Pexmun B.A., BI'2Y (Munck)

NEPCINEKTHBbI ®OPMHUPOBAHUSA IIEH
HA HE®Tbh HA MHPOBOM PBIHKE

B XX cronerun Obiia orkphiTa G0MbIAs 4acTh KPYNHBIX MECTOpOXKAeHHH HedH ¢
HH3KHMH H3JIEPKKaMH TPOU3BOACTBA. B nocC/ieaHHE AECATHIECTHS MUHYBIIETO CTOJNETHA
NOCTOSIHHO POCHO KOJIHYECTBO OTKPbIBAEMbBIX MECTOPOX/ICHHH ¢ HEOOABITMMHM 3anacaMu Ha
(hoHe pe3KOro CHIKEHUS KOJIMMECTBA OTKPHIBAEMBIX KPYITHBIX MECTOPOXK/ICHUIT. B nepcnekrune
OXKMIAETCH, YTO MIMEHEHHE 06ecredeHHOCTH 3anacaMu HedTH Oyier MPOMCXOJHTE MOA
BO3eHCTBMEM TAKHX (PAKTOPOB, KAK BO3PACTAIOIIME TPYAHOCTH OTKPHITHA HOBBIX 3a1acoB
JUIS BO3MELLICHUS TEKYLIMX 00beMOB J00bIYH He()TH; KOHUEHTPAIHS OCHOBHBIX MHPOBBIX
3anacos HeTH B HeGonbILOH rpymme ctpaH - wieHos OITEK.

Konebannst MHpOBBIX UEH HA He(Th NPOMCXOJAT IMIaBHBIM 00pa3oM H3-3a HApYINEHHS
6ananca Mexay CpocoM M npeaoxernem. HemaioBaxuyio pons B koiebanus ueH Ha HedTh
HIPAOT COCTOAHME KOMMEPYECKHX 3armacoB HE(TH H CHEKYNATHBHbBIE ONEpalii HeTAHBIX
auiepos. Ha cOCTOSHHE KOMMEPHYECKHX 3amacos GOMbIIOe BITHAHHE OKAa3bIBAIOT CE30HHBIC
konebanus MUpOBBIX 1eH. C HACTYI/ICHHEM BECECHHEE-JIETHHX MECALECB W 3aBEPIICHHEM
OTOIMHUTEIHLHOTO CE30HA CIIPOC COKPAAeTcs ¥ LeHs! najgaioT. C HACTYILIEHHEM XOJIOA0B H
HAYa/IOM OTONHMTEIBHOTO CE30HA CHPOC HA He(TH PACTCT, YTO CONPOBOXKIAACTCS COOTBET-
CTBYIOIMM pocTOM neH. Ytobsr u3bexarb Ype3MEPHOTO pocTa IeH, cpabarbiBaloT KoM-
MEpYECKHE 3arachl.

Ipu nporHo3upoBaHNH LeH Ha HeTh HeOOXOTHMO YIHTHIBATS, Kak Oy/IeT CKIaIbIBATHCS
B MHPE COOTHOILIEHHE MEXJLY CIIPOCOM H npepiokerneM. Crpoc Ha NepBHYHbIE HCTOYHHKH
JHCPrHH, B TOM YHC/iE HA He()Th, 3aBHCHT OT TEMIIOB POCTA SKOHOMHKH, TO €CTh OT pocTa
BAIOBOrO BHyTpeHHero npoaykra (BBIT). Ilpu Hamedennbix cpeasux temnax pocra BBII B
mupe (1a neprog 1o 2010 r) 3,2 %, oxupaercs, 91o norpebnenne HeTH Gy1eT pacTH HECKOIBKO
MEHLUIMMH TEMITAMH ¥ cocTaBHT 0k0110 1,5 % B roa. Ilpu rakux remnax pocra ofrseM MHPOBOIO
norpebnenns vedru puipacrer ¢ 3900 min. Tons B 2001 . u npumepso 10 4790 MIIH. TOHH B
2010 r. B gonrocpodHbix npor{o3ax, xorjaa JuHamMuka obsema norpebacHus HedTH
onpejenseTcs B 3aBMCHMOCTH 0T TemiioB pocta BBII, uMeercs cepbe3Hbli MCTOYHHK
Heonpe/e/eHHOCTH. [TpH 3T0M He NPHHHMAETCA BO BHUMAHHE LIHKIHYECKHH XapaKTep pa3BHTHA
KOHOMMKH M BO3MOXXHOCTH BO3HMKHOBEHUA HEOXHIAHHBIX MOTPACCHHH, NpeicKa3aHue
KOTOpBIX mpejcrasnser Gonbinne 3arpyanenus. [TortoMy nporaosupyemsie 1eHbl Ha HedTh
MOTYT OTKJIOHATHCS B TY WM HHYIO CTOPOHY 0T X dakTudeckoro yposHs. OTKIOHEHHS MOTYT
BO3HHKHYTH HE TOJIBKO OT MOTPACEHHH YKOHOMHYECKOIO XapaKTepa, HO U M0/ BO3/eHCTBHEM
nonuTHYeCKHX (hAKTOpPOB, a TAKKE B 3aBHCHMOCTH OT ykecTouenns TpeOoBaHMH, HANPAR/IEHHBIX

Ha 3aIHTY OKPYXaIOIEH cpensl.
Reshin Eduard, Riga, Latvia

STRATEGY OF DEVELOPMENT AND ITS KEY
COMPONENTS

The comprehensive marketing research that has been made considering the positive
experience and results delivered in Eastern Europe markets, allowed concluded and suggested
the following core directions of strategic development for Procter & Gamble:
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1. Staying focused on strategic choices that are working.

Our strategic choices are working and remain the right «where to play» choices for at
least the next five years. The core categories - Laundry, Hair Care, Diapers and Feminine Care
- continue to offer substantial growth opportunities.

2. Building on core strengths in branding, innovation and scale.

These continue to be the strengths that create the greatest advantage for Procter & Gamble
and set us apart from competition. We continue to lead innovation and build more new brands
than any other consumer products company. In fact, we introduced a number of the top new
non-food brands and products in the most recent year reported. And our global scale is a
strength few competitors can match.

3. Making key systemic interventions to extract even greater value from our core strengths.

We will do this by creating greater customer value; broadening and leveraging Procter
& Gamble brands; developing flexible organization models; and focusing more explicitly on
value creation.

4. Strengthening financial discipline with sound cost and cash management.

The right cost structure is important to be able to offer the right products at the right
price and remain competitive. We must leverage the new organizational structure, spread fixed
cost over a wider volume base and shift into higher- margin, higher-growth businesses.
Heightened focus and priority on cash flow is helping drive breakthrough results, The company’s
latest forecasts indicate capital spending for "02-03 to be at or below 4.5% of sales for the
second year in a row. And, we will raise our long-term target for free cash flow generation as a
percentage of earnings.

Altogether, stability and further sustainable growth as explicitly proven by the through
analysis, might be assured being well supported and driven by the following sub-components:

1. Branding.

We’ve gone from 10 to 13 billion dollar brands in the past 3 years. How do we do this?
By staying close to consumers.

2. Innovation.

Procter & Gamble creates a lot of new brands and categories. We think broadly about
innovation - what it is, where it comes from. We’re surrounding consumers with innovation at
every touch-point.

3. Scale.

We’re the global leader in all four core businesses: Laundry, Baby Care, Hair Care and
Feminine Protection. We’re building even more scale advantage with Procter & Gamble’s
global organization design, and are now starting to see the full benefits of this unique structure.

Pewwuna I’y BPH (Puza)

MEHE/DJKMEHT B CACTEME 3/IPABOOXPAHEHMUSI
JIATBUUCKOU PECITYBJIMKHU

Ilo BeiBOsaM BeeMHpHON OpraHM3alMH 3APaBOOXPAHCHUS, MUHHMAJILHAA CyMMAa,
KOTOpas OHKHA BELICIATHCA HA 3/[PaBOOXPAHEHHE, JI0JDKHA COCTABNATH He MeHee 5% or BBIL
D10 MUHMMAaJlbHAS CyMMa, KOTOPYIO JONKHO BbIACHATH HA 3paBoOXpaHcHHE moboe
rocynapcrso. ITo cpaBHeHuio ¢ ApyruMu crpaHamu basram B JlarBuM BbifeS€TCS CPeaCTB
IHAYHTEIEHO MeHbie -3,3%; B JIutse -5,8%, a B Dcronunu -6%.

B nacrosmee spems puHancnposanue 3pasooxpasenus B JlarBuu ameer kak 6bl TpH
BETBH: IOCYAapCTBEHHAs nporpamma, 6azopas nmporpamMmMa  uiatHas meauuusa. lepsyro
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