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O TpeTbeM COoLMaANbHOM OTHETE
NBOBAPEHHOM OTPaC/In

About the Third Brewing Industry Social Report
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CoupansHbei OTYET NMMBOBAPEHHOW OTpacn — 310
OOKYMEHT, NPeACTaBASOWA KOMNEKTUBHBIN NOPT-
PEeT KOMMNaHWU 1 X BKNad, B 3KOHOMUYECKOE 1 CO-
LMansHoe passutre ctpaxbl. Llenb coumansHoro
oT4yeTa — passBuTMe auanora ¢ rocyaapcTBeHHbIMN
1 0OLIECTBEHHBIMU UHCTTYTAMK, B MPOLLECCe KO-
TOPOro NMMBOBAPEHHbBIE KOMMAHWN UHDOPMUPYIOT
O TOM, Kakue pelleHnst 1 nporpaMmMbl MpYHNMAIOT-
Ca UMW 015 AOCTVXEHNA Lener 9KOHOMUYECKOM
YCTONYUBOCTU, COUManbHOro 61arononyymst 1 aKo-
NOrnyeckon cTabunbHOCTA.

[MepBbIl couyanbHeli 0T4eT Obll ONy6AnKOBaH
8 2005 roay. B Hem npeacTaBneHsl OCHOBHbIE Npa-
BMIa NPodGeCCroHaNbHOW OEATENBHOCTH U CTaH-
[apTbl AeN0BOW 3TVKM, KOTOpbIE ObiNn paspaboTa-
Hbl MMBOBAPEHHBIMY KOMAAHUAMU U NIEMIN B OCHOBY
«Kopgekca 4ecT pOCCUINCKMX NMMBOBAPOB» — A0-
KyMeHTa, npeaycmarpmsaiouero 1006poBofibHOe
yyacTve v SBAAI0WErocs BaxXHeENWM MexaHu3-
MOM CaMOperynnpoBaHnsg B otpacnu. B ocHose
Kopekca nexar npyHLMbl yBaxkeHus notpeontens
1 4YECTHOW KOHKYPEHUMW. JJOKyMEHT pernamMeHTu-
pyeT v perynpyeT chepbl NPodMecCrnoHanbHom ae-
ATENBHOCTX 1 CBOWCTBA BbINYCKAaeMOro Npoaykra:
opraHnsaumio NpoM3BOACTBa W YCNOBUA NPOAAXM
nunBa, NOBbILEHNE Ka4ecTBa NPoayKUMM, pasButue
B3aMMOOTHOLLIEHWI C NOTpebuTenamMu, Bko4asa
pasBUTME KyNbTYpbl NOTPEONEeHNs NnBa, MEeToabl
peknammpoBaHus 1 NPoOABMXEHUA NpoaykTa Ha
PbIHKE, CMOHCOPCTBO M MeueHaTCTBO, kopnopa-
TUBHYIO AEATENBHOCTb 1 OTHOLWEHWS C KOHKYPEHTAa-
MU, B oTueTe Takke Obina npeacraBneHa nHpop-
Mauysa O TOM, Kak 3T APUHUMUMAL NPUMEHSIOTCA
KOMMaHuaMK, NpucoeamHnBLLIMMAUCS k Koaekcy, Ha
npakTvke. OT4eT NOAYHNN NO3UTUBHBIE OT3bIBbI CO
CTOPOHbI NpeacTaBsuTenen deaepanbHbIX OpraHos
rocyaapCTBEHHOM BNacT, oObeanHeHnn notpe-
buTenein, aKkCnepTHLIX OpraHn3aLmi.

The Third Brewing Industry Social Report paints
a collective portrait of companies and their
contribution to the country’s economic and
social development. The Report aims to stimulate
dialogue with state and public institutions, and in
doing so give brewers the opportunity to provide
information on the decisions and programmes
they have adopted to achieve targets of economic
sustainability, social prosperity and environmental
stability.

The First Social Report was published in 2005.
It outlined the fundamental rules governing the
profession and the standards of business etiquette
developed by brewers and forming the basis of
the Russian Brewers' Code of Honour. The Code
is adhered to on a voluntary basis, and is a key
mechanism for self-regulation in the industry. The
principles of honest competition and respect for the
consumer form the basis of the document, which
restricts and regulates the range of business activities
explored by brewers and the nature of the products
they offer. This incorporates the way production is
organised and the conditions in place for beer-sales,
as well as optimising product quality, improving the
consumer relationship (including the development
of a beer-drinking culture), and providing regulation
in the areas of product advertisement, market
promotion, sponsorship and patronage, corporate
activity and competitor relations. The Report also
revealed how these principles are being implemented
by the companies that have adopted the Code. The
Report was well received by the representatives of
federal authorities, consumer groups and specialist
organisations.

The Second Social Report, published a year ago,
provided corporate business results for 2005,
based on an analysis of brewers as responsible




O TPETBEM COUMANBHOM OTHETE MYBOBAPEHHOW OTPACTI

Bo BTOpOM coumanbHoM oTHeTe, 0nyoarKoBaHHOM
ron, CnycTa, NpeacTaBneHbl pesynstarbl AesaTenb-
HocT komnanun B 2005 rofly Ha OCHOBE aHanusa
PO NMBOBAPEHHBIX KOMMNAHWIA Kak OTBETCTBEH-
HblX paboToaareneit. NMBoBapeHne — 4OCTaTO4HO
cTabunbHas 0Tpacsb, 15 KOTOPOW He xapaKTepHb
KpYMNHbIe pPeCTPYKTypu3aLUmn, noaToMy TpyaoBble
KOMNEKTUBBI OTAIMYAET HEBBICOKUI YPOBEHL TEKY-
4eCTV KagpoB, KaapoBas 1 coumanbHaa nonuTka
HanpasneHa Ha NPUBEYEHME 1 3aKpenieHne Ha
NPeaAnpUaTUSX OTpacan KeBannduuMpoOBaHHO-
ro ¥ 3aMHTEPECOBAHHOIO B paboTe nepcoHana.
Mo Mepe pasdsntna 6raHeca KoMnaHn CTPEMSTCA
obecneyrBaTb AOCTOVHbBIV YDOBEHb 3apaboTHOM
nnartel, NPefOCTaBNAOT PabOTHUKAM PAL COLMab-
HbIX FrapaHTWi, Cpeam KOTOPbIX — NPOrpaMMbl MeAN-
UMHCKOrO CTPaxoBaHus 1 KOMMNEKC MeANLMHCKIX
YCAYT, AOCTYNHbIX PAOOTHMKaM Ha NPEeAnpPUATISX,
YCNOBUA AN OTAbIXa PabOTHUKOB U YNEHOB 1X Ce-
MeW, BO3MOXHOCTX A/1A 3aHATUA CNOPTOM, NpPO-
rpamMmbl 00y4eHud 1 passutns. Bce komnaHum
yOensaioT CepbesHoe BHYMaHe BONpOcam OxXpaHsbl

TPyAa v NPOMbILLNIEHHOV 6e30MacHOCTK.

employers. The brewing industry is a relatively
stable one, and is subject to no major reshuffles.
Thanks to this, companies are not faced with
high employee turnover, and their staff and social
policies aim to attract and maintain qualified
personnel at the industry’s plants who demonstrate
an interest in their work. Proportionate to business
development, companies strive to ensure decent
wages and provide their employees with a number
of social guarantees, including medical insurance
plans and a range of on-site healthcare services,
as well as leisure opportunities for employees and
their families, sporting initiatives, and training and
development programmes. All companies pay
serious attention to the issue of industrial health
and safety.

Atthe same time a notable difference exists between
major corporations and brewers that fall into the
‘small” and sometimes ‘medium-size” business
categories. Given the abundance of competition
and a lack of support from regional and federal
authorities, not to mention market regulators, small

ABOUT THE THIRD BREWING INDUSTRY SOCIAL REPORT

B 10 Xe Bpema 3aMmeTHa pasHuLa Mexmay KpyrHbi-
MW KOMM@HVAMM 1 MYBOBAPHAMY, OTHOCSALLMMMICS
K Manomy un, ot4actu, cpegHemy 6usHecy. B yc-
NOBUSX BICOKOW KOHKYPEHUMUW 1 MPU OTCYTCTBUN
NOAAEPXKN CO CTOPOHBI pervoHansHbix 1 dene-
panbHbIX BNacTen, a Takxe perynaropoB pbiHka
Masible KoMnaHuy obnagatoT orpaHuYeHHbIMI BO3-
MOXHOCTAMM 7151 DA3BUTIS HE TONBbKO COLIMANbHbIX
nporpamMm, HO 11 B3Heca B LIENIOM.

[MprnopnTeTel BHYTPEHHEN COLMANbHOW NOANTU-
K HaxoOdaT oTpaxeHue 1 B 61aroTBOPUTENbHbBIX
nporpammMax KoOMnaHuii: BO BCEX PErvoHax, rae
paboTaloT UX NPeanpuaATUa, KOMNaHumM oKasbl-
BaIOT NOAAEPXKY OpraHusaumnam obpa3oBaHus,
300aBOOXPAHEHNS, KybTypbl 11 CropTa, NPOBO-
OAT cneuyanbHele MepONPUATUS 1 OPUTMHANTbHbIE
nporpammbl. CoumansHoe napTHEPCTBO C opra-
HaMu rocyoapCTBEHHOW BNacTu, BHMMATENbHOE
OTHOWEHWE K Npobnemam TepPPUTOPUIA, CTPEM-
NIEHNE cOenartb XU3Hb MOAEN NyYle — OCHOBO-
nonaraloumne NpUHUMNBLl peanmsaumm NoaoOHbIX
nporpamm.

OtyeT 661 HanpasneH NpeacTaBUTENIM 3aKOHO-
[ATENbHOM 1 UCMONHNTENBHOW BNacTu, NpPecchl,
[enoBeiM napTHepam, GuaHec-accoumaumsm,
npodcolodam, opraHusaumsam noTpebutenen
1 Apyrum LenesbiM ayanTopusim. Colo30M poCcuii-
CKMX MVBOBAPOB MOJTy4EHbI OT3bIBLI, OTPaxatoLLme
BMevatneHmne, KOTopoe NPOoK3BENN CoLMaibHble
nporpamMMbl MMBOBAPEHHbLIX KOMAAHWI.

«[1o3BOMLTE BbIPA3MTbL ONArofapHOCTL 3a npe-
[OCTaB/IEHHBI BTOPOW COUMANBHBIA OTYET M1NBO-
BapeHHoW otpacnn. JanHas nHbopMauns gBns-
eTCA UHTEPECHON 1 HeOOXOAMMOW ONA OUEHKM
MecTa OTEeYEeCTBEHHbBIX MMBOBAPEHHBIX KOMMa-
HUI Ha coBpeMeHHOM poliHke. Konnektns Cotosa

companies are limited in their scope for developing
not only social programmes, but their businesses
as awhole.

The internal social policy priorities of brewing
companies are reflected in their charity
programmes: in all regions where their plants
operate, companies support education, healthcare
and sport. In addition to this, they hold special
events and put innovation into practice. Social
partnership with state authorities, special attention
to local issues, and a desire to improve people’s
lives are the founding principles upon which these
programmes are fulfilled.

The Reportwas sentto representatives of legislative
and executive organs, the press, business
partners, business and consumer associations,
trade unions, and other specific groups. Feedback
was given on the impressions made by the
industry’s corporate social programmes and sent
to the Union.

‘I would like to express my gratitude for the Second
Brewing Industry Social Report provided. This
information is of interest and necessity if we are
to evaluate the place of responsible brewers on
the modern market. The Union collective has
undertaken an important task, informing the public
and state authorities of the progress and events
taking place in the industry.”

Vice Chairman of the State Duma
V. V. Zhirinovsky

“Thank you for the detailed and businesslike
Social Report addressed in my name. | have
studied the information it contains in great detail,
and the work done allows one to hope that the
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3aHVMAaeTCHa BaXHbIM OE10M, OTKPHITO MHDOPMU-
pys 06LLIECTBEHHOCTb 1 OPraHbl roCy1apCTBEHHO
B1IACTM O MPOLECccax W CoOObITUSAX, MPONCXOAALLIMX
B OTpacnu».

3amectntens npeacenarens
[ocynapctBeHHON dymbl
B.B. XvpuHoscknin

«bnaropapto Bac 3a 4enoBoi 1 o6CToATENbHbIN
COLLI/IaﬂbeM oT4HeT, Hal‘lpaBJ‘IeHHbIIZ B MOW an-
pec. CBe,D,eHVIﬂ, cofgepxauwnecqa B HeM, N3yHeHbl
MHOIO C AO0JIXHBIM BHMMaHMEM, npogenaHHad pa-
boTa no3songdeT Haaedtbed, 4To Colo3 poccuin-
CKVX NMMBOBApPOB 1 BNpeap OyaeT NepBbiM Cpeau
POCCUNCKMX KOMNaHWin B 061acTn coumanbHOM
OTBETCTBEHHOCTU».

3amectntens npeaceparens

KomuTeTa no NpvpoaHeiM pecypcam

1 NPUPOLONONL30BaHNIO [OCyaapcTBEHHOM ymbl
B.M. Tapaciok

Union of Russian Brewers will continue to lead
the way among Russian companies in social
responsibility.”

Vice Chairman of the Committee for Natural
Resources and Environmental Management
of the State Duma

V. M. Tarasiuk

The Third Social Report maintains a thematic
approach to analysing the work of companies in the
industry: this Report is dedicated first and foremost
to programmes of social partnership and charity in
the regions.

The First and Second documents have been
included in the National Register of Corporate
Non-financial Reports, administered by the Russian
Union of Industrialists and Entrepreneurs (RSPP).
In addition, the Second Report was presented
at a special event, Business in Practice (Delovoi
Praktikum), organised by RSPP, the Union of
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ABOUT THE THIRD BREWING INDUSTRY SOCIAL REPORT

B TpeTbem couvanbHOM OT4YeTE COXpaHaeTca Te-
MaTu4eckmnii NOAXOA K aHanu3y AeATENbHOCT KOM-
naHWuii OTpacnn: 3TOT OTHET NOCBALLEH B OONbLIEN
CTEMNEHN NporpaMmMmam CoLUManbHOro napTHepcTea
1 6NaroTBOPUTENBHOCTU B PEroHax.

[NepBbI 1 BTOPOW OTHETHI BKIOYEHbI B HaumoHasb-
HbIV PErMCTP KOPMOPaTNBHBIX HEPUHAHCOBBIX OT-
4ETOB, aOMVHNCTPUPYEMBI POCCUNCKM COI030M
NPOMBILNEHHVKOB 1 npeanpuHumareneit (PCIMM).
BTopoin oT4eT Obin Takke NpeacTaBneH Ha crne-
UManbHOM MepOonpUATAN — AEN0BOM NPaKTNKyMe,
KoTopbI Obin opraHmzosaH PCITM, Cotosom poc-
CUINCKNX MMBOBAPOB 1 AreHTCTBOM COLManbHOW
NHDOPMaLmn. B MeEpONpUATIM NPUHANM yHacTne
NpeacTaBUTEeNV OPraHoB rocy4apCTBEHHON BNac-
T, KOMMaHWn Opyrvix 0Tpacnen, 3KCnepTHbIe opra-
HU3auuy 1 npeacrasuten CMVI. Y4acTHUKYM Beipa-
31N 3aUHTEPECOBAHHOCTb METOAONOMMYECKUMN
nooxonamu, KoTopble NpUMEHANNCh NPy Noaro-
TOBKE OTHETA, 3HAYUTENbHLIV NHTEPEC BbI3BANN
couyanbHble NporpamMmMel MMBOBAPEHHbBIX KOMMNa-
HWIA, a0pecoBaHHbIE PAOOTHUKAM 1 PEMMOHAM.

Russian Brewers and the Social Information
Agency. The event’'s participants were sent from
state authorities and companies operating in other
industries, as well as specialist organisations and
the mass media. Those involved expressed an
interest in the methodological approaches taken
whilst preparing the Report, and significant interest
was shown in the social programmes of brewing
companies targeting staff and the regions.
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B 2006 roay Colo3 poOCCUNCKMX MMBOBapOB NpO-
nomxan paboTty No OCHOBHbIM HamnpaBeHNAM
OEeATeNnsHOCTU. [pexae BCero ato kacaetcs hop-
MUPOBaHNS CUCTEMbBI COUMANBHOO NapTHEPCTBA
Kak OLHOro 13 KoYeBbiX MGakToOpOB YCNEeWHOro
pPa3BUTUA NMBOBAPEHHOW OTpacin. B TedeHune
ropa Colo3 peannsoBan ABa yHUKaNbHbIX MO CBOEW
naoeonorun, oxeary, Gopmam 1 Metogam paboTsl
NpOeKTa: CoUManbHbI OTYET MUBOBAPEHHOM OT-
pacnn 1 NPoekT No NpefoTBPaLLEHNIO NPOLAXM
nvBa HECOBEPLUEHHONETHNM.

Pabota Coloda nogHanack Ha HoBbIV, KA4ECTBEHHO
6onee BbICOKMIA YPOBEHb B3aMMOAENCTBIMA C rOCY-
[apCTBOM 1 OBLLECTBOM, HArnaaHO NPOAEMOHC-
TpYpoBaB CNOCOOHOCTb KOMMAHWU K KOHCTPYK-
TVBHOMY OManory Ha KOHKYPEHTHbIX Mniollankax
B pamkax oTpacneBoro oobeauHeHus. B uensx pe-
anv3aumm OCHOBHbIX HanpaBneHu AedaTensHOCTH
Colo3a B CTPYKType opraHmnsaumimn GyHKUMOHNPYIOT
Komuceums no B3anMoaencTsmio ¢ opraHamy rocy-
napcteeHHor Bnacti, Komuceua no pabote ¢ 06-
LLecTBEeHHOCTLIO 1 CMW, KoMuceust no BHYTPUCO-
t03HOM paboTe, Komnccus no bioaxeTty, Kommceus
no aTvke, HarpagHas KOMUCCHS,

PykoBOACTBO OeATeNsHOCTRIO Col03a OCyLWEeCTBNA-
eT COBET, B KOTOPbI BXOAAT NPeaCTaBUTENN KOM-
naHuii — 4neHoB 0ObeaVHeHNa. 3a OTYeTHbIV ne-
PWOA COCTOSNOCH NATL 3acedaHu CoBeTa, B xo4e
KOTOPbIX 0OCYXAaIMCb TEHAEHUMI 3aKOHOAATENb-
HOro PerynnmpoBaHns OTpacau, NepcrnexkTuBHble
coumanbHble NPOeKThI, paclUMpPenne COTPYAHVYEC-
TBa C MEXAyHapOOHbIMM OPraHn3aumamMu.

In 2006 the Union of Russian Brewers continued
work in its central policy areas. First and foremost
this involved forging a system of social partnership
as the key to the brewing industry’s successful
development. Within the vyear, the Union
implemented two projects, unique in terms of their
ideology, coverage, format and approach: the
Brewing Industry Social Report and a project to
prevent beer sales to under-age consumers.

In its endeavours, the Union scaled new heights
by achieving an improved partnership with state
and society, clearly demonstrating the ability of
companies to engage in constructive dialogue
on a competitive playing field within a framework
of industry alliance. Commissions for Partnership
with State Authorities, for Public and Mass Media
Qutreach, for intra-Union Initiative, for the Budget,
for Ethics and Awards are all in full swing, and
aim to put the Union’s central policy areas into
practice.

The Union’s work is managed by a board made up
of representatives from the association's member
companies. Five board meetings were held within
the reporting period, with discussions covering
the legislative regulatory trends in the industry,
prospective social projects, and broadening
partnership with international organisations.
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VHOOPMALIA O COKO3E POCCUNCKUX MUBOBAPOB

BaxHenwee cogepxaHune paboTsl Colo3a — pas-
BUTME MEXaHM3MOB CamMOperynnmpoBaHua B NMBoO-
BapeHHoW oTpacau. KnioyeBbiM JOKYMEHTOM ABNA-
eTcs «Koaeke 4ecTn poCCUNCKUX NMMBOBapPOB».
Mo cocTtogHmio Ha koHel, 2006 ropa k Kogekcy
NPUCOEOVHNIVCE 74 NMBOBapPEHHbBIE KOMMAaHMU.

B 2006 rogy 6bin1 noAroToBNEHEl MONPaBKM K A0KY-
MEHTY, HEOOXOAMMOCTb KOTOPbLIX 06YCNOBNEHA N3ME-
HEHUAMW B 3aKOHOAATENBbHOM NONE, KOTOPLIE NPO-
n3onv ¢ MoMeHTa npnHaTus Koaekca B 2003 rogy.
B yacTHOCTW, B TEKCTE AOKYMEHTa M3MEHEHbI MO0~
XEHVS, PEryvpyloLIMe peknaMHylo AesTeNbHOCTb
1 NPOABVKEHME NMBOBAPEHHON NpoayKLUmu. Kpome
TOro, NPON3BOANUTENN NVIBA B PaMKax KOMMYHMKaLMN
C NoTpebuUTENsIMY NPOBOAAT PaboTy MO MOMNYISPU-
3auUMn yMEPEHHOro NoTpebneHrs Nvea 1 no Npeao-
TBPALLEHWIO Er0 YPE3MEPHOro NOTPEBNEHMIA.

B HoBoW pepakumn Kopgekc B Oonbluen cTenexHu
YYNTHIBAET OOLLECTBEHHBIE OXMOAHWA 1 (POPMYIIN-
PYET NPUHLMNBI, KOPPENVPYIOLLME C HUMK. Y4acT-
HUKM Kopekca He MCnofb3yloT B MPOV3BOACTBE
nMBa reHeTn4eckn MOAMGULIMPOBAHHOE ChIpbE,
B KOMMYHMKALMAX C NOTPEOUTENAMY NPUMEHSIOT
TOSIbKO OOCTOBEPHBIE PE3YNLTaThl HAYYHbBIX UCCe-
noBaHu. KomnaHmm Takke He 4onyckaioT B Npo-
Lecce NPOV3BOLACTBA NPOAYKTa HapyLLIEeHNA, Hera-
TUBHO BAMSAIOLLMX HA OKPYXAIOLLYIO CpEL.

[MpennoxeHusa no namerHeHnio Kogekca 4ectu
ObINV PaCCMOTPEHBI 1 OA0OPEHbI Ha 7-11 Becepoc-
CUNCKOW KOHMEPEHUMM NPOV3BOANTENENV MNBO-
0e3aNKoroflbHOM NPOAYKLMM, KOTOPasd COCTOANACH
B anpene 2007 ropa.

Developing self-regulatory mechanisms within the
brewing industry is one of the most important parts
of the Union’s work. The key document here is
the Russian Brewers’ Code of Honour. As the
situation stood at the end of 2006, the Code had
been adopted by 74 brewers in total.

In 2006, several amendments to the document
were prepared, necessitated by changes in
legislation since the Code was adopted in 2003. In
particular, alterations were made in the text to the
rules governing the advertisement and promotion
of alcoholic beverages. In addition, beer
producers, by communicating with their users, are
taking steps to promote sensible beer-drinking
habits and prevent excess consumption

The new version of the Code takes better account
of public expectations and formulates a number of
corresponding principles. In producing their beer,
adherents to the Code make no use of genetically
modified ingredients, and, in communicating with
the consumer, use only the demonstrable results
of scientific research. Companies also steer clear
of violations in the production process that have a
negative impact on the environment

The proposal to alter the Code was considered and
adopted at the Seventh All-Russian Conference
of Beer and Non-alcoholic Beverage Producers,
which took place in April 2007

In the future it is hoped that all market players will
be involved in the process of self-regulation, with
the Code in place as framework and all opinions

ABOUT THE UNION OF RUSSIAN BREWERS

HanbHeinlee passutie caMmoperyimpyembix Mexa-

HM3MOB B pamkax Kogekca npegnonaraet paBHOe
Y4acTVe 1 yHeT MHEeHM BCeX yHaCTHMKOB pbiHka. Colo3
POCCUINCKMX MMBOBAPOB Takke pPasBMBaET 1 pacLln-
PAET COTPYAHVYECTBO C MEXAYHaPOOHLIMI OpraHm-
3aLaMy ana obmeHa OMbITOM, Y4acTud B MoOabHbIX
NpPOLECccax 1 CBOEBPEMEHHOrO MHMOOPMUPOBaHA
POCCUMCKIX KOMMaHWUI O MPOUCXOAALLIMX U3MEHEHMAX
11 OTKDbIBAIOLLIMXCS! B CBSA3M C STVIM BO3BMOXHOCTSIX.

K uncny masHbix cobuituin 2006 ropa cnenyer oT-
HeCTV NpoBeeHe 6- Bcepoccuiickom KoHdpe-
PEeHLUM NporsBoaUTENEN NNMBO-0E3aIKOr0NbHOM
npoaykumy. B xope KoHpepeHuUmn y4acTHUKKU 06-
CyXaanv BONPOCHI, CBA3AHHbLIE C PENYIMPOBAHNEM
MVBOBAPEHHOWM OTPaCn, AEATENbHOCTbIO NMBOBA-
PEHHBIX KOMMaHWU B PEr1oHax, a Takxe akTyalbHble
HanpaBeHUss COTPYOHMYECTBA C OpraHamu peru-
OHa/TbHOW BNACTV U MECTHOIro camoynpaBieHus.
B paboTe koHQEpeHUMM NPUHSANN y4acTue npea-
CTaBUTENM MVHUCTEPCTB, OTPACNEBbIX MHCTUTYTOB,
a TaKke XypHaIMCTbl M 9KCNepThl OTpacau.

taken into account. The Union of Russian Brewers
is also improving and expanding the scope of its
joint initiatives with international organisations.
This will facilitate an exchange of experience
and participation in global processes, as well as
ensuring that Russian companies are kept up-
to-date on the latest developments and resulting
opportunities.

The Sixth All-Russian Conference of Beer
and Non-alcoholic Beverage Producers most
certainly stood out on the calendar as one of the
main events of 2006. Throughout the conference,
participants discussed brewing industry regulation
the work of brewers in the regions, and the latest
areas for partnership with regional authorities
and local government. The conference attracted
participants from ministries and industry bodies,
as well as journalists and industry experts.
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VHOOPMALIA O COKO3E POCCUNCKUX MUBOBAPOB

B 2006 roay Coto3 opran1soBas paa, MepOnpUsSTUA,
HanpaBfeHHbIX Ha NOAAEPXKY Manoro 1 CpeaHero
NUBOBaPEHVIA: HaNPUMeEp, 019 Mabix NMBOBapEH
OblN OpraH1M30BaH CeMUHap, NOCBALLEHHBIV BHEAPEe-
HUIO CUCTEMbI MEHEXKMEHTA Ka4ecTBa W NpakTvike
paspeLleHst COPOB B CHEepe AOrOBOPHOTO Npasa.

B cdepy BHUMaHns Colo3a 3a OTHETHbI NEepUoA,
BXOAMM TakxXe BOMPOChHI, CBA3AHHLIE C yTUAM3aLM-
en ynakoekn. Bo BcemM Munpe mMepbl, KOTopble nNpes-
NPUHAMAIOT NMBOBAaPbI MO YTUAM3ALUMN YNaKOBKM,
CYUTAIOTCA 3HAYNMBIM UHOMKATOPOM OTBETCTBEHHO-
rO OTHOLLEHNS KOMMAAHWIA K NOCNEACTBUAM Pacnpo-
CTPaHeHVA CBOEW NpoayKumu. B TO xe Bpems aTa
[EATENBHOCTL B3aMMOCBA3aHa ¢ 00LWMM COCTOA-
HMEM PbIHKa NepepaboTK/ BTOPUYHBIX MaTepranos
B CTPAHE 1 CTENEeHbIO BHEAPEHNS KyNbTyPbl MOBTOP-
HOIO MCMONb30BaHNA MaTePUaoB B MPOMbILLNIEHHbBIE
LIeMNoYKK NPOn3BOACTBa TOBAPOB. B Poccun atn npo-
LECChl MOKa He Momy4nv A0MKHOro passutrg. Colo3
POCCUICKVX MMBOBAPOB CYUTAET CBOEBPEMEHHOWN
3ana4y NPOOBWXEHMA OTPAC/ B 3TOM HaNpPaBNeHnu.

Baanmopgencrene ¢ opraHaMmuy rocynapcTBeH-
HOW BNacTV ABNAETCS KNIOYEBLIM HanpasaeHem
neatensHocTy Cotosa. B 2006 roay BaxHenwmnm

In 2006 the Union organised a number of
initiatives aimed at supporting small and medium-
size breweries. Examples included a seminar for
small enterprises focusing on the introduction of a
quality management system and the procedure for
settling disputes in contract law.

Within the reporting period the Union also paid
particular attention to packaging and recycling.
Brewers that recycle their packaging are perceived
throughout the world as having a responsible
attitude to the impact of their products. At the
same time, work in this area is directly linked to the
overall situation on the country’s recycled materials
market and the extent to which a recycling
culture is present along industry production lines.
Unfortunately, in Russia, these prerequisites are
not yet in force to the necessary extent. The Union
of Russian Brewers believes that it is about time to
move the industry forward in this direction.

One of the Union'’s key policies is to work with state
authorities. One of the main tasks for 2006 was to
work out a strategy and a tactical business approach

ABOUT THE UNION OF RUSSIAN BREWERS

HanpaseHveM paboThl CTano onpeaeneHve cTpa-

TErun 1 TakTVkK festensHocT Coto3a B YCIoBMsX
YXXECTOYeHMs 3aKOoHOAATeIbHbIX YCIOBMA NPOn3-
BOACTBA 1 060pOTa NVMBOBAPEHHOW MPOAYKLIAN.
Havbonee cyllecTBeHHbIMY AN PasBUTUA OTpac-
N CcTann BOMPOCHI PErynnpoBaHuns poO3HUYHOM
npojaxu 1 notpebneHvs nuea, peknambl 1 npo-
[IBVIXEHWS MMBOBAPEHHOW MPOJYKLMM, BONPOCHI
TEXHNYECKOro PEeryNMpoBaHus 1 HanoroBoli, B TOM
4ncne akumMsHoW, NoAUTUKK. AKUM3Has NOANTIKA,
NPOBOAMMAas roCyAapCTBOM B OTHOLLEHWN NBOBa-
PEHHOW VHAYCTPUM, ABASETCA OAHMM U3 OCHOBHbIX
CAEPXMBAIOLLX (DaKTOPOB Pa3BUTIS OTPACN.

Pykosoacteo Cotosa npuaaet 60Mbloe 3Ha4YeHe
noanepXxaHuio NOCTOSHHOIO Amanora ¢ Komure-
ToM [ocynapcTBeHHon dymbl PD no 6ioaxeTy n Ha-
noram, a Takxe [10AKOMUTETOM MO HaNoroBOMY
3akoHoAaTenbCTBy. B CTpyKType focynapCcTBeHHOM
Aymbl co3paHa cneuyansHas pabodas rpynna no
akuysam, B KOTopylo BxoaaT npeactasureny Co-
032 POCCUINCKNX NPOU3BOAUTENEN NMBO-6e3an-
KOroAbHOW NPOAYKUMM, AN KOOPANHALLAN YCUUI
1 BbIPAOOTKM B3BELLEHHbBIX PELLEHNI.

for the Union within the context of the tougher
legislation with respect to sales and production
of beer-based beverages. The regulation of beer
sales and consumption, as well as advertising
and promotion, have become the most significant
factors which affect the industry’s development,
not to mention technical regulation and tax policy,
including the excise policy. The excise policy
approved by the government with regard to brewing
companies constitutes one of the main obstacles
which prevent industry development.

The Union’s leadership is eager to support a lasting
dialogue with the Budget and Tax Committee of the
Russian State Duma, as well as the Subcommittee
on Tax Legislation. A special working group on
excise duties has been set up within the State
Duma, with the aim of coordinating efforts and
producing balanced solutions. Members of
the group include representatives of the Union
of Russian Beer and Non-alcoholic Beverage
Producers
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2 HOOPMALIVS O COKO3E POCCUNCKIX MMBOBAPOB

Mpeacrasuteny Colo3a Takxe NpUHUMaNn yyac-
TMe B paboTe KOHCYNbTaTMBHO-COBELATENbHbIX
CTPYKTYP PelepasibHbIX OpraHoB roCcyAapCTBEHHOM
Bnactv: CoBeTa no noaaepkke Manoro 1 cpeaHero
npennpuHiMarensctea npu Mpeacenarene Coseta
denepauyn, SKCNEPTHOrO CoBETa MO HAOrOBOMY
3akoHopatenscTBy Npu Komurete [ocynapcTBEHHON
Jymbl no 6ioaxeTy v Hanoram; Pabodeit rpynnel No
akumsHow nonntrke npu Komutete [0CynapcTBEH-
How ymbl No BI0AXETY 1 Hanoram; Paboyen rpynnbl
no peknaMHOMY 3aKOHOAATENLCTBY Npn KomuTeTe
[ocynapcTBeHHOM dyMbl MO 3KOHOMWYECKOW MNOANUT-
Ke, NPEANPUHAMATENBCTBY W TYyPU3MY; SKCMNEPTHOro
coBeTa no arponpoaOBOSIbCTBEHHBIM PbIHKaM Mpwu
Komuntete [ocyoapctBeHHon [dymbl MO arpapHbiM
BOMpocam; ToproBO-9KOHOMMNYECKOro coBeTa npu
MWHNCTEPCTBE 3KOHOMUYECKOrO PasBUTUS 1 TOP-
rosnn P®; O6LIECTBEHHOMO COBETA MO TeXHUYECKO-
MYy perynmpoBaHuio npy MmHnpomaHepro PO.

Ha atanax NoaroToBky NPOEKTOB denepanbHbIX
3aKOHOB, 3aTparvBailolx pas3BUTME OTpaciun,
npeactasuteny Cotosa NpuHMManu ydacTie B 3a-
cefaHnax NpodubHbIX KOMUTETOB nanat Pene-
panbHoro CobpaHua Pd.

dopmupoBaHue
rocygapCTBeHHOM
ariKorosibHOW MOJSINTUKU

Co103 POCCUINCKMX MMBOBAPOB ABMASIETCS OAHUM U3
NHVLIMATOPOB paspaboTki KOHLENLUMIA rocyaapcT-
BEHHOW ankoronbHOW MOAUTUKN. YMEHbLUIEHNE
noTpebneHns KPenkoro ankorons 1 cypporartos,
CcOo3aHue yCnoBuii Ans nepexofa K notpebneHnio
€cnaboankoronbHeIX HAMMUTKOB — KIIIOYEBbLIE MPUH-
uMnel aTon naewn. MNpeactasutens npoeubHbIX

Union representatives have also participated in the
work of advisory bodies to the federal authorities:
the Council to Support Small and Medium-
size Entrepreneurship under the President of
the Federal Council; the Expert Council for Tax
Legislation under the Budget and Tax Committee
of the Russian State Duma; the Working Group on
Excise Policy under the Budget and Tax Committee
of the Russian State Duma; the Working Group
on Advertising Legislation under the State Duma
Economic Policy, Entrepreneurship and Tourism
Committee; the Expert Council on Agriculture and
Food Markets under the State Duma Committee
on Agriculture; the Trade and Economy Council
under the Russian Ministry of Economic Trade and
Development, and the Public Council on Technical
Regulation under the Russian Energy Ministry.

At the preparatory stage of draft federal laws
affecting the industry’s development, Union
representatives have been involved in meetings
of the profile committees of both chambers of the
Russian Federal Assembly.

Shaping a state
alcohol policy

The Union of Russian Brewers is among those
who initiated the creation of a state alcohol policy
concept. The key principles governing this idea
are to reduce consumption of highly intoxicating
products, as well as alcohol surrogates, and put
the conditions in place for a transition to those
with a lower alcohol content. Representatives from
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denepanbHbIX BEOOMCTB TakkKe HeOOHOKPATHO 3a-
ABNANN O HEOOXOANMOCTY MPUHATIAS KOHUENUMN.

18 masa 2006 roga B Mockse coctosinach Bcepoc-
cuninckas KoHpepeHuma «KoHuenumst ankoronsHoM
nonnTrkn Poccumn: npobnemsl ahdekTMBHOro ro-
CyAapCTBEHHOIO PerynMpoBanua». B Her npuHsanm
ydjactve npeactasmtenn denepanbHbix opraHos
rOCyAapCTBEHHOW BNACTK, HAy4yHOro 1 MeauUMH-
CKOro COOOLLECTB, NpeacTaBnTeny poiHka cnabo-
ANKOrOMbHbIX 1 aNKOrONbHBIX HAMUTKOB. Y4aCTHUKN
KOH®EepeHUM 0OMEHANNCH MHEHUSIMY O TOM, Ka-
KOBbl BO3MOXHbIE MOAXOAbl K PELWEHWIO 3TOM 3a-
[aqu ¢ y4eToM MexayHapoAHOro oneita (B psae
CTpaH VMEeETCs Kak HeraTuBHbIN, Tak 1 NO3UTVBHbIN
OMbIT NPUHATIASA TAKOW KOHLEMLN).

MexayHapoaHoe
COTPYOHNYECTBO

B 2006 roay Col03 pOCCUIACKKX NMBOBAPOB CTas
4n1eHoM MupoBOro NMMBOBAPEHHOIO anbsHca
(Worldwide Brewing Alliance). AnbaHC 0ObeanHseT
NMBOBAapEHHbIE accouyaumm ABctpannm, KaHaasl,
EBponbl, AnoHnn, Hoeow 3enaHauu, JlaTHCKON
Ameprikm 1 CLLA, Ha A0No YNeHOB KOTOPbIX MPYIXO-
auTca ceblille 60% nNpon3BOAMMOro B MUpE nviea.
Llenb anbsiHca — GopMupoBaHme coumanbHo OT-
BETCTBEHHOW NMOAUTVKM NMBOBAPEHHOIO OM3Heca,
B3AMMOAENCTBUE C 3aMHTEPECOBAHHBIMU LENEBbI-
MW ayAnTOPMAMM BO BCEX cdhepax AesTeNbHOCTH,
MMEIOLLINX OTHOLLIEHME K MMBOBAPEHHOM MHOYCTPUN.

18—19 okta6pa 2006 ropa B Konexrarexe (daHus)
cocTosnach KoHdepeHuMa MrpoBOro NMBOBapeH-
HOro anbsiHca. B paboTte KoOHdepeHUMY NPpUHSIN
ydactne npeactasutenn Cotosa POCCUNCKMX M-
BOBAPOB. Y4aCTHWKM KOHGEpeHUn o6Ccyamnm Wm-

specialist federal departments have announced
the need to adopt this sort of concept on numerous
occasions.

On 18th May 2006, a Russia-wide conference took
place under the name An Alcohol Policy Concept
for Russia: Problems of Effective State Regulation.
The event attracted representatives from federal
authorities, as well as the scientific and medical
communities, and producers of low-alcohol and
alcoholic beverages. Those who participated in
the Conference exchanged opinions on possible
approaches to this issue, taking due account of
experience from around the world (countries have
had both negative and positive experiences in
adopting this sort of concept).

International partnership

In 2006 the Union of Russian Brewers joined the
Worldwide Brewing Alliance. The Alliance brings
together brewers’ associations from Australia,
Canada, Europe, Japan, New Zealand, Latin
America and the United States, with members
producing 60% of the world’s beer. The aim of the
Alliance is to forge socially responsible policies for
those involved in the brewing industry, as well as to
promote mutual cooperation with affected target
groups in all related areas.

Between 18th and 19th October 2006,
Copenhagen (Denmark) played host to the
Conference of the Worldwide Brewing Alliance.
Representatives of the Russian Union of Brewers
were among those who contributed to the event.
Conference participants discussed a wide range of
issues surrounding the promotion of contact with
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2 VHOOPMALIVS O COKO3E POCCUMNCKIX MMBOBAPOB

POKMI CNEKTP BOMPOCOB, CBS3AHHbLIX C PA3BUTUEM
OTHOLWIEHWI C rOCYAAPCTBEHHBIMW 1 OOLLIECTBEH-
HBIM MHCTUTYTaMK, peanv3aumen nporpamm co-
LUManbHOM OTBETCTBEHHOCTW. YyacTue B AaHHOM
MEepoNpUATUM CTano O4epeaHbIM WaroM paboTel
Col03a, HanpaBeHHOM Ha CONMXEHVE C MUPOBBLIM
NMMBOBaPEHHBIM COOOLLIECTBOM.

[leaTenbHOCTb B 06n1actu
counanbHoOn peknambl

OTaenbHbIM HanpaeneHemM passutins paboTsl Co-
i03a ABNAETCA counansHas peknama. Tak, 19 ae-
kabpa 2006 ropa npeactasuteny Cotosa NpUHSav
y4actne B paboTe «kpyroro crona» «O coBep-
LLIEHCTBOBaHNM 3aKOHOAATENBHOMO PErynmpoBaHus
couyanbHOW peknambl», OpPraHn3oBaHHoOro Komm-
Tetom [ocaymel P no oxpaHe 300poBbs. [pea-
ctasutenn Cologda B xoAe 3acefaHusa BelCTynuan
C VHGOpMaumen 0 peann3oBaHHbIX MPOeKTax Co-
LanbHOM peknamel 1 naaHax KOMMnaHuii — 4ieHoB
0b6beauHeHns Ha 2007 rop,

O6LecTBEHHO 3Ha4YMMbIe
NHULMATUBSI

B 2006 roay npogomkanach peannsawms BaxHen-
wewn couyanbHOW nHuumaTtnesel Cosa — akumm
«[locne 18», HanpaBnNeHHOW Ha NpenoTBpaLleHe
npoaaxun nvBa HeCoBEPWEHHONETHUM. [MpoekT
peannayetcd Col030M, MMBOBAPEHHBIMY KOMNa-
HUsMK — dneHamn Cotosa U PO3HUYHBIMU CeTs-
MU, Toprylowmmm nuBoM, ¢ 2005 ropa. B pamkax
MHUMATVBEI pa3paboTaH 3Hak-CTukep «Ipoaaxa
nMBa HECOBEPLUEHHONETHNM 3anpeLleHa». Pasmve-
LLIeHME Takoro 3Haka — 406p0BObHASA MHMUMATBA
MMBOBAPEHHbBIX KOMAAHWA U X OENOBbIX NapTHe-

state and public bodies, and the implementation of
social responsibility programmes. By participating
in this event, the Union took a step forward in
forging closer relations with the world brewing
community.

Steps in social responsible

An additional policy area for the Union is
social responsible. With this in mind, Union
representatives took part in a round table
discussion organised by the Russian State Duma
Committee on Health Protection, held on 19th
December 2006. The theme was Improving the
legislative regulation of social responsible. As part
of the meeting, Union reps presented the social
responsible projects already in place and the plans
of association member companies for 2007.

Taking social initiative

In 2006 work continued on the Union's After 18
initiative — a project of great social significance,
aimed at preventing beer sales to under-age
persons. The project, launched in 2005, is
gathering momentum thanks to the Union, its
member brewers and beer-selling retail chains.
As part of the initiative a special adhesive sign
has been developed, with the warning: “Sales of
beer to persons under age are forbidden”. The
sign is displayed on a voluntary basis by brewing
companies and their business partners: this is not
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pOB: denepanbHoe 3akoHOAATENbCTBO He TpedyeT
3TOro OT NMBOBAPOB. [peseHTaLms 3Haka CoCTos -
nacb B xoae npecc-koHdepeHumn 6 despang 2006
roga, B KOTOPOW NPUHANM ydacTie pykoBoauTenm
KoMnaHu — 4neHoB Coio3a.

Coto3oMm 6bina opraHnsoBaHa paboTa No pacnpo-
CTpaHeHuIo 3Haka-CTuKepa BO BCEX CyObekTax
Poccuinckon @egepaunn. B HeM npuHanu ydactue
BCE BeAyLIMEe y4aCTHUKN MMBOBAPEHHOIO PbiHKA.
Ha nepBom aTane akumy pacnpoCcTpaHeHO OKOMO
500 ThIC. CTVKEePOB B 373 ThiC. PO3HUYHbLIX TOPro-
BbIX TOYEK M0 BCEW CTPaHe.

B uvHMumatMBe NPUHUMAIOT y4acTue BCe Kpyn-
Hble KOMMNaHuK1 (C 0O0beMOM BbiNycka nuea 6onee
10 mnH pnan B roa), 6onee NoNoBMHLI CPEAHMX KOM-
naHnin (¢ obbemom Bbinycka nrea ot 1 40 10 MH
nan B roa) v okono 20% mManbix KOMAaHnin, Npous-
BOAALIVX MeHee 1 MH Aan B rof.

B peknamHbIx 1 MapKeTUHIOBbIX akLIMSX MCNONb3YIOT
3Hak «[Mpopaxa n1Ba HeCOBEPLLEHHONETHIM 3anpe-
LeHa» BCe KOMMaHuK, y4acTByIOLLME B VHULIMATUBE
Coloza poccuinickmx nMBoBapoB. B paboTe ¢ po3HMY-
HOW CeTbtO 3TOT 3HaK MCMONB3YIOT 77 % KOMMIaHWiA.

B koHue 2006 roga craptoBan BTOPOW 3Tan, B XoAe
KOTOPOro A0NXHO ObiTh pacnpocTtpaHeHo 500 TbiC.
3HaKOB.

Mpumep M3 NpaKTUKU KPYMnHoOu KOMNaHNn

B 2006 ropy npoBefeHbl COBMECTHbIE pPeyi—
bl MO PacrpoCTPaHEHWIO CTUKEPOB C y4acTu—
eM npeacTaBuTeneli KoMnaHuu, peruoHanbHbIX
CMU v 06LyecTBEHHbIX MOMOAEXHbIX opra-—
Hu3aymi B PoctoBe—Ha-/[JoHy, Hosocnbup—
cke u XabapoBcke. XKypHanucTbl packien—

required of brewers by federal legislation. On 6th
February 2006 the sign was presented at a press
conference, whose participants included Union
company managers.

Furthermore, the Union has worked hard to
distribute the sign to all federal subjects of
Russia. This work has brought together all
leading players on the brewing market. Phase
one of the initiative saw the distribution of around
500,000 stickers to around 373,000 points of
sale nationwide.

The initiative involves all major companies (with an
output of more than 10 million decalitres per year),
more than a half of all medium-size companies
(with an output of between 1 and 10 million
decalitres per year) and approximately 20% of all
small companies, producing less than 1 million
decalitres per year.

The sign “Sales of beer to persons under age
are forbidden” is displayed by all companies
participating in the Russian Union of Brewers
initiative, as part of their advertising and
promotional activities. The sign is used by 77% of
companies in their work with retail chains.

The end of 2006 saw the launch of phase two,
which is to include the distribution of a further
500,000 stickers.

Responsibility in practice at a major company
In 2006, a sticker distribution campaign saw
company representatives, the regional mass
media and public youth organisations come
together in Rostov—-on-Don, Novosibirsk and
Khabarovsk. Journalists put up stickers and
spoke to the staff and customers of retail outlets,
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Basin Ctrkepbl v obLyanuce ¢ noceTuTensiMm
M,OaéOTHMKaMM TOProBbIX TOYeK, HarloMuHasin
O cyLjecTByroLnX 3ariperax Ha rnpogaxy rnmea
HeCOBepPLLUeHHOTeTHVIM.

TMpumep M3 NpaKTUKN KPYNHON KOMNaHun

B po3Hu4HbIX ceTax pacrnpocTtpaHeHo 20 Tbic.
CTUKEPOB TO/ILKO B pamkKax y4acTus Komna-—
HuM B nHUymatmee Coto3a nmBoBapoB. Komna-—
HUS Takxe JOoOPOBONIbLHO BK/TIOYAET n3obpaxe—
HUWEe 3HaKa B CBOW PeKIaMHbIe 1 MapKeTUHIOBble
KOMMYyHVKaumm1, HarnpasneHHble Ha MpoaasLoB
MMBOBaPEHHOV MPOAYKLIMA 1 MOTPEOUTENEH.

Cpean Hanbonee MHTEPECHbBIX akumi, B KOTOPbIX
MNCMNONb30BaNCH CTVKEP, — Bonblon MOCKOBCKUIA
decTnBanb N1Ba, pPernoHaibHele 1 ropoackme
npasaHviku.

Peanusauya npoekta nogaepxmnsaerca deae-
panbHbIMK OpraHamy rocygapcTBEHHONM BNaCTU.
B vactHocTn, PAC PD pacueHmBaeT akumio no
PacnPOCTPaHEHMIO 3HaKa Kak CoLManbHYiO pekna-
MY, HanpaBieHHYIO Ha NpeaoTBpaLleHme Npoaaxm
nvBa HECOBEPLIEHHONETHIM.

Tak kak mporpaMma MMeeT MacLLTabHble A0NrOCPOY-
Hble LIeN — M3MEHEHME KyNbTypbl MoTpebeHys nrea,
oTKa3 oT ynotpebneHusa nea NnogpocTkamMu, ee pea-
nn3auns paccumTaHa 1 Ha NocnenyioLme rofpl.

Pa3BuTne KopnopaTtuBHoOM
KYJIbTYpPbl

OPPEKTNBHBIM MHCTPYMEHTOM paboTel Cotsa
no GOpPMUPOBaHMIO OTPAaCIEBOW KOPNOPATUBHOW
KynbTypbl BASETCA HarpagHas AeaTeNlbHOCTb
obbeavHeHnsa. B pamkax 6-11 Bcepoccuiickon

reminding them of the existing ban on beer sales
fo under—age persons.

Responsibility in practice at a major company
Twenty thousand stickers have been sent to retail
outlets as part of the company’s participation
in the Union of Brewers initiative alone. The
company also chooses to include the sign in
its adverts and promotional materials, targeting
product vendors and consumers.

The most interesting events to include use of the
sticker have been the Great Moscow Beer Festival,
as well as regional and city celebrations.

The project is supported by the federal authorities.
In particular, the Russian Federal Communications
Agency has classified the sticker distribution
campaign as a form of social advertising, aimed at
preventing beer sales to under-age consumers.

Because changing the face of beer-drinking
culture and preventing beer consumption among
young teenagers are large-scale and long-term
aims, work on the project will continue for years to
come.

Promoting a corporate
environment

The association’s awards are an effective way for
the Union to shape a corporate culture within the
industry. The 6th All-Russian Conference included
the 3d Awards Ceremony for Best Industry Experts
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KOH®bepeHuMn coctoanacek 3-a TOPXECTBEHHas
UEepPEeMOHNA HarpaxaeHns nyywmnx NpeanpuaTm
1 CReumuancToB OTPacv, B XOAE KOTOPOW BhicLast
obllecoio3Han Harpaga «3a pasButne nMBo-6es-
aKOronbHOWM oTpacnu Poccunn «AHTapHas sBe3na»
Oblna NpUcyxaeHa WecTn KOMIaHUaM, OpAEHOM
«3a 3acnyrv B pa3suTuv NMBOBAPEHHOM OTPaCIn»
HarpaxaeHsl WeCTb PyKOBOAUTENEW KOMMNaHWN.
Mepnans «Jly4wmin cneunanict NMBOBAPEHHON OT-
pacnu» BpydyeHa AeBaTHaauati cneuvanuctam.
B oT4eTHbI Neprof, 6binn Takke paspaboTanbl ABe
HOBble Harpaabl — [Mo4yeTHas rpamoTa 1 3BaHne
«[To4eTHBIV PabOTHKK MMBOBAPEHHOW OTPACN».

B 2006 roay npoBedeH o4epeaHo KOHKYPC Ha
nydywiee KOpnopaTuBHOE M3AaHue N1BoOBa-
peHHoW oTpaciv. KOHKYpC NpOBOAMTCS B LLENSAX
CTUMYSIMPOBAHMS Pa3BUTMA KoprnopatneHeix CMV
NPEANnPUATAA, YKPENNEHUs BHYTPUOTPACEBbIX
KOMMYHMKaLWMIA, COAENCTBMA GOPMUPOBAHMIO KOP-
NOPaTVBHON KyNLTYPbI HA NPEanpPUATUAX OTPaCV.

HarpaxaeHne npnsepos KOHKypca COCTOSI0Ch
B Hadane 2007 roga.

and Enterprises. As part of the ceremony, six
companies received the Supreme All-Union Award,
the Amber Star, “For development of Russia’s beer
and non-alcoholic drinks industry”, whilst the Order
“For services to the development of the brewing
industry” was awarded to six company managers.
The medal for “Best brewing industry expert” was
given to nineteen specialists. The reporting period
has also seen the creation of two new awards —
a Certificate of Honour and the title “Honoured
employee of the brewing industry”.

The year 2006 saw the latest industry-
wide competition for the best corporate
publication. The aim of the competition
is to stimulate the development of on-site
corporate mass media, strengthen intra-industry
communications, and bring people together in
a bid to create a corporate culture at industry
enterprises. The winners of the competition were
announced at the start of 2007.
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The brewing industry in 2006: business results
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MAIN MARKET TRENDS

CONTRIBUTORS TO THE REPORT

Mo naHHbIM PeaepanbHOro areHTCTBa rocyaapcT-
BEHHOW CTaTUCTUKWU, AMHamKkKa Npon3BOACTBa
nnea B 2006 rogy coctasuna 9,8% — Takon pe-
3ynbTaT NPeB30LWen OXnaaHns aKCnepToB oTpac-
N1, KOTOPbLIE NPOrHO3MPOBANN CHUXEHME TEMNOB
npupoCcTa NPOV3BOACTBA HANUTKA NO CPaBHEHMIO
C npenbliaylwMM nepruoaom. [MmaBHOM NPUHKHOM
NO3UTVBHOW AMHAMWUKN NMUBOBAPEHHOIO PbiHKA
ABNAOTCA MakpoakoHoMuMYeckme daktopbl. O6-
LMK 3KOHOMUYECKMI pocT B Poccu o6ycnosneH
PaCTYLIMM BHYTPEHHUM NOTPEONEHNEM, KOTOPOE,
B CBOIO 04epedb, CTUMYINPOBANOCh POCTOM [O0-
XOA0B Hacenernus. YBenudeHne AOXOO0B Hace-
NeHns, Kak Npasuno, cnocobCTBYET CTPYKTYPHbLIM
N3MEHEHNSAM B NOTPEOUTENBCKUX NPEANOHTEHUAX:
nNoTPEbUTENN HaYMHAIOT OPUEHTNPOBATLCA Ha OO-
Nnee Ka4eCTBEHHbIE TOBapbl. Ha ankoronbHOM pPbiH-
Ke aTa TeHAEHUMS NPOSBASETCA B BUAE CHUXKEHNS
NPOAaX KPENKOro afkorons B NOMb3Y HATYpaNlbHO-
rO BMHa 1 NvBa, TO €CTb CPaBHUTENLHO Oonee A0-
POrMX KaTeropuii B nepecyeTe Ha OAWH TP Ync-
TOro cnvpTa.

Ha pblHke nrBoBapeHHo npoaykumn B 2006 roay
npoaoAXanm pacTv Npoaaxinm NUUEH3UOHHOIO
nvBa, YTO, MO MHEHWIO aHaIUTUKOB, 0OBbACHAETCA
0COBEHHOCTSIMIN MOoAENV NOTPEOUTENBCKOIO NOBe-
NeHvs. Takke OTMeYeH POCT B CerMeHTe AeLeBOro
nvBa. MNpv 3TOM 0TMeYaeTcsa NageHue NonynspPHOC-
T NBa CpeaHeLeHOBOro CerMeHTa (B 4eTBepTOM
keapTtane 2006 roga NoO CpaBHEHWMIO C aHanory-
HbIM NEePUOAOM NPeablayLero roga Aona cpeaHe-
LUEHOBOro Nnea nNo 06bemMy Npoaax cokparmnach
Ha 1,1% u cocTtasuna 50,6% oT obuiero notTpeb-
neHus). YTo KacaeTca pbiHKa yNnakoBKW 1 BAUSIHKA

According to data from the Federal Agency of
State Statistics, growth in beer production for
2006 reached 9.8%. This result exceeded the
expectations of industry experts, who had predicted
a drop in growth rates for the beverage since the last
period. The main causes of this positive dynamic on
the brewing market were macroeconomic. Overall
economic growth in the Russian Federation was
brought on by growing domestic consumption,
itself stimulated by an increase in personal income.
Growth in personal income usually changes the
structure of consumer preferences, i.e. users
begin to orient themselves towards higher-quality
products. On the alcoholic beverages market this
trend is reflected by a reduction in “*hard” alcohol
sales and increased sales of natural wine and beer
products. In otherwords, more expensive categories
when compared to one litre of neat spirit.

The year 2006 saw a continued increase on
the beer market in sales of licensed products,
which, according to analysts, can be explained by
consumer behaviour patterns. There is also anoted
increase in the share of cheaper beers. This is
accompanied by a decrease in popularity for the
medium-price segment. Medium-price beer sales
in the fourth quarter of 2006 had dropped by 1.1%
to 50.6% of total consumption since the same
period in 2005. In terms of the packaging market
and the effect this has on beverage sales growth,
bottled beers continue to lead on the Russian
market, with a market share of 41% in 2006,
although recent beer sales with this packaging
have experienced a slight drop. The share of
aluminium packaging remains constant at no more
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PESVYJIbTATbI 3KOHOMWYECKOW OEATENBHOCTM MBOBAPEHHOW OTPACIIV B 2006 FOY

9TOro akropa Ha poCT NPoAax HanuTtka, TO Ha
POCCUINCKOM PbIHKE NIMAEPCTBO NO-NPEXHEMY NpWi-
Haonexut ByTeinoyHoMy nuey (8 2006 rogy ero oona
coctasuna 41%), xoTs B NOCNeaHee Bpems npoaa-
XM NuBa B 3TOM BUAE YNaKOBKM HECKOMBKO yrnann.
Jlona anoMUHNEBOW yNakoBKM Noka COCTaBAAET
He bonee 13-14%, ocTaBllancs 4acTb NPOAYKLLIAN
npuxoanTcs Ha M3 T-ynakoBky.

B aKCnepTHbIX MPOrHO3ax PasBuUTUS OTPaCcK OTMe-
4aeTcs, YTO yCrnex KaxaoW komnaHumn 6ynet 3aBu-
CeTb OT TOro, HACKObKO NpaBuibHO GyaeT BeiGpa-
Ha MapKkeTMHroBas cTparerna. POCCUMCKUIA PLIHOK
0CTaeTCst 40CTaTO4HO HOBATOPCKMM: NOTPEeOUTEN
XMBO OTKIVKAIOTCS Ha HOBbIE COPTa M MHHOBALM
B YNakoBKe, HTO 06EeCMeYVBaET AOCTATOHHO BbICOKMIA
ypOBeHb NPOGHbIX 3aKyMOK Ha 3Tane 3anycka MapKu,
O/IHAaKO A0NrOCPOYHbIN YCNex NpoayKTa 3aB1UCUT OT
Ka4yecTBa HanwTka v ero NpaBuIbHOO NMO3ULIMOHN-
pOBaHus. NPOrHO3MPyeTCs POCT KOMMHECTBA HOBbIX
MapoK B IMLEH3MOHHOM CErMEHTE, a Takke B cer-

MEHTE «OMCKOHT», rae pocT ByayT obecneyrBarb

than 13-14%, with the remainder falling under the
PET category.

In their industry development forecasts experts
note that any company’s success will depend on
the choice of an appropriate marketing strategy.
The Russian market remains one of considerable
innovation: consumers actively respond to new
brands and innovations in packaging, and this
ensures a relatively high level of “test buys”
when a product is new to the market. Long term
success, however, depends on beverage quality
and a product’s successful positioning. A growth
is predicted in new brands on the licensed market,
as well as in the “discount” segment, where growth
will be provided by larger packaging formats. At
the same time, experts note that consumers are
less receptive to unusual brands than a variety of
traditional ones.

Given tough restrictions on advertising,
packaging is becoming one of the main methods

THE BREWING INDUSTRY IN 2006: BUSINESS RESULTS

6onblune popmarsl ynakosku. [pu aTom akcnepTa-
MV OTMEYaETCS, HTO K HEOOBIYHBIM CopTam NoTpetn-
TenV MeHee BOCIPUVIMHIBHI, YEM K PA3HOBAHOCTSIM
TPAANLMOHHbBIX.

B ycnoBusx xecTkoro orpaHuiyeHua peknamHbix
KOMMYHMKaLIMIA ynakoBka CTaHOBUTCS OAHVM K3
OCHOBHbIX KaHa08B, C MOMOLLbIO KOTOPOro Npon3-
BOOMTENV HaNMTKa MOMyT 3aBOEBaTb CMMMNATAN MO-
Tpebutens. OxmaaeTcs, YTo MHHOBALMW B yNakOBKE
OyayT pacti, notpebutenam OyayT npeanararbcs
BCe Donee CNoxHble N MHTEPECHbLIE PeLLeHNs.

MepcnekTrBHEIM (GakTopoM PasBUTUS MUMBOBA-
PEHHOM OTPaCNK 3KCNEepThl HasbiBaIOT Takxe POCT
3KCMOPTHbBIX NOCTaBOK. HanpumMep, CornacHo uc-
cnenoBaHnaM B ANOHWN C YAOBONLCTBUEM MbIOT
PYCCKOE M1BO, W XUTENN STOW CTPaHbl HE OAVHOKM
B CBOEM Mpe/nouTeHn: 06bemMbl 9KcnopTa Bey-
LVX KOMMaHWU pacTyT 13 roga 8 roa. Oxuoaercd
COXpaHeHWe 3TOW TEeHAEHUMN, 3KCMOPTHbLIE NO-

MopTpeT y4acTHUKOB oTYeTa

A portrait of the report’s contributors

[pynna
Group

KpynHble
Major

CpenHue
Medium-size

Manble
Small

for producers to win consumers over to their
beverage. It is expected that as innovations in
packaging continue to increase, consumers
will be presented with ever more complex and
interesting solutions

Experts are also naming export as a potential
factor for growth in the brewing industry.
Research shows, for example, that Russian
beer is popular in Japan, and that the Japanese
are not unique in their preferences: leading
companies are increasing their export volumes
year on year. This trend is expected to continue,
and deliveries abroad will carry on stimulating
industry development.

KonunyecTo y4acTHukos ot4erta, 2005 rog KonnyecTBo y4acTHnkos ot4eta, 2006 rog 06bem BbiMyCkaeMoi MPOAYKLIAW, MIH fan

No. of report contributors, 2005

8 6
13 10
6 10

No. of repart contributors, 2006

Product output volume, million decalitres

Bonee/Exceeds 10

MeHee/Below 1
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COBOKyI‘IHbIe [,0/11 PblHKA YH4aCTHMKOB COLManbHOro otyeta, %

Total market share of contributors to the Social Report

KpynHble
T . — 7 —

Manble oy 6 -
Small

CTaBKU NO-NPexHeMy OyayT ABAATECS CTUMYIMPY-
IOLLWIM HAKTOPOM PasBUTUS OTPACN.

B noarotoske otyeTa NpuHAIM yd4actie 26 komna-
HUI', NPEACTaBASIOLLX BCE FPYNMnbl NPOU3BOANTE-
eV MMBOBAPEHHOW NPOAYKLMN (KDYNHBIE, CPEAHNE
1N Masble KoMnaHnu). Bonbluas 4acTb KDYMHBIX KOM-
naHnin NpeacTaBAseT CTPYKTYPbl MEXayHapOaHbIX
XONANHIOB.

[To cpaBHEeHMIO C NpeaplayLyM OTYETOM 13 y4acT-
HMKOB OT4ETa BbIOBINN TPV Malible KOMMaHun 1 ogHa
KpynHasa, OOHOBPEMEHHO NOABMIOCH LWECTb HOBbLIX
Y4aCTHMKOB — 3TO cpeaHne 1 manble NnpeanpuaTnig.

"Mpumedanve. 10 KoMnaHwuii, KoTopele BXOAAT B COCTaB
[pynnbl XerHekeH, y4nTbiBAIOTCA B OTHETE Kak ogHa
KOMMaHus.

CpenHue
Medium-size

Komnatuu, He sBnstoLmecs
Y4aCTHIKaMI 0TYeTa
Companies not contributing
to the Report

Twenty six companies took part in compiling the
Report,' representing all producer groups within
the beer-making industry (major, medium-size and
small companies). A bulk of the major companies
is formed by international holding companies.

Since the last report, three small companies and one
major firm have discontinued their contributions to
the report, whilst six additional small and medium-
size companies have signed up. One corporate
contributor to the second report exceeded 10 million
decalitres in output, and in doing so has made the
transition from medium-size to major company.

Overall, the number of employees at medium-
size enterprises remained constant, i.e. 200-600

1 Note. 10 companies forming part of the Heineken Group
are counted in the Report as one.

THE BREWING INDUSTRY IN 2006: BUSINESS RESULTS

YucneHHOCTb paBOTHMKOB KOMMaHU 0Tpacnu
Employee numbers in industry companies

[pynna CpeHecnncoYHas Y1CEHHOCTb
Group paboTHMKOB, Yen., 2005
Average recorded no. of employees 2005

KpynHble bonee/Exceeds 1200
Major

CpenHve 200-600
Medium-size

Manble 150-350

Small

CpeaHecn1co4Hast Y1CNEHHOCTb
paboTHMKOB, Yen., 2006
Average recorded no. of employees 2006

550-12 000

200-1300

50-260

CTpyKTypa KOMMNaHUii — y4aCTHMKOB OTYETa MO YNC/IEHHOCTM PaBOTHUKOB, Yer.

Company structure: contributors to the report by no. of employees

50-300 — mmmm — 57 8§ — mmm — 301-500

501-1000 — momm — 11 12 — mmmm — 1001-5000

bonee
Brceeds 0 D

O6bem NPoM3BOACTBA OAHOW 13 KOMMAAHUI — y4ac-
THWKOB BTOPOro oT4eTa npesbickn 10 MAH gan,
11 OHa NepemMecTnach U3 rpynnbl CPeaHVX Komna-
HW B FPYMMNY KPYMHBIX.

[vanasoH 4nucneHHocT paboTHUKOB CPeaHUX
NPeanpUATAA B OCHOBHOM OCTaNCst B MPEXHYX NMpe-
nenax — 200—600 yenosek, ogHako nogasnstollee

Most enterprises falling into this category, however,
employ an average of 200-400 people. There has
been a notable drop in the number of individuals
officially working for small enterprises. According to
2005'sresults, the average number of people on the
staff books varied between 150 and 350. By 2006,
however, the results revealed a figure of 50-250.
The one company that entered the major category
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60NBbLNHCTBO NPEANPUSTAA STOMO CermMeHTa MMeeT
CPEAHECNNCOYHYIO YACNEHHOCTb paboTHKUKOB 200—
400 yenosek. Cneayet OTMETUTb CHUXEHWUE YMCNEH-
HOCTW pPabOTHVKOB Mabix NpeanpusiTuin: ecam no
mtoram 2005 roga B aToV rpynne cpeaHecnmncodHas
YNCNEHHOCTb PabOTHUKOB Bapbuposanack ot 150 Ao
350 yenogek, T0 nNo ntoram 2006 roga arana3oH co-
ctasnn yxe 50-250 yenosek. KomnaHws, Boleaas
B YMCNO KPYMHBIX, COXPaHWa YCNEHHOCTb PabOTHI-
KOB MEHEee OHOW ThICAYM YeNoBeK. B KpymHbIX KOM-
naHWsx pa3bpoc B 3HAYEHWUW AaHHOrO nokasarens
[0CTaTo4HO Benmk — 0T 550 00 12 ThIC. YenoBek.

Cpean OCHOBHbIX COOBITUI, KOTOPLIE NPON30LLIN
8 2006 rogy B XM3HM KOMMaHWM, yHaCTHUKK OTYETa
OTMETUAN:

® BbINYCK HOBbIX COPTOB MNWBA;

® [IOCTUXEHWE MakCUManbHOro o6bemMa npons-
BOOCTBA HanvTka 3a BCE BPEMSI CyLLLECTBOBAHUA
NPeAnpUATUS;

e nuBepcudMKaUMIO IMHENKN NPON3BOAVMbBIX
NPOAYKTOB, POCT 0ObeEMOB NPOAaxX Oe3anko-
rONbHOV NPOAYKLUNN;

® BbINYCK NPOAYKLUMN B HOBOW (MHHOBAUMOHHON)
ynakoBke;

® CTPOWTENLCTBO HOBbLIX 3aBOAOB;

° MOOEPHM3AUMIO, PACLUMPEHNE NPOM3BOACTBA;

e 3aKyrnkym HOBOro 060PYA0BaAHMA, PEKOHCTPYK-
UMIO NPOM3BOACTBA,;

®  OCBOEHME HOBbIX TEXHONOMUIA;

® paclMpeHne peIHKOB COobITa, reorpadum Npoaax;

e pasBuUTME COBITOBBIX CETEN, COBEPLIEHCTBOBA-
HVEe CUCTEM yNpaBfeHns Npoaaxamu;

® CANAHVA C APYrMMU KOMNaHnamm/ npnobperte-
HE KOMMaHNIA;

® peopraHM3aunio CTPYKTYPbl yNpaBneHus;

® MPOXOXAeHne A0OPOBOALHOW cepTudurKkaLm
Ha COOTBETCTBME NPU3HAHHBIM CUCTEMaM Me-
HepxxmeHTa (ISO 14000, ISO 22000 v ap.).

kept its staff numbers below 1,000. The range for
major companies in this respect is rather large, with
figures varying between 550 and 12,000.

Report contributors noted the following
achievements as being among the most
fundamental for 2006:

e New beer brands launched

e Top beverage production volumes achieved
since the enterprise opened

e Product lines diversified; sales volumes of non-
alcoholic products grow

e Products launched in new (innovative)
packaging

e New plants built

e Production modernised and expanded

e New equipment launched; production
restructured

e New technology putin place

e Sales markets and geographical coverage
increased

e Sales networks and sales management systems
improved

e Company mergers/acquisitions

e Management restructured

e Voluntary certification in accordance with
recognised management systems (ISO 14000,
ISO 22000, etc.)

Responsibility in practice at a major company
The company has announced the launch of a
national brand in alcohol-free format. Unique
production technology has made it possible to

THE BREWING INDUSTRY IN 2006: BUSINESS RESULTS

TMpumepbl U3 NPaKTUKN KPYNHOW KOMNaHUn
KomniaHwms coobLumrna o 3arycke HOBOro 6e3aiko—
robHOro CopTa HaLUWMoHasIbHoro 6peHaa. YHvkas—
Hasi TeXHOIorvisi MPomn3BOACTBA MO3BOSIAET 1071y —
YT MOJTHOLIEHHOE MYBO MOSTHOO LMKIA OPOXKEHUS
C COXpaHEeHWEeM BCEX BKYCOBbIX M apoMaTu4ecKux
Ka4ecTs ¢ cogepaHviem ankorosns 4o 0,5%.

KomnaHusi Ha4ana CTpouTebCTBO MMBOBapPEeH—
Horo 3aBopa B ropoge AHrapcke: obLymii 06b—
eM VHBECTULMV MOXET cocTaBuTb 0kono 80 MITH
eBpo. [No 3aBepLUeH PoeKTa MMBOBAaPEHHbIE
MOLLIHOCTY KOMMaHuu B . AHrapcke coctaBsT
2,2 MJIH 71 N1Ba B rof, Ha OCHOBHOM POV3BOAC—
TBe byfert 3aHsATo okosno 200 paboTHMKoB. KoM—
naHvs npegronaraet 1croib30Barb MOLLHOCTH
3aBofa A5 NPon3BOACTBA MMBa HaUMOHas bHbIX
MapOK, BXOAALLMX B ee MopTQerib.

Mpumep M3 NpaKTUKU KPYnHOu KOMNaHUn
Komnaruisi nonyy4mna cepTyepvkar, noaraepxaa—
oLyt nuLyeByto 6e30MacHOCTb MPOU3BOAVMBIX
MPOAYKTOB, M MPOLLIA MPOMEXYTOYHbIV ayauT,
noATBepXAatoLLMIi COOTBETCTBME ee [esdTeslb—
HocTu cTaHpapTy ISO 14001 (skonorudeckuii
MEHEXKMEHT).

lMpumep n3 NpakTUKU Masno KOMnaHun

B pesynbTate pocta 0bbemoB rponfaxx 6esanko—
rOfIbHOM MPOAYKLUMA U3MEHWICS CTaTtyc 3aBoja:
paHbLLe 3T0 Obl/I0 MMBOBAPEHHOE MPEANPUSTIME,
ceniqac — nmBobe3askoronbHash KoOMnaHus, npo—
M3BOAALLas TakXe KBacCbl W KBACHbIE HAlMUTKU.
CTpykTypa npogjax ro utoram 2006 roga: nmso —
65%, 6esarnkoronbHas npodykums — 35%.

brew a genuine, fully fermented beer, preserving
all taste and aromatic qualities but containing
less than 0.5% alcohol.

The company has begun construction of
a brewery in the town of Angarsk, with a possible
total investment of around 80 million euros.
On completion of the project, the company’s
brewing capacity in Angarsk will reach 2.2 million
hectolitres of beer per annum, with around 200
members of staff engaged in the main production
process. The company intends to use the
capacity of this brewery to produce the national
branded beers included in its portfolio.

Responsibility in practice at a major company
The company has been awarded a certificate
to confirm that its products are safe to drink,
and has welcomed an interim audit to verify its
adherence to ISO standard 14001 (environmental
management).

Responsibility in practice at a small company
Thanks to an increase in sales of non-alcoholic
products, the factory has been awarded a new
status. Formerly a brewing enterprise, it is now
a beer and non-alcoholic drinks company, also
producing kvas and kvas-based beverages.
According to the results from 2006, sales were
structured as follows: beer — 65%, alcohol-free
products — 35%.
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POJIb MBOBAPEHHbBIX KOMMAHW
B PEMMOHAX
BREWERS IN THE REGIONS

B3AMMOLEWCTBWE C OPTAHAMM
PEMVIOHATIBHOWM BNIACTU M MECTHOIO
CAMOVYTPABJTIEHWA

WORKING WITH REGIONAL AUTHORITIES AND
LOCAL GOVERNMENT?

CounanbHO-3KOHOMMYECKOE

MNapTHEPCTBO
Social and economic partnership

. COZLEPXAHNE COUMAIIBHOTO NMAPTHEPCTBA B
PEMMOHAX
DEFINING SOCIAL PARTNERSHIP

MNPOIPAMMBI B OBJTACTIW SKOJTOT NN
WORKING FOR THE ENVIRONMENT

Ponb nuBOBapeHHbIX
KOMMNaHWN B permoHax

MpeanpuaTng NMBOBAPEHHOW MPOMBILLIEHHOCTY
pacnonoxeHbl BO MHOMMX CyGbekTax Poccuitckonm
depepaun, 0OLHAKO KONMYECTBO NPEANPUATUN
11 OObEMBI BbIMYCKAEMOW VM NPOLAYKLAN CYLLECT-
BEHHO BapbMPYIOTCA OT PErIOHa K PErMOHY.

Bsavmopenctsre ¢ opraHamy pernoHanbHOMN
BNacTy ABNAeTCA nNprnopuTeTHbiM A4 nnBOBa-
PEHHbIX KoMMNaHuii, B uensx pa3sutus avanora
1 MPOABVXEHMA COLMaNbHO OTBETCTBEHHOM Ae-
ATENBLHOCTN NPeAnpUATUA oTpacin Colo3 poccui-
CKMX NrBOBapoOB oGpawmcq K aAMUHNCTPaUVAM
cybbekToB PP ¢ npocbO0i okasatb COAenCcTBME
B cbope vHboOpMaUMN U NPeacTaBUTb MHEHUE
OpraHoB BNacCTV B OTHOLLIEHMI DOAM 1 BKNaAa KOM-
naHwi B coumanbHO-9KOHOMUYECKYIO XM3Hb pPeri-
OHOB B pamMkKax noarotoBk TpeTbero couasibHOro
oTyeTa.

Ha o6pauleHvie 6binu NOAy4YeHbl OTBETH U3
42 cybbektoB PD. CornacHo nony4eHHbIM AaHHbIM
B BOCbMW pernoHax (okono 20%) nveoBapeHHas
oTpacnb okasafnacb NpeacTaBneHHOW OAHUM-
OBYMA ManbiMu NpeanpusatuamMu, nubo He npef-
cTaBfneHa KoMnaHVaMn — NPoV3BOAUTENAMN NBa
coBceM. B psaae pervioHoB NMBOBapeHHas 0Tpacib
ABNAETCS OAHOV U3 OCHOBHBIX B CTPYKTYPE MECT-
HOW MULLIEBOW MPOMBILLNEHHOCTH, «/IOKOMOTUBOM>
NO3UTUBHBLIX N3MEHEHWI SKOHOMVIKM PErMOHA.

Mpumep

[MvBoOBapeHHas oTpacsib SBASETCH BaXXHEULLM
COCTaB/IIIOLLMM 3BEHOM B CTPYKTYPE MnLLEBON
n nepepabartbiaroLiest npomeiiineHHocTn AMNK
KpacHogpapckoro kpas. YnesnbHbiti BeC ToBapHOM

Brewers in the regions

The brewing industry has plants in all federal
subjects of Russia. The number of enterprises that
operate and the volumes they produce, however,
vary substantially from region to region.

Working together with regional authorities is a priority
for brewing companies. In order to nurture dialogue
and promote a socially responsible approach on the
part of industry enterprises, the Union of Russian
Brewers has turned to the territorial legal entity
administration offices of the Russian Federation
with a call for joint efforts to collect information and
for authorities to voice their opinions regarding
company roles and corporate contributions to the
social and economic life of the regions. This work
was included in the Third Social Report.

Replies to these requests were received from 42
Russian federal subjects. In 8 regions (approx.
20%), according to the data received, the brewing
industry was made up of 1-2 small enterprises,
or even no beer-producing companies at all. In
a number of areas, brewing represents one of the
main industries within the local food and drinks
sector, and acts as a driving force for positive
change in the region’s economy.

Example

The brewing industry is an important link within
the Krasnodar Territory’s food and drinks sector
and processing industry, forming part of the
region’s agricultural complex. The industry’s
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npoayKumm oTpacv B 06LLmMx obbemax MuLLeBow
v nepepabarsiBatoLLeli MPOMbILLIEHHOCTU Kpasi
coctasrisieT 4,5 %. [MBoBapeHHyo oTpacsis Kpas
npegctasasaioT okono 30 nNpeanpuaTud, U3 HUX
BOCEeMb — KPYIMHbIE U CpeaHWe crieymann3npo—
BaHHbIe MB3aBo/bl.

Otpacne sBaseTcs caMovi JOXOAHOW no cobu—
pPaemMocTv HasloroB B KOHCO/IMAMPOBAHHbI 6104~
JKeT Kpasl: Hariorosasi Harpyska ro otpacsiv B 4,2
pasa rpesbiluaeT CPEAHIO MO MULLEeBOK Mpo—
MBILLITTEHHOCTH, YTO CYLLIECTBEHHO B/IMSIET HA CO—
OupaemocTs JOXOAHOU YacTu bopxeTa.

Tydme npeanpustius KpacHoaapckoro kpas
©XEeroHo OnpeaenstoTCs o CASAyLMM KPU—
TePUSM. 06bEM BbIMyCKaeMori MPOAYKLMY, BE—
nnYmHa npubkinu, CPEAHSS YUCIeHHOCTb pa—
OOTHMKOB, cpeaHemecsiyHas 3apaboTHas naara,
Hasnorosble oT4ucneHus B 6ogxer. CornacHo
STUM napameTpam HEKOTOPbIE KOMMaHUM 3aHmn—
MatoT IMANPYIOLLME O3ULMA B MULLIEBON OTPac—
7n Kpasi.

rocynapcTBeHHas rnoanepxka npeanpys T rmi—
BOBAPEHHOU OTPAaC/IN KPaeBbIMi 3aKOHaMu He
rpenycMoTpeHa, XOoTsl OHa Heobxoauma /sl pe—
KOHCTDYKLMN U TEXHUYECKOIrO MepeBOOPY KeHUs
npeanpusaTui, 4To criocobcTBoBano bbl co3ga—
HUIO yCrioBumb [risl yBemmYeHus: 00beMOoB Mpomn3—
BOACTBA U1, B KOHEYHOM UTOre, — MOMOSTHEHWS Ha—
noroobriaraemori 6a3bl 610AXKETOB BCEX YPOBHEU.

total goods share within the Territory’s food and
beverage sector and processing industry is
4.5%. The Territory’s brewing sector is based in
around 30 enterprises — eight of which are major
and medium-size specialist breweries.

The industry is the most lucrative in terms of tax
revenue entering the Territory’s consolidated
budget, with tax levied on the sector exceeding
the food and drinks industry average by a factor
of 4.2. This has a considerable impact on the
ability of the authorities to collect fiscal funds for
the budget.

Every year the following criteria are used to
determine the best enterprises in the Krasnodar
Territory: product volume, profit size, average
staff numbers, average monthly wage, and
budgetary tax contributions. Several companies
occupy leading positions in the Territory’s food
and drinks sector in terms of these figures.

No state support is stipulated for brewing
industry enterprises by the Territory’s laws.
However, support is needed to allow enterprise
refurbishment and the replacement of old
technology. This would create the conditions for
an increase in production volumes and ultimately
lead to a growth in multi-level budgetary tax
revenues.

4 _ SOCIAL AND ECONOMIC PARTNERSHIP

Bknag KoMnaHuii B 4OXOAHYIO 4aCcTb pernoHasnbHbix 6ioaxeTos, 2006 rog,

Company contributions to the fiscal component of regional budgets, 2006

[lons B J0X0/IHOII YacTV 610/KeTa PervoHa
Share in the Region's fiscal budget component

MeHee 1%
less than 1%

1%-5%

bonee 5%
Exceeds 5%

0

Kak BuAHO 13 rpaduka, B NOSOBMHE PErnoHOB
BKMag KOMAaHu NMBOBApPEHHOW OTpachy B A0-
XOAHYIO YaCTb pernoHanbHbix 610XETOB COCTaB-
naet MmeHee 1%, 0OHako B OCTaIbHbIX TEPPUTOPUSX
3TOT nMokasaTenb 3Ha4uTenbHO Bbile. ([1pr 3ToOM
TaKOW CyLLECTBEHHbIN pesynsrat MoxXeT o6ecneqn-
BaTb BCEro OAHO Npeanpuatie.) Tak, ToNbKo ogHa
KpynHasa KoMnaHns nepedncnmna B 6I00XeTbl BCex
yposHen B 2006 roay 6onee 10 mnpa pyo.

O6buiee Konm4ecTso paboTHUKOB, 3aHATBIX B MK-
BOBApPeHHOM NMPOV3BOACTBE, NKLLb B ABYX PErvo-
Hax NPeBbILLaeT OAWH NPOLIEHT OT 9KOHOMUYECKN
aKTUBHOIO HaceneHus, T. €. NPOV3BOANTENBHOCTb
TpyAa Ha NPeanpUATUaX 0TPacau A0CTATO4HO Bbl-
coka, 4To obecneymBaeTcs BbICOKONPOheccmo-
HalbHbIM 11 KOMMETEHTHbIM CTUEM PYKOBOACTBA
KOMMNaHUAMMU.

Kak oTMe4anocb B NEPBOM COLMaIbHOM OTHETE,
MOMUMO MPAMOTO 9KOHOMUYECKOTO BO3OENCTBUS

KONIM4ECTBO PEr1OHOB
10 12 No. of Regions

As the graph demonstrates, in 50% of all regions
local budget contributions from companies of the
brewing industry make up less than 1% of the total
fiscal amount. In the remaining areas, however, this
figure is significantly higher (whereby this significant
result is possible thanks to one enterprise only).
Thus, in 2006, a sum exceeding 10 billion roubles
was supplied to the budget on all levels by one
major company.

The total number of employees working in beer
production exceeds one percent of the economically
active population in two regions only, which means
that productivity in industry enterprises is relatively
high, guaranteed by high levels of professionalism
and competence in company management.

As was noted in the First Social Report, the
brewing industry has more than a direct economic
impact on regional indicators. It also affects the
economy indirectly by including local suppliers
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Ha pervoHanbHele nokasarenu, NMBoBapeHHasa oT-
pacib OKa3blBaEeT TakkKe KOCBEHHbIE 9KOHOMMNYEC-
Kne BO3AENCTBUA MyTEM BKIIIOYEHNA MECTHbBIX MO-
CTaBLIMKOB B LEMNOYKYM NMPON3BOACTBEHHbIX LIMKIOB,
a Takke pasBuUTs CMexHbIX oTpacnein. B 2006 roay
06WMIA 0ObEM 3aKyMnoOK Yy MECTHbIX MOCTaBLUMKOB
cocTaBmn 6onee 5 mnpa pyb . CpeanHve KomnaHum
OCYLLIECTBAAIOT 3aKynKkyM y NOCTaBLLMKOB, paboTato-
LLMX B OOHOM — CEMU perroHax PD, ceTb nocTas-
LLVKOB KPYMHbBIX KOMMaHui oxsarteliBaeT O0/bLUyIO
4aCTb TeppUTOPUN BCen Poccninckon depepaupm.

[TBOBapEHHbLIE KOMAAHNN NPUHUMAIOT akTBHOE
yyacTne B 3KOHOMUYECKOW 1 COUMANbHOM XU3HU
PErvoHOB, YTO HaxoOMT BblpaxeHue B OTAENbHbIX
NpoekTax, KOTopble OCYLLECTBAAT Camin KOMMa-
HUM, 1 B NpOrpamMmmax 1 MH1MUMaTuBax, BblABUHYTHIX
pernoHanbHeIMK aaMUHNCTPaUMsaMI. Tak, No AaH-
HbIM, MOy4EHHBIM OT CyObekToB PXD, NnnBOBapeH-
Hbl€ KOMMaHWV y4acTBYIOT B CNEAyIOLLIMX Nporpam-
Max PervoHanbHOro 3Ha4eHNs:
e «Pa3zBuTne arponpoMBILLNEHHOrO KoMMnaekca
Bonrorpaackon obnactu Ha 2007-2010 rogbl»;
e pecnybnvkaHckon nporpamme «CounanbHO-
aKOHOMUYeckoe passuTne Pecnybnuku Xaka-
cusa Ha 2006-2010 rr.»;
* KpaeBoOW ueneBon nporpamme «KayecrtBo»
(KpacHopapckum kpan);
* [porpamme coumanbHom nnotekn Pecnybnmkn
TarapcraH;

O JaHHbIM, NPeaoCTaBNEHHbBIM KoOMnaHnamu.
m 15

in the production chain, as well as by developing
neighbouring sectors. In 2006, total purchases
from local companies exceeded 5 billion roubles. 1
Medium-size companies make their purchases
from suppliers operating in one to seven regions of
the Russian Federation, whilst the supplier network
of major companies covers a larger area of the
country as a whole.

Brewing companies play an active role in the eco-

nomic and social life of the regions, and this is re-

flected in a number of projects implemented by

the companies themselves, as well as a wealth of

programmes and initiatives led by regional admin-

istrations. According to information that has come

in from the federal subjects of Russia, brewers are

participants in the following programmes of regional

significance:

e Developing the Agricultural Industry in the
Volgograd Region, 2007-2010

e Social and Economic Development of the
Republic of Khakassia, 2006—-2010 (Republic-
based project)

e The Kachestvo (“quality”) Territory-wide target
programme (Krasnodar Territory)

e The Tatarstan Republic Social Mortgage
Programme

" According to information supplied by 15 companies

SOCIAL AND ECONOMIC PARTNERSHIP

* nporpamMme Noaaepxku MNetepOyprekoro cnop-

Ta (nof natpoHaxem rybepHatopa CaHkT-lNe-
Tepbypra).

BONbLIMHCTBO KOMMNaHWI — y4aCTHNKOB OTHYeTa CTa-
pPaeTCs BbICTPaMBAaTh B3aMMOAENCTBUE C OpraHamm
pPEervioHanbHOM BNacTu U MECTHOrO caMoynpasne-
HUS Ha NPUHLMNaxX B3aVMOBBIFOAHOIO COTPYAHMU-
4ecTBa, OTKPLITOCTW, 3aKOHHOCTM 1 COLManbHOWN
OTBETCTBEHHOCTU.

MoHATME CoUManbHOrO NapTHepPCTBa, HeCMOT-
PA Ha aKTVMBHOE MCMOb30BaHWe 3TOro TepMnHa,
npeanonaraet, TeM He MeHee, LOBOJILHO WMPOKMIA
CMNEeKTP MOHMMaHWs COAEPXaHna 9TON OedTesb-
HOCTW. [0 MHEHWIO KOMMaHWi, coumanbHoe nap-
THEePCTBO 3aKio4aeTca B CBOEBPEMEHHOI 1 Nosi-
HOW ynnaTe Hasoros, OCYLLUECTBAEHNN COLMaTbHBIX

e The Petersburg Sport Support Programme

(under the patronage of the Governor of St
Petersburg).

Most companies contributing to the Report are
making efforts to organise joint work with regional
authorities and local government, based on the
principles of mutually beneficial partnership,
transparency, justice and social responsibility.

The concept of social partnership, despite frequent
use of this term, can actually include a relatively
broad range of activities. Companies define social
partnership as making tax payments on time and in
full, implementing social programmes, and contrib-
uting to economic development in the regions where
they operate, as well as organising environmental
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nporpamMm, passnTni 3KOHOMVKM PErVIOHOB MpWn-
CYTCTBUA, @ Takke peannsaumn MeponpusTiin no
OXpaHe OKpyxatwLllein cpelbl, B3aMMOAENCTBIM
C MECTHbIM COOOLLECTBOM M FOTOBHOCTU K y4aCTUIO
B PaspeLleHnn KDU3NCHbBIX CUTyaumit. Takoe noHu-
MaHve CoumanbHOro napTHepcTsa CnocoOCTByeT
NOBBILLEHNIO NMUIKA PETVIOHOB Kak B Poccun, Tak
1 3a pyOEXoM, 1 POCTy BNarOCOCTOAHNS XNTENEN.
B cBOIO 04epeab, KoMNaHny 0XnaaT CO CTOPOHLI
B1ACTEN CO3AaHNS/NoAnepXaHna 6naronpuaTHO-
FO MHBECTMLMOHHOIO KNMMara, CnoCoOCTBYIOLLENO
pasBuUTUIO BU3Heca.

BmecTe ¢ Tem, Mo MHEHMIO HEKOTOPbLIX Y4aCTHIKOB
oT4eTa, MECTHbLIE BNACTX YAENAT COoLManbHOMY
NapTHePCTBY HEOOCTATOYHO BHUMAHWUA: BMECTO
COTPYOHNYECTBA KOMMaHNM NLb OTYUTLIBAIOTCH O
CouManbHO 3HAYMMOW AEATENBHOCTM, HTO HE HOCUT
NapTHePCKOro xapakTepa, KOTOPbIA A0KEH CyLLIEC-
TBOBaTL NPW B3aUMOOENCTBIUM OM3HECA 11 BNACTY.

MHeHue kpynHou komnaHum

CoumarnsHoe napTHepCcTBO — 0COObIK TV COLM—
asbHO—3KOHOMUYECKUX OTHOLLEHW MEXAY KOM—
rnaHued, npeacrasuTenamu obLyectsa (B nule
HEKOMMepYeCcKux OBLLEeCTBEHHbIX OopraHu3a-—
uwnii) v rocynapcTeoMm (B nivLe MecTHbIX OpraHoB
BracTy). 9T OTHOLLIEHWS [AOKHbBI 6a31poBaTLCS
VCKMIOYUTENIbHO Ha PaBHOMPAaBHOM COTPYAHM—
4ecTBe napTHepOB, YTO 06ecneynT onTuMab—
HbIVi 6anaHc v peanu3aumio OCHOBHbBIX MHTEpe—
COB B 0671aCTV PELLEHUST 3HAYUMbIX COLMaTbHBIX
rpobriem.

MHeHue KpynHovi KoMnaHun

KomnaHusi [o/iKHa CBOEBPEMEHHO U B 10JIHOM
Mepe BbiriaqnBaTe Hanoru, akTiBHO y4acTBO—
BaTb B Ky/IbTYPHOU XU3HW PErvoHa, passuBats
9KOHOMUMKY. Bnactu cospatoT 6naronpusiTHbIN

protection initiatives, working alongside the local
population, and demonstrating a willingness to help
out in finding solutions to crisis situations. With this
understanding of social partnership, the image of a
region can be improved both in Russia and abroad,
whilst its residents can enjoy a more prosperous life.
Ontheir part, companies expectthe creation/support
of a favourable investment climate by the authorities
in order to make business development possible.

At the same time, according to several of the Re-
port’s contributors, the attention local authorities
pay to social partnership is insufficient. Instead of
cooperation, companies provide information on the
social impact of their activities only, and this is not
marked by the sense of partnership that is bound to
exist if businesses and authorities join forces.

The opinion of a major company

Social partnership means a unique type of
socio—economic link forged between companies,
representatives of society (in the form of non-
commercial public organisations) and the state (in
the form of local authorities). This link should be
founded exclusively on the equal cooperation of
partners. This will ensure that an optimal balance
is struck and that basic interests are followed in
solving social problems of great significance.

The opinion of a major company

A company should pay its taxes on time and
in full, play an active role in the cultural life of a
region, and develop the economy. The authorities
should create a favourable investment climate.

4 _ SOCIAL AND ECONOMIC PARTNERSHIP

VHBECTULMOHHBIV KuMarT. Takum 06pa3oM, Bbi—
WNrpbIBaKOT, MPEXAe BCEro, XWUTenu pervoHa,
KOTOpbI€ o7yYaroT 3apranatkl U NeHcum, pKme
rpasnHyIKK, POCT 61aroCoOCTOSIHIMS.

MHeHue cpegHevi kKomnaHum

CouwnarnbHoe napTHepcTBo ¢ cybbekTamu P®
npeactasnser cobovi cucTtemy creumanbHbiX
MEXaHW3MOB, MHCTUTYTOB W MPoLeayp, Npu3saH—
Hyto nofaaepxusats banaHc MHTEPECOB CTOPOH
Y [103BOJIAOLLYIO ONPeAesinTb CTerneHb y4acTus
busHeca B coumanibHOM Pa3BUTUN PErVIOHOB 1 Te
BbIrOAbl, KOTOPbIE BU3HEC MOXET MOy Y Th B3a—
MEH Takoro y4actus.

CO CTOPOHbI pernoHanbHeIX BAACTEN 1 MECTHOro
camoynpaBfeHns coaepxanue CoumanbHOro nap-
THEPCTBA, Kak NpaBwio, NOApasyMeBaeT ydyacTve
KoMnaHWin B 61aroycTponCTBE rOPOAOB; NpoBeae-
HUM NPa3OHVIKOB, KOHKYPCOB, APMapOK 1 OPYriX Me-
PONPUATUIA FOPOACKOr0/ PEMMOHaIBHONO MacLUTata;
DEMOHTE/ CTPOUTENBCTBE OOBEKTOB COLMANBHOM UH-
DpacTPyKTypbl; OKasaHve NOMOLLY FOPOACKUM NOu-
KIMHKaM 1 60bH1LAM, Ceuman3vpoBaHHbBIM LLIKO-
nam-vHTEPHaTaM 1 AETCKIM AAoMaMm; OBLLIECTBEHHBIM
1 MyH/LMN&IbHBIM OpraH13auUmam, MHBanMaam 1 Be-
TepaHam Bennkorn OTeHeCTBEHHOM BOVIHbI.

MexaHn3mel napTHeEPCTBa AOCTATO4HO Pa3HO0b-
pasHbl: 06€e CTOPOHBI MCNOMAB3YIOT NOAXOAb!, NPea-
nonaralole Kkak AOAroCpOoYHbIe, Tak 1 pa3oBbie
comalleHrs O NpoBeAeHM COBMECTHbBIX MEPO-
NPUATA 1 aKUAN.

Tpumep 13 NPaKTUKU KPYMHOM KOMMaHU1
Pearnusalmsi napTHepcTea ¢ opraHami 1Mcros—
HUTE/IbHOM BIACTU 1 MECTHOIO CaMOyrpaBieHus
BENIETCS C MCOMb30BaHNEM CReAyIoLLMX HOPM
1 MeXaH13MoB pPaboThl:

By doing this, it will be the residents of the region
who reap the benefits first and foremost, in the
form of wages and pensions, celebrations to
remember and increased wellbeing.

The opinion of a medium-size company
Social partnership with the federal subjects of
Russia involves a system of special mechanisms,
instruments and procedures, called upon to
support the balance of interests between various
parties, and allowing us to define business
participation in a region’s social development, as
well as the benefits business might reap as the
result of this participation.

Forregional authorities and local government, social
partnership usually involves corporate participation
in urban redevelopment; organising festivals,
competitions, trade fairs and other local/regional
events; creating or improving social infrastructure,
and providing aid for urban clinics and hospitals,
specialised schools and children’s homes, as well
as public and municipal organisations, the disabled
and veterans of the Second World War.

This partnership can take on a number of different
forms, with each party working together to organise
events and initiatives on the basis of both long-term
and one-off agreements.

Responsibility in practice at a major company
Partnership with executive authorities and local
government is made possible thanks to the
following schemes and approaches:
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* 3ak/4vyeHue cornalleHuin v [OoroBopos
0 COTpyAHWYecCTBe;

® yyacTne KOMIaHuy B PervnoHasibHbIX 1 ropog—
CKUX MEePONpUATUSX;

* yyacTtme B KOHQEepeHUMsX no obLecTBeHHO
3Ha4Y1MbIM BOIMpPOCaM Ha pPassinyHbIX yPOBHSIX;

® OCYLLeCTBNIeHVE MPOEKTOB, HaMpaBIeHHbIX Ha
peLueHve couymarbHbIX npobnem;

® [I0/IHOW OTKPbLITOCTU U COHQEVICTBUA B OCY—
LjectaneHun obLeCTBEHHO—rocynapCTBeH—
HOro0 KOHTPOA (9KOI0OrM4ecKoro, oxpadbl
TpYyAa, TEXHUKM 6e30M1acHOCTH, caHUTapHO—
SMMAEMUNOSIONMYEeCKOro U T. .);

® COr7iacoBaHus Mo3ULMK MO BaKHEeWLLIMM BOM—
pocam coumanbHO—3KOHOMUYECKON 1 KyJlb—
TYPHOV XXU3HW PErnoHa.

HekoTopble NMBOBApPEHHbIE KOMMAHWK 3akiio-
YaloT cornaleHns o counanbHOM NapTHePCTBeE,
B KOTOPbIX 3akpennanTca obasatensctea 00eux
CTOPOH — 3TO NO3BOMAET NAAHUPOBAaTh 1 KOOPAU-
HUPOBATb AENCTBUA B PaMKax CoLMansHO 3Haqm-
MbIX MPOrpamMM 1 NPOEKTOB. Tak, 00K 0ObeM
CPEACTB, HanpaBnaeMblX Ha BbINOIHEHWE 0053a-
TENbCTB, 3aPUKCMPOBAHHbIX B COMIALLEHNSX O Nap-
THEPCTBE OAHOM U3 KPYMHBbIX KOMMAaHNM, COCTaBW
B 2006 roay okono 40 maH pyo.

TMpumep 13 NPaKTUKU KPYNHOU KOMNaHun

Mexay agmuHucTpaumer v kKoMnaHuer nogrnica—

HO cornaLueHve o cotpyaHmndectse Ha 2007-2009

rofibl, KOTOPOE rnpenycMmaTpmBaeT.

* [104AEPXKY U pa3BuTHe MMBOBaPEHHOW OT—
pacnv obnactu;

® cosfaHue onTMaribHbIX YCrI0BWA [7151 0BbI—
LLeHVsT O6LEMOB MPOV3BOACTBA MBa W Coroaa,
YBen4eHne npou3BoLCTBEHHbIX MOLLIHOCTEMN,

e Partnership agreements and contracts

e Corporate participation in regional and local
events

e Multi-level participation in conferences
dedicated to issues of social significance

e Projects targeted at tackling social issues

e Full transparency and cooperation throughout
public and government inspections
(ecological, health and safety, accident
prevention, environmental health, etc.)

e Agreement on important issues pertaining to
social and economic life in the regions

Several brewing companies conclude social
partnership contracts which fix the obligations
of both parties. This makes it possible to plan
and coordinate the work of social programmes
In 2006, the total sum allocated for fulfilling the
obligations set out in one major company's
partnership agreement lay somewhere in the
region of 40 million roubles.

Responsibility in practice at a major company

An agreement has been signed between the

administration and the company for 2007-20009,

which foresees:

e Support and development of the region’s
brewing industry

e The creation of optimal conditions to stimulate
increased beer and malt production, as well
as a growth in production capacity

SOCIAL AND ECONOMIC PARTNERSHIP

® peasnmn3aynto COBMeCTHbIX rporpamm colmn—
allbHO—3KOHOMWNYEeCKOro pasBnting obnactu,
npeasapnTesieHo corriacoBaHHbIX CTOPOHaMM.

B cootBetcTBUM C CornalLeHemM KommnaHms 06si—
3yeTcs peanu3oBaTh MporpamMmbl CoUManbHOM
OTBETCTBEHHOCTU Ha TeppUTOpUM, B TOM Yumcrie
rpeaycMaTpmuBaeTcsi CTPOUTENbCTBO CrIOPTUB—
HbIX [BOPOBLIX MIOLALA0K, rnpoBeneHne cyb60T—
HWKOB, 671aroyCTPOMCTBO NapPKOB 1 CKBEPOB.

Mpumep n3 npakTMkuU cpegHei KOMnaHuu
3akno4eHo coLmaribHO—3KOHOMUYEeCKoe Cormna—
LeHve ¢ agMuHUCTpaUmer ropoda, 3arparvba—
loLee Borpockli obecrneqyeHus pocta 0O6bemMoB
MPOU3BOACTBA, POCTa yPOBHS 3apaboTHOM ria—
Thl, Y4ACTUS B FOPOLACKMX MEPONPUSTUSIX, OKa3a—
Hus1 671aroTBOPUTESIbHOM MOMOLLIM.

Buabl 0earenbHOCTV 1 00bekThl, nonyvatouime
noaaepXxKy KoMnaHun, TpaauUMOoHHbI: 3To 6naro-
YCTPOMCTBO TEPPUTOPUIN, PEMOHT OOPOT, 30aHNN,

e Provisional joint plans to be implemented

on a mutual basis for social and economic
development in the region

In accordance with the agreement, the company
undertakes to implement a programme of social
responsibility in the area. This is to include the
construction of sports pitches, the organisation of
volunteer clean—-ups, and the redevelopment of
parks and other public spaces.

Responsibility in practice at a medium-size
company

A social and economic agreement has been
concluded with the local administration,
covering such issues as the stimulation of
increased production volumes, wage increases,
participation in local events and the provision of
charitable aid.

The projects that companies support are traditional
in terms of their focus and type. They include area
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CTPOUTENLCTBO [OMOB, BO3BEAEHVE NaMATHNKOB,
PEKOHCTPYKLMA MECT OTAbIXa ropoXaH, Noaaepxka
MYHMLIMNANbHBIX 1 0OLWECTBEHHBIX OPraHn3aLii
B chepe 06pa3oBaHud, 3APaBOOXPAHEHNS, Kyb-
Typbl U cnopTa. OAHAKO NPOEKTbI COLManbHOro
napTHepCTBa MOryT GbiTb HaNpaBneHs 1 Ha pelle-
HUe OPYrvX akTyalbHbIX acCnekToB OOLLECTBEHHOI
KNBHU.

HanpaBneHus noaaep>XXku, okasbiBaeMoin KOMMNaHUAMU MMBOBaPEHHO OTpacau B paMKax CoLManbHOro NnapTHepCcTBa

redevelopment, repairs to roads and buildings,
construction, the erection of monuments, and
revamping urban recreation areas, as wellas support
for municipal and public education, healthcare,
cultural and sporting organisations. However,
projects may also focus on providing solutions to
other important issues of public interest.

Types of support provided by brewers as part of social partnership schemes

HanpasneHust noaaepxkm KonnyecTeo 00beKTOB 06beMbI MOAAEPXKKM, MIH PY6.
Type of support No. of locations Support costs, million roubles
[poBeagHIe FOPOACKMX, PETMOHANbHbIX Bce TeppuTopum 18,8

NpasfiHIKOB, (DECTIBANEN, BbICTABOK, All areas

MaCcCOBbIX MEPOMPUATUIA

Organising local and regional festivals,

celebrations, exhibitions and major events

BnaroycTpoiicTeo ropogos bonbLunHCTBO TeppuTOpUiA 17,4

Urban redevelopment Most areas

PassnTue/ noaaepxka ropoackoi 7 52,7

VHPACTPYKTYPbI

Improving/supporting urban infrastructur

YyacTe B KpynHbIX (opymax 3 13

Participation in major forums

Wroro 79,2

Total:

TMpumep M3 NPaKTUKN KPYNHOU KOMNaHUu

Ha Ttepputopumn cunnana kKomnaHuu Oblin
MpoBefeHs! TakTUKO—CcreynasbHble yHYeHUs o
oTpaboTKe geuncTBuvi Npu yrpo3e coBepLle—
HUA TeppoOpPUCTUHECKOro akTa v JIMKBuaauymm
roC/eACTBUN 4pedBbiHariHbIX cuTyauymi. B xoge
y4YeHuri oTpaboTtaH MexaHu3Mm B3avuMOAerCTBUS
MexXay Cryx60 6e30racHOCTV MPeanpusTus,

Responsibility in practice at a major company
In the area where its branch is based, the
company held specialist tactical training sessions
on how to deal with the effects of a terrorist threat
and eliminate the impact of emergency situations.
During these sessions, cooperation mechanisms
for the event of a terrorist threat were developed
between the emergency services, security

4 _ SOCIAL AND ECONOMIC PARTNERSHIP

CUJIOBbIMU CTPYKTYPAMU, aAMUHACTPATUBHbLIMM
opraHamu npuv BOSHUKHOBEHMI YrpO3bl Tepak—
Ta. o pes3ynbTaram y4eHus orbiT 3aBoAa pPe-—
KOMEHO0BaH [/1 U3y 4YeHUs BCeM MpeanpusTusam
pervioHa.

KomnaHum Takxe y4acTByioT B NpOBEAEHNN TemMa-
TUYHECKNX KOHDEPEHUMI, DdecTnBanem, TypHPOB,
KPYMHBIX FOPOACKUX MEPOMPUATUIA, a Takxke KPyr-
HbIX 3KOHOMMWYECKMX POPYMOB PEMMOHANbHOrO
1 MEXAYHAPOAHOMO YDOBHEWN.

TMpumep 13 NPaKTUKN KPYNHOW KOMNaHu
KomnaHws y4acTBoBana B HUUMaTBE OpraHoB
MEeCTHOro camoynpasneHus: «baarotBoputens—
HbIVi MapagoH» B NoaAEPXKY OObEKTOB COLM—
anbHOVi MHGPAaCTPYKTYPbI ropoaa.

TMpumep 13 NpPakTUKN KPYNHOW KOMNaHu

B pamkax ropofckoi rporpammel «Kaxgomy
IBOPY — KOMI/IEKCHYK CMOPTUBHYHK MoLLa]—
Ky» KOMIMaHWs NpuHsia y4actme B CTPOUTETbC—
TBE CrOPTHBHbLIX MIOLLE[0K B rOPOACKUX [BOPax
r. Omcka.

Mpumep U3 NpakTUKKU KPYNHOW KOMNaHUn
NpoBeneH KOHKYPC 1o 6/1aroyCTPOVICTBY MPYA0—
MOBOV TeppuTOpuK. B 0IHOM 13 PErvoHOB NpPY—
CyTCTBUS yYLLMI ABOP MOy OT KOMAaHUM
WrpOBYIO M/IOLLAAKY, B APYIOM NyYLLemy [BOp—
HUKY BpYYeHa CTupasibHash MalLvHa.

TMpumep 13 NpaKTUKU cpegHer KoMnaHun
KomnaHusi y4acTByeT B MpOBEeAEeHUMN Ky IbTYPHbIX
1 MacCOBbIX MEPOMPUATUI, CIIOHCUPYET npasn—
HoBaHve [JHa ropopa, npoBOAWT hecTuBaslb
nvsa.

agencies and authorities. We recommend that all
enterprises in the region study the experience of
the factory gained as a result of these sessions.

Companies also participate in specialist
conferences, festivals, tournaments, major local
events and leading regional and international
economic forums.

Responsibility in practice at a major company
The company participated in a local government
initiative called the Charitable Marathon to
support the town'’s social infrastructure.

Responsibility in practice at a major company
As part of a city—-wide programme, A sports
complex in every yard, the company participated
in the construction of sporting facilities in the
courtyards of Omsk.

Responsibility in practice at a major company
A competition was held to beautify the areas
in front of local housing blocks. In one of the
regions where we operate the company erected
a play area in the winning courtyard, whilst in
another region the courtyard janitor was awarded
a washing machine.

Responsibility in practice at a medium-size
company

The company contributes to cultural and public
events, sponsors the Town-day celebration and
holds a beer festival.
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[Mporpammbl B 06nacTtu
9KoJ10rnmn

HecMoTps Ha TO, 4TO NBOBAPEHHOE NPOU3BO/C-
TBO HE HAHOCUT OLLYTUMOrO yilep6a OKpyXatoLLe
cpeae, KoMNaHWuy yaensioT BONpocam MUHUMK-
3aUyn 9KONOrMYECKMX NMOCIeACTBUN CBOEN Ae-
ATENBHOCTY 3HAUYUTENBHOE BHUMAHVE. B Mu1pe yxe
[ABHO yAENaeTcs NPYOPUTETHOE BHUMAHME 3KOSO-
MUYECKMM NOCNEACTBUAM AEATENbHOCTI KOMMaHUIA
Npu OLEHKE PesynbTaTBHOCTU KOPNOPaTUBHbLIX
CTpaTerni coumanbHoM OTBETCTBEHHOCTY,

[TpoeKTbl MMBOBAPEHHbBIX KOMMAHWI, HanpaBieH-

Hble Ha CMSATYeHne 3KOTOrMYEeCKNX BO3OENCTBNIN,

B OCHOBHOM BKJIIO4AIOT:

® yYMEeHbLLEHVE NPOMbILLNEHHbIX BIBPOCOB (Tako-
ro poaa NpoekTbl ocyllecTByv 10 kKoMnaHuii);

® yiydylleHne kayecTBa/ymeHbluieHne obbema
CTOYHbIX BOA, (8 KOMMaHW);

° VTUAN3ALMIO MUBHOW APOOUHbBI 1 OTXOO0B APOX-
xen (11 komnaHuny;

Working for the
environment

Despite beer production’s lack of notable damage
to the environment, companies pay particular
attention to minimising the ecological impact of their
activities. For along time now, judging the economic
impact of business activities has been a worldwide
priority in evaluating the results of corporate social
responsibility strategies.

The main projects initiated by brewers to mitigate

environmental damage, include:

e Reducing industrial emissions (this sort of project
has been carried out by 10 companies)

e Improving the quality/reducing volumes of waste
water (8 companies)

e Recycling spent brewers’ grains and yeast
residue (11 companies)

e Recycling packaging (7 companies)

e Organising sanitary protection zones for
enterprises (3 companies)

4 _ SOCIAL AND ECONOMIC PARTNERSHIP

® VTUAMBALIMIO YNaKOBKM (7 KOMA&HWIA);
® OpraHMsaumio CaHUTapHO-3alMTHBIX 30H Npea-
npUATAIA (3 KOMNaHnK).

Mepbl MO MUHUMU3ALUN NMPOMBILLNIEHHbIX Bbi-
6pocoB BKOYaNM npuobpeTeHne yctaHoBOK,
MNCKYaIoLIMX YTEeYKY amMMuiaka, XOonoanibHOro
000pYyA0BaHNS Ha 3KONOTMYECK YMCTOM X1aao-
HocuTene. Hosoe obopyaoBaHue, yctaHasnMsae-
MOE Ha 3aBOAax KOMnaHuii, MO3BOSET COKPaTUThL
Ha 10% ypenbHoe noTpebnexHve marepranos 1 3a
cYeT aToro — 06beMbl BLIOPOCOB YIEKNCIOro rasa
B atMocdepy. OTy xe 3aaady BbINONHSIOT COBPE-
MEHHbIe 3HepreTn4Yecke aBToMaTM3VPOBaHHbIE
KOMMAEKCHl TeNN0,/ aNekTPOCHabXeHNs — BLIOPO-
Cbl OKCMOOB a30Ta 1 yrnepoaa yMeHbLIaloTesa B He-
CKOJbKO pas.

OnOHUM 13 NPU3HaHHbBIX NOAX0A08B B 061aCTV COLN-
bHOW OTBETCTBEHHOCTM 1 YCTOMHMBOIO Pa3BUTHA
ABMAETCH PaLOHaANTBHOE VCMONb30BaHVIE NPUIPOL-
HbIX PECYPCOB, HEOOXOAMMBIX s NPOM3BOACTBA
KOHEYHOM npoaykumm. K Taknum pecypcam OTHOCUT-
Cs, B TOM yucne, 1 Boda. [MBoBapeHHble KoMnaHnm
y4acCTBYIOT B NPOBELAEHVN NPOCBETUTENBCKUX Me-
POMNPUATUI NO JaHHOW Teme, a Takke pasdpadarbl-
BalOT Mepbl, NO3BONSIOLLME COKPATUTL OOBEMBI 1C-
NMob30BaHWS BOAbI B MPOLECCE MPOM3BOACTBA NVIBa.

TMpumep 13 NpPakTUKN KPYNHOW KOMNaHu

C ceHTs6ps 2005 no mons 2006 roga kKomna-—
HWS y4YacTBoBasia B MpoekTe «3ggeKTnBHoe
MCMONb30BaHNE PecypCoB Ha MPOMbILLIEHHbIX
npeanpuatusax Tomcka». B xone npoekta paz—
paboTaHbl pekomeHaaLmm no 3KOHOMUM MNTbLE—
BOV BOAbI, PV BbIMOIHEHM KOTOPbIX O9KOHOMMS
MOXXET cocTaBuThb 6,4% rnoTpebrsgemMori BoAbl 1
515 TeIC. PY6. B rof. BbigsrieHsl pe3epBbl MoBbi—
LIeHWsT 3QbPeKTUBHOCTM B YacTu MoTpebrieHus

Measures taken to minimise industry emissions
have included the acquisition of equipment to
prevent ammonia leaks, as well as cooling units
working on environmentally sound coolants. New
equipment installed at company plants has led to a
10% reduction in material use coefficient, and as a
result, to a drop in emissions of carbon dioxide. This
target has been achieved by the latest automated
energy and heating complexes, with nitrogen oxide
and carbon monoxide emissions dropping several
times over.

One recognised tactic in the world of social
responsibility and sustainable development is to
make rational use of natural resources, which are
key to creating an end product. These resources
even include water. Brewers are playing an active
role in raising awareness of this issue, whilst
developing ways of reducing the amount of water
used in beer production.

Responsibility in practice at a major company
Between September 2005 and June 2006 the
company took part in a programme called
Effective use of resources at industry plants
in Tomsk. The project resulted in a series of
recommendations on how to save drinking water.
When implemented, 6.4% savings can be made
on the amount of water used, worth 515,000
roubles per annum. Areas were found where
water could be used more efficiently, which will
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BOAHbIX PECYPCOB, YTO ByAeT sBASTbCS OCHOBOV
455 paspaboTKy METOLAOB CHWXKEHVs1 3aTpaT Ha
npeanpuaTin 1 6onee paunoHanbHOro 1Crosib—
30BaHUsi BOAHbLIX PECYPCOB.

TMpumep n3 NpaKTUKN KPYNHON KOMNaHun
ExxeroHo rpoBoAsiTCS KOHGepeHLmM, rnpuypo—
YeHHble K BcemupHOMY AHIO BOAbl C y4acTmem
CTY[IEHTOB—3KO/10roB, npeactasuteneli Pocrpm—
poaHansopa, WWF, obLecTBeHHbIX opraHu3aLmii
W KOMMaHu.

[MpoekThl, HanpaBneHHble Ha 9KOHOMMWIO SNEKT-
PO3HEPTNIK, NOKa HEMHOIO4YMNCIIEHHBLI B MPaKTVKe
NMBOBAPEHHBIX KOMMaHW, HO NMEIOLLAACH npak-
TVKa No3BONAET HadeATbCA Ha pasBuTre JaHHOro
HanpaBneHna, KOToOpoe B HaCTodLlee BpeMa Haxo-
OUTCA B LEHTPE BHUMAHUS MUPOBOW obuecTBeH-
HOCTV 1 NPU3HAETCS BAXHLIM /151 KOMMAHNIA BCEX
oTpacfier, B TOM YUCNE 1 B aCnekTe peannsaumnm
NOAXOA0B OTBETCTBEHHOIO BEAEHNA O13Heca.

TMpumep n3 NpaKTUKU KPYNHOW KOMNaHnn

B pabory no aHeprocbepexxeHuio BOBIeKaeTcs
MepCcoHar: BoO BCeX Ljexax BbIBELUEHbI SIMCTOBKM
C yKasaHuem [eViCTBYIOLMX TaprchoB Ha SHEP—
rOHOCUTE/IN, TOOBbLIX YAEbHbIX okKasareneni
pacxona 3a Tpu roga B cpasHeHun ¢ EBporneii—
CKUMY OTpacrieBbiMi yaAerbHbIMY 10Ka3aTessiMy.
C paboTHukamu npoBOAUTCS] Pa3bsiCHUTEIbHAas
paboTa: Ha LiexoBbix coOpaHVsX MoAgHUMAaKTCS
1 paccmaTpuBaroTCsl BOMPOCh! PaLMOHaIbHOro
MCr0NIb30BaHNS 3HEPropecypcoB, 6epexxHoro
OTHOLLIEHUST K 060PYAOBAaHNIO, CBOEBPEMEHHO—
ro BbISIBMIEHVS] W YCTPAHEeHWs] HeucrpaBHOCTeH,
KOTOpPble MOryT MPUBECTU K Nepepacxony o/1eK—
TPOSHEP MM, BOAbI, Napa, CXaTtoro Bo3Ayxa, Cbli—
DbS Y ADYrVX MaTepuasios.

help reduce plant expenses and lead to a more
rational use of water resources.

Responsibility in practice at a major company
Every year a conference is held to coincide with
World Water Day, attended by student ecologists,
the Russian environmental inspection agency
Rosprirodnadzor and the WWF, as well as public
organisations and companies.

When it comes to brewing companies, real-life
energy-saving projects are still few and far between.
However, the experience already gained lends hope
that work in this area will soon flourish — an area that
currently stands at the centre of world attention, and
one thatis seen as important for companies working
in all industries. This means putting responsible
business ideas into practice.

Responsibility in practice at a major company
Staff members are being involved in energy—
saving efforts: signs are displayed in all
workshops showing the latest energy tariffs, as
well as annual expenses per unit over a three
year period compared to European industry
figures. Staff awareness campaigns have been
launched: the issue of rational energy use is
raised and discussed at workshop meetings,
as are such matters as taking care when using
equipment, and identifying and fixing problems
as soon as possible that could result in wasted
electricity, water, steam, compressed air, primary
goods and other materials.

4 _ SOCIAL AND ECONOMIC PARTNERSHIP

Moyt NonoBMHaA y4aCTHUKOB OTYETa 3aHMMAalOTCs
yTUAM3aUMEN NMBHOM APOOVIHBI 1 OTXOA0B APOXKEN:
mMarepuan NoeT Ha npogaxy wiv 6e3B03Me3aHO ne-
pefaeTcd OnbITHLIM Hay4YHbIM CTaHLMAM pacTeHne-
BOACTBA W/ GEPMEDCKNM XO3ANCTBAM Ha KOPM
CKOTY ¥ NS UCMOSb30BaHS B Ka4E€CTBE YA0OPEHNS.

MporpamMmbl MO yTUAX3aLMN YNAKOBKM BKIIOHAIOT:
CHUXEHME KONMYecTBa OTXOAO0B YNakoBOYHbIX Ma-
TEPVANoB 3a CHET YaCTMYHOro Nepesofa BO BTOP-
Chipbe; YyTUAM3ALMIO Ha NPeanpPUATUAX, UMEIOLLMX
JIMUEH3MIO Ha NPaBO XPaHEeHWs 1 yTUIM3aumio Npo-
MBILLIIEHHbBIX OTXOL0B; MPOAAXY YNAaKOBKM.

Tou KOMMaHWW peann3oBany NPOeKTbl MO OpraHum-

3auny CaHUTaPHO-3aLlLNTHBIX 30H.

Almost 50% of contributors to the Report are taking
steps to recycle spent brewers’ grain and yeast
residue, with materials sold or passed on free of
charge to crop science units and/or farmers for use
as cattle feed and fertiliser.

Programmes in place to recycle packaging
include: waste reduction via partial meltdown
for secondary materials; recycling at enterprises
licensed to store and recycle industrial waste, and
packaging sales.

Projects involving the creation of sanitary protection
zones have been putin place by three companies.

43




Companies at the fore: confronting social issues

DECISION-MAKING IN CHARITABLE SUPPORT

AID IN FOCUS

CymMMapHble pacxoisl Ha 61aroTBOPUTENBHOCTb
MVBOBAPEHHbBIX KOMMNAaHWU — y4aCTHUKOB OT4eTa
8 2006 roay npesbicnan 300 maH pyob.

bnaroTBoputensHaa OedATenbHOCTb SBAAETCH
HEOTBEMIEMOM YacCTblO MOMUTUKN COLMANTbHON
OTBETCTBEHHOCTW, KOTOPOW MPUAEPXKMBAETCH
abconoTHoe 60NbLIMHCTBO KOMMNaHU N1MBOBa-
PEHHOW oTpachu B cBoen paboTe. CouvanbHbie
NHBECTULIM KOMMAaHWA B pa3BUTNE TEPPUTOPUN
paccMaTpuBaloTCs UMK Kak BaxHblin Bkiag 6us-
HeCa B MOBbILLEHNE KavdecTBa XN3HW HaceneHna
B pernoHax, rae pabotatT KoMnaHum, 4To B 40N~
rOCPOYHOW NepcnekTnee cosaaeT bnaronpuaTHoe
couvanbHoe OKpyXeHve, HeobxoamMoe anqa yc-
TONYMBOroO passuTHa BraHeca.

KpynHble KOMnaHum CTPOST CBOW CTpaternn pas-
BUTUS BNArOTBOPUTENBHOCTY 1 COLMANbHBIX UH-
BECTULUMIA C y4eTOM NOTPebHOCTeN NoKanbHOro
obuwecTBa 1 NPUOPUTETHBLIX HAMPaBNEHWI YCTON -
YMBOIO PasBUTUSA, MPUHATBIX B 3TUX KOMMAHUAX.
Mpw aTOM coumanbHble NPo6eEMbl TEPPUTOPUN
BLIABNAIOTCH OONbLWUHCTBOM KPYMHBIX, CPEAHMX
1 Mafbix KOMNaHW Ha OCHOBE obpalleHnin op-
raHn3auny 1 rpaxnan 1 pekoMeraaumii MeCTHbIX
OpraHoB BRactTV. HekoTopble KpynHble KOMMOaHWu
NP NPUHATUM PELIEHNIA NCNONB3YIOT Takxke cTa-
TUCTUYECKME AaHHble 0ONPOCOB OOLLECTBEHHOIO
MHEHVA 1 aHaNn3 MHhOPMaLMOHHbBIX COOBLLEHWN.

In 2006, the brewing companies contributing to this
Report gave a total of over 300 million roubles to
charity.

Working with charity initiatives is an integral part
of the social responsibility policy adhered to by
an overwhelming majority of brewers in their
work. Companies see social investment in local
development as an important business contribution
to improving quality of life in the regions where
they operate, which in the long term will create
the favourable social surroundings needed for
sustainable business development.

In forming their development strategies for chari-
table and social investment, major companies con-
sider the needs of local residents and their own sus-
tainable development priorities. At the same time,
most companies of all sizes identify social problems
in the regions with the help of residents, organisa-
tions and recommendations from local authorities.
Some major companies even incorporate statistical
data collected from public opinion polls and advi-
sory statements in their decision-making process.
Quite often, companies provide charitable support
in response to a direct appeal from local authorities
for help with a specific project or organisation.

Decisions regarding charitable support for projects
and individual organisations are based on the
following criteria:
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Hepenko 6naroTBoputensHas NOMOLLb OCYLLECT-
BNAETCS KOMMaHVSMU B pe3ynbsTaTte HenoCpeac-
TBEHHOro obpauleHVs K HAM MEeCTHbIX BnacTei
C npocb60oii okasaTb MOAAEPXKY KOHKPETHOMY
0OBLEKTY UM OpraHn3aLmnm.

PeweHra o 6naroTBOpUTENLHOM NOAOEPXKE TEX

N MHBIX NPOEKTOB U OTAENbHbBIX OpraHu3aumm

APUHUMAIOTCS KOMNaHWsaMK OTpacanm Ha OCHOBE

cnenylownx NPUHLUMNOB:

® [PUOPUTETHOCTb 1 3HAYMMOCTb 0ObekTa Noj-
NEePXKM N5t pervoHa;

® OTCYTCTBME KOPBICTHOW 3auHTEPECOBAHHOCTN
6Gnarononyyarenem;

e BOCTPeO6OBAHHOCTL NMOMOLM (OCHOBHOW NpW-
HUMN — OKa3blBaTb MOMOLLb TEM, KOMY OHa 60-
nee Bcero Heobxoavmay);

® anpecHast HanpaeNeHHOCTb (MOMOLLb Hanpas-
NAETCH HANPAMYIO TEM, KTO B HEW HYX1AETCsH).

Kpome Toro, ansg MHOIMX KOMMaHum BaxHbIM ac-

NneKToM OCyLeCTBneHnd 6ﬂ8FOTBOpVITeJ'IbHOI7\ ne-

e The project is a priority and is of regional
significance

e Recipient stands to make no self-gain

e Help is required (the most important principle is
to help those who need it most)

e The assistance is direct (help is given directly to
those in need)

In addition, for many companies an important
aspect of charity work is its ability to strengthen
and maintain the brewing industry’s reputation as a
socially responsible business.

It is important to note that a number of companies,
especially those falling into the major category,
point to such important factors as continuity and
consistency, as well as a systematic approach,
as featuring among their main principles when
planning and implementing charitable activities
This pushes their work beyond the realm of one-off
charitable donations and turns them into strategic
social investments, or “strategic charity”, driven by a

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

ATENbHOCTN ABNSETCS YKpenneHve 1 nogaepxaHue
penyTaunm NMBOBapeHHON oTpacau Kak coumanb-
HO OTBETCTBEHHOr0 B13Heca.

BaxHO OTMETUTb, Y4TO pAgd, KOMNaHWii, 0COOEHHO
KDYMHBIX, YKa3bIBAET B YMCNE OCHOBHBIX MPUHUMMNOB
NNaHMPOBaHWS 1 OCYLLIECTBNEHNS CBOEW 6naroTBo-
PUTENBHOW OESATENbHOCTN Takne BaxHble acnekTbl
Kak MOCTOAHCTBO, NOCNeA0BaTeIbHOCTb U CUC-
TEeMHBbI N0AX0A, YTO NEPEBOANT 3Ty AeATENIbHOCTb
13 PasoBbIX 61ArOTBOPUTENBHBIX MOXEPTBOBAHNIA
B paHr cTparernyeckyx CouManbHeIX MHBECTULMIA
NN «CTpaternyeckor 6aaroTBOPUTENBHOCTW», Xa-
PaKTEPU3YIOLLENCS NPOEKTHLIM NOAXOA0M K MOA-
[EPXKe COOOLLECTB HAa TEPPUTOPUAX NMPUCYTCTBUA
KOMMaH1n. ToNbKO Takom Noaxod, no MHEHWMIO KOM-
naHni, MOXET NPVHECTN PeasbHyi0 NOMOLL OOLLEe-
CTBY. B TO Xe Bpema B Masibix 1 CPEAHVIX KOMMaHMUSIX
4aCTO peleHVs 0 61aroTBOPUTENBHOM NOAAEPXKE
NPUHUMAIOTCS CyOBbEKTVMBHO PYKOBOACTBOM WM
NCKIIIOYUTENBHO Ha OCHOBaHWUV MHEHWS PYKOBOAM-
Tener KOMMNaHni O NPUOPUTETHOCTY 1 COLMAbHON
3HaYMMOCTI TaKOW NOAOEPXKKN.

Komnanunm ykasbiBaloT, YTO, Kak NpaBuio, NpuHLN-
nbl NPVHATUSA peleHnin 0 61aroTBOPUTENBHOCTM
coBnagaroT ¢ npuHumnamMmn naptTHepcTsa C MecT-
HbIMW BNacTaAMK.

B uncne npropuUTETHBIX HanpasieHnii 6n1aroTeo-
PUTENBHOWN LEeATEeNbHOCTY OOMbLLIMHCTBO KOMNa-
HWIN — Y4aCTHMKOB OTHeTa BbIAENSET NPOEKThl, Ha-
npas/eHHbIE Ha:

® yKpEerieHne 300p0Bbs HACENEHVH;

project-like approach to supporting the community
in the areas where they are based. This is the only
approach which, according to the companies, can
make a real difference in society. At the same time,
in small and medium-size companies, decisions
regarding involvement in charity support are made
on a subjective basis by the management or purely
on the basis of manager opinion as to whether this
sort of support is a priority or of social significance.

Companies generally point out that the criteria used
to make decisions on charitable initiatives coincide
with those used in approaching partnership with

local authorities.

Among the many priority areas for charitable
contributions, companies participating in the Report
highlighted projects with the following aims:

e mproving the population’s health

e |mproving education
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* pasBuUTME CUCTEMBI 06PAa30BaHNS,

® M0AAEPXKY COLManbHO He3alMLLEHHbLIX CloeB
HaceneHns;

®  Da3BUTME PErMOHANBHOMO (B TOM YKC/E MaCCo-
BOr0) cropTa 1 nponarasay 300poBoro obpasa
KUBHU,

®  BO3POXAEHWE KYLTYPHbLIX LIEHHOCTEN (BKo4as
pecTaBpaLmio NamaTHINKOB apXMTEKTYPbI);

® MPOBEAEHNE Ky/BTYPHO-MaCCOBbLIX MEPONPUSTUIN.

B 310 ©cBA3M NoaaepXKy Nony4aloT yYpexaeHns
1 OpraHusaumm:

® 3[pPaBOOXPaHEHUS;

e 06pasoBaHVs;

® COLMabHON 3aLLUNTEI HACENEeHNs,

®  Hayku;

®  KYIbTYPHI;

® cnopra;

°  penmrmn.

Ocobyto KaTeropuio COCTaBNAIOT yHpexXaeHns ana
[eTeil-CcupoT, AeTV 13 HeONaronoNyyYHbIX cemen
N HYXOAIOLWMECs B coumanbHon agantaummn. Kpome
TOro, psia KOMNaHnii N0 Mepe BO3MOXHOCTY Oka-
3blBAET MOOLEPXKY OpraHam rocynapCTBEHHON
BnacTv GefepansHoro Wivt PErMoHaIbHOMo YPOB-
HA NpK peanmadauimn M1 OOLLECTBEHHO 3HAYMMbIX
NPOEKTOB B Chepe 30paBOOXPAHEHNS, CoUManb-
HOW 3alLMThI, HAayKW, KylbTypbl 1 06pa3oBaHud. Kak
npasuno, 61aroTBOpPUTENbHAS MOMOLLL HE OKadbl-
BaeTCH YaCTHbIM IULLAM 1 KOMMEPYECKNM opra-
HU3aumsaM. Hekotopele KOMNauun (8 OCHOBHOM,
KPYMHbIE) UMEIOT OrpaHnyeHns, COrMacHO KOTOPLIM
HEKOTOPbIE BNObI MPOEKTOB MK OpraHv3aummn He
MOTYT NOAY41Tb 61ar0TBOPUTENBHYIO MOMOLLb.

e Supporting those who receive no social security
e |mproving regional (including public) sporting
opportunities and promoting a healthy lifestyle
e Reviving objects of cultural significance

(including the restoration of historical buildings)
e Organising cultural events

Thus, support is granted to institutions and
organisations working in the following areas:

e Healthcare

e Education

e Social security

e Science

e Culture

e Sport

e Religion

Special categories include organisations working
with child orphans, youngsters from troubled families
and children lacking social integration. Furthermore,
a number of companies provide assistance, where
possible, to federal and local authorities for socially
oriented projects in healthcare, social security,
science, culture and education. Charitable aid
is not generally provided for private persons and
commercial organisations. Several companies
(mainly major ones) have restrictions in place to
exclude certain types of projects and organisations
from their charity programmes.

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

bonee 80% y4acTHMKOB OT4eTa NOAAEPXMBAIOT
pasNnYHbIe y4peXAeHVs CUCTEMbBI CPEAHErO, Cpea-
HEro cneuyanbHOro 1 BbICLIEro 06pa3oBaHnd, 10-
LLKOMbHBIE YHpexaeHst, LIeHTPbI AONOAHUTENbHOIO
ob6pasoBaHua aeTer n B3pOChblX, Opranmsaumm
BHELIKONbHOM paboThbl C AETbMI 1 NPOYME YHPEX-
OEHVA 1 opraHmsaummn, cBasaHHele ¢ obpasoBa-
TENbHOW OEATENBHOCTHIO.

B 2006 roay y4acTHMKM OT4eTa CyMMapHO OKa-
3anu noagepxky 6onee 100 y4ypexaeHuam
obpaszoBaHus:

e 54 06ueobpasoBaTe/lbHbIM LKONaM;

® 8 rMMHa3UsaM, NLEAM, NTMUEAM-MHTEPHATAM,

e 3 konnemxam;

e 5 XyNOXECTBEHHbIM LLKONAM;

e 8 WKOoNnam-mHTepHartam;

e 8 By3aM (YHVBEPCUTETAM, UHCTUTYTAM U NPOY. );

® 1 1yXOBHOWV CEMNHAPUN;

e 7 MECTHbIM OpraHam ynpasfieHua o6pasoBaHm-
eM (komutetam/oTaenam obpasoBaHns MecT-
HbIX aAMVHCTPaUUIA);

e 9 yypexaeHnsaM A0LWKONBHOro 06pa3oBaHNs,;

e 12 opraHmsauyaM BHELWKONbHOM paboThl C Ae-
TbMU (BKIOHYAs LEHTPbLI AONOAHUTENBHOIO 00-
pasoBaHNs OETEN, LIEeHTPbI OHOLECKOro 1 AeTC-
KOro TBOPYECTBAa 1 MPOoM. );

e 1 VHCTUTYTY NOBbILLEHNUS KBanudukaumm npo-
GeccroHanbHbIX Kanpos;

e 1 KOMOUHATY WKONBHOMO NUTaHNS.

BnarorsoputensHan nogaepxka MHOrnx o6paso-

BaTEJIbHbBIX YYPEXAEHMI OCYLLECTBNANACE KOMMa-

HUAMUM Ha e CKON OCHOBE 1 BKIKDYana:

® OKa3aHWe HenoCpeLCcTBEHHON BUHAHCOBOM MO-
MOLLY;

e npuobpeTeHne/nepenayy KOMMNbIOTEPHOIO
000pYAOBaHVA 1 OPITEXHNKN;

Over 80% of contributors to the Report support a
number of education-specific institutions, including
secondary, secondary-specialised and higher
education institutes, as well as kindergartens, extra-
curricular adult and children’s centres, and after-
school organisations.

In 2006, Report contributors lent support to a total

of more than 100 education institutions:

e 54 general schools

e 8 gymnasia, grammar schools and boarding
schools

e 3colleges;

e 5Sartschools

e 8 residential schools;

e 8 higher education providers (universities,
institutes, etc.);

e 1 ecclesiastical school,

e 7 Jocal education authorities (education
committees/departments of local
administrations);

e 9kindergartens

e 12 after-school organisations (including extra-
curricular centres for children, youth creativity
centres, etc.)

e 1 professional training institute (running courses
to improve qualifications)

e 1 school meals complex

Charitable supportwas provided for many education

institutions on a patronage basis, which included:

e providing direct financial assistance

e acquiring/donating computer and office
equipment

¢ financing repairs

e acquiring furniture

e financing specific projects

e financial support for event organisation
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e (GUHAHCMPOBAHNE BbLINONHEHWNA PEMOHTHbBIX
pabor;

* npurobpeTeHre mebenu,

®  (UHaHCKPOBaHME KOHKDETHbBIX MPOEKTOB;

e  (HUHAHCOBYIO NOMOLLb B OpraHusaumy Mepon-
PUATUIA;

® CMNOHCUPOBaHME y4acTns B KOHKypCcax, OnMMnu-
afax v gpyrux Meponpusatiax;

* probpeTeHre CNOPTUBHOW OAEXasl;

® [IPO4YIO MOMOLLb.

TMpumep M3 NpaKTUKN KPYNHON KOMNaHun
KomnaHwvsi okasarna rnomoLLb B opraHi3aumy no—
e3[Kn y4eHKoB cpefHevi obLyeobpa3oBaTesib—
Hovi Lukosibl Ne 51 Ha mexayHapoaHbIi KOHKYPC
LLIKOJTbHbIX MY3blKaslbHbIX KOM/IEKTUBOB, MPOX0—
avslumii B lpare. Llikona 6bina equHCTBEHHbIM
npegcrasutenieM Poccun Ha fgaHHOM KOHKypce
v B UTOre 3aHsina rno4eTHoe BTopoe MecTo.

BaxHbIM HanpasneHnem 61aroTBOPUTENBHON Ae-

ATeNbHOCT 60Nee NONOBUHBLI KOMMAAHWI — y4acT-

HMKOB OTHYEeTa SABAAETCH NOMOLULL AETCKMM Y4pex-

OEHVAM 1 opraHm3aunsamM NOAAEPXKM CoUManbHO

HesalwmweHHbx aeten. B 2006 rogy nmBoBapeH-

Hble KOMMNaHuy nogaepxan 6onee 70 Takux op-

raHn3auumn, Cpean HnX:

® LfeTckue canbl;

e noma pebeHka;

e [eTcKkue OoMa, AoMa AeTCTBa,

® couManbHble NpUIOTHl ANA AeTel 1 NOAPOCTKOB;

® CMeuWKOoNbl, MHTEPHATHI, KOPPEKUMOHHbIE YY-
PEXOEHVA;

® LIEHTPbLI COUMaNbHOW MOMOLLM CEMbE N AETAM;

e feTckve 6naroTBopUTeNbHblE GOHALI;

® [pOo4Me opraHM3aLmn,

e sponsoring participation in competitions,
sporting contests and other events

e acquiring PE kits

e other

Responsibility in practice at a major company
The company provided aid so that the children
of school No. 51 could attend an international
competition for school musical ensembles in
Prague. The school was the only one from Russia
present at the competition, and in the end gave
an honourable performance, winning second
place.

For more than 50% of companies contributing to

the Report, assisting institutions and organisations

set up to support socially vulnerable children

is a major part of their charity work. In 2006,

brewing companies supported more than 70 such

organisations, including:

e Kindergartens

e Baby orphanages

e Children’s homes, youth institutes

e Refuges for children and teenagers

e Specialised schools, boarding schools,
corrective institutes

e Social aid centres for families and children

e Children’s charity funds

e Other organisations

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

BnarotsopuTesnbHas Nogaepxka LETCKUX yHpex-
OEHNN OCYLWEeCTBNANAach B pasnuyHelx Gopmax —
OT MOKYMKW UIrpyLUek, ogexasl 1 00yBu 1 onnarsl
NyTEBOK Ha OTAbIX 15 AeTer A0 PEMOHTA NoMe-
LeHnn, NpruobpeTeHna obopyaoBaHns, mebenu
11 OKa3aHns HeNoCcpeaCTBEHHOW (PUHAHCOBOW MO-
MOLLM. MHOMMe KOMNaHu1 OCYLLEeCTBASANN B3HOCHI
B passiv4Hble AeTckre 6naroTBoputebHele GOoH-
[bl, & Takxe 0oKkasblBain NOMOLLb OOWECTBEHHBIM
opraHM3aunsmM noaaePXkkA AeTen N1 MHBaIMAOB.

TMpumep N3 NpaKTUKN KOMNaHun
Hwxeropoackas pervioHanbHas 06LeCcTBeHHas!
opraHuaaumnsi NOAAEPXKU AeTer i MOSTOAEXM
BEPAC ocylecTsnsieT cBOKO AeSTe/IbHOCTb 110
coymnanudauymm getevi—nHBanm[os. bnaroga-
P noagAep)xKe KoMraHuu rofy4umna pasButme
Crnyx6a coymanbHou apgantauymm v peabunmra—
umn getevi ¢ orpaHnYeHHbIMY BO3MOXHOCTSIMM
«CTyrneHn», a Takxxe rpoBefeHbl MEPONPUATHIS.
®ecTyBaib TBOpYECTBa «3a)rn CBOKO 3BE3AY»
n MexayHapopaHas akums «Mei Bmecte — 2006».

TMpumep N3 NpaKTUKN KOMNaHun

Komnarus ocylyectsniseT 61aroTBOPUTENbHYO
rporpammy «[lomoLb 1o afgpecy», padpaboraH—
HYyt0 COBMECTHO C aaMmuHucTpauymer Aamvparn—
Tevickoro p—Ha CaHkT—[letepbypra. KomnaHus
W aAMUHUCTPAaLMS COCTaBAIOT CMMCOK AETCKMUX
JOMOB 1 [JOMOB PeCcTapesibiX, KOTOPbIM HEOOXO—
avma nomolLb. bnarotBoputensHas nogaepxka
OKasablBaeTcsl B popme MoKynku HeobXxo[Mmoro
MEANLMHCKOro v MHOro 060pYyAOBaHMS.

TMpumep 13 NpakTUKnU 61aroTBOPUTESIbHOMN
AeATesIbHOCTU O4HOU U3 KOMIMaHWI:

KomnaHus ocyujectsunia cTpaxoBaHue 7 TbiC.
neteri B Bo3pacte fo 16 netr or nwboro
HecYacTHoro cry4as B TeqeHue roga. Cymma

Charitable support for children’s institutions is
provided in a number of ways, from buying toys,
clothes and shoes, and covering the costs of
children’s holidays, to repairing premises, buying
equipment and furniture, and granting direct
financial aid. Many companies make contributions
to a range of children’s charity funds, whilst also
helping public organisations set up to support
children and the disabled.

Responsibility in practice at one company

The Nizhny Novgorod regional public organi-
sation for the support of children and youths,
VERAS, works to integrate children with dis—
abilities. Thanks to the company’s support, the
Service for the Social Adaptation and Reha-
bilitation of Special Needs Children, Stupeni
(“steps”), has been given a chance to develop.
Events have also been held.: the Creativity Fes—
tival Light Your Star, and the international event
We're together: 2006.

Responsibility in practice at one company

The company organises a charity programme
called Direct Aid, designed on a joint basis
with the administration of St Petersburg’s
Admiralteisky district. The company and
administration compile a list of children’s homes
and nursing homes that require assistance.
Donations are made in the form of vital medical
and other equipment.

Charity work in practice at one company

The company provided full twelve—month
accident insurance for 7,000 under-sixteen—
year—olds. The annual insurance premium for
each child was 10,000 Roubles.
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CTpaxoBaHusl Ha Kaxaoro pebeHka Ha roj co—
crasuna 10 Teic. pyo.

B 2006 rony nMBoBapeHHbIe KOMMaHUU (y4acT-
HUKM OTYeTa) HanpaBwIN Ha NOAAEPXKY 00-
pa3oBaTenbHbIX U AeTCKUX Y4PEeXOeHU 0Ko-
1o 30 MnH py6. B cTpykType 06Luwmx pacxonoB
Ha 6/1aroTBOPUTENBHOCTbL KOMMaHUM oTpacnn
nomoLub o6pasoBaTesibHbIM U cneunanusu-
POBaHHbLIM AETCKMM Y4YpPEXAEHUSM COCTaBU-
na no ntoram 2006 roga okono 10%.

ToaaMuUMOHHBIM Hanpasferem 61aroTBOPUTESb-
HOM AesdATeNbHOCTM abCOMOTHOrO GOMbLIMHCTBA
NMBOBaPEHHbIX KoMnaHnii (6onee 80% y4aCTHNKOB
oT4eTa) ABNSETCA NOAAEPXKa YHpexaeHNin 1 opra-
HM3aUWI 30paBOOXPAHEHNS 1 COLMANTBHOM 3aLUmTbI
HaceneHuns. B psae koMmnaHu 0ons Cpencts, Ha-
NpaBNEHHbIX 3TUM YYPEXOEHVSM, cocTaBmna bonee
50% Bcero o6bema 61aroTBOPUTENBHON NOMOLLN.

O6wmii 06beM CpeacTB, HanpaB/IEHHbIX KOM-
naHusaMn oTpacau Ha NopAepPXKy yypexae-
HUW 34paBOOXPaHEHUSA N OopraHusaumin co-
LManbHOM NOMOLLUN HaceneHuo, NpeBbICU
B 2006 roaoy 30 mnH py6. 1 cocTaBui OKOJO
11% B cTpyKType o6Lux pacxonoB nmBoBa-
PEHHbIX KOMMaHUii Ha 61aroTBOPUTENBHOCTb.

DUHAHCOBYIO 1 NHYIO MOMOLLE MOAYHUN:

o 24 neyebHbIxX ydpexaeHus (60nbHULbI, B T. 4.
neTckne; NOAVKIUHVKIA, A0Ma MHBaNMOO0B; roc-
nuTanuy, caHaTtopun 1 np.);

o 2 MeaMUMHCKMX Hay4yHO-MCCnenoBarebCKmx
NHCTUTYTA: Hay4yHO-nccnenoBarenscknin ae-
TCKNA OPTONEANYECKNN UHCTUTYT 1 LleHTpans-

In 2006 the brewers contributing to this
Report gave away around 30 million Roubles
to support education and children’s
institutions. According to the year’s figures,
this constituted 10% of all charitable aid from
the industry.

For the overwhelming majority of companies in
the industry (over 80% of Report contributors) the
traditional beneficiaries of charitable support are
organisations and institutions providing healthcare
and social security. For a number of companies
these contributions make up 50% of their total
charitable donations.

In 2006, industry firms granted a total sum
in excess of 30 million Roubles to healthcare
institutions and social aid organisations. This
constituted around 11% of the total charitable
donations made by brewing companies.

Financial and other assistance was granted to:

e 24 medical treatment facilities (hospitals,
including children’s hospitals, policlinics, homes
for the disabled, and sanatoria)

e 2 medical research institutes: the Children’s
Orthopaedic Research Institute and the Central
Research Institute of Roentgenology and
Radiology

e 1 drug-addiction treatment centre and 1 alcohol
rehabilitation centre

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

HBI Hay4YHO-MCCNea0BarTenbCkin peHTreHopa-
OVIONOMMHECKNA MHCTATYT,

e 1 HapkoamMcnaHcep 1 1 UueHTp peabunutaumm ot
aNIKOr0/NbHOV 3aBVICUMOCTH;

e 2 MECTHbIX ynpasfenus/oTaena 34paBo-
OXpaHeHus;

e 6 LUEHTPOB COUMANbHOrO OOCNYXMBaHNS Hace-
NeHus;

e 17 opraHusaunm NHBanMaoB;

e 14 0praHvsauunn BeTepaHoB, MHBaNNO0B U y4ac-
TH1Kos BOB;

e 1 NOM-VHTEPHAT A9 NpecTapesbix 1 MHBAIMOOB.

Kpome Toro, Heckonbko KOMMaHwWii BblAennmn aa-
PECHYIO MaTeprabHyIO MOMOLLb MHBaIVAAM 1 Be-
TeparHam BOB.

TMpumep U3 NpaKTUKN Masiol KoMnaHuu

Crvcok opranusaunii MHBanvAoB 1 BETepaHos,

Moy YnBLLIMX MOAAePXKY komnaHum B 2006 rofy:

e O6LecTBO MHBaIMAOB;

o (Obujepoccuvickasi 0bLecTBeHHas opraHu3a—
ymsi «BOW»;

o [V PK «CbIKTbIBKapPCKU JOM—MHTEpHAaT A7is
npecTaperbiX v MHBaIVAOB;

o CbIKTbIBKapCKas 00LLeCTBeHHas opraHm3aums
VHBa/IMAOB;

o Hexkommepyeckmni poHa «Komu coumarnbHbiv
oHa» (Ans netevi—MHBaIaoB),

o MY «lleHTp coumanbHOro 06C/yXuBaHUs
rpaxgaaH roXxusioro Bospacta 1 MHBa/maoB»;

o CMVYTT «XozsavicTBeHHOe yripasrieHue» (A
BeTepaHoB),

o  DoH[ BETEpPaHoB;

e (Cot03 BETepaHoB;

e CMVYTII «Boctoprs.

e 2 Jocal healthcare departments/divisions

e 6 social services centres

e 17 organisations for the disabled

e 14 organisations for the disabled and veterans
of WW2

e 1 care home for disabled pensioners

In addition, several companies allocate special aid
resources for the disabled and veterans of WW2.

Responsibility in practice at a small company
A list of disabled and veteran organisations
receiving company support in 2006:

e The Disabled Society;

e VOI, the All-Russian Society for the Disabled
(Russia—wide public organisation)

e The Syktyvkar Residential Home for the Elderly
and Disabled (State institute of the Komi
Republic)

e The Syktyvkar Public Organisation for the
Disabled

e The Komi Social Fund (Non-commercial fund
for disabled children)

e The Social Services Centre for the Elderly and
Disabled (municipal organisation)

e Maintenance Board (Syktyvkar municipal
unitary enterprise for veterans)

e The Veterans Fund

e The Union of Veterans

e Vostorg (“joy”) (Syktyvkar municipal unitary
enterprise)
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TMpumep n3 NpaKkTUKN KPYNHON KOMMaHun

C 2002 rona komnaHws peann3yeT crieumaribHyo
rnporpammy rnoAnaepXXKu AEeTCKOro rnpoTmuBOTY—
bepkynesHoro caHatopus um. lNasrivika Mopo3o—
Ba B . Kanyre. 3a npoiueaLuve rogsl KomnaHus
ocCyLecTBuUIa PEKOHCTPYKUMIO 3[aHus caHa—
TOpUS, 3akynuna meauUmHckoe obopynoBaHmne
n mebens a5 ne4ebHoro 610ka, OTPEMOHTUPO—
Basia U30IIAToP v NULLEb/1oK. KomnaHus He orpa—
HMYMBaETCS TONTbKO GOMHAHCOBOM MOMOLLbIO. Tak,
Harpumep, COTPYAHWUKU KOMAaHWW PerynspHo
1pPoBOAAT Cy660THUKM 110 YOOPKe TeppuTopumn
caHatropuvisi, OpraHn3yroT CO0P KHKEK 1 UrpyLLEK
L7149 [eteu.

TMpumep M3 NpaKkTUKN KPYNHON KOMNaHun
lMonnepxka manoobecrnedyeHHbIX Cr10eB Hace—
NIeHWs1 ABNSETCS OAHUM U3 MPUOPUTETHbIX Ha—
rpasneHuii 61aroTBOPUTENIbHOM AEeATEeNbHOCTH
Komrarum. B 2006 rogy ans BetepaHoB Benvkori
OreYecTBeHHOV BOVHbI Obl/iv yCTaHOB/IEHb! Te—
negoHbl, opraHn3oBaHa becrniatHas noanicka
Ha MECTHYtO raseTy, rpegocTaBneHa eamHoBpe—
MeHHasi MaTepuraribHasi MOMOLLib.

Elle oaHnM HanpaBneHnem coumanbHbIX MHBEC-
TULUWIA KOMNaHWA NMBOBAPEHHOW OTpacin sBNa-
eTca GrHaHCcoBad 1 MHad NOMOLLL OpraHM3aLnam
Ky/IbTypbl, OKadaHne MM NOAAEPXKM B peanmsaumn
pasnV4HBIX MPOrpaMM 1 NPOBeaEeHUV B PermoHax
MacLTabHbIX KYNbTYPHBIX MEPONPUATUIA PEerno-
HaJIbHOMO W BCEPOCCUINCKOrO YPOBHS.

B HEKOTOPbIX KOMMAHNAX PACXOAb! Ha NOANEPXaHNe
opraHvdaunii KynbTypbl 1 peanvsaumnio pasinyHbix
KYNBTYPHBIX MPOEKTOB COCTaBNSIOT bonee 60% Bcex

Responsibility in practice at a major company
Since 2002 the company has been working
on a special programme to support the Pavlik
Morozov Children’s Tuberculosis Sanatorium in
Kaluga. In the last few years the company has
refurbished the sanatorium building, purchased
medical equipment and furniture for the treatment
area, and repaired an isolation ward and catering
unit. Furthermore, the company’s contributions
have gone beyond the financial. Company
employees, for example, hold regular volunteer
clean-up on the sanatorium premises, and
organise book and toy collections for the children.

Responsibility in practice at a major company
Supporting deprived groups within the population
is a priority component of the company’s charitable
activities. In 2006, World War Two veterans were
treated to newly—installed telephones, free subscrip—
tion to the local newspaper and financial support.

Providing financial and other support for cultural
organisations is yet another area for social
investment among brewing industry firms. Various
programmes are supported and public cultural
events are held both locally and nationwide.

Some companies donate over 60% of their charity
resources to supporting cultural organisations and
a variety of related projects. Cultural initiatives
account for around 7% of the total charitable
funds allocated by brewing companies. In

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

pacxofoB Ha 6naroTBOpUTENLHOCTL. B obweit
CTPYKTYype pacxoAoB NMMBOBApPEHHbIX koMna-
HUIA Ha GnaroTBopuUTENbHbIE Uenu aona ou-
HaHCUPOBaHUSA 00bEKTOB KYJbTYpPbl COCTaB/SA-
eT okono 7%. B 2006 roay y4acTHMKM OoT4YeTa
HarnpaBwn Ha 3Tu uenu 6onee 20 MiH py6.

HenocpeacTBeHHYIO noaaepxky noayymnm 6na-
roTBOPUTENbHBIE DOHABI, AOMA KYNbTYPbI, TEATPHI,
LIEeHTPbI HAPOAHOrO TBOPHYECTBA, CTOpUYeckne 06-
uiectsa, 6mbnamnoTekn, My3eu 1 Apyrue KyasTypHO-
NPOCBETUTENbCKME YYPEXAEHNA U OpraHn3aumn
(B 0OLLEN CNOXHOCT Bonee 65 opraHmsaLiin).

Mpumep M3 NpakTUKU KPYMnHOu KOMNaHNn

B 2006 roay B pamkax cotpyaHu4ectsa c [ocy—
[apCTBEHHbIM SPMUTaXEeM KOMIaHWs NpuHUMa—
71a y4actue B rogroToBKe W peanudaumn Kysb—
TYPHOV MporpamMmel, MOCBSLLEHHOM TBOPYeCTBY
PembpaHaTa, koTopas HasbiBanack «PembpaHAr.
My3bikarbHble kapTuHbl». [lporpamma BKYana
M59Tb KOHLEPTOB, KOTOPbIE MPOLLIIN B SPMUTaX—
Hom Teatpe B TevyeHne 2006 roga. B 2007 rogy
KOMIaHusi HamepeHa rpoaosikate COTPYAHNYeC—
TBO ¢ ["0CynapCTBEHHbIM SPMUTaXEM 1 BbICTYMNTb
CMOHCOPOM KyNbTYPHbIX MEPONPUATUA B pamkax
nporpammel «My3bikanbHbI SpMUTax».

Mpumep M3 NpakTUKU KPYMnHoOu KoMnaHUn

KommnaHusi Ha MpoTSXXEeHUN HEeCKOTIbKUX NeT
nognepxvBaet nposefeHne MexayHapoaHoro
ectupans «Mup rutapsl» B Kanyre, KoTopbiii
3a npoLuefLme rogel npeogonesn yskue pervi—
OHallbHblE PaMKu v CTasl He TOIbKO 3HaKOBbIM
MepornpusTuem B hecTmBarnbHOM Xun3Hm Poccuu,
HO 1 3aMeTHbIM SIBJIEHUEM B MEXAYHapOaHbIX
My3bIKanbHbIX Kpyrax. ®ectvBasbs rnpuvsBieKkaet
BeAyLUMX My3bIKaHTOB U3 PasHbIX CTpaH Mupa.
o ouyeHke rnasbl @efeparbHOro areHTcTBa o

2006, Report contributors spent more than 20
million roubles to this effect.

Charitable foundations, cultural centres, theatres,
arts and crafts centres, historical societies, libraries,
museums and other cultural and educational
institutions and organisations (in total more than 65)
received support directly.

Responsibility in practice at a major company
In 2006, the company worked with the State Her—
mitage Museum to help plan and launch a cultural
programme dedicated to the works of Rembrandt,
called Rembrandt: Musical Paintings. The pro-
gramme included five concerts, taking place in the
Hermitage Theatre throughout 2006. In 2007 the
company intends to continue its work with the State
Hermitage Museum and sponsor cultural events
as part of the Musical Hermitage programme.

Responsibility in practice at a major company
For several years the company has supported the
international World of Guitar festival in Kaluga,
which in recent years has spread beyond the re—
gional border to become not only a famous event
on the Russian festival calendar, but also a major
phenomenon for music communities worldwide.
The festival attracts leading musicians from vari-
ous countries of the world. According to Mikhail
Shvydkoy, head of the Federal Agency for Cul-
ture and Cinematography, the Kaluga festival is
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KynbType v kuHematorpagum Muxawnia LLBbia—
KOro, Kasy>XCKui ¢hbecTnBasib SBNACTCA «yHU—
KaslbHbIM COObITUEM, MOLUHbIM aKKOPLOM My3bl—
KaJlbHOU POCCUCKOW KYITbTYPbI».

TMpuMepbl N3 NPaKTUKN KPYMHOW KOMMaHU
[pv nopAepxke KomnaHWM opraHn3oBaHsl chec—
TMBasb W BbicTaBka ¢hotorpagos m3 VBaHoBa,
Mocksebl, l[epmarmm, CaHkT-[leTepbypra. Ha Bbi—
craBke Takxe Oblnv rpencTasieHbl hoTopaboTs!
COTPYAHVKOB KOMMAHWN.

Passutre pernoHanbHoOro cnopra 1 BCemepHas
nonynspusauma 300poBoro obpasa xmaHu nNpo-
[0MXalT HAaXOANTbLCA B LIEHTPE BHUMaHWA abco-
NIOTHOrO BONbLIMHCTBA KOMMNAHNA NMBOBAPEHHOM
OTpacnv, HECMOTPSA Ha 3Ha4MTeNbHbIE 3aKoHOAA-
TeNbHbIE OrpaHnM4yeHns y4acTus N1MBOBAPEHHbIX
KOMNaHWin B pa3BUTUM AaHHom obnact. Hens-

a “unique event, striking a powerful chord within
Russia’s musical culture”.

Responsibility in practice at a major company
A photography festival and exhibition was
organised with company support. The
photographers featured came from Ivanovo,
Moscow, St Petersburg and Germany. The
exhibition also included the work of company
employees.

Promoting sport in the regions and a healthy
lifestyle worldwide remains a focal issue for
the overwhelming majority of brewers, despite
significant legislative restrictions on industry

participation in this area. Sports clubs, youth
schools, professional youth sports funds, stadiums,
sporting alliances (associations, federations etc.)

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

CTpyKTypa pacxofoB Ha 61aroTBOPUTENbHYIO AEATENBHOCTb, %
Breakdown of charity outgoings

Cnopt . - ) . [lpyrue 06beKTbI 1 OpraHu3aLm
Sport — 70 o Other projects and organisations
Oﬁpaaosaﬂme . 10 H— _ 3/ipaBooxpaHeHie
Education Healthcare
Kynbrypa _
Culture

MEHHO O0NbLIOW NOAAEPXKOW NOAL3YIOTCS CNop-
TUBHbIE KNYObl, AETCKO-IOHOWECKNE WKONbI, (POH-
Obl NOAAEPXKN W pasBnTua NpodecCnoHanbHOro
1N 0ETCKO-IOHOLWECKOro CnopTa, CTaamOHbl, Cnop-
TUBHbIE 06beaVHeHVa (accouvaumn, deaepaumm
M np.) v opyrne opraHunsaumv. [ns 6onee aktue-
HOrO BOBJIEYEHWA NOOPACTAIOWLEro NOKONEHUS
B 3aHATUA DUBKYIETYPOW 11 CIIOPTOM P, KOMMAaHNIA
oTpacnv GuHaHCUpPyeT CTPOUTENBCTBO ABOPOBbLIX
CNOPTMBHbBIX M0WAnokK, NpuobpeTaeT Heobxoan-
MbIA MHBEHTAPb ANS PA3NYHBIX AETCKO-IOHOLWEC-
KX CMOPTUBHbIX LIEHTPOB.

KoMnaHnm Takxe akTMBHO NoaaepXvBatloT npo-
BedeHVEe CNOPTMBHBIX COPEBHOBAHWN, TYPHUPOB
11 MPA3OHMKOB, a TaKkXKe KPYMHbBIX PErvOHabHbIX Me-
POMPUATUI, B paMKax KOTOPbIX MPOBOAATCS akLMN,
HanpaBieHHble Ha Nponaranay 3A0pPOBOro obpasa
xun3Hr. B 2006 rogy B pasnnyHbix pernoHax Poccun
npv GUHAHCOBOW NOOAEPXKE NMUBOBAPEHHBIX KOM-
naHWy COCTOSNINCH LWECTb TYPHUPOB MO TEHHWCY,
BOSIbHOW 60pbOe 1 hyTOONY, NBIKHBIE NPA3AHNUKY,

and other organisations all continue to receive huge
support. To attract more young people into sports
and promote increased physical activity a number
of companies finance the construction of courtyard
sports facilities and purchase vital equipment for
arange of youth centres.

Furthermore, companies actively support sporting
competitions, contests and festivals, not to mention
major regional events, all aimed at promoting
a healthy lifestyle. In 2006, brewing companies
stepped in to support six tennis, free-style-wrestling
and football contests, multiple skiing festivals, cross
country events and relay races, a judo festival,
fencing competitions, a summer biathlon world
championship, an equestrian sports event, and
three Olympic extravaganzas, to name but a few.

In 2006, contributors to the Report allocated
over 200 million roubles to promoting physical
exercise and sport, i.e. 70% of their total
charitable resources.
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Kpocchl, actadeTsl, hecTmsanb no 31040, COPEeB-
HOBaHMA N0 GEeXTOBaHMIO, YEMMMOHAT M1Pa Mo NeT-
Hemy B1aTNoHy, KOHHO-CMOPTUBHLIN NPa3AHNK, TON
cnapTakuagbl 1 Apyrve CropTBHLIE MEPONPUATHS.

Bcero Ha pasButue pusKynbLTypbl 1 criopta
y4yacTHukuM oTtyeTta Bblgenunu B 2006 roay 60-
nee 200 mnH py6., 4TO cocTaBusio okoso 70%
BCEX CPeACTB, HaNpaB/ieHHbIX Ha 6a1aroTeo-
puTenbHble Lenu.

KomnaHnu Takke y4acTBytOT B APYrX OOLLIECTBEH-
HO 3HaYMMbIX MHULMATMBAX, HaNpPaBNEHHbIX Ha
noaaepxKy Monoaexu, obpa3oBaHns, NPOABUXE-
HMe 300POBOro 0Opasa XU3HMU.

TMpumep n3 NpaKkTUKN KPYNHON KOMIaHun

B 2006 ropy komnaHus niogaepxxana BbiyCK
cnpaBoYHuKa «YT0 fenatb BbInyCKHUKY ?7» Ty—
paxom 400 TeIC. 2K3eMmnisapoB. bpoliwopa
C VHbopMaLmer 0 COBPEMEHHbIX MPeanpusTHsX,
rOTOBbIX MPUHSATH BbIMYCKHUKOB Ha paboTy, By—
3ax 1 BOCTpebOBaHHbIX crneynanbHOCTIX pac—
rpocTpaHsnack 6ecriatHo cpeau BbiryCKHUKOB
CaHkT—-[leTepbypra.

lMpumep n3 NpakTNKU cpeaHei KOMNnaHun

B neHb 60opbbbl ¢ KypeHnem paboTHkam 3aBo—
aa npegnaranock 0OMeHsTb Navyky curaper Ha
OyTbirIKy 6€3a/1K0ro/IbHOr0 HanuTka wam nadky
CHEKOB.

TMpumep n3 NPaKTUKU KPYMNHOU KOMNaHUN

KomnaHws peanusyet Ha MpoTsSXXeHu nsaTv 1eT
rnporpammy «Ham 3[eckb XuTb», Lie/lb KOTOPOU —
TOMOYb XXAUTESSIM rOPOAOB 1 06/1aCTHbIX LIEHTPOB,
rae HaxoaaTcsl npeanpusTus v couanansl KOM—
raHuy, caenarb ux YuLLle, yroTHee, KOMOopTHee.
CoTpyaHWKM KOMMaHum CTanu MHUUMATUBHLIM

Companies also play an active role in other
socially-significant initiatives, supporting youth and
education, as well as promoting a healthy lifestyle.

=

=

s

Responsibility in practice at a major company
In 2006 the company released 400,000 copies of
a guide called What next for young graduates?
The brochure contained information on modern
enterprises interested in hiring young specialists,
as well as on universities and the subjects in
demand, and was distributed free of charge to
those fresh out of the education institutions of
St Petersburg.

Responsibility in practice at a medium-size
company

On no-smoking day, factory workers were offered
a non-alcoholic beverage or snacks in exchange
for their packet of cigarettes.

Responsibility in practice at a major company
Over the course of five years, the company has
been working on a programme called This is
our home, the aim of which is to help residents
of the towns, cities and regional centres where
company factories are located to make them
cleaner, more homelike and more comfortable to

COMPANIES AT THE FORE: CONFRONTING SOCIAL ISSUES

AAPOM, BOKDYI KOTOPOIro 0ObeAuHWANCH ThbICSHYM
APYrnx ropoxaH — CTYAeHTbl, LUKOSTbHUKM, MeH—
CUOHEPSbI, Chyxaluyme, COTPYAHWKN rOPOACKMX
U PAVIOHHbIX aAMUHUCTPALNA.

TMpumep M3 NpaKTUKN cpegHer KoMmnaHum

B koHye 2005 roga ocHoBaH Kiy6 nobutenen
«HOBOPOCC», yenbto koToporo sBnsercsi 00b—
eavHeHve NfAer no nHTepecam, rnpuobLyeHne
MX K Ky/bType nuTus nuBa, rnpoBeaeHne onpo—
COB /17151 BbISICHEHUSI TOTPEOHOCTEN U OXuAaHii
rnotpebuterneit. Bctpeyn YneHoB knyba rnpoxoast
EXXeMeCs4HO.

Mpumep n3 NpakTUKU KPYMHOW KOMNaHUn
AKTUBHO OAAEPXNBAKOTCS MPOEKThI B cehepe
006pa30BaHusi: LLIKOTTbl 06ECeYMBaOTCS METOAM—
YECKOM NINTepaTypori v 060Py[OBaHUNEM, GhriHAH—
cUpyeTCsl y4acTue LUKOMIbHUKOB B POCCUICKIX
1 MeXAYHapOoaAHbIX KOHKypcax. B netHee Bpemsi
roAAepX1BaKOTCS MPOEKTHI 110 TPYAOYCTPOUCTBY
MoAPOCTKOB 13 Manoo6ecnedyeHHbIX cement Ha
LLIKO/IbHBIX M/10LLaKax.

Ha npoTaxeHunn Tpex net KomnaHus ouHaHcu—
PYyerT BbIfyCK ra3etbl 4515 AeTel v ogpOCTKOB,
a Takxe crneynann3npoBaHHbIX W3[aHwi As
yyuTeneu LUKOJ.

live in. Company employees were at the heart of
the initiative, attracting thousands of other local
citizens, including students, school children,
pensioners, office workers and staff from the local
and regional administrations to take part.

Responsibility in practice at a medium-size
company

At the end of 2005 the NOVOROSS Amateur Club
was founded. It aims to bring people together
according to interest, involve them in beer—
drinking culture, and organise questionnaires to
reveal consumer expectations and requirements.
The club’s members meet once a month.

Responsibility in practice at a major company
Education projects receive active support.
Schools are given teaching materials and
equipment, and they receive money to participate
in national and international competitions. In
summer, support is given to projects that find
work on the school grounds for teenagers from
disadvantaged families.

For three years now, the company has financed
newspapers aimed at children and teenagers,
as well as specialist publications for school
teachers.
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. OXPAHA 1 BESOMACHOCTbB TPYJA
HEALTH AND SAFETY IN THE WORKPLACE

. MEAMUMHCKOE OBCITY XNBAHNE
PABOTHWMKOB
A HEALTHY WORKFORCE

. MPOTPAMMBI PASBTNA 1 OBYHEHWIA
STAFF TRAINING AND DEVELOPMENT

[IpUMOPUTETHLIE HaNPaBIEeHUSs

couUManbHOM NONUTUKIA
MBOBAPEHHbLIX KOMMaHU

Priorities in social policy

. COUNMAJTbHBIE BBITIATHI
WELFARE

SOCIAL PARTNERSHIP WITH TRADE UNIONS

COUNAJTBHOE MAPTHEPCTBO C NMPOPCOIO3AMM

Mo MHEeHMIO KOMNaHWI, couvansHas OTBETCTBEH-

HOCTb paboToaarenen BKIYaeT:

e 00ecneyeHne CoLpanbHO 3Ha4MMOr0 YPOBHS 3a-
pabOoTHOW MnaThl 1 CTabubHOCTY €€ Bbinnatsl,

* peanu3aumio Mep no 06ecneyeHnto oxpaHsl
TpyAa v NPOMbILLNEHHOM 6€30MacHOCTH,

* npepocTaeneHne JO6POBOABHOIO MEAMULIHC-
KOro cTpaxosaHvs pabOoTHNKOB,

® npenocrtaBneHne BO3MOXHOCTEM nHaonBnayanb-
HOIo pa3BuTa 1 NOBbILLEHWA KBaJ'II/IQDI/IKaLI,VII/I,

® Oka3aHve NoMOoLKM B KDUTUHECKNX CUTYaLNAX.

KomdopTHble 1 GesonacHele ycnosua Tpyaa,
oxpaHa 340p0oBbs pabOTHMKOB, MeanUMHCKME
nporpaMmel, pa3suTne KopnoparnBHOro cnopra
NO3BONSIOT KOMMaHUSM COXPaHaTb CTabuNbHbI
cocTtaB paboTHMKOB 1 NoaaepxXxunBaTe bnaronpu-
ATHYIO MCKXONOrMYeckyto armochepy B TPYA0BbIX
KonnekTeax. 4acTtb MeEpONPUATUA 1 NPOrpamMm
pernameHTupyeTcs AeNCTBYIOLMM 3akOHOAaTeNb-
CTBOM P®, yacTb — ABngeTCs A0OPOBONALHOM NHW-
LMATUBON KOMMaHNN.

OxpaHa n 6e30nacHoCTb
TpyAa

OpraHmsauns oxpaHbl Tpyda Ha nNpeanpuaTuax
NMBOBAPEHHOW OTpacmn 6asmpyeTca Ha NPUHLN-
nax cobnonerHua TpeboBaHuit denepanbHOro
N PEMVIOHANBHOIO 3aKOHOAATENbCTBA, a Takxe Ha
NPUMEHAEMBIX B PSAE KPYMHBIX MeXAyHapOaHbIX
KOMMaHuii KOPnopaTueHbIX ctaHaapTax. Bece atn
MPVHLMMBI HEYKOCHUTENBHO BINOMHAIOTCA.

O6beM pacxoaos Ha MEPONPUATAA MO OXpaHe Tpy-
[a B KPYMHbIX KOMMaHWsX 3a NPOLIeALLINIA rof, yBe-
nnyuncs Gonee Yem B TpW pasa.

Companies believe that being a socially responsible

employer involves:

e Providing wages that satisfy the social context,
and ensuring they are paid out on a stable basis

e Taking an active stance on industrial health and
safety in the workplace

e Providing staff with voluntary health insurance

e Providing opportunities for individual develop-
ment and bettering employee qualifications

e Providing assistance in critical situations

Providing safe and comfortable working conditions,
protecting employee health, offering healthcare
programmes, and promoting corporate sport lends
companies the luxury of a stable workforce and a fa-
vourable working climate. Some of these initiatives
are regulated by the current legislation of the Rus-
sian Federation, whilst others are offered on a purely
voluntary basis by the companies themselves.

Health and safety in the
workplace

Employee health and safety at brewing companies
is based on rigorous adherence to federal and
regional legislative requirements, as well as
corporate standards already in place at a number of
major international corporations.

Within the last year the amount spent by major
companies on health and safety more than
tripled.

Changes to the “major” category are mainly due to
an increase in the amount spent on industrial health
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Pacxoabl KOMNaHWii Ha oxpaHy 1 6e30nacHoOCTbL Tpyaa

MepnuuymHckoe

Amount spent by companies on employee health and safety

62

obcnyxusaHue paboTHUKOB

A healthy workforce

[pynna Pacxopibl Ha MeponpuaTus no oxpate Tpyaa u Tb, MaH py6neii
Group Amount spent on health and safety and accident prevention, million roubles
B cooTBeTCcTBMM C TpEOOBaHVAMY 3aKOHOAATENbC To meet legislative requirements, companies
2005, 2006 T, TBa KOMMaHW PerynapHo NPOBOAAT MeAMLMHCKIE provide their staff with regular health checks.
OCMOTPbI PabOTHVKOB. [TOMKMO 3TOro BCe Bonble Brewers also welcome voluntary health insurance
KpynHble 1-50 1.5-160 NPeanpuUsaTAn NMBOBAPEHHOW OTPACN NPUHUMAIOT programmes for their employees (referred to in
Major nporpaMmmMbl 4OOPOBOBHOMO MEAVLIMHCKOroO cTpa- Russian as DMS). DMS programmes at major
Coenive 02-12 09-8 xoBaHua (AMC) coTpyaHrKoB. B KpynHbix kKoMna- companies boast a staff participation rate of 78%. In
Medium-size HUax B nporpammax AMC yyactsyior 78% pabot- three companies, 100% of the workforce is insured.
HWKOB, B Tpex 13 Hnx oxeat 100%-Hbin. B cpeaHnx In the case of medium-size companies, this figure
ganrlm 0.2-1.3 0.14-0.9 KOMMaHWAxX 9TOT nokasaresb COCTaBndeT 0Kono hovers around the 43% mark, whilst in their smaller
mal

VI3MEHeHVs B rpynne KPYMnHbIX KOMMAaHWM B OCHOB-
HOM CB$3aHbl C YBEMYEHNEM PACXOAOB Ha OXPaHy
TpyAa W NPON3BOACTBEHHOM 6€30MaCHOCTH O4HOMO
y4aCTHMKA OT4eTa, YTO CBA3aHO C eVHOBPEMEH-
HOW 3akynkow 000pyAOBaHMA 1 Matepuanos.

B cpenHux KoMnaHusax pacxodsl Ha 6e30n1acHOCTb
TpyAa COXPaHWAWCH MNPaKTUHECKM Ha NPEexXHeM
YPOBHE, HEKOTOPOE CHWXEHME BEPXHEW rpaHuubl
00YCNOBNEHO NEPEMELLEHNEM OOHOW 13 KOMMaHN
B Ipynny KPynHbix Kopnopaum. OcTanbHble KOM-
naHnM 13 3TOW MPYNMbl COXPaHnv 06bemMbl GUHaH-
CMPOBaHNA Ha NMPEXHEM YPOBHE. HekoTopoe co-
KpalleHne pacxodoB B rpynne Manbix NpeanpusaTuiii
CBA3aHO C 3aBEpLUEHVEM B HECKOSBbKMX U3 HIX 3ame-
Hbl 0O0PYA0BAHMIS 1 3aKyMNOK CNEeLOAEXIpl, KOTOPbIe
MPOV3OLLM B MPOLLIOM FOAY, & Takxe BKIIOHEHNEM
B COCTaB Y4aCTHMKOB OTHETa PSA HOBBIX KOMMAHWI.

and safety by one Report contributor, thanks to
a one-off purchase of materials and equipment.

The amount spent by medium-size companies on
health and safety in the workplace remained almost
constant, with a slight drop in the upper limit caused
by the incorporation of one company into a large
corporate group. The remaining companies falling
into this category spent the same as before. A slight
drop in expenses on the part of small enterprises
was thanks to several companies replacing
equipment and purchasing specialist clothing last
year, not to mention the inclusion of a number of
new companies in the Report this year.

43%, a B Manbix — nntlb 17%.

B uenom, no CpaBHEHNIO C NPOLIbIM rOOO0M, KO-

4ecTBO pPabOTHMKOB, YHaCTBYIOLIVX B MPOrpamMmax
OMC, Bbipocno 6onee 4yem B Tpu pasa: B 2006 roay
9TOT NoKasaresb cocTaBun 6onee 27 TbiC. YENOoBEK.
Mporpammel AMC pencteyioT 6onee vem B 60%
komnaHui (B 2005 roay — 40%).

counterparts it stands at a mere 17%.

Overall, the number of employees insured under
DMS schemes has risen more than threefold since
last year, with the 2006 figure in excess of 27,000
individuals. DMS programmes operate in more than
60% of companies (in 2005 this was 40%).
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[porpamMmbl pa3sBuUTUSA
N o0by4eHus

B 2006 roay obulee KOnM4eCTBO pPabOTHVKOB,
NpPOLeALLX PasNnyHbie BUALI 0Oy4eHus 3a cyet
paboTtogareneit, BO3pocnio no cpasHeruto ¢ 2005
rogom B 2,3 pasa (6onee yem Ha 6 300 4enosek)
ncoctaBuno 11 323 yenoseka (6onee 35% ot
CPEOHECNUCOYHOM YNCNEHHOCTN PAOOTHVIKOB KOM-
naHui — y4aCTHUKOB COLMAaNbHOrO OT4yeTa).

Jlons pabOTHUKOB KPYMHBLIX KOMA&HWI, POLLEaLLIX
pasnuyHble Brasl 06y4eHNs, OT O6LLEN YICNEHHOC-
TV paboTHVKOB Bapbuposanack ot 18% 0o 98%
(CpeaHw nokasarenb cocrasun 49%). Axanorny-
Hble AaHHbIe MO CPeaHNM KOMMaHUaM COCTaBunm
oT 1% 0o 88% (cpearHu nokasarens — 24%). lons
pabOTHMKOB Masblx KOMAaHui cocTaBuna ot 3,8%
no 86% (cpenHnin nokasarens — 34%).

Staff training and
development

Between 2005 and 2006, the total number of
employees who had received training under
various schemes at their company’s expense grew
by a factor of 2.3 (i.e. more than 6,300 people),
reaching 11,323 (i.e. over 35% of all people working
for the Report’s contributing companies).

The share of employees from major companies who
had undergone training ranged from 18% to 98%
(with an average of 49%). For medium-size compa-
nies this figure varied between 1% and 88% (aver-
age: 24%). For small companies the staff percentage
rate was between 3.8% and 86% (average: 34%,).

In major companies the number of employees
trained under various schemes has increased.

Jona' paboTHMKOB, NpoLueawunx ooydyeHme B 2005-2006 rogax

Percentage' of employees with training, 2005-2006

[pynna [long* paboTHUKOB, NPOLEALINX 00y4eHue, %
Group Percentage* of employees trained, %

Pykosoantenu Cnyxalme Pa6o4ue

Managers Office staff Shop-floor

2006 T. 2005T. 2006 . 2005T. 2006 . 2005T.
KpynHble 17 27 58 58 30 20
Major
CpeaHve 29 35 27 19 44 46
Medium-size
Manbie 31 11 15 0 54 89
Small

" CpefiHviA nokasarenb No KoMnaHusm.

' Average company indicators

6 _ PRIORITIES IN SOCIAL POLICY

B KpynHbIX KOMAaHWsax HabnoaaeTcs pocT yucna
paboymx, NPoLLEeALIVX Pa3NNYHbIE BUAbI OGyHeHI/IFlI

Tak B 2006 rofy aTOT nokasarenb BbPOC Mo Cpas-
HeHuio ¢ 2005 rogom Ha 10%. lond cnyxauiyx npu
9TOM OCTanack HemameHHom — 53%. CpenHee Ko-
NMYECTBO 4YaCcoB 0OY4EHMS Ha OAHOrO paboTHKKA
B rpynne KpymnHbix KOMAaHWin coCTaBuno aas py-
kogoamtenen — 38,67 yac./roa; ona cayxauimx —
22,78 yac./ron; ang paboymx — 13,71 4ac./roa,

CpegHve KoMnaHuv, HanpoTuB, CTanu yaensaTb
Oonblle BHUMaHWA 00y4eHMIo Cryxalux, a mMa-
nble — 00y4eHNIo PyKOBOOMTENEN.

CpenHee KONMM4YeCTBO 4acoB OOyYeHMs Ha OOHO-
ro paboTHMKa B rpynne CpeaHvx KOMNaHui co-
CTaBWNO ang pykosogmtenen — 35,97 yac./rof;
ona  cnyxawux - 40,13 wyac./roa; Ang
pabounx — 30,61 yac./rog.

Between 2005 and 2006 a 10% increase was
observed, and the percentage of office workers
within that figure remained unchanged (53%). At
major companies, the average time spentin training
by each employee was 38.67 hours per year for
managers, 22.78 hrs/yr for office staff, and 13.71
hrs/yr for those working on the shop floor.

Medium-size companies, on the contrary, started
paying more attention to training their office staff,
whereas small companies focused primarily on
managers.

The average time spent in training by individual
employees at medium-size companies was 35.97
hrs/yr for managers, 40.13 hrs/yr for office staff and
30.61 hrs/yr for colleagues on the shop-floor.

The most time was spent on staff training by small
companies, where one manager receives 40.75 hrs/
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bonblie Bcero Bpemenn Ha oby4eHne coTpyaHu-
KOB 3aTpayeHo B Masbix KOMAaHUsX: Ha oby4eHune
oaHoro pykosoautens — 40,75 yac./roa;, cnyxatie-
ro — 33 wac./ron; pabodero — 22,33 yac./roa.

Paamepbl coumansHbix Beinaar paboTHVKaM pas-
JINHAIOTCSH B 32BMCUMOCTW OT BENNYVIHBI KOMMNaHWN.
B rpynne kpynHbix KOMMNaHWn CpeaHne 3aTparb
Ha ogHoro paboTHuka coctasunn 11 300 py6.,
B cpeaHnx — 2 834 pyb., B Manbix — 2 125 pyo.
[Tpw aTOM B rpynne Manbix KOMMaHnn H1M Ha OAHOM
NpeanpuaTii CyMmMa CoLManbHbIX BLINAAT HA OA-
Horo paboTHuka He Bbina Hike 2 000 pyo.

O6uwme pacxoabl KpynHbIX KOMMNaHWn Ha conep-
XaHne nepcoHana konebnioTcsa B Avana3oHe:
1,7-4,4 mnpa py6. (Ha ogHy kKomnaHmio). Obulas
cymma, 3arpadyeHHast KpynHbIMM KOMNaHusaMy Ha
cogepxaHue nepcoHana, coctasnget 93,7% ot
CYMMapHbIX pacxofoB Ha 3TV Ueu BCex Komna-
HUI — y4acTHUKOB oT4eTa. 10 AaHHbIM CpeaHVX
KOMMaHWI, pacxoibl 3TOW rpynnsl HAaxXOAATCs B
nnanasoHe: 14,3 —162,03 mnH py6. (Ha oaHy KOM-
NaHuIo) 1 COCTaBNAIOT 5,2% OT CyMMapPHbIX PaCx0-
OB BCEX KOMMaHN.

B Manbix komnaHuax aToT nokasarefb COCTaBnaeT
12 — 35 MAH pyb. (Ha ogHy komnaHuio) — 1,1% ot
CYMMapPHbIX PACXOA0B BCEX KOMMAAHWN,

CyMMapHble pacxopl y4acTHUKOB TPETbEro oTve-
Ta Ha CofepXaHve nepcoHana cocrasnnm bonee
12 mnpp pyo6., 4to Ha 45% BGonblle aHaNorMYHoOro
nokasatens, NpeacTaBleHHOro BO BTOPOM OTHeTE.

yr, office workers enjoy 33 hrs/yr, and employees on
the shop floor are granted a total of 22.33 hrs/yr.

The size of welfare payments granted to
employees varies depending on the size of the
company. Companies falling into the “major”
category have made average payments of 11,300
roubles per employee, whilst the social payouts of
medium-size and small companies stand at 2,834
and 2,125 roubles respectively. Given that, there
was not a single case among small enterprises of
payouts falling below the 2,000 roubles per capita
mark.

In total, major companies spend somewhere in the re-
gion of 1.7 — 4.4 billion roubles (each) on staff mainte-
nance. All in all, these companies account for 93.7%
of all staff-maintenance payments made by contribu-
tors to the Report. Data from medium-size compa-
nies show that this group spends between 14.3 and
162.03 million roubles (per company) which accounts
for 5.2% of the expenses of all companies.

For small firms, this figure ranges from 12 to 35
million roubles per firm, i.e. 1.1% of the total amount
spent by all companies.

All together, contributors to the Third Report have
spentover 12 billion roubles on staff maintenance,
which constitutes a 45% increase since the Second
Report.

PRIORITIES IN SOCIAL POLICY

BbicTpanBaHuio B3aMMOOTHOLIEHWI MeXay py-

KOBOACTBOM NpeanpusaTuii 1 paboTHUKaMK Cro-
COOCTBYIOT NPOMCO3HBIE OPraHn3aumn, ynonHo-
MOYEHHblIE NPEACTaBUTENN 1 COBETLI TPYAOBOro
Konnektvea. Hanbonee pacnpoctpaHeHHas Gop-
Ma B3auMOOENCTBUS — 3akioYeHne cornalleHns
mMexay pabotogarenem v TpyO0BEIM KOMNEKTVIBOM,
KOTOPbLIM MpeacTaBngeT NpoMCo3/ynONHOMOYEH-
Hell. OaHako NPOMCO3HbIE OpraHmsaLmMm Oenc-
TBYIOT Jaeko He BO BCeX KoMnaHusx. B cpeaHem
1015 PabOTHUKOB, ABNAIOLLMXCH YneHamn npodco-
032 MW UHBIX OObEeAMHEHWIA, COCTaBNAET OKONO
30%. MNpn 3TOM B KPYMHBIX KOMMNAaHUAX 3TOT NO-
kasatenb moxet gocturatb 100%. YrMcneHHocTsb
NPOMOCOI03HBIX OPraHn3daLmnin 1 AMHamMmnKa nx pas-
BUTUS OTYACTW 3aBUCAT OT Pa3mMepoB KOMMaHWK
N TpaoMuMKM, yHacneaoBaHHbIX NPeanpuUaTUaMU,
KOTOpbIE OblY MOCTPOEHbI AAaBHO.

A mutual relationship can be forged between
enterprise managers and staff thanks to the work of
trade unions, staff officers and employee councils.
In most cases agreements are concluded between
employers and staff, represented by a union or
officer. However, trade unions are by no means
present in all companies. On average, around 30%
of staff members belong to trade unions or other
organisations. In major companies, however, this
figure may reach 100%. The number of trade unions
and how they develop depends to some extent
on the size of companies, and the long-standing
traditions they inherit.

Trade union representatives participate in the work
of bodies with observational and conciliatory status,
and in special groups and commissions, as well as
in the meetings of a plant’s administration.
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6 MPVOPUTETHBIE HAMPABIEHVIA COLMAMBHOM MOMUTKI MMBOBAPEHHBLIX KOMIMAHUM

Mpencrasuteny NpodCcon308 NPUHMMAIOT y4ac-
e B paboTe HabMOLATENBHbLIX U COMMAaCUTENbHbIX
CTPYKTYP, CreuranbHbIX rpyn, KOMUCCUK, a Takxe
BO BCTpEYax C adMUHNCTpaLmen Npeanpusdtum.

Pan komnaHu NpucoeamnHUNNGChL K OTPacieBbiM
N PErMOHANBHBIM TapUdHBIM COmMalleHnsIM; OaHa
KOMMaHua — K ComalleHnio O couranbHOM napT-
HepcCTBe Mexay agMUHNCTPaUMAMN obnactu v ro-
poaa, penepauyviert npodcoi30B 061acTM 1 ropoaa
1 06beanHeHuin pabotonarenei Ha 2006—2008 rr.

MHeHune cpepHei komnaHum

CoumansHoe napTHepCTBO, ero pasBuTne 1 co—
BEpPLUEHCTBOBAHWE — OfHO U3 BaXHEWULLMX Ha—
npasneHuii paboTbl MPOgCo308. ITO OCHOBA
CTabunibHOCTH, rapaHTVs PeLLeHWs CoLmanbHO—
OKOHOMUYECKUX MPobieM, 3TO peanm3alms npa—
Ba rpogcoto3a Ha npeacTaBUTe/IbCTBO 1 3allm—
Ty. Ha gpenepansHOM v pervioHasibHOM yPOBHSIX
coymanbHoe nNapTHepCTBO peann3yeTcs C MoMo—
LbIO 3aKITIOYEHUST TDEXCTOPOHHWX COrnaLleHui,
oTpacneBbix TapuchbHbIX CornaLueHuit, a Ha ypoB—
HE KOHKPETHOIro MpeanpusTis — Yepes MpuHITIE
KOMIIEKTUBHOIrO orosopa. 3T [OKYMEHTbI Mo3—
BOJISIIOT BBECTU OTHOLLEHWS Mexzy pabotoga-—
Tenem v paboTHUKOM B LIMBUIN30BaHHbIE PaMKU,
rnockornbKy paboronartesis MMEET BO3MOXHOCTb
Y3HaTh O HACTPOeHUsX 1 Hyxaax pabOTHUKOB,
a paboTHUK — BOBMOXHOCTb paspeLuatsb Tpyao—
Bble CrOPbI Yepe3 NapTHEPCKNE OTHOLLIEHUS.

lMpumep n3 NpakTNKU cpeaHei KOMNnaHun

BzaumopevictBne komnaHuy ¢ rpogCcoo30oM
OCYLLIeCTB/IIETCSA Hepes KOMNEeKTUBHbLIV JOroBOp.
LenicTBytoLLmi KOJINIeKTUBHbIM JOrOBOP 3aK/I04eH
Ha nepwvog 2004-2007 roael. [JokymeHT peryni—
pyerT couymnanbHO—TPYAOBbIE OTHOLLEHWS MEXAY
pabotogatenem v paboTHukamu. KomnnekTnBHbIN

A number of companies have joined industry and
regionaltariffagreements. One company has signed
a 2006-2008 agreement on social partnership with
the local and regional administration, the local and
regional federation of unions, and the employers’
association.

The opinion of a medium-size company
Social partnership, as well as the development
and improvement thereof, is one of the most
important policies for the unions. It provides
a foundation for stability and is guaranteed to
solve social and economic problems. It means
the fulfilment of union rights to representation
and protection. Social partnership is put into
practice on a federal and regional level with the
help of tripartite agreements and industry tariff
agreements, as well as on an individual company
level, with the use of collective contracts.
Because employers can understand the moods
and feelings of their staff, and employees are
given the chance to solve labour conflicts as
partners, these documents allow staff-employer
relations to be conducted in a civilise manner.

Work in practice at a medium-size company

The company works with trade unions on the basis
of a collective agreement. Such an agreement
has been concluded for the period 2004-2007.
The document regulates social and labour
conditions between employers and employees.
A collective agreement provides more rights and

6 _ PRIORITIES IN SOCIAL POLICY

[JOroBop yctaHasmBaeT 607iee LUMPOKMe rnpasa
v rapaHTum [ paboTHUKOB 3aBoAa, ynydluaeTt
VX MOIOXKEHWE MO CPABHEHNIO C NEACTBYIOLLMM
3aKkoHopatenscTBoM. Harnpumep, B rnase «On—
narta Tpyaa v marepuanbHoe CTUMYINPOBaHNE »
CTOPOHbI [JOrOBOPUIACH YCTAHOBUTH MUHUMATb—
HbIVi OK/1a[ B COOTBETCTBUM C KPAEBbIM TPEXCTO—
POHHVIM cornaLleHvem Ans npeanpusTii nyLye—
BOVi 1 nepepabaTbiBaloLLes NPOMbILLIIEHHOCTH,
a Takxe HanbaBku 3a BbICIyry 51eT 1 BbICOKOE
rpogeccroHasibHoe MacTepCTBO.

Mpumep M3 NnpakTMKu cpegHei KoMmnaHuu

Ha npeanpuvsativ Bce coumarnbHbie v TPYAOBbIe
BOrPOCHI PELLAIOTCS YepPEe3 KOSIIEeKTUBHBIN JOro—
BOp. B Hem paccmatpuBartoTcs pexuM Tpyna Ha
npeanpusTAY, rnepevyeHs AOIMKHOCTEN ¢ HEHOP—
MUPOBaHHbLIM pPabo4ymM AHEeM, crucTema ornnathbl

TPyAa, AHVW Bbla4v 3apriziatbl, OTrycka, coym—
aribHble Mocobus 1 MHOroe Apyroe.

guarantees for factory workers and improves their
position to a better extent than current legislation.
For example, in the article entitled “Payments
for work rendered and material incentives’, the
parties have agreed to set a minimum salary in
accordance with a tripartite agreement valid in
the Territory for enterprises of the food-and-
drink and processing industries, as well as to set
bonuses for certain periods of service and high
levels of professional skill.

Work in practice at a medium-size company
All social and labour issues at the enterprise are
resolved on the basis of a collective agreement.
The agreement stipulates the plant’s work
regime, a list of jobs requiring irregular hours,
the wage system, pay days, holidays, welfare
payouts, etc.
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Awards

MprBEpPXEHHOCTL NPUHUMNAaM COUMabHO OTBETCT-
BEHHOI0 BefeHns OuadHeca KOMMNaHuii—y4acT-
HVMKOB OTYeTa He OCTaeTCst He3aMe4eHHoW 00-
LWEeCTBEHHOCTLIO, OpraHamu rocyaapCTBEHHOWN
BNACTV 1 MECTHOrO CamMoynpasieHus, opraHmaa-
umnammn 6raHec-coobulecTsa. B 0OCHOBHOM Harpa-
[amu OTMEHEeHbl LOCTUXEHWS KOMNaHnii, KOTopble
BXOASAT B COCTaB KPYMHbIX XONAMHIOB; Pesy/brarhl
pPabOoTbl CPELHNX U ManbIX NPEANPUATAIA OTPaCIN
ropasno pexe nonagatoT B chepy BHUMaHWA 06-
LLEeCTBEHHOCTN B CWITy OTCYTCTBUS CneumanbHbix
HOMUHALLWIA ANA 3TOW Kateropu KOMMNaHm.

3a npoLealnii roa NMBOBapeHHbIe KOMAaHu no-
Y4V NOYETHBIE FPamMoThl, AUMNIOMbI, Bnarogapc-
TBEHHbIE MVCbMa NPaBUTENLCTB Y aaMUHNCTPALMNA
cybbekToB PD 1 MECTHOrO camoynpasneHus, amn-
NOMbI Y MeAany OPraH1M3aTopOB BbICTABOK 11 SPMapOK
N apyrve Harpanbl. Pesynsrarel AeaTeNbHOCTV KoMna-
HWIA OLIEHMBANMCL NO CNEeAYIOLLVM HAanpaBNEHVAM:
e Bxam B 3KOHOMUYECKOE Pa3BUTHE:
o naHHOMY HanpaBNeHMIO KOMMAaHWUM NOMYYUIN
cnenylouVe Biapl Harpaga:
* «Jly4LNA POCCUICKMI SKCNOPTER»
(oOHa KoMnaHua);
«JTydLwnm HanoronnarenbLmK»

(OBe KoMnaHum);

«3a paspaboTky 1 OCBOEHNE NPOM3BOACTBA
KOHKYPEHTOCMNOCOOHOW NPOAYKLIAN>»
(ooHa komMnanua);

«3a JOCTMKEeHNs B 00nacTu kKadyecTsa»
(oOHa koMnaHua);
«3a cTabunbHyto paboTy, BLICOKYIO adek-

TVUBHOCTb NPOV3BOACTBA I OCBOEHNE HOBbIX
BMAOB NPOOYKLMN»

(ooHa komMnarua);

«Jly4wimin nenoBor napTHep»

(oOHa koMnaHua);

«3a BKNnag, B 3KOHOMUKY pernoHa»

(nBE KOMNaHun).

The companies involved in compiling this
Report have not gone unnoticed in their efforts
to implement socially responsible business
practices. Their work has attracted the attention
of the public, state authorities, local government
and organisations within the business community.
But it is mainly the component companies of
major holding companies which receive awards.
The work of small and medium-size companies
is rarely the subject of public attention due to a
lack of special nominations for this corporate
category.

Within the last year, brewing companies have
been awarded certificates of honour, diplomas
and letters of appreciation from the regional and
local governments and administrations of the
Russian Federation, as well as other awards,
including certificates and medals from the
organisers of exhibitions and trade fairs. The
results of company efforts have been judged in
the following areas:

e Contributions to economic development:

The following awards have been granted within

this category

+ “Best Russian exporter” (one company)

+ “Best taxpayer” (two companies)

* “For the development and capable production
of products with a competitive edge” (one
company)

+ “For achievements in quality” (one company)

+ “For stable operation, high production
efficiency and acquiring new production
methods” (one company)

* “Best business partner” (one company)

* “For contributions to the regional economy”
(two companies)
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MOJTYHEHHBIE HAMPAbI

e Bknaa B counanbHoe passutme:

o aaHHOMY HanpaBAEHNIO KOMAAHUM NOYHUAN

crnenyloLe Buapl Harpaz;

* «3a akT1BHOE y4acTie B TPYOOYCTPOWCTBE
rpaxnaH» (0aHa KoMnaHus);

+ «CoumnanbHoe NapTHEPCTBO — OCHOBA COUM-
aIbHOr0 MMpa» (oaHa KoMnaHus);

+ «3a coagaHne be3onacHbIxX YCIoBMiA Tpyaa U
OTCYTCTBME NPOV3BOACTBEHHOMO TPaBMaTn3-
Ma» (0fHa KOMMNaHmsa);

* «[1peaonpuaTtie BeICOKOW COLManbHOM ad-
GEKTUBHOCT>» (ABE KOMMaH1N).

e [lpyrve acnekTbl yCTOMYMBOrO pa3BuTUS 1 CO-
LManbHOM OTBETCTBEHHOCTL:
* «3a noanepxKy pasBuUTUa IKONOrMYECKOM
KyNbTYPbl Y HACENEHNS» (OAHA KOMMaHNs);
+ [vnnom MexayHapoaHOW arpOBbICTaBKM
«3eneHana Henens», npoxoayeLler B bepnn-
He (oaHa KoMMaHus).

Bcero Harpaapl 3a Bknan B 3KOHOMUYECKOe passu-
T NONYYUIN AEBATE KOMMAHWM, YEThIPE KOMMaHMM
OTMEYEHbI 3a BK1a, B COLMANbHYIO 3PMEKTUBHOCTD,
[BE — 3a BHIMaHVE K 3KONOrM4eckmnmM acnekram ae-
AatensHocT. Cpean opraHusaumnin, NpucyamBLINX
Harpaabl, — MYHUCTEPCTBO 9KOHOMUYECKOrO Pa3Bu-
TV 1 TOProBm, MUHUCTEPCTBO CEMbCKOro XO34AMC-
TBa, aaMUHUCTPauM obnacter n ropoaos Poccuu,
DoHA, coumanbHOro cTpaxoBaHus, TOProBO-Npo-
MbILNEHHBIE Nanarbl 1 Apyrie opraHusaumn.

TMpumep 3 NPaKTUKU KPYMNHOU KOMMaHUU
@urvarn KpyrnHov KomrnaHu obbsiBrieH nobeaure—
nem pecrybnmkaHcKoro KoHkypca «OpraHmnsaums
BbLICOKOV coumaribHOM 9gbheKTUBHOCTU» MO UTO—
ram 2005 roga c BpydeHvem Qunioma KabuHeta
MUHUCTPOB YyBaluckort Pecriybrivki | cTerneHu.

e Contributions to social development:

The following awards have been granted within

this category

+ “For concerted efforts in employment” (one

company)

+ “Social partnership: the foundations of social

peace” (one company)

+ “For the creation of a safe working
environment and zero occupational
accidents” (one company)

‘An enterprise with high social efficiency” (two
companies)

e Other aspects of sustainable development and
social responsibility:
+ “For nurturing a better public attitude towards
the environment” (one company)
+ Certificate of the International Green Week
Exhibition for the Food Industry, Agriculture and
Horticulture, held in Berlin (one company).

In total, ten companies were awarded for contribu-
tions to economic development, whilst four firms
were noted for their contributions to public efficiency
and two for their attention to the environmental as-
pects of their business. The organisations responsi-
ble for granting these awards included the Ministry of
Trade and Economic Development, the Ministry for
Agriculture, the regional and local administrations of
the Russian Federation, various Chambers of Com-
merce and Industry, and the Social Insurance Fund.

Responsibility in practice at a major company
Based on the business results of 2005, a branch
of one major company was declared winner of
a republic—wide competition called “Working for
improved social efficiency”, and was awarded a 1st
class Certificate of the Cabinet of Ministers of the
Chuvash Republic.

JKOHOMMYECKas
3(DHEKTUBHOCTb
Economic efficiency

CoupnanbHas
3DHEKTUBHOCTb
Social impact

AWARDS

KonnyecTtso KOMNaHU, OTMEYEHHbIX 06LeCcTBEHHbIMM Harpagamum

No. of companies receiving public awards

9 2 — Hm —

TMpumep M3 NpaKTUKN KPYNHON KOMnaHun
KomnaHusi cTtana nobegutesieM KOHKypca Ha
3BaHue «JlyHLumi poCCUiCKMi 3KCrnopTep» Mo
mntoram 2005 roga B HoMuHaumm «[vLyesas npo—
MbILLIEHHOCTbL». KOHKYPC €XerofHo rnpoBoanT—
¢ MuHUCTepCTBOM SKOHOMUYECKOro Pas3BuTHS
n Toprosnn P® B pamkax peanvsamm Cuctemb!
Mep rocynapCTBeHHOro CoAencTBus oTeqecT—
BEHHOMY 3KCIOPTY.

Havbonee mroro4ncnerHsiMmn 8 2006 roay ctanm
Harpaabl 3a NMOMOLLb B MPOBEAEHNUM PEMMOHANBHbIX
MEPOMNPUSATIA — 9KOHOMMYECKMX HOPYMOB, BbICTa-
BOK, pecTuBanen.

lMpumep 3 NnpaKTUKN cpegHer KoMnaHum
KomnaHus nony4una gunnom ToproBo-rpo—
MbILLIEHHOV nanatel PO «3a akTnBHoe y4Yactue
B MEPONPUATUSX, HarpasieHHbIX Ha YKperieHue
MeXpernoHanbHbIX U MEXAYHapOAHbIX TOProBo—
OKOHOMUYECKINX CBA3EN».

[lpyrue acnexTbl

COLMaInbHON OTBETCTBEHHOCTM
(3konorus)

Other areas of social

— ] — 4 responsbility

(the environment)

Responsibility in practice at a major company
Based on its 2005 business results, the company
won a competition for the title of “Best Russian
exporter” within the Food and Drinks Industry
category. The competition is held on an annual
basis by the Russian Ministry of Trade and
Economic Development as part of a government
initiative to stimulate national exports.

Most of the awards granted in 2006 were for
contributions to regional events, i.e. economic
forums, exhibitions and festivals.

Responsibility in practice at a major company
The company was awarded a certificate from the
Russian Chamber of Commerce and Industry
“For active participation in events aimed at
strengthening interregional and international
commerce and industry links”.
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VIHpopMauma 06 y4acTHMKax
COUMansLHOro oT4HeTa
Contributor contacts

OAO «lMuBoBapeHHas komnaHus «bantuka»
[on o6pasoanma — 1990.
MpowuseoacTeeHHad MoLWHOCTb — 400 MaH gan.

OcCHOBHbIE OpeHapl — «bantnka», «<ApceHanbHoe»,

«Carlsberg», «Fosters», Kronenbourg 1664,
Tuborg, «Xurynesckoe», <Menosoe», «<HeBckoe»,
«ApnnBo».

Anpec: 194292, r. CankT-lleTepbypr, 6-1 BepxHuii
nep., 4. 3.

Crpanuua 8 MHTepHeTe — www.baltika.ru

OAO «bapHaynbCKuii NMBOBapEHHbI 3aBog»
[on o6pasoBaHua — 1882.

Mpon3BoACTBEHHAA MOWHOCTb — 7 MAH Aai.
OcCHOBHbIE BpeHabl — «<Kurynesckoe»,
«3naroropbe», «BopcuH».

Anpec: 656922, AnTaickuii kpaii, BapHay,

yn. Toaktosas, 35.

CTtpaHuua B VIHTepHETE - Www.vOrsin.ru

OAO «bykeT YyBawummn»

[on o6pasoBaHua — 1974,

Mpon3BoaCTBEHHAA MOLHOCTb — 4,6 MAH Aan.
OCHOBHbIE BpeHabl — «[leHHaa Konnekums»,
«bykeT YyBalumm».

Anpec: 428000, Yysaluckasa Pecnybnuvika,

r. Yebokcapel, np. CongHoe.

CtpaHnnua B MHTepHeTe — www.buketbeer.ru

OAO «Buaunt»

[on o6pasoBaHma — 1949,

[Mpon3BoOACTBEHHAA MOWHOCTb — 2,1 MAH Aan.
OcHoBHble bpeHabl — «Busut», «Pednekc»,
MUH. BOOa «Hagexna», «ByTypanHCKnin pOaHNK> .
Anpec: 442530, MNeHaeHckas 061, I. KysHeuk,
yn. OpoxoHvknase, a. 92.

0JSC Baltika Brewery

Founded: 1990.

Production capacity: 400 million decalitres

Main brands: Baltika, Arsenalnoe, Carlsberg,
Fosters, Kronenbourg 1664, Tuborg, Zhigulevskoe,
Medovoe, Nevskoe, Yarpivo

Address: 3, 6th Verkhny Pereulok, St Petersburg,
194292

Website: www.baltika.ru

0OJSC Barnaulsky Brewery

Founded: 1882

Production capacity: 7 million decalitres

Main brands: Zhigulevskoe, Zlatogorie, Vorsin
Address: 35 Traktovaia Str., Barnaul, Altai Territory,
656922

Website: www.vorsin.ru

0OJSC Buket Chuvashii

Founded: 1974

Production capacity: 4.6 million decalitres

Main Brands: Pennaia Kollektsia, Buket Chuvashii
Address: 7 Solianoe Lane, Cheboksary, Chuvash
Republic, 428000

Website: www.buketbeer.ru

0OJSC Vizit

Founded: 1949

Production capacity: 2.1 million decalitres

Main brands: Vizit, Refleks, Nadezhda mineral
water, Buturlinsky Rodnik

Address: 92 Ordzhonikidze Str., Kuznetsk, Penza
Region, 442530
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8 VHOOPMALA OB YHACTHUKAX COUMANBHOIO OTHETA

OAO «Bnapnuneo»

[on o6pasoBaHua — 1981,
[Mpor3BOACTBEHHAA MOLHOCTb — 4,7 MIH Jau.
OcHOBHbIE OpeHrabl — «Poilaps Mprumopba»,
«CTyneHoe», «Xurynesckoe», «Bnaanueo».
Anpec: 690054, . BnaomsocTok, yn. 2-
LLJoccenHasa, 1A.

OAO «BaTtnu»

[on o6pasoBaHus — 1903.

Mpon3BoACTBEHHAA MOLLIHOCTb — 2,5 MH fan.
OcHOBHblE BpeHabl — «BsTckoe», «Batuy», «Kapn
Otr0 WHenpep».

Anpec: 610027, r. Kupos, yn. bnioxepa, 4. 63.

OAO «[ambpuHyc»

[on, o6pasoBaHua — 1972.

[MponsBOACTBEHHAA MOLHOCTL — 1,6 MH aan.
OcHoBHble 6peHabl — «[amMbpuHyc», «[loTansiy»,
«lxeBckoe», «<AdpoanTa», «boapoe», «<bpaBoe»,
«Knrynesckoe».

Anpec: 426053, . xesck, yn. Canotosekad, . 77.

OAO «lenuoc»

[on, 06pasoBaHua — 1968.

[TponsBoaCTBEHHAA MOLHOCTL — 1,5 MAIH farn.
OcHoBHble bpeHabl: «bpatckoe», «bpanaep
Bup», «Xnrynesckoe», «Crubupckoe», «Apmapka
nnoc», «Cruburpcknii BnactenvHs», «<CMUpHOB 1 K»,
«YHewicke».

Anpec: 665717, Npkytckas obn., bparck-17,

yn. KommyHaneHas, 13, a/a 378.

OAO «3aypanbckme HanuTKn»

[on, o6pasoBaHua — 1913.

[MponsBOACTBEHHAA MOLHOCTb — 1,4 MH fan.
OcHoBHble 6peHabl — «KypraHckoe», «3H»,
MIH. BoAa «CBexecTb», «<KypraHckas».

Anpec: 640020, r. KypraH, yn. M. fopbkoro, a. 3.

0OJSC Viadpivo

Founded: 1981

Production capacity: 4.7 million decalitres

Main brands: Rytsar Primoria, Studenoe,
Zhigulevskoe, Vladpivo

Address: 1a, 2nd Shosseinaya Str., Vladivostok,
690054

0OJSC Viatich

Founded: 1903

Production capacity: 2.5 million decalitres

Main brands: Viatskoe, Viatich, Carl Otto Schneider
Address: 63 Bliukhera Str., Kirov, 610027

0OJSC Gambrinus

Founded: 1972

Production capacity: 1.6 million decalitres

Main brands: Gambrinus, Potapych, Izhevskoe,
Afrodita, Bodroe, Bravoe, Zhigulevskoe

Address: 77 Saliutovskaia Str., 1zhevsk, 426053

0OJSC Gelios

Founded: 1968

Production capacity: 1.5 million decalitres

Main brands: Bratskor, Braizer Beer, Zhigulevskoe,
Sibirskoe, Yarmarka Plius, Sibirsky Vlastelin,
Smimov i K, Cheshske

Address: P. O. Box 378, 13 Communalnaia Str.,
Bratsk-17, Irkutsk Region, 665717

OJSC Zauralskie Napitki

Founded: 1913

Production capacity: 1.4 million decalitres

Main brands: beers — Kurganskoe, ZN; mineral
water — Svezhest, Kurganskaia

Address: 3 M. Gorky Str., Kurgan, 640020
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000 «Kanyxckasi nuBoBapeHHast KOMMNaHUs»
[on o6pasoBaHma — 1998.

Mpon3BoaCTBEHHAA MOLWHOCTb — 60 MAH Aan.
OcCHOBHbIE BpeHabl — «3onoTtaa boykax, «Tpn
Boratbipsi», «Pilsner Urquel», «Miller Genuine
Draft», «Velkopopovicky Kozel», «<Holsten»,
«Redd’s».

Anpec: 248009, r. Kanyra, l[pabueBckoe wocce,
n.71.

CtpaHnua B MHTepHeTe — www.kalugabrewery.ru

OAO «KambIlWMHNULLLENPOM»

[on o6pasoBaHua — 1861.
MponsBoacTBeHHasd MOWHOCTL — 0,5 MaH aan.
OcHoBHOM 6peHp, — «KambllLMHCKOe».

Anpec: 403882, Bonrorpaackaa obnacTtb,

r. KamblwuH, yn. Cosetckas, a. 27.

3AO0 «MnBoBapeHHbIV 3aBo, JIbICKOBCKUIA»
[on o6pasoBaHua — 1860.

Mpon3BoACTBEHHAS MOLWHOCTL — 1 MAH Aan.
OcHOBHOM OpeHa, — «Makapui».

Anpec: 606210, Hnxeropoackast 061., . JIbICKOBO,
yn. MudypuHa, a. 25.

000 «MaxaykanuHCKNi NMBOBapPEHHbIN
3aBop «[MopT-leTpoBCKUi»

[on, o6pasoBaHma — 2006.

MponssoacTBeHHas MoLHOCTb — 0,076 MnH pan.
OcHoBHOWM 6peHp, — «[opT-IeTpoBckoe».
Anpec: 367010, Pecnybnnka Jarectan,

r. Maxadkana, np. A. CyntaHna, p-H ACK.

OAQ Xaneu4Hbivi 3aBog, «Hanb4mnkckninx

[on o6pasoBaHua — 1925,

MponsBoacTBEHHAA MOLHOCTL — O, 74 MnH gan.
OcHoBHOW 6peHa — «Tepeks».

Anpec: 360000, KabapamHo-bankapus,

r. Haneunk, yn. 3asoackasd, 4. 6.

LLC Kaluzhskaia Pivovarennaya Kompaniya
Founded: 1998

Production capacity: 60 million decalitres

Main brands: Zolotaia Bochka, Tri Bogatyria, Pilsner
Urquel, Miller Genuine Draft, Velkopopovicky Kozel,
Holsten, Redd’s

Address: 71 Grabtsevskoe Highway, Kaluga,
248009

Website: www kalugabrewery.ru

0JSC Kamyshinpishcheprom

Founded: 1861

Production capacity: 0.5 million decalitres

Main Brands: Kamyshinskoe beer

Address: 27 Sovetskaia Str., Kamyshkin, Volgograd
Region, 403882

CJSC Lyskovsky Brewery

Founded: 1860

Production capacity: 1 million decalitres

Main Brands: Makary

Address: 25 Michurina St, Lyskovo, Nizhny
Novgorod Region, 606210

LLC Makhachkalinsky Brewery Port Petrovsky
Founded: 2006

Porduction capacity: 0.076 million decalitres

Main brands: Port Petrovskoe

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

0OJSC Nalchiksky Halva Factory

Founded: 1925

Production capacity: 0.74 million decalitres

Main brand: Terek

Address: 6 Zavodskaya St., Nal'chik, Kabardino-
Balkaria, 360000
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3AO0 «MNHO»

[on o6pasoBaHua — 1973.
[Mpon3BOACTBEHHAA MOLHOCTb — 2,2 MIH Aasl.
OCHOBHbIE BpeHabl — «HoBOpPOCCUitcKoe»,
«HoBopoce».

Anpec: 353920, KpacHogapckuii kpaw,

r. HoBopoccuiick, yn. KyHukosa, a. 45.

3AO0 «Mpuasosckasa baBapusa»

[on o6pasoBaHua — 1861,

Mpon3BoacTBEHHas MOLWHOCTL — 0,9 MH Aan.
OcHOoBHblE BpeHabl — «A30BCKoe», «BocToprs,
«Kem4yyxinHa MNprasosbs», «KUrynesckoe»,
«/BaH MNopayOHbI», «KOHKYpeHT», «Kyansap»,
«JlereHgapHoe», «MOCKOBCKOE>.

Anpec: 356680, KpacHoaapckuii kpai, . Efck,
yn. JlennHa, o. 22.

MueHoW pom «laTbIi okeaH»

[on o6pasoBaHua — 1999,

MpousBoacTBeHHaA MOLWHOCTbL — 0,4 MAH gan.
OcHoBHOM 6peHf, — «[1aTbiih okeaH».

Anpec: 140121, MockoBckasa 061., PameHcknin
p-H, N. inbuHckni, yn. 2-a JlecHas, a. 41A.

OAO «PxeBnunBo»

[og, 06pasoBaHua — 1872.
Mpon3BoacTBEHHAA MOLLHOCTb — 0,5 MAH Aan.
OCHOBHblE OpeHabl — «PxeBckoe», «[opyyrk
PxeBcknin», «KnryneBckoe».

Anpec: 172387, Teepckasa o6n., 1. Pxes,

yn. larapuHa, a. 153.

OAO «CAH UnBeB>»
[on, o6pasoBaHua — 1999.

[MponsBOACTBEHHAA MOLHOCTE — 187 MAH oan.

OcHoBHble 6peHabl — «Stella Artois®»,
«Brahma®», «Beck's®», <Hoegaarden®»,
«Staropramen®>», «KnnHckoe®», «Crnbrpckas

CJSC PINO

Founded: 1973

Production capacity: 2.2 million decalitres

Main Brands: Novorosiiskoe, Novoross

Address: 45 Kunikova Str., Novorossiisk, Krasnodar
Territory, 3563920

CJSC Priazovskaia Bavaria

Founded: 1861

Production capacity: 0.9 million decalitres

Main brands: Azovskoe, Vostorg, Zhemchuzhina
Priazovia, Zhigulevskoe, lvan Poddubny, Konkurent,
Kudiiar, Legendarnoe, Moskovskoe

Address: 22 Lenina Str., Yeysk, Krasnodar Region,
356680

Piaty Okean Brewery

Founded: 1999

Production capacity: 0.4 million decalitres

Main brand: Piaty Okean

Address: 41a, 2nd Lesnaia Str., llyinsky village,
Ramenskoe District, Moscow Region, 140121

0OJSC Rzhevpivo

Founded: 1872

Production capacity: 0.5 million decalitres

Main brands: Rzhevskoe, Poruchik Rzhevsky,
Zhigulevskoe

Address: 153 Gagarin Str., Rzhev, Tver Region,
172387

0OJSC SUN InBev

Founded: 1999

Production capacity: 187 million decalitres

Main brands: Stella Artois®, Brahma®, Beck's®,
Hoegaarden®, Staropramen®, Klinskoe®,
Sibirskaia Korona®, Tolstiak®, T, Tinkoff,
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KOpoHa®», «ToNCTAK®>» «T»  «TUHBKODD»,
«BomXaHNH®», «[Tnkyp®», «[TpemMbep®»,
«Prden®s», «[lepmckoe rybepHcKoe®»,
«4epHUTOBCKOE®», «Tannep®», «PoraHe®».
Anpec: 121614, . Mockaa, yn. Kpeinarckas,
n.17,cmp. A

Ctpanuua B VIHTepHeTe — www.suninbev.ru

OAO «CTtaBpononbCkunii NMBOBapPEHHbI
3aBopn»

[on o6pasoBaHma — 1888.

[Mpor3BOACTBEHHAA MOLWHOCTb — 2,1 MH aan.
OcHoBHble 6peHabl — «[ybepHCcKoe», «3010TOM
KONOC», «AHTOH [py6u».

Anpec: 355012, r. CtaBpononsb, yn. Cnaptaka, 4. 19.

CtpaHnua B MIHTepHeTe — www.stavropolpivo.ru

OAO lNuBOBapeHHbLIN 3aBOA,
«CbIKTbIBKAPCKUN»

[on, o6pasoBaHusa — 1993,

MpownsBoacTBEHHAA MOLWHOCTL — 0,9 MAH aarn.
OcHoBHble BpeHabl: «CbikTbiBKapckoe», «[nBKo»
Anpec: 167983 Pecnybnumka Komu, r. CblKTbIBKap,
OkTa6pbCKM Np., 4.123.

Ctpanuua B VHTepHeTe: www.syktyvkarpivo.ru

OAO «Tomckoe NMBo»

[on, o6pasoBaHua — 1884.

Mpon3BoaCTBEHHAs MOLWHOCTL — 12 MAH Aan.
OcHOBHblE OpeHabl — «Bosblioe NMBO»,
«Kptorep».

Anpec: 634028, r. Tomck, yn. MockoBckuii TpakT,
n. 46.

CtpaHnua B MiHTepHeTe — www.tomskbeer.ru

000 «3aBop TpexcoceHCKni»

[on o6pasoBaHua — 1888.
[MponsBoacTBEHHAA MOWHOCTL — 1,5 MAH Aan.
OcHoBHOM bpeH, — «TpexcoCeHCKoe.

Volzhanin®, Pikur®, Premier®, Rifei®, Permskoe
Gubernskoe®, Chernigovskoe®, Taller®, Rogan®.
Address: 17A Krylatskaia Str., Moscow, 121614
Website: www.suninbev.ru

0OJSC Stavropolsky Pivovarennyi Zavod
Founded: 1888

Production capacity: 2.1 million decalitres

Main brands: Gubernskoe, Zolotoi Kolos, Anton
Grubi

Address: 19 Spartaka Str., Stavropol, 355012
Website: www.stavropolpivo.ru

0OJSC Syktyvkarsky Brewery

Founded: 1993

Production capacity: 0.9 million decalitres

Main brand: Syktyvkarskoe, PivKo

Address: 123 Oktiabrsky Lane, Syktyvkar, Komi
Republic, 167983

Website: www.syktyvkarpivo.ru

0JSC Tomskoe Pivo

Founded: 1884

Production capacity: 12 million decalitres
Main brands: Bol'shoe Pivo, Kriuger
Address: 46 Moskovsky Trakt Str., Tomsk
Website: www.tomskbeer.ru

LLC Zavod Trekhsosensky

Founded: 1888

Production capacity: 1.5 million decalitres
Main brand: Trekhsosenskoe
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Anpec: 433502 YnbaHoBckas 061acThb,
r. Avmmtposrpag, yn. 50 net OkTabps, 4. 113.
CtpaHnua B MiHTepHeTe — www.beer.dimgrad.ru

lpynna komnaHui XeriHekeH B Poccun

[on, o6pasoBaHua — 2002.

[MpousBoacTBEHHAA MOLHOCTL — 200 MAH Aan.
OcHoBHble bpeHabl — «Heineken», «<Amstel», «Zlaty
Bazant», «<Buckler», «<Edelweiss», «Goesser»,
«BUD», «Guinness Foreign Extra Stout»,
«boukapes», «[MNT», «OxoTax», «Tpn meapens».
Anpec: 196105, r. Cankr-lNeTepbypr,

yn. Tenbmana, a. 24.

Ctpannua B MiHTepHeTe — www.heineken.com

lpynna d¢ec Poccus

[on, o6pasoBaHua — 1999.

Mpon3BoacTBEHHas MOLHOCTL — 200 MAH Aan.
OcHoBHble BpeHabl — «3dec MNnnaHep», «Ctapbin
MeNbHUK», «AMcTepaam Hasuratop», «Cokon»,
«benbit Meagenp», «<baBapusa», «3natonpamer,
«SOL», «KpacHbln BocTok», «<BocTouHas
baBapusi», «Gold Beer», «Cononos», <Ak bapc»,
«boremckoe», «Green Beer», «Eplumctoe»,
«[TonHbIi HokayT.

Anpec: 113546, r. Mocksa, yA. INofonsckmx
KypcaHToB, npoM30Ha bupioneso, . 28-A.

Address: 113, 50 Let Oktiabria Str., Dimitrovgrad,
Ulianovsk Region, 433502
Website: www.beer.dimgrad.ru

Heineken Group in Russia

Founded: 2002

Production capacity: 200 million decalitres

Main brands: Heineken, Amstel, Zlaty Bazant,
Buckler, Edelweiss, Goesser, BUD, Guinness Foreign
Extra Stout, Bochkarev, PIT, Okhota, Tri Medvedya.
Address: 24 Telman St, St Petersburg, 196105
Website: www.heineken.com

Efes Group Russia

Founded: 1999

Production capacity: 200 million decalitres

Main brands: Efes Pilsener, Stary Mel'nik.
Amsterdam Navigator, Sokol, Bely Medved, Bavaria,
Zlatopramen, SOL, Krasny Vostok, Vostochnaia
Bavaria, Gold Beer, Solodov, Ak Bars, Bogemskoe,
Green Beer, Ershistoe, Polny Nokaut

Address: 28A Promzona Biriulevo, Podolskikh
Kursantov Str., Moscow, 113546
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