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JKoJiormsa - B Tone NnpmMopmtTeTOoB rocyapcTBa

dopmMrpoBaHMe dyHLAMEHTa AOTOCPOYHON roCylapCTBEHHOM
NOINTUKU B 061aCTN 3KOOTNYECKOM NOJINTUKMN:
SMART-cTpaTtervsa Ha 10 neT Bnepey,

«MycopHasi npobnema - Kak rnaBHbI MPUOPUTET 3KOJIOrMYECKOM
NONNTUKN

NHCTUTYLMOHaNnbHOe 0popMaeHne «MyCOPHON pedopMbl»:
«LOPOXHbIe KapTbl», 6I04XKeTbl, HOBble CTENKXO/Aepbl

YnakoBKa - OCHOBHOIN $OKYC «MyCOPHON pepopMbl»

HaynoHanbHasga uenb Ao 2030 r.:
50% yTnnusauumm TKO k 2030 r.

HaumoHanbHbIN NPOEKT KONOTUS

Ctpaterua C3 passuTtima go 2030r.

[NocnaHunsa MNpe3ngeHta ®C PO

FMCG-MHAYCTPUSA HA OCTPUE «YCTONYMBOI TPAHC®OPMALN» MUNPOBO33PEHNA TOCYAAPCTBA



PerynatopHblie puckn

noaxoAa rocyaArPCTBA: TPEBOBATb U 3AMPELLATbD

PerynatopHble nHnymatnebl gna FMCG-nHaycTpunm:

1. 3akoHonpoekT o PO 1 00%

- 3anperT peanunsauuy ToBapoBs, KOTOpbIX HeT B ETIC OUT HopmaTtnB yTunamsaymm
Ha ynakoBsky c 2022 .

3-5 pas

KoppekTrpoBKa MeToAMKM pacyeTa CTaBoK PocT cTaBok 3k0c6opa

- 100% HopMaTUB yTUAM3aLnmn

« KoadpdbuumeHT «x2» B clydae ynnatbl 3Kkocbopa

2. YBe/InyeHue CTaBOK 3KO/1I0rM4yeckoro c6opa

3. OrpaHUyYeHUa ANA «HEIKONOTUYHOMN» YNaKOBKU 28

- ®opMumpoBaHVe nepeyHsi He-nepepabaTbiBaeMo ynakoBKy
TVNOB yNakoBKWN 1 TOBapOB

} noslyyat AOMONHUTENbHbIE
- 3anpeT Ha psaj no3numii B ynakoBke orpaHvYeHus

- YBenn4yeHue CTaBok 3|<oc6opa

Y BUSHECA OTCYTCTBYET KOHTEHT A4 ANANTOIA CrocyaApCtBOM HA PABHbIX



CamoperynupoBaHme Kak Hen36e>XHOoCTb

I'Iapap,OKc: YaCTHble NHNLUWMATUBbI 6un3Heca He paBHbI MO3MUNK OTPAC/TIA
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HEOBXOAMMbI EAVHBIE MPABWUJIA UTPbl ANA NEPEXOAA K «9KOJIOTMYHOW YNAKOBKE»



