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Kowmrmanmsi Heineken paGotaer Ha poccuiickoM pbiHKe ¢ dheBpasis

2002 roga, roraa Konuepr Heineken N. V. npro6pe nepsbiit 3aBoa

B P@ — OO0 «bpaso MurepHeumtn» B CaHkr-Tletepbypre (c 1 mapta
2003 roga — OO0 I ueopaphs Xeitterer»). [To3ke K KOMITaHUM TTPUCO-
eIHWINCD ellle [AeBSATb POCCUICKMX TTPEeANTPUSTHIA.

Ha cerogusa B 000 «O6bequnennnie [fusoBapuu XeiiHeken» BXOAT:

Duman [ IusoBaphst XeitHeren», Cankt-[ leTepbypr;
Dunman I IusopapenHsiit 3aBoa M. CrernaHa Pasuna», Cankt-Tletepbypr;
Duwman dluxan», Pecriybmka Bamkoproctan, CrepiTramMak;
Dwman «Bonrar, Huexkunit Hosropon;
Dumman «Cubupckas [TuBoBapHs XeiiHeken», HoBocubupck;
Dumman I latpar, Ekatepnnbypr;
Dunman [ lvBopapHs XerHekeH baiikan, VpkyTck;
Duman «<AMYP-TIMBO», XabapoBsck;
Dymman TN T», HoBoTpontik;
Duman «Kommnanus [T Ty, Kanuumdrpaga.

Ha mmBosapenHsix npeanpustusx Kommnanmm Heineken B Poccyn ripo-
uspoasTcs 28 6peHaoB; cpean HUX Takue, Kak: Heineken, Zlaty Bazant,
«Tpnu Meagens», «Oxortar, Amstel, Buckler, Edelweiss, Gosser, Guinness,
«Boukaper», TT1T», Doctor Diesel, «Crenan Pazun», «Pycuur, «OctMapk»,
JTatpar, «Cemon Ypamr, «Ctpenewr, «beper Barikana», «Orckoe», dllnxamn»,
«Amyp [Tupo»

BcrynurenbHOE C/I0BO

Komnanusi Heineken — oaun u3s mmaepos
NMUBOBapPeHHO# oTpac/jiu B Mupe. Mbl ropauMcs
CcBOell uCTopHeil U NMPUHAA/IeKHOCTbIO K OJHOM
M3 CaMbIX Pa3BUTBIX TEXHOJIOTHYECKUX KYJIbTYP
B MUBOBapeHUHU, Yeil nojJiyTopaBeKoBoOM ycrex
OCHOBaH Ha NMOCTOAHHOM COYeTaHUH TPagULIUKA
M UHHOBALMI.

2009 roga 6bu1 Heserkum Wi Komnanmm Heineken

B Poccun. Ha doHe yxyamaromieiics AyHaMUKM TTPOAAzK
Ha POCCUINCKOM PbIHKE I1Ba, 06'beMbl POM3BOACTBA
KOMITaHMM TaKxKe COKpaTwinch. [ IpaBuTesibcTBeHHbIe
VIHALIMATUBBI 110 Y2KECTOUEHMIO Pery/IMpOBaHIS a/IkOroJib-
HOT'O pbIHKA, UX akTMBHOe ocsellleHre B CMU, a Takxke
MOCTOSIHHAs TTpOoMNaraHia narybHoro BAMSHUS MUBa

Ha 3[0pOBbe Jofel MPUBe/IM K HapYIIeHUIO AOBEepUs]
HaIMX [OTpebuTesIel.

HecMmoTps Ha cHM:KeHHe o6'beMa MpoaaxK

U HeOJIaronpusTHLIC YC/IOBHMS Ha pbIHKE,
Komnanus Heineken B Poccuu cmora obecneuurtsb
CyllleCTBEHHOE YBe/IMYeHre NPHObLILHOCTH U A00u-
JlaCh 3HAUYMTEJIbHOrO COKpallleHHsl U3/iepKeK.
Ipoao/xaeTcsa onNTUMHU3ALMA BHYTPEHHUX (pyHaH-
COBBIX U MPOU3BOACTBEHHbIX MPOLIECCOB, YCH/ICHHE
KOMMEpPYeCKOro KOHTPOJIfA, CTPYKTYpPHPOBaHHe
npoliecca 61o0/KeTUpoBaHMs, YKeCToOYeHHe KOHT-
poJis Hal pea/iIbHbIMH PACXOJaMM.
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dumurap Ajsiekcues,
I'lpesugenm Komnanuu Heineken e Poccuu

«Ycmoiivyueoe pazeumue —

He pa30easi KAMNaHusl,

a HenpepuvuléHLIlL NYyMb HebonbW UX,
HO NOCMOSIHHBIX YAYYUWEHUT».

dumurap Anekcues,
Ipe3ngent Komnanun Heineken B Poccun

OmHako OOCTMKEHME XOPOUIMX (DMHAHCOBBIX Pe3ysibTa-
TOB He SIBJIIeTCs Halllell eiVHCTBEHHOI Liesiblo. 3aboTa
06 OKpYzKaloLLel cpefie, YBazKeHre K COTPYaIHNKaM

1 MapTHepaM, TO3UTUBHOE OTHOLIeHMe K XKMU3HU U FrapaH-
TUs BBICOKOI'O KayeCTBa MPOAYKLIMY — BOT Te IJIaBHble
LIGHHOCTM, KOTOPbIE JIexkaT B OCHOBE Hallleii Kopriopa-
TUBHO COLIMaIbHOM OTBeTCTBeHHOCTH. Ha mnpakTiike

3TO O3HAYaeT, UTO B CBOEII [AesITe/IbHOCTU Mbl [IO/IXKHbI
[06MBATHCSI MAKCYMAJIBHOTO COEPEeXKeHMs UCTIOJIb3YeMbIX
B [MPOU3BOACTBE SHEPrUM U BO[bl, OBGeCrieueHus! BbICo-
KOI'0 YPOBHS OXpaHbl TPYyAa U 340POBbsl, YCTaHOBJICHMSI
B3aMIMOBDBI'OIHOI'O COTPYAHUYECTBA C CeJIbXO3IIPOU3BOAN-
TesisiMU, BHeaApeHs 3G @dEKTUBHOI CHUCTeMbl CHabKeHs]
HalllMX MMPOM3BOACTBEHHbIX MOApa3aesieHnit ChipbeM

1 MaTeprasiamn, GOPMUPOBAHMS OTBETCTBEHHOI'O OTHO-
LIeHUs! K YIIOTPeBIIeHMIO TIMBa Y POCCHSIH.

MbI 1O0BWINCH CYIIeCTBEHHBIX Pe3y/IbTaToOB, HO Ipe/l-
CTOUT MPWIOKUTD ellle 6oJbllie Yeuwmit. YcToiumsoe
pa3BuTHe — He Pa3oBasl KaMIlaHWs, a HelpepbIBHbIN
MyTb HeBOJIbIIMK, HO MTOCTOSIHHBIX YIYULIEHM Ha KaXKaoM
113 9TAroB MTPOU3BOACTBA U pealn3aLvy NpoayKTa. Mol
HMKOT/Ja He CMO2KeM TIPOIATY STOT IYTb OAHM, 6e3 Hallumx
KOJUIer U MapTHepPOB.

OTtueT, KoTOpbIii Bl AepxkuTe B pyKax, Npu3BaH
AaTh NpeacTaB/ieHHe O THiaTe/IbHO NMPOAYMAaHHBIX
AeMCTBHUAX M YeTKO CKOOPAMHUPOBAHHBIX IIaHaX
Hallleii KOMIIaHUM [0 COBeplIeHCTBOBaHUIO CBOei
pPaboThl U YIYUILIEHHIO TOH cpe/ibl, B KOTOPOi MbI
BCe XKHBeM M paboraem. Mbl HaeeMcs, YTO Tenepb
Bbl cMozkeTe Jiyullie MOHATH MPHHLMIbLI PaboThI
Hallleii KOMIIaHUM U TTIOMOYb HaM B JOCTHIKEeHUH
HAILUMX LieJIei.
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Ilo panubiM Coro3a POCCHIMCKHMX MPOM3BOAMTEJ/IeH MUBO-6e3a1Koro/ibHOM npoayKkuuu 3a 2009 r.,

B MMBOBapPeHHO} OTpac/iM cTpaHbl paboTaer 0Ko/10 50 ThiC. Ue/l0BeK, a B CMEKHbIX CeKTopax Co3/JaHo
eie A0 600 Thic. AOMOJIHUTE/IbHBIX pabounx MecT. YcnelHas AesTe/IbHOCTh NMBOBapeHHbIX 3aBO0B
fIB/ISeTCH BaxKHbIM (paKTOPOM S3KOHOMHMYECKOM U COLUa/IbHOM CTaOWIbHOCTH BO MHOTMX pervoHax Pd,
rje oHM OCTAIOTCH KPYIHEeHIIMMHM MeCTHbIMU paboTofaTe/iiMi M Hajloromare/biukamu. Obimas cymma
BblIUTavyeHHbIX npeanpuaTuavMu Komnanuu Heineken B Poccun Hatoros B 6104:KeThl pa3/IMuHOr0 YPOBHA
cocraswia B 2009 r. 6o1ee 5 mapa. pyb6.

DKOHOMHUYECKHH 0030p

[Tocne 12 net HempepbIBHOrO POCTa,

B 2008 r. Ha POCCUITCKOM PbIHKE

MBa Briepsble GblT 3apUKCMPOBaH

Cral MPOU3BOACTBA, COCTABUBLIMIA
0,6% (o manHbIM ["ockomcTaTta PD).

B 2009 r. oH npoao/iKuics, AOCTUTHYB
yke 10,3% (ro maHHBIM areHTCTBa
«BusHec-AHamtuka»). CpeaHeayiieBoe
rorpebienie muBa B Poccum B 2009 r.
coctaBwio 76,5 MTPOB Ha yesioBeKa,
YTO 3HAUNTEJIBHO HIXKe, YeM BO MHOIMX
eBPOTEeNCKMX CTPaHaxX CoO CXOAHBIMMI
KIMaTUYECKMMM YCTIOBUSAMM, OTIIN-
YAIOLIMMIICS PE3KUMU MeKCe30HHBbIMI
reperiajiaMu Temriepartyp.

B uncrie npuumH oTpuMLIaTeIbHOM AVHA-
MJKV PbIHKa Ha3blBa/IICh Kak OGbeK-
TUBHBIE (XOJIOAHbIE IOrOAHbIE YCIIOBMSI
1 CHMzKEHME [OXOA0B HacesIeHNsl), Tak
1 cyObeKTUBHbIE — TpesK/e BCero
TOBbIILICHME AKLIM30B, BBEIGHHOE Mpa-
BUTE/IbCTBOM B LIEJISX YXKEeCTOUeHMSI
PeryImMpoBaHisl alIKOrOJIbHOTO PhIHKA.
B aueape 2009 r. akumsHbiii c6op

6bU1 yBesmyeH Ha 9,5% (c 2,74 pyb.

o 3,0 py6. 3a MTP), a yxKe B Aekabpe
2009 r. 6bpUIO MPUHSATO pelleHne MOBbI-
CUTb CTaBKY akKLM3a Ha MuBo eie B 3-4
pasa: 1o 9pyb. 3a TP, HaunHas ¢ 1
saupapst 2010 r.; oo 10py6. ¢ 2011 r.
mnpao 12py6. ¢ 2012 .

Bukrop ['atko,
Burie-nipesmaent Kommnanmmu Heineken B Poccun,
3amecturenb [pencenarens

Copeta Cotosza Poccuiickix [Tnpopapon

[oBblilleHVe cTaBKM aKLM3a 1 COOTBETCTBYIOLINMI POCT OTIIYCKHOM
LIeHbl, HECOMHEHHO, CO34al0T TPYAHOCTY [J1sl TTMBOBAapPEHHbIX

" OUCTPUOYTOPCKMX KoMMaHmit. [ Ipu aToM, corpallieHre mpous-
BO/ICTBA MIMBa O3HavaeT He TOJIbKO YXy/lleHre MaKpPOSKOHOMU-
UeCKMX IMOKa3aTeJsieil, HO ¥ OCJIOKHEeHVe COLMa/IbHOM CUTYaLn

B CBSI3Y C PMCKOM MOTepy paboThl COTPYAHMKAMM MMMBOBAaPEHHBIX
3aBOIOB M CMEeXKHbIX MPeArpUSTUA.

Ha ¢doHe oTpuiatensHOM AMHAMMKY PA3BUTHST PhIHKA M1Ba

1 06I1Iero 3SKOHOMMUECKOTO CITaja B CTpaHe, 06'beMbl MPOM3BO/IC-
TBa rMBa Ha npeanpusatusx Komnanmmi Heineken B Poccun cokpa-
twch B 2009 r. Ha 17%, coctaBus 129,17 M/H. AeKaUTPOB.
OpgHaro onmupasich Ha BbICTPOEHHYIO MOLIHYIO MPOU3BOACTBEHHYIO
6a3y 1 CWIbHbIM NOpTdesib 6peHAoB, KOMITAHMS CMOIJIA YCIIeLIHO
MIPOTUBOCTOATb HEeraTUBHBIM TeHAeHLmsM. B peaynbTate ycrnen-
HOW peayiM3aliyi HOBOV KOMMepPYeCKON CTpaTermm u cepbe3Homn
PaboThI IO YITPaB/ICHMIO PACXOAaMy KOMITaHUM YOaJIoCh CYIIeCT-
BEHHO TIOBbICUTb CBOIO ITPUOBUIBHOCTD B [TlepecyeTe Ha eBpo. JTO
MIPOMCXOAMIO HeCMOTPSI Ha COKpallleHe MPOM3BOACTBa U 0C/1ab-
JieHvie py6Jis, KOTOPOE TaKXKe HeraTMBHO MOBJIMSUIO HAa CTOUMMOCTD
ChIPbsl Y YITAKOBOUHBIX MaTeprasioB. [I1s1 YRpervieHns: IMaepCKux
MO3ULIMIM Ha POCCUIICKOM PbIHKE IMMBa U MOBbIIIEHNsT KOHKYPEHTOC-
ITOCOBHOCTY BBIMTYCKAeMbIX COPTOB HbUla MpoBeieHa ONMTUMMU3ALINA
ACCOPTUMEHTHBIX TO3ULIMIA MPOAYKLIMY KOMITAHMY C LiesIblo (hopMu-
pOBaHMsl CWIBHOTO MMOPTdes MPUObUTbHBIX OGPeHaoB.

HMoc Ban gep Bypr,
Butie-nipesnaeHT o ¢bmHaHCOBBIM BOIIPOCaM
Kowmmanmn Heineken B Poccun

C Liesbio KOHCOJIMAALIMY [POM3BOACTBEHHbBIX
mortHocTe, B 2009 r. 6bU1a ycremHo npoBeeHa
VIHTerpalivst 3aBOfIOB B eIMHOE I0pUANYeCKOe JIUIO —
000 «ObbeavHeHHble [ IuBoBapHYN XeliHekeH»,

a TaKxKe MPUHSATHI PelleHNs 0 ONTUMM3ALIMY [IPO-
n3BozacTBa. Tak, Bbinyck 6peHaa «Crenan Pasum»

ObUT nepeHeceH c rutoiaary «l [MBoBapeHHbI 3aBo/,
M. CrernaHa PasuHa» Ha dwivan « lBoBapHs
XenHerern» B CaHKT-I leTepbypre, a cam 3aBof,

TakKe pacrosioxkeHHblt B CaHkT-[ leTepbypre, 6but
repernpo@WIMpoBaH B KPYITHbIA KOMIUICKC [VICT-
PUBYLIMM 1 CKITAACKOM JIorncTvkm. [ Iponssoacteo
nvBa Ha ¢pmmasie < Insosapuu Meana TapaHosa»

B HoBoTpouniike 6b110 MproCcTaHOBIEHO U MepeBeieHO
Ha MMBoBapeHHbIie 3aBoabl ([ latpa» B Ekarepunbypre
n dllnxan» B Ctepmmramare. 3apoa B HoBoTponiike
ObUT TakzKe MepernpoGIMpPoBaH B KOMIUICKC AVCTPU-
OYLMM 1 CKIIA[ICKOM JIOTUCTVKM.

YTo6bl MUHMMM3UPOBATD PUCKM, CBSI3aHHbIE C HAJTO-

YcnenHble hMHaHCOBbBIC Pe3yJIbTaThl B YCIOBUSIX
HeCTabWIbHOV SKOHOMMUYECKOV CUTYALIMM Ha PbIHKe
MO3BOJIWIN HaM COXPaHUTDL Ha MpeKHeM YpOBHe
3apaboTHYIO IUIaTy /I BCeX KaTeropuii COTPYAHUKOB.
PaBoTHrKaM, UbM AO/BKHOCTHbBIE TIO3ULIMM TIOUIeKaN
COKpaIL[eHMIO B CBS3M C ONTUMM3aLIMeN MPOU3BOACTBA,
KOMITaHUsI MPeIoCTaBuIa MOJIHbI KOMITEHCALIMOHHDIM
MakeT B COOTBETCTBUM C HOPMaMy POCCUIACKOTO
3aKOHOAATe/IbCTBA. BbUtM MPUHSATHI AOTIOHUTEe TbHbIe
Mepbl IO [MOBBILICHUIO YPOBHSI BHIXOHOTO MOCO6MSsT

1 COLMaIbHOTO TTaKeTa.

TOBbIMI 1 3aKOHOJATe IbHbIMIM TPeOOBaHUsIMY,
KOHTPAKTbI C HalllMM K/IeHTaMy 6bUTM MpYBeieHbl
B COOTBETCTBME C HOBbIM 3aKOHOM O Pa3BUTUN
TOPrOB/IM M KOHTPAKTHBIX COMJIAIICHUSIX U C PSAOM
[AOKYMEHTOB, PeryMpyIoLI/X TOProBblii MapKeTHT .
[Tockosbky 90% Halmx [MOCTABLKOB CErOAHS — 3TO
POCCHUIMCKIe KOMITAaHIY, Mbl TaKKe pa3paboTaim
Kopekc nocrapuivka Kak OCHOBOIOJIAraloLyii JOKY-
MEeHT, HalpaBJIeHHbI! Ha 3alUTY MHTEPEecOB HaliX
POCCUICKMX KOHTPAreHTOB.

PesynbraTtel 2009 roga no3poJisioT HaMm caeslaTh
OCTOPOKHbIE MPOrHo3bl Ha npeacrosaui 2010 roga.
DdderTrBHasS NMPoM3BOACTBEeHHas ba3a, YCTOMUNBDIN
OIMePaLIMOHHBIN [IeHEeXKHbII MTOTOK, KOHTPOJIb [TOCTO-
SIHHBIX M3[IePKeK M Pa3BUTHE NIPUOBIIbHBIX 6peHI0B
OCTaIOTCsI OCHOBHBIMI MpUoprTeTamy KoMmaHun
Heineken Ha poccuiickoM pbiHke. CTpeMsich K AOCTU-
JKEHMIO CTabWIbHBIX (DVMHAHCOBBIX Pe3y/IbTaTOB, Mbl
MPOJOJI2KMM VHBECTUPOBaHME B pasBUTHe Mpodeccu-
OHAJIbHBIX YMEHMI U HAaBBIKOB HAIX COTPYAHUKOB,
rofiepXaHne BbICOKOI'O KaueCTBa TeXHOJIOTMUECKMX
TMIPOLIECCOB Ha BCEX 3Tarlax MPOU3BOACTBA U CObITa
MIPOAYKLIMM, MTOCTPOEHME NMPUObIIbHOIO ropTderis
BpeHIoB, YRpervieHre a(hbekTUBHO Mpon3BO/IC-
TBEHHO 6a3bl 1 Pa3paboTKy COLMAIBHBIX MPOrPaMM
1o hbOPMMPOBAHMIO OTBETCTBEHHOI'O OTHOIICHMS

K YrioTpebJieHnO TUBa.

) §

.
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JKoJiIormuyeckKme noKasareJim

IuBoBapeHHOe NMPOU3BOACTBO ABJIAETCH KPYIHbIM NOTpebuTe/ieM NpUMpoaAHbIX PECYpCcoB, MpexKae BCero
SHEpPruM, BoAbl H CEJIbCKOX03AiCTBeHHOoI npoaykiuu. UHTeHCMBHOE NPHUPOIoNo/ib30BaHHE HE TOJIbKO
MoBbILIAET MPOU3BOACTBEHHbIE 3aTpaThl M LIeHY NMPOAYVKIUHA, HO U BeleT K HUCTOLIEHHIO MPUPOAHDbIX
pecypcoB. [ToaToMy BONMpoOChl HX 3KOHOMHMH, COKpPAIleHHs TPAHCIOPTHHIX H3AepKeK U YTHIH3aluH
OTXO/0B 3aHMMAIOT Ba*KHOE MecCTO B JesTeibHOCcTH npeanpusaTHii Heineken Bo BceMm mupe, B TOM umcie

B Poccuu.

OHeprusa

[pounseoacTeo nuea TpebyeT 3HaUNTE/IbHbIX 3aTpaT

KaK 3JIeKTPUYECKOI, TaK M TeIUIOBO (r/1aBHbIM 06pa3oM
B Mpoliecce BapKu 1 hepMeHTaLMM MIMBHOTO Cyclia) sHep-
rim. OpHaro 66Jbllast ee YacTb PacxXoayeTcs He Ha Mpo-
Llecc NMMBOBapeHMst Kak TaKOBOIA, a Ha COMYTCTBYIOLIE
JIOTUCTUUECKME U CKJIa[ICKMe Olepallvy, CBsI3aHHbIe C YIia-
KOBKOW, TPaHCMIOPTUPOBKOV 1 XpaHeHreM rmpa’.

Vicrionb3oBaHue 3KOJIOrMUecKoii Tapbl, MPOU3BOACTBO
sTUMeHst 1 cosiofia 6e3 MCTOJIb30BaHMsT XMMUYECKUX Ya006-
PEeHMi1 1 YCTaHOBKa sHeprocbeperaiimx XOM0aWIbHbIX
KaMep, 0COBeHHO B MarasyHax PO3HMUYHO TOProB/IM —
TAKOBBI ['JIaBHbIE MTYTU 3HEeProcOepeKeHns U YMeHbIIIeHst
BBIGPOCOB YIJIGKUCIIOrO T'a3a [py MPOM3BOACTBE U peasii-

3alumm IMBa.

Brnagumup BosoauH,

MeHemkep Mo TeXHUUYECKOMY OBC/TYKUBAHUIO
U VHXKEHePHO MoIepKKe

Komnanmm Heineken B Poccun

TerioBas sHeprus

YnenbHoe noTtpebrieHrie TeruioBoit sHeprim

Komnanmm Heineken B Poccunt cumannocs Ha 3%

¢ 132,5 mimn [xx/rn B 2008 no 128,4 mnu [x/rn

B 2009 r. DT0 BCe ke Bosbllle, UeM cpefHuii IoKa3aTesib
B 89 mH [k /1 1O NIMBOBAPHSIM KOMITaHUM BO BCEM
MIpe, KOTOPbIe MYG/IMKYIOT B 3TOM [OAY CBOV OTUETbI

B o6s1acTyt ycroitumeoro paseutusi. CypoBble KMaTi-
UecKue YCJIoBUsl, B 0OCOBEHHOCTY [0JIMMe XOJIOAHbIE 3UMbI,
He TMOo3BOJISIOT NpeanpusatusaM Komranmy Heineken

B Poccun moctiub ypoBHS ApYriiX MMBOBapeH KOMITaHMM
Heineken B Mupe 1o Teruiosoii sHeprum. OgHaKO Mbl
yYBepeHbl, UTO Takye rporpammsl Kak ESP (mporpamMa
IO BKOHOMMM HEPropecypcoB) ByYayT 1 Aasiblile criocobe-

TBOBATb 3HAUMNTEJIbHOMY YJTYUIIeHNIO HalllX Pe3Y/IbTaTOB.

Becnoit 2009 roga B Kommnannmn Heineken

B Poccun 6biia 3amnyieHa riiobaibHast
[Iporpamma skoHOMMM sHepropecypcos (ESP),

B paMKaxX KOTOPOV BbUIM paccuMTaHbl OMTUMAaIIb-
HbIe TTOKa3aTeJM S9HEepProro/Ib30BaHNS 11 KazK 10
[IMBOBAPHM, COCTaBJIeH aHaJ/IM3 [1I0Tepb U MOAro-
TOBJIEH IUIaH 10 X COKpalleHnio. B pesyibrate
MIPOBE/IGHHOr'O 3HeproayanTa’ 6bUM OLICHEeHbI BCe
ACITIeKThl AesITe/IbHOCTY MPeArnpPUSTUAlL, CB3aHHbIC
C 3aTpaTamy Ha TOIUIMBO Y SHEPrOHOCUTEJIN,

VI COCTaBJIeH IUIaH MepOIPUSITUL TI0 sHeproctepe-
keHmo. CHIKeHMe MPOon3BOACTBEHHBIX 06 HEeMOB
He TO3BOJISIeT JOCTUraTh CYLECTBEHHBIX Pe3yib-
TaTOB B COKPAILEHU YIe/IbHOTO MOoTpebieHns
SHEPrum 1 BO/bl, TaK Kak Y KaxkaOro MPeArpUaTIs
ecTb VHAVBUAYaIbHas Ga3oBast Harpy3Ka rio MoT-
pebreHMIO He3aBMCUMO OT OO'bEeMOB IPOM3BOACTBA.
CokpailieHrie 06beMoB BefleT K POCTY YAesIbHOrO
sHeprormnoTpeberus. VimenHo 6sarogaps pea-
m3auvy nporpammbl ESP Kommannn Heineken

B Poccun B 2009 r. Bce ke ynapasioch COKpalllaTh
yaesibHoe MoTpebJieHne TeruIoBOoi SHeprum

VI COXPaHSITh YaesibHoe NoTpebiieHne aieKTpryec-
TBa Ha yposHe 2008 r.

YnenbHOe noTpebieHue TerioBoi 3Heprum
Ha NMUBOBApPEHHbIX 3aBOJax

MH [I2k/T1 yBa

2012 I VW
2011
2010

2009

2008
2007

® uemn @ [ocTUrHYTO

OcobeHHO Xopollve Pe3ysIbTaThl B MMOBbIeHNN 3(h(MEeKTUBHOCTY UCIIOIb30BaHMs TeIUIOBOM SHEPrMM IOCTUTHYThI

Ha rBoBapHsix B Miprytcke u Ekatepnnbypre, rae 6bita ycoBepllleHCTBOBaHaA TErUIoBas Lerovka 3a CUeT MCIIOb30Ba-
Hus KoHaeHcata®. Tpem conogoBHam Kommanmn Heineken B Poccum Takke yaanoch CHU3UTD YaesbHoe NoTpebiieHne
TerutoBot sHeprum Ha 8,3%: ¢ 3,6 mo 3,3 miH [1Kk/T conoaa.

L «YrnepoaHsiit cien» mMBa — KOIMYECTBO YIJIGKUCIIOTO T'a3a, BbifesisgeMoe B atMocdepy Mpy ero pou3BoACTBe, TPAHCIIOPTUPOBKE
1 nioTpebsieHn; 10 HEeKOTOPbIM 3KCIIePTHBIM OLIGHKaM, Ha YIIaKOBKY, TPAHCTIOPTUPOBKY U XpaHeHte M1Ba B «yrjiepoAHOM crieie»

nipuxoautcs ao 95%.

2 DHeproayaUT — sHepreTnyeckoe o6ceqoBaHne MPearpUsITHs C LIesIbio TIOATBEPKASHS BbITIO/IHEeHUs! YCTaHOB/IGHHBIX 3aKOHO/a-
TeJIbCTBOM TpeBoBaHMit K 3HeproapGeKTUBHOCTU, 3HEProb6e30ornacHOCTM U 3HeprocGepe:KeHmio.

)

3 KoHpeHcaT — MpoayKT repexo/a BelllecTBa Mpy OXJIaxKASH!N 13 ra3006pa3Hoil B KUAKYIO GOpMY.
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DIeKTpo3Heprus

XoTs Ha HeROTOpbIX NpeanpusaTusax Komnanm Heineken
B Poccun ynesibHoe roTpebiieHne a/eKTposHeprum

B 2009 r. cokpaTunocs o cpaedenmio ¢ 2008 r.,

B LIeJIOM T10 KOMITaHMM OHO BbIpocsio. Hamnyummx
pesynbTaTtoB nobuics 3aeoa B Ekarepuntypre,

Ha KOTOPOM y/iesibHOe sHeproroTpebieHne CHU3UIOCh
Ha 33%, ¢ 14,8 kBr/rn muea B 2008 r. 0o 9,9 kBr/rn
B 2009 r. Ha 3% oHO yMeHbIIMIOCh U Ha HalllMX TpeX
cosiopoBHsiXx — co 198 mo 192 kBr/T conopa.

VYnenbHoe noTpebieHye 3/IeKTPOSHEePruM
Ha MUBOBAapPEHHBIX 3aBoJaX

KBT/r1 nuBa

2012
2011 I TN

2010 Chrin B omai s,

[VperTop Mo CBA3sM C OBIIECTBEHHOCTBIO
Kowmranmm Heineken B Poccun

2009 s

Ha nipeanpustvin [ lnBoBapHs XeiiHekeH»

2008 11.4
B CanrT-Tlerepbypre 6bUta oprann3oBaHa akLys
2007 119 {TpocTas sKOHOMMS», IPU3BaHHAs HATTOMHUTD
® Lo @ ocuriyTo COTPYAHMKAaM O Heo6XOAMMOCTY PALIMOHA/IBHOTO

noTpebIieHNs 3Hepropecypcos 1 Boabl B odrice.

Bo BceMMpHBIN AeHb 3allMThbl OKPY2Kaloleii
cpebl, 5 MIOHS, COTPYAHUKMA OT/esIa [0 OXpaHe
TpYaa, 300POBbs 1 OKpY2KaloLIeit cpeabl

1 OTZeJia IO CBSI3sIM C OBLIeCTBEHHOCTHIO oce-
TWIN BCe TMoApa3/aesieHus PearnpusaTys, YTOObI
MpoBecTy Geceibl CO CrielMalCTaMM Ha MecTax
VI Pa3MecTUTD IUIaKaThl, HAalIOMMHAIMe O Heob-
XOAVMMOCTM BBIK/TIIOUATh CBET, KOMIIbIOTEp, KOHAN-
LIMIOHeP 1 3JIeKTpUYECcKie MpUBopbI B KOHLIE
pabouero AHst. Tak:ke Haf pakoBUHaMM ObLIN
pa3MellleHbl 3HaK/-HaKJIeKY O PaLMOHaIbHOMY

Y

7

LN
g \ VCITIOJIb30BaHMIO BO/IbI.

Kpome Toro, 6bumm pacrpocTpaHeHb! HPOop-
MaLlMIOHHbIe MaTepyasibl CO CTaTUCTUUECKMMU
[AaHHBIMM T10 CTOMMOCTY MOTPEBIIeHNS 3JIeKTPY-
UyecTBa U MpOTeKalollleli 13 He3aKPhITOro KpaHa
BOIbI B TeueHue 1 yaca.

Axums [ Ipoctasi SKOHOMMS» BbI3BaJIA KUBOM
VIHTepeC cpeyi COTPYAHMKOB, KOTOPbIE aKTUBHO
obcykaam apdeKTUBHOCTD M pa3/iNyHbIe CIIo-
coBbbl PalMOHAIBHOTO MOTPeBIIeHNsl SHeprope-
CypcoB B oduce.

B 2010 r. Komnauusa Heineken rutannpyer
PacUIMPUTD aKLMIO U TIPOBECTI BTOPOVE STarl YKe
Ha BCeX MUBOBAPHSIX.

||||||

OHeprodasiaHC MMBOBAPEHHDBIX MPearnpPUATHI

[osbiiennio sHeproaddekTrBHOCTY NpeanpusTuii Komnanmn Heineken B Poccun crioco6eTByeT sKOHOMMUUHBIIA
®HeprobasiaHc, T. e. ONTUMaIbHOe COOTHOIIEHME VCTIONb3YeMbIX MCTOUHMKOB 3Heprin. Tak, pacriosioxKeHHBbIA

B CaHkr-Tlerepbypre 3aBop «[ InBoBapHs XeHeKeH» OCHAILeH ra30Boii TYpOUHOM, obecrieunBarolieil KoreHepaLmio,

T. e. OJHOBPEMeHHOe MPOU3BOACTBO 3JIGKTPOSHeprum 1 Tervia. Ha ocTanbHbIX 3aBofax /i BEIPABOTKU TeIUIOBOIA
3HEPIr'UM UCTIONb3YIOTCSI B OCHOBHOM KOTeJIbHbIe, paboTaolie Ha 60Jsiee [ellieBoM 1 5KOJIOMMUECKU UMCTOM TIPUPOIHOM
rase. [ luBoBapeHHbie 3aBoabl B VipkyTcke 1 HoBocnbupcke He BbipabaThiBalOT TEIUIOBYIO SHEPIMIO CAMOCTOSITE/IBHO,

a UCIOJIb3YIOT TerUIo OT pasMellieHHbIX mobmsocty TOLI. B HacTosiiee Bpemst B HoBocubupcke naet MoHTaK U roto-
BUTCSI K 3alyCcKy COOCTBEeHHast KOTesibHast Ha MPUPOIHOM ra3e. B TpaHCIIOpTHOM JIOMMCTYKE Mbl TaKKe UCTIONb3yeM,
MOMUMO BeH3MHa U [AM3eJIbHOrO TOIUIMBA, CXKUAKEHHbIN MPUPOAHDINA ras.

Jloructuka u VUIIaKOBOYHbIE MaTepHuaJibl

B 2009 r. HaMm ygasoch 3HaUMTeSIbHO CHU3UTb PAaCXO/Ibl
Ha YrakOBOYHbIe MaTepuasibl M TPAHCTIOPTHbIE PacXO/pl.
JlokasibHbIe TTPOEKThI, pea/M30BaHHbIe Pa3/IMUHBIMMU
3aBOJaMM KOMITaHMY — co3faHne BoJiee JIeTKUX CTek-
JISHHBIX BYTBUIOK, COKpallieHre pa3MepoB STUKETKHU, Uac-
TUYHbIA OTKa3 OT pa3MellleHist STUKETOK Ha FOpJIbIIIKaX
OYTbUIOK, COKpallleH/e TUIOTHOCTU TOJIMSTUIEHOBLIX
YIMaKOBOYHbBIX MaTepyuasioB U T. A.— MPUHEC/IN CYIIecT-
BEHHYIO SKOHOMMIO B MCIOJIb30BAHMM YITAKOBOYHBIX MaTe-
PUIOB, IMPOU3BOACTBO KOTOPBIX TPebyeT 3HaUMTeJIbHbIX
3aTpaT 3JIGKTPOSHEPr M.

BbiOpochbl NapHUKOBBIX ra3oB

[ToMMMO OTpPMLIATEIBHOTO BIVSIHMSI Ha Ce6eCTOMMOCTD
MIPOAYKLIMMA, TIOBBILIEHHOE 3HEPrornoTpebieHne uMeeT

VI HeraTUBHbI 3KOJIOrMUYecKuii acriekT. CKuraHme UCKo-
raeMoro TOTUIMBa MPUBOAUT K BBIBPOCAM YIrJIeKUCIOrO
VI APYrvx MapHUKOBBIX [a30B, TeM CaMbIM YCWIMBasI
adekT r7106aIbHOTO MOTEIVICHUS Ha IUIaHeTe.

AucTpubyLimst — OaVH U3 TJIaBHBIX BBI3OBOB /151 JI060IA
KOMIaHuM, paboTaoieii B Poccun ¢ ee orpoMHo Teppu-
Topueit. Komnanmeit Heineken B Poccun exxeroato ripo-
BOIMTCSI @HA/IN3 JIOKQTM3ALIMN MTPOAYKLIMK U e3KeMeCsIUHO
PaCcCUMTBIBAETCS PACCTOsIHME [TePeBO3KU T10 KazKI0ii
accopTuMeHTHO no3utimn. CoKpallieHre TPaHCTIOPTHbBIX
V3[IepKeK MIPUBOANT K 3aMETHOMY YMEHbIIICHUIO BbIGPO-
COB TMAapPHMKOBbIX I'a30B, UCTOUYHMKOM KOTOPBIX SIBJISETCS
TPAHCIIOPT.

HApnssack TpeTbyM MpoM3BoaMTesIeM NBa B MUpe,
KoHLIepH Heineken olyiaeT cBoio 0TBETCTBEHHOCTD
3a CHMKEeHMe BbIOBPOCOB MapHMKOBBIX Ta30B ero
NpearnpPUATUSIMUA.

INo MHeHuI0O MeknpaBuTe/IbCTBEHHOM IPYMNIbI 3KCnepTos no usMmeHenvio kiumarta (IPCC) nop srupoii
OOH u BcemupHoit MeTeoposioruyeckoit OpraHusanyy, MMEHHO BbIOPOCHI YIJICKHCJIOrO ra3a B pe3yJib-
TaTe 4Ye/I0BeYeCKOi [efTe/IbHOCTH ABJ/IAIOTCA OCHOBHBbIM HCTOYHHUKOM IOBBIIICHUSA TeMIlepaTypbl aTMOC-
depbr 3emmm. 3a nocsieHNe CTO JieT OHO COCTABWIO B cpefaHeM okosio 0,6-0,8°C, xoTa B HEKOTOPBIX
paiioHax, B yacTHocTu B Cubupu u ApkTuke, cpeaHerofoBas TeMrepaTypa Bbipocaa Ha 3-5°C.

[MoBbileHne TeMnepaTyphbl MPOUCXO/H/IO OAHOBPEMEHHO C YBe/inYeHueM KonleHTpauuun CO, B aTmoc-
depe 3emn ¢ 280 uacrteit Ha MyiH YacTeii Bo3ayxa B 1830 r. no 392 vact/miaH ceroausa. Yuenbie
CXOAATCH BO MHEHMM, UYTO Oe3onacHbIM a1 atMocdephbl U TeMriepaTypHOro bajaHca SIBJISJICH NOPOr

B 350 yact/MuIH, npoiigeHHblii emie B KoHile 1980-x rr., u Tenepsb rpaayiiye H3MeHeHHs K/IUMaTa ViKe
HeobpaTumbl. xcneptol IPCC cumTaroT, uTo cpeaHsas TemrepaTtypa Ha 3ewsie BoipacTtert K 2100 r.

Ha 2-6°C, B 3aBMCHMOCTH OT AuHaMuKH BbiOpocos CO,. IIpu mo6omM pa3BuTHH COOBITHII HALIMM AETAM
Y BHYKaM MPHAETCH }KUTbh Ha UHOM iaHete. OqHako ecM nosbinieHre Ha 2°C yeioBeYecTBO CMOMKeT
nepexuthb, To 6°C 3a cTojieTue NpUBEayT ero K Karacrpode BeeacTsue 3acyx, 3MUAeMuii 1 MacCOBOrO

BbIMHUDAQHUA paCTeHHﬁ H J KUBOTHDbIX.
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BbiOpockl OKHCH yrjiepoaa

AnbanHus
Typuus
PymbiHust
MakenoHus
Bochus u INepuerosuHa
XopBaTust
[IBerins
[Mopryranus
Benrpus
[peruapus
DpanLms
Bonrapus
Masnbra
Cepbus
CrnoBakus
Wranus
Wcnanous
Ncnanus
Hopeerus
CropeHust
[onbia
ApcTtpust
BenkoGpuranust
["pernst
[aHus
Kurip
["epmanust
Benbrus
Vipnanaovs
Hupnepnanap:
Pocchs e ———
Yexust
DuHnsHaNS
['ubpanrap
JTiorceMbypr

0 5 10 15 20

Hcrounmkm: MexayHapoaHoe DHepretuueckoe Arentctso. Hochfeld, Oko institute, PCF World Summit, cenrs6ps 2009 r.
PacueTsl caienaHbl UCXOAs U3 CIIeAYIOIMX TIPEATOIOKEHWIA: CpeqHeroaoBoe rnotpebieHne nmea Ha yesioreka — /9 nuTpos;
komuectso CO,, Bbigesisiemoe B Mpoliecce MPOU3BOACTBA, AOCTaBKM U MOTpebenus mpsa — 60 Kr/TJI; B pe3y/bTare obuimii
cpeaHeronopoit o6beM Bhigensemoro CO, coctapnsier 47 kr/ri1. Cpeanee komuectso CO,, npuxopsiieecst Ha OJHOTO XKUTeJIs
Hupepnanmos, coctasnser okosio 11 ToHH B rog.

25

Xota B 2009 r. mueoBapeHHbie 3aBoabl Kommnanmm Heineken B Poccin HeMHOr0 corpatni o6beMbl MPSIMbIX U KOC-
BEHHBIX BBIGPOCOB YIJICKMC/IOrO Ta3a B pe3ysibTaTe CHUMKEHMs! MPSMbIX BBIGPOCOB B aTMocdepy, TeM He MeHee, 3Ty
06beMbl MOKa MPEeBbIIAIOT Hallli BHYTPEHHME [UTaHOBbIE 3aaHMsl.

IpsaMble ¥ KOCBeHHbIE BLIOPOCHI OKHCH yrjiepoaa
Ha NMBOBapeHHbIX 3aBoax

kr CO,/rn1 nuea
2012

2011
2010

2009 113 -

2008

2007
® uems @ nocturnyro

IluBoBapeHHasi oTpac/ib YHUKa/IbHA B TOM OTHOILLIEHHH, UTO YIJICKHCJIbIi ra3 siBjifieTcs
He TOJIbKO O[JHHMM M3 MPOM3BOACTBEHHbIX OTXO/IOB ee [eATeJbHOCTH, HO U Heobxo-
AUMBIM MHI'PEeIHeHTOM MpPH MPOU3BOACTBE U po3/HBe nuBa. Poccuiickue 3aBoabl
Komnanuu Heineken cTpemaTcsa camocTosTelbHO obecnieynBaTh CBOM NOTpebHOCTH

B CO,, ucnosib3ysa AA 3THX Liesleii ras, noJjiyyaemblii B pesy/ibTaTe npoiecca cdep-
MeHTaluy nMuBa. TeM caMbIM COKpalllaloTCa 00'beMbl 3aKylaemMoro Ha CTOpoHe co,,
0BObIUHO ABJIAIONIErocs MPOAYKTOM FOPeHHsl, U YMeHbIIaeTCs «YIriepoaHblii cieny
6pennos Komnanun Heineken B Poccun.
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CenbcKkoe
X039HCTBO

B nocneanyve roapl BOmpock! KauecTsa, CTOMMOCTHU

Y OOCTYITHOCTU STUMEHSI U XMeJIsl CTa/I [IPUOPUTEeTHBIMUI
[UT IMBOBAPEeHHbIX Npeanpustrii. Poct HaceneHus
3eMiin 1 ero YpoBHS 2KU3HU, MOBBILIEHHDINA CITPOC Ha BCe
BUABI C/X NIPOAYKLIMM B MUPe, BKITIOUast KYJIbTYPbl

[U1sl IPOV3BOACTBA BUOTOIUIMBA, TTOAYAC BhITECHSIOLMe
Y3 TPaAVLIMOHHBIX PaiOHOB IPOM3BOACTBA BBICOKOKauec-
TBEHHbIIT TUMEHb — BCe 3TV (DaKTOPBI [1e/IaloT YCTONUM-

BOE pasBUTHE CeJIbCKOI'O XO3s1iiCTBa Ge3a/ibTepHATMBHDBIM.

Kowmmanust Heineken B Poccun nognep:xupaer nosnro-
CPOYHbIE OTHOIIEHNS C MeCTHBIMM TTPOU3BOANTEISIMMA,
OTAaBast M TMPeMYIIECTBO B MMOCTaBKaX ChIpbs HAIIMM
MMMBOBapPEHHbIM TPENPUITASIM U COJIOAOBHAM. TakuM
o6pa3oM Mbl 3almi@aeM cebst OT MoC/eaCTBUI T106asb-
HbIX HeypoXKaeB, HeOBXOAMMOCTH TPAHCIIOPTUPOBKM
CbIpbst Ha [aylbHME PACCTOSIHUS, a TaKKe co3daeM CIpocC
1 I0XO[ B CTpaHe NnpeGbiBaHus.

\
X
A
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q

q
A

VTiwimmsaunusa oTxoa0B
NMPOMU3BOACTBA

CopTupoBKa 1 MOBTOPHOE UCTIO/Ib30BaHME OTXOA0B
mBoBapeHust moMmoraet cbepeus 10 80% cbipbs

[T TIPOM3BO/ICTBA [MBa Y OJHOBPEMEHHO pelllaeT
npobiemy nx 3axopoHerust. Ha 6onbumtcTee npearpu-
atuit Komnanum Heineken B Poccun («Kommnanus [TUT,
Kamuuunrpazm; «<AMYP-TTMBO», Xabaposck; «I IuBopapHs
Xeitnerer», CaHkt-Tletepbypr; «llxan», CrepiuramMak;
«Cubupckas [TupopapHsa XeiHeker», HoBocnbupck) yxxe
B TEUEHME HECKOJIbKUX JIeT TTPOUCKOAUT pasaesibHoe
HaKOIUIEHME U Tpoaka CreLMaM3UpPOBaHHbIM Mepepa-
GaTbIBaIOIMM KOMITAHUSAM TaKMX MaTepUasioB, Kak I1ac-
TUKOBasl TUIeHKa, ByMara 1 KapTOH, MeHOILIacT.

B 2008-2009 rr. Bce muBopapuu Kommnanmm Heineken

B Poccun paspaboTany npaBmia gesTe/IbBHOCTU

rpy obpalleHnn ¢ otxoaamm 1-4 Ki1. oracHOCTH,

Ha OCHOBaHUM Yero UMu 6bUIM MOJyUeHbl JIMMUTbI

Ha BbIBO3 U 3aKJTIOUEHbI [JJOrOBOPBI C JIMLIEH3UPOBAHHBIMI
TPAHCIIOPTHBIMM OPraHN3aLMSIMU U JIMLICH3UPOBAHHBIMM
casikamu. B more 2009 r. koMmaHueit 6biia MosyyeHa
CPYIINoBast JIMLIEH3s Ha obpallieHrie C OTXOaaMMu,

YTO TMO3BOJIWIIO [0 KOHLIA FOfla CSKOHOMUTD OKOJIO

8 miH pybrient.

AnekcaHap Xutpos,

MeHemRep Mo oxpaHe Tpyaa, 300POBbs
1 ORPY2KaoIIeil cpe/bl

Komnanmm Heineken B Poccun

[peanpustus Komnanmun Heineken B Poccyn
OCYIIECTBIWIN PSIf] YCITRIIHBIX [TPOCKTOB

IO YTWIM3ALIMM OTXOAOB C/X IIPOM3BOACTBA.

B kontie 2007 r. 3aBoa «Kommanms [T T»

B KayMHmHIrpage Havasl poaaBaTh APOXKIKM
repepabaThiBaloIeMy MTPEANPUATHIO, 3aHATOMY
VI3rOTOBJICHVIEM KOPMOB [UIs CKOTa. B pesysbraTte
[BYXJICTHMX [IePEeroBopoB HaM Yaasioch ybeamTb
PYKOBOACTBO 3TOrO MPeArpUsTUs OTKPBITb ero
dwman Ha Cepepo-3arnaae Poccun. Pumman
6bU1 OTKPBIT B 2009 r., 1 Tenepb NpeanpuaTie
(I 'TuBoBapHs XerHereHn» B CaHKT-[ leTepbypre
VIMeeT BO3MOXKHOCTD MPOAaBaTh APOXKIKI
CBOEMY HOBOMY IapTHepY. TakKe B TeueHne
2008-2009 rr. mbr Ha 60% cHU3MM BBIBO3 APO-
O1HBI (OCTAaTKOB OOOJIOUKM M YaCTUL] AAep 3epHa)
Ha cBaIki. [locrie rnonyyeHus noaTBepKAalommx
cepTndMKaTOB Ha APOBUHY KaK MUIIEBOVi MPo-
[YKT, Hallli MMBOBApHM Haua/IM MIPOJABaTh ee
CeJIbXO3IPON3BOANTEISIM.

Bopaa

[Tneo Ha 92% cocTouT U3 BO/bI, [IOSTOMY OT KauecTsa
BO/Ibl B OIPOMHOII CTeleHM 3aBUCUT KaueCTBO MUBA.
KpoMme Toro, Boga B 60/IbLIMX KOJIMUYECTBAX UCIIOJIb3Y-
eTcsl [U1sl MbITbs Tapbl M obopyaoBaHus. Ellle Heckobko
JIeT Ha3a/l [ TTPOU3BOCTBA OJHOrO JIMTPa MMBa Tpe-
B6oBasioch A0 15 UTPOB BOApBI, UTO TMPEBbILIAIO AaXe
HOPMbI B METaJUTypruieckoii rpoMbiiieHHocT. OaHako
3a ToC/Ie/IHME TOMbl 3TOT MOKa3aTe b YMEHBIIWICH B TPU
pasa 6sarogaps MIPUHATHIO SHEPTUUYHBIX Mep 10 KOHT-
POJTIO M COKPALIEHNIO BOAOIO/Ib30BaHMS, COBEPIICHCTBO-
BaHUIO METOAMKU SKCIUIYaTaLMM M CHUMKEHUIO MOTePb.

B 2009 r. yaesnbHoe noTpebsieHne BoAbl Ha 3aBOax
Komnanun Heineken B Poccun cokpatusiocs eite Ha 8%:
¢ 5,0 o 4,61 BOABL/TJI MMBa. DTO CTAJI0 BO3MOKHBIM
6r1arofaps BHeAPeHHbIM MEPOTIPUSITUAM T10 KOHTPOJTIO

11 COKpallleHMIO MoTpebIieHNs Boabl, COBEPIIEHCTBOBA-
HMIO METOVKM 3KCIUTYATaLMM U CHMUKEHUIO BO3MOKHBIX
rorepb. CHKkeHMe roTpebsieHNst BOIbl TaK:Ke SBJISeTCS
UaCTbIO MMPOrPaMMBbI IO PecypcocheperkeHmIo.

VnenbHoe nmorpebieHue BObI
Ha NMUBOBApPEHHbIX 3aBO/aX

I'J1 BOABL/TJ1 MVBa
2012

2011
2010

4,2
4.6

2009

2008

2007
® uem @ [ocTurHyTO

VYnenbHoe notpebrieHrie Boabl CHU3WIOCh TaK:Ke Ha Poc-
CUICKUX coJtoAoBHaxX Komrianum Heineken Ha 25% ¢ 11,4

B 2008 r. no 8,5m%/T conoma B 2009 r.
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IIpumepbl NpoexkToB B 06J1acTH pecypcocoepekenus,
peam3oBaHHbIX B 2009 r.

OKoHOMUSHA OKxoHoOMUHA

3JICKTPO3HEePruu Terlia 3JICKTPO3HEeprumu Terla

«IuBoBapHa XeiinekeH Baiikan, UpKyTck «[MuBoBapus Xeiineken», Cankt-IleTrepbypr

«IIuxan», Crep/mmramak (bamkoprocraH)

«Bosra», Huxkunii HoBropopg
«Kommnanusa I'NUT», Kaaunuurpan

«Cubupckas INusoBapnsa Xeitneken», HoBocubupck

«AMVYP-ITUBO», XabapoBck

«larpa», EkaTrepuHoypr
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COl.lMaﬂbele HHHUIIHATHBDbI

DuHaHCOBDIN YCIexX AB/ISeTCH BaXKHeillllel Le/ibio paboThl II060ro KOMMepYecKoro npeanpysTHS.
OpHaKo Nno JOCTUXKEeHHMH orpe/ie/IieHHOro YPOBHA pa3BUTHSA 6u3Heca pMHAHCOBDIH ycNex U3 camMoue/iu
npesBpailaeTcd B CPeACTBO /il H3MEHeHHs YC/IOBUI OKpYy:Kaloiei xku3Hu. Komnanusa, 3a nuieuamm
KOTOPOii MOYTH MOJITOPa BeKa YCIelIHOo# AeTe/IbHOCTH, NMPOAYKLMIO KOTOPOii 3HAIOT H JIIOAT 1o BceMy
MHPY, BUJUT CBOIO OTBETCTBEHHOCTh B CO3/iaHUM 3/I0POBOii, be3onacHoii ¥ 61arono/yuHoii cpeabl

AJIS ThICSIY CBOMX COTPYAHHUKOB M MWIJIMOHOB CBOMX MOTpebuTesieil U KJIMeHTOB.

ToMuMO TpaAULIMOHHBIX MPUOPUTETOB — KauecTBa U He3onacHOCTH NoTpeb/iseMbIX NPOAYKTOB —
CoBpeMeHHOe 001ecTBO yae/igeT Bce 60sibllle BHUMaHHMA BOIPOCAM KOPIOPATUBHON 3TUKH M OTHOILLUEHHUIO
KOMIIaHHUI-IIPOU3BOAMTEJIel K NepCcoHasly, K FTOpoay U CTpaHe, rjae oHu paboTraloT, K OKpy:Kalolleil cpefe.
CrpeMsch COOTBETCTBOBaTh OXKHAAHHIM CBOMX NMOTpeduTe e, MexayHapoaHblii konuepH Heineken
NOCTOSIHHO pa3pabaTbhiBaeT M aKTHMBHO MpHMMEHsieT Ha NPaKTHKe MporpaMmbl B 00/1aCTH colMa/IbHOM

U 9KoJiornueckoii noiutuku: Kogekc aesosoro noseaeHus, AJIKOro/ibHYIO MOJIMTHKY, MIPOrpamMMbl

MO COKpallleHHMIO NMoTpeb/ieHHsa 3HepruM U Bobl, CHCTEMY MOHHTOPHHIA HMCNOJ/Ib30BaHHUS ChIPbS U YCTOM-
YHBOI'0 Pa3BUTHHA CEJIbCKOro X03MiiCTBa U T. [.

VYceunusa konuepHa Heineken 6611 BBICOKO OlLieHeHbI IPUCBOEGHHEM eMy 3BaHMs Jiuiepa B HOMMHALUH
«CouMa/IbHO-OTBETCTBeHHas NMUMBOBapeHHasa KoMIaHusa» no peitunry Dow Jones Sustainability Index.
fAsnasace oaHuM u3 maepos orpaciu, Komnanusa Heineken B Poccuu BUaUT CBOIO poJib B MPOABU-
KEeHHHU BBICOKHX CTaHAApTOB COLMA/IbHON CTaOMIbHOCTH U 3a60ThI 06 OKpyKalollell cpe/ie Ha CBOMX
npeanpuaTHX.

Komrnanmst Heineken B Poccun
rapaHTMpyeT CBOMM COTPYAHMKaM
cobnoaerne Poccuiickoro Tpy-
[IOBOT'O 3aKOHO/IaTe/IbcTBa. Mbl
CTPOMM Hallli OTHOLIEHUS C Tep-
COHAJIOM Ha OCHOBE OTKPBITOCTH,
[0BEpUs U B3aMMOYBazKeHMs.
KoMmriaHust BbICTYIMaeT npoTus
JIIO6bIX HOPM AUCKPUMMHALIMA
IIpU rIprieMe Ha paboTy U aesiaeT
BCe BO3MOXKHOE, UTObbI He [10Myc-
TUTDb C/IyUaeB HapyIIeHUs TPY-
[OBOM 3TUKU U YIIpaB/ieHYeCKon
HEKOMITeTeHTHOCTH.

Coanapas 6e30macHble YCI0BMS
TPYaa CBOUM COTPYAHMKaM

VI Iipe[yTarasi BbIrOIHOE COLM-
asibHOe obecrieyeHne, Komranus
Heineken B Poccun Tak:ke
CTPEMUTCS TIOBBICUTD UX MHULIMA-
TUBHOCTb U 3aMHTEPECOBAHHOCTD
B MTpodheCcCOHa/IbHOM 1 Kapb-
epHOM pocTe. 3HaunTesIbHbIE
cpeacTBa 6bUTM MHBECTMPOBAHBI
B 2009 r. B paspaboTKy psiaa
KOPIOPATUBHBIX TPEHVHIOBbIX
MporpamM, MPU3BaHHBIX HAYUUTb
COTPYIHUKOB KPUTMYECKM OLie-
HMBaTb Y MOCTOSTHHO Pa3BUBaTb
YPOBEeHb CBOEro npodeccroHa-
m3Ma 1 3¢bdEeKTMBHOCTH.

Mapusa Bapykora,
[viperTop Mo repcoHamy
Kommanmn Heineken B Poccun

B pamkax nporpammbl «<YnpaBbjieHue gesiTe/IbHOCTbIO» PYKOBOAUTEN
roApa3saesieHni1 BMecTe ¢ COTpPYAHMKAaMM B Havasle rofa onpeaesisiioT
VIHAVBUAYaJIbHbBIE 11eJ1 COTPYAHNKOB Ha OCHOBE CTPaTerMyeckux Liesen
KOMITaHM, a TakKe OBCYKAAIOT LIe/ Pa3BUTUS MOBEAeHUECKIX KOMITe-
TeHLIMIA 1 MpodeccnoHa/IbHBIX HaBbIKOB. B KOHIIe rofa olieHmBaeTcs cre-
TIeHb BBITIOJIHeHMSI COTPYAHMKaMI [MOCTaBJ/IeHHbIX 3aa4 M Pa3BUTHS Y HUX
podeCcCMOHaIbHBIX HABBIKOB 1 YMEHMIA.

MexaHnam obpaTHOV CBSI3M 3aIeiCTBOBaH B APYroi MporpaMMe, pac-
CUMTaHHOV Ha pPa3BUTHE Y PabOTHUKOB JIMACPCKMX KauecTs — 360
Heineken Development Accelerator (<360 rpaaycos obpaTHas
CBI3b»), KazkK[Ibll1 13 YYACTHMKOB KOTOPOIA MPOCUT CBOMX KOJUIEr,
HerocpeACcTBEeHHOro0 PYKOBOAUTESIS Y MOAUMHEHHbIX MMPeaOCTaBUTb
OT3bIBbI O €ro AesdATe/IbHOCTU. Pe3ysbTarhl UcCieqoBaHUs TOMOTaloT
YUACTHMKY BbISIBUTH CBOV CUJIbHBIC U C/labble CTOPOHbI Y COCTABUTD TUTaH
VIHAVBUAYAJIbHOTO Pa3BuTus Ha byayinee. CoOTpYaHMKY, YUaCTBYIOIIME

B [IpOrpaMMe, TOCellialoT CreLiasIbHbI CeMVHap [0 Pa3BUTUIO JINAEPCKUX
KauecTB, KOTOPbIl MPOBOAAT TPeHepbl 113 KOPIOPaTUBHOIO YHMUBEpCUTETa
Heineken.

Cl'IeLlI/IaJ'IbHO [UTd TIOVICKa U MTPOABM2KeHN A pa6OTHI/IKOB C BbIpa- ’ ’

»KEeHHbIMI JIMAEPCKUMM KauecTBamy ObUTa 3arlyilieHa porpaMma
Management Review, KoTopasi OlLieHMBaeT NMoTeHIMal PYKOBOAUTE e
VI COTPYAHMKOB C LieJIbIO CO3[aHMsl KaApOBOI'O pe3epBa Ha IMpearpuaTun
Y TUTaHUPYeT UX OaJIbHeNlINii KapbepHbId POCT.

B roMmraHmm cyiectsyioT 1 60s1ee Y3KO CrielaM3npoBaHHbIe Mpo-
rpaMMbI TI0 Pa3BUTUIO YIIPaBIeHUECKIX HaBbIKOB 1 [TOBeIeHUCCKIMX
gomriereHLuin — «KoyuuHr», «<YnpasjieHue BpeMeHem», «<YnpasBjieHue
KOMaH/10ii», IporpaMMbl 1o OOY4YeHHMIO BHYTPEHHHX TPeHepos,
(bYHKIMOHA/IbHBINA TPEHHUHT .
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OxpaHna Tpvyaa, 370pOBbA
U OKpV:aKalolien cpeabl

INosmmruka Komnanuu Heineken B 06/1acTu oxpaHbl
TpYyAa, 3A0POBbA U OKPYKalOLIei cCpe/bl CBS3bIBaeT
BOEMHO [IBe BaxkKHelIMe 3aaun: YIyUlleHns YCIIOBMM
TpYaa M CHVXKeHUs BPeHOI'O MMPOMbIIUIEHHOTO BO3/eit-
cTBus Ha nipupoay. ColmasibHast U 9KOJIOrMUecKast
opMeHTaLMs bu3Heca, BHeApeHe HOpM 6e30racHOCTH
Ha NPOU3BO/CTBE, UCTIO/Ib30BaHNe 6e30IMacHOro ChIpbsl,
060pYA0BaHNS I MaTepPUaioB — CJIe[IOBaHNE 3TUM [IPUH-
LIMIaM MIPUHOCUT BM3HeCy OrpOMHbIE MMperMyILecTBa

3a CYeT COKpallleHNsl U3aep:KeK, YIIPOUeHMs pernyTaLmm
U TIPUBJICUEHNS] HOBBIX [10TpebuTeieii.

Brarogapst abderTUBHOM peanm3aLmy JaHHOM TTOJIUTURA
Komnanus Heineken B Poccun Boliwia B uncio moepos
1o 6e30MacHOCTY Cpeay MPearpPUsTUl KOHLIepHa
Heineken ¢ ofHMM 13 caMbIX HM3KMX YPOBHEN ITPOU3BO/I-
ctBeHHOro TpasMatuama. B 2009 r. Haum nokasarenn
6e30IMacHOCTH, BbIpasKeHHbIe B KOJIMUYECTBE HeCUaCTHDBIX
cnyJyaes Ha rpoussoacTse Ha 100 mraTHbIX COTPYAHMKOB,
ynyunnwick BtTpoe — ¢ 0,6 go 0,2 vHLmMaeHToB.

SDbderTUBHOCTD HalMX AEMCTBUI B 06/IaCTU OXPaHbl
TPpYAa 1 OKpYzKalollel cpebl OCTUraeTCs 3a CUeT psifa
(harTOPOB: IMUHOM OTBETCTBEHHOCTU PYKOBOAUTEJICH
BCeX YPOBHelt, Pery/IsipHOii OLIGHKM OIMacHOCTeN U PUCKOB
Ha paboumnx MecTax, OCO3HAHHOM 3alHTePeCOBaHHOCTU
COTPYAHMUKOB B obecrieueHn cBoeit 6esomnacHoct, 6e30-
MacHOCTU KoJuler 1 rnotpeburesien. 3aboTsiCb O 300POBbe
cBoux cotpyaHrkos, Kommnanns Heineken B Poccun
BBIXOZIMT 3a Ipe/esibl 3JIeMeHTapHbIX HOPM TPYAOBOrO
3akoHOaaTesbetBa PP 1 npenocrapsister wmporuit Habop
[IOTIO/THATEJIbHBIX JIbIOT M KOMITEHCALIMIA, TaKNX Kak IUTa-
HMe B CTOJIOBO MMPeArPUSTUS WM KOMITeHCALMs 3aTpaT
Ha MUTaHKe, obecrieveHne obsi3aTe/IbHOro 1 A06POBOIIb-
HOI'O MEIMLIMHCKOTO CTPAaxOBaHUsl, OKa3aH1e MaTepuasib-
HOV MOMOLM PaBOTHUKAM B CIeLa/IbHO OrOBOPEHHBIX
cnyyasik U T. fI.

Kopgekc nenoBoro
noBeeHus

[nst Toro, yTo6bl [IOMOYb COTPYAHMKAM HAiTV MTPaBWIb-
HOe pellleHre B C/IyJasix, Koria Ux JIMUYHbIe MHTepechl
MOI'YT BCTYIIUTD B MPOTMBOPEUMe C MHTepecamu pabo-
ToA@TesIsl, MeCTHBIM 3aKOHOATe/IbCTBOM WK OBLenpu-
HSATBIMU MOpasibHbIMU HOpMamy, B 2004 r. KOHLIepHOM
Heineken 6bi1 npunsaT Kogexkc aenosoro noseaeHus.
DTOT cBOA MpaBW COAEPKUT UeTKIe peKOMeHaaLmm
HalllVM COTPYIHMKAM 10 UX [MOBEACHMIO B CUTYALIMSAX KOH-
QIMKTa MHTEPeCcOB WM STUUECKOrO BbI6opa, BO3HMKAIO-
IIMX B IpoLiecce UxX MpodecCoHaIbHOM AesITe/IbBHOCTH.

Komekc menoBoro rioBefeHust ABasieTCst MpoaoJKeHeM
HallVX TIPVHLUIIOB B OTHOILEHMY KOHKYPEeHLIMY U BeeHus]
Ou3Heca, a TakKe I0JI0KEHM AJIKOTOJIbHO [TOJIATUKMI

u [Tormtrry B 0671aCTV OXpaHbl TPYAa, 300POBbS U OKPY-
»karottent cpeabl. OH MOMOraeT MpeaoTBPATUTD CIIyYan
MOIIIEHHNYeCTBa U BO3HMKHOBEHMsI KOH(JIMKTa MHTEepe-
COB, CTPOUTDH HaflexKHble B3aMMOOTHOLIEHU C [1eJIOBbIMU
MapTHepaMu, TIPaBWIbHO BECTU ceBst IPU MOYUeHUN VN
MpeJIoKeHUY TT0AapPKOB.

OpgHoBpeMeHHO ¢ Koaekcom GbUta MpuHsiTa HOBast
Ipoueaypa yBeaOM/ICHHS O C/IV:KEOHBbIX
HapVILEHUAX, [1peoCTaBMBIIast JI0O0MY COTPYAHMKY
BO3MOKHOCTb KOHPUACHLMAIbHO 1 aHOHMMHO COOBILIATh
PYKOBOACTBY O (hakTax KOPPYIILMM, He3aKOHHOM [esiTeslb-
HOCTY WIM aMOPaJIbHbIX MOCTYIKOB Ha MPearpUsTUN.

['lo pesynbraTtam BHeapenus [ Ipoueaypsl, B 2009 r.
ObUIO 3aperCTPUPOBAHO YeThipe CiyUast Cy2KeOHbIX
HapyuteHnit. [Ipa U3 HUX K KOHLYY roaly He MOATBepAWINCD,
O[HAKO MO [ABYM APYTMM pacciiefoBaHNe MPOAOIKaeTCsl.
Ecnu okakeTtcst, YTO AaHHbIe MPOCTYIKY ACCTBUTEIbHO
VIMeJIi MeCTO, Mbl He3aMeUIUTe/IbHO MPUMeM COOTBeTC-
TBYIOLME AUCLIMTUTMHAPHBIE Mepbl.

OpaHyUM 13 OCHOBHBIX HalTpaBJIeHMI MOBBIICHNST KOHKY-
PEHTOCITIOCOBHOCTY TIPEANPUSTUS SIBJISISTCSl YBeJIMUeHe
acdbderTnBHOCTU MTpom3BoacTBa. Hauatoe B 2004 r.
BHe/peHle Ha MpeArpuaTusax KoHiepHa Heineken
[Mporpammbl yripabieHmns 3¢bdEeKTUBHOCTBIO MPOU3-
Boactea — Total Productive Management (TPM) —
SIBWIOCH O[IHVM U3 CaMbIX [IMICTBEHHBIX MEXaHM3MOB
AOCTVXKEHMS 3TON Liesn.

Llens BHeapeHnss TPM — MuHMMM3aLMs BCeX BUIOB
n3aepKex (<HoMb Bpaka», «HOJIb MOJIOMOK», «HOJIb
HeCUaCTHBbIX C/IyUaeB») 3a CUeT M3MeHeHus criocoba
OopraHmsalMM Tpyaa U COKpallleHust roTepb paboyero
BpeMeHI, SHeprmu, Chipbst U obopyaosanms. B pesysib-
TaTe YBEeIMUMBAIOTCS OO'beMbl [POM3BOACTBA U YiyUllia-
eTCsl KaueCTBO MPOAYKLIMA, CHUKAIOTCS CebeCcTOUMOCTb
M CPOKU TIOCTABOK, YBe/IMuMBaeTcst 6e30MacHOCTb Tpyaa
1 pacTeT MHULIMATMBHOCTD ITepCoHaIa.

CorJjiacHO CYIIIEeCTBYIOIIEMY OMNbITY U METO-
moJiorum, BHeapenue TPM ocyiuecrsiisiercs

10 CJIeAVIoIMM OCHOBHBIM HallpaB/ICHUAM IPOU3-
BO/CTBEHHOI'O LMKJIa:

* caMocTofTe/IbHOe 0bcay:kuBaHHe 0bopyaoBaHus
onepaTopamMi,

* co3[JaHHe CHCTeMbl IUIaHOBO-NIpeayIIpeu-
Te/IbHBIX PEMOHTHBIX PaboT U TEXHHYECKOro
obcnyKuBaHus,

* ONTUMH3ALMA U3OPAHHBIX 3BEeHbEB MPOU3BO/C-
TBEHHOrO 1UKJIa,

* noaaep:KaHue U MOBbIIIeHHEe KayecTBa MPOAYKIIMH.

Xeiix BaH [opr,

Butie-nipesnaeHT o obecrieueHmio
" TUTAaHUPOBAHMIO [TPOM3BOACTBA
Kowmrianmn Heineken B Poccun

CyllecTBeHHbIM SIBJIIeTCS HE TOJIbKO Pe3yJibTar,
HO 1 CaM MpOoLecC BHeaApeHus cucteMmbl TPM,

B KOTOPbII BOBJIEUEHbI HE TOJIBKO MPOM3BO/IC-
TBEHHbIE, HO TaKxKe MPOEKTHbIe, KOMMepUecKie

1 YIpaBJieHYecKie roApasae/ieHNs KOMITaHUN.
Boree Toro, ecnm npoliecc opraHmM3obBaH
HeIPaBWIbHO, TO U OXRUAaeMblii 3(pGeKT MoUTH
HaBepHsKa He 6yaeT rnojyyeH. DTuM oObsICHIeTCS
TO TOBBIIIEHHOE BHUMaHME, KOTOpOe YaesiseTcs
BbIpabOoTKe MOC/Ie0BaTe/IbHOCTY ACVCTBIM U (hop-
MMUPOBAHMIO OPraHU3ALMOHHON CTPYKTYPBI T10 MPO-
apukeHnio TPM.

Bo BTopoit nonoeune 2005 r. 3aBoa <[ InBoBapHs
XerHeken» B CaHkT-I leTepbypre nepsbiM 13
npeanpusatun Kommanmi Heineken B Poccun
Hauasl BHeapeHye nporpammsl TPM. CerofaHst

OHa aKTMBHO Pa3BMBAETCH Ha BCEX IMBOBAPHSX
gomraHym. CoKpallleHrie pacxoaoB SHeprm

¥ BObI, CHIZKEHVE TI0Tepb SKCTPaKTa MBa, 6osiee
paLMoHaIbHOE MCTIO/Ib30BaAHME ChIPbs, YITAKOBOY-
HbIX 1 BCIIOMOTraTeJIbHbIX MaTepUaiOB, CHI?KEHe
TPAHCIIOPTHBIX PACXOOB, MOBbIILIEHE TPOU3BO/IC-
TBEHHO 3P GEKTUBHOCTY — BOT Te peaJibHbie
BBIFO/Ibl, KOTOPbIE AAJIO MPEANPUSITUSIM KOMITaHNM
BHeapeHve npuHLmnios TPM, obecrieuns cyiect-
BEHHYIO SKOHOMMIO CPE/ICTB.



Heineken
Russia

Y0661 Mpon3BoanTb BOCTpebOoBaH-
HbIVi 1 6e30MacHbIl MPOAYKT, COOT-
BETCTBYIONMI MUPOBBIM CTaHIapTaM
1 YOBJIETBOPSIOLIMIA CAaMbIM BbICO-
KM OKMIaHMSIM HallMX NoTpebu-
TeJsielt, Heo6XOAMMO TMOANEPKUBATb
BBICOKMI1 YPOBEHb KauecTBa Ha BCeX
aTarax MpPOM3BOACTBEHHOrO LIMKIIA,
OT YIIpaB/IeHYECKMNXK PeLIeHMii TOIT-
MeHe[1:KepoB 10 paboTbl Ha JIMHIN
poampea. C Liesbio peaiM3aLmy 3TOro
MPUHLIMIA B KOMITaHUM TIPUHSATa
INosuTHka B 06/1aCcTH KauecTsBa
u 6e30MmacHOCTH NMPOAYKLIMH,

a TakKe BHepeHbI 1 cepTUhNLIN-
poBaHbl CucTema ynpas/ieHUus
KaudecTBoM (Ha ocHoBe ISO 9000)
1 Cucrema ynpasJjieHus Ge3omnac-
HOCTBIO MPOAYKIHUHU (Ha OCHOBE

ISO 22000).

Esena MasypuHa,
[npeKrTop Mo KauecTBy

2009 r.: Harpaabl 3a Ka4eCTBO NPOAVKIIUM U COLiHa/IbHbIE OCTHXKEHHS

Komnanuu Heineken B Poccuu

Copra muea «lluxax ceetoe», lluxan kpernkoe», «Cemon Ypanr, mutepanbHas Boaa «llnxan-2» v 6e3anko-
T'OJIbHBIV Ta3MpPOBaHHbI HArMTOK «JInMoHam (muBoBapHs «llnxan», r. Crepsmramak) ctasm obiagaTessiMim
CepebpsiHoit Menan «3a MIPOU3BOACTBO BHICOKOKAUECTBEHHOM B10IorMyecky 6e30racHoi MpoaoBOIbC-
TBEHHO MPOAYKLIMM» Ha rportuemuei ¢ 9 mo 12 okrabps B Mockee 11-o1i Poccuiickoit ArpornpoMbIiieHHOM
BbicTaBke «3osiotast Ocerb-2009», npoBeaeHHOM No/a aruaort MuHMCTepCcTBa CeTbCKOro xo3siicTBa PO

u ['lpaButesnbctBa MOCKBBI.

Coprt «Amyp I'lBo Rperikoe» (mueoeapHs «<AMYP-TIMIBO», r. Xabaporck) nonyumn Bonbiyio 3omoTyio
Menasib B KOHKypce KauectBa Ha Xl criermananpoBaHHOM MeKpermoHaIbHOV BbICTaBKe-sipMapKe
«JanpArpol Inel Ipom-2009» «TexHomorumn. ObopyaoBate. YrakoBKa», KoTopas rpouuia ¢ 22 ro 25

ORTSIOPS.

23 Hos1bps1 cocTosutoch BpyueHme «CepTudnkara goBepust paboToaaTesio», YaoCTOBEPSIIOIIEro, UTO 3aBOd
«Cubupckas [TnBoBapHs XelHeKeH» BHECEH B peecTp paboToaaresieit, FrapaHTUPOBAHHO COBJTIOAAIONIMX
TPYAOBbIE TIPaBa PaboOTHMKOB. DTO MepoIpUATE TIPOIIWIO B PaMKax MpoekTa «/leriapupoBaHie AesTeslb-
HOCTU MPEATNPUSITUIA MO peain3aliy TPYAOBbIX MpaB PaboTHMKOB 1 paboToaaTesiel», OCYIEeCTBISeMOro
["ocynmapcTeeHHo nHCeRrLmver Tpyaa B HoBocnbrpckoit obact ipy yuactun Peaeparimm npodcoo3os

Komnanmm Heineken B Poccun

ISO — aT0 Habop MpPU3HAHHBIX Ha MeXKAYHAaPOAHOM YPOBHE CTaHOap-
TOB, OINpeesISLIMX TPeOOBaHNS K YIPABJICHUIO MTPOLIECCaMi, BbITTOJI-
HEeHye KOTOPbIX ObecrieunBaeT BbIYCK KaueCTBEeHHOM 1 6e30racHoii
npoaykuym. [1sist Toro, 4tobbl COOTBETCTBOBATH cTaHAapTaMm ISO,

B KOMITaHMM pa3pabaThIBAIOTCS YeTKME AOKYMeHTaIbHbIe MTPOLIeAYPhI,
METOAVKM, pabourie MHCTPYKLIMM U APYriie TOKYMEHTbI, OMMChIBalo-

Hosocubupckoii obmacty 1 HoBocubupckoi ToproBo-rpoMbiiiieHHOM TaiaThl.

30 ortabpsa 2009 r. 3apog (I IMBorapHsa XeviHekeH baiikai» 6bUT HarpaxkaeH AUIUIOMOM 3a OOJIbILION BKIaA

B 3alllMTY OKPY2Kalolleil cpebl pervoHa u o3epa barikast.

Komranms Heineken B Poccun crasia ogHmM 13 riobeayresieit KopriopaTMBHOIO KOHKYpCa B 06/1acTyi KauecTBa
2009 Heineken Quality Awards, rnonyume BbICIIME OLIEHKM B HOMUHALIMM «3a AOCTVKEHMe HanbosbIlero
rporpecca B 061acT Mpou3BoACTBa». HesaBucuMble sKCrepThl KIOpY CaesIaiy BbIOOp Ha OCHOBAHUM TaKMX
KpUTepKeB, Kak YpOBEHb KaueCTBa 1 CBEKECTU MPOAYKLIMM, KaueCTBO YIIaKoBKM, 3(D(MEKTUBHOCTD MTOINTURMA
10 PHIHOYHOMY TIPOABVIKEHUIO U MPOazke MPOAYKLIMN.

LI/ie TeXHOJIOTMUYeCKYe IPOoLIecChl 1 AeCTBUS MepCoHasla.

[TomMrMoO cTaHOAPTOB KauecTBa, OCHOBAHHBIX Ha TpebopaHusx 1SO,
B KoMraHmy Heineken ucriosib3yercs Tak:ke crcTeMa MeHeIKMeHTa
6e30MacHOCTY MTPOAYKLINM B COOTBEeTCTBMM C KoHLermern XACCIT.
XACCIT (B anrmickom Haricanmt HACCP — Hazard Analysis
and Critical Control Points) nepeBoantcs kak «AHams Pruickos

n Kputnueckme Konrposbhbsie Toukm». Kak 1 nogpasymeraet HasBa-
Hue, cucreMa XACCIT aHa/m3upyeT Kazkayio 13 orepaLmii TeXHOJIO-
CMYECKOTO IMPOLIeCca, BbIsiBIIseT haKTOPbl, KOTOPble MOT'YT HEraTUBHO

MOB/IVATH Ha 6e30MacHOCTb KOHEUHOIO NnpoayKTa 1 340poBbe IoT-

p€6I/IT€J'I€IZ, OLIeHMBaeT CTerieHb PUCKa U IpedrimcbiBaeT IIporpamMmy

[IPeBeHTUBHbIX AeVICTBUM.

Bce paboTHURY MPOM3BOACTBEHHBIX, JIOTUCTUUYECKMX U CKITAACKUX
roapaseieHn1 KOMIIaHM AOJIXKHbI 3HaTb [MOTeHLa/IbHbIe Oriac-
HOCTU, KOTOpbIe CYLIECTBYIOT Ha KazKAOM U3 3TarloB BbINOJIHAEMbIX
VMU TIPOLIECCOB, U YeTKO CJieJoBaTb MpearCaHHbIM MpoLieaypaM
KOHTPOJIA U VICTIPaBJICHUS CUTYALIVIN.

I'urueHnueckas INMOJIMTHKA, IMPMHATasA B KOMITaHUN, Tpe6yeT

OT COTPYAHMKOB COAEPXKaHMs B UCTOTE U MOPSAKE MPOV3BOACTBEH-
HbIX ¥ OVICHBIX TTOMELIeHNiT 1 060PYAOBaHUS U COBJTIOAeHNSs MPaBUI

JIMYHOV rurmeHnl. Hanmume CaHUTAPHOM KHMZXKKU C pe3y/ibTaTaMy
COOTBETCTBYIOIINX MeULIMHCKMX aHaJ/IM30B ABJIAETCH HeOGXOL[I/IMbIM
YcioBrieM A0IMTYCKa TeXHOJIOI'MYeCKOro repcoHajla K IrpoLeccamM

TMBOBApPEeHnd. ObecrieunTb KauecTBo U 6e30MacHOCTb IBa, KOTOpPOe

MbI BapyM — Hallla [JIaBHas LieJib, B AOCTVKEeHVIe KOTOPOM KazKblii
COTPYAHMK BHOCUT CBOI BKJIa.

CrpeMsich NpuB/ieyb MapTHEPOB K COBOACHIO

CBOMX KOPIIOPATUBHBIX MTPUHLIAIIOB BefeHus br3Heca,
Kowmrmanust Heineken B Poccun npeasniaraer M roarmcats
paspaboTaHHblii eto Kogekc mocraBimka, conepxa-
WA MeXKAYHAPO/IHbIe CTaHAaPThl B 06/1aCTy Ae/IOBOM
STUKM, COBJIIOAEHNsI ITpaB YesIoBeKa 1 OXpaHbl OKPYrKato-
ey cpenpl.

[ TpuHLMIIBL AeTIOBOM 9THKM U BeAeHust Ou3Heca, chopMy-

JIpOBaHHbIE B Ko;:[exce INOoCTaBIVKa, ITpeae/ibHO IMPOCTDhI:

roffiep»KKa OTKPbITOIA, CITpaBeJIMBOIl 1 KOHKYPEHTHOIA
Bu3sHec-cpe/bl, COBIIIOAeHNe [eMCTBYIOIMX 3aKOHOB

" yBarkeHe KOHGUICHLIMAIIbHOCTY [1eJI0BOIi MHpOPMa-
LMK, CTpeMJIeHe n3bexkaTb KOH(IIMKTa UHTEePecoB Npu
BefleHMy Gu3Heca, HerpueM/IeMOCTh TIOAapPKOB U MOOIL-
peHmii B KauecTse GakTOPOB, BIMSIONIMK Ha TIPUHSATYC
[1eJIOBBIX PelleHNiA.

B obnactu cobmonenust npap paboTHMKOB Koaexe mpo-
BO3IVIAlllaeT MPUOPUTET CO3MIaHNs 6e30MacHbIX YCIOBUi
TpyAa, CrIPaBeUIMBOCTD IO OTHOIIEHMIO K paboTHUKAaM

B UaCcTM 3aTpaT UX pabouero BpeMeH! U Bo3Harpaxie-
HUS 3@ MPO/eJIaHHYIO PaboTy, BO3MOXKHOCTD [OCTUKEHMS
KOJUIGKTVBHBIX COIJIALeHMI MyTeM MeperoBopoB, OTCYT-
CTBUE OVUCKPUMIHALIMM TIPY TPYAOYCTPOICTBE U OTKa3

OT UCTIO/Ib30BaHNs A@TCKOro Tpyaa.

Hakoner, «Komekc rocrasiivka» Tpebyet abdekTMBHO
VICTIO/Ib30BATD MIPUPOIHbIE PEcypChl NPy MPOM3BOACTBE,
UTO6BI MAKCMMAJIbHO OIPaHNUMTD Yiiep®, HaHOCHMBIA
OKpVY2Kalolllelt cpefe.

[NoarmcbiBast Kogeke, nocrasumkm komranvm Heineken
MOATBEPKIAIOT, YTO OHU BYAYT CJ/leIoBaTh ero rnoJso-
JKEHMsIM B BbIMIPAHHBIX MMM TEHepax M 3aK/IIOUeHHbIX
KOHTpaKTax.
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OpaHoii M3 riiaBHbIX nesieil komnannu Heineken Ha npoTsakeHHH BCero BpeMeHu ee CylleCTBOBaHUSA
ocraeTcs ybexkaeHMe obuTesieii nuBa B MperMMyIllecCTBaX ero Co3HaTe/IbHOro U OTBETCTBEHHOro VIo-
Tpebnennsa. Komnanusa Heineken B Poccum curitaeT cBoMM J0/IroM NpHMHMMaTh caMOe aKTHMBHOE yuacTHe
B bopMHpoOBaHNH KyJIbTYPbI YMEpEeHHOoro norpebienus, uicgopmupysa norpeburesieii 0 BO3MOMXKHBIX MOC-
JleACTBHSX 3/I0ynoTpebienus HamuM npoaykroMm. UudopmuposanHblii noTpeburenbs cnocobeH caenatb
npaBWIbHBINA BHIOOP U cCaM HeceT OTBETCTBEHHOCTh 3a CBoe nosefeHue. BesyciosHo, B cooTBeTCcTBUM

C POCCHIICKMM 3aKOHOAAaTe/IbCTBOM, MOTpeduTe/IsiMM NMUBa He MOryT ObITh IMija Mmaaame 18 ner,
KOTOpble HUKOrja He paccmaTtpuBa/mmch Komnanueit Heineken B Poccum B KauecTBe nmoTeHIMa/IbHbIX

KJ/IHEHTOB.

AnkoroJsibHast nosmTHKa. [Iporpamma Cool@Work

Komrmanus Heineken B Poccun npooanT akTueHYIO
ANKOro/ibHYIO MOJIMTHUKY, Halle/IeHHYIO Ha MporiaraHay
OTBETCTBEHHOI'O OTHOIIICHMS K YIIOTPebJIeHMIO aTKOTOJTb-
HBIX HAllUTKOB, POCT OCBEIOM/ICHHOCTU TOTpetuTeie,
MpeoTBpalleH e NbSIHCTBA U 3/I0YToTPebIeHNsT aJTKO-
roJjieM, a TakzKe Ha IMoBbllleH/e 6e30MacHOCTY Tpyaa
HallMX COTPYAHMKOB 1 GOPMUPOBAHME Y HUX KYJIbTYPbI
yrioTpebJieHist aJIKorosIsl.

Be3oTBeTcTBeHHOE OTHOILIGHNME K aJIKOr0JIio, MMPOTUB
KOTOPOTro BbICTYIaeT koMraHmst Heineken, o3Hauaet
ero HeyMecTHoe YroTpebieHne — B HeroaxoasieM
MecTe, B Heroaxoslllee BpeMsl, 10 HeYMeCTHOMY I0BOAY
1 B HelprieMJIeMbIX KOJIMYEeCTBaxX, HaHOCAIIMX Bpe[
OpraHm3my.

CylilecTByeT psifi CUTYaLMIA, Korda yroTpebiieHne ako-
roJist 3arpelieHo U A0IKHO BbITb abCOJTIOTHO VCKITIOUCHO:
[IPY BOXKIEHMM TPAHCTIOPTHOI'O CPefCTBa, Ha paboTe,
GepeMeHHbIMI KeHIIMHAMUI Y HeCOBEePLIeHHOIeTHUMM
JIMLIAMU.

CoTpyaHMKY — JINLIO KOMITaHUM, KOTOPbIE MOAAI0T
rpyMep roTpebuTtesisaM 1 obIIeCcTBY CBOUM OTHOILCHEeM
K TIPOM3BOAMMOMY MpoayKTy. CrieliasibHO [ist TOTO,
uTOBBI CHOPMUPOBATD Y HUX 3[0POBOE OTHOIICHME

K YMOTpebIeHNIo MMBa, CO3AaTh UYBCTBO OTBETCTBEH-
HOCTM 32 PeryTaLMIiO U MPeCTVK KOMITaHUM U TIOBBICUTD
yYpOBeHb 6e30IMacHOCTY TpY/a 1 OXpaHbl 3[0POBbS,

B KOMITaHMM 6bU1a paspaboTaHa u BHeapeHa [ IporpamMa
Cool@work, koTopast cobrpaeT MeHeaKepos 13 G-
astoB KomraHuy Heineken B pasHbIX cTpaHax mist obMeHa
OTBITOM B PaMKax CrielLMabHbIX MH(MOPMALMOHHBIX CeMM-
HapoB. [TpobieMbl, o6cyzkaaeMble Ha 3TUX CeMMHapax —
3TO MOBbIlIeHMe 6e30MacHOCTY Ha MTPOU3BOACTBE,
IpexKk/e BCero BoAMTesel U COTPYAHMKOB, Ubsi paboTa
CBsi3aHa C MexaHM3MaMu 1 o6opyaoBaHeM; s¢hdeKTUBHOE
BMeEIIaTe/IbCTBO B CUTYALIMM 3/TOYTIOTPEBIeHUS aJIKOTO-
JieM KoJUieramyt; MpakT1Ieckoe NMpyMeHeHre MPYHLIMIIOB
AJTKOT'OJIbHOM MOJIUTYKY COTPYAHUKAMU OT/EJIOB PeKJIaMbl
1 cbbITa; y6exkaeHre COTPYAHNKOB B HeOBXOaMMOCTH
IporiaraHabl OTBETCTBEHHOI'O OTHOIICHMS K yrioTpebiie-
HUIO &JIKOT'OJISl.

o OTBETCTBEHHOE OTHOIIICHME K YIIOTPebIeHUIO TVBa
[IOJI?KHO CTaTbh YaCTbiO MPaBWIbHOTO U BJIarorno-
JIYUHOTO 06pasa XKMU3HU BCeX COBEPIICHHOICTHIX
rorpeburerien.

[Totpeburenb, ocBeOOMIEHHDI O HEOBXOAUMOCTH
OTBETCTBEHHOI'O YIOTPeb/IeHsl CIUMPTHBIX HAIIUT-
KOB, CaM OTBeYaeT 3a CBOe MOBe/IeHNe.

Komrmanus Heineken cunrtaer cBonm gosirom
[MOCTOSIHHO MH(POPMUPOBATD JII0eli O Heobxoau-
MOCTV OTBETCTBEHHOI'O YIIOTPEBIICHMS aTKOTOJISL.

Mbi TpebyeM OTBETCTBEHHOI'O OTHOLIEHUsI K cobC-
TBEHHOMY TTOBEe/IeHMIO U YIIOTpebIeHNIO MVBa
OT BCeX HalllX COTPYAHNKOB.

[Noapasnenenns komrianmm Heineken oteeuator
3a TO, UTOBBI BCSA VX KOMMepUecKasl AesiTeJIbHOCTb
MpOTeKasla B COOTBETCTBUM C TPEHOBaHUSAMM
3aKOHOATE/IbCTBA U He CriocobecTBoBasia 6e30T-
BETCTBEHHOMY YIOTPEBICHNIO aJIKOTOJISL.

MbI cTpeMyMcs TpeAoTBPaTUTL C/TyYan 3710YIOT-
pebrieHNst aJIKOrOJIst C MOMOILBI0 KOHCTPYKTUBHOTO
anasiora ¢ OBIEeCTBeHHOCTDIO.

CregoBaHve MPUHLMITAM aJIKOTOJIbHOV TTOJIUTUKA
rommaHmm Heineken obs3atesbHo.

¢ MbI 6ymemM nHGOPMUPOBATH O HALMX ACHCTBUSIX,
CBSI3aHHBIX C @JIKOTOJIbHOV TTOJINTUKOM.
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OTBercTBeHHas KOMMepUYeCKaad KOMMUYHHKaIIUuA

JTiobast 13 Hammx MHMOPMALIMOHHBIX
Vi MapKEeTUHIOBbIX KaMITaHMiA 10/IKHa
HaTV 30JI0TYIO CepenHyY MeKay
PeKIaMOoM TVBa Kak 3JIeMEHTa aKTUB-
HOT'O U 3[I0POBOro o6pasa KMU3HM,
OcBellleHreM ero 60raTom UCTOPUN —
11 HEOCTOPOKHbBIM TMOOIPEeHeM

VWM TIPU3BIBOM K ero HeyMepeHHOMY
yriotpebiennio. YTobbl [IoMoUb
COTPYAHMKAM B pPelIeHUM 3TOM CIIOK-
Hom 3agaun, Kommanus Heineken

B Poccnn paspaborana Pykosoacteo
[0 MPUHLIATIAM OTBETCTBEHHO KOM-
MepUeCcKOil KOMMYHUKALIVN.

IIporpamma

PeksiaMHas nHdpopMaLys, pacrpo-
cTpansieMas Kommanueit Heineken

B Poccun, monzkHa GbITb 3TUYHOIA,
3aKOHHOW U MTPaBaMBO, COOTBETC-
TBYS OBLIENPUHSTBHIM MPUHLIATIAM
YeCTHOV KOHKYPEeHLIMM U [1eJI0BOM
npakTvKY. OHa He [0/KHa MMOKa3bl-
BaTb Wi BbITb HalleJIeHHOM Ha KaTe-
COPUM JINLI, KOTOPbIe He MMEIOT
rpaBa Win He JOJIXKHbI YIIOTpebIsaTh
AJTKOTOJIbHbIE HATTUTKM — Heco-
BEpIIEHHOJIeTHIOI MOJIOACKb,
GepeMeHHbIX KeHIIVH, CIIOPTCMEHOB,
3aHMMAIOIIMXCSI BUAMM CTIOPTA,
KOTOpbIe TPebyioT BbICTPOTHI
PeakLMM WK SIBJISIIOTCSI [IOTEHLI-
aJIbHO OTACHBIMI /11 OKPYKAIOIIMX.
B pexamHo MHbOPMaLIMM Helb3st
TaKKe [OIMYCKaTh CBA3U MeKay YrioT-
pebrieHieM aJIkoroJis U BOXKAEHMEM
aBTOMOOWIS WM pabOoTOIA.

OTBeTCcTBeHHOE CaMOperyIMpoBaHye
¥ MpaBWIbHOE BbICTparBaHye Halllei
KOMMYHVKaLIMIOHHOV MOJIUTYKA
MOMOTaIOT 3alUTUTb KOPIOPaTUB-
Hyio penyraumio Heineken, a Takxke
CNOCOBCTBYIOT CO3aHMIO B1arornpu-
SITHBIX YCJIOBUI 7151 BYHKLIMOHUPOBA-

HUS [TMBOBApPEHHOM OTpPac/iv B LIeJIOM.

«Hacnaxpganrecr nusom Heineken orBercrBeHno»

B 2004 r. xommanusa Heineken 3arnyctusia nmporpammy Enjoy Heineken
Responsibly (<Hacnaxkpaiitecs mmeoM Heineken oteercTBeHHo»), MHBOPMUPY-
IOLIYIO MOTpeBGUTesel 0 Pa3/IMUHbIX BOMPOCaX, CBA3aHHBIX C MOTpebieHrieM
rmvea. Ha Bcex 6yTbuikax 1 6aHkax mvea Heineken nosisunacek ccbuika

Ha Be6-canT www.enjoyheinekenresponsibly.com, Ha KoTOpOM NpUBOAATCS
[l@HHbIE O MIBe, ero BO3/CVCTBUM Ha UeJIOBeUEeCKUI OPraHu3M, KyJIbType ero
yriorpebnerus. [Tpussie «Hacnaxpainrech OTBETCTBEHHO» HAUaJl [EUATATHCS
Ha 3TUKETKaX BCeX OCHOBHBIX 6peHaoB KoMranmm. [ IpeayrnpeanresnbHas
HaAMUCh O Bpe/ie Upe3MepHOro MoTpebieHns MBa TakKe MMOABUTCS Ha 3TU-
KeTKax Bcex 6peHaos Komnanuy Heineken, nponseoammbix 1 nmpoaaBaeMbix

B Poccum.
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«Ectp 18? INoaTBepau!»
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U3 ucmopuu nuasa

4

gk |
Mo — 100% HaTypasIbHbI HAMATOK ¢ MHOIOBEKOBBIMU
HaLMOHA/IbHBIMY TPAAMLIMSIMI BO BCEM MUpe, YacTb
MaTepuasbHOM KYJIbTYpbl YesloBevecTBa, OHa 13 CTapen-
VX TPAAULAV Hallleyi LIMBIIM3ALMN. HQOT'beMJ'IeMbIMI/I
VIHTPeIMeHTaMI B ero MpPUroTOBJICHUN SIBJIIIOTCS
4 KOMIIOHEHTa: COJIOf, APOXKKM, XMeJjib 1 Boda. Yepes
KaKOe-TO BpeMsl [POVCXOANT cOpazKMBaHMe CBapeHHOT 0
MPOAYKTa, B pe3ysibTaTe yero obpasyercs mupo. YTobbl
CBapUTb MUBO BHICOKOTO KaUeCTBa, HEOOXOAUMBI OITBIT
" MACTepCTBO MMBOBAPA, JIOGOBb K CBOEMY [IeJ1y, Teprie-
HME Y TOUHOE COBJIIoeHE CJIOXKHOV TeXHOJIOT M.

Haum npengu noBosmbHO 6bICTPO OTKPBUIM CrIocob Tpe-
BpAIllAaTh 3¢PHO B @JIKOTOJIbHbIE HAIATKU. Pe3ynbTaTsl
APXEoJIOrMUECKMX PACKOTOK MMOKa3aJiv, UToO [epBoe
«rBO» BBUIO MOJYUEHO CIyYaiiHO. HuMeHb 3apbiBasin

B FOpIIKAx B 3eMJTI0, YTOOBI 3epHa npopocn. Koraa

B FOPIIKM C/IYYaliHO IMOMajasia BOAa, BHYTPY 06pa3oBbl-
BaJlach «COJIOOBAs» CMeCh, KOTOpasl HauMHaia 6poanTb
BCJ/IC[ICTBME KOHTAKTa C COACPKALIMMICS B BO3AYXe
MIPUPOAHBIMY APOXKKaMU. B pesysbTaTte moiyunioch
rpocTeyiiliee MMBO ¢ OUeHb HU3KUM OBbeMHbIM COfepKa-
HVEM aJIKOTOJISl.

Brieppble LiesieHanpap/ieHHO NMMBO Hayasl BAPUTb

B [IpeBHem Erumnre, rae oHo LieHWIOCh B OYKBa/IbHOM
CMBICJIe CJIOBa Ha Bec 30J10Ta. B 3HaMeHuTOM CBOZIC
3akoHOB BarmioHckoro 1aps XamMMmyparny perjiameH-
TUPOBAICDH TPaBWIa U3rOTOBJICHNS Y POAaKY MMBa:
N1BOBapy, pa3baBuBIleMy MMMBO B COCYye, FPo3uiia
cMeptb! [osxke, B cpeaHerekoBoit EBporie, mBo cram
BapUTb B MOHACTBIPSAX, [l MOHaX! MU ero BMeCTO
BOAbI, Y KaXKAbI1 MOHACTBIPb BapWl ero o cBoeMy cobc-
TBEHHOMY YHUKaIbHOMY periernty. COTHM COPTOB, KOTO-
pbIMM Mbl Hacnaxkaaemcs ceiyac B ['epmanum, Benbrum,
Benmko6putanmnm, caMbIX <IMBHBIX» cTpaHax EBporibr —
Hacsieaye TexX BpeMeH.

o e
Ha Pycu nmeo Takzke 6bUIO 13BECTHO M MOBKMO C APeBHMX BpeMeH. Bapmii ero B MefHbIX KOT/Iax ¥ Kopyarax, _
06bIUHO B MapTe 1 HosIOpe, 3aTeM «3acekay GOUKaMu B Jle/ Ha XpaHeHye. [ TokpoBuTesieM poCCUiiCKVX MMBOBApOB
6bu1 ceaTuTesib Huronai Yynotsopell, Ko AHIO MamsTi KoToporo 6 aekabps (19 nekabps o Hoaomyvcrwno)- FOTO- -4

BWIN IMBO U IIpa3aHOBaJIN 3 OHHA. «KpaCHa HI/IKOJ'IbH.II/IHa TBOM [a IMporamm», rjiaCuUT pyccrad nocnosmua, St

Ykasbl [Tetpa ITepBoro gamm HOBbIN TOMYOK pOCCUiickoMy miBoBapenmio. B IetepBypre Hauanoch CTp(yr;enbgTBQ.
[MBOBapeH Ha «TOJUTAHACKMUI MaHep» /I «HY2K[ rocrmrasient 1 dnotar. OgHako B [TOJHOM CMbICTIe MpOMBIIITeH-
HOe MMBOBapeHne Hauasioch B aroxy Exarepunnt II. B 1795 r. Abpaxam @puapux Kpoh ocHoBan meo éi—u—lbm e P £
3aBoa Yy KanmukuHa Mocta. KpoHOBCKOe MyBO MOMYUMIO M3BECTHOCTD 110 Been Poccum, u ¢ 1818 r. Aﬁpa)@M Kpor—x
cran opuimanbibM [ TocTaBumkom MiMnepatopckoro [Isopa. B 1862 r. 6suto o6pa3013aHo KamHKuHCKOe MBO-
MefloBapeHHOE TOBapUILECTBO CO “CKIQZI0UYHBIM KarMTajioM» B 2 MJIH. py6Jieii, Misi KOTOPOro Gbum HOCTpoeHbr :
Hopble 3aBofckye Lexa. K 1914 r. KanyHKkuMHCKII mMBo-MeloBapeHHblil 3aBO/] CTAHOBUTCH KPYMHeMI/M 3aBO-

noM Poccuiickoii MMIiepyy 1 Ha CBOe peKJIaMHOV TTPOAYKLIMM CTaBUT yike 3 FOCYAAPCTBEHHBIX Harpajibl B BUAe ::': :
repboB-«OpJIOB». ' - _.-» _

2 h.-_'_n:‘_ :

Kuawnecnmendti mososaponmuf sasogs ¥ Kasumwunn moora st C-Motopdypet, v 1700 jo2
0% penyues e Bavypid Nonoowe (1o colgsnie 1)

HcTopyst pOCCUICKOrO MMBOBAPEHNs B COBETCKOE BpeMsl — 3TO MCTOPMsI OFPOMHOI'O CIPOCa, HeyAOBIeTBOPUTEIb-
HOT'O MpefyIoAKEeHUs 1 aCKeTUUHOTO accopTuMeHTa. OHAKO HECMOTPS Ha COPTOBOe OHOOBpasye 1 Mopoii Hekadec-
[T/1B xuresiert Poccun He mcuessa. OT/10KeHHbI CIPOC TMPYBesT Ha POCCUACKIM
& B AHOCTPaHHbIE MPeAPUSTHA. [TprobpeTteHie riepBoro MMBoBapeH-
H -& repbypre B 2002 r. (OO0 «bpaso MHTepHeuit, ¢ 1 MmapTa
331 paTEernyecKyM pellieHreM.
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«AA 1 Tam ObLUI, MeJ-TIMBO INMUWI»:
BbIcTaBKH My3ess nICTOpuH NMUBOBapeHHs

B 1995 r. B Cankr-Tletepbypre Ha TeppuTOpyn npe/i-
nipusitus <[ IusoeapeHHbvt 3aBoa uM. Crernada Pasuna»
(BbiBIIMIT KamMHKMHCKMI TTMBO-MeA0BapeHHbIN 3aBO/)
6bUT OTKPBIT NepBbiit B Poccun Myseit miBa (certuac
Myseit UCTOpUM TIMBOBAPEHMS), SKCIIO3ULIMS KOTOPOro
paccKasbiBaeT 06 UCTOPUM MMBA, TPAAULIMAX KPEeCThIHC-
KOr'O MMBOBapeHnst Ha Pycu 1 McTopun MpoMbIIIIEHHOT O
mBoOBapeHnst B Poccum, coBpeMeHHBIX TeXHOJIOTUSIX
MIPUTOTOBJICHNS U KYJIbType NoTpebsieHus mea. MHorue
13 ero 600 3KCIOHATOB ABJISIOTCH YHUKAIbHBIMIA
Haxo/IKaMM, He MMeoLIMM aHasioros B Poccun: mep-
Hble U [lepeBsiHHbIe KOBIIM-UepIiak, YXBaTbl, KOpyaru,
BOPOHKU, LIeAV/IbHUKM, BEChl-KOPOMBIC/IO, KOBaHbIN CBe-
Tell, CTapVHHbIE [IepPeBsIHHbIC KPYKKM, KOBIIM-CKOBKapH,
KOBUIMKM-HAJIMBKY M TTpOUMe aTpUbyThl MMBOBapPEHIs]

Y TIMBOTUTUS, & TaKKe KOJUICKLIMS OPUTMHAIbHBIX
[IOPEBOJIIOLIMOHHBIX MMBHBIX BYTbIIOK PasHbIX 3aBOIOB
Poccurtckoit mriepun.

Myzeii corpyaHnuaet ¢ Co30M POCCUIICKMX MMBOBAPOB, KTyH6aMy KOJUICKLIMOHEPOB MMBHOM aTtpubytnkm Poccnn

1 3apy6esKHbIX CTPaH, a TakKe APYrMMM My3esiMi 1 KYJIbTYPHBIMY YupeKaeHns M. BoT HernosiHbl CrMCOK BbICTa-
BOK, TMOCBSILI@HHBIX MCTOPMM POCCUIICKOrO NIMBOBAapeHHsi, KOTopbie BbUlM opraHm3oBaHbl My3eeM B rociieHme

roabl: «*Kueas soga: VMicropus nusoBapenus B Poccun» B Poccuiickom atHorpadmieckom mysee; « IpoMbliuieHHbINA
[TeTepbypr: KanmmHKMHCKOE NTMBO-MeI0BapeHHOe TOBapHIeCTBO» B Poccuiickoi HaliMoHaslbHOM O1bmMoTeke;
«cropus Poccurickoro nmeoapenus» B [ocymapcTBerHoM BoiboprckoM 3amre-mysee; «OT EkaTeprHb! 40 Halmx
[Hel» COBMECTHO C My3eiiHbIM obbeanHenneM . Yepenosiia. 19 aerycra 2009 r. Myaseit uctTopun MMBoBapeHust

n [Nocymapcreentbiii Mysent ncropmm CaHkT-I lerepBypra oprannsoBam BbicTaBky «M st Tam GbU1, Mea-TIMBO MW, TIOC-
BSILLIGHHYIO [eTepOYPrcKMM TPAAMLIMSIM KYJIbTYPbI MOTpebsieHNs M1Ba.

Kowmnanus Heineken B Poccun 6€p€}KHO COXpaH4deT 1 pa3BMBaeT KOJUICKLUIO My3€${ NCTOPUN INMMBOBapPEHNA.
I_IOCGIJ_ICHI/IQ My3eﬂ ABJIsieTCs] GeCIUIaTHBIM U [IPOBOAUTCH I10 IpeaBapUTeIbHON 3arliCcu.

XI PecTuBasib NMBa U KBaca
B Cankr-Ilerepbypre

4 yonst 2009 r. B Caurr-Iletepbypre mpotuesn ove-
peatoit, XI Pectupanb mmea 1 KBaca, yzKe JaBHO
MIPeBPaTUBILNIACS B OAHO M3 CaMbIX SIPKUX COOBITUIA
KYJIbTYpHOM 1 obiecTBeHHo xKu3Hin CaHkT-I letepbypra.
OkoJto 150 Tbic. yesioBek nocetwim Pectrpab

B 2009 r., BbimmB cBbitiie 200 ThiC. TMTPOB MMMBa 1 KBaca.
Ha ®ectuBasie BbICTYMWIM M3BECTHBIC POK-TPYIIITbI —
Maitd», «Crimnr», «Kpematopuin, [ Tunot, — a Takxke
vcTIonHMTe /M GapAOBCKOI TTeCHM.

Opranusaropbl dhecTrBas caesiamm Bce BO3MOXKHOE

[UIsl TOTO, UYTOGBI BO BpeMsi ero NMpoBeeHus COBITONaIIC
3aKOH, 3allpeLiAoLINA MPOJaXKy MMBa HECOBEPLIEHHO-
nietHmM. VIMeHHO [u1s1 MOJIOABIX TIOCeTHTe el BriepBbie

B 3TOM roay decTmBasib CTasl rpeyiaratb KBac B Kayec-
TBe a/IbTepHaTyBbl [MBY. Ellle 70 ero oTKpbITHs 6bUIO
nofriicano «CorialieHme o MPUHATUM AOTOTHNUTEIbHBIX
Mep IO KOHTPOJIIO 3a COOJIIOA@HNEM 3aKOHOAATeTbHOTO
3arnpera Ha NpoAaKy IMMBa HECOBEPLICHHOIETHUM

Ha nipasaHmke». Cotpyanmku Kommanmm Heineken

B Poccun yuactBoBasin B peiaax oOIECTBeHHOrO KOHT-
poss B pamkax akimm «Ects 18? [Noareepau!», Bo Bpems
KOTOPbIX TIEPCOHATY TOPTOBBIX TOUCK PacCKa3blBasi

0 HeOBXOAMMOCTH TIPOBEPKU BO3PACTa TOKYIIaTesIeA.
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B 2009 roay Komnanus Heineken B Poccuu unsectuposana 6osiee 700 Thic. eBpo B peam3anuio 6Jaro-
TBOPHUTEJIbHBIX U COLMA/IbHO 3HAYHMMBIX MPOrpaMM Ha pPerMoHa/IbHOM M peiepa/ibHOM YPOBHSX B pPaMKax
HEKOMMEePYeCKOi CIIOHCOPCKO#M eI Te/IbHOCTH U COBMECTHOIO COLIMaJ/IbHOIO MapTHepPCTBa.

Haubos1ee sHaunmbie MPOEeKThI B obactu COLHAJ/IBHOTI'O IMapTHepCTBa.

Cnyxba

«TenedoH 3KCTPEHHOI NMCUXO0/IOrHYECKOi MOMOILH»
(MHCTHUTYT ncUXoTepanuu U KOHCYJ/JIbTUPOBAHUSA
«apMoHun»)

B 2009 r. Komnanus Heineken B Poccun npopomxkmna Hauatoe B 2008 r. ¢puHaHcuposanue Ciyk6b1 «Tenedon
SKCTPEeHHOI1 ricuxosiormndeckont nomotim» B CaHkr-I lerepbypre. Cny:xba TIOI ], npenocTtassiolast KOHCYIbTALMM

o Testedony ropsiveit imumu 7084041, 6bi1a opranmsorada MIHCTUTYTOM McMxoTepanum M KOHCY/IbTUPOBAHUS
«T"apmonus B 1989 r. u crana nepebiM roaobHbM rpoekToM B CoBerckoM Coroze. KammduiimpopaHHbIe MCUXOJIONN,
obJlafarolire CrieLaIbHONM MOArOTOBKOM B 06/1aCTU 3KCTPEHHOI TICHMXOJIOMMUeCKON MOMOLLM 110 TesiedoHyY, KPYriocy-
TOYHO MO [ABYM KaHaslaM oTBevaioT B cpeadeM Ha 8,000 3poHkoB B roa. Cnyzkba sBisieTcss cBoeobpasHOi SKCTPEHHO
«CKOPOI1 IMOMOILBIO» B KPU3MCHBIX CUTYALIMAX [JIst AeTel, TIOAPOCTKOB, pOoAMTes el 1 paboTaloLMX C AeTbMM CrieLMaIic-
TOB. [l/1 MHOIMX JIIOZE, OKa3aBLIMXCsl B TPYAHO CUTYaLMM, 3BOHOK B CITYKOY MCUXOIOrMYeCKoii MOMOLLM O3HavyaeT
BO3MO?KHOCTb TOJIYUNTD [TOAAEPAKKY M MIOMOLLIb B BhIGOPE MPaBWIbHOIO pPellleHus], CIIPaBUThCS C OANHOUYECTBOM

U MIepeKUTb MOTEePIO, Pa3obpaTbCsi B CUTYALIMM CEMEHOrO KOHMIIMKTA.

K coxasnennio, cpeay Mpounx TPEBOXKHbBIX 3BOHKOB, M0 TesiedOHY ropsiuert JIMHUM MTOCTYIMaeT 60sIbIloe KOIMUeCTBO
ofpallleHNit OT B3POCJIbIX U MOAPOCTKOB O 3710YMOTPeb/IeHNM alIkoroJieM B ceMbe Wi Ha pabote. Kommnanus Heineken
B Poccuu cunraet cBovM A0TOM NoAAepKUBaTh AesiTesibHOCTb Cry»KEbl KCTPEHHOI MCUXOIOTMUYECKOi TTOMOLIHA,
KOTOpas MOMOTaeT JIIOASM TepPekUTb MPo6yieMbl, CBS3aHHbIe C aJIKOTOJIeM, 1 CUATAeT ee [AesTe/IbHOCTb Upe3BbluaiiHO

| [opm&HUg

MHCTUTYT NCUXOTEPANUNU
N KOHCVYJIbTUPOBAHUYA

«fl 3a cebs oTBeuyaro”
(UHCTUTYT nNcUXxoTepanyy ¥ KOHCY/JIbTHPOBaHUS
«apMoHu»)

C 2009 r. Kommanus Heineken B Poccun siensiercs maptaepom CaHkT-T letepbyprckoro MHctuTyTa nemuxoreparmn

M KOHCY/IbTUPOBaHus «[ apMOHMs» ellle B OHOM IMPOEKTe: MPOEKT Mo/ HaszBaHMeM «H 3a cebst oTBeyalo» MpeacTab/iseT
cob01i porpamMMy TMepBUUHON MTPOGWIAKTYKYM YroTpebieHnsl aJIKOroJid Cpey HeCOBEPIeHHOIeTHUX 1 (popMUPOBa-
HUS Y TIOAPOCTKOB OTBETCTBEHHOI'O OTHOLICHMS K YMOTPEBICHUIO a/TKOrOJIsl.

OcobeHHOCTDIO MPOEKTa SIBJIIeTCSE KOMIUIEKCHbIN TOAX0M, IPY KOTOPOM MPObWIaKTIKa [POBOANUTCS T10 JIMHAM
Tpex «cdep BAMSHMS» Ha MOAPOCTKA: MOAPOCTKOBOM Cpebl, POAUTesIeit U CreLMalICTOB, PaboTaOIMX C MOJIOABIMM
moabmu. [Toapoctram 13-17 siet nomoraioT B GOPMUPOBAHUM aKTUBHOI KU3HEHHOM [TO3ULIMK U LIEHHOCTEN!, BKJTIO-
YaloIMX OTBETCTBEHHOE OTHOIIGHME K CBOEMY 3I0POBbIO, CIIOCOBHOCTD MpeaBnaeTh MOCICACTBUS CBOMX ACMCTBIMN
M OCO3HaHMe HeoBXOAMMOCTM OTBETCTBEHHOIO OTHOIIGHUS K yrioTpebieHnio ankoros. [ lcuxonoru, couyasibHbie
refjaror ¥ yumnTeis OByJaloTcs HaBblkaM 3¢ deKTUBHOrO MPogheCCUOHAIBHOIO OBIIEHUS Y B3aMMOICICTBUS C TO/I-
POCTKaMM U MX CeMbsIMM, TTOBBIILAIOT CBOIO KBA/IMMUKALIMIO B 06JIaCTU [ICMXOTEPArieBTUUECKOrO KOHCY/IbTUPOBAHIS
[0 BOTIPOCaM 3710yroTpebrieHnst ajikorosieM. PoanTessM geTeit rpeaoCTaB/IsioTCs MICUXOJIOMMYeCKMe KOHCY/IbTaLMM
Y MOMOLLb B MTOCTPOCHUM U COXPaHeHNM JOBepPUTE/IbHBIX OTHOLIEHWIA C AeTbMM, YMEHUY Pa3roBapyuBaTh C HAMU

Ha CJIOXKHbIE TeMbl.

[MpoekT nonyumn rnoagep:kky ropoackoro Komurera no obpasopanuio 1 AaMmmHucTpaLmy MOCKOBCKOTO paiioHa
1 peaymayeTcs Ha 6ase obieobpasoBaTesibHbIX yupexkaeHmii Mockorckoro paiioHa r. CaHkr-I letep6ypra.

Mapk [lersHep,

[VpeKTop TPeHMHIOBbIX MPOrpaMM

VHcTutyTa ricuxoTepanmy 1 KOHCYJIbTUPOBaHMUS]
«["apmoHms»

Corpyannyectso ¢ Komranmen Heineken rnosBosisieT pea3oBbiBaTh IMPOEKThI, Hallpap/ieHHble Ha (hop-
MUpPOBaHME B OOIIEeCTBE OTBETCTBEHHOI'O OTHOIIICHMSI K YITOTPEBIICHNIO aJIKOrOJIs Uepe3 MOAACPAKKY

VI Pa3BUTHE TICUXOJIOTMUECKMX COCTABJISIONIMX JIMUHOCTU. DTO OBecrieunBaeT A0JrOCPOYHbIN 3¢ deKT,
TIOCKOJIbKY YCIVJIMSI HAITpaBJieHbl Ha (GOpPMUPOBAHME MO3ULIMM Y OTBETCTBEHHOTO OTHOLICHUS K 2KV3HM

Y KazkIOr0 MOJIOZIOTO YesIoBeKa.

Kak Cnyzxba «TesedoH sKCTpeHHOM TICUXO0JIOTMUECKON TTOMOIIM IS AeTel, TOAPOCTKOB U UX POAnTesien
(TOIIT)», Tar 1 poekT «f 3a cebs oTBeua» obpalleHbl K MCMXOJIOTMYECKUM MIPUUMHaM 6e30TBeTCTBeH-
HOI'O OTHOIIIEHUS K YIIOTPeBIIeHMIO aJIKOTOJIs CPey MOJIOAC KM M MPU3BaHbI TIOMOUYb PeBEeHKY, MOAPOCTRY
B pelleHN ero MCYXOJIOrMUeCKMX TPYAHOCTE, MOHUMaHn cebst ¥ YMEHMM CTPOUTD OTHOIICHUS C OKPY-
JKAOIIYM MUPOM.

Crour OTMETUTDb, UTO B I1OCJIeJHee BpeMsHd Ha6J'IIO,E[aeTC$l AVHaMMKa Pa3BUTVA COTPYOHNYECTBa MexKay
HeKOMMepUYeCKMUN OpraHn3alaMun, O13HECOM 1 OpraHamm BJIaCTU, UTO ABJIAETCA HanboJiee SCbeeKTI/IB-
HOM (bOpMOf/] B pea/iM3aln COLMa/IbHO 3HAaUMMbIX IMTPOEKTOB.
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TOCYAAPCTBEHHB U

IIponuioe Ha KOHYHKAX MaJiblieB
(lT'ocyaapcTBeHHbIT DpMHUTAK)

The State Hermitage Museum

Hcropus Kommanmm Heineken B Poccyn Hauantack B CaHrT-I leTepbypre, osToMy cOTpyAHMYECTBO

¢ [NocymapcTBeHHbIM DpMuTazkeM, SIBJISIOLIMMCSE JIMLIOM FOpoJa BO BCeM MUpe, MMeeT U1 Hee ocoboe 3HaueHye.

24 anpens 2009 r. B PecTaBpaliMOHHO-XpaHMUTEIbCKOM LieHTpe ["ocynapcTeeHHoro Opmuraxka «Crtapast aepeBHs»
COCTOSI/ICSl BTOPOVA T10 cUeTy BbIMyckHOI Beuep U1 CrIeMnbiX 1 CIaGoBUAAIIMK [eTel, 3aHMMABIIMXCS B TEUeHME TpexX
Jiet 1o nporpamme «[ Ipoliioe Ha KOHUMKaX Masiblierr. YHMKaIbHas ClieLiMa/IM3ypoBaHHas TPeXroanuHas [porpaMma,
sanyieHHas B 2005 r. npy oMo Komranmn Heineken, 3HakoMuT meteit ¢ gecsiTkaMm ThICSU My3eliHbIX 9KCITOHATOB
VI PAPUTETOB, KOIIMI apXeoJIOrMUECKMX MMaMSITHMKOB, KOTOPbIe MOKHO «YBUAETb PYKami», MPUKOCHYBILVCH K HIM.
Co3apaHue 3TOro NMpoeKTa CTa/Io BO3MOKHBIM C I0sIB/IeHeM B DpMuTazke bOHAOXpaHWMILA, B KOTOPOE MNepeexasin
[eCATKM ThICAY apxeosiornyeckux GoHaos. Ha perysispHbix 3aHATUSAX pebsiTaM MpeoCTaB/IseTcss BO3MOKHOCTD MO3Ha-
KOMUTbCS C ApeBHeit MCTopMeli UeJIoBeKa, BbICTYIasl B POJIM UCCIIeqoBaTe el apXeoIormyeckix MaTepuasioB, AAlOMIMX
BO3MOXKHOCTb BOCCO3/aThb «OBJIMK» OIpeesieHHON 3rioxu. [ IporpaMMornt pyKoBOAST MpodecCcroHaIbHbIe apXeosiori,
KOTOPbIe Pa3roBapyMBaloOT C IeTbMM, [IOMOrast MM TTOHATb Y MHTEPIIPeTMPOBaTh MPOVICXOXKIECHNE U3yYaeMbIX MpeaMe-
TOB KYJIbTYPBI.

ARR

Baagumup MartBees,
3amectuTens gupekTopa 'ocygapcTBeHHoro dpmurazka

MyszeliHbie porpamMMbl U1l CJICTIbIX He YHUKAIbHBI: BO MHOTMX 3apYOEKHbIX My3esiX MOKHO HaTV OO'bEKThI,
BKJTIOUEHHBIE B 3KCITO3MLIMIO, KOTOPbIE CJIerble [MOCETUTEJIM MOT'YT Tporatb pykamu. OaHAKO MHOIOJIeTHMIA
obpa3oBaTesibHbI KYpC Ha OCHOBE MY3eMHOrO COBpaHus, PacCUMTaHHbIM Ha CJIeNbIX U CITaboBUASIIMX [eTeld,
BoJiblile He BCTpeYaJIiCs HaM HUTIe B MUpe.

MBI MTOCTOSIHHO yBejimyriBaeM KOJIM4YeCTBO OG’beKTOB, KOTOPDbIE NCIIOJIb3YIOTCA B ITpOoLiecce O6y‘-I€HI/IH. C\o)
OUYeHb BazKHO, [TOTOMY UTO J1d p€6HT, KOTOPbIe YyYaTCd B MHTEePHaTax Jid Cfla6OBI/l,C[$[I.LH/IX U CJIelblX JeTen,
OI'POMHOE 3Ha4yeHNe VMeeT TaKTW/IbHasdA COCTaBJIdolIad, BO3MOzKHOCTD B3ATb IMpeaMeT B PDYKN. DTu 3KCIIo-
HaTbI, ABJIAIOIIMECHd IMPeKpaCHbIMM KOIMUAMNM OPUTMHaJ/IOB, HEe MOr'yT ObITb 3aMeHeHbI 071 HallX AeTUIIeK
LeJIbIMY KWJIOMEeTPaMM HalllX 3KCITO3MLMOHHBIX BUTPVH C OPUT'MHaJIaMN.

VY Opmurazka MHOrO Apy3eit, MoAaepRKMBAIOLIMX 3TOT MPOEKT. B ux urciie — kommanusa Heineken, kotopyio
y2Ke MOXKHO Has3BaTb Mpu3HaHHBIM jiaepoM. C roMolpio ee hVHaHCMPOBaHMs Mbl PACCUMTBIBAEGM TPOIOJI-
JKaTb MPOrpaMMy 1 3a MpeesiaMy apxeosiornu. B Halleit sKerno3anumm ectb G0JIbIION KOHIOICHHDI MYy3eii,
KapeTHbII1 capait, ¥ Mbl XOTMM, UYTODbI pebsiTa 3HAKOMWIVCDH C TPAHCIIOPTHBIMM CPEeACTBAaMM 1 CO CPeaCTBaMi
nepeapyzkennst. Ham 6yayt HYKHbI MOZIe/IM I MAKeTbl, KOTOPble MOXKHO MOTPOraTh pyKaMu. Yzke 3akaH-
UMBaeTCs clleayiolias ouepeb CTPOUTEIbCTBA, U BCKOPE MOSBMUTCS HOBOE TMOMellleHre /it pebsT, byaet
MHOTO MPOCTPaHcTBa. [/ Hac oueHb BaxkHO He MpocTo coyuactve Kommanmn Heineken B 3ToM mnpoekre,

a TO COUYBCTBYE, KOTOPasi OHa VCIIbIThIBAeT U MPOSIB/IIeT K HallM [AeTsM.
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My3biKa/ibHbIN DpMHTaXK
(Pong dpmuraxkHoii Akagemuu My3biKH)

B 2009 r. cocrosuics VI MexayHapoaHsiii dectvBasib «My3blKa/lbHbI DPMUTaXK», FeHepaibHbIM CITIOHCOPOM KOTO-
poro HaunHast ¢ 2006 r. aenserca OO0 «O6beauHennble [Tnsosapun XerHerern». C 14 no 22 despana 2009 roga
Ha CLieHe DPMUTaKHOT'O TeaTpa BbICTYIIIN MMEHMTbIe My3bIKaHTbI CO BCEro Mupa, BrIovas Mtammo, Hopeerno,
["ommanamio u Poccuio.

[Mporpamma «My3blKasIbHBI DPMUTaK» CO3[aHa, YTOObI BO3POANTD 3abbIThble My3blKaslbHbIE LIe/IeBPbl, IaThb BO3MOXK-
HOCTb YCJIBIIIATh JIYUIINX COBPEMEHHBIX MacTepPOB, MO3HAKOMUTBCS C HOBBIMM MMEHaMM, a TaKKe YBUACTb COKPO-
BUIIIa BCEMMPHO M3BECTHOI'O My3esi uepes MPU3My MYy3blKaJIbHOro McKyccTBa. Pectypasib posoantcess PoHaom
OpMUTaXKHOM ARageMny My3bIKM 1 COBMPaeT Mo/ KPblilieil DPMUTAXKHOTO TeaTpa KOMITO3UTOPOB U UCTIOJIHUTE el
TaKMX Pas/IMUHBIX MY3bIKa/IbHBIX KaHPOB, KaK K1acCHKa, MKa3, dTHO-(bIOXKH, (HObKIOp 1 Ap.

Cepreit EptyiieHko,
XymoKecTBeHHbI PYKOBOANTEIb,
OVperTop decTuBais
«My3bIKaJIbHbI DPMUTaK?,
KOMIIO3UTOD

000 «O6beanHenHble [TnBoBapHN XeiHeKeH» BOT YKe MSTh
JIeT TIOAPS/ ABJISIeTCs TeHepaslbHbIM MapTHePOM (hecTUBasis
«My3bIKasIbHBIN DpMUTaxK», by1arogaps YeMy rporpaMMbl GecTy-
BaJI CTAHOBSATCS Bee 60Jiee MHTEePeCHbIMI I MHOTOOBPa3HbIMI.
Ceropts nmoaaepKKa KyJIbTYPHBIX UHMLMATAB CO CTOPOHbI
Bu3Heca ABJISeTCH MPAKTUUECK eVHCTBEeHHON BO3MOKHOCTBIO
06eCcreunTsb AesTeJIbHOCTb MHOIVMX MIPOrpaMM M OpraHm3a-
Lii, paboTaoIMX B 06JIaCTV MEKAYHAPOAHOrO KYJIbTYPHOIO
obMmeHa. VIMeHHO Mpoliecc repepacrpeaesieHns 3aTpaT Mexkay
rOCYAapCTBEHHBIMU YUPEeKASHNSIMY, YaCTHBIMY (PeCTUBAIIAMNA,
MYHMLIATIA/IbHBIMM CTPYKTYPaMU, AUTUIOMATUYECKUMU TPeCTaBy-
TeJIbCTBaMM 1 BM3HECOM TO3BOJISIeT OCYLIECTBIIATD 3TOT OBMEH,
[aBasi BO3MOXKHOCTb My3bIKaHTaM [eJINTbCH CBOVM TaJIaHTOM

1 OTIBbITOM C B71arogapHoN 1 Jo6o3HaTesbHOM ybmkon. Ha Haru
B3IVIsI[1, IMEHHO 3a 3TUM MPUHLIUIIOM CBOOBPa3HO SKOHOMMUEC-
KO B3aMIMOIIOMOLIM Byayiliee pasBUTHS MeKAYHAPOAHbIX CBs3el
B 06JIaCTM MY3bIKAJIbHOM KYJIBTYPBI.

«3ooTasa Apda» (MexkaAyHAPOAHBIH KOHKYPC apdbl)
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C 22 no 29 cenrs6ps 2009 r. B Cankr-Iletepbypre npotuen [lepsbiit
MexayHapoatblii KOHRYpC nMenn Mmriepatpubl Enmsasetst [eTporHsl
«3onotas Apda», criorcopoM Kotoporo BeicTyrmwio OO0 «O6beayteHHbe
[TueoBapHu XeriHeren». 25 Monoabix My3bikaHToB 13 Lseiinapun, AMeprru,
Dpanimn, Jlntesl, Kutas, Mongoss! 1 Poccun Ha nmpoTsizkeHnn Heaeny paao-
BaJIU 2KUTeJIelt U rocTelt ropoia CBOMM MacTepCTBOM Ha JIYULIMX MY3blKaslb-
HbIX TUTOIaAKax — B Bosbiiom sane @unapmonvn M. [. 1. Llloctakosmya,
B Masiom 3asie M. M. U. ['nunkK, B CMosibHOM cobope. B KauecTse uneHoB
JKIOPU, OLIGHMBABILMX UTPY apduCcTOB, 6bUTM MIPUTJIALeHb 3aMevaTesIbHbIe
MY3bIKAHTBI APYrMX crielpasibHocTeit: mupuKkep Makcum [loctakosuy, ckpu-
nauka JInana Mcakanse, Buosionuenict Anekcaap KHsizes, aHrIMiAcKmin
dneittuct cap Ywibam Benter, BoranmcTtka n3 CIIA Menbba [Ixkoiic, ruta-
puct n3 @panumu [Nbep Bencycan, npodeccop Npaxckoit kKoHcepBaTopun
flna Boxkosa 1 npodeccop MockoBckoi ARagemMmnyt My3bikM M. [ HecuHbIX
Harasbs lameesa. 2Kiopu eavHormacHo nmpucyawio rnobeay B KOHKYpCe CTy-
pentke u3 [lanxas Yen IO VH, npogeMoHCTpUpOBaBLIei U3YMUTEIbHYIO TeX-
HUKY 11 TOHKOE YyBCTBO My3biKM. Bropoe Mecto pasgemum Codbs Kunpckas
n Anekcanap Bonpaues, npeacraenspiie CaHkr-I letepbypr.

[MoMuMo Kiaccuueckoit apdbl, B IporpaMMy hecTrBasIsg BOlesT KOHLICPT JIGBEPCHOM WM UPJIaHACKOM apdbl
B CTIOJTHEeHM MOCKOBCKOI apductku Hatanbu O’lleit (Xenapucol) 1 BceMUPHO MPOC/IaB/IHHOM 3THO-apduc-
TR Moin Bpenran n3 Mpnanmm. Orosio Toicsium 3purersient cobpamch B CMosibHbIN coBOp Ha 3TO peayaiiiiee

rpencraBjieHne.

[Onman Maxkapos,

["eHepasibHbIN MTpOMIOcep MPOEKTa
«3Bonortas Apda»,
TeJIeBU3VIOHHbIV BeayIi

Yyactne Komranmm Heineken nossomio mpeBpatutb dbectu-
Baib «30s10Tast apda» B MPECTUKHOE COBBITVE MeXKAYHAPOI-

HOTI'O YPOBHSI C OIHVM /3 CaMbIX KPYITHBIX [TPU30BBIX (POHIOB

11 BBIZQIOIIVMICS] COBPEMEHHBIMY My3bIKaHTaMU B COCTaBe *
xkiopr. OHaKO He MeHee BaxkKHbIM [JOCTMKeHeM Obln
BHEKOHKYPCHbIE 6J1aroTBOPUTEJIbHBIE U COLMAIbHbIE MHALIMA-
TuBbl. Briaronaps dectupasio Beayiie My3blKaibHbIE MKOJIbI
Cankr-T leTepbypra — CrieliasibHast My3blKaJIbHast KOJIa

nipu CaHkT-T leTepbyprckoit KoHceppaTopum 1 MysbikanbHast
mrosia M. PruMcroro-KopcakoBa — monyumiy B gap KOHLIEPTHBIC
apdbl, Ha KOTOPBIX Terepb CMOTYT YUUTHCS U BHICTYIATh 6yay-
11Mie POCCUIICKME MY3bIKaHThI. Ellle oanH 6/1aroTBopUTesIbHBbIMA
MIPOEKT COCTOsUICS B [IeTCKOM OpTOMeanueckoM MHCTUTYTE MMeH!
[".. TypHepa, rae mis getert ¢ orpaHUUYeHHbIMM BO3MOKHOCTSIMU
ObLT OpraHM30BaH Bble3HOM KOHLIEPT KJIaCCUUYECKO MY3bIKM

¢ yuacTtmeM nyuimx apductos Poccun. OprromMmreT KOHKypCa
«3osi0Tas apda» HageeTcs MPOACIKATD COTPYAHNYECTBO

¢ Kommanneir Heineken.
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O6pa3oBaTe/IbHbIA 9KOJIOTHYECKHH MPOEKT
«Yuctbie bepera baiikasia» (coBMecTHO ¢ agMUHHCTpaLMe
Upkyrckoii ob61actu u OJIbXOHCKOro paiioHa)

Ha octpope OsibxoH Ha o3epe Barikas, 1o mHuLm-

atuee dwmana «I ImpoapHst XerHekeH Barikan»

000 «O6beanHentble [TnBoBapHy XerHekeH»

" B COTPYAHNYECTBE C aaMMUHMCTpaLmen VIpryTckoii
obnactt 1 MecTHbIMU BiiacTsaMy OJIbXOHCKOTO parioHa

u [lapa-ToroTrckoro MyHULIMITAJIBHOIO 06pa3oBaHus,

¢ 2007 r. peanmayeTrcst 9KOJIOTMUECKUIA MPOeKT «YucTbie
Gepera Barkana». 2Kureneit Uprytcka 1 IpryTcroi
obJ1acTy, TYPUCTOB, MpKe3xKaoumx Ha Balikan nsganeka,
yJaT OTBETCTBEHHOMY OTHOLIGHMIO K IIPUPOJEe U OCHOBaM
9KOJIOTMYECKO KYJIbTYPhI.

B ocHoBe npoekTa Jie:KUT obecrieueHne sKoJIorMUecko
CTabWIBHOCTM 3TOTO YHMKAIbHOTO PeroHa 3a cueT
Pa3BUTUS CHUCTeMbl OBpallleHsl C TBepabIMy GbITOBBIMU
OTXOJaMM, OUMCTKM MTPUBPEKHOM 30HbI OCTPOBA CIeL-
TbHO OBYYEHHBIMIM BOJIOHTEPAMU U Pa3bsICHEHMS! JTIOISIM
Ba*kKHOCTM COXpaHeHust uncToThl 6eperos Barikana 1 oct-
poBa OJbXOH.

3a tpu roga 6onee 3,000 BosioHTEepOB OUMCTIIIM TT06E-
pexbe Baiikana nporsaxkeHHocTbio 40&kM o 8000 M3
Mmycopa. Bruta pertieHa npo6eMa MHOGPaCTPYKTYPbI

[UIsl BBIBO3a MyCOpa, [Uist Uero Ha octpoBe ObxoH 66110
noctpoeHo 30 KOHTelMHEepHBIX [UIOM@I0K, Kyaa TYPUCTOB
MPOCWIN IOCTABJISITH MYCOP IOCJIe CBOEro MpebbiBaHMs.
DKoJIorMyeckme Nnatpy/im MpoOBOAWIN PeryssipHble
MHGOPMALIMOHHO-TIPOCBETUTEIbCKIE MEPOITPUATHS,
obMeHVBasi COBpaHHbIe TYPUCTaMU 1 BOJIOHTEpaMu
MakeTbl C MyCOPOM Ha TMPU3bI C CUMBOJIUKOI [TPOGKTA.
Cotpyanrky nipeanpusatus «[ [MBoBapHs XeltHeKeH
Baiikasr MuHO NprHUMaM yyacTiie B pacunctke bepe-
ro. Baiikana Ha KopriopaTvBHbIX cy66oTHMKax B 2009 r.
B 6narogapHocTb 3a ycmmst KOMITaHMY [0 COXPaHeHMIo
nipupomap! Barikana npaeurtesbeteo VipkyTckoi obiactu
Bpyuwio drwmany « lusosapHs XeriHekeH Baiika amr-
JioM 3a GOJIbILION BKIA/ B 3alATY OKPY2KAIOLIE cpebl
pervoHa.

Yucrblie

ye
N la¥:\ barikana
cbb.baikal.ru

Hukonait MoTowmKkmH,
Map OJ1bXOHCKOTO paiioHa

Osepo baiikan — xemuyknta Cubvpn, o6bekT BceMmp-
Horo Hacsieaus JOHECKO. Octpos OsibxoH — ceparie
Baiikana, Bu3anuTHast KapTouka VipryTckoit obsiactit.
Peanusativs skomornyeckoro npoekra «Yucroie 6epera
Bavikana», namimmpoBaHHoro duianoM «l [nBoBapHs
XerinereH baitkam OO0 «O6beanHerHble [ luBoBapHu
XerHeKeH», Ba;KHO He ToJIbKO st OJIbXOHCKOToO paiioHa,
HO U [UIs pervoHa B 1eJIoM. MepornpusiTist MpoeKTa HOCST
MIPaKTUUECKUI, OBpa3oBaTesIbHbIA 1 AYXOBHbBIA XapakTep.
SddekrT orpomeH — bepera barikana ctan ropasmo
umiie. AnmMuHnctpaiimst u xkutem ObXOHCKOroO paiioHa
6narogaphbsl Kommanmm Heineken 1 vickpeHHe HapeloTcs
Ha JasibHeMIee COTPYAHNYeCTBO.
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Foreword

However, achieving good financial results is not our

only goal. Respect for the environment, employees and
partners, bringing enjoyment to life and passion for quality
are the core values that underpin our corporate social
responsibility. In practice this means that we need to maxi-
mize savings in energy and water consumption, ensure a
high level of safety and health, establish mutually beneficial
relationships with our agricultural suppliers, introduce

The Heineken company is one of the major brew-
ers in the world. We are proud of our history and
honoured to belong to one of the most advanced
technological cultures in brewing whose one-and-
a-half century success is based on a continuous
combination of tradition and innovation.

2009 was rather difficult for Heineken Russia. Against a
backdrop of deteriorating sales in the Russian beer market, an effective supply chain of stock and raw materials

company production volumes also declined. Government for our production units, and promote responsible beer
initiatives to tighten regulation of the alcoholic beverages consumption.

market followed by active media coverage and constant
propaganda of adverse effects of beer on health have led
to a breach of our customers trust.

We have achieved significant results but there is a need
for even greater efforts. Sustainable development is not
a one-time campaign but a continuous effort of small but

The Heineken company entered the Russian beer market in February

2002 when the Heineken N. V. acquired the first brewery in Russia —

Bravo International LLC in Saint Petersburg (as of March the 1st 2003 — Despite the decline in sales and unfavourable constant improvements at each production and distribution
Heineken Brewery LLC). Nine more breweries were acquired later on. market conditions, Heineken Russia has been able  stage. We will always need our colleagues and partners to

to increase profits significantly and achieve signifi-  succeed.

Today Heineken Breweries LLC includes: cant cost reductions. We keep optimizing internal

Heineken Brewery branch, Saint Petersburg; financial and manufacturing processes, increasing  The report you hold in your hands gives an insight
Stepan Razin Brewery branch, Saint Petersburg; commercial control, structuring the budgeting into thoroughly designed and coordinated action

process and tightening the control of real costs. plans of our company to improve operations and

protect the environment in which we all live and

Shikhan Brewery branch; Republic of Bashkortostan, Sterlitamak;
work.

Volga Brewery branch, Nizhny Novgorod;
Heineken Brewery Siberia branch, Novosibirsk;
Patra Brewery branch, Yekaterinburg;
Heineken Brewery Baikal branch, Irkutsk;
AMUR-PIVO branch, Khabarovsk;
Ivan Taranov Brewery branch, Novotroitsk;
Company PIT branch, Kaliningrad.

4

Heineken Russia breweries produce 28 brands. Among others: Heineken, Oy I;m

Zlaty Bazant, Tri Medvedia, Okhota, Amstel, Buckler, Edelweiss, Gosser, /%;u&d{'. Cred 7
e {

Guinness, Bochkarev, PIT, Doctor Diesel, Stepan Razin, Rusich, Ostmark,

Patra, Sedoj Ural, Strelets, Bereg Baikala, Okskoje, Shikhan, Amur Pivo etc.
Dimitar Alexiev,

CEO Heineken Russia

“Sustainable development is not a one-
time campaign but a continuous effort of
small but constant improvements”.

Dimitar Alexiev,
CEO Heineken Russia




Heineken

Russia

According to the Union of Russian Brewers, in 2009 the brewing industry employed about 50,000
people in Russia while related sectors created up to 600,000 jobs. Efficient breweries compose an
important factor of economic and social stability in many regions of Russia, where they remain the major
local employers and taxpayers. In Russia the total amount of taxes paid by the Heineken company to
budgets of various levels in 2009 amounted to more than 5 billion roubles. Successful financial performance in volatile economic
market conditions allowed us to maintain the same
level of wages for employees of all categories. For
E s D s s those made redundant the company provided a fair
Conomlc lmenSlon \ redundancy package in accordance with the existing

. ! Russian legislation. Additional measures were taken to

increase severance pay and benefit packages.

Following 12 years of continuous
growth, the first decline in output To minimize risks stemming from tax and legal
in the Russian beer market was requirements, contracts with our customers were
recorded in 2008 and amounted \ brought into line with the new law on trade develop-
to 0.6% (according to the State ment and contractual arrangements and with a
Statistics Committee, RF). In 2009 - : number of documents regulating the commercial mar-
the decline was progressing and as a Jos van der Burg, keting. Since 90% of our suppliers today are Russian
result reached 10.3% (according to CFO Heineken Russia companies, we also developed a Code of Supplier
the Business Analytics agency). Per Conduct as a basic document aimed at protecting the
capita consumption of beer in Russia To consolidate production capacity in 2009 interests of our Russian counterparts.

in 2009 amounted to 76.5 litres per Heineken Russia successfully integrated breweries

person, which is significantly lower into a single entity, Heineken Breweries LLC, and The results of 2009 allow us to make cautious

than that in many European countries optimized production. Thus, production of the forecasts for 2010. Efficient industrial footprint,

with similar climate conditions \ Stepan Razin brand was transferred from Stepan stable operating cash flow, control of fixed costs and
characterized by sharp temperature Razin Brewery to Heineken Brewery in Saint development of profitable brands remain the main
fluctuations. ' Petersburg while the brewery itself, also located priorities for Heineken Russia. In order to achieve

in Saint Petersburg, was turned into a major secure financial results, we shall continue to invest
distribution and warehouse logistics complex. Beer in developing skills of our employees, maintain high-
production at Ivan Taranov Breweries in Novotroitsk  quality level at all stages of production and marketing,
was suspended and transferred to Patra Brewery in build a profitable brand portfolio, strengthen our
Yekaterinburg and Shikhan Brewery in Sterlitamak.  efficient industrial footprint and develop social initia-
The plant in Novotroitsk was also turned into a tives to foster responsible beer consumption among
distribution and warehouse logistics complex. Russian consumers.

Negative market trends had both

objective reasons, like cold weather Victor Piatko,
and reduced income, and subjective Vice-President Heineken Russia

reasons, namely raising excise taxes Vice Chairman of the Union of Russian Brewers
imposed by the Government to

tighten regulation of the alcoholic The beer excise duty increase and the corresponding rise in sale
beverage market. In January 2009 price certainly pose difficulties for breweries and distributors. Due to
beer excise duty was increased by beer production decline macroeconomic indicators deteriorate and
9.5% (from 2.74 roubles to 3.0 employees of brewing and related industries loose their jobs, which
roubles per litre), in December 2009 complicates the overall social situation.
it was decided to increase the rate

three to four times up to 9 roubles In 2009, against the background of negative changes in the beer
per litre as from 1 January 2010, to market and general economic decline in the country, beer production
10 roubles as from 2011 and then up of Heineken Russia fell by 17% to 129.17 million decalitres. However,
to 12 roubles in 2012. owing to a strong industrial footprint and reliable brand portfolio our
company was able to withstand negative trends. As a result of success-
ful implementation of a new commercial strategy and a strong focus
on cost management the company managed to increase its profitability
in Euro significantly. This occurred despite the decrease in production
and the weakening of the rouble (which also negatively impacted the
cost of raw and packaging materials). To strengthen our leading posi-
tion in the Russian beer market and increase competitive advantages
of our beers, we have conducted a rationalization of stock-keeping
units to form a strong portfolio of profitable brands.
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Environmental Dimension

The brewing industry is a large consumer of natural resources — mostly energy, water and agricultural
products. Not only their intensive consumption raises production costs, but it also leads to serious
environmental problems, exhaustion and increased pollution. This is why saving the Earth’s valuable
and finite resources, efficient waste recycling policies and bringing down logistics expenditures become
increasingly important for Heineken breweries in Russia and elsewhere in the world.

Energy

Brewing requires a lot of energy, both electric and thermal
(used mainly for wort production and fermentation).
However, according to the carbon footprint analysis!, the
most part of energy is expended not at the brewing stage
but later, when beer is packaged, shipped and stored.

Therefore, the most efficient way to save energy and
reduce CO, emissions throughout the full ‘barley to bar’
beer production and sales cycle is by using environmen-
tally-friendly packaging, ensuring green chemical-free
production of barley and malt, and the introduction of
energy saving fridges at plants, warehouses and, most
importantly, retail outlets.

Vladimir Volodin,

Technical Maintenance

and Engineering Support Manager
Heineken Russia

Thermal Energy

The rate of thermal energy consumption at Heineken
Russia breweries went down by 3%, from 132.5 MJ/hl
of beer in 2008 to 128.4 MJ/hl in 2009. Despite the
progress, this level is still far above the average rate of 89
MdJ/hl achieved by the Heineken breweries elsewhere in
the world which have published their sustainability reports
this year. Needless to say, climatic conditions in Russia,
with its extremely cold and long winters, make it harder to
achieve thermal energy figures like Heineken breweries
elsewhere in the world. However, we are confident that
with actions identified as part of ESP we can narrow the
gap significantly.

The best results in improving thermal energy efficiency
were demonstrated by our breweries in Irkutsk and
Yekaterinburg thanks to capturing condensate? in the heat-
ing system. Three of the Heineken malting plants were
also able to reduce their specific thermal energy consump-
tion by 8.3%, from 3.6 to 3.3 MdJ/tonne.

In 2009 Heineken Russia launched a global Energy
Saving Programme (ESP) which was designed to
calculate the optimal rates of energy consumption
for each of our breweries, analyse the current losses
and draw up a plan for cutting them down. Energy
audits? which were conducted at the plants assessed
their fuel cost efficiency and proposed a number of
energy saving measures. Declining volumes have
made reductions in energy and water consumption
per hectoliter more difficult to achieve, as every
brewery has a baseload consumption independent of
volumes produced. Reductions of volumes normally
mean an increase in consumption per hectoliter.
Thanks to the efforts within the ESP, Heineken
Russia has been able — despite those reductions

of volumes — to still reduce thermal energy con-
sumption per hectoliter and to nearly maintain the
electricity consumption per hl at its 2008 level.

Specific Thermal Energy Consumption,
Breweries

MJ/hl beer
2012

2011
2010

2009

2008
2007
® target @ actual

! Carbon footprint is the amount of CO, which is released in the atmosphere during the product’s full life cycle including its produc-
tion, transportation and consumption stages. According to some expert estimates, packaging, shipping and storage operations
account between them for up to 95% of the total beer carbon footprint.

2 Energy audit is the inspection of an enterprise and assessment of its compliance with the existing laws and regulations on energy

efficiency, energy safety and energy saving.

)

3 Condensate is the by-product of water changing from gaseous into liquid phase when it is cooled.
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Electric Power

Although some of the Heineken Russia breweries saw their
rate of power consumption drop in 2009, the group’s
average increased last year. The brewery in Yekaterinburg
registered the most impressive reduction of 33%, from
14.8 kKW/hl of beer in 2008 to 9.9 kW/hl in 2009. Power
consumption rate also went down at our three malt houses
by 3%, from 198 to 192 kW /tonne of malt.

Specific Electricity Consumption,
Breweries

kWh/hl beer
2012

20711 | XN

2010
Anna Meleshina,
Communications Director Heineken Russia

2009 105
2008 114 All employees at Heineken Brewery in St.
Petersburg were encouraged to be energy and
water efficient in the office as part of a new
campaign known as “Simple Saving”.

2007 11.9
® target @ actual

On World Environment Day, 5 June, employees
of Safety, Health and Environment department
and Communications department visited all
their colleagues at workplaces to announce the
campaign and display posters reminding people
to switch off lights, computers, air conditioners
and electrical appliances at the end of the work-
ing day. There were also stickers attached near
wash-basins to remind people of efficient water
consumption.

Besides we distributed statistics demonstrating the
hourly electrical cost and the amounts of water
wasted through leaving a tap running.

The campaign provoked keen interest among
employees who started discussing efficient ways
of energy consumption in the office.

In 2010 Heineken Russia intends to expand
Simple Saving and implement the second stage at
all the breweries.

Energy Balance of Breweries

Energy efficiency of our breweries may be considerably improved through the introduction of an optimal balance of
energy sources which are used by them. For instance, St Petersburg-based Heineken Brewery is equipped with a gas
turbine which provides cogeneration, or combined generation of electric and thermal power. Other plants get useful heat
for their industrial facilities mostly from boiler houses powered by gas, a comparatively cheap and less polluting fuel. The
breweries in Irkutsk and Novosibirsk do not have heat generation facilities and instead get it from nearby power plants,
although a gas-powered boiler house is currently being built in Novosibirsk. Gas is also used, along with petrol and diesel,

for shipments of our products.

Transport Logistics and Packaging Materials Use

Heineken Russia’s shipping and packaging expenses
went down considerably in 2009. The use of very energy-
consuming packaging materials was reduced thanks to
several local projects realized at various breweries, such as
the use of lighter glass bottles, reducing label sizes, remov-
ing neck labels where possible, and reducing the thickness
of plastic wrap-around material, etc.

Distribution logistics is a challenge for any company
operating in Russia with its great distances. Heineken
Russia conducts an annual analysis of product localisation
and calculates on a monthly basis shipment distances for
each of its product items in order to increase its transport
efficiency. Reduced shipping costs mean less CO, emis-
sions caused by transport.

||||||

Greenhouse Emissions

Besides affecting the company’s cost base, high energy As the world’s third largest brewer Heineken feels respon-
consumption also has negative environmental repercus- sible for reducing greenhouse gas emissions by its plants.
sions. Burning fossil fuels releases CO, and other green-

house gases into the atmosphere, thus contributing to the

global warming phenomenon on our planet.

According to the experts from the International Panel on Climate Change (IPCC), which was established
in 1988 by the UNO and its World Meteorological Organisation, CO, emissions from human industrial
activities are the main cause of the rise in the Earth’s surface temperature. During the past century, the
average increase in the global mean temperature was 0.6-0.8°C, and up to 3-5°C in several more fragile
regions, such as Siberia and the Arctic.

The temperature rise closely followed the growing CO, concentration in the Earth’s atmosphere which
has shot up from 280 parts per million (ppm) in 1830 to 392 ppm today. The majority of climatologists
agree that the threshold of safety for the planet and its temperature balance is 350 ppm. It was passed
at the end of the 1980-s, and serious long-term climate changes are irreversible now. According to the
IPCC estimates, by 2100 the Earth’s mean surface temperature will rise in the range of 2-6°C, depend-
ing on the CO, emission dynamics, which means that in any case our children will live on a different
planet. However, while a 2°C increase is still survivable, the mankind will almost inevitably disappear
from the Earth if it becomes 6°C warmer — due to draughts, spread of epidemics and massive extinction
of plants and animals.
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Tonnes CO, Emissions Per Capita

Albania

Turkey

Romania

FYR of Macedonia
Bosnia and Herzegovina
Croatia

Sweden
Portugal
Hungary
Switzerland
France

Bulgaria

Malta

Serbia

Slovak Republic
Italy

Iceland

Spain

Norway
Slovenia

Poland

Austria

United Kingdom
Greece
Denmark
Cyprus
Germany
Belgium

Ireland
Netherlands
Russian Federation
Czech Republic

Although in 2009 Heineken Russia breweries were able to reduce slightly their direct and indirect CO, emissions as
a result of the decrease in our direct emissions related to thermal energy generation, they still remain above internal
corporate targets.

Direct and Indirect CO, Emission,
Breweries

kg CO,/hl beer
2012

2011
2010

2009 e 12.9

2008

2007
® target @ actual

The brewing industry is unique in that carbon dioxide is not only its waste product, but
also an indispensable ingredient for producing and bottling beer. Heineken Russia’s
brewing plants try to recycle as much of CO, released during the fermentation process
as possible, cutting back on its supplies from external sources. Carbon dioxide is

Finland usually a product of burning, so purchasing it in fewer volumes reduces the carbon
Gibraltar footprint of our beers.
Luxembourg

10

15

20

25

Data sources: International Energy Agency. Hochfeld, Oko institute, PCF World Summit, Sept 2009.

Assumptions on %: Per capita beer consumption of 79 litre, estimated emission ‘barley to bar’ 60 kg CO,/hl resulting in a total
annual emission of 47 kg CO,/hl. Per capita emission in NL is =11 tonnes.
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Agriculture

Quality, price and availability of barley and hops have
become top concerns for the brewing industry over the
past several years. Sustainable agricultural development
remains the only possible alternative under the pressure

of incessant population growth, global rise in the living
standards and increasing demand for agricultural products
around the world, including plants used for biofuel
production which often replace quality barley crops in their
traditional regions of cultivation.

Heineken Russia strives to build and maintain long-term
relations with local producers, giving them preference

for crop supplies to our breweries and malting plants. By
doing so we try both to warrant ourselves against global
crop failures and shipping raw materials over long dis-
tances, and to create demand and new revenue-generating
activities for people in the countries where we operate.

A\
\“i‘

q
q

Waste Recycling

Waste sorting and recycling saves up to 80% of raw mate-
rials for beer production and packaging, also solving the
problem of waste disposal along the way. The majority of
Heineken Russia breweries — PIT Company, Kaliningrad;
AMUR-PIVO, Khabarovsk; Heineken Brewery, St.
Petersburg; Shikhan, Sterlitamak; Heineken Brewery
Siberia, Novosibirsk — have been sorting and selling
plastic and paper waste to specialized processing plants
for several years already.

In 2008-2009 all our companies adopted internal regula-
tions for handling hazardous waste of 1-4 classes and
were given quotas for having it shipped by sub-contracted
specialized transport companies to licensed dump sites. In
June 2009 Heineken Russia obtained a group license for
waste handling operations which allowed to save 8 min
roubles by the end of the year.

Alexandre Khitrov,
Safety, Health and Environment Manager
Heineken Russia

Heineken Russia breweries can boast of several
successful projects in the area of recycling agricul-
tural waste. At the end of 2007 Kaliningrad-based
PIT brewing plant started selling yeast to a fodder
company. Over two years of negotiations we
managed to persuade the company management
to set up a subsidiary in North-West Russia. It

was opened in 2009 and Heineken Brewery in
St. Petersburg began to supply yeast to its new
partner. Also, during 2008-2009 Heineken Russia
plants reduced their discharging of spent grain
waste by 60% after it had been re-classified as
food product and our breweries started to supply
it to agricultural companies.

Water

Beer consists of water for 92% which makes water the
most important ingredient in brewing. Water is also widely
used for washing bottles and cleaning the equipment.

Just several years ago the production of one litre of beer
required up to 15 litres of water, which exceeded even its
consumption rates in the metallurgical industry. However,
improved water use technologies and focused efforts to
reduce losses led to cutting down on water consumption
by as much as three times. In 2009 it continued to lower
throughout Heineken Russia breweries, having gone down
by 8% to 4.6 hl/hl of beer from 5 hl/hl in the previous
year. Reducing water consumption is part of the overall
resource saving programme of Heineken Russia.

Specific Water Consumption,
Breweries

hl water/hl beer
2012

2011
2010 | Y

4.2
4.6

2008

2007
© target @ actual

Similarly, water consumption decreased at the Heineken
malting plants in Russia down by 25% from 11.4
m3/tonne in 2008 to 8.5 m3/tonne in 2009.
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Examples of resource saving projects realized in 2009

Saving

heat

Heineken Brewery Baikal, Irkutsk Heineken Brewery, St. Petersburg

Shikhan, Sterlitamak (Bashkortostan)

Volga, Nizhny Novgorod
PIT Company, Kaliningrad

Heineken Brewery Siberia, Novosibirsk

AMUR-PIVO, Khabarovsk

Patra, Yekaterinburg

12 13
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Social Dimension

Financial success is a prime objective for any business. However, upon reaching a certain level in its
development, profit-making turns from the ultimate goal into a way to improve people’s lives. The
company which has been around for almost a century and a half, whose products are loved and admired
throughout the world, strives to create a healthy, safe and secure environment for thousands of its
employees and millions of its customers.

Besides caring about product safety and quality, modern society is increasingly concerned with
corporate ethics issues and companies’ approach towards their staff, surrounding communities and the
environment. Keen to live up to the expectations of its customers, Heineken responded with a number of
strategic social and ecological policies: Code of Business Conduct, Alcohol Policy, energy and water sav-
ing programmes, a monitoring system for sustainable raw materials use and agricultural development,
etc.

In recognition of its efforts Heineken has been repeatedly rated the leading global brewer within the
SAM Dow Jones Sustainability Index. Being one of the trend-setters in the beer industry of this country,

Heineken Russia promotes social harmony and environmental care values throughout all of its breweries.

Heineken Russia operates in

strict compliance with Russian
labour laws. Our relations with our
employees are based on transpar-
ency, trust and mutual respect.
We are firmly against any forms of
discrimination during recruitment
and at the workplace, and try our
best to prevent violations of work
ethics and managerial incompe-
tence at our enterprises.

Heineken Russia does not only
create safe and secure jobs with
an attractive social package; it
also aims to arouse individual
initiative and make the employees
interested in their professional
growth and career development.
In 2009 the Company made
significant investments into
developing a number of corporate
training courses designed to teach
our employees to critically assess
and constantly develop their
professional knowledge and skills.

Maria Barukova,
Human Resources Director
Heineken Russia

Performance Management training invites employees, in consultation
with their respective heads of business units, to set their individual objec-
tives based on strategic company targets. While doing so they also get
engaged in discussing ways to develop their behaviour competences and
professional skills. During end-of-year performance appraisal managers
assess their staff progress in reaching these objectives and developing
necessary skills.

A feedback mechanism is at the core of another professional enhancement
programme, 360 Heineken Development Accelerator, aimed at
improving employee leadership qualities. Each participant asks his or her
colleagues, the manager he or she reports to and his or her subordinates,
to evaluate his or her job performance. The results are helpful in under-
standing one’s strengths and weaknesses and drawing up an individual
development plan. Programme participants also attend a coaching seminar
on leadership skills offered by the Heineken University.

Management Review programme was launched in order to search and

promote employees with developed leadership skills. They are included in
the company’s talent pool and their future careers are planned with their

management potential in mind.

Several specialised programmes, focused on developing management
skills and behaviour competences, have also been put in place: Coaching,
Time Management, Team Management, training programmes for
internal coaches, functional training.
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Safety, Health and
Environment Protection

Heineken Policy on Safety, Health and
Environment Protection links together two tasks

of utmost importance — improving labour conditions
and reducing negative environmental impact from the
Company’s operations. We are sure that prioritising
social and ecological aims in our activities, introducing
strict safety norms at the plants, using safe ingredients,
equipment and raw materials gives our businesses great
advantages over our competitors due to reduced costs,
superior reputation and more customers.

Efficient implementation of these policies enabled
Heineken Russia to become a safety leader within the
Heineken Group with some of the lowest job accident
rates. In 2009 the number of work-related accidents at our
breweries dropped threefold, from 0.6 to 0.2 cases per
100 workers.

Key to our success in ensuring occupational safety and
protecting environment are such factors as keeping man-
agers at all levels personally responsible for safety-related
issues within their remit, regular assessments of hazards
and risks at the workplaces, making employees interested
in ensuring their own, their colleagues’ and customers’
safety. Taking the safety of employees to heart, Heineken
Russia goes beyond basic requirements of the Russian
Labour Code and provides a wide range of additional ben-
efits and compensations, such as free lunches in the office
canteen or reimbursement of eating expenses outside,
compulsory and voluntary medical insurance, financial aid
to our employees in particular circumstances, etc.

Code
of Business Conduct

Adopted by Heineken back in 2004, the Code of
Business Conduct is there to help employees find the
right line of behaviour in cases when their private interests
may clash with the interests of the employer, with local
and national legislation or established moral standards. It
contains recommendations for our workers as to how they
should act in situations of conflict of interests or moral
dilemma arising while they perform their professional
activities.

Heineken’s Code of Business Conduct is the extension of
our principles of fair competition and doing business, and
the provisions contained in Heineken’s Alcohol Policy

and Safety, Health and Environment Protection Policy.
The Code is supposed to prevent fraud and conflicts of
interests, encourage employees to build relations with
business partners and help them to choose the correct line
of behaviour when accepting or presenting gifts.

Alongside the Code of Business Conduct, a new
Whistleblowing Procedure was adopted providing all
our employees with an opportunity to report to the man-
agement suspected cases of corruption, illegal practise or
immoral behaviour in a confidential and anonymous way.

Four cases of professional misconduct were reported in
2009 as the result of the Whistleblowing Procedure having
been implemented at the Heineken Russia subsidiaries.
Two of them turned out to be unfounded allegations, and
the other two are still under investigation. If they prove to
have taken place, the Company management will immedi-
ately take the necessary disciplinary measures.

Company’s competitiveness is best improved by rais-

ing its productive efficiency. To this end Heineken
embarked in 2004 on introducing the Total Productive
Management (TPM) system at its breweries which
proved a very effective mechanism for enhancing their
operational efficiency and competitiveness.

TPM helps to cut down drastically all types of costs (achiev-
ing “zero defective products”, “zero breakdowns”, “zero
accidents”) by changing workforce management structure
and reducing the volumes of wasted worktime, energy,
materials and equipment. This results in increased output
and improved product quality, reduced costs and supply
time, enhanced occupational safety and staff motivation.

In accordance with the existing experience and
methodology, TPM is introduced in the following
three key production areas:

* independent equipment servicing performed by its
operators;

* setting up a system of scheduled preventive
repairs and maintenance works;

- optimising selected links of the production cycle;

* keeping up and raising product quality standards.

Hein van Dort,
Chief Supply Chain Officer
Heineken Russia

The intended improvements are actually as impor-
tant as the TPM implementation process itself
wherein different operational, design, commercial
and administrative divisions of the company are
involved. Moreover, if the implementation proc-
ess is organized badly, the expected results are
most likely to be disappointing too. This explains
why such importance is attached to the correct
sequence of application procedures within the
implementation process, and to setting up the
appropriate organizational structure to promote
TPM.

Heineken Brewery in St. Petersburg was the first
among its Russian subsidiaries to apply TPM in

the second half of 2005. Today TPM is actively
promoted throughout Heineken Russia bringing
about tangible results such as less energy and water
expenditures, reduced waste of beer extract, more
efficient use of raw, packaging and auxiliary materi-
als, cutting back on transport costs and enhanced
general operational efficiency. TPM has been
instrumental in saving valuable resources and funds
for the Company.
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Maintaining the highest standards of
quality throughout all stages of the
production chain, from the top man-
agers’ decisions down to the workers
manning the bottling line, is the key
prerequisite for making an interna-
tionally renowned and safe product
which fully meets the demands of our
customers. In order to translate these
principles into practice Heineken
adopted a corporate Product Safety
and Quality Policy, and had two
important management systems certi-
fied: Quality Management System
(based on ISO 9000) and Safety
Management System (based on
ISO 22000).

Elena Mazurina,
Quality Director Heineken Russia

The International Organization for Standardization (ISO) is responsible
for international management standards which ensure the high quality
and safety of products. A company which decides to obtain an ISO
certification has to draw up a number of detailed procedures, method
descriptions, job instructions and other specific documents describing
technological processes and staff actions.

Besides ISO-based quality standards, Heineken also employs a product
safety management system based on Hazard Analysis and Critical
Control Points. As its name implies, HACCP puts under scrutiny each
and every operation within the technological chain, determines the
potentially negative factors for product safety and customer health,
assesses the hazards and proposes a programme of preemptive
measures.

All Company staff employed in production, logistics and warehouse
departments must be aware of potential dangers at every stage of the
process they are responsible for and must strictly follow the established
procedures to control and remedy the situation if something goes
wrong.

Heineken Hygienic Policy requires of all its staff members to keep pro-
duction and office premises and equipment clean and to respect the rules
of personal hygiene. Each worker with access to the brewing operations
must have a valid sanitary certificate with all necessary medical analyses
registered in it. Safety and quality of the beer we make is our utmost
priority and every one of us can contribute to it.

Quality Awards and social prizes received by Heineken Russia breweries in 2009:

¢ Beer brands Shikhan Light, Shikhan Strong, Sedoj Ural, mineral water Shikhan-2 and non-alcoholic fizzy
beverage Limonad produced by Shikhan Brewery in the city of Sterlitamak were awarded a Silver Medal for
Quality and Safe Food Products at the 11th Russian Agricultural Exhibition Golden Autumn-2009 held on
9-12 October in Moscow under the auspices of the Russian Ministry of Agriculture and the Moscow municipal

government.

e The Amur Pivo Strong brand produced by AMUR-PIVO Brewery in Khabarovsk received a Great Gold Medal
in the quality competition during the XIII Inter-regional Exhibition and Fair Technologies: Equipment, Packaging
held on 22-25 October and dedicated to the food industry in Russia’s Far East.

e On November 23 a Certificate of Trustful Employer was handed over to Heineken Brewery Siberia in recogni-
tion of its good record in ensuring the workers’ rights. The ceremony was part of a campaign organised by the
Novosibirsk regional division of the Russian State Labour Inspection, the Novosibirsk regional Federation of
Trade Unions and the Novosibirsk Chamber of Trade and Industry.

e On October 23 Heineken Brewery Baikal got an award for its contribution to protecting the environment of the

Baikal lake.

¢ Heineken Russia became one of the winners of the 2009 Heineken Quality Awards contest having notched top
marks in the Best Progress in Production category. Independent members of the jury based their decision on
such criteria as product quality and freshness, quality of packaging, efficiency of trade marketing and retail sales

policies.

Eager to pass its core principles of doing business on to
its partners in the supply chain, Heineken Russia invites
them to sign up to its Supplier Code which contains
international standards in business ethics, human rights
and environment protection.

The Supplier Code supports open, fair and competitive
business environment, respect for the law and confidential-
ity of business information. It strives to prevent conflicts

of interests in business relations and stands up against

the use of gifts and encouragements to influence business
decisions taken.

The Code proclaims the priority of safety at work, fair pay
for the staff, negotiations as the preferred way to reach
collective agreements; it also rejects any discrimination
during recruitment and the use of child labour.

Finally, the Supplier Code demands efficient use of natural
resources in production in order to minimize damage for
the environment.

Signing up to the Code, Heineken suppliers agree to
follow its principles in the tenders they bid for and the
contracts they conclude.
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Throughout its entire history Heineken has been busy persuading beer fans of the advantages of its
responsible consumption. Heineken Russia actively contributes towards forming the culture of moderate
beer drinking and informs the consumers of the possible consequences of its abuse. Informed customers
are capable of making the right choice and take responsibility for their actions. It goes without saying
that, as the Russian law stipulates, only people above 18 years of age are legally allowed to drink beer
and are targeted by Heineken Russia in its communications.

Alcohol Policy. Cool@Work programme

Heineken Russia has adopted a proactive Alcohol Policy
aimed at fostering a responsible attitude towards alcohol
in the society, fully informing our customers of all aspects
related to its consumption, preventing hard drinking and
alcohol abuse, enhancing employees’ safety at work and
teaching them a culture of moderate alcohol drinking.

Drinking alcohol irresponsibly, which is strongly opposed
by Heineken, means consuming it without moderation —
in an inappropriate place and at an inappropriate time, on
an inadequate occasion and in disproportionate quantities
causing damage to one’s health.

Alcohol consumption is illegal or unacceptable and can not
be tolerated in a number of cases, namely while driving a
vehicle, at the workplace, during pregnancy or under the
legal drinking age.

Heineken employees are the face of the company, they
should set example to our customers and the rest of the
society by demonstrating a correct attitude towards our
products. In order to cultivate healthy beer drinking habits
among our staff, impart the concern over the company’s
reputation into them and raise occupational health and
safety standards, a programme named Cool@work was
launched. The programme brings together managers from
Heineken subsidiaries around the world at the informa-
tion seminars where they can share experience and best
practices. The seminars deal with the following issues:
improving job safety, first of all for drivers and equipment
operators; efficient ways to intervene and assist in case of
alcohol abuse by colleagues; following the Alcohol Policy
principles by the advertising and sales staff in their jobs;
persuading employees to explain to other people the
advantages of moderate alcohol consumption.

® Responsible attitude towards beer drinking must
become part of a healthy and successful way of life
of all adult consumers.

¢ Informed consumers take full responsibility for their
actions.

o It is our duty to make people conscious of the
dangers which irresponsible alcohol consumption
entails.

¢ We require responsibility in conduct and in drinking
beer from all our employees.

¢ Heineken subsidiaries and divisions must ensure
that all their commercial activities are conducted
in compliance with the law and would not entice
customers into consuming alcohol irresponsibly.

» We strive to prevent cases of alcohol abuse through
constructive dialogue with the community.

¢ Heineken Alcohol Policy principles are mandatory
for our employees.

e We will continue to inform society about our future
plans and actions in the area of alcohol policy.
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Responsible Commercial Communication

In any of our information and
marketing campaigns we must find
a golden mean between, on the one
hand, advertising beer as an element
of active and healthy way of life with
a long rich history behind it, and,

on the other, unwarily encouraging
people to drink it without moderation.
In order to help our staff to cope
with this difficult task Heineken
Russia worked out Guidelines

for Responsible Commercial
Communication.

Advertising information disseminated
by Heineken Russia must be ethical,
lawful and truthful, corresponding

to the established principles of fair
competition and business practice.
Adverts should not show or target
people who are not allowed or should
not consume alcohol — young people
under 18 years of age, pregnant
women, sportsmen practicing sports
which require quick reaction or pose
danger to others. Any link between
drinking alcohol and driving a vehicle
or doing a job must also be absolutely
avoided.

Enjoy Heineken Responsibly

Launched back in 2004, Enjoy Heineken Responsibly campaign

informs the customers about various issues related to beer drinking. All

bottles and cans of Heineken beer now have a hyperlink to the website
www.enjovheinekenresponsibly.com which contains information about
beer, its effects on human body and the culture of beer drinking. The slogan
Enjoy responsibly is printed on the labels of all our key brands. A warning
about the damage of excessive beer drinking will also appear soon on the labels

of all beer brands produced and sold by Heineken Russia.

Responsible self-regulation and an
adequate communications policy help
Heineken to protect its reputation
and also work for the benefit of the
brewing sector in general.
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A bit of history

=

Beer is a 100% natural beverage with a centuries-old
history in many countries around the world, one of the
oldest human traditions and material cultures. Malt, yeast,
hops and water are the 4 essential ingredients of beer. The
product goes through a fermentation process for some
time after which it becomes beer. To brew at the highest
level one needs to be an experienced and skilled brewer
who loves one’s job, who is patient enough and strictly
follows comprehensive technology.

Our ancestors discovered a way to turn grain into alcoholic
beverages a long time ago. Archaeological excavations
showed that the first ‘beer’ was made almost by accident:
barley in pots was put in the ground to make seeds sprout,
and when water happened to get into a pot, its malt con-
tents, being in contact with natural yeast in the air, started
to ferment. Thus a very simple beer with a very low level
of alcohol was first made.

Brewing became a human craft activity for the first time in
Ancient Egypt where its value was virtually equal to that of
gold. The famous Code of Laws by the King of Babylon
Hammurapi contained regulations for making and selling
beer: a brewer who watered beer in a vessel faced death!
Later, in medieval Europe, beer started to be brewed in
monasteries where monks drank it instead of water, and
each monastery made it with its own unique recipe. The
legacy of those times is still alive in the hundreds of brands
which we can enjoy today in Europe’s most beer-loving
countries — Germany, Belgium and the UK.

In Russia beer has been known and loved since ancient times. It was brewed in coppers, usually twice a‘yéqr o 0y
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March and November, and then conserved in barrels on the ice. The Patron of the Russian Brewers was Saint leolal
Chudotvorets (eracle Maker), whose Day on 6 December was celebrated with 3-day beer feasts. ‘Nikolai days are 1;11(:e
with beer and pies’, says an old Russian proverb.
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Decrees by Peter the Great in the XVIII century gave a new boost to Russian beer-making. New brewerles-aiter.Dutdl i
design were built in St Petersburg to serve hospitals and the navy. However, proper industrial brewing began rather by ;
the end of the century, during Catherine the Great’s reign when in 1795 a first large brewing plant was opengd next to
the Kalinkin Bridge in St. Petersburg by Abraham Friedrikh Kron. Kron’s beer fast became popular around Russia, aod

in 1818 Abraham Kron was officially nominated a supplier to the Russian Imperial Court. In 1862 a new company :
Kalinkin Beer and Honey Brewing Society was set up with the founding capital of 2 million roubles. A fast expandimgr' ==
company had several new warehouses built for it and by 1914 became the biggest brewing enterprise in Russia. }ts- =

products had three highest quality awards of the Imperial Russia with double-headed eagles from the state coat o

deplcted on them.
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The history of the Russian brewing industry in the Soviet times is best remembered for a huge demand for beer, its
constant shortages in the stores and a very limited choice of brands on sale. However, despite this scarcity and often
e for beer never abated. After 1991 a surge in deferred demand brought new domestic and
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ight, Heineken buying into the Russian market in 2002 when it acquired its

ince March 1st 2003 — Heineken Brewery LLC) turned out a
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Exhibitions
at the Museum of Brewing History

Russia’s first Beer Museum (now the Museum of Brewing
History) was opened in 1995 at the St. Petersburg-based
Stepan Razin Brewery (formerly known as Kalinkin

Beer and Honey Brewing plant) The Museum collection
presents the highlights of beer history in Russia: peasant
brewing traditions and development of industrial brewing,
modern brewing technologies and the culture of beer
drinking. Many of the 600 exhibits on display are unique
and cannot be found anywhere else: copper and wooden
buckets and scoops, clamps, jugs, funnels, filters, beam
balance, ancient wooden mugs, forged cresset and other
items used in brewing and beer drinking. A collection

of old beer bottles from different plants of the Russian
Empire can also be seen here.

The Museum ran joint projects with the Union of Russian Brewers, various Collectors Clubs of beer-related items

in Russia and abroad, other museums and cultural entities. Some of the exhibitions organised by it over the past

several years include: Live Water: History of Brewing in Russia at the Russian Museum of Ethnography; Industrial St.
Petersburg: The Kalinkin Beer and Honey Brewing Society at the Russian National Library; History of Russian Brewing
at the Vyborg Castle State Museum; From Catherine to Nowadays together with the Museum Union of the city of
Cherepovets. On 19 August 2009 the Museum of Brewing History and the St. Petersburg History Museum set up an
exhibition ‘And I was here, drank honey and beer’ (after a popular Russian folk saying) dedicated to the city’s beer drink-
ing traditions.

The Museum’s collection has been maintained and developed with care by Heineken Russia. Visits to the Museum are
free and by appointment only.

XI Beer and Kvass Festival
in St. Petersburg

One of the highlights of St Petersburg cultural and social
life, the XI Beer and Kvass Festival on 4 July 2009 was
attended by some 150.000 people who drank over
200.000 litres of beer and traditional Russian beverage
kvass to the tunes of popular rock groups Chaif, Spleen,
Krematorij, Pilot and author song performers.

Along with other organizers, Heineken did its most to
ensure that the legal ban on beer sales to minors is not
violated. Specially for this younger audience non-alcoholic
kvass was served as an alternative to beer for the first
time this year. Prior to the opening of the Festival all par-
ticipating companies signed an Agreement on additional
measures to maintain control over compliance with the
legal ban on beer sales to minors at the Festival. As part
of its “Are You 18? Show Your ID” campaign Heineken
Russia employees visited all points of sales at the Festival
reminding the retail staff to check customers’ age.
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In 2009 Heineken Russia invested over € 700 thousand in community oriented projects.

Psychological Crisis Helpline
(Institute for Psychological Therapy and Counselling
“Harmony”)

In 2009 Heineken Russia continued to finance the activities of the Crisis Helpline which is operational at the number
7084041 in St. Petersburg. This service was the first of its kind set up by the Institute for Psychological Therapy and
Counselling “Harmony” back in 1989 yet in the Soviet Union. Competent psychology experts who have undergone
specialized training in providing urgent psychological assistance and counselling by phone, answer some 8.000 calls a
year 24 /7. This is an emergency first aid for kids and teenagers in crisis, and also for their parents and social workers
dealing with children. For many of them a call on the Helpline number means getting much needed support in a difficult
situation, assistance in making the right decision, a listener in solitude, help in overcoming the loss of a friend or relative,
an objective mediator in a family conflict.

Unfortunately, a large percentage of the phone calls coming to the Helpline are from children and adults reporting

alcohol abuse in the family or at work. This is why Heineken Russia decided to provide financial support to the Helpline
which assist people to cope with alcohol-related problems. We believe its activities are extremely important for the

society and are grateful to our partners for their work.

MHCTUTYT NCUXOTEPANUN
N KOHCYJIbTUPOBAHUYA

“I’m Responsible for My Own Life”
(Institute for Psychological Therapy and Counselling
“Harmony”)

In 2009 Heineken Russia joined the St. Petersburg Institute of Psychological Therapy and Counselling “Harmony” in
another project. “I'm Responsible for My Life” is a preventive programme aimed at fostering a responsible attitude
towards alcohol among teenagers and preventing underage drinking.

The project tries to make an impact on teenagers’ lives through the three main channels: via peers, parents and youth
social workers. The 13-17 year-olds are being helped to cultivate a set of long-term positive life values and personal
goals which include, among others, respect for their body and health, ability to foresee the consequences of their actions
and responsible attitude towards drinking alcohol. Skilled psychologists, social workers and teachers go through a train-
ing course in efficient professional communication and interaction with teenagers and their families, which improves
their competence in providing psychological therapy and consultations on issues of alcohol abuse. Parents are being
taught to build trust in relationships with their children and to raise difficult subjects with them.

The project enjoys support of the St. Petersburg Municipal Education Committee and the Moskovsky District
Administration and is being introduced in the secondary and high schools of the city’s Moskovsky District.

Mark Pevzner,

Training Programmes Director

Institute for Psychological Therapy and Counselling
“Harmony”

Thanks to our cooperation with Heineken Russia we have been able to realize a number of projects foster-
ing a responsible attitude to alcohol consumption through the development of core personality character-

istics in young people. This leads to long-term positive changes in their lives because we try to form boys’
and girls’ basic personal values and teach them to live their lives responsibly.

Both the Crisis Helpline for children and parents and the programme “I'm Responsible for My Life” target
the underlying psychological reasons for irresponsible alcohol consumption among the youth. They are

there to help children and teenagers solve their psychological problems, better understand themselves and
learn to communicate and interact with the world around them.

These projects demonstrate a very good pattern of cooperation between commercial companies, non-
commercial organisations and the authorities that has recently emerged. It is proving very efficient and
useful for getting important social projects done.
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The Past at Your Fingertips
(State Hermitage Museum)

The State Hermitage Museum

For Heineken, which came to Russia and opened its first brewery in St. Petersburg, the collaboration with the city’s
world renowned symbol, the State Hermitage Museum, is very special. On 24 April 2009 the Hermitage Restoration
and Conservation Centre Old Village hosted a second Graduation Ceremony for blind and visually impaired children
who had just completed a three-year course named “The Past at Your Fingertips”. This unique educational programme,
launched in 2005 with Heineken Russia support, puts children with eye handicap literally in touch with tens of thou-
sands of the Hermitage exhibits and artefacts, either original or very good copies which they can “see with their hands”
by touching them. This project was made possible after the construction of a new art storage facility where tens of
thousands of the Museum items were moved. During regular lessons kids were able to get to know the ancient history of
the mankind, pretending to be archaeology researchers who try to explore a certain period in the past. The programme
is led by professional archaeologists helping children understand and interpret the origins of the cultural artefacts they
examine.

ARR

Vladimir Matveev,
Deputy Head of the State Hermitage Museum

Museum programmes for the blind are not something extraordinary, and many foreign museums have objects
on display which blind people can touch and feel with their fingers. However, a multi-year educational course
for visually handicapped children which is based on the museum’s collection is quite unique.

We have been constantly expanding the part of our exhibition dedicated to this programme. Tactile sensory
experience is one of the prime sources of information about the surrounding world for sightless or partially
blind kids. True-to-life copies of real historical objects, which they can hold in their hands, mean so much more
to our small friends than whole kilometres of authentic original objects exhibited behind a glass barrier.

The Hermitage Museum has a lot of friends who are happy to support us in this project. One of them,
Heineken Russia, has become a leading force behind the programme. With its financial support we plan to
expand the programme beyond archaeology. The Hermitage has a big museum of stables and an old coach-
house. We would like to show these old vehicles and transport means to our children, and for this we need
models which they would be able to touch. We are extending the current facilities and soon will have more
space for the children. Heineken'’s financial contribution to this programme is very precious, but even more
precious is its compassion for our kids.

B/
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Musical Hermitage Golden Harp
(Hermitage Music Academy Fund) ° (International Harp Contest)

The VI International Festival Musical Hermitage on 14-22 February 2009 saw renowned musicians from Italy, Norway, \((; KOHK J’po On 22-29 September 2009 St. Petersburg hosted the First International
the Netherlands and Russia come to display their mastery and talent on the Hermitage Theatre stage in St. Petersburg. \Y ) Contest “Golden Harp” sponsored by Heineken Breweries LLC. During one
Heineken Breweries LLC is proud to have been the general sponsor of this major cultural event since 2006. % week 25 young musicians from Switzerland, France, Lithuania, China, the USA,
(o) Moldova and Russia enchanted city residents and guests with their music on
The Musical Hermitage programme is intended to revive forgotten musical masterpieces, allow the St. Petersburg and 2 the city’s best stages at the Shostakovich Grand Philarmonic Hall, Glinka Small
Russian audience to listen to the best modern artists and discover new names, and also to see the treasures of one of .g Philarmonic Hall and the Great Smolny Cathedral. Renowned musical celebrities
the finest museums in the world through the prism of music. It is organized by the Hermitage Music Academy Fund and 5 were invited to join the contest jury: conductor Maxim Shostakovich, violinist
gathers together at the Hermitage Theatre the composers and performers working in such different genres as classical =y  Liana Isakadze, cellist Alexandre Knyazeev, UK flutist Sir William Bennett, USA
music, jazz, ethno-fusion, folk music, etc. f’ vocalist Melba Joyce, French guitarist Pierre Bensusan, Professor of the Prague
¢ Conservatory Yana Bozhkova and Professor of the Gnesiny Moscow Music
Academy Natalia Shameeva. The jury unanimously gave victory to a Chinese
o < student Chen Yu In, who demonstrated a striking technique and very subtle
Wy, ng interpretation of music. St. Petersburg artists Sophia Kiprskaya and Alexandre
I{T-HETEY Boldachev shared the second prize.

: About a thousand visitors who came one evening during the Festival's week to the Smolny Cathedral were rewarded
q * with a rare performance of lever, or Irish, harps played by Natalia O’Shei (Helavisa) and the world famous Irish ethno-

e

bf? ; ] harpist Moya Brennan which made a very interesting addition to the Festival’'s programme of mostly classical harp music.
. =y
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During the past five years when Heineken Breweries LLC has
been the general sponsor of the Musical Hermitage Festival, it

has done a lot to make its programme more varied and interest- Sergey Evtushenko,

ing. Nowadays business support for cultural projects is often Composer,

the only chance to survive for many projects and organizations Musical Hermitage Festival
engaged in international cultural exchange. Cooperation between Art Director

state and municipal authorities, private event organizers, diplo-
matic representations and the business makes this cross-border
exchange happen and allows the artists to share their talent

with a grateful and rewarding audience of music lovers. We
believe that this sort of sponsorship and cooperation between all
interested parties has a lot of potential for future development of
international contacts in the field of music.

Yulian Makarov, Heineken Russia participation made it possible for us to turn the

“Golden Harp” General Producer, Golden Harp Festival into a prestigious international event with

TV anchor a major prize fund and outstanding modern artists in the jury.
However, charity social initiatives outside the programme of the
contest were no less important and drew a lot of public attention.
Several concert harps were donated to St. Petersburg’s leading
musical schools — Special School of Music at the St. Petersburg
Conservatory and Rimsky-Korsakov Musical School which train
future Russian musical talent. In another charity project handi-
capped children had a rare chance to attend a performance of the
best Russian harp players coming to them to the Turner Children
Orthopedic Institute. The Festival organizers sincerely hope to
continue their cooperation with Heineken Russia.
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Educational Environmental Project

Clean Shores of Baikal

(in cooperation with the administrations of the Irkutsk
region and the Olkhonsky district)

Hieneken Brewery Baikal of Heineken Breweries LLC —
launched an environmental campaign for preserving the
pristine beauty of the Baikal lake shores at Olkhon island.
Together with regional and local authorities, Heineken
employees taught residents of the Irkutsk region and tour-
ists coming from afar the basic principles of ecology and
care for nature.

The campaign’s goal is to conserve a fragile ecology of the
area around Baikal by putting in place the system of han-
dling solid waste, cleaning the lake’s shoreline by specially
trained volunteers and raising public awareness of keeping
Olkhon island and Baikal lake shores clean.

Over the past three years some 3.000 volunteers man-
aged to clean up to 40 km of the Baikal shoreline taking
away some 8000 m?® of dumped waste from there. The
problem of waste removal was solved through setting up
30 container sites at Olkhon island where tourists were
invited to leave waste after their stay. Environmental
patrols held regular informational sessions during which
they exchanged waste bags collected by tourists and volun-
teers for the campaign paraphernalia. Heineken Brewery
Baikal employees were among the volunteers who in
2009 went out to Baikal on weekends to pick up waste.
In order to thank the company for its environmental
efforts, the Irkutsk regional government awarded
Heineken Brewery Baikal with a special diploma for the
contribution to conserving Baikal nature.

Yucrblie

cbb.baikal.ru

ye
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Baikal lake is a true gem of Siberia and a UNESCO world
heritage site. The “Clean Shores of Baikal” project launched
by Heineken Brewery Baikal and Heineken Breweries LL.C
is of great importance not only for the Olkhon district but
for the whole Irkutsk region. This campaign has many
dimensions — practical, educational and spiritual. The effect
is stunning: the shores of Baikal have become much cleaner.
The administration and the residents of Olkhon island are
very grateful to Heineken Russia and hope for more projects
like this in the future.

Nikolaj Motoshkin,
Mayor of Olkhon district
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