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O BTOPOM COUNAJIbHOM OTHETE
KOMMNAHWM NMMBOBAPEHHOW OTPAC/TA

ABOUT THE SECOND SOCIAL REPORT

Coto3 Poccuiicknx MNMrBoBapoB ctan nMaepom B
obnactm HedUHAHCOBOM OTHETHOCTM cpeau
oTpacneBbiX accoLumaLumi u cotozos Poccuun. Co-
rnacHo «0630py HEPUHAHCOBbLIX OTYETOB KOM-
naHumn, paboTtatoumx B Poccun», NoaroToBNeH-
HOMY POCCHMICKMM COO30M NMPOMbILLTEHHWKOB U
npeanpuvHuMmartenei (paéotoaatenen)t, npous-
BOJMTENN NMUBOBAPEHHON NPOAYKLUMUK NEPBbLIMU
cpeau POCCUUCKMX KOMMaHW npeactaBuiu
KOHCO/TIMAMPOBAHHYO MO3uLMI0O B 061acTu co-
LlManbHOM OTBETCTBEHHOCTH.

MepBblit coLManbHblil OTYET? — 3TO MOPTPET CO-
BPEMEHHOW MMBOBAPEHHOW OTpPac/iu, B KOTO-
pOM OTpakeHbl BCE acneKTbl OTBETCTBEHHOW
[1eN10BOW NPaKTUKN KOMMNaHUM—y4aCTHUKOB OT-
yeta. bnarogaps HOBbIM YyMnpaBieHYECKUM
noaxoaM M 3HaYUTENbHBbIM MHBECTULIUAM Me-
Hee 4YeM 3a [ecaTuNeTne NMBoBapam yaanochb
[06UTbCSH MO3UTUBHBLIX 3KOHOMMUYECKUX pe-
3y/NbTATOB: CTPaHa Nnosly4ymna ofiHy U3 HEMHOro-
YUCNEHHBIX BbICOKOKOHKYPEHTHbIX HECbIpbe-
BbIX OTpacnen, notpebutenu yBWuaenu Ha
npunaBKkax Mara3umHOB HacTosiliee U3o6unue

* Ony6nukoBaH Ha caiite Komuteta PCMM
Mo couuanbHOM U AemorpadUHecKomn NonTHKe,
cm: http://csr-rspp.ru/files/Analitical%20review.pdf

2 Ony6nrKoBaH Ha caitte Colo3a Poccuiickix NMBoBapos,
cm.: (http://www.beerunion.ru/soc_otchet/).

OF BREWING INDUSTRY

The Union of Russian Brewers has taken the
lead in non-financial reporting among
Russia's industry associations and unions.
According to the "Review of non-financial
reports of companies operating in Russia",
compiled by the Russian Union of
Industrialists and Entrepreneurs (Employers)?,
brewers are the first Russian companies to
have developed a consolidated position
towards social responsibility.

The first social report® gives a profile of the
modern brewing industry, and portrays all of
the responsible business practice aspects
adopted by the report's contributor compa-
nies. Thanks to new management tech-
niques and considerable investments, brew-
ers have succeeded in achieving positive
economic results in less than a decade. The
country has gained a highly competitive
industry, a rarity outside the raw-materials
market; consumers recieved a wide range of
quality products available at outlets, and the
regions have benefited from stable and

* Published on the website of the Committee

of the Russian Union of Industrialists and
Entrepreneurs for social and demographic policy
at http://csr-rspp.ru/files/Analitical%20review.pdf

2 Published on the website of the Union of Russian
Brewers at http://www.beerunion.ru/soc_otchet/



0 BTOPOM COLIMAJIBHOM OTYETE
KOMMAHWIN NMBOBAPEHHOM OTPAC/IU

KaYeCTBEHHbIX MPO/YKTOB, PErMOHbI — CTabWIIb-
HO paboTalolLme NPeanpPUaTHS, rapaHTUpyioLLe
pa6oune MecTa 1 HanoroBble NMocTyrnaeHus.

Kak nokasbiBaeT MMpOBast MPaKTUKa, 3KOHOMMU-
yeckas CTabWIbHOCTb KOMMaHW sBAseTcs
Heo6X0AMMbIM YCTIOBMEM [AN1S Pa3BUTUS NpoLec-
COB COLMaNIbHOW OTBETCTBEHHOCTU. JTO Mpo-
ABSIETCS, NPeXae BCero, B pa3paboTke caMmope-
rySIMPYIOLLMX MEXaHU3MOB B OTPAC/W M 3anycKe
[O6GPOBONbHBIX MHWULMATMB, HaMpaBieHHbIX Ha
BHEAPEHWEe B MPaKTUKY 3TUHECKMX MPUHLUMMNOB
BefeHWs 6u3Heca (C Yy4EeTOM HEeOLHO3HAYHOro
XapaKTepa BblMyCKaeMon NpoayKkumn). B nepsom
oT4yeTe MpeacTaB/ieHbl OCHOBHbLIE MOOXEHUS
KopeKkca 4ecT poCCUIMCKMX MMBOBAPOB W UHW-
LMaTUBbI, HanpaBNeHHbIE Ha Pa3BUTUE Ky/bTYPbI
noTpe6aeHns NMMBa, OTBETCTBEHHOW MapKETUH-
rOBOV M PEKNaMHON [eATeNbHOCTH, OrpaHuye-
HWe MPOAAXM NBa MONoAEXM Ao 18 neT 1 apy-
rne. CBOe ydyacTue B XW3HM obuiecTBa
KOMMaHWM NPOMNIOCTPUPOBANAN NporpaMmmMmamu
M NPOEKTaMn NOMOLUM AeTsaMm, 6raroycTponcTea
ropogoB, pa3B1TUS cnopTa.

MepBbi couManbHbIM OTYET He ocTancs 6e3
BHMMaHusa — Coto3 Poccuinckux NMusoBapos no-
NIY4UNT OTKIMKKM OT NOTPebUTENeln, pasanyHbIX
opraHusaluMit 1M 3KcnepToB. Bbicokas oueHKa
6blf1a laHa OTYETY CO CTOPOHbI rocyapcTBaa.

MuHUCTp cenbcKkoro xossiictBa Pd Anekcen
lFoppeeB: «CouumanbHbIf OTYET MMBOBAPEHHOM
oTpacau, npeacraBiaeHHbIi Cow3oM Poccuii-
cKux lnBoBapoB, — 310, 6ECCIOPHO, 3HAKOBOE
cobbITHe A7151 NUMBOBAPEHHOMN MPOMbILLIIEHHO-
CTU, AEMOHCTPALMSI FOTOBHOCTH, KaK K BHYTPHO-
Tpac/aeBOMY COTPYAHMYECTBY, TaK U K KOHCTPYK-
TUBHOMY [AWaory C rocyaapCTBEHHbIMA U
006LLEeCTBEHHbIMWU MHCTUTYTaMM».

operational enterprises that guarantee work-
ing places and pay taxes.

International experience shows that com-
pany’s economic stability is a necessary con-
dition for the development of corporate social
responsibility. Primarily this becomes appar-
ent in the form of industry self-regulation
mechanism and voluntary initiatives aimed at
putting ethical business principles into prac-
tice (as companies recognise the ethically
dubious nature of beer). The first report pres-
ents the basic tenets of the Code of Honour of
Russian Brewers and outlines initiatives of
beer-drinking culture development, responsi-
ble marketing and advertising, and the restric-
tion of beer sales to under-eighteens. Brewing
companies have demonstrated their involve-
ment in the life of the society thrugh projects
and programs aimed at children care, urban
improvement, and sports promotion.

After the first social report, The Union of
Russian Brewers received positive responces
from consumers, experts and organisations
The report was also highly rated by the gov-
ernment.

Aleksei Gordeev, Minister of Agriculture: "The
Social Report of Brewing Companies, present-
ed by the Union of Russian Brewers, is a cor-
nerstone for the brewing industry, a demon-
stration of willingness to cooperate within the
industry and to establish a constructive dia-
logue with governmental and social institu-
tions".

Mpeacepnatens Komuteta Mocaymel PO no ar-
papHbiM BornpocaM 'eHHaguit Kynuk: «Bbipa-
JKal MCKPEHHIOW npu3HaTenbHocTb Cow3y
Poccuricknx [MMBoBapoB 3a MoAroToBKY M My-
6/MKaLMI0 colmaabHOro oT4yeTa MMBOBAaPEH-
Hov oTtpacaun. CoumnasnbHbIi OTYET — 3TO YHMU-
KanbHOe COo6bITUE, KOTOPOE rnoAYepKMBaeT
MepcrneKkTMBHOCTb OTPac/IeBOro 06beAMHEHMS
M roTOBHOCTb MMBOBAPEHHOro COO6LUECTBA K
KOHCTPYKTUBHOMY B3auWMOAENCTBUIO C rocCy-
JapCTBOM M 06LLECTBOM».

OTeyecTBeHHbIE NOTPEBGUTENN TaKKe MOMOMKM-
TENbHO OLIEHWAM COLMaNbHbIA OTYET NMUBOBA-
PEHHOM OTpac/u.

EBrennit PabuHosny — lNpeacenatenb CoBeta
OMcKoro coto3a notpebutenen «lut», uyneH
CoBeta Colo3a notpeéurteneit Poccuu: «Bripa-
)Xaem Bam 61arojapHOCTb 3@ UCK/IOYNUTEIbHO
MHTepecCHbI CounasbHbIF OTYET MUBOBAPEH-
Ho# oTpacsn. B aTom oT4eTe npuBeaeHbl 04eHb
MHTEPECHbIE JaHHbIE O COCTOSIHMM NMUBOBAPEH-
HOM oTpac/n, 0 HOpMaTHUBHbIX JOKYMEHTaX, pe-
rynupyrolymx ee paboty. Mbl 06553aTe/ibHO BOC-
nosib3yemcsi B CBoeH paboTe npuBeAeHHbIMU B
COOPHUKE AaHHbIMU».

CopeprkaHve BTOPOro COLManbHOro OT4eTa Mo-
CBSILLLEHO B OCHOBHOM POJIM MMBOBAPEHHbIX KOM-
NaHWM KakK OTBETCTBEHHbIX paboTogatenen wu
YYaCTHWKOB COLMasbHbIX NMPOLIECCOB B PErMOHAX.
BHMMaHKWe K Bonpocam Tpyaa U colanbHOM no-
JIMTUKK, KOTOPOE YAENSOT BCE POCCUMACKUE KOM-
naHUM B CBOMX COLIMASbHbIX OTYETaX, HE CryyYan-
HO. B HOBbIX 3KOHOMMYECKMX YC/TIOBUSIX 3aMETHO
M3MEHUNIUCb PONIM PaboTHUKA M paboTodaTtens.
PaboTHWK nepecTaeT 6biTb TOSIbKO LUTATHOM eau-
HULEN, oTpabaTbiBaloWen HOPMY BbIpabOTKM.
B cucteme CcOBpPEMEHHbIX MNpeacTaBneHui

ABOUT THE SECOND SOCIAL REPORT
OF BREWING INDUSTRY

Gennady Kulik, Chairman of the State Duma
Committee for Agriculture: "I would like to
express my sincere gratitude to the Union of
Russian Brewers for compiling and publishing
the Social Report of Brewing Companies. This
is a unique event, which emphasises the posi-
tive outlooks for co-operation within the
industry and underlines the willingness of the
brewing community to work constructively with
state and society".

Russian consumers also responded positively
to the report.

Yevgeny Rabinovich, Chairman of the Omsk
Consumers' Union Council and member of the
Council of the Russian Consumers' Union: "We
would like to express our gratitude for the high-
ly interesting Social Report of Brewing
Companies. The report includes some very
interesting facts and figures on the state of the
brewing industry and regulations of its work.
Certainly we will use the information provided
in the report".

The second report is dedicated to the role of
brewing companies as responsible employers
and participants in social processes of
regions. It is no coincidence that all Russian
companies pay great attention to the issues of
employment and social policy in their reports.
The roles of employer and employee have
changed noticeably under new economic con-
ditions. The employee is no longer seen as a
mere staff member fulfilling working quotas.
Modern perceptions of corporate (social)
responsibility account human capital as



O BTOPOM COUMAJIbHOM OTHETE
KOMMAHMIN MMBOBAPEHHOM OTPAC/U

O KOpMnopaTuMBHOM (coumanbHOM) OTBETCTBEHHO-
CTV YENIOBEYECKUI KanuTal CYUTAETCSH OIHUM W3
CYLLEECTBEHHbIX PAKTOPOB SKOHOMUYECKOM YCTOW-
4YMBOCTM BM3Heca. KavyecTBo TPyaoBbIX PECYPCOB
He TONbKO BNMSAET Ha GUMHAHCOBLIE Pe3ynbTaThl,
HO W MOBbIWAET MHHOBALMOHHbLIA MOTEHLMaN
KOMMaHWKU, NMO3BONSET CHU3UTb HepaLuoHanb-
Hble pacxofbl, CBA3aHHbIE C yrpaB/eHNEM W KOH-
TPONeM Haj MPOM3BOACTBEHHLIMU MPOLIECCAMM.
KomnaHuv Havanu NpUMeHsTb HOBble NMOAXOdbl K
YNpaBfIEHMIO YENOBEYECKMMM PECYPCaAMU: NMOMMU-
MO MHBECTULIMI B 060PYI0BaHNE U KanuTasbHble
aKTMBbI paboTodaTenv UHBECTUPOBAIN U B CO6-
CTBEHHbIX paBOTHWUKOB.

CrabunbHaa paboTa NMMBOBAPEHHbLIX 3aBOAOB
o6Gecneynna 605ee BbICOKOE KA4eCTBO KU3HN U
coumanbHoe caMo4vyBCTBME PabOTHUKOB U Yne-
HOB MX CEMEWN, YeM BO MHOMMX APYrMx oTpacnsx,
XOTSl 3KOHOMMWYECKME YCNOBUSA, B KOTOPbIX
npuwnock paéotaTtb MOMOAOMY POCCUIACKOMY
6u3Hecy B 90-x rogax, 6bi1M JOCTATOYHO COXK-
HbIMW 151 BCEX BUIOB NMPOMBbILIIEHHOCTH. Bo3-
MOXHO, OXMAaHUS PaGOTHUMKOB HE BCEraa CcoB-
naganu ¢ BO3MOXHOCTAMM KOMMaHuin. OgHaKo
couuanbHas nofiMTMKa NMBOBAPEHHbIX KOMMa-
HW Gblla OJHO3HAYHO HamnpaBJfieHa Ha TO, YTOo-
Obl Ntoan nony4anu AOCTOMHYO 3apnnaTy u co-
LManbHbIA MaKeT, KOTOPbIA Ka4yeCTBEHHO pPOC
BMECTe C [O0XO[HOCTbt0 KoMnaHui. Coumanb-
Hble NMporpammbl A1 paGoTHUKOB OTKPbIBAIOT
BO3MOXHOCTU /191 UX MHAMBUAYANbHOIO pa3Bu-
TMS U peann3aunmn KU3HEHHbIX aMOULMIA, CTU-
MYJIMPYIOT NOBbILIEHWE OTBETCTBEHHOCTU 3a Ce-
6s1 M CBOIO CEMbIO. Yny4dlleHne ycnoBui Tpyaa,
BO3MOXHOCTU /11 3aHATUS CMOPTOM, KOHTPO/b
3a YPOBHEM 3[10pOBbS U 06G/1eryeHne gocTyna K
Ka4yeCTBEHHbIM MEIMLIMHCKUM yCcayram — BKaj
paboToaatenev B nopaepraHWe U ynydlleHve
3[10pOBbsl PAGOTHUKOB.

a fundamental factor of economic business
stability. Workforce quality not only influences
financial results — it also increase company's
innovative potential, and allows to reduce-
wasteful expenditures in production manage-
ment. Companies have begun adopting new
approaches to managing human resources.
Beside investing in equipment and fixed
assets, employers have been investing in their
own employees.

Stable operation of brewing enterprises has
ensured a higher quality of life and wellbeing
for employees and their families comparing to
other industries. Although the economic con-
ditions under which Russian business was
operating in its early 1990s were rather com-
plicated for all types of industry. Perhaps the
employees' expectations did not always coin-
cide with their companies possibilities.
However, the social policy of brewing compa-
nies has been focused on paying fair wages
and offering people a social package that
qualittatively grew with the company. Social
staff programmes enable individual develop-
ment and the realisation of life-long ambi-
tions. They stimulate increased responsibility
among employees towards themselves and
their families. Employers contribute to
improvement of employees' health by improv-
ing working conditions, facilitating access to
quality healthcare, conducting health checks
and providing better opportunities to engage
in sport.

All this can be seen in the current work of
the Union of Russian Brewers. Various
aspects of the above-mentioned factors are
discussed with its partners, i.e. other associ-
ations, and government bodies. In particular,

[aHHasa TeMa HaxoauT OTParKeHWe B TEKyLIEN
neatenbHocTn Coto3a Poccuickux MNuBoBapos:
pa3fnnyHble ee acnekTbl 06CyXKaalTcs ¢ napT-
Hepamu — ApyrMMM accoumauusiMm — U rocy-
[IapCTBEHHbIMW OpraHamu. B yacTHOCTH, B aBry-
cte 2005 r. Coto3 npuHan ydactve B paboTe
«Kpyrnoro ctona» «CoxpaHeHne UHTENNEeKTyasb-
HO-KaapoBOro noTeHumMana», opraHM30BaHHOIo
HauunoHanbHbIM GOHIOM Pa3BUTUS Masnoro M
cpenHero npeanpuvHMMaTeNbCTBa, KOTOPbIN SB-
NAeTcs UCMONHUTENBHLIM opraHoM CoBeTta no
pa3BUTUIO Manoro U cpeaHero npeanpuHumMa-
TenbctBa npu lMNpeacenatene Coseta denepa-
umn depgepanbHoro cobpaHusa Poccuun. B xoae
3aceflaHus GblIM PAaCCMOTPEHbI aKTyaslbHble
BOMPOCHLI COXPaHEeHWs KapoBOro rnoTeHumana
B OTpacnsix 1 paspaboTaHbl PEKOMEHJALMKN Op-
raHam rocygapcTtBeHHOM BNacT1 No COBEpPLUIEH-
CTBOBa@HMIO MOMUTUKM B 3TOM 06GNaCTy.

ABOUT THE SECOND SOCIAL REPORT
OF BREWING INDUSTRY

in August 2005 the Union took part in
"Maintaining human resources and intellec-
tual potential" round-table discussion organ-
ised by the National Fund for the
Development of Small and Medium-size
Enterprises, the executive body of the
Council for the Development of Small and
Medium-size  Enterprises under the
President of the Federal Council of the
Russian Federal Assembly. The participants
discussed main issues related to the mainte-
nance of human resources in the industries,
and developed recommendations for govern-
ment bodies to improve a policy in this area.

At the same time, human resources develop-
ment approaches that are used by brewing
companies as a part of their corporate social
policies are reflected in a multitude of external




O BTOPOM COLIMASIBHOM OTHETE
KOMMAHWIN NMMBOBAPEHHOW OTPAC/IU

OaHOBPEMEHHO MOAXOAbl, HanpaBfIEHHbIE Ha
pa3BUTME 4YENIOBEYECKMX PECYPCOB, KOTOPbIE
NUMBOBapPEHHbIE KOMMNAHWW NPUMEHSIIOT BO BHY-
TPEHHEN coLuanbHOM NOMUTUKE, HAXOAaT OTpa-
JKEHME W BO MHOMMX BHELIHUX CoLMalbHbIX
nporpammMax W npoektax. Bknag komnaHuit B
pa3BuTMe cohepbl 06pa3oBaHUs OCHOBAH Ha
Tpaauumax napTHepcTBa M LedcTBa CO cpea-
HUMU, cneunanbHbIMU U BbICWIMMWU yHEBHBIMU
3aBEJEHUSIMU B pervoHax. TakKe KommnaHuu
peanuayloT psifi MPOEKTOB MO YKPENNEHMIO 3/10-
pPOBbSl HACENEHUS, KOTOPbIE NpeaycMaTpUBatoT
OKasaHuWe codencTBUS nevyebHbIM ydpexae-
HUAM B NPUOBPETEHUN HEOOXOAMMOro 060pY-
[IOBaHUS, OpraHU3aLuio CMOPTUBHbIX U GU3-
KYNIbTYPHO-03/10POBUTESIbHbBIX MEPOMPUATUNA.

_ :
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social projects and programmes. The compa-
nies contributions to education development
are in line with long-standing traditions of
partnership with higher education institutions,
secondary and specialized schools in the
regions. The industry also realize a number of
projects directed on nation's health imple-
mentation, whereby brewing companies assist
medical institutions in obtaining required
equipment and organise sporting events.

Twenty-seven companies that represent
some 85% of the beer market participated in
compiling the second report, i.e. 70% of the
Union's members. Of these 14 companies
did not participate in the first report.

B noarotoBke BTOPOro OTYETa MPUHSIN yya-
cTMe 27 KOMMaHWK, YTO COCTaBASIET NMopsaka
70 npoueHToB 4ucneHHoro coctaBa Coto3a,
npuyem 14 KoMnaHwWm — 3TO HOBbIE YHACTHUKMK
Nno cpaBHEHUIO C Npeablaylim oT4eTom. CoBo-
KynHasi 1015 y4acTHMKOB OT4eTa COCTaBAsSEeT
nopsiaka 85 MPOLIEHTOB pPbiHKA NUBa. YYUTbI-
Bas COCTaB Y4aCTHWKOB BTOPOro COLManbHOro
oTyeta (c™m. cTp. 25, Nnn. 2), MOXKHO KOHCTaTK-
poBaTb, YTO COAEPIKAHUE NOKYMEHTA ajleKBaT-
HO OTparkaeT CUTyalMio NO OTPAC/N B LIESIOM.

OT4eT oTpaxKaeT B OCHOBHOM UTOIM U pe3ysbTa-
Tbl MTMBOBapeHHoM oTpacnu B 2005 roay.

[eorpadus ot4eTa paclumMpunachk: KOMNaHUK, UH-
dopmaLua 0 KOTOPbIX BKIIKOYEHA B OTHET, pabo-
TatoT BO Bcex defiepanbHbIx OKpyrax v 60MbLMH-
cTBe cy6bektoB P®P. TakuM o6pa3om, BTOPOM
OTYET CoAEePXMT Bonee NoapobHyt MHbOopMa-
LMIO, XapaKTepU3YIOLLYD CUTyalLMio B MUBOBa-
PEHHOWM OTpac/M C y4ETOM pasMepa KoMMaHui u
0COBEHHOCTEN PErMOHAbHbIX PbIHKOB.

KoopanHauuto npolecca NoAroToBKM BTOPOro
coumanbHoro otyeta ocyulectenan Cotos Poc-
cuickmx Nueosapos (COO3 POCCUMCKMX MPON3-
BOAMUTENEN NUBO-6€3aKOr0NIbHOM NPOAYKLMMK).

ABOUT THE SECOND SOCIAL REPORT
OF BREWING INDUSTRY

Taking into account the list of the contribu-
tors (see Page 25, Fig. 2) one has every
ground to assume that the document accu-
rately shows the state of the industry as a
whole.

The report primarily reflects the output of the
industry in 2005.

The geographical scope of the report has
grown with companies featured operating in
all Federal Districts of the Russian
Federation and in most of its constituent
entities. Thus, the second report presents
more detailed information that characterise
the situation in the brewing industry with
account for company size and specific fea-
tures of regional markets.

Compilation of the second social report was
co-ordinated by the Union of Russian Brewers
(the Union of Russian Producers of Beer and
Non-Alcoholic Beverages)



NHUUWATUBbBI COO3A

POCCUWNCKKMX NMMBOBAPOB:
PEANTN3AUNA COUNAJIBHBIX NMPOIPAMM

B 2005-2006 NO4AX

Coto3 Poccuinckux MnBoBapoB SIBASIETCH KOOP-
AMHATOPOM W aKTUBHbLIM Y4aCTHUKOM psiga 106-
POBOJIbHbIX MHULUMATMB, BbIABUHYTLIX MUBOBA-
PEHHbIMW KOMMNaHusiMKW. Hawnbonee 3Ha4MMble
M3 HUX, TAKME KaK pa3BUTHE KyNbTypbl NOTpebe-
HUS MUBA, OrpaHWYeHUe PO3HUYHOW MPOAAXKM
nueBa nnuam go 18 net u apyrue, 6binv Npeacra-
BfIEHbl B MEPBOM COLIMANIbHOM OTYeTe, OAHAKO
3Ta 1eATEeIbHOCTb HOCUT MOCTOSIHHbIV XapaKTep.

COLUMATTbHBIN MPOEKT

MO OF'PAHUHEHWIO AOCTYNA
HECOBEPLUEHHOJIETHUX

K MMBOBAPEHHOM
NnPOAYKUMNN

MpoeKT HanpaB/ieH Ha pa3BUTUE OTBETCTBEH-
HOTO OTHOLLEHUS BCEX CTOPOH, yHaCTBYIOLLMX B
npoLecce NpPou3BO/CTBA M peanusauuun nu-
BOBApPEHHOM NPOAYKLIMK, K Mepam MNno orpaHu-
YEHMIO OCTYNMHOCTM HaNWTKa 1L aM MOOXKe
18 net. B mnpoBOM nNnBOBaApeEHHOM co0ObLE-
CTBE NPOorpamMmMbl Mo CHUXEHUIO NOTpebneHus
NUBa HECOBEPLUEHHONETHUMU ABNAIOTCS NMPK-
OPWUTETHLIMUW HaMNpaB/EeHUSIMKU coLMaNbHON
noNnTUKU. N B 3TOM CMbIce, NO3ULMSA pocC-
CUWCKUX NMMBOBApPOB COOTBETCTBYET OO6LMM
TEHAEHUMUSAM.
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INITIATIVES OF THE UNION
OF RUSSIAN BREWERS:

SOCIAL PROGRAMMES
FOR 2005-2006

The Union of Russian Brewers co-ordinates
and plays an active role in a number of volun-
tary initiatives organised by brewing compa-
nies. The most significant of these, including
initiatives to refine beer-drinking culture and
curb the sale of beer to people under eighteen,
have been presented in the first social report
and are of an ongoing nature.

SOCIAL PROJECT

RESTRICTING THE AVAILABILITY
OF BEER PRODUCTS

FOR MINORS

This project is aimed at developing a responsi-
ble attitude to restricting the availability of beer
to under-eighteens among those involved in
beer production and sale. Programmes to curb
the consumption of beer by minors are a prior-
ity in the social policies of brewers worldwide,
and the position of Russian brewers in this
regard is in full compliance with international
practice.

For example, in a recently published report of
the Worldwide Brewing Alliance, whose
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Hanpumep, BceMUpHbIM NMBOBaPEHHbIM alb-
SIHC, B KOTOPbIA BXOAST KPYNHEnwne otpacne-
Bble accounauun n3 BenukobputaHuu, AB-
ctpanuun, Kanagbl, HoBon 3enanguu, CLUA, a
Takxe «[nBoBapbl EBponbl» B HeAaBHO BbIMy-
LLLEHHOM OTYeTe NPeACTaBM LENbIN P NPOEK-
TOB M MporpamMm, ajjpecoBaHHbIX Pa3HbIM Lie-
NeBbIM rpynnam: AeTaM W MoApocTKam,
poauTensmM, 6epeMeHHbIM KeHLLMHAaM, Negaro-
ram, MosioabiM BoAWUTENAM (CM. BCTaBKY Ha
cTp. 15). KomnaHun u oTpacneBble accoLuu-
aLMKY WWPOKO MCMONb3YI0T BO3MOXKHOCTHM NapT-
HepcTBa C OOGLLECTBEHHbIMW OpraHM3aunamMu
NS TOro, 4To6bl NOBbLICUTb 3QDEKTUBHOCTb Me-
poONpUATMIA B paMKax Nporpamm.

B Poccun nogo6HOro poga MHULMATUBLI NMOKa
€AMHWYHBI, M MMBOBApPbI NEPBbLIMU BbICTYNWIN C
NPOEKTOM, HamnpaBfiEHHbIM Ha CHUXEHWE Mo-
Tpeb6neHns HeCOBEPLIEHHONETHUMU aNKOrosb-
cofeprkalllen NpoayKLnK.

B pamkax AaHHOrO HampaBieHWs AesTeNbHO-
ctn Coto3 Poccuiickmx MNrMBoBapoB BbICTyNan
3a BBe[eHWe 3anpeTa Ha PO3HWUYHYIO MPOAAXY
nMBa HeCOBEPLEHHONETHUM 3a401r0 4O MpK-
HATUS COOTBETCTBYIOLLEr0 3aKOHOAATEbHOMO
aKTa. MHMumMatnBbl, HanpaB/ieHHble Ha orpa-
HWYeHWe AOCTyna HECOBEPLIEHHONETHMX K MK-
BOBApPEHHOW MPOAYKLUMK, COAEPXanaucb, B
YaCTHOCTH, yxe B Ny6anMyHom obpalleHum Coto-
3a K lpe3ungeHty P Bnaagnmupy MyTuHy, ony-
6/1MKOBaHHOM B Hosi6pe 2004 roaa.

MpuHUMNManbHbIe NONOXKEHUS 3Toro obpalle-
HUS nernu B ocHoBy ®eaepanbHOro 3akoHa «06
OrpaHUYeHnaX PO3HUYHOM NPoaaXKM N1MBa 1 Ha-
NMUTKOB, U3rOTOBJ/ISEMbIX HAa €ro OCHOBE». 3aKOH
yCTaHOBM/ 3anpeT Ha NpoAaky nNuBa HecoBep-
LUEHHONETHMUM MW 3anpeT Ha notpebneHue
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members include the major trading associa-
tions of the UK, Australia, Canada, New
Zealand, and USA, as well as The Brewers of
Europe, presented a wide range of projects and
programmes targeted at various groups: chil-
dren and teenagers, parents, pregnant women,
teachers and young drivers (see. insert on
Page 15). Companies and industry associa-
tions are making extensive use of opportuni-
ties to cooperate with social organisations in
order to increase the effectiveness of the
efforts they undertake within the framework of
their social programmes.

The number of such initiatives in Russia has
been insignificant so far, and brewers were
the first to have embarked on projects aimed
at curbing alcohol consumption by under-
agers.

As part of this approach the Union of Russian
Brewers spoke out in favour of a ban on the
sale of beer to minors long before any official
law was passed to this effect. Initiatives to curb
the availability of beer to minors were even
included in the Union's address to Russian
President Vladimir Putin published in
November 2004.

The address of the Union was subsequently used
as the basis for the federal law On Restriction of
Sales of Beer and Beer-based Products, which
established bans on the sale of beer to minors
and on the consumption of beer by under-eigh-
teens in public places. Amendments to the Code
of Administrative Offences of the Russian
Federation in January 2006 established admin-
istrative responsibility for involving minors in the
consumption of beer and for transgressing
restrictions on retail sale of beer.

INITIATIVES OF THE UNION OF RUSSIAN BREWERS:

UMK NUBa B 06LIECTBEHHbIX MecTax. A NpUHS-
Tble B sHBape 2006 roga nonpaBku B Kogekce
Poccuitckon depepauun 06 aaMUHUCTPATUB-
HbIX MpPaBOHaPYLEHWAX YCTAHOBWUIW aMUHK-
CTpaTMBHYIO OTBETCTBEHHOCTb 33 BOB/EYEHUE
HECOBEPLUEHHONETHUX B ynoTpebneHne nvuBa
M 3a HapylweHWe OorpaHWyYeHUin PO3HUYHOW
npoaaxu.

[OCKONbKY OAHOM M3 OCHOBHbIX MPUYMH MOTPE-
6eHNs NMBa HECOBEPLUEHHONETHUMU ABASET-
Csl ero AOCTYnHOCTb, B TedeHne 2005 roga Co-
103 WMHWUMKMPOBANA MWNOTHBIA MPOEKT Mo
OrpaHUYeHuIo JoCTyna 3TOM KaTeropuu nokyna-
Tenen K NMBOBapPEeHHON nNpoayKuuun. B pamkax
npoekTa O6bln y4pexaeH crneuuanbHbii 3HaK
«[lpoaaxa NMBa HECOBEPLIEHHONETHNM 3anpe-
WweHar, NpejHa3HavYeHHbI 48 pa3MeLleHns B
MecTax PO3HUYHbIX MPOJa¥ — Ha Kaccax, Npw-
NaBKax, CTeNNaxkax, a TaKxe, 419 UCnob30Ba-
HWUS B peknamMe nvBa. Mcnonb3oBaHWe TaKoro
3HaKa, He npeaycMoTpeHHoro deaepanbHbIM
3aKOHOLATENBLCTBOM, BASETCS JOOPOBO/bHbLIM
peweHnemM Npou3BoAWUTENEN MUBOBAPEHHOWM
NPOAYKLMKU. 3HaK BblpaxaeT No3nLMio NMMBOBa-
PEHHOro coobLLecTBa O HEYKOCHUTENbHOM CO-
6MI0AEHNM 3aKOHOAATENbHOMO 3anpeTa npoja-
KW NM1MBa HECOBEPLLEHHONETHUM.

Ha paspaboTKy Au3aiHa 3Haka 6bll 06bsBAEH
OTKPbITbIM KOHKYPC, B KOTOPOM MOI/IM MPUHSTH
ydacTue Bce xenatwme. Ha KoHKypc nocTynmno
MHOro 3asBOK. CTONb BbICOKWMI MHTepecC caenan
3aTpPyAHUTENbHBIM BbIGOP KOHKYPCHOM KOMMC-
CUM — Ccpeam NoMyYeHHbIX PaboT OKa3anocb MHO-
ro TanaHTIMBbIX U AEWCTBUTENbHO OPUrMHasb-
HbIX peLleHnit. B nogBeaeHnm MTOroB KOHKypca v
Bbl6ope nobeautenst NpuHUManu ydactue npea-
CTaBUTENM KOMMaHWW. B mntore nobeamn 3Hak,
N306parKEHHbIN Ha 3TOM CTPaHULE.
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Because one of the main reasons for beer con-
sumption among under-eighteens is its avail-
ability, a pilot project was initiated by the Union
in 2005 to restrict the availability of beer to this
age group. As part of this programme a special
sign with the warning Sales of beer to minors are
prohibited was introduced for display at cash-
desks, counters and shelves in outlets selling
beer and for use in beer advertisements. This
warning has been adopted by the beer produc-
ers voluntarily and is not stipulated by federal
law. The sign is an indication of the brewer's
position according to which the official ban on
sales of beer to minors is to be strictly observed.

An open competition was announced to design
the warning. Anyone could take part in it. A lot
of submissions were recieved. High interest in
the competition made the work of the judging
commission very difficult — many of the
designs showed talent and originality.
Representatives of brewing companies took
part in the final decision-making; the winning
sign is displayed on this page.
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B xoae akuuu pacnpoctpaHeHo 500 000 ctu-
KEepoB C M306parkeHneM 3Haka B 6onee 4yem
300 000 To4yKax PO3HUYHOM NPOAAXKM NUBA.

PazpaboTKka 3HaKa v aKkLu1s No ero pasmelle-
HUIO ABNSIETCA NPOAOIKEHWEM NOAUTUKM Coto-
3a, HanpaB/IEeHHOW Ha co3AaHue YCIoBUI ANns
OTBETCTBEHHOr0 NOTPe6AeHNs HanuTKa. AKUmS
nonysuna noaaepxky ®AC Poccumn u onpefe-
NeHa KaK colunanbHas pexknama.

Mo3unuma poccuicKoro NMBOBAPEHHOIO CO-
ob6LecTBa B 3TOM BONPOCE HOCUT NocieaoBa-
Te/bHbIV U KOHCTPYKTUBHbIN XapaKTep: NOMMU-
MO OrpaHW4YWUTENbHbIX Mep OAHOW U3
NPUOPUTETHLIX 3ada4y PasBUTUS 340POBOro
oblecTBa NMBOBaPbI CYUTAOT pa3paboTKy U
npuHaTMe HauuoHanbHoM KoHuenuuu anko-
rofbHOM NOMUTUKM rocyaapcTBa, KoTopas 6y-
[leT onpeaensitb rocyapCTBEHHYIO MOMUTUKY
B o6/acTv Npou3BOACTBaA M 06GOpOTa anKko-
rofbHOM MPOAYKUMW M NUBA Ha ONUTENbHYIO
nepcrnexkTuBY.

Ha V BcepoccricKom KOHpepeHLmMmn npon3Bo-
antenen nuMBo-6€3aNKOroNbHOM MNPOAYKLIMMK,
cocTosaBliencs B mapTe 2005 roaa, 6binn BHe-
CeHbl U3MEHeHMS B KoAeKC YeCcTU POCCUICKMX
nueoBapoB. KomMnaHuu, B 4aCTHOCTU, MPUHANK
psiA camoorpaHuyeHun B cdepe peknambl 1
npoaBUXKeHWa nNuea. TaK, Npu NPOBEAEHUN aK-
LM MO CTUMYNMPOBAHUIO CObITA NMMBOBAPEH-
HOW NpoayKLUuMn GblfI0 PELEHO HE NMPUBNEKATb
B Ka4ecTBe NnepcoHana AnL, He JOCTUTLUUX BO3-
pacta 18 neT, a TaKkXe He BbICTynaTb B Kaye-
CTBE CroHcopa uiv oduLManbHOro napTHepa B
MacCOBbIX MEPOMNPUATUSX, OpPraHWM30BaHHbIX
[NS WL, YKa3aHHOro Bo3pacTa.
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As many as 500,000 stickers with the warning
sign were distributed to over 300,000 beer-
selling outlets as part of the initiative.

Developing and displaying the sign is in line
with the Union's ongoing policies aimed at
creating the conditions for responsible beer
consumption. The initiative has won the sup-
port of the Russian Federal Antimonopoly
Service and received recognition as public
service advertising.

The Russian beer-producing community dis-
plays a consistent and constructive position on
the issue of beer consumption. The brewers
believe that apart from restrictive measures of
special importance for the creation of a healthy
society is development and adoption of
Russia's national alcohol concept that would
determine a long-term strategy of the state in
regard to production and sale of alcoholic bev-
erages and beer.

At the Fifth National Conference of Beer and
Non-Alcoholic Beverage Producers, which
took place in March 2005, amendments were
made to the Code of Honour of Russian
Brewers. In particular, companies adopted a
number of limitations on beer promotion and
advertisement. As part of this move it was
decided that minors would not be employed in
events aimed at beer promotion, and that
companies would neither sponsor nor feature
as official partners in large-scale events tar-
geted at under-eighteens.

INITIATIVES OF THE UNION OF RUSSIAN BREWERS:

Mpumepbl nporpamm

HaUMOHanbHbIX accouualnm
«[nBoBapbl KaHagbl»
MpoeKT «TBOS KM3Hb — TBOW BblGOP» — [pocBe-
TUTEeNbCcKas, o6pasoBaTe/ibHas nporpamma o
Bpefe 3/10ynoTpe6neHns anKkoronem, Hanpa-
B/IEHHaa Ha MNoAPOCTKOB B Bo3pacTe 13-
14 neT u CTYAEHTOB CTapLUMX KYPCOB.

YeuwcKkasa Accouuauus npoussogutenen nuea
U conoga

MpoeKT «Hellckoe NMBO — Hale nuBo». Kamna-
HuMA 3anyueHa B 2000 roay. Ee uenb — nHdop-
MWUpOBaHWe 06LLECTBEHHOCTH O NMWUBE, O BUS-
HWUM €ero nPOM3BOAHbIX KOMMOHEHTax Ha
3[10POBbE W 3HAYEHME YMEPEHHOIro notpebne-
HUS NuBa.

®duHcKan Accoumauus NuBosapos

MpoekT «[Mocne 18». Llenb npoekta — npodu-
NaKTUKa ynoTpe6neHns ankorons Monoaexbto
B Bo3pacTe A0 18 net. B pamKax npoekTa npo-
BOJATCA €XErofHble aKLMK, KOTopble BK/ItOYa-
0T NPOBEEHNE KOHLEPTOB MOMYNAPHbIX rPynmn
W UCMONTHWUTENEW, NCMOb30BaHWE pPeKnaMHbIX
MaTepuasnoB U T.A.

Accouuauus MNuea 1 NMNaboB Benuko6putaHum
MpoekT «besonacHoe BoxaeHne 2000» — O6-
pasoBaTte/nbHas nporpamMmma, agpecoBaHHas
MOJSI0JIEM B BOo3pacTe oT 16 Ao 25 net. Llenb —
dopMHUpPOBaAHME Y MONOAEKM YCTOMYMBOIO
y6ex/1eHUs 0 HeAoNyCTUMOCTH yNpaB/eHUs aB-
TOMOGUIEM B HETPE3BOM COCTOSIHUMW.

Accouuaunus NusosapoB epmaHuu

MpoeKT «OTBETCTBEHHOCTb C NMEPBOrO AHS».
Mporpamma, agpecoBaHHas 6eEpPeMeHHbIM 1
KOPMSLLMM MaTepsiM U UX napTHepam.

15

SOCIAL PROGRAMMES FOR 2005-2006

Examples of programmes

of national associations
Brewers of Canada
YOUR LIFE — YOUR CHOICE - Educational pro-
gramme on the hazards of alcohol abuse,
aimed at 13 to 14 year olds and students

Czech Beer and Malt Association

CZECH BEER - OUR BEER. The campaign was
launched in 2000. Its aim is to provide infor-
mation on beer and the health effect of its
ingredients, as well as to underline the value of
moderate consumption.

Panimolitto, the Finnish Association of Brewers
AFTER EIGHTEEN. The aim of this project is to
prevent alcohol consumption by under-eigh-
teens. Annual events are organised as part of
the project, and include advertising cam-
paigns, as well as concerts featuring popular
singers and bands.

British Beer and Pub Association

DRIVE SAFE 2000 COMPETITION: The project
is an educational programme targeted at
young people aged 16-25. The aim is to con-
vince the target group that driving under the
influence is not to be tolerated.

The Deutschland Brauer-Bund, Germany
RESPONSIBILITY FROM DAY ONE. Targeted at
women who are pregnant or breastfeeding, as
well as at their partners.
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BCEPOCCUNCKU KOHKYPC
«MMBO U OBLLECTBO»

MNMuBoBapeHHas oTpacnb Poccun TpaanLMOHHO
npuBneKaeT BHUMaHWE CPeACcTB MacCOBOM MH-
dopmMaumumn oTpacneBon, 3KOHOMUYECKOMN, 06-
LLECTBEHHO-NOMIUTUHECKOM M Hay4YHO-MoNynsp-
HOWM HanpaBneHHocTU. O6beKTUBHOE U
npodeccrmoHanbHOe OCBELLEHWE BONPOCOB pa-
3BUTUS OTpaciun SIBNAETCS BaXKHEWWWM WH-
CTPYMEHTOM FapMOHW3aLMKU KOMMYHUKaLMOH-
HOM cpeabl pblHKa NWBO-6€3anKorofibHOM
NPOAYKLIMK, CNOCOBCTBYET YKPEMIEHUIO KOH-
CTPYKTMBHOIO B3aMMOAEWCTBUSA Npecchl, 613-
Hec-coo6lLecTBa, rocyjapcTea 1 o6LecTBa.

BTopoit BcepoCCUMMUCKUI KOHKYPC XKypHanwu-
cToB «[1MBO M 06LWECTBO» NPOXOAMS B NEPUOL
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THE RUSSIAN NATIONAL BEER
AND SOCIETY CONTEST

The Russian brewing industry traditionally
attracts the attention of the mass media —
those reporting on the developments in the
industry, economy, social policy and popular
science. Objective and professional coverage
of the issues concerning the industry's devel-
opment is a highly important platform for bet-
ter communications within the beer and non-
alcoholic beverages industry, and helps
support constructive interaction between the
business community, press, government and
society.

The Second Russian National Journalist
Contest, "Beer and Society", took place from

INITIATIVES OF THE UNION OF RUSSIAN BREWERS:

¢ 1 ceHTa6psa 2005 roga no 15 despans
2006 roga npu noagepke Coto3a KypHanu-
cTtoB Poccuu.

KoHKypc npoBoauscs B LENSX OKa3aHUs co-
nencTaumsa 6onee NoaHOMY U 06bEKTUBHOMY OC-
BelleHnto B CMW COCTOSHUSA M aKTyanbHbIX
npo6neM OTeYeCTBEHHOro MWBOBApEHWS, a
TaKXKe BIWSHUSA Pa3BUTUS OTPac/M Ha 3KOHO-
MUKy CTpaHbl U PETMOHOB, COLIMANbHYIO }XW3Hb
o6lecTBa, CTUMYIMPOBaHUE MHTepeca npef-
ctaButenen CMU K Teme nMBOBapeHHOW oTpa-
CNU, YKpEenIeHUe WCTOPUYECKMUX Tpaauuuin u
KynbTypbl NOTpe6neHns nuea.

B 3apaun BcepocCUMMCKOro KOHKypca XypHa-
nmcToB «[MMBO M 06LLEeCTBO» BXOAWUT HECKOIBbKO
aCMNeKTOB, CBA3aHHbIX C AeATE/IbHOCTbO NMUBO-
BapEHHOW OTpacnu, cpean Kotopbix — GopMu-
poBaHuWe KynbTypbl NOTPe6NeHns HanuTKa cpe-
M HaceneHus.

K y4acTuio B KOHKypce [10NyCKaanch KypHanu-
CTbl MeyvyaTHbIX M 3NeKTPOHHbIXx CMW Poccun,
ONUKHEro 1 ganbHero 3apybexbs. Ha KOHKypc
BblABUrannucb maTtepuanbl N60ro xaHpa,
dopmaTta n o6bemMa, pa3MellleHHble B ne4yaT-
HbIX U 91EKTPOHHbIX CMW, UHTEPHET-U3AaHUSX.

Ha paccmoTpeHnue xiopu 6bio NpeacTaBaeHo
CBbIWE CTa MaTepuanoB M3 Tpuauatn dege-
panbHbIX U perMoHanbHbix CMU, ony6anKoBaH-
HbIX B nepunog ¢ 1 sHBapsa 2005 roga no 31 ge-
Kabpa 2005 ropa. [lMo6eautenamu cranu
YPHaNUCTbl M3 ABYX M3AaHWM deaepanbHOro
3Ha4veHus (raseTbl «<BegoMoctun» U «M3BECTUsI») U
OAHOW pernoHanbHoMn ra3etbl — «BATCKUIM Kpai».
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1 September 2005 to 15 February 2006 with
the support of the Russian Union of
Journalists.

The aim of the contest was to provide more
objective and full media coverage of the cur-
rent state and problems of the nation's brew-
ing industry, to highlight the influence of the
industry upon social life in Russia, the national
economy and economy of the Russian regions,
to stimulate the interest of the mass media in
the brewing industry and strengthen Russia's
historical beer-drinking tradition and culture.

"Beer and Society" also aims at other targets
related to the work of the brewing industry,
including the creation of an appropriate beer-
drinking culture among the population.

Representatives of the print and electronic
media from Russia, the CIS and beyond were
allowed to take part in the competition.
Materials of all genres, formats and sizes were
presented for the contest, published on paper
and electronically.

More than a hundred examples from 30
national and regional media outlets, pub-
lished between 1 January and 31 December
2005, were submitted for the consideration
of the jury. The winners were journalists from
two national newspapers (Vedomosti and
Izvestiya) and one regional newspaper
(Vyatsky Krai).
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KOHKYPC HA JTYHLUEE
KOPIMNOPATMBHOE U3JAHUE TN-
BOBAPEHHOW OTPAC/M

KopnopaTuBHas npecca — OfWH U3 BaHeW-
WWX MHCTPYMEHTOB (GOPMUPOBAHUSA BHYTPEH-
Hel KOMMYHUKaLMK B KOMMaHUK, yripasieHus
MOPasibHO-NCUXOJOMMYECKMM KIUMaToOM Ha
NPEeANnPUATUM, Pa3BUTUS KOPMOPaTUBHOWM
KyNbTypbl. MHOTME KpYMHble POCCUIACKME W
MeXayHapoaHble KOoMMaHuW, paboTalowue B
Poccuu, BbinycKaloT COBCTBEHHbIE Tra3eTbl U
ypHanbl. U3aaHns, ocBelan WHPOKUIA Kpyr
BOMPOCOB MW3HU MPEAnpUaThii, MHOOPMUPY-
0T PaBOTHUKOB HE TO/IbKO O MPOU3BOACTBEH-
HbIX HOBOCTSIX, KafpOBblX Ha3Ha4YEHWAX WU
CTPYKTYPHbIX HOBLIECTBAX, HO U 06 W3MeHe-
HUSX B COLLMabHOM MOIUTUKE.
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CONTEST FOR THE BEST
CORPORATE PUBLICATION
IN THE BREWING INDUSTRY

Corporate publications are one of the most
vital instruments in stimulating internal
communication in a company, raising per-
sonnel morale and developing a corporate
culture. Many major Russian companies, as
well as international companies operating in
Russia, release their own newspapers and
magazines. These publications cover a wide
range of issues relevant to the enterprise.
They inform the employees not only of the
latest developments related to production,
staff appointments and changes in the cor-
porate structure, but also of changes in
social policy.

INITIATIVES OF THE UNION OF RUSSIAN BREWERS:

KoHKypc npoBoaunics ¢ Lenbio CTUMYyIMpoOBa-
HUS pas3BUTUSA KopropatuBHbix CMW npea-
NPUSTUIA, YKPENTEHUS BHYTPUOTPACIEBON KOM-
MYHWKauuu, coaencteus GopMUpPOBaHULIO
KOpropaTUBHOW KyNbTypbl Ha NPeanpUATUSX
oTpacnu. Ans OLEHKM KOHKYPCHbIX paboT 6bl10
chopmMMPOBaHO XKOpKU B COCTaBe MpPeACcTaBu-
Tenen McnonHutenbHoro Komuteta Coto3a,
npeactasutenen TMMN P®, otpacneBbix naaa-
HWUW, NAPTHEPCKUX OpraHn3aLunm.

B KOHKypce MpUHSAAK yyacTMe KopnopaTuBHbIE
M3aaHusg, Bblweawne B nepuof ¢ 1 aHBaps
2005 roga no 31 agekabps 2005 roaga. Ceowu
3asBKM Ha y4acTue B KOHKype MpencTaBuu:
*ypHan «HosocTtn «BEHbI» (OAO «BEHA»); rase-
Ta «[lnBoBapHa «bantuka» (OAO «[K «banTtn-
Ka»); ypHan «[nuBo News» (OO0 [lMuBOBapHs
«XenHeKeH»); raseta «Hawa Bonra» (000 MK
«Bonra»;) rasera «AdaHacunm UNHPopm»
(OAO «bpay-CepBuc»); raseta «[lMkpa-uHbO»
(OAO «[Mnkpa»); raseta «[lMBHOE pgeno»
(OAO «ToMcKoe NMnBO»).
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The aim of the contest was to stimulate the
development of corporate publications of
enterprises, facilitate better internal communi-
cation, and help create a corporate culture at
enterprises of the industry. In order to assess
the contestants, a jury consisted of the Union's
Executive Committee, the Chamber of
Commerce and Industry of the Russian
Federation representatives, industry publica-
tions and partner organisations.

Corporate publications that were issued
between 1 January 2005 and 31 December
2005 took part in the contest. The publications
featured in the competition were as follows:
magazines — VENA News (0OJSC VENA) and
Pivo News (Beer News, LLC Heineken); news-
papers — Pivovarnya Baltika (Baltika Brewery,
0JSC PK Baltika); Nasha Volga (Our Volga,
LLC PK Volga); Afanasy Inform (OJSC Brau
Service); Pikra-Info (OJSC Pikra), and Pivnoe
Delo (Beer Business, 0JSC Tomskoe Pivo).



9KOHOMUHYECKNE

PE3YJIbTATbI OTPACJIA

ECONOMIC PERFORMANCE

B 2005 roay B nMBoBapeHHOM oTpacnu Poccuu
BMepBble 3a nocnegHee aecaTuneTve Habnwoaa-
NIoCb 3aMefsieHne TeMnoB pocTta®, 06ycroBeH-
Hoe BBEJEHMEM 3aKOHOAATENbHbIX OrpaHuye-
HWIW B 061aCTM peKnambl M PacnpoCTPaHeHUs!
HanWTKa, a TaKKe OMepeKaloLMM ypOBEHb WH-
&nAUMM POCTOM HaNOrOBOM CTABKM MO aKLuM3Y.
Mo utoram roga NpPov3BOAMUTENM MUBA NPEOAO-
Nenv TOPMOS3SALLYIO TEHAEHLMIO — OTPac/IM NoKa
YOAETCH COXPaHSATb BbICOKYD 3KOHOMMUYECKYIO
pPe3yNLTaTMBHOCTb M MO-MPEXKHEMY BHOCUTL 3a-
METHbIV BK1a4 B 9KOHOMMKY CTpaHbl (cM. Mnn. 1).

OCHOBHbIE TEHAEHLNN
N COBbITHUA

MonoXKuTenbHble 3KOHOMUYECKNE PE3ybTaThl —
cnefcTBMe npolueawero AecsATUneTus, Koraa
KOMMaHWM HanpaBnsiu 06bEMHblEe WMHBECTU-
LMK Ha MOJIepPHU3aLMI0 NMPOM3BOACTBA U Nepe-
X0 Ha COBPEMEHHbIE TEXHOMNOIMMKW MMBOBape-
HUA. BbICOKMM ypoBeHb rnob6anusauuu B
oTpacnu ABNSETCS CTabWUIN3UPYIOLLIMM daKTo-
POM He TOJIbKO MMBOBAPEHHOI0 CEMMEHTA, HO U
BCEW OTpaciavM Mo NpPoW3BOJCTBY MULIEBbIX

3 Temnbl pocTa MMBOBAPEHHO NPOMbILNEHHOCTH B
2005 rogy coctaBunun 6% (8 2004 rogy — 12%).
McTouHuK: Coto3 Poccuickux NMruBoBapos.
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OF THE INDUSTRY

In 2005 the Russian brewing industry saw the
first slowdown in growth rates for the last ten
years®, caused by the introduction of legal
restrictions on advertising and distribution of
beer, as well as faster growth of excise duty
over the level of inflation. According to year's
results it is clear that beer producers were able
to overcome the slowdown - the industry is
still able to maintain high economic efficiency
and is making noticeable contributions to the
country's economy (see Fig. 1)

MAIN TENDENCIES
AND EVENTS

The positive economic results are the work of the
last decade, when companies invested heavily in
the modernisation of production development
and the changeover to modern brewing tech-
nologies. The advanced globalisation of the
industry is a stabilising factor not only for the
brewing sector, but also for the food industry as a
whole. The total amount of capital investment in
Russia's brewing industry amounted to

32005 growth rates for the brewing industry stood at
6% (12% in 2004). Source: Union of Russian Brewers.
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OKoHOMMYEeCcKHUe NoKa3aTeim NMBOBapeHHon oTpacaun/

Economic indicators of the brewing industry

ECONOMIC PERFORMANCE OF THE INDUSTRY

2004
Mokasartenb/ MuBoBapeHHasn MuweBasn (T e T
Indicator oTtpacnb’/ NPOMBILLIEHHOCTb/ ’ P

Brewing Industry®*  Food Industry

% (of industry)

0O6beM BbiMycKa NpoayKLumun

B HaTypaNbHOM BblpaXeHWU, MJH. aan./
Amount produced in physical terms
(million decalitres)

842,4

06beM BbINyCKa B JEHEXHOM
BbIpaXXeHUU®, MiH. py6./

Amount produced in monetary terms®
(million Roubles)

123 500

1219024 10%

YucneHHocTb pabOTHWUKOB, ThIC. Yen./
Number of employees (thousands)

1415 4,0%

2005
MNokasarenb/ lNvBoBapeHHas MNuwesas o G
Indicator oTpacnb/ NPOMbILIIEHHOCTb/ > P

Brewing Industry

% (of i
Food Industry 6 (of industry)

0O6beM BbinycKka NpoayKuuu

B HaTypa/ibHOM BbIpaXeHWK, MJH. aan./
Amount produced in physical terms
(million decalitres)

892

0O6beM BbINyCKa B JEHEKHOM
BbIpaXXeHUM®, MJH. py6./

Amount produced in monetary terms®
(million Roubles)

131 900

1464 300 9%

YucneHHoCTb PpabOTHUKOB, ThIC. Yes./
Number of employees (thousands)

50

1 500 3,0%

NpoayKkToB B LenoM. O6UMit 06bEM UHBECTK-
UMM B OCHOBHOW Kanutan B MNMBOBapPEHHOM
npombiwneHHocTn Poccun B 2005 roay cocta-
Bun 19401 mnH. pyénen, nam 23% BCeEX UHBE-
CTULIMA B OCHOBHOM KanuTana B NULLEBOW Mpo-
MbILLIIEHHOCTH®. 3TO Ha NOpPsSAOK Gosblie, YEM
B OCTaslbHbIX CEKTOpax NuLLEBON 1 nepepaba-
TbiBatOLLEV MPOMBILLIEHHOCTH. B Lenom nuie-
Basi NPOMbILLIEHHOCTb 3aHUMAaET TPETbE MECTO
Mo KOJIMYECTBY COralleHn No UMMNOPTY TEXHO-
JIOTWIA, B 3TOM pesynbTaTe ecTb 3aMeTHas 0N
M NMBOBAPEHHbIX KOMMaHUM.

4 YICTOUHMK JaHHbIX N0 NMMBOBAPEHHO# oTpaciu: Colo3
Poccuitckmx MNuBoBapoBs.

® UcTouHmk: PoceTar.

® VicTo4HMK: MepBoe He3aBUCUMOE PETUHIOBOE
areHTCcTBO, UCCNefoBaHue «TeKylimue TEHAEHUMN U
nepcneKTUBbl pa3BUTUA pbiHKa NuBa B Poccun, 2000—
2005»: PBK, NccnepoBaHus pbIHKOB.

22

RUR19,401 million in 2005, or 23% of all invest-
ments in the fixed capital of the food industry.
This by far exceeds the same figure in the
remaining sectors of the food and processing
industries. In total the food industry® is the 3rd
largest holder of technology import agreements,
and brewing companies form a considerable
portion of this.

Brewers are active exporters. In 2005 the export
of beer was worth US$94.6 million, an increase
of almost 50% from 2004". Russia's major con-

4 Source of data on the brewing industry: Union of
Russian Brewers.

® Source: Rosstat.

© Source: The First Independent Ratings Agency, report
on "The Current Tendencies and perspectives of
Development of the Beer Market in Russia 2000-2005":
RBC, Market Research.

MnBOBapbl ABASIOTCS aKTUBHLIMU Y4aCTHUKaMW
3KCMNopTHOM fAesdAtenbHocTn. B 2005 rogy ak-
CrnopT N1Ba coctaBmkn 94,6 maH. gonnapos CLUA,
npeBbICUB NOKasaTenb NpeablayLero roaa noy-
™ Ha 50%’. OCHOBHblE NOTPEBUTENU POCCUIA-
CcKoro nuBa — cTtpaHbl CHIN (nnaupytot Kaszax-
CTaH, YKpavHa u Kupruaus), ogHako U CTpaHbl
[JanbHero 3apy6erbs MpPOosIBASIOT MHTEpec K
POCCUMCKOMY HanWUTKy (Haumbonbluee Konaunde-
CTBO BBO3uTCA B JlatBUIo, fepmanmio u CLLA).

JKcnepTbl M NpeAcTaBUTENN MMBOBAPEHHOM
oTpacnu npuaHatoT yeunenune B 2005 roagy 0CHOB-
HOM TEHAEHUMM NpeablayLLMX SET: MPOAOIKMIOCH
COKpaLlleHNe YUCAEHHOCTM MasbiX U CPegHMX

" UcToyHuK: MepBoe He3aBMCUMOE PENTUHIOBOE
areHTCTBO, UccneaoBaHue «Tekylme TEHAEHUMN U
nepcneKkTUBbl Pa3BUTUSA pbiHKa NuBa B Poccuun, 2000—
2005»: PBK, MccnegoBaHus pbiHKOB.
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sumers of its beer are the CIS (where
Kazakhstan, Ukraine and Kyrgyzstan take the
lead); however, other foreign countries also
show an interest in the Russian product (the
largest amount is exported to Latvia, Germany
and the USA).

Brewing industry experts and representa-
tives agree that the year 2005 saw a
strengthening of the previous years' tenden-
cies: the number of small to medium-size
enterprises continued to decrease, while
major companies continued to strengthen
their positions and increased their presence
on regional markets.

" Source: The First Independent Ratings Agency, report
on "The Current Tendencies and perspectives of
Development of the Beer Market in Russia 2000-2005":
RBC, Market Research.
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NPEAnPUATUA U YKPEnIeHWe MO3ULIMIA KPYMHbIX
KOMMaHWit, KoTopble Bce Gojee paclinpsioT
CBOE MPUCYTCTBUE HA PErMOHaIbHbIX PbIHKAX.

Ha doHe coKpalleHUsi YNCNEHHOCTH PpabOTHUKOB
B oTpacnu GoHz onnatbl Tpyaa B 2005 rogy yse-
anuunca (no gaHHeim PBK «MccnepoBaHue
PbIHKOB», TEMMbl pocTa coctaBunn 122%). Mpu
3TOM MPOMCXOAUT aKTMBHOE CTUMY/MPOBaHWE
€034aH1s Pabo4mx MECT B CMEXHbIX OTPACSX.

B TeuyeHwue roga 6bin10 3anylieHo ABa COM00-
BEHHbIX 3aBofa (B benropoackon obnactu u
Pecny6nvuke MopaoBusl), npoBeaeHa PEKOH-
CTPYKLMS psifa NMBOBaPEHHbIX 3aBO/I0B, KOTO-
pble Mo3BOSIMNA YBENUYNUTL MPOWU3BOACTBEH-
Hbl€ MOLLHOCTH.

[pyron TeHAeHUMEN pa3BUTUSA NMUBOBAPEHHO-
ro pblHKa cTano nposegeHne pedopMmbl au-
CTPUBBLIOTOPCKMX CETEN, YTO NO3BOMIIO Cylle-
CTBEHHO OMNTUMW3UPOBATb 3KOHOMWYECKYIO
LeaTeNbHOCTb NPeanpUaTUi.

Peannsauns BbllWenepeyYncneHHblx Mep no-
3BOJIMNA NPUBJIEYb B OTpacib KBanuduumnpo-
BaHHbIX cneLunaancToB.

Cpean Hanbonee CywecTBEHHbIX COObITUI MO
utoram 2005 roga nMBOBapbl Ha3BaAu camble
pasnunyHble GaKTbl — OT pa3paboTKKM HOBbIX
6M3HEC-NPOLECCOB A0 CO3AaHua KayboB Jito-
6utenen nuea. bonee MNONOBMHLI KOMMAHWK
CTasu BbIMyCKaTb HOBbIE MApKK MPOAYKLUMUMN.

Mo Tpagnuumn KomnaHwu cTanu opraHusaTopa-
MK GOMbLIOrO KONIMYECTBA FOPOACKMX M Mpo-
deccuoHanbHbIX MepPONPUATUI: KOHKYPCOB,
npasaHMKOB, COPEBHOBAHUMN, KOHPEPEHLMI.
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Among the year 2005's most significant
events brewers refer to a wide variety of facts:
from the development of new business
processes to the creation of clubs for beer
enthusiasts. Over 50% of companies began
releasing new product lines.

As a background of employees quantity decre-
ase, in 2005 the Salary Fund increased
by 122% (according to RBC, Market Research).
Herewith the creation of the working places in
related industries is actively stimulated.

Reform of distribution networks was another
trend in the development of the brewing mar-
ket, allowing enterprises to significantly opti-
mize their economic operations.

The above measures attracted highly qualified
specialists to the industry.

In 2005 two malt-houses were commissioned
(in the Belgorod Region and the Republic of
Mordovia), and a number of breweries were
renovated, allowing companies to increase
their production capacities.

As a tradition, brewing companies organised a
large number of events both for businesses
and local communities, including competi-
tions, festivals, award ceremonies and confer-
ences.

YYACTHUKW OTHETA

B nogrotoBke oTt4yeTa NpUHANM y4acTve Komna-
HWW, KOTOpble NPeACTaBASOT BCE rpynmnbl Npo-
M3BOAMTENEN MUBOBAPEHHOW MNPOAYKUMKM CO-
rN1acHO NPUHATOM 3KCMEPTHON KnaccudumKaumm
(cm. Nnn. 2). BoNbLIMHCTBO KPYMHbIX KOMAAHWUM
NPVHAANEKMUT K CTPYKTypam MemayHapoaHbIX
xonauHros®. [Jons POCCUMCKOro pbiHKa, 3aHw-
Maemasi KpynHbIMM KOMMNaHUAMM, Bbipocna B
cpeaHem Ha 3-5%, ogHaKo nuaepbl OTpaciu
YBENUYUIN CBOE MPUCYTCTBUE Ha PbIHKE Ha Ae-
CSATb M 6onee nNpoueHToB (cM. Mnn. 2).

B pervoHax npoucxoamnu JOCTaTo4HO 3aMeTHbIE
M3MEHEHUA — KaK B CTOPOHY CyLleCTBEHHOro

ECONOMIC PERFORMANCE OF THE INDUSTRY

REPORT CONTRIBUTORS

The report was drawn up with the participation
of companies representing all types of produc-
ers in the brewing industry, as defined in Fig. 2.
Most of the large companies form part of inter-
national holding companies®. The share of the
Russian market held by major companies grew
on average by 3-5%. The sector's leaders, how-
ever, increased their presence on the market
by upwards of 10% (see Fig. 2).

Significant changes were seen in the regions,
with both increases (of up to 30%) and
decreases (up to 10%) in the market shares of
individual companies.

OCHOBHbIe 9KOHOMUYEeCKHe NMoKa3aTe/iu y4aCTHUKOB BTOPOro ot4yeTa/
The main economic indicators of companies contributing to the second report

KonuuectBo
CermeHT (rpynna)/ y4acTHUKOB oTyeTa/
Segment (group) Number of contributors

06bem BbinycKaeMom CoBoOKynHas pons
NPOAYyKLUMMU, MJH. aan./ 06LLEePOCCUNCKOro pbiHKa/
Production volume Share in the total Russian

to the report (million decalitres) market
KpynHbie/ 8 Bonee 10/ Okono 80%/
Large More than 10 Approx. 80%
CpepHune®/ Okono 5%/
Medium-size® = A= Approx. 5%
Manbie/ 5 MeHee 1/ MeHee 1%/
Small Less than 1 Less than 1%

Wnn. 2/Fig. 2

8 o cpaBHEHWIO C NEPBbLIM OTHETOM CMUCOK NIMAEPOB
U3MEHUNCA HECYLLECTBEHHO, UISMEHEHNA CBA3aHbI C
3aBepLueHneM npoLeccoB CInaHNUA ¢ paagomMm
pervoHanbHbIX KOMMaHWM.

° Cpeav NpeanpusTUil CpeaHe NPOM3BOAUTENBHOCTH
TPU ABNSIOTCA AOCTAaTOYHO MOLLHBIMKU — MO 0GbemMaM
BbIMyCKAEMOM NPOAYKLIMM OHU MPUBIMKAIOTCS K
rpynne KpynHbIX KOMMNaHwi.

8 The list of market leaders has changed slightly since
the first report. These changes are related to mergers
with a number of regional companies.

9 Of the enterprises with average production levels,
three are the most powerful — in terms of product
volume they are gaining proximity to large companies.
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YBENWYEHNUS [I0/IM PbIHKA, 3aHMMAEMOW Kax-
[10M KOHKpEeTHOM KoMnaHuen (o 30%), Tak 1 ee
yMeHbLeHns (o 10%).

BbITJIATA HAJIOTOB

KomMnaHun nuMBOBapeHHOW OTpaciy Mo-MpPeX-
HeMy ABNSIOTCA KPYMNHbIMK HanoronnaTenblim-
Kamu, KoTopble GOPMUPYIOT 3HAYUTENbHYIO
4yacTb permoHasnbHbIX 6I0AKETOB U 06ecne4mBa-
0T 3HA4YUTENbHbIE MOCTYNNeHus B deaepanb-
HbIM 6loaxeT. Mo uToram roga KOMMNaHuu 3anna-
TMAnM 6onee 57 mnpa. pyénew Hanoros, 4TO
conocTtaBMMO ¢ 6loKeToM, Hanpumep, CBepa-
JIOBCKOM 06/1aCTH U 9KBMBANEHTHO 06LLEN CYM-
Me nocTtynneHun B ®oHA coLnanbHOro cTpaxo-
BaHus B 2005 roay. (cm. Unn. 3.1-3.8).

TAX RETURNS

Brewing companies remain major taxpayers,
making up a considerable part of regional
budgets and contributing considerably toward
the federal budget. According to the year's
indicators, companies paid out more than
RURS57 billion in taxes — an amount compara-
ble with the budget of the Sverdlovsk Region
alone, and equivalent to the total amount con-
tributed to the Social Insurance Fund in
2005 (see Fig.3.1-3.8).

COBOKYNHbI€ HaNnoroBbie BbiMJlaTbl KOMMaHUI NMBOBapPEeHHON oTpac/u No permoHam,/

Total tax payments by brewing companies, by region

Hanorosbie nocTynaeHus oT MMBOBapEHHOM oTpacam no egepasbHbIM OKpyram, B MAPA. pyénen/
Tax income from the brewing industry, by Federal District (billion Roubles)

mMapa. pyo.
A0 — 0GLMe HaNoroBble OTYUCTIEHUS
| L Total tax
15 m
E B TOoM uucne akums
10 - — Inc. excise du
5 E | | E =
|| || || =
|| | | —
o H M m B E =
Lu®0o C3d0 PO Nneoo Y®O Cd0 Jitole]
Central North West Southern Volga Urals Siberia  Far East

2 YicTouHuK: http://www.rbp.ru/news/?uid=3359
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0 Source: http://www.rbp.ru/news,/?uid=3359
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LleHTpanbHbi ©O. HanoroBeie nocTyrnieHns oT MMBOBaPEHHOM OTPAC/IM 10 PerMoHam, B MiH. pyones/
Central Federal District. Tax income from the brewing industry by region (million Roubles)

2127,4

5680,9

- Benropoackas o6nactb
Belgorod Region

- BpsiHCcKas o6nacTb
Bryansk Region
Bnaaumupckas o6nactb
Vladimir Region
BopoHexckas o6nactb
Voronezh Region
UBaHoBCcKas o6nactb
Ivanovo Region

- Kanyxckas o6nactb
Kaluga Region

- KocTtpomckas o6nactb
Kostroma Region

- Kypckas o6nactb
Kursk Region

- Jluneykas o6nactb
Lipetsk Region

- MockoBcKas o6nactb

Moscow Region

- OpnoBcKas o61acTb

Orel Region
PasaHckasn o6nactb
Ryazan Region
CMmoneHckas o6nacTtb
Smolensk Region

- Tam6oBckas o6nactb

Tambov Region

- TBepckas o6nactb

Tver Region

- TynbcKas o6nactb

Tula Region
flpocnaBckas o6nactb
Yaroslavl Region
r.MockBa

Moscow City

CeBepo-3anaaHbivi ©O. HanoroBbie nocTyrnaeHUs OT MMBOBaPEHHOM OTPAC/M 10 PEroHaMm, B MIIH. pyenes/
North West Federal District. Tax income from the brewing industry by region (million Roubles)

9824,9

Pecny6nuka
Kapenus
Republic of Karelia

Pecny6nuka Komu
Komi Republic

ApxaHrenbckas o61acTb
Arkhangelsk Region

Bonoroackas o6nactb
Vologda Region

Kanuuuurpaackas
o6nacTtb
Kaliningrad Region
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JleHuHrpaackas
o6nactb
Leningrad Region

MypmaHcKas
o6nactb
Murmansk Region

HoBropogackas
o6nactb
Novgorod Region

MNckoBckas o6nactb
Pskov Region

r. Cankr-lMeTtep6ypr
City of St Petersburg

Wnn. 3.2/Fig. 3.2

Wnn. 3.3/Fig. 3.3
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tOxHbI @O. HanoroBbie NOCTyNaeHMs OT MMBOBAPEHHOM OTPAC/IM M0 PErMOHaM, B MIH. py6nei/
Southern Federal District. Tax income from the brewing industry by region (million Roubles)

1392,2

nn. 3.4/Fig. 3.4

- Pecny6nuka Apbires
Republic of Adygeya

- Pecny6nuka larectaH
Republic of Dagestan

Ka6appauHo-bankapckas
Pecny6nuka
Kabardino-Balkarian
Republic

KapavaeBo-Yepkecckas

- Pecny6nuka
Karachaevo-Cherkessian
Republic

Pecny6nuka
- CeBepHas OceTus — AnaHus

KpacHopapckui
Kpau
Krasnodar Territory

CTaBpoOnonbCKUM

0 «kpait

Stavropol Territory

Bonrorpapackas

[ o6nactb

Volgograd Region

PocToBCcKas

[ o6nacts

Rostov Region

Republic of North Ossetia and Alania

lpuBomxckuit @O. HanoroBble NOCTYNAEHUS OT MMBOBAPEHHOM OTPAaCAM No PErMOHaM, B MJIH. py6nei/
Volga Federal District. Tax income from the brewing industry by region (million Roubles)

38,2

1925,6
126,7 \ 1210,2
73
( 1610
1798
143,7

&=
902,8 147,8
408 g7o 6544

Wnn. 3.5/Fig. 3.5

Pecny6nuka
BawkopTocTaH
Republic of Bashkortostan

Pecny6nuka Mapwuii 3n
Republic of Marij El

Pecny6nuka Moppaosus
Republic of Mordovia

Pecny6nuka TatapctaH
Republic of Tartarstan

Yamyptckas Pecny6nuka
Udmurtian Republic

YyBawickaa Pecny6nuka
Chuvash Republic

KupoBckast o6nactb
Kirov Region
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Huxkeropopackas

- obnactb

Nizhegorod Region

OpeH6yprckas
o6nactb
Orenburg Region

MeH3eHcKas o6nacTb
Penza Region

MepmcKkuit kpan
Perm Territory

Camapckas o6nactb
Samara Region

CapaTtoBcKas o6nactb
Saratov Region

YnbsHoOBCKas o6nactb
Ulianov Territory

ECONOMIC PERFORMANCE OF THE INDUSTRY

Ypanbckuit @0. HanoroBsle NocTyrnieHUsl 0T MMBOBaPEHHON OTPAaC/IM 110 PErMoHaM, B MJIH. py6nei/
Urals Federal District. Tax income from the brewing industry by region (million Roubles)

702,2

83,6
N

19,4
2,3

1411,2

KypraHckasi o6nactb
Kurgan Region

CeepasioBcKas o6nactb
Sverdlov Region

TiomeHcKas o6nacTtb
Tyumen Region

XaHTbl-MaHCUICKUIA aBT. OKpYr
Khanti-Mansiiskii Auton. District

fimano-HeHeukui aBT. OKpyr
Yamalo-Nenetskii Auton. District

YenabuHckan o6nactb
Chelyabinsk Region

Cubupckmit 0. HanoroBele nocTyniaeHusl OT MMBOBaPEHHOM OTpac/u Mo permoHam, B MiH. pybnei/
Siberian Federal District. Tax income from the brewing industry by region (million Roubles)

Pecny6nuka Antan KemepoBckas
Republic of Altai | o6nactb

Kemerov Region
Pecny6nuka bypsitus
Republic of Buryatia HoBocu6upckas
[0 o6nactb

Pecny6nuka Xakacus Novosibirsk Region

Republic of Khakassia
OmMcKas o6nacTtb

AnTaickui Kpan
Altai Territory

KpacHosipckui Kpai
Krasnoyarsk Territory

UpKyTckas o6nactb
Irkutsk Region
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Omsk Region

Tomckas o6nactb
Tomsk Region

YutuHckasn o6nactb
Chita Region

Wnn. 3.6/Fig. 3.6

Wnn. 3.7 /Fig. 3.7
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HanbHeBocTouHbIM ©O. HanoroBbie nocTynieHUs OT MMBOBaPEHHOM OTPAC/IM 10 PErMOHaM, B MJH. py6nei/
Far East Federal District. Tax income from the brewing industry by region (million Roubles)

1690,7

135,7

7,5
87,7

17,7

Mo cTpyKType HanoroBbIx BbinaaT camas 60/b-
Was 4yacTb MPUXOANTCS Ha aKLM3 — HE3aBUCH-
MO OT pa3mepa W PErMoHaNbHOro cTatyca KoMm-
naHuMK 3TOT cO60P COCTaBASET MOYTU MOSOBUHY
(o1 40% o 55%) oT BCex HaNoroBbIX BbiMnaT B
oTtpacnu. Pacyetbl no HAC npoyHo 3aHUmaloT
BTOpOe MecTo u cocTtaBnsatoT ot 20% go 30%.
YunTbiBasi YCTOMYMBYIO TEHAEHLMIO K yBEnuYe-
HWIO HaNOroBOM Harpy3kW Ha NUBOBAPEHHYIO
oTpacfib, KOTopasi NMPWMBOAWUT K YMEHbLUEHUIO
BbIPy4YKM Mocfe Hanoroobn0XeHUs, U3 KOTOo-
por dopmupyeTcs NakeT CoLMabHbIX IbIOT U
rapaHTMn ans paboTHMKOB W YSIEHOB CEeMEeW,
KOMMNaHWK1 yaenstoT 60/blue BHUMaHus adpdek-
TUBHOCTW yMNpaBieHus Aas Toro, 4tobbl Co-
uManbHoe nosnoXeHne paboTHWKOB OCTaBa-
NOCb Ha NPMUBBLIYHOM AJ19 HUX YPOBHE.

Mo utoram roga yaopoxaHve ce6ecTouMocTu
NMMBOBApPEHHOro npomn3BoACTBa, Bbl3BaHHOE
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- Pecny6nuka Caxa (SKyTus)
Sakha (Yakutia) Republic

MpumopcKui kpai
Primorskii Territory

Xab6apoBcKuii Kpan
Khabarovsk Territory

AMypcKas o6nactb
Amur Region

KamuyaTckas o6nactb
Kamchatka Region

MaragaHckas o6nactb
Magadan Region

CaxanuHcKas o6nactb
Sakhalin Region

The biggest portion of tax income comes
from excise duty. Regardless of company
size and regional status, excise makes up
40-55% of all tax payments in the industry.
VAT comes in second with 20-30%. Because
of the ever-increasing tax burden on the
industry, companies are paying more and
more attention to management efficiency.
Increased tax payments mean less revenue
after tax, and therefore smaller funds for
employee/family social benefits and guar-
antees. Increased management efficiency
means workers can continue to enjoy the
social package to which they are accus-
tomed.

The year's results show that the cost of beer
production has increased, driven by a num-
ber of external factors. First of all because of
excise duty increase, which has been dispro-

pSAOM BHeWHMX GaKTOpOB, Mpexae BCero
pPOCTOM aKLKM30B, HE COMPOBOXAANOCb CO-
pa3MepHbIM MOBbLILEHUEM PO3HUYHbIX LLEH
Ha HanWTOK. MNoTpebuTenbCKME LieHbl Ha oTe-
4YeCTBEHHOE M MMMNOPTHOE MUBO ObINU HUXKE
YPOBHS MHOASUMKU. TakMM 06pa3om, NMBOBaA-
pbl MOKa CTpemATcs He MnepeknagbiBaTb Ha
niaeyun notpebutenen nocneacTems Hebnaro-
NPUATHBIX UBMEHEHWUI CUTYyaLlMK Ha PblHKE, B
MaKCMManbHOM CTEMEHW MCMONb3ys UMeElo-
Lwmecs pe3epBbl U PbIHOYHbIE MEXaHW3Mbl MO-
BblLlEHNA 9OPEKTUBHOCTHU.

3AHATOCTb N YPOBEHb
COUMAJIbHBIX PACXO0B

3a npoweawnin rog YACNEHHOCTb PabOoTHMU-
KOB CPeAHUX M Manbix NpeanpusaTuin cylie-
CTBEHHO He M3MeHwunacb. Ha npegnpuatmnsx
KPYMHbIX KOMMaHWI, Kak NpaBwWao, 3aHATO
6onee 1 200 yenosek!'. Ha cpeaHunx pa6oTa-
10T B ocHoBHOM 200-600 yenoBeK (TONbKO
0AHa KOMMNaHWs uMMeeT BABoe 6Gofblue pa-
60THMKOB). YUCNEHHOCTb PabOTHUMKOB Ma-
NbIX KOMM@HWW He CWUAbHO OTaMyaeTcss OoT
CPEeLHUX: HUXHUI NoKasaTenb nNpubauKaeT-
CSl K aHaNOrMYyHOMY MO CPEAHUM KOMMNaHUAM.
(cm. Unn.4)

MMMBoBapeHMe — [O0OCTATOYHO CTabunbHas
oTpachb, XxapaKTepuaytoLasacs HeGOSbLION TeKy-
YeCTblo KafpOB U OTCYTCTBMEM KPYMHbIX PECTPYK-
Typuzauuit. CokpalleHUs nepcoHana Ha cpeaHux
NPeanpuUaTUsIX COCTaBUAN He 6onee 2—5%, NnLlb
B OTAENbHbIX Cy4asx 3TOT MoKasaTeNb AOCTUM

* TonbKo O[lHa KOMMNaHWa MMeeT BABOE MeEHbLUE
pabOTHMKOB, YEM €e KOoNeru no cermeHTy/ rpynne.

ECONOMIC PERFORMANCE OF THE INDUSTRY
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portionate to the increase in product retail
price. Consumer prices for nationally pro-
duced and imported beers were below the
level of inflation. This means that brewers
are making efforts to stop the burden of
unfavourable changes on the market being
transferred onto the consumer, using
reserves and market mechanisms of increas-
ing efficiency to their full effect.

EMPLOYMENT
AND SOCIAL SPENDING

In the last year the number of employees in
small and medium-size enterprices has not
changed significantly. As a rule, the enter-
prises of major companies employ more
than 1,200 employees™. Medium-size enter-
prises generally employ 200-600 people
(only one company has double this number).
Small companies do not differ significantly
in terms of employee number from their
medium-size counterparts: the lowest indi-
cator matches that of medium-size compa-
nies (see Fig. 4).

Brewing is a relatively stable industry, and is
not characterised by large employee
turnover and major restructurings. The
labour force in medium-size companies
dropped by no more than 2-5%, and only in
rare cases this figure was more significant

1 Only one company has 50% less employees than
others in the segment/group.
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3KOHOMWYECKHWE PE3YJIbTATbI OTPAC/IN

Moka3arTenu 3aHATOCTU HA NPeANPUATUAX OoTpacaun/
Employment at the enterprises of the industry

CpepHecnuco4Has YUCNEHHOCTb pa-

CERLEIT O GOTHUKOB, yen./

Kon-Bo co3gaHHbIx paboyunx mect/

S t Number of ted ki |
egment (group) T Gy 0 L S umber of created working places

KpynHbie/ Bonee 1200/ Bonee 400/

Large Over 1,200 Over 400

CpegHue/ B Okono 200/

Medium-size APO-CED Approx. 200

Manoie/ 150-350 10

Small

60nbWwnx 3HavyeHun (6onee 10%.) OcHOBHblE
NPUYUHBI — YHUOUKALMUS OpraHM3aLMOHHbIX
CTPYKTYp, YCOBEpLUEHCTBOBaHWE TeXHoMoruye-
CKMX MpOLLeCccoB, OMTMMWU3auMs MPOLLEcCoB
ynpaBneHus, BbiIBEAEHWE U3 COCTaBa KOMMNaHuw
COnyTCTBYIOWMX MpoudBoacTs. HampoTue, B
KPYMHbIX KOMNaHUsX HabnogaeTcs yBenmyeHue
YUCNEHHOCTM PabOTHMKOB Ha 11 n 6onee npo-
LLEHTOB. YBeNnYeHne YUCIEHHOCTU PaBoTHUKOB
Habt04an0Ch M Ha CPeHMX NPEANPUATHSX, 4TO B
OCHOBHOM 6bifI0 06YCMIOBIEHO PaCLUMPEHHEM
NPOV3BOACTBa 6€3a/IKOr0/IbHOM NPOAYKLMK Un
BBeJEHMEM B CTPOM HOBbIX LIEXOB.

B ycnelHo pasBuBaloLLmMxca KOMMNaHUAaX CO3-
JaBajncb HOBble paboyse mecta (B OCHOB-
HOM 3a CYeT PoCTa KOJIMYecTBa CObITOBLIX TO-
yek'): mno aTOMy MoKasaTeni cpeaHue
KOMMNaHUW N1lib BABOE YCTYMaloT KPYMHbIM
XONAVHraM.

2 MHorfa KoMnaHuu y4uTbiBanu TaKkxe cosfaHue
paboymnx MeCT B COMYTCTBYIOLLMX NPON3BOACTBAX.
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(over 10%). Mainly because of unified organ-
isational structures, improved technology,
management optimisation and the outsourc-
ing of auxiliary production processes.
Conversely, large companies see an
increase in their labour forces by upwards of
11%. Staff quantity increase was also evi-
dent in medium-size enterprises, caused by
an increase in the production of non-alco-
holic beverages or the commissioning of
new production facilities.

Successfully expanding companies created
new working places (usually thanks to
increased sales outlets)'? in these terms,
medium-size companies are only 50% behind
major holding companies.

2 1n some cases companies included working places
created in auxiliary production processes.

B 2005 rogy cymMMapHble pacxobl KOMMaHui
NMBOBapPEeHHO# OTPac/u Ha cofepKaHue nep-
COHaNa coctaBunu 6onee 7 MAph. py6.:, yro
conocraBumo ¢ 1% pacxonoB penepasbHOro
6loKeTa Ha conasibHyIo NOUTUKY ™,

HecmoTps Ha He6naronpusaTHble TEHAEHLMMU,
OTMeYeHHble Bbllle, cpejHemecsyHasa 3apa-
60THas nnaTa 0gHOro paboTHMKA POCCUMCKOM
nNMBOBapeHHOM NpoMbiwneHHocTn B 2005 rogy
coctaBuna®® 16 305 py6nei, yto B 1,9 pasa
Bbllle, Yem no Poccun B cpegHeM (Bce oTpacau
3KOHOMMKM) 1 B 1,5 pasa Bhbllle, YEM B LIESIOM
no MNWLLEBOM MPOMbIWAEHHOCTH ™. KoMnaHuu
CTPEMSATCS COXPaHATb YPOBEHb onnathl Tpyaa
Ha [OCTOMHOM YpPOBHe, MOBbIWAs MNpUBEKa-
TENbHOCTb TPyAa B OTPAC/M.

3 Brntouas 3apaGoTHYIO N1aTy M Hanoru, CBA3aHHbIe ¢
CO/IEpKaHveM nepcoHarna.

14513,9 mnpa py6.
3 UcToyHuk: PoccTar.

18 YcToyHmK: MepBoe He3aBUCUMOE PEHTUHIOBOE
areHTcTBO (PBK).

ECONOMIC PERFORMANCE OF THE INDUSTRY

33

In 2005 brewing companies spent a total of
over RUR7 billion on maintaining their per-
sonnel*®, which was equal to 1% of the
money spent by federal government on
social policy*.

Despite the unfavourable tendencies high-
lighted above, the average monthly wages of
an employee in the Russian brewing industry
for 2005 stood at RUR16,306*°, i.e. 1.9 times
higher than the average Russian figure (for all
branches of the economy) and 1.5 times high-
er than that for the whole food industry®.
Companies are striving to maintain the salary
rates of their workforce at a fair level and
make the industry a more attractive one to
work in.

ncluding wages and taxes related to maintaining
staff.

4 513.9 hillion roubles.
5 Source: Rosstat.
6 Source: The First Independent Ratings Agency (RBC).
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[MPUOPUTETHbIE HATPABJIEHUA

COUMATbBHOM NOJTUTUKM
NMMBOBAPEHHbLIX KOMMNAHWUM

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

OXPAHA TPYAA 1 3J0POBbA

CozpaHne KOMbOPTHbIX YC0BUIM paboThl, o6ec-
neyeHve 6e30MacHOCTU Tpyaa, KavyecTBEHHOe
MeAnLMHCKOe 06CNy)KMBaHWe, OpraHu3auus
OT/lbiXa, Pa3BUTUE KOPMNOPATUBHOIO cropTa no-
3BONSIOT NPEAnpUATUSM NMUBOBAPEHHOW OTpa-
C/M MOAAEPKMBATb NCUXONOMMYECKUIA KOMPOPT
paboTHWKOB, CO3AAal0T OCHOBHbIE MPEANOCHITKK
NS CrIOYEHMs KonnekTuBa. HekoTopble w3
3TUX YCII0BWI NPSIMO UM KOCBEHHO pernameH-
TUPYIOTCS 3aKoHoAaTeNbCTBOM. B cuny mmeto-
LLMXCS BO3MOXHOCTEW NMPEANPUATUS YCUNTMBA-
I0T WX [OOMNOJIHUTENbHbIMK  NIbFOTaMKU W
rapaHTUsSMK, CTPEMSACb K MaKCMManbHOW 3d-
(DEKTUBHOCTU COLMANbHbIX BIOXEHWNA.

OXPAHA U BE3OIACHOCTb TPYJA

B coBpeMeHHOM 3KOHOMUKE yCcnoBusA Tpyda
CTaHOBATCA CYLECTBEHHbIM GaKTOpoM, BIMS-
IOWNMM Ha Ka4eCTBO 3aHATOCTU U KOHKYPEHTO-
CMOCOBHOCTb NPOAYKLIMK.

OpraHu3aumsa oxpaHbl Tpyaa u obecnedyeHue
6e30MacHOCTM PaGOTHWKOB Ha NpeanpUaTUaX
NMUBOBAPEHHOM OTpPaC/IM CTPOUTCH Ha OCHOBE
cobnoaeHus TpeboBaHun degepanbHOro U
perMoHanbHOro 3akoHogaTtenbcTBa. Mexay-
Hapo/fHble KOMMNaHWKM WUCNONb3YIT TaKkKe
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LABOUR SAFETY
AND HEALTH PROTECTION

To improve corporate team spirit, companies
provide adequate labour and health protec-
tion, quality healthcare, organise holidays,
and corporate sporting events. Some of these
efforts are directly or indirectly regulated by
law. Within the scope of available capacities
enterprises use additional benefits and guar-
antees to ensure their social investments are
as effective as possible.

LABOUR SAFETY

Labour conditions are becoming a fundamen-
tal factor in modern economics, affecting
employees' efficiency and a company's com-
petitive abilities.

Health and safety measures at enterprises of
the brewing industry are based on federal
and regional legislation. International com-
panies make use of best international expe-
rience as well, and adhere to international
quality standards. Labour safety programs
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NMPUOPUTETHBLIE HAMPABJIEHNA
COUMATbHOM NOJTMTUKM MUBOBAPEHHbBIX KOMMAHWI

SIYYLWMIM 3apyBEXHbIN OMNbIT, MPUMEHSAIOT MEX-
JyHapoaHble CTaHAapTbl KavecTBa. Ha psage
NPeanpUaTUi AeUCTBYIOT LiefieBble Mporpam-
Mbl OXpaHbl Tpyaa.

B o6Lueii cnoxHocTH 3aTpatkl Ha oxpaHy U 6e-
3onacHocTb Tpyaa B 2005 rogy coctaBuiiv OKO-
710 9% 06LYMUX pacxo[oB Ha cojepKaHue nep-
COHana npeanpusitii, npesBbiciB 500 MJH.
pby6nei. [lpumepHo gecsitast 4acTb OT 3TOM CyM-
MbI 6bls1a noTpavyeHa Ha o6y4yeHne paboTHUKOB
TeXHUKe 6e3ornacHocTu (cM. Unn. 5).

Pa36poc faHHbIX N0 KPYNHbIM KOMMaHUAM Me-
Hblle, 4eM pa3HuLa COOTBETCTBYIOLWMNMX MOKa-
3aTtefien Ang cpefHUX U MENKUX KOMMNaHWK, 4To
CBfiI3aHO C TeM, YTO Y KPYMHbIX KOMMaHWUN CU-
ctema GuUHaHCUMpoBaHKa (B TOM 4YUCe CBeEpX
Tpebyemoro 3aKoHoOAaTeNbCTBOM) UMeeT
YCTOMYMBbLIE NapaMeTpbl, B TO BPEMS KaK Y Me-
Hee KPYMHbIX B 3Ha4YUTENIbHOW CTeneHu 3aBu-
CWT OT YCNewHoCTU 6U3Heca B LEIOM.

are being implemented at a vast number of
enterprises.

In 2005 labour safety spending totalled
some 9% of the total expenditure on person-
nel upkeep at enterprises, exceeding
RURS500 million. About a tenth of this sum
was spent on accident-prevention drills (see
Fig. 5)

The data range for large companies was
narrower than that for their small and medi-
um-size counterparts. This is due to the fact
that major companies have fixed finace sys-
tems (the financing limits are above those
required by the Russian Legislation) while
finance systems of smaller companies
depend on business success as a whole.

Pacxoabl KOMNaHUii Ha oxpaHy U 6e30nacHoOCTb Tpyaa/

Company labour safety spending

Pacxoabl Ha MeponpuaTus
no oxpaHe Tpyaa, MJH. py6./

CermeHT (rpynna)/

Pacxoabl Ha 06y4yeH1e pa6OTHUKOB
B 06/1aCTU OXpaHbl TPyAa,
% OT pacxofoB Ha MeponpusTusi/

Segment (gro Expenditure on labour safet
g (group) xp ftu . Y Y Expenditure on labour safety
measures (million Roubles) . .
training (% of expenditure on event)
BT 1-50 10-20
Large
Cpe,c_lHMe/_ 0,2-12 2-20
Medium-size
WIS/ 02-1,3 2-50
Small

B Mpou3BOACTBEHHbIX Liexax MWBOBapPEHHbIX
3aB0/I0B YCTaHOB/IEHO BbICOKOTEXHONOMMYHOE
060pyfoBaHMUe, KOTOPOE PErysipHO MPOXO4UT
KOHTPOJIb TEXHUYECKOro CocToaHUA. Paboune
MeCTa OCHallEeHbl COBPEMEHHOM OPITEXHUKOMN,
NMPOVN3BO/ACTBEHHO-6bITOBbLIE YCNOBUS B pabo-
YMX 30HAX KOHTPONMPYIOTCA MO MoKasaTenam
OCBELLEHHOCTH, 3arblIEHHOCTH, LWyMa, BEHTU-
nauun. PaboTHWKaM NpefocTaBiaioTcs creLo-
Jexaa M 06yBb, CPeACTBa WHAMBMAYaSbHOW
3alMTbl, MOIOLLME U AE3UHPULIMPYIOLLME CPea-
CTBa, Y1CTas BOAA, MOJIOKO U T.4.

Bo MHOrmMx KomnaHusix npegycMoTpeH 6ec-
naaTHbIX TPAHCMOPT, KOTOPbIM COTPYAHWKHU
exe[lHeBHO fo6upatoTcs Ha paboTy U BO3Bpa-
watTcs goMon. MeHemKkepaM AenapTameH-
TOB AMCTPUBYLIMKU, KOTOPLIM MO Poay CNyX6bl
npUXoauTCcs NMPOBOAUTb MHOIO BPEMEHW 3a
npegenamu npeanpuaTui, a Takxe 4acTo es-
[IMTb B KOMaHAUPOBKMW B Apyrve pamnoHsbl, npe-
[I0CTaBNAOTCS B MONb30BaHME KoprnopaTuBe-
Hble aBTOMOGWAN. BONbWKWHCTBO NpeanpUATUi
oGecrneynBaeT PabOTHUKOB JIbIOTHbIM, @ He-
KoTopble — 6ecnnaTHbIM MUTaHWEM.

Ha npeanpustsx oTpacau perynsipHo npoBoasaT-
€Sl NPOBEPKM TEXHUKM 6E30MaCHOCTH 1 BbIMOsHE-
HWS PabOTHUKaMK COOTBETCTBYIOLMX TpeboBa-
HWUI — BHELHWE, OCYLLIECTBISEMbIE HaL30PHbIMU
opraHamu, 1 BHYTPEHHWI KOHTPOJb CO CTOPOHbI
CcreLmannMcToB no oxpaHe Tpyaa. MpoBepKuM npo-
XOAAT C Pa3HOM MEPUOANYHOCTLIO — EHEAHEB-
Hble, eXXemecayHble WM pa3 B ABa Mecaua,
eXeKBapTa/ibHble, EXErofHble 1 T.0.
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PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

Brewery state of art production facilities are
regulary tested and inspected. Workplaces are
fitted with modern office equipment; produc-
tion areas are checked for compliance with
lighting, dust, noise and ventilation standards.
Employees are provided with special clothing
and footwear, individual protective gear,
hygiene facilities, clean water, milk, etc.

Many companies provide free transportation.
Distribution department managers, who
spend a lot of time away from the enterprise
and are often sent on business trips to other
regions, are provided with a corporate cars.
Most enterprises provide their staff with free
meals.

Regular checks are performed at the enter-
prises to ensure the effectiveness of labour
safety measures and examine the compliance
of employees with corresponding require-
ments. These are carried out by external regu-
latory bodies and internal safety officers at dif-
ferent intervals — daily, monthly, bi-monthly,
quarterly, yearly, etc.




NMPUOPUTETHBLIE HAMPABJIEHNA
COLMANBHOM NOIUTUKKN MUBOBAPEHHbIX KOMMAHW

MprUmep U3 NpaKTUKKU KOMNaHU1
C uenblo co3gaHns HOPMaJlbHOro TEMJI0BOro pe-
JKMMa, MUKpOK/IMMaTa Ha pabo4ux MecTax ycTaHo-
BJIEHbI HOBbIE M PEKOHCTPYMPOBaHbI CTapble BEeH-
TWISILUMOHHBIE CUCTEMbI, TE/ioBble, BO3AYLUHbIE
3aBechbl, MbUIEra3oyI0BUTE/IbHbIE YCTAHOBKH.

Co3paBasi Anst COTPYAHWKOB [JOCTOMHbIE YCOBUS
Tpyaa B COOTBETCTBMM C AEVCTBYOLIMMM 3aKOHa-
MU, KOMMaHWKU B TO }Ke BPEMS CTPEMSTCS K TOMY,
YTOObI KaXKablM paboTHWK YyBCTBOBA CBOO NpU-
4acTHOCTb K 06ecneyeHnio 6e30MacHOCTH Kak Ha
OTZIENbHbIX paboyMx MecTax, Tak U Ha NpPon3BOos-
cTBe B LefloM. B psige KomnaHuit npumeHsieTcs
06LLECTBEHHbIM KOHTPOSIb B pPa3HbiXx popMax:
paGOTHWKOB NPUBJEKAIOT K YHaCTUIO B MEPONPU-
ATUAX MO OXpaHe Tpy/aa, NOBbILEHUIO MPOU3BOL-
CTBEHHOM Ky/bTypbl ¥ AUCLMMNAUHBL. Ha HekoTo-
pbix 3aBojax MOOLWPSIOT COTPYAHMKOB 3a
paLMoHasbHble NPEIOKEHUS MO YYHLIEHUIO Ha
npeanpuaTUm YCInoBui Tpyaa U NpeaoTBpaLleHne
BO3MOMHbIX MHLIMAEHTOB M aBapui.

TakoW MOAXo4 AaeT OWyTUMble pesynbTaTbl:
MPOUCLLECTBUI W aBapuil Ha MPOM3BOACTBE
CTaHOBUTCA MeHblue. Kaabll UMHUWAEHT B
0693aTe/bHOM MOPSAAKE paccieayeTcs, nosy-
YEHHble faHHble aHaNM3UPYIOTCA U MO Pe3ysib-
TataM MPOBOAATCS CheLuanbHble Mepornpus-
TWUS MO YCTPaHEHMIO MPUYMH.

N3 63 HecuyacTHbIX cny4aeB, 3adpUKCHUPOBAH-
HbIX Ha npeanpuaTusx B 2005 rogy, HU OaUH He
3aKOHYN/ICS CMePTENIbHbIM MCXO40M, CBSI3aH-
HbIM C MPOU3BOACTBOM™’,

" EMHCTBEHHbI Cydait CO CMepTenbHbIM UCXOIOM,
3adUKCMPOBaAHHbIN Ha MPeanpUATUAX KOMNaHWUNA,
NPUHUMAIOLLKX y4acThe B OT4ETe, CBA3AH C JOPOXHO-
TPaHCMNOPTHLIM MPOUCLLECTBUEM.
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Policy in practice
To maintain normal room temperature and a
favourable microclimate in the workplace, ven-
tilation systems, air curtains, dust and gas col-
lectors, both new and reconditioned, have
been installed.

Creating acceptable working conditions that
conform to the standards set by the law, com-
panies make all efforts to ensure that every
member of staff feels part of the labour safety
procedure, both in individual working environ-
ments and in the production process as a
whole. A number of companies employ a vari-
ety of collective regulatory mechanisms: the
employees are encouraged to take part in ful-
filling labour safety measures and improving
attitudes to production and discipline. Some
plants award staff for proposals on how to
improve working conditions and prevent pos-
sible accidents.

This approach produces tangible results: the
number of accidents in the production
process has been reduced. Each incident is
investigated in line with the company’s poli-
cies and pocedures the information is
analysed and special measures are taken to
eliminate the causes of the incident.

In 2005 not one of the 63 reported accidents
related to production at enterprises resulted in
death 7.

" The only incident resulting in death reported by
enterprises was related to car accident

Mpumep U3 NpaKTUKKU KOMMaHWU1
ExxerogHo coctaBnisieTcsi niaH MepornpusiTUi
1o oxpaHe TpyA4a, 4TO M03BOJINIIO CBECTU K MU-
HUMYMY YpPOBEHb JIErKUX HECHYacTHbIX C/ly4aeB,
CBfI3aHHbIX C BbIMOJIHEHNEM HEMEeXaHU3UpPO-
BaHHbIX MOrpy30-pasrpy304HbIX pabot. 06opy-
JoBaH y4e6HbIN Knacc 47151 NPoBeAeHUs1 NEPUO-
Aun4ecKoro oby4yeHusi u attectauymu nepcoHana
no oxpaHe Tpyaa.

MEANLMHCKOE OBC/TYXXUBAHUE

B cooTBeTcTBMM C TPEOBOBAHUAMU POCCUNCKO-
ro 3aKoHOJaTeNbCTBA KOMMaHWWM NPOBOAAT
perynsipHble MeaAuUMHCKME OCMOTPbI, NO3BO-
naoumMe  onepatMBHO  KOHTpPOJAMpPOBaTb
COCTOSIHWE 3710POBbS PABOTHWKOB. [1OMONHK-
TeNbHO NPOdUIAKTUHECKME OCMOTPbLI NO3BO-
NA0T BbIABNATL 3a60/1€BAHUSA HA PaHHUX CTa-
avax. He BbiiBNEHHbIE NMPOTUBOMNOKA3aHUsA —
3TO PUCK BO3HUKHOBEHWS YpEe3BblHaNHbIX CHU-
Tyauui Ha npousBoacTBe. Kpome Toro, Kak
YTBEPXKAAOT NCUXON0rK, Nepuoanyeckme Mme-
[IOCMOTpPbI MOMOratoT co3aaBaTb 61aronpusT-
HbI MCUXONOrMYECKMI KNMMaT Ha NpoM3BOA-
CTBe, [atoT YENOBEKY BO3MOXHOCTb pa6GoTaTb
C NonHon otaadvyen. Kak npaBuno, Meaocmo-
TPpbl ANS COTPYAHUKOB NPOBOASATCS €XErofHo
WUNK pas B NONroAa, a Ans OTAEeNbHbIX KaTero-
pu — pabOTHMKOB CTOMIOBbLIX, BOAUTENEWN
M T.0. — eXeKkBapTanbHo. [lo4TM nonoBuHa
npeanpusTUin No-npexHemMy UMeLoT Ha 6anaH-
ce MefcaH4acTl, B HEKOTOPbIX CO3[aHbl fie-
4ebHO0-0340p0OBUTENbHbIE LEHTPbl. 100%
KOMMNaHWI pa3 B rog NpoBoAST BaKLMHALMIO
paGOTHWKOB NMPOTUB rpunna, a uHoraa (B 3a-
BMCMMOCTU OT pernoHa) — NpoTuB APYyrux 3a-
60/1eBaHUN.
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PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

Policy in practice
A labour safety plan is developed annualy. This
allowed to decrease a humber of minor acci-
dents caused by manual handling operations
by absolute minimum. A special training class
has been created to periodically teach and cer-
tify competence in labour safety.

HEALTHCARE

Companies carry out regular health checks
in compliance with the Russian legislation to
monitor the health of their employees.
Preventative check-ups ensure that illness
is diagnosed early. Undiagnosed problems
present a risk of emergencies in production.
Besides, psychologists maintain that period-
ic medical examinations help to create a
good atmosphere at production facilities
and allow people to work effectively. As a
rule, medical examinations of employees are
carried out once every 6 or 12 months. For
some categories this is made on quaterly
basis, e.g. drivers and canteen staff. AlImost
half of the enterprises have a medical unit,
whilst some boast complete medical cen-
tres. All companies vaccinate their employ-
ers once a year against flu and sometimes
other illnesses as well.

In a bid to improve the quality of their
healthcare, brewing enterprises are devel-
oping voluntary medical insurance (VMI) pro-
grammes for their staff. VMI programmes
are operational in around 40% of compa-
nies, and are available to specific segments
of the workforce, while some companies
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CTpemsicb YNyHLWWTb Ka4eCcTBO MEAMLIMHCKOro 06-
CNyXMBaHWS, NPeAnpUaTUS NMBOBapPEHHOM OTpa-
cnv paspabaTbiBatoT NporpamMmmbl 406POBOSLHO-
ro Me[MLMHCKOro CTPaxoBaHUs pPaGOTHUKOB
(AMC). Mporpammbl AIMC AencTBYIOT NPUMEPHO B
40% KomnaHWKW. YyacTBOBaTb B MporpaMmmax
OMC nHoraa MOXKeT TONIbKO YacTb PaboTHMKOB, B
HEKOTOPbIX KOMMaHUSIX OXBaT CTOMPOLEHTHbIN.
B efnHMYHbIX cnydasx nporpaMmbl pacrnpocTpa-
HAIOTCA TaKXKe Ha BETEPaHOB NpeanpusTvi, ae-
TEN WKW YIEHOB CEMEN PABOTHMKOB.

B o61ueit cnoxHocTv nporpammamu MC oxBaye-
HO He MeHee 9 000 YenoBeK (Mo4TH nsiTas YacTb
OT 00LLEeH YNCIEHHOCTH NepcoHana oTpacsn).

Momumo AMC, KomnaHun obecnevynBatoT A0-
NoSHMTENbHOE CTPaxoBaHWe OT psija 3abose-
BaHWM UK HEcYacTHbIX cnyvaeB. Ans paboTHK-
KOB, MOJYYUBLUMX WHBANIMAHOCTb B CBS3U C
BbIMONIHEHMEM NPOodEeCCUOHaNbHbIX 0693aHHO-
cTel, MoryT G6biTb MpPeaycMOTPEHbI [0MOMHK-
TeNlbHble KOMMNEHcaL MK, KpOMe TOro, psifi Kom-
naHuW  opraHMdyetr AN paGOTHMKOB,
NoNyYMBILMX TpaBMbl, 6ecefbl C Ncuxonoramu
U MHblE BWUAbI NOAAEPHKKMN.

OKONo TPeTH KOMMNaHWM onaavyMBatoT UAN KOM-
MEHCUPYIOT pacxofbl Ha CTOMATONOrMyecKkue
YCAYrv, B €4MHUYHbIX Ciyd4asx dUHaHCUpYLOT
(MOMHOCTBIO WMAKM YaCTMYHO, MHOrAa NpPeaocTa-
BNAOT 6€CNpOLEHTHbIE CCyAbl, BblAaloT MaTe-
puvanbHyl0 MOMOLLb) AOpOrocTosime onepa-
UMK ANS COTPYAHWKOB, @ MHOTAa M ANS Y1EeHOB
nx cemen. OpurMHanbHbIM YNpPaBAEHYECKUM
peLeHNnEM MOXKHO cYMTaTb MPOrpamMmbl, Mpu-
MEeHsieMble Ha OTAE/bHbIX MPeanpuUaTUsaX, Ko-
TOopble HanpaBfeHbl Ha MaTepuanbHOe Mool -
peHve paboTHMKOB, KOTopble He 6Gonenu B
TeyeHue roga ( cm. Unn. 6).
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offer the programme to all employees. In
some cases, the programme is also avail-
able to retired ex-staff, as well as the chil-
dren and other family members of the work-
force.

No less than 9,000 people participate in YMI
programmes - that's almost a fifth of the
industry's staff.

Apart from VMI, companies also insure their
employees against accidents and some ill-
nesses. For those who become incapacitat-
ed as a result of an accident in the work-
place, additional compensation may be
provided, and a number of companies
organise counselling and other support for
injured staff.

Around thirty percent of companies pay or pro-
vide compensation for dental treatment, and
in individual cases finance (partly or in full,
often providing interest-free loans or grants)
costly medical operations for their staff, and
sometimes even for members of the employ-
ees' families. Unique programmes are in force
at individual enterprises to provide financial
incentives for staff members who do not take
sick leave within a year (see Fig. 6).

KaTteropusi coumnanbHbIX rapaHTUin/
Category

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

CTpyKTypa nporpaMm ¥ MepPoOnpUsATUiA, HanpaBJ/iEHHbIX Ha o6ecneyeHne 30PoBbA PAGOTHUKOB/
Programmes to improve employees' health

[Jonsa KoMnNaHui, UMEIOLLKNX AaHHble
nporpamMmbl B cocTaBe counaketa/
CUCTEMbI KOPNOPATUBHbIX NbroT, %/
Percentage of companies that have the
indicated programmes included in social
package or corporate discount system

MpodunakTMyeckne n MeguLMHCKUE OCMOTPbI/

Medical examinations 85
KomneHcauus npebbiBaHUs aeTein paboTHUKOB
B OETCKMX narepsx/ 85
Children's health camp reimbursement
[Mocobue no yxoay 3a pebeHKoM [0 Tpex net/ 70
Care allowance for children of up to 3 years
BaKunHauus npoTvB rpunna (v ap. 3aboneBaHui)/ 81
Flu jabs and other vaccinations
OnnaTta caHaTOPHO-KYPOPTHbIX MYTEBOK/ 66
Visits to sanatoria and resorts
JlbrotHoe/6ecnnaTHoe nNuTaHue/ 63
Subsidised/free meals
TpaHcnopT Ans AOCTaBKM Ha paboTy U ¢ paboThbl/ 59
Transport to and from work
KopnopaTuBHas meacaH4yacTb/ 48
Corporate medical centre
Mporpammbl AMC/ a1
VMI Programmes
OnnaTta aboHeMeHTOB B 6acCelH, CMOPTUBHbIN Kiyb v ap./

; 41
Membership of saunas, gyms, etc.
Onnata CNOMXHbIX, AOPOrMX onepaumin ang paboTHUKOB/ 37
Costly and complicated medical operations for staff
PerynsipHasa gucnaHcepusaums/ 30
Standard regular medical examinations
KomMneHcauuns cToumMoCcTH CTOMaTosIorM4ecKux ycnyr/ 26
Dental care
[lononHuTenbHOe CTpaxoBaHWe OT HECYACTHbIX cryqaes/ 29

Additional accident insurance

Wnn. 6/Fig. 6
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Wnn. 7.1/Fig. 7.1

NMPUOPUTETHBLIE HAMPABJIEHNA
COLMANBHOM NOIUTUKKN MUBOBAPEHHbIX KOMMAHW

HecMoTps Ha AOCTATOYHO LUMPOKKIA CNEKTP YC-
Nyr MEAMLIMHCKOro XapaKtepa, BK/IIOYEHHbIX B
CUCTEMY COLManbHbIX rapaHTuii, oXxBaT Nepco-
Hana aTMMW ycnyramv BapbMpyeTcs B 3aBUCK-
MOCTM OT 3anpocoB PaGOTHUKOB U BO3MOMHO-
CTe KOMMaHWM — pacxodbl KOMMaHWK Ha
coaepraHme co6CTBEHHOW MHPPACTPYKTYPbI U
MOKYMKY YCNyr MeAMLMHCKOro XxapaKrepa exe-
rofHO AOPOXKatoT, 4TO 06YCNOBIEHO POCTOM Ta-
p1udOB M LEH Ha pblHKe. Hanbonee goporoc-
ToSILWMMK ans paGoToaaTtenei ABASTCs Takne
CcTaTbM PaAcxoA0B, KaK opraHv3auus nNuTaHus,
oGecrneyeHne TPaHCMopPTOM U cofepKaHue co-
LuManbHow MHdpacTpyKTypbl (cM. Mnn.7.1-7.3).

Moyt B 30% KOMMaHWi BBEAEHbl CUCTEMbI MO-
HUTOPUHra U OLIEHKM YPOBHSI 3a60/1eBaeMOCTH
COTPYAHWKOB. Nony4eHHble pe3ynbTaThl Noka He
[JaloT OCHOBaHWIN aenaTtb LUMPOKME 0606LLLEHNS

Despite the rather wide range of health serv-
ices provided by companies' social guaran-
tee programmes, the number of employees
who enjoy these services varies according
to employees' demand and company
resources. It is becoming increasingly expen-
sive year after year for companies to main-
tain their own infrastructure and buy health
services, and this is caused by tariff growth
and market price increases. Most expensive
for employers are the provision of food,
transport and the maintenance of social
infrastructure. (see Fig.7.1-7.3).

Almost 30% of companies have introduced
a system to monitor and evaluate illness
rates among staff. The results produced so
far are not enough to make any generalisa-
tion about the situation in the industry in

HauGonee pacnpocTpaHeHHble NporpaMMbl U MEpPONPUATUS,
HanpasJ/ieHHble Ha o6ecnevyeHue 340pPoBbs Pa6OTHUKOB/
Most wide-spread programmes and measures aimed at improving employees' health

KpynHble komnaHnn/Large Companies

%
100

80

60

40

20

MeauuMHcK1e 1 npodunakTU4ecKue oCMoTpbI,
BaKUMHaLMs, AeTCK1e 03[10POBUTE/IbHbIe nareps
Medical Check-ups (prevention and diagnosis),
Children's health camps

MNutaHune Ha paboyem mecte

OTnycK no yxoay 3a pe6eHkom o 3 net
Meals at work, Care leave for children
aged up to 3 years

CaHaToOpHO-KypOpTHOE JieyeHue,
oGecneyeHue TpaHCNOPTOM,
[lONONHUTEIbHblE KOMMEeHcaLum
paGoTHMKaM, NONYYUBLLUMM UHBAIMAHOCTb
Health resorts, Transport,

Additional compensation for incapacitation

CpegHue KomnaHmm/
Medium-size Companies

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

%

MeauumMHCcKue u npodpunakTMyecKkme ocMoTpbl,

100 [ petckue o3gopoBuTenbHble nareps
Medical Check-ups (prevention and diagnosis),
Children's health camps
80 [
I
] BakuuHauus
- Vaccinations
I I CaHaTopHO-KypopTHOE NleyeHune
_=_ Health resorts
I I MepacaH4acTb,
= [ oGecneuenve TpaHcnopTom
I I Hospital, transport
|| ||
Manble KomnaHuu/
Small Companies
%
MeAnUMHCKI1E U NPOdUNAKTUYECKUE OCMOTPbI,
100 [ petckue 03popoBuUTenbHbIE Nareps, nocobue
o yxoay 3a pe6eHKOM, BaKUMHaLms
Medical check-ups (prevention and diagnosis),
80 Children's health camps,
| Care leave for children aged up to 3 years,
I Vaccinations
60 I
= CaHaTopHO-KypOPTHOE NieYeHune,
40 — I nuTanue Ha pa6ouem mMecTe
| Health resorts, meals at work
I
20 I
— —
I
0 || I
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Wnn. 7.2/Fig. 7.2

Wnn. 7.3/Fig. 7.3



NMPUOPUTETHBLIE HAMPABJIEHNA

COUMATbHOM NOJTMTUKM MUBOBAPEHHbBIX KOMMAHWI

[laHHOTO MoKasaTens Mo oTpaciu B LIENOM.
Mo oTaenbHbIM NPeAnPUATUAM JOCTUIHYTO CHU-
YeHue ypoBHs 3aboneBaemoctu oT 5% Ao
30%, nNpu aTOM B CTPYKType 3a60seBaeMOCTH
3aMEeTHO YMEHbLLIEHWE B MePBYIO o4epeab nNpo-
CTYAHBIMW W BUPYCHbIMW BGONE3HAMU. TakkKe
dparmeHTapHbl NOKa AaHHbIE MO TaKOMY NMoKa-
3aTefto, KaK COKpalleHWe CPOKOB BPEMEHHOM
HETPYAOCNOCOGHOCTH.

OTAbIX

3a60TaCcb O 3710pOBbE MepcoHana, KoMnaHuu
€O3/atoT YC0BMWS )19 OTAbIXa M CaHATOPHOr o fe-
YyeHus nepcoHana. bonee 600 paGOTHUKOB M-
BOBapeHHbIX npeanpusatnin B 2005 rogy nonyyu-
JIN CaHATOPHO-KYPOPTHbIE MYTEBKM, MOHOCTLIO
WX YacTUYHO OMflayYeHHble paGoToaaTeNieM.
TpaAMUMOHHO KOMMNaHWKU UHAHCUPYIOT LENU-
KoM unu B gonsix (o1 30% ao 70% ctoumocTu) ny-
TEBKU B [IETCKME 0300POBUTENbHbIE Nareps. 3a
OTYETHbIV Nepuoa Gbin OPraHN30BaH OTAbIX OKO-
no 1 500 agetein pabOTHUKOB MPEANPUATUN.

KOPIMOPATUBHbIX CMOPT

KoMnaHu1 nMBOBapeHHOoM 0Tpacan CTPEMATCS
c03[aBarTb YCNOBUA A1 aKTUBHOIO OTAbIXa CO-
TPYAHWKOB M 3aHATMI CMNOPTOM, MPOABMras
3[0POBbIi 06pa3 MM3HUM Ha KOPNopaTUBHOM
ypoBHe. YacTo 3ta pab6oTa npu3BaHa B Nepsyto
oyepeab Crnoco6CTBOBaTL GOPMUPOBAHMIO
€[JMHOr0 KOPMopaTUBHOTO [yXa M CHATUIO
3MOLMOHAbHO-TICUXOIOTMYECKUX Harpy3soK.
Ha HeKoTopbIX NPeanpUATASX CYLLECTBYIOT MPo-
rpammbl Pas3BWUTUA KOPMOPaTUBHOroO cropTa,
Jpyrve orpaHn4YMBaloTCA CO3[aHWEM YCNOBUI
[Nt aKTUBHOTO OT/AblXa COTPYAHMKOB.
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general, however individual enterprises
have managed to reduce their iliness rates
by 5-30%, with noticeable reductions in
colds and viruses. No solid data have been
obtained on reduction of terms of temporary
incapacity.

LEISURE TIME

Out of concern for the health of their person-
nel, companies provide for staff holidays and
visits to health resorts. In 2005, more than
600 brewery workers went to health resorts
financed in part or in full by their employers.
Traditionally, companies finance trips to chil-
dren's health camps fully or in part as well
(covering from 30 to 70% of the cost). In
2005 holidays were organised for approxi-
mately 1,500 children of the industry's
employees.

CORPORATE SPORT

Brewing companies strive to provide facilities
for active leisure and sport, promoting a
healthy lifestyle on a corporate level. This is
often done with the chief aim of creating a sin-
gle corporate spirit and eliminating stress.
Some enterprises boast corporate sporting
programmes, while others focus only on facili-
tating active leisure.

Around 40% of companies reimburse workers
partially or in full for sauna visits, sports clubs,
gyms, etc. and subscribe to "day-off vouchers".

Okono 40% KOMM@HWUM 4aCTUYHO WM MOJSHO-
CTbl0O KOMMEHCUPYET paboTHMKaM pacxodbl Ha
nocelleHne 6GaccermHoB, CMOPTUBHLIX K1y6oB,
WUTHEC-LIEHTPOB M T.O., MOKynas aboHEMEHTbI
WM NYTEBKM «BbIXOAHOMO AHS». YeTBEpTb KOM-
naHuWin NpefocTaBNsieT BO3MOXHOCTb 3aHATUM
CMOPTOM He TONbKO PaboTHMKaM, HO M YfieHaMm
NX CEMEN.

Han6onee pacnpocTpaHeHHble BUAbl KOPMo-
paTMBHOro crnopta — ¢ytbéon, Bonenéon, 6a-
CcKeT6os, nerkas aTneTuka, HacTONbHbIA TEH-
HUC, bW, WaxmaTbl. bonee nonynspHble
cerofiHs, 0CO6eHHO cpean MOJOAENKM, BUibI
cnopTa (CKanonasaHue, NPbIXKKU C Napallto-
TOM, KOHHbIA CMOPT W T.[.) BCTpevalTcs ro-
pasfo pexe.

PerynsipHOCTb 3aHATUI cnopTOM Konebnetcs ot
O[IHOrO pasa B HeJENto 10 3aHATUI B eXKeIHEB-
HOM pexxmme. MoKasaTenun noceL,aemMocTu (KoTo-
pble MOIyT KOCBEHHO OTPaKaTb CTEMNEHb 3anHTe-
pecoBaHHOCTU PaBOTHWKOB M, crefoBaTesbHO,
cTeneHb 3POEKTUBHOCTU BNOXKEHHbLIX CPEACTB)
[I0BOJIbHO CWMNIbHO BapbMpYyOTCS — OT Pa30BbIX
MoCeLLEHUI «BPEMS OT BPEMEHW» (KaK NpaBuso,
He Jalolmnx ycTonumBoro adpdeKta ana 3a0po-
Bbs1) A0 ycTtonunsom unopbl B 1 000 Yyenosek B
mMecsil,. Takon pesynbraT oTpayKaeT 06LMI ypo-
BEHb KyNbTypbl 3J0POBbS B POCCUIACKOM 06LLe-
CTBE: TO/IbKO B MocnegHee BpeMs, C yAOPOXKaHW-
€M MEeOWLIMHCKMX YCNyr, rpaaaHe HavuHatoT
nposiBASTb 3a60Ty 0 CO6CTBEHHOM 3/10POBbE, O/
HaKo TpebGyeTcs BpeMmsl 15 Toro, Y4Tobbl 3TO Ha-
YMHaHWe NPEeBPATUIOCH B CUCTEMY.

Ha npeanpuatax co3aatoTcs CropTUBHbIE KO-
MaH[bl, KOTOPbl€ TPEHUPYIOTCA HECKOJIbKO Pa3 B
Heaesnto, y4aCTBYHOT B rOPOACKMX COPEBHOBaAHUAX,
PernoHasibHbIX crnaptaknagax, CopeBHOBaHUAX
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25% of companies organise sporting activities
not only for staff, but also for their families.

The most common corporate sports are foot-
ball, volleyball, basketball, track and field ath-
letics, table tennis, skiing and chess. Sports
such as rock-climbing, parachute jumping and
equestrian games, which have gained popular-
ity especially among young people, are avail-
able, but are seen much less often.

Sport is played once a week to once a day.
Attendance figures (which may be a reflection
of employee interest and the efficiency of
investment in sport) vary significantly from
"time to time" visits (which as a rule have little
effect on health) to fixed numbers of 1,000
people per month. This reflects the general
state of sporting culture in Russia: recently,
since the cost of healthcare has increased,
the population begun to show concern for
their own health. Time is needed however,
before this trend becomes systematic.
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MeXay pasHbIMWU NoapasfeneHusMyu Npeanpus-
TMN U dunnanammn KomnaHun. MpoBoasaTcs Kop-
nopaT1BHbIE CNIOPTUBHbIE NPA3AHWKHK (B TOM YK-
cne B pamKax npodeccroHanbHoro npasgHuka
«[leHb nnBOBapar), B KOTOPbIX y4acTByioT oT 20%
10 90% pabOTHMKOB NPEANPUATUIA.

Hebonblwoe KOAMYECTBO KOMMAHWM pacrona-
ratoT cO6CTBEHHbIMU CMOPTUBHLIMU KOMI/EK-
caMW C TpeHaXKepHbIMW 3anamu, NoasSMu Ans
UrpoBbIX BUAOB cropTa, 6acceriHamMu v cayHa-
MU. Yale pabotogatenu nNpearnoyYnTatoT apeH-
[I0BaTb MOMELLEHMS A5 3aHATUIN CMOPTOM, YTO
aBnaeTcs aGOEKTUBHLIM 3KOHOMUYECKUM pe-
LUEHWEM ANS NPEANnPUATUI ¢ HEGONBbLIMM KOJK-
4eCcTBOM PabOTHUKOB.

Ecnn cpaBHUTB 3aTpathl paboTogatesielt Ha oa-
Horo paboTHUKa (BKJIto4asi CrieKTp npoguiakx-
TUHECKNX, MEANLIMHCKNX U PEKPEaLMOHHBIX yC-
Nyr, ¢UHaHCOBOM) MOMOWMU U BO3MOKHOCTU
3aHSATHS CIIOPTOM), TO B CpegHEM 3T 3aTpaThl
NpeBbIWAlOT rocy4apCTBEHHbIN MNofyWeBoN
HopMaTUB pUHaHCHPOBaHWA™ ycayr 34paBooX-
paHeHus1 B 1,3-2 pa3sa.

PA3SBUTUE
HE/TOBEHECKHMX PECYPCOB

BaxHOM MNpeanocbiIKOM ycnewHon aesTenb-
HOCTM KOMMaHWW Ha PbIHKE SBASETCS KOEK-
TMB, COCTOSILIMA U3 KBaIUMOULMPOBAHHBLIX M
aKTUMBHbIX pab6o4yux. MNnBOBapeHHbIEe Komna-
HUU paccMaTpMBaloT YBaXKUTENbHOE OTHOLLE-
HUWE K NIOASIM B Ka4yecTBe KI0YEBOro 3/1eMEH-
Ta CBOEW KaapoBOW MOMUTUKK. Jln4yHasna

18 3378 py6.
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Sports teams are organised at enterprises that
train several times a week, and take part in town
competitions, regional olympics and contests
between different departments and branches of
the same company. Corporate sporting events
are held (including those organised as part of
the "Brewer's Day" celebrations), with 20-90%
of enterprise employees taking part.

A small number of companies boast their own
sports complexes with training halls, grounds
for gaming events, swimming pools and
saunas. Employers more than often prefer to
rent premises for sport, and this is an effective
economic solution for enterprises with small
staff numbers.

On average, employer expenditure per
employee (including a range of medical
services, recreational offers, financial assis-
tance and sporting events) is 1.3 to 2 times
higher than the state healthcare per capita
standard*®.

HUMAN RESOURCES
DEVELOPMENT

A team of active and qualified employees is an
important factor for a company's successful
operation on the market. Brewing companies
see respect for people as a key element of
their staff policy. The personal vision of
employees, their interest in the fruits of their
own work and in general company results, as

¥ RUR 3,378.

no3uuns paGoTHUKOB, 3aUHTEPECOBAHHOCTbL B
peaynbratax CO6CTBEHHOMO Tpyaa M B 00LLEN pe-
3y/IbTAaTUBHOCTW KOMMaHUK, UX OTHOLLEHME K pa-
60Te MMEIOT NPSIMON SKOHOMUYECKUI P DEKT.

B ycnoBusix ycunmBatoLLencs KOHKYPEHLUN aK-
TyanbHa 3ajJaya MNoBbILEHUS MPOU3BOAUTENb-
HOCTM U Ka4yecTBa Tpyaa paboTHUMKOB MO BCEW
NPOM3BOACTBEHHOW LENOYKE — OT BbIMNOJHE-
HUS Hanbosiee NPOCTbIX U He TPebyoLIMX cre-
LUManbHbIX 3HaHWK onepaunn (yaenbHbl Bec
KOTOPbIX B COBPEMEHHOM MPOM3BOACTBE CTpe-
MWTENIbHO COKpalllaeTcs) A0 BbICLIEr0 3BEHa
ynpaBneHusi. Ha BbIMNONHEHWE 3TOW 3ajauyu
BNMUAET pal 06bEKTUBHbLIX 0GCTOATENLCTB, Ta-
KWUX Kak agemorpaduyeckas cutyaLums, CTeNeHb
npuBEeKaTenbLHOCTU Tpyaa B OTPac/u, Kaye-
CTBO NpodeccroHanbHOro o6pasoBaHus, Mo-
Nly4aemMoro MosioflbiIMu1 cneuuanmucTamu v ap.

Mo3UTUBHbLIM haKTOpPOM ABNSETCSA TO, HTO MMUBO-
BapeHHas oTpac/ib He OTHOCUTCH K YMCy Bpea-
HbIX U TSXKENbIX NPOM3BOACTB, HEraTUBHO BNS-
OLLMX Ha 3a0poBbe. B Poccnn paboTa B oTpacnu
B LIE/IOM MpUBNEeKaTebHa A1 NepcoHana: Teky-
4YeCTb KaapoB Ha GOJbLIMHCTBE MpPeanpuaTUi
OTpac/n HEBbICOKA, CYLLECTBEHHbIX 3a/0/IKEH-
HOCTEM No 3apabOoTHOM nnate 3a nocnegHue
NsTb NET He 6blNO, a ee CpeaHUIn YPOBEHb CTa-
GUNIbHO MPEBOCXOWNT CpeaHMe NoKasaTenu no
NMULLEBON MPOMBbILLIJIEHHOCTU M MO PErMOHaM.

COCTOAAHME PbIHKA TPYOA
B OTPACJIU

McTopunyeckn ans POCCUMCKON MULLLEBON MPO-
MbILW/IEHHOCTU XapaKTepHO npeoGnagaHue
pa6oynx crneunanbHOCTEN, CnyXKallne cocTa-
BNSIOT NIMWb NATYI0 YacTb. B nMBoBapeHHOW
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well as their attitude to work, are of direct eco-
nomic impact.

Strong competition conditions are vital to
increase production capacities and the quality
of work performed by employees at all stages
in the production chain — from the simplest
tasks, requiring no specialised operational
know-how (the proportion of which is dropping
in modern production) to management at the
highest level. The ability to fulfil these tasks is
affected by a range of objective circum-
stances, such as the demographic situation,
the attractiveness of employment in the
industry, and the quality of professional train-
ing received by young specialists.

That the brewing sector is not a hazardous or
heavy industry, and that it does not have a
negative effect on health, plays a positive
role. In Russia, the sector is attractive for
employees as a whole: personnel turnover is
low at most of the industry's enterprises; no
significant wage arrears have built up over
the last five years, and wage levels have
shown a stable increase over the average
wages for the food and drinks industries and
the regions.

LABOUR MARKET IN THE BREWING
INDUSTRY

The Russian food and drinks industry is histori-
cally characterised by a predominance of spe-
cialist workers, with white-collar staff making
up only 20%. In the brewing industry a similar
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oTpacnu HabngaeTcs aHanoruMyHas cuTya-
LMS, OJHAKO CTPYKTypa MepcoHana ¢ TOYKM
3peHns Tpebyemon npodeccruoHanbHOW noa-
roTOBKM HayuHaeT MeHaTbcs. Mcnonb3oBa-
HWEe Ha NPOM3BOACTBE COBPEMEHHOIO 06OpY-
[OBaHWg, HOBble (Ans Poccuun) TEXHONOrunu
nuBoBapeHMsa GOPMUPYIOT 3anpoc Ha OMbIT-
HbIX CMEeLMannucToB M BbICOKOKBaNUOULMPO-
BaHHbIX paboymXx.

KagpoByto cuTyauuto B NMUMBOBApPEHHON OTpa-
C/M CErofHS MOXHO CYMTaTb OTHOCWUTENIbHO
yAOBNETBOPUTENbHON. KpynHble KOMMaHuK Mno-
Ka He MUCMbITbIBAOT CEPbE3HbIX 3aTPYAHEHUN C
NMOMCKOM PaGOTHMKOB B KPYMHbIX ropofax W
TEPPUTOPUANbHbIX LEHTPAX, OJHAKO OTMeYatoT
B LileNOM pocT AeduumnTa Ha pbiHKe Tpyaa. He-
paBHOMEPHOW ABNSIETCSA CUTyaLIMsA B perMoHax,
roe HabnwaaeTcs HeyaoBNETBOPEHHbINA crpoc
Ha pyKoBOAWTENEn CcpeaHero W BbICWErO
3BEHbEB YMNpaB/ieHUsi, 0COGEHHO CO 3HAHWEM
MHOCTPaHHbIX A3bIKOB, OMbITHbIX MapPKETOsO-
roB M cCneuuanuctoB no cObITOBbIM TEXHOSO-
rMsSIM, TEXHOJIOrOB CO 3HAHWEM COBPEMEHHbIX
TEXHOMOMMYECKMUX npoueccoB W IT-cneunanu-
ctoB. OTMeYaeTcs TakKe NoTpeGHOCTb B KBa-
NMOULMPOBAHHbIX TEXHUYECKUX cnieyuanmcTax,
UMeIoLLMX CPeaHee creLmanbHOe U cpegHee
TEXHMYECKOEe 06pa30oBaHUe (MeXaHWKKU, TEXHO-
J1I0TH), MHXKEeHepoB (0COBEHHO CO 3HAaHMEM che-
LMaNM3nPOBaHHbIX KOMMbIOTEPHbIX CUCTEM) U
KBaNMOULMPOBaAHHbIX paboynx, a Takke crne-
LLManMCTOB MO NMMBOBAPEHMIO, KOTOPbIX MPUXO-
auTcs obyyaTb Ha MecTe WMAW MPUBO3WUTL U3
CTOJIMYHBIX PETMOHOB.

Ob6ecneyeHHOCTb KagpaMu CpefHux WU Manblx
NPeanpUATAN, KOTOPblE WUCMONb3YIOT UCKIIIOYM-
Te/IbHO MEeCTHble TpyAoBble pecypcChbl, cylle-
CTBEHHO HUXe: TOJIbKO ndaTad 4YacCTb CpeaHuX

48

situation can be observed; however, staff struc-
ture is beginning to change in terms of the pro-
fessional training required. The use of modern
equipment in the production process means
that new technologies (never used in Russia
before) are creating a demand for experienced
specialists and highly skilled employees.

The current situation in regard to human
resources in the brewing industry can be con-
sidered satisfactory. Major companies do not
have serious difficulties in finding employees in
major cities and regional centres, however an
increase in the labour deficit on the market is
being observed generally. The situation in the
regions is one of inconsistency, whereby
demand for top and middle managers, espe-
cially those with good knowlege of foreign lan-
guages, as well as experienced marketing,
sales-technology, and IT specialists, plus
experts in modern technological processes, is
unsatisfied. There is also a demand for quali-
fied technical specialists with secondary spe-
cialist or technical education (mechanics,

KOMMaHWM CHUTAIOT, H4TO MPEIOKEHUSA Ha PbIH-
Kax Tpyaa MOMHOCTbIO YAOBNETBOPSAOT NOTPE6-
HOCTU npeanpuaTui. OcTanbHble, paBHO KaK U
nojasnsioliee 60/bLWKUHCTBO ManblX KOMNaHUN,
OTMeYaloT NoTPebHOCTb B paboTHUKax [LOBOMb-
HO LUMPOKOrO CreKTpa KOMMNETEHLMI, BKIOYas
6a30Bble )19 NPOU3BOACTBA CMELManbHOCTU.

Camblt OCTPbIM HeQoCTaTOK OTMevaeTcs B OT-
HOLIEHWM BbICOKOKBaNMPULIMPOBAHHbIX pa6o-
YMX U «CUHUX BOPOTHWYKOB» — 3Ta CYLLECTBEH-
Has [/ COBPEMEHHOW MPOMbILLIEHHOCTH
KaTeropusa paGoTHWKOB MOKa TaK U He NosiBU-
Nlacb Ha POCCUMICKOM PbIHKE KaK MPOAYKT CU-
CTEMHOro npodeccuoHanbHOro o6pasoBaHus,
4YTO Y)Ke B Hefasekom 6yaylleM MOXKET cTaTb
TOPMO30M pPa3BUTUSA psifa MPOMbILWIEHHbIX
oTpacnew (cm. Mnn. 8, 9.1-9.3).

KayecTBO poccuinckoro o6pasoBaHus, CO-
rnacHoO MHEHWIO KaapoBbIX CNyKG npeanpus-
TUI OTpacnu, NOKa OCTaeTcs Ha AO0CTaTOYHO
BbICOKOM YypoBHe. KpynHble W cpeaHue

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

technologists), engineers (especially those with
a knowledge of specialised computer systems)
and skilled workers, as well as brewing special-
ists, who are having to be trained on site or
brought in from metropolitan regions.

Staff availability is significantly lower for small
and medium-size businesses, which use local
labour resources exclusively: only 20% of
medium-size companies feel that the work-
force available meets their demands in full.
The remainder, like the overwhelming majority
of small companies, note a need for workers of
a rather wide range of competencies, including
specialists essential for production.

The most acute lack is in highly skilled employe-
es and blue-collar staff, who are essential for
modern industry yet have not appeared on the
Russian market as a category produced by the
professional training system. This might be a
hindrance in the near future to the growth of var-
ious industrial sectors (see Figs. 8&9.1-9.3).

MoTpeGHOCTL KOMMaHUII NMBOBAPEHHOM OTpacau B Kagpax/

Staff demand in the brewing industry

PykoBoauTenu BbiCLLENO

1 cpefiHero 3BeHa.
YHuKanbHble cneunanuctbl/
Top and middle managers.
Unique specialists

KpynHble/ BblCOKas/
Large high
CpeaHue/ HU3Kas/
Medium-size low
Manble/ cpeaHas/
Small medium

Cneuunanuctbl (Mapketonory, KsanudpuumpoBaHHble
TexHonorw, IT-cneunanuctbl), pabdoune, TEXHUHECKUE
UHXXeHepbl/ cneuunanuctbl/
Specialists (marketing, Skilled employees,
technology, IT), Engineers technical specialists

BblCOKas/ cpeaHsas/
high medium
BblCOKas/ BbICOKasn/
high high
cpeaHas/ cpeaHsas/
medium medium
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NMPUOPUTETHBLIE HAMPABJIEHNA

COLMANBHOM NOIUTUKKN MUBOBAPEHHbIX KOMMAHW

MoTpeGHOCTb KOMMaHUI B Kagpax B 3aBUCUMOCTU OT pa3Mepa KoMmnaHuu/

Staff demand by company size
KpyrnHble KomnaHnn/Large Companies

PykoBoauTenu Bbicluero

KBanuéduumpoBaHHbie

15% 11% M cpeaHero 3BeHa [ | pa6oune
Top and middle Skilled shop-floor staff
management
- IT-cneunanucTbl
MapkeTtonoru IT-specialists
[ | 1 cneuuanucTbl No cobITy
Mark'et!ng and sales Dpyrue
specialists - Others
TexHonoru
Technologists
WHXeHepbl U TeXHUYeCcKue
cneumanucTbl
Engineers and technical
specialists
CpeaHue Komnaxmm/
Medium-size Companies
PykoBoauTenu BbicLiero KBanuduumpoBaHHbie
30% Y cpefiHero 3BeHa [ | pa6oune
Top and middle Skilled shop-floor staff
management
[ IT-cneunanucTbl
MapkeTtonoru IT-specialists
[ | 1 cneuuanucTbl No cobITy
10% Marketing and sales Dpyrve
specialists - Others
- TexHonoru

10%
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Technologists

UHXXeHepbl U TEXHUYECKHUEe
cneuunanucTbl

Engineers and technical
specialists

Marnble KomnaHuu/
Small Companies

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

14%

0%

14%

KOMMaHWM B OCHOBHOM YAOBNETBOPEHbI Kaye-
CTBOM MOAFOTOBKWM MOJSIOAbIX CMELManInCToB.
OaHaKo ypOBEHb 3HAHWUM U MPAKTUYECKUX Ha-
BbIKOB BbIMYCKHUKOB BbICWWX W CPeaHUX
y4eBHbIX 3aBEfEHUI JaneKo He Bcerga npus-
HaeTcs paboToAaTensiMuM COOTBETCTBYIOLMUM
TpeboBaHMAM COBPEMEHHOIO MPOU3BOACTBA.
Cpean OCHOBHbIX MPETEeH3Wh — HeAoCTaTOK
NpPaKTM4EeCKOM MOArOTOBKM BbIMYCKHUKOB,
ycTapeBluMe nporpammMbl 06y4eHus, HegocTa-
TOK 4acoB 06yyeHus No NpoduabHbIM Npea-
MeTaM, MOBEPXHOCTHbLIN XapaKTep 3HaHWW
(cM. Unn. 10.1-10.3). Habnogaetca TaKkxke
HEeCOOTBETCTBME OXKMAAHWUI MONTOAbIX cleLma-
JINCTOB MO 3apniarte ux peanbHbiM npodec-
CMOHaNIbHbIM BO3MOXHOCTSAM.

MoyTn BCce KOMNaHWK, HE3aBUCMMO OT pasme-
pa, oTMeyaloT HeoBGX0AMMOCTb AOMONHUTENb-
HOro oGy4yeHusa Ansg Toro, 4Tobbl MONOAOM
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PykoBoauTenu Bbicero KBanuduumpoBaHHbie
U cpefHero 3BeHa - pa6ouune
Top and middle Skilled shop-floor staff
management

- IT-cneunanucTbl
MapkeTtonoru IT-specialists
1 crneuuanucTbl No cobITy
Mark_et!ng and sales - Dipyrue
specialists Others
TexHonoru

Technologists

UHXeHepbl U TEXHUYECKUE
cneuunanucTbl

Engineers and technical
specialists

The quality of Russian education, according to
the industry's personnel departments, has so
far remained sufficiently high. Generally, large
and medium-size companies are satisfied with
the quality of training for young specialists.
However, the knowledge and level of practical
experience among occupational school gradu-
ates and university/college graduates is defi-
nitely not always seen by employers as suffi-
cient for the demands of modern production.
The most common complaints include a lack of
practical training, outdated educational pro-
grammes, insufficient specialisation, and
superficial knowledge. A discrepancy between
the salary expected by young specialists and
their actual professional capabilities is also
evident (see Fig. 10.1-10.3).

Almost all companies, irrespective of size, note
the necessity for extra training in order for

Wnn. 9.3/Fig. 9.3



NMPUOPUTETHBLIE HAMPABJIEHNA
COLMANBHOM NOIUTUKKN MUBOBAPEHHbIX KOMMAHW

CrteneHb y0B/€TBOPEHHOCTU KOMNaHMA KayecTBOM 0Gpa3oBaHua crneuuanucros/

Satisfaction of companies with quality of education

KpyrnHble KomnaHnn/Large Companies

50%

Wnn. 10.1/Fig. 10.1

YaoBneTBOpeHbl
Satisfied

B uesiom yaoBNeTBOpeHbl, HO HOBbIM
paboTHMKaM TpebyeTcs
AONONHUTENbHOE 06y4eHune

Mainly satisfied, but new staff

need extra training

[ ] He ynoBneTBopeHbI

Unsatisfied
25%
CpeaHue KomnaHmm/
Medium-size Companies
YnoBneTBOpeHbl
Satisfied

58%

17%

Wnn. 10.2/Fig. 10.2
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B uiesiom yaoBNneTBOpeHbl, HO HOBbIM
pa6oTHUKaM TpebyeTcs
[lONONHUTENIbHOE 06Yy4eHue

Mainly satisfied, but new staff

need extra training

| He ynoBnetsopeHb!

Unsatisfied

Marnble KomnaHuu/
Small Companies

PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

30%
70%

0%

crneunanucT unu BHOBb NMOCTYNUBLIWMIA pab6oT-
HWUK MOT BbIMNOJIHATb CBOW 06513aHHOCTH Kaye-
CTBEHHO M camocToaTenbHo. Npolecc aganTta-
UMW M [OMNONHUTENBHOIO OBYYEHUS MOXKET
3aHATb 10 HECKOJIbKMX MECSILIEB, YTO NOXWUTCS
[OMNOSIHUTENbHOW Harpy3Kown Ha GloaKeTbl pa-
6oTogatenen: pasnunyHble GopMbl «<HACTABHU-
yectBa» npumeHsaT 100% KomnaHuim, otTBne-
Kaa Ha uenn obydyeHus 1-2% OnNbITHbIX
pPaGOTHUKOB EXEroHO.

CyllecTBylOlWME B KOMMAHUSAX Moaxofbl K pa-
3BUTUIO MepcoHana, ¢ OAHOM CTOPOHbI, MO3BO-
NS0T CBOEBPEMEHHO pellaTh Bonpockl o6ecne-
YEHHOCTM MPeanpuUsTUA Kagpamu, ¢ Apyron —
npeaocTaBsioT paGoTHUKAM BO3MOXHOCTb Mo-
BbICUTb CBOW NPOdECCUOHasbHbIM YPOBEHb U
KapbepHble NepcrneKTuBbI.
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YpoBneTBopeHbl
Satisfied

B uenom yaoBneTBopeHbl, HO HOBbIM
- paGoTHMKam TpebyeTcs

[lONo/HUTeNIbHOE 06Gy4yeHne

Mainly satisfied, but new staff

need extra training

[ ] He ynoBnetBopeHb!
Unsatisfied

young specialists and new employees to do
their work properly and independently. The
process of adaptation and additional training
may last up to several months, which is a fur-
ther burden for employer budgets: every single
company uses some form of coaching, bring-
ing in 1-2% of the experienced workforce for
training on a yearly basis.

On the one hand, existing approaches to per-
sonnel development allow enterprises to solve
the problems of finding staff in due time. On
the other hand, they enable employees to
increase their qualifications and career
prospects.

Wnn. 10.3/Fig. 10.3
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COUMATbHOM NOJTMTUKM MUBOBAPEHHbBIX KOMMAHWI

NOJIMTUKA KOMIMAHWI OTPAC/IN
B OTHOLUEHWUU PA3BUTUA U OBYHEHUSA
PABOTHMKOB

PaccmatprBas YenoBeyeCKUI Kanutan Kak oauvH
U3 KOYEBLIX GaKTOPOB /19 BEAEHUS YCMELHO-
ro 6u3Heca, KOMMNaHW1 NMBOBAPEHHON OTpacu
npunaratoT 3Ha4uTeNbHbIE yCUUS B 06nacTv no-
BbILIEHUST KOMMETEHTHOCTU U Pa3BUTUA CBOMX
paboTHWMKOB. B 6OMbLUMHCTBE Cly4aeB coLMalb-
Hasi MOMUTUKA KOMMaHWM HarnpaBfieHa Ha npe-
[OoTBpalleHne CyLeCcTBEHHOro HeraTtMBHOro
B/IMSHUS KagpoBoro aebulimMta Ha NPOU3BOL-
CTBEHHYIO A€ATENIbHOCTb, @ TaKXKe Ha TO, YTOObI
ypOBeHb MpodeccuoHanbHOM MOArOTOBKKU pa-
6GOTHMKa COOTBETCTBOBA/ TPEOGOBAHUAM MPOU3-
BOACTBA. He npeTeHays Ha 3amellleHre QyHKLNM
CUCTEM rocylapCTBEHHOIO U HEroCyAapCTBEHHO-
ro o6pas3oBaHus, KOpnopaTUBHbLIE MPOrpammbl
pa3BWTUSA NepcoHana noMoraioT yCTpaHWTb AuC-
nponopuun B nNpodpeccruoHanbHoOW MOAroToBKe
KaapoB, T.K. cuctema dyHAaMeHTanbHOro obpa-
30BaHU, KaK npaBuio, He ycreBaeT 3a TeMna-
MW pa3BUTUS BU3Heca.

dopmupyst 3anpoc Ha onpegeneHHble BUibl 06-
Y4€HMS UM MporpamMmbl, MMBOBapPbI CMOCOOCTBY-
0T MOZEPHM3ALIMKN M Pa3BUTUIO 06enx cucTemM 06-
pa3oBaHus. KOMMaHUM aKTUBHO «MOKynawT»
roToBble y4ebHble MPOorpaMmbl, KOTopble Npeana-
ratoT 06pa3oBaTe/ibHbIE YYPEXAEHNS Pa3INYHbIX
dopm cobeTBeHHOCTU. OnnaTta cToMMocTv obyye-
HWS PaBOTHMKOB, KOTOPbLIX HAMPaBAAIOT Ha Lene-
BOe 06y4eHune B cpefHue npodeccroHanbHble U
BbICLLKE y4ebHble 3aBeaeHus), CnocobCTBYET PoC-
Ty MX JOXOAOB WM CTUMY/IMPYET MOBbIWATb Kaye-
CTBO 06pa30BaHus. Paa KomnaHui GuHaHCHpyoT
Hay4Hble U MccnefoBaTeNbCKUE MPOEKTbI, KOTO-
pble OHM BefyT COBMECTHO C By3aMu, pa3BunBas
TEM CaMbIM BY30BCKYIO HayKy — npoLiecc, W1po-
KO pacnpoCTpaHeHHbIN BO BCEM MUpe.
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STAFF DEVELOPMENT
AND TRAINING POLICY

Seeing human capital as one of the key fac-
tors of successful business operation, brew-
ing companies do their best to develop and
increase the competence of their employees.
In most cases the corporate social policy is
aimed to prevent the highly negative influ-
ence of a staff shortage on production, and
also to ensure that workers are sufficiently
professionally prepared to meet the
demands of production. Without aiming to
substitute the private and state education
systems, corporate staff development pro-
grammes help eliminate disparities in the
professional education of personnel, i.e. as a
rule the general system of education is
unable to keep up with the pace of business
development.

In creating a demand for specific pro-
grammes or training courses, brewers facili-
tate the modernisation and development of
both education systems. Companies actively
purchase educational programmes devel-
oped by both privately and publicly owned
educational institutions. By covering the
costs of educating their employees, who are
sent to universities and secondary profes-
sional institutions for job-specific training,
companies enable the employees to
increase their incomes and stimulate their
interest in better education. Some compa-
nies finance academic and research proj-
ects, which are developed in cooperation
with universities. This develops university
science, and is a process widespread
throughout the world.

Llenb o6yyeHus W pa3BUTUS nepcoHana —
obecneyeHne KBanuGULMUPOBAHHON U OYHK-
LIMOHaNbHON KOMMETEHTHOCTU PabOTHUKOB B
COOTBETCTBMMU C TPEOOBAHUSAMU K UX TEKYLLEN U
oyayuien paboTe. ITa AeATENbHOCTb paccma-
TpMBaETCs KOMMNAaHUAMM KaK 31€MEHT CUCTEMb
ynpaB/iEHUS Ka4eCTBOM.

MnaHnpoBaHMe nNoTPe6GHOCTM B 06YyYeHUU
dopmMupyeTcs Ha OCHOBE OLIEHKM KOMMETEH-
LMW Kax[oro coTpyaHUKa (Takon noaxon euie
He gaBnseTcs OOWEenpUHATON HOPMOM U WUC-
Nnonb3yeTcs B OCHOBHOM Ha KpyMHbIX npej-
NpUSaTUAX) MO0 Ha OCHOBE 3anpPOoCOB PYKOBO-
antenen nogpasgeneHvin. Mo peaynbratam
COCTaBASAOTCH WMHAMBUAYaANbHbIE MAaHbl pa-
3BUTUSA, @ TaKXKe nnaHbl 06y4eHMs Mo CTPYK-
TYPHbIM MoApasaeneHnam u 6GU3Hec-eauHU-
uamM. B TeyeHue roga B nepBoHayalibHble
naaHbl MOTYT BHOCUTbCS UBMEHEHWS.

PasBuTve nepcoHana perynvpyetcs BHYTPEH-
HWMU NONUTUKAMMU, pernaMeHTaMu 1 npoueay-
pamu, KoTopble MpeAycMaTpuBaloT BO3MOX-
HOCTb MPOXOXKAEeHUS PAaBGOTHUKOM 06y4eHWs 3a
CYET KOMMaHWM UM npefocTaBieHns GUHaH-
COBOW NOMOLLM, MOHOCTbLIO UM YACTUHHO KOM-
neHcupyloLLen 3aTpaTthbl Ha 0Gy4eHHe.

BblaensoTcs HECKOIbKO OCHOBHbIX 3ajay 06-
y4eHU4A:

[ coOTBETCTBME TPeOOBaHUAM KadyecTBa
npon3BoACTBa N MEHEAXMEHTa,

s opMMUpoBaHUE U pa3BUTUE Kopriopa-
TUBHOW KyNbTYypbl,

I noBbllEeHWe MOTUMBaUUKU K 3P dEKTUB-
HOMY TpyAy.
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PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

The aim of staff training and development is to
provide employees with the skills and function-
al competencies necessary to fulfil the
demands of their present and future jobs. This
is considered by companies as part of the qual-
ity management system.

Training requirement planning is based on an
evaluation of the competencies of each indi-
vidual member of staff (this method is not yet
the generally accepted and is used mainly in
major companies), or the demands of subdivi-
sion managers. Individual development plans,
as well as the training plans of structural sub-
divisions and business units, are worked out
according to these results. Original plans may
change as time passes.

Staff development is regulated by internal
policy, regulations and procedure, which pro-
vide for staff training at the company's
expense or for the granting of financial aid to
compensate in full or in part for training
expenses.

The main aims of training are:

I To meet standards of production and
management quality.

I To create and develop a corporate
culture.

mmmmm To motivate staff to work efficiently.
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NMPUOPUTETHBLIE HAMPABJIEHNA
COUMATbHOM NOJTMTUKM MUBOBAPEHHbBIX KOMMAHWI

CreneHb Gpopmanunsalmm BHYTPEHHUX NpaBuU
pasnuyHa. KpynHble KOMNaHWM PyKOBOACTBY-
loTCcs obULMaNbHO YTBEPXKAEHHbIMU BbICLUMM
PYKOBOACTBOM [IOKyMeHTaMu. B cpeaHux cra-
Tyc NoloGHOro poja pernaMeHToB pasfMyeH:
OT pacrnopsiKeHUs AMpeKTopa 40 NpuKasa no
uexy. B manbix, Kak npaBuno, 4YeTKon dopma-
M3auuKn HeT: MOMUMO 06a3aTeNbHOro (Mo 3a-
KOHY) 06y4YeHMS, peELIEHNS MPUHUMAIOTCS CUTY-
aTUBHO.

O6beMbl CPeAcTB, KOTOPble KOMMaHUK exe-
rogHO BblAENSIOT U3 NpubbLIIKM Ha uenn obpa-
30BaHMsl, MOMYT AOCTUraTb 3aMETHbIX MOKa3a-
Tenel, HO B LENOM 3aBUCAT OT maclTaba
6u3Heca, CTeneHu oxeata permMoHasbHbIX PbiH-
KOB M XxapaKTepa pellaembix 6Gu3Hec-3agay
(c™m. Unn. 12).

B 30% KomnaHui nNpoBOAUTCA OLLEHKa 3d-
GEKTUBHOCTM UMEIOLLLENCA CUCTEMbI PA3BUTUSA

The degree of formalisation of internal rules
varies. Large companies are managed by
documents sanctioned by their top manage-
ment. In medium-size companies the status
of such documents varies, from manage-
ment directives to orders on the shop floor.
Small enterprises, as a rule, do not have
clear formalisation: apart from compulsory
training (i.e. that governed by law), deci-
sions are taken in response to specific situ-
ations.

The amount of finances companies allocate
from their profits on a yearly basis for training
may be extremely high, but in general depends
on the scale of the business, its regional mar-
kets share and the nature of business objec-
tives (see Fig. 11).

Thirty percent of companies evaluate how
effective their staff development systems are.

06bem cpefcTB, HanpaBAsieMbiX Ha 06y4eHue pa6oTHUKOB/

Funds spent on staff training

% OT 06Lero o6bema CpeacTB,

3aTpaYvYeHHbIX Ha coaepxKaHue

% KOMMaHUi, npefocTaBUBLLUX

MHdopmauuio/
nepcoHana/ | .
% of companies that provided
% of the total sum spent on staff i i
information
upkeep
KpynHble KOMI‘!aHMM/ 0.5-5% 37%
Large companies
CpegHue K.OMI'IaHI/IVI/ . 0.2-1% 50%
Medium-size companies
Manble komnaHumn/ 0.5-3.5% 80%

Small companies
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rnepcoHana. MeHemKepbl KOMNaHWin UCMosb-
3YI0T pa3Hble METOANKMU, KOTOPbIE MO3BONAIOT
cAenaTb BblBOAbI O L|e1€eCO06Pa3HOCTH 1 Ka-
4yecTBe MPOBEAEHHOro 06YYEeHUSs U BHECTH
KOPPEKTUBbI B UMEIOLLMECH MPOrpaMmsbl, cpe-
U HUX:

[ TeCTMPOBaHWE 3HAHUIM MOC/E NMPOXOX-
[eHns obyvatolwnx nporpamm (B TOM 4ucne ¢
MCNOJSIb30BAHNEM 3NIEKTPOHHbLIX CUCTEM);

[ cpaBHEHME KOHTPOJbHbIX [pynn
(Npowepwnx oby4eHne U He MPOXOAUBLUMX
oby4yeHue);

[ cpaBHEeHUWe pesynbTaToB rpynmnbl 4o 06-
y4eHUA 1 nocne;

[ o6paTtHas CBA3b OT y4aCTHUMKOB 06y4e-
HUS U UX HENOCPELCTBEHHbIX PYKOBOAUTENEN;

s HabnaeHue B npouecce paboThl.

B xo4e oueHKM NpUHMMaloTC BO BHUMaHUe Ta-
KWEe NOoKa3aTe/M, KaK CTeneHb YyAOB/1IETBOPEH-
HOCTHM y4aCTHUKOB 0BY4EHUS, XapaKTep 06beK-
TUBHbIX pe3ynbraTtoB 00y4yeHus, U3MeHeHue
nosegeHunss paboTHWKa Ha paboyeM MecTe,
OU3HecC-pe3ynbTaThl NoApasfeNeHuns.

B HEKOTOpPbIX KOMNAHUAX NPUMEHSAT Andde-
peHUMpOBaHHblE METOAbl OLEHKU 3DPEKTUB-
HOCTM OGYy4eHMs PYKOBOAWUTENEN, creLuanu-
cToB U paboynx. B nepBomM cnyyae Moryt
MCNonb30BaTbCs MUCbMEHHbIE OTYETHI y4acT-
HUKOB 06Y4YeHWs, OT3bIBbl PyKOBOAMTENEN, a
TaKXXe MOHWTOPUHI MPOM3BOACTBEHHbLIX pe-
3ynbTaToB. 3PPEKTUBHOCTL 006yyYeHus pabo-
YWUX OLIEHMBAETCS, KaK NpaBuso, No GanibHON
cucteme.
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In order to draw conclusions on the quality
and usefulness of training methods, and to
make corrections to their programmes, com-
pany managers use a variety of evaluation
methods, including:

mmmmm Knowledge testing after training
(including with use of electronic systems)

mmmmm Comparison with control groups (i.e.
those who have been through training versus
those who have not)

mmmmm Comparison of pre-training and post-
training results

mmmmm Feedback from those who have
received training and their immediate man-
agers

mmmmm On-the-job observation

Such factors as employee satisfaction with
training programmes, a programme's objec-
tive results, changes in staff behaviour on the
job, and a subdivision's business results are
all taken into consideration when evaluating
training programmes.

Several companies use graded methods to
evaluate the effectiveness of manager, spe-
cialist and staff training. In the first instance,
written reports from those involved in a specif-
ic training programme, manager testimonials
and production-result monitoring might be
used. The effectiveness of training provided
for shop-floor staff is usually measured using
a merit-point system.
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CTpyKTypa paGoTHUMKOB NMBOBapPEHHbIX KOMNaHU, npoweawwunx oéyyeHue B 2005 roay/
Types of brewing-company personnel educated in 2005
KpyrnHble KomnaHnn/Large Companies

27%

| PyKOBOAWUTENN U CMIELMANUCTbI
Managers and specialists

CneuunanucTbl
53% Specialists

Pa6ouue™®
- Shop-floor staff*®

Wnn. 12.1/Fig. 12.1

CpeaHune komnaxmm/Medium-size Companies

46%
[ PyKoBOAUTENN U CieLUanucTbl
Managers and specialists

35% Cneuuanuctbl
Specialists

Pa6ouue1®
L Shop-floor staff *°

Wnn. 12.2/Fig. 12.2
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Manble komnaHnn/Small Companies

PRIORITY SOCIAL POLICIES
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3a oTyeTHbIi nepmnos Ha obsizatesibHoe 06pa3o-
BaHue, nepeobyyeHne, MoBbilUeHNe KBaaUudu-
KaumMu M MHAMBUAYASBbHOH pPe3yNbTaTUBHOCTH
paboTHUKOB KOMIMaHWK Hanpasuau ot 1% o 5%
OT 06LUMX 3aTpaT Ha cogepKaHre nepcoHana.

Bonee 5 000 4enoBek npolin obydeHue 3a
cyeT cBoeit KomnaHuu (em. Unn. 12).

Bonee 300 4enoBeK roay4ynnu noBbiliEHNE B
JOJIXKHOCTH 10 UTOram 06yYeHHS.

KonuyectBo 4acoB o6y4eHuUs
Ha ofHoro paboTHUKa
(MpUMep U3 NPaKTUKKU KPYNHOW KOMNaHWN)

MeHemkepbl U pykoBogutenu — 60 Yyac/roa
BbicokoKBanupuLupoBaHHbIiA paboyuii nepco-
Han — 40 yac/rog

HuskokBanupuumnpoBaHHbiii pabo4uii nepco-
Han — 20 yac/roa

*° [laHHble Mo KaTeropun «paGoune» BKIIOYAIOT Kak
o6si3aTenbHoe 06y4eHne, B TOM Yucie 06ycnoBieHHoe
3aKoHOoAaTeNbHbIMKU TPEGOBAHUSIMU, TaK U 06y4eHne
pa3BuUTHA (MOBbILLEHWE KBaNUPUKALUK).

[ ] PykoBoauTenu u cneymanuctbl
Managers and specialists

CneuunanucTbl
Specialists

Pa6ouune®
L Shop-floor staff*°

Within the period covered by this report 1-5%
of total staff-maintenance funds were spent on
compulsory training, retraining, and improving
qualifications and individual productivity.

Over 5,000 employees passed training pro-
grammes at company expense (see Fig. 12).

Over 300 people were promoted as the result
of training.

Total study hours per one employee
(example from a large company)
Managers and directors: 60 hrs/ yr
Highly skilled shop-floor personnel: 40 hrs/yr
Low-skilled shop-floor personnel: 20 hrs/ yr

19 "Shop-floor" figures account for both compulsory
training, including training stipulated by legislation,
as well as additional training (to increase level of
qualification).

Wnn. 12.3/Fig. 12.3
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KonuyecTtBo YacoB 06y4eHUs
Ha ogHoro paboTHUKa
(MpUMep M3 NPaKTUKKU KPYNMHOM KOMMNaHWn)
Bbicluee pykoBogcTBo — 73 Yac/roq
CpegHee pykosogctBo — 52 yac/roa
Paboyne — 36 yac/roa

O6pas3oBaHue, 4OCTYNHOE A1 Pa6OTHUKOB MK-
BOBApPEHHOWM OTPaC/N, MOXHO pasfeNnTb Ha:

[ BHYTpPEHHee — KopnopaTuBHbIE MPO-
rpamMMbl U KypChbl, JENCTBYIOLME Ha NPeanpus-
TUSX UK Ha YPOBHE BCEW KOMMNaHWUK,

s 1 BHellHee — o6ydYeHue B By3ax,
YY4E6HbIX M TPEHUHIOBbIX LIeHTPax, yH4actue B
o6pas3oBaTesibHbIX NporpaMmMax, ceMuHapax
u ap.

Bpemsa o6yyeHusi, B 3aBUCMMOCTM OT HOPMbl,
MOXET BapbMpPOBaTbCS OT HECKOJIbKMX 4acoB
(ceMMHap WAM TPEHWHT) [0 HECKONIbKMX NeT
(y4e6Hble nporpaMmmbl U Kypcbl B By3aXx).

BHYTPEHHEE (KOPMNOPATUBHOE)
OBYYEHUE

OJHUM 13 OCHOBHbIX MPUHLMMOB KaapoBOK Mo-
JINTUKN MHOTMX KOMMaHUIN (KaK KPYMHbIX, TaK 1
CPefHMX) ABNFETCA CO34aHMe KOpnopaTuBHOM
CUCTEMbI Pa3BUTUA U 0BYyHEHUS NepcoHana.

Buabl KopriopaTMBHOro o6y4eHus no ¢popme:
® yye6Hble Kypchbl

® ceMUHapbl

® TPEeHUHIU

® MacTep-Kaacchl

® KOHpepeHUnH

® CTaXXMPOBKH
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Total study hours per one employee
(example from a large company)
Top management: 73 hrs/ yr
Middle management: 52 hrs/ yr
Shop-floor: 36 hrs/ yr

Training available to staff in the brewing indus-
try can be broken down into:

mmmmm |nternal corporate programmes and
courses that take place on an enterprise- or
company-wide scale.

mmmmm Off-site, i.e. higher education, training
at occupational schools and dedicated cen-
tres; participation in training programmes,
seminars, etc.

The length of a training programme, depend-
ing on the course type, can vary from several
hours (seminar or typical training programme)
to several years (study programmes and
courses at higher educational institutes).

INTERNAL (CORPORATE)
TRAINING

The creation of a corporate development and
personnel training system is one of the funda-
mental staff policy principles of many compa-
nies, both large and medium-size.

Corporate training by type:
e Study courses
e Seminars
¢ Training sessions
* Master Classes
e Conferences
* Apprenticeships

® [IPAKTUKYMbl
® obyyaloLyne KOHCYIbTaLun

Llenn KoprnopaTuBHbIX CUCTEM OBYYEHUS:

s HenpepbiBHas NoAroToBKa COOCTBEH-
HbIX KBaNMPULMPOBaHHbIX KaApoB B COOTBET-
CTBMM C TPEBOBAHUAMM, MPEObABASEMbIMU K
COBPEMEHHbLIM TEXHOMOMMAM, KayecTBy U Me-
HEIPKMEHTY,

mmmmm obecrnevyeHne NPEeMCcTBEHHOCTU B
ynpaBieHuun.

Cuctema BHYTpPEHHero (KoprnopaTtuMBHOro) 06-
Y4€HHUS, Kak NpaBuIo, BKIOYAET:

— o6sa3atenbHoe obyyeHue paboTHUKOB, 06-
CNYXKMBAMOLLMX ONaCHbIE MPOU3BOACTBEHHbIE
06GbEKTbl (MOXKET co4yeTaTbCs C BHELIHUMMU
dopmamu obyyeHus B BuaE MPUBIEYEHUS
JIMLLEH3MPOBAHHbIX Y4E6HbIX KOMGMHATOB U
CcrneunanM3npoBaHHbIX YYPEXIEHUN U Be-
[IOMCTB), @ TaKKe 06y4eHWe Ha NoATBEPKAE-
HWEe WK NOBbILEHWE pa3psaa,

— nporpamMmbl COGCTBEHHOrO y4eBHOro LEH-
Tpa WM LWKOMbI, HANpPaBfiEHHblIE Ha ONTW-
MallbHOE WCMONb30BaHWMe uWMelollerocs
nepcoHana, paclnpeHne 3HaHWI cneuuma-
JINCTOB, BbISIB/IEHWE NEPCMNEKTUBHbIX PaboT-
HUKOB, MJIaHWPOBaAHWE KaapOoBbIX NepeaBu-
EHUN,

— Nporpammbl «KafpoBOro pesepsar», Hanpa-
B/IEHHbIE Ha Pa3BUTUE JIMYHOCTHBIX U NNAEP-
CKMX KayecTs,

— opraHuM3auns NpaKkTUKW A8 CTY[EHTOB U
yyawmxcsa npoduabHbIX y4eOHbIX 3aBeeHUN.
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* Placements
¢ Training consultations

Aims of corporate training:

s Constant development of a compa-
ny's own skilled personnel to meet the
demands of modern technology, quality and
management.

I To ensure management continuity.

Internal (corporate) training, as a rule,
includes the following:

— Compulsory training for staff operating at
hazardous production facilities (may be
combined with external training methods
by attracting licensed training centres and
specialised institutions and agencies).
Training for skill maintenance and
upgrade.

— Programmes at a company's own training
centre or school, aimed at optimising the
use of current staff, enhancing the knowl-
edge of specialists, determining most
promising employees and planning staff
promotions.

— Staff reserve programmes aimed at
advancing the personal qualities and lead-
ership skKills of employees.

— Organising practice for students at spe-
cialised institutes.

Courses and programmes are aimed at a vari-
ety of employee categories (administrative
staff, specialists, shop-floor personnel).
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Kypcbl M MporpaMMbl OPUEHTUPOBAaHbI Ha Pa3/ny-
Hble KaTeropum COTPYAHUKOB (PaBOTHWUKM yrpaBs-
NIEHYECKUX 3BEHLEB, CMELMANUCTbI, paboyue).

0O6sa3arenbHOe 00y4YeHUue

0O6s53aTenbHoe 06y4yeHre nepcoHana BKIYaeT
TPEHWHTU C LieNbto obecrnevyeHns 6e30MacHOCTH
NPOW3BOACTBEHHOW [ESATENLHOCTM (MO JMHWMK
TexHaa30pa, cCaHanuaHaA30pa, NoxKapHom 6e3-
0MacHOCTH), a TaKKe 06y4eHWe C Liefblo nony-
YeHUs rocyaapCTBEHHOW cepTUdMKaLMKM Ha
onpeaeneHHble BuAbl pa6oT (Hanpumep, Ha
npaBo padoTbl C onacHbIMKU 06bEKTamK). Cpeaun
BUIOB 0693aTeNIbHOr0 0GYHEHWUS — KOHCYbTH-
poBaHuWe 1 06y4eHre paboymx 1 cneLmanmucToB
Ha MecTax npeactaBuTens MM GUPM, nocTa-
BNSOWMX 060pyaoBaHMe. Ha HeKOTOPbLIX Npes-
NPUSATUSX BCE COTPYAHUKKW MPOXOANAT 0653a-
TenbHoe 06y4YeHue nepen aTrecTalmen.

0O653aTenbHOE 06y4EHME MOXKET COCTaBNATb OT
5-10% no 40% oT 06l MX pacxoaoB Ha pa3Bu-
THe 1 06y4eHMe nepcoHana.

KopnopaTuBHbIe LLleHTPbI U LWKOJbI

KomnaHuu npepoctaBnsioT paboTHUKaM BO3-
MOXHOCTU NPUOBPECTU AOMONHUTENIbHbIE 3Ha-
HUA U YMEeHUdA, KOTOpble MOTryT NMo3BOJIUTb UM
caenatb yCnelwHyo Kapbepy Ha npeanpuaTuu.

MHTEHCUBHOCTbL KOpnopaTtuBHOro 06y4yeHus
(NpMep U3 NPaKTUKKU KPYMHOW KOMMaHWUK)
3a rog nposegeHo 120 ceMuHapoB
06y4eHo 1500 cotpyaHuKoB (25% oT cpegHe-
CIMUCOYHOIo cocTaBa)
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Compulsory Training

Compulsory training includes labour safety
drills (to conform with technical inspection,
public health and fire-safety regulations),
as well as government certification courses
for certain types of work (e.g. for operation
at hazardous faculties). Including on-site
consulting and training for shop-floor staff
and specialists by representatives of equip-
ment-supply companies. At some enterpris-
es, all employees undergo compulsory
training before attestation.

Compulsory training may account for 5-10%
up to 40% of total expenditure on staff training
and development.

Corporate Centres and Academies

Companies offer their employees the opportu-
nity to acquire further knowledge and skills in
order that they may embark on a successful
career at the enterprise.

Intensity of corporate training
(example from a large company)
120 seminars in one year
1,500 employees trained (25% of the staff on
the payroll)

Kak npaBuno, B KPyMnHbIX KOMMaHWUaX cucTteMa
BHYTPEHHEro o6y4eHns opraHn3oBaHa B BuAe
KOpnopaTMBHOIo y4e6HOr0 LIEHTPA UK LIKOSbI,
KOoTopasi MpOBOAMT PEryIsipHble 3aHATUS ONs
paboTHWKOB BCEX KATEropuii No onpeaeneHHo-
My Habopy TeM W AUCLMMAMH. 3TO MOryT 6bITb
KypCbl, HanpaB/iEHHbIE Ha MOBbILLIEHWE HaBbI-
KOB MO YyNpaBfeHWO AEeATENIbHOCTbIO, COBEp-
LIEHCTBOBAHME 3HAHWSA MPOAYKTA, NOBbILLIEHWE
KOMMYHUKaTUBHbIX CMOCOGHOCTEN, MPOM3BOA-
CTBEHHOMN 3DEKTUBHOCTH, pasBuTme cnyxo PR
M MapKeTUHra (ceMuHapbl Mo TEXHONOrMaAM
MapKETUHIOBbIX WCCeAOBaHMI, CO3AaHui0 U
NpoABUMKEHUIO BPEHOB, PeKname) 1 ap.

3aHATUS NPOBOAATCS CUIAaMM OMbITHbIX PaboT-
HUKOB KOMMaHWW, UHOTAa, ANS BeAeHUs crne-
LMann3npoBaHHbIX KYpCOB MpurnawatoTcs
npenogasatenun npodeccrMoHanbHblx 06pa3o-
BaTe/bHbIX YYPEXAEHUA MW CMeLnanucTbl, B
TOM 4ucne M3-3a pyberka (Kak nMpaBWIO, OHU
BEeAyT 3aHATUS, MOCBSILLEHHbIE TEXHOOMUSAM
nuMBOBapeHus M cneunduyecknum Bompocam,
CBSI3aHHbIM C UCMOSIb30BAHMEM U 06CNYKUBA-
HMeM o6opyaoBaHus).

[Mpumep 13 NpakTUKK cpegHen KoMnaHum
[nsa o6ydeHus B LLIKone mactepoB oTéupaloTes
CTa)kepbl, MO0 uUTOraM o6YyYEeHUsI ycrneLHo
OKOH4YuBLIKE LlIKony 3aHUMaIOT [OMKHOCTb
macrepa.

OpurnHanbHbIM BUAOM 06Yy4EeHUs SBASOTCS
NpaKTUKyMbl, Ha KOTOPbIX paccMaTpuBaoTCs
C/OXKHbIE CUTyaLMK, C KOTOPbIMKU PAaBGOTHWUK MO-
KET CTONKHYTbCA Ha pabovyem MecTe. Y4acTHM-
KaM 06y4eHus npeasiaratoT 3aj1a4u, KOTopble Co-
CTaBNAOT npenogaBaTeny y4eGHOro LieHTpa Ha
OCHOBaHWW peanbHblX GU3Hec-cuTyauun. [Mpo-
LLlecc No1cKa pelleHus pa3BuBaEeT y paGoTHUKOB
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As a rule, large companies organise their
internal training systems into corporate train-
ing centres or schools offering regular classes
for all staff on a definite range of subjects and
disciplines. Training might take the form of
courses aimed at increasing job management
experience, improving product familiarity or
communication skills, raising production effi-
ciency, developing PR and marketing services
(seminars on market-research technology,
brand creation and promotion, advertise-
ment), etc.

Lessons are taught by experienced col-
leagues, and sometimes teachers from pro-
fessional training institutes are brought in for
specialised courses, including foreigners (as a
rule they hold lessons on brewing technolo-
gies and specific aspects of use and servicing
of the equipment).

Policy in practice at a medium-size company
Apprentices are chosen for training at the
Foreman School. Those who successfully
complete their education become fore-
men.

Workshops represent a unique training
method, whereby employees analyse diffi-
cult situations identifiable in the work-
place. Trainees are faced with tasks
designed by training-centre staff based on
real business situations. In searching for
the best solution to these tasks, employees
learn how to think for themselves and are
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CMOCOBHOCTb CAMOCTOSATE/NIbHO MbIC/IUTh, BUAETb
BO3MOXHbIE peLleHns U usberatb CUTyauui,
Korfla OWKWBoYHbIE JEWUCTBUSA NepcoHana moryt
06€epHYTLCS NOTEPAMU ANIF KOMMaHUM.

HeKoTopble KoMNaHWK NPUBETCTBYIOT MHULMATH-
BY pabOTHMKOB, KOTOpble, Mpoias obyyeHue ca-
MW 1 NOKa3aB OTIMYHbIE Pe3ynbTaTbl, NMOMOJHS-
0T psiibl NpenogaBaTenert KoprnopaTUBHbIX
LLeHTPOB. bnarogaps Tomy, 4TO TEKYHECTb KapoB
B OTpac/nv HebosbLluasi, 0CO6EHHO B ynpaBfeH4Ye-
CKMX 3BEHbSIX, NMOArOTOBKAa COGCTBEHHbLIX Neaa-
rorMyeckux KaapoB aBnsetcs 3GbEeKTUBHbLIM
crnoco6oM ONTUMMU3aLIMK PaCXOI0B Ha MOBbILLE-
H1e 06pa30BaTENbLHOrO YPOBHS NepcoHana.

PacnpocTpaHeHHbIM SIBNEHWEM ANs KPYMHbIX
KOMMaHWW ABNSIETCS NPOBEAEHUE KopropaTuB-
HbIX KOHOEPEHLIMIM, B KOTOPbIX NMPUHUMALOT yya-
CcTve NpeacTaBUTENIN PErMOHaNbHbIX 3aBOA0B U
dunmanoB. Ha KoOHGepeHLUMsX NoABOASTCS UTOMU
paboTbl, GOPMYNUPYIOTCH LIeSIM Ha Byayluee, Npo-
BOAWTCS OLIeHKa paBoTbl perMoHanbHbIX NpeacTa-
BUTENEW, B TOM YUC/IE C INIEMEHTAMM OBYHEHMS.

KpynHble KoprnopaTuBHbIE Y4eBHbIE LIeHTPbI
U34al0T y4e6HbIe Noco6ua M MaTepualibl, KOTo-
pble JOCTYMHbl PaBGOTHUKAM /19 CAMOCTOATE Tb-
HOMO U3Y4EeHUS.

«KappoBbiit peseps»

KoHuenuus «kagpoBOro pesepBa» MNpuHATa
NPUMEPHO B MOIOBUHE KOMMAHWUM, XOTS UMeeT
pa3Hble GopMbl U coaepKaHue B 3aBUCUMOCTH
OT COCTOSIHMS! GM3Heca. B oCHOBHOM B pamKax
nporpaMm KaapoBOro pesepBa npeanosaraet-
cs 06y4eHWe NoTeHLUMaNbHbIX KaHAMAaToB B
BbICLUMI PYKOBOASILLMI COCTaB, pyKoBoauTenemn
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familiarised with the various ways of
resolving possible problems and avoiding
situations where their mistakes could lead
to company losses.

Several companies welcome employee initia-
tive, and employ those who have undergone
training themselves as teachers in their cor-
porate training centres. Thanks to the low
staff turnover in the industry, especially in
management, preparing teachers themselves
is a most economical effective method for
companies to increase their personnel train-
ing levels.

Large companies often hold corporate confer-
ences for regional plant and branch represen-
tatives. These conferences bring together
operational results, formulate aims for the
future, and evaluate the work of regional rep-
resentatives, this assessment having an ele-
ment of training.

Large corporate training centres release their
own learning aids and materials, which are
then accessible to employees for personal
study.

Staff Reserve

Staff reserve concept is used by a half of com-
panies. It may vary due to business conditions.
Primarily the staff reserve programme involves
training potential candidates for top manage-
ment positions and is also aimed at middle
managers, specialists and skilled labourers.

CPefHEero 3BeHa, a TaKKe CrneLuasncToB M
BbICOKOKBaMPULMPOBaHHbIX PAaBOYUX.

O6yyeHune BbICLIEro 1 CPEeAHErO MEHEeAKMEHTa
KOMMaHWM npoBoauTca B By3ax Poccun u 3a
py6exoM. CrneumannsanpoBaHHoe o6yyeHue
npeaycMOTPeHO ANst paboTHUKOB PUHAHCOBBIX
W IOPUAMYECKMX AeNapTaMeHTOB, KOHTPObHO-
PEBU3UOHHbBIX U APYrUX CAYXKO.

MoaroTroBKa pa6éo4ux Kaapos

Llenb noBbllEeHUA KBanupuKaLmm padoymx wu
06Yy4YeHMNEe X CMEXHbIM Nnpodeccusm — oBnaje-
HWE HOBOM COBPEMEHHOM TEXHUMKOMW, MeToaamu
BbINO/IHEHUS CMTOXKHbIX U OTBETCTBEHHbIX Onepa-
LM, KOHTPONSi KadecTBa npoayKuuu. Mo psiay
npodeccnin paboTHUKOB FOTOBAT Henocpea-
CTBEHHO Ha NPOW3BO/ACTBE MO YCKOPEHHOMN NPO-
rpamme (4o 3 mecsiueB). 3T0 0CO6EHHO aKTyaslb-
HO A5 3aBOJ0B, PACTONOXKEHHbIX B HEGOMbLLMNX
ropogax v He MeoLLLIMX BO3MOXHOCTH HE TONbKO
nosly4yaTb rOTOBbIX CMELMANUCTOB, HO M Hanpa-
BNIATb B y4e6Hble 3aBeAEHNS MO MPUYNHE UX OT-
CYTCTBMS. 3aHATUS MOTYT MPOBOANTLCS KaK rpyn-
NOBbIMW, TaK U UHAWBUIYaAbHbIMW METOAAMMU.

MoarotoBka MmonoAbIX cneyuaaucTos

Bonbluoe 3HayeHWe B KaapoBOM MOJMUTUKE
KOMMaHWit NpuaaeTcs Bonpocam 06y4eHns Mo-
JIOEXM.

lMononHeHne HOBbIMK KagpaMu peLlaeTtcs ¢ no-
MOLLBIO LienieHanpaBieHHOM paboThbl ¢ By3aMu U
y4e6HbIMU 3aBeLEeHUAMU CPEOHErO creLmalb-
HOro ob6pas3oBaHUs, KoTopas BKIOYAET, KaK
npaBuno, exxerogHoe npoxoxaeHue ctyaeHtamu
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Top company managers are trained at univer-
sities both in Russia and abroad. Specialised
training is provided for the staff of financial
and legal departments, as well as auditing
and other services.

Regular Labor Force Training

Improving qualifications on the shop floor and
training staff in a number of related speciali-
ties are performed for the employees to fully
grasp modern technology, to teach them how
to complete difficult and responsible tasks,
and control product quality. Employees of
some categories are taught on the work place
through fast-track courses (lasting up to three
months). This is especially important for facto-
ries in smaller towns which find themselves
unable not only to find off-the-peg specialists,
but also to send their staff to educational insti-
tutes to bridge the skills gap. Lessons may be
taken in groups or individually.

Training Young Specialists

The issue of training young specialists is one
of priorities in a company's staff policy.

The problem of workforce replenishment is
solved via task-specific partnership with uni-
versities and secondary occupational estab-
lishments providing for, as a rule, annual
work-placement schemes at the company's
plants. "Orientation programs" systems are
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W yqallMMKUCS CTaXKMPOBOK Ha 3aBojax KoMna-
HWIA. Pa3BuUTbl CUCTEMbI «BBOAHbIX KYPCOB» AN
HOBbIX PaG0OTHMKOB: OHW NPOXOANAT aJanTaLMOH-
Hble 3aHATUA B LIENIIX 3HAKOMCTBA C KOMMaHK-
en, NpoayKuMen, TEXHONOrMen NpoM3BOACTBa U
T.N. CTaKMPOBKU U MPAKTUKX MOTYT NPOXOAUTb
KaK Ha 6yayLLeM WK HacTosLEM MecTe PaboThl,
TaK ¥ Ha APYruX NPEeAnpUATUAX KOMNaHWUM.

BHELUHEE OBY4EHUE

KoMnaHuK, y KOTOpbIX HET CBOMX YYEOHbIX LIEH-
TPOB KU, COOTBETCTBEHHO, WTATHbLIX NMpenojaBa-
Tenen u TpeHepoB, 3aK/yalT AorosBopa Ha
06y4yeHne paboTHUKOB CO crneLuanu3npoBaH-
HbIMW Y4E€6HbLIMKU LIEHTPaMWU U TPEHWUHIOBbLIMU
KOMNaHUAMMU, npurnaliatoT cneunanncToB anga
NPOBeAEHNS 3aHATUI Ha NpeanpuUATUSX.
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now in place for new staff, who complete
adaptation courses to familiarise themselves
with the company, its products, production
technologies, etc. Apprenticeships and work
placements can be undertaken both at one's
present/future workplace or in other enter-
prises belonging to the company.

OFF-SITE TRAINING

In order to train their staff, companies that
lack a training centre and in-house teachers
and trainers that go with it, conclude contracts
with specialised training centres and compa-
nies or bring in external specialists to teach
on-site.

Buabl 06yyeHus
no cogepkaHuio o6pa3oBaHus:
o6lLyeobpa3oBaTe/ibHble KypChl;
obs3artesibHoe obydyeHue (TexHuka besonac-
HoCTH, aTrectayms np.);
® oTpacsieBble KypcChl (CBfi3aHHbIE C TEXHOJI0-
rves npoussojcTsBa nuea);
pa3BUTHE CUCTEM YNPaBIEHUs U NPOJAXK;
Kypcbl 47151 QUHAHCOBBIX, IOPUANYECKUX U APY-
rux cnyxeo;
e o6y4yeHue npPon3BOACTBEHHbIM creyunalib-
HOCTAM.

BHelwHee o6yyeHne npeanonaraet aAMb6o npo-
XOXAEHWE KPaTKOCPOUHbIX KypcoB (4o 3—4 me-
cALEeB) B MMeloLLMXCS B ropoje o6pa3oBaTesib-
HbIX OpraHu3auusx, nun6o oby4yeHue no
MOJSIHbIM MPOrpamMmmMaM BbICILIEr0 WK crnelua-
NM3MpPOBaHHOro 06pa3oBaHus (06y4yeHHe B BY-
3ax, acnupaHType, o6Gpas3oBaTesibHble MNpo-
rpaMmbl Ha MoOJlyYeHUE CTEMEHM, Hanpumep
MacTtep 1enoBoro agMMHUCTPUPOBAHUS).

Yaule Bcero obyyeHne npoxoasart B nNpodusib-
HblX By3ax B Poccuu, nuiub gecsitas yacTb
KOMMaHWN npeaocTaBAseT BO3MOMXHOCTb
NpPoWTK 06y4YeHUe 3a pybexom (3To, Kak npa-
BW/O, KPYyMHble KoMnaHuu). bonee pacnpo-
CTpaHeHo o6y4yeHWe 3a pyGexxoMm B oTpache-
BbIX MHCTUTYTax, TakKux KaK: CKaHAWHaBCKas
WwKona nuBoBapeHunsa (daHus), CkaHauHaB-
CKMIW NMBOBapEHHbIN KoHcanTuHr (LUBeuwus),
YHuBepcuteT XenHekeH (lonnaHaus), Hemeu-
KU MHCTUTYT nuBoBapeHus VLB (fepmaHus),
BcemupHas akagemuns nuBoBaperus (CLUA),
MHCTUTYT nuBoBapeHus B BaKleHwTedaHe
(fepmanus), MHeTuTyT NnuBoBapeHus IBD (An-
rnus). Takas BO3MOXHOCTb NpegocTaBnsercs
B 30% KomMnaHuWi, NnpaBAa B OCHOBHOM TOXe
KPYMHbIX (M. Unn. 13-14).
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PRIORITY SOCIAL POLICIES
OF BREWING INDUSTRY

Types of trainings:

e General educational courses;

e Compulsory training (labour safety drills,
certification etc);

¢ Industry courses (related to the technology
of beer production);

e Management and sales systems develop-
ment;

e Courses for Financial, Legal, other depart-
ments;

¢ Training in production specialties.

Off-site training can mean either short courses
of up to 3-4 months in atown's training organ-
isations or a full programme of study at a uni-
versity or specialised institute (undergraduate
courses, postgraduate study, study for such
qualifications as a Master of Business
Administration).

Most often, this type of training is received
at specialised universities in Russia, with
only one in ten companies offering the
chance to study abroad (and they are, as a
rule, large companies). Study at specialised
industry schools abroad is more widespread.
These include: The Scandinavian School
of Brewing (Denmark), Scandinavian
Brewing Consulting (Sweden), The Heineken
University (Netherlands), The Research and
Teaching Institute for Brewing in Berlin (VLB,
Germany), The World Brewing Academy
(USA), The Weinstephan Institute (Germany),
and The Institute of Brewing & Distilling
(UK). 30% of companies offer the chance
to do this, primarily large companies
(see Fig. 13-14).
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Higher education abroad
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PRIORITY SOCIAL POLICIES
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CTpyKTypa HauGosnee pacnpocTpaHeHHbIX BUAOB 0Gy4eHUsl B 3aBUCUMOCTH OT pa3mepa KomnaHuu/
Distribution of the most common training packages by company size

BHyTprKoprnopaT1BHbie NporpamMmbl/
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PRIORITY SOCIAL POLICIES
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O6yyeHune B By3ax Poccuun/ Buabl BHyTpUPUPMEHHOI0 0Gy4eHUs/
Higher education in Russia Types of internal education
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NOAAEPHHKA NMPOEKTOB
B OBJIACTU OBPA3SOBAHUA
N TOBbLILWEHNA YPOBHA
340POBbA HACEJIEHNA

SUPPORT TO PROJECTS
IMPROVING EDUCATION

AND THE NATION'S HEALTH

B TeyeHne MHOTMX NeT NMMBOBapeHHbIe KomMa-
HWUK pa3pabaTbiBaloT NpaBuna B3anMOOTHOLLE-
HWI C KUTENAMMU TEPPUTOPUI, NPOABIIAA FOTOB-
HOCTb paboTaTh 3a BOPOTamW CBOWMX 3aBOOB,
MOBbILATbL KAa4€CTBO MM3HU 1 NPU HEOBXOAUMO-
CTV HaXOAWTb PeLEHNE BOSHUKAIOLMX MPOBIIEM.

NOoAAEPHKA CUCTEMBI
OBPA3SOBAHNA

MpaKTnyeckn Bce KOMMNaHWW OTpaciu B Tow
WM MHOM Mepe OKa3blBatloT NOAAEPHKKY CUCTE-
M€ CPEAHEro U BbICLLIErO 06pa30BaHUS, YTO AB-
NAETCS NPOSIBNEHNEM CIOXKMBLIMXCS AeCATUNE-
TUSMU TpaauLmn wedcTea.

B 2005 rogy o6buune 3atpatbl NMBOBaPEHHBIX
KOMMaHuii Ha nojAepKy obpa3oBaTesibHbIX
yupexaeHuii (cpean KoTopbix — 6onee 60 geT-
CKMX CafoB, LUKOJI, TEXHUKYMOB U BY30B) U APY-
rme npoeKTbl B 3TOH 061acTu npeB3OoLn
45 MAH. py6., 4To cocTtasnsier 0,6% ot pacxo-
JoB ¢egepanbHoro 6lopxera, NPeaycMoTpeH-
HbIX Ha o6pa3oBaHHe.,

®duHaHCUPOBaHWe MoMy4aloT OpraHbl ynpasJie-
HWS 0BPa30BaHMEM B TEX CNy4Yasix, Koraa B MecT-
HbIX BIO[PKETaX HE [AOCTAaTOYHO CPEACTB ANS Mo-
KPbITUS PacxofoB Ha o6pa3oBaHue. AgpecHast

For many years brewing companies have been
working on ways to co-operate with the local
community, and have shown their willingness
to work beyond the factory gates, improving
quality of life and solving problems where nec-
essary.

SUPPORT FOR EDUCATION

Almost all companies in the industry sup-
port the system of secondary and higher
education — a phenomenon that has arisen
through decades of patronage tradition.

In 2005 brewing companies spent over
RUR45 million on supporting educational insti-
tutes (including over 60 kindergartens,
schools, technical colleges and universities)
and other related projects. This is equal to
0.6% of the federal government's spending on
education.

Where local budgets cannot cover expendi-
ture on education, companies have provided
educational bodies with financial assis-
tance. Support has been provided in the
form of bursaries, awards and gifts for
school-leavers, graduates, post-graduates




NMOAAEPHKA NMPOEKTOB B OBJIACTU OBEPA30OBAHUA
M NMOBbILWWEHNA YPOBHA 30POBbA HACEJIEHNA

NoAAEPKKa B BUAE UMEHHbIX CTUNEHAMM, MOOLL-
PEHUI, MOAAPKOB ajpecyeTcsl BbIMYyCKHUKaM
KON, CTyAeHTaM, acnupaHTam, COTPYyAHWUKaM
y4ebHbIX 3aBefeHWn. KomnaHuu yyacTBylOT B
NPOBEAEHNN KOHKYPCOB M BbICTaBOK Mpodeccuo-
Ha/lbHOro MacTepCcTBa M TBOPHECKMX KOHKYPCOB.

NOAAEP}KA
OBPA30BATE/IbHbIX YY4PEXXJEHUN

TaKoro posa NpoeKTbl NPOBOASATCS Ha NOCTOSAH-
HOM OCHOBE Ansl cpeaHux WwKon — B 2005 roay
Ha 1 KoMnaHuio Npuwaock oT 1 Ao 9 noawed-
HblX 3aBefeH1I. HYallle BCero npeanpuaTms no-
MOratloT MOKynaTb KOMMbIOTEPHYID TEXHWKY,
onjaynBaloT PEMOHT MOMELLEHWUIA W MOKYMKY
y4ye6HOM mebenun u matepmnanoB, GUHaHCUPYIOT
Noe3[KMN LIKOJIbHWUKOB C Mo3HaBaTeNbHON Lie-
nbto. MiHorga cpefctBa BblAENSAOTCS Ha NpUo-
GpeTeHue cneuunanbHblX y4eGHbIX CPEACTB A4S
[eTen ¢ 0cobbiMM NOTPEOHOCTAMM.

Moaaep»Ka BbICLINX YHEBHbIX 3aBEAEHMI BKIIO-
YaeT BblAeNeHne CpeacTB A1 peMoHTa Nnomelle-
HUA 1 NPUOBPETEHNA y4eBGHOro 060PYAOBaHMS,
NMOMOlLb B OpraHvM3aLmnmn pasnnyHbIX Meponpus-
™MW v ap. JonrocpoyHble NapTHEPCKMUE OTHOLLE-
HWS C BY3aMM MOMOratT pa3BMBaTb COAEPIKa-
H1e 06y4eHus No NPOGUNbHLIM AUCLMNIMHAM B
COOTBETCTBUM C COBPEMEHHbIMU MNpodeccHo-
Ha/lbHbIMKW TPEBGOBaAHUSAMKW OTPACIIM.

B oTgenbHbIX cnydasix NMMBOBaApEHHbIEe Komna-
HUW BbICTYNaloT COOPraHM3aTopamMu YHWKasb-
HblX 06pa3oBaTesbHbIX MPOEKTOB U MEPOoNpms-
TUI, TAKUX KaK MEXyHapOaHble KOHIrpecchl No
cneundunyeckon npobrnematuke (B obnactu
31paBOOXPaAHEHUS, KY/IbLTYPHOrO MEHEOMEH-
Ta UM ynpaeneHusa 6usHecom) (cm. Mnn. 15).
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and the staff of educational institutes.
Companies take part in organising profes-
sional competitions and exhibitions, as well
as creative contests.

SUPPORTING
EDUCATIONAL INSTITUTES

These ongoing projects are intended for sec-
ondary schools. In 2005 companies spon-
sored between one and nine schools each.
More often, enterprises help buy computer
equipment, repair buildings, buy school furni-
ture and learning materials, and finance edu-
cational trips for pupils. Sometimes funds are
used to acquire special learning materials for
children with special needs.

Support given to higher educational insti-
tutes includes funds for building repairs and
teaching equipment, and help with event
organisation, etc. Long-term partnership pro-
grammes with universities include initiatives
to develop syllabuses in industry-related dis-
ciplines to meet the industry's current pro-
fessional needs.

In certain cases brewing companies co-
organise unique educational projects and
events, such as international congresses on
specific problems (in healthcare, cultural
management or business management).
(See Fig.15).

SUPPORT TO PROJECTS IMPROVING
EDUCATION AND THE NATION'S HEALTH

OcHOBHbIe BUAbl NOAAEPKKU B 061aCTU Pa3BUTUS CUCTEMbI 06pa3oBaHusl/

Main contributions to education

Buabl nogaepxku/
Contribution

PeMoHT o6pa3oBaTenbHbIX YYpexaeHun/
Repair of educational institutes

OcHalueHue yuypexaeHui ob6pasoBaTtesibHbIMW MOCOOGUSMU, KOMMblOTEPAMU U Ap./

Provision of learning materials, computers etc.

MeponpusaTus 1 NpoeKTbl (padHble)/
(Various) events and projects

Moe3akun 1 pa3suBaloLLMe BUAbI Jocyra/
Day trips and educational leisure

Mprmep U3 NpakTUKKM KPYNHOM KOMMNaHUu
B Poccun Bnepsble uU3gaHo rnocobue rno
MEXKY/IbTYPHOMY MEHEAXMEHTY ANl HOBOIoO
MOKOJIEHNUSI POCCUIICKUX MEHEAKEPOB, KOTO-
pbIM NpeacTouT paboTtaTb B yCA0BUAX rnoba-
JIU3aLnn.

Poccusi ctaHOBUTCSI MECTOM 3KOHOMMYECKOIO
B3anMMogeNncTBUS KPYrHbIX 3apybexHbIX Kop-
rnopaunii U POCCUICKUX KOMMaHWi, KoTopble
3auHTepecoBaHbl B PYKOBOAUTE/SIX, KOTOpble
JIerKo MOIyT ajanTupoBaThbCsl K Ky/bTYPHOMY
OKPYKEHMIO APYroi CTpaHbl UJIU APYroi Haluno-
HaJ/IbHOH KynbTypbl.

[MpoeKT BHOCHT BK1aA B GpopMHUpoBaHUe aK-
Tya/lbHbIX HanpaB/ieHWi  NOAroTOBKHM crieLua-
JINCTOB.
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Hons komnaHuu, %/
% of companies

62%

43%

15%

11%

Policy in practice at a major company
For the first time ever learning materials on
inter-cultural management have been pub-
lished for the new generation of Russian man-
agers, who are to operate in a globalised
industry.

Russia is becoming a venue for economic part-
nership between major foreign corporations
and Russian companies, who are interested in
managers with the ability to adapt easily to for-
eign cultural and national surroundings.

This project is one of the latest trends in train-
ing specialist staff.

Wnn. 15/Fig. 15



NMOAAEPHKA NMPOEKTOB B OBJIACTU OBEPA30OBAHUA
M NMOBbILWWEHNA YPOBHA 30POBbA HACEJIEHNA

MPOIrPAMMBI 1 MEPOTTPUATNA,
CMOCOBCTBYOLWHNE
030POBJIEHMKO HACEJIEHUA

Mponarana 310poBOro 06pasa KMU3HU SBSETCS
06513aTeNbHbIM 3/1IEMEHTOM KOHLIEMNLMM COLMaSb-
HOW OTBETCTBEHHOCTH, NMPUHATOM B 60/bLUMHCTBE
KOMMaHW MMBOBaPEHHON oTpac/iu. B HEKOTOPbIX
KOMMaHUAX chopMUMPOBaHbI creLuanbHble Kop-
nopaTvBHbIE MPOrpaMMbl Ha 3Ty TeMy, Apyrue
NPOBOAAT OTAENbHbIE aKLIMKU, CMOCOGCTBYOLINE
MOBbILLEHWIO YPOBHS 340POBbS rpakiaH.

CyMMapHble 3aTpatbl KOMNaHWi Ha Meponpusi-
TUS1 U MIPOEKTBI, CBSA3aHHbIE C yNy4lUEHUEM 340-
poBbsi HaceneHus, B 2005 rogy cocraBuau no-
psigka 96 MAH. py6.’° (3TOT noKasaTesb He
BK/lO4aeT 06beM CMOHCOPCKUX CPEACTB, Ha-
rpaB/ieHHbIX Ha MOAAEPHKKY MeponpuaTUii U
KoMaHg npogeccuoHaibHOro criopra).

TpagMLMOHHO KOMMaHUW NMUBOBAPEHHOM OTpa-
CIM OKasblBaloT MOAAEPIKKY MOMMKIMHUKAM,
60/bHULAM, MEOULUHCKUM LIeHTpaM, cTaH-
LiMSM CKOPOW MOMOLLM, JoMaM pebeHKa 1 Apy-
TUM YYPEXIAEHUAM, @ TAKKE HEKOMMEPYECKUM
opraH13aLmsaM, KOTopble MOMOraloT JIOAAM C
onpeaeneHHbIMK 3a60/1eBaHUAMM.

Mprmep 13 NpaKkTUKKU KPYNHON KOMMNaHWU
KomnaHus paspaborana 671aroTBOpUTE/IbHYIO
nporpamMy, aapecoBaHHyl0 coUnasbHbIM
YupexxgeHusamM ropoja. lepBbiM Lwarom B peasiu-
3auun nporpamMmbl cTana 3aKyrnka 1 yCTaHOBKa
MeAULMHCKNX annapaTtoB B ¢puUsnoTeparneBTnye-
CKUI KabUHET ofHoro M3 ydpexzaeHuii. [lpo-

20 31a UMPpPa MOXKET GbiTb He TOYHA, ee HeOBXOAMMO
MpPOBEPUTE.
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PROGRAMMES AND EVENTS
TO IMPROVE
THE NATION'S HEALTH

The promotion of a healthy lifestyle is a com-
pulsory element in the concept of social
responsibility of the majority of brewing
companies. Several companies have their
own special corporate programmes operat-
ing along these lines, while others organise
separate campaigns to improve the health
of the nation.

In 2005 companies spent approximately
RUR 96 million on projects and events to
improve the health of the nation?° (this figure
does not include sponsorship money used to
support events and professional sporting
teams).

Traditionally, brewing companies support poly-
clinics, hospitals, medical centres, A&E
departments, children's homes, as well as
other institutes and non-commercial organi-
sations which help people with specific ill-
nesses.

Policy in practice at a large company
One company has developed a charity pro-
gramme to aid its town's social services. Step
one in realising the programme was to pur-
chase and install medical equipment at a phys-
iotherapy unit at one of the hospitals. The pro-
gramme will operate over several years, and

20 This figure might not be exact — needs to be
checked

rpamMmMa paccyntaHa Ha HeCKOJIbKO JieT, 3a 3TO
BpeMs r1iaHnpyetTcs 3aKyrnntb MegUuLIMHCKOoe
ob6opyaoBaHue [U1s1 OCTalbHbIX Y4PEIAEHNU.

Pa3BuTME MaccoBoro criopra B nocieaHee Bpe-
M$ CTAHOBUTCS OHUM U3 Hanbonee aKTyanbHbIX
MEXaHW3MOB MPOABWMKEHWNS 3[0POBOro 06pasa
YM3HW. TMBOBapEHHbIE KOMMaHUW NMOAAEPIKNBa-
10T 3Ty TEHAEHLMIO, MOMOras pa3BUBaTbCs J06U-
TENbCKUM KOMaHaaM: G1HaHCUPYETCS COOPYKe-
HWE CMOPTUBHbLIX MIOWAA0K M MpoBeaeHue
FOPOACKMUX CMIOPTMBHBIX NMPa3aHNKOB. Lienbii psaa
KOMMaHWM OpraHu3yloT crieuuasbHble akuuK B
[HW ropofa WK akTMBHO Y4acTBYIOT B Nporpam-
Me MyHULIMNaNbHbIX NPasgHUKOB.

B ceHTa6pe 2004 ropa B Poccum 6bian NpUHS-
Tbl PEKNaMHble OrpaHU4YeHWs, CYLIECTBEHHO
orpaHu4MBatoLLIMe BO3MOXKHOCTH CMOHCOPCTBA
NS MMBOBAPEHHbIX KOMMNAHWI, 4TO CTano npu-
YMHOW 3HAYWUTENLHOrO COKpalleHWss o6GbemMa
CMOHCOPCKON MOAAEePKKM MMK npodeccuo-
Ha/IbHOro M MaccoBOro crnopTa.
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within this time plans have been made to pur-
chase equipment for the remaining medical
centres in the area.

In recent times, promoting widespread engage-
ment in sport has started to become one of the
most popular mechanisms for encouraging a
healthy lifestyle. Brewing companies support
this trend. They help amateur teams by financ-
ing the construction of sports grounds, as well
as contributing towards the organisation of
local sporting festivals. In particular, a number
of companies organise special events to coin-
cide with city celebrations and play an active
role in municipal events.

September 2004 saw the introduction of
advertising restrictions in Russia which signif-
icantly reduced sponsorship opportunities for
brewing companies, and subsequently led to a
dramatic decrease in the amount of sponsor-
ship from the industry for professional and
amateur sport.
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NMOAAEPHKA NMPOEKTOB B OBJIACTU OBEPA30OBAHUA
M MOBbILWEHNA YPOBHA 310POBbA HACEJIEHUA

OcHOBHbIE BUAAbl NOAAEPKKU CUCTEMbBI 3PaBOOXPaHEeHUs/
Main contributions to healthcare

[ona KomnaHuun, %/
% of companies

Buabl nogaepixku/
Contribution

OcHalueHve 060pyaoBaHMEM Nle4ebHbIX YYperKaeHuin/

0,
Repair of educational institutes S0

Ocobble cnyyan (CpoyHble onepauun u T.4.)/

- ; ; 19%
Provision of learning materials, computers etc.

Mpodunaktuka 3aboneBaHuin/

[v)
(Various) events and projects el

lpoBeaexne nccnefosaHuin/

; : : 7%
Day trips and educational leisure

OCHOBHbIE BUAbI NOAAEPKKHU criopTa/
Main sporting contributions

|
[ona KomnaHuun, %/
% of companies

Buabl nopaepxku/
Contribution

CnopTuBHbIE COOPYXEHUS/

0,
Sports facilities 29%

JliobuTenbCcKum cnopt/

o)
Amateur sport 2

Mprmep 13 NpakTUKKM Manon KoMnaHum
ExxerogHo npoBogutcsi nonymapadoH, KoTo-
bblii 3aHOCUTCSA B Ka/leHAapHbIN naaH criopTuB-
HbIX MEPOMNPUATUIT 061aCTU U BXOAWT B epByio
[ECATKY B peiTUHre poccuicKmnx npoberos.

B 2005 rogy ato meponpusiTue cobpano 6osiee
450 y4yacTHUKOB U3 pasHbIXx ropogoB Poccuu,
GNIUXKHEro 3apybexbsi. AKTUBHOE y4acTue npu-
HsM B 3abere paboTHUKU 3aBoja, LUKObHUKU
U cTygeHTsl ropoga. lobegutenn n rnpusepsl

Policy in practice at a small company
Every year a half marathon is held. This event is
an established part of the region's sporting
calendar and features in the top-ten list of
Russian races.

In 2005 over 450 people from various
towns all over Russi and the CIS countries
took part in the event. These included
employees of the factory, as well as the
town's school and university students. The
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Mosly4nIN feHEXKHbIE NPU3bl, TaMsITHbIEe nojap-
Ku u cyBenupebl. Llenb, npecnegyemas npose-
JAeHnem npobera, — nomnynspu3ayuns 340poBo-
ro obpasa »H3HU (0cO6EHHO cpean MOJI040ro
HacesieHns ropoja).

SUPPORT TO PROJECTS IMPROVING
EDUCATION AND THE NATION'S HEALTH

winners and runners-up claimed cash
prizes, trophies and souvenirs. The aim of
the race is to promote a healthy lifestyle,
especially among the town's youth.
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[MOJTYHEHHbIE HAT'PAbI

MMBOBapeHHblE KOMMaHWW TpPaAMULMOHHO
NnoNb3yloTCA YBaXKEHWEM W MPU3HAHMEM CO
CTOPOHbI 06LECTBEHHOCTH, NPodeccuoHanb-
HbIX accolMaLnin U OpraHoOB rocyaapCTBEH-
HOM BnacTu. 3a npoleaLlwmnin rog oHn 6biIn Ha-
rpaxkgeHbl rpamoTamMu agMUHWUCTpaAUUA W

3aKoHoAaTeNbHbIX CO6GPaHUA, AMNIOMaMu
npodeccnoHanbHbiX U OGU3HEC-accoLMnalmm,
6narolapHoOCTAMW TOCYyJapCTBEHHbIX, MPOd-
COI03HbIX M OGLWECTBEHHbIX OpraHuM3auui,
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AWARDS

Brewing companies traditionally enjoy the
recognition and respect of professional
associations, government bodies and the
public. Within the last year they have been
granted certificates from administrations
and legislative assemblies, awards from pro-
fessional and business associations,
acknowledgement from government bodies,
trade unions and social organisations,
medals and orders from professional forums




MOJTYHEHHBIE HATPAAbI

MeaansaMu 1M opeHaMu npodeccroHa bHbIX
dopymMOB W 6GnaroTBOpuUTENbHbIX GOHAOB,
npu3amu GM3HEC-KOHKYPCOB.

Bonblias YacTb KOMNaHWM UMeET Harpa/bl Kak
3a JOCTUXEHUS B GU3Hece (OblIM OTMEYEHbI
BblCOKasi 3apbEKTUBHOCTb NPOU3BOACTBA, Bbli-
COKO€E KayecTBO NPOAyKLMK, 3aMETHbIN BKaj
B pa3BUTME OTPaC/u, NyylluMe HanoronnaTenb-
WMKM W Ap.), TaK W 3a coLmanbHble MHULMATK-
Bbl: MOAAEPKKY AETCKMUX YYpPEXAEHUN, o6lle-
CTBEHHbIX OpraHM3aLmii, NoMollb UHBaNMAaAM,
MOMMWbIM NOASM, NOAAEPHKKY TBOPHECKUX KOH-
KYypCoOB, MonoAexHbIX dectuBanen, 6narotso-
PUTENBHOCTb M MELIEHATCTBO.

Bknaa nuBoBapeHHbIX KOMMNaHWM B pas3Bu-
TUE 3KOHOMMWYECKOM, COLMANbHO-KYyNbTyp-
HOM cdep Hawero obuiecTBa, OTMEYEHHbIN
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and charity funds, as well as prizes from
business competitions.

Most companies have been awarded both
for achievements in business (high efficien-
¢y in production, high product quality, great
contribution to the development of the
industry, best taxpayers, etc.), and for social
initiatives, i.e. supporting children's institu-
tions, social organisations, helping the dis-
abled, assisting the elderly, supporting cre-
ative contests, youth festivals, charity and
philanthropy.

The brewing industry's contribution to devel-
opments in our economy, society and culture
has received recognition through government,
industry and public awards, and it not only
bespeaks the achievements of individual

AWARDS

Harpappbl, nony4eHHble NMBOBapeHHbIMU KoMnaHusimu B 2005 roay/

Awards given to companies in 2005

14%

37%

roCyAapCTBEHHbIMM, OTpacneBbiMKU M 06lLe-
CTBEHHbIMW Harpagamu, roBOpuT He TOJbKO
06 YHUKaNbHbIX JOCTOMHCTBAX TOr0 WK UHO-
ro NPeanpUsATUS AW XONAWHIa, HO U Noayep-
KMBaeT 3HaYMMOCTb B LENIOM OTpaciu, ee
Hepas3pbIBHYIO CBA3b C KOYEBbIMM acneKkra-
MW XM3HU Poccun (cM. Unn. 18).
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Harpapbl pegepanbHbiX, permoHanbHbIX
1 MECTHbIX OPraHoB BlacTu

Prizes from federal, regional

and local authorities

Harpapbl 06WeCcTBEHHbIX,

[ | MYHULMNaNbHbIX OpraHU3aumin
¥ 6naroTBopuUTeNbHbIX GOHL0B
Prizes from public and municipal
organizations and charity funds

- Harpapbl 6u3Hec-accoumnaumi
Awards from business associations

enterprises, but also highlights the signifi-
cance of the industry in general, its insepara-
ble link with the key aspects of Russian life.
(see Fig.18).

Wnn. 18/Fig. 18



YHACTHUKH

COLUMAJIBHOIO OTHETA

OAO «Amyp-l1Bo».
[opa o6pasoBaHms — 1960

MponsBoacTBEHHAA MOLWHOCTb — 10 MAH. aan.

OCHOBHbIe 6paHabl — «Tpy measeas», «[MNT»,
«3onotoe MNuBo», <Amyp MNnBo», «JJoKkTop An-
3enb», JKUryneBcKoe»

Aapec: 680006 r. XabapoBcK, nep. MHaycTpu-
anbHbIK, A. 1

CTpaHuua B MIHTepHETE — www.amurbeer.com

OAO «APKTHUKMNUBO».
[og o6pasoBaHng — 1952

Mpon3BoacTBEHHAS MOLLHOCTL — 1,6 MAH. Aan.

OCHOBHble 6p3aHAbl — «KnaccuyecKkoe»,
«bopenr, «llomopckoe», «Konyc», «[pymaHT»,
«KonbcKoe», «3010T0€», «AAHTapHOE»

Agpec: 184360 MypmaHcKas 06n., . Kona,
yn. 3aBoAcKas, 4. 1-a

OAO «lMlMBoBapeHHas KomnaHus «<bantukan.
[oa o6pasoBaHmsa — 1990

Mpoun3BoacTBEHHAs MOLWHOCTb — 240 MAH. Aan.

OCHOBHble 6p3HAbl — «bantuka», «<ApceHanb-
Hoe», «Carlsberg», «Foster's», «[apHac»,
«MepoBoe», «[JoH», «Camapa», «[1B», «J/IeHWH-
rpaackoe», YKuryneBckoe.

Agpec: 194292 r. CaHKT-leTepbypr, 6- Bepx-

HWW nep., 4. 3
CtpaHuua B MIHTepHeTe — www.baltika.ru
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0JSC Amur-Pivo

Founded: 1960

Production capability: 10 million decalitres.
Main brands: Tri Medvedya, PIT, Zolotoye
Pivo, Amur Pivo, Doktor Dizel, Zhigulevskoye
Address: 1 Industrialny Side-St., Khabarovsk,
680006

Website: www.amurbeer.com

0JSC Arktikpivo

Founded: 1952.

Production capability: 1.6 million decalitres.
Main brands: Klassicheskoye, Borei,
Primorskoye, Kolus, Grumant, Kolskoye,
Zolotoye, Yantarnoye

Address: 1a Zavodskaya St., Kola, Murmansk
Region, 184360

0JSC Baltika Brewery

Founded: 1990.

Production capability: 240 million decalitres.
Main brands: Baltika, Arsenalnoye, Carlsberg,
Foster's, Parnas, Medovoye, Don, Samara,
DV, Leningradskoye, Zhigulevskoye

Address: 3 6th Verkhy Side-St.,

St Petersburg, 194292

Website: www.baltika.ru



YYACTHUKW COLMATIBHOTO OTHETA

000 «bapHaynbCKuii NMBOBapPEHHbLIN 3aBOS.
[op o6pasoBaHus — 1882
Mpon3BoacTBEHHAs MOLHOCTb — 7 MJIH. Aan.
OCHOBHble 6paHabl — «Kurynesckoe»,
«bapHaynbcKkoe», «3natoropbe», «<BopcuH»
Anpec: 656922 Antarickui KpaWn, r. bapHayn,
yn. TpaktoBas, 4. 35

OAO «byKeT HyBaluuu».

[op o6pasoBaHus — 1974
MNpons3BoAcTBEHHAs MOWHOCTL — 4 MJIH. gan.
OcHoBHble 6paHabl — «[TeHHas Konnekuus»,
«BbykeT HyBalumnm».

Anpec: 428000 Yygallckasa Pecnybnuka,

r. YHe6oKcapbl, np. ConaHoe, 7

CrpaHuua B MHTepHeTe — www.buketbeer.ru

OAO «bynrapnuson.

[op o6pasoBaHus — 1981
Mpona3BoacTBEHHAs MOLHOCTb — 7 MJIH. Aan.
OCHOBHble 6pP3aHAbl — «HeNHUHCKOE MWEHNY-
Hoe», «4efIHUHCKoe», «MceTcKkoer», GKurynes-
cKoe», «Bo! bpat, «Lagrand»

Anpec: 423810 Pecny6nvka TatapcTaH,

r. Ha6epexHble YenHbl, Npom3oHa A-2
CrpaHuua B MHTepHeTe — www.bulgarpivo.ru

OAO «Buaum.

[op o6pasoBaHus — 1949

Mpon3BoacTBEHHAs MOLHOCTb — 2 MJIH. Aan.
OCHOBHble 6p3aHabl — «BUanT», «PedneKer,
MUWH. Boda «Hagewnaa», «ByTypanHCKUIA POAHWUK»
Anpec: 442530 lNeH3eHcKas 061., . Ky3Heuk,
yn. OpaXOHWKMA3E, 4. 92
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LLC Barnaulsky Brewery

Founded: 1882

Production capability: 7 million decalitres.
Main brands: Zhigulevskoye, Barnaulskoye,
Zlatogorye, Borsin

Address: 35 Traktovaya St., Barnaul, Altai
Territory, 656922

0JSC Buket Chuvashii

Founded: 1974

Production capability: 4 million decalitres
Main Brands: Pennaya Kollektsia, Buket
Chuvashii

Address: 7 Solianoye Side-St., Cheboksary,
Chuvash Republic, 428000

Website: www.buketbeer.ru

0JSC Bulgarpivo

Founded: 1981.

Production capability: 7 million decalitres.
Main brands: Chelninskoye Pshenichnoye,
Chelninskoye, Isetskoye, Zhigulevskoye, Vo!
Brat, Largrand

Address: A-2 Promzona, Naberezhnie Chelny,
Republic of Tatarstan, 423810

Website: www.bulgarpivo.ru

0JSC Vizit

Founded: 1949.

Production capability: 2 million decalitres.
Main brands: Vizit, Refleks; mineral water —
Nadezhda , Buturlinsky Rodnik

Address: 92 Ordzhonikidze St., Kuznetsk,
Penza Region, 442530

3A0 «BonynMxuHCKKI NnuB3aBoay».

[opg o6pasoBaHusa — 1932

MpounsBoacTBEHHAs MOLWHOCTb — 0,6 MAH. Aan.
OCHOBHble 6p3HAbl — «BOAYUXMHCKOE», MUH.
Boaa «KacmanuHckas»

Anpec: 658932, AnTanckui Kpa#, c. Bonunxa,
nep. KanvHuHa, 26

OAO «BsiTnu».

[op o6pasoBaHusa — 1903

Mpoun3BoacTBEHHAA MOLWHOCTb — 2,2 MJIH. Aan.
OCHOBHble 6p3aHabl — «BATCKoe», «BATHY»,
«Kapn OtTo WHenaep».

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

000 {"'amMb6puHyCb».

[op o6pasoBaHusa — 1972

MpounsBoacTBEHHAsA MOLWHOCTb — 1,6 MH. Aan.
OCHOBHbIe 6p3aHabl — «[aMBPUHYC», «[loTanbly»,
«eBckoer, <AdppoauTa», «<boagpoe», «<bpaBoe»,
«<Kurynesckoe»

Anpec: 426053 YamypTus, r. Mkesck, yn. Ca-
ntoToBCcKasa, 77

000 «3aypanbCKUe HanUTKU»,

[og o6pasoBaHusa — 1913

MpounsBoacTBEHHAsA MOLWHOCTb — 1,2 MH. Aan.
OcHoBHble 6paHabl — «KypraHcKoe», «3H»,

MUWH. BoJa «CBexecCTb», «KypraHcKkas»

Agpec: 640020 r. KypraH, yn. M. l[opbkoro, 4. 3
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CJSC Volchikhinsky Pivzavod

Founded: 1932

Production capability: 0.6 million decalitres
Main brands: mineral water — Volchikhinskoye,
Kasmalinskaya

Address: 26 Kalinin Side-St., Volchikha, Altai
Territory, 658932

0JSC Vyatich

Founded: 1903

Production capability: 2.2 million decalitres.
Main brands: Vyatskoye, Vyatich, Carl Otto
Schneider

Address: 63 Blyukhera St., Kirov, 610027

LLC Gambrinus

Founded: 1972.

Production capability: 1.6 million decalitres
Main brands: Gambrinus, Potapych,
Izhevskoye, Afrodita, Bodroye, Bravoye,
Zhigulevskoye

Address: LLC Gambrinus, 77 Salyutovskaya St.,
Izhevsk, Udmurtia, 426053

LLC Zauralskiye Napitki

Founded: 1913

Production capability: 1.2 million decalitres.
Main brands: Kurganskoye, ZN; mineral water —
Svezhest, Kurganskaya

Address: 3 M.Gorky St., Kurgan, 640020



YYACTHUKW COLMATIBHOTO OTHETA

000 «KanyxkcKasi nMBoBapeHHas KOMMaHUs».
[op o6pasoBaHus — 1998

Mpon3BoacTBEHHAsA MOLWHOCTb — 48 MAH. Aan.

OcHoBHble 6paHabl — «3on0Tasa boykar, «Tpu
BoraTtbips», «Pilsner Urquel», «Miller Genuine
Draft», «Velkopopovicky Kozel», «<Holsten»,
«Redd's».

Anpec: 248009 r. Kanyra, IpabueBckoe
woccee, a. 71;

Crpanuupl B MHTepHeTe — www.kalugabrewery.ru

0OAO «KaMbILHUHNHLLENPOM»,
[op o6pasoBaHus — 1861

MpounsBoacTBEHHass MOWHOCTb — 0,4 MAH. aan.

OcHOBHOM 6p3HA: «KaMblWKWHCKOE»
Anpec: 403882, Bonrorpaackas 061., . Ka-
MbILWKH, yN. CoBeTcKas, 27

3A0 «[luBoBapeHHblit 3aB0S, JIbICKOBCKUI»,
[op o6pasoBaHus — 1860
Mpon3BoacTBEHHAs MOLHOCTb — 1 MJIH. Aan.
OCcHOBHOM 6p3HA — «MaKapuitr.

Anpec: 606210, Huxkeropogackas o61., r. Jlbl-
CKOBO, yNn. MunuypuHa, a. 25

3A0 «MOCKOBCKHi1 NUBO-6€3a/IKOr0JIbHbINA
KOMGUHAT «O4aKoBO».

[op o6pasoBaHus — 1978

Mpon3BoAcTBEHHAs MOLHOCTb — 147 MAH. gan.
OCHOBHble 6p3HAbl — «O4aKoBO», «AYMEHHbIN
Konoc», Kuryneeckoe», «[IpUBOIKCKOE»,
«Altstein».

Agpec: 121471 r. MockBa, yn. Pa6uHoBas, 4. 44
CTpaHuua B MHTEepHeTe — www.ochakovo.ru
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LLC Kaluzhskaya Pivovarnaya Kompaniya
Founded: 1998

Production capability: 48 million decalitres.
Main brands: Zolotaya Bochka, Tri Bogatyrya,
Pilsner Urquel, Miller Genuine Draft,
Velkopopovicky Kozel, Holsten, Redd's.
Address: 71 Grabtsevskoye Avenue, Kaluga,
248009

Website: www.kalugabrewery.ru

0JSC Kamyshinpishcheprom

Founded: 1861

Production capability: 0.4 million decalitres
Main Brands: Kamyshinskoye

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

CJSC Lyskovsky Brewery

Founded: 1860

Production capability: 1 million decalitres.
Main Brands: Makary

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

CJSC Moskovsky Piv-Bezalkogolny Kombinat
Ochakovo

Founded: 1978.

Production capability: 147 million decalitres.
Main brands: Ochakovo, Yachmenny Kolos,
Zhigulevskoye, Privolzhskoye, Altstein
Address: 44 Ryabinovaya St., Moscow,
121471

Website: www.ochakovo.ru

OAO dluBounnHgyctpus Mpumopbsi».

[opg o6pas3oBaHusa — 1981

MpounsBoacTBEHHAs MOLWHOCTb — 1,5 MAH. Aan.
OcHOBHble 6paHabl — «CTyaeHoe», «Pbllapb
Mpumopbs»

Agpec: 690054 r. BnagmMBoCTOK, CT. BeceHHas,
yn. WoccenHasq, . 1

OAO «[TuKpa».

[og o6pasoBaHusa — 1991
Mpon3BoACTBEHHAA MOLHOCTb — 15 MJH. Aan.
OcHoBHble 6paHabl — «Kyneyeckoe», JlereHga»
Agpec: 660079 r. KpacHosapck, yn. 60 net
OkTa6p9, 4. 90

CtpaHuua B MHTepHeTe — www.pikra.com

3A0 1nHo».

[og o6pasoBaHusa — 1973

MpounsBoacTBEHHAsA MOLWHOCTb — 2,2 MJIH. Aan.
OcHoBHble 6p3aHabl — «<HoBOpoccuickoe», «Ho-
BOPOCC».

Anpec: 353920 KpacHoaapckui Kpan, r. Ho-
BOPOCCUICK, yn. KyHnKoBa, 4. 45

3A0 «[TpnaszoBcKkan baBapus».

[og o6pa3oBaHusa — 1861

MpounsBoacTBeHHas MOWHOCTb — 0,9 MAH. Aan.
OCHOBHble 6paHabl — «A30BCKOe», «BocTopr,
«KemuyxunHa MprazoBbs», FKUrynesckoe»,
«MBaH MNoaay6Hblin», <KOHKypeHT», «Kyausp»,
«JlereHgapHoe», «MockoBcKoe», «[pe3ngeHT-
cKoe», «CnaBsHcKoe», «06unemnHoe», «3Hamn
Hawwx»

Anpec: 356680 KpacHogapckui Kpaw, r. EMck,
yn. IlenuHa, g. 22
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0JSC Pivoindustriya Primorya

Founded: 1981

Production capability: 1.5 million decalitres.
Main Brands: Studenoye, Rytsar Primorya
Address: 1 Shosseinaya St., Vesennyaya
Station, Vladivostok, 690054

0JSC Pikra

Founded: 1991.

Production capability: 15 million decalitres.
Main brands: Kupecheskoye, Legenda
Address: 90, 60 Let Oktyabrya St.,
Krasnoyarsk, 660079

Website: www.pikra.com

CJSC Pino

Founded: 1973.

Production capability: 2.2 million decalitres.
Main Brands: Novorosiiskoye, Novoross
Address: 45 Kunikova, Novorossiisk,
Krasnodar Territory, 353920

CJSC Priazovskaya Bavaria

Founded: 1861.

Production capability: 0.9 million decalitres.
Main brands: Azovskoye, Vostorg,
Zhemchuzhina Priazovia, Zhigulevskoye, lvan
Poddubny, Konkurent, Kudiyar, Legendarnoye,
Moskovskoye, Prezidentskoye, Slavyanskoye,
Yubileinoye, Znai Nashikh

Address: 22 Lenin St., Yejsk, Krasnodar
Region, 356680



YYACTHUKW COLMATIBHOTO OTHETA

0OAO «CAH UHTepO6pio».

[op o6pasoBaHus — 1999

Mpon3BoAcTBEHHAs MOLHOCTb — 158 MAH. gan.
OcHOBHble 6paHabl — «Stella Artois®»,
«Brahma®», «Beck's®», <Hoegaarden®», «Staro-
pramen®, «KnnHCcKoe®», «CMbrpcKasa KopoHa®,
«ToncTaK®, «BomxaHnH®, «[Tkyp®», «pe-
Mbep®», «Puden®», «flepmckoe ryb6epHCKoe®»,
«HepHUrockoe®, «Tannep®, «PoraHb®

Agpec: 121614 r. MockBa, yn. Kpbinatckas, a.
17, ctp. A

CrpaHuua B MHTEpHETE — www.suninterbrew.ru

OAO «CtaBporo/nbCKUit MMBOBapeHHbIM 3aBoay.
[op o6pasoBaHus — 1888
Mpon3BoACTBEHHbIE MOLLHOCTM — 1,6 MAH. Aan.
OcHOBHble 6paHabl — «[y6epHCKoe», «3010TON
KONoc», «<AHTOH [py6u»

Aapec: 355012 r. CtaBponosb, ya. CnapTta-
Ka, a. 19

CrpaHuua B MHTepHETe — www. stavropolpivo.ru

OAOQ «[lnBoBapeHHbIin 3aBoA «CblKTblBKAPCKUiA»,
[op o6pasoBaHus — 1993

MpounsBoacTBEHHAs MOWHOCTb — 0,9 MAH. aan.
OcHoBHOM 6p3aHA — «[TBKO».

Anpec: 167983 Pecny6nvka Komu, . CblKTbIB-
Kap, OKTAa6pbCKUM Np., 4. 123

000 «3aBoj TpexcoCeHCKUit».

[op o6pasoBaHus — 1888

MpounsBoacTBEHHAs MOWHOCTb — 1,5 MH. gan.
OcHOBHOM 6p3HA — «TPEXCOCEHCKOoe»

Anpec: 433502 YnbsiHoBCKas 061., . uMu-
TpoBrpag, yn. 50 net OkTa6pa, 4. 113
CtpaHuua B MHTepHeTe — www.beer.dimgrad.ru
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0JSC SUN Interbrew

Founded: 1999.

Production capability: 158 million decalitres.
Main brands: Stella Artois®, Brahma®,
Beck's®, Hoegaarden®, Staropramen®,
Klinskoye®, Sibirskaya Korona®, Tolstiak®,
Volzhanin®, Pikur®, Premer®, Rifei®,
Permskoye Gubernskoye®, Chernigovskoye®,
Taller®, Rogan®.

Address: 17A Kylatskaya St., Moscow,
121614

Website : www.suninterbrew.ru

0JSC Stavropolsky Pivovarennyi Zavod
Founded: 1888

Production capability: 1.6 million decalitres
Main brands: Gubernskoye, Zolotoi Kolos,
Anton Gruby

Address: 19 Spartak St., Stavropol, 355012
Website: www. stavropolpivo.ru

0JSC Syktyvkarsky Brewery

Founded: 1993.

Production capability: 0.9 million decalitres.
Main brand: PivKo

Address: 123 Oktyabrsky Side-St., Syktyvkar,
Komi Republic, 167983

LLC Zavod Trekhsosensky

Founded: 1888

Production capability: 1.5 million decalitres
Main brands: Trekhsosenskoye

Address: 113 50-Let-Oktyabrya St.,
Ulyanovsk Region, 433502

Website: www.beer.dimgrad.ru

OAO «ToMcKoe n1Bo».

[og o6pasoBaHusa — 1884
Mpon3BoACTBEHHAA MOLHOCTb — 12 MJH. Aan.
OcHOBHble 6paHabl — «bonbloe NnBo»,
«Kptorep»

Anpec: 634028 r. ToMCK, yn. MOCKOBCKM#
TpakT, o. 46

CtpaHuua B MHTepHeTe — www.tomskbeer.ru

pynna KomMnaHuit XeilHeKeH B Poccuu
[opg o6pasoBaHusa — 2002

MpounssoacTBeHHas MoLWHOCTb — 200 MAH. gan.

OcHoBHble 6paHabl — «Heineken», «boyKapeB»,
«Oxorta», «Buckler, «Guinness Foreign Extra
Stout», «Draught Guinness and Kilkenny»
Agpec: 196105 r. CaHKT-leTepbypr, yn. Tenb-
MaHa, a. 24.

CrpaHuua B MHTepHeTe — www.heineken.com

3A0 «[TuBoBapHs MocKkBa-3¢ec».
[og o6pasoBaHusa — 1999

MpounsBoacTBeHHas MowHocTb — 100 mMAH. gan.

OCHOBHble 6p3aHAbl — «3dec MMnncHep»,
«Ctapblt MenbHuK», «BapwTtanHep», «CoOKo»,
«benbin Measeapb», «<3natonpamery,
«AmcTepaam Hasuratop»

Agpec: 113546 r. MockBa, yn. [1ogonbCKmx
KypcaHTtoB, Mpom3oHa Buptoneso, a. 28-A
CtpaHuua B UHTepHeTe — www.efespilsener.ru

OAO «fpnuBo».

[opg o6pasoBaHusa — 1974
MponsBoacTBEHHAA MOLWHOCTb — 70 MAH. Aan.
OCHOBHble 6p3aHAbl — «ApnuBO», «Bosran,
«CnaBHoe», «MpnaHacKkoe KpacHoe»

Agpec: 150030, r. Apocnasnb,

yn. MoxapckKoro, a. 63.

CtpaHuua B MHTepHETE — www.yarpivo.ru
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0JSC Tomskoye Pivo

Founded: 1884.

Production capability: 12 million decalitres.
Main brands: Bolshoye Pivo, Kriuger
Address: 46, Moskovsky Trakt St., Tomsk
Website: www.tomskbeer.ru

Heineken Brewery Group in Russia
Founded: 2002.

Production capability: 200 million decalitres.
Main brands: Heineken, Bochkarev, Okhota,
Buckler, Guinness Foreign Extra Stout,
Draught Guinness and Kilkenny.

Address: 24 Telmana St., St Petersburg,
196105

Website: www.heineken.com

CJSC Moskva-Efes Brewery.

Founded: 1999.

Production capability: 100 million decalitres.
Main brands: Efes Pilsener, Staryi Melnik,
Warsteiner, Sokol, Belyi Medved,
Zlatopramen, Amsterdam Navigator
Address: 28A Promzona Buryulevo,
Podolskikh Kursantov St., Moscow, 113546
Website: www.efespilsener.ru

0JSC Yarpivo

Founded: 1974.

Production capability: 70 million decalitres.
Main brands: Yarpivo, Volga, Slavnoye,
Irlandskoye Krasnoye

Address: 63 Pozharskogo St., Yaroslavl,
150030

Website: www.yarpivo.ru



OT3bIBbl M OTKJIMKK HA OTYET MOXHO
HanpaBnATb B Coto3 Poccuinckux NMusosapos
no agpecy:

119021, r. MockBa, yn Pocconumo, 4. 7, od. 408
Ten./dakKc: (495) 245-50-01, 246-05-67
afpec 3NEeKTPOHHOM NoyThl: info@beerunion.ru

Opinions and responses can be directed
into the Union of Russian Brewers
to the address:

Rossolimo str., 7, of. 408, Moscow, 119021
Phone/fax: +7-495-245-50-01/246-05-67
E-mail: info@beerunion.ru



