MARLBORO: PYKU MPO4Yb OT HALLUX AETEW

I'-ny Annpe KananTt3onynocy,
TeHEPaJIbHOMY JUPEKTOPY
xommnanuu Philip Morris International

Kommanus Philip Morris International B cBoem koeKkce KOPIIOpaTHBHON 3THKH 00CIIAET POIUTEISAM U
00OIIECTBEHHOCTH HE PEKJIAMHPOBATH CBOKO MPOIYKIHIO CPEIH HECOBEPIICHHOICTHHX.

Hecmotpst Ha 310, B 2011 roay Bamia KOMIaHUs 3aIlyCTHIIa HOBYIO TJI00AIBHYIO PEKIAMHYIO KAMITAHHIO 1O
npoBrkeHuto curapet Mapku Marlboro - «Be Marlboro» («byas Marlboro»). B kamnanuu ucrosns3yrorcst
peKIIaMHbIe 00pa3bl U CIOXKETHI, COOTBETCTBYIOLINE peKOMEHAalMsIM paHee npoBenerHoro Philip Morris
International BHyTpeHHETO HMCCIEIOBaHMs O MApKEeTHHTE cpean noapocTkoB. Kammnaunus «Be Marlboroy
acCOLMUPYET KyPEHHE C MPHUBJICKATEIBHBIM ISl IOAPOCTKOB CTHIIEM YKH3HHU — ITOJHBIM PHCKa, OTKPBITUI U
CBOOO/IBI — U TIPOXOIUT Mo JIo3yHroM «Don’t Be a Maybe. Be Marlboro» («He 6yap «MosxeT ObITh». By b
Marlboroy).

Baria kommnanus yrBepkaaet, uto «Be Marlboro» Harenena Toi1pK0 Ha B3pOCIBIX KYPHIIBIIMKOB. TeM He
MeHee, MapKEeTUHIOBbIE MaTepUallbl 3TOW KaMIIaHUH, UCII0JIb3YEMbIE B Pa3HBIX CTPAHAX MUPA, IBHO COJEPIKAT
06pa351 IMPUBJICKATCIIBHBIX MOJIOABIX JIIOI[GIZ — OpasaHyrronux, BJHO6JI$IIOHII/IXC$I, HUI'paroliux Ha MY3bIKaJIbHBIX
MHCTPYMEHTaX M 3aHUMAIOIINXCSI SKCTPEMAIbHBIMU BUJAMU CIIOPTA, TAKMMHU KaK CHOYOOPMHT U
CKEUTOOPAMHT.

B okts16pe 2013 rosa HEMEIKHIA Cy 1 3aPEeTHI MAPKETHHIOBbIE MAaTEPUAIbl KAMIIAHUH, TIOCTAHOBUB, YTO OHH
MOOMIPSIOT KYPEHHE CPEIN JIETEH B BO3pacTe OT 14 JIeT, M «CIenrualbHO OPUEHTHPOBAHBI HA MOJIOJBIX JIFOJIEH,
TOTOBBIX MTH Ha PUCK M OTIMYAIONIMXCSA OYHTOBCKAM Xapakrepom». HecMoTps Ha 3ampeT KaMIaHuu
HEMEIKUM CYJIOM M €€ HeCooTBeTCTBHE Hed(hekTrBHOMY KOekcy KOpIopaTHBHOM STHKH CaMOM KOMITAHHMH-
npousBoautess, Philip Morris International mpogomkaer arpecCHBHO MPOBOANUTH 3Ty KAMITAHHIO [0 BCEMY

MUpY.

VuurtsiBasi Bonuronuii xapakrep kamnanuu «Be Marlboro» u tor ¢akrt, uto oHa yrpoxaer 370pOBbIO
MUJUTMOHOB ITOAPOCTKOB 110 BCEMY MUPY, MBI IIPU3bIBAEM BAC HEMEIJIEHHO IPEKPATUTH BCE MAPKETUHIOBBIE
MEpONPHUATHS B paMKax 3TOM KaMIaHUH. Mbl Takke MpU3bIBaeM Bac OIyOJIMKOBATh MOJPOOHOE ONMCAHUE ITUX
MapKETUHTOBBIX MEPONPUITUN, YTOOBI IPABUTEILCTBA U 3/IPaBOOXPAHUTENBHbBIE OPTaHU3AllMA MOTJIN OLIEHUTh
ylep0, HaHECEHHBIN AeHCTBUAMM Balleld KOMITaHUH.

Drta 6e3oTBeTcTBeHHO MpoBoanMast Philip Morris International pexiamuast KamraHust HArJIsSITHO
WLTIOCTPUPYET, TIOYEMY MPABUTEIHCTBA JOJDKHBI IPUHUMATh MEPBI JUIS 3alIUThI IETeH OT MapKETUHTOBOM
JEeSITEeIBHOCTH Ta0aYHOMN MPOMBIIIUIEHHOCTH. [IpaBUTEIbCTBA CTPaH MUPA JOJDKHBI IPUHUMATD U
peaT30BbIBATh KOMIUIEKCHBIC 3aKOHBI O 3aIllPEeTe PEKJIaMbl U MTPOABIKEHHS TAOAYHBIX U3JICITUI U CIIOHCOPCKOM
JeATEIPHOCTH TaOAYHBIX KOMITAHUH, KaK TOTO TPeOYeT MEXTyHapOIHbIN JOroBOp — PaMoOUHas KOHBEHIIHS
BcemupHoii opranu3aiiuy 3ipaBooXpaHeHus o 0opr0e MpOoTHB Tabaka.

C yBaxxeHuem,

Nwms u pamunus (meyaTHbIMA OyKBaMu) [Tonamuck
JomxHOCTD
Opranuzanus
Tenedon Dn.mouta
HitH
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MARLBORO: DON’T TARGET OUR CHILDREN

Dear Mr. André Calantzopoulos
Chief Executive Officer
Philip Morris International

Philip Morris International’s Code of Conduct promises parents and the public that the company will not market its products to
minors.

But in 2011, your company launched the “Be Marlboro” campaign, a new global marketing campaign to promote Marlboro
cigarettes. Using images and themes consistent with recommendations from previous Philip Morris internal research on marketing
to teens, “Be Marlboro” associates smoking with a youth-friendly lifestyle of risk-taking, exploration and freedom and delivers the
message “Don’t Be a Maybe. Be Marlboro.”

Although your company claims that “Be Marlboro” only targets legal-age smokers, “Be Marlboro” marketing materials from around
the world clearly feature images of attractive young people partying, falling in love, playing music and engaging in adventure sports
such as snowboarding and skateboarding.

In fact, in October 2013, a German court banned the campaign’s advertisements, finding that they encourage children as young as
14 to smoke and “the advertising specifically targets risk-taking, rebellious youth.” Despite being banned by the German court and
in conflict with your company’s own ineffective code of conduct, Philip Morris International continues to aggressively roll out the
campaign internationally.

Considering the egregious nature of the “Be Marlboro” campaign and the fact that the campaign threatens the health of millions of
teenagers across the world, we call on you to immediately end all “Be Marlboro” marketing activities. We also call on you to publish
a detailed description of “Be Marlboro” marketing activities so that governments and public health organizations can make an
assessment of the damage caused by your company’s activities.

Your company’s irresponsible marketing campaign clearly illustrates why governments must take action to protect children from
tobacco industry marketing by passing and implementing comprehensive bans on tobacco advertising, promotions and sponsorships

in line with the international treaty, the World Health Organization Framework Convention on Tobacco Control
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