

Ú‡Í Ë ‚ ‚Ë‰Â Ô‡ÍÚË˜ÂÒÍËı ‰ÂÈÒÚ‚ËÈ – ÓÚ‚ÂÚ˚

Ì‡ ÔÓ‰ÌflÚ˚Â ‚ ıÓ‰Â Ó·ÒÛÊ‰ÂÌËÈ ‚ÓÔÓÒ˚.

The company conducts the stakeholder dialogue

in order to achieve the following objectives:

•To involve all interested parties in, and create

opportunities for, an open exchange of views;

•To attain awareness about stakeholder expecta-

tions and the key issues of their concern;

•To respond, in words and actions,

to the issues raised.

Aim

Цель

Objectives

Задачи

1. В английском языке для описания данных групп лиц используется
слово stakeholder («стейкхолдер»). Этот термин употреблялся
и в Социальном отчете 2001–2002.
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Stages

Этапы
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èÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË fl‚ÎflÂÚÒfl

ÌÂÔÂ˚‚Ì˚Ï Ë ÔË ˝ÚÓÏ ÒÓÒÚÓËÚ ËÁ ÂÊÂ„Ó‰Ì˚ı

ˆËÍÎÓ‚. ä‡Ê‰˚È ˆËÍÎ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ‚ÍÎ˛˜‡ÂÚ ‚ ÒÂ·fl ˜ÂÚ˚Â ˝Ú‡Ô‡.

The social reporting process is on-going and

divided into annual cycles. Each cycle of social

reporting process has a four-stage structure.

ПЕРВЫЙ ЭТАП требует следующих шагов:

Внутрикорпоративное исследование
и подготовка к диалогам
Внутрикорпоративное исследование проводится
с целью определения круга тем, которые пред-
ставляют максимальный интерес для компании.
Наряду с этим выполняется подготовительная
работа, включающая сбор и обновление факти-
ческих данных о компании.

Определение круга представителей обще-
ственности и вопросов для обсуждения
Данное исследование направлено на определе-
ние основных групп представителей обществен-
ности и получение информации о том, какие во-
просы, связанные с социальной деятельностью
компании, наиболее значимы для них.

Установление тематических приоритетов
и границ
После того как определены тематические грани-
цы диалога и его потенциальные участники,
компания выбирает приоритетные вопросы
и темы для обсуждения в ходе Диалога 1.

THE INTRODUCTORY STAGE embraces: 

Internal Scoping Study and Preparation
The internal scoping study is conducted to identify
topics of particular interest for the company. In
addition, the preparation includes the collection
and updating of facts about the company.

Stakeholder and Issues Mapping
This research is undertaken to identify key stake-
holders groups and to learn more about areas of
concern they may have as regards to the social
activities of the company.

Selecting and Prioritising Issues and Scope 
When the scope and the stakeholders are identi-
fied, the company selects and prioritises issues and
defines the scope to be covered during Dialogue 1.

ВТОРОЙ ЭТАП – проведение Диалога 1. 
Он включает:

Определение участников Диалога 1
Для участия в диалоге компания выбирает пред-
ставителей различных общественных групп.

Диалог 1. Ознакомление с позициями
представителей общественности и уясне-
ние их ожиданий
Участники встреч, проводимых в рамках Диало-
га 1, обсуждают наиболее значимые для них во-
просы и высказывают свои рекомендации отно-
сительно социальной деятельности компании.

Утверждение тематических границ
диалога 
Согласно сделанным в ходе Диалога 1 корректи-
вам его тематических границ, к обсуждению
поднятых вопросов приглашаются новые, до-
полнительные участники.

THE SECOND STAGE covers Dialogue 1 and
comprises:

The Identification of Participants
in Dialogue 1
The company selects the dialogue participants rep-
resenting the identified groups of stakeholders.

Dialogue 1. Listening to Stakeholders and
Understanding Their Expectations
During the dialogue sessions, the participants dis-
cuss issues of concern to them and voice their rec-
ommendations regarding the social activities of the
company. 

Confirmation of the Process Scope
According to the scope of corrective measures
drawn up within Dialogue 1, new stakeholders are
invited to discuss the issues which have emerged.
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ÖÊÂ„Ó‰ÌÓ ÓÒÛ˘ÂÒÚ‚Îflfl ˝ÚË ˜ÂÚ˚Â ˝Ú‡Ô‡ ‚ ÓÔË-

Ò‡ÌÌÓÈ ÔÓÒÎÂ‰Ó‚‡ÚÂÎ¸ÌÓÒÚË, ÍÓÏÔ‡ÌËfl ÔÓÎÛ˜‡ÂÚ

‚ÓÁÏÓÊÌÓÒÚ¸ Ò‚ÓÂ‚ÂÏÂÌÌÓ ÛÁÌ‡‚‡Ú¸, ˜ÚÓ ‡ÁÎË˜-

Ì˚Â Ó·˘ÂÒÚ‚ÂÌÌ˚Â „ÛÔÔ˚ ÓÊË‰‡˛Ú ÓÚ ÂÂ ÒÓˆË-

‡Î¸ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË, Ë ‚ÍÎ˛˜‡Ú¸ ˝ÚÓ ÁÌ‡ÌËÂ ‚

ÍÓÔÓ‡ÚË‚Ì˚È ÔÓˆÂÒÒ ÔËÌflÚËfl Â¯ÂÌËÈ
1111
.

Progressing annually through these four stages, the

company has an opportunity to learn what various

groups of stakeholders expect of its social perform-

ance at a given moment of time – and to embed

this knowledge in the corporate decision-making

process
1111
.

1. Более подробная информация об этапах процесса социальной
отчетности дана в Приложении 2.

1. There is more information about the stages of social reporting process in
Appendix 2.
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ТРЕТИЙ ЭТАП включает Диалог 2, или второй
тур встреч, в ходе которых представители ком-
пании отвечают на вопросы, поставленные уча-
стниками Диалога 1, и обсуждают с ними пока-
затели успешного выполнения компанией при-
нятых обязательств. Данный этап включает:

Формулирование обязательств
Руководство компании анализирует ожидания
представителей общественности и определяет
возможности для приведения реальной ситуа-
ции в соответствие с данными ожиданиями. По
завершении анализа руководство предлагает
список обязательств компании для последующе-
го обсуждения с участниками диалогов.

Диалог 2. Обсуждение обязательств и
показателей их выполнения
Представителей общественности вновь пригла-
шают к участию во встречах с руководителями
компании. Последние представляют план дейст-
вий, в который включены относящиеся к затро-
нутым вопросам обязательства. План вместе с
графиком и показателями его успешного выпол-
нения согласуется с участниками диалогов.

THE THIRD STAGE embraces Dialogue 2, namely,
the second round of meetings, during which com-
pany representatives give responses to stakehold-
ers and discuss with them the indicators of success-
ful fulfilment of the company’s commitments. This
stage includes:

Formulating Commitments
The top management team analyses stakeholder
expectations, and identifies gaps between them
and the current situation. When the analysis is
completed, the team suggests commitments
designed to bridge these gaps, for subsequent dis-
cussion with stakeholders.

Dialogue 2. Discussing Commitments
and Indicators
Stakeholders are invited to meet with the company
representatives again. During the meetings, man-
agers present an action plan containing commit-
ments relevant to the subjects of the dialogues and
agree it, together with the timeframe of fulfilment
and indicators of success, with the dialogue partic-
ipants. 

В ходе ЧЕТВЕРТОГО ЭТАПА компания выпол-
няет принятые обязательства. Он включает сле-
дующие действия:

Реализация плана действий и мониторинг
Компания выполняет принятые обязательства 
в соответствии с согласованным графиком.

Подготовка и распространение Социаль-
ного отчета
Компания публикует Социальный отчет и рас-
пространяет его среди представителей общест-
венности.

THE FOURTH STAGE relates to delivery of the
commitments and is formed by:

Action Plan Implementation and Monitoring
The company fulfils its commitments within the
agreed schedule. 

Reporting and Communicating
The company publishes a Social Report and distrib-
utes it among stakeholders.
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äÓÏÔ‡ÌËfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ

êÓÒÒËfl» ÓÒÛ˘ÂÒÚ‚ÎflÂÚ ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÚÂ·Ó‚‡ÌËflÏË

CÚ‡Ì‰‡Ú‡ ÄÄ1000. äÓÏÂ ÚÓ„Ó, ‚ ‰‡ÌÌ˚È

ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ Ú‡ÍÊÂ ‚ÍÎ˛˜ÂÌ‡ ËÌÙÓÏ‡-

ˆËfl ÔÓ fl‰Û ËÌ‰ËÍ‡ÚÓÓ‚, ÂÍÓÏÂÌ‰Ó‚‡ÌÌ˚ı

ÉÎÓ·‡Î¸ÌÓÈ ËÌËˆË‡ÚË‚ÓÈ ÔÓ ÓÚ˜ÂÚÌÓÒÚË.

АА1000

ê‡Á‡·ÓÚ‡ÌÌ˚È ÏÂÊ‰ÛÌ‡Ó‰Ì˚Ï àÌÒÚËÚÛÚÓÏ ÔÓ

ÔÓ·ÎÂÏ‡Ï ÒÓˆË‡Î¸ÌÓ-˝ÚË˜ÂÒÍÓÈ ÓÚ˜ÂÚÌÓÒÚË Ë

‚ÔÂ‚˚Â ÓÔÛ·ÎËÍÓ‚‡ÌÌ˚È ‚ 1999 „Ó‰Û, CÚ‡Ì‰‡Ú

ÄÄ1000 ÛÒÚ‡Ì‡‚ÎË‚‡ÂÚ ‡ÏÍË ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË. ëÚ‡Ì‰‡Ú ÔÂ‰Ì‡ÁÌ‡˜ÂÌ

‰Îfl ÍÓÏÏÂ˜ÂÒÍËı, ÌÂÍÓÏÏÂ˜ÂÒÍËı Ë

Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó„‡ÌËÁ‡ˆËÈ, ÒÚ‡‚fl˘Ëı ˆÂÎ¸

ÔÓ‚˚ÒËÚ¸ ˝ÙÙÂÍÚË‚ÌÓÒÚ¸ Ò‚ÓËı ÒÓˆË‡Î¸Ì˚ı

ËÌËˆË‡ÚË‚ Ë ÓÒÛ˘ÂÒÚ‚ÎflÚ¸ Ò‚Ó˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

·ÓÎÂÂ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ. àÌÒÚÛÏÂÌÚÓÏ

ÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡ÌËfl ÔË ˝ÚÓÏ fl‚ÎflÂÚÒfl ‰Ë‡ÎÓ„

Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

ëÓ„Î‡ÒÌÓ ëÚ‡Ì‰‡ÚÛ ÄÄ1000 ‚ ‡ÏÍ‡ı ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Ó·flÁ‡ÚÂÎ¸Ì˚Ï fl‚ÎflÂÚÒfl

ÒÓ·Î˛‰ÂÌËÂ ÒÎÂ‰Û˛˘Ëı ÔËÌˆËÔÓ‚:

•àÒ˜ÂÔ˚‚‡˛˘ÂÂ ÓÚ‡ÊÂÌËÂ ÒÛ˘ÂÒÚ‚Û˛˘Ëı

ÏÌÂÌËÈ: Û˜ÂÚ ‚ÒÂı ÏÌÂÌËÈ Ë ÚÓ˜ÂÍ ÁÂÌËfl,

‚˚ÒÍ‡Á‡ÌÌ˚ı ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË;

•èÓÎÌÓÚ‡ ÔÂ‰ÒÚ‡‚ÎÂÌËfl ‰ÂflÚÂÎ¸ÌÓÒÚË

ÍÓÏÔ‡ÌËË: ‚ÍÎ˛˜ÂÌËÂ ‚ ÔÓˆÂÒÒ ÓÚ˜ÂÚÌÓÒÚË

‚ÒÂı Ì‡Ô‡‚ÎÂÌËÈ ÒÓˆË‡Î¸ÌÓ-˝ÚË˜ÂÒÍÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË;

•è‡ÍÚË˜ÂÒÍ‡fl ÁÌ‡˜ËÏÓÒÚ¸: ‡ÒÒÏÓÚÂÌËÂ

ËÌÙÓÏ‡ˆËË, ÒÔÓÒÓ·ÌÓÈ ÔÓ‚ÎËflÚ¸ Ì‡ ÏÌÂÌËÂ

Ó‰ÌÓÈ ËÎË ·ÓÎÂÂ Ó·˘ÂÒÚ‚ÂÌÌ˚ı „ÛÔÔ;

•êÂ„ÛÎflÌÓÒÚ¸ Ë Ò‚ÓÂ‚ÂÏÂÌÌÓÒÚ¸: Â„ÛÎflÌ‡fl

ÓÚ˜ÂÚÌÓÒÚ¸;

•é·ÂÒÔÂ˜ÂÌËÂ Í‡˜ÂÒÚ‚‡: ÔÓ‚Â‰ÂÌËÂ ‡Û‰ËÚ‡

ÌÂÁ‡‚ËÒËÏÓÈ Ë ÍÓÏÔÂÚÂÌÚÌÓÈ ÚÂÚ¸ÂÈ

ÒÚÓÓÌÓÈ, ÌÂ ÔËÌËÏ‡˛˘ÂÈ Û˜‡ÒÚËfl

‚ ÔÓˆÂÒÒÂ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË;

BAT Russia carries out the social reporting

process in accordance with the AA1000 Standard.

Some indicators recommended by the Global

Reporting Initiative (GRI) guidelines are also

published in this Social Report.

AA1000

The AA1000 Standard is a process framework

designed by the Institute of Social and Ethical

AccountAbility (in short – AccountAbility) and

first published in November 1999. It is designed

for businesses, non-profit organisations and public

bodies aiming to improve their accountability and

social performance by learning from dialogue with

stakeholders.

According to AA1000, the following basic principles

are obligatory for the process:

•Inclusivity: Taking the views and opinions of all

stakeholder groups into account;

•Completeness: Unbiased inclusion into the report-

ing processes of all appropriate areas of activity

relating to the organisation’s social and ethical

performance;

•Materiality: Consideration of any significant

information that is likely to affect the opinion

of one or more stakeholder groups;

•Regularity and Timeliness: Regular reporting;

•Quality Assurance: External verification by an

independent and competent third party or par-

ties, which has not been involved in the detailed

implementation of the process;

Social Reporting
Standards

Стандарты социальной отчетности
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•ÑÓÒÚÛÔÌÓÒÚ¸: ‡ÒÔÓÒÚ‡ÌÂÌËÂ ËÌÙÓÏ‡ˆËË

Ó ÂÁÛÎ¸Ú‡Ú‡ı ÒÓˆË‡Î¸ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

Ó„‡ÌËÁ‡ˆËË Ë ÓÚ˜ÂÚÌÓÒÚ¸ ÔÂÂ‰ ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË;

•àÌÚÂ„‡ˆËfl: ‚ÍÎ˛˜ÂÌËÂ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË Ë Â„Ó ‡Û‰ËÚ‡ ‚ ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛

Ô‡ÍÚËÍÛ Ó„‡ÌËÁ‡ˆËË, ÂÂ ÒËÒÚÂÏ˚ Ë ÔÓˆÂÒÒ

‡Á‡·ÓÚÍË Ô‡‚ËÎ ÓÒÛ˘ÂÒÚ‚ÎÂÌËfl

‰ÂflÚÂÎ¸ÌÓÒÚË
1111
.

РУКОВОДЯЩИЕ ПРИНЦИПЫ ГЛОБАЛЬНОЙ

ИНИЦИАТИВЫ ПО ОТЧЕТНОСТИ

ÉÎÓ·‡Î¸Ì‡fl ËÌËˆË‡ÚË‚‡ ÔÓ ÓÚ˜ÂÚÌÓÒÚË ·˚Î‡

ÓÔÛ·ÎËÍÓ‚‡Ì‡ ‚ 1997 „Ó‰Û äÓ‡ÎËˆËÂÈ Á‡ ˝ÍÓÎÓ-

„Ë˜ÂÒÍË ÓÚ‚ÂÚÒÚ‚ÂÌÌ˚È ·ËÁÌÂÒ ‚ Ô‡ÚÌÂÒÚ‚Â

Ò ùÍÓÎÓ„Ë˜ÂÒÍÓÈ èÓ„‡ÏÏÓÈ ééç. ÉÎÓ·‡Î¸Ì‡fl

ËÌËˆË‡ÚË‚‡ ÔÂ‰ÒÚ‡‚ÎflÂÚ ÒÓ·ÓÈ ÒËÒÚÂÏÛ,

ÔÓÁ‚ÓÎfl˛˘Û˛ ÔÓ‚Ó‰ËÚ¸ Ò‡‚ÌÂÌËfl ÏÂÊ‰Û

Ó„‡ÌËÁ‡ˆËflÏË, Û˜ËÚ˚‚‡fl ÔË ˝ÚÓÏ ÓÒÓ·ÂÌÌÓÒÚË

ËÒÔÓÎ¸ÁÛÂÏ˚ı ËÏË ÒÔÓÒÓ·Ó‚ Ò·Ó‡ Ë ÔÂ‰ÒÚ‡‚ÎÂ-

ÌËfl ËÌÙÓÏ‡ˆËË. ÑÎfl ‰ÓÒÚËÊÂÌËfl ˝ÚÓÈ ˆÂÎË

ÂÍÓÏÂÌ‰Û˛ÚÒfl ÍÓÌÍÂÚÌ˚Â ÚÂÏ˚ Ë ËÌ‰ËÍ‡ÚÓ˚

‰Îfl ËÒÔÓÎ¸ÁÓ‚‡ÌËfl ‚ ıÓ‰Â ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË
2222
.

•Accessibility: Communication of social perform-

ance and reporting to stakeholders;

•Embeddedness: Making the social and ethical

accounting, auditing and reporting processes

a part of the organisation’s operations, systems

and policy making
1111
.

GLOBAL REPORT INITIATIVE (GRI)

GUIDELINES

The Global Reporting Initiative (GRI) was pub-

lished in 1997 by the Coalition for Environmentally

Responsible Economies (CERES) in partnership

with the United Nations Environment Programme

(UNEP). The GRI suggests a reporting framework

that facilitates comparability between organisations,

whilst taking into account implications of collecting

and presenting information across diverse organisa-

tions. To achieve a better comparability,

the GRI recommends particular topics and indica-

tors for reporting
2222
.

Social Reporting
Standards

Стандарты социальной отчетности

1. Более подробная информация о Стандарте АА1000 дана 
на веб-сайте международного Института по проблемам
социально-этической отчетности: 
www.accountability.org.uk

2. Более подробная информация о Глобальной инициативе 
по отчетности дана на веб-сайте:
www.globalreporting.org.uk

1. There is more information about the AA1000 Standard on the website 
of the Institute of Social and Ethical AccountAbility: 
www.accountability.org.uk

2. There is more information about the Global Reporting Initiative 
on the website:
www.globalreporting.org.uk
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ëÓÓÚ‚ÂÚÒÚ‚ËÂ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË «ÅÄí êÓÒÒËfl» ëÚ‡Ì‰‡ÚÛ ÄÄ1000

Ë ‰ÓÒÚÓ‚ÂÌÓÒÚ¸ ‰‡ÌÌ˚ı Ó ÔËÓ‰ÓÓı‡ÌÌÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË, ÔÂ‰ÒÚ‡‚ÎÂÌÌ˚ı

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ËÌ‰ËÍ‡ÚÓ‡ÏË ÉÎÓ·‡Î¸ÌÓÈ

ËÌËˆË‡ÚË‚˚ ÔÓ ÓÚ˜ÂÚÌÓÒÚË, ·˚ÎË ÔÓ‰Ú‚ÂÊ‰ÂÌ˚

«Å˛Ó ÇÂËÚ‡Ò êÛÒ¸». ëÓ„Î‡ÒÌÓ ëÚ‡Ì‰‡ÚÛ

ÄÄ1000 ‡Û‰ËÚÓ˚ «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸» ·˚ÎË

ÔË„Î‡¯ÂÌ˚ ‚ Í‡˜ÂÒÚ‚Â Ì‡·Î˛‰‡ÚÂÎÂÈ Ì‡

‚ÒÚÂ˜Ë Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË,

Ó„‡ÌËÁÓ‚‡ÌÌ˚Â ÍÓÏÔ‡ÌËÂÈ «ÅÄí êÓÒÒËfl»

‚ 2003 „Ó‰Û, Ë ÔÓ‰Ú‚Â‰ËÎË ÒÓÓÚ‚ÂÚÒÚ‚ËÂ

‰Ë‡ÎÓ„Ó‚ ÚÂ·Ó‚‡ÌËflÏ ‰‡ÌÌÓ„Ó ÒÚ‡Ì‰‡Ú‡,

‡ Ú‡ÍÊÂ ‚˚ÔÓÎÌÂÌËÂ Ó·flÁ‡ÚÂÎ¸ÒÚ‚, ÔËÌflÚ˚ı

‚ ÚÂ˜ÂÌËÂ ÔÂ‰˚‰Û˘Â„Ó ˆËÍÎ‡.

àÌÙÓÏ‡ˆËfl, ‰ÓÒÚÓ‚ÂÌÓÒÚ¸ ÍÓÚÓÓÈ ·˚Î‡

ÔÓ‰Ú‚ÂÊ‰ÂÌ‡ ÍÓÏÔ‡ÌËÂÈ «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸»

‚ ıÓ‰Â ‡Û‰ËÚÓÒÍÓÈ ÔÓ‚ÂÍË, ‚˚‰ÂÎÂÌ‡ ‚ ÚÂÍÒÚÂ

ÓÚ˜ÂÚ‡ ÒÎÂ‰Û˛˘ËÏË ÁÌ‡Í‡ÏË.

The compliance of BAT Russia’s social report-

ing with the AA1000 Standard and the reliability of

information on the company’s environmental per-

formance aganist the GRI indicators, were assessed

and confirmed by CJSC Bureau Veritas Rus. In

line with the AA1000 Standard, auditors of Bureau

Veritas Rus were invited to the meetings with

stakeholders arranged by BAT Russia during 2003

and subsequently verified the compliance of the

dialogues with the requirements of the AA1000

Standard as well as the fulfilment of the commit-

ments made during the previous cycle.

The content of this report, verified by Bureau

Veritas Rus, is marked by the following symbols.

Verification

Аудит процесса

Процесс: ‰‡ÌÌ‡fl ËÌÙÓÏ‡ˆËfl ‰ÂÈÒÚ‚Ë-

ÚÂÎ¸ÌÓ ÔÓÎÛ˜ÂÌ‡ ‚ ıÓ‰Â ÓÔËÒ˚‚‡ÂÏÓ„Ó

ÔÓˆÂÒÒ‡ (Ì‡ÔËÏÂ, ‚ ÂÁÛÎ¸Ú‡ÚÂ ‰Ë‡ÎÓ„‡),

‡ Ò‡Ï ÔÓˆÂÒÒ ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Î

ëÚ‡Ì‰‡ÚÛ ÄÄ1000

Базовые данные: ÔË‚Â‰ÂÌÌ˚Â Ù‡ÍÚ˚

ËÎË Á‡fl‚ÎÂÌËfl ÔÓ‰Ú‚ÂÊ‰ÂÌ˚ Ò ÔÓÏÓ˘¸˛

Á‡ÔÓÒ‡ ËÎË ËÌÓÈ ‡Û‰ËÚÓÒÍÓÈ ÏÂÚÓ‰ËÍË

Цифровые данные: ÔÓ‰Ú‚ÂÊ‰ÂÌ‡
ÚÓ˜ÌÓÒÚ¸ Ë/ËÎË ËÒÚÓ˜ÌËÍ ˆËÙÓ‚˚ı

‰‡ÌÌ˚ı

íÓ„‰‡ Í‡Í Ì‡˜‡ÎÓ Ù‡„ÏÂÌÚ‡ ÚÂÍÒÚ‡,

ÒÓ‰ÂÊ‡˘Â„Ó ‚ÂËÙËˆËÓ‚‡ÌÌÛ˛

ËÌÙÓÏ‡ˆË˛, ÓÚÏÂ˜ÂÌÓ Ó‰ÌËÏ ËÁ

ÒËÏ‚ÓÎÓ‚, ÛÍ‡Á‡ÌÌ˚ı ‚˚¯Â, ÓÍÓÌ˜‡ÌËÂ

Ù‡„ÏÂÌÚ‡ Ó·ÓÁÌ‡˜ÂÌÓ Á‡Í˚‚‡˛˘ÂÈ

ÒÍÓ·ÍÓÈ.

Process: information has been checked for

accuracy and is derived using a verified

AA1000 process e.g. stakeholder outputs

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

While the beginning of a text containing veri-

fied information, is marked by one of the veri-

fication symbols given above, the end of the

text is indicated by the closing bracket.

Верификационные символы Verification Symbols

Additional SymbolsДополнительные обозначения
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Ç 2001 „Ó‰Û ‚ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ»

·˚ÎÓ ÒÓÁ‰‡Ì‡ ÉÛÔÔ‡ ÔÓ ÛÔ‡‚ÎÂÌË˛

‰ÂflÚÂÎ¸ÌÓÒÚ¸˛ ‚ ÒÙÂÂ ÍÓÔÓ‡ÚË‚ÌÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË. Ç ÂÂ ÔÓÎÌÓÏÓ˜Ëfl

‚Ó¯ÎË ÍÓÌÚÓÎ¸ Ë ÓˆÂÌÍ‡ ÒÓˆË‡Î¸ÌÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË Ë ÓÚ˜ÂÚÌÓÒÚË «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ», ‡ Ú‡ÍÊÂ ÒÓ‰ÂÈÒÚ‚ËÂ ÍÓÏÔ‡ÌËflÏ

ÉÛÔÔ˚ ‚Ó ‚ÌÂ‰ÂÌËË ÔËÌˆËÔÓ‚

ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË.

Ç «ÅÄí êÓÒÒËfl» ÒÚÛÍÚÛ‡ ÔÓ ÛÔ‡‚ÎÂÌË˛

‰ÂflÚÂÎ¸ÌÓÒÚ¸˛ ‚ ÒÙÂÂ äëé ÙÓÏËÓ‚‡Î‡Ò¸

‚ 2002–2003 „Ó‰‡ı. Ç 2002 „Ó‰Û ·˚Î ÒÓÁ‰‡Ì

ìÔ‡‚Îfl˛˘ËÈ ÍÓÏËÚÂÚ ÔÓ ÍÓÔÓ‡ÚË‚ÌÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË ÔÓ‰ ÛÍÓ‚Ó‰ÒÚ‚ÓÏ

ìÔ‡‚Îfl˛˘Â„Ó ‰ËÂÍÚÓ‡ «ÅÄí êÓÒÒËfl»; ‚ Â„Ó

ÒÓÒÚ‡‚ ‚Ó¯ÎË ÛÍÓ‚Ó‰ËÚÂÎË ÓÒÌÓ‚Ì˚ı ÓÚ‰ÂÎÓ‚

ÍÓÏÔ‡ÌËË.

At the British American Tobacco Group,

Corporate Social Responsibility (CSR) Governance

was established in 2001. It was empowered to moni-

tor and evaluate social performance and social

reporting within the Group and to help Group

companies to embed principles of Corporate Social

Responsibility.

At BAT Russia, the CSR governance structure was

developed during 2002 and 2003. In 2002, the CSR

Steering Committee was set up.

CSR Governance
at BAT Russia

Управление деятельностью «БАТ Россия» в сфере
корпоративной социальной ответственности (КСО)

Every dialogue session is designed to be a rep-

resentative, effective and open exchange of views.

In order to achieve this, the company invites a

moderator and a facilitator to lead the meetings,

assure credibility and create an atmosphere appro-

priate for a free expression of opinions.

Moderator – an independent individual or compa-

ny who ensures quality of the process. He or she

invites stakeholders to the dialogues and acts as a

chair of the meetings.

Facilitator – an independent individual or company

assisting dialogue participants in expressing their

views, positions and expectations.

ÑË‡ÎÓ„ Á‡‰ÛÏ‡Ì Í‡Í ÂÔÂÁÂÌÚ‡ÚË‚Ì˚È,

˝ÙÙÂÍÚË‚Ì˚È Ë ÓÚÍ˚Ú˚È Ó·ÏÂÌ ÏÌÂÌËflÏË.

ë ˝ÚÓÈ ˆÂÎ¸˛ ÍÓÏÔ‡ÌËfl ÔË„Î‡¯‡ÂÚ ÏÓ‰Â‡ÚÓ‡

Ë Ù‡ÒËÎËÚ‡ÚÓ‡ ‰Îfl ÔÓ‚Â‰ÂÌËfl ‚ÒÚÂ˜ Ë

Ó·ÂÒÔÂ˜ÂÌËfl ‡ÚÏÓÒÙÂ˚ ‰Ó‚ÂËfl, ÌÂÓ·ıÓ‰ËÏÓÈ

‰Îfl Ò‚Ó·Ó‰ÌÓ„Ó ‚˚‡ÊÂÌËfl Û˜‡ÒÚÌËÍ‡ÏË Ò‚ÓËı

ÏÌÂÌËÈ.

Модератор – ÙËÁË˜ÂÒÍÓÂ ËÎË ˛Ë‰Ë˜ÂÒÍÓÂ

ÎËˆÓ, ÍÓÚÓÓÂ fl‚ÎflÂÚÒfl ÒÚÓÓÌÌËÏ „‡‡ÌÚÓÏ

Í‡˜ÂÒÚ‚‡ ÔÓˆÂÒÒ‡; ÔË„Î‡¯‡ÂÚ ÔÓÚÂÌˆË‡Î¸Ì˚ı

Û˜‡ÒÚÌËÍÓ‚ Í ‰Ë‡ÎÓ„Û Ë ‚ ıÓ‰Â ‚ÒÚÂ˜Ë

‚˚ÔÓÎÌflÂÚ ÙÛÌÍˆËË ÔÂ‰ÒÂ‰‡ÚÂÎfl.

Фасилитатор – ÌÂÁ‡‚ËÒËÏÓÂ ÙËÁË˜ÂÒÍÓÂ ËÎË

˛Ë‰Ë˜ÂÒÍÓÂ ÎËˆÓ, ÍÓÚÓÓÂ ÒÓ‰ÂÈÒÚ‚ÛÂÚ

Û˜‡ÒÚÌËÍ‡Ï ‚ Ò‚Ó·Ó‰ÌÓÏ ‚˚‡ÊÂÌËË ÏÌÂÌËÈ,

ÔÓÁËˆËÈ Ë ÓÊË‰‡ÌËÈ.

Independent
Parties 

Независимые участники 
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Совещание Управляющего комитета по корпоративной
социальной ответственности «БАТ Россия»

Meeting of BAT Russia’s CSR Steering Committee 

ÇÒÚÂ˜Ë ÍÓÏËÚÂÚ‡ ÔÓ‚Ó‰flÚÒfl Ì‡ Â„ÛÎflÌÓÈ

ÓÒÌÓ‚Â ‰Îfl ‡Ì‡ÎËÁ‡ ÓÊË‰‡ÌËÈ, ‚˚ÒÍ‡Á‡ÌÌ˚ı

ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ÔÓ‰„ÓÚÓ‚ÍË

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı ÓÚ‚ÂÚÓ‚ Ë Ó·flÁ‡ÚÂÎ¸ÒÚ‚

ÍÓÏÔ‡ÌËË, ‡ Ú‡ÍÊÂ ‚˚·Ó‡ ÒÔÓÒÓ·‡ Ëı

ÒÓÓ·˘ÂÌËfl ÔÂ‰ÒÚ‡‚ËÚÂÎflÏ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

ÑÂflÚÂÎ¸ÌÓÒÚ¸ ìÔ‡‚Îfl˛˘Â„Ó ÍÓÏËÚÂÚ‡ Ì‡Ô‡‚ÎÂ-

Ì‡ Ì‡ ËÌÚÂ„‡ˆË˛ ÔËÌˆËÔÓ‚ ÍÓÔÓ‡ÚË‚ÌÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË ‚ ‰ÂÎÓ‚Û˛ Ô‡ÍÚËÍÛ

ÍÓÏÔ‡ÌËË. éÒÌÓ‚Ì˚ÏË Á‡‰‡˜‡ÏË ÍÓÏËÚÂÚ‡

fl‚ÎflÂÚÒfl Ó·ÂÒÔÂ˜ÂÌËÂ ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ÓÒÛ˘ÂÒÚ‚ÎflÂÏÓ„Ó

ÍÓÏÔ‡ÌËÂÈ, ÚÂ·Ó‚‡ÌËflÏ ëÚ‡Ì‰‡Ú‡ ÄÄ1000,

‡ Ú‡ÍÊÂ ‡ÒÒÏÓÚÂÌËÂ ËÌÙÓÏ‡ˆËË Ó

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË ÔÓ ËÌ‰ËÍ‡ÚÓ‡Ï

ÉÎÓ·‡Î¸ÌÓÈ ËÌËˆË‡ÚË‚˚ ÔÓ ÓÚ˜ÂÚÌÓÒÚË ‰Îfl

‚ÍÎ˛˜ÂÌËfl ‚ ÓÚ˜ÂÚ.

Ç 2003 „Ó‰Û ËÁ ˜ËÒÎ‡ ÏÂÌÂ‰ÊÂÓ‚ ÍÎ˛˜Â‚˚ı

ÓÚ‰ÂÎÓ‚ ÍÓÏÔ‡ÌËË ·˚Î‡ ÒÙÓÏËÓ‚‡Ì‡

èÓÂÍÚÌ‡fl „ÛÔÔ‡ ÔÓ ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË, ÔÓ‰ÓÚ˜ÂÚÌ‡fl ìÔ‡‚Îfl˛˘ÂÏÛ

ÍÓÏËÚÂÚÛ ÔÓ äëé. ÉÛÔÔ‡ „ÓÚÓ‚ËÚ Ë Ì‡Ô‡‚ÎflÂÚ

ÔÂ‰ÎÓÊÂÌËfl ‚ ìÔ‡‚Îfl˛˘ËÈ ÍÓÏËÚÂÚ Ë

‚˚ÒÚÛÔ‡ÂÚ ‚ Í‡˜ÂÒÚ‚Â Ó‰ÌÓÈ ËÁ ‰‚ËÊÛ˘Ëı ÒËÎ

ÍÓÏÔ‡ÌËË ‚ ÒÙÂÂ ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË.

Chaired by the Managing Director of BAT Russia

and comprising heads of key functions, it meets

regularly to analyse stakeholder expectations, devel-

op relevant responses and decide on ways of com-

municating them. The overarching aim of BAT

Russia’s CSR Steering Committee is to integrate

principles of Corporate Social Responsibility into

the company’s activities. The Committee’s main

objectives are to ensure that the company’s social

reporting complies with requirements of the AA1000

Standard and to consider information on the com-

pany’s performance against the GRI indicators for

reporting.

In 2003, the CSR Drive Team has been formed,

which comprises managers of key functions and

reports to the CSR Steering Committee. The CSR

Drive Team proposes initiatives to the CSR Steering

Committee and serves as one of the driving forces

of the company’s performance in the field of corpo-

rate social responsibility.





Первый цикл процесса
социальной отчетности компании «БАТ Россия»

Cycle 1 
of BAT Russia’s Social Reporting Process

Глава III

Chapter III

Обзор первого цикла 

Подготовка 

Диалог 1

Диалог 2

Аудит процесса

Выполнение обязательств

Overview of Cycle 1

Preparation

Dialogue 1

Dialogue 2

Verification

Delivery
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äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» Ì‡˜‡Î‡ ÔÓˆÂÒÒ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ‚ 2001 „Ó‰Û ‚ÏÂÒÚÂ

Ò 13 ÍÓÏÔ‡ÌËflÏË ÉÛÔÔ˚ «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» – «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ Ô.Î.Ò.»

(ÇÂÎËÍÓ·ËÚ‡ÌËfl) Ë ÍÓÏÔ‡ÌËflÏË ÉÛÔÔ˚

‚ Ä„ÂÌÚËÌÂ, Ä‚ÒÚ‡ÎËË, Å‡ÁËÎËË, ÇÂÌ„ËË,

ÉÂÏ‡ÌËË, ÉÓÌÍÓÌ„Â, áËÏ·‡·‚Â, å‡Î‡ÈÁËË,

ëòÄ, ì„‡Ì‰Â, òË-ã‡ÌÍÂ Ë ûÄê. Ç êÓÒÒËË

ÔÂ‚˚È ˆËÍÎ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

ÔÓ‚Ó‰ËÎÒfl ‚ ÔÂËÓ‰ Ò ‰ÂÍ‡·fl 2001 „Ó‰‡

ÔÓ ‰ÂÍ‡·¸ 2002. éÌ ‚ÍÎ˛˜‡Î ˜ÂÚ˚Â ˝Ú‡Ô‡ –

ÔÓ‰„ÓÚÓ‚ÍÛ, ÑË‡ÎÓ„ 1, ÑË‡ÎÓ„ 2 Ë ‚˚ÔÓÎÌÂÌËÂ

Ó·flÁ‡ÚÂÎ¸ÒÚ‚. èÓ‚ÂÍ‡ ÔÓˆÂÒÒ‡

Ì‡ ÒÓÓÚ‚ÂÚÒÚ‚ËÂ ëÚ‡Ì‰‡ÚÛ ÄÄ1000

ÓÒÛ˘ÂÒÚ‚ÎflÎ‡Ò¸ ÌÂÁ‡‚ËÒËÏ˚Ï ‡Û‰ËÚÓÓÏ.

Подготовка

èÓ‚Â‰ÂÌË˛ ‰Ë‡ÎÓ„Ó‚ ÔÂ‰¯ÂÒÚ‚Ó‚‡Î

ÔÓ‰„ÓÚÓ‚ËÚÂÎ¸Ì˚È ˝Ú‡Ô, ‚ ıÓ‰Â ÍÓÚÓÓ„Ó

ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÔË ‡ÍÚË‚ÌÓÏ Û˜‡ÒÚËË

ËÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍÓ„Ó ‡„ÂÌÚÒÚ‚‡ ÔÓ‚ÂÎ‡

ÍÎ‡ÒÒËÙËÍ‡ˆË˛ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓ-

ÒÚË. ç‡ ÂÂ ÓÒÌÓ‚Â ·˚Î ÒÙÓÏËÓ‚‡Ì ÒÔËÒÓÍ

ÔÓÚÂÌˆË‡Î¸Ì˚ı Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚, ÍÓÚÓ˚Â

ÏÓ„ÎË ·˚ ·˚Ú¸ Á‡ËÌÚÂÂÒÓ‚‡Ì˚ ‚Ó ‚ÒÚÂ˜‡ı

Ò «ÅÄí êÓÒÒËfl». éÌË ÔÓÎÛ˜ËÎË, ‚ÏÂÒÚÂ

Ò ÔË„Î‡¯ÂÌËflÏË ÔÓÒÂÚËÚ¸ ‚ÒÚÂ˜Ë, Ô‡ÍÂÚ˚

ËÌÙÓÏ‡ˆËÓÌÌ˚ı Ï‡ÚÂË‡ÎÓ‚, ‚ÍÎ˛˜‡˛˘ËÂ

ÓÔËÒ‡ÌËÂ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Ë

Ó·˘ËÂ Ò‚Â‰ÂÌËfl Ó ÍÓÏÔ‡ÌËË. ëÓÒÚ‡‚ Û˜‡ÒÚÌËÍÓ‚

ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Î ÓÊË‰‡ÌËflÏ ÍÓÏÔ‡ÌËË.

In 2001, BAT Russia started the social report-

ing process, together with 13 other companies of

the British American Tobacco Group: British

American Tobacco p.l.c. (UK) and Group compa-

nies in Argentina, Australia, Brazil, Germany, Hong

Kong, Hungary, Malaysia, South Africa, Sri Lanka,

Uganda, USA, and Zimbabwe. In Russia, Cycle 1

embraced the period between December 2001 and

December 2002. It included four stages –

Preparation, Dialogue 1, Dialogue 2 and the

Delivery stage. The social reporting process was

independently verified as compliant with the

AA1000 Standard.

Preparation
Dialogue sessions were preceded by a prepara-

tory stage during which BAT Russia, with the active

assistance of research agency, undertook stakeholder

classification in order to define groups which are

potentially interested in the dialogue with BAT

Russia. As a result, a list of stakeholders to be invit-

ed to the dialogue was drawn up. Together with

invitations, prospective dialogue participants

received information packs including detailed

description of the social reporting process and key

information about the company. Actual participa-

tion was in line with that anticipated.

Обзор первого цикла

Overview of Cycle 1
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Диалог 1

ÑË‡ÎÓ„ 1 ÔÂ‚Ó„Ó ˆËÍÎ‡ ÔÓ‚Ó‰ËÎÒfl ‚ åÓÒÍ‚Â,

‚ ÌÂÏ ÔËÌflÎË Û˜‡ÒÚËÂ ÔÂ‰ÒÚ‡‚ËÚÂÎË

ÏËÌËÒÚÂÒÚ‚ Ë ‚Â‰ÓÏÒÚ‚, Ó„‡ÌËÁ‡ˆËÈ

Á‰‡‚ÓÓı‡ÌÂÌËfl Ë Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó·˙Â‰ËÌÂÌËÈ.

ì˜‡ÒÚÌËÍ‡Ï ‰Ë‡ÎÓ„Ó‚ ·˚ÎÓ ÔÂ‰ÎÓÊÂÌÓ

Ó·ÒÛ‰ËÚ¸ Î˛·˚Â ÁÌ‡˜ËÏ˚Â ‰Îfl ÌËı ‚ÓÔÓÒ˚,

Á‡ÚÓÌÛÚ¸ Î˛·˚Â ÔÓ·ÎÂÏ˚ Ë ‚˚ÒÍ‡Á‡Ú¸ Ò‚Ó˛

ÚÓ˜ÍÛ ÁÂÌËfl Ë ÏÌÂÌËÂ ·ÂÁ Í‡ÍËı-ÎË·Ó

Ó„‡ÌË˜ÂÌËÈ. Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÚÂ·Ó‚‡ÌËflÏË

ëÚ‡Ì‰‡Ú‡ ÄÄ1000, Í ‰Ë‡ÎÓ„Û ·˚ÎË ÔË„Î‡¯ÂÌ˚

ÌÂÁ‡‚ËÒËÏ˚Â Û˜‡ÒÚÌËÍË – ÏÓ‰Â‡ÚÓ Ë

Ù‡ÒËÎËÚ‡ÚÓ.

Ç ıÓ‰Â ‚ÒÚÂ˜ ÔÂ‚Ó„Ó ˆËÍÎ‡ ÔÂ‰ÒÚ‡‚ËÚÂÎË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Ó·ÒÛ‰ËÎË fl‰ ‚ÓÔÓÒÓ‚,

ÓÚÌÓÒfl˘ËıÒfl Í ÒÎÂ‰Û˛˘ËÏ ÚÂÏ‡Ï:

•àÌÙÓÏËÓ‚‡ÌËÂ ÔÓÚÂ·ËÚÂÎÂÈ;

•ê‡Á‡·ÓÚÍ‡ Ë ‚ÌÂ‰ÂÌËÂ ÔÓ‰ÛÍˆËË,

ÔÂ‰ÒÚ‡‚Îfl˛˘ÂÈ ÔÓÚÂÌˆË‡Î¸ÌÓ ÏÂÌ¸¯ËÈ

ËÒÍ ‰Îfl Á‰ÓÓ‚¸fl ÍÛËÎ¸˘ËÍÓ‚;

•éÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚ¸ Á‡ ÓÔÎ‡ÚÛ ÏÂ‰ËˆËÌÒÍËı

‡ÒıÓ‰Ó‚, Ò‚flÁ‡ÌÌ˚ı Ò ÔÓÒÎÂ‰ÒÚ‚ËflÏË

ÍÛÂÌËfl;

•èÓÎËÚËÍ‡ ÍÓÏÔ‡ÌËË ‚ Ó·Î‡ÒÚË Ï‡ÍÂÚËÌ„‡

Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ;

•èÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

•ÑÂflÚÂÎ¸ÌÓÒÚ¸ ÍÓÏÔ‡ÌËË ‚ Ó·Î‡ÒÚË

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË Ë ÒÓˆË‡Î¸ÌÓ„Ó

Ô‡ÚÌÂÒÚ‚‡.

Dialogue 1
Dialogue 1 of Cycle 1 took place in Moscow and

engaged various groups of key stakeholders –

representatives of governmental and regulatory

bodies, medical circles, and public organisations.

The dialogue participants were encouraged to raise

any issue of interest for them, address any problem

and express their viewpoints and opinions without

restraint. In order to meet the requirements of the

AA1000 Standard, an independent moderator and

facilitator were engaged in the dialogues.

During Dialogue 1 of Cycle 1, stakeholders raised

dozens of issues, which can be grouped into the

following areas:

•Consumer information;

•Development and introduction of lower risk

products;

•Responsibility of tobacco companies for the

health costs of smoking;

•Tobacco marketing policy;

•Youth smoking prevention;

•The company’s activities in the areas of charity

and social partnership.
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èÓ ÓÍÓÌ˜‡ÌËË ÑË‡ÎÓ„‡ 1 ÍÓÏÔ‡ÌËfl ‡Á‡·ÓÚ‡Î‡

ÔÎ‡Ì ‰ÂÈÒÚ‚ËÈ, ‚ÍÎ˛˜Ë‚¯ËÈ ÔËÌflÚ˚Â

ÍÓÏÔ‡ÌËÂÈ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ Ë „‡ÙËÍ Ëı

‚˚ÔÓÎÌÂÌËfl. èÓ‰„ÓÚÓ‚ÎÂÌÌ˚È ÔÎ‡Ì ‰ÂÈÒÚ‚ËÈ

·˚Î ÒÓ„Î‡ÒÓ‚‡Ì Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ ıÓ‰Â ÑË‡ÎÓ„‡ 2, Ú‡ÍÊÂ

ÔÓ‚Â‰ÂÌÌÓ„Ó ‚ åÓÒÍ‚Â.

Аудит процесса

äÓÏÔ‡ÌËfl «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸» ÔÓ‚ÂÎ‡ ‡Û‰ËÚ

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl». Ç ‡ÏÍ‡ı ‡Û‰ËÚ‡ ÒÚ‡‚ËÎËÒ¸

ÒÎÂ‰Û˛˘ËÂ ˆÂÎË:

•ìÒÚ‡ÌÓ‚ÎÂÌËÂ ÒÚÂÔÂÌË ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ÔÓ‚Ó‰ËÏÓ„Ó

ÍÓÏÔ‡ÌËÂÈ, ëÚ‡Ì‰‡ÚÛ ÄÄ1000;

•èÓ‰Ú‚ÂÊ‰ÂÌËÂ ‰ÓÒÚÓ‚ÂÌÓÒÚË Ë ÚÓ˜ÌÓÒÚË

ËÌÙÓÏ‡ˆËË Ó ÒÓˆË‡Î¸ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

«ÅÄí êÓÒÒËfl», ÔÂ‰ÒÚ‡‚ÎÂÌÌÓÈ ‚ ëÓˆË‡Î¸ÌÓÏ

ÓÚ˜ÂÚÂ 2001–2002.

èË ÔÓ‚Â‰ÂÌËË ‡Û‰ËÚ‡ ÍÓÏÔ‡ÌËfl «Å˛Ó

ÇÂËÚ‡Ò êÛÒ¸» ËÒÔÓÎ¸ÁÓ‚‡Î‡ Ú‡ÍËÂ ÏÂÚÓ‰˚, Í‡Í

ÔÓ‚ÂÍ‡ Á‡ÔËÒÂÈ Ë ‰ÓÍÛÏÂÌÚÓ‚, ‚ÌÛÚÂÌÌËÂ Ë

‚ÌÂ¯ÌËÂ Á‡ÔÓÒ˚, ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ ‡‰ÂÍ‚‡ÚÌÓÒÚË

ËÌÙÓÏ‡ˆËË Ë ÂÂ ËÒÚÓ˜ÌËÍÓ‚, ÌÂÔÓÒÂ‰ÒÚ‚ÂÌÌÓÂ

Ì‡·Î˛‰ÂÌËÂ ‰Ë‡ÎÓ„Ó‚ Ë ‰Û„Ëı ÍÎ˛˜Â‚˚ı

˝ÎÂÏÂÌÚÓ‚ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

èÂ‰ÒÚ‡‚ËÚÂÎË «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸»

ÔËÒÛÚÒÚ‚Ó‚‡ÎË Ì‡ ‚ÒÚÂ˜‡ı ‰Îfl ÚÓ„Ó, ˜ÚÓ·˚

ËÏÂÚ¸ ‚ÓÁÏÓÊÌÓÒÚ¸ ÓˆÂÌËÚ¸ Í‡˜ÂÒÚ‚Ó

Ó·ÒÛÊ‰ÂÌËfl Ë ÓÚ‚ÂÚÓ‚ ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

Ì‡ ‚ÓÔÓÒ˚ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

èÓ ÓÍÓÌ˜‡ÌËË ÔÂ‚Ó„Ó ˆËÍÎ‡ ÍÓÏÔ‡ÌËfl «Å˛Ó

ÇÂËÚ‡Ò êÛÒ¸» ‚˚ÔÛÒÚËÎ‡ éÙËˆË‡Î¸Ì˚È ÓÚ˜ÂÚ

ÔÓ ËÚÓ„‡Ï ‡Û‰ËÚ‡ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË «ÅÄí êÓÒÒËfl», ‡ Ú‡ÍÊÂ

ÔÂ‰ÓÒÚ‡‚ËÎ‡ ÔÓ‰Ó·Ì˚Â ÂÍÓÏÂÌ‰‡ˆËË

ÔÓ ÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡ÌË˛ ÔÓˆÂÒÒ‡. éÚ˜ÂÚ

Ë ÂÍÓÏÂÌ‰‡ˆËË ‡Û‰ËÚÓ‡ ·˚ÎË ‚ÍÎ˛˜ÂÌ˚

‚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ 2001–2002.

Upon completion of Dialogue 1, BAT Russia

prepared an action plan, which laid down the

company’s commitments and the schedule for their

fulfilment. During Dialogue 2, which also took

place in Moscow, the action plan was agreed with

stakeholders.

Verification
CJSC Bureau Veritas Rus conducted an audit of

BAT Russia’s social reporting process. The verifica-

tion had the following purposes:

•To carry out analysis of the compliance of the

social reporting process introduction and imple-

mentation with the requirements of the AA1000

Standard;

•To verify the reliability and accuracy of the

information about BAT Russia’s social activity

presented in the Social Report 2001–2002.

Bureau Veritas Rus used such audit methods

as verification of records, documents, internal and

external inquiries, confirmation of sources and

information adequacy, together with monitoring of

the dialogues and other key elements of the social

reporting process.

Representatives of Bureau Veritas Rus attended

the dialogues in order to be able to evaluate the

quality of the discussion and the way in which BAT

Russia responded to stakeholders’ questions and

concerns. Upon the completion of Cycle 1, Bureau

Veritas Rus issued an Official Report on the

Verification of BAT Russia’s Social Reporting

Process and provided the company with compre-

hensive recommendations for improvement.

This report and recommendations were included

into the Social Report 2001–2002.

Диалог 2

Dialogue 2
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Ç ÍÓÌˆÂ 2002 „Ó‰‡ ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

‚˚ÔÛÒÚËÎ‡ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ 2001–2002.

Ö„Ó ÔÂ˜‡ÚÌ‡fl ‚ÂÒËfl ·˚Î‡ ‡ÒÔÓÒÚ‡ÌÂÌ‡ ÒÂ‰Ë

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ‡ ˝ÎÂÍÚÓÌÌ‡fl –

ÓÔÛ·ÎËÍÓ‚‡Ì‡ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ ‚Â·-Ò‡ÈÚÂ

www.batrussia.ru.

ä Ì‡ÒÚÓfl˘ÂÏÛ ÏÓÏÂÌÚÛ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡, ÔËÌflÚ˚Â

‚ ıÓ‰Â ÔÂ‚Ó„Ó ˆËÍÎ‡ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË, ÛÒÔÂ¯ÌÓ ‚˚ÔÓÎÌÂÌ˚ ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË

Ò ÛÒÚ‡ÌÓ‚ÎÂÌÌ˚Ï „‡ÙËÍÓÏ
1111
.

Delivery 
At the end of 2002, BAT Russia published, both

in print and online, the Social Report 2001–2002.

Hard copies were distributed among the stakehold-

ers, while the electronic version of the Social

Report 2001–2002 was placed on the corporate

website www.batrussia.ru.

To date, all the commitments made by BAT Russia

in Cycle 1 of the social reporting have been suc-

cessfully fulfilled within the schedule agreed
1111
.

Выполнение обязательств

1. Подробная информация о выполнении обязательств дана 
в главе III и Приложении 3 отчета.

1. There is more information about the fulfilment of commitments 
in Chapter III and in Appendix 3 of this report. 
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компании «БАТ Россия»

Cycle 2 of BAT Russia’s Social Reporting Process

Глава IV

Chapter IV

Обзор второго цикла

Процесс социальной отчетности
и предоставление информации
общественности

Информация для потребителей

Маркетинг табачной продукции

Предотвращение курения среди
несовершеннолетних

Спонсорство и благотворительность

Охрана труда на фабриках
компании «БАТ Россия»

Охрана окружающей среды
и отношения с местным сообществом

Качество продукции 

Социальная реклама и популяризация
здорового образа жизни

Вопросы курения и здоровья

Государственное регулирование
табачной отрасли

Обязательства, принятые компанией
«БАТ Россия» по результатам
второго цикла процесса социальной
отчетности в 2002–2003 годах

Overview of Cycle 2

Social Reporting Process and Providing
Information to the General Public

Consumer Information

Marketing of Tobacco Products

Youth Smoking Prevention

Sponsorship and Charity

Safety Conditions at BAT Russia’s Factories

Environmental Protection
and Local Community Relations 

Product Quality

Social Advertising and Promotion
of a Healthy Lifestyle

Smoking and Health Issues 

State Regulation of Tobacco Industry 

Commitments Assumed
by BAT Russia as a Result of Cycle 2
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Ç ÍÓÌˆÂ 2002 Ë Ì‡˜‡ÎÂ 2003 „Ó‰‡ ÍÓÏÔ‡ÌËfl

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» ÔÓ‚ÂÎ‡

ËÒÒÎÂ‰Ó‚‡ÌËÂ Ò ˆÂÎ¸˛ ÓÔÂ‰ÂÎÂÌËfl ÍÛ„‡ ÔÂ‰-

ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ÍÓÚÓ˚Â ÎË·Ó ÓÍ‡-

Á˚‚‡˛Ú ‚ÎËflÌËÂ Ì‡ ÚÓ, Í‡Í ÍÓÏÔ‡ÌËfl ÓÒÛ˘ÂÒÚ‚-

ÎflÂÚ Ò‚Ó˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸, ÎË·Ó ËÒÔ˚Ú˚‚‡˛Ú ‚ÎËfl-

ÌËÂ ÔÓÒÎÂ‰ÌÂÈ, ‡ Ú‡ÍÊÂ ÔÓ‚ÂÎ‡ ËÒÒÎÂ‰Ó‚‡ÌËÂ

ÚÂÏ ‰Îfl Ó·ÒÛÊ‰ÂÌËfl ‚ ıÓ‰Â ‰Ë‡ÎÓ„Ó‚. èÓ Á‡‚Â-

¯ÂÌËË ˝ÚÓÈ ‡·ÓÚ˚ ·˚ÎË ÛÒÚ‡ÌÓ‚ÎÂÌ˚ Ï‡Ò¯Ú‡-

·˚ Ë ÚÂÏ˚ ÑË‡ÎÓ„‡ 1.

ÇÒÚÂ˜Ë ‚ ‡ÏÍ‡ı ÑË‡ÎÓ„‡ 1 ÔÓ¯ÎË ‚ Ï‡ÚÂ

Ë ‡ÔÂÎÂ 2003 „Ó‰‡. Ç ÌËı ÔËÌflÎË Û˜‡ÒÚËÂ ·ÓÎÂÂ

70 ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ËÁ åÓÒÍ‚˚,

ë‡‡ÚÓ‚‡ Ë ë‡ÌÍÚ-èÂÚÂ·Û„‡. àÁ ‚ÓÒ¸ÏË ‚ÒÚÂ˜

˜ÂÚ˚Â ·˚ÎË ÔÓ‚Â‰ÂÌ˚ Ò „ÛÔÔ‡ÏË ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ËÁ åÓÒÍ‚˚, ÚË – ËÁ ë‡‡-

ÚÓ‚‡ Ë Ó‰Ì‡ – ËÁ ë‡ÌÍÚ-èÂÚÂ·Û„‡. ùÚË ÚË

„ÓÓ‰‡ ·˚ÎË ‚˚·‡Ì˚, ÔÓÒÍÓÎ¸ÍÛ ‚ ÌËı ‡ÒÔÓÎÓ-

ÊÂÌ˚ Ù‡·ËÍË: «ÅÄí-ü‚‡» (åÓÒÍ‚‡), «ÅÄí-ëíî»

(ë‡‡ÚÓ‚) Ë «ÅÄí-ëè·» (ë‡ÌÍÚ-èÂÚÂ·Û„).

Ö‰ËÌÒÚ‚ÂÌÌ˚Ï Ó„‡ÌË˜ÂÌËÂÏ ÒÚ‡Î‡ ÌÂ‰ÓÒÚ‡ÚÓ˜-

Ì‡fl ‚Ó‚ÎÂ˜ÂÌÌÓÒÚ¸ ‚ ÒÓˆË‡Î¸Ì˚È ‰Ë‡ÎÓ„ ÔÂ‰ÒÚ‡-

‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â,

Ó·ÛÒÎÓ‚ÎÂÌÌ‡fl ÏÂÓÔËflÚËflÏË, Ò‚flÁ‡ÌÌ˚ÏË

Ò Ô‡Á‰ÌÓ‚‡ÌËÂÏ 300-ÎÂÚÌÂ„Ó ˛·ËÎÂfl „ÓÓ‰‡.

Ç ıÓ‰Â ÚÂÚ¸Â„Ó ˆËÍÎ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

«ÅÄí êÓÒÒËfl», ÍÓÚÓ˚È Ì‡˜ÌÂÚÒfl ‚ 2004 „Ó‰Û,

‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â ·Û‰ÛÚ ÔÓ‚Â‰ÂÌ˚ ÒÂÒÒËË

‰Ë‡ÎÓ„‡ Ò ÒÓÚÛ‰ÌËÍ‡ÏË ÍÓÏÔ‡ÌËË, ‡ Ú‡ÍÊÂ

Û‚ÂÎË˜ÂÌÓ ˜ËÒÎÓ ‚ÒÚÂ˜ Ò Ô‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

ì˜‡ÒÚÌËÍË ÑË‡ÎÓ„‡ 1 ÒÛ˘ÂÒÚ‚ÂÌÌÓ ÔÓÏÓ„ÎË

ÍÓÏÔ‡ÌËË ÎÛ˜¯Â ÔÓÌflÚ¸ Ì‡Ë·ÓÎÂÂ ÁÌ‡˜ËÏ˚Â

‰Îfl ÒÓ‚ÂÏÂÌÌÓÈ ÓÒÒËÈÒÍÓÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

‚ÓÔÓÒ˚. ÇÒÂ„Ó ·˚ÎÓ Á‡ÚÓÌÛÚÓ ·ÓÎÂÂ 100 ‡Á-

ÎË˜Ì˚ı ÚÂÏ, ÍÓÚÓ˚Â ÏÓÊÌÓ Ó·˙Â‰ËÌËÚ¸

‚ 11 Í‡ÚÂ„ÓËÈ.

•èÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Ë

ÔÂ‰ÓÒÚ‡‚ÎÂÌËÂ ËÌÙÓÏ‡ˆËË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË;

•àÌÙÓÏËÓ‚‡ÌËÂ ÔÓÚÂ·ËÚÂÎÂÈ;

•å‡ÍÂÚËÌ„ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË;

•èÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

Обзор второго цикла

At the end of 2002 and the beginning of 2003,

BAT Russia conducted a research in order to define

the circle of stakeholders as well as scope for the

dialogues. After the study was completed, the over-

all scope of Dialogue 1 was clarified.

Dialogue 1 took place in March and April of 2003,

with more than 70 participants from Moscow,

Saratov and St.-Petersburg being involved. Four

of the eight dialogue sessions were held with groups

of stakeholders from Moscow, three with groups

from Saratov, and one with an individual from

St.-Petersburg. These three cities had been chosen

because of location of the BAT-Yava factory

(Moscow), the BAT-STF factory (Saratov), and

the BAT-SPb factory (St.-Petersburg). The only

limitation to the process scope was insufficient

involvement of stakeholders from St.-Petersburg,

due to the city’s 300th anniversary celebration

events.

Internal dialogues with company employees and an

increased number of dialogue sessions with external

stakeholders will be conducted in St.-Petersburg in

Cycle 3 of BAT Russia’s social reporting process,

which will start in 2004.

Participants of Dialogue 1 made a very valuable

contribution to the company’s understanding of

issues of societal concern in the modern Russia.

They raised more than 100 issues, which, though

rather diverse, can be grouped into the following

11 categories:

•Social Reporting Process and Providing

Information to the General Public;

•Consumer Information;

•Marketing of Tobacco Products;

•Youth Smoking Prevention;

Overview of Cycle 2
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•ëÔÓÌÒÓÒÚ‚Ó Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚ¸;

•éı‡Ì‡ ÚÛ‰‡ Ì‡ Ù‡·ËÍ‡ı ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl»;

•á‡˘ËÚ‡ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚ Ë ÓÚÌÓ¯ÂÌËfl

Ò ÏÂÒÚÌ˚Ï ÒÓÓ·˘ÂÒÚ‚ÓÏ;

•ä‡˜ÂÒÚ‚Ó ÔÓ‰ÛÍˆËË;

•ëÓˆË‡Î¸Ì‡fl ÂÍÎ‡Ï‡ Ë ÔÓÔÛÎflËÁ‡ˆËfl

Á‰ÓÓ‚Ó„Ó Ó·‡Á‡ ÊËÁÌË;

•ÇÓÔÓÒ˚ ÍÛÂÌËfl Ë Á‰ÓÓ‚¸fl;

•ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓÂ Â„ÛÎËÓ‚‡ÌËÂ Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË.

Ç ‰‡ÌÌÓÈ „Î‡‚Â ÔÂ‰ÒÚ‡‚ÎÂÌ‡ ÚÓ˜Í‡ ÁÂÌËfl

ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» ÔÓ ÍÎ˛˜Â‚˚Ï ‚ÓÔÓÒ‡Ï,

Á‡ÚÓÌÛÚ˚Ï ‚ ıÓ‰Â ‰Ë‡ÎÓ„Ó‚ ‚ÚÓÓ„Ó ˆËÍÎ‡, Ë

ÔË‚Â‰ÂÌ˚ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡, ÔËÌflÚ˚Â ÍÓÏÔ‡ÌËÂÈ.

í‡·ÎËˆ‡ Ó·flÁ‡ÚÂÎ¸ÒÚ‚ ‰‡Ì‡ Ì‡ ÒÚ. 74–76. ùÚ‡

„Î‡‚‡ Ú‡ÍÊÂ ‚ÍÎ˛˜‡ÂÚ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ ÔÂ‚Ó„Ó

ˆËÍÎ‡ Ë ÓÚ˜ÂÚ˚ Ó· Ëı ‚˚ÔÓÎÌÂÌËË.

•Sponsorship and Charity;

•Safety Conditions at BAT Russia Factories;

•Environmental Protection and Local Community

Relations;

•Product Quality;

•Social Advertising and Promotion of a Healthy

Lifestyle;

•Smoking and Health Issues;

•State Regulation of the Tobacco Industry.

This chapter describes the company’s views and

commitments on the key issues raised during

Cycle 2. The table of commitments is given on

pages 75–77. This chapter also presents both

commitments made during Cycle 1 and reports

on their fulfillment.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„Ó‚ ‚˚ÒÍ‡Á‡ÎË fl‰ Á‡ÏÂ˜‡ÌËÈ,

Í‡Ò‡˛˘ËıÒfl ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË,

‡ Ú‡ÍÊÂ ÒÓ‰ÂÊ‡ÌËfl Ë ÙÓÏ‡Ú‡ ëÓˆË‡Î¸ÌÓ„Ó

ÓÚ˜ÂÚ‡. éÌË ÔÓfl‚ËÎË ËÌÚÂÂÒ Í Ú‡ÍËÏ ÚÂÏ‡Ï,

Í‡Í ˆÂÎÂ‚‡fl ‡Û‰ËÚÓËfl, ÙÓÏ‡Ú Ë ÔÂËÓ‰Ë˜ÌÓÒÚ¸

‰‡ÌÌÓÈ ÔÛ·ÎËÍ‡ˆËË, ÂÍÓÏÂÌ‰Ó‚‡ÎË ÔÓ‰ÂÎËÚ¸Òfl

Ò ‰Û„ËÏË ÍÓÏÔ‡ÌËflÏË ÓÔ˚ÚÓÏ ‚ Ó·Î‡ÒÚË

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ‡ Ú‡ÍÊÂ ÔÓÔ‡„‡Ì‰ËÓ-

‚‡Ú¸ Ô‡ÍÚËÍÛ ‰ÂflÚÂÎ¸ÌÓÒÚË ‚ ‰‡ÌÌÓÈ ÒÙÂÂ.

äÓÏÂ ÚÓ„Ó, ÔÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

‚˚ÒÍ‡Á‡ÎË ÊÂÎ‡ÌËÂ ÔÓÎÛ˜‡Ú¸ ·ÓÎÂÂ ÔÓÎÌÛ˛

ËÌÙÓÏ‡ˆË˛ Ó· Û˜‡ÒÚÌËÍ‡ı ‰Ë‡ÎÓ„‡ Ë Á‡ÚÓÌÛÚ˚ı

‚ÓÔÓÒ‡ı Ë ÂÍÓÏÂÌ‰Ó‚‡ÎË ÔË„Î‡ÒËÚ¸ Í ‰Ë‡ÎÓ„Û

‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı Û˜‡ÒÚÌËÍÓ‚.

á‡‰‡˜ÂÈ ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡ fl‚ÎflÂÚÒfl ÔÂ‰ÓÒÚ‡‚-

ÎÂÌËÂ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‰ÓÒÚÓ‚ÂÌÓÈ Ë Â„ÛÎflÌÓ

Ó·ÌÓ‚ÎflÂÏÓÈ ËÌÙÓÏ‡ˆËË Ó ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏ-

Ô‡ÌËË ‚ ÒÙÂÂ ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË.

Dialogue participants made recommendations

regarding the social reporting process and the actual

content and presentation of the Social Report.

They expressed interest in the target audience,

format and frequency of the Social Report and asked

BAT Russia to share the social reporting experience

with other companies and to promote the practice of

social performance reporting. Stakeholders also

requested the company to provide more information

about the dialogue participants and the issues raised

and recommended to invite particular stakeholders

to take part in the social reporting dialogues.

Процесс социальной отчетности и предоставление
информации общественности

Social Reporting Process
and Providing Information
to the General Public
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èÂ˜‡ÚÌ˚Â ˝ÍÁÂÏÔÎfl˚ ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡

Á‡ 2001–2002 ‡ÒÔÓÒÚ‡ÌÂÌ˚ ÒÂ‰Ë

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. éÒÌÓ‚Ì˚Ï

Í‡Ì‡ÎÓÏ ÍÓÏÏÛÌËÍ‡ˆËË Ò ¯ËÓÍÓÈ ‡Û‰ËÚÓËÂÈ

fl‚ÎflÂÚÒfl ÍÓÔÓ‡ÚË‚Ì˚È ‚Â·-Ò‡ÈÚ ÍÓÏÔ‡ÌËË

www.batrussia.ru, ·Î‡„Ó‰‡fl ÍÓÚÓÓÏÛ ‰ÓÒÚÛÔÌ˚

ÛÒÒÍ‡fl Ë ‡Ì„ÎËÈÒÍ‡fl ‚ÂÒËË ëÓˆË‡Î¸ÌÓ„Ó

ÓÚ˜ÂÚ‡. èÛ·ÎËÍ‡ˆËfl ÒÓˆË‡Î¸Ì˚ı ÓÚ˜ÂÚÓ‚

fl‚ÎflÂÚÒfl Á‡‚Â¯ÂÌËÂÏ „Ó‰Ë˜ÌÓ„Ó ˆËÍÎ‡

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

çÂÓ·ıÓ‰ËÏÓ ÓÚÏÂÚËÚ¸, ˜ÚÓ, ıÓÚfl ÍÓÏÔ‡ÌËfl

«ÅÄí êÓÒÒËfl» ÔË‚ÂÚÒÚ‚ÛÂÚ ËÌÚÂÂÒ ÒÓ ÒÚÓÓÌ˚

ÒÂ‰ÒÚ‚ Ï‡ÒÒÓ‚ÓÈ ËÌÙÓÏ‡ˆËË Ë Ó·˘ÂÒÚ‚ÂÌÌÓ-

ÒÚË Ë ÓÚ‚Â˜‡ÂÚ Ì‡ ÔÓÒÚÛÔ‡˛˘ËÂ Á‡ÔÓÒ˚, ÓÌ‡

ÌÂ Á‡ÌËÏ‡ÂÚÒfl Ì‡ÏÂÂÌÌ˚Ï ÔÓ‰‚ËÊÂÌËÂÏ

ÓÔÛ·ÎËÍÓ‚‡ÌÌ˚ı ÒÓˆË‡Î¸Ì˚ı ÓÚ˜ÂÚÓ‚ Ë

ÌÂ ‡ÒÒÏ‡ÚË‚‡ÂÚ ‰‡ÌÌ˚Â ÔÛ·ÎËÍ‡ˆËË ‚ Í‡˜ÂÒÚ‚Â

ÒÂ‰ÒÚ‚‡ ÍÓÔÓ‡ÚË‚ÌÓÈ ÂÍÎ‡Ï˚.

äÓÏÔ‡ÌËfl Û·ÂÊ‰ÂÌ‡, ˜ÚÓ ÔÓËÁ‚Ó‰ÒÚ‚Ó Ë

Ï‡ÍÂÚËÌ„ ÔÓ‰ÛÍˆËË, ÔÂ‰ÒÚ‡‚Îfl˛˘ÂÈ ËÒÍ

‰Îfl Á‰ÓÓ‚¸fl ÔÓÚÂ·ËÚÂÎÂÈ, ‰ÓÎÊÌ˚ ÓÒÛ˘ÂÒÚ-

‚ÎflÚ¸Òfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ. èËÁÌ‡ÌËÂ ˝ÚÓÈ ÓÚ‚ÂÚÒÚ-

‚ÂÌÌÓÒÚË ÎÂÊËÚ ‚ ÓÒÌÓ‚Â ‚ÒÂı ÒÓÓ·˘ÂÌËÈ

ÍÓÏÔ‡ÌËË Ó ÒÂ·Â Ë Ò‚ÓÂÈ ÔÓ‰ÛÍˆËË. Ñ‡ÌÌ˚È

ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ ÓÚ‡Ê‡ÂÚ ÔÓÁËˆËË ÍÓÏÔ‡ÌËË

Ë ÓÔËÒ˚‚‡ÂÚ ÂÂ ‰ÂflÚÂÎ¸ÌÓÒÚ¸, Í‡Ò‡˛˘Û˛Òfl

Ó·Î‡ÒÚÂÈ, ‚˚Á˚‚‡˛˘Ëı ËÌÚÂÂÒ ËÎË

ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

ëÓˆË‡Î¸Ì˚Â ÓÚ˜ÂÚ˚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛Ú ÚÂ·Ó‚‡ÌËflÏ

ëÚ‡Ì‰‡Ú‡ AA1000 Ë ÔÓÚÓÏÛ ÌÂ ‡ÒÍ˚‚‡˛Ú

ËÏÂÌ Ë ‰ÓÎÊÌÓÒÚÂÈ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌ-

ÌÓÒÚË, Û˜‡ÒÚ‚Û˛˘Ëı ‚ ‰Ë‡ÎÓ„Â. ìÒÎÓ‚ËÂ ‡ÌÓÌËÏ-

ÌÓÒÚË, ÛÒÚ‡ÌÓ‚ÎÂÌÌÓÂ ëÚ‡Ì‰‡ÚÓÏ ÄÄ1000,

ÒÔÓÒÓ·ÒÚ‚ÛÂÚ ˝ÙÙÂÍÚË‚ÌÓÏÛ Ó·ÏÂÌÛ ÏÌÂÌËflÏË

Ë ÔÓÏÓ„‡ÂÚ Û˜‡ÒÚÌËÍ‡Ï Ò‚Ó·Ó‰ÌÓ ‚˚ÒÍ‡Á˚‚‡Ú¸

Ò‚ÓË ‚Á„Îfl‰˚. íÂÏ ÌÂ ÏÂÌÂÂ, ÍÓÏÔ‡ÌËfl

ÒÚÂÏËÚÒfl ‰‡Ú¸ ·ÓÎ¸¯Â ËÌÙÓÏ‡ˆËË Ó Ó‰Â

ÔÓÙÂÒÒËÓÌ‡Î¸Ì˚ı Á‡ÌflÚËÈ Ë ËÌÚÂÂÒ‡ı

Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„‡, ‡ Ú‡ÍÊÂ ÔÓ‰ÂÏÓÌÒÚË-

Ó‚‡Ú¸ ÔÓ„ÂÒÒ, ‰ÓÒÚË„ÌÛÚ˚È ‚ Ó·Î‡ÒÚË

‡Ò¯ËÂÌËfl ÍÛ„‡ Û˜‡ÒÚÌËÍÓ‚.

The aim of the Social Report is to provide

stakeholders with correct and regularly updated

information on the company’s activities in the field

of Corporate Social Responsibility. Hard copies of

Social Report 2001–2002 have to date only been

distributed among stakeholders. The main channel

of communicating with the general public is the

corporate website www.batrussia.ru, making both

Russian and English versions of the company’s

Social Report available. Social Reports are pub-

lished in the fourth quarter of the year, establishing

an annual cycle for the social reporting process.

It should be stressed that although BAT Russia

welcomes, and reacts to, all requests from the

media and general public, it neither intentionally

promotes the Social Reports nor considers these

publications to be a tool for raising awareness about

the company’s brand.

The company believes that if a business manages

products that pose risks to health, it should do this

responsibly. Acknowledgement of this responsibility

is a foundation of all communications about the

company and its products. This Social Report is an

expression of the company’s views as well as a

record of its activities regarding issues of stakehold-

ers’ concern.

Social Reports comply with the requirements of the

AA1000 Standard to social reporting process and

therefore, do not reveal names and job titles of the

dialogue participants. The anonymity clause is set

by the AA1000 Standard in order to facilitate a free

exchange of views and help participants to feel

comfortable when expressing their opinions.

Процесс социальной отчетности и предоставление
информации общественности

Social Reporting Process
and Providing Information
to the General Public
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Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÔËÌflÚ˚Ï ÍÓÏÔ‡ÌËÂÈ

«ÅÄí êÓÒÒËfl» éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓÏÏÏÏ 1111 ‚ ëÓˆË‡Î¸Ì˚È

ÓÚ˜ÂÚ 2002–2003 ‚ÍÎ˛˜ÂÌ ÒÔËÒÓÍ Ó„‡ÌËÁ‡ˆËÈ

Ë Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó·˙Â‰ËÌÂÌËÈ, ÔÂ‰ÒÚ‡‚ËÚÂÎË

ÍÓÚÓ˚ı Û˜‡ÒÚ‚Ó‚‡ÎË ‚ ‰Ë‡ÎÓ„‡ı ‚ÚÓÓ„Ó ˆËÍÎ‡

(ÒÏ. èËÎÓÊÂÌËÂ 1).

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» ÒÚÂÏËÚÒfl

ÛÁÌ‡Ú¸ ‡ÁÎË˜Ì˚Â ÏÌÂÌËfl, ÒÛ˘ÂÒÚ‚Û˛˘ËÂ

‚ ÒÓ‚ÂÏÂÌÌÓÏ ÓÒÒËÈÒÍÓÏ Ó·˘ÂÒÚ‚Â.

èÓ Ò‡‚ÌÂÌË˛ Ò ‰Ë‡ÎÓ„ÓÏ ÔÂ‚Ó„Ó ˆËÍÎ‡

‚ÒÚÂ˜Ë ‚ÚÓÓ„Ó ˆËÍÎ‡ ·˚ÎË ·ÓÎÂÂ ÂÔÂÁÂÌÚ‡-

ÚË‚Ì˚ÏË. äÓÏÔ‡ÌËfl ÔÂ‰ÎÓÊËÎ‡ Û˜‡ÒÚÌËÍ‡Ï

‰Ë‡ÎÓ„Ó‚ ‚˚ÒÍ‡Á‡Ú¸ Ò‚ÓË ÔÓÊÂÎ‡ÌËfl ÔÓ ÔÓ‚Ó‰Û

ÚÓ„Ó, ÍÓ„Ó ˆÂÎÂÒÓÓ·‡ÁÌÓ ÔË„Î‡ÒËÚ¸ Í Û˜‡ÒÚË˛

‚ ·Û‰Û˘Ëı ‚ÒÚÂ˜‡ı, ˜ÚÓ·˚ ‚Ó‚ÎÂ˜¸ ·ÓÎ¸¯Â

Û˜‡ÒÚÌËÍÓ‚ ‚ ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

ç‡ÔËÏÂ, ÔÂ‰ÒÚ‡‚ËÚÂÎË ÌÂÍÓÚÓ˚ı Ó„‡ÌËÁ‡-

ˆËÈ Á‰‡‚ÓÓı‡ÌÂÌËfl ÔËÌflÎË ÔË„Î‡¯ÂÌËÂ

ÍÓÏÔ‡ÌËË ÔËÌflÚ¸ Û˜‡ÒÚËÂ ‚ ‰Ë‡ÎÓ„‡ı ‚

2001–2003 „Ó‰‡ı, Ë Ó‰ËÌ ËÁ Û˜‡ÒÚÌËÍÓ‚ ‚ÚÓÓ„Ó

ˆËÍÎ‡ ÂÍÓÏÂÌ‰Ó‚‡Î ÍÓÏÔ‡ÌËË Ó„‡ÌËÁÓ‚‡Ú¸

‚ÒÚÂ˜Û ÏÂÊ‰Û ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË Ë Ó„‡ÌËÁ‡ˆËÈ Á‰‡‚ÓÓı‡ÌÂÌËfl, Ì‡ ÍÓ-

ÚÓ˚ı ÏÓÊÌÓ ·˚ÎÓ ·˚ Ó·ÒÛ‰ËÚ¸ ‚ÓÁÏÓÊÌÓÒÚË

‰Îfl Â„ÛÎflÌ˚ı ‰Ë‡ÎÓ„Ó‚ Ë ‰Û„Ëı ÙÓÏ

ÔÓÒÚÓflÌÌÓ„Ó ‚Á‡ËÏÓ‰ÂÈÒÚ‚Ëfl.

äÓÏÔ‡ÌËfl ‚ÁflÎ‡ Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 2222::::

ÔË„Î‡ÒËÚ¸ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ ÓÒÒËÈÒÍËı

Ó„‡ÌËÁ‡ˆËÈ Á‰‡‚ÓÓı‡ÌÂÌËfl ÔËÌflÚ¸ Û˜‡ÒÚËÂ

‚ ‰Ë‡ÎÓ„‡ı, ÍÓÚÓ˚Â «ÅÄí êÓÒÒËfl» ÔÓ‚Â‰ÂÚ

‚ 2004 „Ó‰Û.

é‰ËÌ ËÁ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„‡

‚ ë‡‡ÚÓ‚Â ÔÂ‰ÎÓÊËÎ ÔË„Î‡ÒËÚ¸

ÔÂ‰ÒÚ‡‚ËÚÂÎfl ëÓ‚ÂÚ‡ ÔÓ Ó·˘ÂÒÚ-

‚ÂÌÌ˚Ï ÓÚÌÓ¯ÂÌËflÏ ÔË „Û·ÂÌ‡-

ÚÓÂ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

Í Û˜‡ÒÚË˛ ‚ ÒÎÂ‰Û˛˘ÂÏ ‰Ë‡ÎÓ„Â.

äÓÏÔ‡ÌËfl ‚ÁflÎ‡ Ì‡ ÒÂ·fl

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 3333 Ë ÔË„Î‡ÒËÎ‡

ÔÂ‰ÒÚ‡‚ËÚÂÎfl ëÓ‚ÂÚ‡, ÍÓÚÓ˚È

Î˛·ÂÁÌÓ ÒÓ„Î‡ÒËÎÒfl ÔÓÒÂÚËÚ¸

‚ÒÚÂ˜Û, ÒÓÒÚÓfl‚¯Û˛Òfl

‚ ë‡‡ÚÓ‚Â ‚ 2003 „Ó‰Û.

In order to give more information about the

profile of the stakeholders engaged in the dialogue

and show the company’s progress in terms of inclu-

sivity, the list of the organisations and communities

whose representatives participated in the dialogues

of Cycle 2 was included, in accordance with the

company’s CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 1111, in the Social Report

2002–2003 (Appendix 1).

British American Tobacco Russia seeks to achieve

awaweness about opinions of various stakeholders

groups in modern Russia. In comparison with the

dialogue of Cycle 1, the Cycle 2 dialogue was more

inclusive and representative. The company actively

encouraged stakeholders to make their recommen-

dations regarding possible new invitees in order

to involve more participants in the process of social

performance reporting.

For example, representatives of some public health

organisations accepted the company’s invitation

to attend dialogues in 2001–2003 and a participant

in the dialogue of Cycle 2 recommended the

company to organise a meeting between representa-

tives of the tobacco industry and public health

institutions where opportunities for regular dialogues

and other forms of continuous interaction could be

discussed.

The company assumed CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 2222, an obli-

gation to invite representatives of the Russian public

health organisations to take part in the dialogues

that are to be organised by BAT Russia in 2004.

A participant of the dialogue

held in Saratov suggested to

invite a representative of the

Council for Social Relations

at the Governor’s office,

Saratov Region.

The company made

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 3333 and invited a

representative of this organi-

sation, who kindly accepted

the invitation to attend the

dialogue which was held in

Saratov in 2003.
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ÅÓÎ¸¯ËÌÒÚ‚Ó Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚ ‚˚ÒÍ‡Á‡ÎË

ÏÌÂÌËÂ, ˜ÚÓ ÔÓÚÂ·ËÚÂÎË ıÓÓ¯Ó ÓÒ‚Â‰ÓÏÎÂÌ˚

Ó ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl, Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ;

ÔË ˝ÚÓÏ ÌÂÍÓÚÓ˚Â ËÁ ÌËı ÔÂ‰ÎÓÊËÎË ËÌÙÓÏË-

Ó‚‡Ú¸ Ó·˘ÂÒÚ‚Ó Ó ‰‡ÌÌ˚ı ËÒÍ‡ı ·ÓÎÂÂ ‡ÍÚË‚ÌÓ

Ë ÔÂ‰ÓÒÚ‡‚ÎflÚ¸ ·ÓÎ¸¯Â ËÌÙÓÏ‡ˆËË

Ó ÔÓ‰ÛÍˆËË.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ì‡ ÔÓÚflÊÂÌËË

ÏÌÓ„Ëı ÎÂÚ ÔËÁÌ‡ÂÚ, ˜ÚÓ ÍÛÂÌËÂ ÒÓÔflÊÂÌÓ

Ò Â‡Î¸Ì˚Ï ËÒÍÓÏ ‚ÓÁÌËÍÌÓ‚ÂÌËfl fl‰‡

ÒÂ¸ÂÁÌ˚ı Á‡·ÓÎÂ‚‡ÌËÈ, Ë ‰Îfl ÏÌÓ„Ëı Î˛‰ÂÈ

·ÓÒËÚ¸ ÍÛËÚ¸ ‰ÓÒÚ‡ÚÓ˜ÌÓ ÚÛ‰ÌÓ. èÓ˝ÚÓÏÛ

ÍÓÏÔ‡ÌËfl „ÎÛ·ÓÍÓ Û·ÂÊ‰ÂÌ‡, ˜ÚÓ ‚˚·Ó –

ÍÛËÚ¸ ËÎË ÌÂ ÍÛËÚ¸ – ‰ÓÎÊÂÌ ÒÚÓflÚ¸ ÚÓÎ¸ÍÓ

ÔÂÂ‰ ‚ÁÓÒÎ˚ÏË Î˛‰¸ÏË, ÓÒ‚Â‰ÓÏÎÂÌÌ˚ÏË

Ó ÒÛ˘ÂÒÚ‚Û˛˘Ëı ËÒÍ‡ı. èÓÁËˆËfl ÍÓÏÔ‡ÌËË

Á‡ÍÎ˛˜‡ÂÚÒfl ‚ ÚÓÏ, ˜ÚÓ ˆÂÌÚ‡Î¸ÌÛ˛ ÓÎ¸

‚ ËÌÙÓÏËÓ‚‡ÌËË Ó·˘ÂÒÚ‚‡ Ó ‚Â‰Â ÍÛÂÌËfl

‰ÓÎÊÌ˚ Ë„‡Ú¸ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â Ó„‡Ì˚,

‚ ÚÓ ‚ÂÏfl Í‡Í Ú‡·‡˜Ì˚Â ÍÓÏÔ‡ÌËË ‰ÓÎÊÌ˚

ÓÍ‡Á˚‚‡Ú¸ ËÏ ‡ÍÚË‚ÌÓÂ ÒÓ‰ÂÈÒÚ‚ËÂ, ÔÂ‰ÓÒÚ‡‚-

Îflfl ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Û˛ ËÌÙÓÏ‡ˆË˛ Ë ‡ÁÏÂ˘‡fl

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì˚Â Ì‡‰ÔËÒË Ó ‚Â‰Â ÍÛÂÌËfl

Ì‡ ‚ÒÂı Ô‡˜Í‡ı ÒË„‡ÂÚ Ë ‚ ÂÍÎ‡ÏÂ. äÓÏÔ‡ÌËfl

Ú‡ÍÊÂ Û‚ÂÂÌ‡, ˜ÚÓ Ó„‡Ì˚ Á‰‡‚ÓÓı‡ÌÂÌËfl

‰ÓÎÊÌ˚ ‚˚ÒÚÛÔ‡Ú¸ ‚ Í‡˜ÂÒÚ‚Â ËÌËˆË‡ÚÓÓ‚

‡‰ÂÒÓ‚‡ÌÌ˚ı ¯ËÓÍÓÈ ‡Û‰ËÚÓËË ÒÓÓ·˘ÂÌËÈ

Ó ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl.

Whilst most of the stakeholders expressed their

perception that consumers are generally well informed

about health risks associated with smoking, some of

them recommended putting additional effort in com-

municating health risks and other product information

to the general public.

British American Tobacco has long acknowledged

that smoking is associated with real risks of serious

diseases. The company also recognises that for

many people it is difficult to quit. Therefore, British

American Tobacco strongly believes that smoking

should only be for adults who are aware of the risks

associated with smoking. The company believes that

national governments should play a central role in

origination and communicating information about

the health risks to various groups of citizens, while

tobacco companies should assist the government by

providing relevant data and reinforcing messages

through health warnings on all packs and advertising

materials. The company also believes that the com-

munication of health risks to the general public

should be initiated by public health authorities.

Информация для потребителей

Consumer information

В соответствии с Федеральным
законом «Oб ограничении
курения табака» компания
размещает на сигаретных
пачках дополнительные
предупредительные надписи 

According to the Federal Law
‘On Restricting Tobacco
Smoking’ the company places
additional health warnings 
on cigarette packs



ä‡Ê‰‡fl Ô‡˜Í‡ ÒË„‡ÂÚ, ÔÓ‰‡ÌÌ‡fl

ÍÓÏÔ‡ÌËÂÈ ‚ êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË, ÒÓ‰ÂÊËÚ

‰‚Â ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì˚Â Ì‡‰ÔËÒË Ó ‚Â‰Â

ÍÛÂÌËfl, ËÁ ÍÓÚÓ˚ı Ó‰Ì‡ fl‚ÎflÂÚÒfl ÓÒÌÓ‚ÌÓÈ,

‡ ‚ÚÓ‡fl – ‰ÓÔÓÎÌËÚÂÎ¸ÌÓÈ. óÂÚ˚Â ËÁ ÔflÚË

‡ÁÏÂ˘‡ÂÏ˚ı Ì‡ Ô‡˜Í‡ı ÒË„‡ÂÚ ‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì˚ı Ì‡‰ÔËÒÂÈ ˜ÂÂ‰Û˛ÚÒfl

‚ ‡‚Ì˚ı ÍÓÎË˜ÂÒÚ‚‡ı.

Ç êÓÒÒËË ‚ÒÂ ÚÂÍÒÚ˚ ‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı Ì‡‰ÔËÒÂÈ,

Ó·flÁ‡ÚÂÎ¸Ì˚ı ‰Îfl ‡ÁÏÂ˘ÂÌËfl Ì‡ ÒË„‡ÂÚÌ˚ı

Ô‡˜Í‡ı, Ì‡˜ËÌ‡fl Ò 2003 „Ó‰‡, ·˚ÎË ‡Á‡·ÓÚ‡Ì˚

åËÌËÒÚÂÒÚ‚ÓÏ Á‰‡‚ÓÓı‡ÌÂÌËfl ÔË Û˜‡ÒÚËË

Ú‡·‡˜Ì˚ı ÍÓÏÔ‡ÌËÈ, ‚ ÚÓÏ ˜ËÒÎÂ Ë «ÅÄí

êÓÒÒËfl». í‡·‡˜Ì‡fl ÓÚ‡ÒÎ¸ ‚˚ÒÚÛÔËÎ‡

Ò ÔÂ‰ÎÓÊÂÌËflÏË ÓÚÌÓÒËÚÂÎ¸ÌÓ ÒÓ‰ÂÊ‡ÌËfl

‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì˚ı Ì‡‰ÔËÒÂÈ.

ÇÏÂÒÚÂ Ò ÚÂÏ ÔÓ Û·ÂÊ‰ÂÌË˛ ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl» ÒÓ‰ÂÊ‡ÌËÂ ‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì˚ı Ì‡‰ÔËÒÂÈ Ì‡ Ô‡˜Í‡ı ‰ÓÎÊÌÓ

ÓÔÂ‰ÂÎflÚ¸Òfl ‚ ÔÂ‚Û˛ Ó˜ÂÂ‰¸ åËÌËÒÚÂÒÚ‚ÓÏ

Á‰‡‚ÓÓı‡ÌÂÌËfl.

Each cigarette pack sold by the company in the

Russian Federation carries two health warnings, the

first of which is the main one and the second of

which is the additional one. Four of the five addi-

tional health warnings placed on cigarette pack,

alternate with equal frequency.

The texts of these new alternating health warnings,

made compulsory in Russia for placement on ciga-

rette packs from 2003, were developed by the

Ministry of Health with the participation of tobacco

companies which included BAT Russia. The tobac-

co industry made proposals on the content of these

alternating health warnings. At the same time,

BAT Russia believes that the Ministry of Health

should play a central role in defining the content

of these alternating health warnings on the packs.
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Обязательство Цикла 1
Компания будет стремиться убедить других уча-
стников табачного рынка последовать ее приме-
ру и начать приводить на сигаретных пачках и в
рекламе, где используются их изображения,
данные об уровне содержания смолы и никоти-
на в дыме сигарет.

Отчет о выполнении
Начиная с IV квартала 2002 года, «БАТ Россия»
размещает на сигаретных пачках информацию
о содержании смолы и никотина в дыме сигарет.
Это было сделано в соответствии с требования-
ми Федерального закона «Об ограничении ку-
рения табака». Начиная со II квартала 2002 года
компания публикует данную информацию в ре-
кламных материалах, содержащих изображение
пачек сигарет, произведенных компанией. «БАТ
Россия» убеждена, что эта информация важна
для потребителей, поэтому в I квартале 2003 го-
да компания направила в Ассоциацию рекламо-
дателей письмо для последующего распростра-
нения среди производителей табачной продук-
ции, рекламирующих свою продукцию на рын-
ке. Это письмо призывало рекламодателей –
производителей сигарет размещать в каждой
рекламе, где используется изображение пачки,
информацию о содержании смолы и никотина в
дыме сигареты.

Cycle 1 Commitment
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 cig-
arette pack is depicted.

Report on fulfilment
The company started printing information on tar
and nicotine content in cigarette smoke on packs
from the fourth quarter of 2002. This was done in
accordance with the provisions of the Federal Law
‘On Restricting Tobacco Smoking’, which pre-
scribes the placing of such information on cigarette
packs. Starting from the second quarter of 2002,
BAT Russia has been placing information on tar and
nicotine content in the cigarette smoke in adver-
tisements depicting packs of cigarettes manufac-
tured by the company. BAT Russia considers this
information to be important for consumers, so in
the first quarter of 2003 the company sent an infor-
mation letter to the Association of Advertisers for
distribution among manufacturers of tobacco
products which advertise in the market. This letter
attempts to persuade advertisers – manufacturers
of cigarettes – to place information on tar and nico-
tine content in the cigarette smoke on advertise-
ments where packs are depicted.
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èÓÁËˆËfl ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» Á‡ÍÎ˛˜‡ÂÚÒfl

‚ ÚÓÏ, ˜ÚÓ ÔÓÚÂ·ËÚÂÎË ‚Ô‡‚Â ÔÓÎÛ˜‡Ú¸

ËÌÙÓÏ‡ˆË˛ Ó Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, Ò‚flÁ‡ÌÌ˚ı

Ò ÌÂÈ ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl, ÔÛÚflı Ëı ‚ÓÁÏÓÊÌÓ„Ó

ÒÌËÊÂÌËfl, ‡ Ú‡ÍÊÂ ‰ÓÔÓÎÌËÚÂÎ¸ÌÛ˛

ËÌÙÓÏ‡ˆË˛ Ó ı‡‡ÍÚÂËÒÚËÍ‡ı ÔÓ‰ÛÍˆËË.

é‰ÌËÏ ËÁ ‚‡ÊÌ˚ı ÍËÚÂËÂ‚, ÍÓÚÓ˚È ÔÓÏÓ„‡ÂÚ

ÔÓÚÂ·ËÚÂÎflÏ Ò‰ÂÎ‡Ú¸ ÓÒÓÁÌ‡ÌÌ˚È ‚˚·Ó

ÓÔÂ‰ÂÎÂÌÌÓÈ Ï‡ÍË ÒË„‡ÂÚ, fl‚ÎflÂÚÒfl ‡ÁÏÂ-

˘ÂÌÌ‡fl Ì‡ Ô‡˜ÍÂ ËÌÙÓÏ‡ˆËfl Ó ÒÓ‰ÂÊ‡ÌËË

ÒÏÓÎ˚ Ë ÌËÍÓÚËÌ‡ ‚ ‰˚ÏÂ Ó‰ÌÓÈ ÒË„‡ÂÚ˚.

Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÚÂ·Ó‚‡ÌËflÏË ÓÒÒËÈÒÍÓ„Ó

Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡, Ò flÌ‚‡fl 2003 „Ó‰‡

ÔÓËÁ‚Ó‰ËÚÂÎË Ó·flÁ‡Ì˚ ‡ÁÏÂ˘‡Ú¸ ‰‡ÌÌ˚Â Ó

ÒÓ‰ÂÊ‡ÌËË ÒÏÓÎ˚ Ë ÌËÍÓÚËÌ‡ Ì‡ Ô‡˜ÍÂ.

ìÓ‚ÂÌ¸ ÒÓ‰ÂÊ‡ÌËfl ÒÏÓÎ˚ Ë ÌËÍÓÚËÌ‡ ‚ ‰˚ÏÂ

ÒË„‡ÂÚ ËÁÏÂflÂÚÒfl ÔÓ ÒÚ‡Ì‰‡ÚÌÓÈ ÏÂÚÓ‰ËÍÂ,

ÛÚ‚ÂÊ‰ÂÌÌÓÈ åÂÊ‰ÛÌ‡Ó‰ÌÓÈ Ó„‡ÌËÁ‡ˆËÂÈ

ÔÓ ÒÚ‡Ì‰‡ÚËÁ‡ˆËË (àëé) Ë Ó‰Ó·ÂÌÌÓÈ

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Ï ÍÓÏËÚÂÚÓÏ ÔÓ ÒÚ‡Ì‰‡ÚËÁ‡ˆËË

(ÉÓÒÒÚ‡Ì‰‡Ú) êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË.

ùÚÓ ÔÓÁ‚ÓÎflÂÚ ÛÍ‡Á˚‚‡Ú¸ Ì‡ Ô‡˜Í‡ı ÒË„‡ÂÚ

ÛÌËÙËˆËÓ‚‡ÌÌ˚Â ÔÓÍ‡Á‡ÚÂÎË ÒÓ‰ÂÊ‡ÌËfl

ÒÏÓÎ˚ Ë ÌËÍÓÚËÌ‡, ‚˚‡ÊÂÌÌ˚Â ‚

ÏËÎÎË„‡ÏÏ‡ı (Ï„) Ì‡ Ó‰ÌÛ ÒË„‡ÂÚÛ.

BAT Russia believes that consumers are entitled to

receive information about tobacco products, includ-

ing information about product-related health risks,

measures one can take to reduce them and addi-

tional information on product characteristics.

One of the important criteria for consumers to make

an informed choice between brands is tar and nico-

tine content in cigarette smoke. According to the

Russian legislation which came into force in January

2003, each manufacturer of tobacco products should

show information on tar and nicotine deliveries on

cigarette packs.

The tar and nicotine levels in cigarette smoke are

measured according to the standard method

endorsed by the International Organisation for

Standardisation (ISO) and approved by the State

Committee for Standardisation and Metrology

(Gosstandart) of the Russian Federation. This

enables uniform labelling of tar and nicotine meas-

urements on cigarette packs, expressed in milligrams

(mg) per cigarette.

Обязательство Цикла 1
«БАТ Россия» будет продолжать работу по обес-
печению потребителей и общества в целом ин-
формацией о рисках для здоровья, связанных с
курением, и о том, как можно бросить курить.

Отчет о выполнении
9 июня 2003 года компания запустила обновлен-
ный корпоративный веб-сайт www.batrussia.ru.
На сайте появился специальный раздел для по-
требителей по вопросам курения и здоровья.
Во II квартале 2003 года были размещены ссыл-
ки на ресурсы независимых медицинских орга-
низаций, где можно найти информацию по упо-
мянутым вопросам, а также советы о том, как
бросить курить. 

Cycle 1 Commitment
British American Tobacco Russia intends to continue
providing consumers and the public with informa-
tion on health risks associated with smoking and on
how to quit smoking.

Report on fulfilment
The company has updated its website
www.batrussia.ru and the amended version was
launched on June 9, 2003. A special section for con-
sumers containing information about health risks
related to smoking was created. In the second
quarter of 2003 the company also placed on its
website electronic links to independent medical
sources (websites) containing relevant materials
and advice on how to quit smoking. 

Информация для потребителей

Consumer information



This method was never intended to measure pre-

cisely the amounts of those substances taken in

by an individual smoker because smoking practices

vary. It has long been recognised that machines

do not ‘smoke’ the same way as people do. People

not only smoke a cigarette in a different manner

from machines but differently from each other;

some take more puffs or puff more strongly; some

take fewer puffs or smoke less of the cigarette.

The same smoker may also smoke differently

according to the circumstances. However, the

machine measurement gives a consistent, standard-

ised way of ranking tar and nicotine yields

amongst different types of cigarettes.

ùÚ‡ ÏÂÚÓ‰ËÍ‡ ÌÂ ÔÂ‰Ì‡ÁÌ‡˜ÂÌ‡ ‰Îfl ËÁÏÂÂÌËfl

ÔÓÚÂ·ÎÂÌËfl ‰‡ÌÌ˚ı ‚Â˘ÂÒÚ‚ ÓÚ‰ÂÎ¸Ì˚Ï

ÍÛËÎ¸˘ËÍÓÏ, ÔÓÒÍÓÎ¸ÍÛ ÒÛ˘ÂÒÚ‚Û˛Ú ‡ÁÎË˜Ì˚Â

Ï‡ÌÂ˚ ÍÛÂÌËfl. ìÊÂ ‰‡‚ÌÓ ÔËÁÌ‡ÌÓ, ˜ÚÓ

Ï‡¯ËÌÌ˚È ÏÂÚÓ‰ ÓÚÎË˜‡ÂÚÒfl ÓÚ Ï‡ÌÂ˚ ÍÛÂÌËfl

Â‡Î¸ÌÓ„Ó ˜ÂÎÓ‚ÂÍ‡. ÅÓÎÂÂ ÚÓ„Ó, ‡ÁÎË˜‡˛ÚÒfl

Ë ÔË‚˚˜ÍË Ò‡ÏËı ÔÓÚÂ·ËÚÂÎÂÈ. äÚÓ-ÚÓ ‰ÂÎ‡ÂÚ

·ÓÎ¸¯ÂÂ ÍÓÎË˜ÂÒÚ‚Ó Á‡ÚflÊÂÍ ËÎË Á‡Úfl„Ë‚‡ÂÚÒfl

„ÎÛ·ÊÂ; ÍÚÓ-ÚÓ Á‡Úfl„Ë‚‡ÂÚÒfl ÂÊÂ ËÎË

‚˚ÍÛË‚‡ÂÚ ÒË„‡ÂÚÛ ÌÂ ‰Ó ÍÓÌˆ‡.

é‰ËÌ Ë ÚÓÚ ÊÂ ÍÛËÎ¸˘ËÍ ÏÓÊÂÚ ÍÛËÚ¸ ÔÓ-

‡ÁÌÓÏÛ ‚ ‡ÁÌ˚ı Ó·ÒÚÓflÚÂÎ¸ÒÚ‚‡ı. Ç ÚÓ ÊÂ

‚ÂÏfl Ï‡¯ËÌÌ˚Â ËÁÏÂÂÌËfl ‰‡˛Ú ÒÚ‡·ËÎ¸Ì˚È

Ë ÒÚ‡Ì‰‡ÚËÁÓ‚‡ÌÌ˚È ÒÔÓÒÓ· ÍÎ‡ÒÒËÙËÍ‡ˆËË

ÒË„‡ÂÚ ‚ Á‡‚ËÒËÏÓÒÚË ÓÚ ÛÓ‚Ìfl ÒÓ‰ÂÊ‡ÌËfl

ÒÏÓÎ Ë ÌËÍÓÚËÌ‡ ‚ Ëı ‰˚ÏÂ.
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Обязательство Цикла 1
«БАТ Россия» опубликует и распространит среди
представителей общественности буклет, посвя-
щенный вопросам курения и здоровья.

Отчет о выполнении
В III квартале 2003 года компания «БАТ Россия»
издала буклет «Курение и здоровье», представ-
ляющий позицию компании по данным вопро-
сам. В IV квартале 2003 года данная публикация
распространена среди участников диалогов и
других представителей общественности.

Cycle 1 Commitment
BAT Russia will release and distribute among its
stakeholders a booklet dedicated to smoking and
health issues.

Report on fulfilment
BAT Russia published a booklet representing the
company position on smoking and health in the
third quarter of 2003 for distribution among stake-
holders during the fourth quarter of the year.

Буклет «Курение и здоровье»
выпущен в сентябре 2003 года

‘Smoking and Health’
booklet was published 

in September, 2003 
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èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÓÚÏÂÚËÎË,

˜ÚÓ ıÓÚflÚ ‚Ë‰ÂÚ¸ ÂÍÎ‡ÏÛ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ

ÏÂÌÂÂ Ì‡‚flÁ˜Ë‚ÓÈ Ë ·ÓÎÂÂ ËÌÙÓÏ‡ÚË‚ÌÓÈ.

éÌË ÂÍÓÏÂÌ‰Ó‚‡ÎË «ÅÄí êÓÒÒËfl» ÓÒÛ˘ÂÒÚ‚ËÚ¸

ÔÓ‚ÂÍÛ ÒÓ·Î˛‰ÂÌËfl îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡

êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË «é ÂÍÎ‡ÏÂ». ì˜‡ÒÚÌËÍË

‰Ë‡ÎÓ„‡ Ú‡ÍÊÂ ÔÂ‰ÎÓÊËÎË ÍÓÏÔ‡ÌËË ‡ÁÏÂ˘‡Ú¸

ÂÍÎ‡ÏÛ Ò‚ÓÂÈ ÔÓ‰ÛÍˆËË ËÒÍÎ˛˜ËÚÂÎ¸ÌÓ ‚ ÒÔÂˆË‡-

ÎËÁËÓ‚‡ÌÌ˚ı ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı, Ì‡Ô‡‚ÎÂÌÌ˚ı

Ì‡ ÓÔÂ‰ÂÎÂÌÌ˚Â ˆÂÎÂ‚˚Â ‡Û‰ËÚÓËË.

äÓÏÔ‡ÌËfl Ú‚Â‰Ó ÔË‰ÂÊË‚‡ÂÚÒfl Û·ÂÊ‰ÂÌËfl,

˜ÚÓ Ï‡ÍÂÚËÌ„ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ‰ÓÎÊÂÌ

ÓÒÛ˘ÂÒÚ‚ÎflÚ¸Òfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ. å˚ Û‚ÂÂÌ˚

‚ ÚÓÏ, ˜ÚÓ ÓÌ ÌË ‚ ÍÓÂÏ ÒÎÛ˜‡Â ÌÂ ‰ÓÎÊÂÌ ·˚Ú¸

Ì‡Ô‡‚ÎÂÌ Ì‡ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı Ë ÏÓÊÂÚ

·˚Ú¸ ‡‰ÂÒÓ‚‡Ì ÚÓÎ¸ÍÓ ‚ÁÓÒÎ˚Ï ÔÓÚÂ·ËÚÂÎflÏ.

äÓÏÂ ÚÓ„Ó, Ï‡ÍÂÚËÌ„Ó‚Û˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

ÌÂÓ·ıÓ‰ËÏÓ ÓÒÛ˘ÂÒÚ‚ÎflÚ¸ Ò Û˜ÂÚÓÏ ËÒÍÓ‚ ‰Îfl

Á‰ÓÓ‚¸fl, Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ. èÓ ÏÌÂÌË˛

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ», ‚ÁÓÒÎ˚Â Î˛‰Ë,

ÔËÌfl‚¯ËÂ Â¯ÂÌËÂ ÍÛËÚ¸, ‰ÓÎÊÌ˚ ËÏÂÚ¸

‚ÓÁÏÓÊÌÓÒÚ¸ ÔÓÎÛ˜‡Ú¸ ËÌÙÓÏ‡ˆË˛ Ó ÔÓ-

‰ÛÍˆËË, ÍÓÚÓÛ˛ ÓÌË ÔÓÍÛÔ‡˛Ú, ‡ ÔÓËÁ‚Ó‰ËÚÂ-

ÎË ‰ÓÎÊÌ˚ ËÏÂÚ¸ ‚ÓÁÏÓÊÌÓÒÚ¸ ÓÚ‚ÂÚÒÚ‚ÂÌÌ˚Ï

Ó·‡ÁÓÏ ‰Ó‚Ó‰ËÚ¸ ‰Ó Ò‚Â‰ÂÌËfl ÔÓÚÂ·ËÚÂÎÂÈ

ËÌÙÓÏ‡ˆË˛ Ó Ò‚ÓËı ÚÓ„Ó‚˚ı Ï‡Í‡ı.

ñÂÎ¸ Ï‡ÍÂÚËÌ„Ó‚ÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË

Á‡ÍÎ˛˜‡ÂÚÒfl ÌÂ ‚ ÚÓÏ, ˜ÚÓ·˚ «ÔÓ‰‡Ú¸ ÍÛÂÌËÂ».

äÓÏÔ‡ÌËfl ‡·ÓÚ‡ÂÚ Ò ‰‡‚ÌÓ ÒÛ˘ÂÒÚ‚Û˛˘ÂÈ

ÔÓ‰ÛÍˆËÂÈ, ÓÒÌÓ‚Ì˚Â ÔÓÚÂ·ËÚÂÎ¸ÒÍËÂ Ò‚ÓÈÒÚ-

‚‡ ÍÓÚÓÓÈ ıÓÓ¯Ó ËÁ‚ÂÒÚÌ˚. å‡ÍÂÚËÌ„Ó‚‡fl

‰ÂflÚÂÎ¸ÌÓÒÚ¸ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ»

Ì‡Ô‡‚ÎÂÌ‡ Ì‡ ÔÓ‰‚ËÊÂÌËÂ Ï‡ÓÍ ÍÓÏÔ‡ÌËË

‰Îfl ÚÓ„Ó, ˜ÚÓ·˚ ÒÓı‡ÌËÚ¸ ÎÓflÎ¸ÌÓÒÚ¸ Ëı

ÒÂ„Ó‰Ìfl¯ÌËı ÔÓÚÂ·ËÚÂÎÂÈ, ‡ Ú‡ÍÊÂ ÔË‚ÎÂ˜¸

ÚÂı, ÍÚÓ ÔÂ‰ÔÓ˜ËÚ‡ÂÚ ÔÓ‰ÛÍˆË˛ ÍÓÌÍÛÂÌÚÓ‚.

å‡ÍË – Ó‰ËÌ ËÁ Ì‡Ë·ÓÎÂÂ ‚‡ÊÌ˚ı ‡ÍÚË‚Ó‚

ÍÓÏÔ‡ÌËË. «ÅÄí êÓÒÒËfl» ‚Â‰ÂÚ ‡ÁÛÏÌÛ˛

Ï‡ÍÂÚËÌ„Ó‚Û˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸, Ì‡Ô‡‚ÎÂÌÌÛ˛

Ì‡ ‚ÁÓÒÎ˚ı ÔÓÚÂ·ËÚÂÎÂÈ, ÍÓÚÓ˚Â ÔËÌflÎË

Â¯ÂÌËÂ ÍÛËÚ¸. Ç ËÁÛ˜ÂÌËÂ Ëı ‚ÍÛÒÓ‚

ËÌ‚ÂÒÚËÛ˛ÚÒfl ÁÌ‡˜ËÚÂÎ¸Ì˚Â ÒÂ‰ÒÚ‚‡, ‚ÂÏfl

Ë ÚÛ‰. ä‡Ê‰˚È ‚ÁÓÒÎ˚È ˜ÂÎÓ‚ÂÍ ÔËÌËÏ‡ÂÚ

ÓÒÓÁÌ‡ÌÌÓÂ Â¯ÂÌËÂ, ÍÛËÚ¸ ËÎË ÌÂ ÍÛËÚ¸,

‡ Í‡Ê‰˚È ‚ÁÓÒÎ˚È ÍÛËÎ¸˘ËÍ ‰ÂÎ‡ÂÚ

ÓÒÓÁÌ‡ÌÌ˚È ‚˚·Ó ÚÓÈ ËÎË ËÌÓÈ Ï‡ÍË.

Stakeholders stated that they expect tobacco

advertising to be less obtrusive and, possibly, to pro-

vide more substantial information about tobacco.

They recommended BAT Russia to conduct monitoring

of the compliance of the company product advertising

to the Federal Law ‘On Advertising’. The dialogues

participants also suggested channelling advertising

of BAT Russia’s brands into special interest printed

publications aimed at specific target audiences.

The company strongly believes that marketing

should be conducted responsibly and tobacco prod-

ucts should never be marketed to minors but only

to adult smokers, and only in an appropriate way,

which takes into account health risks associated

with smoking. British American Tobacco also

believes that adults who have chosen to smoke

should be able to receive information about the

legal tobacco products they buy, and that the man-

ufacturers should be able to communicate responsi-

bly with them about their brands.

Marketing activities of British American Tobacco

are not designed to 'sell smoking'. The company is

working in a long-established mature product

category, where people already know what the basic

characteristics of products are. The company’s

marketing is about its brands, retaining the brand

loyalty of the customers, and winning them over

from competing brands. The company’s brands are

amongst its most important assets. They are posi-

tioned intelligently to adult consumers who have

chosen to smoke. British American Tobacco invests

effort and care in understanding their preferences,

because just as adults make informed choices about

smoking, adult smokers make informed choices

about brands.

Маркетинг табачной продукции

Marketing 
of Tobacco Products



êÂÍÎ‡ÏÌ‡fl ‰ÂflÚÂÎ¸ÌÓÒÚ¸ «ÅÄí êÓÒÒËfl»

ÔÓ‰˜ËÌÂÌ‡ ÚÂ·Ó‚‡ÌËflÏ îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡

«é ÂÍÎ‡ÏÂ» Ë ‰Û„Ëı Á‡ÍÓÌÓ‚, Â„ÛÎËÛ˛˘Ëı

‰‡ÌÌ˚È ‚Ë‰ ‰ÂflÚÂÎ¸ÌÓÒÚË. éÌ‡ Ú‡ÍÊÂ ÒÓÓÚ‚ÂÚÒÚ-

‚ÛÂÚ ÚÂ·Ó‚‡ÌËflÏ ‰Ó·Ó‚ÓÎ¸Ì˚ı ÍÓ‰ÂÍÒÓ‚,

Ì‡ÔËÏÂ, «åÂÊ‰ÛÌ‡Ó‰Ì˚ı ÒÚ‡Ì‰‡ÚÓ‚ Ï‡ÍÂ-

ÚËÌ„‡ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË». èÓ‰ıÓ‰ ÍÓÏÔ‡ÌËË

Í Ï‡ÍÂÚËÌ„Û ÔÓ‰ÓÎÊ‡ÂÚ ‡Á‚Ë‚‡Ú¸Òfl ‚ÏÂÒÚÂ

Ò ÓÊË‰‡ÌËflÏË Ó·˘ÂÒÚ‚‡, ‡‰ÂÒÓ‚‡ÌÌ˚ÏË

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÈ Ú‡·‡˜ÌÓÈ ÍÓÏÔ‡ÌËË.

Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ÏË, ÔËÌflÚ˚-

ÏË ‚ 2002 „Ó‰Û, ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

‡Á‡·ÓÚ‡Î‡ ÍÓÔÓ‡ÚË‚Ì˚È «äÓ‰ÂÍÒ ÓÚ‚ÂÚÒÚ-

‚ÂÌÌÓ„Ó Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ». Ç ˝ÚÓÏ

‰ÓÍÛÏÂÌÚÂ Ò‚Â‰ÂÌ˚ ‚ÓÂ‰ËÌÓ ÚÂ·Ó‚‡ÌËfl

ÓÒÒËÈÒÍÓ„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡, «åÂÊ‰ÛÌ‡Ó‰Ì˚ı

ÒÚ‡Ì‰‡ÚÓ‚ Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË»

Ë ‚ÌÛÚÂÌÌËı Ï‡ÍÂÚËÌ„Ó‚˚ı ÔÓˆÂ‰Û

«ÅÄí êÓÒÒËfl».

äÓÏÔ‡ÌËfl ÔÓÔ‡„‡Ì‰ËÛÂÚ «äÓ‰ÂÍÒ ÓÚ‚ÂÚÒÚ‚ÂÌ-

ÌÓ„Ó Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ» ÒÂ‰Ë

‰Û„Ëı Û˜‡ÒÚÌËÍÓ‚ ˚ÌÍ‡, ‡ ËÏÂÌÌÓ ÂÍÎ‡ÏÌÓ„Ó

ÒÓÓ·˘ÂÒÚ‚‡, Ô‡ÚÌÂÓ‚ ÔÓ ·ËÁÌÂÒÛ Ë ÍÓÌÍÛÂÌ-

ÚÓ‚, Ë ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ËÌÙÓÏ‡ˆË˛ Ó· ˝ÚÓÏ

‰ÓÍÛÏÂÌÚÂ ÔÓ Á‡ÔÓÒÛ Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ı ÒÚÓÓÌ.

All advertising activities of BAT Russia are con-

ducted in full compliance with the requirements of

the Federal Law ‘On Advertising’ as well as with

other laws regulating these activities. The company

also aligns its marketing activities with such volun-

tary codes as the ‘International Marketing

Standards of Tobacco Products’ and some others.

Society’s expectations from a responsible tobacco

company continue to evolve, and so does the com-

pany’s approach.

In line with commitments made in 2002,

BAT Russia has developed a corporate ‘Code of

Responsible Marketing of Tobacco Products’.

The document encompasses the requirements set

by the national legislation, ‘International Marketing

Standards of Tobacco Products’ and BAT Russia’s

internal marketing procedures.

BAT Russia’s representatives promote the ‘Code

of Responsible Marketing of Tobacco Products’

to other market players, namely the advertising

community, business partners, and competitors.

The company provides information upon request

to all parties interested in this document.
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Обязательство Цикла 1
«БАТ Россия» намерена следить за соблюдением
буквы и духа положений Федерального закона
«О рекламе» и «Международных стандартов
маркетинга табачной продукции».

Отчет о выполнении
«БАТ Россия» соблюдает требования Федераль-
ного закона «О рекламе» и «Международных
стандартов маркетинга табачной продукции».
В рекламе используются образы физических
лиц старше 35 лет, возраст которых подтвержда-
ется их паспортными данными, а поведение
соответствует стилю жизни людей данного
возраста. 

Cycle 1 Commitment
BAT Russia is committed to observing the Federal
Law ‘On Advertising’ and the ‘International
Marketing Standards of Tobacco Products’ both in
their letter and intent.

Report on fulfilment
BAT Russia is complying with the requirements of
the Federal Law ‘On Advertising’ and the
‘International Marketing Standards of Tobacco
Products’. Persons whose images are used in adver-
tising are above 35 years old by passport verifica-
tion, and the visuals employed are in line with the
public view of the lifestyle and behaviour of people
of this age. 



é‰ËÌ ËÁ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„‡ ‚˚ÒÍ‡Á‡Î

Û·ÂÊ‰ÂÌËÂ, ˜ÚÓ «ÅÄí êÓÒÒËfl» ÛÏÂÌ¸¯ËÚ

‚ÎËflÌËÂ Ú‡·‡˜ÌÓÈ ÂÍÎ‡Ï˚ Ì‡ ‰ÂÚÂÈ, ÂÒÎË

ÒÓÍ‡ÚËÚ ÍÓÎË˜ÂÒÚ‚Ó Ì‡ÛÊÌÓÈ ÂÍÎ‡Ï˚ Ë

Ò‰ÂÎ‡ÂÚ ‚˚·Ó ‚ ÔÓÎ¸ÁÛ ‡ÁÏÂ˘ÂÌËfl ÂÍÎ‡Ï˚

‚ ÒÔÂˆË‡ÎËÁËÓ‚‡ÌÌ˚ı ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı.

çÛÊÌÓ ÔË ˝ÚÓÏ Û˜ËÚ˚‚‡Ú¸, ˜ÚÓ «ÅÄí êÓÒÒËfl» –

ÌÂ Â‰ËÌÒÚ‚ÂÌÌ‡fl ÍÓÏÔ‡ÌËfl, ÂÍÎ‡ÏËÛ˛˘‡fl

Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl Ò ËÒÔÓÎ¸ÁÓ‚‡ÌËÂÏ Ì‡ÛÊÌÓÈ

ÂÍÎ‡Ï˚. èËÌËÏ‡fl ‚Ó ‚ÌËÏ‡ÌËÂ ÊÂÒÚÍÛ˛

ÍÓÌÍÛÂÌˆË˛ Ì‡ ÓÒÒËÈÒÍÓÏ Ú‡·‡˜ÌÓÏ ˚ÌÍÂ,

ÍÓÏÔ‡ÌËfl ÌÂ ÏÓÊÂÚ ·˚Ú¸ Û‚ÂÂÌ‡ ‚ ÚÓÏ, ˜ÚÓ

‰Û„ËÂ Â„Ó Û˜‡ÒÚÌËÍË Ó‰ÌÓ‚ÂÏÂÌÌÓ ÒÓÍ‡ÚflÚ

ÍÓÎË˜ÂÒÚ‚Ó Ì‡ÛÊÌÓÈ ÂÍÎ‡Ï˚. äÓÏÔ‡ÌËfl

ÌÂ Ò˜ËÚ‡ÂÚ, ˜ÚÓ ÂÍÎ‡Ï‡ ÔÓ·ÛÊ‰‡ÂÚ Î˛‰ÂÈ Ì‡˜‡Ú¸

ÍÛËÚ¸ ËÎË ÊÂ Û‰ÂÊË‚‡ÂÚ Ëı ÓÚ ÚÓ„Ó, ˜ÚÓ·˚

‡ÒÒÚ‡Ú¸Òfl Ò ˝ÚÓÈ ÔË‚˚˜ÍÓÈ.

One of the stakeholders’ statements was that

BAT Russia would reduce the exposure of children

to tobacco advertising if it turned away from

outdoor advertising in favour of printed publications

aimed at specific audiences.

It should be taken into account that BAT Russia is

not a single tobacco company in Russia employing

outdoor advertising. Because of the highly competi-

tive nature of the tobacco market BAT Russia

cannot be sure that other market players would

also decrease the quantity of outdoor advertising.

The company does not believe that advertising

makes people start smoking or prevent them

from quitting.
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Cycle 1 Commitment
The company assumes an obligation to work out
and adopt an Internal Code of Responsible
Marketing.

Report on fulfilment
In March 2003, the company adopted the internal
‘Code of Responsible Marketing of Tobacco
Products’. This document comprises the require-
ments of national legislation, the ‘International
Marketing Standards of Tobacco Products’ and
internal practices of BAT Russia. It was published
on the corporate website and distributed among
relevant parties. It is also included in Appendix 4 of
this report .

Обязательство Цикла 1
Компания обязуется разработать и принять внут-
ренний «Кодекс ответственного маркетинга».

Отчет о выполнении
В марте 2003 года компания «БАТ Россия» при-
няла внутренний «Кодекс ответственного марке-
тинга табачных изделий». Данный документ
включает требования российского законода-
тельства, «Международных стандартов марке-
тинга табачной продукции» и внутренних про-
цедур. Текст документа размещен на веб-сайте
компании и распространен среди заинтересо-
ванных сторон. Он также приведен в Приложе-
нии 4 данного отчета.

Маркетинг табачной продукции

Marketing 
of Tobacco Products



ÑÎfl ÂÍÎ‡Ï˚ Ò‚ÓËı Ï‡ÓÍ «ÅÄí êÓÒÒËfl»

‡ÍÚË‚ÌÓ ËÒÔÓÎ¸ÁÛÂÚ ÔÂ˜‡ÚÌ˚Â ËÁ‰‡ÌËfl.

èË ‚˚·ÓÂ ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËÈ ÍÓÏÔ‡ÌËfl

ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl ÍÓÔÓ‡ÚË‚Ì˚Ï «äÓ‰ÂÍÒÓÏ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ»,

‚ ÍÓÚÓÓÏ „Ó‚ÓËÚÒfl, ˜ÚÓ ÂÍÎ‡Ï‡ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË ‰ÓÎÊÌ‡ ‡ÁÏÂ˘‡Ú¸Òfl ‚ ÔÂ˜‡ÚÌ˚ı

ËÁ‰‡ÌËflı ÚÓÎ¸ÍÓ ‚ ÚÓÏ ÒÎÛ˜‡Â, ÂÒÎË ËÏÂ˛ÚÒfl

ÔÓ‰Ú‚ÂÊ‰ÂÌËfl ËÎË fl‚Ì˚Â ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸,

˜ÚÓ Î˛‰Ë ÒÚ‡¯Â 18 ÎÂÚ ÒÓÒÚ‡‚Îfl˛Ú ÌÂ ÏÂÌÂÂ

75% ˜ËÚ‡ÚÂÎÂÈ ‰‡ÌÌÓ„Ó ËÁ‰‡ÌËfl. ÑÎfl

ÔÓ‰Ú‚ÂÊ‰ÂÌËfl Ë ÔÓ‚ÂÍË ˝ÚÓ„Ó ÍÓÏÔ‡ÌËfl

ÔÓÎ¸ÁÛÂÚÒfl ÛÒÎÛ„‡ÏË ÌÂÁ‡‚ËÒËÏÓ„Ó

ËÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍÓ„Ó ‡„ÂÌÚÒÚ‚‡.

BAT Russia actively uses print media in advertising

its brands. When choosing a print publication the

company is guided by the ‘Code of Responsible

Marketing of Tobacco Products’, which states that a

tobacco product advertisement shall only be placed

in a printed publication if there is evidence or a

clear reason to assume that at least 75% of the

readers of this publication are adults. To confirm

and verify this, the company is employing an inde-

pendent research agency.
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Cycle 1 Commitment
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.

Report on fulfilment 
In the fourth quarter of 2002 the company pub-
lished on its corporate website www.batrussia.ru
the text of the ‘International Marketing Standards
of Tobacco Products’. The text of the Internal Code
of the Responsible Marketing of tobacco products
was published on the corporate website in the first
quarter of 2003. The Code will be updated in line
with any future amendments to the Russian legisla-
tion and voluntary agreements. 

Обязательство Цикла 1
«БАТ Россия» планирует регулярно знакомить
представителей общественности с принятыми
в компании правилами и практикой ведения
ответственного маркетинга.

Отчет о выполнении
В IV квартале 2002 года компания опубликовала
на корпоративном веб-сайте www.batrussia.ru
текст «Международных стандартов маркетинга
табачной продукции». Текст внутреннего «Коде-
кса ответственного маркетинга табачных изде-
лий» был опубликован на корпоративном веб-
сайте в I квартале 2003. Если российское законо-
дательство или добровольные соглашения бу-
дут меняться, в документ будут внесены соответ-
ствующие поправки. 
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ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„Ó‚ ÓÊË‰‡˛Ú ÓÚ ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl» ‡ÍÚË‚ÌÓ„Ó Û˜‡ÒÚËfl ‚ ÔÓ„‡ÏÏ‡ı

ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓ-

ÎÂÚÌËı. í‡ÍÊÂ ÓÌË ÂÍÓÏÂÌ‰Ó‚‡ÎË ÓˆÂÌËÚ¸

˝ÙÙÂÍÚË‚ÌÓÒÚ¸ ‰‡ÌÌ˚ı ÔÓ„‡ÏÏ Ë ÔÂ‰ÓÒÚ‡‚ËÚ¸

ÂÁÛÎ¸Ú‡Ú˚ Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚Ï ÒÚÓÓÌ‡Ï.

èÓÁËˆËfl ÍÓÏÔ‡ÌËË ÔÓ ˝ÚÓÏÛ ‚ÓÔÓÒÛ ÒÓ‚Â¯ÂÌ-

ÌÓ flÒÌ‡: ÍÛÂÌËÂ ‰ÓÎÊÌÓ ·˚Ú¸ ÒÓÁÌ‡ÚÂÎ¸Ì˚Ï

‚˚·ÓÓÏ ÚÓÎ¸ÍÓ ‚ÁÓÒÎ˚ı Î˛‰ÂÈ. ÑÂÚË

ÌÂ ‰ÓÎÊÌ˚ ÍÛËÚ¸. äÛÂÌËÂ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËı fl‚ÎflÂÚÒfl ÒÂ¸ÂÁÌÓÈ ÔÓ·ÎÂÏÓÈ, Ë Ì‡‰ ÂÂ

Â¯ÂÌËÂÏ ‰ÓÎÊÌÓ ‡·ÓÚ‡Ú¸ Ó·˘ÂÒÚ‚Ó ‚ ˆÂÎÓÏ.

«ÅÄí êÓÒÒËfl» ÒÚÂÏËÚÒfl ÔËÌËÏ‡Ú¸ Û˜‡ÒÚËÂ

‚ ˝ÚÓÏ ÔÓˆÂÒÒÂ ÔÛÚÂÏ ‡ÍÚË‚ÌÓ„Ó

ÒÓÚÛ‰ÌË˜ÂÒÚ‚‡ Ò „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË,

Ó·˘ÂÒÚ‚ÂÌÌ˚ÏË Ó„‡ÌËÁ‡ˆËflÏË, Ó‰ËÚÂÎflÏË,

Û˜ËÚÂÎflÏË, ‚‡˜‡ÏË, ‡ Ú‡ÍÊÂ ‰Û„ËÏË

Ú‡·‡˜Ì˚ÏË ÍÓÏÔ‡ÌËflÏË.

«ÅÄí êÓÒÒËfl» ÔÓ‰ÓÎÊËÚ ÔÓ‰‰ÂÊË‚‡Ú¸

ÔÓ„‡ÏÏ˚, Ì‡Ô‡‚ÎÂÌÌ˚Â Ì‡ ‰ÓÒÚËÊÂÌËÂ ‰‚Ûı

ÓÒÌÓ‚Ì˚ı ˆÂÎÂÈ: ÔÂÍ‡ÚËÚ¸ ÔÓ‰‡ÊË Ú‡·‡˜Ì˚ı

ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ Ë Û·Â‰ËÚ¸ ‰ÂÚÂÈ

ÌÂ ÍÛËÚ¸. äÓÏÔ‡ÌËfl Ì‡ÏÂÂÌ‡ ÔÓ‰ÓÎÊËÚ¸

‡ÍÚË‚ÌÛ˛ ‡·ÓÚÛ ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl

ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ‚ ‡ÏÍ‡ı ÒÛ˘ÂÒÚ‚Û˛-

˘Ëı ÔÓ„‡ÏÏ. «ÅÄí êÓÒÒËfl» ‡ÒÒÏÓÚËÚ

‚ÓÁÏÓÊÌÓÒÚ¸ ÔÓ‰‰ÂÊÍË ËÌËˆË‡ÚË‚, Ì‡Ô‡‚ÎÂÌ-

Ì˚ı Ì‡ ÓÍ‡Á‡ÌËÂ ÔÓÏÓ˘Ë Ó‰ËÚÂÎflÏ

Ë ÔÂ‰‡„Ó„‡Ï, Ó·Û˜‡˛˘ËÏ ‰ÂÚÂÈ Ò‡ÏÓÒÚÓflÚÂÎ¸ÌÓ

Ï˚ÒÎËÚ¸, ÔÓÚË‚ÓÒÚÓflÚ¸ ÌÂ„‡ÚË‚ÌÓÏÛ

‚ÓÁ‰ÂÈÒÚ‚Ë˛ Ò‚ÂÒÚÌËÍÓ‚, ‚ ÚÓÏ ˜ËÒÎÂ –

ÔËÌÛÊ‰ÂÌË˛ Í ÍÛÂÌË˛, Ë Á‡˘Ë˘‡Ú¸ Ò‚Ó˛

ÒÓ·ÒÚ‚ÂÌÌÛ˛ ÚÓ˜ÍÛ ÁÂÌËfl. äÓÏÔ‡ÌËfl Ú‡ÍÊÂ

‡ÒÒÏÓÚËÚ ‚ÓÁÏÓÊÌÓÒÚ¸ ÓÍ‡Á‡ÌËfl ÔÓ‰‰ÂÊÍË

ÔÓ„‡ÏÏ‡Ï Ë ËÌËˆË‡ÚË‚‡Ï ‚ Ó·Î‡ÒÚË ÒÓˆË-

‡Î¸ÌÓÈ ÂÍÎ‡Ï˚, ÍÓÚÓ‡fl Ì‡Ô‡‚ÎÂÌ‡ ÔÓÚË‚

ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı.

Stakeholders expect that BAT Russia will actively

participate in Youth Smoking Prevention (YSP)

programmes, and measure and provide information

regarding their effectiveness.

The company’s position is absolutely clear: British

American Tobacco strongly believes that smoking

should only be an informed adult choice. Children

should not smoke. Underage smoking is an urging

problem that needs to be tackled by society as a

whole. The company is determined to play its part

and work actively with those addressing this issue:

government, public organisations, parents, teachers,

doctors and other tobacco companies.

BAT Russia will continue contributing to pro-

grammes which have two primary objectives: pre-

venting children from obtaining tobacco products

and discouraging children from smoking. The com-

pany intends to continue working actively to pre-

vent underage smoking within the framework of the

existing programmes. BAT Russia will consider sup-

porting initiatives that help parents and educators to

teach children to think independently, to withstand

the pressure of peers, including the pressure to

smoke, and to defend their own points of view. The

company will also consider providing support to

programmes and campaigns that advertise against

underage smoking.

Предотвращение курения среди
несовершеннолетних

Youth Smoking Prevention
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Cycle 1 Commitment
The company intends both directly and through
the Public Council on the Problem of Underage
Smoking to invite heads of educational and med-
ical institutions and governmental bodies to coop-
erate.

Report on fulfilment
In 2002–2003 a number of target programmes are
being implemented aiming at youth smoking pre-
vention. These programmes are carried out
through the Public Council on the Problem of
Underage Smoking with the participation of repre-
sentatives of relevant ministries and bodies.
Among these initiatives are: the educational pro-
gramme ‘My Choice’ which takes place with the
participation of the Ministry of Education of the
Russian Federation, the ‘Non-smoking Class’ con-
test supported by the administrations and educa-
tional committees of a number of Russian cities,
and an outdoor advertising programme endorsed
by regional advertising committees. Copies of the
Social Report 2002–2003, together with the infor-
mational brochures describing activities of the
Public Council on the Problem of Underage
Smoking, were sent to the appropriate ministries
and governmental bodies in the fourth quarter of
2002 and the first quarter of 2003.

Обязательство Цикла 1
Компания намерена напрямую и через Общест-
венный совет по проблеме подросткового
курения приглашать к сотрудничеству руково-
дителей медицинских и образовательных учре-
ждений и органов государственной власти с
целью разработки эффективных мер по борьбе
с курением несовершеннолетних.

Отчет о выполнении
В 2002–2003 годах проводился ряд целевых про-
грамм, направленных на предотвращение куре-
ния среди несовершеннолетних и осуществ-
ленных при поддержке Общественного совета
по проблеме подросткового курения и при уча-
стии представителей соответствующих мини-
стерств и ведомств. Это образовательная про-
грамма «Мой выбор», проводимая при под-
держке Министерства образования РФ, про-
грамма «Соревнование классов, свободных
от курения», которую поддерживают админист-
рации и комитеты по образованию в ряде горо-
дов Российской Федерации, и программа соци-
альной наружной рекламы, одобренная регио-
нальными комитетами по рекламе. В IV квартале
2002 и I квартале 2003 года соответствующим
министерствам и органам государственной вла-
сти были направлены копии Социального отче-
та 2001–2002 и информационная брошюра о де-
ятельности Общественного совета по проблеме
подросткового курения.

«ÅÄí êÓÒÒËfl» ÔÓ‰‰ÂÊË‚‡ÂÚ fl‰ ÔÓ„‡ÏÏ,

Ì‡ˆÂÎÂÌÌ˚ı Ì‡ ÔÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı Ë Ò‚flÁ‡ÌÌ˚ı Ò ‡ÁÎË˜Ì˚ÏË

ÒÙÂ‡ÏË ËÌÚÂÂÒÓ‚ ÏÓÎÓ‰ÂÊË:

Программа по предотвращению продаж
табачных изделий несовершеннолетним

«ÅÄí êÓÒÒËfl» ‡ÍÚË‚ÌÓ Û˜‡ÒÚ‚ÛÂÚ ‚ ˝ÚÓÈ ÔÓ-

„‡ÏÏÂ, ÍÓÚÓ‡fl ÓÒÛ˘ÂÒÚ‚ÎflÂÚÒfl fl‰ÓÏ Ú‡·‡˜Ì˚ı

ÍÓÏÔ‡ÌËÈ. Ç ‡ÏÍ‡ı ˝ÚÓÈ ÔÓ„‡ÏÏ˚ ÚÓ„Ó‚˚Â

ÔÂ‰ÒÚ‡‚ËÚÂÎË ÍÓÏÔ‡ÌËË ÍÓÌÒÛÎ¸ÚËÛ˛Ú ÓÁÌË˜-

Ì˚ı ÔÓ‰‡‚ˆÓ‚, Û·ÂÊ‰‡˛Ú Ëı ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ ÓÚÌÓ-

ÒËÚ¸Òfl Í ÔÓ·ÎÂÏÂ ÍÛÂÌËfl ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËı, ÒÓ·Î˛‰‡Ú¸ ÚÂ·Ó‚‡ÌËfl îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡

êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË «é· Ó„‡ÌË˜ÂÌËË ÍÛÂ-

ÌËfl Ú‡·‡Í‡» Ë ÌÂ ÔÓ‰‡‚‡Ú¸ Ú‡·‡˜ÌÛ˛ ÔÓ‰ÛÍ-

ˆË˛ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

BAT Russia supports a number of YSP programmes

in different areas of youth interest. They are as

follows:

Retail Access Prevention Programme

BAT Russia is actively participating in the

Retail Access Programme carried out by a number

of tobacco companies. In the framework of the

programme, the company’s trade representatives

advise retailers and encourage them to treat the

issue of underage smoking responsibly, to abide

by the requirements of the Federal Law ‘On

Restricting Tobacco Smoking’, and not to sell

tobacco products to minors. The retailers receive

all necessary information support, including point-

of-sale materials announcing that the outlet does

not sell tobacco products to persons under 18 years

old as well as brochures quoting the Federal Law

‘On Restricting Tobacco Smoking’ and the

Administrative Code of the Russian Federation.



êÓÁÌË˜Ì˚Â ÔÓ‰‡‚ˆ˚ ÔÓÎÛ˜‡˛Ú ÌÂÓ·ıÓ‰ËÏÛ˛

ËÌÙÓÏ‡ˆËÓÌÌÛ˛ ÔÓ‰‰ÂÊÍÛ, ‚ÍÎ˛˜‡fl

Ï‡ÚÂË‡Î˚ ‰Îfl ‡ÁÏÂ˘ÂÌËfl ‚ ÏÂÒÚ‡ı ÔÓ‰‡Ê,

ÍÓÚÓ˚Â ÒÓÓ·˘‡˛Ú, ˜ÚÓ ‰‡ÌÌ‡fl ÚÓ„Ó‚‡fl ÚÓ˜Í‡

ÌÂ ÔÓ‰‡ÂÚ Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl ÎËˆ‡Ï ÏÓÎÓÊÂ

18 ÎÂÚ, ‡ Ú‡ÍÊÂ ·Ó¯˛˚ Ò ˆËÚ‡Ú‡ÏË ËÁ ÛÔÓÏfl-

ÌÛÚÓ„Ó ‚˚¯Â îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡ Ë äÓ‰ÂÍÒ‡

êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË Ó· ‡‰ÏËÌËÒÚ‡ÚË‚Ì˚ı

Ô‡‚ÓÌ‡Û¯ÂÌËflı.

èÓÁËˆËfl ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» ‚ ÓÚÌÓ¯ÂÌËË

ÔÓ‰‡ÊË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËÏ flÒÌ‡: ÌË ÔË Í‡ÍËı Ó·ÒÚÓflÚÂÎ¸ÒÚ‚‡ı

Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl ÌÂ ‰ÓÎÊÌ˚ ÔÓ‰‡‚‡Ú¸Òfl ÎËˆ‡Ï

ÏÓÎÓÊÂ 18 ÎÂÚ. êÓÒÒËÈÒÍÓÂ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Ó

ÒÓ‰ÂÊËÚ Á‡ÔÂÚ Ì‡ ÔÓ‰‡ÊÛ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ, ÔÓ‰‡ÊÛ ˜ÂÂÁ ‡‚ÚÓÏ‡Ú˚

Ë ÔÓ¯ÚÛ˜ÌÛ˛ ÚÓ„Ó‚Î˛ ÒË„‡ÂÚ‡ÏË. äÓÏÔ‡ÌËfl

Ò˜ËÚ‡ÂÚ, ˜ÚÓ ‚˚ÔÓÎÌÂÌËÂ ‰‡ÌÌÓ„Ó ÚÂ·Ó‚‡ÌËfl

‰ÓÎÊÌÓ ·˚Ú¸ Ó·ÂÒÔÂ˜ÂÌÓ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÏË „Ó-

ÒÛ‰‡ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË Ë ·Û‰ÂÚ ÒÚÂÏËÚ¸Òfl

Û·Â‰ËÚ¸ Ëı Û‰ÂÎËÚ¸ ÓÒÓ·ÓÂ ‚ÌËÏ‡ÌËÂ

ËÒÍÓÂÌÂÌË˛ ÌÂÁ‡ÍÓÌÌÓÈ ÚÓ„Ó‚ÎË Ú‡·‡˜Ì˚ÏË

ËÁ‰ÂÎËflÏË.

èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÂÍÓÏÂÌ‰Ó-

‚‡ÎË ÍÓÏÔ‡ÌËË ËÌÙÓÏËÓ‚‡Ú¸ ÒÓÓÚ‚ÂÚÒÚ‚Û˛-

˘ËÂ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â Ó„‡Ì˚ Ó ÔÓÁËˆËË

ÍÓÏÔ‡ÌËË ÔÓ ÔÓ·ÎÂÏÂ ÔÓ‰‡Ê Ú‡·‡˜Ì˚ı

ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ. «ÅÄí êÓÒÒËfl»

‚ ÓÚ‚ÂÚ ‚ÁflÎ‡ Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 4444:::: ‰Ó‚Ó‰ËÚ¸

‰Ó Ò‚Â‰ÂÌËfl ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı

Ó„‡ÌÓ‚ ÔÓÁËˆË˛ ÍÓÏÔ‡ÌËË ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛

ÔÓ‰‡ÊË Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËÏ. Ç ˜‡ÒÚÌÓÒÚË, «ÅÄí êÓÒÒËfl» Ó·flÁÛÂÚÒfl

ÓÔÛ·ÎËÍÓ‚‡Ú¸ ‚Ó II Í‚‡Ú‡ÎÂ 2004 „Ó‰‡

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Û˛ ËÌÙÓÏ‡ˆË˛ Ì‡ ÍÓÔÓ‡ÚË‚-

ÌÓÏ Ò‡ÈÚÂ www.batrussia.ru.

BAT Russia has a clear position on the issue of sale

of tobacco products to minors: in no event may

tobacco products be sold to people under 18 years

of age. The Russian legislation prohibits the sale of

tobacco products to minors, sale via vending

machines and sale of individual cigarettes.

The company believes that this legislation should be

enforced by the appropriate authorities, and it will

aim to persuade them to pay special attention to

eliminating illicit trade.

Stakeholders advised the company to communi-

cate its position on trade of tobacco products to

minors to appropriate governmental bodies, so

BAT Russia responded to this with CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 4444,

which is aimed to promote to regulatory bodies the

company’s position in this area, particularly by pub-

lishing relevant information on its corporate website

www.batrussia.ru in the second quarter of 2004.

48

ВТ
О

РО
Й

 Ц
И

КЛ
 П

РО
Ц

ЕС
С

А
 С

О
Ц

И
А

Л
ЬН

О
Й

 О
ТЧ

ЕТ
Н

О
С

ТИ
 К

О
М

П
А

Н
И

И
 «

Б
А

Т 
РО

С
С

И
Я»

C
YC

LE
 2

 O
F 

BA
T 

RU
SS

IA
’S

 S
O

C
IA

L 
RE

PO
RT

IN
G

 P
RO

C
ES

S

Предотвращение курения среди
несовершеннолетних

Youth Smoking Prevention

Пособие для учителей, преподающих
курс программы «Мой выбор»

Manual for teachers delivering 
the ‘My Choice’ course



Educational Programme ‘My Choice’
The purpose of the programme is to help children

to develop their ability to think independently,

make decisions without being influenced by others’

opinions, and to resist group pressure. This educa-

tional programme was developed by a

group of representatives of the Ministry

of Education of the Russian Federation as

well as by scientists and teachers.

In December 2000, the Ministry of

Education approved that the programme

to be included in the course in Civic

Knowledge designed for pupils of the 8th

and the 9th grades.

From year to year the ‘My Choice’ programme

expands and reaches more people: in 2001, it was

carried out in 13 regions of Russia, in 2003 – in 35.

The budget of the programme, which is supported

by BAT Russia and other tobacco companies, has

been growing accordingly.

The company believes that the Ministry of

Education of the Russian Federation and the appro-

priate regional authorities should be more involved

in further expansion of the programme and elabora-

tion of its content.
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Cycle 1 Commitment
BAT Russia will continue on a regular basis its active
efforts aimed at preventing tobacco sales to
minors.

Report on fulfilment
BAT Russia is actively participating in the Retail
Access Programme aimed at preventing sale of
tobacco to minors. In March 2003, one of the top
priorities in the work of BAT Russia trade marketing
representatives was the placement of information-
al materials in points-of-sale and advising retailers.
Related activities are carried out throughout the
year and are reflected in relevant instructions for
the company's trade marketing representatives.
Informational materials for retail outlets were pro-
duced and delivered to the company's regional
offices in the fourth quarter of 2002 and the second
quarter of 2003.

Обязательство Цикла 1
«БАТ Россия» будет активно и на плановой осно-
ве продолжать работу по предотвращению про-
даж табачных изделий несовершеннолетним.

Отчет о выполнении
«БАТ Россия» активно участвует в программе по
предотвращению продаж табачных изделий не-
совершеннолетним. В марте 2003 года одной из
главных задач торговых представителей компа-
нии являлось размещение информационных
материалов в торговых точках и разъяснитель-
ная работа с продавцами. Соответствующие 
мероприятия проводятся в течение всего года 
и отражены в инструкциях для торговых пред-
ставителей компании. 
Информационные материалы, предназначен-
ные для торговых предприятий, доставлены в
региональные офисы «БАТ Россия» в IV квартале
2002 года и II квартале 2003 года.

Образовательная программа «Мой выбор»
ñÂÎ¸ ÔÓ„‡ÏÏ˚ – ÔÓÏÓ˜¸ ‰ÂÚflÏ Ë ÔÓ‰ÓÒÚÍ‡Ï

‡Á‚ËÚ¸ ÛÏÂÌËÂ Ò‡ÏÓÒÚÓflÚÂÎ¸ÌÓ Ï˚ÒÎËÚ¸,

ÔËÌËÏ‡Ú¸ Â¯ÂÌËfl, ÌÂ ÔÂÂÍÎ‡‰˚‚‡fl ÓÚ‚ÂÚÒÚ-

‚ÂÌÌÓÒÚ¸ Ì‡ ‰Û„Ëı, Ë ÔÓÚË‚ÓÒÚÓflÚ¸ ‰‡‚ÎÂÌË˛

Ò‚ÂÒÚÌËÍÓ‚. é·‡ÁÓ‚‡ÚÂÎ¸Ì‡fl ÔÓ„‡Ï-

Ï‡ «åÓÈ ‚˚·Ó» ·˚Î‡ ‡Á‡·ÓÚ‡Ì‡

„ÛÔÔÓÈ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ åËÌËÒÚÂÒÚ‚‡

Ó·‡ÁÓ‚‡ÌËfl êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË, ‡

Ú‡ÍÊÂ Û˜ÂÌ˚ÏË Ë ÔÂ‰‡„Ó„‡ÏË. Ç ‰ÂÍ‡·Â

2000 „Ó‰‡ åËÌËÒÚÂÒÚ‚Ó Ó·‡ÁÓ‚‡ÌËfl

Ó‰Ó·ËÎÓ ‚ÍÎ˛˜ÂÌËÂ ˝ÚÓÈ ÔÓ„‡ÏÏ˚

‚ ÍÛÒ «É‡Ê‰‡ÌÓ‚Â‰ÂÌËÂ», ‡Á‡·ÓÚ‡Ì-

Ì˚È ‰Îfl Û˜ÂÌËÍÓ‚ 8–9 ÍÎ‡ÒÒÓ‚.

ä‡Ê‰˚È „Ó‰ ÔÓ„‡ÏÏ‡ «åÓÈ ‚˚·Ó»

‡Ò¯ËflÂÚÒfl Ë Óı‚‡Ú˚‚‡ÂÚ ‚ÒÂ ·ÓÎ¸¯ÂÂ ˜ËÒÎÓ

Û˜‡ÒÚÌËÍÓ‚: ‚ 2001 „Ó‰Û ˝Ú‡ ÔÓ„‡ÏÏ‡ ÓÒÛ˘ÂÒÚ-

‚ÎflÎ‡Ò¸ ‚ 13 Â„ËÓÌ‡ı êÓÒÒËË, ‚ 2003 „Ó‰Û –

‚ 35. Å˛‰ÊÂÚ ÔÓ„‡ÏÏ˚, ÔÓÎÛ˜‡˛˘ÂÈ ÔÓ‰‰ÂÊ-

ÍÛ «ÅÄí êÓÒÒËfl» Ë ‰Û„Ëı Ú‡·‡˜Ì˚ı ÍÓÏÔ‡ÌËÈ,

Ú‡ÍÊÂ ‡ÒÚÂÚ.

äÓÏÔ‡ÌËfl ÔÓÎ‡„‡ÂÚ, ˜ÚÓ åËÌËÒÚÂÒÚ‚Ó Ó·‡ÁÓ-

‚‡ÌËfl êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË Ë ÒÓÓÚ‚ÂÚÒÚ‚Û˛-

˘ËÂ Â„ËÓÌ‡Î¸Ì˚Â Ó„‡Ì˚ ‚Î‡ÒÚË ‰ÓÎÊÌ˚ ·˚Ú¸

‚ ·ÓÎ¸¯ÂÈ ÒÚÂÔÂÌË ‚Ó‚ÎÂ˜ÂÌ˚ ‚ ‡Ò¯ËÂÌËÂ

„ÂÓ„‡ÙËË ‡ÒÔÓÒÚ‡ÌÂÌËfl ‰‡ÌÌÓÈ ÔÓ„‡ÏÏ˚

Ë ÂÂ ÒÓ‰ÂÊ‡ÚÂÎ¸ÌÓÂ ‡Á‚ËÚËÂ.



äÓÏÔ‡ÌËfl Ú‡ÍÊÂ ÔÓÎ‡„‡ÂÚ, ˜ÚÓ Â¯ÂÌËÂ Ó ÚÓÏ,

‚ Í‡ÍÓÈ ÍÛÒ ÒÎÂ‰ÛÂÚ ‚ÍÎ˛˜ËÚ¸ ÔÓ„‡ÏÏÛ «åÓÈ

‚˚·Ó», ‰ÓÎÊÌÓ ÔËÌËÏ‡Ú¸Òfl åËÌËÒÚÂÒÚ‚ÓÏ

Ó·‡ÁÓ‚‡ÌËfl êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË.

çÂÍÓÚÓ˚Â ËÁ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚

‚˚‡ÁËÎË ÊÂÎ‡ÌËÂ ÔÓÎÛ˜ËÚ¸ ‰ÓÔÓÎÌËÚÂÎ¸ÌÛ˛

ËÌÙÓÏ‡ˆË˛ Ó ÔÓ„‡ÏÏÂ, ÔÓ˝ÚÓÏÛ «ÅÄí

êÓÒÒËfl» ‚ÁflÎ‡ Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 5555:::: Ò‰ÂÎ‡Ú¸

Á‡ÔÓÒ ‚ «ñÂÌÚ Ó·‡ÁÓ‚‡ÚÂÎ¸Ì˚ı Ë ÒÓˆË‡Î¸Ì˚ı

ÔÓ„‡ÏÏ «åÓÈ ‚˚·Ó» ÓÚÌÓÒËÚÂÎ¸ÌÓ „ÂÓ„‡-

ÙË˜ÂÒÍÓ„Ó Óı‚‡Ú‡ Ë ÂÁÛÎ¸Ú‡ÚÓ‚ ˝ÚÓÈ Ó·‡ÁÓ‚‡-

ÚÂÎ¸ÌÓÈ ÔÓ„‡ÏÏ˚, ‡ Ú‡ÍÊÂ ‚ÓÁÏÓÊÌÓÒÚË

ÔÛ·ÎËÍ‡ˆËË ‰‡ÌÌÓÈ ËÌÙÓÏ‡ˆËË Ì‡ ‚Â·-Ò‡ÈÚÂ

ñÂÌÚ‡ ËÎË ‚ ÓÙËˆË‡Î¸ÌÓÏ ÔËÒ¸ÏÂ.

Ç I Í‚‡Ú‡ÎÂ 2004 „Ó‰‡ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ

‚Â·-Ò‡ÈÚÂ www.batrussia.ru ·Û‰ÂÚ ‡ÁÏÂ˘ÂÌ‡

ÎË·Ó ÒÒ˚ÎÍ‡ Ì‡ ‚Â·-Ò‡ÈÚ ñÂÌÚ‡, ÎË·Ó

‰‡ÌÌÓÂ ÔËÒ¸ÏÓ.
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Cycle 1 Commitment
All 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 promotion activity will carry the sign:
‘Our activity is for adult smokers only’.

Report on fulfilment
Starting in the fourth quarter of 2002 printed mate-
rials and cigarette packs produced by the company
are carrying the signs ‘Sales to persons under
18 prohibited’ and ‘Our activity is for adult smokers
only’. The personnel involved in promotional
activities organised by BAT Russia also wear rele-
vant signs.

Обязательство Цикла 1
На печатных рекламных материалах, наружных
рекламных носителях и сигаретных пачках будет
размещаться предупреждение «Продажа несо-
вершеннолетним запрещена». Персонал, участ-
вующий в проведении рекламных акций, будет
носить значок «Наша акция – только для совер-
шеннолетних курильщиков». 

Отчет о выполнении
Начиная с IV квартала 2002 года, на печатных
рекламных материалах и сигаретных пачках,
выпущенных компанией, размещаются преду-
преждения «Продажа несовершеннолетним 
запрещена» и «Наша акция – только для совер-
шеннолетних курильщиков». Персонал, участ-
вующий в проведении рекламных акций, 
организованных «БАТ Россия», носит соответст-
вующие значки.

Предотвращение курения среди
несовершеннолетних

Youth Smoking Prevention
British American Tobacco Russia also believes that

it should be the decision of the Ministry of

Education of Russian Federation into which mod-

ule of the school programme ‘My Choice’ is to

be integrated.

During the dialogues several stakeholders

expressed an interest in additional information

about this programme, so BAT Russia made

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 5555, to send a query to the Coordination

Centre ‘My Choice’ about the geography and results

of the educational programme, and make a request

to publish this information on the website of the

Coordination Centre or in an official letter. In the

first quarter of 2004, BAT Russia will either post

the link to the Centre’s website or publish the letter

on its corporate website www.batrussia.ru.
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Образовательная программа для родителей

Ç ‡ÏÍ‡ı ˝ÚÓÈ ÔÓ„‡ÏÏ˚ ËÁ‰‡ÌÓ ÌÂÒÍÓÎ¸ÍÓ

ÒÔÂˆË‡ÎËÁËÓ‚‡ÌÌ˚ı ·Ó¯˛-ÔËÎÓÊÂÌËÈ Í

ÔÓÔÛÎflÌÓÏÛ ÊÛÌ‡ÎÛ «á‰ÓÓ‚¸Â». Ç ·Ó¯˛‡ı

ÒÓ‰ÂÊ‡ÚÒfl ‡‰ÂÒÓ‚‡ÌÌ˚Â ÔÓ‰ÓÒÚÍ‡Ï Ë Ó‰ËÚÂ-

ÎflÏ ÂÍÓÏÂÌ‰‡ˆËË Ë ÒÓ‚ÂÚ˚, Í‡Í ÔÂ‰ÓÚ‚‡ÚËÚ¸

ÍÛÂÌËÂ ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı Ë ÍÛÂÌËÂ

‚ ÒÂÏ¸flı.

«Соревнование классов, свободных
от курения»
éÒÌÓ‚Ì‡fl ˆÂÎ¸ ˝ÚÓÈ ÔÓ„‡ÏÏ˚ Á‡ÍÎ˛˜‡ÂÚÒfl

‚ ÚÓÏ, ˜ÚÓ·˚ ÔÂ‰ÓÚ‚‡ÚËÚ¸ ÍÛÂÌËÂ ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı.

«ëÓÂ‚ÌÓ‚‡ÌËÂ ÍÎ‡ÒÒÓ‚, Ò‚Ó·Ó‰Ì˚ı ÓÚ

ÍÛÂÌËfl» Ì‡˜‡ÎÓÒ¸ ‚ 2001 „Ó‰Û ‚ ë‡ÌÍÚ-

èÂÚÂ·Û„Â; ÚÓ„‰‡ ‚ ÌÂÏ Û˜‡ÒÚ‚Ó‚‡ÎË Û˜ÂÌËÍË

280 ÍÎ‡ÒÒÓ‚. ëÂÈ˜‡Ò ÔÓ„‡ÏÏ‡ ÔÓ‚Ó‰ËÚÒfl

·ÓÎÂÂ ˜ÂÏ ‚ 800 ÍÎ‡ÒÒ‡ı ‚ ‡ÁÎË˜Ì˚ı Â„ËÓÌ‡ı

ÒÚ‡Ì˚. «ÅÄí êÓÒÒËfl» ·Û‰ÂÚ Ë ‚ ‰‡Î¸ÌÂÈ¯ÂÏ

ÔÓ‰‰ÂÊË‚‡Ú¸ ÔÓ„‡ÏÏÛ Ò ˆÂÎ¸˛ ‡Ò¯ËÂÌËfl

ÂÂ Óı‚‡Ú‡.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„‡ ‚˚‡ÁËÎË ÔÓ‰‰ÂÊÍÛ

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË ‚ ˝ÚÓÈ ÒÙÂÂ. Ç ˝ÚÓÈ

Ò‚flÁË ÍÓÏÔ‡ÌËfl ‚˚‡·ÓÚ‡Î‡ éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 6666:

ÔÓ‰ÓÎÊËÚ¸ ÔÓ‰‰ÂÊÍÛ ÔÓ„‡ÏÏ, Ì‡ˆÂÎÂÌÌ˚ı

Ì‡ ÔÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı, ‚ÍÎ˛˜‡fl ÔÓ„‡ÏÏ˚,

ÍÓÚÓ˚Â ÛÊÂ Â‡ÎËÁÛ˛ÚÒfl ‚ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Â

Ò é·˘ÂÒÚ‚ÂÌÌ˚Ï ÒÓ‚ÂÚÓÏ ÔÓ ÔÓ·ÎÂÏÂ

ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl.

Teaching Programme for Parents

Within the framework of this programme,

several special leaflets were published as supple-

ments to the popular journal Zdorovie (Health).

Addressing both teenagers and parents, they

contained recommendations and advice about ways

to prevent underage smoking and smoking in

households.

The ‘Non-smoking Class’ Contest
The main objective of the programme is to prevent

underage smoking.

The contest ‘Non-smoking Class’ started in

2001 in St.-Petersburg, with children of 280 classes

participating. Now, it is being carried out in more

than 800 classes in different regions of the country.

BAT Russia will continue supporting the

programme, with the aim to expand it to a larger

number of schools.

Stakeholders expressed their support of the

activities carried out by the company in this area.

In this view, BAT Russia developed CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 6666:

in 2004, BAT Russia will continue supporting

programmes aimed at youth smoking prevention

including those already launched and being imple-

mented through the Public Council on the Problem

of Underage Smoking.



éÚ‚Â˜‡fl Ì‡ ‚˚ÒÍ‡Á‡ÌÌ˚Â Û˜‡ÒÚÌËÍ‡ÏË ‰Ë‡ÎÓ„‡

ÂÍÓÏÂÌ‰‡ˆËË ÓˆÂÌËÚ¸ ˝ÙÙÂÍÚË‚ÌÓÒÚ¸

ÓÒÛ˘ÂÒÚ‚ÎÂÌÌ˚ı ÔÓ„‡ÏÏ, ÍÓÏÔ‡ÌËfl ‚ÁflÎ‡

Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 7777: ÔÓ‰ÌflÚ¸ ‚ÓÔÓÒ

Ó ÔÓ‚Â‰ÂÌËË ÓˆÂÌÍË Â‡ÎËÁÓ‚‡ÌÌ˚ı ÔÓ„‡ÏÏ

ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl ÒÂ‰Ë

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı, ÔÓ ‚ÓÁÏÓÊÌÓÒÚË, ‚ÏÂÒÚÂ

Ò ‰Û„ËÏË Ú‡·‡˜Ì˚ÏË ÍÓÏÔ‡ÌËflÏË – ˜ÎÂÌ‡ÏË

é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡ ÔÓ ÔÓ·ÎÂÏÂ

ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl. äÓÏÔ‡ÌËfl «ÅÄí

êÓÒÒËfl» Ì‡ÏÂÂÌ‡ ÔË„Î‡ÒËÚ¸ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ

„ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â Ó„‡Ì˚ Ë ÌÂÔ‡‚ËÚÂÎ¸ÒÚ‚ÂÌÌ˚Â

Ó„‡ÌËÁ‡ˆËË, ‡ Ú‡ÍÊÂ ‰Û„ËÂ Ú‡·‡˜Ì˚Â

ÍÓÏÔ‡ÌËË Í ÔÓˆÂÒÒÛ ‚˚‡·ÓÚÍË ÍËÚÂËÂ‚

ÓˆÂÌÍË ˝ÙÙÂÍÚË‚ÌÓÒÚË ˝ÚËı ÔÓ„‡ÏÏ.

Ç IV Í‚‡Ú‡ÎÂ 2004 „Ó‰‡ «ÅÄí êÓÒÒËfl»

ÓÔÛ·ÎËÍÛÂÚ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ ‚Â·-Ò‡ÈÚÂ

www.batrussia.ru ËÌÙÓÏ‡ˆË˛ ÓÚÌÓÒËÚÂÎ¸ÌÓ

ÔÎ‡Ì‡ Ë ÍËÚÂËÂ‚ ÓˆÂÌÍË ˝ÙÙÂÍÚË‚ÌÓÒÚË

ÔÓ„‡ÏÏ.

In order to assess the effectiveness of the pro-

grammes and respond to concerns voiced by stake-

holders, the company made CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 7777, to raise

in 2004 the issue of evaluation of the implemented

youth smoking prevention programmes, if possible

together with other tobacco companies members of

the Public Council on the Problem of Youth

Smoking. BAT Russia intends to engage appropriate

governmental bodies and non-government organisa-

tions, as well as other tobacco companies, in work-

ing out criteria for evaluation of the programmes’

performance.

In the fourth quarter of 2004, BAT Russia will pub-

lish information about the action plan and criteria

for evaluation of the programmes’ efficiency on the

corporate website www.batrussia.ru.
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Cycle 1 Commitment
BAT Russia intends to actively support programmes
aimed at youth smoking prevention including
those implemented through the Public Council on
the Problem of Underage Smoking.

Report on fulfilment
The report for the year 2002 about the activities of
the company in the area of youth smoking preven-
tion was published on the corporate website
www.batrussia.ru in the fourth quarter of 2002.
The report as of the middle of the fourth quarter of
2003 is included in this Social report. The company
commits itself to reporting to the stakeholders on
its activities in this area every year, particularly, by
publishing relevant information on the corporate
website.

Обязательство Цикла 1
Компания «БАТ Россия» намерена и в дальней-
шем активно поддерживать программы, напра-
вленные на предотвращение курения среди не-
совершеннолетних, в том числе осуществляе-
мые в сотрудничестве с Общественным cоветом
по проблеме подросткового курения.

Отчет о выполнении
Отчет о предпринятой компанией в 2002 году
деятельности в области предотвращения
курения среди несовершеннолетних был
опубликован на корпоративном веб-сайте
www.batrussia.ru в IV квартале 2002 года. Отчет
по состоянию на середину IV квартала 2003 года
включен в данный Социальный отчет. Компания
обязуется каждый год информировать общест-
венность о своей деятельности в этой сфере, в
частности, размещая соответствующую инфор-
мацию на корпоративном веб-сайте.

Предотвращение курения среди
несовершеннолетних

Youth Smoking Prevention
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ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„‡ ‚˚ÒÍ‡Á‡ÎË ÓÊË‰‡ÌËÂ, ˜ÚÓ

ÍÓÏÔ‡ÌËfl ·Û‰ÂÚ ÔÓ‰ÓÎÊ‡Ú¸ ÓÍ‡Á˚‚‡Ú¸ ÒÔÓÌÒÓ-

ÒÍÛ˛ ÔÓ‰‰ÂÊÍÛ ‡ÁÎË˜Ì˚Ï ÍÛÎ¸ÚÛÌ˚Ï Ë ÒÓˆË-

‡Î¸Ì˚Ï ÔÓÂÍÚ‡Ï, ‰ÂÎ‡Ú¸ ·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì˚Â

‚ÁÌÓÒ˚ Ì‡ ÔÓ‰‰ÂÊÍÛ Ó„‡ÌËÁ‡ˆËÈ Á‰‡‚ÓÓı‡ÌÂÌËfl

Ë ‰ÂÚÒÍËı Û˜ÂÊ‰ÂÌËÈ, ‡ Ú‡ÍÊÂ ÔÂ‰ÓÒÚ‡‚ÎflÚ¸

Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚Ï ÒÚÓÓÌ‡Ï ·ÓÎ¸¯Â ËÌÙÓÏ‡ˆËË

Ó ÔÓÂÍÚ‡ı ÍÓÏÔ‡ÌËË ‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» fl‚ÎflÂÚÒfl

ÍÓÏÏÂ˜ÂÒÍÓÈ Ó„‡ÌËÁ‡ˆËÂÈ, ÍÓÚÓ‡fl ÔËÁÌ‡ÂÚ

Ò‚Ó˛ ÍÓÔÓ‡ÚË‚ÌÛ˛ ÒÓˆË‡Î¸ÌÛ˛ ÓÚ‚ÂÚÒÚ‚ÂÌ-

ÌÓÒÚ¸ Ë ÒÚÂÏËÚÒfl ·˚Ú¸ ‰ÓÒÚÓÈÌ˚Ï

«ÍÓÔÓ‡ÚË‚Ì˚Ï „‡Ê‰‡ÌËÌÓÏ». äÓÏÔ‡ÌËfl

Ò˜ËÚ‡ÂÚ, ˜ÚÓ ÍÛÔÌ˚Â ÍÓÏÏÂ˜ÂÒÍËÂ Ó„‡ÌËÁ‡-

ˆËË ‰ÓÎÊÌ˚ ‚ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Â Ò ÏÂÒÚÌ˚Ï

ÒÓÓ·˘ÂÒÚ‚ÓÏ ‚ÌÓÒËÚ¸ ‚ÍÎ‡‰ ‚ ÒÓˆË‡Î¸ÌÓÂ

Ë ÍÛÎ¸ÚÛÌÓÂ ‡Á‚ËÚËÂ ÚÂı ÒÚ‡Ì Ë Â„ËÓÌÓ‚,

„‰Â ÓÌË ‡·ÓÚ‡˛Ú. «ÅÄí êÓÒÒËfl» ‚Á‡ËÏÓ‰ÂÈÒÚ-

‚ÛÂÚ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË ‡ÁÎË˜Ì˚ı „ÛÔÔ

Ó·˘ÂÒÚ‚‡ ‰Îfl ÚÓ„Ó, ˜ÚÓ·˚ ‰ÓÒÚË˜¸ ·ÓÎ¸¯Â„Ó

ÔÓÌËÏ‡ÌËfl Ëı ˝ÍÓÌÓÏË˜ÂÒÍËı Ë ÒÓˆË‡Î¸Ì˚ı

ËÌÚÂÂÒÓ‚. îËÌ‡ÌÒÓ‚‡fl Ë Ó„‡ÌËÁ‡ˆËÓÌÌ‡fl

ÔÓ‰‰ÂÊÍ‡ ‡ÁÎË˜Ì˚ı ÍÛÎ¸ÚÛÌ˚ı Ë ÒÓˆË‡Î¸Ì˚ı

ÔÓÂÍÚÓ‚, Ú‡Í ÊÂ Í‡Í ·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì‡fl ÔÓÏÓ˘¸

Ó„‡ÌËÁ‡ˆËflÏ Á‰‡‚ÓÓı‡ÌÂÌËfl Ë ‰ÂÚÒÍËÏ

Û˜ÂÊ‰ÂÌËflÏ, fl‚ÎflÂÚÒfl ˜‡ÒÚ¸˛ ‰ÂflÚÂÎ¸ÌÓÒÚË

ÍÓÏÔ‡ÌËË ‚ Ó·Î‡ÒÚË ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË.

äÓÏÔ‡ÌËfl ËÌÙÓÏËÛÂÚ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸

Ó Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ‚ ˝ÚÓÈ ÒÙÂÂ Ë ËÒÔÓÎ¸ÁÛÂÚ

flÒÌ˚Â Ë ÔÓÁ‡˜Ì˚Â ÍËÚÂËË Ë ÔÓˆÂ‰Û˚

ÓˆÂÌÍË Ë ÓÚ·Ó‡ ÔÓÂÍÚÓ‚.

Stakeholders expressed an expectation for the

company to sponsor various cultural and social proj-

ects, to make charitable donations to particular caus-

es, such as public health and children’s institutions,

and to provide more information about the company’s

projects in the field of sponsorship and charity.

BAT Russia is a commercial enterprise that

acknowledges its corporate social responsibility and

aims to be a good corporate citizen. The company

believes that large enterprises should contribute, in

cooperation with local communities, to the social

and cultural development of the countries and

regions in which they operate. That is why BAT

Russia communicates with various groups of stake-

holders in order to understand diverse social and

economic interests of the communities they repre-

sent. Financial and organisational support of various

social and cultural projects, as well as charitable

donations to public health and children institutions,

are part of the company’s daily practice in the area

of the Corporate Social Responsibility (CSR).

The company communicates its activity in this field

and applies the clear and transparent criteria and

procedures of project evaluation and selection.

Спонсорство и благотворительность

Sponsorship and Charity

Выставка «Дело в шляпе» состоялась 
в Государственной Третьяковской галерее 

при поддержке «БАТ Россия»

The State Tretyakov Gallery hosted the exhibition
It is All About Hats supported by BAT Russia
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äÓÏÔ‡ÌËfl ‚Â‰ÂÚ Ò‚Ó˛ ÒÓˆË‡Î¸ÌÛ˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò «äÓÔÓ‡ÚË‚ÌÓÈ ÔÓÎËÚËÍÓÈ

«ÅÄí êÓÒÒËfl» ‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„Ó-

Ú‚ÓËÚÂÎ¸ÌÓÒÚË», ‡Á‡·ÓÚ‡ÌÌÓÈ ‚ 2003 „Ó‰Û.

ùÚÓÚ ‰ÓÍÛÏÂÌÚ ÓÔËÒ˚‚‡ÂÚ ˆÂÎË Ë Á‡‰‡˜Ë ‰‡ÌÌÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË «ÅÄí êÓÒÒËfl», ÒÓ‰ÂÊËÚ

ÔÓ‰Ó·ÌÛ˛ ËÌÙÓÏ‡ˆË˛ Ó ÚÓÏ, Í‡Í ÔÓ‰‡Ú¸

Á‡fl‚ÍÛ Ì‡ ÔÂ‰ÓÒÚ‡‚ÎÂÌËÂ ÒÔÓÌÒÓÒÍÓÈ Ë

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ÔÓÏÓ˘Ë, ‡ Ú‡ÍÊÂ ‡Á˙flÒÌflÂÚ

ÍËÚÂËË ÓˆÂÌÍË Ë ÓÚ·Ó‡ ÔÓÂÍÚÓ‚.

êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ ˝ÚËÏ ‰ÓÍÛÏÂÌÚÓÏ, ÍÓÏÔ‡ÌËfl

ÔÓ‰ÓÎÊËÚ Ò‚Ó˛ ÒÔÓÌÒÓÒÍÛ˛ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸-

ÌÛ˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸ Ë ‚˚ÔÓÎÌËÚ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡,

ÔËÌflÚ˚Â ‚ ıÓ‰Â ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

Ç ıÓ‰Â ‰Ë‡ÎÓ„Ó‚ ÍÓÏÔ‡ÌËfl ÔÓËÌÙÓÏËÓ-

‚‡Î‡ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Ó ÔÓÂÍÚ‡ı

‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË,

ÓÒÛ˘ÂÒÚ‚ÎÂÌÌ˚ı ‚ 2002–2003 „Ó‰Û. ì˜‡ÒÚÌËÍË

‰Ë‡ÎÓ„‡ ‚˚‡ÁËÎË ÊÂÎ‡ÌËÂ ÔÓÎÛ˜‡Ú¸ Ú‡ÍÛ˛ ËÌ-

ÙÓÏ‡ˆË˛ Ë ‚ ·Û‰Û˘ÂÏ. Ç ÓÚ‚ÂÚ ÍÓÏÔ‡ÌËfl

«ÅÄí êÓÒÒËfl» ‚ÁflÎ‡ Ì‡ ÒÂ·fl ‰‚‡ ÒÎÂ‰Û˛˘Ëı

Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡.

The company’s activities in the field of sponsorship

and charity are implemented in line with its

Corporate Sponsorship and Charity Policy, which

was adopted in 2003. This document describes the

aims and objectives guiding the corporate sponsor-

ship and charitable activities of BAT Russia,

provides a step-by-step application guide, and lays

out evaluation and selection criteria. Pursuing the

aims and objectives stated in the Policy, the compa-

ny will continue its sponsorship and charitable

activities and fulfil the commitments made during

the social reporting process.

During the dialogues, stakeholders were

informed about the company's sponsorship and

charitable projects carried out in 2002–2003,

and expressed interest in further receiving such

information. To meet this expectation, BAT Russia

made the two following commitments.

Обязательство Цикла 1
Компания проанализирует свою практику уча-
стия в социально ориентированных проектах.

Отчет о выполнении
Компания проанализировала свой подход к
участию в социально ориентированных проек-
тах и в I квартале 2003 года представила заин-
тересованным сторонам «Корпоративную по-
литику «БАТ Россия» в области спонсорства и
благотворительности». Отчет за 2002 год о дея-
тельности в этой сфере был подготовлен в
I квартале 2003 года. Оба документа можно
найти на веб-сайте компании www.batrussia.ru,
а также в Приложениях 6 и 7 данного отчета со-
ответственно.

Cycle 1 Commitment
The company will reconsider its approach to partic-
ipation in social projects.

Report on fulfilment 
The company has revised its approach to participa-
tion in social projects and in the first quarter of
2003 the policy on corporate sponsorship and char-
ity was presented to stakeholders. The report on
activities in the area of corporate sponsorship and
charity in the year 2002 was prepared in the first
quarter of 2003. Both documents were placed on
the corporate website www.batrussia.ru. They are
also included in this Report in Appendices 6 and 7
respectively.

Спонсорство и благотворительность

Sponsorship and Charity
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éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 8888: Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò Ó·flÁ‡ÚÂÎ¸ÒÚ-

‚ÓÏ, ÔËÌflÚ˚Ï «ÅÄí êÓÒÒËfl» ‚ 2002 „Ó‰Û,

ÔÛ·ÎËÍ‡ˆËfl ÂÊÂ„Ó‰Ì˚ı ÓÚ˜ÂÚÓ‚ Ó ÒÔÓÌÒÓÒÍÓÈ

Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË Ì‡ ‚Â·-Ò‡ÈÚÂ

www.batrussia.ru ·Û‰ÂÚ ÔÓ‰ÓÎÊÂÌ‡. é˜ÂÂ‰ÌÓÈ

ÓÚ˜ÂÚ (ÔÓ ÒÓÒÚÓflÌË˛ Ì‡ ÌÓfl·¸ 2003 „Ó‰‡) ‰‡Ì

‚ èËÎÓÊÂÌËË 7 ‰‡ÌÌÓ„Ó ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡.

Ç I Í‚‡Ú‡ÎÂ 2004 „Ó‰‡ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ

‚Â·-Ò‡ÈÚÂ www.batrussia.ru ·Û‰ÂÚ ÓÔÛ·ÎËÍÓ‚‡Ì

ÓÚ˜ÂÚ Á‡ ‚ÂÒ¸ 2003 „Ó‰.

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 9999: «ÅÄí êÓÒÒËfl» ·Û‰ÂÚ

ËÒÔÓÎ¸ÁÓ‚‡Ú¸ ‚ÓÁÏÓÊÌÓÒÚË ‰Îfl ËÌÙÓÏËÓ‚‡ÌËfl

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Ó Ò‚ÓËı ÒÔÓÌÒÓÒÍËı ÔÓÂÍÚ‡ı

Ì‡ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı ÍÓÌÙÂÂÌˆËflı, ‚ ıÓ‰Â

«ÍÛ„Î˚ı ÒÚÓÎÓ‚» Ë ‰Û„Ëı ÔÛ·ÎË˜Ì˚ı

ÏÂÓÔËflÚËÈ.

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 8888: According to the commitment made

by BAT Russia in 2002, the company will continue

publishing annual reports on corporate sponsorship

and charitable activities on the website

www.batrussia.ru. The next report as of November

2003 is included in Appendix 7 of this Social

Report. The report on 2003 activities will be

published on the corporate website www.batrussia.ru

in the first quarter of 2004.

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 9999: BAT Russia will take opportunities to

communicate its sponsorship projects at relevant con-

ferences, round tables and other public events.

Обязательство Цикла 1
«БАТ Россия»  рассмотрит возможность оказания
помощи, в том числе финансовой, ряду россий-
ских медицинских учреждений. 

Отчет о выполнении
Начиная с IV квартала 2002 года, «БАТ Россия»
оказывает финансовую помощь Детскому ожо-
говому центру при детской городской больнице
№ 9 имени Г. Н. Сперанского. Так, компания 
оказала помощь в приобретении лекарств 
и оборудования для лечения и реабилитации
детей. В сентябре 2003 года компания передала
компьютерную технику отделению Красного
Креста Северного округа г. Москвы.

Cycle 1 Commitment
BAT Russia will consider the option of providing
support – including financial aid – to a number of
Russian medical institutions.

Report on fulfilment
Since the fourth quarter of 2002 BAT Russia has
financially supported the Children’s Burns Unit of
Children’s City Hospital No.9 named after G.N.
Speransky. Namely, the company helped to cover
the costs of medicines and equipment for treat-
ment and rehabilitation of children. In September
2003, the company donated computers to the
Moscow Northern District Unit of the Red Cross
organisation.

«БАТ Россия» выступает спонсором
различных выставок классического и

модернистского искусства

BAT Russia sponsors numerous exhibitions of
classic and modernist art
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èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚˚ÒÓÍÓ

Ó Â̂ÌËÎË ÒÓÒÚÓflÌËÂ Óı‡Ì˚ ÚÛ‰‡ Ì‡ Ù‡·ËÍÂ

«ÅÄí-ëíî». éÌË ÔÂ‰ÎÓÊËÎË ÍÓÏÔ‡ÌËË Ó„‡ÌËÁÓ-

‚‡Ú¸ ÌÂÁ‡‚ËÒËÏÛ˛ ÔÓ‚ÂÍÛ ÒÓ·Î˛‰ÂÌËfl Ô‡‚ËÎ

ÚÂıÌËÍË ·ÂÁÓÔ‡ÒÌÓÒÚË Ë Óı‡Ì˚ ÚÛ‰‡ Ì‡

Ù‡·ËÍÂ.

ÇÓ ‚ÒÂı ‡ÒÔÂÍÚ‡ı Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

«ÅÄí êÓÒÒËfl» ÒÚÓ„Ó ÒÓ·Î˛‰‡ÂÚ ÔÓÎËÚËÍÛ

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ‚ Ó·Î‡ÒÚË Óı‡Ì˚

ÚÛ‰‡ Ë ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚. ùÚÓ ÒÓÓÚ‚ÂÚÒÚ‚ËÂ

ÔÓ‰Ú‚ÂÊ‰ÂÌÓ ‚ÌÂ¯ÌËÏË Ë ‚ÌÛÚÂÌÌËÏË

ÔÓ‚ÂÍ‡ÏË. ÇÒÂ ÚË Ù‡·ËÍË «ÅÄí êÓÒÒËfl» –

«ÅÄí-ü‚‡», «ÅÄí-ëíî» Ë «ÅÄí-ëè·» –

‰ÂÏÓÌÒÚËÛ˛Ú ÓÚÎË˜Ì˚Â ÂÁÛÎ¸Ú‡Ú˚ ‚ Ó·Î‡ÒÚË

Óı‡Ì˚ ÚÛ‰‡ Ë ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚.

á‡ ÔÓÒÎÂ‰ÌËÂ ÔflÚ¸ ÎÂÚ Ù‡·ËÍ‡ «ÅÄí-ëíî»

ÔÓÎÛ˜ËÎ‡ ÚË Ì‡„‡‰˚ Á‡ ‡·ÓÚÛ ‚ ÚÂ˜ÂÌËÂ ·ÓÎÂÂ

1 ÏËÎÎËÓÌ‡ ˜‡ÒÓ‚ ·ÂÁ ÌÂÒ˜‡ÒÚÌ˚ı ÒÎÛ˜‡Â‚ Ë ·˚Î‡

Û‰ÓÒÚÓÂÌ‡ ‚˚Ò¯ÂÈ Ì‡„‡‰˚ «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» Á‡ ‰ÓÒÚËÊÂÌËfl ‚ ˝ÚÓÈ Ó·Î‡ÒÚË.

ÇÓ ‚ÒÂı ÒÚ‡Ì‡ı ÏË‡ «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» ÓÚÌÓÒËÚÒfl Í ‚ÓÔÓÒ‡Ï Óı‡Ì˚ ÚÛ‰‡ Ë

ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚ Ó˜ÂÌ¸ ÒÂ¸ÂÁÌÓ Ë Â„ÛÎflÌÓ

ÔÓ‚Ó‰ËÚ ÓˆÂÌÍË ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË ‚ ˝ÚÓÏ

Ì‡Ô‡‚ÎÂÌËË.

Охрана труда на фабриках
компании «БАТ Россия»

Safety Conditions
at BAT Russia’s Factories

В табачном цехе фабрики «БАТ-Ява»

The Primary Manufacturing Department
of the BAT-Yava factory

Stakeholders expressed their satisfaction with the

safety conditions at BAT-STF. They proposed the

company to organise an independent examination

of BAT-STF for the observance of health and safety

regulations.

British American Tobacco Health & Safety policy

is strictly observed in all areas of the business and

both internally and externally audited. All the three

factories of BAT Russia – BAT-Yava, BAT-STF

and BAT-SPb – have outstanding records in the

areas of Environmental Health & Safety (EH&S).

BAT-STF has received three awards for work-

ing more than one million hours without accident

during the last five years and won the highest EH&S

Merit Award of British American Tobacco.
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èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÔÓ‰ÌflÎË fl‰

‚ÓÔÓÒÓ‚, ÓÚÌÓÒfl˘ËıÒfl Í ‚ÎËflÌË˛ ‰ÂflÚÂÎ¸ÌÓÒÚË

Ù‡·ËÍ Ì‡ ÔËÎÂ„‡˛˘ËÂ Í ÌËÏ ÚÂËÚÓËË,

‡ Ú‡ÍÊÂ ÂÍÓÏÂÌ‰Ó‚‡ÎË ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

Û‰ÂÎflÚ¸ ·ÓÎ¸¯Â ‚ÌËÏ‡ÌËfl ÔËÓ‰ÓÓı‡ÌÌ˚Ï ÏÂÓ-

ÔËflÚËflÏ. çÂÍÓÚÓ˚Â Û˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„‡ ‚˚‡ÁË-

ÎË Ò‚Ó˛ ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ ÔÓ ÔÓ‚Ó‰Û ‚ÓÁ‰ÂÈÒÚ‚Ëfl

ÒË„‡ÂÚÌ˚ı ÓÍÛÍÓ‚ Ì‡ ÓÍÛÊ‡˛˘Û˛ ÒÂ‰Û.

ìÔ‡‚ÎÂÌËÂ Óı‡ÌÓÈ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚

Á‡ÌËÏ‡ÂÚ Ó‰ÌÓ ËÁ ˆÂÌÚ‡Î¸Ì˚ı ÏÂÒÚ ‚ ‡·ÓÚÂ

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ‚ ÏËÂ:

·ÓÎ¸¯ËÌÒÚ‚Ó Ï‡ÚÂË‡ÎÓ‚, Ò ÍÓÚÓ˚ÏË ‡·ÓÚ‡ÂÚ

ÍÓÏÔ‡ÌËfl, ‡ ËÏÂÌÌÓ Ú‡·‡Í, ·ÛÏ‡„‡, Í‡ÚÓÌ, –

fl‚Îfl˛ÚÒfl Ì‡ÚÛ‡Î¸Ì˚Ï Ò˚¸ÂÏ ËÎË Â„Ó

ÔÓËÁ‚Ó‰Ì˚ÏË. èÓ˝ÚÓÏÛ Ò ˝ÍÓÌÓÏË˜ÂÒÍÓÈ Ë

ÔËÓ‰ÓÓı‡ÌÌÓÈ ÚÓ˜ÍË ÁÂÌËfl Ó˜ÂÌ¸ ‚‡ÊÌÓ

Ó·ÂÒÔÂ˜ËÚ¸ ‚ÓÒÔÓÎÌËÏÓÒÚ¸ Ò˚¸fl,

ËÒÔÓÎ¸ÁÛÂÏÓ„Ó ÍÓÏÔ‡ÌËflÏË ÉÛÔÔ˚ «ÅËÚË¯

ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ».

Stakeholders raised a range of issues related to

the environmental impact of the company’s factories

on the neighbourhoods and recommended BAT Russia

to pay more attention to environmental protection

activities. Some of the issues concern the general

impact of waste in the form of cigarette stubs on the

environment.

Environmental management is central to British

American Tobacco operations worldwide; almost

everything the company handles – tobacco, paper,

board – is grown in the natural environment.

Therefore, it makes sound economic and environ-

mental sense to ensure that the use of raw materials

by the Group is fully sustainable.

Охрана окружающей среды
и отношения с местным сообществом

Environmental Protection
and Local Community
Relations

Ç ‡ÔÂÎÂ 2003 „Ó‰‡ ÌÂÁ‡‚ËÒËÏ‡fl ÒÂÚËÙËˆË-

Ó‚‡ÌÌ‡fl Ó„‡ÌËÁ‡ˆËfl ÔÓ‚ÂÎ‡ ÔÓ‚ÂÍÛ Ì‡

Ù‡·ËÍÂ «ÅÄí-ëíî» Ë ÔÓ‰Ú‚Â‰ËÎ‡

ÒÓÓÚ‚ÂÚÒÚ‚ËÂ ‚ÒÂı ‡·Ó˜Ëı ÏÂÒÚ Ù‡·ËÍË ÚÂ·Ó-

‚‡ÌËflÏ ÓÒÒËÈÒÍÓ„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡.

í‡ÍËÂ ÔÓ‚ÂÍË ÔÓ‚Ó‰flÚÒfl Â„ÛÎflÌÓ Ì‡ ‚ÒÂı

ÔÓËÁ‚Ó‰ÒÚ‚‡ı «ÅÄí êÓÒÒËfl».

éÄé «ÅÄí-ëíî» ‰ÓÒÚË„ÎÓ ÁÌ‡˜ËÚÂÎ¸Ì˚ı

ÛÒÔÂıÓ‚ ‚ ÛÔ‡‚ÎÂÌËË Óı‡ÌÓÈ ÚÛ‰‡ Ë ÚÂıÌËÍÓÈ

·ÂÁÓÔ‡ÒÌÓÒÚË Ë ‡·ÓÚ‡ÂÚ Ì‡ ÛÓ‚ÌÂ ÏÂÊ‰ÛÌ‡Ó‰-

Ì˚ı ÒÚ‡Ì‰‡ÚÓ‚ ‚ ‰‡ÌÌÓÈ ÒÙÂÂ. äÓÏÔ‡ÌËfl

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» ‚˚‡Ê‡ÂÚ

„ÓÚÓ‚ÌÓÒÚ¸ ÔÓ‰ÂÎËÚ¸Òfl ÔÓÎÛ˜ÂÌÌ˚Ï ÓÔ˚ÚÓÏ

ÒÓ ‚ÒÂÏË Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ÏË ÒÚÓÓÌ‡ÏË1111.

Environmental Health and Safety management is

a priority for British American Tobacco worldwide

and the Group’s global performance in this field

is evaluated regularly.

In April 2003, an independent certified

organisation conducted an inspections of BAT-STF

which confirmed the compliance of all factory

working places with the requirements of the Russian

legislation.

Such inspections regularly take place at all three

production sites of BAT Russia.

BAT-STF has an excellent record in health and

safety management and works on the level of high

international standards in this field. British

American Tobacco Russia is committed to continu-

ous improvement and ready to share its knowledge

and experience with all interested parties11
11
.

1. Более подробная информация об условиях труда на фабриках
компании «БАТ Россия» дана в Приложении 8.

1. There is more information on safety conditions at the BAT Russia’s 
factories in Appendix 8.
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«ÅÄí êÓÒÒËfl» Ì‡ıÓ‰ËÚÒfl ‚ ÔÓˆÂÒÒÂ ÔÓÎÛ˜ÂÌËfl

ÒÂÚËÙËÍ‡Ú‡ ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ‚ÒÂı ÚÂı Ù‡·ËÍ

ÚÂ·Ó‚‡ÌËflÏ ëÚ‡Ì‰‡Ú‡ àëé 14001.

ùÚÓÚ ÒÚ‡Ì‰‡Ú ÔÂ‰ÔÓÎ‡„‡ÂÚ ÒÓÁ‰‡ÌËÂ Â‰ËÌÓÈ

ÒËÒÚÂÏ˚ ÛÔ‡‚ÎÂÌËfl Óı‡ÌÓÈ ÓÍÛÊ‡˛˘ÂÈ

ÒÂ‰˚, Á‰ÓÓ‚¸fl Ë ·ÂÁÓÔ‡ÒÌÓÒÚË ÒÓÚÛ‰ÌËÍÓ‚.

ÄÍÍÂ‰ËÚ‡ˆËfl Ì‡ÁÌ‡˜ÂÌ‡ Ì‡ I Í‚‡Ú‡Î 2005 „Ó‰‡.

èÓ„‡ÏÏ˚ ÔÓ Óı‡ÌÂ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚,

Â‡ÎËÁÛÂÏ˚Â «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ»,

‚ÍÎ˛˜‡˛Ú ÒÎÂ‰Û˛˘ËÂ ÏÂ˚:

•åËÌËÏËÁ‡ˆËfl ËÒÔÓÎ¸ÁÓ‚‡ÌËfl ÂÒÛÒÓ‚ ‚ ıÓ‰Â

ÔÓËÁ‚Ó‰ÒÚ‚ÂÌÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË;

•ÇÌÂ‰ÂÌËÂ Ì‡‰ÂÊÌÓÈ ÒËÒÚÂÏ˚ Ò·Ó‡,

ı‡ÌÂÌËfl Ë ÓÔÚËÏ‡Î¸ÌÓÈ ÛÚËÎËÁ‡ˆËË ÓÚıÓ‰Ó‚;

•ëÌËÊÂÌËÂ ‚ÒÂı ‚ÓÁÏÓÊÌ˚ı ‚˚·ÓÒÓ‚

‚ ÓÍÛÊ‡˛˘Û˛ ÒÂ‰Û;

•êÂ‡ÎËÁ‡ˆËfl ˝ÍÓÎÓ„Ë˜ÂÒÍËı ÔÓ„‡ÏÏ,

Ì‡Ô‡‚ÎÂÌÌ˚ı Ì‡ ‚ÓÒÒÚ‡ÌÓ‚ÎÂÌËÂ

ÎÂÒÓÌ‡Ò‡Ê‰ÂÌËÈ;

•ëÌËÊÂÌËÂ ‚˚·ÓÒÓ‚ ‰ËÓÍÒË‰‡ Û„ÎÂÓ‰‡.

«ÅÄí êÓÒÒËfl» ‚Â‰ÂÚ Ò‚Ó˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

‚ ÔÓÎÌÓÏ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÒÛ˘ÂÒÚ‚Û˛˘ËÏË

ÌÓÏ‡ÏË ÓÒÒËÈÒÍÓ„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡

Ë ÔËÁÌ‡ÂÚ, ˜ÚÓ ‚ Ó·˘ÂÒÚ‚Â ÂÒÚ¸ ÓÔÂ‰ÂÎÂÌÌ‡fl

ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ ÔÓ ÔÓ‚Ó‰Û ‚ÓÁ‰ÂÈÒÚ‚Ëfl Ù‡·ËÍ

Ì‡ ·ÎËÁÎÂÊ‡˘ËÂ ÚÂËÚÓËË. äÓÏÔ‡ÌËfl

ÛÎÛ˜¯ËÎ‡ ˝ÍÓÎÓ„Ë˜ÂÒÍÛ˛ Ó·ÒÚ‡ÌÓ‚ÍÛ ‚ Ò‡ÌËÚ‡-

Ì˚ı ÁÓÌ‡ı ‚ÓÍÛ„ ‚ÒÂı ÂÂ Ù‡·ËÍ Ë ÔÓ‰ÓÎÊËÚ

ÓÒÛ˘ÂÒÚ‚ÎflÚ¸ ÂÂ Â„ÛÎflÌ˚È ÏÓÌËÚÓËÌ„.

é ÂÁÛÎ¸Ú‡Ú‡ı «ÅÄí êÓÒÒËfl» Â„ÛÎflÌÓ

ËÌÙÓÏËÛÂÚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ Ó„‡Ì˚ ‚Î‡ÒÚË.

äÓÏÔ‡ÌËfl ÒÚÂÏËÚÒfl Í ÓÚÍ˚ÚÓÏÛ Ó·ÏÂÌÛ

ÏÌÂÌËflÏË Ò Á‡ËÌÚÂÂ-ÒÓ‚‡ÌÌ˚ÏË ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. ë ˆÂÎ¸˛ ‚˚fl‚ÎÂÌËfl

ÒÛ˘ÂÒÚ‚Û˛˘Ëı ‚ÓÔÓÒÓ‚ ÍÓÏÔ‡ÌËfl ÔÓ‰ÓÎÊËÚ

ÔÓ‚Â‰ÂÌËÂ Â„ÛÎflÌ˚ı ‰Ë‡ÎÓ„Ó‚ Ò ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎflÏË ÏÂÒÚÌ˚ı Ó„‡ÌËÁ‡ˆËÈ Ë ‡ÁÎË˜Ì˚ı

Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó·˙Â‰ËÌÂÌËÈ.

BAT Russia is currently in the process of obtaining

the certification of compliance of the company’s

factories with the requirements of the ISO 14001

Standard (an integrated global Environmental,

Health & Safety management system). Accreditation

is scheduled for the first quarter of 2005.

The Environmental, Health & Safety programmes

of British American Tobacco are as follows:

•Minimising the use of resources across

operations;

•Promoting sound waste management and

recycling activities;

•Reducing air and water emissions;

•Maintaining forestation programmes to ensure

sustainable use of wood;

•Reducing carbon dioxide emissions.

BAT Russia fully complies with the existing legal

requirements and recognises that there is a certain

concern about the impact of its factories on local

neighbourhoods. BAT Russia has improved the

environmental conditions of the areas adjacent to

its factories and will continue regular monitoring.

The company informs appropriate authorities about

the results. BAT Russia encourages open two-way

communication with stakeholders and, with the aim

to identify the existing concerns in mind, will

continue regular dialogues with the representatives

of the local communities.

Охрана окружающей среды
и отношения с местным сообществом

Environmental
Protection and Local
Community Relations
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Детская площадка,
оборудованная при поддержке

ОАО «БАТ-Ява» 
(Ленинградский проспект, 

д. 14, корп. 5)

The playground was built with
assistance of OJSC BAT-Yava

(Leningradsky prospect, 
house 14, bld. 5)

Ç ıÓ‰Â ‰Ë‡ÎÓ„Ó‚ Û˜‡ÒÚÌËÍË ‚˚‡ÁËÎË

ÓÔÂ‰ÂÎÂÌÌÛ˛ ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ ÔÓ ÔÓ‚Ó‰Û ‚ÓÁ‰ÂÈ-

ÒÚ‚Ëfl ‰ÂflÚÂÎ¸ÌÓÒÚË Ù‡·ËÍ «ÅÄí-ëíî» Ë

«ÅÄí-ü‚‡» Ì‡ ÓÍÛÊ‡˛˘Û˛ ÒÂ‰Û Ë ÔÂ‰ÎÓÊËÎË

ÌÂÒÍÓÎ¸ÍÓ ÔÓÂÍÚÓ‚, Ì‡ˆÂÎÂÌÌ˚ı Ì‡ ÛÎÛ˜¯ÂÌËÂ

ÒËÚÛ‡ˆËË. äÓÏÔ‡ÌËfl ‚ÁflÎ‡ Ì‡ ÒÂ·fl

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11110000: ‚ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Â Ò ÏÂÒÚÌ˚ÏË

Ó„‡Ì‡ÏË ‚Î‡ÒÚË «ÅÄí êÓÒÒËfl» ÔÓ‰ÓÎÊËÚ

‚˚fl‚ÎflÚ¸ Ë ËÁÛ˜‡Ú¸ ‚ÓÁÏÓÊÌÓÒÚË

·Î‡„ÓÛÒÚÓÈÒÚ‚‡ ÚÂËÚÓËË, ÔËÎÂ„‡˛˘ÂÈ

Í Ù‡·ËÍÂ «ÅÄí-ëíî».

«ÅÄí êÓÒÒËfl» ‚ÁflÎ‡ Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11111111:

ÔÓ‰ÓÎÊËÚ¸ ÍÓÌÚÓÎ¸ ‚ÓÁÏÓÊÌÓ„Ó ‚ÓÁ‰ÂÈÒÚ‚Ëfl

Ù‡·ËÍË «ÅÄí-ü‚‡» Ì‡ ÔËÎÂ„‡˛˘ËÂ

ÚÂËÚÓËË Ë ‚ IV Í‚‡Ú‡ÎÂ 2004 „Ó‰‡ ËÁ˚ÒÍ‡Ú¸

ÔÛÚË ‰Îfl ÒÌËÊÂÌËfl ‰‡ÌÌÓ„Ó ‚ÓÁ‰ÂÈÒÚ‚Ëfl.

á‡Ô‡ı Ú‡·‡Í‡, Ó˘ÛÚËÏ˚È ‚ ÓÍÂÒÚÌÓÒÚflı

Ù‡·ËÍË «ÅÄí-ëíî», ·˚Î Ó‰ÌËÏ ËÁ ‚ÓÔÓÒÓ‚,

Ó·ÒÛÊ‰‡‚¯ËıÒfl ‚ ıÓ‰Â ‰Ë‡ÎÓ„Ó‚. ëÓ„Î‡ÒÌÓ

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÛÛÛÛ 11112222 ‚ Ì‡˜‡ÎÂ 2005 „Ó‰‡ éÄé «ÅÄí-

ëíî» ÛÒÚ‡ÌÓ‚ËÚ ‰ÓÔÓÎÌËÚÂÎ¸ÌÓÂ Ó·ÓÛ‰Ó‚‡ÌËÂ

‰Îfl ÒÌËÊÂÌËfl ÛÓ‚Ìfl Á‡Ô‡ı‡. ä Ì‡˜‡ÎÛ

IV Í‚‡Ú‡Î‡ 2004 „Ó‰‡ ÍÓÏÔ‡ÌËfl ÔÂ‰ÓÒÚ‡‚ËÚ

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Û˛ ËÌÙÓÏ‡ˆË˛ ‚ÒÂÏ Á‡ËÌÚÂÂ-

ÒÓ‚‡ÌÌ˚Ï ÒÚÓÓÌ‡Ï.

Ç ÓÚ‚ÂÚ Ì‡ ÂÍÓÏÂÌ‰‡ˆË˛ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚

ÏËÌËÏËÁËÓ‚‡Ú¸ ‚ÎËflÌËÂ ‰ÂflÚÂÎ¸ÌÓÒÚË Ù‡·ËÍË

Ì‡ ÓÍÛÊ‡˛˘Û˛ ÚÂËÚÓË˛, éÄé «ÅÄí-ëíî»

ÔËÌflÎÓ éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11113333: ‚ 2004 „Ó‰Û ÔÓ‚Ó‰ËÚ¸

Â„ÛÎflÌ˚Â ÔÓ‚ÂÍË Ô‡ÍÓ‚ÓÍ, ‡ÒÔÓÎÓÊÂÌÌ˚ı

fl‰ÓÏ Ò Ù‡·ËÍÓÈ, Ë Ú‡ÍËÏ Ó·‡ÁÓÏ Ó·ÂÒÔÂ˜ËÚ¸

Ëı ˆÂÎÂ‚ÓÂ ËÒÔÓÎ¸ÁÓ‚‡ÌËÂ ÚÓÎ¸ÍÓ ÒÓÚÛ‰ÌËÍ‡ÏË

Ù‡·ËÍË. ëÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÓÚ˜ÂÚ˚ ·Û‰ÛÚ

ÔÂ‰ÓÒÚ‡‚ÎÂÌ˚ ‚ 2004 „Ó‰Û.

During the dialogues, stakeholders expressed

concerns regarding the impact of the BAT-STF and

BAT-Yava factories and suggested several projects

aiming to improve the situation. The company

responded with CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11110000, to continue, in

cooperation with the local authorities, to identify

and investigate possibilities to improve the neigh-

bourhood of BAT-STF.

BAT Russia made CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11111111, to continue

monitoring the potential impact of the BAT-Yava

factory on the neighbouring areas and, in the fourth

quarter of 2004, to define further measures aimed at

decreasing the effects.

Tobacco odour around the BAT-STF factory was

the issue of concern during the dialogues, and

according to CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11112222 OJCS BAT-STF will

install additional equipment to reduce the factory

odour impact in the beginning of the year 2005.

The company will make the relevant information

available for all interested parties by the fourth

quarter of 2004.

To further minimise its impact on neighbouring

areas, as recommended by the stakeholders,

BAT-STF assumed CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11113333:::: in 2004, to

conduct regular inspections of the parking areas

adjacent to the factory and thus ensure that they

are used by the BAT-STF employers only.

The relevant reports will be provided in the fourth

quarter of 2004.
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êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ Û·ÂÊ‰ÂÌËÂÏ ‚ ‚˚ÒÓÍÓÈ

ÁÌ‡˜ËÏÓÒÚË Óı‡Ì˚ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚,

«ÅÄí-ëíî» ÓÒÛ˘ÂÒÚ‚ÎflÂÚ Ë ÔÓ‰‰ÂÊË‚‡ÂÚ

‡ÁÎË˜Ì˚Â ÔËÓ‰ÓÓı‡ÌÌ˚Â ÔÓ„‡ÏÏ˚.

ç‡ ÔÓÚflÊÂÌËË ÚÂı ÎÂÚ «ÅÄí-ëíî» ‚ÏÂÒÚÂ

Ò ‰Û„ËÏË ÔÂ‰ÔËflÚËflÏË „ÓÓ‰‡ ÔÓ‰‰ÂÊË‚‡ÂÚ

ÔÓ„‡ÏÏÛ «ë‡‡ÚÓ‚ÒÍËÂ Ó‰ÌËÍË», Ì‡Ô‡‚ÎÂÌ-

ÌÛ˛ Ì‡ ÒÓı‡ÌÂÌËÂ Ó‰ÌËÍÓ‚ Ì‡ ÚÂËÚÓËË

„ÓÓ‰‡ ë‡‡ÚÓ‚‡. äÓÏÔ‡ÌËfl ÔÓÏÓ„Î‡ Ó·ÓÛ‰Ó-

‚‡Ú¸ Ë Ò‰ÂÎ‡Ú¸ ‰ÓÒÚÛÔÌ˚ÏË ‰Îfl Ó·˘ÂÒÚ‚ÂÌÌÓ„Ó

ÔÓÎ¸ÁÓ‚‡ÌËfl ÚË Ó‰ÌËÍ‡.

èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Ò˜ËÚ‡˛Ú,

˜ÚÓ ÍÓÏÔ‡ÌËfl ‰ÓÎÊÌ‡ ÔÓ‰ÓÎÊËÚ¸ ÔÓ‰‰ÂÊÍÛ

˝ÚÓÈ ÔÓ„‡ÏÏ˚. Ç ÓÚ‚ÂÚ ÍÓÏÔ‡ÌËfl ‚ÁflÎ‡

Ì‡ ÒÂ·fl éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11114444: ÔÓ‰ÓÎÊËÚ¸

ÔÓ‰‰ÂÊÍÛ ÔÓ„‡ÏÏ˚ «ë‡‡ÚÓ‚ÒÍËÂ Ó‰ÌËÍË»

‚ 2003–2004 „Ó‰‡ı.

«ÅÄí êÓÒÒËfl» ÔÎ‡ÌËÛÂÚ ‡ÁÎË˜Ì˚Â ÏÂ˚

ÔÓ Á‡˘ËÚÂ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚ Ë ·Û‰ÂÚ ËÌÙÓ-

ÏËÓ‚‡Ú¸ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÍÓÌÚÓÎËÛ˛˘ËÂ

Ó„‡Ì˚ Ë ÊËÚÂÎÂÈ ÒÓÒÂ‰ÌËı Ò Ù‡·ËÍ‡ÏË ‰ÓÏÓ‚

Ó ‰ÂÈÒÚ‚Ëflı ÍÓÏÔ‡ÌËË ‚ ˝ÚÓÈ ÒÙÂÂ. äÓÏÔ‡ÌËfl

„ÓÚÓ‚‡ ÔÓ‰ÂÎËÚ¸Òfl ÓÔ˚ÚÓÏ Ò Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ÏË

ÒÚÓÓÌ‡ÏË.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ò˜ËÚ‡ÂÚ, ˜ÚÓ

‚ÓÁ‰ÂÈÒÚ‚ËÂ ÓÚıÓ‰Ó‚ Ì‡ ÓÍÛÊ‡˛˘Û˛ ÒÂ‰Û

fl‚ÎflÂÚÒfl ‚‡ÊÌÓÈ ÔÓ·ÎÂÏÓÈ. è‡˜ÍË Ë

ÙËÎ¸Ú˚, ËÒÔÓÎ¸ÁÛÂÏ˚Â ‚ ÔÓËÁ‚Ó‰ÒÚ‚Â

ÔÓ‰ÛÍˆËË ÍÓÏÔ‡ÌËË, ÔÓ‰‚ÂÊÂÌ˚, ‚ ÓÔÂ‰Â-

ÎÂÌÌÓÈ ÏÂÂ, ·ËÓıËÏË˜ÂÒÍÓÏÛ ‡ÁÎÓÊÂÌË˛.

çÓ ÓÌÓ ÔÓËÒıÓ‰ËÚ ÓÚÌÓÒËÚÂÎ¸ÌÓ ÏÂ‰ÎÂÌÌÓ,

Ë ÔÓ˝ÚÓÏÛ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ì‡

„ÎÓ·‡Î¸ÌÓÏ ÛÓ‚ÌÂ Ë˘ÂÚ ÔÛÚË ÒÓÁ‰‡ÌËfl Ú‡ÍÓÈ

ÔÓ‰ÛÍˆËË, ÍÓÚÓ‡fl ·˚Î‡ ·˚ ·ÓÎÂÂ ÔÓ‰‚ÂÊÂÌ‡

‰‡ÌÌÓÏÛ ÔÓˆÂÒÒÛ, Ì‡ÔËÏÂ, ÏÓ„Î‡ ·˚ ÔÓÒÎÂ

ËÒÔÓÎ¸ÁÓ‚‡ÌËfl ‡ÒÔ‡‰‡Ú¸Òfl Ì‡ Ó˜ÂÌ¸ ÏÂÎÍËÂ

˜‡ÒÚËˆ˚.

Ç ‰ÓÔÓÎÌÂÌËÂ Í ÛÒËÎËflÏ ÍÓÏÔ‡ÌËË Ó˜ÂÌ¸

‚‡ÊÌÓ, ˜ÚÓ·˚ ÔÓÚÂ·ËÚÂÎË ËÁ·‡‚ÎflÎËÒ¸ ÓÚ

ÒË„‡ÂÚÌ˚ı Ô‡˜ÂÍ Ë ÓÍÛÍÓ‚ ·ÂÁ Û˘Â·‡ ‰Îfl

ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚.

With a strong belief in the high importance of envi-

ronmental protection, BAT Russia conducts and

supports various environmental programmes.

For three years BAT-STF has been supporting

The Saratov Water Springs programme, aimed at

preservation of the water springs located in the city

of Saratov. With the help of BAT-STF, three of

them have been cleaned and equipped for

public use.

The stakeholders are expecting the company

to continue this programme, so the company

responded with CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11114444, which is to contin-

ue supporting The Saratov Water Springs programme

in 2003–2004.

BAT Russia plans to conduct a range of actions

regarding environmental protection. The company

will keep appropriate controlling bodies and neigh-

bours aware of its activities in this field and share

the experience with other interested parties.

British American Tobacco considers the environ-

mental impact of waste to be an important issue.

The packs and filter tips used in manufacturing of

the company’s products are to some extent

biodegradable. This is a relatively slow process,

which is why British American Tobacco seeks ways

to speed up the biodegradability of its products,

including ways of making products able to break up

into very small particles.

Apart from the company’s efforts, it remains equally

important for consumers to dispose of cigarette

packs and filters in a responsible and environmen-

tally conscious manner.

Охрана окружающей среды 
и отношения с местным сообществом

Environmental
Protection and Local
Community Relations
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èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚˚‡ÁËÎË

Á‡ËÌÚÂÂÒÓ‚‡ÌÌÓÒÚ¸ ‚ ÔÓÎÛ˜ÂÌËË ËÌÙÓÏ‡ˆËË

Ó ÏÂÚÓ‰‡ı, ÍÓÚÓ˚Â «ÅÄí êÓÒÒËfl» ËÒÔÓÎ¸ÁÛÂÚ

ÔË ÍÓÌÚÓÎÂ Í‡˜ÂÒÚ‚‡ Ò‚ÓÂÈ ÔÓ‰ÛÍˆËË Ë ‚ ˆÂÎflı

·Ó¸·˚ Ò ÍÓÌÚ‡Ù‡ÍÚÌ˚ÏË ËÁ‰ÂÎËflÏË.

èÓËÁ‚Ó‰ÒÚ‚Ó ÒË„‡ÂÚ, ÍÓ„‰‡-ÚÓ ‚˚ÔÓÎÌfl‚¯ÂÂÒfl

ËÒÍÎ˛˜ËÚÂÎ¸ÌÓ ‚Û˜ÌÛ˛, Ë ÒÚ‡‚¯ÂÂ Ï‡ÒÒÓ‚˚Ï

‚ Ì‡˜‡ÎÂ XX ‚ÂÍ‡, ÒÂ„Ó‰Ìfl ÔÓ˜ÚË ÔÓÎÌÓÒÚ¸˛

‡‚ÚÓÏ‡ÚËÁËÓ‚‡ÌÓ: ÂÁ‡Ì˚È Ú‡·‡Í, ÒË„‡ÂÚÌ‡fl

·ÛÏ‡„‡ Ë ÙËÎ¸Ú˚ ÌÂÔÂ˚‚ÌÓ ÔÓ‰‡˛ÚÒfl ‚

ÒË„‡ÂÚÌ˚Â Ï‡¯ËÌ˚. ëÓ ‚ÂÏÂÌÂÏ ÚÂıÌÓÎÓ„Ëfl

Ò‰ÂÎ‡Î‡ Ó„ÓÏÌ˚È ¯‡„ ‚ÔÂÂ‰, ÔË ˝ÚÓÏ

‡‚ÚÓÏ‡ÚËÁËÓ‚‡ÌÌÓÂ Ï‡ÒÒÓ‚ÓÂ ÔÓËÁ‚Ó‰ÒÚ‚Ó ÓÁ-

Ì‡˜‡ÂÚ ÌÓ‚˚Â ‚ÓÁÏÓÊÌÓÒÚË ÛÎÛ˜¯ÂÌËfl Í‡˜ÂÒÚ‚‡

ÔÓ‰ÛÍˆËË.

«ÅÄí êÓÒÒËfl» Á‡ÍÛÔ‡ÂÚ Ï‡ÚÂË‡Î˚ ÚÓÎ¸ÍÓ

‚˚ÒÓÍÓ„Ó Í‡˜ÂÒÚ‚‡ Û ÔÓ‚ÂÂÌÌ˚ı ÔÓÒÚ‡‚˘ËÍÓ‚,

Ú˘‡ÚÂÎ¸ÌÓ ÚÂÒÚËÛÂÚ ÌÓ‚˚Â Ï‡ÚÂË‡Î˚ Ë ÓÒÛ-

˘ÂÒÚ‚ÎflÂÚ ÒÚÓ„ËÈ ÍÓÌÚÓÎ¸ Í‡˜ÂÒÚ‚‡ „ÓÚÓ‚ÓÈ

ÔÓ‰ÛÍˆËË Ì‡ ÔÓËÁ‚Ó‰ÒÚ‚Â, ÔËÏÂÌflfl ‰Îfl ˝ÚÓ„Ó

ÒÓ‚ÂÏÂÌÌÓÂ Ó·ÓÛ‰Ó‚‡ÌËÂ.

Ç 2002 „Ó‰Û ·˚ÎÓ ÒÂÚËÙËˆËÓ‚‡ÌÓ

ÒÓÓÚ‚ÂÚÒÚ‚ËÂ ÒËÒÚÂÏ ÛÔ‡‚ÎÂÌËfl Í‡˜ÂÒÚ‚ÓÏ,

ËÒÔÓÎ¸ÁÛÂÏ˚ı Ì‡ Ù‡·ËÍÂ «ÅÄí-ëíî»,

ÏÂÊ‰ÛÌ‡Ó‰ÌÓÏÛ ÒÚ‡Ì‰‡ÚÛ àëé 9001.

Качество продукции

Product Quality 

На фабрике «БАТ-Ява» контроль качества
осуществляется с помощью

современного оборудования

BAT-Yava uses advanced equipment for 
quality control purposes

Stakeholders expressed their interest in information

about the methods employed by BAT Russia in order to

control product quality and curb counterfeiting.

Cigarette making was once done entirely by hand

and shifted to mass production at the beginning of

the 20th century. Today it is almost fully automated,

with the cut tobacco, cigarette paper and filters

continuously fed into cigarette-making machines.

The technology has advanced dramatically over the

years and automated mass production means new

opportunities for improving and ensuring product

quality.

BAT Russia purchases high quality materials only

from reliable suppliers and conducts thorough tests

of the raw materials. The company closely and con-

stantly inspects the quality of finished products at

the manufacturing stage and uses the most modern

equipment for this purpose.

Quality management systems used by the facto-

ry BAT-STF were certified for compliance with the

ISO 9001 Standard in 2002.



ëÓÓÚ‚ÂÚÒÚ‚ËÂ ‰‡ÌÌ˚ı ÒËÒÚÂÏ Ì‡ Ù‡·ËÍ‡ı

«ÅÄí-ü‚‡» Ë «ÅÄí-ëè·» Ú‡ÍÊÂ ·Û‰ÂÚ

ÒÂÚËÙËˆËÓ‚‡ÌÓ ‚ ·ÎËÊ‡È¯ÂÏ ·Û‰Û˘ÂÏ.

ÇÒfl ÔÓ‰ÛÍˆËfl ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

ÔÓÎÌÓÒÚ¸˛ ÒÓÓÚ‚ÂÚÒÚ‚ÛÂÚ ÚÂ·Ó‚‡ÌËflÏ ÓÒÒËÈ-

ÒÍÓ„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡. îÂ‰Â‡Î¸Ì˚È Á‡ÍÓÌ

«é· Ó„‡ÌË˜ÂÌËË ÍÛÂÌËfl Ú‡·‡Í‡» ÛÒÚ‡Ì‡‚ÎË‚‡ÂÚ

ÔÂ‰ÂÎ¸ÌÓ ‰ÓÔÛÒÚËÏ˚Â ÛÓ‚ÌË ÒÓ‰ÂÊ‡ÌËfl ÒÏÓÎ

Ë ÌËÍÓÚËÌ‡ ‚ ‰˚ÏÂ ÒË„‡ÂÚ˚. éÌË ÒÓÒÚ‡‚Îfl˛Ú

16 Ï„ ÒÏÓÎ˚ Ë 1,3 Ï„ ÌËÍÓÚËÌ‡ ‰Îfl ÒË„‡ÂÚ ·ÂÁ

ÙËÎ¸Ú‡ Ë 14 Ï„ ÒÏÓÎ˚ Ë 1,2 Ï„ ÌËÍÓÚËÌ‡ ‰Îfl

ÒË„‡ÂÚ Ò ÙËÎ¸ÚÓÏ. íÂ·Ó‚‡ÌËfl Í Í‡˜ÂÒÚ‚Û

ÔÓ‰ÛÍˆËË Ë ‡ÁÏÂ˘ÂÌË˛ Ì‡ ÛÔ‡ÍÓ‚ÍÂ ËÌÙÓ-

Ï‡ˆËË ‰Îfl ÔÓÚÂ·ËÚÂÎÂÈ ÛÒÚ‡ÌÓ‚ÎÂÌ˚ Ú‡ÍÊÂ

ÉéëíÓÏ 3935-2000 «ëË„‡ÂÚ˚. é·˘ËÂ ÚÂıÌË˜Â-

ÒÍËÂ ÛÒÎÓ‚Ëfl». ÇÓ ÏÌÓ„Ëı ÒÎÛ˜‡flı ÚÂ·Ó‚‡ÌËfl

‚ÌÛÚÂÌÌËı ÒÚ‡Ì‰‡ÚÓ‚ ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

Í Í‡˜ÂÒÚ‚Û ÔÓ‰ÛÍˆËË „Ó‡Á‰Ó ÒÚÓÊÂ ÚÂı, ˜ÚÓ

ÒÓ‰ÂÊ‡ÚÒfl ‚ Ì‡ˆËÓÌ‡Î¸ÌÓÏ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Â.

äÓÌÚ‡Ù‡ÍÚÌ‡fl ÔÓ‰ÛÍˆËfl ÔÂ‰ÒÚ‡‚ÎflÂÚ ÒÓ·ÓÈ

ÒÂ¸ÂÁÌÛ˛ ÔÓ·ÎÂÏÛ ‰Îfl ÏÌÓ„Ëı ÓÚ‡ÒÎÂÈ

ÔÓÏ˚¯ÎÂÌÌÓÒÚË, ‚ÍÎ˛˜‡fl Ú‡·‡˜ÌÛ˛. èÓÚÂ·Ë-

ÚÂÎË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ Ò‚flÁ˚‚‡˛Ú Ì‡Á‚‡ÌËfl

ÚÓ„Ó‚˚ı Ï‡ÓÍ Ò ÓÔÂ‰ÂÎÂÌÌ˚Ï Í‡˜ÂÒÚ‚ÓÏ

Ë ÓÊË‰‡˛Ú ÒÚ‡·ËÎ¸ÌÓÒÚË Ë ÔÂ‰ÒÍ‡ÁÛÂÏÓÒÚË

Í‡˜ÂÒÚ‚ÂÌÌ˚ı ı‡‡ÍÚÂËÒÚËÍ ÔÓÚÂ·ÎflÂÏÓÈ

ÔÓ‰ÛÍˆËË. äÓÌÚ‡Ù‡ÍÚÌ‡fl ÔÓ‰ÛÍˆËfl ÌÂ „‡‡Ì-

ÚËÛÂÚ ˝ÚÓ„Ó Ë ÚÂÏ Ò‡Ï˚Ï ÔÓ‰˚‚‡ÂÚ ÓÒÌÓ‚Û

·ËÁÌÂÒ‡ ÍÓÏÔ‡ÌËË – ÔË‚ÂÊÂÌÌÓÒÚ¸ ÔÓÚÂ·Ë-

ÚÂÎÂÈ ÂÂ Ï‡Í‡Ï.

Similar certificates will be obtained by both the

BAT-Yava and BAT-SPb factories in the nearest

future.

All products of BAT Russia are fully compliant with

the requirements of the Russian legislation.

The Federal Law ‘On Restricting Tobacco Smoking’

defines the maximum permitted tar and nicotine

content in cigarette smoke as 16 mg tar and 1.3 mg

nicotine per cigarette for non-filter cigarettes, and

14 mg tar and 1.2 mg nicotine per cigarette for fil-

ter ones. State standard 3935-2000 ‘Cigarettes.

General technical requirements’ contains other

requirements of product quality and consumer

information on the pack. It must be mentioned that

in many cases BAT Russia’s internal standards of

product quality and its sustainability are much

stricter than those set by the national legislation.

Counterfeit goods are a significant problem for

many industries and tobacco is not an exception.

Consumers of tobacco products associate brand

names and trademarks with distinctive qualities and

therefore expect them to be consistent. In this situa-

tion, counterfeit products that offer no guarantee of

quality and consistency undermine consumers’

loyalty to brands that is the foundation of a compa-

ny’s business. Counterfeit goods also severely

damage government tax revenues.
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Визуальный контроль качества готовой
продукции (фабрика «БАТ-Ява»)

Visual control of finished goods quality
(the BAT-Yava factory)

Качество продукции

Product Quality 
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Курительная машина
позволяет вести контроль
показателей компонентов
дыма (фабрика «БАТ-Ява»)

The smoking machine 
allows to control levels 
of smoke components 
(the BAT-Yava factory)

èÓ‰‰ÂÎÍË Ú‡ÍÊÂ Ì‡ÌÓÒflÚ ÒÂ¸ÂÁÌ˚È Û˘Â·

„ÓÒÛ‰‡ÒÚ‚ÂÌÌÓÏÛ ·˛‰ÊÂÚÛ. «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» Á‡˘Ë˘‡ÂÚ ÂÔÛÚ‡ˆË˛ Ò‚ÓËı ÚÓ„Ó‚˚ı

Ï‡ÓÍ Ë ‡·ÓÚ‡ÂÚ Ì‡‰ Â¯ÂÌËÂÏ ˝ÚÓÈ ÔÓ·ÎÂÏ˚

‚ÏÂÒÚÂ Ò Ó„‡Ì‡ÏË Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÌÓÈ Ë ËÒÔÓÎÌË-

ÚÂÎ¸ÌÓÈ ‚Î‡ÒÚË, ÓÚ‚Â˜‡˛˘ËÏË Á‡ ÒÓ·Î˛‰ÂÌËÂ

ÏÂÊ‰ÛÌ‡Ó‰ÌÓ„Ó Ë ÓÒÒËÈÒÍÓ„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ-

‚‡ ‚ Ó·Î‡ÒÚË Óı‡Ì˚ ËÌÚÂÎÎÂÍÚÛ‡Î¸ÌÓÈ

ÒÓ·ÒÚ‚ÂÌÌÓÒÚË.

«ÅÄí êÓÒÒËfl» ÒÓÚÛ‰ÌË˜‡ÂÚ Ò Ô‡‚ÓÓı‡ÌË-

ÚÂÎ¸Ì˚ÏË Ó„‡Ì‡ÏË ‚ ·Ó¸·Â Ò ÍÓÌÚ‡Ù‡ÍÚÌÓÈ

ÔÓ‰ÛÍˆËÂÈ.

äÓÏÔ‡ÌËfl fl‚ÎflÂÚÒfl ˜ÎÂÌÓÏ ãË„Ë ÔÓ Á‡˘ËÚÂ

ÔÓÚÂ·ËÚÂÎ¸ÒÍÓ„Ó ˚ÌÍ‡ ÓÚ ÔÓ‰‰ÂÎ¸ÌÓÈ Ë

ÌÂÍ‡˜ÂÒÚ‚ÂÌÌÓÈ ÔÓ‰ÛÍˆËË.

èÂ‰ÒÚ‡‚ËÚÂÎË «ÅÄí êÓÒÒËfl» ‡ÍÚË‚ÌÓ Û˜‡ÒÚ‚Û˛Ú

‚ ÒÂÏËÌ‡‡ı, ÔÓÒ‚fl˘ÂÌÌ˚ı ‰‡ÌÌÓÈ ÚÂÏÂ, Ë ‚

‰Û„Ëı ÏÂÓÔËflÚËflı.

á‡˘Ë˘‡fl Ò‚ÓË ÚÓ„Ó‚˚Â Ï‡ÍË, «ÅÄí êÓÒÒËfl»

ËÒÔÓÎ¸ÁÛÂÚ Ò‡Ï˚Â ÒÓ‚ÂÏÂÌÌ˚Â ÚÂıÌÓÎÓ„ËË

ÛÔ‡ÍÓ‚ÍË. ùÚÓ ÔÓÁ‚ÓÎflÂÚ ÍÓÏÔ‡ÌËË ÓÚÒÎÂÊË‚‡Ú¸

Ò‚Ó˛ ÔÓ‰ÛÍˆË˛, ‡ÒÔÓÁÌ‡‚‡Ú¸ ‚ÓÁÏÓÊÌ˚Â

ÔÓ‰‰ÂÎÍË Ë ‚˚fl‚ÎflÚ¸ Î˛·ÓÂ ÌÂÒ‡ÌÍˆËÓÌË-

Ó‚‡ÌÌÓÂ ËÒÔÓÎ¸ÁÓ‚‡ÌËÂ ÚÓ„Ó‚˚ı Ï‡ÓÍ,

ÔËÌ‡‰ÎÂÊ‡˘Ëı «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ».

British American Tobacco is vigilant in defending

the integrity of its trademarks, and aims to tackle

this problem together with regulators and the

authorities in charge of enforcement of international

and national laws pertaining to intellectual property

protection.

In order to curb counterfeiting, BAT Russia actively

cooperates with law enforcement bodies.

The company is a member of the League for

Protection of the Consumer Market against

Counterfeit Products.

Company representatives participate in workshops

on these issues as well as in other activities.

To protect its trademarks the company actively uses

advanced packaging technologies, which allow the

company to trace its products, discern smuggled

ones and identify unauthorised use of the trade-

marks owned by British American Tobacco.
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Плакат, используемый в социальной рекламно-
информационной кампании 2003 года

The billboard employed by a social advertising
campaign in 2003

èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÂÍÓÏÂÌ‰Ó‚‡ÎË

ÍÓÏÔ‡ÌËË ÔËÌflÚ¸ Û˜‡ÒÚËÂ ‚ ÒÓÁ‰‡ÌËË ÒÓˆË‡Î¸ÌÓÈ

ÂÍÎ‡Ï˚ Ë ÔÓÔÛÎflËÁ‡ˆËË Á‰ÓÓ‚Ó„Ó Ó·‡Á‡ ÊËÁÌË.

äÓÏÔ‡ÌËfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl»

Û·ÂÊ‰ÂÌ‡ ‚ ÁÌ‡˜ËÏÓÒÚË ÒÓˆË‡Î¸ÌÓÈ ÂÍÎ‡Ï˚ Ë

ÔÓÔÛÎflËÁ‡ˆËË Á‰ÓÓ‚Ó„Ó Ó·‡Á‡ ÊËÁÌË Ë

‡Á‰ÂÎflÂÚ ÓÁ‡·Ó˜ÂÌÌÓÒÚ¸ Í‡˜ÂÒÚ‚ÓÏ Ë ÛÓ‚ÌÂÏ

‡ÒÔÓÒÚ‡ÌÂÌÌÓÒÚË ÒÓ‚ÂÏÂÌÌÓÈ ÓÒÒËÈÒÍÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÂÍÎ‡Ï˚. ÅÛ‰Û˜Ë ˜ÎÂÌÓÏ

é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡ ÔÓ ÔÓ·ÎÂÏÂ

ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl, ÍÓÏÔ‡ÌËfl ÓÍ‡Á˚‚‡ÂÚ

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÛ˛ ÔÓ‰‰ÂÊÍÛ fl‰Û ÔÓ„‡ÏÏ

ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â-

¯ÂÌÌÓÎÂÚÌËı. ëÂ‰Ë ÌËı – ÔÓ„‡ÏÏ‡

ÒÓˆË‡Î¸ÌÓÈ ÂÍÎ‡Ï˚, ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌ‡fl ‰Îfl

ÔÓ‰ÓÒÚÍÓ‚ Ë Û·ÂÊ‰‡˛˘‡fl Ëı ÌÂ ÍÛËÚ¸.

Ç ‡ÏÍ‡ı Í‡ÏÔ‡ÌËË Ì‡ ÚÂÎÂÍ‡Ì‡Î‡ı ‰ÂÏÓÌÒÚË-

Ó‚‡ÎËÒ¸ ÂÍÎ‡ÏÌ˚Â ÓÎËÍË, ‡ ‚ ÏÓÎÓ‰ÂÊÌ˚ı

ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı ÔÛ·ÎËÍÓ‚‡ÎËÒ¸ ÂÍÎ‡ÏÌ˚Â

Ï‡ÚÂË‡Î˚.

Ç ÓÍÚfl·Â 2003 „Ó‰‡ ‚ 14 ÍÛÔÌÂÈ¯Ëı

„ÓÓ‰‡ı êÓÒÒËË ÔË Ó„‡ÌËÁ‡ˆËÓÌÌÓÏ Û˜‡ÒÚËË

é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡ ÔÓ ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ-

‚Ó„Ó ÍÛÂÌËfl Ë ÙËÌ‡ÌÒÓ‚ÓÈ ÔÓ‰‰ÂÊÍÂ

«ÅÄí êÓÒÒËfl» Ë ‰Û„Ëı ÍÓÏÔ‡ÌËÈ ·˚Î‡

ÔÓ‚Â‰ÂÌ‡ ÒÓˆË‡Î¸Ì‡fl ÂÍÎ‡ÏÌÓ-ËÌÙÓÏ‡ˆËÓÌ-

Ì‡fl Í‡ÏÔ‡ÌËfl. ÖÂ ˆÂÎ¸˛ fl‚ÎflÎÓÒ¸ Û‚Â‰ÓÏÎÂÌËÂ

‡·ÓÚÌËÍÓ‚ ÓÁÌË˜ÌÓÈ ÚÓ„Ó‚ÎË Ó ÒÓ‰ÂÊ‡ÌËË

ëÚ‡Ú¸Ë 4 îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡ «é· Ó„‡ÌË˜ÂÌËË

ÍÛÂÌËfl Ú‡·‡Í‡», ‡ ËÏÂÌÌÓ, Ó Á‡ÔÂ˘ÂÌËË

ÓÁÌË˜ÌÓÈ ÔÓ‰‡ÊË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÎËˆ‡Ï,

ÌÂ ‰ÓÒÚË„¯ËÏ ‚ÓÁ‡ÒÚ‡ 18 ÎÂÚ. Å˚ÎÓ ‡ÁÏÂ˘ÂÌÓ

·ÓÎÂÂ 300 ÔÎ‡Í‡ÚÓ‚, ÔËÁ˚‚‡˛˘Ëı ÒÓ·Î˛‰‡Ú¸

îÂ‰Â‡Î¸Ì˚È Á‡ÍÓÌ Ë ÌÂ ÔÓ‰‡‚‡Ú¸ Ú‡·‡˜Ì˚Â

ËÁ‰ÂÎËfl ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

Stakeholders recommended the company to take

part in, and support, the development of the social

advertising and promotion of a healthy lifestyle.

British American Tobacco Russia believes that

social advertising and promotion of a healthy

lifestyle are important. The company entirely agrees

with those concerned with quality and coverage of

social advertising in the Russian Federation. Being

a member of the Public Council on the Problem of

Underage Smoking, BAT Russia supports, through

charitable donations, a number of youth smoking

prevention programmes. Among them there is the

campaign of social advertising, aimed at teenagers

and discouraging them from smoking.

Relevant advertisements were placed on TV chan-

nels and in the youth press.

In October 2003, an outdoor advertising cam-

paign organised by the Public Council on the

Problem of Underage Smoking, and financially

supported by BAT Russia and other tobacco com-

panies, took place in the 14 largest Russian cities.

The purpose was to inform retailers about the

requirement of the Article 4 of the Federal Law

‘On Restricting Tobacco Smoking’, which prohibits

tobacco sale to minors. More than 300 billboards

were placed, persuading the retailers to obey the law

and not to sell cigarettes to minors.

Социальная реклама и популяризация
здорового образа жизни 

Social Advertising and
Promotion of a Healthy
Lifestyle 
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êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ «äÓÔÓ‡ÚË‚ÌÓÈ ÔÓÎËÚËÍÓÈ

‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË»,

ÍÓÏÔ‡ÌËfl ‡ÒÒÏÓÚËÚ ‚ÒÂ Á‡fl‚ÍË Ì‡ ÔÓ‰‰ÂÊÍÛ

ÒÓÁ‰‡ÌËfl Ë ‡ÒÔÓÒÚ‡ÌÂÌËfl ÂÍÎ‡ÏÌ˚ı

Ï‡ÚÂË‡ÎÓ‚ ÒÓˆË‡Î¸ÌÓÈ ÚÂÏ‡ÚËÍË.

ÇÏÂÒÚÂ Ò ÚÂÏ «ÅÄí êÓÒÒËfl» ÔË‰ÂÊË‚‡ÂÚÒfl

Û·ÂÊ‰ÂÌËfl, ˜ÚÓ Ó„‡ÌËÁ‡ˆËfl, ÔÓËÁ‚Ó‰fl˘‡fl

Ú‡·‡˜ÌÛ˛ ÔÓ‰ÛÍˆË˛, – ÌÂ Ò‡Ï˚È ÔÓ‰ıÓ‰fl˘ËÈ

Á‡Í‡Á˜ËÍ ÒÓˆË‡Î¸ÌÓÈ ÂÍÎ‡Ï˚ ËÎË ‰Û„Ëı

Ï‡ÚÂË‡ÎÓ‚, ÔÓÔ‡„‡Ì‰ËÛ˛˘Ëı Á‰ÓÓ‚˚È Ó·‡Á

ÊËÁÌË. äÓÏÔ‡ÌËfl Ò˜ËÚ‡ÂÚ, ˜ÚÓ ‚ ˝ÚÓÈ ÓÎË

„Ó‡Á‰Ó ·ÓÎÂÂ ÂÒÚÂÒÚ‚ÂÌÌÓ Ë ÛÒÔÂ¯ÌÓ ÏÓ„ÛÚ

‚˚ÒÚÛÔËÚ¸ ÓÒÒËÈÒÍËÂ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â Ó„‡Ì˚,

åËÌËÒÚÂÒÚ‚Ó Á‰‡‚ÓÓı‡ÌÂÌËfl êÓÒÒËÈÒÍÓÈ

îÂ‰Â‡ˆËË, ÏÂ‰ËˆËÌÒÍËÂ Û˜ÂÊ‰ÂÌËfl Ë

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ Ó·˘ÂÒÚ‚ÂÌÌ˚Â Ó„‡ÌËÁ‡ˆËË.

Guided by its Corporate Sponsorship and Charity

Policy, BAT Russia will consider all applications for

financial support of origination, production or dis-

semination of social advertising materials.

At the same time, BAT Russia believes that a

tobacco company is not best placed to commission

social advertising or other materials promoting a

healthy lifestyle. The company holds a view that the

national government, the Ministry of Health of the

Russian Federation, public health organisations and

appropriate NGOs are in a much better position to

take up and successfully fulfil this role.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„Ó‚ ÂÍÓÏÂÌ‰Ó‚‡ÎË ÍÓÏÔ‡ÌËË

·ÓÎÂÂ ‡ÍÚË‚ÌÓ ËÌÙÓÏËÓ‚‡Ú¸ ¯ËÓÍÛ˛ Ó·˘ÂÒÚ-

‚ÂÌÌÓÒÚ¸ Ó ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl, Ò‚flÁ‡ÌÌ˚ı

Ò ÍÛÂÌËÂÏ, ‡ Ú‡ÍÊÂ Ó· ÓÍÛÊ‡˛˘ÂÏ Ú‡·‡˜ÌÓÏ

‰˚ÏÂ. éÌË ÔÂ‰ÎÓÊËÎË ÍÓÏÔ‡ÌËË ÓÍ‡Á˚‚‡Ú¸

ËÌÙÓÏ‡ˆËÓÌÌÛ˛ Ë ÍÓÌÒÛÎ¸Ú‡ÚË‚ÌÛ˛ ÔÓ‰‰ÂÊÍÛ

ÊÂÎ‡˛˘ËÏ ·ÓÒËÚ¸ ÍÛËÚ¸. Ç ıÓ‰Â ‰Ë‡ÎÓ„Ó‚

ÌÂÍÓÚÓ˚Â Û˜‡ÒÚÌËÍË ÔÓÒÓ‚ÂÚÓ‚‡ÎË ÍÓÏÔ‡ÌËË

‡Á‡·ÓÚ‡Ú¸ Ë ÓÔÛ·ÎËÍÓ‚‡Ú¸ «äÓ‰ÂÍÒ ÔÓ‚Â‰ÂÌËfl

ÍÛËÎ¸˘ËÍ‡», ÁÌ‡ÍÓÏfl˘ËÈ ˜ËÚ‡ÚÂÎÂÈ Ò Ú‡ÍËÏ

ÔÓÌflÚËÂÏ, Í‡Í «ÍÛÎ¸ÚÛ‡», ËÎË «˝ÚËÍÂÚ»,

ÍÛÂÌËfl. çÂÍÓÚÓ˚Â ÔÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓ-

ÒÚË ÔÂ‰ÎÓÊËÎË ÍÓÏÔ‡ÌËË ÔÓ‰‰ÂÊ‡Ú¸

ÏÂ‰ËˆËÌÒÍËÂ ËÒÒÎÂ‰Ó‚‡ÌËfl Ë ÔÓ„‡ÏÏ˚, Ì‡Ô‡‚-

ÎÂÌÌ˚Â Ì‡ ÛÏÂÌ¸¯ÂÌËÂ ÔÓÒÎÂ‰ÒÚ‚ËÈ ÍÛÂÌËfl,

‡ Ú‡ÍÊÂ ÔËÌflÚ¸ Û˜‡ÒÚËÂ ‚ ÓˆÂÌÍÂ Â„Ó ˝ÍÓÌÓÏË-

˜ÂÒÍËı ÔÓÒÎÂ‰ÒÚ‚ËÈ. äÓÏÔ‡ÌËË ·˚ÎÓ ÂÍÓÏÂÌ‰Ó‚‡ÌÓ

Ì‡˜‡Ú¸ ÔÓËÁ‚Ó‰ÒÚ‚Ó ÒË„‡ÂÚ, ÔÂ‰ÒÚ‡‚Îfl˛˘Ëı

ÔÓÚÂÌˆË‡Î¸ÌÓ ÏÂÌ¸¯ËÈ ËÒÍ ‰Îfl Á‰ÓÓ‚¸fl.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ì‡ ÔÓÚflÊÂÌËË

ÏÌÓ„Ëı ÎÂÚ ÔËÁÌ‡ÂÚ, ˜ÚÓ ÍÛÂÌËÂ ÒÓÔflÊÂÌÓ

Ò ËÒÍÓÏ ‰Îfl Á‰ÓÓ‚¸fl, Ë ·ÓÒËÚ¸ ÍÛËÚ¸ ‰Îfl

ÏÌÓ„Ëı Î˛‰ÂÈ ‰ÓÒÚ‡ÚÓ˜ÌÓ ÒÎÓÊÌÓ. äÓÏÔ‡ÌËfl

ÌÂ Ô˚Ú‡ÂÚÒfl ÔÓÔ‡„‡Ì‰ËÓ‚‡Ú¸ ÍÛÂÌËÂ, ÓÌ‡

ÔÂ‰Î‡„‡ÂÚ Í‡˜ÂÒÚ‚ÂÌÌÛ˛ ÔÓ‰ÛÍˆË˛ ‚ÁÓÒÎ˚Ï

Î˛‰flÏ, ÍÓÚÓ˚Â ÛÊÂ ÔËÌflÎË Â¯ÂÌËÂ ÍÛËÚ¸.

äÓÏÔ‡ÌËfl „ÎÛ·ÓÍÓ Û·ÂÊ‰ÂÌ‡, ˜ÚÓ ‚˚·Ó –

ÍÛËÚ¸ ËÎË ÌÂ ÍÛËÚ¸ – ‰ÓÎÊÂÌ ÒÚÓflÚ¸ ÚÓÎ¸ÍÓ

ÔÂÂ‰ ‚ÁÓÒÎ˚ÏË Î˛‰¸ÏË, ÓÒ‚Â‰ÓÏÎÂÌÌ˚ÏË Ó

ÒÛ˘ÂÒÚ‚Û˛˘Ëı ËÒÍ‡ı.

Stakeholders recommended the company to

intensify communication of health risks associated

with smoking to the general public, and more active-

ly inform the public about environmental tobacco

smoke (ETS). They suggested that the company

should assist those who wish to quit, through infor-

mation and advice. During the dialogues several

participants advised the company to originate and

publish a ‘Smoker's Code of Conduct’, introducing

the concept of the ‘culture’, or ‘etiquette’, of smok-

ing. Some of them also proposed to support medical

research and programmes aimed at diminishing the

health effects of smoking and considered it necessary

for the company to participate in the evaluation of

economic consequences of smoking. It was recom-

mended to the company to manufacture potentially

reduced exposure products.

British American Tobacco has long accepted that

smoking is risky and for many people it is difficult

to quit. The company’s business is not about per-

suading people to smoke; it is about offering high

quality tobacco products to adults who have already

taken the decision to smoke. British American

Tobacco strongly believes that smoking should only

be for adults who are aware of the risks.

Вопросы курения и здоровья

Smoking
and Health Issues
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The risks associated with smoking are primarily

defined by epidemiological (population statistical)

studies that show that groups of lifetime smokers

have far higher incidence of certain diseases than

comparable groups of non-smokers. The company

acknowledges that all smoking behaviours are asso-

ciated with risk, and the only way to be sure to

avoid a smoking-related risk is not to smoke.

Scientific research has not to date been able to

identify biological mechanisms which can explain

with certainty the statistical findings linking smoking

and certain diseases, nor has science been able to

clarify the role of particular smoke constituents in

these disease processes. Science has still to deter-

mine which smokers will get a smoking related dis-

ease and which will not. Nor can science tell

whether any individual became ill solely because he

or she smoked. This is, in part, because all of the

diseases that have been associated with smoking also

occur in lifelong non-smokers.

Обязательство Цикла 1
«БАТ Россия» обязуется регулярно информиро-
вать общественность о ходе осуществляемых
«Бритиш Американ Тобакко» исследований
в области снижения рисков для здоровья ку-
рильщиков.

Отчет о выполнении
Опубликованные на центральном веб-сайте
«Бритиш Американ Тобакко» www.bat.com ма-
териалы о продукции, представляющей потен-
циально меньший риск для здоровья потребите-
лей, были переведены на русский язык и во
II квартале 2003 года размещены на веб-сайте
компании «БАТ Россия» www.batrussia.ru. Дан-
ная информация также вошла в брошюру «Ку-
рение и здоровье», изданную в III квартале
2003 года.

Cycle 1 Commitment
The company will regularly provide stakeholders
with information about the progress of research on
PREPs conducted by British American Tobacco.

Report on fulfilment
The texts on this topic published on the BAT central
website www.bat.com were translated into
Russian and made available on BAT Russia’ website
www.batrussia.ru starting from the second quarter
of 2003. This information is in addition provided in
the ‘Smoking and Health’ booklet which was pub-
lished in the third quarter of 2003.

Вопросы курения и здоровья

Smoking and Health IssuesêËÒÍË, ÒÓÔflÊÂÌÌ˚Â Ò ÍÛÂÌËÂÏ, ‚˚fl‚Îfl˛ÚÒfl,

„Î‡‚Ì˚Ï Ó·‡ÁÓÏ, ‚ ıÓ‰Â ˝ÔË‰ÂÏËÓÎÓ„Ë˜ÂÒÍËı

(ÓÒÌÓ‚‡ÌÌ˚ı Ì‡ ÒÚ‡ÚËÒÚË˜ÂÒÍËı ‰‡ÌÌ˚ı) ËÒÒÎÂ-

‰Ó‚‡ÌËÈ. êÂÁÛÎ¸Ú‡Ú˚ ËÒÒÎÂ‰Ó‚‡ÌËÈ ÔÓÍ‡Á˚‚‡˛Ú,

˜ÚÓ ÍÛËÎ¸˘ËÍË Ò ·ÓÎ¸¯ËÏ ÒÚ‡ÊÂÏ ‚ ·ÓÎ¸¯ÂÈ

ÒÚÂÔÂÌË ÔÓ‰‚ÂÊÂÌ˚ ÓÔÂ‰ÂÎÂÌÌ˚Ï Á‡·ÓÎÂ‚‡ÌË-

flÏ, ˜ÂÏ ÌÂÍÛfl˘ËÂ. äÓÏÔ‡ÌËfl ÔËÁÌ‡ÂÚ, ˜ÚÓ

ÍÛÂÌËÂ ÒÓÔflÊÂÌÓ Ò ËÒÍÓÏ ‰Îfl Á‰ÓÓ‚¸fl

ÌÂÁ‡‚ËÒËÏÓ ÓÚ ÔË‚˚˜ÂÍ ÍÓÌÍÂÚÌÓ„Ó ÔÓÚÂ·Ë-

ÚÂÎfl Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ, Ë Â‰ËÌÒÚ‚ÂÌÌ˚È ÒÔÓÒÓ·

ÔÓÎÌÓÒÚ¸˛ ËÁ·ÂÊ‡Ú¸ ËÒÍ‡ – ˝ÚÓ ÌÂ ÍÛËÚ¸.

ì˜ÂÌ˚Ï ‰Ó ÒËı ÔÓ ÌÂ Û‰‡ÎÓÒ¸ ÓÔÂ‰ÂÎËÚ¸

·ËÓÎÓ„Ë˜ÂÒÍËÂ ÏÂı‡ÌËÁÏ˚ ‚ÓÁÌËÍÌÓ‚ÂÌËfl Ë

‡Á‚ËÚËfl Á‡·ÓÎÂ‚‡ÌËÈ, Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ,

Ë ÓÎ¸ ‚ ˝ÚÓÏ ÔÓˆÂÒÒÂ ÓÚ‰ÂÎ¸Ì˚ı ÍÓÏÔÓÌÂÌÚÓ‚

Ú‡·‡˜ÌÓ„Ó ‰˚Ï‡. çÂ ÛÒÚ‡ÌÓ‚ÎÂÌÓ, ÔÓ˜ÂÏÛ Ó‰ÌË

ÔÓÚÂ·ËÚÂÎË Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË Á‡·ÓÎÂ‚‡˛Ú,

‡ ‰Û„ËÂ ÌÂÚ, Ë fl‚ÎflÂÚÒfl ÎË ÍÛÂÌËÂ Â‰ËÌÒÚ‚ÂÌ-

ÌÓÈ ÔË˜ËÌÓÈ ‚ÓÁÌËÍÌÓ‚ÂÌËfl ‰‡ÌÌ˚ı

Á‡·ÓÎÂ‚‡ÌËÈ. çÂ flÒÌÓ Ú‡ÍÊÂ, ÔÓ˜ÂÏÛ ·ÓÎÂÁÌË,

Ò‚flÁ‡ÌÌ˚Â Ò ÍÛÂÌËÂÏ, ‚ÒÚÂ˜‡˛ÚÒfl Ë Û Î˛‰ÂÈ,

ÍÓÚÓ˚Â ÌËÍÓ„‰‡ ÌÂ ÍÛËÎË.

äÓÏÔ‡ÌËfl ÔËÁÌ‡ÂÚ, ˜ÚÓ ‚ Ì‡ÒÚÓfl˘ËÈ ÏÓÏÂÌÚ

¯ËÓÍÓ ‡ÒÔÓÒÚ‡ÌÂÌÓ ÏÌÂÌËÂ Ó ÚÓÏ, ˜ÚÓ

ÍÛÂÌËÂ ‚˚Á˚‚‡ÂÚ ÔË‚˚Í‡ÌËÂ. äÛÂÌËÂ ‰ÓÒÚ‡‚-

ÎflÂÚ Û‰Ó‚ÓÎ¸ÒÚ‚ËÂ, Ë ÔÓÚÂ·ËÚÂÎflÏ ÒË„‡ÂÚ ÏÓ-

ÊÂÚ ·˚Ú¸ ÚÛ‰ÌÓ ÓÚÍ‡Á‡Ú¸Òfl ÓÚ ˝ÚÓÈ ÔË‚˚˜ÍË,
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‰‡ÊÂ ÂÒÎË ÓÌË ÓÒÓÁÌ‡˛Ú, ˜ÚÓ ÍÛÂÌËÂ ÒÓÔflÊÂ-

ÌÓ Ò ËÒÍÓÏ ‚ÓÁÌËÍÌÓ‚ÂÌËfl ÒÂ¸ÂÁÌ˚ı Á‡·ÓÎÂ‚‡-

ÌËÈ. é‰Ì‡ÍÓ ÍÓÏÔ‡ÌËfl Ò˜ËÚ‡ÂÚ ‚‡ÊÌ˚Ï ÚÓÚ

Ù‡ÍÚ, ˜ÚÓ ÍÛËÎ¸˘ËÍË ÏÓ„ÛÚ ·ÓÒËÚ¸ ÍÛËÚ¸, ÂÒ-

ÎË Û ÌËı ÂÒÚ¸ Ú‡ÍÓÂ ÊÂÎ‡ÌËÂ Ë ‚Â‡ ‚ Ò‚ÓË ÒËÎ˚.

Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÔËÌflÚ˚ÏË ‚ 2002 „Ó‰Û

Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ÏË ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÓÔÛ·-

ÎËÍÓ‚‡Î‡ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ ‚Â·-Ò‡ÈÚÂ

www.batrussia.ru, Ó·ÌÓ‚ÎÂÌÌÓÏ ‚Ó II Í‚‡Ú‡ÎÂ

2003 „Ó‰‡, ÌÓ‚˚È ‡Á‰ÂÎ «äÛÂÌËÂ Ë Á‰ÓÓ‚¸Â».

éÌ ÒÓ‰ÂÊËÚ ËÌÙÓÏ‡ˆË˛ Ó ÒÓÔflÊÂÌÌ˚ı Ò

ÍÛÂÌËÂÏ ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl Ë Ó ÚÓÏ, ˜ÚÓ

ÌÛÊÌÓ ÁÌ‡Ú¸ ÚÂÏ, ÍÚÓ Â¯ËÎ ·ÓÒËÚ¸ ÍÛËÚ¸,

‡ Ú‡ÍÊÂ ÔË‚Ó‰ËÚ ÒÒ˚ÎÍË Ì‡ ÌÂÁ‡‚ËÒËÏ˚Â ÏÂ‰Ë-

ˆËÌÒÍËÂ ‚Â·-Ò‡ÈÚ˚, ÔÂ‰Î‡„‡˛˘ËÂ ¯ËÓÍËÈ

ÒÔÂÍÚ Ï‡ÚÂË‡ÎÓ‚ Ë ÏÌÂÌËÈ ÔÓ ‚ÓÔÓÒ‡Ï,

Ò‚flÁ‡ÌÌ˚Ï Ò ÔÓÚÂ·ÎÂÌËÂÏ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ,

‡ Ú‡ÍÊÂ ÒÓ‚ÂÚ˚ ‰Îfl ÊÂÎ‡˛˘Ëı ·ÓÒËÚ¸ ÍÛËÚ¸.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„Ó‚ ‚˚‡ÁËÎË ËÌÚÂÂÒ Í ÚÓÏÛ,

Í‡ÍËÏ Ó·‡ÁÓÏ ÍÓÏÔ‡ÌËfl ‰Ó‚Ó‰ËÚ ‰Ó Ò‚Â‰ÂÌËfl

¯ËÓÍÓÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ËÌÙÓÏ‡ˆË˛ Ó ËÒÍ‡ı

‰Îfl Á‰ÓÓ‚¸fl, Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ. éÚ‚ÂÚÓÏ ÒÓ

ÒÚÓÓÌ˚ «ÅÄí êÓÒÒËfl» ÒÚ‡ÎÓ éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11115555:

‚ÍÎ˛˜ËÚ¸ Ò‚Â‰ÂÌËfl, ÓÚÌÓÒfl˘ËÂÒfl Í ‰ÂflÚÂÎ¸ÌÓÒÚË

ÍÓÏÔ‡ÌËË ‚ ‰‡ÌÌÓÈ ÒÙÂÂ, ‚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ

2002–2003. äÓÏÂ ÚÓ„Ó, ÍÓÏÔ‡ÌËfl ÔËÌflÎ‡

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11116666: ÓÔÛ·ÎËÍÓ‚‡Ú¸ Ì‡ ÍÓÔÓ‡ÚË‚-

ÌÓÏ ‚Â·-Ò‡ÈÚÂ ‡Á‰ÂÎ «äÛÂÌËÂ Ë Á‰ÓÓ‚¸Â» Ë

Â„ÛÎflÌÓ Ó·ÌÓ‚ÎflÚ¸ ÔÂ‰ÓÒÚ‡‚ÎflÂÏÛ˛

ËÌÙÓÏ‡ˆË˛.

Ç III Í‚‡Ú‡ÎÂ 2003 „Ó‰‡ Ò ˆÂÎ¸˛ ÛÎÛ˜¯ÂÌËfl

ËÌÙÓÏËÓ‚‡ÌËfl ‡ÁÎË˜Ì˚ı „ÛÔÔ Ó·˘ÂÒÚ‚‡

Ó ‚ÓÔÓÒ‡ı ÍÛÂÌËfl Ë Á‰ÓÓ‚¸fl Ë ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË

Ò ÔËÌflÚ˚Ï ‚ 2002 „Ó‰Û Ó·flÁ‡ÚÂÎ¸ÒÚ‚ÓÏ

ÍÓÏÔ‡ÌËfl ÓÔÛ·ÎËÍÓ‚‡Î‡ ·Ó¯˛Û «äÛÂÌËÂ

Ë Á‰ÓÓ‚¸Â», ÓÚ‡Ê‡˛˘Û˛ ÔÓÁËˆËË ÍÓÏÔ‡ÌËË

‚ ‰‡ÌÌÓÈ ÒÙÂÂ Ë ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌÛ˛ ‰Îfl

‡ÒÔÓÒÚ‡ÌÂÌËfl ÒÂ‰Ë ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. Ç 2003 „Ó‰Û ÍÓÏÔ‡ÌËfl ÔËÌflÎ‡

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11117777: ‚ 2004 „Ó‰Û ÔÂÂËÁ‰‡Ú¸

·Ó¯˛Û «äÛÂÌËÂ Ë Á‰ÓÓ‚¸Â» Ë, ÎË·Ó

Ò‡ÏÓÒÚÓflÚÂÎ¸ÌÓ, ÎË·Ó ÔË Û˜‡ÒÚËË ÒÓÓÚ‚ÂÚÒÚ‚Û-

˛˘Ëı ÏÂ‰ËˆËÌÒÍËı Û˜ÂÊ‰ÂÌËÈ Ë ‡ÒÒÓˆË‡ˆËÈ

ÔÓ Á‡˘ËÚÂ Ô‡‚ ÔÓÚÂ·ËÚÂÎÂÈ, ‡ÒÔÓÒÚ‡ÌËÚ¸

ÂÂ ÒÂ‰Ë ¯ËÓÍÓÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. íÂÍÒÚ

·Ó¯˛˚ Ú‡ÍÊÂ ‡ÁÏÂ˘ÂÌ Ì‡ ÍÓÔÓ‡ÚË‚ÌÓÏ

‚Â·-Ò‡ÈÚÂ www.batrussia.ru Ë ‰ÓÒÚÛÔÂÌ ‰Îfl

Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ı ÎËˆ Ë Ó„‡ÌËÁ‡ˆËÈ.

The company accepts the common understanding

today that smoking is addictive. Certainly, smoking

is pleasurable and smokers can find it hard to quit

even though they know smoking is a real risk of

serious diseases. However, the company believes

that it is also important that smokers who decide to

quit realise that they can, provided they have the

motivation to quit and believe they can.

According to the commitments made in 2002,

BAT Russia published the ‘Smoking and Health’

section on the corporate website www.batrussia.ru,

which was relaunched in the second quarter of

2003. The section offers information on health risks

associated with smoking, some key points about

quitting smoking, and includes links to independent

medical websites; the latter present a wide range of

materials and opinions regarding tobacco-related

issues as well as advice on how to quit smoking.

Stakeholders expressed their interest in the methods

employed by BAT Russia for communicating the

health risks associated with smoking, to the general

public. The company responded to this concern

with CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11115555, which is an obligation to pro-

vide information regarding this matter in the Social

Report 2002–2003. In addition, the company made

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11116666, to publish the ‘Smoking and

Health’ section of the corporate website and to reg-

ularly update the provided information.

In order to improve the communication of health

risks associated with smoking, and in accordance

with the commitment made in 2002, in the third

quarter of 2003 BAT Russia published the ‘Smoking

and Health’ booklet voicing the company’s positions

in this area and intended for distribution among

stakeholders. In 2003, the company made

CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11117777: in 2004, to reprint the ‘Smoking

and Health’ booklet and distribute it among the

general public. The company will distribute the

booklet either directly or through appropriate public

health authorities and consumer rights associations.

The content of this booklet is also published on the

corporate website www.batrussia.ru and available to

interested parties.
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Обязательство Цикла 1
«БАТ Россия» обязуется регулярно предостав-
лять представителям общественности инфор-
мацию о налогах и других сборах, уплачивае-
мых компанией в бюджеты разных уровней.

Отчет о выполнении
В 2002 году налоги и сборы, уплаченные
компанией в бюджеты разных уровней, состави-
ли 7 156 млн. рублей, включая НДС в размере
1 535 млн. рублей и акцизные платежи в раз-
мере 1 706 млн. рублей. 
Данные о налогах и других сборах, уплаченных
компанией в бюджеты разных уровней в про-
шлом году, включены в пресс-релиз за 2002 год,
опубликованный на корпоративном веб-сайте
www.batrussia.ru.

Cycle 1 Commitment
BAT Russia assumes an obligation to provide stake-
holders regularly with information on taxes and
duties paid by the company to state budgets of dif-
ferent levels.

Report on fulfilment
In 2002 the company paid 7,156 mn Roubles in taxes
and duties to state budgets of different levels; in par-
ticular this sum includes 1,535 mn Roubles of VAT and
1,706 mn Roubles of excise paid. 
Figures on taxes and other payments made by the
company to state budgets of different levels are includ-
ed in the 2002 press release which was published on
the corporate website www.batrussia.ru. 

Вопросы курения и здоровья

Smoking and Health IssuesäÓÏÔ‡ÌËfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ÔËÁÌ‡-

ÂÚ, ˜ÚÓ ÓÍÛÊ‡˛˘ËÈ Ú‡·‡˜Ì˚È ‰˚Ï ÏÓÊÂÚ ·ÂÒ-

ÔÓÍÓËÚ¸ Ë ÌÂÍÛfl˘Ëı, Ë ÚÂı, ÍÚÓ ÍÛËÚ. ëÛ˘ÂÒÚ-

‚ÛÂÚ ÏÌÂÌËÂ, ˜ÚÓ ‚‰˚ı‡ÌËÂ ÓÍÛÊ‡˛˘Â„Ó Ú‡·‡˜-

ÌÓ„Ó ‰˚Ï‡, ÍÓÚÓÓÂ ˜‡ÒÚÓ Ì‡Á˚‚‡˛Ú «Ô‡ÒÒË‚Ì˚Ï

ÍÛÂÌËÂÏ», fl‚ÎflÂÚÒfl ÔË˜ËÌÓÈ ÌÂÍÓÚÓ˚ı ıÓ-

ÌË˜ÂÒÍËı Á‡·ÓÎÂ‚‡ÌËÈ. «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» ÔÓÎ‡„‡ÂÚ, ˜ÚÓ Ì‡Û˜Ì˚Â ‰‡ÌÌ˚Â, ÒÓ·-

‡ÌÌ˚Â Á‡ ÔÓÒÎÂ‰ÌËÂ 20 ÎÂÚ, ÌÂ ÔÓ‰Ú‚ÂÊ‰‡˛Ú

˝ÚÛ „ËÔÓÚÂÁÛ. ç‡ ‚Á„Îfl‰ ÍÓÏÔ‡ÌËË, ‚ÂÒÓÏ˚ı

‰ÓÍ‡Á‡ÚÂÎ¸ÒÚ‚ ÚÓ„Ó, ˜ÚÓ ‚ÓÁ‰ÂÈÒÚ‚ËÂ ÓÍÛÊ‡˛˘Â-

„Ó Ú‡·‡˜ÌÓ„Ó ‰˚Ï‡ ‰ÂÈÒÚ‚ËÚÂÎ¸ÌÓ ÔÓ‚˚¯‡ÂÚ

ËÒÍ ‚ÓÁÌËÍÌÓ‚ÂÌËfl ‡Í‡ ÎÂ„ÍËı, Á‡·ÓÎÂ‚‡ÌËÈ

ÒÂ‰ˆ‡ ËÎË ıÓÌË˜ÂÒÍÓ„Ó Ó·ÒÚÛÍÚË‚ÌÓ„Ó Á‡·Ó-

ÎÂ‚‡ÌËfl ÎÂ„ÍËı, ÌÂÚ. íÂÏ ÌÂ ÏÂÌÂÂ, ÍÓÏÔ‡ÌËfl

Ò˜ËÚ‡ÂÚ, ˜ÚÓ ÒÛ˘ÂÒÚ‚ÛÂÚ ÏÌÓÊÂÒÚ‚Ó ÒËÚÛ‡ˆËÈ,

‚ ÍÓÚÓ˚ı Á‰‡‚˚È ÒÏ˚ÒÎ ÔÓ‰ÒÍ‡Á˚‚‡ÂÚ ‚ÓÁ‰Â-

Ê‡Ú¸Òfl ÓÚ ÍÛÂÌËfl.

äÓÏÔ‡ÌËfl ÒÚÂÏËÚÒfl ÒÓÚÛ‰ÌË˜‡Ú¸ Ò ÓÒÒËÈ-

ÒÍËÏ Ô‡‚ËÚÂÎ¸ÒÚ‚ÓÏ, Ó„‡ÌËÁ‡ˆËflÏË Á‰‡‚ÓÓı-

‡ÌÂÌËfl, Ú‡·‡˜Ì˚ÏË ÍÓÏÔ‡ÌËflÏË Ë ‰Û„ËÏË

Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ÏË ÒÚÓÓÌ‡ÏË, ˜ÚÓ·˚ Û·Â‰ËÚ¸

Ó‰ËÚÂÎÂÈ ÌÂ ÍÛËÚ¸ ‚ ÔËÒÛÚÒÚ‚ËË ‰ÂÚÂÈ,

ÓÒÓ·ÂÌÌÓ ÏÎ‡‰ÂÌˆÂ‚. èÓ ÏÌÂÌË˛ ÍÓÏÔ‡ÌËË,

ÍÛËÎ¸˘ËÍË ‰ÓÎÊÌ˚ Û˜ËÚ˚‚‡Ú¸ ËÌÚÂÂÒ˚

Î˛‰ÂÈ, ÒÚ‡‰‡˛˘Ëı Á‡·ÓÎÂ‚‡ÌËflÏË ‰˚ı‡ÚÂÎ¸Ì˚ı

ÔÛÚÂÈ, Ì‡ÔËÏÂ, ‡ÒÚÏÓÈ
1111
.

British American Tobacco acknowledges that

Environmental Tobacco Smoke (ETS) can be a real

annoyance and may be of concern to some non-

smokers and smokers. There are claims that ETS,

sometimes called ‘passive smoking’, is a cause of

various diseases. The company believes, however,

the claim that ETS exposure has been shown to be

a cause of chronic disease is not supported by the

scientific evidence that has developed over the past

20 years or so. In the company’s view, it has not

been established that ETS exposure genuinely

increases the risk of non-smokers developing lung

cancer, heart disease or chronic obstructive pul-

monary disease. At the same time, the company is

sure that there are many occasions where common

sense dictates no smoking.

BAT Russia seeks to work together with the govern-

ment of the Russian Federation, public health

authorities, tobacco companies and other interested

parties to convince parents not to smoke around

young children, especially babies. The company

believes that smokers should consider the interests

of people suffering from respiratory diseases such

as asthma
1111
.

1. Более подробная информация об окружающем табачном дыме
дана в разделе «Курение и здоровье» корпоративного веб-сайта
www.batrussia.ru.

1. There is more information about ETS in the ‘Smoking and Health’ section
of the corporate website www.batrussia.ru.
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äÓÏÔ‡ÌËfl ÔÓ‰ÓÎÊËÚ ÔÓ‰‰ÂÊË‚‡Ú¸ ËÌËˆË‡ÚË-

‚˚, Ì‡Ô‡‚ÎÂÌÌ˚Â Ì‡ ÒÌËÊÂÌËÂ ‚ÓÁ‰ÂÈÒÚ‚Ëfl

ÓÍÛÊ‡˛˘Â„Ó Ú‡·‡˜ÌÓ„Ó ‰˚Ï‡ Ë ÔË ˝ÚÓÏ

Û˜ËÚ˚‚‡˛˘ËÂ ËÌÚÂÂÒ˚ ÍÛËÎ¸˘ËÍÓ‚.

èÓ ÏÌÂÌË˛ ÍÓÏÔ‡ÌËË, ‚˚‰ÂÎÂÌËÂ ‚ Ó·˘ÂÒÚ‚ÂÌ-

Ì˚ı ÏÂÒÚ‡ı ÒÔÂˆË‡Î¸Ì˚ı ÁÓÌ ‰Îfl ÍÛfl˘Ëı,

‡ Ú‡ÍÊÂ ıÓÓ¯‡fl ‚ÂÌÚËÎflˆËfl – ˝ÚÓ ‡ÁÛÏÌ˚È

Ë Ô‡ÍÚË˜Ì˚È ‚˚ıÓ‰. «ÅÄí êÓÒÒËfl» Ú‡ÍÊÂ

Ò˜ËÚ‡ÂÚ ÌÂÓ·ıÓ‰ËÏ˚Ï ÔÓ‰ÓÎÊ‡Ú¸ ‡Á‡·ÓÚÍÛ

˝ÍÓÌÓÏË˜ÂÒÍË ˝ÙÙÂÍÚË‚Ì˚ı ÛÒÚÓÈÒÚ‚ ‰Îfl

ÒÌËÊÂÌËfl ‚ÓÁ‰ÂÈÒÚ‚Ëfl ÓÍÛÊ‡˛˘Â„Ó Ú‡·‡˜ÌÓ„Ó

‰˚Ï‡ ‚ Ó·˘ÂÒÚ‚ÂÌÌ˚ı ÏÂÒÚ‡ı, ‡ Ú‡ÍÊÂ ÓÍ‡Á˚‚‡Ú¸

ÒÓ‰ÂÈÒÚ‚ËÂ ‚˚‡·ÓÚÍÂ ‡ÁÛÏÌ˚ı Â¯ÂÌËÈ, ÍÓÚÓ-

˚Â ÏÓ„ÎË ·˚ ·˚Ú¸ ËÒÔÓÎ¸ÁÓ‚‡Ì˚ ‚ ÔÂ‰ÔËflÚË-

flı ÂÒÚÓ‡ÌÌÓ„Ó Ë „ÓÒÚËÌË˜ÌÓ„Ó ·ËÁÌÂÒ‡.

ÇÒÂ Á‡fl‚ÍË Ì‡ ÔÂ‰ÓÒÚ‡‚ÎÂÌËÂ ÙËÌ‡ÌÒÓ‚ÓÈ

ÔÓÏÓ˘Ë ÔÓ„‡ÏÏ‡Ï ÔÓ Ó„‡ÌËÁ‡ˆËË

ÒÔÂˆË‡Î¸ÌÓ Ó·ÓÛ‰Ó‚‡ÌÌ˚ı ÁÓÌ ‰Îfl ÍÛÂÌËfl

·Û‰ÛÚ ‡ÒÒÏÓÚÂÌ˚ ÍÓÏÔ‡ÌËÂÈ ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË

Ò «äÓÔÓ‡ÚË‚ÌÓÈ ÔÓÎËÚËÍÓÈ ‚ Ó·Î‡ÒÚË

ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË». ÑÓÍÛÏÂÌÚ

ÓÔÛ·ÎËÍÓ‚‡Ì ‚ èËÎÓÊÂÌËË 6 ‰‡ÌÌÓ„Ó ÓÚ˜ÂÚ‡.

éÚ‚Â˜‡fl Ì‡ ÔÓÒ¸·˚ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ-

‚ÂÌÌÓÒÚË Ó ‡Á‡·ÓÚÍÂ Ë ÔÛ·ÎËÍ‡ˆËË «äÓ‰ÂÍÒ‡

ÔÓ‚Â‰ÂÌËfl ÍÛËÎ¸˘ËÍ‡», ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÓÚÏÂÚËÎ‡, ˜ÚÓ ÒÓÁ‰‡ÌËÂ ÔÓ‰Ó·ÌÓ„Ó ‰ÓÍÛÏÂÌÚ‡

‚fl‰ ÎË ‚ıÓ‰ËÚ ‚ Ó·Î‡ÒÚ¸ Á‡‰‡˜ ÍÓÏÔ‡ÌËË.

é‰Ì‡ÍÓ, ÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ Û·ÂÊ‰ÂÌËÂÏ ‚ ÁÌ‡˜ËÏÓ-

ÒÚË ‰‡ÌÌÓ„Ó ‚ÓÔÓÒ‡, ÍÓÏÔ‡ÌËfl ‚ÁflÎ‡ Ì‡ ÒÂ·fl

éééé····flflflflÁÁÁÁ‡‡‡‡ÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÒÒÒÒÚÚÚÚ‚‚‚‚ÓÓÓÓ 11118888: ‚ III Í‚‡Ú‡ÎÂ 2004 „Ó‰‡

ÔÂ‰ÓÒÚ‡‚ËÚ¸ Á‡ËÌÚÂÂÒÓ‚‡ÌÌÓÈ Ó·˘ÂÒÚ‚ÂÌÌÓÈ

Ó„‡ÌËÁ‡ˆËË ÔÓ‰‰ÂÊÍÛ, ÌÂÓ·ıÓ‰ËÏÛ˛ ‰Îfl

ÒÓÁ‰‡ÌËfl Ë ÔÛ·ÎËÍ‡ˆËË «äÓ‰ÂÍÒ‡ ÔÓ‚Â‰ÂÌËfl

ÍÛËÎ¸˘ËÍ‡».

ÑÎfl ÉÛÔÔ˚ ÍÓÏÔ‡ÌËÈ «ÅËÚË¯ ÄÏÂËÍ‡Ì

íÓ·‡ÍÍÓ» ÒÓÁ‰‡ÌËÂ ÔÓ‰ÛÍˆËË, ÔÓÚÂÌˆË‡Î¸ÌÓ

ÔÂ‰ÒÚ‡‚Îfl˛˘ÂÈ ÏÂÌ¸¯ËÈ ËÒÍ ‰Îfl Á‰ÓÓ‚¸fl,

fl‚ÎflÂÚÒfl Ó‰ÌËÏ ËÁ ÔËÓËÚÂÚÓ‚. ç‡ ÔÓÚflÊÂÌËË

ÏÌÓ„Ëı ÎÂÚ ÍÓÏÔ‡ÌËfl ÔÓ‚Ó‰ËÚ ÒÂ¸ÂÁÌÛ˛ ËÒ-

ÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍÛ˛ ‡·ÓÚÛ ‚ Ó·Î‡ÒÚË ÏÓ‰ËÙËÍ‡ˆËË

ÚÂıÌË˜ÂÒÍËı ı‡‡ÍÚÂËÒÚËÍ ÒË„‡ÂÚ˚.

ÑÓÎ„ËÂ „Ó‰˚ ‡·ÓÚ˚ Ì‡‰ ÒÌËÊÂÌËÂÏ ÒÓ‰ÂÊ‡ÌËfl

ÓÚ‰ÂÎ¸Ì˚ı ÒÓÒÚ‡‚Îfl˛˘Ëı ÒË„‡ÂÚÌÓ„Ó ‰˚Ï‡ ÔÓÍ‡

ÌÂ ÔË‚ÂÎË Í ÒÓÁ‰‡ÌË˛ ÔËÂÏÎÂÏ˚ı Ò ÍÓÏÏÂ-

˜ÂÒÍÓÈ ÚÓ˜ÍË ÁÂÌËfl ÒË„‡ÂÚ, ÍÓÚÓ˚Â ÏÓ„ÎË ·˚

·˚Ú¸ ÔËÁÌ‡Ì˚ «·ÓÎÂÂ ·ÂÁÓÔ‡ÒÌ˚ÏË».

The company will continue to support initiatives

that aim to reduce exposure to ETS for non-smok-

ers, while respecting the rights of smokers. BAT

Russia believes that the sensible and practical way

forward is through voluntary approaches that

encourage non-smoking areas with good ventilation

to be provided in public venues. The company also

believes that there should be further research into

cost effective devices for reducing ETS in public

places, and support for practical solutions in the

hospitality industry.

All applications for financial support of arranging

specially equipped smoking zones within public

places, will be considered by the company accord-

ing to the Corporate Sponsorship and Charity

Policy of BAT Russia. This document is given in

Appendix 6 of this report.

Responding to the stakeholders’ request to orig-

inate and publish the ‘Smoker's Code of Conduct’,

BAT Russia stated that it does not consider itself as

an appropriate originator of this document. Still,

being convinced of the importance of the issue, the

company made CCCCoooommmmmmmmiiiittttmmmmeeeennnntttt 11118888: in the third quarter

of 2004, BAT Russia intends to support an appro-

priate public organisation in undertaking develop-

ment and publishing of the ‘Smoker’s Code of

Conduct’.

British American Tobacco considers the develop-

ment of a potentially ‘safer’ cigarette as a priority.

Over the years, the company has conducted a

major research effort into possible modifications in

cigarette design. Years of work on reducing select-

ed constituents of cigarette smoke did not lead to

a commercially acceptable cigarette which might

be recognised as ‘safer’.



Cigarette smoke is so complex that there are

immense practical problems in trying to reduce

one constituent or group of constituents, and the

benefits of reducing any one element of smoke

remain uncertain. However, this is an area British

American Tobacco continues to explore. The com-

pany is actively seeking dialogue with public health

groups and others to find ways to assess potentially

less hazardous cigarettes, and the company’s

research efforts towards this goal continue
1111
.

BAT Russia believes that smoking should only be

for adults who are aware of the risks associated with

smoking. In the company’s view, a central role in

determining the content of messages about those

risks, as well as deciding on the ways of their

communication, belongs to the government.

At the same time, tobacco companies should

support its efforts and reinforce its messages,

providing relevant information about their products

and placing health warnings on all packaging and

advertising materials.

British American Tobacco encourages moderation

among those adults who choose not to quit.

The company believes that development of medical

programmes for smokers should be undertaken by

appropriate public health authorities and does not

consider a tobacco company as an appropriate

financial supporter of initiatives of this kind.

It is rather doubtful that such cooperation can add

credibility to the outcomes of these programmes.

ëÓÒÚ‡‚ ÒË„‡ÂÚÌÓ„Ó ‰˚Ï‡ Ì‡ÒÚÓÎ¸ÍÓ ÒÎÓÊÂÌ,

˜ÚÓ, Ô˚Ú‡flÒ¸ ÒÓÍ‡ÚËÚ¸ ÒÓ‰ÂÊ‡ÌËÂ Ó‰ÌÓ„Ó ËÎË

ÌÂÒÍÓÎ¸ÍËı ÍÓÏÔÓÌÂÌÚÓ‚, Û˜ÂÌ˚Â ÒÚ‡ÎÍË‚‡˛ÚÒfl

Ò ·ÓÎ¸¯ËÏ ÍÓÎË˜ÂÒÚ‚ÓÏ Ô‡ÍÚË˜ÂÒÍËı ÔÓ·ÎÂÏ.

í‡Í, ÓÒÚ‡ÂÚÒfl ÌÂflÒÌ˚Ï, Í‡ÍËÂ ÔÂËÏÛ˘ÂÒÚ‚‡

‰‡ÂÚ ÒÌËÊÂÌËÂ ÒÓ‰ÂÊ‡ÌËfl Í‡ÍÓÈ-ÎË·Ó ÓÚ‰ÂÎ¸-

ÌÓÈ ÒÓÒÚ‡‚Îfl˛˘ÂÈ ‰˚Ï‡. íÂÏ ÌÂ ÏÂÌÂÂ ÒÔÂˆË‡-

ÎËÒÚ˚ «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ÔÓ‰ÓÎÊ‡˛Ú

ËÒÒÎÂ‰Ó‚‡ÌËfl ‚ ‰‡ÌÌÓÈ Ó·Î‡ÒÚË. äÓÏÔ‡ÌËfl

ÒÚÂÏËÚÒfl Í ‰Ë‡ÎÓ„Û Ò Ó„‡ÌËÁ‡ˆËflÏË Á‰‡‚ÓÓı-

‡ÌÂÌËfl Ë ‰Û„ËÏË Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚ÏË

ÒÚÓÓÌ‡ÏË ‰Îfl ÔÓËÒÍ‡ ÌÓ‚˚ı ÔÛÚÂÈ ÓˆÂÌÍË

ÔÓÚÂÌˆË‡Î¸ÌÓ ÏÂÌÂÂ ‚Â‰Ì˚ı ‰Îfl Á‰ÓÓ‚¸fl

ÒË„‡ÂÚ. ÑÂflÚÂÎ¸ÌÓÒÚ¸, Ì‡Ô‡‚ÎÂÌÌ‡fl Ì‡ ‰ÓÒÚË-

ÊÂÌËÂ ˝ÚÓÈ ˆÂÎË, ·Û‰ÂÚ ÔÓ‰ÓÎÊÂÌ‡
1111
.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» „ÎÛ·ÓÍÓ Û·ÂÊ‰ÂÌ‡ ‚

ÚÓÏ, ˜ÚÓ ‚˚·Ó – ÍÛËÚ¸ ËÎË ÌÂ ÍÛËÚ¸ – ‰ÓÎÊÂÌ

ÒÚÓflÚ¸ ÚÓÎ¸ÍÓ ÔÂÂ‰ ‚ÁÓÒÎ˚ÏË Î˛‰¸ÏË, ÓÒ‚Â-

‰ÓÏÎÂÌÌ˚ÏË Ó ÒÛ˘ÂÒÚ‚Û˛˘Ëı ËÒÍ‡ı. äÓÏÔ‡ÌËfl

Ò˜ËÚ‡ÂÚ, ˜ÚÓ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Ï Ó„‡Ì‡Ï ÔËÌ‡‰-

ÎÂÊËÚ ˆÂÌÚ‡Î¸Ì‡fl ÓÎ¸ ‚ ÓÔÂ‰ÂÎÂÌËË

ÒÓ‰ÂÊ‡ÌËfl ÒÓÓ·˘ÂÌËÈ Ó ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl,

‡ Ú‡ÍÊÂ ÒÔÓÒÓ·Ó‚ Ëı ÍÓÏÏÛÌËÍ‡ˆËË. Ç ÚÓ ÊÂ

Ò‡ÏÓÂ ‚ÂÏfl Ú‡·‡˜Ì˚Â ÍÓÏÔ‡ÌËË ‰ÓÎÊÌ˚ ÔÓ‰‰Â-

ÊË‚‡Ú¸ ÛÒËÎËfl „ÓÒÛ‰‡ÒÚ‚‡ Ë ÔÓ‰ÍÂÔÎflÚ¸

‡„ÛÏÂÌÚ‡ˆË˛ Ò ÔÓÏÓ˘¸˛ ÔÂ‰ÓÒÚ‡‚ÎÂÌËfl ÒÓÓÚ-

‚ÂÚÒÚ‚Û˛˘ÂÈ ËÌÙÓÏ‡ˆËË Ó· ËÁ‰ÂÎËflı, ‡ Ú‡ÍÊÂ

‡ÁÏÂ˘ÂÌËfl ÔÂ‰ÛÔÂÊ‰ÂÌËÈ Ó ‚Â‰Â ÍÛÂÌËfl Ì‡

ÛÔ‡ÍÓ‚Í‡ı ÔÓ‰ÛÍˆËË Ë ‚ ÂÍÎ‡ÏÌ˚ı Ï‡ÚÂË‡Î‡ı.

ÇÁÓÒÎ˚Ï, ÍÓÚÓ˚Â ÔËÌflÎË Â¯ÂÌËÂ ÌÂ ·ÓÒ‡Ú¸

ÍÛËÚ¸, «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ÂÍÓÏÂÌ‰Û-

ÂÚ ÓÒÚ‡‚‡Ú¸Òfl ‚ ‡ÏÍ‡ı ÛÏÂÂÌÌÓ„Ó ÔÓÚÂ·ÎÂÌËfl

ÒË„‡ÂÚ. èÓ ÏÌÂÌË˛ ÍÓÏÔ‡ÌËË, ‡Á‡·ÓÚÍÓÈ

ÏÂ‰ËˆËÌÒÍËı ÔÓ„‡ÏÏ ‰Îfl ÍÛËÎ¸˘ËÍÓ‚

‰ÓÎÊÌ˚ Á‡ÌËÏ‡Ú¸Òfl ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ Ó„‡Ì˚

Á‰‡‚ÓÓı‡ÌÂÌËfl, Ë Ú‡·‡˜Ì‡fl ÍÓÏÔ‡ÌËfl ‚fl‰ ÎË

ÏÓÊÂÚ ·˚Ú¸ ÔÓ‰ıÓ‰fl˘ËÏ ÙËÌ‡ÌÒÓ‚˚Ï Ô‡ÚÌÂÓÏ

‰Îfl ÔÓ‰Ó·Ì˚ı ÔÓÂÍÚÓ‚. óÂÁ‚˚˜‡ÈÌÓ Ï‡ÎÓ-

‚ÂÓflÚÌÓ, ˜ÚÓ·˚ ˝ÚÓ Ô‡ÚÌÂÒÚ‚Ó Û‚ÂÎË˜ËÎÓ

‰Ó‚ÂËÂ Í ÂÁÛÎ¸Ú‡Ú‡Ï ÔÓ„‡ÏÏ.

70

Вопросы курения и здоровья

Smoking and Health Issues

1. Более подробная информация об исследованиях и разработках,
проводимых компанией «Бритиш Американ Тобакко», дана в разделе
«Курение и здоровье» корпоративного веб-сайта www.batrussia.ru.
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1. There is more information about the activities of British American
Tobacco in the fields of research and development, in the ‘Smoking and
Health’ section of the corporate website www.batrussia.ru.
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ç‡ÎÓ„Ó‚˚È ÍÓ‰ÂÍÒ êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË

ÓÚÌÓÒËÚ Ú‡·‡˜ÌÛ˛ ÔÓ‰ÛÍˆË˛ Í ÔÓ‰‡ÍˆËÁÌÓÈ

Í‡ÚÂ„ÓËË ÚÓ‚‡Ó‚. ë Í‡Ê‰ÓÈ Ô‡˜ÍË ‚˚ÔÛ˘ÂÌ-

Ì˚ı Ë ÔÓ‰‡ÌÌ˚ı ÒË„‡ÂÚ ÔÓËÁ‚Ó‰ËÚÂÎË ÔÎ‡ÚflÚ

‚ ·˛‰ÊÂÚ ‡ÍˆËÁ, ÚÓ ÂÒÚ¸ ÍÓÒ‚ÂÌÌ˚È Ì‡ÎÓ„,

‚ÍÎ˛˜‡ÂÏ˚È ‚ ˆÂÌÛ ÔÓ‰ÛÍÚ‡.

Ç êÓÒÒËË ‡ÁÏÂ ‡ÍˆËÁÌÓÈ ÒÚ‡‚ÍË Û‚ÂÎË˜Ë‚‡ÂÚÒfl

ÂÊÂ„Ó‰ÌÓ Ë «ÅÄí êÓÒÒËfl» ÔÓ‰‰ÂÊË‚‡ÂÚ ˝ÚÓ

Û‚ÂÎË˜ÂÌËÂ ÔË ÛÒÎÓ‚ËË, ˜ÚÓ ÓÌÓ fl‚ÎflÂÚÒfl

˝ÍÓÌÓÏË˜ÂÒÍË Ó·ÓÒÌÓ‚‡ÌÌ˚Ï Ë ÔÓÒÚÂÔÂÌÌ˚Ï.

èÓ ÓÒÒËÈÒÍÓÏÛ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Û Ì‡ÎÓ„Ó‚˚Â

ÓÚ˜ËÒÎÂÌËfl ÌÂ ÏÓ„ÛÚ ·˚Ú¸ ÒÓÓÚÌÂÒÂÌ˚

Ò ÍÓÌÍÂÚÌ˚ÏË ‡ÒıÓ‰‡ÏË ·˛‰ÊÂÚ‡. ë ÚÓ˜ÍË

ÁÂÌËfl ÍÓÏÔ‡ÌËË, Ó‰ÌÓÈ ËÁ ÔËÓËÚÂÚÌ˚ı

‡ÒıÓ‰Ì˚ı ÒÚ‡ÚÂÈ „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó ·˛‰ÊÂÚ‡

‰ÓÎÊÌÓ fl‚ÎflÚ¸Òfl Á‰‡‚ÓÓı‡ÌÂÌËÂ.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÔÓÌËÏ‡ÂÚ ÔË˜ËÌ˚

Á‡ËÌÚÂÂÒÓ‚‡ÌÌÓÒÚË Ó„‡ÌÓ‚ Á‰‡‚ÓÓı‡ÌÂÌËfl

‚ ÓˆÂÌÍÂ ˝ÍÓÌÓÏË˜ÂÒÍËı ÔÓÒÎÂ‰ÒÚ‚ËÈ ÍÛÂÌËfl,

ÌÓ ÒÓÏÌÂ‚‡ÂÚÒfl ‚ ÚÓÏ, ˜ÚÓ Û˜‡ÒÚËÂ Ú‡·‡˜Ì˚ı

ÍÓÏÔ‡ÌËÈ ‚ ‰‡ÌÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË Û‚ÂÎË˜ËÚ

‰Ó‚ÂËÂ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Í ÂÂ ÂÁÛÎ¸Ú‡Ú‡Ï.

The Tax Code of the Russian Federation defines

tobacco products as excisable goods. From each

pack of cigarettes, produced and sold, tobacco

manufacturers pay excise – an indirect tax imposed

on certain goods and included in their price.

In Russia, the excise tax increases annually, and

BAT Russia supports economically sound and grad-

ual increases. According to the Russian legislation,

taxes paid to the state budget must not be

earmarked for specific budget expenditures.

In the company’s view, support of public health

organisations and projects should be one of the

important budget items.

BAT Russia understands the rationale behind the

interest of public health organisations in evaluation

of the economic effect of smoking, but considers it

doubtful that the participation of tobacco companies

in this activity will add credibility to its outcome.

èÂ‰ÒÚ‡‚ËÚÂÎË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÂÍÓÏÂÌ‰Ó-

‚‡ÎË ÍÓÏÔ‡ÌËË ÔÓ‰ÓÎÊËÚ¸ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Ó

Ò „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË Ë ÔÂ‰ÓÒÚ‡‚ÎflÚ¸

ËÏ ÌÂÓ·ıÓ‰ËÏÛ˛ ËÌÙÓÏ‡ˆË˛ ÔÓ Ú‡ÍËÏ ‚ÓÔÓÒ‡Ï,

Í‡Í Ì‡ÎÓ„ÓÓ·ÎÓÊÂÌËÂ, ÔÂ‰ÓÚ‚‡˘ÂÌËÂ ÍÛÂÌËfl

ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı, ‡ Ú‡ÍÊÂ ÔÓÁËˆËfl

ÍÓÏÔ‡ÌËË ÓÚÌÓÒËÚÂÎ¸ÌÓ ê‡ÏÓ˜ÌÓÈ ÍÓÌ‚ÂÌˆËË

ÇÒÂÏËÌÓÈ Ó„‡ÌËÁ‡ˆËË Á‰‡‚ÓÓı‡ÌÂÌËfl (Çéá)

ÔÓ ·Ó¸·Â Ò Ú‡·‡ÍÓÏ.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» Ò˜ËÚ‡ÂÚ, ˜ÚÓ ‚ÒÂ

ÔÓ‰ÛÍÚ˚, ÔÓÚÂ·ÎÂÌËÂ ÍÓÚÓ˚ı ÔÂ‰ÒÚ‡‚ÎflÂÚ

ËÒÍ ‰Îfl Á‰ÓÓ‚¸fl, ÔÓ‰ÎÂÊ‡Ú Â„ÛÎËÓ‚‡ÌË˛.

äÓÏÔ‡ÌËfl ‚˚ÒÚÛÔ‡ÂÚ ‚ ÔÓ‰‰ÂÊÍÛ Ó·ÓÒÌÓ‚‡Ì-

ÌÓ„Ó „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó Â„ÛÎËÓ‚‡ÌËfl Ú‡·‡˜ÌÓÈ

ÓÚ‡ÒÎË, Ì‡Ô‡‚ÎÂÌÌÓ„Ó Ì‡ ÛÏÂÌ¸¯ÂÌËÂ ÒÚÂÔÂÌË

‚ÓÁ‰ÂÈÒÚ‚Ëfl ÔÓÚÂ·ÎÂÌËfl Ú‡·‡Í‡ Ì‡ Á‰ÓÓ‚¸Â

„‡Ê‰‡Ì Ë ‚ ÚÓ ÊÂ ‚ÂÏfl „‡‡ÌÚËÛ˛˘Â„Ó

‚ÁÓÒÎ˚Ï ÍÛËÎ¸˘ËÍ‡Ï, ËÌÙÓÏËÓ‚‡ÌÌ˚Ï

Ó ËÒÍ‡ı, Ô‡‚Ó ÔÓÚÂ·ÎflÚ¸ ÎÂ„‡Î¸Ì˚È ÔÓ‰ÛÍÚ.

Stakeholders recommended the company to work

together with governmental bodies and provide them

with relevant information about such issues as tobacco

products taxation, youth smoking prevention and

implementation of the WHO Framework Convention

on Tobacco Control (FCTC).

British American Tobacco believes that all products

that pose risks to health should be regulated in vari-

ous ways. The company supports sensible tobacco

regulation that can help to reduce the impact of

tobacco on public health whilst ensuring that adult

consumers can continue making informed choices

about consumption of a legal product. BAT Russia

seeks to engage with government, regulatory bodies

and other tobacco companies in order to tackle real

issues in workable ways.

Государственное регулирование
табачной отрасли

State Regulation
of Tobacco Industry 
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Государственное регулирование
табачной отрасли

State Regulation
of Tobacco Industry 

«ÅÄí êÓÒÒËfl» ÒÚÂÏËÚÒfl ‡·ÓÚ‡Ú¸ ‚ÏÂÒÚÂ

Ò „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË Ë ‰Û„ËÏË Ú‡·‡˜-

Ì˚ÏË ÍÓÏÔ‡ÌËflÏË Ò ˆÂÎ¸˛ ÍÓÌÒÚÛÍÚË‚ÌÓ„Ó

Â¯ÂÌËfl Ô‡ÍÚË˜ÂÒÍËı ‚ÓÔÓÒÓ‚ ‚Â‰ÂÌËfl

Ú‡·‡˜ÌÓ„Ó ·ËÁÌÂÒ‡.

äÓÏÔ‡ÌËfl Û·ÂÊ‰ÂÌ‡ ‚ ÚÓÏ, ˜ÚÓ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â

Ó„‡Ì˚ ‰ÓÎÊÌ˚ ÔË‰ÂÊË‚‡Ú¸Òfl Ó·˘Ëı ÔËÌˆË-

ÔÓ‚ ÓÔÚËÏ‡Î¸ÌÓ„Ó Â„ÛÎËÓ‚‡ÌËfl ÔË Â¯ÂÌËË

‚ÓÔÓÒ‡ Ó ÚÓÏ, ˜ÚÓ ÏÓ„ÎÓ ·˚ ÒÚ‡Ú¸ Ì‡ËÎÛ˜¯ËÏ

ÒÂ‰ÒÚ‚ÓÏ ‰ÓÒÚËÊÂÌËfl ˆÂÎË: ‚‚Â‰ÂÌËÂ

‰ÓÔÓÎÌËÚÂÎ¸Ì˚ı Â„ÛÎËÛ˛˘Ëı ÏÂ ËÎË ÊÂ

‰ÓÔÓÎÌËÚÂÎ¸Ì˚Â Ó·‡ÁÓ‚‡ÚÂÎ¸Ì˚Â ÔÓ„‡ÏÏ˚

Ë ËÌ˚Â ÓÒÌÓ‚‡ÌÌ˚Â Ì‡ ÍÓÌÒÂÌÒÛÒÂ ÏÂÚÓ‰˚.

çËÊÂ ËÁÎÓÊÂÌ‡ ÔÓÁËˆËfl ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl»

ÓÚÌÓÒËÚÂÎ¸ÌÓ ÒÓÚÛ‰ÌË˜ÂÒÚ‚‡ Ò „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚-

ÏË Ó„‡Ì‡ÏË ÔÓ ‚ÓÔÓÒ‡Ï Ì‡ÎÓ„ÓÓ·ÎÓÊÂÌËfl

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, ÔÂ‰ÓÚ‚‡˘ÂÌËfl ÔÓ‰‡ÊË

ÒË„‡ÂÚ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ Ë Â‡ÎËÁ‡ˆËË

ê‡ÏÓ˜ÌÓÈ ÍÓÌ‚ÂÌˆËË Çéá ÔÓ ·Ó¸·Â Ò Ú‡·‡ÍÓÏ.

«ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl ÓÚ‚ÂÚÒÚ‚ÂÌÌ˚Ï

Ì‡ÎÓ„ÓÔÎ‡ÚÂÎ¸˘ËÍÓÏ Ë ÔÓ˝ÚÓÏÛ ÔÂ‰ÓÒÚ‡‚ÎflÂÚ

‚Ò˛ ÚÂ·ÛÂÏÛ˛ ËÌÙÓÏ‡ˆË˛ Ó ‰ÓıÓ‰‡ı

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚ÓÏ êÓÒÒËÈÒÍÓÈ

îÂ‰Â‡ˆËË. äÓÏÂ ÚÓ„Ó, ÍÓÏÔ‡ÌËfl ÂÊÂÏÂÒfl˜ÌÓ

ÔÂÂ‰‡ÂÚ ÄÒÒÓˆË‡ˆËË ÔÓËÁ‚Ó‰ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË «í‡·‡ÍÔÓÏ» ‚Ò˛ ÒÚ‡ÚËÒÚË˜ÂÒÍÛ˛

ËÌÙÓÏ‡ˆË˛ Ó ÔÓËÁ‚Ó‰ËÏÓÈ ÔÓ‰ÛÍˆËË.

ÄÒÒÓˆË‡ˆËfl ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÏ

Ó„‡Ì‡Ï ‰‡ÌÌ˚Â, ÔÓÎÛ˜ÂÌÌ˚Â ÓÚ ÍÓÏÔ‡ÌËÈ –

˜ÎÂÌÓ‚ ÄÒÒÓˆË‡ˆËË.

«ÅÄí êÓÒÒËfl» ÒÚÂÏËÚÒfl ÒÓÚÛ‰ÌË˜‡Ú¸ Ò „ÓÒÛ‰‡-

ÒÚ‚ÂÌÌ˚ÏË Ó„‡Ì‡ÏË ‚ ‰ÂÎÂ ÔÂ‰ÓÚ‚‡˘ÂÌËfl

ÔÓ‰‡ÊË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËÏ. èÓÁËˆËfl ÍÓÏÔ‡ÌËË ÔÓ ˝ÚÓÏÛ ‚ÓÔÓÒÛ

ÒÓ‚Â¯ÂÌÌÓ flÒÌ‡: ÍÛÂÌËÂ – ˝ÚÓ ÒÓÁÌ‡ÚÂÎ¸Ì˚È

‚˚·Ó ‚ÁÓÒÎ˚ı Î˛‰ÂÈ, Ë ‰ÂÚË ÍÛËÚ¸ ÌÂ ‰ÓÎÊÌ˚.

ÅÛ‰Û˜Ë ˜ÎÂÌÓÏ ‡·Ó˜ÂÈ „ÛÔÔ˚, ÒÓÁ‰‡ÌÌÓÈ

‚ ‡ÏÍ‡ı ÄÒÒÓˆË‡ˆËË ÔÓËÁ‚Ó‰ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË «í‡·‡ÍÔÓÏ», ÍÓÏÔ‡ÌËfl ÔËÌflÎ‡

Û˜‡ÒÚËÂ ‚ Ó·ÒÛÊ‰ÂÌËË ÔÓÂÍÚ‡ îÂ‰Â‡Î¸ÌÓ„Ó

Á‡ÍÓÌ‡ «é· Ó„‡ÌË˜ÂÌËË ÍÛÂÌËfl Ú‡·‡Í‡».

The company believes that the government should

use the general principles of better regulation when

considering whether additional regulation, rather

than additional public health education or voluntary

approaches, are the best means.

The company’s views on cooperation with govern-

mental bodies in the fields of regulation of taxation,

prevention of tobacco sales to minors and the WHO

Framework Convention on Tobacco Control, are

given below.

BAT Russia is a responsible taxpayer and therefore

submits all required tax returns in accordance with

the legislation of the Russian Federation.

In addition, the company reports all production

statistics to the Association of Producers of Tobacco

Products ‘Tabakprom’, on a monthly basis. The

Association analyses the data presented by its mem-

ber-companies and provides the resulting aggregated

information to the appropriate authorities.

BAT Russia is determined to work together with the

government in order to prevent minors from obtain-

ing tobacco products. The company’s position on

underage smoking is absolutely clear: smoking

should only be an informed adult choice; children

should not smoke.

As a member of the working group established with-

in the Association of Producers of Tobacco

Products ‘Tabakprom’, BAT Russia participated in a

public discussion about the draft law ‘On Restricting

Tobacco Smoking’. The sale of individual cigarettes,

sale via vending machines and sale of cigarettes to

minors have been prohibited by this law since

February 2002.
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ç‡˜ËÌ‡fl Ò ÙÂ‚‡Îfl 2002 „Ó‰‡, ‰‡ÌÌ˚È Á‡ÍÓÌ

Á‡ÔÂ˘‡ÂÚ ÔÓ¯ÚÛ˜ÌÛ˛ ÚÓ„Ó‚Î˛ ÒË„‡ÂÚ‡ÏË, Ëı

Â‡ÎËÁ‡ˆË˛ ˜ÂÂÁ ‡‚ÚÓÏ‡Ú˚ Ë ÔÓ‰‡ÊÛ ÒË„‡ÂÚ

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

ä ÒÓÊ‡ÎÂÌË˛, Á‡ÔÂÚ Ì‡ ÔÓ‰‡ÊÛ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ ÍÓÌÚÓÎËÛÂÚÒfl

ÌÂ‰ÓÒÚ‡ÚÓ˜ÌÓ ˝ÙÙÂÍÚË‚ÌÓ. äÓÏÔ‡ÌËfl Û·ÂÊ‰ÂÌ‡

‚ ÚÓÏ, ˜ÚÓ ˆÂÌÚ‡Î¸Ì‡fl ÓÎ¸ ‚ Ó·ÂÒÔÂ˜ÂÌËË

ÒÓ·Î˛‰ÂÌËfl ‚ÒÂÏË Û˜‡ÒÚÌËÍ‡ÏË ˚ÌÍ‡

ÚÂ·Ó‚‡ÌËÈ ‰ÂÈÒÚ‚Û˛˘Â„Ó Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡

ÔËÌ‡‰ÎÂÊËÚ Ô‡‚ËÚÂÎ¸ÒÚ‚Û Ë Ô‡‚ÓÓı‡ÌËÚÂÎ¸-

Ì˚Ï Ó„‡Ì‡Ï. íÂÏ ÌÂ ÏÂÌÂÂ ‚ÏÂÒÚÂ Ò ÍÛÔÌ˚ÏË

Ú‡·‡˜Ì˚ÏË ÍÓÏÔ‡ÌËflÏË «ÅÄí êÓÒÒËfl»

ÓÒÛ˘ÂÒÚ‚ÎflÂÚ ÔÓ„‡ÏÏÛ ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛

ÔÓ‰‡Ê Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

Ç ‡ÏÍ‡ı ‰‡ÌÌÓÈ ÔÓ„‡ÏÏ˚ ÍÓÏÔ‡ÌËfl ËÌÙÓ-

ÏËÛÂÚ ÓÁÌË˜Ì˚ı ÔÓ‰‡‚ˆÓ‚ Ó ÚÂ·Ó‚‡ÌËflı

Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡ Ë Û·ÂÊ‰‡ÂÚ Ëı ÌÂ ÔÓ‰‡‚‡Ú¸

Ú‡·‡˜ÌÛ˛ ÔÓ‰ÛÍˆË˛ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„Ó‚ Ó·‡ÚËÎËÒ¸ Í «ÅÄí êÓÒÒËfl»

Ò ÔÓÒ¸·ÓÈ ‡Á˙flÒÌËÚ¸ ÔÓÁËˆË˛ ÍÓÏÔ‡ÌËË

ÓÚÌÓÒËÚÂÎ¸ÌÓ Â‡ÎËÁ‡ˆËË ê‡ÏÓ˜ÌÓÈ ÍÓÌ‚ÂÌˆËË

Çéá ÔÓ ·Ó¸·Â Ò Ú‡·‡ÍÓÏ. éÌ‡ Á‡ÍÎ˛˜‡ÂÚÒfl

‚ ÒÎÂ‰Û˛˘ÂÏ. íÓÎ¸ÍÓ „ÓÒÛ‰‡ÒÚ‚Ó, ‡ ÌÂ ÍÓÏÏÂ-

˜ÂÒÍ‡fl Ó„‡ÌËÁ‡ˆËfl, ÏÓÊÂÚ ‚˚ÒÚÛÔ‡Ú¸

‚ Í‡˜ÂÒÚ‚Â ÒÚÓÓÌ˚, ÔÓ‰ÔËÒ˚‚‡˛˘ÂÈ ê‡ÏÓ˜ÌÛ˛

ÍÓÌ‚ÂÌˆË˛. ÅÛ‰Û˜Ë ÍÓÏÔ‡ÌËÂÈ, «ÅÄí êÓÒÒËfl»

Ú‡ÍÓÈ ÒÚÓÓÌÓÈ ÌÂ fl‚ÎflÂÚÒfl. Ç ÚÓ ÊÂ Ò‡ÏÓÂ

‚ÂÏfl, fl‚ÎflflÒ¸ Ó„‡ÌËÁ‡ˆËÂÈ, ÓÒÛ˘ÂÒÚ‚Îfl˛˘ÂÈ

ÔÓËÁ‚Ó‰ÒÚ‚Ó Ë ÔÓ‰‡ÊÛ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ,

«ÅÄí êÓÒÒËfl» ·Û‰ÂÚ ÔÂ‰ÓÒÚ‡‚ÎflÚ¸ ËÌÙÓÏ‡ˆË˛

Ó Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË, ÓÚÌÓÒfl˘ÂÈÒfl Í ÔÓËÁ‚Ó‰-

ÒÚ‚ÂÌÌ˚Ï Ë Ï‡ÍÂÚËÌ„Ó‚˚Ï ‡ÒÔÂÍÚ‡Ï ê‡ÏÓ˜ÌÓÈ

ÍÓÌ‚ÂÌˆËË, ‚ ÒÎÛ˜‡Â, ÂÒÎË ˝Ú‡ ËÌÙÓÏ‡ˆËfl

Á‡ÔÓ¯ÂÌ‡ Ì‡‰ÎÂÊ‡˘ËÏË Ó„‡Ì‡ÏË Ë ÌÂ fl‚Îfl-

ÂÚÒfl ÍÓÌÙË‰ÂÌˆË‡Î¸ÌÓÈ.

äÓÏÔ‡ÌËfl „ÓÚÓ‚‡ Í ÒÓÚÛ‰ÌË˜ÂÒÚ‚Û Ò Ó„‡ÌËÁ‡-

ˆËflÏË, ÓÚ‚ÂÚÒÚ‚ÂÌÌ˚ÏË Á‡ Â‡ÎËÁ‡ˆË˛

ê‡ÏÓ˜ÌÓÈ ÍÓÌ‚ÂÌˆËË ‚ êÓÒÒËË. «ÅÄí êÓÒÒËfl»

fl‚ÎflÂÚÒfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÈ ÍÓÏÔ‡ÌËÂÈ Ë Í‡Í

ÚÓÎ¸ÍÓ êÓÒÒËÈÒÍ‡fl îÂ‰Â‡ˆËfl ‡ÚËÙËˆËÛÂÚ

äÓÌ‚ÂÌˆË˛ Ë ‚ÌÂÒÂÚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ

ËÁÏÂÌÂÌËfl ‚ Ì‡ˆËÓÌ‡Î¸ÌÓÂ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Ó,

·Û‰ÂÚ ‚˚ÔÓÎÌflÚ¸ ÌÓ‚˚Â ÚÂ·Ó‚‡ÌËfl.

Unfortunately, at the present time the ban to sell

tobacco products to minors is not effectively

enforced. The company believes that the govern-

ment and appropriate law enforcement authorities

should play a central role in observing the compli-

ance of all market players to legislation require-

ments. At the same time, BAT Russia, together with

other tobacco companies, conducts the Retail

Access Programme, in the course of which the

company informs retailers about the requirements

of the Russian legislation and puts efforts into

persuading them not to sell tobacco products to

minors.

Dialogue participants requested BAT Russia to

express its position regarding the implementation

of the Framework Convention on Tobacco Control,

which is as follows. Only a national state, not

a commercial organisation, can be a party to the

FCTC. Being a company, BAT Russia cannot be

a party to the FCTC. At the same time, being an

entity manufacturing and marketing tobacco prod-

ucts, BAT Russia will provide information about its

operations related to the manufacturing and

marketing aspects of FCTC, upon the request of

appropriate authorities, given that such information

is not confidential.

BAT Russia is also ready to cooperate with appro-

priate bodies in charge of the implementation of the

FCTC in the Russian Federation. BAT Russia is

a responsible company and as soon as the Russian

Federation joins the FCTC and introduces the

relevant clauses of the Convention in the national

legislation, the company will comply accordingly.
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«БАТ Россия» включит в Социальный отчет 2002–2003
список организаций, представители которых участво-
вали в диалогах второго цикла.

«БАТ Россия» пригласит представителей российских
организаций здравоохранения к участию в диалогах,
которые состоятся в 2004 году.

«БАТ Россия» пригласит представителей Совета по
общественным отношениям при губернаторе Саратов-
ской области к участию в следующем диалоге.

«БАТ Россия» обязуется доводить до сведения соответ-
ствующих государственных органов позицию компа-
нии по предотвращению продажи табачной продукции
несовершеннолетним. В частности, «БАТ Россия» обязу-
ется oпубликовать соответствующую информацию
на корпоративном веб-сайте www.batrussia.ru.

«БАТ Россия» сделает запрос в Центр образовательных и
социальных программ «Мой выбор» относительно гео-
графического охвата и результатов этой программы,
а также возможности публикации данной информации
на веб-сайте Центра или в официальном письме. «БАТ
Россия» разместит на корпоративном веб-сайте
www.batrussia.ru либо ссылку на веб-сайт Центра «Мой
выбор», либо официальное письмо.

«БАТ Россия» продолжит поддержку программ, наце-
ленных на предотвращение курения среди несовер-
шеннолетних, включая программы, которые уже реали-
зуются в сотрудничестве с Общественным советом
по проблеме подросткового курения.

«БАТ Россия» поднимет вопрос о проведении оценки
реализованных программ по предотвращению куре-
ния среди несовершеннолетних, по возможности,
вместе с другими табачными компаниями–членами
Общественного совета по проблеме подросткового
курения. Компания намерена пригласить соответствую-
щие государственные органы и неправительственные
организации, а также другие табачные компании к про-
цессу выработки критериев оценки эффективности
этих программ. 
«БАТ Россия» опубликует на корпоративном веб-сайте
www.batrussia.ru информацию, касающуюся плана
действий и критериев оценки эффективности про-
грамм.

IV квартал
2003 г.

С 2004 г.

2004 г.

II квартал
2004 г.

I квартал
2004 г.

2004 г.

2004 г.

IV квартал
2004 г.

Включение соответствующей ин-
формации в Социальный отчет
2002–2003

Рассылка представителям медицин-
ских организаций регионов, в кото-
рых «БАТ Россия» осуществляет про-
цесс социальной отчетности, пригла-
шений к участию в диалогах 

Направление в адрес Совета по об-
щественным отношениям при губер-
наторе Саратовской области пись-
менного приглашения к участию в
диалоге

Публикация соответствующей ин-
формации на корпоративном веб-
сайте. Количество раз, когда вопрос
был поднят к обсуждению предста-
вителями компании

Публикация на корпоративном веб-
сайте www.batrussia.ru ссылки на
веб-сайт Центра «Мой выбор» или
текста письма 

Количество поддерживаемых
программ

—

Публикация на www.batrussia.ru ин-
формации, касающейся плана дей-
ствий и критериев оценки эффек-
тивности программ.

1

2

3

4

5

6

7

Обязательства, принятые компанией «БАТ Россия» 
по результатам второго цикла процесса социальной отчетности
в 2002–2003 годах

№ Обязательства компании Индикаторы Сроки
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BAT Russia will include the list of the organisations and
communities, whose representatives participated in the
dialogues of Cycle 2, in the Social Report 2002–2003.

BAT Russia will invite representatives of the Russian public
health organisations to take part in the dialogues that are
to be organised by the company in 2004.

BAT Russia will invite representatives of the Council for
Social Relations at Governor’s Office, Saratov Region, to
participate in the next dialogue.

BAT Russia commits itself to promote to regulatory bodies
the company’s position on illicit trade of tobacco products
to minors, particularly by publishing relevant information
on its corporate web-site www.batrussia.ru. 

BAT Russia will put a query to the Coordination Centre of
educational and social programmes ‘My Choice’ about the
geography and results of the educational programme, and
make the request to publish this information on the web-
site of the Coordination Centre or in an official letter to BAT
Russia. 
BAT Russia will either post the link to the Centre’s website
or publish the letter on its corporate website
www.batrussia.ru.

BAT Russia will continue supporting programmes aimed at
youth smoking prevention including those already
launched and being implemented through the Public
Council on the Problem of Underage Smoking.

BAT Russia will raise the issue of evaluation of the imple-
mented youth smoking prevention programmes, if possi-
ble together with other tobacco companies – members of
the Public Council on the Problem of Underage Smoking.
BAT Russia intends to engage appropriate governmental
bodies and non-government organisations, as well as
other tobacco companies, in working out criteria for evalu-
ation the programmes’ efficiency. 

BAT Russia will publish information about the action plan
and criteria for evaluation of the programmes’ efficiency
on the corporate website www.batrussia.ru.

Q4 2003

Starting from
2004

2004

Q2 2004

Q1 2004

2004

2004

Q4 2004

Inclusion of the relevant information in
the Social Report 2002–2003

Letters of invitation sent to the repre-
sentatives of the public health organi-
sations in the regions where BAT Russia
conducts its social reporting 

Invitation to attend the next dialogue
sent to the Council for Social Relations
at Governor’s Office, Saratov Region

Publication of the relevant information
on corporate website. Number of
times when the issue was raised 

Publication of either the link to the
website ‘My Choice’ or the letter on
www.batrussia.ru 

Number of the programmes supported

—

Publication of the relevant information
on www.batrussia.ru

1

2

3

4

5

6

7

Commitments Assumed by BAT Russia 
as a Result of Cycle 2 of the Social Reporting Process 
in 2002–2003

№ Commitments Indicators Timing
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«БАТ Россия» опубликует на корпоративном веб-сайте
www.batrussia.ru отчет о спонсорской и благотвори-
тельной деятельности компании в 2003 году.

«БАТ Россия» будет использовать возможности для ин-
формирования общественности о своих спонсорских
проектах на соответствующих конференциях, «круглых
столах» и в ходе других публичных мероприятий.

В сотрудничестве с местными органами власти «БАТ
Россия» продолжит выявлять и изучать возможности
благоустройства территории, прилегающей к фабрике
«БАТ-СТФ». 

«БАТ Россия» продолжит контроль возможного воздей-
ствия фабрики «БАТ-Ява» на прилегающие территории
и изыщет пути снижения данного воздействия.

ОАО «БАТ-СТФ» установит дополнительное оборудова-
ние для снижения уровня запаха, ощутимого на терри-
тории, прилегающей к фабрике. 
Компания предоставит соответствующую информацию
всем заинтересованным сторонам.

ОАО «БАТ-СТФ» будет проводить регулярные проверки
парковок для сотрудников, расположенных рядом с фа-
брикой, и предоставит соответствующие отчеты.

«БАТ Россия» продолжит поддержку программы «Сара-
товские родники».

«БАТ Россия» включит в Социальный отчет 2002–2003
информацию о деятельности компании в области ин-
формирования широкой общественности о рисках для
здоровья, связанных с курением.

«БАТ Россия» опубликует раздел «Курение и здоровье»
на корпоративном веб-сайте www.batrussia.ru и будет
регулярно обновлять предоставляемую информацию.

«БАТ Россия» распространит брошюру «Курение и здо-
ровье» среди широкой общественности. 

«БАТ Россия» предоставит заинтересованной общест-
венной организации поддержку, необходимую для соз-
дания и публикации «Кодекса поведения курильщика».

I квартал
2004 г.

2004 г.

Текущая
деятельность

IV квартал
2004 г.

I квартал
2005 г.

К началу IV
квартала 2004 г.

IV квартал
2004 г.

2003–2004 гг.

IV квартал
2003 г.

II квартал
2003 г.

II квартал
2004 г.

II квартал
2004 г.

Публикация отчета на корпоратив-
ном веб-сайте www.batrussia.ru

Количество раз, когда вопрос был
поднят к обсуждению на соответст-
вующих мероприятиях

Количество поддерживаемых
программ 

Предоставление плана действий за-
интересованным сторонам

Доведение информации до сведе-
ния заинтересованных сторон

Предоставление отчетов заинтере-
сованным сторонам

—

Включение соответствующей
информации в Социальный отчет
2002–2003

Публикация раздела «Курение и здо-
ровье» на корпоративном веб-сайте

Распространение 10 000 экз.

Распространение 10 000 экз.

8

9

10

11

12

13

14

15

16

17

18

Обязательства, принятые компанией «БАТ Россия» 
по результатам второго цикла процесса социальной отчетности
в 2002–2003 годах

№ Обязательства компании Индикаторы Сроки
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BAT Russia will publish the report on its sponsorship and
charitable activities in the year 2003 on the corporate web-
site www.batrussia.ru.

BAT Russia will take opportunities to communicate its
sponsorship projects at relevant conferences, round tables
and other public events.

BAT Russia will continue to identify and investigate possi-
bilities to improve the neighbourhood of BAT-STF, in coop-
eration with the local authorities. 

BAT Russia will continue monitoring the potential effects of
the BAT-Yava factory on the neighbouring areas and define
the further measures aimed at decreasing the effects.

OJSC BAT-STF will install additional equipment to reduce
the factory odour impact. 
The company will make the relevant information available
for all interested parties.

OJSC BAT-STF will conduct regular inspections of the parking
areas adjacent to the factory, with relevant reports provided.

BAT Russia will continue to support The Saratov Water
Springs programme.

BAT Russia will provide information regarding its activities
in the area of communicating health risks of smoking to the
general public, in the Social Report 2002–2003

BAT Russia will publish the ‘Smoking and Health’ section
on the corporate website www.batrussia.ru and will regu-
larly update the provided information.

BAT Russia will distribute the ‘Smoking and Health’ book-
let among the general public. 

BAT Russia intends to support an appropriate public
organisations in undertaking development and publishing
of the ‘Smoker’s Code of Conduct’.

Q1 2004

2004

On-going
activity

Q4 2004

Q1 2005

By Q4 2004

Q4 2004

2003–2004

Q4 2003

Q2 2003

Q2 2004

Q3 2004

Publication of the report on the corpo-
rate website

Number of times when communica-
tion takes place 

Number of the projects supported 

Provision of the action plan to the
neighbours community

Provision of the information to the
neighbours community

Availability of the relevant reports,
upon request

—

Inclusion of the relevant information in
the Social Report 2002–2003

Publication of the ‘Smoking and Health’
section on the corporate website

Distribution of 10,000 copies

Distribution of 10,000 copies 

8

9

10

11

12

13

14

15

16

17

18

Commitments Assumed by BAT Russia 
as a Result of Cycle 2 of the Social Reporting Process 
in 2002–2003

№ Commitments Indicators Timing
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áÄé «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸» (‰‡ÎÂÂ «Å˛Ó ÇÂËÚ‡Ò»)

Á‡fl‚ÎflÂÚ, ˜ÚÓ Ì‡ÒÚÓfl˘ËÈ ÓÚ˜ÂÚ ÓÒÌÓ‚˚‚‡ÂÚÒfl

Ì‡ ÂÁÛÎ¸Ú‡Ú‡ı ÔÓ‚Â‰ÂÌÌÓÈ ‡Û‰ËÚÓÒÍÓÈ ÔÓ‚ÂÍË

Ë ÒÓ‰ÂÊËÚ ÌÂÁ‡‚ËÒËÏÛ˛ ÓˆÂÌÍÛ ‚ÚÓÓ„Ó ˆËÍÎ‡

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ÍÓÏÔ‡ÌËË

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» («ÅÄí êÓÒÒËfl»),

ÍÓÚÓ˚È ÔÓ‚Ó‰ËÎÒfl ‚ ÔÂËÓ‰ Ò ÌÓfl·fl 2002 „Ó‰‡

ÔÓ ÓÍÚfl·¸ 2003 „Ó‰‡. «Å˛Ó ÇÂËÚ‡Ò» ÌÂ ËÏÂÂÚ

ÌËÍ‡ÍËı ÁÌ‡˜ËÏ˚ı ÍÓÏÏÂ˜ÂÒÍËı ËÌÚÂÂÒÓ‚ ‚ ‰Âfl-

ÚÂÎ¸ÌÓÒÚË «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ» ‚ êÓÒÒËË,

Á‡ ËÒÍÎ˛˜ÂÌËÂÏ ‡Û‰ËÚÓÒÍËı ÛÒÎÛ„, ÔÂ‰ÓÒÚ‡‚ÎÂÌÌ˚ı

‚ Í‡˜ÂÒÚ‚Â ÌÂÁ‡‚ËÒËÏÓÈ ÚÂÚ¸ÂÈ ÒÚÓÓÌ˚.

1. МНЕНИЕ

å˚ Û‰Ó‚ÎÂÚ‚ÓÂÌ˚ ÚÂÏ, ˜ÚÓ ËÌÙÓÏ‡ˆËfl,

ÔÂ‰ÒÚ‡‚ÎÂÌÌ‡fl ‚ ëÓˆË‡Î¸ÌÓÏ ÓÚ˜ÂÚÂ Ë

ÓÚÏÂ˜ÂÌÌ‡fl Í‡Í ‚ÂËÙËˆËÓ‚‡ÌÌ‡fl, fl‚ÎflÂÚÒfl

‰ÓÒÚÓ‚ÂÌÓÈ, ÌÂÔÂ‰‚ÁflÚÓÈ Ë ÌÂ ÒÓ‰ÂÊËÚ

ÔËÌˆËÔË‡Î¸Ì˚ı ÌÂÚÓ˜ÌÓÒÚÂÈ. Ñ‡ÌÌ‡fl

ËÌÙÓÏ‡ˆËfl fl‚ÎflÂÚÒfl ÔÓÌflÚÌÓÈ Ë ‰ÓÒÚÛÔÌÓÈ ‰Îfl

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ÊÂÎ‡˛˘Ëı

·ÓÎ¸¯Â ÛÁÌ‡Ú¸ Ó ÚÓÏ, Í‡Í ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÔÓ‰ıÓ‰ËÚ Í Â¯ÂÌË˛ ÒÚÓfl˘Ëı ÔÂÂ‰ ÌÂÈ

ÒÓˆË‡Î¸Ì˚ı Ë ˝ÚË˜ÂÒÍËı ‚ÓÔÓÒÓ‚. àÌÙÓÏ‡ˆËfl

Ú‡ÍÊÂ ı‡‡ÍÚÂËÁÛÂÚÒfl Ô‡ÍÚË˜ÂÒÍÓÈ ÁÌ‡˜ËÏÓÒÚ¸˛,

ÒÛ˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛ Ë ÓÚ‡Ê‡ÂÚ ÚÛ ‡·ÓÚÛ, ÍÓÚÓ‡fl

·˚Î‡ ÔÓ‰ÂÎ‡Ì‡ ÍÓÏÔ‡ÌËÂÈ ‚ ÚÂ˜ÂÌËÂ ‰‚Ûı ˆËÍÎÓ‚

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË. ä‡Í ÔÓÍ‡Á˚‚‡ÂÚ

ÔÓ‚Â‰ÂÌÌ‡fl Í‡˜ÂÒÚ‚ÂÌÌ‡fl ÓˆÂÌÍ‡ (ÒÏ. Ô.1.1.),

ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ‰Ó·ËÎ‡Ò¸ ·ÓÎÂÂ ‚˚ÒÓÍËı

ÂÁÛÎ¸Ú‡ÚÓ‚ ‚ ‚˚ÔÓÎÌÂÌËË ÚÂ·Ó‚‡ÌËÈ ëÚ‡Ì‰‡Ú‡

ÄÄ1000 ÔÓ Ò‡‚ÌÂÌË˛ Ò ÔÂ‰˚‰Û˘ËÏ ˆËÍÎÓÏ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

«ÅÄí êÓÒÒËfl» ‚˚ÔÓÎÌËÎ‡ ‚ÒÂ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡,

ÔËÌflÚ˚Â ÍÓÏÔ‡ÌËÂÈ ‚ ıÓ‰Â ÔÂ‚Ó„Ó ˆËÍÎ‡ ‚ ÓÚ‚ÂÚ

Ì‡ ÔÂ‰ÎÓÊÂÌËfl ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË,

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÒÓ„Î‡ÒÓ‚‡ÌÌ˚Ï „‡ÙËÍÓÏ.

èÓ‚ÂÍ‡ Ëı ‚˚ÔÓÎÌÂÌËfl ÒÚ‡Î‡ ‚ÓÁÏÓÊÌÓÈ

·Î‡„Ó‰‡fl ÚÓÏÛ, ˜ÚÓ Ì‡ ÔÓÚflÊÂÌËË ÚÂÍÛ˘Â„Ó

ˆËÍÎ‡ ÍÓÏÔ‡ÌËfl ÔÓ‚Ó‰ËÎ‡ ÏÓÌËÚÓËÌ„

‚˚ÔÓÎÌÂÌËfl Ó·flÁ‡ÚÂÎ¸ÒÚ‚.

Официальный отчет «Бюро Веритас Русь»
по итогам аудита процесса социальной отчетности компании
«БАТ Россия»

CJSC Bureau Veritas Rus (Bureau Veritas) declares

that this report based upon the results of independent

assurance expresses an independent opinion of the sec-

ond cycle of British American Tobacco Russia’s (BAT

Russia) social reporting process, covering the period

from November 2002 to October 2003. Bureau Veritas

has no other commercial interests in the activities of

British American Tobacco operations in Russia than

the rendering of third party assurance services.

1. OPINION

We are satisfied that the information conveyed in

the social report and marked as verified, is reliable

and free from significant error or bias. It is both

understandable and accessible to stakeholders who

wish to gain a better knowledge of how BAT Russia

is addressing related social and ethical issues. The

information is material and relevant, and commen-

surate with the progress made over the two cycles of

accounting and social reporting. BAT Russia has

demonstrated an improved performance against the

AA1000 Standard in comparison with the previous

reporting cycle, as quantified by the assurance

process (see Section 1.1).

BAT Russia fulfilled all the commitments made by

the company in response to the issues raised by

stakeholders during Cycle 1, within the agreed

schedule. An audit of the company’s progress against

the commitments has been possible as the company

has monitored performance during this cycle.

Official Report
of Bureau Veritas Rus
on the Verification of BAT Russia’s
Social Reporting Process
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Ç Ì‡ÒÚÓfl˘ÂÏ ˆËÍÎÂ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

ÔËÌflÎÓ Û˜‡ÒÚËÂ ·ÓÎ¸¯ÂÂ ˜ËÒÎÓ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, Ó·ÂÒÔÂ˜Ë‚¯ÂÂ ‰ÓÒÚ‡ÚÓ˜ÌÛ˛

ÂÔÂÁÂÌÚ‡ÚË‚ÌÓÒÚ¸; ·˚Î Á‡ÚÓÌÛÚ ¯ËÓÍËÈ

ÒÔÂÍÚ ‚ÓÔÓÒÓ‚. êÛÍÓ‚Ó‰ÒÚ‚Ó ÍÓÏÔ‡ÌËË

ÔÓ‡Ì‡ÎËÁËÓ‚‡ÎÓ ‚ÓÔÓÒ˚, ÔÓÒÚÛÔË‚¯ËÂ ÓÚ

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ÔÓ‰„ÓÚÓ‚ËÎÓ

ÓÚ‚ÂÚ˚ Ë ÒÙÓÏÛÎËÓ‚‡ÎÓ ÔÎ‡Ì ‰ÂÈÒÚ‚ËÈ

ÍÓÏÔ‡ÌËË, ‚ÍÎ˛˜‡˛˘ËÈ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡. Ñ‡ÌÌ˚È

ÔÎ‡Ì ‰ÂÈÒÚ‚ËÈ Ì‡fl‰Û Ò ÓÚ˜ÂÚÓÏ Ó ‚˚ÔÓÎÌÂÌËË

Ó·flÁ‡ÚÂÎ¸ÒÚ‚ ÔÂ‰˚‰Û˘Â„Ó ˆËÍÎ‡ ‚ÍÎ˛˜ÂÌ

‚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ, ˜ÚÓ ÔÓÁ‚ÓÎËÎÓ Ò‰ÂÎ‡Ú¸ Â„Ó

ËÌÙÓÏ‡ÚË‚Ì˚Ï Ë ‡ÍÚÛ‡Î¸Ì˚Ï ‰Îfl ˜ËÚ‡ÚÂÎfl.

ìÔ‡‚Îfl˛˘ËÈ ÍÓÏËÚÂÚ «ÅÄí êÓÒÒËfl» ÒÓ‚ÏÂÒÚÌÓ

Ò èÓÂÍÚÌÓÈ „ÛÔÔÓÈ ÔÓ ÍÓÔÓ‡ÚË‚ÌÓÈ

ÒÓˆË‡Î¸ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË (äëé) ÔÓ‚Ó‰ËÚ

ÚÂÍÛ˘ËÈ ‡Ì‡ÎËÁ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË.

àı ‰ÂflÚÂÎ¸ÌÓÒÚ¸ ‚ÍÎ˛˜‡ÂÚ ÓˆÂÌÍÛ ‚˚ÔÓÎÌÂÌËfl

‰‡ÌÌÓ„Ó ÔÓˆÂÒÒ‡, ‡ Ú‡ÍÊÂ Â„Ó ‚ÌÂ‰ÂÌËÂ Ë

ËÌÚÂ„‡ˆË˛ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı ÒËÒÚÂÏ ÔÓ‰‰ÂÊÍË

‚ ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛ ‰ÂÎÓ‚Û˛ Ô‡ÍÚËÍÛ ÍÓÏÔ‡ÌËË.

ìÔ‡‚Îfl˛˘ËÈ ÍÓÏËÚÂÚ Ë èÓÂÍÚÌ‡fl „ÛÔÔ‡ ÔÓ

äëé Ú‡ÍÊÂ ÓÒÛ˘ÂÒÚ‚Îfl˛Ú ÔÓ‚ÂÍÛ ÒÓ·Î˛‰ÂÌËfl

Ú‡ÍËı ÔËÌˆËÔÓ‚, Í‡Í ËÒ˜ÂÔ˚‚‡˛˘ÂÂ ÓÚ‡ÊÂÌËÂ

ÒÛ˘ÂÒÚ‚Û˛˘Ëı ÏÌÂÌËÈ Ë ÔÓÎÌÓÚ‡ ÔÂ‰ÒÚ‡‚ÎÂÌËfl

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË. óÚÓ·˚ Ó·ÂÒÔÂ˜ËÚ¸

‚ÓÁÏÓÊÌÓÒÚ¸ ÓˆÂÌÍË Ë ÔÓÒÚÓflÌÌÓ„Ó ÔÓ‚˚¯ÂÌËfl

˝ÙÙÂÍÚË‚ÌÓÒÚË ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË,

·˚Î‡ ÔÓ‚Â‰ÂÌ‡ ÂÓ„‡ÌËÁ‡ˆËfl ‡·ÓÚ˚

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ ÓÚ‰ÂÎ‡ ‚ÌÛÚÂÌÌÂ„Ó ‡Û‰ËÚ‡

«ÅÄí êÓÒÒËfl», ˜ÚÓ ·Î‡„ÓÔËflÚÌÓ ÓÚ‡ÁËÎÓÒ¸

Ì‡ ÓÒÛ˘ÂÒÚ‚ÎÂÌËË ‰‡ÌÌÓ„Ó ÔÓˆÂÒÒ‡.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÔËÌflÎ‡ ˜ÂÚÍÓ

ÒÙÓÏÛÎËÓ‚‡ÌÌÓÂ Ó·flÁ‡ÚÂÎ¸ÒÚ‚Ó ÔÓ ÔÓ‰ÓÎÊÂÌË˛

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Í‡Í ÏËÌËÏÛÏ

Ì‡ ÔÂËÓ‰ ÚÂÚ¸Â„Ó ˆËÍÎ‡ Ë ÛÚ‚Â‰ËÎ‡

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÈ ·˛‰ÊÂÚ.

A larger number of stakeholders were engaged

during this reporting cycle, representing a good

cross-section of society and thus capturing a wide

range of issues. The top management of the compa-

ny analysed issues raised by the dialogue partici-

pants, prepared relevant responses, and action plan

comprising the company’s commitments. This

action plan, on a par with the report on fulfilment

of previous cycle commitments, was included in this

Social Report, thus making it meaningful and

relevant for the reader.

BAT Russia’s CSR Steering Committee and Drive

Team provide on-going review of the social

accounting and reporting process. They evaluate the

implementation and the degree of embeddedness of

this process, as well as supporting systems within

the organisation. BAT Russia’s CSR Steering

Committee and Drive Team also monitor whether

inclusivity and completeness are being satisfactorily

achieved. The internal audit department of BAT

Russia has been re-organised to evaluate perform-

ance and continual improvement, and this has

facilitated the accounting and reporting process.

BAT Russia has made clear commitment, with

appropriate budget allocated, to continue the

accounting and reporting process at least for

Cycle 3.
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1.1.  Коментарии о соответствии требованиям
Стандарта AA1000 и Глобальной инициативы
по отчетности
Ç Ì‡ÒÚÓfl˘ËÈ ÓÚ˜ÂÚÌ˚È ÔÂËÓ‰ ÍÓÏÔ‡ÌËfl

«ÅÄí êÓÒÒËfl» ÔÓ‰ÂÏÓÌÒÚËÓ‚‡Î‡, ‚ ˆÂÎÓÏ, ÁÌ‡-

˜ËÚÂÎ¸ÌÓ ·ÓÎÂÂ ‚˚ÒÓÍËÂ ÔÓ Ò‡‚ÌÂÌË˛ Ò ÔÂ‰˚‰Û-

˘ËÏ ˆËÍÎÓÏ ÔÓÍ‡Á‡ÚÂÎË ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË. «ÅÄí êÓÒÒËfl» ‰Ó·ËÎ‡Ò¸ Ì‡Ë·ÓÎÂÂ

ÒÛ˘ÂÒÚ‚ÂÌÌÓ„Ó ÔÓ‚˚¯ÂÌËfl ˝ÙÙÂÍÚË‚ÌÓÒÚË

Ì‡ Ú‡ÍËı ˝Ú‡Ô‡ı, Í‡Í éÔÂ‰ÂÎÂÌËÂ/ÔÂÂÒÏÓÚ

ˆÂÌÌÓÒÚÂÈ (ä3), ìÒÚ‡ÌÓ‚ÎÂÌËÂ ËÌ‰ËÍ‡ÚÓÓ‚ (ä6),

èÓ‰„ÓÚÓ‚Í‡ ÓÚ˜ÂÚ‡ (ä9), ‡ Ú‡ÍÊÂ

ê‡Á‡·ÓÚÍ‡ Ë ‚ÌÂ‰ÂÌËÂ ÔÓˆÂ‰Û (ä12).

èÂ‰ÒÚ‡‚ÎÂÌÌ˚Â ÌËÊÂ ‰Ë‡„‡ÏÏ˚ ËÎÎ˛ÒÚËÛ˛Ú

ÓˆÂÌÍÛ Í‡˜ÂÒÚ‚‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË «ÅÄí

êÓÒÒËfl» Ì‡ ÔÓÚflÊÂÌËË ÚÂı ˝Ú‡ÔÓ‚ ÔÓˆÂÒÒ‡

Ë Â‡ÎËÁ‡ˆËË 12 ¯‡„Ó‚ ÔÓˆÂÒÒ‡ ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË

Ò ÔÓÍ‡Á‡ÚÂÎflÏË ËÌÒÚÛÏÂÌÚ‡ VeriSEAAR©.

1.1.  AA1000/GRI Alignment & Commentary
In general, quality of the company’s social perform-

ance during this cycle is significantly higher than

that of the previous cycle. The main process

improvements concern the Definition and Review of

Values (P3), Identification of Indicators (P6), Report

Preparation (P9), and Establishment and Embedding

of Systems (P12).

The diagrams given below illustrate the

VeriSEAAR© compliance scores for quality of the

BAT Russia’s social reporting performance during

the three stages of the process and twelve AA1000

process steps.

КАЧЕСТВО ПРОЦЕССА, ПОЭТАПНО

PROCESS STEP QUALITY

0 10 20 30 40 50 60 70 80 90 100%

82К12/P12

К11/P11

К10/P10

К9/P9

К8/P8

К7/P7

К6/P6

К5/P5

К4/P4

К3/P3

К2/P2

К1/P1

92

89

88

65

89

80

84

87

75

90

90

Результаты, % 
% Achievement

Этапы процесса АА 1000
AA1000 Process Step

Официальный отчет «Бюро Веритас Русь»
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S1.1.1. Подготовка к диалогу
éÒÌÓ‚˚‚‡flÒ¸ Ì‡ ÔÓ‚Â‰ÂÌÌÓÏ ‚ Ì‡˜‡ÎÂ ‰‡ÌÌÓ„Ó

ˆËÍÎ‡ ÌÂÁ‡‚ËÒËÏÓÏ ËÒÒÎÂ‰Ó‚‡ÌËË Ë ÒÓ·ÒÚ‚ÂÌÌÓÈ

ÍÎ‡ÒÒËÙËÍ‡ˆËË ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

ÔÓ „ÛÔÔ‡Ï, ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» Ó·ÌÓ‚ËÎ‡

ËÏÂ˛˘Û˛Òfl ‚ ÂÂ ‡ÒÔÓflÊÂÌËË ËÌÙÓÏ‡ˆË˛.

ùÚÓ ÔÓÁ‚ÓÎËÎÓ ·ÓÎÂÂ ˜ÂÚÍÓ ÓÔÂ‰ÂÎËÚ¸ ‡ÏÍË

Ë ÒıÂÏÛ ÔÓ‚Â‰ÂÌËfl Ó·ÒÛÊ‰ÂÌËÈ, Ó˜ÂÚËÚ¸ ÍÛ„

ÔÓÚÂÌˆË‡Î¸Ì˚ı Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚; ÔÓ

‚ÓÁÏÓÊÌÓÒÚË Û˜ËÚ˚‚‡ÎËÒ¸ ÚÂÏ˚, ÔÂ‰ÒÚ‡‚Îfl˛˘ËÂ

ËÌÚÂÂÒ ‰Îfl ‚ÒÂı Ó·˘ÂÒÚ‚ÂÌÌ˚ı „ÛÔÔ.

èÂ‰ÒÚ‡‚ËÚÂÎflÏ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ·˚Î‡ Á‡‡ÌÂÂ

ÔÂÂ‰‡Ì‡ ËÏÂ˛˘‡fl ÓÚÌÓ¯ÂÌËÂ Í ‰Ë‡ÎÓ„‡Ï

ËÌÙÓÏ‡ˆËfl. àÏ Ú‡ÍÊÂ ·˚Î‡ ÔÂ‰ÓÒÚ‡‚ÎÂÌ‡

‚ÓÁÏÓÊÌÓÒÚ¸ Á‡Ô‡¯Ë‚‡Ú¸ ‰ÓÔÓÎÌËÚÂÎ¸ÌÛ˛

ËÌÙÓÏ‡ˆË˛, ‚ ˜‡ÒÚÌÓÒÚË, Ï‡ÚÂË‡Î˚ ÔÓ

ÔÂ‰˚‰Û˘ÂÏÛ ˆËÍÎÛ. Ç ‰Ë‡ÎÓ„‡ı ÔËÌflÎË

Û˜‡ÒÚËÂ ÔÂ‰ÒÚ‡‚ËÚÂÎË ‚ÒÂı ÔË„Î‡¯ÂÌÌ˚ı

Ó·˘ÂÒÚ‚ÂÌÌ˚ı „ÛÔÔ. Ö‰ËÌÒÚ‚ÂÌÌ˚Ï

Ó„‡ÌË˜ÂÌËÂÏ ÒÚ‡Î‡ ÌÂ‰ÓÒÚ‡ÚÓ˜Ì‡fl ‚Ó‚ÎÂ˜ÂÌ-

ÌÓÒÚ¸ ‚ ÒÓˆË‡Î¸Ì˚È ‰Ë‡ÎÓ„ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â,

Ó·ÛÒÎÓ‚ÎÂÌÌ‡fl ÏÂÓÔËflÚËflÏË, Ò‚flÁ‡ÌÌ˚ÏË

Ò Ô‡Á‰ÌÓ‚‡ÌËÂÏ 300-ÎÂÚÌÂ„Ó ˛·ËÎÂfl „ÓÓ‰‡.

ç‡ ÒÎÂ‰Û˛˘ËÈ ˆËÍÎ ·˚ÎÓ ÔËÌflÚÓ Ó·flÁ‡ÚÂÎ¸ÒÚ‚Ó

ÔÓ‚ÂÒÚË ‰Ë‡ÎÓ„Ë Ú‡ÍÊÂ ‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â.

1.1.1.  Pre-dialogue
Based on the independent stakeholder research and

classification carried out early in this cycle, BAT

Russia further updated stakeholders information.

This provided analysis and selection of prospective

dialogue participants and further definition of the

scope and design for the dialogue. The common

interests of all stakeholder groups were taken into

account where possible.

Stakeholders were provided with relevant informa-

tion prior to the dialogues and had the opportunity

to request additional materials on Cycle 1. All invit-

ed stakeholders attended the dialogues. The only

limitation to the process scope was unsufficient

stakeholders’ involvement in St.-Petersburg, due to

the city’s 300
th
anniversary celebration events. There

is a commitment to conduct the dialogues in

St.-Petersburg during the next cycle.

КАЧЕСТВЕННЫЕ ПОКАЗАТЕЛИ ТРЕХ ЭТАПОВ ПРОЦЕССА, %

THREE STAGE PERFORMANCE, %

Этап 1:
Подготовка к диалогу

Stage 1:
Pre-Consultation

Этап 2:
Диалог
Stage 2:

Stakeholder
Consultation

Этап 3:
После диалога

Stage 3:
Pоst-Consultation

85

50

23

88

56

28

90

68

40

Отлично
Advanced

Хорошо
Good

Удовлетворительно
Average

Неудовлетворительно
Poor

85.2 86.7
80.9
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1.1.2. Диалог
ÑË‡ÎÓ„ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

ÔÓ‚Ó‰ËÎÒfl ‚ ‰‚‡ ˝Ú‡Ô‡. ç‡ ‚ÒÚÂ˜‡ı ‚ ‡ÏÍ‡ı

ÑË‡ÎÓ„‡ 1 ‰‡ÌÌÓ„Ó ˆËÍÎ‡ ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÔÂÂ˜ËÒÎËÎ‡ ÍÛ„ ÚÂÏ, ÔÂ‰ÎÓÊÂÌÌ˚ı Û˜‡ÒÚÌËÍ‡ÏË

‰Ë‡ÎÓ„Ó‚ ÔÂ‚Ó„Ó ˆËÍÎ‡. á‡ÚÂÏ ÔÂ‰ÒÚ‡‚ËÚÂÎflÏ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ·˚Î‡ ‰‡Ì‡ ‚ÓÁÏÓÊÌÓÒÚ¸ Á‡‰‡Ú¸

Î˛·˚Â ËÌÚÂÂÒÛ˛˘ËÂ Ëı ‚ÓÔÓÒ˚ Ó ÒÓˆË‡Î¸ÌÓÈ

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË. éÌË ‚ÔÓÒÎÂ‰ÒÚ‚ËË ·˚ÎË

ÛÔÓfl‰Ó˜ÂÌ˚ ÔÓ ÒÚÂÔÂÌË Ëı ÁÌ‡˜ËÏÓÒÚË ‰Îfl

Û˜‡ÒÚÌËÍÓ‚, ˜ÚÓ·˚ Ó·ÂÒÔÂ˜ËÚ¸ ‰ÓÒÚ‡ÚÓ˜ÌÓÂ ‚ÂÏfl

‰Îfl Ó·ÒÛÊ‰ÂÌËfl Ì‡Ë·ÓÎÂÂ ‚‡ÊÌ˚ı. ÇÓ ‚ÂÏfl

‚ÒÚÂ˜ ÑË‡ÎÓ„‡ 2 ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÔÂ‰ÓÒÚ‡‚ËÎ‡ ÓÚ‚ÂÚ˚ Ì‡ ‚˚ÒÍ‡Á‡ÌÌ˚Â ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÓÊË‰‡ÌËfl, ‡ Ú‡ÍÊÂ

ÔÂ‰ÎÓÊËÎ‡ Ì‡ ‡ÒÒÏÓÚÂÌËÂ Û˜‡ÒÚÌËÍÓ‚ ÒÔËÒÓÍ

Ó·flÁ‡ÚÂÎ¸ÒÚ‚ Ë „‡ÙËÍ Ëı ‚˚ÔÓÎÌÂÌËfl. äÓÏÔ‡ÌËÂÈ

·˚ÎË Ú‡ÍÊÂ ÔÂ‰ÎÓÊÂÌ˚ Ë Ó·ÒÛÊ‰ÂÌ˚ Ò

Û˜‡ÒÚÌËÍ‡ÏË ‰Ë‡ÎÓ„Ó‚ ËÌ‰ËÍ‡ÚÓ˚ ‰Îfl ËÁÏÂÂÌËfl

ÂÁÛÎ¸Ú‡ÚÓ‚ Â‡ÎËÁ‡ˆËË ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı

Ó·flÁ‡ÚÂÎ¸ÒÚ‚.

ÇÒÚÂ˜Ë ·˚ÎË Ó„‡ÌËÁÓ‚‡Ì˚ ÒÔÂˆË‡ÎËÁËÓ‚‡ÌÌ˚Ï

‡„ÂÌÚÒÚ‚ÓÏ Ë ÔÓ‚Â‰ÂÌ˚ ÌÂÁ‡‚ËÒËÏ˚ÏË

Ù‡ÒËÎËÚ‡ÚÓ‡ÏË, ÍÓÚÓ˚Â Ú‡ÍÊÂ ÓÒÛ˘ÂÒÚ‚ÎflÎË

«Ó·‡ÚÌÛ˛ Ò‚flÁ¸» Ò Û˜‡ÒÚÌËÍ‡ÏË. èÂ‰ÒÚ‡‚ËÚÂÎflÏ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ·˚ÎÓ ÔÂ‰ÎÓÊÂÌÓ ÂÍÓÏÂÌ‰Ó‚‡Ú¸

‰Û„Ëı ‚ÓÁÏÓÊÌ˚ı Û˜‡ÒÚÌËÍÓ‚, ÍÓÚÓ˚Â ·˚ÎË

Á‡ÚÂÏ ÔË„Î‡¯ÂÌ˚ Ì‡ ‚ÒÚÂ˜Ë ‚ ‡ÏÍ‡ı ÑË‡ÎÓ„‡ 2.

Ç ÂÁÛÎ¸Ú‡ÚÂ Û‰‡ÎÓÒ¸ ÔÓ‚˚ÒËÚ¸ ÂÔÂÁÂÌÚ‡ÚË‚ÌÓÒÚ¸

ÏÌÂÌËÈ Ë ÔË‚ÎÂ˜¸ Í Û˜‡ÒÚË˛ ‚ ‰Ë‡ÎÓ„Â ·ÓÎ¸¯ÂÂ

˜ËÒÎÓ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË.

é·ÒÛÊ‰ÂÌËÂ ‚ÒÂı ÔÓ‰ÌflÚ˚ı ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ÓÔÓÒÓ‚ Ë ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Ëı

ÓÚ‚ÂÚÓ‚ ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» ÔÓ‚Ó‰ËÎÓÒ¸

ÓÚÍ˚ÚÓ Ë ·ÂÁ Í‡ÍËı-ÎË·Ó Ó„‡ÌË˜ÂÌËÈ.

ì˜‡ÒÚÌËÍË ‰Ë‡ÎÓ„‡ ËÏÂÎË ‚ÓÁÏÓÊÌÓÒÚ¸

‚˚ÒÍ‡Á˚‚‡Ú¸ ÍÓÌÒÚÛÍÚË‚Ì˚Â ÍÓÏÏÂÌÚ‡ËË

ÔÓ ‚ÒÂÏ ÔÂ‰ÎÓÊÂÌÌ˚Ï ÍÓÏÔ‡ÌËÂÈ ÓÚ‚ÂÚ‡Ï

Ë ËÌ‰ËÍ‡ÚÓ‡Ï, ‡ Ú‡ÍÊÂ Ó·‡˘‡Ú¸Òfl

Á‡ ‰ÓÔÓÎÌËÚÂÎ¸ÌÓÈ ËÌÙÓÏ‡ˆËÂÈ.

1.1.2.  Dialogue
Stakeholder dialogue consisted of Dialogue 1 and

Dialogue 2. In the first session BAT Russia

informed stakeholders of issues which were raised

during the first cycle. Stakeholders were then free to

raise any issues of concern related to the company’s

social activities. The issues were prioritised to ensure

that adequate time was allocated for discussing top-

ics of most importance to stakeholders. During the

sessions of Dialogue 2, BAT Russia responded to

expectations and proposed commitments, together

with a schedule for their achievement. To measure

on-going performance aganist the commitments, the

company suggested appropriate indicators and dis-

cussed them with the dialogue participants.

The sessions were administered by a specialised

agency and led by facilitators responsible for stake-

holder interface and feedback. Participating stake-

holders were asked to identify additional stakehold-

ers who were later invited to attend a session of

Dialogue 2. As a result, a larger number and range

of stakeholders were invited.

All the issues raised and BAT Russia’s related

responses were discussed openly and without restric-

tion. Stakeholders were given the opportunity to

comment on each response and performance

indicators and to obtain additional information

in a constructive atmosphere.

Официальный отчет «Бюро Веритас Русь»
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èÓÒÎÂ Í‡Ê‰ÓÈ ‚ÒÚÂ˜Ë Û˜‡ÒÚÌËÍ‡Ï ÔÂ‰Î‡„‡ÎËÒ¸

‰Îfl Á‡ÔÓÎÌÂÌËfl ‡ÌÍÂÚ˚ ÔÓ ÓˆÂÌÍÂ, ÍÓÚÓ˚Â Á‡ÚÂÏ

ÒÓ·Ë‡ÎËÒ¸. éÚ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

ÔÓÒÚÛÔËÎË ÔÓÊÂÎ‡ÌËfl ÔÓ ÛÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡ÌË˛

ÔÓˆÂÒÒ‡, ‚ ÓÒÌÓ‚Â ÍÓÚÓ˚ı ÎÂÊ‡ÎÓ ÔÂ‰ÎÓÊÂÌËÂ

Û‰ÂÎflÚ¸ ·ÓÎ¸¯Â ‚ÂÏÂÌË ÔÓ‰Ó·ÌÓÏÛ Ó·ÒÛÊ‰ÂÌË˛

ÁÌ‡˜ËÏ˚ı ‰Îfl ÌËı ‚ÓÔÓÒÓ‚. èËÌËÏ‡fl ‚Ó

‚ÌËÏ‡ÌËÂ ‚ÂÏÂÌÌ˚Â Ó„‡ÌË˜ÂÌËfl ‚ÒÚÂ˜,

Ù‡ÒËÎËÚ‡ÚÓÛ Û‰‡‚‡ÎÓÒ¸ ˝ÙÙÂÍÚË‚ÌÓ ËÒÔÓÎ¸ÁÓ‚‡Ú¸

ËÏÂ˛˘ÂÂÒfl ‚ÂÏfl.

1.1.3. После диалога
å˚ Û‰Ó‚ÎÂÚ‚ÓÂÌ˚ ÚÂÏ, ˜ÚÓ ÍÓÏÔ‡ÌËfl ÔËÌflÎ‡

Í Ò‚Â‰ÂÌË˛ ‚ÓÔÓÒ˚, ÔÂ‰ÒÚ‡‚Îfl˛˘ËÂ ËÌÚÂÂÒ

‰Îfl Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„‡, Ë ÔÂ‰ÎÓÊËÎ‡ ÒÓÓÚ‚ÂÚÒÚ-

‚Û˛˘ËÂ ÓÚ‚ÂÚ˚, ‡ Ú‡ÍÊÂ ÒÙÓÏÛÎËÓ‚‡Î‡ ˆÂÎË,

Á‡‰‡˜Ë Ë ËÁÏÂflÂÏ˚Â ËÌ‰ËÍ‡ÚÓ˚ ‰Îfl Ò‚ÓÂÈ

‰ÂflÚÂÎ¸ÌÓÒÚË ÔÓ ‚˚ÔÓÎÌÂÌË˛ ÔËÌflÚ˚ı

Ó·flÁ‡ÚÂÎ¸ÒÚ‚.

Ç Ì‡ÒÚÓfl˘ÂÂ ‚ÂÏfl ÍÓÏÔ‡ÌËfl ÛÒÓ‚Â¯ÂÌÒÚ‚ÛÂÚ

ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË ÒÓ„Î‡ÒÌÓ

Á‡ÔÎ‡ÌËÓ‚‡ÌÌ˚Ï ËÌ‰ËÍ‡ÚÓ‡Ï, ‡ Ú‡ÍÊÂ

ÙËÍÒËÛÂÚ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÂÁÛÎ¸Ú‡Ú˚.

éÚÁ˚‚˚ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË,

ÔËÌËÏ‡‚¯Ëı Û˜‡ÒÚËÂ ‚ ÔÂ‚ÓÏ ˆËÍÎÂ, ‚ ˆÂÎÓÏ,

fl‚Îfl˛ÚÒfl ÔÓÎÓÊËÚÂÎ¸Ì˚ÏË. Ñ‡ÌÌ˚È ÓÚ˜ÂÚ

‚ÍÎ˛˜‡ÂÚ ÓÚ‰ÂÎ¸Ì˚Â ËÌ‰ËÍ‡ÚÓ˚, ÓÒÌÓ‚‡ÌÌ˚Â Ì‡

ÂÁÛÎ¸Ú‡Ú‡ı ÍÓÏÏÂÌÚ‡ËÂ‚ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚.

ùÚÓ, ‚ Ò‚Ó˛ Ó˜ÂÂ‰¸, ‰‡ÂÚ ÓÒÌÓ‚Û ‰Îfl ÓˆÂÌÍË

ÚÂÍÛ˘Â„Ó ˆËÍÎ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ‡ Ú‡ÍÊÂ

ÔÓÁ‚ÓÎflÂÚ Â„ÛÎflÌÓ ÔÂ‰ÓÒÚ‡‚ÎflÚ¸ ÒÛ˘ÂÒÚ‚ÂÌÌ˚Â

Ë Ô‡ÍÚË˜ÂÒÍË ÁÌ‡˜ËÏ˚Â ËÌÙÓÏ‡ˆËÓÌÌ˚Â

Ï‡ÚÂË‡Î˚.

Feedback forms were distributed among the

stakeholders and collected after each session.

The dialogue participants made suggestions regard-

ing improvement of the process; they predominantly

focussed on the need to allocate more time to

discuss issues of stakeholders’ concern in more

detail. Whilst the schedule was very tight, the facili-

tator managed the available time to good effect.

1.1.3. Post-dialogue
We are satisfied that BAT Russia has acknowledged,

and appropriately responded to the main issues of

concern raised by the dialogue participants and has

set objectives, targets and measurable indicators for

those commitments.

Measures for the process improvement are taking

place against the performance indicators and the

results are being recorded.

Stakeholder feedback from the first cycle is general-

ly positive. This report includes selected indicators

based on the results of stakeholder feedback.

This, in turn, is giving a basis for the performance

measurement of the current cycle in the interests

of providing relevant and material information

on an on-going basis.
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1.1.4. Основы Глобальной инициативы 
по отчетности 
äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ËÒÔÓÎ¸ÁÛÂÚ ÔÓÎÓÊÂÌËfl

ÉÎÓ·‡Î¸ÌÓÈ ËÌËˆË‡ÚË‚˚ ÔÓ ÓÚ˜ÂÚÌÓÒÚË Ë ÔÓÚÓÏÛ

‚ÍÎ˛˜ËÎ‡ ‚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ 2002–2003 ‰‡ÌÌ˚Â,

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÏÂÊ‰ÛÌ‡Ó‰ÌÓÈ ÒËÒÚÂÏÂ

ËÌ‰ËÍ‡ÚÓÓ‚ ÔÓ Óı‡ÌÂ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚

Ë ÚÂıÌËÍÂ ·ÂÁÓÔ‡ÒÌÓÒÚË, ÚÂÏ Ò‡Ï˚Ï ËÌÙÓÏËÛfl

˜ËÚ‡ÚÂÎÂÈ Ú‡ÍÊÂ Ë Ó Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ‚

ÌÂÍÓÚÓ˚ı Ó·Î‡ÒÚflı, ÍÓÚÓ˚Â ÌÂ ‡ÒÒÏ‡ÚË‚‡ÎËÒ¸

‚ ‡ÏÍ‡ı ‰Ë‡ÎÓ„Ó‚. ÇÍÎ˛˜ÂÌËÂ ‚ ÓÚ˜ÂÚ ‰‡ÌÌ˚ı

Ó ‰ÂflÚÂÎ¸ÌÓÒÚË ÓÚ‰ÂÎ¸Ì˚ı ÔÓ‰‡Á‰ÂÎÂÌËÈ

ÍÓÏÔ‡ÌËË ÒÓÁ‰‡ÂÚ ÔÓ˜ÌÛ˛ ÓÒÌÓ‚Û ‰Îfl ‡Á‚ËÚËfl

ÔÓÎÌÓˆÂÌÌÓÈ ÒËÒÚÂÏ˚ ËÌ‰ËÍ‡ÚÓÓ‚.

å˚ ÔÓ‚ÂÎË ‡Û‰ËÚÓÒÍÛ˛ ÔÓ‚ÂÍÛ ÒÓÓÚ‚ÂÚÒÚ‚Û-

˛˘Ëı ‡Á‰ÂÎÓ‚ ÒËÒÚÂÏ «ÅÄí êÓÒÒËfl» ÔÓ

ÛÔ‡‚ÎÂÌË˛ ‰‡ÌÌ˚ÏË Ë ÓÒÛ˘ÂÒÚ‚ËÎË 40%-ÌÛ˛

‚˚·ÓÍÛ ÍÓÎË˜ÂÒÚ‚ÂÌÌ˚ı ËÌ‰ËÍ‡ÚÓÓ‚ ÉÎÓ·‡Î¸ÌÓÈ

ËÌËˆË‡ÚË‚˚ ÔÓ ÓÚ˜ÂÚÌÓÒÚË. ëÓ„Î‡ÒÌÓ ÔÓÎÛ˜ÂÌÌ˚Ï

ÂÁÛÎ¸Ú‡Ú‡Ï ‰‡ÌÌ‡fl ËÌÙÓÏ‡ˆËfl ÔÂ‰ÒÚ‡‚ÎÂÌ‡

‚ ëÓˆË‡Î¸ÌÓÏ ÓÚ˜ÂÚÂ ‰ÓÒÚÓ‚ÂÌÓ Ë ÓÚÏÂ˜ÂÌ‡ Í‡Í

‚ÂËÙËˆËÓ‚‡ÌÌ‡fl.

1.1.4. GRI Framework
BAT Russia is aligning with the Global Reporting

Initiative (GRI) guidelines and has included the

data on its performance against a selection of inter-

nationally established environmental, health and

safety indicators in the report, thus informing the

reader about the company’s activities in some areas

that were not explored in the dialogues. Inclusion

of local performance data in this format is a sound

beginning of the development of a full set of report-

ing indicators.

We have audited the relevant parts of the BAT

Russia data management systems and have sampled

quantitative GRI data on a basis of approximately

40%. We have found this data to be reliably

transposed into the report, and marked them as

assured.
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1.2. Комментарии по последующим действиям
êÂÍÓÏÂÌ‰ÛÂÏ˚Â ‰ÂÈÒÚ‚Ëfl ÔÓ ÔÓ‚˚¯ÂÌË˛ ˝ÙÙÂÍ-

ÚË‚ÌÓÒÚË Ë ÛÓ‚Ìfl ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÒÚ‡Ì‰‡ÚÛ ÄÄ1000:

•ê‡Ò¯ËflÚ¸ ÒÔÂÍÚ Û˜‡ÒÚ‚Û˛˘Ëı ‚ ÔÓˆÂÒÒÂ

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‰Îfl ·ÓÎÂÂ

ÔÓÎÌÓ„Ó ÓÚ‡ÊÂÌËfl ÒÛ˘ÂÒÚ‚Û˛˘Ëı ÏÌÂÌËÈ,

ÔÓ‰ÓÎÊ‡fl ÔË ˝ÚÓÏ Ó·ÂÒÔÂ˜Ë‚‡Ú¸ ÓÚÍ˚ÚÓÒÚ¸

Ë ÔÓÁ‡˜ÌÓÒÚ¸ ÔÓˆÂÒÒ‡;

•ÄÍÚË‚ÌÓ ÔË‚ÎÂÍ‡Ú¸ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Í ÓÔÂ‰ÂÎÂÌË˛ Ë ÔÂÂÒÏÓÚÛ

ˆÂÌÌÓÒÚÂÈ ÍÓÏÔ‡ÌËË;

•ÅÓÎÂÂ ÔÓÎÌÓ ‚Ó‚ÎÂÍ‡Ú¸ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ ‰ÂflÚÂÎ¸ÌÓÒÚ¸ ÔÓ ÙÓÏÛÎË-

Ó‚‡ÌË˛ Ë ‡Á‡·ÓÚÍÂ ˆÂÎÂÈ, Á‡‰‡˜

Ë ËÌ‰ËÍ‡ÚÓÓ‚ ËÒÔÓÎÌÂÌËfl, ‡ Ú‡ÍÊÂ ÒËÒÚÂÏ

‰Îfl Ò·Ó‡ Ë ‡Ì‡ÎËÁ‡ ËÌÙÓÏ‡ˆËË;

•ë ˆÂÎ¸˛ ÒÌËÊÂÌËfl ËÒÍÓ‚ Ë ÌÂÔÂ˚‚ÌÓ„Ó

‡Á‚ËÚËfl ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

ÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡Ú¸ ÒËÒÚÂÏ˚ ÏÓÌËÚÓËÌ„‡,

‚˚fl‚ÎÂÌËfl Ë ÍÓÂÍÚËÓ‚ÍË ÌÂÊÂÎ‡ÚÂÎ¸Ì˚ı

ÒÓ·˚ÚËÈ ‚ ıÓ‰Â ÔÓˆÂÒÒ‡;

•èÓ‰ÓÎÊ‡Ú¸ ‚ÌÂ‰ÂÌËÂ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

‚ ÔÓ‚ÒÂ‰ÌÂ‚ÌÛ˛ Ô‡ÍÚËÍÛ Ó„‡ÌËÁ‡ˆËË Ë ËÌÚÂ„-

ËÓ‚‡Ú¸ ÂÂ ‚ ‰Û„ËÂ ÒËÒÚÂÏ˚, ‚ ˜‡ÒÚÌÓÒÚË, ‚

ÒËÒÚÂÏ˚ Óı‡Ì˚ ÚÛ‰‡ Ë ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚.

1.2. Future Considerations 
Areas of expectation in terms of AA1000 compli-

ance and performance improvement:

•To further extend stakeholder engagement to

a broader spectrum of groups with continued

openness and transparency for increased

inclusivity;

•To proactively consult stakeholders in the review

and revision of the company’s values;

•To engage stakeholders more fully in identifica-

tion and development of objectives, targets and

performance indicators as well as systems for

data collection and analysis;

•To refine systems to monitor, detect and correct

undesirable events in order to address risk and to

aid the process of continuous improvement;

•To further embed the social accounting and

reporting process within the organisation, and

integrate it with other systems, such as those of

environmental, health and safety management.
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2. РАМКИ АУДИТОРСКОЙ ПРОВЕРКИ 

И АУДИТОРСКОГО ОТЧЕТА 

äÓÏÔ‡ÌËfl «Å˛Ó ÇÂËÚ‡Ò» ÔÓ‚ÂÎ‡ ‚ ÔÂËÓ‰

Ò ÓÍÚfl·fl 2002 „Ó‰‡ ÔÓ ‡‚„ÛÒÚ 2003 „Ó‰‡

‡Û‰ËÚÓÒÍÛ˛ ÔÓ‚ÂÍÛ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» Ë

ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡ 2002–2003. ÄÛ‰ËÚ

ÓÒÛ˘ÂÒÚ‚ÎflÎÒfl ‚ ÒÎÂ‰Û˛˘Ëı ˆÂÎflı:

•èÓÒÚÓflÌÌ‡fl ÓˆÂÌÍ‡ ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl» ÔÓ ‚ÌÂ‰ÂÌË˛ Ë ‚˚ÔÓÎÌÂÌË˛

ëÚ‡Ì‰‡Ú‡ ÄÄ1000;

•èÓ‚ÂÍ‡ ‚ÍÎ˛˜ÂÌÌÓÈ ‚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ

2002–2003 ËÌÙÓÏ‡ˆËË, ÛÒÚ‡ÌÓ‚ÎÂÌËÂ ÂÂ

ÔÓ‰ÎËÌÌÓÒÚË Ë ÚÓ˜ÌÓÒÚË ÔÂ‰ÒÚ‡‚ÎÂÌËfl

‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl».

Ç ÔÓˆÂÒÒÂ ‡Û‰ËÚ‡ ·˚ÎË ËÒÒÎÂ‰Ó‚‡Ì˚ ‚ÒÂ ‡ÒÔÂÍÚ˚

‚ÌÂ‰ÂÌËfl ÔÓˆÂÒÒ‡ ÄÄ1000, Ì‡˜ËÌ‡fl ÒÓ ÒÚÛÍÚÛ˚

ÛÔ‡‚ÎÂÌËfl ÔÓˆÂÒÒÓÏ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

‚ ÍÓÏÔ‡ÌËË «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl»,

ÓÔÂ‰ÂÎÂÌËfl ÍÛ„‡ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

Ë ‚Ó‚ÎÂ˜ÂÌËfl Ëı ‚ ‰Ë‡ÎÓ„ Ë Á‡Í‡Ì˜Ë‚‡fl

ÂÁÛÎ¸Ú‡Ú‡ÏË ‚˚ÔÓÎÌÂÌËfl Ó·flÁ‡ÚÂÎ¸ÒÚ‚, ÔËÌflÚ˚ı

ÍÓÏÔ‡ÌËÂÈ ‚ ÓÚ‚ÂÚ Ì‡ ÓÊË‰‡ÌËfl ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË. Ç ıÓ‰Â Ò‚ÓÂÈ ‡·ÓÚ˚ ÔÓ ‰‡ÌÌÓÏÛ

ÔÓÂÍÚÛ «Å˛Ó ÇÂËÚ‡Ò» ÌÂ ‚ÒÚÂÚËÎÓ ÌËÍ‡ÍËı

Ó„‡ÌË˜ÂÌËÈ ÒÓ ÒÚÓÓÌ˚ «ÅÄí êÓÒÒËfl».

Ç ‡ÏÍ‡ı ÓÚ˜ÂÚ‡ «Å˛Ó ÇÂËÚ‡Ò» ÌÂ ÔÓ‚Ó‰ËÎÓ

‡Û‰ËÚ‡ ÌËÍ‡ÍËı Á‡fl‚ÎÂÌËÈ «ÅÄí êÓÒÒËfl»,

‚˚‡Ê‡˛˘Ëı ÔÓÁËˆËË, Û·ÂÊ‰ÂÌËfl, Ì‡ÏÂÂÌËfl

ËÎË ÒÚÂÏÎÂÌËfl ÍÓÏÔ‡ÌËË. éÚ‚ÂÚ˚ ÍÓÏÔ‡ÌËË Ì‡

‚ÓÔÓÒ˚ Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚ ·˚ÎË ÔÓ‰‚Â„ÌÛÚ˚

Ó·˙ÂÍÚË‚ÌÓÈ ÓˆÂÌÍÂ ‚ ÚÂı ÒÎÛ˜‡flı, ÍÓ„‰‡ ÓÌË

ÒÓ‰ÂÊ‡ÎË Ô‡ÍÚË˜ÂÒÍËÂ ÔËÏÂ˚ Ë

‚ÂËÙËˆËÛÂÏÛ˛ ËÌÙÓÏ‡ˆË˛. ùÚË ÓÚ‚ÂÚ˚

ÔË‚Â‰ÂÌ˚ ‚ „Î‡‚Â III ‰‡ÌÌÓ„Ó ÓÚ˜ÂÚ‡.

2. STATEMENT AND ASSURANCE SCOPE

Bureau Veritas has conducted assurance

of BAT Russia’s social reporting process and Social

report from October 2002 to August 2003. Bureau

Veritas’ assurance has been conducted against the

following objectives:

•To provide an ongoing review of BAT Russia’s

adoption and implementation of the AA1000

Standard;

•To verify whether the information contained

within the Social report 2002–2003 is a true and

fair reflection of BAT Russia’s activities and

performance.

The verification has covered all aspects of the

AA1000 process from the governance structure with-

in British American Tobacco Russia, identification

of, and engagement with, stakeholders, through to

the performance against the company’s commit-

ments assumed in response to stakeholders’ expecta-

tions. Bureau Veritas has not been constrained by

BAT Russia in its coverage of the process.

Bureau Veritas’ assurance does not consist of verify-

ing statements by BAT Russia of its position,

beliefs, intent or aspirations. Responses to stake-

holders containing verifiable information have been

objectively verified. They are given in Chapter III

of this report, in the form of case studies.

Официальный отчет «Бюро Веритас Русь»

Official Report
of Bureau Veritas Rus
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3. МЕТОДОЛОГИЯ

èË ÔÓ‚ÂÍÂ ÚÓ˜ÌÓÒÚË ÔÂ‰ÒÚ‡‚ÎÂÌÌÓÈ ‚ ÓÚ˜ÂÚÂ

ËÌÙÓÏ‡ˆËË Ï˚ ËÒÔÓÎ¸ÁÓ‚‡ÎË fl‰ Ó·˘ÂÔËÌflÚ˚ı

ÏÂÚÓ‰ËÍ ‡Û‰ËÚ‡. ëÂ‰Ë ÌËı – ÔÓ‚ÂÍ‡ Á‡ÔËÒÂÈ

Ë ‰ÓÍÛÏÂÌÚÓ‚, ‚ÌÛÚÂÌÌËÂ Ë ‚ÌÂ¯ÌËÂ Á‡ÔÓÒ˚,

ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ ‡‰ÂÍ‚‡ÚÌÓÒÚË ËÒÚÓ˜ÌËÍÓ‚

ËÌÙÓÏ‡ˆËË Ë Ò‡ÏÓÈ ËÌÙÓÏ‡ˆËË, ÌÂÔÓÒÂ‰ÒÚ-

‚ÂÌÌÓÂ Ì‡·Î˛‰ÂÌËÂ Á‡ ‰Ë‡ÎÓ„ÓÏ Ë Á‡ ‰Û„ËÏË

ÍÎ˛˜Â‚˚ÏË ˝ÎÂÏÂÌÚ‡ÏË ÔÓˆÂÒÒ‡.

ÄÛ‰ËÚÓ˚ «Å˛Ó ÇÂËÚ‡Ò» ÔËÒÛÚÒÚ‚Ó‚‡ÎË Ì‡

‰Ë‡ÎÓ„‡ı Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

Ò ˆÂÎ¸˛ ÓˆÂÌÍË ÚÓ„Ó, Ì‡ÒÍÓÎ¸ÍÓ Ò‚Ó·Ó‰ÌÓ

Û˜‡ÒÚÌËÍË ‚˚‡Ê‡˛Ú Ò‚ÓÂ ÏÌÂÌËÂ, ÙËÍÒËÛ˛ÚÒfl

ÎË ÔÓ‰ÌËÏ‡ÂÏ˚Â ËÏË ‚ÓÔÓÒ˚, ‡ Ú‡ÍÊÂ ÓˆÂÌÍË

ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÔÓ‰ÌflÚ˚ı ‚ÓÔÓÒÓ‚ Ë ÓÔÛ·ÎËÍÓ‚‡Ì-

Ì˚ı ‚ ÓÚ˜ÂÚÂ ÓÚ‚ÂÚÓ‚ Ë Ó·flÁ‡ÚÂÎ¸ÒÚ‚ ÍÓÏÔ‡ÌËË.

ÑÎfl ‡Ì‡ÎËÁ‡ ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË ÚÂ·Ó‚‡ÌËflÏ ëÚ‡Ì‰‡Ú‡ ÄÄ1000 Ï˚

ÔËÏÂÌflÎË ËÌÒÚÛÏÂÌÚ Í‡˜ÂÒÚ‚ÂÌÌÓÈ ÓˆÂÌÍË

VeriSEAAR
©
, ÍÓÚÓ˚È ÒÚÛÍÚÛËÓ‚‡Ì ‰Îfl ËÒÔÓÎ¸-

ÁÓ‚‡ÌËfl Ì‡ ÚÂı ˝Ú‡Ô‡ı: ÔÓ‰„ÓÚÓ‚Í‡ Í ‰Ë‡ÎÓ„Û,

‰Ë‡ÎÓ„ Ë ÔÓÒÎÂ ‰Ë‡ÎÓ„‡. àÌÒÚÛÏÂÌÚ VeriSEAAR
©

ÔÂ‰ÔÓÎ‡„‡ÂÚ ÔÓÎÌÛ˛ Ë ·ÛÍ‚‡Î¸ÌÛ˛ ËÌÚÂÔÂÚ‡-

ˆË˛ ÚÂ·Ó‚‡ÌËÈ ‚˚¯ÂÛÍ‡Á‡ÌÌÓ„Ó ÒÚ‡Ì‰‡Ú‡; ÔË

Â„Ó ËÒÔÓÎ¸ÁÓ‚‡ÌËË Ì‡ Í‡Ê‰ÓÏ ËÁ ÚÂı ˝Ú‡ÔÓ‚

Ë Ì‡ Í‡Ê‰ÓÏ ËÁ ÓÚ‰ÂÎ¸Ì˚ı ¯‡„Ó‚ ÔÓˆÂÒÒ‡,

ÓÒÛ˘ÂÒÚ‚ÎflÂÏ˚ı ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË ÒÓ ëÚ‡Ì‰‡ÚÓÏ

ÄÄ1000, ÔÓ‰Ò˜ËÚ˚‚‡ÂÚÒfl ÍÓÎË˜ÂÒÚ‚Ó ·‡ÎÎÓ‚,

ÓÚ‡Ê‡˛˘Ëı ÒÓÓÚ‚ÂÚÒÚ‚ËÂ Ë‰Â‡Î¸Ì˚Ï ÔÓÍ‡Á‡ÚÂÎflÏ.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ·˚Î‡ Û‚Â‰ÓÏÎÂÌ‡ Ó

ÍËÚÂËflı ËÌÒÚÛÏÂÌÚ‡ VeriSEAAR
©
, ÌÓ ËÌÙÓÏ‡-

ˆËfl Ó ÏÂı‡ÌËÁÏÂ ÔÓ‰Ò˜ÂÚ‡ ·‡ÎÎÓ‚ ÂÈ ÌÂ ÔÂ‰ÓÒÚ‡‚-

ÎflÎ‡Ò¸. ç‡¯ ÔÓ‰ıÓ‰ ÓÒÌÓ‚˚‚‡ÎÒfl Ì‡ ÒÚÂÏÎÂÌËË

ÓÍ‡Á‡Ú¸ ÍÓÏÔ‡ÌËË ÒÓ‰ÂÈÒÚ‚ËÂ ‚ ÛÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡-

ÌËË ÓÒÛ˘ÂÒÚ‚ÎflÂÏÓ„Ó Â˛ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ-

˜ÂÚÌÓÒÚË ÔÛÚÂÏ ÔÓ‚Â‰ÂÌËfl Â„ÛÎflÌ˚ı ÔÓ‚ÂÓÍ

ÔË ÔÓÒÚÓflÌÌÓÏ ÔÓ‚˚¯ÂÌËË ÚÂ·Ó‚‡ÌËÈ, ‡ Ú‡ÍÊÂ

ËÌÙÓÏËÓ‚‡ÌËfl ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ ÍÓÏÔ‡ÌËË

Ó ÂÁÛÎ¸Ú‡Ú‡ı ˝ÚËı ÔÓ‚ÂÓÍ.

Ç ÚÂÍÒÚÂ ÓÚ˜ÂÚ‡ ÒÓ‰ÂÊËÚÒfl fl‰ ‚ÂËÙËÍ‡ˆËÓÌÌ˚ı

ÒËÏ‚ÓÎÓ‚, ÍÓÚÓ˚Â ·˚ÎË ÒÔÂˆË‡Î¸ÌÓ ‡Á‡·ÓÚ‡Ì˚,

˜ÚÓ·˚ ÓÚÏÂ˜‡Ú¸ ‡Á‰ÂÎ˚ Ë Ù‡„ÏÂÌÚ˚,

ÔÓ‰Ú‚ÂÊ‰ÂÌÌ˚Â «Å˛Ó ÇÂËÚ‡Ò»
1111
.

áÄé «Å˛Ó ÇÂËÚ‡Ò êÛÒ¸»

22 ÓÍÚfl·fl 2003 „.

3. METHODOLOGY

We have used a variety of established auditing tech-

niques to check the accuracy of information pre-

sented in this report. These include inspection of

records and documents, internal and external

enquiry, confirmation of information sources and

accuracy, direct observation of the dialogues and

other key elements of the process.

Bureau Veritas attended stakeholder dialogue ses-

sions to assess the freedom of stakeholders’ expres-

sion, the capture of issues raised and the correlation

of these issues with the responses and commitments

published in the report.

To assess the social reporting process against the

AA1000 Standard, we deployed our quantitative

assessment tool, VeriSEAAR
©
, structured into three

distinct stages: pre-consultation, consultation and

post-consultation. VeriSEAAR
©
is modelled on a

complete and literal interpretation of the require-

ments of the AA1000 Standard and provides a com-

pliance score against each of the three stages and

the individual process steps of AA1000.

BAT Russia was informed about the criteria used

within VeriSEAAR
©
but not the scoring mechanism.

Our philosophy has been to help the company to

accelerate improvements in its social reporting

process by providing incremental and regular audit

and assurance feedback.

Within the body of the report, there is a number

of verification symbols, designed to highlight

exactly which areas of text have been verified

by Bureau Veritas
1111
.

CJSC Bureau Veritas Rus

22 October, 2003

1. Верификационные символы приведены на стр. 23. 1. The verification symbols are given on page 23.
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Отчет о деятельности компании
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èÂ‰ÒÚ‡‚ËÚÂÎË ÒÎÂ‰Û˛˘Ëı 67 Ó„‡ÌËÁ‡ˆËÈ Ë

Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó·˙Â‰ËÌÂÌËÈ Û˜‡ÒÚ‚Ó‚‡ÎË ‚ ‰Ë‡ÎÓ„‡ı

‚ÚÓÓ„Ó ˆËÍÎ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË

«ÅÄí êÓÒÒËfl», ÒÓÒÚÓfl‚¯ËıÒfl ‚ ÔÂËÓ‰ Ò Ï‡Ú‡

ÔÓ ‡‚„ÛÒÚ 2003 „Ó‰‡.

Ä„ÂÌÚÒÚ‚Ó ÔÓ Â„ËÓÌ‡Î¸ÌÓÏÛ ‡Á‚ËÚË˛

ÔË „Û·ÂÌ‡ÚÓÂ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

Ä‰ÏËÌËÒÚ‡ˆËfl îÛÌÁÂÌÒÍÓ„Ó ‡ÈÓÌ‡

„. ë‡‡ÚÓ‚‡

ÄÒÒÓˆË‡ˆËfl ÂÍÎ‡ÏÓ‰‡ÚÂÎÂÈ

É‡ÁÂÚ‡ «ÇÂÏfl ÌÓ‚ÓÒÚÂÈ»

É‡ÁÂÚ‡ «àÁ‚ÂÒÚËfl»

É‡ÁÂÚ‡ «êÓÒÒËÈÒÍ‡fl „‡ÁÂÚ‡»

É‡ÁÂÚ‡ «ë‡‡ÚÓ‚ – ÒÚÓÎËˆ‡ èÓ‚ÓÎÊ¸fl»

ÉÎ‡‚ÌÓÂ ÛÔ‡‚ÎÂÌËÂ ÔËÓ‰Ì˚ı ÂÒÛÒÓ‚ Ë

Óı‡Ì˚ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚ åËÌËÒÚÂÒÚ‚‡

ÔËÓ‰Ì˚ı ÂÒÛÒÓ‚ êî ÔÓ ë‡‡ÚÓ‚ÒÍÓÈ

Ó·Î‡ÒÚË

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ‡fl ËÌÒÔÂÍˆËfl ÚÛ‰‡

ÔÓ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ˚È Ì‡Û˜ÌÓ-ËÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍËÈ

ˆÂÌÚ ÔÓÙËÎ‡ÍÚË˜ÂÒÍÓÈ ÏÂ‰ËˆËÌ˚

åËÌËÒÚÂÒÚ‚‡ Á‰‡‚ÓÓı‡ÌÂÌËfl êî

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ‡fl ÚÓ„Ó‚‡fl ËÌÒÔÂÍˆËfl

åËÌËÒÚÂÒÚ‚‡ ˝ÍÓÌÓÏË˜ÂÒÍÓ„Ó ‡Á‚ËÚËfl

Ë ÚÓ„Ó‚ÎË êî

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ‡fl ÚÓ„Ó‚‡fl ËÌÒÔÂÍˆËfl

ÔÓ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ˚È Ò‡ÌËÚ‡ÌÓ-

˝ÔË‰ÂÏËÓÎÓ„Ë˜ÂÒÍËÈ Ì‡‰ÁÓ „. ë‡‡ÚÓ‚‡

ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ˚È Ú‡ÏÓÊÂÌÌ˚È ÍÓÏËÚÂÚ Pî

ÉÛÔÔ‡ ÊËÎ¸ˆÓ‚ ‰ÓÏÓ‚ ‹ 157, 134/142 ÔÓ ÛÎËˆÂ

ê‡·Ó˜‡fl, îÛÌÁÂÌÒÍËÈ ‡ÈÓÌ, „. ë‡‡ÚÓ‚

Приложение 1
Участники диалогов

Representatives of 67 following organisations took part

in the dialogue sessions, which were held between

March and August of 2003, in the course of Cycle 2

of BAT Russia’s social reporting.

Regional Development Agency at the Governor’s

Office, Saratov Region

Frounzensky district Administration, Saratov

Association of Advertisers

Vremia Novostei newspaper

Izvestia newspaper

Rossiyskaya Gazeta newspaper

Saratov – Stolitsa Povolzhia newspaper

Central Administrative Board for Natural Resources

and Environment Protection, Ministry of Natural

Resources of the Russian Federation, Department

for the Saratov Region

State Labour Inspection, Saratov Region

State Research Centre for Prophylactic Medicine,

Ministry of Health of the Russian Federation

State Trade Inspection, Ministry of Economic

Development and Trade of the Russian Federation

State Trade Inspection, Saratov Region

State Sanitary and Epidemiological Inspection,

Saratov

State Customs Committee of the Russian

Federation

Group of tenants, Houses No. 157, 134/142,

Rabochaya Street, Frounzensky district, Saratov

Appendix 1
Dialogue Participants
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ÑÂÔÛÚ‡Ú˚ ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓÈ ‰ÛÏ˚ îÂ‰Â‡Î¸ÌÓ„Ó

ÒÓ·‡ÌËfl êî

ÑÂÔÛÚ‡Ú˚ åÓÒÍÓ‚ÒÍÓÈ „ÓÓ‰ÒÍÓÈ ‰ÛÏ˚

ÑÂÔÛÚ‡Ú˚ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚÌÓÈ ‰ÛÏ˚

ÜÛÌ‡Î «ëÓ‚ÂÚÌËÍ»

ÜÛÌ‡Î «ÇÂÒÚÌËÍ åÂ‰Ë‡»

àÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍËÈ ˆÂÌÚ «êéåàê –

åÓÌËÚÓËÌ„»

äÓÏËÚÂÚ „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó ˝ÍÓÎÓ„Ë˜ÂÒÍÓ„Ó

ÍÓÌÚÓÎfl Ë ÔËÓ‰ÓÔÓÎ¸ÁÓ‚‡ÌËfl ë‡‡ÚÓ‚ÒÍÓÈ

Ó·Î‡ÒÚË

äÓÏËÚÂÚ è‡‚ËÚÂÎ¸ÒÚ‚‡ åÓÒÍ‚˚ ÔÓ ÂÍÎ‡ÏÂ,

ËÌÙÓÏ‡ˆËË Ë ÓÙÓÏÎÂÌË˛ „. åÓÒÍ‚˚

äÓÏËÚÂÚ ÔÓ ÚÓ„Ó‚ÎÂ Ô‡‚ËÚÂÎ¸ÒÚ‚‡ ë‡‡ÚÓ‚ÒÍÓÈ

Ó·Î‡ÒÚË

äÓÏËÚÂÚ ÔÓ ÛÔ‡‚ÎÂÌË˛ ËÏÛ˘ÂÒÚ‚ÓÏ

ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

äÓÏËÚÂÚ ÔÓ ˝ÍÓÌÓÏËÍÂ ‡‰ÏËÌËÒÚ‡ˆËË

„. ë‡‡ÚÓ‚‡

åÂÊ‰ÛÌ‡Ó‰Ì‡fl ÍÓÌÙÂ‰Â‡ˆËfl Ó·˘ÂÒÚ‚

ÔÓÚÂ·ËÚÂÎÂÈ

åËÌËÒÚÂÒÚ‚Ó Á‰‡‚ÓÓı‡ÌÂÌËfl êî

åËÌËÒÚÂÒÚ‚Ó Ó·‡ÁÓ‚‡ÌËfl êî

åËÌËÒÚÂÒÚ‚Ó ÔÓÏ˚¯ÎÂÌÌÓÒÚË, Ì‡ÛÍË

Ë ÚÂıÌÓÎÓ„ËÈ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

åËÌËÒÚÂÒÚ‚Ó êî ÔÓ ‡ÌÚËÏÓÌÓÔÓÎ¸ÌÓÈ

ÔÓÎËÚËÍÂ Ë ÔÓ‰‰ÂÊÍÂ ÔÂ‰ÔËÌËÏ‡ÚÂÎ¸ÒÚ‚‡

åËÌËÒÚÂÒÚ‚Ó êî ÔÓ Ì‡ÎÓ„‡Ï Ë Ò·Ó‡Ï

åËÌËÒÚÂÒÚ‚Ó ˝ÍÓÌÓÏË˜ÂÒÍÓ„Ó ‡Á‚ËÚËfl

Ë ÚÓ„Ó‚ÎË êî

åÓÒÍÓ‚ÒÍËÈ „ÓÓ‰ÒÍÓÈ ˆÂÌÚ ÔÓ ÎÂ˜ÂÌË˛

Ë ÔÓÙËÎ‡ÍÚËÍÂ Ú‡·‡ÍÓÍÛÂÌËfl

Deputies of the State Duma of the Federal

Assembly of the Russian Federation

Deputies of the Moscow State Duma

Deputies of the Saratov Regional Duma

Sovetnik magazine

Vestnik Media magazine

ROMIR-Monitoring Research Centre

Committee for State Environmental Control and

Nature Management, Saratov Region

Committee for Advertising, Information and

Moscow City Decoration, Moscow City

Government

Trade Department, Saratov Regional Administration

Property Department, Saratov Regional

Administration

Committee for Economic Issues, City

Administration, Saratov

International Confederation of Consumer Protection

Associations

Ministry of Health of the Russian Federation

Ministry of Education of the Russian Federation

Ministry of Industry, Science and Technologies,

Saratov Region

Ministry of Antimonopoly Policy and Enterprise

Support of the Russian Federation

Ministry of Taxation of the Russian Federation

Ministry of Economic Development and Trade of

the Russian Federation

Moscow Municipal Centre for Treatment and

Prophylaxis of Tobacco Smoking
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åÓÒÍÓ‚ÒÍËÈ çàà ÔÛÎ¸ÏÓÌÓÎÓ„ËË

åËÌËÒÚÂÒÚ‚‡ Á‰‡‚ÓÓı‡ÌÂÌËfl êî

åÓÒÍÓ‚ÒÍÓÂ Ó·˘ÂÒÚ‚Ó Á‡˘ËÚ˚ Ô‡‚

ÔÓÚÂ·ËÚÂÎÂÈ

åÛÌËˆËÔ‡ÎËÚÂÚ ‡ÈÓÌ‡ «ÅÂ„Ó‚ÓÈ», „. åÓÒÍ‚‡

ç‡Û˜ÌÓ-ËÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍËÈ ËÌÒÚËÚÛÚ ÓÌÍÓÎÓ„ËË

ËÏ. ÔÓÙÂÒÒÓ‡ ç. ç. èÂÚÓ‚‡,

„. ë‡ÌÍÚ-èÂÚÂ·Û„

ç‡ˆËÓÌ‡Î¸Ì˚È ÍÓÓ‰ËÌ‡ˆËÓÌÌ˚È ˆÂÌÚ ÔÓ

ÔÂÓ‰ÓÎÂÌË˛ ÍÛÂÌËfl ÔË åËÌËÒÚÂÒÚ‚Â

Á‰‡‚ÓÓı‡ÌÂÌËfl êî

çàà Í‡ÌˆÂÓ„ÂÌÂÁ‡ éÌÍÓÎÓ„Ë˜ÂÒÍÓ„Ó Ì‡Û˜ÌÓ„Ó

ˆÂÌÚ‡ êÄåç

é·Î‡ÒÚÌÓÈ Ó‰ËÎ¸Ì˚È ‰ÓÏ, „. ë‡‡ÚÓ‚

é·˘ÂÒÚ‚ÂÌÌ‡fl Ô‡Î‡Ú‡ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

é·˘ÂÒÚ‚ÂÌÌ˚È ÒÓ‚ÂÚ ÊËÎ¸ˆÓ‚ ‰ÓÏ‡ ‹ 14

ÔÓ ãÂÌËÌ„‡‰ÒÍÓÏÛ ÔÓÒÔÂÍÚÛ, „. åÓÒÍ‚‡

é·˘ÂÒÚ‚ÂÌÌ˚È ÒÓ‚ÂÚ ÔÓ ÔÓ·ÎÂÏÂ

ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl

ìÔ‡‚‡ ‡ÈÓÌ‡ «ÅÂ„Ó‚ÓÈ», „. åÓÒÍ‚‡

êÂÍÎ‡ÏÌÓÂ ‡„ÂÌÚÒÚ‚Ó G2

êÓÒÒËÈÒÍ‡fl ÄÍ‡‰ÂÏËfl ÏÂ‰ËˆËÌÒÍËı Ì‡ÛÍ

êÓÒÒËÈÒÍ‡fl ÄÒÒÓˆË‡ˆËfl ÂÍÎ‡ÏÌ˚ı ‡„ÂÌÚÒÚ‚

êÓÒÒËÈÒÍÓÂ ÓÚ‰ÂÎÂÌËÂ åÂÊ‰ÛÌ‡Ó‰ÌÓÈ

‡ÒÒÓˆË‡ˆËË ·ËÁÌÂÒ-ÍÓÏÏÛÌËÍ‡ˆËÈ

êÓÒÒËÈÒÍÓÂ ÓÚ‰ÂÎÂÌËÂ åÂÊ‰ÛÌ‡Ó‰ÌÓÈ

ÂÍÎ‡ÏÌÓÈ ‡ÒÒÓˆË‡ˆËË

Moscow Research Institute for Pulmonary

Research, Ministry of Health of the Russian

Federation

Moscow Association for Consumer Protection

Begovoi district Municipality, Moscow

Oncological Research Institute named after

Professor N.N. Petrov, St.-Petersburg

National Coordination Centre for Smoking

Prevention at the Ministry of Health of the Russian

Federation

Research Institute for Carcinogenesis, Oncological

Research Centre of the Russian Academy of

Medical Sciences

Saratov Regional Maternity Hospital

Public Council at the Governor’s Office, Saratov

Region

Public Board of Tenants, House 14, Leningradsky

Prospect, Moscow

Public Council on the Problem of Underage

Smoking

Begovoi district Administration, Moscow

G2 Advertising Agency

Russian Academy of Medical Sciences

Russian Association of Advertising Agencies

Russian Branch of the International Association of

Business Communications

Russian Branch of the International Advertising

Association

Приложение 1

Appendix 1
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ë‡‡ÚÓ‚ÒÍ‡fl „Û·ÂÌÒÍ‡fl ÚÓ„Ó‚Ó-ÔÓÏ˚¯ÎÂÌÌ‡fl

Ô‡Î‡Ú‡

ë‡‡ÚÓ‚ÒÍ‡fl Ó·Î‡ÒÚÌ‡fl Ó·˘ÂÒÚ‚ÂÌÌ‡fl

Ó„‡ÌËÁ‡ˆËfl Á‡˘ËÚ˚ Ô‡‚ ÔÓÚÂ·ËÚÂÎÂÈ

ë‡‡ÚÓ‚ÒÍ‡fl Ú‡ÏÓÊÌfl èË‚ÓÎÊÒÍÓ„Ó

Ú‡ÏÓÊÂÌÌÓ„Ó ÛÔ‡‚ÎÂÌËfl ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó

Ú‡ÏÓÊÂÌÌÓ„Ó ÍÓÏËÚÂÚ‡ êî

ë‡‡ÚÓ‚ÒÍËÈ ‡Í‡‰ÂÏË˜ÂÒÍËÈ ÚÂ‡Ú ÓÔÂ˚

Ë ·‡ÎÂÚ‡

ë‡‡ÚÓ‚ÒÍËÈ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚È ‡Í‡‰ÂÏË˜ÂÒÍËÈ

ÚÂ‡Ú ‰‡Ï˚

ë‡‡ÚÓ‚ÒÍËÈ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚È ıÛ‰ÓÊÂÒÚ‚ÂÌÌ˚È

ÏÛÁÂÈ ËÏÂÌË Ä. ç. ê‡‰Ë˘Â‚‡

ë‡‡ÚÓ‚ÒÍÓÂ ÚÂËÚÓË‡Î¸ÌÓÂ ÛÔ‡‚ÎÂÌËÂ

åËÌËÒÚÂÒÚ‚‡ ÔÓ ‡ÌÚËÏÓÌÓÔÓÎ¸ÌÓÈ ÔÓÎËÚËÍÂ

Ë ÔÓ‰‰ÂÊÍÂ ÔÂ‰ÔËÌËÏ‡ÚÂÎ¸ÒÚ‚‡ êî

ëÓ‚ÂÚ ÄÒÒÓˆË‡ˆËÈ åÂ‰ËÈÌÓÈ àÌ‰ÛÒÚËË

(ëÄåà)

ëÓ‚ÂÚ ÔÓ Ó·˘ÂÒÚ‚ÂÌÌ˚Ï ÓÚÌÓ¯ÂÌËflÏ ÔË

„Û·ÂÌ‡ÚÓÂ ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

ëÓ˛Á ÔÓÚÂ·ËÚÂÎÂÈ êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË

ìÔ‡‚ÎÂÌËÂ ÔÓ Óı‡ÌÂ ÓÍÛÊ‡˛˘ÂÈ ÔËÓ‰ÌÓÈ

ÒÂ‰˚ ‡‰ÏËÌËÒÚ‡ˆËË „. ë‡‡ÚÓ‚‡

ñÂÌÚ ÉÓÒÒ‡Ì˝ÔË‰Ì‡‰ÁÓ‡ îÛÌÁÂÌÒÍÓ„Ó ‡ÈÓÌ‡

„. ë‡‡ÚÓ‚‡

ñÂÌÚ ÒÚ‡ÚÂ„Ë˜ÂÒÍÓ„Ó ÔÎ‡ÌËÓ‚‡ÌËfl

ë‡‡ÚÓ‚ÒÍÓÈ Ó·Î‡ÒÚË

Saratov Regional Chamber of Commerce and

Industry

Saratov Regional Public Organisation for Consumer

Protection

Saratov Customs Office of Privolzhje Customs

Department, State Customs Committee of the

Russian Federation

Saratov Opera and Ballet Theatre

Saratov State Drama Theatre

Saratov State Art Museum named after

A.N. Radischev

Saratov Territorial Administration of the Ministry of

Antimonopoly Policy and Enterprise Support of the

Russian Federation

Union of Media Associations

Council for Social Relations at the Governor’s

Office, Saratov Region

Consumers Union of Russia

Department for Environment Protection, Saratov

City Administration

Centre for State Sanitary and Epidemiological

Control, Frounzensky district, Saratov

Saratov Regional Centre for Strategic Planning
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ПЛАНИРОВАНИЕ

К1 Определение обязательств и
управленческих процедур
é„‡ÌËÁ‡ˆËfl ·ÂÂÚ Ì‡ ÒÂ·fl Ó·flÁ‡ÚÂÎ¸ÒÚ‚Ó ‚ÂÒÚË

ÔÓˆÂÒÒ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, Ó·ÂÒÔÂ˜Ë‚‡Ú¸

Â„Ó ÌÂÁ‡‚ËÒËÏ˚È ‡Û‰ËÚ Ë ÔË‚ÎÂÍ‡Ú¸ ÔÂ‰ÒÚ‡‚Ë-

ÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Í Û˜‡ÒÚË˛ ‚Ó ‚ÒÂı ˝Ú‡Ô‡ı

‰‡ÌÌÓ„Ó ÔÓˆÂÒÒ‡. ë ˝ÚÓÈ ˆÂÎ¸˛ ËÒÔÓÎ¸ÁÛ˛ÚÒfl

ÒÔÂˆË‡Î¸Ì˚Â ÛÔ‡‚ÎÂÌ˜ÂÒÍËÂ ÔÓˆÂ‰Û˚.

К2 Идентификация представителей
общественности
é„‡ÌËÁ‡ˆËfl ÓÔÂ‰ÂÎflÂÚ „ÛÔÔ˚ ÙËÁË˜ÂÒÍËı

Ë ˛Ë‰Ë˜ÂÒÍËı ÎËˆ, ÍÓÚÓ˚Â ÎË·Ó ÒÔÓÒÓ·Ì˚

‚ÎËflÚ¸ Ì‡ ÂÂ ‰ÂflÚÂÎ¸ÌÓÒÚ¸, ÎË·Ó ËÒÔ˚Ú˚‚‡˛Ú

‚ÎËflÌËÂ ÔÓÒÎÂ‰ÌÂÈ. é„‡ÌËÁ‡ˆËfl ÓÔËÒ˚‚‡ÂÚ

ı‡‡ÍÚÂ ‚Á‡ËÏÓÓÚÌÓ¯ÂÌËÈ Ò Í‡Ê‰ÓÈ „ÛÔÔÓÈ.

К3 Определение/пересмотр ценностей
é„‡ÌËÁ‡ˆËfl ÓÔÂ‰ÂÎflÂÚ ËÎË ÔÂÂÒÏ‡ÚË‚‡ÂÚ

ˆÂÎË Ë ˆÂÌÌÓÒÚË, ÍÓÚÓ˚ÏË ÓÌ‡ ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl

‚ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË.

ОТЧЕТНОСТЬ

К4 Идентификация актуальных вопросов
ë ÔÓÏÓ˘¸˛ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

Ó„‡ÌËÁ‡ˆËfl ÓÔÂ‰ÂÎflÂÚ ÍÛ„ ‡ÍÚÛ‡Î¸Ì˚ı

‚ÓÔÓÒÓ‚, Ò‚flÁ‡ÌÌ˚ı Ò ÒÓˆË‡Î¸Ì˚ÏË ‡ÒÔÂÍÚ‡ÏË

ÂÂ ‰ÂflÚÂÎ¸ÌÓÒÚË.

К5 Определение рамок процесса
ë ÔË‚ÎÂ˜ÂÌËÂÏ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓ-

ÒÚË Ó„‡ÌËÁ‡ˆËfl ÓÔÂ‰ÂÎflÂÚ ‡ÏÍË ÚÂÍÛ˘Â„Ó

ÔÓˆÂÒÒ‡, ‡ ËÏÂÌÌÓ: Û˜‡ÒÚÌËÍÓ‚ ‰Ë‡ÎÓ„Ó‚,

„ÂÓ„‡ÙË˜ÂÒÍËÈ Óı‚‡Ú, Û˜‡ÒÚ‚Û˛˘ËÂ

ÔÓ‰‡Á‰ÂÎÂÌËfl ÍÓÏÔ‡ÌËË, ÚÂÏ˚ ‰Îfl Ó·ÒÛÊ‰ÂÌËfl

‚ ÚÂÍÛ˘ÂÏ ËÎË ‚ ÔÓÒÎÂ‰Û˛˘ÂÏ ˆËÍÎ‡ı.

é„‡ÌËÁ‡ˆËfl ÓÔÂ‰ÂÎflÂÚ ‚ÂÏÂÌÌ˚Â ‡ÏÍË

‰‡ÌÌÓ„Ó ˆËÍÎ‡, ÏÂÚÓ‰˚ Ë Ï‡Ò¯Ú‡· ‡Û‰ËÚ‡,

‡ Ú‡ÍÊÂ ‚˚·Ë‡ÂÚ ‡Û‰ËÚÓ‡ Ò ÚÂÏ, ˜ÚÓ·˚

„‡‡ÌÚËÓ‚‡Ú¸ ‚ÒÂÏ Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚Ï ÒÚÓÓÌ‡Ï

‚˚ÒÓÍÓÍ‡˜ÂÒÚ‚ÂÌÌÓÂ ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ

ÒÓÓÚ‚ÂÚÒÚ‚Ëfl ÔÓˆÂÒÒ‡ ëÚ‡Ì‰‡ÚÛ ÄÄ1000.

Приложение 2
Основные этапы процесса социальной отчетности:
требования Cтандарта АА1000

PLANNING

P1 Establish commitments 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 inclu-

sion of stakeholders in the process.

P2 Identify stakeholders
The organisation identifies its stakeholders and

characterises its relationship with each such group.

P3 Define/review values
The organisation defines or reviews its current mis-

sion 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, and operating units, and the issues to be

addressed in the current or future cycles.

It identifies the timing of the current cycle.

The organisation also identifies the audit methods,

the audit scope, and the auditor to provide a high

level of quality assurance to all its stakeholders.

Appendix 2
Main Stages of Social Reporting
Process: Requirements of the
AA1000 Standard
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К6 Установление индикаторов
èË Û˜‡ÒÚËË ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

Ó„‡ÌËÁ‡ˆËfl ÛÒÚ‡Ì‡‚ÎË‚‡ÂÚ ÒÓˆË‡Î¸Ì˚Â Ë

˝ÚË˜ÂÒÍËÂ ËÌ‰ËÍ‡ÚÓ˚, ÍÓÚÓ˚Â ÓÔÂ‰ÂÎfl˛Ú,

‚ Í‡ÍÓÈ ÒÚÂÔÂÌË Ô‡ÍÚË˜ÂÒÍ‡fl ‰ÂflÚÂÎ¸ÌÓÒÚ¸

Ó„‡ÌËÁ‡ˆËË ÒÓÓÚÌÓÒËÚÒfl Ò ÂÂ ˆÂÌÌÓÒÚflÏË Ë

ˆÂÎflÏË, Ò ˆÂÌÌÓÒÚflÏË Ë ÓÊË‰‡ÌËflÏË ÔÂ‰ÒÚ‡-

‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË, ‚˚fl‚ÎÂÌÌ˚ÏË ‚

ÔÓˆÂÒÒÂ ÍÓÌÒÛÎ¸Ú‡ˆËÈ Ò ÌËÏË, ‡ Ú‡ÍÊÂ Ò

ÌÓÏ‡ÏË Ë ÓÊË‰‡ÌËflÏË Ó·˘ÂÒÚ‚‡ ‚ ˆÂÎÓÏ.

К7 Сбор информации
é„‡ÌËÁ‡ˆËfl ÒÓ·Ë‡ÂÚ ËÌÙÓÏ‡ˆË˛ Ó Ò‚ÓÂÈ

‰ÂflÚÂÎ¸ÌÓÒÚË, ÓËÂÌÚËÛflÒ¸ Ì‡ ÛÒÚ‡ÌÓ‚ÎÂÌÌ˚Â

ËÌ‰ËÍ‡ÚÓ˚. éÌ‡ ‚Ó‚ÎÂÍ‡ÂÚ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‚ ÔÓˆÂÒÒ ‡Á‡·ÓÚÍË ÏÂÚÓ‰Ó‚

Ò·Ó‡ ËÌÙÓÏ‡ˆËË, ˜ÚÓ ÔÓÁ‚ÓÎflÂÚ ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎflÏ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÚÓ˜ÌÓ Ë ÔÓÎÌÓ ‚˚‡ÁËÚ¸

Ò‚ÓË ÓÊË‰‡ÌËfl Ë ÂÍÓÏÂÌ‰‡ˆËË.

К8 Анализ информации, постановка целей
и разработка плана усовершенствования
деятельности
ç‡ ÓÒÌÓ‚‡ÌËË ÒÓ·‡ÌÌÓÈ ËÌÙÓÏ‡ˆËË

Ó„‡ÌËÁ‡ˆËfl:

(a) éˆÂÌË‚‡ÂÚ ÒÓÓÚ‚ÂÚÒÚ‚ËÂ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

‡ÌÂÂ ÛÒÚ‡ÌÓ‚ÎÂÌÌ˚Ï ˆÂÌÌÓÒÚflÏ, ˆÂÎflÏ Ë

Á‡‰‡˜‡Ï;

(б) èÓ ÂÁÛÎ¸Ú‡Ú‡Ï ‰‡ÌÌÓÈ ÓˆÂÌÍË, ‡ Ú‡ÍÊÂ

ÍÓÌÒÛÎ¸Ú‡ˆËÈ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ‡Á‡·‡Ú˚‚‡ÂÚ ËÎË

ÔÂÂÒÏ‡ÚË‚‡ÂÚ ˆÂÎË Ë Á‡‰‡˜Ë Ì‡ ·Û‰Û˘ÂÂ Ò

ˆÂÎ¸˛ ÛÒÓ‚Â¯ÂÌÒÚ‚Ó‚‡ÌËfl Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË.

ПОДГОТОВКА ОТЧЕТА

И ПРОВЕДЕНИЕ АУДИТА

К9 Подготовка отчета
é„‡ÌËÁ‡ˆËfl „ÓÚÓ‚ËÚ ëÓˆË‡Î¸Ì˚È ÓÚ˜ÂÚ ÔÓ

ÂÁÛÎ¸Ú‡Ú‡Ï ÔÓ‚Â‰ÂÌÌÓ„Ó ˆËÍÎ‡. éÚ˜ÂÚ flÒÌÓ

Ë ÌÂÔÂ‰‚ÁflÚÓ Ó·˙flÒÌflÂÚ ıÓ‰ ÔÓˆÂÒÒ‡ Ë

‰ÂÏÓÌÒÚËÛÂÚ, ‚ Í‡ÍÓÈ ÒÚÂÔÂÌË ‰ÂflÚÂÎ¸ÌÓÒÚ¸

Ó„‡ÌËÁ‡ˆËË ÓÚ‚Â˜‡ÂÚ ÂÂ ˆÂÌÌÓÒÚflÏ, ˆÂÎflÏ Ë

Á‡‰‡˜‡Ï, ‚ÍÎ˛˜‡fl Á‡‰‡˜Ë ‚ Ó·Î‡ÒÚË ÒÓˆË‡Î¸ÌÓÈ

ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË. é„‡ÌËÁ‡ˆËfl ÔÂ‰ÓÒÚ‡‚ÎflÂÚ

Ò‡‚ÌËÚÂÎ¸Ì˚Â ‰‡ÌÌ˚Â Ò ÚÂÏ, ˜ÚÓ·˚ ÔÓÏÓ˜¸

ÔÂ‰ÒÚ‡‚ËÚÂÎflÏ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ÓˆÂÌËÚ¸

ÒÂ„Ó‰Ìfl¯Ì˛˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸ ÍÓÏÔ‡ÌËË ‚

ÍÓÌÚÂÍÒÚÂ ÚÂÌ‰ÂÌˆËÈ ÔÂ‰˚‰Û˘Â„Ó ÔÂËÓ‰‡,

‡ Ú‡ÍÊÂ ‚ Ò‡‚ÌÂÌËË Ò ‰ÓÒÚËÊÂÌËflÏË

Ó„‡ÌËÁ‡ˆËÈ – ÎË‰ÂÓ‚ ‚ ˝ÚÓÈ Ó·Î‡ÒÚË, ÂÒÎË

Ú‡ÍÓ‚˚Â ËÏÂ˛ÚÒfl.

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 such group, – and wider

societal norms and expectations.

P7 Collect information
The organisation collects information about its

performance in respect of the identified indicators.

The organisation engages with stakeholders in the

design of collection methods, which allow

stakeholders to accurately and fully express their

aspirations and needs.

P8 Analyse information, set targets and develop
improvement plan
From the information collected, the organisation:

a) Evaluates its performance against values,

objectives and targets previously set;

b) Uses this evaluation and engagement with

stakeholders to develop or revise objectives and

targets for the future, with a focus on improving

performance.

AUDITING AND REPORTING

P9 Prepare report
The organisation prepares a Social report relating to

the process undertaken in a specified period. The

report clearly and without bias explains the process

and demonstrates how the organisation's perform-

ance relates to its values, objectives and

targets. It includes information about its perform-

ance measured against its key social performance

targets. The organisation provides comparative

information for previous period to help stakeholders

understand the current performance in the context

of prior period trends and in the context of external

benchmarks, if available.
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К10 Аудиторский отчет
ç‡ ‚ÒÂı ˝Ú‡Ô‡ı ÔÎ‡ÌËÓ‚‡ÌËfl Ë ÔÓ‚Â‰ÂÌËfl

ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË Ó„‡ÌËÁ‡ˆËfl

Ó·ÂÒÔÂ˜Ë‚‡ÂÚ ÌÂÓ·ıÓ‰ËÏÛ˛ ÔÓ‰‰ÂÊÍÛ

ÌÂÁ‡‚ËÒËÏÓÏÛ ‡Û‰ËÚÓÛ ÔË ÓÒÛ˘ÂÒÚ‚ÎÂÌËË

ÔÓ‚ÂÍË Í‡Í Ò‡ÏÓ„Ó ÔÓˆÂÒÒ‡, Ú‡Í Ë

ËÌÙÓÏ‡ˆËË, ÒÓ‰ÂÊ‡˘ÂÈÒfl ‚ ÚÂÍÒÚÂ

ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡.

К11 Распространение отчета и сбор
комментариев
é„‡ÌËÁ‡ˆËfl ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ‚ÒÂÏ „ÛÔÔ‡Ï

ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË ËÌÙÓÏ‡ˆË˛

Ó Ò‚ÓÂÈ ÒÓˆË‡Î¸ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË ‚ ˆÂÎÓÏ,

‡ Ú‡ÍÊÂ ‰‡ÂÚ ËÏ ‚ÓÁÏÓÊÌÓÒÚ¸ ÓÁÌ‡ÍÓÏËÚ¸Òfl

Ò ÚÂÍÒÚÓÏ ëÓˆË‡Î¸ÌÓ„Ó ÓÚ˜ÂÚ‡ Ë Ò Á‡ÍÎ˛˜ÂÌËÂÏ

ÌÂÁ‡‚ËÒËÏÓ„Ó ‡Û‰ËÚÓ‡ ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË. é„‡ÌËÁ‡ˆËfl ‡ÍÚË‚ÌÓ ÒÓ·Ë‡ÂÚ

ÍÓÏÏÂÌÚ‡ËË ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË

Ò ˆÂÎ¸˛ ‰‡Î¸ÌÂÈ¯Â„Ó ‡Á‚ËÚËfl ÔÓˆÂÒÒ‡.

ВНЕДРЕНИЕ СОЦИАЛЬНОЙ ОТЧЕТНОСТИ 

В ПОВСЕДНЕВНУЮ ПРАКТИКУ

ОРГАНИЗАЦИИ

К12 Разработка и внедрение процедур
é„‡ÌËÁ‡ˆËfl ÒÓÁ‰‡ÂÚ ÒËÒÚÂÏ˚, ÌÂÓ·ıÓ‰ËÏ˚Â ‰Îfl

‰‡Î¸ÌÂÈ¯ÂÈ Â‡ÎËÁ‡ˆËË ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË Ë ‚˚ÔÓÎÌÂÌËfl ÔÓÒÚ‡‚ÎÂÌÌ˚ı Á‡‰‡˜

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ˆÂÌÌÓÒÚflÏË ÍÓÏÔ‡ÌËË.

ëËÒÚÂÏ˚ Ó·ÂÒÔÂ˜Ë‚‡˛Ú ÒÓ·Î˛‰ÂÌËÂ Ë ÔÓ‰‰ÂÊ‡-

ÌËÂ ˆÂÌÌÓÒÚÂÈ Ó„‡ÌËÁ‡ˆËË, ÛÔ‡‚ÎÂÌËÂ Ò·ÓÓÏ

Ë ‰ÓÍÛÏÂÌÚËÓ‚‡ÌËÂÏ ÌÂÓ·ıÓ‰ËÏÓÈ

ËÌÙÓÏ‡ˆËË, ‡ Ú‡ÍÊÂ ÔÓ‚Â‰ÂÌËÂ ‚ÌÛÚÂÌÌÂ„Ó

‡Û‰ËÚ‡/ÔÓ‚ÂÍË ÔÓˆÂÒÒ‡ ÒÓˆË‡Î¸ÌÓÈ

ÓÚ˜ÂÚÌÓÒÚË.

P10 Audit report
The organisation arranges and supports the external

audit of the social reporting process and the content

of the Social report. Support is provided to the

auditor throughout the planning and accounting

processes as appropriate.

P11 Communicate report and obtain feedback
The organisation communicates information on the

process and the social performance of the

organisation to all stakeholder groups. This includes

making accessible to all stakeholder groups the

social and ethical report together with the

independent audit opinion. The organisation

actively seeks feedback from the stakeholder groups

in order to further develop the process.

EMBEDDING

P12 Establish and embed systems
The organisation establishes systems to support the

process, and the on-going achievement of its

objectives and targets in line with its values.

Systems include those to implement and maintain

values, to manage the collection and documenta-

tion of information and to perform the internal

audit/review of the process.

Приложение 2

Appendix 2
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Диаграмма процесса социальной отчетности

Diagram of the Social Reporting Process

Диалог 2. Обсуждение обязательств, 
показателей и сроков их выполнения

Dialogue 2. Discuss commitments
and indicators of success

Формулирование
обязательств
Formulating

commitments

Подтверждение тематических 
границ диалога и приглашение

дополнительных участников
Confirm the scope and invite additional 

stakeholders to Dialogue 1

Диалог 1. Знакомство с позициями
представителей общественности

Dialogue 1. Understand
expectations

Определение 
участников диалога
Identify stakeholders

for dialogue

РАЗРАБОТКА
ПЛАНА
ENTRY PLAN

ПРОВЕДЕНИЕ
КОНСУЛЬТАЦИЙ
LISTENING

ПРИНЯТИЕ
РЕШЕНИЙ
DECISION

ВЫПОЛНЕНИЕ
ОБЯЗАТЕЛЬСТВ
DELIVERY

Реализация плана действий
Implement

Контроль за выполнением
плана и оценка

Monitor and measure
against indicators

Подготовка
и распространение отчета

Report and communicate

Аудит
Verify

Внутрикорпоративное
исследование

Internal Scoping

Определение круга представителей
общественности и актуальных вопросов

Stakeholder and Issues Mapping

Установление тематических
приоритетов и границ

Seleсt and prioritise
issues and scope
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Начиная с IV квартала 2002 года, «БАТ Россия»
размещает на сигаретных пачках информацию о
содержании смолы и никотина в дыме сигарет.
Это было сделано в соответствии с требованиями
Федерального закона «Об ограничении курения
табака». 

Начиная со II квартала 2002, компания публикует
данную информацию на рекламных материалах,
содержащих изображение пачек сигарет, произ-
веденных компанией.

Компания направила в Ассоциацию рекламода-
телей письмо для последующего распростране-
ния среди производителей табачной продукции,
рекламирующих свою продукцию на рынке. 

9 июня 2003 года компания запустила обновлен-
ный корпоративный веб-сайт www.batrussia.ru.
На сайте появился специальный раздел «Курения
и здоровье».

На веб-сайте компании размещены ссылки на ре-
сурсы независимых медицинских организаций,
где можно найти информацию по упомянутым во-
просам, а также советы о том, как бросить курить. 

Компания «БАТ Россия» издала буклет «Курение и
здоровье», представляющий позицию компании
по данным вопросам. В IV квартале 2003 года дан-
ная публикация распространена среди участни-
ков диалогов и других представителей общест-
венности.

Компания будет стремиться убедить других участ-
ников табачного рынка последовать ее примеру
и начать приводить данные об уровне содержания
смолы и никотина в дыме сигареты на пачках
и в рекламе, где используется изображение пачек.

Информация о содержании смолы и никотина в дыме
сигареты должна присутствовать на пачках произ-
водимых компанией сигарет.

Информация о содержании смолы и никотина
в дыме сигареты должна наноситься на рекламу, где
присутствует изображение пачек производимых
компанией сигарет.

Компания направит информационное письмо рекла-
модателям – производителям табачной продукции
с предложением размещать информацию о содер-
жании смолы и никотина в дыме сигареты на
рекламных материалах, содержащих изображение
пачек.

«БАТ Россия» будет продолжать работу по обеспе-
чению потребителей и общества в целом инфор-
мацией о рисках для здоровья, связанных с куре-
нием, и о том, как можно бросить курить.

Компания добавит на корпоративный веб-сайт
специальный раздел для потребителей, содержа-
щий информацию о воздействии курения на здо-
ровье человека.

Компания должна разместить на своем веб-сайте
электронные ссылки на независимые медицинские
источники (веб-сайты), на которых публикуются
материалы по этой тематике и рекомендации о
том, как можно бросить курить.

«БАТ Россия» опубликует и распространит среди
представителей общественности буклет, посвя-
щенный вопросам курения и здоровья.

I квартал
2003 г.

I квартал
2003 г.

I квартал
2003 г.

II квартал
2003 г.

II квартал
2003 г.

III квартал
2003 г.

Приложение 3
Отчет о выполнении обязательств, принятых компанией «БАТ Россия»
в течение первого цикла социальной отчетности в 2001–2002 годах

ИНФОРМИРОВАНИЕ ПОТРЕБИТЕЛЕЙI.

1.

a)

б)

в)

2.

a)

б)

3.

№ Обязательства Срок Статусвыполнения 
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The company started printing the information on tar
and nicotine content in cigarette smoke on packs
from the fourth quarter of 2002. This was done in
accordance with the provisions of the Federal Law
‘On Restricting Tobacco Smoking’

Starting in the fourth quarter of 2002, BAT Russia is
also placing information on tar and nicotine content
in cigarette smoke, in advertisements depicting
packs of cigarettes manufactured by the company. 

The company sent an information letter to the
Association of Advertisers for distribution among
manufacturers of tobacco products which advertise
in the market. 

The company has updated its website and the
amended version was launched on June 9, 2003. It
includes the special ‘Smoking and Health’ section. 

The company placed on its website electronic links
to independent medical sources (websites) contain-
ing relevant materials and advice on how to quit
smoking

BAT Russia published a booklet representing the
company position on smoking and health, for distri-
bution among stakeholders during the fourth quar-
ter of the year 2003.

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.

Information of tar and nicotine content in cigarette smoke
shall be placed on packs of cigarettes manufactured by
the company.

Information on tar and nicotine content in cigarette
smoke must be placed on advertisements depicting packs
of cigarettes manufactured by the company.

The company will send an information letter to advertis-
ers – manufacturers of tobacco products – persuading
them to place information on tar and nicotine content in
cigarette smoke on advertisements where packs are
depicted. 

BAT Russia intends to continue providing consumers
and the public with information on health risks asso-
ciated with smoking and on how to quit smoking. 

The company shall update its website and add a special
section for consumers containing information about the
effects of smoking on human health.

The company shall place on its website electronic
links to independent medical sources (websites) con-
taining relevant materials and advice on how to quit
smoking.

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

Q1 2003

Q1 2003

Q1 2003

Q2 2003

Q2 2003

Q32003

Appendix 3
Report on Fulfilment of the Commitments Assumed by BAT Russia
as a Result of Cycle 1 of Social Reporting Process in 2001–2002

№ Commitments Deadline for Statuscompletion
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CONSUMER INFORMATIONI.

1.

a)

b)

c)

2.

a)

b)

3.
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Опубликованные на центральном веб-сайте
«Бритиш Американ Тобакко» www.bat.com мате-
риалы о продукции, представляющей потенци-
ально меньший риск для здоровья потребителей,
были переведены на русский язык и размещены
на веб-сайте www.batrussia.ru.

Данные о налогах и других отчислениях, уплачен-
ных компанией в бюджеты разных уровней в про-
шлом году, включены в пресс-релиз за 2002 год,
опубликованный на корпоративном веб-сайте
www.batrussia.ru. В 2002 году налоги и сборы, уп-
лаченные «БАТ Россия» в бюджеты разных уров-
ней, составили 7 156 млн. рублей, включая НДС в
размере 1 535 млн. рублей и акцизные платежи в
размере 1 706 млн. рублей. 

«БАТ Россия» соблюдает требования Федерально-
го закона «О рекламе» и «Международных стан-
дартов маркетинга табачной продукции». В рекла-
ме используются образы физических лиц старше
35 лет, возраст которых подтверждается их пас-
портными данными, а поведение соответствует
стилю жизни людей данного возраста. 

Компания «БАТ Россия» приняла внутренний «Ко-
декс ответственного маркетинга табачных изде-
лий». Данный документ включает требования
российского законодательства, «Международных
стандартов маркетинга табачной продукции» и
внутренних процедур.

Компания обязуется регулярно информировать об-
щественность о ходе и задачах исследований в об-
ласти снижения рисков для здоровья курильщиков,
осуществляемых «Бритиш Американ Тобакко».

На веб-сайте «БАТ Россия» будут размещаться пе-
реведенные на русский язык материалы, которые
публикуются на центральном корпоративном веб-
сайте «Бритиш Американ Тобакко».

«БАТ Россия» обязуется регулярно сообщать пред-
ставителям общественности данные о налогах и
других сборах, уплачиваемых компанией в бюд-
жеты разных уровней.

Эта информация будет публиковаться на корпора-
тивном веб-сайте.

«БАТ Россия» намерена следить за соблюдением
буквы и духа положений Федерального закона
«О рекламе» и «Международных стандартов мар-
кетинга табачной продукции».

В рекламе должны использоваться образы лиц стар-
ше 35 лет, чье поведение соответствует стилю
жизни людей этого возраста.

Компания обязуется разработать и принять внут-
ренний «Кодекс ответственного маркетинга
табачных изделий».

со II
квартала

2003 г.

с I
квартала

2003 г.

I квартал
2003 г.

I квартал
2003 г.

Приложение 3

ОТВЕТСТВЕННОСТЬ ЗА ОПЛАТУ МЕДИЦИНСКИХ РАСХОДОВ, СВЯЗАННЫХ С ПОСЛЕДСТВИЯМИ КУРЕНИЯ

ПОЛИТИКА КОМПАНИИ В ОБЛАСТИ МАРКЕТИНГА ТАБАЧНЫХ ИЗДЕЛИЙ

РАЗРАБОТКА И ВНЕДРЕНИЕ ПРОДУКЦИИ, ПРЕДСТАВЛЯЮЩЕЙ МЕНЬШИЙ РИСК ДЛЯ ЗДОРОВЬЯ КУРИЛЬЩИКОВ

№ Обязательства Срок Статусвыполнения 

II.

1.

a)

III.

1.

a)

IV.
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The texts about the research on PREPs published on
the British American Tobacco central website
www.bat.com, were translated into Russian and
published on website www.batrussia.ru

Figures on taxes and duties paid by the company to
state budgets of different levels are included in the
2002 press release which was published on the corpo-
rate website www.batrussia.ru. In 2002, BAT Russia
paid 7 156 mn roubles in taxes and duties to state
budgets of different levels. This sum includes 1 535 mn
roubles of VAT and 1 706 mn roubles of excise paid.

Persons whose images are used in advertising are
above 35 years old by passport verification, and the
visuals employed are in line with the public view of
the lifestyle and behaviour of people of this age.

The company adopted a corporate ‘Code of the
Responsible Marketing of Tobacco Products’ which
encompasses the requirements set by the national
legislation, ‘International Marketing Standards of
Tobacco Products’ and BAT Russia’s internal market-
ing procedures.

In the fourth quarter of 2002 the company published
the text of the ‘International Marketing Standards of
Tobacco Products’ on its corporate website
www.batrussia.ru. 

The text of the Internal ‘Code of the Responsible
Marketing of Tobacco Products’ was published on
the corporate website. 

The company will regularly provide stakeholders
with information about the progress of research on
potentially reduced exposure products (PREPs) con-
ducted by British American Tobacco.

The texts on this topic published on British American
Tobacco central website www.bat.com will be translated
into Russian and made available on the BAT Russia web-
site www.batrussia.ru.

BAT Russia assumes an obligation to provide stake-
holders regularly with information on taxes and
duties paid by the company to state budgets of dif-
ferent levels. 

This information will be published on the corporate
website.

BAT Russia is committed to observing the Federal
Law 'On Advertising' and the ‘International
Marketing Standards of Tobacco Products’ both in
their letter and intent.

Persons whose images are used in advertising must not
only be above 35 years old but also the visuals employed
must be 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

BAT Russia is committed to informing the stakehold-
ers on a regular basis about the rules and practices of
responsible marketing pursued by the company. 

To publish the International Marketing Standards on the
corporate website.

To publish the ‘Code of Responsible Marketing of Tobacco
Products’ on the corporate website.

Starting
from Q2

2003 

Starting
from Q1

2003

Q1 2003

Q1 2003

Q1 2003

Q1 2003

Appendix 3

TOBACCO MARKETING POLICY

RESPONSIBILITY FOR THE HEALTH COSTS OF SMOKING

DEVELOPMENT AND INTRODUCTION OF POTENTIALLY REDUCED EXPOSURE PRODUCTS (PREPS)

№ Commitments Deadline for Statuscompletion

II.
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a)

III.

1.
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IV.

1.
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В IV квартале 2002 года компания опубликовала на
корпоративном веб-сайте www.batrussia.ru текст
«Международных стандартов маркетинга табач-
ной продукции». 

Текст внутреннего «Кодекса ответственного мар-
кетинга табачных изделий» был опубликован на
корпоративном веб-сайте www.batrussia.ru. Если
российское законодательство или добровольные
соглашения будут меняться, в документ будут
вноситься соответствующие поправки.

В 2002–2003 годах проводился ряд целевых про-
грамм, в том числе: образовательная программа
«Мой выбор» (при участии Министерства обра-
зования РФ), «Соревнование классов, свободных
от курения» (при участии администрации и коми-
тетов образования ряда российских городов),
программа наружной рекламы (одобрена регио-
нальными комитетами по рекламе).

В IV квартале 2002 года и I квартале 2003 года со-
ответствующим министерствам и органам госу-
дарственной власти были направлены копии Со-
циального отчета 2001–2002 и информационная
брошюра о деятельности Общественного совета
по проблеме подросткового курения.

В марте 2003 года одной из главных задач торго-
вых представителей компании являлось разме-
щение информационных материалов в торговых
точках и разъяснительная работа с продавцами.
Соответствующие мероприятия проводятся в те-
чение всего года и отражены в инструкциях для
торговых представителей компании.

Информационные материалы  доставлены в регио-
нальные офисы «БАТ Россия» для размещения в
торговых предприятиях.

«БАТ Россия» планирует регулярно знакомить
представителей общественности с принятыми в
компании правилами и практикой ведения ответст-
венного маркетинга.

Опубликовать «Международные стандарты марке-
тинга табачной продукции» на корпоративном
веб-сайте.

Опубликовать «Кодекс ответственного маркетин-
га табачных изделий» на корпоративном веб-сайте.

Компания намерена напрямую и через Общест-
венный совет по проблеме подросткового курения
(ОСППК) приглашать к сотрудничеству руководи-
телей медицинских и образовательных учрежде-
ний и органов государственной власти с целью
разработки эффективных мер по борьбе с курени-
ем несовершеннолетних.

Через ОСППК будут проводиться целевые програм-
мы, направленные на предотвращение курения сре-
ди несовершеннолетних, с привлечением предста-
вителей соответствующих министерств и ве-
домств.

Копии Социального отчета 2001–2002 и материа-
лов о программах, направленных на предотвраще-
ние курения среди несовершеннолетних, будут пре-
доставляться в соответствующие министерства
и органы государственной власти.

«БАТ Россия» будет активно и на плановой основе
продолжать работу по предотвращению продаж
табачных изделий несовершеннолетним.

Это требование должно быть закреплено в соот-
ветствующих инструкциях для торговых предста-
вителей компании.

Соответствующие материалы для торговых точек
будут изготовлены и доставлены в региональные
офисы компании.

I квартал
2003 г.

I квартал
2003 г.

IV квартал
2003 г.

I квартал
2003 г.

I квартал
2003 г.

I квартал
2003 г.

ПРОБЛЕМА ПРЕДОТВРАЩЕНИЯ КУРЕНИЯ СРЕДИ НЕСОВЕРШЕННОЛЕТНИХ

ПОЛИТИКА КОМПАНИИ В ОБЛАСТИ МАРКЕТИНГА ТАБАЧНЫХ ИЗДЕЛИЙ

Приложение 3
№ Обязательства Срок Статусвыполнения 
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In 2002–2003 a number of target programmes are
being implemented. Among these initiatives are:
the educational programme 'My Choice' which
takes place with the participation of the Ministry of
Education, the contest 'Non-smoking class' support-
ed by the administrations and educational commit-
tees of a number of Russian cities, and an outdoor
advertising programme endorsed by regional adver-
tising committees.

Copies of the Social Report 2001–2002, together
with the informational brochures describing activi-
ties of the Public Council on the Problem of
Underage Smoking, were sent to the appropriate
ministries and governmental bodies.

In March 2003 one of the top priorities in the work of
BAT Russia trade marketing representatives was the
placement of informational materials in points-of-
sale and advising retailers. Related activities are car-
ried out throughout the year and are reflected in rel-
evant instructions for the company's trade market-
ing representatives.

Informational materials for retail outlets were pro-
duced and delivered, for subsequent distribution
and replenishment, to the company's regional
offices.

Starting from the fourth quarter of 2002, the printed
materials and cigarette packs produced by the com-
pany carry the signs ‘Sales to persons under 18 pro-
hibited’ and ‘Our activity is for adult smokers only’.
The personnel involved in promotional activities
organised by BAT Russia also wear relevant signs.

The report for the year 2002 about the activities 
of the company in the area of YSP was published 
on the corporate website www.baturissa.ru. The
next report as of November 2003 is included in
Appendix 5 of this report.

The company intends, both directly and through the
Public Council on the Problem of Underage Smoking,
to invite heads of educational and medical institu-
tions and governmental bodies to cooperate. 

Programmes aiming at youth smoking prevention will
be carried out through the Public Council with the partic-
ipation of representatives of appropriate governmental
bodies. 

Copies of the Social Report 2001–2002 and materials on
programmes aiming at youth smoking prevention will be
submitted to relevant ministries and state authorities. 

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

This reguirement is reflected in relevant instructions for
the company's trade marketing representatives. 

Relevant materials for points-of-sales will be produced
and delivered to the company's regional offices. 

All 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'. 

BAT Russia intends to actively support programmes
aimed at youth smoking prevention including those
implemented through the Public Council on the
Problem of Underage Smoking. 

The company commits itself to reporting to the stakehold-
ers on its activities in this area every year, particularly by
publishing relevant information on the corporate website
www.batrussia.ru.

Q4 2003

Q1 2003

Q1 2003

Q1 2003

Q1 2003

Q4 2003

Appendix 3

№ Commitments Deadline for Statuscompletion
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THE PROBLEM OF YOUTH SMOKING PREVENTIONV.

1.

a)

b)

2.

a)

b)

3.

4.

а)
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На печатных рекламных материалах, наружных
рекламных носителях и сигаретных пачках будет
размещаться предупреждение «Продажа несовер-
шеннолетним запрещена», а при проведении рек-
ламных акций – значок «Наша акция – только для
совершеннолетних курильщиков»

«БАТ Россия» намерена и в дальнейшем активно
поддерживать программы, направленные на пре-
дотвращение курения среди несовершеннолетних,
в том числе осуществляемые через Общественный
совет по проблеме подросткового курения.

Компания обязуется предоставлять представите-
лям общественности ежегодный отчет о своей дея-
тельности в этой области, в частности, размещая
его на корпоративном веб-сайте.

Компания проанализирует свою практику участия
в социально ориентированных проектах.

Компания представит обновленную политику
в этой области представителям общественности 

Компания представит отчет о своей социальной
деятельности в 2002 году представителям обще-
ственности

«БАТ Россия» рассмотрит возможность оказания
помощи, в том числе финансовой, ряду медицин-
ских учреждений страны.

I квартал
2003 г.

IV квартал
2002 г.

I квартал
2003 г.

I квартал
2003 г.

IV квартал
2003 г.

ПРОБЛЕМА ПРЕДОТВРАЩЕНИЯ КУРЕНИЯ СРЕДИ НЕСОВЕРШЕННОЛЕТНИХ

Приложение 3
№ Обязательства Срок Статусвыполнения 

ДЕЯТЕЛЬНОСТЬ КОМПАНИИ В ОБЛАСТИ БЛАГОТВОРИТЕЛЬНОСТИ И СОЦИАЛЬНОГО ПАРТНЕРСТВА

V.

3.

4.

а)

VI.

1.

a)

б)

2.
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Начиная с IV квартала 2002 года, на печатных рек-
ламных материалах и сигаретных пачках, выпу-
щенных компанией, размещаются предупрежде-
ния «Продажа несовершеннолетним запрещена»
и «Наша акция – только для совершеннолетних ку-
рильщиков». Персонал, участвующий в проведе-
нии рекламных акций, организованных «БАТ Рос-
сия», носит соответствующие значки. 

Отчет о предпринятой компанией в 2002 году де-
ятельности в области предотвращения курения
среди несовершеннолетних был опубликован на
корпоративном веб-сайте www.batrussia.ru в
IV квартале 2002 года. Отчет по состоянию на се-
редину IV квартала 2003 года приведен в
Приложении 5 данного отчета. 

Компания проанализировала свой подход к уча-
стию в социально ориентированных проектах и
представила заинтересованным сторонам «Корпо-
ративную политику в области спонсорства и благо-
творительности». Документ размещен на веб-сайте
www.batrussia.ru

Отчет за 2002 год опубликован на веб-сайте
www.batrussia.ru. 

«БАТ Россия» оказывает финансовую помощь
Детскому ожоговому центру при детской город-
ской больнице № 9 имени Г.Н. Сперанского. Ком-
пания помогла в приобретении лекарств и обору-
дования для лечения и реабилитации детей. 
В сентябре 2003 года компания передала ком-
пьютерную технику отделению Красного Креста
Северного округа г. Москвы.
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COMPANY ACTIVITIES IN THE AREA OF CHARITY AND SOCIAL PARTNERSHIP

Appendix 3

№ Commitments Deadline for Statuscompletion

The company will reconsider its approach to partici-
pation in social projects.

The company will present to stakeholders a revised policy
in this area.

The company will present a report on its social activities 
in 2002.

BAT Russia will consider the option of providing sup-
port – including financial aid – to a number of
Russian medical institutions. 

VI.

1.

a)

b)

2.

Q1 2003

Q1 2003

Q4 2003

The company revised its approach to participation
in social projects and presented the Corporate
Sponsorship and Charity Policy to stakeholders.
The document was placed on the website
www.batrussia.ru.

The report on activities in 2002 was published on the
corporate website.

BAT Russia has financially supported the Children’s
Burns Unit of Children’s City Hospital No.9 named
after G.N. Speransky. The company helped to cover
the costs of medicines and equipment for treat-
ment and rehabilitation of children. In September
2003, the company donated computers to the
Moscow Northern District Unit of the Red Cross
organisation.
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å‡ÍÂÚËÌ„ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË ‰ÓÎÊÂÌ

ÓÒÛ˘ÂÒÚ‚ÎflÚ¸Òfl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ. êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸

Á‰‡‚˚Ï ÒÏ˚ÒÎÓÏ, ÌÂÓ·ıÓ‰ËÏÓ ÔËÌËÏ‡Ú¸ ‚ÒÂ

ÏÂ˚ ‰Îfl ÚÓ„Ó, ˜ÚÓ·˚ ÔÓ‰‚ËÊÂÌËÂ Ë ‡ÒÔÓ-

ÒÚ‡ÌÂÌËÂ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË:

(a) ·˚ÎË ÓËÂÌÚËÓ‚‡Ì˚ Ë Ì‡Ô‡‚ÎÂÌ˚ ÚÓÎ¸ÍÓ

Ì‡ ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË;

(б) ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡ÎË ÔËÌˆËÔÛ ÓÒÓÁÌ‡ÌÌÓ„Ó

‚˚·Ó‡ ‚ÁÓÒÎÓ„Ó ˜ÂÎÓ‚ÂÍ‡.

Ñ‡ÌÌ˚È äÓ‰ÂÍÒ ‰ÓÎÊÂÌ ÒÓ·Î˛‰‡Ú¸Òfl Í‡Í ÔÓ

ÙÓÏÂ, Ú‡Í Ë ÔÓ ÒÛ˘ÂÒÚ‚Û. ÇÒfl Ï‡ÍÂÚËÌ„Ó‚‡fl

‰ÂflÚÂÎ¸ÌÓÒÚ¸ „ÛÔÔ˚ ÍÓÏÔ‡ÌËÈ «ÅËÚË¯

ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» Ë ‰Û„Ëı ÒÚÓÓÌ,

ÛÍ‡Á‡ÌÌ˚ı ‚ ÒÚ‡Ú¸Â 1.1, ‰ÓÎÊÌ‡ ·˚Ú¸ ÔË‚Â‰ÂÌ‡

‚ ÒÓÓÚ‚ÂÚÒÚ‚ËÂ Ò Ì‡ÒÚÓfl˘ËÏ äÓ‰ÂÍÒÓÏ ÌÂ

ÔÓÁ‰ÌÂÂ 1 Ë˛Îfl 2003 „Ó‰‡ ËÎË, ‚ ÒÎÛ˜‡Â, ÍÓ„‰‡

‰ÂÈÒÚ‚Û˛˘ËÂ Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ ÏÂ¯‡˛Ú Ó·ÂÒÔÂ˜ËÚ¸

ÒÓÓÚ‚ÂÚÒÚ‚ËÂ äÓ‰ÂÍÒÛ ‚ ·ÓÎÂÂ ‡ÌÌËÂ ÒÓÍË, –

ÌÂ ÔÓÁ‰ÌÂÂ 31 ‰ÂÍ‡·fl 2003 „Ó‰‡.

1. ПРЕАМБУЛА

1.1. ç‡ÒÚÓfl˘ËÈ äÓ‰ÂÍÒ ÒÓ‰ÂÊËÚ ÓÒÌÓ‚Ì˚Â

ÚÂ·Ó‚‡ÌËfl, ÔÂ‰˙fl‚ÎflÂÏ˚Â Í Ï‡ÍÂÚËÌ„Û Ú‡·‡˜-

Ì˚ı ËÁ‰ÂÎËÈ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚ÓÏ êÓÒÒËÈÒÍÓÈ

îÂ‰Â‡ˆËË, «åÂÊ‰ÛÌ‡Ó‰Ì˚ÏË ÒÚ‡Ì‰‡Ú‡ÏË

Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË» Ë ‚ÌÛÚÂÌÌËÏË

Ï‡ÍÂÚËÌ„Ó‚˚ÏË ÔÓˆÂ‰Û‡ÏË «ÅÄí êÓÒÒËfl»,

Ë fl‚ÎflÂÚÒfl Ó·flÁ‡ÚÂÎ¸Ì˚Ï ‰Îfl ÔÂÂ˜ËÒÎÂÌÌ˚ı

ÌËÊÂ ÍÓÏÔ‡ÌËÈ, ‰‡ÎÂÂ ËÏÂÌÛÂÏ˚ı ÉÛÔÔÓÈ:

(а) äÓÏÔ‡ÌËÈ, ‚ıÓ‰fl˘Ëı ‚ ÉÛÔÔÛ «ÅËÚË¯

ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl», ‚ÍÎ˛˜‡fl:

èÂ‰ÒÚ‡‚ËÚÂÎ¸ÒÚ‚Ó «ÅÄí êÓÒÒËfl ãËÏËÚÂ‰»,

éÄé «ÅÄí-ü‚‡», éÄé «ÅÄí-ëíî»,

áÄé «ÅÄí-ëè·», áÄé «åìåí»;

(б) êÂÍÎ‡ÏÌ˚ı ‡„ÂÌÚÒÚ‚, ÔË ÌÂÔÓÒÂ‰ÒÚ‚ÂÌÌÓÏ

Û˜‡ÒÚËË ËÎË ÔË ÔÓÒÂ‰ÌË˜ÂÒÚ‚Â ÍÓÚÓ˚ı

ÍÓÏÔ‡ÌËË, ÛÔÓÏflÌÛÚ˚Â ‚ ÔÛÌÍÚÂ 1.1.‡,

ÓÒÛ˘ÂÒÚ‚Îfl˛Ú Ï‡ÍÂÚËÌ„Ó‚Û˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸;

Приложение 4
Кодекс ответственного маркетинга табачных изделий
«БAT Россия»

Appendix 4
BAT Russia Code of Responsible
Marketing of Tobacco Products

Tobacco products should be marketed in a responsi-

ble manner. All reasonable measures should be

taken to ensure that the promotion and distribution

of tobacco products:

(a) Are oriented and directed only at adult con-

sumers of tobacco products;

(b) Are consistent with the principle of informed

adult choice.

This Code should be observed in both its letter and

intent. All marketing activities of British American

Tobacco Russia group of companies and other par-

ties defined in Article 1.1 should be brought into

line with this Code not later than 1 July 2003, or

where existing provisions prevent earlier compli-

ance, by 31 December 2003.

1. PREAMBLE

1.1. The Code contains basic requirements on mar-

keting of tobacco products prescribed by the legisla-

tion of the Russian Federation, the International

Tobacco Products Marketing Standards and internal

BAT Russia marketing procedures and is obligatory

for the below companies hereinafter collectively

called the Group:

(a) All members of British American Tobacco

Russia group of companies which include:

Representative office BAT Russia Ltd,

OJSC ‘BAT-Yava’, OJSC ‘BAT-STF’,

CJSC ‘BAT-SPb’, CJSC ‘ITMS’;

(b) Advertising agencies, contracted by the mem-

bers of British American Tobacco Russia group of

companies, to carry out their marketing activities;
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(в) é„‡ÌËÁ‡ˆËÈ – ËÒÔÓÎÌËÚÂÎÂÈ

Ï‡ÍÂÚËÌ„Ó‚˚ı ÏÂÓÔËflÚËÈ, ËÌËˆËËÓ‚‡ÌÌ˚ı

ÍÓÏÔ‡ÌËflÏË, ÛÔÓÏflÌÛÚ˚ÏË ‚ ÔÛÌÍÚÂ 1.1.‡, ËÎË

ÍÓÏÔ‡ÌËflÏË, ‰ÂÈÒÚ‚Û˛˘ËÏË ÔÓ Ëı ÔÓÛ˜ÂÌË˛.

1.2. Ñ‡ÌÌ˚È äÓ‰ÂÍÒ ‰ÓÎÊÂÌ ·˚Ú¸ ÔÂ‰ÓÒÚ‡‚ÎÂÌ

‚˚¯ÂÛÔÓÏflÌÛÚ˚Ï ÍÓÏÔ‡ÌËflÏ, ‚ıÓ‰fl˘ËÏ ‚

ÉÛÔÔÛ, Ë ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ Ëı „ÓÚÓ‚ÌÓÒÚË ÒÓ·Î˛-

‰‡Ú¸ ÚÂ·Ó‚‡ÌËfl äÓ‰ÂÍÒ‡ ÌÂÓ·ıÓ‰ËÏÓ.

1.3. ÉÛÔÔ‡ ÂÍÓÏÂÌ‰ÛÂÚ Ò‚ÓËÏ ÔÓÒÚ‡‚˘ËÍ‡Ï,

‰ËÒÚË·¸˛ÚÓ‡Ï Ë ‰Û„ËÏ ÚÓ„Ó‚˚Ï Ô‡ÚÌÂ‡Ï

ÒÓ·Î˛‰‡Ú¸ Ì‡ÒÚÓfl˘ËÈ äÓ‰ÂÍÒ ÔË ÓÒÛ˘ÂÒÚ‚ÎÂÌËË

ËÏË Î˛·Ó„Ó ‚Á‡ËÏÓ‰ÂÈÒÚ‚Ëfl Ò ÔÓÚÂ·ËÚÂÎflÏË.

1.4. íÂ·Ó‚‡ÌËfl äÓ‰ÂÍÒ‡ ÌÂ ‡ÒÔÓÒÚ‡Ìfl˛ÚÒfl

Ì‡ ÍÓÔÓ‡ÚË‚Ì˚Â ÂÍÎ‡ÏÌ˚Â, ÒÔÓÌÒÓÒÍËÂ Ë

·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì˚Â ÏÂÓÔËflÚËfl, Ì‡Ô‡‚ÎÂÌÌ˚Â

Ì‡ ÔÓ‰‚ËÊÂÌËÂ ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl», ÎË·Ó

‰Û„ÓÈ ÍÓÏÔ‡ÌËË, ‚ıÓ‰fl˘ÂÈ ‚ ÉÛÔÔÛ.

äÓÔÓ‡ÚË‚Ì‡fl ÒÔÓÌÒÓÒÍ‡fl Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸-

Ì‡fl ‰ÂflÚÂÎ¸ÌÓÒÚ¸, ÔÓ‚Ó‰ËÏ‡fl „ÛÔÔÓÈ «ÅËÚË¯

ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl», Â„ÛÎËÛÂÚÒfl

«èÓÎËÚËÍÓÈ „ÛÔÔ˚ ÍÓÏÔ‡ÌËÈ «ÅÄí êÓÒÒËfl» ‚

Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË».

1.5. íÂ·Ó‚‡ÌËfl äÓ‰ÂÍÒ‡ ÌÂ ‡ÒÔÓÒÚ‡Ìfl˛ÚÒfl

Ì‡ ËÌÙÓÏ‡ˆË˛ ‰Îfl ÔÓÚÂ·ËÚÂÎÂÈ, ‡ÁÏÂ˘‡Â-

ÏÛ˛ Ì‡ ÛÔ‡ÍÓ‚ÍÂ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ.

1.6. á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Ó êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË

ËÎË ‰Ó·Ó‚ÓÎ¸Ì˚Â ÒÓ„Î‡¯ÂÌËfl, ÛÒÚ‡Ì‡‚ÎË‚‡˛-

˘ËÂ ËÎË ÚÂ·Û˛˘ËÂ ÒÓ·Î˛‰ÂÌËfl ·ÓÎÂÂ ÊÂÒÚÍËı

ÔËÌˆËÔÓ‚ Ë ÛÒÎÓ‚ËÈ ÔÓ Ò‡‚ÌÂÌË˛ Ò Ì‡ÒÚÓfl-

˘ËÏ äÓ‰ÂÍÒÓÏ, ·Û‰ÛÚ ÔÓÎ¸ÁÓ‚‡Ú¸Òfl ÔËÓËÚÂÚ-

Ì˚Ï Ô‡‚ÓÏ. Ç ÒÎÛ˜‡Â, ÂÒÎË ÌÓÏ˚ äÓ‰ÂÍÒ‡

fl‚Îfl˛ÚÒfl ·ÓÎÂÂ ÒÚÓ„ËÏË ÔÓ Ò‡‚ÌÂÌË˛ Ò ‰ÂÈÒÚ-

‚Û˛˘ËÏ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚ÓÏ Ë ‰Ó·Ó‚ÓÎ¸Ì˚ÏË

ÒÓ„Î‡¯ÂÌËflÏË, ÓÌË ËÏÂ˛Ú ÔËÓËÚÂÚÌÓÂ Ô‡‚Ó.

(c) Organisations that participate in arranging and

carrying out marketing activities initiated by, or on

behalf of the members, of British American

Tobacco Russia group of companies.

1.2. The above mentioned Group should be pro-

vided with the Code and confirmation of their com-

mitment to fulfil the requirements of the Code

should be obtained.

1.3. BAT Russia encourages its suppliers, distribu-

tors or other trade partners to comply with the

Code in any dealings they have with consumers.

1.4. The Code does not cover corporate advertis-
ing, sponsorship and charity activities aimed at pro-

motion of the BAT Russia or any member of the

Group. Corporate sponsorship and charity activities

conducted by British American Tobacco Russia

group of companies are covered by BAT Russia

Sponsorship and Charity Policy.

1.5. The Code’s requirements do not apply to the

information provided on the packaging of tobacco

products.

1.6. The legislation of the Russian Federation or

voluntary agreements, more restrictive than the

Code in terms of their principles and provisions,

shall take precedence over the Code. More restric-

tive norms of the Code in comparison with the

existing Legislation and voluntary agreements shall

take precedence over the Legislation.
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2. ОПРЕДЕЛЕНИЯ

çËÊÂ ÔË‚Â‰ÂÌ˚ ÓÒÌÓ‚Ì˚Â ÚÂÏËÌ˚ Ë

ÓÔÂ‰ÂÎÂÌËfl, ÛÔÓÏËÌ‡ÂÏ˚Â ‚ äÓ‰ÂÍÒÂ.

Совершеннолетние
ãËˆ‡, ‰ÓÒÚË„¯ËÂ 18-ÎÂÚÌÂ„Ó ‚ÓÁ‡ÒÚ‡.

Реклама
ã˛·ÓÈ ‚Ë‰ ÍÓÏÏÛÌËÍ‡ÚË‚ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

ÉÛÔÔ˚, Ì‡Ô‡‚ÎÂÌÌÓÈ Ì‡ ÌÂÓÔÂ‰ÂÎÂÌÌ˚È ÍÛ„

ÎËˆ Ë Û·ÂÊ‰‡˛˘ÂÈ ÔÓÚÂ·ËÚÂÎfl ÓÚ‰‡Ú¸ ÔÂ‰ÔÓ˜-

ÚÂÌËÂ ÚÓÈ ËÎË ËÌÓÈ Ï‡ÍÂ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË.

èÓÌflÚËÂ «ÂÍÎ‡Ï‡» Ú‡ÍÊÂ ‚ÍÎ˛˜‡ÂÚ ÒÔÓÌÒÓÒÚ‚Ó.

Рекламное мероприятие
åÂÓÔËflÚËÂ (‰ÂflÚÂÎ¸ÌÓÒÚ¸), ÔÓ‚Â‰ÂÌÌÓÂ ËÎË

ÔÓÛ˜ÂÌÌÓÂ ÉÛÔÔÓÈ, ÍÓÚÓÓÂ ËÏÂÂÚ ˆÂÎ¸˛

ÔÓ‰‚ËÊÂÌËÂ Ì‡ ˚ÌÍÂ ÚÓÈ ËÎË ËÌÓÈ Ï‡ÍË

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË Ë ÍÓÚÓÓÂ ·˚ÎÓ ·˚

ÌÂ‚ÓÁÏÓÊÌÓ ·ÂÁ ÔÓ‰‰ÂÊÍË ÉÛÔÔ˚.

Спонсорство
éÒÛ˘ÂÒÚ‚ÎÂÌËÂ ÉÛÔÔÓÈ ‚ÍÎ‡‰‡ (‚ ‚Ë‰Â ÔÂ‰ÓÒ-

Ú‡‚ÎÂÌËfl ËÏÛ˘ÂÒÚ‚‡, ÂÁÛÎ¸Ú‡ÚÓ‚ ËÌÚÂÎÎÂÍÚÛ‡Î¸-

ÌÓÈ ‰ÂflÚÂÎ¸ÌÓÒÚË, ÓÍ‡Á‡ÌËfl ÛÒÎÛ„, ÔÓ‚Â‰ÂÌËfl

‡·ÓÚ) ‚ ‰ÂflÚÂÎ¸ÌÓÒÚ¸ ‰Û„Ó„Ó ˛Ë‰Ë˜ÂÒÍÓ„Ó ËÎË

ÙËÁË˜ÂÒÍÓ„Ó ÎËˆ‡ (ÒÔÓÌÒËÛÂÏÓ„Ó) Ì‡ ÛÒÎÓ‚Ëflı

‡ÒÔÓÒÚ‡ÌÂÌËfl ÒÔÓÌÒËÛÂÏ˚Ï ÂÍÎ‡ÏÌÓÈ

ËÌÙÓÏ‡ˆËË Ó ÒÔÓÌÒÓÂ Ë Â„Ó ÚÓ‚‡‡ı.

Прямая рассылка
ã˛·ÓÈ ‚Ë‰ ÔflÏÓÈ ‰ËÒÚ‡ÌˆËÓÌÌÓÈ ÍÓÏÏÛÌËÍ‡-

ˆËË ÏÂÊ‰Û ÉÛÔÔÓÈ Ë ÍÓÌÍÂÚÌ˚Ï ÔÓÚÂ·ËÚÂ-

ÎÂÏ, ˆÂÎ¸˛ ÍÓÚÓÓÈ fl‚ÎflÂÚÒfl ÔÓ‰‚ËÊÂÌËÂ ÚÓÈ

ËÎË ËÌÓÈ Ï‡ÍË Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË.

Табачная продукция
èÓËÁ‚Â‰ÂÌÌ˚Â ÔÓÏ˚¯ÎÂÌÌ˚Ï ÒÔÓÒÓ·ÓÏ

ÒË„‡ÂÚ˚, ÒË„‡˚, ÒË„‡ËÎÎ˚, ÚÛ·Ó˜Ì˚È Ú‡·‡Í,

ÍÛËÚÂÎ¸Ì˚È Ú‡·‡Í, ÔÂÒÒÓ‚‡ÌÌ˚È Ú‡·‡Í, Ú‡·‡Í,

„ÓÚÓ‚˚È ‰Îfl ËÒÔÓÎ¸ÁÓ‚‡ÌËfl ‚ ÒË„‡ÂÚÌ˚ı „ËÎ¸-

Á‡ı, ‡ Ú‡ÍÊÂ ËÌ‡fl Ú‡·‡˜Ì‡fl ÔÓ‰ÛÍˆËfl ‚ ÒÓÓÚ‚ÂÚ-

ÒÚ‚ËË Ò Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚ÓÏ êî.

2. DEFINITIONS

The basic terms and definitions used in the text of

the Code, are given below.

Adults
Persons of 18 years of age or older.

Advertising
Any communication activity of the Group which

has the aim of encouraging indefinite circle of con-

sumers to select one brand of tobacco product over

the others. The concept of ‘advertising’ also

includes sponsorship activity.

Promotional event
An event or activity organised by, or on behalf of,

the Group with the aim of promoting a brand of

tobacco product, which event or activity would not

occur but with the support given to it by or on

behalf of the Group.

Sponsorship
Any contribution to the activity of a legal entity or

natural person (‘object of sponsorship’) in a form of

rendering property or results of intellectual activity,

providing services, and executing works on condi-

tion of the dissemination by the object of sponsor-

ship of advertising information about the sponsor

and its products.

Direct Mail
Any kind of direct remote communication of the

Group with a particular consumer which has the

aim of promoting a brand of tobacco product.

Tobacco products
Manufactured cigarettes, cigars, cigarillos, pipe

tobacco, fine cut tobacco, and pre-formed tobacco

rolls and also other tobacco products according to

the norms of the current legislation of the Russian

Federation.

Приложение 4
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3. ТРЕБОВАНИЯ К СОДЕРЖАНИЮ РЕКЛАМЫ

3.1. Реклама должна:

(a) Å˚Ú¸ flÒÌÓ Ë Ó‰ÌÓÁÌ‡˜ÌÓ ‡ÒÔÓÁÌ‡‚‡ÂÏÓÈ

ÔÓÚÂ·ËÚÂÎÂÏ Í‡Í ÂÍÎ‡Ï‡ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË

(Ì‡ÔËÏÂ, ÂÍÎ‡ÏÌ˚Â ÒÚ‡Ú¸Ë ÏÓ„ÛÚ ‡ÁÏÂ˘‡Ú¸Òfl

ÚÓÎ¸ÍÓ Ò ÔÓÏÂÚÍÓÈ «ç‡ Ô‡‚‡ı ÂÍÎ‡Ï˚»);

(б) ê‡ÒÔÓÒÚ‡ÌflÚ¸Òfl Ì‡ ÛÒÒÍÓÏ flÁ˚ÍÂ Ë ÔÓ

ÛÒÏÓÚÂÌË˛ ÂÍÎ‡ÏÓ‰‡ÚÂÎÂÈ Ì‡ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı

flÁ˚Í‡ı ÂÒÔÛ·ÎËÍ Ë Ó‰Ì˚ı flÁ˚Í‡ı Ì‡Ó‰Ó‚

êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË ÔË ÛÒÎÓ‚ËË ÂÂ ‡ÒÔÓ-

ÒÚ‡ÌÂÌËfl Ì‡ ÚÂËÚÓËË ÒÛ·˙ÂÍÚÓ‚ êî, „‰Â

Ì‡fl‰Û Ò ÛÒÒÍËÏ flÁ˚ÍÓÏ ËÒÔÓÎ¸ÁÛ˛ÚÒfl flÁ˚ÍË

ÏÂÒÚÌ˚ı Ì‡ˆËÓÌ‡Î¸ÌÓÒÚÂÈ Ë Ì‡Ó‰Ó‚. Ñ‡ÌÌÓÂ

ÔÓÎÓÊÂÌËÂ ÌÂ ÓÚÌÓÒËÚÒfl Í Á‡Â„ËÒÚËÓ‚‡ÌÌ˚Ï

ÚÓ‚‡Ì˚Ï ÁÌ‡Í‡Ï Ë ÁÌ‡Í‡Ï Ó·ÒÎÛÊË‚‡ÌËfl, ÍÓÚÓ-

˚Â ÏÓ„ÛÚ ·˚Ú¸ ‚ÍÎ˛˜ÂÌ˚ ‚ ÂÍÎ‡ÏÛ ‚ ÚÓÏ ‚Ë‰Â,

‚ ÍÓÚÓÓÏ ËÏ ÔÂ‰ÓÒÚ‡‚ÎflÂÚÒfl Ô‡‚Ó‚‡fl Á‡˘ËÚ‡;

(в) ëÓÔÓ‚ÓÊ‰‡Ú¸Òfl ˜ÂÚÍÓ ‡ÁÎË˜ËÏÓÈ

ÔÓÏÂÚÍÓÈ «èÓ‰ÎÂÊËÚ Ó·flÁ‡ÚÂÎ¸ÌÓÈ

ÒÂÚËÙËÍ‡ˆËË», ÎË·Ó ËÌÓÈ ‡Ì‡ÎÓ„Ë˜ÌÓÈ

ÔÓ ÒÏ˚ÒÎÛ ÔÓÏÂÚÍÓÈ, Ì‡ÔËÏÂ,

«ÔÓ‰ÛÍˆËfl/ÒË„‡ÂÚ˚ ÒÂÚËÙËˆËÓ‚‡Ì‡/ÒÂÚË-

ÙËˆËÓ‚‡Ì˚». ç‡‰ÔËÒ¸ ‰ÓÎÊÌ‡ ·˚Ú¸ ÎÂ„ÍÓ

˜ËÚ‡ÂÏÓÈ, ÔË ˝ÚÓÏ ‚˚ÒÓÚ‡ ËÒÔÓÎ¸ÁÛÂÏÓ„Ó

¯ËÙÚ‡ ‰ÓÎÊÌ‡ ·˚Ú¸ ÌÂ ÏÂÌeÂ 1 ÏÏ;

(г) Ç ÒÎÛ˜‡Â ËÁÓ·‡ÊÂÌËfl Ô‡˜ÍË/Ô‡˜ÂÍ ÒÓ‰Â-

Ê‡Ú¸ ˜ÂÚÍÓ ‡ÁÎË˜ËÏÛ˛ ËÌÙÓÏ‡ˆË˛ Ó ÒÓ‰ÂÊ‡-

ÌËË ÒÏÓÎ˚ Ë ÌËÍÓÚËÌ‡ ‚ ÒË„‡ÂÚÌÓÏ ‰˚ÏÂ (‰Îfl

Ó‰ÌÓÈ ËÁÓ·‡ÊÂÌÌÓÈ Ô‡˜ÍË ÛÍ‡Á˚‚‡˛ÚÒfl ‰‡ÌÌ˚Â

‰Îfl ˝ÚÓÈ Ô‡˜ÍË, ‰Îfl ÌÂÒÍÓÎ¸ÍËı ËÁÓ·‡ÊÂÌÌ˚ı

Ô‡˜ÂÍ ÛÍ‡Á˚‚‡˛ÚÒfl ‰‡ÌÌ˚Â ‰Îfl Í‡Ê‰ÓÈ Ô‡˜ÍË).

Ñ‡ÌÌÓÂ ÚÂ·Ó‚‡ÌËÂ ÓÚÌÓÒËÚÒfl ÍÓ ‚ÒÂÏ ÂÍÎ‡Ï-

Ì˚Ï Ï‡ÚÂË‡Î‡Ï (ÔË ÛÒÎÓ‚ËË ËÁÓ·‡ÊÂÌËfl

Ô‡˜ÍË /Ô‡˜ÂÍ) ‡ÁÏÂÓÏ ·ÓÎÂÂ 35 Í‚‡‰‡ÚÌ˚ı

ÒÏ. ç‡‰ÔËÒ¸ ‰ÓÎÊÌ‡ Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ 1,5%

ÔÎÓ˘‡‰Ë ÂÍÎ‡ÏÌÓ„Ó Ï‡ÚÂË‡Î‡, ÔË ˝ÚÓÏ

‚˚ÒÓÚ‡ ËÒÔÓÎ¸ÁÛÂÏÓ„Ó ¯ËÙÚ‡ ‰ÓÎÊÌ‡ ·˚Ú¸

ÌÂ ÏÂÌ¸¯Â 1,5 ÏÏ;

(д) ëÓÔÓ‚ÓÊ‰‡Ú¸Òfl ˜ÂÚÍÓ ‡ÁÎË˜ËÏ˚Ï ÔÂ‰Û-

ÔÂÊ‰ÂÌËÂÏ Ó ‚Â‰Â ÍÛÂÌËfl (ÒÏ. ÒÚ‡Ú¸˛ 3.3).

3.2. Реклама не должна:

(a) ê‡ÁÏÂ˘‡Ú¸Òfl ‚ Ó·‡ÁÓ‚‡ÚÂÎ¸Ì˚ı, ÏÂ‰ËˆËÌ-

ÒÍËı, ÒÔÓÚË‚Ì˚ı, ÍÛÎ¸ÚÛÌ˚ı Ë ‰ÂÚÒÍËı Ó-

„‡ÌËÁ‡ˆËflı ËÎË Û˜ÂÊ‰ÂÌËflı;

3. STANDARDS OF THE ADVERTISING CONTENT

3.1. Advertising shall:

(a) Be recognisable as advertising of tobacco prod-

ucts clearly and unambiguously by consumers (for

instance: advertising in the press should be placed

with a mark ‘For advertising purposes’);

(b) Be in the Russian language and, at discretion

of advertisers, in national languages of the republics

and native languages of the Russian Federation’s

nations, if mentioned advertisement is distributed

on the territory of the constituent entities of the

Russian Federation where local languages are in use

in addition to the Russian language. This provision

does not apply to registered trademarks and service

marks, that can appear on advertisements in their

original format as protected by the law;

(c) Be accompanied by a clearly readable note

‘Subject to obligatory certification’ or other note of

the same meaning, i.e. ‘Product/cigarettes has/have

been certified’; the inscription should be visible: the

used font must be not less than 1 mm in height;

(d) Where pack/s is/are depicted, contain clearly

readable information on tar and nicotine deliveries

in cigarette smoke (if a single pack is depicted, data

on this pack must be included, if a number of packs

is depicted – data on each pack). It applies to all

advertising materials (on which pack/s is/are shown)

bigger than 35 square centimetres; the size of the

inscription should be 1.5% of advertising space, the

used font being not less than 1.5 mm in height;

(e) Bear a clearly visible health warning

(see Article 3. 3).

3.2. Advertising shall not:

(a) Be placed in educational, medical, sports,

cultural or children’s organisation or institution;

(b) Incite people to violence, aggression, dangerous

actions, that can be damaging for the health of nat-

ural persons or threatening for their safety, lead to

actions violating the environmental legislation, cause

panic or brutal treatment of animals;
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(c) Mention competitors and/or their products;

(d) Mislead consumers with regard to an advertised

good by means of imitating (copying or counterfeit-

ing) the general concept, text, advertising slogans,

images, musical and sound effects used in advertis-

ing of other goods;

(e) Discredit abstention from smoking;

(f) Contain information on positive therapeutic

qualities of tobacco and tobacco products;

(g) Contain false data on such product characteris-

tics as its nature, composition, quantity, purpose,

consuming qualities, method, date, and place of

production, availability of certificates of confor-

mance and certification marks, official recognition,

the receipt of awards, and results of research and

tests;

(h) Use terms in the superlative degree such as ‘the

most’, ‘only’, ‘the best’, ‘absolute’, ‘unique’ and

similar if it is impossible to prove by appropriate

documents;

(i) Contain the word ‘young’ without clarification

of an age group;

(j) Contain insulting words, comparisons, and

images regarding race, nationality, occupation, lan-

guage, gender, social status, religion, political

beliefs, or age;

(k) Discredit the State and religious symbols and

national currency;

(l) Depict process of smoking, which is:

•a cigarette stick (lit or non-lit) in hand/mouth or

in an ashtray,

•cigarette smoke;

(б) èÓ·ÛÊ‰‡Ú¸ Í Ì‡ÒËÎË˛, ‡„ÂÒÒËË, ÓÔ‡ÒÌ˚Ï

‰ÂÈÒÚ‚ËflÏ, ÒÔÓÒÓ·Ì˚Ï Ì‡ÌÂÒÚË ‚Â‰ Á‰ÓÓ‚¸˛

ÙËÁË˜ÂÒÍËı ÎËˆ ËÎË Û„ÓÊ‡˛˘ËÏ Ëı ·ÂÁÓÔ‡ÒÌÓ-

ÒÚË, Í ‰ÂÈÒÚ‚ËflÏ, Ì‡Û¯‡˛˘ËÏ ÔËÓ‰ÓÓı‡Ì-

ÌÓÂ Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Ó, ‚ÓÁ·ÛÊ‰‡Ú¸ Ô‡ÌËÍÛ, ÔÓ-

‚ÓˆËÓ‚‡Ú¸ ÊÂÒÚÓÍÓÂ Ó·‡˘ÂÌËÂ Ò ÊË‚ÓÚÌ˚ÏË;

(в) ëÓ‰ÂÊ‡Ú¸ ÛÔÓÏËÌ‡ÌËÂ ÍÓÌÍÛÂÌÚÓ‚ Ë/ËÎË

Ëı ÚÓ‚‡Ó‚;

(г) àÒÔÓÎ¸ÁÓ‚‡Ú¸ ËÏËÚ‡ˆË˛ (ÍÓÔËÓ‚‡ÌËÂ ËÎË

ÔÓ‰‡Ê‡ÌËÂ) Ó·˘Â„Ó ÔÓÂÍÚ‡, ÚÂÍÒÚ‡, ÂÍÎ‡ÏÌ˚ı

ÙÓÏÛÎ, ËÁÓ·‡ÊÂÌËÈ, ÏÛÁ˚Í‡Î¸Ì˚ı ËÎË Á‚ÛÍÓ-

‚˚ı ˝ÙÙÂÍÚÓ‚, ËÒÔÓÎ¸ÁÛÂÏ˚ı ‚ ÂÍÎ‡ÏÂ ‰Û„Ëı

ÚÓ‚‡Ó‚, ÍÓÚÓ‡fl ÏÓÊÂÚ ‚‚ÂÒÚË ‚ Á‡·ÎÛÊ‰ÂÌËÂ ÔÓ-

ÚÂ·ËÚÂÎÂÈ ÓÚÌÓÒËÚÂÎ¸ÌÓ ÂÍÎ‡ÏËÛÂÏÓ„Ó ÚÓ‚‡‡;

(д) ÑËÒÍÂ‰ËÚËÓ‚‡Ú¸ ‚ÓÁ‰ÂÊ‡ÌËÂ ÓÚ ÍÛÂÌËfl;

(е) ëÓ‰ÂÊ‡Ú¸ ËÌÙÓÏ‡ˆË˛ Ó ÔÓÎÓÊËÚÂÎ¸Ì˚ı

ÚÂ‡ÔÂ‚ÚË˜ÂÒÍËı Ò‚ÓÈÒÚ‚‡ı Ú‡·‡Í‡ Ë Ú‡·‡˜Ì˚ı

ËÁ‰ÂÎËÈ;

(ж) ëÓ‰ÂÊ‡Ú¸ ÌÂÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ‰ÂÈÒÚ‚ËÚÂÎ¸-

ÌÓÒÚË Ò‚Â‰ÂÌËfl ‚ ÓÚÌÓ¯ÂÌËË Ú‡ÍËı ı‡‡ÍÚÂË-

ÒÚËÍ ÚÓ‚‡‡, Í‡Í ÔËÓ‰‡, ÒÓÒÚ‡‚, ÍÓÎË˜ÂÒÚ‚Ó,

Ì‡ÁÌ‡˜ÂÌËÂ, ÔÓÚÂ·ËÚÂÎ¸ÒÍËÂ Ò‚ÓÈÒÚ‚‡, ÒÔÓÒÓ·,

‰‡Ú‡ Ë ÏÂÒÚÓ ËÁ„ÓÚÓ‚ÎÂÌËfl, Ì‡ÎË˜ËÂ ÒÂÚËÙËÍ‡-

Ú‡ ÒÓÓÚ‚ÂÚÒÚ‚Ëfl, ÒÂÚËÙËÍ‡ˆËÓÌÌ˚ı ÁÌ‡ÍÓ‚,

ÓÙËˆË‡Î¸ÌÓ„Ó ÔËÁÌ‡ÌËfl, ÔÓÎÛ˜ÂÌËfl Ì‡„‡‰,

ÂÁÛÎ¸Ú‡ÚÓ‚ ËÒÒÎÂ‰Ó‚‡ÌËÈ Ë ËÒÔ˚Ú‡ÌËÈ;

(з) àÒÔÓÎ¸ÁÓ‚‡Ú¸ ÚÂÏËÌ˚ ‚ ÔÂ‚ÓÒıÓ‰ÌÓÈ

ÒÚÂÔÂÌË, Ú‡ÍËı Í‡Í «Ò‡Ï˚È», «ÚÓÎ¸ÍÓ», «ÎÛ˜-

¯ËÈ», «‡·ÒÓÎ˛ÚÌ˚È», «Â‰ËÌÒÚ‚ÂÌÌ˚È» Ë ÚÓÏÛ

ÔÓ‰Ó·Ì˚ı, ÂÒÎË Ëı ÌÂ‚ÓÁÏÓÊÌÓ ÔÓ‰Ú‚Â‰ËÚ¸

‰ÓÍÛÏÂÌÚ‡Î¸ÌÓ;

(и) ëÓ‰ÂÊ‡Ú¸ ÒÎÓ‚Ó «ÏÓÎÓ‰ÓÈ» ·ÂÁ ÓÔÂ‰ÂÎÂÌËfl

‚ÓÁ‡ÒÚÌÓÈ Í‡ÚÂ„ÓËË;

(к) ëÓ‰ÂÊ‡Ú¸ ÓÒÍÓ·ËÚÂÎ¸Ì˚Â ÒÎÓ‚‡, Ò‡‚ÌÂÌËfl

Ë Ó·‡Á˚ ‚ ÓÚÌÓ¯ÂÌËË ‡Ò˚, Ì‡ˆËÓÌ‡Î¸ÌÓÒÚË,

ÔÓÙÂÒÒËË, flÁ˚Í‡, ÔÓÎ‡, ÒÓˆË‡Î¸ÌÓ„Ó ÔÓÎÓÊÂ-

ÌËfl, ÂÎË„ËÓÁÌ˚ı, ÙËÎÓÒÓÙÒÍËı, ÔÓÎËÚË˜ÂÒÍËı

Û·ÂÊ‰ÂÌËÈ Ë ‚ÓÁ‡ÒÚ‡;

(л) èÓÓ˜ËÚ¸ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Â, ÂÎË„ËÓÁÌ˚Â

ÒËÏ‚ÓÎ˚ Ë Ì‡ˆËÓÌ‡Î¸ÌÛ˛ ‚‡Î˛ÚÛ;
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(m) Be specifically appealing for or directed at

under-age;

(n) Use slang particularly popular among

under-age;

(o) Use images of celebrities or contain endorse-

ments, implied or expressed, by those celebrities;

(p) Depict any person under or appearing to be

under the age of 35 (age verification must be

available);

(q) Use animation characters including drawn or

puppet images of animals, characters from books,

movies, games and TV programs for under-age, etc;

(r) Suggest that any of the following is enhanced by

smoking:

•Physical and mental conditions,

•Public, sporting or athletic, or personal success,

•Popularity,

•Professional success,

•Sexual success;

(s) Suggest that most people are smokers;

(t) Contain technical characteristics of a product

without an appropriate explanation.

3.3. Health Warning

3.3.1. All advertisements, including renewals and

replacements of existing advertisements, regardless

of their size or type, shall contain a clearly visible

health warning. The health warning must take at

least 5% of advertisement’s space, or be at least 3

seconds long in case of video/audio advertisement.

3.3.2. TTTThhhheeee RRRReeeeqqqquuuuiiiirrrreeeemmmmeeeennnnttttssss ffffoooorrrr tttthhhheeee HHHHeeeeaaaalllltttthhhh
WWWWaaaarrrrnnnniiiinnnngggg PPPPllllaaaacccceeeemmmmeeeennnntttt

(a) The warning must be placed on the same sur-

face as the advertisement;

(b) If printed advertisements take more than 2

pages and are placed one after another, the health

warning may only be placed on the first and last

pages, however, in such case it must in sum take no

less than 5% of the total advertisement’s space and

be equal in sizes;

(м) ÑÂÏÓÌÒÚËÓ‚‡Ú¸ ÔÓˆÂÒÒ ÍÛÂÌËfl,

‡ ËÏÂÌÌÓ ËÁÓ·‡Ê‡Ú¸:

•ÒË„‡ÂÚÛ, Á‡ÊÊÂÌÌÛ˛ ËÎË ÌÂÁ‡ÊÊÂÌÌÛ˛,

‚ ÛÍÂ/‚Ó ÚÛ ÍÛËÎ¸˘ËÍ‡ ËÎË ‚ ÔÂÔÂÎ¸ÌËˆÂ,

•ÒË„‡ÂÚÌ˚È ‰˚Ï;

(н) Å˚Ú¸ ÓÒÓ·ÂÌÌÓ ÔË‚ÎÂÍ‡ÚÂÎ¸ÌÓÈ ‰Îfl

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı Ë/ËÎË Ó·‡˘‡Ú¸Òfl

ÌÂÔÓÒÂ‰ÒÚ‚ÂÌÌÓ Í ÌËÏ;

(о) àÒÔÓÎ¸ÁÓ‚‡Ú¸ ÒÎÂÌ„, ÓÒÓ·ÂÌÌÓ ÔÓÔÛÎflÌ˚È

ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

(п) àÒÔÓÎ¸ÁÓ‚‡Ú¸ Ó·‡Á˚ ÁÌ‡ÏÂÌËÚÓÒÚÂÈ, ÔÓÎ¸-

ÁÛ˛˘ËıÒfl ÔÓÔÛÎflÌÓÒÚ¸˛ Û ÎËˆ ÏÓÎÓÊÂ 21 „Ó‰‡,

ËÎË ÒÓ‰ÂÊ‡Ú¸ Ó‰Ó·ÂÌËÂ ÍÛÂÌËfl, ÔflÏÓÂ ËÎË

ÍÓÒ‚ÂÌÌÓÂ, Ò Ëı ÒÚÓÓÌ˚;

(р) àÒÔÓÎ¸ÁÓ‚‡Ú¸ Ó·‡Á˚ ÙËÁË˜ÂÒÍËı ÎËˆ ÏÓÎÓ-

ÊÂ ËÎË ‚˚„Îfl‰fl˘Ëı ÏÓÎÓÊÂ 35 ÎÂÚ (ÌÂÓ·ıÓ‰ËÏÓ

‰ÓÍÛÏÂÌÚ‡Î¸ÌÓÂ ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ ‚ÓÁ‡ÒÚ‡ ÏÓ‰ÂÎË);

(с) àÒÔÓÎ¸ÁÓ‚‡Ú¸ Ó·‡Á˚ ÏÛÎ¸ÚËÔÎËÍ‡ˆËÓÌÌ˚ı

ÔÂÒÓÌ‡ÊÂÈ, ‚ ÚÓÏ ˜ËÒÎÂ ËÒÓ‚‡ÌÌ˚Â ËÎË

ÍÛÍÓÎ¸Ì˚Â ËÁÓ·‡ÊÂÌËfl ÊË‚ÓÚÌ˚ı Ë Ó·‡Á˚

„ÂÓÂ‚ ‰ÂÚÒÍËı Ë ˛ÌÓ¯ÂÒÍËı ÍÌË„, ÙËÎ¸ÏÓ‚,

Ë„ Ë ÚÂÎÂÔÂÂ‰‡˜ Ë Ú.‰.;

(т) ëÓÁ‰‡‚‡Ú¸ ‚ÔÂ˜‡ÚÎÂÌËÂ, ˜ÚÓ ÍÛÂÌËÂ ÒÔÓÒÓ·ÒÚ‚ÛÂÚ:

•ÛÎÛ˜¯ÂÌË˛ ÙËÁË˜ÂÒÍÓ„Ó ËÎË ÔÒËıË˜ÂÒÍÓ„Ó

ÒÓÒÚÓflÌËfl,

•‰ÓÒÚËÊÂÌË˛ Ó·˘ÂÒÚ‚ÂÌÌÓ„Ó, ÒÔÓÚË‚ÌÓ„Ó

ËÎË ÎË˜ÌÓ„Ó ÛÒÔÂı‡,

•ÓÒÚÛ ÔÓÔÛÎflÌÓÒÚË,

•‰ÓÒÚËÊÂÌË˛ ÔÓÙÂÒÒËÓÌ‡Î¸ÌÓ„Ó ÛÒÔÂı‡,

•‰ÓÒÚËÊÂÌË˛ ÒÂÍÒÛ‡Î¸ÌÓ„Ó ÛÒÔÂı‡;

(у) ëÓÁ‰‡‚‡Ú¸ ‚ÔÂ˜‡ÚÎÂÌËÂ, ˜ÚÓ ·ÓÎ¸¯ËÌÒÚ‚Ó

Î˛‰ÂÈ ÔÓÚÂ·Îfl˛Ú Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl;

(ф) ëÓ‰ÂÊ‡Ú¸ ÚÂıÌË˜ÂÒÍËÂ ı‡‡ÍÚÂËÒÚËÍË

ÔÓ‰ÛÍÚ‡ ·ÂÁ Ì‡‰ÎÂÊ‡˘Â„Ó ‡Á˙flÒÌÂÌËfl.

3.3. Предупредительная надпись о вреде курения

3.3.1.  ÇÒfl ÂÍÎ‡Ï‡, Í‡Í Ó·ÌÓ‚ÎÂÌÌ˚Â ‚ÂÒËË,

Ú‡Í Ë ÔÓ‚ÚÓ˚ ÛÊÂ ÒÛ˘ÂÒÚ‚Û˛˘ÂÈ ÂÍÎ‡Ï˚, ‚ÌÂ

Á‡‚ËÒËÏÓÒÚË ÓÚ ‚Ë‰‡ ÂÍÎ‡Ï˚ Ë ÂÂ ‡ÁÏÂ‡

‰ÓÎÊÌ‡ ÒÓÔÓ‚ÓÊ‰‡Ú¸Òfl ˜ÂÚÍÓ ‡ÁÎË˜ËÏÓÈ ÔÂ‰Û-

ÔÂ‰ËÚÂÎ¸ÌÓÈ Ì‡‰ÔËÒ¸˛ Ó ‚Â‰Â ÍÛÂÌËfl. ÖÂ ‡Á-

ÏÂ ‰ÓÎÊÂÌ ·˚Ú¸ ÌÂ ÏÂÌÂÂ 5% ÂÍÎ‡ÏÌÓÈ ÔÎÓ˘‡-

‰Ë (ÔÓÒÚ‡ÌÒÚ‚‡), ÎË·Ó ÌÂ ÏÂÌÂÂ 3 ÒÂÍÛÌ‰ ˝ÙË-

ÌÓ„Ó ‚ÂÏÂÌË ‚ ÒÎÛ˜‡Â ‚Ë‰ÂÓ/Á‚ÛÍÓ‚ÓÈ ÂÍÎ‡Ï˚.
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3.3.2.  ííííÂÂÂÂ····ÓÓÓÓ‚‚‚‚‡‡‡‡ÌÌÌÌËËËËflflflfl ÍÍÍÍ ‡‡‡‡ÁÁÁÁÏÏÏÏÂÂÂÂ˘̆̆̆ÂÂÂÂÌÌÌÌËËËË˛̨̨̨

ÔÔÔÔÂÂÂÂ‰‰‰‰ÛÛÛÛÔÔÔÔÂÂÂÂ‰‰‰‰ËËËËÚÚÚÚÂÂÂÂÎÎÎÎ¸̧̧̧ÌÌÌÌÓÓÓÓÈÈÈÈ ÌÌÌÌ‡‡‡‡‰‰‰‰ÔÔÔÔËËËËÒÒÒÒËËËË ÓÓÓÓ ‚‚‚‚ÂÂÂÂ‰‰‰‰ÂÂÂÂ ÍÍÍÍÛÛÛÛÂÂÂÂÌÌÌÌËËËËflflflfl::::

(a) èÂ‰ÛÔÂ‰ËÚÂÎ¸Ì‡fl Ì‡‰ÔËÒ¸ ‰ÓÎÊÌ‡ ‡ÒÔÓ-

Î‡„‡Ú¸Òfl Ì‡ ÚÓÈ ÊÂ ÔÓ‚ÂıÌÓÒÚË, ˜ÚÓ Ë ÂÍÎ‡Ï‡;

(б) ÖÒÎË ÔÂ˜‡ÚÌ‡fl ÂÍÎ‡Ï‡ Á‡ÌËÏ‡ÂÚ ·ÓÎÂÂ

2 ÒÚ‡ÌËˆ, ÒÎÂ‰Û˛˘Ëı ‰Û„ Á‡ ‰Û„ÓÏ, Ë ÂÍÎ‡Ï-

Ì˚È Ï‡ÚÂË‡Î ËÏÂÂÚ ÌÂÔÂ˚‚Ì˚È ı‡‡ÍÚÂ, ÚÓ

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì‡fl Ì‡‰ÔËÒ¸ ÏÓÊÂÚ ‡ÒÔÓÎ‡„‡Ú¸Òfl

ÚÓÎ¸ÍÓ Ì‡ ÔÂ‚ÓÈ Ë ÔÓÒÎÂ‰ÌÂÈ ÒÚ‡ÌËˆ‡ı,

Ó‰Ì‡ÍÓ ‚ ˝ÚÓÏ ÒÎÛ˜‡Â ÓÌ‡ ‰ÓÎÊÌ‡ ÒÛÏÏ‡ÌÓ

Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ 5% Ó·˘ÂÈ ÔÎÓ˘‡‰Ë ‚ÒÂ„Ó

ÂÍÎ‡ÏÌÓ„Ó Ï‡ÚÂË‡Î‡, Ë Ó·Â Ì‡‰ÔËÒË ‰ÓÎÊÌ˚

·˚Ú¸ Ó‰ËÌ‡ÍÓ‚˚ÏË ÔÓ ‡ÁÏÂÛ;

(в) èÂ‰ÛÔÂ‰ËÚÂÎ¸Ì‡fl Ì‡‰ÔËÒ¸ ‚ÒÂ„‰‡ ‰ÓÎÊÌ‡

·˚Ú¸ Á‡ÏÂÚÌÓÈ Ë ÎÂ„ÍÓ˜ËÚ‡ÂÏÓÈ ‰Îfl ÔÓÚÂ·ËÚÂÎfl.

ÇÓ ‚ÒÂı ÂÍÎ‡ÏÌ˚ı Ï‡ÚÂË‡Î‡ı (‚ÍÎ˛˜‡fl

ÔÂ˜‡ÚÌ˚Â Ï‡ÚÂË‡Î˚, Ì‡ÛÊÌÛ˛ ÂÍÎ‡ÏÛ Ë, „‰Â

‚ÓÁÏÓÊÌÓ, Ï‡ÚÂË‡Î˚, ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌ˚Â ‰Îfl

‡ÒÔÓÒÚ‡ÌÂÌËfl ‚ ÚÓ„Ó‚˚ı ÚÓ˜Í‡ı) ÓÌ‡ ‰ÓÎÊÌ‡

·˚Ú¸ Ì‡·‡Ì‡ ˜ÂÌ˚Ï ¯ËÙÚÓÏ Ì‡ ·ÂÎÓÏ ÙÓÌÂ;

‰Îfl ÓÒÚ‡Î¸Ì˚ı Ï‡ÚÂË‡ÎÓ‚, ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌ˚ı ‰Îfl

‡ÒÔÓÒÚ‡ÌÂÌËfl ‚ ÚÓ„Ó‚˚ı ÚÓ˜Í‡ı,

ÔÂ‰ÛÔÂÊ‰ÂÌËÂ ÏÓÊÂÚ ‡ÒÔÓÎ‡„‡Ú¸Òfl Ì‡

ÍÓÌÚ‡ÒÚÌÓÏ ÙÓÌÂ;

(г) Ç ÒÎÛ˜‡Â, ÂÒÎË ÂÍÎ‡ÏÌ˚È Ï‡ÚÂË‡Î

ÔÓÒ‚fl˘ÂÌ ÂÍÎ‡ÏÂ ÚÓ„Ó‚ÓÈ Ï‡ÍË, ÔÂ‰ÛÔÂ-

‰ËÚÂÎ¸Ì‡fl Ì‡‰ÔËÒ¸ ‰ÓÎÊÌ‡ Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ

5% Ó·˘ÂÈ ÔÎÓ˘‡‰Ë ‰‡ÌÌÓ„Ó Ï‡ÚÂË‡Î‡; ÂÒÎË ‚

Ï‡ÚÂË‡ÎÂ, ÌÂ fl‚Îfl˛˘ÂÏÒfl ÂÍÎ‡ÏÓÈ ÚÓ„Ó‚ÓÈ

Ï‡ÍË, ÔËÒÛÚÒÚ‚Û˛Ú ˝ÎÂÏÂÌÚ˚ ÒËÏ‚ÓÎËÍË

ÚÓ„Ó‚ÓÈ Ï‡ÍË, ÔÂ‰ÛÔÂ‰ËÚÂÎ¸Ì‡fl Ì‡‰ÔËÒ¸

‰ÓÎÊÌ‡ Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ 5% ÔÎÓ˘‡‰Ë

‰‡ÌÌÓ„Ó ˝ÎÂÏÂÌÚ‡.

3.4. Отдельные виды рекламы 

3.4.1.  èèèèÂÂÂÂ˜̃̃̃‡‡‡‡ÚÚÚÚÌÌÌÌ˚̊̊̊ÂÂÂÂ ËËËËÁÁÁÁ‰‰‰‰‡‡‡‡ÌÌÌÌËËËËflflflfl

3.4.1.1. êÂÍÎ‡Ï‡ ‚ ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı ÏÓÊÂÚ

‡ÁÏÂ˘‡Ú¸Òfl ÚÓÎ¸ÍÓ ‚ ÒÎÂ‰Û˛˘Ëı ÒÎÛ˜‡flı:

(a) àÁ‰‡ÌËÂ ÔÂ‰Ì‡ÁÌ‡˜ÂÌÓ ‰Îfl ÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËı, Ú.Â. ËÏÂ˛ÚÒfl ‰ÓÒÚ‡ÚÓ˜Ì˚Â ÓÒÌÓ‚‡ÌËfl

ÔÓÎ‡„‡Ú¸, ˜ÚÓ ÌÂ ÏÂÌÂÂ 75% ˜ËÚ‡ÚÂÎÂÈ ‰‡ÌÌÓ„Ó

ËÁ‰‡ÌËfl – ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÂ;

(c) The warning must always be easily readable and

noticeable by consumers; on all advertising materials

(including print, outdoor and where possible

POSMs) it must be placed in ‘black on white’, on

other POSMs it must be placed on contrasting

background;

(d) Must be not less than 5% of all advertising

space if the main content is a brand advertisement,

or not less than 5% of brand element if the main

content is not a brand advertisement.

3.4. Different Types of Advertising 

3.4.1. PPPPrrrriiiinnnntttteeeedddd PPPPuuuubbbblllliiiiccccaaaattttiiiioooonnnnssss

3.4.1.1. Advertisement shall only be placed in a

printed publication, if:

(a) Such publication is directed at adults, i.e. there

is an evidence or clear reason to assume that at

least 75% of the readers of such publication are

adults;

(b) There is an evidence or clear reason to assume

that the number of under-age who read such publi-

cation constitute less than 10% of all under-age of

the Russian Federation;

(c) The publication is not dedicated specifically to

sports, health, and culture. In particular, these

words as well as the word ‘arts’ do not appear in

the title of the publication;

(d) It is accompanied by a sign ‘The sale of tobac-

co products to people under 18 y.o. is prohibited’ or

‘Our activity is intended for adult smokers only’.

The sign shall cover 1% of the advertising space,

but in any case shall not be less than 13 mm in

diameter. If the quality of the sign suffers on small

items it is possible to put this inscription in writing.

Приложение 4

Appendix 4
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(б) àÏÂ˛ÚÒfl ‰ÓÒÚ‡ÚÓ˜Ì˚Â ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸,

˜ÚÓ ÍÓÎË˜ÂÒÚ‚Ó ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı, ÍÓÚÓ˚Â

˜ËÚ‡˛Ú ‰‡ÌÌÓÂ ËÁ‰‡ÌËÂ, ÒÓÒÚ‡‚ÎflÂÚ ÏÂÌÂÂ 10%

Ó·˘Â„Ó ÍÓÎË˜ÂÒÚ‚‡ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ‚

êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË;

(в) àÁ‰‡ÌËÂ ÌÂ ÒÔÂˆË‡ÎËÁËÛÂÚÒfl Ì‡ ËÌÙÓÏ‡-

ˆËË Ó ÒÔÓÚÂ, Á‰ÓÓ‚¸Â, ÍÛÎ¸ÚÛÂ, ‚ ˜‡ÒÚÌÓÒÚË,

ÒÎÓ‚‡ «ÒÔÓÚ», «Á‰ÓÓ‚¸Â», «ÍÛÎ¸ÚÛ‡» Ë

«ËÒÍÛÒÒÚ‚Ó» ÌÂ ÙË„ÛËÛ˛Ú ‚ Ì‡Á‚‡ÌËË ËÁ‰‡ÌËfl;

(г) êÂÍÎ‡Ï‡ ÒÓÔÓ‚ÓÊ‰‡ÂÚÒfl ÁÌ‡ÍÓÏ «èÓ‰‡Ê‡

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ Á‡ÔÂ˘ÂÌ‡» ËÎË «ç‡¯‡

‡ÍˆËfl – ÚÓÎ¸ÍÓ ‰Îfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÍÛËÎ¸-

˘ËÍÓ‚». áÌ‡Í ‰ÓÎÊÂÌ Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ 1% Â-

ÍÎ‡ÏÌÓÈ ÔÎÓ˘‡‰Ë Ë ‚ Î˛·ÓÏ ÒÎÛ˜‡Â ·˚Ú¸ ÌÂ

ÏÂÌÂÂ 13 ÏÏ ‚ ‰Ë‡ÏÂÚÂ. ÖÒÎË ËÁÓ·‡ÊÂÌËÂ ÁÌ‡Í‡

ÒÛ˘ÂÒÚ‚ÂÌÌÓ ÛıÛ‰¯‡ÂÚÒfl ÔË ‡ÁÏÂ˘ÂÌËË Ì‡

ÔÂ˜‡ÚÌ˚ı Ï‡ÚÂË‡Î‡ı Ï‡ÎÓ„Ó ‡ÁÏÂ‡, ‚ÓÁÏÓÊÌÓ

Ó„‡ÌË˜ËÚ¸Òfl ‡ÁÏÂ˘ÂÌËÂÏ ÚÂÍÒÚÓ‚ÓÈ ËÌÙÓÏ‡ˆËË.

3.4.1.2. êÂÍÎ‡Ï‡ ‚ ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı ÌÂ ‰ÓÎÊÌ‡:

(а) ê‡ÁÏÂ˘‡Ú¸Òfl Ì‡ ÛÔ‡ÍÓ‚ÍÂ, Ó·ÎÓÊÍÂ, ‡ Ú‡ÍÊÂ

Ì‡ ÔÂ‚ÓÈ Ë ÔÓÒÎÂ‰ÌÂÈ ÒÚ‡ÌËˆ‡ı ÔÂ˜‡ÚÌ˚ı

ËÁ‰‡ÌËÈ, ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌ˚ı ‰Îfl ˜ÚÂÌËfl ÔÓÚÂ·Ë-

ÚÂÎflÏË, ‚ ÚÓÏ ˜ËÒÎÂ Ì‡ ÔÂ‚ÓÈ Ë ÔÓÒÎÂ‰ÌÂÈ

ÔÓÎÓÒ‡ı „‡ÁÂÚ;

(б) ê‡ÁÏÂ˘‡Ú¸Òfl ‚ ÔÂ˜‡ÚÌ˚ı ËÁ‰‡ÌËflı fl‰ÓÏ

Ò Ï‡ÚÂË‡Î‡ÏË, ÍÓÚÓ˚Â ÏÓ„ÛÚ ‚˚Á˚‚‡Ú¸ ÓÒÓ·˚È

ËÌÚÂÂÒ Û ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı.

3.4.2.  çççç‡‡‡‡ÛÛÛÛÊÊÊÊÌÌÌÌ‡‡‡‡flflflfl ÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ‡‡‡‡

3.4.2.1. çÂ ‰ÓÔÛÒÍ‡ÂÚÒfl ‡ÁÏÂ˘ÂÌËÂ ÂÍÎ‡Ï˚

Ì‡ ÂÍÎ‡ÏÌ˚ı ˘ËÚ‡ı, ÒÚÂÌ‡ı Á‰‡ÌËÈ, ÓÒÚ‡ÌÓ‚Í‡ı,

ÒÚ‡ÌˆËflı Ó·˘ÂÒÚ‚ÂÌÌÓ„Ó Ú‡ÌÒÔÓÚ‡ ËÎË ËÌ˚ı

Ì‡ÛÊÌ˚ı ÔÓ‚ÂıÌÓÒÚflı, ÍÓÚÓ˚Â:

(a) ê‡ÒÔÓÎÓÊÂÌ˚ Ì‡ ‡ÒÒÚÓflÌËË ÏÂÌÂÂ 100 ÏÂÚÓ‚

ÓÚ Û˜Â·Ì˚ı, ÏÂ‰ËˆËÌÒÍËı, ÒÔÓÚË‚Ì˚ı, ÍÛÎ¸ÚÛ-

Ì˚ı, ‰ÂÚÒÍËı Ó„‡ÌËÁ‡ˆËÈ Ë Á‡‚Â‰ÂÌËÈ, Ë/ËÎË

(б) àÏÂ˛Ú ÔÎÓ˘‡‰¸ ‚Ë‰ËÏÓÈ ÒÚÓÓÌ˚ ÂÍÎ‡Ï-

ÌÓ„Ó Ó·˙fl‚ÎÂÌËfl, ÔÂ‚˚¯‡˛˘Û˛ 35 Í‚. ÏÂÚÓ‚.

3.4.2.2. ã˛·‡fl Ì‡ÛÊÌ‡fl ÂÍÎ‡Ï‡ ‰ÓÎÊÌ‡ ÒÓ-

ÔÓ‚ÓÊ‰‡Ú¸Òfl ÁÌ‡ÍÓÏ «èÓ‰‡Ê‡ ÌÂÒÓ‚Â¯ÂÌÌÓ-

ÎÂÚÌËÏ Á‡ÔÂ˘ÂÌ‡» ËÎË «ç‡¯‡ ‡ÍˆËfl – ÚÓÎ¸ÍÓ

‰Îfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÍÛËÎ¸˘ËÍÓ‚». áÌ‡Í ‰ÓÎ-

ÊÂÌ Á‡ÌËÏ‡Ú¸ ÌÂ ÏÂÌÂÂ 1% ÂÍÎ‡ÏÌÓÈ ÔÎÓ˘‡‰Ë.

3.4.1.2. No advertisement in printed publications

shall:

(a) Be placed on the packaging, outside cover and

first and last pages of printed publications intended

to be read by consumers, including the front and

back pages of newspapers;

(b) Be placed adjacent to materials particularly

appealing to under-age.

3.4.2. OOOOuuuuttttddddoooooooorrrr AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg

3.4.2.1. No advertisement shall be placed on any

billboard, wall mural, transport stop, station or

other outdoor surface if they are:

(a) Located closer than 100 metres from any

point of the perimeter of an educational, medical,

sports, cultural, and children’s organisation or

institution, and/or

(b) The total size of such advertisement’s visible

side exceeds 35 square metres.

3.4.2.2. All outdoor advertising should bear a sign

‘The sale of tobacco products to people under 18

y.o. is prohibited’ or ‘Our activity is intended for

adult smokers only’. The sign shall cover 1% of the

advertising space.

3.4.2.3. Outdoor advertising shall neither be similar

to road/direction signs, traffic technical facilities by

type, view or sound effect, nor decrease visibility of

those, nor reduce traffic safety.

3.4.3. CCCCiiiinnnneeeemmmmaaaa AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg

3.4.3.1. Advertisements may only be placed in cin-

ema when the following requirements are met:

(a) The show takes place after 10 p.m. of local

time;

(b) There is an evidence or a clear reason to assume

that at least 75% of the audience are adults, e.g. in

programmes/films which are for ‘over 18’ by rating.
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3.4.2.3. ç‡ÛÊÌ‡fl ÂÍÎ‡Ï‡ ÌÂ ‰ÓÎÊÌ‡ ËÏÂÚ¸

ÒıÓ‰ÒÚ‚‡ ÔÓ ‚ÌÂ¯ÌÂÏÛ ‚Ë‰Û, ËÁÓ·‡ÊÂÌË˛,

Á‚ÛÍÓ‚˚Ï ˝ÙÙÂÍÚ‡Ï Ò ÚÂıÌË˜ÂÒÍËÏË ÒÂ‰ÒÚ‚‡ÏË

Ó„‡ÌËÁ‡ˆËË ‰ÓÓÊÌÓ„Ó ‰‚ËÊÂÌËfl, ‚ ÚÓÏ ˜ËÒÎÂ

ÒÔÂˆË‡Î¸Ì˚ÏË ÒË„Ì‡Î‡ÏË, ÛıÛ‰¯‡Ú¸ Ëı ‚Ë‰Ë-

ÏÓÒÚ¸, ÒÌËÊ‡Ú¸ ·ÂÁÓÔ‡ÒÌÓÒÚ¸ ‰‚ËÊÂÌËfl.

3.4.3.  êêêêÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ‡‡‡‡ ‚‚‚‚ ÍÍÍÍËËËËÌÌÌÌÓÓÓÓ

3.4.3.1. ê‡ÒÔÓÒÚ‡ÌÂÌËÂ ÂÍÎ‡Ï˚ ‚ ÍËÌÓ

‡ÁÂ¯‡ÂÚÒfl ÚÓÎ¸ÍÓ:

(a) ‚Ó ‚ÂÏfl ÒÂ‡ÌÒÓ‚ ÔÓÒÎÂ 22.00 ÔÓ ÏÂÒÚÌÓÏÛ

‚ÂÏÂÌË Ë

(б) ÂÒÎË ÂÒÚ¸ ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸, ˜ÚÓ ÔÓ Í‡È-

ÌÂÈ ÏÂÂ 75% ‡Û‰ËÚÓËË – ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÂ,

Ì‡ÔËÏÂ, ÙËÎ¸Ï˚/ÔÓ„‡ÏÏ˚ ËÏÂ˛Ú ÓÙËˆË-

‡Î¸Ì˚È ÂÈÚËÌ„ «ÑÎfl ÎËˆ ÒÚ‡¯Â 18 ÎÂÚ».

3.4.4.  êêêêÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ‡‡‡‡ ÌÌÌÌ‡‡‡‡ ÚÚÚÚÂÂÂÂÎÎÎÎÂÂÂÂ‚‚‚‚ËËËË‰‰‰‰ÂÂÂÂÌÌÌÌËËËËËËËË
ç‡ ÚÂÎÂ‚Ë‰ÂÌËË ‡ÒÔÓÒÚ‡ÌÂÌËÂ ÂÍÎ‡Ï˚

ÌÂ ‰ÓÔÛÒÍ‡ÂÚÒfl.

3.4.5. êêêêÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ‡‡‡‡ ÌÌÌÌ‡‡‡‡ ‡‡‡‡‰‰‰‰ËËËËÓÓÓÓ

ç‡ ‡‰ËÓ ‡ÒÔÓÒÚ‡ÌÂÌËÂ ÂÍÎ‡Ï˚

ÌÂ ‰ÓÔÛÒÍ‡ÂÚÒfl.

3.4.6. êêêêÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ‡‡‡‡ ‚‚‚‚ ÒÒÒÒÂÂÂÂÚÚÚÚËËËË ààààÌÌÌÌÚÚÚÚÂÂÂÂÌÌÌÌÂÂÂÂÚÚÚÚ

3.4.6.1. á‡ÔÂ˘‡ÂÚÒfl ‡ÒÔÓÒÚ‡ÌÂÌËÂ ÂÍÎ‡Ï˚

‚ ÒÂÚË àÌÚÂÌÂÚ Á‡ ËÒÍÎ˛˜ÂÌËÂÏ ÒÎÛ˜‡Â‚, ÍÓ„‰‡

‰ÓÒÚÛÔ Í ËÌÚÂÌÂÚ-Ò‡ÈÚÛ, Ì‡ ÍÓÚÓÓÏ ‡ÁÏÂ˘‡ÂÚ-

Òfl ÂÍÎ‡Ï‡, ÔÓÎÛ˜‡˛Ú ÚÓÎ¸ÍÓ ÚÂ ÔÓÎ¸ÁÓ‚‡ÚÂÎË,

ÍÓÚÓ˚Â ÏÓ„ÛÚ ÔÂ‰ÓÒÚ‡‚ËÚ¸ ‰ÓÒÚÓ‚ÂÌÓÂ

ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ Ù‡ÍÚ‡ ‰ÓÒÚËÊÂÌËfl ÒÓ‚Â¯ÂÌÌÓ-

ÎÂÚÌÂ„Ó ‚ÓÁ‡ÒÚ‡.

3.4.6.2. ç‡ ÍÓÔÓ‡ÚË‚ÌÓÏ Ò‡ÈÚÂ «ÅÄí êÓÒÒËfl»

ÏÓÊÂÚ ‡ÁÏÂ˘‡Ú¸Òfl Î˛·‡fl ËÌÙÓÏ‡ˆËfl Ó Ú‡·‡˜-

ÌÓÈ ÔÓ‰ÛÍˆËË, ˆÂÎ¸˛ ÍÓÚÓÓÈ ÌÂ fl‚ÎflÂÚÒfl

ÔÓ‰‚ËÊÂÌËÂ ÚÓÈ ËÎË ËÌÓÈ Ï‡ÍË ÒÂ‰Ë

ÔÓÚÂ·ËÚÂÎÂÈ.

3.4.7. êêêê‡‡‡‡ÒÒÒÒÔÔÔÔÓÓÓÓÒÒÒÒÚÚÚÚ‡‡‡‡ÌÌÌÌÂÂÂÂÌÌÌÌËËËËÂÂÂÂ ÂÂÂÂÍÍÍÍÎÎÎÎ‡‡‡‡ÏÏÏÏ˚̊̊̊ ÌÌÌÌ‡‡‡‡ ‚‚‚‚ËËËË‰‰‰‰ÂÂÂÂÓÓÓÓ----,,,,

‡‡‡‡ÛÛÛÛ‰‰‰‰ËËËËÓÓÓÓ---- ËËËË ÍÍÍÍÓÓÓÓÏÏÏÏÔÔÔÔ¸̧̧̧˛̨̨̨ÚÚÚÚÂÂÂÂÌÌÌÌÓÓÓÓÈÈÈÈ ÔÔÔÔÓÓÓÓ‰‰‰‰ÛÛÛÛÍÍÍÍˆ̂̂̂ËËËËËËËË

(а) çÂ ‰ÓÔÛÒÍ‡ÂÚÒfl ‡ÒÔÓÒÚ‡ÌÂÌËÂ ÂÍÎ‡Ï˚

‚ ÙÓÏÂ Á‡ÔËÒË Ì‡ ‚Ë‰ÂÓ- Ë ‡Û‰ËÓÍ‡ÒÒÂÚ‡ı,

3.4.4. TTTTVVVV AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg

No advertisement shall be placed on TV.

3.4.5. RRRRaaaaddddiiiioooo AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg

No advertisement shall be placed on radio.

3.4.6. IIIInnnntttteeeerrrrnnnneeeetttt AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg

3.4.6.1. No advertisement may be placed on the

Internet unless each person seeking access to the

Internet site on which such advertisement is

placed, provides reliable verification that he or she

is an adult.

3.4.6.2. Information about tobacco products with-

out intention to advertise to consumers can be

placed on the BAT Russia corporate Internet site.

3.4.7. AAAAddddvvvveeeerrrrttttiiiissssiiiinnnngggg tttthhhhrrrroooouuuugggghhhh VVVViiiiddddeeeeoooo,,,, AAAAuuuuddddiiiioooo,,,, aaaannnndddd

CCCCoooommmmppppuuuutttteeeerrrr PPPPrrrroooodddduuuuccccttttssss

(a) No electronic advertisement shall be incorpo-

rated into any video- or audio cassette, compact

disk, digital video disk or similar medium unless

reasonable measures have been taken to ensure that

the intended recipients of the item are adults;

(b) The Group may distribute video or audio cas-

settes, compact disks, digital video disks and similar

media provided that the contents, cover, packaging

and means of distribution comply with this Code.

3.4.8. PPPPrrrroooodddduuuucccctttt PPPPllllaaaacccceeeemmmmeeeennnntttt
There shall be no direct or indirect contribution or

payment for the placement of tobacco products,

advertisements or items bearing tobacco brand

names, within the body of any:

•Motion picture,

•Television programme,

•Theatrical production or other live performance,

•Live or recorded performance of music,

•Commercial film or video,

•Video game,

•Any similar medium,where such medium is

intended for the general public.

Приложение 4

Appendix 4
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ÍÓÏÔ‡ÍÚ-‰ËÒÍ‡ı, ˆËÙÓ‚˚ı ‚Ë‰ÂÓ‰ËÒÍ‡ı

Ë ÔÓ‰Ó·Ì˚ı ËÌÙÓÏ‡ˆËÓÌÌ˚ı ÌÓÒËÚÂÎflı,

Á‡ ËÒÍÎ˛˜ÂÌËÂÏ ÚÂı ÒÎÛ˜‡Â‚, ÍÓ„‰‡ ÔËÌflÚ˚

‡ÁÛÏÌ˚Â ÏÂ˚ ‰Îfl ÚÓ„Ó, ˜ÚÓ·˚ ÚÓÎ¸ÍÓ ÒÓ‚Â-

¯ÂÌÌÓÎÂÚÌËÂ ËÏÂÎË ‰ÓÒÚÛÔ Í ˝ÚËÏ ÌÓÒËÚÂÎflÏ;

(б) ÉÛÔÔ‡ ÏÓÊÂÚ ‡ÒÔÓÒÚ‡ÌflÚ¸ ‚Ë‰ÂÓ- Ë

‡Û‰ËÓÍ‡ÒÒÂÚ˚, ÍÓÏÔ‡ÍÚ-‰ËÒÍË, ˆËÙÓ‚˚Â ‚Ë‰ÂÓ-

‰ËÒÍË Ë ÔÓ‰Ó·Ì˚Â ËÌÙÓÏ‡ˆËÓÌÌ˚Â ÌÓÒËÚÂÎË ‚

ÒÎÛ˜‡Â, ÂÒÎË Ëı ÒÓ‰ÂÊ‡ÌËÂ, Ó·ÎÓÊÍ‡, ÛÔ‡ÍÓ‚Í‡

Ë ÒÔÓÒÓ· ‡ÒÔÓÒÚ‡ÌÂÌËfl ÌÂ ÔÓÚË‚ÓÂ˜‡Ú

‰‡ÌÌÓÏÛ äÓ‰ÂÍÒÛ.

3.4.8.  êêêê‡‡‡‡ÁÁÁÁÏÏÏÏÂÂÂÂ˘̆̆̆ÂÂÂÂÌÌÌÌËËËËÂÂÂÂ ÔÔÔÔÓÓÓÓ‰‰‰‰ÛÛÛÛÍÍÍÍˆ̂̂̂ËËËËи 
çÂ ‰ÓÔÛÒÍ‡ÂÚÒfl ÌË Ì‡ÔflÏÛ˛, ÌË ˜ÂÂÁ ÚÂÚ¸Ëı

ÎËˆ ÓÔÎ‡˜Ë‚‡Ú¸ ËÎË ‚ÌÓÒËÚ¸ ‚ÍÎ‡‰ ‚ Í‡ÍÓÈ-ÎË·Ó

ËÌÓÈ ÙÓÏÂ ‚ ‡ÁÏÂ˘ÂÌËÂ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË,

ÂÂ ÂÍÎ‡Ï˚, ‡ Ú‡ÍÊÂ Ï‡ÚÂË‡ÎÓ‚ Ò Ì‡Á‚‡ÌËÂÏ

ÚÓ„Ó‚˚ı Ï‡ÓÍ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË ‚ ÒÓ‰ÂÊ‡-

ÌËË Ë/ËÎË ‰ÂÈÒÚ‚ËË:

•ÍËÌÓÙËÎ¸ÏÓ‚,

•ÚÂÎÂ‚ËÁËÓÌÌ˚ı ÔÓ„‡ÏÏ,

•ÚÂ‡Ú‡Î¸Ì˚ı ÔÓÒÚ‡ÌÓ‚ÓÍ Ë ÚÂ‡Ú‡ÎËÁÓ‚‡ÌÌ˚ı

ÔÂ‰ÒÚ‡‚ÎÂÌËÈ,

•ÍÓÌˆÂÚÓ‚ Ë ÍÓÌˆÂÚÌ˚ı Á‡ÔËÒÂÈ,

•ÍÓÏÏÂ˜ÂÒÍËı ÙËÎ¸ÏÓ‚ Ë ‚Ë‰ÂÓ,

•‚Ë‰ÂÓË„,

•‰Û„ÓÈ ÔÓ‰Ó·ÌÓÈ ÔÓ‰ÛÍˆËË,

ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌÓÈ ‰Îfl ¯ËÓÍÓÈ ‡Û‰ËÚÓËË.

4. ТРЕБОВАНИЯ К ДЕЯТЕЛЬНОСТИ 

ПО СТИМУЛИРОВАНИЮ СБЫТА 

4.1.  Все виды деятельности и информация,
связанные с:

•ÔÂ‰ÎÓÊÂÌËflÏË Ò ˆÂÎ¸˛ ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡,

•ÏÂÓÔËflÚËflÏË Ò ˆÂÎ¸˛ ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡,

•ËÁ‰ÂÎËflÏË ‰Îfl ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡,

•·ÂÒÔÎ‡ÚÌ˚Ï ‡ÒÔÓÒÚ‡ÌÂÌËÂÏ Ó·‡ÁˆÓ‚

(Ò˝ÏÔÎËÌ„ÓÏ)

‰ÓÎÊÌ˚ ÒÓÔÓ‚ÓÊ‰‡Ú¸Òfl ÔÂ‰ÛÔÂÊ‰ÂÌËÂÏ Ó

‚Â‰Â ÍÛÂÌËfl Ë ÁÌ‡ÍÓÏ «ç‡¯‡ ‡ÍˆËfl – ÚÓÎ¸ÍÓ

‰Îfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÍÛËÎ¸˘ËÍÓ‚».

4.2. Прямая рассылка, ÒÓ‰ÂÊ‡˘‡fl

ÂÍÎ‡ÏÌ˚Â Ï‡ÚÂË‡Î˚, ‰ÓÎÊÌ‡ Ì‡Ô‡‚ÎflÚ¸Òfl

ÚÓÎ¸ÍÓ ÚÂÏ ÎËˆ‡Ï, ÍÓÚÓ˚Â ÔÂ‰‚‡ËÚÂÎ¸ÌÓ

ÔËÒ¸ÏÂÌÌÓ ÔÓ‰Ú‚Â‰ËÎË, ˜ÚÓ ÓÌË fl‚Îfl˛ÚÒfl

ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË ÔÓÚÂ·ËÚÂÎflÏË ÒË„‡ÂÚ

Ë ÊÂÎ‡˛Ú ÔÓÎÛ˜‡Ú¸ ÂÍÎ‡ÏÌÛ˛ ËÌÙÓÏ‡ˆË˛.

4. REQUIREMENTS FOR PROMOTIONAL 

ACTIVITIES 

4.1. All Activities and Communications
Concerned with any of the Following:

•promotional offers;

•promotional events;

•promotional items;

•sampling, –

shall be accompanied by a health warning and by the

sign ‘Our activity is intended for adult smokers only’.

4.2. Any branded activity and communication

organised by means of direct mail shall be carried

out only if prior written confirmation of adult

smoker status as well as wish to receive promotional

materials is obtained from the consumer.

4.3. Promotional Offers
Participation in promotional offers by the general

public will be conditional upon evidence of age eli-

gibility and confirmation of smoker status.

4.4. Promotional Events 
Each member of the Group shall ensure that only

adults have the access to a promotional event. The

following requirements should be met:

(a) When carrying out any promotional event the

age and smoker status should be visually/verbally

verified;

(b) In case there is a doubt whether a participant

complies with the age criteria set by this Code and

when it is impossible to obtain an authentic proof

of age, he/she should be debarred from participa-

tion in the promotional event;

(c) When offering a prize/present, the age of the

participant should be verified;

(d) Where promotional offer permits an adult

smoker to be accompanied by other person at a

third party event or in an activity, each company

of the Group shall ensure that such other person

is adult.
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4.3. Предложения с целью стимулирования
сбыта
ä Û˜‡ÒÚË˛ ‚ ÔÂ‰ÎÓÊÂÌËflı ÔÓ ÒÚËÏÛÎËÓ‚‡ÌË˛

Ò·˚Ú‡ ‰ÓÎÊÌ˚ ‰ÓÔÛÒÍ‡Ú¸Òfl ÚÓÎ¸ÍÓ ÎËˆ‡, ÔÂ‰-

ÒÚ‡‚Ë‚¯ËÂ ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ ÒÚ‡ÚÛÒ‡ ÒÓ‚Â¯ÂÌÌÓ-

ÎÂÚÌËı ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË.

4.4. Мероприятия с целью стимулирования
сбыта
ÇÒÂ ÍÓÏÔ‡ÌËË ÉÛÔÔ˚ ‰ÓÎÊÌ˚ Ó·ÂÒÔÂ˜ËÚ¸, ˜ÚÓ-

·˚ ÚÓÎ¸ÍÓ ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÂ ‰ÓÔÛÒÍ‡ÎËÒ¸ Í Û˜‡-

ÒÚË˛ ‚ ÏÂÓÔËflÚËflı ÔÓ ÒÚËÏÛÎËÓ‚‡ÌË˛ Ò·˚Ú‡.

ÑÓÎÊÌ˚ ·˚Ú¸ ÒÓ·Î˛‰ÂÌ˚ ÒÎÂ‰Û˛˘ËÂ ÛÒÎÓ‚Ëfl:

(a) ç‡ ÏÂÓÔËflÚËflı Ò ˆÂÎ¸˛ ÒÚËÏÛÎËÓ‚‡ÌËfl

Ò·˚Ú‡ ‰ÓÎÊÌ‡ ·˚Ú¸ ÓÒÛ˘ÂÒÚ‚ÎÂÌ‡ ‚ËÁÛ‡Î¸Ì‡fl

ÓˆÂÌÍ‡ ‚ÓÁ‡ÒÚ‡ Û˜‡ÒÚÌËÍÓ‚ Ë ÔÓÎÛ˜ÂÌÓ ÛÒÚÌÓÂ

ÔÓ‰Ú‚ÂÊ‰ÂÌËÂ ÒÚ‡ÚÛÒ‡ ÔÓÚÂ·ËÚÂÎfl Ú‡·‡˜Ì˚ı

ËÁ‰ÂÎËÈ;

(б) Ç ÒÎÛ˜‡Â, ÂÒÎË ÂÒÚ¸ ÒÓÏÌÂÌËÂ ‚ ÚÓÏ, ˜ÚÓ

Û˜‡ÒÚÌËÍ ‰ÂÈÒÚ‚ËÚÂÎ¸ÌÓ ÒÓÓÚ‚ÂÚÒÚ‚ÛÂÚ ‚ÓÁ‡Ò-

ÚÌÓÏÛ ÍËÚÂË˛, ÛÒÚ‡ÌÓ‚ÎÂÌÌÓÏÛ ‰‡ÌÌ˚Ï äÓ‰Â-

ÍÒÓÏ, Ë ÂÒÎË ÌÂÚ ‚ÓÁÏÓÊÌÓÒÚË ‰ÓÍÛÏÂÌÚ‡Î¸ÌÓ

ÔÓ‰Ú‚Â‰ËÚ¸ ‚ÓÁ‡ÒÚ, ‰‡ÌÌÓÂ ÎËˆÓ ÌÂ ‰ÓÎÊÌÓ

·˚Ú¸ ‰ÓÔÛ˘ÂÌÓ Í Û˜‡ÒÚË˛ ‚ ÏÂÓÔËflÚËË;

(в) èË ‚Û˜ÂÌËË ÔËÁÓ‚ Ë/ËÎË ÔÓ‰‡ÍÓ‚

‚ÓÁ‡ÒÚ Û˜‡ÒÚÌËÍ‡ ‰ÓÎÊÂÌ ·˚Ú¸ ÔÓ‰Ú‚ÂÊ‰ÂÌ

‰ÓÍÛÏÂÌÚ‡Î¸ÌÓ;

(г) Ç ÒÎÛ˜‡flı, ÍÓ„‰‡ ÔÂ‰ÎÓÊÂÌËÂ, Ì‡Ô‡‚ÎÂÌÌÓÂ

Ì‡ ÒÚËÏÛÎËÓ‚‡ÌËÂ Ò·˚Ú‡, ‰ÓÔÛÒÍ‡ÂÚ ÒÓÔÓ‚ÓÊ‰Â-

ÌËÂ ÒÓ‚Â¯ÂÌÌÓÎÂÚÌÂ„Ó ÔÓÚÂ·ËÚÂÎfl Ú‡·‡˜Ì˚ı

ËÁ‰ÂÎËÈ ‰Û„ËÏË ÎËˆ‡ÏË Ì‡ ÏÂÓÔËflÚËË ËÎË

‡ÍˆËË, ÔÓ‚Ó‰ËÏ˚ÏË ÚÂÚ¸ÂÈ ÒÚÓÓÌÓÈ, ˝ÚË ÎËˆ‡

Ú‡ÍÊÂ ‰ÓÎÊÌ˚ ·˚Ú¸ ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË.

4.5. Изделия для стимулирования сбыта

4.5.1. çËÍ‡Í‡fl ÂÍÎ‡Ï‡ ÌÂ ‰ÓÎÊÌ‡ ‡ÁÏÂ˘‡Ú¸Òfl

Ì‡ ÒÎÂ‰Û˛˘Ëı ÔÂ‰ÏÂÚ‡ı:

(a) àÁ‰ÂÎËflı, ÒÓ‰ÂÊ‡˘Ëı ÒËÏ‚ÓÎËÍÛ ÚÓ„Ó‚˚ı

Ï‡ÓÍ ‰Û„Ëı ÍÓÏÔ‡ÌËÈ, Á‡ ËÒÍÎ˛˜ÂÌËÂÏ ÚÂı

ÒÎÛ˜‡Â‚, ÍÓ„‰‡ ÔÓÎÛ˜ÂÌÓ ÔÂ‰‚‡ËÚÂÎ¸ÌÓÂ ÔËÒ¸-

ÏÂÌÌÓÂ ‡ÁÂ¯ÂÌËÂ ‚Î‡‰ÂÎ¸ˆ‡ ÚÓ„Ó‚ÓÈ Ï‡ÍË;

4.5. Promotional Items

4.5.1. No advertisements shall be placed on the

following items:

(a) Items which contain any brand element of other

trademark owner unless a prior written permission

of trademark owner was received;

(b) Items where it is technically difficult or impos-

sible to put a health warning or other inscriptions

according to this Code requirements;

(c) Items which can be of particular appeal to

under-age;

(d) Shopping bags.

4.5.2. All advertisements shall be accompanied by

a health warning and a ‘Product/cigarettes has/have

been certified’ note. Reasonable measures should be

taken to ensure that advertisements and health

warning are placed on promotional items in a way

that they are visible at the same time.

4.5.3. Promotional items shall:

(a) Be offered/distributed to adults smokers only

after visual/verbal verification of the age and smoker

status;

(b) Be offered/distributed by direct mail only to

adult smokers who have prior confirmed in writing

their adult smoker status and wish to receive pro-

motional materials.

4.5.4. Any item of clothing with tobacco advertis-

ing offered for sale or distribution shall be offered in

adult sizes only.

Приложение 4

Appendix 4
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(б) àÁ‰ÂÎËflı, Ì‡ ÍÓÚÓ˚ı ÌÂ‚ÓÁÏÓÊÌÓ ËÎË

ÒÎÓÊÌÓ Ò ÚÂıÌË˜ÂÒÍÓÈ ÚÓ˜ÍË ÁÂÌËfl ‡ÁÏÂÒÚËÚ¸

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸ÌÛ˛ Ì‡‰ÔËÒ¸ Ó ‚Â‰Â ÍÛÂÌËfl

ËÎË ‰Û„ËÂ Ì‡‰ÔËÒË ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÚÂ·Ó‚‡ÌË-

flÏË ‰‡ÌÌÓ„Ó äÓ‰ÂÍÒ‡;

(в) àÁ‰ÂÎËflı, ÍÓÚÓ˚Â ÏÓ„ÛÚ ·˚Ú¸ ÓÒÓ·ÂÌÌÓ

ÔË‚ÎÂÍ‡ÚÂÎ¸Ì˚ÏË ‰Îfl ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

(г) è‡ÍÂÚ‡ı ‰Îfl ÔÓÍÛÔÓÍ.

4.5.2. ã˛·‡fl ÂÍÎ‡Ï‡ ‰ÓÎÊÌ‡ ÒÓÔÓ‚ÓÊ‰‡Ú¸Òfl

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸ÌÓÈ Ì‡‰ÔËÒ¸˛ Ó ‚Â‰Â ÍÛÂÌËfl

Ë Ì‡‰ÔËÒ¸˛ «íÓ‚‡/ÒË„‡ÂÚ˚ ÒÂÚËÙËˆËÓ‚‡Ì/

ÒÂÚËÙËˆËÓ‚‡Ì˚». êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ Á‰‡‚˚Ï

ÒÏ˚ÒÎÓÏ, ÌÂÓ·ıÓ‰ËÏÓ ÔËÌflÚ¸ ÏÂ˚ ÔÓ Ó·ÂÒÔÂ-

˜ÂÌË˛ Ú‡ÍÓ„Ó ‡ÁÏÂ˘ÂÌËfl ÂÍÎ‡Ï˚ Ë

ÔÂ‰ÛÔÂ‰ËÚÂÎ¸ÌÓÈ Ì‡‰ÔËÒË Ó ‚Â‰Â ÍÛÂÌËfl Ì‡

ËÁ‰ÂÎËË ‰Îfl ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡, ˜ÚÓ·˚ Ë

ÂÍÎ‡Ï‡, Ë Ì‡‰ÔËÒ¸ ·˚ÎË ‚Ë‰Ì˚ Ó‰ÌÓ‚ÂÏÂÌÌÓ.

4.5.3. àÁ‰ÂÎËfl ‰Îfl ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡

‰ÓÎÊÌ˚:

(a) èÂ‰Î‡„‡Ú¸Òfl/‡ÒÔÓÒÚ‡ÌflÚ¸Òfl ÚÓÎ¸ÍÓ

ÒÂ‰Ë ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË ÔÓÒÎÂ ‚ËÁÛ‡Î¸ÌÓÈ ÓˆÂÌÍË ‚ÓÁ‡ÒÚ‡ Ë

ÔÓÎÛ˜ÂÌËfl ÛÒÚÌÓ„Ó ÔÓ‰Ú‚ÂÊ‰ÂÌËfl ÒÚ‡ÚÛÒ‡

ÔÓÚÂ·ËÚÂÎfl ÒË„‡ÂÚ;

(б) èÂ‰Î‡„‡Ú¸Òfl/‡ÒÔÓÒÚ‡ÌflÚ¸Òfl ÏÂÚÓ‰ÓÏ

ÔflÏÓÈ ‡ÒÒ˚ÎÍË ÚÓÎ¸ÍÓ ÒÂ‰Ë ÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËı ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, ÍÓÚÓ˚Â

ÔÂ‰‚‡ËÚÂÎ¸ÌÓ ÔËÒ¸ÏÂÌÌÓ ÔÓ‰Ú‚Â‰ËÎË, ˜ÚÓ

ÓÌË fl‚Îfl˛ÚÒfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË ÔÓÚÂ·ËÚÂÎfl-

ÏË ÒË„‡ÂÚ Ë ÊÂÎ‡˛Ú ÔÓÎÛ˜‡Ú¸ ÂÍÎ‡ÏÌÛ˛

ËÌÙÓÏ‡ˆË˛.

4.5.4. èÂ‰ÏÂÚ˚ Ó‰ÂÊ‰˚, ÔÂ‰Î‡„‡ÂÏ˚Â ‰Îfl

ÔÓ‰‡ÊË ËÎË ‡ÒÔÓÒÚ‡ÌÂÌËfl, Ì‡ ÍÓÚÓ˚ı ‡Á-

ÏÂ˘ÂÌ‡ ÂÍÎ‡Ï‡ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, ‰ÓÎÊÌ˚

ÔÂ‰Î‡„‡Ú¸Òfl ÚÓÎ¸ÍÓ ‚ ‡ÁÏÂ‡ı ‰Îfl ‚ÁÓÒÎ˚ı.

4.6. Sampling

4.6.1. RRRReeeeaaaassssoooonnnnaaaabbbblllleeee MMMMeeeeaaaassssuuuurrrreeeessss sssshhhhaaaallllllll bbbbeeee ttttaaaakkkkeeeennnn ttttoooo

EEEEnnnnssssuuuurrrreeee tttthhhhaaaatttt::::

(a) Samples of tobacco products are not offered to

under-age or to non-smokers (persons who confirm

to be non-smokers);

(b) Samples are only offered within a segregated

area access to which is restricted to adults only;

(c) Samples not ordered by consumers are not sent

by mail;

(d) Personnel participating in distribution of the

samples of tobacco products or conducting promo-

tional activities should:

•Carry a visible health warning and sign ‘Our

activity is intended for adult smokers only’;

•Provide a consumer with the information about

the tobacco products required by the Code if

asked by a consumer;

•Verify the age (if in any doubt) and smoker sta-

tus of persons who are offered the samples

or/and who take part in promotional activities.
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4.6. Бесплатное распространение образцов
(сэмплинг) 

4.6.1. ççççÂÂÂÂÓÓÓÓ····ııııÓÓÓÓ‰‰‰‰ËËËËÏÏÏÏÓÓÓÓ ÔÔÔÔÂÂÂÂ‰‰‰‰ÔÔÔÔËËËËÌÌÌÌflflflflÚÚÚÚ¸̧̧̧ ‚‚‚‚ÒÒÒÒÂÂÂÂ ‚‚‚‚ÓÓÓÓÁÁÁÁÏÏÏÏÓÓÓÓÊÊÊÊÌÌÌÌ˚̊̊̊ÂÂÂÂ

ÏÏÏÏÂÂÂÂ˚̊̊̊ ‰‰‰‰ÎÎÎÎflflflfl ÚÚÚÚÓÓÓÓ„„„„ÓÓÓÓ,,,, ˜̃̃̃ÚÚÚÚÓÓÓÓ····˚̊̊̊ ÒÒÒÒÎÎÎÎÂÂÂÂ‰‰‰‰ÛÛÛÛ˛̨̨̨˘̆̆̆ËËËËÂÂÂÂ ÛÛÛÛÒÒÒÒÎÎÎÎÓÓÓÓ‚‚‚‚ËËËËflflflfl ····˚̊̊̊ÎÎÎÎËËËË

ÒÒÒÒÓÓÓÓ····ÎÎÎÎ˛̨̨̨‰‰‰‰ÂÂÂÂÌÌÌÌ˚̊̊̊:

(a) é·‡Áˆ˚ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÌÂ ‰ÓÎÊÌ˚

ÔÂ‰Î‡„‡Ú¸Òfl ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ Ë ÎËˆ‡Ï, ÌÂ

fl‚Îfl˛˘ËÏÒfl ÔÓÚÂ·ËÚÂÎflÏË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ

(ÎËˆ‡Ï, ÔËÁÌ‡˛˘ËÏ ÒÂ·fl ÌÂÍÛfl˘ËÏË);

(б) é·‡Áˆ˚ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ‰ÓÎÊÌ˚

ÔÂ‰Î‡„‡Ú¸Òfl Ì‡ ÒÔÂˆË‡Î¸ÌÓ ‚˚‰ÂÎÂÌÌ˚ı ÔÎÓ-

˘‡‰Í‡ı, ‰ÓÒÚÛÔ Ì‡ ÍÓÚÓ˚Â ÓÚÍ˚Ú ÚÓÎ¸ÍÓ ‰Îfl

ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

(в) é·‡Áˆ˚ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ, ÌÂ Á‡Í‡Á‡ÌÌ˚Â

ÔÓÚÂ·ËÚÂÎflÏË, ÌÂ ‰ÓÎÊÌ˚ ÓÚÔ‡‚ÎflÚ¸Òfl ËÏ

ÔÓ ÔÓ˜ÚÂ;

(г) ãËˆ‡, Û˜‡ÒÚ‚Û˛˘ËÂ ‚ ‡ÒÔÓÒÚ‡ÌÂÌËË

Ó·‡ÁˆÓ‚ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ËÎË ‚ ÔÓ‚Â‰ÂÌËË

‡ÍˆËÈ/ÏÂÓÔËflÚËÈ Ò ˆÂÎ¸˛ ÒÚËÏÛÎËÓ‚‡ÌËfl

Ò·˚Ú‡, ‰ÓÎÊÌ˚:

•àÏÂÚ¸ Ì‡ Ó‰ÂÊ‰Â ÔÂ‰ÛÔÂ‰ËÚÂÎ¸ÌÛ˛ Ì‡‰ÔËÒ¸

Ó ‚Â‰Â ÍÛÂÌËfl Ë ‚Ë‰ËÏÛ˛ ËÌÙÓÏ‡ˆË˛

Ó ÚÓÏ, ˜ÚÓ ‡ÍˆËfl ÔÂ‰Ì‡ÁÌ‡˜ÂÌ‡ ÚÓÎ¸ÍÓ ‰Îfl

ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÔÓÚÂ·ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ

ÔÓ‰ÛÍˆËË;

•èÓ‚ÂflÚ¸ ‚ÓÁ‡ÒÚ Ë ÒÚ‡ÚÛÒ ÔÓÚÂ·ËÚÂÎfl Ú‡-

·‡˜Ì˚ı ËÁ‰ÂÎËÈ Û ÚÂı ÎËˆ, ÍÓÚÓ˚Ï ÔÂ‰Î‡„‡-

˛ÚÒfl Ó·‡Áˆ˚ Ë/ËÎË ÍÓÚÓ˚Â Û˜‡ÒÚ‚Û˛Ú ‚ ÏÂ-

ÓÔËflÚËflı Ò ˆÂÎ¸˛ ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡.

5. ТРЕБОВАНИЯ К СПОНСОРСКОЙ

ДЕЯТЕЛЬНОСТИ

5.1. ÇÒÂ ‚Ë‰˚ ÂÍÎ‡Ï˚, Ò‚flÁ‡ÌÌÓÈ ÒÓ ÒÔÓÌÒÓÒÚ-

‚ÓÏ ËÎË fl‚Îfl˛˘ÂÈÒfl ‰ÓÔÓÎÌÂÌËÂÏ Í ÌÂÏÛ, ‰ÓÎÊ-

Ì˚ ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Ú¸ ÒÎÂ‰Û˛˘ËÏ ÚÂ·Ó‚‡ÌËflÏ:

(a) ÖÒÚ¸ ‰ÓÒÚ‡ÚÓ˜Ì˚Â ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸, ˜ÚÓ

‚ÒÂ ÎËˆ‡, ÒÓÂ‚ÌÛ˛˘ËÂÒfl ËÎË ËÌ˚Ï Ó·‡ÁÓÏ

ÔËÌËÏ‡˛˘ËÂ ‡ÍÚË‚ÌÓÂ Û˜‡ÒÚËÂ ‚ ÏÂÓÔËflÚËË

ËÎË ‡ÍˆËË, ÍÓÚÓ˚Ï ÓÍ‡Á˚‚‡ÂÚÒfl ÒÔÓÌÒÓÒÍ‡fl

ÔÓ‰‰ÂÊÍ‡, fl‚Îfl˛ÚÒfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË;

5. SPONSORSHIP STANDARDS

5.1. All forms of advertising associated with or

ancillary to sponsorship shall comply with the fol-

lowing requirements:

(a) There is an evidence or reasonable basis upon

which to believe that all persons who compete, or

who otherwise take an active part in the sponsored

event or activity which bears a tobacco product

brand name are adults;

(b) A team/group which bears a tobacco product

brand name, as well as persons with a similar

name/assumed name, are adults;

(c) There is an evidence or a clear reason to assume

that attendance at the sponsored event or activity

will comprise no less than 75% of adults;

(d) There is an evidence or a clear reason to

assume that the sponsored event or activity will not

be of particular appeal to under-age;

(e) It is not anticipated that the sponsored event or

activity will receive exposure, other than as a news

item, on television or radio or the Internet, and it is

expected that such exposure complies with this

Code;

(f) 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.

Приложение 4

Appendix 4
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(б) ëÔÓÌÒËÛÂÏ˚Â ÍÓÏ‡Ì‰˚/„ÛÔÔ˚ Ò Ì‡Á‚‡ÌË-

ÂÏ, Ë‰ÂÌÚË˜Ì˚Ï Ï‡ÍÂ (Ì‡ËÏÂÌÓ‚‡ÌË˛)

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË, ‡ Ú‡ÍÊÂ ÙËÁË˜ÂÒÍËÂ ÎËˆ‡,

ËÏÂ˛˘ËÂ ‡Ì‡ÎÓ„Ë˜ÌÓÂ ËÏfl/ÔÒÂ‚‰ÓÌËÏ, fl‚Îfl˛Ú-

Òfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË;

(в) ÖÒÚ¸ ‰ÓÒÚ‡ÚÓ˜Ì˚Â ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸, ˜ÚÓ

Í‡Í ÏËÌËÏÛÏ 75% ÔÓÒÂÚËÚÂÎÂÈ, ÔËÒÛÚÒÚ‚Û˛˘Ëı

Ì‡ ÏÂÓÔËflÚËË ËÎË ‡ÍˆËË, ÍÓÚÓ˚Ï ÓÍ‡Á˚‚‡ÂÚ-

Òfl ÒÔÓÌÒÓÒÍ‡fl ÔÓ‰‰ÂÊÍ‡, fl‚Îfl˛ÚÒfl ÒÓ‚Â¯ÂÌ-

ÌÓÎÂÚÌËÏË;

(г) ÖÒÚ¸ ‰ÓÒÚ‡ÚÓ˜Ì˚Â ÓÒÌÓ‚‡ÌËfl ÔÓÎ‡„‡Ú¸, ˜ÚÓ

ÏÂÓÔËflÚËÂ ËÎË ‡ÍˆËfl, ÍÓÚÓ˚Ï ÓÍ‡Á˚‚‡ÂÚÒfl

ÒÔÓÌÒÓÒÍ‡fl ÔÓ‰‰ÂÊÍ‡, ÌÂ fl‚Îfl˛ÚÒfl ÓÒÓ·Ó

ÔË‚ÎÂÍ‡ÚÂÎ¸Ì˚Ï ‰Îfl ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı;

(д) çË˜ÚÓÊÌÓ Ï‡Î‡ ‚ÂÓflÚÌÓÒÚ¸ ÚÓ„Ó, ˜ÚÓ

ÓÒ‚Â˘ÂÌËÂ ÏÂÓÔËflÚËfl ËÎË ‡ÍˆËË, ÍÓÚÓ˚Ï

ÓÍ‡Á˚‚‡ÂÚÒfl ÒÔÓÌÒÓÒÍ‡fl ÔÓ‰‰ÂÊÍ‡, ÏÓÊÂÚ

‚˚ÈÚË Á‡ ‡ÏÍË ÌÓ‚ÓÒÚÌÓ„Ó ÒÓÓ·˘ÂÌËfl ‚ ÚÂÎÂ-

ËÎË ‡‰ËÓÔÂÂ‰‡˜Â, ËÎË ‚ àÌÚÂÌÂÚÂ, ÔË˜ÂÏ

Ú‡ÍÓÂ ÓÒ‚Â˘ÂÌËÂ ‰ÓÎÊÌÓ ÒÓÓÚ‚ÂÚÒÚ‚Ó‚‡Ú¸

Ì‡ÒÚÓfl˘ÂÏÛ äÓ‰ÂÍÒÛ;

(е) ÑÓÒÚËÊÂÌËÂ ÛÒÔÂı‡ ‚ ÓÒÌÓ‚ÌÓÈ Ó·Î‡ÒÚË

‰ÂflÚÂÎ¸ÌÓÒÚË, Ò‚flÁ‡ÌÌÓÈ ÒÓ ÒÔÓÌÒËÛÂÏ˚Ï

ÏÂÓÔËflÚËÂÏ, ÌÂ ÚÂ·ÛÂÚ ÓÒÓ·ÓÈ ÙËÁË˜ÂÒÍÓÈ

ÔÓ‰„ÓÚÓ‚ÍË ÎËˆ, ÔËÌ‡‰ÎÂÊ‡˘Ëı Í ÓÔÂ‰ÂÎÂÌ-

Ì˚Ï ‚ÓÁ‡ÒÚÌ˚Ï „ÛÔÔ‡Ï Ë ÔËÌËÏ‡˛˘Ëı Û˜‡-

ÒÚËÂ ‚ ÒÔÓÌÒËÛÂÏÓÏ ÏÂÓÔËflÚËË.

5.2. Размещение рекламы ‚Ó ‚ÂÏfl ÔÓ‚Â‰Â-

ÌËfl ÒÔÓÌÒËÛÂÏ˚ı ÏÂÓÔËflÚËÈ ÓÒÛ˘ÂÒÚ‚ÎflÂÚÒfl

ÚÓÎ¸ÍÓ ÔË ÒÓ·Î˛‰ÂÌËË ÒÎÂ‰Û˛˘Ëı ÛÒÎÓ‚ËÈ:

(a) ÇÒÂ ÎËˆ‡, ÍÓÚÓ˚Ï ‡ÁÂ¯ÂÌÓ ÌÓÒËÚ¸

ÔÂ‰ÏÂÚ˚ ËÎË Ó‰ÂÊ‰Û Ò ÂÍÎ‡ÏÓÈ, ÎÓ„ÓÚËÔ‡ÏË

ËÎË Ì‡Á‚‡ÌËflÏË Ï‡ÓÍ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË ‚Ó

‚ÂÏfl ÔÓ‚Â‰ÂÌËfl ÒÔÓÌÒËÛÂÏ˚ı ÏÂÓÔËflÚËÈ

ËÎË ‡ÍˆËÈ, fl‚Îfl˛ÚÒfl ÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏË

Ë ÌÂ ÔÓÎ¸ÁÛ˛ÚÒfl ÓÒÓ·ÓÈ ÔÓÔÛÎflÌÓÒÚ¸˛ Û ÎËˆ

ÏÓÎÓÊÂ 21 „Ó‰‡;

(б) ÇÒÂ ‚Ë‰˚ ÂÍÎ‡Ï˚, Ò‚flÁ‡ÌÌÓÈ ÒÓ

ÒÔÓÌÒÓÒÚ‚ÓÏ ËÎË fl‚Îfl˛˘ÂÈÒfl ‰ÓÔÓÎÌÂÌËÂÏ

Í ÌÂÏÛ, ÒÓÓÚ‚ÂÚÒÚ‚Û˛Ú ÚÂ·Ó‚‡ÌËflÏ,

ÔÂ‰ÛÒÏÓÚÂÌÌ˚Ï Ì‡ÒÚÓfl˘ËÏ äÓ‰ÂÍÒÓÏ.

5.2. Sponsorship advertising is allowed only when:

(a) All individuals authorised to bear tobacco prod-

uct advertisements, logos or brand names at spon-

sored event or activity are adults and shall not be

specifically popular among people under 21-years-

old;

(b) All forms of advertising associated with or

ancillary to sponsorship shall comply with the pro-

visions of this Code.

6. PACKAGING, SALES AND DISTRIBUTION

STANDARDS

It shall be banned:
(a) To sell cigarettes to consumers in packages

containing fewer than 20 sticks;

(b) To sell cigarettes in single sticks;

(c) To sell cigarettes in vending machines;

(d) To sell fine cut tobacco to consumers in pouch-

es smaller than 10 grams;

(e)To provide materials or incentives to support

the sale of cigarettes in single sticks.
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6. ТРЕБОВАНИЯ К УПАКОВКЕ, РЕАЛИЗАЦИИ

И ДИСТРИБУЦИИ

Не допускается:
(а) èÓ‰‡Ê‡ ÔÓÚÂ·ËÚÂÎflÏ ÒË„‡ÂÚ ‚ Ô‡˜Í‡ı,

ÒÓ‰ÂÊ‡˘Ëı ÏÂÌÂÂ 20 ¯ÚÛÍ;

(б) èÓ¯ÚÛ˜Ì‡fl ÔÓ‰‡Ê‡ ÒË„‡ÂÚ;

(в) èÓ‰‡Ê‡ ÒË„‡ÂÚ Ò ËÒÔÓÎ¸ÁÓ‚‡ÌËÂÏ

‡‚ÚÓÏ‡ÚÓ‚;

(г) èÓ‰‡Ê‡ ÔÓÚÂ·ËÚÂÎflÏ ÍÛËÚÂÎ¸ÌÓ„Ó Ú‡·‡Í‡

‚ ÛÔ‡ÍÓ‚ÍÂ ‚ÂÒÓÏ ÏÂÌÂÂ 10 „‡ÏÏÓ‚;

(д) èÂ‰ÓÒÚ‡‚ÎÂÌËÂ Ï‡ÚÂË‡ÎÓ‚ ‰Îfl ÔÓ‰‰ÂÊÍË

Ë ËÌ‡fl ÒÚËÏÛÎflˆËfl ÔÓ¯ÚÛ˜ÌÓÈ ÔÓ‰‡ÊË ÒË„‡ÂÚ.

7. ПРОЦЕДУРА УТВЕРЖДЕНИЯ РЕКЛАМНЫХ

АКЦИЙ И МАТЕРИАЛОВ

ÇÒÂ ÂÍÎ‡ÏÌ˚Â ‡ÍˆËË Ë Ï‡ÚÂË‡Î˚, ‚ ÚÓÏ ˜ËÒÎÂ

Ó‰ÂÊ‰‡ ‰Îfl ÂÍÎ‡ÏÌ˚ı ‡ÍˆËÈ, ‰ÓÎÊÌ˚ ·˚Ú¸

ÛÚ‚ÂÊ‰ÂÌ˚ Í‡Í ÓÚ‚Â˜‡˛˘ËÂ ÚÂ·Ó‚‡ÌËflÏ

‰‡ÌÌÓ„Ó äÓ‰ÂÍÒ‡ ‚ ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò ÔÓˆÂ‰ÛÓÈ,

ÔËÌflÚÓÈ ‚ «ÅÄí êÓÒÒËfl», ‰Ó Ì‡˜‡Î‡

ÔÓ‚Â‰ÂÌËfl ‡ÍˆËÈ Ë ÔÓËÁ‚Ó‰ÒÚ‚‡ Ï‡ÚÂË‡ÎÓ‚.

8. ПРОЦЕДУРА ВНЕСЕНИЯ ПОПРАВОК 

И ДОПОЛНЕНИЙ В КОДЕКС 

Ç ÚÓÏ ÒÎÛ˜‡Â, ÂÒÎË ·Û‰ÛÚ ‚ÌÂÒÂÌ˚ ÔÓÔ‡‚ÍË ‚

Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚Ó êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË ÎË·Ó

ÉÛÔÔ‡ ÔÓ‰ÔË¯ÂÚ Í‡ÍËÂ-ÎË·Ó ‰Ó·Ó‚ÓÎ¸Ì˚Â

ÒÓ„Î‡¯ÂÌËfl ÔÓ ‚ÓÔÓÒ‡Ï ÂÍÎ‡Ï˚,

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÔÓÔ‡‚ÍË Ë ‰ÓÔÓÎÌÂÌËfl

‰ÓÎÊÌ˚ ·˚Ú¸ ‚ÌÂÒÂÌ˚ ‚ Ì‡ÒÚÓfl˘ËÈ äÓ‰ÂÍÒ.

9. КОНТРОЛЬ ЗА СОБЛЮДЕНИЕМ

ПОЛОЖЕНИЙ КОДЕКСА 

äÓÌÚÓÎ¸ Á‡ ÒÓ·Î˛‰ÂÌËÂÏ ÚÂ·Ó‚‡ÌËÈ ‰‡ÌÌÓ„Ó

äÓ‰ÂÍÒ‡ ÔË ÔÓ‚Â‰ÂÌËË ÉÛÔÔÓÈ Ï‡ÍÂÚËÌ„Ó-

‚˚ı ‡ÍÚË‚ÌÓÒÚÂÈ ÓÒÛ˘ÂÒÚ‚ÎflÂÚÒfl ÔÓÒÂ‰ÒÚ‚ÓÏ

‚ÌÛÚÂÌÌËı ÔÓÎËÚËÍ Ë ÔÓˆÂ‰Û ÍÓÏÔ‡ÌËË

«ÅÄí êÓÒÒËfl».

èËÌflÚ ëÓ‚ÂÚÓÏ ‰ËÂÍÚÓÓ‚ «ÅÄí êÓÒÒËfl»

11 Ï‡Ú‡ 2003 „.

7. APPROVAL PROCEDURE FOR ADVERTISING

ACTIVITIES AND MATERIALS

All advertising activities and materials should be

checked for the compliance with the Code require-

ments in accordance with the BAT Russia approval

procedure.

8. PROCEDURE ON INCORPORATING 

AMENDMENTS/ADDITIONS TO THE CODE

If any amendment to the legislation of the Russian

Federation is adopted or any new voluntary agree-

ment on advertising is signed by the Group, the

respective amendments/additions should be incorpo-

rated to the Code.

9. SUPERVISION OF THE CODE APPLICATION 

The implementation of the Code’s requirements on

tobacco products’ marketing organised by the

Group, is controlled by BAT Russia Internal

Policies and Procedures.

Approved by the Board of Directors of BAT Russia

on March 11, 2003.

Приложение 4

Appendix 4
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British American Tobacco Russia strongly believes

that children should not smoke and that smoking

should only be for adults who understand the health

risks that come along with consuming tobacco

products. BAT Russia supports and runs a number

of programmes tackling underage smoking and

combines the corporate resources and experience

with ones of other tobacco companies, government

and non-government organisations, in order to pre-

vent youth smoking.

Tobacco companies are actively seeking to work

together with specialists and organisations outside

the tobacco industry: the competence of external

partners may greatly increase the quality and credi-

bility of youth smoking prevention programmes and

thus ensure their chances of public acceptance and

success. BAT Russia believes that the problem of

underage smoking can be solved only by the joint

efforts of teachers, doctors, authorities, public

organisations, tobacco producers and retailers.

Established in May 2000 in Moscow, the Public

Council on the Problem of Underage Smoking

comprises all interested parties and coordinates

their work.

Since the formation of the Public Council on the

Problem of Underage Smoking, BAT Russia has

been its active member and carried out the majority

of its YSP initiatives with the organisational support

of the Public Council.

YSP programmes supported by BAT Russia aim to

reach two objectives. The first one is to prevent

children from obtaining tobacco products, and the

second one is to discourage children from smoking.

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» Ú‚Â‰Ó

ÔË‰ÂÊË‚‡ÂÚÒfl Û·ÂÊ‰ÂÌËfl, ˜ÚÓ ‰ÂÚË ÍÛËÚ¸ ÌÂ

‰ÓÎÊÌ˚, Ë ‚˚·Ó – ÍÛËÚ¸ ËÎË ÌÂÚ – ‰ÓÎÊÂÌ

ÒÚÓflÚ¸ ËÒÍÎ˛˜ËÚÂÎ¸ÌÓ ÔÂÂ‰ ‚ÁÓÒÎ˚ÏË Î˛‰¸ÏË,

ÓÒ‚Â‰ÓÏÎÂÌÌ˚ÏË Ó ËÒÍ‡ı ‰Îfl Á‰ÓÓ‚¸fl,

Ò‚flÁ‡ÌÌ˚ı Ò ÍÛÂÌËÂÏ. «ÅÄí êÓÒÒËfl»

Ò‡ÏÓÒÚÓflÚÂÎ¸ÌÓ Â‡ÎËÁÛÂÚ fl‰ ÔÓ„‡ÏÏ

ÔÓ ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌ-

ÌÓÎÂÚÌËı, ‡ Ú‡ÍÊÂ Ó·˙Â‰ËÌflÂÚ Ò‚ÓË ÒÂ‰ÒÚ‚‡

Ë ÓÔ˚Ú Ò ÂÒÛÒ‡ÏË ‰Û„Ëı Ú‡·‡˜Ì˚ı ÍÓÏÔ‡ÌËÈ,

„ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı Ó„‡ÌÓ‚, Ó„‡ÌËÁ‡ˆËÈ Á‰‡‚Ó-

Óı‡ÌÂÌËfl Ë Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó„‡ÌËÁ‡ˆËÈ

Ò ˆÂÎ¸˛ ÒÓ‚ÏÂÒÚÌÓ„Ó Â¯ÂÌËfl ÔÓ·ÎÂÏ˚

ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl.

èÂ‰ÒÚ‡‚ËÚÂÎË Ú‡·‡˜ÌÓÈ ÓÚ‡ÒÎË ‡ÍÚË‚ÌÓ

‚Á‡ËÏÓ‰ÂÈÒÚ‚Û˛Ú Ò ÌÂÁ‡‚ËÒËÏ˚ÏË ÒÔÂˆË‡ÎËÒÚ‡-

ÏË Ë Ó„‡ÌËÁ‡ˆËflÏË: Ëı ÁÌ‡ÌËfl Ë ÓÔ˚Ú ÔÓÏÓ„‡-

˛Ú ÁÌ‡˜ËÚÂÎ¸ÌÓ ÔÓ‚˚ÒËÚ¸ Í‡˜ÂÒÚ‚Ó ÔÓ„‡ÏÏ ÔÓ

ÔÂ‰ÓÚ‚‡˘ÂÌË˛ ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌÌÓ-

ÎÂÚÌËı, ‰Ó‚ÂËÂ Ó·˘ÂÒÚ‚ÂÌÌÓÒÚË Í ÌËÏ, ‡

ÁÌ‡˜ËÚ Ë ¯‡ÌÒ˚ Ì‡ ÚÓ, ˜ÚÓ ˝ÚË ÔÓ„‡ÏÏ˚ ·Û‰ÛÚ

ÔÓÁËÚË‚ÌÓ ‚ÓÒÔËÌflÚ˚ Ë ÛÒÔÂ¯ÌÓ Â‡ÎËÁÓ‚‡Ì˚.

äÓÏÔ‡ÌËfl Ò˜ËÚ‡ÂÚ, ˜ÚÓ Â¯ËÚ¸ Á‡‰‡˜Û

ÔÂ‰ÓÚ‚‡˘ÂÌËfl ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl ÏÓÊÌÓ

ÚÓÎ¸ÍÓ ÒÓ‚ÏÂÒÚÌ˚ÏË ÛÒËÎËflÏË ÔÂ‰‡„Ó„Ó‚,

‚‡˜ÂÈ, ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı Ó„‡-

ÌÓ‚, Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó„‡ÌËÁ‡ˆËÈ, ÍÓÏÔ‡ÌËÈ –

ÔÓËÁ‚Ó‰ËÚÂÎÂÈ Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË Ë ‡·ÓÚÌË-

ÍÓ‚ ÓÁÌË˜ÌÓÈ ÚÓ„Ó‚ÎË. ëÓÁ‰‡ÌÌ˚È ‚ Ï‡Â 2000

„Ó‰‡ ‚ åÓÒÍ‚Â é·˘ÂÒÚ‚ÂÌÌ˚È ÒÓ‚ÂÚ ÔÓ

ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl Ó·˙Â‰ËÌflÂÚ ‚ÒÂ

Á‡ËÌÚÂÂÒÓ‚‡ÌÌ˚Â ÒÚÓÓÌ˚ Ë ÍÓÓ‰ËÌËÛÂÚ Ëı

‚Á‡ËÏÓ‰ÂÈÒÚ‚ËÂ ‚ ‰‡ÌÌÓÈ Ó·Î‡ÒÚË.

«ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl ‡ÍÚË‚Ì˚Ï ˜ÎÂÌÓÏ

é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡ ÔÓ ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ-

‚Ó„Ó ÍÛÂÌËfl ÒÓ ‚ÂÏÂÌË Â„Ó ÓÒÌÓ‚‡ÌËfl;

·ÓÎ¸¯ËÌÒÚ‚Ó ËÌËˆË‡ÚË‚ ÍÓÏÔ‡ÌËË ‚ ÒÙÂÂ

·Ó¸·˚ Ò ÍÛÂÌËÂÏ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËı ÓÒÛ˘Â-

ÒÚ‚ÎflÂÚÒfl ÔË Ò‡ÏÓÏ ‡ÍÚË‚ÌÓÏ Ó„‡ÌËÁ‡ˆËÓÌ-

ÌÓÏ Û˜‡ÒÚËË é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡.

ÑÂflÚÂÎ¸ÌÓÒÚ¸ «ÅÄí êÓÒÒËfl» ‚ Ó·Î‡ÒÚË

ÔÂ‰ÓÚ‚‡˘ÂÌËfl ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl Ì‡Ô‡‚-

ÎÂÌ‡ Ì‡ ‰ÓÒÚËÊÂÌËÂ ‰‚Ûı ˆÂÎÂÈ: ÌÂ ‰ÓÔÛÒÚËÚ¸

ÔÓ‰‡ÊË Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚ-

ÌËÏ Ë Û·Â‰ËÚ¸ ‰ÂÚÂÈ Ë ÔÓ‰ÓÒÚÍÓ‚ ÌÂ ÍÛËÚ¸.

Приложение 5
Отчет о деятельности компании «БАТ Россия» в области
предотвращения курения среди несовершеннолетних в 2003 году 

Appendix 5
Report on 2003 Activities 
of BAT Russia in the Area 
of Youth Smoking Prevention
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êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ ˝ÚËÏË ˆeÎflÏË, ÍÓÏÔ‡ÌËfl

ÔËÌËÏ‡ÂÚ ‡ÍÚË‚ÌÓÂ Û˜‡ÒÚËÂ ‚ ÒÎÂ‰Û˛˘Ëı

ËÌËˆË‡ÚË‚‡ı:

Программа по предотвращению продаж
табачных изделий несовершеннолетним
èÓ„‡ÏÏ‡ ÔÓıÓ‰ËÚ ÔÓ‰ ÎÓÁÛÌ„ÓÏ «å˚ ÌÂ

ÔÓ‰‡ÂÏ Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl ÎËˆ‡Ï ÏÓÎÓÊÂ

18 ÎÂÚ» Ë Â‡ÎËÁÛÂÚÒfl ÍÛÔÌ˚ÏË Ú‡·‡˜Ì˚ÏË

ÍÓÏÔ‡ÌËflÏË. èÓ„‡ÏÏ‡ Ì‡˜‡Î‡Ò¸ ‚ 1999 „Ó‰Û,

Ë Í Ì‡ÒÚÓfl˘ÂÏÛ ÏÓÏÂÌÚÛ ÚÓ„Ó‚˚Â

ÔÂ‰ÒÚ‡‚ËÚÂÎË «ÅÄí êÓÒÒËfl» ‚Ó‚ÎÂÍÎË ‚ ÌÂÂ

·ÓÎÂÂ 40 000 ÔÂ‰ÔËflÚËÈ ÓÁÌË˜ÌÓÈ ÚÓ„Ó‚ÎË

·ÓÎÂÂ ˜ÂÏ ‚ 70 „ÓÓ‰‡ı êÓÒÒËË. Ç ‡ÏÍ‡ı ‰‡ÌÌÓÈ

ÔÓ„‡ÏÏ˚ ÚÓ„Ó‚˚Â ÔÂ‰ÒÚ‡‚ËÚÂÎË Ú‡·‡˜Ì˚ı

ÍÓÏÔ‡ÌËÈ ‚Â‰ÛÚ ‡Á˙flÒÌËÚÂÎ¸ÌÛ˛ ‡·ÓÚÛ

Ò ÓÁÌË˜Ì˚ÏË ÔÓ‰‡‚ˆ‡ÏË: ËÌÙÓÏËÛ˛Ú

Ëı Ó ÚÂ·Ó‚‡ÌËflı îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡

«é· Ó„‡ÌË˜ÂÌËË ÍÛÂÌËfl Ú‡·‡Í‡» Ë Û·ÂÊ‰‡˛Ú

ÌÂ ÔÓ‰‡‚‡Ú¸ Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl ÎËˆ‡Ï ÏÓÎÓÊÂ

18 ÎÂÚ. èÓ‰‡‚ˆ‡Ï Ú‡ÍÊÂ ÓÍ‡Á˚‚‡ÂÚÒfl

ÌÂÓ·ıÓ‰ËÏ‡fl ÏÂÚÓ‰Ë˜ÂÒÍ‡fl Ë ËÌÙÓÏ‡ˆËÓÌÌ‡fl

ÔÓ‰‰ÂÊÍ‡: ‚ ÏÂÒÚ‡ı ÔÓ‰‡Ê ‡ÁÏÂ˘‡˛ÚÒfl

Ï‡ÚÂË‡Î˚, ÓÔÓ‚Â˘‡˛˘ËÂ ÔÓÚÂ·ËÚÂÎÂÈ Ó ÚÓÏ,

˜ÚÓ Á‰ÂÒ¸ ÌÂ ÔÓ‰‡˛Ú Ú‡·‡˜Ì˚Â ËÁ‰ÂÎËfl ÎËˆ‡Ï,

ÌÂ ‰ÓÒÚË„¯ËÏ 18 ÎÂÚ, ‡ Ú‡ÍÊÂ ·Ó¯˛˚

Ò ‚˚‰ÂÊÍ‡ÏË ËÁ ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘Â„Ó

îÂ‰Â‡Î¸ÌÓ„Ó Á‡ÍÓÌ‡.

àÌÙÓÏ‡ˆËÓÌÌ‡fl ‡·ÓÚ‡ Ò ÓÁÌË˜Ì˚ÏË ÔÓ‰‡‚-

ˆ‡ÏË ÔÓ‰ÍÂÔÎflÂÚÒfl Ì‡ÛÊÌÓÈ ÂÍÎ‡ÏÓÈ:

‚ ÓÍÚfl·Â 2003 „Ó‰‡ ÔË ÙËÌ‡ÌÒÓ‚ÓÈ ÔÓ‰‰ÂÊÍÂ

«ÅÄí êÓÒÒËfl» Ë ‰Û„Ëı ÍÓÏÔ‡ÌËÈ ‚ 14 Ì‡Ë·ÓÎÂÂ

ÍÛÔÌ˚ı „ÓÓ‰‡ı ÒÚ‡Ì˚ ·˚ÎË ‡ÁÏÂ˘ÂÌ˚

˘ËÚ˚, ÔËÁ˚‚‡˛˘ËÂ ÓÁÌË˜Ì˚ı ÔÓ‰‡‚ˆÓ‚

ÒÓ·Î˛‰‡Ú¸ Á‡ÍÓÌ Ë ÌÂ ÔÓ‰‡‚‡Ú¸ ÒË„‡ÂÚ˚

ÌÂÒÓ‚Â¯ÂÌÌÓÎÂÚÌËÏ.

Образовательная программа «Мой выбор»
é·˘ÂÒÚ‚ÂÌÌ˚È ÒÓ‚ÂÚ ÔÓ ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ-

‚Ó„Ó ÍÛÂÌËfl ÓÍ‡Á˚‚‡ÂÚ Ó„‡ÌËÁ‡ˆËÓÌÌÛ˛

Ë ÙËÌ‡ÌÒÓ‚Û˛ ÔÓ‰‰ÂÊÍÛ Ó·‡ÁÓ‚‡ÚÂÎ¸ÌÓÈ

ÔÓ„‡ÏÏ˚ «åÓÈ ‚˚·Ó». ÖÂ ˆÂÎ¸ – ÔÓÏÓ˜¸

ÔÓ‰ÓÒÚÍ‡Ï ‡Á‚ËÚ¸ ÛÏÂÌËÂ Ò‡ÏÓÒÚÓflÚÂÎ¸ÌÓ

Ï˚ÒÎËÚ¸ Ë ÔËÌËÏ‡Ú¸ Â¯ÂÌËfl, ÌÂ ÔÂÂÍÎ‡‰˚-

‚‡fl ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚ¸ Ì‡ ‰Û„Ëı, ÔÓÚË‚ÓÒÚÓflÚ¸

ÌÂ„‡ÚË‚ÌÓÏÛ ‚ÎËflÌË˛ Ò‚ÂÒÚÌËÍÓ‚ Ë ÓÚÒÚ‡Ë‚‡Ú¸

ÒÓ·ÒÚ‚ÂÌÌÛ˛ ÚÓ˜ÍÛ ÁÂÌËfl.

In line with these objectives, BAT Russia is actively

participating in the following initiatives:

Retail Access Prevention Programme
The slogan of this programme is ‘We do not sell

tobacco products to persons under 18’. This initia-

tive is implemented by the efforts of large tobacco

companies. The programme was launched in 1999,

and now trade marketing representatives of BAT

Russia cover around 40,000 retail outlets in more

than 70 Russian cities. Within the framework of the

programme, representatives of tobacco companies

inform retailers about the requirements of the

Federal Law ‘On Restricting Tobacco Smoking’ and

aim to persuade them not to sell tobacco products

to minors. The retailers also receive all the neces-

sary methodological and informational support:

point-of-sale materials stating that the outlet does

not sell tobacco products to persons under 18 and

brochures quoting the Federal Law ‘On Restricting

Tobacco Smoking’.

The messages to retailers are backed by outdoor

advertising: in October 2003, with the financial sup-

port of BAT Russia and other companies, billboards

attempting to persuade retailers to obey the law and

not to sell cigarettes to minors were placed in the

14 largest cities

countrywide.

Приложение 5

Appendix 5
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ì˜‡ÒÚÌËÍË ÔÓ„‡ÏÏ˚ Û˜‡ÚÒfl ‡Ì‡ÎËÁËÓ‚‡Ú¸

Ò‚ÓË ‰ÂÈÒÚ‚Ëfl, ‡ Ú‡ÍÊÂ ÔÓ·ÎÂÏ˚, ÒÚÓfl˘ËÂ

ÔÂÂ‰ ÒÓ‚ÂÏÂÌÌ˚Ï ÓÒÒËÈÒÍËÏ Ó·˘ÂÒÚ‚ÓÏ.

èÓ„‡ÏÏ‡ fl‚ÎflÂÚÒfl ˜‡ÒÚ¸˛ Û˜Â·ÌÓ„Ó ÍÛÒ‡

«É‡Ê‰‡ÌÓ‚Â‰ÂÌËÂ» Ë ÔÂÔÓ‰‡ÂÚÒfl Û˜‡˘ËÏÒfl

8 Ë 9 ÍÎ‡ÒÒÓ‚, ÚÓ ÂÒÚ¸ ÔÓ‰ÓÒÚÍ‡Ï 14–16 ÎÂÚ.

Ç 2002–2003 Û˜Â·ÌÓÏ „Ó‰Û ·ÓÎÂÂ 110 000 ¯ÍÓÎ¸-

ÌËÍÓ‚ ‚ 31 Â„ËÓÌÂ êÓÒÒËË ÔÓ¯ÎË Ó·Û˜ÂÌËÂ

ÔÓ ÔÓ„‡ÏÏÂ «åÓÈ ‚˚·Ó». ë ÓÍÚfl·fl 2003 „Ó‰‡

ÓÌ‡ ÓÒÛ˘ÂÒÚ‚ÎflÂÚÒfl ‚ 35 ÓÒÒËÈÒÍËı Â„ËÓÌ‡ı.

ç‡ Ì‡ÒÚÓfl˘ËÈ ÏÓÏÂÌÚ ‰Îfl ÔÂÔÓ‰‡‚‡ÌËfl

‰‡ÌÌÓ„Ó ÍÛÒ‡ ÔÓ‰„ÓÚÓ‚ÎÂÌ˚ 1500 Û˜ËÚÂÎÂÈ,

‡ ‰Ó ÍÓÌˆ‡ 2003 „Ó‰‡ Ëı ˜ËÒÎÓ ‰ÓÒÚË„ÌÂÚ 2500.

èË ÒÓ‰ÂÈÒÚ‚ËË ÒÔÂˆË‡ÎËÒÚÓ‚ åËÌËÒÚÂÒÚ‚‡

Ó·‡ÁÓ‚‡ÌËfl êÓÒÒËÈÒÍÓÈ îÂ‰Â‡ˆËË ·˚ÎË

‡Á‡·ÓÚ‡Ì˚ ÏÂÚÓ‰Ë˜ÂÒÍËÂ ÔÓÒÓ·Ëfl ‰Îfl Û˜ËÚÂ-

ÎÂÈ Ë ‡·Ó˜ËÂ ÚÂÚ‡‰Ë ‰Îfl Û˜‡˘ËıÒfl.

Ç Ì‡ÒÚÓfl˘ÂÂ ‚ÂÏfl ‡Á‡·‡Ú˚‚‡ÂÚÒfl Û˜Â·Ì˚È

ÍÛÒ «åÓÈ ‚˚·Ó» ‰Îfl ‰ÂÚÂÈ 6–10 ÎÂÚ, ÚÓ ÂÒÚ¸

Û˜‡˘ËıÒfl 1–4 ÍÎ‡ÒÒÓ‚.

Ç 2002 „Ó‰Û ÔÓ ÔÓÛ˜ÂÌË˛ é·˘ÂÒÚ‚ÂÌÌÓ„Ó

ÒÓ‚ÂÚ‡ ÔÓ ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl

ÌÂÁ‡‚ËÒËÏÓÂ ËÒÒÎÂ‰Ó‚‡ÚÂÎ¸ÒÍÓÂ ‡„ÂÌÚÒÚ‚Ó

ÔÓ‚ÂÎÓ ËÁÛ˜ÂÌËÂ ˝ÙÙÂÍÚË‚ÌÓÒÚË ÔÓ„‡ÏÏ˚

«åÓÈ ‚˚·Ó». éÔÓÒ ÔÓ‚Ó‰ËÎÒfl ‚ ‡ÁÎË˜Ì˚ı

Â„ËÓÌ‡ı êÓÒÒËË ÒÂ‰Ë ¯ÍÓÎ¸ÌËÍÓ‚ 14–16 ÎÂÚ,

ÔÓ¯Â‰¯Ëı Ó·Û˜ÂÌËÂ ÔÓ ÔÓ„‡ÏÏÂ «åÓÈ

‚˚·Ó» ÌÂ ‡ÌÂÂ ¯ÂÒÚË ÏÂÒflˆÂ‚ ‰Ó Ì‡˜‡Î‡

ÓÔÓÒ‡. ëÓ„Î‡ÒÌÓ Â„Ó ÂÁÛÎ¸Ú‡Ú‡Ï, 78% ¯ÍÓÎ¸-

ÌËÍÓ‚ Ò˜ËÚ‡˛Ú, ˜ÚÓ ÁÌ‡ÌËfl Ë ÛÏÂÌËfl, ÔÓÎÛ˜ÂÌ-

Ì˚Â ËÏË ‚ ıÓ‰Â ‰‡ÌÌÓ„Ó Û˜Â·ÌÓ„Ó ÍÛÒ‡, ÔË„Ó-

‰flÚÒfl ËÏ ‚ ‰‡Î¸ÌÂÈ¯ÂÈ ÊËÁÌË.

Обучающая программа для родителей
ëÓ„Î‡ÒÌÓ ‰‡ÌÌ˚Ï, ÔÓÎÛ˜ÂÌÌ˚Ï àÌÒÚËÚÛÚÓÏ

Ò‡‚ÌËÚÂÎ¸Ì˚ı ÒÓˆË‡Î¸Ì˚ı ËÒÒÎÂ‰Ó‚‡ÌËÈ, Ó‰ÌÓÈ

ËÁ „Î‡‚Ì˚ı ÔË˜ËÌ ÍÛÂÌËfl ÒÂ‰Ë ÌÂÒÓ‚Â¯ÂÌ-

ÌÓÎÂÚÌËı fl‚ÎflÂÚÒfl ÒÚÂÏÎÂÌËÂ ÔÓ‰‡Ê‡Ú¸

‚ÁÓÒÎ˚Ï. àÏÂÌÌÓ ÔÓ˝ÚÓÏÛ ‡·ÓÚ‡ Ò Ó‰ËÚÂÎflÏË

fl‚ÎflÂÚÒfl ‚‡ÊÌ˚Ï Ì‡Ô‡‚ÎÂÌËÂÏ ‰ÂflÚÂÎ¸ÌÓÒÚË

é·˘ÂÒÚ‚ÂÌÌÓ„Ó ÒÓ‚ÂÚ‡. «ÅÄí êÓÒÒËfl» Ë ‰Û„ËÂ

Ú‡·‡˜Ì˚Â ÍÓÏÔ‡ÌËË ÔÓ‰‰ÂÊË‚‡˛Ú Ó·‡ÁÓ‚‡-

ÚÂÎ¸Ì˚Â ÔÓ„‡ÏÏ˚ ‰Îfl Ó‰ËÚÂÎÂÈ, ÔÓ‚Ó‰ËÏ˚Â

é·˘ÂÒÚ‚ÂÌÌ˚Ï ÒÓ‚ÂÚÓÏ ‚ ÒÓÚÛ‰ÌË˜ÂÒÚ‚Â Ò

ËÁ‰‡ÚÂÎ¸ÒÍËÏ ‰ÓÏÓÏ «á‰ÓÓ‚¸Â».

Educational programme ‘My Choice’
The Public Council on the Problem of Underage

Smoking coordinates and provides financial aid to

the educational programme ‘My Choice’. The pur-

pose of the programme is to help teenagers to

develop their ability of independent reasoning and

responsible decision-making, to withstand the pres-

sure of peer groups, and to advocate their own

viewpoints. Participants of the programme learn to

analyse their actions and problems faced by the

modern Russian society.

The programme is a part of the Civic Knowledge

course attended by students of 8th and 9th grades,

who are 14–16 years old. During the academic year

2002–2003, more than 110,000 students were

involved in this project in 31 regions of the Russian

Federation. Starting from October 2003, ‘My

Choice’ is to be implemented in 35 regions of

Russia. Currently, around 1,500 teachers have been

trained for the programme; there are plans to

instruct up to 2,500 teachers by the end of 2003.

Specialists from the Ministry of Education of the

Russian Federation contributed to the preparation

of methodological manuals for teachers and course-

books for students of the 8th and 9th grades. At the

present time, the development of a version of the

course ‘My Choice’ for schoolchildren of 6–10

years old is under-way.

In 2002, upon the request of the Public Council on

the Problem of Underage Smoking, the effectiveness

of the programme ‘My Choice’ was evaluated by

the independent research agency. The survey took

place in various regions of Russia and involved

14–16 years old students who had completed the

course not later than six months prior to the start of

the research. According to the results, 78% of par-

ticipants believe that the programme ‘My Choice’

provided them with information and skills useful for

everyday life.
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Ç ‡ÏÍ‡ı ‰‡ÌÌÓÈ ÔÓ„‡ÏÏ˚ ‚ 2001 Ë 2002 „Ó‰‡ı

‚ Í‡˜ÂÒÚ‚Â ÔËÎÓÊÂÌËÈ Í ÊÛÌ‡ÎÛ «á‰ÓÓ‚¸Â»

·˚ÎË ‚˚ÔÛ˘ÂÌ˚ ÚË ÚÂÏ‡ÚË˜ÂÒÍËÂ ·Ó¯˛˚,

ÔÓÒ‚fl˘ÂÌÌ˚Â ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl,

‡ Ú‡ÍÊÂ ÏÂÚÓ‰‡Ï ·Ó¸·˚ Ò ÌÂÈ. óÂÚ‚ÂÚ‡fl

·Ó¯˛‡, ÒÓ‰ÂÊ‡˘‡fl ÂÍÓÏÂÌ‰‡ˆËË Ë

Ô‡ÍÚË˜ÂÒÍËÂ ÒÓ‚ÂÚ˚ ÔÓ ·Ó¸·Â Ò ÔÓ‰ÓÒÚÍÓ‚˚Ï

ÍÛÂÌËÂÏ Ë ÍÛÂÌËÂÏ ‚ ÒÂÏ¸flı, ÓÔÛ·ÎËÍÓ‚‡Ì‡

‚ ÌÓfl·Â 2003 „Ó‰‡.

«Соревнование классов, свободных
от курения»
éÒÌÓ‚Ì‡fl ˆÂÎ¸ ‰‡ÌÌÓÈ ÔÓ„‡ÏÏ˚, Ì‡˜‡‚¯ÂÈÒfl

‚ 2001 „Ó‰Û Ë ÔÂ‰Ì‡ÁÌ‡˜ÂÌÌÓÈ ‰Îfl ¯ÍÓÎ¸ÌËÍÓ‚

12–13 ÎÂÚ, – ÔÂ‰ÓÚ‚‡ÚËÚ¸ ÔÓ‰ÓÒÚÍÓ‚ÓÂ

ÍÛÂÌËÂ. ÑÎfl ÚÓ„Ó ˜ÚÓ·˚ Û˜‡ÒÚ‚Ó‚‡Ú¸

‚ ÍÓÌÍÛÒÂ, Û˜ÂÌËÍË ÍÎ‡ÒÒ‡ ‚ÏÂÒÚÂ ÔËÌËÏ‡˛Ú

Â¯ÂÌËÂ ÌÂ ÍÛËÚ¸ ‚ ÚÂ˜ÂÌËÂ ÔÓÎÛ„Ó‰‡.

Ç ÍÓÌÍÛÒÂ ÏÓ„ÛÚ Û˜‡ÒÚ‚Ó‚‡Ú¸ ÚÓÎ¸ÍÓ ÚÂ ÍÎ‡ÒÒ˚,

‚ ÍÓÚÓ˚ı ÌÂ ÍÛflÚ ÌÂ ÏÂÌÂÂ 90% Û˜‡˘ËıÒfl.

äÎ‡ÒÒ˚, ‚˚ÔÓÎÌË‚¯ËÂ ÚÂ·Ó‚‡ÌËfl ÍÓÌÍÛÒ‡,

ÔÓÎÛ˜‡˛Ú Ì‡„‡‰˚ Ë ÔËÁ˚. Ç Ì‡ÒÚÓfl˘ËÈ

ÏÓÏÂÌÚ ÔÓ„‡ÏÏ‡ ÔÓ‚Ó‰ËÚÒfl ·ÓÎÂÂ ˜ÂÏ ‚ 800

ÍÎ‡ÒÒ‡ı ‚ ‡ÁÎË˜Ì˚ı ÓÒÒËÈÒÍËı Â„ËÓÌ‡ı.

«Круглые столы» на тему предотвращения
продаж сигарет несовершеннолетним
Ç 2003 „Ó‰Û ‚ fl‰Â ÍÛÔÌ˚ı ÓÒÒËÈÒÍËı „ÓÓ‰Ó‚

ÒÓÒÚÓflÎËÒ¸ «ÍÛ„Î˚Â ÒÚÓÎ˚», ÚÂÏ‡ÏË ÍÓÚÓ˚ı

ÒÚ‡ÎÓ ÔÂ‰ÓÚ‚‡˘ÂÌËÂ ÔÓ‰‡Ê ÒË„‡ÂÚ ÌÂÒÓ‚Â-

¯ÂÌÌÓÎÂÚÌËÏ Ë ÒÛ˘ÂÒÚ‚Û˛˘ÂÂ ‚ Ó·˘ÂÒÚ‚Â

ÓÚÌÓ¯ÂÌËÂ Í ÔÓ·ÎÂÏÂ ÔÓ‰ÓÒÚÍÓ‚Ó„Ó ÍÛÂÌËfl.

é„‡ÌËÁ‡ÚÓÓÏ ‰ËÒÍÛÒÒËÈ ‚˚ÒÚÛÔËÎ

é·˘ÂÒÚ‚ÂÌÌ˚È ÒÓ‚ÂÚ ‚ ÔÓ‰‰ÂÊÍÛ ÔÓÁËÚË‚ÌÓ„Ó

‡Á‚ËÚËfl ÏÓÎÓ‰ÂÊË «í‚ÓÈ ‚˚·Ó»; ‚ ÌËı ÔËÌfl-

ÎË Û˜‡ÒÚËÂ ÔÂ‰ÒÚ‡‚ËÚÂÎË ‡ÁÎË˜Ì˚ı

ÏËÌËÒÚÂÒÚ‚ Ë ‚Â‰ÓÏÒÚ‚, ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓÈ ‰ÛÏ˚,

ÏÂ‰ËˆËÌÒÍËı Ë Ó·˘ÂÒÚ‚ÂÌÌ˚ı Ó„‡ÌËÁ‡ˆËÈ,

ÊÛÌ‡ÎËÒÚ˚. êÂÁÛÎ¸Ú‡Ú˚ «ÍÛ„Î˚ı ÒÚÓÎÓ‚»

ÔÓÎÛ˜ËÎË ¯ËÓÍÓÂ ÓÒ‚Â˘ÂÌËÂ ‚ ÒÂ‰ÒÚ‚‡ı

Ï‡ÒÒÓ‚ÓÈ ËÌÙÓÏ‡ˆËË.

Teaching Programme for Parents
Research by the Institute of Comparative Social

Research Studies demonstrated that one of the main

reasons for underage smoking is an attempt of

minors to imitate adult behaviour. Therefore, con-

sulting parents has become a priority for the Public

Council on the Problem of Underage Smoking; a

teaching programme for parents conducted in coop-

eration with the Publishing House Zdorovie

(Health), is supported by BAT Russia and other

tobacco companies. Within the framework of this

programme, in 2001 and 2002 three topical

brochures covering the issue of underage smoking

and methods of solving this problem, were issued as

special supplements to the Zdorovie magazine. A

fourth brochure, offering recommendations and

practical advice for both teenagers and their parents

on how to prevent underage smoking and smoking

in households, was published in November 2003.

The ‘Non-smoking Class’ Contest
The main objective of this programme, launched in

2001 and aimed at schoolchildren of 12-13 years of

age, is to prevent underage smoking. To enter the

contest, pupils of a class together make a decision

not to smoke for half a year. The class can partici-

pate in the contest as long as 90% of its pupils do

not smoke, and classes that meet the contest

requirements win awards and prizes. More than 800

school classes in different regions of Russia are cur-

rently participating in the programme.

Round Tables on the Issue of Underage Access
Prevention
In 2003, several round tables devoted to the issue

of underage access to cigarettes and public attitudes

to the youth smoking, were held in a number of

Russian cities. These conferences were organised

by the Public Council in Support of Youth Positive

Development ‘Your Choice’. Representatives of the

government, State Duma, public health organisa-

tions, NGOs and journalists participated in the

discussions. The events were extensively reported

in the media.

Приложение 5

Appendix 5
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ç‡ÁÌ‡˜ÂÌËÂ ‰‡ÌÌÓ„Ó ‰ÓÍÛÏÂÌÚ‡, ‚Ó-ÔÂ‚˚ı,

ÓÔËÒ‡Ú¸ ˆÂÎË Ë Á‡‰‡˜Ë, ÍÓÚÓ˚ÏË

ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl «ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ

êÓÒÒËfl» («ÅÄí êÓÒÒËfl») ‚ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË

‚ Ó·Î‡ÒÚË ÍÓÔÓ‡ÚË‚ÌÓ„Ó ÒÔÓÌÒÓÒÚ‚‡

Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË, Ë ‚Ó-‚ÚÓ˚ı, ÛÒÚ‡ÌÓ‚ËÚ¸

ÔÓˆÂ‰Û˚ ÔÓ‰‡˜Ë Á‡fl‚ÓÍ Ì‡ ÓÍ‡Á‡ÌËÂ

ÒÔÓÌÒÓÒÍÓÈ ËÎË ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ÔÓÏÓ˘Ë,

‡ Ú‡ÍÊÂ ÍËÚÂËË Ëı ÓˆÂÌÍË Ò ÚÂÏ, ˜ÚÓ·˚

Ò‰ÂÎ‡Ú¸ ÔÓˆÂÒÒ ÔËÌflÚËfl Â¯ÂÌËÈ ˝ÙÙÂÍÚË‚-

Ì˚Ï Ë ÔÓÁ‡˜Ì˚Ï.

Ç ÔÂ‚ÓÈ ˜‡ÒÚË ‰‡ÌÌÓ„Ó ‰ÓÍÛÏÂÌÚ‡ ÓÔËÒ˚‚‡˛ÚÒfl

ˆÂÎË Ë Á‡‰‡˜Ë «ÅÄí êÓÒÒËfl» ‚ Ó·Î‡ÒÚË

ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË. ÇÓ ‚ÚÓÓÈ

˜‡ÒÚË ÒÓ‰ÂÊËÚÒfl ËÌÙÓÏ‡ˆËfl Ó ÍËÚÂËflı

ÓÚ·Ó‡ Ë ÔÓˆÂÒÒÂ ÔÓ‰‡˜Ë Á‡fl‚ÓÍ Ì‡ ÔÓÎÛ˜ÂÌËÂ

ÒÔÓÌÒÓÒÍÓÈ ËÎË ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ÔÓÏÓ˘Ë.

1. ЦЕЛИ И ЗАДАЧИ КОМПАНИИ В ОБЛАСТИ

СПОНСОРСТВА И БЛАГОТВОРИТЕЛЬНОСТИ

Ç ˝ÚÓÈ ˜‡ÒÚË ÓÔËÒ˚‚‡˛ÚÒfl ˆÂÎË Ë Á‡‰‡˜Ë

«ÅÄí êÓÒÒËfl» ‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡

Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË.

1.1. Цели компании в области спонсорства 
и благотворительности
ñÂÎflÏË «ÅÄí êÓÒÒËfl» Í‡Í ÒÓˆË‡Î¸ÌÓ ÓÚ‚ÂÚÒÚ-

‚ÂÌÌÓÈ ÍÓÏÔ‡ÌËË fl‚ÎflÂÚÒfl ÒÓ‰ÂÈÒÚ‚ËÂ

Ó·Ó„‡˘ÂÌË˛ ÓÒÒËÈÒÍÓ„Ó ÍÛÎ¸ÚÛÌÓ„Ó Î‡Ì‰¯‡Ù-

Ú‡, ÛÎÛ˜¯ÂÌË˛ ÒÓˆË‡Î¸ÌÓÈ ÒÂ‰˚, ‡Á‚ËÚË˛

Ó·‡ÁÓ‚‡ÌËfl Ë Á‡˘ËÚÂ ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚.

äÓÏÔ‡ÌËfl ÒÚÂÏËÚÒfl Í ‰ÓÒÚËÊÂÌË˛ ÓÔËÒ‡ÌÌ˚ı

‚˚¯Â ˆÂÎÂÈ ÔÛÚÂÏ ‚˚ÔÓÎÌÂÌËfl ÒÎÂ‰Û˛˘Ëı

Á‡‰‡˜.

Приложение 6
Корпоративная политика компании «БАТ Россия» 
в области спонсорства и благотворительности

INTRODUCTION

The aim of this policy is, firstly, to describe the set

of aims and objectives guiding the corporate spon-

sorship and charity activities of British American

Tobacco Russia (BAT Russia) and, secondly, to set

out the procedures of application and criteria of

selection in order to maintain an efficient and

transparent decision-making process for BAT Russia

in this field.

The first chapter of this document describes the

aims and objectives of the activities concerned.

The second chapter covers the general framework

and procedures of, as well as criteria for, these

activities.

1. AIMS AND OBJECTIVES OF CORPORATE 

SPONSORSHIP AND CHARITY

This chapter describes the aims and objectives of

the corporate sponsorship and charity activities.

1.1. Aims of Corporate Sponsorship and Charity
The aims of sponsorship and charity activities of

BAT Russia as a responsible corporate citizen are

to support and facilitate enhancement of the

Russian cultural and social landscape, educational

opportunities and environmental protection initia-

tives. These aims are to be achieved through reach-

ing a set of objectives, mentioned below.

Appendix 6
BAT Russia Corporate 
Sponsorship and Charity Policy
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1.2. Задачи компании в области спонсорства 
и благотворительности
Ç Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Á‡‰‡˜ÂÈ «ÅÄí êÓÒÒËfl»

fl‚ÎflÂÚÒfl ÔÓ‰‰ÂÊÍ‡ Ó„‡ÌËÁ‡ˆËÈ Ë ˜‡ÒÚÌ˚ı ÎËˆ,

ÍÓÚÓ˚Â ÓÒÛ˘ÂÒÚ‚Îfl˛Ú Ò‚Ó˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸

‚ Ó·Î‡ÒÚË ÍÛÎ¸ÚÛ˚, ‡Á‚ËÚËfl „‡Ê‰‡ÌÒÍÓ„Ó

Ó·˘ÂÒÚ‚‡, Ó·‡ÁÓ‚‡ÌËfl Ë Á‡˘ËÚ˚ ÓÍÛÊ‡˛˘ÂÈ

ÒÂ‰˚ Ë Û‰Ó‚ÎÂÚ‚Ófl˛Ú, Í‡Í ÏËÌËÏÛÏ, Ó‰ÌÓÏÛ

ËÁ ÒÎÂ‰Û˛˘Ëı ÛÒÎÓ‚ËÈ:

•àÏÂ˛Ú ˆÂÎ¸˛ Â¯ÂÌËÂ ÔÓ·ÎÂÏ,

ÔËÓËÚÂÚÌ˚ı ‰Îfl ÓÒÒËÈÒÍÓ„Ó Ó·˘ÂÒÚ‚‡

Ë/ËÎË ÏÂÒÚÌ˚ı ÒÓÓ·˘ÂÒÚ‚;

•ëÔÓÒÓ·ÒÚ‚Û˛Ú ‡Á‚ËÚË˛ ËÎË ·ÓÎÂÂ „ÎÛ·ÓÍÓÏÛ

ÔÓÌËÏ‡ÌË˛ ÏËÓ‚ÓÈ Ë/ËÎË Ì‡ˆËÓÌ‡Î¸ÌÓÈ

ÍÛÎ¸ÚÛ˚;

•ê‡ÒÔÓÎ‡„‡˛Ú ÔÓÚÂÌˆË‡ÎÓÏ ‰ÓÎ„ÓÒÓ˜ÌÓ„Ó

‡Á‚ËÚËfl;

•ÑÂÏÓÌÒÚËÛ˛Ú ‰ÓÒÚËÊÂÌËfl ‚ ÚÓÈ ÊÂ

Ó·Î‡ÒÚË, Í‡ÍÓÈ Í‡Ò‡ÂÚÒfl ÔÂ‰Î‡„‡ÂÏ˚È ‰Îfl

‡ÒÒÏÓÚÂÌËfl ÔÓÂÍÚ.

Ç Ó·Î‡ÒÚË ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË Á‡‰‡˜ÂÈ

ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl ÔÓÏÓ˘¸,

‚ ÓÒÌÓ‚ÌÓÏ ÙËÌ‡ÌÒÓ‚‡fl, Ó„‡ÌËÁ‡ˆËflÏ Ë

„ÛÔÔ‡Ï, ÍÓÚÓ˚Â Á‡·ÓÚflÚÒfl Ó ÌÛÊ‰‡˛˘ËıÒfl,

ÎË·Ó ÌÂÔÓÒÂ‰ÒÚ‚ÂÌÌÓ Ò‡ÏËÏ ÌÛÊ‰‡˛˘ËÏÒfl.

èÓÏËÏÓ ÙËÌ‡ÌÒÓ‚ÓÈ ÔÓÏÓ˘Ë, ÍÓÏÔ‡ÌËfl

ÓÍ‡Á˚‚‡ÂÚ Ë ‰Û„Û˛ ÔÓ‰‰ÂÊÍÛ – ·ÂÁ‚ÓÁÏÂÁ‰ÌÓ

ÔÂÂ‰‡ÂÚ ÌÛÊ‰‡˛˘ËÏÒfl ÌÂÓ·ıÓ‰ËÏ˚Â ‚Â˘Ë,

Ú‡ÍËÂ Í‡Í ÍÌË„Ë, Ó‰ÂÊ‰Û, ÓÙËÒÌÛ˛ Ó„ÚÂıÌËÍÛ,

ÏÂ·ÂÎ¸, Í‡ÌˆÂÎflÒÍËÂ ÚÓ‚‡˚ Ë ‰Û„ËÂ

ÔÂ‰ÏÂÚ˚. ä Û˜‡ÒÚË˛ ‚ ·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì˚ı

ÔÓÂÍÚ‡ı ‡ÍÚË‚ÌÓ ÔË‚ÎÂÍ‡˛ÚÒfl ÒÓÚÛ‰ÌËÍË

«ÅÄí êÓÒÒËfl».

1.3. Пересмотр целей и задач
Ç ÒÓÓÚ‚ÂÚÒÚ‚ËË Ò Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ÏË, ÔËÌflÚ˚ÏË

ÍÓÏÔ‡ÌËÂÈ «ÅÄí êÓÒÒËfl» ‚ ıÓ‰Â ÔÓˆÂÒÒ‡

ÒÓˆË‡Î¸ÌÓÈ ÓÚ˜ÂÚÌÓÒÚË, ëÓ‚ÂÚ ‰ËÂÍÚÓÓ‚

ÍÓÏÔ‡ÌËË ÂÊÂ„Ó‰ÌÓ ÓˆÂÌË‚‡ÂÚ Ë, ‚ ÒÎÛ˜‡Â

ÌÂÓ·ıÓ‰ËÏÓÒÚË, ÔÂÂÒÏ‡ÚË‚‡ÂÚ ˆÂÎË Ë Á‡‰‡˜Ë

‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË,

‡ Ú‡ÍÊÂ ÔËÌËÏ‡ÂÚ ·˛‰ÊÂÚ Ì‡ ‰‡ÌÌ˚Â ˆÂÎË.

1.2. Objectives of Corporate Sponsorship and
Charity
In the field of sponsorship, the objectives of BAT

Russia are to support the organisations, groups and

individuals that work in the areas of culture, civil

society development, education and environment

protection, and meet at least one of the following

conditions:

•To address the problems of high importance for

either the Russian society or/and local commu-

nities;

•To contribute to, or offer deeper insight into,

the world or/and national cultures;

•To have the record of achievements in the

respected field;

•To have a rich potential for development and long

term dedication to the corresponding activity.

In the field of charity, the objectives of BAT Russia

are to help, – namely support financially, and/or

through personal participation of the employees, –

under-privileged individuals and groups of such

individuals as well as the organisations established to

care about them. When appropriate, physical items

(i.e. office equipment, cloths, books, etc.) can be

donated.

1.3. Aims and Objectives Revision
According to the commitments made by BAT

Russia in the course of social reporting process, the

Board of Directors annually reviews, assesses and

revises, if necessary, its sponsorship and charity

aims and objectives, and sets up a budget.

Приложение 6

Appendix 6
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2. ПРОЦЕСС ПОДАЧИ ЗАЯВОК И КРИТЕРИИ

ОТБОРА

Ç ‰‡ÌÌÓÈ ˜‡ÒÚË ÓÒ‚Â˘‡eÚÒfl ÔÓˆÂÒÒ ÔÓ‰‡˜Ë

Á‡fl‚ÓÍ Ì‡ ÔÓÎÛ˜ÂÌËÂ ÒÔÓÌÒÓÒÍÓÈ ËÎË ·Î‡„ÓÚ‚Ó-

ËÚÂÎ¸ÌÓÈ ÔÓÏÓ˘Ë Ë ÍËÚÂËË ÓÚ·Ó‡ Á‡fl‚ÓÍ,

ÔËÌflÚ˚Â ÍÓÏÔ‡ÌËÂÈ «ÅÄí êÓÒÒËfl».

2.1. Критерии отбора заявок
«ÅÄí êÓÒÒËfl» ÔÓ‰‰ÂÊË‚‡ÂÚ ÚÓÎ¸ÍÓ ÔÓÂÍÚ˚,

ÒÓÓÚ‚ÂÚÒÚ‚Û˛˘ËÂ ÚÂ·Ó‚‡ÌËflÏ ÓÒÒËÈÒÍÓ„Ó

Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÒÚ‚‡, ‡ Ú‡ÍÊÂ – ‚ ÚÓÏ ÒÎÛ˜‡Â, ÂÒÎË

ÓÌË ÏÓ„ÛÚ ·˚Ú¸ ÔËÏÂÌËÏ˚, –

«åÂÊ‰ÛÌ‡Ó‰Ì˚Ï ÒÚ‡Ì‰‡Ú‡Ï Ï‡ÍÂÚËÌ„‡

Ú‡·‡˜ÌÓÈ ÔÓ‰ÛÍˆËË» Ë «äÓ‰ÂÍÒÛ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓ„Ó

Ï‡ÍÂÚËÌ„‡ Ú‡·‡˜Ì˚ı ËÁ‰ÂÎËÈ «ÅÄí êÓÒÒËfl».

ÇÒÂ Â¯ÂÌËfl ÓÚÌÓÒËÚÂÎ¸ÌÓ ÔÂ‰Î‡„‡ÂÏÓ„Ó

ÔÓÂÍÚ‡ ÓÒÌÓ‚˚‚‡˛ÚÒfl ÚÓÎ¸ÍÓ Ì‡ ÓˆÂÌÍÂ Â„Ó

‰ÓÒÚÓËÌÒÚ‚ Ë ÌÂ‰ÓÒÚ‡ÚÍÓ‚. èÓÂÍÚ˚ ‰ÓÎÊÌ˚

ÒÔÓÒÓ·ÒÚ‚Ó‚‡Ú¸ ‰ÓÒÚËÊÂÌË˛ ÍÓÏÔ‡ÌËÂÈ ˆÂÎÂÈ

Ë Á‡‰‡˜, ËÁÎÓÊÂÌÌ˚ı ‚ ˜‡ÒÚË 1 ‰‡ÌÌÓ„Ó

‰ÓÍÛÏÂÌÚ‡. äÓÏÔ‡ÌËfl ÒÚÂÏËÚÒfl Í ÛÒÚ‡ÌÓ‚ÎÂÌË˛

‰ÓÎ„ÓÒÓ˜Ì˚ı Ô‡ÚÌÂÒÍËı ÓÚÌÓ¯ÂÌËÈ ‚ Ó·Î‡ÒÚË

ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË.

èÂ‰ÔÓ˜ÚÂÌËÂ ÓÚ‰‡ÂÚÒfl ÚÂÏ ÔÓÂÍÚ‡Ï, ÍÓÚÓ˚Â

ÓÒÛ˘ÂÒÚ‚Îfl˛ÚÒfl ‚ „ÓÓ‰‡ı, „‰Â Ì‡ıÓ‰flÚÒfl Ù‡·Ë-

ÍË ËÎË Â„ËÓÌ‡Î¸Ì˚Â ÓÙËÒ˚ «ÅÄí êÓÒÒËfl».

èÓÂÍÚ˚, ÔÓÒÚÛÔË‚¯ËÂ ‚ ÍÓÏÔ‡ÌË˛ ËÁ‚ÌÂ, Ë

ÔÓÂÍÚ˚, ËÌËˆËËÓ‚‡ÌÌ˚Â ÔÓ‰‡Á‰ÂÎÂÌËflÏË

ÍÓÏÔ‡ÌËË, ÓˆÂÌË‚‡˛ÚÒfl ÒÓ„Î‡ÒÌÓ Â‰ËÌ˚Ï

ÍËÚÂËflÏ.

2.2. Ограничения
«ÅÄí êÓÒÒËfl» ÌÂ ÓÍ‡Á˚‚‡ÂÚ ÒÔÓÌÒÓÒÍÛ˛

ÔÓ‰‰ÂÊÍÛ Ó„‡ÌËÁ‡ˆËflÏ Ë ÔÂ‰ÒÚ‡‚ËÚÂÎflÏ

Á‡ÍÓÌÓ‰‡ÚÂÎ¸ÌÓÈ, ÒÛ‰Â·ÌÓÈ Ë ËÒÔÓÎÌËÚÂÎ¸ÌÓÈ

‚Î‡ÒÚË, ÔÓÎËÚË˜ÂÒÍËÏ, ÂÎË„ËÓÁÌ˚Ï, ‚ÓÂÌÌ˚Ï,

ÒÔÓÚË‚Ì˚Ï Ë ‰ÂÚÒÍËÏ Ó„‡ÌËÁ‡ˆËflÏ.

èË ÒÓ·Î˛‰ÂÌËË ÛÒÎÓ‚ËÈ, ËÁÎÓÊÂÌÌ˚ı ‚ Ô. 2.1

‰‡ÌÌÓÈ ÔÓÎËÚËÍË, «ÅÄí êÓÒÒËfl» ‡ÒÒÏ‡ÚË‚‡ÂÚ

‚ÓÁÏÓÊÌÓÒÚ¸ ÔÂ‰ÓÒÚ‡‚ÎÂÌËfl ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ

ÔÓÏÓ˘Ë ÒÔÓÚË‚Ì˚Ï Ë ‰ÂÚÒÍËÏ ÏÂÓÔËflÚËflÏ

Ë Ó„‡ÌËÁ‡ˆËflÏ.

2. APPLICATION PROCESS AND CRITERIA 

OF SELECTION 

This chapter describes application process, defines

the criteria of assessment and selection of the proj-

ects for the sponsorship and charity activities of

BAT Russia.

2.1. Criteria of Selection
BAT Russia supports only the projects complying

with the legislation of the Russian Federation and,

where applicable, with the ‘International Marketing

Standards of Tobacco Products’ and BAT Russia

‘Code of Responsible Marketing of Tobacco

Products’. The competition is merit-based. A spon-

sorship and charity project should contribute to the

achievement of the aims and objectives described in

the Chapter 1 of this policy. The company has a

purpose to build a long term partnership with the

supported organisations. The sponsorship and chari-

ty projects in the cities where BAT Russia has fac-

tories or regional offices, are a priority. The projects

in the field of sponsorship and charity, initiated by,

or within, the departments of company, are consid-

ered according to the same procedure.

2.2. Limitations
BAT Russia does not sponsor organisations and

representatives of legislative, juridical and executive

authorities, political, religious, military, sports and

children events and organisations. In the situations,

where sports and children events and organisations

are involved, only charitable donations can be

made.
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2.3. Процесс подачи заявок
èÂÚÂÌ‰ÂÌÚ ‰ÓÎÊÂÌ Á‡ÔÓÎÌËÚ¸ ÙÓÏÛ Á‡fl‚ÍË

(ÒÏ. èËÎÓÊÂÌËfl 2 Ë 3) Ë ÔÂ‰ÓÒÚ‡‚ËÚ¸

ËÌÙÓÏ‡ˆË˛ Ó ÔÓÂÍÚÂ, Â„Ó ÒÚÓËÏÓÒÚË,

Û˜‡ÒÚÌËÍ‡ı Ë „‡ÙËÍÂ. Ç ÒÎÛ˜‡Â ÔÓ‰‡˜Ë Á‡fl‚ÍË

Ì‡ ÒÔÓÌÒÓÒÍÛ˛ ÔÓÏÓ˘¸ ÔÂÚÂÌ‰ÂÌÚ ‰ÓÎÊÂÌ

ÔÂ‰ÓÒÚ‡‚ËÚ¸ ÔÓ‰Ó·ÌÓÂ ÓÔËÒ‡ÌËÂ ÔÂËÏÛ˘ÂÒÚ‚,

ÍÓÚÓ˚Â ‰‡ÂÚ ÍÓÏÔ‡ÌËË ÒÔÓÌÒÓÒÍÓÂ Û˜‡ÒÚËÂ, Ë

ÒÔËÒÓÍ ÒÔÓÌÒÓÓ‚ ÔÓÂÍÚ‡, ÎË·Ó ÛÊÂ ‚Áfl‚¯Ëı Ì‡

ÒÂ·fl Ó·flÁ‡ÚÂÎ¸ÒÚ‚‡ ÔÓ Â„Ó ÔÓ‰‰ÂÊÍÂ, ÎË·Ó

ÔÓÚÂÌˆË‡Î¸Ì˚ı.

êÂÍÓÏÂÌ‰ÛÂÚÒfl ‚ÍÎ˛˜ËÚ¸ ‚ Á‡fl‚ÍÛ ÍÓÔËË „Ó‰Ó-

‚˚ı ÓÚ˜ÂÚÓ‚, ÔÛ·ÎËÍ‡ˆËÈ ‚ ÔÂÒÒÂ ËÎË ÓÚ˜ÂÚÓ‚

ÚÂÚ¸Ëı ÒÚÓÓÌ, ÔÓÚÂÌˆË‡Î¸ÌÓ ‚‡ÊÌ˚ı ‰Îfl ÔË-

ÌflÚËfl Â¯ÂÌËfl ÓÚÌÓÒËÚÂÎ¸ÌÓ ÔÓÂÍÚ‡.

ÇÒÂ Á‡fl‚ÍË ‰ÓÎÊÌ˚ ·˚Ú¸ ÔÓ‰‡Ì˚ ÌÂ ÔÓÁ‰ÌÂÂ, ˜ÂÏ

Á‡ 6 ÌÂ‰ÂÎ¸ ‰Ó Ì‡˜‡Î‡ ÓÒÛ˘ÂÒÚ‚ÎÂÌËfl ÔÓÂÍÚ‡.

2.4. Оценка, принятие решений 
и информирование претендентов
ÇÒÂ ÔÓÒÚÛÔ‡˛˘ËÂ Á‡fl‚ÍË ‡Ì‡ÎËÁËÛ˛ÚÒfl ÍÓÏÔ‡-

ÌËÂÈ, Ë ÓÍÓÌ˜‡ÚÂÎ¸ÌÓÂ Â¯ÂÌËÂ ÔËÌËÏ‡ÂÚÒfl

èÓÂÍÚÌÓÈ „ÛÔÔÓÈ ÔÓ ÍÓÔÓ‡ÚË‚ÌÓÈ ÒÓˆË‡Î¸-

ÌÓÈ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË «ÅÄí êÓÒÒËfl», ‚ ÒÓÒÚ‡‚

ÍÓÚÓÓÈ ‚ıÓ‰flÚ ÔÂ‰ÒÚ‡‚ËÚÂÎË ÍÎ˛˜Â‚˚ı ÔÓ‰‡Á-

‰ÂÎÂÌËÈ ÍÓÏÔ‡ÌËË. Ç ÔÓˆÂÒÒÂ ÔËÌflÚËfl Â¯Â-

ÌËfl ÔÓ‚Ó‰ËÚÒfl ÎË˜Ì‡fl ‚ÒÚÂ˜‡ ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ

ÍÓÏÔ‡ÌËË Ò ÛÍÓ‚Ó‰ËÚÂÎflÏË Ë/ËÎË Û˜‡ÒÚÌËÍ‡ÏË

ÔÓÂÍÚ‡. èÂÚÂÌ‰ÂÌÚ ‰ÓÎÊÂÌ ·˚Ú¸ „ÓÚÓ‚ Ò‰ÂÎ‡Ú¸

‰Îfl ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ «ÅÄí êÓÒÒËfl» ÔÂÁÂÌÚ‡ˆË˛

ÔÓÂÍÚ‡. èË ‡ÒÒÏÓÚÂÌËË Á‡fl‚ÍË èÓÂÍÚÌ‡fl

„ÛÔÔ‡ ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl ˆÂÎflÏË, Á‡‰‡˜‡ÏË,

‡ Ú‡ÍÊÂ ·˛‰ÊÂÚÓÏ ÔÓ ÒÔÓÌÒÓÒÚ‚Û Ë

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË, ÛÚ‚ÂÊ‰ÂÌÌ˚ÏË ëÓ‚ÂÚÓÏ

‰ËÂÍÚÓÓ‚ ÍÓÏÔ‡ÌËË. Ç ÚÂ˜ÂÌËÂ ÏÂÒflˆ‡ ÔÓÒÎÂ

ÔÓÒÚÛÔÎÂÌËfl Á‡fl‚ÍË «ÅÄí êÓÒÒËfl» ËÌÙÓÏËÛÂÚ

ÔÂÚÂÌ‰ÂÌÚÓ‚ Ó ÔËÌflÚ˚ı Â¯ÂÌËflı ÔÓ ÔÓ˜ÚÂ,

˝ÎÂÍÚÓÌÌÓÈ ÔÓ˜ÚÂ ËÎË Ù‡ÍÒÛ. á‡fl‚ÍË

‡ÒÒÏ‡ÚË‚‡˛ÚÒfl ÍÓÌÙË‰ÂÌˆË‡Î¸ÌÓ.

èÓÒÚÛÔË‚¯‡fl ËÌÙÓÏ‡ˆËfl Ë ÔËÌflÚÓÂ Â¯ÂÌËÂ

ÌÂ ‡Á„Î‡¯‡˛ÚÒfl, ÂÒÎË ËÌÓÂ ÌÂ ÔÂ‰ÛÒÏÓÚÂÌÓ

‰Ó„Ó‚ÓÂÌÌÓÒÚ¸˛ ÏÂÊ‰Û ÍÓÏÔ‡ÌËÂÈ Ë

ÔÂÚÂÌ‰ÂÌÚÓÏ. é‰ËÌ ‡Á ‚ „Ó‰ «ÅÄí êÓÒÒËfl»

ÔÛ·ÎËÍÛÂÚ ÓÚ˜ÂÚ Ó ‰ÂflÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËË

‚ Ó·Î‡ÒÚË ÒÔÓÌÒÓÒÚ‚‡ Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË

Ò ÔÂÂ˜ÌÂÏ Ó„‡ÌËÁ‡ˆËÈ Ë ÔÓÂÍÚÓ‚, ÍÓÚÓ˚Ï

‚ ÚÂ˜ÂÌËÂ „Ó‰‡ ·˚Î‡ ÓÍ‡Á‡Ì‡ ÔÓ‰‰ÂÊÍ‡.

2.3. Application Process
An applicant must complete the form (see

Appendices 2 and 3), including an overview of the

project, a detailed description of the potential bene-

fits for BAT Russia in case of sponsorship, its budg-

et, list of the other sponsors/participants if applica-

ble, and the project schedule.

It is highly recommended to attach the applicant’s

annual report, any expert reports and other relevant

information available in the public domain and of

potential importance, to the application form.

All applications must be submitted to BAT Russia

for evaluation no later than 6 weeks before the pro-

posed event.

2.4. Assessment, Decision-Making and Feedback
BAT Russia assesses and evaluates all applications

received. The final decision is made by the

Corporate Social Responsibility (CSR) Drive Team

which includes the representatives of the company’s

main departments. During the assessment process, a

personal meeting between the company’s represen-

tatives and the project managers should be held.

The latter also might be asked to make a presenta-

tion of a project to BAT Russia management. When

making a decision, the CSR Drive Team is guided

by the company’s sponsorship and charity aims and

objectives and an annual sponsorship/charity budget

approved by the Board of Directors of BAT Russia.

When the decision is made, BAT Russia informs

the applicant, by e-mail, fax or post, within one

month after the date when the application was

received. All applications are considered in strict

confidence. The fact of application is not to be

given away to the public domain unless both BAT

Russia and the applicant have agreed on it. BAT

Russia publishes Sponsorship and Charity Annual

Report annually, listing the organisations supported

by the company throughout the previous year.

Приложение 6

Appendix 6
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2.5. Договор
ÇÒfl ÒÔÓÌÒÓÒÍ‡fl Ë ·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì‡fl ‰ÂflÚÂÎ¸-

ÌÓÒÚ¸, ÍÓÚÓÛ˛ ÓÍ‡Á˚‚‡ÂÚ ÍÓÏÔ‡ÌËfl, ÓÒÛ˘ÂÒÚ‚-

ÎflÂÚÒfl Ì‡ ÓÒÌÓ‚‡ÌËË ÔËÒ¸ÏÂÌÌÓ„Ó ‰Ó„Ó‚Ó‡

ÏÂÊ‰Û ÍÓÏÔ‡ÌËÂÈ Ë ÒÚÓÓÌÓÈ, ÍÓÚÓÓÈ ÓÍ‡Á˚‚‡-

ÂÚÒfl ÔÓÏÓ˘¸. ÑÓ„Ó‚Ó Á‡ÍÎ˛˜‡ÂÚÒfl Ì‡ ÒÓÍ

ÌÂ ·ÓÎÂÂ „Ó‰‡ Ò ‚ÓÁÏÓÊÌÓÒÚ¸˛ ÔÓ‰ÎÂÌËfl Â„Ó

‰ÂÈÒÚ‚Ëfl ‚ ÒÎÛ˜‡Â, ÂÒÎË ÂÁÛÎ¸Ú‡Ú˚ ÔÓÂÍÚ‡

·˚ÎË ÓˆÂÌÂÌ˚ ÍÓÏÔ‡ÌËÂÈ Í‡Í ÔÓÎÓÊËÚÂÎ¸Ì˚Â.

Ç ‰Ó„Ó‚ÓÂ ÓÔÂ‰ÂÎfl˛ÚÒfl ‚Ë‰ Ë ‡ÁÏÂ ÔÓÏÓ˘Ë,

Ô‡‚‡ Ë Ó·flÁ‡ÌÌÓÒÚË ÒÚÓÓÌ, ‡ Ú‡ÍÊÂ, ‚ ÒÎÛ˜‡Â

ÌÂÓ·ıÓ‰ËÏÓÒÚË, Ó„Ó‚‡Ë‚‡ÂÚÒfl ‚ÓÔÓÒ˚ ÒÚ‡ıÓ‚‡-

ÌËfl Ë ‰Û„ËÂ ‚ÓÔÓÒ˚ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÒÚË ÒÚÓÓÌ.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÓÍ‡Á˚‚‡ÂÚ

ÒÔÓÌÒÓÒÍÛ˛ ÎË·Ó ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÛ˛ ÔÓÏÓ˘¸

ËÒÍÎ˛˜ËÚÂÎ¸ÌÓ Ì‡ ÓÒÌÓ‚‡ÌËË ÒÚ‡Ì‰‡ÚÌÓÈ

ÙÓÏ˚ ‰Ó„Ó‚Ó‡ Ó· ÓÍ‡Á‡ÌËË Ú‡ÍÓÈ ÔÓÏÓ˘Ë.

éÔÂ‰ÂÎÂÌÌ˚Â ËÁÏÂÌÂÌËfl ÏÓ„ÛÚ ·˚Ú¸ ‚ÌÂÒÂÌ˚

‚ ‰‡ÌÌ˚È ÚËÔ ‰Ó„Ó‚Ó‡, ÌÓ ‰Ó„Ó‚Ó˚ ‰Û„Ëı

ÚËÔÓ‚ ÌÂ ËÒÔÓÎ¸ÁÛ˛ÚÒfl.

«ÅÄí êÓÒÒËfl» Á‡Ô‡¯Ë‚‡ÂÚ ÙËÌ‡ÌÒÓ‚˚È ÓÚ˜ÂÚ

Ó ˆÂÎÂ‚ÓÏ ËÒÔÓÎ¸ÁÓ‚‡ÌËË ‰ÂÌÂÊÌ˚ı ËÎË ËÌ˚ı

ÒÂ‰ÒÚ‚; ‚ ÒÎÛ˜‡Â, ÍÓ„‰‡ ‡ÒÒÏ‡ÚË‚‡ÂÚÒfl Á‡fl‚Í‡

Ì‡ ÓÍ‡Á‡ÌËÂ ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ÔÓÏÓ˘Ë,

Ó„‡ÌËÁ‡ˆËË-ÔÂÚÂÌ‰ÂÌÚÛ ÌÂÓ·ıÓ‰ËÏÓ Ú‡ÍÊÂ

ÔÂ‰ÓÒÚ‡‚ËÚ¸ ÂÂ ÛÒÚ‡‚.

ВСТУПЛЕНИЕ ДОКУМЕНТА В СИЛУ
èÓÒÎÂ ÓÔÛ·ÎËÍÓ‚‡ÌËfl ‰‡ÌÌÓ„Ó ‰ÓÍÛÏÂÌÚ‡ Ì‡

ÍÓÔÓ‡ÚË‚ÌÓÏ ‚Â·-Ò‡ÈÚÂ (www.batrussia.ru), ÓÌ

fl‚ÎflÂÚÒfl ËÌÒÚÛÍˆËÂÈ ÔÓˆÂÒÒ‡ ÔÓ‰‡˜Ë Á‡fl‚ÓÍ

«ÅÄí êÓÒÒËfl».

ìÚ‚ÂÊ‰ÂÌÓ ëÓ‚ÂÚÓÏ ‰ËÂÍÚÓÓ‚ «ÅÄí êÓÒÒËfl»

24 Ï‡Ú‡ 2003 „.

2.5. Terms and Conditions
After the project wins the company’s sponsorship or

charity support, the standard Terms and Conditions,

defining the responsibilities of both parties, are to

be signed. The Terms and Conditions specify a

period of time, which is no more than one year,

with the possibility of renewal if the results of the

project were positive. The Terms and Conditions

specify the type and extent of support, requirements

and obligations of the parties. When appropriate,

the Terms and Conditions also address liability and

insurance matters. The standard Terms and

Conditions regulating sponsorship or charity activi-

ties, is used by BAT Russia. While the changes and

adjustments within this type of Terms and

Conditions can be made, other types of contracts

cannot be used.

BAT Russia requests a financial report on use of the

money or other aid; an Article of Association is

additionally requested from charities.

ENFORCEMENT
After its publication on the corporate website of

British American Tobacco Russia

(www.batrussia.ru), this Policy is to be considered

as a guide for sponsorship and charity application

process of BAT Russia.

Approved by BAT Russia Board of Directors on

March 24, 2003.
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ü‚ÎflflÒ¸ ÒÓˆË‡Î¸ÌÓ ÓÚ‚ÂÚÒÚ‚ÂÌÌÓÈ ÍÓÏÔ‡ÌËÂÈ,

«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl» ÓÍ‡Á˚‚‡ÂÚ

ÒÔÓÌÒÓÒÍÛ˛ ÔÓ‰‰ÂÊÍÛ ÏÌÓ„ËÏ ÔÓÂÍÚ‡Ï Ë

ËÌËˆË‡ÚË‚‡Ï ‚ Ó·Î‡ÒÚË ÍÛÎ¸ÚÛ˚, Ó·‡ÁÓ‚‡ÌËfl,

‡Á‚ËÚËfl „‡Ê‰‡ÌÒÍÓ„Ó Ó·˘ÂÒÚ‚‡ Ë Á‡˘ËÚ˚

ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚. äÓÏÔ‡ÌËfl Ú‡ÍÊÂ ÔÓÏÓ„‡ÂÚ

ÏÌÓ„ËÏ ËÁ ÚÂı, ÍÚÓ ÌÛÊ‰‡ÂÚÒfl ‚ ÔÓÏÓ˘Ë, Ë

Â‡ÎËÁÛÂÚ ‡ÁÎË˜Ì˚Â ÔÓ„‡ÏÏ˚ Ë ÔÓÂÍÚ˚

‚ Ó·Î‡ÒÚË ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÒÚË. «ÅÄí êÓÒÒËfl»

ÛÒÚ‡ÌÓ‚ËÎ‡ Ô‡ÚÌÂÒÍËÂ ÓÚÌÓ¯ÂÌËfl ÒÓ ÏÌÓ„ËÏË

ÌÂÍÓÏÏÂ˜ÂÒÍËÏË Ó„‡ÌËÁ‡ˆËflÏË.

Ç Ò‚ÓÂÈ ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ Ë ÒÔÓÌÒÓÒÍÓÈ ‰Âfl-

ÚÂÎ¸ÌÓÒÚË ÍÓÏÔ‡ÌËfl ÛÍÓ‚Ó‰ÒÚ‚ÛÂÚÒfl ÓÊË‰‡ÌËfl-

ÏË Ë ÔÓÚÂ·ÌÓÒÚflÏË Ó·˘ÂÒÚ‚‡. ÇÂ‰fl ÔÓÒÚÓflÌ-

Ì˚È ‰Ë‡ÎÓ„ Ò ÔÂ‰ÒÚ‡‚ËÚÂÎflÏË ÓÒÒËÈÒÍÓÈ Ó·-

˘ÂÒÚ‚ÂÌÌÓÒÚË, «ÅÄí êÓÒÒËfl» ÒÚÂÏËÚÒfl ÛÁÌ‡‚‡Ú¸

Ó ÒÛ˘ÂÒÚ‚Û˛˘Ëı ‚ Ó·˘ÂÒÚ‚Â ÓÊË‰‡ÌËflı Ë Û˜Ë-

Ú˚‚‡ÂÚ Ëı ‚ Ò‚ÓÂÈ ‰ÂflÚÂÎ¸ÌÓÒÚË.

ОСНОВНЫЕ ПРОЕКТЫ В ОБЛАСТИ

КУЛЬТУРЫ И ИСКУССТВА 

Государственная Третьяковская галерея
ç‡˜ËÌ‡fl Ò 1997 „Ó‰‡, «ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl

˜ÎÂÌÓÏ ëÓ‚ÂÚ‡ ÔÓÔÂ˜ËÚÂÎÂÈ Ë Ó‰ÌËÏ ËÁ ÍÛÔ-

ÌÂÈ¯Ëı ÒÔÓÌÒÓÓ‚ ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓÈ íÂÚ¸flÍÓ‚-

ÒÍÓÈ „‡ÎÂÂË. Ç ‡ÏÍ‡ı ‰ÓÎ„ÓÒÓ˜ÌÓÈ ÔÓ„‡ÏÏ˚

ÍÓÏÔ‡ÌËfl ÂÊÂ„Ó‰ÌÓ ‚ÍÎ‡‰˚‚‡ÂÚ ÁÌ‡˜ËÚÂÎ¸Ì˚Â

ÒÂ‰ÒÚ‚‡ ‚ ‚˚ÒÚ‡‚Ó˜ÌÛ˛ ‰ÂflÚÂÎ¸ÌÓÒÚ¸ „‡ÎÂÂË Ë

ÂÂ ÚÂıÌË˜ÂÒÍÓÂ ÓÒÌ‡˘ÂÌËÂ. «ÅÄí êÓÒÒËfl» Ú‡ÍÊÂ

ÔËÓ·ÂÚ‡ÂÚ ÔÓËÁ‚Â‰ÂÌËfl ËÒÍÛÒÒÚ‚‡ ‰Îfl ÔÓÔÓÎ-

ÌÂÌËfl ÔÓÒÚÓflÌÌÓÈ ˝ÍÒÔÓÁËˆËË. Ç 2003 „Ó‰Û

ÍÓÏÔ‡ÌËfl ÓÍ‡Á‡Î‡ ÙËÌ‡ÌÒÓ‚Û˛ ÔÓ‰‰ÂÊÍÛ

‚ Ó„‡ÌËÁ‡ˆËË ‚˚ÒÚ‡‚ÓÍ «ÑÂÎÓ ‚ ¯ÎflÔÂ»

Ë «äÛ·ËÁÏ. ïÛ‰ÓÊÂÒÚ‚ÂÌÌÓÂ ‰‚ËÊÂÌËÂ ‚ Ö‚ÓÔÂ.

1906–1926».

èË ÙËÌ‡ÌÒÓ‚ÓÈ ÔÓ‰‰ÂÊÍÂ ÍÓÏÔ‡ÌËË

‚ 1997–2003 „Ó‰‡ı „‡ÎÂÂfl Ó·ÌÓ‚ËÎ‡ ÒËÒÚÂÏÛ

‚ÌÂ¯ÌÂ„Ó Óı‡ÌÌÓ„Ó ÚÂÎÂÌ‡·Î˛‰ÂÌËfl, ÔËÓ·ÂÎ‡

Ó·ÓÛ‰Ó‚‡ÌËÂ ‰Îfl ÒËÒÚÂÏ˚ ‚Ë‰ÂÓÍÓÌÚÓÎfl ‚

˝ÍÒÔÓÁËˆËÓÌÌ˚ı Á‡Î‡ı, ‡ Ú‡ÍÊÂ ÛÒÓ‚Â¯ÂÌÒÚ‚Ó-

‚‡Î‡ ÒËÒÚÂÏÛ ÍÓÌ‰ËˆËÓÌËÓ‚‡ÌËfl ‚ ‰ÂÔÓÁËÚ‡ËË

ÓÒÌÓ‚ÌÓ„Ó Á‰‡ÌËfl „‡ÎÂÂË ‚ ã‡‚Û¯ËÌÒÍÓÏ

ÔÂÂÛÎÍÂ.

Приложение 7
Отчет о спонсорской и благотворительной
деятельности компании «БАТ Россия» в 2003 году

BAT Russia is a socially responsible company.

It has launched many sponsorship projects and ini-

tiatives in the field of culture, education, civil socie-

ty development and environment protection. The

company those in need through various charity pro-

grammes and projects. It has established a partner-

ships with many non-profit organisations.

When performing these activities, BAT Russia con-

siders social expectations and needs as guidance.

Being involved in a continuous dialogue with the

representatives of the Russian society, BAT Russia

seeks to understand the social expectations and

determined to consider and act upon them.

THE KEY PROJECTS IN THE AREA 

OF CULTURE AND ART

State Tretyakov Gallery 
Since 1997, BAT Russia has been a prominent

sponsor and member of the Board of Trustees of

the State Tretyakov Gallery. Within the framework

of the long term sponsorship programme, BAT

Russia has made considerable investment into the

exhibition activities and technical equipment of the

gallery. BAT Russia has also purchased a number

of works for the gallery’s permanent collection.

In 2003, the company provided financial support

for the exhibitions It is All About Hats and Cubism:

An Artistic Watershed in Europe. 1906–1926.

With the company’s assistance, in 1997-2003 the

gallery modernised the security system of external

video observation, purchased new equipment for

the system of video-control in the exhibition halls,

and improved the air-conditioning system of the

depositary of the gallery’s main site on

Lavroushinsky Lane.

Appendix 7
Report on 2003 Activities 
of BAT Russia in the Area 
of Sponsorship and Charity
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Государственный Русский музей 
ëÓ‚ÏÂÒÚÌÓ Ò åËÌËÒÚÂÒÚ‚ÓÏ ÍÛÎ¸ÚÛ˚ êÓÒÒËÈ-

ÒÍÓÈ îÂ‰Â‡ˆËË, ‡‰ÏËÌËÒÚ‡ˆËÂÈ ë‡ÌÍÚ-

èÂÚÂ·Û„‡, ÉÓÒÛ‰‡ÒÚ‚ÂÌÌ˚Ï êÛÒÒÍËÏ ÏÛÁÂÂÏ

Ë «ÄÎ¸Ù‡-Å‡ÌÍÓÏ» ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÔÓ‰ÔËÒ‡Î‡ ÒÓ„Î‡¯ÂÌËÂ Ó· Ó„‡ÌËÁ‡ˆËË ÔÂÂ‰-

‚ËÊÌÓÈ ‚˚ÒÚ‡‚ÍË ÛÒÒÍÓ„Ó ËÒÍÛÒÒÚ‚‡ XVIII–XX

‚ÂÍÓ‚ ËÁ ÍÓÎÎÂÍˆËË ÏÛÁÂfl. Ç 2003 „Ó‰Û ‚˚ÒÚ‡‚Í‡

ÔÓÒÂÚËÎ‡ åÓÒÍ‚Û Ë çËÊÌËÈ çÓ‚„ÓÓ‰, ·Î‡„Ó‰‡-

fl ˜ÂÏÛ ÏÌÓ„ËÂ Î˛·ËÚÂÎË ÊË‚ÓÔËÒË ÔÓÎÛ˜ËÎË

‚ÓÁÏÓÊÌÓÒÚ¸ ÔËÓ·˘ËÚ¸Òfl Í Ô‡Á‰ÌÓ‚‡ÌË˛

300-ÎÂÚËfl ë‡ÌÍÚ-èÂÚÂ·Û„‡ Ë Û‚Ë‰ÂÚ¸ ÎÛ˜¯ËÂ

‡·ÓÚ˚ ÓÒÒËÈÒÍËı ıÛ‰ÓÊÌËÍÓ‚ ËÁ ‚ÂÎËÍÓÎÂÔ-

ÌÓÈ ÍÓÎÎÂÍˆËË ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó êÛÒÒÍÓ„Ó

ÏÛÁÂfl. Ç 2004 „Ó‰Û ‚˚ÒÚ‡‚Í‡ ·Û‰ÂÚ ÔÂ‰ÒÚ‡‚ÎÂÌ‡

Â˘Â ‚ ÌÂÒÍÓÎ¸ÍËı ÓÒÒËÈÒÍËı „ÓÓ‰‡ı.

Саратовский академический театр 
оперы и балета
ç‡˜ËÌ‡fl Ò 1997 „Ó‰‡, «ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl

„ÂÌÂ‡Î¸Ì˚Ï ÒÔÓÌÒÓÓÏ ë‡‡ÚÓ‚ÒÍÓ„Ó

‡Í‡‰ÂÏË˜ÂÒÍÓ„Ó ÚÂ‡Ú‡ ÓÔÂ˚ Ë ·‡ÎÂÚ‡. Ç 2003

„Ó‰Û ÔË ÙËÌ‡ÌÒÓ‚ÓÈ ÔÓ‰‰ÂÊÍÂ ÍÓÏÔ‡ÌËË

ÒÓÒÚÓflÎ‡Ò¸ ÔÓÒÚ‡ÌÓ‚Í‡ ÓÔÂ˚ ç. Ä. êËÏÒÍÓ„Ó-

äÓÒ‡ÍÓ‚‡ «êÛÒ‡ÎÍ‡».

State Russian Museum 
Together with the Ministry of Culture of the

Russian Federation, the City Administration

of St.-Petersburg, the State Russian Museum and

Alfa-Bank, BAT Russia signed an agreement

regarding the sponsorship of a travelling exhibition

of Russian art of the 18–19th c.c. from the collec-

tion of the museum. In 2003, the exhibition visited

Moscow and Nizhnij Novgorod and gave many art

lovers a chance to see the best works by Russian

painters from the impressive collection of the State

Russian Museum and feel the spirit of St.-

Petersburg’s 300th jubilee celebration. In 2004, the

exhibition will come to several other Russian cities.

Saratov Opera and Ballet Theatre
Since 1997, BAT Russia has been a general sponsor

of the Saratov Opera and Ballet Theatre. In 2003,

the company provided financial support for staging

the opera Mermaid by N. A. Rimsky-Korsakov.

А. Н. Бенуа. Парад при Павле I. 1907 г.

Картина участвует в передвижной
выставке, осуществляемой при
поддержке компании «БАТ Россия»

Alexander Benois. Pavel I’s Parade. 1907

Painting from the travelling exhibition
supported by BAT Russia
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Приложение 7

Appendix 7Собиновский музыкальный фестиваль 
ç‡˜ËÌ‡fl Ò 1997 „Ó‰‡, «ÅÄí êÓÒÒËfl» ÓÍ‡Á˚‚‡ÂÚ

ÔÓ‰‰ÂÊÍÛ ÂÊÂ„Ó‰ÌÓÏÛ ëÓ·ËÌÓ‚ÒÍÓÏÛ

ÏÛÁ˚Í‡Î¸ÌÓÏÛ ÙÂÒÚË‚‡Î˛, ÍÓÚÓ˚È ÔÓ‚Ó‰ËÚÒfl

Ò 1986 „Ó‰‡ Ë fl‚ÎflÂÚÒfl Ó‰ÌËÏ ËÁ Ì‡Ë·ÓÎÂÂ

ÁÌ‡˜ËÏ˚ı ÒÓ·˚ÚËÈ ÏÛÁ˚Í‡Î¸ÌÓÈ ÊËÁÌË

ë‡‡ÚÓ‚‡. ç‡ ÙÂÒÚË‚‡ÎÂ ÔÂ‰ÒÚ‡‚ÎÂÌ˚

ÔÓËÁ‚Â‰ÂÌËfl, ÓÚÌÓÒfl˘ËÂÒfl Í ‡ÁÎË˜Ì˚Ï

Ê‡Ì‡Ï: ÓÔÂ‡, ·‡ÎÂÚ, ÒËÏÙÓÌË˜ÂÒÍËÂ

ÔÓËÁ‚Â‰ÂÌËfl.

Фестиваль «Нева впадает в Волгу»
äÓÏÂ ÚÓ„Ó, «ÅÄí êÓÒÒËfl» ‚˚ÒÚÛÔ‡ÂÚ ÒÔÓÌÒÓÓÏ

ÂÊÂ„Ó‰ÌÓ„Ó ÙÂÒÚË‚‡Î¸ÌÓ„Ó ÔÓÂÍÚ‡ «çÂ‚‡

‚Ô‡‰‡ÂÚ ‚ ÇÓÎ„Û», ‚ ‡ÏÍ‡ı ÍÓÚÓÓ„Ó ‚ ë‡‡ÚÓ‚

ÔËÂÁÊ‡˛Ú ËÁ‚ÂÒÚÌ˚Â ‡ÚËÒÚ˚ ÓÔÂ˚ Ë ·‡ÎÂÚ‡

ËÁ ë‡ÌÍÚ-èÂÚÂ·Û„‡. í‡Í, ‚ flÌ‚‡Â 2003 „Ó‰‡

ÔË ÔÓ‰‰ÂÊÍÂ ÍÓÏÔ‡ÌËË ÒÓÒÚÓflÎËÒ¸ ‚˚ÒÚÛÔÎÂ-

ÌËfl ‚Â‰Û˘Ëı Ú‡ÌˆÓ‚˘ËÍÓ‚ ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó

‡Í‡‰ÂÏË˜ÂÒÍÓ„Ó å‡ËËÌÒÍÓ„Ó ÚÂ‡Ú‡, ‡ ‚

ÓÍÚfl·Â 2003 „Ó‰‡ ÔÓ¯ÂÎ ÍÓÌˆÂÚ ÄÎÂÍÒ‡Ì‰‡

ÇÂ‰ÂÌËÍÓ‚‡, „Î‡‚ÌÓ„Ó ‰ËËÊÂ‡ ÅÓÎ¸¯Ó„Ó

ÚÂ‡Ú‡, Ë àËÌ˚ ÅÓ„‡˜Â‚ÓÈ, ÏÂˆˆÓ-ÒÓÔ‡ÌÓ

å‡ËËÌÒÍÓ„Ó ÚÂ‡Ú‡.

Московский центр искусств 
Ç 2003 „Ó‰Û ÔË ÔÓ‰‰ÂÊÍÂ ÍÓÏÔ‡ÌËË ‚ åÓÒ-

ÍÓ‚ÒÍÓÏ ˆÂÌÚÂ ËÒÍÛÒÒÚ‚ ÒÓÒÚÓflÎ‡Ò¸ ‚˚ÒÚ‡‚Í‡

‡·ÓÚ ÇÎ‡‰ËÏË‡ àÁ‰Â·ÒÍÓ„Ó, Ì‡ ÍÓÚÓÓÈ ·˚ÎË

ÔÂ‰ÒÚ‡‚ÎÂÌ˚ ‡ÌÂÂ ÌÂËÁ‚ÂÒÚÌ˚Â Â„Ó ÒÍÛÎ¸ÔÚÛ˚

ËÁ ÍÓÎÎÂÍˆËË ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó êÛÒÒÍÓ„Ó ÏÛÁÂfl,

‡ Ú‡ÍÊÂ ÔÓËÁ‚Â‰ÂÌËfl Ç‡ÒËÎËfl ä‡Ì‰ËÌÒÍÓ„Ó Ë

‰Û„Ëı ıÛ‰ÓÊÌËÍÓ‚-ÏÓ‰ÂÌËÒÚÓ‚, Û˜‡ÒÚ‚Ó‚‡‚¯Ëı

‚ «ë‡ÎÓÌ‡ı àÁ‰Â·ÒÍÓ„Ó» ‚ Ì‡˜‡ÎÂ ïï ‚ÂÍ‡.

Академический камерный оркестр 
Musica Viva
ç‡˜ËÌ‡fl Ò 2000 „Ó‰‡, «ÅÄí êÓÒÒËfl» ÔÓ‰‰ÂÊË-

‚‡ÂÚ ÂÊÂ„Ó‰Ì˚Â ˆËÍÎ˚ ÍÓÌˆÂÚÓ‚ «åÛÁ˚Í‡Î¸Ì˚Â

ÒÓ·‡ÌËfl ‚ ‰ÓÏÂ íÂÚ¸flÍÓ‚˚ı» Ë ÙÂÒÚË‚‡Î¸

«êÛÒÒÍ‡fl ÍÛÎ¸ÚÛ‡ – ‚Á„Îfl‰ ÒÍ‚ÓÁ¸ ÒÚÓÎÂÚËfl» ‚Ó

ÇÛ·ÂÎÂ‚ÒÍÓÏ Á‡ÎÂ ÉÓÒÛ‰‡ÒÚ‚ÂÌÌÓÈ íÂÚ¸flÍÓ‚-

ÒÍÓÈ „‡ÎÂÂË. é„‡ÌËÁ‡ÚÓÓÏ ˝ÚËı ÏÂÓÔËflÚËÈ

‚˚ÒÚÛÔ‡ÂÚ ÄÍ‡‰ÂÏË˜ÂÒÍËÈ Í‡ÏÂÌ˚È ÓÍÂÒÚ

Musica Viva ÔÓ‰ ÛÔ‡‚ÎÂÌËÂÏ Ì‡Ó‰ÌÓ„Ó ‡ÚËÒÚ‡

êÓÒÒËË ÄÎÂÍÒ‡Ì‰‡ êÛ‰ËÌ‡. äÓÏÂ ÚÓ„Ó, ÛÊÂ

ÚÂÚËÈ „Ó‰ ÔÓ‰fl‰ ÍÓÏÔ‡ÌËfl ‚˚ÒÚÛÔ‡ÂÚ ÒÔÓÌÒÓ-

ÓÏ ÂÊÂ„Ó‰ÌÓ„Ó ‚˚ÔÛÒÍ‡ ÍÓÏÔ‡ÍÚ-‰ËÒÍÓ‚

Ò Á‡ÔËÒflÏË ÏÛÁ˚Í‡Î¸Ì˚ı ÔÓËÁ‚Â‰ÂÌËÈ

‚ ËÒÔÓÎÌÂÌËË ÓÍÂÒÚ‡.

Sobinov Music Festival 
Starting from 1997, BAT Russia has supported the

Sobinov Music Festival, one of the most important

musical events in Saratov, which has been con-

ducted annually since 1986. The festival presents a

whole range of genres, including opera, ballet and

symphony.

The Festival Neva Flows into Volga
In addition, BAT Russia has sponsored the annual

festival Neva Flows into Volga, during which promi-

nent opera singers and ballet dancers from St.-

Petersburg perform for the Saratov public. In

January 2003, the company sponsored a gala con-

cert of leading ballet dancers from the Mariinsky

Theatre, and in October 2003 the concert of

Alexander Vedernikov, Chief conductor of the

Bolshoi Theatre, and Irina Bogachiova, mezzo

soprano, Mariinsky Theatre.

Moscow Centre of Arts 
In 2003, BAT Russia supported an exhibition of

Vladimir Izdebsky’s works at the Moscow Centre of

Arts. The exhibition presented unknown sculptures

by Vladimir Izdebsky from the collection of the

State Russian Museum, together with paintings by

Vassily Kandinsky and other modernist artists who

had taken part in ‘Izdebsky’s Salons’ exhibitions, at

the beginning of the 20th century.

Academic Chamber Orchestra Musica Viva 
Since 2000, BAT Russia has supported annual con-

cert cycles Musical Assemblies at the House of the

Tretyakovs and the festival Russian Culture – An

Insight through the Centuries at the Vrubel Hall of

the State Tretyakov Gallery. These events are

organised by the Academic Chamber Orchestra

Musica Viva headed by Alexander Rudin, a People’s

Artist. For the past three years, BAT Russia has also

sponsored production of CDs, including musical

pieces performed by the orchestra during these

annual concert cycles.
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БЛАГОТВОРИТЕЛЬНЫЕ ПРОГРАММЫ

Помощь детским учреждениям
ë Ì‡˜‡Î‡ 2003 „Ó‰‡ «ÅÄí êÓÒÒËfl» Â‡ÎËÁÛÂÚ

ÔÓ„‡ÏÏÛ ÔÓ‰‰ÂÊÍË ‰ÂÚÒÍËı ‰ÓÏÓ‚ ‹ 50 Ë

‹ 26, ‡ÒÔÓÎÓÊÂÌÌ˚ı ‚ ëÂ‚ÂÌÓÏ ‡‰ÏËÌËÒÚ‡-

ÚË‚ÌÓÏ ÓÍÛ„Â åÓÒÍ‚˚. Ç ‡ÏÍ‡ı ‰‡ÌÌÓÈ

ÔÓ„‡ÏÏ˚ ÍÓÏÔ‡ÌËfl ÔÓÏÓ„Î‡ ‚ ÔËÓ·ÂÚÂÌËË

ÔÓÎÌ˚ı ÍÓÏÔÎÂÍÚÓ‚ Ó‰ÂÊ‰˚ ‰Îfl ‚ÓÒÔËÚ‡ÌÌËÍÓ‚

‰ÂÚÒÍÓ„Ó ‰ÓÏ‡ ‹ 50, ‚ Ú‡ÍÊÂ ‚ ÂÏÓÌÚÂ ÔÓÏÂ˘Â-

ÌËfl ‰ÂÚÒÍÓ„Ó ‰ÓÏ‡ ‹ 26. «ÅÄí êÓÒÒËfl»

ÔÂÂ‰‡Î‡ ‚ ‡ÒÔÓflÊÂÌËÂ ‰ÂÚÒÍËı ‰ÓÏÓ‚

ÍÓÏÔ¸˛ÚÂ˚ Ë ÏÂ·ÂÎ¸. äÓÏÂ ÚÓ„Ó, ÒÓÚÛ‰ÌËÍË

«ÅÄí êÓÒÒËfl» Ó„‡ÌËÁÓ‚‡ÎË Ò·Ó ‰ÂÚÒÍÓÈ

Ó‰ÂÊ‰˚ Ë Ë„Û¯ÂÍ, ÍÓÚÓ˚Â ·˚ÎË ÔÂÂ‰‡Ì˚

‚ÓÒÔËÚ‡ÌÌËÍ‡Ï ˝ÚËı ‰ÂÚÒÍËı ‰ÓÏÓ‚.

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÓÍ‡Á˚‚‡ÂÚ ÔÓ‰‰ÂÊÍÛ

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÏÛ ÙÓÌ‰Û «ÇÁ„Îfl‰ ‚ ·Û‰Û˘ÂÂ»,

ÍÓÚÓ˚È Á‡·ÓÚËÚÒfl Ó ‰ÂÚflı, ÓÒÚ‡‚¯ËıÒfl ·ÂÁ

ÔÓÔÂ˜ÂÌËfl Ó‰ËÚÂÎÂÈ Ë ‚ÓÒÔËÚ˚‚‡˛˘ËıÒfl

‚ ÌÂÒÍÓÎ¸ÍËı ‰ÂÚÒÍËı ‰ÓÏ‡ı „. åÓÒÍ‚˚.

ç‡˜ËÌ‡fl Ò ‰ÂÍ‡·fl 2002 „Ó‰‡, «ÅÄí êÓÒÒËfl»

ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ÙËÌ‡ÌÒÓ‚Û˛ ÔÓ‰‰ÂÊÍÛ ÑÂÚÒÍÓÏÛ

ÓÊÓ„Ó‚ÓÏÛ ˆÂÌÚÛ åÓÒÍÓ‚ÒÍÓÈ ‰ÂÚÒÍÓÈ

„ÓÓ‰ÒÍÓÈ ÍÎËÌË˜ÂÒÍÓÈ ·ÓÎ¸ÌËˆ˚ ‹ 9

ËÏ. É. ç. ëÔÂ‡ÌÒÍÓ„Ó. ç‡ ÒÂ‰ÒÚ‚‡ ÍÓÏÔ‡ÌËË

Á‡ÍÛÔ‡˛ÚÒfl ÎÂÍ‡ÒÚ‚‡ Ë Ó·ÓÛ‰Ó‚‡ÌËÂ ‰Îfl

Â‡·ËÎËÚ‡ˆËË ‰ÂÚÂÈ ‚ éÊÓ„Ó‚ÓÏ ˆÂÌÚÂ.

í‡ÍÊÂ ÍÓÏÔ‡ÌËfl ÔÂÂ‰‡Î‡ ˆÂÌÚÛ

ÍÓÏÔ¸˛ÚÂÌÛ˛ ÚÂıÌËÍÛ.

Ç 2003 „Ó‰Û ‚ ‡ÏÍ‡ı ËÌËˆË‡ÚË‚˚ ÌÂÍÓÏÏÂ˜Â-

ÒÍËı Ó„‡ÌËÁ‡ˆËÈ «ÄÒÒÓˆË‡ˆËfl ÊÂÌ ‚ÓÂÌÌÓÒÎÛ-

Ê‡˘Ëı» Ë «èËÎË„ËÏ» ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl»

ÓÔÎ‡ÚËÎ‡ ÎÂÚÌËÈ ÓÚ‰˚ı 45 ‰ÂÚÂÈ.

Сотрудники «БАТ-СПб» на субботнике во
дворе детского дома № 47 

(г. Санкт-Петербург)

BAT-SPb employees volunteering at the court-
yard of orphanage No. 47 

(St.-Petersburg)

THE CHARITY PROGRAMMES

Help for Children’s Institutions
Starting from the beginning of 2003, BAT Russia

has supported Moscow orphanages No. 50 and

No. 26 located in the Northern Administrative dis-

trict. With the company’s support, clothes for all

seasons were bought for the children living in

orphanage No. 50; orphanage No. 26 was refur-

bished; computers and furniture were given to both

institutions. BAT Russia employees also donated

toys and clothes.

BAT Russia supports the foundation Looking

Forward to the Future, a charity providing care for

orphaned and neglected children, housed by several

Moscow orphanages.

Starting from December 2002, the company has

provided financial support to the Burns Unit of

Moscow City Children’s Clinic No. 9 named after

G.N. Speransky, to help this institution to purchase

medicines and equipment for children’s rehabilita-

tion. The company also donated office equipment

to the Burns Unit.

In 2003, BAT Russia made charitable donations to

the Association of Military Wives and the Pilgrim

Charity Organisation, which enabled these institu-

tions to cover expenses for summer holidays for

45 children.



136

П
РИ

Л
О

Ж
ЕН

И
Я

A
PP

EN
D

IC
ES

Приложение 7

Appendix 7
Since 2000, within the framework of the charity

programme, BAT Russia provided financial support

to orphanage No. 47 in the Primorsky district of

St.-Petersburg, by purchasing furniture, inventory,

equipment and gifts for children. Also, in 2002 and

2003, employees of the BAT-SPb factory renovated

the courtyard of the orphanage.

Since 1998, BAT Russia has assisted a maternity

hospital and a kindergarten in Saratov and the pro-

gramme Internet for Schools. The company provides

computers for the local schools and a rehabilitation

centre for disabled children. Since 2001, BAT

Russia has supported a public organisation in

Saratov, which helps families of the military, killed

in the war conflicts.

Assistance to the Disabled and Senior Citizens
Since 1995, the company has supported Ikar, a

rehabilitation club for the disabled that helps its

members to become professional sportsmen.

In 2003, BAT Russia sponsored Ikar’s participation

in international wheelchair sports competitions and

bought 3 wheelchairs for the sportsmen.

Since 1999, BAT Russia has cooperated with the

charity society Maria, which helps the disabled,

senior citizens and retired officers of the Moscow

militia, and provides care for senior citizens in their

homes.

In 2003, BAT Russia donated computers to the

Moscow Northern Committee of the Red Cross,

which provides care for bed-ridden patients.

Ç ‡ÏÍ‡ı ·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÓÈ ÔÓ„‡ÏÏ˚,

Ì‡˜‡ÚÓÈ ‚ 2000 „Ó‰Û, ÍÓÏÔ‡ÌËfl Â„ÛÎflÌÓ

ÓÒÛ˘ÂÒÚ‚ÎflÂÚ Ó·ÌÓ‚ÎÂÌËÂ Ï‡ÚÂË‡Î¸ÌÓ-

ÚÂıÌË˜ÂÒÍÓÈ ·‡Á˚ ‰ÂÚÒÍÓ„Ó ‰ÓÏ‡ ‹ 47 ‚

èËÏÓÒÍÓÏ ‡ÈÓÌÂ ë‡ÌÍÚ-èÂÚÂ·Û„‡, ‡ Ú‡ÍÊÂ

ÔËÓ·ÂÚ‡ÂÚ ÔÓ‰‡ÍË ‰Îfl ‰ÂÚÂÈ Í Ô‡Á‰ÌËÍ‡Ï.

èÓÏËÏÓ ˝ÚÓ„Ó ‚ 2002 Ë 2003 „Ó‰‡ı ÒÓÚÛ‰ÌËÍË

Ù‡·ËÍË «ÅÄí-ëè·» ÔÓ‚Ó‰ËÎË ÒÛ··ÓÚÌËÍË ÔÓ

·Î‡„ÓÛÒÚÓÈÒÚ‚Û ÚÂËÚÓËË ‰ÂÚÒÍÓ„Ó ‰ÓÏ‡.

ç‡˜ËÌ‡fl Ò 1998 „Ó‰‡, «ÅÄí êÓÒÒËfl» ÓÍ‡Á˚‚‡ÂÚ

·Î‡„ÓÚ‚ÓËÚÂÎ¸ÌÛ˛ ÔÓÏÓ˘¸ Ó‰ËÎ¸ÌÓÏÛ ‰ÓÏÛ

Ë ‰ÂÚÒÍÓÏÛ Ò‡‰Û ‚ ë‡‡ÚÓ‚Â, ‡ Ú‡ÍÊÂ Û˜‡ÒÚ‚ÛÂÚ

‚ ÔÓ„‡ÏÏÂ «àÌÚÂÌÂÚ – ‚ ¯ÍÓÎ˚». Ç ‡ÏÍ‡ı

ÔÓ„‡ÏÏ˚ ÏÂÒÚÌ˚Â ¯ÍÓÎ˚, ‡ Ú‡ÍÊÂ ˆÂÌÚ

Â‡·ËÎËÚ‡ˆËË ‰ÂÚÂÈ-ËÌ‚‡ÎË‰Ó‚ ÓÒÌ‡˘‡˛ÚÒfl

ÍÓÏÔ¸˛ÚÂÌÓÈ ÚÂıÌËÍÓÈ. ë 2001 „Ó‰‡ ÍÓÏÔ‡ÌËfl

ÔÓ‰‰ÂÊË‚‡ÂÚ Ò‡‡ÚÓ‚ÒÍËÈ «ëÓ˛Á ÒÂÏÂÈ

ÔÓ„Ë·¯Ëı ‚ÓÂÌÌÓÒÎÛÊ‡˘Ëı» – Ó·˘ÂÒÚ‚ÂÌÌÛ˛

Ó„‡ÌËÁ‡ˆË˛, ÔÓÏÓ„‡˛˘Û˛ ÒÂÏ¸flÏ ÔÓ„Ë·¯Ëı

‚ ‚ÓÓÛÊÂÌÌ˚ı ÍÓÌÙÎËÍÚ‡ı.

Помощь инвалидам и ветеранам
ë 1995 „Ó‰‡ ÍÓÏÔ‡ÌËfl ÔÓ‰‰ÂÊË‚‡ÂÚ ÍÎÛ·

‡ÍÚË‚ÌÓÈ Â‡·ËÎËÚ‡ˆËË ËÌ‚‡ÎË‰Ó‚ «àÍ‡»,

ÍÓÚÓ˚È ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ËÌ‚‡ÎË‰‡Ï ‚ÓÁÏÓÊÌÓÒÚ¸

ÔÓÙÂÒÒËÓÌ‡Î¸ÌÓ Á‡ÌËÏ‡Ú¸Òfl ÒÔÓÚÓÏ. Ç 2003

„Ó‰Û, ÔÓÏËÏÓ Â„ÛÎflÌÓÈ ÔÓ‰‰ÂÊÍË Û˜‡ÒÚËfl

˜ÎÂÌÓ‚ ÍÎÛ·‡ «àÍ‡» ‚ ÏÂÊ‰ÛÌ‡Ó‰Ì˚ı

ÒÔÓÚË‚Ì˚ı ÒÓÂ‚ÌÓ‚‡ÌËflı ‰Îfl ËÌ‚‡ÎË‰Ó‚ Ì‡

ÍÓÎflÒÍ‡ı, ÍÓÏÔ‡ÌËfl Ú‡ÍÊÂ ÔËÓ·ÂÎ‡ ‰Îfl

ÒÔÓÚÒÏÂÌÓ‚ 3 ÌÓ‚˚ı ÍÓÎflÒÍË.

ë 1999 „Ó‰‡ «ÅÄí êÓÒÒËfl» ÒÓÚÛ‰ÌË˜‡ÂÚ Ò

·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì˚Ï Ó·˘ÂÒÚ‚ÓÏ «å‡Ëfl»,

ÍÓÚÓÓÂ Â„ÛÎflÌÓ ÔÓ‚Ó‰ËÚ ·Î‡„ÓÚ‚ÓËÚÂÎ¸Ì˚Â

ÏÂÓÔËflÚËfl ‰Îfl ËÌ‚‡ÎË‰Ó‚ Ë Ì‡ıÓ‰fl˘ËıÒfl

Ì‡ ÔÂÌÒËË ·˚‚¯Ëı ÒÓÚÛ‰ÌËÍÓ‚ ÏÓÒÍÓ‚ÒÍÓÈ

ÏËÎËˆËË, ‡ Ú‡ÍÊÂ Ó„‡ÌËÁÛÂÚ ‰Îfl ‚ÂÚÂ‡ÌÓ‚

ÛıÓ‰ Ì‡ ‰ÓÏÛ.

Ç 2003 „Ó‰Û ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÔÂÂ‰‡Î‡

ÍÓÏÔ¸˛ÚÂ˚ åÓÒÍÓ‚ÒÍÓÏÛ ÍÓÏËÚÂÚÛ ä‡ÒÌÓ„Ó

äÂÒÚ‡ ‚ ëÂ‚ÂÌÓÏ ‡‰ÏËÌËÒÚ‡ÚË‚ÌÓÏ ÓÍÛ„Â,

ÍÓÚÓ˚È Ó·ÂÒÔÂ˜Ë‚‡ÂÚ ÛıÓ‰ Á‡ ÎÂÊ‡˜ËÏË

·ÓÎ¸Ì˚ÏË Ì‡ ‰ÓÏÛ.
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Помощь студентам
Ç Ì‡˜‡ÎÂ 2002 „Ó‰‡ ÍÓÏÔ‡ÌËfl Û˜Â‰ËÎ‡

ÒÚËÔÂÌ‰ËË Ì‡ 2003–2004 Û˜Â·Ì˚È „Ó‰ ‰Îfl ÚÂı

ÒÚÛ‰ÂÌÚÓ‚ Ç˚Ò¯ÂÈ ¯ÍÓÎ˚ ˝ÍÓÌÓÏËÍË, ë‡ÌÍÚ-

èÂÚÂ·Û„ÒÍÓ„Ó „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó ÛÌË‚ÂÒËÚÂÚ‡

Ë ìÎ¸flÌÓ‚ÒÍÓ„Ó „ÓÒÛ‰‡ÒÚ‚ÂÌÌÓ„Ó ÛÌË‚ÂÒËÚÂÚ‡.

Ç 2003 „Ó‰Û ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ÔÂ‰ÓÒÚ‡-

‚ËÎ‡ ‰‚ÛÏ ÒÚÛ‰ÂÌÚ‡Ï „‡ÌÚ˚ Ì‡ ÔÓıÓÊ‰ÂÌËÂ ‚

ÇÂÎËÍÓ·ËÚ‡ÌËË Í‡ÚÍÓÒÓ˜ÌÓ„Ó ÍÛÒ‡ ‰ÂÎÓ‚Ó„Ó

‡Ì„ÎËÈÒÍÓ„Ó flÁ˚Í‡.

äÓÏÂ ÚÓ„Ó, «ÅÄí êÓÒÒËfl» ÔÂ‰Î‡„‡ÂÚ ‰Îfl

ÒÚÛ‰ÂÌÚÓ‚ ÒÚ‡¯Ëı ÍÛÒÓ‚ ‚ÛÁÓ‚ ÔÓ„‡ÏÏÛ ÒÚ‡-

ÊËÓ‚ÍË ‚ ÍÓÏÔ‡ÌËË. óÎÂÌ˚ ëÓ‚ÂÚ‡ ‰ËÂÍÚÓÓ‚

ÍÓÏÔ‡ÌËË «ÅÄí êÓÒÒËfl» ˜ËÚ‡˛Ú ÎÂÍˆËË

‚ ‡ÁÎË˜Ì˚ı ÏÓÒÍÓ‚ÒÍËı ÛÌË‚ÂÒËÚÂÚ‡ı

Ë ËÌÒÚËÚÛÚ‡ı.

äÓÏÔ‡ÌËfl ÔÂ‰ÓÒÚ‡‚ÎflÂÚ ÒÚÛ‰ÂÌÚ‡Ï Ù‡ÍÛÎ¸ÚÂÚÓ‚

ÊÛÌ‡ÎËÒÚËÍË ë‡‡ÚÓ‚ÒÍÓ„Ó Ë ë‡ÌÍÚ-

èÂÚÂ·Û„ÒÍÓ„Ó „ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı ÛÌË‚ÂÒËÚÂÚÓ‚

·ÂÒÔÎ‡ÚÌÛ˛ „Ó‰Ó‚Û˛ ÔÓ‰ÔËÒÍÛ Ì‡ ÊÛÌ‡Î˚

«ëÓ‚ÂÚÌËÍ» Ë «PR ÑË‡ÎÓ„», ÔÓÙÂÒÒËÓÌ‡Î¸Ì˚Â

ÓÒÒËÈÒÍËÂ ÔÂËÓ‰Ë˜ÂÒÍËÂ ËÁ‰‡ÌËfl,

ÓÒ‚Â˘‡˛˘ËÂ ÚÂÏÛ Ò‚flÁÂÈ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛.

ЭКОЛОГИЧЕСКИЕ ПРОГРАММЫ

«ÅÄí êÓÒÒËfl» ÔËÌËÏ‡ÂÚ Û˜‡ÒÚËÂ ‚ ÔËÓ‰ÓÓı-

‡ÌÌ˚ı ÔÓ„‡ÏÏ‡ı ‚ ÚÂı „ÓÓ‰‡ı, „‰Â ‡ÒÔÓÎÓ-

ÊÂÌ˚ Ù‡·ËÍË ÍÓÏÔ‡ÌËË.

Санкт-Петербург
ç‡˜ËÌ‡fl Ò 1999 „Ó‰‡, ÍÓÏÔ‡ÌËfl ÓÍ‡Á˚‚‡ÂÚ

ÔÓ‰‰ÂÊÍÛ ‚ ÔÓ‚Â‰ÂÌËË ÔÓ„‡ÏÏ˚ «çÂ‰ÂÎfl

ÓÍÛÊ‡˛˘ÂÈ ÒÂ‰˚» ‚ èËÏÓÒÍÓÏ ‡ÈÓÌÂ

ë‡ÌÍÚ- èÂÚÂ·Û„‡, „‰Â ‡ÒÔÓÎÓÊÂÌ‡ Ù‡·ËÍ‡

«ÅÄí-ëè·». í‡Í, ÔË ÔÓ‰‰ÂÊÍÂ «ÅÄí êÓÒÒËfl»

·˚Î ÔÓ‰„ÓÚÓ‚ÎÂÌ Ë ËÁ‰‡Ì ˝ÍÓÎÓ„Ó-Í‡Â‚Â‰˜Â-

ÒÍËÈ ‡ÚÎ‡Ò èËÏÓÒÍÓ„Ó ‡ÈÓÌ‡ „ÓÓ‰‡.

Help for Students
In the beginning of 2002, BAT Russia established 3

grants for the academic year 2003–2004 for students

of the Higher School of Economics, the St.-

Petersburg State University and the Ulianovsk State

University. BAT Russia also offers two grants for

short-term study of business English in the United

Kingdom.

Additionally, BAT Russia offers internship pro-

gramme to students of the senior courses. BAT

Russia directors lecture in various Moscow universi-

ties and institutes.

The company also provides the students of the fac-

ulties of journalism at Saratov and St.-Petersburg

State Universities with annual subscriptions to

Sovetnik and PR Dialogue magazines, reputable

national publications covering the issues of public

relations.

THE ENVIRONMENTAL PROGRAMMES

BAT Russia takes part in various environmental

programmes launched in the cities where its facto-

ries are located.

St.-Petersburg
Since 1999, the company has supported the

Ecological Programme of the Primorsky district in

which the BAT-SPb factory is located. Within the

framework of the Ecological Programme BAT

Russia helped to prepare and publish the Ecological

Atlas of the Primorsky district of St.-Petersburg.

Субботник в петербургском Центральном парке
культуры и отдыха им. С. М. Кирова – инициатива

компании «БАТ Россия»

Subbotnik (Saturday volunteering) at the Central Kirov
Park in St.-Petersburg was initiated by BAT Russia 
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Приложение 7

Appendix 7Ç ‡ÔÂÎÂ 2003 „Ó‰‡ ÍÓÏÔ‡ÌËfl ‚˚ÒÚÛÔËÎ‡ ËÌËˆË‡-

ÚÓÓÏ Ë ÒÔÓÌÒÓÓÏ „ÓÓ‰ÒÍÓ„Ó ˝ÍÓÎÓ„Ë˜ÂÒÍÓ„Ó

ÒÛ··ÓÚÌËÍ‡ ‚ ñèäËé ËÏ. ë. å. äËÓ‚‡, ÍÓÚÓ˚È

‰‡Î ‚ÓÁÏÓÊÌÓÒÚ¸ ÔÂÚÂ·ÛÊˆ‡Ï ‚ÌÂÒÚË Ò‚ÓÈ ‚ÍÎ‡‰

‚ ÔÓ‰„ÓÚÓ‚ÍÛ Í 300-ÎÂÚÌÂÏÛ ˛·ËÎÂ˛ „ÓÓ‰‡.

Саратов
ë 1998 „Ó‰‡ ÍÓÏÔ‡ÌËfl ÓÍ‡Á˚‚‡ÂÚ ÔÓÏÓ˘¸ Ó·˘Â-

„ÓÓ‰ÒÍÓÈ ÔÓ„‡ÏÏÂ ÔÓ Ó˜ËÒÚÍÂ Ë Ó·ÓÛ‰Ó‚‡-

ÌË˛ ËÒÚÓ˜ÌËÍÓ‚ «êÓ‰ÌËÍË ë‡‡ÚÓ‚‡» Ë ÔÓ‰‰Â-

ÊË‚‡ÂÚ ÏÂÓÔËflÚËfl ÔÓ ÓÁÂÎÂÌÂÌË˛ „ÓÓ‰‡.

Москва
Ç 2003 „Ó‰Û ·˚Î‡ ÔÓ‰ÓÎÊÂÌ‡ ‡·ÓÚ‡ ÔÓ ·Î‡„Ó-

ÛÒÚÓÈÒÚ‚Û ‰‚ÓÓ‚, ÔËÎÂ„‡˛˘Ëı Í Ù‡·ËÍÂ

«ÅÄí-ü‚‡»; ‚ Ó‰ÌÓÏ ËÁ ÌËı ·˚Î‡ Ó·ÓÛ‰Ó‚‡Ì‡

‰ÂÚÒÍ‡fl ÔÎÓ˘‡‰Í‡. éÚÍ˚ÚËÂ ÔÎÓ˘‡‰ÍË ÒÓÔÓ-

‚ÓÊ‰‡ÎÓÒ¸ ‰ÂÚÒÍËÏ Ô‡Á‰ÌËÍÓÏ.

ПОДДЕРЖКА МАЛОГО И СРЕДНЕГО БИЗНЕСА

«Партнеры по прибыли»
äÓÏÔ‡ÌËfl ÓÒÛ˘ÂÒÚ‚ÎflÂÚ ÔÓ„‡ÏÏÛ «è‡ÚÌÂ˚

ÔÓ ÔË·˚ÎË», ‚ ‡ÏÍ‡ı ÍÓÚÓÓÈ ÒÓÚÛ‰ÌËÍ‡Ï

ÔÂ‰ÔËflÚËÈ ÓÁÌË˜ÌÓÈ ÚÓ„Ó‚ÎË ÓÍ‡Á˚‚‡ÂÚÒfl

ÒÓ‰ÂÈÒÚ‚ËÂ ‚ ‡Á‚ËÚËË Ëı ·ËÁÌÂÒ‡.

Московская школа политических
исследований 
ë 2002 „Ó‰‡ «ÅÄí êÓÒÒËfl» ÒÓÚÛ‰ÌË˜‡ÂÚ Ò åÓÒ-

ÍÓ‚ÒÍÓÈ ¯ÍÓÎÓÈ ÔÓÎËÚË˜ÂÒÍËı ËÒÒÎÂ‰Ó‚‡ÌËÈ,

ÍÓÚÓ‡fl, ‚ ˜‡ÒÚÌÓÒÚË, ÔÓ‚Ó‰ËÚ ‚ ÓÒÒËÈÒÍËı

Â„ËÓÌ‡ı «ÍÛ„Î˚Â ÒÚÓÎ˚» ÔÓ ÔÓ·ÎÂÏ‡Ï ÙÂ‰Â-

‡ÎËÁÏ‡, Â„ËÓÌ‡Î¸ÌÓÈ ÔÓÎËÚËÍË Ë ÏÂÒÚÌÓ„Ó

Ò‡ÏÓÛÔ‡‚ÎÂÌËfl, ‚ ÚÓÏ ˜ËÒÎÂ Ë ‰Îfl ÔÂ‰ÒÚ‡‚ËÚÂ-

ÎÂÈ Ï‡ÎÓ„Ó Ë ÒÂ‰ÌÂ„Ó ·ËÁÌÂÒ‡.

«Человек торговли» 
ë 2001 „Ó‰‡ ÍÓÏÔ‡ÌËfl fl‚ÎflÂÚÒfl Ô‡ÚÌÂÓÏ ˆÂÂ-

ÏÓÌËË ‚Û˜ÂÌËfl ÔÂÏËË «óÂÎÓ‚ÂÍ ÚÓ„Ó‚ÎË»,

ÔÓ‚Ó‰ËÏÓÈ ‚ ‡ÏÍ‡ı åÂÊ‰ÛÌ‡Ó‰ÌÓ„Ó ÙÓÛÏ‡

«åË ÚÓ„Ó‚ÎË». ùÚ‡ ÔÂÏËfl Û˜ÂÊ‰ÂÌ‡ ç‡ˆËÓ-

Ì‡Î¸ÌÓÈ ÚÓ„Ó‚ÓÈ ‡ÒÒÓˆË‡ˆËÂÈ Ë ÔËÒÛÊ‰‡ÂÚÒfl

ÏÂÌÂ‰ÊÂ‡Ï ÔÂ‰ÔËflÚËÈ ÓÁÌË˜ÌÓÈ ÚÓ„Ó‚ÎË,

ÔÓ‰ÂÏÓÌÒÚËÓ‚‡‚¯ËÏ ÁÌ‡˜ËÚÂÎ¸Ì˚Â ÔÓÙÂÒ-

ÒËÓÌ‡Î¸Ì˚Â ‰ÓÒÚËÊÂÌËfl. Ç 2003 „Ó‰Û ‚ ˆÂÂÏÓ-

ÌËË ÔËÌflÎË Û˜‡ÒÚËÂ ÛÍÓ‚Ó‰ËÚÂÎË ÍÛÔÌÂÈ¯Ëı

ÓÒÒËÈÒÍËı ÓÁÌË˜Ì˚ı ÒÂÚÂÈ, ÔÓËÁ‚Ó‰ÒÚ‚ÂÌÌ˚ı

Ë ÚÓ„Ó‚˚ı ÍÓÏÔ‡ÌËÈ.

In April 2003, BAT Russia initiated and supported

a social and ecological project Subbotnik (Saturday

volunteering) in the Central Kirov Park, which gave

the inhabitants of St.-Petersburg an opportunity to

contribute to the preparation for the city’s 300
th

jubilee celebration.

Saratov
Since 1998, the company has supported The Saratov

Water Springs, a programme for cleaning and equip-

ping natural water springs in the city, and it also

supports the city programme of tree planting and

protection.

Moscow
In 2003, the territory adjacent to BAT-Yava factory

was improved and a children’s playground was

arranged in the courtyard. The opening of the play-

ground included a live performance for children.

SUPPORT OF SMALL AND MEDIUM BUSINESS

Partners for Profit
The company carries out the programme Partners

for Profit. Within framework of this programme,

retailers receive help in making their businesses

more successful.

Moscow School of Political Studies
In 2002, BAT Russia established a partnership with

the Moscow School of Political Research, the ini-

tiator and mediator of round tables on federalism,

regional politics and local self-government.

Representatives of small and medium businesses are

among the participants of these discussions.

Man of Trade 
Since 2001, BAT Russia has sponsored the Man of

Trade National Professional Award Ceremony, held

within the framework of the international Trade

World Forum. The Award is given to managers

engaged in retail business for remarkable profes-

sional achievements. In 2003, the Award Ceremony

was attended by top managers of the largest retail

chains as well as trade and manufacturing compa-

nies operating in Russia.
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«Серебряный Меркурий»
Ç 2003 „Ó‰Û ÍÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» ‚˚ÒÚÛÔËÎ‡

ÒÔÓÌÒÓÓÏ ÍÓÌÍÛÒ‡ ÔÓÏÓ-ÔÓÂÍÚÓ‚

«ëÂÂ·flÌ˚È åÂÍÛËÈ» Ë ˜ÂÚ‚ÂÚÓÈ ÂÊÂ„Ó‰ÌÓÈ

ÍÓÌÙÂÂÌˆËË ÔÓ ‚ÓÔÓÒ‡Ï ÒÚËÏÛÎËÓ‚‡ÌËfl

Ò·˚Ú‡. é·‡ ÏÂÓÔËflÚËfl ·˚ÎË Ó„‡ÌËÁÓ‚‡Ì˚

êÓÒÒËÈÒÍÓÈ ‡ÒÒÓˆË‡ˆËÂÈ ÒÚËÏÛÎËÓ‚‡ÌËfl Ò·˚Ú‡

(êÄëë). ì˜‡ÒÚÌËÍË ÒÓ·˚ÚËÈ – ‰ËÂÍÚÓ‡ Ë

ÏÂÌÂ‰ÊÂ˚ ÔÓ Ï‡ÍÂÚËÌ„Û ÔÓËÁ‚Ó‰ÒÚ‚ÂÌÌ˚ı Ë

ÚÓ„Ó‚˚ı ÍÓÏÔ‡ÌËÈ, ‡ Ú‡ÍÊÂ ÒÔÂˆË‡ÎËÒÚ˚

ÔÓÏÓ-‡„ÂÌÚÒÚ‚ – Ó·ÒÛ‰ËÎË ‚ÓÔÓÒ˚ BTL Ë

‰Û„ËÂ ÔÓÙÂÒÒËÓÌ‡Î¸Ì˚Â ÚÂÏ˚, Ó·ÏÂÌflÎËÒ¸

ÓÔ˚ÚÓÏ Ë ÔÓÁÌ‡ÍÓÏËÎËÒ¸ Ò ÎÛ˜¯ËÏË ÓÒÒËÈ-

ÒÍËÏË ÔÓÏÓ-ÔÓÂÍÚ‡ÏË ÔÓ¯Â‰¯Â„Ó „Ó‰‡.

ë 2002 „Ó‰‡ «ëÂÂ·flÌ˚È åÂÍÛËÈ»

ÓÙËˆË‡Î¸ÌÓ ÔÂ‰ÒÚ‡‚ÎflÂÚ ‚ êÓÒÒËË ÏÂÊ‰ÛÌ‡Ó‰-

Ì˚È ÍÓÌÍÛÒ ÔÓÏÓ-ÔÓÂÍÚÓ‚ The Globes

Awards, Û˜ÂÊ‰ÂÌÌ˚È ÇÒÂÏËÌÓÈ ‡ÒÒÓˆË‡ˆËÂÈ

Ï‡ÍÂÚËÌ„Ó‚˚ı ‡„ÂÌÚÒÚ‚.

ПОДДЕРЖКА СФЕРЫ СВЯЗЕЙ

С ОБЩЕСТВЕННОСТЬЮ

«ÅÄí êÓÒÒËfl» ‡ÍÚË‚ÌÓ Û˜‡ÒÚ‚ÛÂÚ ‚ ÙÓÏËÓ‚‡-

ÌËË ÚÂıÒÚÓÓÌÌÂ„Ó ‰Ë‡ÎÓ„‡ ·ËÁÌÂÒ‡, Ó·˘ÂÒÚ‚‡

Ë ‚Î‡ÒÚË ‚ êÓÒÒËË. êÛÍÓ‚Ó‰ÒÚ‚ÛflÒ¸ ˝ÚÓÈ Á‡‰‡˜ÂÈ,

ÍÓÏÔ‡ÌËfl ÔÓ‰‰ÂÊË‚‡ÂÚ ‡ÁÎË˜Ì˚Â ËÌËˆË‡ÚË‚˚

‚ ÒÙÂÂ Ò‚flÁÂÈ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛.

èÂ‰ÒÚ‡‚ËÚÂÎË ÍÓÏÔ‡ÌËË ‚ıÓ‰flÚ ‚ ÒÓÒÚ‡‚

ÓÒÒËÈÒÍÓ„Ó ÓÚ‰ÂÎÂÌËfl åÂÊ‰ÛÌ‡Ó‰ÌÓÈ ‡ÒÒÓˆË-

‡ˆËË ·ËÁÌÂÒ-ÍÓÏÏÛÌËÍ‡ˆËÈ Ë àÒÔÓÎÌËÚÂÎ¸ÌÓ„Ó

ÍÓÏËÚÂÚ‡ êÓÒÒËÈÒÍÓÈ ‡ÒÒÓˆË‡ˆËË ÔÓ Ò‚flÁflÏ Ò

Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛.

«Серебряный Лучник» 
ë 2000 „Ó‰‡ ÍÓÏÔ‡ÌËfl ÓÍ‡Á˚‚‡ÂÚ ÔÓ‰‰ÂÊÍÛ

ç‡ˆËÓÌ‡Î¸ÌÓÈ ÔÂÏËË ‚ Ó·Î‡ÒÚË Ò‚flÁÂÈ Ò Ó·˘Â-

ÒÚ‚ÂÌÌÓÒÚ¸˛ «ëÂÂ·flÌ˚È ãÛ˜ÌËÍ». Ç 2002 „Ó‰Û

ÔÂ‰ÒÚ‡‚ËÚÂÎ¸ ÍÓÏÔ‡ÌËË ‚Ó¯ÂÎ ‚ ÒÓÒÚ‡‚

èÓÔÂ˜ËÚÂÎ¸ÒÍÓ„Ó ÒÓ‚ÂÚ‡ ÔÂÏËË.

èÂÏËÂÈ «ëÂÂ·flÌ˚È ãÛ˜ÌËÍ» ÓÚÏÂ˜‡˛ÚÒfl

‡‚ÚÓ˚ Ì‡Ë·ÓÎÂÂ ËÌÚÂÂÒÌ˚ı ÔÓÂÍÚÓ‚, ‡ Ú‡ÍÊÂ

ÒÔÂˆË‡ÎËÒÚ˚, ‚ÌÂÒ¯ËÂ ÁÌ‡˜ËÚÂÎ¸Ì˚È ‚ÍÎ‡‰

‚ ‡Á‚ËÚËÂ ÒÙÂ˚ Ò‚flÁÂÈ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛

‚ êÓÒÒËË. ëÂ„Ó‰Ìfl «ëÂÂ·flÌ˚È ãÛ˜ÌËÍ» Ò˜ËÚ‡-

ÂÚÒfl Ò‡Ï˚Ï ÔÂÒÚËÊÌ˚Ï ÓÒÒËÈÒÍËÏ ÍÓÌÍÛÒÓÏ

ÒÂ‰Ë ÔÓÙÂÒÒËÓÌ‡ÎÓ‚ ‚ ‰‡ÌÌÓÈ Ó·Î‡ÒÚË. èÂ-

ÒÚËÊ ÔÂÏËË ÔÓ‰ÓÎÊ‡ÂÚ ‡ÒÚË, Ë ‚ 2002 „Ó‰Û ‚

ÍÓÌÍÛÒÂ ÔËÌËÏ‡ÎË Û˜‡ÒÚËÂ Á‡Û·ÂÊÌ˚Â ‡‚ÚÓ˚.

Silver Mercury 
In 2003, BAT Russia sponsored the Silver Mercury,

a contest of promotional projects and an annual

conference for professionals working in the field of

promotion. Both events were organised by the

Russian Association of Promotion. The best Russian

promotional projects of 2002, BTL issues and other

professional topics were discussed by the partici-

pants, including marketing directors and managers

of manufacturing and trade companies and special-

ists of promotion agencies. Since 2002, the Silver

Mercury has been an official entrant in The Globes

Awards, the international contest for promotional

projects established by the Association of Promotion

Marketing Agencies Worldwide (APMA).

SUPPORT OF THE PR COMMUNITY

BAT Russia actively facilitates a dialogue of busi-

ness, society and government in Russia. With this in

mind, the company supports many initiatives in the

field of public relations.

The company representatives are members of

the Russian branch of the International Association

of Business Communicators and the Executive

Committee of the Russian Association of Public

Relations.

Silver Archer 
Since 2000, BAT Russia has supported the Silver

Archer, a national award in the field of public rela-

tions. In 2002, a company representative became a

member of the Board of Trustees of the Award.

Among the winners of the Silver Archer Award there

are professionals and originators of the most inter-

esting projects, who have made a valuable contribu-

tion to the development of public relation in Russia.

Today, the Silver Archer is regarded as the most

prestigious national award among PR professionals.

Its prestige has been growing steadily and in 2002,

professionals from other countries participated in

the contest.
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Приложение 7

Appendix 7«PRоба» и «Белое крыло» 
«ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl ÒÔÓÌÒÓÓÏ

Â„ËÓÌ‡Î¸Ì˚ı ÍÓÌÍÛÒÓ‚ ‚ Ó·Î‡ÒÚË Ò‚flÁÂÈ

Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛:

•«PRÓ·‡» ‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â (Ò 2000 „Ó‰‡);

•«ÅÂÎÓÂ Í˚ÎÓ» ‚ ÖÍ‡ÚÂËÌ·Û„Â (Ò 2002 „Ó‰‡).

Ç ˝ÚËı Â„ËÓÌ‡Î¸Ì˚ı ÍÓÌÍÛÒ‡ı ÔËÌËÏ‡˛Ú Û˜‡-

ÒÚËÂ ÒÔÂˆË‡ÎËÒÚ˚ ÔÓ Ò‚flÁflÏ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛

„ÓÒÛ‰‡ÒÚ‚ÂÌÌ˚ı, ÍÓÏÏÂ˜ÂÒÍËı, Ó·˘ÂÒÚ‚ÂÌÌÓ-

ÔÓÎËÚË˜ÂÒÍËı Ë ‰Û„Ëı ËÌÒÚËÚÛÚÓ‚ Ë Ó„‡ÌËÁ‡-

ˆËÈ, ‡·ÓÚ‡˛˘Ëı, „Î‡‚Ì˚Ï Ó·‡ÁÓÏ, ‚ ëÂ‚ÂÓ-

Á‡Ô‡‰ÌÓÏ ÙÂ‰Â‡Î¸ÌÓÏ ÓÍÛ„Â Ë Ì‡ ì‡ÎÂ. ñÂÎ¸

‰‡ÌÌ˚ı ÍÓÌÍÛÒÓ‚ – Ó·˙Â‰ËÌËÚ¸ ÏÂÒÚÌ˚ı ÒÔÂ-

ˆË‡ÎËÒÚÓ‚ ÔÓ Ò‚flÁflÏ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛

Ë ÔÂ‰ÒÚ‡‚ËÚÂÎÂÈ ÍÛÔÌ˚ı ÍÓÏÔ‡ÌËÈ, Á‡ËÌÚÂÂ-

ÒÓ‚‡ÌÌ˚ı ‚ ÒÓÁ‰‡ÌËË ·Î‡„ÓÔËflÚÌÓ„Ó ËÏË‰Ê‡

Ò‚ÓËı Â„ËÓÌÓ‚, ‡ Ú‡ÍÊÂ ‡ÒÔÓÒÚ‡ÌÂÌËË

ÎÛ˜¯Â„Ó ÓÔ˚Ú‡, ÒÛ˘ÂÒÚ‚Û˛˘Â„Ó ‚ ÒÙÂÂ

Ò‚flÁÂÈ Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛.

ПОДДЕРЖКА ЖУРНАЛИСТСКОГО

СООБЩЕСТВА 

äÓÏÔ‡ÌËfl ‚˚ÒÚÛÔ‡ÂÚ Á‡ ÔÓÒÚÓÂÌËÂ ˆË‚ËÎËÁÓ‚‡Ì-

Ì˚ı ÓÚÌÓ¯ÂÌËÈ ÏÂÊ‰Û ÒÂ‰ÒÚ‚‡ÏË Ï‡ÒÒÓ‚ÓÈ

ËÌÙÓÏ‡ˆËË Ë ·ËÁÌÂÒÓÏ. «ÅÄí êÓÒÒËfl»

ÒÓÚÛ‰ÌË˜‡ÂÚ Ò é·˘ÂÓÒÒËÈÒÍÓÈ Ó„‡ÌËÁ‡ˆËÂÈ

‡·ÓÚÌËÍÓ‚ ëåà «åÂ‰Ë‡ëÓ˛Á», ãË„ÓÈ ÊÛÌ‡-

ÎËÒÚÓ‚ ë‡ÌÍÚ-èÂÚÂ·Û„‡ Ë ëÓ˛ÁÓÏ ÊÛÌ‡ÎË-

ÒÚÓ‚ ë‡ÌÍÚ-èÂÚÂ·Û„‡. èË ÔÓ‰‰ÂÊÍÂ ÍÓÏÔ‡-

ÌËË ÒÓÒÚÓflÎÒfl fl‰ ÏÂÓÔËflÚËÈ, ‚ ÚÓÏ ˜ËÒÎÂ:

•ÖÊÂ„Ó‰Ì˚È ÊÛÌ‡ÎËÒÚÒÍËÈ ÍÓÌÍÛÒ «ëÂÁ‡Ï»

‚ ë‡ÌÍÚ-èÂÚÂ·Û„Â ‚ 2002 Ë 2003 „Ó‰‡ı;

•ÖÊÂ„Ó‰Ì˚È ÔÓÙÂÒÒËÓÌ‡Î¸Ì˚È ÍÓÌÍÛÒ

ÊÛÌ‡ÎËÒÚÓ‚ ë‡ÌÍÚ-èÂÚÂ·Û„‡ Ë ãÂÌËÌ„‡‰-

ÒÍÓÈ Ó·Î‡ÒÚË «áÓÎÓÚÓÂ ÔÂÓ-2001» Ë «áÓÎÓÚÓÂ

ÔÂÓ-2002». Ç ‡ÏÍ‡ı ‰‡ÌÌÓ„Ó ÍÓÌÍÛÒ‡ Ì‡Á˚-

‚‡˛ÚÒfl ÎÛ˜¯ËÂ ‡‚ÚÓ˚ Ë ÎÛ˜¯ËÂ ÊÛÌ‡ÎËÒÚ-

ÒÍËÂ ÍÓÎÎÂÍÚË‚˚ ë‡ÌÍÚ-èÂÚÂ·Û„‡

Ë ãÂÌËÌ„‡‰ÒÍÓÈ Ó·Î‡ÒÚË.

PRobe and White Wing 
BAT Russia sponsors two regional PR contests:

•PRoba (PRobe) in St.-Petersburg (from 2000);

•Beloye Krylo (White Wing) in Yekaterinburg

(from 2002).

PR professionals of the North West and the Urals

regions working for government, commercial, politi-

cal and other organisations, participate in these

contests. The main aim of both PRoba and Beloye

Krylo is to bring together local PR professionals and

businessmen interested in creating positive images of

their regions, and to increase awereness of the best

practices in the field of public relations.

SUPPORT OF THE MEDIA COMMUNITY

BAT Russia promotes the idea of cooperative and

respectful relationship between the mass media and

the business community. BAT Russia cooperates

with the all-Russian organisation of mass media

employees Media Soyuz (Media Union), the League

of Journalists of St.-Petersburg and the Union of

Journalists of St.-Petersburg. The company support-

ed the following events:

•The annual journalism competition Sesam

in 2002 and 2003 in St.-Petersburg;

•The annual professional competition of journal-

ists of St.-Petersburg and the Leningrad region

Golden Pen-2001 and Golden Pen-2002. The

main purpose of this contest is to award the best

authors and the best journalistic teams of St.-

Petersburg and Leningrad Region.

In 2003, BAT Russia supported a press tour organ-

ised to increase press coverage of the 300
th
anniver-

sary of Petrozavodsk, the capital of Karelia. The

press tour was organised by the North Western

branch of Media Soyuz.
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Ç 2003 „Ó‰Û ÔË ÔÓ‰‰ÂÊÍÂ «ÅÄí êÓÒÒËfl»

ÒÓÒÚÓflÎÒfl ÔÂÒÒ-ÚÛ, Ó„‡ÌËÁÓ‚‡ÌÌ˚È Ò ˆÂÎ¸˛

ÎÛ˜¯Â„Ó ÓÒ‚Â˘ÂÌËfl ‚ ˆÂÌÚ‡Î¸ÌÓÈ ÔÂÒÒÂ

300-ÎÂÚÌÂ„Ó ˛·ËÎÂfl „ÓÓ‰‡ èÂÚÓÁ‡‚Ó‰ÒÍ‡,

ÒÚÓÎËˆ˚ ä‡ÂÎËË. é„‡ÌËÁ‡ÚÓÓÏ ÔÂÒÒ-ÚÛ‡

‚˚ÒÚÛÔËÎË ëÂ‚ÂÓ-Á‡Ô‡‰ÌÓÂ ÓÚ‰ÂÎÂÌËÂ

Ó„‡ÌËÁ‡ˆËË «åÂ‰Ë‡ëÓ˛Á».

äÓÏÔ‡ÌËfl «ÅÄí êÓÒÒËfl» Ú‡ÍÊÂ ÓÍ‡Á‡Î‡ ÔÓ‰-

‰ÂÊÍÛ ‚ ÔÓ‚Â‰ÂÌËË ˆÂÂÏÓÌËË Ì‡„‡Ê‰ÂÌËfl

ÊÛÌ‡ÎËÒÚÒÍÓ„Ó ÍÓÌÍÛÒ‡ «èÂÚÂ·Û„. ÇÓÁÓÊ-

‰ÂÌËÂ ÏÂ˜Ú˚», ÔÓÒ‚fl˘ÂÌÌÓ„Ó 300-ÎÂÚÌÂÏÛ

˛·ËÎÂ˛ „ÓÓ‰‡. åÂÓÔËflÚËÂ, Ó„‡ÌËÁ‡ÚÓÓÏ

ÍÓÚÓÓ„Ó ÒÚ‡Î «åÂ‰Ë‡ëÓ˛Á», ÒÓÒÚÓflÎÓÒ¸ ‚

ë‡ÌÍÚ-èÂÚÂ·Û„Â. ÅÓÎÂÂ Ú˚Òfl˜Ë Û˜‡ÒÚÌËÍÓ‚ –

ÊÛÌ‡ÎËÒÚÓ‚ ËÁ ‚ÒÂı ÓÒÒËÈÒÍËı Â„ËÓÌÓ‚,

‡ Ú‡ÍÊÂ ËÁ ‰Û„Ëı ÒÚ‡Ì – ÔÂ‰ÒÚ‡‚ËÎË Ì‡

ÍÓÌÍÛÒ ÒÚ‡Ú¸Ë, ÔÓÒ‚fl˘ÂÌÌ˚Â ËÒÚÓËË ë‡ÌÍÚ-

èÂÚÂ·Û„‡ Ë 300-ÎÂÚÌÂÏÛ ˛·ËÎÂ˛ „ÓÓ‰‡.

ПОДДЕРЖКА РЕКЛАМНОГО РЫНКА

«ÅÄí êÓÒÒËfl» ÔË‰‡ÂÚ ·ÓÎ¸¯ÓÂ ÁÌ‡˜ÂÌËÂ ‡Á‚Ë-

ÚË˛ ÓÒÒËÈÒÍÓ„Ó ÂÍÎ‡ÏÌÓ„Ó ˚ÌÍ‡.

äÓÏÔ‡ÌËfl fl‚ÎflÂÚÒfl ˜ÎÂÌÓÏ ÄÒÒÓˆË‡ˆËË

ÂÍÎ‡ÏÓ‰‡ÚÂÎÂÈ Ë ÓÒÒËÈÒÍÓ„Ó ÓÚ‰ÂÎÂÌËfl

åÂÊ‰ÛÌ‡Ó‰ÌÓÈ ÂÍÎ‡ÏÌÓÈ ‡ÒÒÓˆË‡ˆËË.

«ÅÄí êÓÒÒËfl» fl‚ÎflÂÚÒfl ˜ÎÂÌÓÏ çÂÍÓÏÏÂ˜ÂÒÍÓ-

„Ó è‡ÚÌÂÒÚ‚‡ «ëÓ‰ÛÊÂÒÚ‚Ó ÔÓËÁ‚Ó‰ËÚÂÎÂÈ

ÙËÏÂÌÌ˚ı ÚÓ„Ó‚˚ı Ï‡ÓÍ» ‚ êÓÒÒËË

(«êÛÒÅÂÌ‰»), ˆÂÎ¸˛ ÍÓÚÓÓ„Ó fl‚ÎflÂÚÒfl ÒÓ‰ÂÈÒÚ-

‚ËÂ ÒÚ‡ÌÓ‚ÎÂÌË˛ Ò‚Ó·Ó‰ÌÓÈ Ë ‰Ó·ÓÒÓ‚ÂÒÚÌÓÈ

ÍÓÌÍÛÂÌˆËË Ë Ó·ÂÒÔÂ˜ÂÌË˛ Ï‡ÍÒËÏ‡Î¸ÌÓ„Ó

Û‰Ó‚ÎÂÚ‚ÓÂÌËfl Á‡ÔÓÒÓ‚ ÔÓÚÂ·ËÚÂÎÂÈ. èÂ‰-

ÒÚ‡‚ËÚÂÎË «ÅÄí êÓÒÒËfl» ÔËÌËÏ‡˛Ú Û˜‡ÒÚËÂ

‚ ‡·ÓÚÂ Ú‡ÍËı ÍÓÏËÚÂÚÓ‚ «êÛÒÅeÌ‰‡», Í‡Í

äÓÏËÚÂÚ ÔÓ ÚÓ„Ó‚ÎÂ, äÓÏËÚÂÚ ÔÓ ËÌÚÂÎÎÂÍÚÛ-

‡Î¸ÌÓÈ ÒÓ·ÒÚ‚ÂÌÌÓÒÚË, äÓÏËÚÂÚ ÔÓ Ò‚flÁflÏ

Ò Ó·˘ÂÒÚ‚ÂÌÌÓÒÚ¸˛ Ë äÓÏËÚÂÚ ÔÓ ÒÂ‰ÒÚ‚‡Ï

Ï‡ÒÒÓ‚ÓÈ ËÌÙÓÏ‡ˆËË Ë ÂÍÎ‡ÏÂ.

Ç 2003 „Ó‰Û ÍÓÏÔ‡ÌËfl ‚˚ÒÚÛÔËÎ‡ ÒÔÓÌÒÓÓÏ

ÙÂÒÚË‚‡Îfl «çÂ‰ÂÎfl ÂÍÎ‡Ï˚» ‚ ë‡ÌÍÚ-

èÂÚÂ·Û„Â. ì˜‡ÒÚÌËÍË ÏÂÓÔËflÚËfl Ó·ÒÛ‰ËÎË

ÔÂÒÔÂÍÚË‚˚ ‡Á‚ËÚËfl ËÌ‰ÛÒÚËË ÂÍÎ‡Ï˚

‚ êÓÒÒËË, ‡ Ú‡ÍÊÂ Á‡ÚÓÌÛÎË ‚ÓÔÓÒ˚, Ò‚flÁ‡Ì-

Ì˚Â Ò Â„ÛÎËÓ‚‡ÌËÂÏ Ë Ò‡ÏÓÂ„ÛÎËÓ‚‡ÌËÂÏ

ÂÍÎ‡ÏÌÓÈ ÓÚ‡ÒÎË.

BAT Russia also supported the Award Ceremony of

the journalist contest St.-Petersburg. The Revival of

Dreams dedicated to the city’s 300
th
anniversary.

The event was organised by Media Soyuz and took

place in St.-Petersburg. Over one thousand journal-

ists from all regions of Russia and other countries

participated in the competition. They presented arti-

cles dedicated to the history of St.-Petersburg and

its 300
th
anniversary.

SUPPORT OF THE ADVERTISING MARKET

BAT Russia pays a great deal of attention to the

development of the Russian advertising market.

The company is a member of the Advertisers

Association and the Russian branch of the

International Advertising Association (IAA).

BAT Russia is a member of the Non-for-Profit

Partnership ‘Russian Branded Goods Association’

(RusBrand), which seeks to promote a free and fair

competition and to ensure that consumer demand is

met as fully as possible. The company participates

in such committees of RusBrand as the Trade

Committee, the Committee for Intellectual

Property, the Public Relations Committee, and the

Committee for Mass Media and Advertising.

In 2003, BAT Russia became a sponsor of the

festival Advertising Week in St.-Petersburg. The par-

ticipants of the event discussed development

prospects of advertising in the Russian Federation

and raised issues of regulation and voluntary

approaches in this sphere.
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тонна, т

т

т/млн.
сигарет

т

т/млн.
сигарет

т

т/млн. 
сигарет

%

Гигаджоуль,
ГДж

ГДж

ГДж

ГДж

ГДж

ГДж

ГДж

ГДж

ГДж/млн.
сигарет

не
измеряется

Общее количество использован-
ных материалов

Табак

Технологические и упаковочные
материалы

Сигаретная бумага

Процент использованных мате-
риалов, являющихся отходами
из внешних источников по отно-
шению к отчетной организации

Прямое использование энергии:

Потребление энергии в офисах
и на фабриках

Электроэнергия

Природный газ

Дизельное топливо

Пар от внешнего поставщика

Энергия от перевозок

Энергия от деловых поездок

Общее количество потребляе-
мой энергии

Общее количество потребляе-
мой энергии на млн. сигарет 

Косвенное использование
энергии

41 180

0,825

23 384

0,469

1435

0,028

не
измеряется

228 682

101 839

106 139

433

20 271

26 406

72 725

327 813

6,57

не
измеряется

47 175

0,823

37 248

0,65

2378

0,041

не
измеряется

239 836

110 438

113 801

0

15 513

56 520

66 105

362 460

6,33

не
измеряется

Увеличение объемов производства в
2002 году привело к увеличению ко-
личества используемых материалов.

В настоящее время не измеряется в
связи с отсутствием систем данных
для получения соответствующей ин-
формации. Создание систем данных
будет контролироваться.

Общее количество потребляемой
энергии возросло в связи с ростом
объема производства. Рост объе-
мов производства опережает рост
количества потребляемой энергии.

Объем перевозок возрос в связи с
увеличением объема производства
и расширением географии дея-
тельности компании в России.

В настоящее время не измеряется в
связи с отсутствием необходимой
отчетности. Возможность получения
необходимой информации от по-
ставщиков энергии будет изучена.

EN1

EN2

EN3

EN4

1. В таблице приведены данные из ежегодного отчета компании «Бритиш Американ Тобакко Россия»
в области охраны труда и окружающей среды за 2002 год.

Приложение 8
Отчет о деятельности компании «БАТ Россия» в области охраны
окружающей среды в 2001–2002 годах: сравнение по показателям
Глобальной инициативы по отчетности1

Единица
№ Показатель деятельности измерения 2001 2002 Комментарии
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tonnes

tonnes

tonnes/ mil-
lion cigarettes

tonnes

tonnes/ mil-
lion cigarettes

tonnes

tonnes/ mil-
lion cigarettes

%

Gigajoules
(GJ)

GJ

GJ

GJ

GJ

GJ

GJ

GJ

GJ/million
cigarettes

Not 
measured

Total material used:

Tobacco

Wrapping/packaging materials

Cigarette paper

Percentage of materials used that
are wastes from sources external to
the reporting organisation

Direct energy use:

Energy usage from offices
and sites

Electrical energy

Natural gas

Diesel oil

Steam by external provider

Energy from freight

Energy from business travel

Total energy usage

Total energy usage/million 
cigarettes

Indirect energy usage

41,180

0.825

23,384

0.469

1,435

0.028

Not 
measured

228,682

101,839

106,139

433

20,271

26,406

72,725

327,813

6.57

Not 
measured

47,175

0.823

37,248

0.65

2,378

0.041

Not 
measured

239,836

110,438

113,801

0

15,513

56,520

66,105

362,460

6.33

Not 
measured

Increase of production volume in
2002 resulted in higher total material
usage.

Currently not measured due to lack of
data systems to generate the required
information. Development of required
data systems will be evaluated.

Total energy consumption has
increased due to the increased
volume of production. Increase of the
total energy consumption has been
less than growth of production
volume.

The volume of transportation has
increased due to increase of produc-
tion and geographical expansion
across Russia.

Currently not measured due to lack of
data systems to generate the required
information. Availability of required
information from energy suppliers
will be investigated.

Appendix 8
Report on Environmental Performance of BAT Russia in 2001–2002:
Comparison Over Time Against the Global Reporting Initiatives
Indicators1 

Performance Indicator Unit of 2001 2002 Comments№ measurement

MATERIALS

ENERGY

1. The data in this table is extracted from the British American Tobacco Russia EHS Annual Report, 2002.
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не
измеряется

Джоуль, 
Дж

ГДж

ГДж/млн.
сигарет

м3

м3/млн.
сигарет

не
измеряется

Инициативы по использованию
восполняемых источников энер-
гии и по увеличению эффектив-
ности использования энергии

Обоснование использования
энергии (например, потреб-
ность в энергии в течение жиз-
ненного цикла на ежегодной ос-
нове) для основной продукции

Другие косвенные (восходящие
и нисходящие) потоки потребле-
ния и использования энергии, в
т. ч. организационные поездки,
управление жизненным циклом
продукта и использование энер-
гоемких материалов

Общий объем потребления
воды

Общий объем потребления
воды на млн. сигарет

Источники воды и соотносящие-
ся с ними экосистемы/ареолы
обитания, которые подвергают-
ся значительному воздействию в
связи с потреблением воды

Ежегодный отток подземных и
поверхностных вод в процентах
к ежегодному возобновляемому
количеству воды, потребляемо-
му из источников

не
измеряется

не
измеряется

не
измеряется 

не
измеряется

123 003

2,47

городская
система
водоснабже-
ния

не
измеряется

не
измеряется

не
измеряется

не
измеряется

не
измеряется

129 140

2,25

городская
система
водоснабже-
ния

не
измеряется

Инициативы по использованию во-
зобновляемых источников энергии
отсутствуют, но были подготовлены
планы действий по увеличению эф-
фективности использования энер-
гии. На «БАТ-СПб» независимым
сертифицированным органом в
2002 году была проведена проверка
поставок и использования тепла и
электрической энергии с целью
изыскать способы оптимизации по-
требления энергии. На «БАТ-СТФ»
было установлено оборудование по
раздельному учету энергии во всех
подразделениях фабрики для пос-
ледующего анализа использования
энергии и возможностей снижения
энергетических затрат.

Потребность в энергии в течение
жизненного цикла для основной
продукции не анализируется.

В связи с ограничениями использу-
емой системы отчетности косвен-
ное потребление энергии в дело-
вых поездках включено в показа-
тель EN3.

Рост потребления воды обусловлено
расширением объемов производства.
Объем воды указан на основании
ежемесячных счетов за воду,
выставляемых соответствующими
коммунальными службами.

Произошло заметное сокращение
потребления воды на тонну произ-
веденной продукции (8,9%).

Источники воды и соотносящиеся
с ними экосистемы/ареолы обита-
ния, подвергающиеся значительно-
му воздействию в связи с потребле-
нием воды, отсутствуют. Ни одна из
фабрик «БАТ Россия» не находится
в районах, входящих в междуна-
родный список Рамсар.

«БАТ Россия» включит данный по-
казатель в свою отчетность, когда в
рамках Глобальной инициативы по
отчетности будет сформулировано
определение возобновляемых вод-
ных ресурсов.

EN17

EN18

EN19

EN5

EN20

EN21

Приложение 8
Единица

№ Показатель деятельности измерения 2001 2002 Комментарии
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Not 
measured

Joules

GJ

GJ/million
cigarettes

cubic metres 
(cu m)

cu m/million
cigarettes

Not 
measured

cu m

hectares

hectares

Initiatives to use renewable energy 
sources and to increase energy effi-
ciency

Energy consumption footprint
(i.e. annualised lifetime energy
requirements) of major products 

Other indirect (upstream /down-
stream) energy use and implica-
tion, such as organisational travel,
product lifecycle management, and
use of energy intensive material

Total water use

Total water use per million
cigarettes

Water sources and related ecosys-
tems/habitats significantly affect-
ed by use of water

Annual withdrawals of ground
and surface water as a percentage
of annual renewable quantity of
water available from the sources

Total recycling and reuse of water

Location and size of land owned,
leased, or managed in biodiversity-
rich habitats

Total amount of land owned,
leased, or managed for production
activities or extractive use

Not 
measured

Not 
measured

Not 
measured

Not 
measured

123,003

2.47

Municipality

Not 
measured

—

—

15

Not 
measured

Not 
measured

Not 
measured

Not 
measured

129,140

2.25

Municipality

Not 
measured

—

—

15

There are no initiatives on use of
renewable energy sources, but action
plans to increase energy efficiency
were worked out.
BAT-SPb – review of heat and electri-
cal energy supply and usage was held
in 2002 by an independently licensed
body to find ways to improve the effi-
ciency of energy consumption.
BAT-STF – separate energy calculat-
ing units have been installed at differ-
ent productions areas to control,
analyse and reduce energy consump-
tion.

BAT Russia has not analysed the life-
time energy requirements of its major
products.

Due to limitations in the reporting
system indirect business travel is
included in indicator EN3.

Increase water usage due to
increased production in the manufac-
turing facilities. Water usage derived
from monthly billing. 

The significant reduction of water
consumption per million cigarettes
took place (8.9%).

There are no water sources and relat-
ed ecosystems/habitats significantly
affected by use of water. None of BAT
Russia’s sites is located in the areas
mentioned in Ramsar list.

BAT Russia will include this indicator
in its reporting after a definition of
renewable water is established by
Global Reporting Initiative.

Some industrial water is reused but
there are no exact figures.

The sites of BAT Russia do not fall
within biodiversity-rich habitats.

Only land under operation sites
(factories).

EN17

EN18

EN19

EN5

EN20

EN21

EN22

EN6

EN23

Appendix 8
Performance Indicator Unit of 2001 2002 Comments№ measurement
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м3

гектар, га

га

%

CO2 (т)

CO2 (т)/
млн. сигарет

CO2 (т)

CO2 (т)/
млн. сигарет

CO2 (т)

CO2 (т)/
млн. сигарет

т

т/млн.
сигарет

т 

т 

Общий объем используемой
оборотной воды

Местонахождение и площадь зе-
мель, находящихся в собствен-
ности, аренде или под управле-
нием компании и расположен-
ных в районах, характеризую-
щихся особым биологическим
разнообразием 

Общая площадь земель, находя-
щихся в собственности или под
управлением компании, или
арендуемых ею в целях произ-
водственной или добывающей
деятельности

Количество заасфальтированных
земель, % от общей площади

Цели, программы и задачи по
защите и восстановлению при-
родных экосистем и биологиче-
ских видов в неблагополучных
районах

Общее количество выбросов,
связанных с образованием пар-
никового эффекта

Общее количество выбросов, свя-
занных с образованием парнико-
вого эффекта, на млн. сигарет

Выбросы от грузоперевозок

Выбросы от грузоперевозок 
на млн. сигарет

Выбросы от деловых поездок

Выбросы от деловых поездок на
млн. сигарет

Общий объем отходов по видам
и дальнейшему назначению:

Общий объем отходов

Общий объем отходов на млн.
сигарет

Опасные отходы на свалку

Опасные отходы на переработку

—

— 

15

65

30 606

0,61

1848

0,037

5091

0,102

7277

0,146

0

15

—

—

15

65

35 194

0,61

3956

0,069

4627

0,08

8535

0,148

0

7

Некоторый объем промышленных
вод используется повторно, но точ-
ные данные отсутствуют.

Фабрики «БАТ Россия» не распола-
гаются в районах, характеризую-
щихся особым биологическим раз-
нообразием.

Только земля под производ-
ственными мощностями (фабри-
ками).

Только земля под производ-
ственными мощностями (фабри-
ками).

«БАТ-СТФ» – восстановление при-
родных родников. 
«БАТ-СПб» – восстановление при-
родного заповедника «Юнтолов-
ский».

Рост прямых выбросов обусловлен
ростом объемов производства. 

Общий объем отходов возрос в свя-
зи с ростом производства и реконст-
рукцией фабрик. На «БАТ-СПб» про-
ведена работа по снижению отходов
технологических материалов. Достиг-
нуто сокращение отходов табачной
пыли, угольных фильтров и фольги.
На «БАТ-СТФ» внедрена система раз-
дельного сбора отходов по видам. 
Доля перерабатываемых отходов
увеличилась на 3,6% по сравнению
с 2001 годом.

EN22

EN6

EN23

EN24

EN27

EN8

EN11

Приложение 8
Единица

№ Показатель деятельности измерения 2001 2002 Комментарии
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% 

CO2
(tonnes)

CO2 (tonnes/
million 
cigarettes)

CO2
(tonnes)

CO2 (tonnes/
million 
cigarettes)

CO2
(tonnes)

CO2 (tonnes/
million 
cigarettes)

tonnes

tonnes/
million 
cigarettes

tonnes 

tonnes 

tonnes 

tonnes 

tonnes 

cu m

cu m/million
cigarettes

location

Amount of asphalted surface as a
percentage of land owned or leased

Objectives, programmes, and tar-
gets for protecting and restoring
native ecosystems and species in
degraded areas

Total greenhouse gas emissions

Total greenhouse gas 
emissions/million cigarettes

Emissions from freight

Emissions from freight/
million cigarettes

Emissions from business travel

Emissions from business
travel/million cigarettes

Total amount of waste by type
and destination:

Total amount of waste
generated

Total amount of waste/million cig-
arettes

Hazardous waste to landfill

Hazardous waste recycled

Non-hazardous waste to landfill

Non-hazardous waste recycled

Non-hazardous waste incinerated

Significant discharges
to water by type:

Total waste water discharged

Total waste water discharged/
million cigarettes

Destination of waste water

65

30,606

0.61

1,848

0.037

5,091

0.102

7,277

0.146

0

15

3,076

2,206

59

88,859

1.78

municipality

65

35,194

0.61

3,956

0.069

4,627

0.08

8,535

0.148

0

7

5,563

2,769

195

89,912

1.57

municipality

Only land under operation sites
(factories).

BAT-STF – recovery of the water
springs. 
BAT-SPb – recovery of the
Yountolovsky Natural Reserve.

Direct emissions increased due to the
growth of production volumes.

The total amount of waste has
increased due to the growth of pro-
duction and refurbishment on the
sites. 
BAT-SPb – work on reduction of tech-
nological materials waste was carried
out. Waste of tobacco, charcoal filters
and foil was reduced.
BAT-STF – waste segregation system
was introduced, based on the type of
waste. Share of recycled waste
increased by 3.6% in comparison
with 2001.

Reduction took place due to better
resource management

EN24

EN27

EN8

EN11

EN12

Appendix 8
Performance Indicator Unit of 2001 2002 Comments№ measurement
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т

т

т

м3

м3/млн.
сигарет

место 

да или нет

литры

% поставщи-
ков, которые
проходят
оценку в со-
ответствии с
программой
BEST

не
измеряется

%, не
измеряется

Неопасные отходы на свалку

Неопасные отходы на
переработку

Неопасные отходы на сжигание

Значительные стоки по видам:

Общий объем сточных вод

Общий объем сточных вод
на млн. сигарет

Дальнейшее назначение
сточных вод

Обработка сточных вод
на предприятии

Значительные разливы химиче-
ских веществ, масел и топлива,
их общее количество и общий
объем

Деятельность поставщиков, от-
носящаяся к компонентам про-
граммы охраны окружающей
среды и процедурам, разрабо-
танным на основе раздела Струк-
тура руководства и системы уп-
равления

Значительные воздействия на
окружающую среду, которые
оказывает основная продукция и
услуги

Доля материалов, подлежащих
возврату по окончании срока по-
лезного использования продук-
та, от веса продаваемой продук-
ции; доля действительно возвра-
щаемого материала

3076

2206

59

88 859

1,78

городская
канализация

нет

0

не
измеряется

не
измеряется

не
измеряется

5563

2769

195

89 912

1,57

городская
канализация

нет 

0

оценка 77%
поставщиков

не
измеряется

не 
измеряется

Потребление воды уменьшилось
благодаря оптимизации ее
использования.

Значительные разливы
отсутствуют.

77% поставщиков проходят оценку
в соответствии с программой BEST.
Компания «Бритиш Американ
Тобакко» разработала и внедрила
механизм для оценки деловых
партнеров (BEST) – программу, ко-
торая всесторонне анализирует
программы и практики, связанные
с поставщиками. Механизм вклю-
чает анализ программ и практик в
области охраны труда и окружаю-
щей среды и гарантирует, что по-
ставщики демонстрируют ответст-
венную деятельность в области ох-
раны окружающей среды.

Экологическое воздействие про-
дукции компании проявляется в за-
грязнении окружающей среды, свя-
занном с неправильным обращени-
ем с отходами потребления продук-
ции. Данные, необходимые для
оценки этого воздействия, отсутст-
вуют.

В настоящее время не измеряется в
связи с отсутствием данных о дея-
тельности частных и государствен-
ных предприятий по утилизации
отходов.

EN12

EN13

EN33

EN14

EN15

Приложение 8
Единица

№ Показатель деятельности измерения 2001 2002 Комментарии

ВЫБРОСЫ В АТМОСФЕРУ, СТОЧНЫЕ ВОДЫ И ОТХОДЫ

ПОСТАВЩИКИ

ПРОДУКТЫ И УСЛУГИ
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Yes or No

litres

Percentage
of suppliers
assessed
using
Business
Enabler
Survey Tool
(BEST)

Not 
measured

%, Not 
measured

GBP

number

Treatment of waste water on site

Significant spills of chemicals, oils,
and fuels in terms of total number
and total volume

Performance of suppliers relative
to environmental components of
programmes and procedures
described in response to
Governance Structure and
Management Systems section 

Significant environmental impacts
of principal products and services

Percentage of the weight of products
sold that is reclaimable at the end of
the products’ useful life and percent-
age that is actually reclaimed

Incidents of, and fines for, non-
compliance with all applicable
international declarations/conven-
tions/treaties, and national, sub-
national, regional, and local regu-
lations associated with environ-
mental issues

Significant environmental impacts
of transportation used for logistical
purposes

Standard injury, lost day, and
absentee rates and number of
work-related fatalities (including
sub-contracted workers)

Total number of fatalities of both
company and contract employees

No

0

Not 
measured

Not 
measured

Not 
measured

No

1

No

0

77% of sup-
pliers
assessed

Not 
measured

Not 
measured

No

0

No significant spills.

77% of supplies are assessed in line
with Business Enabler Survey Tool
(BEST). British American Tobacco has
developed and implemented the
BEST programme that comprehen-
sively reviews global supplier pro-
grammes and practices. The BEST
programme includes a review of
EH&S programmes and practices to
ensure that suppliers demonstrate a
commitment to environmentally
responsible operations. 

Our products have environmental
impacts through littering associated
with improper disposal after their
consumption. Data is not available to
qualify the impact.

Currently not measured due to lack of
required data systems in private and
public waste handling services.

There were no cases of incidents and
fines for non-compliance with any
applicable international and local
legislative requirements.

Energy impacts are included in sec-
tions EN3 and EN8 respectively. BAT
Russia has not identified any other sig-
nificant environmental impact associ-
ated with transportation.

All reports were completed and sent,
on a monthly basis, to the British
American Tobacco headquarter in the
United Kingdom.

In 2001, a contractor’s employee suf-
fered in a fatality.

EN13

EN33

EN14

EN15

EN16

EN34

LA7

Appendix 8
Performance Indicator Unit of 2001 2002 Comments№ measurement

EMISSIONS, EFFLUENT AND WASTE

SUPPLIERS

PRODUCTS AND SERVICES

COMPLIANCE

TRANSPORT

HEALTH AND SAFETY

П
РИ

Л
О

Ж
ЕН

И
Я

A
PPEN

D
IC

ES



150

П
РИ

Л
О

Ж
ЕН

И
Я

A
PP

EN
D

IC
ES

фунт
стерлингов

число

число

число

коэффи-
циент

фунт
стерлингов

фунт
стерлингов

фунт
стерлингов
/млн. сигарет

фунт
стерлингов
/млн. сигарет

фунт
стерлингов 

Случаи несоответствия всем
применяемым международным
декларациям/конвенциям/дого-
ворам и национальным, регио-
нальным и местным требовани-
ям в сфере охраны окружающей
среды, а также штрафы за них

Значительные выбросы в окру-
жающую среду при транспорти-
ровке

Стандартные травмы, случаи с
потерей рабочих дней, число слу-
чаев со смертельным исходом 
(в т. ч. с подрядчиками)

Общее число случаев со смертель-
ным исходом с сотрудниками ком-
пании и с подрядчиками

Общее число серьезных несчаст-
ных случаев с сотрудниками
компании и с работниками, ра-
ботающими по контракту

Стандартные травмы, случаи с
потерей рабочих дней 

Коэффициент случаев с потерей
рабочих дней по отношению к
количеству отработанных часов

Суммарные затраты на охрану
окружающей среды и технику
безопасности по видам:

Капитальные затраты

Текущие расходы

Капитальные затраты

Текущие расходы

Выплаты по штрафам и юриди-
ческие выплаты

Вложения и затраты из расчета
на одного сотрудника

нет

1

1

14

0,58

2 375 524

1 449 368

47,61

29,05

0

554,04

нет

0

1

6

0,24

2 708 576

941 061

47,28

16,46

0

319,68

Случаев несоответствия применяе-
мым требованиям международно-
го и российского законодательства,
а также штрафов за них зарегистри-
ровано не было.

Воздействие при потреблении
энергии рассматривается в разде-
лах EN3 и EN8. Других значитель-
ных выбросов при перевозках заре-
гистрировано не было. 

Все отчеты составляются и ежеме-
сячно направляются в центральный
офис «Бритиш Американ Тобакко»
в Великобритании.

В 2001 году пострадал сотрудник
компании-подрядчика.

Цифра включает суммарные де-
нежные затраты на охрану окружа-
ющей среды, труда и технику безо-
пасности. В связи с ограничениями
используемой системы не предста-
вляется возможным вести раздель-
ный учет затрат на охрану окружа-
ющей среды и технику безопасно-
сти. Суммарный объем затрат на
вопросы охраны труда и окружаю-
щей среды включает большое ко-
личество факторов, детализиро-
вать которые в данном отчете не
представляется возможным.

EN16

EN34

LA7

E35

Приложение 8
Единица

№ Показатель деятельности измерения 2001 2002 Комментарии

СООТВЕТСТВИЕ ТРЕБОВАНИЯМ И СТАНДАРТАМ

ТРАНСПОРТ

ОХРАНА ТРУДА И ТЕХНИКА БЕЗОПАСНОСТИ

СУММАРНЫЕ ЗАТРАТЫ НА ОХРАНУ ОКРУЖАЮЩЕЙ СРЕДЫ И ТЕХНИКУ БЕЗОПАСНОСТИ



E35

number

number

rate

GBP

GBP

GBP/million
cigarettes

GBP/million
cigarettes

GBP

GBP
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Total number of serious accidents
involving both company and con-
tract employees

Standard injury, lost day rates
(LWC)

Lost workday case (LWC) incidents
rate in proportion to the amount of
work hours

Total EH&S expenditures by type:

Capital expenditure

Revenue expenditure

Capital expenditure

Revenue expenditure

Liabilities and legal costs

Investments in revenue/employee

1

14

0.58

2,375,524

1,449,368

47.61

29.05

0

554.04

1

6

0.24

2,708,576

943,061

47.28

16.46

0

319.68

The monetary figure includes total
Environmental, Health and Safety
expenditure. Due to limitations in our
system we are not able to segregate
environmental and safety related
expenditures. Total EH&S expendi-
ture incorporates a wide range of fac-
tors, which it would be impossible to
detail in this report. 

HEALTH AND SAFETY

Appendix 8
Performance Indicator Unit of 2001 2002 Comments№ measurement

TOTAL EH&S EXPENDITURES
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ÒÚÂÏËÚÒfl ÛÁÌ‡Ú¸ Ç‡¯Â ÏÌÂÌËÂ Ë „ÓÚÓ‚‡
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ÖÒÎË Ç˚ ıÓÚËÚÂ Á‡‰‡Ú¸ ‚ÓÔÓÒ, Ó·ÒÛ‰ËÚ¸

Á‡ËÌÚÂÂÒÓ‚‡‚¯Û˛ Ç‡Ò ÚÂÏÛ ËÎË ÔÓÎÛ˜ËÚ¸
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«ÅËÚË¯ ÄÏÂËÍ‡Ì íÓ·‡ÍÍÓ êÓÒÒËfl».

Ä‰ÂÒ: êÓÒÒËfl, 125040, åÓÒÍ‚‡

3-fl ÛÎËˆ‡ üÏÒÍÓ„Ó ÔÓÎfl, ‰. 9

íÂÎÂÙÓÌ: (095) 974 05 55

î‡ÍÒ: (095) 745 80 39

E-mail: info@batrussia.ru

ÇÂ·-Ò‡ÈÚ: www.batrussia.ru

British American Tobacco Russia welcomes

your opinion and comments.

If you wish to ask questions, start a discussion

or get copies of the Social Report,

please do not hesitate to contact

the Corporate and Regulatory Affairs Department

of British American Tobacco Russia.

Address: 9, 3rd Yamskogo Polya Str.,

125040, Moscow, Russia

Telephone: +7 (095) 974 05 55

Fax: +7 (095) 745 80 39

E-mail: info@batrussia.ru

Website: www.batrussia.ru

Контактная информация

Contact Information


