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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NOJTHOCTBI0, CTOUPOLEHTHO, OTUIAYHBAET rOCYAapcTBO, HANPHMEDP, KapAMOXHPYPIHIO,
TNICHXHATPHIO, NieueHHe 6OTBHBIX TyOepKYIIe30M 1 pakoM. Mekiy TeM, HEAOCTATOMHOCTD CPEACTB
BBIHY/12€T 9KOHOMHTE Ha 3/10poBhe obmectsa. Tak, ecau B uenom B EBpone rocyaperso u
06s3aTeIbHAN rOCCTPAXOBKA KOMIEHCHPYIO nauueHTy 70-85% cTOMMOCTH JIeKapeTB, TO B
Jlarsum - Beero 36%. ITo atomy nokasareino JlaTBuiickoe 3ApaBOOXPAHEHHE YCTYNAET AaKe
Dcronun H JluTee, rae KOMNEHCAUMA COCTaBAET cooTBETCTBEHHO 48% 1 54%. Kpome Toro,
M3 CIIMCKA JIEKAPCTB HCKIOYAlOTCA aoporocrosuie. Cokpamaercs KOHTHHTEHT OOAbHbIX,
HMMEIOIIMX NPABO HA CKHKY H YMEHBIIEHHE CAMOMH CKHIKH. YBEINYMBAOTCSA TAKKE PACLIEHKH
MOCEINEHUSA NALMEHTAMH CNIENMAIMCTOB 110 HAITPABJIEHHIO CEMEHHOIO Bpaya.

bajoBas nporpamMma npeaycMaTpUBEET MpPEJOCTABICHHE MEIULMHCKUX YCNYT B
CTALMOHAPC ¥ TONHKIMHAKAX. MHHHMYM MEIMIMHCKHX YCIYr ONPEACNseTCA, HCXO/A H3
BBIICIEHHBIX CPE/CTB CIELHATLHOTO O10/KETa OXPaHBI 310POBbS, IPHXOAAIMNXCH HA KAXKI0TO
xuBymero B Jlarsuu. DTH cpelcTsa pacnpenensioTes B 3aBUCHMOCTH OT YWCHIA KHTEIeH,
3aperuCTPUPOBAHHBIX B GobHIUHBIX KaccaX. U3 cpeacts LocynaperseHHol 601bHHYHO#M KacChl
NpejlyCMaTpHBaeTCa (PHHAHCHPOBAHHE TAK HA3LIBAEMOID (IIEPBHYHOIO 3/PABOOXPAHEHHUN,
gepe3 BHIOOP CBOENO CeMeHOTo Bpaua.

Yepes GonbHUYHYIO Kaccy mokphiBaercs 80% 3arpar Ha npeaycMOTpeHHbie Ha3oBoH
NpOrpaMMoH MEJNIIHHCKHE YCITYTH H MEIHIMHCKYIO OMOILb.

OcTanpHas 4acTh PacxoJ0B CHCTEMBI TOCYAAPCTBEHHOIO 3/IPAaBOOXPAHEHHA JI0/DKHA
TIOKPBIBATHCA CAMHMH TAIHEHTAMH.

CTpaxoBaHHe 3/10pOBbA NPELYCMATPHBAET, 9TO HACEJIEHHE JIO/DKHO MOKPHIBATE PACXO/IB
B pamkax 6a30Bo# nporpaMmel (yriomsHyThie 20%) yepe3 npuoGpeTeHHE COOTBETCTBYIOIMErO
TOJIKCA CTPAXOBAHUSA 310POBBA.

910 onpesenseT 0cO6EHHOCTL OOBEKTOB CTPAXOBAHHS, B KAYECTBE KOTOPBIX BHICTYTIAIOT
PacXoipl 110 JICYEHHIO 3aCTPAXOBAHHOIO, CBA3AHHbIE:

- C IIOCEINEHHEM BPauEH-CICIHAIHCTOB H IIPUHATHEM HEOOX0ZHMBIX IIPOLIEYP H APYroro
nedenus B aMOynaTtopHeiX yCIOBHSX,

- mpHOOPETEHHEM MEIHKAMEHTOB;

- npeObIBAHHEM B CTALHOHAPHOM MEIHLUWHCKOM YUPeKICHHH;

- MPOBEJICHHEM NTPODHIAKTHYECKHX MEPOTPHATHH.

Ilpenaraerca HECKOIBKO BO3MOKHOCTEH cTpaxoBanus. Bo-nepBbiX, TaK Ha3BIBAEMBIH
KPACHBIH ITOJTHC, KOTOPRIH €10 06/1a1aTeINIo0 [O3BOMT CIKOHOMUTD HA ILIATE, T.€., AMES KPACHBIH
TIOJTHC B NIONTHKJIMHKKE MM 60NbHULE, IPUAETCS 3aIUIaTuTh TONIbKo cbop ¢ nanuenta (5%), a
15% nonnarut GonbHATHAA Kacca. Bo-BTOPBIX, MOXHO IPHOOPECTH TAK HA3bIBACMBIH 3C/ICHBIH
nonuc. Ero obnanarenio GonbHuuHan kacca oruiarut Bee pacxomst (5% + 15% = 20%). B-
TPETHHX, 110C/IE BCTYTUIEHNS B JCHCTBHE HOBOW CHCTEMBbI MEPBHYHOIO 3/IPABOOXPAHEHHA
npeanaracTcs KPacHbie M 3ejieHble NOJHChl JONOJHHTh BO3MOXKHOCTBIO noayyeHus 50-
NPOLIEHTHOH CKHKH Ha npHobpeTenHe MeaAHKaMeHToB. BriOpas cBOero Bpaga, 3aperucTpH-
POBABIITHCH Y HETO, NALUEHT CMOKET NPHOOPECTH JOMONHUTENBHBIN I0JHC, IPEACTABITIOMHI
NPaBO TIOKYIATH JIEKAPCTBA 3a MOJIOBHHY LIEHbI.

Poouu M. b., B3y (Munck)
MAPKETHHI'OBbI AHAJIN3 PAKTOPOB
MAKPOCPE/IbI IPEAIIPUATHS

Cpej1a 1pe/inpHATAS PACCMATPHBACTCA KAK COBOKYITHOCTh MaKPOCPE/Ibl 4 MHKPOCPE/BL.
Makpocpena cosziaer obime ycIoBus cpe/ibl HaXoxAeHUs npeanpuaTus. B Gonbumu-
CTBE C/Ty4acB MaKpOCPE/a HE HOCHT CIieHH(HIECKOro XapakTepa 1o OTHOIIEHHIO K OT/IEBHO
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