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B\ Dear partners,

The sixth local Sustainability Report of Coca-Cola HBC Serbiais in front of you.

In this year's report, we've covered a higher number of indicators thanin 2017, thus confirming our company's full
determination to share its business results with stakeholders and the general public. | am particularly glad that for the
first time we are presenting Coca-Cola HBC's new and ambitious sustainability goals in this document. Although,
sustainability was deeply inwrought into our company’s business targets, but we are now even more determine to set
standards. W e are on mission sustainability!

The year behind us was very important for our company as in 2018 we celebrated a half a century from the moment
when the first Coca-Cola bottle was produced in the plantin Zemun, where we've been operating until the present day.

Even then, the name of one of the most popular brand in the world on the label was written in Cyrillic. With that first
bottle, a close emotional bond between our company and consumers in Serbia was established.

Not only have we have grown from 30 to 1000 employees in a half a century, but we've also been an active and
important member of the economic and social community in this country throughout all these years. We are grateful to
all the company’s employees, as well as buyers, suppliers, customers and partners who have helped us become the
business leader in this local community.

When reading this Sustainability Report, which presents the results of our company in 2018 in a transparent manner,
you will certainly conclude that last year was both the peak of our operation so far and our point of entry to a new
business era of this company.

N So far we have invested in our infrastructure, local market and our people and their continuous development. We have
been bringing knowledge, best practices, international experience into Serbian community.

Best proof of our loyalty to this community is our recent action. As you know Coca-Cola HBC AG to announce the
acquisition of Bambi, Serbia’s leading confectionery business from funds advised by Mid Europa Partners. Completion of
the acquisition is expected soon and is subject to customary closing conditions and regulatory approvals.This acquisition
verifies that Serbia is an attractive destination for foreign investments and that our company is determined to remain an
integral part of the local community where we operate and to continue developing our business operation in this
country.lam certain that our global brands together with Bambi's flagship products will be a real winning combination.

Thank you for being animportant element of our successes so far and for being ready to create a better future with us.

Respectfully,
Svetoslav Atanasov
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OUR APPROACH
TO REPORTING

What you are reading now is the sixth local sustainability report of Coca-Cola HBC Serbia, published
with a view to providing a transparent insight into our strategic sustainability commitments and
progress made in 2018. We also report annually to the head office of Coca-Cola HBC Group, which
publishes an integrated report on the results achieved across all 28 countries in which it operates.

The local 2018 Sustainability Report, like the previous ones, is fully consistent with the requirements of
the world’'s most common methodology in this area— Global Reporting Initiative (GRI). This year's
report was prepared in accordance with GRI G4 reporting guidelines. Following the current revised
version of the guidelines, GRI standards, the company reports in accordance with the Core reporting
option. Pursuant to the strategic agreement between the Global Reporting Initiative and the Global
Compact of the United Nations, this report is also aligned with the UNGC requirements for
Communication on Progress.

Unless otherwise stated, the information in the Report refers to the operations of Coca-Cola HBC
Serbiain 2018 (up until December 31, 2018), including two bottling plants (Belgrade and Vlasinka) and
three distribution centres. When it comes to general information, it is emphasised whether statements
or quantifications are related to The Coca-Cola Company or the Cola-Cola System. Detailed financial
information is available in 2018 Financial Report.

Contact person for questions and suggestions about the Report:

‘ JovanaPaljié

‘ Corporate Social Responsibility Associate in Coca-Cola HBC Serbia
‘ jovana.paljic@cchellenic.com

‘ +381113073423
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COCA-COLA
HBC GROUP

Coca-Cola HBC Serbiais a member of the Coca-Cola HBC Group, one of the largest
bottlers of Coca-Cola products in the world. Coca-Cola HBC Group is headquartered in
Zug, Switzerland and has annual sales of more than 2 billion unit cases. Coca-Cola HBC
operatesin 28 countries, with 52 bottling plants, 148 warehouse and distribution centres,
and 257 filling lines. The Group directly employs 28,884 people, cooperates with 32,000
suppliers and its products reach 605 million people on three continents.

Coca-Cola HBC Group has beenlisted on the premium segment of the London Stock
Exchange, which testifies toits financial strength, the international character of business
and shareholder base, as well as transparent and advanced corporate governance

practices. In addition, the company is aleader in the field of sustainability — Coca-Cola HBC
Group has been recognised as one of three leading companies in the beverage industry
by the Dow Jones World and Europe Sustainability Indices not only in Europe but also on
the global level after it has been the industry leader for four consecutive years.

Coca-Cola HBC Group is committed to constant improvement, innovation and
optimisation of its operations, in order to make its business more efficient and
sustainable. The integrated 2018 Coca-Cola HBC report is available on:
https./coca-colahellenic.com/en/investors/2018-integrated-annual-report/




OURBEGINNINGS

In 1968, a bottling factory producing Coca-Cola started operations in Batajnicki drum

street, Zemun, the same location where Coca-Cola is produced today. It is one of the
first bottling companies in the former Yugoslavia, equipped with a production line for

OWNERSHIP STRUCTURE

Coca-Cola HBC Serbia d.o.o., Batajnicki drum 14-16, 11080 Belgrade, is wholly owned
by the company CC Beverages Holdings Il BV., which operates under the laws of the
Netherlands, with its registered seat at Naritaweg 165, 1043 BW Amsterdam,
Netherlands, registered in Amsterdam Chamber of Commerce, reg. no. 33298456
(hereinafter "CC Beverages Holdings I BV.").

bottling 0.25 | returnable glass bottles and with a capacity of 18.000 bottles per hour.
CC Beverages Holdings Il BV. is wholly owned by Coca-Cola HBC Holdings BV, which

operates under the laws of the Netherlands, with its registered seat at Naritaweg 165,
1043 BW, Amsterdam, Netherlands, registered in Amsterdam Chamber of Commerce, reg.
no. 27590427 (hereinafter "Coca-Cola HBC Holdings BV.").
The Coca-Cola Company owns the brand and manufactures and sells concentrates, bases and

Coca-Cola HBC Holdings B.V. is wholly owned by Coca-Cola HBC AG, which operates under
the laws of Switzerland, with its registered seat at Turmstrasse 30, 6300 Zug, Switzerland,
and corporate registration number 170.3.037.199-9 listed on Athens, London and New York
Stock Exchange (hereinafter "Coca-Cola HBC AG").

syrups toits bottling partners, such as Coca-Cola HBC, which manufacture, package, merchandise
and distribute the final products to customers. Through the partnership that has lasted for over 60
years, we have combined the insights, resources and experience of The Coca-Cola Company with
the expertise of Coca-Cola HBC in bottling, distribution and sales, thus achieving fantastic market
execution. In this way, we can contribute together to creating value for our customers, consumers and
the wider community.

RECOGNITION OF OUR SUCCESS

Inearly 2018, at the conference attended by representatives of all 28 countries operating
within the Coca-Cola HBC Group, Serbia won the Andrew David Cup prize for the third
consecutive year. Andrew David Cup is the most prestigious recognition of Coca-Cola
HBC Group, awarded by Coca-Cola Hellenic Group to one of its 28 countries for achieving
outstanding results in all areas of business.

As a bottling partner, we are responsible for meeting this demand through our basic operations:
manufacturing, packaging, distributing and merchandising the finished products — soft drinks to
customers, who then sell the products to consumers. Coca-Cola HBC is also responsible for
customer marketing.

Coca-Cola HBC Serbia consists of a bottling plant in Zemun, together with a regional Juice Excellence
Centre, and the Vlasinka plant. The company is headquarteredin Zemun, and after production lines

We also won the award Best All-Around Customer & Commercial Market and thus
were moved from Subotica to Belgrade in 2016, there are two bottling plants and three distribution confirmed that, as ateam, we achieve remarkable results and the best commercial

centres. successes and foster fantastic relationships with customers.

These recognitions came as a result of our work and collective efforts. They also show
that we have real, talented people in the right positions, who work with passion and
focus and prove we are on our way to becoming the 24/7 Total Beverage Company.

Coca-Cola HBC Serbia proudly produces, sells and distributes a broad range of non-alcoholic
drinks including the world's bestselling brands: Coca-Cola, Coca-Cola Zero, Fanta, Schweppes and

Sprite. In Serbia we also provide a broad variety of other sparkling and still drinks (e.g. neXt,

Fuzetea, AdeZ, Romerquelle, Monster) and unique natural spring water —Rosa.




GROWTH STORY 2025:
OURROAD TO SUCCESS

Growth Story 2025 —the new strategy of the Coca-Cola HBC Group was announcedin 2018, and rolled out in
January 2019. Itis guided by our vision to become the Leading 24/7 Beverage Partner.

Leading means that we tend to be number one in terms of the value of the share of commercial beverages in
each country in which we operate.

24/7 represents the revival of beverages through the production, distribution, sale, activation and innovation
of our unigue and diverse portfolio that recognises every occasion for consumption.

Beverage Partner represents a growth mindset for us and our customers, brand owners, communities and
shareholders.

We are committed to the development of every customer and meeting the needs of every consumer 24/7
through fostering engaged and empowered teams, while investing in our communities and taking care of the
environment.

The Growth Story strategic framework is driven by
five growth pillars:

® Wininthe market
@® Use the power of our unique 24/7 portfolio

® Fuel growth by driving competitiveness and investments G Ro I I I H

@ Fosterthe potential of our people

@® FEarnthe trust of the community in which we operate.

Toreinforce these pillars and fuel our growth, we need to live and foster our values that underpin this
growth and are embedded in our everyday business:

Winning with customers | Caring for our people | Excellence | Integrity| Continuous learning |
Performing as one.

STORY 20/
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GROWTH PILLARS:

Winin
the market

Use the power of our Fuel growth by driving
unique 24/7 portfolio competitiveness and investments
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Earnthe trust of the communlty
in which we operate

GROWTH MINDSET VALUES

We are the selling organisation

devoted to providing
innovative solutions
to create shared value

We always do what is right,

not just what is easy
and take accountability
for theresults

NURTURING
OUR PEOPLE

We listen,
have a natural curiosity
tolearnand are
empowered to take smart risks

EXCELLENCE

PERFORMING
AS ONE



INSPIRE
INNOVATE

ECONOMICINDICATORS

In the last year, we achieved progress in all aspects expanding our product range, im-
proving capacity and enhancing our team with talented people. In Serbia, we achieved
a record market share of as much as 30.6%.

Coca-Cola Hellenic Serbia 2018

1. Direct generated economic value

Revenues TOTAL

Sales revenues, revenues from activating A 6 , l 8 Yl : 5 3 7

performances with increased stock value, other business income

2. Distributed economic value

Operating expenses TOTAL: 4 O , 8 5 6 ’ 6 4 7
Employee-related costs TOTAL: 3 03 5 4 1 3

Costs related to securing capital TOTAL.: 1 9 5 , 1 2 9

Costsrelated to obligations towards the state TOTAL: 8 8 7 2 4 /]

Community related costs TOTAL: 1 8 3 4 6 4
3. Retained economic value 1 3 2 6 6 40

(investments, shares, etc. 1-2)

*These data are givenin '000 RSD and refer to 2018.



SOCIO-ECONOMIC IMPACT STUDY OF
THE COCA-COLASYSTEMIN SERBIA

Since 2011, the Coca-Cola system has reported onits impact on the local community in a study thatin an
accurately and scientifically recognised way shows the direct and indirect impact of the company on the
domestic economy and community. The aim of the study is to assess the contribution of the Coca-Cola
System to the domestic economy through employment, income and taxes. The study, authored by Professor

Ethan Kapstein and Steward Redqueen (a strategic consulting firm specializing in conducting socio-economic
impact assessments), reflects the overall economic impact of the System.

Inearly 2017, Coca Cola System announced the third study.

The starting point for the analysis is the final Coca-Cola consumption that can be traced in monetary terms
throughout the economy. When a consumer buys a bottle of Coca-Colain the supermarket, a part of what he
spends is revenue margin for the selling outlet, another part goes to the distributor that transported this
product from the production plant to the selling point, and a part of it goes to the Coca-Cola bottler. All of
these parties procure goods and services from suppliers, pay salaries and taxes, invest and make a profit.

The main conclusions of the study show that the Coca-Cola System is a significant contributor
to the Serbian economy:

D) 29 miillion Euros in direct value added
D) 225 million Euros economy-wide value equivalent 0.7% of total GDP

D) Every Euro of value added in the Coca-Cola System supports additional €7 of value added in the
broader economy

D The System directly employs 1,000 people and supports another 10,700 jobs throughout its
value chain for a total of 11,700 jobs, which is a little over a half the percent (0.6%) of the Serbian

labour force

D) The sale of Coca-Cola beverages supports 5,300 jobs at the System’s direct trade partners,
and a further 2,500 jobs at the traders’ suppliers

‘ Every job in the Coca-Cola system supports 11 indirect jobs in the broader economy



STRATEGIC APPROACH Srbijai Crna Gora
TO SUSTAINABILITY

Social responsibility and sustainability are an indispensable part of Coca-Cola HBC's culture, which
guides our decisions and long-term investments to ensure we deliver lasting value. We have worked
consistently to integrate social responsibility and sustainability across every aspect of our business.

NEDELJA .

I]HZ

Our business strategy is built on the fundamental principles of creating and sharing value with all of
our stakeholders: consumers, customers, communities, employees and shareholders. This defines
how we run our business, carry out our activities and develop our relationships.

l\mﬁ

The three strategic objectives at the core of Coca-Cola HBC's sustainability approach are:

I Promoting an active lifestyle
) Minimising our environmental impact

I Enhancing the life of our communities

The integration of sustainability principles into the operations of Coca-Cola HBC is confirmed
by our internal strategic documents for the relevant areas, which are presented in the following
sections.

Responsibilities related to sustainable business practices and social responsibility are divided
between the Sustainable Development Department —part of the supply chainresponsible to
the Supply Chain Director, who is a member of Top Management, and the CSR associate —

responsible to the Communications and Public Relations Director, who is also a member of the
company's Top Management.

SUSTAINABILITY WEEK

In September 2018, we held the fourth Sustainability Week, which we dedicated to

the issues relevant for our company: environment, occupational safety, product

quality and community. We carried out various activities during the Sustainability Week
and learned what we as individuals can do to improve the quality of the community in
which we live and work. At the celebration of Sustainability Week, held on Thursday, 27
September, the employees had the opportunity to put up their sustainability goal on the
promise tree. The Week also saw the launch of Coca-Cola HBC Serbia's local 2017
Sustainability Report.



2025 SUSTAINABILITY MISSION.

Since the year 2020 is approaching, we are shifting our focus on 2025 and the new sustainability

commitments, which map our sustainability activities.

Our 2025 sustainability commmitments are based on a set of goals for 2020, and are also aligned to the
global 2030 agenda of The Coca-Cola Company —A World Without Waste, creating a shared, systemic
vision. The 2025 commitments are challenging, but feasible, designed to ensure that we retain aleading
position in sustainability.

DUCTION

1. LESS EMISSIONS IN 2. LESS EMISSIONS IN 3. MORE 4.100% RENEWABLE
OUR OPERATIONS CUSTOMER OUTLETS RENEWABLES AND CLEAN ELECTRICITY
Reduce direct /" 50% of our refrigerators 50% oftotal energy

100% of the total electricity

carbon emissions in customer outlets will be used in our plants willbe
ratio by 30% N energy efficient

used in our plants in EU and
Switzerland will be from
renewable and clean sources

from renewable and
clean sources

v . R ¥

DUCTION & STEWARDSHIP

5.LESS WATER CONSUMPTION m 6.100% WATER SECURITY
IN WATER-RISK AREAS IN WATER-RISK AREAS

Reduce water use in plants located \ - Help secure water availability
in water risk areas by 20% . for all our communities
in water risk areas

1

WORLD WITHOUT WASTE 'SOURCING |

)

7.100% RECYCLABLE 8. MORE RECYCLED PET 9. MORE WASTE 10. SOURCING
PACKAGING \ Source 35% of the total PET @& COLLECTION Source 100% ofkey
100% of our consumer we use from recycled PET - Help collect the agricultural ingredients in line
packaging will be and/or PET from renewable equivalent of with sustainable agricultural
recyclable material I 75% of our principles
primary
packaging

- R,

OUR PEOPLE & COMMU

— 11 I
s oo WHY WE SET SIX"KEY" COMMITMENTS
FOR OUR WORKFORCE 50% of manager positions

NUTRITION

11.LESS CALORIES
ACROSS SSD PORTFOLIO

Reduce by 25% the calories Target zero fatalities will be held by women
per 100ml of sparkling and reduce (lost time)
soft drinks accident rate by 50% Uﬂ

y - -

s o The six "key" commitments address six most important sustainability areas for our business and our
Trmnni stakeholders' business: reducing emissions, water use and stewardship, our vision World Without Waste,

14. SUPPORTING 15. SCALE UP #YE 16. ZERO WASTE 17. VOLUNTEERING® S and our people — especially yOUth and women.
OUR COMMUNITIES TO LEARN FLAGSHIP PROGRAMME COOPERATION 10% of employees
10% community participants #Youth Empowered - train Engage in 20 Zero Waste will take part in
MR e s i B W _ . .
programmes AL e Our commitments are embedded in the areas of greatest relevance both to us and the society, and they

Y ’1 S = E " contain what we are and what we want to be. The remaining 11 commitments complement the six key ones
%T“ and address the problems faced by more specific audiences.



Potrosaci

STAKEHOLDER ENGAGEMENT —
WE CREATE AND SHARE VALUE o

Stvaranje
Nagradivanje obucenihi

OUR STRATEGY INVOLVES CREATING SHARED VALUE FOR ALL OUR STAKEHOLDERS - ORI Saposeni \ A \
EMPLOYEES, CUSTOMERS, CONSUMERS, SUPPLIERS, AND THE COMMUNITY. WITH WHICH WE et \ e
MAINTAIN AN ONGOING DIALOGUE IN ORDER TO UNDERSTAND THEIR NEEDS AND eSEORIEnES
EXPECTATIONS, AS WELL AS PROVIDE RELEVANT ANSWERS.

Sirok
asortiman
proizvodai

visok kvalitet

:

/ Osnazivanje | Doprinos
lokalne | opstem
zajednice | dobru

Generisanje
prihoda

A

Coca-cola Kupci Deonicari

We create value for our stakeholders, who —in turn—gradually build value for our company: /\

-

Investiranje | besprekorna Podréka
unasbiznis | egzekucija

kupcimau | Segmentacija
ostvarivanju | prodajnih
vecih prihoda | kanala
od prodaje

Uspostavljanje
baze deonicara
REWARDING OUR PEOPLE WE HELP OUR CUSTOMERS TO

Employees FOSTERS A SKILLED AND INCREASE THEIR SALES, WHICH
MOTIVATED WORKFORCE PROVIDES US WITHA VARIETY OF

SALES CHANNELS

WE MEET THE NEEDS OF OUR CONSUMERS BY
INVESTING IN OUR BUSINESS COMBINED WITH
Coca-Cola OFFERING CHOICE AND QUALITY, THEREBY

FLAWLESS EXECUTION ENSURES A PROLIFIC

company GENERATING INCOME AND CONTRIBUTING
PARTNERSHIP THAT GOES ONINTO THE
FUTURE TO THE SUSTAINABILITY OF OUR BUSINESS

W EMPOWER COMMUNITIES AN The ongoing dialogue with our internal and external stakeholders is necessary in order to adeptly identify

Communities CONTRIBUTE TO THE PUBLIC cooD il WE SECURE ROBUST AND SUSTAINABLE relevant economic, social, and environmental issues that we must focus our attention on. In addition, consulting
and the PRESERVATION OF THE ENVIRONMENT, WHICH "IRSUEICILEES)  INCOME AND DIVIDENDS, ESTABLISHING our stakeholders is also key to developing the most effective ways to approach these issues.

environment MAKES US ALOCAL COMPANY AND SECURES OUR SHAREHOLDER BASE

OUR COMMUNITIESTTRUST With a view to identifying and prioritising material issues, in 2018 we conducted a survey for Coca-Cola HBC
Serbia’s internal and external stakeholders. The survey included ranking Coca-Cola HBC Group's 12 material issues
by theirimportance in the local context, as well as the option for our stakeholders to add distinct local material
issues. These five issues were given the highest priority: Community Investment, Water Stewardship, Human
Rights and Diversity, Product Quality and Integrity, and Responsible Marketing.

Our approach to stakeholder engagement includes myriad mechanisms —from daily

communication on currentissues to long-term initiatives such as supplier development or creating
shared value for customers.



Along with the ongoing dialogue with our stakeholders, when we identify material issues, we rely
also on our business model, using these two frameworks to define the outputs and outcomes we
aim to achieve in order to create value for all of our stakeholders —in the short, medium, and long
term. We also strive to manage our material issues within the framework of the new UN sustainable
development goals, which serve as a wider framework and give a wider context to our activities. Our
contribution to specific goals, to those we believe we can make a relevant contribution, is also
indicated in the separate chapters of this report.

New UN sustainable development goals and Coca-Cola HBC Serbia 2025 commitments
Negative emissions reduction—goals 7,13, 12

Water stewardship and reduction—goals 6, 15, 14

Waste—qgoals 11,12, 17

Sourcing—goal 12

Nutrition—goal 3

People and coommmunities—goals 3,4,5,8,11,12,17.

DIRECT AND INDIRECT ECONOMIC IMPACTS | —
HEALTH & NUTRITION | ——
PRODUCT QUALITY & INTEGRITY | ——
EMPLOYEE WELLBEING & ENGAGEMEN T | —
HUMAN RIGHTS & DIVERS | T'Y | ——
COMMUNITY INVESTMEN T |/ ——
RESPONSIBLE MARKE TN G | ——
CORPORATE GIVERNANCE, BUSINESS ETHICS & ANTI-CORRUPTION /i —
SUSTAINABLE SOURCING I —
WATER STEWARDSHIP | —————
SUSTAINABLE PACKAGING, RECYCLING & WASTE MANAGEMEN T | ——
CARBON AND ENERGY I ——

7.8 8 8.2 8.4 8.6 8.8 9 9.2 9.4

GOVERNANCE

Coca-ColaHBC Serbia's corporate governance practices are grounded in the
experiences Coca-Cola HBC Grupe, which monitors performance and
improves governance models based on business experiences in different
economic and regulatory environments, on three continents.

RISKMANAGEMENT

Animportant part of our strategy is to achieve resilience of our business, by combining proactive and
reactive measures that allow us to always stay one step ahead prospective geopoalitical, ecological,
social, technological and economic risks. The finance division within our local operationis in charge of
risk management and business resilience, as well as the implementation of these measures. In addition,
all of our employees in every country and in every position have a duty to proactively participate in
finding and identifying risks and propose relevant plans for their control and mitigation.

ETHICS AND COMPLIANCE WEEK

The EU General Data Protection Regulation (GDPR) which became effective in May 2018 changed the
way we manage and protect personality data. In this context, our company in Serbia formed the GDPR
tearm and organised a training for its employees to introduce them to basic provisions of the regulation,

as well as the key duties of the company and its employees who handle personal data in their everyday
work.

As the most important change in the regulation of data protection in the last 20 years, GDPR sets out new
challenges as well as stricter requirements for data protection. The non-compliance results in fines and
also reputational damage.

This EU Regulation has an extraterritorial effect: it is applicable not only to EU countries, but to all entities
based in non-European countries that process data of individuals located in the European Union. Coca-Cola
HBC adheres to the requirements of the GDPR, as a standard that will be applied in all the countries in which
the Group has its presence and where it operates.



CYBERRISKMITIGATION
AND COMPLIANCE

Since our work is becoming increasingly digital, the security of data has become a top priority.

For this reason we introduced OneDrive —a new platform for exchanging information. Through

this Cloud-based system we can access our files in Office365 anywhere. It also allows us,

within a secure Cloud-based environment, to share files and collaborate on documents inside

or outside the company. OneDrive for business delivers a seamless user experience and

meets our requirements for data security needs enabling mobility, collaboration and productiv-

ity.

The company's new policy will mitigate the security risks associated with data theft, the effects
of Internet viruses, and the compliance risks arising from the General Data Protection Regula-

tion. The use of unauthorised public Cloud storage services such as Google Drive, Dropbox,
Box, We Transfer and iCloud, and the transfer of company data will also be strictly prohibited
due to potential security risks. The use of Cloud Data Storage Services, which has been ap-
proved by verified partners, such as the TCCC Box, will stillbe permitted, but for sending files
outside the CCHBC, OneDrive must be used for work.

Our security policy also prohibits the access to and processing of corporate data from unau-
thorised devices, such as personal computers and phones not owned by the company, since
the security of these devices cannot be assured.

Coca-Cola HBC Serbia's governance structure is made up of General Meeting, Board of
Supervisors, and General Manager. The General Meeting appoints the Board of Supervisors,
while the Board of Supervisors appoints the General Manager. The General Meeting has one
member —CC Beverages Holding Il B.U., while the Board of Supervisors consists of three
members, whose terms last four years each. According to the Articles of Association, the
General Manager's termis not time-limited. The highest governing body's chairman function
and the executive function at the company are separate. In the company's top management
two of nine positions are held by women.

Pravni sektor

=)

The management's performance is evaluated through the assessment of individual
performance against set annual goals. These goals are divided into the following key areas:
business and finance, management, people development, growth and innovation, leadership,
interpersonal relations, and corporate social responsibility. Annual bonuses are linked to the
achievement of goals in these key areas.
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Sektor sistema
snabdevanja

2.1. Podsektor odrzivog razvoja
operacija

« Sluzba za obezbedenje kvaliteta
« Sluzba sistema upravljanja
kvalitetom

2.2.Podsektor proizvodnjei
odrzavanja

* Sluzba:

proizvodna jedinica 1

« Sluzba:

proizvodna jedinica 2

« Sluzba primarne
proizvodnje i pomocnih
postrojenja

« Sluzba odrzavanja
proizvodnje

« Odeljenje za proizvodnju
PET pretformi

2.3. Sluzba planiranja
snabdevanja

2.4. Sluzba novih projekata

2.5. Podsektor logistike

* Sluzba magacina
distributivnih centara

* Sluzba centralnog

magacina

« Sluzba distribucije

» Odeljenje upravljanja voznim
Parkom

2.6. Sluzba nabavke

NADZORNI ODBOR

Sektor
prodaje

3.1. Sluzba prodaje premijum
alkoholnih pi¢ai piva

3.2. Sluzba prodaje za HORECA

kanal

3.3.Sluzba zarazvoji servis

kupaca

3.4. Sluzba za klju¢ne kupce
* Region Beograd —kljucni kupci

3.5. Sluzba za razvoj sposobnosti

u prodaji

3.6. Podsektor prodaje na terenu
* Region Beograd—FCilC

* Region Central
* Region Sever

3.7.Podsektor prodaje na terenu

Il

* Region Dunav
* Region Zapad
* Region Istok

* Region Jug

marketinga

4.1. Sluzba za gazirana pi¢a
4.2. Sluzba za razvoj kanala
prodaje i kontrolu opreme

« Odeljenje za kontrolu opreme
« Odeljenje za razvoj kanala

4.3. Sluzba za negazirana pic¢a

4.4. Sluzba za istrazivanje
trzistaianalizu prodaje

Sektor
finansija

5.1. Sluzba za maticne
Podatke

5.2. Podsektor finansijske
kontrole

« Sluzba racunovodstva
« Sluzba za finansijsko
izvestavanjeiosnovna
sredstva

« Sluzba poslovnog
planiranjai finansijske
analize

* Sluzba za porezei
Blagajnu

5.3. Sluzba interne revizije

5.4. Podsektor finansijske
kontrole za sistem
Snabdevanja

5.5. Podsektor finansijske
kontrole za komercijalu
* Sluzba kredit kontrole

GENERALNI DIREKTOR

6

Sektor
informacionih
sistema

Sektor za
odnose sa
javnoscu

Sektor za

7.1. Sluzba za obuku i razvoj 8.1. Supervizor korporativne

drustvene odgovornosti

7.2. Podsektor za HR
procese i organizacionu
kulturu - Sluzba za obracun
zarada i beneficije

7.3. Sluzba za zaposljavanje i
personalnu administraciju

o

Sektor
prodaje
premijum

11

prodaje piva

alkoholnih
picalrazvoj
novih kanala

sektor
komercijalne
izvrsnosti



CODE OF BUSINESS CONDUCT

The Code of Business Conduct explains the
commitment of our company to operating in line with
our values, as well as all applicable laws and regulations
and standards that apply in our industry. It also provides
guidelines concerning what the company expects of all
its employees, referring also to other company policies
and guidelines.

The Code applies to everyone working for Coca-Cola HBC Group worldwide, regardless of their
location, role, or years of service. That includes all employees, managers, Operating Committee
members, and company directors. We also expect temporary and contract employees,
consultants, agents, as well as any third party acting on behalf of the company to follow the
principles of the Code. Failure to comply with the Code is treated in a serious manner, and it can
lead to disciplinary action, and even termination.

The Code of Business Conduct covers the integrity in the Company (collaboration, product
quality, occupational health and safety, business and financial records, company assets, use of
information, conflict of interest), as well as the integrity in the community (cooperation with civil
servants, working with customers, suppliers, and consumers, cooperation with the competition,
environmental protection).

Allemployees are required to read the Code and sign that they are familiar with its provisions. Any
suspicions regarding Code violations can be reported by employees via the whistle-blower
hotline Speak up!, which is run by an independent agency, allowing employees to express their
suspicions in a confidential manner. Likewise, suspicions can be communicated also to
supervisors or the Code Compliance Officer. Allemployees receive information about the code
compliance officers through the Code, as well as internal communication channels.

With the help of the Human Resources department and in cooperation with the Group's Internal
Audit Department and Legal Department, the relevant officers in charge of compliance with the
Code provide trainings for employees, partners, and associates to inform them about the Code,
help them understand it so that they can apply the Code in situations and circumstances that
are important to them, and help them cope with the situations they are faced with and in which
certain behaviour is prohibited by the Code. In 2018, as in previous years, all new employees
completed the training, while the remaining employees took online training to brush up their
knowledge about the issue.

The Internal Audit Department submits periodic reports to the Company's senior manage-
ment on its ongoing investigations, planned investigations, and the final decisions in line with
the Code, including any disciplinary measures that have been taken.

Alongside employees, the Code of Business Conduct is also provided to all business partners, and
it is available to the public on our website:

ANTI-CORRUPTION AND CONFLICT OF INTEREST

In addition to the Code of Business Conduct, which provides basic guidelines in all major aspects of
day-to-day business, our anti-corruption procedures are specially set out by the Anti-Bribery Policy
and Compliance Handbook. The Handbook also prescribes the requirements of the company policy
and procedures aimed at securing compliance with the applicable legislation on the prevention of

corruption.

This handbook defines our approach to preventing bribery and collaboration with government officials, as well
as with other parties — customers, buyers, hired third parties, and business partners. The Handbook also provides
guidelines on conflict of interest and giving or receiving gifts or services from associates.

The Handbook places special focus on cooperating with government officials, explaining who government officials
are, what situations canlead to corruption, and what should be done in order to prevent it. The Handbook instructs
employees to pay special attention to the policy of zero tolerance towards giving money to public servants for the
purpose of speeding up the work process.

As with the Code of Business Conduct, allemployees are required to read the Handbook and sign that they are familiar
with its provisions. Violation of the anti-corruption rules by employees is defined by the Collective Agreement as a reason
for which an employee may be subjected to disciplinary measures provided by the law, including termination of
employment.

As of 2017, allemployees, as well as allmembers of the highest governing body, receive e-training on the company'’s
anti-corruption policies. These trainings took on two forms: conventional trainings and e-courses. The objective of the
training was to familiarise employees with the company's anti-corruption policy rules. The training featured a presentation of
the rules and real-life examples of their application. Moreover, the general onboarding programme, which all new employees
are reqguired to complete, includes also training on anti-corruption policies and procedures. In the course of 2018, a total of 109
employees, i.e. all newly employed, went through the programme and completed this training.




As particularly high-risk areas, the Handbook identifies finance and procurement, which is why the basic
principles of the anti-corruption policy are contained in the Supplier Guiding Principles, which is
distributed to all suppliers. The Handbook is also provided to all business partners, and it is available to
the public on our website: http://rs.coca-colahellenic.com/rs/o-nama/politike/.

During 2018, as well as in previous years, there were no confirmed cases of corruption, nor any public
proceedings initiated against the company or its employees.

COMPETITIONPROTECTION

Considering the market power of our Company, as well as the power of our brands,
Coca-Cola HBC Serbia pays great attention to the protection of competition and
implements an advanced programme aimed at the production and implementation
of the strategy for market approach and employee education. Finally, itis very
important to understand that the rules on competition protection also protect our
company against the illegal actions of other market participants.

Every single one of our employees gets a copy of the Competition Protection
Handbook, and allemployees are expected to read it and act accordingly.

After the decisionissued on 4 December, 2014, established the fact that Coca-Cola HBC Serbia
had a dominant market position (under the Law on Protection of Competition, this applies to any
participant whose market share reaches 40%), but that there was no evidence of the company
misusing such position in any way, the proceedings before the Commission for Protection of
Competition were dismissed. In 2018, there were no ongoing or completed proceedingsin
connection with behaviour contrary to free market competition.

UPDATED POLICIESIN 2018

Quality and Food Safety Policy
Environmental policy
Occupational Health and Safety Policy
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MARKETPLACE

As a company that prioritises the satisfaction of its customers and consumers, Coca-Cola HBC
Serbia continually works to optimise distribution of products and performs demanding
procedures to maintain the highest quality and safety of products. The creation of added value is
also reflected in our commitment to activities aimed at expanding product portfolio in line with
consumer preferences and lifestyles along with a responsible approach to marketing and
providing information about products.

WE STRIVE TO:

e Offer awide range of high-quality drinks that meet the needs of our customers

e Takeintoaccount not only legal, but also other internal and external standards when it
comes to food safety

e Provide clear and useful information about the contents and nutritional value of a product
including a label with calories on the front of the packaging (front-of-pack labelling)

Y® Create shared value by working in partnership with our customers and suppliers
e Supportinitiatives that reach out to more stakeholder groups and that deal with the

subject of a healthy diet, in order to promote physical activity and educate the wider
community about balanced nutrition.

WE ARE FOCUSED ON THE FOUR MAJOR AREAS:

PRODUCT QUALITY
MANAGEMENT

ADDED VALUE
FOR CUSTOMERS

CONSUMER
HEALTH

SUSTAINABLE
SUPPLY CHAIN

Besides customers and consumers, our SUPPLIERS
are also extremely important for our company,
whose dedication and reliability create the
necessary prerequisites for the success of our
production and distribution. We are therefore
dedicated to fostering quality business
relationships of mutual trust and appreciation, but
also encouraging our suppliers in their efforts to
make their businesses more sustainable.



Our internal standards related to our responsibility for products include:

‘ Quality and food safety policy

‘ The Coca-Cola Company'’s system of quality management
@ Globallabelling policy - front-of-the-product labelling and guideline daily amounts

‘ Genetically modified organism (GMO) position statement

@ Health & wellness policy

International standards for food safety management, FSSC 22000 and ISO 22000 and PAS
220/223

‘ Suppliers Guiding Principles —SGP

PRODUCT QUALITY
MANAGEMENT

In order tojustify the high expectations of our custormers and consumers we are committed to the continuous
improvement of our own production processes. Thatis why, the key segments of all our activities in this context
are product safety and quality, which are subject to extensive internal and external controls, as well as preventive
action.

Besides complying with the Serbian legislation in the field of beverage production, Coca-Cola HBC Serbia
adheres to numerous global quality standards: guality management system SO 9001 and systems of food
safety management SO 22000, PAS 220, PAS 223, FSSC 22000. As a part of The Coca-Cola Company, we
follow ourinternal specialised TCCC KORE global requirements set for product quality and safety,
environmental protection and safety at work.

Health and safety impacts of our products are assessed forimproverments in alllife cycle stages, which
includes product concept development, R&D, certification, manufacturing and production,

marketing and promaotion, warehousing, distribution, supply, use, maintenance and disposal, reuse,
recycling.

The above mentioned phases are applied for all products, except for the Soft Sparkling programme that is
developed at the head office of The Coca-Cola Company, while the remaining procedures are the same as for
other products. Thanks to the consistent compliance with stringent standards and continuous monitoring of the
key points in sourcing raw materials, production and distribution of products to the end-user, in 2018 there were
no cases of non-compliance with regulations and voluntary codes of conducts concerning the impact of our
products and services on health and safety.

Aiming to provide our customers and consumers with the freshest products and the best standard
and quality we apply the system called Total Age Management— TAM, set by Coca-Cola HBC
Group. The freshness of products is very important to both our consumers and us. The
regular monitoring helps us achieve our ultimate goali.e. ensure that the age of

products onthe marketis always below the defined specifications of primary age.

As our products are delivered through our customers (distributors,
wholesale andlarge customers), itis necessary that they are involvedin
TAM. Our team educates customers about TAM and good storage
practices. Results are reported every month to the

highest-ranking executives at alocallevel as wellas to the
Coca-Cola HBC Group.

IN 2018, the recorded result was "0% expiry
date”, and the primary age of products was
above our company standard.

’I



CONSUMERHEALTH

Coca-Colarecognises the lack of physical activity and unbalanced diet as
global health challenges, andin 2013, it announced a series of commitments
that our global business system will strive to achieve by 2020

Offer low or no-calorie drink options in every market
Provide transparent nutritional information
Help get people moving by supporting physical activity programmes

Market responsibly, including no advertising to children under 12

STRIVE FOR BALANCE

In 2018, the campaign Strive for Balance (Tezi RavnoteZi) was presented as part of the
National Programme for Obesity Prevention —one of the major health challenges of the
modern age. The programme was initiated by the Ministry of Health and members of the
Food Industry Association of the Serbian Chamber of Commerce, among whichis the
Coca-Cola systemin Serbia.

A balanced diet and moderate physical activity are prerequisites for the prevention of this
modern-day iliness, as well as numerous other diseases that can be triggered by obesity
and sedentary lifestyle. The campaign supports the National Programme for the
Prevention of Obesity in Children and Adults, adopted by the Government of the
Republic of Serbia last year. The programme envisages reducing the incidence of obesity
among children, young people, adults and the elderly. Some of the measures for
achieving this goal are the development of national nutritional recommendations for
childrenaged 7 to 19, the improvement of child nutrition in schools. The programme

also stipulates that by 2025 the number of physically active children, youth and adults
should be increased.

N\

CONSUMER SATISFACTION

Afree phone line and e-mail address for consumers are clearly stated on the product label and on
the company's website. In addition to the response to every request of the consumer, we also
record satisfaction with the received answers. The deadline for the answer to
requests/complaints is communicated to each caller individually and depends on the
nature of the request. All calls are monitored through a program which the operator
uses to record all calls, complaints and requests and prepares areport on a monthﬁ)
guarterly and annual basis. The same procedure applies to customer inquiries.

\ Freeinfoline for consumers: 080011 22 33 ﬁ:-)f'
=1 pr.rs@cchellenic.com {f

@ www.coca-colahellenic.rs

A BROAD CHOICE OF BEVERAGES

In line with the expectations of an increasing number of consumers, we are actively working to enhance our range of
low-calorie and no-calorie beverages, which can be part of the active lifestyle.

Thanks to the broad range of packaging in our portfolio, consumers who want to reduce their calory intake can choose
smaller portions of our regular beverages, opt for low-sugar products, or choose a sugar-free drink.

In this way, all of our products support a healthy lifestyle that implies balanced nutrition and regular physical activity, as well
as modern trends of beverage consumption, since they are made to satisfy every need, occasion and taste. The
beverages we produce do not contain artificial flavours, dyes or preservatives, nor genetically modified ingredients in

accordance with the adopted policy on the use of genetically modified organisms and we strive to increase the percentage
of ingredients sourced locally.

In search of natural ingredients that will not alter the signature taste of our products, we are constantly exploring new
possibilities, such as Stevia extract, which does not contain any calories and is a natural alternative to artificial sweeteners.
Over the past decade, the company has made large global investments in the research of aseptic technologies, which enable
the production of fruit juice and still water without preservatives. Before they reach our consumers, fruitjuices, isotonic
beverages, and teas are packed while cold, with the use of aseptic technologies, or hot, using hot fill technologies. Aseptic,
ultra-clean and hot fill (HF) processes eliminate the microorganisms that threaten both product quality and consumer safety.



PRODUCT INFORMATION

Clear, accurate, easy-to-access and easy-to-understand information
on the composition and nutritional value of our products are the main
principles we apply when providing information about products, allin
line with the expectations of our consumers and other stakeholders.

Inline with principles prescribed by our Quality and Food Safety
Policy, we provide specifications about the composition of products
and origin of the ingredients used in the production of juices,
including (substances) raw materials that may have animpact on
the environment or communities, as well as information on the

safe use and safe disposal of products, as well as the impact of the
disposal of packaging on the environment or people.

Providing adequate information on products is highly relevant for
maintaining consumer trust. Besides complying with all local legal
obligations related to labelling, we also give guidelines for daily
calorie intake or GDA (Guideline Daily Amounts) on our products,
which contain the approximate amount of calories, fat, saturated
fat, total sugar, salt or sodium required for a balanced diet of
healthy adults and children. In 2018, Coca-Cola HBC Serbia did not
record any complaint by consumers on the grounds of
non-compliance with regulations and internal codes when it comes
to adequate information about products.

In order to provide more detailed information on the proper use of
products to our customers (distributors, wholesalers and large

customers), we organised special training sessions, and produced
brochures.

RESPONSIBLE SALES AND MARKE TING

We show our responsibility towards consumers by upholding strict ethical standards in advertising products
and direct sales. Our company's advanced global practices in the field of marketing are implemented in Serbia
within the responsibility of The Coca-Cola Company and Coca-Cola HBC Serbia, while we are constantly
investing in the development and promotion of codes of conduct related to responsible marketing to children
and the sale of drinks in schools (UNESDA support to EU Platform on Diet, Physical Activity and Health, EU
Pledge on Advertising to Children, Global Guidelines on Marketing to Children —International Council of
Beverages Associations).

In line with the EU Pledge on Advertising to Children, we have committed to respect the authority of

parents and teachers and will not advertise in media in which 30% or more of the audience is composed
of children under 12. Anindependent audit periodically checks the compliance of our business with this
commitment.

Our global Policy for Responsible Marketing also includes an even distribution of mineral water and
natural juices in advertising, as well as products in small packaging, and promoting sport and
physical activity.

In accordance with The Coca-Cola Company's global marketing commitment and global
policy for front-of-pack labelling, we also adhere to the principle that the label with product
information is positioned on the front of the product to make it more visible.

The activities that we conduct towards our consumers contribute to the
achievement of the following UN sustainable development goals:

3 9 12 17
Good health Industry, innovation Responsible consumption Partnerships
and well-being and infrastructure and production for the goals

17 PARTNERSHIPS
FOR THE GOALS




Serbiain the Champions League for 8 years in a row, which motivates us to keep up the hard work and maintain
our leader position. According to the survey methodology, this is the best category which illustrates a healthy
relationship with our customers and strong performance in all key parameters.

ADDED VALUE
FOR CUSTOMERS

By developing new categories of products with higher margins, offering

healthier options and more premium beverages, we help our customers
to excite consumers in a better way, thus strengthening partnerships that

willensure the creation of long-term value and remunerative growth for both sides.

At the level of Coca-Cola HBC Group, our operation has been recognised for building customer relationships and
generating new values for them, for which we received the fifth consecutive Customer Preference Award —the
prize for the best relationship with customers in 2018.

In order to improve our services and cooperation with customers, we have introduced a toll-free info line that
provides information on business operations, quality and prices of products, orders and delivery of products,
refrigeration equipment, current offers and promotions, contracts and finances. We record responses to each
request as well as satisfaction with the provided responses. As in the case with consumers' requests, the
deadline for submitting a response to a request/complaint is communicated to each caller individually and

We want to be the best supplier to all our customers, at the same time finding ways to bring
depends on the nature of the request.

together new successes on the market. In order to achieve this, we have developed a wide range
of initiatives aimed at strengthening customer relationships, providing flawless execution.

Customers can also send their questions/complaints through e-mail.

In addition, we continuously adjust to changes in the retail market and work on solutions that can
increase customer sales, while carefully listening to their expectations and level of satisfaction
with cooperation. Based on the given comments, our colleagues from cross-functional teams

in the supply chain, commercial sector and finances, supported by HR, PR and legal & kupac@cchellenic.com
departments, are investing efforts to enhance the relationship with our customers.

‘ Toll-free info-line for customers:
0800 300 302

WE ARE PROUD OF THE FACT THAT COCA-COLA HBCIN SERBIA HAS THREE
DISTRIBUTION CENTRES AND MORE THAN 37,000 CUSTOMERS -SHOPS,
RESTAURANTS, SUPERMARKETS, DISCOUNT CHAINS AND OTHER OUTLETS WHICH
SELL OURPRODUCTS.

CUSTOMER SATISFACTION

Based on the customer satisfaction survey conducted by the GfK agency each year,
Coca-Cola HBC Serbiais again rated as the best supplier. The survey is done on three levels:
- outlet customers, KA head offices (head offices of key account customers) and distributors.
g The surveyed customers respond to guestions about their suppliers, and the score and
comparison with the results of other suppliers determine the best one. According to data
obtained at the Group level, as much as 94.2 percent of customers stated that
cooperationis in line with their expectations, or exceeds it.

Our customers in Serbia at KA head offices and outlets have ranked Coca-Cola HBC




Local suppliers account for a significant share in our supply chain, and we directly
contribute to the local economy. We demand that our suppliers demonstrate
excellence and meet high standards that prove that they take care of the key
systems of importance for the business of our company:

Quality —1SO 9001

Environment-I1SO 14001

Occupational health and safety— OHSAS 18001
Food safety —FSSC 22000 and GFSI - Global Food

Sallce)ty Initiative (ingredient and packaging suppliers
only).

SUSTAINABLE SUPPLY SYSTEM

In the context of managing the overallimpacts that our chain of responsibility has on society and the environment,
we pay great attention to the indirect impacts of our suppliers. By fostering partnership relations, based on re-
specting identical values and principles, we encourage suppliers to progress and develop along with us by making
continuous investment in sustainable business from an environmental and social point of view.

81%
of total budget

e
1.500 1350

jobs at | additional

direct suppliers

In 2018, 81% of the total budget for the supply was directed at local suppliers,
and local procurement supports 1,500 jobs at direct suppliers of the
Coca-Cola System, and additional 1,350 at the System'’s suppliers in Serbia.

IN 2018, Coca-Cola HBC Serbia cooperated with 1,627 suppliers in all categories, from small local
businesses to international companies. Our company is one of the largest buyers and users
of sugar, bottles, labels, promotional materials and services in the region.




SUPPLIER GUIDING PRINCIPLES

Our suppliers are required to comply with our Supplier Guiding Principles —SGP, which clearly
define standards in the following segments: Laws and Regulations, Child Labour, Forced Labour,
Abuse of Labour, Freedom of Association and Collective Bargaining, Wages and Benefits, Work
Hours and Overtime, Health and Safety, Environment, Conflicts of Interest, Business and
Financial Records, Bribery, Protecting Information.

These principles are anintegral part of our supplier contracts. To assess whether suppliers
uphold these principles, we use an independent audit programme. When signing the contract,
suppliers are required to sign a special declaration to undertake and respect the Guiding
Principles.

Criteria for signing this document reflects the annual turnover of the supplier, with the
largest turnover of around 100 million euros and the lowest around 100,000 euros.

2015 2016 2017

NUMBER OF NEW SUPPLIERS WHO SIGNED THE SGP

PERCENTAGE OF NEW SUPPLIERS WHO SIGNED THE SGP
PERCENTAGE OF LOCAL SUPPLIERS IN THE TOTAL COST
PERCENTAGE OF FOREIGN SUPPLIERS IN THE TOTAL COST

TOTAL COST IN EUROS
AMOUNT OF SPEND COVERED UNDER THE SGP
PERCENTAGE OF TOTAL SPEND COVERED

We assess our relationship with suppliers annually, using a special procedure (Supplier
Evaluation & Authorisation Procedures). The evaluation includes mandatory verification of
any certificates relating to quality and the environment. During the evaluation, the company
collects and gives feedback from suppliers, relating to how satisfied they are with their
relationship with the company. In this way, we encourage two-way communication and
constantly improve relations with our suppliers. Our suppliers can report any violation of the
Guiding Principles by our employees through a telephone line called Speak up!

NEW WEB PORTAL FOR SUPPLIERS

During 2017, as a part of activities to improve processes that generate new business opportunities
and strengthen cooperation with our suppliers, a web portal for suppliers was launched. The new
online platform has made information on invoice and PO status available at all times, making
communication with suppliers considerably easier, and simplifying the process of verifying and
approving invoices by our employees.

The activities we carry out towards our suppliers contribute to the achievement of the following UN
sustainable development goals:

DEGENT WORK AND
ECONOMIC GROWTH

o
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WORKPLACE

S0 Fairworkplace

D Employee engagement
SO Employee growth
D Health and safety




WORKPLACE WE ARE FOCUSED ON THE FOLLOWING AREAS:

Motivation, knowledge and safety of our employees directly underpin our important goal to
achieve excellence in everything we do. For this very reason, we uphold a number of internal
and external standards, as well as company values, and organise numerous programmes
and activities so that we consistently respect our employees' rights, make continuous
progress in the field of occupational health and safety, as well as champion opportunities
for personal and professional growth.

FAIR EMPLOYEE
WORKPLACE ENGAGEMENT

WE STRIVE TO: EMPLOYEE HEALTH

GROWTH AND SAFETY

L) Provide our employees with afair, ethical, and inclusive work environment

4 Careforouremployees and communicate with them and their representa-
tives openly, honestly, and respectfully

4 Helpeachemployee torealise their full potential and develop leadership skills

U Fosteraculture that promotes health and safety in the workplace

The sustainable development goals of the United
Nations, supported by our activities and initiatives in
the protection of human rights and diversity, are:

OURINTERNAL STANDARDS THAT PERTAIN
TORESPONSIBILITY IN THE WORKPLACE ARE
ENSHRINED IN OUR:

4 Inclusion and Diversity Policy

1 PEACE, JUSTIGE
AND STRONG
INSTITUTIONS

Y,

as of health and safety
contribute to the UN sustainable

) HumanRights Policy development goals:

4 Occupational Health and Safety Policy ) el ECONOMIC GROWTH

L) Productive Work Policy
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EMPLOYEES
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OnJuly 1, 2018, the new law on financial support to families with children came into force, which
stipulates the ceiling for maternity pay of three times the national average earnings, compared to the
previous amount which was five times the national average.

Coca-Cola HBCis a company that takes care of its employees and is happy to hear news about its

employees’ new family members, and each mom-to-be in the future will receive her pay at the expense
of the company's own funds: the discrepancy to the agreed salary, if the agreed salary is higher than the
triple amount of the average earnings in Serbia, vacation allowance and benefits.

2013

2014

2015

2016

2017

2018

UELEN T SIS Male Female| Male Female | Male Female| Male Female | Male Female| Male Female
Serbia 891 200 883 195 1010 251 946 231 928 262 987 275
Fresh 118 16 114 13 10 2 0 1 0 1 1 0
Vlasinka 58 8 66 10 69 11 64 11 71 12 75 12
Total 1,067 224 1063 218 1089 264 1010 243 999 275 1063 287
Lt T o 1,291 1,281 1,353 1,253 1,274 1,350

of workforce

2013

2014

*Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.

2015

2016

2017

2018

Total workforce

Male Female Male Female Male Female Male Female Male Female Male Female
Serbia 724 156 671 144 715 173 675 179 671 185 663 201
Fresh 112 15 105 12 10 p 55 10 0 1 1 0
Vlasinka 56 7 60 8 60 9 0 1 59 10 58 10
Total 892 178 836 164 785 184 730 190 730 196 722 211
Totalnumber
of workforce 1,070 1,000 969 920 926 933
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Serbia
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Vlasinka
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Workforce
turnover
New employees
Age structure of
Age structure of employees governance bodies representatives Employees

who left the
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Age structure 2017 m
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* Turnover rate for the period from
2013 to 2015 was calculated using the
following formula: (humber of
employees who left the
company/average number of
employeesin the reporting period) x
100. Since 2016, the turnover rateis
calculated using the formula: (humber
of permanent employees who left the
company/total number of permanent
employees) x 100.

HUMAN RIGHTS POLICY

The Human Rights Policy of Coca-Cola HBC constitutes a
fundamental document, whose principles are strictly observed
at the level of procedures, but also in everyday business. The
Policy is guided by international human rights principles
encompassed in the Universal Declaration of Human Rights,
the International Labour Organization's Declaration on
Fundamental Principles and Rights at Work, the United Nations
Global Compact and the United Nations Guiding Principles on
Business and Human Rights.

In an effort to uphold the Policy in a consistent manner, we
encourage all of our employees to initiate a procedure for
resolving issues and concerns about this document or a
potential violation of its standards using a special mechanism. In
order toimprove the existing principles, thatis, in order to
implement appropriate corrective measures in this area, every
employee's query is carefully considered.

GRIEVANCE MECHANISMS

The Inclusion and Diversity Policy emphasises that no employee should be subjected to physical, sexual, racial, psychological,
verbal, or any other form of harassment or abuse. The Company ensures that the relevant procedures are followed if this
standardis not met, and such cases are promptly and effectively resolved.

In practice, this means that we have established formal complaints procedures that eliminate the possibility of victimisation for
reporting incidents of non-compliance with this Policy. Depending on the type of complaint, there is a support person (in cases of
abuse), or the possibility of a response (disciplinary proceedings). Employees can also use our whistle-blower line "Speak up!” to
anonymously express their concerns or doubts. Employees can also submit complaints in other ways, for example, with a trade
union.

If the Code of Business Conduct is violated, the management is informed and decides whether the disputed situation should be
resolved at the local level or through the head office of Coca-Cola Hellenic Group. If the situation is resolved through the head
office, the case is reported to the manager in charge of the implementation of the Code of Business Conduct, while the cases at
the local level are routed to the internal audit and legal department for appropriate handling.

Inline with its commitment to promoting equal opportunities, the company monitors its own performance and, in its Annual
Sustainability Report, discloses information on the initiated grievance proceedings related to labour and human rights. In 2018,
four grievances were submitted concerning labour rights that were resolved amicably through anintermediary. There were no
cases of discrimination, nor complaints in the area of human rights. Trainings in the company policies, standards, and practicesin
these areas were not heldin 2018.

Be the Voice
of our Values.

ZASTITITE
PODATKE

O LICNOSTI KOJIMA RUKUJETE U
SVAKODNEVNOM RADU

ETHICS AND COMPLIANCE
WEEK

The main focus of 2018 Ethics and Compliance Week
was the European General Data Protection Regulation
(GDPR), which prescribes new rules for managing and
protecting personal data. The employees had the
chance to seeinteresting videos and take partin the
prize winning quiz to learn key points about the GDPR,
and find out how to report its violation (for example, use
whistle-blower Speak up!hotline).




BENEFITS AND COLLECTIVE AGREEMENT

Our employees have the right to join or form a trade union organisation, which is provided for in the
Human Rights Policy. Where employees are represented by alegally recognised trade union, we are
committed to establishing a constructive dialogue with their freely chosen representatives.

At Coca-Cola HBC Serbia, allemployees are covered by the Collective Agreement. As regards major
business decisions and issues of common interest the company consults with its employees, trade
unions, and the European Council office for labour.

Inthis regard, the company has set a 30-day notice deadline to inform employees in due time about any
strategic changes in operations that may affect them. In addition, we provide managers in our company
with private health insurance. Apart from accidents, the policy also covers occupationalilliness and
disease-related death. Besides the compulsory health insurance, allemployees are entitled to
compensation for disability or incapacity, maternity leave, and severance pay in case of retirement. In
addition, the Company provides:

+ Monthly and annual bonuses, depending on the type of position
. Special annual bonus based on company results

Gift cards for the birth of a child and solidarity allowance in the event of death of animmediate
family member or death of an employee when there is a possibility to provide scholarships for the
deceased employee’s children

?

More holiday days and paid leave than the legal minimum

Canteenat thefactory

Consumption of soft products within the company premises

Entertainment corner for employees

Events for employees and their families

New Year presents for employees’ children

Discounts on purchase of goods and services —health services, travel, sports, and leisure
Special prizes for achieving performance against the recognition and rewarding schemes
Anniversary awards for employees with 10, 20, 30, 35, or 40 years of service

Gift bags of products twiceayear

Rental of abubble practice facility for eight months a year for employees in Sales and Supply Chain

FPEE EEE R

Awards for making innovations and improvements in Supply Chain.

The company also offers transition assistance programmes to help employees who are
retiring or who have been terminated and provides retraining for employees who intend to
continue working, severance payments (taking into account the employees' age and years of
service), as well as support in finding jobs.

In addition to the above advantages, adjusting working hours to the needs of employees so
that they can balance their professional and private life in a better way and increase their
productivity, is another way to thank them for their dedication and efforts they invest on a daily
basis. Putting into the forefront the performance and not just the amount of time spent in the
workplace, in 2016, we adopted the Productive Work Policy, which provides for the possibilities for
flexibility in terms of: flexible start time, out-of-office work and productive organisation of a
working week for all employees who do not work in shifts.




EMPLOYEE
ENGAGEMENT

Foracompany to be truly successful, its employees must be engaged,
committed and happy. For this very reason, we strive to maintain a high
level of engagement of our employees, whose commitment to promoting
our corporate values in a wider business and social community underpins
the success of the company and makes it appealing to young talents that
bring fresh energy and innovations to the Coca-Cola HBC Serbia system.
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EMPLOYEE ENGAGEMENT
SURVEY -MY VOICE

In order to gain better insight into our main strengths and challenges in corporate culture and
internal communication, for the sixth consecutive year, we invited our employees to take part
inthe My Voice survey and express their opinion regarding their engagement and the
company values.

In 2018 the response rate in our operation was as high as 95%, which made the output highly
relevant. The results ranked us again among the top three operations at the Coca-Cola HBC
Group level, which motivated us to work together to create a great workplace and continue to
implement changes that willmake us even better.

EMPLOYEE ENGAGEMENT e
AND VALUES INDICES

*The company value index is no longer measured, due to changesin the survey designin 2018.

This survey, which has been carried out across 28
countries of Coca-Cola HBC Group for many
years, is completely anonymous and conducted
by anindependent external consulting firm.

A part of the survey concerning the engagement
of employees measures sustainable commitment
through three key indicators: dedication, loyalty,
and recommendation. Based on the survey
results, we develop plans and carry out activities
EMPLOYEE ENGAGEMENT AND VALUES SURVEY aimed atimproving the work environment.




FOR THE FOURTH INTERNAL COMMUNICATION
CONSECUTIVE YEAR AND PROVIDING INFORMATION
COCA_COLA I_ BC |S TI— E MOST The Open Door Pplicy allovv; ou.rerr.wployeesto sha.re direc’.clytheirinsi.ghts olg gny |
DES' RAB |_E EM :)LOYER \I SERB'A business-relevant issue. Bearing in mind that the Policy prohibits any misuse of information,

employees can arrange a meeting with the manager and talk about their career, development
According to the recently concluded Youth Speak Survey, organised in cooperation with GFK and the student plan, etc. Managers are available to answer their guestions, and hear suggestions or
organization AIESEC, Coca-Cola HBC Serbia was once again recognised as the most desirable employer among young complaints.

people throughout Serbia. This came as a result investments in employees, who are our most valuable ambassadors,

and also numerous activities focused on young people and the promotion of company values and organisational culture. Our employees can keep up to date with the news and participate in numerous internal activities
organised by our company, through various types of communication, such as the website,

We will continue to champion the development of young people keeping an eye on their needs and interests, and newsletter, bulletinboards, internal TV and intranet. The intranet platform enables its users to find all

bearing in mind their opinion and vision about an ideal workplace. On the other hand, we will try to share our expectation the facts and answers to questions about our products and company at any time, to follow the news

and give them the true picture of work in our company. and updates we share on social networks and become our active ambassador.

On the occasion of celebrating 50 years of operation in Serbia we organised a photo shoot for our
employees. We used symbols of past decades as props for the pictures and thus created new stories and
memories for the future.

_ D
CO CA CO LA S U E R Since we wanted to get our employees into the festive spirit so we organised a charity New Year's Bazaar in
AM B ASS ADO R P QOG R AM M E December. The employees had the opportunity to sell decorations, cards, sweets and gifts they themselves

made, and the entire proceedings were donated to the Home for Children with Special Needs of St. Petka
Mindful of the fact that our employees’ actions and communic Monastery near Paracin.
significantly impact the trust of external stakeholders in the co
products and its reputation, we have launched the Coca-Cola
Ambassadors programme, which is part of the comprehensive
Ambasador platform. The programme is designed to empower
speak about our business in a confident manner, using facts, first to
and then to explain and communicate why we do what we do —not only in business
meetings, but also in everyday informal encounters.

In 2018, Mini Super Ambassadors workshop was held with a view to enhance the
employees’ knowledge about the products and ingredients of our products, as
well as the strategies of responsible business so they can be true ambassadors of
the company and its products in their everyday communication with our partners,
and their friends and acquaintances.



EMPLOYEE GROWTH

We believe that continuous improvement and growth mindset underpin the
success and satisfaction of employees, but also exceptional business results
that stand out. Therefore we are committed to creating new opportunities for
learning, development and innovation, which will enable employees to
demonstrate their inventiveness and make progress in all fields. In 2018, as in
the previous period, all of our employees received an assessment of their
personal professional performance and growth. Since mutual understanding
and good communication among teams and team members underpin the
commitment and motivation of employees, we regularly monitor and actin
accordance with the employees'insights of the quality of relations with their
superiors.

NEW LEARNING, DEVELOPING
AND INNOVATING OPPORTUNITIES

The individual development plan enables our employees to work on their
personal growth and development in a systematic way, thus contributing to the
progress of the entire company. Aiming to provide our colleagues with an easier
and faster way to gain new experiences, enhance their knowledge and come up
with new solutions, in 2018 we rolled out the following programmes:

re

Millennials’ Movement —influencing work flexibility, managing energy duringa
working day, and creating space for innovation in business

Make my Life Easier —optimising processes

Idea for Growth —generating ideas and enabling faster implementation of
innovations in our business

HELO digital platform-sharing knowledge, accelerating development and
managing teams

Leader’'s HUB —providing access to educational materials that support
employees at every step of their professional development

Development Guide-facilitating the understanding of the training
programme, as well as the preconditions for taking part in certain training
programmes



FEEDBACK TO MY MANAGER MY DEVELOPMENT, MY REVOLUTION

Our corporate intranet’s webpage contains tools that enable

employees to further enhance their skills and knowledge. They can
As innovations and further growth represent the strategic directions for the use the personalised HELO webpage with tutorials and courses, web
portal Educate for acquiring specific and professional knowledge, as
well as CCHBC library that contains literature from all fields of
business. In addition to online education, during the month of learning
in 2018, employees had the opportunity to take part in trainings in the
field of stress management, personal productivity, adapting to
changes and effective communication.

development of our business, we think it is very important they are accompanied
by open communication between managers and employees, and mutual respect
and understanding, which are prerequisite for the successful functioning of the
team and continuous work on the implementation of changes.

For this very reason, we conduct an annual survey Feedback to My Manager,
which provides managers with sincere employees’ opinions and should help them

to back their team members so that they can grow, be independentin
decision-making, and improve everyday work in new ways. P EO P |— E MAN AG E M E N T
To our great satisfaction, the questionnaire was completed by over 1,000 P ROG RAM M E

employees, and 154 managers filled out a self-assessment questionnaire. Since The programme is designed to provide managers on the MoO level
(Manage of Others) with necessary knowledge, skills, and attitudes

for effective management of people and processes in connection
with people. The programme comprises seven modules that will

be implemented through trainings/workshops, case studies,
basic guidelines for developing plans for the further improvement of their team'’s coaching sessions, and consultations, as well as individual

the understanding of the results is of the utmost importance for the planning and
implementation of changes that willimprove the work of the team and all its
members individually, each manager received individual reports that can serve as

performance. preparation using the available resources.

The results of the survey show that we have scored over 80 percent positive
results in all categories, which encourages us to focus on the development of

COMMUNICATION

communication and understanding in our teams in the future. The survey helped

us to better understand the needs of our employees. Regular communication on CO M ES Fl RST

the growth and career-related topics is the area with most room for . _ _
With a view to making the best use of the survey

results, we invited all managers to review their
individual reports and discuss the performance
with their team members, so that they would
jointly resolve the identified concerns and
challenges.

improvement.

As aresult we have launched campaigns centred on development and career.




HEALTH
AND SAFETY

Building a strong safety culture is along-term mission of Coca-Cola
HBC Serbia and it is our commitment in all our activities.

A

At the system level, we have made the occupational health and safety At the level of activities, we design various interesting programmes

strategy a part of the annual process of business planning and for providing education and practical information about occupational

performance measurement programmes since we strive to develop  safety and health, and thus raise the employees’ awareness about the

actively our internal standards besides respecting legal frameworks.  importance of safe behaviour and point to situations that pose a
threat to their personal safety, as well as the safety of others.

OSH system and employee rights

The procedures at Coca-Cola HBC Serbia are in accordance with the applicable health and safety rules and regulations.

We implement the internationally acknowledged management system OHSAS 18001, as well as Coca-Cola Hellenicand TCCC KORE
standards related to occupational health and safety.

*Due to the introduction of a new monitoring process for employee training, _ _ _ -
datafor 2017 were not available. Occupational health and safety at the company is managed by the Sustainable Development Division.

‘ e : Arisk analysis is carried out for each workplace and each occupation zone of employees, as well as appropriate preventive programmes.
I \
_ &h \\\ In addition, the Occupational Health and Safety Board helps us on company level to monitor and provide advice in relation to

i
| programmes of protection at work. The Board consists of three members, of which one is appointed by the employer, and two are
\ )5 appointed by the union.

Occupational health and safety is covered also by the Collective Agreement, which specifically defines jobs with increasedrisks, as well
as the rights and obligations of employees in those positions.



The Collective Agreement also sets out the employer's rights and obligations to provide
the employee with the equipment for personal protection at work. In addition, the
occupational health and safety part considers the issue of enabling employees for safe
work, as well as the employer's obligation to insure employees against work-related
injuries. According to the Collective Agreement, the employee has the right to submit
suggestions, complaints, and notifications to the employer onissues that pertain to health
and safety at work. The employee can report job related hazards verbally or in writing to
their manager, an OSH officer or the OSH Board, as well as in line with the Occupational
Safety and Health Programme —Near Miss Programme, Behaviour Based Safety.

We maintain continuous communication with employees, carry out interesting
educational activities and publicly acknowledge employees who set the most positive
example of safe behaviour in workplace with a view to strengthening awareness of the
importance of safe behaviour and motivating employees to take better care of
themselves, as well as others. In 2018 there were no fatal accidents, nor professional
linesses, and a total of 11 injuries were reported, two of which were injuries with serious
conseqguences.

Injury mm““m_

Serbia
Fresh
Vlasinka
Total

*The injury rates were calculated according to the following formula: the total number of injuries/total number of work hours x 200,000.
Serbia
Fresh

Vlasinka
Total

*The lost workday rates were calculated according to the following formula: the total number of lost workdays/total number of work hours x 200,000.

Absemce | 2013 | 2014 | 2015 | 2006

Serbia
Fresh
Vlasinka
Total

*The absence rates were calculated according to the following formula: the total number of sick days/total number of work days of employees x 100.

The rate of workplace injuries
with serious consequences

Employees

The rate of workplace injuries

Employees

Engaged for certainwork

Engaged for certainwork
(security, cleaning etc.)

(security, cleaning etc.)

Independent subcontractors Independent subcontractors




BEHAVIOUR-BASED SAFETY

Behaviour-Based Safety (BBS) is a programme of changing employee culture based on the observation of
the work process and the employees while they are performing their tasks. This programme was launched
by The Coca-Cola Company and represents one of the business priorities which will be rolled out in all plants
of Coca-Cola HBC Serbia. The focus of the BBS programme is to identify reasons why people take risks in
the workplace and perform a detailed analysis with a view to changing the safety system culture.

The main goal is to enable constructive discussion and to encourage employees at all levels to
communicate and provide feedback on safety-related behaviour. The identification of systemic barriers
allowing risk behaviour changes the mindset and introduces proactive measures that eliminate hidden and
perceived risks so that the activities can be performed in an entirely safe way.

We can proudly say that, after Vlasinka water factory, our Belgrade bottling plantin 2018 became the fifth
factory in the entire Coca-Cola HBC Group to have successfully started the implementation of the
Behaviour-Based Safety programme. After the monitoring process has been completed in the production
sector, logistics will gradually become part of that programme, which will bring us another step closer in
reaching the world's safety culture.

HEALTHAND SAFETY WEEK

Our intention behind the Occupational Safety and Health Weekis to help raise awareness of the need to
engage allemployees so they would adopt safe behaviour practices on a daily basis, as well as exertindi-
vidual efforts with a view to reduce and eliminate risks in their workplace.

Activities during this year's event on safety and health at work included: first aid workshop, voluntary
blood donation campaign, polygon competition for employees in warehouse and production, as
wellas a quiz in which employees showed their knowledge of occupational safety and won valua-
ble prizes. Employees are also invited to propose, through the Innovation for Growth platform,
theiridea of preventing the risk of work-related injuries, and in this way, encourage further de-
velopment of the safety culture in our company.

HEALTHAND FITNESS

A healthy lifestyle, which involves taking part in sports, spending time outdoors, quality diet

and spending time with friends and family, is the best way to preventillness and gain satis-
faction and sense of fulfilment. We organise numerous events and offer various benefits
aiming to motivate our employees to be as active as possible and help others achieve these
goals.

Our company provides its employees with medical examinations and participation in compa-
ny and community programmes relating to fitness and healthy lifestyle. In addition, we organ-
ise events in which our employees can participate and get involved as volunteers—Coca Cola

Fun Run as part of the Belgrade Marathon, Coca Cola Cycling Race, and Coca-Cola Happy Run.
Our employees have access to a variety of activities during the week such as football or riding
bicycles that they can rent for free over the weekend. Every year we organise the Family Day for

our employees and their families. Itis a great opportunity to relax and spend time in nature but
also take partin charity events and sports competitions that test competitive spirit and strength

of family teams.






Mindful of the importance of continuous investments that enhance our company’s
performances as regards its environmental impact, we put in efforts to improve the existing
processes in that field, as well as develop new ones, with a view to achieving the
commitments we have set and justifying our title of a global beverage leader in sustainability.

Our approach to environmental protection is built on innovation —we are focused on finding
new ways to achieve sustainability striving to minimise our negative environmental impacts
and maximise the positive ones. We develop and foster partnerships with various
stakeholders —government agencies, non-governmental organisations and other partners
in order to respond more effectively to the growing challenges.

We minimise our environmental impact throughout our
value chain through implementing, where appropriate,
specific targets to:

@ Reduceourwater, energy usage and produced waste

@ Decreaseour Green House Gas (GHG) emissions
e Improve packaging, increase recovery and recycling, decrease waste to landfill

e Source sustainably

2025 SUSTAINABILITY MISSION

As regards our ongoing sustainability initiatives, we are on the track to fulfil our first set
of sustainability commitments, and we have already reached our 2020 targets in
packaging waste collection and reducing CO2 emissions.

Our 2025 sustainability commitments are based on the goals set for 2020, and are also
in line with the 2030 global agenda of The Coca-Cola Company —World Without Waste,
creating a shared, systemic vision. You can find an overview of new sustainability
commitments on page 12.




DEGENT WORK AND
ECONOMIC GROWTH
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BIODIVERSITY

We monitor very carefully the impact of our activities and products in the protected areas and
areas of highimportance in terms of biodiversity. We have notidentified any significant
impacts in these specific areas. Apart from that, there are no species from the [UCN Red List
or national lists of endangered species in the areas of our business activities.

INVOLVEMENT OF EMPLOYEES

Our approach involves all employees. The induction training for new starters includes an
element about protecting the environment. We also hold a series of training courses every
year to improve our employees’ competencies in this area:




OUR OPERATION RECEIVED ANOTHER AWARD OF
THE COCA-COLA HBC GROUP FOR QUALITY

AN ENVIRONMENTAL PROTECTION IN 2018

In 2018 too we won the awards, which made us even more proud of our success. Our supply system sector won
three first places for its performance, and Rosa Topli Do was declared the best factory. We also received
recognitions in the categories of guality, occupational safety and health and environmental protection.

The following criteria were taken into account for awarding the efforts in environmental protection: the process
improvement, reduced water and energy consumptionin 2017 compared to 2016, to which extent these results
were better than the Group's average, the activities of the country in the Near Loss Programme (number of
reported and completed NL). Additional bonus points are awarded for engaging employees in environmental

activities at the operational level, implementing projects to reduce carbon footprint and water use, as well as
winning external recognitions.

ENVIRONMENTAL PARAMETERS

The following environmental parameters are monitored in all bottling plants:

® Power consumption (in megajoules of energy consumed per litre of the produced beverage)
® Water consumption (litres of water used per litre

® Total waste generated (in grammes of waste generated per litre of the produced beverage)
® Recycled waste (percentage of production waste at bottling plants that is recycled)

e Landfilled waste (in grammes per litre of the produced beverage)

PERFORMANCE, OCCUPATIONAL SAFETY AND HEALTH

In 2014, in Coca-Cola HBC Group, and in Serbia too, a new leading environmental
parameter was introduced —Near Loss, with a view to raising awareness of employees
and improving the results of other parameters. It allows the detection of the possible
losses of environmental resources and their timely removal. In 2018, our operation
achieved excellent results is terms of this parameter, with 85% of closed activities.

All of the above parameters are an integral part of an annual business plan which refers to
water and energy consumption planned at the end of each year, i.e. waste production and
recycling for the next year and objectives set annually and quarterly. Through its efforts
towards local goals and reducing energy and water consumption and quantity of generated
waste as well as increasing the percentage of recycled waste, Coca-Cola HBC Serbia
contributes to the long-term commitments set at the Group level.

The achievement of the objectives is monitored on a weekly, monthly and annual basis and
reported to the top management, as well as Coca-Cola HBC Group. Itis important to emphasise
that all processes in bottling plants —administration, production and storage are encompassed in
the planning and calculating environmental parameters. The process of monitoring environmental
parameters s carried out in our distribution centres, too.

In 2012, Coca-Cola HBC Serbia received UNIDO declaration for the good practice of introducing
chemicallleasing project in Belgrade bottling plant. This business model involves reducing the use of
chemicals taking into account the economic interests of users and manufacturers while reducing the

adverse environmental impact and preventing pollution.
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WATER
STEWARDSHIP

Water, as aresource, is at the heart of our business. As the primary ingredient of our products, water
is central to our manufacturing processes and necessary to grow the agricultural ingredients for our
products. We are aware of its immense value for the communities in which we operate, as one of
the most precious of shared resources. Therefore, water stewardship is a key priority for our com-
pany, and we are dedicated to its preservation in all aspects of our operations.

At the level of Coca-Cola HBC Group, we are committed to reducing our water intensity by 30%
between 2010 and 2020. In Coca-Cola HBC Serbia, through the rolled-out initiatives, water con-
sumption per litre of beverage produced was reduced by 53% in the period from 2007 to 2018.

Sufficient amounts of accessible, safe, good-quality water are essential to the health of people and
ecosystems. Given thatitis not possible to reduce the amount of water used in products, we are
focused onincreasing the efficiency of water consumption in our processes through reduced con-
sumption, recycling and replenishment, while continuously investing in new innovative technologies.
In addition to directimpact of our operations, we are also committed to monitoring wider indirect
impacts related to water resources —water consumption in our supply chain and protection of wa-
tersheds.

When it comes to risks related to water supplies, a detailed source vulnerability assessment and
source water protection plans were performed for each Coca-Cola HBC Group bottler to ensure
the sustainability of water supplies.




EFFICIENT USE OF WATER

In 2018, a series of activities was carried out to reduce the use of water and chemicals in
production processes, the most important of which are:

use of treated wastewater for irrigation of green areas
reuse of water with NRGB (non-returnable glass bottle)
CIP (clean-in-place) optimisation

the use of water source cooling potential for cooling the plant in the summer
period (Vlasinka)




Water consumption
-bottling plants*

Underground

water (used) 1,000L

Water from the city
water supply (used) 1,000L

Total (used) 1,000L

Total pumped
water***

1,000L

*The distribution centres in Novi Sad, Ca¢ak and Ni§ were closed down so the data on water consumption in these facilities will no longer be published.
**Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.
***Total pumped water refers to spring water in Vlasinka, i.e. the entire water flow from the spring in 2013, 2014, 2015, 2016, 2017 and 2018, and the total amount used is given in the column above. None of the springs we use is affected by the process of drawing water for our company.

Water consumption :
—distribution unit
centres

Underground

water (used) 1,000L

Water from the city

water supply (used) 1,000L

Total (used) 1,000L

Total pumped

water*** 1,000L

* The distribution centres in Novi Sad, Ca¢ak and Ni& were closed down in 2017.

Total water

Percentage and total
volume of recycled unit
and reused water

Reused water

Reused water %

*Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.




Our bottling plants in Serbia have their own plants for the treatment of wastewater before it is discharged into natural recipients. Wastewater quality is regularly reviewed, both
internally and externally, by accredited laboratories. All parameters that are monitored, according to our legislation and the TCCC standards (The Coca-Cola Company Core), are
within the limits of the maximum permitted level. The activities aimed at decreasing water consumption help reduce the amount of wastewater taking into account trends in

wastewater reduction. The treated water, which is returned to the environment, is safe for aguatic life in the recipient area.

discharged water by

Total disch
Wzttaef'sc CIEe 1,000L [246,701.00|217,818.00(237,595.00 | 274,028.00 | 289,380.00 | 308,564.00 |151,896.71 | 151,079.00 | 58,272.00 --- 25.016.65 | 37,361.00 | 55.265.00 | 58.590.00 | 50,349.00 | 38,670.00

Destination The Danube Pali¢ lake Topolska reka

COD after

*Data processing methods: Factory WWT, data on the amount of discharged water obtained by measurement, data on the quality based on the analysis done by the
201 7 authorised laboratory. The levels of the chemical oxygen demand (COD) show the quality of our wastewater. This parameter is significantly lower thanin 2003.
Total discharged water -
- **Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.
total Serbia (10001)
423,614.363|406,248.00(351,132.00 | 332,618.00|339,729.00 |347,234.00
‘ ***The indicator is not applicable to distribution centres.

Before storm water flows into the city sewage it goes through an oil separator preventing pollution, which could originate from handling areas (loading/unloading
trucks, parking). Stormwater is also controlled on a quarterly basis by an accredited laboratory. In all bottling plants, in places with oil/chemical leak risk, there are
appropriate absorbers for rehabilitation which are checked monthly.

PROTECTION OF ENERGY RESOURCES

The Coca-Cola HBC Group has commmitted to
reduce carbon footprint in grammes per litre of
beverage produced by 50% in the period from
2010to 2020 (from direct operations —scope 1 &
2)and by 25% (from direct and indirect operations
—scopes 1,2 & 3).

strive to reduce emissions in the value chain and take partin
A N D C |_| MAT E raising awareness about the risks of climate change. Through
The burning issues of climate change and affordable, clean energy have beenidentified ~ iNnovation andinvestment, we aim to turn climate risks into

as high priority by a wide range of stakeholders and are two of the 17 Sustainable new opportunities for sustainable business development.
Development Goals adopted by the United Nations in September 2015.

In Coca-Cola HBC, we analyse potential risks to our business that could result from

climate change, and proactively take measures to forestall or mitigate them. The risks CA R BO l\ D | S C LOS U R E
we recognise relate to the availability of resources (e.g. water, fruit and sugar), increase P ROJ EC_
in energy prices, then the risks to our suppliers, customers and the communities in
whichwe operate. The Coca-Cola HBC Group s involved in Carbon Disclosure
In order to contribute to the fight against climate change, we are committed to Project —the only global system for companies to measure,
reducing the impact of our business, primarily through sustainable energy use. We are publish, manage and share vital environmental information,

improving our energy efficiency, switching to cleaner energy sources and developing which encourages them to publish data on their environ-
low-carbon technologies. In order to cover the indirectimpacts of our business, we mental impact and take action to reduceit.

MATERIALS

Allmaterials usedin the production are direct, i.e.
presentin the final product.

Used recycled materials*

6.46% 8.15% 7.92% 8.65% 8.77%

*The data refer to the percentages of individual raw materials based on information obtained from the
supplier.



Used materials Upotrebljeni :
in2013 * materijali 2014* | uYn't

Sugar Sugar

Other sweeteners Other sweeteners

Concentrates,
squash

Concentrates,
squash

CO2 CO2

PET granulate PET granulate

PET preforms PET preforms

Glass (bottles) Glass (bottles)

Aluminium
(cans and caps)

Aluminijum
(limenke i poklopci)

Steel (caps) Steel (caps)

Tetrapak Tetrapak

Plastic caps Plastic caps

b-PET material contains
30% granulate of plant
origin (PET bottles)

b-PET material contains
30% granulate of plant
origin (PET bottles)

>

P P 3 P P P P P P P P 3 P P P

Plastic labels Plastic labels

Paper labels Paper labels

PE thermo
and stretch film

PE thermo
and stretch film

Cardboard Cardboard

Wood (pallets) Wood (pallets)

>
(a]

Total used materials Total used materials

S

*The company does not categorise materials in renewable/non-renewable categories, neither at a group nor at the local level.
** Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.




Used materials
in2015*

Sugar

Other sweeteners

Concentrates,
squash

CO2

Azot

PET granulate

PET preforms

Glass (bottles)

Aluminium
(cans and caps)

Steel (caps)

Tetrapak

Plastic caps

b-PET material contains
30% granulate of plant
origin (PET bottles)

Plastic labels

Paper labels

PE thermo
and stretch film

Cardboard

Wood (pallets)

unit

k
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>
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Used materials
in2016*

Sugar

Other sweeteners

Concentrates,
squash

CO2

Azot

PET granulate

PET preforms

Glass (bottles)

Aluminium
(cans and caps)

Steel (caps)

Tetrapak

Plastic caps

b-PET material contains
30% granulate of plant
origin (PET bottles)

Plastic labels

Paper labels

PE thermo
and stretch film

Cardboard

Wood (pallets)

unit

=
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=
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Totalused materials | kg Totalused materials | kg

*The company does not categorise materials in renewable/non-renewable categories, neither at a group nor at the local level.
**Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.




Used materials
in2017*

Sugar

Other sweeteners

Concentrates,
squash

CO2

Azot

PET granulate

PET preforms

Glass (bottles)

Aluminium
(cans and caps)

Steel (caps)

Tetrapak

Plastic caps

b-PET material contains
30% granulate of plant
origin (PET bottles)

Plastic labels

Paper labels

PE thermo
and stretch film

Cardboard

Wood (pallets)
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Used materials
in2018*

Sugar

Other sweeteners

Concentrates,
squash

CO2

Azot

PET granulate

PET preforms

Glass (bottles)

Aluminium
(cans and caps)

Steel (caps)

Tetrapak

Plastic caps

b-PET material contains
30% granulate of plant
origin (PET bottles)

Plastic labels

Paper labels

PE thermo
and stretch film

Cardboard

Wood (pallets)

Jedinica
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Total used materials kg Total used materials kg

*The company does not categorise materials in renewable/non-renewable categories, neither
**Production was moved from Subotica to Belgrade in September 2015, when Fresh facility wa

*The company does not categorise materials in renewable/non-renewable categories, neither at a group nor at the local level.
** Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.




ENERGY

The greatest amount of energy in the Coca-Cola HBC operations is
used in the following segments: bottling plants, fleet and cooling
eguipment. Key activities in 2018 aimed at reducing energy
consumption in production were related to:

® Regular annual inspection of the pipeline, electricity and insulation

® Installation of economizers on boilers

® Installation of a solar dome in one part of the warehouse and on
the YE line

® Installation of the new chiller with a coefficient of performance
greater than three.

*linjja za punjenje nepovratnin staklenin bocica (RGB)

MANAGING INDIRECT IMPACTS

In the sales of products, Coca-Cola HBC Serbia uses cooling devices and
vending machines located on the premises of our customers as important
resources for distributing products. Since cooling devices and packaging
account for 2/3 of our indirectimpact, these are important aspects of our
strategy.

A significant contribution to sustainability in this business area is made by
increasing the energy efficiency of the existing and new equipment —new
models of cooling devices introduced through global cooperation between
the company andits suppliers are up to 63% more efficient than those used
in 2004.

In addition, we are eliminating hydro fluorocarbon (HFC) compounds,
greenhouse gases, which are widely used in cooling appliances in households
and commercial buildings. Such compounds are no longer usedin the

thermos-isolating foam, and we are testing alternative refrigerants gases. We have completely eliminated chlorofluorocarbon gases
(CFC) by implementing a programme whose aim was to find CFC equipment and replace it on the market. All refrigerators are equipped

with an energy management system.

The total energy consumption in Coca-Cola HBC Serbia per litre of beverage produced was reduced by 52% from 2007 to 2018.

Direct energy
consumptionin2013*

unit

BELGRADE

FRESH*

VLASINKA

DCNOVISAD

DC CACAK

DCNIS

FLEET

TOTAL SERBIA

Electricenergy | MWh | 21,425.71 1,412.33 4,371.87 83.20 99.02 105.11 27,497.24
Light fuel oil L 9,130.00 9,130.00
Natural gas m3 | 1,347,987.00 | 1,374,651.00 2,722,638.00
LPG L 23,633.55 74,621.57 31,410.00 20,250.00 11,832.00 961,909.00 1,123,656.12
Petrol L 40.00 113.00 336,531.00 336,684.00
Diesel L 150.00 1,120.00 236,100.00 237,370.00
Total energy GJ 124,428.10 54,511.38 15,742.67 1,100.48 872.85 680.10 45,226.59 242,562.17

Company does not use renewable energy sources, except for 25% of renewable energy from hydropower plants out of the total electricity it buys (according to the Electric Power Industry of Serbia).

Direct energy

consumptionin2014%| Uit BELGRADE FRESH* VLASINKA DCNOVISAD DC CACAK DCNIS FLEET TOTAL SERBIA
2 IS EI =) MWh 19,955.62 6,071.74 4,573.80 52.52 100.04 73.01 30/826.76
g el L 7,450.00 0.00 0.00 0.00 0.00 0.00 7,450.00
Natural gas m3 1,098,443.69 1,312,259.49 0.00 0.00 0.00 0.00 2,410,703.18
LPG L 9,826.00 35,110.00 0.00 34,346.00 22,054.00 13,889.00 1,159.152 1,274,377.00
Petrol L 96.00 0.00 2,077.31 0.00 0.00 0.00 183,846 186,019.31
Diesel L 51.70 0.00 249.71 0.00 0.00 0.00 239,699 240,000.41
Total energy GJ 109,006.92 69,083.57 16,548.57 1,064.91 922.52 616.99 45,341 242,584.40

able energy sources, except for 25% of renewable energy from hydropower plants out of the total electricity it buys (according to




Direct energy
consumptionin2015*

Electric energy

Light fuel oil

Natural gas

Petrol

Total energy

Direct energy
consumptionin2016*

Electric energy

Light fuel oil

Natural gas

Petrol

Diesel

Total energy

Direct energy
consumptionin2017*

Electric energy

Light fuel oil

Natural gas

Diesel

Total energy

Direct energy

consumptionin2018* RIE

Electric energy
Light fuel oil
Natural gas
Petrol
GJ

Diesel

Total energy

*The Company does not use renewable energy sources, except for 25% of renewable energy from hydropower plants out of the total electricity it buys
(according to the Electric Power Industry of Serbia).

**The distribution centres in Novi Sad, Ca¢ak and Ni§ were closed during 2017. E M | ,‘ ;,‘ ; | O N ,‘ ;

Withinits 2020 sustainability commmitments, the Coca-Cola HBC Group committed to reduce the intensity of direc
as well as reduce carbon emissions in the value chain by 25%. The programme for the prevention of atmospheri
Esy g ption defines regular activities and a plan for monitoring emissions.

outside the company* - _ _ _ _ _ .
Gas emissions from the boiler rooms are regularly monitored by accredited laboratories and CO2 installatior

regularly checked. Environmentally friendly refrigerants (Freon) are used in the equipment and refrigeration
Petrol that use freon (refrigerators, POM appliances, air conditioners, refrigerator cars, husky machines) are se
staff. The amount of Freon in installations is monitored and the written-off equipment is destroyedin g
new cooling equipment, the energy efficiency of new devices is taken into account as well as the typg
Total energy Coca-Cola HBC Serbia does not emit gases that deplete the ozone layer, and when it comes to ot
generated only by the factory in Zemun, while Vlasinka uses only electric energy and has no emisg
*Due to the differences between G3.1 and G4 versions of GRI guidelines, energy consumption in the fleet for 2015 is notincludedin the total amount . . . - . .
of energy consumedwithinthe compary During 2018, the intensity of emissions from direct business (scope 1, 2) amounted to 51.68 gr;
intensity of emissions from direct and indirect business (scope 1, 2, 3) amounted to 384.48 gr:

Diesel







NOx, SOx and other
relevant air emissions )
according to type R
and weight
Nox Kg/god
SOx Kg/god
co Kg/ g od

*Data on the annual amount of emissions are obtained by calculating the average annualemissions (measured by the authorised laboratory) and an annual number of working hours of the plant.
**Data on the annual amount of emissions for 2015 were obtained on the basis of the average annual emissions (compared to data from 2014) because there were no measurementsin 2015

*#* The sum value of the two emitters —natural gas boiler andlight fuel oil boiler:
ek Production was moved from Subotica to Belgrade in September 2015, when Fresh facility was closed.

OURFLEET

The mostimportant environmentalimpacts resulting from the internal and external
transport of our products are fuel consumption and gas emissions. Both parameters, as
well as the mileage, are monitored for all vehicles of Coca-Cola HBC Serbiafleet, which
includes light passenger vehicles (not including trucks which are owned by other
companies).

In 2008, we started to installliquid petroleum gas systems in the company-owned vehicles.
Allnew vehicles that are purchased are immediately equipped with systems for liquefied
petroleum gas. Fuel consumption is monitored for each vehicle and for each employee who
s assigned a company car, and monitoring reports are submitted to the management on a
monthly basis.

Within the reports, the following parameters are monitored: fuel consumption, mileage,
method of using the vehicle via Mobileye device, which was installed in 488 vehiclesin 2018.
Since each vehicle is equipped with GPS, speedingis also monitored for each driver. We
send monthly data to the Coca-Cola HBC Group on average fuel consumption and
mileage, which also includes calculated CO2 emission. In 2018 the total fuel consumption
per 100 kmwas somewhat above eight (8.1) litres.

Diesel Lit

Petrol Lit

LPGLit

Total (litres)

Total average consumption lit/100 km

Total LPG consumption in total fuel
consumption without diesel vehicles (%)

Increase in the number of new
vehicles on LPG

Total CO2 emission of Light
vehicles + business (g/km/vehicle)

Total CO2 emission Trucks
(g/km/truck)



SUSTAINABLE PACKAGING
AND RECYCLING

Sustainable packaging is crucial for our culture of sustainability and way of thinking. We minimise
the environmentalimpact of our packaging by following our 3Rs principle—Reduce, Reuse, Recycle.
In this way, we have made significant improvements in the use of primary packaging and our
environmentalimpact. We continue to identify and use new opportunities to optimise packaging, innovation, our
sustainability agenda, and ultimately reduce costs.

Packagingis vital for maintaining high quality and safety of our products. Considering the amount of packaging we use,
this aspect of our business has significant environmentalimpact. Therefore, we strive to minimise the impact of
packagingineach phase of the life cycle —preparation, recycling and disposal and at the same time improve its primary
function of ensuring the quality of the product through the supply chain to the final consumer.

Our ultimate goalis to close the recycling circle i.e. convert used packaging into new containers. We are continuously
working to develop packages with lower weight and thus reduce the amount of waste, as well as increase the content of
recycled and renewable materials in the new packaging. We also cooperate with our partners to establish a recycling
infrastructure in Serbia, as well as educate consumers and promote recycling of packaging

PLANT BOT TLE

We are extremely proud of our Plant bottle used for Rosa waterin all sizes of PE T packaging. Thisinnovative bottle was
made using state-of-the-art PlantBottle TM technology.

Plant bottle contains ethanol obtained from sugar cane in Brazil, which is a first-generation biofuel accepted worldwide
duetoits environmentalimpact. The bottle has chemicaland physical properties identical to classical PE T packaging
except that 30% of the raw materials required for the production of PE T granules is obtained frorn materials of plant
origin which has less impact on global warming and a lower energy footprint. If we compare the performances of the new
Plant PE T with the old PE T packaging, there is no change in terms of conversion of PE T granules, conversion of bottles,
bottling process, recyclability of packaging, quality and production.



Total waste

. Total waste
weight in 2013* weightin 2016*

Non-hazardous

Non-hazardous
waste**

waste**

Hazardous waste** Hazardous waste**

Total waste Total waste

Recycled Recycled

Landfilled

*For Belgrade site and Fresh&Co, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. For distribution centres, secondary raw materials were measured at the recycler's where the waste *For Belgrade site, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. There was no production in Freshin 2016. For distribution centres,
was delivered, but there are no data about municipal waste for 2013.

secondary raw materials were measured at the recycler's where the waste was delivered.
**n 2013, there were no significant spills. **In 2016, there were no significant spils.

Total waste

Total waste
weight in 2014*

weight in 2017*
Non-hazardous

Non-hazardous
waste**

waste**

Hazardous waste** Hazardous waste**

Total waste Total waste

Recycled Recycled

Landfilled Landfilled

" . . . . . . e . ’ *For Belgrade site, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. There was no production in Fresh in 2017. For distribution cent,
For Belgrade site and Fresh, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. For distribution centres, secondary raw materials were measured at the recycler's where the waste secondary raw materials were measured at the recycler's where the waste was delivered
ivf SCEIVEE. - , **In 2017, there were no significant spils.
In 2014, there were no significant spills.

***The distribution centres in Novi Sad, Ca¢ak and Ni§ were closed during 2017.

Total waste

; Total waste .

Non-hazardous

Non-hazardous
waste**

waste**

Hazardous waste** Hazardous waste**

Total waste Total waste

Recycled Recycled

Landfilled Landfilled

. ) _ _ . _ e . *For Belgrade site, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. Therg
*For Belgrade site and Fresh, the amounts were obtained by measuring, while for Vlasinka the data were obtained by assessment. For distribution centres, secondary raw materials were measured secondary raw materials were measured at the recycler's where the waste was delivered

at the recycler's where the waste was delivered. *¥In 2018, there were no significant spills

**In 2015, there were no significant spills. :

***The distribution centres in Novi Sad, Ca¢ak and Ni§ were closed during 2017.




With a view to reducing the environmental impact of our packaging, we strive to increase its content of recycled
material—until now 26% of recycled glass has been used for glass bottles in Vlasinka, while the Belgrade bottling plant
increased the share to 29%, with 65% of recycled aluminium for cans and 30.59% of recycled steel for bottle caps.

Since glass and metal recycling has already been established, we are now focused onincreasing recycled materials in
PET bottles.

PRODUCTIONWASTE MANAGEMENT

As a manufacturer of soft beverages that puts large quantities of packaging on the market, we consciously accept our responsibility and

consequently take aninitiative to find environmentally acceptable solutions for managing packaging waste and encouraging consumers to take part
inrecycling. The Coca-Cola HBC system proactively participates in establishing a sustainable systerm for managing packaging waste in all countries

inwhich it operates. In addition, it established national operators for packaging waste management in these countries.

Coca-Colais one of the founders of the first operator for packaging waste management in Serbia—Sekopak. Sekopak promotes the adoption of

legalframeworks in the field of packaging and packaging waste modelled upon andinline with the EU regulations and Directive 94/62/EC on

packaging and packaging waste, which impose the obligation of reusing and recycling on all entities in the supply chainto the end user—

manufacturers, packers/bottling plants, importers, distributors and retailers, obliging them to reuse the packaging they place on the marketin

percentage defined by the state. This principle of "waste generator responsibility” is incorporatedin the current Serbian Law on Waste
Management and Law on Packaging and Packaging Waste.

We pay special attention to raising awareness of our employees, and we have introduced systems for sorting waste generated in offices inboth
bottling plants. In the corridors, there are sets of bins for sorting waste: plastic, metal, paper, and other types of waste, which are disposed of in the
existing bins for municipal waste. We also have a separate bin for disposing of waste batteries. We have started setting up bins for glass waste, which

are plannedto be placedin all corridors in the administration building.

The amount of reused and The percentage of reused and

Type of material recycled packaging waste in Serbia recycled packaging waste in Serbia

fin tonnes) 2013 2014 2015 2016 2017 2018 2013 2014 2015 2016 2017 2018
Paper/Cardboard 877.03 1,172.79 1,449.92 |150,879.57 | 186,357.87 | 1,967.16 42.40% 59.08% 75.30% 76.21% 93.20% 97.58%
Plastic 1,977.05 2,901.25 1,744.41 | 227,853.19 | 251,669.51 | 3,157.44 16.98% 24.85% 14.13% 17.95% 20.10% 24.50%
Glass 614.59 639.73 937.62 126,291.93 | 185,120.55| 1,970.94 14.08% 16.38% 21.69% 27.00% 31.20% 37.26%
Metal 351.63 414.18 345.57 73,932.72 | 45,724.70 607.26 26.96% 33.05% 23.85% 43.46% 35.10% 43.61%
Wood 49.00 38.58 172.74 29,715.65 | 25,674.92 902.07 13.32% 9.85% 19.43% 17.60% 16.80% 21.01%
Total 3,869.3 5,166.52 4,650.25 |608,673.05 | 694,547.55| 8,604.86 / / / / / /

*Every month Coca-Cola HBC Serbia sends to Sekopak a calculated amount of packaging waste placed on the market in that month. The amounts are calculated by multiplying sales by the weight of each package.
The percentages listed as recycled packaging waste were obtained from Sekopak from the annual report on achieving national goals.
The percentage of recycled packaging waste listed above, which Sekopak reported for 2013, 2014, 2015, 2016, 2017 and 2018 is given by materials, according to the established reporting method.

**The weight of transported hazardous waste is equal to the weight of generated hazardous waste. All generated waste, both hazardous and non-hazardous, is sent to authorised recyclers, so the company does not perform any transport/waste processing.

In addition, the company does notimport nor export waste, neither hazardous or non-hazardous.

RESPONSIBLE SOURCING

For us, sustainable and responsible sourcing is about delivering excellent results and
its developmentis a priority for our business. Coca-Cola HBC is committed to
achievinga 100 percent sustainable supply chain and reduce our supply chain
impacts by 2020.

The Group uses a robust audit process, risk assessment, SEDEX platform for
exchanging ethical data on suppliers, as wellas EcoVadis platform, which provides
supplier sustainability ratings. In addition, we check whether potential suppliers hold
ISO 9001, 14001, FSSC 22000 and OHSAS 18001 certification.

For agricultural commodities, we refer to standards from the Rain Forest Alliance,
Fair Trade, Bon Sucro, SAl Platform and the Forest Stewardship Council. Allour
suppliers are required to follow our ethical standards, employment, environmental
and work safety practices set outin Supplier Guiding Principles of Coca-Cola HBC.
We also work with our agricultural suppliers to ensure compliance with the
Sustainable Agriculture Guiding Principles.

INDUSTRY LEADERS

Coca-Cola HBC was the beverage leader for the past four years, andin 2018, Dow
Jones Sustainability Index ranked it among the top three global and European
leagues in the beverage industry.

Our initiatives aimed at creating sustainable supply value with our supply partners
are critical in supporting our long-term commitments. In Serbia, Supplier Guiding
Principles, which comply with the environmental legislation and regulation, are an
integral part of our supplier contracts. WWhen signing the contract, suppliers are
required to execute a special declaration whereby they undertake to adhere to the
Guiding Principles.

Coca-ColaHBC requires allits suppliers to be certified to ISO 9001 guality
managementandISO 14001 environmental management standards. To ensure
the compliance with the highest standards of quality, safety and sustainability, we
annually evaluate our cooperation with suppliers using a special procedure (Supplier
Evaluation & Authorisation Procedures). The annual evaluationincludes the
mandatory verification of certificates relating to quality and the environment.
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COMMUNITY

In order to ensure that our business is truly sustainable and successful, we foster
partnerships with the local community, provide continuous and adequate support
and roll out projects that can deliver long-term benefits to society. In addition to
system-wide projects, we strive to bring about positive changes in our
environment through individual activities that we carry out with our partners,

such as cash and commodity donations, volunteer engagement of our
employees and the like.

The responsible attitude towards the use of natural resources and
environmental protection that our company fosters we want to instilin the
entire community, and our efforts are focused on raising awareness and
educating people about how lifestyle changes can help the environment.

WE AIM TO:

D Integrate social responsibility in all aspects
of business

BD Enhance the quality of life in the local community
by supporting local socio-economic development

BD Contribute transparently to
the development of public policies




U partnerstvu sa:

JSRBLY i

Donacijom:

{\7" “ Coca-Cola HBC + Lipsemn kper Cp
) [ J Sl'blja L Red Cross of Serb

PARTNERSHIP WITH THE RED CROSS

. = g% GODINA U Jrre—
As a long-standing partner of the Red Cross, 'd » ) n IJ 7 FOND
we join forces to help affected citizens in pr B92
Donacijom:

times of need. Thanks to the availability
of our logistics and delivery system,

we are able to respond rapidly and
efficiently and deliver aid to areas

DONATION TO SOUP KITCHENS B
TO CELEBRATE HALF ACENTURY IN SERBIA

affected by an emergency, which was of Averyimportant jubilee — 50 years since the first The Red Cross Serbia currently operates 76 soup

greatimportance during the floods that hit Coca-Cola bottle in Serbia was produced, was marked by kitchens, which daily prepare meals for over 34,000

the Balkan regionin 2014, donating 50,000 euros to the Red Cross soup kitchens, in socially vulnerable people, thus symbolising the
cooperationwith the B92 Fund. The donationwas intended  most humane kind of support for individuals. The
for the purchase of food preparation equipment, whichwill - total number of users is on the rise, and more than

allow soup kitchens to prepare higher quality food. 12,000 of them are children.



VOLUNTEERING

For more than 10 years initiative, unselfishness and readiness to bring joy to others have
driving Coca-Cola volunteer club members as well as other employees in our company to
volunteer in the community. Thanks to the volunteer platform, which we set up among
first in Serbia, employees can choose and organise their volunteer activities and thus
directly react to the problems observed in the local community. One of our company’s
goals of is to donate the expertise and time of its employees to the community, and
therefore it encourages the practice by which employed volunteers, in as many
numbers as possible, dedicate at least one working day per year (eight hours) to
volunteer work.

In addition to participating in humanitarian activities, in 2018, over 157 volunteers
invested their physical work to help seven civil society organizations and nine

faculties, and shared their knowledge and skills with over 2,000 young people in
various youth empowerment programmes.

The efforts and results achieved by Coca-Cola volunteer club are also
recognised by the relevant external stakeholders, such as the Responsible
Business Forum and Smart Kolektiv, which year after year award our
company with Corporate Volunteer Award. The recognition is aimed at
rewarding and promoting companies that invest in the local community
through personal engagement of their employees and develop
constructive partnerships with organizations and institutions in the
community.

Since the roll-out of the volunteering 2 9 VOLONTERSKIH
programme, a total of 29 volunteering AKTIVNOSTI

activities have been carried out and 3 3 O
VOLONTERA
330 volunteers got involved.




OUR BELGRADE NEW YEAR VOLUNTEER
The Coca-Cola Volunteer Club participated in the big volunteer campaign Our CAM PAl G N A[\ D BAZAAR

Belgrade (Nas Beograd), organised by Responsible Business Forum and Smart

Kolekt.iv. .Our vo!urﬂ:eers hadthe QPPO“W_W to spendtime with the users ofthe This year too employees of the Coca-Cola system participated in the traditional volunteer
associationLets Live Together (Zivimo zgjedno) and help them landscape their yard. campaign of collecting New Year presents for 450 children and residentsin 12 homes and
_ _ _ institutions throughout Serbia and organised the first Coca-Cola HBC New Year's Bazaar,
The volu.nteermg campaign Our Belgradg gathgred around {lOO volunteersin11 which was a creative way to make the holidays merrier for themselves and others. They made
cpmpames who worked Oh 12 Iocat|on§ m‘the city Iandscalpmg schoolana _ and bought from each other various sweets, decorations and New Year cards. All the proceeds
kindergarten yards, collecting waste, painting rooms, drawing on the walls, taking part were donated to humanitarian causes.
in workshops and thus enhancing the quality of life of their fellow-citizens from s

socially disadvantaged groups and the entire community.

. RALITTT



We have decided to focus even more on the systemic empowerment (
of young people in the following period, as we see therm as the main

drivers of the local economy, but also the community in general. Through
interesting and practical programmes we prepare them for the
challenginglabour market, providing them with the opportunity to
constantly develop their abilities and interests so that they can pursue
their career dreams and wishes in the best possible way.

COCA-COLAYOUTH

We believe that young people are our future, and we want, as a company, to devote efforts
towards their professional and personal development in order to empower them and help them
find employment faster. In 2018, Coca-Cola HBC Serbia launched the Cola-Cola Youth
platform (Cola-Cola mladima) intended for a wide population of young people —high school
students, undergraduates, senior undergraduates, graduates and unemployed.

THE PLATFORM COMBINES THE FOUR WELL-KNOWN AND SUCCESSFUL PROGRAMMES:

tho
yCenoe,
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unlmers p Management

REFRESHING BUSINESS EXPERIENCE

Trainee Programme
I

On this occasion, a donation was given to the organization Strong Youth (Jaki mladi),
which operates within the SOS Children's Villages Foundation, supporting the
independence of young people without parental care after they turn 18. Funds in the

amount of 30,000 euros will provide users of the organization with the opportunity to
start their own business.

The entire Cola-Cola Youth platform will be the focus of our company's investments in
the community in the coming years. By providing experience in learning and professional
development, we will continue to empower young people and make their future safer.




COCA-COLA PODRSKA

#NauciPrimeniKreni

COCA-COLAYOUTHEMPOWERED

Coca-Cola Youth Empowered is our biggest community project, which has been
delivered for the second consecutive year. It was developed in response to

devastating statistics showing very high youth unemployment rate in our country,

but also in other European countries.

By participating in educational workshops and using the online platform, a total of
3,200 young people in 28 cities across Serbia have had the opportunity to gain
knowledge that will facilitate their job search. The programme is intended for
young people aged 18-30 who are not in education, employment or training, and
live in disadvantaged areas in our country.

Participants, with the help of certified lecturers and company employees who
act as co-facilitators, learn about professional orientation, successful
communication, project and time management, business and financial
planning, sales skills, business administration, job search and networking.
Young people who participate in e-learning have the opportunity to hear
"Inspiring Stories” from our employees who, in an interesting and unusual
way, describe their career path and share valuable advice on how to
overcome obstacles, both professional and personal.

During 2018, 200 young people attended 40 workshops and three
conferences. We are most proud of the fact that 10 percent of the
attendees found ajob after completing the workshop.

Coca-Cola Youth Empowered is a global project rolled out in 28
countries in which our Group operates. Itisimplementedin
cooperation with the Ministry of Labour, Employment, Veteran and
Social Policy, NALED and the National Employment Service.
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REFRESHING BUSINESS EXPERIENCE

COKE SUMMERSHIP

The Coke Summership programme offers young talents the

opportunity to enhance their chances of starting a successful business
career and spend an exciting summer working with our company
employees, while meeting new people and gaining new experiences. So far,
the programme has involved more than 180 students, while 62 of them were
hired by the company after completing the internship.

Coke Summership is a six-week programme and students gain weekly experience over
four days of working on a specific project with a mentor and a day of interactive lectures.

Skills in project management, presentation skills, leadership skills, business commmunication,
and effective time management are just some of the areas in which the Coke Summership
participants gain advance knowledge. In the course of the programme, the company also
organises unique classes where teachers are the company's top managers, as well as experts from
business organisations that the company works with.

In 2018, a total of 30 interns had the opportunity to work on their own projects and learn about our
company values and what it offers to young people.
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RISE

The Coca-ColaHBC RISE Programme is designed to challenge young, talented people (final year students, senior graduates
or recent university graduates) to foster their potential in our company and blend in the next generation of business leaders,
notonlyin Serbia, but across Coca-Cola HBC Group.

RISE programme represents a full-time job and lasts two years. With support and mentorship of top experts, the trainees get to
work on real business projects that will enhance the company results. As the programme progresses, the level of responsibility
and assignments increases —creating a dynamic and challenging environment for young people to develop their potential.
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Trainees can kick-start their career in the following sectors: Sales, Manufacturing, Distribution, Marketing, or Finance, and upon
successful completion of the programme they will have the opportunity to take onjunior manager positions inthe company.

The RISE programme was developed by adapting the curriculum of the previous programme —Career from the Bottle, andis now
PRIJ AVI| S] part of a wider, international programme that is rolled out identically in all countries of the Coca-Cola HBC Group.

risepy,
COKE CHALLENGE -
A CASESTUDY COMPETITION

Coca-Cola HBC Serbia organized Coke Challenge —a case study competition. Severalteams of undergraduates from the Faculty of
Economicsin Belgrade and Novi Sad and the Faculty of Organizational Sciences in Belgrade took partinthe competition.

Throughout the case study, students received support from our managers, who shared their advice and guidelines for further work. In solving a
task, students conducted market research, designed the development of new products, marketing strategies, campaigns and activation of
products in establishments. Those with the best results visited our company, toured different sectors and enhanced their knowledge, while the
winning team from the Faculty of Organizational Sciences won the internship in the company.

The entire competition was aimed at enhancing the personal and professional development of talented students. By solving real and practical
business situations, as well as by finding talents, young people will bring to Coca-Cola HBC Serbia new energy and fresh approach to tackling challenges.



BEST YOUTHENTREPRENEURIAL IDEAS
AWARDED

After months of working with mentors, experts and organizers of the SIA programme in Serbia,
the 2018 social impact awards were given out in October. Ten teams of young entrepreneurs
with avision and a project that bring positive changes to our world had the opportunity to present
their ideas to the jury and audience and explain why and how their idea would work and make a
differencein society.

The highest score, with afocus on the feasibility, innovation and social impact of the project,
was given to three teams:

Dok Tok — Jelena and Milica focused on young people leaving the correctional institutions. Their
idea s to provide them with the job involving making sound cards and invitations.

IsoBillboard — Voja and Filip from Nis presented an innovative idea of using street posters to
make thermal insulation that would be installed in houses of underprivileged families.

Zoundark — Andrija, Dorde and Nenad designed an audio game intended for the visually impaired
and everyone who wants to experience (in a sound adventure) what it is like to rely solely on the
sense of hearing.

CLASS 2018

ANCHANS




CREATIVE MENTORSHIP

We were immensely pleased to have supported the fourth
cycle of the programme Creative Mentorship, dedicated to
the personal and professional development of young
expertsinthe field of culture. In 2018, 25 participants of the
programme, together with their mentors, took partin
numerous trainings and networking events that helped
them toinspire each other and learn about new fields of
culture through the exchange of knowledge and
experiences. The fifth cycle of the Creative Mentorship
network will see 25 new mentoring couples so the
community will have as many as 250 ambassadors of
mentorship, personal and professional development,
lifelong learning and sharing.

Osnazujuci mlade kroz razliCite inicijative u okviru
novog grupnog projekta Coca-Cola mladima, nasa
kompanija doprinosi UN ciljevima odrzivog razvoja:

DECENT WORK AND
ECONOMIC GROWTH




ENVIRONMENTAL AND
WATER STEWARDSHIP

Environmental management system, and especially the commitment
to the responsible use of water resources, is the subject of continuous
improvements which are aimed at using the available resourcesina
more rational and efficient way. As regards water, we expend efforts to
reduce the amount of water per litre of beverage produced every year.
We reduced this amount by 53 percent compared to 2007, whichisin
line with our sustainability goals. By introducing innovative technologies
and solutions, we also work hard to achieve the goal we have set for
ourselves: reduce total water consumption by 23 percent by 2020.

Our efforts have been recognised by the European Agency for Water
Stewardship and Preservation, whichin 2018 again awarded the

THE IMPORTANCE OF PARTNERSHIPS

Thanks to global, but also national partnerships, and cooperation with numerous governmental and
non-governmental bodies and organizations, we strive to consistently implement our water stewardship strategy

and contribute to the protection of nature in general.

Within UN Global Compact, Coca-Cola HBC Group is a signatory and founding member of CEO Water Mandate.
This initiative aims to tackle the issues of sustainability of water resources in operations, supply systems and
communities, as well as to take part in shaping public policies in this area through cooperation with governmental
and non-governmental organisations. In order to promote understanding of water use in our supply system, we also

cooperate with the Water Footprint Network.

At global level, for over ten years, we have been fostering our cooperation with the World Wildlife Fund (WWF),
contributing to the conservation of biodiversity and other relevant issues.

Thanks to longstanding partnerships our company nurtures in Serbia, we are actively working to raise the awareness
of citizens, and especially the youngest ones, about the importance of responsible use of water and other natural
resources, showing them how they can contribute to the preservation of nature.

bottling plant in Zemun and the VIasinka factory with the Golden EWS
certificate —the mark of guality and compliance with the standards in the
fleld of responsible management of water resources and environmental
protection.

Our company complies all applicable national regulations in
environmental protection as well as the strict codes of the Coca-Cola
HBC Group, whichis a leader among producers of non-alcoholic
beverages according to the Dow Jones Sustainability Index.
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2018 DANUBE DAY

We traditionally organise the International Danube Day in cooperation with NALED and the World Wildlife Fund (WWF),
in order to inspire the local population to contribute more actively to the protection of the Danube and the
environment in general.

To mark the continuation of our company’s long-standing support to Danube Day in 2018 we organised open-air
screenings in Sombor and Novi Sad, presented various ways of protecting the Danube and improving its landscape in
cooperation with the ecological movement Smederevo, and opened another Danube eco-park in the town of
Smederevo.

The fourth eco-park built to high ecological standards is located within the city fortress and covers the area of 400
square metres. In addition to solar LED lighting, there is a bench in the shape of the Danube course as well as a
place for the disposal of recycling waste. The park represents a unique space in which citizens canrelax, but also
learn about the importance of preserving the Danube watershed, water resources and environmental protection
in general.

We believe that this park too will become a favourite go-to destination for the youngest in this town and that it will
inspire visitors to further contribute to the preservation of the environment. The park was built in cooperation
with the city administration, NALED, and the World Wide Fund (WWF). Our goal was to send a creative and
attention-grabbing message about the importance of education and, above all, individual contribution to the
preservation and protection of the Danube ecosystem.

The Danube International Day is marked in 14 Danube countries, including Serbia, in order to raise awareness of
the importance of preserving the river in as many individuals as possible, and urge them to use water resources
rationally. A series of events, organised on this occasion, brings together more than eighty million people.

Thanks to the Green Danube Partnership, which Coca-Cola and Coca-Cola HBC Serbia signed in June 2005
with the International Commission for the Protection of the Danube River (ICPDR), every year more and
more partners join the Danube Day campaign in Serbia.

/a

Nase aktivnosti u oblasti zastite Negujudi partnerstva i promovisuci znacaj
zivotne sredine doprinose zajednickog delovanja vec¢ dugi niz godina
UN ciljevima odrzivog razvoja: doprinosimo UN cilju odrzivog razvoja:
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GRIINDEKS I INDIKATORI

GRISTANDARDS | GRI102: GENERAL DATA PAGE

Company profile

NAME OF THE ORGANIZATION

ACTIVITIES, BRANDS, PRODUCTS, AND SERVICES

LOCATION OF HEADQUARTERS

LOCATION OF OPERATIONS

OWNERSHIP AND LEGAL FORM

MARKETS SERVED

SCALE OF THE ORGANIZATION

INFORMATION ON EMPLOYEES AND OTHER WORKERS

SUPPLY CHAIN

SIGNIFICANT CHANGES TO THE ORGANIZATION AND ITS SUPPLY CHAIN

PRECAUTIONARY PRINCIPLE OR APPROACH

EXTERNAL INITIATIVES

MEMBERSHIP OF ASSOCIATIONS

STATEMENT FROM SENIOR DECISION-MAKER

KEY IMPACTS, RISKS, AND OPPORTUNITIES

VALUES, PRINCIPLES, STANDARDS, AND NORMS OF BEHAVIOR

MECHANISMS FOR ADVICE AND CONCERNS ABOUT ETHICS

GOVERNANCE STRUCTURE

DELEGATING AUTHORITY

COMPOSITION OF THE HIGHEST GOVERNANCE BODY AND ITS COMMITTEES

CHAIR OF THE HIGHEST GOVERNANCE BODY

GRISTANDARDS

GRI1102: GENERAL DATA PAGE

Company profile -

NOMINATING AND SELECTING THE HIGHEST GOVERNANCE BODY

CONFLICTS OF INTEREST

ROLE OF HIGHEST GOVERNANCE BODY IN SETTING PURPOSE, VALUES, AND STRATEGY

REMUNERATION POLICIES
e R

LIST OF STAKEHOLDER GROUPS

COLLECTIVE BARGAINING AGREEMENTS

IDENTIFYING AND SELECTING STAKEHOLDERS

APPROACH TO STAKEHOLDER ENGAGEMENT

KEY TOPICS AND CONCERNS RAISED
e

ENTITIES INCLUDED IN THE CONSOLIDATED FINANCIAL STATEMENTS

DEFINING REPORT CONTENT AND TOPIC BOUNDARIES

LIST OF MATERIAL TOPICS

RESTATEMENTS OF INFORMATION

CHANGES IN REPORTING

REPORTING PERIOD

DATE OF MOST RECENT REPORT

REPORTING CYCLE

CONTACT POINT FOR QUESTIONS REGARDING THE REPORT

CLAIMS OF REPORTING IN ACCORDANCE WITH THE GRI STANDARDS

GRICONTENT INDEX / GRIAND UNGC CROSS-REFERENCE TABLE

EXTERNAL ASSURANCE



GRI CATEGORIES AND INDICATORS STAISS | PAGE

GRISUSTAINABILITY REPORTING GUIDELINES (STANDARDS)*

ASPECT: ECONOMIC PERFORMANCE -MANAGEMENT APPROACH GRI 201

201-1 DIRECT ECONOMIC VALUE GENERATED AND DISTRIBUTED
201-2 FINANCIAL IMPLICATIONS AND OTHER RISKS AND OPPORTUNITIES DUE TO CLIMATE CHANGE
ASPECT: PROCUREMENT PRACTICES -MANAGEMENT APPROACH GRI 204
204-1 PROPORTION OF SPENDING ON LOCAL SUPPLIERS

ASPECT: ANTI-CORRUPTION - MANAGEMENT APPROACH GRI 205

205-2 COMMUNICATION AND TRAINING ABOUT ANTI-CORRUPTION POLICIES AND PROCEDURES

205-3 CONFIRMED INCIDENTS OF CORRUPTION AND ACTIONS TAKEN

ASPECT: ANTI-COMPETITIVE BEHAVIOR - MANAGEMENT APPROACH GRI 206

206-1 LEGAL ACTIONS FOR ANTI-COMPETITIVE BEHAVIOR, ANTI-TRUST, AND MONOPOLY PRACTICES

CATEGORY: ENVIRONMENT-GRI 300

ASPECT: MATERIJALS -MANAGEMENT APPROACH GRI 301

301-1 MATERIALS USED BY WEIGHT OR VOLUME

301-2 RECYCLED INPUT MATERIALS USED

301-3 RECLAIMED PRODUCTS AND THEIR PACKAGING MATERIALS

ASPECT: ENERGY -MANAGEMENT APPROACH GRI 302

302-1 ENERGY CONSUMPTION WITHIN THE ORGANIZATION*

302-2 ENERGY CONSUMPTION OUTSIDE OF THE ORGANIZATION

302-3 ENERGY INTENSITY

302-4 REDUCTION OF ENERGY CONSUMPTION

302-5RREDUCTIONS IN ENERGY REQUIREMENTS OF PRODUCTS AND SERVICES

ASPECT: WATER-MANAGEMENT APPROACH GRI 303

303-3 CRPLJENJE VODE

303-4ISPUSTANJE VODE

303-5 POTROSNJA VODE

ASPECT: BIODIVERSITY -MANAGEMENT APPROACH GRI 304

304-2 SIGNIFICANT IMPACTS OF ACTIVITIES, PRODUCTS, AND SERVICES ON BIODIVERSITY

304-4UCNRED LIST SPECIES AND NATIONAL CONSERVATION LIST SPECIES WITH HABITATS IN AREAS AFFECTED BY OPERATIONS
ASPECT: EMISSIONS -MANAGEMENT APPROACH GRI 305

305-1DIRECT (SCOPE 1) GHG EMISSIONS

305-2 ENERGY INDIRECT (SCOPE 2) GHG EMISSIONS

GRICATEGORIES AND INDICATORS
GRISUSTAINABILITY REPORTING GUIDELINES (STANDARDS)*

305-3 OTHER INDIRECT (SCOPE 3) GHG EMISSIONS
305-4 GHG EMISSIONS INTENSITY
305-5 REDUCTION OF GHG EMISSIONS
305-6 EMISSIONS OF OZONE-DEPLETING SUBSTANCES (ODS)
305-7 NITROGEN OXIDES (NOX), SULFUR OXIDES (SOX), AND OTHER SIGNIFICANT AIR EMISSIONS

ASPECT: EFFLUENTS AND WASTE -MANAGEMENT APPROACH GRI 306

306-2 WASTE BY TYPE AND DISPOSAL METHOD

306-3 SIGNIFICANT SPILLS

306-4 TRANSPORT OF HAZARDOUS WASTE

306-5 WATER BODIES AFFECTED BY WATER DISCHARGES AND/OR RUNOFF

ASPECT: ENVIRONMENTAL COMPLIANCE -MANAGEMENT APPROACH GRI 307

307-1 NON-COMPLIANCE WITH ENVIRONMENTAL LAWS AND REGULATIONS

ASPECT: SUPPLIER ENVIRONMENTAL ASSESSMENT -MANAGEMENT APPROACH GRI 308

308-1 NEW SUPPLIERS THAT WERE SCREENED USING ENVIRONMENTAL CRITERIA
e N N

ASPECT: EMPLOYMENT -MANAGEMENT APPROACH GRI 401

401-1 NEW EMPLOYEE HIRES AND EMPLOYEE TURNOVER

401-2 BENEFITS PROVIDED TO FULL-TIME EMPLOYEES THAT ARE NOT PROVIDED TO TEMPORARY OR PART-TIME EMPLOYEES

401-3 PARENTAL LEAVE

ASPECT: LABOR/MANAGEMENT RELATIONS -MANAGEMENT APPROACH GRI 402

402-1 MINIMUM NOTICE PERIODS REGARDING OPERATIONAL CHANGES

ASPECT: OCCUPATIONAL HEALTH AND SAFETY -MANAGEMENT APPROACH GRI 403

403-4 UCESCE, SAVETOVANJE | KOMUNIKACIJA SA ZAPOSLENIMA U VEZI SA BEZBEDNOSCU | ZDRAVLJEM NA RADU

403-9 POVREDE U VEZI SARADOM

ASPECT: TRAINING AND EDUCATION - MANAGEMENT APPROACH GRI 404

404-1 AVERAGE HOURS OF TRAINING PER YEAR PER EMPLOYEE

404-2 P PROGRAMS FOR UPGRADING EMPLOYEE SKILLS AND TRANSITION ASSISTANCE PROGRAMS

404-3 PERCENTAGE OF EMPLOYEES RECEIVING REGULAR PERFORMANCE AND CAREER DEVELOPMENT REVIEWS

ASPECT: DIVERSITY AND EQUAL OPPORTUNITY -MANAGEMENT APPROACH GRI 405
405-1 DIVERSITY OF GOVERNANCE BODIES AND EMPLOYEES
ASPECT: ANTI-DISCRIMINATION ~MANAGEMENT APPROACH GRI 406

406-1INCIDENTS OF DISCRIMINATION AND CORRECTIVE ACTIONS TAKEN



GRI CATEGORIES AND INDICATORS | STATUS | pacE
GRISUSTAINABILITY REPORTING GUIDELINES ( STANDARDS)*

ASPECT: HUMAN RIGHTS ASSESSMENT - MANAGEMENT APPROACH GRI 412

412-2 EMPLOYEE TRAINING ON HUMAN RIGHTS POLICIES OR PROCEDURES

ASPECT: SUPPLIER SOCIAL ASSESSMENT -MANAGEMENT APPROACH GRI 414

414-1 NEW SUPPLIERS THAT WERE SCREENED USING SOCIAL CRITERIA

ASPECT: CUSTOMER HEALTH AND SAFETY -MANAGEMENT APPROACH GRI 416

416-1 ASSESSMENT OF THE HEALTH AND SAFETY IMPACTS OF PRODUCT AND SERVICE CATEGORIES

416-2 INCIDENTS OF NON-COMPLIANCE CONCERNING THE HEALTH AND SAFETY IMPACTS OF PRODUCTS AND SERVICES

ASPECT: MARKETING AND LABELLING-MANAGEMENT APPROACH GRI417

417-1 REQUIREMENTS FOR PRODUCT AND SERVICE INFORMATION AND LABELING

417-2 INCIDENTS OF NON-COMPLIANCE CONCERNING PRODUCT AND SERVICE INFORMATION AND LABELING

L INDICATOR FULLY MET
9 INDICATOR PARTLY MET

*REPORT HAS BEEN PREPARED IN ACCORDANCE WITH THE CORE OPTION OF THE GRISTANDARDS.
ADDITIONALLY, SOME REQUIREMENTS FOR THE COMPREHENSIVE OPTIONS HAVE ALSO BEEN MET:

102-15,102-17,102-19, 102-22 DO 102-26, 102-35.

ADDITIONAL NOTES:

UNDER THE NEW INDEX, FORMER INDICATOR EN27 AND EN30 IS NOT PRESENTED IN THE FORM OF AN INDICATOR, BUT THROUGH TOPIC MANAGEMENT
APPROACH: MATERIALS, ENERGY, EMISSIONS.

BY INTRODUCTION OF GRISTANDARDS, FORMER INDICATORS EN34,LA16 ANDHR12 ARE FORMED IN 103-2-C (GENERAL MANAGEMENT APPROACH).
INDICATOR PR5 WAS MOVED TO 102-43 AND 102-44.

WITH THE INTRODUCTION OF THE GRISTANDARDS, FORMER INDICATORS G4-LA14, G4-HR10 AND G4-SO9 WERE COMBINED INTO 414-1.
POKAZATELJI303-1,303-21303-3 SUUVOBENJEM NOVE VERZIJE POKAZATELJAU OBLASTIGRI 303 VODA-2018, ZAMENJENI SA 303-3,303-41303-5.
POKAZATELJ 306-1 JE UVODENJEM NOVE VERZIJE POKAZATELJA U OBLASTI GRI 303 VODA - 2018, UKLJUCEN U NOVI POKAZATELJ 303-4 ISPUSTANJE VODE.

POKAZATELJI403-1,403-2,403-4 SU UVODENJEM NOVE VERZIJE POKAZATELJA U OBLASTIGRI 403 ZDRAVLJE IBEZBEDNOST NARADNOM MESTU-2018,
ZAMENJENISANOVIM 403-41403-9.

POKAZATELJI403-11403-4 SUUVODENJEM NOVE VERZIJE POKAZATELJAU OBLASTIGRI 403 ZDRAVLJE I BEZBEDNOST NARADNOMMESTU -2018, DELIMICNO
ZAMENJENISANOVIM 403-4 UCESCE, SAVETOVANJE | KOMUNIKACIJA SA ZAPOSLENIMA U VEZI SABEZBEDNOSCU | ZDRAVLJEM NA RADU.




UNITED NATIONS GLOBAL
COMPACT AND GLOBAL
REPORTING INITIATIVE

The United Nations Global Compact (UNGC) is a global voluntary initiative involving representatives of
companies, academic institutions, civil society, cities and trade unions who devoted their actions to
respecting ten universal principles in the field of human rights, labor rights, environmental protection and
fighting corruption. Coca-Cola HBC Serbia actively participates in the local network developed by the
Global Compact in Serbia and helps to bring the principles of this network into a business community and
among partners from other sectors.

Our approach includes:

e Implementing 10 principles of the UNGC in business and corporate strategy
@ Promotion of 10 principles in the supply chain

@ Encouraging the development of alocal network

@ Providing support to the global UNGC platform

@ Contribution to broader UN development goals

@ Transparentreportingin accordance with the requirements of the UNGC

Members of the Global Compact have an obligation to report annually on the progress inimplementing
the ten principles of corporate social responsibility. The Global Compact and the GRI are complementary
initiatives, which long-term cooperation is based on the Memorandum of Understanding signedin 2013,
since when reports prepared in accordance with the GRI guidelines are fully accepted as Progress
Reportsinrelation to the UNGC.

CROSS REFERENCE TABLE - UNITED NATIONS GLOBAL
COMPACT PRINCIPLES (UNGC) AND GRIINDICATORS

UNITED NATIONS GLOBAL COMPACT PRINCIPLES (UNGC) | RELEVANT GRIINDICATORS
HUMANRIGHTS

PRINCIPLE 1 BUSINESSES SHOULD SUPPORT AND RESPECT THE PROTECTION OF INTERNATIONALLY PROCLAIMED HUMAN RIGHTS AND

PRINCIPLE 2 MAKE SURE THAT THEY ARE NOT COMPLICIT IN HUMAN RIGHTS ABUSES.

LABOURRIGHTS

PRINCIPLE 3 BUSINESS SHOULD UPHOLD THE FREEDOM OF ASSOCIATION AND THE EFFECTIVE RECOGNITION OF THE RIGHT TO COLLECTIVE
BARGAINING,

PRINCIPLE 4 THE ELIMINATION OF ALL FORMS OF FORCED AND COMPULSORY LABOUR*

PRINCIPLE 5 THE EFFECTIVE ABOLITION OF CHILD LABOUR AND*

PRINCIPLE 6 THE ELIMINATION OF DISCRIMINATION INRESPECT OF EMPLOYMENT AND OCCUPATION

ENVIRONMENT

PRINCIPLE 7 BUSINESS SHOULD SUPPORT A PRECAUTIONARY APPROACH TO ENVIRONMENTAL CHALLENGES



UNITED NATIONS GLOBAL COMPACT PRINCIPLES (UNGC) RELEVANT GRIINDICATORS UNITED NATIONS GLOBAL COMPACT PRINCIPLES (UNGC) RELEVANT GRIINDICATORS

PRINCIPLE 9 ENCOURAGE THE DEVELOPMENT AND DIFFUSION OF ENVIRONMENTALLY FRIENDLY TECHNOLOGIES.

ANTI-CORRUPTION -

PRINCIPLE 10 BUSINESS SHOULD WORK AGAINST CORRUPTION IN ALL ITS FORMS, INCLUDING EXTORTION AND BRIBERY

PRINCIPLE 8 UNDERTAKE INITIATIVES TO PROMOTE GREATER ENVIRONMENTAL RESPONSIBILITY

ADDITIONAL NOTES:

UNDER THE NEW INDEX, FORMER INDICATOR EN27 AND EN30 IS NOT PRESENTED IN THE FORM OF AN INDICATOR, BUT THROUGH TOPIC MANAGEMENT
APPROACH: MATERIALS, ENERGY, EMISSIONS.

BY INTRODUCTION OF GRISTANDARDS, FORMER INDICATORS EN34,LA16 ANDHR12 ARE FORMED IN 103-2-C (GENERAL MANAGEMENT APPROACH).

WITH THE INTRODUCTION OF THE GRISTANDARDS, FORMER INDICATORS G4-LA14, G4-HR10 AND G4-SO9 WERE COMBINED INTO 414-1.

POKAZATELJI303-1,303-21303-3 SU UVODENJEM NOVE VERZIJE POKAZATELJA U OBLASTIGRI 303 VODA—-2018, ZAMENJENI SA 303-3,303-41303-5.

POKAZATELJ 306-1 JE UVODENJEM NOVE VERZIJE POKAZATELJA U OBLASTI GRI 303 VODA — 2018, UKLJUCEN U NOVIPOKAZATELJ 303-4 ISPUSTANJE VODE.
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